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ABSTRACT

In the dynamic and competitive landscape, the use of celebrity endorsements has been a prominent
strategy among the fashion retailers. Celebrity endorsements are seen as symbolic cues and play a
significant role in influencing consumers buying decisions on fashion products. This research seeks to
study the impact of celebrity reputation attributes (communication skills, influence, authenticity,
expertise) and promotional communication on the consumer purchase behaviour of fashion products.
The stimulus-response (S-R) model was used to guide the study. An online survey was conducted via
Google Forms, and 250 valid responses from respondents who met the criteria were collected. The
study employed Partial Least Squares Structural Equation Modeling (PLS-SEM) to test the hypotheses
and the findings indicated the authenticity of the celebrity reputation attribute is the most significant
predictor that influences consumer purchase behaviour, followed by expertise. However,
communication skills and celebrity influence were found to have no significant impact on purchase
behavior. In addition, promotional communication was found to positively influence the purchase
behaviour of fashion consumers. This study contributes to marketing communication scholarship by
examining celebrity reputation elements, offering a unique perspective compared to the commonly
studied attributes derived from the source credibility framework. The study urges fashion retailers to
carefully select celebrities based on their reputation to avoid negative publicity or word-of-mouth that
could harm the brand and threaten business sustainability.

Keywords: Celebrity reputation, promotional communication, purchase behaviour, fashion retailers,
strategic marketing communication.

INTRODUCTION
In recent years, celebrity endorsement has become one of the most effective and popular
promotional strategies in marketing communication (Rocha et al.,, 2020). Celebrity
endorsements and collaborations are prevalent strategies employed by numerous brands and
companies to augment more audiences and foster consumer trust (Tarigan et al., 2023).
Moreover, companies use celebrity endorsement as a strategy to enhance brand recognition,
stimulate purchase intention, and persuade consumers to buy their products or services
(Bogollu & Saravanan, 2023). In Asian countries, about 65% of the advertisements are
endorsed by celebrities (Sharma et al., 2021) and brands are willing to invest a huge amount
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of money to associate their brand with popular celebrities because they presume the
celebrity’s reputation and image can attract consumers and increase the brand's value
(Agarwal & Garg, 2021).

According to Mohan (2025), 28% of consumers between the ages of 18 to 24 are
influenced to purchase products endorsed by celebrities. Ameen et al. (2022) revealed that
consumers place a high level of trust in celebrities’” recommendations and tend to purchase
more products recommended by celebrities due to their perceptions of the endorsement or
advertisement as trustworthy. Celebrities wield substantial influence that can persuade their
audience through their perceived credibility, congruence, and relationships with the brands
(Abdulkadiri, 2023).

In Malaysia, many fashion brands and retailers have employed celebrity
endorsements in their branding campaigns to attract potential customers and increase brand
visibility. Fashion retailers are now partnering with beloved and idolised Malaysian celebrities
to endorse and make their brands stand out from competitors (Abd Aziz et al., 2020). Celebrity
collaborations with fashion retailers generate buzz among individuals who are thrilled to see
these popular and admirable public figures and ignite their interest in the fashion retailer and
its products.

Numerous studies have shown that celebrity endorsement has a great impact on
consumer purchasing behaviour (Addo et al., 2023, Al Mamun et al., 2023; Anwar et al., 2023).
However, Chan et al. (2021) stated that the biggest challenge of celebrity endorsement
strategy for a successful and effective advertising campaign is to select a suitable celebrity
endorser who closely aligns with the brand. Despite the potential advantages and
effectiveness of this promotional strategy, there are also contrasting results found on the use
of celebrity endorsement. According to Freire et al. (2018), certain research has shown that
celebrity endorsement does not contribute to product advertising and can negatively affect a
brand's reputation due to negative publicity, misconduct, and scandal. Thus, the matter of
the reputation of the celebrity has become a pivotal element that should be considered
carefully.

While previous research has examined celebrity characteristics and their impact on
consumer behaviour, there are inconsistent findings on the impact of celebrity attributes on
consumer purchase behaviour in the prior studies (see Schimmelpfennig & Hunt, 2020, Adiba
et al., 2020, Molelekeng & Dondolo, 2021). For instance, Abd Aziz et al. (2020) found that a
celebrity’s attractiveness has more impact on Millennials' purchase intentions of local beauty
and health products, as compared to a celebrity’s credibility. Al-Awadhi (2020) used the
source attractiveness model to study the influence of celebrity endorsement on perceptions
and purchase intentions of consumers in Yemini and concluded that celebrity likeability
significantly influences consumer purchase intentions. Mittal (2020) researched the influence
of celebrity characteristics on consumer purchase decisions and brand loyalty in India.
Findings from the study revealed that expertise has the most significant influence, while
physical attractiveness, similarity, familiarity, and trustworthiness have a lesser influence on
both purchase decisions and brand loyalty. In contrast, Guesh (2019) found that expertise has
less significance, while trustworthiness, attractiveness, and product match-up positively
influence consumer purchase behaviour in Africa. Thus, this inconsistency has urged the
researchers to re-examine this phenomenon.
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Although there are several models developed by previous scholars to examine
celebrity characteristics and their effectiveness such as source credibility, source
attractiveness, and match-up model on consumer behaviour and purchase intentions (Afifah,
2022, Fan et al., 2022, Djafarova & Thompson, 2023; Marklen et al., 2025), they were not
focused from the angle of reputation. Thus, Ryu and Han (2021) identified key variables that
can be used to evaluate and measure celebrity and social media influencers’ reputation scale
and formulated the four attributes, namely communication skills, influence, authenticity, and
expertise. Although some past studies have utilised the attributes of Ryu and Han (2021),
however, the results were also inconsistent. For example, the study by Taher et al. (2022)
found that communication skills and expertise were found to positively influence the
parasocial relationship and lead to purchase intention, however, authenticity and influence
were not the determinants, which yield different results that warrant further investigation.

In addition, Chan et al. (2022), who examined online promotional communication also
found that online word-of-mouth does not lead to company competitiveness. Zhang et al.
(2025) found that sales promotion and communication agents positively influence purchase
hesitation which gives a different perspective that promotional / marketing communication
positively leads to purchase intention, which urged the researchers to further investigate it.

Although the use of celebrity endorsements is prevalent in the fashion industry, there
is a need for research on the impact of celebrity endorsement within the fashion industry
(Osei et al., 2024). Thus, the research on fashion retailers and celebrities in Malaysia context
can provide different insights to this study area within a specific cultural, and social context.
Given the empirical gaps highlighted above, this research aims to study the impact of celebrity
reputation attributes (communication skills, influence, authenticity, expertise) and
promotional communication on the consumer purchasing behaviour of fashion products.

LITERATURE REVIEW

Theoretical Underpinning
Stimulus-Response (S-R) model was developed by Edward Thorndike and revolutionised by
Ivan Pavlov. The S-R model which represents Stimulus and Response is a psychological
concept that explains an individual’s behaviour manifests as a result of the connection
between external stimulus (S), and responses (R) (Brendl & Sweldensm, 2024). Stimulus refers
to external factors and influences that affect an individual’s mental state. Response refers to
the action or reaction taken in response to the stimulus (Muhammad & Hartini, 2023).
Stimulus can be represented by various external factors (S), which in turn affect the emotional
state of the individual, and result in behavioural or psychological responses portrayed by the
individual.

In this research, the Stimulus (S) is the celebrity’s reputation attributes
(communication skills, influence, authenticity, and expertise), and promotional
communication, while the Response (R) is purchase behaviour.

Consumer Purchase Behaviour

Consumer purchase behaviour refers to the systematic process whereby consumers search,
purchase, use, and dispose of a product or service that fulfils their needs or desires (Sostar &
Ristanovié¢, 2023). It is defined as a consumer’s decisions, preferences, perceptions, and
objectives made in the process of purchasing a product or service (Roy & Datta, 2022).
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Consumer purchase behaviour can also be influenced by celebrities. For instance,
Porral et al. (2023) found that celebrity endorsements exerted significant influence on the
purchasing behaviour of consumers towards wine and beer products, and further revealed
that expertise is the most significant factor influencing consumer purchase decisions. In
another study, Putri and Hendratmi (2022), highlighted that celebrity endorsement and
content/promotional marketing positively influence consumer purchase intention towards
Muslim fashion brands and products in Indonesia.

Communication Skills and Purchase Behaviour

Communication skills are important for celebrities to acquire when communicating with
consumers. Communication skills play an important role when interacting with and
convincing consumers, who are constantly exposed to information and are wary of private
information exposure (meaning transfer) (Lim et al., 2023). It is also important to understand
consumers' preferences and to demonstrate empathy through effective communication (Ryu
& Han, 2021).

According to Ryu and Han (2021) and Wen et al. (2024), a celebrity or influencer must
possess the ability to actively communicate with consumers, and clearly communicate
information about the product or service. For instance, Wachyuni and Priyambodo (2020)
found that communication skills are one of the indicators in selecting a celebrity for
endorsement. The study emphasized that a celebrity’s perceived credibility and trust are
closely tied to their communication skills in effectively conveying messages and information
to consumers. Besides, Muhammad and Hartini (2023) found that effective communication
was an important factor influencing consumers' impulsive purchase of products on social
commerce. The findings of the research align with Wang et al. (2025), who indicate that
celebrities who employ effective communication skills when interacting with consumers can
influence and induce their impulse purchase behaviour. Moreover, effective communication
skills with consumers create a sense of intimacy and parasocial relationship experience with
the celebrity, which can persuade consumers to purchase a product (Taher et al., 2022).
Hence, the hypothesis is developed:

H1: Celebrity’s communication skills positively impact consumer purchasing behaviour.

Celebrity Influence and Consumer Purchase Behaviour

Celebrity influence affects the behaviour, interest, attention, and relationship of the
consumers, while emotional influence affects mood and elicits emotional reactions or
inspirations (Taher et al., 2022). The influence of celebrity has a significant impact on
consumer purchasing intention and impulse buying behaviour (Liu, 2022).

According to Abidin et al. (2021), celebrities use their image and influence on the
public to shape consumer perceptions and influence purchase behaviour. Similarly, many
people aspire and seek to embrace the values and lifestyles exemplified by celebrities (Min et
al., 2019). Consumers selectively instill the values and behaviour of their favourite celebrities,
to express and create their unique identity (Thomas, 2022). These individuals have a specific
interest and attention to a celebrity that they deem successful and want to emulate the
celebrity’s behaviour that they admire in their own lives (Brooks, 2021).
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In support of this notion, previous research by Jiménez-Castillo and Sanchez-
Fernandez (2019) found that celebrities can influence the behaviour of their followers thereby
influencing the buying intent, perceptions, behaviours, and evaluations towards the brands
recommended by the celebrity. Past studies have also concluded that celebrity influence
increases consumer buying behaviour (Fauzee & Dada., 2021) and exerts a significant
influence on consumer perceptions toward products endorsed by celebrities (Santoki, 2022;
Mohan, 2025). Hence, the hypothesis is postulated:

H2: The celebrity influence positively impacts consumer purchasing behaviour.

Authenticity and Consumer Purchase Behaviour

Wen et al. (2024) explained celebrity authenticity as a perception of honesty, trustworthiness,
and integrity that is portrayed by the celebrity. Endorsers who openly disclose brand
relationships and remuneration through authenticity practices are perceived as genuinely
endorsing and valuing the product they endorse (Kapitan et al., 2021). Consumers are more
likely to be influenced by celebrities if they believe that the endorser has a genuine
connection with the product rather than simply promoting it for materialistic gain (Anumol &
George, 2023). Authenticity perceived by consumers impacts their engagement in celebrity
endorsement (Casalé et al.,, 2020). In addition, Shoenberger et al. (2020) found that
advertisements that portray authenticity increase consumers' purchase intention, behaviour,
and trust towards brands which align with the study of (Nichols & Shapiro, 2023). Thus, the
hypothesis is formulated:

H3: Authenticity of celebrity positively impacts consumer purchasing behaviour.

Expertise and Consumer Purchase Behaviour

Expertise can be described as someone who has specialised ability and knowledge in
particular niche domains. In the celebrity endorsements aspect, expertise pertains to the
degree to which a celebrity endorser is perceived to have adequate experience, knowledge,
and ability in the product category or field (Nabil et al., 2022; Onu et al., 2023) and to make
relevant and accurate recommendations.

Consumers will perceive endorsements as more trustworthy and credible when the
celebrity endorses the product based on their expertise and knowledge (Abdulkadiri, 2023).
Raza et al. (2019) added that consumers are more likely to purchase a product or service
recommended and endorsed by a celebrity who is perceived as an expert in the area. This is
because they are seen as a more reliable source compared to celebrity endorsers who are not
experts. Hence, a celebrity who is seen as an expert and knowledgeable has more influence
to alter consumer perceptions and preferences (Onu et al., 2019).

A study conducted by Obeidate et al. (2022) found that expertise exerted a positive
influence on consumer purchase intentions in the fashion industry. Many studies have also
proven that the perceived expertise of a celebrity has a significant influence on consumers’
attitudes as well as purchase behaviour (Upadhyay & Niroula, 2022; Chandra, 2023). Based
on the above, the hypothesis is formulated:

H4: Celebrity’s expertise positively impacts consumer purchasing behaviour.
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Promotional communication and consumer purchasing behaviour

Promotional communication also known as marketing communication comprises advertising,
public relations, direct marketing, and sales promotion (Alexandrescu & Milandru, 2018). For
instance, the study by Majaliwa et al. (2024) found that advertising has a positive relationship
with consumer preferences and buying behaviour. In addition, Mishra et al. (2024) also found
that sales promotion positively influences the consumer’s purchase intention in the clothing
industry. In the recent study by Chan et al. (2025), they examined the university's
marketing/promotional communication elements and found that advertising and public
relations were the predictors of the university's reputation, where this indicated that the
marketing/ promotional communication (advertising, public relations, sales promotion,
personal selling) significantly drove the buying behaviour (Khanh et al., 2021). This has been
supported by the findings of Zulkifli et al. (2024), where promotion was the predictor of online
shopping preferences. Therefore, the hypothesis is postulated:

H5: Promotional communication positively impacts consumer purchasing behaviour.

Exogenous variables Endogenous variable

Celebrity’s Reputation Attributes

Communication -

skills I

H1
Influence —— \

HZ\

Authenticity H3

H4/

Purchase
Behaviour

Expertise |

Promotional /

Communication

H5

Figure 1: Proposed research framework

METHODOLOGY

Research Design

This study adopted a quantitative survey method to systematically collect and analyse
numerical data. Analysis and data collection yielded from quantitative survey methods are
more effective and less time-consuming, and the findings can be generalized to a larger
population in various contexts (Xiong, 2022). An online questionnaire was designed to collect
data from a sample of individuals through their responses to the survey. Hence, the survey
allowed researchers to collect information from a large sample size within a short period and
in a cost-effective way (Taherdoost, 2022).
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Sampling Procedure

In this research, purposive sampling was used to select respondents that align with the
characteristics or criteria of the sample, which are individuals who have purchased products
from the fashion retailers and who followed any celebrities that have collaborated with the
fashion retailer on their social media (Taher et al., 2022). According to Kock and Hadaya
(2018), a minimum of 160 sample sizes is required for PLS-SEM. For this study, G*Power
software was used to calculate the sample size for the survey research (Memon et al., 2020),
and as a result, the minimum target sample size needed for this study is 138 respondents
(predictors: 5, effect size: 0.15, power: 0.95). Therefore, researchers collected 250
respondents who met the sample criteria to produce more relevant and accurate results.

Instruments and Measurements

The research instrument was separated into 4 sections. Section A was designed to collect
background information from respondents which included demographic questions such as
age, gender, education, income, and two screening questions to know whether the
respondent has ever purchased the product from the fashion retailers chosen by them and
whether the respondent recognizes or follows any celebrity that collaborates with the fashion
retailers. These two screening questions were included to ensure the collected responses
were valid for the research.

Section B focused on the celebrity reputation attributes, namely communication skills,
influence, authenticity, and expertise. The items for communication skills were adapted from
(Ryu & Han 2021; Utami et al., 2019). Celebrity influence items were adapted from (Azkiah &
Hartono, 2023). As for the authenticity, the items were adapted from (Moulard et al., 2015;
Ryu & Han, 2021). Finally, measurement items for expertise were adapted from (Guesh, 2019;
Moreira, 2023). Section C is related to promotional/marketing communication items, where
the items were modified from Sadeh et al. (2012).

As for the endogenous variable (Section D), consumer purchase behaviour items were
adapted from (Guesh, 2019; Jiménez-Castillo & Sanchez-Fernandez, 2019). The instruments
were measured using a 5-point Likert scale ranging from (1) Strongly Disagree and (5) Strongly
Agree for Sections B, C, and D. The details of the items can refer to Table 1 below.

Table 1: Measurement of the variables

Variables Items Sources
Communication CS1: The fashion retailer's celebrities actively communicate with Ryu & Han (2021);
Skills consumers. Utami et al. (2019)

CS2: The fashion retailer's celebrities clearly communicate
information about the fashion products or brands.

CS3: The fashion retailer's celebrities can easily understand
information about the fashion products or brands they endorsed.
CS4: The fashion retailer's celebrities well explain the relationship
between fashion content, product, and brand.

CS5: The fashion retailer's celebrities know and understand the
fashion products or brands well.
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Celebrity
Influence

Authenticity

Expertise

Promotional
Communication

Purchase
Behavior

INF1: The fashion retailer's celebrities have many followers or
subscribers.

INF2: The fashion retailer's celebrities have a ripple effect on
public opinion.

INF3: The fashion retailer's celebrities have a marketing effect.
INF4: The fashion retailer's celebrities have a great effect on the
public.

INF5: The fashion retailer's celebrities are persuasive in the public
eye.

INF6: The fashion retailer's celebrities lead the fashion trend.

AUT1: The fashion retailer's celebrities communicate true
information about the fashion products or brands.

AUT2: The fashion retailer's celebrities are honest.

AUT3: The fashion retailer's celebrities endorsed with sincerity.
AUTA4: The fashion retailer's celebrities have speak and act politely
when communicating with consumers.

AUTS: The fashion retailer's celebrities have consistent tone and
manners such as words, writing, and actions.

EXP1: The celebrities of the fashion retailers have specialised
expertise on the fashion products/brands.

EXP2: The celebrities of the fashion retailers have sufficient
experience to recommend the fashion products/brands.

EXP3: The celebrities of the fashion retailers have adequate
knowledge of the fashion products/ brands they endorse.

EXP4: The celebrities of the fashion retailers have sufficient
qualification to endorse the fashion products.

EXP5: | think the fashion retailer's brands or products are more
reliable when endorsed by celebrities.

PC1: The advertisements (TV, online, printed) of the fashion
retailers promote the company and its products.

PC2: The public relation activities of the fashion retailers promote
the company and its products.

PC3: The sales promotions offered by the fashion retailers
promote the company and its products.

PC4: The sponsorship activities of the fashion retailers promote
the company and its products.

PB1: | am in favour of purchasing the products of the fashion
retailers.

PB2: 1 am more likely to purchase products from fashion retailers.
PB3: In future, | would consider purchasing the products of the
fashion retailers.

Azkiah & Hartono
(2023)

Moulard et al.
(2015); Ryu & Han
(2021)

Guesh (2019);
Moreira (2023)

Sadeh et al. (2012)

Guesh (2019);
Jiménez-Castillo &
Sanchez-Fernandez
(2019)

Data Collection Procedure and Ethical Concerns
The self-administered questionnaire was conducted through Google Forms. The link to the
Google Form survey was shared on various social media platforms, including WhatsApp,
Telegram, Instagram, and Facebook. The researchers continued to share the survey
guestionnaire with respondents until the targeted number of respondents were acquired.
The researchers included the written informant consent on the cover page of the
online survey and only the respondents who agreed to participate would proceed to answer
the next questions. Respondents participated voluntarily in this research to ensure the
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confidentiality of the respondent's information. The data collection started from 7th May
2024 until 27th June 2024.

Common Method Variance

Since the study is using cross-sectional design, common method variance (CMV) would usually
occur. This needs to be addressed before testing the measurement model (Podsakoff et al.,
2012). Thus, researchers applied the procedural measure by incorporating the social
desirability items adopted from Fischer and Fick (1993). The items were embedded in the
online survey while collecting the data to reduce the bias from the single-source data.

Data Analysis and Statistical Significance

PLS-SEM was employed in this study, as it is commonly used in research investigating celebrity
endorsement and consumer purchasing behaviour (Taher et al., 2022). Correspondingly,
SMART-PLS 4.0 is used to analyse the data through structural equation modelling (SEM). Most
importantly, the current study tests the research framework from the angle of prediction
which justifies the use of PLS-SEM (Hair & Alamer, 2022). This has further supported the
notion of Hair et al. (2022), that the prediction analysis is contemporary in social science
research as it provides new observations within and outside of the sample.

RESULTS

Based on gender, (52.4%) of the respondents were male and (47.6%) of respondents were
female, where the gender has nearly relatively equal numbers. The majority of the
respondents (72.0%) were aged between 21- 25 years old; the second highest respondents
(12.4%) were aged below 21, and the least number of respondents (3%) were aged between
41-45 years old. This indicates that most of the respondents were young adults. In terms of
income, more than half of the respondents (53.2%) earn below RM2000, (18.8%) of the
respondents earn between RM2001 to RM3001, (10.8%) of the respondents earn between
RM3001 — RM4001 and above RM5000 each month, and (6.4%) of the respondents earn
RM4001 — RM5000. In regards to their education level, more than half of respondents (62.8%)
have a Bachelor’s degree. Thus, the respondents of the survey are educated individuals and
can make good decisions as consumers. Table 2 presents the demographic profile of the
respondents in frequency and percentage (%).

Table 2: Characteristics of the respondents (N=250)

Variable(s) Frequency %
Gender Male 131 52.4
Female 119 47.6
Education High school/ SPM 19 7.6
STPM/ Foundation/ Diploma 55 22
Bachelor’s degree 157 62.8
Master’s degree 13 5.2
Ph.D. 1 0.4
Professional certificate 5 2
Age (years old) <21 31 12.4
21-25 180 72
26-30 16 6.4
E-ISSN: 2289-1528 549
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Income

31-35

36-40

41-45

>45

<RM2000
RM2001-RM3000
RM3001-RM4000
RM4001-RM5000
> RM5000

11
133
47
27
16
27

1.6

1.2
4.4
53.2
18.8
10.8
6.4
10.8

Measurement Model Evaluation
Convergent validity examines the items and variables to ensure that they are related to one
another (Lim, 2024). The construct reliability can be determined using factor loading and
composite reliability (CR). The minimum value for the factor loading of all items in their
respective variables should be greater than 0.7 which was suggested by (Cheung et al., 2024)
to ensure reliability. Similarly, the Cronbach’s alpha and CR values for each of the variables
also should exceed the 0.7 threshold value as suggested by (Hair et al., 2024). Convergent
validity was calculated using the Average Variance Extracted (AVE) (Hair et al., 2024), where
the AVE of each variable must be higher than 0.5. As seen in Table 3, all values of each factor
meet the minimum threshold for the data to be deemed as reliable and valid, therefore
convergent validity is established.

Table 3: Measurement model

Variables Items Loadings Cronbach’s Alpha CR AVE
Authenticity AUT1 0.798 0.880 0.912 0.675
AUT2 0.799
AUT3 0.847
AUT4 0.838
AUTS 0.823
Communication skills cs1 0.799 0.893 0.921 0.700
CS2 0.866
CS3 0.867
CS4 0.834
CS5 0.815
Expertise EXP1 0.722 0.859 0.898 0.640
EXP2 0.857
EXP3 0.820
EXP4 0.848
EXP5 0.743
Influence INF1 0.694 0.879 0.908 0.625
INF2 0.845
INF3 0.833
INF4 0.801
INF5 0.833
INF6 0.723
Promotional PC1 0.803 0.874 0.915 0.729
communication PC2 0.914
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PC3 0.897
PC4 0.794

Purchase Behaviour PB1 0.933 0.924 0.952 0.868
PB2 0.936
PB3 0.927

Discriminant validity studies the relationship between the variables to ensure that
they are not related to one another (Hair et al., 2022). Discriminant validity is established if
all of the Heterotrait-Monotrait (HTMT) values are less than the 0.90 threshold as proposed
by (Franke & Sarstedt, 2019; Ringle et al., 2023). As demonstrated in Table 4 below, all of the
HTMT values are below the 0.90 threshold value, indicating that discriminant validity is also
established.

Table 4: Discriminant validity via HTMT

AUT cs EXP INF PC PB
AUT
cs 0.833
EXP 0.796 0.750
INF 0.585 0.739 0.741
PC 0.587 0.602 0.733 0.777
PB 0.647 0.649 0.700 0.653 0.773

Note: AUT = Authenticity; CS = Communication Skills; EXP = Expertise; INF = Influence; PC = Promotional
Communication; PB = Purchase Behaviour

Structural Model Evaluation

To assess the structural model, a bootstrapping approach with 5,000 samples was utilised as
suggested by (Magno et al., 2024). This method is crucial for evaluating the dependability of
the structural model’s path coefficients and coefficient of determination (R?). The PLS
Algorithm and bootstrapping techniques were applied to generate path coefficients, t-values,
and R? values (Hair et al., 2017). As illustrated in Table 5, Communication Skills (B = 0.098, t =
1.295, p = 0.098) and Influence (B = 0.077, t = 1.135, p = 0.128) demonstrated non-significant
impacts on purchase behaviour, whereas Authenticity (B = 0.154, t = 2.243, p = 0.039) and
Expertise positively impacts purchase behaviour (B =0.141, t = 1.745, p = 0.010). Additionally,
Promotional Communication positively impacts purchasing behaviour (3 =0.394, t =5.543, p
= 0.000). Figure 2 depicts the structural model of this study.

Moreover, the structural model assessment presented that the model explains 59.2%
of the variance in purchase behaviour (R? = 0.592), indicating substantial explanatory power
as it is higher than 0.26 (Cohen, 1988). Effect sizes (f?) ranged also from trivial to moderate.
For communication skills (f> = 0.007), influence (f?=0.005) and expertise (f> = 0.017) have a
trivial effect, Authenticity (> = 0.020) has a small effect, and promotional communication (f?
= 0.156) has a medium effect on purchase behaviour. The Variance Inflation Factor (VIF)
values ranged from 2.441 to 3.290, which was highlighted by Hair and Alamer (2022), that the
VIF value between 3 and 5 is acceptable which confirms that the multicollinearity issue is not
severe. In summary, this analysis supports H3, H4, and H5, while H1 and H2 were not
supported.
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Table 5: Direct effects

std.  std. Lcr  uLa

Path Beta  error T P (5%) (95%) D R’ i VIF
H1 s> pB 0098 0076 1295 0098 -0038 0212 NS 0592 0.007 3.290
H2 INF>PB 0077 0068 1135 0128 -0.031 0190 NS 0.005 2.948
H3 AUT->PB 0154 0.069 2243 0012 0039 0265 S 0.020 2.835
H4 exp>pB 0141 0081 1745 0041 0010 0277 S 0.017 2.908
H3 pc > pB 0.394 0071 5543 0.000 0272 0506 S 0.156  2.441

t*p <0.01, *p < 0.05; S= Supported; NS = Not supported; LLCL= Lower Level Confidence Interval; ULCL=Upper
Level Confidence Interval 1-tailed test

Variables can be substituted when the study evolves, and the researchers aimed to
investigate the out-sample prediction (Shmueli et al., 2019; Hair, 2021), where it compared
the current (PLS-SEM_RMSE) model with the naive Linear Regression model (LM_RMSE).
Hence, PLS predict assessments were carried out (Shmueli et al., 2016). Based on Table 6, the
majority of the outcomes of (PLS-SEM_RMSE — LM_RMSE) are higher (+), which indicates the
discrepancy is big. Thus, the current model has a weak predictive power to predict purchasing
behaviour in the future.

Table 6: PLS predict

Items Q?predict PLS-SEM_RMSE LM_RMSE PLE SEM — LM (RMSE)
PB1 0.493 0.652 0.648 0.004
PB2 0.483 0.670 0.645 0.025 Weak
PB3 0.471 0.658 0.649 0.009
Note: PB = purchase behaviour
Exogenous variables Endogenous variable
Celebrity’s Reputation Attributes
Communication .__,__‘__H\
Skills B = 0.098 (N.S.)
| Influence |~—"——"— B = 0.077 (N.S.) \‘
—— Purchase
| Authenticity |__ —— B=0.154(s) /’/__"; Behaviour
B =0.141s)
| Expertise |""'—'_’_- RZ= 0.592
B =0.394(S)

Promotional
Communication
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DISCUSSIONS
Based on the results, authenticity is the most significant attribute of a celebrity’s reputation
that impacts the purchase behaviour of fashion consumers. This is followed by expertise.
However, communication skills and the celebrity influence were not the significant predictors
that influence purchase behaviour. In addition, promotional communication has a positive
and significant impact on purchase behaviour.

Authenticity is the most significant dimension of a celebrity's reputation attribute that
contributes to purchase behaviour. These findings were aligned with previous studies
(Kapitan et al., 2021; Wen et al., 2024) on the authenticity aspect of social media influencers
and celebrities. The current findings also supported the study by Nichols and Shapiro (2023),
which revealed that authenticity positively influences consumers' behaviour regarding
purchase intention and the endorsed brand.

Besides, expertise is the second most prominent predictor that impacts purchase
behaviour, which is congruent with the findings by Obeidate et al. (2022), Taher et al. (2022),
and Onu et al. (2023) that expertise has a significant impact on the purchase behaviour of the
consumer. A celebrity endorser should possess adequate knowledge of the products or
brands they promote, as consumers tend to favour endorsers who can convey accurate
information—thereby enhancing consumer confidence, trust, and interest in fashion
retailers’ products. Chandra (2023) pointed out that celebrities who are perceived as highly
expert by consumers are more likely to capture consumers' attention and motivate purchases
of the endorsed product.

The influence of the celebrity’s reputation attributes does not significantly impact the
purchase behaviour. The current findings were contrasted with previous research results
(Molelekeng & Dandoli, 2021; Santoki, 2021; Fauzee & Dada, 2021). One possible explanation
is the demographic profile of the respondents, who were primarily young adults aged 21-25.
This age group tends to be information-savvy and well-versed in beauty and fashion products,
making them less likely to rely on celebrity opinions. This group of generations relies much
more on user-generated content and online customer reviews to get information and
influence about fashion and beauty products (Macheka et al., 2024).

In addition, communication skills as the celebrity’s reputation element were also
found not related to buying behaviour, which contrasted with the findings of (Lim et al., 2023;
Taher et al., 2022; Wachyuni & Priyambodo, 2020; Wen et al., 2024). This can be explained
that while a celebrity's communication style can influence how consumers perceive their
message, it's often less significant than their perceived expertise, trustworthiness, and brand
fit (Calvo-Porral & Lévy-Mangin, 2024). Another reason that can explain the insignificant path
could be due to consumers perceive the celebrities as non-genuine when they endorse
because consumers might believe that they are inclined to communicate only positive things
about the product endorsement as they are being paid for their endorsement, which can
erode consumer perception on the influence and communication skills of the celebrity.

Besides, the study found that promotional communication positively leads to the
purchase behaviour of fashion products, which aligned with past studies (Mishra et al., 2024;
Majaliwa et al., 2024; Khanh et al., 2021; Zulkifli et al., 2024). This aligned with the S-R model
that the promotional mix elements were the stimulus or determinants used by the marketers
to communicate with the consumers which drive the purchase preferences and behaviours.

CONCLUSION
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In conclusion, this research seeks to examine the impact of a celebrity’s reputation attributes
(e.g. communication skills, influence, authenticity, expertise) and promotional
communication on the purchase behaviour of fashion consumers. Results from the path
analysis revealed that two variables—authenticity and expertise—were significant predictors
of consumer purchase behaviour, whereas influence and communication skills were not. In
addition, promotional communication is positively related to purchase behaviour.

Implications of the Study

In theoretical terms, the current findings can help future scholars evaluate which attributes
of a celebrity’s reputation can influence consumer purchase behaviours. The findings can be
used as a source and reference for researchers to examine it in the different Malaysian
markets, besides the fashion industry. The theoretical underpinning used in this study, which
is the S-R model can also add insights to the consumer psychology and marketing
communication literature. This can help to assist future researchers who want to study similar
research topics, in different contexts.

As for the practical implication, the current study provides valuable insights for fashion
retailers and marketers with a better understanding of the impact of celebrity’s reputation
attributes in influencing consumer purchase behaviour. The findings help fashion retailers to
carefully select and filter the celebrities who have better reputations to be their endorsers,
as the celebrity being selected must be free from scandal and negative publicity. Thus, the
management of fashion retailers should perform a background check before selecting the
celebrity to endorse for their products/brands.

Besides, the current study found that communication skills and influence were not
predictors, and this has urged the management of the fashion retailers to provide
communication training to the celebrity on the ways how to address the consumer’s inquiries
and interactions in a much more favourable way. Although the celebrity employed by the
fashion retailers should convey positive and beneficial aspects of the products, they should
practice transparency and provide genuine information when delivering the message, as the
younger consumers might not fully believe the message by the celebrity, and this segment of
consumers were more believe in the consumer-generated contents (Rehman et al., 2022).
Thus, the celebrity should employ other more prominent aspects like their expertise to
persuade and convince the consumers.

Since the study found that promotional communication has the biggest impact on
purchase behaviour. Thus, it has urged fashion retailers to come out with the latest
promotional drivers such as incorporating digital/social media marketing, user-generated
content, and search engine optimization when promoting their fashion products as these
strategies prominently target Generation Z and Millennials who are technology and
informational savvy.

Limitations & Future Research Pathways

Several limitations were found in this study. This study only focused on the consumers in the
Klang Valley area, which limits the generalisability of the findings to other cultural and
geographical contexts. Future studies could explore similar studies in other states or different
parts of Malaysia to compare and contrast the celebrity’s reputation attributes on fashion
retailers across various consumer markets and segments.
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Another limitation is that the current study employed only quantitative survey
methods and close-ended questions, which may lead to very limited responses by the
consumers. Future research could incorporate qualitative methods such as interviews and
focus groups that could provide diverse responses from consumers, and provide more insights
to the topic.

The current research can also be expanded by examining the topic in different content
and industries, and the same dimensions developed by Ryu and Han (2021) may be included,
to broaden the varieties and strengthen the topic. Additionally, the study primarily focuses
on positive celebrity’s reputation attributes, future studies could investigate the effects of
negative celebrity’s reputation attributes and other negative related variables such as
communication risks (Bashir et al., 2017), wishful identification (Koay & Lim, 2025) on
consumer purchase behaviour, which may help to offer deeper insights into the impacts of
celebrity’s reputation on consumer purchase behaviour which contribute to the marketing
communication scholarship.
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