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ABSTRACT 

The advertising preferences have changed, putting massive pressure on marketers to 

create impactful advertising sources. With the advent of social media penetration today, 

the entire mechanism and ideology experienced a transformation. Social media 

influencer medium has become the digital world's sensation during the new wave of 

transition. According to a Google analysis in the first quarter of 2020, internet searches 

for 'How to live a sustainable lifestyle' surged by approximately 4,550 per cent. 

Consequently, the millennials are reported as the most relevant generation to embrace 

the more substantial concern of interacting with social media, which is also seen as a 

generic group that emphasizes becoming more pro-environmental in their lifestyle. 

Hence, in response to this issue, the focus of this research dissertation is to determine 

the impact of social media influencer attributes on millennials' intentions to engage in 

pro-environmental behaviour in Kota Kinabalu. This dissertation established four social 

media influencer qualities that were expected to have an impact on pro-environmental 

attitudes. Furthermore, the issue of involvement was believed to moderate the 

association between the four attributes and the individual's pro-environmental attitude 

in this study. The effect of pro-environmental attitude in mediating the relationship 

between social media influencer attributes and pro-environmental behaviour intention 

was also investigated. A quantitative approach was conducted using a set of 

questionnaires that were distributed among the millennials in Kota Kinabalu, Sabah. 

The research model was further analysed using the Partial Least Square-Structural 

Equation Modelling (PLS-SEM) technique. Based on the research questions, four core 

findings have been derived as follows: 1) source credibility, source attractiveness and 

SMI -meaning transfer significantly influenced the attitude towards pro-environmental; 

on the other hand, SMI-cause congruence was insignificant to the attitude towards pro-

environmental 2) as a mediating variable, attitude mediated the relationship between 

source credibility, SMI-meaning transfer with intention towards pro-environmental 

behaviour. Contrastingly, source attractiveness and SMI meaning transfer demonstrated 

an insignificant influence when tested indirectly through attitude as a mediating 

variable. In this study, issue involvement played a significant role in strengthening the 

relationship between source credibility and attitude. This dissertation contributes the 

relevant empirical evidence, which indicates that the social media influencer’s attributes 

play a significant role in influencing social/ awareness marketing. Industry practitioners 

are encouraged to adopt this research framework in developing a model that can provide 

a comprehensive guideline on the importance of selecting the crucial attributes to 

achieve the success of the social/ awareness campaign. An in-depth review of the 

implications, limitations and future studies will be further discussed. 
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