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ABSTRACT.  Opinion leaders or social influencers possess the conviction of their followers in 

making personal and professional decisions. Their posts or sharing on social media may strongly 

influence their followers' decision to practise some environmental actions in their daily lives. They 

are often labelled as the current thought leaders among the Millennials. Considering the critical 

environmental issues faced, many social influencers play important roles to show their willingness 

to change human destructive behaviours and conserve the environment for the future. Realising their 

influence on their followers, these environmental influencers relentlessly encourage their followers 

to support their missions. Thus, the study attempted to profile successful environmental leaders 

among social influencers from the views of their followers. The study was a qualitative multiple case 

study on five informants. The informants volunteered to participate and were from 100 university 

students. They were interviewed in a written semi-structured interview and researchers could reach 

them if clarification was needed. Data were analysed using thematic analysis. Peer debriefing was 

used to increase trustworthiness. The findings revealed that effective environmental leaders 

possessed these criteria: a) credibility; b) generosity; c) responsible creators; d) influential figures; 

e) trust builders. The informants believed that these social influencers are as real as offline leaders 

even though they only knew these social influencers in online contexts. The ability of environmental 

social influencers to reach and convince multiple audiences to participate and support various 

environmental initiatives via social media platforms made them powerful thought leaders. 

 

KEYWORDS. social influencers, followers, environmental awareness, pro-environmental 

behaviours 
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INTRODUCTION 

 

Natural resource depletion and the rise of consumerism lead to environmental disasters. In recent 

years, environmental leaders in the form of social influencers use social media to increase 

environmental awareness by opinion leaders, and pro-environmental behaviours among millennials. 

Millennials in this study refer to the digital natives who were born between 1981 to 2000 (Fry, 2016). 

This generation spends a substantial amount of time communicating, connecting, unwinding, making 

content and being updated with recent events using social media platforms (Dwivedi & Lewis, 2020). 

Not only that,they are able to connect with society and tend to be the agent of change. 

Concurrently,they have to keep abreast with the latest social issues and always be prepared to interact 

with their followers. However, the role of social influencers in communicating pro-environmental 

behaviours among millennials is not well understood. It is important to identify how social 

influencers can be used as an enabler for promoting pro- environmental behaviours in the context of 

Malaysian millennials because there are limited studies on the influence of these influencers on their 

followers regarding environmental issues (Saghati, Sanaz & Khalid, 2021). Social influencers like 

Melissa Tan, Deborah Henry, Seri Mizani, Taylor Bright and   Shellbizlee can convince their 

followers in making personal and professional decisions.  

 

They are often labelled as the current thought leaders among the Millennials. Considering the 

critical environmental issues the world is facing, many social influencers play important roles to show 

their willingness to change human’s destructive behaviours and to conserve the environment for the 

future (Awang et al., 2021; Okuah et al., 2019). For instance, Melissa Tan advocates eco-awareness 

lifestyles by embracing vegan food, participating in environmental campaigns and starting an eco-

awareness platform (The Green Guerilla). Tasnim Shah, Shariffudin Azhar Omar and Muhammad 

Nazirul Ahmad Fauzi collaborated with Nuffnang to raise funds for environmental causes (Raihan, 

2021). 

 

Furthermore, millennials are more acquiescent to ethical issues and are conscious of the 

environment as compared to the other generations (Bedard & Tolmie, 2018). Millennials are 

considered the most well-informed and conscious age group when it comes to environmental issues 

(Bureau, 2015). However, there is an incongruence between millennials' claimed intentions and 

actual behaviours toward pro-environmental. Naderi & Van Steenburg's study (2018) indicates that 

millennials have not truly begun to fully integrate their beliefs and actions. In other words, they are 

green in attitude, but they may not take actual environmental actions in their daily lives. Therefore, 

the pro-environmental behaviour of the environmental influencers nowadays needs more attention. 

We want to know further the behavioural characteristics of these environmental influencers which 

allow them to encourage their followers to support their missions and promote environmental 

awareness among the millennials, and play their part to tackle certain issues. Thus, this study 

attempted to profile successful environmental leaders among social influencers from the views of 

their followers. The study aims to see the potential of social influencers in making a difference to the 

environment.Successful environmental leaders are social influencers who can exhibit pro-

environmental behaviours and persuade their followers to emulate their pro-environmental lifestyles. 

Future research could look into the dynamics of environmental issues championed by these opinion 

leaders or social influencers in order to encourage future generations to adopt pro-environmental 

behaviours. 
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LITERATURE REVIEW 

 

Current and future societies require their citizens to rectify their self-destructive behaviours on the 

environment (Razak & Sabri, 2019). Recently, environmental awareness has increased in developed 

countries as consumers opt for green-conscious products and services (Naderi & Steenburg, 2018). 

The growing segment of consumers consists of the Millenials. Millennials were born between 1981 

to 2000 (Fry, 2016), and they are known for their informative experiences with being adaptable, risk-

taking and pleasure-seeking (Aker, 2018; Weber, 2017) as well as today’s technology-savvy (Twenge 

et al., 2010). These definitions are adopted in Malaysian contexts (Abd Majid et al., 2016). Thus, it 

creates a growing body of research on emerging millennial leaders to cater for the millennials’ needs 

and demands for leaders. Long (2017) reveals that millennials are inspired by servant leadership, 

ethical leadership and transformational leadership. On the other hand, Indonesian millennials prefer 

democratic leadership (Mustomi & Reptiningsih, 2020). Similarly, Basit and Sebastian (2017) 

advocate that democratic leadership is effective to lead the millennials. In developing pro- 

environmental behaviours among the Millennials, they need to feel attached to nature (Gräntzdörffer, 

James & Elster, 2019). 

 

Educating individuals to become environmentally friendly society members is achieved 

through lifelong environmental education (Clugston, 2004). Therefore, society members need to be 

educated on environmental problems to enhance their environmental knowledge which will facilitate 

pro-environmental behaviours. Pro-environmental behaviours protect the environment (Razak & 

Sabri, 2019). As the Millennials constantly use social media, they can be educated through the use 

of social media sites to encourage environmental awareness among young people. For instance, 

modern zoos engage their customers using their social media sites to enhance awareness of 

conservation and ecology (Rose, Hunt & Riley, 2018). Millennials in higher education are green 

consumers because they are influenced by future- oriented mindsets despite not being financially 

stable as they will reap the benefits of their pro-environmental behaviours (Naderi & Steenburg, 

2018). 

 

The popularity of Youtube, Instagram, Twitter and Facebook has propelled the influence of 

social influencers to engage the audience and create awareness to their followers (Lokithasan, Simon, 

Jasmin & Othman, 2019). Social influencers influence their followers through strong persuasive 

content (Audrezet, de Kerviler, & Moulard, 2017). They become role-models to their followers by 

being authentic and promoting their causes and lifestyles through their contents (Casaló, Flavián & 

Ibáñez-Sánchez, 2018; Puteri, 2018). Social influencers connect brands/companies/organisations to 

their followers (Lim, Radzol, Cheah & Wong, 2017) and cultivate ecocentrism (Liobikien˙e & 

Poškus, 2019). These social influencers have established their credibility by highlighting their 

authenticity while curating their social media accounts. Social influencers engage their followers with 

exciting content on environmental awareness like biodiversity, climate change and sustainability and 

influence the audience to persuade them to form pro-environmental behaviours. In China, social 

influencers used Weibo to promote environmental consumerism by educating their followers on 

environmental issues and asking their followers to purchase products based on environmental 

considerations (Skoric & Zhang, 2019). 
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However, there are not many studies conducted on the characteristics of social media 

influencers who attracted and influenced followers (Ki, 2018). There are limited studies on the effects 

of social influencers and social media on environmental issues as previous studies tended to focus on 

the impact of social influencers on marketing in retaining and engaging customers (Hassan et al., 

2021; Javed, Rashidin & Xiao, 2021; Nafees et al., 2021). A common theme in these studies is that 

social media influencers are seen as credible, trustworthy and relatable sources of information that 

have a big impact on the purchasing behaviours and decisions of their followers (Djafarova & 

Rushworth, 2017; Lou & Yuan, 2019). 

 

Expertise and trustworthiness are seen as two contributing factors that indicate the credibility 

of influencers for followers to encourage their pro-environmental intentions (Awang, Syed Annuar& 

Gisip, 2019). This finding contradicts Lim, Cheah and Wong (2017), who advocated that the 

credibility of social influencers failed to encourage desired attitude and attention. Expertise and 

credibility are seen as two enablers that indicate the credibility of influencers to followers to 

encourage their environmental intentions (Awang, Syed Annuar & Gisip, 2019). This finding 

contradicts Lim, Cheah, and Wong (2017), who argue that the credibility of social influencers fails 

to encourage the attitudes and attention that people expect. In addition, research on pro-

environmental behaviours also uses various theories, such as the Theory of Planned Behavior (TPB), 

Normative Activation Model (NAM), Normative Theory of Value Beliefs (VBNT), and Theory of 

Protective Motivation (PMT), etc. to explain what drives the followers to pro-environmental attitude. 

From this, it is worth further exploring what influences the local followers to follow their influencers. 

 

Therefore, this paper intended to profile environmental leaders among social influencers in 

the eyes of followers who were university students. Higher education plays an important role to 

promote pro-environmental behaviours in a sustainable environment (Akhtar et al., 2022; Cuadrado 

et al., 2022; Huang & Yu, 2022; Jusoh et al., 2020; Lee et al., 2020). Therefore, it is necessary to 

profile environmental leaders among social influencers in the eyes of followers who were university 

students.  

 

METHODOLOGY 

 

The study was a qualitative multiple case study on five informants. Qualitative research method 

enables researchers to explain the informants’ perspectives on the phenomenon (Denzin & Lincoln, 

2011). A multiple case study enables researchers to grasp a comprehensive understanding and 

connect the most insightful experiences of the informants (Stake, 2006). Qualitative multiple case 

study allows the researcher to investigate individuals or organisations, simple to complex 

interventions, relationships, communities, or programmes, and it facilitates the deconstruction and 

subsequent reconstruction of various phenomena (Baxter & Jack, 2008). Purposive sampling was 

used to gather rich information in limited resources (Patton, 2002). 

 

Five informants were chosen from the survey which involved 100 social influencers that was 

conducted prior to this study. These Malay informants were chosen because they volunteered to 

participate in a written semi-structured interview. During semi-structured interviews, participants 

were asked to respond to questions on demographic information, the effects of the leadership qualities 

of micro-influencers, motivation to exhibit pro-environmental behaviours and levels of advertising 

literacy.  
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Pseudonym Gender Age 

Informant 1 F 23 

Informant 2 M 23 

Informant 3 F 23 

Informant 4 M 24 

Informant 5 F 23 

 

The researchers could reach them if clarification was needed. Data were analysed using 

thematic analysis. This involved a thorough reading of interview transcripts as well as comparing 

each transcript to generate common themes about the case. Similar data analysis approach has been 

conducted by researchers such as Zamari et al. (2022) and Mijar and Manaf (2021) in qualitative case 

studies involving Malaysian social media influencers. Peer debriefing was used to increase 

trustworthiness. 

 

FINDINGS AND DISCUSSION 

 

The analysis produces five themes. The findings revealed that effective environmental leaders 

possessed these criteria: a) credibility; b) generosity; c) responsible creators; d) influential figures; e) 

trust builders. Participants were asked these questions during semi-structured interviews to evaluate 

characteristics of these environmental leaders : i) Why do you trust social-influencers? ii) How do 

you judge the reliability of the message? iii) How do micro-influencers influence you to increase 

your pro-environmental behaviours? iv) What are the strategies they use to persuade you to support 

their environmental campaigns? v) Why do you trust micro-influencers in promoting 

environmentally friendly lifestyles? 

 

Theme 1: Credibility 

 

WOM (Word of Mouth) adoption is predicted by credibility (Erkan and Evans, 2016). It is commonly 

acknowledged that word-of-mouth is a potent tool. Social influencers, as potent sources of cultural 

meaning, play an important role in the diffusion of meanings. According to WOM, this is a must-

have. Credibility, which is derived from a social influencer's reputation, is an important part of the 

endorsement process. Credibility is achieved when followers assume that social influencers had 

experiences and knowledge about environmental issues/challenges/products. A study by Mijar and 

Manaf (2021) demonstrated that Malaysian influencers had to frequently update their social media 

content on relevant environmental issues in order to build credibility among their followers. This 

shows that social presence and relatable content are important factors that social influencers need to 

consider if they are to influence followers to undertake significant pro-environmental actions.  

 

Three informants reported that their social influencers had environmental leadership when 

these social influencers had credibility as illustrated in Extract 1, 2 and 3. 
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This suggests that environmental leaders for the Malaysian Millenials need to have a 

believability factor before they emulate pro-environmental behaviours. This is so as followers are 

more likely to be more influenced by their behaviours if the influencers possess expertise in the 

content that they promote (Lou & Yuan, 2019). Moore, Yang, and Kim (2018) also discovered that 

influencers must demonstrate authenticity, likability, and authority to gain followers' trust. They have 

consistently provided important and honest information to their followers, thus their perspectives are 

more credible. A similar pattern of results was obtained in previous studies (Kumar & Polonsky, 

2019; Tarhini, Alalwan, Shammout, & Al- Badi,2019).  

 

Theme 2: Generosity 

 

Environmental leaders are perceived as someone who generously shared his/her experiences and 

knowledge on their social media. The informants believed that social media influencers needed to be 

generous in sharing and showing them to be involved in environmental challenges. 

 

Extract 4 

Gather follower to do it together and do it the way that people tend to love doing it. 

For example, selfie with clean environment after cleaning it and post it on media 

social to attract more people to do it like what Maya Karin did last time. It is a good 

campaign where a lot of her followers take part of it even from different location. 

(Informant 4) 

Extract 5 
She conducts workshops, talks and also creates customised programs and campaigns 

to suit different needs. (Informant 5) 

Extract 6 

Dengan sentiasa memuat naik aktiviti memelihara alam sekitar di media sosial. 

(Informant 1) 

By constantly uploading environmental conservation activities on social media. 

(Informant 1) 

Extract 7 

Dari segi cara perkongsian yang dilakukan… dengan perkongsian tentang alam 

sekitar (Informant 3) 

In terms of the way the partnership is done… with the partnership about the 

environment (Informant 3) 

 

Research shows that in utilising social media influencers for environmental awareness, three 

basic communication processes are used to influence and engage target audiences towards the desired 

response: awareness, instruction, and persuasion (Thompson et al., 2011). Social influencers publish 

information about pro-environmental activities and activities continue to input a kind of awareness  

information to the public. Awareness messages keep people known of what they should do, who  

 

Extract 1 
They have knowledge in their respective fields (Informant 4) Shows the example 

on what needs to be done themselves (not just saying what need to be done) 

Extract 2 

There’s this one influencer Melissa Tan, she is on a journey to a zero-waste lifestyle 

where she uses stainless steel straw instead of the plastic one and also uses reusable 

container or bottle. (Informant 5) 

Extract 3 
- mempunyai pengalaman dan pengetahuan tentang sesuatu product ( Informant 3) 

-They have experience and knowledge of a product (Informant 3) 
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should do it, where and when to do it. Instruction messages instruct people on how to do it, and 

persuasive messages provide reasons why the audience should have pro-environmental behaviour 

(Thompson et al., 2011). When answering how social influencers influence her pro-environmental 

behaviour, Informant 4 stated that it is important for social influencers to share actively and 

generously because their sharing influences others to follow them, “…gather followers to do it 

together and do it the way that people tend to love doing it. For example, take a selfie with clean 

environment after cleaning it and post it on media social to attract more people to do it like what 

Maya Karin did last time. It is a good campaign where a lot of her followers take part of it even from 

different locations.” This informant’s answer pointed out that social influencers used their personal 

practices to guide others on how to conduct pro-environmental activities, subconsciously input the 

awareness of “pro-environmental is important”, and further persuaded other followers from different 

regions to do the pro-environment activities with her. Pro-environmental social influencers must also 

be activists. Research found that the influence of peer recommendations and actions is higher than 

the information shared by official organisations or higher authorities (Moser, 2010). They either bring 

their followers for activities or show activism to them at home, of course, often through the media, 

“…dengan sentiasa memuat naik aktiviti memelihara alam sekitar di media sosial (…by constantly 

uploading environmental conservation activities on social media)” (Informant 1). 

 

In addition, it should be noted that the methods or strategies shared by social influencers are 

also extremely important. Research shows that originality and uniqueness are crucial factors for 

social media influencers as opinion leaders (Casaló et al., 2020). While micro- influencers share their 

private news generously, social timing is also very important so that they know how to publish posts 

on the right day and time to increase likes, shares and clicks (Patel, 2017). Through the feedback of 

the informant, we found that besides originality, uniqueness and social timing, some social 

influencers will share different activities which they had done according to different needs, “She 

conducts workshops, talks and also creates customised programs and campaigns to suit different 

needs.” (Informant 5). Although followers are aware of environmental issues, if credible information 

such as pro-environmental knowledge is inadequate, it will also prevent followers from adopting 

green behaviour (Nguyen & Zhang, 2020). Therefore, it is very important for social influencers as a 

leader to generously share their knowledge and experience appropriately. 

 

Theme 3: Responsible Creators 

 

Theme 3 which is responsible creators indicates that social influencers were environmental leaders 

when they include facts to support and verify their claims. 

 

Extract 8 Research back for what they had said from trusted sources (Informant 4) 

Extract 9 
I will do a background check first, then evaluate them based on how they approach 

their audience and on the quality on their social media content. 

Extract 10 

Mungkin dengan cara melihat komen, cerita atau maklum balas orang lain ( 

Informant 1) 

Maybe by looking at other people's comments, stories or feedback (Informant 1) 

Extract 11 
menilai mengikut sumber mesej tersebut (Informant 2) 

Evaluate according to the source of the message (Informant 2) 



8 |                                                                                                                            http://borneoscience.ums.edu.my/ 

Nor Azira Mohd Radzi1, Latisha Asmaak Shafie, Nor Alifah Rosaidi, Razlina Razali, Lew Ya Ling and Ku Azlina Ku Aki 

 

Responsible creators cannot talk in vain. Followers will use different methods to detect their 

authenticity. The online world is now a virtual “real world”, speech is relatively free, open, and more 

influential. For example, Instagram users around the world participate in and maintain dialogue by 

sharing, liking and leaving their personal views in the comments area. Followers' messages are 

conversations with social media influencers and other followers, so this will not be the monologue 

of social media influencers, but the interaction between followers and stories and their narrators 

(Junior, 2020), or even the communication of a group of people. In this situation, everyone's 

comments are clear at a glance, which also increases its credibility. As the research found, social 

media influencers’ messages are perceived as “one of the few forms of real, authentic 

communication” (Scott, 2015). Informant 4 said that she will evaluate how the social influencers 

approach their audience and their social media content. Informant 1 also said that he would pay 

attention to micro- influencers' responsibility “by looking at other people's comments, stories or 

feedback”. Social influencers generally allow followers to express their thoughts and opinions online, 

and they also interact with users in the comment section. Social media influencers pay attention to 

the voices in the comment section and react to them, which will make followers feel listened to and 

give them a deeper understanding of the direction of the conversation (Okuah et al., 2019). This is 

one of the ways for followers to detect whether micro-influencers are the responsible leaders. 

 

Since social media influencers establish more harmonious and friendly connections and 

relationships with the audience, compared with traditional celebrities, social media influencers are 

seen as more credible and trustworthy (Djafarova & Rushworth, 2017). Followers feel that they know 

the creator of the content; they have a relationship with the creator of the content, albeit a one-sided 

relationship (Lockie, 2019). Followers sure will also think about the authenticity of these social media 

influencers' messages based on their wisdom. Informant 2 said that he did not trust some social 

influences because they “kurang pengaruh fakta kukuh (less influence of solid facts)” and said he 

would “menilai mengikut sumber mesej tersebut (evaluate according to the source of the message)”. 

Li Ziqi, one of the most successful social media influencers in China in the research context, has 

more than 8.7 million international subscribers on YouTube. She has a powerful communication 

impact in terms of ecological lifestyle to the audiences, especially the young generation. (Nguyen & 

Zhang, 2020) She showed her self-sufficient and leisurely rural life in the video. Even though her 

sharing is so amazing, because her green life involves a lot of work that requires self-reliance, some 

followers also doubt its authenticity (Wu & Jiang, 2021). After confirming that all these were 

fragments of her former life, she has received a large number of positive responses from followers. 

To lead millennials most effectively, leaders must operate with integrity. Informant 4 said he would 

“research back for what they had said from trusted sources” instead of accepting all information 

without thinking. Informant 3 would detect whether social influencers would “memaparkan bukti 

yang telah berjaya mereka peroleh (display the evidence they have successfully obtained)”. 

 

From the feedback of the interviewees, it can be found that the followers are always checking 

whether the social media influencer is a responsible creator. In general, a social media influencer is 

monitored by the public, and irresponsible social media influencers will be eliminated by the society 

at any time. 

 

Theme 4: Influential figures 

 

Theme 4 which is influential figures indicate that environmental leaders must have the power to Profiling 
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influence their followers to their causes. The number of followers became an indicator of social 

influencers’ persuasive power. A large number of followers would be another indicator of the social 

power a social influencer has. 

 

Extract 12 
Lots of follower and have knowledge. They also can act as the voice of the people. 

(Informant 4) 

Extract 13 
Yes, they are someone that can give a big impact on a person decision as they can 

encourage their fans through social media. (Informant 5) 

Extract 14 

Kerana pempengaruh mikro pada masa kini semakin popular dan dilihat memainkan 

peranan khususnya kepada golongan anak- anak muda yang mana mereka suka 

mengikuti selebriti atau orang yang digemari di media sosial. (Informant 1) 

 

Because social influencers are now increasingly popular and are seen to play a role 

especially to young people who like to follow celebrities or favorite people on social 

media. (Informant 1) 

Extract 15 

kerana mereka boleh menarik lebih ramai orang untuk menyertai program yang 

diadakan (Informant 3) 

because they can attract more people to join the program held (Informant 3) 

 

 

The current study reflects that Malaysian Millennials perceive influencers as powerful figures 

who are capable of influencing others through their opinions. Similarly, Yeo, Carter and Khor (2019) 

demonstrated that Malaysian Millennials regarded influencers as opinion leaders who played a huge 

role in the decision-making of followers. In line with previous studies, the finding shows that 

influential figures possessed an inviting factor to influence the attitude and decisions of their 

followers for particular products (Byrne, Kearney & MacEvilly, 2017). Marketing by social 

influencers creates more appeal as compared to the traditional celebrity-based and media advertising 

(Müller, Mattke & Maier, 2018). Desirable attitudes of the product which lead to higher purchase 

and recommendation intentions can be achieved if there is a strong congruence between consumer 

and product (Belanche et al., 2021). However, a study by Marjerison, Yipei and Chen (2021) revealed 

that influential figures among bloggers in China did not significantly motivate customers in 

purchasing products and purchase intention. Likewise, Cooley and Parks-Yancy (2019) pointed out 

that Millennials were more likely to emulate the behaviours of influencers whom they knew 

personally regardless of their status as celebrities or not.  

 

Theme 5: Trust Builders 

 

Theme 5 which is Trust Builders emphasises that social influencers spent time to make their followers 

trust them as environmental leaders. The informants deemed social influencers as trustworthy 

environmental leaders when they were engaged with their followers by exchanging opinions, 

environmental activities and sharing their lifestyles. 

 
 

 

 

 

 

 



10 |                                                                                                                            http://borneoscience.ums.edu.my/ 

Nor Azira Mohd Radzi1, Latisha Asmaak Shafie, Nor Alifah Rosaidi, Razlina Razali, Lew Ya Ling and Ku Azlina Ku Aki 

 

Extract 16 

Social influencer is not like any typical celebrities they have more engagement with 

their audience thus I can say that trust is built between them and the audience. 

(Informant 4) 

Extract 17 

Social influencer has a lot more engagement with the audience thus trust is build. 

You can trust the influencer as is you are their friend and family, beside they also 

provide prove about their lifestyle. (Informant 5) 

Extract 18 

Dengan cara mereka menunjukkan keprihatinan mereka terhadap alam sekitar 

….Dengan sentiasa memuat naik aktiviti memelihara alam sekitar di media sosial. 

(Informant 1) 

In a way they show their concern for the environment… .By constantly uploading 

environmental preservation activities on 

social media. (Informant 1) 

Extract 19 
memaparkan bukti yang telah berjaya mereka peroleh (Informant 3) 

Display the evidence they have successfully obtained (Informant 3) 

 

 

The current study demonstrates that Malaysian Millennials regard the influencers as 

trustworthy enviromental leaders because they are able to engage with the contents delivered by the 

influencers at a personal level. This is not surprising given that Malaysians are more likely to be 

influenced by people who are in their immediate surroundings such as peers, family, and friends (Yeo 

et al., 2019). Furthermore, this finding is consistent with what has been found in previous studies that 

trust is a source of credibility in engaging awareness (Awang, Syed Annuar & Gisip, 2019) and 

product purchasing (Hassan, Teo, Ramayah & Al-Kumaim, 2021). Furthermore, it must be pointed 

out that trust is a favourable element in enhancing advertising effectiveness (Chekima, Chekima & 

Adis, 2020). Similarly, Cooley and Parks-Yancy (2019) found that Millennials were more likely to 

purchase a product based on recommendations made by people they knew personally compared to 

celebrities due to the level of trust they had in the former.   

 

 

CONCLUSION 

 

 

In the current study, the findings revealed that effective social influencers possessed these five 

criteria: credibility, generosity, responsible creators, influential figures and trust builders. The 

informants believed that these social influencers are as real as offline leaders even though they only 

got to know the influencers through the online world. The results showed that these environmental 

social influencers have the ability to reach and convince multiple audiences in social media platforms 

to participate and support various environmental initiatives, making them powerful thought leaders. 

This is something to reckon when it comes to the effects that they could make in helping with 

environmental issues that we are facing nowadays. 

 

To date there is very limited studies on the role of social media influencers in influencing pro-

environmental behaviours to their followers even when social media has become more significant in 

our life these days (Hamid et al., 2017). Despite the small scale of our study, we hope that it will  
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provide some valuable insights on how opinion leaders or social influencers possess the power to 

convince their followers in making personal and professional decisions. The social influencers are 

powerful enablers for promoting pro-environmental behaviours in the context of Malaysian 

millennials. The findings also help shed some light on other influencers to learn more about their role 

in spreading environmental awareness among their followers. They could use the findings as a metric 

or reference point to look at what or why their followers are actually reaching out for them.  

 

The study was aimed at profiling environmental leaders among social influencers from 

university students’ perspectives. As the informants were Malay, the study did not study social 

influencers of other races. The findings of this study add to the knowledge of characters of digital 

environmental leaders among social influencers who influence the Millennials. In making digital 

environmental campaigns and activities, management at higher education can include social 

influencers to participate in the events.  These social influencers can be selected among their students. 

The contents of digital campaigns should reflect credibility, generosity, responsibility, influence and 

trustworthiness. In addition, content writing can be taught as one of the courses in higher education 

that can enhance the graduates’ employability skills and as a skill that allows them to spread 

environmental awareness successfully. Future studies could be carried out to study more about the 

dynamic of environmental issues championed by these opinion leaders or social influencers to carry 

out pro-environmental behaviours for the future generation. 
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