
 

Journal of Advanced Research in Business and Management Studies 35, Issue 1 (2024) 26-43 

26 
 

 

Journal of Advanced Research in Business 

and Management Studies 

 
Journal homepage: www.akademiabaru.com/submit/index.php/arbms 

ISSN: 2462-1935 
 

Analyzing the Influencers affecting Gen Z Customer' Purchasing Behaviour 
on e-Commerce and Cosmetics in Vietnam 

 

Hoang-Long Nguyen1, Que-Nhu Duong1,* 

  
1 Can Tho University, Vietnam 
  

ARTICLE INFO ABSTRACT 

Article history: 
Received 29 August 2023 
Received in revised form 10 April 2024 
Accepted 17 April 2024 
Available online 28 May 2024 

This study examines the influencers that significantly impact the purchasing behavior 
of Generation Z (Gen Z) customers in the e-commerce and cosmetics industries in 
Vietnam. By employing a mixed-methods approach, data was collected from 600 Gen 
Z customers in Vietnam, and behavioral intention models were used to understand 
their behavior. Specifically, 5 key characteristics of influencers such as 
trustworthiness, attractiveness, expertise, influencer match-up congruence with the 
brand/ product, and negative publicity are hypothesized to have significant impact on 
behavioral intention of Gen Z customers. The results of this research indicate that 
influencers play a significant role in shaping Gen Z customers' purchasing behavior in 
the e-commerce and cosmetics industries. Trustworthiness, attractiveness, and 
expertise were found to be crucial factors influencing Gen Z's decision-making 
process. Interestingly, the study reveals that influencers have a stronger impact than 
previously assumed, surpassing the theoretical expectations. The implications of these 
findings are significant for marketers and brands in developing effective influencer 
marketing strategies targeted at Gen Z customers in Vietnam. It is recommended that 
brands prioritize collaborating with trustworthy and compatible influencers who can 
create a positive brand image. Future research should consider additional factors and 
conduct cross-cultural comparisons to further enhance our understanding of Gen Z's 
behavior and the role of influencers. 
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1. Introduction 
 

In the 21st century, Internet technology exploration that has been recorded so far has led to an 
increasing shopping trend on e-commerce platforms [1]. Furthermore, the online purchasing trend 
can be attributed to the partial impact of the covid-19-pandemic [2]. As a consequence of these 
reasons, the youngish generation (Gen Z) is the ones most affected. Gen Z is considering people 
born after 1995 [3]. According to Levin [4], young people often have appreciative attitudes towards 
advertisements displayed by real reviewers in the real environment. Moreover, youngish people 
often spend a lot of time participating in social media activities, but they do not have the patience 
to watch the advertisements even though it lasts about 10 to 30 seconds [4]. Generation Z 
customers are pretty active in online purchasing [5]. In the same way, Brown [7] researched that 

                                                           
*
 Corresponding author. 

E-mail address: dqnhu@ctu.edu.vn (Que-Nhu Duong) 
 
https://doi.org/10.37934/arbms.35.1.2643 



Journal of Advanced Research in Business and Management Studies 

Volume 35, Issue 1 (2024) 26-43 

27 
 

about 67% of youngish people use smartphones to pay for online orders; in particular, many of 
those 67% youngish people set a smartphone aside for online purchases [6,7]. Consequently, 
youngish customers are attracted and proliferate by online purchasing [8]. Traditional marketing 
methods are gradually being replaced by more effective and modern marketing methods such as 
social media platforms and online influencers [9]. Based on Vero-Asean-Agency [10], Vero 
researchers have shown that influencers drive Generation Z, Millennials, and Generation X to buy 
more online on e-commerce platforms through social media [10]. It can be said that influencers 
have changed Gen Z's shopping trend on e-commerce platforms. In the same way, in the cosmetics 
industry, the youngish generation is driven by cosmetic influencers when it comes to beauty care 
[11]. The products introduced by beautifying influencers make a strong impression on youngish 
generation community because of the experiences before and after using the products on social 
networking platforms [12]. In addition, short videos and live streams Conducted by cosmetics 
influencers often lead to more Gen Z lures than regular text posts, increasing the percentage of 
young people buying cosmetics with high revenue [13]. As the dialectics mentioned above, e-
commerce and cosmetics have different properties, so influencers in both fields will have different 
parts of influence on Gen Z will also be different. Therefore, this study will focus on solving the 
problem raised. 

Previously, many researchers have applied behavioral intention models to study Gen Z's 
behavior, such as the theory of planned behavior [14,15]. Youngish people raised in the period from 
1996 to 2010, which is inherited from Gen Y (Millenial), are considered Generation Z (Gen Z) [16-
21]. Since the youngish generation was born and nurtured in an era of intelligent connectedness in 
many sectors such as education, travel, and entertainment, Gen Z is known as the technology 
generation (also known as iGen) [22]. According to Nielsen [23], Gen Z will account for 33% of the 
worldwide population in 2025, making them critical players in the global economy, human 
resources, and society's global market [23]. Similarly, Bich & Thi [24] has a similar application to the 
technology acceptance model or Ngarmwongnoi et al., [25] application at the same time as the 
information adoption model. However, in terms of research topics, some aspects of GAP analysis 
from previous research are limited in terms of influencers' effects on Gen Z behavior. Similarly, the 
measurement factors have not been completed—items to measure appropriately compared to the 
current time [26]. Likewise, previous studies have not provided specific effects or comparisons from 
influencers' characteristics or limitations on Gen Z's online purchasing behaviour in Vietnam. The 
research topic "Comparing impacts of influencers on E-commerce and Cosmetics purchasing 
behaviour of Gen Z in Vietnam" will deal with the abovementioned gaps. 
 
2 Literature Review 
2.1 Influencers & Influencer Marketing 
 

Influencers are often seen as special factors in social networking communities, who often 
appear on social media platforms to share experiences, personal stories, or opinions in many fields, 
areas, topics, products, or services [27]. Influencers get a lot of attention from brands because 
consumers perceive influencers as personal, authentic, reliable, and down-to-earth sources of 
information. Besides, with vast and wide benefits from social networks, influencers are considered 
a crucial target audience in brands' strategies [28-30]. Based on Audrezet et al., [31], marketers 
have shown that using informers in marketing strategies is the second most effective advertising 
strategy [31]. Moreover, more than 94% of marketers find that influencer marketing works. 
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To date, influencer marketing has not become a stranger to any audience for Generation Z and 
the economic field in general [32]. Kind of social media marketing is influencer marketing that 
applies influencers on social networks to influence audiences to spread the coverage of products or 
services to niche markets [33]. Influencer marketing is the actions of external people that influence 
consumers' choices when following those external people [34]. Influencer marketing mainly aims to 
build trust and credibility with customers, thereby increasing customers' trust in that brand's 
products and services [35]. Moreover, influencer marketing will often focus on influencers who 
influence social network platforms to reach the desired target audience and promote the brand's 
message [36]. In addition, influencers do not stop at promoting the brand's message; but they also 
have to orient the image and value of the brand, thereby directly affecting the perception and 
loyalty of consumers in the market-their active period [35]. In the marketing world, influencer 
marketing is often referred to as E-WoM [37]. 

 
2.2 Influencers Characteristics 

 
Influencers' characteristics influence the purchase intention and purchase behavior of 

generations [38]. Moreover, the characteristics of influencers are pretty special because they affect 
audiences in many different ways instead of just one [39]. Therefore, this study applies six 
characteristics of influencers: trustworthiness, attractiveness, expertise, familiarity, Influencer 
compatibility with products/services, and negative publicity to study the influence of such 
characteristics on Gen Z. 

 
2.2.1 Trustworthiness 

 
One of the crucial components of the trading process is dependability, trust, honesty, and 

sincerity. Younger generations will often listen to more advice to catch up with new trends than 
older generations. Furthermore, any person who can influence consumers, whether positively or 
negatively is considered a reference group, while famous people or influencers are considered a 
trusted reference group [40]. Based on Sliburyte [41], men are more inclined to trust male 
celebrities or influencers and vice versa for women. In addition, companies will often take 
advantage of the trustworthiness, credibility, and good public image of celebrities or influencers to 
influence their customer base [42]. Therefore, consumers often consider celebrities or influencers 
as trustworthy information sources [43]. Previous studies have shown that the trust in celebrities or 
influencers will often have a positive influence on consumer's purchase intention [44-46]. 

 
H1: Trustworthiness has a positive effect (+) on online purchasing behavior of Gen Z in Vietnam. 
 
2.2.2 Attractiveness 

 
Based on Reingen and Kernan [47], a beautiful and attractive appearance will have a special 

meaning in product selection. Furthermore, a product with a beautiful advertising form would 
create a sense of attraction and interest and positively attract consumers' attention [48]. More 
specifically, the looks and attractiveness of celebrities will be a critical factor in testing their 
attractiveness to audiences [49,50]. Attraction has many dimensions to evaluate, and it is difficult 
to determine the degree of interest in things when there is only one dimension [51,40]. Besides, 
previous studies have also shown that brand ambassadors will increase attractiveness and 
positively influence customers' purchase intention [44,46]. 



Journal of Advanced Research in Business and Management Studies 

Volume 35, Issue 1 (2024) 26-43 

29 
 

 
H2: Attractiveness has a positive effect (+) on online purchasing behavior of Gen Z in Vietnam. 
 
2.2.3 Expertise 

 
Expertise, known as expert power, falls within the framework of Raven (1965) and is presented 

as a method of influencing others [52]. According to Mowen [53] and Till and Busler [54], expertise 
celebrity endorsers will positively impact customer and product relationships. Furthermore, the 
level of expertise of celebrities or influencers will affect customer satisfaction, attitudes, and 
persuasion more positively than negatively [55,56]. Besides, the level of expertise will affect the 
purchase level of consumers quite large [45]. 

 
H3: Expertise has a positive influence (+) on online purchasing behavior of Gen Z in Vietnam. 
 
2.2.4 Familiarity 

 
Feeling emotionally in tune and interacting with renowned individuals or influencers is 

characterized as familiarity [57]. Familiarity is a factor that impacts a brand's experience with 
consumers both directly and indirectly [58]. Brand familiarity will remain in the consumer's memory 
once they have acquired brand knowledge. When customers are familiar with celebrities or 
influencers, it has a massive impact on their attitudes, perceptions, and loyalty [44,46,58,59]. 
 
H4: Familiarity has a positive effect (+) on online purchasing behavior of Gen Z in Vietnam. 
 
2.2.5 The match-up of influencers with products/services 

 
The match-up of influencers to a brand or product plays a critical role in modern marketing [60]. 

Influencer and follower relevance will be represented as adequate coverage [61]. Moreover, the 
relevance of brand ambassadors or influencers is confirmed by Kalu [62] to influence Gen Y 
customers' purchase intention directly. If products or services are advertised by celebrities or 
influencers whose images are related to the product or service, consumers' trust will be higher than 
those who have little to do with the product or service [63]. Besides, several researchers have 
confirmed that the relevance of influencers or celebrities will positively impact consumer purchase 
intention [64]. 
 
H5: Influencers' match-up congruence with the brand/ product has a positive effect (+) on online 
purchasing behavior of Gen Z in Vietnam. 

 
2.2.6 Negative publicity 

 
The application of influencers or celebrities to the business always incurs many costs [65]. That 

cost is not simply the cost of appearing for influencers or celebrities, but it is also the cost of 
ensuring the risks of negative information about influencers or celebrities [66]. Negative 
information about celebrities or influencers used by a brand has a severe impact on a brand's 
performance or reputation [67]. Furthermore, researchers have also discovered that negative 
information can affect the attractiveness and credibility of influencers or celebrities [68]. Besides, 
negative publicity of celebrities or influencers has a bearing on customer buying intent [69]. 
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Negative information, on the other hand, has little effect on customers' purchase intentions [44,70-
73]. 
 
H6: Negative publicity has a positive effect (+) on online purchasing behavior of Gen Z in Vietnam. 

 
The 6 dimensions include Trustworthiness, Attractiveness, Expertise, Familiarity, Match-up of 

influencers with products/services, and Negative publicity, which are the 6 independent variables in 
the research framework (Figure 1). Gen Z's online purchasing behavior on E-commerce and Gen Z's 
cosmetics purchasing behavior in Vietnam will be the dependent variables of the research 
framework. 
 

 
Fig. 1. Research framework 

 

3. Methodology  
 

The research will use a quantitative approach to start researching. The quantitative approach is 
to use numbers as the fundamental basis to generalize about a particular phenomenon [74]. The 
numbers are measured objectively and honestly to give researchers accurate information. Some 
common characteristics when applying quantitative methods in research. The first is to perform on 
a large sample size to generalize the entire population and market [75]. The large sample size will 
make the research highly reliable to be easily applied in practice [76]. In this study, more than 600 
samples from three regions will be collected to represent Gen Z in Vietnam in the research issue. 

This study will use Microsoft 365 form to conduct data collection. The collected samples will be 
primary data for topic research. Furthermore, the questionnaire has 43 questions 5 level of Likert-
scale built in a structured way with six questions related to general information of respondents, 
seven questions about influencer recognition, and 30 questions about item dimensions. To obtain 
samples, there are three main methods of sampling: snowball sampling method (relationship 
method), random sampling method, and convenience sampling method. However, the snowball 
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sampling method was selected to collect samples in the study. This application will benefit research 
when it is easy to diversify the sample obtained. Specifically, the main researcher will send the 
survey link to friends in the three regions. Thanks to the follow-up support of the focal points in the 
North, Central, and South regions, the number of surveys will be replicated to collect diverse age, 
gender, and profession data. As for the two methods, the random sampling method and the 
convenience sampling method will not be used in the study. The first is the random sampling 
method; the sample will be representative, but the researcher needs to have a list of Gen Z age 
groups throughout Vietnam, so it will be challenging to get that list [77]. The second is the 
convenience sampling method; this is a method that when someone asks that person, the sample 
obtained will be significantly skewed [78]. Moreover, the reason for choosing the snowball 
sampling method is that the covid-19 pandemic is still raging with new strains, so it isn't easy to 
collect samples directly instead of indirectly online like the other two methods [79]. However, the 
snowball sampling method will also be biased, so the researcher needs to overcome the skewed 
samples by classifying the samples far from the total sample obtained. Another way to reduce 
biased is expanding the study when finding that many samples are biased—skewed for best results. 
It is, moreover, discarding samples that are not representative of such as non-Gen Z or identifiable 
influencers that do not fall under the category of cosmetics or e-commerce. Besides, before going 
into data analysis, the researcher filters and checks the collected research samples before exporting 
the excel file to proceed with the coding step in excel. Furthermore, the tool to analyze is SPSS 
software and applies data analysis methods such as frequency, description, regression, and 
Cronbach Alpha to test the quality, elimination, and general results of the representative variables. 

Regarding ethical considerations in research, this research is separated into four basic principles 
as follows. First and foremost, the research project participators will know the information related 
to the research project before giving informed consent and conducting the survey. Secondly, 
answers have the right to withdraw from the survey during any research period. Thirdly, the 
participants only participated in the research project when they agreed officially; and allowed the 
project owners to use the responses for the research purpose. Last but not least, data and personal 
information related to the answer will be kept confidential and never disclosed in any form or 
manner. 
 
4. Results 
4.1 Sample Characteristics 
 

Basic details on the sample's characteristics, including age, living area, and gender are 
discussed. A few of those features will reveal the general characteristics of the sample being 
studied. According to figure 2, a total of 600 respondents actively participated, with 241 females 
making up 40.2% of the participants; 150 males making up 25%; and 209 Others participants 
making up 34.8%. According to the survey, female gender is more likely than others to access or 
approach online purchasing for products related to e-commerce and cosmetics [80,81]. 
Additionally, the Others gender makes up a sizable portion of the research, which demonstrates 
that this gender has a strong propensity to purchase online [82]. 
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Fig.2. Structure of the sample by gender 

Source: The result’s analyzing SPSS from 600 participants in Vietnam, 2022. 

 
According to Figure 3, the study's participants came from three different regions of Vietnam. 

More specifically, up to 210 participants, or 35% of each region, are in the South and the North. 
There are 180 individuals and a 30% participation percentage in the Central region. As a result, 
online purchasing is more common in the South and North of Vietnam than in the country's Central 
regions. 
 

 
Fig.3. Structure of the sample by the living area of respondents 

 
The survey's results revealed that the two main Gen Z age groups favor online shopping and 

cosmetics purchasing. The first ranges from 16 to 18 and from 19 to 25, accounting for 45% and 
55% of the sample size based on figure 4, respectively. It demonstrates that Gen Zers who are older 
than 18 are more likely than the other age groups to make online purchases and purchase 
cosmetics. 
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Fig.4. Structure of the sample by age. 

 
4.2 Characteristics of Most Frequent Online Purchase Gen Z Customers 
 

This section will explore characteristics of most frequent online purchase Gen Z customers. 
First, participants will be self-evaluated their frequency of online purchases. There are 5 level for 
participants to choose from, including Never, Seldom, Sometimes, Often, Very Often. In this 
section, structure of customers who choose the most online purchase frequency (Often and Very 
Often) will be analyzed in depth.  
 

4.2.1 Most frequent online purchase Gen Z customers by Age 
 

First purchase frequency broken down by age will be shown in order to better comprehend the 
situation in terms of buy rate from various angles. Based on figure 5, ages 16 to 18 exposures a very 
frequent purchase rate of 36.63%, while ages 19 to 25 experience a rate of 43.43%. This 
demonstrates that Gen Zers over the age of 18 have a tendency to conduct more online purchases 
than persons of other ages [83]. 
 

 
Fig.5. Most frequent online purchase Gen Z customers by Age 

 
4.2.2 Most frequent online purchase Gen Z customers by Gender 
 

The rate of frequent online purchases by gender is another factor, in addition to the rate of 
frequent online purchases by age. The first is that female often purchase online at a rate of 46.96%. 
With a 38.02% online purchasing rate based on figure 6, Others is next. Male is the last group, with 
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a rate of 15.29% for frequent purchases. According to the study, female is more likely than other 
genders to be interested in making online purchases related to e-commerce and cosmetics [84]. 
Additionally, the evidence demonstrates that since Others people have already experienced 
needless discrimination, they are more inclined to purchasing online [85]. They were able to get 
beyond those obstacles and simply purchase for cosmetics and e-commerce due to the expansion 
of social networking platforms, purchasing platforms, and influencers [86]. As a result, the 
proportion of Others people who purchase online is a little higher than that of male gender. 

 

 
Fig.6. Most frequent online purchase Gen Z customers by Gender 

 
4.2.3 Most frequent online purchase Gen Z customers by Living Region 
 

In Vietnam, regional differences can also be seen in the frequency of online purchasing 
behavior. The North's frequent online purchasing rate is 38.84%, to start. The Central region places 
third with a frequent online purchase rate of 29.75%. The rate in the South is 31.40%, to final in the 
figure 7. The North has a larger percentage of online purchases than the other two regions, 
according to the survey's modified specifications. A high number of imported goods are 
concentrated in the North's numerous major warehouses, such as Me Linh, Quang Chau, and Long 
Bien, as well as huge ports (Long Bien Can Port), making it easy for customers to transfer and 
receive goods for online purchasing. Next, the North is the region with 6 of the top 11 provinces in 
terms of national per capita income in 2020 [87]. This demonstrates that, out of the three regions, 
the North tends to have the best purchasing potential. Thirdly, due to their location in the delta 
region, the majority of the provinces in the North have historically been natural places of 
population concentration [88]. At the same time, over the past 20 years, these provinces have led 
the North and the entire nation in terms of industrial zone growth [88]. According to the 
aforementioned analysis, Gen Z's online frequency of purchasing behavior in the North is very 
frequent which is reasonable. 
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Fig.7. Most frequent online purchase Gen Z customers by Living Region 

 
4.2.4 Top of mind influencers 
 

The Aaker's Brand Awareness Pyramid model is used to determine which influencers are aware 
of both cosmetics and e-commerce. According to figure 8, Bong Tim received the most votes from 
the Gen Z contestants, receiving 65 votes. Gen Z is familiar with the name Bong Tim, who has 5.7 
million followers on TikTok's personal page. Therefore, it is obvious that Bong Tim is a key 
influencer who has an impact on Gen Z's online purchasing behavior on platforms for e-commerce 
and cosmetics. Hau Hoang is next with 47 votes. In the ranking based on the survey, Hau Hoang is 
the second name cited. With 7.7 million subscribers on his personal YouTube channel, Hau Hoang is 
not too far from internet users. Hau Hoang is also one of the influential influencers of Gen Z. 
Additionally, the well-known influencers with vote rates of 39, 30, and 23 include Chang Makeup, 
Tun Pham, and Tran Pham. Despite having an impact on Gen Z, they have not had the same level of 
influence as Bong Tim. Therefore, Bong Tim is the influencer that comes to mind first when people 
think of influencers and has a significant influence on Gen Z's online purchasing behavior. 
 

 
Fig.8. Top of mind influencers 
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4.2 Perception of Influencer’s Characteristics 
 
Cronbach alpha is used to test reliability of the scale. When the total correlation coefficients are 

larger than 0.3 and the Cronbach's alpha is greater than 0.5, and if all Cronbach alphas if item 
deleted are smaller than the original alpha, then the scale is reliable. The result indicated in the 
table below implies that the scale used to measure influencers’ characteristics is highly reliable. 
 

Table 2 
Reliability test of Influencers’ characteristics scale 
Observant variables Total 

correlation 
Cronbach's 
Alpha if Item 
Detected 

Trustworthiness (Cronbach’s Alpha = 0.771) 

A is a trustworthy person on social media 0.627 0.702 
A is an honest person on social media 0.598 0.711 
A is an honest person when making comments about the brand/product in the review 0.604 0.712 
A is trusted to find information about products 0.450 0.760 
A is a person of integrity 0.481 0.762 

Attractiveness (Cronbach’s Alpha = 0.570) 

The content of A's assessment is attractive 0.407 0.455 
A has good looks 0.317 0.532 
A attracts a large number of followers 0.350 0.501 
A is persuasive 0.346 0.506 

Expertise (Cronbach’s Alpha = 0.607) 

A has product/service knowledge 0.449 0.380 
A has experience in using products/services 0.444 0.382 
A has the skills to instruct the use of products/services 0.323 0.493 
Familiarity (Cronbach’s Alpha = 0.648) 
You follow A for a long time 0.501 0.430 
The person you follow is an individual on social media 0.407 0.504 
You understand A is A's person 0.415 0.495 

Influencer match-up congruence with the brand/ product (Cronbach’s Alpha= 0.663) 

A's style is similar to the image of the product/service 0.403 0.617 
A is suitable for the target audience of the brand 0.371 0.631 
A's image matches the brand's image 0.466 0.589 
The values of A are compatible with the values of the brand 0.317 0.659 
The promotion is completely consistent with other articles that this A has posted before 0.537 0.553 

Negative publicity (Cronbach’s Alpha= 0.681) 

A introduces poor quality products/services 0.529 0.436 
A fell into unreliable negative publicity 0.432 0.511 
A has improper behavior with the community 0.443 0.497 

 
4.3 Perception of Gen Z Customers on Influencers’ Characteristics 

 
To accurately assess the dimensions of Influencer characteristics affecting online purchasing 

behavior of Generation on E-commerce and Cosmetics industry in Vietnam, Likert-scale will be 
applied in the paper to measure. The scale is divided from 1 to 5 (Strongly disagree to Strongly 
agree). The meaning of the division from 1 to 1.8 is strongly disagree; 1.8 to 2.6 is disagree; 2.6 to 
3.4 are neutral; 3.4 to 4.2 is agree; and finally 4.2 to 5.0 strongly agree. Perception of Gen Z 
customers on influencers’ characteristics are illustrated in the table below. 
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Table 3 
Reliability test of Influencers’ characteristics scale 
Observant variables Mean Std. 

Deviation 

Trustworthiness (= 4.22) 

A is a trustworthy person on social media 4.34 0.821 
A is an honest person on social media 4.16 0.822 
A is an honest person when making comments about the brand/product in the review 4.40 0.770 
A is trusted to find information about products 4.25 0.856 
A is a person of integrity 3.95 1.059 

Attractiveness (= 4.39) 

The content of A's assessment is attractive 4.55 0.660 
A has good looks 4.10 0.731 
A attracts a large number of followers 4.40 0.683 
A is persuasive 4.52 0.608 

Expertise (= 4.48) 

A has product/service knowledge 4.58 0.614 
A has experience in using products/services 4.66 0.621 
A has the skills to instruct the use of products/services 4.19 0.790 

Familiarity (= 4.46) 

You follow A for a long time 4.52 0.646 
The person you follow is an individual on social media 4.51 0.643 
You understand A is A's person 4.36 0.712 

Influencer match-up congruence with the brand/ product (= 4.36) 

A's style is similar to the image of the product/service 4.36 0.667 
A is suitable for the target audience of the brand 4.42 0.672 
A's image matches the brand's image 4.55 0.660 
The values of A are compatible with the values of the brand 4.10 0.731 
The promotion is completely consistent with other articles that this A has posted before 4.40 0.683 

Negative publicity (= 4.46) 

A introduces poor quality products/services 4.55 0.618 
A fell into unreliable negative publicity 4.41 0.656 
A has improper behavior with the community 4.41 0.705 

 
First of all, the trustworthiness margin's average value is 4.22, indicating that respondents 

strongly agree with the opinions expressed in the provided items. The majority of the social media 
influencers that have an impact on Gen Z's online purchasing behavior have a fairly high level of 
credibility in practically every aspect, including factual content and practical application of the 
information. According to observations, Vo Ha Linh, a Youtuber, and Tiktoker, is a prominent 
influencer who is well-known for her openness and high level of trust in the online. Influencer Vo 
Ha Linh is renowned for her frank reviews of cosmetics as well as foods from questionable 
restaurants. Vo Ha Linh's content is transparent and truthful when she assesses products, which 
contributes to her high level of credibility. Additionally, Vo Ha Linh's information about brands and 
items is accurate. Furthermore, Vo Ha Linh reviews each product's praise and criticism in a clear 
manner. Hence, trustworthiness is so crucial for influencers. More specifically, "A is an honest 
person when making comments about the brand/product in the review" has the dimension with 
the highest mean, with a mean of 4.40. Influencers can gain trust from their followers by providing 
honest reviews of products or brands [89]. Giving followers frank and accurate feedback will also 
help them form an unbiased opinion of that brand or product [90]. Moreover, 48% of social media 
users want brands and influencers to be more “real” [91]. Therefore, influencers will be able to 
positively affect Gen Z's online purchasing behavior and trustworthiness reputation by doing this 
(followers). 
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Attractiveness comes with a mean level of 4.39, which is strongly agreed. Gen Z is highly 
interested in the allure of influencers, including their appearance, personal style, personality, and 
creative content [92]. A new trend of influencers with a desirable appearance, personality, 
rebellion, and extreme personality to express how they vary from everyone else around them has 
emerged as a result of the flourishing entertainment shows in Vietnam at the end of 2020. Because 
of this, Gen Z will imitate influencers who share their opinions, which will affect how Gen Z behaves 
when making online purchases [93]. Gen Z's online purchasing behavior will be significantly 
influenced by the allure of influencers in many different forms. More particularly, the dimension 
“The content of A's assessment is attractive” strongly agrees with the mean of 4.55.  One particular 
finding is that hot tiktoker Be Bay has developed humorous content on daily life that has drawn a 
sizable following from Generation Z. According to Moran [91], lighthearted and humorous content 
tends to draw consumers by up to 55%. Future key consumers from Generation Z adore this type of 
content, and they frequently share it to promote uplifting messages that have a direct impact on 
Gen Z's online purchasing behaviors. 

The expertise factor's strong agreement with the mean level of 4.48 is very high. The knowledge 
of influencers will have a significant influence on Gen Z's online purchasing behavior. When a 
product is mentioned by an influencer and every ingredient, use, pluses, and minuses are listed, a 
thorough professional evaluation will draw more customers than a single popular rating. Gen Zers, 
in particular, frequently need to comprehend the product before making a purchase, which directly 
influences how they behave while making purchases online. The dimension "A has experience with 
products/services" has a specific value of 4.66 with the meaning "strongly agree." If an influencer's 
experiences align with those of Gen Z customers, that influencer will have a significant impact on 
Gen Z's online purchasing behavior. More particular, followers will quickly reject to purchase light-
colored shirts for themselves if the influencer has dark complexion and says in a product review 
that they are unsuitable for those with dark skin. Therefore, Gen Z's online purchasing behavior 
may be significantly influenced by the experiences of influencers. 

The familiarity with the mean is 4.46, the level is considered to be "strongly agree." Before 
interacting with a seller directly, 47% of shoppers, according to HubSpot [94], view 3-5 brand-
related promotional posts. The primary touch point for people to behavior whether to purchase a 
brand's products and services will be this content. The most useful content will be targeted 
marketing content and cutting-edge insights. Online purchase behavior will also change to some 
extent as influencers and Gen Z followers become more familiar with one another. Dimensions 
having a meaning of 4.52 and a significance level of strongly agree is "You follow A for a long time." 
Following influencers for a long time will help Generation Z followers learn and be familiar with the 
brand's products and services, thus influencing their online purchasing behaviors [28]. 

A dimension having a meaning of 4.52 and a significance level of strongly agree is “Influencer 
match-up congruence with the brand/ product". That is, the participants agree with this view. 
Specifically, the dimension “A's image matches the brand's image” with a mean of 4.55 is quite high 
with a meaning of strongly agree. Influencers will take the lead in efforts that affect consumers' 
online purchasing decisions as "initiators” [95]. Son Tung MPT is a macro influencer who will be 
connected to Oppo's image, to be more precise [96]. Additionally, Soobin Hoang Son and Son Tung 
MPT are linked to the Bitis Hunter image that sparked a huge fever in 2016 [97]. Immediately, Bitis 
Hunter's reputation began to alter, and gradually gained popularity among the Gen Z crowd. These 
two instances are the best illustrations of how customers' online purchasing behaviors are 
instantaneously impacted by the perception of the proper influencers. 

Negative publicity is the final factor, with a mean of 4.46 and a significance level of strongly 
agree. The fact that influencers have negative information will have an impact on Gen Z's online 
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purchasing behaviors. The dimension "A introduces poor quality products/services" in particular 
has a mean of 4.41 and a highly agreed upon meaning level. The publication of subpar information 
by a well-known influencer will drastically alter the internet purchase behavior of Generation Z. In 
particular, there is a hot tiktoker that Trang Nemo misled people on peeling cosmetics. Most online 
shoppers have modified their opinions of influencers when false claims made regarding ingredients 
and other product details were proven. Negative information will have a big impact on influencers 
as well as online purchasing behavior quite a bit. 
 
5. Conclusions 
 

When 600 people participated in the survey, the research revealed that the influencer 
marketing generation has advanced more than before. According to the survey's subject, the 
respondents are representatives of the Gen Z group and range in age from 16 to 25. Additionally, 
female tend to online purchasing behavio pretty frequently. However, Others gender also rank 
among the gender groupings who purchasing online most frequently. In additional to Z generations 
in the North and South, online purchasing behavior is a pretty common activity. 

In addition to the characteristic of the age, gender, and living area, the characteristics of 
influencers include the element of competence, which has a mean of 4.48, which denotes great 
agreement among participants. By coincidence, regression research shows that this dimension has 
a significant impact on Gen Z's online purchasing behaviour. In particular, the research revealed 
that 6 independent variables could account for 80.8% of the dependent variable. Additionally, the 
two models for e-commerce and cosmetics both included six independent factors in the model 
that, when combined, explained 81.5% and 80.8%, respectively, of the dependent variables as 
purchasing behaviour.  

Regression analysis is used to make recommendations for marketers, administrators, and 
influencers with the goal of modifying Gen Z's online purchase behaviors in the near future 
depending on the characteristics of influencers. For instance, influencers emphasize and 
concentrate on two factors that have a significant impact on Gen Z's online purchase behavior while 
focusing on Hot Tiktoker Bong Tim, etc. After considering every factor, this study has several 
limitations. The samples' quality control is inadequate to ensure that they accurately reflect 
influencers and Gen Z reality. Further, the sample was skewed due to the use of snowball sampling, 
making it impossible to accurately represent Gen Z's online purchasing behaviour on cosmetics and 
e-commerce in Vietnam. Another obstacle for researchers is time, which prevents them from 
developing new models and dimensions that would be more appropriate for this subject. 
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