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Abstract

The purpose of this study is to understand the impact of influencers on generation Z (Gen Z) in the online environment. This article has 
applied the theories of source credibility, TAM, IAM, and TPB to identify influencer characteristics that affect the purchasing behaviors 
of Gen Z customers. This research was conducted using a Google Form survey with 24 pre-designed questions. A total of 464 valid 
questionnaires from Gen Z Vietnamese were collected between November 2020 and January 2021. Data was analyzed using partial least 
squares structural equation modeling (PLS-SEM) with SmartPLS 3 software. The analysis results confirmed that the components of 
influencer credibility have a positive impact on Gen Z’s purchasing behaviors under the mediated influence of argument quality, perceived 
usefulness, and social influence. Surprisingly, for Gen Z, the influencers’ attractiveness has the strongest impact on their online behavior. 
More specifically, attractiveness plays the most important role in the perceived usefulness and social influence of Gen Z customers, while 
influencers’ expertise has the strongest impact on argument quality delivered to customers. This study provides evidence of a change in the 
way Gen Z responds to marketing activities. They are more drawn by the attraction of influencers than their expertise. 
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essential for the digital age and offers many benefits for 
both information search and the purchasing process (Rose 
& Samouel, 2009). While the consumer’s purchasing 
decision process is relatively similar between traditional 
and online, there are also some differences due to the 
effects of the shopping environment and social media 
(Kotler & Armstrong, 2012). Derived from this change in 
the technological environment, consumer behavior is also 
subject to certain impacts. It can be said that the Internet 
has changed the purchasing behavior of customers (Nisar & 
Prabhakar, 2017).

Gen Z refers to young people born after 1995 (Lanier, 
2017). They account for 33% of the world population, and 
21% of the population of Vietnam (Nguyen et al., 2021). They 
have a positive attitude towards ads that show real people in 
real-life environments (Levin, 2020). They can spend hours 
surfing social networks, watching online videos, but will not 
be able to sit and watch ads even if they are only 30 seconds 
long. Arilaha et al. (2021) found that Gen Z customers 
dominate online shopping. Brown (2017) indicated that 67% 
of Gen Z use mobile phones and pay for online orders at 
the store. Even many of them own a dedicated smartphone 
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1.  Introduction

The 21st century began with the explosion of technology 
with the Internet increasingly expanding around the world. 
Due to the growth of the Internet, online shopping is 
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just for online shopping (Gentina, 2019). This shows that the 
attraction of online shopping for customers of Gen Z is huge 
and is growing rapidly (Ao & Nguyen, 2020).

Social media and online influencers have become 
powerful marketing media and are used to replace 
traditional marketing methods that are losing their 
effectiveness (Schivinski & Dabrowski, 2016). Influencers 
are seen as a special component in the virtual community. 
They spread the word through various social media 
channels by sharing their stories, photos, or experiences, 
and opinions about a  variety of subjects, services, and 
products (Harrigan et al., 2021). From here, the community 
will decide whether to refer or trust this information or not. 
This affects the decision to choose the products or services 
that the influencer has shared.

The issue of identifying potential influencers is 
important in the online marketing context. Research on 
influencers has been done in various fields such as brand 
messaging and perception or within the context of bloggers 
(Kozinets et al., 2010). At the same time, the popularity 
and the impact of influencers have been of interest to 
other researchers. Influencers have the ability to affect 
purchasing decisions as an expert, which shows the 
connection between influencers and purchasing behavior, 
especially in online shopping. 

In psychosocial research, the behavioral intention models 
successfully explain customers’ future behavior. Many 
scientists have used these models when studying Gen Z 
behavior such as the theory of planned behavior (Chaturvedi 
et al., 2020; Nguyen, 2019), the technology acceptance 
model (Do & Do, 2020), or the information adoption 
model (Ngarmwongnoi et al., 2020). However, research on 
the effect of influencers on behavioral intention models is 
limited, especially studies related to emerging markets like 
Vietnam. Therefore, this study was conducted to clarify the 
impact of influencers’ role on the online purchasing behavior 
of Gen Z customers in Vietnam.

2.  Literature Review

2.1.  Customer Behavior

Customer behavior is the interaction between environ
mental stimuli and human cognition and behavior through 
which people change their lives. Gen Z is considered 
a generation that behaves differently from previous 
generations (Chaturvedi et al., 2020). Generation Z is 
open-minded and adaptable, with fixed opinions and 
flexible thinking. The characteristics most commonly 
found in Gen Z: people who have a deep understanding 
of technology (Turner, 2015); people who are quick 
(Chillakuri & Mahanandia, 2018), impatient, and highly 
interactive (Yazici & Ayazlar, 2021). Young people at this 

age have experienced several significant changes in values 
and behaviors as a result of a variety of external influences 
(Twenge, 2017). 

Online shopping has become one of the popular trends 
in the Gen Z group (Hinduan et al., 2020). Moreover, this 
form has gradually become a habit of many young people 
so much so that in Brown’s study (2017), although most 
customers want to experience and feel the product at the 
store before making a purchasing decision, 67% of people 
use their phones and pay for their orders online at the store. 
For companies that tend to do business on online platforms, 
Gen Z plays an important role. They are customers who use 
products and services and who flexibly give new solutions 
and thoughts about them, therefore assisting businesses in 
improving their products and services.

2.2.  Theory of Planned Behavior

The theory of planned behavior (TPB) has been 
proposed by Ajzen (1991) for explaining almost any human 
behavior. TPB has proven that customers’ attitudes have an 
impact on their intentions and in turn influence the behavior 
they will perform. Bentler and Speckart (1979) stated that 
attitude not only affects intention but also directly affects 
behavior. The concept of attitude is presented in the 
evaluative performance of a particular behavior related 
to the attitudinal object, such as purchasing a product 
(Blackwell et al., 2006).

According to Kudeshia and Kumar (2017), attitude 
is considered to have a direct relationship with intention. 
Pavlou and Fygenson (2006) argued that attitude plays an 
important role in behavioral intention to contribute to online 
shopping. From previous studies, attitude is an individual’s 
positive perception of online shopping. A person with a more 
positive attitude is more likely to shop online. Therefore, the 
first hypothesis is stated as follows:

H1: Attitude has a positive effect on purchasing 
behavior.

2.3. � Unified Theory of Acceptance and  
Use of Technology

The Unified Theory of Acceptance and Use of 
Technology (UTAUT) was introduced by Venkatesh et 
al. (2003). The model combines elements from many 
theoretical models with the goal of providing a common 
understanding of human adoption of new information 
systems. Social influence refers to social circumstances or 
norms that influence an individual’s behavior and judgment 
process (Rice et al., 1990). Accordingly, social influence 
is the cognitive pressure that an individual receives from 
the social  community when performing certain behaviors 
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(Triandis, 1980). That influence is created through messages 
or signals that help form perceptions of the value of 
certain products, technologies, or activities. Venkatesh 
(1996) suggested that social pressure has a vital effect on 
product and technology acceptance. Social influence causes 
individuals to change their thoughts, feelings, attitudes, or 
behaviors as a result of interactions with other individuals 
(Amblee & Bui, 2011). From the above arguments, the next 
hypothesis is proposed:

H2: Social influence has a positive effect on attitude.

2.4.  Technology Acceptance Model 

The Technology Acceptance Model (TAM) is considered 
an extension of TRA due to technological developments in 
the 4.0 revolution. Proposed by Davis (1989), TAM seeks 
to explain users’ acceptance of the use of information 
technology. According to TAM, there are causal relationships 
between the user’s attitude, intention, and behavior. The 
relationship between perceived usefulness and attitude has 
been tested by many researchers in various fields such as the 
studies of Liu et al. (2018), Priyadarshini et al. (2018), and 
Schepers and Wetzels (2007).

Perceived usefulness is the degree to which a person 
believes that using a particular system will enhance his/her 
job performance (Davis, 1989). Scientists have suggested 
that perceived usefulness is one of two important factors 
that explain the adoption of new technologies. Kim et  al. 
(2016) found that customers who perceive a source as 
trustworthy experience a greater sense of usefulness in an 
online shopping environment. Chiu et al. (2010) assessed 
the perceived usefulness of the impact on online purchases. 
High-quality online posts and discussions allow customers 
not only to receive useful information but also to get advice 
on a particular topic (Zheng et al., 2013). In addition, 
Kim et al. (2016) demonstrated that when online shoppers 
receive higher quality information, they can perceive that 
information as useful. Therefore, the hypothesis is formed:

H3: Perceived usefulness has a positive effect on 
attitude.

2.5.  Information Acceptance Model

Sussman and Siegal (2003) established the Information 
Acceptance Model (IAM) to explore how to receive counseling 
information in the context of using communication tablets, and 
it is frequently used in information or online communication 
acceptance research. Sussman and Siegal (2003) developed 
IAM through integrating TAM (Davis, 1989) with the 
elaboration likelihood model (ELM) (Petty & Cacioppo, 
1986). The model forms an assessment of the argument 

quality of information as a transformation independent of the 
information acceptance process. Stephenson and Palmgreen 
(2001) argued that an individual who scrutinizes a message 
will have more arguments or thoughts. Arguments can be 
considered strong when they are logically sound and provide 
valid reasons for a claim, while weak arguments are more 
likely to lead to rejection and skepticism (Park et al., 2007). 
Similarly, Cheung and Thadani (2012) contended that a 
message is considered to have strong or weak quality based on 
its relevance, timeliness, accuracy, and comprehensiveness. 
The argument quality is similar to the reliable information, 
which is considered as a factor that creates the initial trust 
(Zhou, 2011), and from there, affects the customer’s attitude 
when deciding whether to trust the information of the 
influencer or not. The hypotheses given here are:

H4: Argument quality has a positive effect on attitude.

2.6.  Source Credibility Theory 

Source credibility (SC) is a term often used to refer to 
the positive characteristics of an influencer that influence 
the recipient’s acceptance of a message (Ohanian, 1990). 
Information from a credible source can influence a 
recipient’s beliefs, opinions, attitudes, and/or behaviors 
through a process known as penetration. SC is an important 
factor in evaluating messages and receiving information in 
online communities (Zhang & Watts, 2008). This article 
proposes three aspects of influencer source credibility: 
trustworthiness, expertise, and attractiveness developed by 
Ohanian (1991) and applied by many researchers (Tseng & 
Fogg, 1999).

2.6.1.  Attractiveness

The attractiveness of influencers plays a crucial role 
in drawing public attention to the messages given. The 
more attractive they are, the more popular they are and the 
stronger the impact on community behavior (Rifon et al., 
2016). Even, according to Sertoglu et al. (2014), the social 
community often has high expectations with attractive 
influencers. Chaiken (1986) found that the more attractive 
someone is, the more social influence they have and the more 
likely people in their community are to trust them. From the 
above arguments, influencer attraction plays an important 
role in influencing society. Therefore, the new hypothesis is 
stated as follows:

H5: Attractiveness has a positive effect on social 
influence.

Source attractiveness is closely related to the endorser’s 
appearance and can enhance persuasion based on 
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likeability, similarity, or desirability to the target audience. 
However, in the online environment, the attraction in the 
virtual world is left in the mind of the customer more than 
the words used (Ghapanchi et al., 2020). The message of 
an attractive communicator is presented more persuasively 
(Chaiken, 1979). Influencers need to convey a message 
that is attractive and appealing to users so that customers 
perceive the product’s usefulness. So, the 6th hypothesis is 
formulated as follows:

H6: Attractiveness has a positive effect on perceived 
usefulness.

According to the IAM, when a receiver’s critical 
evaluation ability declines, peripheral signals have a 
significant impact on the receiver’s attitudes, beliefs, and 
influences because the receiver uses these signals as decision 
rules rather than making a perceived effort focused on the 
message content (Petty & Cacioppo, 1986). Consumers 
frequently rely on the advice of others or on those who have 
shared information about the product. As a result, those 
who are attractive and/or know how to create charisma are 
more likely to be noticed by consumers. This led to the 7th 
hypothesis being formulated:

H7: Attractiveness has a positive effect on argument 
quality.

2.6.2.  Expertise

Expertise is the amount of knowledge and experience 
that a person has through cultivation and accumulation. 
The opinions of experts are more likely to be trusted than 
those of those who are not (Petty et al., 1981). According to 
social comparison theory, that people have an innate drive to 
evaluate themselves, often in comparison to others. People 
make all kinds of judgments about themselves, and one of 
the key ways that we do this is through social comparison, 
or analyzing the self in relation to others. This showed that a 
source with more expertise seems to be more persuasive and 
can influence consumers’ perceptions as well as emotions 
and behaviors. Consumers tend to change their attitudes to 
match those of experts (Nakamura et al., 1990). Aral (2011) 
argued that expertise is a critical aspect of a person’s ability 
to influence others’ buying behavior. Typically, for products 
that need a high level of expertise such as chemicals and 
cosmetics, consumers tend to choose influencers with deep 
product knowledge and understanding about these products 
as references before making further decisions. Thus, a 
person’s expertise is related to their social influence on social 
networks (Hu et al., 2019). The next research hypothesis is 
stated as follows:

H8: Expertise has a positive effect on social influence.

Speck et al. (1988) found that expert influencers 
provide a higher likelihood of product information recall 
than non-specialists but the difference is not statistically 
significant. When customers go shopping and come across 
things they don’t understand, they will often have to rely on 
the opinions of those with more specialized knowledge to 
evaluate the usefulness of these products (Zhu et al., 2016). 
Sussman and Siegel (2003) found that the credibility of 
the source has a positive impact on the expert’s usefulness 
to the information system. From the above arguments, the 
following hypothesis is formed:

H9: Expertise has a positive effect on perceived 
usefulness.

Shan (2016) has shown that strong arguments have a 
stronger impact on recipient attitudes than weak arguments 
that are made by experts. Even when they can scrutinize 
the message, many people believe they lack the necessary 
background knowledge to evaluate information directly 
(Siegrist, 2000; Siegrist & Cvetkovich, 2000). So, they 
will believe in arguments that they find convincing from 
influencers with expertise.

H10: Expertise has a positive impact on argument 
quality.

2.6.3.  Trustworthiness

Trustworthiness refers to the honesty, integrity, and 
trustworthiness of an endorser. It is an important factor in the 
evaluation of messages and the reception of information in 
online communities (Zhang & Watts, 2008). It also reflects the 
ethical characteristics of the information provider, ensuring 
that individuals will provide valid information (Sussman & 
Siegal, 2003). Customers believe that once an influencer’s 
ethical characteristics are verified, they are more willing to 
accept the information the influencer provides. Influencers 
must be truthful about both informational and functional 
products to make a positive impression on customers, who 
will then trust and accept the information. Once customers 
have placed their trust in an object, they easily accept and 
put their trust in that object the next time. According to 
Hu et al. (2019), consumers are often easily influenced by 
highly reliable information sources in the context of online 
shopping. Therefore, if an influencer can build an honest and 
trustworthy image, it will be easier to attract more interested 
people.

H11: Trustworthiness has a positive effect on social 
influence.

Using influencers is one of the most effective methods 
to attract public attention towards the goals of the business. 
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Many businesses capitalize on the value of trustworthiness 
by selecting endorsers who are widely considered to be 
honest and trustworthy (Shimp, 1997). Friedman et al. 
(1978) advised marketers to select their favorite people who 
are trusted influencers and wish to be brand ambassadors. 
Chen et al. (2014) reported that source credibility has a 
positive effect on perceived usefulness. When consumers 
are evaluating a product’s usefulness, the message of the 
product communicated by a trustworthy influencer will have 
a significant impact (Zhu et al., 2016). Marketers need to 
choose highly reliable influencers to increase the brand’s 
reputation and increase awareness for online sales. The next 
research hypothesis is stated as follows:

H12: Trustworthiness has a positive effect on perceived 
usefulness.

The source credibility has an impact on the quality of 
the information provided. The credibility of the source 
information has a strong effect on the user’s attitude 
towards the message, attracting the interest of the consumer, 
and more, it is an essential element when the influencer 
recommends the product based on building credibility. 
Racherla et al. (2012) argued that sources with high argument 
quality are more trusted than those with low argument 
quality, hence information from untrustworthy sources will 
be double-checked. Thus, once an influencer is assessed 
as trustworthy, the information he/she provides will be 
highly controversial, attracting the attention and discussion 
of a large number of individuals. Accordingly, during the 
shopping process, consumers have devalued messages 
conveyed by spokespersons who they consider to be of low 
credibility (Eagly & Chaiken, 1975). With messages of high-
quality argument, influencers with high credibility are more 
persuasive (Chu & Kamal, 2008). So, the final hypothesis is 
proposed as follows:

H13: Trustworthiness has a positive effect on argument 
quality.

3.  Research Methodology 

This article uses the quantitative research method by 
conducting a survey via Google Form to examine and verify 
the proposed research hypotheses. The subjects of the survey 
are people in the territory of Vietnam, geographically divided 
into three regions: North - Central - South, aged from 18 to 
25 years old - of Gen Z - belonging to many different fields of 
work, education level, and occupation. The questionnaire is 
pre-designed with questions about the variables on the five-
point Likert scale from 1 (Strongly disagree) to 5 (Strongly 
agree). The sampling period is from November 2020 to 
January 2021. With a growing communication Internet 
network in the post-COVID-19 epidemic period, along with 

the rise in Internet usage during the period of social isolation, 
the choice of online surveys, particularly through social 
networks, is the most effective way that should be used for 
mass surveys.

Out of 464 valid survey respondents, 20.3% were 
males and 79.7% were females, and the majority of 
the respondents were students (90.3%), while 5.2% are 
office workers, 2.8% are self-employed and 1.7% are in 
other jobs. 65.7% of respondents had a university degree 
and 26.1 % had a high school degree, the rest had other 
education levels. Almost all respondents located in the 
South accounted for 71.3%. Data is analyzed by using 
the PLS-SEM method to calculate the results through 
SmartPLS 3.0 software. The scales include 3 items and 
are inherited from previous research, specifically, from 
the study of Dwivedi and Johnson (2013) with the scales 
of Trustworthiness, Expertise, and Attractiveness; Zhu 
et al. (2016) with the Argument Quality and Perceived 
Usefulness scales; Kulviwat et al. (2009) with the Social 
Influence scale; George (2004) with the Attitudes scale; 
and Shah et al. (2019) with the Purchasing Behavior scale.

4.  Results and Discussion

Data was analyzed using partial least squares – structural 
equation modeling. Hair et al. (2019) suggested that the PLS-
SEM assessment process should be implemented through 
two phases. Phase 1 is a measurement model assessment 
with analytical steps such as reliability, convergent and 
discriminant validity, and multicollinearity. Phase 2, 
Structural model assessment, includes explanatory power 
check (R2) and path coefficients assessment.

4.1.  Measurement Model Assessment

In phase 1, data was analyzed to verify the reliability 
of the scales and the validity of the data. The first step is 
to verify the reliability of the scale through the composite 
reliability (CR) and Cronbach’s alpha (CA). Table 1 shows 
that the scale of concepts in the research model has a 
limit value greater than 0.7 (Hair et al., 2010), especially 
the Social Influence scale’s minimum CR of 0.869 and 
minimum CA of 0.774. Clearly, the scales obtained 
reliability (Table 1).

Next, the article checked the convergent validity of the 
scales (see Table 1). Convergence was assessed through the 
Average Variance Extracted (AVE), which was calculated 
from the variance extracted for all observed variables loaded 
on a single structure (Hair et al., 2010). According to Hair 
et al. (2017), if the AVE is more than 0.5, convergence is 
achieved since the observed variables of the scale can explain 
more than 50% of the variance of the concept it represents. 
Table 2 shows that the outer loadings are above 0.7, which 
also met the standard according to Götz et al. (2010).
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Discriminant validity was evaluated by the Fornell 
and  Larcker (1981) criterion table and the HTMT. 
When the square root of each construct’s AVE (bolded 
in Table 2) is higher than the correlations between one 
concept and other concepts, Henseler et al. (2015) 
claimed that the concepts distinguish one another (lower 

case numbers). The different values in the measurement 
model satisfied the results in Table 3. Finally, all the VIF 
values (Table 3) are less than 5 (the highest value is 3.133) 
(Hair et al., 2014). Thus, the data shows that convergent 
validity, discriminant validity, and multicollinearity are 
satisfied. 

Table 1: Reliability, Convergent Validity, and Multicollinearity Test

CA CR AVE Outer Loadings VIF

Argument Quality 0.831 0.899 0.748 0.819–0.893 1.651–2.290 
Attitude 0.828 0.897 0.744 0.872–0.913 1.939–3.133
Attractiveness 0.877 0.924 0.802 0.835–0.880 1.749–1.999
Expertise 0.873 0.922 0.797 0.871–0.906 2.110–2.678
Perceived Usefulness 0.845 0.906 0.763 0.855–0.886 1.959–2.176
Purchasing Behavior 0.802 0.884 0.718 0.803–0.902 1.596–2.215
Social Influence 0.774 0.869 0.688 0.809–0.845 1.582–1.598
Trust-worthiness 0.838 0.902 0.755 0.860–0.881 1.812–2.131

Table 2: Fornell – Larcker Criterion

1 2 3 4 5 6 7 8

Argument Quality (1) 0.865
Attitude (2) 0.655 0.863
Attractiveness (3) 0.542 0.529 0.895
Expertise (4) 0.570 0.531 0.309 0.893
Perceived Usefulness (5) 0.696 0.692 0.540 0.504 0.873
Purchasing Behavior (6) 0.637 0.708 0.427 0.513 0.641 0.847
Social Influence (7) 0.632 0.648 0.588 0.459 0.668 0.595 0.829
Trust-worthiness (8) 0.617 0.584 0.574 0.464 0.572 0.509 0.606 0.869

Table 3: Heterotrait-Monotrait Ratio (HTMT)

 1 2 3 4 5 6 7

Argument Quality (1)        
Attitude (2) 0.787       
Attractiveness (3) 0.633 0.616      
Expertise (4) 0.666 0.619 0.349     
Perceived Usefulness (5) 0.824 0.821 0.622 0.583    
Purchasing Behavior (6) 0.778 0.866 0.505 0.606 0.775   
Social Influence (7) 0.787 0.803 0.712 0.554 0.822 0.752  
Trust-worthiness (8) 0.738 0.699 0.666 0.540 0.675 0.620 0.749
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Table 4: Bootstrapping Analysis

Path Coefficients Original Sample Standard Deviation T-statistics P-values

Argument Quality → Attitude 0.252 0.053 4.753 0.000
Argument Quality → Perceived Usefulness 0.434 0.054 8.095 0.000
Attitude → Purchasing Behavior 0.708 0.033 21.519 0.000
Attractiveness → Argument Quality 0.258 0.049 5.230 0.000
Attractiveness → Perceived Usefulness 0.186 0.041 4.519 0.000
Attractiveness → Social Influence 0.346 0.048 7.271 0.000
Expertise → Argument Quality 0.348 0.037 9.389 0.000
Expertise → Perceived Usefulness 0.137 0.045 3.032 0.002
Expertise → Social Influence 0.208 0.039 5.292 0.000
Perceived Usefulness → Attitude 0.344 0.052 6.670 0.000
Social Influence → Attitude 0.260 0.053 4.891 0.000
Trust-worthiness → Argument Quality 0.308 0.047 6.503 0.000
Trust-worthiness → Perceived Usefulness 0.134 0.047 2.823 0.005
Trust-worthiness → Social Influence 0.311 0.051 6.085 0.000

0.7080.344

0
.4

3
4

0.346

0.137

Trust-

worthiness

Expertise
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quality 
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Attitude

(R2 = 0.571)
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(R2 = 0.501)

0.308

Figure 1: The Results of the Research Model

4.2.  Structural Model Assessment

Structural model assessment is an important criterion in 
the PLS-SEM method. After testing the statistical significance 
and, therefore, the effective confirmation of the hypotheses 
proposed, the most commonly used measure to evaluate 
the structural model is the coefficient of determination (R2) 
(Hair et al., 2017). R2 measures variance, which is explained 
in each endogenous structure; therefore, it is a measure of 

the model’s explanatory power (Shmueli & Koppius, 2011). 
Typically, this value is rated strong, moderate, and weak with 
values 0.75, 0.50, and 0.25, respectively (Hair et al., 2011). 
The results of data analysis (Table 4 and Figure 1) show that 
the concepts in the model have R2 values greater than 0.25. 
Thus, the research model satisfies predictability and most of 
the values are at the average level. 

Figure 1 also shows that the path coefficients are both 
positive. This means that the survey results support the 
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hypotheses that this research has proposed in the research 
model. However, Chin (1998) argued that PLS-SEM is a 
nonparametric method. Therefore, to prove the statistical 
significance of the research hypotheses, the bootstrap method 
should be used. According to Table 4, all path coefficients are 
in the 95% confidence interval (P-values less than 0.05 with 
the maximum P-value = 0.005 for the relationship between 
trustworthiness and perceived usefulness). Consequently, all 
hypotheses are accepted.

This study investigates the path coefficients between the 
relationships of factors through the total effects (Table 5). 
The first result shows that argument quality directly affects 
the perceived usefulness of the product with the strongest 
intensity (β = 0.434). Argument quality has also been shown 
to play a significant role in determining customer perceived 
usefulness (Mir & Rehman, 2013; Sussman & Siegal, 2003). 
This means that discussions and debates on online pages 
between influencers and customers have an important impact 
on the usefulness of the product. Therefore, businesses should 
also take into account creating a platform for influencers and 
customers to exchange and communicate with each other 
such as groups, fan pages, etc.

Another finding is that three SC theory factors have 
significant effects on other factors. More specifically, some 
previous studies such as Miranda et al. (2019) showed 
that the only factor of the SC model that affects perceived 
usefulness is expertise. Interestingly, despite the fact that 
attractiveness has the smallest impact on argument quality 
(= 0.258), influencers with significant attraction still have 
an impact on customers’ perceived usefulness of products 
(= 0.298). In fact, as in the cosmetics and beauty industries, 
young people will love and care about that brand, if its 
influencers have good looks. This will make the products 
more appealing to potential customers.

A new point in this research shows that the trustworthiness 
and expertise of influencers are not the factors that have the 
strongest impact on the purchasing behavior of Vietnamese 
youth. Specifically, the indirect effect of the path coefficient 

between trustworthiness (β = 0.177) and expertise (β = 
0.170) on purchasing behavior is the weakest. In contrast, 
attractiveness has the strongest path coefficient leading to 
purchasing behavior (β = 0.182), compared to the two factors 
mentioned above. The results show the difference between 
the study by Yoon and Kim (2016). Thus, the findings of 
this study demonstrate that before making a purchasing 
decision, young people in Vietnam, particularly Gen Z, are 
impacted by influencer attractiveness rather than expertise 
and trustworthiness.

Similarly, attractiveness (= 0.257) has an indirect 
effect on attitude. Furthermore, when compared to their 
trustworthiness and expertise, the direct association between 
the influencer’s attractiveness and perceived usefulness of 
the product is still the highest (= 0.298). This result confirms 
that Gen Z is especially interested in the attractiveness of 
influencers such as appearance, style, and personality. 
Influencers show their appeal to their followers by dressing 
up in a fashionable manner or using professional images that 
show them at their best (Lou & Yuan, 2019). The explosion 
of entertainment programs in Vietnam by the end of 2020 
has ushered in a new trend of influencers with attractive 
appearances, personalities, rebelliousness, and extreme 
individuality.

These things have a strong impact on the buying decision 
of Vietnamese young people today because Gen Z is one 
of those who want to express their difference to everyone 
around them, therefore they will follow influencers who 
have the same ideas as them. To capture this trend, when 
businesses choose an influencer to become a marketing media 
or endorser, the person’s appeal will be the first criterion, 
followed by factors such as expertise and reliability. The 
last thing that needs to be mentioned is that the relationship 
between attitudes and purchasing behavior continues to 
be the strongest (= 0.708). This study demonstrates that, 
regardless of the influencer’s attractiveness, trustworthiness, 
or expertise, it is important to strongly influence consumer 
views to drive their purchasing decisions.

Table 5: Path Coefficients: Total Effects

1 2 5 6 7

Argument Quality (1) 0.401 0.434 0.284
Attitude (2) 0.708
Attractiveness (3) 0.258 0.257 0.298 0.182 0.346
Expertise (4) 0.348 0.241 0.288 0.170 0.208
Perceived Usefulness (5) 0.344 0.243
Purchasing Behavior (6)
Social Influence (7) 0.260 0.184
Trust-worthiness (8) 0.308 0.250 0.267 0.177 0.311



Minh PHAM, Thao Yen DANG, Thi Hong Yen HOANG, Thi Thanh Nga TRAN, Thi Huong Quynh NGO /  
Journal of Asian Finance, Economics and Business Vol 8 No 11 (2021) 0179–0190 187

5.  Conclusion

Influencer marketing is a growing trend in the digital 
age (Kemp et al., 2019). The article shows that the features 
of influencers such as trustworthiness, expertise, and 
attractiveness have a significant impact on the information 
they provide such as argument quality, usefulness, or social 
influence, and have a positive impact on Gen Z customer 
attitudes and online purchasing behavior in Vietnam. 
Therefore, businesses should prioritize using influencers as 
mass media to attract customers, while also enhancing their 
expertise and appearance. Marketers can use this research 
as a reference when making decisions about the right brand 
representation.

Some previous studies such as Miranda et al. (2019) have 
shown that expertise is the only factor of SC that affects 
perceived usefulness. However, for Gen Z in Vietnam, 
attractiveness is the factor that they pay the most attention 
to when evaluating the usefulness, which in turn affects 
their purchasing behavior. Therefore, businesses need to 
consider the right ways to increase the appeal of influencers. 
On the contrary, if you want to increase the persuasiveness 
of marketing messages, expertise is an indispensable factor 
(Clark et al., 2012). 

The proposed model of this research proves the effect of 
influencers on Gen Z’s online purchasing behavior. It shows 
a change in behavior when switching from brick-and-mortar 
to online shopping. However, this research was conducted 
in Vietnam during the tumultuous COVID-19 pandemic. 
Therefore, the study has certain limitations such as the 
filtered questions that do not fully show the information 
that needs to be collected from the respondents’ specific 
information about products purchased online, frequency, 
online shopping sites, etc, as well as the collected sample 
is not diversified (focusing mainly on students) so it is not 
representative of Gen Z in Vietnam. In addition, another 
limitation is that the research model can only develop certain 
components when combining the theory of SC, TAM, TPB 
without studying the remaining variables in the original 
model. Future studies may include these components to help 
extend the research model.
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