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Abstract

This research aims to study the factors influencing Generation Z
consumers' loyalty towards beauty product review influencers in Nakhon Sawan
province. This study employs a quantitative research approach, surveying a
sample group of 391 Generation Z consumers who are between 15 and 27
years old. The sample size was calculated using an unknown population
formula and selected through convenience sampling. Data were collected using
questionnaires and analyzed using descriptive statistics (percentage, mean,
standard deviation) and inferential statistics (T-Test).

The research findings indicate that the majority of respondents highly
value influencer-related factors, with each aspect having similar mean values.

When ranking the sub-factors, expertise ranked first (X_: 4.16), followed by

semi-social interaction (X_: 4.14), and trustworthiness (X_: 4.13), respectively.
Hypothesis testing revealed that influencer-related factors impact the loyalty of
Generation Z consumers, with trustworthiness significantly affecting loyalty at
the .05 level. In contrast, expertise and semi-social interaction did not have a
direct impact on loyalty. Therefore, influencers should prioritize building trust
by providing accurate, transparent, and sincere product reviews. Although
expertise and semi-engaged social interactions may not directly influence

loyalty, developing these skills is still essential to enhance their overall image.
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