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THE INFLUENCE OF JOB SATISFACTION ON
ORGANIZATIONAL COMMITMENT AMONG
GENERATION Z EMPLOYEES

Wannasiri Nateudom*® and Kanyarat Hongvoranant5

ABSTRACT

This research had the objectives to: 1) study how different
personal factors of Generation Z influenced their exposure to information
from influencers on TikTok, and 2) examine how various influencer-related
factors on TikTok were associated with Generation Z consumers’ decisions
to purchase cosmetics. This was a quantitative study using a questionnaire
distributed to 400 Generation Z consumers aged between 15 and 29 years
(born between 1995 - 2009) who had purchased cosmetics after watching
influencer videos on TikTok at least three times during the years 2023 -
2024. The data were analyzed using descriptive statistics and inferential
statistics for hypothesis testing.

The results showed that most respondents were females, sinele,
held a bachelor’s degree, worked as government officials or state enterprise
employees, and had an average monthly income of 20,001 - 25,000 THB.
They accessed TikTok 2 - 5 times per day. Overall, the respondents rated
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the impacts of TikTok influencers as high (= 4.02). When considering specific
factors, the average scores were: 1) attitude towards influencers (= 4.06),
2) influencer image (= 4.02), and 3) trust in influencers (= 3.99). Regarding
cosmetic purchasing decisions via TikTok, the overall rating was also high
(= 4.08), with sub-factors ranked as follows: 1) information search (= 4.14),
2) purchase decision (= 4.09), and 3) evaluation of alternatives (= 4.01).

The hypothesis testing revealed that: 1) different personal factors
of Generation Z, including marital status, occupation, and frequency of
TikTok usage, resulted in different levels of exposure to information from
influencers on TikTok. 2) Influencer-related factors, namely, attitudes, trust,
and image, were positively correlated at a low level with Generation Z

consumers’ decisions to purchase cosmetics.

Keywords: Influencer, Cosmetic Purchasing Decision, TikTok, Generation Z
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