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OZET: Bu arastirmanin amac1, hazir giyim sektoriinde yer alan influencerlarinin giivenilirlik, uzmanhk ve gekicilik 6zelliklerinin, Z
kusagindaki tiiketicilerin marka imaji ve satin alma niyeti iizerindeki etkilerini belirlemektir. Edirne'de yasayan Z kusagina ait 420
tilketici ile yapilan aragtirmada kaynak giivenilirligi modelinin alt boyutlarindan olan influencerlarin ¢ekicilik, uzmanlik ve giivenirlik
ozelliklerinin marka imaj1 ve satin alma niyetiyle arasinda diisiik ve orta derecede iliskiler oldugu ortaya koyulmustur. Influencerlarin
sahip oldugu 6zelliklerin satin alma niyeti iizerindeki etkisinde kaynak giivenirligi boyutlarindan giivenirligin orta diizeyde ¢ekicilik ve
uzmanligm diisiik diizeyde pozitif anlamli bir etkisinin oldugu goriilmektedir. Influencerlarin marka imaj1 iizerindeki etkisinde ise
kaynak giivenirligi boyutlarindan ¢ekiciligin orta diizeyde, glivenirlik ve uzmanligin diistik diizeyde pozitif anlamli bir etkisinin oldugu
goriilmektedir.
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THE EFFECT OF INFLUENCERS ON BRAND IMAGE AND PURCHASING INTENT IN READY-
MADE CLOTHING SECTOR: THE CASE OF GENERATION Z.

ABSTRACT: The aim of this research is to determine the effects of reliability, expertise, and attractiveness attributes of influencers in
the ready-made clothing sector on brand image and purchase intention among Generation Z consumers. A survey was conducted with
420 consumers belonging to Generation Z living in Edirne, and it was found that there was low to moderate relationships between
influencers' attractiveness, expertise, credibility, brand image, and purchase intention as sub-dimensions of the source credibility
model. The results indicate that credibility has a moderately positive effect, while attractiveness and expertise have a low-level
positive effect on purchase intention, as part of the influence of the characteristics possessed by influencers. Similarly, in terms of the
impact of influencers on brand image, it is observed that attractiveness has a moderate positive effect, while credibility and expertise
have a low-level positive effect as dimensions of source credibility.
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