U\

answadulsAunarsvesiaunfvesfuilanficienendnsnaves
AMANYMZUYDI MICRO INFLUENCER fond1uddlode

Tugspeedamizunindluilszmalne

Tae

D
a

v d LYY
HAUIAU INTAANY

a a ¢ o Ag ' = =
Inentinusatviduaiuniaveamsanmniu
HANGAIUIMIFINVNMNNA

AMZUIMITEIN

VUNAINGIAY HHIINS1ALSIAA

Ynsfnu 2567



6,

N
7N

A MEDIATING EFFECT OF CONSUMER ATTITUDES, MEDIATED BY
CHARACTERISTICS OF MICRO-INFLUENCERS, ON PURCHASE

INTENTION IN THE REAL ESTATE INDUSTRY IN THAILAND

BY

NALINRAT RAPHASSAK

A THESIS SUBMITTED IN PARTIAL FULFILLMENT
OF THE REQUIREMENTS FOR
THE DEGREE OF MASTER OF BUSINESS ADMINISTRATION

FACULTY OF BUSINESS ADMINISTRATION

GRADUATE SCHOOL, RANGSIT UNIVERSITY

ACADEMIC YEAR 2024



a a s A
INPIUNUBLIDN

a Aa U q'J o/ a Y a d' \l a A
answadulsaunasvesiinunfvesduilaniioianendnswaves
AMANYAIZY99 MICRO INFLUENCER fon21161dlo%e

Tugspeedermsunindlulszimalne

lag
a Y] 4 v o
HAUIAU THTANY
Yo A DRI = = o
hlﬂﬁﬂﬂ’]ﬁWﬂ'ﬁﬂ!111’?Lﬂuﬁ”]uﬁuqm@\iﬂ1ﬁﬁﬂy1@1mﬁaﬂq@ﬁ

Ysyanusmsgsnauriiuie

UH1INY1D59aa

Umsdnui 2567

MRl A3. WA RAYFINHY Ag.UANA FUNS A
Usemunssumsaoy N3TUMST

A3.231Y ATAT
P
ATTUMILAZDITINYT Y

v A v v Y

VUNAINGIAYTUIT DA

A A ¢ <
(1. A5.q0990 ¥ U52a1U)
AUVATUNAINGIAY
26 NINYIAY 2567



Thesis entitled

A MEDIATING EFFECT OF CONSUMER ATTITUDES, MEDIATED BY
CHARACTERISTICS OF MICRO-INFLUENCERS, ON PURCHASE

INTENTION IN THE REAL ESTATE INDUSTRY IN THAILAND

by
NALINRAT RAPHASSAK

was submitted in partial fulfillment of the requirements

for the degree of Master of Business Administration

Rangsit University
Academic Year 2024
Asst.Prof. Phat Pisitkasem, Ph.D. Nakamol Chanson, Ph.D.
Examination Committee Chairperson Member

Worapoj Sirichareechai, Ph.D.

Member and Advisor

Approved by Graduate School

(Prof. Suejit Pechprasarn, Ph.D.)
Dean of Graduate School
July 26, 2024



Paanssnsemea

a a o ] g o Y I 1 a A Yo 4 o
Meniinusatviiduse ldiluedeaiiiounnnlasuanueyasziain as.asmel
an o P H (] o o a ]
Aase 91913601501 Nldanuelalddemae uazaes s numuziiuilusg1adun
2 Yy 9w [ ) '
Tagaaoa aveduuInalumsud ludyn msduaidoya saunsasaaeund ludounnsos
Yy S R W 3 1 o W 1 A o gﬂ dy Y
Tnlanuanysal Faiududiudiayedaseluanudusonsall vovs UNITAMAIIAIN
1 Y, 2
imsnedega 13 a Tomail
o Jd aa a a o
VOYDUNILAM HA. AT WAL WABNBY UTeFIUNTIUMIAOVINGIUNUT uag
o Pl A A S AW Yq Y 2 9
AT.AUNNA IUNTAN NTTUMTAOUINGIUNUT 7 19 1danunFanveFuuzuuInIaz 14
Y Y o Y o a 1 1
Auuzih aaenaudedunaais q Mlddiselavanuuinnuaanas lasasoalymian o

llﬂﬁlfihﬁﬂﬂﬂﬂ‘ljlﬂﬂgﬂﬁu

Y A ' A Y = o oA 1A A Y
ﬂl@ﬂlﬂﬂﬁ]mQLGKEJ’J%'IiUunﬂVHHTIUlﬂﬂ?ﬂﬂ!ﬁﬂﬁﬁ%ﬂﬁ1@ﬂi]ﬂ1‘(’l\‘i L‘W@ﬁi’)i]’ﬁ'@llcl‘ﬂ

9 4 a o 4 2
GllﬂlﬁuﬂllugFLuﬂWi@ﬁ'}%ﬁ@ULﬂ%@Qﬁ@iuﬂ'ﬁjgﬂﬁl LHAagUBUBUNISAUDIVITYNNNI u1u53

a v v A Ay ¥ ] Y 9 9 a 192 o o Y o dy )
UHN1INYIAYIITH 1/]Ulﬂ'é]‘]J‘illT:N’(?f't']uGlfﬂﬂ’J'lllqﬁj‘]/]']\?ﬂ'lu?“]f'lﬂfﬂl,ﬂ@’)ilﬁl ‘1/1']1“”\111! ﬂuﬁu‘ﬁ]ﬁ\i

Y ' d’
Tave191151

Yy 2 ya o 3 ¥y g . = 1 < P
ganieil gaideniuiuedingadnnulseiaziluilsz Tesiaegilsznauns

Y

o =

Wnn1saaia Anauloagsi1e 1w Micro Influencer A1 EI N0 1M ITUNTNG Lazynnaf

=2 [

A 9 ) ~ ) g’./ z;l o [ 9 A dyd 9 [
LﬂfJ'JGU?JQﬁ']iJ']3f]u’]Wa‘ﬂulﬂﬁ]']ﬂﬂ']ﬁﬁﬂyfluﬂiﬂuvlﬂw%ll']ﬂ@ﬂ@ﬂllﬂ NINIMUIYUUUDUNNIBI

o 9 Y d'dy 9
‘]Jigﬂ'liblﬂ HIYADIVRDNYNT A NUAIY



a o d v o d
6507325 D UAUTAU TNTANY
§ A a o a A @ o @ a a {1 a a
EF)'@'J‘VIEJ'IHWH‘E : @ﬂﬁwaﬂﬂllﬂﬁﬂuﬂaNﬂlﬂﬂﬂﬂuﬂﬂﬂl@\if{jﬂﬁiﬂﬂﬁﬂ?ﬂﬂﬂﬂ@ﬂ‘ﬁwaﬂlﬂﬂ

9 k4
AUANYULUD Micro Influencer ADA1NAI 19T lugin

adarsunsnglusemea lne

nangas S UIMIEININMITUMA
7=t don Ao
P15 INf5NE1 - AN A3NETY
%4 |l
UNAAED

N153981509 oNBNaalsAUNa NV IALAAYDIRUS InATID1eN0ABNENAYD

[ 1

9 Y

2 a o a [ o
AUANBUZYDI Micro Influencer Aon1uAlade Tugsnvodanizunindlulszmalneg
A o ¢ A A = Aa A 9 [ . A 1
udagilszasdiiie (1) 1NoANYIBNTNAMUANANYULYDI Micro Influencer NAIWANIIATIAD
NAUAAVOIALS 1nA (2) INDANBIBNTNAMIUAMANHUZVYDY Micro Influencer NAINANIIATS
1 g)} zil zﬂl = a A Y v a J a d' 1 1 g‘/ dy
apANAI1a%0 (3) 1NDANEIBNTUAMUNANAAYDINYS Inn NEAIHAN1IAIIRBANUATIIFD

ninavefave

(«2))}

4 Aa a % a a I o o A
@) tWeAnuIansnamuiauaauesdus Ina WuduldsaunarsiidonTog

a o

v [
AUAMANBULUDI Micro Influencer §A1MA 1Y nguad0e19n 19 1191u7Te

=Dle

= Blti' (%
Ao ANAeTsY
ag J A A = Y (2 a2 v J =
38 TonouIMuANI 0AAAIN Micro Influencer MU0 %13 uNTNE luilszime lne namaiiony
' 2 o A A dqug o Y 1 2q ¥
FENIN 22 - 34 7] $109u 408 AL A e TN UTIWTWTeyE Taun uuvaeun w1 ums
a Y Yo Ay ¥ Y a s v o &
Annzrdeya laun nwd Sevas uay Tumadums Iaseas 9 ldlums sz ianuduiug
Feurqrilon duNIIE NS N T @ uiaveIA s
a o 1 (% @ a @ L
HAN13I98N U AMANBYE Micro Influencer A1UDFIM1FuNT N lutlszina lne

1 X

dsznoulidredrunnuingevesundsing Auniuiiiaegalavesunasiun aruanu
' a [ J 4 AHa A ! v a a

A0ANR0ITENININAAN N nazdIunIsdoas HanTwannaseneiauaavesdus Ina
dyq.l J o a Y a I v O A A [ .

uonaNUFInDI Maunaveadus Inailullateaunalsii¥on Tosnuanymzvod Micro
Yy v A A Y =R A )

Influencer 15znov ldredrmanuinFevewmasiu suanuidsgalevewmaiu aw

9 1 a [ 4 9 A @ g}z g a [ a [ 4

ANudoAndeITzHIHAAS M wazaumsdodls nuanuaslade lugsnvedanzuning

Tuilszmealng

a a /A o g’/ Qy Y
ONIIUAUTUTUIUNIAY 190 1H)
o o w . a [ a [ ] 4 1 4
MAAY: Micro Influencer, TINDAINITUNITNEY, mmun%, mmmﬁd@ﬂ%, MIaoas

A A o A A o=
DWWUDTOUNANHT ..o aTﬂuﬂ“}fﬂ@1ﬂ15ﬂ'ﬂ1ﬁﬂH1 ......................................................................



6507325 . Nalinrat Raphassak
Thesis Title ;A Mediating Effect of Consumer Attitudes, Mediated by Characteristics of

Micro-Influencers, on Purchase Intention in The Real Estate Industry in

Thailand
Program . Master of Business Administration
Thesis Advisor . Worapoj Sirichareechai, Ph.D.

Abstract

The objectives of this study were to investigate the direct impact of micro influencer
characteristics on consumers’ perspectives, examine the direct impact of micro influencer
characteristics on consumers’ purchase intentions, study the direct impact of consumers’
perspectives on purchase intentions, and explore the role of consumers’ perspectives as a mediator
linking micro influencer characteristics to purchase intentions. The sample in this study included
people who were followers and had watched videos from micro influencers in the real estate
business in Thailand. The sample consisted of individuals aged 22 to 34 years, with a total number
of 408 participants. The instrument used to collect data was a questionnaire. Statistics used in the
data analysis included frequency, percentage, and structural equation modeling, which was
employed to analyze the causal relationships and determine the causal influence of the variables.

The results revealed that micro influencers in the real estate business in Thailand
possessed several key characteristics, including the reliability of the source, attractiveness of the
source, conformity between products, and communication skills. These characteristics had direct
impacts on consumers’ perspectives. Furthermore, it was found that consumers’ perspectives serve
as a mediating factor linking micro influencer characteristics and purchase intentions in the real
estate market in Thailand. This mediation includes aspects such as the reliability of the source,
attractiveness of the source, conformity between products, communication, and ultimately, purchase
intentions.
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1: We Are Social Global Digital Report, 2023, p. 10
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o 1 A A Y a d’l Y
D = dadiuvesanuamamasuiszeeulifavuld 5% (d=0.05)
, 0.5(1 — 0.5)(1.96)2
unumlugas N =

(0.05)2

= 387
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A13197 3.1 YUIAYDINGUAIDE1TUITNIIAIUINYOY Cochran
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MIAMUIVVUIANGUAIDE19UBY Cochran 387

INA13199 3.1 WUTIHANMIMUIBUYUIAYINGUAI0813 TUITNMTAIUINVDY
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Cochran H3112U119v0INGUAI0819041 387 AU ieTosnunisnanuRanatalunsl
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MM UAVLIAVOINGNAIOGIDGNTIUIU 408 AL

3.1.3 IEMIgUNgNAIBENa

' Y
Fmsgqunguateesnlgluauitel lalFsmsgualediaun linswanuiag
S .- . 4 : A Yl o
11/ (Non-Probability Sampling) 1111121299 (Purposive Sampling) Tagiaonnnie ANAYTUFY
ag J A A : Y (% a2 v =
38 TonouImuAToAAN 1N Micro Influencer Mo d 3113 uNTNdIuilszime lne amaiiony

1 = 10 o [ = = 9 d' 1 A 9 [ as
FTNIN 22 - 34 1 lliJ"l]”IﬂﬂﬁSﬂ‘UﬂﬁﬁﬂE? ’emfwn,gazﬁw”lmaaﬂmmmu ADUAYTUTNIA 1D

]
S 1
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ADUNUANIOAAAIN Micro Tnfluencer Muod Iz uNnd ludszma’lne aelu 1 Pk

AUATUIUIU 408 AU

3.2 19509 NIFlum I

[

A a dy I Ay A . . o
099U T WUV YT (Quantitative Research) Gll!g‘]JL!‘]J‘iJﬂ"liﬁTi'Ji]

] ] 9
A A A =

ao ¥ g o
(Survey Research Method) Lﬂi@ﬁu@ﬂi%}iuﬂii’l’ﬂElﬂiQ‘LlL‘]JLlﬂ”liLﬂ‘]JS’J‘]Ji’JiJslgl}i’Ji;I‘aIﬂfJ

v
[

. . Ve 1 & ga Y = Yy v 3 A ~
HUUEDUDIY (Questionnaire) VINNYUAIVYN BIKNI flllﬂﬂJﬂ1§ﬂﬂHTﬂUﬂfJTV]QLLHQﬂﬂLmSVIQHQ
1 = aov 1 A A 9 A Id [ o dyda!
AN €] TIUDINTUIVYAN €] NUINYIUVDN meﬂmm’miﬂumsi]ﬂmLm‘]Jﬁ@‘uamu*"uum Iﬂﬂ

o ° < ° \ . ] IS 1 o &
anyazvasmouumoiuuulalela (Close-Ended Question) laautiseanilu 5 @auaeil
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AuUMNINAANTON: HUVADUDINNEINUTOYANITAANTOIVBIAD ULV AN

I o o . . . o o 4
Wudpyazmouuuuasnasy (Multiple Choice Question) 1HIU 2 sﬁ’@ fadl

A10IUAANTOIN 1: MUAITUFUIAToADUINUATDAAATY Micro
9 [ a o d A [~ v Y [ ] A
Influencer Ao InI3NNT N Tl szima Inende lu iWumsiadoyanuumaiiiauuiinga
1 I~ 1
(Nominal Scale) Tasutiqoonilu 2 4o ldun
1) 1n8

2) line

o v A 1 [ an 14 a .
AIDTUAANTOIN 2: ‘1/]']1!!;?]ﬂiﬂcﬁﬂﬂﬂiﬂﬂ@ut%u@]ﬁ%ﬂﬁ@Wl'lil Micro
@ a o J 1 A 1 v 9
Influencer M1uodH TN NG lulszma Ineluga 1 Ynduvse la Wlumsiadeyauuuy
o o o o ] I 9 Yy
11A51IAUINIYA (Nominal Scale) Tagutisoandlu 2 1o laun
1) 1Y

2) lijime

' A A @ J I
qIUN 1: LL'U‘]J’(?f’f]‘lJﬂ13JLﬂEl’Jﬂ'U%}ﬂgaﬂWQﬂig‘BWﬂiﬂWﬁﬂiﬂlﬂﬁé}@]@ULLUUﬁ@UGWN nJu

Y
ANHULAMDINLULIABNABY (Multiple Choice Question) 311U 6 ¥ A4l

o A 2 9 A ° Y Y A
AIDIUN 1: 1WA cm@mammummmamﬁmaaﬂmmu"lmwmmemm
] 3’; I v Y o o wa . 1 I Y
MUY nJumimmagmmummn@umUﬂthLm (Nominal Scale) Tasuiiseamnilu 3 e 1dun
1) INFI8
2) NI QY

A
3) INFANNLADN

o A = 9 A o Y A Y A
AIDIUN 2: fﬂq GINQﬁ@ﬂllﬂﬂﬁ@ﬂﬂWHﬁWﬂﬂ‘iﬂLa@ﬂﬂ'l@]ﬂﬂulﬂl,WEJ\?"ll’é)m&I’J
J 2’, I v 9 v A o w . 1 I ] Yy
NTUU !f]Juﬂ1i'm"Uf]1;llﬁlL‘U“]JlIW]iTJ@LiENﬁW@ﬁJ (Ordlnal Scale) Iﬂﬂllﬂ\‘]ﬂ’ﬂﬂlﬂu 5 6]5’)\1’6]1?.]l Mlﬂllﬂ
1) o1gioon 18 )
2) 91g 18-25 1)
3) 91g 26-40 1/
4) 91g 41-60 1)

5) 01gu1n 1 60 Vau 1
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o A [ = =] = 3 Y
FAIIDIUN 3: TEAUNITANKN 615\1EJJG]@TJLHJ'Uﬁ@ﬂﬂ’lj\lﬁ'lil'liﬂla'ﬂﬂﬂW@'E]Ullﬂ

= Yy 1 Z I v Y = o w . ] 3
IWYIVBDIAYAUNTUU uJumﬁameyatmummnmwmmu (Ordinal Scale) IﬂﬁlLL‘U\‘lﬂ@ﬂlfﬂu 4

seau 1dun

~

1) mnfSyanes
2) WSanes
3) YSaanIn

4) 15y uen

o A = 9 A o Y A Y
AIDIUN 4: FOIUNN %QEJ@]E]”]JLL‘U‘UET@UEHZJ?HJJHQ@fJﬂﬂWIE)UulﬂLWEN"U’E)

7 < Y Y @ wa ] I @
Reaniu umsiadeyanuunng1iaumlinyga (Nominal Scale) Taouiseoniily 3 szau

Taun

1) Tan
2) auser / oYIINAY

3) wennueg / 1319 / nie

o A = =2y = o Y A Y A
AIDINN 5: DIBN G]N@G]ﬂ‘lJl,!,‘]J"lJE‘TE]‘]JﬂuJﬁ'l‘lﬂimaE]ﬂﬂW]@‘]J]l@]LWENSUE]mEJ’J

v g I @ Y @ wa 1 IS @
NTUU Lﬂummmi’a%laLguummnﬂumummm (Nominal Scale) Iﬂﬂll’ﬂ\‘i'ﬁ)'ﬁ)ﬂlﬂu 432U

Taun

v A v K
1) UnLSeY / UNANYI

2) WUANUDT HNIBNTY

[ a

3) WUNNUTTIFINND
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a

Y S A
4) 91YDNTINY / DIFNOATE

o = Y2 9 A o Yy Y A
A1DIUN 6: 518]1@ %QEJ,G]'OULL‘U“Uﬁﬂﬂﬂ?ﬂﬁ1m1iﬂlﬁﬂﬂﬂ1ﬁE]“lJUlﬂLWEN“UE]L@]EJ’J

2 <3| v v o v . ' I Y 1
iy dlumsadoyauuinai1inizesd 1y (Ordinal Scale) Taguisvaniiu 3 szau Taun

1) $198A1 20,000 VN
2) 20,001 - 40,000 LN
3) 40,001 - 60,000 VN
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6) 100,000 1ma 11
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d2ufl 2: unuaeumuNeInUToyaNnANTINNITTUTPYAIN Micro Influencer
9 o a o d I % o A . . .
ﬂ1“@ﬁﬂﬁ1§ﬂﬂiWﬂﬂlUﬂ3$lﬂﬁUlﬂﬂ WuanyaeMouuuUIaenNao L (Multiple Choice Question)

U 4 To 1dun

o A ] 14 =) A A [ an d A
AIDIUN 1: G]f@\WINLL‘WEWW\lE]illT“M"]fflﬂlllﬂﬂ‘ﬂTIWHSU%?J?@]TE]?’]@HLVIH@W?@
a o a [ Lt <
AAAN Micro Influencer mupdantzunindlulszma’lne Gudaounnudounannsamon
° Yy oy NS v v Y o wa .
mweu"lmwawammmmu l‘lll!ﬂ'lﬁ']ﬂellf)ﬂJ“aLL‘U‘UﬂJ'IﬂﬁTJﬂu'HJ‘UﬂJUﬂJUGI (Nominal Scale) IﬂfJ
] I 1 1
um@amﬂu 6 ¥DINN \lﬁ}LLﬂ
1) Facebook
2) YouTube
3) TikTok
4) Instagram
5) Twitter

6) Website

MoIuN 2: MUSUFIA ToADUINUAKIDAAAIYN Micro Influencer AU
@ a ] o v l =& 9 A ) Y 9
pdarIuNIT N lulszmalnedosua lviu Fsdaeuunudounmansadensnonlaiiesdo
= [ g’/ I [ = oy &7 2 [ ~ Id
@1 11U Iateyaun YNNI 1IAE89a1AY (Ordinal Scale) Tasuiiannudooniilu 4
] 9 1
123 1dun
g‘u [ 4
1) 1-2 959/ dlaw
Y
2) 34 A59 - g
yelg
3) 1-2 A54/ 1ABU

4) 3-4 159/ 1AOU

o { { [ a, J a .
MOWN 3: T2EzNAMMUSUFLIA ToADUINUAKNTDAAAIN Micro Influencer
9 Y] a Y] L = 1 g‘/ = 9 = o
amodansunindludlszma nomaslunaazas' Fdaounuudounmanndeniaoy
YA Y A v S’ o 9 v A o w . )
laiigadomennniu Humsiadoyauuuuiniiaibesd1al (Ordinal Scale) Taoiiiszoziial
I [ 1
pondu 3 szau lTaun
=
1) 5-15 1N
2) 15-30 WA
Y
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o d' o . 9 [ a [ o d'
A1DIUN 4: ITUIU Micro Influencer ﬂWufJfN“ﬁ']ﬁiJ“VliWﬂﬁluﬂim‘ﬂﬁllﬂﬂﬂ
1 o an J A A A = Y A o Y A
“I/I'lui‘UG]ﬁJ’JﬂI’E]ﬂf)uL‘ﬂuﬂﬁiﬂﬁﬂﬁ'llmﬂﬂu G]NEjﬂ’f)‘ULL‘U‘Uﬁf]‘U’EﬂﬂJﬁHﬂiﬂLa’f)ﬂﬂW]fJ‘UllmWEN
Y 1 35 I~ v Y v A o o . ] 3 [
VDAY UNTUU nJummmaymm‘uumanmimamu (Ordinal Scale) Iﬂﬂll‘ﬂ\i@@ﬂlﬂu 33591
9 1
18un
1)1-2 Al
2) 3-4 AU
Y
3) 5 auvull

1 A = @ o o a Y] o
AU 3: LU UNMNEINUAMAN YUY Micro Influencer ATUDFIHIIUNTWE 1u
o a < 1 1 @ .
Ysemalne TasliaeudioiuvamuanuiafiuuyuuIas1dIulszanani 5 52AD (Rating
aad . ' < T3 9 A T3 9 S 9
Scale) ¥04aIATN (Likert Scale) tisoamdu limiualeodags, limiuaie, ne o, fiuae uaz
< v A A Y o v P & Yy Yy
WiuA28061984 1Al 4 AU IUIUMUAZ 4 T8 TINNIMVA 16 U0 1ALn
1) ANUUFOVD AN (Source Credibility)
2) ANUIIAgATIveNEINI (Source Attractiveness)
1 a @ 4
3) ANUABANADITENIINAAN N (Product Match-up)

4) M3ABE3 (Communication)

1 { { @ o a A ) a <3
daui 4: uudeua eIt URAUAAYeIADS Tna TasldaoudoumunnuAamiu

J ' o g aad . i I 13
BUVIATIEIU 52T 5 T2AY (Rating Scale) YOIAIATN (Likert Scale) tjsoontdlu Taviu

Y v A 2y 2 9 2 v A )
AYDY YN, "lumuma, 1RY 9, MUAWY LAY HUAIYDYINE] TUIU 4 UD

1 ~ A o g}/ dy a [ a [ J
qIUN 5: LL‘UIIﬁ’t’)‘UﬂHJLﬂEJ’Jﬂ”Uﬂ’JHJGNGL%G]f’E]Glu‘ﬁqﬁﬂﬁ]ﬂﬁﬂﬁﬁﬂﬂﬁWﬂiuﬂﬁ%mﬁTﬂﬂ

o a < 1 1 o . aad
Tﬂ811’9{@]?J‘]Jﬂ”Ifl11191']11?1'J”I'JJﬂﬂLWNLLUUNTQ?Tﬁ?Hﬂigiﬂ'ﬂ!ﬂT 5 5¢A1 (Rating Scale) U3aLATN

. 1 I [~ FY 1A =} Y ] Y < Y A
(Likert Scale) uugeenu UINLWUQ'JEJ?JEJ”NEN, hlﬂJL‘W‘Llﬂ'JfJ, [RY ), IMUAWY LS I UAIYDYINYUN

o 9
UIU 4 UD

3.2.1 gazPgavesMmusazuvasiinvasmmalumsliiameaaulsa q

[

A Yo Y Yo = ) Yo ¥ o : Aav dd 9
Lu’f)\‘ﬁ]"lﬂW’Jﬁ]EJ]lﬂVI"lﬂ”liﬂﬂHWﬂuﬂ’NLLaxhlﬂLl"lﬁUf’Jﬂ"lﬂ111@]1\1 € NI UIVYNLNYIVDINN

Y

Yy 9 1 v 9
Ysudsaudluldianumnzausoauiseluaseilld 1dnnige Fediswazidoanan luil
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9
D3rvazideaveanioinlunislgiaaidiulsars q lunisived

v 4
(MBIBDINOY) UAAIAIAITIN 3.2 azlfmeTU1ea3l

{ o { o 1 o 1 av g @
G]'Ii'l\?ﬁ 32 mmmﬁmﬂmmuﬂsmq 9 ﬂJ@\i\?']H'Ji]EJLTJHﬂ']B']ENﬂi]B

Items Sources

Source Credibility
e The Influencer is honest. Ohanian,1990
® The Influencer is reliable.
e The Influencer is knowledgeable.

® The Influencer is an expert.

Source Attractiveness

e | consider the Influencer to be very good-looking. Lee & Watkins,

e [ find the Influencer very physically attractive. 2016

e The Influencer is friendly. Dimofte et al.,

e The Influencer is likeable. 2003
Product Match-up

e [ believe that the Influencer fits the product. Till & Busler,

e | think the Influencer is a good match for the product. 2000
Communication

e The Influencer is a good source of product information. Logan et al.,

e The Influencer is a good source of up-to-date product information. 2012

® The Influencer is a convenient source of product information.

e The Influencer supplies complete product information.

Consumer Attitude

e [ do trust brands advertised by social media Influencers I follow. Chetioui et al.,
e Brands recommended by social media Influencers are more reliable. 2019
e [ have positive perception about brands endorse by influences. Belanche et al.,
e | have favorable opinions about the brands advertised by social 2021

media Influencers.

Purchase Intention

e [ most frequently have intentions to purchase products advertised  Till & Busler,
by the social media Influencers I follow. 2000

e [ generally recommend products and services advertised by the
social media Influencers I follow.

e The probability I would consider buying this brand recommended
by social media celebrity is high.

e [fI were going to purchase a product, I would consider buying this

brand recommended by social media celebrity.
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UNAID19D 9

ANUUAFDVDULNAINNT (Source Credibility)
. Yy = A o & ) = a
e Micro Influencer 9¥ADINANNFDAAI U3 IHUDYa 5I0DI0TUY
Ia Y Yo ' ' Y
walsz Temingnaieg lasuedivedaasudin
. Y = A Ay : A o Y~
e Micro Influencer ADANANVUNFODD VBYAAI 9] NMINAUDITABIN
uraI BN T Uz aNTa gl 1
= o a v J =
e Micro Influencer ADATANUIAIUBHINITUNTNININNIIMIHOUT
] 2 [ [} v A < d A ax a =]
FUADA19 9 13U Milade U led ¥303R Teuudumesiiia
. Yy A = 9 @ a o R 9
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] = =1 L 9
HIUNTZUIUMTOUITY MsAnAY tazmsulseaumsal luaiu

o 2 o J J
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Ohanian, 1990

AMWIAIYA 19U IHAINI (Source Attractiveness)

o 7 A

e Micro Influencer ADaTiFlanuainiouoniigh
. Y A 1 Y A ° =
e Micro Influencer ABNLAUH IUALYDINITWANTOMI U NETUD
a { g o
matamsyaniuendnyol

< Y o 1 1
e Micro Influencer Apatia M dunue s i limuddniawisodnia

Lee & Watkins,
2016

Dimofte et al.,

F) I Aa @ 1
llmmmﬂuumﬂumu 2003
. Y I A4 Al A )
* Micro Influencer AR UB LUAZ HFRITEII1IINITAIY
AT UNT NG
1 = [ J
ANUTDANADITEHININAAN DN (Product Match-up)
[ P - o a [ 4
® Micro Influencer ﬁjmflmwaﬂ‘ymﬁmmzﬁu%%uuzmwaﬂﬂmméﬁu Till & Busler,
FIHTIUNT NG 2000

a a o a v J
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Y] a o L4
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. Y o PRI Yo P
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oA lFlunuuaeun 118991994
N3 ﬁ 9819 (Communication)
e Micro Influencer ﬁ’wﬂulmdﬂﬁ’i’f@yaﬁﬁ Hanuasalilasan Logan et al.,
e Micro Influencer A4 1#4oya lduan umsailagiiu 2012

e Micro Influencer A0 38NANNAzAINA DB UM THdoya
meriuedanisunsneg
e Micro Influencer A0a1¥dpyameItuodIIuNI NG 1d0d10

v
ATVDIU
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J o a 1Y a’d’ 3 d‘ 1 a =
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1 Lﬂl A 1 o’zﬂ'
AINMVUUUBDODNUINNINULUITUADU

] Y s W a o oA ) 3
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Belanche et al.,

J oA
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I Y o
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Belanche et al.,
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Y P
Y Y a .
AR 19%0v0IHLT 1A (Purchase Intention)
[ gJJ A = g}.l ~ ¥ a [ P
e 1pgasanmuianuailanazdonannumin luvan Iag Micro
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