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Abstract

This quantitative exploratory research aims to investigate the influencer characteristics and analyze
their relationship with the purchase decision of consumers in Thungsong district, Nakhon Si Thammarat
province using an online questionnaire to gather data with a sample of 100 consumers from February to
May 2022 and analyzed them using frequency distribution, percentage, mean, standard deviation, and
hypothesis testing for simple regression analysis at the statistical significance level of .05.

The results showed that 1) the overall opinion level on the 5 aspects of influencer characteristics
was found at an average level ( X = 3.24). The consumers placed importance on the characteristics of

influencers providing product reviews in terms of sincerity, enthusiasm, talent, glamour, and strength. Among
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the individually considered aspects, “Talent” achieved the highest level (X = 3.34), followed by “Sincerity”
(X = 3.30), “Enthusiasm” (X = 3.25), “Glamour” (X = 3.15), and “Strength” (X = 3.14). 2) The 5 aspects of
influencer characteristics were positively correlated to the purchase decision of consumers in Thungsong
district, Nakhon Si Thammarat province at the statistical significance level of .05; the influencer glamour had
the highest impact on the consumers’ purchase decision (= 0.82); enthusiasm and strength of the influencer
equally impacted the consumers’ purchase decision (= .81), the impact of influencer sincerity on the
purchase decision was equal to 0.79, and the influencer talent had the lowest impact (= 0.69). This study is
expected to provide useful data for online traders in the digital marketing era where more consumers choose
to listen to influencers who also are consumers, so as to best respond to marketing communication as well

as the consumer decision-making.
Keywords: Influencer Characteristics, Purchase Decision
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M13199 1 HanFIAIeviANLdITUSTEnI NN Yz Ye sV Nakaz N sindulateveiuilan

nsindulatevewuslng

ANYULVBIRNTIBNENG B t - value (t) Sig.
AUAINTIILD 0.79 13.00 .00
R? = 63, Adjusted R? = 63, F = 169.12
FruAMUUIRSY 0.81 15.40 00
R? = 71, Adjusted R? = .70, F = 237.13
FTUANAILNT 0.69 13.85 .00
R? = 66, Adjusted R? = .66, F = 191.96
Auasling 0.82 14.87 00
R? = 69, Adjusted R? = .69, F = 221.15
G?WJWUWJWZJLL‘?J’QLLﬂiIQ 0.81 16.26 .00

R? = 73, Adjusted R? = .73 , F = 264.42

B = Beta, the standardized regression coefficient.
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