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ABSTRACT

The objectives of this research are 1) to study the important level of influencer attributes and valuable
content about products (services) in health and beauty according to followers’ opinions of Generation X and
Y, 2) to study purchase intention of health and beauty products (services) of followers of Generation X and Y,
and 3) to study influencer attributes and valuable content that affect purchase intention of health and beauty
products (services) of followers of Generation X and Y. This study applied Explanatory Sequential Design. The
sample consisted of Generation X aged 41-56 years and Generation Y aged 28-45, totaling 385 people, and key
informants were Generations X and Y following 10 health and beauty influencers. Data were collected in Bangkok
and Metropolitan areas. The researcher chose to use the Mixed methods research method using the explanatory
sequential design research. The statistics used in descriptive data analysis were percentage, mean and standard
deviation, and statistics used in inferential data analysis were one-way variance statistics and linear regression
analysis, and content analysis presented in an analytical description format.

The results of the research found that:

The results of the study found that the majority of the sample were female, aged between 28-32 years,
working as employees of private companies/employees. They held a bachelor’s degree and were married. The
research hypothesis found that the credibility, expertise, attractiveness, and attention of influencers are factors
that influence purchase intention of health and beauty products (services) of followers of Generation X and Y
with statistical significance at the level of 0.05 and the content that is useful, accessible, clear and easy to un-
derstand and has good value is a factor influencing purchase intention of health and beauty products (services)
of followers of Generation X and Y with statistical significance at the level of 0.05, and key informants found
that trustworthiness affects the choice to follow influencers. It also makes the services offered reliable as well.
Influencers must have expertise, especially the information presented must have references. Relevance did not

influence the choice to follow. Only some people follow them because they are of the same gender and un-
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derstand their needs better. In the caring aspect, it is enough to respect your followers’ opinions. Useful content
is very necessary. It also results in making those services have good value. Content that is unclear and difficult
to understand often affects purchase intention. The majority of followers still choose to follow influencers.
It is caused by their own content personality and some consider the presentation of new content to increase

purchase intention.

Keywords: influencer; purchase intention; Generation X and Y
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iloynifiinauen Mean S.D. seRUANEAY dusiu
1. fiuszlomnd (Useful) 4.32 538 \iueeeebe 1
2. 1inisld (Accessible) 4.23 608 \huueeneds 2
3. fiudaudnladne (Perspicuous) 4.32 564 Whudeeete 1
4, finuAiiA (Value) 432 569 Wiusheateta 1
5. fimndudies (Self - Confident) 417 586 Wiudne 3
T a.21 .484 Wiudneagnads
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¥ wud Tneramegluseiuiiusneegisds (X = 4.42) dolinsginesunuin audnvasiivesdurigioumesiiiuien
finnu vhliihuinanisidatedud viouinesiugunw fdurgeuestniaue (X = 4.61) fanadssunniigadu
Susuusn sesaanldun vhusuilddademiinueidurlgeuesiniaue ViliinuAnmadilatodud viousnisiu
qUAT WarA1Law (X = 4.56) viuimginssumsmdeyaandurigioumesiviudeninny neunstodudn vidousnis
Fruguammnada (X = 4.36) wazviudeshilusdurlgeuwe sivinudendamy wazideinaud videuims Hdurigieu
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UaRILIAANRAY UaraNUTeNUNLINTINYENITAIIRTOTUAT (UTNTT) AIUGUAIN UazAIININY

& i ' o ) v o
WenwidiaauAn Mean  SD.  sshuanudAy  dudu

1. prudnwnziiavesdurigiouwesivinuidenianu viliinuAnnsadate 4.61 661 Whusheeeads 1
auf vieuimssuguaw fdurigloutsesiiniaue

2. viusufléa lemilpurniidurigioueeithiaus viliiuAensidede  4.56 606 iusheeendds 2
AU MEOUINMIA MU UazAIINY

3. vidiwgAnssumsmieyaninduriglouwesiviiudeninnu feunsde 436 741 Wiushoeteta 3
Aud ieuimssuguawnads

a. viuFetiuludBurigeumesivinudeninnu uasdeindud vieuins 4.14 801 Wufeednads 4
fidurigloueiiaueiiussavsnmitn mszgniusewdonauiivinuderiu

573 4.42 513 Wiudaeagied
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UARNIAIAUYSEANGAVAUNIE 5S¢ NI NA I UTDATEAUSMYTNIUTLTIUNISANS)

Correlation
fiauvs Xy X, X3 X, Xs Xs Xq Xg Xy X10 Yy
X, 1
X, 622%* 1
X5 627** 609% 1
X, 726" 721" 712" 1
Xs 713" 671" 612" 724" 1
Xs .640™ .760™ 660 722" 634" 1
X, 767 517" 605" 689™ 590 614" 1
Xg 649" 713" 636" 792" 614" 718" 626" 1
X, 593" 883" 620" 670" 625" 728" 535" 682" 1
X10 621" 540" 581" 611" 455" 667" 678" 631" 565" 1
Y, 632" 775" 550" 701" 660" 732" 631" 701" 739" 613" 1

**_Correlation is significant at the 0.01 level (2-tailed).

X, anuiidedie, X, mnudienmng, X, mmieades, X, auiifeel, X, maeilald, X Susslesd, X, dhdald,
v
o %) ' A o g & a v
Xs Srnudaaudlade, X, i, X, Sanuduiies, Y, nsadlateduins

va o

Adelavim s seianuduiussenisiuudaseiudiuusmuildlunmsfinu wiedesiunisifin Multicol-

linearity fio nsilavduiusiuessenineiwlsdaseunndy 2 f Famsidauusianuduiusiuluseduas enademali
Aun15HILUsNITIUN1TNEINTAAILUSANULAAAINUARINAFDY 99 DINTIVFBUANUTUNUTTENINIT U DAL AUAILUS
MUY L IASIEMAEUUSEANSavduNUSvaRiesau (Pearson’s Correlation Coefficient) srwUsilAdudseansan

duiusunga 0.767 (113199 4) wasludiailauinndi 0.8 duwdsiauenavinanfneuuliindgym Multicollinearity

(fiaen Nlud Uy, 2553) Insaunsansuauufigiusedelasail
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auuAgIuden 1 audnuurvedungieuwed Nidvnsnadenisadadeduin (USNN9) AUFUAIN WaEAINY
VDIRAAMUALUBLITY X Uay Y

MINA 5
UanIMAIsEANENITON0BENYAN AIANT] UAYAINIINARIAAADLLINTTIUNYBIANAN YAl YaIaUNIglouTeT
iionswanen I TAsladedun (U3N17) MIUUAIN UASAIINNIN YOEARMIMIUBITTY X Uay Y

Unstandardized  Standardized Collinearity

AuAnuMrvadurigiouYes Coefficients Coefficients T Sig Statistics
B S.E B Tolerance VIF

1. munnidefieveBungieuves 0.120  0.051 0.115 2377 0018* 0387 2586
(Trustworthiness)
2. mmsmaesBungioulse’ (Expertise) 0534 0.049 0507 10977 0.000*  0.422 2.369
3. mmﬁmiawm%uﬂqmuwas‘ (Relevance) -0.054 0.052 -0.046 -1.038  0.300 0.453 2.210
4. rrmhisgalavesdungiouses 0.195  0.056 0.195 3501  0001* 0289  3.457
(Attractiveness)
5. muelaldvesdungiowiges (Caring) 0128 0.050 0.125 2543 0011* 0372 2.685

R =0.812, R Square = 0.659 , Adjusted R?=0.654 , F = 146.479 , Sig = .000 , Durbin-Watson = 1.868

* ftpdAgynsadanszau .05

31NM15747 5 Llofia1sanen Durbin-Watson difn 1.868 aaglugae 1.5 - 2.5 wag Tolerance iawdnlng 1 uag

1NN .2 wansindudsiludaszraiu uaz VIF Sr1teendi 10 agdldidanuerainedeuiinnududassdenu (Taen
iUy, 2553) IenunsoneuannAgIulane AndnurreBuNglewe v 5 A1 TaiuesueANURULUTYRINTS
adlatodudn lpTeeay 65.4 (Adjusted R2 = 0.654) lngnuin munielievesdurgiouwes AuTenugvedumgiou

wes pnuhfgalavesdurgiouwes uazaruelaldvesdungiouees Wulfenidviwadonisasladedudi (Usn9)

'
a

ANUEVNN UAEAILN VBIAAMNIALLDITTU X Uae Y agnelituddayil 0.05 lneanudieiviguedurgieuweiidvsna

o o

wndian (3=0.507) lumanduiu Anuiedesvesdurigienwes ldwulddgyvneadian 0.05
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auuAgIudan 2 emllnman NL8vEnadenAslatodu (USN19) MUATNIN LagANNY VOIRAARNLLD

WaLsTu X kag Y

A15199 6
UanImAIsEaNENITON0eENYAN AIANT UALAINIIUARIAAADULINTTINYENTONITIANA
iionswanen I TAsladedun (U3N17) MIUUAIN UASAIINNIN YOEARMIMIUBITTY X Uay Y

Unstandardized Standardized Collinearity
Lﬁamﬁﬁqmﬁﬂ Coefficients Coefficients T Sig Statistics
B SE B Tolerance VIF

1. fiuselewid (Useful) 0217  0.049 0.228 4.468 0.000*  0.332 3.012
2. uindlelél (Accessible) 0.147  0.036 0.174 4036 0.000*  0.464 2.155
3. fmwdauidnladne (Perspicuous) 0.153  0.043 0.169 3545 0.000*  0.382 2617
4. fionueniif (Value) 0306  0.041 0.339 7.445 0.000*  0.415 2.407
5. fiennndudiea (Self - Confident) 0039  0.039 0.044 0.984 0326 0.426 2.347

R = 0.820, R Square = 0.673 , Adjusted R*= 0.668 , F = 155.797 , Sig = .000 , Durbin-Watson = 1.847

aada

* fidudAgymeadanszeu .05

31NA1599 6 LiIBNNTUIAT Durbin-Watson e 1.847 Fsaglutie 1.5 - 2.5 uay Tolerance Awdnlng 1
wazannd .2 uansinduusdudaszreiu waz VIF fidndesnit 10 agdlddndrmiuaainndeuiinnnududaszee
fiu (fag 1NUvddyyn, 2553) Feaunsansvauuigiulaneil Wenndameia 5 a1y $iuiueiulennuiuwlives

nseeladeduniv lnsesay 66.8 (Adjusted R2 = 0.668) lnanuin Wevdusslewy Widsla danudaugilaing

v

waefinuanin Wudadeniidninasonisndadedu (USN13) AuELAIN LAZALIN VOIHRAMLLILLBISTY X uay

'
°o o a '

Y agadiduddedl 0.05 laeiilemfidinaaiia fdnSwawindian (3=0.339) lunenduiu emifiarududaies
wutsd1AynIeaian 0.05
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