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Abstract

The research titled “The Influence of Social Media Influencers on TikTok on Generation Z’s
Travel Intention” aimed to 1) examine the level of influence of social media influencers on TikTok
in terms of credibility, expertise, attractiveness, presentation style, and engagement with followers
on Generation Z’s travel intention, and 2) investigate the relationship between these influencers’
characteristics and Generation Z’s travel intention. A quantitative research approach was employed,
with data collected through questionnaires from a sample of 400 participants. The data were
analyzed using descriptive statistics and multiple regression analysis. The independent variables
included credibility, expertise, attractiveness, presentation style, and engagement with followers,
while the dependent variable was travel intention.

The results revealed that 1) the overall influence of influencers was at a high level, with
presentation style having the highest mean score, and 2) credibility, expertise, and engagement
with followers had a statistically significant effect on travel intention, whereas attractiveness and
presentation style did not have a statistically significant effect. Additionally, creative content
presentation that stimulates follower engagement plays an important role in inspiring travel

intention, particularly when content effectively conveys authentic experiences in an engaging and
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accessible manner. Influencers with high levels of expertise and credibility are able to build trust
with followers, which ultimately leads to travel decision-making. This study highlishts the
importance of influencer characteristics within the context of the TikTok platform, which is
characterized by high user engagement, particularly among Generation Z. The findings can be
applied as guidelines for planning digital marketing strategies in the tourism industry to enhance

communication effectiveness and stimulate consumers’ travel intention appropriately.

Keywords: Influencers; TikTok; Travel intention; Generation Z tourists
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msmuinalulaidvauarlassaisiugiudunisdeanslutimassuiiimn dewalidodny
soulavnaneidunalndrfylunisdidudiavesiuilan Tnslangluviunveaasugianivaniguralne
Tanudrfyruulouts Thaland 4.0 Fejadiunisldmaluladiieduindouiasugiauazdanu (Data
Reportal, 2024) dswalvmgAnssuguslnaasuuadlugnisfiandoyannunanrlesuosulatinniy

Tugnavnssunisvieadien dedenussulatiiiunumedidenszuiumsdndulavesfuiing
Tnslamznguiauelstu Z fudunguildulaumiousumaluladuaziinginssunisuilaadeyariiu
wwanefuAivadundn euiteludaes I wuiingudndnduuildulddodsnuoaula
WuuvasdoyandnlunisAumusetunialanazinausunisidaunig (Roller, 2023) Fsazvioudsunuin
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TikTok LunilduuwanesulndoaiifefsvinageiongAnssunisvieaiirveaaiusisdy z
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dsutszmalng wuhilden TikTok a1y 18 Taulundh 44.38 &uau Taefesay 41 Hunduameisiu z
(DataReportal, 2024) UBNIINE NANISENSIIVBS Expedia Group (2023) seyinseuay 48 yasiinvieadien
ety Z Tifuusatumalalunisfunisan TikTok Tngenaiinain suuuuidemuuuidleduiiannse
a¥1ansfidrusauldas (Yang, Zhao, & Ma, 2021) dawaliuwanosuiiiueiosiiontanisnaindi
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Yuan, 2019; Filieri, McLeay, Tsui, & Lin, 2021) SnvaATes UL AU SULLNER e Instagram
Lag YouTube (Casalo, Flavian, & Ibafiez-Sanchez, 2020) vaugdin1sAnunlu TikTok fafidnda Tnglaniz
Tutsunnsviesiien uenandd uilnuiteifuasAnuandnvusvdurgioumes Wy aruudedo
LarAMT191y wASIANITYIANNTFILUSAUTULUUA ST IaLBLAL ANKATUR U RAR Y
Tuuvudrasafedluduiun auidedulngdidunisludicsena Fedlanuwanaisdnuimusssy
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Arunidede AnuBiig) arainfaga sUsUUNSULADe wasAugnTLAURAnY wag 3) Ausile
Tumsvieaisavesfpounvuasuay Fsludni 2 wag 3 dnvaziuvaeunsriuluunadUUTEINMAY
(rating scale) finasirusAiminvesnisUssdudy 5 svdu AituesdiAm (Likert) feil

JEAUBNTNG AtninenzLuLFIAenaey
tloeiian AMUALAAWIU 1 Azl
1oy MAUALFLANNIN 2 AZLUY
Urunans MAUALALANNNAY 3 AZLUY
170 MAUALFNANNIN 4 AZLUY
1nign MruAWEALYIGY 5 Avu
naminsuwarnumnefiodasesunziuads fvundsielud
Aady 1.00 - 1.80 a1 fdvEnaiosdian
Aade 1.81 - 2.60 wlamnuin d9vsnatioy
Aads 2.61 - 3.40 wdamnudn dovsnavrunans
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1@1’15’1quaaummﬁ’uiwLauapﬁl,%';ﬁv']zgai’ﬂuau 3 yhu WiensavdeuAURsIdilen (content
validity) wagaiugnsesweiniw lnglddvilainuaenndessenitsdemniuiuinguseasd (index of Item
Objective Congruence: 100) @sfinausinisliaziuu ldun 1 = Yednuasnadosiuingusvasd 0 =
Tiuile wae -1 = Jermauldasnndes lneardviisausulddafialifosndn 0.50 (Rovinelli &
Hambleton, 1977; Polit & Beck, 2017) #4#i wuuapuaIuila I0C ags¥ning 0.66-1.00 Tsagluinmsi
Fousuls mﬂﬁ?uléjﬂﬂquaaummﬁmumiﬁwiaLLﬁ’ﬂUmaaummL%aﬁu (reliability) fungufagng
11504 (pilot group) 91u7U 40 AU Taeldisn1TaATzRAdulsy awﬁLLaaWwamiaumﬂ (Cronbach’s
Alpha) \ieUszidiuanuadenadaineluresuuuasuaiy (internal consistency) efnumanasiniseeusu
#iFannd1 0.70 (Nunnally & Bernstein, 1994) wagauiangusiiag1ainsasluyag 30-50 Ay fodnileans
dmsunmsnageuarudaauiaraudeiuveunieselunuidedausuna Johanson & Brooks, 2010)
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\Bewsseun (Descriptive Statistics) I Aade Arfesay wagdrudonuvunnsgiu wayldadfideyum
(Inferential Statistics) lawn NMsAsIzianneenvan (Multiple Regression Analysis) Hennaoudnina
vasfuUsdassiiilrennuddalunmsieadion Tnsfmunldfuussass Whun anutdede mnudoiviy
Amtfege JURUUMsLEue uazaayniuRudRam iy gnidhaunsnieniuseds Enter Jaduis
fmnzaudmiummeaeumnuduiusAunseULLIART MY Y]
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1. nansAnunsefudvinavesdungeuwesluiuanuindede Anudeivigy auiidaga
sUuvuMstiaus uaraugnifuronwddlalumsvesisrvesnguiaasiy Z lnsnmsumuinegly
seiunn TnesusUuuunisunaueiidadugean (X = 4.29, SD. = 0857) agluszfuanniign sesawn
oA é’ﬂummﬁmﬁmm (X = 4.06, S.D. = 0.898) #uAuL LT ede (X 3.86, S.D. = 0.820) ATUAILUIAIA
(X 3.86, S.D. = 0.981) wagdueupNUiUAAmIY (X = 3.83, S.D. = 0.950) AUAIAU

é’m%’ummﬁgﬂﬂumiﬁmLﬁaaﬁuaqmjmmumsﬁﬁu Z Wenmsanegluszavuin (X = 3.73,SD. =
0.892) IngmgAnssuiiiaedsgeiian Ae msrumdeyaisnfuifsafuaniuivieasivamdaniuniinves
duvlgiouges

2. pnuduiusseninedvsnavesdurgiouwes dummnindeiie AnmTeing mnuiidagale
sUMIUNSIALD uazAukniy deruddlalumsvionfinvesnduiaeistu Z annsouanddimnaed 1

M13199 1 KaN1TIRTIERNsanneeANRdlalunsvieunedIfudnSnavedungiaues

Model Unstandardized Coefficients Standardized t p-value
Coefficients
B Std. Error Beta

(Constant) 129 .153 .841 401

mmmvﬁ'aﬁa 322 .061 296 5.284 <.001
Al 168 057 169 2.950 003

ARl 025 .040 028 638 524

sunuumsiieaue 098 .050 095 1.961 051

mm@ﬂﬁu 302 .041 321 7.442 <.001
R? = 619
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AT 1 HANNTIATIENITARnRENYIAM (Multiple Regression Analysis) #Ui1 fiaudsauAdy
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p-value = .003)

Tusauiifudsiummaniifsmala (Beta = 028, p-value = .524) wazsuguuuunsiLaue (Beta
095, pvalue = .051) lmwuamﬁwaamqmuamﬂwmaaam

ueNIN# wuuaesansnesuIsAILUsUTIuTBsRuRilalunieaTienliosar 61.9 (R?
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eisty 7 lluseduiia
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5eI19FUT (linearity) Anududasyuasrinainaiou (independence of errors) AaaUsUsauY
YaIRIAaIALAABY (homoscedasticity) wazdlaymanuduiussewinaduusdass (multicollinearity) tnana
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plot) Fdlinudnumzanuldwvdosuuuuiiinund uenaini Aarundudaszvesiamaindou Tasfiansan
91nA" Durbin-Watson wuiniireglutisitvensuls Wsvanas 1.5-2.5) uaneinlaiiilymanudaiusiuues
AAmALARDL

TudiuvesnuuusUuTiuressnaIandeu nuildnuugniInszaedegeaitaue liusing
sULUUNsNISEeRuUNTIY Jsasulaindeyalinnuuysusiusintu (homoscedasticity)

dmiun1snsrvaeulymanuduiussenineiiuysdase wudn A1 Tolerance 98581319 0.294-
0.519 F5a1An1 0.10 wage1 Variance Inflation Factor (VIF) agjseving 1.928-3.400 #sdfondn 10 wanein
lsiwuilyw1 multicollinearity uananni A1 Condition Index gagainfu 27.060 FslsiAunmaifinvua
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maiiaueiiindegedign asvioulifuinniausnsumudfiiininiaule ai19assd uavanusadaga
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wazATlidne Bungleulwesfiiuszaunisaings ideyataiau uaziiausedlusda azdrvairennusiule
TAnmu aonadesfuuuiAnsuauindofiovesunasans uazuuiAangAnssuguilaa (Lou & Yuan,
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uwidstoyadidvdnadenusdladmginssuvesuilanogaiideddey wuieivauiteluusamalne
\u Sripong (2020) wag Osotthakul (2019) AifnwInguEUslaavlng waznuitanindededdnina
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filavesuilaaluviunnisvieade:

Hadudunrugnituiugiaau wuirdunumddysoanusdlalunisieiin asfeulisiuin
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TikTok Tuu3unssuseme wuitunannesuannsoaireguyuiiiujduiusgs vilkgannuidnlndda
damalmnnaulinndanaznisadesmuaiugil denndesiu Sokolova a Kefi (2020) wag Chung, Ko,
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