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Abstract

The primary objective of this study is to examine the direct impact of micro-influencer characteristics
on purchase intentions. Additionally, this study explores the mediating role of consumer attitudes in
linking micro-influencer characteristics to purchase intentions. The target population comprises early
working-age Thai individuals of all genders, aged between 22 and 34 years, who have engaged with
video content or followed micro-influencers in the real estate sector in Thailand. A total of 408
participants were selected using purposive sampling. The data analysis employed descriptive statistics,
including frequency and percentage, alongside structural equation modeling (SEM) to examine causal
relationships and assess the influence of key variables.

The findings reveal that consumer attitudes play a crucial role in mediating the relationship between
micro-influencer characteristics and purchase intentions within the Thai real estate industry.
Specifically, the communication characteristics of micro-influencers demonstrate a significant positive
effect on consumer attitudes, with a coefficient of 1.36 (p = 0.001). Additionally, product match-up
(coefficient = 0.55, p = 0.007), source credibility (coefficient = 1.12, p = 0.001), and source
attractiveness (coefficient = 1.36, p = 0.001) all significantly influence consumer attitudes towards
micro-influencers. These findings underscore the importance of micro-influencer attributes in shaping
consumer perceptions and driving purchase intentions in the real estate market.
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4) N1931AILIEUNNY (Path Analysis) LUN13ANHIAMNANAUS AR TEMdN9dauls

Lﬁ@%lm']w’fj’]gﬂLLuummﬁuWuﬁideﬁqLLﬂimmﬁmﬁﬂﬂﬁmLLﬁeﬁumwmqwﬁ (WaAnEd 5998, 2542, 14.40)

4. AN

Tunuddeafsilavinnisdnenizes ansnamulsAunasaasinuaisesdisinanoanandnsnaans
AMUANEUEAAY Micro Influencer AiaAanaslatalugsiaadeanisunindlulseinalng lagvinnimagau

ANNAFIUAT

v v o

auNFAgIuN 1 : TadufuaudnEUraeq Micro Influencer Usznaufae AITNUNTBTBIUNAITIN

(Source Credibility) mmmﬁq@m‘l@m@umzﬁﬁm (Source Attractiveness) A3MNARAARBITEUIN NARATUI

aa

(Product Match-up) ka<n1382415 (Communication) X nEnanienseeAuAnvesiusinalugenia

o

adausuninelulszmalng TnasannsanFanAIatuNefatl
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FN9WT 3 ANATIARIAIZURTENALNENARBLANNATIUA 1

GHHE QM Andutlssdvia B P-value
H1a:SC > CA 0.53*** 0.001
H1b: ST > CA 0.64*** 0.001
i H1c : PM > CA 0.35*** 0.001
H1d : CM > CA 0.26™** 0.001

° o o o

NNNZIUR *TTALNEENATYT p < 0.05 **sxautiadAty? p < 0.01 **szauiad1Atyf p < 0.001

AaNNA13197 3 mwm@ummmmw 1 Wu91 Jadu A1 uAMAN T8 Micro Influencer 119 4 611
Usznaugag AINNUNE 0B uUaTINN (Source Credibility) HANENLI=ANTVRIRNTNANATIWINAL 0.53*** (P-
value = 0.001) mf;mmmmmifam\ummwm (Source Attractiveness) fiAndulsvAvav0sanENaNIIATLINAL

1 o =

0.64*** (P-value = 0.001) AMNEBAARBITENING HARSTTUI (Product Match-up) W31 fiAnduilazaviaesanana

q

a a

N19AATUAATY 0.35 (P-value = 0.001) LAaZN1942417 (Communication) HANENLsANTUR9BNTNAN9IATS

Wiy 0.26*** (P-value = 0.001) #i4 4 AUHAN P-value taendn 0.001 asulfiasans

a o

AFUNAN (H,) wazeeniy

a9
ANNAFIUTE (H,) TINNNLAIINLN ladaAuAANEE Micro Influencer 19 4 AN HANINaN1ImeseAUAR
10915 lnAlugsiaedansunindlulszmalne
- 4 . o . , y o .
anumAgIun 2 dadaAupuansuzaee Micro Influencer Us2naunfe ANMNUITIRIULUAINNN
(Source Credibility) A931NAIgA a8 IuNA 7NN (Source Attractiveness) ANINABAARBNTENINN NARFTUIT
(Product Match-up) kazn15a8415 (Communication) ﬁ%m%wamqm\wi@mmﬁﬂ@%lu@ﬁ%ﬁwﬁmé‘”Wfﬂu

o

sz lng NHAFIRNTINTaNANDTUNE A9t

FNSWT 4 ANATIFBIATIZIRYENALNENARBLANNFAFIWT 2

ANNFAFY Aduils=@ns (B) P-value
H2a : SC > PI -0.94 0.169
H2b : ST > PI -1.13 0.175
H2
H2c : PM > Pl -0.37 0.418
H2d : CM > PI -0.18 0.603

o o o o o o

AUUEANATYT p < 0.01 **szauiiadnAty? p < 0.001

o

=) |
©
A
o
o
o
%
ee

NWEILUG *se AL dATY

@ﬂﬂm’]ﬁ"]\'ﬁ/l 4 N@‘Vlﬂ’&‘ﬂ‘]_l'&lm[ﬂﬁ”luﬂ/l 2 Wud tTadas uamansuzaa9 Micro Influencer ‘Vl\‘i 4 AU

q

o

Usenauidng AanaindeTeaumuaRan (Source Credibility) & AN AN AV 109IBNENANATIVNAY -0.94 A"
ﬂﬂﬁqmmlwmuu@'ﬁm (Source Attractiveness) HANENU2ANFUDIBNTNANINMTUINTY -1.13 AHABAARDS
7¥1919 NARA Y (Product Match-up) HAdNse ANTUDIRNINANIIATUNNFY -0.37 LATN1TADENT

(Communication) 3 A& ANEU09BNENANIIATYINAL -0.18 Sarte 4 Frud ) A1 P-value 81NN91 0.05
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eBNTUANNATIUNAN (H) uazdiasanufgiused (H,) 39uunanaug) Tadafuamaneuz1es Micro
Influencer %14 4 fnu lHBENAN9RIiRANATlATe lugIRaedTNnIne lulszinalne
a = o v o a ¥ a . Aa a ' > &
aNNAFIUN 3 daduauiAUAR129ELTINA (Customer Attitude) HENENANI9ATIFaAINFTlaTa Y

o

genaedaisuninelulsznalng Anadinisanfonmesunefsil

19NN 5 AIATIFIATIZIRYIENA LN NARBLANNFFIUT 3

ANNFAZIU Adulsz@ns (B) P-value

H3 CA>PI 2.1 0.092

o o o o o

NLIR *FEALURANATUN p < 0.05 **3eaLiedAtu? p < 0.01 ,**szauilagAeu? p < 0.001

o o o

AINA19199 5 HanaaeUANNAFIuA 3 wudn JadefuiAuastesdusina (Customer Attitude) HAN

A2 ANBURIBNINANIIMINNNAY 2.11 HA1 P-value N1NN91 0.05 'ffiw'am”muuﬁﬁmuﬁn (H,) uaziijias

aa

ANNAFIUIES (H,) TINHEAINNIN TadesnuiAnARYea9LTinA (Customer Attitude) laiAyEnan19msasanIs
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- 4 e v e o 4o . L 44 -~ - . s
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ATUAN =T8S Micro Influencer Usznausag ANNUNLEIAT0IUUANTNA (Source Credibility) AINUNAIRATALE
LVEIT A (Source Attractiveness) A9 TNABAARBITENING HARTUT (Product Match-up) kasn1988417

o
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A9 6 ANATIFBIATZRTENAINENARELANNFAFIWT 4

ANNAFY AndutlseAns B P-value

H4a : SC > CA > PI 1.12%** 0.001

H4b : ST > CA > PI 1.36%** 0.001

i H4c : PM > CA > Pl 0.74*** 0.001
H4d : CM > CA > Pl 0.55** 0.007

o o o o

NUNELUR *TTALUEAATYN p < 0.05 *seauadAyi p < 0.01 ,**szALniad Aty p < 0.001

(7 (] o

'
A

AT 6 m@wmmmwﬁﬂmﬁ 4 wudn tadasnuiruARaeegUzing Wususfunaniidentes
ansnavesaduANuAANEAIZ9Y Micro Influencer zg'mwﬁ%ﬂ@%@luﬁqiﬁ@@ﬁwﬁwﬁwfﬂuﬂizm Alne
Usznaudas ANNLNITa TR UNAT NN (Source Credibility) fAnduiszAvaveeavEnantedaNingy 1,125
(P-value = 0.001) #A1 P-value a&n31 0.001 mmmaqqmmmmmﬁm (Source Attractiveness) A1
futlarAnsaesaninaniedanminfy 1,36 (P-value = 0.001) A1 P-value Ha8N31 0.001 ANARAARDY

FEMINNNARATI (Product Match-up) 34mzﬁmﬂivm'ﬁmmﬂmwammﬂumwrm 1.36*** (P-value = 0. 001) AN

P-value Tfa8in41 0.001 WALNN3AE13 (Communication) fiAndutlsAvaansanananiedanvinty 0.55+ (P-value
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L2 o =

JR PRI ° o A @ = ) T q & ) o o
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q

Yy a

\ . | A va o v o ~ | = \ o
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v v A
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Q

v 12 ]
aa

(Customer Attitude) lsilanananisnsssianansslatalugsfaedensunindlulsvmalne Geliaanadasiu

a ' ¥

NUARRTY BHATT 1T9AS (2561) 1HNN9ANENEDY “AHANRNUSIRITALARTINAaNIsBnENan 19dadAN L

a v a
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Rodrigues (2021) lavinn1sAnEFae “The Impact of Social Media Influencers on Consumer Perception About
the Product And Purchase Intention” Inginan1s3agwLan viruamvasiUs tnalunumanAnylunisidusonanslu
v o o ' o yaa a = a o H & ¥ a o Ay
ANANNUTIENIN AN HUzaRgENananan e lndsaiinaaarauslageresiLFine Inadadangdananin
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