A

YDI599N1TAUAIDETY Jaduvesiidnsnansanufnuudedinuseulatiiidmasio
nsinduladend avd el1eeulatdvesnauyuilan

LB TUMULAZLIL UL TR LU ST A LN

v v g v ¢ ¢ a £
WUITWUS 29NE) el WAUTTAND
NANgAS UIMIFINANUMIR (UIMN55INA)
gl = s o e aa
919158 7UINWN 919158 A3.USALY . AS
unAnga
n153elliidngusvasaliie (1) Wsfnwnganssunisiiengeider1vesngugusiag

el TuNeLaiaeLsTuLgnlulsEmalng (2) 1eAns1eladefdiaviananieauan

[ &)

vudederueaulatinasenisdndularaidorvesngutdmanennatd n193deiiduniside

1 (Y 1

FaU3una lnelywuvasuatsesulalilueissdalunisiiusiusiuveyanqudlegng
=~ Y oa aa & = & & v ¢ o av 49 Y aa
Fadunquiuslaafiianuddadendeideriiooulat 9143w 409 Au N1537ellyads
Wanssasun Ussnausig aud Segas A1eas druilonuuinnsgiu wasnadeuauufgu
lgn1sIAsIzvinanaunan

HANFIILNUII (1) wpAnssumsiiendeideivesnguiuilnaiaiusistuinenas
wiuoLstuugalulszmealny Tl Independent Samples t-test FwgAnssuu1aUsznisi

'
o v aaa v v o v

wansiafuagdiudfmnsadansysuteddny 0.05 Wun (1) duduuliuiesdededn
mudurlgiouieesitssmenualndfiviaumey (2) inuduifiazatvayudumgeuwe il
A savestunisaseaudedulud winden way (3) vruduulduaedeidoin
audurigiouwefiiudsmenualndivinuseyu sioun (2) Jaduvesiiansnanisaiuda
vudodsnueauladiidnasenisdaduladeidoioouladuesnaiaiuetstus Thun
Frunniifefie Fursesnisnsdeans uaze o Sedwmaludsindenisdadulade
ogailtudAyyadafisesu 0.000 uluneanduiuludiuvesnguaiuelsfuusaiiiies

AuANU Lol enltyd Aty wazdnaldsuindanisandulade laudldvdAgyn1sads

fiseeru 0.001

AdAgy: insevediateaulat, FiBvEnaniauAnluasevisdnueaulal, n1sdndula



Independent Study Title Factors of Influencer on Social Media that Affect Online
Clothing Purchase Decisions of Generation Y and Z

Consumers in Thailand

Author Aungkrit Wongprasit
Degree Master of Business Administration (Business Administration)
Advisor Pratsanee Nakeeree, Ph. D.

ABSTRACT

This research aimed to (1) study the clothing purchasing behavior of Generation
Y and Generation Z consumers in Thailand and (2) analyze the factors that influence
social media influencers’ decision to purchase clothing. This research is quantitative
research using an online questionnaire as a tool to-collect data from a sample group
of 409 consumers who intend to purchase clothing online. This research used
descriptive statistics, including frequency, percentage, mean, and standard deviation,
and tested the hypothesis by multiple regression analysis.

The research results found that (1) The purchasing behavior of Generation Y
and Generation Z consumers in Thailand using the Independent Samples t-test showed
some behaviors- that were statistically significantly different at the 0.05 significance
level, namely: (1) You tend to buy clothes based on influencers who dress in your
preferred style; (2) You are willing to support influencers who are involved in creating
environmental sustainability; and (3) You tend to buy clothes based on influencers
who dress in your preferred style. Then, (2) The factors of social media influencers that
affect Generation Y-is credibility, communication channels, and popularity, which have
a positive effect on-purchasing decision with a statistical significance level of 0.000.
However, for Generation Z, only credibility is significant and has a positive effect on

purchasing decision with a statistical significance level of 0.001.
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