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The study of the impact of using Influencer Marketing of an application on

consumer perception in Bangkok
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Abstract

This study aims to: 1) examine the factors influencing social media influencers, 2)
explore the level of trustworthiness of social media influencers, and 3) investigate the
brand perception process of consumers in Bangkok. The population in this study includes
consumers aged 18 years and older residing in Bangkok. A sample group of 400
respondents was selected, and data were collected using a questionnaire. Statistical
methods used for data analysis included percentage, mean, standard deviation, and
multiple regression analysis.The findings revealed that most respondents were female,
aged between 26-35 years, with a bachelor's degree, and an average monthly income of
25,001-35,000 THB. Social media influencers were perceived as highly engaging overall,
with three key influencing factors. The most significant factor was the trustworthiness of
influencers (B = 0.358, p < .001), followed by the style and content of advertisements (B
= 0.259, p < .001) and the frequency of posts and interactions ([3 = 0.223, p < .001), all
statistically significant at the 0.01 level. However, the relevance of influencers to the
products did not significantly affect brand perception among consumers in Bangkok.
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