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Abstract

This study aimed to examine consumers’ perceptions of influencer credibility,
perceptions of changes in influencer image, and the influence of these factors on
expectations of relationship continuance between followers and influencers in the
context of social media. A quantitative research approach was employed. The
sample consisted of 400 social media users in Thailand who had previously followed
influencers. Data were collected using an online questionnaire and analyzed using
descriptive statistics and stepwise multiple regression analysis. The results indicated
that consumers’ perceptions of influencer credibility, changes in influencer image,
and expectations of relationship continuance were at a high level. The stepwise
multiple regression analysis revealed that interest in changes in influencer image,
influencer credibility, and familiarity with and resistance toward the new image were
significant predictors of expectations of relationship continuance. These variables
jointly explained 57% of the variance in the dependent variable, with interest in

changes in influencer image identified as the most influential factor.

Keywords: Influencer, Image Change, Credibility, Relationship Continuance Expectation,
Social Media
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dnsuIBmsinszideya wazadanldlumside fIdevhnsiunurudeyauas
Nassia (Coding) 3euseeuad thtayanlauusvananalaeldlusunsy SPSS e
(J 1 aa 1 A a v o A a L4 a v o & £
Aenansing q Nllunside wasdwanlaluiesien efuse agune Javindude
iweugaua U Tzideyaldulumuingusyasdlunside tneldad@idanssonn
(Descriptive Statistics) [dnsaasgviaunisanneeienyan (Multiple Linear Regression)
FeannnlglunsiTeluaseil laun anud Sosas Anade drulenuunnggu ttest uaz

Multiple Linear Regression #2835 Stepwise

NaN15338

1. na3dudayanulsEyIng

fneuuuvaeualumsfinuindsl $1uau 400 au freuuuuaeuaudlngidy
wnemnda $1uau 235 aw AnduSosaz 58.80 01gszning 21-300 duau 152 Au Andu
$puay 38.00 syAunsAnwIUSeR3 $1uu 184 au Antdudesay 46.00 shelareliou
#1n31 10,000 V19 Sy 131 Ay Andudosas 32.80

NANTIATIEUNSTUSHeNsIAsuILas I walve sBurgonwes 91nn1s
AnwfunsiuremauAsunasnmdnualveBurigioumes wuin ngusiieeeinigiu
¥ fhumnnidefievesdugiouees lnssmeglusziuann fanadewintu 4.02 vz
shunmdnualvesdurigeumes lnesmegluszauannui Inefldiedewiiu 3.83 uas
funnmman e ufellsvesnmdiug eglusyiuinn fauadewiniu 3.88
Sofinsanuenidunesues nmdnuvalBurgieuees dufidelsvhnsneiesniiu
3 fu nui yndnuiidiedeeglussduinniomn TneFosddudel

1. shupwaulasensivAsuudasnndnuallval faadegean wiriu 3.91

2. fueuasdosensivAsundasnmdnuailval faadewintu 3.78
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3. fhumnuduTusazsiesusionmanuallvl fanadewindy 3.78
mﬁLﬂswﬁmsamaastmmLmu%’jumau (Stepwise Multiple Regression Analysis)
namsAfenui eduussavsavduiusgaiden 755 uazindaesesmanduriusnyga
fifin 570 wanviduusnennsaliavan 3 & saufunennsal NAFIN VBN A LA
wiseloseseuduiug W¥esay 57.0 AanuAaAARUNIATT LTI TNEINTALT
f 491 (319 1)

MTN 1 WARINANITIATIgianduiusnyan Masdewesmanduiusnian Maswes
yosmanduiusnyguiuiund warAnnunaAAADLIATEIY

Model R R Square Adjusted R Square Std. Error of the Estimate
1 118 516 515 .520
2 142 .550 .548 .501
3 755 570 566 491

a. Predictors (Constant), X1 anwaulasenisiudsunasnindnuellv

b. Predictors (Constant), X1 anuaulasienisiudsuwdasnndnwallung, X2 A
unTefiovesdungioues

c. Predictors (Constant), muaulasionisidsundasnindneallvil, X2 auin
\ofevesdurliglouiees, X3 amnuAuTuuaznsresunmdnuallvsl

Wolnan19ileszRaNuLUsUT U Nenade utlud Agyvesmdnuse Bnoandunus
WA nud1 AduUsEavtanduiusnyaaiideddgyvealiinsedu 01 uansinmiy

Y 9

v 6

FUNUTTENINIPU TN T AL ILUTNYINTUTS 3 FduNuSAUlUTLEURSI Feanusain
Tasraduaunisdals (115199 2)

A5 2 LEAIAHLUTUTINNLAINNTIATIE RN TA0 LN AMLUUTUABY

Source of Variation  df SS MS F Sig.
1 Regression 1 114.864 114.864 424.713 <.001
Residual 398  107.639 270

Total 1 399  222.503
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Source of Variation  df SS MS F Sig.
2. Regression 2 122.467 61.233 243.009 <.001
Residual 397  100.036 252
Total 399  222.503
3. Regression 3 126.724 42.241 174.648 <.000
Residual 396 95.779 242
Total3 399  222.503

miamaawmmmu%umau (Stepwise Multiple Regression) \iefnwiAy
anunsavesiiulsdasylunsyiunefulsna nanmsisenuin duusiiinglunaseisd
tfodfamaada liun mnuaulademsivAsundasnmdnual mnsnindedevesdurigiou
e uaranududunarnistesunmdnvallvalutuisn (Model 1) fudsaruaulase
mMswasuulasnmdnuaidigaunsneu Tasanunsaviunedudsauldessdiuddry
e (B =718, t = 20.609, p < .001) wandliidiuinanuaulasensdsuwdasnm
dnualfidvswaeuanlusziugedenadnsidosnsing

¥

Waiingunass (Model 2) MnUsanudnielovasdungiaugesgniiudndaunisuay

Y

[

NlpdrAgynsana (B =244, t = 5.493, p < .001) lvaunIslunaaINIT005UI8ANM

o

LUSUTIUVRIILUSANULARTU VadE NdUsAINNaUlafa NSRS UL UAIN WS NBalTIA]

v o w

ovdwaneeiifedifty (B = .560, t = 12,622, p < .001)
Tutugaviie (Model 3) MudsanuAuiulazmIfsmumwanuailnsigniisdiga

q

a o v a

M3 wagitedRynsanRmeuiu ( B =210, t=4.195p <.001) dawalilunaianiig
G

]

'
a

auysaluniian Tnesuusiianudanedidviwadeinegnedideddnlulunagaiine faus
arwalasionsuAsunUasnwanuaiiavswanndian ( B = 432) sesawunfemunuTy
uaznssiedunmEnwallvl (B = .210) wazAdeRevesdurlgiaules ( B=.202)
aguladn IumamsamaEJW‘v;@zuLLUU%umauizq'iwﬂﬂ%’aﬁwﬁﬁgamﬂﬁsmsam'ﬁa
wensaliuUsmuldegnaditddymeada Insnmefulsanuaulasensiudsunyag
amdnuaitadughueifdminnniiasluleagaie Suasieudsunumadomes
awalasensiudsuntasnmdnuallunsimuanadnsidnw (anssi 3)
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AT 3 LERINANITAATIENNITANADENANUUUTUR DU

Model Predictor B SE B B t p

1 Constant  0.953 0.144 6.598 < .001
AuANLEUlane

nswWasuulas

ANanual 0.749 0.036 718  20.609 < .001

2 Constant  0.166 0.200 0.832 .406
AuANLEULIse

nswWasuulas

ANSNWYA 0.583 0.046 560  12.622 < .001
ANNUIToRounq

dungiowwes  0.356 0.065 244 5493 <.001

3 Constant  0.296 0.198 1.492 136
AuANLEULase

nswasuulas

ANENWYA 0.451 0.055 432 8.160 < .001
ANNUIEoRouns

dungiowwes  0.296 0.065 202 4.534 <.001
AUAUAUTULAE

AN5HDAU

Awanwallul 0.167 0.040 210 4195 < .001
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