15a159maluladdearsuiary uns.wszuas U9 10 aduil 2 (050071 - 5142711 2568) 141

anSwavesdungouwasludodeanaaulail TikTok Facebook wag Instagram
fifinaronisinduladeondaideriundu vasnguisvieu Sminduui
The Influence of Social Media Influencers on TikTok, Facebook and Instagram
on the Fashion Clothing Purchase Decisions of Working Adults in Chiang Mai

Province.

oyl Teuznia® uazaigwed das

Arunrat Yonakad® and Nuttapong Ninkham?®”

" AzuIsgsiuazaumans uminerdemalulagsvienaaiuin

Faculty of Business Administration and Liberal Arts, Rajamangala University of Technology Lanna
* Corresponding author e-mail: acee.nuttapong@rmutl.ac.th

Received: 16/09/2024 Revised: 11/12/2024 Accepted: 12/12/2024
UNANED

o

noUszasaLiie (1) Anvianvazillomludediausoulauvesdurlgiouesnawa

[y

m1deil
enquimvhauiiondeegluimindedy (2) FnvmnuAaiuresnguishauiiondoegludmin
Fodlvuiifinedunglouwes uaz (3) Anwidvinavesdungiouwosludedsausoulay TikTok,
Facebook wag Instagram ﬁﬁma@{amiﬁmﬁu%Lﬁaﬂe'?‘iyaLgar;ijwLLV\I%’W@&ﬂa;mi’aﬁwmﬁmﬁ’aa&ﬂu
Frfododn Inelisideideium nquiosnsdo Sevhawdideny 20 95uly Tudwiaded
$1u7u 400 Au welruinmaviesusuidemandungeusesitnanensinduladentodenundu
Tnelonsguiosanuvuagnin i esflofe wuvaouaiu Tinsievveyanoadinssaun uas
nsoAnoENAN NaNTITewuan nquiessdmnuAaiuneidomludevesdungioumeseyly
seauan Tnstangaiutselewy idnsdnaueds nfudsnuusslosinioquauiivesduan
sosaanfe arwunaule Sulgeusesitlasunrudonsniyedniifenale uasdidomiingariu
mm@?@m’mméﬁmmm uenant nsinaulateidenunduvesnguisvhaulumindedn
lmyﬁ’uﬁmﬁwaasmﬁﬁaﬁﬂﬁmquaﬁﬁmﬂﬁyaé’ﬂwmzLﬁfamLLa:@hSquL@L!L%% YOLAUOLULA D
yUszneuUNsuitums UM shasumuaTinun uasndulstlevd Tnedenlyduigiouwesid

¥ = o ! ¥ ¥ < s Y4 A "o & PRI
aueateadstunammuglunulaalag wazauisaasedeiiunaula ludndunedidedes

LABYUUNUFIUVRIAINITIA LazALueie

AdnAny: Bungeuiwes luleailiie nisindulade HenuIdy



142 Journal of Mass Communication Technology, RMUTP, Volume 10 No. 2 (July - December 2025)

Abstract

This research aimed to study (1) the characteristics of social media content by
influencers targeting working-age individuals in Chiang Mai, (2) the opinions of working adults
toward influencers, and (3) the influence of influencers on TikTok, Facebook, and Instagram
on the fashion clothing purchase decisions of working adults in Chiang Mai Province. The
sample consisted of 400 working adults (aged 20 years and above) in Chiang Mai who had
experience with influencer content related to fashion purchases. Data were collected using a
questionnaire via convenience sampling and analyzed using descriptive statistics and multiple
regression analysis. The results revealed that the sample group held a high level of opinion
regarding influencer content, particularly emphasizing the Benefit dimension, which focuses
on presenting product advantages or properties, followed by the Interestingness dimension.
Popular influencers were often perceived as having attractive personalities and content that
met the followers' specific needs. Crucially, the fashion clothing purchase decisions of working
adults in Chiang Mai were found to be significantly influenced (statistically) by both the
characteristics of the content and the influencer's persona. The study recommends that
fashion entrepreneurs prioritize the creation of high-quality and beneficial content. They
should select influencers who share lifestyle similarities with the target audience and are
capable of producing engaging media. Emphasis should be placed on sincerity and credibility

rather than mere fame to effectively drive consumer decisions.

Keywords: Influencer, Social Media, Purchase Decision, Fashion Clothing
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