NIANTIVININMIIAALAZNITIANT WInerdemalulagsvusnasayys
U1 7 a0uil 1 ung1Au - Tguieu 2563

Qrrrssnnnnnssssnnnnnnnnninnnnnnnn@

% 1 A o v a Aa dl' s 1
AENETANNLIYINa VRN IIBNINaULFaeaulauniinase
nszuunsindulavidagnssuanuauvesiviulne

TRUST-INDUCING CHARACTERISTIC OF ONLINE INFLUENCERS
WHICH AFFECTS THE DECISION OF THAI TEENAGERS TO
UNDERGO COSMETIC SURGERY

gims vinaiew’
WUIShU Au’

Received8 April 2020
Revised 5 June 2020
Accepted 9 June 2020

unAnge

MsfnwAdey Tinguszasdiilefnundnuugmalszving Aunginssunsldmadn
yosiogulne wazaudnuuzmudofiovesmsdvinavudessulatl lnadenszuiuns
andulavidasnssuanuauvesiegulng Wunsfneddeuuunaunay die35398189
AN fenmsdunwaiiedn giiadlasindasnssuuasgfinevindaenssl Tagfinwan 4 wa
FaifiAuAnnaNINTigaAe A Warinthom Watrsang WWafiluws NAsUIULY nalwa)l neve
Jou waztna Vanrisa Namirach (Nokky) Lazn1539ui@9Usun fe3sn15i39d1929 laanas
TWuuvasuaueeulatidurdesiiolunisiiusiunuteyannnguiiediaianiu 4 e
Fehafidne $1uu 400

an53de wuin ngumeeelimnuaulaEesnmihdasnssy snnfige Taeldinedn
ydayaifeafumsvhdasnssu selRnmumnaras Warinthom Watrsang 11nfian sedasan
Ao NyYg WAL Vanrisa Namirach (Nokky) uagiea) neveseu lagldaunivivudifg
fogaunitgn Sn1slémsdn leadedud 1-3 alus dlvgldiionarsanume wag
wistudeya

AudnuuzaLdeTevesnsdninavudsssulatiamssneglusziuuin
finsandusedunuin fuyadnaim iniige sesadun Ao suanudevigy fuanu
Trsaduiisan fuanuduiudfuwiumg wasfulszaunsn audidy seanden dil
1) fuyadnnin wud i 4 e dyadnaind famaseundundanisdasnssy
2) drueraildstaduiidn wudr f 4 wma Bufianuldsfaduiidn anseansiienu

Hhnaenansnuf Uadie Auslimenans uninendugsnatading E-mail: ae.suputra@hotmail.com
“Hemans1ansed Ml mangnsnsdeansnisnainnava ansdvamans unine degsiatuding
E-mail: plim2554@gmail.com



Journal of Marketing and Management
Volume 7 No. 1 January - June 2020

N
$ruauan 3) Fruvszaunisal nud s 4 wa $EmsdienenUsraunisainuunisgneds
1nfege Hadndnginerindasnssu Tagina Warinthomn Watrsang @ulnajl#35nns
devenUszaunsaiiudievenan 4) Fuemdeasig wudn s 3 we Snslideyaidedn
Wnauedeanswazlsvaunsalaunisdaenssy ddaanainsinausldaned daanudn
Tanudsnisvesuniume fnrwasinanslunisldimedn wounsdeya onifuma Vanrisa
Namirach (Nokky) Aifingusinegndlsiarmniiuingslifinslideyaidedns) sumaduiius
fuuruma wuii s 4 wa dlifanudunandumainausdoyaiieatumsdaenssy Sni
AT HAIILY Waslna Vanrisa Namirach (Nokky) lifinsadwnrnduiuesivurhing
nszuunsimaulavhdaenssuannsineugnsdvsnavudoooulatnmsiueg
Tusgauann Wefiansundusiedenuin frunisuszifiumadenunniign ngudiedia
Wisuiisuteyaanvanei lildsudeyaaninsdvdnavudessulaifivamaieisemasn
Aa AU Auseans/dymdlnglifiauunnses uiliaudeinisinfasnssy
wazyanalnddasunsindulatiadeniinadensindulafesamuaziunsfumdeya diw
Tvgflviteyansutudosanuidaonssy e §ildeavgy audasade uassanisdaenssy
NANSNAFDUALNAZIL MU AnwalEn1aUsEYInsTiusEnaumIsINe 818 813N
sEAun1sfnel wagselasiaou danuduiusiunginssunisidwmedn wavauanuue
muiLdoievemiBninavudeseulaiiiuszneu feyadnam anuldsfadunidn
AaeaTey Uszaunsal wasanuduiusveamiung dnadenszuiunsinaulavindasnssy
mnuvesissulnenuImsdmiugnsdvdnavudessulafe doudunardumsiiaue
foya MBnsyevzerdeuihiaula viuasie wasdanuaiiauslunsiiauedeya nasnau
fifeyainanvansasuiudaauiglunsldinduls

AdATY: AadnualE, ANINWETe, EnsiBvsnauudeseulall, Aasnssy

Abstract

The objectives of this research are to study demographic characteristics and
Facebook usage habits of Thai teenagers, and to study which trust-inducing characteristics
of online influencers affects the decision of Thai teenagers to undergo cosmetic
surgery. The research employed mix methods, consisting of in-depth interviews of
cosmetic surgery enthusiasts (those who have undergone one and those keen to
undergo one) which follows the following four Facebook pages: Warinthron Watrsang,
Pichet Padungnanont, Seiya Kataron, and Vanrisa Namirach (Nokky), and quantitative
research by means of 400 online questionnaire in order to compile data from followers of
the aforementioned pages.

The research results revealed that the most popular means of learning
about cosmetic surgery among the sample population is via Facebook. In terms of
followers, the page Warinthorn Watrsang was ranked first, followed by Pichet

Padungnanont, Vanrisa Namirach (Nokky), and Seiya Kataron respectively. The device
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most popular for accessing such information is smartphone, with an average Facebook
surfing time of 1-3 hours. Most people in the sample population use Facebook to
while away the hours and share information.

The trustworthiness of these online influencers is very high overall. In terms
of trust-inducing characteristics, personality was ranked first, followed by expertise,
popularity, relationship with page followers and experience. In terms of personality,
all four influencers enjoyed better personality after undergoing cosmetic surgery. In
terms of popularity, all four influencers are very well known with large amount of
followers. In terms of experience, all four influencers choose to impart their experience via
referral to examples such as the results of those who underwent cosmetic surgery.

The impact of online influencers on the decision to undergo cosmetic surgery is
significant. When breaking down influences, online influencers had the greatest effect
in terms of option evaluation, followed by need/problem perception, decision, and
information searching respectively. In terms of need/problem perception, most of the
people in the sample do not have any major deficiencies in terms of appearance. Rather,
they were urged on by family members or friends to undergo surgery. In terms of
information searching, all the four pages offer comprehensive information on surgery,
namely place, price, expert, result, and safety.

The result of hypothesis testing reveals that the following demographic
characteristics: sex, age, occupation, education and monthly income are related to
Facebook usage habits In addition, the following trust-inducing characteristics of
online influencers: personality, popularity, expertise, experience, and relationship
with followers, affects the decision of Thai teenagers to undergo cosmetic surgery.
The Conclusion are online influencers must be neutral in presenting information.
The way of speaking and writing which is interesting, modernnity, and consistent in
presenting information. As well as having a variety of information, complete, clear,

easy to make a decisions.
Keyword: Characteristics, Trustworthiness, Online Influencers, Surgery
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witngaunazinlUImszviaenUsenaulananisnean 1.3

138



Journal of Marketing and Management
Volume 7 No. 1 January - June 2020

L AT S

v
A v 1

M990 1.3 NansiaTeiesnusenoudistududuiuivilewesinudinudnyaanudideie
YDIKNIIBNENAUUFRDR Ul

wtin
Tusd a9AUszNaU t R?
b(SE)
1. grudnuaizasdedeveinssdvisnauy
deooulal)
1.1 yadnnmw 0.96*%(0.04) 26.96 0.95
1.2 mnailasfadunsan 0.99%*(0.04) 27.42 0.97
1.3 Uszaunisad 1.00%%(0.04) 28.40 0.99
1.4 Ausenviey 0.98*(0.04)  27.00 0.95
1.5 AnuduiusAuLWuLIwg 0.98*%(0.04) 27.22 0.96

Chi-square = 0.70, df. = 2 ,P = 0.71,GFl = 1.00 ,AGFI = 0.99 ,RMR = 0.000 ,RMSEA = 0.00
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flosmdaszivinfu 2 dufe Ala-auaiunndrsangudedislififedify wanaitsensy
aungrundniiinlunansiduaonndesiudoyaiiaseinduazdviinszfuanunannay
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