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Abstract

The objectives of this study aimed 1) To study the factor of source
credibility of the influencer 2) To study brand evaluation to running shoes 3) To
study Source credibility of the influencers that endorse on brand evaluation to
running shoes of consumers. Four hundred questionnaires were distributed to
collect data and convenience sampling technique was used in this study. The data
was analyzed by using frequency, percentage, mean and standard deviations. Test
of hypotheses was performed by multiple regression analysis at a .05 statistical
significance level.

The result of the study shown that source credibility of the influencers in
the attractiveness, familiarity, trustworthiness and expertise factors endorse on
brand evaluation to running shoes at a .05 statistical significance level. The study
shown that similarity and likeability factors do not endorse on brand evaluation to

running shoes of consumers.

Keywords: Influencers / Source Credibility / Source Attractiveness /

Brand Evaluation
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Aufniiundedle (Strong Brand) annfign AleABNAY 3.82 se%adnAe NaNEIBE e
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mnuAslunslavanuniiouazauidn warnguiegsinaziinsnsuazuaniudsuaiy
Aniufuiiteusenuiiniioafusensinlaiinsihnsnaialagldgiianinanisannudn
fiAnadnwinfiufe 3.52 mudidu

NANINREBUANNAIUT  1-6 AU Teiieveiidninamenufniie
4 Fruphduiifianuduiusienisussiiunnaudsoaiiwesiuilan Tdud fua
fagala (Attractiveness) AuauAuAefURIBVENaN19ANAA (Familiarity) fuam
191418 (Trustworthiness) wagduanudiunadermaaniedu (Expertise) fia Sig.
0.020, 0.001, 0.000 wag 0.000 Fstioandn .05 DYNATYE A YNGR RUBAININ
faudsvia 4 filfianudiiuddensUssiunnauiseninisesiuilng ogedidudidry
nsadad 05 Tneranuduiusseninanmdnualanuindedevesiiidvinansaufn
fumsUsziiunsaudseaniwesuilan dawidu 78 (R) uansiinnuduiusiu
ogluszfuuunans uaznmdnuainiadedevestiianinanisnnuAnanansaviuneg
MeUssdunsaumseainiwesuilaaldiesas 61.40 (R Square) dwildedn 38.60

v
a

\Anntladedu TnsannsalouaunisanneyiBanylasil
BE = BO + B1(AT) + B2(FA) + B3(TR) + BA(EX)

M13199 1 ULaAINaNITIATIEVAUDANREYRIN ENBAlALL e N YR LI BT WA
AuAsluldaziy Ianuduiusdensuseidunsdusseainisvesguilan

amdneainnutdetie Unstandardized Standardized
LENHBIRITG Coefficients Coefficients t Sig.
N19AUAN B Std. Error Beta
(Constant) 57 13 4.33 .00*
Attractiveness 11 .05 13 2.34 .02*
Familiarity .18 .05 .20 3.23 .00*
Similarity .09 .05 .10 1.89 .059
Likeability -.09 .05 -.10 -1.73 .083
Trustworthiness .32 .05 .34 5.83 .00*
Expertise 22 .04 22 5.33 .00*
R=.78 Adjusted R Square = .60
R Square = .61 SE = .46

*dydAgynsananszau .05
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AU9IUIA8 Parichart Wongweeranonchai and Robert James McClelland (2016)
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