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$!ค?�"Nอ 

�@#/B�?"ค#?Q��CQ!C/?��F�#>2�ค์N�EPอ0D�1@ค/@!ค%O@"ค%D�  ค/@!�D��G� O%> ค/@!�N@N�EPอ�Eอ�อ��GO!C
อB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer) �CP�"@�#�์ค/@!�?Q�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0
N�@ห%C �@#/B�?"ค#?Q��CQN�็��@#/B�?"N�B��#B!@� Q�OO��2อ��@!ออ�R%�์N�็�Nค#EPอ�!EอQ��@#N�O�#/�#/!�Oอ!G%
�@��%FN!�?/อ"N@��CPN�็��GO�#BP ค�A�/� 400 ค� 2�B�B�CPQ�OQ��@#/BNค#@>ห์�Oอ!G%คEอ คN@N�%CP" คN@N�CP"�N��
!@�#�@� O%>คN@2?!�#>2B��B์�@#/BNค#@>ห์�@#���อ"�หFคG�O���?Q��อ� �%�@#0D�1@��/N@ �ั��?"ค/@!
ค%O@"ค%D� �O@�N�0 �O@�อ@"F �O@����@�B O%>�O@�ค/@!ค@�ห/?� #/!�D��ั��?"ค/@!�D��G� �O@�O#�N2#B!�DP��?�
O%>�?� O%>�ั��?"ค/@!�N@N�EPอ�Eอ �O@�ค/@!�N@N�EPอ�Eอ O%>�O@�ค/@!2?!�?��์ !CอB��B�%�Nอค/@!�?Q�Q��EQอ2B�คO@
O��?P��อ��#@2B�คO@�#>N�0N�@ห%C อ"N@�!C�?"2Aค?ญ�@�2�B�B�CP#>�?� 0.05 P�"คN@2?!�#>2B��B์2ห2?!�?��์�หF
คF� (R) N�N@�?� 0.646 O%>!CคN@อA�@�Q��@#�"@�#�์อ"GN�CP#Oอ"%> 41.7 (R2 = 0.417) 

 

คA2Aค?ญ: �GO!CอB��B�%�@�ค/@!คB��Oอ��BP�, 2B�คO@O��?P�, �#>N�0N�@ห%C 
 

Abstract 

The objective of this research is to study the similarity, attractiveness, and credibility 

of local influencers in predicting the purchase intentions for Korean fashion brands.  This 

quantitative research utilized an online questionnaire to collect data from a sample of 400 

consumers.  The statistical methods used for data analysis include mean, standard deviation, 

and stepwise multiple regression analysis.  The results of the study indicate that similarity 

factors such as gender, age, ethnicity, and expectations, as well as attractiveness factors like 

mutual reinforcement and credibility factors including trustworthiness and relationship, 

significantly influence the purchase intentions for Korean fashion brands at a 0.05 significance 
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level. The multiple correlation coefficient (R) was found to be 0.646, with a predictive power 

of 41.7% (R² = 0.417). 
 

Keywords: Local Influencers, Fashion Products, South Korea 

 

$!#A 

N0#1��B�P%�Q�"Fค�ั��F�?�N�B��@#N�%CP"�O�%�ค#?Q�QหญN�?��?Q�O�N!C2�@��@#�์�@#O�#N#>�@��อ�
P#ค�B�N�EQอR/#?2PคP#�@ 2019 �ั��F�?�!C#O@�คO@�CP�?��?/�A�F#�B�Q�P%�ออ�R%�์N�็��A�/�!@� #/!�D�!C�@#
O�N��?��?�2G��DQ��O/"�AQหO�GO�#>�อ��@#�N@��?��%"F��์�CPQ�OQ��@#O�N��?��%@�ออ�R%�์!@N�EPอ�D��G�QหO#O@�
R�O#?�ค/@!2�Q� ค/�คGNR��?��@#Q�O�G O!CอB��B�%�@�ค/@!คB�ห#Eอ�C PN#C"��?�/N @อB��%GNอ�N�อ#์ Q��@#�A
�@#�%@��O/"P�"N��@>�%FN!�#>N �2B�คO@�A�/� Nค#EPอ�2Aอ@� O��?P� อ@ห@# N�็��O� P�"�%FN!�F#�B�ค/@!
�@!O%>O��?P�N�็�อF�2@ห�##!�O� N �CPQ�O�@#�%@��N@��GO!CอB��B�%�@�ค/@!คB� (Influencer) �D� #Oอ"%> 70 
(N�%B�B/2์, 2562) �DP��ON�็�อF�2@ห�##!�CP�N@�?��@!อ�N�#@>!C�@#N�B�P��?P/P%�Q�อ?�#@N�%CP"#Oอ"%> 5.5 �Nอ�?
O%>�CP�#@��?��CQ�"Fค�อ�P%�R#O�#!O���CPคN@�B"!/?���##!�N@�Oอ�O��O%>�>��!@Q�#G�O���N@�  N 
P�"N��@>�#>N�0Q��%FN!NอN�C"�>/?�ออ��CP!CอB��B�%Q��O@�O��?P��CPN#@#GO�?�อ"N@��C�?P��OคEอ �#>N�0N�@ห%CQ�O 
�CP!C�GON�"O�#NN�็�0B%�>� ห#Eอ �C#C"์�N@� N �D��AQหOอF�2@ห�##!O��?P�Q�N�@ห%CN�็�อC�ห�DP�อF�2@ห�##!�CPR�O#?�
�@#�G��D�N�็��A�/�!@�Q�P%�P�N�C"%#/!�D��@#�A�@#�%@��N@��GO!CอB��B�%�@�ค/@!คB��CP!C�%"F��์�CPO�%�
Qห!NO%>ห%@�ห%@" N�N� �@#Q�O�GO!CอB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer) �อ��#>N�0�?Q� N Q�
�@#�A�@#�%@��O@!�#>N�0 �DP�O�#��์อ@��>QหOค/@!2�Q�Q�N#EPอ�ค/@!Nห!Eอ� ค/@!ค%O@"ค%D� ห#Eอค/@!
�N@N�EPอ�Eอ�อ��GO!CอB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer)  

�GO/B�?"!Cค/@!2�Q��CP�>0D�1@�ั��?"�@##?�#GOค/@!Nห!Eอ�ค/@!�D��G�O%>ค/@!�N@N�EPอ�Eอ�CP2N��%�Nอ
ค/@!�?Q�Q��EQอ2B�คO@O��?P� �#@2B�คO@�#>N�0N�@ห%C �อ��GO�#BP คQ��#>N�0R�" N�EPอQหO�GO�#>�อ��@#Q�
�F#�B�O��?P�2@!@#��A�%�CPR�OQ��@#0D�1@!@�AN�B��@#2EPอ2@#�@#�%@��N@��GO!CอB��B�%�@�ค/@!คB��Oอ��BP� 
(Local Influencer) N�EPอN�O@Q��%FN!N�O@ห!@"Q��@#�#>"F��์Q�O�@#�%@��N@��GO!CอB��B�%�@�ค/@!คB��Oอ��BP� 
(Local Influencer) O%>N2#B!2#O@�ค/@!2@!@#�Q��@#N�O@�D��%@�#>ห/N@��#>N�0 

 

/?� F%#>2�ค์�อ��@#/B�?" 

N�EPอ0D�1@ค/@!ค%O@"ค%D� ค/@!�D��G� O%>ค/@!�N@N�EPอ�Eอ�อ��GO!CอB��B�%�@�ค/@!คB��Oอ��BP� (Local 

Influencer) �CP�"@�#�์ค/@!�?Q�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C  
 

�อ$N���@#/B�?" 

1. �อ$N���O@#%#>�@�#Oล>�ลFN!�?/อ"N@� 
 �#>�@�#�CPQ�OQ��@#0D�1@ คEอ �%FN!�GO�#BP ค�CPN�็��GO2�?�2�F�O%>2�Q�Q�2B�คO@O��?P�N�@ห%C�CP�GO!C

อB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer) O�>�A�@��%FN!#O@��#CออN�อ#์2B�คO@N�@ห%CQ��#>N�0R�" 
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P�"Q�O2G�#�@#ห@��@��อ��%FN!�?/อ"N@�Q��#�C�CP!C�A�/��#>�@�#R!NO�N�อ� (/2F��@ �F#B�!��์ O%>ค�>, 
2563) P�"Q�O2G�#�อ�คอOค#� (Cochran, 1977 อO@�Q� �C#/F�B Nอ�>�F%, 2543) �CP#>�?�ค/@!N�EPอ!?P�#Oอ"%> 
95 R�O�%FN!�?/อ"N@��CPค/#Q�OQ��@�/B�?"ค#?Q��CQ  385 �?/อ"N@� N�EPอN�็��?��Oอ��?�ค/@!�B��%@��@��@#�อ�
O��2อ��@!�D�N�O��?/อ"N@�N�็� 400 �?/อ"N@� 

2. �อ$N���O@#N#EQอห@ 

 �@#0D�1@�CQ0D�1@�ั��?"�CP!CอB��B�%�Nอ�@#�?�2B�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C  
�อ��GO�#BP ค�CPN�็��GO2�?�2�F�O%>2�Q�Q�2B�คO@O��?P�N�@ห%C�CP�G O!CอB��B�%�@�ค/@!คB��Oอ��B P�  (Local 

Influencer) O�>�A �?Q�ห!� 3 �ั��?"ห%?� คEอ �ั��?"ค/@!ค%O@"ค%D� �#>�อ��O/" ค/@!ค%O@"ค%D��O@�
%?�1�>�#>�@�# O%>ค/@!ค%O@"ค%D��O@�2�B�ัญญ@ �ั��?"ค/@!�D��G� O%>�ั��?"ค/@!�N@N�EPอ�Eอ  

3. �อ$N���O@##>">N/ล@ 

 �GO/B�?"�A�@#0D�1@/B�?"ค#?Q�R�O�AN�B��@#/B�?"Q��N/�#>ห/N@�N�Eอ�!C�@ค! 2567 �D�N�Eอ�!B�F�@"� 
2567 
 

/B"C�AN#B#�@#/B�?" 

1. #>N$C"$/B"C/B�?" 

 Q��@#/B�?"ค#?Q��CQN�็��@#/B�?"N�B��#B!@� !C�%FN!�?/อ"N@��CPQ�OQ��@#0D�1@ �A�/� 400 �?/อ"N@� 
P�"Q�OO��2อ��@!ออ�R%�์N�็�Nค#EPอ�!EอQ��@#N�O�#/�#/!�Oอ!G% O%>�A�@#/BNค#@>ห์�Oอ!G%�O/"/B�C�@�2�B�B 
�@��GO/B�?"R�ON%Eอ�/B�C�@#ค?�N%Eอ��%FN!�?/อ"N@�O��R!NQ�Oค/@!�N@�>N�็�  (Non-probability sampling) �O/"
/B�C�@#N%Eอ��%FN!�?/อ"N@�O��N�@>�� (Judgmental Sampling) P�"�GO/B�?"R�O�A�@#0D�1@�Oอ!G% 2 O�� 
R�OO�N 

 1) �Oอ!G%��! G!B (Primary Source) N�็��@#N�O�#/�#/!�Oอ!G%�@�O��2อ��@!ออ�R%�์�CPR�O!C
�@#�#>�@"R�QหO�GO�#BP ค�CPN�็��GO2�?�2�F�O%>2�Q�Q�2B�คO@O��?P�N�@ห%C�CP�GO!CอB��B�%�@�ค/@!คB��Oอ��BP�  
(Local Influencer) �N@��Nอ��@�ออ�R%�์�N@� N N�N� Line, Instagram, TiKToK, Facebook N�็��O� 

 2) �Oอ!G%�F�B" G!B (Secondary Data) N�็��Oอ!G%�CPR�O�@��@#0D�1@ #/�#/!�%�@�/B�?" ��ค/@! 
/@#2@# /B�"@�B���์ ห�?�2Eอ�B!�์ออ�R%�์ �Oอ!G%�@�2�B�B #@"�@��N@� N O%>�Oอ!G%�@�อB�N�อ#์N�O� 

2. �?Q#�อ#�@#/B�?" 

 �@#�Aห���#>�@�#O%>�%FN!�?/อ"N@�: �GO/B�?"�Aห���?/อ"N@��O/"/B�C�@#�Aห����@��?/อ"N@� (n) 
�A�/� 400 ค� 

 Nค#EPอ�!Eอ�CPQ�OQ��@#/B�?" : �GO/B�?"Q�OO��2อ��@!ออ�R%�์ (Google From) Q��@#N�O�#/�#/!
�Oอ!G% �@#�#/�2อ�คF� @�Nค#EPอ�!Eอ: �GO/B�?"R�O�AO��2อ��@!�CPR�OR���%อ��?��%FN!�?/อ"N@�Q��DQ��O� (Try 

Out) �A�/� 40 �F� O%O/�A�%�CPR�OR�/BNค#@ห์ห@ค/@!N�EPอ!?P��อ�O��2อ��@! P�"/B�C�@#ห@คN@2?!�#>2B��B์
Oอ%�@ (α-Coefficient) �อ�ค#อ��?ค (Cronbach) R�OคN@ค/@!�N@N�EPอ�Eอ�อ�O��2อ��@!�?Q���?�N�N@�?� 
.965 P�"�ั��?"ค/@!ค%O@"ค%D� !CคN@ค/@!N�EPอ!?P� N�N@�?� 0.952 (45 �Oอ) �ั��?"ค/@!�D��G�!CคN@ค/@!N�EPอ!?P�
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N�N@�?� 0.942 (16 �Oอ) �ั��?"ค/@!�N@N�EPอ�Eอ !CคN@ค/@!N�EPอ!?P�N�N@�?� 0.863 (25 �Oอ) O%>�@#�?�2B�Q��EQอ !C
คN@ค/@!N�EPอ!?P�N�N@�?� 0.804 (5 �Oอ) �DP�N�B��/N@ 0.7 Q��F� N �ั��?" �Eอ/N@�AR�Q�OQ��@#N�O��Oอ!G%�#B�R�O 

3. �@#N�O$#/$#/!�Oอ!Gล 

 �@#N�O�#/�#/!�Oอ!G%�CPQ�OQ��@#0D�1@ค#?Q��CQ  �GO/B�?"R�ON�O�#/�#/!�Oอ!G%�@�O��2อ��@! !C
/B�C�AN�B��@#�?��CQ 

 1) 2�B�BN�B��##��@ (Descriptive Statistics) �#>�อ��O/" คN@N�%CP" O%>คN@N�CP"�N��!@�#�@� 

 2) 2�B�Bอ�F!@� (Inferential Statistics) Q�OQ��@#��2อ�2!!�B�@��@#/B�?" P�"Q�O�@#/BNค#@>ห์
�@#���อ"�หFคG�O���?Q��อ� (Stepwise Multiple Regression Analysis) 
 

&ล�@#/B�?" 

�@#0D�1@�@##?�#GOค/@!ค%O@"ค%D� ค/@!�D��G� O%>ค/@!�N@N�EPอ�Eอ�อ��GO!CอB��B�%�Oอ��BP� (Local 

Influencer) �CP2N��%�Nอค/@!�?Q�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C  2@!@#�2#F��%�@#0D�1@R�O
�?��CQ 

1. �@#/BNค#@>ห์#>�?�ค/@!คB�NหO��อ��%FN!�?/อ"N@�N�CP"/�?��ั��?"�CP!CอB��B�%�Nอค/@!�?Q�Q��EQอ2B�คO@
O��?P��อ��#@2B�คO@�#>N�0N�@ห%C ��/N@ �ั��?"�CP!CคN@N�%CP"2G�2F�คEอ �ั��?"ค/@!�D��G� #อ�%�!@คEอ �ั��?"
ค/@!�N@N�EPอ�Eอ �ั��?"ค/@!ค%O@"ค%D��O@�2�B�ัญญ@ O%>�ั��?"ค/@!ค%O@"�D��O@��#>�@�# P�"!CคN@N�%CP"
N�N@�?� 4.13, 3.80, 3.72 O%> 3.32 �@!%A�?� 2N/�ค/@!�?Q�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C !C
คN@N�%CP"N�N@�?� 3.68 �?�#@"%>NอC"�Q��@#@��CP 1 

 

�@#@��CP 1 #>�?�ค/@!คB�NหO�N�CP"/�?��ั��?"�CPQ�OQ��@#0D�1@ 

 

%ั��?"O#�@#0D�1@ คN@N�ลCP" S.D. #>�?$ค/@!คB�NหO# 
1. %ั��?"ค/@!คลO@"คลD��O@#%#>�@�# 3.32 0.714 %@#�ล@� 

- �O@�อ@"F 3.97 0.828 !@� 

- �O@�N�0 3.89 0.883 !@� 

- �O@����@�B 3.74 0.843 !@� 

- �O@�0@2�@ 2.24 1.188 �Oอ" 

- �O@��@#0D�1@ 2.79 1.227 �@��%@� 
2. %ั��?"ค/@!คลO@"คลD��O@#2�B%ัญญ@ 3.72 0.697 !@� 

- �O@��?0�ค�B 3.43 0.877 !@� 

- �O@��B2?" 3.81 0.792 !@� 

- �O@�ค/@!�อ� 3.94 0.816 !@� 

- �O@�ค/@!ค@�ห/?� 3.52 0.887 !@� 

- �O@�คF�คN@Q��?/Nอ� 3.89 0.827 !@� 
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%ั��?"O#�@#0D�1@ คN@N�ลCP" S.D. #>�?$ค/@!คB�NหO# 
3. %ั��?"ค/@!�D��G� 4.13 0.660 !@� 

- �O@��@" @� 3.83 0.868 !@� 

- �O@��Fค%B� @� 4.40 0.696 !@��CP2F� 

- �O@�O#�N2#B!�DP��?�O%>�?� 4.15 0.709 !@� 

4. %ั��?"ค/@!#N@N�EPอ Eอ 3.80 0.576 !@� 

- �O@�ค/@!N�CP"/�@ญ 4.38 0.739 !@��CP2F� 

- �O@�ค/@!2?!�?��์ 2.57 1.220 �Oอ" 

- �O@���B2?!�?��์ 3.60 0.841 !@� 

- �O@�ค/@!�N@N�EPอ�Eอ 3.99 0.671 !@� 

- �O@�ค/@!�#B�Q�O%>�#@#��@�C 4.44 0.638 !@��CP2F� 

5. ค/@!�?Q�O��EQอ2B#คO@O��?P#�อ��#@2B#คO@%#>N!0N�@หลC 3.68 0.747 !@� 

 

2. �@#/BNค#@>ห์�@#���อ"�หFคG�O���?Q��อ� (Stepwise Multiple Regression Analysis) �อ�  
1) �ั��?"ค/@!ค%O@"ค%D��O@��#>�@�# !C 5 �O@� R�OO�N �O@�อ@"F �O@�N�0 �O@����@�B �O@�0@2�@ O%>�O@�
�@#0D�1@ 2) �ั��?"ค/@!ค%O@"ค%D��O@�2�B�ัญญ@ !C 5 �O@� R�OO�N �O@��?0�ค�B �O@��B2?" �O@�ค/@!�อ� �O@�
ค/@!ค@�ห/?� O%>�O@�คF�คN@Q��?/Nอ� 3) �ั��?"ค/@!�D��G� !C 3 �O@� R�OO�N �O@��@" @� �O@��Fค%B� @� 
O%>�O@�O#�N2#B!�DP��?�O%>�?� O%> 4) �ั��?"ค/@!�N@N�EPอ�Eอ !C 5 �O@� R�OO�N �O@�ค/@!N�CP"/�@ญ �O@�
ค/@!2?!�?��์ �O@���B2?!�?��์ �O@�ค/@!�N@N�EPอ�Eอ O%>�O@�ค/@!�#B�Q�O%>�#@#��@�C �?�ค/@!�?Q�Q��EQอ
2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C ��/N@ คN@2?!�#>2B��B์2ห2?!�?��์�หFคF� (R) !CคN@ 0.646 !CคN@อA�@�
Q��@#�"@�#�์#Oอ"%> 41.7 (R2 = 0.417) คN@ค/@!ค%@�Nค%EPอ�!@�#�@��อ��@#�"@�#�์!CคN@ 0.57528 �?/
O�#�"@�#�์�CP!CอB��B�%�Nอค/@!�?Q�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C�@��@#O�>�A�อ��GO!C
อB��B�%�Oอ��BP� อ"N@�!C�?"2Aค?ญ�@�2�B�B�CP#>�?� 0.05 !C�?Q�2BQ� 7 �O@� คEอ �O@�ค/@!�N@N�EPอ�Eอ �O@����@�B 
�O@�ค/@!ค@�ห/?� �O@�N�0 �O@�ค/@!2?!�?��์ �O@�O#�N2#B!�DP��?�O%>�?� O%>�O@�อ@"F �DP�2N��%�@��/�
�?Q�ห!� P�"!CคN@2?!�#>2B��B์N�N@�?� 0.259, 0.124, 0.086, 0.115, 0.086, 0.171, O%> 0.090 �@!%A�?� 
O%>�@��@#�#/�2อ� ค/@!2?!�?��์#>ห/N@��?/O�#อB2#>��/N@ คN@ Tolerance �อ��?/O�#อB2#>�F��?/!CคN@
R!NQ�%O0G�"์ (> 0.5) O%> คN@ Variance Inflation Factor �อ��?/O�#อB2#>�F��?/!CคN@ �Oอ"�/N@ 10 �?��?Q��D�
2#F�R�O /N@�?/O�#อB2#>�F��?/R!N!C#>�?�ค/@!2?!�?��์�DP��?�O%>�?� �?�#@"%>NอC"�Q��@#@��CP 2 O%>2@!@#�
2#O@�N�็�2!�@#�"@�#�์Q�#G�ค>O���B� R�O�?��CQ 
 

Y = 0.138 + 0.259(�O@�ค/@!�N@N�EPอ�Eอ) + 0.124(�O@����@�B) + 0.086(�O@�ค/@!ค@�ห/?�) + 0.115(�O@�N�0) + 0.086(�O@�ค/@!2?!�?��์) + 
0.171(�O@�O#�N2#B!�DP��?�O%>�?�) + 0.090(�O@�อ@"F) 
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�@#@��CP 2 �%�@#/BNค#@>ห์�@#���อ"�หFคG�O���?Q��อ� (Stepwise Multiple Regression Analysis) 
 

�?/O%# b 
Std. 
Error 

Beta t Sig. Collinearity Statistics 

Tolerance VIF 

คN@ค��CP 0.138 0.225  0.612 0.541p   

�O@�ค/@!�N@N�EPอ�Eอ 0.259 0.060 0.232 4.283 0.000* .505 1.982 

�O@����@�B 0.124 0.040 0.140 3.083 0.002* .721 1.387 

�O@�ค/@!ค@�ห/?� 0.086 0.042 0.103 2.055 0.040* .597 1.676 

�O@�N�0 0.115 0.037 0.137 3.126 0.002* .779 1.284 

�O@�ค/@!2?!�?��์ 0.086 0.028 0.141 3.102 0.002* .724 1.382 

�O@�O#�N2#B!�DP��?�O%>�?� 0.171 0.056 0.162 3.057 0.002* .527 1.897 

�O@�อ@"F 0.090 0.041 0.100 2.186 0.029* .708 1.412 

R = 0.646, R2 = 0.417, Adj R2 = 0.407, Std. Error = 0.57528, F = 40.121, Sig. = 0.000 

* !C�?"2Aค?ญ�@�2�B�B�CP#>�?� 0.05 

 

อ B%#@"&ล 

�@��@#0D�1@�@##?�#GOค/@!ค%O@"ค%D� ค/@!�D��G� O%>ค/@!�N@N�EPอ�Eอ�อ��GO!CอB��B�%�Oอ��BP� (Local 

Influencer) �CP2N��%�Nอค/@!�?Q�Q��EQอ2B�คO@O��?P��อ��#@2B�คO@�#>N�0N�@ห%C  ��/N@ �ั��?"ค/@!ค%O@"ค%D� 
�O@�N�0 �O@�อ@"F �O@����@�B O%>�O@�ค/@!ค@�ห/?� #/!�D��ั��?"ค/@!�D��G� �O@�O#�N2#B!�DP��?�O%>�?� 
O%>�ั��?"ค/@!�N@N�EPอ�Eอ �O@�ค/@!�N@N�EPอ�Eอ O%>�O@�ค/@!2?!�?��์ !CอB��B�%�Nอค/@!�?Q�Q��EQอ2B�คO@O��?P�
�อ��#@2B�คO@�#>N�0N�@ห%C �?Q��CQอ@�N�EPอ�!@��@� �GO�#BP ค!CO�/P�O!�CP�>N�EPอ!P"�O%>#?�#GO�Oอ!G%�@��GO!C
อB��B�%�Oอ��BP��CP!CN�0O%>อ@"FQ�%ONคC"��?� N�#@>อ@�!C�#>2��@#�์O%>ค/@!2�Q��CPค%O@"ค%D��?� �@#!CN�EQอ
�@�BN�C"/�?�O%>คN@�B"!�CP2อ�ค%Oอ��?�"BP�N�BP!ค/@!�N@N�EPอ�EอO%>�@#"อ!#?�Q�คAO�>�A�O@�2B�คO@O��?P� 
N!EPอ�GO!CอB��B�%!Cค/@!#GOค/@!N�CP"/�@ญ ค/@!�N@N�EPอ�Eอ #/!R��D��@#N�็��CP"อ!#?�O%>!C�GO�B��@!�A�/�!@� 
"Nอ!�AQหO�GO�#BP คN�B�ค/@!!?P�Q�Q��@#N%Eอ��EQอ2B�คO@�CP�G�O�>�A O%>ค/@!2?!�?��์�CP�C#>ห/N@��?Q�2อ��N@""?�
�N/"N2#B!2#O@�ค/@!R/O/@�Q�Q��@#�?�2B�Q��EQอ2B�คO@O��?P�Nห%N@�?Q�  �DP�2อ�ค%Oอ��?��@�/B�?"�อ� Wang & 

Scheinbaum (2017) �CP0D�1@�@#N�BP!ค/@!�N@N�EPอ�Eอ�อ�O�#��์�N@��@##?�#อ��EPอN2C"��@��Fคค%�CP!C
�EPอN2C"�อO@�อB� �%�@#0D�1@��/N@ �Fคค%�CP!C�EPอN2C"��AQหON�B��?0�ค�B�CP�C�Nอ�#@2B�คO@O%>ค/@!�N@N�EPอ�Eอ�อ�
O�#��์O%>"?�2N��%�Nอค/@!�?Q�Q��EQอ P�"�@#�CPO�#��์�A�GO!CอB��B�%�CP!Cค/@!�N@N�EPอ�Eอ !C�EPอN2C"� !Cค/@!
ค%O@"ค%D��?��%FN!N�O@ห!@" �>�AQหON�B�ค/@!�D��G�Q�O%>2N��%�Nอ�@#�?�2B�Q��EQอ�อ��GO�#BP ค P�"�O@��CP
2N��%�Nอ�@#�?�2B�Q��EQอ!@��CP2F� คEอ �O@�ค/@!ค%O@"ค%D�O%>ค/@!�D��G�Q� #/!�D�2อ�ค%Oอ��?��@�/B�?"�อ� 
�F1"@ 2F�/#@ B#!"์ (2565) �CP0D�1@อB��B�%�อ�อB��%GNอ�N�อ#์Q�2EPอP�N�C"%!CN�C" Youtube Facebook O%> 
Instagram �CP!C�%�Nอ�@#�?�2B�Q�N%Eอ��EQอ�%B� ?��์Nค#EPอ�2Aอ@�Q��ั��F�?� �อ��%FN!ค��CPอ@"F 20 - 55 �? �%
�@#0D�1@��/N@ ค/@!�N@N�EPอ�Eอ�อ�อB��%GNอ�N�อ#์!CอB��B�%�Nอ�@#�?�2B�Q��EQอ�%B� ?��์Nค#EPอ�2Aอ@�  O%>
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2อ�ค%Oอ��?��@�/B�?"�อ���B2#@ �?/ค� (2561) R�O/B�?"N#EPอ� ค/@!2?!�?��์�อ��?0�ค�B�CP!C�Nอ�GO�#�อB��B�%�@�
2EPอ2?�ค!�?�ค/@!�?Q�Q�Q�O�#B�@##O@�อ@ห@#ห%?��@#�G#C/B/ �%�@#0D�1@��/N@ �GO�#BP ค2N/�QหญN�>�B��@!�GO!C
อB��B�%�@�2EPอ2?�ค!�CP!C�Fค%B�ค%O@"ค%D��?�R!N/N@�>N�็�N�0 อ@"F �?0�ค�B �DP�2N��%�Nอค/@!�?Q�Q�Q�O�#B�@#ห%?�
�@#N%Eอ��!#C/B/#O@�อ@ห@#�N@��Nอ��@�ออ�R%�์ Q�2N/��อ��ั��?"�CPR!N2N��%�Nอค/@!�?Q�Q��EQอ2B�คO@O��?P��อ�
�#@2B�คO@�#>N�0N�@ห%C R�OO�N�ั��?"ค/@!ค%O@"ค%D� �O@�0@2�@ �O@��@#0D�1@ �O@��?0�ค�B �O@��B2?" �O@�
ค/@!�อ� O%>�O@�คF�คN@Q��?/Nอ� #/!�D��ั��?"ค/@!�D��G� �O@��@" @� �O@��Fค%B� @� O%>�ั��?"ค/@!
�N@N�EPอ�Eอ �O@�ค/@!N�CP"/�@ญO%>�O@���B2?!�?��์ O%>�O@�ค/@!�#B�Q�O%>�#@#��@�C N�EPอ��@��ั��?"Nห%N@�CQ
อ@�N�B��DQ��@�ค/@!#GO2D� @"Q��อ��GO�#BP ค!@�N�B�R�P�"O�O�#B�O%O/�@#�CPN�B��@#�?�2B�Q��EQอ2B�คO@อ@��>
N�็�N�C"�OคNค/@!#GO2D� @"�อ�!@��/N@ �DP�2อ�ค%Oอ��?��@�/B�?"�อ� Condon and Crano (1998) �%N@//N@ 
ค/@!ค%O@"ค%D��O@��#>�@�# (Demographic Similarity) N�N� อ@"F �#��! ���@�B !Cค/@!2@!@#�Q��@#
�D��G�!@��/N@ค/@!ค%O@"ค%D��@��O@�2�B�ัญญ@ (Cognitive Similarity) ห#Eอ�B�/Bญญ@� N�N� ค/@!�%@�
ค/@!N�EPอ!?P� O%>2อ�ค%Oอ��?� Byrne, et al., (1996) �%N@//N@ ค/@!ค%O@"ค%D��O@��#>�@�#�>2@!@#��A
QหON�B�ค/@!2?!�?��์#>ห/N@��?��CP�C�DQ�อC��O/" �@#�D��G�#>ห/N@��Fคค% (Interpersonal Attraction) อ@�
N�B��DQ�R�O�@�ค/@!Nห!Eอ��O@��#>�@�# �GOค�!?��>#GO2D�2�@"Q�Q��@#2EPอ2@#�?�ค��CP!C�EQ��@�ค%O@"�?�O%>
%?�1�>Nห!Eอ��?�2@!@#�N�O@Q�ค/@!#GO2D��?�O%>�?�R�O!@��/N@  
 

�OอN2#อO#>!CPP�O�@��@#/B�?" 

1. �?��@#�%@�ค/#N%Eอ��GO!CอB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer) �CP!Cค/@!ค%O@"ค%D��?�
�%FN!N�O@ห!@"Q��O@��#>�@�# N�N� อ@"FO%>���@�B N�EPอQหO�@#2EPอ2@#O%>�@#�%@�N�O@�D�O%>�#��?�ค/@!
2�Q��อ��%FN!�GO�#BP ค!@��CP2F� �GO!CอB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer) �CP!Cค/@!ค%O@"ค%D��?�
�GO�#BP ค�>2@!@#�2#O@�ค/@!N�EPอ!P"�O%>ค/@!2�B�Q�R�O�C"BP��DQ� 

2. ค/#N%Eอ��GO!CอB��B�%�@�ค/@!คB��Oอ��BP� (Local Influencer) �CP!C�Fค%B� @�O%>2R�%์N��@>�?/�CP
�D��G�Q� N�EPอQหO @�%?�1�์�อ�O�#��์P��N�N�O%>�N@2�Q� �อ��@��CQ �G O!CอB��B�%�@�ค/@!คB��Oอ��BP� 
(Local Influencer) ค/#!Cค/@!�N@N�EPอ�EอQ�O�N�อ�ค/@!�#@#��@�CO%>2@!@#�2EPอ2@#O�� Soft Sell R�O 
�DP��>�N/"2#O@�ค/@!R/O/@�Q�O%>ค/@!2?!�?��์�CP�C#>ห/N@�O�#��์O%>�GO�#BP ค 

 

�OอN2#อO#>O#�@#/B�?"ค#?Q��NอP% 

1. ค/#�B�@#�@0D�1@�%�#>���อ��GO!CอB��B�%�@�ค/@!คB��Oอ��BP�Q��%FN!อF�2@ห�##!อEP�  N 
�อ�Nห�Eอ�@�O��?P� N�N� N�คP�P%"C อ@ห@#O%>Nค#EPอ��EP! ห#Eอ�@#�Nอ�N�CP"/ N�EPอQหOR�O�Oอ!G%�CPค#อ�ค%F!O%>
2@!@#��A!@N�#C"�N�C"��?�R�O/N@�ั��?"Q��CP!C�%�Nอ�@#N%Eอ��GO!CอB��B�%�@�ค/@!คB�Q�O�N%>อF�2@ห�##! 

2. ค/#0D�1@N�BP!N�B!N�CP"/�?��%�#>���อ��@#Q�O�%"F��์�@#�%@��CPO���N@��?�#>ห/N@��#>N�0 
N�N� �@#Q�O Soft Sell O%> Hard Sell Q��@#2EPอ2@#�?��GO�#BP คQ��#>N�0�N@� N N�EPอ�>R�ON�O@Q��D�/B�C�@#
2EPอ2@#�CP!C�#>2B��B @�Q�O�N%>/?���##!O%>�@#�#?�Q�O�%"F��์�@#�%@��CPNห!@>2!�?�O�N%>�%FN!N�O@ห!@"
Q��%@�O��?P�#>ห/N@��#>N�0 
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3. ค/#�"@"�%FN!�?/อ"N@�QหOค#อ�ค%F!�%FN!�#>�@�#�CPห%@�ห%@"!@��DQ�  N�EPอQหO�%�@#0D�1@!C
ค/@!ค#อ�ค%F!O%>2@!@#��AR��#>"F��์Q�OR�OQ�ห%@�ห%@"�#B���อ��F#�B�O��?P� 

4. ค/#0D�1@N�BP!N�B!N�CP"/�?��ั��?"อEP� N �CPอ@�!C�%�Nอค/@!�?Q�Q��EQอ2B�คO@ N�N� �ั��?"�@�2?�ค!O%>
/?���##! N�EPอQหON�O@Q��D��ั��?"�CP!C�%�Nอ�@#�?�2B�Q��EQอ2B�คO@O��?P�Q�O�N%>�%FN!N�O@ห!@"อ"N@�%>NอC"�!@�
"BP��DQ� 
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