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ABSTRACT

This research aimed to 1) study the advertising rate setting strategies of YouTubers
in the food and travel content categories, 2) analyze the factors used by entrepreneurs as
investment criteria, 3) explore audience perceptions of advertisements, and 4) propose a
preliminary model for advertising pricing. The study utilized a mixed methods research
approach. Research instruments included semi-structured interviews guides used for in-
depth interviews with 5 YouTubers (with over 100,000 subscribers) and 10 entrepreneurs.
Quantitative data were collected via an online survey of 300 viewers recruited through
convenience sampling on online platforms. Data analysis involved content analysis for
qualitative data and descriptive statistics, including frequency, percentage, mean, and
standard deviation, for quantitative data.

The research findings reveal that 1) YouTubers in these categories apply hybrid
pricing strategies encompassing three main approaches: cost-based pricing, which
reflects efforts to balance costs and returns; value-based pricing, which focuses on
creating added value through target audience reach and positive image building; and
competition-based pricing, based on market standards and channel potential.
Moreover, 2) factors considered by entrepreneurs include multi-dimensional
investment value assessment, covering cost-benefit analysis, perceived value
evaluation, and marketing outcome measurement in terms of awareness, engagement,
and behavioral conversion. In addition, 3) audience perception is significantly linked to
content creator credibility, advertising value assessment, and its impact on
consumption and travel behavior. Finally, 4) the proposed pricing model reflects a
balance between actual production costs, advertiser-perceived value, and market
standards, considering audience perception and trust as crucial mechanisms linking to

long-term marketing outcomes.

Keywords
YouTuber Strategies, Advertising Rate Setting, Influencer Marketing, Food and

Travel Content
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UREENERTATY

aAUsena

nseAUTransideluafed delinseinnuaonadesszninmanisdnwfy
Taquszasruaznuidefifoidos nasnsunnudusiusvesinusmunsounuiAnide
Tnouvadu 4 Yssidundn il

1. 9nnsAnwinagndnisimunsnsrelavan inudn YouTuber Tungaems
wagieaiiorldnagnsmstmunsaiuunaunay (Hybrid Pricing) fislusuduny Ao
wazn1sut ety agsiouliiudenisusudrannisiduiiosndnde (Creator) gn151du
ﬁﬂigﬂaumiﬁaﬁ%ﬁaﬁaaﬁw (Digital Professional Entrepreneur) agndifiuda g@ennassiv
uuIRATas Kotler et al. (2021) fidirlugaiasugiafdvia madmuasedosdanudangu
wazazouianunesLlunsEUIUNIIHAR (Input) wazyarniidaeulignén (Output
AuapnAdasiifuduin YouTuber dldsmalagnisatann uafinsysannisteyaids
UszdnduarnauSeuiiunainnudelauses Leung et al. (2022) FaduuuimedAni
Pwadsmanisrosesiiluddlawasdusssusonandiomesiazuusud §3dulingesii
AnNaInsaluMIwasTEaIBEAf Y LLATYAANIINg Uy (Audience Base) Aosauds
Fuildanalaonssiesnsailavandidussaluszerenn msfisiewmesarunsaeduie
lns9a31931m1 (Price Structure) laognaluszuy Yreenseivanuzaniiesdionsnag e
nsgsiaiuLdede

2 annsAnwtadenisfiansanamu fasingin Tudimvesduszneunisili
ANUEAYAUANUANANTINAENS (Strategic ROI) WaEAINADAAT DITENINLUTUANUB UG
LOULWDT (Brand-Influencer Fit) 1nnnInganlAnnigsag el Budufafianialudves
NINAIARUEIBNSNA Feaenndaafunang uidalsedndfiadn UsvAnduaves Influencer
Marketing maslésunisussifiuanuadnidmginssy 1wy anuddade nsdnaulede uas
N1370UANDIYBIUTLAA UINNTINITTANITTUSINEI0E 187 (Lou & Yuan, 2019; Pan
et al,, 2025) §ITeNUIIAIINADARG DIVDIYAANATIBMEDS U A nwaluusumdudade
L%q@mmwﬁlﬂuﬁaLqus?}Jsmmiuﬂflia%ﬁmuafhdamﬁu (Premium Value) Fsaonsuiuauidy
194 Ki et al. (2020) TisgyinnruaonadesiiAoilaveanisdeasnenisnaiaiitioan
MunanIsraR Ul v INkarasuAURNHUABWUTUAlUTELE1Y N1TRAUTIENAEIY
duandlfifiuinsaniidusznounisseuiuldsulstunussfuauaonadasiidudfy
70 YouTuber anunsnuansliiiufisauaenadas (Alignment) sewinaiilondugaen
YosuUTUA wthsandndelenauazifiudnsnaneuunuainnsamuliiunusudlaase
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3 1nN1581599N15505 wasngAnssuved s oluvanluasuus You Tube
namsidefiszyitanuesdlauarauindeedutiafevdniidmadensdnduladonie
vieufianuses axviouisnndulnveaasugiaunsaaulianeda (Trust Economy)
DENTALIY ADAARBINUWUIAAN Matrix of Authenticity ¥4 Abidin (2023) wag Schaefer
(2019) finesineaulinslafeanadulmifidaiigalulanesula muideves Phua et al.
(2020) Sstaemongriaundureat (Authenticity) danauandensiidiuimmesduuegs
fitfdndy wonanil nansAnAnUIsEingAnssuvieaiieaniuses YouTuber faflaany
49nAE 0308138 47 UIUTTEV0Y Suksang & Boonyanmethaporn (2023) & 48 18131
AudnvuyveIniameinaueUsraunisalafeliavinadolanuinazngAnssunaAung
vouuslanealu §IdeTns1zian "anudurewd” dladuiissnudnvusdiuunna uade
nalnduind eudInUsdan1u (Mediating Variable) 7 1U& sun1ssugvesvalinatedy
ngAnssunsuilnauarnisviendisnnds dsalindavesvuiiosiidudouluddy
Tunsimuayasilavan wazilygnisduassiiduwuudiasinisivuasielulsziu
fnly

4. nmsduanesinansAnwsasUssiuieiuluguusaemistmuna
\anagnmauda (Triple-Balance Model) H318NUI19ATIUVDINANITITLAINITNTAING
Hulassadenaanusedudivhaudusiusiu loun g1usen (Floon figadunumsuanass
il (Premium) AUFummaiinidede sasnsildiusin wasarmaenadesuluTud
uazmALTIAT (Ceiling) ABsAsgIuN IR stunaramadulagsvesadlawan il
analusivesuvudiassiilioginsBuduin YouTuber ldnagnsnaunanu dslsaAusels
udluvszidiudl 1 mnudegiinsudasnagnssananlidulasiaadujoRnsidveuiun
vi-asdaudmiunisesadeses Tudmguinisimundruiia (Premium) eunelése
quianiiiuiues Zeithaml (1988) gdorzsouineludniiiunnduyuidedieuy
fsusslovifunnnin Tnednddevarevituiausin msUsuifiuyarivosdurigleusesais
WAITUIAUNINVBIFIUH VAL TEAUNITHAIUTINVREAAMIY WINNT1NITHANTNTIUIUY
ARnnnifissegiafien Wesndid nadindmasieudnenmlunsainswadninisnismain
19Ana1 (Wies et al,, 2023; Pan et al., 2025) ﬁqaﬁuaqu'jwﬁaLLUiﬁIﬁifﬁ'}mmdauLﬂmmﬁlﬂu
A Tdnaun Wy eranidefieuarnisfidautin suiiumnglunansdnwssiui 2
uay 3 innidaemaindadissesinfien §3dvTiesedinnunisvesuuudiassie
Tnquszasddod 4 ﬂaﬂ'rit,auaﬂsaua'mawmwumaumm’m’flwaauummmawmaaaaulm
Imamuﬁmmmmﬂaaﬂumsmsﬂmmmmu wenuTAvhwisuganmsdinaifua
Afinanngony vziivasswinnasdeliufivesnisdesesnuameaeivesutazdes
wuusaesisaduniedieniuasunisimuasiaainmsussidudiedungaddify
nsvuIuNsTilasads Sudumngudesiudmiunmsiaunmpsgunarswesgaaing s
sl
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UDLAUDLLUY

el iiAnunsgruuazuszansamgeaalussuuiinanisnainddna §ided
UDLAUDUULITIANADAIAEIUA € il
1. &3 YouTuber

1) nMsasianuluslanie Rate Card $091%W YouTuber AI33AYILENETT
dnsAuImsfiisoazdenidedn (Granular Pricing) Inglanuasiiunvesdiuyunisuanaie
(1Wu Agunsalszivindn Asssudouanuil Adiunudnsie) mugiunissey "Amsidle
uandndwa” (influence Premium) A3sa ndeyaiBalsedng wu Sasinsildiusuede
(Average Engagement Rate) kagN133LATIEYAMA NN iioannutandnazadiesung
nsresesiiiuszuuuuiuguvesamduiioandn

2) MITNYINALAINTENINIUTINA VT UATAIULI TS ) ITeuuzilv
YouTuber Mviun "seileuisanaengatuanu’ (Sponsorship Protocol) lagfiansanadng
aonAdasudinurasel (Identity Alisnment) iudusuusn n1ssulawaniliaenadosiu
amdnualusoviaeuaidaardsadoronuidesuvesiuiluszozenn fududunindi
ddnfianlumsine enman’ Wasdiviefiugduldluowan duenuasdalunisii
wazmsamedeyalavanegansslunsaniadunagnénsamuluieides (Reputational
Investment) AuA1TIgA

2. @ wsugusenaunis (Sponsors)

1) mwﬁgﬂﬁa%ﬁ’mmmﬁ%% (From Reach to Impact) #U5¥nauni15a3s
USuiasunszuruimiannnisueaifisssonifnau (Subscrivers) wispaniafisaiffien
Wan153msedidnsin1sddiusudenan1n (Quality Engagement) 14U AI11MHU1Y
YoIAWAALTY (Sentiment Analysis) LLazwqamimmiLL%%Lﬁam Lﬁ'aﬂimﬁummqﬂﬁ’uﬁ
fuuiirondioimefesiauriade feasdsmalaonssiednsinisindulade (Conversion Rate) fi
LUgINIINTHBLREITIUIUNTUIN

2) NMsas R usTasidanagnsseese1d AdsiAIud1AyAY Brand-
Influencer Fit Ingfiansaniyadnuesnioinesuazdnuaznisianiosannsndeansn e
voadudnldodradusssuvanielsl nsiden Influencer Agrurvuanizngy (Niche
Market) wiislanudesiuga aglinansuununisasmu (RON) Aidninnisidenauiilasiausd
amdnuaifitaudstulusud

3. dwiuguu (Audience)

1) MstasuaisinwenTInnYaendsia (Critical Media Literacy) fauns
WauAwaunsalunisuenuezdfivesi om Tnon1sdanadyanwaln1sidainelawun
(Paid Partnership) kaziUTsulfisutoyaainnatsumas (Cross-check) 1l alwilyinviusie
mslifutinlavedawaniudsnegauuuidoulusuiuunisiingss (Oranic-like Ads)

2) nMsasEneBNE navosAUNUARBIAINEIN15T ATl TRl 18
TunsfurlaedsdernudniulazuidunmenisGuvesauies edesiunnznsdadula



NyastuninAnw wninerdesvigilageainsal Tunssususigudud

s o o - 13/14
U9 20 2UUN 2 WO BAAN - E9NIAN 2569

Fapunseua (Impulse Buying) M3engAnssulfeusuuiiinainanuianinauaiuasiowmes
11nAUlY (Parasocial Interaction) lalusslduinndsnisnaindiwansenuaetafosninlu
A NEUTINUTEITY
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