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Abstract

The purpose of this research was 1) to examine the levels of influencer marketing factors, short-form

content factors, and online fashion purchase intention among Generation Z youths in Ubon Ratchathani



56 Msansivgmssay (20)3: fueieu-Suana 2568

Province, and 2) to investigate the influence of influencer marketing and short-form content on the online
fashion purchase intention of Generation Z youths in Ubon Ratchathani Province. The sample consisted of
Generation Z youths aged 13-28 years who reside in Ubon Ratchathani and have experience following
influencers on social media. The sample was selected using simple random sampling, totaling 422 respondents.
The research instrument was a questionnaire, and the data were analyzed using frequency, percentage, mean,
standard deviation, and multiple regression analysis.

The research findings were as follows.

1. The overall levels of influencer marketing factors, short-form content factors, and online fashion
purchase intention among Generation Z youths in Ubon Ratchathani Province were at a high level. Each
dimension of influencer marketing, short-form content, and online fashion purchase intention was also rated at
a high level.

2 . Influencer marketing and short- form content influencing purchase intention comprised five
independent variables: parasocial interaction, brand- endorser fit, audience engagement, trendiness and
modernity, and informational content. These variables could jointly predict 56 percent of the variance in
purchase intention toward online fashion products among Generation Z in Ubon Ratchathani Province, with

statistical significance at the .01 level.
Keywords: Influencer Marketing, Short-Form Content, Purchase Intention
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