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Abstract

his research aims to study the success factors model affecting consumer purchase
intention of video advertising through online social influencer. For the research hypothesis, the success
factors model affecting consumer purchase intention of video advertising through online social
influencer that the researcher have developed was consistent harmonious with empirical data. And for
the methodology, it is a quantitative research that use the surveying method by using the questionnaire
as a tool for collecting the data. The sample population for this research is Gen-Y consumers who can
access to internet, to exposure for the advertising news through online influencers and access to
services and products through online social of 365 people. After that, analyzed all data by using the
statistical analysis of structural equation modeling. And the result shows that the success factors model
affecting consumer purchase intention of video advertising through online social influencer that the
researcher have developed was consistent harmonious with empirical data with statistic significant
0.001. When considering the influence value or causal relationship model and path coefficient,
effectiveness of online influencer has a positive direct influence on attitude towards advertising and
brand with path coefficient 0.964 and 0.762 respectively. While the attitude towards advertising has a
direct positive influence on purchase intent with path coefficient 0.452. And the attitude towards brand
also has a direct positive influence on purchase intent with path coefficient 0.413. So, the effects of
various influences can be described as a positive influence. Moreover, all information can describe the

purchase intent from Squared Multiple Correlations as .649.

Keywords: Online Influencer, Attitude Towards Advertising, Attitude Towards Brand, Purchase Intent,
Structural Equation Modeling
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AISAS Tulull 2547 (Mellyana, 2018) diegaunudea
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Huosduszneurasiuls “anudilatie” Tumsfinw
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nausegelTuuUsEINTveIMIAnwIATY

1%

L o a w1 i ' ¢
U Ao Q‘vmmiLiJm*Usunaﬁmuﬁuadmdaaﬂau UN3

Uasuu1a15614 Online Influencer aumaimmm

o—

Ya o

{adeimunlagiansaniungurienudaiay (Rule
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Y
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YoyadiuinIoaflenteadid Structural Equation
Modeling (SEM) @®nAdasiu Schumacker & Lomax
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(Structural Equation Modeling- SEM) Tunisasiadeu
AUABNAABITDIlULAAENN15ITlATIas19Uad
anudSafidamadenudslateveuilanlude
TawaUssinvidalenugiiavswavudsnuooulay 7
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Hed1Agyneadfnsedu 0.001 GeRaduladinisusu

U

T PRFUNSTNATIFS 1IN UT DA UDL UL VDIAIATTNNT
U5U (Modification indics :MI) wmzﬁﬂéﬁmmaqmﬁw
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A , . - naelsuluea
ANNYU bNEU 91999 ——
ANEDR Wa
Chi- < 2.00 Diamantopoulos & Siguaw (2000), Schumacker & Lomax 1.244 NIULNEUN
square/df (2010)
p-value >0.05 Diamantopoulos & Siguaw (2000), Hair et al. (1998), .056 NIULNEUN
Schumacker & Lomax (2010)
GFI >0.90  Diamantopoulos & Siguaw (2000), Hu & Bentler (1999) 970 N
AGFI >0.90  Diamantopoulos & Siguaw (2000) 995 LN
CFl >0.90  Diamantopoulos & Siguaw (2000), Hu & Bentler (1999) 995 N
NFI > 0.90 Hair et al. (1998), Diamantopoulos & Siguaw (2000), Hu & 978 NULNEUN
Bentler (1999)
IFI >090  Hu &Bentler (1999) 996 HUNQUN
RFI >090  Hu &Bentler (1999) 955 HANQUN
RMR <0.05  Diamantopoulos & Siguaw (2000) 021 ARPTRaT]
RMSEA <005 Hairetal (1998), 026 HANQUN
Diamantopoulos & Siguaw (2000)
FerritTnvasuuudaasiifiasinunas wazdindudenafanaunfuiudayaideuszany
1N 3 Al Sedeilumatiunueiinavua (s Indassal, 2556) ﬁaiwamé‘aﬂugﬂﬁ 3

i-Square =115.660 ; Chi-square/Df =1.244 ; p-value = .056 ; di=93
GFI1 =970 ; AGFI =.932 ; CF1=2995; NFI =978 ; IFl = 996
. RFI =955 RMR = .021 ; RMSEA = 026
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1ASIAS AU 2
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Gl (VN
oc ——> AD 0.964 070 8.537%** 1BVBWaTIUIN
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AD —> Pl 0.452 174 5.970%% 1DVEWALTIUIN
AB —> Pl 0413 052 7.048%% 1DVEWALTIUIN
VNG : A1 Squared multiple correlations (RZ) P99 Pl = .649 , AB = 580, AD = .930
o gysuudndoyneedian 001
anUsnemna ARelaaudulsdunalavesladundnull
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Fuitnieffnailuaainaonndostutoyadasing
Feladuiidenatennuiivszansnmuesdidnina
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nangAa 1.A27414371919 (trustworthiness) 2.87u
AAUYIUNEY (expertise) 3.AUAIAANINILAIN
(physical attractiveness) 4.A 7134 & 4 WU §
(relevance) 5.a1uAd18Aa4 (similarity) Kaa1nnT
Weonuin ssduseneuiidmaisninuiivszaniamn
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Pandvnisyvnenarsnalsema Fainddunouniin

Jurwinulgdadeiieadadeinedlunisanwininud
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UszAvsnmviornuindofiovesfusesifideldes
Aountig 19 Kahle & Homer, 1985; Kamins, 1990;
Kamins & Gupta, 1994; Kanungo & Pang, 1973;
Solomon, Ashmore, & Longo, 1992; Liu & Brock,
2011; Liu, Huang & Minghua, 2007 #ia1saaiy
mhL%aﬁasuaqgiuvsmﬁﬁ%mﬁmLﬁm{]a%’ﬂmmﬁqq}ﬂiﬁ]
N19N1801N (attractiveness) L g sdadeiioalu
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Y

v = ¢
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Y
v

2000) wenanigalanluysannisaidnduuuudiges
mmﬂﬁaﬁamaumﬁﬁa;@ FalgTimdevanevinile
MesfusznouanitianuuwiAnilunisiundnwm
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i Friedman & Friedman (1979), Ohanian (1990) uay
Till, Stanley & Priluck (2008) Tﬂﬁﬂﬂ%’amwm%mmag
Llane (expertise) @u Till and Busler (1998, 2000)
IEldtadoiiuiwduandd fo Arudorviy
(expertise) LLaxmmmﬁﬂ@Gﬂ,ﬁ] (attractiveness) Tun1s
Fudausauasnaniae wazdiuinluninfu choi &
Rifon (2012), Dwivedi, Johnson & McDonald (2015)
waz Kim & Na (2007) 18l40aduarnutidedovasay

AN fo AwL1Agela (attractiveness) A

WWevg(expertise) WarAMULNTDN® (trustworthiness)

lun1sfnwn Celebrity-product match-up N153UANTT

TS usoniftedasiuningioe Tadadussduszney

780 3auibesuaudeuneusonn tnsizla by
d0nAABIAU The celebrity scale ¥o¢ Ohanian (1990)
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J998ANUU Y DN DVBIAUA W IEUARAT Ao AINUN
faAla (attractiveness) AMUTEIVIEY (expertise) Uae
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Wiy WU yaranivedesniusew@ndunidvina
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£
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TAAANSTUTRUINI N LLALATIFUAN A LN T 9T

v a
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Ya v v

wonaNdEITudalalduuifn The TEARS
model 481 Shimp, 2000 &1 Shimp laAnw1AUAI
WauuInsIautg s eLilasaunsenldaanudy

'
= vaad o o '

wuuiaeiszyisaandindArysenisidenyanai

q

e duliusomaning Ssaseunquunnt u
Tneflesdusenou 5 Usvnisiadiaanulianede
(trustworthiness) AUEUNEY (expertise) ANFIAA
N19N1WAIN (physical attractiveness) AI1ULATTN
(respect) kagAINNARIEARS (similarity) wazdely
A0AAADINULUIAALUUTIABINITENOAN NG NWal
(the meaning transfer models) Y84 McCracken (1989)
finanismsnereuaeneanndnvel Jumeud 3
geanszuIuns dadutuneunisuslnansidudiil
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falumindudidesdldtosumunnmiafeds
AN ANUFURUSAUTENING Online influencer
warduduseudnsfisandedavanaisiiagdesd
ANUFNNUSAY TUdanndosiuluIAn The FREDD
Priciple 983 Miciak & Shankling (1994) 8sAUsznauan
wfniifie Auduiag (Familiarity) Auduius
(Relevance) A21u 1 UD® (Esteem) AITULANG Y
(Differentiation) N1537196371481@u (Deportment)
(Miciak & Shanklin, 1994) #slUaonmdasunudTeves
licic & Webster (2011) AldAnynavesnsliynnaiis
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elebrity attractiveness, familiarity i @ & match-up
wuihnmslisnuansiiduyaeaiddededddinmm
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FumAsei3es “Construction and validation of a five-
dimensional celebrity endorsement scale: introducing
the pater model” fivinsmesduszneuiigFusesiil
Fordanseziiitolfindesiledidussansan Tng
Gupta, Kishor, & Verma (2017) ladoasuainauide
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fausznaudendnunzeng q Tos3uTetauss i 5
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Ufagala (attractiveness), T = Auli14919
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