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Abstract

This study aims to examine the impacts of social media influencers on brand engagement
and consumers’ purchase intention, as well as the impact of brand engagement on purchase intention.
The study focuses on food review influencers within the Thai social context. A quantitative research

design was employed. The sample consisted of 400 consumers who follow food review influencers on
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Facebook fan pages: Starvingtime, Peach Eat Laek, and Momtanaddak. Data were collected through an
online questionnaire and analyzed using descriptive statistics and structural equation modeling (SEM).
The findings reveal that social media influencers have a significant positive impact on brand
engagement (B = 0.77, p < 0.001) and consumers’ purchase intention (B = 0.74, p < 0.001). In addition,
brand engagement plays a significant role in linking this positive influence to consumers’ purchase
decisions (B =.20, p < .001). These results indicate that contemporary consumers are no longer passive
recipients of marketing information; rather, they actively interact, express opinions, and participate in
brand-related activities, which ultimately influence their purchasing behavior. This study highlights the
importance of social media influencers as a social mechanism shaping consumer behavior. The findings
provide practical implications for marketing communication planning, influencer selection, and the
development of brand—-consumer relationships in the food and service industries, particularly within

the context of Thai society.
Keywords: Social Media Influencer, Brand Engagement, Purchase Intention
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yuanguineesiitvualfegramunzay Tnegideldivuavuinvesnauietisiivzdnulaefiansanain
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1A59a374 (Structural Equation Modeling: SEM) 3nfuuginves Hair et al. (2010) mgwndiidedsiarsan
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LWUUABUAINIINITNTBNT DL AR I8AULEY (Self — Administered Questionnaire) N1ULUUADUAIHUYBIN
gaulail (Online - Questionnaire) N13953vdBUTOLA (Data Screening)

HIdenisnsIvaeudeyaneunsiiaszrinieeaia Tudiuvesnisnsnaeunuauysaivesioya
NFIATIEYINMINTEAEvesaa (Normality) Wagn1siinTevimnuduiusseninemaiys (Multicollinearity)
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AT ERdeyafuaiRidanssaun (Descriptive Statistics)
1) M5UaNIAINIA (Frequency) wazAnsasas (Percentage) liilaeidayavestoyaiily
VDIADULUUABUAIN FB LNFl 18 A0 SEAUNIAN® 013w $18la
2) M3IIATIEVANRAY (Mean) Wage1ld 8aluuLInI§ U (Standard Deviation) ldd1miu
isgriseiuiuysvesiiade Ao dilndnavudedinuooularl (Social Media Influencers) msiidausaly
A3EUA (Brand Engagement) wazarudslalunisde (Purchase Intention)
NyATIEveYafeadnideuNu (Inference Statistics)
Tumsideiifunsiieneilasnisldlunaaunislassadna (SEM) Fsusznaudae 2 dumeu
(Hair et al., 2010; Kline, 2010) @@
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1. M53ATeilanaanisin (Measurement Model) adunafianisiinsnevinnudusiug
seninafulsdanalé (Observed Variable) futladauls (Latent Variable) Fudunsiaseiesdusenouids
Busu (CFA) Wlemanuduiusseninsiulsdanalduas Uadoudsinduushulumaiinnumnzauvioll
wiondudangusudsifiandnumiloutudutadoudafiotu

2. msiaszilumalassaing (Structural Model) dudumaianisiinszvauufgiu
synIntadoursnaty q Jadeniaunu

nsnaaeulinmaaunislassadns dmunsideadeiiisedenldlusunsunonfiunesdisag
meedReeTUsLna 1BM SPSS AMOS Tnefidumeuntsimsnzvisil

1) Mm3fmuadeyadiinizluma (Specification of the Model) Msinuadeyadtinizluing
Tunsiserdeidlilunamsiinseimnuduiudifdasanadadu Susznoudemudsuluassuusdans
1§ Tnefmunaunfigiudesiuin enuduiusseninduustmunduauduiusidadu @wan weady
AMNFUNUSNIUA YT TERINRLUTA18UBN (Exogenous Variables) kardaulsnielu (Endogenous
Variables)

2) N3UTENIAIMNI TR D3 03lULIAa (Parameter Estimation) N15UTeN1aANIT IR0 S
vadlumalueuiseildas Maximum Likelihood (ML) adudsildsuanauiion ewinimuaudunnd
fisvansnm warlifuiuannsta (Byme, 2010) nan1shnsziuansliiiudniminesdussneusening
FauUsudeuazsaudsdunald Aduusyans anuduiugseninsfaulsulaiineuenuazansly saude
Fulsyansniswennsal (R2) vedlumanisiauaglinnalassadns (Kline, 2010)

3) N19NTIVFOUANIUADAAN B9UDLULAA (Goodness of Fit Measures) N19ASI980UAIIY
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Tnefinsanandeilinanudenadesiiluiivonsuluniddedumsinseiaunisiasiadne sl

3.1 Fhafiala-auads (Chi-square Statistics) limaaeunnuaenadessznitalunaiudeya
Fausedng nefiansandnaaiu X2/df Sedvandesrinvesanadala-aunislunsafidewiadmetidlvamie
Tuwaiianugdugau (Schumacker & Lomax, 2010)

3.2 filinseiunnuaenades (Goodness of Fit Index: GFI) \udeuiifiazioudndiuniny
wsUTIUTwestoyaifeuszdnyfiannsaesuielddeluna Tneddidilng 1 uansdenmmanzan
voslanaaluszauas (Byme, 2010)

3.3 puiinssaunuaenAdeuIoulfisu (Comparative Fit Index: CFI) T6iUssutiiau
mnugeandesvedlunadmauiiulunadass lngeafigauansisauauisavedanaluniseduisdoya
WeUszdnwlan (Kline, 2010)

3.4 A15INV0IANRE BAITUARIALAG DU I0910IN15USEI A (RMSEA) 1wl
fiagvousziuanuliaonndesvedlumatuamindauunususiusinvesusewins lneandisuansfianau
winnzauvadluna (Kline, 2010)

3.5 fN91NY04A LA 8ANEIABITBIANARIALAT DUNINTFIU (SRMR) THUsziiua
ammndoulassiuvesluaa lnsrrilndauduansinlumaiinuaonndesiudeyaidsUss dnlusedu
feausuld (Byrne, 2010)
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Mdfnuaguesnguiieg1e dmannegfiszauliganniuieiisumin s 263 au Anduiesas 65.8
o1inveanguiiegs dmsnniduninauuidniensy Siuou 148 au Anduiesas 37.0 waz oldiads
Rowurasnguiteg1e dwlugdiseld 20,001 - 30,000 vm F1uu 106 AuAnluiosas 26.5

mMsinseideyaseaifmssaunvesiuusdunald Tngldrnads (Mean: %) uazdudsauy
11A351U (Standard Deviation: 5.0.) namyaiamznuidaudsdaunald liud “vuiininudesnislulduinig
deldnsuisanuesesvese s’ (PI2) ummaaawam (% = 6.26, S.D. = 0.833) ag/lusy m‘umﬂwam ﬂumm
AuUsdanala “;334aﬁnﬁ‘wawmugafﬂ,umisnsmawmiuuaaamuaauiaumjaLam" (SMI2) fenadesiniian
(% = 5.73, S.D. = 0.841) agluszsuun dwiududoauumasgu wui fuusdanals “gTdvdnaniviu
$3nlun1s3iruemsuudedeaussulatfiniuyndefie” (sMi1) farduifsuvuninsgiugefign
(S.D. = 0.956) vaurdiduusdanald “AsiiAetestuomsiigivsnavudedinuoouladiuzihfgaaiiy
aulavesvinlé” (BE2) Trdrudsauwanasgiusiifian (0. = 0.789) uandlifiuindneunuvasunuiiaaiy
Anwiusiedemanilnesmeglusssuannisnniian

M19199 1 Msaseilunaesdusenauaduduvedidnsnavudediaueeulal n1slidrusiuluns1dud

LazAURTlate
X 2/df GFI CFI RMSEA SRMR
Iumaﬁyugm 2.334 0.885 0.902 0.058 0.0532
Tu Lﬂa‘ﬂ%{U‘U?ﬁ 2.004 0.915 0.939 0.050 0.0440

M51971 1 uansranIIAsIIEpUAINADnAdDsatlulaanisin (Measurement Model) Audoyaids
Uszang wuanAla-anaas wuaa X 2= 444.929, df = 222 uay X 2/df = 2.004 uazaA el inszauam
aenndad (GF) Wity 0.915 AduilinsziuanuaenndeadIeuiieu (CFI) Wiy 0.939 AiauaaaLAey
TumsuszifiuAmaiives (RMSEA) Wiy 0.050 A151nues Alndefindsaosweinsiaaousasg i (SRMR)
Wity 0.0440 yenaniiudaamimidn esdUszney (Factor Loading) vesmndaudsdanaldfidigs (> 0.50)
uazdln t-value g9 (> 1.96) 4 ynArrunsifiimun feiu Tunansinvesiiidvsnavudodinuesula]
nafidusalunsaud wasaruidlate darumanzay figuil 2
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Chi Square = 444.929, df = 222, Chi Square/df = 2.004, GFI = 0.915, CFl = 0.939, RMSEA = 0.050 SRMR = 0.0440

JUN 2 HanTiesgiosduseneudeduduvediidninavudedinuesulal nsiidnsiulunsdum
warAURilaTe

nsidausnlunsduan
(Brand Engagement)

B = 0.77%*= B = 0.74%*=
KHanswauudedinusaulal AMuaslalun15%e
(Social Media Influencer) (Purchase Intention)
B = 0.20%
LB —> gauSvanufgIu - - - - - - 3 > Ufasauumgnu
B R’ = 0.60, R’/ = 0.88

*P <0.05, * P <0.01, ** P <0.001
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