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Abstract

The purposes of this study were : (1) to explore the effects of celebrity influencer and
tie-in advertising perception on brand awareness and purchase intention via series online and (2)
to validate a causal relationship model of celebrity influencer and tie-in advertising perception
which affected brand awareness and purchase intention via series online. To meet the objective,
a questionnaire was designed, using quantitative research approach. The data were collected in
Bangkok from a sample of 348 people who are older than 18 and had watching experience via
series online. The statistics used in data analysis were percentage, mean, and standard deviation
computed by SPSS as well as structural equation model analysis computed by Smart PLS 3.0. After
testing the structural equation model, it was found that the model was consistent with the
empirical data. It was also found that celebrity influencer had significant positive impact on
purchase intention. Tie-In advertising perception had significant positive impact on brand awareness
and purchase intention. Also, brand awareness had significant positive impact on purchase
intention. Celebrity influencer had no significant positive impact on brand awareness at 0.01

significance level.

Keywords: Celebrity Influencer, Perception, Tie-in Advertising, Brand Awareness,

Purchase Intentions
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Alpha Extracted (AVE) Reliability (CR)
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seauliggnd Wundnmuuismensu sreladeifion 10,000 - 20,000 vimadrulvgsusninleniu
faanna YouTube Tngldiaan 1 - 2 Faludluusazass Suraludianan 18.01 - 24.00 u. Tufuwand - Tu
aiing TneSuraiiiennuciuie/ wndeu uasidunisdndulasurusenuos
dfl 2 uanswanisinsgidoyaidessuresiuusdunaldusariuusifliluniside

Wnaueluaeds drudsavuuinspiulasssauauninevesaiade lnsaguna Ain1sei 3

'
= o

NIEANTIINGINITIANTT W TINeFe8Agasuns TN 4 aduil 2 nsngneu - SuAx 2563



74 | Journal of Management Science Research, Surindra Rajabhat University, Vol.4 No.2 July — December 2020

M13°99 3 HansATzvideyalUasiurasiuUuNg

Aauus Aede gaudeauunnsgu nsudana
SvBnavesyAnaTiiiveides 3.67 0.583 1N
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nsnaaautlyn multicollinearity Tusianuulassasng wui1 endogenous construct 3o
AuUsnd A winnssun1sdnnis AU exogenous construct n38RILUTBATE Al N1IERUIUUY
Wasuwlas wag Aguinuukaniudsy fian variance inflation factor (VIF) 11/ 1.901 wag 1.901
AINANTU B96n97 5 Nne ﬁqﬁuLLamadwlﬁﬁﬂmww multicollinearity (Hair et al., 2011 : 145; Rao and
Abdul, 2015 : 43 - 44)

A197°99 4 NANITIATIZNAILNEINTUTITIUN (discriminant validity)

Construct CR R? AVE Cross Construct Correlation
c TP BA PI
l 0.919 N/A 0.833 0.833
TP 0.935 N/A 0.706 0.505 0.841
BA 0.922 0.571 0.704 0.435 0.753 0.839
PI 0.950 0.524 0.807 0.456 0.670 0.669 0.898
ALade 0.932 0.548 0.728

YANBIAR : Gof2 = 0.548 * 0.728 Fetfu GoF = 0.632

91nM15797 5 wudn VAVE  diaylafinganin cross construct correlation yna-luans

ety uansinnesiadanudissmsadeduunluyn construct fanansaiamnuitsansslunguifiodty

fuazlidunguludnusdu waznuin CR A1gandn 0.600 nA1 waz R? fd1gendn 0.50 ety
zAUNaN (Sarstedt et al., 2017 : 19)
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