Interdisciplinary Academic and Research Journal, 5 (4), July-August 2025
Old ISSN 2774-0374: New ISSN 2985-2749
Website: https://s003.tci-thaijo.org/index.php/IARJ/index

n p———
miwurc hGate

Influencer Marketing Communication Relating to Consumers' Choices of PolyPair Collagen
Via Online Social Media Network

Polly Hason', Sukanya Buranadechachai’ and Sakdina Boonpiam®
Faculty of Communication Arts, Bangkokthonburi University, Thailand
E-mail: m.com.arts@bkkthon.ac.th, ORCID ID: https://orcid.org/0009-0000-6520-3595
E-mail: Sukanya.bur@gmail.com, ORCID ID: https://orcid.org/0009-0001-2426-0128
E-mail: Sakdina.boon@gmail.com, ORCID ID: https://orcid.org/0009-0006-8862-3246
Received 13/12/2024 Revised 20/01/2025 Accepted 20/02/2025

Abstract

Background and Aims: Opinion leaders play a crucial role in modern marketing strategies by
leveraging social media as a communication channel to build credibility and effectively influence
consumers' purchasing decisions. The objectives aim to (1) Study the marketing communication
phenomena related to consumers' choices of PolyPair Collagen products through social media
networks; (2) Investigate the marketing communication and information reception from opinion
leaders and consumers of PolyPair Collagen products through social media networks; (3) Examine
perceptions and attitudes toward opinion leaders on social media networks that influence
purchasing decisions and the use of PolyPair Collagen products; and (4) Analyze the relationships
on social media networks between opinion leaders, consumers, and the selection and use of
PolyPair Collagen products and services.

Methodology: This qualitative research employs in-depth interviews. The sample consists of
three groups: (1) Five opinion leaders, (2) Five product owners, and 3) Ten consumers.

Results: (1) Marketing communication phenomena related to consumer choices of PolyPair
Collagen products through social media networks: The process of perception and engagement
with opinion leaders fosters trust, enhances brand awareness, and stimulates purchasing
intentions. Opinion leaders play a crucial role in shaping market directions and trends in the
current market landscape; (2) Marketing communication and information reception from opinion
leaders and consumers of PolyPair Collagen products: Effective communication strategies, such
as product demonstrations, personal storytelling, casual communication styles, and creative
content creation, effectively capture consumer attention and build trust; (3) Perceptions and
attitudes toward opinion leaders on social media networks influencing the purchase and use of
PolyPair Collagen products: Factors such as credibility, expertise, and the ability of opinion leaders
to connect with their followers are key contributors to positive product perception and consumer
purchase decisions; and (4) Relationships on social media networks between opinion leaders,

consumers, and the selection of PolyPair Collagen products and services: Strategies such as
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creating a shared identity, storytelling, casual communication styles, and fostering interaction with

followers strengthen connections and build strong relationships between opinion leaders and
consumers.

Conclusion: The consumer perceptions, trust, and purchase decisions for PolyPair Collagen
products are significantly influenced by marketing communication via social media networks,
which are led by opinion leaders. Consumer behavior is successfully influenced, and enduring
relationships are created using tactics including credibility, narrative, and cultivating strong
connections.
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