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ABSTRACT

This research examines the impact of each dimension of social media influencers,
including content quality, credibility and expertise, communication skills, audience reach and
engagement, and brand alignment, on the perception of sports brand image among youth in
Suphan-buri Province. This research is a quantitative study using a simple random sampling
method, with a total sample of 385 youths in Suphan Buri Province. The research instrument was
a constructed questionnaire. Collected data were analyzed using Pearson’s correlation coefficient
and multiple regression analysis. The results show that the dimensions of audience reach and

engagement, as well as brand alignment, have a significant positive influence on youth’s perception
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of a sports brand. In contrast, the content quality, credibility and expertise, and communication

skills had no significant positive influence on the perception of sports brand image among youth

in Suphan Buri Province.
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