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Abstract
This article aimed to study 1) the levels of purchase decision importance,
2) the influence of social media influencers on product purchasing decisions, particularly

through the influence of YouTuber advertisements, and 3) the factors of brand-influencer
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compatibility that affect consumers' purchase decisions influenced by YouTubers’ advertising.
This study employed quantitative research, grounded in theoretical concepts of influencer—
brand congruence and consumer purchase decision-making. The data were collected from
385 people who had experience in watching video clips on the YouTube website.
The instrument for collecting data was questionnaires. The questionnaires were dispensed
online to 385 YouTube users; multiple regression showed that credibility (B=0.279), expertise
(B=O.525), and influencer-brand fit (R?=0.647) significantly predicted purchase decisions.
The research results were found as follows: 1) The level of importance in purchasing decisions
is high, particularly regarding online advertising and satisfaction; 2) Influencer-related factors,
such as credibility and expertise, were positively correlated with purchase decisions, and
the coefficient of determination explained 63.9% of the variance; and 3) The compatibility
between the influencer and the influencer-brand fit, with the coefficient of determination
explained 64.7%, in terms of content consistency, personality, lifestyle, and product
knowledge, was found to significantly influence consumer behavior and explain a substantial
portion of the variance in purchasing decisions. These results highlight the crucial role of social
media influencers as modern marketing communication agents capable of building trust,
enhancing credibility, and effectively stimulating purchase decisions. The study provides
valuable insights for brands in shaping targeted digital marketing strategies through appropriate
influencer selection.

Keywords: Marketing Communications, Social Media Influencers, YouTube Platform
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3n 30 Au Taen15hasIsiaduUseans Savivesnseuuia (Cronbach’s Alpha) Tdunqusi
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AANEATY
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fudalawuneaulal 4.25 0.764 niign
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fuAUNINela 4.22 0.747 niign
dufunausvisBudn (WSiwumes) 4.15 0.731 1N
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FaguszasAdl 2 nansinszi nuin Yadeduiisninanisdodenusaulay
Frurmw Undefenasmudenng fuadensindulatodudandrinannlesanveseyuies
fisgduodrdnmeadi 0.05 Inedanuduiusaeudiegs R = 0800) Inefauusens 9 anunse
osumaulsunuvesnaiaduladeodudandvsnavesisviwauudeoeulavyyy ¥¥evas
63.90 (= 0639 ) upedirmuaamindaulunaviniue 0.338 lasanunsaiouaumsldsd

aun1sngnsalluzunuuAzLuLRY

y = 0.274 + 0.279(X1) + 0.123(X7) + 0.525(X5)
aun1sngnIallugULUUATLULINATIUY
Z = 0.246(X;) + 0.117(X,) + 0.502(Xs)
M990 2 uanHanITIATEaNAsanaosngauuestlatefun L dede suady
ey wardunnudsrvgiiinasenisinauladedudinisdnauledodudiain
SvEnavesiiavsnavudessulaveyu

Unstandardized Standardized

Model Coefficients Coefficients t P-value
B SE beta
ﬂ"lﬂ\‘l‘ﬁ 0.274 0.153 1.789 0.074
fruaranindeda (X,) 0.279 0.056 0.246 4.984 0.000**
ﬁﬁumﬂmﬁuﬁﬁﬂu (X2) 0.123 0.065 0.117 1.901 0.058
ﬁﬁUﬂ’ﬂﬁJL‘?}lﬂ’J“U’ﬁy (X3) 0.525 0.057 0.502 9.206 0.000%**

R = 0.800, R* = 0.639, R Adjusted = 0.636, SEE = 0.338, F = 225.054, Durbin-Watson = 1.919

o a

** pylupd1ANNaaANIZAU 0.05

Inquszaedil 3 namsitased nuhiladesumudiuldtfunsduduesiidvina
vudedinneeuladliun iudiuindudng influencer vihuiiviaveiimuadeadstuiion
flwanduusedn vuiuindudiiviauedenededlufudnuaedius (Personal style)
84 Influencer YL Influencer $Feyaiieafuaufiiwnfaduogned vinufiuindudid
vnausdenndesluiunislidin (Lifestyle) vos Influencer Mauiiuindelavaves
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Influencer finudniuiudualiuiduegned Tnadudsang q awmsaeduienisuususiuaes
A fuldsunsdudvesidninavudedauseuladifinadenisdadulodedud
Mndnsnanlavanvesgyuiues lifesas 64.70 (R?=0.647) uaziauaainadouly
nsve 0.335 Tneanunsoifeuaumsviuneldsed
aun1sneNalugUnuuAzUULAY
5\7 = 0.815 + 0.145(X;) + 0.198(X2) + 0.136(X3) + 0.146(X4) + 0.172(Xs)
aun1INe NIl uFULUUALUUUNIATEIY
Z = 0.199(X;) + 0.268(X5) + 0.189(X3) + 0.194(Xq) + 0.231(X5s)

A135197 3 waRINANITIATIERaNNTannesvaRdanaavesladunuautfulaiuns
dumvegiidninavudedinuesuladiinanenisdnduladeduriaindnina
PNLUYUVBIYYULUDT

Unstandardized  Standardized

Model Coefficients Coefficients t P-value

B SE beta
ArAsii 0815  0.128 6381  0.000%*
VinuiudnBudid Influencer vinu 0.145 0028 0.199 5147 0.000%

UidualinnuAangafenutliani
Awamiduuszan (X))

Yinuiudn udivdusdenadas 0.198 0.028 0.268 7.020  0.000**
W Auanwauzdiuna (Personal
style) ¥@49 Influencer (X,)

vinudiudng Influencer $daua 0.136  0.029 0.189 4.761  0.000%
RenfuauATied Wuee1eh (%)
vinuwiudn Audniiaua 0.146  0.029 0.194 5.012  0.000%*

dannaaslunun1siddia
(Lifestyle) wa9 Influencer (X,)

Yinuiuin delawanvas 0.172 0.032 0.231 5.438  0.000**
Influencer AAMULINUNURUAT
18 Wuadned (Xs)

R = 0.805, R*= 0.647, R Adjusted = 0.643, SEE = 0.335, F = 139.097, Durbin-Watson = 2.038

** peslitd1Agysatanszau 0.05
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fign Metioafumazdelawmuy YouTube funumddglunisnszduanuanlonas
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