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Abstract

The research aimed at investigating the celebrity’s public relation’s marketing, attitude and
receiver’s behaviors of luxury brand-name products on Instragram in Thailand. The data of this
quantitative research were collected by using a questionnaire from 414 participants who owned luxury
brand-name products, and the data for content analysis were from 5 Thai celebrities who had the
most top 5 followers on Instagram. The results showed that celebrities’ pictures presented luxury
brand-name products or presents through the Instagram showing pictures in which the celebrities
used the luxury brand-name products or presents, the Hashtag related to luxury Brand-name
products, the check-in locations selling the products, and the posted captions. The results also
indicated that the audience had positive attitudes towards the public relations marketing, with the
highest mean on thought (X = 4.14), feelings (X = 3.88), and behavior (X = 3.76), respectively. In case
of a magazine’s Instagram, the mean of audiences’ perception was 1.37, and that of the interest level
was 1.59.
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