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Abstract

Objectives of this research were: 1. To study and compare the
effectiveness of male influencers. That affects consumer behavior in the IN2IT
Draw the Line the Series campaign, and 2. Study and compare the efficacy of the
platforms that affect consumer behavior related to likes, shares, comments, and
sales in the IN2IT Draw The Line The Series campaign By collecting information
from channels used in live streaming, including the first time, Lazada.
(Mr. Cooper_patpasit and Ms. Pop.py) 2nd time (Mr. Mixxiw) and 3rd-time Lazada
(Mr. Omepanpaparn). The experiment began on August 3, 2021, and ended on
November 11, 2021, for a period of 4 months.

The research results found that Male influencers are indeed effective in
campaigns, but their effectiveness varies based on the number of followers the
male influencer has. And male influencers have the highest number of followers.
As a result, a large number of followers or fans are interested in this campaign and
are ready to buy products from brands that have male influencers come to
promote them. The research results found that male influencers are indeed
effective in campaigns, but their effectiveness varies based on the number of
followers the male influencer has. And male influencers have the highest number
of followers. As a result, many followers or fans are interested in this campaign
and are ready to buy products from brands that have male influencers come to
promote them. If

Keywords: Male Influencer; Platform; Live Streaming
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M1519% 1 Performance Overview

Lists mslaadeit 1 nslaiadeit 2 mslaadedt 3
Channel Lazada Facebook Lazada
Follower 24,563 13,106,020 24,563
Influencer Name Cooper_patpasit kaiz Pop.py Mixxiw Omepanpaparn
Influence 929K ez 684K 1.9M 253K
follower

Sales 6,281 40,925 218
Orders 17 52 4
Unit Sold 18 218 6
Buyers 10 215 [
Viewers 12,918 2,672 2,201
Views 17,194 24,453 2,536
Avg watch time 00.17 - 00.09
Viewers engaged 703 5,954 63
Total Impression - 108,825 -
Total Reach - 106,904 -
Comments 226 4,838 29
Reactions - 31,988 -
Likes 49,667 - 5,188
Shares - 829 -
New followers 32 - 12
Product visitors 182 - 34
Product views 486 - 120
Add to cart 9 - 12
visitors

Add to cart units 17 - 26
Link Click - 81 -
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mslaiasedl 1 wandliiugn Usz@ndnavesdurgioumesveluszauiualas
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