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INFLUENCE OF VIRTUAL CELEBRITY MARKETING ON CONSUMERS
INTENTION TO USE AIS AND TRUE MOBILE PHONE NETWORK SERVICES
IN BANGKOK AREA
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Abstract

The objective of this research is to investicate the components of a virtual
influencer and the influence of virtual influencer marketing on the intention of consumers in
Bangkok to use the services of AIS and True mobile network. The research sample consists
of consumers residing in Bangkok who use the mobile services of AIS and True, and they
must be familiar with or aware of virtual influencers used as brand ambassadors in digital
media. The sample size is 400, and a questionnaire was used as the data collection tool.
Data were analyzed using frequency, percentage, mean, standard deviation, and multiple
regression analysis.

The research results show that the components of a virtual influencer consist of
five factors: Attractiveness, Trust, Expertise, Respect, and Similarity to the Target Audience.
Overall, these factors have weights ranging from 0.452 to 0.714. In addition, virtual
influencers, especially attractiveness, respect, and similarity to the target audience, have a
significant influence on the intention to use AIS and True mobile network services of
consumers in the Bangkok metropolitan area, at a statistical significance level of 0.05 and a

predictive power of 68.3%.

Keywords: Celebrity Marketing, Virtual Influencer, Purchase Intention
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Trustworthiness1
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Trustworthiness4
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KMO = 0.917, Bartlett’s test of Sphericity = 2230.192, Sig. = 0.000*
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