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Abstract

Background and Aims: The aging population is rapidly increasing worldwide, particularly
in developed and developing countries. This trend has led to growing demand for
products and services tailored to seniors, such as health products, tourism, real estate,
and home care. Additionally, older adults are increasingly using social media, creating
opportunities for influencer marketing that emphasizes credibility and valuable content,
especially in the health sector. Understanding the behaviors and needs of seniors is
crucial for designing effective communication strategies that resonate with this

demographic.The research aims to study the presentation format of health-related
information for the elderly influenced by opinion leaders.

Methodology: This study adopts a qualitative research methodology. The data
collection involves coding sheets to analyze presentation formats. Multistage cluster
sampling was employed, dividing the influencer sample into four groups: two groups of
3 individuals each, consisting of micro-influencers and macro-influencers.

Results: The study found that Samples employ various presentation styles and
techniques. Those who adopt a soft sell approach prioritize providing health-related
information, while those using a hard sell approach focus on product or service pricing
information. Content nature varies, with longer narratives aimed at enhancing

understanding and shorter content for quick comprehension.
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Conclusion: This study reveals that influencers strategically present informational
content to promote health benefits for the elderly, leveraging credible sources to
enhance the reliability of their messages. They provide comprehensive details, including
contact information, product descriptions, and pricing, ensuring transparency and
accessibility. Additionally, influencers employ reasoned persuasion to explain disease
causes or preventive measures, effectively building trust through social proof. Emotional
appeals are also utilized to engage the audience on a deeper, more relatable level.
These findings highlight the multifaceted communication strategies influencers use to
influence health behaviors among the elderly population.

Keywords: Influencer Elderly people; Health communication; Diseases in the elderly;

Presentation format
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A15747 1 The summary of strategy’s influencers presentation.

nadguLaue $1uaunte Joway

1. nslvideya

1.1 Joyaidarnians 17 11.80
1.2 Toyarmuyeininse 12 8.33
1.3 Yoyadanansioun 10 6.94
1.4 Toyadivessauselevi 9 6.25
1.5 Joyanusa 6 4.17
2. M5Ng9

2.1 MangIUNSFIAY 18 12.50
2.2 ARDYMUMIIAIUYOU 16 11.11
2.3 FngemeLvaua 4 2.78
2.4 NMINBULNY 2 1.39
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3. MSULEUDAILDITUA]

3.1 afnanulinga 11 7.64
3.24anIndiln 5 3.47
3.3 sjatiuilomduensual 4 278

4. nadsanInenlaaniin

4.1 Fouusus 23 15.97
4.2 NagNSNISINATIAUAT 7 4.86
324 144 100.00
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Yaa a a
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av 6.25 uar Jeyaduen S 6 ads Andufenay 4.17 muddy
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1.39 auadu
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daduilonmuensual 91w 4 a3e Andudegas 2.78 mua1U
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A19199 2 The summary of general tactic in Influencers presentation.

WATANIFUNLEUD $uau (A0 fowaz

1. aAAUADATU

1.1 firuaf ANUAR Yaued 12 4.68
1.2 Yeasunedeuiutoaiulagnss 8 3.12
1.3 Wiudeansuusud vide Usdm 8 3.12
1.4 ALApua vt 7 2.73
1.5 WiauesuaeUanswme 6 2.34
1.6 N3ildusInveIgnA 3 1.17
2. @519n1580N5U

2.1 Myfusesfingy 15 5.85
2.2 ipsoufouninush 14 5.46
2.3 Ygymuagdsunle 14 5.46
2.4 wAng 7 2.73
2.5 MIUSyuLiieu 6 2.34
2.6 dauetoya 6 234
2.7 Sundeslvianiunis 6 2.34
2.8 Masusouivoides 4 1.56
29 ms%‘qumﬂqﬂﬁ’] 2 0.78
2.10 nangu 2 0.78
3. ARUATDAINM

3.1 ANUTALIY 19 7.42
3.2 ATALEEUIY 14 5.46
3.3 nmUsznauiilsideya 12 4.68
3.4 Foanuiiings 10 3.91
3.5 ANUADAARDITOIUNEAUD 10 3.91
3.6 MLaenlgn 6 2.34
3.7 ldludsznaunisliiveya 6 234
4. a$1amsfeganuEuls

4.1 FsEykUTUN 21 8.20
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4.2 waudulviungudmane 20 7.81
4.3 Tudalunisdeans s 5 1.95
4.4 AMANNILNALA 6 2.34
4.5 pwiltnfagn 7 2.73
374 256 100.00
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Uszihusadl
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' DS I a & v ° v ° Y a & v
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Andusesay 1.56 uarn135usesaingndi Sruau 2 Anduesay 0.78uaz wdngu S1uw 2
Andudeuay 0.78mua

Uszidiudl 3 fi8vEnananuAaldimadadmuadeninu fennudaauuinian
$1uu 19 ase Andufevay 7.42 sevaw AvISaUIIY S 14 At Andudesay 5.46
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wazUsziiud 4 fisvswansanudaliadaivuademnuasreinisiganiuadas
KU FszyuUTuA I 21 ase Aadufosar 8.2050%asu ududouldfungudmane
$1uau 20 ade Andufevay 7.81 AmiiiAaga S1uau 7 afs Aaududesay 2.73 ATAINIING
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A15199 3 The summary of tone’s Influencers presentation.

aan U fowaz
danlauiunisuey 17 70.83
dandunisue 7 29.17
99U 24 100.00

yaa

N MINA 3 WU GRAvENanANLAntia N st auedanlidiunsne wndian
1 13 Ase Andudesay 54.17 wardaniuniswie 31w 11 ase Andudesay 45.83
4) dnunizileYeaviEnan1ANLAa

#1519% 4 The summary of content form’s Influencer.

aan U foway
Snvasziomuuudy 15 35.50
Snwauzitlomuuuem 18 45.00
Snwaiomuuunsaunuuayasuistiudem 7 17.50
394 40 100.00

Yyaa a a

90 A5 4 wudn Snvassillenveslfidninearudnduludnvaseuiniige

Y

¥ v
o

1 18 A59 Andusesay 45.00 59989UNaNEALHIRYLUUEAY 311U 15 Ase Anvdudouay
35.50 wazdnwauiavhuuNsaunuIkasNskuatuiiont 31w 7 A Andusasas 17.50
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imﬁﬂmsm@u?jusﬁamuaﬁLmﬂﬁﬁ’w:ﬂ%u%mi FeaonndeauNanisAnyl Lo3an gATITUAN,

439701 loeud wasilyarssa 8193wy (2566) WUl dUUsTAUTINNITAAINAIUNTTELETY

nsnaradanuduusiunszuiunisiaduladeluuiunnisnain 4.0 vew{uilnngeeny
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U q
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- a 1%
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