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ABSTRACT 

 

Nowadays, social media has been significantly used broadly to gain the 

efficiency in advertising. Using a celebrity online for advertising a product has 

become a trend in Thailand. Consumers trust recommendation from online source. 

There customers tend to believe the information from celebrities’s online via social 

media rather than from the company. Many studies have found that consumer often 

seek for the information about their interested products from internet before making 

decision to buy products. 

However, there were few studies about relationship between 

celebrities’s online and consumer’s purchase intention in Thailand. While there is 

increasing in using celebrities online to communicate with consumer. Therefore, the 

purpose of this research is to study relationship of six factors namely 

informativeness, entertainment, celebrities’s online reputation, celebrities’s online 

trustworthiness, perceived usefulness of recommendation and attitude toward 

celebrities’s online have influence on purchase intention. 

This study is a quantitative research which used questionare to collect 

data from 400 samples. The simple regression and multiple regression analysis were 

conducted to analyses the data. The results revealed that entertainment and 
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informativeness had affected attitude toward celebrities’s online. Moreover, the 

findings showed that celebrities’s online reputation, celebrities’s online 

trustworthiness, perceived usefulness of recommendation had significant influential 

effect on attitude toward celebrities’s online and purchase intention. This result will 

be benefit to enterprise which they are developing marketing strategies. 
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