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Factors influencing your decision to shop, according to K-POP artists

On an online platform
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Abstract

This article has focus on factors influencing your decision to shop, according to K-POP
artists on online platforms. According to the study, there are two factors that send it to
buying decisions: the use of celebrities for advertising using the reputation of K-POP artists as

presenters on online platforms, allowing them to quickly attract audiences and spread the
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word widely. With its distinctive qualities, K-POP artists are the image aspect of the physical
appeal, as they are perfectly curated and personalized to the delight of the fan group or the
enthusiasts and supporters themselves. These processes are accompanied by factors that
influence the decision to shop, the second is loyalty that fan groups have for their favorite
group of K-POP artists. Loyalty, which fans have for artists to last up to 5 years or more, follows or
supports them to be satisfied and appreciate the image that artists develop regularly.
It follows all channels, including online media, regularly forwarding and commenting, such
as news impressions of artists through music videos. Tv shows or Reality television or passed
on to friends or groups of people who like the same artist make their favorite artists widely
known. These qualities make it difficult to make the decision to buy products as presented

by K-POP artists on online platforms.

Keywords: Buying Decision, K-POP Artist, Presenter, Online Platform
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seuinypraniiveideaiududn nanfe Aulingda (Trustworthiness) Aaafianuungetioaiunse
ydlauagltinimlaly fuilaanquidvnehlugmsdndulatoussanudiugy anudensey (Expertise)
Y = e A v a v ad o °o
AesllmuLTsvgluesiiiiendududl A1 (Respect) Auiitoidssiasszauniudisa
lurnsiieatesiududn uenainilesausenaunilandfsy ANuRgaly (Attractive) Ao US4
wi1n1 wagyadnandesfaaanaulavesuslaale wagvinefian anuwieu (Similarity) fio
Aad o 1% = va o o ¥ a ! Y ! | adda
yananiiyeidunisainuadieadslnadaduiuguilan nquidimuigludiusing o wu 3083
a o aaaa dy a c v LY Y & 1% = a a faa 4
UAANGNYME 0TI LA 1R 1udu (Faastus ansssuna, 2553 91edislu Tuiinn Tyadasaed

waz Ugun anwlaii, 2563, w1 32)

wuAnuazladeifeanuauing
a a [ v v a o A a LY v v a & a
wwiAagIfuAmaesnang nsauliugsialudagdu Auasindng (Loyalty) iWudai
wiagaAnshinuddyuazdoan1sliniaduivesdinis ldiesduaiuasdndnfvesyaains
wineu gnA viseglduinig FelunegsiauenmilennAnuanansalun1sneuauaewanIUABINIg
YoIgnAen N1sasennuiianelaliuignanioiludiudAgnuinndianuassninfvesgnaise
BIANTBANIINT
v v a Y = a v v a g & |

ANUNINEYRIAINALSNANG Copeland lananaEia wiiAnisesauasindnadunsawsnludl
A.71.1923 eyl lvienlenuanuassndnatuinunning nusddlnuidemneriuanuassning
Y93gNAN InggaiunnszuIun1s¥eveuslam Jacoby & Chestnut, 1978)

Jacoby & Chestnut (1978) lalviauningauassndng As nsdaslaliudes faufsidesiu
Ausdnfinelinanginssulussereiedsladmil lnsilidnuaessiosasinertesiunszuiuns
N93nINe1 Usznaumenisanaulalarnisuseiiiu §99zuantoondodmilaunnninadesautnedu 9
MnueslulNYBINTTRFUAMTBUTNTUN FeAvaiinisTedh 9 adatiey 2 ATt uazilunisteldies
llesurnanddu viedelvigau wiswdsunsmaniusiegnaenial iunisdndulamedigndiies

A4 o Yy A ¢ ] a o ¢ ' a o o ea I a v
Wedignavseiluauiisneladenswandueinilannnimswdndunay lunduduadssian
a [

Wi

Tuwaue?l Dick & Basu (1994, pp. 99-113) Tianuwiudn anuasindnfvesgnaniieadeiu
ANUFUNUS LT NT 152 ViAUARDIGN AR NSO AYUATINAR 9I1iug o) denadasiu Aaker
(1991 dadidlu unns A33ueA, 2551, nt 23) laliauranedn muaesnAngd Ae AuENTUYEY
anFifisedurn@rasvieuliiudl gndnduwiliuiasfeulUlddnasnisegslslneanyegnegs

(% L3

Wadln1siasukuaslumusiawassuanualuasduni

Y

v v a [

Uadudrdgyidmasiornuasindnivesgnan Usenaume 5 UadeitdAeyeiail Gsius laneam,
2550, w11 38-47)
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3. mm%auimmﬂwuﬂumﬁmm (Emotional Bonding) aﬂmmwmﬂa‘ﬁ AOATINARNA U

¥
A

IE]LllaLﬂﬁ]ﬂ?']llmﬂwum@ﬁUﬂﬂLLa‘”llﬂ’]'iG]GWIE]E]EJ’NLUUU'iu’ﬂ’]ﬂUENﬂﬂ’I'S maqmmumiwaﬂmmm
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[
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Y Y
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5. UseiRueauTungnanduni (History with the Company) N15a3198n YA ENLANGN
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2541, ¥ti1 370-374 ) ngun1saadulanuuanivaauna (the rational comprehensive theory)
nufiifirugiuguninunenudnvesinasssaanfiieatumasslunmsdindulavesyprauay
nuiifeafunsindulaiinsananauauvnauna deiauilaeinadnmans (mathematicians)
1n3minen (psychologists) wazindenuamansau 9 (social scientists)

Anderson (1994, p. 122 91389lu aud® 51995294, 2541, i 370 - 374) 85U1897
nguindnmsuazianadunguiigaiunisiadulaienisussqilssasdgeanliinasduyana
vieasinauasnnuivdnnuanaNaUszna uREeRUsEnauTiddydel

UszA19UsA Qéfm?m%éfaqLw%aﬁuﬂ@mﬁmmiaé’wLLuﬂaaﬂmﬂﬂaujmﬁulﬁw%aﬂwqﬁaaﬁqm
fanunsafnsanSsudieuiulgmduldesaiaunneg

Usznsitaes ganduladinnuinnudlafessuduszasd (goals) Aniley (values) %3o

'
I v a

Tngusvasd (objectives) Ngandulavzdasddsisararnsailinisiansandymianudaay
wazdnaIsuANdIATDILAAaZ NI

Usgmsfiany nsesnaaumadensie q lunsudlatamegnsdaau

Usgn1371d n1snsraaeunadnsiafiudunu (costs) nauseTovil (benefits) Toldiusoy
(advantages) wazdaido3ou (disadvantages) fio1a9ziintuainnisinduladenniadenls

MLADNNLT USENISAN N1SATIIEDUNAGNGT B199LLNAVUVBINIADNWAALNIADN

%4 ¥ = = ¥

Usgnsganie Jindulazidonniudoniasnadnivoiudasn1uion Naenenauaues

Y
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HARDULNUEIAR
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vanmsuazvaraildFunsInang 391sal naneuszasliun
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wenantigindulaenanuiuanuduausyninanlioy dynna wavafeunisdeny
U58n1398 nqudndnnisuasivgnaddeynisesdiunuay (sunk costs) Fau18HINITAMU
muuleuensalasInsTinIuLIe1vssalinsendnluilinisamu neunihtiusemngly

Y

Uszmsanvinenguinannisuasinanaiigiuaidn gindulalinnuduennmdsnsditiagl

a Y

WWnduannsandulave e df vy gRnTinNuiuLanA 1 UENDLAYEIANITOU 9 NBINILUEIINT
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Anuduennnwluseninsidedaulale
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wnAaReatunsiadulade aumneiieafunisdndulade fundunisldesunglind
qussad udlya (2554) na1ni1 msdadula muneds msdenavinseddlasgrmislumadenii
oeliausasvatuluuagiinaruiuntseing 4 lun1sdaduladl 8 dunou feil seylym ssyinasiflay
Hdnaulassunhmdnlituinasinaidu fwuamaden Tiesgimadon denmadenduiums
pumadeniazdssdiunanisindula uenandivldasunszurunsinauladondediduiunis
dndulate munedsddutuneuiifuilaaldlunisinauledondnfusidad nmasugia wuloan
(AIDA model) Suusznousie anudla (Attention: A) Arwaula (nterest: 1) arwdasnis senld
(Desire: D) uagmssinaulade (Action: A)

1. avwsiala (Attention: A) wanefs fasinasiesiiliffuinamviogniiinanusaula
Aaaundeuauidlafiagsuilednnans lnesndudeseenuuudnansliiaudnumsiiasdes
Bondos arusilafiagduils (Gain Attention) ¥iliAnnafuariusyaninm

2. wanla (nterest: 1) vaneRavdaaniineusdlaiivluduiiniadesnasa sl
maslagnéliAnenuaulalundnsusiviouinmsluduneuiimsssniuuinmsmsasiinadnus
wlaliAnauaulafianundndusiniornnasdely (Hold Interest) Fso199ildFensini
lafsrfuaudeanisvesgniuazuansliiiudn ndndusinazuinisvesudsm anunsavae
witgymanudnduwazanudesnisvesgnAlaegisls

3. ANuReIN15eenlel (Desire: D) Mg Haviansieanseiusaiiiiinanuaulauin
Juaunmeidunnuussou awugdlaliiinanudesnts aruesnldlundnsustluniseeniuy
PnansiliiAnnafuazdvssaninin luduneuidnarsmsezdaudnvusnssdulfiinay

A v I

Us13auneenntd (Arouse Desire) 4. n13anduladio (Action: A) iutuneunddsiniansvinlignan

Y

AnAUlTDAUA AU NTUUDEN UL ULALEINTUNITEBNLUUY 1A SNV M ANaR wazdUSEANS AN

ludumeullinasnisslinudnuaetsssaliinnisandulate (Elicit Action)
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mnmsfnsuisatuunumesulaalunsdndulate aunsnasuléd Jadeiisninare
msdnduladold 4 Yade Ao Jadomaduiansssu (Cultural Factors) asduunldBniduimusss
fwussIngos waztuniadsay Jafenisfiudany (Social Factor) Sruunasnifu nqudnide
(Reference Groups) A58UA3Y (Family) Unuiniazanug (Roles and Statuses) Jadudiuynna
(Personal Factors) agdwunaanidu 01y uazturesigdns@in endn anuzyaaswgia UL
nsandudinuasuadnainwaziuiniudn wasladugainedadeniuininega (Psychological
Factor) S1uunaeniuusegdla (Motivation)n133u3 (Perception) 1313813 (Learning) wagviruai

(Attitude)

unasy

;4
Aaa a i waﬁlﬂdav

naaNNSANEIUENLBNENanon1TAnauladeduAInunfa

a

Yu K-POP \Junsidumasuu

[ [
a a |

uwnamlesuseulavannsaasuldsed Yedeiisidvinasonisdndulateduiniuidal K-POP Loy
widuwmed giiduirvesunaslosuesulatdesddenisdnassniidumasuiinisudadunis
nsnaneeuladiarudsdeiufiamhadlannngudne Weldiususunimomnisigsiauu
uwnavlesueeulay deaduildesdusznouidfglunisliyanaiideides (Celebrity) 5 asdusznou
fddeysasiallil 1. ANURIRAtY AMUFRAlanIaNIenIn (Physical Attractiveness) 2. A311l331414
(Trustworthiness) 3. mmﬁmwﬁm%w (Expertise) 4. AM34A15N (Respect) 5. AUwmdBUAY
nautivane (Similarity) TaeAinsigviosdusznouvesdialiu K-POP ssduszneuil 1 amnmeufisgala
1197187 (Physical Attractiveness) s1z@atiu K-POP nsfigUsng nihmuagiimssaiiiiisgele
vinwzANuaNIsasudeamas Msu uaznsiiyadnniw udansudssiloglunssuavideundu
ogmanatian yiliuilnaianudureu sadusznoud 2 Fesnulianeda (Trustworthiness)
sheyranuesiatiu K-POP luraziieansenssvimbiesemsmsdeiifeaiiyandniignin seuleu

o

v A 1Y a a o v Y a Aa A o & v oA
nbilumsieanslugiuilnafinannsiuivesusinanisennudedng AnugnieaasAuULYe

o

dustnatureulusnuyednninduiunuaudfivesanulindadududuusnisdmalinszuiunis

Y

#0a1IM19ANUANTIUTTANEAIN 83AUTENRUN 3 1309ANT QBT Aalu K-POP (Expertise)

D

a A 1

AoufazaIusaeanNaIunIs@aiiifionis q ladu aeiin1sfnwiluegraududy wazldszeziian
#1714 V1nldnaiunnnd 5 U Gaagldeenunanu vilidaeiviglunisses Wy waznisuans
as @ A aa oA A - s I3 = ~ v
AouLdsMTUBNTANTweIRUL YRR URIATINTWWNDS BeRUsEnau 4 31nn1sHnGouuwazn1s
AnFuigIuIy uvedaiaiinisudiduanuaunsaegiate LieAnAunauyIalkazilnNa1TaNIN
Ngnoanundudalu seseadandviliguslanlavuianunersiuves@ialy auinauaism
(Respect) Minguitnuneiinaninudnssvesdaliu K-POP asAUsznovaninetuaumilouiu
naudanung (Similarity) Auwdisuiunguid1maneaUAd1EARIVRINT I ULADS B18lRREYRY

a
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s ¢ A o Yy 1 o a a ! = Y} a o a

unanesuesulatdievinnisnainesulatliogreiivsz@nsameely Fenssduauideves Ta@ng
yadAsd (2560, nin 32) N1 nslavaniagldunnanilvedes 1dnSnarenisindulaeldent
widurugesseaulal (Buaniunsy) vewusiaaluwn njammuuas” nslavaniagldunnai
dd‘ I 3 1 = d' ] ! d' 1 4

fyeideandludiuainusagala Wesninanuiiaulakazainulaawiuiiu1angusne wien was

a q ¢ v v Aad o = S v
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AU WuUszauanudnswdunisansumuanumiioutunguithrune wu nsanduding
AdefiuaglnalAgsiu anun1mnsane siglareiieu viee1®n awnsaldudnlalimfinaiy
#3la (Attention) Aen1svinlvguslanaulafinanuiui wasdaruniounaziuunilavsevaludiim
Unausnaniuginuadla (Interest) anuaulalusilavanndndugiisdiausosnlulagloniivu
wod lun191a11399519A1UUT150U7 (Desire) naINaulanyiliiiaa N IniinTeseIniag
AsauAsoAndnItukarluNgadinadonisindulaie (Action) Baenadediun1sAn¥1iTaases
dvinaveansdeasseninguslaniuiuslan lumsdndulaveduiluguvueeulatainyuuesves
sURUUNISERNTUTRYa ¥as Zhu, Chang & Luo (2016, pp.8-16) NE1731 AMATNYDILUAINNIYD
TayauazAudnTeiovetayaidnsnalul@vindenisandulageduaiiunienisuseidiu

Y

Usglgwuitlasuanudndud uenainlianuunndavenisussiiugalselevuilasuainnisie

Y a a o [

HanAaualuuTunnsaeassenisusinatugusiaatanuduiusiuludauin wasdiaenndoiu

Y

ada a

N15AN¥L309 BNSnavewiAuARNlson1TlavunduAkasTiruafnddonsiduatugiuelade

AUNANITIIENeRdNSNATeINITTUTRWAN I laeuAna NiTedAURlITE Y09 D3RYYY M S¥UBY

faa s

(2558 91afislu Tofin FyadAsaed uay Ugun angniiy, 2563, i 36) na1331 Mslawanlagly

yanafiildeidesiinafderinundfiinadenislavan waziusudaud esananansavinliendiuy
suddudldinntunnluniniudsdmaliasenudlausndeiuluiuusuddnde Sutmunias
dwmasiensdinaulatodudludian

HafeiiiavsnadensindulatedudmuiiAaliy k-PoP Hunddume fuuumnviesueaulatl
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Tienudduardsnsliintufuesdnig lidesduanussindnfvesyaains wiinaw gnén
viogliuing dslumsgsiauenimiioanaruaninsalunsnevauswionnudonisvesgnAuin
nsadrsauiiswelaliuignAnffedududdgyiithindsanuasininivesgninsiossdnisdnma
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Satisfaction) fila AuAianalavesgnAnindurasInflasudmaanimainisuslaadufmis 9
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andiRnanudureusoasdnisiiues Insdunaiarazandunmuami onsndauvesnsudnfas
(Brand Equity) 4. annnaidenuarildy (Choice Reduction and Habit) gnandiulngjaziiaiuguiv
nadendedudiidanuadendeiuluiFesemsmansusiuasdudfiduiasiiuodied 5. Useia
TunmsimanansaaiisnuiureuuumLsninAvegniainsnevausadulidusronsdnisuas
n9mAnfasimasuiiistunmdnuaiuasUsy Tvesesdnsiinasonnuidla Arwasdnind waznis

a v Y v [ v v a

FORUAIVBINAMIEIUAY SNYMEYBIANNIENINANNGuINUAR UV o TafuayuRatuillviseAalu

nguunuuYaUtLiiBvENasg umemamsEnauwluadUTuardIaunNasninANeg 19U

D

(%
Y |

Aanadatu K-POP i@udaluiinsialuunnaiuenaldnanssesinatsniuiuis 5 Jaululafaauiiaiu
Nanelauasusunwanwalne A luiauTuuisgwaiale afinauAatu K-POP M19989n14

yosdeseulauiimsdwowazuaninnuAnmiulaesunsiudeyarnansidulszdn wu 919a15n1suans

o L4

HaUYEIRAlUNIULNEAIALD N1T9RNTIBNTINTVIAL W0T1BNITTIITARN ¢ WEoaNrBlANOUNTD

< Ayvo 1

nauALYWYeUAaUuAe i wnAaUuniureudunidneg it aenndeasiu 23sl d7ng (2560,

Y

a

w1 70) YadeiidemansenusiennudednddnfneAatunvavesnguunuasuyminglungammumunas

'
= v fwv W

ngAnssuNnUasudevesnduunuasululsemalveglulvnnsannumuasiinnuduiusiuiuay

U 4

v a1 a A a A a l U ! U 1 ! 6 ¥ ) a
AnemaAalunIa Nﬂ']LQﬁEJ’EJ%ﬂHﬁS@USﬁﬂ ﬂEjllG]’JE]EJ’]\‘iﬁ’JUI‘MQﬂ“UL'JﬁﬂUﬂW?UﬂﬂF"Iﬂ’e]‘Vlﬂ'J‘Ll ATUNTT

q

wenadeyavesndusiiagianuin nqudiegslddeesuladfinnudatiuinuiuvey danadega

Y 9

aunsnuteyavesngudtegranuIviulasudeyainiasivensiviadeyaves@alunyureu
a1 a = v a o L4 ! ' a o a ] ! a v a a a4
fddenniganunsilafudssaunisainudt inuladuanuAniueing 9 ingiiualunduyey

=

WeANavkarANsanfvesnuletlaeiiauaennnesiuwLIAnn1sUASUARYRY sy I5lanu

Y

(2542, §1afisly 130 d9ng, 2560, nt 73) Ana1331 TneUnAndiuywdistulsiieniUaiuden
azanfigauaslanaUszleriunniiagn dddugatiagiu dossulalidudenaunsanddliie azaon
Tunissuru aunsadensurunaila aauiladld wazdasurulansnmuazidesmSouiananiuieu

a < o val v v [y av & o [ 3 1 = [ L4 a a 1
ﬂ??MWWLVUﬂUE‘J’@uvL‘U@I'JU A9AAABINU DAY UININEY (2545) NA110Y AMNANWUYBIAATUIN

'
aa o

sudnualneueniududusniuanteanganendeu sUdnualneuenfidviliiianisdlawarasaam

(% L3

wenanfigudnualnteuen wWu e n1susas yadanan WWudeadendiglinfaniseeusuluds

a

atude893u 3nNnanutunndneaiotlilvtadendnivinlmiinaudng wan nanwaiidu

e

3

Yadudrrglasazluduasuiinszduliniangfnssunegazdwaliinanudednduazing

=

\Wedalu K-POP a1u13aasetadensassiinaiunlaiuiinnisseusuainquunuaauiiy

)}

shlugnslasuanufisuadyaamenindnvalldegrsumaa auviligndudivewa asdoe



| 315615 @15 Ao Aad | I 3 | atufi 6 | Usesd 2563 | 15

1%
v

AN 9 ApIN1sIARalu K-POP wnsauauiialdunsidumesinunisesins Ineldnsyualiouainis

4 1 cala

wuaduativayu wagdienseinedeyainiansivliedresimsuazninadng vinlvindnSauaid
Aatiu K-POP WunSiumesilufisdnuasduitnaulavesiiuslaalaely Tnefiiatuayufatiuaziia
Armsala (Attention: A) Tnewdugdsimansyilsgfudinamsanuauls innundouaudiladio
$uflsrnans Tassidudeseonuuuinansliinudnus flasdoadonios arwddlafiosuils (Gain
Attention) vliAnnafuaziusednsnin uazinlug awaula (Interest: 1) fdsinansvesdatiu
K-POP agvihliinnsiilagnaiitinauaulalunden dusivieusnis lneyadnuazamanuaives
Aalu KPOP aznszAuliiuslnagnisgaldednemagivhanudaniseenls (Desire: D) Anuoenlel
{

Tundndualunlmianafwazduseansnin auiinnsdnaulade (Action: A) AMJuLINVeINARNUN

Y

AeanTzateYasvilignadnaulatedunuazuinistuegraniuauantadeiinanuduvinly

¥
g a

danadnsnaronisnauladeduainundallu K-POP Wunsigumasuuinsnesuasulall

UTTUIYNTY

alggnite Buuthu. (2558). mslawanlneldynnaiiddeideisnsnanonisinduladonaniu afon
vougUslnnluansaunmamuas. AnerlinusSyauimsgsiaundaga).

Unusil: I Inendengamnm.

Twfin1 Fyaddied way Ugun angiiiu. (2563). Bvswaveamslavanlasliyanafiiveidosiums
sinauladeideinunduinuduamunsy vesfuslnalumngamnumuas [Hoyadidnnsofindl
15575 UNAMEnN3, 38(1), 27-38.

Shna Vyayrduutdun. (2560, 27 wwigw). 11A791a wnuaauinma' Ine sniyunuluianis.
[Miuuaen] Whdaleann https://www.bbc.com/thai/thailand-42436315

U a L4

aigaf neU1saU uas Aztiun Aadiving. (2560). msliyarafiideldeaduniisune fdwmare
msfuinmdnuainsdudn Insénvidofio SAMSUNG westjuslnaluind [foyadidnnsetind],
13575097 398788, 5(3), 162-168.

599 lavinesdn. (2550). 197¢an 1110uAz31UNITHAIAN. NANNY: Through the line publishing.

unng ATLSA. (2551). AIwARETUAITUAIINISIANAYRIgnA ITHEsWIAISATI Ve
197598169, einusUSUNINULAR). INENTANN: UIINYIBUMETTA.

g0l Tifnd. (2560). TaseiismansznusionImdedndindnedatiunivavesnguunuadusilne
lungunmumiups. GneriinususyanivamansumUudin). Uyusiil: iningrdensanm.

auts 5195950294, (2541). wlgvrgarsIsale: KWIANNITIATIZIUASATZUIUNIS.
NFUNNC: 10d waud 3 nawiila.

avdte Jayeulsanl. (2559, 10 wwnew). Celebrity Marketing. [Viuvaen] Wifelaann

http://oknation.nationtv.tv/blog/markandtony/2016/10/20/entry-1



16| 115815 @15 Ao Aatl | U7 3 | atud 6 | UsednD 2563 |

ausTas udlya. (2554). nagnsnIsveenTIaumlnsanydederunmanvalngiduaivan
NOULALVAINITVIIATIFUAT. NTUNN: PAINTAUIUN TN,

diinnuiannginssumedidnnsednd. (2564). ETDA weyan1dneudsalne U 63 agil
3.78 &g mum mnTl 64 Waluii 4.01 Audmum. ¥hidsann
https://www.etda.or.th/th/pr-news/ETDA-Reveals-the-Value-of-e-Commerce-in-2021.aspx

Rl dhniwe. (2545). tadeiiferdosiunginssunisiouasilanvnasineamnauasas:
nsdlfinwumIneaeenyusza Uy 9 luemnsanwumuns. (neniinussyaumUndin).
NFANN: UNNINGRETTNAVUTG.

Atkin, C. & Block, M. (1983). Effectiveness of celebrity endorsers. Journal of Advertising Research,
23(1), 57-61.

Byrne, A., Whitehead, M. & Breen, S. (2003). The naked truth of celebrity endorsement.
British Food Journal, 105(4/5), 288-296.

Charbonneau, J. & Garland, R. (2005). Talent, Looks or Brains? New Zealand Advertising
Practitioners’ Views on Celebrity and Athlete Endorsers. Marketing Bulletin, 16(3), 1-10.

Deshpande, R. & Stayman, D. M. (1994). A Tale of Two Cities: Distinctiveness Theory and

Advertising Effectiveness. Journal of Marketing Research, 31(1), 57-64.

Dick, A., & Basu, K. (1994) Customer loyalty: toward an integrated conceptual framework.
Journal of the Academy of Marketing Science, 22(2), 99-113.

Erdogan, B. Z. (1999). Celebrity endorsement: A literature review.
Journal of Marketing Management, 15(4), 291-314.

Farrell K. A., Karels G. V., Montfort K. W. & McClatchey C. A. (2000). Celebrity performance
and endorsement value: The case of Tiger Woods. Managerial Finance, 26(7), 1-15.

Friedman, H., Santeramo, M. & Traina, A. (1978). Correlates of Trustworthiness for Celebrities.
Journal of the Academy of Marketing Science, 6(4), 291-299.

Hakimi, B.Y., Abedniya, A., & Zaeim, M. N. (2011). Investigate the impact of celebrity
endorsement on brand images. European Journal of Scientific Research, 58(1), 116-132.

Jacoby, J., & Chestnut, R. W. (1978). Brand loyalty: Measurement and management.
New York: John Wiley & Son.

Kahle, L. R. & Homer, P. M. (1985). Physical attractiveness of the celebrity endorser: A social
adaptation perspective. Physical Attractiveness of the Celebrity Endorser: A Social
Adaptation Perspective. Journal of Consumer Research, 11(4), 954-961.

Kapook. (2553, 20 Ww1ew). i9nTunaugn9n199ase1nud. [iuuden] hisldann



| 315615 @15 Ao Aad | I 3 | atufl 6 | Usesd 2563 | 17

https://musicstation.kapook.com/view16977.html

McCracken, G. (1989). Who Is the Celebrity Endorser? Cultural Foundations of the Endorsement
Process. Journal of Consumer Research, 16(3), 310-321.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers’
perceived expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3),
39-52.

O’Mahony, S. & Meenaghan, T. (1997). The impact of celebrity endorsements on consumers.
Irish Marketing Review; Dublin, 10(2), 15-24.

Priester, J. R., & Petty, R. E. (2003). The influence of spokesperson trustworthiness on message
elaboration, attitude strength, and advertising effectiveness. Journal of Consumer
Psychology, 13(4), 408-421.

Renton, K. (2006). The Relationship of Celebrity Advertisements to Consumer Attitudes and
Purchases Intentions. A thesis submitted to the Department of Textiles and Consumer
Sciences in partial fulfillment of the requirements for the degree of Masters of Science,
Florida State University.

Shank, M. D., & Langmeyer, L. (1995). Achieving at university and beyond: does it help to be
good looking. Asia Pacific Journal of Marketing and Logistics, 24(5), 746-752.

Shimp, T.A. (2003). Advertising, promotion: Supplemental aspects of integrated marketing
communincations (5" ed.). Forth worth, Tex.: Dryden.

Till, B. D., & Busler, M. (2000). The match-up hypothesis: Physical attractiveness, expertise,
and the role of fit on brand attitude, purchase intent and brand beliefs.

Journal of advertising, 29(3), 1-13.

Zhu, D. H., Chang, Y. P., & Luo, J. J. (2016). Understanding the influence of C2C communication

on purchase decision in online communities from a perspective information adoption

model. Telematics and Informatics, 33(1), 8-16.



