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ABSTRACT

This research has four objectives to study the influence of social media communication and
influencers on the purchase decisions of Generation Z in Thailand toward art toy mystery box,
which include 1) the influence of word-of-mouth communication. 2) The influence of social values
3) The influence of product communication on social media 4) The influence of attractiveness
5) The influence of trust 6) The influence of expertise and 7) The influence of similarity with the
target group. The sample used in this research is the Generation Z population in Thailand,
specifically those aged 19 and above, born between 1997 and 2005. This group is well-acquainted
with the use of digital media and social media. A sample of 400 people was selected using
purposive sampling, specifically choosing individuals who have experience in making purchasing
decisions for art toy mystery box. A questionnaire was used as a tool for data collection. The
statistics used for data analysis included descriptive statistics such as frequency, percentage, mean,
and standard deviation, and inferential statistics, specifically regression analysis using the Enter
method. For hypothesis testing, it can be concluded that the most influential factor is the similarity
to the target group followed by the factor of product communication on social media the factor of
expertise and the factor of word-of-mouth communication in that order. However, the factors of
trust social values and attractiveness are variables that do not affect the purchasing decision of art
toy mystery box by Generation Z in Thailand. The details of the reasons for each point will
be analysis and explained further in the discussion section of the research. In this study, operators
of art toy mystery box businesses can use the study's results to adjust and develop their marketing
communication strategies to meet consumer needs, as well as to create business differentiation to

generate more value from their business.
Keywords: Social Media Goods Communication, Art Toy, Influencers
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ANSABIN INTIZANLNTOAS AR ULFY Aeganuaulavegnen wartieszuedudnfivngly oenldeeed

U38n301N (ZORT, 2566)



9t 88

o

350 U7t 15 atufl 1 unsa - Sguieu 2568

9159y (Art Toy) AvwUpdlaufiasisassalaeAalu dndu dn1n nietnesnuuu Nfeeniséde

@ @

MIANSAIIUG

UYIULATAINRUNY Art Toy

ANUNINERURIaYATYSOd Y nwalNazvieulenanwalanizivesdaluudazau In1snanlunatgsuiuy

wazilyarduediuanullenvesinazauuasderdueasdalu (Inegeeulat, 2567)

Y

HYIULATAIUNRNIY Generation Z

Generation Z AerltunAusulnilugatagtu Smunefsfiinasudd wea. 2540 - w.a. 2552

aunguilidulmnivassnemnuazmnuazmaluladivainvans fanusunglunsldnumaluladuay
Seulingreming (Ustgn L?Jaumqm, 2565)
wuIRauaznguffeatunsisssuuundeUIn (Word-of-mouth : WOM)
nsdeansuuulInsiatIn (Word of mouth) luidduaiunisnaafifiuseavisnm reainenisiug

waznEnwalidseduALaruInIg fuilaadnuuslulssaumsalnSauugdinusuniuiimsensyany

=

FWupgiuanvzlaNZYARATRLAaYAY (8533504 gVBIIAANG way auwie 1aNWSey, 2020) Uenanil 1a
FRevas wyasi J9584 (2562) wud1 nsdeansuuvindeUndwmadensinaulafenlduinisiiueims

yrwldyy esnnguilnaling1sdssiuneivaunmuassavifemsnewdaauladenlduinig vialiny

9 Y

v
Yo a

Anviuangouldvsnasenginssunisidenveiuilan laeainnisanudneiu aansasauufgulansd
AuNAgIun 1 (H1) Yadedunisdeansuuuiindeun deasdenisdnduladendesdueisamey

wuIRALAzNgENgINUAIlEuNIeEIAN (Subjective norms)

Schwartz (1992) Na1771 AN EUNIIFEIAUABNANNITENA T AINaR BN AUAR an1nimla

o

wagngAnssurasyAna Junuimlunisaiiudiauazn1suiumludiny naddeves dsngan srmiuiu, 853un

s
2 o o '

yayUan, waz LN3ngms suneIn (2564) wuin nsnavesrdeunsdrudmasengAnssunislduinisiiu

nuanludminayvsasnsiu lnenuindadoudasiuvesadounisdrudnasdangfinssunislduinig
fananedrsdmau Tneannsinedieiu anunsonseusfiglaed

sunfgiuil 2 (H2) Hadefurfoumsdny dsadensiadulatondesduennnos

wuReuasvufiiesfunsasansauduuludeatifie (Social Media Goods Communication)

nsfoans Aensruaumsuanivdsuasssrinsyaeaiiusiansauiuly tomeveadoyarudesmns
#1149 9 (Adler, Elmhorst, & Lucas, 2012) Tsi@eailifie nunefsdossulaidiliiuedetieSumesiingaely
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AUAANALAAIUNSEAUNBEIAEY 0.05 LaEIEAUAMITRLUR 95% wazeausualuAaIaAdauls + 5%

Tngrwinveangudiegsideniudoyafie 385 4n egdlsinunnzidelddsosuudeuauiiugn 15 a

[ V)
Ya v = Y 3

iietesiunsaanainfowvestoyaiienuinlu AauAnzIILWBUAVLUUABUAINTINVIIVIAFN 400 YA I



w1 91

'
@ @ o

NIASATILIREIAY UN 15 adudl 1 unieu - Tquieu 2568

%

Ivhnsdadennguiiegialagldnisquuuuiinnuinazidu (Probability Sampling) Tudunaunisaiuiu
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daufl 2 uuvasunuiAatuaa T uardeyafiug LB eULUUAIUNTY LasNGFANT
Aenfunisidendendesdulssinnensanes Seidnumednunuulaeln
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1M 51d@IUUTENIUAIANRDU (Likert Rating Scale) SquAwTavLe 40§

duil 4 foiauenusiiuiu lnsuuuasuaudidnvarvanida Mntuihdeyaiiiususld
uAnaadfulusinsu SPSS (Statistical Package for Social Sciences)

2) mswmaaummLﬁeqmﬁﬂwﬁam (Content Validity) LfJ‘lJﬂﬁV‘hﬂﬁiJizLﬁumwm%ﬂmswdw
FornuuiazteiugaUszasd (Index of item-Objective Congruence: 10C) IngLd gy inadn 4o
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Social Sciences) Ingtdunofiuilauans mslinusgisgndesmungyune iteUszinanatagiase
Joyasgruduszuy

1) M3 ganAiBanssann (Descriptive Statistics) WiloosureAsosazvasdoyailuveinoy

WUUERUNN NMTIATIARAsLardulssuuNInIgIU YT ussAuANUd1AYTeB viENaTeINsdeaNs

o a '

vulydgaiiifewaziidvnandwarenmsanaulatendesguusuinnensaviesveings Generation Z
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2) mﬁmiwﬁaamﬁmaqmu (Inferential Statistics) Pearson Correlation Coefficient 3LA5139A7
uUszAvsanduriusseninafuysdu dadedvnavesnsdomsuulndeaiifouasiiianswadidwmarens
navulagendesduuszinne1sanogveingy Generation Z

3) M3iAsIEnnaesLdy (Multiple Linear Regression) ¥1nsnadauayufignu Lilenien
AMUFUTUSTEIFIMUTAUNINNT 1 fauUsuduusniy

4. YeruAniiianig
Sumgieuiwes (Influencen) Tuuunvossidds munefls yaravidenguyanaiiinuanansalunis
a¥198vEwadenuAniiy Vauad ngAnssu viensdadulavesnguidivaneludiladunils diuns
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T umendge ruau 232 au Andudosar 57.7 endintdnAnwn ruau 290 au Andusesar 72.1 s1ele

15,001-20,000 U 31U 169 au Asvdudasay 42.0 uuidesonss 1 naad 31U 224 A Anlusos

P Y v
| [

az 55.7 aldaefidenanss 501-1,000 UM $1uau 184 au Antdudesas 45.8 Aunlunisde 2-3 e 1

ASe 31U 135 AU Andusesay 33.6

M99 1 wansrRfsuazdudonuuInsgIu sERuANLAniuYeINguiteg1wmutaTeTidmasnonts

Andulade naesduussiananinves

ﬂa%’aﬁdﬂNasiamiéfﬂﬁu’l,a%andaaaju‘uixm‘wm%m‘waﬂ x S.D.  SEAUMINNAALIY
sumsdeansuuulindeun 4.21 .45 Lﬁuﬁwmﬂﬁqm
puAnleunadany 416 .52 WAUBN
sunsdeansauduiludeaiife 423 44 iufeuniiae
AuANRIALY 419 49 WAUEUN
AuAulI90a 428 49 uiufeuniiae
sunBLdeITy 426 52 iusheaniige
puauwmilauiungud g 425 53 iufheuniiae
Funsdindulatondesdussaneniamey 432 46 \iuseandiga

1NH15199 1 U mamﬁif&m’mmﬁmmzﬁ%’ayjaizﬁummﬁmLﬁuLﬁmﬁUﬂﬁaﬁdwaﬁiami

@

fndulato ndesduuszameninvostesngy Generation Z Tutsswmelng wuin fuiidiauadogee W
é’ﬁumﬁcﬁ’mﬁu%?}laﬂa'aﬂﬁjuﬂizmwms‘mma ( X=4.32, S.D.= 0.46) 5991178 A1uANLIele ( X=4.28,
S.D.= 0.49) 5’1ummfﬁa’mmﬁ (X=4.26, S.0.= 0.52) sruauwmileurungudmvuneg ( X=4.25, S.0.= 0.53)
frunsdeansuuledeaiifie ( X=4.23, S.D.= 0.44) drunisdearsuuulinselin ( X=4.21, S.D.= 0.45)

AuUAURINALA ( X=4.19, S.D.= 0.49) uerdeunedeny ( X=4.16, S.0.= 0.52) Audwiy

A58 2 N15IAsIzUiAULTudasEAINAUTRIAUAAIALAA Y (Autocorrelation) lWUN1SATIIA@RUAN

AaaLadpuresLUsInTudaszaniunield (Durbin-Watson) lngiias11ia1nan519 Model Summary

Model Summary®

Std. Error of the
Model R R Square Adjusted R Square Durbin-Watson
Estimate

1 .645° .415 .407 .35680 1.874

a. Predictors: (Constant), similarity, communication, subjective, attractive, expertise, trust

b. Dependent Variable: purchase decision



%1 93

o

8338 U9 15 atud 1 unsiau - dquigu 2568

&

AANTNN 2 ﬂ']i’QJLﬂ'ﬁ’]%ﬁﬂ’l’mLﬂu@ﬁi%%?ﬂﬁu%@ﬂﬂ?ﬁuﬂﬁ?ﬂLﬂaau (Autocorrelation) L"TJ‘L!ﬂ’ﬁ

@ @

MIANSAIIUG

As9EaUAIRAALARRUYRIRILUSINTudasEaInfuvS ol (Durbin-Watson) fail
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fiAnegluyie 2.6 - 4.0 waneihilanuduiusiuluiianisay
fiAneglurie 0 - 1.4 wanadlmnuduiusiuluiianiauin

U3 f1 Durbin-Watson ey 1.874 Geeeflutng 1.5-2.5 auansindulsiunisdeasuuy
Urnsedin surdeunisdeay d1unisdeasdudvulndoadiie dudsgale duaulines
Fueuideg warduamusilousunguitmang Wudaszaniu Tasfidn R @uussansanduiug)
MeANEIFILUSEuNNSAsanskuutndelin duideumnedanm dunisdeansiuduuledeadife
Fuarufagela fuaralinds fuanudeny fuermumiieusungutmene uagdunisiadulade
flanuduiusiu 0.645 wazan R Square a3uresAuduRusvoIILUsALUNTE pansUULUINEaYIN
fruflounnadeay frunisdeansduduuledeaiie suaNAgeta duautinnga frunnudenng

auanumdeuiungutvang aunsoesuisanuduiusvesalUsinunsAndulate 0.415

A15199 3 wARIANANUFLNUSTEIINUTBASEAULUIAULag T3S Ve Pearson
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BN TG ) TG & = = -
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< < & < & < < €
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L.nsAnauladendesduussinvensavey
2.mMsaeansuuuUnsiauIn 326**
3. A TYUNIEIAN 4207 364%*
4.nsaeansaumuulydeailife 437 337* 3g7xx
5.AUANNAIRALa A26%%  283%%  417**  426%*
6. anulinela 512%%  299¥*  495**  4g3** 537
Y.mWL‘TJEJ’J‘U’muJ B07** 276%%  .429**  455**  458**  650**
8.Anumilsuiunguitvng 561 204% 427 383 535%*  590**  590**

** Correlation is significant at the 0.01 level (2-tailed)

1NA5N 3 1leTnTgiAduUsEAntanduiusseninedaudsdu wudt Jadesunisdeasuuy
Unsieun Yadesualeunsdiay Jadedunisdearsduiuuladuaiiiiis Jadesuanusgaladade

aupulingda Jadeduanugeiviy wavdaduiuanumileudungudvany dwasenisdadulade
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A19199 4 LARINANITIATIEAMUTBasENdnanansandulationdesduussianerinneyveenay

Generation Z Tuuszwelne

Uadendenasianisinduladondasduussinnaninney

fiauus B Beta t P-Value
sl 832 3.704 <001
funsdeansuuutnaelin .105 102 2.409 016
FuAauNIEIAN 076 .085 1.806 072
funsdeansauduileduadiie 142 136 2.906 .004

Uaduidenasionsinduladondasduuszinnaiinney

s B Beta t P-Value
AuALAIgala 032 034 690 490
muaalinga 093 098 1.706 089
fruanudenng 113 126 2.304 022
auanuwdauiungulming 262 297 5.616 <.001

R=.651, R? =424, Adjust R%= 414, F=41.217, P=.000

et 4 asuldnat madadulatondesdulssinneniamesveindu Generation Z lulszina
Iny Anuduiusuasnadnsiimumnzaniudoyalusesuiidlaesudsililuniswensaife dadesunis
deasuuutnseunn Jadeiuandeumedsay Jadedunsdomsdudvuledeaiiie Jadedunim
fagala dadesumnulinda Yadedunnudene uay adesumnuimiloutunguidmne Tuduves
fauvsnu W dadedrumsdnduladendesduuszianenianesvoings Generation Z luuseimelng
fisnnalunisnensal (Adjust R2=.414) Andudesay 41.4 dlonensalfuusdassiidmanafudsaulag
nslneiendulsyAniannos (Beta) wuth fudsiiannsolinensaiviedmanenisdaduladondody
Ussiamerdanesuniian Ae Jadesuanumieutunguidvane (B =0.297, P<.001) sesaunde Jady
frunsdeansauiuuludeaiifie (B =0.136, P=0.04) ﬁa%’aé”mmmﬁmm@ (B =0.126, P=0.022) UJade
frunisieasuuuUIngeUn (B =0.102, P=0.016) muddiu uadadesuainulingda (B =0.098, P=0.089)
Uadusnueileun1adsny (B =0.085, P=0.072) uar Yadesiuarufgala (B =0.034, P=0.490) 1Jusuys
Saseitlianunsalinensainielddsnarenisdnaulade ndesduusznnerianesvosngu Generation Z

Tudszwnealng
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