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Abstract

This study aimed to examine the impact of social media influencers on the
attitudes and behavioral intentions of students at Rajamangala University of Technology
Tawan-ok. A quantitative research approach was employed, using a questionnaire
administered to Facebook users in Thailand, with a total of 400 responses. The
collected data were analyzed using Structural Equation Modeling (SEM) with AMOS 22.

The results indicated that expertise and trust directly influenced influencers’
attractiveness. Attractiveness and perceived similarity directly affected attitudes toward
influencers, which in turn had a direct impact on the intention to follow, imitate, and
recommend influencers. The findings suggest that travel influencers on social media
should focus on fostering positive attitudes among followers through attractiveness and
similarity, while attractiveness can be enhanced by demonstrating expertise and building
trust.

The research findings indicate that the characteristics of social media
influencers—namely expertise and trustworthiness—have a direct and statistically
significant effect on influencer attractiveness. In addition, attractiveness and perceived
similarity exert a direct influence on students’ attitudes toward influencers.
Furthermore, the resulting attitudes have a positive influence on behavioral intentions,
including the intention to follow, imitate, and recommend influencers, respectively.
These findings suggest that the development of positive attitudes toward influencers is
a crucial factor linking influencer characteristics to followers’ behavioral intentions.
Moreover, influencer attractiveness can be enhanced through the continuous

development of expertise and the establishment of trust among followers.

Keywords: Social media influencers, Attitudes, Behavioral intentions, Facebook
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