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ABSTRACT

The objective of this study was to motivation of the Influence effectives to consumer’s
purchasing decision in Bangkok with factor demographic, perceived factors of influencers
credibility 5 factor and presentation format of influencers. The researcher expects that the
results of this research will benefit to companies who are interested influencer, this will benefit
entrepreneurs selling and used to plan strategies to maintain. Qualitative research method
was employed in this study. 400 respondents who are living in Bangkok and interested

consumer’s purchasing decision in this study and analyzed by SPSS.

The results of the research demographic factor with differences in age, monthly
income and occupation, effectives to the consumer’s purchase decision in Bangkok. it was
found that different demographic factor did not effectives to the consumer’s purchase
decision. It can be said that people in Bangkok in every gender, every status, every level of
education, every monthly income, and every occupation. Have opinions that they want to buy
good quality products. Perceived factors of influencers credibility 5 factor and presentation
format of influencers effectives to consumer's purchasing decision in Bangkok.

Keyword: motivation of the Influencer / Influencer / social
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