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ABSTRACT

This research aims to study personal factors and the influence of social media
influencers affecting different 4P's clothing shopping attitudes among customers in
Bangkok and vicinities. The population group used in this research study was people
living in Bangkok and vicinity; 426 respondents. The research instruments are
questionnaires throughout the data analysis manipulation by not only descriptive statistics
for demographic such as frequency, percentage, mean, standard deviation, and inferential
statistics to test the relationship between independent and dependent variables in
research hypothesis testing.

The results of the study show that most respondents are female, aged between
20-30 years old, graduated with a bachelor's degree or equivalent, single status, and
working as private company employees with an average monthly salary between 45,001
— 60,000 baht. The hypothesis testing results showed that Social Media Influencer
Influence on customer’s attitude in purchasing clothes in Bangkok and vicinities. Different
personal factors affect clothing shopping attitudes in different 4P's marketing mix and
social media influencer factors including attractiveness expertise and trustworthiness
affect the attitude of purchasing clothes in the marketing mix of 4P's of customers in

Bangkok and vicinity, at a significance level of 0.05
Keywords: Influencer, purchasing attitudes
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