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Abstract

In the digital era, social media has become a dominant platform for marketing
communication, with influencer marketing emerging as a powerful tool to shape consumer
behavior, particularly among teenagers who are highly engaged with online content and
susceptible to social influence. This study aims to examine the relationship between the
components of Source Credibility—namely expertise, trustworthiness, and attractiveness
and the purchasing behavior of teenage consumers in Bangkok exposed to influencer-

based advertising.

This research adopts a quantitative approach, employing a structured
questionnaire to collect data from teenage respondents in Bangkok who have been
exposed to influencer marketing content. The collected data were analyzed using
descriptive statistics and inferential statistical techniques, including correlation analysis
and multiple regression analysis, to test the proposed hypotheses regarding the

relationships among the variables.

The findings reveal that Source Credibility is positively and significantly associated

with teenagers’ purchasing behavior. In particular, the dimensions of trustworthiness and



expertise exhibit strong predictive effects on purchase intention and actual purchasing
decisions. Moreover, the results indicate that influencers who demonstrate authenticity,
credibility, and product-related knowledge are more effective in building consumer trust

and stimulating purchase behavior among teenage audiences.

The insights from this study provide valuable implications for marketers and brand
managers in designing effective influencer marketing strategies. By selecting influencers
with high credibility and alignment with brand values, organizations can enhance
campaign effectiveness and strengthen consumer engagement. Additionally, this research
contributes to the academic literature on digital marketing, source credibility, and

consumer behavior in the context of social media environments.

Keywords: Source Credibility, Influencer Marketing, Purchasing Behavior, Teenage

Consumers, Digital Marketing
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