H k74

Javga1unisnaianiiansnananisanaulatadudiniannyu

riunsladansuiisveBungauwe suumainlaflulssmalng”
INFLUENTIAL MARKETING FACTORS ON PURCHASE DECISION OF
FAST FASHION PRODUCTS THROUGH INFLUENCER LIVE STREAMING
ON FACEBOOK IN THAILAND

lgwa auind’' uaz Soyiing agvleSu’
Nattapol Ounphak! and Thanyathip Khruhayothin?
"M AINgNaEnELen

2University of Phayao, Thailand

Corresponding Author’s Email: nat.mju74@gmail.com

o

URUUMAIL © 9 Tunay 2569; Juudluuneany 10 Wwwnew 2569; SuRsUSUUNAI ; 12 lWEgY 2569
Received 9 March 2026; Revised 10 April 2026; Accepted 12 April 2026

UNANED
cav & awv & A a ¢ o Aaa a |

unAu3dell dinguszasAiiialinseidadenianisnainiidninasenis
aadulagedudvhadundusunislaianiudsvesdungiougesuuunannasy
wadnlatludssinelne Wnefnwiunumvesinulugaued Anuduiuswuunisley
a ) 1Y v v Y] P ¥ a
Wea n13UsIngamedian n1sliuiile danuiivanteanun anulinngda waznisil
\ | % av 9 v ~ Aada v a a 2 v Y A A
drusivegnal MATeildsadsuvisiTelaliinu lneiiiudeyaannduilaaiiiag

Surnuazdoduavadunduuednlad 91uu 385 au tnglduuuasuniuuing

Citation
* algna Quﬁﬂé ez Seyfing aguledu. (2569). Pedusnumsnanaiiiavsnarensinaulageaudvanundy sty
nslavlarduiswesdurgiouwesuumadnlafluysemalne. Nsasduaiuasianinnsadiln,
4(3), 1438-1456.
Nattapol Ounphak and Thanyathip Khruhayothin. Influential Marketing Factors On Purchase Decision Of
Fast Fashion Products Through Influencer Live Streaming On Facebook In Thailand.
Modern Academic Development and Promotion Journal, 4(3), 1438-1456.;

DOI: https://doi.org/10.
https://so012 tci-thaijo.org/index.php/MADPIADP,



https://doi.org/10.14456/madpiadp.2024.1
https://so12.tci-thaijo.org/index.php/MADPIADP/

MIasduasukarinuInNsadeln U1 4 atuil 3 (wquaiau-Tguieu 2569) | 1439

AuuszunuAn 5 SERU LLaf;Lﬂiwzﬁ%’a;ﬂaﬁaaaﬁaL%aW'ﬁimm A5IATIZNDIPUTENDU
WBPUTY WAENNTIATIZINULAAFUNTTIATIAS
a o 1 1 (Y] 1 ] 1 a % =1

HANT33IT8 WU ngudlegvdulngidunende Sosaz 63.38 wazdang
33N 18-25 U Fovay 81.56 neiinginssudsdeduaniulafaniuiiaaie 1-2 A3
fadUnY Sy 83.12 Nan15IATIEMluAaaNN1stATIas 19Ul Aanuliingla nng
Wutila waganuduiusuuumsludsaiidnsnaidauindanisidiusiuvegna

A a0 | Y aAa a | v a g a v ¢ <

Yuen1silduTmvesgnAnddnsnalaunssiensinauladedunvhadunduriunis
laflansudsvesdungiouwes nan153dediauanusiuInisdmsugusenaunsuas
tnnsaaalunisimuinagnsnisnainiudungeueesuaznislafansuils Wioasng
aulinde wunsddiuswvewuilaa wazduasunisanduladolunainiad
L

o w

AdnAny: adudy, MInainrudungleues, nistaflaniuile, nsiidiusiuves

v

anAn, Msindulade

Abstract

This research aims to analyze the marketing factors influencing
consumers’ purchase decisions of fast fashion products through influencer live
streaming on Facebook Live in Thailand. The study focuses on the roles of Ideal
Self, Parasocial Relationship, Social Presence, Persuasion, Extended Self, Trust,
and Customer Engagement. A quantitative research approach was employed,
with data collected from 385 consumers who had experience watching and
purchasing fast fashion products via Facebook Live. A structured questionnaire
using a five-point Likert scale was utilized, and the data were analyzed using
descriptive statistics, Confirmatory Factor Analysis (CFA), and Structural Equation
Modeling (SEM).

The findings indicate that the majority of respondents were female
(63.38%) and aged between 18-25 years (81.56%). Most participants reported

purchasing products through live streaming approximately 1-2 times per week
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(83.12%). The results of the structural equation modeling reveal that Trust,
Persuasion, and Parasocial Relationship have positive effects on Customer
Engagement, while Customer Engagement has a direct effect on consumers’
purchase decisions of fast fashion products through influencer live streaming. The
findings provide practical implications for entrepreneurs and marketers in
developing influencer marketing and live streaming strategies to enhance
consumer trust, increase customer engagement, and promote purchase decisions
in the fast fashion market.

Keywords: Fast Fashion, Influencer Marketing, Live Streaming, Customer

Engagement, Purchase Decision
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