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ABSTRACT

This research aimed to (1) investigate the factors influencing purchasing behavior and
purchase intention toward snack and bakery products owned by celebrities by comparing fanclub
and general consumers, and (2) analyze the relationships among the factors influencing purchasing
behavior toward celebrity-owned and celebrity-endorsed brands. The sample consisted of 400
Thai consumers, divided into 200 fans and 200 general consumers. Data were collected using a
questionnaire and analyzed through descriptive statistics and multiple regression analysis.

The results revealed four key factors influencing consumer purchasing behavior: (1)
Awareness and Attention, (2) Credibility and Brand Image, (3) Attitude toward the Product, and
(4) Emotional and Emotional Connection. The overall model was statistically significant (R =
0.880, R2=0.775, F = 340.44, Sig. < 0.000), indicating that the four independent variables
explained 77.5% of the variance in consumer purchasing behavior. Among these factors,
Emotional and Emotional Connection had the strongest influence, followed by Awareness and
Attention, Credibility and Brand Image, and Attitude toward the Product. Moreover, the fan group
demonstrated significantly higher purchasing behavior and purchase intention than general
consumers, confirming that emotional attachment and celebrity image play a vital role in

influencing purchase decisions in the snack and bakery market.

Keywords: Celebrity-owned brand, Fan club, Consumer
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