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Abstract

This study investigates how marketing communicators (influencers) on
TikTok shape consumers’ purchase intention, drawing on the Elaboration Likelihood
Model (ELM) and the Theory of Planned Behavior (TPB). Six attributes were
examined—expertise, trustworthiness, attractiveness, similarity to consumers,
interactivity, and presentation quality. A cross-sectional online survey (Google Form)
employed convenience sampling of Thai TikTok users aged 18 and above who follow
influencer content. The sample size (n = 400) was determined using Taro Yamane’s
formula (95% confidence, 5% margin of error). The instrument used a 5-point Likert
scale, passed content validity review (IOC), and was pilot-tested for reliability. Data were
collected during September—October 2025. The respondents were mainly female (84%),
aged 25-35 (58.5%), used TikTok daily (70.3%), and spent 30—60 minutes per day on
the platform (42.8%). Multiple regression revealed that the six attributes jointly
explained 62.5% of the variance in purchase intention (p <.001). Attractiveness was the
strongest predictor (B = .313), followed by trustworthiness (B = .211) and perceived
similarity (B =.189). The findings suggest that influencers who are attractive, credible,
and relatable can effectively stimulate purchase intention on TikTok. Practically, brands
should prioritize influencer—audience fit, produce credible content, and foster interaction

to convert viewers into buyers in social commerce.
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