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Effects of attitude toward advertisement as mediator of celebrity endorser components

and purchase intention

£

Montree Piriyakul " Arin Na Ranong -

Abstract
The objective of this study is to explore the mediation effects of attitude toward advertisement in transmitting
influences of source attributes; trustworthiness, expertise and attractiveness, to purchase intention. The study was SEM
analysis with and without attitude toward advertisement in the models. Data were collected from 700 Toyota clients in

Bangkok.

The findings revealed that attitude toward adver-tisement was partially mediated trustworthiness and

expertise to purchase intention while attractiveness was fully mediated.
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'y . 'S A o 4 ¢ o
2. mmuﬂnn‘l% (trustworthiness) ‘ﬂ'J']?JHWUl')'J'NGli] o 53@Um93ﬂ3111l%911u1u@3ﬁ15
A Yo a @ Jd I A L 3’1 (=) Aa a A o . A
W30 UsoINannm 1uauie @Sy lilioad 95919 (honesty) Fodnd (integrity) 1%
. - 2 ) g o o '
(believability) nagasale (Erogan, 1999; Ohanian, 1990) Wuladenanveaniiviilinnelaves

Y o a o ¢ A Yo Yo VoA Y k2 A ] =) = A U
AUUSUIRaANUN Luﬁﬁiﬂ’dﬁUlﬂﬁ‘lJ’dﬁfﬂWﬂlLWaﬂ‘I/]Ul’J’JNGli]U],ﬂ NITADAITYDNUNAALNITIEDDINNT

9
Y

[ @ " < J 1 o a
uunlf'%}'iﬂﬂTi'i‘lJ'i@\?@Eﬂ\ﬂl"\l\ulﬁ\? UASTINAADNAUAA

= = Y [ a 9

iiosninanui 1inalvesdSusesndndudl Tarunerdesduyadnninueed5uses

B} U

4

a [ Jd o = = Yo a [ Ao a Y A o a [ J [
Haadwal Wnnsaaleluaengsusesnaadua alyaananlndifesiurdadusiu1Suses
a [} o 4 ] [ a ]
paanma T Tanan oad1ennui 1391y 19 udus 1o (Ohanian, 1990) ns1zanuii 13l
Yo a 1Y 4 =2 [] 9 a [ 9 a K Y Yo
YoIRTUTRINANN AN azrInenInuit 1 lvesndasuailidae vate q ginalddSuses

A o oAny Y o A o ¢ A sy g Yy as A a o o a A A
Wﬁ@ﬂm“ﬂﬂul'l'nqgléﬂ"lﬂll’]ﬁ‘]Jﬁ'E)\?Naﬁﬂmcﬂ LW@IHNH’I'JG],ﬁQ‘UiTﬂﬂcﬁﬂﬂaﬂﬂmeﬂ YINITNIDNTITUAN

e

S 9 v a Y A o Aa Y 1 Yo

F
(Goldsmith et al., 2000) N3l Yoyavosmdumnguuziidudnjsdsgdsvas doalinsnnuiiay

U U a

v ' ]

A

1 a k) 1 Yo Y aa 1A A [ =) a é’ Yo (=)
AUANVIITUAUNNITUTT YoyanNANNUNTIN0TLAVFIEUUTZANTNIWINUYU Lll’f]@'i“ﬂfﬂiulllll

U a

9 v oA a

T 9 Y
anufuazszaumssinmetoau@uANTY (Dholakia and Sternthal, 1977) Mrotvgiianu liliond

e

a A v J v A a =K A Ao 9 Y 1 You 1
Anwasela andedadanuiuge nazeslevsiluaeiminmsaaradesweuliundsuasivaiil
mszazansnlasunasiauna 1dun (Goldsmith et al., 2000) A1 1319lvansnda'la
#8399 14 (dependable) ANNAFBTAE (honesty) ANMIFODD'1A (reliable) A21U3419 (sincere)
ANUYIIA 19 (trustworthy)

3. ANABEINIRY (expertise) ANUFOIMYRMIZAIUVDIYAAA No1vReToITUNAAN BN

g Y ) o Y Ad FR) ' A o Y 9 a 9
Tagas suudigmiwihmihndudaedns deuszausnsudunugnaes vesdoyaauaas/
Wiouins Idedaminminnazlinigra (Hovland et al., 1953) 94AU5YNOUUDIAMUTIIFIQYVDI
Yo a o J < F Jd o Yo a o P YA A A
Asusoawdanmal omtuanud dssaumsal invedsusoanandaunniugnianusedwy

u

= o 2 Yo

Wawsaldngugnduthwinesui 18 luaeidsuseswaaduaiiinaue (Hovland et al., 1953;
Ohanian, 1990) 1N31zA1WF luANUFe 1wV Idasas anuneldesiunssonanduaig

=< 9 a

(Ohanian, 1990) TasauwFerwigyaz llad1anisszandadoyadudr deihlduinniiyanand

A = 1 1= d' d' [ vy =

Fo1Fo9ua 11i3n1 T899 (Schumann and Thompson,1988) A MITEIF YD 1TA AR08 115 T
j .

Uszaun15al (experienced) HAMWIFEITY (expert) HANWATINAIA 5815 (knowledgeable)

AuEUIAMINZ AN (qualify) NN (skill)
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4. ﬂ]1uﬂﬁﬂﬂ1§) (attractiveness) ﬂ?quﬂﬂﬂﬂiﬂlﬂuﬁﬂlﬁﬂ ﬂﬂigwﬂﬂfﬂﬂﬁusli]‘uﬂﬂﬁjfiua'ﬁ
A o Y, = VoA ' LA o+ = 3 A A
Lll'f]u1%11%1”1%3&!’]@’]%“%’]8'&\1?131%633/14@9 UIAUN 3‘]J'§1\1ﬂ 1 7INNY ﬂﬂﬂﬂ‘ﬂ’]ﬂlWﬁ Lﬂu/ﬁ\iﬂ

v ' 4

Llﬁﬂ\i@ﬂﬂﬁﬂﬂj’luﬂé}']ﬂﬂﬁﬂuﬂaﬂﬂ']w llagﬂﬁ']ll"]f@‘ﬂﬁc‘lﬁﬂﬁuﬁﬂﬂl@ﬂé}%ﬂﬁ'ﬁ ﬁﬂﬁ%gﬂﬁiﬁ}lﬂﬂmﬁuﬂﬂ

1 a [ 4 A A @ a 421 ' Y a 3’4 dy A
NNUINADAANNUN llaglwuﬂ'ﬁlﬂaﬂullﬂaﬂﬂﬁuﬂﬁﬂ’]ﬂﬂ’)ﬂﬂlu lla$ﬂ@iﬁlﬂﬂﬂ?’]uﬂﬂiiﬂ%aiuﬂq{ﬂ

[ a 1Y 4 =\ a A Y [ 1 9 = 9 o

fnﬁﬁ‘ﬂiﬂﬂwaﬂﬂmm%guﬂigﬁﬂﬁﬂ'lwqq ﬂ@ﬂ@']ﬁflﬂ’naJu1133131%!1a$ﬂ31ﬂﬂ\1ﬂﬂsliﬂ"llf)\iﬁllugu1
a v Y v o 4 . o 4 A
aUA Ulﬂl,lﬂ LWE T UIRN llaggﬂﬁﬂymﬂ']ﬂu@ﬂ (Baker and Churchill, 1977) Eﬂaﬂﬂmﬂ']ﬂu@ﬂﬂ

v 3
degaly aunsasoas uadumsszandnndud uazdudsulddus Tnaasladedudr i ld

a

@ a ¥ { v o Jdo 1 A @ {
ﬂﬁuﬂmgaxmmm%%ﬁuwuﬁﬂumﬂﬁu %Hﬁ?lﬂiﬂﬂ/‘mfﬂ§§$§ﬂﬁﬂ‘{ljﬂﬂ’nu Llﬂgﬁ%}WQﬂﬁuﬂﬁﬁﬂ

)

AonIIaUM (Kahle and Homer, 1985) mmﬁmﬂhmﬁﬂﬂﬁmﬂ AUNANY (elegance) ANNUTLAL
=2 = 14 . 1
(classy) ANUANAANNINA (sexy) ANVUAUN (attractive) ANNTIY/1IAD
ZIJ X . . A = Y éi’ a Y A I ¥
5. mmm%ma (purchase intention) AD LLNHﬂ']ﬁVI’J'Nll’l’l']ﬂ%WfJ']fJ']iJ“]f’ﬂﬁuﬂ']/ﬂﬁﬂ']ﬁclﬁllﬂ
- A ' 2 < A S ¥ yq X 2 v
L‘lJu@'lﬂ'liVlﬁu@ﬂﬁ@Uﬁ@ﬂ'liI‘N‘Hiu'l GIN@'lﬂl‘ljllﬂ'l\iﬂ’lﬂﬂi@ﬂ'lﬂﬁﬂﬂqﬂ mmm%%mzﬂﬂmu

@ g’.f P dy = o 9 1 a o Jd a dy Y
szaUnMuAtlaniede Finmsaaadusaldmanziumn Naﬂﬂm@ﬂ/ﬂiﬂ'ﬁﬂggﬂcﬁﬂ"lﬂﬂ']ﬂuﬂﬂ

Y Y
v A o U

k4 H v ] 9 ~ ¥ o
esla mxiannuasladevzuaaiseaunaanau elaasdeszaunuaslanez ioe ’Eﬂﬁ]’)ﬂ@a]}’lﬂ

A v 9 o

yq & oYY < 4 X L A
5202113 07AA015ual A21WA 9001970 Tdaas AuAlaNIzde (willingness) 9AUNNDE
4 1 9
%0 (intention) U1 IRHOUMIAUFOAW (recommendation) AUWIN1IET (seek) nAADILY (try)
. = 9 o A I 9 o a o 7 ' = =) 1
Fink et al. (2012) An¥1m3 IinAwniluguuzihmdadust wun Uszanim lilinase
I 9
anuinyeiolusdadual uanmanyslinfndnaienmanyaindadual aaiu ms Tuvanlag
A g v A = I v A 2 3 ¥ vy ' v I Y = =
yanaMduiindmas erudluiindmludszianimlan’]d lideuauasn’ld vorfigadinaw
' v o A @ a o A o 3 a @ Y
APAAADA (match-up, congruence) 5EHANAINAMAUNAASUNNTVTDINAIWARADNT T UTOINIAY
ANNdeANdoItazdInagnIuaelade uonInil Ahmed et al. (2012); Ilicic and Webster (2011)

' { [ a o o pRppr Aa ' =
wu M3 Tuwaniiimssuseswdannus Ineyanaiiseides Ainnuirlinddwazinnudgaly

v
d‘dd‘ = Y

traFeninaenualagevesfus Ina Tasmmzminyananiseidesiuiinnuaeandesiy
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ARRANUNNTUIDN
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a o [} o 4 < a ao a
AN ITNUNIUIUIY ::3 fJ“L!111Tﬁ\u‘ﬂ518Wﬁ%?\ilﬂ‘lxlﬂiﬂﬂuu’)ﬂﬂﬂ'liﬂi]ﬂ Llﬂ$l{lﬁ}ﬁu3\4€°’lj§1u

Y

a o v A
N13398 AU

Aftitude toward
advertisement

B47BT 20
BS*BT £ 0
B6*BT £ 0

Expertise

Purchase intention

Aftractiveness

M 2 NTOUUUINNINAANUINY

v
a awv 1 A A 1T a A I ° o aw
ﬁ’iJiﬁljj”luﬂ”li’Jﬁ]ﬂﬂﬂ‘l‘iJu 138NN ’EWITJWﬂ‘VINéjﬂiJ (indirect effect) WumaouvesmnImIvY

v
aaA

1w I o A J a a @ ]

Tiruaantiae Tavan Wudweiudad unieneadninavesdudls aungie anwin13elalsd
A = (K v A g’/ dy A ()

ANTNLBYIVITY memmmm%gmuﬂi NAONTAD ﬂ??ﬂﬂﬁi%%ﬂﬁiﬂqﬂ DINAVDINITNATDUY

a A A o @ ) A o aw @ A A
i’]Tl‘ﬁW'dTIN’E;lﬂiJLf‘STIHTINGlﬂiJHEJﬁ']ﬂﬂJ Llﬁﬂ\i'lﬂﬁ'JLL‘]J?ﬂ‘l!ﬂﬁNﬁ1ﬂJ‘ﬂﬂ1ﬁuﬂll'ﬁuﬂ§ﬂ‘]Jﬂ1§'JﬂfJ Auaan
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e

MINATOUBNENANWBoUTIOFUNI YsIngAll
= @ ada < v A a a ]
H,: B.B.# 0 fle vinunaniiae Tawaniutsenunalsioieneadnsnaveannui
TAalaganuaslade
@ ada I v o A a A
H,: B;B.7#0 e virunaniae Tavauniutadoaunareiinieneadninaveininu
d‘ 1 ZI ds‘
eI gANUAIlade
A 1 ada < v & A a A =
H,:3,B.# 0 e isrunaniiae Tavanuilvdsaunarsnaieneadninavesnnuaga
laganuaslie
1A A 9 a A F) 1Y Y a A a 1 Y vy
ADNTWANBON HAZMINATOUINTNANIIG0N §alFoTuaiuANINaUN1doN]A

! ]
v A o 2 2 [

a 9 a2 9
UANUTIAYNG R ﬁ1ﬂmi@ﬂﬁﬂﬂﬁuﬂu1ﬂ@ﬂﬂﬁﬂ

9 q bJ

i 7 aifudl 13 nsngiau — Fuiaw 2560



=

a G \ U a 8 a . o A
4 2 NINIIPINIUAIDUVIUUNAADHINTINING QY VNN NIALYIHO

GNRU  Journal of Graduate Studies in Northern Rajabhat Universities =

adA o a a v
IS uHUMIITY
Uszrminsuazngudiony

Usgrnsifivine de gidunldusns igud fmﬂﬁiaﬁﬁ Tuwangunnumiuag

a

9
N.F. 2558 fﬂ‘iﬁiJGl’Jﬁ]EJNI“HLLNHﬂTiﬁiJGI’JE]EJNLHJU“HL!J’UJ 2 "’UHG‘IE)H (stratified two-stage sampling

QU
Y

=
JU

De

scheme)

ui 1 wmﬂmmwuﬂ 1 (primary sampling unit) ﬂf) AUY fmsslul,wm'gqmwumum

LY

2ee

k4
g 2 ] 1 ' 1 1 =3 { 1

o v S v (Y d a
Sausaau 96 uvisnsznwseglumadien Auiailu 6 nquanuiigudiediaguinims TnTed

A A %‘J @ ]

VIMNNNLUANUNL UAIDYNIIUIU 20 grus]‘u?ms

¥ v
v A

' 9 2 { . . J o 1 d Aa
YuUN 2 U9 d15299UN 2 (secondary sampling unit) i:fiJGl?Jf]ElNgﬂﬁjﬁl@Qf‘{uEl‘Uiﬂﬁ

~ I o [l 1 1Y) ] I o [l g’; ny % [
Ngnidemiluae819um 9 1 (equal allocation) W48 35 AU 5IMTUAIDENNITL 700 AIDE1

TIUIUAIDI MM UAINNYNITIIHUAYUIAAIDE199819419 (rule of thumb) AID YUIA
o 1y 'Y ' ' o 9 Aq ¥
19819904 Tiilpen11 20 eIt Iudea N 149

insa el um e

astanlgaauaininnuradaid o 149U 48 99 NAN1IATINABUANNNLIATIAY

A A Yo q A D) A A a2 A o

anureio I 1ianaunio 23 90 azieas Ao UAMANAT 0D IINHAMI AATIZHA WD
aums Iasaasa TaensnasufenNUNeIns UTANToU ANUNIINTATITUALAZAT CR I 1H

USuaamaotoniu 18 1o

v
adad

PIATIANIINUNAUAANTAD TNy u19aLaau191n Bruner and Kumar (2000), Veer,

v v
= =)

Becirovic and Martin (2010) i3 Saifersunaamivesyanaiiiveides ihnmssusemansusl

Uszneudas fefmauduanmserrg Auanu 13l uasduanuiegale fisedaulas
11910 Amos ct al. (2008), Roozen (2009), Ohanian (1990) 115 SaiReafuanuaslage dautan
910 Choi and Rifon (2012)

WanN1IaIIve auammwm‘%mﬁaﬁ"m corrected item-total correlation (L8Z Average Variance
Extracted (AVE =i {21 )\iz ), Cronbach’s alpha tia¥ Composite Reliability (CR) WU corrected item-
total correlation HA13511319 0.685 §3 0.973 gandunaaidus 0.20 TAIAVE 521719 0.704-0.892

1 P 1 4 { a g 1
FINIUNUNVUAT 0.50 (Henseler et al., 2009) LLETAI 1A39910NANWNIIATUTUNLDU NINVIN

v
[

f VAVE 3Jﬂ1ﬁ'\‘lﬂ’ﬂﬁ“riﬁ3J‘W‘L!TJi naasudandu W‘L! U LLﬁﬂ\i’NJJW]i’JﬂiJﬂ’JHJWIENG]ﬁ\1

o A

(F99UN CR agiuf’mq 0.922 ‘EN 0.945 ’Q'T\iﬂ’J'll,ﬂﬂ!"Vl"llqu 9 0.60 Lm%ﬁﬁ)ﬂﬂﬁjﬂﬁﬁ/ﬂ Cronbach’s alpha
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v v 9 v
NiiA19g351319 0.818 D3 0.927 FagInIUNUHRVUAI 0.60(Henseler et al., 2009) LLTAIIINIAT IR
~ A A Y]
Ianueno 19
a sa A ) < a 1 a A A 4 g
ATLUIUNITUATILHONTWAN WD oM UNITUATILHIuA e TlAmsAuna19T U
o a QJ 9 A A 1Y A J & A = P . 1
duilszansidunialiaiganinuie 1 §10A1g9071 0.20 FaD013AIG (Chin, 1998) HAAII
A A o I a A = @ ll ) 9 A ' @ o
Fanasdorzduese Ao ondidiveuivedadiad aiwanuyonloeseninaulsaungny
@ v d Y 3‘.1 R o w < 1 @ 3‘,1 Y a Ia A
gulspadnser 1Y mmiudahdulsaunaramsn llserunedmlsniaes udrnszvionsna
9 1 a Aa 9 a2 o o % aa A [ % a Aoa
meden mnwu ansnanieden lilsdngymeana feo vousy H: BB~ 0) nazdulsz@ns
= < T W g R ) < A v o w @
duna ianaaauiu o weasi dwalsiulidudunlsaunan Sillved iy @o sousun: B, #0)
o a £ g9 < " w ¥ g o & @
wazduilszansidunivanas anaudu o uaaad dawlsuidludanlsaunarsauysal
A v o @ [ Y a Q( [ ] I
(full mediation) S13i1fed 1Aty (Ao vous H: B3, 7 0) vazdulsz@nsidumsanaa liaaauilu o
T W y g @ < ' A o < i a
naraa@ud s uaudsAUA19D198IU (partial mediation) t1az 8193 ALUTAUNAI1DUD N
(Uuss W3BzNa, 2558)
a Jdy
MyAINTIZHYeNA
aa 1 @ 1 AR I a @ U Y o = a 1
anans s ngualedeananyuurmetaz nysludadinlnanesnu Tastivgaunnii
< I I~ [} = 1 1 I 1 =3
anties fooay 90 11udloglusae 20-49 I ngulugjaziilungueng 20-29 1 dszumiooas 40
danaufe nquelg 30-39 1 Uszmmdesas 36 dauluginsAnuiszauilSyaias Gooas 62)
9 Y v
U 9 1 @ A v A I Y]
fswnguasnseyls yan deszablSyan In sglinsdullszinudesay 88 iuminnumawenyu
Hazo1INDATE (MBNNUI 1w 1danmslszneumsnlulddwdon) srudulszunaiosay 82

a2 9

< 1y o A A ad g ) a v =
NIDYUAT 8 !‘]J'L!‘W'L!ﬂﬂuﬂWﬂﬁﬂ DIFNOUNIANUDY IDYAS 85 Ni]ﬂulﬂ 10,000-50,000 U0 ’Elﬂ‘]_l'iﬁﬂﬂ!

oy 6 11510187971 50,000 UM

o

Han15 AT 1T WA s Wu Tisunde A1 S.D. nagA1 CV veeda¥iannda iaieglu

o

32AUY U3 ngaIn1sen 1

MmN 1 ARy Mdnudouuumnai g tazmaulszansanurunlsuesniyia lugaunlsusds

aalsusda ANl SD (A%
anusin3nala 3.81 0.95 025
mm@mﬁmiy, 3.84 0.92 0.24
ANuAsgaly 407 0.84 021
auaalaie 3.94 0.82 021
Virunafitiae Taman 3.96 0.1 0.20
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a 7Y A = o ! v ¥ XA a o ¢ RPN
HamsuasIzHveyatiefnyIdmlsurs wu Tudmanuailaenanduy (luniine
2 v v Y a ~ g & A = Vo = ' '
508U laTea1) WU gU3 Inalanuadlagege (WAURAEMIAY 3.94 Haanod 1uyI9 3.51-4.50

Aa w2 ' g A 1 9 A ° ' A ' A1 o Y o a
1/]1%%31@@6],14"1114@&) Llaguﬂj’luﬁ\ji%ﬁﬁQﬂu (CV U1 0.21 91N7310.30 NLLaANI1 SD 3Jﬂ1m) ATUNAUNA

A A g v o T Y a A o Aada ' A 1w ~
ﬂNﬁ@ImHm1ﬂLﬂUﬂﬂfﬂﬂﬂUﬂﬁ1ﬂ NWUIN ﬁﬂiiﬂﬂﬂﬂﬁUﬂ@ﬂﬂﬂ’ﬂIm‘qu (MRAYNINY 3.96) LAZ

[

a k) v = 1w J J 9 a @ 4 " Y A <3 1
ANUAAAATY ] DU (CV UAUNIND 0.21) ﬁﬁuﬂﬂﬂﬂigﬂﬁﬂﬂlﬁﬂﬁ UIDIRANNUN WU Qﬂiiﬂﬂmu’ﬂ

'
o o <

I A Ax [ gl 9 =l [} [}
Lﬂuﬁﬂﬂuﬂ’l’luﬁ’lﬂﬂlﬂu’lﬂlmgLWUﬁiﬂﬂUVN 31U (CV llﬂ']f]gclu"]fﬂﬂ 0.21-0.25)

a dia A Y
HWNaN13IAUAIITHIONTNaANIOON

v

A g v <
HANIS AATIZHAWLUAUMS IATIHT 1 ‘]J'ﬂﬂ{]ﬂﬂu

Trustiorthiness. \
0.235

(5.605)

Purchase
Expertise (ggsg} intention
' RZ=0.592
0.267
(7.045)

Attractiveness

MNA 3 MIVATIZHONTHAN AT

Attitude toward
advertisement

TrusiWorthiness

0.132 (6.092)
0216 (2046)
5,881)

Purchase
intention
R?=0.396

Aftractiveness
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1 A A 13 s 9 v A " o a £ 9 1 dy 2
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a I a = @ A 9 A A U 1 a A v &

919guAUANNINITI e1auTatsesgmsiudad waenTee o dedodansnavefadens 3
J ¥ g Y a
ganuaslageuedusInn

a

a Jd v 4 v @ $ 1
2. HAMIAATIZHAMLUAUMS 1AT38519 e launsnifadeviuad Niaens Tawan 'l

' o v o v T a A 1 {
‘iZ'I/i'JNG]’Jllﬂiﬁ%ﬁ@ﬂﬂﬁﬁlﬁjiwﬁﬁWﬁ WUN E)‘Vl‘ﬁWa“VlNﬁiﬂﬂlENﬂ’ﬂiJu]Ul%}'JNsl‘ﬂ mm@msmmuuaz

]
I v

= Yo a @ A gl’ dy ci’
ﬂ’J'llIﬂ\iﬂﬂGli]sU’ﬂﬂQi‘Ui’ENNﬁﬁﬂmcﬂV]Nﬁﬁ)ﬂ’ﬂllﬁ\ﬂ%%@ﬁﬂﬁ\uﬂﬂ NU

Y a a 9 1 ] 9 1Y) g’l dy I
ﬂ’]ﬁiJﬂigﬁVl‘ﬁLﬁuw']\ﬁ3%’3’]\3?]’3’]“1!’]1')’3’]\1%] ﬂUﬂ’J’]iJﬂ\?GlﬂG]fﬂaﬂaﬂﬂ']ﬂ 0.235 11l 0.132

v o w

anavlszunuiovay 44 dansihisdAaymaeana

T o a a 1 A @ 7 f I
ﬂWﬁﬂJ‘llﬁgﬁTlﬁl&‘uﬂ135$ﬁ31ﬂﬂ31ﬂl%ﬂjsﬁ1m~ ﬂUﬂ'J']iJ@l\iclﬂ‘%ﬂaﬂa\iﬂ']ﬂ 0.403 131 0.258

o v

anavlszmnmievay 36 dansihiodAymaeaa

" o a a 9 U =® [ g’/ dy I
fnﬁll‘lli3fﬁ’l‘ﬁlﬁuﬂ’m531’7'31\1?]'11“@\3%@‘1% nunuaclaFeanadnin 0.267 11u 0.024

9w aa

anavlszmnmievas 91 ua hithivddynieana

a

@

Y3 1 Y A = Yo a
!Lﬁﬂ\flﬂlﬂu'J’]ﬂ')’]?Ju’]U];’J’J'NGlﬂ AITULBEIVIRY l!agﬂ'nuﬂ\iﬂﬂhl%su@ﬂﬂjﬂiﬂﬁwﬁﬁﬂmm

v
adaAd

aAa A 1 ] - a 1 a a A4 ' dy <
N@ﬂ‘ﬁWﬂﬁ@ﬂ’ﬂNﬁ\ﬂﬂéﬁ@ﬂi\‘]ﬁ"liJ’Jiimﬂiiullﬁqx‘llﬂUﬂ’ﬂNﬂi\‘] Mhguiithuns e inaunanine

v ! 9 9 k3
[ J [

I o Y A L A Aa @ 7 A
Tt uladeauna19ri11iINg 1wnea (transmit) dNFTWAVITIAUHAN 3 gANUAI %0

u

1]
o A

1 A Ay Y A g A @ o A Y A Yo a
HUANN W NALULINF UMY UAIT T oURLEAY LULINFUAHIUETD W5 UE159E NI

u u

[ a @ a o 14 ' < ] A
mmizuazuﬂaﬂmwmmﬁ’immwamm«w pg191100 3 Usziau Ao anwi1 13ele anueargy

u

@ @

Y I 1

nazanuasgals udneaniuiaunan fige Tawaniiy 1niusSedanansy muammm%«m
4 A
INV Uwagaun

3. MINATOUINTNANNDON AMNITUBINTZ IABFUAIDE19% (resampling) unldau
o ° ~ A ° A 0 A AX o '
U 1,000 g0 (1uTee Ao 1,000 @ S1uIUAUUI AB 5,000 A) TUNL n AU 700 11

1 % 1 = 9 ] %‘ é (= 1A g‘; Y Y 1 a 4

msguarednuy laduen lamisesa ludeonda mimiulddeyaudazgalinizimsonnoy Tag

9 % % a % ) [ Y1 v a QJ Y
°lmzumuﬂmm alsoase uazawlsaunai wamiiu%zhlﬂmauﬂizammumq AGBRIRIGE

i 7 aifudl 13 nsngiau — Fuiaw 2560



=
>

a G \ U a 8 a . o A
4 NINIIPINIUAIDUVIUUNAADHINTINING QY VNN NIALYIHO

GNRU  Journal of Graduate Studies in Northern Rajabhat Universities =

9 @

a v ] ]
ﬁuﬂizﬁmmﬁ’umqmm%’umq'ﬁmn’g walsAuna1g tazeenInALlsAUNaIN LazAIAY
1 [l Y
AAAAAOULIATIIU (standard error, se) D819 1,000 A1 UAFuHUMILUD lauuurils ade Tl

Rys ¢ ¥ =~ A
(Gluﬂuu,’dmm 2 LUy AA1T NN 2) AD

Do,

2 9

uuuA 1 sundsnagudulszansidumaazaunasues se tdrmuIumaana tuaz

ow9)| Ao

mazautsdiAgt [¢>2.00 uaaaniisdiyNszal 0.05

]

{ Y 1w

uuuil 2 Minaguvesdulss Andidume amdumsiiigdaunlsdunars uazesnan
fnalsAunaress i 1,000 a1 113 ssdrduananieslimaimn Wi sueRIna
2 AN Percentile 2.5 H19 Percentile 97.5 AsoUAqN 0101 13150 'l1i d1aseuAgu 019113 Haasn
Hanlin @199 0 a1 szATad IRy 5% (UUeT Waozna, 2558) HANMIUATIZHONT WAN B IUAIY

TaJ5un53 INDIRECT (Preacher and Hayes, 2008) ﬂﬂﬂgﬁﬂﬁ

cs' a Aa Y Ay 1 v 9 [y a axy
M1319N 2 Nﬁﬂ"l‘i‘Vlﬂﬁf]°1JE)1/]‘ﬁWffl1/]'N’E]’E]llﬂﬂﬂﬂﬂ?uﬂ%%ﬂﬂ?u‘lﬂﬁuﬂﬁiﬂﬂ’l‘ﬁ bootstrap

UM 95% CI
- A o 1E SE t
(ﬁN?gﬂ§1u!Wﬂﬂ1§'Ji]ﬂ) LL UL
Trust Worthiness—>Attitude—>Purchase Intention 0.087 0.020  4.346 0.054 0.133
Expertise—>Attitude—>Purchase Intention 0.141  0.032  4.406 0.083 0.209
Attractiveness —> Attitude —> Purchase Intention 0.071 0.017 4.176 0.042 0.107

v
adaAd

A o < o = 4 o 4
1NA15197 2 WuN sieuaaniiae Tuaniludesenduiu NormyouTosdunlsaungng 3

a

9 F4 y Y I v H
Q’ﬂﬁ]ﬂﬂﬁi%%@%i\‘] Nl zieuaulsiruaantiae Tuyanunsnnai igﬁ’JNCﬂ’JLL‘]J'iﬂ'”IL‘Hﬂ

@ @ v JA g dy 1 1w a £ 9 a g ' A
nutlavenaansnenluadladge wu mdulseansidunivanasnnauiuegauin uagiile

v
o a [ 4

naaeisdIAyvesdnTnansAUNaaNyAT e 3 IasumsmivayudiedoyaiFeilsziny

= 1 o v

(»15197 2) fiw WUBNENAMBouNI 3 1&UN1 Trivdriyneada (p <0.01) ugasauaniia

Y o a @ J Y o w 1 Y a b4 g 1A a Yy A 9 a
vosguuzimaanaan winunumday lumsnelmfannuasleye udnesawauiedus Ina

1 v
Y

@ Y o a o Jd Y o g Y S ' v o aga ' @ Y =
i’]JE‘ﬂiiﬂﬂQLLMZMWNﬁ@ﬂm“ﬂLLa’J ﬁ]WLTJ‘lN]EN?JL’JﬁWﬂ@ﬁ?ﬂﬁﬂﬂﬁﬂhﬁ@T%Hﬂﬂ‘HMﬂ@‘H UV INUUN

1 a g g
ﬂ@ﬂlﬂﬂlﬂuﬂ’JﬂJ@\ﬂﬂ“H@

i 7 aifudl 13 nsngiau — Fuiaw 2560



u
4

a G \ U a 8 a . o A
ﬂ NININIPINIUAIDUVIUUNAADHINTINING QY N BHHNIALYIHO

L GNRU Journal of Graduate Studies in Northern Rajabhat Universities

asdrnamsidy

[

YA v A o 1 ' Y =~ = 1 ] [} A
N’J‘Dﬂllﬂ'J'liJﬁ\?ﬁEJ’Nﬂ’J13Ju1U],'J'J'IQGlEU AINLBEIBITY uazmmm@ﬂﬁl%umz"lusl%ﬂ%ﬂmu

U
9

k) Y v [l
MWIZBNTNANNATIROANUAT TFIMIY Kan3Ive TusAadIuniiaaz nguRMUNgANT TN
@ Ada 2 @ < 13 ° L A2 o Ada < ~
nauaaniae lusauiuaiulsaunaly tadiOuuIURInFIImMauaanlae Taya 1w

v AW ' Vo d n o YR @ < (5 <
avenil ﬂ‘Hthﬂ’]iﬁﬂwaﬂﬁgﬂﬂ’gﬂulﬂuﬂﬂﬂ 9 llﬁnlllnlﬂﬁﬂ‘ﬂ']{luaﬂ]&lﬂ!$T@Qﬂ15lﬂu@3llﬂiﬂuﬂa1ﬂ

' ~ Y

nangudalseansnsaign Ia Tedsu I tdeaedo luunuimvesiruaa s liidense i

QU

1 A Y di} a Y a Y o A o ] 9 o a o s %
’J1ﬂ1‘i°l/l@'ﬂﬂ1%3°]i@ﬁuﬂ1/°lj‘iﬂTi“UfNIGIIEJGH NMYHAUYDIUNTIUVIITITIINNHUSUINAANUNUY

9 = % o aa J =3 J j}
TADIUNITNOAIVIINAUAALTYNDUIIAD YYD

v (J

a o A I 3’; 3’; a 4 4 1 @ @
M5ANHUMTIYY 2 VU VUHTNIAUATIZH SEM 1AW lﬁﬂflllﬁlc‘l’)llﬂi’ﬁuﬂﬁ] 33Ny

'
A

% v A 3‘, d" g‘J = a 4 =R an d' [ 9
alsHaans fe ﬂ'J']lIGNl%G]i@ YUN 2 'Jlﬂi'lgﬁliJﬂilVlﬂuﬂﬁ@@ﬂ"ﬁI‘ﬂJHm'] L%aﬂmmmuﬂqmﬂ%

{ J gl’ - @ a Aa a Jd
ANuFeITIY nazanuasgalaganualaie Tudnyuzaninanedousu 3 idunie msinsizd

v
~ 1

o a J £ o a £ g U
Joyao1de 151N Visual PLS #ams Ins 1z uaui 1 wud duidsz@ndidunana 3 Iagann

9 v aa

a o A 1 d g A o ' d’ll '
Lﬂuizswﬂﬁmuﬂumwﬁmuqq (M 3.1) HASHUHITIAYNINTDA ‘]J\i‘]f’Nﬂ’JNJHWUl%}’NQGlﬁ] 31U
Y k4
a A 1 A

1F8237y HazANUAIRA T TENTNAN19ATIAEANNATIIFDITI uAMT 1A IgINn Daitdeden

] o

~ @ ' @ Y o Y A A v ¥ v 9 o ya o a y A
aultavteueeaeouad uaavthiiyon Todadene 2 a2 1mnu HIVYAUUUNTUYUN 2 Tag

unsnsisrunaaniae Taman lulusznianwuir13eds anuderng wazanudsgalatuanuy

a a =

1 - a g ] J "o a £ A

ﬁ\‘]ulﬂélﬁf@ Waﬂ]iﬁlﬂi”ﬁﬁﬂiﬂiﬁuwu’ﬂ mauﬂsza‘nmﬁ’umNmﬂuamwamamaaﬂmm%’aﬂaz 36
o w A 1w Aada I @ )

%Ii’)ﬂﬁg 44 !Lﬂg%lﬂﬂﬁg 91 MUAAU (NIWN 3.2) LEAIN naunaniae lasaasziluandsaunais

V3T

o a

v
AI997NINATIZHONTNAN S oNUDING 3 1dUNIIANUA8T1/51n53 INDIRECT WU

U

dnsnanudonihisddagnadanndunia (m15190 2)

= 9 'y = 2 o An Y a a
WaﬂWﬁﬁﬂE"l'ﬁ?ﬂll@'ﬂ ﬂjjlluqlquhl\jblfﬂ ANULBYIYITY Ll]uﬂﬂﬂﬂﬁWlﬁ@]wmwQﬂwﬁWﬁwWQﬁjq

q

=

uazdninan1esou Ndouriuiauaanliae lavanganualage dauanudsgalalimmzdnina

=

v oy oA Yy A o Aa "y Y A A A 3 v o
NN UNIYAITNIN mm'aﬂ“lmu%ﬁmwummuﬂnn% 'wsmm’nm%wnygﬂuguuzm

'
A ' v v a

A o JY a Yy A ' a g & a v
Waﬁﬂm“ﬂﬁjuﬂﬂﬂmﬂ@]mm’mﬁzsz‘H‘LN INDNDAINAUANNDUISUAIIUA hli]"]ff] ﬁju’ﬂimﬂ’li‘l%

4 J

YA a4 Aa = 4 ¥ o a o Y o 3 ¥ q A "o
Pj,ll"lfﬂLﬁﬂﬂﬂuﬂ??uﬂﬂﬂﬂimﬂu@LL“L!$‘L!1W'ﬁﬁﬂm"ﬂ NWUIN Qﬂﬂ'lﬁ]'llﬂu@]@ﬂGlGHL'JaHW@ﬂ1iﬂEW]’J“UEN

o [

NAUAR HaztaNdNINan1asaganaliedina vasn ldunsndinlsaunaraludy neaaain

q b3

i 7 aifudl 13 nsngiau — Fuiaw 2560



=
>

a G \ U a 8 a . o A
4 NINIIPINIUAIDUVIUUNAADHINTINING QY VNN NIALYIHO

GNRU  Journal of Graduate Studies in Northern Rajabhat Universities i

) = 1 ] @ a 9 = 4 Y a 1% 4 9 A a
o1 lideslinsnedivesrinund msizgnaraeiilszaumsainms Idnaaduaiuuds wiemannu
= Y A o A [ d' =) d' o d' 1
nanoas luds wiee1wdditdedn 9 IniudidusenToeg
a a o J 4 @ o & < o

TuigauToe Wrveswdasusiorndonlddisedesdnvus ladnvuznite Juduuzii
a v J a a 1 3}/ { 3}/ Y a A ]
naadmal ns1zdruliontwadeanuaslagensdu unonsnaswausannuii 13l vazanu
A = 1 1 A [} 9 A I a
Fenngylinigaunn uaaenasmeanuanle lianui 13l sazanudernguniuiiey
J =3 Yy 9 = 1 v W a = 1 =< 9 o =R X 9 @ a
dauanudgalagniidesinainedninundszezyiianou 1513980 e msa¥1erinuaa

A 9 J ] Y 9 =\ A ' R a =
mﬂﬂmaimymﬂamumwm:'lmmem“lsgnmmmmammamiﬂ@mmﬁuﬂmmwmmm

19NEN591909

Ahmed, A., Mir, F. A., & Farooq, O. (2012). Effect of celebrity endorsement on customers buying
behavior: A perspective from Pakistan. Interdisciplinary Journal of Contemporary
Research in Business, 4 (5), 584-592.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision
Process, 50, 179-211.

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between celebrity endorser
effects and advertising effectiveness: A quantitative synthesis of effect size. International
Journal of Advertising, 27(2), 209-234.

Baker, M. J. & Churchill, G. A. (1977). The Impact of Physical Attractive Models on Advertising
Evaluation. Journal of Marketing Research, 14 (November), 538-555.

Bandura, A. (1977). Self-Efficacy: Toward a unifying theory of behavior change. Psychology Review,
84, 191-215.

Brinol, P., Petty, R.E., & Tormala, Z.L. (2004). The self—validation of cognitive responses to
advertisements. Journal of Consumer Research, 30, 559-573.

Bruner, G. C. & Kumar, A. (2000). Web Commercials and Advertising Hierarchy of Effects. Journal of
Advertising Research, 40(1-2), 35-44.

Chin, W. W. (1998). Commentary: Issues and Opinion on Structural Equation Modeling. MIS
Quarterly. (22:1), xii-xiv.

Choi, S. M., & Rifon, N. J. (2012). It is a match: The impact of congruence between celebrity image and

consumer ideal self on endorsement effectiveness, Psychology & Marketing, 29(9), 639-650.

i 7 aifudl 13 nsngiau — Fuiaw 2560



=
>

a G \ U a 8 a . o A
ﬂ NININIPINIUAIDUVIUUNAADHINTINING QY N BHHNIALYIHO

= GNRU Journal of Graduate Studies in Northern Rajabhat Universities

Cohen, J. (1992). A power primer. Psychological Bulletin, 112 (1), 155-159.

Dholakia, R. R. and Sternthal, B. (1977). Highly Credible Sources: Persuasive Facilitators or
Persuasive Liabilities?. The Journal of Consumer Research, 3,223-32.

Erdogan, B.Z. (1999). Celebrity endorsement: A literature review. Journal of Marketing Management,
14,291-314.

Fishbein, M. & Ajzen, 1. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory
and Research. Addison-Wesley, Reading, MA.

Fink, J. S., Parker, H. M., Cunningham, G. B., & Cuneen, J. (2012). Female athlete endorsers:
Determinants of effectiveness. Sport Management Review, 15(1), 13-22.

Fu, J. R.. (n.d.). Visual PLS. Retrieved Dec. 13, 2015, from http://www2.kuas.edu.tw/prof/fred/vpls/.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The Impact of Corporate Credibility and
Celebrity Credibility on Consumer Reaction to Advertisements and Brands. Journal of
Advertising, 29(3), 43.

Henseler, J., Ringle, C. M. and Sinkovics, R. R. (2009). The use of partial least squares path modeling
in international marketing, in Rudolf R. Sinkovics. Pervez N. Ghauri (ed.). New Challenges to
International Marketing, 20, 277-319.

Hovland, C. 1., Janis, I. L. & Kelley, H. H. (1953). Communication and persuasion. New Haven,

CT: Yale University Press.

Tlicic, J. & Webster, C. M. (2011). Effects of multiple endorsements and consumercelebrity attachment on
attitude and purchase intention. Australasian Marketing Journal, 19 (4), 230-237.

Kahle, L., and Homer, P., (1985). Physical Attractiveness of the Celebrity Endorser. Journal of
Consumer Research, March, 954-961.

Kamins, M. & K. Gupta (1994). Congruence between Spokesperson and Product Type: A Match Up
Hypothesis Perspective. Psychology and Marketing, 11 (6), 569-86.

Limbu, Y. B., Huhmann, B. A., Peterson, R. T. (2012). An examination of humor and endorser effects
on consumers' responses to direct-to-consumer advertising: The moderating role of product

involvement. International Journal of Pharmaceutical and Healthcare Marketing, 6(1), 23-38.

]
@ A

i 7 aifudl 13 nsngiau — Fuiaw 2560


http://www2.kuas.edu.tw/prof/fred/vpls/
http://www.emeraldinsight.com/author/Limbu%2C+Yam+B
http://www.emeraldinsight.com/author/Huhmann%2C+Bruce+A
http://www.emeraldinsight.com/author/Peterson%2C+Robin+T

=
>

a G \ U a 8 a . o A
4 NINIIPINIUAIDUVIUUNAADHINTINING QY VNN NIALYIHO

GNRU  Journal of Graduate Studies in Northern Rajabhat Universities =

Muda, M., Musa, R., Mohamed, R. N., & Borhan, H. (2014). Celebrity Entrepreneur Endorsement and
Advertising Effectiveness. Procedia-Social and Behavioral Sciences, 130, 11-20.

Noor, M. D. M., Sreenivasan, J. & Ismail, H. (2003). Malaysian Consumers Attitude towards Mobile
Advertising, the Role of Permission and Its Impact on Purchase Intention: A Structural
Equation Modeling Approach. Asian Social Science, 9(5).

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers' perceived
expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3), 39-52.

Piriyakul, M. (2015). Mediators and Tests of Indirect Effect. Journal of Management and Development,
Ubonratchatani Rajabhat University, 2(1), January-May 2015, 11-31 (in Thai).

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for assessing and comparing

indirect effects in multiple mediator models. Behavior Research Methods, 40, 879-891.

Ranjbarian, B., Shekarchizade, Z. and Momeni, Z. (2010). Celebrity Endorser Influence on Attitude
toward Advertisements and Brands. European Journal of Social Sciences, 13(3), 399-407.

Roozen, D. (2009). Faith communities today 2008: a first look. Hartford: Hartford Institute for Religion
Research. Hartford: Hartford Seminary.

Renton, K. (2006). The Relationship of Celebrity Advertisements to Consumer Attitudes and Purchases
Intention. The Florida State University College of Human Sciences.

Sertoglu, A.E. Catli, O. & Korkmaz, S. (2014). Examining the Effect of Endorser Credibility on the
Consumers' Buying Intentions: An Empirical Study in Turkey. International Review of
Management and Marketing, 4(1), 66-77.

Shim, S. W, Lee, C. & Kim, D. (2015). The Antecedents of Attitude toward IPTV Advertising:

The Role of Interactivity and Advertising Value. The Journal of Advertising and Promotion
Research, 2(1), 123-161.

Silvera, D. H. & Austad, B. (2004). Factors predicting the effectiveness of celebrity endorsement
advertisements. European Journal of Marketing, 38(11/12), 1509-1526

Subhadip, R., Jain, V., and Rana, P. (2013). The moderating role of consumer personality and source

credibility in celebrity endorsements. Asia-Pacific Journal of Business Administration,

5(1), 72-88.

]
@ A

i 7 aifudl 13 nsngiau — Fuiaw 2560


http://www.emeraldinsight.com/author/Silvera%2C+David+H
http://www.emeraldinsight.com/author/Austad%2C+Benedikte
http://www.emeraldinsight.com/author/Roy%2C+Subhadip
http://www.emeraldinsight.com/author/Jain%2C+Varsha
http://www.emeraldinsight.com/author/Rana%2C+Pragati

), - a0y oo s I “
ﬂ 2 NININIPINIUAIDUVIUUNAADHINTINING QY N BHHNIALYIHO

= GNRU Journal of Graduate Studies in Northern Rajabhat Universities

Till, B.D., M. Busler. (2000). The match-up hypothesis: Physical attractiveness, expertise, and the role of fit
on brand attitude, purchase intent, and brand beliefs. Journal of Advertising, 29(3), 1-14.

Veer, E., Becirovic, 1., & Martin, B. A. (2010). If Kate voted conservative, would you? The role of
celebrity endorsements in political party advertising. European Journal of Marketing, 44(3/4),

436-450.

Yuhmiin, C. & Thorson, E. (2004). Television and Web Advertising Synergies. Journal of Advertising,
33(2), 75-84.

sfe sk sk skeoske skeoske skeoskeskeoskeoskeok sk

]
@ A

i 7 aifudl 13 nsngiau — Fuiaw 2560



