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The Influence of Influencer Characteristics and Social Media Content Quality

on Life Insurance Purchase Intention.
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Abstract

The study on the effects of social media influencer marketing on the intention to

purchase life insurance aimed to examine the factors of credibility, expertise, trustworthiness
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and information quality that influence consumers' purchase intentions. This research serves

as a sguideline for the life insurance industry to effectively apply influencer marketing in
reaching target audiences and responding to market demands. Data were collected from 400
respondents through online questionnaires, focusing on 5 key factors. Descriptive and
inferential statistics, including Factor Analysis and Multiple Linear Regression Analysis, were
employed to analyze the influence of these factors on purchase intention at a significance
level of 0.05.

The findings revealed that the independent variables could collectively explain 29.6%
of the variance in the intention to purchase life insurance (Adjusted R? = 0.296). Only the
Information Quality factor had a significant positive influence on purchase intention at the .01
statistical significance level (S\beta$ = 0.340). Conversely, the personal characteristic factors
of influencers, namely credibility, expertise, and trustworthiness, did not show a significant
influence on purchase intention. The results indicate that for high-involvement and complex
products such as life insurance, the business sector should prioritize designing content that
is accurate, transparent, and easy to understand, rather than solely relying on the reputation

or image of influencers.
Keywords: Credibility, Expertise, Trustworthiness, Information Quality
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a1 - Saima & M. Altaf Khan (2021
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DuSevay 822 uay Wnd1d3aaes Wuswau 51 au Aedudesay 12.8 uazfisziunisine

A

szaul3gayin WWudwou 21 au Andudesas 5.2 lnenuirdiondniineuwuudeuauuiniigade

Y

wiinguenyy 182 AU UNANYI 112 AW,IA1Y095A / 1¥ndase 64 AU 11519013 / Winau
359amnY 38 A kagkalUu/MeU1u dau nudRy
fswlowdseyil 20,000 um tnediselagega 250,000 U wag T18lAAEA 15,000 UM

VYa 1 I a

WU nfinanundisiuitenuintadeidanaiessduannuiiugedn 5 Suduwsn SesE1AUIN

Y
1%

snluties ¥ud ewdsladie (Purchase intention) fien wdewnitgauindu 4.16 Hadbamninves
o (information Quality) fAnadsiriu 3.94 Jafueutnagela (Likability) Senadewhity
391 Ja58A1uLT 819915y (Expertise) T A 1128 siv iy 3.87 uardadealtuyalianda
(Trustworthiness)
finnadawitu 3.82 uar Jadeanuindedie (Credibility) fidnadewiniu 3.81 auddu

HaN133LAsITieeAUsENB (Factor analysis) audi (Hair et.al,, 2009) N&d123135n159 Factor
Loading 1iu 0.6 wazluderanusiaz Fefmanalsinisiien Cross-Loading iiu 0.3 wavun 6 Jadei
Kumuderiun liun Jadeanudndede (Credibility) (5 Faranw) auderwiey (Expertise) (4
Foa) Fadearuinliangda (Trustworthiness) @ Tora1) Fadeamainvesndon
(Information Quality) (5 4aFan1) uazauislade (5 Tadanu) uidadeanuuifegala
(Likability) lsignansavanmennsalanussladouss fudinlg wsgliiunasilunsvegey wuin
Jafommninfagala firesdusenauangs (Cross-Loading) 1Au 0.3 13 5 dnudainnissingauds
Anstsgalagideiuhdeyavesuuasunuiusznanaiiemanuiideievesuuvasuls
1081435 Cronbach’s Alpha taed 1. Haseauundede (Credibility) L6@1 Cronbach’s Alpha 7
0.9222. A11348 975y (Expertise) lé@1 Cronbach’s Alpha 71 0.907 3. faaa11uul321¢la
(Trustworthiness) lé#1 Cronbach’s Alpha i 0.927 4. fa38AmA MYa9E 811 (Information
Quality) 61 Cronbach’s Alpha i 0.933 5. Auislage (Purchase intention) lédn Cronbach’s
Alpha 71 0.940
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Jaduanuinfsgala (Likability) 91uu 5 Tofnnu gnanesniiiasainlakiuinme Cross-

Ya o

Loading AeumsTinsnginisannosnvam fisslévintseaeutonnandesiuiensndeunng
Srudaduny (Multicollinearity) Lilelvisiulainfuusdassusasflsifinnuduius fuosgaiuly
avihlinanisiiasgvinaaindeu lagfian3an91nen Tolerance (H99111n7 0.10) wage VIF
(Variance Inflation Factor) Fanasisnasgiulumaivinisimualiii ér VIF fivesndn 5 nieties
91 10 axfieinegluszuiiveuiuld namsmaasunuIWIdsBasenndsiunasininsguLaylsl
Iy ameudadunyesiifedfy fuandunised 2

M1379% 1 HANTIIATIRADUNNILINNTAFUNY (Multicollinearity)

fuUsdasy Tolerance | VIF | nan1sUseidluy
Haduanuindedie (Credibility) 0.542 1.845 | laifideymn
Multicollinearity
(VIF < 5)
Haduannandeavigy (Expertise) 0.612 1.634 | Lifideym
Multicollinearity
(VIF < 5)
Jaduanminlingla (Trustworthiness) 0.498 2.008 | laifidgym
Multicollinearity
(VIF < 5)
Hadunmnmuaailon (nformation 0.589 1.698 | Lufidaymn
Quality) Multicollinearity
(VIF < 5)
FAdeTeiudunisTienginisonnesnngn (Multiple Regression Analysis) it auszidiutinniin

ANMUFUNUS AL DNSNAVDIAUTDATENIRDAINUATATDUTEAUTIN Lnelinan1sImsIznannasy

9

M13199 2 KANTIATIEANTIANEITMYAM (Multiple Regression Analysis)

falus B Coefficients | Beta |t P-
Std. Error value

(Constant) 1.721 190 9.067 | <.001

Haduruindedie 105 .083 099 | 1.267 |.206

Hadurudevgy 110 076 108 | 1.448 | .149

Jadeanuinlinga 048 .080 049 0598 |.550

Jafoaunmmaniion 362 078 340 | 4.630 |<.001

*
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*TipdrAgynsadinszau .01

aa v

INNANITILATIENLUAITI9N 3 Wud AradRdudseaninisandulausuyse (Adjusted R
Square) fiAiu 0.296 uandliiiui Jadedaszaunisaainuuudddvsnavuludeaiifsly
wuudIaesll a1u1sasiniueiuieauduwusvesnusladeuseiudinlasesay 29.6 Tuvueh

=

AU UBUSVDIAILUTANUDNST DAY 70.4 (TIATUIUUINNDNSNAAIUTLNED %50 100% - 29.6%)

v v
v

\Anandvinavessuusmeusndu 4 lldiundnvsulunuuiasinsidoasall Ineddnm
ARALARBUNIATEILYBININEINsalaY T 0.595 LiefiansandvEnavewulsBaszefiu wuidl
ins Hadeamnimvaaian (Information Quality) Wby fidnswadsuandeauidlade
Usgiuinvesifuslnaegafitoddynisadaniszdu 01 (beta = 0.340, p-value < 0.001) Tuvniz
Hadunudnuuzdruyanavesindungioues eiun Jadumnuuniede (p-value = 0.206) Jady
AIdeay (pvalue = 0.149) wardadaainuualiingda (p-value = 0.550) lifdnSnaseniny

I =] o w a

fulagouseiutinegelitdudAyneatansedu 0.05

| Ya o [

PNKANITILATIERAINGT? m%mm'iﬂmmL%auLﬂuammiwmﬂmﬁugﬂmLLuuﬁuﬁamgiai JGE
uanssuUTnEafvhnsAnuaduannisusiay lifitoddamnea ernuiissmsamadnnsle
Y = 1.721 + 0.105X, + 0.110X, + 0.048X, + 0.362Xq
Tngmvuali:

Y mneds muddlateUsyfudin (Purchase Intention)

X, waneds Jaduautidodie (Credibility)

X, e Jadupnundenwney (Expertise)

X5 maneie tageannuuiliangla (Trustworthiness)

Xg vingds Jaduamuninveailent (Information Quality)

M1319% 3 agUNITIATIERANLFAgIY

duNAFIU NAN1INAFBUANAFIU

AuuFgIun 1 UQLasauud gty LI en151A

HL: A uu 1T o6 o (Credibility) | p-value = 0.206 > 6 0.05

a a

T19nSnalauInsamNUAIlaR UL UTIN

AuUFAgIUN 2 Urasauui gty LI en151A1

H2 A2 1L 82%19 (Expertise) p-value = 0.149 > & 0.05

a a

19nSnaauInsamINUAIlaR UL UTIM

ARz L 3 Ufiasauudgiu L oWarsanen
H3: 21111311919 (Trustworthiness) | p-value = 0.550 > 6€0.05

19nSnaauInsamINUAIlaR UL UTIN
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AUNRAFIUN 5 gauSUANNAFIU L OWAITUIAN

H5: ﬂmmwm@uﬁyam (Information Quality) | p-value = 0.001* < &€ 0.05

a

aa = ' o & VRPN
HovdwalteuinaeaNaslataUseAuTin

oJ o

nge: * Adeddgeadnnisedu .01 p-value = 0.001
ayunanIsANen

MnNan5ITe nutedefiannsadanmensalrudslageUssfu frumsimegouite
MMsATEesRUsTneu (Factor analysis) vun 5 Jade loun Yedomnuiidede (Credibility)
A B2y (Expertise) Yasear1uualian9la (Trustworthiness) ﬂﬁ]a‘i’aﬂmmwmauﬁyam
(Information Quality) wazAuRslate (5 Yeraw) witadeauiifagaly (Likability) liaunse

dnmensaiausidlateusefudinld mngliiunasilunsmeaey wuihdadenuinfegels
fiAN99RUTENaUIING (Cross-Loading) 4fiu 0.3 dlofinnsansuusdase fdvwalunisviuienis
Wasuwamesmnuddladeainmnadevauufgiuiiomaruduiusuasdvsnavesiadodiu
MINAALUUETBVENE (nfluencer Marketing) fifiionusdladiouszfudin (Purchase Intention)
wuinuUsBasransniiutusiuisnnudsuulamwesnnussladouss fudinldSosay 29.6
(Adjusted R squares = 0.296) Inedi s18azifsananisnaaaudsd nuiiaunIwtoeLl an1

o w a

(Information Quality) {8vSWaLTIUINABAINGAILATOUIZAUTIN agdldud AN NaiaNIZAy .01

(B) = 0.340) Fuduadedernlasuniseensumuaunfign
AUNANITIATIZRTBANUT Y9y (Expertise) Tadeanuundeie (Credibility) wazdaduaiiu
111131413 (Trustworthiness) vasiadungiouises Lusidninaneainusslageuseiuiinegiad

cu o w

WadAgyneada Jgnuiiasauumgiu A1 P-value > .05

I
[

YDLAUDUUTE S UNNTITEASIT

av A a

Nt aummeadomitutieduifisssenafvifidsmademnudiladeuss fudin &
annsaesueledn "Useiudia Wundefusiniansfuiiinududou dudedlails (ntangible)
waziduduiniiguslnadesldnisdadulags (High-nvolvement Product) ilasdeiinnseynituszey
pauazdnansznudoauiuadudin daiu fuslnaddianudidyiu darsmiedonny
(Message) 11nN31 §eaans (Messenger) Tuusunine ARavENansludeaiivie (Influencer) Nadwsil
Faaennd aaiu nguuuudiasddenianiiuyiaziiuvesnisuszutanatoya (Elaboration

Y A

Likelihood Model: ELM) iszy31 Weduslaaudaiunsdnduladifianudegs fuslaaazidon
Uszananadeyasinu éumnavdn (Central Route) FediosondunsAsiiaszviognsaziBonifou win
Surlgiouwesannsaiiausdeyansusssififiannugndes asudiu Tida wazeduredouled
Fudouliidiladne (information Quality) desnszduliguslaainauiula aareauina uay

ludanusslageluign
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N15v1n8ninavesdadenunudnyusyana (Expertise, Credibility, Trustworthiness

=

HANITIFENTEYIT ANUTEINY Audweie waraut1lindavesdungewees lidwmasie

14 ¥ '
aa o

o & U Aa o« & & v a v a Y a [N
ﬂ'ﬂqmﬁﬂigﬂ‘(jaﬂigﬂu%jm %Qﬂ@LUUﬂqiﬂu‘W‘UV]u’]a‘lﬂﬁﬂLLagag‘W@u‘WQWﬂiiN%UiiﬂﬂQﬂ@GUVlavLﬂa‘EJ'N

Faau a1u1saeduieladn TuuSunveniseduaiiialy Juslnaonauseuiananiu LHun1959s

o o

(Peripheral Route) Tagldmrudureunionnuiolaludiyanaidunisdalunisdnduladio s

v aAa a

dmiundndaniuseiudinndanserniugs dwaliamdnualniedeidesvesdungqiouisesiies

agaAed Wiilameazsulseiuanudsannsiuvesruilnald wenanil guslaaludaqdud
ANUSIYINED (Media Literacy) geu wanwsuiindungieuigeasinsunisindnsaiiionislawan
(Sponsored Content) dsualiaiulsnruaaruunliangda (Trustworthiness) kazAuuLg oiie

]

(Credibility) @ruyana gnaaveutininauieisuiu 7o1M9339903n50555 1HUTIaAlATY

naUseleviagnals dReulvndudou Al widungleuwesaziivodsdaiaiieda uiviniiom

R fuilnanvzlifinanuatladendndusimenistuisesiedeUssiuluszezen

YarausurdnsunsaneIdslunsasaly

N a

nuan15ITenudn Jadedrunisnainuuuriidnsnaauisaesuiennuiuwlsvesniny
falateuseiuiiinlasosay 29.6 (Adjusted R Squares = 0.296) @anungaaningliladedu q on

fefoway 70.4 Mduniidnsnasenisandula Al n153deaswelumsiinis@nefianls du 9

'
a

LALAL Ly mmﬁ’n%aaa%ﬂmﬁﬂi (Corporate Reputation) ﬂ’li%'uiﬂ’mm?{'&m (Perceived Risk)
W30 AMUATENTENIN1NI5RY (Financial Literacy) nmanwalvasdiaunuyseiudin (Agent Image)
v3adadudusiauaraududl (Price Value) iitelilduvudansiiedurenginssuguslanle
auysniBetu wawdoslimsfinyiniaTeuifisusuiuunisinaue (Content Format) uuuwanwesu
§na 9 1y Tatedu (TikTok) fu 3dTerurnen (YouTube) I13unuvladsuasonmnimievily
WL UIIAAlAANIIAUAITINITHBERARIENTITELTIAMAIN (Qualitative Research) 431 113

dun1wali9dn (In-depth Interview) n3n15aunuINgsl (Focus Group) LBAUNUMARALTIENTN

wszwlaguslaaluiineesdenmdnualvesdurigiouesiilofosinnsandendningiuseiuiin
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