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Abstract

This research aimed to investigate the influence of Influencer-related factors on the
perception of university image and the influence of Content Marketing factors on the
perception of university image from the perspective of current Generation Z students, using

the University of the Thai Chamber of Commerce (UTCC) as a case study.

This study employed a quantitative research approach. Data were collected from 400
undergraduate students at the University of the Thai Chamber of Commerce using a
convenience sampling method. The research instrument was an online questionnaire, which
was tested for content validity and reliability. Data were analyzed using descriptive statistics,
including frequency, percentage, mean, and standard deviation, as well as Multiple

Regression Analysis.

The findings revealed that the congruence between the Influencer and the university,
content attractiveness, and content distribution channels significantly influenced students’
perception of the university image at the 0.05 significance level. Among these factors,
content distribution channels had the strongest influence (B = 0.408), followed by content
attractiveness (B = 0.213) and congruence between the Influencer and the university (B =
0.167), respectively. The analytical model was able to explain 58.3% of the variance in

university image perception (Adjusted Rz = 0.583).

The results indicate that Generation Z students place greater importance on digital
communication formats and channels that align with their online media consumption
behaviors than on the reputation of the Influencer alone. Therefore, universities should
focus on developing effective Content Marketing strategies and selecting communication
channels that match the media consumption habits of Generation Z students to enhance

the university’s image more effectively.

Keywords: Influencer, Content Marketing, University Image, Generation Z, Current Students.
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