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Abstract

This study aimed to: 1) examine the influence of influencer roles on trust in health care; 2)
investigate the influence of influencer roles on the imitation of healthcare behaviors; and 3) analyze
the effect of trust on the imitation of healthcare behaviors among Generation Y in Southern Thailand.
This research adopted a quantitative research design. Data were collected using a structured
questionnaire from 420 respondents selected through multi-stage sampling. The data were
analyzed using descriptive statistics, Pearson’s correlation, and multiple regression analysis. The
findings revealed that influencer roles in terms of credibility, communicated content, and interaction
exerted significant positive effects on trust, explaining 71.20% of the variance in trust (Adj. R? =
0.712), and influencer roles in terms of credibility, communicated content, interaction, and trust
significantly and positively influenced the imitation of healthcare behaviors, accounting for 67.50%
of the variance in healthcare behavior imitation (Adj. R? = 0.675). The findings indicate that
influencer credibility, communicated content, and interaction are interrelated factors in fostering
followers’ trust. Trust serves as a crucial mechanism through which influencer roles contribute to the
imitation of healthcare behaviors among Generation Y in Southern Thailand. These findings highlight
the importance of developing high—-quality communication strategies that strengthen trust and

encourage appropriate healthcare behaviors.
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- Weamfdea15 (Communication Content) )
(Trust in Influencer)
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- m‘iﬂgﬂuwuﬁ (Influencer Interaction)
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Figure 1 Research conceptual framework
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avsnananguansiuelinialn dsznaunas 3 aw Taun Arnamndede eniidesns waznisg
ﬂﬁéf’uﬁuﬁ G;”Ium 5 °Zly’rﬂ 94 15 ﬂy@ Tﬂﬂéﬁﬁﬂﬂ‘iﬁﬂqﬂ@?@’m Jindakul and Simakhajornboon (2024), Panya (2025), and
Siwasaranond and Singlumpong (2024) lemﬁ 3 {@ﬁﬁmmﬁmﬁﬂmwﬁmd% FIUIU 5 ?Tfﬂ ﬂﬁ:ﬂqﬂ@?@’m Panya
(2025), and Sritisan (2025) A9 4 TAAATHIAETINSREULLLNGANTIHNNTAUAFIATNIBINGHITHITTY
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Table 1 Indicators of variables in the research

anaAH (397919UAZ MR EULLLNG ANTTNNTRUAGENNYBINGHIAWLLTHHINY

Aands

(Variable)

> yU
fAazIn

(Indicators)

N v
WHRIBT9DY

(References)

Influencer Credibility

(IC)

1. mwg rﬁmuL%mmﬂyﬁquﬂmwﬁﬁﬂﬁ'@ﬁﬂ, 2. UsEAUNS0IA39
LLﬂzﬂyﬁ\‘i@\‘i%ﬂﬁdﬂmﬂLLwéqﬁL%I@ﬁﬂfﬁT, 3. mwgﬂﬁy@wmﬂyﬂgﬂ,

4. m’m%@ﬁmﬁumaﬂ%ﬂuﬂ, 5. powananelunsaesns

(1. Reliable knowledge and expertise in healthcare, 2. Real-world
experience and references from reliable sources, 3. Accuracy of
information, 4. Honesty in presentation, 5. Consistency in

communication)

Jindakul anf Simakhajornboon
(2024), Sritisan (2025), and
Siwasaranond and Singlumpong

(2024)

Communication Content

(CO)

1. mw%wummﬁam L‘iT"IT"V\‘%WElLLNﬁTQJ%U%ﬂH, 2. ﬂ'J"INﬂ‘iUEI"Ju
ﬂ@d%ﬂﬁd@, 3. mwﬁuﬂﬁmm{@ga, 4. possianlarnsnnsg
Waue, 5. Uselamitunngin Ty (. Clarity of content: Easy to
understand and not complicated, 2. Completeness of information, 3.
Timeliness of information, 4. Engaging presentation, 5. Practical

application)

Na Nakhon and Assenov
(2024), Pantaratorn et al.
(2026), Zhang and Choi
(2022), and Thanasarn (2024)

Influencer Interaction

(In

1. nManeuTadnay visreaest, 2. naReansetaiutues
WaN19819ANHINaSR, 3. AT tunslaney, 4. n3SuRG
ANHARTIAL IS, 5. m‘am:e}umﬁﬁﬁquéqu

(1. Answering questions or inquiries, 2. Communicating in a friendly
manner and building rapport, 3. Responding promptly, 4. Listening to

opinions and suggestions, 5. Encouraging participation)

Sirichareechai and Sitthakunakul
(2024), Sengsuebphol (20250),
and Piemkaroon (2023)

Trust in Influencer

(T

1. priBeinludnunsin, 2. anwiulansaeyaiilniy, 3. nns
sanFurDyaThinaue, 4. M33usienrmesila, 5. nisdedaly
nadmaula (1. Confidence in advice, 2. Confidence in information
received, 3. Acceptance of information presented, 4. Perceived

sincerity, 5. Trust in the decision)

Kananukul (2022), Panya
(2025), Chavee and Vongurai
(2023), Vijitjan and Poon-Ead
(2024)

Healthcare Behavior

Imitation (HBI)

1. neReniAINEAINAN, 2. n1aRensulasuemaile
FUAMN, 3. NEFURTRIHIHININITAITENGUAWIR, 4. 113
ﬂ%ut,ﬂf‘iﬂquﬁﬂﬁmgﬂmw, 5. mﬁ@mqﬂmméw@imﬁm

(1. Exercising according to recommendations, 2. Choosing healthy
foods, 3. Following good health promotion guidelines, 4. Modifying

health behaviors, 5. Maintaining continuous healthcare)

Kanokprajak (2025), Praditpong
et al. (2022), Looi et al. (2023),
and Pomkai et al. (2024)
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AfdnuoetnaResTunguiane1993s 91 30 A ilanasaundaieenniedie Tnalanndulszans
waanIragAsaKLNA (Cronbach’s Alpha Coefficient) Wuéﬂﬁﬁflﬂé‘iz‘wﬁw 0.815-0.964 %dg@ﬂéqmmeﬁ 0.70 wams
adasfifinruidaiinay tussiufiennsuln (Har et ol 2023) wananil yadelansaaaoLAHINIZES
mwymja ‘W‘Ll'JI’I ﬂlﬂ Kaiser-Meyer-0Olkin (KMO) frﬂ%ll‘s:‘mlﬁ\‘i 0.942-0.949 UasNanN19NAday Bartlett's Test of
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Loading 88521919 0.681-0.863 Ggunaninnsn 0.40 sdienneansula (Har et ., 2023)

P = A4 o
AT 2 HANTIAREUANHITIENANLATAHIEa T aasAaLL S

Table 2 Results of Validity and Reliability Testing of the Study Variables

Variables Measurement Items Factor Loading Cronbach’s Alpha
Influencer Credibility (IC) 5 0.790-0.862 0.928
Communication Content (CC) 5 0.681-0.783 0.815
Influencer Interaction (I1) 5 0.714-0.805 0.929
Trust in Influencer (T) 5 0.789-0.848 0.964
Healthcare Behavior Imitation (HBI) 5 0.718-0.863 0.940
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Table 3 Analysis of Means, Standard Deviations, and Correlation Coefficients

Variable IC cc I Tl HBI

X 4.082 4122 4.164 4183 4.140
S.D. 0.559 0.553 0.528 0.651 0.660
Influencer Credibility (IC) 1 77E* 703%* 761 748%*
Communication Content (CC) 1 .681%* T74%* .698**
Influencer Interaction (Il) 1 730%* .B681**
Trust in Influencer (TI) 1 781%*
Healthcare Behavior Imitation (HBI) 1

*p<.05uas **p < .01

AM97 3 HANIEATENLIN SEALAMAARTIARaTIUUIIesBuNgETes AmAsmEnie
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Table 4 Results of Multiple Regression Analysis of Influencer Roles Affecting Trust

Unstandardized Standardized
Variables Coefficients Coefficients t Sig. Tolerance VIF
B Std. Error Beta
Constant -0.433 0.146 -2.969  0.003**
Influencer Credibility 0.365 0.048 0.313 7.559 0.000** 0.400 2.501
Communication Content 0.445 0.047 0.378 9.380 0.000** 0.424 2.360
Influencer Interaction 0.311 0.049 0.252 6.390 0.000** 0.441 2.267

R? = 0.714, Adj. R? = 0.712, Durbin-Watson = 1.885, F = 346.947, p = 0.000

*p<.05 08z ** p < .01
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Table 5 Results of Multiple Regression Analysis of Influencer Roles and Trust Influencing the Imitation of Healthcare Behaviors

Unstandardized Standardized
Variables Coefficients Coefficients t Sig. Tolerance VIF
B Std. Error Beta
Constant -0.058 0.159 -0.368 0.713
Influencer Credibility 0.342 0.055 0.290 6.161 0.000** 0.352 2.844
Communication Content 0.126 0.056 0.105 2.235 0.026* 0.350 2.859
Influencer Interaction 0.149 0.055 0.119 2.712 0.007** 0.402 2.490
Trust in Influencer 0.398 0.053 0.392 7.524 0.000** 0.286 3.502

R% = 0.678, Adj. R? = 0.675, Durbin-Watson = 1.905, F = 218.155, p = 0.000

*p<.05 ey ** p < .01
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