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Individual Study Title COMMUNICATION STRATEGIES OF FEMALE INSTAGRAM

INFLUENCERS AFFECTING GEN Y CLOTHING PURCHASE
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Author Wilawan Janbailek
Individual Study Advisor Assistant Professor Dr. Kanyarat Hongvoranant
Department Marketing and brand communication
Academic Year 2021
ABSTRACT

The objectives of this research were to study personal factors affecting Gen Y’s
decisions on purchasing clothes via Instagram and to study marketing communication strategies
of female influencers affecting Gen Y’s decisions to purchase clothes via Instagram. The samples
were 400. The instrument was online questionnaires and the statistics used to analyze data
included frequency, mean, percentage, standard deviation, and regression.

The results revealed that, among 186 respondents (46.5% of the samples), most of
them were married, aged 26-30 years old with a bachelor’s degree, and worked as employees of
private companies. The majority of them purchased clothes via Instagram 3-4 times per week.
The online shop they regularly purchased their clothes from was Rose the Label and the female
influencer they regularly followed was Ploysinestro. The hypothesis testing showed that different
personal factors did not affect their decisions to purchase clothes via Instagram. The factors
affecting Gen Y’s clothes purchase decisions consisted of strategies of advertisement, public
relations, sales promotion, and the image of the communicator. Strategies of advertisement,
public relations, sales promotion, and the image also influenced Gen Y’s satisfaction on the

purchase of clothes

Keywords: Influencer, Gen Y, Marketing Communication Strategy, Purchase Decision
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Thought Youtubers Beauty and
leaders fashion
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The Big Five Personality 494 Reymond Cattell. (1985).
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