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Abstract

This research aims to investigate the influence of Key Opinion Leaders (KOLs), advertising
on Instagram, and consumer behavior based on the AISAS Model (Attention, Interest, Search,
Action, Share) on purchase intention toward fashion apparel among Generation Y (GEN Y)

consumers in Thailand.

The target population consists of Thai consumers aged between 25 and 42 years, classified
as GEN Y, who have experience engaging with fashion-related content or KOLs on Instagram. A
purposive sampling method was applied to select 400 respondents. Data were collected using an
online questionnaire via Google Forms. The research instrument passed content validity testing by
experts (IOC > 0.5) and demonstrated high reliability with Cronbach’s Alpha coefficients exceeding
0.70.

Descriptive statistics and inferential analysis using Multiple Regression Analysis were

performed to test the research hypotheses.

The findings reveal that KOLs on Instagram significantly influence purchase intention
toward fashion apparel among GEN Y consumers (p < 0.05). Similarly, advertising factors and key
stages of the AISAS Model—Attention, Search, Action, and Share—demonstrated a statistically
significant positive effect on purchase intention. However, the factor of Interest showed no

significant influence.

The results indicate the importance of employing credible KOLs and creative advertising

content on Instagram to stimulate consumer engagement and drive purchase decisions, particularly



by aligning marketing strategies with each stage of the AISAS Model. This approach fosters both
immediate purchase action and positive post-purchase sharing behavior within online communities,
providing practical insights for businesses, marketers, and stakeholders in developing effective

digital marketing strategies targeting GEN Y consumers.
Keywords: Key Opinion Leaders (KOLs), Advertising, Purchase Intention, AISAS Model, Instagram
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