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Abstract

The purpose of this research was to study the influence of male artists as cosmetic product presenters on
Brand equity, brand credibility and Relationship continuity expectation of the brand among consumers in Bangkok
Metropolitan Region. with brand credibility as an intermediate variable. This research is quantitative research. A
survey was conducted using questionnaires from people who had previously purchased a cosmetic product
presented by a male artist. Total 300 people. Descriptive statistics were used: percentage, mean, standard
deviation. and inferential statistics which were analyzed by Simple Linear Regression, analysis of intermediate
variable via Regression and mediation test via Process Macro.

The results showed that the credibility of male artists had a positive influence on brand value. and the
credibility of male artists (Celebrity Credibility) had a positive influence on Relationship continuity expectation of
a brand. And the total influence value decreased from 0.813 to 0.587 with a statistical significance at the 0.001
level indicating that brand credibility is an intermediate variable that influences partial mediation between
credibility of male artists and Brand equity. And the total influence value decreased from 0.755 to 0.460 with a
statistical significance at the 0.001 level indicating that brand credibility is an intermediate variable that influences

partial mediation between credibility of male artists (Celebrity Credibility) and Relationship continuity expectation.

Keywords: Brand credibility, Brand equity, Celebrity credibility, Relationship continuity expectation
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Trustworthines

Celebrity

Credibility

e
e

(Chanian, 1990)

Expertise

Brand equity

H3 7

..... s| Brand credibility

Ha
-

H2
Relationship

continuity

expectation
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U

Mvuangualeg1slugnsdiu 10 de 1 dudsdunala dn
318U Lower bound dw§usnauiianzauwes Sample
size (Nunnally, 1967) Fsnguiiegnaivsngauaastsnou
luaendn 300 308149 (Hair, Black, Babin, & Anderson,
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Linsrudnugdenansasiiaiosdrensifidatiumend ug
Wnauedud Nauadsliaiunsaldnisgungudiegianuy

onduarmiantduld (Probability Sampling)

4.2) 1pFasdanlvluaive

va
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Haideene 9 Mieades Weduwumidunisasianseu
wIARN5I98 waziduuumslunsiauwuUgBUNNNA 8
ABAITIETI

nssreaeuRmnAdesile §isuldinsmaaesuaay
\igansawesnuvasuauneuthlUlnszideyaseisnng
Usziduadsinuaenndosvenadesiiodvy waviins
asasUANLULTedeveswuvdeuawioutlulFase (n=
30) enadildarnnisasraeuanuiieiievesuudeuny
(Reliability) v84usazfauusiiaininudesiu Cronbach’s
alpha 1Au 0.7 Fululuyndauds Tasranufagela wiry
0.842 , avanilindla wirfu 0.826, Aty Wiy

[
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dwil 1 deyamluvesgmouuvuasuny fdnwazidy
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dqudl 3 anuundedevesAalurty fdnwaezidu
WUUEBUAN Rating scale Usgnoumle 3 au LawA Aw
Aeaala (Attractive) AMNL3918 (Trustwor-thiness)
uaz ANadiEIny (Expertise) Tasusuusestadiniuunain
Ohanian (1990) Tus1Adeves Wiboonsiriwong (2018) 1384
mslavanlngldyanaiifideldesidninadenisindu
ladodefundururemisesulal Guanwnsy) luwe
nyavmavuns fdnwasilusuuaeuny Rating scale 1

Y '

15 98 uazn1sfuiame1vensIdu saufisladeainy
Yidefiovamsdudn wavaruaanismenuduiusess
sorowemsndud Tnsuiuusdesiniuunain Erdem and
Swait (1998) lua13dwes Singh and Banerjee (2021) 304
The mediating role of brand credibility on celebrity
credibility in building brand equity and immutable
customer rela-tionship #&nwugidunwuuaauany Rating

scale 31w 15 98

4.3) Bnraiudaya

nsfiny3delunssllaliisnmsiunusudoyadialsunu

a

Tnofiduneunssuiiunu e feyauuuugugd (primary
data) finsiiunusudeyannngudiedne uavngulseyins
Ineassfoyanfog (secondary data) ladinsifivsausau
foyaannsuaiiienans uarunarwiiieitesiuay

o
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4.4) MsuATIZvveya

a

n19398lunse T laldaia 2 Useian Ae adfids

W3384U (Descriptive Statistics) Tun1sitasizvidesaliie

Y

a =

WANWDIANNLD BIUsTNOUME Sopay ALRds drlssiuu
1RTFIU wazaDALTIUNM (Inferential Statistics) AT IEI
A28 Simple Linear Regression N153AT1ZAAIMUTAUNATN

WU Regression Wag Mediation test 61U Process Macro
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5) HAN1338

5.1) MaNITUATIEVaaNs s (Descriptive statistics)

@il 1 Teyamluvesimouuvuasuan wui gaey
wuvaeuadlngiumanda Sosaz 91 lnefieny 19-
25 U Soway 65.3 dszaun1sAne1Usgy1n3 nIowieuLi
Sovay 85.3 WuinSuw/dndAnw Sevay 59 fselddeliou
10,001-15,000 U Feeay 39

dwil 2 nginssuniaidenliindesdiensiififatiumie
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5.2) uams i Tizviaaadaenu (Inferential Statistics)
druil 3 A detevesdalume fanvaziduwuy
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T muilinda eudenvy weensiuinuaesmsn
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a

Aatuyreddnsnaidauinsenmuaniduaiegaiitdudry
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anunsaneInsaidnnavesiiuusdasedilinensaliuys
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AMNANNUSDE 19 DL LDITDINTIAUA10E 19 T A1 ARy N9

=]
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aunsangnsalanenavesiulsdaseildnensalfuys

aule $pwar 40.2 (R Square = 0.402)
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A15199 1 LLﬁ@QNaﬂ’lﬁ‘ﬂ@ﬁ@‘UﬁﬁJﬁJﬁg’m

Wume/laseadng 6 t-value p F R Square GHEEL ) NAN13AATIZH
CC>BE 0.675 3.249%* 0.001 249.537 0.456 H1 aﬁfuaﬂgu
CC > RCE 0.634 4.357%%* 0.000 200.437 0.402 H2 aﬁfuaﬂgu
CC>BC>BE 0.488 9.776%%* 0.000 249.537 0.456 H3 aﬁfuaﬂgu
CC > BC > RCE 0.386 7.700%%* 0.000 200.437 0.402 Ha4 aﬁfuaﬂgu
VNG * VPN p < 0.05, ** Mg p < 0.01 4az ** na1egia p < 0.001, CC na18ie Celebrity Credibility, BE g Brand
Equity, RCE w18/89 Relationship continuity expectation #ag BC a&ély Brand Credibility

A157197 2 : Mediation test 611 Process Macro

Relationship Direct without mediator

Direct with mediator Mediation Result

CC>BC>BE 0.813

0.587 Partial mediation

CC>BC>RCE 0.755

0.460 Partial mediation

yaene: CC A Celebrity Credibility, BE Ao Brand Equity, RCE @9 Relationship continuity expectation liag BC @& Brand Credibility

A A a

auudgud 3 anudteiiovesnsiduandudinys
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AUNANNTENINANLL BN oYeRaluYe AUANAINTY

aad

AuAegeltudAgyn1eadfnszau 0.001 (B = 0.488, t =
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HodAgyn1eadfanseau 0.001 (B = 0.386, t = 7.700, p =
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wensalmuUseule Sevay 40.2 (R Square = 0.402)
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a

N159949 Baron and Kenny (1986) Wui1 fiA18ndnasiu

o

(Total Effect) anad 210 0.813 1T 0.587 ag1efltodfiey

<

1%

eaBATisERy 0.001 WERIIIALUNT T 0T8InT AUAN
WuduusAunansiiddvinadesiuuisdau (Partial
Mediation) szmineaniidefiovesdalumefiugmaing
duAn wagiAdndwasiu (Total Effect) amas 910 0.755
U 0.460 egefiTedfayn1sadfvisesu 0.001 wanadn
AuunTedevsins dudndusiudsdunasdiidvina
deriruunsdau (Partial Mediation) sw3n9a11ud L dede
vasRalurnefuarumanimenuduiusoisnelio

YINTIAUA

5.3) Han15UATIEFMUSANEU (Meditating Effect)

Celebrity Credibility I " Brand equity

c 0813

U 2 : TupaiilaidiudsAunan

Brand credibility

b 0.187%*

Brand equity

a 0.226™

| Celebrity Credibility I

e (D587

U 3 : TuwanfidudsAunansseninanudideiiovesdatiuyeiu

ANAIRTIALAN

g
a K £

mﬂgﬂﬁ 2 LLasgﬂ‘ﬁ 3 WU AAENUSEEND Wdunie a
Wiy 0.226 fitfn1eadi 0.001 Adudszans dunis b
Wi 0.226 Ated1Agyn1eada 0.001 lneliA1dvsnasou
(Total Effect) vaaidunns c anasan 0.813 Tuidy ¢’ 1Ju

aaa D1

0.587 98 198tydAYN19adANTzAU 0.001 Lanaliiun

'
P

AMUUNTDD VIR TIAUA LT UAILUTAUNANI AL BN WA
A961UUN9EU (Partial Mediation) S¥1319ANUNLY DN

YosAatureiunsTuInnAn U
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Relationship continulty (Total Effect) vaddun1e c anasann 0.755 ludunia ¢’
Celebrity Credibility ’ )
aaa

¢ 0755 BT \Ju 0.460 egaiiuddgynainnisyau 0.001 wanslidiu

Aaa a

‘ ‘ ‘ 7 At eievensdudndudulsdunansiiidndna
U 4 : TpaiilaifiudsAunan

Brand credibility

U19d7u (Partial Mediation) S¢#319ANUNYDNUDS

a

AalureiuauAInn TR oANUE LN USDE19R DL LB 9D

ATIAUAN
a  0.295%%* b 0.248***
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¢’ 0.460™ expectation - - P “
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AlA-auAlsauTms da1deunin 5
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Fit Index: CFI) §A11AU 0.981 waneinluinailnaiu
sonndosnaunduiuteyaifasedny ifesarndn CFI fien
11nn71 0.90

4. A151NTBIANRALANUARINLATOURISIF0WBINTS
Uszunel (Root Mean Square Error of Approximation:
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@
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P
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6) a@sUuazanusena
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(Simple Linear Regression) HaNSIY8WUIN @NSaNEINTAl
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fagala Buihliguslnaiaanuaulaaulufisgureu wnnd
n1sldnsdeansiiesrnyn nsensurliuiigla (Kahle &
Homer, 1985) fuanslulawanioldindudydnuaives

AMNUILTIBNBLAYAINTRENE (Beck & Freeman, 1990)
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brand credibility on celebrity credibility in building
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