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CONTENT MARKETING AND INFLUENCER CHARACTERISTICS AFFECTING TRUST IN
MEDICAL PROCEDURE BEAUTY CLINICS OF EARLY WORKING WOMEN IN BANGKOK
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Abstract

The purpose of this research is to study the factors of content marketing and influencer characteristics
affecting trust in medical procedure beauty clinics of young working women in Bangkok. The sample group
used in this research consists of 400 young female customers in Bangkok, aged 24 years and above, who have
watched video clips of influencers presenting information about beauty clinics or medical procedures. The
questionnaires are used as a tool for data collection. The statistical values used for the data analysis include
percentage, mean, and standard deviation. The research hypothesis test used multiple regression analysis with
a significance level of 0.05. The results of the hypothesis testing revealed the following: (1) content marketing
factors, which included informative, entertaining and persuasive content, influencing trust in medical
procedure beauty clinics of early working women in Bangkok with a statistical significance level of 0.05. and (2)
factors of influencer characteristics, which include expertise, trustworthiness, attractiveness, dynamism, and
goodwill influenced trust in medical procedure beauty clinics of young working women in Bangkok with a

statistical significance level of 0.05.

Keywords: Content marketing, Influencer characteristics, Trust in medical procedure beauty clinics
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