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ABSTRACT

The objective of this research was to study the impact of product, micro influencers and nano influencers on
decision to purchase sugar-free soft drinks in Thailand. This study was a quantitative study. Questionnaire was
distributed to 400 people. The statistics used for analyzing the obtained data were percentage, frequency,
mean, standard deviation and multiple regression analysis that determine the statistical significance at the 0.05.
The results of the study revealed that product and micro influencers influenced significantly on decision to
purchase sugar-free soft drinks in Thailand at statistical level of 0.05. Specifically, for the product factors brand,
packaging and nutrition information influenced significantly on purchase decision respectively. For the
dimensions of micro influencers respect, expertise and similarity influenced significantly on decision to purchase
sugar-free soft drinks respectively. Nevertheless, nano influencers did not influence significantly on purchase
decision at statistical level of 0.05
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