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ABSTRACT

The purpose of this research is to investigate the factors that influence the
purchase intention. A case study of Farm Design in Thailand was conducted as a
quantitative research. The framework of this study was based on Theory of User and
Gratifications, Theory of Reason Action Reason Action, and Concepts of Electronic
Word- of-Mouth (eWOM). The participants were the people who follow channels in
online social media. The participants were categorized into two groups: Facebook and
LINE@. There were 150 peoples from each group participating in this survey through
an online approach. The responses were analyzed by statistical program to find direct
and indirect effects.

The result shows that Informativeness, Entertainment, and Irritation have
direct effects on Attitude towards Online Advertising. These factors also have indirect
effects on Attitude towards the Brand and the Purchase Intention. Furthermore,
Attitude towards Online Advertising, Attitude towards the Brand, and Perceived
Electronic Word-of-Mouth (eWOM) also have direct effects on the Purchase Intention.

However, the surveys were collected from those who follow Farm Design

through Facebook and LINE@ only. There are other channels that were not examined
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in this study such as Linkedin, Wechat, and QQ. These channels should be studied in
future researches to cover all channels.

This research will be beneficial for the company as a guideline to improve
organizational management. Besides, the findings can be used to improve online
advertisement in order to attract more customers, as a result of an increased revenue
in the future. The result will also define and minimize the advertising costs that

ineffectively generate profits for the company.

Keywords: Informativeness, Entertainment, Irritation, Attitude toward online

Advertising, Electronic Word-of-Mouth: eWOM
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