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Abstract 

 

 The purpose of this study to examine factors affecting purchase intention of 

goods or services advertised through social network communities. These factors 

developed from research about Uses and Gratifications Theory or U&G. This study 

explores influences of informativeness, entertainment, and irritation on online social 

networking consumer behaviors such as attitude toward online advertising and explores 

influences of attitude toward online advertising on attitude toward the brand, and 

purchase intentions. The authors test the proposed theoretical framework on a sample of 

400 popular online community users, used Facebook, in Thailand and obtain general 

support. 

The results of this study show that factors affecting purchase intention of goods 

or services advertised through social network communities such as attitudes toward 

online advertising and attitude toward the brand. And factors that affect attitudes toward 

online advertising, such as informativeness, entertainment, and irritation. Attitude toward 

the advertising as independent variables is the most affect the dependent variable, 

attitude toward the brand. 
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