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Factors affecting purchase intention of goods or services advertised through

social network communities

Tmel

WILINTA AUNTATN

maﬁnmﬁm:ﬁzﬂudfmuﬁwmmaﬁﬂmmmﬁﬂqm
INELIANEATHNNTUT G
Tmmma‘ﬂ?ﬂ;mﬂwmmﬁmnuummummﬁl'@mm”mﬂq?
ADMEWNUT AR T ULAZNITTTYT NUIANUIAUBITHAGRT
W.A. 2554



UNAALYD

v 1
a v aa o v aa |

BT ns e AnniTade fitluasananusclalunsd e duB1iseLns

q

fnsTawnnduguauasadiadian Tadusinanimuiniainnauddsluann 59
= v s = . . = d‘ 1
mqwgmﬂmﬂa:‘ﬂmum:m’quwah (Uses and Gratifications Theory #1978 U&G) G4NA11

JyARfaziaInIdaLarilaniatisaniziatzaineinlilgasuienalalaniyau

|
Yy a )

dl o 2 1 A dy P b4 =3
LLN”:]JQI@VW]’]TMNU?IJW@L‘IJW?’JN@@M?@LL&@M’]]lﬂ AR NITAAUAUBIAIMNADINIT LLATAAITNNS

a

v VY 1 o

J ! 3 ol o Y Y o Y a 1 A
wala Laznanann LQLIVL"‘IJWVWIW&LVNmN?U?m@N@m’]Q@W? TUIAITNLUINN LL@ﬁiQJ?‘UﬂQu‘M?ﬂ

a a U

I
k4 P aa

d5apuinmeylifuan Slenafiazairairuainnsenisdingivled andssyndldm

a

nstawunnagluaratiadian TnaninuannduiuissnaaeiunsatuuifAnly
14

i
a 1 Y o 9/112/

WAUART AR AN THE N LL@zmmﬁmwmqﬁmumwﬂi@m%qmm%qmcysluﬂum SR

a

|
A Yo

nsAnEAlEdn et ¥ in1siutanaans wazrdsslaaiilE Fuannlnwon aziin’ly

a

©
pad)}

.

'
[ Yo vKR

AUARTNAFANIF I L.mtﬂfni‘u:‘mmwuumwimﬁ*mqﬂmﬁmwmﬁ azn 19

a

EZ&’ ©°
ﬁh

1
A o |

Wil RiauaanliasentsTamntiu Welddvauaanasenislasanlnainaananla
wregavaulanislumuntiu] aunsyialfiruaAnafens&uAn Tnanisandanmns@udiiuls
=~ 4 o 2 v » A = > & sy A a &
ez NI lunsduAn fineigaaziuualiinlunisteRufvseiisnaiuausn
o % I a o dgj b % 1 nl/ dld v Gl 1 o
AmFunguilszansresanuiddeil lHud yanarialdninisldgumwasadnedann
Facebook lutlszmelne Iaalfiasesiialunisassuuuaeunismiuiuuaeunineeula

[

Tuniafiusausaniays wazsousonlilfiedneiion 400 gn Asindayasinaianidinsnzit

NNATH
annuanisagagllfdndadeninasdenanusialalunisteduaniisatiznisninng

Tnsnniugrueseiadian lun viduadsanisiarnneaulal uazinuafsans

a % o dld [ a ey ' v Yy 1

AuAn uartladaninairuassenitslusneaulald 1Hun nsiuidayatnnansaasiamun

N135U5ANNITLTINTE N HLN LAZNIITUNIUTDATINAINIIAN YD TN BTN TRTTAUAR

siannslasnunilusoulsdsssnasnasasoulsnnu Aaviruasensdgudiuinigs



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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