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Abstract 
 

 This study aim is to study user-generated content factors that affect 

consumer’s purchase intention in Thailand. There are 3 factors in this study, Consumer’s 

review and feedback, Product rating, and Product popularity. Also, this study will 

compare the difference between the consumers that use free applications and 

consumers that use paid applications. The samples are smartphone or tablet users that 

have experiences in downloading application in their devices 410 samples in Bangkok. 

An online survey and document questionnaire was administrated. Data were collected to 

test the reliability of each variable with coefficient alpha and test the hypothesis by using 

the linear regression and descriptive statistics. Research results showed that 

Consumer’s review and feedback, along with product rating, affect the perceived 

quality, which then affect the purchase intention. However, product popularity is not 

affecting the purchase intention. Results also showed that these factors have more 

effect in paid application than in free application 

 This study provides useful guidelines to those who are in mobile application 

developer and sale industry, as the result showed the effect of user-generated content, 

which the entrepreneur can use in marketing plan and encourage the users to create 

information that needed by other users. 
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