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ABSTRACT

The theory of reasoned action and uses and gratifications theory were
used to study factors influencing intent to click on search engine advertising. Factors
measured included credibility, informativeness, entertainment, irritation, attitude
towards brand, attitude towards advertising (ATA), and ad ranking. Samples were 236
Thai citizens who had used Google Search. Online and printed questionnaires
collected data. Convenience sampling shared links to the questionnaire on websites
and social networking websites, including Facebook. Questionnaire reliability was
checked by using Cronbach’s alpha, determining that it was reliable. Exploratory and
confirmatory factor analyses grouped relationships among factors. Path analysis of
the structural equation model measured the influence among direct and indirect
effects of variables, testing hypotheses.

The structural causal relationship model conformed with empirical data:
Chi-Square = 16.299 df. = 9 p-value = 0.061 CMIN/df. = 1.811 GFI = 0.983 NFI = 0.974
CFl = 0.988 RMSEA = 0.059 RMR = 0.032. Results were that informativeness,
entertainment and attitude towards brand affected ATA positively. Irritation affected

it negatively. ATA and ad rank affected click through intent positively. Credibility had
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no effect on attitude towards advertising. Informativeness, entertainment, irritation
and attitude towards brand indirectly affected click through intent at significant level
0.05. Moreover, informativeness, entertainment, irritation and attitude towards brand
can forecasted ATA 56.8 percent, while ATA and ad ranking can forcasted intent to
click behavior 20.5 percent.

These findings may serve as guidelines for innovations in advertising by
providing data to indicate that Google Search users pay attention to advertising and
click on it. Since entertainment had the most effect on ATA, advertising should be
focused on to avoid irritating consumers, keyword research, bought keyword that
related your advertising, always updated advertising content and provided

entertainment to user by used amusing content.

Keywords: Click-through intent, Attitude towards advertising, Search engine

marketing, Google search, Search engine



