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ABSTRACT

This research is aimed to study the type of Facebook advertising affecting
to purchase intention of customers in Bangkok. This is quantitative research that
applies Theory of Reason Action, concept of trust in advertising, concept of influencer
marketing, concept of retargeting, Brandy equity model, and concept of advertising
format as a guideline to developing the research framework. Data for this study were
collected from 164 Thai participants who live in Bangkok. These participants also have
seen Facebook advertisements and bought products or services online. Data was
gathered by online questionnaires and computed by statistical software to determine
the relationships of factors from the above theory and model.

The statistical results indicate that the customer’s attitude directly affects
purchase intention. trust in advertising and brand equity are directly affected by
consumer’s attitudes and also indirectly affect purchase intention. If participants have
believed that the message on advertising is credible and brand equity shows the
perceived value of product and service to the customer. They will purchase a product
or service. Moreover, Video, Slideshow, and Collection advertising formats have been
found to modulate the relationship between Influencer marketing, Retargeting, Brand
equity, and customer’s attitude. However, the results show that influencer marketing

and retargeting do not affect the customer’s attitude. The reason could be that
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customers know that the marketers are hired influencers to promote their product or
service. Retargeting advertising showed the same message frequency. It leads
consumers to reduce the value of a product or service. Besides, All ads format do not
modulate the relationship between trust in advertising and customer’s attitude. Then
picture ad format do not modulate the relationship between influencer marketing,
Retargeting, Brand equity, and customer’s attitude also.

The marketers can use the results of this study to make a decision to
improve marketing strategies and Facebook advertising planning to present an

appropriate advertising format to consumers.

Keywords: Theory of Reason Action, trust in advertising, Influencer marketing,
Retargeting, Brandy equity, Advertising format, Facebook, Online purchase

intention
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