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ABSTRACT

This research aims to study Factors affecting the intention to use generative
artificial intelligence ChatGPT for marketing. This quantitative research applies concepts
related to the success of information systems, technology acceptance models, trust, and
intention to adopt, along with related past studies to create a research framework. The
study focuses on a sample group of individuals aged 25 and above who use ChatGPT for
marketing purposes in Bangkok. A total of 145 samples were collected through electronic
questionnaires. The data were then processed using statistical software to analyze the
relationships of various factors within the research framework. The researcher validated
the tools and tested the hypotheses using hierarchical regression analysis.

The study found that Information quality influences trust, System quality
influences perceived usefulness, and Perceived ease of use influences both perceived
ease of use and the intention to adopt. However, system quality does not influence trust,
information quality does not influence perceived usefulness, trust does not influence the

intention to adopt, and perceived usefulness does not influence the intention to adopt
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