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Win Min Thein (Thailand)

UNDERSTANDING USERS
GRATIFICATION FACTORS
INFLUENCE ON FASHION
PURCHASE BEHAVIOR: MEDIATING
EFFECT OF ATTITUDE TOWARDS
SOCIAL MEDIA ADVERTISING

Abstract

Social media increasingly shapes people’s thoughts and actions. From a social media
advertising perspective, users’ gratification factors influence their purchasing behavior.
This study aims to investigate factors that could influence an individual’s online be-
havioral intentions to purchase fashionable clothing in Thailand. This study employs
the purposive sampling technique to collect 214 questionnaires. This study collected
the data through Google Forms from a diverse population of young consumers across
various industries in Thailand in the third quarter of 2024. This study used Exploratory
Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) to determine the va-
lidity and reliability of the indicators and their corresponding constructs. The study
confirmed the existence of seven constructs associated with 22 variables. Each variable
was accessed using a 5-point Likert scale. This study validated the proposed research
framework and its assumptions through Structural Equation Modelling (SEM). The
entertainment ($=0.312) and convenience ($=0.347) were found to have a positive im-
pact on attitude towards social media advertising, and attitude towards social media
advertising ($=0.697) significantly influences purchase intention. Attitude towards so-
cial media advertising exhibits a VAF of 65.9%, confirming its role as a mediating vari-
able. Marketers can use this study’s identification of consumer buying trends in their
social media advertising campaigns. Social media advertising requires precise product
descriptions and clear visuals to help shoppers find things. Finally, the study provided
limitations and recommendations for future research.

Keywords entertainment, convenience, young consumer, fashion
clothing, purchase intention, Thailand
JEL Classification M31, M37, C30

INTRODUCTION

In the digital age, the Internet is the most effective advertising me-
dium that allows consumers to build knowledge, pleasant feelings, un-
derstanding, and familiarity with the advertised products (Istijanto
& Purusottama, 2023). People use social media on the internet for
various purposes, such as business networking, maintaining relation-
ships with loved ones, entertainment, and alleviating boredom (Herna,
2022). In general, 50.8% of individuals use social media to maintain
communication with friends and family; 39% use it to occupy their
free time; and 34.5% use it to peruse news articles, as per a report from
Statista (Dixon, 2025). Social media has changed the communication
landscape by influencing individuals’ attitudes, perceptions, and be-
havioral intentions. Search advertising, social media advertising, ban-
ner advertising, video advertising, and classifieds are the five prima-
ry segments that make up the digital advertising market (Nasir et al.,
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2021). In the rapidly expanding digital advertising market, social media platforms such as Facebook,
Instagram, and TikTok have provided numerous opportunities for marketers to increase brand recog-
nition, disseminate information, attract and retain customers, and generate cost-effective promotions.
This resulted in a boom in the usage of social media in the e-commerce business, giving rise to social
commerce, particularly in the fashion apparel industry (Yeo et al., 2022). Social media usage is becom-
ing more significant in the marketing communication process and a company’s overall strategy (Gupta
et al., 2021). As marketers become more aware of the growing number of social media users and the
benefits of advertising on social media platforms (Tarsakoo & Charoensukmongkol, 2018), marketers
and researchers have been paying more attention to the effects of social media advertising. Although the
previous studies examined the unique challenges and effects of social media advertising (Li et al., 2021),
there remains limited understanding of the motivations behind social media usage and the percep-
tions of social media advertising. Therefore, to optimize their use of social media, organizations must
possess an in-depth understanding of the factors that influence consumers’ perceptions of the value of
social media advertising and their purchase intentions. Moreover, social media advertising has trans-
formed society and profited organizations based on different audiences’ perceptions. Consequently, un-
derstanding advertising ideas and consumers’ attitudes is crucial for any business or marketer, as they

influence consumers’ purchasing behavior (Charoensereechai et al., 2022).

1. LITERATURE REVIEW
AND HYPOTHESES

Social media offers a virtual community where
users can enjoy sharing, exchanging, and control-
ling communications at any time and from any
location. The widespread acceptance of social me-
dia has sparked a revolution in marketing com-
munication by offering various chances for in-
teraction between user and brand. Social media
allows businesses to build stronger relationships
with consumers through interactive communica-
tion. Nowadays, individuals and businesses widely
use social media, making it a powerful communi-
cation tool (Majeed et al., 2021). According to the
report from DataReportal, 49.10 million people
out of Thailand’s total population of 71.85 million
were active social media users, which is equivalent
to 68.3% of the country’s population (Kemp, 2024).
The growth of social media users has significantly
altered numerous commercial processes, including
advertising. Alalwan et al. (2017) define social me-
dia advertising as persuasive online content provid-
ed via social media platforms that users can access,
share, engage with, and participate in. Social media
advertising is increasingly significant because it can
boost business and carry out promotional activities
to connect and interact with specific consumers.

Since people enjoy entertainment, the media plays

an important role in fulfilling their needs. The
value of entertaining media is based on its abil-
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ity to satisfy consumers’ desires for pleasure, es-
cape, aesthetic appreciation, and emotional heal-
ing (Ducoffe, 1996). Entertainment, supported
by technology interfaces and features on online
shopping websites, is crucial in anticipating on-
line consumers’ attitudes towards online shop-
ping (Zamzuria et al., 2018). Effective social en-
tertainment advertising is essential for expanding
a fan base and transforming viewers into actively
involved brand supporters (Macmillan, 2022). As
a result, entertaining social media advertisements
are an important part of a company’s public page
on social media platforms. Ducoffe’s (1996) adver-
tising value model suggests that there is a direct
correlation between entertainment and individu-
als’ attitudes toward advertising. Similarly, Casalé
(2017) identified a positive correlation between
enjoyable advertisements and attitudes toward
advertising.

Traditional media recognize the importance of
disseminating information via advertisements.
However, social media is now receiving significant
attention for its relevance to informational content
(Dolan et al., 2015). Advertising informativeness
concerns the capacity of advertising to provide
consumers with product knowledge and enable
them to make informed decisions (Ducofte, 1996).
People access the internet to obtain comprehen-
sive information regarding products and services,
in addition to brand insights (Shareef et al., 2019).
Therefore, it is crucial for every advertisement to
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be informative to attract customer attention, gen-
erate interest, and create a favorable perception of
the advertising (Majeed et al., 2021).

Personal identity and community relationships
depend on social interaction. Direct communica-
tion in social settings improves relationships and
cultural exchange (Litt et al., 2020). Social media
has changed people’s communication and social
interaction. People use social media to connect
with their family, friends, and coworkers. As tech-
nology advances, online social connections and
interactions continue to grow. Technology has
enabled social commerce on several social media
platforms, advancing these linkages (Ghahtarani
et al., 2020). Additionally, social interaction on
social commerce platforms affects the attitude,
perception, and decision-making of consumers
(Majeed et al., 2021).

Various social media platforms support and pro-
mote people to share their thoughts for self-ex-
pression. Social media has allowed people to
openly express their personalities, values, and
traits since its inception. Trust makes people more
comfortable disclosing personal information
(Choi & Sung, 2018). Higher life happiness leads
to a deeper sense of self-authenticity. It seems to
apply to everyone, contradicting the idea that so-
cially desirable personalities benefit more from
real self-expression (Bailey et al., 2020). In online
social media groups, self-expression and identifi-
cation may encourage engagement with a clothing
brand’s pages, particularly among users of luxury
fashion brands (Wallace et al., 2020).

The concept of convenience in retail settings refers
to the time and effort required to buy consumer
products that were introduced by Copeland in
1923 (Zegqiri et al., 2023). Jiang et al. (2013) classify
into five categories for online and offline purchas-
es: simple access, information gathering, evalua-
tion, transactions, and post-purchase convenience.
The convenience of online shopping encourages
consumer preference. Consumers use the inter-
net to shop online because it offers more conve-
nience than physical shopping (Nuryakin, 2016).
Nowadays, most consumers seek a high level of
convenience when shopping and prefer internet
research (Jamil et al., 2022). Online shopping of-
fers flexibility and endless product selection,
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which consumers prefer. People who value ease
are more inclined to learn and use social media
platforms. Previous studies have shown that con-
venience improves purchasing behavior (Jiang et
al., 2013; Duarte et al., 2018). Therefore, online
shopping is driven by convenience and variety.

The user’s attitude influences their behavioral in-
tentions to click on advertisements on social media
platforms (Fikri & Risqiani, 2023). The consumer
establishes their attitude toward the advertisement
when they evaluate the visual or verbal substance of
the appeal and its content (Ajzen & Fishbein, 1975).
Online advertising attitude has three dimensions:
cognitive, emotional, and behavioral (Sarioglu,
2022). Cognitive values influence positive or nega-
tive attitudes toward behavior (Ajzen & Fishbein,
1975). Recent trends in online advertising include us-
ing emotional appeals in advertisements, which are
essential to modern marketing techniques (Vrtana
& Krizanova, 2023). Emotional advertising can in-
fluence people to buy a thing without fully assessing
brand information (Zhu & Kanjanamekanant, 2021).
Similarly, Sander et al. (2021) state that consumers’
thoughts and feelings demonstrate their cognitive
competence towards advertising, influencing their
attitude towards it and serving as a significant indi-
cator of advertising effectiveness.

Psychological theories define a person’s behavior-
al intentions as the possibility of doing something.
Intention measures a person’s motivation and ef-
fort to do something (Ajzen, 1991). Nauval and
Hidayat (2023) state that systematic preparation
and motivation, impacted by expectations, com-
mitments, and propensities, lead to purchasing
decisions. Komalasari et al. (2021) reveal that cus-
tomers’ purchasing perspectives and intentions
to make purchases match their actual shopping
behavior for a variety of products. Fashionable
clothing products are not exceptional. The previ-
ous studies indicate that consumer attitudes to-
ward advertising affect their responses, including
purchasing intentions. In a recent study by Patel
et al. (2023), attitude positively correlated with the
intention to purchase online fashion clothing.

Additionally, young individuals exhibit a transition
from dependence to adulthood, marking a key life
stage. At each developmental stage, adolescents pos-
sess distinct viewpoints and fashion inclinations.

http://dx.doi.org/10.21511/im.21(2).2025.14
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Figure 1. Research framework

Many marketing campaigns for diverse products
are primarily directed at young people, who are po-
tential purchasers with strong preferences, particu-
larly in fashion clothing products (Sharma & Jain,
2017; Thein et al., 2024). Therefore, it is deemed ap-
propriate to conduct a research on the fashion cloth-
ing purchases of young consumers in Thailand.

The study aims to investigate the factors that could
affect a person’s purchasing intentions for fash-
ionable clothing in Thailand. A literature review
(Figure 1) has guided the development of the fol-
lowing hypotheses:

HI: Entertainment has a significant impact on
attitudes towards social media advertising.

H2: Informativeness has a significant impact on
attitude towards social media advertising.

H3: Social interaction has a significant impact
on attitude towards social media advertising.

H4:  Self-expression has a significant impact on
attitude towards social media advertising.

H5:  Convenience has a significant impact on at-
titude towards social media advertising.

He6: Attitude towards social media advertising
plays a significant mediator role between
gratification factors and purchase intention.

H7:  Attitude towards social media advertis-

ing has a significant impact on purchase
intention.

http://dx.doi.org/10.21511/im.21(2).2025.14

2. METHODOLOGY

A quantitative cross-sectional research design uti-
lized a survey questionnaire, drawing on estab-
lished studies, to investigate user behavior and re-
lationships among various factors. This structured,
self-administered questionnaire was carefully
designed to assess variables within the proposed
model and collect demographic information. Each
questionnaire item assessed two indicators, rated
on a 5-point Likert scale ranging from 1 (strong-
ly disagree) to 5 (strongly agree). The survey was
conducted online, allowing for a more diverse
representation of consumers from a variety of
industries in Thailand. purposive sampling tech-
nique was employed to recruit participants among
young social media users in Thailand. Both ex-
ploratory factor analysis (EFA) and confirmato-
ry factor analysis (CFA) were employed to assess
the validity and reliability of indicators and con-
structs. Furthermore, this study conducted struc-
tural equation modelling (SEM) using SPSS and
AMOS software to validate the proposed model
and research hypotheses.

Thedemographic profile of the surveyed population
(N=214) reveals a varied representation (Table 1).
According to Westland (2010), this amount sur-
passes the normal sample size of 200, which is
considered enough for performing a structural
equation modelling (SEM) study. In terms of gen-
der, 40.7% identified as male, while 59.3% identi-
fied as female. Age distribution shows a predomi-
nant presence of individuals aged between 18 to 23
years old, constituting 88.8% of the sample, with
a smaller portion, 11.2%, falling within the 24 to
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30 years old category. Occupationally, the major-
ity, 98.1%, identified as students, with a minimal
percentage representing unemployed individuals
(1.4%) and entry-level working adults (0.5%). In
terms of income per month, the largest proportion
(53.7%) reported earning between 0 to 9,999 Baht,
followed by 10,000 to 19,999 Baht (31.3%), and
20,000 to 29,999 Baht (7.9%). When it comes to fa-
vorite social media platforms, Instagram emerged
as the frontrunner with 41.6%, closely followed by
Facebook (25.7%), and TikTok (21.0%). Notably,
H&M stood out as the preferred fashion brand
with 36.9% of respondents, followed by Uniglo
(35.5%) and ZARA (22.9%).

Table 1. Demographic profile results

;Frequency
i (N=214)

Male 87

! Percent

Demographic profile

Gender

127
18-23 years old :
:24-30years old :

Age

;Student

[
Occupation Unempoyed

| Entry Level Working
- Adult

© 010 9,999 Baht ‘

Income per e
month 30,000 to 39,999

%Baht

£40,000 Baht and
: above

i Brand’s website or
i apps

cebook
. . ! Instagram : : .
Favorite social  i..7... T e ST

media platform None
Pinterest .

“TikTok

“H&M
Lyn around Jaspal .
Favourite oo To et TT OO ST SOPRRTOTO

Fashion Brand I\/Iango

ket
: urma
Uniglo : : .
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3. RESULTS

According to the descriptive statistical analysis
conducted using SPSS software, none of the stan-
dard deviation, skewness, and kurtosis values
surpass plus or minus 2. This suggests that the
responses from participants in this study to ques-
tionnaire items follow a normal distribution, indi-
cating that the dataset can be considered as hav-
ing normality. The smallest mean observed is 3.17,
while the largest mean is 3.86 in Table 2.

Table 2. Preliminary descriptive analysis results

Kurtosis
e S

ltems | Mean : Std. deviation : Skewness
PI1 948 i -352
Dl o
. i
P14 .814
ATTL 802
ATT3 . .795
ENTL 357 . ss4
ENTZ 13 889 i
ENT3 .820
W BT -
INF2 . .894
I -
SOl 3 82l
5012 3 803 i
SOI8 3 S A
SEFL 3 V839
SEF2 . 791
E T W -
JCONT | : 3 782 i
JCON2 L8168 i
CON3 902

In the proposed research model, an Exploratory
Factor Analysis (EFA) was employed to validate
the observed variables for their respective fac-
tors, utilizing a Principal Components Analysis
(PCA) method with Varimax rotation in SPSS
software. The Kaiser-Meyer-Olkin (KMO) value
of 0.872 suggests that the data sampling adequacy
is high for factor loading analysis. Following the
criteria outlined by Hair et al. (2010), indicators
with loading coeflicients of at least 0.5 were con-
sidered to represent their respective constructs.
The factor loading values for all questionnaire
items ranged from 0.604 to 0.896, indicating ro-
bust associations. Consequently, the cross-factor
loading analysis confirmed the existence of sev-
en constructs (Entertainment, Informativeness,

http://dx.doi.org/10.21511/im.21(2).2025.14



Social Interaction, Self-expression, Convenience,
Attitude towards social media advertising, and
Purchase intention) associated with twenty-two
variables (refer to Table 3), thus affirming the va-
lidity of all questionnaire items.

Table 3. Factor-cross loading results

Constructs
Items T T H H

INF . SEF : SOl : ATT : ENT : CON
{219 i 082 ¢ 139 :.084 i 102

-017 | .103 | .046 140 185

066 | .036 : .100 .095

—-054 i .095 | .252 324 .
858 | 214 i-010 | .116 | .141 | .008
777 208 | 241 133 240
236 819 © 139 094 153
202 0 786 179 | .109 | 131 | 126
148 222 839 © 151 | 192 : 069
054 230 i 774 | 261 | 165 | .100
083 005 097 : .822 : 102 : 147
109 | 054 ¢ 209 | 812 i 137 @ 230
170 £ .278 ;146 1 .699 i .247 :-.026
045 -037 = 146 : 127 | 795 : 223
128 1 210 ¢ 203 209 {759 : 037
-010 © 120 160 : 125 | 604 : .249
150 | 320 i .095 | .056 | .243 | 715
040 112 i 276 175 266 | 710
{196 i 241 100 : .256 : .042 i .620

The Pearson correlation analysis, as shown in
Table 4, reveals significant associations between
various constructs. Gender exhibits a notable

Table 4. Factor correlation analysis results

Innovative Marketing, Volume 21, Issue 2, 2025

correlation with social media platforms and en-
tertainment, reaching a significance level of 0.01.
Additionally, attitude towards social media adver-
tising (ATT) demonstrates moderate correlations,
at the 0.01 significance level, with entertainment
(ENT), informativeness (INF), social interaction
(SOI), self-expression (SEF), and convenience
(CON). Furthermore, purchase intention (PI) ex-
hibits a strong and highest correlation coefficient
with attitude towards social media advertising
(ATT), also significant at the 0.01 level.

As part of the Confirmatory Factor Analysis (CFA)
process, the measurement model for the proposed
research model is initially constructed using AMOS
software to evaluate convergent and discrimi-
nant validity, following the guidelines of Fornell
and Larcker (1981). The standardized regression
weights of all indicators are above 0.5, ranging from
0.699 to 0.914. Additionally, the Average Variance
Extracted (AVE) values exceed the recommended
threshold of 0.5, ranging from 0.538 to 0.709, while
the composite reliability (CR) values surpass the
minimum acceptable threshold of 0.7, ranging
from 0.778 to 0.879. Hence, the findings (presented
in Table 5) suggest the establishment of convergent
validity. Moreover, the Cronbach’s Alpha values for
all constructs range from 0.778 to 0.875, all exceed-
ing the acceptable threshold of 0.7.

Discriminant validity aims to validate how distinct
a dimension and its variables are from another di-
mension and its variables. According to Fornell

Correlations

‘ CON

‘Gender: Age Occupation:Income Platform: Brand - PI . ATT : ENT : INF : SOl : SEF
_Gender T : : : : : : : :
Aee -o68 : 1 S AT SR SIS
Occupation -.104 119 1
i 0 B A B
Platform .097 -.034 —-.048 —-.043
P —055 . 047 . —020 050
ATT .000 —-.024 .035 .078 1
ENT —1767 . 022 | —064 007 4807 1
NF —072  -016 . 070 068 3297 2237 1
SOl .000 -.031 -.009 -.036 468 1502 390 1
SEF —079 | 035 047 037 © 3407 3327 4797 5087 1 1
CON i —.067 : —.029 : .017 .067 §.4927 1 5477 1 3817 § 5197 ¢ 524 ¢ 1

Note: **. Correlation is significant at the 0.01 level (2-tailed).

http://dx.doi.org/10.21511/im.21(2).2025.14
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Table 5. Convergent validity analysis results

Constructs Indicators Std. regression weight AVE R cA
Purchase intention 0.600 0.857 0.855
................... Se”-expressmn 0.640 0.842 0.841
............... Somalmteract‘lon 0.690 0.869 0.859
Athwde 0.639 0.841 0.835
"""""""""""
~~~~~~~~~~~~~~~~~~~ C onvemence 0.564 0.795 0784

and Larcker (1981), the correlations between any
two factors should be lower than the square root
of the Average Variance Extracted (AVE) for each
factor. As indicated in Table 6, the square root of
the AVE for factors (highlighted and displayed in
bold text) exceeds the correlation between the fac-
tors. Therefore, the analysis outcomes affirm that
the utilized instrument in this study demonstrates
adequate convergent and discriminant validity.

The hypotheses were evaluated based on the pro-
posed research model using maximum likeli-
hood (ML) estimation in AMOS software, and
the analysis outcomes are summarized in Table
7. Entertainment (=0.312, t=2.550) and conve-
nience (B=0.347, t=2.620) were found to have a
positive impact on attitude towards social media
advertising, indicating the acceptance of HI and

Table 6. Discriminant validity analysis results

H5. Additionally, the results indicate that atti-
tude towards social media advertising (f=0.697,
t=7.948) significantly influences purchase inten-
tion, leading to the acceptance of H7. However, H2,
H3,and H4 were not supported as informativeness,
social interaction, and self-expression were found
to have no significant effects on attitude towards
social media advertising.

The mediation variable is discerned through VAF,
which is computed by dividing the total indirect ef-
fect (x > m > y) by the direct effect (x > y). Results
are interpreted as follows: if greater than 20%, it
indicates mediation; if less than 20%, there is no
mediation (Hair et al.,, 2010). Attitude towards
social media advertising (ATT) exhibits a VAF of
65.9%, confirming its role as a mediating variable
(Table 8). Consequently, H6 was validated.

Constructs Pl INF SEF SOl ATT ENT CON
“‘F"‘grchase”i‘ntentiqp 0.775 )
“‘I'r‘jformatj‘\'/‘eness ' 0.243 0.842 )
églf—expr'gssion 0.351 0.534 0.800 )
Social interaction 0.502 0.418 0.595 0.831
“A&itude O.é29 0.3;11 0.3"70 0.5"11 0.7"99
Entertainment 063 ozer | oars  osor  osso oz
Convenience 0.699 0.410 0.614 0.584 0.587 0.697 0.751
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Table 7. Effects analysis results
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Hypotheses Effects Std. coefficient t-value p-value Result
HL L ENT 2 ATT 0312 2550 ... Supported
LH2IINE 2 ATT 0113 L1452 NS ...Notsupported
b3 S0V 2 ATT 0.174 e 1747 NS ...Notsupported

o HA L ISEE T ATT -0.110 ..T1043 NS ...Notsupported
o JCON 2 ATT 0347 2820 i SuppOTtE
H7 CATT = PI : 0.697 7.948 : ok Supported
Note: * means p < 0.05, ** means p < 0.01, *** means p < 0.001.
Table 8. Mediator analysis result
ATT as mediator Indirect effects Total indirect effects on PI i VAF Result
CENT = ATT = PI : 0.217 ;
: CON - ATT - PI : 0.242 ;

The table (Table 9) presents the model fit indices
for both the measurement and structural mod-
els. These indices aim to demonstrate the com-
patibility between the proposed research model
and the gathered data. Initially, the measurement
model was evaluated, revealing a favorable fit
with the observed data, with a CMIN/DF value of
2.152 and other fit indices as follows: GF1=0.861,
AGFI=0.813,1F1=0.919, CFI=0.918, RMSEA=0.074.
Following this, with a satisfactory outcome from
the measurement model, further analysis of the fit
indices for the research model was conducted. The
obtained results are as follows: CMIN/DF=2.340,
GFI=0.847, AGFI=0.799, IFI=0.903, CFI=0.902,
RMSEA=0.079. Based on the analysis of model fit
indices, it can be concluded that the hypothesized
model adequately fits the collected data, as recom-
mended by (Hooper et al., 2008).

Table 9. Model fit indices analysis results

Fitindices | Measurement : Structural |  Result
CMIN/DF : 2.152 {2340 i  Good fit
e e
[ R |
JFL e 0919 0903 .
CIF 0.918 ¢ 0902 Good fit
o 0 2O

4. DISCUSSION

The study’s findings confirmed the existence of
seven constructs associated with twenty-two vari-
ables of the validity of all questionnaire items in
examining the young consumers’ online inten-
tion to purchase fashionable clothing in Thailand.

http://dx.doi.org/10.21511/im.21(2).2025.14

These constructs include entertainment, informa-
tiveness, social interaction, self-expression, con-
venience, attitude toward social media advertis-
ing, and purchase intention. Social media adver-
tising significantly influences young consumers’
online fashion clothing purchasing intentions. In
Thailand, young people perceive social media as a
source of entertainment and a convenient place for
shopping for fashionable clothing products.

The Pearson correlation analysis revealed that
gender has a notable relationship with using social
media and having enjoyable leisure time among
young people. The study revealed that 59.3% of fe-
male respondents receive entertainment gratifica-
tion from social media advertising because of their
desire to engage in online shopping by watching
videos, reading content, and browsing clothing
brands’ pages. This finding strengthens previ-
ous studies by Rahman and Mannan (2018) and
Ladhari et al. (2019), which demonstrated that fe-
males exhibit a greater interest in online fashion
shopping compared to their male counterparts. In
addition, female consumers tend to spend more
time browsing fashion pages and intending to
shop than men.

Since 88.8% of the respondents are aged be-
tween 18 and 23 years old, young consumers from
Generation Z have higher engagement with digi-
tal communication than earlier generations, due
to their early childhoods with technology and
their greater sensitivity (Kusa & Patik, 2021). This
study reveals that 36.9% of respondents indicat-
ed H&M was the most favorable fashion brand
among young consumers in Thailand due to their
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addiction to fast-fashion clothing designs that are
short-lasting and swiftly out of style. Additionally,
41.6% of the respondents indicated that Instagram
is the most preferred social media platform for
purchasing clothing products in Thailand. This
finding aligns with Hashem’s (2024) identifica-
tion that Instagram is the most popular social
media platform for fashion clothing purchases,
especially among young consumers who love fast
fashion brands. Instagram and other major social
media platforms have since taken advantage of
the opportunity to expand their functionality by
incorporating a commerce feature into their ap-
plications. Additional characteristics, such as the
ability to tag brands and insert links to clothing
lines in social media posts, have contributed to an
increase in social media usage in the e-commerce
industry, highlighting the relevance of social com-
merce (Yeo et al., 2022).

First, the study revealed that entertainment grati-
fication has a significantly positive impact on at-
titudes towards social media advertising, with a
significant value of p=0.312, t=2.550. This study
revealed that social media advertising gave con-
sumers entertainment gratification, such as enjoy-
ing watching videos, reading articles about trendy
clothing, and ease of boredom in their spare time.
This finding aligns with the findings of Riskos et
al. (2021), who stated that entertainment can ful-
fil users’ emotional release, escapism, recreation,
and anxiety relief needs while also providing a
delightful personal experience that satisfies their
intrinsic needs and boosts brand engagement.
Entertainment gratification directly influences
user attitudes towards advertising, and a positive
advertising idea not only influences user attitudes
towards advertising but also positively influences
user attitudes towards the brand (Ducoffe, 1996;
Blumler & Katz, 1974).

Second, convenience has a significantly positive
impact on attitudes towards social media adver-
tising, with a significant value of p=0.347, t=2.620.
This study found that social media advertising of-
fers consumers convenient gratification, including
faster product searches, time savings, and access
to a wealth of information sources. This finding is
consistent with the findings of Zegqiri et al. (2023),
which show that customers value products they
buy on a frequent basis, with minimal effort, and
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in a convenient shopping environment. Then, con-
venience in the purchasing process enhances cus-
tomer delight by saving time and effort. This find-
ing also supports the survey of Thai consumers by
HKTDC Research in 2020, which indicated that
convenience is becoming more and more impor-
tant to urban residents in Thailand. Middle-class
customers in modern Thailand are hardly an ex-
ception. Thai people place a high value on conve-
nience and time savings in all aspects of their ev-
eryday lives. Modern conceptions of convenience
differ significantly from the classical understand-
ing of what it includes. Nowadays, merely complet-
ing tasks quickly and effortlessly is no longer suffi-
cient; individuals also require constant connectiv-
ity to the Internet and social media (Ma, 2020).

However, the analysis results showed that informa-
tiveness, social interaction, and self-expression did
not significantly affect young consumers’ attitudes
towards social media advertising, leading to the
non-acceptance of H2, H3, and H4. Since people’s
thoughts and actions change over time, this result,
which is different from Chung and Austria’s (2010)
study on the factors influencing attitude towards
social media and gratification from using it, shows
a positive correlation between attitude towards
social media advertising and satisfaction with the
information and social interaction. Moreover, so-
cial interaction and self-expression on social me-
dia are mostly found among luxury fashion brand
users (Wallace et al., 2020). Finally, 65.9% of those
who answered had a strong mediation effect in the
relationship between the enjoyment of using so-
cial media platforms and the intention to purchase
fashion clothing online. This finding aligns with
the studies of Balroo (2023), revealing that atti-
tude toward social media advertising mediates the
relationship between social media advertising and
purchasing intention. The results of the study sug-
gest that enjoying advertisements on social me-
dia platforms and the convenience of information
searching are significant predictors of intention to
purchase fashionable clothing online, particularly
among young people in Thailand.

This study exclusively focuses on younger indi-
viduals. Most responders are young and self-con-
fident; thus, they may not wish to interact with
people to learn about things online (Chiguvi &
Musasa, 2021). This demographic element may
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affect social media’s informativeness and social dia gratification and motivation, which could af-
interaction gratifications. The limitations of this fect online purchasing decisions. Future studies
study could potentially lead to significant future should investigate the online shopping prefer-
research. The study did not cover a wider range ences for fashionable clothing in additional Asian
of demographics to better understand social me- countries.

CONCLUSION

The study aims to examine the gratification factors that can affect an individual’s online purchasing
intentions for fashionable clothing in the context of young consumers in Thailand. To ensure reliabil-
ity, this study used purposive sampling to collect 230 online questionnaires from young people who
are frequent social media users. The data were collected online by Google Forms between July and
September 2024 among young people from various industries throughout Thailand. This study resulted
in 214 valid responses. Young consumers derive entertainment and convenience gratification from us-
ing social media for online shopping, and these factors significantly form their positive attitudes toward
advertisements on social media. The marketers should focus on crafting captivating advertisements that
evoke lasting memories and raise positive emotions among young consumers. Engaging advertisements
such as short-form videos, idea pins, and live streaming can capture the attention of young consumers
and cultivate positive attitudes. Young consumers in Thailand enjoy engaging advertisements on social
media platforms like Instagram, Facebook, TikTok, and YouTube while shopping for online fashion
clothing. Young people nowadays have easy access to these platforms due to their strong connection to
their mobile phones. The study recommends that fashion clothing marketers leverage these platforms
to achieve effective outcomes. Then, young consumers expect to obtain their desired goods with mini-
mal time and effort. Consumers primarily engage in online shopping due to the ease of use, the desire
for minimal effort, and the expectation of timely delivery. Young consumers may look for and compare
clothing products on social media platforms without physically visiting several stores to identify the
better deals. Therefore, providing detailed information and illustrating the products is crucial for fash-
ion clothing advertisements on social media platforms, particularly those targeting young consumers.
Moreover, creating a favorable attitude towards advertising over social media platforms is very crucial
in a retail setting for fashion clothing. This research stands out due to its fresh empirical findings in the
literature on social media advertising. This study also provides managerial implications to assist busi-
nesses in leveraging social media to boost sales.
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