MmEsanIngauedgiouda
Journal of Roi Et Rajabhat University 31

it 11 atiudl 1 wnviAw - fiquisu 2560

Vol.11 No.1 January - June 2017

sl 1

answanisiuitelavanlueietiedinussulauninasdanszuiunisandula

=

vaslinAnwIALUIMIgINakazn1sUyd wninendesnvigiaedn

The Influence of Perceptions of Advertising in Online Social Network towards Decision

Making Process of Undergraduates at Faculty of Business and Accountancy,
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ABSTRACT

The purposes of this research were
1) to study the level of perceptions of advertising
in online social network and decision making process
2)to compare the influence of perceptions of advertising
in online social network classified by gender and
age 3)to investigate the influence of perceptions of
advertising in online social network towards decision
making process. The samples used in this research
were 260 undergraduates at Faculty of Business
and Accountancy, Roi Et Rajabhat University.

The questionnaire was used to collect data.
Statistics used for data analysis were frequency,
percentage, mean, standard deviation, Independent
sample t-test, One-Way Analysis of Variance and
Multiple Regression Analysis. The results were as
follows:

1. It was found that most of online social
network users were female using Facebook at the
highest level. The level of their perceptions of
direct advertising in online social network was at a
very high level both in overall and in each aspect.

2. The comparison of perceptions of advertising
in online social network towards decision of undergraduates
classified by gender and age showed as follows:

2.1 The gender differences showed
differences in perceptions created by different groups
of users at a significant level of .05. Also, they showed
different opinions on the others aspects both in overall

and in each aspect at a significant level of .01
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2.2 It was found that the different
level of age did not cause any differences in opinions
towards all the aspects of the perception of advertising
in online social network.

3. The perceptions of advertising in online
social network was positive correlated with decision
making process at a statistically significant level of
0.01 and these predictors accounted for 57.4 %
(R* = .574).

CRERLL 13503, nsvvIumsinauls,
dolavanooulad

Keywords :  Perception, Decision Making
Process, Online Advertising
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