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Abstract

The objectives of this research are to examine personal factors affecting purchase
intention and to analyze the influence of Al-generated advertising image perception on
consumer purchase intention. This study integrates the Stimulus-Organism-Response (S-
0O-R) framework with the Theory of Planned Behavior (TPB). Conducted as a quantitative
study, data were collected via online questionnaires from a sample of 451 respondents in
Bangkok. Data analysis was performed using descriptive statistics and Multiple

Regression Analysis.

The research findings reveal that the majority of the sample are female, aged 31—
40 years, holding a bachelor’s degree, with an average monthly income of 15,001-30,000
Baht. Overall, the levels of perception toward Al-generated advertisements, psychological
factors, and purchase intention are rated as high. Hypothesis testing indicates that
consumers with different ages and income levels exhibit significantly different purchase

intentions toward Al-generated advertisements at a 0.05 significance level.

Furthermore, multiple regression analysis demonstrates that factors positively and
significantly influencing purchase intention, ranked by their predictive power, include
Subjective Norms ([3 = 0.310), Attitude toward the Behavior, and Perceived Behavioral

Control. These findings suggest that entrepreneurs should prioritize the engagement of



influencers and the design of visually appealing and clear Al-generated advertisements

to effectively stimulate consumer purchase intention in the digital era.

Keywords: Al Advertising, Purchase Intention, Theory of Planned Behavior (TPB), S-O-

R Model
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