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ABSTRACT

The popularity of social media as a significant source of information that consumers use to make purchasing
decisions has increased. This has led to a growing preference for short video advertisements on social media
platforms. Additionally, with the emergence of the COVID-19 situation, online shopping has become even more
prevalent. The objective of this research is to study factors affecting purchase intention from short form video
on social media between informative video and humorous video of Thai people were born in generation Y and
Z who use social media. The sample unit of 610 people through online questionnaire. Statistics used in the
research are multiple linear regression analysis and the Wilcoxon-Mann-Whitney test. The results of the study
revealed perceived usefulness factor, perceived enjoyment factor, recall factor, and social media trust factor
has positive effect on purchase intention at a significance level of 0.05. However, information and humorous
video not significant different purchase intention at level of 0.05.
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