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ABSTRACT

Different types of advertisings have changed, advertisers have move a large amount of
ads to the social networking sites, and has been replaced by a native ad focusing on
advertising tactics by the characteristics of community websites. Some Internet users,
organizations or business use the characteristics of community sites to share their life, show
or speech on community sites to attract Internet users browse. When more and more Internet
users browsed them, finally they become “Internet celebrity”. The intended purchase
product occurs for the Internet celebrities’ information and theirs internet behaviors as click,
like, share, discuss etc. Businesses need to think about improvement continuously how cause
Internet users' attention in the information explosion in the Internet world. A web-based
questionnaire survey was conducted based on the research model. The survey, which
contained 5-point Likert scale items, and fuscous tow type about Native advertisings and
"non" native advertisings explore social advertising whether different types of influence and
difference in social advertising perception and behavior intention. A questionnaire is
collating Community website users and contact Internet celebrity. Results are listed as
follows: (1) Social Media Advertising have positive effects on Behavioral intentions. (2)
There are difference effects between social Media Advertising and Behavioral intentions by
Social Advertising Types (Native Advertising, Non Native Advertising).

Keywords © Social Advertising Types, Social Media Advertising, Consuming Behavioral

Intentions
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