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Abstract

Abstract

Since Facebook announced news feed in September 5, 2006, News Feed Ads has
shown a great vitality. WeChat which active users reached 549 million per month put
advertisement about BMW, VIVO phones and Coca-Cola in news feed. Because of
the discussion online, this event became a hot topic. People have different attitudes
toward the ads in WeChat moments. More attention should be paid to the question
why people have positive and negative attitudes.Empirical support for this
propositions, however, is lacking.

Based on U&G, TAM and the early stage of research, author propose and
empirically test a model of influencing factors in the news feed ads attitude of
WeChat moments. By analyzing data, the study found the six influencing factors
including perceived informativeness, perceived entertainment, self-brand congruity,
peer interactivity, perceived invasiveness and privacy concerns. What is more,
perceived informativeness, perceived entertainment, self-brand congruity and peer
interactivity are positive correlation, however, perceived invasiveness and privacy
concerns are negative correlation.

According to the study, suggestions about the news feed ads in WeChat Moments
are made: increasing the four positive correlation influencing factors; reducing the
other factors; paying attention to socialization factors that affect users’ attitudes

toward news feed ads; respecting the rights of consumers.
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