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ABSTRACT 

 

The objective of this study was to examine the factors influencing student’s attitude 

towards advertising on Instagram. The technology acceptance model and the theory 

of reasoned action were employed to develop the conceptual framework. Four 

factors, perceived interactivity, advertising avoidance, credibility and privacy were 

tested. Data were gathered from 106 respondents of student at UiTM Kampus 

Bandaraya Melaka using the stratified sampling method and multiple regression 

analysis was conducted to analyse the data. The result revealed that privacy was the 

most dominant factor that influence student attitude towards advertising on 

Instagram. The practical implication of this study ware discussed. 
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