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Abstract

With the rise of the social community, the social community not only become the main channel of obtaining
and sharing information, and also drive the development of social media native advertising. Native advertising
replace the television and print advertising, become the main mode to watch advertising. Through users clicking
information cascades in the social community with native advertising, not merely make information spread
faster, but enhance of the brand. However, there are a few studies focused on users perceived value. Based on
user perceived value, the aim of the research is to discuss the impact of native advertising of social media on
users’ click intention while analyzing the differences in users with different backgrounds. Questionnaire
investing was applied as the research method and there were 337 effective questionnaire returned. The findings
are shown as following: the impact level of all perceived value of social media native advertising on the users’
click intention tends to be above the average. The impact of “perceived of entertainment ” and “perceived of
information”is higher than “perceived of credibility”. And there are significantly different impacts with different

background users by all interference of perceived value. The interference effect of “age” on is the highest.
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