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Abstract

Thai film industry is currently categorized in the creative industries
supported by the government because it has a high economic value. It is also
a powerful mean to promote Thai culture to others. However, the film
production needs high investments, resulting that many Thai filmmakers
suffer losses. Word-of-mouth, especially electronic word-of-mouth (E-WOM)
such as via social networks or web board, could bring more audiences to
watch movies. Thus, purposes of this research are to investigate the effects of
factors relating to e-wom on consumers’ intention to watch Thai films, by
applying the theory of reasoned action and the e-wom concept to develop a
conceptual framework. The conceptual framework consists of four factors:
perceived credibility, perceived positive comments/ reviews, perceived

quality of movie, and perceived fits to receiver. Results show that perceived
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fits to receiver is the most influential factor, followed by perceived quality of
movie, perceived positive comments/ reviews, and perceived credibility,
respectively. This research also explore the relationship between intention to
watch Thai films and the actual behavior. Thai film entrepreneurs could
apply the results of this study to support the development of marketing plan

for film successes.

Keywords: E-WOM, Adoption, Thai Films, Social Networks
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aafUsznaunuIn nsdnnguladesiieg Wulumuilanivue 5 Yadeldun n1ssus

Y

ANUUNYOTeUBIKEIa1S (perceived credibility) N133UFNITUAAIAINARAWILTIUIN

v s

(perceived positive comments/reviews)  N135UIAUAINVDININEURNS (Perceived

Y 9

Quality of Movie) M3susrdiulifiug3uans (Perceived Fits to Receiver) ua

arutlarunneuasive (Intention to watch Thai Films)
fifedildnnaaounnuidefioldvosniosiiofuduussaniueari

199A58UUA (Cronbach’s Alpha) Idinauiannnit 0.6 Jsdiedn Wuinasifidedold

(Hatcher, 1994) Han13n519duNnUdn Jomaruvaanniadeiniuunedolaty

o =

JEAUg InTeliAnduUseavsueanivedasauuIn 1A 0.6
naeNUugITulaiNImaaevanNgIulaen1TIATIERNISaN DENYA

(Multiple Regression Analysis) fauandlun13199 2 wudr Mssuiaudiieieves

v 4 } %

eeans n13suinisuaniauAniudeuan nssuinuaImaesnIneuns n13sus

Y 9 Y
Anutfulafuguaisdamageuinegaiidedifgsoniunslagunmeunsine

o

s
a

lngAduysednan1sannasuInsgiu (Standardized Regression Coefficient %30
Beta) vasladenissuianuiiniulaiugsuans Jadenissuinunmvesnimeuns
JadumssuimsuansanuAniiuduan wazdadunssuinnudnietovedans
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A5199 2 LLﬁ@Qﬁ?ﬂNa‘U@Qauﬂ’ﬁﬂﬂﬂﬂﬁJL%QWH@JM LAZLAAINAAT Beta

s B SEB IS
(Constant) -.096 265
nMsiuianuundefiovesdsans 141 054 112
MISUMIUARIAUAATIULEIUIN 208 046 187%
N135U3ANNINVBINTNEUNS 316 049 .288*
nssuimnuniulanugsuans 364 046 332%

Dependent Variable: Pl
R = 656, R = .431, Adjusted R’ =.425 *Significant at p < .01

wenMNIIFLlImATIdTusTEnI ARz sua meunsing fungu
vay v S oA m oy &
Anlagunneunsinemuauddawaznquitlilasunmeunsinemuauddla g
sl REndunuswuuneenludisea (Point Biserial Correlation Analysis)
WU Anuaslanazsunmeunsinedianuduiusiunguiiegeilavunay lilavun iy
AuAslang el ded1AyNszau 0.00 wazdlaudunuslurianiafeaiunal
duUssavsamduiusuuuneeniludiBea windu 0.196 daandlumsed 3

P15 3 wansAAuduiussEnisauadlatunmeunsinefungun lavuniy

muadlakaznaunlilavumuaundla

PI Group
Pl Pearson o
1 .196
Correlation
Sig. (2-tailed) .000
N 400 400
Group Pearson o
.196 1
Correlation
Sig. (2-tailed) .000
N 400 400

**_ Correlation is significant at the 0.01 level (2-tailed).
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