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Social media activities impact on the decision of
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Montajula Suvattanadilok®*

Abstract: The aim of the research is to examine the social media activities of film
promoters and the factors that have an impact on public decision-making and to
watch film in the cinema. This research looked at film audiences in Thailand to
evaluate public perception, social media tracking and knowledge-based activity that
has not yet been established in previous studies. Few studies have investigated the
variables such as promotional programs, social media platform activities, trailer
assessment, and decision to watch a movie. This study’s audience consisted of Thai
citizens who are a sample of 400 subjects. This group has been identified as the
group that watched the film in Thailand. The statistical tool used is ANOVA, which is
concerned only with the disparity of results used in the comparative analysis. The
strongest statistical relationship for the trailer assessment has been identified.
Indication of the essential distinction between advertising, social media interactions
and trailer assessment. References to social media will motivate the audience to
feel that they are enjoying the recommended films. Social awareness is also related
to the determination of the reference value for video screening. The findings of this
study show that social networks affect audiences to watch movies. Overall, different
factors need to work together to inspire audiences to watch movies. In order to
make people watch films more frequently in cinemas, it is important to explore
other strategies for market demand.

Subjects: Marketing Research; Sales; Consumer Behaviour; Cultural Studies; Media & Film
Studies

Keywords: Social media; film; cinema; promotional programs; trailer assessment

ABOUT THE AUTHOR

The researcher has tried to examine the knowl-
edge, attitudes and behavior of consumers in
marketing strategies, cosmetics, real estate,
social media activities, social norms, etc. in the
context of the relative purchasing situation of
consumers. Online and offline marketing strate-
gies, however, are a constant concern for mar-
keters and managers to balance and enhance
the value of their businesses.

PUBLIC INTEREST STATEMENT

Nowadays, social media influences people more
than other media. This is the result of the existing
lively interaction between social media users in
the creation of comments and reactive efforts on
the international virtual platform. Social network-
ing sites such as YouTube and Facebook and
users’ behavior in these arenas therefore have an
effect on their decision to watch a film in cinema.
And also, the findings have shown that Activity on
Social Media Platforms has the greatest impact on
customers the decision to watch a film in cinema.
At the end of the day, appropriate suggestions
have been made in this article, there are a variety
of factors that need to work together to inspire
people to watch films.
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1. Introduction

Today, the majority of filmmakers have launched their campaign to expand to social media by
actively endorsing films that improve their audience’s understanding of certain films (Kumar,
2012). Few studies have looked into variables like promotional programs, social media platform
activities, trailer evaluation, and decision to watch a movie. Wang et al. (2010) also said that
audiences would like to watch movies and often look for information about movies to watch
movies before reading movie previews in magazines, browsing online, or looking for movie stars
like friends or family. Potential film watchers were also more likely to watch a movie in theaters
after reading the social media page on the official website of the film (Suvattanadilok, 2014).
Facebook and Twitter also benefit audiences through their ongoing Facebook conversations with
friends (Nanda et al,, 2018; Wilcox, 2012) and by encouraging Twitter to encourage others to
follow up on content (Deloitte Touche Tohmatsu India Pvt. Ltd, 2012). Tagg (2015) also encourages
increased interaction with film. Film reviews compliment the pleasure of watching a movie and
watching the whole story in the movies (Feng et al.,, 2020). These techniques were used to make
the film public more confident by generating emotions (Pedersen, 2016). Having applied the use
and enjoyment theory (Raney, 2013), the audience believe that it is possible to identify the
motivations for using the media and explore the motivations for using the media by examining
the social and psychological characteristics of other viewers (Tefertiller et al., 2020). Not only does
the web shape the boundaries of mass media and casual communication, it also mixes them
together (Tagg, 2015). This work examines how Thai viewers decide to watch movies using this
concept of use. Key reasons for the use of social media have been proposed in social and
psychological roles, namely cognitive needs, emotional needs, individual needs for inclusion, social
inclusive needs, and tension-related needs (Raney, 2013; Yu et al., 2019).

Current research focuses on two aspects: 1) an analysis of the social media practices of film
watchers and the factors that influence the decision-making process of the audience and then
watching film in the cinema; and 2) an analysis of the factors that affect the decision-making
processes of the public about what shows to watch as films. In this paper, the researcher aims to
examine the role and extent of variables such as promotional programs, activities on the social
media platform, and a trailer assessment of the decision to watch a film on theater. And their
mean differences in order to find out which variable are most influential among all of them.

2. Literature review

Several factors may influence the choice of a film. Consumers therefore take certain things into
account before selecting a film: (1) its marketing communication; (2) its unbiased source of
information; (3) the features of the film; (4) its content; and (5) easy access (Umukoro et al,
2020). Customers who have seen or are exposed to a film in marketing messages that talk to other
customers about their experiences and trigger a better word of mouth communication through
direct conversations or social networking sites (Chakravarty et al., 2010). Movie critics usually write
reviews on the web or in magazines and posts, including previews and a rundown of film content
(Rui et al, 2013). Customers can therefore evaluate the content of films relating to history,
unpleasant materials and technology (Moses et al.,, 2016). If a viewer can compare the desire of
a trailer to watch a certain movie with that of seeing another movie, it is more likely that the
audience will be “sold” to the advertised movie (Oja, 2019). Trailer trails shown by other medidq,
linked to the emotions and expectations of the audience, will also make people interested and
attracted (Amasaka et al., 2012).

3. Promotional programs

Promotional services are the most important element in movies, either individually or in groups, in the
use of communication, both directly and indirectly, to provide details and to convince people to watch
movies (Alvarez-Monzoncillo et al., 2018). Promotional campaigns are designed to raise public
awareness of the film (Kumar, 2012). A film trailer also provides good information (Preece, 2010)
on the original film, using digital media to promote it, with a view to promoting film and displaying the
scene alongside attractive music. As a result, films will be screened and used in real time to promote
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film via the Internet and social media with an increase in information technology (Gong & Tung,
2017). By promoting film in social media, the public will be able to watch new films more quickly
(Devlin et al., 2011). Film reviews can also help costumers’ judge movies. Film critics are also reflecting
on the way in which film publications (Tsao, 2014) are shown in magazines, television programs or
other outlets, including film reviews and social media, where film designs can actually promote film
before it is released (Park & Berger, 2010). Overall, the Promotional Programs influence the decision of
the audience to watch a film online on a platform like cinema (Pittman & Sheehan, 2015).

H;: Promotional programs influence significantly on the decision to make a trip to watch a film at
the cinema.

4. Activities on social media platforms

Berger (2014) has suggested that word of mouth is a social networking activity that is useful as
a tool for independent film audiences and in-depth film stories. In addition, Chu and Choi (2011)
argued that word of mouth had an impact on public perception. On a number of film review sites,
they can decide to watch movies online through their influence and relationships with consumers
(Bich & Lien, 2019). The Social Media Platform Activities comprises the main information networks
and also includes word of mouth, which is still an important factor in film decision-making (Aytekin
& Akar, 2019). Online review is an important driving force for consumers to make decisions, such as
buying products and watching movies (Cui et al,, 2012). The Internet boom, the word of mouth
that is now available on all social media, including Facebook, is encouraging people to “like” their
site and connect to friends (Suvattanadilok, 2020). YouTube also offers the opportunity to set up
a channel for the official promotion of specific films, and not just to show trailers (Berk, 2009).

H: Activities on social media influence significantly on the decision to make a trip to watch a film
at the cinema.

5. Trailer assessment

The data presented on the film’s social websites, including Facebook, Twitter, YouTube and Line,
help to foster interaction between businesses and the public. YouTube has the most popular movie
trailers in its audience (Kernan, 2009). One of the uses of social media is to make the audience
more interested in watching movies and also to raise awareness of the existence of movies
(Southern, 2014). Feelings and emotions have a significant impact on whether a customer takes
or rejects a movie trailer (Karray & Debernitz, 2017). The theory of mood management shows that
an individual chooses a medium to regulate affective mood conditions that are more appropriate
for a person, especially when external stimuli influence his or her mood (Smith et al., 2017). Trailers
are both a good marketing and hedonistic experience (Southern, 2014). A person’s mood can
affect his or her desire to find out about our other types of media, either seriously or humorously
(Ekman et al.,, 2013). As people strive to keep their moods intact and to benefit from the strength
they overcome, film advertisers need to understand how their film trailers relate to their audi-
ence’s emotions in order to achieve their desired condition (Strobin et al., 2015).

Hjs: Trailer Assessment on social media influence significantly on the decision to make a trip to
watch a film at the cinema.

The researcher developed the conceptual model of this study on the basis of the theoretical
framework of the previous research:

Chakravarty et al., (2010) explored the persuasive effect of online (or word-of-mouth) reviews
and the views of film critics on the appraisal of to-be-released films by film-makers. Their research
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Figure 1. Conceptual model of
the study.

shows that online word of mouth has a more persuasive impact on people who are unfamiliar than
on regular film-watchers, especially when it is negative. The relative impact of word-of-mouth and
critical assessments is asymmetric with few more mouth-to-mouth movie viewers affected, while
regular film viewers are more influenced by the study.

In addition, Huang et al. (2011) investigated the impact of the internet on the relationship
between social media and film sales commentaries. When different types of social media plat-
forms have a different impact on sales of products. The findings indicated the favorability and
popularity (volume of comments) of the social media comments on the published film list. It has
also been found that reviews affect readers, often through text, rather than numerical scores.

Peng (2016) also showed the characteristics and promotion strategies of youth films based on the
context of the attribute. He discovered that eight advertising tactics describe how the quality of a film
is related. Each app includes a variety of features and promotional strategies for youth movies.

Overall, Weaving et al. (2020) in Australia outlines the opportunities to draw on experiences
across various disciplines, in particular to explore the consequences of applying “customer jour-
ney” to understanding the range of social and material influences that may be at play in informing
film audience decision-making.

Consequently, the researcher has extracted the following modified conceptual framework
(Figure 1) based on the studies mentioned above.

Promotional Programs

Activities On Social
Media Platform

Decision ToWatchA
Film in Cinema

TrailerAssessment

6. Research methodology

The sample study group was the customers who decided to go to the theater to watch films in
Thailand. According to Zikmund et al. (2012); Bujang, Sa’at, & Bakar (Bujang et al., 2018), The
target audience included people in Thailand using a sample group formula of 400 subjects. Cinema
goers are mostly between people aged 14-24 years (Morgan, 2020). As a result, the author
selected volunteers over the age of 20 for this study. This community was described as a film
audience group that watched the film in Thailand. The survey is conducted by the investigator for
six weeks in the provinces of Bangkok, Samutprakarn and Nonthaburi in Thailand. In addition, the
participants selected a film from the film theater with full freedom of choice, as the selected
content may have been of interest to some volunteers. To conduct the survey, volunteers are told
what the survey is all about, and then asked to complete a questionnaire. The data are analyzed in
order to achieve the objectives of the study. In addition, the Cronbach alpha-value measurement
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Figure 2. Conceptual model

ANOVA results.

Table 1. Levene’s test of equality of error variances ab

Levene’s Test of Equality of Error Variances ®°

Levene Statistic dfl df2 Sig.

Decision to Based on Mean 3.000 . 33 319 .000

gsg‘o" film in Based on 1.446 33 319 059
Median

Based on 1.446 33 223.85 .064

Median and with
adjusted df

Based on 2.682
trimmed mean

33 319 .000

Tests the null hypothesis that the error variance of the dependent variable is equal across groups.
a. Dependent variable: Decision to watch a film in cinema

b. Design: Intercept + Promotional program + Activity on social media platforms + trailers Assessment + Promotional
program * Activity on social media platforms + Promotional program * trailers Assessment + Activity on social media
platforms * trailers Assessment + Promotional program * Activity on social media platforms * trailers Assessment

Source: Author

to check the reliability of the measurement scales used in the variance analysis Three-Way ANOVA
study for the SPSS 24 model testing (Rovai et al., 2013).

7. Results

Of the 400 interviewees, 58.5% were male and 41.5% were female. The interviewees are between
20 and 60 years of age. Around 62 percent of the samples were aged during 20-30. Approximately
half (52%) had a diploma, while others had no college or post-doctoral degree. Approximately half
of those surveyed earned between 15,000- and 40,000-baht monthly income which is equivalent
to nearly USD 500-1300 (56.2%) (Average salary in Thailand is 19,300 Baht (Living & Your
Bibliography, 2021).

Based on the mean of variables (Figure 2), including the Promotional Program, the Social Media
Platform Activity and the Trailer Assessment, the results of the Levene Test assessment indicated
that the independent variables had a different effect on the decision to watch a movie in theatre.
Also, in Table 1, the variables are statistically significant as sig = .000 (Hair et al., 2013).

Promotional Programs

Activities On Social Mean square =.271

Media Platform

Decision ToWatch A
Film in Cinema

Trailer Assessment
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Table 3. Analysis of variance of variables used in the model

Three Way-ANOVA®

Model Sum of df Mean Square F Sig.
Squares
1 Regression 72.028 3 24.009 215.166 .000°
Residual 44,188 396 112
Total 116216 399

a. Dependent Variable: Decision to watch a film in cinema
b. Predictors: (Constant), Trailers assessment, Promotional program, Activity on social media platforms
Source: Author

According to Table 2, the Promotional Program and the Activity on Social Media Platforms
statistically have the same effect on the decision to watch a film in cinema (sig = .089). Trailers
Assessment statistically does not have a positive effect on the decision to watch a movie in theatre
(sig = .166). Activity on Social Media Platforms has statistically the highest impact on the decision
to watch a film in cinema (Mean Square = .271). Following this, the promotional program with
(Mean Square = .204) has a statistically high impact on the decision to watch a film in the cinema.

Analysis of variance (Table 3) At the significance level of 0.05, all independent variable effects
were shown to be statistically significant. The main effect of the decision to watch films in the
cinema was also the F ratio of F (3, 396) to 215.16, p < .000, indicating a significant difference
between the promotional programs (M = .204), the activity on social media platforms (M = .271)
and the trailers assessment (M = .092).

8. Discussion

As Heinonen (2011) also argued, activity on social media sites leads customers to be entertained by following
other statements which could therefore be an important decision-making parameter. According to the
findings of this study, Ho et al. (2014) also agreed that social networking activities (Mean Square = .271)
are one of the key social norms of consumer behavior for film recommendations in Thailand.

The results show that comments and references will increase the desire of the consumer to see
a film. Marketers need to be aware of how they can develop reference techniques for social media
to encourage consumers to watch films (C. Oh et al., 2017). Online referrals will have a positive
effect on the viewer’s impression in such a way that they believe they would be entertained by the
recommended films. Ma et al. (2016), have found that promotion programs is increasing word of
mouth and encouraging sales. By word of mouth, if piracy did not have an impact on advertising,
the profits from the box office would be reduced by another 1.5 per cent. Their research is based on
my results of the promotional program with a statistically significant effect on the possibility of
seeing a film in the cinema (mean square = .204).

S. Oh et al. (2017) argued that the number of times a trailer shared the box office revenue of
a film and the box office revenue of a new film. Very few studies have investigated the effect of
a movie trailer on watching a movie in a movie theater. In this paper, however, the researcher
indicated that the Trailers Assessment statistically does not have a positive effect on the decision
to watch a film in theatre (sig = .166) which is not supported by Oh Baek, & Ahn (2017).

Social perception is related to the determination of the reference value of video screening. The
concept, the advantages and the efficiency of the amusing product are applied to the customer.
Several researchers agree that the viewing of friendly films has a significant impact on attitudes
(Chakravarty et al., 2010; Huang et al., 2011). Some of the characteristics of the film influence the
perception of consumers and, in turn, influence the perceived value of the film. The findings of this
research, which has been carried out in Thailand, show that customers view movies in the cinema
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are motivated by the value of social media. This can be attributed to Thailand’s high level of social
awareness, which encourages people to act on the basis of their interest, which Madagaonkar
(2018) supports.

The aim of this research was to better understand the impact of social media on social motivation and,
in particular, on theatrical participation. While previous research indicates that social media interactions are
linked to successful box office (Bhati & McDonnell, 2020; Peng et al., 2019). This study focused in particular
on the role of social media-driven characteristics; in particular, the promotional program played a role in
the decision to view a film in theatre. The study has shown that social media activities are best predicted to
be viewed at the theater. However, social media sharing, like, and commenting on a film by viewers who
have had the greatest impact on the social decision-making process.

9. Conclusion

The key objective of film marketing is to enable audiences to watch films on theaters. Many movie
theaters have tried to reach different levels of sustainable audiences. As well, many companies
and film industries consider it important to market the electronic word of mouth. Social media
advertising, however, has continued to spread to the film industry in a different way. This was
followed by a marketing approach that allowed viewers to be aware of and watch movies in
theatre. Also, various factors need to work together to encourage viewers to watch movies.
A strategy to meet market demand is needed to make film viewing more sustainable.

10. Limitation

The study looked at specific areas in Thailand to assess public awareness, social media monitoring
and knowledge-searching behavior. Accessibility to the study sample and communication with
people in this study was limited to a few social media sites. Out of the potential variables, the
researcher studied some of the effective variables that influenced the decision to watch a film in
a movie theater. Overall, this research focuses on self-reporting as a key constraint on past views.
Although the current design allows researchers to examine motivations in other mediq, it inte-
grates biases inherent to the study in order to ask participants to tell them about past drives.

11. Recommendations

Other tactics need to be put forward, such as increasing sales, cutting costs and producing new films.
The relationship between feedback from film viewers and social media actions in future studies should
be studied. While this study found support for social activities, it is better to study other social norm
aspects. Future research should assess whether social wealth predicts other social media activities
accurately. While the current study shows that both the Social Media Platform and the Trailer
Assessment have distinct characteristics that operate independently, further research is needed to
identify how they work together to motivate different social media behaviors.

Funding
The author received no direct funding for this research.

Author details

Montajula Suvattanadilok®

E-mail: montajula.su@kmitl.ac.th

1 King Mongkut’s Institute of Technology Ladkrabang
Business School, Bangkok, Thailand.

Citation information

Cite this article as: Social media activities impact on the
decision of watching films in cinema, Montajula
Suvattanadilok, Cogent Business & Management (2021), 8:
1920558.

References

Alvarez-Monzoncillo, J. M., De Haro Rodriguez, G., &
Picard, R. G. (2018). Digital word of mouth usage in
the movie consumption decision process: The role
of mobile-WOM among young adults in Spain.

International Journal on Media Management, 20(2),
107-128. https://doi.org/10.1080/14241277.2018.
1471606

Amasaka, K., Iida, T., Fukuchi, S., & Goto, A. (2012).
A study on effectiveness of movie trailers boosting
customers’ appreciation desire: A customer science
approach using statistics and GSR. Journal of
Business & Economics Research, 10(6), 375-384.
https://doi.org/10.19030/jber.v10i6.7028

Aytekin, M., & Akar, D. (2019). Cinema and social media:
Role of media in movie publicities in Turkish cinema
industry. In Handbook of Research on Examining
Cultural Policies Through Digital Communication (pp.
1-30). IGI Global. Handbook of Research on
Examining Cultural Policies Through Digital
Communication

Berger, J. (2014). Word of mouth and interpersonal com-
munication: A review and directions for future
research. Journal of Consumer Psychology, 24(4),
586-607. https://doi.org/10.1016/j.jcps.2014.05.002

Page 8 of 11


https://doi.org/10.1080/14241277.2018.1471606
https://doi.org/10.1080/14241277.2018.1471606
https://doi.org/10.19030/jber.v10i6.7028
https://doi.org/10.1016/j.jcps.2014.05.002

Suvattanadilok, Cogent Business & Management (2021), 8: 1920558
https://doi.org/10.1080/23311975.2021.1920558

Berk, R. A. (2009). Multimedia teaching with video clips:
TV, movies, YouTube, and mtvU in the college
classroom. International Journal of Technology in
Teaching & Learning, https://pdf4pro.com/view/mul-
timedia-teaching-with-video-clips-tv-movies-you-
tube-5a8ecd.html

Bhati, A., & McDonnell, D. (2020). Success in an online
giving day: The role of social media in fundraising.
Nonprofit and Voluntary Sector Quarterly, 49(1),
74-92. https://doi.org/10.1177/0899764019868849

Bich, D. N., & Lien, P. T. (2019). An investigation of ante-
cedents and consequences of consumers’ attitude
towards product movie series on social media: Case
of Ostar story. International Journal of Knowledge
Engineering and Data Mining, 6(1), 187-206. https://
doi.org/10.1504/1JKEDM.2019.10022516

Bujang, M. A, Sa’at, N., Bakar, T. M. I. T. A., & Chien Joo, L.
(2018). Sample size guidelines for logistic regression
from observational studies with large population:
Emphasis on the accuracy between statistics and
parameters based on real life clinical data. The
Malaysian Journal of Medical Sciences: MJMS, 25(4),
122. https://doi.org/10.21315/mjms2018.25.4.12

Chakravarty, A, Liu, Y., & Mazumdar, T. (2010). The dif-
ferential effects of online word-of-mouth and critics’
reviews on pre-release movie evaluation. Journal of
Interactive Marketing, 24(3), 185-197. https://doi.org/
10.1016/j.intmar.2010.04.001

Chu, S. C., & Choi, S. M. (2011). Electronic word-of-mouth
in social networking sites: A cross-cultural study of
United States and China. Journal of Global Marketing,
24(3), 263-281. https://doi.org/10.1080/08911762.
2011.592461

Cui, G., Lui, H. W., & Guo, X. (2012). The effect of online
consumer reviews on new product sales.
International Journal of Electronic Commerce, 17(1),
39-57. https://doi.org/10.2753/JEC1086-4415170102

Deloitte Touche Tohmatsu India Pvt. Ltd. (2012). Media &
entertainment in East India - Bengal: A vibrant way
forward. FICCI.

Devlin, M. B., Chambers, L. T., & Callison, C. (2011).
Targeting mood: Using comedy or serious movie
trailers. Journal of Broadcasting & Electronic Media,
55(4), 581-595. https://doi.org/10.1080/08838151.
2011.620668

Ekman, P., Friesen, W. V., & Ellsworth, P. (2013). Emotion
in the human face: Guidelines for research and an
integration of findings (Vol. 11). Elsevier.

Feng, N., Feng, H., Li, D., & Li, M. (2020). Online media
coverage, consumer engagement and movie sales:
A PVAR approach. Decision Support Systems, 131.
https://doi.org/10.1016/j.dss.2020.113267Volume
131

Gong, T., & Tung, V. W. S. (2017). The impact of tourism
mini-movies on destination image: The influence of
travel motivation and advertising disclosure. Journal
of Travel & Tourism Marketing, 34(3), 416-428.
https://doi.org/10.1080/10548408.2016.1182458

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least
squares structural equation modeling: Rigorous
applications, better results and higher acceptance.
Long Range Planning, 46(1-2), 1-12. https://doi.org/
10.1016/j.1rp.2013.01.001

Heinonen, K. (2011). Consumer activity in social media:
Managerial approaches to consumers’ social media
behavior. Journal of Consumer Behaviour, 10(6),
356-364. https://doi.org/10.1002/cb.376

Ho, S. S., Poorisat, T., Neo, R. L., & Detenber, B. H. (2014).
Examining how presumed media influence affects
social norms and adolescents’ attitudes and drinking
behavior intentions in rural Thailand. Journal of

X: cogent.-business & management

Health Communication, 19(3), 282-302. https://doi.
0rg/10.1080/10810730.2013.811329

Huang, J., Boh, W. F., & Goh, K. H. (2011). From A social
influence perspective: The impact of social media on
movie sales. (Vol. 79). In PACIS. July

Karray, S., & Debernitz, L. (2017). The effectiveness of
movie trailer advertising. International Journal of
Advertising, 36(2), 368-392. https://doi.org/10.1080/
02650487.2015.1090521

Kernan, L. (2009). Coming attractions: Reading American
movie trailers. University of Texas Press.

Kumar, A. (2012). E marketing of bollywood movies: A case
study of movies with earning above INR 100 crore.
Retrieved September 16, 2015, from www.academia.
edu/4251791. Mewar University.

Your Bibliography: Living, C. (2021). Cost of living in
Thailand. Retrieved 24 February 2021, from https://
www.numbeo.com/cost-of-living/country_result.jsp?
country=Thailand, Numbeo.

Mg, L., Montgomery, A., & Smith, M. D. (2016). The dual
impact of movie piracy on box-office revenue:
Cannibalization and promotion. Available at SSRN,
2736946. http://dx.doi.org/10.2139/ssrn.2736946

Madagaonkar, D. (2018). Digital way to marketing Indian
cinema-A new way of branding Indian cinema.
PARIPEX-INDIAN JOURNAL OF RESEARCH, 6, 2. https://
www.worldwidejournals.com/paripex/recent_is-
sues_pdf/2017/February/
February_2017_1486205078__159.pdf

Morgan, V. (2020). By age - attendance patterns - audi-
ences - cinema - fact finders - screen Australia.
Screen Australia. Retrieved 25 August 2020, from
https://www.screenaustralia.gov.au/fact-finders
/cinema/audiences/attendance-patterns/by-age#:
text=While%20cinema%20cinema%?20attendance%
20was%20mostexperiencing%20the%.

Moses, C., Maxwell, A., Adegbuyi, O., Akinbode, M., &
Inelo, F. (2016). The overriding influence of social
media as the key driver of cinematic movie sales.
International Business Management, 10(6),
718-725. http://eprints.covenantuniversity.edu.ng/
id/eprint/5796

Nanda, M., Pattnaik, C., & Lu, Q. S. (2018). Innovation in
social media strategy for movie success: A study of
the bollywood movie industry. Management Decision,
56(1), 233-251. https://doi.org/10.1108/MD-04-2017-
0429

Oh, C., Roumani, Y., Nwankpa, J. K., & Hu, H. F. (2017).
Beyond likes and tweets: Consumer engagement
behavior and movie box office in social media.
Information & Management, 54(1), 25-37. https://doi.
0rg/10.1016/j.im.2016.03.004

Oh, S., Baek, H., & Ahn, J. (2017). Predictive value of
video-sharing behavior: Sharing of movie trailers and
box-office revenue. Internet Research, 27(3), 691-
708. https://doi.org/10.1108/IntR-01-2016-0005

0Oja, M. (2019). On the concept of the deceptive trailer:
Trailer as paratext and multimodal model of film.
Sign Systems Studies, 47(1/2), 177-204. https://doi.
0rg/10.12697/555.2019.47.1-2.07

Park, D. J., & Berger, B. K. (2010). Brand placement in
movies: The effect of film genre on viewer
recognition. Journal of Promotion Management, 16
(4), 428-444. https://doi.org/10.1080/
10496491003591261

Pedersen, L. T. (2016). Narrating cinema. Aalborg
University.

Peng, F., Kang, L., Anwar, S., & Li, X. (2019). Star power
and box office revenues: Evidence from China.
Journal of Cultural Economics, 43(2), 247-278.
https://doi.org/10.1007/s10824-018-9338-0

Page 9 of 11


https://doi.org/10.1177/0899764019868849
https://doi.org/10.1504/IJKEDM.2019.10022516
https://doi.org/10.1504/IJKEDM.2019.10022516
https://doi.org/10.21315/mjms2018.25.4.12
https://doi.org/10.1016/j.intmar.2010.04.001
https://doi.org/10.1016/j.intmar.2010.04.001
https://doi.org/10.1080/08911762.2011.592461
https://doi.org/10.1080/08911762.2011.592461
https://doi.org/10.2753/JEC1086-4415170102
https://doi.org/10.1080/08838151.2011.620668
https://doi.org/10.1080/08838151.2011.620668
https://doi.org/10.1016/j.dss.2020.113267
https://doi.org/10.1080/10548408.2016.1182458
https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1002/cb.376
https://doi.org/10.1080/10810730.2013.811329
https://doi.org/10.1080/10810730.2013.811329
https://doi.org/10.1080/02650487.2015.1090521
https://doi.org/10.1080/02650487.2015.1090521
http://www.academia.edu/4251791
http://www.academia.edu/4251791
https://www.numbeo.com/cost-of-living/country_result.jsp?country=Thailand
https://www.numbeo.com/cost-of-living/country_result.jsp?country=Thailand
https://www.numbeo.com/cost-of-living/country_result.jsp?country=Thailand
http://dx.doi.org/10.2139/ssrn.2736946
https://www.screenaustralia.gov.au/fact-finders/cinema/audiences/attendance-patterns/by-age#:text=While%20cinema%20cinema%20attendance%20was%20mostexperiencing%20the%
https://www.screenaustralia.gov.au/fact-finders/cinema/audiences/attendance-patterns/by-age#:text=While%20cinema%20cinema%20attendance%20was%20mostexperiencing%20the%
https://www.screenaustralia.gov.au/fact-finders/cinema/audiences/attendance-patterns/by-age#:text=While%20cinema%20cinema%20attendance%20was%20mostexperiencing%20the%
https://www.screenaustralia.gov.au/fact-finders/cinema/audiences/attendance-patterns/by-age#:text=While%20cinema%20cinema%20attendance%20was%20mostexperiencing%20the%
https://doi.org/10.1108/MD-04-2017-0429
https://doi.org/10.1108/MD-04-2017-0429
https://doi.org/10.1016/j.im.2016.03.004
https://doi.org/10.1016/j.im.2016.03.004
https://doi.org/10.1108/IntR-01%20132016-0005
https://doi.org/10.12697/SSS.2019.47.1-2.07
https://doi.org/10.12697/SSS.2019.47.1-2.07
https://doi.org/10.1080/10496491003591261
https://doi.org/10.1080/10496491003591261
https://doi.org/10.1007/s10824-018-9338-0

Suvattanadilok, Cogent Business & Management (2021), 8: 1920558
https://doi.org/10.1080/23311975.2021.1920558

Peng, H. (2016). An analysis of promotion strategies for
domestic youth films in China between 2010 and
2015. Hong Kong Baptist University

Pittman, M., & Sheehan, K. (2015). Sprinting a media
marathon: Uses and gratifications of binge-watching
television through cinema. First Monday, 20(10).
https://doi.org/10.5210/fm.v20i10.6138

Preece, B. S. (2010). Coming soon to a live theater near you:
Performing arts trailers as pretext. International Journal
of Nonprofit and Voluntary Sector Marketing, 23-35.
https://doi.org/10.1002/nvsm.392, Volume16, Issuel

Raney, A. A. (2013). The psychology of disposition-based
theories of media enjoyment. In J. Bryant, P. Vorderer
(Eds.), Psychology of entertainment (pp. 155-168).
Routledge.

Rovai, A. P., Baker, J. D., & Ponton, M. K. (2013). Social science
research design and statistics: A practitioner’s guide to
research methods and IBM SPSS. Watertree Press LLC.

Rui, H., Liu, Y., & Whinston, A. (2013). Whose and what
chatter matters? The effect of tweets on movie sales.
Decision Support Systems, 55(4), 863-870. https://doi.
0rg/10.1016/j.dss.2012.12.022

Smith, J. R., Joshi, D., Huet, B., Hsu, W., & Cota, J. (2017,
October). Harnessing ai for augmenting creativity:
Application to movie trailer creation. In Proceedings
of the 25th ACM international conference on
Multimedia, 1799-1808. New York, NY: Association
for Computing Machinery.

Southern, R. J. (2014). Internet marketing and social
media. Internet marketing services.

Strobin, A. A., Hunt, J. B, Spencer, F. J., & Hunt, T. G.
(2015). The role of music in motion picture adver-
tising and theatrical trailers: Altering music to
modify emotional response and genre
expectations. Academy of Marketing Studies
Journal, 19(3), R244. https://www.semanticscholar.
org/paper/The-Role-of-Music-in-Motion-Picture-
Advertising-and-Strobin-Hunt/
71c041ea5de639888201e4128d342c4c73adef5a

Suvattanadilok, M. (2014). Impact of Social Media
changes marketing. Journal of Industrial Education,
13(1), 196-203. https://ph01.tci-thaijo.org/index.php/
JIE/article/view/173227

X: cogent.-business & management

Suvattanadilok, M. (2020). Strategies of entrepreneurs to
maintain clothing customers in Thailand. Revista
Argentina de Clinica Psicolégica, 29(3), 709.
DOI:10.24205/03276716.2020.773

Tagg, C. (2015). Exploring digital communication:
Language in action. Routledge.

Tefertiller, A. C., Maxwell, L. C., & Morris, D. L. (2020). Social
media goes to the movies: Fear of missing out, social
capital, and social motivations of cinema attendance.
Mass Communication and Society, 23(3), 378-399.
https://doi.org/10.1080/15205436.2019.1653468

Tsao, W. C. (2014). Which type of online review is more
persuasive? The influence of consumer reviews and
critic ratings on moviegoers. Electronic Commerce
Research, 14(4), 559-583. https://doi.org/10.1007/
510660-014-9160-5

Umukoro, O. E., Eluyela, F. D., Inug, O. I., Babdjide, S., &
Balogun, S. B. (2020). Nollywood accounting and
financial performance: Evidence from Nigerian
cinemas. International Journal of Financial Research,
11(2), 271-280. https://doi.org/10.5430/ijfrv11n2p271

Wang, F., Zhang, Y., Li, X. L., & Zhu, H. W. (2010). Why do
moviegoers go to the theater? The role of prerelease
media publicity and online word of mouth in driving
movie going behavior. Journal of Interactive
Advertising, 11(1), 1. https://doi.org/10.1080/
15252019.2010.10722177

Weaving, S., Hight, C., Nobes, K., & Pasvolsky, C. (2020).
Working with the Australian cinema industry to
understand the movie-going experience. Studies in
Australasian Cinema, 14(2), 80-94. https://doi.org/10.
1080/17503175.2020.1810459

Wilcox, B. (2012). Current trends in the marketing and
promotions of movies. Using Social Media. digital
commons.calpoly.edu. California Polytechnic State
University

Yu, K. T., Lu, H. P., Chin, C. Y., & Jhou, Y. S. (2019). Box
office performance: Influence of online word-of-
mouth on consumers’ motivations to watch movies.
Social Behavior and Personality: An International
Journal, 47(10), 1-17. DOI:10.2224/sbp.8162

Zikmund, W., Babin, B., Carr, J., & Griffin, M. (2012).
Business research methods. Cengage Learning.

Page 10 of 11


https://doi.org/10.5210/fm.v20i10.6138
https://doi.org/10.1002/nvsm.392
https://doi.org/10.1016/j.dss.2012.12.022
https://doi.org/10.1016/j.dss.2012.12.022
https://doi.org/10.24205/03276716.2020.773
https://doi.org/10.1080/15205436.2019.1653468
https://doi.org/10.1007/s10660-014-9160-5
https://doi.org/10.1007/s10660-014-9160-5
https://doi.org/10.5430/ijfr.v11n2p271
https://doi.org/10.1080/15252019.2010.10722177
https://doi.org/10.1080/15252019.2010.10722177
https://doi.org/10.1080/17503175.2020.1810459
https://doi.org/10.1080/17503175.2020.1810459
http://digitalcommons.calpoly.edu
http://digitalcommons.calpoly.edu
https://doi.org/10.2224/sbp.8162

Suvattanadilok, Cogent Business & Management (2021), 8: 1920558 O;K-: cogent P b us | Nness & mana ge me nt

https://doi.org/10.1080/23311975.2021.1920558

© 2021 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license.

cogent--0a

You are free to:

Share — copy and redistribute the material in any medium or format.

Adapt — remix, transform, and build upon the material for any purpose, even commercially.
The licensor cannot revoke these freedoms as long as you follow the license terms.

Under the following terms:

Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.
@ You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

No additional restrictions

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.
Publishing with Cogent OA ensures:

«  Immediate, universal access to your article on publication

»  High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online
+  Download and citation statistics for your article

*  Rapid online publication

«  Input from, and dialog with, expert editors and editorial boards

+  Retention of full copyright of your article

*  Guaranteed legacy preservation of your article

«  Discounts and waivers for authors in developing regions

Submit your manuscript to a Cogent OA journal at www.CogentOA.com

Page 11 of 11



	1.  Introduction
	2.  Literature review
	3.  Promotional programs
	4.  Activities on social media platforms
	5.  Trailer assessment
	6.  Research methodology
	7.  Results
	8.  Discussion
	9.  Conclusion
	10.  Limitation
	11.  Recommendations
	Funding
	Author details
	References



