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Abstract
This exploratory survey research was aimed to study: 1) relationship between
consumer’s perception of humor advertising and purchase decision, and 2) relationship
between consumer’s perception of humor advertising and electronic word-of-mouth
(eWOM). Questionnaires were used to collect data from 116 male and female consumers,
living in Bangkok, who were Facebook shoppers, aged between 21 and 40 years old. The
findings showed that consumer’s perception of humor advertising was positively correlated

with purchase decision and electronic word-of-mouth at significant level of .001
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nNaAe lawUILUUAANYUTULIEAS 1 AUARITIUINADEUALAEASIEUAT (Aaker, Myers, & Batra,
1996) Feaunsailugnsdadulatedud itnadunistelueuaavianisted ludsiineio
Tdudn

Tunismianduiu levauvunanvudubimunzfuaudffianiufeiugs (High
Involvement) ﬁm’lm?‘%mqq wsotduauameluladvieaudiigesnisanuuiode (Djambaska,
Petrovska, & Bundalevska, 2016; Hawkins & Mothersbaugh, 2013; Kellaris & Cline, 2007;
Schiffman & Wisenblit, 2019; Spotts, Weinberger, & Parsons, 1997) %Qﬂﬁiﬂﬂ%ﬁuu’ﬂﬁﬂums
mioyangsazidon ethulflumsnneitarUssiiusideneg it neuflaziinnsdaduls
Tumevds milfifissaunanvuiuisortlidfismelunisadeaudaladelunduiuslnals

frdunadenlidemnulunisdeasiioliiutila msedimadenlivmnefusnumsyos
Suans wingSuansiimnuifsiudedidiudangs donruildiasesiidomienden Wlude

e

Toyatunsliut1i sxdilondlanadnsifnd (Petty, Cacioppo, & Schumann, 1986)
7.2 m3fuilavanuuunanvuduuaznisuansesitudediannseiingd

LY

MSENSMTERENTLAYNNTIANTT D81 U7 10 Ul 3 (uegneu — Sunaw 2567) 40



v 6 1

auufgiuten 2 de n1s¥uslavanuuunanvudufianuduiusiunisuenseriiude
ddnwselind

HANIVAFBUANLAZIUNUIY M3Tuslavanuwuuaanvudulauduiusiunisuensesiu
dodidnnseiindvesfuilae dmfunsideaded §idedenlflavanvoinindudn KFC uas
Dairy Queen wagran1sidenuin nsfulasanuuunanvuiuvedavantidestuiirnuduiuss
nsvenderudedidnuseindvesiuiing lnsn1suenderiudedidnusodndluiit manssuds
doanule 1 ierfundnsusivieuisngnadretulnediifugndn litandugnélusin gnén
Hagifu sadediiflenadugnéluouian Hetenrudsuinuazaviinnauarunsadiisldvg
Sumedidn Melfmsglavaniidanuaynauiu aunsadiefgamivaula adenisand muds
ahausegdlalunsyniauasuendeisrivaudmaniuldinnnidledsuiulaanlneiily

%qﬁmmaamﬂé’aaﬁuﬁﬁﬂﬁﬁaimmulm (Archer-Brown, Kampani, Marder, Bal and
Kietzmann, Kudeshia & Kumar, 2017; Barreto, 2014; Djambaka, Petrovska, & Bundalevska,
2016) léi5zyin lawanuuunansutuiidiugasliiAnnisuendestudedidnnsedind (Choi, 2020)
AINHANITIVEVDY Djambaka, Petrovaska az Bundalevska (2016) §4nuU11 AINUAANTUTU
AelMAnausAnseune o1swaifiduuan masmauinauidniinlusrezen uasBslawanbud
ArwAnadsassduninlvg Tonafifuuazuende wais viowinseisnareidu “lasa” Adegedu
LY ’m?u (Lance & Guy, 2006; Moldovan & Lehmann, 2010; Phelps, Lewis, Mobilio, Perry, &
Rarnan 2004) uananil nsuenserudedidnnseiindil §90BNTNaRDAUANATINGFNTTU A
ANALTIIAUAR AUARADEUAT LLazmm&gﬂa%@%uﬁ’mm;E'U%Iméfw (Bruggen, 2017; Kudeshia &
Kumar, 2017)

8. faiauanunsufuazdaauonuzdmiunsiseasasialy
8.1 dalausnuzdmiunisiseadell

dnfumsidendsll (idemansidendeudutoaueuurlaeineandon futelud

8.1.1 nan3di wuin nsfulasanuuumanvutufienuduiusiumdnaulatodudn
vosfuilan Faduinnisnatn wag visvlasanasfiasunniiauslasafiaonunsnudoly
arwdAnmanyutusunsdedinueaulat Weliiuslafnmdnaulatodudnfindy Suasiilug
gonvtefiuntuldluiiagn

8.1.2 wardsiinam3definuin mssuilavanuvunanyutuianuduiusiunisuende
sudedidnvsetind feduiinnisnans uastddvlawan msRonsanmatiiauslavanaonuninyie
Tnwdnaanvuiuiumsdedenussulayl welwiuslnafausegdlalunisuonse wadls wagsilsk
Auddufifanludedinuesulatinniy
8.2 faiauauuzdmiun1iseasedaly

dmfumidendel (Aseideiauenuzdmiunmifoadaely Inefiseanden fuelud

8.2.1 Arsviinisfnwluguuuuves n1sAnw1seevend (Longitudinal Study) luussiau
mmé{’mﬁuémaqmi%’uﬁi%wmwLLuumaﬂmUGﬁ’uﬁ’umaﬁm?{u%e‘gaauﬁw Laznisuenmesiude
ddnwselindvewuilan LﬁaﬁﬂﬁmwﬁqwqﬁmiuﬁLﬁmsﬁuasjwuﬁﬁﬁaﬁuaqﬁﬁim

a v LY

MFATNSADAITHALAITINNG TR UN 10 RUUN 3 (AULI8U — SUAY 2567) 41



aa

8.2.2 M3fnwiieszfeuitidedananimsiudieazyililddnouiigudn uazilu
Useleiiagnesauduannty

8.2.3 meifundaely msldsuudunlavaniunnninisideaded seazsilile
Fnoufiasaungu uazATUELANNBITY
9. Fadrfadwiumsideadail

dmsunmsideadsd fidodonlfanslavannanaudu Fuililifnsieudouei
flaluniste sewiilavanesduduienfureonguitldsusalavanutu fulaandlloudu i

ANUWANANAUNS Ll ae1dls

a v LY

MFANTNSADAITHALAITINNNG TR UN 10 RUUN 3 (AULI8U — SUIAY 2567) 42



UIFTUIUNTA

mwlng

F¥ustiu nualde. (22 waadneu 2565). ualeansumaulaelinel unsaiu’ (Wnllovswalnsnianudunsaiiad
‘A %\744 snlutody’ wi’ozﬁilngnfﬁ Gen Z. THE STANDARD. https://thestandard.co/dairy-queen-
centralworld-pop-up-store/

usTIve] WnseRvs. (2556). MsAnngULuuNIsAeaIsnIsaaIne sualTud msuauAls A unI AL oG
(High Involvement). miﬁwuéﬁmiﬁﬂmmwﬁﬂqmﬂ%iyzywmﬁﬂmmmﬁmé?m INYIFENITIANTT
UNNINeIFuing.

@ Inud Wik (2559). Jeseiidwasonwinelalunisliuinishiuemsousuniendvesuilonluys
nuMnUMIUATUAzYSuMYa. MIAuAIBaTEndngnsuTMsIINMTNgn Az ItveAIansLaLNNS
U UM INENaesITUAIERS.

A1303 3UNY. (15 Suraw 2565). [9i97 ‘KFC ngg 1,000 a197 ‘Fo153-lnenun” udaln “o157” lundatheure!
NTUNNGINA. https://www.bangkokbiznews.com/business/business/1043074

a3lauviy Jsyayn. (2562). Josuaaudszaunnnismameayladiinasenmssnauladaderounsusindnuseulay
(Wein) vesinAnwIszauUsyq 193 huum e taeiune nnewles dindeslys. miruaidasevangns
UIMIgsnaummUaidin a1v3vINsusnisgsna Uadinineds unninedesivig ey,

MY

Aaker, D. A, Myers, J. G., & Batra, R. (1996). Advertising management (5th ed.). Upper Saddle River, NJ:
Prentice Hall.

Archer-Brown, C., Kampani, J., Marder, B., Bal, A.S., & Kietzmann, J. (2017). Conditions in Prerelease Movie
Trailers for Stimulating Positive Word of Mouth: A Conceptual Model Demonstrates the
Importance of Understanding as a Factor for Engagement. Journal of Advertising Research, 57(2),
159-172.

Assael, H. (2004). Consumer behavior: A strategic approach. Boston, MA: Houghton Mifflin.

Barreto, A. M. (2014). The word-of-mouth phenomenon in the social media era. International Journal of
Market Research, 56(5), 631-654.

Beard, F. K. (2005). One hundred years of humor in American advertisement. Journal of Macro Marketing,
25(1), 54-65.

Bergeron, J., & Vachon, M. (2008). The effects of humor usage by financial advisors in sales encounters.
International Journal of Bank Marketing, 26(6), 376-398.

Bilgihan, A., Zhang. T., & Kandampully, J. (20 1 6 ). Towards a unified customer experience in online
shopping environments. International Journal of Quality and Service Sciences, 8(1), 102-119.

Binet, L., & Field, P. (2009). Empirical generalizations about advertising campaign success. Journal of
Advertising Research, 49(2), 130-133.

Bonwell, C.C., & Eison, J. A. (1991). Active learning: Creating excitement in the classroom. ASHE-ERIC Higher
Education Rep, 1.

Bruggen, N.V. (2017). Positive versus negative electric word-pf-mouth: An EVM research about the effects
of both positive and negative electronic word-of-mouth (eWOM) on both high-and low-BESC
consumers’ attitudinal and behavioral loyalty toward brands. (Unpublished master’s thesis).
University of the Netherlands.

Bruyn, A. D., & Lilien, G. L. (2008). A multi-stage model of word-of-mouth influence through viral
marketing. International Journal Research Marketing, 25(3), 151-163.

a v LY

MFEATNTADAITHALAITIANTT UAN UN 10 QUUN 3 (AU8NU — SUIAN 2567) 43


https://thestandard.co/dairy-queen-%20%20%20%20%09centralworld-pop-up-store/
https://thestandard.co/dairy-queen-%20%20%20%20%09centralworld-pop-up-store/
https://www.bangkokbiznews.com/business/business/1043074

Cheema, A, & Kaikati, A. M. (2010). The effect of need for uniqueness on word of mouth. Journal of
Marketing Research, 47(3), 553-563.

Chen, J. L., & Dermawan, A. (2020). The influence of YouTube beauty vloggers on Indonesian consumers’
purchase intention of local cosmetic products. International Journal of Business and
Management, 15(5), 100-116.

Choi, J. (2020). How consumers engage in & utilize the source of electronic Word-Of-Mouth (eWOM)?
Academy of Strategic Management Journal, 19(2), 1-12.

Djambaska, A., Petrovska, I., & Bundalevska, E. (2016). Is humor advertising always effective? Parameters for
effective use of humor in advertising. Journal of Management Research, 8(1), 1-19.

Duncan, Calvin, P. (1979). Humor in Advertising: A Behavioral Perspective. Journal of the Academy of
Marketing Science, 7, 285-306.

Eisend, M. (2009). A meta-analysis of humor in advertising. Journal of the Academic Marketing Sciences,
39, 191-203.

Goyette, |, Ricard, L., Bergeron, J., & Marticotte. F. (2010). e-WOM scale: Word-of-mouth measurement
scale for e-services context. Canadian Journal of Administrative Sciences/Revue Canadienne des
Sciences de | Administration, 27(1), 5-23.

Hawkins, D. I., & Mothersbaugh, D. L. (2013). Consumer behavior: Building marketing strategy (12th ed.).
New York: McGraw-Hill/Irwin.

Hameed. (2015). Disparagement as a processing stimulus for humor in advertising. IBT Journal of Business
Studlies, 11(1), 82-101.

Ismagilova, E., Slada, E. L., Rana, N. P., & Dwivedi, Y. K. (2019). The effect of electronic word of mouth
communications on the intention to buy: a meta-analysis. Information System Frontiers, 22(5), 1-
24,

Kellaris, J. J., & Cline, T. W. (2007). Humor and ad memorability: On the contributions of humor
expectancy, relevancy, and need for humor. Psychology & Marketing, 24(6), 497-509.

Kotler, P., & Armstrong, G. (2021). Principles of marketing (18th ed.). Harlow, UK: Pearson.

Kreis, H., & Gottschalk, S. A. (2015). Relating e-WOM motivates to e-WOM channel choice: Why do we post
where we do? Schmalenbach Business Review: ZFBF, 67(4), 406-429.

Kudeshia, C., & Kumar, A. (2017). Social eWOM: Does it affect the brand attitude and purchase intention of
brands? Management Research Review, 40(3), 310-330.

Lance, P., & Guy J. G. (2006). From subservient chickens to brawny men: A comparison of viral advertising
to television advertising. Journal of Interactive Advertising, 6(2), 4-33.

MacKenzie, S. B., & Lutz, R. J. (1989). An empirical examination of the structural antecedents of attitude
toward the ad in an advertising pretesting context. Journal of Marketing, 53(2), 48-65.

Moldovan, S., & Lehmann, D. (2010). The effect of advertising on word of mouth. Advances in Consumer
Research, 37, 118-121.

Motwani, D., & Agarwal, K. (2013). Impact of humorous advertisements on customer behavior.
International Journal of Advanced Research in Management and Social Sciences, 2(10), 34-41.

Mullet, G. M., & Karson, M. J. (1985). Analysis of purchase intent scales weighted by probability of actual
purchase. Journal of Marketing Research, 22(1), 93-96.

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1986). Central and peripheral routes to advertising
effectiveness: The moderating role for involvement. Journal of Consumer Research, 10(1), 135-
146.

a v LY

MFANTNSADAITHALAITIANNG TR UN 10 RUUN 3 (AULI8U — SUIAY 2567) 44



Phelps, J. E., Lewis, R., Mobilio, L., Perry, D., & Raman, N. (2004). Viral marketing or electronic word-of-
mouth advertising: Examining consumer responses and motivations to pass along email. Journal
of Advertising Research, 44(4), 333-348.

Schiffman, Leon G; & Kanuk, Leslie Lazar. (1994) Consumer Behavior. 5th ed. New Jersey: Prentic-Hall.

Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior (12th ed.). New York: Pearson.

Shrafat, F., Zeglat, D., Ensour, W., & Sarhan, N. (2021). Analysis of the factors that influence adoption of
information from managerial responses to negative electronic word-of-mouth. International
Journal of Services and Operations Management, 39(4), 495-513.

Solomon, M. R. (2020). Consumer behavior: Buying, having, and being (13th ed.). Harlow, UK: Pearson.

Speck, P. S. (1987). On humor and humor in advertising. (Unpublished doctoral dissertation). Texas Tech
University, USA.

Spotts, H. E., Weinberger, M. G., & Parsons, A. L. (1997). Assessing the use and impact of humor on
advertising effectiveness: A contingency approach. Journal of Advertising, 26(3), 17-32.

Tunsakul, K. (2020). Gen Z consumers’ online shopping motives, Attitude, and shopping intention. Human
behavior, Development and Society, 21(2), 1-10.

Yeo, V.C. S, Goh S. K, & Rezaei, S. (2017). Consumer experiences, attitude and behavioral intention
toward online food delivery (OFD) services. Journal of Retailing and Consumer Services, 35, 150-
162.

a v LY

MFEATNSADAITHALANTIANTT UAN UN 10 QUUN 3 (AU — SUIAN 2567) 45



