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ABSTRACT

Saksit Watchararat.2006.The influence of a movie advertises Coke (Cola) follows Korea fever,
at have the making a decision shops for consumer aim group, in

Phitsanulok Municipality.

The object of this research is to study arriving on influence of the movie advertises
Coke (Cola) follows Korea fever and the behavior/the attitude in consuming Coke (Cola) of
consumer aim group in Phitsanulok Municipality. Questionnaire was used to collect the data
with the simple random sampling from 2 aim group samples. There were teen-age (15 - 25 yr
age) and working age (26 - 35 yr age) in Phitsanulok Municipality. The data then was analyzed

with measurement frequency statistics, percentage value and order arrangement.

The study on ensuing behavior in Coke (Cola) consumption resulted that there are no
difference significantly between the 2 expectant groups. There is the same favorableness in
the branding black carbonate soft drink (Cola) so-called Coke. Those informants drink
normally 2 times a week. The working peoples are of about 1 times a week. The drinking costs
are in the range of 11 — 20 baht a time. The famous packaging is the can which 325 cc
loading. They usually buy at the “7-11 convenient store” when they feel thirsty. Good taste and

tingling sensation are the reason why they choose the Coke (Cola).

For the result on influence of the Shinwa's Coke Dance, the movie advertises Coke
(Cola) follows Korea fever that making a decision shops for consumer aim group in
Phitsanulok Municipality, it was found that by using mass media a movie advertise TV/cable
TV will high influential goods buying consumes to consume and it created mass idea media,
Coke (Cola) enhances the taste for every meal or the slogan of “Coke with Food-Dance”. It is
recognized and creates both of trend Korea litter motivation and the making a decision to buy
Coke (Cola) drink. The prominent and recognizable points are from the music, dances and
presenter. It was included by copy the behavior expression and party atmosphere of target

group consumer.

Based on the results of this research, it was concluded that the using of the
advertisement, which broadcast via TV/cable TV and current Korean fever are highly influence

the Coke consumption.



