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A Study to Compare between Groups Glassified by
Demographic Characteristic into Effects of Word of Mouth and
Methods of Sales Promotion in Intention of Watching Movies

Kim, Yang Sug"
Lee, Bo Young™

Abstract

It's important to analyse effects of word of mouth for making its impact higher in performance of motions pictures. And it's required
to combine variety sales activities like free gift, promotion goods and price discount with word of mouth for the box office of film. The
purpose of this study is to compare between groups classified by demographic characteristic into effects from word of mouth and
methods of sales promotion in intention of watching film.

On the other hand existing studies on sales activity and word of mouth were one-sided in theoretical background, a meaning of this
study is theorizing a social phenomenon about sales promotion of movie giving actual examples that currently are effected by production
company, Movie theaters, distribution company and affiliated company. For this purpose, it conducted a survey targeting 500 students in
B university in Seoul city and 379 answers got received, and it proceeded this study with 369 answers except 10 inaccurate ones.
Creating questionnaires with Likert 5 point scale, it decided that case of substantial inclination was 5 points and inverse one is 1 point.
Doing analysis T and ANOVA according to male and female, kinds of major study and number of average monthly watching movie, it
analysed the test results after comparison analysis between classified group. The results are summarized as follows:

First, offering premiums is more effective by masculine than feminine, but situation of free gift is an opposite result. Second, there are
no differences of effects word of mouth and methods of sales promotion by majority departments. Third, there are much differences
between groups classified by average number of watching film in a month into effects from word of mouth and methods of sales
promotion. Group of watching film more 3 times in a month is more effective than the other groups in intension of watching film by

word of mouth.  Fourth, word of mouth is great factor to increase intention of watching film and second one is discount on the price.

Keywords: Intention of Film, Word of Mouth, Offering Premiums, Free Gift, Discount on the Price
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