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The purpose of the research were to determine the following:

(1) How humor in commercials influences consumers’ decisions to purchase
products in the Chon Buri area; (2) The outcome of the strategy of using humor
in commercials to influence consumers’ decisions to purchase products in the
Chon Buri area. The target population of this case study comprised 400
residents of the Chon Buri area, while the research tool consisted of a
questionnaire.

Conclusion

1. Personality and sense of humor in a person do not affect the recall of
humor in the commercial.

2. Humor in commercials affects the audience’s confidence in a product.
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3. A favorable response to the commercial on the part of the audience
affects the decision to purchase a particular product.

The suggestions arising from the results are as follows: (1) according
to the research, some numbers disfavor the way of using humor commercials in
a product and even some numbers show negative confidence in a product.
Consequently, creators of commercials should consider the matter of using
humor in commercials very carefully. (2) Research into the demand for the
humorous commercials shows that consumers lack the confidence to purchase
products which are promoted through the medium of humorous commercials.
Consequently, further promotions should be launched or an IMC strategy
adopted to attract consumers. (3) The results of the research into the level of
confidence of consumer behavior prompted by humorous commercials show a
very low to medium level of confidence in the product. It is recommended,
therefore, that such commercials should add more information and facts about
the product itself. (4) The results of the research into the level of confidence of
consumer behavior prompted by humorous commercials show a very low to
medium level of confidence in the product; consequently, it would be suitable
for non-expensive, low-risk products rather than products that need lots of
information and a high level of confidence to make a purchasing decision.

(5) The results show that all the examples studied in this research paper can be
recalled by the éudience, so in terms of creativity they may be considered

successful.





