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CHAPTER 1 

 

INTRODUCTION 

 

The purpose of this chapter is to provide the introduction of this study. There 

are eight major sections would be presented as follows: 

1.1 Research Background 

1.2 Statement of Problems 

      1.3 Research Objectives 

      1.4 Research Questions 

      1.5 Scope of the Study 

      1.6 Expected Benefits 

      1.7 Operation Definition 

      1.8 Organization of the Study 
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1.1 Research Background 

Advertising delivers the information of products to the potential consumers, 

thus, it affects the consumers’ purchase intention (Hussainy, Riaz, Kazi & Herani, 

2008). Nowadays, the channel of communication has rapid developed, such as films, 

televisions, videos, billboards, magazines, music, newspaper, and Internet (Latif & 

Abideen, 2011). Advertising is believed to have influenced and manipulated 

consumer’s everyday lives due to its exposure is much broader (Katke, 2007). 

Advertising was made a great impact on people’s modern life; therefore, people have 

been influenced by advertising and any types of promotion to some extent. No matter 

what types of business, including the public organizations, many areas are conscious 

of the significance of advertising, since advertising plays an important role between 

advertiser and audience (Latif & Abideen, 2011).  

In the hyper competitive marketing environment, if a product wants to be fast 

known to consumers, it must rely on advertising campaigns to make consumers 

memorize product messages. Many marketers focus on advertising which can 

communicate with the target consumers effectively (Katke, 2007). As we know, 

advertising is one of the components in promotion mix. Usually, lots of companies 

rely on the traditional mass communications, in order to deliver their marketing 

message (Hussainy, Riaz, Kazi & Herani, 2008). Advertising has been considered an 

important tool by firms directing persuasive communication to potential buyers. To 

enhance advertising viewer’s response to the products or services offered by the firm; 

thus, increasing its profitability as the objective of the advertising. Largest audiences 

or consumers keep abreast of commercial messages through television, radio, or 

newspapers. Due to the immense availability of media, the emergence of a new stage 

of commercial communication has taken place (Katke, 2007). Companies are 

constantly finding new ways in which they can communicate with their consumers, in 

both a conscious level and subconscious level, by surrounding customers with 

constant brand messages (Eighmey, 1997). To research the factors which can attract 

consumers’ attentions, and the effectiveness of advertisement is the major goal of 

many companies (Hadi & Azim, 2011).  
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Finding out the factors which have significant effect on consumers’ purchase 

intention is very important for the marketers and business advertisers, while an 

advertising exposure to consumer. As the theory of reasoned action of Ajzen and 

Fishbein (1975), attitude and subjective norm are two conceptually independent 

determinants of intention. The attitude can evaluate the behavior; subjective norms 

can indicate the opinion about what important others believe the people should do 

(Kraus, 1995). Many studies considered the attitude toward the advertising had the 

significant effect on consumers’ purchase intention. Thus, gaining consumers’ 

generating favorable attitudes and attention are as the objectives of advertising 

(Moore, 2005). In addition, other studies indicated the subjective norm also had the 

significant effect on purchase intention. Subjective norm is deemed as a combination 

of perceived expectation from relevant individuals or groups along with intentions to 

comply with these expectations; or subjective norm is an individual’s perception of 

social normative pressures, such as whether or not the behavior was engaged. In other 

words, the most people who are important to the consumers’ attitude they should or 

should not perform the behavior in question is depend on the consumer’s perception 

(Ajzen & Fishbein, 1975).  

Attitudes toward the advertising may contain both affective reactions and 

evaluations, such as an advertisement’s value and source credibility (Baker & Lutz, 

2000). There were many studies indicated that the attitude toward the advertising 

could be impacted by advertising value and source credibility of advertising. Ducoffe 

(1996) pointed out that advertising value and the attitude toward the advertising were 

highly associated; it indicated that advertising value is a measure for advertising 

effectiveness. Ducoffe (1996) developed the model based on three antecedents of 

perceived value: entertianment, informativeness and irritaion, as factors contributing 

to consumers’ evaluations of advertising values and thus attitude toward 

advertisements. Ohanian (1990) defined the source credibility of advertising as a 

communicator’s positive characteristics affect the receiver’s acceptance of a message 

which can significantly affect consumer’s purchase intention. Freiden (1984) found 

that celebrity endorsers receive a higher score received on several dimensions than the 
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other three types which were CEO, experts and typical consumers. Previous studies 

focused on different dimensions that cause this effectiveness. This study will try to fill 

into academic literature with a more inclusive test to examine celebrity spokespersons’ 

credibility, attractiveness, trustworthiness and expertise on attitudes toward the 

advertising. 

In order to investigate the factors which the study selected how they have the 

significant effect on consumer’s purchase intention, the beauty and personal care 

products industry would be a case for researching in this study. Like all other 

businesses, beauty and personal care’s place the importance of advertisement on 

greater competition within this type of business among individual companies (Buhalis, 

2003). This industry has a big transformation in the last few decades, and it is into a 

fast growing and multifaceted industry driven by economic growth. Nowadays, 

people are paying more attention to their beauty; however, there are more bad 

environmental factors damaging the skin in daily life (Nair, D. & D.P.P.R., 2007). In 

Thailand, the beauty concern does not only apply to women, but has also been 

spreading to men. The beauty and personal care producers are aiming at the 

opportunity. There are many international and local brands of beauty and personal 

care in Thailand, such as well-known Nivea brand, Eucerin, Pond’s, Vaseline, Citra, 

Aviance , Dove, L’Oréal, P &G, and Unilever. Those producers involve many kinds of 

beauty and personal care products, such as baby and child-specific products, bath and 

shower, colour cosmetics, deodorants, depilatories, fragrances, hair care, mass 

cosmetics, men's grooming, oral care, toothbrushes, premium cosmetics, sets/kits, 

skin care, sun care. They are looking for an effective way to enhance their competitive 

position since there is highly competition within this industry, especially in skin care 

and hair care area.  

The television advertising was selected in this study, among all traditional 

advertising like newspaper, television, direct mail, radio, yellow pages, magazines, 

out-of-home advertising and interactive media, etc. (Keller, 2003). Thailand and its 

capital, Bangkok, is a home to a thriving advertising and marketing industry. All 

forms of media are well represented including several TV channels, radio stations a 
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host of Thai newspapers and magazines as well as foreign language press in English, 

Japanese, Chinese, and other well-known languages (Advertising Association of 

Thailand, 2002). Television commercials are more popular in Thailand; it is a familiar 

medium of communication and play an important role in people’s lives, as they bring 

the information and entertainment into living rooms of the viewers’ (Losifidis, 2007). 

Television advertising is a form of advertising for marketing goods, services, 

organizations, ideas, etc., that the companies would like to promote. Through 

television, advertisers can reach a wide variety of consumers (Abideen et al., 2011). 

Some research studies indicate that the television commercials can deliver the 

message and the viewers’ attention, thus, they help communicate the advertising 

message by rich images, computer graphic and sound (Bruzzone & Tallyn, 1997). 

Most commercials that represent their products in terms of the mixture of sexiness 

and humor are successful because they know how to sell products effectively (Dvorak, 

1994). Most of the Thai television advertisement have simply has pattern to promote 

products and services which consists of image and sound. In addition, the Thai TV 

commercials are some of the funniest and the most innovative media for selling 

products.  

                            

1.2 Statement of Problems 

Previous research studies investigating the entertainment, informativeness and 

irritation of advertising are significantly related with the advertising value of 

traditional advertising (Ducoffe, 1995). Advertising value as a cognitive assessment 

of the extent to which advertising gives consumers what they want, it is highly 

associated with the attitude toward the advertising (Ducoffe,1996). In addition, there 

are some research studies investigated that source credibility still has an impact on the 

viewer’s attitude towards company’s credibility, advertisement and advertiser (Gold , 

2000). The attractiveness, trustworthiness and the expertise of the celebrity 

endorsement can significant strongly impact the sales of products. However, there is 

still limited research to focus on the source credibility that might influence the attitude 

toward the advertising, thus encourage customers purchase intention in beauty and 
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personal care products. A message delivered by a high credibility source would be 

more accepted readily and would lead the viewer’s greater attitude change and it can 

impact the attitude of consumers towards the source (Brinol, Petty, & Z.L., 2004). 

Attitude toward the advertising responds in going down well or do not go down well 

to a particular advertising stimulus during a particular exposure occasion, and the 

highly positive attitude toward the advertising leads to a highly purchase intention 

(Chang & Thorson, 2004). Subjective norm looks at the influence of people in 

peoples’ social environment on their behavior intentions, the normative beliefs about 

what relevant other people would advise, weighted by the importance one attributes to 

each of their opinions or subject’s motivation to comply with advice of those people, 

will influence one's behavioral intention. However, the attenuation of the subjective 

norm and intention relation due to the other related researches suggested the narrow 

conceptualization of the normative component in the theory of planned behavior 

(Armitage & Conner, 2001). In summary, this research is to study whether or not the 

attitude toward the advertising and subjective norm has an effect on advertising 

viewers’ purchase intention. Therefore, the relationship of the entertainment, 

informativeness and irritation of advertising, advertising value, source credibility, the 

attitude toward the advertising, subjective norm and purchase intention are also worth 

studying. 

 

1.3 Research Objectives 

1.3.1 To investigate the entertainment, informativeness, and irritation as the 

important factors that influence the advertising value. 

1.3.2 To investigate the influence of advertising value on attitude toward the 

advertising. 

1.3.3 To investigate the influence of advertising source credibility on attitude 

toward the advertising. 

1.3.4 To investigate the influence of attitude toward the advertising on 

purchase intention. 

1.3.5 To investigate the influence of subjective norm on purchase intention. 
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1.4 Research Questions 

The question of this study would like to find out which as following: 

1.4.1 How do the entertainment, informativeness and irritation of advertising 

have an influence on the advertising value? 

      1.4.2 How does advertising value can influence consumers’ attitude toward  

the advertising? 

1.4.3 How does advertising source credibility can influence consumers’ 

attitude toward the advertising? 

1.4.4 How does consumers’ attitude toward the advertising can influence 

purchase intention? 

1.4.5 How does the subjective norm have an influence on purchase intention? 

 

1.5 Scope of the Study                       

1.5.1 Scope of Population and Samples 

The target population of this study focused on Bangkok area, and the Thai 

people whose age is between 15-54 years. For sample size of this study, there are 400 

respondents in Bangkok for representative of population. 

1.5.2 Scope of Variables 

Independent variables consist of entertainment, informativeness, irritation, 

advertising value, source credibility, attitude toward the television advertising and 

subjective norm. 

Dependent variable consists of purchase intention. 

 

1.6 Expected Benefits 

1.6.1 Information in this study is able to suggest beauty and personal care 

products marketers or business advertisers to understand the utility of the attitude 

toward the television advertising, subjective norm and purchase intention in 

marketing. 

1.6.2 To be beneficial toward advertisers in improving audiences’ advertising 

attitude and subjective norm, in order to improve their purchase intention.   
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1.6.3 To be useful for marketers or business advertisers who purpose to 

research advertising attitude, subjective norm and purchase intention. It also can be a 

reference and to conduct further studies.      

 

1.7 Operation Definition 

Beauty and personal care products in this study mean skin care products and 

hair care products which are used in general to improve the appearance and healthy 

skin and hair. 

Purchase intention means an individual’s conscious plan to make an effort to 

purchase a brand (Spears & Singh, 2004). The audience was willing to buy the 

product/service which was advertised in the advertising. In the other words, the 

audiences view the television advertising of beauty and personal care products, they 

would like to consume those products which were advertised, or they would like to 

recommend those products to other people. 

Attitude toward the advertising means a predisposition to respond in a 

favorable or unfavorable manner to a particular advertising stimulus during a 

particular exposure situation (MacKenzie, Lutz & Belch, 1986). In the other words, it 

means the audiences view the television advertising beauty and personal care products; 

they like or not like it; they feel it is good or not. 

Subjective norm is deemed as a combination of perceived expectation from 

relevant individuals or groups along with intentions to comply with these expectations; 

or subjective norm is an individual’s perception of social normative pressures, such as 

whether the behavior was engaged or not (Ajzen & Fishbein, 1975). For instance, the 

purchase behavior of the viewers of the television advertising beauty and personal 

care products may change under that the suggestion of their good friend or closer 

people. 

Entertainment means the ability to fulfill an audience’s needs for escapism, 

diversion, aesthetic enjoyment, or emotional enjoyment (Ducoffe, 1996). The 

audience can get diversion and fun from it. For example, when audiences view the 

television advertising of beauty and personal care products, they would feel enjoyable 



 

9 

or bored by the pictures or the content. 

Informativeness means the ability of advertising to inform consumers of 

product alternatives so that purchases yielding the greatest possible satisfaction can be 

made (Ducoffe, 1996). The information in the television advertising of beauty and 

personal care products may be a good source of viewer or be helpful information to 

them. 

Irritation means when advertising employs tactics that annoy, offend, insult, or 

are overly manipulative (Ducoffe, 1996). When the television advertising was 

exposure frequently, may cause the audiences feel annoyed or excessive about the 

advertising or beauty and personal care products. 

      Advertising value means a subjective evaluation of the relative worth or utility 

of advertising to consumers (Ducoffe, 1995). The consumers could dislike the 

advertising, but they deem the advertised products are valuable. For example, 

audiences view the television advertising of beauty and personal care products, they 

would not like the advertising, but the content of the advertising may provide the 

information which they would like to know or have benefit from it. 

Source credibility means a communicator’s positive characteristics that affect 

the receiver’s acceptance of a message (Ohanian, 1990). It is audience’s perception of 

the truthfulness and believability of the television advertising which the beauty and 

personal care products are advertised. 

Attractiveness means endorser’s specific physical appearance, personality, 

likeability, and similarity to the receivers (Solomon, 2002). In the beauty and personal 

care products’ television advertising, usually they use the celebrity endorser, such as 

using beautiful film stars，singers, or supermodels to attract the audience’s attention. 

Trustworthiness means the audience’s belief in the communicator’s ability to 

provide information in a non-biased and sincere manner (Ohanian, 1991). For 

example, the endorser in the television advertising looks reliable and trustworthy, the 

audience will more believe the advertising more. 

Expertise means that a person is perceived to process knowledge, skills, or 

experience, are considered as symbol of communicator provides accurate information 
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(Ohanian, 1990). Such as the endorser in the television advertising looks like an 

expert and skillful, the audience would feel the information from that advertising 

more credible. 

 

1.8 Organization of the Study 

    This subject matter of this thesis consists of five chapters as follows: 

Chapter 1 Introduction, this chapter describes the research background, 

problem statement, research objective, scope of research, excepted benefits and 

operation definition. 

      Chapter 2 Literature review, this chapter reviews the relevant literature which 

used to support the conceptual model and hypothesis. 

      Chapter 3 Research methodology, this chapter describes the research 

methodology, the research measurements of survey, and also the questionnaire. 

      Chapter 4 Results of analysis, this chapter explains data analysis and results. 

      Chapter 5 Conclusion, discussion, and recommendation, this chapter describes 

conclusion, limitation, recommendation and direction for future research. 
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CHAPTER 2 

 

LITERATURE REVIEW 

 

This chapter reviews the theories and related literature; also identifies the 

factors and constructs the conceptual model. In order to make readers easily get the 

clear idea about the relationships between the attitude toward the advertising and 

subjective norm on purchase intention. This chapter is divided into thirteen main 

sections: 

   2.1 The Theory of Reasoned Action 

 2.2 The Theory of Planned Behavior 

 2.3 The Overview of the Consumer Behavior 

       2.3.1 Purchase Behavior 

       2.3.2 Purchase Intention 

 2.4 The Overview of Advertising and Advertising on Television 

 2.5 Subjective Norm 

 2.6 The Attitude toward the Advertising 

   2.7 Source Credibility 

     2.7.1 Attractiveness 

       2.7.2 Trustworthiness 

       2.7.3 Expertise 

    2.8 Advertising Value 

2.9 Informativeness 

2.10 Entertainment 

2.11 Irritation 

2.12 The Overview of Beauty and Personal Care Products 

2.13 The Proposed Conceptual Model and Hypothesis 
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2.1 The Theory of Reasoned Action (TRA) 

The theory of reasoned action (TRA) was originally developed in 1967 by 

Martin Fishbein & Ajzen. Attitude and subjective norm are two conceptually 

independent determinants of intention that constitutes theory of reasoned action which 

is applied in prediction of behavioral intentions (Fishbein & Ajzen, 1975) and TRA 

are widely used in many related fields (Bule, 1995; Alberracin, Johnson, Fishbein & 

Muellerleile, 2001). Attitude and subjective norms have often been used to predict 

behavior (Mykytyn, 2005). The attitude can evaluate the behavior, and subjective 

norms can indicate the opinion about the important belief of what people should do 

(Kraus, 1995). Some researchers have found that attitude and subjective norms do not 

predict behavior intention to the same extent (Stasson & Fishbein, 1990; Trafimow, 

1994). The theory is based on the assumption that people would have the rational 

behavior and make systematic to use the information. In other words, Ajzen & 

Fishbein argue the people would like to consider whether they would perform the 

action and consider the implications of their actions. TRA comprised three 

components which are the behavioral intention (BI), attitude (A), and subjective norm 

(SN). In the theory of reasoned action, behavior is preceded by intentions, the 

individual’s intentions determined by attitude and social norms (Fishbein & Ajzen, 

1975). TRA suggests that the intention which is to perform an individual’s behavior 

depends on the individual’s attitude about the behavior and subjective norms; the 

positive intention is motivated while attitude is the reflection of the individual’s 

salient behavior beliefs (Hassandoust & Perumal, 2010). In addition, the attitude can 

influence behavior only via the effect on intention (Bagozzi, 1981).  

 

2.2 The Theory of Planned Behavior 

The Theory of Planned Behavior (TPB) was proposed by Icek Ajzen in 1985 

and developed in 1991. It was developed from the theory of reasoned actions which 

proposes that the intention to perform the behavior is predictable and controllable,  

while behavior is not under complete volitional control (Conner, Kirk, Cade & Barrett, 

2001). The key concept of the theory is the prediction of individual behavioral 
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intention. TPB proposed the two basic determinants of person’s intention (Ajzen & 

Fishbein, 1975); it has been used for better understanding in consumers, choices 

(Aertsens, Verbeke, Mondelaears & Huylenbroeck, 2009). As Ajzen suggested in 

1991, the model of theory of planned behavior included attitude toward behavior, 

subjective norm and perceived behavior control. Attitude toward the behavior is 

considered as a person’s general feelings of favorableness or unfavorableness for that 

behavior or can be considered as an individual's positive or negative evaluation of 

self-performance of the particular behavior (Ajzen & Fishbein, 1980). Subjective 

norm is regarded to be a person’s perception about whether the people who is 

importance to him/her think him/her should or should not to perform such particular 

behavior (Bamberg, 2007). Perceived behavior is controlled consider as a person’s 

perception with ease or difficulty toward the performed particular actions (Ajzen, 

2006). According to TPB, the more positive individual’s attitudes and subjective 

norms, the higher individual’s behavior control, the more people are intended to 

perform the particular behavior (Ajzen, 2006). 

 

2.3 The Overview of the Consumer Behavior 

Consumer behavior has long been associated with the marketing discipline in 

the academic field (Kernan 1995). Zinkhan (1992) made a comparison of consumer to 

a ‘rational economic man’, and deemed that consumer behavior considers a wide 

range of factors influencing the consumer, and acknowledges a broad range of 

consumption activities beyond purchasing. As a consumer, he/she would have to be 

aware of all the available consumption options, and be able of correctly rating each 

alternative, as well as be available to select the optimum course of action (Schiffman 

& Kanuk 2007). As Bock et al., (2005) suggested, the consumer behavior is defined 

as the behavior shown in the process which the consumer is searching, purchasing, 

using, evaluating and processing the goods and services in order to satisfy one’s 

personal or household needs, wants, or desires; and the process whereby individuals 

decide what they would purchase, why they purchase, when they would purchase, 

where they would purchase, how and from whom to purchase goods and services. In a 
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few years later, some people provide a link between human behavior and consumer 

behavior. Belch & Belch (1990) deemed that consumer behavior has been defined as 

the study of human behavior in a consumer role. In addition, the consumer behavior 

as Walter (1974) presented, the specific types of human action, such as those focus on 

the purchase of products or services from marketing organizations. However, other 

people has provided a different definition of the consumer behavior as a study of the 

buying units and the exchange processes which were as acquiring, consuming, and 

disposing of goods, services, experiences, and ideas (Mowen, 1993). In addition, 

other people defined the consumer behavior is a study of the processes involved when 

individuals or groups select, purchase, use or dispose of products, services, ideas or 

experiences to satisfy needs and desires (Solomon, Bamossy, Askegaard & Hogg,  

2006). Someone takes a similar approach that the behavior which consumers display 

in searching for, purchasing, using, evaluating, and disposing of products and services, 

the researchers consider that the consumers expect will satisfy their needs (Schiffman 

& Kanuk, 2007). In general, consumers are members of and admire several different 

groups, the consumers’ friend group or entourage can more influence the consumer 

behavior and their opinions, such as influenced in their purchases by a desire to 

conform and please others (Solomon, 2010). Advertisements are also used to induce 

changes in consumer behavior (Ramanuj, 2008). 

2.3.1 Purchase Behavior 

Purchase Behavior is the actual purchase behavior, which reflects the buyer’s 

predisposition to buy as modified by any inhibitors (Loudon & Della Bitta 1993). 

Kolter et al. (2003) summarize the consumer purchase behavior as the buying 

behavior of the final customers, who purchase product or services for personal 

consumption. The actual purchasing is influenced by purchase intention 

(Soonthonsamai, 2001). Generally, there are two kinds of purchasing that the 

consumers make, which are impulsive and planned. Impulsive purchases occur often 

where is a majority of shoppers occasionally buy products impulsively (Welles, 1986). 

Some researchers found that, impulsive purchasing happens in the situation which 

consumers experience strong desires that outweigh restraints, they lose the power of 



 

15 

self‐control and makes the purchase (Youn, 2000). On the other hand, planned 

purchases behavior is defined as a buying action or a buying intention formed prior to 

entering the sale place (Piron, 1993). Planned Behavior is the consumers are rational 

and systematic to process the information, in order to make a reasonable decision on a 

particular behavior (Ajzen, 1991).  

2.3.2 Purchase Intention 

Intention is the buyer’s forecast of which product they will buy (Loudon & 

Della Bitta 1993). Purchase intentions can be define as: purchase intentions being an 

individual’s conscious plan to make an effort to purchase a brand (Spears & Singh, 

2004). Purchase intention is classified as type of consumer behaviors. Behavior 

intention includes the positive and negative behavior that consumers may present 

toward the brand, or company (Bush, 2004). Purchase intention is consumers’ 

responses in order to have a positive or negative action toward the advertisement 

(MacInnis & Stayman, 1993). Also, the purchase intention are good indicators of the 

consumer purchase behavior, it can be used to forecast actual purchase behavior 

(Armstrong, Morwitz, & Kumar, 2000; Chandon, Morwitz, & Reinartz, 2005). 

Purchase intention is an important index for evaluation consumer behavior. It 

represents the degree or possibility the consumer would be willing to purchase. 

Purchase intention indicates the marketers what consumer would buy (Wachiaya, 

2007). According to the related research, some researchers try to adjust purchase 

intention scores to support or correct for their limited in predicting actual purchase 

behavior (Bemmaor, 1995). They suggest that the intention-based data are probably 

useful, but not all the cases are a suitable substitute for actual behavior measures 

(Jamieson and Bass, 1989). As many studies and data collection issues, the purchase 

intention are often measured by actual purchase behavior (Creyer & Ross, 1997). As 

the related research, Fishbein and Ajzen, (1975) improved that a consumer’s attitude, 

and external factors construct consumer purchase intention. The possibility of a 

consumer to buy a product or service can be used to measure the consumers’ purchase 

intention. In addition, the higher the purchase intention is, the higher a consumer’s 

willingness is to buy a product (Schiffman & Kanuk, 2000). Purchase intention may 
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be an indicator of the marketers, to make them have a clear idea about consumers 

which will follow their experience, preference and external environment to collect 

information, evaluate alternatives, and make purchase decisions (Yang, 2009).  

According to Fishbein and Ajzen (1975) suggested and improved, a 

consumer’s attitude, and external factors construct consumer purchase intention, this 

research just focus on the influence of attitude toward the Television advertising as 

well as subjective norm on purchasing intention in Bangkok. 

 

2.4 The Overview of Advertising and Advertising on Television 

Nowadays is a mass media world. Films, television, videos, billboards, 

magazines, music, newspaper, internet and advertising are influential (Latif & 

Abideen, 2011). All above mentioned are the marketing tools. Advertising in mass 

media is well-known to have an impact on reader’s mind, due to its exposure is much 

broader (Katke, 2007). Advertising is any paid form of non-personal presentation and 

promotion of ideas, goods or services by an identified sponsor (Kotler, 2003). 

Advertising is an essential marketing function in modern business; advertising attract 

the target audiences of a particular market to take some forms of actions, such as 

buying a product or service (Katke, 2007). In fact, advertisement has strong 

psychological effects on consumers. Advertising is a part of what is called paid mass 

communications, generally meaning newspapers, television, direct mail, radio, yellow 

pages, magazines, out-of-home advertising and interactive media (Kim, 1999). The 

Internet definitely is the “new” message channels trying to reach increasingly 

fragmented audiences. How the “new” message channels should be differentiated 

from more traditional means of advertising is currently under study. The Internet has 

become a proven medium for advertising and has become a viable alternative to 

traditional media such as television and billboards (Chen & Wells, 2000). As we 

know, the advertising is an element of 4P’s in the marketing mix, which are product, 

price, place and promotion, they are mass-communication tools available to marketers. 

Advertising serves as a main tool in communicating the product to the potential 

consumer to take eventual purchase intentions and decisions, it affects the audiences, 
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not only the individual’s attitude, behavior, and life style (Latif & Abideen, 2011). In 

the past several decades, advertisers was considering alternative methods for 

communicating with consumers. In addition, marketers found that the consumers 

using their extended time almost wallow in the setting and the situation as a means for 

exposing these consumers to advertising messages. Advertising is a communication 

between sponsors and to whom are the products or services offered through any 

medium with commercial aims (Vysekalová, 2011). Many years ago, Wagner (1914) 

had suggested that a good advertising can make the consumers have a positive 

response on the advertising message, a successful advertising has to attract the readers 

and cause the effectiveness of advertising accordantly, finally, consumers would 

engender the purchase intention. A positive emotional advertising between a company 

and a customer as a communication (Swan, Trawick & Silva, 1985), consumers may 

have a positive effect on the customer’s attitude toward the company’s advertising 

(De Pelsmacker, Geuens & Anckaert, 2002). An advertiser’s primary mission is to 

reach potential customers and influence their attitudes on buying behavior (Ayanwale, 

Alimi & Ayanbimipe, 2005 and Adelaar, Chang, Lanchndorfer, Lee & Morimoto, 

2003).  

     Television advertising as a traditional advertising is strong consumer-based. It 

is an appealing medium because of its extensive market coverage, geographic 

flexibility, and the positive attitude that consumers generally have toward it; (Wells, 

Burnett & Moriarty, 1995). Television advertising is considered an important means 

of multi-media in the world. A commercial advertisement on television usually 

abbreviated to TV commercial. Television is a powerful advertising medium to create 

an emotive response with viewer via its two main senses - sight and sound, Mitchell 

(1986) confirmed the effectiveness of the visual component of advertising in 

triggering both cognitive (i.e. the formation of product attribute beliefs) and affective 

(i.e. the attitude towards the advertisement) responses. Hanssens & Weitz (1980) 

found that pictures are helpful in improving the effectiveness advertisement. In 

addition, pictures in the advertising on TV play a significant role in gaining viewers’ 

attention in advertisements. A commercial advertisement on television a span of 
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television programming produced and conveys a message, it is paid for by the 

organization or advertiser who wants to convey typically to viewer a product or 

service. Television advertisements today consist of brief advertising spots, ranging in 

length from a few seconds to several minutes.  

 

2.5 Subjective Norm 

     Subjective norm is one of three components of the Theory of Reasoned Action 

(TRA) which was proposed by Ajzen and Fishbein and developed in 1975. The 

components of Theory of Reasoned Action are as the following aspects: behavioral 

intention (BI), attitude (A), and subjective norm (SN). Subjective norm is deemed as a 

combination of perceived expectation from relevant individuals or groups along with 

intentions to comply with these expectations; or subjective norm is an individual’s 

perception of social normative pressure, such as the behavior being engaged or not. In 

other words, the people who are most important to the consumer’s think he should or 

should not perform the behavior in question is depend on the consumer’s perception 

(Ajzen & Fishbein, 1975. Miller (2005) have defined subjective norm as the influence 

of people in people’s social environment that affects on their behavior intentions. The 

normative beliefs about what relevant other people would advise, weighted by the 

importance one attributes to each of their opinions or subject’s motivation to comply 

with advice of those people, will influence one's behavioral intention. Armitage and 

Conner’s (2001) meta-analysis showed that the relationship between subjective norm 

and intention is weaker correlation than attitude, as well as the relationship of 

perceived behavioral control. However, the attenuation of the subjective norm and 

intention relation due to the other related research studies suggest the narrow 

conceptualization of the normative component in the theory of planned behavior 

(Armitage & Conner, 2001). The subjective norm is an injunctive social norm since 

its relationship with perceived social pressure, an individual’s potential to gain 

approval or suffer sanction from the important people’s engaging in a behavior 

(Armitage & Conner, 2001).  
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2.6 The Attitude toward the Advertising 

       As the theory of planned behavior which was proposed by Ajzen in 1991, 

attitude toward performing the particular action reflects an individual’s global positive 

or negative evaluations of the performance of that action; attitude is determined by the 

people’s belief of the value of the outcome of the actions. Attitude toward the 

advertising is defined as a learned predisposition to respond in a consistently 

favorable or unfavorable manner toward advertising in general, or the viewer like or 

unlike the advertising (MacKenzie & Lutz, 1989). Attitudes toward the advertising 

can be defined as a predisposition in response to a favorable or unfavorable manner 

toward particular advertising stimulus during a particular exposure situation 

(MacKenzie, Lutz & Belch, 1986). Attitudes toward the advertising may contain both 

affective reactions and evaluations, such as an advertisement’s credibility or value 

(Baker & Lutz, 2000). In the other words, the credibility and value of print advertising 

is more important, both of them can impact the readers’ reactions and evaluations 

about the advertising. As related research, marketing researchers are more concerned 

with the effectiveness of advertising. Many studies have explored attitude toward 

advertising in general. However, understanding how consumers perceive advertising 

and how the effects of advertising have become an important topic in the business 

field (Dutta-Bergman 2006: Phillips & Noble 2007). Attitude toward the advertising 

in derived from consumer behavior review which has attracted great attention. The 

construction of attitude toward the advertising has an important influence on 

advertising communication effectiveness and consumer purchase intention (Lutz’s, 

1985). Attitude toward the advertising is an important part toward the advertising in 

general, as a major determinant of consumer purchase intention (Lutz, 1985; 

MacKenzie & Lutz, 1989). In general, attitudes are mental states used by individuals 

to structure the way they perceive their environment and guide the way they respond 

to something (Aaker, Kumar & Day, 1995). Positive or negative, good or bad, 

favourable or unfavourable, nice or not nice and like or dislike attitudes were used to 

measure advertising attitude with a selection of items extracted from the relevant 

literature (Coulter & Punj, 1999; Lafferty & Goldsmith, 1999).  According to related 
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research, the attitude toward advertising can have an important impact on the 

consumer purchase intention directly (Bruner & Kumar, 2000). Attitudes are what 

consumers develop after evaluation of a product or a service which may be positive or 

negative. Consumer’s advertising attitude, toward the advertising whether it is good 

or bad, whether or not consumer like it, etc. can impact the formation of attitude 

toward the brand or make it changed (Mitchell & Olson, 1981). Consumers’ choice to 

view any form of advertising is dependent upon the attitudes towards the advertising 

of them (Singh & Dalal 1999). In addition, the attitude towards the advertising 

represents a useful effectiveness measure of the advertisement. In other word, positive 

attitude towards advertising can significantly affect advertisement effectiveness, such 

as communication effects (Hwang & McMillan 2002). The attitudes toward the 

advertising can be a direct causal link between attitude toward the advertising and the 

purchase intention (MacKenzie, Lutz, & Belch, 1989). Attitude toward the advertising 

plays an important role in measuring the advertising effectiveness and consumers’ 

purchase intention (Holbrrok & Batra, 1987; Tsang, 2004). The highly positive 

attitude toward the advertising, lead to a highly purchase intention (Chang & Thorson, 

2004).  

In this research, advertising value and source credibility effect to attitude 

toward the advertising.  

 

2.7 Source Credibility 

Source credibility can be defined as a communicator’s positive 

characteristics that affect the receiver’s acceptance of a message. It can significantly 

considerably affect consumer’s purchase intention of the consumer (Ohanian, 1990). 

Credibility endorser is someone who enjoys public recognition and who refers to the 

believability of a speaker. Credibility isn’t an objective quality; rather it is a 

perception in the minds of listeners (Adler & Rodman, 2000). Credibility of an 

advertisement can influence the company’s credibility and advertiser; it would be 

directly related with attitude toward advertising (Gold smith, 2000). Advertisement 

credibility can be defined as the extent to which the consumer perceives claims made 
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about the brand in the advertisement to be truthful and believable (MackenZie,1989). 

Other people defined the advertising credibility as consumers’ perception of the 

truthfulness and believability of advertising in general (Stewart, 2002). Source 

credibility is an important factor to cause an individual’s attitude towards the 

advertising (Lafferty, Goldsmith & Newell, 2002; Ohanian, 1990). Source credibility 

factors are including attractiveness, trustworthiness and expertise (Ohanian, 1990). 

Source credibility would still be a factor since the viewer’s attitude towards the 

advertisement which will be influenced by his or her perception of the person pictured 

in the advertising. Credibility is also the criteria that influence attitudes toward 

advertising (Sundar, 1999). Source credibility can impact attitude of consumers 

towards the source (Brinol, Petty, & Z.L., 2004). A message which delivered by a high 

credibility source would be more accepted readily and would lead the viewer’s greater 

attitude change (Brinol, Petty, & Z.L., 2004).  

 According to the related research, source credibility includes the credibility of 

the endorser, spokespersons, or individuals shown in an advertisement. In the other 

words, the endorser credibility plays an important role in source credibility (Ohanian, 

1990). Moreover, many of these same firms utilize endorser in their advertising, and 

the credibility of these endorser are important to persuading consumers to buy the 

advertised brand, as well as advertised product or services (Goldsmith, Lafferty & 

Newell, 2000). McCracken (1989) defined that advertising endorser as the advertising 

endorser who uses his/her own popularity to present the benefits that consumers can 

enjoy through advertising activities. The high effectiveness of using credible endorser 

can increase the high persuasiveness of messages (Ohanian, 1990). Freiden (1984) 

proposed four types of advertising endorser which are celebrities, top corporate 

managers, experts and typical consumers. Endorsers with strong major credibility 

source factors can impact consumers’ attitude and their purchase intention (Ohanian, 

1991). There are indirect relationships between endorser credibility and purchase 

intention, consumer advertising attitude as a connecter of both of them (Goldsmith, 

Lafferty & Newell, 2000). As Ohanian (1990) indicated, the attractiveness, 

trustworthiness and expertise are more important and enduring components of source 
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credibility. In other words, endorsers should have three major source factors of 

credibility, namely expertise, trustworthiness, and attractiveness.  

2.7.1 Attractiveness 

As many considerable bodies researched, physical attractiveness is an 

important cue in an individual’s initial judgment of another person when it is related 

to advertising and communication (David & Benedikte, 2004)). Physical 

attractiveness has been measured in terms of attractive, classy, handsome/beautiful, 

elegant, and sexy aspects in the previous review (Ohanian, 1990). Source 

attractiveness refers to the endorser’s physical appearance, personality, likeability, 

and similarity to the viewer, then to perceived social value of the source (Solomon, 

2002). According to Methaq (2011) concluded that attractiveness (versus 

unattractiveness) communicators were consistently liked more and had a positive 

impact on products with which they are associated. In the other words, increasing the 

communicator’s attractiveness can increase positive attitude change (Kahle & Homer, 

1985). A professional and highly attractive athlete endorser can have a highly positive 

effect on consumer’s purchase intention (Goldsmith, Lafferty & Newell, 2000 2000). 

The attractive celebrities are more effective endorsers on products or services, when 

the products or services are used the endorser’s attractiveness (Karla Renton, 2006). 

2.7.2 Trustworthiness 

      Ohanian (1990) defined trustworthiness as the degree of communicator’s 

intent to communicate the assertions he considers most valid, the trust paradigm in 

communication which was understood as the listener’s degree of confidence of the 

speaker and the message. Trustworthiness refers to the audience’s belief in the 

communicator’s ability to provided information in a non-biased and sincere manner or 

it refers to the perceived willingness to make valid assertions; in addition, 

attractiveness is related to how physically attractive or likable the source is to the 

audience (Ohanian, 1991). Source credibility is a listener’s trust in the speaker (Mark, 

Jane and Cynthia, 2007). Friedman and Friedman (1978) reasoned that 

trustworthiness is the major determinant of source credibility. The impact of source 

trustworthiness on the persuasibility of communication, can be summarize like this, 
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when communicator was perceived high trustworthy source, the communication of 

opinionated message was more effective than the non-opinionated messages in 

producing attitude change (Yoon & Kim, 1998); but if the trustworthiness was low, 

the relationship between trustworthiness and attitude was not significant (Methaq, 

2011).  

2.7.3 Expertise 

Ohanian (1990) defined expertise as the extent to which a communication is 

perceived to be a source of valid assertion, it entails the ability to make valid 

assertions. Crano (1970) explained the dimensions of expertise and found the subjects 

exposed to an expert source exhibited more agreement with the advocated position 

than did those exposed to a low-expertise source. As Lin (2008) indicated that an 

expert is a person is a unique social status due to his/her profession, special training, 

or extraordinary experience. They provide consumer opinions via the expertise of 

them, then their professional knowledge may related to the products or services being 

recommended. The endorser who knows professional knowledge about the product, 

probably, the consumer will have a desirable idea about the advertising and brand, 

they will consider consuming that product or consume it next time (Bahram R & 

Zahra S, 2010). 

 

2.8 Advertising Value 

The approach of advertising value is described as while notions like enhanced 

quality, innovation, and customer satisfaction with products or services are now part 

of the zeitgeist of contemporary business culture, in fact, marketers have yet applied 

them in earnest to advertising (Ducoffe, 1995). Advertising value is a measure for 

advertising cognition, effectiveness, sometimes it can be an index of customer 

satisfaction with the communication products of organizations (Ducoffe, 1995). For 

consumers, advertising value as a subjective evaluation of the relative worth or utility 

of advertising, or a cognitive assessment of the advertisements (Ducoffe, 1995). 

Ducoffe (1996) had suggested that advertising value and advertising attitude are 

highly associated, it was indicated that advertising value is a measure for advertising 
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effectiveness. Kimelfeld & Watt (2001) found a strong impact for advertising value in 

predicting purchase intention. Ducoffe (1996) further defines advertising value as a 

cognitive assessment of the extent to which advertising gives consumers what they 

want. He explains that the distinction between advertising value and attitude toward 

advertising allows for variability in consumers’ responses. For example, customers 

could dislike the advertising they deem valuable and vice versa. A value can be 

described as an enduring belief that a specific conduct or state is 

personally-psychologically or socially-culturally preferable to a converse mode of 

conduct or an opposite end state of existence (Levi, 1990). For advertisers, advertising 

value may be influenced by and influence both media and media vehicle context. It 

implies that advertisers would like to select media more carefully which is fit the 

communication task at hand and media vehicles that accurately target the most 

interested potential customers since they can enhance the value of their advertising 

(Ducoffe, R. H., 1995). Through a series of studies Ducoffe (1995, 1996) developed a 

model based on three antecedents of perceived value: entertainment, informativeness 

and irritation, as factors contributing to consumers’ evaluations of advertising values 

and thus attitude toward advertisements.  

 

2.9 Entertainment 

Entertainment can be described as an ability to fulfill audience’s needs for 

escapism, diversion, aesthetic enjoyment, or emotional enjoyment (Ducoffe, 1996). 

Entertainment element can meet consumers’ needs, such as aesthetic enjoyment and 

emotional release while advertising (Ducoffe, 1996). Hedonic pleasure is perceived as 

entertainment value. It has a positive effect on attitudes toward advertising (Bauer, 

2005). The entertainment of advertising has important related with the advertising 

value of traditional advertising (Ducoffe, 1995). Entertainment has a positive effect 

on the attitude toward advertising via advertising value (Bauer, 2005). The value of 

media entertainment is able to meet users' needs, hedonistic pleasure, aesthetic 

enjoyment, or emotional release (McQuail, 1983). Advertisers try to increase the 

effectiveness of the message, they believe it can make the audience to have a positive 
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advertising attitude and brand attitude (Bauer, 2005). To provide higher entertainment 

value to the advertising reader, marketers can motivate them and gain more attention 

by advertising (Sten & Zaichowsky 1991). 

 

2.10 Informativeness 

Informativeness can be defined as an ability of advertising to inform 

consumers of products or services alternatives so that purchases yielding the greatest 

possible satisfaction can be made (Ducoffe, 1996). Informativeness is an important 

part in the advertising attitude research of when evaluating advertising (Stayman 

1998). The information is regarded by consumers as a positive aspect of advertising, 

in the situation which they learned about new products, such as product benefits, and 

comparative product information (Shavitt, Lowrey & Haefner, 1998, Petrovici, 2007). 

In order to satisfy consumers’ needs, informativeness can be interrupted by the ability 

of advertising that delivers information. Informativeness of the advertising 

information is therefore strongly related to the advertising value when it is transferred 

via traditional media vehicles. In addition, it is positively related to consumers’ 

attitudes toward advertising (Taylor, 2011). Ducoffe (1996) fully prove 

informativeness has the strong and positive correlation with advertising value. 

 

2.11 Irritation 

Irritation can be defined as when advertising employing tactics that annoy, 

offend, insult, or are overly manipulative (Ducoffe R.1996). When advertising 

employs techniques that annoy, offend, insult or are overly manipulative, consumers 

are likely to perceive it as unwanted and irritating influence; therefore, it is not good 

for advertisers or the sales of products and services (Tsang, 2004). The people 

criticize advertising due to irritation that advertising cause. The Irritation may cause 

to reduce the advertising effectiveness and perceived value of audience (Aaker & 

Bruzzone, 1985; Michael, 2006). It is a great influence on consumer’s attitude toward 

advertising in the situation advertisements are addressed, and there is negative 

relationship between consumer perceptions of irritation and attitude toward the 
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advertising, as well as advertising value (Bracket, 2001). Some research studies have 

indicated that overall attitude towards the advertising is associated with annoying and 

unfavorable, excessive and offensive description (Lee, 2006). Ducoffe (1996) fully 

prove that irritation has the strong and negative correlation with advertising value. 

 

2.12 The Overview of Beauty and Personal Care Products 

The beauty and personal care products industry is growing very fast in 

worldwide market. Nowadays, people lay stress on the quality of life. They have 

started to pay attention to their personal appearance more and more, and they are 

willing to pay for these products since they can enhance and keep them look young 

and fit (Nair, D. & D.P.R., 2007). In Thailand, there are strongly grow the high 

competition of both international and local brands (Sae-Jiu, 2007). There are many 

international and local brands of beauty and personal care in Thailand, such as 

well-known Nivea brand, Eucerin, Pond’s, Vaseline, Citra, Aviance , Dove, L’Oréal, P 

&G, and Unilever. As we know, beauty and personal care products include lip balm, 

cleansing pads, colognes, cotton swabs, cotton pads, deodorant, eye liner, facial tissue, 

hair clippers, lip gloss, lipstick, lotion, makeup, mouthwash, nail files, pomade, 

perfumes, razors, shampoo, conditioner, talcum powder, shaving cream, skin cream, 

toilet paper, toothbrushes, toothpaste and so on (Wikipedia, 2012).  

In summary, this study categorizes the beauty and personal care products into 

two types, which are skin care products and hair care products. Skin care products are 

used in general to improve the appearance and health of skin; such as the body 

lotion/cream, face lotion/cream, eye cream, cleansers, facial masks, toners, sunscreen, 

tanning oils, etc. Hair care products mean shampoo, hair conditioner, hair spray, 

pomade, gel, mousse, hair colors, etc. 
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2.13 The Proposed Conceptual Model and Hypothesis 

The proposed conceptual model is developed base on knowledge and 

literature review of related theories and previous studies. The conceptual model would 

be proposed as follows: 

 

                                                                                           

             

                    H1                         H6 

                 H2                 H4    H5         H6 

                            

                   H3                      H5               H7 

                                         

                    

                                                             

 

Figure 2.1 The Conceptual Model 

 

The model exhibits the interplay and effects of entertainment, informativeness, 

irritation and advertising value; the effects of advertising value, source credibility and 

attitude toward the advertising, and the effect between attitude toward the advertising 

and purchase intention. The conceptual model also illutrates the effect between 

subjective norm and purchase intention. The effects among these components would 

be discussed and explained with the scope of our hypotheses as follows:        

Entertainment in advertising is an ability which audience to fulfill their needs 

for diversion, escapism, aesthetic enjoyment and emotional release (Ducoffe, 1996). 

Entertainment element can meet consumers’ needs, such as aesthetic enjoyment and 

emotional release when advertised (Ducoffe, 1996). The advertising value of 

traditional advertising has a significant relation with entertainment of advertising 

(Ducoffe, 1995). The value of media entertainment is able to meet audience’s needs, 

hedonistic pleasure (McQuail, 1983). The entertainment message which is concise 
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and funny can immediately captures consumers’ attention (Katterbach, 2002). 

Entertainment of advertising has a positive effect on the attitude toward the 

advertising via advertising value (Aaker, 1992). To provide higher entertainment 

value to the advertising reader, can motivate them more attention the advertising (Sten 

and Zaichowsky 1991).  

Hypothesis 1: Consumer’s perception of the entertainment of advertising has 

significant effect on advertising value and will positively correlate to their perceptions 

of advertising value. 

Informativeness of advertising is an ability of advertising to inform audience 

of product alternatives which yielding the greatest satisfaction in their purchase 

intention (Ducoffe, 1996). Informativeness is an important part in the advertising 

attitude research of when evaluating advertising (Stayman 1998). The information 

deliver have to show qualitative features for audiences, such as timeliness, accuracy 

and usefulness to them (Siau, 2003). Consumers regarded information as positive 

aspect of advertising in the situation consumers learned about the new product, such 

as product benefits or comparative product information (Shavitt et al. 1998). The 

research of Ducoffe (1996) pointed out informativeness has the strong and positive 

correlation with advertising value. The information is regarded by consumers as a 

positive aspect of advertising, in the situation which they learned about new products, 

such as product benefits, and comparative product information (Shavitt et al.1998, 

Petrovici, 2007). 

Hypothesis 2: Consumer’s perception of the informativeness associated with 

advertising has significant effect on advertising value and will positively correlate to 

perceptions of advertising value. 

Irritation refers to when advertising employs tactics that annoy, offend, insult, 

or are overly manipulative; when consumers are likely to perceive it as unwanted and 

irritation influence. It is not good for advertiser in selling the product (Ducoffe, 1996). 

The irritation in advertising generates annoyance, discontents and intolerance, a small 

irritation may cause to reduce the effectiveness of advertising, as well as the perceived 

value of audience (Aaker and Bruzzone, 1985). When the audience feel the irritation 
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in the advertising, may considered to be manipulative or deceptive (Chakrabarty and 

Yelkur, 2005). The Irritation may reduce the advertising effectiveness and perceived 

value of audience (Aaker and Bruzzone 1985; Michael, 2006). The research of 

Ducoffe (1996) indicated that irritation has the strong and negative correlation with 

advertising value.  

Hypothesis 3: Consumer’s perception of irritation associated with advertising 

has significant effect on advertising value and will negatively relate to their 

perceptions of advertising value. 

Regarding advertising value, many empirical studies have studies have shown 

the relationships between advertising value and attitude toward the advertising. It is a 

measure for advertising cognition, effectiveness, in some cases, it is an index of 

consumer satisfaction with the communication products of organizations (Ducoffe, 

1995). In the other hand, Ducoffe (1996) found that advertising value was viewed as a 

cognitive assessment of the extent to which advertising gives consumers what they 

want. Ducoffe (1996) study still explains the distinction between advertising value 

and attitude toward advertising which allows for variability in consumers’ responses 

like when customers could dislike an advertisement they deem valuable and vice 

versa. Advertising value has shown to have the significant impact on the attitude 

toward the advertising (Ducoffe R., 1996). He developed the model based on three 

antecedents of perceived value, which are entertainment, informativeness and 

irritation, these are the factors which contribute to audience’s evaluation of 

advertising value, thus attitude toward the advertising (Ducoffe, 1996).  

Hypothesis 4: Consumer’s perception regarding the overall value of 

advertising has significant effect on the attitudes toward advertising and will predict 

consumers’ attitudes toward advertising. 

Regarding to source credibility, there are many researcher studyinhg the 

relationship between spokesperson credibility and attitude toward the advertising. In 

the study of McCracken (1989), spokesperson as advertising spokesperson who uses 

his/her own popularity to present the benefits that consumers can enjoy through 

advertising activities. Source credibility is a communicator’s positive characteristics 
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which affect the receiver’s acceptance of a message; marketers and advertisers share 

their belief that a communicator’s character has a significant effect on consumer’s 

purchase intention (Ohanian, 1990). It is an important contributor to an individual’s 

attitude toward the advertising (Lafferty et al., 2002). The source credibility referred 

to the credibility of endorser, spokesperson, or individual shown in the advertising. As 

Ohanian (1990) indicated, the attractiveness, trustworthiness and expertise are more 

important and enduring components of sources credibility. Source attractiveness 

refers to the endorser’s physical appearance, personality, likeability and similarity to 

the viewer, thus perceived social value of the source (Solomon, 2002). 

Trustworthiness is the major determinant of source credibility (Friedman and 

Friedman, 1978); it is the audience’s belief in the communicator’s ability to provide 

information in a non-biased (Ohanian, 1990). Expertise is the extent to which a 

communicator is perceived to be source of valid assertions (Ohanian, 1990). The 

endorser who knows professional knowledge, experience of skills possessed, 

consumer will consider to consume that product or consumer it next time (Bahram R, 

Zahra S, Zahra M, 2010). Ohanian (1990) found that the high effectiveness of using 

credible spokespersons can increase the high persuasiveness of messages. Then, in the 

study of Ohanian (1991) it indicated that spokesperson with strong major credibility 

source factors can positively impact consumers’ attitude and purchase intention. 

Hypothesis 5: Source credibility has significant effect on attitude toward the  

advertising and positively correlate with the attitudes toward advertising. 

An attitude is what consumers develop after evaluation of product or service, 

it may be positive or negative. The more positive individual’s attitude, the higher 

individual’s behavior control, the people are more intention to perform the particular 

behavior (Ajzen and Fishbein, 1980). Attitude toward the advertising is defined as a 

learned predisposition to respond in a consistently favorable or unfavorable way with 

respect to a given object, or favorable or unfavorable manner toward advertising in 

general (MacKenzie and Lutz, 1989). The attitude toward the advertising influences 

consumer’s purchase intention directly (Bruner & Kumar, 2000). The high positive 

attitude toward the advertising, lead a high purchase intention (Chang and Thorson, 
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2004). Several empirical studies conducted and related to advertisement and purchase 

behavior. Particularly, they focus on the relationships of purchase intention and 

advertisement. For example, the study toward purchase intention by MacInnis and 

Stayman (1993), indicated that purchase intention is consumers’ responses in order to 

have a positive or negative action towards the advertisement. 

Hypothesis 6: Consumers’ attitude toward the advertising has significant 

effect on purchase intention and sill positively correlate to consumers’ purchase 

intention. 

Subjective norm is an individual’s perception of social normative pressures,               

it is refer to the behavior is engaged or not (Ajzen, 2006).  Armitage and Conner 

(2001) indicated that the subjective norm is an individual’s potential to gain approval 

or suffer sanction from the important people’s suggestion in a behavior. However, the 

attenuation of the subjective norm and intention relation due to the other related 

researches suggested the narrow conceptualization of the normative component in the 

theory of planned behavior (Armitage & Conner, 2001). The important people may be 

family members, friends, co-workers, or children (Buhi and Goodson, 2007). The 

subjective norm have often been used to predict behavior (Triandis, 1980), it can 

indicate the opinion about what important others believe the people should do (Kraus, 

1995).  In other words, the subjective norm influences the consumer’s purchase 

intention. 

Hypothesis 7: Subjective norm has significant effect on purchase intention 

and will positively correlate to consumers’ purchase intention. 
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CHAPTER 3 

 

RESEARCH METHODOLOGY 

 

   This chapter includes the information about the methodology of the study. It 

consists of following seven sections: 

3.1 Research Design 

3.2 Population and Samples Size 

3.3 Variables of the Study 

3.4 Research Instrument 

3.5 Pretest of Research Instrument 

     3.5.1 Validity Test 

      3.5.2 Reliability Test 

3.6 Data Collection 

3.7 Data Analysis 
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3.1 Research Design 

The study is completed using quantitative research method by primary data 

according to objectives of the study. The data is collected by survey research with 

questionnaire, it is based on the prior research of reviewing, related literatures, and 

research journals, etc. The designed the questionnaire will follow to the conceptual 

model (see chapter 2) and was adapted from many research studies related to this 

topic. In order to conduct research, the information will be compiled from the people 

seen the television advertising of any beauty and personal care products in Bangkok 

by questionnaire survey.  

The questionnaires will include the personal information data, such as gender, 

age, education, occupation and monthly income. In addition, the questionnaire was 

written in English and Thai language. This survey was used in order to research the 

study about the attitude toward the advertising and subjective norm on purchase 

intention.    

The structural equation modeling (SEM) is a statistical technique for testing 

and estimating causal relations using a combination of statistical data and qualitative 

causal assumptions (wikipedia, 2012). It was used in this study by which examined 

the relationship of postulated hypothesis by using LISREL program (Joreskog & 

Sorbom, 1986). In addition, SEM evaluated data for development and validation the 

model by performing the goodness of fit indices, such as chi-square (x2), goodness of 

fit index (GFI), and average goodness of fit index (AGFI). And root means square 

error of approximation (RMSEA). 
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3.2 Population and Samples Size 

  3.2.1 Population 

      The total population in Bangkok was 5,674,843, the data information updated 

until December 2012. 

 

Table 3.1 Population 

Age Structure Male & Female Population 

0-14 years  955,334 

15-54 years 3,484,305 

54 years and over 1,235,204 

Total  5,674,843 

Source: http://www.dopa.go.th/  

 

The age of 15-54 years old is the suitable target population of this 

study as it is the largest range population of 3,484,305 people compound of 

other ranges. 

3.2.2 Sample Size 

      This research sample size base on Yamane (1967) recommended the formula 

for random sample size to this study: 

n      =     N/1+N(e)² 

Where            n      is size of sample 

N      is population of sample 

e²      is error of significant 

Therefore the sample size for this study is: 

                       n   =  3,484,305/{1+3,484,305 (0.05)²} 

                           =   400 

      

 With N=3,484,305, e=5% (the confidence level at 95%), then the 

sample size is 400, Total 400 respondents from Bangkok will be observed 
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for survey questionnaire. The questionnaire designed following the model 

(see chapter 2).  

 

3.3 Variables of the Study 

3.3.1 Independent Variables 

Independent variables are the variables were the factors with no causal links 

leasing to them from other variables in the structural equation model. The 

independent variables in this study include: 

1. Entertainment 

2. Informativeness 

3. Irritation 

4. Advertising source credibility 

a) Attractiveness 

b) Trustworthiness 

c) Expertise 

5. Subjective norm 

3.3.2 Dependent Variables 

Dependent variables in structural equation model (SEM) are the variables 

with causal connection leading to them from other variables and are changed by 

other variables. Dependent variables have explicit causes within the model. The 

dependent variables in this study include: 

1. Advertising Value  

2. Attitude toward the advertising 

3. Purchase intention 

 

3.4 Research Instrument 

Measurement scales have been adapted from past research and are showed in 

(Appendix B). The independent variables which affected to the dependent variables 

were classified in the model of purchase intention as attitude toward the advertising, 

subjective norm, advertising value, entertainment, informativeness, irritation and 
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source credibility. All sets of questionnaires were designed underlying the objective of 

the study. The questionnaire was kept short and concise for respondent and researcher. 

All involved were measured by using Five-point Likert Scales (1-strongly disagree, 

2-disagree, 3- Neutral, 4-agree, 5-strong agree).  

There were two steps in filling the questionnaires. Frist, the respondents had to 

answer the pre-interview question which was “Have you ever viewed the television 

advertising of beauty and personal care products?” in order to screening the 

respondents. If the answer of respondents were “yes”, they could do the second step, 

which was to fill the questionnaire. The questionnaire divided by part 1 “personal data” 

and part 2 “research variables”.  

Part 1: Personal Data 

The questionnaires ask about personal data of respondents. There are 2 

pre-interview questions which are whether have seen the television advertising about 

beauty and personal care products and whether have used the product. In addition, 

there are 5 questions in this part, involving with their gender, age, education level, 

occupation and income. 

Part 2: Research Variables 

Item 1: Entertainment 

According to research of Ducoffe (1996) and the questionnaire of 

entertainment included 4 questions which questions were adapted from the research of 

Tsang, Ho and Liang (2004). It and it was measured on a five-point semantic 

differential scale from “1-strongly disagree” to “5-strongly agree” (Amanda Spry, 

Ravi Pappu, T. Bettina Cornwell, 2009). 

Item 2: Informativeness 

According to research of Ducoffe (1996) and the questionnaire of 

informativeness included 4 questions which were adapted from the research of 

Edwards, Li and Lee (2002). It and it was measured on a five-point semantic 

differential scale from “1-strongly disagree” to “5-strongly agree” (Amanda Spry, 

Ravi Pappu, & T. Bettina Cornwell, 2009). 
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Item 3: Irritation 

According to research of Ducoffe (1996) and the questionnaire of irritation 4 

questions are included adapted from the research of Tsang, Ho and Liang (2004). It 

and it was measured on a five-point semantic differential scale from “1-strongly 

disagree” to “5-strongly agree” (Amanda Spry, Ravi Pappu & T. Bettina Cornwell, 

2009). 

Item 4: Advertising value 

      Ducoffe (1996) proposed the advertising value constructs to measure 

consumers’ perceptions regarding the relative worth or utility of advertising. The 

questionnaire of irritation adapted from the research of Brackett & Carr (2001). It 

included 3 questions and it was measured on a five-point semantic differential scale 

from “1-strongly disagree” to “5-strongly agree” (Amanda Spry, Ravi Pappu, & T. 

Bettina Cornwell, 2009) 

Item 5: Source credibility 

As Ohanian (1990) indicated, the attractiveness, trustworthiness and 

expertise are more important and enduring components of source credibility. 

According source model theory of La Ferle and Choi (2005) and Ohanian (1990), the 

tree dimensions above mentioned are measured as following: The endorser credibility 

was measured by using a 12-items scale developed by Ohanian (1990), which 

measures credibility on the dimension of attractiveness (4 questions), the 

questionnaires were adapted from previous research of La Ferle and Choi (2005); 

trustworthiness (4 questions), the questionnaires were adapted from previous research 

of Goldsmith, (2000); and expertise (4 questions), the questionnaires were adapted 

from previous research of Goldsmith, (2000). The three dimensions were measured on 

a five-point semantic differential scale from “1-strongly disagree” to “5-strongly 

agree” (Amanda Spry, Ravi Pappu, & T. Bettina Cornwell, 2009). 

Item 6: Attitude toward the advertising 

      According to the research of Bruner & Kumar (2000), attitude toward the 

advertising was measured in 4 questions. The question 1 and 2 were adapted from 

previous research of Bruner Kumar (2007) and question 3 and 4 were adapted from 
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previous research of Radder, Pietersen, Wang Han (2010). Also, it was measured on a 

five-point semantic differential scale from “1-strongly disagree” to “5-strongly agree” 

(Amanda Spry, Ravi Pappu, & T. Bettina Cornwell, 2009). 

Item 7: Subjective norm 

 According to the research of Ajzen and Fishbein (1975), the questionnaire of 

subjective norm included 4 questions which were adapted from previous research of 

Kim & Han (2010). It was measured on a five-point semantic differential scale from 

“1-strongly disagree” to “5-strongly agree” (Amanda Spry, Ravi Pappu, & T. Bettina 

Cornwell, 2009). 

Item 8: Purchase intention 

 Purchase intention was measured by using a multiple measure design from 

previous research (Matthew Tingchi Liu & James L.Brocj, 2011, Wachiraya, 2007). 

The questionnaire of purchase intention was adapted from previous research of Siti 

Nor & Nurita Juhdi (2008). Also, it was measured on a five-point semantic 

differential scale from “1-strongly disagree” to “5-strongly agree” (Amanda Spry, 

Ravi Pappu, & T. Bettina Cornwell, 2009). 

 

3.5 Pretest of Research Instrument 

In this process of pretest, 30 samples questionnaire would be distributed, in 

order to pre-testing the feasibility of research data. The target respondents are these 

who have seen the television advertising of beauty and personal care products for 

filling the relevant survey questionnaire.  

A pretest was conducted for assessing a quality, validity and reliability of 

instrument which is used in this study. It was include two parts: 

3.5.1 Validity Test 

      The first part was IOC (Item-Objective Congruence), IOC is a process to 

content the experts’ rate the individual items on the scale to the question which used 

to measure the exact objectives of the individual items on the scale. It was applied to 

test the pretest validity and the validity test, when the IOC ＞ 0.75 test (Rovinelli & 

Hambleton, 1977). Assessing correlation of all the items under the three levels of 
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rating score, which are “+1”as congruence, “0” as unclear, and “-1” as incongruence 

or not measuring. There is an index evaluation ( Revinelli & Hambleton, 1977): 

       Over 0.75 – the items are valid 

       Equal 0.75 – the items with objective congruence 

       Below 0.75 – the items are invalid 

The index of IOC was developed by Hair et al, 2006:  

 

IOC =  

n
∑R

n=1 
n

 

  

Table 3.2 Validity Test Using IOC 

Numbers of items Variables IOC 

4 Entertainment 0.89 

4 Informativeness 0.86 

4 Irritation 0.96 

3 Advertising Value 1 

Source Credibility 

4 Attractiveness 0.93 

4 Trustworthiness 0.88 

4 Expertise 0.89 

4 Attitude toward the Advertising 1 

4 Subjective Norm 0.86 

4 Purchase Intention 1 

 

  3.5.2 Reliability Test 

      The second part was tested by the pretest which comprises of 30 Thai people. 

The purpose of pretest is to find out the survey questionnaire with simplicity and 

comprehensiveness in order to make a proper tool to collect required information. 

      The reliability test is a process to indicate the correlation among items, scale, 
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or instrument in each set variables. The reliability was measured by Cronbach’s Alpha 

coefficient. The cut-off level of Cronbach’s Alpha has to be at least 0.7 or greater than 

0.7, that can keep an item in an adequate scale; in addition, a higher cut-off level 0.8 

is a “good scale” (Cronbach, 1951). The table 3.3 presented the reliability for all the 

factors as the following table: 

 

Table 3.3 Reliability Test Using Cronbach’s Alpha 

NO. Variables 
Amount 

of items 

Cronbach’s Alpha Value 

Pre-test Final test 

1 Entertainment 4 0.726 0.905 

2 Informativeness 4 0.801 0.881 

3 Irritation 4 0.837 0.947 

4 Advertising value 3 0.924 0.929 

5 

Source credibility 

Attractiveness 4 0.867 0.925 

Trustworthiness 4 0.871 0.927 

Expertise 4 0.919 0.964 

6 
Attitude toward the 

advertising 
4 0.892 0.924 

7 Subjective norm 4 0.827 0.907 

8 Purchase intention 4 0.837 0.916 

 

3.6 Data Collection 

The data was collected by questionnaire. It would be translated in Thai in 

order to facilitate with Thai respondents to answer the questions. Collecting process 

implemented in Big C super market (branch Rachada and Ladprao) and Central 

(branch Rama 9 and Ladprao) of Bangkok city selected the Thai respondents who are 

between 15 to 54 years old to fill the relevant survey questionnaire.  

The survey was conducted within the time frame around one and half month, 
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from the end of December in 2012 to the Mid-February in 2013. Mostly, the 

questionnaire was distributed in the afternoon around 1.00 to 4.30. 

 

3.7 Data Analysis 

      After data collection, data was summarized and analyze in readable 

interpretable form. A statistical computer program was used to analyze the data. There 

are 3 steps in this study. Firstly, descriptive statistics (percent and frequency), it was 

used for analysis the personal information. Secondly, factor analysis and Structure 

Equation Model (SEM), it was used for evaluation whether there were clear observed 

variables which would be used as covariate. Third, test the hypothesis, Structure 

Equation Model (SEM) to examine the hypothesis and the hypothesis were analyzed 

by LISREL 8.8 program (Joreskog & Sorbom, 2006). 

      The score on a 5-point Likert-type scale was used in the study. Likert scales is 

psychometric response to be used in questionnaire, there are 5 levels of agreement by 

following (see table 3.4): 

 

Table 3.4 The Categorize the Level of Agreement 

Agreement level Point 

Strongly agree 5 

Agree 4 

Neutral 3 

Disagree 2 

Strongly disagree 1 
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According to the calculate formula of level of opinion, the range of result can 

be divided by 5 equally likely ranges would be as following: 

 

N (width of range) =      Highest point – Lowest point 

                             Scale point 

 =           5 – 1 

              5 

=    0.8 

The scale ranges would be as following: 

 

Table 3.5 Table Variable in Rating Scales in 5 Levels 

Rating Level 

4.21-5.00 Strongly agree 

3.41-4.20 Agree 

2.61-3.40 Neutral 

1.81-2.60 Disagree 

1.00-1.80 Strongly disagree 
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CHAPTER 4 

 

RESULTS OF ANALYSIS 

 

This chapter presents the analysis and interpretation of the results from the 

data collected by the questionnaires based on the conceptual model of the research. 

Descriptive and the statistical tools are employed in analyzing the findings of this 

study. Data was processed using LISREL. This chapter describes the following points: 

      4.1 Summary of the Demographic Information 

      4.2 Descriptive Analysis of the Sample Data 

4.3 Data Analysis and Findings 

    4.3.1 Correlation Analysis 

    4.3.2 Factor Analysis 

    4.3.3 Model Adjustment and Goodness Fitness Approach 

     4.3.4 Hypothesis Testing  

     4.3.5 Summary of the Hypothesis Testing Results 
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4.1 Summary of the Demographic Information 

Questionnaires were aimed at 400 samples usable. The questionnaires were 

distributed in Big C super markets (branch Rachada and Ladprao) and Central (branch 

Rama 9 and Ladprao) within Bangkok, Thailand. Firstly, respondents had to answer 

whether they viewed the beauty and personal care products advertising, if they 

answered “yes”, they proceeded to the second step. Respondents they had to answer 

gender, age, education level, occupation and monthly income sections. The 

demographic details of the 400 respondents frequency and percentage are presented in 

table 4.1. Five items are considered in the statistic.  

Gender category is separated into male and female. 97 respondents were male 

(24.3%), and 303 were female (75.7%). 

 Age category is separated into four groups. 196 respondents (49%) were aged 

23 to 34. 111 respondents (27.8%) were aged 15 to 22. 71 respondents (17.8%) were 

aged 35 to 44. Only 22 respondents (5.4%) were aged 45 to 54. 

Education level item is separated into five groups. 263 respondents (65.8%) 

have a “Bachelor degree”. 76 respondents (19%) have a “Diploma”. 34 respondents 

(8.5%) have some “High school”. 24 respondents (6%) have a “Master degree” and 3 

respondents (0.7%) have a “Higher than Master degree”. 

 Occupation is separated into 6 groups: student, officer, business owner, 

government employee, housewife and others. The most distributed occupation was 

“Employee”, there were 234 respondents (58.8%). 109 respondents (27.3%) are 

“Student”. 41 respondents (10.3%) are “Business owner”. 9 respondents (2.2%) are  

“Government employee” and 7 respondents (1.7%) are “Housewife”. There was no 

respondent in the group “Others”. 

 Monthly income is divided into six groups. 193 respondents (48.3%) each 

between “10,000-20,000” Baht. 93 respondents (23.3%) each between 

“20,001-30,000” Baht. 80 respondents (20%) each between “Less than 10,000” Baht. 

23 respondents (5.7%) each between “30,001-40,000” Baht. 5 respondents (1.2%) 

each between “40,001-50,000” Baht and 6 respondents (1.5%) each “More than 

50,000” Baht.  
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Table 4.1 Demographic of Respondents 

Demographic Frequency Percent 

Gender 

Male 97 24.3 

Female 303 75.7 

Age 

15-22 years old 111 27.8 

23-34 years old 196 49.0 

35-44 years old 71 17.8 

45-54 years old 22 5.4 

Education 

High school 34 8.5 

Diploma 76 19.0 

Bachelor degree 263 65.8 

Master degree 24 6.0 

Higher than Master degree 3 0.7 

Occupation 

Student 109 27.3 

Employee 234 58.5 

Business owner 41 10.3 

Government employee 9 2.2 

Housewife 7 1.7 

Monthly income   

Less than10,000 Baht 80 20.0 

10,000-20,000 Baht 193 48.3 

20,001-30,000 Baht 93 23.3 

30,001-40,000 Baht 23 5.7 

40,001-50,000 Baht 5 1.2 

More than 50,000 Baht 6 1.5 
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4.2 Descriptive Analysis of the Sample Data 

The level of agreement of respondents on beauty and personal care products 

purchase intention with the independent variable entertainment, informativeness, 

irritation, advertising value, source credibility, attitude toward the advertising, and 

subjective norm, and the dependent variable purchase intention were presented in the 

table 4.2. 

Sort from maximum to minimum of the respondent’s level of agreement, most 

of the variables were described as agree, the irritation was described as disagree. The 

entertainment consisted of 4 questions, the mean of entertainment 4 was the highest 

one as 3.75, it in the level of agree, and the standard deviation is 0.827.  

Informativeness consisted of 4 questions. The mean of informativeness 4 is the 

highest at 3.94, it in the level of agree, and the standard deviation is 0.883.  

      Irritation consisted of 4 questions. The mean of irritation 4 is the highest at 

2.38, it in the level of neutral, and the standard deviation is 1.097 

Advertising value consisted of 3 questions. The mean of advertising value 3 is 

the highest at 3.87, it in the level of agree, and the standard deviation is 0.943. 

Source credibility separated in 3 different dimensions: attractiveness, 

trustworthiness, and expertise. Attractiveness consisted of 4 questions. The mean of 

attractiveness 1 is the highest at 4.02, it in the level of agree, and the standard 

deviation is 0.761. Trustworthiness consisted of 4 questions. The mean of 

trustworthiness 1 is the highest at 3.42, it in the level of agree, and the standard 

deviation is 0.892. Expertise consisted of 4 questions. The mean of expertise 2 and 

expertise 3 were the highest at 3.48, it in the level of agree, and the standard deviation 

are 1.067 and 1.087 respectively. 

Attitude toward the advertising consisted of 4 questions. The mean of attitude 

toward the advertising 3 is the highest one at 3.76, it in the level of agree, and the 

standard deviation is 0.914. 

Subjective norm consisted of 4 questions. The mean of subjective norm 1 is 

the highest one at 3.73, it in the level of agree, and the standard deviation is 0.888. 

      Beauty and personal care products purchase intention (the dependents variable) 
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consisted of 4 questions. The mean of purchase intention1 is the highest one at 3.66, it 

in the level of agree, and the standard deviation is 0.864. 

 

Table 4.2 Level of Agreement 

Item Mean Std. Deviation Level of agreement 

Entertainment 1 3.73 0.843 Agree 

Entertainment 2 3.64 0.918 Agree 

Entertainment 3 3.72 0.827 Agree 

Entertainment 4 3.75 0.901 Agree 

Informativeness 1 3.81 0.901 Agree 

Informativeness 2 3.86 0.845 Agree 

Informativeness 3 3.74 0.902 Agree 

Informativeness 4 3.94 0.883 Agree 

Irritation 1 2.33 1.071 Disagree 

Irritation 2 2.25 1.036 Disagree 

Irritation 3 2.25 1.051 Disagree 

Irritation 4 2.38 1.097 Neutral 

Advertising value 1 3.71 0.910 Agree 

Advertising value 2 3.82 0.926 Agree 

Advertising value 3 3.87 0.943 Agree 

Attractiveness 1 4.02 0.761 Agree 

Attractiveness 2 4.01 0.788 Agree 

Attractiveness 3 3.91 0.781 Agree 

Attractiveness 4 3.97 0.762 Agree 

Trustworthiness 1 3.42 0.892 Agree 

Trustworthiness 2 3.41 0.930 Agree 

Trustworthiness 3 3.35 0.966 Neutral 

Trustworthiness 4 3.29 1.016 Neutral 

Expertise 1 3.43 1.076 Agree 
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Item Mean Std. Deviation Level of agreement (Cont.) 

Expertise 2 3.48 1.067 Agree 

Expertise 3 3.48 1.087 Agree 

Expertise 4 3.46 1.073 Agree 

Attitude toward the 

advertising 1 
3.75 0.878 Agree 

Attitude toward the 

advertising 2 
3.74 0.972 Agree 

Attitude toward the 

advertising 3 
3.76 0.914 Agree 

Attitude toward the 

advertising 4 
3.72 0.935 Agree 

Subjective norm 1 3.73 0.888 Agree 

Subjective norm 2 3.65 0.962 Agree 

Subjective norm 3 3.69 0.923 Agree 

Subjective norm 4 3.58 1.016 Agree 

Purchase intention 1 3.66 0.864 Agree 

Purchase intention 2 3.62 0.919 Agree 

Purchase intention 3 3.61 0.872 Agree 

Purchase intention 4 3.62 0.844 Agree 

 

4.3 Data Analysis and Findings 

The data analysis includes correlation analysis, factor analysis, model 

adjustment and goodness fitness approach, hypothesis testing, and summary of the 

hypothesis testing result. LISREL was used to analyze the data. The variables were 

divided into latent and observed variables. Observed variables were external variables, 

and could be measured through the questionnaires. Latent variables were internal 

variables, and could not be measured by the questionnaire data without observed 

variables. In this study, all the variables are presented in the LISREL program as table 
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4.3. 

Table 4.3 Defined of Variables 

Latent variables Observed variables 

EN Entertainment AVGEN 

Entertainment 1 

Entertainment 2 

Entertainment 3 

Entertainment 4 

IN Informativeness AVGIN 

Informetiveness 1 

Informetiveness 2 

Informetiveness 3 

Informetiveness 4 

IR Irritation AVGIR 

Irritation 1 

Irritation 2 

Irritation 3 

Irritation 4 

VALU Advertising value AVGVALU 

Advertising value 1 

Advertising value 2 

Advertising value 3 

 

SC 
Source credibility 

AVGATTR Attractiveness 

AVGTRUS Trustworthiness 

AVGEXPER Expertise 

ATTI 
Attitude toward the 

advertising 
AVGATTI 

Attitude toward the 

advertising 1 

Attitude toward the 

advertising 2 

Attitude toward the 

advertising 3 

Attitude toward the 

advertising 4 
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Latent variables Observed variables (Cont.) 

SUB Subjective norm AVGSUB 

Subjective norm 1 

Subjective norm 2 

Subjective norm 3 

Subjective norm 4 

PI Purchase intention AVGPI 

Purchase intention 1 

Purchase intention 2 

Purchase intention 3 

Purchase intention 4 

 

4.3.1 Correlation Analysis 

Correlation is a statistical tool to measure strength of relationship between two 

variables. It can be used to measure a liner relation between two or more variables. 

The correlation matrix in table 4.4 shows the relationship between 

entertainment, informativeness, irritation, advertising value, source credibility, 

attitude toward the advertising, subjective norm and purchase intention. An 

interpretation of the correlations is based on a significant of the correlation among the 

independent variables. It was clearly to find out that the attitude toward the 

advertising had positive relationship with advertising value as 0.56; it had positive 

relationship with purchase intention as 0.67; it had positive relationship with 

entertainment as 0.35; it had positive relationship with informativeness as 0.45; it had 

negative relationship with irritation as -0.13; it had positive relationship with source 

credibility as 0.82; and finally, attitude toward the advertising had positive 

relationship with subjective norm as 0.48. The advertising value had positive 

relationship with purchase intention as 0.23; it had positive relationship with 

entertainment as 0.56; it had positive relationship with informativeness as 0.66; it had 

negative relationship with irritation as -0.35; it had positive relationship with 

subjective norm as 0.55; finally, the advertising value had positive relationship with 

source credibility as 0.53. For the purchase intention, it had positive relationship with 
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entertainment as 0.14; it had positive relationship with informativeness as 0.19; it had 

negative relationship with irritation as -0.05; it had positive relationship with source 

credibility as 0.69; finally, the purchase intention had positive relationship with 

subjective norm as 0.73. For the entertainment, it had positive relationship with 

informativeness as 0.39; it had negative relationship with irritation as -0.15; it had 

positive relationship with source credibility as 0.34; finally, the entertainment had 

positive relationship with subjective norm as 0.43. The informativeness had negative 

relationship with irritation as -0.11; it had positive relationship with source credibility 

as 0.45; finally, the informativeness had positive relationship with subjective norm as 

0.39. The irritation had negative relationship with source credibility -0.10 and 

negative relationship with subjective norm as -0.19. Finally, the source credibility had 

positive relationship with subjective norm as 0.66. 

 

Table 4.4 Correlation Matrix 

Latent 

variables 
ATTI VALU PI EN IN IR SC SUB 

ATTI 1.00        

VALU 0.56 1.00       

PI 0.67 0.23 1.00      

EN 0.35 0.56 0.14 1.00     

IN 0.45 0.66 0.19 0.39 1.00    

IR -0.13 -0.35 -0.05 -0.15 -0.11 1.00   

SC 0.82 0.53 0.69 0.34 0.45 -0.10 1.00  

SUB 0.48 0.55 0.73 0.43 0.39 -0.19 0.66 1.00 

 

4.3.2 Factor Analysis 

 Factor analysis is a statistical method to be used to describe variability among 

observed correlated variables in terms of a potentially lower number of unobserved 

variables called factors. In this study, the factor analysis was shown in the table 4.5. 
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There was only one variable to be tested by factor analysis which was source 

credibility. It was consisted by three components, which were attractiveness, 

trustworthiness and expertise.  

Table 4.5, presents information of variables in terms in its components when 

the communities’ value with less than 0.3. The communities for this study in the table 

4.5, the attractiveness components are ranged from 0.764 to 0.855; the trustworthiness 

components are ranged from 0.792 to 0.844; the expertise components range from 

0.867 to 0.916. 

 

Table 4.5 Extraction of Communalities 

Variable Components Initial Extraction 

Source 

credibility 

Attractiveness 1 1.00 0.764 

Attractiveness 2 1.00 0.855 

Attractiveness 3 1.00 0.830 

Attractiveness 4 1.00 0.820 

Trustworthiness 1 1.00 0.792 

Trustworthiness 2 1.00 0.844 

Trustworthiness 3 1.00 0.843 

Trustworthiness 4 1.00 0.819 

Expertise 1 1.00 0.867 

Expertise 3 1.00 0.914 

Expertise 4 1.00 0.910 

 

The table 4.6 showed the information about the initial eigenvalues (statistic for 

each factor before) and rotation sums of squared loadings (after the components were 

extracted) for each factor.  

Before rotation of the components, attractiveness is accounted the percentage 

of variance for 55.795% while after rotation accounted the percentage of variance for 

29.907%. Before rotation of the components, trustworthiness accounted the 
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percentage of variance for 19.708% while after rotation accounted the percentage of 

variance for 27.740%. Before rotation of the components, expertise accounted the 

percentage of variance for 9.280% while after rotation accounted the percentage of 

variance accounted for 27.137%. 

 

Table 4.6 Total Variance Explained 

Variable component 

Initial Eigenvalues 

Rotation Sums of Squared 

Loadings 

Total 

% of 

variance 

Cumulative

 % 

Total 

% of 

variance 

Cumulative

 % 

Source 

credibility 

Attractiveness 6.695 55.795 55.795 3.589 29.907 29.907 

Trustworthiness 2.365 19.708 75.503 3.329 27.740 57.646 

Expertise 1.114 9.280 84.783 3.256 27.137 84.783 

 

Table 4.7 summarized the results of rotated analysis, in which to distribute the 

variance and decribed that what the components represent and shown that each 

loading of variable on each component. The factor loading was percentage of 

correlation to be the group of components. The main objective of rotated components 

was to make the dimentions pattern easier to interpret. There were three components 

and twelve variables shown in table 4.7, which were attractiveness, trustworthiness 

and expertise. 

Base on the information of table 4.7, it described that the factors that each 

variable loaded most strongly on. After rotated analysis, information was provided as 

attractiveness 1, attractiveness 2, attractiveness 3 and attractiveness 4 rotated 

significantly in component one and were grouped in attractiveness factor. The factor 

loading for attractiveness factor had loading of 0.858, 0.909, 0.491, 0.880 and 0.872 

respectively. For the trustworthiness 1, trustworthiness 2, trustworthiness 3 and 

trustworthiness 4 were rotated significantly in component one and were grouped in 

trustworthiness factor. The factor loading for trustworthiness factor had loading of 
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0.807, 0.834, 0.833, and 0.835 respectively. Expertise 1, expertise 2, expertise 3 and 

expertise 4 were rotated significantly in component one and were grouped in expertise 

factor. The factor loading for expertise factor had loading of 0.871, 0.888, 0.877, and 

0.886 respectively. 

 

Table 4.7 Rotated Component Matrix 

No. Component Variables 
Factor loadings 

Factor1 Factor 2 Factor 3 

1 Attractiveness 

Attractiveness 1 0.858   

Attractiveness 2 0.909   

Attractiveness 3 0.880   

Attractiveness 4 0.872   

2 Trustworthiness 

Trustworthiness 

1 
 0.807  

Trustworthiness 

2 
 0.834  

Trustworthiness 

3 
 0.833  

Trustworthiness 

4 
 0.835  

3 Expertise 

Expertise 1   0.871 

Expertise 2   0.888 

Expertise 3   0.877 

Expertise 4   0.886 

 

4.3.3 Model Adjustment and Goodness Fitness Approach 

In this study, LISREL was used to analyze data in the model adjustment and 

goodness fitness approach. The contents of model adjustment and goodness fitness 

approach consisted of three sections, in which were structure equation model (SEM) 
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standardize solution, parameters of statistic analysis, and effect of independent 

variables on dependents variables. 

    4.3.3.1 Structure Equation Model (SEM)  

      The result of the structure equation model (SEM) was revealed as figure 4.1. 

 

 

                                                                                                                                                                                                                                             

       

                         

         1.00             0.56                                 

1                           1.00       1.00            1.00 

                                  

                         0.66           0.17           0.41            

         1.00                      

 

                                           0.73             0.54 

         1.00             -0.35              

 

 

 

                         0.50      0.77   0.73       1.00 

 

 

 

 

 

Chi-Square = 16.12, df = 9, p-value = 0.06452, RMSEA = 0.045 

 

Figure 4.1 Structure of the Effect of the Attitude toward the Advertising and 

Subjective Norm on Purchase Intention 

 

4.3.3.2Goodness Fitness Approach 

From the data of the goodness of fitness Statistics, the compared with the 

standard value, the analysis model was sufficiently matched with conceptual model of 

the study. For the Chi-square (x2) with p-value as 0.065, which was close to 0.05, the 

standard was more than 0.05. The Goodness of Fix Index (GFI) was 0.99 and the 

Adjusted Goodness of Fix Index (AGFI) was 0.95, which were close to 1.00. The 
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fitted the standard that need the value close or equal to 1.00. The value of Root Mean 

Square Residual (RMR) was 0.039, which approached 0. For the Root Mean Square 

Error of Approximation (RMSEA), it was 0.045, in which that fitted the standard as 

the standard need the value of Root Mean Square Residual (RMR) and the value of 

Root Mean Square Error of Approximation (RMSEA) were close or equal to 1.00.  

 

Table 4.8 Goodness of Fitness Statistics 

FIT Index Acceptable threshold levels Value 

𝑥2 

𝑥2relative to df with p-value 

(0.05) 

Chisquare / df <2 

𝑥2= 16.12 

p-value=0.065 

RMSEA Values < 0.05 0.045 

GFI Values > 0.95 0.99 

AGFI Values > 0.95 0.95 

RMR Good model have small RMR 0.039 

Note: Chi-square=Normal Theory Weighted Least Squares Chi-square p-value; 

df=Degrees of Freedom; GFI=Goodness of Fit Index; AGFI=Adjusted Goodness of 

Fit Index; RMR=Root Mean Square Residual; RMSEA=Root Mean Square Error of 

Approximation.  

 

Regarding the parameters of statistic analysis, presented as table 4.9, this part 

was divided into 4 sections, they were LAMBDA-X, LAMBDA-Y, GAMMA and 

BETA. 

First, LAMBDA-X presented the weight of how the X side, in other words, the 

X side were the latent variables of the entertainment (EN), informativeness (IN), 

irritation (IR), source credibility (SC) which included the dimensions as attractiveness 

(ATTR), trustworthiness (TRUS), expertise (EXPER) and subjective norm, then as the 

observed variables could measure the related latent variables. For the entertainment, 

composed of 4 questions, the entertainment (AVGEN in the table 4.9) had weight of 
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0.75 (st=1.00, SE=0.03, and t=29.25) from the measurement, which could be 

described that the level of positive side of the entertainment could be presented as 75% 

of the positive level of entertainment. For the informativeness, was composed of 4 

questions, the informativeness (AVGIN in the table 4.9) had weight 0.73 (st=1.00, 

SE=0.02, and t=29.67) of the measurement on informativeness, which could be 

described that the level of positive side of informativeness could presented the 73% of 

positive level of informativeness. For the irritation, was composed of 4 questions; the 

irritation (AVGIR in the table 4.9) had weight 0.98 (st=1.00, SE=0.03, and t=28.33) of 

the measurement on irritation, which could be described that the level of positive side 

of irritation could present 98% of positive level of irritation. For the source credibility, 

was composed by 3 dimensions, which were attractiveness (AVGATTR in the table 

4.9), trustworthiness (AVGTRUS in the table 4.9), expertise (AVGEXPER in the table 

4.9), each dimension had 4 questions. The attractiveness (AVGATTR in the table 4.9) 

had weight 0.35 (st=0.50, SE=0.04, and t=9.17) of the measurement on attractiveness, 

which could be described that the level of positive side of attractiveness could present 

the 35% of positive level of attractiveness. The trustworthiness (AVGTRUS in the 

table 4.9) had weight of 0.66 (st=0.77, SE=0.04, and t=15.10) of the measurement on 

trustworthiness, which could be described that the level of positive side of 

trustworthiness could presented as 66% of positive level of trustworthiness. The 

expertise (AVGEXPER in the table 4.9) had weight of 0.75 (st=0.73, SE=0.05, and 

t=14.01) of the measurement on expertise, which could be described that the level of 

positive side of expertise could presented the 75% of positive level of expertise. The 

subjective norm (AVGSUB in the table 4.9) had weight of 0.83 (st=1.00, SE=0.03, 

and t=28.49) of the measurement on subjective norm, which could be described that 

the level of positive side of subjective norm could present the 83% of positive level of 

subjective norm.    

Secondly, for the parameters of statistic on LAMBDA-Y, there were three 

observed variables in the Y side, which were advertising value (AVGVALU in the 

table 4.9), attitude toward the advertising (AVGATTI in the table 4.9) and purchase 

intention (AVGPI in the table 4.9). They were distributed as 4 questions for each 



 

58 

observed variables. Advertising value (AVGVALU in the table 4.9), had weight of 

0.82 (st=1.00) of the measurement on advertising value, which could be described that 

the level of positive side of advertising value could present the 82% of positive level 

of advertising value. For attitude toward the advertising (AVGATTI in the table 4.9), 

weight was 0.82 (st=1.00) of the measurement on attitude toward the advertising, 

which could be described that the level of positive side of attitude toward the 

advertising could present the 82% of positive level of attitude toward the advertising. 

For purchase intention (AVGPI in the table 4.9), had weight of 0.78 (st=1.00) of the 

measurement on purchase intention, which could describe that the level of positive 

side of purchase intention could present the 78% of positive level of purchase 

intention. 

Thirdly, the parameter of BETA was the level of weight that the endogenous 

variable as independent variable, which was advertising value (VALU in the table 4.9) 

could measure the endogenous variable as dependent variable which was attitude 

toward the advertising (ATTI in the table 4.9). In this study, the endogenous variable 

as independent variable, which was attitude toward the advertising (ATTI in the table 

4.9) which measure other endogenous variables as dependent variable, which was 

purchase intention (PI in the table 4.9). The advertising value (VALU) had 

significantly weight of 0.17 (st=0.17, SE=0.07, t=2.63) of the measurement on 

attitude toward the advertising (ATTI), which could be described that the level of 

positive side of advertising value (VALU) could present as 17% of positive level of 

attitude toward the advertising (ATTI). Similarly, the attitude toward the advertising 

(ATTI) had significantly weight of 0.41 (st=0.41, SE=0.04, t=10.84) of the 

measurement on purchase intention (PI), which could describe that the level of 

positive side of attitude toward the advertising (ATTI) could present 41% of positive 

level of purchase intention (PI). 

 The fourth one, for GAMMA parameters, which was present the weight of 

exogenous variables, or the entertainment (EN in the table 4.9), informativeness (IR 

in the table 4.9), irritation (IR in the table 4.9), source credibility (SC in the table 4.9) 

and subjective norm (SUB in the table 4.9). In this study, entertainment (EN), 
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informativeness (IN), and irritation (IR) could measure the related endogenous 

variable which was advertising value (VALU). The source credibility (SC) could 

measure the related endogenous variable which was attitude toward the advertising 

(ATTI); and subjective norm (SUB) could measure the related endogenous variable 

which was purchase intention (PI). The entertainment (EN) had significantly weight 

of 0.56 (st=0.56, SE=0.04, t=13.56) of the measurement on advertising value (VALU), 

which could be described that the level of positive side of entertainment (EN) could 

be presented as 56% of positive level of advertising value (VALU). The 

informativeness (IN) had significantly weight of 0.66 (st=0.66, SE=0.04, t=16.31) of 

the measurement on advertising value (VALU), which could be described that the 

level of positive side of informativeness (IN) could be presented as 66% of positive 

level of advertising value (VALU). The irritation (IR) had significantly weight of 

-0.35 (st=-0.35 SE=0.04, t=-8.07) of the measurement on advertising value (VALU), 

which could be described that the level of negative side of irritation (IR) could be 

presented as 35% of negative level of advertising value (VALU). The source 

credibility (SC) had significantly weight of 0.73 (st=0.73, SE=0.07, t=11.00) of the 

measurement on attitude toward the advertising (ATTI), which could describe the 

level of positive side of source credibility (SC) presented as 73% of positive level of 

attitude toward the advertising (ATTI). The subjective norm (SUB) had significantly 

weight of 0.54 (st=0.54, SE=0.04, t=15.22) of the measurement on purchase intention 

(PI), which could describe the level of positive side of subjective norm (SUB) 

presented as 54% of positive level of purchase intention (PI). 
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Table 4.9 Parameters of Statistic Analysis 

Matrix LAMBDA-X b St SE T 

AVGEN 0.75 1.00 0.03 29.25 

AVGIN 0.73 1.00 0.02 29.67 

AVGIR 0.98 1.00 0.03 28.33 

SC 

AVGATTR 0.35 0.50 0.04 9.17 

AVGTRUS 0.66 0.77 0.04 15.10 

AVGEXPER 0.75 0.73 0.05 14.01 

AVGSUB 0.83 1.00 0.03 28.49 

Matrix LAMBDA-Y b St SE T 

AVGVALU 0.82 1.00   

AVGATTI 0.82 1.00   

AVGPI 0.78 1.00   

Matrix BEAT b St SE T 

VALU 0.17 0.17 0.07 2.63 

ATTI 0.41 0.41 0.04 10.84 

PI     

Matrix GAMMA b St SE T 

EN 0.56 0.56 0.04 13.56 

IN 0.66 0.66 0.04 16.31 

IR -0.35 -0.35 0.04 -8.07 

SC 0.73 0.73 0.07 11.00 

SUB 0.54 0.54 0.04 15.22 

Note: LAMBDA=relationship between observed variables; GAMMA=relationship 

from independent variables; BETA=relationship to dependent variables; b=LISREL 

Estimates (Maximum Likelihood); St=Completely Standardized Solution; SE=error; 

t=regression co efficiency. 
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      For the effect of independent variables on dependent variables, the data was 

summarized in table 4.10, which presented the total effect (TE in the table 4.10), in 

direct effect (IE in the table 4.10), and direct effect (DE in table 4.10) from 

independent variables to dependent variables. According to this study, advertising 

value (VALU) was the mediator between entertainment (EN), informativeness (IN), 

irritation (IR), and attitude toward the advertising (ATTI). Therefore, the advertising 

value (VALU) acted both dependent variable and independent variable in the table. In 

addition, the attitude toward the advertising (ATTI) was the mediator between the 

advertising value (VALU) and purchase intention (PI). The attitude toward the 

advertising (ATTI) was also the mediator between the source credibility (SC) and 

purchase intention (PI). Therefore, the attitude toward the advertising (ATTI) acted as 

both dependent variable and independent variable in the table. 

According to the data of table 4.10, the entertainment (EN) had the significant 

positive effect on advertising value (VALU), which presented total effects of 0.56. 

Moreover, there was direct effect from entertainment (EN) to advertising value 

(VALU). And the entertainment (EN) had a positive effect on attitude toward the 

advertising (ATTI), which was presented the total effect of 0.10. Then, there was an 

indirect effect from entertainment (EN) to attitude toward the advertising (ATTI). In 

terms of entertainment (EN), it also had positive effect on purchase intention (PI) 

which was presented as total effect as 0.04. It was indirect effect from entertainment 

(EN) to purchase intention (PI). 

For the informativeness (IN), it had the significant positive effect on 

advertising value (VALU), presented as total effect of 0.66. Meanwhile, there was a 

direct effect from informativeness (IN) to advertising value (VALU). In addition, the 

informativeness (IN) had positive effect on attitude toward the advertising (ATTI), 

presented as a total effect of 0.12. Then, there was an indirect effect from 

informativeness (IN) to attitude toward the advertising (ATTI). The informativeness 

(IN) also had positive effect on purchase intention (PI) which presented a total effect 

of 0.05. It was indirect effect from informativeness (IN) to purchase intention (PI). 

For irritation (IR), it had a significant negative effect on advertising value 
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(VALU), which presented a total effect of -0.35. Moreover, there was a direct effect 

from irritation (IR) to advertising value (VALU). The irritation (IR) had a negative 

effect on attitude toward the advertising (ATTI), which presented a total effect of 0.06. 

Then, there was indirect effect from irritation (IR) to attitude toward the advertising 

(ATTI). The irritation (IR) also had negative and indirect effect on purchase intention 

(PI) which was presented as total effect of 0.03. It had indirect effect from irritation 

(IR) to purchase intention (PI). 

For the source credibility (SC), it had the significant positive effect on attitude 

toward the advertising (ATTI), which presented a total effect of 0.73. Moreover, there 

was a direct effect from source credibility (SC) to attitude toward the advertising 

(ATTI). In addition, source credibility (SC) had positive effects on purchase intention 

(PI). It presented a total effect of 0.30. In addition, there was indirect effect from 

source credibility (SC) to purchase intention (PI). 

For the subjective norm (SUB), it had the significant positive effect on 

purchase intention (PI), which presented a total effect of 0.54; moreover, there was 

direct effect from subjective norm(SUB) to purchase intention (PI). 

For the advertising value (VALU), it had the positive effect on attitude toward 

the advertising (ATTI), which presented a total effect of 0.17; moreover, there was a 

direct effect from advertising value (VALU) to attitude toward the advertising (ATTI). 

The advertising value (VALU) had positive effect on purchase intention (PI), which 

presented a total effect of 0.07. Besides, there was an indirect effect from advertising 

value (VALU) to purchase intention (PI). 

For the attitude toward the advertising (ATTI), it had positive effect on 

purchase intention (PI), which presented a total effect of 0.41; moreover, there was a 

direct effect from attitude toward the advertising (ATTI) on purchase intention (PI). 
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Table 4.10 Effect of Independent Variables on Dependent Variables 

 

Effect 

 

 

Cause 

VALU ATTI PI 

TE IE DE TE IE DE TE IE DE 

EN β 0.56  0.56 0.10 0.10  0.04 0.04  

IN β 0.66  0.66 0.12 0.12  0.05 0.05  

IR β -0.35  -0.35 -0.06 -0.06  -0.03 -0.03  

SC β    0.73  0.73 0..30 0.30  

SUB β       0.54  0.54 

VALU β    0.17  0.17 0.07 0.07  

ATTI β       0.41  0.41 

Note: TE=Total effect; IE=Total Indirect effect; DE=Total direct effect 

 

4.3.4 Hypothesis Testing  

In this study, the objective was to investigate “the effect of the attitude toward 

the advertising and subjective norm on purchase intention”. There were seven 

hypotheses in this study as following: 

Hypothesis 1:  

Consumer’s perception of the entertainment of advertising has significant 

effect on advertising value and will positively correlate to their perceptions of 

advertising value. 

Hypothesis 2:  

Consumer’s perception of the informativeness associated with advertising has 

significant effect on advertising value and will positively correlate to perceptions of 

advertising value. 

Hypothesis 3:  

Consumer’s perception of irritation associated with advertising has significant 
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effect on advertising value and will negatively relate to their perceptions of 

advertising value. 

Hypothesis 4:  

Consumer’s perception regarding the overall value of advertising has 

significant effect on the attitudes toward advertising and will predict consumers’ 

attitudes toward advertising. 

Hypothesis 5:  

Source credibility has significant effect on attitude toward the advertising and  

positively correlate with the attitudes toward advertising. 

Hypothesis 6:  

Consumer’s attitude toward the advertising has significant effect on purchase 

intention and will positively correlate to consumers’ purchase intention. 

Hypothesis 7:  

Subjective norm has significant effect on purchase intention and will 

positively correlate to consumers’ purchase intention. 

 According to table 4.10, the summary of path analysis for hypotheses testing 

or relationship among the latent variables was presented as following:   

Test of Hypothesis 1: 

Hypothesis 1: Consumer’s perception of the entertainment of advertising has 

significant effect on advertising value and will positively correlate to their perceptions 

of advertising value. 

 According to the table 4.10, the entertainment (EN) had direct effect on 

advertising value (VALU) as β=0.56, which had significantly positive effect on 

advertising value. Therefore, the hypothesis 1 was accepted, which proved that the 

entertainment of advertising has significant effect on advertising value and correlate 

positively with advertising value. 

Test of Hypothesis 2:  

Hypothesis 2: Consumer’s perception of the informativeness associated with 

advertising has significant effect on advertising value and will positively correlate to 

perceptions of advertising value. 
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According to the table 4.10, the informativeness (IN) had direct effect on 

advertising value (VALU) as β=0.66, which had significantly positive effect on 

advertising value. Therefore, the hypothesis 2 was accepted, in which proved that the 

informativeness of advertising has effect on advertising value and correlate positively 

with advertising value. 

Test of Hypothesis 3: 

Hypothesis 3: Consumer’s perception of irritation associated with advertising 

has significant effect on advertising value and will negative relate to their perceptions 

of advertising value. 

According to the table 4.10, the irritation (IR) had direct effect on advertising 

value (VALU) as β=-0.35, which had significantly negatively effect on advertising 

value. Therefore, the hypothesis 3 was accepted, in which proved that the irritation of 

advertising has effect on advertising value and correlate negatively with advertising 

value. 

Test of Hypothesis 4: 

Hypothesis 4: Consumer’s perception regarding the overall value of 

advertising has significant effect on the attitudes toward advertising and will predict 

consumers’ attitudes toward advertising. 

According to the table 4.10, the advertising value (VALU) had direct effect on 

the attitudes toward television advertising (ATTI) shown as β=0.17, which had 

positively effect on the attitudes toward television advertising. Therefore, the 

hypothesis 4 was accepted, which proved that the advertising value of advertising has 

effect on the attitudes toward advertising and correlate positively with the attitudes 

toward advertising. 

Test of Hypothesis 5: 

Hypothesis 5: Source credibility has significant effect on attitude toward the 

advertising and positively correlate with the attitudes toward advertising. 

According to the table 4.10, the source credibility (SC) had direct effect on the 

attitudes toward advertising (ATTI) as β=0.73, which had significantly positive effect 

on the attitudes toward advertising. Therefore, the hypothesis 5 was accepted, in 
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which proved that the source credibility of advertising has effect on advertising value 

and correlate positively with the attitudes toward advertising. 

Test of Hypothesis 6: 

Hypothesis 6: Consumers’ attitude toward the advertising has significant  

effect on purchase intention and will positive correlate to consumers’ purchase 

intention.  

According to the table 4.10, the attitude toward the television advertising 

(ATTI) had direct effect on purchase intention (PI) as β=0.41, which had significantly 

positively effect on the purchase intention. Therefore, the hypothesis 6 was accepted, 

which proved that the attitude toward the television advertising has effect on purchase 

intention and correlate positively with the purchase intention. 

Test of Hypothesis 7: 

Hypothesis 7: Subjective norm has significant effect on purchase intention 

and will positively correlate to consumers’ purchase intention. 

According to the table 4.10, the subjective norm (SUB) had direct effect on 

purchase intention (PI) as β=0.54, which had significantly positive effect on purchase 

intention. Therefore, the hypothesis 7 was accepted, which proved that the subjective 

norm has effect on purchase intention and correlate positively with purchase intention. 

 

4.3.5 Summary of the Hypothesis Testing Results 

In summary, the analysis of this study, for the result of hypotheses testing, it 

presented that entertainment, informativenes and irritation had significant effect on 

advertising value; entertainment and informativenes correlate positively with 

advertising value, and the irritation negatively affect on advertising value. The 

advertising value had positive effect on the attitude toward the advertising. The source 

credibility had significant effect on the attitude toward the advertising and correlate 

positively with the attitudes toward television advertising. Finally, the attitude toward 

the advertising and subjective norm had the significant effect on the purchase 

intention and correlate positively with the purchase intention. The descriptions of the 

summary would be as following: 
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Table 4.11 Summary of the Hypothesis Testing Results 

Hypothesis Content Result 

H1 

Consumer’s perception of the entertainment of 

advertising has significant effect on advertising 

value and will positively correlate to their 

perceptions of advertising value. 

Accepted 

H2 

Consumer’s perception of the informativeness 

associated with advertising has significant 

effect on advertising value and will positively 

correlate to perceptions of advertising value. 

Accepted 

H3 

Consumer’s perception of irritation associated 

with advertising has significant effect on 

advertising value and will negatively relate to 

their perceptions of advertising value. 

Accepted 

H4 

Consumer’s perception regarding the overall 

value of advertising has significant effect on 

the attitudes toward advertising and will predict 

consumers’ attitudes toward advertising. 

Accepted 

H5 

Source credibility has significant effect on  

attitude toward the advertising and positively  

correlate with the attitudes toward advertising. 

Accepted 

H6 

Consumers’ attitude toward the advertising has  

significant effect on purchase intention and will  

positively correlate to consumers’ purchase  

intention.  

Accepted 

H7 

Subjective norm has significant effect on 

purchase intention and will positively correlate 

to consumers’ purchase intention. 

Accepted 
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CHAPTER 5 

 

CONCLUSION, DISCUSSION, AND RECOMMENDATION 

 

  The conclusion, discussion, and recommendation of this study are elaborated 

in this chapter. The results reported in chapter 4 were further discussed in this chapter. 

The contents of the chapter are as the following: 

5.1 Conclusion 

5.2 Discussion 

5.3 Implication of the Study 

5.4 Limitation of the Study 

5.5 Recommendation for the Future Research 
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5.1 Conclusion 

The study aims to investigate the effect of attitude toward the advertising and 

subjective norm on purchase intention. The structural equation model (SEM) of 

LISREL was used to analyze and define the relationship between independent 

variables and dependents variables.  

In this study, 400 sets of questionnaire were useable. The vast majority of the 

participants were female, they were 303 respondents as 75.7% in the 400 respondents. 

For the males, there were 97 respondents on 24.3% in the 400 respondents. The age of 

these 400 respondents were from 15 to 54. The majority of the education level of 

respondents was bachelor degree accounted for on 65.8%. The main occupation of 

respondents was officer as 58.5%. Moreover, most of the monthly income was 10,001 

to 20,000 on 48.3%.  

In this study, it was found that entertainment is composed of 4 dimensions as 

in the questions. All of the dimensions have agree level of agreement. Informativeness 

is composed of 4 dimensions also, which as its questions, all of the dimensions had 

agree level of agreement. Irritation is composed of 4 dimensions as its questions, it 

has 3 disagree level of agreement and one neutral. For the advertising value, it was 

composed of 3 dimensions also, which as its questions, all of the dimensions as agree 

level of agreement. Source credibility is composed of attractiveness, trustworthiness 

and expertise. All of dimensions of attractiveness as agree level of agreement; the 

trustworthiness has 2 agree and 2 neutral; for the expertise, all of the dimensions have 

agree level of agreement. The attitude toward the advertising, all of the dimensions 

have agree level of agreement. For the subjective norm, all of the dimensions have 

agree level of agreement. At last, the purchase intention all of the dimensions have 

agree level of agreement. 

The structural equation model (SEM) was used for analysis data, the result 

revealed good fit for the research model. The goodness of fit measure (GIF), firstly, it 

had Chi-square as 16.2, degree of freedom as 9 (with p=0.065). Secondly, the 

goodness of fit index (GFI) as 0.99, adjusted goodness of fit index (AGFI) as 0.95. 

For the parsimony goodness of fit index (PGFI) is equal to 0.16. Thirdly, the root 
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mean square residual (RMR) is 0.039, the root mean square error of approximation 

(RMSEA) is 0.045. Finally, the normed fit index (NFI) is 1.00, comparative fit index 

(CFI) is equal to 1.00. Above mentioned indexes presented the good fit for the model. 

      This study proved 7 hypotheses which were entertainment, informativeness 

and irritation had effect on advertising value, the advertising value and source 

credibility had effect on attitude toward the advertising ad finally, the attitude toward 

the advertising and subjective norm had effect on purchase intention.  

Last, the study proved that entertainment (EN) had direct effect on advertising 

value (VALU) as β=0.56; had indirect effect on attitude toward the advertising (ATTI) 

as β=0.10; had indirect effect on purchase intention (PI) as β=0.04. The 

informativeness (IN) had direct effect on advertising value (VALU) as β=0.66; had 

indirect effect on attitude toward the advertising (ATTI) as β=0.12; had indirect effect 

on purchase intention (PI) as β=0.05. For the irritation (IR), it had direct effect on 

advertising value (VALU) as β=-0.35; had indirect effect on attitude toward the 

advertising (ATTI) as β=-0.06; had indirect effect on purchase intention (PI) as 

β=-0.03. For the source credibility (SC), it had direct effect on attitude toward the 

advertising (ATTI) as β=0.73; had indirect effect on purchase intention (PI) as β=0.30. 

For subjective norm (SUB), it had direct effect on purchase intention (PI) as β=0.54). 

For the advertising value (VALU) had direct effect on attitude toward the advertising 

(ATTI) as β=0.17; had indirect effect on purchase intention (PI) as β=0.07. Finally, the 

attitude toward the advertising (ATTI) had direct effect on purchase intention (PI) as 

β=0.41. 

 

5.2 Discussion 

In this part, the researcher will discuss about the effects of entertainment, 

informativeness, irritation, advertising value, source credibility, attitude toward the 

advertising, subjective norm and purchase intention. The model was tested by 

structural equation model (SEM). The results indicated that how the each factor can 

affect the consumers’ purchase intention.  
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   5.2.1 Entertainment 

  According to the related literature review, the entertainment of advertising has 

important related to the advertising value of traditional advertising (Ducoffe, 1995). 

Entertainment has a positive effect on the attitude toward advertising via advertising 

value (Bauer, 2005). The value of media entertainment is able to meet users' needs, 

hedonistic pleasure, aesthetic enjoyment, or emotional release (McQuail, 1983). 

Advertisers try to increase the effectiveness of the message, they believe it can make 

the audience have a positive advertising attitude and brand attitude (Shavitt, Lowrey 

& Haefner, 1998). To provide higher entertainment value to the advertising viewer, 

can motivate them more attention the advertising (Sten & Zaichowsky, 1991). 

The results of hypothesis 1 showed that there was positive effect entertainment 

and advertising value, this finding was supported the prior research. It had mean value 

which can present the agree level of agreement. Dependent on the matrix statistic data, 

the relationship and its four dimensions were presented the value by LISREL 

estimates as 0.75, it can be said that entertainment (AVGEN) can present the 75% of 

positive level of entertainment.  

In addition, for the relationship to dependent variables, between entertainment 

and advertising value, the entertainment was presented the value by LISREL 

estimates as 0.56. In other words, it can be said that entertainment can present the 56% 

of positive level of advertising value. If the entertainment had high value, the 

advertising value will increase, that mean the advertiser had to manage the 

entertainment of advertising for increasing the advertising value. 

   5.2.2 Informativeness 

      For the informativeness, from the study, the researcher fully proved that 

informativeness has the strong and positive correlation with advertising value 

(Ducoffe, 1996). Informativeness of the advertising information is therefore strongly 

related to the advertising value when it is transferred via traditional media vehicles 

(Taylor, 2011). The information is regarded by consumers as a positive aspect of 

advertising, in the situation which they learned about new products, such as product 

benefits, and comparative product information (Shavitt, Lowrey & Haefner, 1998, 
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Petrovici, 2007). 

The result of hypothesis 2 showed that there was a positive effect between 

informativeness and advertising value, this finding was supported the prior research 

also. It had mean value which can present the agree level of agreement. Dependent on 

the matrix statistic data, the relationship and its four dimensions which were presented 

the value by LISREL estimates as 0.73, it can be said that informativeness (AVGIN) 

can present the 73% of positive level of informativeness. 

 For the relationship of dependent variables, between informativeness and 

advertising value, for the informativeness the value was presented by LISREL 

estimates as 0.66, in other word, it can be said that informativeness can present the 66% 

of the positive level of advertising value; if the informativeness had high value, the 

advertising value will increase, that means the advertiser had to manage the 

informativeness of advertising for increasing the advertising value. 

5.2.3 Irritation 

For the irritation, the irritation may be cause to reduce the advertising 

effectiveness and perceived value of audience (Stwar, 2002; Carroll, 2007). When 

advertising employs techniques that annoy, offend, insult or are overly manipulative, 

consumers are likely to perceive it as unwanted and irritating influence, it is not good 

for advertisers or the sales of products and services (Ducoffe, 1996). 

The results of hypothesis 3 showed that there was negative effect between 

irritation and advertising value, this finding was supported the prior research also. It 

had mean value which can present the disagree level of agreement. Dependent on the 

matrix statistic data, the relationship and its four dimensions of which their value were 

presented by LISREL estimates as 0.98, it can be said that irritation (AVGIR) can 

present the 98% of positive level of irritation.  

For the relationship of dependent variables, between irritation and advertising 

value, the irritation value was presented by LISREL estimates as -0.35, in other word, 

it can be said that irritation is presented as 35% of negative level of advertising value. 

If the irritation had high value, the advertising value will decrease, that mean the 

advertiser had to reduce the irritation of advertising for increasing the advertising 
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value. 

 5.2.4 Advertising value 

      For the advertising value, it is a measure for advertising cognition, 

effectiveness, sometimes it can be an index of customer satisfaction with the 

communication products of organizations; advertising value and advertising attitude 

are highly associated, it was indicated that advertising value is a measure for 

advertising effectiveness (Ducoffe, 1995). For advertisers, advertising value may be 

influenced by and influence both media and media vehicle context. It implies that 

advertisers would like to select media more carefully that fit the communication task 

at hand and media vehicles that accurately target the most interested potential 

customers since they can enhance the value of their advertising (Ducoffe, R. H., 1995). 

Some research studies indicated that the distinction between advertising value and 

attitude toward advertising allow variability in consumers’ responses, such as 

customers could dislike the advertising they deem valuable and vice versa (Ducoffe, 

1996). 

  In this study, the result of hypothesis 4 shows that there was positive effect 

between advertising value and the attitude toward the advertising. This finding 

support the prior research also. It had mean value which can present the agree level of 

agreement. Dependent on the matrix statistic data, the relationship and its three 

dimensions which were presented the value by LISREL estimates as 0.82, it can be 

said that advertising value (AVGVALU) can be presented as 82% of a positive level 

of advertising value. 

For the relationship of dependent variables, between advertising value and the 

attitude toward the advertising, advertising value was presented the value by LISREL 

estimates as 0.17; in other word, it can be said that advertising value can present the 

17% of positive level of the attitude toward the advertising. If the advertising value 

had high value, the attitude toward the advertising will increase, that mean the 

advertiser had to increase the advertising value for increasing the attitude toward the 

advertising. 
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   5.2.5 Source credibility 

      For the source credibility, it is an important factor that causes an individual’s 

attitude towards the advertising. Source credibility factors include attractiveness, 

trustworthiness and expertise (Lafferty, Goldsmith & Newell, 2002). Source 

credibility would still be a factor since the viewer’s attitude towards the advertisement 

influenced by his or her perception of the person pictured in the advertising. 

Credibility is the criteria that influence attitudes toward advertising (Sundar, 1999). 

Source credibility can impact attitude of consumers towards the source (Brinol, Petty, 

& Z.L., 2004). 

  In this study, source credibility insisted three dimensions which were 

attractiveness, trustworthiness, and expertise. Attractiveness had a mean value which 

can present the agree level of agreement. Trustworthiness had mean value which can 

present the neutral level of agreement. Expertise had mean value which can present 

the agree level of agreement. Dependent on the matrix statistic data, the relationship 

and its three dimensions which were presented the value by LISREL estimates as 

attractiveness (AVGATTR) is equal to 0.35, can be said that attractiveness can present 

the 35% of positive level of the source credibility; the LISREL estimates of 

trustworthiness (AVGTRUS) as 0.66, it can be said that trustworthiness can present 66% 

of positive level of the source credibility. Finally, the LISREL estimates of expertise 

(AVGEXPER) as 0.75; it can be said that expertise can present the 75% of positive 

level of the source credibility.  

The results of hypothesis 5 showed that there was positive effect between 

source credibility and the attitude toward the advertising, this finding supports the 

prior research also. It had mean value which can present the agree level of agreement. 

Depending on the matrix statistic data, the relationship and its three dimensions which 

were presented the value by LISREL estimates is 0.73. In other word, for the 

relationship to dependent variables, between source credibility and the attitude toward 

the advertising, it can be said that source credibility can present the 73% of positive 

level of the attitude toward the advertising. If the source credibility had high value, 

the attitude toward the advertising will increase. That means the advertiser had to 
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increase the source credibility for increasing the attitude toward the advertising. 

   5.2.6 Attitude toward the advertising 

      Refer to attitude toward the advertising, the construct of attitude toward the 

advertising has an important influence on advertising communication effectiveness 

and consumer purchase intention (Lutz’s, 1985). Attitude toward the advertising is an 

important part in the attitude toward the advertising in general, as a major determinant 

of consumer purchase intention (MacKenzie & Lutz, 1989). According to the related 

research, the attitude toward advertising can impact the consumer purchase intention 

directly (Bruner & Kumar, 2000). In addition, the attitude towards the advertising 

represents a useful effectiveness measure of the advertisement; in other word, positive 

attitude towards advertising can significantly affect advertisement effectiveness, such 

as communication effects (Hwang & McMillan 2002). By the way, the attitudes 

toward the advertising can be a direct causal link between attitude toward the 

advertising and the purchase intention (MacKenzie, Lutz, & Belch, 1989). Attitude 

toward the advertising plays an important role in measuring the advertising 

effectiveness and consumers’ purchase intention (Tsang, 2004). The high positive 

attitude toward the advertising, leads to a high purchase intention (Chang & Thorson, 

2004).  

 The results of hypothesis 6 shows that there was positive effect between the 

attitude toward the advertising and purchase intention. This finding supports the prior 

research also. It had mean value which can present the agree level of agreement. 

Depending on the matrix statistic data, the relationship and its four dimensions which 

were four questions of its value presented by LISREL estimates as 0.82, it can be said 

that attitude toward the advertising (AVGATTI) can present the 82% of positive level 

of the attitude toward the advertising.  

For the relationship of dependent variables, between the attitude toward the 

advertising and purchase intention, the attitude toward the advertising was presented 

the value by LISREL estimates as 0.41. It can be said that the attitude toward the 

advertising can present the 41% of positive level of the purchase intention. If the 

attitude toward the advertising had high value, the purchase intention will increase. 
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That means the advertiser had to increase the attitude toward the advertising for 

increasing the purchase intention. 

   5.2.7 Subjective norm 

      According to the related literature review, subjective norm is deemed as a 

combination of perceived expectation from relevant individuals or groups along with 

intentions to comply with these expectations. Subjective norm is an individual’s 

perception of social normative pressures, such as whether the behavior was engaged 

or not; in other words, the most people who are important to the consumer’s 

perception should or should not perform the behavior in question depends on the 

consumer’s perception (Ajzen & Fishbein, 1975). Subjective norm use their impact 

upon intention to affect the behavior (Kavassalis, 2003). The positive behavior 

support the positive intention to perform the behavior, thus the subjective norm tends 

to be weakest the intentions (Armitage, 2001). 

     The results of hypothesis 7 shows that there was positive relationship between 

the subjective norm and purchase intention, this finding supports the prior research 

also. It had the mean value which can present the agree level of agreement. 

Depending on the matrix statistic data, the relationship and its four dimensions from 

the four questions presented the value by LISREL estimates is 0.83. It can be said that 

subjective norm (AVGSUB) can present the 83% of positive level of the subjective 

norm. 

      For the relationship of dependent variables, between subjective norm and 

purchase intention, the subjective norm was presented the value by LISREL estimates 

as 0.54; in other word, it can be said that the subjective norm can present the 54% of 

positive level of the purchase intention; if the subjective norm had high value, the 

purchase intention will increase, that mean the advertiser have to increase the 

subjective norm for increasing the purchase intention. 

  5.2.8 Purchase intention 

      For the purchase intention, according to the literature review, purchase 

intention is consumers’ responses in order to have a positive or negative action 

towards the advertisement (MacInnis & Stayman, 1993). It is good indicator of the 
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consumer purchase behavior; it can be used to forecast actual purchase behavior 

(Morwitz, & Reinartz, 2005). Purchase intention, is an important index for evaluation 

consumer behavior. It represents the degree or possibility the consumer would be 

willing to purchase. Purchase intention indicated the marketers what consumer would 

go to buy (Wachiaya, 2007). According to the related research, some researchers try to 

adjust purchase intention scores to support or correct for their limited in predicting 

actual purchase behavior (Bemmaor, 1995). 

      In this study, purchase intention had four dimensions which were its questions. 

The analysis result revealed that it had mean value which presented the agree level of 

agreement. Depending on the matrix statistic data, the relationship and its four 

dimensions which were four questions of it which were presented the value by 

LISREL estimates as 0.78, it can be said that purchase intention (AVGPI) can present 

the 78% of positive level of the purchase intention.  

 

5.3 Implication of the Study 

This study was subjected to develop and validate beauty and personal care 

products purchase intention, in order to attract more consumers to lead to purchase 

intention. According to the present investigation, the finding from this research help to 

understand the response of Thai consumers to the advertising of beauty and personal 

care products and the subjective norm effect on the purchase intention. The results of 

this study, indicated that the factors affecting the consumer’s attitude toward the 

advertising which were entertainment, informativeness, irritation affect on advertising 

value, thus, advertising value effect on the consumer’s attitude toward the advertising. 

In addition, the source credibility was an important factor to enhance consumer’s 

advertising attitude. In this section, some implications and would show the meanings 

of the research on the entertainment, informativeness, irritation, advertising value, 

source credibility, attitude toward the advertising, subjective norm and purchase 

intention. 
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   5.3.1 Entertainment 

      In this study, entertainment of advertising had significant positive effect on 

advertising value, which implied that advertisers or marketers could increase the 

advertising value via enhance the entertainment of advertising. Entertainment has 

turned out to increase advertising value in different empirical investigations. 

Therefore, the study revealed that the advertisers and marketers should pay more 

attention on entertainment of advertising in this model. The advertisers and marketers 

should improve the entertainment of advertising since the entertainment is an 

important factor that can be applied in implementing to improve advertising value. 

   5.3.2 Informativeness 

      In this study, informativeness of advertising had significant positive effect on 

advertising value, which implied that advertisers or marketers could increase the 

advertising value to enhance the informativeness of advertising. Informativeness was 

positively associated with advertising value which was supported by data. Therefore, 

the study revealed that the advertisers and marketers should pay more attention on 

informativeness of advertising in this model. The advertisers and marketers should 

improve the informativeness of advertising since the informativeness as an important 

factor which can be applied in implementing to improve advertising value. 

   5.3.3 Irritation 

      In this study, irritation of advertising had significant negative effect on 

advertising value, which implied that advertisers or marketers could increase the 

advertising value to reduce the irritation of advertising. Irritation is negatively 

associated with advertising value. Results indicated that irritation had negatively 

influence the value of advertising. Therefore, the study revealed that the advertisers 

and marketers should pay more attention on irritation of advertising in this model. The 

advertisers and marketers should reduce the irritation of advertising since the irritation 

as an important factor can be applied in implementing to effect advertising value. 

   5.3.4 Advertising value 

In this study, advertising value had significant positive effect on attitude 

toward the advertising, which implied that advertisers or marketers could increase the 
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attitude toward the advertising via enhance the advertising value. Advertising value 

was positively associated with attitude toward the advertising which was supported by 

data. Therefore, the study revealed that the advertisers and marketers should pay more 

attention on advertising value in this model. The advertisers and marketers should 

improve the advertising value since the advertising value can be applied in 

implementing to improve attitude toward the advertising. 

   5.3.5 Source credibility 

      In this study, source credibility had significant positive effect on attitude 

toward the advertising, which implied that advertisers or marketers could increase the 

attitude toward the advertising to enhance the advertising source credibility. The 

higher credibility, the higher consumers believe in the products, the consumers would 

be willing to accept the product. Source credibility had three dimensions which were 

attractiveness, trustworthiness and expertise. Therefore, the study revealed that the 

advertisers and marketers should pay more attention on source credibility in this 

model. The advertisers and marketers should improve the source credibility since the 

source credibility can be implemented to improve attitude toward the advertising. 

   5.3.6 Attitude toward the advertising 

      In this study, the attitude toward the advertising had significant positive effect 

on purchase intention, which implied that advertisers or marketers could increase the 

purchase intention via enhance the attitude toward the advertising. Results indicated 

that the favorable attitude toward the advertising would bring higher purchase 

intention. Therefore, the study revealed that the advertisers and marketers should pay 

more attention on attitude toward the advertising in this model. The advertisers and 

marketers should improve the attitude toward the advertising since the attitude toward 

the advertising can be implemented to improve purchase intention. 

  5.3.7 Subjective norm 

      In this study, the subjective norm had significant positive effect on purchase 

intention, which implied that advertisers or marketers could increase the purchase 

intention to enhance the subjective norm. Therefore, the study revealed that the 

advertisers and marketers should pay more attention on subjective norm in this model. 
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The advertisers and marketers should improve the subjective norm since the 

subjective norm can be implemented to improve purchase intention. 

      Overall, information of this study is able to suggest beauty and personal care 

products marketers or advertisers to understand the utility of the attitude toward the 

television advertising, subjective norm and purchase intention. Due to this study, it  

indicates the factors which are influencing the consumer’s purchase intention, the 

results of this study is useful for marketer who are interested in research about how to 

enhance the consumer’s purchase intention in beauty and personal care products 

industry. In addition, this study could be reference for further studies. 

 

5.4 Limitation of the Study  

As the results of this study, it can be considered statistically achieved to the 

objectives, but there were still some limitations.  

1. According to the literature review, the core of this study was the effect of 

attitude toward the advertising and subjective norm on purchase intention. From the 

prior research studies, the entertainment, informativeness, irritation, advertising value, 

source credibility, attitude toward the advertising and subjective norm were not the 

only independent variables to the purchase intention. Since those factors were 

considered as the most basic factors affecting the purchase intention; therefore, they 

were selected. 

2. The items of the questionnaire were too many; therefore, the respondents 

had to spend more time to filling in the questionnaire. In some cases, the respondents 

may fill in the questionnaire in a hurry. Thus, the results of the questionnaire may be 

affected. 

3. The translation of the questionnaires of this study, might not be fully 

understood by the Thai people since they were translated from English to Thai 

language. While the Thai respondents filled in the questionnaire, they may feel 

confused, and it may affect the result of the questionnaire. 

4. The sample group of this study was the Thai people who were living in 

Bangkok, the capital of Thailand. The questionnaire was distributed in the shopping 
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malls and the supermarkets, but not all of them were in Bangkok. The respondents 

selected might not be equally distributed in the Bangkok area. For instance in the 

demographic section in this study, most respondents are female (75.7%), this might 

not the real ratio of Bangkok population. The results can consider carefully. 

 

5.5 Recommendation for the Future Research 

This study is based on the model of advertising value (Doffue, 1996) and the 

theory of reasoned action (Fishbein & Ajzen, 1975). According to the literature review 

and the results of this study, there were some overarching directions for future 

research. 

1. Further research studies can compare of response of within the Thailand and 

out the Thailand, such as the members of ASEAN, in order to understand more about 

the advertising viewer’s demand and the different response of viewer’s to understand 

how to attract their attention on the advertising. It can help the advertisers and 

marketers to make plans to fix the different areas. 

2. Further research studies can investigate the added factors. In this study, the 

factors selected were the basic factors having effect on purchase intention. The further 

research can use other factors to do the research, in order to find the main factors to 

develop the model. 

3. Further research studies can investigate the comparing the television 

advertising with print advertising, online advertising. To do that researchers can help 

the advertisers and marketers find the good channels to create the advertising input. 

4. Further research studies can investigate other industries, in order to 

understand whether these factors can be applied for other industries. Researchers can 

help the advertisers and marketers find an effective way to communicate with 

consumers via advertising. 
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APPENDIX A 

Item-Objective Congruency (IOC) Form 

 

Topic: Attitude Toward the Television Advertising and Subjective Norm on 

Purchase Intention: A case of Beauty and Personal Care Products in 

Bangkok 

 

The research objectives are mentioned as following: 

1. To investigate the important factors that could influence the advertising value. 

2. To investigate the influence of advertising value on attitude toward the advertising. 

3. To investigate the influence of advertising source credibility on attitude toward  

the advertising. 

4. To investigate the influence of attitude toward the advertising on purchase intention. 

5. To investigate the influence of subjective norm on purchase intention. 

 

Please read whether the research questions match with the objective or not? Kindly 

tick in the box against each question 

"+1" If the question match with your objective. 

"0" If you are not sure or cannot make a decision. 

"-1" If the question do not match your objective. 
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ส่วนที ่1: ความบันเทงิ +1 0 -1 

ความ

คิดเห็น 

1. การโฆษณาทางโทรทศัน์ใหค้วามสนุกสนาน     

2. การโฆษณาทางโทรทศัน์น่าต่ืนเตน้     

3. การโฆษณาทางโทรทศันท์ าใหพ้ึงพอใจ     

4. การโฆษณาทางโทรทศัน์ใหค้วามบนัเทิง     

ส่วนที ่2: สาระประโยชน์ +1 0 -1 

ความ

คิดเห็น 

1. การโฆษณาทางโทรทศันเ์ป็นแหล่งขอ้มูลท่ีดีเก่ียวกบัผลิตภณัฑ ์     

2.การโฆษณาทางโทรทศันคื์อแหล่งท่ีสะดวกใหข้อ้มูลเก่ียวกบัผลิตภณัฑ ์     

3. การโฆษณาทางโทรทศัน์ใหข้อ้มูลท่ีมีคุณค่า     

4. การโฆษณาทางโทรทศัน์ใหข้อ้มูลท่ีรวดเร็ว     

ส่วนที ่3: ความร าคาญ +1 0 -1 

ความ

คิดเห็น 

1. การโฆษณาทางโทรทศันคื์อการดูถูกสติปัญญาของประชาชน     

2. การโฆษณาทางโทรทศัน์นั้นเป็นการบกวนสร้างความร าคาญ     

3. การโฆษณาทางโทรทศันท์ าใหเ้กิดความสบัสน     

4. การโฆษณาทางโทรทศันคื์อการหลอกลวงเกินจริง     
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ส่วนที ่4 : คุณค่าของการโฆษณา +1 0 -1 

ความ

คิดเห็น 

1. การโฆษณาทางโทรทศัน์มีคุณค่า     

2. การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีมีประโยชน ์     

3. การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีมีความส าคญั     

ส่วนที ่5: ความน่าเช่ือถือของแหล่งข้อมูล +1 0 -1 

ความ

คิดเห็น 

1. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความดึงดูดใจ     

2. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความสวยงาม     

3 พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความเซ็กซ่ี     

4. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความสง่างาม     

ความน่าไว้วางใจ +1 0 -1 

ความ

คิดเห็น 

1.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความน่าเช่ือถือได ้     

2. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์ไวว้างใจได ้     

3. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความซ่ือสตัย ์     

4. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์เป็นคนท่ีพึ่งพาได ้     
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ความช านาญ +1 0 -1 

ความ

คิดเห็น 

1.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีประสบการณ์ในการใช้

ผลิตภณัฑท่ี์ไดท้ าการโฆษณา 

    

2.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความรู้เก่ียวกบัผลิตภณัฑท่ี์ได้

ท าการโฆษณา 

    

3.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีทกัษะในดา้นการใช้

ผลิตภณัฑท่ี์ไดท้ าการโฆษณา 

    

4.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความเช่ียวชาญในดา้นการใช้

ผลิตภณัฑท่ี์ไดท้ าการโฆษณา 

    

ส่วนที ่6: ทศันคตทิีม่ต่ีอโฆษณา +1 0 -1 

ความ

คิดเห็น 

1. โดยภาพรวม ฉนัคิดวา่การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีดี     

2. ฉนัคิดวา่การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีมีความจ าเป็น     

3. ฉนัคิดวา่การโฆษณาทางโทรทศันเ์ป็นส่ิงน่านิยมชมชอบ     

4. โดยภาพรวม ฉนัชอบการโฆษณาทางโทรทศัน ์     
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ส่วนที ่7: การคล้อยตามบุคคลรอบข้างทมีผีลต่อพฤตกิรรมการซือ้สินค้า +1 0 -1 

ความ

คิดเห็น 

1.ขอ้เสนอแนะจากบุคคลท่ีมีความส าคญั*ส าหรับฉนัมีอิทธิพลตอ่ความตั้งใจ

และการซ้ือสินคา้ของฉนั 

    

2.ถา้บุคคลท่ีมีความส าคญัส า*หรับฉนั ใชแ้ละซ้ือผลิตภณัฑน้ี์ ฉนัก็จะซ้ือตาม     

3. ถา้บุคคลท่ีมีความส าคญั*ส าหรับฉนัใหก้ารสนบัสนุนหรือเห็นดว้ยฉนัจะซ้ือ

สินคา้นั้น 

    

4. ฉนัซ้ือสินคา้น้ีเพราะวา่ตอ้งการเป็นท่ียอมรับของคนในสงัคม     

*บุคคลทีม่คีวามส าคญัส า ในแบบสอบถามนีห้มายถถงึสมาชิกครอบครัว เพือ่นสนิท แฟน 

ส่วนที ่8: ความตั้งใจซ้ือ +1 0 -1 

ความ

คิดเห็น 

1. ฉนัมีความเตม็ใจในการซ้ือผลิตภณัฑสู์ง     

2. ฉนัมีความตั้งใจท่ีจะแนะน าผลิตภณัฑน้ี์ใหเ้พ่ือน     

3. ฉนัมีความเป็นไปไดสู้งท่ีจะซ้ือผลิตภณัฑน้ี์     

4. ฉนัมีความตั้งใจท่ีจะซ้ือผลิตภณัฑน้ี์ในอนาคต     

 

                            

Signature:                  . 
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APPENDIX B1 

Research Questionnaire 

 

This questionnaire is investigating the attitude toward the advertising and 

subjective norm effect on purchase intention: a case of beauty and personal care 

products in Bangkok 

In this questionnaire, there are no right or wrong answers and no any effect to 

respondents. The data will be kept secretly. 

* In this questionnaire, it is to investigate the attitude toward the advertising on 

television of beauty and personal care products which include advertising of skin 

care products and hair care products.  

* Skin care products in this questionnaire means the products are used in general to 

improve the appearance and health of skin; For example the body lotion/cream, face 

lotion/cream, eye cream, cleansers, facial masks, toners, sunscreen, tanning oils, etc. 

* Hair care products in this questionnaire, means shampoo, hair conditioner, hair 

spray, pomade, gel, mousse, hair colors, etc. 
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PART 1: Personal Data 

Please mark"√" in the corresponding parenthesis appropriate to your response. 

1.1. Gender 

         Male                         Female 

1.2. Age  

 15-22 years old         23-34 years old 

 35-44 years old  45-54 years old 

 More than 54 years old      

1.3. Education Level : 

 High school       Diploma 

 Bachelor degree       Master degree 

 Higher Master degree     

1.4. Occupation : 

 Student      Employee 

 Business owner     Government employee 

 Housewife     Others 

1.5. Monthly Income : 

 Less than 10,000 Baht  10,000-20,000 Baht 

 20,001-30,000 Baht   30,001-40,000 Baht 

 40,001-50,000 Baht  More than 50,000 Baht 
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PART 2: Research Variables 

Please indicate the degree to which you agree or disagree with the statements in the 

following. Please mark"√" in the following scale on the right hand side: 1=strong 

disagree; 2=disagree; 3=neutral; 4=agree; 5=strong agree 

 

Items                                  Strong disagree   Strong agree 

Entertainment 1 2 3 4 5 

1. The advertising on television is enjoyable.      

2. The advertising on television is exciting.      

3. The advertising on television is pleasant.      

4. The advertising on television is entertaining.      

Informativeness 1 2 3 4 5 

1. The advertising on television is good source of product 

information. 

     

2. The advertising on television is a convenient source of product 

information. 

     

3. The advertising on television provides valuable information.      

4. The advertising on television provides timely information.      

Irritation 1 2 3 4 5 

1. The advertising on television insults people’s intelligence.      

2. The advertising on television is irritating.      

3. The advertising on television is confusing.      

4. The advertising on television is deceptive.      

Advertising Value 1 2 3 4 5 

1. Advertising on television is valuable.      

2. Advertising on television is useful.      

3. Advertising on television is important.      
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Items                                    Strong disagree   Strong agree 

Source Credibility    

Attractiveness 1 2 3 4 5 

1. The endorser of advertising on television is attractive.      

2. The endorser of advertising on television is beautiful.      

3 The endorser of advertising on television is sexy.      

4. The endorser of advertising on television is elegant.      

Trustworthiness 1 2 3 4 5 

1. The endorser of advertising on television is trustworthy.      

2. The endorser of advertising on television is reliable.      

3. The endorser of advertising on television is honest.      

4. The endorser of advertising on television is dependable.      

Expertise 1 2 3 4 5 

1. The endorser of advertising on television has experience in using 

the product which is advertised. 

     

2. The endorser of advertising on television has knowledge about 

the product which is advertised. 

     

3. The endorser of advertising on television has skill in field of 

using the product which is advertised. 

     

4. The endorser of advertising on television is expert in field of 

using the product which is advertised. 

     

Attitude toward the advertising 1 2 3 4 5 

1. Overall, I consider advertising on television is good.      

2. I consider advertising on television to be essential.      

3. I consider advertising on television is favourable.      

4. Overall, I like advertising on television.      

 

 

 

     



 

110 

Items                                    Strong disagree   Strong agree 

Subjective Norm 1 2 3 4 5 

1. The suggestion of my important persons* can influence my 

intention and purchasing product 

     

2. If my important persons* use and buy the product, I will comply 

with them. 

     

3. If most my important person* support or agree that I will buy the 

product. 

     

4. I buy the product in order to gain social approval.      

*Important people in this questionnaire means family members, closer friend 

and girl/boy friend. 

Purchase Intention 1 2 3 4 5 

1. My willingness to buy this product is high.      

2. I intend to recommend this product to other people.      

3. I intend the likelihood of purchasing this product is high.      

4. I intend to buy this product in the future.      

 

 

Thank you! 
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APPENDIX B2 

แบบสอบถาม 

แบบสอบถามเร่ือง  "การศึกษาผลกระทบของทศันคติท่ีมีต่อโฆษณาและการคลอ้ยตามบุคคลรอบขา้งท่ีมีผลต่อ

พฤติกรรมการซ้ือสินคา้ท่ีมีต่อความตั้งใจซ้ือท่ีเกิดข้ึน กรณีผลิตภณัฑบ์ ารุงผิวและความงามในกรุงเทพ" 

ค าช้ีแจง การตอบแบบสอบถามน้ีไม่มีค าตอบถูกหรือผิดและไม่มีผลกระทบต่อผูต้อบแบบสอบถามใดๆ ทั้งส้ิน 

ขอ้มูลจะถูกเก็บเป็นความลบัและน าเสนอเฉพาะภาพรวม 

*ในแบบสอบถามน้ีเป็นการสอบถามทศันคติจากการชมหรือเห็นภาพของโฆษณาทางโทรทศันข์องผลิตภณัฑ์

บ ารุงผิวและความงามประกอบการโฆษณาของผลิตภณัฑบ์ ารุงผิวและบ ารุงผม  

*ผลติภณัฑ์บ ารุงผวิ ในแบบสอบถามน้ีหมายถึงสินคา้ท่ีใชใ้นการปรับปรุงลกัษณะผิวและสุขภาพของผิว เช่น

โลชัน่หรือครีมบ ารุงผิวร่างกาย  โลชัน่หรือครีมบ ารุงผิวหนา้  โลชัน่หรือครีมบ ารุงผิวตา โฟมลา้งหนา้ มาส์ก  

โทนเนอร์ ครีมกนัแดด 

*ผลติภัณฑ์บ ารุงผม ในแบบสอบถามน้ีหมายถึงแชมพสูระผม ครีมนวดผม สเปรยฉี์ดผม น ้ามนัใส่ผม เจลผม 

มูสผม น ้ายาท าสีผม 
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ส่วนที ่1  ข้อมูลส่วนบุคคล 

กรุณาท าเคร่ืองหมาย "√" ลงในช่อง      ท่ีตรงกบัขอ้มูลของท่าน 

1.1.เพศ 

          ชาย                                           หญิง 

1.2 อาย ุ  

 15-22 ปี          23-34 ปี 

 35-44 ปี  45-54 ปี 

 มากกวา่ 54 ปี      

1.3 ระดบัการศึกษา  

 มธัยมศึกษา      อนุปริญญา 

 ปริญญาตรี         ปริญญาโท 

 สูงกวา่ปริญญาโท     

1.4 อาชีพ  

 นกัเรียน/นกัศึกษา        พนกังานบริษทั 

 เจา้ของธุรกิจ       ขา้ราชการ 

 แม่บา้น     อ่ืนๆ 

1.5 รายไดต้่อเดือน 

 นอ้ยกวา่ 10,000 บาท  10,000-20,000 บาท 

 20,001-30,000 บาท  30,001-40,000 บาท 

 40,001-50,000 บาท  มากกวา่ 50,000 บาท 
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ส่วนที ่2: ปัจจยัส าคญั 

โปรดระบุระดบัท่ีคุณเห็นดว้ยหรือไม่เห็นดว้ยในประโยคดา้นล่างต่อไปน้ีและท าเคร่ืองหมาย "√" ลงใน

ช่องตารางขวามือ 1=ไม่เห็นดว้ยอยา่งยิง่ 2=ไม่เห็นดว้ย 3=เฉยๆ 4=เห็นดว้ย 5=เห็นดว้ยอยา่งยิง่ 

ข้อคาวม                                        ไม่เห็นด้วยอย่างยิง่        เห็นด้วยอย่างยิง่ 

ด้านความบันเทงิ 1 2 3 4 5 

1. การโฆษณาทางโทรทศัน์ใหค้วามสนุกสนาน      

2. การโฆษณาทางโทรทศัน์น่าต่ืนเตน้      

3. การโฆษณาทางโทรทศันท์ าใหพ้ึงพอใจ      

4. การโฆษณาทางโทรทศัน์ใหค้วามบนัเทิง      

ด้านสาระประโยชน์ 1 2 3 4 5 

1. การโฆษณาทางโทรทศันเ์ป็นแหล่งขอ้มูลท่ีดีเก่ียวกบัผลิตภณัฑ ์      

2.การโฆษณาทางโทรทศันคื์อแหล่งท่ีสะดวกใหข้อ้มูลเก่ียวกบัผลิตภณัฑ ์      

3. การโฆษณาทางโทรทศัน์ใหข้อ้มูลท่ีมีคุณค่า      

4. การโฆษณาทางโทรทศัน์ใหข้อ้มูลท่ีรวดเร็ว      

ด้านความร าคาญ 1 2 3 4 5 

1. การโฆษณาทางโทรทศันคื์อการดูถูกสติปัญญาของประชาชน      

2. การโฆษณาทางโทรทศัน์นั้นเป็นการบกวนสร้างความร าคาญ      

3. การโฆษณาทางโทรทศันท์ าใหเ้กิดความสบัสน      

4. การโฆษณาทางโทรทศันคื์อการหลอกลวงเกินจริง      
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ข้อคาวม                                        ไม่เห็นด้วยอย่างยิง่        เห็นด้วยอย่างยิง่ 

ด้านคุณค่าของการโฆษณา 1 2 3 4 5 

1. การโฆษณาทางโทรทศัน์มีคุณค่า      

2. การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีมีประโยชน ์      

3. การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีมีความส าคญั      

ด้านความน่าดงึดูดใจ 1 2 3 4 5 

1. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความดึงดูดใจ      

2. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความสวยงาม      

3 พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความเซ็กซ่ี      

4. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความสง่างาม      

ด้านความน่าไว้วางใจ 1 2 3 4 5 

1. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความน่าเช่ือถือได ้      

2. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์ไวว้างใจได ้      

3. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความซ่ือสตัย ์      

4. พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์เป็นคนท่ีพึ่งพาได ้      

ด้านความช านาญ 1 2 3 4 5 

1.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีประสบการณ์ในการใชผ้ลิตภณัฑ์

ท่ีท าไดก้ารโฆษณา 

     

2.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความรู้เก่ียวกบัผลิตภณัฑท่ี์ไดท้ า

การโฆษณา 
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ข้อคาวม                                        ไม่เห็นด้วยอย่างยิง่        เห็นด้วยอย่างยิง่ 

ด้านความช านาญ 1 2 3 4 5 

3.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีทกัษะในดา้นการใชผ้ลิตภณัฑท่ี์

ไดท้ าการโฆษณา 

     

4.พรีเซ็นเตอร์ผลิตภณัฑใ์นโฆษณาทางโทรทศัน์มีความเช่ียวชาญในดา้นการใช้

ผลิตภณัฑท่ี์ไดท้ าการโฆษณา 

     

ด้านทศันคตทิีม่ต่ีอโฆษณา 1 2 3 4 5 

1. โดยภาพรวม ฉนัคิดวา่การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีดี      

2. ฉนัคิดวา่การโฆษณาทางโทรทศันเ์ป็นส่ิงท่ีมีความจ าเป็น      

3. ฉนัคิดวา่การโฆษณาทางโทรทศันเ์ป็นส่ิงน่านิยมชมชอบ      

4. โดยภาพรวม ฉนัชอบการโฆษณาทางโทรทศัน ์      

ด้านการคล้อยตามบุคคลรอบข้างทีม่ผีลต่อพฤตกิรรมซือ้สินค้า 1 2 3 4 5 

1.ขอ้เสนอแนะจากบุคคลท่ีมีความส าคญั*ส าหรับฉนัมีอิทธิพลตอ่ความตั้งใจและ

การซ้ือสินคา้ของฉนั 
     

2.ถา้บุคคลท่ีมีความส าคญัส า*หรับฉนั ใชแ้ละซ้ือผลิตภณัฑน้ี์ ฉนัก็จะซ้ือตาม      

3. ถา้บุคคลท่ีมีความส าคญั*ส าหรับฉนัใหก้ารสนบัสนุนหรือเห็นดว้ยฉนัจะซ้ือ

สินคา้นั้น 
     

4. ฉนัซ้ือสินคา้น้ีเพราะวา่ตอ้งการเป็นท่ียอมรับของคนในสงัคม      

*บุคคลทีม่คีวามส าคญัส า ในแบบสอบถามนีห้มายถถงึสมาชิกครอบครัว เพือ่นสนิท แฟน 
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ข้อคาวม                                        ไม่เห็นด้วยอย่างยิง่        เห็นด้วยอย่างยิง่ 

ด้านความตั้งใจซ้ือ 1 2 3 4 5 

1. ฉนัมีความเตม็ใจในการซ้ือผลิตภณัฑสู์ง      

2. ฉนัมีความตั้งใจท่ีจะแนะน าผลิตภณัฑน้ี์ใหเ้พ่ือน      

3. ฉนัมีความเป็นไปไดสู้งท่ีจะซ้ือผลิตภณัฑน้ี์      

4. ฉนัมีความตั้งใจท่ีจะซ้ือผลิตภณัฑน้ี์ในอนาคต      

 

 

ขอบคุณค่ะ 
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APPENDIX C1 

Goodness Fit Index of LISREL System Analysis 

 

Degree of Freedom=9 

Minimum Fit Function Chi-Square = 16.40 (p = 0.059) 

Normal Theory Weighted Least Squares Chi-Square = 16.12 (p = 0.065) 

Estimated Non-centrality Parameter (NCP) = 7.12 

90 Percent Confidence Interval for NCP = (0.0; 22.42) 

 

Minimum Fit Function Value = 0.041 

Population Discrepancy Function Value (F0) = 0.018 

90 Percent Confidence Interval for F0 = (0.0; 0.056) 

Root Mean Square Error of Approximation (RMSEA) = 0.045 

90 Percent Confidence Interval for RMSEA = (0.0; 0.079) 

P-Value for Test of Close Fit (RMSEA < 0.05) = 0.55 

 

Expected Cross-Validation Index (ECVI) = 0.27 

90 Percent Confidence Interval for ECVI = (0.25; 0.31) 

ECVI for Saturated Model = 0.28 

ECVI for Independence Model = 9.66 

 

Chi-Square for Independence Model with 45 Degrees of Freedom = 3834.75 

 

Independence AIC = 3854.75 

Model AIC = 108.12 

Saturated AIC = 110.00 

Independence CAIC = 3904.66 

Model CAIC = 337.72 

Saturated CAIC = 384.53 
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Goodness Fit Index of LISREL System Analysis (Cont.) 

 

Normed Fit Index (NFI) = 1.00 

Non-Normed Fit Index (NNFI) = 0.99 

Parsimony Normed Fit Index (PNFI) = 0.20 

Comparative Fit Index (CFI) = 1.00 

Incremental Fit Index (IFI) = 1.00 

Relative Fit Index (RFI) = 0.98 

Critical N (CN) = 528.27 

 

Root Mean Square Residual (RMR) = 0.039 

Standardized RMR = 0.057 

Goodness of Fit Index (GFI) = 0.99 

Adjusted Goodness of Fit Index (AGFI) = 0.95 

Parsimony Goodness of Fit Index (PGFI) = 0.16 
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APPENDIX C2 

Fit Indices and Acceptable Thresholds 

 

Fit 

index 

Acceptable 

thresholds levels 
Description 

Absolute fit indices 

𝑥2 Low x2 relative to df 

with significant 

p-value (0.05) 

The small 𝑥2  and failure to reject the null 

hypothesis is a sign that model is not a good fit 

RMSEA Values < 0.05 Root Mean Square Error of Approximation < 0.05: 

represent excellent fit 

0.05-0.08: the model is match with the data 

0.08-0.10: the model id quite match with the data 

0.10<: the model doesn’t match with the data 

GFI Value > 0.95 Goodness of fit index 

The scale is range between 0-1 

The higher values represent the model fit 

AGFI Value > 0.95 Adjusted Goodness of fit index 

Adjust the GFI base on the number of parameters 

in the model 

RMR Good model have  Root Mean Square Residual 

Small RMR The small of RMR indicates the good fit of model 

CFI Value > 0.95 The scale is range between 0-1 

The higher values represent the model fit 

Parsimony fit indices 

Normed 

x2 

(x2/df) 

Values within 1-2 

range 

The normed chi-square of the parsimonious fit 

measure 

< 1: indicates over fitted model 

> 2: indicates model required improvement 



 

120 

BIOGRAPHY 

 

      Ms. Xiaoli Wang was born on 12
th

 September 1987. She received a Bachelor 

Degree of Business Administration in Marketing from Nakhon Sawan Rajabhat 

University in 2010. 

      

 


	FULL
	1
	2

	Binder1
	2013-05-15 16-01-43_0126
	2013-05-15 16-01-43_0127
	2013-05-15 16-01-43_0128
	2013-05-15 16-01-43_0129
	2013-05-15 16-01-43_0130
	2013-05-15 16-01-43_0131
	2013-05-15 16-01-43_0132
	2013-05-15 16-01-44_0133
	2013-05-15 16-01-44_0134

	FULL 5-15-2

