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Source Credibility in Off-line and Online Media

of Thai Teenagers

WITHNa 1A Nanan*

UNAAED
N

a A 2 o LA !
mi";@ﬁl“nuuuqmqﬂ?m\‘iﬂL‘W‘ﬂﬂmm 1) ?5@Uﬂ']"|3~lu’]L‘ﬂ@ﬂ@luLLﬁ@\T@q?

dl & A e o v a Y aa dl o 1) a v dld
1a9@020N laduardeaaulald  nFuAUAINNANNALIRUA LA AUANH
ANNINENTUEY 2) ANANRUTIEudnanIstlafudeaalatiuazaeulmiiy

£
a o A

= . o - - a o o
ANl arasuvaeansludeean ladiazeaulad vuddatifluauiddeids

a o o

dr9aalaaiiiesasiialluunuaatnin ngusiaetieAe DARANIAIANaY

2

NIPITITUNAANAAT NUITNLIAEYTNT AU 286 AU AUANUINANEN
oA AUAATIIAEULAZUNFAAN T TUAUNUIBIRUA AR AN EIIRAN
YULNAUA N IFANAH D DD LALLATEIA1D19 T WA N UIBIAUANH AN
INEUga
O e 4 o . 4 .
HAN193AENUIN nguAaatieiacnudaneluunasansludeasilall
Audtnsdniiienennngaidududunile  daulszinnuesdesauladl
nansnatalAMdane uuaas AuAnieasdnasunnigailuduiumile
o . = , d‘ A , , oA -
WaldFaunauaedsaesaNddane luunasansscudnedaaanlay
wazaaulainudn AanvesAfndi@ane lulnasansludeaauladuas
ngudnatvluduAniszinngendnludesalal uaslududndszian

WATRUTUUN AN HANAUTNNUINTUIEAUAINNUNLTDDUBILUAIENT 11

* pnaneed MAdTilnAdans AuzNyEIAanTLaTAIANAART NMNANENAEITNN



oisensdsimsulseEmansiiasdonumans  UR 22 ouun 38
UNSIAU - IuaU 2557

74

o

dnaanlatiasinamtiadnAnunszau 0.05 luauAlssnnnsfmidana Udnax

o

LATAIAIDNN HANANAUTNIIUINTUILALANNUIITA D BUILNAIA1T 11

o A

danaulaastinelilng1AuNsLs 0.05

o

° o oA A ' & v aa ) o o v da a o o
AMAN:  ANUTRNeT10IUNANANT, AUAINRANINEITIE, AuAARAMREaTWA,
denanlail desaula]

Abstract

The purposes of this study were to study 1) Off-line and online media’s
source credibility of high and low involvement products 2) the relationship
between off-line and online media exposure and source credibility in off-line
and online media. This study employed survey research utilizing questionnaire
for collecting data from 286 Communication Arts, Burapha University students.

The data revealed that for source credibility in off-line media, Thai
teenagers credit to mobile phone the most and for source credibility in
onine media, Thai teenagers credit to cosmetic the most. Moreover, the
online media can create source credibility more than the off-line media and
there is statistically significant positive correlation between stationary and
source credibility-in off-line media and there is statistically significant
positive correlation between mobile phone, soft drink, cosmetic and source

credibility in online media.

Keywords: Source credibility, High involvement product, Low involvement product,

Off-line media, Online Media, Media Exposure
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