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This research is to examine the way to design the message of the entertainment news
to create acceptance and credibility of people in the news. The study was conducted by
applying qualitative research methods. The qualitative research was conducted by in-depth
interview with 6 public relations managers or officers in 6 companies in entertainment field, 2
entertainment news editors in 2 entertainment printed media companies. An addition one was
conducted by focus group discussion with 24 people that divide in 3 groups. The research

result was present by descriptive analysis.

The research result showed that the way to make acceptance and credibility of
entertainment news is to public the entertainment news that more interesting and match to the
accumulative believe about the artists of the audience that comprise of 7 important things as
follows : 1) PR officers must join in management team to specify positioning and image of the
artist. 2) PR officers must look after and protect the specified image of the artist and join
every artist’s activities. 3) PR officers must plan to use media cleverly. 4) Press release must
written for inform the interesting essence and written with moral concern. 5) PR officers must
use the entertainment news value factors. 6) PR officers’ work must focus on the factors that
create the acceptance and credibility of the audiences. 7) PR officers must evaluate the press

release acceptance and credibility regularly.





