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This research aimed to study: (1) the relationship between consumer’s self-confidence
and consumer's advertising skepticism (2) the relationship between consumer’s cynicism and
consumer's advertising skepticism (3) the relationship of advertising media credibility and.
consumer's advertising skepticism and (4) the relationship of advertising skepticism and attitude
and behavior toward advertising. The survey research was used to collect data from 400

samples of males and females, 20-49 years old, living in Bangkok.

The results found that (1) consumer’s self-confidence was negatively correlated with
consumer's advertising skepticism at signiﬁcant level in 4 agpects — information acquisition and
processing, confidence-set formation, persuasion knowledge, and social outcomes decision-
making While 2 other aspects: marketplace interfaces and personal outcomes decision-
making, was positively correlated with consumer's advertising skepticism at significant level.

(2) Consumer’s cynicism was positively correlated with consumer’s advertising skepticism,
but not at significant level.

(3) Advertising media credibility was negatively correlated with consumer’s advertising
skepticism at significant level.

(4) Advertising skepticism was negatively correlated with consumer’s attitude and behavior

towards advertising at significant level.





