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The purposes of this research were to examine: 1) effects of sources in advertising on
consumer behavior 2) effects of product tvpes in advertising on consumer behavior and 3)
interaction effects of sources and product types in advertising on consumer behavior. Two 2 x 2
factorial designed experiments were conducted during February 2004: The first one was focused
on source attractiveness while the second one was focused on source credibility. The participants
were 251 law students in the THAIBAR training program (f25 for the former and 123 for the

latter).

The results from Study one indicated that highly attractive source was more effective
than low attractive source on brand belief, brand attitude, and purchase intent. But there were only
effects on brand belief and brand attitude if the participants were shown by product that enhances
one’s attractiveness. When examining the effect of sources and product types ix: advertising

simultaneously, the interaction effects were found on consumer’s brand belief, brand attitude, and

purchase intent.

In Study two, it was found that highly credible source was more effective than low
credible source on brand belief, brand attitude, and purchase intent. But there were effects on only
brand belief and purchase intent if the participants were demonsirated by product that needed
credibility support. There were no interaction effects between the credible sources and product
that needed credibility support on consumer behavior. In addition, it was discovered that source
attractiveness was more effective than source credibility on consumer behavior in the current

settings.



