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Abstract

This research aimed to study the effects of credibility on infomercial advertising
and trust in media and the credibility of infomercial advertising combined with trust in
media related to purchasing intention on healthy products of working-aged people in
Bangkok. This is a quantitative research using a questionnaire to collect data from
400 Bangkok consumers who know infomercial advertising and have bought healthy
products. The data was analyzed using multiple linear regression.

The result showed that believable credibility (0.470) and realistic credibility
(0.399) of infomercial have a positive effect on the purchase intention of healthy products
of working-aged consumed at a statistically significant level of .05. It also indicated that
when truthful credibility combined with trust in media, it has a positive effect on the
purchase intention at a statistically significant level of .05. This research has contributed to
the body of knowledge by discovering the interaction effect between truthful credibility and
trust. That is, when infomercials represent product attributes truthfully together with

consumer trusts in the products, these will impact purchase intention significantly.
Keyword: Credibility, InNfomercial Advertising, Trust in Media, Purchase Intention
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