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Abstract 

 

This research study investigates the speaker credibility of several different television 

commercials played on Hangmeas HDTV, CTN, and PPCTV8. We carefully observed eight 

different advertisements, namely Dragon Pipe, Cham Cham Juice, Pond’s, Oppo, Magnolia 

Gingko Milk, Anchor Beer, G-Park Energy Drink, and Gatsby, during primetime hours. We 

used qualitative analysis to examine each commercial and noticed similarities among them. 

We looked at each message and determined if it fit the commercial. We also looked at the role 

of each speaker and tried to determine if they were effective for the product. Finally, we 

identified some criteria that speakers have to gain the audience’s trust and we developed some 

guidelines and ways to improve the commercials for the future, along with some 

recommendations based on our analysis.  

 

I. Introduction 

1. Background of the Study 

According to Jason Tannhill (2015), the new wave of consumers has changed the market as we know it 

today. These consumers force companies to become more proactive and try to keep up or be left behind. 

Television is considered one of the most effective ways in promoting products and services for businesses 

especially in Cambodia. Consumer public relation professionals take steps to increase connections with 

customers and public relations is holistic discipline concerned with the complex relationship that exists 

between an organization and those groups that can influence its reputation and affect its stakeholders.  

 

Nowadays, Cambodia and the world are moving to technologies where there is a lot of information available 

everywhere instantaneously with an internet connection and their handy devices. And those media or 

information can be easily found via famous websites such as Google, Wikipedia, and Yahoo, as well as 

some social media like Facebook, Twitter, Instagram, and WeChat. Even though the number of social media 

users has rapidly increased from year to year, the internet or social media can’t cover all people around the 

word, especially in some developing countries like Cambodia. Developing countries citizens’ knowledge 

towards internet or social media is limited and in some parts of the country, internet isn’t available, thus 

getting or reaching the information via the smart phone, social media and/or internet devices to those group 

of people is challenging to the marketing or advertising teams.  

 

Thus, reaching them with commercials on TV is still the best way to promote products and services. Since 

there are many TV channels available in Cambodia; viewers have choices to see what is good for them. 

Thus the TV channels must compete with each other to attract their viewers’ interest as well as to attract 

the commercial sponsorship to their channel. It has been said that commercial advertisement is more 

popular if the endorsers have good persuasive skills to attract more viewers. This is linked to persuasion 

and processes involved in trying to persuade others (Fawkes, 2008); she uses a simple communication 

model to describe the stages of persuasion in some detail, drawing theories from social psychology to 

understand concepts such as attitudes and their effect behavior.  

 



The commercial endorser has a goal of persuading the audience to accept his or her point of view. The 

speech is arranged in such a way as to hopefully cause the audience to accept all or part of the expressed 

view. According to Christopher Witt (2013), your credibility as a speaker is so critical that if you don’t 

have it — if the audience doesn’t find you’re credible — you might as well stop speaking. “Credibility, like 

beauty, is in the eye of the beholder. For any number of reasons, consciously and unconsciously, people 

decide whether and how much they trust you. They often make snap judgments based on first impressions, 

which they then seek to confirm or to revise (mostly to confirm) after further experience.” According to 

Andrew Dlugan (2010), mentioned that as a speaker your goal is to create a shared emotional experience 

with your audience. 

 

In this research study, we have observed the speakers’ credibility of commercials on Hang Meas HDTV, 

CTN, PPCTV8 which are televisions channel in Cambodia to ensure that the speakers being aware of all 

the techniques for approaching to their public. Hang Meas HDTV, CTN, PPCTV8 are the most popular TV 

channels in Cambodia, so the speakers use a lot of messages to engage with the audience.  

 

2. Statement of the Problem 
The main aim of this study is to analyze speaker credibility in TV commercials aired during prime time by 

Hang Meas HTDV, CTN and PPCTV8. Specifically, it seeks to answer the following questions: 

 

1. What messages are communicated in the TV commercials aired during prime time by Hang Meas 

HTDV, CTN and PPCTV8? 

2.  Who are the speakers chosen to convey messages the TV commercials aired during prime time 

by Hang Meas HTDV, CTN and PPCTV8? 

3.  What speaker credibility criteria are used to choose speakers in the TV commercials aired during 

prime time by Hang Meas HTDV, CTN and PPCTV8? 

4. What guidelines can be developed to ensure credibility of speakers in TV commercials aired during 

prime time by Hang Meas HTDV, CTN and PPCTV8? 

 

3. Paradigm of the Study 

 
II. Literature Review 

This research will not be probing anyone’s brains, but draws on more theoretical models of how people 

make decisions and what influence them. Notably, these are Aristotle’s Ethos, Pathos, and Logos- Modes 

of Persuasion. The first kind depends on the personal character of the speaker [ethos]; the second is about 

putting the audience into a certain frame of mind [pathos]; the third is the proof, or apparent proof, provided 

by the words of the speech itself [logos]. Persuasion is achieved by the speaker’s personal character when 

the speech is so spoken as to make us think he or she is credible.  

 

Propaganda, persuasion and public relations all involve communication, although they have other aspects, 

and it is worth examining the communication process to understand what is involved. Persuasion and 

propaganda tend to conform to the transmission model of communication, summarized by Harold Lasswell 



(1948) as ‘who (1) say what (2) in which channel (3) to whom (4), with what effect (5)’. This research 

doesn’t analyze the use of different media in constructing persuasive messages, but it focuses more on 

psychology than media relations. It draws on social psychology theories to illustrate the personality 

variables of sender (endorsers) to receivers (public/audience), the effectiveness of different message 

strategies, and finally how elements all fit into a persuasive campaign. 

 

1. Theoretical framework 

This research uses the theoretical and conceptual framework of speaker credibility of modes of persuasion, 

public relation in three television channels in Cambodia. 

 

2. Modes of Persuasion 

According to European Rhetoric written by Aristole (2007), ethos is concerned with the self-portrayal of 

the speaker. Thus, it deals with the conscious and unconscious demonstration of the speaker’s character 

during the delivery of the speech. Ethos is seen by many scholars as the most important of the three appeals 

(ethos, pathos and logos), both in modern and antique practice. The aim of ethos is to show the 

trustworthiness of the speaker, thus the aim of the speaker is to appear – not to be – trustworthy in his 

delivery. The overall ability to achieve ethos can be called self-portrayal or impression management. 

 

3. The Goal – Trustworthiness 

The goal of the speaker is to express credibility and authenticity of his character, not about his arguments. 

Trustworthiness is achieved via perceptions over various channels, e.g., body language, vocal qualities, 

content, etc. The information retrieved from one channel has to be in harmony – in congruence – with each 

of the others. Many of these signals are received on an unconscious level, thus the audience sometimes is 

not able to explain affections and influences on a logical level.  

 

 

 

4. Evaluating Speakers 

According to Perloff (1993), mentioned similar things about the key elements by which audiences evaluate 

speaker are: 

1. Expertise – how competent the speaker is on this issue 

2. Trustworthiness – this includes confidence & likeability 

3. Similarity – credible speakers should be like the receiver (homophily) unless the subject concerns 

different experiences or expertise, in which case they should be dissimilar (heterophily) 

4. Physical attractiveness – people tend to trust attractive speakers – which may reflect the social 

value attached to appearance, as in celebrity public relations  

 

III. Design And Methodology 

1. Research Design and Methodology 

This study used the observational research method where the researchers closely observed all the 

phenomena of the speakers’ credibility. This study takes a qualitative approach and focuses on how the 

speakers use persuasion and psychology to their audience.  

 

2. Materials of the Study   

The researchers used a television as the tool for study. Cambodia’s commercial advertising prime time is 

from 6pm-9pm, and most viewers are children and adults who are home from work. Most of the shows are 

focused on entertainment as people are tired from their day. Thus, this is the lead time that advertises use 

to sponsor their products.  

 

3. Data Gathering Procedure 



To gather the data, researchers divided their group into three sections which contained two persons each to 

watch the three televisions channels in Cambodia which we are focusing on. Researchers selected to 

observe/study during the prime time of show in each channel from 6pm-9pm especially on Saturday and 

Sunday. After that researchers focused on the speaker’s credibility in the commercial televisions. They 

were closely watching how the speakers attracted their audiences and how the products and services were 

advertised.  

 

The procedure of the observation was as follows: 

 

1. The television channels we chose to observe were selected due to their popularity. 

2. Observers will focus on some elements that speakers used such as the role of sender, the messages, 

receiver, achieving or failing to achieve, and affect.  

   

4. Treatment of Data   

The data gathered was classified by TV channel and speakers in order to analyze, evaluate, and summarize 

it into chronological order. We could then compare the different commercials and determine our results.  

 

IV. Findings 

According to researchers’ observation on the above TV channels in Cambodia during the prime time (6pm-

9pm) the commercials were selected under similar criteria; below are the common speaker credibility 

criteria that researchers got from their observation. Speakers were popular singers, comedians, movie stars, 

and/or actors who could influence and attract the audience very well. Speakers were always the actors 

themselves, so that the performance was believable. For example, if the commercial was about white lotion, 

the speaker had white skin.  

 

Table 1: List of commercials by channel, product, and speaker 

Channel Product Speaker 

PPCTV8 Dragon Pipe Mr. Preap Sovath and Mrs. Krort 

PPCTV8 Cham Cham Juice Ouk Sokunkanha 

Hangmeas HDTV Pond’s Mean Sonyta 

Hangmeas HDTV Oppo Reth Suzana 

Hangmeas HDTV Magnolia Gingko 

Milk 

Kmeng Khmer 

 

The first commercial was about Dragon Pipe on PPCTV8 which talked about the quality of pipes for 

farmers, and they were endorsed by Mr. Preap Sovath, a famous singer in Cambodia, and Mrs Krort, a 

famous comedian. In the commercial, Preap Sovath asked the seller (the comedian), for the pipe with the 

best quality for his farm. The seller did not hesitate to introduce him to the Dragon Pipe. She then showed 

him the product with the best tone to show that the pipe was strong and elastic. Preap Sovath enthusiastically 

agreed to purchase that and brought it to his farm.  He was happily leading the way and the delivery was 

following at the back. In the commercial, Preap Sovath looks like a real farmer. His dress, his attitude, and 

his smile after seeing the results of the strong pipe were very natural. The commercial was shot in a real 

field and the commercial showed how the pipe helped the farmer with watering the plants and showed how 

happy the farmer was with the result. Preap Sovath’s family was very happy harvesting the crop that was 

taken care of by the water. They had used the right products to simplify their watering process. At the end 

of the commercial, Preap Sovath mentions the phrase “Dragon best quality, best price, best partner for all 

farmers” which is a great tool to communicate to all farmers in the country 

 



Cham Cham Juice commercial’s on PPCTV8 was acted and endorsed by Ms. Ouk Sokunkanha, a popular 

singer for decades. The commercial, which is about the taste of natural juice, took place at the each. 

Sokunkanha was on stage singing, which was decorated with lots of fruits which fit with the product’s 

packaging. She herself was dressed in orange trousers and an orange cap which give great shade with the 

stage and shows off the product’s package. In the commercial, she described the products in a song which 

was made really easy for everyone to remember Cham Cham by just singing Sokunkanha’s song. More 

than that, Sokunkanha and her friends went out for a picnic and they carried Cham Cham with them to 

enjoy their time. But the most important part was that Sokunkanha was on stage singing professionally and 

the people are cheering happily, but then she got a sore throat and could not sing the high pitch. But once 

she got Cham Cham orange juice, her voice returned and she continued the show with her audience. This 

showed that the product is not only a drink, but also a treatment to your tiredness and your sore throat. 

Clearly, we can see that the commercial was great because Sokunkanha was a real singer and sang 

beautifully. The fact that she drank the juice happily and passionately really shows how great the product 

was. By the end of the commercial, Sokunkanha was saying “Cham Cham, a real gift from nature” with her 

background song that was also describing the same thing.   

 

The next commercial was from Pond’s, which was endorsed by Ms. Mean Sonyta, a famous actress and an 

influential member of society who makes a positive impact in the community by producing Khmer scarves, 

or kramas, earning her the nickname the “Queen of Kramas.” This commercial on Hangmeas HDTV shows 

that she is naturally beautiful with white skin, and her face is smooth with no dark spots. That’s why Pond’s 

chose her to be an actress for this commercial, as well as the speaker. She shows the audience the way to 

protect her face from sunlight by using Pond’s product. Every time she goes outside, she prevents sunlight 

from damaging her skin and uses the product at nighttime to make her face become white and smooth. 

Moreover, she seems to have a lot of knowledge about the product because she clearly informs the audience 

about the quality of the product and persuades the audience to use it in order to get white skin.  

 

The fourth commercial was from Oppo smart phone, and they used Ms. Reth Suzana as the spokesperson, 

as she is a Voice Cambodia candidate who has a lot of fans due to her singing talent and beauty. The 

message of the commercial is “Selfie expert and leader.” Since she has begun her singing career, she has 

never had any bad rumors against her. She is beautiful and popular, which is why Oppo decided to choose 

her to be a speaker: they like her physical appearance and attitude. Since this smartphone is famous with 

the camera, she shows the audience that she uses this smartphone and likes to take pictures because their 

camera is so good. This makes the audience believe that the quality of the camera is excellent, based on her 

good pictures.  

 

The final commercial is from Magnolia Gingko Milk, with the product message “Drink Gingko every day 

to make your brain more clever.” Kmeng Khmer group is the spokesperson and they were famous with their 

original song. Thus, people can also say that they are clever and creative, and their songs are famous among 

teenagers and young adults. The commercial takes place at one of their concerts and there are many people 

attending, and they are excited and dancing with their idol, and everyone is enjoying themselves. Suddenly 

the electricity was cut off, and there was no immediate solution. However, due to the intelligence of Kmeng 

Khmer, the event went on because they played their song through Youtube and connected it to the speaker, 

which lasted until the electricity was switched back on. This promotion not only shows the talent of Kmeng 

Khmer, but also their cleverness, intelligence, and problem solving skills. It shows them drinking the milk, 

which is made up of Kanggan leaf and vitamin B12, which helps nourish the brain and keep one’s memory. 

Thus, after observing all these commercials, we wanted to further analyze speaker criteria and go into more 

detail about the commercials themselves.  

 

 

 

 



Table 2: Commercials’ messages, speakers, and criteria 

Name Channel Message Speaker Criteria 

Anchor Beer PPCTV8 “Let the fun begin.” 

Time is frozen until 

they open an 

Anchor Beer; Both 

Korean and 

Cambodian culture 

is shown 

Lee Minho 

(Korean 

celebrity) 

Physically 

attractive, 

famous, 

foreign 

G-Park 

Energy 

Drink 

Hangmeas “Taste the energy” 

GDevith is walking 

down the street, and 

he drinks G-Park 

Energy. He 

transforms to being 

in the club.  

Nguon 

Chan 

Devith 

(G-Devith) 

Rock 

singer, 

energetic 

Gatsby CTN “Every  Hair style 

you want”; the 

famous speaker 

shows different 

ways to style your 

hair 

Nop 

Sambathni

ko 

(Niko) 

Famous, 

familiar, 

confident, 

handsome 

 

We looked at three different commercials in great detail: Anchor Beer, Gpark Energy, and Gatsby. Anchor 

Beer’s commercial starts with a clock which shows that it’s time to have fun and enjoy a pool party. 

However, everyone was frozen; nothing moved, even the water. Only Lee Minho, a Korean celebrity who 

played the main role in this commercial, was active and he grabbed an Anchor Beer from the waiter and 

went to the top of the cruise to join the party. Everyone came back to life once he opened the beer to drink. 

The event continued and the show started.  

 

The endorser of the commercial, Lee Minho, looked very professional and real I the commercial and it 

doesn’t look like he’s acting at all. He perfectly fit with the commercial theme, having fun with the party 

and the beer. He’s very well known to young adults and he influences this age group a lot. Some of them 

try to be cool just like him and many people watch his movies if he is the main actor. That is why he was 

chosen to be the speaker and actor for Anchor Beer.  

 

In the commercial, he just popped open the beer and laughed with the attendees. The smile, the fun, the 

party and the decoration perfectly fit with the beer message “let the fun begin.” Lee Minho only asks, “Sok 

sa bay Cambodia?” which was amazing way to interact with local consumers. He was very confident saying 

the sentence and his facial expression was full of excitement. He was also very authentic, being himself and 

enjoying the beer. In 1 minute and 2 seconds, the commercial only said four words, sok sa bay Cambodia. 

 

Anchor Beer chose the right speaker who is physical attractive, which makes their audience want to watch 

the commercial even more. Often, the audience tends to change the channel whenever they show 

commercial sponsorships. However, when there’s a handsome guy, especially a famous celebrity, it can 

attract the audience and get them to pay more attention. He drinks Anchor beer with a smile and there is 

the nice view of the sea which makes the audience want to taste Anchor beer too. It really shows that Anchor 



beer is where the fun begins. When Lee Minho was not there at the beginning, everyone was not active. 

The music played, the party begins once Lee Minho popped the beer bottle open.  

 

Besides focus only on the pool party, we can still see that there were part showings the Korean culture and 

Cambodia traditional ceremony which mean they didn’t focus only on pushing their products, but the 

culture. This also helped engage the audience and keep their interest.  

 

G-Park Energy Drink 

This commercial begins with Mr. G-Devith walking tiredly on the street, and then one Korean girl gave 

him one can of G-Park energy drinks. After he drinks it, the commercial suddenly changed into the club 

and G-Devith is singing and dancing happily on the stage to a song that describes about how he get so 

energetic after drinking G Park products. He rocked out on the stage and said cheers with a can of G-Park. 

 

The message “Taste the Energy” means that their product will help the audience to increase their power 

whenever they feel tired. Because it is a kind of energy drink, it will make the user feel fresh, awake, more 

alert and happy with delicious taste. The message seems to encourage all students, workers, and office staff 

without age limitation to drink G-Park whenever they feel exhausted from working or studying. 

 

Mr. Nguon Chandevith (G-Devith) was chosen to be G-Park Ambassador of G-Park, which is from Korea 

and entered the Cambodian market in early 2017. At that time, G-Devith was a popular rising star with a 

talent in music. Thus, he is suitable for this commercial. He uses his own talent to rock out to this 

commercial, as he is a rock singer, and he promotes the product by his own song in the commercial. After 

drinking G-Park when he feels tired, he suddenly changed to a powerful one on the stage, dancing and 

singing energetically. Like Lee Minho, G-Devith is a handsome singer, which is why most of the audience 

pays attention during the commercial. He also has a lot of knowledge about the product because he can 

handle the questions very well from the journalist when he joined a conference of the product as the Brand 

Ambassador. Moreover, he also posts some information about the products on social media and he has a 

very welcoming attitude with his fans. He also joins charity events in order to help society, which is why 

the audience, especially teenagers, really like him and trust what he says. G-Park didn’t just film a 

commercial clip to promote the products, but they also arranged concerts in many provinces. Thus, because 

of G-Devith, G-Park products are well known to adults in both the city and provinces in Cambodia.  

 

Gatsby 

Gatby’s commercial shows a confident actor who creates his own hairstyle before his performance on stage, 

even though celebrities usually have their own stylists. But the actor makes himself look nice and attractive 

to the audience. His hairstyle is very flexible to the situation that he is going to, and he just changes it with 

water. This also shows the flexibility of the product and the convenience that customers have using Gatsby 

products. The message “Every hair style you want” means Gatbsy will transform you to be handsome 

whenever you use that product, as you can change it to be whatever you like.  

 

The endorser, Nop Sambathniko (Niko), is very suitable for this commercial. He is a handsome, famous 

singer in M Production and has a Korean style. His face fits with many kinds of hairstyles that he makes in 

the commercial, so it influences his fans to consume the products in order to be handsome like him. He 

seems very familiar with the products and he is confident to show off his style in front of fans. He speaks 

the message with an attractive smile, and he has a handsome face and is dressed up. We can see that the 

speaker has four criteria:  

• Expertise: he seems to be a professional hair stylist just with the Gatsby products, so consumers 

can see that they can make their hairstyle the same as him, especially whenever they need to like for parties, 

weddings, and/or birthday celebrations.  

• Trustworthiness: In the commercial, Niko looks very trustworthy because the products seem good. 

His performance fits with the products.  



• Similarities: Niko seems to be a real user of Gatsby products, and that it’s not only just for the 

commercial. He’s very confident with that product which makes him look more handsome.  

• Physical Attractiveness: Like mentioned in the above part, he looks handsome, just like Korean 

celebrities, so he very attractive among his fans. 

 

Table 3: Areas to improve and suggested guidelines 

 

 

 

For Anchor Beer, the commercial was very great but we argue that Lee Minho should speak all Khmer; he 

should not end up the word Cambodia in English. That should be spoken in Khmer for the whole sentence. 

At the same time, when everyone was frozen they were also had the beer in their hand. It would have been 

better if Lee Minho got the waiter to bring a beer for the attendees and they opened the beer together. This 

would greatly fit with the beer message “let the fun begin.” Additionally, the commercial was shot on a 

very big cruise showing the sea but the anchor was not shown. The commercial should show the cruise’s 

anchor at the end because it will link perfectly to the beer logo. 

 

For G-Park Energy Drink, they could focus on an older crowd since the commercial is only focus to the 

teenager because they shot in the club with the singing and dancing and look at toning down the rocker 

style. They could also highlight some health concerns (see Table 2). Finally, for Gatsby, they should focus 

on improving the sound, and thus the production should look again at changing this, as it could greatly 

improve the commercial quality.  

 

 

 

Name Areas to Improve Guidelines 

Anchor Beer  Speak in Khmer 

 Create a sense 

of togetherness 

with the waiter  

• Lee Minho should learn how to say the word “Cambodia” in 

Khmer instead of English 

• Everyone should not have the beer in their hand when they were 

frozen. Lee Minho should be the one who invited the waiter to 

bring the beer for the attendees. Than the party start and the fun 

begins. 

• They also should have shown the anchor symbol much more.  

G-Park Energy 

Drink 

 Expand the age 

group targeted 

• The commercial should be shot outside the club also. 

• The speaker should reduce some of his rock style in order to fit 

to the other middle age and the old people. 

• Since it is the energy drink product, the commercial should 

encourage people not to drink a lot because drinking too much of 

energy drink can affect to the health. 

Gatsby  Improve the 

sound  

• The sound of speaker isn’t clear enough for the audience to 

listen, they have to focus much on voice effect of the speaker to 

be clear of the message that spoken.  

• If possible, the sound of speaker should be recorded in Studio 

and cut it to video after filming; or 

• The whole commercial sponsorship should spend more money 

to invest on sound of the filming to make it consistence with the 

whole clip. 



V. Summary, Conclusion, and Recommendations 

1. Summary 

Researchers observed three TV channels, including PPCTV8, CTN, and Hangmeas HDTV, during 

primetime from 6-9pm. There were many sponsorships, and this study focused on eight different 

commercials, namely Dragon Pipe, Cham Cham Juice, Pond’s, Oppo, Magnolia Gingko Milk, Anchor Beer, 

G-Park Energy Drink, and Gatsby. All of those commercial sponsorships chose to have famous movie stars, 

singers, or actors to be their products’ representatives as well as endorsers. Most of them are very influential 

to the public in terms of their style and ideas. Their credibility, talents, capabilities, abilities and beauty 

were suitable for the commercials. At the same time, researchers found that producers and commercial 

directors made their videos which adapted to the Cambodian lifestyle, which attracted their audiences’ 

attention physically, mentally, and emotionally. In this case, it’s revealed that the producers of each 

commercial are highly education in public relations to lead such commercial sponsorships successfully. 

Each speaker was selected under the criteria given by the public’s view such as expertise, trustworthiness, 

similarity, and physical attractiveness.  

 

Each endorser seems to be an expert, since most of them are famous and popular in their career. For 

trustworthiness, people always say that commercial TV is an effective way to reach the public to get them 

to know about the product’s information; companies don’t simply release their products in public. Instead, 

they must register their products with the Ministry and those products must be produced to certain standards 

which leads the public to trust them. For similarity, in each video commercials, the speakers try to 

understand their audience by putting themselves in their shoes and then try to talk about what the public 

wants to hear. Finally, they are all physically attractive, which will most likely attract their audience as 

well.  

 

2. Conclusion 

1. There are various messages according to type of commercial sponsorships such as, “Dragon “best 

quality, best price, best partner for all farmers”; “Cham Cham a real gift from nature”; “Selfie expert and 

leader”; “Let the fun begin”; “Taste the Energy”; and “Every hair styles you want.” Messages given in 

commercial sponsorship describe the quality of each product to convey to their audiences to consume or 

acknowledge the products. That’s why messages and endorsers are very important to attract the public to 

remember their products. Messages are short but meaningful.   

2. The speakers are actors, singers, comedians, etc. They are well-known individuals in the country; 

they are among the most influential people in society. Therefore, they have different styles of spreading the 

message of the product to their audiences according to the function of the product. They can apply their 

own style and the messages into the commercial to make the whole commercial become more attractive. 

The producer decided to choose someone to be the speaker according to the type of the product and the 

kind of the speaker which was suited to the product.  

3. Speakers have their own uniqueness and credibility, but the most common credibility that speakers 

have are expertise, trustworthiness, their similarity with audiences or their messages receivers, and their 

physical attractiveness. Most importantly, their persuasion skills and psychology power like informational 

influence, referent influence; expert influence affects the different styles and contexts. 

4. There is a lot of suitability of speakers in commercials. However, there are a few things that could 

be improved in each commercial, especially the way the endorser spreads their message during the video 

clip.  

 

3. Recommendations 

Based on the highlighted points in the conclusion, there are some points to be improved for the speakers to 

be more credible.   

1. As mentioned by Geoffrey James (2013) there are about six ways to enhance your credibility as a 

speaker. The first way is to “Be genuine about who you really are.” The personality of the endorser is very 

important; they must naturally impress the public with who they really are yet the researchers found that 



some speakers (actors) tried to fit themselves in the products and they lost who they really are. Thus, it can 

make their products lose trust from consumers of the product. Therefore, the speakers should maintain who 

they are to be naturally suited with the products.  

2. Find a sense of truth. Sim Wyeth (2018) mentioned that most people think acting is about 

pretending, being someone else, and being a good faker. Actually, it’s about finding and demonstrating a 

sense of truth in what you’re saying. In Cambodia, the speakers are not real, as they are just pretending 

while filming the commercial. They should have found their sense of truth before the sent the messages.  

3. Each speaker should know more about how to persuade their audience besides the four criteria 

listed above.  

4. Even though the speakers were chosen because they were popular, some of them might not be 

suited perfectly with the commercial products, so they speakers should not only be based on popularity but 

they should also focus about the suitability of the products.  
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