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Abstract 

 

Date:  June 2, 2010 

Program:   MIMA – International Marketing 

Course name:   Master Thesis (EFO 705) 

Title:   An Exploratory Study on Thailand‟s Young Women: 

  Consumer Behavior toward Purchasing Luxury Fashion 

  Brands 

Authors:   Kamolwan Tovikkai (851125) 

  Wiwatchai Jirawattananukool (841111) 

Group number: 2462 

Tutor:   Konstantin Lampou 

Problem:                    If and how personal value, social recognition, and   

demographics impact Thai female students luxury fashion brand purchases and 

which marketing strategies should be used to influence their purchase intention? 

Purpose:  -To identify what motivates Thai female students 

  in purchasing luxury fashion brands  

  -To identify the most effective strategies to use in 

                    penetrating the market and keeping the loyalty of 

  customers Thailand.              

 

Method:  Quantitative research method via survey was used for 

this research. Survey questionnaires were distributed to 

sample groups. The variables used in this paper personal 

values, social, recognition, intention to buy products, and 

demographics. 

                                     Both primary and  secondary type of data collection were 

used for this research.  

 

Conclusion: Based on the demographic information, there are two 

indicators that are significant to purchase intentions of 

Thai female students on luxury fashion brands. Social 

status is one of the significant indicators of social 
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recognition variable. There is a strong level of 

relationship on Thai female students toward  luxury 

fashion   products. Personal Values‟ indicators can be 

utilized on Thai female students as the following; 

materialism, the need for uniqueness, conformity, and 

vanity. All of them have strong levels of significance. 

However, Ethnocentrism has  no relationship and effect 

with the luxury fashion product in  Thailand.   

 

Key words:  Thai female students, Luxury fashion products, Luxury 

  fashion brands, Consumer behavior 
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1. Introduction 

This introduction covers the background research, the problem statement and the 

aim and purpose of this research. Moreover, the literature review, the scope and method of this 

research, and conceptual framework are discussed. 

1.1 Background Research 

 Southeast Asia is one of the key regions that luxury fashion brands should not 

ignore. Thailand, Singapore, Malaysia, Indonesia, and the Philippines are niche markets with  

rising standard of living. (Chada and Husband, 2006) Certainly, Thailand is part of this 

phenomenon since the country emerged as an economic tiger in the late 1980s. The growth of  

upper and middle-class has contributed to the increase in  consumption rates of luxury fashion 

brands. It shows a newfound status. (Chada and Husband, 2006)  Moreover, the government of 

Thailand tries to promote its capital city Bangkok as a regional fashion hub and shopping 

paradise for luxury goods. (CBS, 2010) 

 The long term recession in Europe and small population growth rate in Europe  has 

forced many European luxury brands to expand their business to Asian consumers who regard 

Western luxury brands as a symbol of good taste. (Nueno and Quelch, 1998) “Luxury brands are 

a modern set of symbols that Asians are wearing to redefine their identity and social position 

(Chada and Husband, 2006).” Thailand became a hot spot for this market. (CBS, 2010) Despite 

the economic crisis, the luxury market is not severely affected, on the other hand, people feel 

burdened with too many belongings. (ITN, 2010) 

 In Thailand, people always appreciate the fine stuff which has matured over 

generation. Right now, luxury fashion brand culture does not only appeal to the high class people 

but also to the middle-class and low class people. Consequently, the metropolis of Bangkok 

becomes a venue for many luxury brands to open flagship stores. (Chada and Husband, 2006) In 

addition, there is a lot of luxury malls in Bangkok such as Siam Paragon, Gaysorn Plaza, The 

Emporium, Central World, The Erawan Boutique Mall, and The Peninsula Plaza. All these malls 

are complete with facilities. 

The consumer behavior of Thai female students particularly in Bangkok is definitely influenced 

by the commercialization and globalization. This can be seen in the changes in social value, 

economy, and culture. People adapt more on foreign cultures. Shopping and Fashion are playing 

major roles in young women‟s lifestyle. Thai female students in the present days are more 

fashion conscious and they are influenced by the media. (Suadmalai ,2006) Luxury fashion 

products are purchased more for “face” reason. (Schutte and Ciarlante, 1998) Realizing this 

trend, luxury brand marketers are developing strategies to attract Thai female students. One 

strategies being used luxury brands in Thailand is hiring celebrities to promote their brand. 

(Chada and Husband, 2006) 
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 1.2 Luxury Background 

  Today, the twenty first century, luxury consumption has become so popular 

(Kapferer and Bastien, 2009) despite the fact that there is a relatively small number of companies 

selling luxury products. (Uche Okwonko, 2007) Everyone aspire for luxury, particularly in 

fashion. In fact, there has been many luxury brands established in the world over the past 

centuries regardless of, such as, the industrial revolution period, the first and second world wars, 

or democratization. Until now, the period of globalization offers  many sources of luxury. This is 

driven by the development of industries, economy, new trades, increase in spending, and even 

communication. For example, there are some popular Japanese luxury brands in European 

countries, there are Asians addicted to European Luxury brands, and there are European luxury 

brands that uses Chinese silk as raw materials in productions. (Kapferer and Bastien, 2009) 

Consequently, people all over the world are familiar with the word luxury fashion brands. 

 Obviously, the social stratification is gradually vanishing in the present days. But 

people still tend to distinguish the class in society by the leader in society and rich people always 

want to have and show off their extravagant life. Since luxury is the symbol of good taste and 

wealth, there is no doubt why everyone wants to have it. 

 Although, the luxury industry is somehow small in terms of number of companies 

in this world compared to other industries, luxury fashion industry has been a multi-billion dollar 

industry in the world. It plays a remarkable role in the economy, and influences the modern 

society. To add on this aspect, Chadha and Husband (2006) said that the democratization of 

luxury brands during 90s made the door of exclusivity open to ordinary people. And, luxury is 

everywhere today (Kapferer and Bastien, 2009).    

1.3 Problem Statement 

 

There are many luxury fashion brands that will open flagship stores in Thailand 

due to its high potential and increase in luxury fashion brand consumption. Thai female students 

are influenced with the commercialization, globalization, and many changes in the value, 

economy, and culture. The luxury brand marketers should be able to identify what motivates 

Thai female students to purchase luxury fashion brands. This is in order to design the most 

effective strategies to use in  penetrating the market and keeping the loyalty of customers in 

Thailand. Although, a lot of research talks about the increasing demands of luxury fashion 

brands, the study on the luxury consumption behavior is still limited and insufficient. 

Furthermore, none of the research talks about the impact of personal values except for the study 

of luxury car ownership. (Sukhdial et al. 1995) Therefore, the study should examine the impact 

of personal values, social recognition, and demographics on Thai female students toward luxury 

fashion brands. Those variables are very influential when it comes to the involvement the 
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purchasing intention of Thai female students who are very vunerable with what other‟s thought 

and being accepted in society.  

 

1.4 Research Questions 

 

 To fulfill the aim and purpose of this study, the authors have formulated the 

research questions by relying on the background and problem statement as the following:  

If and how the personal value, social recognition, and demographic impact Thai female students 

luxury fashion brand purchases and which marketing strategies should be used to suit their 

purchasing intention? 

1.5  The aim and purpose 

 

Since, Thailand has a wide range of luxury brands and the widespread open up 

luxury culture by young women consumer. Therefore, the aim of this study is to find out how 

Thai female students perceive the definition or meaning of the term “luxury”. The authors also 

want to identify the determinant of Thai female students‟ purchasing intentions toward luxury 

fashion brands by using personal values, social recognition, and demographic as variable factors. 

This includes luxury preference person and non-luxury preference person personality too.  

  The scope of luxury brands covered in this study is limited to luxury fashion 

brands in the retail sector such as bags, shoes, pants, belts, and leather products. However, the 

authors still aim to always mention “luxury fashion brands” in other section of this study. 

   The result of this study would contribute to luxury fashion brand marketers who 

want to penetrate the market in Thailand and who is already present in the market and wants to 

maintain the loyalty of their customers.  It can also be a part of the study on international 

consumer behavior toward luxury brands consumptions and marketing strategy in Thailand. 
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2. Literature review 

 The authors started the literature review with the complex concept of luxury which 

means that many luxury definition will be analyzed.  

          Furthermore, the consumer behavior theories such as personal value (consumer 

ethnocentrism, materialism, conformity, the need for uniqueness and vanity), social recognition 

(social status), and demographics (age, pocket money, and purchasing frequency) in the 

dimension of luxury consumptions which influence purchasing intentions will be examined.  

 2.1 Definitions of Luxury 

 “Luxury” means, the state of great comfort and extravagant living or an inessential 

but desirable item. (Oxford, 2009) Actually, the word “Luxury” is not the same with everyone 

and some people do not exactly interpret this word like that in the dictionary. They feel that its 

beyond that and the definition seems to be hard to fathom. If ever, it would be a never ending 

discussion.  Kapferer and Bastien (2009) said that the concept of luxury is very old as the age of 

humanity. 

 Luxury is very selective and exclusive which there is almost the only brand in its 

product category. The sense of being sophisticated and having a good taste are based on this 

definition. The unique attribute of each product category belongs to one brand or it is called “the 

icon”. Only one brand specializes in one product category, for example, Brioni for men‟s suits, 

Hermès for leather bags, Valentino for women‟s dress, and Guerlain for cosmetics. (Chevalier 

and Mazzalovo, 2008) Those examples have very long history and background as well. 

 Actually, it is true that luxury and expensive products must have high quality and 

durable. The history and reputation of the brand are factors in considering luxury. The statement 

about luxury is very selective and exclusive and almost only one brand dominates in one product 

category. But, it cannot be completely valid in the situation today. 

 On the other hand, according to Dr. Yuwa Hedrick-Wong, Economic Advisor, 

Asia/Pacific MasterCard Worldwide (2007), luxury is “a brand of goods/service with 

exclusive/selective distribution; usually higher than the average price of goods/service in the 

same category; typically have higher quality/design; while commanding a strong appeal to the 

desire and aspirations of its potential customers…” (Wong, 2007) 

 Another group of people think that expensive goods are always good and credible. 

Although, sometimes, the quality of expensive goods is not that good but people still buy it 

because its aspirational. According to Kapferer and Bastien (2009), the luxury goods are not 

perfect, but an affecting goods. It is the price, not the product that is sold to the customer. At this 

point, people want to own luxury goods just because it is expensive. They are not concerned 

much about quality. Sometimes they are not very happy with the function of the purchased 
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luxury goods, for example, an expensive Chanel shoes may cause some feet pain, but women 

still love wearing it. Another example would be a metal St. Dupont lighter is very heavy and too 

big to bring along but some people just want it because of wanting to own that brand. 

 In addition, there has been many managers and marketers trying to give other 

definitions of luxury such as “masstige, premium, ultra-premium, opuluxe, and hyperluxe”. 

(Kapferer and Bastien, 2009) At this point, the luxury could also mean the emotional feeling of 

each person after experiencing the brand. (Chevalier and Mazzalovo, 2008)  Obviously, it is very 

difficult to particularize the exactly meaning of the word luxury. It depends on the attitude and 

experience that each person have faced with the brand. 

2.2 Personal Values 

 According to Wiedmann and Hennigs (2007), this theory shows   individual values 

and social related values that influence purchasing intentions toward global luxury brands. 

Buying to impress other is an internal personal value that drives a motive for luxury fashion 

brands consumptions. Consumers get affected easily by this internal drive to create a favorable 

image in society. (Eagly and Chaiken 1993; Weidmann and Hennigs 2007) Therefore, to explain 

consumer behavior in relation to luxury brands, personal value aspects such as consumer 

ethnocentrism, materialism, conformity, the need for uniqueness and vanity should be examined 

as the following: 

 Consumer ethnocentrism is the study on how people prefer to consume domestic 

products rather than consuming foreign products to identify the relationship between consumer 

ethnocentrism and consumer purchasing intension. It is the product choice with no domestic 

alternative. Those are common for consumers in many countries all over the world. In fact, it is 

quite important for marketing managers to understand (Watsons and Wright, 2000).  

 It has been explained that the person who has high levels of consumer 

ethnocentrism would have more favorable attitudes toward products from similar culture 

countries in comparison to products from different culture countries (Watsons and Wright, 

2000). It supports the statement that consumer ethnocentrism theory is very influential when it 

comes to studying about attitude toward imported products (Shimp and Sharma, 1987). 

Therefore, it is very important to make understanding with ethnocentrism because this research is 

the research about purchasing global luxury fashion brands which is the imported products. 

 Materialism is the belief about the importance of possessions in life by 

emphasizing on the ability to own material objects in terms of the type and quantity of the 

purchased products (Richin and Dawson, 1992). The characteristics of materialistic people are 

wearing expensive clothes and jewelry and driving luxury cars. They think that money is the 

symbol of success and value of being rich. Moreover, it is the urge to lead an extravaganza life 

(Buzzle, 2010). According to Chadha and Husband (2006), in today‟s Asia, “you are what you 



THE EXPLORATORY STUDY IN THAILAND’S YOUNG WOMEN: CONSUMER BEHAVIOR TOWARD PURCHASING LUXURY FASHION BRANDS 

By Kamolwan T. (kti09001) and Wiwatchai J. (wji09001) 

                         MÄLARDALEN UNIVERSITY MASTER THESIS 2010                                                       6 

 

wear”, especially, people in Asia think that Luxury fashion brands are purchased and worn to 

redefine the identity and social status.  

 Conformity is a type of social impact related with a change in behavior in order to 

fit in or to be correct within a group in society. This change is in response to real physical 

presence of others or imagined group pressure, involving the pressure of social norms and 

expectations to be accepted.  Moreover, conformity is also interpreted as a majority influence in 

society (Mcleod, 2007). Related to fashion, the person who has high conformity has a tendency 

to value the display of property with its luxury brands (Rose et al, 1994). Furthermore, Southeast 

Asian people pay more attention in public visible luxury possessions, which have showed the 

symbol of wealthy for public display (Wong and Ahuvia, 1998). according to Schutte and 

Ciarlante, (1998) people tend to buy products that can communicate status, especially young 

Thai women who can ask the money from their parents to shop. They think about the important 

of appearance. 

 The need for uniqueness is the sought to be different from others. But it is not 

non-conformity because non conformity means the unawareness of social norms or the social 

approval (Tepper and Hoyle, 1996). In the angle of luxury consumer behavior, consumers' need 

for uniqueness is the pursuit of differentiation from others that is reached through the acquisition 

of luxury products for the purpose of enhancing one's personal identity. (Tepper and Bearden, 

2010) Almost all luxury fashion brands are trying to manage the brands by offering the scarcity 

value because many people perceived that luxury fashion products are not owned by many 

people (Dubois and Paternaut, 1995)  .  

 Vanity in the point of consumer behavior is related between the physical 

appearance and the concern of appearance. It is defined as the excessive concern for the view of 

physical appearance. Moreover, it is also related with the excessive concern for the personal 

achievement (Netemeyer, 1995). Since all luxury fashion products are about the appearance, 

vanity should be a part of the study about the purchasing intentions of luxury fashion brands.  

2.3 Social recognition 

 Social Status is the level of honor or prestige given to one's position in a society 

(Maiese, 2004). According to Geert Hofstede™ Cultural Dimensions, Thailand has the lowest 

dimension in Individualism. It means that Thailand‟s culture is defined to be collectivism. Thai 

people like to stay in the group and have close relationship with their family and friends. “The 

society fosters strong relationships where everyone takes responsibility for fellow members of 

their group.” (ITIM 2009) They feel secure and accepted when staying in a group. From this 

reason, young Thai women are very social-oriented. Owning a luxury fashion product can 

represent owner´s social status which also can communicate the image of success and prestige. 

This can be a factor in influencing young women to purchase luxury fashion products (Nueno 
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and Quelch, 199.8).  When luxury brands and products have ability to attach prestigious values, 

social referencing and the construction of one‟s self, people‟s desire to own and pose their luxury 

fashion piece in public can often indicate a symbolic sign of group membership (Wiedmann, 

Hennigs, Siebels 2007). 

Moreover, from the research of Nia, A. and Zaichkowsky, J.L. (2000) about the 

ownership of luxury brands, an individual who are the owner of original luxury fashion brands 

believe that the ownership gives them personal satisfaction and helps then to be admired, 

recognized and accepted by others. As Bearden and Etzel (1982) have concluded that “luxury 

goods consumed in public were more likely to be conspicuous goods than privately consumed 

luxury goods and still, conspicuous consumption plays a significant part in shaping preferences 

for many products which are purchased or consumed in public contexts.” As a result, luxury 

consumption is maybe significant to individuals in searching for social status and representation 

in a society. The higher the status an individual wants to be, the higher conspicuous consumption 

they expose.  

Thai female students perceive that owning a luxury fashion brand product can 

publicize them in term of social status as they are belong to the high society groups and are rich 

people. From being in the high society groups, they will be more recognized and admired by 

others. Therefore, they tend to have higher purchasing intention when they believe that 

purchasing and possessing a luxury fashion brands will lead others to recognize them. 

 2.4 Demographics 

  Age: Thai female students in this research will be focused on the age between 18 to 

24 years old. They are acting like trend setters as they are now expose to more global media from 

the TV, magazine and internet. According to Ani (2009), young women are interested in luxury 

lifestyle of celebrities such as Paris Hilton and Victoria Beckham as well as they are influenced 

by them. They spend a lot of money on designer clothes and accessories. From this reason, 

young women are the main consumers for luxury products.  

  Pocket Money: University student nowadays have higher allowances than in the 

past. Most of the university students in Bangkok who are studying in the top ranked universities 

receive a monthly allowance of around 10,000 baht from the irparents or family. This amount is 

approximately equal to the average salary of a working person in Bangkok (Suadmalai, 2006). 

Dubois and Duquesne (1993) said that allowance is highly related with luxury fashion products 

purchasing. As a result, allowance is another important factor to consider. 

  Purchasing frequency: Realizing from the fact that attracting existing consumers 

are easier than finding new consumers, it is significant to study the  past experiences in 

purchasing luxury fashion products. Consumers who have high purchase frequency are most 

likely satisfied with the products. Knowing young women‟s purchase frequency can advise 
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luxury brand marketers in many marketing aspects such as brand loyalty and customer 

satisfaction. 

2.5 Conceptual Framework 

FIGURE 2.1: THE CONCEPTUAL FRAMEWORK MODEL: THE RELATIONSHIPS OF ALL 

VARIABLES 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: The authors 

There are seven elements in this conceptual model. In the first step, it shows 

the influence of the three variables which are personal values, social status, and 

demographics of young Thai consumer behavior toward foreign fashion luxury brands. 

This step is crucial for clarifying consumer behavior point of view because it leads to the 

understanding of Thai female students‟ purchasing intentions. In terms of exploratory 

study, this model demonstrates the impacts on luxury brand strategies in Thailand both 

with the development of market penetration and maintaining the loyal customers.  
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 Several definitions of the word “luxury” from the literature review and 

feedback from Thai female students are also important determinants of purchase intentions.  

It is a supplement variable of purchasing intentions and the impacts on the luxury brand 

strategies. The authors examine it concurrently with the personal values, social recognition, 

and demographics variables. 
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3. Methodology 

 

 FIGURE 3.1: THE RESEARCH PROCESS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 The first process is topic selection. The authors have a high interest and solid 

background in this field It should be useful to readers in pursuing further studies/ knowledge. 

After finalizing the topic, the authors came up with the problem and the purpose of the study 

which is directly related to the topic. Then, the authors searched for theories and literatures that 

can support the research. Mostly, the information will be covered in marketing and consumer 
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behavior field. Next, we developed a framework to be a guideline through the research process. 

Subsequently, we select research method which should be the most suitable ones in order to 

collect all significant and relevant data related to the problem. The next step is to collect data 

using the methods planned. This step is important because it is time consuming. Hence, it must 

be well planned. After the data is collected, we analyze the information we have gathered 

according to the selected theories. The last step is to draw conclusion and recommendation in 

relation with what have been found.  

3.1 Topic Selection 

The initial thought of studying luxury fashion brands came from the authors‟ own 

interest in these brands as well as in the fashion field. The authors like to follow the news of how 

the brand is designed, new products released and which brands or products are in the “trend” 

recently. From the authors‟ basic concentration and curiosity in this luxury fashion matters, it 

influences them to learn more about the customers who are buying the brands not just the 

products themselves.   

Bangkok, Thailand is selected to be a main focus to study. Thailand is the only 

country in South East Asia which has never been colonized. Notwithstanding, it has rapidly 

developed and modernized its industry and economies to catch up with other countries in the 

region Therefore; it is very interesting to see how global luxury brands have spread through Thai 

society. Thai luxury fashion market is currently growing fast as we have seen many fashion 

luxury stores open in some full-size shopping centers in Bangkok metropolitan area.  Most of 

these stores are claimed to be flagship stores in Thailand
1
. Chanel, Hermès, Balenciaga, Bottega 

Veneta and Yves Saint Laurent are the examples of the brands with their flagship stores in 

Bangkok. From these reasons, Bangkok is the most suitable area to study about modern 

consumerism. 

Young women are the key target for the study because they are easy to influence by 

fashion. Likewise, they are very concern about their looks and appearances. University students 

nowadays often gain money from their parents which mean they are less concern about their 

spending. During their leisure, the top rated activities they will go for are socializing with friends 

and shopping. As a result, when the study is focusing on consumerist related to luxury fashion, 

young women come to the top of the list. 

 

1 
Flagship store is the main store or the only one store or the first retail store in that area which 

aims to serve mainstream customers. The flagship store is usually located in the prominent 

shopping districts which are full of high-income shoppers. It is often larger in size and holds 

most high-priced and most volume in merchandises
 
(Farfan, n.d.) 

http://www.google.co.th/url?q=http://uk.hermes.com/&ei=jbnNS6uKHejGONPdoakP&sa=X&oi=smap&resnum=1&ct=result&cd=5&ved=0CAwQqwMoBDAA&usg=AFQjCNF6I_sHw5ybW4UtuH3ksFGVT0lXVA
http://retailindustry.about.com/bio/Barbara-Farfan-46182.htm
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 3.2 Data Collection 

 Primary and secondary data are gathered during this study. Conducting primary 

research is a useful skill to acquire as it can greatly supplement the research in secondary 

sources, such as journals, articles, magazines, or books.  

 3.2.1 Primary data    

   Survey  

   Surveys are a kind of research which are more rigid than interviews. They are 

usually used to gather ideas from a large population as it is placed in quantitative research 

method (Bryman, 2008). Therefore, questionnaire is developed to inquire Thai female students 

about their personal values, social recognition and demographic as well as their shopping 

behavior. Surveys in the form of questionnaires are chosen for this research. As the authors have 

specified the target samples to be young Thai consumers, the authors only look for people in this 

group to fill out the questionnaires. 

Sampling strategy  

The target sample of this study is concentrated to Thai female students in Bangkok 

who both live in central Bangkok and suburb area. Since the authors have identified the 

characteristic of the population that will be interviewed, non-probability sampling method was 

selected in finding this population. Non-probability sampling is a method of selecting 

respondents which some units in the population are more likely to be selected than others
 

(Bryman, 2008). 

There are many different types of non-probability sampling methods; two types of 

this sampling method are sufficiently used in this research; Snowball sampling and Purposive 

sampling. Snowball sampling defines the process of contacting a small group of people who are 

relevant with the research topic and make use of these to build up contacts with other people in 

the same field
 
(Bryman, 2008). However, the problem with snowball sample is that it is very 

unlikely that the sample will be representative of the whole population. “The very notion of a 

population may be problematic in some circumstances (Bryman, 2008).” Therefore, the authors 

decide to pick up another kind of sampling which is Purposive sampling to make sure that most 

representatives of the population are selected which leads to the most accurate result. Purposive 

sampling involves with selecting samples from the target group to represent the whole 

population
 
(Tashakkori and Teddlie, 2003). Since the authors have clear characteristics of the 

target market, this kind of sampling will be effective. 

In this case, the authors have distributed 212 questionnaires to university students 

from top rank universities in Bangkok. The 206 questionnaires are returned. The reasons why the 

authors only focus on top rank university students are because student who study in these 
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universities are often have higher income and purchasing power than student in other 

universities. Since the tuition fee of these universities tend to be higher. The examples of top 

rank universities in Bangkok are; 

· Chulalongkorn University 

· Assumption University 

· Thammasart University 

· Mahidol University 

  

           Methods of spreading the questionnaires 

 Since the topic deals with Thai female students‟ behavior who live in Bangkok, 

online questionnaires was used. The authors obtained a free service website called Google 

Spreadsheets to allow them to answer the questionnaire online. After the online questionnaires 

have been created, the authors have sent online questionnaires link to Thai female students‟ 

email. At the same time, the authors also asked them to forward this questionnaire to their female 

friends who have potential in buying luxury fashion goods. The respondents can easily click on 

the link which will directly lead them to the questionnaire. The results are then summarized into 

charts and graphs by the website and finally sent to the authors‟ email. Therefore, this online 

questionnaire can create unbiased, accurate and fast responses. The second method is simply to 

distribute the questionnaires at the top rank universities where the samples are. The authors 

acquire a person who responses for this duty. The 25 questionnaires are distributed in each 

university which makes up a total of 100 questionnaires. The other 106 questionnaires are 

gathered from online-questionnaires. 

Measuring Variables  

 The authors use questionnaire in order to measure variables which are personal 

values (consumer ethnocentrism, materialism, conformity, need for uniqueness and vanity), 

social recognition (social status), intentions to buy global luxury fashion products and 

demographic (age, pocket-money and global luxury product purchasing frequency). The 

questionnaire consists of 52 questions and is divided into 5 parts. It contains only close-ended 

questions in order to create less time consuming when filling in the answer. Most of the close-

ended questions will be measured using 5 rating Likert scales to create an easy to answer and 

unbiased questionnaire (Bradley, 2007). Since the authors do not reveal the theoretical concept 

such as personal values and social recognition, all parts will be combined together in the same 

table. The description below is to explain which question belongs to which part of the theoretical 

concepts.  
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Part 1 Luxury Definition 

 The question asks about how Thai female students  perceive the word “luxury 

product” which allows respondents to choose more than 1 answer in the list provided. This 

comes as the first question. 

Part 2 Consumer Personal Values 

 The second part measures about consumer personal values. This part is separated 

into 5 important points which aim to measure consumer ethnocentrism, materialism, conformity, 

need for uniqueness and vanity. The first part (question 2-8) is dedicate in measuring consumer 

ethnocentrism by using Shimp and Sharma (1987)‟s CETSCALE which contains 17 questions. 

In this case, the authors pick only relevant questions which end up to be only 7 questions. The 

second part (question 9-15) contributes in measuring consumer materialism by using the scales 

developed from Richins and Dowson (1992). It composes of 7 questions. Part 3 (question 16-22) 

is created to determine conformity by using measurement scales of Bearden et al. (1989) which 

consists of 7 items. Part 4 (question 23-29) measures the need for uniqueness values which 

assembled with 7 questions. The authors adopt the measurement scale from Tian et al. (2001). 

The last part (question 30-36) is devoted to vanity measurement which is developed from 

Netemeyer et al. (1995) scale. This part contains 7 items. 

 Part 3 Social Recognition 

 This part consists of 4 questions (question 37-40) asking consumers‟ view in the 

society. The respondents will be asked to indicate the likelihood whether people close to them 

are aware of their global luxury products purchasing by using questions from Park et al. (2008). 

Part 4 Demographic 

  Since the authors have already specified the gender of the respondents which is 

female, there is no question asking about gender. Regarding age, this study assumed that Thai 

female students have high purchasing intentions toward global luxury fashion brands like 

mentioned in the introduction. Thai female students are acting like trendsetters as they are now 

exposed to more global media from the TV, magazine and internet. Therefore, the questionnaire 

does not ask about the respondents‟ age since the authors have already assumed that all of the 

respondents are in the age 18-24 years old. In addition, the education level will be specified the 

five general degree which are high school, College Degree, Bachelor‟s, Master, and Doctoral 

degree.  

  According to Dubois and Duquense (1993), income is directly related to 

purchasing luxury products. It means that the question regarding income (pocket-money) is 

absolutely crucial to study on pocket money variable; both from salary and allowance from the 
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parents. It will be examined the higher the pocket money, the higher the purchasing intensions. 

Moreover, most of the university students in Thailand do not have a job. They get money from 

their parents. Therefore, the respondents are asked to reveal their parents income. It will lead to 

the question about purchasing luxury fashion products frequency within a year. 

  Question 45 asks “Are you a luxury preference person?”, this is to prove that the 

answers in the consumer personal value section are true, consistent and reliable. The 

questionnaire asks about the frequency of luxury fashion purchase and also the amount of money 

the respondents spend each time on their luxury fashion products.  

Part 5 Purchasing Intention 

  The questions 48-52 ask about the purchasing intention such as the continuously 

purchasing of luxury fashion products, the items to be purchased, the favorite brands and the 

loyalty with the same brands. Recognizing in the purchasing intention, it is important to maintain 

existing customers. Consequently, identifying whether consumers‟ previous purchase influences 

luxury fashion products or not will be a beneficial for luxury marketers.  

Questionnaire form can be found in Appendix 1.  

 3.2.2 Secondary data 

 Secondary data is useful because of its cost efficiency. Secondary data is also used 

to gain initial insight into the research problem. The authors collect secondary data mainly from 

Google Scholar website (http://scholar.google.com/) which provides a lot of knowledgeable 

articles and research according to the authors‟ topic. Another notable database is Mod'Art 

International Fashion Design and Management School Library located in Paris, France. Since 

more than half of luxury fashion brands are originated from Europe. To be more specific, in 

France, many admired and well-known luxury fashion brands are established in this country. 

Besides, Paris has become the world‟s fashionable city. Therefore, credible and helpful books 

relating to fashion should be simply found here. In addition, Mälardalen University‟s library is 

also a good source of supplying quality books. 

     3.3 Reliability of result and evaluation 

In terms of the reliability of results, the accuracy of raw data has been generated 

through computer program Statistical Package for Social Sciences (SPSS). This software has 

been widely adopted for statistical analysis. Each question and answer choice will be coded in 

different letter and number which represent a meaning. The missing data which is defined to an 

unanswered question will be coded a zero (0). These codes will be put in SPSS program to 

analyze the data statistic.  

 

http://scholar.google.com/
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4. Research Findings and Data Analysis 

This chapter will be utilized the sampling method by gathering university students 

survey. They are living in capital Bangkok both central Bangkok and suburb area. The 

questionnaires were distributed to university students which are bachelor degree, master degree, 

and doctoral degree. The overall outcomes of this research are the statistical quantitative data 

that received from conducting the questionnaire surveys which are the descriptive data analyses 

and hypothesis testings. Although, the authors mentioned about the demographic as the last 

determinant factor but it will be the first thing to be analysed in this chapter because it will be 

easier to distinguish the personalities of population. Moreover, the attitude and perceptual 

mappings will be analysed in order to demonstrate the purchasing intention of young Thai 

students toward luxury fashion brands in the implication between luxury preference personality 

and purchasing intention variables.  Finally, the comparison of the findings and analysis will be 

presented as the discussion part. These following tables and figures showed the questionnaire 

responses by demographic data and educational profiles based on the overall sample size of this 

research  

 4.1 Descriptive Statistics 

Table 4.1: The Frequency and Percentage of Respondents Profile by Significant 

Factors on Luxury Fashion Products 
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According to Table 4.1, Education levels of young Thai women on luxury fashion 

products are Bachelor Degree (52%) and Master Degree (48%). However, 55% of luxury 

preference persons are Master Degree students same as non-luxury preference person (51.9%). 

The pocket moneys (monthly income in the table) of young Thai women on luxury 

fashion products are 10,000 – 30,000 baht, (58.3%), more than 30,000 baht (34%) and less than 

10,000 baht (8%). Interestingly, more than 90% of luxury preference persons & non-luxury 

preference persons have great monthly income. In the opposite, not sure luxury preference 

persons mostly have monthly income between 10,000 and 30,000 baht (63.8%).  

The spending on Luxury Fashion Products of young Thai women are between 10,000 and 

30,000 baht (51%) and under 10,000 baht (37%). Fascinatingly, more than 90% of luxury 

preference persons spend on luxury fashion product more than 10,000 baht. It is different from 

non-luxury preference persons and not sure luxury preference persons who, in 90 %, spend on 

luxury products less than 30,000 baht. 

The monthly incomes of young Thai women‟s parents are ranged over 100,000 baht 

(56%) and 40,000-100,000 baht (38%). There are 65.5% of luxury preference persons whom 

their parents‟ income are over 100,000 baht while, most of non-luxury preference persons have 

parents‟ income between 40,000 baht to 100,000 baht.  

Furthermore, most of customers of luxury fashion products live in central Bangkok 

(65%) comparing to people who live in, suburban area which are 35%. About the same amount 

of people who live in Bangkok centre and suburban are luxury preference persons and non-

luxury preference persons. 

Regarding the frequency of purchasing, the 39% of young Thai women purchase a luxury 

fashion product once a year (39%) followed by every 6 months (26%), Every 3 months (28%) 

and once a month (7%). Interestingly, 51.7 % of luxury preference persons purchase luxury 

fashion products every 3 months. Moreover, 82.7% of them purchase luxury fashion products 

every 6 months while; most of non-luxury preference persons purchase luxury products once a 

year (66.7%). 

The 75% of young Thai women intend to buy luxury fashion products within the next 

year period. Same as luxury preference persons 96.6% of them intend to buy the products while, 

51.9% of non-luxury preference persons will not buy the luxury fashion products next year. 

In addtion, the 54% of young Thai women intend to re-purchase the same brand of luxury 

fashion products. Same as luxury preference persons, they intend to re-purchase the same brand 

of luxury products 72.4% while, 51.9% of non-luxury preference persons will not re-purchase 

the same brands.  
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In conclusion, almost all of the demographic variables have relationships with luxury 

purchasing behaviour. Only living location have no impact of this behaviour.  Those who are 

luxury preference persons tend to have higher pocket money, spend higher amount of money for 

luxury fashion products, come from richer family and have higher frequency and intention in 

buying luxury fashion products than those who are non-luxury preference persons. 

Table 4.2: The Frequency and Percentage of Meaning Perceived on Luxury Products 

by Luxury Preference Persons 

 

 

 

 

 

The table 4.2 show the overall of the respondents perceived the luxury products as great 

comfort and extravagant items (29.1%) follows by expensive and unnecessary Item, but desire 

(26.2%) and 23 % from best quality items. 

 For luxury preference persons, there is some different for the sequence as the 

highest percentage still be great comfort and extravagant items (37.9%), best quality items 

(24.1%) and very selective and exclusive items (20.7%). 

 For non-luxury preference person, expensive and unnecessary item has the highest 

percent (37%) followed by great comfort and extravagant items (29.6%). 

 As the results, it is obvious that there are different on behaviour between preference 

and non-luxury preference fashion products. 

Table 4.3: The Frequency & Percentage of Favourite Luxury Fashion Products by 

Luxury Preference Persons 
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 The Table 4.3 shows that the overall respondents prefer to buy bag (92.2%) and 

shoes (26.2%) as the top favorite luxury fashion products. 

 Obviously, belt is purchased by luxury preference persons (20.7%) while non-

luxury preference persons do not prefer it. 

 As the overall, there are 3 main products that customers usually purchase which are 

bags, shoes and belt (luxury preference persons). 

Table 4.4: The Frequency and Percentage of Favourite Luxury Fashion Brands by 

Luxury Preference Persons 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 According to Table 4.4, there are top 10 favourite brands in Thai female students‟ 

mind as the followings; Louis Vuitton (54%), Chanel (52%), Gucci (47%), Paul Smith (27%), 

Burberry (22%), Christian Dior (21%), Hermes (19%), Prada (18%), Balenciaga (18%) and Yves 

Saint Laurant (15%).  

 The top 5 of favourite luxury fashion brands for luxury preference persons are 

Chanel (65.5%), Louis Vuitton (58.6%), Gucci (41.4%), Hermes (31%) and Balenciaga (27.6%). 
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While, top 5 brands of non-luxury preference persons mostly purchase are Gucci (63%), Channel 

(55.6%), Louis Vuitton (48.1%), Christian Dior (33.3%) and Paul Smith/Prada (22.2%). 

 As the overall, there are some differences in preferable luxury fashion brands 

between luxury preference persons and non-luxury preference persons. However, the top 3 

brands in Thai female students‟ mind are still Chanel, Gucci & Louis Vuitton. 

Table 4.5: The Frequency and Percentage of Favourite Luxury Fashion Brands by 

Re-Purchase the Same Brand 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Table 4.5 implied that there are comparable amount of people who favor Louis 

Vuitton (52.8%, 58.1%), Channel (54.7%, 53.5%) or Gucci (45.3%, 53.5%) that tend to re-

purchase the same brand as well as to switch the brand. While, people who prefer Dolce & 

Gabbana (listed in others), Yves Saint Laurant and Balenciaga tend to re-purchase the same 

brand. In the opposite, most people who like Miu Miu and Kenzo (listed in others) tend to switch 

the brand. This result can relate with the product quality, product satisfaction and after sale 

services which later lead to brand re-purchasing. 
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 As the overall, there are some differences in re-purchase luxury fashion brands 

between luxury preference persons and non-luxury preference persons. However, the top 3 

brands in Thai female students‟ mind are still Chanel, Gucci and Louis Vuitton.  

4.2 Hypotheses Testing 

 Since the questionnaire has many types of answer like checklists, categories, and 

ranking, likert scale answers, the authors have to use many formulas for the hypotheses testing as 

the following: 

 Chi-square Test is a statistical test for comparing the observed data for the 

hypotheses. Normally, the chi-square test measures null hypothesis. The purpose is to find out 

that there is no significant difference between the expected and observed data result (Chi-Square, 

n.d. ).    

 Analysis of Variance Test (ANOVA) is to test and find differences in means in 

groups or in variables. The null hypothesis which does not have differences between means will 

be rejected and the other hypothesis that the means are different from each other will be accepted 

(Statsoft, 2010).   

 T Test is the most used statistical test. It is easy to adapt to a broad range of 

situations. Mostly, the scientific research always examines the nature two variables at a time to 

check whether two variables are related to each other or whether associate with the different 

levels of the other (Richard Lowry, 2010).  

 Pearson Correlation Test is the test between two variables that shows the degree to 

which the variables are related. The most common measure of correlation term is the Pearson 

Product Moment Correlation or Pearson's correlation in short (HyperStat, n.d.).  

 LSD or Least Significant Difference test is a two-step test and coordinate between 

ANOVA and T test. First of all, the ANOVA test will be performed. If it has been significant at 

ALPHA level, after that all pairwise t-tests will be carried out, each at level ALPHA. But it will 

be terminate if the F test has not been significant (Pairwise, n.d.).    

  The Bonferroni multiple comparison test  is easy to apply and can be used for any 

set of comparisons. In general, it is so conservative and does not have enough power to detect 

significant differences. It is used to calculate together with LSD in order to compare between two 

variables. However, only LSD result will be used to analysed. (Pairwise, n.d.)   
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Hypothesis 1: There are relationship between significant factors on luxury fashion products & 

purchasing intension. 

Statistical Method: Chi-square Test 

In order to gain the truthful results, the authors obtain Chi-Square Test to prove the 

accuracy and reliability of the results. The test signifies whether being a luxury preference 

person has some connections with other variables such as education, monthly allowance, amount 

of money spend each time on purchasing a luxury fashion product, parents‟ income, living location, 

frequency of luxury fashion product purchasing, intention to buy the products in the next year 

period, and intention to re-purchase the same brand. The results are summarized in the table 4.7 

below; 

Table 4.6: The Chi-Square Test Between Significant Factors on Luxury Fashion 

Products and Purchasing Intension  

 

As Table 4.6, the results from Chi-square test between significant factors towards 

purchasing intension of young Thai women customers. The significant level is 0.05 will be 

compared with Asymp.Sig (2-sided) in the table above. The results show that there are 4 factors 

having values less than 0.05 which are Spending on Luxury Fashion Products (0.000), Frequency 

of Purchasing Global Luxury Products (0.000), Intend to buy Luxury Products next year (0.000) 

and re-purchase the same brand next time (0.011). It can be concluded that these 4 factors are 

significant related with purchasing intension of young Thai women on global luxury fashion 

products. On the other hands, educational level, monthly income, parents‟ monthly income and 

living location can be rejected from the analysis. 

 



THE EXPLORATORY STUDY IN THAILAND’S YOUNG WOMEN: CONSUMER BEHAVIOR TOWARD PURCHASING LUXURY FASHION BRANDS 

By Kamolwan T. (kti09001) and Wiwatchai J. (wji09001) 

                         MÄLARDALEN UNIVERSITY MASTER THESIS 2010                                                       23 

 

Hypothesis 2: At least one pair of spending on luxury fashion products towards purchasing 

intension is difference. 

Statistical Method: Analysis of Variance Test (ANOVA) 

Table 4.7: The Anova Test Between Spending on Luxury Fashion Products and 

Purchasing Intension 

 

 

 

 

As Table 4.7, the result of ANOVA test between spending on luxury fashion products 

versus purchasing intension of Thais‟ women customers. The results is Sig-value = 0.086 > 0.05 

level of significance. It can be concluded that different levels of spending on luxury fashion 

product of young Thai women customers towards purchasing intension are not differences.  

 

Hypothesis 3: At least one pair of frequency of purchasing global luxury fashion products 

towards purchasing intension is difference. 

Statistical Method: Analysis of Variance Test (ANOVA) 

Table 4.8: The Anova Test Between Frequency of Purchasing Global Luxury Fashion 

Products and Purchasing Intension  

 

 

As Table 4.8, the result of ANOVA test between the frequency of purchasing on 

global luxury fashion products versus purchasing intension of young Thai women customers. 

The results is Sig-value = 0.272 > 0.05 level of significance. It can be concluded that difference 

levels of frequency of purchasing global luxury fashion product of Thais‟ women customers are 

not different.  
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Hypothesis 4: There is different between Intend to buy luxury fashion products next year and 

purchasing intension 

Statistical Method: T-Test 

Table 4.9: The T-Test Test Between Intend to Buy Luxury Fashion Products Next 

Year and Purchasing Intension 

 

 

 

According to Table 4.9, the outcome from t-test between to intend to buy luxury fashion 

products next year & purchasing intension of young Thai women customers shown that Sig.(2-

tailed) Equal variance assume = 0.000 < 0.05 level of significance. It can be concluded that there 

are differences between to intend to buy luxury fashion products next year & purchasing 

intension of young Thai women customers.  It means that the behavior and attitude of young 

Thai women who intend to buy luxury fashion products & who do not want to buy luxury 

fashion products are differences while the behavior and attitude of customers who intend to buy 

luxury fashion products next year towards luxury products is better (intend to buy = 2.899 > not 

intend to buy = 2.453). 

 

Hypothesis 5: At least one pair of re-purchase the same brand next time towards purchasing 

intension is difference 

Statistical Method: Analysis of Variance Test (ANOVA) 

Table 4.10: The Anova Test Between Re-Purchase The Same Brand Next Time and 

Purchasing Intension 
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As Table 4.10 above, the result of ANOVA test between re-purchase the same brand next time 

on global luxury fashion products versus purchasing intension of Thais‟ women customers. The 

results is Sig-value = 0.335 > 0.05 level of significance. It can be concluded that different groups 

of customer who will re-purchase the same brand on luxury fashion products towards purchasing 

intension are not differences.  

Hypothesis 6:  

Statistical Method: Analysis of Variance Test (ANOVA), Multiple Comparisons-LSD, Bonferroni 

Table 4.11: The Anova Test Between Luxury Fashion Products Preference Person 

and Purchasing Intension 

  

Table 4.12: The Multiple Comparisons Between Luxury Fashion Products Preference 

Person and Purchasing Intension 

 

According to Table 4.11, the output from ANOVA between luxury fashion products 

preference Person & purchasing intension of Thais‟ women customers shown that Sig-value = 
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0.000 < 0.05 level of significance. It can be concluded that at least one paired among luxury 

preference person (yes, no and not sure) towards purchasing intensions are differences. 

 The result from Table 4.12, the multiple comparisons (LSD & Bonferroni) between 

luxury fashion products preference person & purchasing intension illustrated that there are 

differences between customers who are luxury fashion product persons and not preferable person 

while also different from not sure preferable persons. Furthermore, customers who are not prefer 

luxury fashion products‟ behaviour & attitude are not differences. Therefore, it can be separated 

main Thai women customers on luxury fashion products into 2 groups which are luxury 

preference person and non-luxury preferable person and not sure whether they are preference 

luxury preference person. 

 

Hypothesis 7: There are different between personal values & social recognition towards 

purchasing intension. 

Statistical Method: Pearson Correlations Test 

Table 4.13: The Pearson Correlations Test Between Personal Values and Social 

Recognition Towards Purchasing Intension 

 

 

 

 

 

 

 

 

 

 

 

 

Overall Customers 

Luxury Preference Persons Non-Luxury Preference Person 
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According to Table 4.13, it shows the correlation coefficient of the two main indicators 

of purchasing intension of young Thai women on luxury fashion products. Personal Values have 

significant relationship with Personal Intension 76.8% from the overall while highest on luxury 

preference person 78.4% which higher than non-luxury preference person (73.9%). For Social 

recognition, there is significant effect on Personal intension, 96.1% from the overall. Not 

different from luxury preference person 96.1% while non-luxury preference person has 

relationship 94.5%. As the overall, it can be concluded that there are strong relationship between 

purchasing intension versus Personal values & Social recognitions on young Thai women 

customers on global luxury fashion products. 

Hypothesis 8: There are relationship between personal values & social recognition’s factors 

towards purchasing intension. 

Statistical Method: Pearson Correlations Test 

Table 4.14: The Pearson Correlations Test Between Personal Values and Social 

Recognition’s Factors Towards Purchasing Intension  

Luxury Preference Persons 
Non-Luxury Preference Person 
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According to Table 4.14, it shows the correlation coefficient of 6 indicators on 

purchasing intension of young Thai women on luxury fashion products.  - Ethnocentrism has no 

relationship with personal purchasing intension for the overall as no relationship on luxury 

preference person but there is a significant relationship in non-luxury preference person, 21.5%.  

- Materialism has moderate relationship with personal intension for the overall (56.7%). While 

this indicator can be affected on purchasing intension for luxury preference persons 65.6% and 

non-luxury preference persons 41.8%. 

- The Need for Uniqueness has moderate-low relationship with personal intension for the 

overall (45.6%). While both of luxury preference persons and non-luxury preference persons 

have relationship in just around 38%. 

Overall Customers 

Luxury Preference Persons Non-Luxury Preference Persons 
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- Conformity has strongly effect on personal intension for the overall (65%). While luxury 

preference persons have relationship in 75.7% which is higher than non-luxury preference 

persons (49.9%). 

- Vanity has moderate relationship with personal intension for the overall (60%). While this 

indicator can be affected on purchasing intension for luxury preference persons and non-luxury 

preference persons are not different. 

- Social Status is the highest relationship with personal Intension for the overall (96.1%) same as 

luxury preference persons and non-luxury preference persons. 

Hypothesis 9: There are differences between personal values & social recognition and types of 

luxury preference persons. 

Statistical Method: T-Test 

Table 4.15: The T- Test Between Personal Values and Social Recognition and Types 

of Luxury Preference Persons 
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FIGURE 4.1: LINE CHART BETWEEN PERSONAL VALUES & SOCIAL RECOGNITION AND 

TYPES OF LUXURY PREFERENCE PERSONS 

According to Table 4.15, the outcome from t-test between personal values & social 

recognition and types of luxury preference person (preferable & non-preferable persons) shows 

that Sig.(2-tailed) Equal variance assume = 0.000 < 0.05 level of significance. It can be 

concluded that there are differences between preference & non- preference persons on these 2 

factors. 

As Figure 4.1, luxury preference person has behavior & attitude better than non-

preference person on both personal values & social recognition towards purchasing intension on 

global luxury fashion products. However, social recognition scores lower than the average of 

overall customers. 
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Hypothesis 10: There are differences between personal values & social recognition’s factors 

and types of luxury preference persons. 

Statistical Method: T-Test 

Table 4.16: The T- Test Between Personal Values and Social Recognition’s Factors 

and Types Of Luxury Preference Persons 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 4.2: LINE CHART BETWEEN PERSONAL VALUES & SOCIAL RECOGNITION’S 

FACTORS AND TYPES OF LUXURY PREFERENCE PERSONS 



THE EXPLORATORY STUDY IN THAILAND’S YOUNG WOMEN: CONSUMER BEHAVIOR TOWARD PURCHASING LUXURY FASHION BRANDS 

By Kamolwan T. (kti09001) and Wiwatchai J. (wji09001) 

                         MÄLARDALEN UNIVERSITY MASTER THESIS 2010                                                       32 

 

The outcome from t-test between personal values & social recognition‟s factors and types 

of luxury preference person (preference & non-preference persons) shows that Sig.(2-tailed) 

Equal variance assume = 0.000 < 0.05 level of significance. It can be concluded that there are 

differences between preference & non-preference persons on these 6 indicators. 

As Table 4.16 and Figure 4.2, there are 5 indicators that luxury preference person has 

behavior and attitude better than non-luxury preference person on purchasing intension on global 

luxury fashion products which are materialism, the need for uniqueness, conformity & social 

status. The highest scores are conformity & vanity but the social status has scores lower the 

overall scores. In addition, ethnocentrism is the only one indicator that non-luxury preference 

person has higher scores than preference person. Furthermore, it has scores over the average 

scores.  

As the overall, there are differences on all indicators between preference & non-

preference persons on luxury fashion product especially, conformity, vanity, the need for 

uniqueness ,and materialism while ethnocentrism is different from other indicators. 

 

 

FIGURE 4.3: VARIABLE RELATIONSHIPS ANALYSIS 

 As figure 4.3, it is the analysis between the statistical result from the questionnaire 

survey, including all above hypotheses testings, and the conceptual framework.  
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 The significant relationships between personal values and purchasing intentions 

toward luxury fashion brands of Thai female students shows that purchasing luxury fashion 

brands can express their values. The results show that materialism, the need for uniqueness, 

conformity, and vanity have strong significant values showing that these factors are very 

influencial toward Thai female students‟ luxury brands purchasing intentions. In another word, 

these factors are positive in luxury products purchasing intentions. However, the consumer 

ethnocentrism is obviously not related with purchasing intentions which means Thai female 

students always think that purchasing luxury fashion brands from foreign countries is better and 

worth it. There are a few negative impact of importing foreign luxury products. This forces the 

increasing demands for such luxury fashion brands in Thailand. In addition, the result also 

reveals that the personal values of Thai female students‟ purchasing intentions toward luxury 

fashion brands is match with how they perceive the meaning of luxury term. Mostly people 

perceive that luxury mean Great Comfort and Extravagant items. This analysis already include 

both luxury preference person and non-luxury preference person.  

 The relationship between social recognitions and purchasing intentions toward 

luxury fashion brands of Thai female students which the social status is a variable shows strong 

significant value. It means that Thai female student persue to purchase luxury fashion brands to 

symbolize their status. Both luxury preference person and non-luxury preference person of Thai 

female students consume luxury products just for the face reason or just to show the wealthy and 

affordability. This is so beneficial for all luxury brand marketers to promote the brands easily by 

using the appropriate marketing communication strategies.   

 The result on demographics provide the profile and status of Thai female students 

who has high potential to be the marketing target for luxury fashion brands. The spending and 

frequency purchasing have significant values with purchasing intentions toward luxury fashion 

brands. Both luxury preference person and non-luxury preference person mostly prefer to 

purchase luxury fashion brands more than one time in a year and also occasionally repurchase 

the same brand. The top three most popular brands in Thailand, as mentioned in figure 4.11 and 

4.12, which are Louis Vuitton, Chanel, and Gucci. They are still consistent in terms of the 

popularity.  

 However, according to the result in the above figure, the education level, pocket 

money, and living location do not have relationship and effect with Thai female students‟ 

purchasing intentions toward luxury fashion brands. It means they will continue to persue 

purchasing luxury fashion brands regardless the mentioned variables. The luxury fashion brands 

consumptions will coutinuously grow as long as Thai female students are satisfied and need to 

show off. These can suggest all luxury brand marketers what aspect to consider in setting 

marketing strategies and convincing Thai female students to purchase their luxury brands.  
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5. Conclusions and Recommendations 

This exploratory research is beneficial to luxury fashion brand marketers in the part 

of getting to know their target consumers. The information gained from this research is truly the 

characteristic of upper class female students in Bangkok, Thailand. 

In conclusion, there is a big difference of behaviour between luxury preference 

persons and non-luxury preference persons especially in demographic. There are many factors 

which impact on the luxury fashion products purchasing behavior. Moreover, luxury brand 

marketer should focus on these factors in order to be successful in the market.  

Based on the demographic information, there are two indicators which are 

significant towards luxury fashion brands purchasing intentions of young Thai women; amount 

of money spent on luxury fashion products and frequency of purchasing luxury fashion products. 

For other indicators, such as education level, monthly pocket-money, parents’ income and living 

location, are not suitable to apply in marketing strategies in Thailand towards luxury fashion 

products. In other words, these indicators have no relationships and effect with purchasing 

intentions on Thai female students. For luxury preference persons, they usually purchase luxury 

fashion products every 3 months. Therefore, luxury brand marketers should arrange promotion 

period every 3 months in order to encourage more sale volume. On the other hand, non-luxury 

preference persons purchase the product once a year with less amount of money spent each time. 

This results lean toward supporting brand extension. A sub-brand has an ability in presenting the 

main brand image while the price can be set lower. Examples for sub-brands are Marc by Marc 

Jacobs and See by Chole. Another recommendation should be given is an annual grand 

promotion campaign to attract those customers who tend to purchase the product once a year. In 

addition, bags, shoes and belts seem to be very popular among female students in Bangkok, 

luxury brand marketers can find promotions and/or customer activities relating to these products.                                           

 Social status is significantly the indicator of social recognition variable towards 

luxury fashion brands purchasing intentions of young Thai women. There is a strongly level of 

relationship on Thai female students on luxury fashion products in both luxury preference 

persons and non-luxury preference persons. Luxury brand marketers should aim to build brand 

image incorporate its brand with prestigious and distinctive image and style. These would ensure 

the wearers acquisitions of luxury brands. Therefore, marketing communication should be 

focusing on propagation of brand symbol. Consumers who purchase luxury fashion brands want 

to be recognized. If the brand can fulfill this need, it acquire a chance to be successful.  

 Personal Values’ indicators can be utilized on Thai female students as the 

followings; materialism, conformity, vanity which strong levels of significant except 

ethnocentrism. However, the need for uniqueness only have moderate to low impact on 

purchasing intension, where Ethnocentrism has  no relationship and effect with the luxury 
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fashion product in Thailand.  The results indicate that Thai female students buy the products 

which symbolize them. Therefore, marketing communication should contemplate on advertising 

brand symbols of wealth and high class. This marketing strategy will rise social pressure, 

material interest and vanity on luxury fashion product purchasers who pursue for these symbols. 

 The factors surrounding have to be included in the marketing strategy by 

emphasizing on Thai female students‟ luxury definition perception which is „„Great Comfort, 

Extravagant items and Best Quality items’’. From this perception, consumers expect the luxury 

fashion products to come with these conditions. Therefore, marketers should put attention these 

qualifications. When the consumers expectation match with actual performance, they will be 

satisfied, tend to re-purchase the same brand and soon become loyalty. From the results, just 

about half the the respondents tend to re-purchase the same brand. This probably means that the 

expectation does not match with the actual performance. Marketers, therefore, should 

concentrate on both brand image and product quality in the order to suit with the consumers 

expectation toward luxury fashion products.  
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Appendix 1: Questionnaire form 

This research undertakes as a part of master thesis project of International Marketing program at 

the Mälardalen University. This questionnaire is aimed to use for study about luxury consumer 

behavior of young Thai women. Please be confident that all of your answers will be treated in the 

strict confidence and used only for academic purpose.  

Consumer Behavior of Luxury Fashion Brands Questionnaire 

*This questionnaire will focus only the luxury fashion products  (Ready-To-Wear / Accessories/ Bags/ Shoes) 

1. What is luxury product in your opinion? (Can choose more than 1) 

(   ) Great comfort and extravagant items 

(   ) Expensive but unnecessary items  

(   ) Best quality items 

(   ) Very selective and exclusive items 

(   ) Others (Please indentify …………………………………………………………………)  

 
Strongly 

Disagree 
Disagree 

Neither Agree 

Nor Disagree 
Agree 

Strongly 

Agree 

(2) Thai people should always buy Thai- 

made products instead of imports. 
(     ) (     ) (    ) (     ) (     ) 

(3) Only those products that are unavailable in 

Thailand should be imported. 
(     ) (     ) (     ) (     ) (     ) 

(4) I always purchase Thai products. (     ) (     ) (     ) (     ) (     ) 

(5) It is not right to purchase foreign products, 

because it puts Thais out of jobs. 
(     ) (     ) (     ) (     ) (     ) 

(6) There should be very little trading or 

purchasing of goods from other countries 

unless it is necessity. 

(     ) (     ) (     ) (     ) (     ) 

(7) Thais should not buy foreign products, 

because this affects Thais business and causes 

unemployment.  

(     ) (     ) (     ) (     ) (     ) 

(8) Restrain should be put on all import goods 

in Thailand. 
    (     ) (     ) (     ) (     ) (     ) 

(9) I have a high regard for people who have 

luxury and expensive homes, cars, and clothes.  
(     ) (     ) (     ) (     ) (     ) 

(10) I like to own things that impress people. (     ) (     ) (     ) (     ) (     ) 

(11) I frequently buy only the things I need.  (     ) (     ) (     ) (     ) (     ) 

(12) I gain much pleasure from buying things.      (     ) (     ) (     ) (     ) (     ) 

(13) I like to have my life fulfilled with 

luxury. 
(     ) (     ) (     ) (     ) (     ) 

(14) Comparing to most people I know, I put 

less weight on material things than them. 
(     ) (     ) (     ) (     ) (     ) 
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Strongly 

Disagree 
Disagree 

Neither Agree 

Nor Disagree 
Agree 

Strongly 

Agree 

(15) My life would be better, if I am able to 

own something I don‟t currently have,  
(     ) (     ) (     ) (     ) (     ) 

(16) I hardly ever purchase the latest styles 

until I ensure my friends would accept them. 
(     ) (     ) (     ) (     ) (     ) 

(17) I always buy products and brands that 

others admire. 
(     ) (     ) (     ) (     ) (     ) 

(18) I like to seek information about which 

brands and products that others impress of. 
(     ) (     ) (     ) (     ) (     ) 

(19 When purchasing the same products and 

brands that others purchase, I can feel that I 

am belonged to that group. 

(     ) (     ) (     ) (     ) (     ) 

(20) I believe that buying the same brands that 

other people buy will help me to become like 

them. 

(     ) (     ) (     ) (     ) (     ) 

(21) I usually survey what others are buying 

and using the products or brands to ensure that 

I make a right decision before I buy.  

    (     ) (     ) (     ) (     ) (     ) 

(22)  I often ask my friends or family about a 

product I like before I buy. 
(     ) (     ) (     ) (     ) (     ) 

(23) I like to buy unusual products to show 

other people that I'm different. 
(     ) (     ) (     ) (     ) (     ) 

(24) I like to communicate to others about my 

uniqueness, especially when buying 

merchandises.  

(     ) (     ) (     ) (     ) (     ) 

(25) I look to expand my personal uniqueness 

by buying special products or collections. 
(     ) (     ) (     ) (     ) (     ) 

(26) My favorite products and brands can 

greatly express my individuality. 
(     ) (     ) (     ) (     ) (     ) 

(27) I am not into products or brands that are 

widely accepted and purchased by the general 

consumers. 

(     ) (     ) (     ) (     ) (     ) 

(28)When a product I own becomes well-

known among the average population, I begin 

to stop using or use it less. 

 

(     ) (     ) (     ) (     ) (     ) 

(29) I don‟t perceive much of the products‟ 

value when they are purchased frequently by 

everyone. 

(     ) (     ) (     ) (     ) (     ) 

(30) It is important to me to look good all the 

time. 
(     ) (     ) (     ) (     ) (     ) 

(31) When I am around people, I must look 

best otherwise I would feel embarrassed.  
(     ) (     ) (     ) (     ) (     ) 

(32) I am willing to take effort to make myself 

look best. 
(     ) (     ) (     ) (     ) (     ) 
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Strongly 

Disagree 
Disagree 

Neither Agree 

Nor Disagree 
Agree 

Strongly 

Agree 

(33) People around me can see my 

attractiveness. 
(     ) (     ) (     ) (     ) (     ) 

(34) I want others to appreciate me because of 

my accomplishments. 
(     ) (     ) (     ) (     ) (     ) 

(35) Comparing to people I know, I put a lot of 

emphasize in professional success more than 

them. 

(     ) (     ) (     ) (     ) (     ) 

(36) I want others to perceive about my 

achievements. 
(     ) (     ) (     ) (     ) (     ) 

(37) When purchasing a luxury fashion 

product, I like to present it to people who are 

close to me.  

(     ) (     ) (     ) (     ) (     ) 

(38) I purchase luxury fashion brands just to 

show off that I can afford them. 
(     ) (     ) (     ) (     ) (     ) 

(39) Wealthy people always have priority in 

doing things. 
(     ) (     ) (     ) (     ) (     ) 

(40) Being in the high society group, I will be 

more recognized and admired by others. 
(     ) (     ) (     ) (     ) (     ) 

Demographic Measurement 

41. Education level 

(     ) High School 

(     ) College Degree 

(     ) Bachelor‟s degree 

(     ) Master‟s degree 

(     ) Doctorate‟s degree 

 

42.  Income level including allowance from parents and jobs earning (per month) 

(     ) Under 10,000 Baht  

(     ) 10,000 – 30,000 Baht  

(     ) 30,001 – 100,000 Baht  

(     ) Over 100,001 Baht  

 

43. Income level of your parents (per month) 

(     ) Under 40,000 Baht  

(     ) 40,001 – 60,000 Baht  

(     ) 60,001 – 80,000 Baht  

(     ) 80,000 – 100,000 Baht 

(     ) Over 100,001 Baht  
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44. Where do you live? 

    (     ) Suburb   (     ) City center 

45. Are you a luxury preference person? 

    (     ) Yes   (     ) No  (     ) Not sure 

46. How many times do you purchase global luxury product in average? 

(     ) Never 

(     ) Every month  

(     ) Every three months  

(     ) Every six months  

(     ) Every nine months 

(     ) Once a year 

47. In average, how much do you spend each time on purchasing a luxury fashion product? 

(     ) Under 10,000 Baht  

(     ) 10,000 – 30,000 Baht  

(     ) 30,001 – 100,000 Baht  

(     ) Over 100,001 Baht  
 

48. Do you intend to buy global luxury fashion products within the next year period? 

(     ) Yes (continue to question 102) 

(     ) No (end of the questionnaire)  
 

49. What is your favorite luxury fashion brand? (Can choose more than one) 

(     ) Louis Vuitton 

(     ) Chanel 

(     ) Gucci 

(     ) Prada 

(     ) Hermes 

(     ) Burberry 

(     ) Marc Jacobs 

(     ) Balenciaga 

(     ) Paul Smith 

(     ) Mulberry 

(     ) Chole 

(     ) Versace 

(     ) Yves Saint Laurant  

(     ) Fendi 

(     ) miu miu 

(     ) Jimmy Choo 

(     ) Lanvin 

(     ) Bally 
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(     ) Valentino 

(     ) Dolce & Gabbana 

(     ) Christian Dior 

(     ) Celine 

(     ) Loewe 

(     ) Emilio Pucci 

(     ) Savatore Ferragamo 

(     ) Emporio Armani 

(     ) Aigner 

(     ) Maxmara 

(     ) Botenega Zegna 

(     ) Givenchy 

(     ) Shanghai Tang 

(     ) Kenzo 

(     ) Tod‟s 

(     ) Marni 

(     ) Others (Please indentify …………………………………………………………………) 

50. What kind of product do you intend to buy (Can choose more than one) 

(     ) Belt 

(     ) Shirt 

(     ) Pants 

(     ) Bag 

(     ) Shoes 

(     ) Others (Please indentify …………………………………………………………………) 

  

51. What influent you to buy luxury fashion products? 

 

(     ) Friends 

(     ) Family 

(     ) Celebrities and stars 

(     ) Myself 

(     ) Advertising 

(     ) Others (Please indentify …………………………………………………………………) 

52. Will you intend to purchase the same brand that you have previously purchased? 

(     ) Yes  

(     ) No  

(     ) Maybe 
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Appendix 2: SPSS output 

Reliability Test 

****** Method 1 (space saver) will be used for this analysis ****** 

_ 

 

R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

 

 

 

Reliability Coefficients 

 

N of Cases =    206.0                    N of Items =  7 

 

Alpha =    .7564 

 

 

Validity Test 

 KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.799 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 247.019 

df 15 

Sig. .000 



THE EXPLORATORY STUDY IN THAILAND’S YOUNG WOMEN: CONSUMER BEHAVIOR TOWARD PURCHASING LUXURY FASHION BRANDS 

By Kamolwan T. (kti09001) and Wiwatchai J. (wji09001) 

                         MÄLARDALEN UNIVERSITY MASTER THESIS 2010                                                       46 

 

Q. 45. Are you a luxury preference person? Comparing with  Q.1. What is luxury product in your opinion? 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Row % Count Row % Count Row % Count Row % 

Meaning Perceived on 

Luxury Product 

Great comfort and 

extravagants items 
22 36.7% 16 26.7% 22 36.7% 60 100.0% 

Expensive and unnecessary 

item, but desire 
10 18.5% 20 37.0% 24 44.4% 54 100.0% 

Best quality items 14 29.2% 8 16.7% 26 54.2% 48 100.0% 

Very selective and exclusive 

items 
12 30.0% 10 25.0% 18 45.0% 40 100.0% 

Others         4 100.0% 4 100.0% 

Total 58 28.2% 54 26.2% 94 45.6% 206 100.0% 

 

 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Col % Count Col % Count Col % Count Col % 

Meaning Perceived on 

Luxury Product 

Great comfort and 

extravagants items 
22 37.9% 16 29.6% 22 23.4% 60 29.1% 

Expensive and unnecessary 

item, but desire 
10 17.2% 20 37.0% 24 25.5% 54 26.2% 

Best quality items 14 24.1% 8 14.8% 26 27.7% 48 23.3% 

Very selective and 

exclusive items 
12 20.7% 10 18.5% 18 19.1% 40 19.4% 

Others         4 4.3% 4 1.9% 

Total 58 100.0% 54 100.0% 94 100.0% 206 100.0% 
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Q. 45. Are you a luxury preference person? Comparing with Q. 41. Education level, Q. 42.  Income level including allowance from 

parents and jobs earning (per month), Q. 43. Income level you’re your parents (per month), Q. 44. Where do you live?, Q. 46. How many 

times do you purchase global luxury product in average?, Q. 47. In average, how much do you spend each time on purchasing a luxury 

fashion product?, Q.48. Do you intend to buy global luxury fashion products within the next year period? and Q. 52. Will you continue to 

purchase the same brand that you have previously purchased? 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Row % Count Row % Count Row % Count Row % 

Education Level 
Bachelor Degree 26 24.1% 26 24.1% 56 51.9% 108 100.0% 

Master Degree 32 32.7% 28 28.6% 38 38.8% 98 100.0% 

Monthly Income 

Under 10,000 Baht 2 12.5% 6 37.5% 8 50.0% 16 100.0% 

10,000 - 30,000 Baht 30 25.0% 30 25.0% 60 50.0% 120 100.0% 

30,001 - 100,000 Baht 26 37.1% 18 25.7% 26 37.1% 70 100.0% 

Spending on Luxury 

Fashion Products 

Under 10,000 Baht 6 7.9% 32 42.1% 38 50.0% 76 100.0% 

10,000 - 30,000 Baht 36 34.0% 18 17.0% 52 49.1% 106 100.0% 

30,001 - 100,000 Baht 16 66.7% 4 16.7% 4 16.7% 24 100.0% 

Parent Monthly Income 

Under 40,000 Baht 2 16.7% 6 50.0% 4 33.3% 12 100.0% 

40,001 - 100,000 Baht 18 23.1% 26 33.3% 34 43.6% 78 100.0% 

Over 100,000 Baht 38 32.8% 22 19.0% 56 48.3% 116 100.0% 

Living Location 
Central Bangkok 40 29.9% 34 25.4% 60 44.8% 134 100.0% 

Suburb Bangkok 18 25.0% 20 27.8% 34 47.2% 72 100.0% 

Frequency of Purchasing 

Global Luxury Products 

Once a month 6 42.9%     8 57.1% 14 100.0% 

Every 3 month 24 41.4% 12 20.7% 22 37.9% 58 100.0% 

Every 6 month 18 33.3% 6 11.1% 30 55.6% 54 100.0% 

Once a year 10 12.5% 36 45.0% 34 42.5% 80 100.0% 

Intend to buy Luxury 

Fashion Products Next 

Year 

Yes 56 35.9% 26 16.7% 74 47.4% 156 100.0% 

No 2 4.0% 28 56.0% 20 40.0% 50 100.0% 

Re-purchase the same 

brand 

Yes 42 37.5% 24 21.4% 46 41.1% 112 100.0% 

No 16 18.6% 28 32.6% 42 48.8% 86 100.0% 

Maybe     2 25.0% 6 75.0% 8 100.0% 
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Total 58 28.2% 54 26.2% 94 45.6% 206 100.0% 

 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Col % Count Col % Count Col % Count Col % 

Education Level 
Bachelor Degree 26 44.8% 26 48.1% 56 59.6% 108 52.4% 

Master Degree 32 55.2% 28 51.9% 38 40.4% 98 47.6% 

Monthly Income 

Under 10,000 Baht 2 3.4% 6 11.1% 8 8.5% 16 7.8% 

10,000 - 30,000 Baht 30 51.7% 30 55.6% 60 63.8% 120 58.3% 

30,001 - 100,000 Baht 26 44.8% 18 33.3% 26 27.7% 70 34.0% 

Spending on Luxury 

Fashion Products 

Under 10,000 Baht 6 10.3% 32 59.3% 38 40.4% 76 36.9% 

10,000 - 30,000 Baht 36 62.1% 18 33.3% 52 55.3% 106 51.5% 

30,001 - 100,000 Baht 16 27.6% 4 7.4% 4 4.3% 24 11.7% 

Parent Monthly Income 

Under 40,000 Baht 2 3.4% 6 11.1% 4 4.3% 12 5.8% 

40,001 - 100,000 Baht 18 31.0% 26 48.1% 34 36.2% 78 37.9% 

Over 100,000 Baht 38 65.5% 22 40.7% 56 59.6% 116 56.3% 

Living Location 
Central Bangkok 40 69.0% 34 63.0% 60 63.8% 134 65.0% 

Suburb Bangkok 18 31.0% 20 37.0% 34 36.2% 72 35.0% 

Frequency of Purchasing 

Global Luxury Products 

Once a month 6 10.3%     8 8.5% 14 6.8% 

Every 3 month 24 41.4% 12 22.2% 22 23.4% 58 28.2% 

Every 6 month 18 31.0% 6 11.1% 30 31.9% 54 26.2% 

Once a year 10 17.2% 36 66.7% 34 36.2% 80 38.8% 

Intend to buy Luxury 

Fashion Products Next 

Year 

Yes 56 96.6% 26 48.1% 74 78.7% 156 75.7% 

No 2 3.4% 28 51.9% 20 21.3% 50 24.3% 

Re-purchase the same 

brand 

Yes 42 72.4% 24 44.4% 46 48.9% 112 54.4% 

No 16 27.6% 28 51.9% 42 44.7% 86 41.7% 

Maybe     2 3.7% 6 6.4% 8 3.9% 

Total 58 100.0% 54 100.0% 94 100.0% 206 100.0% 
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Q. 45. Are you a luxury preference person? Comparing with Q. 50. What kind of product do you intend to buy? 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Row % Col % Count Row % Col % Count Row % Col % Count Row % Col % 

Favourite 

Luxury 

Fashion 

Products 

Bags 56 29.5% 96.6% 50 26.3% 92.6% 84 44.2% 89.4% 190 100.0% 92.2% 

Shirts 8 28.6% 13.8% 10 35.7% 18.5% 10 35.7% 10.6% 28 100.0% 13.6% 

Pants             8 100.0% 8.5% 8 100.0% 3.9% 

Shoes 22 40.7% 37.9% 12 22.2% 22.2% 20 37.0% 21.3% 54 100.0% 26.2% 

Belts 12 75.0% 20.7%       4 25.0% 4.3% 16 100.0% 7.8% 

Others 6 33.3% 10.3% 2 11.1% 3.7% 10 55.6% 10.6% 18 100.0% 8.7% 

Total 58 28.2% 100.0% 54 26.2% 100.0% 94 45.6% 100.0% 206 100.0% 100.0% 

 

 

Q. 45. Are you a luxury preference person? Comparing with  Q. 51. What influent you to buy luxury fashion products? 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Row % Count Row % Count Row % Count Row % 

Buying 

Influencer 

Friends 16 42.1% 10 26.3% 12 31.6% 38 100.0% 

Family 2 50.0% 2 50.0%     4 100.0% 

Celebrities and 

Stars 
4 50.0% 2 25.0% 2 25.0% 8 100.0% 

Myself 32 24.6% 28 21.5% 70 53.8% 130 100.0% 

Advertisements 4 28.6% 4 28.6% 6 42.9% 14 100.0% 

Others     8 66.7% 4 33.3% 12 100.0% 

Total 58 28.2% 54 26.2% 94 45.6% 206 100.0% 
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Luxury Preference Person Total 

Yes No Not Sure 

Count Col % Count Col % Count Col % Count Col % 

Buying 

Influencer 

Friends 16 27.6% 10 18.5% 12 12.8% 38 18.4% 

Family 2 3.4% 2 3.7%     4 1.9% 

Celebrities and 

Stars 
4 6.9% 2 3.7% 2 2.1% 8 3.9% 

Myself 32 55.2% 28 51.9% 70 74.5% 130 63.1% 

Advertisements 4 6.9% 4 7.4% 6 6.4% 14 6.8% 

Others     8 14.8% 4 4.3% 12 5.8% 

Total 58 100.0% 54 100.0% 94 100.0% 206 100.0% 

 

Q. 44. Where do you live? Comparing with  Q. 41. Education level, Q. 42.  Income level including allowance from parents and jobs 

earning (per month), Q. 43. Income level you’re your parents (per month)? and Q. 47. In average, how much do you spend each time on 

purchasing a luxury fashion product? 

 

Living Location Total 

Central Bangkok Suburb Bangkok 

Count Row % Col % Count Row % Col % Count Row % Col % 

Education Level 
Bachelor Degree 72 66.7% 53.7% 36 33.3% 50.0% 108 100.0% 52.4% 

Master Degree 62 63.3% 46.3% 36 36.7% 50.0% 98 100.0% 47.6% 

Monthly Income 

Under 10,000 Baht 10 62.5% 7.5% 6 37.5% 8.3% 16 100.0% 7.8% 

10,000 - 30,000 

Baht 
80 66.7% 59.7% 40 33.3% 55.6% 120 100.0% 58.3% 

30,001 - 100,000 

Baht 
44 62.9% 32.8% 26 37.1% 36.1% 70 100.0% 34.0% 

Spending on Luxury 

Fashion Products 

Under 10,000 Baht 54 71.1% 40.3% 22 28.9% 30.6% 76 100.0% 36.9% 

10,000 - 30,000 

Baht 
62 58.5% 46.3% 44 41.5% 61.1% 106 100.0% 51.5% 

30,001 - 100,000 

Baht 
18 75.0% 13.4% 6 25.0% 8.3% 24 100.0% 11.7% 

Parent Monthly Under 40,000 Baht 8 66.7% 6.0% 4 33.3% 5.6% 12 100.0% 5.8% 
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Income 40,001 - 100,000 

Baht 
48 61.5% 35.8% 30 38.5% 41.7% 78 100.0% 37.9% 

Over 100,000 Baht 78 67.2% 58.2% 38 32.8% 52.8% 116 100.0% 56.3% 

Total 134 65.0% 100.0% 72 35.0% 100.0% 206 100.0% 100.0% 

 

Q. 44. Where do you live? Comparing with  Q. 50. What kind of product do you intend to buy? 

 

Living Location Total 

Central Bangkok Suburb Bangkok 

Count Row % Col % Count Row % Col % Count Row % Col % 

Favourite 

Luxury 

Fashion 

Products 

Bags 128 67.4% 95.5% 62 32.6% 86.1% 190 100.0% 92.2% 

Shirts 22 78.6% 16.4% 6 21.4% 8.3% 28 100.0% 13.6% 

Pants 6 75.0% 4.5% 2 25.0% 2.8% 8 100.0% 3.9% 

Shoe 34 63.0% 25.4% 20 37.0% 27.8% 54 100.0% 26.2% 

Belt 12 75.0% 9.0% 4 25.0% 5.6% 16 100.0% 7.8% 

Others 6 33.3% 4.5% 12 66.7% 16.7% 18 100.0% 8.7% 

Total 134 65.0% 100.0% 72 35.0% 100.0% 206 100.0% 100.0% 
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45. Are you a luxury preference person? Comparing with Q. 49. What is your favorite luxury fashion brand? 

 

Luxury Preference Person Total 

Yes No Not Sure 

Count Row % Count Row % Count Row % Count Row % 

Favourite Luxury 

Fashion Brands 

Louis Vuitton 34 31.5% 26 24.1% 48 44.4% 108 100.0% 

Chanel 38 36.5% 30 28.8% 36 34.6% 104 100.0% 

Gucci 24 25.5% 34 36.2% 36 38.3% 94 100.0% 

Prada 10 27.8% 12 33.3% 14 38.9% 36 100.0% 

Hermes 18 47.4% 4 10.5% 16 42.1% 38 100.0% 

Burberry 10 22.7% 6 13.6% 28 63.6% 44 100.0% 

Marc Jacobs 6 21.4% 8 28.6% 14 50.0% 28 100.0% 

Balenciaga 16 44.4% 6 16.7% 14 38.9% 36 100.0% 

Paul Smith 12 22.2% 12 22.2% 30 55.6% 54 100.0% 

Mulberry 6 50.0%     6 50.0% 12 100.0% 

Chole 4 20.0% 8 40.0% 8 40.0% 20 100.0% 

Yves Saint 

Laurant 
14 46.7% 2 6.7% 14 46.7% 30 100.0% 

Fendi 4 20.0% 8 40.0% 8 40.0% 20 100.0% 

miu miu 6 37.5%     10 62.5% 16 100.0% 

Jimmy Choo 8 50.0% 4 25.0% 4 25.0% 16 100.0% 

Lanvin 4 33.3% 2 16.7% 6 50.0% 12 100.0% 

Valentino 2 20.0% 2 20.0% 6 60.0% 10 100.0% 

Dolce & 

Gabbana 
6 60.0% 2 20.0% 2 20.0% 10 100.0% 

Christian Dior 10 23.8% 18 42.9% 14 33.3% 42 100.0% 

Salvatore 

Ferragamo 
    2 20.0% 8 80.0% 10 100.0% 

Emporio Armani         4 100.0% 4 100.0% 

Kenzo 2 33.3% 4 66.7%     6 100.0% 

Others 8 19.0% 10 23.8% 24 57.1% 42 100.0% 

Total 58 29.0% 54 27.0% 88 44.0% 200 100.0% 
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Luxury Preference Person Total 

Yes No Not Sure 

Count Col % Count Col % Count Col % Count Col % 

Favourite Luxury 

Fashion Brands 

Louis Vuitton 34 58.6% 26 48.1% 48 54.5% 108 54.0% 

Chanel 38 65.5% 30 55.6% 36 40.9% 104 52.0% 

Gucci 24 41.4% 34 63.0% 36 40.9% 94 47.0% 

Prada 10 17.2% 12 22.2% 14 15.9% 36 18.0% 

Hermes 18 31.0% 4 7.4% 16 18.2% 38 19.0% 

Burberry 10 17.2% 6 11.1% 28 31.8% 44 22.0% 

Marc Jacobs 6 10.3% 8 14.8% 14 15.9% 28 14.0% 

Balenciaga 16 27.6% 6 11.1% 14 15.9% 36 18.0% 

Paul Smith 12 20.7% 12 22.2% 30 34.1% 54 27.0% 

Mulberry 6 10.3%     6 6.8% 12 6.0% 

Chole 4 6.9% 8 14.8% 8 9.1% 20 10.0% 

Yves Saint 

Laurant 
14 24.1% 2 3.7% 14 15.9% 30 15.0% 

Fendi 4 6.9% 8 14.8% 8 9.1% 20 10.0% 

miu miu 6 10.3%     10 11.4% 16 8.0% 

Jimmy Choo 8 13.8% 4 7.4% 4 4.5% 16 8.0% 

Lanvin 4 6.9% 2 3.7% 6 6.8% 12 6.0% 

Valentino 2 3.4% 2 3.7% 6 6.8% 10 5.0% 

Dolce & 

Gabbana 
6 10.3% 2 3.7% 2 2.3% 10 5.0% 

Christian Dior 10 17.2% 18 33.3% 14 15.9% 42 21.0% 

Salvatore 

Ferragamo 
    2 3.7% 8 9.1% 10 5.0% 

Emporio Armani         4 4.5% 4 2.0% 

Kenzo 2 3.4% 4 7.4%     6 3.0% 

Others 8 13.8% 10 18.5% 24 27.3% 42 21.0% 

Total 58 100.0% 54 100.0% 88 100.0% 200 100.0% 
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Q. 44. Where do you live? Comparing with Q. 49. What is your favorite luxury fashion brand? 

 

Living Location Total 

Central Bangkok Suburb Bangkok 

Count Row % Col % Count Row % Col % Count Row % Col % 

Favourite Luxury 

Fashion Brands 

Louis Vuitton 74 68.5% 56.9% 34 31.5% 48.6% 108 100.0% 54.0% 

Chanel 66 63.5% 50.8% 38 36.5% 54.3% 104 100.0% 52.0% 

Gucci 62 66.0% 47.7% 32 34.0% 45.7% 94 100.0% 47.0% 

Prada 18 50.0% 13.8% 18 50.0% 25.7% 36 100.0% 18.0% 

Hermes 24 63.2% 18.5% 14 36.8% 20.0% 38 100.0% 19.0% 

Burberry 30 68.2% 23.1% 14 31.8% 20.0% 44 100.0% 22.0% 

Marc Jacobs 18 64.3% 13.8% 10 35.7% 14.3% 28 100.0% 14.0% 

Balenciaga 26 72.2% 20.0% 10 27.8% 14.3% 36 100.0% 18.0% 

Paul Smith 38 70.4% 29.2% 16 29.6% 22.9% 54 100.0% 27.0% 

Mulberry 10 83.3% 7.7% 2 16.7% 2.9% 12 100.0% 6.0% 

Chole 10 50.0% 7.7% 10 50.0% 14.3% 20 100.0% 10.0% 

Yves Saint 

Laurant 
20 66.7% 15.4% 10 33.3% 14.3% 30 100.0% 15.0% 

Fendi 16 80.0% 12.3% 4 20.0% 5.7% 20 100.0% 10.0% 

miu miu 12 75.0% 9.2% 4 25.0% 5.7% 16 100.0% 8.0% 

Jimmy Choo 12 75.0% 9.2% 4 25.0% 5.7% 16 100.0% 8.0% 

Lanvin 10 83.3% 7.7% 2 16.7% 2.9% 12 100.0% 6.0% 

Valentino 8 80.0% 6.2% 2 20.0% 2.9% 10 100.0% 5.0% 

Dolce & 

Gabbana 
2 20.0% 1.5% 8 80.0% 11.4% 10 100.0% 5.0% 

Christian Dior 30 71.4% 23.1% 12 28.6% 17.1% 42 100.0% 21.0% 

Salvatore 

Ferragamo 
4 40.0% 3.1% 6 60.0% 8.6% 10 100.0% 5.0% 

Emporio Armani 2 50.0% 1.5% 2 50.0% 2.9% 4 100.0% 2.0% 

Kenzo 2 33.3% 1.5% 4 66.7% 5.7% 6 100.0% 3.0% 

Others 24 57.1% 18.5% 18 42.9% 25.7% 42 100.0% 21.0% 

Total 130 65.0% 100.0% 70 35.0% 100.0% 200 100.0% 100.0% 
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Q. 52. Will you continue to purchase the same brand that you have previously purchased? Comparing with Q. 49. What is your favorite 

luxury fashion brand? 

 

Re-purchase the same brand Total 

Yes No Maybe 

Count Row % Count Row % Count Row % Count Row % 

Favourite Luxury 

Fashion Brands 

Louis Vuitton 56 51.9% 50 46.3% 2 1.9% 108 100.0% 

Chanel 58 55.8% 46 44.2%     104 100.0% 

Gucci 48 51.1% 46 48.9%     94 100.0% 

Prada 18 50.0% 16 44.4% 2 5.6% 36 100.0% 

Hermes 22 57.9% 16 42.1%     38 100.0% 

Burberry 24 54.5% 20 45.5%     44 100.0% 

Marc Jacobs 16 57.1% 12 42.9%     28 100.0% 

Balenciaga 24 66.7% 10 27.8% 2 5.6% 36 100.0% 

Paul Smith 28 51.9% 24 44.4% 2 3.7% 54 100.0% 

Mulberry 8 66.7% 4 33.3%     12 100.0% 

Chole 12 60.0% 6 30.0% 2 10.0% 20 100.0% 

Yves Saint 

Laurant 
22 73.3% 8 26.7%     30 100.0% 

Fendi 14 70.0% 2 10.0% 4 20.0% 20 100.0% 

miu miu 4 25.0% 12 75.0%     16 100.0% 

Jimmy Choo 8 50.0% 8 50.0%     16 100.0% 

Lanvin 8 66.7% 2 16.7% 2 16.7% 12 100.0% 

Valentino 4 40.0% 6 60.0%     10 100.0% 

Dolce & 

Gabbana 
8 80.0% 2 20.0%     10 100.0% 

Christian Dior 20 47.6% 22 52.4%     42 100.0% 

Salvatore 

Ferragamo 
4 40.0% 6 60.0%     10 100.0% 

Emporio Armani     4 100.0%     4 100.0% 

Kenzo 2 33.3% 4 66.7%     6 100.0% 

Others 18 42.9% 22 52.4% 2 4.8% 42 100.0% 

Total 106 53.0% 86 43.0% 8 4.0% 200 100.0% 
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Re-purchase the same brand Total 

Yes No Maybe 

Count Col % Count Col % Count Col % Count Col % 

Favourite Luxury 

Fashion Brands 

Louis Vuitton 56 52.8% 50 58.1% 2 25.0% 108 54.0% 

Chanel 58 54.7% 46 53.5%     104 52.0% 

Gucci 48 45.3% 46 53.5%     94 47.0% 

Prada 18 17.0% 16 18.6% 2 25.0% 36 18.0% 

Hermes 22 20.8% 16 18.6%     38 19.0% 

Burberry 24 22.6% 20 23.3%     44 22.0% 

Marc Jacobs 16 15.1% 12 14.0%     28 14.0% 

Balenciaga 24 22.6% 10 11.6% 2 25.0% 36 18.0% 

Paul Smith 28 26.4% 24 27.9% 2 25.0% 54 27.0% 

Mulberry 8 7.5% 4 4.7%     12 6.0% 

Chole 12 11.3% 6 7.0% 2 25.0% 20 10.0% 

Yves Saint 

Laurant 
22 20.8% 8 9.3%     30 15.0% 

Fendi 14 13.2% 2 2.3% 4 50.0% 20 10.0% 

miu miu 4 3.8% 12 14.0%     16 8.0% 

Jimmy Choo 8 7.5% 8 9.3%     16 8.0% 

Lanvin 8 7.5% 2 2.3% 2 25.0% 12 6.0% 

Valentino 4 3.8% 6 7.0%     10 5.0% 

Dolce & 

Gabbana 
8 7.5% 2 2.3%     10 5.0% 

Christian Dior 20 18.9% 22 25.6%     42 21.0% 

Salvatore 

Ferragamo 
4 3.8% 6 7.0%     10 5.0% 

Emporio Armani     4 4.7%     4 2.0% 

Kenzo 2 1.9% 4 4.7%     6 3.0% 

Others 18 17.0% 22 25.6% 2 25.0% 42 21.0% 

Total 106 100.0% 86 100.0% 8 100.0% 200 100.0% 
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Chi-Square Test 

Education Level vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 3.665(a) 2 .160 

Likelihood Ratio 3.678 2 .159 

Linear-by-Linear 

Association 
3.390 1 .066 

N of Valid Cases 206     

a  0 cells (.0%) have expected count less than 5. The minimum expected count is 25.69. 

 

Monthly Income vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 6.351(a) 4 .174 

Likelihood Ratio 6.519 4 .164 

Linear-by-Linear 

Association 
4.667 1 .031 

N of Valid Cases 206     

a  2 cells (22.2%) have expected count less than 5. The minimum expected count is 4.19. 
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Spending vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 41.598(a) 4 .000 

Likelihood Ratio 43.321 4 .000 

Linear-by-Linear 

Association 
19.740 1 .000 

N of Valid Cases 206     

a  0 cells (.0%) have expected count less than 5. The minimum expected count is 6.29. 

 

 

Parents’ income vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 9.220(a) 4 .056 

Likelihood Ratio 8.939 4 .063 

Linear-by-Linear 

Association 
.125 1 .724 

N of Valid Cases 206     

a  2 cells (22.2%) have expected count less than 5. The minimum expected count is 3.15. 
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Living Location vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square .556(a) 2 .757 

Likelihood Ratio .562 2 .755 

Linear-by-Linear 

Association 
.351 1 .554 

N of Valid Cases 206     

a  0 cells (.0%) have expected count less than 5. The minimum expected count is 18.87. 

 

 

Frequency of purchasing vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 34.467(a) 6 .000 

Likelihood Ratio 38.731 6 .000 

Linear-by-Linear 

Association 
3.776 1 .052 

N of Valid Cases 206     

a  2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.67. 
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Intend to buy vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 36.489(a) 2 .000 

Likelihood Ratio 38.834 2 .000 

Linear-by-Linear 

Association 
3.188 1 .074 

N of Valid Cases 206     

a  0 cells (.0%) have expected count less than 5. The minimum expected count is 13.11. 

 

 

Re-purchase vs Luxury Preference 

 Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 13.032(a) 4 .011 

Likelihood Ratio 15.071 4 .005 

Linear-by-Linear 

Association 
8.484 1 .004 

N of Valid Cases 206     

a  3 cells (33.3%) have expected count less than 5. The minimum expected count is 2.10. 
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Purchasing Intentions  versus  purchasing frequency ANOVA 

 ANOVA 

 
Personal Intensions  

  

Sum of 

Squares df Mean Square F Sig. 

Between Groups 1.327 3 .442 1.311 .272 

Within Groups 68.190 202 .338     

Total 69.518 205       

 

 

Purchasing  Intentions  versus spending in one time ANOVA 

 ANOVA 

 
Personal Intensions  

  

Sum of 

Squares df Mean Square F Sig. 

Between Groups 1.327 3 .442 1.311 .272 

Within Groups 68.190 202 .338     

Total 69.518 205       
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Purchasing  Intentions  versus  intend to buy next year  T-Test 

 Group Statistics 

 

  

Intend to buy 

Luxury Fashion 

Products Next Year N Mean Std. Deviation 

Std. Error 

Mean 

Personal Intensions 
Yes 156 2.8999 .60266 .04825 

No 50 2.4530 .33987 .04806 

 

 Independent Samples Test 

 

    

Levene's Test for 

Equality of Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Personal Intensions 

Equal variances assumed 16.212 .000 4.990 204 .000 .4469 .08956 .27033 .62349 

Equal variances not 

assumed 
    6.562 149.520 .000 .4469 .06811 .31233 .58148 

 

Purchasing  Intentions  versus  continue to purchase the same brand ANOVA 

 ANOVA 

 
Personal Intensions  

  

Sum of 

Squares df Mean Square F Sig. 

Between Groups .746 2 .373 1.100 .335 

Within Groups 68.772 203 .339     

Total 69.518 205       
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Purchasing  Intentions  versus  luxury preference person ANOVA 

 ANOVA 

 
Personal Intensions  

  

Sum of 

Squares df Mean Square F Sig. 

Between Groups 15.043 2 7.521 28.029 .000 

Within Groups 54.475 203 .268     

Total 69.518 205       

 

Post Hoc Tests 
 Multiple Comparisons 

 
Dependent Variable: Personal Intensions  

  

(I) Luxury 

Preference 

Person 

(J) Luxury 

Preference 

Person 

Mean 

Difference (I-

J) Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

LSD 

Yes 
No .6706(*) .09796 .000 .4774 .8637 

Not Sure .5431(*) .08650 .000 .3725 .7136 

No Yes -.6706(*) .09796 .000 -.8637 -.4774 

  Not Sure -.1275 .08845 .151 -.3019 .0469 

Not Sure Yes -.5431(*) .08650 .000 -.7136 -.3725 

  No .1275 .08845 .151 -.0469 .3019 

Bonferroni Yes No .6706(*) .09796 .000 .4341 .9071 

  

  Not Sure .5431(*) .08650 .000 .3343 .7519 

No Yes -.6706(*) .09796 .000 -.9071 -.4341 

  Not Sure -.1275 .08845 .453 -.3410 .0860 

Not Sure Yes -.5431(*) .08650 .000 -.7519 -.3343 

  No .1275 .08845 .453 -.0860 .3410 

*  The mean difference is significant at the .05 level. 
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Purchasing  Intentions  versus  personal values and social recognition 

 

 Correlations 

 

    

Personal 

Intensions 

Personal 

Values 

Social 

Recognition 

Personal Intensions 

Pearson Correlation 1 .784(**) .961(**) 

Sig. (2-tailed) . .000 .000 

N 206 206 206 

Personal Values 

Pearson Correlation .784(**) 1 .581(**) 

Sig. (2-tailed) .000 . .000 

N 206 206 206 

Social Recognition 

Pearson Correlation .961(**) .581(**) 1 

Sig. (2-tailed) .000 .000 . 

N 206 206 206 

**  Correlation is significant at the 0.01 level (2-tailed). 
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Purchasing Intentions  versus  ethnocentrism to vanity overall 

 Correlations 

 

    

Personal 

Intensions Ethnocentrism Materialism 

The Need for 

Uniqueness Conformity Vanity Social Status 

Personal Intensions 

Pearson Correlation 1 -.008 .567(**) .456(**) .650(**) .620(**) .961(**) 

Sig. (2-tailed) . .907 .000 .000 .000 .000 .000 

N 206 206 206 206 206 206 206 

Ethnocentrism 

Pearson Correlation -.008 1 -.067 -.162(*) -.095 -.073 -.106 

Sig. (2-tailed) .907 . .339 .020 .172 .294 .129 

N 206 206 206 206 206 206 206 

Materialism 

Pearson Correlation .567(**) -.067 1 .237(**) .461(**) .319(**) .454(**) 

Sig. (2-tailed) .000 .339 . .001 .000 .000 .000 

N 206 206 206 206 206 206 206 

The Need for Uniqueness 

Pearson Correlation .456(**) -.162(*) .237(**) 1 .279(**) .352(**) .328(**) 

Sig. (2-tailed) .000 .020 .001 . .000 .000 .000 

N 206 206 206 206 206 206 206 

Conformity 

Pearson Correlation .650(**) -.095 .461(**) .279(**) 1 .470(**) .526(**) 

Sig. (2-tailed) .000 .172 .000 .000 . .000 .000 

N 206 206 206 206 206 206 206 

Vanity 

Pearson Correlation .620(**) -.073 .319(**) .352(**) .470(**) 1 .496(**) 

Sig. (2-tailed) .000 .294 .000 .000 .000 . .000 

N 206 206 206 206 206 206 206 

Social Status 

Pearson Correlation .961(**) -.106 .454(**) .328(**) .526(**) .496(**) 1 

Sig. (2-tailed) .000 .129 .000 .000 .000 .000 . 

N 206 206 206 206 206 206 206 

**  Correlation is significant at the 0.01 level (2-tailed). 

*  Correlation is significant at the 0.05 level (2-tailed). 
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Purchasing Intentions  versus  personal value and social recognition while being luxury preference person 

 Correlations 

 

    

Personal 

Intensions 

Personal 

Values 

Social 

Recognition 

Personal Intensions 

Pearson Correlation 1 .768(**) .961(**) 

Sig. (2-tailed) . .000 .000 

N 58 58 58 

Personal Values 

Pearson Correlation .768(**) 1 .560(**) 

Sig. (2-tailed) .000 . .000 

N 58 58 58 

Social Recognition 

Pearson Correlation .961(**) .560(**) 1 

Sig. (2-tailed) .000 .000 . 

N 58 58 58 

**  Correlation is significant at the 0.01 level (2-tailed). 

 

 Correlations 

 

    

Personal 

Intensions Ethnocentrism Materialism 

The Need for 

Uniqueness Conformity Vanity Social Status 

Personal Intensions 

Pearson Correlation 1 -.025 .656(**) .382(**) .757(**) .600(**) .961(**) 

Sig. (2-tailed) . .853 .000 .003 .000 .000 .000 

N 58 58 58 58 58 58 58 

Ethnocentrism 

Pearson Correlation -.025 1 -.139 -.265(*) -.186 .047 -.092 

Sig. (2-tailed) .853 . .297 .044 .162 .725 .491 

N 58 58 58 58 58 58 58 

Materialism 

Pearson Correlation .656(**) -.139 1 .439(**) .619(**) .402(**) .534(**) 

Sig. (2-tailed) .000 .297 . .001 .000 .002 .000 

N 58 58 58 58 58 58 58 

The Need for Uniqueness Pearson Correlation .382(**) -.265(*) .439(**) 1 .458(**) .489(**) .197 
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Sig. (2-tailed) .003 .044 .001 . .000 .000 .138 

N 58 58 58 58 58 58 58 

Conformity 

Pearson Correlation .757(**) -.186 .619(**) .458(**) 1 .460(**) .640(**) 

Sig. (2-tailed) .000 .162 .000 .000 . .000 .000 

N 58 58 58 58 58 58 58 

Vanity 

Pearson Correlation .600(**) .047 .402(**) .489(**) .460(**) 1 .441(**) 

Sig. (2-tailed) .000 .725 .002 .000 .000 . .001 

N 58 58 58 58 58 58 58 

Social Status 

Pearson Correlation .961(**) -.092 .534(**) .197 .640(**) .441(**) 1 

Sig. (2-tailed) .000 .491 .000 .138 .000 .001 . 

N 58 58 58 58 58 58 58 

**  Correlation is significant at the 0.01 level (2-tailed). 

*  Correlation is significant at the 0.05 level (2-tailed). 

 

 

Purchasing Intentions  versus  personal value and social recognition while being non-luxury preference person 

 Correlations 

 

    

Personal 

Intensions 

Personal 

Values 

Social 

Recognition 

Personal Intensions 

Pearson Correlation 1 .739(**) .945(**) 

Sig. (2-tailed) . .000 .000 

N 148 148 148 

Personal Values 

Pearson Correlation .739(**) 1 .479(**) 

Sig. (2-tailed) .000 . .000 

N 148 148 148 

Social Recognition 

Pearson Correlation .945(**) .479(**) 1 

Sig. (2-tailed) .000 .000 . 

N 148 148 148 

**  Correlation is significant at the 0.01 level (2-tailed). 
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Correlations 

 

    

Personal 

Intensions Ethnocentrism Materialism 

The Need for 

Uniqueness Conformity Vanity Social Status 

Personal Intensions 

Pearson Correlation 1 .215(**) .418(**) .378(**) .499(**) .550(**) .945(**) 

Sig. (2-tailed) . .009 .000 .000 .000 .000 .000 

N 148 148 148 148 148 148 148 

Ethnocentrism 

Pearson Correlation .215(**) 1 .099 -.026 .078 .008 .071 

Sig. (2-tailed) .009 . .233 .750 .344 .923 .393 

N 148 148 148 148 148 148 148 

Materialism 

Pearson Correlation .418(**) .099 1 .051 .296(**) .170(*) .279(**) 

Sig. (2-tailed) .000 .233 . .539 .000 .039 .001 

N 148 148 148 148 148 148 148 

The Need for Uniqueness 

Pearson Correlation .378(**) -.026 .051 1 .092 .213(**) .244(**) 

Sig. (2-tailed) .000 .750 .539 . .269 .009 .003 

N 148 148 148 148 148 148 148 

Conformity 

Pearson Correlation .499(**) .078 .296(**) .092 1 .386(**) .337(**) 

Sig. (2-tailed) .000 .344 .000 .269 . .000 .000 

N 148 148 148 148 148 148 148 

Vanity 

Pearson Correlation .550(**) .008 .170(*) .213(**) .386(**) 1 .410(**) 

Sig. (2-tailed) .000 .923 .039 .009 .000 . .000 

N 148 148 148 148 148 148 148 

Social Status 

Pearson Correlation .945(**) .071 .279(**) .244(**) .337(**) .410(**) 1 

Sig. (2-tailed) .000 .393 .001 .003 .000 .000 . 

N 148 148 148 148 148 148 148 

**  Correlation is significant at the 0.01 level (2-tailed). 

*  Correlation is significant at the 0.05 level (2-tailed). 

 

 

 



THE EXPLORATORY STUDY IN THAILAND’S YOUNG WOMEN: CONSUMER BEHAVIOR TOWARD PURCHASING LUXURY FASHION BRANDS 

By Kamolwan T. (kti09001) and Wiwatchai J. (wji09001) 

                         MÄLARDALEN UNIVERSITY MASTER THESIS 2010                                                       69 

 

 

Purchasing Intentions  versus  personal value and social T-Test 

 Descriptive Statistics 

 

  Mean Std. Deviation N 

Personal Intensions 2.7914 .58233 206 

Personal Values 3.1193 .39751 206 

Social Recognition 2.4636 .88786 206 

 

 Group Statistics 

 

  

Luxury Preference 

Person N Mean Std. Deviation 

Std. Error 

Mean 

Personal Values 
Yes 58 3.3438 .39874 .05236 

No & Not Sure 148 3.0313 .36196 .02975 

Social Recognition 
Yes 58 3.0862 .91832 .12058 

No & Not Sure 148 2.2196 .74796 .06148 

 

 Independent Samples Test 

 

    

Levene's Test for 

Equality of Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Personal Values 

Equal variances 

assumed 
.428 .514 5.415 204 .000 .3126 .05772 .19876 .42638 

Equal variances not 

assumed 
    5.190 95.881 .000 .3126 .06022 .19303 .43211 

Social Recognition 
Equal variances 

assumed 
2.404 .123 7.000 204 .000 .8666 .12381 .62250 1.11072 
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Equal variances not 

assumed 
    6.403 88.179 .000 .8666 .13535 .59764 1.13559 

 

 

Purchasing Intentions  versus  personal value to vanity T-Test 

 Descriptive Statistics 

 

  Mean Std. Deviation N 

Personal Intensions 2.7914 .58233 206 

Ethnocentrism 3.2261 .70057 206 

Materialism 3.1623 .61669 206 

The Need for Uniqueness 3.2178 .73261 206 

Conformity 2.5049 .71137 206 

Vanity 3.4854 .67327 206 

Social Status 2.4636 .88786 206 

 

 Group Statistics 

 

  Luxury Preference Person N Mean Std. Deviation 

Std. Error 

Mean 

Ethnocentrism 
Yes 58 2.9113 .63258 .08306 

No & Not Sure 148 3.3494 .68912 .05664 

Materialism 
Yes 58 3.5271 .51626 .06779 

No & Not Sure 148 3.0193 .59491 .04890 

The Need for Uniqueness 
Yes 58 3.5714 .64446 .08462 

No & Not Sure 148 3.0792 .72024 .05920 

Conformity 
Yes 58 2.8818 .77193 .10136 

No & Not Sure 148 2.3571 .62979 .05177 

Vanity 
Yes 58 3.8276 .63141 .08291 

No & Not Sure 148 3.3514 .64286 .05284 

Social Status 
Yes 58 3.0862 .91832 .12058 

No & Not Sure 148 2.2196 .74796 .06148 
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 Independent Samples Test 

 

    

Levene's Test for 

Equality of Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Ethnocentrism 

Equal variances assumed 1.044 .308 -4.197 204 .000 -.4381 .10438 -.64389 -.23229 

Equal variances not 

assumed 
    -4.357 112.879 .000 -.4381 .10054 -.63728 -.23890 

Materialism 

Equal variances assumed 1.296 .256 5.710 204 .000 .5078 .08892 .33246 .68312 

Equal variances not 

assumed 
    6.075 119.240 .000 .5078 .08359 .34228 .67329 

The Need for Uniqueness 

Equal variances assumed 1.084 .299 4.540 204 .000 .4923 .10842 .27850 .70605 

Equal variances not 

assumed 
    4.767 115.708 .000 .4923 .10328 .28772 .69683 

Conformity 

Equal variances assumed 2.897 .090 5.036 204 .000 .5246 .10419 .31921 .73005 

Equal variances not 

assumed 
    4.610 88.287 .000 .5246 .11381 .29846 .75080 

Vanity 

Equal variances assumed .206 .650 4.806 204 .000 .4762 .09910 .28085 .67162 

Equal variances not 

assumed 
    4.844 105.938 .000 .4762 .09832 .28131 .67116 

Social Status 

Equal variances assumed 2.404 .123 7.000 204 .000 .8666 .12381 .62250 1.11072 

Equal variances not 

assumed 
    6.403 88.179 .000 .8666 .13535 .59764 1.13559 
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Appendix 3: Luxury fashion market in Thailand 

 Thailand is one of the Southeast Asian countries which the niche market has been 

increased due to the standard of living continues to develop. Thailand is the country which has 

unique tradition, culture, and arts. Luxury seems to be familiar with Thai people. People revere 

the royal family who patronage Thai arts and cultural heritages. The gentle grace is absolutely 

embedded. Moreover, Thai people naturally appreciate fine thing which has full-grown over 

generations. Although, Thailand has not been colonized by western countries in the nineteenth 

century, but the country is open for trades ever since. Especially, in the late 1980s, the country 

emerged the economy. There are lots of foreign investments in Thailand, including many luxury 

brand companies like Louis Vuitton, Prada, Hermès, and other high-end global fashion brands 

(Chadha and Husband, 2006). Club 21, a Singaporean luxury goods importer, has been 

established business in Thailand imports several luxury fashion brands in Thailand such as Yohji 

Yamamoto of Japan, Germany's Jil Sander and the United Kingdom's Mulberry (Gale, 2010) 

 The consumption of luxury fashion brands has increased and reached 300 million 

US dollar since the growing number of rich and middle class people due to the changes in 

economy, media, and communication. The luxury market potential has growth. The capital 

Bangkok became the address that many luxury brands must open flagship stores. Recently, the 

new lavish Siam Paragon, the biggest mall in the country, has been opened with a lot of big 

luxury brand stores. Aside from Paragon, The Emporium mall has invested about 13 million US 

dollar to build a Paris-like department store. Moreover, Gaysorn Plaza at Ratchaprasong is a 

luxe-studded mall. Moreover, this business and shopping area already has Central World Mall 

and Erawan luxury retail mall. (Chadha and Husband, 2006) The government also tries to 

promote Bangkok as a regional fashion hub and shopping paradise for luxury goods (Gale, 

2010). The budget approximately 40 million US dollar has been pumped for the project Bangkok 

fashion city to compete with Singapore and Australia (Chadha and Husband, 2006).  

 In the present, the luxury fashion brand culture in Thailand is not only spreading in 

the high class people, but also spread to middle class people and occasional low class people. It 

is because of a lot of the scattered advertising supports. A lot luxury fashion brands have 

designed magnificent store not just because to generate sales but also to communicate the power 

of the brands. The celebrities are hired to promote luxury products too. (Chadha and Husband, 

2006) And, celebrities are very influential when it comes to presenting luxury fashion brands and 

products. Consequently, materialism became an element of Thai culture and behavior (Komin, 

1991).  
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The spread of luxury culture in Asian countries  

 Since this research will be studying about luxury consumer behavior of young Thai 

women which is in Asia, the understanding how luxury culture spread into Asian countries is 

definitely crucial. There are five stages in the spread of luxury culture model telling how the way 

of life of Asian people in each stage. 

 

Figure 5.1: The spread of luxury brand model 

Stage 1                Stage 2                      Stage 3                       Stage 4                       Stage 5 

 

 

 

 

 

 

 

 

 

 

Source: The cult of the Luxury Brand 

(Chadha and Husband, 2006) 

  

 The first stage is Subjugation stage: Many countries has faced this period, the 

stage of colonization. It was the hard time for people, for example, people were hungry and poor. 

People wished to have better life (Chadha and Husband, 2006). 

 The second stage is Start of money stage: It is a little bit more improved and better 

than the previous stage, it was the time of starting to to earn. People started to have job and 

money because of having better economic system (Chadha and Husband, 2006). 

 The third stage is Show-off stage: It is the stage that people start to buy things and 

be able to present their wealth; buying became a symbol of wealthy. For example, People who 

buy Louis Vuitton and Gucci products are represented the person who is in the high society 

level. It is called “status marker” in the marketing term (Chadha and Husband, 2006).  

 The fourth stage is Fit in stage: It is the stage that help the luxury spread and 

diffuse in the culture. Japan, South Korea, and Singapore are the best example of this stage. 

 The last stage is Way of life stage: It is the stage that luxury products are becoming 

a part in the way of life of people. When people get used to having an exclusive experiences, 

they will seek the better one next time (Chadha and Husband, 2006). 

 This model has explained clearly on how luxury brands spread to many countries in 

Asia, Thailand is included. Each country is in the difference stage due to many factors such as 

the economy, politics, and the history of the nation. The luxury consumption is different in 
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different countries as well as the luxury cultures entered in Asian countries at different time. 

The figure 5.1 shows that luxury culture and many luxury brands gradually spread 

to Thailand during the subjugation stage when Thai people were still poor and lived life as in the 

time of tradition. Mostly, agriculture had been the main economic driver. European culture was 

starting to absorb in Thailand during the colonization period. At that time, only royal family and 

aristocratic people are familiar with European culture, including all middle class people like 

merchants but it is still a minority of people. Therefore the spread of luxury culture to Thailand is 

the side effect from opening trade and be friends with all European countries at that time. Until, 

the country moved in the start of money stage, the economy has developed which made the 

increasing number of rich and middle class people. People start to work hard for their business or 

job and buy luxury products to reward themselves from working hard. Last but not least, 

Thailand is now in the show off stage. People are influenced by media and communication. More 

people are educated. The capitalism impacts a lot with Thai consumer to be delighted with 

materialism. In addition, more people are rich and spending power has been increased. There are 

lots of malls and global luxury fashion flagship stores opened in shopping area in Bangkok.  

 


