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ABSTRACT

The major purpose regards this research is to measure the potential factors
that affect the consumption behaviour in Thailand luxury market and understand the
psychology behind consumers’ decision. The paper applies quantitative methodol ogy
for obtaining data. Questionnaire survey is the key instrument in collecting data. The
findings reveal four factorsthat are the perception on product quality, face and status
oriented, socia acceptance and socia influencer. There is only factor that show statigtically
significant to the statistic test that is social acceptance factor. In other words, social
acceptance plays the big role in influencing consumers  decision regarding the confirmation
from statistics test. The research recommends that creating values for the product and
building relationships with the consumers are the key methods to retain long term
commitment and loyalty.

As the luxury market in Thailand is growing faster and bigger, understanding
the potential variables that directly impact on consumers decision would be benefit.
The business can take this opportunity to develop strategic plans as well as creating

valuable offerings to grab consumers’ attention.
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CHAPTER
INTRODUCTION

Regarding the growth of economic boosting scheme, Thailand aimsto be a
shopping destination in Asia in order to attract both spending tourists and overseas
investors.

Therefore, most of the economic shopping schemes such as “ Shop for the
nation” campaign and “VAT refund for tourists” campaign are supported by Thai

government given to both local and international shoppers:

e “Shop for the nation” campaign allows tax saving for local shoppers up
to 15,000 Baht.

e “VAT refund for tourists’ campaign allows international shoppers to
claim the luxurious product value-added tax back for any minimum of 2,000 Baht (VAT
included) purchased.

International consumers considerate as the main proportion of luxury
consumption in Thailand while locals concern pricing as their major consideration
before making decision on luxury goods.

Moreover, the trend of materialism in Thai society is significantly thrived.
Celebrities, family members, and friends are the crucial influencers that express their
socia status through the possession of luxury products to place themselves as a high
position in the society. Most people seek to acquire luxury items to reveal their success
and financia status in order to grab attention and positive image from the society. Also,
some of them would be expected to be accepted by others. Therefore, the demand for
luxury productsis aso growing up according to the successful number. Consumers are
aspired for the unique product that well described their personality, lifestyle and social
class. Furthermore, Thai people are more stimulated by social media, this is no doubt

why people are more connected to luxury fashion in their daily lives.
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Figure 1.1 Thailand’s current economic stuation and current luxury consumption




CHAPTERIII
LITERATURE REVIEW

As the economy in Thailand is dropped over years, but there would be some
markets that go conversely with the market. One of those reversed markets is “luxury
market” that many consumers were patiently in the long awaited guein line in order to
grab their favorite items. Therefore, | conduct the literature reviews regard this matter
to understand the factors that impact luxury market.

Regarding the research topic in “ Factors affecting the intention to purchase
toward luxury products in Thalland”, there are many potential factors that drive consumption
of luxury brands. Therefore, it is essential to study consumers process of thinking,
selecting, decision making and using what people called “hi-end product” as well as
psychology behind their purchase to see the real factor that actually drives the market.
As consumer study plays a big role in business, without understanding of consumers,
business sectors would not offer the right product to their targets.

Consequently, the intention to purchase towards luxury product in Thailand
isinfluenced by 3 main categories including persona value, socia value and demographic

groups.

Personal Value

Perception on product qualty
Face and status oriented
Personal ndulgence

Social Value

1 Intention to purchase Actual purchasing
= toward behavi
Social acceptance 1 luxury products o

Socil influencer

Demographics
|
Gender
Age

Income

Figure 2.1 Main factorsthat affect consumers' purchase intention



2.1 Personal Value

Consumers' intringc aspiration to be impressed by others as well as themselves
is the individual motivation to own any kind of luxury products. Therefore, the factors
such as perception on product quality, face and status, and personal indulgence should
be the major motivations that drive luxury demand as consumers are undoubtedly

influenced by personal aspiration to place themselves in the desirable position.

2.1.1 Perception on product quality

Consumers have greatly expectation toward the quality of luxury product.
They believe that luxury items are cherishingly made by hand with high quality of raw
materials. Moreover, the styles and product element are significantly play the major
role as they manifest the taste, lifestyle, attitude and value of consumers with the way
the consumers satisfy the goods that they possessed. Also, consumers are willing to
pay the premium price toward luxury goods as they value what they get than what they
pay. Some consumers seek for purchasing of luxury goods as the investment because
the products are limited and rarity which caused the price enlarged every year. Personal
perception considered as the intermediary between price, value and quality that lead to
customer satisfaction.

Hypothesis 1: Perception on product quality is significantly influence the

intention to purchase towards luxury products.

2.1.2 Face and statusoriented

Major luxury consumers in Thailand insist their social status, image and
success upon the products that they possessed. Own luxury is a successful symbol to
confirm that their job or business are greatly success with strong wealth status. Luxury
provides great support to status recognition and positive image to consumers in appear
of others.

Regarding Thai value, luxury consumers would be proud to be viewed as
an upper class status or what locals called “Hi-So”. The term “Hi-So” refers to people
who are rich and possess countless number of luxury items. This term differentiates
them and their lifestyle from ordinary kind of consumers. Typically, Hi-So consumers

are defined by wearing designer clothes, holding latest bag collection and driving



European cars that lead ordinary consumers who are aspired to be like them try to grab
some luxury items in order to be recognized as “Hi-So”. This kind of inter aspiration
motivates the huge demand toward purchase intention of luxury product in the market.

Hypothesis 2: Face and status oriented is significantly influence the intention

to purchase towards luxury products.

2.1.3 Personal Indulgence

Another personal factor that drives intention to purchase of luxury products
is the “personal indulgence” or “hedonism” that consumers found themselves value
prestige products in fulfillment of their dally happiness. In addition, luxury products
become emotional therapy that treat consumer during their blue moment to relieve
themselves from undesirable feeling. Perhaps, this point drives impulse shopping of
the luxury aswell. The factor of personal indulgence toward luxury product is not only
being an emational therapy, but aso being as a salf-gifted in extending consumers self-
esteem when they achieve their goals. They reward themselves with prestige products,
hence, to passionately achieve higher goal.

Hypothesis 3: Personal indulgence is significantly influence the intention

to purchase towards luxury products.

2.2 Social Value

Thai society is determined as the collectivism, Thais prefer to be in group
rather than to be individua as being in group provides them the sense of security, friendship,
relationship and acceptance. Thai people have outgoing lifestyle and social orientation,
therefore, possessing luxury goods offer them the opportunity to communicate with
the society through their image of success that represent their social value and status.

2.2.1 Social Acceptance

Luxury consumers enter their dream lives to be recognized, be admired
and be accepted by others in public. Consumers are willing to spend huge amount of
money on the expensive goods as they do not aim to be different but they aim to be

integrated by the group that they belong to. Hence, owning luxury products is considered



as the means to stay in the society because they would like to be invited to join in the
socia group and high profile events as well as gaining more connection from high class
status group members. As a consequence, there is an enlargement in the number or
luxury shoppers in Thailand because they aim to achieve the lives that they desired.
From this reason, Thal consumers tend to have stronger intention to purchase toward
luxury goods as others' attitude and opinion are considerably significance.

Hypothesis 4: Social acceptance is significantly influence the intention to

purchase towards luxury products.

2.2.2 Social Influencer

Consumers would not purely engage themselves to luxurious mind-set, there
would be other social influencers that stimulate them and drive their purchase intention
such as celebrities, friends, colleagues, boyfriend or girlfriend and family members.
This factor create strong motivational aspiration to consumers depends on the degree
of admiration of one individual to another of the desirable society.

Hypothesis 5: Social influencer is significantly influence the intention to

purchase towards luxury products.

2.3 Demographics

2.3.1 Age

Luxury fashion is more broaden in generation Y (age between 18 — 40 years
old) regard the extending of technology and social media that luxury products are easily
accessible and recognizable. Moreover, generation Y is paying more attention to social
influencers’ lifestyle that possessing many items and showing off to the public. Therefore,
generation Y consumers spend plentiful amount of money on luxury goods in order to
grab their favorite fashionable items. This reason leads in increasing of intention to

purchase toward luxury fashion.



2.3.2 Income

As the price of the luxury product is significantly high, not everyone can
possess. Therefore, income earned is one of the factors that have an impact on
consumption behavior. Most of the luxury consumers have the personal income from
middle to high range and, is therefore low debt balance on hand because these luxury

items are not necessities.

2.3.3 Gender

Most of luxury products are available for femal es because females tend to
purchase the un-necessity products with low reasons. They would like to satisfy their
personal demand and sometimes to relief themselves from blue emotions, while, males

usually purchase the expensive items for some reasons not for the emotions.



CHAPTER 11
METHODOLOGY
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Figure 3.1 Research processng

Regarding the first step that is the topic selection, | am highly interested in
luxury industry in Thailand as this market has high potential to grow even during economic
dow- down period. Also, this topic does useful to both business sector and further learning
regard luxury market. Ultimately, the research question and objective were declared
with literatures that support the related topic and question. Essentially, most supported
literatures are focused on psychological factors and consumer behavior studies. Therefore,
the research framework was developed in order to be the description and structure throughout
the research process. After analyzing the interested information, the appropriate method
that will be applied in collecting data was selected. Then, data collecting process regard
the settle method. After gathering the completed set of data, selected theories were
applied in analyzing stage, therefore, the conclusion and recommendation were presented

according to the analysis result



3.1 Preliminary Process

3.1.1 Topic Selection

Concerning the luxury brand phenomenon, there was along queue in front
of aluxury store in Thailand that many consumers had spent their long hours awaiting
in queue toward their favorite wish-list items. This phenomenon is conflicted with Thailand’ s
current economic situation that is not in favorable economy. Therefore, | would like to
take deeper understanding and reveal the real factors that affect consumption behavior
of Thai consumers which is the starting point of this phenomenon. Hence, the major
reason to select the chosen topic is certainly inspired by this doubtfulness.

Moreover, it isinteresting that businesses in luxury sector from other parts
of the world seek Thailand as the Southeast Asian hub in extending their brands to
consumers. For example, Hermes and Rolex that marketed their products in extremely
high price range but there still growing fast. From this reason, it would lead me tried to

rel ease the doubt in this matter.

3.1.2 Assumption and hypothesisimplication
Reference to the doubtful matter, therefore the research question was devel oped
in order to be the guideline and scope for the whole research process regard the selected

topic. This process is amandatory in order to keep the whole research aligned.

3.2 Collecting Process

3.2.1 Literaturereview

The information from the literature review is considered as the secondary
data that varioudy acquire from the provided sources such as Mahidol University library,
Assumption University library, local and overseas journals related to luxury market.

3.2.2 Framework development
This step isto set the conceptua structure of the research process to be well-
planned and well-managed by structuring the area of study and plan what information
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should be acquired, what resources should be used and draft the outline for the research
process. Then, keep updating all the information to ensure that they are accurately on

track.

3.2.3 Resear ch methodology

Regarding the information that we have and additional information that we
would like to acquire, quantitative research is selected to be the appropriated method.
Because the research question is to know the factors affecting consumption behavior
of luxury productsin Thailand, therefore, analyzing factors requires larger scale of sample
size than qualitative method. This could be confirmed that the result can accurately
represent the whole population in term of behavior.

Conducting questionnaire survey is the key instrument for this research. The
guestionnaire comprises of three main parts that are general information, perception
and motivation and personal information ( 34 questions ). There are twenty-two scale
rating questions that can be grouped into five main factors that have an impact on
consumers consumption. There is another scale rating question that emphasizing on
the respondent’ s intention to purchase toward luxury product in order to measure the
actual intention level that would lead to actual purchasing behavior.

The sampling regards this research is luxury consumers who are living in
Thailand with no limitation of demographics (nationality, gender, income, occupation,
and age). The samples were non-probability using quota sampling method that each
respondent has to possess at least one luxury item that had been asked in screening
guestion in the first part of general information questions.

3.2.4 Collecting data

Asthe survey isthe instrument of this quantitative research, the questionnaires
were distributed to the respondents both in greater Bangkok and upcountry through the
internet using Google Form. Data collection period took 10 daysto collect (July 5™ — July
10", 2017). There were 250 questionnaires distributed and returned by 140 respondents,
after cleaning all the missing and terminating data, 100 respondents can be used in this
analysis.
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During data collecting stage, the respondents were asked to identify the level
of agreement with the scale of 1 to 4 on the questionnaire (where 1 referred to strongly
disagree and 4 referred to strongly agree) with the given statements. There also eleven
multiple choices questionsthat allow the respondents to indicate their general information
and demographics. In addition, the questionnaire does offer the meaning and pictures
of interested luxury products in order to protect the data from misunderstanding meaning.
The instruction of the research purpose is also stated.

3.3 Analysis Process

3.3.1 Dataanalysis
Data analysis methods that applied in this research are Factor Anadysis, Simple

Linear Regression and Cross-tabulation in SPSS program.

e Factor Analyss: Reference to the large number of variables that has impact
on luxury goods consumption, factor analysis offers the technical method to reduce
numerous variables into fewer numbers. This procedure pulls out maximum variance
scores of the whole variables set and combines them into common scores. Therefore,
the final outputs of factor analysis are shown up with 4 factors that certainly influence

luxury consumption.

e SimpleLinear Regresson: Another technica tool that used in analyzing the
datain this research is ssimple linear regression to see the relationship between intention-
to-purchase (dependent variable) and the outputs from factor analysis (independent
variables). Also, this application can be identified the significant level of the results
whether they are statistically significant or not. In addition, the beta value from this test
provides the correlation of the percentage changes of the dependent variable when the
independent variables change by 1 unit.

e Cross-tabulation: Cross-tabulation is used in analyzing the relationship
of demographic factors and the intention to purchase in order to see the possibilities
and the likelihood of purchasing luxury goods from each demographic group.
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3.3.2 Conclusion

This processis the summary of the whole research from topic selection and
assumption, finding literatures support, the findings and analysis from the technical test
and giving the recommendation upon the factors that significantly influence the topic.
Moreover, the conclusion is made in comparing between the assumption and findings
in order see the hypothesis that are accepted as well as the hypothesis that are rejected.

3.3.3 Recommendation
Recommendation is made based on the hypotheses test. The areas of the

recommendations are given into both for further studies and business implications.
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CHAPTER IV
FINDINGSAND ANALYSIS

4.1 Demographics Outputs

GENDER Age Range

MALE, 38%

B Up to 22 years old
23-25years old
w26 - 40years old

® Over 40 years old

Income per month

M Up to 20,000 Baht

20,001 -50,000
Baht

50,001 - 100,000
Baht

® 100,001 -500,000
Baht

500,001 -
1,000,000 Baht

Figure4.1 Demographics Findings

According to the total number of 100 respondents, 62% of females considers
as the majority part to the total number, while males are at 38% because females more
perceive socia value than males do. Luxury products offer a sense of classy and prestige
that achieve most females values. Respondents in the age of 26 — 40 years old provided
highest response rate at 70% followed by age range of 23 — 25 years old at 20%, over
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40 years old at 8% and below 22 years old at 2% respectively. As a consequence, 90%
of the respondents are in generation Y during their jobber ages that they can afford
premium items in premium price by themselves. As most jobbers are working with a
lot of people, their image and appearance in the presence of othersis significantly reflect
their personalities and others' opinion toward them. Although the research topic is to
study consumption behavior in Thailand, all the respondents are not limited to Thai
nationality only. Hence, foreigners who are living in Thailand can aso provide their
perspectives based on the point of view toward Thailand luxury market as well. From
the total respondents, the highest proportion is from Thai consumers with the response
rate of 85% followed by Chinese, Vietnamese and Korean with the response rate of
10%, 3% and 2% respectively. In term of personal income per month, over half of the
respondents earn their persona income range from 20,001 Baht — 50,000 Baht at 54%.
From this result, this range is not considerably high comparing with the price of luxury
products in Tha market such as the prices of luxury brand bags likes Louis Vuitton
and Gucci start at 30,000 Baht — 40,000 Baht. Another 28% of the respondents earn their
personal income range from 50,001 Baht — 100,000 Baht and the rest of 18% are from
3 income groups that are lower than 20,000 Baht at 8%, 100,001 Baht — 500,000 Baht
at 4% and 500,001 — 1,000,000 Baht at 6%.

Type of product purchased Place to buy

J )P B

Figure4.2 Category findings
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The category that most luxury consumers purchase is the bag at 69%. The
bags in luxury market offer the product line to both male and female consumers. Therefore,
males are easily accessible to fashion as well as females. Consequently, it drives huge
consumption to luxury bags market. Also, the bag is the item that well- defined the
personality of the owner regarding Thal and Asian’s values. Holding luxury bags offer
them a pleasant image and a sense of attractiveness. The rest of 31% belongs to shoes
at 15%, watches at 6%, belts and wallets at 5% each.

According to Thailand’ s tax policy, Thailand collects 30% of tax on luxury
goods that |eads the prices of prestige products become essentially high comparing with
overseas stores. It is confirmed that most local consumers tend to purchase luxury
products from overseas stores at 53%. Also, purchasing luxury goods from overseas
stores is indirectly offer a sense of rich and glamorize when people posting a photo
with shopping bags in front of overseas stores during their holidays. Purchasing luxury
items from online shops is at 24%, while duty-free shop is considered as 3%. There
can be concluded that consumers at 80% tend to purchase their wish-list items from
the stores that offer them the advantage to save some money from duty charged. Plus,
overseas stores offer more diverse items than local stores that lead consumers have
more choices for their selection. There is only 20% that prefer to spend their money at
local shops. The reason regards local shopping is the opportunity to try the product by

themselves, save waiting time, and privilege for some limited items.

4.2 Factor Analysis Outputs

Reference to the first running on factor analysis using SPSS, there are 5 out
of 22 factors that can be obtained from Total Variance Explained table.
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Table4.1 Total Variance explain - Initial test

Total Variance Explained
Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance | Cumulative % Total % ofVariance | Cumulative % Total % ofVariance | Cumulative %
1 8107 36.851 36.851 8107 36.851 36.851 4158 18.399 18.899
2 2759 12.543 49.394 2.759 12.543 49.394 3.772 17.145 36.044
3 1.923 8.742 58.136 1.9823 8.742 58.136 3.203 14.560 50.604
4 1.377 6.261 64.397 1377 6.261 64.397 2382 10.827 61.431
5 1.036 4711 £3.108 1.036 4.711 69.108 1.689 7.677 69.108
] 950 4317 73425
7 844 3837 77.262
8 B11 2778 80.040
9 597 2716 82.756
10 530 2.411 85.167
11 516 2.345 87.513
12 477 2168 89.680
13 396 1.800 91.480
14 373 1.694 93175
15 278 1.265 94.440
16 259 1477 95.616
17 224 1.020 96.636
18 215 ar7 97.613
19 1860 727 98.340
20 138 629 93.968
21 120 546 99515
2 107 485 100.000

Extraction Method: Principal Component Analysis.

The above table shows that there are 22 variables analyzed with none of
the factor that has been excerpted yet. According to the correlation matrix, we conduct
the Initial Eigenvalues not less than 1 in total columns. As it is concerning the initial
value, it does not indicate to be the final value and the solution of the analysis. The reason
that the Eigenvalues should be greater or equal to 1 isto compress the total variancein
correlation matrix. The factors that have the Eigenvalues below 1 will be neglected from
the solution. In this case, there are 5 factors that represent their Eigenvalues greater

than 1 which means they have the most variance among the 22 factors.
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The Rotated Component Matrix table

Table4.2 Rotated component matrix table - No-extraction

Rotated Component Matrix®

Component
1 2 3 4 5

hedonic experience to myself .B57
satisfied with the quality B14
2 | positive image of me in the eyes of others 705 428
feel good about myself when using luxury products 667 410
4 |aselfgified 628 470
more fashionable than non-brand producis 57B| \ |

5 |feel trea:

| like when people recognized what | bought as luxury 851
| want others to view me as an upper class status 836
differentiate me from others 691
make me look more attractiveness in appear of others 616
6 |feelact pted f rs when using luxury products 5 445
invited to join many social groups when using luxury products 830

have more connections when using luxury products 794

Calebrities influence me to buy

(4]

8 |appear su sfi the eyes of others

My family members influence me to buy ‘ 764
My boyfrier jrifriend influences me to buy 756
10 My colleagu IT: ne to buy 654
11 | My frier to b ‘ 46¢ 837
have more superior quality than non-brand products ’ 690

655

valued for money

Extraction Methed: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 10 iterations

Concerning the highlighted factors, these factors will be extracted from the
output one-by- one due to:

e Cross Loading: There are 8 factors that are not well-analyzed because
these rotations are loaded by two or more factors including factor 2,3,4,6,8,9,10 and 11.

e Mismatch: There are 3 factors that have un-match meaning according to
the groups that they belong including factor 1, 5 and 7.
The above rotation is a mandatory in interpreting well-structured factors in

order to see which factor is significantly described the correlation toward purchase intention
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of luxury products. In obtaining this analysis solution, the process does require repetitive
action through SPSS module before achieving the satisfactory outcome.

After extracting unrelated factors, the output will be as the following,

Table4.3 Total Variance explain - Final test

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total % of Variance | Cumulative %

1 4023 36.571 36.571 4.023 36571 36.571 2648 24073 24.073

2 1.782 16.200 52.771 1.782 16.200 52771 2385 21.683 45.756

3 1.252 11.378 64.149 1.252 11.378 64.149 1.890 17.182 62.938

4 1.066 9.6849 73.838 1.066 9689 73.838 1.199 10.900 73838

5 726 6.601 80.438

6 547 4.976 85.415

7 426 3877 89.292

g 349 363 92.922

9 347 3158 96.080

10 270 2.458 98.538

1 161 1.462 100.000

Extraction Method: Principal Component Analysis.

Table4.4 Rotated component matrix table - After extraction

Rotated Component Matrix®

Component
1 2 3 4

| want others to view me 889
as an upper class status

I like when people il 870 FACE AND STATUS ORIENTED
recognized what | bought

as luxury

make me look mare 694
attractiveness in appear
of others

differentiate me from 656
others

satisfied with the quality 801
have more superior 788 &
guality than non-brand PERCEPTION ON PRODUCT
products QUALITY

valued for money 713

more fashionable than 636
non-brand products

have more connections 887
when using luxury
products

invited to join many social 862
groups when using luxury
products

My family membhbers 948
influence me to buy SOCIAL INFLUENCER

SOCIAL ACCEPTANCE

Extraction Method: Principal Component Analysis.
Rotation Method: Yarimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
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There by, the variance vaues are changed and the dimensions are aso reduced
but the positions of the variables are not changed. There are 4 factors that associated to
the intention to purchase toward luxury productsin Thailand and the rest are unexplainable
constructs. In this way, the relevant components are combined into the same factors
including “face and status oriented, perception on product quality, social acceptance,
and social influencer”. Also, al the factors are explained by the scores over 0.4, signify
that they are al valid. (According to “Rule of Thump”, a minimum score of 0.4 for

factor loading is considerably significant, otherwise, the datais considerably weak.)

4.3 Regression Analysis Outputs

Table4.5 Model summary - Regression test

Model Summary

Model Adjusted R Std. Error of
R R Squfa.ng Squap?\ the Estimate
1 5483 (301 ) k,zm} 587

a. Predictars: (Constant), fluencer, SocialAceptance,

ProductQuality, FaceAndStatus

The R-Vaue regards this statistic explains the degree of correlation at 0.548
which shows the fair degree of correlation. Moreover, the adjusted R-Square value is
significant at 0.271 or 27.1% that contribute the 4 factors (Influencer, social acceptance,
product quality and face and status) to the intention to purchase of luxury products within 3
months (dependent variable) by 30.1% and the rest of 69.9% is influenced by other
factors. According to this case, 30.1% is agood will to luxury industry in Thailand.

Table4.6 ANOVA - Regression test

ANOVAP
Model Surn of
Squares df Mean Square F Sia~
1 Regression 14.056 4 3514 10.211 Qﬂ—ﬂj
Residual 32.694 a5 344
Total 46.750 99

a. Predictors: (Constant), Influencer, SocialAceptance, ProductQuality, FaceAndStatus

b. Dependent Variable: next 3 months, | am consider to buy it
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Concerning the statistical significance, the regression model shows that

significant value is 0.000 which is less than 0.05. This outcome implies that the effect

of the simultaneous variables are statistically significant.

Table4.7 Coefficients- Regression test

Coefficients®
Model Standardized
Unstandardized Coefficients Coefficients
B Std. Error Beta t Sig.

1 (Constant) 513 339 1.512 134
FaceAndStatus .066 105 064 628 532
ProductQuality 017 112 014 152 .880
SocialAceptance 480 095 5.033
Influencer 0384 069 0 1.227 :

a. Dependent Variable: next 3 months, | am consider to buy it

As the beta shows the value at 0.489 for socid acceptance factor, it indicates
that socia acceptance (independent variable) is used to predict the intention to purchase
of luxury products (dependent variable) by 48.9% and the rest of 51.1% comes from
the other factors. This relationship is corroborated with the 95% of significant interval
as P<0.05 where the significant column shows the value 0.000. Meanwhile, another 3
factors (Face and Status, Product Quality and Influencer) show statistically not significant
asthe significant values present lower than 95%.

As the initial output shows 4 factors that had been used in predicting the
intention to purchase of luxury products but there was the only hypothesis named “socia
acceptance” that is approved from the significant test. The rest of 3 hypotheses (face
and status, product quality and influencer) were rejected.

Face and status was rejected from the hypothesis because luxury consumers
possess luxury items from the purpose to be recognized and realized their success by
people in the society. This implies that luxury consumers pay greater intention on social
rather than for themselves. Moreover, when the consumers are recognized by their
societies, they would be proud of themsalves that they perceived the successful position.

Product quality was rgected from the hypothesis because consumers believe
that they can find other substitute product that can provide similar or same quality at

the lower price.
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Social influencer was rejected from the hypothesis because consumers would
not purely influenced by any influencer but influenced to be accepted by the society as

awhole.

4.4 Intention to Purchase Outputs

Gender and Purchase | Age and Purchase Intention

Intention
W<23 m23-25 W26-40 W>40
1 Males = Females 11%
9%

3944
8% 0%
J/ == 1% lm

Luxury products that intend Budget that intend to spend

to purchase
< 50,000 Baht 50,000 - 200,000 Baht

M Bags W Shoes M Belts
12%

10%

6%
M 5%
1% 3
- o

Intention | intention

Figure 4.3 Intention to purchase outputs

The outputs from the tabulation analysis show that males have stronger
intention to purchase of luxury products more than females. Consumers in the age of
26 — 40 years old have highest willingness to possess luxury items within 3 months. Bag
is the product that intended consumers willing to achieve at 10%, followed by shoes at
6% and belt at 1%. The budgets that intended consumers willing to spend are in the
range of lower than 50,000 Baht and 50,000 — 200,000 Baht with the percentage of 12
and 5 respectively.
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CHAPTER YV
CONCLUSION AND RECOMMENDATION

5.1 Conclusions

The objective of this research is to explore and study the factors that have
an impact on intention to purchase toward luxury products in Thailand regarding
psychologica values and demographics. The focused values are categorized into two
main values that are personal and social values. In term of personal values, there are
the perception on product quality, face and status oriented, and personal indulgence that
will be deeply focused in this study. In term of socia values, there are social acceptance
and social influencers that considered to be focused as well. In term of demographic
factors, there will be gender, age and income that are selected to be studied.

The methodology that applied in this study is quantitative research by using
guestionnaire survey as the key instrument. The questionnaires were distributed to the
respondents both in greater Bangkok and upcountry through the internet with the total
sample size of 100 samples during 10 days of data collecting period. Reference to the
100 respondents, each respondent is required to possess at |east one item of luxury goods.

During data processing stage, factor analysis and linear regression analysis
are obtained to analyze the hypothesis according to the scale rating questionnaires. In
addition, descriptive, frequency, and cross-tabulations SPSS are applied in analyzing
demographics and screening questionnaires in order to see the correation toward purchase
intention.

The studies of description and frequency found that the major proportions
of luxury consumers are females at 62% while males are at 38%. In term of age, 26 —
40 years old consumers are considered as the greater number of 70%. The rest of 30%
is divided into 23 — 25 years old consumers, over 40 years old consumers and below
23 years old consumers at the rate of 20%, 8%, and 2% respectively. The nationalities
of the consumers are not limited to Thai consumers only, although Thai consumers

proportionate 85% of the total respondents. Another 15% of the respondents are Chinese



23

at 10%, Vietnamese at 3% and Korean at 2%. In term of personal income per month,
54% of luxury consumers earn 20,001 — 50,000 baht of persond income per month followed
by income group of 50,001 — 100,000 Baht, 20,000 Baht and lower, 500,001 — 1,000,000
Baht and 100,001 — 500,000 Baht at the rate of 28%, 8%, 6% and 4% respectively.

Factor analysis studied represents the initial outputs with 5 out of 22 factors
according to the Eigenvalues of total common variance which is aligned with the initial
assumption that 5 factors are concerned. Due to cross-loading and mis-match of the
data, 11 components were extracted out and re-grouped into 4 main factors that can be
used in analysis. Therefore, the outstanding factors that correspond with the research
hypotheses are face and status oriented, perception on product quality, socia acceptance
and socia influencer. Among these 4 factors, socia influencer represents the largest
variance to the research question. There is a personal indulgence factor that could not
be explainable by the method of factor analysis and istherefore reject from thisanaysis.

Regarding the outputs from factor analysis process, the final 4 factors are
used in doing linear regression over SPSS module. According to the R-square value,
these 4 factors contribute a good will to luxury market by 30.1% toward intention to
purchase of luxury products within 3 months. Among the 4 factors, socia acceptance
isthe only factor that represents statistically significant with the sig-value of 0.000 < 0.05 of
confident interval. The beta value of social acceptance is explained by 48.9% as the
predictor of the intention to purchase.

In term of intention to purchase of luxury products within 3 months, males
show stronger intention at 9% than females at 8%. Consumers in the age during 26 —
40 years old show the strongest intention at 11%. Moreover, bag is ranking in the top
level of the product that consumers wish to buy. Additionally, 17% of the consumers
aim to spend on luxury products up to 200,000 Baht, while 12 % of them intend to spend
by 50,000 Baht and the rest of 5% in tend to spend from 50,001 — 200,000 Baht.

Consequently, out of 8 assumptions, 3 findings were approved. Social
acceptance is the factor that highly affect consumer’s process of thinking ,decision making
and satisfying not only socid purpose but also personal fulfillment. Age affects consumers
purchase intention as people in the jobber ages are more likely to purchase luxury products
because they arein stable job positions. Income plays a big role in luxury market because
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the price of luxury products are considerably high. Luxury consumers must have enough
income to afford them.

5.2 Recommendations

5.2.1 Recommendationsfor business connotation

According to Hypothesis 4, there is a significant influence between social
acceptance and intention to purchase of luxury product. Social influence factor in this
matter comprises of having more connections and having the invitation to participate in
socia groups when using luxury products. As luxury goods are considerably high price,
it would not be easy to purchase and possess by everyone. Therefore, the recommendations
for this research are as the followings:

e Raity and difficulty are the effective marketing strategy because consumers
who own any limited luxury item will be perceived as attractiveness in others' opinion.
Therefore, they will be accepted by people around them as other people considered their
images as interestedness.

e Mediamarketing such as social media, television advertising and tie-in,
and out-of- home media should be applied in promoting luxury productsin order to grab
the attention from both consumers and non-consumers. In term of consumers, media
marketing is used to build the value toward the products and stimulate them to purchase
more items. In term of non-consumers, media marketing is used for penetrating into
new consumers segmentations. This method can extend the recognition to the consumers

who possess the promoted brands.

e Emphasizing on heavy consumers by providing them the opportunity to
attend the brand’ s event and fashion shows in order to build up the relationship and reduce
the distance between the brands and the consumers. Thus, this method would a so create
loyalty and long term commitment to the brands. In consumers’ views, it creates a sense

of prestige and acceptable from people in their dreamed societies.

e [nterm of light consumers, providing them with premium service packages

and warmed welcome with pleasant welcome drinks and snacks. Also, offering them
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the opportunity for enjoying the boutique and try on the products which will increase
the satisfaction level. In consumers' views, it creates impressive connections to them
when they spent their time sharing the experience with other consumers.

Concerning the demographics, the recommendations are as followings,

e Generation Y consumers are represented the significant portion of the
luxury consumers, there for creating trends and lifestyle pattern through is the social
medias is important because consumers in generation Y are more accessble to the internet
than other generations. Moreover, the products that offer to the market have to be classy

and fashionable that can fit with everyday outfits and fashions.

e Offering more products for males in order to attract them to consume
more. As males are not that much into fashion and purchase luxury goods with reasons
rather than feelings like females do, it would be better to provide them a sense of taste

and lifestyle than a sense of fashion.

5.2.2 Recommendation for future research

As this research studies towards the factors affecting the intention to purchase
of luxury productsin Thailand, this study could be benefit to further studies regard luxury
market such as luxury cars, luxury decorations and so on in order to understand the
factors and values that consider beyond consumers decision. Moreover, the consequence
of this study can be supported the marketer to create the products that interested the
consumers as well as maintain a competitive advantage.

Limitation: The limitation of this survey was the low participation from the
respondents. There was 250 guestionnaires distributing to the respondents through the
internet but only 140 sets of questionnaires were returned. The other 90 questionnaires

were ignored and out of control.
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Appendix A: Questionnaire

Dear Sir/Madam

This set of questionnaire has been developed by College Management of
Mahidol students to use for MGMG 697 Thematic Paper. The purpose of collecting data
is to be able to analyze factors that affecting the intention to purchase toward luxury
products in Thailand where “luxury products are focused on consuming of luxury

fashion accessoriesincluding bag, purse, belt shoes and accessories’. All data will

be treated with high confidentially and used for educational purpose only. It will take
about 5-10 minutes to finish. Please be assured that your response is gtrictly confidential
and only aggregate results will be reported and used for educational purposes only.
Please complete all question truthfully by mark “¢” in the ¢ space given below the
following questions. Thank you for your participation.

There are 3 partsincluding in this set;

Part 1: General information

Part 2: Perceptions and Motivations

Part 3: Persona Information

Part 1: General information

1. Haveyou own any kind of luxury accessories ( Bag, shoes, belt, and accessories)?
(Single answer)
LYes 1 No

2. What kind of luxury product do you have? ( Multiple answers)
O Bag O Belt
1 Shoes ] Other (Please specify )




3. How often do you purchase luxury products? (Single answer)

O 1 —-5times/ month

1 Once every 2 months

[J Once every 6 months [J Once ayear

[J Other (Please specify )

1 Once every 3 months

[0 More than 5 times/ month
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4. Could you please tell usthe range of your spending on luxury product in one time?

(Single answer)
O Less than 50,000 Baht
0 200,001 — 500,000 Baht

O 50,001 — 200,000 Baht
[0 More than 500,000 Baht

5. Areyou price sensitivity when it comes to buy luxury brand? (Single answer)

O Yes I No

6. Where do you usually purchase luxury product? (Single answer)
LI In Store [J Online shop
[J Overseas shop ] Others (Please specify

Part 2: Perceptions and M otivations

Please indicate to what extent you agree or disagree with each of the following statements.

Please mark ONLY one number for each statement that corresponds with your answer.

Strongly| Strongly
: Disagree Agree
disagree agree
1. | feel satisfied with the quality of luxury Q) 2 ©)] 4)
products.
2. | think luxury products have more D 2 3 4
superior quality than non-brand products.
3. | think luxury products are more (1) (2 3 4)
fashionable than non-brand products.
4. | feel luxury products are valued for (D) 2 (©)) 4
money.
5. Luxury products provide positive image D 2 ©)] 4)
of mein the eyes of others.
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Strongly| Strongly
disagr ee Disagree| Agree agree
6. Luxury products make me look more D (2 ©)] 4)
attractiveness in appear of others.
7. | like when people recognized what | Q) 2 ©)] 4)
bought as luxury.
8. | want others to view me as an upper D 2 3 4
class status.
9. Luxury products differentiate me from (1) (2 3 4)
others.
10. | feel good about myself when using (1) (2 3 4
luxury products.
11. | feel treated when using luxury products. Q) (2 ©)] 4)
12. | use luxury products as the hedonic (D) 2 3 4
experience to myself.
13. | feel luxury product is a self-gifted. Q) 2 ©)] 4
14. Celebrities influence me to buy luxury (D) 2 3 4
products.
15. My friends influence me to buy luxury D 2 ©)] 4)
products.
16. My family members influence me to buy D 2 3 4
luxury products.
17. My colleagues influence me to buy Q) 2 ©)] 4)
luxury products.
18. My boyfriend / girlfriend influence me (D) 2 (©)) 4
to buy luxury products.
19. | feel accepted from others when using D 2 ©)] 4)
luxury products.
20. | appear successful in the eyes of others. D 2 €] 4
21. 1 wasinvited to join many social groups Q) 2 ©)] 4)
when using luxury products.
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Strongly| Strongly
. Disagree| Agree
disagree agree
22. | have more connections when using D (2 ©)] 4)
luxury products.
23. If the new collection of luxury products Q) 2 ©)] 4)
available in the market by next 3 months, |
am consider to buy it.
Part 3: General Information
1. What isyour gender? (Single answer)
O Mde Ll Female
2. What isyour nationality? (Single)
U Thai ] Japanese
O Chinese 0] Singaporean
L] Korean L] Other (Please specify )
3. What isyour age range? (Single answer)
O Lower than 18 years old 0 23—-25yearsold
026 -40yearsold 1 More than 40 years old
4. What isyour occupation? (Single answer)
[0 Student [J Professional (doctor, lawyer, etc.)
[J Housewife L] Entrepreneur
I Office worker 1 Unemployment
1 Other, please specity
5. What is your income range per month? (Single answer)

0 Less than 20,000 Baht
00 50,001-100,000 Baht
0 500,001 — 1,000,000 Baht

[ 20,001-50,000 Baht
O 100,001-500,000 Baht
O More than 1,000,000 Baht



