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This study explored Thai men’s decision-making styles with regard to their purchases
of skin care products. The instrument used for collecting data in this study was the
Consumer Style Inventory (CSI) questionnaire developed and validated by Sproles and
Kendall (1986). The participants in the study were 100 Thai men in Bangkok aged 21 to 50
years of age who purchase men'’s skin care products for their own consumption or asked
others to purchased said products on their behalf. The questionnaire distribution and data
collection were conducted in November and December 2012. The data were analyzed by
using descriptive statistics: percentages and means.

The study revealed that participants in the study exhibited Consumer Style
Characteristics of both the “Perfectionist, High-Quality Conscious Consumer” and “Habitual,
Brand Loyal Consumer”, CSI Factors 1 and 8 respectively. Together, the consumer decision-
making style of the participants in the study can be referred to as “High-Quality Conscious,

Brand Loyal Consumers”.
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CHAPTER |
BACKGROUND OF THE STUDY
Introduction

Vigneron and Johnson (1999) suggested that people's needs for a good appearance
were increasing. People want to satisfy the need to look and feel good. Improvements
in science, technology, society, the economy and education provide people better
standards of living, and therefore people are becoming more conscious of hygiene and
beauty (Souiden & Diagne, 2009). Nair et al (2007) claimed that it is normal that people
want to look like models, and both men and women want to be good looking and
beautiful.

The rising number of men beautifying themselves clearly shows men’s increasing
awareness of their looks, and consequently, cosmetics are increasingly being marketed to
men. The use of a cosmetics makes men feel more presentable and attractive (Firat,
1993). Mermelstein and Fielding (2007) supported this view saying that men have
become more conscious about their images than before, reflecting on sales of male
grooming products that were expected to increase by 18 percent worldwide between 2006
and 2011.

According to a Datamonitor (2011) report, the global personal care products market
generated total revenues of US $463.6 billion in 2010, and the market was forecast to
increase to US $560.2 billion by 2015. Skin care products are ranked as the second
largest segment in the personal care products market worldwide with a total value of
US $22.73 billion in 2010. The Asia-pacific region accounted for US $133.80 billion

worth of personal care products. Japan was ranked as the largest skin care market in the



region accounting for US $50.18 billion in sales, and China accounted for another US
$34.66 billion after Japan.

Growth in the men’s cosmetic market has also been noted as an important
opportunity for manufacturers and retailers in the industry. Souiden and Diagne (2009)
pointed out that the sales figures are evidence of the increasing importance of male
grooming products, therefore several cosmetic corporations have switched their focus
to male consumers in order to increase their market shares. A market research report
from Euromonitor International (2007) reported that US men’s consumption of skin care
products was US $2.3 billion per year, while UK men spent £100 million a year on
cosmetics.

The growth trends in the personal care product market and the men’s cosmetic
market are observable in Thailand as well. Thailand is recognized as one of the fastest
growing cosmetic markets, particularly in terms of men’s cosmetics, in part, because of
the Thai government campaign to promote the country as the future beauty capital of Asia
(‘Unilever-P&G skincare war’ 2006). Manager magazine (2004) stated that men with
healthy and young-looking skin have better occupational opportunities in the competitive
Thai market. This trend has been widely adopted by Thai men, and reflected on men’s
facial skin care sales which increase by 36 percent in 2010 (Positioning: PR news:
Strategic Movements, 2010).

The Euromonitor International report (2007) showed that the Thai men’s skin care
market was the fastest growing cosmetic market in 2006, with a volume growth of
3.8 billion Baht. A later report showed that in 2010, men’s skin care sales reaches
5.9 billion Baht, and men’s skin care product sales are forecast to grow to 8.5 billion Baht

by 2015 (Euromonitor, “Men’s Grooming in Thailand”, 2011). Positioning (2010) also



reports how strongly Thai men were following international trends and purchasing men’s
skin care products.

In brief, the men’s skin care market is growing rapidly in Thailand and the world.
Consequently, it should be monitored and studied carefully.

Gregorc (1982a) believed decision making is an important skill at all stages in life.
Numerous researchers have revealed that decision-making is more complex for
consumers who face various kinds of choices for each type of product they purchase
(Hafstrom et al 1992; Lysonski, Durvasula & Zotos, 1996; Mitchell & Bates 1998).
Mitchell and Bates (1998) also noted that individual consumer decision-making styles
have received a significant amount of attention from consumer behavior researchers over
the years.

Sproles and Sproles were early leaders in the belief that consumer decision-making
should be considered as an independent field of study within the domain of consumer
behavior. They (1990, p. 146) stated, “Important relationships exist between an
individual's general style of learning and his or her specific style of consumer decision
making. These relationships have important implications for the development of effective
consumer education and informational programs. They are particularly relevant in
understanding how differences in individual approaches to learning lead to widely
different consumer decision-making styles.”

Tai (2005) took the view that examining decision-making styles is also
necessary for marketers so that they can form a better understanding of the preferences
and needs of different groups of consumers. According to Wang et al (2001), the analysis
of consumer decision making can provide useful information for marketers enabling them
to understand more about consumers’ motivation in making choices of products. Mitchell

and Bates (1998) said that knowing consumers’ characteristics helps marketers effectively



match their product offerings to target markets. They believed, in particular, that research
that addressed the issue of gender differences in decision-making styles could help
marketers find better ways of communicating with both female and male consumers in
order to guide marketers in marking their mix decisions (Mitchell & Walsh, 2004).

A previous study by Sproles and Kendall (1986) suggested that decision-making
styles have a stabilizing effect over time on a consumer’s decision making. Consumers’
decision-making styles and the basic characteristics thereof are significant due to their
close relationship with purchasing behaviors. Therefore the understanding of consumers
purchasing behaviors is important for both marketers and consumers.

Given that the Thai men’s skin care market has experienced tremendous growth
since 2000 and the trend is projected to continue, and that better understanding of
consumer decision-making styles can lead to better counseling on purchasing behaviors
and financial management for consumers and better product/consumer adequation for
marketers, this study focuses on Thai men’s decision-making styles with regard to skin

care products.

Resear ch Question
This research seeks to answer the following research question:
What were the consumer decision-making styles of Thai male consumers in Bangkok

who used men’s skin care products in 2012?



Significance of the Study

This research was provided concrete insights into the men skin care product busi-
ness for individuals, researchers in the field of consumer behavior, as well as men’s skin
care product manufacturers, retailers and marketers. The findings have identifies the
decision-making styles of Thai men in Bangkok and their associated characteristics that
underlie their purchasing behaviors with regard to men’s skin care products. The findings
may help individuals better understand their personal consumer behaviors as a basis for
improving their decision-making skills and help marketers better understand Thai men’s
decision-making styles in order to improve their skin care products and marketing

strategies to better reach and serve their customers.

Participantsin the Study

The sample group included 100 Thai men in Bangkok aged 21 to 50 years old who
purchase men’s skin care products for their own consumption or ask others to
purchase said products on their behalf. According to Cosmeticsdesign (2005), men in this
age group are in their prime wage earning years, and therefore have sufficient purchasing
power to buy skin care products that they decide to use. Twenty-five participants were

selected for the study from different locations in Bangkok.

Instrument

The Consumer Style Inventory (CSI) questionnaire developed and valided by
Sproles and Kendall (1986) was used to collect the primary data.

The questionnaire was adapted to reflect its application in a survey of the behaviors
regarding the purchase of men'’s skin care products in Bangkok. The questionnaire was

translated into Thai by Dr. Ratchaneeya Klinnamhom from the Department of Thai and



Oriental Languages at Srinakharinwirot University and pre-tested on 5 participants on

October 2012 to verify its clarity and suitability.

Data Collection Procedure

The survey was conducted in Bangkok in November and December 2012. The
participants were selected by purposive and convenient sampling methods: the survey
included four groups of 25 men each drawn from different locations in Bangkok. The
first group was drawn from the researcher’s personal contacts, the second group was se-
lected from the Sathon business area, the third group was selected from the Siam business
area, and the last group came from the Wawee Coffee Shop, Urban Square Branch, Laksi,
Bangkok. The selected locations are where a large number of men with the required

profile can easily be found.

Data Analysis
The data collected were analyzed by means of descriptive statistics: percentages and

means.

Expected Outcomes of the Study
The results of this study may be beneficial in the following areas:
1. Interested individuals and/or counselors may use the findings of this
study to improve their consumer behaviors with regard to purchasing activities, and
2. Marketers can use the findings to develop better marketing strategies

better target their customers and communicate with them.



Definition of Terms

Definitions used in this study are defined as follows:
Skin Care Products are designed to be applied to the body and/or face for reasons of
personal hygiene and/or beauty. Such products include moisturizers, lotions, cleansers,

toners, tonics....

Consumer Decision-Making Style is a mental orientation characterizing a consumer’s
approach to making choices. It has cognitive and affective characteristics (for example,

quality consciousness and fashion consciousness).



CHAPTER II

REVIEW OF RELATED LITERATURE

This chapter presents the underlying the concepts of consumer decision-making
styles; an established method for determining consumer decision-making styles, i.e. the
Consumer Style Inventory (CSI); and related studies. The chapter provides an under-

standing of the foundations on which this study is based.

Consumer Decision-Making Styles

Sproles and Kendall (1986, p. 286) defined consumer decision-making style as
“a mental orientation characterizing a consumer’s approach to making choices”.
Sproles and Kendall believed that consumer decision-making styles were stable over time
and have a lasting effect on consumer decision-making. In a previous work, Sproles
observed that a consumer decision-making style is “a patterned, mental, cognitive
orientation towards shopping and purchasing, which constantly dominates the consumer’s
choices. [... ] these are ever-present, predictable, central driving forces in decision
making” (1985, p.79). Sproles and Kendall found that a number of decision-making
styles are identifiable, and each consumer has a specific decision-making style.
As consumer decision-making styles harden overtime, consumers may find themselves
victims of their own poor’s purchasing habits and unethical marketers may take
advantage of these weaknesses. A better understanding of this can lead to better
consumer practices and marketing strategies. The implication is that decision-making
styles of each consumer are individual and each consumer has a specific decision-making
style. Sproles and Kendall noted that “consumers are thought to reach the market with

certain basic decision-making styles” (1986, p. 267).



This is similar to the observation of Lysonski et al (1995) who defined decision-
making styles as a mental orientation of how consumers make choices. They also
supported the idea of Sproles and Kendall (1986) that a consumer characteristic approach
can be used to determine the mental orientation of consumers in making decisions.

As noted by Sproles and Kendall (1986, p. 267), “Identifying basic characteristics of
decision-making styles is central to consumer-interest studies.” This identification helps
to profile an individual’'s consumer styles, educate consumers about their specific
decision-making characteristics and counsel families on financial management.

Walsh et al (2001) noted that a key advantage of the consumer style characteristic
approach is its ability to identify individual consumer decision-making styles.

Thus the concept of this method is valuable for practical applications for consumer
interest practitioners and marketing practitioners.

Sproles and Kendall recognized the importance of “individuality” in the
introduction to their research paper “A Methodology for Profiling Consumers’
Decision-Making Styles” where they said it is perhaps the most widely analyzed topic
in consumer-interest studies” (1986, p. 267).

In brief, Sproles and Kendall made an important contribution to the definition of
consumer decision-making styles and the characteristics thereof. Based on this work,
they developed a methodology for profiling consumers’ decision-making styles which is
discussed in the following section of this paper. Their methodology has been tested
widely around the world and used as the basis for much research as presented in Related

Research below.
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Consumer Style Inventory

Sproles and Kendall (1986) proposed that consumer decision-making behavior can
be divided into eight decision-making factors that characterize a consumer’s decision-
making behavior. They developed The Eight Factor Model that identifies consumer
purchasing characteristics. The Consumer Style Inventory, or CSI, was designed as an
instrument for measuring consumer purchasing decision-making styles.

Walsh et al (2001) agreed that the CSl is a comprehensive and useful instrument for
measuring consumer decision-making styles. The CSI also determines the differences
among factors or characteristics unique to each individual. The CSI reveals that each
consumer has a specific decision-making style.

Consumer decision-making styles are classified into eight style characteristics or
factors in the CSI (Sproles & Kendall, pp.272-273, 1986). The Sproles and Kendall
model captures the dimensions of each characteristic.

The Consumer Style Characteristics or Eight Factor Model is shown in Table 1
below. Note that the Model is divided into eight consumer style characteristics or factors
and each factor is followed by three to eight statements used to measure the strength and

weakness of each characteristic.
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TABLE 1

Consumer Style Characteristics or the Eight Factor Model

Factor 1 — Perfectionist, High-Quality Conscious Consumer

. Getting very good quality skin care products is very important to me.
. When it comes to purchasing products, | try to get the very best or perfect choice.

. In general, | usually try to buy the best overall quality.

. I really do not give my purchases of skin care products much thought or care.

1

2

3

4. | make a special effort to choose the very best quality skin care products.

5

6. My standards and expectations for skin care products that | buy are very high.
7

. I shop quickly, buying the first skin care product or brand | find that
seems good enough.

(o]

. A product doesn’t have to be perfect, or the best, to satisfy me.

Factor 2 — Brand Conscious, “Price Equals Quality” Consumer

9. The well-known national brands are best for me.

10. The more expensive brands are usually my choices.

11. The higher the price of a product, the better its quality.

12. Nice department and specialty stores offer me the best products.
13. | prefer buying the best-selling brands.

14. The most advertised brands are usually very good choices.

15. A product doesn’'t have to be perfect, or the best, to satisfy me.

Factor 3 — Novelty-Fashion Conscious Consumer

16. | usually have one or more of the newest skin care products.

17. | keep myself up-to-date with the changing trends in skin care products.
18. Fashionable, attractive styling is very important to me.

19. To get variety, | shop different stores and choose different brands.

20. It is fun to buy new and exciting skin care products.

continued
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TABLE 1 (continued)

Factor 4 — Recreational, Hedonistic Consumer

21. Shopping is not a pleasant activity for me.

22. Going shopping is one of the enjoyable activities in my life
23. Shopping the stores for skin care products wastes my time.
24. 1 enjoy shopping for skin care products just for the fun of it.

25. I make my shopping trips fast.

Factor 5 — Price Conscious, “Value for Money” Consumer

26. | buy skin care products as much as possible at sale prices.
27. The lower price products are usually my choice.

28. I look carefully to find the best skin care products that value for money.

Factor 6 — Impulsive, Careless Consumer

29. | should plan my shopping more carefully than | do.

30. I am impulsive when purchasing skin care products.

31. Often | make careless purchases | later wish | had not.

32. | take the time to shop carefully for skin care product best buys.

33. I carefully watch how much I spend on skin care products. .

Factor 7 — Confused by Overchoice Consumer

34. There are so many brands of skin care products to choose from that | often feel
confused.

35. Sometimes it's hard to choose which stores to shop for skin care products.
36. The more | learn about skin care proi, the harder it seems to choose the t

37. All the information | get on different skin care products confuses me.

continued
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TABLE 1 (continued)

Factor 8 — Habitual, Brand-Loyal Consumer

38. | have favorite brands | buy over and over.
39. Once | find a skin care product or brand I like, | stick with it.
40. |1 go to the same stores each time | shop.

41. | change brands of skin care products | buy regularly.

Consumer Decision-Making Styles

Sprole and Kendall (1986) believed that, “A consumer decision-making style is
mental orientation characterizing a consumer’s approach to making choices. It has
cognitive and affective characteristic (for example, quality consciousness and fashion
consciousness). In essence, it is a basic consumer personality, analogous to the concept
of personality in psychology” (p. 268). Their work led them to refine their definition of
consumer decision-making style into eight characteristics or factors shown above in
Table 1.

They described the content and value of each factor in some detail:

Factor one: This characteristic is of a Perfectionist or High-quality conscious
consumer. Items in this factor measure a consumer’s search for the very best
quality in products. Those consumers higher in perfectionism could also be expected to
shop more carefully, more systematically, or by comparison. They are not satisfied with

a “good enough” product.
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Factor two: This characteristic identifies a brand conscious, “price equals quality”
consumer. It measures consumers’ orientations toward buying the more expensive, well-
known national brands. High scores are likely to indicate that a higher price means better
qguality. These consumers appear to have positive attitudes toward department and
specialty stores, where brand names and higher prices are prevalent. They also appear to
prefer best-selling, advertised brands.

Factor three This characteristic measures a novelty-fashion conscious consumer.
High scores on this characteristic mean fashion consciousness and novelty consciousness
as well. Consumers are likely to gain excitement and pleasure from seeking out new
things. Keeping up-to-date with styles is important to them. Variety-seeking also ap-
pears to be an important aspect of this characteristic.

Factor four: This characteristic measures a recreational and hedonistic shopping
consciousness. Those scoring high on it find shopping pleasant; they shop just for the fun
of it. In previous research, this was a “shopping avoider” or “time-saver” factor, and thus
measures shopping for recreation and entertainment.

Factor five: This is a price conscious, “value for money” consumer characteristic.
Those scoring high look for sale prices and appear conscious of lower prices in general.
Importantly, they are also concerned with getting the best value for their money. They
are likely to be comparison shoppers.

Factor six: This characteristic measures an impulsive, careless consumer orientation.
High scores on this characteristic mean that these consumers do not plan their shopping.
Furthermore, they appear unconcerned about how much they spend or about the “best-

buys.”
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Factor seven: This characteristic is related to a confused by overchoice conscious
consumers. High scorers on this characteristic are achieved by consumers who are
conscious of many brands and stores from which to choose and have difficulty making
choices. Furthermore, these consumers experience information overload.

Factor eight: This characteristic identifies a habitual, brand-loyal consumer orienta-
tion. High scores on this characteristic are likely to indicate consumers who have favorite
brands and stores and who have formed habits in choosing these. Habitual behavior is a
well-known aspect of consumer decision-making, and this factor reinforces its existence

as a general characteristic.

Related Research

Much research has been done on the concepts put forth by Sproles and Kendall
as well as their method: the Consumer Styles Inventory (CSI). Below is an overview of
that research.

Consumers face a large number of store and product choices, as well as promotional
activities due to the competition in every marketplace. Retailers and marketers use many
techniques to capture more sales, and this makes the decision-making process more
complex than ever (Hafstrom et al. 1992; Lysonski et al. 1995; Mitchell & Bates 1998).
Much research on the CSI has attempted to use this instrument to segment consumers on
the basis of their decision-making styles (Lysonski et al., 1995; Sproles & Sproles 1990;
Sproles & Kendall, 1986). Numerous influential researchers believed that the CSI
concept was important to marketing because it determined consumer behavior, thus it was
relevant for market segmentation (Sproles and Kendall, 1986; Walsh, Hennig-Thurau,

Wayne-Mitchell & Wiedmann, 2001). This conclusion is similar to that of Bakewell and
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Mitchell (2003) who noted the potential use of the CSI to segment markets into meaning-
ful and distinct groups of consumers with different decision making styles.

Lysonski et al (1995) observed that consumer interest practitioners used consumer
decision making styles to understand consumers’ shopping behaviors, while marketing
practitioners used those styles for market segmentation for product positioning.

Past research on decision-making styles also applied the CSI instrument in
various countries (Sproles & Kendall, 1986; Wesley, LeHew & Woodside, 2008; Ani
Suleska, & Rajh, 2009). Other studies employed the CSI for market segmentation
purposes (Walsh et al, 2001; AnSuleska, & Rajh, 2009).

Walsh et al (2001) believed that consumer decision-making styles are stable over
time, and were relevant to market segmentation. They believed that the understanding of
buying decision-making behaviors of consumers is important for marketing strategies
because that understanding helps to improve effective communication with different
consumer segments. Decision-making styles can be considered as basic buying-decision
making attitudes that consumers adhere to, even when they are applied to different goods,
services or situations. Tai (2005) said that examining decision-making styles is important
so that marketers and retailers are in a better position to understand the preferences and
needs of different groups of consumers.

The CSI method also has been used by many researchers in different countries to
determine and validate the decision-making styles of consumers in their markets.
Hofstede (1980) concluded that consumer decision-making styles represent a relatively
consistent pattern of cognitive and affective responses and each culture has been proven
to impact significantly on individual values and attitudes. Cheryl, Bennett and Hartel
(2005) concluded that culture has a significant influence on consumer decision-making

styles. Some relevant studies in specific countries are summarized below.
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Hiu et al (2001) conducted “An investigation of decision-making styles of
consumers in China”. The main objective of this study was to test the applicability of the
CSI method on Chinese adult consumers. The study employed the Sproles and Kendall's
CSI (1986) in order to identify Chinese consumers’characteristics. The study was
conducted in Guangzhou, China on 431 Chinese consumers. The results revealed the
Chinese consumers were High-Quality Consciousness. This study provided a better
understanding of Chinese consumer’s behavior in the Chinese cultural context.

Another research entitled “Generation Y female consumer decision making styles”
was carried out by Bakewell and Mitchell (2003). They examined the decision-making
styles of adult female Generation Y consumers in the United Kingdom. The CSI
questionnaire was given to 244 female undergraduate students aged between 18 and 22.
The study revealed that female shoppers were Recreational, Hedonistic consumers.

Bakewell, C. & Mitchell, V. W. (2006) conducted another study entitled
“UK Generation Y male fashion consciousness”. The researcher applied the CSI
questionnaire to 346 male consumers aged under 25 years of age. The results showed that
the male consumers in the United Kingdom scored relatively high in Fashion
Consciousness. The study also implied the potential of the CSI for segmenting markets
based on different decision-making styles of male consumers.

Mokhlis S. and Salleh S.H. (2009) studied “Consumer Decision-Making Styles in
Malaysia: An Exploratory Study of Gender Differences”. The research used Sproles and
Kendall's (1986) Consumer Style Inventory (CSI) on a sample of 386 male and female
Malaysian undergraduate students. This study aimed to understand the decision-making
styles of both genders. The findings revealed that males and females were both High-

Quality Consciousness Consumers.
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In contrast, Mitchell and Bates (1998) conducted a study of Consumer Decision-
Making Styles to examine consumer decision-making styles in the United Kingdom.

They used the CSI with undergraduate students to identify consumer types. The results of
this study showed that the populations studied were Recreational, Hedonistic Shopping
consciousness types. The researchers believed that knowing consumer style
characteristics allows marketers to differentiate their offerings to match their target
markets. They claimed that the study of CSI can be used as the basis of segmenting
consumers finely, thus enabling marketers to develop products more closely suited to

their consumer needs.

Another study was carried out by Walsh, Mitchell and Wiedman (2001).

The study titled “Consumer decision-making style as a basis for market segmentation”
was conducted in Germany. The aim of this study was to examine the structure of
decision making styles of German shoppers and to use the findings to better segment
consumers. A sample of 455 German consumers, representative of German consumers
according to gender and age was selected. The results of the study indicated that the
majority of participants were High-Quality Conscious Consumers. The researchers
suggested that marketers should emphasize the quality aspects of products in order to
attract target consumers based on their decision-making styles.

A study of “Decision-making Styles of Young Adult Consumers in the Republic of
Macedonia” was conducted by AniSuleska, and Rajh (2009). The researchers
administrated the CSI questionnaire to 304 undergraduate students at the Faculty of
Economics in Skopje, Republic of Macedonia. The results showed that the majority of
the participants were High Quality Conscious consumers. The researchers suggested that
marketers might use the findings to segment consumers more precisely and position their

products more effectively.
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The above sample of research demonstrates the wide spread use, validity and
applicability of the CSI as a tool for market research and/or consumer interest studies.
This study, designed to explore the decision-making styles of male consumers in
Bangkok who use men’s skin care products, employs the CSI as the method for collecting

the primary data.



CHAPTER llI

METHODOLOGY

This chapter describes the methodology employed to answer the research
question and is divided into four parts: Research Instrument, Participants in the Study,

the Data Collection Procedure and Data Analysis.

Research Instrument

The research instrument employed in this study was the Consumer Styles
Inventory, or CSlI, developed by Sproles and Kendall (1986). The researcher was granted
permission to use the CSI by the publisher of the Journal of Consumer Affairs. (See
Appendix A.) The questionnaire was translated into Thai and verified by
Dr. Ratchaneeya Klinnamhom from the Department of Thai and Oriental Languages at
Srinakharinwirot University. The Thai version was trial tested in October 2012 on five
possible participants to verify its clarity, and the time required to complete the question-
naire. The Thai questionnaire was found to be clear and could be easily completed in a
reasonable time that did not annoy the respondents. The English and Thai versions of the
CSl are attached in Appendices B and C.

Part 1 of the questionnaire defines the demographic profile of the participants in
the study, and in particular that the participants purchased their own skin care products or
asked someone to purchase the specific products that they wanted. Part 2 of the

guestionnaire consists of the 41 statements of the Sproles and Kendall’s CSI.
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In the original Sproles and Kendall (1986) model, the 41 statements were
grouped into the eight factors identified by the authors. To avoid biasing the participants,
in the questionnaire the eight factor headings were removed and the 41 grouped

statements were distributed throughout the questionnaire as shown below.

Table 2

The Revised Order of the 41 Satements

Factor 1 — Perfectionist, High-Quality Conscious Consumer

Original Order Revised Order
1. Getting very good quality skin care 1. Getting very good quality skin care
products is very important to me. products is very important to me.
2. When it comes to purchasing products, 5. I really do not give my purchases of
| try to get the very best or perfect skin care products much thought or
choice. care.
3. In general, | usually try to buy the best 9. The well-known national brands are
overall quality. best for me
4. 1 make a special effort to choose the very 16. | usually have one or more of the
best quality skin care products. newest skin care products.
5. I really do not give my purchases of skin  21. Shopping is not a pleasant activity
care products much thought or care. for me.
6. My standards and expectations for skin 29. I should plan my shopping more
care products that | buy are very high. carefully than | do
7. 1 shop quickly, buying the first skin care 34. There are so many brands of skin
product or brand | find that seems good care products to choose from that
enough often feel confused
8. A product doesn’t have to be perfect, or  38. | have favorite brands | buy over
the best, to satisfy me. and over.

Factor 2 — Brand Conscious, “Price Equals Quality” Consumer

7. 1 shop quickly, buying the first skin
care product or brand I find that
seems good enough.

10. The more expensive brands are usually 10.The more expensive brands are

my choices. usually my choices.

17. | keep myself up-tdate with the

changing trends in skin care
products

9. The well-known national brands are best
for me.

11. The higher the price of a product, the
better its quality.

continued
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Factor 2 — Brand Conscious, “Price Equals Quality” Consumer (Cont'd)

Original Order

Revised Ordel

12.

13.

14.

15.

Nice department and specialty stores
offer me the best products

| prefer buying the best-selling brands.

very good choices.

the best, to satisfy me.

The most advertised brands are usually

A product doesn’t have to be perfect, or

30. I am impulsive when purchasing

skin care products.

22. Going shopping is one of the

enjoyable activities in my life.

2. When it comes to purchasing
products, | try to get the very best or
perfect choice.

3. In general, | usually try to buy the
best overall quality.

Factor 3— Novelty-Fashion Conscious Consumer

16.

17.

18.

19.

20.

skin care products.

| keep myself up-to-date with the
changing trends in skin care products.
Fashionable, attractive styling is very
important to me.

To get variety, | shop different stores
and choose different brands.

It is fun to buy new and exciting skin
care products.

| usually have one or more of the newest 11. The higher the price of a product,

the better its quality.

12. Nice department and specialty
stores offer me the best products.

26. | buy skin care products as much as
possible at sale prices.

32. | take the time to shop carefully for
skin care product best buys.

35. Sometimes it's hard to choose
which stores to shop for skin care
products

Factor 4 — Recreational, Hedonistic Consumer

21.

22.

23.

24.

25

Shopping is not a pleasant activity for
me.

Going shopping is one of the enjoyable
activities in my life.

Shopping the stores for skin care
products wastes my time.

| enjoy shopping for skin care products
just for the fun of it.

. | make my shopping trips fast.

39. Once | find a skin care product or
brand I like, | stick with it.

23. Shopping the stores for skin care
products wastes my time.

18. Fashionable, attractive styling is
very important to me

13. | prefer buying the best-selling
brands.

4. | make a special effort to choose
the very best quality skin care
products.

continued
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Table 2 (continued)

Factor 5 — Price Conscious, “Value for Money” Consumer

Original Order Revised Ordel
26. | buy skin care products as much as 40. | go to the same stores each time
possible at sale prices. | shop

36. The more | learn about skin care
products, the harder it seems to
choose the best

28. | look carefully to find the best value for 31. Often | make careless purchases
money in skin care products. | later wish | had not.

27. The lower price products are usually
my choice.

Factor 6 — Impulsive, Careless Consumer

29. | should plan my shopping more 27. The lower price products are
carefully than | do. usually my choice.

30. I am impulsive when purchasing skin
care products.

31. Often | make careless purchases | later  19. To get variety, | shop different

25. I make my shopping trips fast

wish | had not. stores and choose different brands.
32. | take the time to shop carefully for skin  14. The most advertised brands are
care product best buys. usually very good choices.

6. My standards and expectations for
skin care products that | buy are
very high

33. | carefully watch how much | spend on
skin care products.

Factor 7 — Confused by Overchoice Consumer

34. There are so many brands of skin care

products to choose from that | often feel gtISTln to buy new and exciting

skin care products

confused.
35. Sometimes it's hard to choose which 8. A product doesn’t have to be
stores to shop for skin care products. perfect, or the best, to satisfy me.

36. The more | learn about skin care

products, the harder it seems to choose 24. | enjoy shopping for skin care

products just for the fun of it.

the best.
37. All the information | get on different 15. A product doesn’'t have to be
skin care products confuses me. perfect, or the best, to satisfy me.

continued
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Table 2 (continued)

Factor 8 — Recreational, Hedonistic Consumer

Original Order Revised Ordel

28. | look carefully to find the best

38. | have favorite brands | buy over and value for money in skin care

over.

products.
39. Once | find a skin care product or brand  33. | carefully watch how much
I like, | stick with it. | spend on skin care products.
37. All the information | get on
40. |1 go to the same stores each time | shop. different skin care products

confuses me
41. | change brands of skin care products 41. | change brands of skin care
| buy regularly. products | buy regularly.

Participants in the Study

This study included 100 male participants between the ages of 21 and 50.
According to Cosmeticsdesign (2005), men in this age group are in their prime wage
earning years, and therefore have sufficient purchasing power to buy skin care products
that they decide to use.

The number of participants was limited to 100 because of limitations of time and
resources of the researcher. This number was large enough, however, to allow the
selection of 25 men from each of three geographic areas of Bangkok where it was
relatively easy to find men with the target profile: 21 to 50 years of age and used of men’s
skin care products. The three selected geographic locations were the Sathon business area,
the Siam business area, and the Wawee Coffee Shop, Urban Square Branch, Laksi,
Bangkok. One final group of 25 men were known professionally to the researcher and

lived and worked in a variety of locations in Bangkok.
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The participants were selected purposively, (i.e. they fit the profile of the desired
group). Further, it was convenient for the researcher to select the participants from the

target areas because they were located near the residence or work place of the researcher.

Data Collection Procedure

Data collection was done by means of the self-administered questionnaire.
The survey was carried out in November and December, 2012.

The researcher clarified the objectives of the study before distributing the
questionnaire to each of the participants, allowed the participants to complete the

questionnaire individually and then collect the completed questionnaires for analysis.

Data Analysis

The data collected from the questionnaires were analyzed by descriptive statistics:
mean and percentage scores. The demographic information obtained from Part 1 of the
questionnaire was used for descriptive purposes only, (i.e. the profile of the sample
group). The findings are presented in tables followed by descriptions in Chapter 4
hereinbelow.

The standard five point Likert scale was employed to measure the level of agree-
ment of the participants with each of the 41 items in the “A methodology for Profiling
Consumers’ Decision-Making Styles” produced by Sproles and Kendall (1986).

The mean score of each described based on the criteria of Pisarnbut (2007) summarized
below:

1.00 — 1.80 = Very low

1.81 - 2.60 = Low

2.61 — 3.40 = Moderate
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3.42 —4.20 = High
4.21 —5.00 = Very high

High scores for each factor, or consumer characteristic, indicate high levels of
agreement with each of the statements in each factor and therefore the strength of the
characteristic exhibited by the participating consumers. Moderate or lower scores
indicate that the consumer characteristics receiving these scores are only secondary or
tertiary characteristics of the participants in the study. Only scores at the “high” or “very
high” levels are considered as contributing characteristics to the consumer decision-
making styles of the participants in this study.

Of the 41 statements in the questionnaire, nine items were stated negatively. These
are items 5, 7, 8, 15, 21, 23, 25, 32 and 41. These items were scored in the inverse
fashion, (i.e. the highest to the lowest scores were inverted to the lowest to the highest
scores).

Analysis of the data was made on each of the 41 statements in the questionnaire and
on each of the eight factors, or characteristics, in the CSI.

The analysis of the data revealed the answer to the Research Question,

“What were the consumer decision-making styles of Thai male consumers in Bangkok
who used men’s skin care products in 2012?"

The findings are presented in Chapter 4.



CHAPTER IV

RESULTS

The research results are presented in this chapter and are divided into two parts:
Demographic Information of the Participants and Consumers’ Decision Making Styles.

Summaries and interpretations of the data gathered are presented and discussed
in the order in which they appeared in the questionnaire. Tables are drawn to display the

results in averages, percentages and a brief discussion is presented below each table.

Demographic Information of the Participants

The Demographic Information of the 100 participants participating in this study
is presented below. All 100 participants were pre-qualified as users of men’s skin care
products. A pre-qualification question required that all participants purchased their own
skin care products or asked someone to purchase the specific skin care products that they
wanted on their behalf.

The Demographic Information of the participants is divided into five sections:
age, education level, occupation, income per month and money spent on skin care
products per month. The participants’ demographic information presented in Table 3

below.
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Table 3

Demographic Information of the Participants

ltem Quantity Percent
Age:
21-30 years old 54 54%
31-40 years old 39 39%
41-50 years old 7 7%
Total 100 100%
Educational Level:
High School 16 16%
Undergraduate 56 56%
Postgraduate and above 28 28%
Other 0 0%
Total 100 100%
Occupation:
Executive/Manager 9 9%
Self-employed/Company owner 8 8%
Professional (doctor, lawyer, etc.) 18 18%
Academic/Educator 5 5%
Student 15 15%
Other (Employees working for private companies) 45 45%
Total 100 100%
Income per Month:
10,000 Baht or less 6 6%
10,001-20,000 Baht 26 26%
20,001-30,000 Baht 18 18%
30,001-40,000 Baht 16 16%
40,001- 50,000 Baht 14 14%
More than 50,000 Ba 28 28%
Total 100 100%
Money Spent on Skin Care Products per Month
500 Baht or less 36 36%
501 — 1,000 Baht 29 29%
1,001 - 1,500 Baht 9 9%
1,501 — 2,000 Baht 18 18%
2,001 - 2,500 Baht 6 6%
2,501 — 3,000 Baht 0 0%
3,001 - 3,500 Baht 0 0%
3,501 — 4,000 Baht 0 0%
4,001~ 4,500 Bar 0 0%
4,501 — 5,000 Baht 0 0%
More than 5,000 Baht 2 2%
Total 100 100%
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As shown in Table 3, the majority of the participants were between the ages of
21 and 30 (54%). Most participants were university graduates with bachelor’s degrees
(56%) and 28% of the participants held higher degrees. The largest number of
participants were employees of private companies (45%). The participants specified this
under the “other” heading on the questionnaire. In terms of income, 28% of the
participants had an income of more than 50,000 baht per month, and fully 58% reported
earning 30,000 Baht or more each month. Only 6% earned 10,000 baht or less per month.
The participants also were asked how much they spent on men'’s skin care products each
month. A total of 64% of participants spent between 501- 2,500 baht per month on
men’s skin care products, and only 36% of participants reported that they spent 500 baht
or less per month.

In summary, the participants in this survey were relatively young (under 41),
well educated, working-men in Bangkok willing to spend part of their disposable

earnings on mens’ skin care products.

Consumers’ Decision Making Styles.

The customer decision-making styles of Thai male consumers of men’s skin
care products are presented below.

The mean scores for the 41 statements in the eight factors, or characteristics, of
Sproles and Kendall (1986) Consumer Style Characteristics: Eight-Factor Model are

presented in Tables 4 to 11 below.
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Table 4

Factor 1 — Perfectionist, High-Quality Conscious Consumer (N=100)

Iltem X Description
3. In general, | usually try to buy the best overall quality. 4.1t High
2. When it comes to purchasing products, | try to get the very .
. 3.9¢ High
best or perfect choice.
1. Getting very good quality skin care Products is very .
. 3.9¢ High
very important to me.
4. | make a special effort to choose the very best quality skin .
3.8¢ High
care products.
6. My standards and expectations for skin care products that - .
) 3.71 High
| buy are very high.
5. I really do not give my purchases of skin care products much .
3.51 High
thought or care.
8. ggroduct doesn’t have to be perfect, or the best, to satisfy 3.2¢ High
7. 1 shop quickly, buying the first skin care product or brand .
' 3.14 High
| find that seems good enough.
Overall 3.7 High

Table 4 shows that the participants reported a “high” score level in all eight
statements in Factor 1 with mean scores ranking from 3.14 to 4.15. Statement number 3
received the highest level of agreement at 4.15 which is the highest score for any of the
41 items in the Eight-Factor Model. The scores indicate that most participants exhibited
the style characteristic of the Perfectionist, High-Quality Conscious Consumers when

they purchased men’s skin care products.
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Table 5

Factor 2 — Brand Conscious, “Price Equals Quality” Consumer (N=100)

Iltem X Description

12. Nice department and specialty stores offer me the best 3.3( Moderate
products.

15 A product doesn’t have to be perfect, or the best, to satisfy me. 3.22 Moderate
9. The well-known national brands are best for me. 3.0z Moderate
13. | prefer buying the best-selling brands. 2.8i Moderate
11. The higher the price of a product, the better its quality. 2.82 Moderate
14. The most advertised brands are usually very good choices. 2.8( Moderate
10. The more expensive brands are usually my choices. 2.5¢ Low

Overall 2.9¢ Moderate

Table 5 shows that none of the statements in the “Brand Conscious”
characteristic reached the “high” level and therefore had little impact on the purchasing

behaviors of the participants.
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Factor 3 — Novelty-Fashion Conscious Consumer (N=100)
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Iltem X Description
18. Fashionable, attractive styling is very important to me. 3.64 High
19. To get variety, | shop different stores and choose different 3.1z Moderate
brands.
20. It is fun to buy new and exciting skin care products. 3.01 Moderate
17. | keep myself up-to-date with the changing trends in skin care 29; Moderate
products.
16. | usually have one or more of the newest skin care products. 2.7¢ Moderate
Overal 3.0¢ Moderate

Table 6 presents the mean scores for the participants’ agreement with the five

statements in Factor 3 — Novelty-Fashion Conscious Consumer.

. Only statement number 18 ranked in the "high” level with a mean score of

3.64.



32

Table 7

Factor 4 — Recreational, Hedonistic Consumer (N=100)

Iltem X Description

23. Shopping the stores for skin care products wastes my time. 3.20 Moderate
24. | enjoy shopping for skin care products just for the fun of it. 2.99 Moderate
25. I make my shopping trips fast. 2.96 Moderate
21. Shopping is not a pleasant activity for me. 2.87 Moderate
22. Going shopping is one of the enjoyable activities in my life. __ 2.74Moderate
Overall 2.95 Moderate

Table 7 reveals that the participants had an overall “moderate” level of

agreement with the five items in Factor 4 of the Eight-Factor Model.

Table 8

Factor 5 — Price Conscious, “Value for Money” Consumer (N=100)

ltem X Description
28. | look carefully to find the best value for money in skin care 381 High
products.
26. | buy skin care products as much as possible at sale prices. 2.42 Low
27. The lower price products are usually my choice. 2.33 Low
Overall 2.85 Moderate

Table 8 presents the mean scores of the Price Conscious, “Value for Money”
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Consumer Factor. The participants gave “low” scores to statements 26 and 27, but a
“high” score to statement number 28. This suggests the participants’ preference for

“value for money” over simply low prices.

Table 9:

Factor 6 — Impulsive, Careless Consumer (N=100)

ltem X Description
29.1 should plan my shopping more carefully than | do. 3.2F High
33. | carefully watch how much | spend on skin care products. 3.21 Moderate

32. | take the time to shop carefully for skin care product best 316 Moderate

buys.
30. I am impulsive when purchasing skin care products. 2.7¢ Moderate
31. Often | make careless purchases | later wish | had not. 2.57 Low

Overal 2.9¢ Moderate

The participants reported a “high” level of agreement with statement number 29
(3.25) and a “low” level of agreement with statement number 31 (2.57). All other

statements received “moderate” scores between 2.76-3.21.
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Factor 7 — Confused by Overchoice Consumer (N=100)
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Iltem X Description
36. The more | learn about skin care products, the harder it seems to High
i
choose the best. I
34. There are so many brands of skin care products to choose from
3.3t Moderate
that | often feel confused.
35. Sometimes it's hard to choose which stores to shop for skin care
Moderate
products.
37. All the information | get on different skin care products confuses
1€ Moderate
me.
Overall 3.32 Moderate

Table 10 shows “moderate” mean scores ranging between 3.16 and 3.35.

Only statement number 36 received a “high” level of agreement (3.51) in this factor.
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Table 11

Factor 8 — Habitual, Brand-Loyal Consumer (N=100)

Iltem X Description
38. | have favorite brands | buy over and over. 3.95 High
39. Once | find a skin care product or brand | like, | stick with it. 3.61 High
40. | go to the same stores each time | shop. 3.12 Moderate
41. | change brands of skin care products | buy regularly. 3.11 Moderate
Overall 3.45 High

Table 11 reveals that the participants agreed with the four statements at the
upper “moderate” or “high” levels. This suggests that Thai male consumers tend to have
the Habitual, Brand-Loyal Consumer Decision-Making Style when they purchase their
skin care products.

Table 12, below, presents a summary of the mean scores for each factor of the

Consumer Style Characteristics: Eight Factor Model.
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Table 12:

Consumer Style Characteristics: Eight Factor Model (N=100)

Consumer Style Characteristics X Description
1. Factor 1 — Perfectionist, High-Quality Conscious Consumer 3.7¢ High
2. Factor 8 — Habitual, Brand-Loyal Consumer 3.4t High
3. Factor 7 — Confused by Overchoice Consumer 3.3  Moderate
4. Factor 3 — Novelty-Fashion Conscious Consumer 3.0¢  Moderate
5. Factor 6 — Impulsive, Careless Consumer 2.9¢  Moderate
6. Factor 4 — Recreational, Hedonistic Consumer 2.9t  Moderate

7. Factor 2 — Brand Conscious, “Price Equals Quality”

2.9¢ Moderate
Consumer

8. Factor 5 — Price Conscious, “Value for Money” Consumer 2.8¢  Moderate

Overall 3.1¢  Moderate

Table 12 reveals that all mean scores for the eight factors of the Consumer Style
Characteristics fell between 2.85 and 3.70. It is noteworthy that two of the eight factors
were at the high level: FactbrPerfectionist, High-Quality Conscious Consumer
Characteristic (3.70); and Fac®rHabitual, Brand-Loyal Consumer characteristic
(3.45). All other factors ranked in the moderate level of agreement. No factor mean
scores fell into the low, very low, or very high ranges of the scale. The overall mean
score for all eight factors was 3.16, “moderate”.

In summary, the 100 Thai male participants in the survey agreed with six of the

eight factors of the Consumer Style Characteristics: Eight Factor Model of Sproles and



37

Kendall (1986) at the “moderate” level. Factors 1 and 8 received a “high” level of
agreement from the participants.
Conclusions and discussion of the results of the study, comments on limitations

of the study and recommendations for further studies are presented in Chapter 5.



CHAPTER YV
CONCLUSION, DISCUSSION AND RECOMMENDATIONS FOR

FURTHER STUDIES

This chapter is comprised of three sections: Conclusions and Discussion,

Recommendations for Further Studies and Limitations of the Study.

Conclusionsand Discussion

This study explored the consumer decision-making styles of Thai male
consumers in Bangkok who used men'’s skin care products based on the eight decision-
making factors , or characteristic, of Sproles and Kendall (1986), and revealed the answer

to the Research Question.

The Research Question was “What were the consumer decision-making styles of Thai
male consumers in Bangkok who used men'’s skin care products in 20127?”
The answer to the Research Question is: the participants in this study clearly exhibited the
Consumer Style Characteristics of both the “Perfectionist, High-Quality Conscious
Consumer” and “Habitual, Brand Loyal Consumer”. Together, the consumer decision-
making style of the participants in this study can be referred as, “High-Quality, Brand
Loyal Consumers”.

Beyond the patrticipants’ high level of agreement with the statements in the
questionnaire on the above two factors, they also agreed at the high level with related
statements in other consumer styles factors. They strongly agreed that fashionable,

attractive styling was very important to then (statement 18). This is consistent with
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quality consciousness. They also sought value for money over low price (statement 28)
which is also consistent with quality consciousness. In statement 29, their responses
suggest that they were regretful of their poor planning of shopping excursions, which a
perfectionist consumer would not neglect to do. And in statement 36, the participants
indicated their growing maturity as high quality conscious consumers by agreeing with
the statement that the more they learned about skin care products, the harder it was to
choose the best one.

With regard specifically to Factor 1 — Perfectionist, High-Quality Conscious
Consumer, the participants ranked it at the highest level (3.70) of any characteristic in the
study. The majority of the participants were well educated and reported monthly
incomes above 30,000 Baht. They were also willing to spend money on men’s skin care
products. Being well educated and with disposable incomes and interest in men’s skin
care products, these participants were attracted by high quality, had the means to pay for
it and the time, ability and interest to shop for high-quality products.

Based on the eight-factor model of consumer decision-making styles of Sproles
and Kendall (1986), the Thai male consumers in this study clearly exhibited the
characteristic of the Perfectionist, High-Quality Conscious Consumer. These consumers
were high in perfectionism and could be expected to shop carefully, systematically,
and/or by comparison.

This conclusion is consistent with the findings of Hiu et al (2001), Walsh,
Mitchell and Wiedman (2001), Mokhlis S. and Salleh S.H. (2009) and Snieska, and
Rajh (2009). They investigated the decision-making styles of university students in four
different countries, and concluded that consumers with higher educational levels tended
to rank high in Factor 1 — Perfectionist, High-Quality Conscious Consumer. As high

quality products tend to be more costly than lower quality products, it would seem that
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consumers, like those who participated in this study, with high incomes would also seek
higher quality products, because they have the disposable incomes to purchase them.

Factor 8 — Habitual, Brand-Loyal Consumer also received a "high” level of
agreement from the participants in this study. Consumers who are high in Factor 8,
are likely to choose their favorite brands of skin care products over other brands.

In other words, these types of consumers are attracted to and influence by product brands,
because they tend to repeatedly buy only skin care product brands that they recognize.
Sproles and Kendall (1986) stated, “Habitual behavior is a well-known aspect of

consumer decision-making, and this factor reinforces its existence as a general
characteristic” (p.274).

The conclusions of the study lead to suggestions for two groups competing to
influence the behaviors of consumers: 1. skin care product manufacturers, retailers and
marketers; and 2. consumer-interest individuals and professionals.

For men’s skin care product manufacturers, retailers and marketers, the results
of this study suggest that they should emphasize product quality in order to attract and
fulfill the high quality expectations of this consumer style. These consumers are smart
shoppers, who shop carefully, systematically, and often by comparison.

Therefore their shopping trips are usually well planned. Marketing strategies and
communication programs should be designed and tailored to attract this type of consumer.
Moreover, retailers could provide training courses for salespersons to help them interact
with this type of consumer more effectively, and have a better understanding of their
needs.

In addition, the study revealed that among Factor 8 — Habitual, Brand-Loyal
Consumer also ranked at the “high” level. High scores on this characteristic means that

consumers are likely to have favorite brands and stores and to have formed habits in
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choosing these. These consumers tend to repeat their purchasing habits over and over.
They do not seek variety by purchasing various skin care products in different outlets for
the products they seek.

Men’s skin care product manufacturers, retailers and marketers need to be aware
of this, and design their promotional tools to reach these consumers, and induce them to

try new skin care products at their favorite outlets and to try out new and attractive outlets.

For consumer-interest individuals and professionals, the findings of this study
can help consumer consumer-interest individuals to learn more about their personal
consumer characteristics. Individuals can then apply the findings to improve their own
purchasing behaviors and to plan their spending on skin care products in accordance.

Consumer-interest professionals can use these findings to educate consumers
about their specific decision-making characteristics and counsel them on how to improve
their consumer behaviors and financial management.

In summary, this study yields findings that are immediately useful for the men’s
skin care product users who can use the study to improve their consumer behaviors.

It is also useful for men’s skin care product manufacturers, retailers and marketers who
can gain insights into what products male consumers are seeking and how best to
influence these consumers to purchase them. Finally, this study can help consumer-
interest individuals and professionals, better understand the needs of these types of Thai
male consumers and then better prepare to counsel these consumers in ways to improve

their various behaviors.
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Recommendations for Further Studies and Limitations of the Study and are

presented below.

Recommendationsfor Further Studies
Recommendations of further studies are presented below.

1. Further studies about consumer decision-making styles should be
conducted with larger numbers of participants , so that the findings can
represent the consumer decision-making styles of Thai male consumers
more accurately.

2. The sampling of participants was limited to men between 21 and 50
years of age. Future studies of consumer decision-making styles should
be conducted on a wider age range (e.g. 15-65) divided into more narrow
segments (e.g. 5 years). This would provide more focused data.

3. The sampling of participants in this study was limited to only three geo-
graphic locations in Bangkok. Future studies of consumer decision-
making styles should be conducted in other parts of the Bangkok Metro-
politan area and in other parts of Thailand. This would reveal the
consumer decision-making styles in other areas of Thailand.

4. This study focused only on skin care products. Other studies should
focus on men’s decision-making styles with regard to other products
such as men’s hair care or health care products. Comparative studies
could reveal differences or similarities in decision-making styles and

different product categories.
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Limitationsof the Study
Limitations of the study are presented below.

1. The number of participants in this study was limited to 100
participants ; therefore, the findings of this study may not reflect the
consumer decision-making styles of a wider cross section of Thai male
consumers.

2. Due to time limitations, the data collection for this study was conducted
in only three geographic locations of Bangkok. As a result, the data
may not represent the real distribution of consumers among the eights
decision-making styles of Thai male consumers in the larger Bangkok

metropolitan area.
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Questionnaire
This questionnaire is specially developed on part of a Master’s Degree research project at
Srinakharinwirot University. Please respond to each item as carefully and thoroughly as
possible. This questionnaire is strictly confidential and the information you provide will

be used for the purpose of this study only.

Prequalification
| purchase my own skin care products or ask someone to purchase the specific products
| want for me.

( )Yes ( )No

Part 1: Personal Information

Directions: Please select one answer for each of the following questions by m@(ldng

the appropriate answer that applies to you.

1. What is your age group?

( )21-30 () 31-40 ()41-50

2. What is the highest level of education you have complete?
() High school

() Bachelor Degree

() Master Degree and above

() Other (Please specify)
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3. What is your occupation?

—~

) Executive/Manager

() Self-employed/Company owner
() Professional (doctor, lawyer, etc.)
() Academic/Educator

() Student

() Other (Please specify)

4. What is your average monthly income?

() 10,000 Baht or less ( ) 30,001-40,000 Baht
( ) 10,001-20,000 Baht ( ) 40,001- 50,000 Baht
( ) 20,001-30,000 Baht () More than 50,000 Baht

5. How much money (on average) do you spend on skin care products per month?

() 500 Banht or less () 2,501 - 3,000 Baht
() 501 -1,000 Baht ( ) 3,001 - 3,500 Baht
( )1,001- 1,500 Baht () 3,501 — 4,000 Baht
( ) 1,501 -2,000 Baht ( ) 4,001 -4,500Baht
() 2,001-2,500 Baht () 4,501- 5,000Baht

() More than 5,000 Baht
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Part 2: Thedecision to buy skin care products.

Directions. Please rate the following statements about your behavior when shopping for

askin care products by marking(() on the statement level with which you agree.

5=Strongly Agree 4=Agree 3=Neutral 2=Disagree 1= Strongly Disagree

Statements on your decisionsto buy skin care products Level of agreement

1. Getting very good quality skin care products is very
important to me.

2. When it comes to purchasing skin care products, | try to
get the very best or perfect choice.

3. In general, | usually try to buy the best overall quality.

4. | make a special effort to choose the very best quality
skin care products.

5. lreally do not give my purchases of skin care produgts
much thought or care.

[

6. My standards and expectations for skin care product
that | buy are very high.

7. 1 shop quickly, buying the first skin care products
product or brand | find that seems good enough.

8. A product doesn't have to be perfect, or the best,
to satisfy me.
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Statements on your decisionsto buy skin care products

Leve of agreement

U7

9. The well-known national brands of skin care product
are best for me.

10. The more expensive brands of skin care products ar
usually my choices

1%

11.The higher the price of a product, the better its qualitly.

12. Nice department and specialty stores offer me the best

products.

13. Nice department and specialty stores offer me the best

products.

14.The most advertised brands of skin care products ar
usually very good choices.

19}

15. A product doesn’t have to be perfect, or the best, to
satisfy me.

16.1 usually have one or more skin care products of the
very newest products.

17.1 keep myself up-to-date with the changing trends of
skin care products.

18. Fashionable, attractive styling is very important to m¢

%4

19.To get variety, | shop different stores and choose
different brands of skin care products.
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Statements on your decisionsto buy skin care products

Level of agreement

20.1t is fun to buy new and exciting skin care products.

21.Shopping is not a pleasant activity for me.

22.Going Shopping is one of the enjoyable activities in 1
life.

23.Shopping the stores for skin care products waste my
time.

24.1 enjoy shopping for skin care products just for the fu
of it.

=}

25.1 make my shopping trip fast.

26.1 buy skin care products as much as possible at sale
prices.

27.The lower price of skin care products are usually my
choice.

28.1 look carefully to find the best value for money in ski
care products.

29.1 should plan my shopping for skin care products mo
carefully than | do.

re

30.1 am impulsive when purchasing skin care products.
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Statements on your decisionsto buy skin care products

Leve of agreement

31.0Often | make careless purchases I later wish | had not.

32.1 take the time to shop carefully for skin care product]
best buys.

33.1 carefully watch how much spend on skin care
products.

34.There are so many brands of skin care products to
choose from that | often feel confused.

35.Sometimes it’s hard to choose which stores to shop
skin care products.

or

36.The more | learn about skin care products, the hardeg
seems to choose the best.

rit

37.All the information | get on different skin care produc
confuses me.

[S

38.1 have favorite brands of skin care products | buy ovd
and over.

18

39.0nce | find a skin care product or a skin care brand |
like, | stick with it.

40.1 go to the same stores each time | shop.

41.1 change brands of skin care products | buy regularly.
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