UNAALD
swalasany : MRG5180128
- = a U 1 [~ 6
Halasan1y : madnsganssaduilnangualnsidndaas
Fawnivy . 99N Y LAAITIMIANG

AMINGAYINBADAINATA
E-mail Address : aurathai.course@gmail.com

swznm‘[moms : 15 N wN1AaN 2551 - 30 LYW 2555

Ao A = a U A ] I 6 A o
madBiaInIAnmwnanssuguilnanguilnadndia STandszaadlunis
238 1) ﬁﬂmé'@lé'ﬂmiuwmwmommaa;ju‘ﬂnmwwmUﬁmﬁﬂlumn‘gamwwmm
% = U A a U A ] I 6 d' %
2) Wavnadouguilnauazzduuunsvilaavesduilnangunlnugndmanendoly

LUANTIUNNUAIUAT I@Uﬁmu@ﬂszmmﬁiﬂumﬁfﬁ'ﬂL%mmmw leun Arofandvat
luLm@ngawawmuﬂi 2187eni19 20-49 1 FOBATWIRA/RENTII/UAI9T% IuTUGa
A A £ = a '

Wautade 50,000 U1nAnlY LaTAWOANTTUNIILNALLLAIILNG (Heterosexual)
= a a t:ll v 1 LU nﬂl d‘y v v
fwgdnsranisvilaaftunisguaaniasdiunislddneluisesvased nin wa
AAINWITOE LaznIsuSlaataauaundnlasiafsilas 250,000-300,000 LN LAY
Uz nIN b lwn 1398 BIUS N Lawn gmﬂﬂmé'ﬂag'slmwngamwumum §51u5uda

{ J a 1
\@awlafy 10,000 UK UasdWgANTTUNNALLUGINA (Heterosexual)

o 6

Han1IATEdIRdaanBalunuInmIawavasfuilnaiwarienandeluive
o 1 a b & ] >
NIUNNANIUAT T1UI% 496 AU Wudn Ferditegruanauiume 4.85 uazd1dTag1u
anudundgs 4.35 uazldvimsudingulasldquansuzduiainsuazdaansal
ununniane lagldafid Two-step Cluster Analysis 1@3113% 5 ngw Usznavdiy
1 I 6 1 6 & 6 ] a 1 [

njuinlnadndraa nduaivaiidndria nduiawinuTiunuun ngunnuyu uag
ngunIadwiianns Ansunguulnadndmalddiiuvnsvamnnadouduilnalas
minaseulszwalaslimudieuifisudrafoveindudiatiududiuinmsi wia One
Sample T-test iNanagaudadvvainduduilnawlnadndoiaiudsegin anus

manageunud Uszwarnfidnasonlenuuandrsandidsagin laun unuimmisiwe

(P1) NIATIINAUAKLDY (P2) miﬂiuﬁugﬂﬁﬂmﬁmwaﬂ (P7) LLmﬁmiagiJéTﬂmﬁ



]
A @ o o

mMowan (P8) NAUEALNIIEDANIZAL .001 ANuakladanIuasne (P4) nIuslng

>

wuuaszn (P13) nsuilnauuuiagiisuiennugy (P14) mauilaaieaaniuenig
f90u (P15) AenvpdAaunadanizal .01 uaz ANUnIkInIsaadnTuannuauN LS
FRINYAAIIIULIMAZIUNIFIAN (P3) MalToufiougdi (P9) uaznisuilnaiiie
gUNINEIRNTITEENAIAINBLAT WO AN TINlUNITUTHIITANITAIUEITA TN TUAS

a ai 1 a o a Qnd‘ a o gl s A Y A 1 ~ 4
ATz (P11) NApddynatanszay .05 dniy Tedsnguilnanguwlnadnd
TalnanuiaylunmsaaaulaioRuAnIauInINankeITBImUsIaUANNIALIN
anldfekanasdaluf quaw anuhgefialunisldiu anuszainauis Yasadis
grusaldanladne awntaltnuldnainvals s10nNIzaN S1udanITeNLTY

o a d‘lp A 1R oA U

nunu lnzaunuIsisy mdeldlunagniige menuuazifigals iauiduuas

) o a A v Az dad a oA @ P v A o o
NURUL Nﬁ@ﬂ’]ﬂuil‘]’qﬂqﬂLU%Y]N"EEL&UGI@G@G LNDUADNITAL FNDWABNIN ATURIIAU



ABSTRACT
Project Code : MRG5180128
Project Title : The Study of Metrosexual Consumers.
Researcger : Aurathai Lertwannawit,

Suan Dusit Rajabhat University
E-mail Address : aurathai.course@gmail.com

Project Duration : 15 May 2008— 30 April 2012

The Study of Metrosexual Consumers has 2 main objectives 1) study gender
identity role of male consumers, who live in Bangkok and 2) develop consumer profile
and consumption pattern of metrosexual, who live in Bangkok. The qualifications of
population for qualitative research are men who live in Bangkok, age between 20 to 49
years, marital status single/divorce/married, monthly income equal or higher than 50,000
baht, and heterosexual type. In addition, their expenditures for self-care such as cloths,
face, hair, skin, and all related consumption for beauty should be averaged 250,000-
300,000 baht per year. The qualifications of population for quantitative research are men
who live in Bangkok, with monthly income equal or higher than 10,000 baht, and

heterosexual type.

The research result on gender role identity for 496 male consumers, who live in
Bangkok reports median score at 4.85 for masculinity and 4.35 for femininity. The result
from Two-step Cluster Analysis, using psychological and gender identity role variables,
reports 5 groups, which are Metrosexual, Ubersexual, Effeminate Man, Tough Man, and
Traditional Man. Metrosexual profile is developed by using One Sample T-test by
comparing Metrosexual’'s psychological factors and behavior mean score with median
score of the whole sample to verify research propositions. The average score of Gender
Identity role (P1) Self monitoring (P2) Appearance Evaluation (P7) Appearance
Orientation (P8) are statistically different from median score at .001 significant level. The

average score of Clothing Concerns (P4) Frugal (P13) Materialism — Happiness (P14)



Status Consumption (P15) are statistically different from median score at .01 significant
level. The average score of Susceptibility to Interpersonal Influence-social aspect, (P3)
Physical Appearance Comparison (P9) Wellness Consumption- Physical Fitness and
Nutrition and Stress Management Behavior (P11) are statistically different from median
score at .05 significant level. Metrosexual consumers report the important factors used in
purchasing decision for their own consumption based on the following criteria ranking
from the most important to the least important — quality, dependability, comfort, safety,
ease of use, expansiveness in use, reasonable price, ease of repair, durability, exact fit
with taste, cheapest available, beautiful and attractive, exciting and stylish, made by

well-known company, and friends must like it, and friends also have it.





