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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, Übersexual, 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. 
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P2 :  

P3 : 

 

P4 :  

P5 :  

P6 : 

 

P7 :  

P8 :  

P9 :  

P10 :   

P11 :  

P12 :   

P13 :  

P14 :  

P15 :  
 

2.5.2.1.   Gender Role Identity 

 (Masculinity)  

(Femininity) 
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 (Bem, 1974,  1981a, 1981b; Fischer & Arnold, 1994;  

Palan, 2001) 

 (Fischer & Arnold, 1994; Kacen, 2000; Schertzer et al., 2008) 

 (Collectivism) 

 (Individualism) (Hofstede, 1998) 

 

   (Sex)  (Gender Identity) 

 (Gender Role)    

 (Qualls, 1987)  BEM (Bem, 1974) 

  (Scanzoni, 1975) 

  -   

(Meyers-Ley, 1988) 

   (Schmitt et 

al., 1988)   

  

 (Fischer & Arnold, 1994)  3  

     3 

 

  

 

 3  

 BEM Sex Role Identity  BSRI 

 

   (Salzman et al., 2003, pp.59-60)  
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 (  , 2548)  

(Proposition)   

P1 :  

  

 

2.5.2.2.   Self Monitoring 

 (Social 

Comparison) 

 (Gudykunst & Ting-Toomey, 1988)   

 (Situational Cues) 

 (Social Appropriateness) (Snyder, 1974)   (O'Cass, 2000) 

 (Lennox & 

Wolfe, 1984) 

 

  

  (Thompson & 

Hirschman, 1995) 
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 (Aaker, 1999; Browne & Kaldenberg, 

1997; Snyder & DeBono, 1985) 

 (Public Self)  (Social Identity)  

 

 

 (Personal Values) 

 (Private Practices) (Browne & Kaldenberg, 1997) 

 (Montagliani & 

Giacalone, 1998) 

 (Interpersonal Orientation) 

 (Snyder, 1987)  

 (Solomon & Schopler, 1982) 

  (Harnish & Bridges, 2006) 

 

 

 

  

 

 

 (Proposition)   

P2 :   

 

2.5.2.3.  

(Susceptibility to Interpersonal Influence)  (Bearden et al., 1989, p.474) 
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 /

 /  

 

  (Achenreiner, 1997; Kropp, 

Lavack, & Holden, 1999; Mandhachitara & Piamphongsant, 2011) 

  

    (Bearden et al., 1989) 

  (Deutsch & Harold, 1955) 

  

 (Vigneron & Johnson, 1999)  

 (Conspicuous Values) 

 (Social Values)  (Prestige-

Seeking Consumption)  

  (Zinkhan & Prenshaw, 

1994a) 

  

 

 (Mason, 1992; Ram, 1994) 

 

 (Salzman et al., 2003;  , 

2548)     (Netemeyer, Bearden, & Teel, 1992) 
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 (Proposition)   

P3 :  

 

 

2.5.2.4.  (Clothing Concerns) 

   

 (Bruner II et al., 2001; Gurel & Gurel, 1979; Netemeyer 

et al., 1995)  

  (Collectivist Culture) 

 (Individualist Culture) 

 (De Mooij, 2004) 

 (Netemeyer et al., 1995) 

 

     (Kang, Sklar, & Johnson, 

2011)  

 

 

 (Kim, 2005) 

 

 (Flocker, 2003; 

Salzman et al., 2003)  
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 (  

, 2548)  (Proposition)   

P4 :   

 

2.5.2.5.  (Fashion Consciousness) 

 

 (Back, 1985; Miller, Cowan, Cowan, & Hetherington, 1993) 

 

 (Bordo, 1993; Ewen, 1988; Faurschou, 1987; Firat, 1991) 

   

(Nam et al., 2006) 

 (Shim & Gehrt, 1996; Walsh et al., 2001) 

-  (Dutta-Bergman & Wells, 2002) 

 (Idiocentric Consumers) 

 

 (Fashion Leadership)  

 

 (Goldsmith, Freiden, & Kilsheimer, 1993) 

   (Fashion Involvement) 

 (Up-to-date Styles)  

(Auty & Elliott, 1998; Shim & Gehrt, 1996; Walsh et al., 2001; Wells & Tigert, 1971)  

    (Tigert, Ring, & King, 1976) 

 

 (Flocker, 2003; Hoh, 2003) 
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 (  , 2549;  , 2548) 

 (Proposition)   

P5 :  

 

2.5.2.6.  (Conformity 

Motivation Consumption)  (Conformity) 

 (Reference Group) (Losh 2003)  (Kahle, 1995) 

 

 

 

  

 (Role-relaxed Consumers)   (Self 

Respect)  (Equality)  

 

 

  

(Collectivism) 

 (Individualism) 

(Hofstede, 2001, 2010; Piamphongsant & Mandhachitara, 2008) 

  

 

 (Price & Feick, 

1984; Zinkhan & Prenshaw, 1994b) 

 (Interdependent Self) 

 (Markus & Kitayama, 1991; Singelis, Bond, Sharkey, & Lai, 1999) 



41

 (Independent Self) 

 

 (Abe, Bagozzi, & Sadarangani, 1996; Singelis 

et al., 1999)  

 

    

   (  , 2548;  

, 2551)    (Sukato, 2009) 

   

   

  

   

  (Proposition)   

P6 : 

 

 

2.5.2.7.  (Appearance Evaluation)  

 (Appearance Orientation)  The 

Multidimensional Body Self-Relations Questionnaire  MBSRQ 

  (Cash, 1990) 

  3   

 (Body Self-Relation Questionnaire)   

 (Weight Attitude Scales)      

(Brown et al., 1990)   

 7  (Body Image) 

   (Appearance Evaluation) 
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 (Appearance Orientation)  (Fitness 

Evaluation)  (Fitness Orientation)  (Health 

Evaluation)  (Health Orientation)  ( Illness 

Orientation)  2     

  

  

  (Sukato, 2009;  

, 2548) 

 (  , 2551)  

 (Flocker, 2003; Hall & Gough, 2011; Salzman et al., 2003) 

 (Proposition)  

P7 :  

P8 :  

 

2.5.2.8.  (Physical Appearance Comparison  

PAC)  (Festinger, 1954) 

 (Social Comparison Theory)  (Innate Drive) 

    

 

 

 

   (Thompson, Coovert, & Stormer, 

1999; Thompson, Heinberg, & Tantleff, 1991) 

 

(Duckitt, 1992; Major, Testa, & Bylsma, 1991; Wills, 1981)  PAC 
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  (O'Brien, 

Hunter, Halberstadt, & Anderson, 2007) 

 (Salzman 

et al., 2003 ;  , 2548 ;  , 2551 ;   

, 2547)  (Proposition)   

P9 :  

 

2.5.2.9.  ( Clothes Shopping 

Dependence or CSDS) 

 (Harris 2000) 

 (Craik 1994) 

  

  (Evans, 1989) 

      (Dodd, Linaker, & Grigg, 2005, p.379) 

 

 4   

   

 (Heterosexual Males)  

 (Homosexual Males)   

 

 

 

 

 (Sukato, 2009;  , 2548)  

(Proposition)   

P10 :   
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2.5.2.10.  (Wellness Consumption) 

      (Baronowski, 

1981; Ryan & Travis, 1981) 

    

   (Ardell, 1977) 

 (Kraft & Goodell, 1993, p.20)   (Kraft & Goodell, 

1993)   4    1 

 ( Health Environment Sensitivity)  

  2  

(Physical Fitness) 

  3  (Personal Health Responsibility) 

  4  (Nutrition 

and Stress Management Behavior)  

 

 (Kang et al., 2011)     

(Sloan, Gough, & Conner, 2009) 

 

 

  New Man 

 

  

  (Flocker, 2003;  , 2548) 

 

 (Proposition)   

P11 :   
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2.5.2.11.  (Consumption of Innovation) 

  

Innovativeness   

(Firm Innovativeness) 

 (Hurley & Hult, 1998)  (Product Innovativeness) 

 (Daneels & Kleinsmith, 2001)  

( Consumer Innovativeness  Consumption of Newness or Innovation) 

  (Goldsmith & 

Hofacker, 1991; Midgley & Dowling, 1978)  

Innovativeness  Consumer Innovativeness  Consumption of Newness or 

Innovation  (Roehrich, 2004) 

  Consumption of Innovation 

   (Simonson & Nowlis, 2000) 

   

  

 (Fromkin, 1971) 

  

 (Gatignon & Robertson, 1985) 

    (Burns & Krampf, 1991) 

  (New 

Product)  (New Brand) 

  

 

(Sukato, 2009;  , 2549;  , 2548) 

 (Proposition)   
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P12 :   

 

2.5.2.12.  (Frugal)  

  (DeYong, 1986, p.285)  (Frugality) 

  

 (Lastovicka et al., 1999, p.88) 

 

  

 (Self-Help) 

 

  (Salzman et al., 

2003) 

 (Proposition)   

P13 :  

 

2.5.2.13.  (Materialism)    

(Fitzmaurice & Comegys, 2006)  

(Materialist)  

 

 

   

 (Belk, 1984; Belk & Pollay, 1985; Richins & Dawson, 1992) 

    

(Richins & Dawson, 1992, p.308) 

  (The Role of Acquisition in 
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Happiness)  (The Role of Possessions in 

Defining Success)  (Acquisition Centrality) 

 

 (Richins & Dawson, 1992) 

 

 (Fitzmaurice & Comegys, 2006; Gu, Hung, & Tse, 2005; O'Cass, 

2001) 

 

 (Richins & Dawson, 1992) 

 (Wang & Wallendorf, 2006) 

 (Hofstede, 2001; Hofstede & Bond, 

1988) 

 

 (Douglas & Isherwood, 1979) 

 

 

 (Browne & Kaldenberg, 1997) 

 

 

 (Chatterjee & Hunt, 1996) 

 

 (High-Involvement Products)    

 

 (Fitzmaurice & Comegys, 2006; Graham, 
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1999) 

 

 

 (Richins & Dawson, 1992; Workman & Lee, 

2011) 

 (Centrality of Life)  (Workman & Lee, 2011) 

 

   

 (Salzman et al., 2003) 

 

 

(  , 2548)  (Proposition)   

P14 :  

  

2.5.2.14.  (Status Consumption)  

  (Eastman, Goldsmith, & Flynn, 1999, p.42) 

 (Conspicuous Consumption) 

 

  

( Luxury Products)  ( Fashion Products) 

  

 (Chaoa & Schorb, 1998) 

  

  (Heaney, Goldsmith, & Jusoh, 2005) 

 



49

   (Husic & Cicic, 2009) 

 (Vigneron & Johnson, 2004)  

 

 (Social Identity)  

(Social Comparison) 

 (Kleine, Kleine, & Kernan, 1993) 

 

  

 (Social Role Expectation) 

 (Consumption Stereotypes)  

 

 

 

  

 (Phau & Woo, 2008; Phau & Yip, 2008) 

 (Roberts & Jones, 2001) 

   

 

 (Hall & Gough, 2011; Salzman et al., 2003) 

 (  , 2548) 

 

 

 (Lertwannawit & Mandhachitara, 2010) 
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  (Proposition)   

P15 :  

 

 



 3  

 

 

  

3.1  

3.2  

3.3   

3.1  

 

   10,000  

 (Heterosexual) 

 

  “Meet the Bangkok Metrosexuals”   

   ( )  

 20-49  / /   

50,000   (Heterosexual) 

     

 250,000-300,000  (  

, 2549)   

    

10,000   (Heterosexual) 

3.2  

  

(Focus Group) 
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3.2.1.  

  

 (Group Dynamic) 

 

  

 

 

 

3.2.1.1.  

 20-49  / /   

50,000   (Heterosexual) 

    

 250,000-300,000  
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3.2.1.2.  

    216 

   2 

 

 

3.2.1.3.  19 

 4 

  

 1    22-29   5  

 2   30-39   6   

 3    30-45   5  

 4  /   40-49   3  

 

3.2.2.  

 

   

   

 

   

 5   

    

  

3.2.2.1.  

  The Third Place  
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 (  3.1) 

 

 

 

 

 

 

 

 

  3.1  

 

3.2.2.2.   3  

 6   –  2551  

3.2.2.3.  (Moderator) 

 

 10    

3.2.2.4.  3  

 

  

   224 

3.2.2.5.  

 

 (    225) 
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3.2.3.  

 

  

 (Content Analysis) 

 (Induction) 

    

   

 

3.3  

  (Survey 

Research) 

   

   

  

3.3.1.  

 

   10,000  

 (Heterosexual) 
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  1)  95 

 z = 1.96 2)  50 

 p = .50  3)  5  H = .05 

 384.16   385    

 

 

 

 (Non-probability Sampling) 

 (Purposive Sampling)  3   1)  – 

 10,000  2)  –  3) 

 –   3  

 

  

 

 

3.3.2.  

  (    226) 

 

 (Self-administered Questionnaire)  5  

3.3.2.1  1  24    2 

  1-12 

 (Susceptibility to Interpersonal Influence Items)  

(Bearden et al., 1989)   13-24  (Self-

Monitoring)  (O'Cass, 2000)  (Likert 

Scale) 7   1   7  

384.160.51 0.5
.05

1.96
p1 p 

H

z
n

2

2

2

2
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3.2.2.2  2   Bem Sex 

Role Inventory (BSRI)  40  (Bem, 1981a) 

  7  

1=  2=  3=  4=  5=  6=

  7=  

3.2.2.4  3   115 

  6     1-7 

 (Clothing Concerns)  (Netemeyer 

et al., 1995)  8-11  (Fashion Consciousness) 

 (Shim & Gehrt, 1996)  12-15 

 (Conformity Motivation Consumption)  

(Kahle, 1995)  16-22  (Appearance Evaluation) 

 (Brown et al., 1990)  23-34  

(Appearance Orientation)  (Brown et al., 1990)  

 35-39  (Physical Appearance Comparison) 

 (Thompson et al., 1991)  40-59  

 (Dodd et al., 2005)  60-78  

(Wellness Consumption)    (Kraft & Goodell, 1993) 

 79-84  (Consumption of Innovation) 

 (Goldsmith & Hofacker, 1991)  85-92  

(Frugal)  (Lastovicka et al., 1999)  93-110 

 (Materialism)    (Richins & 

Dawson, 1992)  111-115  (Status Consumption) 

 (Eastman et al., 1999)  (Likert Scale) 

7   1    7   

3.2.2.5  4   16  

 7  1=  2=  

3=  4=   5=  6=   7=  
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3.2.2.6  5   5    

  ( )/   

  

 5      

  

3.3.3.  

 

  

  

  

   (Fitness)  

3.3.4.  

  

   (Descriptive Statistics) 

 (Inferential Statistics)    

 (Descriptive Statistic) 

 (Percentage)  (Mean)  (Standard 

Deviation) 

 1 2 3  4 

 

1 1.857

1.858 2.715

2.716 3.573  

3.574 4.431

4.432 5.289  

5.290 6.147

6.148 7.000
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 Two-step Cluster Analysis (Punj & Stewart, 1983) 

     

 2  

  

 

(Analysis of Variance  ANOVA) 

 .05  F 

 LSD  

 (Homogeneity of Variance)  

 Brown-Forsythe   Dunnett T3 

  

(Homogeneity of Variance)  .05  

  

One Sample T-test 

 .05  

 

 Goodness-of-Fit   (Byrne, 2000,  81-88) 

  

1)   (Chi-Square)  (Degree of Freedom 

DF)  P 

 P  P  

.05  .1  .2  2  3 

 200 
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2)  (Goodness of Fit Index  GFI) 

 (Adjusted Goodness of Fit Index  AGFI) 

 0.90 (Hu & Bentler, 1999)  

3)  Root Mean Square Error of Approximation (RMSEA) 

 .05  .08 

 (Browne & Cudeck, 1993) 

4)  Comparison Fit Index (CFI) 

 .90 (Schumacker, 2002) 

 (Correlation)  0 

 (Covariance)  (Bentler, 1990) 

5)  Tucker-Lewis Index (TLI) 

 .90 (Bentler & Bonett, 1980; Hu & Bentler, 1999) 

6)  Standardised Root Mean Square Residual (SRMR) 

 0 

 .08 (Browne & Cudeck, 1993)  .05 (Steiger, 

1990) 

 

7)  Akaike Information Criterion (AIC)  Maximum 

Likelihood 

 (Akaike, 1987; Burnham & 

Anderson, 1998; Hu & Bentler, 1999) 

8)  Parsimonious Normed Fit Index (PNFI) 

 PNFI 

 (Jöreskog, 1993) 

9)  Expected Cross-Validation Index (ECVI) 

 ECVI 

 (Browne & Cudeck, 1993) 

10)  Parsimony Ration (PATRIO)  1  



 4  

 

 

 

 

 

4 .1 

 

4.2  

4.3  

4.1

 

 (Content Analysis) 

    

(Clothing Concerns)  (Fashion Consciousness) 

 (Conformity Motivation Consumption)  

( Appearance Evaluation)  ( Appearance Orientation)  

 (Physical Appearance Comparison) 

 (Clothes Shopping Dependence or CSDS)  (Wellness 

Consumption)  (Consumption of Innovation)  

(Frugal)  (Materialism)  (Status 

Consumption) 

4.1.1.  

 4 
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เดือน อัตลักษณบทบาททางเพศ และ จํานวนสินคา/บริการที่มีใชในปจจุบัน รายละเอียดใน
ตารางที่ 4.1 หนา 63 อธิบายแยกตามกลุมดังตอไปนี้  

 กลุมท่ี 1  กลุมโสดตอนตน [SY] มีสถานภาพโสด อายุระหวาง 22-28 ป จํานวน 6 
คน รหัส SY1 ถึง SY6 อาชีพโดยรวมคือพนักงานบริษัท และนักศึกษา รายไดรวมอยูที่ 
20,000 – 150,000 บาทตอเดือน วัดอัตลักษณบทบาททางเพศความเปนชายมีคาเฉลี่ยอยูที่ 
4.80 – 5.90 และอัตลักษณบทบาททางเพศความเปนหญิงมีคาเฉลี่ยอยูที่ 4.35 – 5.10 สินคา
สําหรับผิวหนามีใชจํานวน 9-14 รายการจาก 14 รายการ สินคาสําหรับรางกายมีใชจํานวน 4-6 
รายการจาก 6 รายการ สินคาสําหรับเสนผม มีใชจํานวน 5-9 รายการจาก 9 รายการ สินคา
จําพวกเครื่องประดับ มีใชจํานวน 9-15 รายการจาก 15 รายการ สินคา Hi-tech มีใชจํานวน 6-9 
รายการ จาก 9 รายการ สินคาและบริการจํานวน Wellness มีใชจํานวน 5-7 รายการจาก 7 
รายการ สินคาและบริการสําหรับการพักผอน มีใชจํานวน 3-6 รายการจาก 6 รายการ และ 
บริการเสริมความงามมีใชบริการจํานวน 0-3 รายการจาก 10 รายการ 

กลุมท่ี 2 กลุมโสดตอนกลาง [SM] มีสถานภาพโสด อายุระหวาง 30-42 ป 
จํานวน 6 คน รหัส SM1 ถึง SM6 อาชีพโดยรวมคือพนักงานบริษัท และ เจาของกิจการ รายได
รวมอยูที่ 60,000 – 100,000 บาทตอเดือน วัดอัตลักษณบทบาททางเพศความเปนชายมี
คาเฉลี่ยอยูที่ 4.65 – 5.80 และอัตลักษณบทบาททางเพศความเปนหญิงมีคาเฉลี่ยอยูที่ 4.40 – 
5.30  มีสินคาสําหรับผิวหนามีใชจํานวน 9-12 รายการจาก 14 รายการ สินคาสําหรับรางกายมี
ใชจํานวน 4-6 รายการจาก 6 รายการ สินคาสําหรับเสนผมมีใชจํานวน 5-7 รายการจาก 9 
รายการ สินคาจําพวกเครื่องประดับมีใชจํานวน 13-14 รายการจาก 15 รายการ สินคา Hi-tech 
มีใชจํานวน 7-9 รายการ จาก 9 รายการ สินคาและบริการจํานวน Wellness มีใชจํานวน 6-7 
รายการจาก 7 รายการ สินคาและบริการสําหรับการพักผอน มีใชจํานวน 4-6 รายการจาก 6 
รายการ และบริการเสริมความงามมีใชบริการ 0-5 รายการจาก 10 รายการ 

กลุมท่ี 3 กลุมแตงงาน [MY] สถานภาพสมรส อายุระหวาง 29-43 ป จํานวน 5 
คนรหัส MY1 ถึง MY5 อาชีพโดยรวมคือพนักงานบริษัทในระดับผูบริหาร และ เจาของกิจการ 
รายไดรวมอยูที่ 65,000 – 300,000 บาทตอเดือน วัดอัตลักษณบทบาททางเพศความเปนชายมี
คาเฉลี่ยอยูที่ 4.75 – 5.95 และอัตลักษณบทบาททางเพศความเปนหญิงมีคาเฉลี่ยอยูที่ 5.05 – 
5.60  มีสินคาสําหรับผิวหนามีใชจํานวน 8-13 รายการจาก 14 รายการ สินคาสําหรับรางกายมี
ใชจํานวน 3-6 รายการจาก 6 รายการ สินคาสําหรับเสนผม มีใชจํานวน 5-9 รายการจาก 9 
รายการ สินคาจําพวกเครื่องประดับมีใชจํานวน 7-15 รายการจาก 15 รายการ สินคา Hi-tech มี
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 5-9   9   Wellness  4-7 

 7    3-6  6 

   0-9  10  

 4  [SA] /   44-49  

 3   SA1  SA3  

 62,000 – 300,000  

 5.00 – 5.55  3.65 – 

5.25   7-10  14  

 4-5  6    4-9  9 

  10-12  15   Hi-tech 

 7-9   9   Wellness  6-7 

 7    6  6 

   0-2  10  

 4.1 

 

 
 

 
 

 

( )/

 

 

/  

  

  

 
 

 

 

 

 

Hi-tech 

Well

ness

Relaxa

tion 

Sur

gery

14 6 9 15 9 7 6 10 

SY1 23 Media 

Planner 

20,000 4.80 4.45 10 6 5 9 7 5 6 0 

SY2 28  85,000 5.15 4.65 9 6 7 10 8 7 6 1 

SY3 25 

 

50,000 5.40 5.10 14 6 9 15 9 7 6 3 

SY4 22  20,000 4.95 4.75 14 6 9 15 9 7 6 4 

SY5 25 

 

150,000 5.90 4.35 10 4 5 9 6 6 3 0 

SY6 22  25,000 5.45 4.95 9 4 6 7 7 6 5 0 
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( )/

 

 

/  

  

  

 
 

 

 

 

 

Hi-tech 

Well

ness

Relaxa

tion 

Sur

gery

14 6 9 15 9 7 6 10 

SM1 42 

 

100,000 5.30 4.75 10 4 5 14 9 6 6 0 

SM2 30 

 

60,000 5.35 5.20 9 6 7 14 9 7 6 5 

SM3 30 Project Sale 

Executive 

60,000 4.65 5.30 10 6 5 13 7 7 4 0 

SM4 35 

 

80,000 5.05 4.95 10 6 7 14 9 7 6 0 

SM5 39 

 

75,000 5.40 4.40 10 5 6 14 8 6 5 2 

SM6 30 Trainer 

Fitness 

60,000 5.80 5.00 12 6 7 14 8 7 6 3 

MY1 29 

 

65,000 5.85 5.40 8 6 9 15 9 7 6 0 

MY2 31 Senior 

Executive 

150,000 5.95 5.05 8 3 8 10 6 5 6 0 

MY3 34 

 

300,000 4.80 5.40 10 5 5 7 5 4 3 9 

MY4 39 

 

100,000 5.60 5.60 11 6 9 13 9 6 6 2 

MY5 43  70,000 4.75 5.15 13 5 9 13 8 6 6 0 

SA1 46 

 

120,000 5.25 5.25 10 5 9 10 9 7 6 0 

SA2 44  62,000 5.55 4.80 7 4 4 12 7 6 6 0 

SA3 49 

 

300,000 5.00 3.65 8 5 7 10 7 7 6 2 
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4.1.2.  (Clothing Concerns)  

  

    

 

 45  “ ... .  [MY]” 

  1.30  [MY]  “

 [SY]” 

 “  [SY]”  

 “

   [SY]” 

   “  [SY]” “

     

  [SY]” 

 

“  [SY]”   “

 [SM]” “   

 [MY]”  

“ ...  [SY]” “

 [SY]”   

 “  [MY]” “   [MY]” 

  

 “    

  [SA]”  “

 [MY]” “  [SY]” “

 [SM]” 

 “

  

  [SA]” 
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4.1.3.  (Fashion Consciousness) 

 

 

 

 “  [SM]”   

 “    

  [SA]” 

 “  [SM]” 

 “  [MY]” “   

 [MY]”  “  

     OK  

[MY]”   “

 [MY]”  “

 [SM]” 

   “  [SY]” 

4.1.4.  (Conformity Motivation 

Consumption) 

 

  

       

 

  

  

 “  

  

  [SM]” “  
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 [SM]” 

 “

…[SM]” 

 

 “   

 [SM]”   

 “  

  

  [SM]” “   

 .  

  [SY]” 

        

 “  

 [SY]” “    

    

 [SA]” 

4.1.5.  (Appearance Evaluation) 

  

  

 

 “  

 [SM]” 

 “   
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 1   2  

 [SM]” 

 “

 [SY]” “     

 [SY]” 

 “   

[SY]” 

 “   [SY]” 

 

  “   

   [SY]” “

 [SM]” “

 [SM]” 

4.1.6.  (Appearance Orientation) 

 

  

 

 “

 [MY]” 

 “

 [MY]” “  

 [SM]”  “

  [SM]” 

 “   

 [SM]” 
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“   Final  [MY]” 

 “

  [MY]” “ ...   

 [MY]” 

 

“   80  [SM]” 

 

 “   

   [SY]” “   

 [SA]”  “

 2  [MY]” “

 [SY]” “

 [SM]” 

4.1.7.  (Physical Appearance Comparison) 

 

“  

   

  [SM]” 

“     

 [MY]” 

“    

[SA]” 

 “

 [SM]” “

 [SM]“  “  [SM]”  
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4.1.8.   (Clothes Shopping Dependence or 

CSDS) 

 

 “  [SM]” 

 “  2   

 [SM]” 

 “

  

 [MY]” “  

     

 [MY]” 

 “  [SM]” “  [SM]” “  

 [SM]” 

 “

  [SM]” “    

 [SM]” 

 

 “   [SA]” 

 “

   [SY]” 

  “   

  [SY]” 

 

 “  

  

   [MY]” 
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4.1.9.  (Wellness Consumption) 

   

 “

 [SM]”  “  

   [SM]” “   [SM]” 

 “   [MY]” 

 

 “    [SA]” 

 “   [SA]” 

 “  

 [SM]” 

 “   [SA]” 

 “

  2-3 .   

   [SM]” 

     

  

4.1.10.  (Consumption of Innovation) 

 “  

 [SM]”  

      “

 [SM]” “  4  MLM  [SM]”  

“    ( )   

 [MY]” 
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 “    

  [SA]” “  

 [SY]” “   [SM]” 

 “   

 [SM]” “  

 [SM]” 

4.1.11.  (Frugal) 

 

 

 “   [SM]” 

 

“   OK [SM]” “  

 [SM]” 

 “  

 [SM]”  

 

 “  2,000 

  8-9,000 

 [SM]” “  

 [SM]”  

 “  

 [SA]” 
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4.1.12.  (Materialism) 

   “

    

 [SY]”  

  “  [SM]” “   

  [SM]” “  [SM]” “

    [SM]” “   

[SA]” “  [SA]” 

  “

 ...  [SM]” 

 “

 [SM]” “  [SM]” 

 ( ) 

 “

 [MY]” 

4.1.13.  (Status Consumption) 

  

 

 

 

“

  [MY]” 

“  

 [SM]” 

“ ...   

   [SM]” 
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“   

 

 [SM]” 

“   

  [SM]” 

“

  [SM]” 

“

 

 [SM]” 

“  

  [SA]” 

4.2  

 545   

 496   91.01  

  4   4.2.1. 

 4.2.2. 

   (Self 

Monitoring)  (Susceptibility to 

Interpersonal Influence) 4.2.3. 

    

  4.2.4. 

   (Clothing 

Concerns)  (Fashion Consciousness) 

 (Conformity Motivation Consumption)  

(Appearance Evaluation)  (Appearance Orientation) 

 (Physical Appearance Comparison)  

( Clothes Shopping Dependence or CSDS)  ( Wellness 
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Consumption)  (Consumption of Innovation)  

(Frugal)  (Materialism)  (Status 

Consumption) 

4.2.1.   

 5  

 5    36.81  1  

 3  ( )/  56,749 /  

 280  

   

(Grooming-Facial Products)    

 8.50   (Grooming-Body Care Product) 

      9.71 

  (Grooming-Hair Care Product)     

 6.69   (Personal Attires / 

Accessories / Belonging)      14.39 

  (Hi-Tech Products)    

    13.85  

     

  12.45   

(Relaxation Products and Services)      

12.42  /

    2.31  

 4.2 

 4.2  

( ) 

    

1. ( ) 20 67 36.81 9.45

3.  ( ) 1 2 1.63 .48
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5.  ( ) 1 15 3.99 1.74

6. /  ( / ) 10,000 520,000 56,748.99 44,201.14

9.  

  ( ) 

12 818 279.77 175.22

7.1.  

     ( ) 

0 53.40 8.50 7.65

7.2.  

     ( ) 

0 80.00 9.71 7.77

7.3.  

     ( ) 

0 80.00 6.69 6.45

7.4.  

     ( ) 

0 80.00 14.39 8.71

7.5.  

     ( ) 

0 66.70 13.85 11.63

7.6. 

     ( ) 

0 72.80 12.45 10.66

7.7. 

     ( ) 

0 66.70 12.42 11.26

7.8. /

 

     ( ) 

0 90.00 2.31 9.00

 

 5   

  36.29 

  62.70  

 63.10       

 27.42  60.48 

 4.3  77 
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 4.3 

 ( ) 

 
 

(n = 496 ) 
 

2.  

 

-  170 34.27

- 31 6.25

- 101 20.36

- 8 1.61

- 180 36.29

- 6 1.21

3.  

 

-  185 37.30

-  311 62.70

4. 

 

-  183 36.90

-  313 63.10

8.  

(

 1 ) 

- 52 10.48

- 14 2.82

-  136 27.42

-  75 15.12

- 17 3.43

- 21 4.23

- 52 10.48

- 

 

16 3.23

-  3 0.60

-  54 10.89

- 123 24.80

10. 

 

-  196 39.52

-  300 60.48
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4.2.2.  

 

  2   (Self 

Monitoring)  (Susceptibility to 

Interpersonal Influence) 

4.2.2.1   (Self Monitoring)  1  

13  24   (O'Cass, 2000) 

  2   

(Self-Monitoring Ability)  (Self-Monitoring 

Sensitivity)  

 1)  (Self-Monitoring Ability) 

 1  13  18   

16   18 

 

  4 

  (Chi-square) 

 14.196  (Degree of Freedom)  2 

 0.01  (GFI)  0.99 

 (AGFI)  0.93  0.9  

(Jöreskog,1993)  4.4  79 

 

 

 5.00 

 5.12  4.4  79 
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 4.4 

 

(Self-Monitoring Ability) 
S.D.

 
FL SMC T-value 

Selfmo13 1.13.

 

5.12 0.98  0.72 0.52 12.21***

Selfmo14 1.14.

 

5.08 1.01  0.78 0.60 12.60***

Selfmo15 1.15.

 

4.75 1.16  0.63 0.43 

Selfmo17 1.17.

 

5.04 1.05  0.65 0.40 11.20***

5.00 0.82  

Composite Reliability = 0.79, Average Variance Extracted = 0.49 
Goodness of Fit Index : Chi-Square=14.196, df = 2, CMIN/df = 7.098, P =.001 
GFI = 0.987, AGFI = 0.933, RMSEA = 0.111, CFI = 0.978, IFI = 0.978, NFI = 0.975,
AIC = 30.196, RFI = 0.924, TLI = 0.934, PNFI = 0.325, ECVI = 0.061, SRMR = 0.0274

 : ***  .001 

 

 2)  ( Self-Monitoring 

Sensitivity)  1  19  24 
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  22 

 

 5 

  (Chi-square)  

67.78  (Degree of Freedom)  5  .000 

 (GFI)  0.95 

 (AGFI)  0.85  0.9  

(Jöreskog, 1993)  4.5 

 

 5.03 

 5.18  4.5 

 4.5 

 

 (Self-Monitoring Sensitivity) 
S.D.

 
FL SMC t-value 

Selfmo19 1.19.

 

4.80 1.18  0.76 0.57 13.59***

Selfmo20 1.20.

 

5.08 1.13  0.79 0.63 14.03***

Selfmo21 1.21.

 

5.13 1.14  0.65 0.42
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 (Self-Monitoring Sensitivity) 
S.D.

 
FL SMC t-value 

Selfmo23 1.23.

 

5.18 1.11  0.75 0.57 13.57***

Selfmo24 1.24.

 

4.93 1.20  0.69 0.48 12.74***

5.03 0.91  

Composite Reliability = 0.85, Average Variance Extracted = 0.53 
Goodness of Fit Index : Chi-Square= 67.778, df = 5, CMIN/df = 13.556, P =.000
GFI = 0.95, AGFI = 0.851, RMSEA = 0.159, CFI = 0.938, IFI = 0.938, NFI = 0.934,
AIC = 87.778, RFI = 0.867, TLI = 0.876, PNFI = 0.467, ECVI = 0.177, SRMR = 0.0432

 : ***  .001 

 

 4.2.2.2  

(Susceptibility to Interpersonal Influence)  1  1  12 

  (Bearden et al., 1989) 

   

 2  Normative  Information 

  3  

 (Normative)  (Recognition)  (Information) 

 1)  (Normative)  1 

 4  9  

  (Chi-square)  114.228 

 (Degree of Freedom)  8  .000 

 (GFI)  0.93  
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(AGFI)  0.81  0.9  (Jöreskog, 

1993)  4.6 

 

 3.97 

 4.32  4.6 

 4.6 

 

 (Susceptibility to 
Interpersonal Influence-Normative)

S.D. 

 

FL SMC t-value 

sus_4 1.4.

 

3.93 1.44  0.73 0.53 17.85***

sus_5 1.5.

 

4.32 1.44  0.68 0.46 16.11***

sus_6 1.6.

 

4.14 1.45  0.82 0.67

sus_7 1.7.

 

3.71 1.59  0.86 0.73 22.22***

sus_8 1.8.

 

3.70 1.56  0.87 0.76 22.80***
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 (Susceptibility to 
Interpersonal Influence-Normative)

S.D. 

 

FL SMC t-value 

sus_9 1.9.

 

4.01 1.58  0.79 0.62 19.73***

3.97 1.26  

Composite Reliability = 0.91, Average Variance Extracted = 0.63 
Goodness of Fit Index : Chi-Square= 114.228, df = 8, CMIN/df = 14.278, P =.000
GFI = 0.926, AGFI = 0.805, RMSEA = 0.164, CFI = 0.946, IFI = 0.946, NFI = 0.943,
AIC = 140.228, RFI = 0.892, TLI = 0.899, PNFI = 0.503, ECVI = 0.283, SRMR = 0.0441

 : ***  .001 

 

 2)  (Recognition)  1 

 1  3  3 

   

 3.97 

 4.04 

 4.7  84 
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 4.7 

 

 (Susceptibility to 

Interpersonal Influence-

Recognition) 

S.D. 

 

FL SMC t-value 

sus_1 1.1.

 

3.88 1.59

 

0.61 0.38 11.25***

sus_2 1.2.

 

4.04 1.56

 

0.81 0.65 11.44***

sus_3 1.3.

 

3.99 1.53

 

0.73 0.53 

3.97 1.28  

Composite Reliability = 0.76, Average Variance Extracted = 0.52 

 : *** .001

 

 3)  (Information)  1  10  12

 3 

   

 5.20 

 

 5.48  4.8  85 
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 4.8 

 

 (Susceptibility to 

Interpersonal Influence-

Information) 

S.D. 
 

FL SMC
t-

value 

sus_10 1.10.

 

5.48 1.14 0.52 0.65 9.24***

sus_11 1.11.

 

5.07 1.24  0.81 0.50 9.25***

sus_12 1.12.

 

5.06 1.28  0.71 0.27

5.20 0.97  

Composite Reliability = 0.72, Average Variance Extracted = 0.47 

 : *** .001

4.2.3  

  2 

 (Bem, 1981a)  BEM Sex Role Inventory 

 BSRI  40    1  20  

(Masculinity)   21  40  (Femininity) 
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4.2.3.1 

 1  1  40  

 4.81  0.80  4.85 

 0.89  4.9 

 4.33  0.70  4.35 

 0.83  4.10  87  

 4.9 

 

 (Masculinity) S.D.  

bem1 2.1.  5.03 1.38 

bem2 2.2.  4.87 1.32 

bem3 2.3.   5.37 1.23 

bem4 2.4.  5.30 1.38 

bem5 2.5.   5.16 1.36 

bem6 2.6.  5.28 1.26 

bem7 2.7.  2.92 1.63 

bem8 2.8.  5.17 1.29 

bem9 2.9.  5.09 1.36 

bem10 2.10.  ( ) 4.68 1.50 

bem11 2.11.  4.92 1.35 

bem12 2.12.  5.24 1.37 

bem13 2.13.  3.45 1.70 

bem14 2.14.  5.95 1.51 

bem15 2.15.  5.58 1.16 

bem16 2.16.  2.97 1.58 
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 (Masculinity) S.D.  

bem17 2.17.  4.73 1.49 

bem18 2.18.  5.19 1.31 

bem19 2.19.  4.63 1.51 

bem20 2.20.  4.78 1.55 

 4.81 0.80 

 4.85 

 Cronbach Alpha 0.886 

 

 4.10 

   

 (Femininity) S.D.  

bem21 2.21.    4.41 1.21  

bem22 2.22.   5.41 1.25  

bem23 2.23.  3.50 1.50  

bem24 2.24.   4.77 1.20  

bem25 2.25.  3.35 1.66  

bem26 2.26.  5.63 1.19  

bem27 2.27.  2.13 1.80  

bem28 2.28.  5.32 1.17  

bem29 2.29. 4.00 1.58  

bem30 2.30.  5.00 1.19  

bem31 2.31.  5.43 1.18  

bem32 2.32.  4.79 1.42  

bem33 2.33.  4.89 1.42  

bem34 2.34.  5.19 1.22  

bem35 2.35.  4.69 1.50  

bem36 2.36.   2.44 1.58  

bem37 2.37.  ( ) 2.21 1.46  

bem38 2.38.  4.13 1.86  
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 (Femininity) S.D.  

bem39 2.39.  4.69 1.51  

bem40 2.40.  4.56 1.60  

4.33 .70  

4.35  

 Cronbach Alpha 0.83 

 

4.2.3.2 

  (Median)  4.85 

 4.35  4.9  86   4.10  87 

 4  

(  4.11  89)  

  1  (Androgyny) 

 4.85  

4.35   147   29.64 

 5.52  95  5.45-5.60  

 4.98  95  4.91-5.06 

  2  (Masculine) 

 4.85 

 4.35  102    

20.56  5.35  95 

 5.27-5.42   3.79  

95  3.71-3.87 

  3  (Feminine) 

 4.85 

 4.35  98    

19.76  4.26  95 

 4.18-4.34   4.74  

95  4.68-4.80 
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  4  (Undifferentiated) 

 4.85  4.35 

  149    30.04 

 4.11  95  4.02-4.20  

 3.77  95  3.70-3.84 

 4.11 

 

 

 

 

( )
 

 
S.D.  

95   

  

(Masculinity) 

  147 29.64 5.52 0.47 5.45 5.60 4.85 7.00

  102 20.56 5.35 0.38 5.27 5.42 4.85 6.70

  98 19.76 4.26 0.41 4.18 4.34 3.15 4.80

 149 30.04 4.11 0.55 4.02 4.20 2.00 4.80

 496 100.00 4.81 0.80 4.74 4.88 2.00 7.00

(Femininity) 

  147 29.64 4.98 0.46 4.91 5.06 4.40 7.00

  102 20.56 3.79 0.42 3.71 3.87 2.75 4.35

  98 19.76 4.74 0.29 4.68 4.80 4.35 5.70

 149 30.04 3.77 0.44 3.70 3.84 2.00 4.30

 496 100.00 4.33 0.70 4.26 4.39 2.00 7.00

  

 

 Paired Sample T-test  

 .001  4.12  90 
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 4.12 

 

 

t df P 

  5.52 4.98 0.54 13.77*** 146 .000 

 5.35 3.79 1.56 26.36*** 101 .000 

4.26 4.74 -0.48 -8.93*** 97 .000 

 4.11 3.77 0.34 6.21*** 148 .000 

 : ***  .001 

 

  4 

 .001  4.13  

 4.13 

 

 Levene P Brown-Forsythe df1 df2 P

 4.159 .006 334.407*** 3 484.452 .000

 6.261 .000 312.192*** 3 467.865 .000

 : ***  .001 
 

 

 .01 

 .001 

 .001 

  4.14  91 

 

  .001 
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 .001 

 .001  4.14  

 4.14 

 

 A M F U 

  (A)  = 5.52 - 0.17** 1.26*** 1.41*** 

  (M)  = 5.35 - - 1.09*** 1.24*** 

(Dunnett T3) (F)  = 4.26 - - - 0.15 

 (U)  = 4.11 - - - - 

  (A)  = 4.98 - 1.19*** 0.24*** 1.21*** 

  (M)  = 3.79 - - -0.95*** 0.016 

(Dunnett T3) (F)  = 4.74 - - - 0.97*** 

 (U)  = 3.77 - - - - 

 : **  .01 ***  .001  

4.2.4.  

 

 3  

(Clothing Concerns)  (Fashion Consciousness) 

 (Conformity Motivation Consumption)  

( Appearance Evaluation)  ( Appearance Orientation)  

 (Physical Appearance Comparison) 

 (Clothes Shopping Dependence or CSDS)  (Wellness 

Consumption)  (Consumption of Innovation)  

(Frugal)  (Materialism)  (Status 

Consumption) 

 (Confirmatory Factor Analysis) 
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4.2.4.1   (Clothing Concerns) 

 3  1  7 

  (Chi-square)  87.11 

 (Degree of Freedom)  11  .000 

 (GFI)  0.96  

(AGFI)  0.89  0.9  (Jöreskog, 1993) 

 4.15 

 

 4.50 

/   

4.87  4.15 

 4.15 

 

 
(Clothing Concerns) 

S.D.
 

FL SMC t-value 

Cloth_1 3.1.

 

4.60 1.42 0.66 0.44 15.35***

Cloth_2 3.2.

/  

4.87 1.27 0.62 0.38 13.93***

Cloth_3 3.3.

 

4.23 1.35 0.85 0.72 

Cloth_4 3.4.

 

 

4.16 1.40 0.80 0.63 19.27***

Cloth_5 3.5.

 

 

4.78 1.26 0.63 0.40 14.55***
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(Clothing Concerns) 

S.D.
 

FL SMC t-value 

Cloth_6 3.6.

  

4.79 1.28 0.55 0.30 12.15***

Cloth_7 3.7.

 

4.08 1.44 0.61 0.37 13.71***

4.50 1.00  

Composite Reliability = 0.86, Average Variance Extracted = 0.46 
Goodness of Fit Index : Chi-Square= 84.107, df = 11, CMIN/df = 7.646, P =.000
GFI = 0.958, AGFI = 0.894, RMSEA = 0.116, CFI = 0.954, IFI = 0.954, NFI = 0.948,
AIC = 118.107, RFI = 0.900, TLI = 0.912, PNFI = 0.496, ECVI = 0.239, SRMR = 0.0449

 : ***  .001 

 

4.2.4.2   (Fashion Consciousness) 

 3  8  11 

  (Chi-square)  26.68 

 (Degree of Freedom)  2  .000 

 (GFI)  0.97 

 (AGFI)  0.87  0.9  (Jöreskog,  

1993)  4.16  94 

 

 4.21 

 

 4.47  4.16  94 
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 4.16 

 

 
(Fashion Consciousness) S.D. FL SMC t-value 

Fash_8 3.8.  

 

4.09 1.52 0.86 0.73 22.72***

Fash_9 3.9.

 

4.03 1.52 0.89 0.79 23.69***

Fash_10 3.10. 

 

4.25 1.48 0.84 0.71 

Fash_11 3.11. 

 

 

4.47 1.46 0.66 0.44 15.96***

4.21 1.13   

Composite Reliability = 0.89,  Average Variance Extracted = 0.67 
Goodness of Fit Index : Chi-Square= 26.683, df = 2, CMIN/df = 13.341, P =.000
GFI = 0.973, AGFI = 0.865, RMSEA = 0.158, CFI = 0.973, IFI = 0.979, NFI = 0.977,
AIC = 42.683, RFI = 0.931, TLI = 0.936, PNFI = 0.326, ECVI = 0.086, SRMR = 0.0276

 : ***  .001 
 

4.2.4.3  (Conformity Motivation 

Consumption)  3  12  15 

  (Chi-

square)  0.62  (Degree of Freedom)  1 

 .430  (GFI)  0.99 

 (AGFI)  0.99  0.9 

 (Jöreskog, 1993)  4.17  95 
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 3.99 

 4.19  4.17  

 4.17 

 

 
(Conformity Motivation 

Consumption) 

S.D. FL SMC t-value 

Motcon_12 3.12. 
 

 

4.19 1.36
 

0.63 0.39 12.63*** 

Motcon_13 3.13.  

 

3.86 1.46
 

0.78 0.61 18.03*** 

Motcon_14 3.14. 

 

4.10 1.45
 

0.79 0.62  

Motcon_15 3.15. 
  

 

3.80 1.54
 

0.87 0.76 18.19*** 

3.99 1.20  

Composite Reliability = 0.85,  Average Variance Extracted = 0.60 

Goodness of Fit Index : Chi-Square= 0.624, df = 1, CMIN/df = 0.430, P =.430 
GFI = 0.999, AGFI = 0.994, RMSEA = 0.000, CFI = 1, IFI = 1, NFI = 0.999,  
AIC = 18.624, RFI = 0.996, TLI = 1, PNFI = 0.167, ECVI = 0.038, SRMR = 0.0054

 : ***  .001 
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4.2.4.4 การประเมินรูปลักษณภายนอก  (Appearance Evaluation) จาก
แบบสอบถามตอนที่ 3 ขอ 16 ถึง 22 เมื่อทําการวิเคราะหองคประกอบเชิงยืนยันพบวาขอ 19 
ผมไมชอบเรือนรางของผมและ ขอ 21 ผมชอบเสื้อผาที่ผมใสซึ่งเหมาะสมกับผมไมสอดคลองกับ
ตัวแปรจึงจําเปนตองตัดออกจากการวิเคราะห  ดังนั้นการประเมินรูปลักษณภายนอกจึง
ประกอบดวย 5 ขอโดยมีความสอดคลองกลมกลืนกับขอมูลเชิงประจักษ พิจารณาจากคาไค 
สแควร (Chi-square) มีคาเทากับ 19.419 ที่ระดับความเปนอิสระ (Degree of Freedom) เทากับ 
5 ซึ่งมีความนาจะเปนเทากับ .002 โดยมีคาดัชนีวัดระดับความกลมกลืน (GFI) เทากับ 0.98 
และคาดัชนีวัดระดับความกลมกลืนที่ปรับแกแลว (AGFI) มีคาเทากับ 0.97 ซึ่งสูงกวา 0.9 ซึ่ง
เปนเกณฑที่ยอมรับได (Jöreskog, 1993) รายละเอียดในตารางที่ 4.18 

 ผูบริโภคเพศชายที่อาศัยในเขตกรุงเทพมหานครมีการประเมิน
รูปลักษณภายนอกโดยรวมในระดับปานกลางมีคาเฉลี่ย 4.35 เมื่อพิจารณารายดานพบวาผม
ชอบรูปรางของผมที่เปนอยูมีคาเฉลี่ยสูงสุดในระดับคอนขางมากมีคาเฉล่ีย 4.66 รายละเอียดใน
ตารางที่ 4.18 
ตารางที ่4.18 ผลการวิเคราะหองคประกอบเชิงยืนยันและสถิติพรรณนาของการประเมิน

รูปลักษณภายนอกของผูบริโภคเพศชายที่อาศัยในเขตกรุงเทพมหานคร 
การประเมินรูปลักษณภายนอก 

(Appearance Evaluation) คาเฉล่ีย S.D. 
ระดับความ
คิดเห็น FL SMC t-value 

Apeva_16 3.16. ผมชอบรูปราง
ของผมที่เปนอยู 

4.66 1.38 คอนขางมาก 0.64 0.41 14.62*** 

Apeva_17 3.17. รูปรางของผม
เปนที่นาดึงดูดทางเพศ  

4.35 1.31 ปานกลาง 0.88 0.77 21.15*** 

Apeva_18 3.18. คนสวนใหญมอง
วาผมเปนคนรูปรางดี 

4.41 1.42 ปานกลาง 0.81 0.65   

Apeva_20 3.20. เรือนรางของผม
เปนที่นาดึงดูดตอเพศ
ตรงขาม 

4.29 1.31 ปานกลาง 0.82 0.67 19.69*** 
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(Appearance Evaluation) 
S.D. 

 
FL SMC t-value 

Apeva_22 3.22. 

 

4.05 1.41 0.55 0.30 12.30***

4.35 1.08  

Composite Reliability = 0.86,  Average Variance Extracted = 0.56 
Goodness of Fit Index : Chi-Square= 19.419, df = 5, CMIN/df = 3.884, P =.002
GFI = 0.984, AGFI = 0.952, RMSEA = 0.076, CFI = 0.987, IFI = 0.987, NFI = 0.983,
AIC = 39.419, RFI = 0.966, TLI = 0.974, PNFI = 0.491, ECVI = 0.080, SRMR = 0.0255

 : ***  .001 

 

4.2.4.5  (Appearance Orientation) 

 3  23  34   23 

  24 

 25   26 

  28 

  

 6   

 (Chi-square)  125.75  (Degree of 

Freedom)  14  .000  

(GFI)  0.93  (AGFI)  0.86 

 0.9  (Jöreskog, 1993)  

4.19  98 

 

 4.82 

 5.03  4.19  98 

  



98

 4.19 

 

(Appearance Orientation) 
 S.D.

 
FL SMC t-value 

Apeor_27 3.27. 

 

4.78 1.17 0.55 0.30 11.50***

Apeor_29 3.29. 

 

5.03 1.20 0.73 0.53 15.22***

Apeor_30 3.30. 4.98 1.16 0.74 0.55 

Apeor_31 3.31. 

 

4.94 1.18 0.76 0.57 15.78***

Apeor_32 3.32. 4.32 1.48 0.63 0.40 13.24***

Apeor_33 3.33. 
 

4.76 1.38 0.64 0.41 13.32***

Apeor_34 3.34. 

 

4.91 1.24 0.70 0.49 14.62***

4.82 0.92

Composite Reliability = 0.86,  Average Variance Extracted = 0.46 
Goodness of Fit Index : Chi-Square= 125.75, df = 14, CMIN/df = 8.982, P =.000
GFI = 0.931, AGFI = 0.862, RMSEA = 0.127, CFI = 0.915, IFI = 0.916, NFI = 0.906,
AIC = 153.75, RFI = 0.859, TLI = 0.873, PNFI = 0.604, ECVI = 0.311, SRMR = 0.0524

 : ***  .001 

 

4.2.4.6  (Physical Appearance Comparison) 

 3  35  39   38
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  4  

 (Chi-square)  

1.059  (Degree of Freedom)  2  .589 

 (GFI)  0.99 

 (AGFI)  0.99  0.9  (Jöreskog,  

1993)  4.20 

 

 4.32 

 4.44  4.20 

 4.20 

 

(Physical Appearance 
Comparison) 

S.D.
 

FL SMC t-value 

Pacs_35 3.35.  

 

4.44 1.32  0.83 0.70 22.11***

Pacs_36 3.36. 

 

4.31 1.37 0.83 0.69 21.89***

Pacs_37 3.37. 

 

4.35 1.31 0.86 0.74 
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(Physical Appearance 
Comparison) 

S.D.
 

FL SMC t-value 

Pacs_39 3.39. 

 

4.18 1.38 0.78 0.61 20.20***

4.32 1.17  

Composite Reliability = 0.90,  Average Variance Extracted = 0.68 
Goodness of Fit Index : Chi-Square= 1.059, df = 2, CMIN/df = 0.529, P =.589 
GFI = 0.999, AGFI = 0.995, RMSEA = 0.000, CFI = 1, IFI = 1, NFI = 0.999,  
AIC = 17.059, RFI = 0.997, TLI = 1, PNFI = 0.333, ECVI = 0.034, SRMR = 0.0048

 : ***  .001 

 

4.2.4.7  ( Clothes Shopping 

Dependence or CSDS)  3  40  59 

     (Dodd et al., 

2005)  3   

 1)  (Emotional)  3  40 41 43  

51-53 57 

 (Chi-square)  63.309  

(Degree of Freedom)  11  .000 

 (GFI)  0.97  (AGFI) 

 0.91  0.9  (Jöreskog, 1993)  

4.21  101 

   

 3.87 

 4.23  4.21  101 
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 4.21 

 

 (Clothes 
Shopping Dependence - Emotion)

S.D.

 

FL SMC t-value 

Csds_40 3.40. 

 

4.23 1.37  0.68 0.47 16.72***

Csds_41 3.41. 4.07 1.51  0.66 0.41   

Csds_43 3.43. 

 

4.02 1.47  0.64 0.41 12.61***

Csds_51 3.51. 3.56 1.66
 

0.87 0.75 16.18***

Csds_52 3.52. 

 

3.86 1.50  0.67 0.45 13.13***

Csds_53 3.53. 3.81 1.50  0.64 0.41 12.68***

Csds_57 3.57. 

 

3.56 1.66
 

0.87 0.75 16.18***

3.87 1.20

Composite Reliability = 0.88,  Average Variance Extracted = 0.52 
Goodness of Fit Index : Chi-Square= 63.309, df = 11, CMIN/df = 5.755, P =.000
GFI = 0.965, AGFI = 0.910, RMSEA = 0.098, CFI = 973, IFI = 974, NFI = 0.968, 
AIC = 97.309, RFI = 0.939, TLI = 0.949, PNFI = 0.507, ECVI = 0.197, SRMR = 0.0358

 : *** .001



102

 2)  (Image)  3  42 45 48 

56 59   45 

 

  4  

 (Chi-square)  10.304 

 (Degree of Freedom)  2  .006 

 (GFI)  0.99 

 (AGFI)  0.95  0.9  (Jöreskog, 1993) 

 4.22 

  

 4.17 

 4.32  4.22 

 4.22 

 

 (Clothes 

Shopping Dependence - Image)  

S.D.
 

FL SMC t-value 

Csds_42 3.42. 

 

4.28 1.52  0.77 0.59 

Csds_48 3.48. 

 

4.32 1.39  0.68 0.46 13.67***

Csds_56 3.56. 

 

3.84 1.55  0.74 0.54 14.57***
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 (Clothes 

Shopping Dependence - Image)  

S.D.
 

FL SMC t-value 

Csds_59 3.59. 

 

4.25 1.34  0.72 0.51 14.29***

4.17 1.16   

Composite Reliability = 0.82,  Average Variance Extracted = 0.53 
Goodness of Fit Index : Chi-Square= 10.304, df = 2, CMIN/df = 5.152, P =.006
GFI = 0.990, AGFI = 0.948, RMSEA = 0.092, CFI = 0.987, IFI = 0.987, NFI = 0.984,
AIC = 26.304, RFI = 0.953, TLI = 0.962, PNFI = 0.328, ECVI = 0.053, SRMR = 0.0221

 : *** .001
 

 3)  (Communication)  3  

46 49 55 58   58 

 

  3  

   

 4.28 

 4.54  4.23 

 4.23 

 

 (Clothes 
Shopping Dependence - 

Communication)  

S.D. 
 

FL SMC t-value 

Csds_46 3.46. 

 

4.18 1.38  0.76 0.57
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 (Clothes 
Shopping Dependence - 

Communication)  

S.D. 
 

FL SMC t-value 

Csds_49 3.49. 

 

4.54 1.22  0.56 0.32 8.78**

Csds_55 3.55. 

 

4.12 1.46  0.67 0.45 8.95**

4.28 1.07   

Composite Reliability = 0.70,  Average Variance Extracted = 0.45 

 : *** .001
 

 3)  (Financial)  3  44 47 50 

54  

 (Chi-square)  9.478  

(Degree of Freedom)  2  .009 

 (GFI)  0.99  (AGFI) 

 0.95  0.9  (Jöreskog, 1993)  

4.24  105 

  

 3.67 

 3.87  4.24  105 
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 4.24 

 

 (Clothes 

Shopping Dependence - Finance)  

S.D.

 

FL SMC t-value 

Csds_44 3.44. 

 

3.44 1.61

 

0.79 0.62 

Csds_47 3.47. 

 

3.87 1.66  0.56 0.32 11.42***

Csds_50 3.50. 

 

3.52 1.67

 

0.76 0.58 14.82***

Csds_54 3.54. 

 

3.85 1.50  0.70 0.49 13.98***

3.67 1.27   

Composite Reliability = 0.80,  Average Variance Extracted = 0.50 
Goodness of Fit Index : Chi-Square=9.478, df = 2, CMIN/df = 4.739, P =.009 
GFI = 0.990, AGFI = 0.951, RMSEA = 0.087, CFI = 0.987, IFI = 0.988, NFI = 0.984,
AIC = 25.478, RFI = 0.953, TLI = 0.962, PNFI = 0.328, ECVI = 0.051, SRMR = 0.0226

 : *** .001
 

4.2.4.8  (Wellness Consumption) 

 3  60  78 

   (Kraft & Goodell, 1993)  4   
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 1)  (Health 

Environment Sensitivity)  3  60  66 

  60 

  61    66 

  4  

 (Chi-square) 

 9.108  (Degree of Freedom)  2 

 .011  (GFI)  0.99 

 (AGFI)  0.96  0.9  

(Jöreskog, 1993)  4.25 

  

 5.18 

 5.30 

 4.25 

 4.25 

 

 (Health Environment 

Sensitivity) 

S.D. 
 

FL SMC t-value 

Heal_62 3.62.

  

 

5.17 1.28  0.61 0.70 13.06***

Heal_63 3.63.

 3  

5.00 1.30  0.75 0.69

Heal_64 3.64.

 

5.30 1.09 0.91 0.74 19.00***
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 (Health Environment 

Sensitivity) 

S.D. 
 

FL SMC t-value 

Heal_65 3.65.

 

5.24 1.12  0.82 0.61 17.87***

5.18 0.99  

Composite Reliability = 0.88,  Average Variance Extracted = 0.65 
Goodness of Fit Index : Chi-Square= 9.108, df = 2, CMIN/df = 4.554, P =.011 
GFI = 0.991, AGFI = 0.955, RMSEA = 0.085, CFI = 0.992, IFI = 0.992, NFI = 0.990,
AIC = 25.108, RFI = 0.970, TLI = 0.977, PNFI = 0.33, ECVI = 0.051, SRMR = 0.02

 : ***  .001 

 

 2)  (Physical Fitness)  3 

 67  71   70 

  

 4  

 (Chi-square)  5.507 

 (Degree of Freedom)  2  .064 

 (GFI)  0.99  

(AGFI)  0.97  0.9  (Jöreskog, 1993) 

 4.26  108 

  

 4.47 

 5.00 

 4.26  108 
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 4.26 

 

 
(Physical Fitness) 

S.D. 
 

FL SMC t-value 

Heal_67 3.67.

 30  

 3 

 

4.09 1.63 0.83 0.69 16.41***

Heal_68 3.68.

 3 

 

4.39 1.47 0.82 0.67 

Heal_69 3.69.

 

4.41 1.28 0.67 0.45 14.30***

Heal_71 3.71.

 

5.00 1.12  0.46 0.21 9.54***

4.47 1.08  

Composite Reliability = 0.79,  Average Variance Extracted = 0.50 
Goodness of Fit Index : Chi-Square= 5.507, df = 2, CMIN/df = 2.754, P =.064 
GFI = 0.994, AGFI = 0.972, RMSEA = 0.060, CFI = 0.994, IFI = 0.994, NFI = 0.991,
AIC = 21.507, RFI = 0.974, TLI = 0.983, PNFI = 0.33, ECVI = 0.043, SRMR = 0.0209

 : ***  .001 

 

 3)  ( Personal Health 

Responsibility)  3  72  75 

 (Chi-

square)  12.32  (Degree of Freedom)  2 

 .002  (GFI)  0.99 

 (AGFI)  0.94  0.9 

 (Jöreskog,  1993)  4.27  109 
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 4.31 

   (Wellness) 

 4.41 

 4.27 

 4.27 

 

 (Personal Health 

Responsibility) 

S.D. 

 

FL SMC t-value 

Heal_72 3.72.
# 

4.39 1.63

 

0.69 0.48 14.10***

Heal_73 3.73.

# 

4.41 1.59

 

0.74 0.54 

Heal_74 3.74.

 

(wellness) 
# 

4.41 1.75

 

0.83 0.69 16.19***

Heal_75 3.75.

# 

4.02 1.69

 

0.75 0.56 15.07***

4.31 1.37

Composite Reliability = 0.84,  Average Variance Extracted = 0.57 
Goodness of Fit Index : Chi-Square= 12.32, df = 2, CMIN/df = 6.16, P =.002 
GFI = 0.988, AGFI = 0.940, RMSEA = 0.102, CFI = 0.986, IFI = 0.987, NFI = 0.984,
AIC = 28.32, RFI = 0.952, TLI = 0.959, PNFI = 0.328, ECVI = 0.057, SRMR = 0.0224

 : ***  .001 
#  Reversed Scale 
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 4)  

(Nutrition and Stress Management Behavior)  3  76  78

 3  

   

 4.83 

 5.04 

 4.28 

 4.28 

 

 
(Nutrition and Stress 

Management Behavior)

S.D.
 

FL SMC t-value 

Heal_76 3.76.

 

4.64 1.26  0.69 0.47 11.97***

Heal_77 3.77.

 

4.81 1.27  0.86 0.74 

Heal_78 3.78.

 

5.04 1.21  0.65 0.42 11.69***

4.83 1.04  

Composite Reliability = 0.78,  Average Variance Extracted = 0.55 

 : ***  .001 
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4.2.4.9  ( Consumption of Innovation) 

 3  79  84   83 

 

 5  

 (Chi-square)  16.548  (Degree of 

Freedom)  5  .005  

(GFI)  0.99  (AGFI)  0.96 

 0.9  (Jöreskog, 1993)  4.29 

 

 3.74 

 3.99 

 4.29 

 4.29 

 
 

(Innovative Product 
Consumption) 

 

 
S.D. 

 
FL SMC t-value 

Inno_79 3.79.

 

3.84 1.64 0.86 0.73 26.38***

Inno_80 3.80.

 

3.68 1.57 0.90 0.81 

Inno_81 3.81.

 

 

3.75 1.61 0.88 0.78 27.96***
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(Innovative Product 

Consumption) 

 

 
S.D. 

 
FL SMC t-value 

Inno_82 3.82.

 

3.43 1.60 0.78 0.60 22.10***

Inno_84 3.84.

 

3.99 1.48 0.68 0.46 17.88***

3.74 1.35  

Composite Reliability = 0.91,  Average Variance Extracted = 0.68 
Goodness of Fit Index : Chi-Square=16.548, df = 5, CMIN/df = 3.31, P =.005 
GFI = 0.986, AGFI = 0.958, RMSEA = 0.068, CFI = 0.993, IFI = 0.993, NFI = 0.990,
AIC = 36.548, RFI = 0.980, TLI = 0.986, PNFI = 0.495, ECVI = 0.074, SRMR = 0.0167

 : ***  .001 
#  Reversed Scale 

  
 

 

4.2.4.10  (Frugal)  3  85  

92       

(Lastovicka et al., 1999) 

 

  85 

   86 

  

 6  

 (Chi-square)  110.11  (Degree of 

Freedom)  9  .000  

(GFI)  0.93  (AGFI)  0.83 

 0.9  (Jöreskog, 1993)  

4.30  113  
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 5.15 

 5.23  

4.30 

 4.30 

  

 (Frugal) S.D.
 

FL SMC t-value 

Frugal87 3.87. 

 

5.20 1.05  0.63 0.39   

Frugal88 3.88. 5.07 1.13  0.67 0.45 12.16***

Frugal89 3.89. 
 

5.23 1.15  0.75 0.55 13.15***

Frugal90 3.90. 5.04 1.21  0.76 0.57 13.29***

Frugal91 3.91. 

 

5.18 1.16  0.75 0.56 13.23***

Frugal92 3.92. 

 

5.19 1.14  0.74 0.54 13.04***

5.15 0.88  

Composite Reliability = 0.86,  Average Variance Extracted = 0.51 

Goodness of Fit Index : Chi-Square= 110.107, df = 9, CMIN/df = 12.234, P =0.000

GFI = 0.927, AGFI = 0.830, RMSEA = 0.151, CFI = 0.919, IFI = 0.92, NFI = 0.913,

AIC = 134.107, RFI = 0.855, TLI = 0.865, PNFI = 0.548, ECVI = 0.271, SRMR = 0.0522

 : ***  .001 
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4.2.4.11  (Materialism)  3 

 93  110    (Richins & Dawson, 

1992)  (Value) 

  3  

1)  (Success) 

 3  93  98  95 

   98 /  

 

 4  

 (Chi-square)  35.85 

 (Degree of Freedom)  2  .000 

 (GFI)  0.96  

(AGFI)  0.82  0.9  (Jöreskog,  

1993)  4.31 

 4.26 

  

 4.47  4.31 

 4.31 

 

  
(Materialism - Success)

S.D.
 

FL SMC T-value 

Mater93 3.93.

  

 

4.47 1.43  0.62 0.38
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(Materialism - Success)

S.D.
 

FL SMC T-value 

Mater94 3.94.

 

4.47 1.39  0.73 0.53 12.51***

Mater96 3.96.

/

3.95 1.45  0.80 0.63 13.21***

Mater97 3.97.

/

 

4.13 1.40  0.82 0.68 13.40***

4.26 1.15  

Composite Reliability = 0.83,  Average Variance Extracted = 0.56 

Goodness of Fit Index : Chi-Square=35.853, df = 2, CMIN/df = 17.926, P =.000

GFI = 0.963, AGFI = 0.817, RMSEA = 0.185, CFI = 0.956, IFI = 0.956, NFI = 0.953,

AIC = 51.853, RFI = 0.860, TLI = 0.867, PNFI = 0.318, ECVI = 0.105, SRMR = 0.0433

 : ***  .001 

 

2)  

(Centrality)  3  99  105 

 99   100 

  101 /

  105 /  

 

 3 

 

  

 3.95 
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 4.19 

 4.32 

 4.32 

 

 

(Materialism - Centrality) 

S.D.

 

FL SMC T-value 

Mater102 3.102. 

/

 

3.54 1.66

 

0.59 0.34

Mater103 3.103. 

 

4.19 1.42  0.80 0.65 10.35***

Mater104 3.104. 

 

4.11 1.56  0.73 0.54 10.70***

3.95 1.26  

Composite Reliability = 0.75,  Average Variance Extracted = 0.51 

 : ***  .001 

 

3)  (Happiness) 

 3  106  110 

 (Chi-square)  

32.38  (Degree of Freedom)  5  .000 

 (GFI)  0.97 

 (AGFI)  0.92  0.9  (Jöreskog, 

1993)  4.33  117 

 4.29 
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4.48  4.33 

 4.33 

 

 (Materialism - Happiness)
S.D. 

 
FL SMC T-value 

Mater106 3.106. 

# 

4.38 1.27  0.65 0.42

Mater107 3.107. 

/

 

4.21 1.43  0.84 0.71 14.54***

Mater108 3.108. 

# 

4.19 1.39  0.55 0.31 10.60***

Mater109 3.109. 

 

4.48 1.40  0.77 0.60 13.89***

Mater110 3.110. 

 

4.19 1.40  0.73 0.53 13.27***

4.29 1.07

Composite Reliability = 0.84,  Average Variance Extracted = 0.54 
Goodness of Fit Index : Chi-Square= 32.378, df = 5, CMIN/df = 6.476, P = .000
GFI = 0.973, AGFI = 0.919, RMSEA = 0.105, CFI = 0.970, IFI = 0.971, NFI = 0.965,
AIC = 52.378, RFI = 0.931, TLI = 0.941, PNFI = 0.483, ECVI = 0.106, SRMR = 0.0323

 : ***  .001 
#  Reversed Scale 
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4.2.3.12  (Status Consumption) 

 3  111  115    

  (Eastman et al., 1999) 

 (Conspicuous Consumption) 

 

 114 

  

 4  

 (Chi-square)  14.46 

 (Degree of Freedom)  2  .001 

 (GFI)  0.99  (AGFI) 

 0.93  0.9  (Jöreskog, 1993) 

 4.34  

 

 4.10 

 4.29  4.34 

 4.34 

  

 

(Status Consumption) 
S.D.

 

FL SMC T-value 

Status11 3.111. 4.11 1.47  0.87 0.75   

Status12 3.112. 4.09 1.43  0.93 0.86 28.91***
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(Status Consumption) 
S.D.

 

FL SMC T-value 

Status13 3.113. 3.91 1.47  0.90 0.81 27.58***

Status15 3.115. 4.29 1.38  0.70 0.49 18.26***

4.10 1.28  

Composite Reliability = 0.91,  Average Variance Extracted = 0.73 
Goodness of Fit Index : Chi-Square= 14.458, df = 2, CMIN/df = 7.299, P =.001
GFI = 0.986, AGFI = 0.931, RMSEA = 0.112, CFI = 0.911, IFI = 0.991, NFI = 0.990,
AIC = 30.458, RFI = 0.970, TLI = 0.974, PNFI = 0.330, ECVI = 0.062, SRMR = 0.0147

 : *** .001

4.3  

 

 

 
  

4.3.1. 

 

 

 5   

 

   

   4 
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  Two-step Cluster Analysis 

(Punj & Stewart, 1983)  

 496   5   4.35  121 

 4.36  122 

 1   147  29.64  

   

 5.27  5.39  

 4.21  4.17  

 

5.36 

 2   57   11.49  

 29   28  

   5.67 

  5.79 

    

 5.30 5.41  5.80   

 3   98   19.76 

   

  

4.88  4.85  

 

 3.90  3.74  

 5.04 

 1 

 1  
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 4   73   14.72 

  

   4.87  4.88  

 3.49  3.39  

 5.25 

 2 

 2  

 5   121   24.40 

 

 

   

 4.53  4.45  

  3.39 

  3.59 

 4.83 

 2 

 2  

 4.35  

 

 
 

( ) 
 

 
 

( ) ( )  
( ) 

 ( ) 

 1 147 29.64 147 100.00 - - - - - -

 2 57 11.49 - - 29 28.43 - - 28 18.79

 3 98 19.76 - - - - 98 100.00 - -

 4 73 14.72 - - 73 71.57 - - - -

 5 121 24.40 - - - - - - 121 81.21

 496 100.00 147 100.00 102 100.00 98 100.00 149 100.00
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 4.36 

 

  S.D.  95   

 

 

 1 5.27 0.80 5.14 5.40 2.50 7.00 

 2 5.67 0.41  5.56 5.78 4.75 6.50 

 3 4.88 0.74 4.73 5.02 3.25 7.00 

 4 4.87 0.90 4.66 5.08 3.00 7.00 

 5 4.53 0.65 4.41 4.65 2.75 6.00 

 5.00 0.82 4.93 5.07 2.50 7.00 

 

 1 5.39 0.82  5.26 5.53 3.40 7.00 

 2 5.79 0.49  5.66 5.92 4.40 6.80 

 3 4.85 0.81 4.69 5.02 2.40 7.00 

 4 4.88 0.87 4.67 5.08 2.60 7.00 

 5 4.45 0.82 4.30 4.59 1.60 6.20 

 5.03 0.91 4.95 5.11 1.60 7.00 

 

 1 4.21 1.26  4.01 4.42 1.00 7.00 

 2 5.30 0.59  5.15 5.46 3.83 6.33 

 3 3.90 1.12  3.67 4.12 1.00 6.33 
 4 3.49 1.26 3.19 3.78 1.00 6.33
 5 3.39 1.02 3.20 3.57 1.00 5.67 

 3.97 1.26  3.86 4.08 1.00 7.00 

 

 1 4.17 1.23  3.97 4.37 1.00 7.00 

 2 5.41 .68  5.23 5.59 4.00 6.67 

 3 3.74 1.22  3.50 3.99 1.33 6.33 

 4 3.39 1.29 3.09 3.69 1.00 5.67 
 5 3.59 1.04 3.40 3.78 1.00 5.67
 3.97 1.28  3.86 4.08 1.00 7.00 
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  S.D.  95   

 

 

 1 5.36 0.96 5.21 5.52 2.33 7.00
 2 5.80 0.57 5.64 5.95 4.67 7.00
 3 5.04 1.06 4.83 5.26 2.00 7.00 
 4 5.25 0.96 5.02 5.47 2.67 7.00
 5 4.83 0.91 4.67 5.00 2.33 7.00 

 5.20 0.97 5.12 5.29 2.00 7.00 

 

 .001  4.37 

 4.37 

 

 Levene P 
Brown-

Forsythe 
df1 df2 P 

8.487 .000 31.911*** 4 373.255 .000

4.394 .002 41.69*** 4 427.969 .000

 

6.735 .000 36.865*** 4 408.511 .000

 

5.324 .000 34.86*** 4 408.5 .000

 

4.924 .001 13.183*** 4 429.605 .000

 : ***  .001 

 Dunnett T3  

4.38  125  
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  2  

 .001  5   

 1 2  .001   3 

 .01   1  

3  .01   4  .05  

 3  4  4 

 5 

  2  

 .001  5  

 1  2  .001   3  4 

 .01   3 

 4  1  2  

 .001 

  2   .001

 5    1  2  .001 

 1  4 

 .001  3  4 

 4  5  5 

 

 2   .001  4 

   1  2  .001 

 1  2 4 

 5  .001  3  4

 5  4  5 

 

 2   3  5  .001 

 1   4  .01  5 

  1  2  .001  
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4  .05  3  4  5  

  1  3  4 

 4.38 

 

 1 2 3 4 5 

 

 

 1 = 5.27 - -0.40*** 0.39** 0.40* 0.74***
 2 = 5.67 - - 0.80*** 0.80*** 1.14***
 3 = 4.88 - - - 0.00 0.35**
 4 = 4.87 - - - - 0.34
 5 = 4.53 - - - - -

 

 1 = 5.39 - -0.39*** 0.54*** 0.52*** 0.95***
 2 = 5.79 - - 0.94*** 0.91*** 1.34***
 3 = 4.85 - - - -0.02 0.41**
 4 = 4.88 - - - - 0.43**
 5 = 4.45 - - - - -

 

 1 = 4.21 - -1.09*** 0.32 0.73** 0.83***
 2 = 5.30 - - 1.41*** 1.82*** 1.92***
 3 = 3.90 - - - 0.41 0.51***
 4 = 3.49 - - - - 0.10

 5  = 3.39 - - - - - 

 1 = 4.17 - -1.24*** 0.43 0.78*** 0.58***
 2 = 5.41 - - 1.67*** 2.02*** 1.82***
 3 = 3.74 - - - 0.35 0.15
 4 = 3.39 - - - - -0.20
 5 = 3.59 - - - - -

 

 1 = 5.36 - -0.43** 0.32 0.12 0.53***
 2 = 5.80 - - 0.75*** 0.55** 0.96***
 3 = 5.04 - - - -0.20 0.21
 4 = 5.25 - - - - 0.41*
 5 = 4.83 - - - - -

 : *  .05 **  .01  

                ***  .001 
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4.3.2. 

 

 Two-step Cluster Analysis  4.3.1  

119  5  

 

  

   

   

 

  

    

 

   

  

  

 4.39  128   4.40  

133   4.41  135 

    

 1  2 

 

  4 

 1  2  2 

 1   2 

  

 2  

 .01  .001 
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 1  2 

  3 4 

 5  .05  .001 

 2  1 3  4 

 3 

 1   1 

 3  1 

  

  .01 

 

 .001 

 

 .05   

 4 

 5  5 

  

 .05   

 .01 

 5  

 .05  .001  

 2  

  4 

 4   
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 4.39 

 

 

 

 

( ) 

S.D. 
  95 

 
  

 

1 147 4.69 0.97 4.53 4.84 1.29 7.00

2 57 5.27 0.74 5.07 5.47 2.29 6.57

3 98 4.46 0.92 4.27 4.64 2.00 6.71

4 73 4.29 1.14 4.03 4.56 1.29 6.71

5 121 4.07 0.84 3.92 4.22 1.00 7.00

 496 4.50 1.00 4.41 4.59 1.00 7.00

 

1 147 4.37 1.18 4.18 4.57 1.00 7.00

2 57 5.22 1.09 4.93 5.51 1.75 7.00

3 98 4.23 1.22 3.99 4.48 1.00 6.75

4 73 3.95 1.42 3.62 4.28 1.00 6.25

5 121 3.67 1.14 3.46 3.87 1.00 6.50

 496 4.21 1.29 4.09 4.32 1.00 7.00

 

1 147 4.12 1.23 3.92 4.32 1.00 7.00

2 57 5.09 0.87 4.86 5.32 3.00 6.50

3 98 4.02 1.07 3.80 4.23 1.75 6.25

4 73 3.62 1.21 3.34 3.90 1.00 6.25

5 121 3.51 1.01 3.33 3.69 1.00 5.75

 496 3.99 1.20 3.88 4.09 1.00 7.00

 

1 147 4.61 1.02 4.44 4.78 1.20 7.00

2 57 5.07 1.14 4.77 5.38 2.00 7.00

3 98 4.09 1.11 3.87 4.31 1.00 7.00

4 73 4.19 1.10 3.93 4.44 1.00 5.80

5 121 4.02 0.85 3.86 4.17 1.00 6.00

 496 4.35 1.08 4.26 4.45 1.00 7.00
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( ) 

S.D. 
  95 

 
  

 

1 147 4.95 0.89 4.80 5.09 2.86 7.00
2 57 5.42 0.72 5.23 5.61 2.86 7.00
3 98 4.89 0.88 4.71 5.06 1.86 7.00
4 73 4.68 0.98 4.45 4.91 1.86 7.00
5 121 4.40 0.85 4.25 4.55 1.71 7.00

 496 4.82 0.92 4.74 4.90 1.71 7.00

 

1 147 4.46 1.18 4.27 4.66 1.00 7.00
2 57 5.29 0.75 5.10 5.49 3.25 7.00
3 98 4.36 0.96 4.17 4.56 2.00 6.75
4 73 3.93 1.22 3.64 4.21 1.50 6.00
5 121 3.89 1.13 3.68 4.09 1.00 7.00

 496 4.32 1.17 4.22 4.42 1.00 7.00

 

1 147 4.00 1.21 3.80 4.20 1.00 7.00
2 57 4.93 0.96 4.68 5.19 2.43 6.71
3 98 3.94 1.11 3.71 4.16 1.29 5.86
4 73 3.36 1.19 3.08 3.63 1.14 5.57
5 121 3.48 0.98 3.30 3.66 1.00 6.29

 496 3.87 1.20 3.77 3.98 1.00 7.00

 

1 147 4.26 1.19 4.07 4.46 1.00 7.00
2 57 5.18 0.81 4.97 5.40 2.75 6.75
3 98 4.14 1.03 3.93 4.34 1.00 6.25
4 73 3.95 1.28 3.65 4.25 1.25 7.00
5 121 3.75 1.01 3.57 3.93 1.00 6.75

 496 4.17 1.16 4.07 4.28 1.00 7.00

 

1 147 4.32 1.11 4.14 4.50 1.00 7.00
2 57 5.32 0.83 5.09 5.54 2.00 6.67
3 98 4.36 0.94 4.17 4.55 1.00 6.67
4 73 3.91 1.17 3.64 4.18 1.00 5.67
5 121 3.91 0.81 3.76 4.05 1.67 6.00 

 496 4.28 1.07 4.19 4.37 1.00 7.00 
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( ) 

S.D. 
  95 

 
  

 

1 147 3.72 1.35 3.50 3.94 1.00 7.00 

2 57 4.65 1.20 4.33 4.97 1.75 6.50 

3 98 3.76 1.17 3.52 3.99 1.00 6.25 

4 73 3.03 1.21 2.75 3.32 1.00 6.00 

5 121 3.45 1.01 3.27 3.63 1.00 6.25 

 496 3.67 1.27 3.56 3.78 1.00 7.00 

 

1 147 5.36 1.01 5.20 5.53 2.75 7.00 

2 57 5.77 0.67 5.59 5.95 4.00 7.00 

3 98 4.98 0.95 4.79 5.17 2.50 7.00 

4 73 5.25 0.95 5.03 5.47 2.50 7.00 

5 121 4.78 0.98 4.61 4.96 2.00 7.00 

 496 5.18 0.99 5.09 5.26 2.00 7.00 

 

1 147 4.70 1.10 4.52 4.87 1.75 7.00 

2 57 5.02 0.84 4.79 5.24 2.75 6.50 

3 98 4.27 1.10 4.05 4.49 2.00 7.00 

4 73 4.38 1.10 4.12 4.63 1.00 6.25 

5 121 4.17 1.01 3.99 4.35 2.25 7.00 

 496 4.47 1.08 4.38 4.57 1.00 7.00 

 

1 147 4.12 1.44 3.88 4.35 1.00 7.00 

2 57 3.50 1.41 3.12 3.87 1.25 6.75 

3 98 4.27 1.28 4.01 4.52 1.50 7.00 

4 73 4.84 1.30 4.54 5.15 1.50 7.00 

5 121 4.62 1.13 4.42 4.83 1.50 7.00 

 496 4.31 1.37 4.18 4.43 1.00 7.00 
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( ) 

S.D. 
  95 

 
  

 

1 147 5.18 0.93 5.03 5.33 3.00 7.00 

2 57 5.45 0.94 5.20 5.70 3.00 7.00

3 98 4.67 1.10 4.45 4.89 1.67 7.00 

4 73 4.61 1.01 4.37 4.84 1.00 6.67

5 121 4.37 0.88 4.21 4.53 2.33 7.00 

 496 4.83 1.04 4.74 4.92 1.00 7.00 

 

1 147 3.98 1.29 3.77 4.19 1.00 7.00 

2 57 4.65 1.23 4.33 4.98 1.80 6.60 

3 98 3.69 1.42 3.41 3.98 1.00 6.80 

4 73 3.39 1.33 3.08 3.71 1.00 6.40 

5 121 3.26 1.18 3.05 3.47 1.00 6.20 

 496 3.74 1.35 3.62 3.86 1.00 7.00 

 

1 147 5.39 0.85 5.25 5.53 3.50 7.00 

2 57 5.25 0.80 5.04 5.46 2.83 6.67 

3 98 5.07 0.83 4.91 5.24 3.17 6.67 

4 73 5.22 0.89 5.02 5.43 2.67 7.00 

5 121 4.84 0.88 4.68 5.00 3.17 6.67 

 496 5.15 0.88 5.07 5.23 2.67 7.00 

 

1 147 4.37 1.22 4.17 4.57 1.00 7.00 

2 57 5.13 0.95 4.88 5.38 2.00 6.75 

3 98 4.12 1.12 3.90 4.35 1.75 6.75 

4 73 4.08 1.08 3.82 4.33 1.00 6.75 

5 121 3.93 1.01 3.75 4.11 1.00 7.00 

 496 4.26 1.15 4.16 4.36 1.00 7.00 
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( ) 

S.D. 
  95 

 
  

 

1 147 4.10 1.22 3.90 4.29 1.00 7.00 

2 57 4.96 0.86 4.74 5.19 2.67 6.67 

3 98 3.88 1.26 3.63 4.13 1.00 6.67 

4 73 3.68 1.17 3.40 3.95 1.00 5.67 

5 121 3.52 1.24 3.29 3.74 1.00 6.67 

 496 3.95 1.26 3.84 4.06 1.00 7.00 

 

1 147 4.47 1.07 4.29 4.64 1.00 7.00 

2 57 5.06 0.87 4.83 5.29 3.20 6.80 

3 98 4.19 1.09 3.97 4.40 1.00 7.00 

4 73 3.99 0.98 3.76 4.22 1.20 6.00 

5 121 3.98 0.98 3.80 4.16 1.20 7.00 

 496 4.29 1.07 4.20 4.38 1.00 7.00 

 

1 147 4.28 1.23 4.08 4.48 1.00 7.00 

2 57 4.99 1.07 4.71 5.27 2.00 7.00 

3 98 4.12 1.28 3.87 4.38 1.00 6.75 

4 73 3.74 1.32 3.43 4.05 1.00 7.00 

5 121 3.67 1.15 3.46 3.88 1.00 6.50 

 496 4.10 1.28 3.99 4.21 1.00 7.00 
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 4.40 

 

 Levene P Brown-Forsythe df1 df2 P

 3.615 .006 18.593*** 4.00 383.207 .000

 Levene P SS df MS F P 

 1.848 .118 103.40 4 25.85 17.676*** .000

718.05 491 1.46 

 821.44 495   

 

1.806 .126 109.28 4 27.32 22.317*** .000

601.09 491 1.22 

710.37 495   

 Levene P Brown-Forsythe df1 df2 P

 2.797 .026 13.882*** 4.00 362.45 .000

 2.741 .028 15.421*** 4.00 416.386 .000

 5.067 .001 20.360*** 4.00 423.262 .000

 
2.569 .037 22.036*** 4.00 423.042 .000

 
5.059 .001 18.432*** 4.00 401.595 .000

 
4.876 .001 23.159*** 4.00 390.857 .000

 
3.015 .018 16.1*** 4.00 405.707 .000

 
3.314 .011 14.499*** 4.00 456.281 .000

 Levene P SS df MS F P 

 1.979 .096 40.04 4 1.01 9.064*** .000

542.17 491 1.10 

582.21 495   
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 Levene P Brown-Forsythe df1 df2 P

 

2.777 .027 10.962*** 4.00 389.169 .000

 Levene P SS df MS F P 

 
1.69 .151 71.80 4 11.28 11.153*** .000

459.52 491 1.01 

531.33 495   

 1.851 .118 92.77 4 23.19 13.960*** .000

815.73 491 1.66 

908.50 495   

 0.953 0.433 21.61 4 5.40 7.412*** .000

357.91 491 0.73 

379.53 495   

 
1.264 .283 62.15 4 15.54 12.777*** .0000

597.08 491 1.22 

659.23 495   

 
1.927 .105 90.36 4 22.59 16.004*** .000

693.08 491 1.41 

783.44 495   

 
1.233 .296 57.58 4 14.39 13.876*** .000

509.33 491 1.04 

566.91 495   

0.998 .408 81.94 4 20.48 13.853*** .000

726.05 491 1.48 

807.98 495   

 : ***  .001  
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 4.41 

 

 1 2 3 4 5 

 (Dunnett T3) 
1 =4.69 - -0.58*** 0.23 0.39 0.62***
2 =5.27 - - 0.81*** 0.98*** 1.20***
3 =4.46 - - - 0.17 0.39*
4 =4.29 - - - - 0.22
5 =4.07 - - - - -

 
(LSD) 

1 =4.37 - -0.85*** 0.14 0.42* 0.71***
2 =5.22 - - 0.99*** 1.28*** 1.56***
3 =4.23 - - - 0.29 0.57**
4 =3.95 - - - - 0.28
5 =3.67 - - - - -

 
(LSD) 

1 =4.12 - -0.97*** 0.10 0.50** 0.60***
2 =5.09 - - 1.08*** 1.47*** 1.58***
3 =4.02 - - - 0.40* 0.50**
4 =3.62 - - - - 0.11
5 =3.51 - - - - -

 (Dunnett T3) 
1 =4.61 - -0.47 0.52** 0.42 0.59***
2 =5.07 - - 0.99*** 0.89*** 1.06***
3 =4.09 - - - -0.10 0.07
4 =4.19 - - - - 0.17
5 =4.02 - - - - -

 (Dunnett T3) 
1 =4.95 - -0.47** 0.06 0.27 0.55***
2 =5.42 - - 0.53** 0.74*** 1.02***
3 =4.89 - - - 0.21 0.49***
4 =4.68 - - - - 0.28
5 =4.40 - - - - -

(Dunnett T3) 
1 =4.46 - -0.83*** 0.10 0.53* 0.57**
2 =5.29 - - 0.93*** 1.37*** 1.41***
3 =4.36 - - - 0.44 0.48**
4 =3.93 - - - - 0.04
5 =3.89 - - - - -
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 1 2 3 4 5 

 
(Dunnett T3) 

1 =4.00 - -0.93*** 0.07 0.65** 0.52**
2 =4.93 - - 1.00*** 1.58*** 1.45***
3 =3.94 - - - 0.58* 0.45*
4 =3.36 - - - - -0.13
5 =3.48 - - - - -

(Dunnett T3) 

1 =4.26 - -0.92*** 0.12 0.31 0.51**
2 =5.18 - - 1.05*** 1.24*** 1.43***
3 =4.14 - - - 0.19 0.39
4 =3.95 - - - - 0.20
5 =3.75 - - - - -

(Dunnett T3) 

1 =4.32 - -1.00*** -0.04 0.41 0.41**
2 =5.32 - - 0.96*** 1.41*** 1.41***
3 =4.36 - - - 0.45 0.45**
4 =3.91 - - - - 0.00
5 =3.91 - - - - -

(Dunnett T3) 

1 =3.72 - -0.93*** -0.03 0.69** 0.27
2 =4.65 - - 0.89*** 1.61*** 1.20***
3 =3.76 - - - 0.72** 0.30
4 =3.03 - - - - -0.42
5 =3.45 - - - - -

 (Dunnett T3) 

1 =5.36 - -0.41* 0.38* 0.11 0.58***
2 =5.77 - - 0.79*** 0.52** 0.99***
3 =4.98 - - - -0.27 0.20
4 =5.25 - - - - 0.47*
5 =4.78 - - - - -

 (LSD) 1 =4.70 - -0.32* 0.43** 0.32* 0.53***
2 =5.02 - - 0.75*** 0.64** 0.85***
3 =4.27 - - - -0.11 0.10
4 =4.38 - - - - 0.21
5 =4.17 - - - - -
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 1 2 3 4 5 

 
(Dunnett T3) 

1 =4.12 - 0.62 -0.15 -0.73** -0.51*
2 =3.50 - - -0.77* -1.35*** -1.13***
3 =4.27 - - - -0.58* -0.36
4 =4.84 - - - - 0.22
5 =4.62 - - - - -

 (LSD) 

1 =5.18 - -0.27 0.51*** 0.57*** 0.81***
2 =5.45 - - 0.78*** 0.84*** 1.08***
3 =4.67 - - - 0.07 0.30*
4 =4.61 - - - - 0.24
5 =4.37 - - - - -

 
(LSD) 

1 =3.98 - -0.68** 0.28 0.58** 0.72***
2 =4.65 - - 0.96*** 1.26*** 1.39***
3 =3.69 - - - 0.30 0.44*
4 =3.39 - - - - 0.14
5 =3.26 - - - - -

 
(LSD) 

1 =5.39 - 0.14 0.32** 0.16 0.55***
2 =5.25 - - 0.18 0.03 0.41**
3 =5.07 - - - -0.15 0.23*
4 =5.22 - - - - 0.38**
5 =4.84 - - - - -

 (LSD) 
1 =4.37 - -0.76*** 0.25 0.29 0.44**
2 =5.13 - - 1.00*** 1.05*** 1.20***
3 =4.12 - - - .05 0.19
4 =4.08 - - - - 0.15
5 =3.93 - - - - -

 (LSD) 

1 =4.10 - -0.87*** 0.21 0.42* 0.58***
2 =4.96 - - 1.08*** 1.29*** 1.45***
3 =3.88 - - - 0.21 0.36*
4 =3.68 - - - - 0.16
5 =3.52 - - - - -
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ตัวแปรศึกษา 1 2 3 4 5 
การบริโภคแบบวัตถุนิยม
เพ่ือความสุข  (LSD) 

กลุม 1 คาเฉลี่ย = 4.47 - -0.59*** 0.28* 0.48** 0.49*** 
กลุม 2 คาเฉลี่ย = 5.06 - - 0.87*** 1.07*** 1.08*** 
กลุม 3 คาเฉลี่ย = 4.19 - - - 0.20 0.21 
กลุม 4 คาเฉลี่ย = 3.99 - - - - .01 
กลุม 5 คาเฉลี่ย = 3.98 - - - - - 

การบริโภคเพื่อสถานะ
ทางสังคม (LSD) 

กลุม 1 คาเฉลี่ย = 4.28 - -0.71*** 0.16 0.54** 0.61*** 
กลุม 2 คาเฉลี่ย = 4.99 - - 0.87*** 1.25*** 1.32*** 
กลุม 3 คาเฉลี่ย = 4.12 - - - 0.38* 0.45** 
กลุม 4 คาเฉลี่ย = 3.74 - - - - 0.07 
กลุม 5 คาเฉลี่ย = 3.67 - - - - - 

หมายเหตุ : * คานัยสําคัญทางสถิติที่ระดับ .05 ** คานัยสําคัญทางสถิติที่ระดับ .01  
                *** คานัยสําคัญทางสถิติที่ระดับ .001 

 

4.3.3 การพัฒนาทะเบียนผูบริโภคกลุมเมโทรเซ็กซชวลในเขตกรุงเทพมหานคร 
4.3.3.1. การกําหนดช่ือกลุมผูบริโภคเพศชายที่อาศัยในเขตกรุงเทพมหานคร

จากผลการแบงกลุมผูบริโภคเพศชายท่ีอาศัยในเขตกรุงเทพมหานครดวยคุณลักษณะดาน
จิตวิทยาและอัตลักษณบทบาททางเพศ ในตอนที่ 4.3.1 หนา 119 และ 4.3.2 หนา 126 พบวา 
ผูบริโภคเพศชายกลุมที่ 1 และ 2 มีคุณลักษณะใกลเคียงกับผลการสัมภาษณกลุมผูบริโภคกลุม
เมโทรเซ็กซชวลในตอนที่ 4.1 นอกจากนี้ผูบริโภคกลุมที่ 2 และ 1 เปนกลุมผูบริโภคเพศชายที่มี
พฤติกรรมการบริโภคในเรื่องความสนใจและดูแลตนเองในระดับสูงที่สุดในขณะที่กลุมผูบริโภค
เพศชายกลุมที่ 3 เปนกลุมที่มีศักยภาพในการพัฒนาใหมีความสนใจและดูแลตนเองมากขึ้น แต
กลุมที่ 4 และ 5 เปนกลุมผูบริโภคเพศชายที่ใหความสนใจในการดูแลตัวเองนอยที่สุด หาก
กลับมาพิจารณาในการตั้งชื่อกลุมผูบริโภคเพศชาย ผูวิจัยไดอาศัยตัวแปรดานอัตลักษณบทบาท
ทางเพศ และ คุณลักษณะดานจิตวิทยาเปนปจจัยหลักในการพิจารณากําหนดช่ือใหกับแตละกลุม  
   จากตารางที่ 4.42 หนา 140 สําหรับในกลุมที่มีพฤติกรรมการบริโภคใน
เรื่องความสนใจและดูแลตนเองในระดับสูงอันประกอบดวย กลุมที่ 1 และ กลุมที่ 2 เมื่อพิจารณา
ในดานอัตลักษณบทบาททางเพศ กลุมที่ 1 อัตลักษณบทบาททางเพศลักษณะแอนโดรจินี มี
คาเฉลี่ยอัตลักษณบทบาททางเพศชายและหญิงในระดับสูงกวาคามัธยฐาน ในขณะที่กลุมที่ 2 
มีอัตลักษณบทบาททางเพศลักษณะความเปนชายและไมชัดเจน ซึ่งเมื่อพิจารณาในดานอัต
ลักษณบทบาททางเพศพบวากลุมที่ 1 มีความเหมือนกับกลุมเมโทรเซ็กซชวลจากการสัมภาษณ
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  2 

 1  .001  (  4.37  123  

 4.38 125)  2 

 

  

  1  

     1 

 

 1   (Metrosexual) 

 2  (Übersexual) 

 1 

 

  

   

 Übersexual      

(Salzman et al., 2003, p.76) 

   

 [They are supremely confident (without being obnoxious), masculine, stylish, 

and committed to uncompromising quality in all areas of life.]   

   

   3 4  5   3  4 

   4  5 

 4 

 .05   3  

  3 
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(Effeminate Man)  4 

 

   (Tough Man)  5 

  (Traditional Man) 

 

 4.42    

 

  

1 2 3 4 5 

Metrose 

xual 

Überse

xual 

Effemi 

nate Man 

Tough 

Man 

Tradi 

tional  

Man 

 

5.30 5.52 4.81 4.26 5.33 4.09 

 

4.91 4.98 3.59 4.74 3.86 3.82 

  /

 

  

 

 

5.27 5.67 4.88 4.87 4.53 

 

5.39 5.79 4.85 4.88 4.45 

 

 

4.21 5.3 3.90 3.49 3.39 

 

4.17 5.41 3.74 3.39 3.59 

 

5.36 5.8 5.04 5.25 4.83 

 4.69 5.27 4.46 4.29 4.07 

 4.37 5.22 4.23 3.95 3.67 
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1 2 3 4 5 

Metrose 

xual 

Überse

xual 

Effemi 

nate Man 

Tough 

Man 

Tradi 

tional  

Man 

 

4.12 5.09 4.02 3.62 3.51 

 4.61 5.07 4.09 4.19 4.02 

 4.95 5.42 4.89 4.68 4.40 

 4.46 5.29 4.36 3.93 3.89 

 

4.00 4.93 3.94 3.36 3.48 

 

4.26 5.18 4.14 3.95 3.75 

 

4.32 5.32 4.36 3.91 3.91 

 

3.72 4.65 3.76 3.03 3.45 

 

5.36 5.77 4.98 5.25 4.78 

 4.70 5.02 4.27 4.38 4.17 

 

4.12 3.50 4.27 4.84 4.62 

 

5.18 5.45 4.67 4.61 4.37 

 3.98 4.65 3.69 3.39 3.26 

 5.39 5.25 5.07 5.22 4.84 

 

4.37 5.13 4.12 4.08 3.93 

 

4.10 4.96 3.88 3.68 3.52 

 

4.47 5.06 4.19 3.99 3.98 

 4.28 4.99 4.12 3.74 3.67 

 

    2 

 2.3  33 
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  One Sample T-test 

 

 4.43   

   P5  P6 

 P10   P12  

  

  

   P3 

 P11   

 

 .05  P14  

 .01  

  

    P1  P2   

P7  P8  

 .001 P4  P13  P15 

  .01  P9  

 .05 

 4.43 

 

  
 Metrosexual Mean 

Difference 

T-Test 

n = 147 n = 496 (Sig. 1-tailed)

P1 5.52 4.85 0.67 17.367***

  4.98 4.35 0.63 16.649***

    

P2 5.27 5 0.27 4.049***

  5.39 5 0.39 5.820***

P3 

 

4.21 4 0.21 2.06*

   

4.17 4 0.17 1.653
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 Metrosexual Mean 

Difference 

T-Test 

n = 147 n = 496 (Sig. 1-tailed)

   

5.36 5.33 0.03 0.415

P4  4.69 4.43 0.26 3.213**

P5  4.37 4.25 0.12 1.256

P6 4.12 4.00 0.12 1.161

P7 4.61 4.40 0.21 2.463***

P8 4.95 4.71 0.23 3.245***

P9  4.46 4.25 0.21 2.178*

P10 

 

4.00 4.00 0.00 .019

 

 

4.26 4.25 .01 0.122

 

 

4.32 4.33 -0.02 -0.138

 

 

3.72 3.75 -0.03 -0.245

P11 

 

5.36 5.25 0.11 1.345

  4.70 4.50 0.20 2.156*

 4.12 4.25 -0.13 -1.115

 

 

5.18 5.00 0.18 2.371*

P12  3.98 4.00 -0.02 -0.218

P13  5.39 5.17 0.22 3.121**

P14 4.37 4.25 0.12 1.180

 

  

4.10 4.00 0.10 0.947

 4.47 4.20 0.27 3.003**

P15 4.28 4.00 0.28 2.75**

 : ***  .001   **  .01  

               *  .05 

    

 4.43  142  4.44  144 

  

   (P5) 
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 (P10)   (P13) 

 

 4.44  

 

P1 : 

 

 

P2 : 

 

 

P3 : 

 

 

( ) 

P4 : 

 

 

P5 :   

( ) 

P6 : 

 

 

P7 : 

 

 

P8 : 

 

 

P9 :   

P10 : 

  

 

( ) 

P11 :   

(  

) 

P12 :   

P13 :    

( )

P14 : 

 

  

(

) 

P15 : 
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 4.3.3.2. 

  4.3.3.1  138 

  

 

    

 4.45 

 4.45 

 

 
 

 95 
 

 ( ) 34.96 - 38.12 36.54 

/  ( ) 52,742.40 - 65,151.47 58,946.94 

  ( ) 

 6.74 - 9.20 7.97 

 8.70 - 10.99 9.84 

 6.09 - 8.08 7.09 

 11.40 - 13.87 12.64 

 12.98 - 17.57 15.27 

 10.09 - 13.22 11.65 

 10.99 - 14.64 12.82 

/  1.22 - 4.58 2.9 

 

 5.45-5.60 5.52 

 4.91-5.06 4.98 

 5.14-5.40 5.27 

 5.26-5.53 5.39 

 
4.01-4.42 4.21 

 
3.97-4.37 4.17 

5.21-5.52 5.36 

 

 4.53-4.84 4.69 

 4.18-4.57 4.37 
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 95 
 

 3.91-4.31 4.12 

 4.44-4.78 4.61 

 4.81-5.09 4.95 

 4.27-4.66 4.46 

 3.80-4.20 4.00 

 4.07-4.56 4.26 

 4.14-4.50 4.32 

 3.50-3.94 3.72 

 5.20-5.53 5.36 

 4.52-4.87 4.70 

 3.88-4.35 4.12 

 5.03-5.33 5.18 

 3.77-4.19 3.98 

 5.25-5.53 5.39 

 4.17-4.57 4.37 

 3.90-4.29 4.10 

 4.29-4.64 4.47 

 4.08-4.48 4.28 
 

  

  4 

  

 

     

     

   

    4.46  147 
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 4.46 

 

 
 

 

   
 

 

 
1 2 3 4 5 6 7 

 1 3 8 50 52 22 11 700 13 

 1 1 4 37 57 37 10 740 12 

 5 10 15 68 30 15 4 610 15 

 8 13 26 64 21 12 3 566 16 

 5 8 10 42 52 23 7 666 14 

 2 2 4 36 53 26 24 751 11 

 1 0 6 11 35 48 46 848 9 

 0 0 2 10 38 49 48 866 7 

 0 0 0 11 28 43 65 897 4 

 0 0 0 7 31 62 47 884 6 

 0 0 2 8 29 53 55 886 5 

 0 0 0 8 28 47 64 902 2 

 0 1 1 15 38 45 47 854 8 

 0 0 0 6 36 39 66 900 3 

 1 2 4 20 50 43 27 794 10 

 0 0 2 5 19 47 74 921 1 

 

  

 

 (Lertwannawit & Mandhachitara, 2010) 

 (Structural Equation Model) 

 4    

    

 3   Standardized Coefficient ( ) 

 T (One-tailed T-test)  2  

 .001  
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 Goodness-of-fit 

  SMC  

  37  

4.47   4.1  149 

 4.47 

 

 

 (n=157) 

Std. Coefficient T-value 

   0.131 1.409 

 

  0.462 4.391*** 

  
 

0.609 6.692*** 

Squared Multiple Correlation   0.238 

  

 

0.371 

Goodness of Fit Statistics Chi-Square / d.f. / P value 90.448 / 51 / .001 

  GFI / AGFI (  .90) 0.912 / 0.866  

  CFI  (  .90) .961 

  TLI  (  .90) .950 

  RMSEA (  .05) 0.073 

     90% CI (p value) .047-.097 (p = 0.067) 

     SRMR (  .08) .0713 

     AIC 144.448 

     ECVI 0.989 

  PATRIO (.06 - .09) 0.773 

 ***P = .001  One-tailed T-tests: T-value > 3.09 
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 4.1 

 

 

 



 5    

 

    

5.1  

  

5.1.1.   

1)  

 

2) 

 

5.1.2.  

1) 

? 

2) 

? ? 

5.1.3.  

  

 20-49  / /   

50,000   (Heterosexual) 

    

 250,000-300,000  

    10,000 

  (Heterosexual) 
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   (Metrosexual)  

 (Gender Role Identity)  (Consumer Profile) 

 (Consumption Pattern)  (Self Monitoring)  

 (Susceptibility to Interpersonal 

Influence)  (Clothing Concerns)  (Fashion 

Consciousness)  (Conformity Motivation 

Consumption)  (Appearance Evaluation) 

 (Appearance Orientation)  (Physical Appearance 

Comparison)  (Clothes Shopping Dependence or 

CSDS)  ( Wellness Consumption)  

(Consumption of Innovation)  (Frugal)  

(Materialism)  (Status Consumption) 

5.1.4.  

  

   

 15    

P1 : 

 

P2 :  

P3 : 

 

P4 :  

P5 :  

P6 : 

 

P7 :  

P8 :  
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P9 :  

P10 :   

P11 :  

P12 :   

P13 :  

P14 :  

P15 :  

5.1.5.  

 2    

 

5.1.6.  

 

(Content Analysis) 

 (Induction)  

 

 5    

 

 Two-step Cluster Analysis 

 (Analysis of Variance  ANOVA) 

  One Sample T-test  

 

5.1.7.  

   3   
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5.1.7.1.  

   4 

  1  [SY]   22-28   2 

 [SM]   30-42   3  [MY] 

  29-43    4  [SA] /  

 44-49   
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5.1.7.2. 

 545   

 496   91.01  

  4    

  

 

 

  36.81 

 1   3  ( )/  

56,749 /   280  
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  14.39 

  36.29   62.70 

  63.10   

     27.42 

 60.48 

 

  

5.00  5.03 

 3.97  3.97 

 5.20 

 

 4.81 

 0.80  4.85  0.89 

 4.33  

0.70  4.35  0.83 

  (Median) 

 4.85  4.35  1 

 (Androgyny) 

 5.52  4.98   147  

 29.64  2  (Masculine) 

 5.35 

 3.79  102    20.56  

 3  (Feminine) 

 4.26 

 4.74  98    19.76  4 

 (Undifferentiated) 

 4.11  3.77   149   

 30.04  
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  4.50  

 4.21 

 3.99 

 4.35 

 4.82  4.32 

 3.87 

 4.17 

 4.28  3.67 

 5.18  4.47  

 4.31 

 4.83  3.74 

 5.15 

 4.26 

 3.95 

 4.29 

 4.10 

 

5.1.7.3.  

 

 

 5   

  

 

    

 4    

   Two-step Cluster 
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Analysis (Punj & Stewart, 1983)  

 496   5   

  1   147 

 29.64  

    5.27  5.39 

 

 4.21  4.17  

 5.36 

 2 

   4  

 2  

 1  2  2 

 1   2 

 

 .01 

 .001 

 

 1  

 3 4  5  .05  .001 

 2  1 3  4 

  2   57  

 11.49   29  

 28   

  5.67   5.79  

 

    5.30 5.41  5.80  

 .01 

 .001 

 



158

 1  

 3 4  5  .05  .001  

 2  1 3  4 

  3    98  

 19 .76   

  

  4.88  4.85  

  3.90  3.74  

 

5.04  1 

 1  

 1  

 1  3 

 1  

  .01 

 

 .001  

 .05  

 

  4   73  

 14.72  

     

4.87  4.88  

 3.49  

3.39  

 5.25 

 2 

 2  
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 4  5 

  

 .05   

 .01 

  5    121  

 24.40  

  

  4.53  4.45  

  

 3.39   3.59 

  4.83 

 2  2 

 

 .05  .001  

 2 

 4  

 

  One Sample T-test 

  P5 

 P6  P10 

  P12  

 

   P3 

 P11  

  .05  P14 

 

 .01 

   P1  P2  P7 
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 P8  

 .001 P4  P13  P15 

  .05  P9  

 .05 

 

  

   

   4.45 

 

 4   

  

    

     

    

  

 

 

  37 

5.2  

 

  

  2  
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5.2.1.   

 21  

 

  (Ourahmoune 

& Nyeck, 2008; Pleck, 1981; Richmond-Abbott, 1992; Salzman et al., 2003) 

  

 2.2  19 

  

  

 

   

 (  , 2548; , 2550;  

, 2547b, 2549)  BEM Sex Role Identity 

  

 

 (Hoffman, 2001; Özkan & Lajunen, 2005)  (Peng, 

2006)  (  , 2531) 

 4.81   4.85  4.35 

  4.35  (Bem et al., 1976; Bem, 1974, 

1981a, 1981b) 
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5.2.2.  

 

 

  

    (Ourahmoune & 

Nyeck, 2008)  

 

 

 (Pleck, 

1981; Salzman et al., 2003)  

 

 

 (Cheng, Ooi, & Ting, 2010; Salzman et al., 2003; Simpson, 2002;  

, 2549)  

   

  

 

  

      

(Cheng et al., 2010;  , 2549)  

  

  

   (Thompson & 

Hirschman, 1995)  
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 (Salzman et al., 2003) 

  

  

   

 (Pleck, 1981; Salzman et al., 2003) 

  (Salzman et al., 2003) 

 

 

 

   

  

    (Ourahmoune & Nyeck, 2008) 
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5.3  

  2   

  

5.3.1.  

5.3.1.1.  

  BSRI  

 

  

  

  (Theme)  

   

     

   

   

  

5.3.1.2. 

  

 

  

  3   
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     3 

  

  

 

 

  

  Fashion Gazette 

 

5.3.1.3. 

  

  5  

  

 (Segmentation) 

 (Target Market) 

 Market Penetration Strategy 

  Market Development Strategy 

  Product Development Strategy 

 

5.3.1.4.   

  4.45  145 
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  3 

 

 1) 

     

 

 /

 

  

/ /

 

 2)  

 

   

/  

 

  

  

 3) 

 

 

 Value Pricing  

  Value Pricing  
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5.3.2.  

5.3.2.1. 

 

  

 

 

5.3.2.2. 

  

 

     

5.3.2.3.  

 

 

  

5.3.2.4. 

 

  

   

5.3.2.4. 
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