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Despite the rapid and dramatic changes in male fashion consumption over the past 20 years, consumer re-
search largely neglects the issue of status consumption, especially in the male market, which plays an in-
creasingly tmportant role in expanding the fashion market. Initial studies show that self-monitoring and
susceptibility ta interpersonal influence have bath direct and indirect effects (via fashion consciousness})

on status consumption. Path analysis shows that indirect effects can provide insight into the effects of inter-
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personal factors on status consumption. Furthermore, high and low materialisim serve as moderating forces in
the relationship berween fashion consciousness and status consumprion, producing different effects. In the
high-materialism group. susceptibility to interpersonal influence alone has an indirect effect (via fashion con-
sciousness) on status consumption, whereas the low-materialism group requires sell-monitoring as an addi-
tional antzcedent of s1atus consumption.

© 2011 Elsevier Ine. All rights reserved.
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manitoring logically connedt to greater product involvement. Further-
maore, they report that men and women are equally materialistic. How-
ever, men more often regard high materialism as a sign of success than
do women; men derive happiness from possessions more often than
women do, and women view products as being more central to life
than do men.
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1.and data collection

ralidity and generalizability of a study depend on the

. Therefore, a nonstudent sample was used; the sam-
. . metrapolitan population with three demographic di-
mensions: the subjects are male, heterosexual, and Lving in Bangkok,
which is the major metropolitan area in Thailand. Because accurate
data regarding the size and location of the population were not avail-
able, the researchers could not use probabilistic sampling techniques.
The study uses two sampling techniques: convenience sampling and
judgment sampling based on interviewer judgment. Although the re-
searchers initially collected 520 questionnaires, some of them were
unusable because respondents did not correctly comp.ete the question-
naire. Thus, the final sample contained 496 valid responses,

June 2009 to December 2009 wes the data gathering period. The re-
searchers administered the data collection in persen and randomly
chose survey points, including a department store, an office building,
and a fitness or sport center, locations that heterosexual metropolitan
men often frequent. The intention was to ensure the socio-demographic
diversity of the sample, keeping it consistent with the overall population
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naires, which then back-translated into English by two independent
translators, each fluent in both Thai and English, This method made
it possible for the researcher to obtain a better Thai-English transla-
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. uBsnamsaUFuWasunginssuvesnl faerndesiumiudeansiuaniunisal 1 2 3 4 5 5 7
. B od - '
Tuq iiedlUlidusm
i disssihamunsaiiiosrmslimshetls fuhonnfuuesdmuemsassimwosa™ 1 5 3 4 5 5 7
- v &
AppRRBINUAITUATTAINL
. - - w . -
19 muannsag e FAniwiTiwewmuduldgnieaiumasmiigndes 1 2 3 5 & 7
: . - - v vl i
24, Tusswdensauumsfinlonafoussanfsndndosvudnihiivasseonueagion. | 5 3 4 5 5 7
AU
21, wnslumsvdefiludedimssilinlfidleienu {inuasmusrasivoanudy 1 2 3 4 5 5 7
22, mufhasvenlddwmuduiuiGowmaniiaiiizadonfauidmonmsiussim 1 2 3 4 5 5 7
- ‘ .
23 diersyeeslslivunzaumuvuldlasnisdumiomueagita 1 2 3 4 5 5 7
e w wr ' - [
20, dnleslavnas ausihesildluiviianndimafiuvanssenuesnuauiu 1 2 3 4 5 5 7
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nauf 2 sryminsiaviiaadlsidaurasguniigaiisanenudsadudes vevaide
1 2 a 4 5 6 7
Ty Hudiondimendy dhuloma furdends uuae duahiaue Wuvszdnineg
1. frwsiulslusuies 21, tiowtsy vide soutalifiiu
2. Untlosrnnuifioveannes 22. $13wsula $8adin
3, asanuied hidusioles 23, %ne
4. fleudutinfiva 24, fivanisf duiisnwesypradu
5. fvissusau aa1Bunda 25, yulsmueile
6. flyafinnmdiuds 26. firuasiadnid
7. wouldirind 27. flanwamdudvds
8. tafidiafiemeyd 28, vhueniulagiu
9. prmansiufild 29. doulwimupudivansvey
10. weuidna ("dldndnde) 30. vilodidu
11, awsadniuloldlanin 31, WARIGON
12, anuiisamelusu 32, voulasulagidu
13. uamsmuildnawmiogdu 33, YATTANMEBUNII
14. Sidrwnmiudue 34, flreugu
15. #alawtiau 35. fiemyuua
16. dwgAnssuiinoulfizuus 36. 1fidnaan gavasndtn
) -t wral - -
17. wamsgnudugi 37. fisdiuiaue (wilowding
18, fluvvetuansin 38, Lildnufveuene
19, WoUNTIWIHTY 39. $idn
20, NswoNELIU 40. douly
ﬁ = - [ = e - - d
aoudi 3 vinulingAnssuntsuilnavialduiniaiedviuesedils X uuudnavismilsueay
il 2 3 4 5 ] 7
livudsegai Laivihusan Aaudnaliiifudae 128 198 Asudnaiuie [T iudpagi
1. asldlofumadonedasssdlsdduynild 1 2 3 4 5 ¢ 7
2. mybimwaulsedrmndumateniaulisesaniiiu 1 2 3 4 5 6 7
3. wuldarlunsdorddedirliinfusmnrimeudy 1 2 3 4 5 6 T
4. H:J'lﬁn:l'luﬁﬂﬁ'rgtﬁmﬁumsquﬁtgm‘hwmuu"lnm'-lﬁLﬁau'T woamaniu 1 2 3 4 5 6 7T
5. udnuaiAeinmswismevesny Wudiidifndmiua 1 2 3 4 5 6 7
6. uuiideriiiozanidlugnn Tena 1 2 3 4 5 6 1
7. mwrssusassoudeindviuiivsasldlaenivaetu 1 2 3 4 5 6 T
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8. Teound nuildefiwuulmisnanogaiooniisgetuly 1 2 3 4 5 6 7
9. muildeauuuuriuiiusuaslusue 1 2 3 [ 5 6 T
10. uumgaﬁ"nﬁﬁ'uﬂﬁumnﬁagﬁh;ﬂuﬁqﬁﬂﬁmﬁﬁﬁmu 1 2 3 4 5 6 i
11, Wemuvainvans uuﬁmﬁiﬁw1n’s'1uuasﬁﬁaﬁwha-1r‘{u 1 2 3 4 5 6 7
12, denuliwdlvinsusiinodialsludn m::-wmmuﬁwmuu:"ﬁu 1 2 3 4 5 6 T
X a L3 - L) v
13, nuuamniioun vewsnoziefavesiiilvoveamAufisaiu 1 2 3 4 5 6 7
14, nufeniefwesiiivevionsAudiilvsildnuefiowiifioun 1 2 3 4 5 6 7T
[Ty w & - & - w &
15, nudnafinauniudiong mntu dennBeresdadoafiuinanenie 1 2 3 4 5 6 7
16.  wuvouzlirvemuiiiuey 1 2 3 4 5 & 7
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1 2 3 4 5 7
Tivtufnsagaia Liiudae Aowthiliidiudae | e 1y rauihasuig Wudng whufpagiba
17. “sui'naﬁmumﬁuﬁﬁwﬁqgﬂmmﬁ (sexually appeal) 1 2 3 4 5 6 7
18. nufhu'lmqjum‘i'luuLﬂunugl]s'ﬂqﬁ 1 2 3 4 5 6 7
19, nubivouousiewomy 1 2 3 4 5 6 7
20 Gouihwewuiinfage 1 2 3 a4 5 6 71
21, nuwoudedininyTddammnzanfun 1 2 3 4 5 6 7
22, muveuihnumilifider 1 2 3 4 5 6 1
23, muifnAnainisudsiusamyliondos 1 2 3 4 5 6 T
24, wylialahaudusrfafuntsuisieo 1 2 3 4 5 6 i
25, mudhussilusuuiiasmnlseliaulvinseenunduedidls 1 2 3 4 5 6 ¢
26, wylldBudwiordnfusifionsuieih 1 2 3 4 5 6 7
27, muweneuisuSuuppUsednumenouenve et e 12 a4 5 6 7
28.  nubiwefataghanimessniesiueals 1 2 3 4 5 6 i
29, muewdansiruiamines s ieuiiniazeengans e i1 2 3 4 5 6 7
30. ﬂuwﬂ'ﬂwﬁq'lunﬁﬁan%ﬁéﬂﬁ'ﬁ%ﬁﬂﬁgﬂinﬁm14waungﬁﬁ'qn 1 2 3 4 5 6 7T
31 mumseABUFUS whammesssHensredlonyilona 1 2 3 B 5 [ T
32, mylnawnlumasuedreuiivzeentiauen 1 2 3 4 5 6 7
33, uugualaldfumsdawsavssem 1 2 3 4 5 6 i
34, dusdrfpnniislieivvesmasiod 1 2 3 a4 5 6 7
35, Tuadsnn NuLlﬁm.lu‘fuu;Us"laﬁ’nwm1u'mmmnur‘fu§m1’1m1uﬂ'1uﬁu 1 2 3 4 5 6 7
36, FEiamaelummUieudouheusutensfonauioudiougnaemuiugiu 1 2 3 4 5 6 &
37, handeumFoudivuiinaussioems S msudshueinmeuyinbu 1 2 3 4 5 6 7
ag. m'sLLFs'uuLﬁuu31J':'1a\41]'1mwauur'{u3U7'1mﬁ1mmaau5u|{luﬁ5msiﬂ:iﬁ’lummﬂ 1 2 3 a4 5 6 7

Amusiinaiissemiminfagevieliifage
39, ThomdnumuFoudivuGouiemniuGouimvesinmeinby 1 2 3 4 5 6 7
40.  rswdudionsuisiadudeiiviliuunssieledy 1 2 3 4 5 6 i
a1, dlenudAuinifiensuiviniinureunussdosdovnndy 1 2 3 4 5 6 7
a2, priffvidemmdsiiiranisoinesnuuiedivierimbueuibimganiil 1 2 3 4 5 6 T
43, uuaan'lﬂétra"uﬁ"ltﬁammmﬁ'nﬁaammwﬁmﬁwdw 1 2 3 4 5 6 T
44, nyasdeduifionsusiiudiilurasiunuesliamisadoldtamy 1 2 3 4 5 6 i
45, uulifEnidudsddlumsfiesilifesiuaiofunsuidunrsuieih 1 2 3 4 5 6 7
6. nmTedudnflemsuishiudion wmawddvinadenisdnduled 1 2 3 4 5 6 7
7. wlivamasinlunsfuiddeduidiontusii 1 2 3 4 5 6 T
a8, mulddusdenisuisilunsuiussguinmhmos s 1 2 3 4 5 6 7
9. anmwadenlunstesnsiuasonsindiulilsduiifionisudsin 1 2 3 4 5 6 7
50.  swwuimniidgwvieiumsduiswinanlisodesdusilomus 1 2 3 4 5 6 7
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Tivtufnsagaia Liiudae Aowthiliidiudae | e 1y rauihasuig Wudng whufpagiba
51, muluedudfionsussinidioyamidosinesainm s SAniuna 1 2 3 4 5 6 7
52, Uaua?ﬂﬁuufﬁnﬁu'hLs'fa‘lﬁ'ﬁ'ﬂﬁu’[v%nﬁuﬁ'uﬁamsuﬁu‘fﬂmiuu‘.’suuﬁ'z 1 2 3 4 5 6 i
53, munuinosndiundeRutiionsudsiiiubifeanis 1 2 3 4 5 6 7
54, pufAnirdnouduiliiudunslisededuindonsudriibunnudy 1 2 3 4 5 6 i
55, wihanweilsvivasdensluntsdfulafefufifionsuriei 1 2 3 4 5 6 7
56.  nuSsdufilontsusiiiiiveduieing 1 2 3 4 5 6 7
57. Ha'l'uisﬁuﬁ’mﬁun'ﬁm‘m‘fuﬁmm?lui’ﬂﬂmﬂ 1 2 3 4 5 6 7
58, Tewarlifuasonsindulefedufiiiomaunsinuoms 1 2 3 4 5 6 i
59, myldAuddensuisilunsiliudumidsludn 1 2 3 4 5 6 ¢
60. L':m-'mﬂ:rw1ua1mwuiﬁmﬂuﬁ'waLf'iuaﬁtawmﬂﬁdmﬁw‘[uammnmu 1 2 3 4 5 6 7
61, nuseiafmfupmmwasthilii 12 4 5 6 7
62. mavdndosewmsifarsudiou e asiuyn 1 2 3 4 5 [ 7
63, musruuversAsauRna IRyt 2 Bl 1 2 3 4 5 6§ 7
6. pwanledoymiofuarnm 1 2 3 4 5 6 7
65.  uudushaAnfugunmeessunnona 1 2 3 4 5 6 7
66. wuliladurnafunmruafivneine 1 2 3 4 5 6 7
67. wHwspAfdaneet nion 30 wiiideiu JHudou 3 SudedUnnd 1 2 3 4 5 6 i
68. mupsndrdaneniulutag 3 Dk 1 2 3 4 5 6 7
69. nmeenmasmotiebimussaumudnislunduesiinveny 1 2 3 4 5 6 7
70. qmmﬁﬁﬁmﬂuﬁi‘:unﬁwawu 1 2 3 [ 5 6 7
71, muwiwanluwdasuileasmueionflazasly 1 2 3 4 5 6 7
72, dumirivesvueiivaviilfuuguamd 1 2 3 4 5 ¢ 1
73, guamwoeHuBguBnMiloNITAIUANTDIN 1 2 3 4 5 6 7T
78, wudeiwudninfuauamd (wellness) ifuflvsnsuamuaioton i 2 4 5 & i
75. umzﬁanLﬂur‘fnmﬁmﬁ’uqmmwLammmﬂﬁﬁmm\q‘ﬂﬁu 1 2 3 4 5 6 i
76.  iloemnsussdriuresmsiiaunaludowomarinsenns 1 2 3 4 5 6 7
77, muweeuinsmunevsiaemsinwsriunanisalasen 1 2 3 4 5 & 7
78, wuvAnifssiesegluamunisaifneden 1 2 3 4 5 6 7T
79, leinlimssdumaesiduguileitciuimelulaileidaeioorgrenrlumiu 1 2 a4 5 6 7
80.  #mildBuiniuimelulaflmioonmauedifmualotuntsiofudnduaiui i 2 3 4 5 6 7
81, dewSsudisuiudiousiiauindmamalladidvsdntaoyiniu 1 2 3 4 5 6 1
82, r-luﬁm‘mo'fwm'gaEuﬁ"mﬂiuiaﬁﬁ&d’imﬁmﬁi’uﬁagaﬁ'mﬁuﬁuﬁﬁumuﬁw 1 2 3 4 5 6 7
83.  uindumamithurduilourieifnfiemauiwelladlnidaeroomniman 1 2 3 4 5 6 7
84.  wuidnduindurmel.ladfioenlmifoudimauasiin 1 2 3 4 5 6 7
85. {ruuguathudwwesvemseaduedfnuasmolsevdadulusovenld 1 2 3 4 5 6 7




