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ABSTRACT 

The rapid growth of the grey luxury fashion market in Thailand creates a need to 

understand consumers' behaviour towards the grey luxury fashion goods because the grey 

market affects many players in Thailand ranging from the luxury brand's authorized 

retailers, Thai government, Thai fashion brands, and Thai consumers. This thesis 

addresses the lack of research in consumers' buying behaviour in the grey market by 

investigating Thai consumers' decision-making styles for grey luxury fashion goods. 

Furthermore, it also determines the relationships of consumers' demographic differences 

including gender, age, education, occupation, and income, and the consumers' decision

making styles for grey luxury fashion goods. 

The findings of this thesis summarize the results from a sequential mixed-method data 

collection: online-survey questionnaires and semi-structured interviews of Thai grey 

luxury fashion consumers. The outcomes reveal that there are eleven consumers' 

decision-making styles dimensions that can be seen in Thai consumers when purchasing 

luxury fashion goods from the grey market which are Perfectionist, Brand Conscious, 

Novelty-fashion Conscious, Recreational-Hedonistic Conscious, Price Conscious, 

Impulsive and Careless, Confused by Overchoice, Habitual and Brand Loyal, 

Conspicuous Conscious, Reliance on Celebrities, and Exclusivity Conscious. The 

differences in these decision-making styles are strongly related to the differences of 

consumers' gender and age. While the differences of consumers' occupation and income 

are moderately related, and education is weakly related to the differences in consumers' 

decision-making styles of Thai consumers towards the grey luxury fashion goods. 

This thesis makes an original theoretical contribution by filling the gap in research on 

consumers' decision-making styles for specific category products, the grey luxury fashion 

goods. Furthermore, it validates the applicability of the Consumer Style Inventory (CSI) 

model for Thai consumers while developing three additional decision-making style 

dimensions, Conspicuous Conscious, Reliance on Celebrities, and Exclusivity Conscious, 

to explain Thai consumers' grey luxury fashion consumption. In addition, it also makes 

managerial contributions by utilizing the research result to develop an approach for the 

Thai government to deal with this emerging grey market issue. 

Keywords: consumers' decision-making styles, Consumer Style Inventory, buying 

behaviour, grey market, luxury consumption, grey luxury fashion goods, Thailand. 
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CHAPTER 1: INTRODUCTION 

1.1 Introduction 

The purpose of this thesis is to provide an in-depth analysis of Thai consumers' decision

making styles and their buying behaviour of grey luxury fashion goods. The aim of this 

chapter is to provide an overview of the thesis. It will briefly discuss research context and 

the researcher's motivations for this study, clearly identify the research problem and gaps 

within the consumer behaviour literature; followed by the overall research aims and 

research questions for the study. Fmihermore, the research contributions will be outlined, 

and the structure of the thesis will be presented in the last section of this chapter. 

1.2 Research Context 

Consumer decision-making for luxury fashion consumption has become more complex 

because consumers are exposed to new and wider ranges of products in the market. Global 

expansion of luxury brands and their e-commerce strategies make it easier for consumers 

to consume luxury goods (Kapferer, 2015). As evidenced by the success of many major 

online luxury retail companies without physical stores such as Net-a-Porter and Farfetch, 

the luxury fashion segment is another industry that benefits from globalization and 

technology advancements as it utilizes technology to spread brand awareness and reach a 

higher volume of targeted customers. Its growth is also driven by an increasing number 

of consumers, ranging from middle to upper class, who desire luxury products (Chan, 

2012). Thailand is one of the emerging consumer markets for luxury consumption where 

there is strong demand for luxury goods (Euromonitor, 2016). Luxury goods are widely 

consumed among Thai society but for many consumers they are out of reach financially 

because the price of luxury goods in Thailand is approximately 30% more expensive than 

European countries due to luxury brand pricing policy, import duty, transportation cost 

and other expenses (Demetriou, 2014). Consequently, many Thai consumers do not 

hesitate to take advantage of the global online trading platform and choose to acquire 

luxury goods from an unauthorized trading channel called the "grey market". 

Grey market or parallel importing refers to a distribution of products outside an authorized 

channel (Autrey and Bova, 2012). Grey market goods are genuine items as they are 

manufactured and licensed by the authorized brands before being traded in unauthorized 

grey channel (Menon, 2016). The existence of the grey market is mainly driven by price 
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discrimination when similar products or services are charged differently across the 

markets (Berman and Dong, 2016). Grey sellers perceive this price disparity as an 

opportunity to gain profits- buying the goods from countries where the selling price is 

lower and reselling them at a higher price, yet lower than the authorised channel, in other 

countries (Autrey and Bova, 2012). 

The growth of the grey market directly impacts the Thai government's revenue on import 

tax (Barraclough et al. 2006; Pantong, 2013) because the grey sellers usually avoid 

declaring and paying for import duty to be able to offer products at competitive prices. 

Furthermore, it affects the sales ofluxury fashion retailers, particularly since the recession 

has contributed to an increase in price-sensitive consumers (Thompson, 2009). On the 

other hand, the grey sellers might not be able to provide full product warranty, shopping 

experience and some after sales services to customers; this is considered a trade-off that 

many consumers are willing to take for many reasons and will be explained as a part of 

the outcome of the research. 

This study particularly focuses on the grey market because it is a significantly growing 

industry in Thailand (Pantong, 2013). The information of the grey market segment in 

Thailand is rarely seen because the grey market is, to some extent, involved with illegal 

transactions, for example, the import procedure. Although the grey market presents as a 

threat to Thai's government revenue on import tax (Pantong, 2013) and luxury retailers 

(Myers and Griffith, 2000), very few studies on the grey market provide knowledge on 

consumer cognitive behaviour especially in the luxury fashion segment. The outcome of 

this study will explain Thai consumer shopping characteristics in regard to grey luxury 

fashion consumption. In addition, it will not only provide an understanding on Thai 

consumer behaviour but also other similar consumer cultures where the grey luxury 

fashion market has emerged such as Chinese consumers. As a collectivist consumer 

culture, the Chinese are also drawn to the grey luxury fashion market often referred to as 

'Daigou' (Chitrakom, 2016). 

This research will identify consumer shopping orientation using the Consumer Style 

Inventory (CSI) model by Sproles and Kendall (1986) to explain the approach Thai 

consumers adopt when purchasing grey luxury fashion goods. The CSI framework has 

been used to examine behavioural styles in cross cultural studies ( e.g. Cowart and 

Goldsmith, 2007; Neelam, and Venkatachalam, 2014; Tai, 2005) and this study will form 

an additional country of analysis which will further contribute to a much wider literature. 

In addition, the effects of differences in demographic variables including gender, age, 
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education, occupation and income on consumers' decision-making styles will also be 

investigated because they can interestingly supplement and enhance the cognitive 

outcome of the research (Blackwell, Miniard, and Engel, 2001; Meyer-Levy and 

Strenthal, 1991; Wells, 1975). It is important for the Thai government and global luxury 

retailers to understand consumers' decision-making styles for grey luxury fashion goods 

because it is a growing trading channel that has an impact on their ends. The Thai 

government lost at least a billion pounds on import revenue to the grey market while grey 

sellers often fail to declare their income and pay income tax (Pantong, 2013). On the other 

hand, luxury retailers such as Chanel, Gucci and Louis Vuitton try to prevent grey market 

trade with various strategies such as reducing the price gap and limiting purchasing 

(Marsh, 2016). 

1.3 Motivations of the Research 

The researcher has been a part of the grey luxury fashion market as both a seller and buyer 

since 2004 and has always been fascinated by the benefits of the grey luxury fashion 

market to its participating parties, especially the grey consumers. Accordingly, it is quite 

fair to say that the motivations of this research emerge from the researcher's professional 

and personal experiences of the Thai grey luxury fashion market. 

Professionally, the lack of research on this particular industry intensely motivates the 

researcher to further explore this area. The researcher wants to conduct research to 

identify consumers' cognitive perspective towards the grey luxury fashion goods to gain 

an in-depth understanding on Thai consumers. With extensive knowledge and 

experiences as a seller and a buyer in the grey luxury fashion market, the researcher 

decided to utilize this asset by conducting academic research on the grey luxury fashion 

market as part of her Master degree dissertation while studying MA in Fashion 

Management and Entrepreneurship at Northumbria University in 2011. The researcher's 

dissertation "Pre-order culture of luxury brands in Thailand, Is it an innocent crime?" 

successfully reconfirmed that the grey market negatively affected the global luxury 

fashion brand/investors who want to expand their market in Thailand as pointed out by 

many researchers (e.g. Myers and Griffith, 2000; Nolan-Haley, 1984; Thompson, 2009). 

Furthermore, it proved the researcher's hypothesis that the Thai government, Thai luxury 

fashion brand industry and grey sellers are also negatively affected by the fast-growing 

grey luxury fashion market. 
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 Based on the outcome of the research, the researcher is quite certain that the impact of 

the grey market is significant in Thailand while the information of the grey market 

segment in Thailand is very limited. Therefore, the researcher is detennined to further 

study and conduct research in the grey market context in Thailand within the consumer's 

decision-making aspect because a better understanding of consumption behaviour would 

provide new knowledge to marketers and academics who are as interested in this area as 

the researcher. Furthermore, it can be a guideline to marketers who want to improve 

competitive strategies with a view to re-capturing some of the grey consumers. 

On a personal level, the researcher has always been associated with the grey market. The 

researcher started trading in the grey luxury fashion market when it was not as solid as 

today because back then, in 2004, the use of the internet and online shopping was not 

widespread in Thailand. The experiences in the grey luxury fashion market urged the 

researcher to learn more about the market until it became a passion. The researcher wants 

to find out about the grey luxury fashion market thoroughly to see the direction it is going 

to take the affected parties to. However, this research mainly focuses on one of the most 

important paity of the grey luxury fashion market which is consumers because the 

researcher perceives consumers as the core of the grey luxury fashion market in Thailand. 

With strong motivations and experiences on the grey luxury fashion market, the 

researcher decided to conduct the research under a post-positivist epistemological 

paradigm using a mixed-method research approach in order to minimize the researcher's 

bias and personal involvement as much as possible. The quantitative method helps the 

researcher in identifying the consumer's decision-making styles for grey luxury fashion 

goods and the effects of the differences in demographic variables on each decision

making style. The researcher's personal value and experiences are detached from the 

quantitative data collection and analysis process. On the other hand, the qualitative 

approach aims to further explain consumers' decision-making styles for grey luxury 

fashion goods and to add some valuable insight that might not be covered by the 

quantitative technique. The researcher's experiences can also be beneficial during the 

interview and data analysis because the researcher can understand and interact with the 

interviewee when they use specific terms that are used in the grey luxury fashion market 

such as "pre" (which means pre-order, one category of grey market transactions). 

4 



1.4 Research Aims 

The grey luxury fashion market in Thailand is growmg continuously but the 

understanding of Thai consumer behaviour on grey luxury fashion goods has not yet been 

established through any literature; the impact of the grey luxury fashion market in 

Thailand tends to increase as the market expands. Therefore, this research aims to identify 

and explain Thai consumers' decision-making style for grey luxury fashion goods by 

adopting, validating and extending the Consumer Style Inventory (CSI) developed by 

Sproles and Kendall (1986) as a behavioural framework to categorize Thai consumers 

with similar shopping orientation into the same decision-making style. 

To achieve the research aims, the following research questions need to be addressed: 

1. What are the Thai consumer decision-making styles for grey luxury fashion

goods? 

2. How 1s Thai consumer decision making style influenced by demographic

variables? 

3. What are Thai consumers' attitudes towards grey luxury fashion goods and

underlying motivations to purchase luxury fashion goods from the grey market? 

1.5 Research Contributions 

1.5.1 Theoretical Contributions 

This research will make a contribution to the emerging market consumer behaviour 

literature, specifically in the area of consumers' decision-making style by extending an 

understanding of Thai consumers' decision-making styles for grey luxury fashion goods. 

The main contribution of the thesis is to bridge the gap in research on Thais' grey luxury 

fashion consumption behaviour. It will evaluate consumers' decision-making style on 

grey luxury fashion goods and investigate the effect of consumers' demographic 

variables, including gender, age, education, occupation and income, on decision-making 

styles. The findings of this research are considered to be a new contribution to knowledge 

as they will provide a cognitive analysis of consumer decision-making style on a specific 

product category, grey luxury fashion goods which have not previously been studied in 

the consumer behaviour literature. Moreover, it would provide a better understanding on 

the execution of the CSI model (Sproles and Kendall, 1986) in a new market setting, the 

Thai grey luxury fashion market, to marketing academics. In addition, it extends the 

5 



applicability of the CSI to Thai grey luxury fashion consumers instead of the student 

population. A through discussion on the theoretical contributions can be found in 

Chapter8 section 8.3. 

1.5.2 Managerial Contributions 

This research will also be beneficial to the Thai government and business organizations 

which are greatly affected by the grey luxury fashion market. The outcome of this 

research will supply insight about Thai consumers' decision-making styles and 

demonstrate how this information is useful to the real-world setting. It will clarify Thai 

consumers' psychographic profile in relation to their demographic characteristics, which 

will help with segmenting consumers into groups based on their decision-making style. 

Although psychographic profiling is a powerful tool to explain consumers' cognitive 

process (Knowles and Castillo, 2011), Blackwell, Miniard, and Engel (2001) suggest that 

it should be used together with other traditional segmentation methods such as 

demographic segmentation to develop a better in-depth understanding of market 

segments. The Thai government can refer to the outcome of this study as a basic strategy 

to deal with the grey market. The key managerial contributions for this study are divided 

into two aspects: economic and social implications which can be found in Chapter8 

section 8.4. 

1.6 Structure of the Thesis 

This thesis consists of eight chapters: Introduction, Luxury Fashion and Grey Luxury 

Fashion, Consumer Behaviour towards Luxury Consumption, Consumer Segmentation 

on Decision-making Styles and Demographic Differences, Research Methodology, Data 

Analysis and Findings, Discussion of Findings, and Conclusion and Recommendation. 

Chapterl: Introduction contains the overview of the research topic, consumer 

behaviour regarding the luxury grey market. The research aims and questions of the study 

are also identified while research contributions are briefly discussed. 

Chapter2: Luxury Fashion and Grey Luxury Fashion provides an overview ofluxury 

fashion goods by exploring the definition of luxury fashion goods and discussing the 

global luxury fashion market. Then, the luxury fashion segment in Thailand including 

size, Political Economy Social Technology Ecological and Legal analysis (PESTEL), and 

Thai luxury fashion consumer is discussed. Lastly, the definition of the term grey luxury 
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fashion goods, the significance of grey luxury goods in Thailand and the emergence of 

grey luxury fashion goods in Thailand will be investigated. 

Chapter3: Consumer Behaviour towards Luxury Consumption involves the review 

of literature on consumer behaviour theories specifically for luxury consumption. It tends 

to provide essential background information of consumers' decision-making process and 

identify motives for luxury consumption as well as highlight the significant differences 

between consumers' cultural orientation on luxury consumption. 

Chapter4: Consumer Segmentation on Decision-making Styles and Demographic 

Differences provides a discussion on consumer segmentation through internal ( decision

making styles) and external (demographic characteristics) attributes. First, the Consumer 

Style Inventory model will be reviewed and justified as a research instrument for this 

thesis. Then, the effects of differences in demographic characteristics including gender, 

age, education, occupation, and income on decision-making styles for luxury fashion 

consumption are demonstrated. 

Chapters: Research Methodology discusses the research philosophy and the research 

techniques used in this thesis. Then, the process of data collection and sampling 

techniques are examined. Additionally, the data analysis tools are identified. 

Chapter6: Data Analysis and Findings presents the results from the quantitative 

approach and qualitative approach. The responses from the online survey questionnaire 

will be analysed using SPSS in the quantitative findings section. On the other hand, the 

qualitative findings section will provide an interpretation of the transcripts from semi

structured interviews. 

Chapter7: Discussion of Findings provides a discussion on the quantitative and 

qualitative outcomes in reference to the relevant literature review regarding three main 

topics of this research: the Thai consumer's decision-making styles for grey luxury 

fashion goods, effects of differences in demographic variables on Thai consumer 

decision-making styles for grey luxury fashion goods and Thai consumers' attitude 

towards the grey luxury fashion goods and motivations for grey luxury fashion 

consumption. 

Chpater8: Conclusion and Recommendation presents a summary of the overall 

findings in the study. In addition, the theoretical contributions and managerial implication 
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are identified to highlight the key value of this research. Furthermore, it recognizes 

research limitations and provides suggestions for future research. 
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CHAPTER 2: LUXURY FASHION AND GREY LUXURY FASHION 

2.1 Introduction 

This chapter aims to provide an overview of luxury fashion goods, the luxury fashion 

segment in Thailand and the concept of grey luxury fashion goods. The first section 

begins with the definition of luxury fashion goods and the overall global market outlook 

in order to demonstrate a macro view of global luxury fashion goods. The macro 

exploration of the global luxury market intends to provide background information of the 

current luxury market. Then, the luxury fashion segment in Thailand including size, 

Political Economy Social Technology Ecological and Legal analysis (PESTEL), and Thai 

luxury fashion consumer culture will be intensely discussed to illustrate a deeper 

understanding of the luxury fashion market in Thailand. In addition, the role of fashion 

on luxury goods will be discussed to highlight how luxury goods relate to the changing 

fashion trends. Lastly, the concept of grey luxury fashion goods, staiiing with the 

definition of the term grey luxury fashion goods to be used in this study, the process of 

grey luxury fashion trade in Thailand, the significance of grey luxury goods in Thailand 

and the emergence of grey luxury fashion goods in Thailand, will be introduced to provide 

insightfi.:il knowledge and a micro view of the Thai grey luxury fashion market. 

2.2 Luxury Fashion Goods 

2.2.1 An Overview of Luxury Concepts 

Oxford Dictionary (2017) defines the word 'luxury' as "an inessential, desirable item 

which is expensive or difficult to obtain". Chevalier and Gutsatz (2012) also express that 

luxury goods is an expensive, exclusive and unnecessary item. It is viewed as something 

that is "out ofreach of mass consumption" (Beny, 1994: 32). However, globalization and 

democratization has shifted the meaning ofluxury away from its original value of scarcity 

and accessibility (Kapferer and Bastien, 2012). 

Accordingly, Kapferer and Bastien (2012) identify six core characteristics to define 

luxury: 

• linked to heritage and tradition

• provide high quality product and service

• premium pncmg

• controlled in distribution
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• offered personalized services

• indulge self-pleasure

Nevertheless, these six luxury characteristics identified by Kapferer and Bastien (2012) 

might not be comprehensive enough to define luxury. For instance, brand heritage and 

tradition are used to convince consumers that it has more value or is more special than 

non-luxury products (Okwonko, 2007). In contrast, the reality suggests that brand 

heritage is no longer a key description of every luxury brand as evidenced by lots of new 

luxury brands successfully emerging in the market such as Jimmy Choo (founded in 1996) 

and Proenza Schouler (founded in 2002) (Cavender and Kincade, 2014). 

Furthermore, rapid growth of worldwide luxury consumers leads to an expansion of new 

luxury market segments such as affordable luxury and mass luxury (Thomas, 2008), 

which make the term 'luxury' even more complex to define. Truong, McColl, and Kitchen 

(2009) explain that masstige luxury is the strategy that combines prestige positioning with 

premium pricing to reach a larger group of consumers. As a result, luxury goods are no 

longer about rarity or prestige price but a part of affluent lifestyle (Chadha and Husband, 

2006). 

On the other hand, many literatures relating to luxury consumption ( e.g. Vigneron and 

Johnson, 2004; Wiedmann, Hennigs, and Siebels, 2009) reveal that personal value also 

relates to the definition of luxury. Chadha and Husband (2006) describe luxury as goods 

that are more superior in providing emotional value to consumers compared with non

luxury goods. While Mosca and Gallo (2016: 267) define luxury as goods that are "linked 

to perceptions of comfort, beauty and a sumptuous lifestyle: at a symbolic level, 

consumers can interpret luxury as the prestige symbol of the brand". 

Many marketing researchers (e.g. Smith and Colgate, 2007; Tynan, McKechnie and 

Chhuon, 2010; Vigneron and Johnson, 2004; Wiedmann, Hennigs and Siebels, 2007) 

attempt to define the term 'luxury' through multidimensional constructs from both 

personal and interpersonal effects. Vigneron and Johnson (2004) explain that 

interpersonal effects such as quality value and usability value are recognized as key 

motives for luxury consumption. In addition, personal effects such as self-identity value 

and conspicuous value are also important motives for consumers to consume luxury 

goods (Wiedmann, Hennigs and Siebels, 2007). 

Based on the above discussion on the definition of luxury, it is obvious that luxury is not 

something which can be simply explained as it is basically an elusive concept that is 
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subjective and constantly changing over time (Duma, Halli er-Willi, and Steinmann, 2015; 

Kapferer and Bastien, 2012; Vecchi and Buckley, 2016). Although almost everyone can 

recognize luxury products, their perception towards luxury is different because it is also 

depended on their personal experiences (Hoffmann and Coste-Maniere, 2012). 

Accordingly, this research views the concept of luxury goods through four dimensions: 

financial dimension (premium price value), functional dimension (usability value, quality 

value, uniqueness value), individual dimension (self-identity value, Hedonic value, 

materialistic value) and social dimension ( conspicuousness value, prestige value) as 

suggested by Wiedmann, Hennigs and Siebels, (2007) to cover most aspects of the luxury 

concept which will be discussed in the following sub-section. 

2.2.1.1 Defining the Luxury Fashion Goods Concepts 

This section aims to conceptualize the meaning of luxury through the review of recent 

literatures on four luxury dimensions (Wiedmann, et al, 2007): financial, functional, 

individual and social. This is to provide a contemporary understanding of current 

consumer's perception ofluxury. 

Financial Dimension 

A premium price is one of the main characteristics of luxury products (Liang, Ghosh, and 

Oe, 2017). However, excessive price alone cannot be used to justify a concept of luxury 

as consumers always associate expensive price with other benefits and prestige attached 

to the product, such as brand equity, quality, achievement-signalling, social recognition, 

symbolic status and etc, to define the meaning luxury (Kapferer, Klippert, and Leproux, 

2014; Liang, Ghosh, and Oe, 2017; Siu, Kwan, Zeng, 2016; Sreejesh, Sarkar, and Roy, 

2016). Kapferer and Valette-Florence (2016) explain that the value ofluxury goods is not 

only derived from tangible benefits such as function and quality but also intangible 

benefits such as emotion, self-concept and social status. Accordingly, consumers are 

willing to pay for premium price as long as they gain consumption benefits they are 

looking for from luxury goods (Kapferer and Valette-Florence, 2016). 

Nevertheless, a pricing strategy of luxury goods is no longer limited to out-of-reach price 

tags as before as many well-known luxury brands adjust their entry prices to become more 

affordable to reach larger group of customers (Seo and Buchanan-Oliver, 2015). 

Additionally, many of them create a secondary-line with lower price than the traditional 

product line such as D & G (from Dolce & Gabbana) and McQ (from Alexander 
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McQueen) (Canziani, Watchravesringkan, and Yurchisin, 2016). The affordable luxury 

has become successful because consumers see the linkage between price and other luxury 

consumption benefits (Cavender and Kincade, 2014). Consumers can still enjoy the 

glimpse of luxury consumption through affordable luxury goods as they embed the 

brand's symbolic value (Canziani, Watchravesringkan, and Yurchisin, 2016). Wu, Chen, 

and Nguyen (2015) argue that some group of consumers such as Taiwanese, who are 

collectivist in nature, are indifferent to affordable luxury as they are drawn to the more 

prestige luxury brand with premium pricing. Thus, it is important for brands to maintain 

their equity and status to be perceived as luxury brands (Wu, Chen, and Nguyen, 2015). 

Functional Dimension 

Consumer's perception regarding functional of luxury goods includes utility, quality, 

durability, im1ovative design concept, and aesthetic value (Roncha, and Montecchi, 

2017). Timperio, Tan, Fratocchi, and Pace, 2016) explain that luxury goods are often 

well-manufactured and gone through innovative design process to maintain the 

uniqueness and communicate the brand's identity. For this reason, consumer always 

associate functional characteristics ofluxury goods with superior quality (Timperio, Tan, 

Fratocchi, and Pace, 2016). However, these superiority features alone are no longer 

enough to attain the status ofluxury goods as brand equity also plays an important role in 

the industrialized luxury market (Shaikh, Malik, Akram, and Chakrabarti, 2017). 

Vijaranakorn and Shannon (2017) asse1i that it requires a mixture of value such 

functional, consumption experience and emotional to differentiate luxury goods from 

non-luxury goods because consumer expects luxury goods to perform their utility 

function as well as satisfying their psychological requirements. Accordingly, luxury 

goods are not only about function of the goods but a pleasurable consumption experience 

(Cavender and Kincade, 2014). For example, a recognizable design does not only 

demonstrate design quality but also provide emotional benefits in personal level 

(hedonism) and/or interpersonal level ( conspicuous consumption) (Rod, Rais, and 

Schwarz, 2015). 

Individual Dimension 

The individual luxury value perception concerns with personal orientation towards luxury 

consumption (Loureiro, and Araujo, 2014). It is subjective and vary among each person 

as the satisfaction of luxury consumption depends on personal characteristics such as age, 
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gender, and lifestyle (Brun, and Castelli, 2013). Sreejesh, Sarkar, and Roy (2016) 

illustrate that individual luxury dimension usually involves with identity signalling, self

esteem, and achievement signalling. Roncha, and Montecchi (201 7) explain that luxury 

goods often link with consumers' self-concept because they carry strong symbolic value 

and uniqueness which is communicative by nature. In addition, luxury goods also provide 

more hedonic benefits than non-luxury products (Kapferer, and Valette-Florence, 2016). 

Nevertheless, the individual value cannot solely define a definition of luxury though it is 

one of motivations for luxury consumption (Roncha, and Montecchi, 2017). Timperio, 

Tan, Fratocchi, and Pace (2016), explain that individual's level of self such as feeling, 

actions and personality, is a reflection of external context that drives behaviour. 

Vijaranakorn and Shannon (2017) assert that luxury consumptions is not only driven by 

personal factors but interpersonal factors. A study of Hennigs, Wiedmann, Klarmann, and 

Behrens (2015) reveals that individual value of luxury goods is significantly influenced 

by financial, functional, and social dimensions which implies that consumers also take 

other dimensions besides individual dimension into account when they consider what is 

luxury. 

Social Dimension 

Social dimension is strongly related to luxury perception as consumers see luxury goods 

as a symbolic object which is used to communicate their status within the social group 

(Timperio, Tan, Fratocchi, and Pace, 2016). It is highly evidenced that social influence 

has a significant impact on consumers' willingness to purchase luxury goods (Cheah, 

Phau, Chong, and Shimul, 2015). Brun, and Castelli (2013) elaborate that many people 

consume luxury goods to facilitate "a satisfactory social life" whether to blend-in with 

their reference group or signal their social status. Consequently, luxury goods that are 

highly-expressive are more favourable than luxury goods that are not highly-expressive 

as they are more recognizable (Sreejesh, Sarkar, and Roy, 2016). Sreejesh, Sarkar, and 

Roy (2016) also highlight that it is mainly the emotional benefits gain from social 

recognition that differentiate luxury brands from non-luxury brands. 

Luxury brand's that has distinctive image symbolize social classifications and strengthen 

individual's social image (Roncha, and Montecchi, 2017). Ahmad, Ashraf, and Shaikh 

(2014) explain that the symbolic value of luxury goods derives from many factors such 

as price (financial dimension), uniqueness, quality (functional dimension) and brand 

image. Accordingly, it is not possible to define luxury based on the social and 
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psychological needs without considering other luxury dimensions and vice versa (Seo and 

Buchanan-Oliver, 2015). 

In summary, the above discussion demonstrates that luxury is a subjective and complex 

concept that cannot be defined through unidimensional method as it can be seen that the 

four luxury dimensions: financial, functional, individual, and social are not independent 

but linked to each other (Wiedmann, et al, 2007). Accordingly, it is better to conceptualize 

the meaning of luxury through the multidimension models such as Consumers' Luxury 

Value Perceptions Model (Wiedmann et al, 2007). This model will be discussed and 

referred to in the later parts of this thesis e.g. section3.3 and 3.3.2. Even though luxury 

products can be classified into many categories such as, fragrances and cosmetics, hard 

luxury such as watches, jewellery, and pens, accessories and apparel, the te1m 'luxury 

fashion goods' to be used in this research would include only personal luxury goods; 

luxury fashion accessories and apparel sections, as it is the "core of the core", of the 

luxury market in te1ms of revenue (Bain and Company, 2016). 

The next section will explore the luxury fashion goods market to provide an outlook of 

the luxury fashion goods segment before the concept 'grey luxury fashion goods', which 

is the main focus of this thesis, will be introduced in the subsequent section. 

2.2.2 Luxury Fashion Goods in the Global Market 

2.2.2.1 Luxury Fashion Goods Distribution System 

Product distribution system refers to channels that are utilized to make products and 

services available to customers (Riguad-Lacresse, 2017). It is one of the key elements 

that distinguishes luxury goods from ordinary consumer goods (Scholz, 2013). As 

Kapferer and Bastain (2012) explain, luxury brands communicate with customers through 

their distribution system. Exclusive distribution creates an impression of rarity, which is 

one of the main characteristics of luxury products and enhances the status of the brand 

(Kapferer, 2015). On the other hand, a wide distribution of luxury goods through 

franchises and licenses can interfere with the exclusiveness and position of the luxury 

brands (Mosca and Gallo, 2016). Thus, it is vital for luxury brands to carefully select their 

choice of distribution channel (Scholz, 2013). 

Luxury brands usually manage their product distribution through a mixture of four main 

channels: Directly Owned Stores (DOS), license operation through third parties, internet 

and off-price distribution channel (Okwonko, 2007; Scholz, 2013). Directly Owned Store 
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refers to a stand-alone store, flagship store, or retail space within high-end department 

stores (Donze, and Fujioka, 2017). It is the most appropriate distribution channel for 

luxury goods because it can preserve exclusivity and the prestige image of the brands 

(Kapferer and Bastien, 2012). Moreover, it also allows luxury brands to centralize their 

supply chain, which makes it easier for the brands to monitor their sales and inventory as 

well as systematic deliveries (Chevalier and Gutsatz, 2012). However, a study by Bain 

and Company (2016) reveals that there is a declined growth rate in new luxury brands 

DOS opening as luxury brands move their attention to a more flexible temporary store 

like pop-up stores and the booming trend of online stores. 

License operation through third parties refers to franchise dealers and/or multi-brand 

distributors which establish a contractual relationship with luxury brands (Scholz, 2013). 

The main distinction between directly owned stores and licensed third parties is in the 

operation system (Riguad-Lacresse, 2017). Luxury brands need to work with a local 

partner on sales targets, marketing plans and product assortment (Chevalier and Gutsatz, 

2012). This distribution approach allows luxury brands to gain a better understanding of 

the local market as they work alongside local partners (Scholz, 2013). It is best used when 

luxury brands enter new developing markets with low level of experience (Chevalier and 

Gutsatz, 2012). However, the downside of this distribution channel is that it can interfere 

with the brand premium status as luxury brands have limited control over pricing decision 

and distribution (Okwonko, 2007). 

The internet has become one of the most powerful channels of product distribution; 

however, the online market for luxury products is not growing as fast as other sectors 

because it is not suitable with the luxury concept of luxury brands (Kapferer and Bastien, 

2012). The internet weakens the exclusivity of the brands and reduces the one-to-one 

interaction, which is a crucial part for building a relationship and loyalty between 

customers and luxury brands (Kapferer, 2015). It even damages the luxury value of the 

brands (Okwonko, 2007). Accordingly, some of the long-established luxury brands, like 

Chanel, are still sceptical about adopting the internet as their distribution channel (Scholz, 

2013). However, this trend tends to change as many big players in the luxury industry 

such as Louis Vuitton and Gucci fully implement an e-commerce strategy to their brands 

in specific countries such as the UK and the USA. This is evidenced by the growth of 

global online luxury sales of 13%, accounting for 8% of global luxury sales in 2016 (Bain 

and Company, 2016). 
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Lastly, off-priced distribution channel refers to a factory outlet or outlet store where the 

luxury goods are sold at a lower or discounted price compared to ordinary retail stores 

(Okwonko, 2007). The product ranges for outlet stores are usually slightly damaged or 

second-season rather than the same products available for sale in retail stores (Scholz, 

2013). Off-priced outlets for luxury goods are very popular shopping destinations because 

they offer customers a chance to get a bargain (Kapferer, 2015). A study by Bain and 

Company (2016) reveals that the off-priced market for luxury goods accounted for 11 % 

of global luxury sales in 2016, worth £24.7 billion. Though the off-priced distribution 

channel can improve stock liquidity and overall sales of luxury brands (Mosca and Gallo, 

2016), it is neglected by many major luxury brands like Louis Vuitton or Hermes. Scholz 

(2013) explains that the existence of discount outlets contributes to a decline of long-term 

sales. It also contradicts with luxury brand attributes like exclusivity and high-price tags 

(Chevalier and Gutsatz, 2012). In addition, it might dilute the prestige image and status 

of the brand (Donze, and Fujioka, 2017). 

2.2.2.2 Size of Luxury Fashion Goods Segment on the Global Scale 

Luxury fashion goods is one of the industries that has shown an instant growth rate during 

the past decade (Bain and Company, 2016). According to a study of Bain and Company 

(2016), the trend of luxury fashion goods consumption has tended to continuously 

increase from the year 2006 onwards. However, it faced a slightly declined growth rate 

in the period 2008-2009 due to worldwide economic situation, subprime and financial 

crisis. In 2016, the 1 % decline in growth rate resulted from lower consumer confidence 

caused by numerous terror attacks around the world, the UK Brexit and the US 

presidential election. The report shows that the global market value of personal luxury 

goods was worth around £224.1 billion (€1::::::£0.9) in 2016. 

The European Union is reported to be the biggest multi-countries market for luxury goods 

with overall sales value of approximately £74 billion in 2016 (Bain and Company, 2016). 

This is an unsurprising outcome considering that more than 70% of global luxury brands 

are European (Frontier Economics, 2012). The sales of luxury goods in European 

countries are mainly driven by tourists. Bain and Company (2016) reports that tourist 

spending accounts for more than 55% ofluxury goods sales in Europe. Accordingly, the 

growth rate of the luxury market in the EU declined by 1 % in 2016 as tourist flow declined 

due to the threat of terrorist incidents (Bain and Company, 2016). 
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Figure 1: Global Market Value of Personal Luxury Goods (Source: Bain and Company, 2016) 

The United States of America is also recognized to be one of the largest markets for 

luxury fashion goods in the world with approximately £73. 7 billion sales in 2016 (Bain 

and Company, 2016). The sales ofluxury fashion goods in New York, its fashion capital 

city, alone outweighed the sales of luxury fashion goods across Japan by £4.5 billion 

(£24.3 billion versus £19.8 billion) in 2015 (Bain and Company, 2015). However, the 

growth rate of the USA luxury industry might continue to slow down as the strong dollar 

discourages tourists from purchasing luxury goods in the USA (Danziger, 2017). 

Japan is another country that plays a significant role in the global luxury fashion industry. 

Its luxury market value is around £19.8 billion (Bain and Company, 2016). The luxury 

fashion industry in Japan showed an impressive growth rate of 10% in 2016 (Bain and 

Company, 2016). The luxury fashion consumption rate in Japan mainly depends on local 

consumers rather than tourists as the Japanese hold a value of Western materialism and 

remain the largest market for international luxury brands in Asia (2nd in the world behind 

the United States of America) (Bain and Company, 2017). 
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Figure 2: Worldwide Luxury Goods Consumption by Area (2015-2016) (Source: Bain and Company, 2015, 
2016) 

Meanwhile, China is regarded as the most tempting market for luxury brands, worth 

around £15.3 billion in 2016 (Bain and Company, 2016). In fact, the Chinese are the 

biggest group of high-end fashion spenders in the world if the amount of overseas luxury 

purchases is taken into account; Bain and Company (2016) reports that Chinese 

consumers represent around 30% of global luxury purchases. Hancock (2017) supports 

that the Chinese are ranked first in the world when it comes to overseas luxury purchases. 

Demetriou (2014) further explains that Chinese prefer to make a purchase of luxury goods 

when they travel abroad because there is a huge price gap between the selling price of 

luxury goods in Asia and other regions, especially Europe. 

On the other hand, South East Asia is likely to continue to grow with moderate growth 

rate as Singapore, a major focus of luxury consumption in South East Asia, is more 

cautious on luxury consumption (Bain and Company, 2017). Research by 

lnsideRetailAsia (2016) points out that Indonesia is recognized to be the leader in online 

luxury purchases in this region based on Asia Luxury Index. Thailand and Malaysia 

illustrate a high potential for luxury market but still rely on Chinese tourist luxury 

spending (Bain and Company, 2016). 
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2.3 Luxury Fashion Segment in Thailand 

2.3.1 Size of Luxury Fashion Goods in Thailand 

Thailand is regarded as one of the largest luxury fashion markets in South East Asia ahead 

of its neighbouring countries Indonesia, Malaysia and Philippine (Oxford Business 

Group, 2016). It demonstrated strong luxury sales of £1.3 billion ($1::::£0.8) in 2016 

(Euromonitor, 2016). 

Bangkok, the capital city of Thailand, is the most visited city in the world with roughly 

21.5 million visitors in 2016 according to Global Destination Cities Index by Mastercard 

(2016). It also offers great potential for luxury retail expansion as there are many new 

commercial buildings to accommodate incoming luxury brands (lpsos, 2013). The luxury 

retail business operators in Thailand are led by two companies: The Mall Group and 

Central Group (Euromonitor, 2013). The mall group gained huge success by opening 

Siam Paragon, one of the biggest luxury malls in Asia (Ipsos, 2013). On the other hand, 

Central Group opened an ultra-luxury lifestyle shopping complex with £400,000 in 

investment (1 THB::::£0.02) (Jitpleecheep, 2014), the Central Embassy, to be a house of 

international luxury brands that are well-established in Thailand such as Gucci, Chanel, 

Louis Vuitton and Hermes in 2014 (Ono, 2015). Intense competition between these two 

companies provides a great opportunity for luxury brands to penetrate the luxury market 

in Thailand and capture sales for both local and tourist consumers. Thai consumers are 

more familiar with luxury spending as they experienced rapid luxury retail expansion in 

Thailand during the past few years (Euromonitor, 2013). Moreover, the rise of the upper 

and middle class in Thailand is mainly responsible for the domestic demand of luxury 

consumption (Ledbury, 2012). 

Tourists, especially Chinese, are another core dynamic to the growth of the luxury fashion 

goods market in Thailand, accounting for approximately 40% ofluxury fashion sales each 

year (Bain, 2015). Accordingly, Bangkok is ranked 4th in global visitor spending with 

£11.84 billion (Mastercard, 2016). lpsos (2013) reveals that 73% of Asian tourists see 

luxury shopping as the main purpose of travelling abroad. The Thai government saw an 

opportunity in tourist shopping and decided to create some policies to attract more tourists 

to Thailand. For example, the Thai government announced to waiver visa fees for Chinese 

and Taiwanese tourists for three months during August-October 2014 (Chinmaneevong, 

2014) while visa-free privilege between Thai and Chinese tourists is in the discussion 

process (Chimprabha, 2014). The Thai government also considered to reduce impo11 duty 
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for luxury goods from 30% to 0% in order to compete against Hong Kong and Singapore 

(Yuvejwattana and Nguyen, 2013). The import tax reduction will also draw the attention 

of Thai consumers from the grey luxury market and luxury shopping while they are 

abroad (Rotkanok, 2013). Unfortunately, this tax reduction policy will not be executed as 

the Thai government explained that the price cut of luxury products from a lower import 

tax can hurt local businesses (The Economist, 2013). However, the plan to reduce import 

tax for luxury goods has been raised again in 2016 but no action has been taken 

(Fernquest, 2016). 

2.3.2 Thai Luxury Fashion Consumer Overview 

Thailand has a population of 68.4 million of which around 9.27 million are situated in 

Bangkok, the capital city of Thailand and a hub for luxury fashion brands (The World 

Factbook, 2017). The age structure of the Thai population published by The World 

Factbook (2017) implies that the majority of the population are working age (between 25-

54 years) while 47% of the population are male and 53% are female (Figure 3). 

According to Thai consumer market profile as shown in Table 1, the average annual 

household income of Thais is around £6,459 (National Statistics of Thailand, 2015). 

National Statistics of Thailand (2015) pointed out that Bangkok and three neighbouring 

provinces: Nonthaburi, Pathum Thani, and Samut Prakan, earn a lot more than Thailand's 

average annual household income of around £9,840. Although the average annual 

household income seems to be too low for Thais to afford luxury goods ( considering 

Louis Vuitton handbags start from £400), it is important to keep in mind that Thailand 

has a large gap between the rich and the poor (Winn, 2013). 

A study by Oxford Business Group (2016) reveals that Thailand's largest working age 

group (30-34 years old) earn annual income of £120,000 or more. Currently, there are 

around 340 high-net-worth individuals with more than £40 million and around 91,000 

millionaires with more than £1 million investable assets in Thailand (Robinson, 2016). 

According to the Economist Intelligence Unit (2013), Thailand will face rapid economic 

expansion which will boost average annual household income of Thais to £14,878.8 in 

2030. Based on the statistical data of Thai consumer profiles, the number of Thai luxury 

fashion consumers tends to grow as Thais have more purchasing power due to an increase 

in GDP per capita and annual household income (The Economist Intelligence Unit, 2013). 
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Thai Population Age Structure 
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Figure 3: Thai Population Age Structure (Source: The World Factbook, 2017) 

2012 I 2016 I 2017 I 2030 
Population (m) 67.6 68.2 68.4 71.9 
GDP per capita (US$) $ 5,319 $ 5,970 $ 6,290 $ 24,106 
Median household income (US$) $ 6,342 NIA $ 8 ,746 $ 24,798 
Number of over- US$ 50,000 215 NIA 468 4,006 
households (000's) 
Number of over- US$ 150,000 12 NIA 12 441 
households (000's) 

Table 1: Thai Market Profile adapted from The Economist Intelligence Unit (2013) and HKTDC 
Research (2017) and National Statistics of Thailand (2015) 

The next section will discuss Thai luxury fashion consumer culture to provide a better 

understanding of the Thai luxury fashion consumers and highlight the significance of Thai 

luxury fashion consumer culture. 

2.3.2.1 Thai Luxury Fashion Consumer Culture 

Most luxury consumers are likely to be situated in Bangkok and nearby areas because 

luxury brand expansions are concentrated in Bangkok (Oxford Business Group, 2016) . 

Urbanised Thai consumers are more aware of luxury fashion brands and familiar with 

luxury brands and luxury consumption (Oxford Business Group, 2016). In addition, they 

also have more spending power than other regions of the country (National Statistics of 

Thailand, 2015). 
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Social influence is considered to be the main tnotive for Thais to consume luxury products 

(Oe, Yamaoka, Liang, and Sunpakit, 2015). McAJeer and Mao (2017) explain that Thais 

value social hierarchy and social class when it comes to luxury consumption. Owning 

lmcury goods is compulsory and quite common among urban Thai culture as Thais tend 

to signal their social status and confonn with their social group through luxury 

consumption (McAleer and Mao, 2017). Lux:.ury consumption can be seen as a social 

presence builder because Thais value wealth (Ipsos, 2017). The rich are more favmu-ed 

than the poor in Thai society; that is why social class bas a significant impact on 

purchasing intention of luxury goods in Thailand (Oe, Yamaoka, Liang, and Sunpakit, 

2015). Nevertheless, actual economic position cannot be evaluated by luxury goods as 

luxury consumption is widespread in Thailand ranging from high-income to low-income 

consumers such as student and young consumers (Tjiptono, Arli, and Winit, 2017). 1n 

addition, income is not a baJrier to luxw-y consumption in Thailand as Thais are willing 

to sacrifice for luxury goods (Srichamroen, 2012) 

Celebrity is known to be the centre of Thai culture and can greatly influence Thai 

consumers to consume products (The Nation, 2015). However, research by Oe, Yamaoka, 

Liang, and Sunpakit (2015) points out that the direct impact of celebrity endorsement in 

Thailand is not as solid as before because Thai consumers are more aware that it is a part 

of marketing strategy. Boonpradub and Thechatakerng (2015) further clarify that 

celebrities may not always be able to boost sales for every product, but they can certainly 

create massive brand awareness among Thai consumers and can be beneficial for the 

brands in the long run. Consequently, social influence based on celebrity tends to be a 

more effective strategy than traditional celebrity endorsement in Thailand ( Oe, Yamaoka, 

Liang, and Sunpakit, 2015). 

It is also not a surprise to see the entry age group of Thais to luxury fashion consumption 

to be younger than before as young Thai consumers have become more materialistic than 

the past (Likitapiwat, Sereetrakul, and Wichadee, 2015). According to Srichamroen 

(2012), it is common for Thai teenagers as yoW1g as 14 years old to wear luxury goods 

while the luxury handbag has become a new necessity among Thaj college students. As 

evidenced, there is an increasing amount of luxury consumption research on young Thai 

consumers (less than 25 years old) ( e.g. Lekprayura, 2012; Tovikkai, and 

Jirawattananukool, 201 0; Wattanasuwan, 1999) to study on this emerging trend. 

However, the dark side of this story is that Thai youths, who cannot afford to buy luxury 
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goods, do illegal things such as stealing and prostitution to get money to purchase these 

high price-tag products (Percy, 2009; Srichamroen, 2012). 

On the other hand, the difference in population between genders for luxury consumption 

in Thailand is narrower as the metrosexual trend is swiftly growing in Thailand 

(Euromonitor, 2013). Euromonitor (2013) reports that Thai men are consuming more 

luxury goods than ever. However, the gap between the number of male and female luxury 

consumers is still noticeable because women are still the main target consumers for the 

luxury fashion product category (Euromonitor, 2015). Leather goods and accessories, 

which is the main focus of luxury fashion goods, relies heavily on women by 

approximately 65% (Bain and Company, 2013, 2015). Handbags are recognized to be the 

largest proportion ofluxury fashion goods (Bain and Company, 2016). Consequently, the 

luxury fashion segment for men is not as developed as women's (Euromonitor, 2015). 

Thai consumers, who associate with modem media communication such as social media 

and the internet, are seen as the main luxury consumers for the next decade as luxury 

brands enter the e-communication era (Whiteman, 2015). Deloitte (2016) reports that 

Thailand is one of the most attractive markets for e-commerce in South East Asia. Thais 

spend a significant amount of time on the internet and social media, such as Instagram 

and Facebook with the mobile adoption rate reaching 150 percent (Euromonitor, 2016; 

Whiteman, 2015). The main reason for the rapid expansion of social media in Thailand 

is because Thai consumers' happiness relies on the perception of others towards 

themselves (Ipsos, 2017). For example, the number oflikes and comments on their social 

media can be an indication of how amazing their lifestyles are (Ipsos, 2017). Research on 

luxury consumption in Thailand by Quach and Thaichon (201 7) further clarifies that Thai 

luxury consumers are highly interactive with their social group through social media as 

they can conveniently share their luxury consumption and seek status on online platforms. 

This research also exhibits that sharing luxury goods through social networks makes 

Thais 'feel even more special' (Quach and Thaichon, 2017). Accordingly, Thailand is 

acknowledged to be a potential market for luxury e-commerce expansion (Whiteman, 

2015). 

2.3.3 PESTEL Analysis of Luxury Fashion Goods Sector in Thailand 

This section aims to analyse potential changes: Political, Economic, Social, 

Technological, Ecological and Legal (also known as PESTEL analysis) of the luxury 
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PESTEL Factors 
Analysis 

Political • Reduce import tax rate on luxury goods: Thai government considered to promote Thailand as a tax-free
shopping destination to attract more tourists (Fernquest, 2016; Yuvejwattana and Nguyen, 2013). This policy will
not only increase luxury fashion sales from tourists but also Thais as the price of luxury goods can be reduced to
up to 30% (Fernquest, 2016). Although it has not yet been approved by the Thai govermnent, there is a high
possibility that this policy will be executed in the near future as the European Union wants to relaunch free trade
negotiations with Thailand to cutdown import duty on luxury goods and wine (Chaitrong, 2018).

• Reduction of personal income tax: Thai government restructured personal income tax rate in 2017 by expanding
the previous five tax brackets to seven; 5%, 10%, 15%, 20%, 25%, 30%, and 35%, from existing rates of 5%,
10%, 20%, 30% and 37% with the aim to benefit low to middle income tax payers (Theparat, and
Chantanusornsiri, 2016). This change in tax structure leads to lower tax payment which aims to boost consumption
rate, including luxury goods, among Thais (Theparat, and Chantanusomsiri, 2016). This tax structure remains the
same in 2018 (Sherrings, 2018).

• Unstable political situation: Thailand has been under serious political issues from the military coup and the loss
of the late King Bhumibol Adulyadej which has shaken Thais consumer confidence index to fall to the lowest
point of 72.3 in November 2016 (Pratruangkrai, 2017). At the moment, Thailand is in the "Era of Uncertainty" in
which clear direction of the country is in doubted (Head, 2018). As a consequence, Thai consumers are more
concerned about their spending and they try to cut their expenses as much as possible. Moreover, tourists have
been warned about safety issues when travelling to Thailand as there have been a series of bombings in the past
couple of years (Craggs, 2017). Thus, impacts of unstable political situation in Thailand have a huge effect on
sales of luxury goods in Thailand from both Thais and foreigners.

Economic • Thai economic recession: Thailand is in an economic recession due to an unstable political situation (Thai PBS,
2014). Thai consumer confidence index is very low as Thais feel uncertain about the country's financial situation
(Pratruangkrai, 2017). Therefore, the decreased purchasing power of Thais can also affect the growth of overall
luxury sector in Thailand.



 
 

PESTEL Factors 
Analysis 

Economic • Changes in foreign exchange rate: Luxury fashion brands in Thailand are imported brands, which are reflected
by exchange rates (Bain, 2016). Exchange rate fluctuation can attract foreign consumers to purchase in other
countries where the currency is weak, for example, the depreciation of British Pound Sterling lured tourists to travel
and purchase luxury goods in the UK in 2016 as evidenced by 8% growth rate in sales of luxury goods, whereas
sales of luxury goods in other EU countries declined (Bain, 2016).

• Decrease in interest rate: Thailand's interest rate has been set at the very low point of 1.5% since 2015 (Wells,
2016). Bank of Thailand continue to hold to this interest rate with the aim to encourage consumers to spend more
as the benefit of the savings and the cost of borrowing are low (Yuvejwattana, 2018). This change in interest rate
may boost the growth ofluxury fashion goods in Thailand as consumers are persuaded to consume rather than save.

• Low unemployment rate and higher minimum wages: Thailand unemployment rate was as low as 1 % in June
2016 (Bank of Thailand, 2017). The minimum wages have been increased from £6 to £6.2 per day in 2017
(Erdenebileg, 2016). The low unemployment rate and higher minimum wages indicate some level of economic
growth in Thailand, which is related to consumer purchasing power.

Social • Conspicuous consumption: Thais are known to be a conspicuous consumption consumer because social hierarchy
and wealth display is significant in Thai culture (King, 2016). This social culture is a factor that drives the growth
of the luxury fashion sector in Thailand as it is directly related to the demand ofluxury goods.

• Celebrity Influence: Celebrities have great impact on Thai consumers because they are the most effective
influencers that lead consumers to product consumption (The Nation, 2015). Thus, it can be said that the influence
of celebrity is one of the reasons behind the demand ofluxury fashion goods in Thailand as it greatly influences the
consumption behaviour of Thais (Euromonitor, 2016).

• Rising number of Thai youths on luxury consumption: Luxury consumption in Thailand is widespread in
younger generations as symbolic consumption is highly valued in Thai culture (Tangsupwattana, and Liu, 2017).
Srichaimoen (2012) reported that Thai youths as young as 14 years old start to consume and demand luxury fashion

goods while college students see luxury goods as a mandatory part of their daily life. This changing culture of Thai
youths on luxury consumption has contributed to the growth of the luxury fashion market in Thailand.
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PESTEL Factors 
Analvsis 

Social • Increase in metrosexual trend among Thai men: The metrosexual habit among Thai men is driving the growth
of Thai economy in several sectors including luxury fashion as Thai men have become fashion-conscious and
concerned about their appearances (Ipsos, 2017). Consequently, the demand of men's luxury fashion is a significant
factor of the sales of luxury goods in Thailand (Euromonitor, 2018).

• Social media addict: Thais are known to be an active or even addicted social media user (Fredrickson, 2017) .
Thailand is ranked 9th in terms of number of Facebook users in the world in 2017 while Bangkok is regarded as a
city with most Facebook users (Fredrickson. 2017). Sakawee (2013) reported that more than 90% of web users use
social media. Social media plays a huge role in luxury fashion goods conswnption among Thais (Euromonitor,
2018). It helps increase the demand of luxury goods as luxury brands use social media as a tool to communicate
with their customers (Euromonitor, 2018). Moreover, it assists Thais in consuming luxury products publicly via an
online setting.

Technological • Impact of the internet: The internet has a major impact on global Luxury business as it changes the way of 
communication between brands and customers as well as product distribution (Scholz, 2013). It also produces 
several effects to the luxury fashion goods sector in Thailand, especially on the Thai consumer side, such as the 
following:
i) Easy access to luxury: Most luxury brands established their own websites as well as online communication 
methods, making it easier for Thai consumers to get connected with luxw-y brands (Euromonitor, 2018). Although 
official luxury e-shopping is unavailable in Thailand, Thais can browse for products and get product information 
from the website before they make a purchase in the retail store. 1n addition, luxury brands are exposed to wider 
group of Thai consumers as it is no longer restricted to Bangkok but nationwide via the internet. The wider 
awareness and easier access of luxury brands can affect the brand expansion rate and the growth of the luxury 
fashion market in Thailand.
ii) Social media: As explained in the previous section, social media has a great impact on the demand of luxury 
products among Thais (Eurornonitor, 2018). Thus, an increasing trend of social media should boost the sales of 
luxury fashion goods in Thailand.
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PESTEL 
Analysis 

Technological 

Factors 

iii) Grey market: The internet js recognized as a factor that assists grey market transactions as it allows buyers and
rsellers to trade feely online (Goel and Gupta, 2014). Additionally, in the case of luxury market in Thailand, it 

creates an opportunity for Thai consumers to spot a huge difference in prices between luxury brand websites and  
Thai retail stores, forcing them to consider an alternative grey luxury market. Therefore, the impact of the internet  
on the grey market interferes with the grnwth of the luxury fashion industry in Thailand as some Thais are tempted 
to buy luxury goods at a cheaper price from the grey market.

Ecological •· Sustainable fashion awareness: Worldwide consumers are more concerned about the negative impact of fast
fashion trend on the environment. Some of them slow down the fashion turnover rate by turning to good quality 
products with higher prices. In Thailand, sustainable fashion awareness has been raised through many channels e.g. 
News, T.V programme called 'Torfah-PhaThai', which encourages Thais to see the value of Thai garments as their 
production is environmental friendly. Although the strong demand of sustainable fashion in Thailand is hardly seen, 
the increasing sustainable awareness of Thais might affect luxury fashion in two ways: 
i) ILcxury fashion consumption rate might slow down
ii)  it is possible that more Thais might start to purchase luxury goods as they are better in quality.

Legal • Protection of Intellectual Property Rights: Thailand is one of the major counterfeit luxury goods manufacturing
countries and is on the priority watch list of the international protection of Intellectual Property Rights (IPR) 
(Ehrlich, 2015). As a member of the ·world Trade Organization, Thailand is forced to improve its trademark 
protection law in order to meet intemational standards (Thailand Law, 2013). The new trademark law should 
prevent the growth of counterfeit trading in Thailand and improve the financial performance of luxury brands in 
Thailand as well as recall the strong identity of the brands.

• Thai custom law: According to Thai custom department, inbound passengers to Thailand, who carry products over
£400, need to pay for customs duty for those goods (Thai PBS, 2015). The 30% import duty will be applied to the
value of luxury goods while the passengers who fail to declare the excess limit item will be fined up to four times 
of the original value including the duty  (Bangkok Post, 2014). This law aims to limit the amount of overseas
purchases as well as grey market trading (Bangkok Post, 2014). Luxury fashion segment in Thailand also benefits

r

from this regulation as it discourages Thai consumers fom purchasing luxury goods overseas aad encourages them

to buy luxury goods from retrul stores in Thailand.
{',.) 
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The next section will discuss luxury fashion goods and the role of fashion to further clarify 

the meaning of luxury fashion goods to be used in this thesis. 

2.4 Luxury Fashion Goods and the Role of Fashion 

The transformation of luxury fashion goods begins when luxury is no longer belong to 

home-made family business but industrial production (Hoffmann and Coste-Maniere, 

2012). Traditional Haute Couture has been transformed to be a part of global luxury 

groups such as Moet Hennessy Louis Vuitton (L VMH) and Kering (Hoffmann and Coste

Maniere, 2012). This capitalism approach takes luxury to a wider group of consumers 

globally and also creates constant change in the luxury fashion cycle (Gardetti and Torres, 

2015). 

With these changes, there is an overlap between the term luxury and fashion (Kapferer, 

2015). Luxury has shifted from a be-spoke or tailor-made to 'fashionable' (Kapferer and 

Bastien, 2012). Fashion drives the barometer of change in the new age ofluxury industry 

(Duma, Hallier-Willi, and Steinmann, 2015). Luxury brands are known to be leaders and 

fashion trend setters (Choi, 2014). Though, the fashion trend is fluid and will emerge and 

fade over time (Clark, 2015). The swift change in the luxury fashion trend is also one of 

many factors that reduces barriers to luxury consumption as target consumers for luxury 

are more diverse (Hoffmann and Coste-Maniere, 2012). Fashion diversity and increasing 

in wealthy consumers make luxury goods more accessible as consumers can have them 

as long as they can afford them (Duma, Hallier-Willi, and Steinmann, 2015). Luxury 

consumers are no longer limited to those who purely consume luxury goods, they may 

portray mix-consumption between high-street and luxury clothes based on their fashion 

preference (Hoffmann and Coste-Maniere, 2012). 

Based on a recent global luxury market study by Bain and Company (2016), luxury 

fashion trends are more focused on casual products. Denim, sneakers, jackets, and 

backpacks, which were once perceived as casual rather than luxury, were worth around 

€9 billion in sales of luxury fashion goods in 2016 and tend to grow continuously (Bain 

and Company, 2016). Furthermore, collaborations between luxury brands and streetwear 

brands are commonly seen to address the changing role of luxury goods based on new 

trends of fashion (Lebeau, 2017). The latest shocking collaboration is between Louis 

Vuitton, a well-known luxury brand as part of LVMH group, and Supreme, a New York 

skate-wear brand, in the Autumn/Winter 2017 collection (Johnston and Lee, 2017). The 

products are co-designed by Supreme and Louis Vuitton with both visibly noticeable 
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logos while production, quality and prices remain to Louis Vuitton (Johnston and Lee, 

2017). Though the price of products in this collection is expensive, ranging from a£ 350 

t-shirt to£ 3,250 backpack, the main consumers are young adults (between 18-25 years

old) (Heardman, 2017). This collaboration is very successful as it creates hype among 

consumers; there are long queues of up to 7 hours wait on the street in front of Louis 

Vuitton pop-up stores and stocks run out very quickly (Heardman, 2017). 

As luxury goods turn into an individual's fashion expression, it can be used to further 

express self-identity or social conformity (Gardetti and Torres, 2015). Accordingly, the 

distinction between luxury fashion goods and non-luxury fashion goods is slighter than 

ever but can be obviously identified by the brand status (e.g. high-status fashion house) 

and price (Gardetti and Torres, 2015). In Thailand, luxury fashion brands are regarded as 

those from overseas with superior status while luxury goods are recognized by brand 

symbolic value such as logo or brand name and expensive price tags that can be highly 

expressive when consumed (Lekprayura, 2012). According to Lekprayura (2012), Louis 

Vuitton is the most famous luxury brand among Thai consumers followed by Dior, Gucci, 

Chanel, Marc Jacobs and Prada respectively. The popularity of luxury goods/brands is 

highly influenced by Thai celebrities as they are known to be the fashion trend setters in 

Thailand (The Nation, 2015). Furthennore, social group and mass consumption is another 

factor that affects Thais' fashion preference as Thais prefer to own luxury products that 

are widely recognized to blend into society and make it easier to communicate their status 

to other people (Quach and Thaichon, 2017). For example, if you are having what others 

are having then you are in-the-trend in Thailand. 

2.5 The Introduction of Grey Luxury Fashion Goods Concept 

2.5.1 Defining the term Grey Luxury Fashion Goods 

As briefly explained in section 1.2, the grey market is an unauthorized trading channel 

(Autrey and Bova, 2012). Similar products sold at lower prices through the grey channel 

directly affect the sales of luxury fashion retailers as well as their prestigious image as 

Jean-Claude Biver ( as cited in Koltrowitz, 2017), head of L VMH's watch division, 

defines the grey market as "industry's cancer". In addition, the emergence of the grey 

market also interferes with the contractual relationship between authorized distributors 

and brands when an exclusive supply is concurred (Myers and Griffith, 2000). 

For consumers, luxury fashion goods are not only cheaper in the grey market but less 

complicated to purchase than a luxury brand's own website from abroad (Schindler, 
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2016). Luxury brands limit an online purchase to one item per transaction while custom 

controls are very strict on imported luxury goods; in some cases, they return the parcel to 

overseas luxury retailers without notifying consumers (Schindler, 2016). In contrast, the 

grey luxury fashion sellers try to make the whole shopping process as easy as possible 

while trying to provide a unique shopping experience to customers. The grey sellers are 

very active in responding to customers' queries and they are often in service most of the 

time. Furthermore, they deliver grey luxury fashion goods in beautiful original packaging 

including box, bag and dust bag as well as receipt as though the customers bought those 

items from the brand's own store by themselves. Additionally, product personalization, 

which is offered by luxury brands, is also available upon request. For example, grey 

luxury consumers can ask the grey sellers to get personalized hot stamping on their Louis 

Vuitton purchase from the Louis Vuitton store. 

Grey luxury fashion goods can provide full benefits of luxury consumption as they hold 

characteristics of luxury goods such as quality, originality, symbolic and brand equity. 

The only thing missing from obtaining luxury fashion goods from the grey market is 

luxury brand in-store shopping experience. Luxury brands are known to provide a 

memorable shopping experience to their customers (Scholz, 2013). Additionally, stores 

are used to confirm the brand's DNA and reinforce brand perception (Solca, 2017). 

However, the in-store shopping experience does not seem to have an impact on the 

decision-making process of some luxury consumers in the globalization era as nowadays 

many consumers put their interests on products rather than service (Adams, 2013; 

Thomas, 2008). Thomas (2008) explains that nowadays many customers see no 

difference between luxury shopping experience and other kinds of product shopping 

experience except for the price. Adams (2013) asserts that the new luxury experience is 

in the ownership of luxury goods not luxury service. 

The solid growth of luxury e-commerce platforms such as Net-a-Porter, Farfetch, Yoox 

or the brand's own online-store is evidence of the changing role of the in-store shopping 

experience (McKinsey, 2015). The role of in-store shopping experience is far less 

significant than before as many luxury consumers browse for luxury products on their 

smartphone when they are making purchasing decisions, whether the actual purchase is 

made online or offline (McKinsey, 2015). According to Boston Consultant Group (Abtan 

et al, 2016), 41 % of luxury consumers research luxury goods online before making a 

purchase in-store; while 9% of luxury consumers browse for luxury fashion goods in

store and make a purchase online as they want to make a comparison between price 
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(Abtan et al, 2016). Both types of consumers reflect that they consider product and 

monetary value rather than shopping experience. Currently, it is not a surprise to see 

people buying a £16,200 Gucci dress from Net-a-Porter without visiting Gucci retail store 

as luxury consumption experience and convenience are the main focus of luxury 

consumers when they make a luxury purchasing decision (Adams, 2013). 

In comparison, it can be said that luxury fashion goods purchasing from online platforms 

and the grey market are not quite distinct for many consumers as they are not getting to 

experience the brand's in-store purchasing experience such as store-ambience or services. 

On the other hand, they get to consume genuine luxury brand items. Although the product 

acquisition process differs from traditional luxury purchases, luxury fashion goods 

purchased from the grey market can still be called luxury fashion goods in relation to 

price as they are still expensive and are highly expressive products as they carry the 

brand's symbolic value (Gardetti and Torres, 2015). For example, a Louis Vuitton 

handbag purchased from the grey market would still be recognized as a luxury Louis 

Vuitton handbag as it carries the brand's logo/trademark, quality and design while 

communicating prestigious status. 

The definition of luxury fashion goods, an overview of Thai luxury fashion consumer 

culture and the role of luxury fashion explained in sections 2.2.1 2.3 .2.1 and 2.4 

respectively combine with the above discussion of grey luxury fashion market to capture 

the description of grey luxury fashion goods to be used in this thesis. First of all, the 

meaning of luxury goods as well as the product category of luxury goods included in this 

study is clearly identified. Secondly, Thai luxury fashion consumer culture is reviewed to 

portray the meaning of luxury consumption in Thai culture. Then, the role of fashion 

draws the boundary on the perception ofluxury fashion goods and the use ofluxury goods 

in Thailand. Lastly, the concept of grey market trading explains a specific trading system 

that is the main focus of the research. As a synthesis of aforementioned discussions, the 

definition of the term 'grey luxury fashion goods' used in this thesis is described as: 

"This study recognizes grey luxury fashion goods as luxury leather goods, handbags, 

shoes, small accessories, and clothes, that are traded outside an authorized distribution 

channel. They are authentic goods which are mass-produced by high-status fashion 

brands and fairly expensive in price. Moreover, they are highly expressive as they still 

carry symbolic value ofluxury brands without involving the consumer's personal output 

such as be-spoke or made-to-order." 
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 The next section will describe the process of grey luxury fashion trade in Thailand to 

provide a clear description of the grey luxury fashion mechanism in Thailand. 

2.5.2 The Process of Grey Luxury Fashion Trade in Thailand 

Since there is no referenceable material to make an expansion on the process of grey 

luxury fashion trade in Thailand, it is reliant on the researcher's own experience as a 

professional and consumer to demonstrate how the grey market actually operates. In 

Thailand, the grey luxury fashion market can be classified into two main categories: in

store and online. The concept of in-store grey luxury fashion market is quite straight 

forward like a general retail store, located in public areas such as shopping mall or city 

centre. The store environment is as simple as a retail store can be. Numerous luxury 

handbags are wrapped and stuffed on the shelf while luxury clothes are hung on a basic 

clothes rack. On the other hand, an online store can range from public websites, store 

owned websites to social media, such as Facebook or Instagram or Line applications. 

Photos of luxury fashion goods along with its packaging are posted and promoted on the 

internet along with the terms and conditions of grey sellers. Many grey sellers hesitate to 

declare the price on the internet as the grey luxury fashion market in Thailand is very 

competitive in price. Within these grey markets, there are two different methods of 

purchase: instant purchase and pre-order purchase. 

An instant purchase occurs when the imported luxury fashion goods are in Thailand 

allowing consumers to get the goods instantly after the money has been paid for in-store 

transaction. For on-line instant purchase, buyers have two options to get the goods: 

schedule an appointment with sellers to deliver the goods or receive them by post. Most 

consumers prefer to get the goods in person with sellers because they can see an actual 

product before they pay and avoid the risk of products lost by the courier. The process of 

an instant purchase of grey luxury fashion goods in Thailand is described as follows: 

Firstly, the owners of grey luxury fashion stores search for popular or in-high-demand 

luxury fashion items, mostly it would be luxury fashion goods worn by Thai celebrities. 

Then, they would ask their contractors, who are travelling to European countries to 

purchase and take those items back to Thailand for them for a fee ranging from £20-

£ I ,000 per transaction (based on the number of items and the rarity of products). The 

contractors are mostly cabin crews as they are travelling every day but occasionally it can 

be travellers who wants to earn extra money by taking this job. In some cases, the store 

owners make a trip to get those items by themselves. Once the goods arrive in Thailand, 
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the store owners put them on a store shelf or on-line store and promote the item through 

social media to let customers know that they have that desirable item in stock. Lastly, 

customers make a payment and get the item in-person or by post. 

------------------------------------------------------------ ------------------------------------------------------------ ----------] 

Contractors make aGrey sellers identify Grey sellers send 
purchase of products on 

popular luxury fashion product list to 
a list and take them 

items contractors 
back to Thailand 

0 

Customers make a Grey sellers put luxmy Contractors deliver 
payment and get luxury fashion items on store luxury fashion items to 
fashion goods from the shelf and promote grey sellers and receive 

grey sellers through social media a fee 

[_________________________________________________________________________________ ---------------------------------------

Figure 4: Instant purchase process for grey luxury fashion goods 

On the other hand, pre-order purchase of luxury fashion goods is very popular among 

Thais. It describes the situation where the luxury fashion goods are not yet acquired by 

the sellers (Asia street fashion, 2014). The sellers will purchase the goods once the 

customer places an order and makes a deposit (Asia street fashion, 2014). Lead time 

between order placement and product delivery varies from 1-20 days (Asia street fashion, 

2014). The goods collection process is the same as instant purchase for both in-store and 

online orders. Pre-order trading benefits both sellers and buyers. For example, sellers are 

not required to invest their money before they know that the products will sell while 

buyers are exposed to a wider range of products, basically almost everything available on 

the internet, and they can choose the exact goods they desire. The process of a pre-order 

purchase of grey luxury fashion goods in Thailand is described as follows: 
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Figure 5: Pre-order process for grey luxury fashion goods 

Firstly, the grey luxury consumers search for information of the luxury goods they want. 

Secondly, they send product information such as brand, product reference, size, and 

colour to the grey seller and ask for a price quote. If they agree to make a deal, then buyers 

are required to make a deposit, at least 30% of the price quote. After the deposit has been 

made, the grey sellers will contact their contractors to purchase and deliver that particular 

item for a fee (usually £10 for a small item such as a wallet and £20 per medium item like 

a handbag but can be as high as £100 for a rare item). Consumers will be notified as soon 

as the goods arrive in Thailand and an appointment will be made for goods collection. 

Consumers are required to pay the rest upon collection or before the goods are dispatched 

by post. 

Besides price differences of luxury fashion goods between European countries and 

Thailand, the grey sellers also make profits from tax-free shopping, obtain a refund of the 

sales tax charged by foreign retailers, and avoid Thailand's 30% luxury import tax. 

However, it is important to note that grey luxury fashion transactions are not possible 

with fully-legal import method because the grey sellers would not make a profit if they 

had to pay import tax (Chitrakom, 2016). Consequently, the grey sellers are avoiding 

import tax through different ways such as bribery and under-declared value of goods. 
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2.5.3 The Significance of Grey Luxury Goods in Thailand  

The value of the grey industry around the world amounts to billions of dollars and tends 

to grow consecutively each year (Xiao, Palekar and Liu, 2011 ). Research conducted by 

Deliotte Touche as cited in Iravani, Dasu, and Ahmadi (2016) reveals that grey trading 

caused the U.S. retail industries to lose profits of around £50.4 billion per year. The value 

of the grey luxury fashion market in China alone is worth approximately £5.2 billion 

(Chitrakom, 2016). 

Previous studies (Barraclough et al. 2006; Bain and Company, 2016) suggest that the 

largest grey market is situated in Asia. Thailand, for example, has witnessed grey market 

trading across many industries, ranging from automobile to technology devices. Mercedes 

Benz Thailand reported that the Thai government lost around £909 million import duty 

to grey Mercedes Benz importers in 2012 (Pantong, 2013). The grey luxury fashion 

business is another popular sector in Thailand mainly because Thais are collectivists who 

use luxury products to express their superiority and secure their social status (Chadha and 

Husband, 2006; Oe, Yamaoka, Liang, and Sunpakit, 2015). Furthermore, luxury goods 

have become one of the basic needs in Thailand as they represent a desired form of 

cultural self-expression (Oe, Yamaoka, Liang, and Sunpakit, 2015) and the grey channel 

offers consumers a cheaper alternative to purchasing in flagship stores. 

The growth of the grey luxury fashion market in Asia and its impact is highly significant 

that luxury brands cannot afford to ignore (Marsh, 2016). L VMH, one of the world's 

leading luxury goods companies that owns many famous luxury brands such as Louis 

Vuitton and Christian Dior, puts on a retail restriction to limit the amount of luxury 

products a consumer can buy with the aim of preventing grey market transactions 

(Robertson, 2016). While Kering, an international luxury group that owns successful 

fashion houses such as Gucci and Balenciaga, along with Chanel, a privately-owned 

luxury fashion brand, try to beat the grey luxury fashion market in Asia by reducing the 

price gap between Asia and Europe (Chitrakorn, 2016). Furthermore, Bain and Company 

(2016) suggests that strict customs borders can also help slowing down the growth of the 

grey market and boost domestic consumption. However, the aforementioned strategies do 

not seem to work well as the grey market keeps growing in Asia (Chitrakorn, 2016). 

Grey luxury fashion goods are a solid market in Thailand that seems to grow 

continuously. The growth of the grey market will significantly affect the sales of luxury 

brands in the countries where luxury grey trading exists (Bain and Company, 2016). The 
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slow growth sales rate of authorized luxury brands in Thailand will discourage luxury 

goods store expansion and product ranges available in Thailand because luxury brands 

may perceive that it is not worth investing in a poor sales country. Furthermore, the grey 

market also negatively affects the brand image and brand equity of authorized brands 

(Berman and Dong, 2016) as the grey market makes luxury fashion goods to be less 

exclusive, widely available and easy to obtain, from the Thai point of view. In addition, 

it also hurts the import tax revenue of Thailand as Schindler (2016) explains that the grey 

luxury fashion goods are often imported with under-valued declaration or no declaration 

at all. 

The next section will discuss the reasons why the grey luxury fashion market is growing 

well in Thailand. 

2.5.4 The Emergence of Grey Luxury Fashion Goods in Thailand 

Grey marketing practice has been a serious concern to international manufacturers and 

has become a mature business that is widespread in a global scale ranging from less

developed markets to well-developed markets (Fletcher and Crawford, 2014). This 

section aims to discuss the driving factors of the emergence of the grey luxury fashion 

market in Thailand including price discrimination, exchange rate fluctuation, scarcity, 

technology, and Thai environmental factors. 

2.5.4.1 Price Discrimination 

Price discrimination refers to a situation where the sellers charge the same products at 

different prices in different markets (Fisher and Waschik, 2002). However, differences in 

pricing occurring from differences in operation cost, such as transportation and storage 

cost, are not considered as price discrimination because this involves a difference in 

marginal cost (Wilkinson, 2005). Price discrimination is evidenced to encourage arbitrage 

transactions and is also regarded as a main factor for international grey trading (Berman 

and Dong, 2016). 

Selling prices of luxury fashion products in Asia are usually higher than Western at 

around 20-40%. These differences in price tags of luxury goods in Asia and the West can 

be regarded as price discrimination because they are not reflected in the operational cost 

(Wilkinson, 2005). It was once true that most luxury products were produced in their 

country of origin forcing luxury brands to charge higher prices in other countries other 

than the manufacturing country to respond to the extra selling cost in other markets. 

36 



 

Nowadays, many luxury brands move their production plants to Asia in order to minimize 

the cost by taking advantage of lower wages and gaining more profit. However, Asians 

still face excess charges from luxury brands, thus, it is not so unexpected that many Asians 

react to price discrimination by turning to luxury fashion grey trading. 

2.5.4.2 Exchange Rate Fluctuation 

Changes in exchange rate are a factor that directly impact the selling prices of imported 

and expo1ied luxury products (Booker, 2015). According to Deloitte (2017), the growth 

of the luxury industry as well as grey luxury market in 2016 is fuelled by changes in 

exchange rate. Exchange rate fluctuation stimulates the grey market although price 

discrimination is seen as the most powerful dynamic of the grey market (Fletcher and 

Crawford, 2014). Changes in exchange rate also pose a problem to manufacturing 

companies as most firms are not actively adjusting their selling price in response to the 

exchange rate, resulting in a significant profit loss (Eagles et al., 2003). However, Booker 

(2015) suggests that price adjustment based on currency evaluation might not be able to 

prevent grey market trading in Asia as Asian consumers still prefer to purchase luxury 

goods from abroad. 

Based on the discussion above, it is evidenced that exchange rate fluctuation also affects 

consumer demand for the grey luxury fashion goods because it creates a gap in selling 

prices between countries (Deloitte, 2017; Fletcher and Crawford, 2014). Therefore, it can 

be concluded that exchange rate fluctuation is also a part of the emergence of the grey 

luxury fashion market in Thailand as most of the luxury fashion products in Thailand are 

imported from foreign countries such as the United Kingdom, France, and Italy. 

2.5.4.3 Scarcity 

Consumer perception of fashion products, in terms of supply and demand, can be 

illustrated as "Items that are in limited supply have high value, while those readily 

available are less desirable. Rare items command respect and prestige" (Solomon, 

Bamossy, Askegaard, and Hogg, 2006: 545). Most luxury brands usually preserve their 

niche positions by restricting their product distribution to selected markets. Moreover, 

they also create scarcity of luxury products, which is known in the form of 'limited 

edition' items. Luxury brands adopt limited edition schemes as their marketing strategies 

to promote exclusivity of their brands (Okonkwo, 2007). 
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On the other hand, an enthusiasm to maintain exclusivity of the brands also initiates an 

imbalance of supply and demand, which is an opportunity for the existence of a grey 

market (Chen, 2007). Goel and Gupta (2014) explain that scarcity relates to the 

emergence of a grey market because the authorized retailers could not synchronize 

consumers' demand and supply due to lack of supply or restricted product distribution, 

forcing consumers to grey sellers who supply the products they need at even a lower price. 

However, the marketing week journal written by Mitchell in 1988 (Eagle et al., 2003: 

1337) suggests that "marketers who want to protect a brand's name and exclusivity 

should restrict production rather than distribution" to avoid loss to the grey market. 

Selections of luxury fashion products in Thailand are sometimes limited and scarce as 

Thais are not one of the main Asian consumer targets for luxury brands like the Chinese 

or Japanese. Undoubtedly, scarcity is one of the reasons for the existence of the grey 

luxury fashion market in Thailand because Thais, who wants to own a limited-edition 

item, are forced to seek those items from the grey market. 

2.5.4.4 Technology 

Technology has become a necessity for a modem lifestyle because it is a free and 

convenient way to communicate and get access to information. It also reduces 

international barriers in information exchange and business trading (Wotten, 2003). 

Technology advancement has been widely adopted by luxury brands via the use of e

retail, mobile shopping, etc., in order to connect with consumers around the world and 

become a 'globalization brand' (Okwonko, 2007). Luxury brands allow consumers in 

certain countries to buy luxury products from their websites while allowing international 

consumers to learn about the brands and browse for product information such as product 

description and prices (McKinsey, 2015). Furthermore, technology also helps luxury 

brands to maintain relationships with their customers and improve their direct marketing 

method (Okwonko, 2007). 

Although technology seems to offer great benefits, it has not been widely adopted by 

traditional luxury brands (Abtan et al, 2016). On the other hand, the internet highly 

facilitates parallel import transactions, especially for high-value products (Thompson, 

2009). The internet creates an opportunity for buyers and sellers to trade via an online 

unauthorized distribution platform such as Amazon, Ebay and social media (Goel and 

Gupta, 2014). Moreover, it allows customers to reach foreign sources of supply like the 

grey market and make a comparison before buying (Abtan et al, 2016). The trend of grey 

38 



 

market trading tends to be positively related to the growth of technology as consumers 

are more familiar with the use of technology, which is an important medium for the grey 

market. For example, the grey market is widespread through social media such as 

Facebook or Instagram as many consumers are using it to connect and communicate 

within their network. 

Based on the discussion above, it is clear that technology is another factor driving the 

emergence of the grey market. This conclusion can also apply to Thailand, where luxury 

e-shopping services provided by authorized sellers are rarely seen. As the Thai market for

luxury fashion goods is narrow, being mostly in Bangkok where luxury retail stores are 

located, it· forces Thais to obtain luxury fashion products from the grey market using 

technology. Furthermore, the development of the grey luxury fashion market in Thailand 

is also positively related to technology advancement as the Thai grey market is widely 

seen online and Thailand is proven to be the global social media country (NY dailynews, 

2013). 

2.5.4.5 Thai Environmental Factors 

Apart from high demand for grey luxury fashion goods due to price (price discrimination 

and exchange rate fluctuation) and scarcity, technology is seen as a tool which does not 

only connect the grey buyers and sellers but also expand the grey market to wider group 

of consumers in Thailand. However, there are Thai environmental factors: independent 

importers and corruption which facilitate the growth of grey luxury fashion market. 

As previously discussed in section 2.5.2, the process of grey luxury fashion goods trade 

involves third party 'importers' who also gain benefits from the grey market. Most grey 

luxury fashion importers are independent individuals who frequently travel between 

countries such as cabin crew or travellers. The entrance banier to become the grey 

importers is very low as there are a high demand for grey luxury fashion goods while the 

grey sellers are open to pay anyone who can deliver those goods when they need. Based 

on this win-win scenario, the number of importers is limitless as lots of people want to be 

involved with the grey market and get some extra income. As the number of importers is 

growing, it is not possible for all importers to avoid facing the custom charges on 

imported goods. Accordingly, many importers are required to associate with corruption 

during the import process. 

Corruption is deep-rooted problem in the Thai bureaucracy (Bangkok Post, 2018). It can 

be found in many business sectors in Thailand including the grey market. Corruption 
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plays an important role in the grey luxury fashion market as it allows the grey sellers to 

import luxury fashion goods with a small bribery instead of paying 30% import tax. Gan 

Integrity's report (2017) reveals that there is a high rate of corruption in Thailand's 

customs administration as custom officers accept bribe from the grey dealers in exchange 

for import duty. According to Transparency International (2017), Thailand is the 3rd most 

corrupt countries, based on bribery rate, in Asia. The corruption makes it possible for the 

grey sellers to sell luxury fashion goods at a competitive price to attract consumers 

because they do not have to pay for import tax. It can be said that the grey market cannot 

grow or even exist without the corruption. 

2.6 Chapter Summary 

This chapter defined the concept of luxury and explored luxury fashion goods in the 

current global market. The global luxury fashion goods market tends to grow 

continuously as luxury consumers, especially in developing markets, expand. It also 

explores the luxury fashion goods segment in Thailand and the significance of Thai 

cultural differences towards luxury fashion consumption to provide more understanding 

of the Thai luxury fashion market, which is the main focus of this study. In addition, it 

also introduces the grey luxury fashion goods concept including definitions, process, 

significance, and how it emerges and grows in Thailand. The background infonnation in 

this chapter demonstrates the fundamental concept of this thesis involving the grey luxury 

fashion goods in Thailand. The next chapter will review the literature of consumer 

behaviour models. 
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CHAPTER 3: CONSUMER BEHAVIOUR TOWARDS LUXURY 

CONSUMPTION 

3 .1 Introduction 

Chapter 2 depicted the current market data of global luxury fashion goods, the luxury 

fashion market in Thailand, identified cultural aspects of Thai consumers towards the 

consumption of luxury goods and highlighted the significance of the grey luxury fashion 

segment in Thailand. It is evidenced that grey traders caused the Thai government to lose 

millions in import duty each year and it will continue to grow as more Thai consumers 

turn to the grey market (Pantong, 2013; Thompson, 2009). However, an investigation of 

the causes and effects of the Thai grey luxury fashion market is lagging behind because 

the grey market in Thailand is not fully legal, making its infonnation difficult to pinpoint. 

In this view, an appropriate research strategy for Thai consumers' decision-making styles 

for grey luxury fashion goods requires a comprehensive and reliable knowledge of 

consumer behaviour not only from superficial factors, like financial, but from a more 

complex cognitive perspective. The review of literature on consumer behaviour theories 

will provide essential background information on consumers' decision-making process, 

which will fonn a research strategy for this study. Firstly, it will provide a discussion of 

consumer decision-making theory in order to illustrate foundation knowledge of 

consumer behaviour. Secondly, it will explore consumer decision-making in relation to 

luxury consumption. This section will emphasize on motives for luxury consumption, 

which is greatly important to the consumer decision-making process for grey luxury 

fashion goods. Then, significant differences between consumers' cultural orientation on 

luxury consumption will be highlighted. Lastly, motives for luxury purchases of Asian 

consumers will be identified. 

3.2 Consumer Decision-Making Theoretical Foundation 

The purpose of reviewing consumer decision-making theory in this section is to provide 

a theoretical background on the decision-making process, which is relevant to consumer 

buying behaviour. 

The consumer decision-making model is regarded as a conceptual basis for explaining 

consumer behaviour (Foxall, 1990; Hunt, 2010; Knox, 1996). It is initially developed 

from a cognitive perspective with the aim to identify and measure a consumer's cognitive 
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process during a pre-purchase stage (Abley, 2000). It is believed that consumers' pre

purchase cognitive processes will lead to an understanding of consumer brand choice 

(Foxall, 1990). The cognitive perspective was introduced to psychology research by 

Edwards (1954, 1961). His research on decision making behaviour reveals that human 

judgement and decisions are drawn from cognitive perspectives rather than mathematical 

probability (Edwards, 1954, 1961 ). This concept has been widely studied within 

psychological science, such as cognitive therapy for the treatment of emotional disorders 

(Beck, 1976; Segal, Williams and Teasdale, 2013) as well as consumer behaviour in 

regards to affective and emotional appeal and purchase intention (Batkoska and Koseska, 

2012; Seaman and Koenig, 1974). 

The consumer cognitive decision-making models were widely developed during the 

1960-1970s as summarized by Abley (2000) in Table 3. 

Author(s) Year Sequence 

Lionberger 1960 Seeing - Reading - Believing - Remembering -

Rogers 1962 Acting 

- - -Colley 1961 Unawareness Awareness Comprehension 
Conviction - Action 

Lavidge and Steiner 1961 Awareness - Knowledge - Liking - Preference -
Conviction -
-

Action 
- -Niscosia 1968 Attributes Attitude Information Search 

Motivation - Decision - Experience - Attributes 

McGuire 1969 Exposure - Attention - Comprehension - Conviction 
-Action
- -Howard and Sheth 1969 Attention Brand Comprehension - Attitude

Intention -Purchase
-Engel, Kollat and 1970 Stimuli (need) - Motive - Information Search

Blackwell Evaluation - Decision

Rogers and Shoemaker 1971 Knowledge -Persuasion - Decision - Confirmation

- - -McGuire 1976 Exposure Perception Comprehension 
- - -Agreement Retention Retrieval Decision 

Making - Action 

Engel, Blackwell and 1978 Perceived Information - Problem Recognition - Search 

Kollat - Evaluation of Alternatives - Beliefs - Attitudes -
Intentions - Choice

Britt 1978 Exposing - Attending - Perceiving - Learning and
Remembering - Motivating - Persuading - Desired

Action
Table 3: Cognitive Models of Consumer Decision-Making (Abley, 2000) 

Cognitive philosophy focuses on internal psychological processes (Solomon, Bamossy, 

Askegaard and Hogg, 2006). Abley (2000) exhibits that these consumer decision-making 

models involve cognitive philosophical stances, which are difficult to measure but they 
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do exist. The cognitive process reveals the underlying motivations which lead to 

consumers' response (Batkoska and Koseska, 2012). As Howard and Sheth (1969) 

explain, the outputs are the responses that consumers may react to the inputs. 

Inputs or stimulus is recognized when consumers are aware of their needs (Engel, Kollat 

and Blackwell, 1982). Stimulus is highly relevant to luxury purchasing decision. For 

example, quality is one of the main motives for luxury consumption as consumers link 

superior quality with luxury goods (Husic and Cicic, 2009). Moreover, it also increases 

consumers' purchasing intention (Ho et al, 2012). However, cognitive theorists (Payne, 

Bettman and Johnson, 1993) explain that consumers do not instantly respond to stimuli 

but they also take their beliefs, perceptions and motivations into account when making 

decisions. It can be said that cognitive perspective enhances understanding on how 

consumers process information rather than focusing on a relationship between stimulus 

and response (Solomon et al, 2006). 

From the cognitive point of view, consumers are seen as problem solvers who use 

available information to make the best out of a situation (Solomon et al, 2006). After 

needs are recognized, consumers will search for info1mation in relation to the needs 

through an internal (memory) and/or external (e.g. marketing media) source (Engel et al, 

1982). Howard and Sheth (1969) assert that buying behaviour is a cycle of brand choice 

decision as consumers refer to relevant information stored in their memory when they 

make decisions. 

Consumers process information of the products in relation to their expectation from the 

purchase against their evaluation criteria (Brady, Robertson, and Cronin, 2001; Cronin, 

Brady, and Hult, 2000). Engel et al (1982) believe that consumers' evaluation process is 

an on-going procedure. Consumers may re-evaluate their choice until the post-purchase 

and even product consumption stage (Cronin et al, 2000). The final evaluation is reflected 

as the outcome where the consumer evaluates whether they are satisfied or dissatisfied 

with their decision (Brady et al, 2001). It can affect consumers' future purchasing 

behaviour as the decision outcome is linked with consumers' belief and attitude (Engel et 

al, 1982). Consumers' attitude is positively related to purchasing intention (Engel et al, 

1982) while purchasing satisfaction can affect consumers' attitude (Howard and Sheth, 

1969). Consumer satisfaction will lead to positive attitude and re-purchase intention while 

consumer dissatisfaction might lead to a search for alternatives (Brady et al, 2001). 
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It is also important to note that consumers' cognition does not purely represent an 

individual's perspective as it can be affected by cultural influence (Carley, 1986). The 

social interaction and exchange of information impact consumers' cognition through the 

social context in which they belong (Panzarasa and Jennings, 2002). Carley (1986) 

clarifies that the social structure also plays an important role on consumers' cognition as 

it may restrict or facilitate interaction among members, which affects the level of 

information and knowledge of an individual. Many studies on luxury consumption ( e.g. 

Truong, Simmons, McColl, and Kitchen, 2008; Vigneron and Johnson, 1999, 2004) also 

confirm that social influence is an important factor that motivates consumers to purchase 

luxury goods. 

However, there are many criticisms on the applicability of consumer cognitive decision

making process (e.g. Brinberg and Lutz, 1986; Horton, 1984). Brinberg and Lutz (1986) 

point out that these consumers' decision-making processes are developed as a series of 

linear stages. Many researchers (Ehrenberg, 1988; Phillips and Bradshaw, 1993) argue 

that, in reality, consumers may not follow a series of decision-making sequences outlined 

by the models when they make a decision as the decision-making variables may occur 

concurrently. Moreover, these traditional decision-making models assume that 

consumers always have the capacity to make a rational judgement in an evaluation 

process (Brinberg and Lutz, 1986). 

In addition, these models do not show any concern about unplanned buying behaviour 

such as an impulsive purchase (Kang, 2013). Researchers (e.g. Dibb, Simpkin, Pride and 

Ferrell, 1994; Kang, 2013) point out that impulse buying becomes more important to 

marketers as well as academics as more consumers associate shopping with leisure rather 

than logical activity. Kang (2013) describes that impulse purchase involves short 

decision-making, unnecessary at the moment, and being unplanned prior to purchase. 

Though, Kang (2013) notes that impulse buying does not always have to be an unplanned 

action. Furthermore, Meyer-Levy and Strenthal (1991) suggest that the difference in 

demographic characteristics, for instance gender, also influence consumers' decision

making process, thus, it should be integrated in these models as well. 

In sum, a review of decision-making theory in this section has provided a concrete 

foundation of the decision-making process. It has highlighted the importance of motives 

(e.g. Engel, Kollat and Blackwell, 1982; Husic and Cicic, 2009) while underlining the 

influence of personal ( e.g. Brady, Robertson, and Cronin, 2001; Engel et al, 1982) and 

interpersonal (e.g. Panzarasa and Jennings, 2002; Vigneron and Johnson, 1999, 2004) 
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factors towards the decision-making process. Accordingly, the next section will discuss 

influencing factors, specifically, on luxury consumption to determine a consumer's 

motives on luxury fashion goods as these elements are part of a consumer's decision

making styles. 

3.3 Consumer Decision-Making in Relation to Luxury Consumption 

Consumer behaviour on luxury consumption has been widely studied by many scholars 

in the past (e.g. Chadha and Husband, 2006; Veblen, 1899; Vigneron and Johnson, 1999, 

2004). As previously discussed in section 3.2, personal and interpersonal motives are 

important elements that influence the decision-making process (Engel et al, 1982; 

Panzarasa and Jennings, 2002). They are also recognized as a significant element in 

driving consumers to consume prestige products (Leibenstein, 1950; Wong and Ahuvia, 

1998). Personal and interpersonal perceptions of luxury consumption are integrated and 

developed by Vigneron and Johnson (2004), known as the brand luxury index model or 

BLI which will be discussed in the following sub-section. 

3.3.1 Brand Luxury Index Model 

Brand luxury index model is a consumer's perception of the luxury brand measurement 

tool (Figure 6) (Vigneron and Johnson, 2004). Vigneron and Johnson (2004) developed 

this model by extending the research of Kapferer (1998), Vigneron and Johnson (1999), 

and Dubois and Laurent (1994) on consumers' attitudes towards luxury brands. Vigneron 

and Johnson (2004) utilize the luxury-seeking consumer behaviour framework (Vigneron 

and Johnson, 1999) to derive five luxury dimensions: perceived conspicuous, perceived 

uniqueness, perceived quality, perceived hedonism and perceived extended self. 

These five factors are consistent with previous research that luxury consumers' motives 

involve interpersonal effects: conspicuousness (Veblen effect), uniqueness (Snob effect) 

and conformity (Bandwagon effect) (Leibenstein, 1950; Mason, 1992; Vigneron and 

Johnson, 1999) and personal effects: emotional benefits (Hedonist effect) and quality 

reassurance (Perfectionist effect) (Dubois and Lauren, 1994; Tsai, 2005; Vigneron and 

Johnson, 1999). In addition, Vigneron and Johnson (2004) also adopted a luxury scale 

proposed by Dubois and Laurent (1994) as a luxury perceptions measurement tool for this 

model. 
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Figure 6: Brand Luxury /11dex MMe/ (Yigneron and Johnson, Z004: 488) 

Interpersonal Perceptions 

Perceived conspicuousness 1s illustrated by Leibenstein ( 1950) as a conspicuous 

consumption when consumers prefer to consume luniry products publicly because they 

are more expensive than others. Lewis, and Mo ital (2016) explain that price has an impact 

on conspicuous consumption as they found that more expensive luxury goods are more 

preferable than less expensive luxury goods. Recent researches on luxury consumption 

(e.g. Giovannini, Xu, and Thomas, 2015� Shaikh, Malik, Akram, and Chakrabarti, 2017) 

exhibit that conspicuous consumption is positively related to luxury purchasing intention 

as consumers use luxury goods to signal their wealth and social status through public 

consumption. Conspicuous consumers use luxury goods to conform with their reference 

group and djfferentiate from others (Rod, Rais, and Schwarz, 2015). Liang, Ghosh, and 

Oe (2017) asse1t that consuming luxury goods in public is one of main motivations for 

Iu.xury consumption. 

Perceived uniqueness occurs when consumers purchase certain products for exclusivity 

(Leibenstein, 1950). A recent study by Tak, and Pareek (2016) reveal that uniqueness has 

a positive influence towards luxury brands especially to consumers who express high 

leveJ of individuality. Hennigs, Wiedmann, Klarmann, and Behrens (2015) point out that 

scarcity and exclusivity are mandatory to maintain the status of luxury as consumers see 

these elements as fundamental characteristics of luxury. It also implies that a product 

which is scarce or exclusive can fulfil consumers' need for uniqueness and enhances 

desire for the brand (Shaikh, Malik. Akram, and Chakrabarti, 2017). Consistently, Jain, 

46 



Khan and Mishra, (2015) establish that exclusivity and exceptional quality features of 

luxury products has a great impact on consumers' demand as it seems to be more valuable 

to customers. 

Consumers believe that luxury brands offer superior quality compared to non-luxury 

products (Hennigs, Wiedmann, Klarmann, and Behrens, 2015). For this reason, 

excellence in quality is often associated with perception of luxury and considered to be 

one of motivations for luxury consumption (Jain, Khan and Mishra, 2015). However, 

Vijaranakom and Shannon (2017) argue that quality alone might not be able to influence 

consumer's purchasing decision for luxury goods as consumers also incorporate other 

characteristics of luxury into consideration before making a decision. 

Personal Perceptions 

Perceived hedonism is the state in which consumers buy luxury products for their 

emotional/personal benefits such as reward and self-fulfilment rather than functional or 

other interpersonal factors (Jiang and Shan, 2018). Apart from functional benefits, luxury 

goods are known to attach with intangible benefits such as sensory pleasure and 

excitement (Stepien, Lima, Sagbansua, and Hinner, 2016). A study of Liang, Ghosh, and 

Oe (2017) reveals that these emotional benefits play an important role in luxury 

consumption as many consumers willing to spend money on luxury for indulgence, 

relaxation and enjoyment. However, Chen and Lamberti (2015) fu1iher express that the 

impact of emotional benefits can be differ among consumer cultures for example, 

individualist consumer culture put greater emphasis on hedonism than collectivist 

consumers. 

Perceived extended self is another key aspect for luxury consumption as many consumers 

associate luxury goods with their self-perception (Sreejesh, Sarkar, and Roy, 2016). 

Consumers may express their self-identity or ideal-self through identity of luxury brand 

(Chen and Lamberti, 2015). Timperio, Tan, Fratocchi, and Pace (2016) explain that this 

symbolic integration through luxury consumption occurs because consumers want to 

enhance their self-concept into a particular identity. However, a recent study by Wu, 

Chen, and Nguyen (2015) demonstrate that Asian consumers tend to develop their self

identity through luxury goods more than Western consumers because maintaining one's 

face is so important in Asian culture. 

Although the Brand Luxury Index model proposed by Vigeron and Johnson (2004) 

integrated important factors such as interpersonal and personal value to measure 
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consumer's perception of luxury, many scholars (e.g. Duma, Hallier-Willi, and 

Steinmann, 2015; Vecchi and Buckley, 2016) argue that the decision-making process of 

luxury-seeking consumers is not only affected by personal and interpersonal effects but 

also a consumer's perceptions ofluxury goods which can be subjective and varied among 

consumers. Additionally, recent researches on luxury consumption exhibit that perception 

of luxury can be derived from other factors such as price (Siu, Kwan, and Zeng, 2016), 

innovative design (usability) (Roncha, and Montecchi, 2017) materialism (Wang, 2016), 

and prestige value (Lee, Chen, and Wang, 2015), which are not included in the BLI 

model. Many researchers (e.g. Liang, Ghosh, and Oe, 2017; Siu, Kwan, and Zeng, 2016; 

Sreejesh, Sarkar, and Roy, 2016) establish that price is an important characteristic of 

luxury goods that have an impact on consumer's purchasing decision. Furthermore, 

usability features such as design, practicality and function of luxury product can also 

influence luxury consumption (Roncha, and Montecchi, 2017; Vijaranakom and 

Shannon, 2017). On the other hand, materialism has a great effect on demand of luxury 

goods (Wang, 2016) while prestige value is another significant aspect of social dimension 

apart from conspicuous consumption ( Chen and Lamberti, 2015; Young and Combs, 

2015). 

Based on this notion, it is crucial for this research to further explore other luxury value 

model that take these luxury values into consideration called Consumer's luxury value 

perception model proposed by Wiedmann et al (2007). Wiedmann et al (2007) further 

extended the five-dimensional framework of Vigneron and Johnson (2004) by integrate 

all relevant values of luxury perceptions and developed them into a multidimensional 

model in order to enhance an understanding of consumers' luxury consumption behaviour 

as previously discussed in section 2.2.1.1. Consumers' luxury value model proposed by 

Wiedmann et al (2007) considered four key dimensions: financial, functional, individual 

and social. They include other four luxury values that were omitted from Vigneron and 

Johnson's (2004) framework which are price value, usability value, materialism value 

and prestige value. These elements will be discussed in the next sub-section. 

3.3.2 Consumers' Luxury Value Perceptions Model 

Consumers' luxury value perceptions framework (shown in Figure 7) is constructed from 

an integration of luxury value concepts from previous literature such as economic, 

cultural and social capital (Bourdieu, 1984) as well as personal and interpersonal factors 

(Vigneron and Johnson, 2004). By taking all relevant luxury value perceptions into 

account, Wiedmann et al, (2007) aim to enhance the understanding ofluxury consumption 
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dimensions through this model. The nme luxury values included in the model are 

categorized into four primary dimensions: financial (price value), functional (usability 

value, quality value, and uniqueness value), individual (self-identity value, hedonic value, 

and materialism value) and social ( conspicuousness value, and prestige value in social 

network). These key dimensions and sub-dimensions will be discussed in detail as 

follows: 

Financial Dimension of Luxury Value Perceptions 

The financial dimension refers to the use of monetary unit to express value of the products 

as well as the sacrifice made by consumers in order to obtain them (Wiedmann et al, 

2007). This dimension was not included in the BLI model by Vigneron and Johnson 

(2004) though many luxury consumption literatures (e.g. Kapferer, Klippert, and 

Leproux, 2014; Siu, Kwan, Zeng, 2016) demonstrate that price of luxury goods are 

important element to consider when it comes to luxury as follow: 

Price Value: Expensive price is considered to be a characteristic of luxury goods 

(Kapferer, Klippert, and Leproux, 2014; Siu, Kwan, Zeng, 2016). Kapferer and Valette

Florence (2016) assert that many consumers see price as an indication of quality though 

the high price of luxury may not be justified by a gap in product quality. However, 

expensive price makes luxury goods more desirable because it enhance exclusivity as not 

everyone can afford to pay such price (Wu, Chen, and Nguyen, 2015). 

Functional Dimension of Luxury Value Perceptions 

The functional dimension mainly concerns the benefits and utilities of the luxury products 

such as usability, quality and uniqueness (Wiedmann et al, 2007). In the BLI model by 

Vigneron and Johnson (2004), two dimensions: quality and uniqueness are categorized 

as interpersonal perceptions (external factors) which also includes conspicuous 

conscious. On the other hand, Wiedmann et al (2007) layout a more detailing framework 

by distinguished quality and uniqueness apart from conspicuous conscious and put them 

into functional dimension of luxury. Wiedmann et al (2007) also add usability value 

which was excluded from the BLI model (Vigneron and Johnson, 2004) but deem to be 

related to the perception of luxury as follow: 

Usability value: Usability is the core benefit of luxury products which is measured by 

features, design, and ease of use to address consumers' need (Roncha, and Montecchi, 

2017). Luxury brands normally design their products to facilitate the basic usage and 

49 



consumers' desire such as aesthetic, functionality and durability in order to maintain their 

reputations (Timperio, Tan, Fratocchi, and Pace, 2016). Many researchers ( e.g. Cavender 

and Kincade, 2014; Rod, Rais, and Schwarz, 2015) illustrate that innovative aesthetic and 

well-manufactured luxury goods are not only provide functional benefits but also 

emotional benefits to consumers. 

Quality value: A superior quality is a fundamental characteristic of luxury goods that 

consumers expect from luxury brands (Hennigs, Wiedmann, Klaimann, and Behrens, 

2015). It is considered to be one of the reasons for luxury consumption (Jain, Khan and 

Mishra, 2015). However, for luxury brands, an excellence in quality might not be limited 

to products but also service such as pleasant packaging or shopping experiences (Kapferer 

and Valette-Florence, 2016). 

Uniqueness value: Uniqueness involves the relationship between personal and society's 

demand of a certain product, accordingly, it is common for luxury products to embed 

some level of uniqueness through its premium price or distribution channel that cannot 

be reach by everyone (Hennigs, Wiedmann, Klai·mann, and Behrens, 2015). Jain, Khan 

and Mishra (2015) assert that consumers' desire can be enhanced by the rai·ity and 

exclusivity of the products or brands. Nevertheless, some consumers may perceive 

limited-edition item as an indication of prestige price (Sjostrom, Corsi, and Lockshin, 

2016). 

Individual Dimension of Luxury Value Perceptions 

The individual dimension represents the personal orientation of consumers regarding the 

consumption ofluxury goods including the perceived level of self-identity, hedonism and 

materialism (Wiedmann et al, 2007). This dimension shares some similarities with the 

BLI model by Vigneron and Johnson (2004) that it focuses on personal level and contains 

self-identity and hedonism. However, Wiedmann et al (2007) also include materialism 

value into the framework as many researchers (e.g. Sharda and Bhat, 2018; Wang, 2016) 

suggest that materialism is significantly related to luxury consumption. 

Self-identity value: Self-identity refers to an internal aspect of how an individual perceives 

him/herself (Wu, Chen, and Nguyen, 2015). It play a significant role in luxury 

consumption as many consumers associate their self-identity with luxury brands' identity 

(Chen and Lamberti, 2015). Additionally, consumers may strengthen their self-concept 

by integrating the identity of luxury brands into their self-concept (Sreejesh, Sarkar, and 

Roy, 2016). 
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Hedonic value: Hedonism describes emotional benefits and intrinsic pleasure gained from 

the purchase of products or services (Stepien, Lima, Sagbansua, and Hinner, 2016). Many 

studies (e.g. Chen and Lamberti, 2015; Jiang and Shan, 2018) illustrate that the subjective 

intangible benefits such as sensory pleasure or self-fulfilment are often associated with 

luxury consumption. The hedonic luxury consumers depend on their individual fulfilment 

and are unlikely to be susceptible to interpersonal influence (Liang, Ghosh, and Oe, 

2017). 

Materialistic value: Materialism involves a significant degree of possession in one's life 

(Belk, 1985). It is related to luxury consumption as highly materialistic individuals prefer 

possession of expensive items (Wang, 2016). From materialistic consumers' point of 

view, possessions of goods are communication tools to express their social status which 

facilitates conspicuous consumption. (Salman and Warraich, 2016). Nevertheless, highly 

materialistic consumers are not only heavily rely on external influences and public 

consumption but also emotion benefits and quality of luxury goods (Sun, Wang, Cheng, 

Li, and Chen, 2017). 

Social Dimension of Luxury Value Perceptions 

The social dimension focuses on the perceived utility gained by consumers when they 

consume luxury products that are recognized within their social groups such as 

conspicuousness and prestige value (Wiedmann et al, 2007). In the BLI model, Vigneron 

and Johnson (2004) only consider interpersonal and personal perceptions which focus on 

the significances of external and internal factors. Vigneron and Johson (2004) categorize 

conspicuous consumption into interpersonal perception along with quality and 

uniqueness. On the other hand, Wiedmann et al (2007) put great attention on the social 

factors by isolating conspicuous value and include prestige value into their social 

dimension. Wiedmann et al (2007) explain that conspicuous value concentrate on public 

consumption to show wealth while prestige value emphasis on the use ofluxury goods to 

confonn with social group. Many researchers (Cheah et al, 2015; Sreejesh, Sarkar, and 

Roy, 2016) agree that social influence has great impact on luxury consumption as follow: 

Conspicuousness value: Conspicuous consumption refers to the use of expensive products 

in a public context to display an individual's economic power and wealth (Timperio, Tan, 

Fratocchi, and Pace, 2016). The perceived status of the brands or products in the society 

can also influence conspicuous consumption as consumers associate the status of the 

brand with their social position (Giovannini, Xu, and Thomas, 2015). Shaikh et al (2017) 
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explain that conspicuous consumption 1s one of the mam motivations for luxury 

consumption as many consumers use luxury products to establish their social status. 

Prestige value in social network: Prestige value in social network emphasises the use of 

luxury products to communicate superior social relationships (Wiedmann et al, 2007). 

Liang, Ghosh, and Oe (201 7) explain that social referencing is one of the main 

motivations for luxury consumption as consumers are influenced by majority opinion of 

the reference groups which they belong or want to belong to. Accordingly, consumers 

may use luxury products as a symbolic sign of group membership in order to conform to 

their social reference groups and/or distinguish themselves from those who hold a 

different value or social position (Rod, Rais, and Schwarz, 2015). 

Wiedmann et al (2007) asse11 that these value dimensions are strongly correlated but 

identical. Their influences and weight on an individual may be varied, thus, it can be used 

as a framework to finther identify luxury consumers and classify them into appropriate 

segments (Widmann et al, 2007). A study by Hennigs, Wiedmann, Klarmann, and 

Behrens (2015) also confirm that all four dimensions are related as they reveal that 

financial, functional, and social dimensions have a great influence on individual 

dimension, which leads to purchasing intention. Many studies (e.g. Hennigs et al, 2015; 

Teimourpour et al, 2013; Timperio et al, 2016) illustrate that this framework can be 

replicated and employed in a cross-cultural context as it integrates all primary sub

dimensions that influence consumers' motives and value on luxury consumption from 

different perspectives. Additionally, Chen and Lamberti (2015) suggest that, apart from 

these four dimensions, brand value dimension should also be considered as it can motivate 

consumers to purchase luxury. However, Chen and Lamberti (2015) only focuses on 

upper-class consumers while Wiedmann et al (2007) emphasis on general luxury 

consumers. 

Shukla, Singh, and Banejee (2015) argue that luxury dimension should consist of three 

components which are functional, experiential, and symbolic value. They combine self

directed (individual) and other-directed (social) symbolism into single dimension called 

symbolic value. Nevertheless, they disregard the financial aspect, which is an important 

element of luxury products (Wu, Chen, and Nguyen, 2015). On the other hand, Sreejesh 

and Roy (2016) suggest that there are four dimensions for luxury perception which are 

identity signalling, social recognition, self-esteem, and achievement signalling. 

Additionally, they demonstrate that brand attachment can play important role in 

influencing consumer to pay a premium price. Although Sreejesha and Roy's (2016) 

52 



luxury framework captures personal and interpersonal, they exclude functional aspect of 

luxury goods which are important motives for luxury consumption (Roncha, and 

Montecchi, 2017). Meanwhile. Liang, Ghosh, and Oe (2017) only concentrate on two 

perceptions: self and society. They associate uniqueness with self-perception though 

many scholars (e.g.) view that uniqueness is a characteristic of luxury not individual's 

perception. 

Figul'e 7: Co11sumers' Luxury Vlllue Perception Model (Wiedmllnn et al, 2007, p. 5) 

Table 4 below presents a summary of luxury dimensions identified in the BLI model 

(Vigenron and Johnson, 2004), Consumer luxury value perception model (Wiedmann et 

al > 2007) and recent literatures on luxury consumption (Chen and Lamberti, 2015; 

Hennigs, Wiedmann, Klarmann, and Behrens. 2015; Liang, Ghosh, and Oe, 2017: Shukla,e

Singh, and Banejee, 2015; Sreejesh an Roy, 2016) discussed in this section.e
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 Quality, Uniqueness, Hedonism, and Conspicuous consumption are relevant to consumer 

luxury purchasing decision across the research, which emphasis that luxury consumption 

behaviour can be influenced by many factors including, functional, personal and 

interpersonal dimensions as discussed in the beginning of this section. However, the 

differences in luxury value across studies are also reflected from the differences in 

consumer culture (Hofsted, 1991 ). As evidenced in luxury consumption studies ( e.g. 

Shukla, Singh, and Banejee, 2015; Stepien, Lima, Sagbansua, and Binner, 2016), 

perception of luxury can be differed from culture to culture. Accordingly, cultural 

influence in relation to luxury consumption will be discussed in the next section. 

3.4 Cultural Differences and Luxury Goods Consumption 

Culture refers to an accumulation of shared value, attitude and belief among people in the 

same environment (Hofsted, 1991 ). Value is at the heart of culture as it leads to attitude 

and belief, which affects behaviour (Hofstede, 2001). As previously discussed in section 

3.2, a consumer's cognitive process leads to action and then turns to behaviour which can 

be influenced by culture (Carley, 1986; Engel et al, 1982). Culture injects value, attitude 

and belief into a consumer's cognitive process and that is why people from different 

cultures interpret things differently in reference to their culture (Kotler, 1994). As 

evidenced, people from different cultures may consume products for different reasons 

because the social meaning attached to products is different (Wong and Ahuvia, 1998). 

The differences and similarities of consumer culture can be identified through 

individualism/collectivism dimension, which is a major root within culture (Hofstede, 

1991, 2001; Triandis, 1995). Individualists are known to be independent of others as they 

prefer to be viewed as individual rather than a part of a group (Hofstede, 1991 ). They are 

insensitive to social influence but greatly value self-expression and uniqueness (Triandis, 

1995). In addition, individualists put emphasis on their attitude more than social norm 

while personal goal is more important than community goal (Watkins and Liu, 1996). On 

the contrary, collectivists strongly pertain to society as they feel secure to be in a group 

(Hofstede, 2001). They highly value the role of community; consequently, priority is 

always given to group goals over personal goal (Watkins and Liu, 1996). Social influence 

has a great impact on collectivists because they prefer to be connected and conform with 

the reference group (Triandis, 1988). 
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However, it is important to acknowledge that cultural orientation seeks to explain 

consumer characteristic in a society scale (e.g. group of countries, country or cities). It is 

possible that not every individual in the society shares the same value as the collectivist 

or individualist in accordance with their culture. As many researchers (Kapoor, Hughes, 

Baldwin, and Blue, 2003; Triandis, 1995) explain that a level of individualism and 

collectivism can be seen within every culture but one of them always predominant. In 

addition, the differences within individualist cultures or collectivist cultures also exist as 

each culture has its own meaning (Triandis, 1995). 

Previous research (Wong and Ahuvia, 1998) exhibits that differences in individualism

collectivism cultural orientation greatly influence luxury consumption behaviour due to 

the differences in the perception of luxury. Many scholars (e.g. Li and Su, 2007; Shukla 

and purani, 2012; Wong and Ahuvia, 1998) conduct research to study the impact of 

differences in culture between individualism and collectivism on luxury consumption by 

using Western samples to represent individualists and Asian samples to represent 

collectivists. Wang and Waller (2006) illustrate that individualism is predominant among 

Western consumers while collectivism is a principal culture in Asia. As supported by Kim 

(1997), Westerners mainly consider their personal value while Asians are collectivism 

oriented as they view social norms as a guideline for their behaviour. 

A study by Wong and Ahuvia (1998) reveals that motivations for luxury consumption 

between individualists and collectivists are completely different. Westerners and Asians 

have dissimilar views on the meaning of luxury goods consumption and ownership of 

luxury goods (Phau and Prendergast, 2000). Personal fctors are the main drive for luxury 

consumption among individualists (Li and Su, 2007). Western consumers, as 

individualists, are self-directed and indifferent to social value (Wang and Waller, 2006). 

Luxury consumption is perceived as a reward to personal achievement among 

individualists (Shukla and Purani, 2012). They focus on their own pleasure from the 

luxury consumption experience rather than to please others (Wong and Ahuvia, 1998). 

Product uniqueness and exclusivity are important to individualists (Shavitt and Cho, 

2016) as they consume luxury goods mainly to enhance their self-concept. However, 

Shukla and Purani (2012) argue that luxury individualism consumers are struggling to 

express their self-identity through exclusiveness of luxury goods. This is due to the 

decrease in exclusivity of luxury goods when the availability of products is increasing 
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globally in the luxury industrialization era (Thomas, 2008). Moreover, functional of 

luxury goods are significant for individualist consumers' purchasing decisions (Shukla 

and Purani, 2012). They see exceptional quality as a requirement ofluxury goods (Wong 

and Ahuvia, 1998). 

On the contrary, Asian consumers, as collectivists, put great emphasis on interpersonal 

factors (Chadha and Husband, 2006). Luxury consumption is not fully reflected by 

materialism in consumers as it is more related to social influence (Schutte and Ciarlante, 

1999). In a collectivist culture, public consumption is one of the main influences ofeluxury 

purchases because Asians consume luxury goods to conform and gain acceptance from 

their social group (Phau and Prendergast, 2000). They prefer to consume luxury brands 

that are well-known and highly expressive as they value social reference over their 

personal taste (Kim, 1997). 

Luxury goods are used as a symbol of wealth to communicate collectivists' social position 

(Wong and Ahuvia, 1998). In addition, collectivists emphasise the importance of 

regarding others which is also known as 'face' (Schutte and Ciarlante, 1999). Asians 

prefer to use luxury goods that are widely accepted in their society over their preference 

to avoid losing face and maintain their social status (Chadha and Husband, 2006). They 

always give luxury goods as a gift to others to protect their face (Dubois, Laurent, and 

Czellar, 2001 ). The social meaning of luxury goods is often conveyed by price, brand 

name and social acceptance rather than quality in a collectivist culture (Schutte and 

Ciarlante, 1999). 

Thai culture is among one of the most collectivist in Asia (Hofsted, 1980). It is common 

for Thais to live in an extended-family. Accordingly, Thai consumers are group-oriented 

as they are familiar as a member of the group (Chadha and Husband, 2006). Family and 

peer-group is a small culture that influences an individual's decision where Thai society 

is shaped by social interests (Buriyameathagul, 2013). Subjective norm is one of the main 

drives for luxury consumption in Thailand as Thai consumers buy luxury goods to 

conform with their social group (Posakabuta, 2015). Thais prefer popular luxury goods 

over not in-demand ones because popular luxury goods gain more social acceptance than 

non-popular items (Chadha and Husband, 2006). Moreover, expensive yet symbolic gifts 

such as luxury goods are always exchanged in Thailand as a way to honour each other 

and to secure their 'face' (Wongtada, Leekunthanip and Sanghpakdi, 1997). 
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Based on this view, collectivism among Thai consumers is quite similar to collectivism 

in other Asian cultures regarding luxury consumption. Therefore, Asians' luxury 

consumption behaviour will be reviewed in the next section to demonstrate motives for 

luxury goods of collectivist consumers. However, it is important to note that the 

researcher notices a few emerging motives for luxury consumption specifically to Thais 

based on the review ofliterature in section 2.3.2.1. Firstly, celebrity poses a great positive 

impact on demand of luxury goods (Boonpradub and Thechatakerng, 2015; The Nation, 

2015). In addition, social media highly influences Thais to consume luxury goods as a 

part of conspicuous consumption (Quach and Thaichon, 2017). 

3 .5 Asian Consumers Luxury Fashion Goods Consumption Behavioure 

The review of recent literature on Asian luxury fashion consumption in this section aims 

to investigate factors that influence Asian consumers' luxury fashion purchasing decision. 

Although the main focus of this thesis is on Thai consumers' luxury fashion consumption 

behaviour, the literature relating to Thai luxury fashion consumption is very limited and 

is not enough to demonstrate all relevant variables that affect Thai's decision-making 

process on luxury fashion. Instead, literature on Asian luxury fashion consumption as a 

whole can provide a more solid foundation of collectivist luxury fashion consumer 

behaviour in Asia, including Thais. Researchers (e.g. Hofstede, 2001; Kim, 1997; Wong 

and Ahuvia, 1998) also support that there are some similarities in Asian consumer 

behaviour as they hold a similar collectivist culture as previously discussed in section 3 .4. 

Wong and Ahuvia ( 1998) explain that collectivist consumers mainly purchase luxury 

products to emphasise publicly visible possessions and preserve their social status. 

Since there is no research on grey luxury fashion purchasing behaviour specifically, 

consumption behaviour on luxury fashion goods is the best alternative to investigate 

motives for grey luxury fashion goods. As discussed in section 2.5 .1, grey luxury fashion 

goods and luxury fashion goods provide similar consumption benefits, such as 

conspicuous consumption, usability/functional value and quality value among Thais. 

Accordingly, Asian luxury fashion consumption literatures are the best choice to provide 

the outlook of Thai consumers' luxury fashion buying decision. In order to rationally 

identify factors affecting Asian luxury fashion consumption, Consumers' Luxury Value 

Perception model previously discussed in section 3.3.2. is employed as an analytical 

framework as it comprehensively integrates all relevant factors affecting luxury 
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consumption behaviour. The outcome of this section should assist the researcher to 

examine the luxury brand concept of the Thai consumer market and identify underlying 

behavioural factors which influence Thai consumer decision-making and purchasing 

behaviour for grey luxury fashion products. 

3.5.1 Financial Dimension 

Price Value 

Price is one of the main characteristics that distinguishes luxury products from others. 

Researchers (e.g. Chan, To, Chu, 2015; Kulsiri, 2012; Park, 2014) report the significance 

of price value towards luxury fashion consumption among Asian consumers. However, 

there are opposing views on the role and effect of price on luxury consumption. Kulsiri 

(2012) mentions that premium price of luxury products is negatively related to purchasing 

behaviour oflow and moderate-income groups; on the contrary, people with high income 

tend to purchase luxury products a lot more frequently. This finding is supported by Park 

et al (2008) that consumers want to purchase more luxury products if they have more 

earnmgs. 

On the other hand, Chan, To, and Chu (2015) emphasise that Asian consumers are more 

willing to purchase luxury goods in Western countries due to differences in price. 

Differences in price ofluxury goods greatly affect consumer purchasing intention in Asia 

(Park, 2014). Park (2014) establishes that Korean consumers are sensitive to price when 

it comes to luxury purchases. Many luxury consumers are not high-income earners; 

consequently, they are actively seeking for discounts on luxury goods (Park, 2014). 

Zhan and He (2012) argue that consumers are not sensitive to price as they view that the 

prestige price of luxury goods offer other benefits such as social value. On the same side, 

Choo et al (2012) report that price is not a direct factor that influences consumers' 

decision-making process as luxury items can be viewed as an investment because the 

rarity concept is reflected in an increase in price. While Han (2010) demonstrates that 

price is a mediating factor to quality, prestige, and workmanship as consumers are willing 

to pay more for the products that are well-made in high reputation countries of origin such 

as France. Among Thai consumers high price ofluxury goods reflects high quality, which 

influences luxury purchase (Young and Combs, 2016). Furthermore, Hung et al (2011) 

add that price is a mediating factor to symbolic value, which is used to express the owner's 
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wealth. It is positively related to faceesaving and luxury purchasing intention (Siu, Kwan 

and Zeng, 2016). The price ofluxury goods also involves uniqueness as it is not accessible 

for everyone (Jain, Khan, and Mishra, 2015). Additionally, it can be seen as a part of 

brand consciousness as it indicates brand equity and quality (Zhang and Kim, 2013). 

Based on the above discussion, it can be concluded that price value does not have a direct 

impact on Asian luxury consumption (e.g. Choo et al, 2012; Zhan and He, 2012). On the 

other hand, it tends to be a mediating factor of other dimensions of luxury goods such as 

quality value and conspicuous value (Han, 2010; Siu, Kwan and Zeng, 2016). As Charles 

and Howards (2016) explain, price is linked with quality from a luxury consumer's 

perspective. However, Asian consumers prefer to purchase luxury goods at a discounted 

price as they focus on money value (Park, 2014). Even though some researchers (Kulsiri, 

2012; Park et al, 2008) argue that price directly affects consumers' purchasing decision 

regarding luxury goods, their argument is doubtful. This is mainly because the majority 

of their samples are relatively young with lower income (university students), thus, they 

might have little or no luxury consumption experience. 

3.5.2 Functional Dimension 

Usability Value 

Usability value is often seen as a fundamental function of products including luxury 

items. Previous studies (e.g. Chen and Lambe1ii, 2015; Hung et al, 2011) report that 

usability is directly related to consumers' luxury purchasing decision. Li et al (2011) 

express that practicality is a key variable, which has a significant impact on fashion 

lifestyle of consumers as well as influencing their decision-making regarding luxury 

consumption. Consumers expect flawless usability function from luxury goods as it is 

seen as a basic requirement for high price products (Chen and Lamberti, 2015). 

A study by Timperio, Tan, Fratocchi, and Pace (2016) establishes that functional of 

luxury goods motivates Singapore consumers to consume luxury goods regardless of their 

ethnicity. Hung et al (2011) added that luxury fashion consumer weight is on utility of 

products more than symbolic meaning. While Choo et al (2012) illustrate that the impact 

of functional value is insignificant but notable to luxury consumption. 

Besides basic utility, usability value of luxury fashion products is also associated with 

aesthetic dimension such as sophisticated design or upeto-date trend (Kim et al, 2011; 
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Lertwannawit and Mandhachitara, 2012). Chen and Lamberti (2015) reports that 

innovativeness, aesthetics and durability are usability functions that influence consumers, 

especially wealthy ones, to purchase luxury goods. Luxury fashion brands are known for 

their success in well-designed products that deliver the most current trend to attract 

consumers (Kim et al, 2011 ). Accordingly, sophisticated design of luxury goods 

positively affects the consumer's attitude towards luxury brands (Tak and Pareek, 2016). 

Lertwannawit and Mandhachitara (2012) further propose that the fashion aesthetic 

dimension ofluxury goods can also be viewed as a mediating factor between interpersonal 

effects (self-monitoring and social value) and status consumption because consumers 

might adopt an up-to-date fashion style to express their self-concept or maintain their 

status. Casidy, Nuryana and Hati (2015) assert that luxury consumers who are highly 

fashion conscious put great weight on aesthetic of products .sOn the contrary, Choo et al 

(2012) argue that the aesthetic value of luxury has no influence on consumers' purchasing 

intention whether direct or indirect as consumers expect superior design as a basic 

requirement for luxury goods. 

According to previous studies ( e.g. Choo et al, 2012; Hung et al, 2011; Timperio et al, 

2016), evidence suggests that usability value is related to Asian consumers' purchasing 

decision. Even though aesthetic value can be perceived as a mediating factor between 

interpersonal effects and status consumption (Lertwannawit and Mandhachitara, 2012), 

this opinion might not be able to apply to all Asian consumers because aesthetic is 

subjective and varied among consumers. Consumers might perceive and apply aesthetic 

function for different purposes such as expressing their fashion taste (Casidy, Nuryana 

and Hati, 2015). Hence, it can be concluded that usability value has an impact on Asian 

luxury consumption as consumers are surely expected to get concrete functional as well 

as beauty features from luxury products. 

Quality Value 

Quality is another important indicator of superiority of products/services. Many studies 

on Asian luxury consumption (e.g. Choo et al, 2012; Han, 2012; Hung et al, 2011; 

Timperio et al, 2016) confirm that quality is one of the key factors that drives Asian 

consumers to consume luxury goods. Choo et al (2012) demonstrate that quality value is 

the most highly perceived customer value for luxury brands as it is directly linked to 
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consumers' purchasing intention. Asian consumers' attitude towards luxury brands is 

related to perceived quality of product (Siu, Kwan and Zeng, 2016). 

Hung et al (2011) exhibit that Taiwanese consumers consider excellence in quality as a 

core value of luxury products. On the same side, Chinese middle-class shoppers rely 

heavily on overall luxury product benefits such as premium quality as it can affect their 

attitude towards luxury brands as well as influencing their purchasing decision (Zhan and 

He, 2012). Even young Asian luxury consumers such as Singaporean (Timperio et al, 

2016) and Taiwanese (Wu et al, 2015) perceive superior quality as a main characteristic 

of luxury goods. While young Korean consumers put a little extra weight on quality as 

they are sensitive to price-quality ratio of prestige goods due to their relative purchasing 

abilities (Kim et al, 2012). 

Li et al (2012) reveal that a group of Chinese consumers, who only have genuine luxury 

products, greatly emphasise quality of luxury products while other groups of Chinese 

consumers, who never have experienced genuine luxury fashion goods, are willing to pay 

for genuine prestige products in the future because of their superior quality. On the other 

hand, Chinese consumers who have both genuine and counterfeit luxury goods 

purchasing experience are not influenced by outstanding quality of luxury products when 

they are making a purchasing decision (Li et al, 2012). 

Furthermore, Monkhouse et al (2012) illustrate that perception of quality can be 

influenced by common opinion shared among group members; for example, East Asian 

consumers believe that Western luxury products are better in quality than local luxury 

goods. While Han (2010) asserts that consumers might evaluate quality of products by 

their country of origin as consumers assume that luxury products which are made in 

highly reputable countries, such as France, are better in quality than those made in less 

reputable countries, such as China, even for the same brands. 

Derived from the review of literature on Asian luxury consumption, there is strong 

evidence that Asian consumers highly value quality of luxury products ( e.g. Han, 2012; 

Wu et al, 2015); though Li et al (2012) point out that quality is not a factor that influences 

consumers, who own genuine and counterfeit luxury goods, to purchase luxury products. 

The study also shows that these consumers are not influenced by any dimension ofluxury 

goods either (Li et al, 2012). Therefore, it can be concluded that quality is another 
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significant dimension of luxury goods that influences both existing and new Asian 

consumers to consume luxury products. 

Uniqueness Value 

Principles of luxury are often attached to exclusivity, which is believed to be one of the 

main characteristics that attract consumers to consume luxury goods. However, the value 

of uniqueness ofluxury goods might have changed as, at the present, luxury products are 

not something limited but widely consumed. There are some diverse views ( e.g. Hung et 

al, 2011; Monkhouse et al, 2012; Tsai, Yang and Liu, 2013) on the value of uniqueness 

of luxury goods due to different culture, age or even level of knowledge. 

Thai consumers are influenced by the uniqueness concept of luxury brands (Young and 

Combs, 2016). Hung et al (2011) affirm that uniqueness is also a factor that drives 

Taiwanese consumers to purchase luxury products. Wu et al (2015) demonstrate a similar 

view on young female Taiwanese consumers that uniqueness is one of the reasons for 

luxury consumption. However, the relationship between uniqueness and purchasing 

intention becomes insignificant when other factors such as conformity, social recognition 

or purchasing experience, are taken into account. As Tsai, Yang and Liu (2013) 

demonstrate, young Chinese consumers value uniqueness but they may consume luxury 

products to connect between cultural identification and their personal preference rather 

than distinguish themselves from others. 

Zhan and He (2012) express that Chinese consumers also desire luxury products because 

of their uniqueness but it also depends on the level of knowledge that consumers have 

about the brands. More knowledgeable consumers tend to perceive that well-known 

brands are not unique while less-knowledgeable consumers believe that luxury goods are 

exclusive (Zhan and He, 2012). With a high level of need for uniqueness compared to 

U.S. students, Chinese students are not buying rarity concept ofluxury products because 

they view that luxury goods are not exclusive, and they might not use luxury products to 

differentiate their self-image from others (Bian and Forsythe, 2012). Siu, Kwan and Zeng 

(2016) argue that luxury consumers, who value uniqueness, are not only looking for 

distinctive product but also the unique personality of luxury brands. 

A cultural study by Monkhouse et al (2012) shows that different consumer orientations 

and cultures affect the level of uniqueness value. Chinese consumers, who have face-
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saving orientation, are not concerned about uniqueness (Monkhouse et al, 2012). On the 

contrary, Japanese, who value face-saving, highly rated the uniqueness of luxury goods 

while the face-saving orientation of Singaporeans and Vietnamese is not related to 

exclusivity (Monkhouse et al, 2012). Moreover, group-oriented consumers across four 

nations (China, Japan, Singapore and Vietnam) are negatively related to uniqueness 

(Monkhouse et al, 2012). 

In accordance with the literature review above, it is confirmed that the impact of 

uniqueness value of luxury products on purchasing intention is significantly lower than 

before. Asian consumers may use luxury products for different purposes than distinguish 

themselves from others (Bain and Forsythe, 2012; Tsai, Yang and Liu, 2013) as they have 

more knowledge about the luxury brands (Zhan and He, 2012) or hold different value 

(Monkhouse et al, 2012). However, exclusivity is still regarded as motivation for Asian 

luxury consumption (e.g. Hung et al, 2011; Young and Combs, 2016). Thus, it can be 

concluded that uniqueness value is a factor that weakly influences Asian consumers' 

purchasing decision of luxury goods. 

3.5.3 Individual Dimension 

Self-identity Value 

Self-identity dimension is another factor to be considered when it comes to luxury fashion 

consumption as people often use clothing or accessories to enhance their self-concept. 

Thus, many researchers (e.g. Chen and Lamberti, 2015; Kim et al, 2012; Siu, Kwan and 

Zeng, 2016) include self-identity value in their research on luxury purchasing behaviour. 

Hung et al (2011) reveal that self-expression is correlated to purchasing intention of 

luxury goods among Chinese consumers as they use prestige products to enhance their 

self-image. Siu, Kwan and Zeng (2016) further emphasise that Chinese consumers 

enhance their self-concept through the loyal use of luxury brands. Chinese consumers 

usually link their ideal-self with luxury brand identity (Chen and Lamberti, 2015). While 

Singapore consumers also consume luxury goods because they associate their perception 

of self with luxury brand image (Timperio et al, 2016). Self-concept is an important factor 

which influences consumer purchasing behaviour regarding luxury goods as Kulsiri 

(2012) finds a positive relationship between self-identity and purchasing frequency of 

luxury goods among Thai samples. Choo et al (2012) assert that self-expressive value is 
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also significantly associated with the luxury consumption behaviour of Korean 

consumers. Moreover, Kim et al (2012) add that Korean youths are influenced by the self

concept dimension when buying luxury products because they believe that wearing 

luxury goods is one of the best ways to reflect their image. 

A multi-national study (China, Japan, Singapore and Vietnam) by Monkhouse et al (2012) 

further identify that high group-oriented consumers put greater emphasis on self-identity 

when they make a luxury goods purchasing decision than low group-oriented consumers 

because they employ their self-image to blend in with their social group. While comparing 

to UK consumers, Taiwanese buyers perceive luxury brands as a means to strengthen 

their self-concept (Wu, Chen and Nguyen, 2015). Casidy, Nuryana, and Sri (2015) assert 

that Asian consumers, who use luxury goods to reflect their self-image, prefer fashion

related over non-fashion related goods. 

Based on the review of the above studies, there is very strong support from previous 

research (e.g. Chen and Lamberti, 2015; Kulsiri, 2012) that self-identity dimension is 

positively related to consumers' purchasing decision regarding luxury products. Thus, it 

can be concluded that self-identity value has an impact on Asian luxury consumption as 

consumers use luxury products to enhance their self-concept (Choo et al, 2012; 

Monkhouse et al, 2012). 

Hedonic Value 

Luxury fashion consumption often involves hedonic value because luxury goods not only 

offer functional but also emotional benefits to consumers. Many studies ( e.g. Bian and 

Forsythe, 2012; Choo et al, 2012; Wu et al, 2015) report on the relationship between 

hedonic dimension and the prestige goods purchasing behaviour of Asians. 

Bian and Forsythe (2012) exhibit that hedonic value is positively related to purchasing 

intention of luxury goods as consumers demonstrated that owning luxury goods is their 

happiness. Research on Chinese luxury consumption (Liang, Ghosh and Oe, 2017), 

demonstrates that emotional benefits highly influence luxury purchasing decision. 

Timperio et al (2016) report that Singapore consumers focus on emotional benefits from 

luxury goods more than functional benefits. Hung et al (2011) explain that Asian 

consumers purchase luxury goods to show their accomplishment or as a personal reward 

which encourages them to feel good about themselves. Additionally, luxury consumption 
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is regarded as an enjoyable experience which young Taiwanese consumers can share with 

their friends (Wu et al. 2015). However, Choo et al (2012) assert that the relationship 

between hedonic value and luxury purchasing intention is positively related but not so 

strong because consumers consider emotional benefits from acquiring luxury goods as a 

basic attribute. Li et al (2012) agree that emotional benefits are correlated to luxury 

consumption but the link is quite weak. 

However, Monkhouse et al (2012) illustrate that consumers' orientations also affect the 

relationship between hedonic value and luxury purchasing decision. Li et al (2012) assert 

that consumers' luxury consumption experiences may affect the relationship between 

hedonic dimension and its influence on luxury acquisition behaviour. Based on four 

groups of consumers, consumers who only have counterfeit, and genuine luxury fashion 

brand experience are influenced by hedonic value while consumers who do not have 

luxury brand purchasing experience and consumers who have both genuine and 

counterfeit luxury brand purchasing experience are not influenced by hedonic value (Li 

et al, 2012). The reason behind this may be because consumers who do not have a luxury 

purchasing background have never experienced the pleasure of luxury goods 

consumption while consumers who have both genuine and counterfeit luxury brand 

purchasing experience are not affected by any value when they consume prestige goods. 

According to previous researchers (e.g. Bian and Forsythe, 2012; Liang, Ghosh and Oe, 

2017), it can be confirmed that hedonic value still has an impact on Asians' luxury 

purchasing decision although its effect is not so strong because consumers may have 

different luxury purchasing background (Li et al, 2012) or value-orientation (Monkhouse 

et al, 2012). 

Materialistic Value 

Level of materialism is recognized to be another aspect which affects consumers' 

purchasing behaviour regarding luxury goods. However, the impact of materialism on 

luxury consumption is unclear because people have different levels of materialism which 

make it impossible to determine. Moreover, materialism is subjective and constantly 

changing due to an individual's experience, belief, and value. Thus, it is not surprising 

that there are only a few studies (e.g. Kim et al, 2012; Siu, Kwan and Zeng, 2016) that 

mention materialistic value in consumer luxury spending research. 
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Park et al (2008) illustrate that materialism influences purchasing intention of young 

Korean consumers on prestige goods. Conversely, in their regression analysis where all 

other variables are considered, the result showed that materialism is no longer related to 

the luxury consumption behaviour of Korean youths. Kim et al (2012) support that young 

Korean consumers' attitudes towards luxury brands as well as their purchasing intention 

of luxury goods are not affected by materialism value. However, Li et al (2012) 

demonstrate that most consumers do not emphasise the materialistic element when 

consuming luxury products. 

Timperio et al (2016) point out that the value of luxury brands is higher in high

materialistic consumers than low-materialistic consumers' perspective. Lertwannawit 

and Mandhachitara (2012) assert that the degree of materialism has an indirect impact on 

consumers' luxury goods purchasing decision as it positively moderates the relationship 

between fashion consciousness and status consumption. While Siu, Kwan and Zeng 

(2016) exhibit that face is a mediator between materialistic and brand consciousness. 

Chinese luxury consumers, who are highly face-saving, prefer luxury goods that are 

expensive and well-known as materialism is a desire to gain face (Siu, Kwan and Zeng, 

2016). 

Based on the review of previous studies (e.g. Kim et al, 2012; Timperio et al, 2016) on 

the connection between materialism and luxury consumption of Asian consumers, it can 

be concluded that materialistic value alone is insignificant in influencing Asian 

consumers to purchase luxury products. However, it might be viewed as a mediating 

factor of status consumption as consumers with a high level of materialism tend to 

consume luxury products to display their social position (Lertwannawit and 

Mandhachitara, 2012; Siu, Kwan and Zeng, 2016). 

3.5.4 Social Dimension 

Conspicuous Value 

Conspicuous value is one of the most interesting dimensions ofluxury because it is often 

seen as the key factor that associates with luxury fashion acquisition, especially for Asian 

consumers. Research (e.g. Chen and Lamberti, 2015; Vijaranakom. and Shannon, 2017) 

emphasises the relationship between conspicuous value and prestige goods purchasing 

behaviour. 
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Choo et al (2012) state that symbolic value significantly motivates Asian consumers to 

purchase luxury goods. Park et al (2008), and Zhan and He (2012) agree that conspicuous 

consumption is positively related to luxury consumption because consumers are expected 

to gain social recognition by the symbolic meaning of prestige goods. Moreover, Bian 

and Forsythe (2012) assert that public image of luxury brands encourages consumers to 

buy luxury products because they want to be impressed by others as well as maintain their 

social status. Liang, Ghosh and Oe (2017) exhibit that public consumption is one of the 

main reasons for luxury consumption among Chinese consumers. Upper-class Chinese 

consumers put a lot of emphasis on luxury brand choice because they think that some 

luxury brands provide stronger symbolic value than those brands widely accessible to less 

wealthy luxury consumers (Chen and Lamberti, 2015). 

While Li et al (2012) find that conspicuous value has a stronger impact in influencing 

Asian consumers to purchase luxury products than personal effect (individual dimension). 

Wu et al (2015) explain that competitive environment in Asian society is a factor that 

drives status consumption. Asian consumers always compare themselves with others, 

leading to a need for superior status through luxury consumption even in consumers with 

limited income (Wu et al, 2015). Contrastingly, Hung et al (2011) report an astonishing 

outcome that symbolic value has a weak negative relationship with purchasing intention 

of luxury goods. However, Hung et al (2011) explain that this unexpected result occurred 

because their Taiwanese samples may feel that the selected brands for the survey were 

not symbolic enough to fulfil their conspicuous value. 

Vijaranakom and Shannon (2017) assert that symbolic value can be affected by country 

image of luxury brands as they find that Thai consumers associate country image with 

brand status. Han (2010) suggests that symbolic meanings of luxury products are also 

affected by the product's country-of-origin as the consumer values products from high

reputable countries such as France to be more prestige than those from low-reputable 

countries (in this case China) even for the same brand. In addition, Monkhouse et al 

(2012) advise that different consumers' orientation also resulted in different effects of 

conspicuous value. Luxury consumers who highly value face-saving, put more emphasis 

on status consumption than those who put less weight on face-saving (Siu, Kwan and 

Zeng, 2016). Temperio et al (2016) add that perceived social difference also impacts the 

level of conspicuousness as their study on ethnic differences among luxury consumers in 
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Singapore reveal that Malaysian consumers are more influenced by conspicuous 

consumption than Indian and Chinese because they are more isolated from the society. 

In relation to the review of previous studies, there is strong support that the conspicuous 

dimension is positively related to luxury fashion purchasing intention (e.g. Chen and 

Lamberti, 2015; Siu, Kwan and Zeng, 2016). Although Hung et al (2011) indicate that 

symbolic value is negatively related to luxury consumption, they provided an explanation 

that this surprising result may arise from the selected brands in their survey process. Thus, 

it can be concluded that conspicuous value is another factor that drives Asian consumers 

to buy luxury goods. 

Prestige Value 

Besides functional benefits, consumers may use luxury goods as a communication tool to 

differentiate or conform themselves with their reference groups as confirmed by previous 

studies (Li et al, 2012; Tsai, Yang, and Liu, 2013; Wu et al, 2015). 

Many scholars (e.g. Bian and Forsythe, 2012; Young and Combs, 2015) establish that 

prestige value is positively related to luxury purchasing intention because consumers use 

luxury products to fit in with their social group as they believe that it can bring advantage 

to their social position. Group membership and social referencing are the main factors 

that drive luxury consumption in Thailand as Thai consumers prefer to be part of a social 

group (Young and Combs, 2015). Chen and Lamberti (2015) illustrate that upper-class 

Chinese consumers believe that it is necessary to consume luxury goods as a means to 

improve their credibility. They think that luxury goods categorize them into certain social 

positions which can lead to better impressions within the society (Chen and Lamberti, 

2015). 

Park et al (2008) assert that influences from reference groups create a significant effect 

on luxury consumption. Asian consumers have their desired social image and they believe 

that they can achieve that image and gain social acceptance by using luxury goods (Bian 

and Forsythe, 2012). Young Taiwanese consumers explain that they not only consume 

luxury to be part of a group but to be the 'centre of attention' (Wu et al, 2015). Asian 

social norm is built upon reference groups (Zhan and He, 2012). However, Hung et al 

(2011) emphasise that social norm and social influence in Asia is widely spread through 

social media and has a strong effect on luxury consumption. Tsai, Yang, and Liu (2013) 
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further support that the emerging mobile culture accelerates culture transformation among 

luxury consumers in Asia. Social reference is no longer limited to country borders but 

expands to a global scale (Tsai, Yang, and Liu, 2013). 

According to previous researchers (Bian and Forsythe, 2012; Chen and Lamberti, 2015), 

prestige value certainly influences Asian consumers to purchase luxury fashion goods 

whether to maintain harmony with their reference groups and/or distinguish themselves 

from undesirable social groups. However, social reference is no longer restricted within 

the society as consumers are exposed to global references through social media (Hung et 

al, 2011; Tsai, Yang, and Liu, 2013). 

3.5.5 Summary of Asian Consumers Luxury Fashion Goods Consumption Behaviour 

The review of Asian consumers' luxury fashion consumption behaviour in this section 

investigated four luxury dimensions: financial, function, individual, and social dimension 

in relation to collectivist Asian consumers. 

The synthesis suggests that financial dimension (price value) does not have a direct 

impact on influencing Asians to purchase high-end products. On the other hand, it is a 

mediating factor between quality value, and conspicuous value and Asian luxury fashion 

purchasing intention as Asian consumers consider price as an indicator of quality and 

wealth (conspicuous). However, they prefer to pay a lower price for luxury fashion goods 

if possible through discounted channels such as outlet, sale season or grey market. 

Functional dimension including usability, quality, and uniqueness value are positively 

related to Asian luxury fashion buying behaviour. They are important elements that attract 

Asians to consume high-end fashion goods. Asian consumers see usability and quality as 

a basic requirement of luxury goods. While uniqueness also motivates them to purchase 

luxury fashion goods but its impact on purchasing intention is quite low as luxury 

products are widely used among Asian consumers. 

On the other hand, individual dimension influences luxury consumption behaviour among 

Asians but only for self-identity and hedonic aspects. Asian consumers use luxury goods 

to express their self-identity as they reflect their perceived-self through brand identity. 

They also see luxury consumption as a reward to fulfil their pleasure. Although 

materialism does not have a direct effect on individual dimension towards luxury 
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consumption, it is a moderating factor between the relationship of conspicuousness value 

and willingness to consume luxury fashion goods for Asian consumers. 

Lastly, social dimension is the strongest dimension that motivates Asian consumers to 

purchase luxury fashion goods. It reconfirms that the collective culture in Asia is still 

significant as Asians are highly influenced to buy prestige fashion goods to represent their 

social status (conspicuous) and maintain harmony with their social group (prestige). 

3.6 Chapter Summary 

This chapter provided a review of consumer behaviour theories in relation to luxury 

consumption. It discussed consumers' cognitive decision-making process to emphasise 

the importance of influencing factors that reflect the consumer's purchasing decision. It 

also explored relevant consumer motives for luxury goods such as personal effects and 

interpersonal effects while highlighting the significance of the difference between culture 

towards luxury consumption. Asian consumer culture including Thais is portrayed as 

collectivist. Accordingly, luxury fashion dimensions specifically for Asian consumers are 

identified through a review of Asian luxury fashion consumption literature. 

The next chapter will discuss consumer segmentation based on psychographic profile 

theory, which will be used as a research instrument for this thesis. Furthermore, it will 

inspect the effect of differences in consumer segmentation on demographic variables in 

relation to luxury consumption. 
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CHAPTER 4: CONSUMER SEGMENTATION ON DECISION-MAKING 

STYLES AND DEMOGRAPHIC DIFFERENCES 

4.1 Introduction 

This chapter will provide a discussion on consumer segmentation through an internal 

attribute (psychographic profile) and an external attribute (demographic characteristic). 

This will help to provide a better understanding of consumer orientation. First, methods 

of profiling consumers into segments based on their cognitive aspect will be investigated. 

It tends to exhibit the theoretical aspect of consumer decision-making styles. Second, the 

Consumer Style Inventory model (CSI), which is a research instrument for this thesis, 

will be reviewed. This is to show the usefulness of the CSI model in segmenting 

consumers and also demonstrate the applicability as a measurement model for this study. 

Third, consumer decision-making styles in relation to luxury fashion goods will be 

explored to summarise the key findings from the literature review and identify potential 

shopping orientation for grey luxury fashion goods. Finally, the effects of differences in 

demographic characteristics on luxury decision-making styles will be discussed. 

4.2 Consumer Decision-Making Styles 

A consumer decision-making style is defined by Sproles and Kendall (1986) as: 

"A mental orientation characterising a consumers' approach to making 

choices. It has cognitive and affective characteristics (for example, quality 

consciousness and fashion consciousness). In essence, it is a basic consumer 

personality, analogous to the concept of personality in psychology" 

(1986:268). 

The term consumer decision-making style is sometimes also referred to as consumer 

shopping orientation (e.g. Durvasula, Lysonsky, and Andrews, 1993; Hafstrom, Lung, 

and Young, 1992; Sproles and Kendall, 1986). Both terms are used to describe the 

cognitive process when consumer makes a purchase of products (Durvasula, Lysonsky, 

and Andrews, 1993). Bakewell and Mitchell (2003) suggest that decision-making style is 

measurable but could be different among individuals even from the same age or 

background because it illustrates the psycho graphic characteristic of each person. 
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Consumer decision-making styles can be categorized through three different approaches: 

the psycho graphic/lifestyle approach, the consumer typology approach, and the consumer 

characteristics approach (Sproles and Kendall, 1986). The psychographic approach 

focuses on identifying numerous consumer characteristics relevant to consumer choice 

and behaviour. On the other hand, the consumer typology approach tends to define 

general types of consumers while the consumer characteristic approach relies on 

consumers' cognitive perspective on the decision-making process. Psychographic profile 

refers to a process of analysing consumers' inner-self characteristics, which reflects how 

he/she feels, thinks, and responds to a certain situation (Gunter and Furnham, 1992). It 

aims to divide consumers into segments based on their cognitive aspects, lifestyles and 

values, in order to better understand their behaviour (Knowles and Castillo, 2011 ). This 

process can be done by the use of psycho graphic inventory or a battery of statements. A 

battery of statements is designed to capture relevant aspects of consumers' personality, 

buying motives, interests, attitudes, beliefs and values (Schiffman, Kanuk, and Hansen, 

2008). 

However, Kahle and Chiagouris (1997) point out that the concepts of value, lifestyle, and 

psycho graphics actually overlap. Value is "a belief that some condition is preferable to 

its opposite", which influences consumption activity (Solomon, 2002: 116). Meanwhile, 

lifestyle is "a pattern of consumption reflecting a person's choices of how he or she spends 

time and money" (Solomon et al, 2006: 558). Furthermore, lifestyle is also seen as a link 

between values and consumption pattern (Solomon, et al, 2006). As supported by 

researchers (Cavusgil, Knight, Riesenberger, and Yaprak, 2009), lifestyle reflects 

consumers' value. These definitions and evidence illustrate a strong overlap between the 

concept of value and lifestyle. 

On the other hand, the terms lifestyle and psychographics are often used interchangeably 

due to overlap in meanings (Kahle and Chiagouris, 1997). Many scholars ( e.g. Gunter 

and Furnham, 1992; Rath, Bay, Gill and Petrizzi, 2008; Schiffman, Kanuk, and Hansen, 

2008) demonstrate that psychographic analysis is a measurement of consumers' lifestyle 

dimension: Activities, Interests, and Opinions (AIO). The AIO is designed to identify the 

consumer lifestyles pattern in terms of: activities that consumers do/how they spend their 

time, consumers' interests/what consumers place importance on in their immediate 

surroundings, and consumers' opinions/how they view themselves and the world around 
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them (Plummer, 1974 ). Some elements of AIO that define lifestyles are listed in Table 

5. 

Table 5: Lifestyle Dimensions (Plummer, 1974: 34) 

Schiffman, Kanuk, and Hansen (2008) explain that consumers can be categorized into 

various typologies based on their lifestyle/psychographic profile. Sproles and Kendall 

(1986) argue that the best way to characterize consumers is not on approach but to identify 

key characteristics relevant to consumer decision-making. Each psychographic profile 

reflects different consumer lifestyles as well as their decision-making style (Rath, Bay, 

Gill and Petrizzi, 2008). Therefore, consumer decision-making styles are widely used 

among marketers as a basis of segmentation for many reasons (Gunter and Furnham, 

1992). Firstly, it provides insight and understanding of consumers' purchasing behaviour 

by explaining consumers' cognitive aspects (Knowles, and Castillo, 2011). Secondly, it 

illustrates the differences in consumers' decision-making style, which assists marketers 

in identifying the target market (Gunter and Furnham, 1992). Lastly, it aims to develop 

an understanding of an individual's inner attribute to aggregate level in order to better 

portray the needs of consumers within the same profile (Schiffman, Kanuk, and Hansen, 

2008), which is helpful for marketers in developing marketing strategies. Although 

previous studies on consumer profiling have successfully exhibited an extensive range of 

consumer purchasing behaviour dimensions, Bakewell and Michell (2003) point out that 

the measurement tool of consumers' decision-making style is not included in the studies 

(Bakewell and Mitchell, 2003 ). 

In conclusion, consumer decision-making style is a very useful tool to explain cognitive 

process (Knowles and Castillo, 2011). However, Blackwell, Miniard, and Engel (2001) 

suggest that it should be used together with other traditional segmentation methods such 

as demographic segmentation in order to develop a better in-depth understanding of 
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market segments. This is because psychographic profile is sometimes difficult to obtain 

in a specified segment while demographic variables only emphasise the physical aspect 

(Blackwell, Miniard, and Engel, 2001). This idea is greatly supported by many scholars 

(e.g. Hoyer and Macinnis, 2008; Noel, 2009; Rousseau, 1990; Wells, 1975) that the 

effectiveness of consumer segmentation can be enhanced by combining consumers' 

internal attributes (using psychographic profile) and external attributes (such as 

demographic characteristics) together. As Wells (1975: 198) firmly states, 

''psychographic information can put flesh on demographic bones''. 

The next section will discuss a method of consumers' psychographic profiling for this 

thesis, which is called Consumer Style Inventory model (Sproles and Kendalll, 1986). 

4.2.1 Consumer Style Inventory Model 

In 1986, Sproles and Kendall (1986) conducted research called a methodology for 

profiling consumers' decision-making styles. The 482 high school students in home 

economics classes in Tucson, USA were selected as a sample for the study. By conducting 

this research, they successfully developed a framework to measure and segment 

consumers' decision-making style in purchasing behaviour of general product class using 

a battery of statements, 40 instruments, called the Consumer Style Inventory (CSI) model 

(Sproles and Kendall, 1986). 

Sproles and Kendall (1986) also presented eight consumer decision-making style 

dimensions to describe shopping orientations the consumer is likely to engage when 

he/she makes a purchase of a product. Sproles and Kendall's (1986) eight consumer 

decision-making style dimensions are summarized and described in Table 6. 

Consumer decision-making styles 

factors 

Interpretation 

Factor 1: Perfectionistic, High Quality-

Conscious 

Consumers in this group search for the 

best quality products. They are selective 

and intend to shop systematically or by 

comparison. They are usually unsatisfied 

with good enough products. 

Factor2: Brand Conscious, Price Equals 

Quality 

Consumers in this group purchase 

products based on high-price and their 

well-known brands. They believe that 

price is an indication of quality. Thus, 



they think that high-price products are 

also high in quality. 

Factor3: Novelty-fashion Conscious Consumers in this group seek new 

products for their own pleasure and 

excitement. They are trend-setters and 

not very sensitive to price. 

Factor4: Recreational-Hedonistic Consumers in this group perceive 

Conscious shopping as a relaxation activity. They 

shop for personal pleasure and 

entertainment. 

Factor5: Price Conscious Consumers in this group look for low-

price products. They are comparison 

shoppers who seek the best value for 

their money. 

Factor6: Impulsive and Careless Consumers in this group shop 

impulsively. They are instant shoppers 

Factor7: Confused by Overchoice 

who rarely plan their shopping. 

Consumers in this group have difficulties 

in choosing products because they find 

that there are too many products in the 

market. 

Factor8: Habitual and Brand-Loyal Consumers in this group repeatedly buy 

the products from the same brand or 

stores. They are loyal to their favourite 

brands. 

Table 6: Eight Consumers' Decision-Making Styles Dimensions 

The CSI is widely accepted and has been replicated by many researchers ( e.g. Durvasula, 

Lysonsky, and Andrews, 1993; Hafstrom, Lung, and Young, 1992; Tank.sale, Neelam, 

and Venkatachalam, 2014) not only for general product class but specific product class 

such as food (Herrman and Warland, 1990). Furthermore, it has been used in various 

cultural settings such as New Zealand (Durvasula, Lysonsky, and Andrews, 1993), 

Malaysia (Kamaruddin, and Mokhlis, 2003) and China (Fan and Xiao, 1998). 

Tank.sale, Neelam, and Venkatachalam (2014) point out that the researcher should 

consider that the differences in culture may affect consumers' decision-making style and 

the usefulness of the CSL In addition, a review of empirical studies of consumer decision

making styles in Asian countries and the USA by Yeung (2007) (Figure 8) also highlights 

the differences in culture and decision-making style. A study of Korean consumers by 

Hafstrom, Lung and Young (1992), which replicates Sproles and Kendall's (1986) CSI 

model, discovered a new dimension for Korean consumers called Time-energy 
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conserving dimension while Kamaruddin, and Mokhlis (2003) illustrate that Malaysian 

consumers' decision-making is influenced by their demographic characteristics. 

However, many researchers (e.g. Durvasula, Lysonsky, and Andrews, 1993; Yeung, 

2007) argue that the instruments of the CSI model are reliable and applicable in cross

cultural contexts although its outcome may vary from one country to another. 

Consequently, Yeung (2007) elaborates that there are significant similarities in decision

making styles within studies in his review while the differences between studies are rarely 

explained by theoretical foundation. Yeung (2007) also explains that studies included in 

his review were conducted at different times and places by different researchers; 

therefore, it is possible that the outcomes of the research are not suitable for comparison. 

Country (rcforcm:c) Consumer decision-making styles 

United SUltes (Sproles and 
Kendall, 1986) 

IHght Perfctionist, high quality con:;ciou.'>; :Brandn
cons�iot1s; Novelty and fashion conscious; Recreational or 
shc}ppiog co11scious; Price c-00:;ckrus; Impulsive, care-k:ss; 
Confused by ti10 much choice; and Habitual, hr-<.1.11d loyal 

South Korea (Hafotrom et al., 
19.92) 

Eight Brand-conciousness: Perfectionist, high quality 
cons-cious; Recreational,shopping; Confusion (too much choice); 
Time-<:nergy conservation: Impulsive careless shopping; Brand
loyal shopping; and Price-value consdousne"ss 

Chinn Fan aud Xiao, l 99$)  fiven Brand c◊nscious, Time conscfousriess. Qua.llty 
c.onsciousne,ss; Price consciousness, Information utilization 

China (Siu et at 200 I) Four Perfectionist, Brand Coll:scious, Novclty,Fashion 
Conscious a,nd Recreational 

China {Ta.i, 2005) Ten Price and value consciousness; Fashitln enthusiasm; 
Drond co11.sciousness: Quality consciousness; PeJs-0nal !>tyle 
conscious: Environmental and health consciousness; 
Conveoience and time consciousness; Brnnd and store 
foyalty; Sltopping influences; Rdlauce 011 the mass medfa 

ludia (Cnnabal. 2002) Five Brand Conscious, High Quality C<n1scious I 
Perfectionist, Confused by too much choice, Impulsive I 
Brand Indilfcrc:nt, and Recreational Shopper 

Figure 8: Empirical Studies of Consumer Decision-Making Styles in Asian Countries and the USA 

(Yeung, 2007: 136) 

From the discussion of the CSI model above, it is seen that the CSI model is a very useful 

instrument to profile consumers based on their decision-making styles and it is 

appropriate for this thesis. Although the differences in culture may influence consumers' 

decision-making styles, they are not affecting the applicability of the CSI (Durvasula, 

Lysonsky, and Andrews, 1993; Yeung, 2007). The CSI is appropriate to be used in cross

cultural settings as proved and replicated by many researchers in different countries ( e.g. 
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Hafstrom, Lung, and Young, 1992; Kamaruddin, and Mokhlis, 2003). However, Sproles 

and Kendall (1986) recommend that the instruments should be validated before being 

used to profile consumers in other populations than the USA. 

4.3 Consumer Decision-Making Styles in Relation to Grey Luxury Fashion Goods 

The aim of this research is to adopt the CSI model developed by Sproles and Kendall 

(1986) to identify and explain Thai consumers' decision-making style for grey luxury 

fashion goods. The CSI model is not only reliable and applicable for in-store shopping 

but also online shopping portal (Goswami and Khan, 2015) where the majority of grey 

luxury fashion transactions take place. However, the CSI model was initially developed 

to measure consumer decision-making style for general product class rather than specific 

product type like grey luxury fashion goods, which is the focus of this research. 

Researchers (e.g. Liang, Ghosh, and Oe, 2017; Siu, Kwan, and Zeng, 2016) establish that 

decision-making process ofluxury items can be significantly different from other product 

category because of their characteristics and emotional benefits they can provide. 

Therefore, there is a need for an extension of the CSI model to capture Thai consumers' 

decision-making style for grey luxury fashion goods. Researchers (e.g. Nayeem, 2014; 

Nayeem and Casidy, 2013) emphasis that the CSI model can be revised and extended to 

determine consumer decision-making styles for high-involvement product category such 

as automobile and luxury goods which requires consumers to evaluate between cost ( e.g. 

price) and benefits (e.g. quality, and innovation). 

As previously discussed in section 2.5 .1, grey luxury fashion goods are recognized as 

luxury goods as they are still highly expressive and expensive. Additionally, they can 

provide the same consumption benefits as luxury goods such as quality and symbolic 

value. Based on this notion, it is sensible to presume that consumer motives for 

purchasing grey luxury fashion goods are similar to the motives for purchasing luxury 

fashion goods within authorised channels because they share comparable consumption 

benefits such as usability benefit and emotional benefit, to customers. Recent research 

(e.g. Hennigs et al, 2015; Sjostrom, Corsi, and Lock.shin, 2016; Timperio et al, 2016) 

shows that exclusivity and conspicuous consumption are seen as powerful influence for 

luxury consumption. Rarity and exclusivity are often embedded in luxury goods (Hennig 

et al, 2015). Many consumers consume luxury goods because they value its exclusivity 

feature as demonstrated in section 3.5.2. 
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Conspicuous consumption is another important motivation for luxury consumption 

especially for collectivist consumer culture, like Thais, as discussed in section 3.5.4. 

Many consumers purchase luxury goods because they want to express their social position 

through public consumption to gain social recognition (Sjostrom, Corsi, and Lockshin, 

2016). On the other hand, influence of celebrity is recognized as an emerging motive for 

luxury consumption specifically to Thais (Boonpradub and Thechatakerng, 2015; The 

Nation, 2015) as discussed in section 3.4. Accordingly, the motivation factors for luxury 

fashion products that are previously discussed in section 2.3, 2.4 3.3.2, and 3.5 namely, 

conspicuous consumption, influence of celebrity and exclusivity, are integrated to the 

measurement model as an extension of the CSI model to measure consumer decision

making style for grey luxury fashion goods in this study. 

The original eight decision making styles ( dimension 1-8) developed by Sproles and 

Kendall will be validated to see if these shopping characteristics are relevant to the 

purchase of grey luxury fashion goods among Thai consumers. In addition, the three 

additional dimensions, conspicuous consumption, reliance on celebrity, and exclusivity 

conscious ( dimension 9-11) are developed based on the extant literature on luxury 

consumption; thereby, also testing its extended validity. These dimensions are relevant to 

grey luxury fashion dimensions, which imply that they are suitable for classifying Thai 

consumers' decision-making styles for grey luxury fashion goods for this study as 

discussed below: 

4.3 .1 Perfectionistic 

Perfectionistic consumer places great emphasis on the quality of products (Sproles and 

Kendall, 1986). Perfectionistic consumer concerns about the usability of the product as it 

is a fundamental function which reflects product quality. Quality is an important indicator 

of superiority of products/services. As previously discussed in section 3.5.2, many studies 

on luxury consumption ( e.g. Choo et al, 2012; Timperio et al, 2016) confirm that quality 

is one of the key factors that drives Asian consumers to consume luxury goods. Choo et 

al (2012) demonstrate that quality is the most highly perceived value for luxury brands as 

it is directly linked to consumers' purchasing intention. As mentioned in section 2.5.1, 

the quality of grey luxury fashion goods is equivalent to luxury goods purchased from the 

retail store as luxury retailers are in charge of quality control of luxury goods. Therefore, 

it is reasonable to hypothesize that: 
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Hl: Perfectionistic characteristic represents a decision-making dimension of Thai 

consumers for grey luxury fashion goods. 

4.3.2 Brand Conscious 

Brand conscious consumer prefers to purchase products from well-known brands (Sproles 

and Kendall, 1986). This type of consumer believes that quality of product is reflected by 

price and brand status (Sproles and Kendall, 1986). Based on a study by Sultana (2013), 

Asian consumers are the most brand conscious in the world. They rely heavily on the 

brand reputation and are willing to pay more for products of famous brands (Sultana, 

2013). Based on Asian luxury consumption research (Han, 2010; Hung et al, 2011) in 

section 3.5.1, Asian consumers see price as an indicator of quality. Accordingly, they 

think that luxury brands are superior in quality (Wong and Ahuvia, 1998). Furthermore, 

they believe that well-known luxury brands can portray a stronger symbolic of wealth 

than non-famous brands (Lertwannawit and Mandhachitara, 2012; Li et al, 2012). 

Lekprayura (2012) emphasises that Thai consumers recognize luxury brand by its equity 

such as symbolic value and brand status as evidenced in section 2.4. Luxury brand equity, 

which directly relates to purchase intention towards the luxury goods, is inherited in grey 

luxury fashion goods as they are genuine luxury goods (Lekprayura, 2012). Therefore, 

the following hypothesis is proposed: 

H2: Brand Conscious characteristic represents a decision-making dimension of Thai 

consumers for grey luxury fashion goods. 

4.3.3 Novelty-fashion Conscious 

Novelty-fashion conscious consumers consider self-image and self-fulfilment concept in 

their decision-making process. Sproles and Kendall (1986) explain that they seek the 

newest product from the latest fashion trend to enhance his/her self-concept (Sproles and 

Kendall, 1986). Moreover, consumers in this dimension also purchase in-trend products 

for pleasure and excitement (Sproles and Kendall, 1986). As discussed in the luxury and 

role of fashion in section 2.4, fashion trend plays a significant role in luxury consumption 

as luxury consumers use luxury goods to express their self-identity through fashion 

(Gardetti and Torres, 2015; Hoffmann and Coste-Maniere, 2012). Self-identity is 

positively related to luxury purchasing intention among Asians as they use luxury 
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products to express their self-image (e.g. Chen and Lamberti, 2015; Siu, Kwan and Zeng, 

2016) as shown in section 3.5.3. Accordingly, the following hypothesis is developed: 

HJ: Novelty-fashion Conscious characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3.4 Recreational-Hedonistic Conscious 

A consumer in this group views shopping as an activity to indulge his/her pleasure 

(Sproles and Kendall, 1986). Luxury brands are known to offer special shopping 

experience to their customers (Scholz, 2013). However, as discussed in section 2.5.1, the 

importance of luxury shopping experience is far less significant than the luxury goods 

themselves from the consumer's point of view (Adams, 2013; Thomas, 2008). As 

supported by a review of literature in section 3.5.3, owning luxury goods is the core of 

Asian luxury consumers' emotional benefits rather than luxury shopping experience 

(Bian and Forsythe, 2012; Wu et al, 2015). Possession ofluxury goods is an Asian's way 

to reward themselves (Hung et al, 2011). Nevertheless, many consumers mention that 

grey luxury fashion sellers provide a more convenient and enjoyable shopping experience 

than luxury retailers and it is one of many reasons that they turn to the grey market as 

mentioned in section 2.5 .1 (Schindler, 2016). This explanation infers that the recreational

hedonistic conscious consumers' decision-making process is influenced by emotional 

benefits from shopping. For that reason, it is hypothesized that: 

H4: Recreational-Hedonistic Conscious characteristic represents a decision-making 

dimension of Thai consumers for grey luxury fashion goods. 

4.3.5 Price Conscious 

A price conscious consumer is a comparison-shopper, who always focuses on paying 

lower prices (Sproles and Kendall, 1986). Although price is one of the main 

characteristics that distinguishes luxury products from others, it does not have a direct 

influence on Asian luxury consumption (Choo et al, 2012 Siu, Kwan and Zeng, 2016) as 

discussed in section 3. 5 .1. However, differences in price affect luxury consumption as 

consumers prefer to pay a lower price for luxury goods (Chan, To, and Chu, 2015; Park, 

2014). In addition, cheaper price is one of the main reasons for the emergence of the grey 

luxury fashion market as conveyed in section 2.5.4. As supported by Malueg and 

Schwartz (1994), many consumers buy goods from grey traders because they offer a 
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lower price. Accordingly, price conscious dimension for grey luxury fashion is not related 

to prestige pricing of luxury products as defined by Wiedmann et al (2007) but bargain 

pricing from obtaining luxury goods from the grey market. This description suggests that 

the price conscious consumer relies heavily on the price of the product because he/she 

wants to get the best value for money. Therefore, the following hypothesis is constructed: 

HS: Price Conscious characteristic represents a decision-making dimension of Thai 

consumers for grey luxury fashion goods. 

4.3.6 Impulsive and Careless 

The impulsive and careless consumer shops impulsively without planning (Sproles and 

Kendall, 1986). According to Chevalier and Lu (2010), an impulse decision-making for 

luxury goods associates with conspicuousness and price factors. Collectivist consumers, 

like Asians, tend to be less impulse buyers than individualist consumers because 

collectivist consumers also consider social group (Triandis, 2008; Voh and Faber, 2007). 

A collectivist consumer is influenced by conspicuousness to impulsively buy luxury 

goods while individualist consumers impulsively purchase luxury goods when he/she find 

a good deal (Chevalier and Lu, 2010) as mentioned in section 3.5.4. However, when it 

comes to grey luxury fashion purchases, consumers can be very thoughtful as they are 

able to search for information on the product and grey luxury fashion sellers to make a 

rational judgement as explained in section 2.5 .1. On the other hand, consumers can be 

very impulsive in the case that the grey luxury fashion goods available in the grey market 

are very rare and limited. Since grey luxury fashion sellers do not have control over luxury 

fashion supply, consumers need to purchase the grey luxury fashion goods they want 

when available. This argument suggests that impulsive purchasing decision can be found 

within grey luxury consumers. Hence, it is reasonable to hypothesize that: 

H6: Impulsive and Careless characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3.7 Confused by Overchoice 

Consumers in this group experience information overload (Sproles and Kendall, 1986). 

He/she has difficulties in purchasing decision as there are too many products/brands in 

the market (Sproles and Kendall, 1986). As discussed in section 2.5.1, a luxury consumer 

commonly performs an information search process on the luxury product before buying 
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(Abtan et al, 2016). Social media and social reference group are the main sources of 

information for Thai consumers (Euromonitor, 2015; Whiteman, 2015). However, 

consumers are exposed to global social reference groups rather than a small community 

(Tsai, Yang, and Liu, 2013) as previously pointed out in section 3.5.4. The increasing 

number of online grey luxury fashion stores, such as Facebook or Instagram, and larger 

volume of available information may confuse consumers and make it harder to make 

decisions. Accordingly, the following hypothesis is proposed: 

H7: Confused by Overchoice characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3.8 Habitual and Brand-Loyal 

Consumers in this group are loyal to the brand (Sproles and Kendall, 1986). He/she 

repeatedly buys products from a favourite brand or store (Sproles and Kendall, 1986). 

Loyal consumers believe in the promise of luxury brands ranging from usability, quality 

to symbolism features (Okonkwo, 2007). Luxury brand also acts as a communication tool 

for loyal consumers to enhance self-concept and signal social position (Okonkwo, 2007). 

Asian consumers regularly use a particular brand to strengthen their self-identity (Siu, 

Kwan and Zeng, 2016) as discussed in section 3.5.4. Additionally, Thai consumers are 

known to be loyal to luxury brands while brand loyalty is positively related to their luxury 

purchasing intention (Lekprayura, 2012). As explained in section 2.5.1, grey luxury 

fashion goods carry the brand equity like luxury fashion goods acquired from luxury 

fashion retailers; the main focus of many luxury consumers is to own luxury fashion 

goods (Adams, 2013). Accordingly, the channel of purchase does not affect consumer 

loyalty towards the luxury brands as the consumer is loyal to his/her favourite luxury 

brand through its consumption not acquisition. Based on this argument, it is hypothesized 

that: 

H8: Habitual and Brand-Loyal characteristic represents decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3.9 Conspicuous Conscious 

Conspicuous conscious is related to the use of luxury products in public to display 

individuals' economic power and social status (Veblen, 1899). Consumers with a high 

score in conspicuous conscious highly value luxury consumption in a public context 
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(Leibenstein, 1950). He/she is likely to have a materialistic life and conspicuous 

consumption (Richins, 1994). Moreover, he/she is also concerned with social status and 

face (Vigneron and Johnson, 1999; Wong, and Ahuvia, 1998). As previously analysed in 

section 3.5.4, conspicuous consumption is regarded as the key factor that associates with 

Asian luxury fashion consumption (e.g. Chen and Lambe11i, 2015; Vijaranakom. and 

Shannon, 2017). Social influence also has a significant impact on luxury consumption 

among Thais as they value wealth (McAleer and Mao, 2017; Oe, Yamaoka, Liang, and 

Sunpakit, 2015) as previously discussed in sections 2.3.1, 2.3.2, 2.3.2.1 and 2.3.3. 

Furthermore, social media, which is a very popular method of communication, has a 

significant impact on the demand of luxury fashion goods in Thailand (Euromonitor, 

2016; Whiteman, 2015). Apart from traditional public consumption, Thais may use social 

media as a method to exhibit his/her luxury consumption in public and communicate with 

their social group (Quach and Thaichon (2017). However, it is notable that level of 

conspicuousness is not affected by the method of acquiring luxury fashion goods as grey 

luxury fashion goods are as expressive as luxury fashion goods purchased from luxury 

retailers. Hence, it is hypothesized that: 

H9: Conspicuous Conscious characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3.10 Reliance on Celebrities 

Consumers in this group are heavily influenced by celebrities when make a purchasing 

decision. He/she tends to perceive that the products used by celebrities are better than 

others. As previously discussed in sections 2.3.1, 2.3.2, 2.3.2.1, 2.3.3, and 2.4, celebrities 

pose a significant influence on the demand of luxury fashion goods in Thailand (The 

Nation, 2015). Boonpradub and Thechatakerng (2015) assert that Thais trust the brands 

that are advertised or consumed by celebrities. Furthermore, celebrities can widely spread 

the awareness of products (Oe, Yamaoka, Liang, and Sunpakit, 2015). In addition, they 

are known to be trend-setters whom Thai consumers are more than willing to follow (The 

Nation, 2015). Consequently, Thai consumers may consume luxury fashion goods from 

the grey market to follow the hype as an influence of celebrities. This impression implies 

that celebrity influence is one of the motives that drives Thai consumers to consume grey 

luxury fashion goods. Hence, it is sensible to hypothesize that: 
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Hl 0: Reliance on Celebrities characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3 .11 Exclusivity Consciouse 

Exclusivity conscious involves the measure of need for exclusivity in the decision

making process. Consumers who demonstrate a high score for exclusivity conscious, are 

likely to desire exclusive and rare products (Tak, and Pareek, 2016). He/she loves the 

limited-edition item because it is unique and different from others. Uniqueness is 

perceived to be a quality of luxury goods (Jain, Khan and Mishra, 2015). However, the 

effect of uniqueness of luxury goods on Asian luxury consumption is far less significant 

than before (Bain and Forsythe, 2012) as examined in section 3.5.2. This may happen 

because luxury goods have become a part of fashion, which then leads to mass

consumption meaning they are no longer exclusive (Duma, Hallier-Willi, and Steinmann, 

2015) as mentioned in section 2.4. Neve1iheless, some luxury fashion collections are still 

limited and exclusive in many countries, including Thailand. Accordingly, Thai 

consumers are unintentionally forced to get exclusive luxury fashion goods from the grey 

market. Based on this argument, the following hypothesis is proposed: 

Hl l: Exclusivity Conscious characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

4.3.12 Summary of Consumer Decision-Making Styles for Grey Luxury Fashion Goods 

The CSI model is adopted and extended as a measurement instrument for this thesis to 

identify Thai consumers' decision-making styles on grey luxury fashion goods. First, it 

will validate the eight shopping characteristics: Perfectionist, Brand Conscious, Novelty

fashion Conscious, Recreational-Hedonistic Conscious, Price Conscious, Impulsive and 

Careless, Confused by Overchoice, and Habitual and Brand-Loyal, developed by Sproles 

and Kendall (1986) to see whether they are related to Thai consumers when they purchase 

grey luxury fashion goods. This will look beyond general shopping orientation and with 

a specific product category: grey luxury fashion goods. Additionally, three decision

making dimensions: Conspicuous Conscious, Reliance on Celebrities and Exclusivity 

Conscious, are developed based on a review of literature from Chapter 2 and Chapter 3 

to make sure that all relevant aspects of grey luxury fashion shopping orientations are 

considered. Although consumers are influenced by various factors when they make a 
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purchase, Sproles and Kendall (1986) argue that consumers only portray a pattern of 

dominant shopping characteristics. 

The next section will provide a discussion on the effect of differences in consumers' 

demographic and decision-making style. As suggested by previous researchers ( e.g. 

Schiffman, O'Cass, Paladino, and Carlson, 2014; Wells, 1975), demographic information 

can enhance cognitive information in consumer segmentation. 

4.4 Consumers' Demographic Differences and Decision-Making Styles 

Consumers' demographic characteristics are generally used by marketers to predict 

consumer behaviour (e.g. Blackwell, Miniard, and Engel, 2001; Hoyer and Macinnis, 

2008; Schiffman et al, 2014). In addition, demographic characteristics also assist 

marketers in segmenting consumers into groups (Noel, 2009). The reason behind this is 

mainly because demographic information is objective and easy to detennine (Blackwell, 

Miniard, and Engel, 2001 ). Its empirical nature makes it easier for marketers to measure 

and interpret than other segmentation proxy (Blackwell, Miniard, and Engel, 2001 ). 

Moreover, it is considered to be one of the most cost-effective ways in locating target 

consumers (Schiffman et al, 2014). 

Although demographic characteristics cannot be used to define market segments like 

psycho graphic profiles, they are still important factors to determine the size of the target 

market and the approach to reach each market effectively (Schiffman et al, 2014). 

Therefore, this section will discuss the relationship between selected demographic 

variables (gender, age, education, occupation, and income) and consumers' decision

making styles in their luxury purchase behaviour. 

The main reason for selecting gender, age, education, occupation, and income 

demographic variables for this study is because they are considered to have a relationship 

with consumers' decision-making styles. Consumers' gender and age are related to needs, 

attitudes, social roles and activities of consumers (Hoyer and Macinnis, 2008; Schiffman 

et al, 2014). These factors directly affect consumers' purchasing behaviour and product 

choices (Hoyer and Macinnis, 2008), which help identify the consumers' decision

making style dimensions they engaged. 

Meanwhile, education, occupation, and income variables are related to consumers' social 

class and economic situation (Noel, 2009; Schiffman et al, 2014). These variables are 
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used to determine consumers' purchasing power as well as their lifestyle, taste, and value 

(Schiffman et al, 2014), which reflect consumers' ability to choose the products they are 

purchasing. For instance, high income consumers are able to choose a wider range of 

products than low income consumers because they have more ability to pay. 

Furthermore, the above mentioned demographic variables are statistical and appropriate 

measurements for the scope of this study. The outcome can be acquired through one 

simple question and the interpretation of these variables is straightforward (Blackwell, 

Miniard, and Engel, 2001). Consequently, the following section will discuss each selected 

demographic variable individually. 

4.4.1 Gender 

Gender is a demographic variable that is often used to distinguish consumers into two 

segments: male and female (Schiffman, et al, 2014). Males and females have distinct 

needs, attitudes, social roles and activities, which directly affect and differentiate their 

purchasing behaviour (Hoyer and Macinnis, 2008). Schiffman, et al, (2014) point out that 

the roles of males and females have become increasingly blurred. Moreover, gender is no 

longer a good variable to distinguish consumers in some product categories e.g. skincare 

products (Schiffman, et al, 2014). These reduced gaps in gender roles and gender 

differences are the result of a growing number of dual-income households and single

parent families (Schiffman, et al, 2014). However, many studies (e.g. Segal and 

Podoshen, 2012; Wang, and Griskevicius, 2014) demonstrate that the gender differences 

still exist in luxury goods consumption behaviour as well as consumers' decision-making 

style. 

Stokburger-Sauer and Teichmann (2013) suggest that females have a higher level of 

brand consciousness than males. They give high value to luxury brands and prefer to use 

luxury brands more than non-luxury brands (Stokburger-Sauer and Teichmann, 2013). 

Moreover, females consume luxury goods to indicate their status in a passive 

interpersonal manner (Wang and Griskevicius, 2014). On the other hand, males are more 

materialistic than females in terms of luxury goods consumption (Segal and Podoshen, 

2012). They also exhibit a higher level of conspicuous consumption than females, which 

implies that males are more concerned about social recognition than women (Segal and 

Podoshen, 2012). 
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The propositions discussed above indicate that consumers' gender may affect their 

decision-making style as well as their consumption behaviour. Thus, gender variable 

should be included as a demographic variable to determine consumers' decision-making 

style for this study. 

4.4.2 Age 

Age is one of the key demographic variables used to determine consumers' consumption 

patterns and product choices (Schiffman et al, 2014). It is also considered to be a proxy 

variable that helps in identifying consumers' interests and motives (Blackwell, Miniard, 

and Engel, 2001). Schiffman et al (2014) assert that consumer age segmentation is an 

impmiant process for marketers when developing marketing strategies. As Noel (2009) 

explains, consumers in the same age group usually have similar consumption patterns 

because they share common life experiences, needs, memories and symbols. Moreover, 

consumers' needs and product requirements are often changed when they go through each 

age stage (Noel, 2009). Thus, it is possible that consumers' age is directly related to their 

decision-making style. 

For instance, senior consumers (over 65 years old) are more likely to be loyal customers 

to the luxury brands than younger consumers (Noel, 2009). Hoyer and Macinnis (2008) 

explain that people's information-processing skills usually deteriorate with age. Senior 

consumers are less likely to obtain a large amount of information about the products 

before they make a purchase-decision (Noel, 2009). Moreover, they also have less 

working-memory capacity and information integration skills, which lead to difficulty in 

making complex decision (Hoyer and Macinnis, 2008). These limitations of older 

consumers may reduce their ability to make an appropriate product selection especially 

when there are similar products from various brands available in the market. As a result, 

it is common for seniors to be attracted to a simpler decision-making process like buying 

the brand they are familiar with to avoid confusion. 

In summary, the above propositions are brought up to show that consumer age group may 

be an influential factor to determine consumers' decision-making style when they 

purchase grey luxury fashion goods. In addition, they indicate that age variable should be 

considered as a demographic variable that has a significant relationship with consumers' 

purchasing behaviour and their decision-making style. However, it still needs to be 

confirmed by an empirical study which is a later part of this study. 
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4.4.3 Education 

Education is the key variable to determine the social class of an individual (Noel, 2009). 

Schiffman et al (2014) elaborate that education is the primary reason that leads an 

individual to a high level of occupation, which generates a high level of income. These 

three variables are closely correlated and have a positive relationship with social status 

(Schiffman et al, 2014). Thus, education is seen as a 'key to upward social mobility' 

(Noel, 2009: 68). 

Moreover, level of education also affects consumers' behaviour and their decision

making process (Hoyer and Macinnis, 2008). Akhter (2003) shows that education is 

related to consumers' behaviour in the information search and product evaluation process. 

Consumers with higher level of education tend to acquire more information about 

products than those who have lower level of education (Akhter, 2003). Hoyer and 

Macinnis (2008) assert that level of education also relates to consumers' information 

processing ability. Highly educated consumers tend to be better in processing complex 

information and making complicated decisions (Hoyer and Macim1is, 2008). 

Furthennore, education influences consumers' values and buying behaviour (Nwankwo, 

Hamelin, and Khaled, 2014). Consumers with higher education are more rational about 

luxury purchase than consumers with lower level of education (Nwankwo, Hamelin, and 

Khaled, 2014). 

Therefore, education variable is included in this research as one of the variables which 

determines consumers' decision-making style for grey luxury fashion goods. 

4.4.4 Occupation 

Occupation is a variable that is directly related to an individual's social class (Hoyer and 

Macinnis, 2008). It is often used as a basic variable to segment consumers into groups 

based on their professions as marketers believe that people who are in the same 

occupation rank also share similar preferences and goals (Blackwell, Miniard, and Engel, 

2001). Moreover, occupation reflects consumers' lifestyle, taste and value (Schiffman et 

al, 2014). It is also associated with consumers' purchasing power as the level of income 

depends on type of job (Noel, 2009). Thus, occupation can be another variable that assists 

in determining consumers' decision-making styles for the grey luxury fashion goods. For 

instance, higher managerial consumers are more likely to be perfectionist consumers, who 
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pay a lot of attention to quality of products, than university students. This is because they 

want to signal their social position as a leader and gain respect from their peers by 

consuming luxury goods with high price and quality. 

According to the propositions discussed above, it is conveyed that consumers' occupation 

may influence their decision-making style for luxury fashion goods; mainly because 

consumers use luxury goods to communicate their social position (Shukla, 2012). Thus, 

occupation variable should also be considered as a variable which is related to consumers' 

decision-making style for this study. However, it is important to note that occupation is 

quite a subjective social status indicator (Schiffman et al, 2014). Noel (2009) explains 

that the perceived status of occupation varies from country to country. For example, 

countries which place great emphasis on education such as Thailand, Japan, and China 

regard professors in a higher status than other professions (Hoyer and Macinnis, 2008). 

4.4.5 Income 

Income is a main financial resource for an individual. It influences consumers' decision 

on products and brand choice (Blackwell, Miniard, and Engel, 2001 ). Blackwell, Miniard, 

and Engel (2001) explain that consumers' income is closely related to his/her type of 

needs, which leads to product selection to satisfy those needs. People with different level 

of income have different types of needs, thus, level of income might be related to 

consumers' decision-making style for grey luxury fashion goods. These propositions are 

greatly supported by previous research ( e.g. Dubois and Duquesne, 1993; Husic and 

Cicic, 2009) that level of income is positively related to luxury consumption. Consumers 

with a high level of income tend to purchase more luxury goods than consumers with low 

level of income (Dubois and Duquesne, 1993). 

In addition, income is an important criterion for marketers to segment consumers into 

groups (Hoyer and Macinnis, 2008). This is because it portrays consumers' purchasing 

power (Noel, 2009). The higher income a consumer gets means that he/she can choose 

and buy a wider range of products available in the market than those with lower income. 

However, Schiffman et al (2014) point out that income alone is insufficient to define 

target market because it only indicates consumers' purchasing power not an actual 

product choice. It requires a combination with other variables such as education and 

occupation to determine consumers' lifestyle, taste and value, which reflect consumers' 

market segment (Husic and Cicic, 2009). Education, occupation and income have a causeo
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and-effect relationship as high income mostly comes from highly ranked occupation 

which requires an advanced level of education and training (Schiffman et al, 2014). 

Although income is insufficient to define the target market, it is significant enough to 

influence consumers' buying behaviour and their decision-making process as supported 

by many researchers (e.g. Blackwell, Miniard, and Engel, 2001; Dubois and Duquesne, 

1993; Husic and Cicic, 2009). Therefore, income is considered to be another factor that 

may have a relationship with consumers' decision-making style on grey luxury fashion 

goods for this study. 

4.4.6 Summary of Consumer's Demographic Differences and Decision-Making Styles 

Based on the discussion on the differences in demographic characteristics in this section, 

gender, age, education, occupation and income variables are likely to affect consumer 

decision-making styles for grey luxury fashion goods. 

Many researchers (e.g. Segal and Podoshen, 2012; Stokburger-Sauer and Teichmann, 

2013) claim that gender differences still exist in luxury goods consumption. However, 

there are some researchers (Schiffman, et al, 2014) who believe that the difference in 

gender no longer affects consumers' purchasing behaviour. Recent research by 

Euromonitor (2013) reveals that Thai men are consuming luxury goods at almost the same 

rate as Thai women. In order to draw a conclusion on this debate, gender variable is 

included in the selected demographic variables to be tested in this study. 

Age is an important variable to determine consumers' needs and product choices 

(Schiffman et al, 2014). Consumers in the same age group tend to have similar 

consumption behaviour as they have many experiences in common (Noel, 2009). 

Srichamroen (2012) demonstrated that there is an increasing number of Thai youths who 

start consuming luxury goods as it becomes necessity in their age group. Therefore, it is 

worthwhile for this study to investigate the relationship between age variable and Thai 

consumers' decision-making styles on grey luxury fashion goods . 

The level of education might affect consumers' purchasing decision as it is correlated to 

occupation and income (Schiffman et al, 2014), which have a direct relationship with 

social status and purchasing power. Moreover, it also influences consumers' value and 

evaluation process (Nwankwo, Hamelin, and Khaled, 2014). Thus, education is another 

variable that may have an impact on consumers' decision-making style. 
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Occupation is directly linked to an individual's social class and income (Hoyer and 

Macinnis, 2008; Noel, 2009). It is believed that consumers in the same profession rank 

project similar goals, values and preferences (Blackwell, Miniard, and Engel, 2001). 

Many researchers (e.g. Kapferer, 1998; Wong and Ahuvia, 1998) conclude that a 

consumer in a high-ranking occupation consumes luxury goods to enhance their success 

in career. Hence, it is reasonable to test the effect of differences in occupation on Thai 

consumers' decision-making style for grey luxury fashion goods. 

Apart from consumers' desire, ability to buy is an important element that can affect 

decision-making style (Blackwell, Miniard, and Engel, 2001). Consumers' needs will not 

be fulfilled if he/she has low purchasing power or no ability to pay. Consumer purchasing 

power is determined by the level of income (Blackwell, Miniard, and Engel, 2001 ). Thus, 

the effect of differences in income on Thai consumers' decision-making style for grey 

luxury fashion goods should also be examined in this study. 

With all of the above reasons, it is reasonable to hypothesise that: 

H12: The differences in consumers' gender, age, education, occupation, and income, will 

be significantly related to the differences in the means of the consumers' decision-making 

style dimensions. 

4.5 Chapter Summary 

This chapter has outlined the scope of consumer decision-making styles in relation to grey 

luxury fashion goods. Firstly, it provided a conceptual definition of consumer decision

making style to demonstrate a foundation of consumer profiling based on a cognitive 

perspective. Then, it further investigated the CSI model and its applicability to be used as 

a research instrument for this thesis. The CSI model has been validated in many cross

cultural studies and various product categories. Its usefulness in segmenting consumers 

according to their shopping orientation is established among academics. 

Secondly, consumer decision-making style for grey luxury fashion goods was proposed. 

The eight original decision-making styles from the CSI model by Sproles and Kendall 

(1986) which are Perfectionist, Brand Conscious, Novelty-fashion Conscious, 

Recreational-Hedonistitc Conscious, Price Conscious, Impulsive and Careless, Confused 

by Overchoice, and Habitual and Brand-Loyal have been proposed to be validated for 

grey luxury fashion goods. The use of the CSI model as a measurement tool to identify 
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consumer shopping orientation is the aim of this thesis as the CSI model is widely 

accepted and replicated independent measurement tool as explained in section 4.2.1. 

Although the CSI is not initially developed for luxury goods, its dimensions share some 

characteristics with luxury fashion motivations discussed in section 3.3.2 (Figure 7) and 

3.5 as below: 

• Perfectionist dimension represents consumers who concern about quality ands

function (Sproles and Kendall, 1986) while Wiedmann et al (2007) emphasis thats

exceptional quality has great influence on luxury consumption.s

• Brand Conscious dimension explains consumers who rely on brand reputations

(Sproles, and Kendall, 1986). They can be motivated to purchase luxury bys

materialistic value to own product from a well-known brand (Wang, 2016).s

• Novelty-fashion Conscious dimension refers to consumers who enhance self

concept through the latest fashion trend (Sproles and Kendall, 1986). They mays

consume luxury goods to express their self-concept (self-identity value) (Chens

and Lambe1ii, 2015).s

• Recreational-Hedonistic dimension characterizes consumers who shopping fors

pleasure (Sproles and Kendall, 1986). They can be influenced to consume luxurys

for their emotional benefits (hedonistic value) as Jiang and Shan (2018) illustrates

that Hedonistic value is often associated with luxury consumption.s

• Many researcher (e.g. Charles and Howards, 2016; Kwan and Zeng, 2016) points

out that prestige price of luxury goods (price value) cannot always motivates

consumers to purchase luxury as they see price as an indication of quality.s

Furthermore, Park (2014) demonstrates that there are many consumers who ares

price sensitive when it comes to luxury consumption as discussed in section 3 .5 .1.s

This argument is not only reflected on the core benefit of grey luxury fashions

consumption, which allows consumers to purchase luxury goods at a discounteds

price, but also link to Sproles and Kendall's (1986) Price Conscious dimension.s

• Impulsive and Careless dimension represents consumers who purchase withouts

planning (Sproles and Kendall, 1986). Although impulsive and careless are nots

recognized in a discussion on motivations for luxury consumption, Chevalier ands

Lu (2010) explain that consumers can impulsively purchase luxury goods for theirs

discounted price and conspicuous value.s
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• Confused by Overchoice dimension explains consumers who expose to

tremendous choices of product (Sproles and Kendall, 1986). Though this

dimension is not directly connected with the luxury value discussed in section

3.2.2, many researchers (e.g. Abtan et al, 2016; Euromonitor, 2015; Whiteman,

2015) demonstrate that luxury consumers can experience difficulty in decision

making as there are increasing number of information on luxury in social media

and the internet.

• Habitual and Brand-Loyal dimension refers to consumers who always buy product

from the same brands (Sproles and Kendall, 1986). Siu, Kwan, and Zeng (2016)

assert that luxury consumers may repeatedly purchase luxury product from a

particular brand to enhace their self-concept (self-identity value).

Based on the above discussion, it can be seen that the CSI model is a useful tool to 

measure consumer decision-making style for this research as it can capture various 

aspects of luxury consumption behaviour such as motivations and nature of market 

(information overload through the internet). However, it is important to note that the CSI 

model emphasis on segmenting consumers through a series of item statements rather than 

identify relationship between variables and dimensions. Accordingly, this research will 

not investigate on the relationship between grey luxury fashion motivation variables and 

the proposed dimensions. In addition, the researcher also extends the CSI model with 

additional three decision-making styles: Conspicuous Conscious, Reliance on Celebrities 

and Exclusivity Conscious as justified in section 4.3. These dimensions are relevant to 

motivations for luxury consumption among Thai consumers as discussed in sections 2.3, 

2.4, 3.3.2, and 3.5 as below: 

• Conspicuous Conscious dimension explains consumers who prefer public

consumption to express their wealth and social position (Vijaranakorn. and

Shannon, 2017). Reseachers (e.g. McAleer and Mao, 2017; Oe et al, 2015;

Wieddman et al, 2007) demonstrate that conspicuous value is one of the main

motivations for luxury consumption.

• Reliance on Celebrities dimension represents consumers who are influenced by

celebrities. Although this dimension is not included in the luxury value perception

model (Wieddman et al, 2007) discussed in section 3.3.2, it has significant

influence on luxury consumption among Thai consumers because celebrities are
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seen as a role model in Thai society (Boonpradub and Thechatakerng, 2015; The 

Nation, 2015). 

• Exclusivity Conscious dimension refers to consumers who highly value

uniqueness of the product (Tak, and Pareek, 2016). Wiedmann et al (2007)

recognize uniqueness value as part of functional value ofluxury goods perception

as supported by many researchers (e.g. Hennigs et al, 2015; Jain, Khan and

Mishra, 2015) that uniqueness is a characteristic of luxury which has an impact

on demand of luxury goods.

Finally, the differences in selected demographic variables: gender, age, education, 

occupation, and income, on consumers' decision-making style for grey luxury fashion 

goods were investigated. This is to aid the researcher in formulating the hypothesis 

concerning the effects of these demographic variables on consumer behaviour, which is 

one of the research questions for this study. 

The next chapter will discuss the research methodology for this study. 
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CHAPTER 5: RESEARCH METHODOLOGY 

5 .1 Introduction 

This chapter critically examines the methodological approach and research techniques 

adopted for this study. Although the term research methodology and research method are 

used interchangeably, their meaning and usage are not the same (Kothari, 2004). Research 

methodology is the principles that guide researchers to systematically address the 

research problem (Gray, 2004). It is the reason behind the use of certain methods in the 

research (Gofton and Ness, 1997). On the other hand, research method refers to tools or 

techniques adopted by researchers in conducting research (Kothari, 2004). 

The first pai1 of this chapter will provide an overview of the research methodology 

including a discussion on the overarching research philosophy as well as providing a 

justification of the use of sequential mixed-method research and the sampling strategy for 

this thesis. Then it will discuss the first research stage involving the quantitative approach 

including data collection method, questionnaire design, pilot questionnaire and data 

analysis, followed by the qualitative approach. The later part of this chapter will reflect 

on the role of the researcher and ethical considerations. 

5.2 An Overview of Research Methodology 

Research methodology is an approach to collect and analyse the required set of data in 

order to address research objectives and questions (Easterby-Smith, Thorpe and Jackson, 

2012). It is concerned with the theoretical and philosophical position of researchers 

(Smith, 2009). 

5 .2.1 Research Philosophy 

Research philosophy involves the assumption of how one sees the world, objects and 

environment (Easterby-Smith et al, 2012). Accordingly, the philosophical standing point 

of researchers reflects the way they interpret the world and what they count as important 

knowledge for their topic (Saunders, Lewis and Thornhill, 2009; Smith, 2009). Saunders, 

Lewis and Thornhill (2009) establish that research philosophy consists of ontology (the 

structure of reality), epistemology (the nature of knowledge), axiological, and 

methodological assumption of the researcher. Ontology and epistemology reflect the 

choice of research methodology (Day, 2014) which guides researchers to identify an 
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appropriate research design (Crotty, 1998). A failure to understand philosophical issues 

will affect the quality and validity of the research outcome (Easterby-Smith et al, 2012) 

that is why it is important to discuss the researcher's philosophical stance in this section 

before identifying research methodology. 

The origin of various theoretical perspectives is drawn from the two main philosophical 

stances: positivism and interpretivism as every paradigm contains either objectivist or 

subjectivist research assumptions (Gray, 2014). A positivist believes that research 

phenomena should be scientific and quantitatively measured in order to capture single 

reality (Guba and Lincoln, 1994). It assumes that the world is real and that reality consists 

of what is available to the senses (Saunders, Lewis and Thornhill, 2009). For this reason, 

positivist standpoint is usually linked with objectivism and logical deduction (Churchill 

and Brown, 2007). In contrast, the interpretivist standpoint believes that research 

phenomena should be socially constructed and subjective (Gray, 2014). It assumes that 

the reality is basically subjective meanings of social actors within the phenomena 

(Farquhar, 2012). Accordingly, an interpretivist researcher 1s usually bonded to 

subjectivism and induction approaches (King and H01Tocks, 2010). 

The ontology and epistemology of this study is neither purely positivist nor interpretivist 

as it aims to identify and explain Thai consumers' decision-making style for grey luxury 

fashion goods by adopting, validating and extending the Consumer Style Inventory (CSI) 

developed by Sproles and Kendall (1986). The objective empirical outcome is vital to 

validating the CSI model and categorizing samples into groups while a qualitative 

approach is needed to further explain each consumer decision-making style. It is 

acknowledged that generalizability of the outcome (positivist) is not the main purpose of 

this research while explanation and exploration (interpretivist) are considered to be part 

of the aim. 

To achieve the aim of this research, the researcher chooses a post-positivist approach with 

empiricism and rational epistemology as a philosophical stance. Consumer decision

making style is a complex issue involving psychographic characteristics, which are 

internal feelings and cannot be perfectly measured. Post-positivist is regarded as an 

optimal approach among consumer behaviour researchers ( e.g. Mandina, and 

KarisambudziSreejesh, 2016; Sreejesh, Mitra, and Sahoo, 2015). It is known to be a 

modified objectivism with an assumption that reality exists but is imperfectly captured 
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(Guba and Lincoln, 1984). The researcher holds a similar view on this argument as the 

nature of this study can only provide an understanding on what we can know through an 

individual's experience. Stewart and Floyd (2004) assert that the core of post-positivism 

is to construct knowledge based on live experience rather than finding absolute truth like 

positivists. With a post-positivist assumption, the research believes that reality can be 

influenced by an individual's experience so that is why the researcher only focuses on 

samples that have grey luxury fashion purchasing experience as they can provide valuable 

information to address the aim of this research. 

Post-positivists recognize that human behaviour and actions cannot be an absolute truth 

or knowledge because it may change in different circumstances or time (Saunders, Lewis 

and Thornhill, 2009). Based on this reason, the researcher intends to achieve the research 

aim by employing a deductive approach to validate the CSI model through empirical 

statistics and to explain decision-making style through exploratory data. Creswell (2014) 

elaborates that post-positivists usually develop numeric measurement to study objective 

reality of human behaviour. Then, the additional test is conducted to refine the theory in 

order to explain the world (Creswell, 2014). With a post-positivist stance, the researcher 

seeks to find 'what' is Thai consumer's decision-making styles for grey luxury goods 

through the use of statistical data and analysis of qualitative outcome to draw out 'why'. 

5.2.2 Research Methodology 

Research methodology is a combination of research techniques or tools to study a 

phenomenon (Silverman, 2006). Klenke (2008) explains that research methodology is 

formed by the flow of ontological and epistemological assumptions. In the previous 

section, the researcher explained the reasons for choosing post-positivism as a theoretical 

position. In addition, the researcher also highlighted the need for using both quantitative 

and qualitative research approaches to achieve the research aim. 

The use of mixed-methods is in-line with post-positivist theoretical position of the 

researcher for this study. Creswell (2014) explains that it is usual for a post-positivist 

researcher to develop numeric measurement model to study human behaviour and then 

verify the outcome to get a better understanding of the world. Giddings (2006) asserts 

that post-positivist combines quantitative and qualitative methods to get a more accurate 

result not to investigate contradiction. A mixed-method allows researchers to combine 

the strengths and reduce weaknesses of quantitative and qualitative research strategy to 
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get the most beneficial results (Brewer and Hunter, 1989; Johnson and Onwuegbuzie, 

2004). The quantitative method assists researchers in accessing and evaluating large 

samples while the qualitative method is better in explaining human comprehension 

(Brewer and Hunter, 1989). As supported by Johnson and Onwuegbuzie (2004: 23), "By 

utilizing both techniques within the same framework, mixed methods research can 

incorporate the strengths of both methodologies". Table 7 summarizes the research 

approach and methods to be used in this thesis to achieve the research aims and address 

the research questions. 

Research Methods 

Aims 

Research questions 

to be Addressed 

Research Approach: Sequential Mixed-Method 

First Stage: Quantitative Second Stage: Qualitative 

Online Survey Questionnaire Semi-structured Interview (section 
(section 5.4.1) 5.5.1) 

-Validate the CSI model -Expand understanding on each
decision-making style derived from

-Categorize consumers into groups the quantitative results
based on their decision-making
styles -Investigate consumer's attitude

towards grey luxury fashion goods
-Investigate the effect of
differences of demographic
characteristics on decision-making
styles

1. What are the Thai consumer 3. What are Thai consumers'
decision-making styles for grey attitudes towards grey luxury
luxury fashion goods? fashion goods and underlying

motivations to purchase luxury
2. How is Thai consumer decision fashion goods from the grey
making style influenced by market?
demographic variables

Table 7: Summarization of mixed-method research to achieve the research questions 

A sequential mixed-method research design for this study will be outlined in two separate 

sections: quantitative research methods and qualitative research methods; this is because 

the data collection process will be conducted at different points in time. A sequential 

mixed-method is widely used in recent consumer behaviour research as it can strengthen 

the outcome of the research (Harrison and Reilly, 2011). Spanjaard, Young, and Freeman 

(2014) further explain that the first research method can provide guidelines for the 

following research technique as a way to understand how decisions are made. Koller and 

Salzberger (2009) support that the consumer decision-making process can be best 

described by quantitative analysis with qualitative in-depth investigation. 
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The researcher follows a post-positivist approach of explanatory research design: 

quantitative research is firstly analysed then followed up by a qualitative technique, the 

priority being given to the quantitative data (Harrison and Reilly, 2011). In explanatory 

research, the researcher seeks to provide further understanding of the quantitative 

outcome through the interpretation of qualitative data (Harrison and Reilly, 2011; Koller 

and Salzberger, 2009). Accordingly, the researcher initially employs quantitative data 

collection method to capture and identify consumer decision-making styles for grey 

luxury fashion goods and investigate the effects of differences in consumers' 

demographic characteristics on decision-making styles. The quantitative approach will be 

adopted as an initial research strategy for many reasons. First, the nature of this research 

area is heavily concerned with consumers' psychographic analysis, which can be derived 

from an investigation of a large number of samples on their values, behaviours as well as 

their demographic characteristics. Quantitative approach is more practical than qualitative 

approach in investigating a large number of samples (McBurney and White, 2010). 

Second, this thesis will adopt an existing Consumer Style Inventory model to identify 

consumers' decision-making style through statistical data, which is a core of quantitative 

analysis. As supported by McDaniel and Gates (2002), quantitative research is often in 

quantifiable and numeric format. 

Then, the researcher will proceed with the qualitative data collection in order to explain 

Thai consumer decision-making style for grey luxury fashion goods. The main purpose 

of the qualitative approach is to further explain the outcome from the measurement model. 

Furthermore, the qualitative results can provide in-depth information to clarify underlying 

factors for consumer behaviour, perception and emotion, which cannot be done through 

a quantitative approach (Creswell, 2014). The advantages of the qualitative approach will 

highly strengthen the outcome of this research. 

Adopting the mono method alone will affect the quality of the outcome of this research. 

First, the quantitative method employed in this study has a limitation on generalization as 

the nature of this study requires the use of purposive sampling- samples who have grey 

luxury fashion purchasing experience, which is not applicable to generalize to a larger 

population. Second, the qualitative method can provide in-depth information on 

consumers' decision-making styles but cannot be used to adopt the CSI model, which is 

one of the objectives of this study. Mixed method research is deemed to be the most 

appropriate approach for this study. The use of quantitative methods can help in 

identifying consumers' decision-making styles for grey luxury fashion goods while 
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qualitative methods will provide in-depth information such as feelings, and opinions 

which underpin those key decision-making styles. Therefore, it is best for this study to 

adopt a mixed-method research approach to capture Thai consumer decision-making 

styles for grey luxury fashion goods. 

The next section will discuss a sample selection process for the mixed-method research. 

5.3 Sample Section Process 

The sampling process of this study can be divided into two stages: quantitative sampling 

(for online survey questionnaire) and qualitative sampling (semi-structured interview) as 

shown in Figure 9 due to the fact that a sequential mixed-method is adopted as a research 

methodology as earlier explained in section 5.2.2. 

Sample Selection Process 

l l 
2"d Stage Sampling 1 st Stage Sampling 

Research Approach: QualitativeResearch Approach: Quantitative 

Research Method: Online Survey Research Method: Semi-structured 

Questionnaire Interview 

l l 
Sampling Technique 

Purposive Sampling 

Criteria: consumers who have 

experience with grey luxury fashion 

goods within the past 12 months 

l 

Sampling Technique 

Judgemental Sampling 

Criteria: consumers who have 

experience with grey luxury fashion 

goods within the past 12 months 

l 
Number of Sample 

400 needed 

1,500 online survey questionnaires 

Number of Sample 

7-12 participants

sent out 

l l 
Sample Pool 

A list of grey consumers from 15 grey sellers in contact with the researcher 

Figure 9: Sample Selection Process 



The target population for quantitative approach is Thai consumers who have experienced 

purchasing luxury fashion goods from the grey market. This is to ensure that their 

responses can truly reflect the decision-making style on the grey luxury fashion good, 

which is the objective of the study. Defining target population of the research is an 

important process for sample selection as Imai (201 7) explain that target population 

corresponds a group of people who shares similar characteristics which are of interest to 

the researcher. Additionally, target population with a clear sampling frame also helps 

keeping researchers on track of what they are looking for from the sample (Rea and 

Parker, 2014). A sampling frame is selected to represent elements of the population, from 

which a sample may be drawn (Nardi, 2016). Due to the very specific characteristics of 

the population of this study, the perfect list of sampling frame is very likely to be 

unobtainable, mainly because the information of the grey market trade in Thailand is 

unavailable since the grey market in Thailand is somewhat involved with illegal 

transactions. Reseachers (e.g. Muhlbacher, Leihs, and Dahringer, 2006; Rea and Parker, 

2014) assert that it is completely normal for researchers to be unable to identify a 

complete sampling frame because many sources of information have become private and 

protected by law. 

The sampling strategy for quantitative data collection is purposive sampling, targeting the 

respondents who purchased grey luxury fashion goods from the grey market within the 

past 12 months. As the purpose of this research is to investigate decision-making styles 

for grey luxury fashion goods among Thais, it makes more sense to take only the 

respondents who have experience with grey luxury fashion goods within the past 12 

months into account when determining the most current consumers' decision-making 

styles. Malhotra (2004) supports that purposive sampling is best used when researchers 

are certain about specific characteristic of the sample so they can represent the population 

of interest. However, the element of random sampling is also applied to this research as 

the questionnaire will be sent out randomly to a list of grey luxury fashion customers to 

minimize the limitations of the purposive sampling method. This approach is in line with 

Teddlie and Yu's (2007) mixed-method sampling as they assert that a combination of 

sampling techniques, purposive and random, can be used to answer the specific research 

questions. Furthermore, it can assist researchers in acquiring a desirable group of samples 

in order to enhance in-depth quality along with some level ofrepresentativeness (Teddlie 

and Yu, 2007). 
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Authors Sample Size and type 

Bian and Forsythe (20 I 2). Total of 394 college students U.S.=194 and 

Chinese 200 

Choo, Moon, Kim, and Yoon (2012) 306 Korean consumers 

Han (2010) 233 Taiwanese female consumers 

Kim, Ko, Xu, and Han (2012) 114 Korean students 

Kulsiri (2012) 363 Thai young people (15-25 years old) 

Lertwannawit and Mandhachitara (2012) 496 Thai males 

Li, G. (Gouxin), Li, G. (Guofeng), and Kambele 480 Chinese consumers 

(2012) 
 Monkhouse, Barnes and Stephan (2012) Main study n=443; China= ! 12, Japan =103, 

 Singapore= l05 and Vietnam =123 

Park, Rabolt and Jeon (2008) 319 Korean university students 

Zhan and He (2012) 359 Chinese consumers with 3G cell phones 

Table 8: Sample size of Asian Luxury Consumption studies 

With reference to an average sample size of previous Asian luxury consumption studies 

(please refer to Table 8), the targeted sample size for quantitative data collection is 400. 

Although some studies use a sample size of more than 400, it is important to keep in mind 

that grey luxury fashion consumption is definitely smaller than typical luxury 

consumption. Therefore, this number is appropriate as a sample size for this study. 

Based on the study of Watt, Simpson, McK.illop, and Nunn (2002), the average response 

rate for online survey is around 32.6%. Therefore, the initial sample size for this study is 

at least 1,226 (400/0.326). The researcher targets 15 grey sellers in her personal network 

(10 grey sellers with physical and online stores and 5 grey sellers with only online store) 

with a view to accessing their consumers. The 15 grey sellers provide their customer 

contact details to the researcher for research purposes only. These customers are 

subscribed to the grey sellers and pennit the grey sellers to contact them for marketing 

purposes and to allow them consent to share their information to third parties in the grey 

market community. In the Thai grey market community, the grey sellers sometimes 

exchange information of the consumers as a way to refer consumers to other grey sellers 

when they do not have desired luxury goods in-stock. The 1,500 online questionnaires 

are sent out randomly to the given lists of samples who have purchased grey luxury 

fashion goods within the past 12 months. The follow-up is done through reminder 

electronic messages/mail a week after the questionnaire is sent out to boost the response 

rate. 

The qualitative research was conducted after the first stage of the research, online survey 

questionnaire, was completed. The researcher adopts a judgemental sampling technique 

in selecting samples for qualitative interview, mainly because the researcher has clear 
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criteria of specific characteristics of the samples that will address the objective of this 

study. The predetermined criteria for the qualitative sample of this study is the same with 

qualitative sample which is consumers who have purchased grey luxury fashion goods 

within the past 12 months. This is to ensure that the respondents for both approaches share 

similar experiences which is important to this research as the researcher aims to use 

qualitative outcome to explain the quantitative outcome. Venkatesh, Brown, and Sullivan 

(2016) explain that the same sampling criteria can be used to obtain the outcome from 

different research techniques especially when there is a connection between research 

approaches like mixed-method research. 

Furthermore, it is common for psychology research to study the participants' experience 

in the past 6 months to 1 year because it will not be too hard for the participants to recall 

and explain the experience (Mathur, Moschis, and Lee, 2003). According to Malhotra, 

Birks, and Wills (2012), judgemental sampling mainly depends on the researcher's 

decision to select the criteria in any aspects deemed to be important to the research to 

represent the sample. It is ve1y beneficial when the researcher needs to obtain information 

from respondents who have specific experience (Wegnor, 2007). 

The target sample size for the interview is 7-12 participants based on the researcher's 

consideration of quality of the qualitative result, and objective of the qualitative research 

(to justify quantitative results). The researcher believes that the range of 7-12 participants 

would be suffice to gain an insight to confirm/justify the outcome from quantitative data 

as the quality of sample, using the predetermined criteria as described above, can reflect 

the quality of the information given. Bernard (2012) clarifies that the number of 

participants for the qualitative interview can be depended on the researcher, to determine 

when the results reach saturation. However, to reach saturation, it is better to use a similar 

set of interview questions as data will not be a moving target (Bernard, 2012). O'Reilly 

and Parker (2013) argue that saturation is not an appropriate measure of validity for all 

qualitative approaches because the saturation is depended on the purpose and objectives 

of the qualitative research, which will not be the same for every research. Klenke (2016) 

asserts that the strength of qualitative research is not depended purely on the size of the 

sample like quantitative research as long as the researcher can draw out important 

information from the selected participants. 

The grey luxury consumers on customer lists provided by 15 grey sellers were contacted 

again to take part in the interview because they meet the predetermined criteria for the 

qualitative sample of this study. Although there is a possibility that the quantitative 
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respondents and qualitative participants might be the same person, there is no way to 

clearly confirm this because the quantitative research is done anonymously. Furthermore, 

participant background information is not playing a big role in the qualitative stage for 

this study because the aim of qualitative research is to expand understanding on decision

making styles on grey luxury fashion goods, which can be sufficiently explained through 

the consumer's personal experiences. As Klenke (2016) explains, demographic 

characteristics of qualitative samples are not as important as the quantitative approach 

because the qualitative technique seeks to gather in-depth information while quantitative 

methods focus on generalization. 

In summary, this research adopts a sequential-sampling strategy: purposive sampling 

(quantitative) and judgemental sampling (qualitative) from the same sample list to obtain 

data from a mixed-method research approach. Venkatesh, Brown, and Sullivan (2016) 

explain that sequential sampling strategies usually uses methodology from the first stage 

to inform the methodology for the second stage. In addition, it is common for mixed

method research to adopt a sequential-sampling strategy as researchers might need to 

draw a sample from the same sampling pool to reach the outcome (Teddlie and Yu, 2007). 

the selected sample for the fust phase can be a subset of those participants chosen for the 

other component of the study (Collins, Onwuegbuzie, and Jiao, 2007). 

The next section will discuss the first stage of research involving the quantitative research 

method. 

5.4 Mixed-Method Research Design: Quantitative Research Methods 

5.4.1 Chosen Quantitative Data Collection Method: Online Survey Questionnaire 

Among many quantitative research methods, survey questionnaire is employed in this 

study as an instrument for data collection for many reasons. First, survey questionnaire is 

the only method that can obtain the required statistical data related to the research 

question regarding consumers' decision making style. This research seeks to validate the 

CSI model with quantitative data, which can be acquired through the use of a survey 

questionnaire rather than other quantitative data collection techniques such as 

experimentation and observation. Observation is known to be inactive: involving making 

notes and records on people's behavioural pattern without asking them questions (Wiid 

and Diggines, 2009). Consequently, it cannot be implemented with measurement scale 

items of the CSI model as the measurement scale items need to be rated by the 

respondents rather than the researcher. 
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On the other hand, experimentation seeks to determine the relationship between variables 

by allowing researchers to manipulate variables and control the research situations 

(Parasuraman, Grewal and Krishnan, 2006), which is impossible and unnecessary in this 

case as this research aims to identify and explain consumers based on their shopping 

orientation rather than investigate and control the variables. 

Second, it suits with the researcher's theoretical position as a post-positivist with an 

assumption that knowledge is built on the observable phenomena which are external and 

objective. Observation and experimentation are inappropriate sources of data generation 

for this study due to their limitations on the ability to measure underlying human 

behaviour, which are the centre of this study (Zikmund and Babin, 2007). In contrast, 

survey questionnaire can assist the researcher in explaining and identifying consumer 

behaviour (Parasuraman, Grewal and Krishnan, 2006; Wiid and Diggines, 2009). In 

addition, it can measure attitudes, beliefs, behaviours, motives, intentions and personal 

characteristics of consumers (Zikmund and Babin, 2007) 

Survey is described as a primary data collection method that gathers information from a 

group of representative samples in order to understand the behaviour of a larger 

population of interest (Clow and James, 2014; Wiid and Diggines, 2009). It can be 

categorized into four main types: personal interview, telephone interview, mail survey, 

and online survey. Online survey is chosen to be the method of communication between 

researcher and respondents for this study. The main reason is because online survey 

serves most requirements needed for this research such as reaching high volume of 

respondents in a short period of time, low cost, directly reaching the target samples group, 

convenient for respondents to respond and return their responses to the researcher 

(Malhotra, 2004). It is more suitable than personal or telephone survey because the length 

of the questionnaire is too long for both methods. Moreover, it is less time consuming 

than the other three methods. The only disadvantage of the online survey is that it will not 

reach samples who do not have access to the computer or internet (Zikmund and Babin, 

2007), which is not a significant problem for this study because most grey luxury fashion 

trade in Thailand is done through online channel. Therefore, the respondents of online 

surveys m this study can project psychographic profiles of grey luxury fashion 

consumers. 
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5.4.2 Questionnaire Designe 

Questionnaire is a structured set of questions designed to collect required data relating to 

research questions (Gray, 2014). Researchers need to develop an effective questionnaire 

in order to obtain the required information from the respondents (Chisnall, 2005). In order 

to create a well-constructed questionnaire, the researcher needs to make sure that the 

questions are straightforward and easy for the respondents to respond (Clow and James, 

2014). Moreover, it should be comprehensive to attain the necessary data (Malhotra, 

Birks, and Wills, 2012). 

The main purpose of the survey questionnaire is to extract Thai consumers' decision

making styles for grey luxury fashion goods by investigating their consideration on 

product selections (e.g. price, royalty, and quality), which are listed in the previous 

chapter. Additionally, it intends to identify demographic characteristics of samples in 

order to determine the effects of consumers' demographic differences on their decision

making styles. To be able to do so, the researcher adopts and extends the Consumer Style 

Inventory model by Sproles and Kendall (1986), shown in Table 9, as a research 

instrument as previously discussed and justified in section 4.2.1. The researcher chooses 

to adopt this framework because it has been tested and employed by many researchers in 

the field of consumer decision-making styles (e.g. Durvasula et al, 1993; Tanksale, 

Neelam, and Venkatachalam, 2014). The measurement variables within the CSI model 

are fitted to measure and indicate the related consumers' decision-making style dimension 

(Durvasula et al, 1993; Hafstrom et al, 1992). They are statistically significant in terms 

of factor loading with satisfactory degree of reliability (Durvasula et al, 1993; Hafstrom 

et al, 1992). Consequently, they should also be suitable in this study. 

The purpose of creating item statements of measurement variables 1s to measure 

consumers' decision-making styles for grey luxury fashion goods. The proposed eleven 

consumer decision-making style dimensions in section 4.3, which reflect consumers' 

purchasing behaviour, are classified as latent variables. A latent variable is described by 

DeVellis (2012) as a phenomenon of interest which cannot be measured directly. It can 

be measured through a set of indicator variables in order to be quantified (De Vellis, 

2012). 
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Dimension 1: Perfectionistic, Hi�h-Quality Conscious Consumer 
1. Getting very good quality is very important to me.
2. When it comes to purchasing products, I try to get the very best or perfect choice.
3. In general, I usually try to buy the best overall quality.
4. I make special effort to choose the very best quality products.
5. I really don't give my purchases much thought or care.
6. My standards and expectations for products I buy are very high.
7. I shop quickly, buying the first product or brand I find that seems good enough.
8. A product doesn't have to be perfect, or the best, to satisfy me.
Dimension 2: Brand Conscious, "Price Equals Quality" Consumer 
1. The well-known national brands are best for me.
2. The more expensive brands are usually my choices.
3. The higher the price of a product, the better its quality.
4. Nice department and specialty stores offer me the best products.
5. I prefer buying the best-selling brands.
6. The most advertised brands are usually very good choices.
7. A product doesn't have to be perfect, or the best, to satisfy me.
Dimension 3: Noveltv-Fashion Conscious Consumer
1. I usually have one or more outfits of the very newest style
2. I keep my wardrobe up-to-date with the changing fashions.
3. Fashionable, attractive styling is very imp011ant to me.
4. To get variety, I shop different stores and choose different brands.
5. It's fun to buy something new and exciting.
Dimension 4: Recreational, Hedonistic Consumer 
1. Shopping is not a pleasant activity to me.
2. Going shopping is one of the enjoyable activities of my life.
3. Shopping the stores wastes my time.
4. I enjoy shopping just for the fun of it.
5. I make my shopping trips fast.
Dimension 5: Price Conscious. "Value for Money" Consumer 
1. I buy as much as possible at sale prices.
2. The lower price products are usually my choice.
3. I look carefully to find the best value for the money.
Dimension 6: Impulsive, Careless Consumer 

1. I should plan my shopping more carefully than I do.
2. I am impulsive when purchasing.
3. Often I make careless purchases I later wish I had not.
4. I take the time to shop carefully for best buys.
5. I carefully watch how much I spend.
Dimension 7: Confused by Overchoice Consumer
1. There are so many brands to choose from that often I feel confused.
2. Sometimes it's hard to choose which stores to shop.
3. The more I learn about products, the harder it seems to choose the best.
4. All the information I get on different products confuses me.
Dimension 8: Habitual, Brand-Loyal Consumer 
1. I have favourite brands I buy over and over.
2. Once I find a product or brand I like, I stick with it.
3. I go to the same stores each time I shop.
4. I change brands I buy regularly.
Table 9: The Original Version of Consumers' Decision-Making Style Dimensions and Measurement 

Variables (Sproles and Kendall, 1986) 
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Though the measurement variables from the CSI model are valid and consistent for this 

study, they do not cover three additional proposed consumer decision-making 

dimensions, which are Conspicuous Conscious, Reliance on Celebrities, and Exclusivity 

Conscious as discussed and justified in section 4.3, 4.3.9, 4.3.10, and 4.3.11. Therefore, 

the measurement variables from Bian, and Forsythe (2012), Hung, et al. (2011), 

Lertwannawit, and Mandhachitara (2012), Sonwalker, Kapse, and Pathalk (2011), and 

Zhan, and He (2011) are added as a supplement to the scale items of Sproles and Kendall 

(1986) to measure these dimensions as shown in Table 10. The measurement variables 

from these five studies are also tested and show a satisfactory degree of reliability in 

factor loading. In addition, most of these variables were used in luxury consumption 

studies except for those from Sonwalker, Kapse, and Pathalk (2011 )' s study, which were 

used specifically to test the effect of celebrity on consumer behaviour. With these 

arguments, the additional measurement variables from the selected studies should also be 

appropriate for this study. 

A total of 75 scale items, which are derived from the CSI model and previously five 

mentioned studies, are used as the measurement variables in the pilot questionnaire stage 

as shown in Table 10 (please refer to Appendix A). The purpose of these variables is to 

measure consumers' decision-making styles for grey luxury fashion goods. 
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Dimension 4: Recreational, Hedonistic 

21. Shopping is not a pleasant activity to me.
22. Going shopping is one of the enjoyable activities of my life.
23. Shopping the stores wastes my time.
24. I enjoy shopping just for the fun of it.
25. I make my shopping trips fast.
Dimension 5: Price Conscious, "Value for Money"

26. I buy as much as possible at sale prices.
27. The lower price products are usually my choice.
28. I look carefully to find the best value for the money.
Dimension 6: Impulsive, Careless

29. I should plan my shopping more carefully than I do.
30. I am impulsive when purchasing. 
31. Often I make careless purchases I later wish I had not. 
32. I take the time to shop carefully for best buys
33. I carefully watch how much I spend.

Dimension 7: Confused by Overchoice

34. There are so many brands to choose from that often I feel confused. 
35. Sometimes it's hard to choose which stores to shop. 
36. The more I learn about products, the harder it seems to choose the best.
37.All the information I get on different products confuses me.
Dimension 8: Habitual, Brand-Loyal

38. I have favourite brands I buy over and over.
39. Once I find a product or brand I like, I stick with it.
40. I go to the same stores each time I shop.
41.I change brands I buy regularly.
Dimension 9: Conspicuous Conscious

42. This luxury brand reflects the kind of person I see myself to be.
43. This luxury brand helps me communicate my self-identity.
44. This luxury brand helps me express myself.
45. This luxury brand is a symbol of social status.
46. This luxury brand helps me fit into important social situations.
47.  I like to be seen wearing this luxury brand.
48. To make sure I buy the right product or brand, I often observe what others are 
buying and using.
49.  I often identify with other people by purchasing the same products and brands they 
purchase.
50. If I want to be like someone, I often try to buy the same brands that they buy. 
51. I achieve a sense of belonging by purchasing the same products and brands that 
others purchase.
52. I rarely purchase the latest fashion styles until I am sure my friends approve of  
them.
53. It is important that others like the products and brands I buy.
54. When buying products, I generally purchase those brands that I think others will  
approve of.
55. If other people can see me using a product, I often purchase the brand they expect 
me to buy.
56. I like to know what brands and products make good impressions on others.
57. Ifl have little experience with a product, I often ask my friends about the product.
58. I often consult other people to help choose the best alternative available from a 
product class.
59. I frequently gather information from friends or family about a product before I buy.
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Dimension 10: Reliance on Celebrities 
60. I have bought products under the influence of celebrity.
61. I will stop buying a brand if its endorsing celebrity is involved in any scandal.
62. I pay more attention to the advertisements using celebrity icon.
63. I get attracted more towards a film star than any other celebrity.
64. I keep using a brand only because of the endorsing celebrity.
65. I will stop buying a brand if the celebrities I don't like start endorsing it.
66. I think that celebrities bring credibility to advertising messages.
67. I think celebrities influence my style.
68. I feel that celebrities initiate an action to buy that product.
69. I feel celebrities cast an impact through advertisements.
70. Celebrities help me to remember a brand.
71. I will buy the product if the celebrity I like start endorsing it.
72. I would continue to buy same products from the market irrespective of the act of 
advertising the same product through any specific celebrity. 
Dimension 11: Exclusivity Conscious

73. When a product I own becomes popular among the general population, I begin to 
use it less.
74. I often try to avoid products or brands that I know are bought by the general 
population.
75. Products don't seem to hold much value for me when they are purchased regularly 
by everyone.

Table 10: Adopted Consumers' Decision-Making Style Dimensions and Measurement Variables 

(Adapted from Bian, and Forsythe (2012); Hung, et al. (2011); Lertwannawit, and Mandhachitara 

(2012); Sonwalker, [(apse, and Pathalk (2011); Sproles and Kendall, 1986; Zhan, and He (2011)) 

5.4.3 Decide Layout, Flow, and Design 

The type of questionnaire for this study is a closed-ended question, which allows the 

respondent to choose only one response from all of the alternatives (Clow and James, 

2014). The main benefit of closed-ended questions is that the level ofresponse bias is less 

than open-ended questions and interview. It allows researchers to acquire a specific set 

of responses to support their hypotheses (Clow and James, 2014). The questionnaire 

layout will be divided into two sections: demographic information and measurement of 

purchasing behaviour. The first part of the questionnaire intends to capture the 

background of the respondents including their gender, age, education, occupation, and 

income in order to profile and compare consumers based on their personal information as 

discussed in section 4.4. 

The second part of the questionnaire consists of scale items to measure consumers' 

decision-making styles for grey luxury fashion as listed in the previous section. However, 

the modification might be made to the measurement model and its statements after a pilot 

questionnaire stage with Thai respondents in order to make sure that all statements 

included in the questionnaire are suitable for the purpose of this research. Each item 

statement will be rated on the five-point Likert scale (1 =strongly disagree and 5=strongly 
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agree at end point) as it is proven to be one of the most effective scales to measure the 

true feeling of the respondents, which perfectly fits with the objectives of this research, 

by including a neutral midpoint (Aliosha, 2010). 

The questionnaire will be constructed in English as the item statements of Sproles and 

Kendall ( 1986) are all written in English (Please refer to Appendix B). However, it will 

be translated into Thai in order to reduce bias from the language barrier as English is not 

the first language of Thai respondents (Please refer to Appendix C), thus they might not 

fully understand the questions. Then, it will be sent to a professional translator to translate 

back into English. The back translated questionnaire will be compared to the original 

structured questionnaire for any modification needed to achieve better translation 

equivalent (Mullen, 1995). 

5.4.4 Pilot Questionnaire 

The purpose of the pre-test questionnaire is to get actual feedback on the questionnaire 

from the selected respondents in order to use their comments to improve the quality of 

the questionnaire. This is to ensure that the questionnaire will be effective in collecting 

the required data for the study. 

In a pilot questionnaire stage, the researcher approaches a number of people involved 

with the grey luxury fashion industry. The samples are selected based on a mix of 

convenience and purposing sampling strategy. The element of convenience sampling lies 

in the fact that these people are in personal contact with the researcher while the purposive 

sampling draws on their experience with the grey luxury market in Thailand. There are 

ten people who are willing to participate including two female grey luxury fashion goods 

traders, six female grey luxury fashion customers and two male grey luxury fashion goods 

customers. This group of samples is very valuable in providing feedback regarding the 

questionnaire on grey luxury fashion decision-making styles at this stage. First, there is a 

combination of grey sellers and grey buyers. It could be the case that both grey sellers 

and grey buyers hold different perspectives towards the shopping orientation. These 

diverse experiences can be useful for the researcher at the pilot questionnaire stage as it 

allows the researcher to adapt and adjust the questionnaire to be able to draw out 

consumers' decision-making styles. Second, it reconfirms that the gap between the 

number of male and female consumers exists in the grey luxury fashion market as 

previously discussed in section 2.3.2.1. 
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The first pilot questionnaire has 81 questions: 6 background questions and 75 item 

statements as discussed in section 5 .4.2 It is electronically distributed to the ten 

respondents. The respondents are asked to complete the questionnaire within 3 days. After 

receiving responses from the respondents, the researcher follows-up with the respondents 

by phone to get their comments on the questionnaire including issues and problems 

encountered during the questionnaire. Based on the respondents' feedback, there are five 

main issues that need to be improved: 1. the length of questionnaire is too long 2. some 

statements are too similar 3. some statements are difficult to understand 4. the instruction 

is not clearly stated that refers to grey luxury fashion goods 5. the dimensions should be 

removed from the questionnaire because it affects the respondents' decisions when 

answering the questions. 

The researcher reflected on the given feedback and adjusted the questionnaire 

accordingly. The researcher decided to reduce the length of the questionnaire with a 

consideration of number of indicative variables to latent variables, and selection of words 

and sentence construction to ensure that the questionnaire is comprehensive to measure 

consumers' decision-making styles for grey luxury fashion goods. From the first version 

of the questionnaire, it can be seen that the number of measurement variables for each 

dimension is uneven, ranging from three to eight scale items. The inequality in number 

of measurement variables for each dimension can create unequal weight of indicators 

(Newsom, 2015), which may lead to importance bias in each dimension. The reason 

behind this is because Sproles and Kendall (1986) employ Exploratory Factor Analysis 

with Varimax rotation and principle component factor extraction method in developing 

the CSI model. With this method, the earlier factors tend to better explain the latent 

variable compared to the later variables, from the rotational procedure, because they 

contain more variables associated with the latent variable. 

To reduce the level of potential bias, the researcher decided to allocate an equal number 

of four measurement variables to each latent variable. This is to ensure that the length of 

the questionnaire is sensible to the respondents so it can capture the required information. 

However, the Price Conscious, "value for money" dimension, which contains only three 

measurement variables, is in need of supplement measurement items. Accordingly, the 

researcher added supplement measurement variables for Value Conscious from Zhan and 

He (2011) to overcome the potential bias. For dimensions with more than four item 

statements, the researcher minimized statements that are very similar and overlap in 

meaning in order to reduce the number of variables without jeopardizing the measurement 
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accuracy. Furthermore, the researcher gave priority to earlier measurement variables and 

cut down the later variables because the first few factors better explain the latent variable 

compared to the later variables as mentioned earlier. 

The comment on selection of words and sentence construction of the questionnaire is also 

important because this study will be conducted on consumers with different levels of 

education. Accordingly, the measurement items should be straightforward and simple 

enough to be easily interpreted by people with various education backgrounds to increase 

the accuracy of the responses. Therefore, the researcher removed item statements with 

complicated words. The researcher also revised the instruction by providing more 

explanation to assist the respondents in answering the questionnaire. Then, the 

measurement variables are randomly listed to minimize the ordering effect. Last, the 

researcher removed the dimension headings within the questionnaire. The revised version 

of item statements are outlined in Table 11. 

The improved version of the questionnaire is sent out to the same ten respondents for 

second stage piloting. The feedback regarding issues from completing the questionnaire 

is a lot better than the first version. The respondents are quite happy with the length of 

the questionnaire. They agree that it is not short but not too long to fill in. In addition, 

they mention that the questionnaire is easier to read and understand while the instruction 

provides a clear guideline on what they should do and what product it is referring to. 
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5.4.5 Quantitative Data Analysis 

Data analysis in quantitative research involves an evaluation of collected data in statistical 

format (Wetcher-Hendricks, 2011 ). This section will provide a discussion on fundamental 

data analysis methods for this study: descriptive analysis, factor analysis, reliability 

analysis, and differences between groups on consumers' decision-making styles analysis. 

These methods are chosen because they are optimal data analysis approaches to address 

research questions for this thesis, which will be discussed in the following sub-sections. 

5.4.5.1 Descriptive Analysis 

Descriptive analysis is an explanation or summary that describes a given set of data 

(Singh, 2007). It can provide a description of the data through the frequency in which a 

variable occurs (Plooy, 2009). Measure of frequency is usually performed by the 

researcher to categorize data into groups (Wetcher-Hendricks, 2011). Many researchers 

use this information as the basis of detailed analysis (Wetcher-Hendricks, 2011). In this 

study, measure of frequency is employed to categorize and analyse respondents' 

demographic characteristics (gender, age, education, occupation, and income). The 

frequency of each demographic variable will be expressed in numeric and percentage 

format. This is to provide a description of the respondents, which is important for this 

research. 

5.4.5.2 Factor Analysis 

Factor analysis is a statistical analysis that identifies the source of variance among 

variables (Singh, 2007). The purpose of factor analysis is to minimize the number of 

variables and to distinguish patterns in the relationships between variables (Singh, 2007). 

There are two types of factor analysis: Exploratory Factor Analysis (EF A) and 

Confirmatory Factory Analysis (CFA) (Gatignon, 2010). 

EF A is regarded as one of the most widely accepted statistical analyses in psychological 

studies (Fabrigar, Wegener, MacCalllum, and Strahan, 1999). It is primarily used to 

identify the underlying pattern of unobserved variables (Gatignon, 2010). Moreover, it 

assists researchers in reducing a large set of items to a smaller set of components and 

summarises the underlying structure of related items into the same groups (Malhotra, 

2004). Gatignon (2010) explains that EFA can be used to demonstrate unidimensionality 

of each variable as it can be performed on factors independently. In addition, it can be 
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adopted to determine the degree of independence between factors (Malhotra, 2004). 

Based on the main applicability of the EF A, it is often employed to analyse data in 

research in which development of scales and measurement occurs (Pallant, 2005). 

On the other hand, CF A is often used to verify the relationships and patterns between 

factors (Brown, 2015). To implement CFA, researchers must be able to postulate solid 

relationships between observed variables (Byrne, 2013). CFA seeks to test if the 

underlying structure of variables are consistent with a pre-established theory (Brown, 

2015; Byrne, 2013). It also intends to test the validity of indicator variables as well as the 

relationship between the observed variables (Byrne, 2013). Gatignon (2010) elaborates 

that CF A is also suitable to assess the goodness of fit of the measurement model by 

evaluating the difference between the observed covariance matrix and the original sample 

matrix. If the difference between these groups is insignificant, then it means that the 

goodness of fit index is at an acceptable level (Brown, 2015). Gatignon (2010) asserts 

that CF A is preferable to be performed on a new group of samples. 

Based on the above discussion, EF A is more suitable than CF A to be adopted as a factor 

analysis method for this study for many reasons. First, EF A is data driven which allows 

the researcher to identify the underlying structure of variables (Gatignon, 201 O; Singh, 

2007). In contrast, CF A focuses on an established theory, which might not be appropriate 

for this research because the researcher proposes to explore more consumer shopping 

behaviour dimensions than those included in the CSI model. Second, the purpose of CF A 

is to confirm the findings (Singh, 2007) but this research is conducted on a different 

product category (grey luxury fashion goods instead of general product); by nature, it 

cannot confirm the theory because it is performed in a different context/setting. Last, EF A 

is widely used by previous researchers on consumer decision-making styles ( e.g. 

Durvasula et al, 1993; Hafstrom and Chung, 1992; Sproles, 1985; Sproles and Kendall, 

1986; Yang and Wu, 2007). 

Therefore, this study will employ EF A, the principle component method for factor 

extraction and Varimax rotation for factor analysis in order to increase the consistency 

with previous research on consumers' decision-making styles (Sproles and Kendall, 

1986; Yang and Wu, 2007). Sproles and Kendall (1986) emphasise that the principle 

component method generates the most interpretable factor solution to this type of study. 

While Varimax rotation is one of the best orthogonal rotations widely used in 
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psychological research because it allows researchers to achieve solutions with a simple 

approach (Fabrigar et al, 1999). 

5.4.5.3 Reliability Analysis 

Reliability refers to the ability of measurement items to produce consistent results when 

the phenomenon is the same (Singh, 2007). It concerns the degree of random error in the 

measurement instrument (Rubin and Babbie, 2010). According to Singh (2007), there are 

three main factors to be considered when measuring reliability, which are stability, 

internal reliability, and inter-observer. Stability involves steadiness of the measurement 

instrument, which ensures researchers that the results will not fluctuate over time (Rubin 

and Babbie, 2010). Internal reliability is associated with consistency of the measurement 

scales (Singh, 2007). Many researchers (Pallant, 2005; Singh, 2007) assert that reliability 

of scale data can be evaluated through internal consistency. Pallant (2005) explains that 

items within the scale form the entire measurement instrument; then, each item needs to 

be consistent with the characteristic it intends to indicate. Last, inter-observer consistency 

factor arises in the situation where more than one observer are involved (Singh, 2007). 

In this study, it is very important to evaluate internal reliability within the measurement 

model in order to make sure that each item statement is consistent with the consumers' 

decision-making dimension it indicates. Therefore, internal reliability, specifically 

Cronbach's alpha reliability coefficient, is used to assess the reliability of statement items 

within dimensions of consumers' decision making styles for grey luxury fashion. 

Cronbach's alpha is the most widely used method to measure internal consistency 

reliability (Singh, 2007). It is also commonly used in consumer decision-making styles 

studies (Hafstrom and Chung, 1992; Sproles and Kendall, 1986; Yang and Wu, 2007). 

Furthermore, it is a precise reliability measurement for any type of item (Nunnally, 1978). 

Cronbach's alpha calculates the average coefficients among items within the scale 

ranging from 0, which indicates no internal reliability, to 1, which indicates perfect 

internal reliability (Singh, 2007). Nunnally (1978) suggests that the acceptable value of 

Cronbach's alpha is 0.7 or better as it is the most suitable value for any measurement 

scale. 

5.4.5.4 Differences between Groups on Consumers' Decision-Making Styles Analysis 

One of this study's main objectives is to determine if the differences in consumers' 

demographic characteristics (gender, age, education, occupation, and income) are related 
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to the differences in the means of the consumers' decision-making style. According to 

Stamatis (2003), the differences between groups' means can be assessed by two major 

procedures: univariate and multivariate approaches. These approaches compare each 

group's mean score on one or more dependent variables. 

Univariate techniques involve the use of single dependent variables to analyse and 

compare the differences between groups (Stamatis, 2003). The most commonly used 

univariate techniques are t-test and Analysis of Variance (ANOVA) (Stamatis, 2003). T

tests are parametric statistics that tend to compare mean scores between different groups 

(Roberts, and Russo, 1999). They can be divided into three main types: one-sample t-test, 

paired-samples t-test, and independent-samples t-test (Wetcher-Hendricks, 2011). One

sample t-test is used to compare the mean of a sample with the mean of population to test 

if the sample confonns to the population (Wetcher-Hendricks, 2011). Paired-samples t

test is adopted to investigate two means of repeated measures from the same group of 

participants as researchers presume that there might be some connections in samples 

(Rubin, 2010). On the other hand, independent-samples t-test is employed to compare the 

means of two independent groups to see the difference between groups (Roberts, and 

Russo, 1999). 

One-way analysis of variance (AN OVA) is a statistical procedure to compare the means 

of two or more groups (Roberts, and Russo, 1999). It aims to distinguish the differences 

between groups but it cannot compute the significance (Weinberg, and Abramowitz, 

2002). Weinberg and Abramowitz (2002) clarify that one-way ANOVA has similar 

features to independent-samples t-test. It can be regarded as an extension of the 

independent-samples t-test to more than two groups (Rubin, 2010). On the other hand, 

two-way ANOVA focuses on determining the effect of independent variables on the 

dependent variable (Weinberg, and Abramowitz, 2002). 

On the other hand, multivariate analysis of variance (MANOVA) is an analysis of 

variance for multiple dependent variables (Howitt and Cramer, 2008). It is considered to 

be an extension of the univariate approach, to compare the differences across groups on 

more than two dependent variables (Stamatis, 2003). Univariate techniques only concern 

a single dependent variable across groups but MANOV A associates with two variates: 

dependent variables and independent variables (Howitt and Cramer, 2008). MANOVA 

combines dependent variables into one value (linear combination), as seen from multiple 

regression and discriminant analysis, to better address the difference between groups 
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(Howitt and Cramer, 2008; Stamatis, 2003). Furthermore, it can independently generate 

the univariate results for each dependent variable (Stamatis, 2003). 

Based on the above discussion about analysis of difference between groups, it is obvious 

that both univariate techniques (T-test and ANOVA) and multivariate techniques are 

useful in making a comparison across groups. Univariate techniques are suitable for 

research that seeks to compare differences between groups on single dependent variable 

(Stamatis, 2003). On the other hand, multivariate analysis of variance is appropriate in 

research which needs to make a comparison across groups on multiple dependent 

variables (Howitt and Cramer, 2008; Stamatis, 2003). 

The purpose of this study is to assess the differences in consumers' selected demographic 

characteristics (gender, age, education, occupation, and income) by comparing the 

differences in means of each consumer decision-making style dimension. To achieve this 

objective, the researcher focuses more on comparing the differences in mean of 

consumers' decision-making styles as a single unit of the dependent variable (dimension) 

rather than looking into multiple dependent variables individually. Therefore, it is more 

reasonable to use univariate techniques to analyse the differences between groups because 

it allows the researcher to group dependent variables in each dimension as a single 

dependent variable and make a comparison individually. Consequently, independent

sample T-test will be used to compare means of demographic characteristics with two 

groups while one-way ANOV A will be performed on demographic characteristics with 

more than two groups. 

Although the discussion of the use of the quantitative method throughout this chapter 

shows that it can provide a solid outcome in regards to consumers' decision-making styles 

for grey luxury fashion goods, its limitation on purposive sampling still remains. Thus, 

the next section will discuss the use of qualitative methods to strengthen the research 

outcome for this thesis. 

5.5 Mixed-Method Research Design: Qualitative Research Methods 

5.5.1 Chosen Qualitative Data Collection Method: Semi-Structured Interview 

Semi-structured interview is adopted as a qualitative data collection method for many 

reasons. First, the nature of semi-structured interviews can assist the researcher in 

drawing out desired data from the predetennined themes identified in the literature review 

and quantitative approach. Semi-structured interviews allow researchers to prepare a list 
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of questions prior to the interview as a guideline but researchers have the freedom to ask 

or omit questions as necessary (Saunders, Lewis and Thornhill, 2009). This will benefit 

the researcher in keeping focused on the themes relevant to quantitative research and 

enable the researcher to maintain control over the flow of the interview while in-depth 

interview only allows the researcher to ask predetermined questions to a specific aspect 

which may limit the scope of the findings (Hair et al, 2015). 

Meanwhile, the researcher sees focus group as an inappropriate technique for this research 

due to the fact that the participants might be influenced by each other's opinions (Hair et 

al, 2015). The researcher has a certain objective to conduct one-to-one interview as the 

researcher believes that participants' decision-making styles are easier to be detected 

when there is no influence or interaction between participants like in the focus group. On 

the other hand, observation can only describe the action of consumers, not an 

understanding of their psychology (Clow and James, 2014). Additionally, it cannot look 

specifically into Thai decision making-style for grey luxury fashion goods as the grey 

luxury market in Thailand is mainly based online. 

Second, semi-structured interview involves a high degree of flexibility which allows the 

researcher to ask additional questions in relation to responses unlike open-ended 

interview which has less degree of flexibility (Hair et al, 2015). This advantage of semi

structured interview will enhance the research outcome of this study as it can provide 

insightful information regarding consumers' decision-making styles for grey luxury 

fashion goods. It will portray consumers' feelings, and opinions regarding their decision

making styles for grey luxury fashion goods as Carson, Gilmore, Perry, and Gronhaug 

(2001) emphasise that interview can assist the researcher to explore perspectives of the 

respondent based on their own world. It might lead the researcher to a new area of 

decision-making styles that quantitative method could not. Moreover, it will allow the 

researcher to gain more understanding on the quantitative outcome. With all the above 

reasons, it can be said that semi-structured interview is the most appropriate qualitative 

data collection technique for this research. 

Semi-structured interview for this study can be divided into two methods: face-to-face 

and Skype interview. Face-to-face interview is a traditional method of qualitative data 

collection, which is used widely among qualitative researchers and its ability is 

undoubtedly useful for this research. On the other hand, video conference interview, such 

as Skype, is a modern method that is argued to be comparable to traditional interview 
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methods (Deakin and Wakefield, 2014). Skype interview allows the researcher to ask 

questions and see the participant's expression just like the face-to-face interview setting 

while they are in different places (Hai-Jew, 2015). Limitations of Skype interview are 

that the researcher and participants need to have a device with Skype application installed 

as well as internet access (Hai-Jew, 2015); this would not be an issue for this study as 

most grey luxury fashion goods are traded online, implying that Thai grey consumers 

already have access to the technology required for the interview. Therefore, the researcher 

will offer these two interview methods as options for the interviewee to choose at their 

convenience. 

5.5.2 Interview Procedure 

Before conducting the semi-structured interview, the researcher developed an interview 

guideline based on the quantitative outcome of eleven consumer decision-making styles 

for grey luxury fashion goods: Perfectionist, Brand Conscious, Novelty-fashion 

Conscious, Recreational-Hedonistic Conscious, Price Conscious, Impulsive and Careless, 

Confused by Overchoice, Habitual and Brand-Loyal, Conspicuous Conscious, Reliance 

on Celebrities and Exclusivity Conscious (Please refer to Appendix D). This is to ensure 

that all key points will be covered during the interview and data acquired will be relevant 

to address the research questions. King (2004) explains that it is common for qualitative 

interview to use interview guidelines with a list of topics to keep the researcher on track. 

Fm1hermore, a semi-structured interview guideline allows the research to create more 

probes or follow-up questions during the interview, which can lead to better results 

(Silverman, 2016). 

The interview guideline is translated into Thai as the researcher aims to interview the 

interviewee in their native language to avoid any bias or misunderstanding from the 

language barrier (please see Appendix E). The procedure of the interview consists of three 

stages. In the first stage, the researcher provides an introduction of the interview including 

the purpose of the interview, the topic of the interview, and the length of the interview. 

Additionally, the researcher explains the issue of confidentiality for the interview that all 

information will be treated anonymously. Then, the researcher asks for the permission 

from the interviewee to record the interview using ALON Dictaphone application on the 

iPhone. Before starting the interview, the participants are asked to sign an informed 

consent form (Please refer to Appendix F). 
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The second stage of the interview starts with interview questions involving attitude 

towards grey luxury fashion goods as well as the Pros and Cons. It is in1portant for the 

researcher to draw out attitude towards grey luxury fashion goods of the interviewee 

because it can lead the researcher to a better understanding of the decision-making styles 

and purchasing intention. 

The last part of the interview aims to explore motivations for grey luxury fashion goods, 

which are developed from quantitative outcomes regarding grey luxury fashion decision

making dimensions. It tends to recognize the main factors that influence consumers to 

buy luxury fashion goods from the grey market. Furthermore, it tries to investigate grey 

luxury fashion dimensions to enable the researcher to confirm/explain the outcome from 

the quantitative data collection. After all questions are asked, the researcher also asks the 

interviewee if there is any comments or information they want to add in case they feel 

that some valuable information is not included in the interview. 

All interviews are recorded using the ALON Dictaphone application on the interviewer's 

iPhone through face-to-face or Skype semi-structured interview approach. The length of 

the interview is around 45 minutes to one hour depending on the response of the 

interviewee. The time, location and approach of the interview are chosen based on the 

convenience of the interviewee with consideration to minimize or prevent interruption 

from the surroundings. After the interview, the researcher carefully transcribes the 

recordings into Thai before translating them to English in order to process the information 

data coding and analysis. 

5.5.3 Qualitative Data Analysis: Thematic Analysis 

Qualitative data analysis involves a process of data reduction into manageable levels in 

order to transform raw data into meaningful results (Miles and Huberman, 1994). Before 

analysing qualitative data, the researcher revisited the main research questions for this 

study in order to make sure that the coding themes identified in the data reduction section 

are relevant to the research aims. Although the main aim of conducting qualitative 

research for this study is to support the findings from quantitative research, the researcher 

adopts a top-down (deductive) approach for qualitative data analysis because the themes 

for thematic analysis are developed from the consumer behaviour and luxury 

consumptions literatures in relation to the following research question: 
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3. What are Thai consumers' attitudes towards grey luxury fashion goods and 

underlying motivations to purchase luxury fashion goods from the grey market? 

Braun and Clarke (2006) explain that top-down thematic analysis is an approach in which 

researchers develop code for analysis from the theory rather than data. Top-down 

approach also goes along with the researcher's philosophical stance as a post-positivist 

more than the bottom-up approach, which is more of a constructionist epistemology as it 

tends to provide a rich description on the aspects of interest rather than overall data (Braun 

and Clarke, 2006). 

The qualitative data from semi-structured interview was transcribed into text fonnat in 

Thai before translating back to English and content-analysed by the researcher. The 

content analysis was employed as a qualitative data analysis method because it fits the 

purpose of qualitative data collection for this study, to justify the outcome of quantitative 

results. Miles and Huberman (1994) explain that content analysis is used to identify 

factors that arise from qualitative transcriptions. The factors emerging from qualitative 

content analysis can provide in-depth information to the proposed decision-making styles 

for grey luxury fashion goods. 

The other textual analysis methods such as, grounded theory, discourse analysis, 

comparative analysis, are less appropriate for this research. First, grounded theory aims 

to create a theory from the coding data (Miles and Huberman, 1994), which is not a 

purpose of qualitative research for this study. Second, discourse analysis focuses mainly 

on external structure such as grammar, patterns of speech, context and social (Harding, 

2013), which can lead to lack of clear concepts to explain the quantitative outcome. Third, 

comparative analysis intends to identify new themes emerging by comparing responses 

from the respondents (Harding, 2013), which is irrelevant to the purpose of this study. 

Qualitative Data Analysis Process 

Saunders, Lewis, and Thornhill (2009) Miles and Huberman (1994) 

Summarizing of Meanings Data Reduction 

Categorization of Meanings Data Display 

Structuring of Meanings using narrative Drawing/verifying Conclusion 

Table 12: Qualitative Data Analysis Processes Adapted from Saunders, Lewis, and Thornhill (2009) 

and Miles and Huberman (1994) 

The qualitative data analysis process allows the researcher to interact with the data in 

order to be able to see the relationship within the data, identify key themes, and verify the 

conclusions (Creswell, 2014; Saunders, Lewis, and Thornhill 2009). Saunders, Lewis, 
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and Thornhill (2009) expand qualitative data analysis into three processes: summarizing 

of meanings, categorization of meanings and structuring of meanings using narrative. 

These processes of qualitative data analysis are in line with Miles and Huberman's (1994) 

Interactive data analysis model as shown in Table 12. 

Interactive data analysis model consists of three data analysis processes: data reduction, 

data display and drawing/verifying conclusion (Miles and Huberman, 1994). The content 

analysis for this study will be executed in accordance with Miles and Huberman's (1994) 

Interactive data analysis model because its iterative approach should allow the researcher 

to constantly refine and interpret data before the conclusions are drawn (Figure 10). 

Creswell (2014) supports that the qualitative data analysis process is better in analytic 

circles rather than a linear approach as it involves constant interpretation before 

conclusions can be drawn. These processes will be discussed in the following part of this 

chapter:
.-------- --------------------------, 

Data Collection 

Figure 10:Components of Data Analysis: Interactive Model (Miles and Huberman, 1994a: 12) 

Data Reduction 

Data reduction refers to a process in which data is reduced by researchers in accordance 

with the research instrument such as research objectives and conceptual framework 

(Miles and Huberman, 1994b ). Data reduction stage usually occurs continuously 

throughout the analysis with the aim to condense data into manageable levels without 

losing a significant piece of information (Saunders, Lewis, and Thornhill, 2009; Miles 

and Huberman, 1994). Additionally, data reduction involves highlighting and coding data 

with the purpose of organizing data in a way that conclusions can be drawn (Silverman, 

2016). Data reduction process for this study takes place after the researcher has 

transcribed the interviews in Thai and asked the respondents to review their key dialogue 
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transcriptions in order to reconfirm the accuracy and validity of the content. Then, the 

researcher translates the transcripts into English for analysis. The researcher also listens 

to the audio recorded interviews, reads and makes notes on the key points of the 

transcripts. The audio recorded interviews are listened to after the transcribe process. The 

transcripts are read many times to make sure that the researcher understands and is 

familiar with the collected data. The researcher reduces data by identifying words or 

phrases with similar meanings and summarizing key points from the interview, in relation 

to the research objectives, to be able to locate the findings into themes. 

The researcher develops the main themes for data reduction from the original research 

questions, which focus on the factors affecting consumers' decision making-styles for 

grey luxury fashion goods. The four main themes for data reduction in this study are 

Consumers' Attitude towards the Grey Luxury Fashion Goods, Pros of Purchasing 

Luxury Fashion Goods from the Grey Market, Cons of Purchasing Luxury Fashion Goods 

from the Grey Market, and Motivations for Grey Luxury Fashion Consumption. 

Consumers' attitude is important to be explored in this study because it can be used to 

predict the purchasing behaviour (Engel et al, 1982) while the Pros and Cons of 

purchasing luxury fashion goods from the grey market can be used to further explain the 

consumers' perception of the grey luxury fashion market. Last, motivations for grey 

luxury fashion consumption investigate the reasons why consumers purchase luxury 

fashion goods from the grey market (Engel, Kollat, and Blackwell, 1970; Howard and 

Sheth, 1969). 

These themes can assist the researcher in keeping focus throughout qualitative data 

analysis on which data to be included as Miles and Huberman (1994) explain that data 

reduction assists researchers in developing ideas on information to be included or 

excluded before the data display stage. 

Data Display 

Data display is an essential process that relevant to the validity of qualitative analysis 

(Miles and Huberman, 1994a). It involves organizing, compressing and assembling 

information that leads researchers to conclusion drawing (Miles and Huberman, 1994a). 

Data display focuses on visualizing the data, using different display techniques, to 

highlight the differences and similarities of data to assist the researcher in clarifying the 

relationship between components of the research (Silverman, 2016). 
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According to qualitative researchers (e.g. Creswell, 2014; Silverman, 2016), qualitative 

data display techniques include graphs, charts, diagram, quotation, matrices, and scatter 

plots. Yin (2010) asserts that the use of different data display techniques can strengthen 

evidence and validate the researchers' interpretation. It plays an important role in data 

comparison as it explicitly shows the differences and similarities of data ( Creswell, 2014; 

Yin, 2010). Miles and Huberman ( 1994b) assert that it is important for researchers to see 

a set ofreduced data clearly as it is a basis for data interpretation and further data analysis. 

Furthermore, it can improve the reliability of the research (Silverman, 2016). 

Themes Sub-Themes 

(Identified from the interviews) 

Consumers' Attitude 

Fashion Goods 

towards the Grey Luxmy - Positive 
-Negative 

Pros of Purchasing Luxury Fashion Goods from the 

Grey Market 

-Money Saving 
-Convenient 
-Emotional Benefits 
-Variety of Products 
-Logical Purchase 

Cons of Purchasing Luxury Fashion Goods from the 

Grey Market 

- No Product Guarantee 
-Threat to Thailand's Revenue on 
Import Duty 
-No luxury in-store purchasing 
experience 

Motivations for Grey Luxmy Fashion Consumption -Price 
-Variety of Luxury Goods 
-Convenience 
-Quality 
-Emotional Benefits 
-Conspicuous Consumption 
-Influence of Celebrities 
-Social Media 

Table 13: Data Display Theme 

Accordingly, the researcher will adopt colour coding data display technique to highlight 

keywords that relate to predetermined themes for grey consumers' decision-making sty Jes 

as shown in Table 13. According to Miles and Huberman (1994a), colour coding helps 

researchers to organize and display data to indicate themes and patterns. In addition, 

colour coding will aid the researcher in categorizing and counting the frequency of 

mentions for each theme. In addition, quotation data display technique will also be 

employed to strengthen evidence and interpretations. The coding framework for content 

analysis involves four themes: Consumers' Attitude towards the Grey Luxury Fashion 

Goods, Pros of Purchasing Luxury Fashion Goods from the Grey Market, Cons of 
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Purchasing Luxury Fashion Goods from the Grey Market, and Motivations for Grey 

Luxury Fashion Consumption. 

Drawing/Verifying Conclusion 

Conclusion drawing process is greatly involved with researchers' interpretation, which 

logically builds from the data reduction and data display stage (Miles and Huberman, 

1994a). Researchers are required to analyse the meaning of data from noting patterns 

identified through data analysis process (Creswell, 2014 ). Conclusions can be drawn from 

coherent findings from the data that is displayed (Saunders, Lewis, and Thornhill, 2009; 

Silverman, 2016). 

On the other hand, verifying the accuracy of conclusions is also an essential part of any 

research (Creswell, 2014). Guba and Lincoln (1994) explain that trustworthiness is vital 

to qualitative research as it involves internal validity of data. It indicates the extent to 

which identified factors can explain the phenomena (Guba and Lincoln, 1994). Miles and 

Huberman (1994b) support that researchers should be able to confirm and verify their 

conclusions by using different tactics such as the use of compare and contrast, noting of 

patterns and themes etc. in order to clarify their interpretation. For this study, the 

researcher adopts the finding patterns from the predetermined themes to further explain 

and support the conclusion. The results from qualitative data analysis then will be used 

to support or argue with the quantitative finding and provide in-depth information to the 

significant decision-making styles. 

5.6 The Role of the Researcher 

The main purpose of qualitative research for this thesis is to strengthen the outcome of 

quantitative results since the population for grey luxury fashion consumers could not be 

determined because the official information of the grey market is not possible to obtain. 

Therefore, the researcher decides to conduct the qualitative research to justify the 

quantitative outcome. The role of the researcher in this study involves developing a 

research plan, selecting sample for the interview, formulating qualitative interview 

questions for semi-structured interviews, and dealing with challenges in undertaking 

qualitative research. The challenges in undertaking qualitative research are discussed 

below: 

-Although the researcher selects the qualitative samples from the same lists of samples as 

the quantitative data collection, it is possible that not all the consumer decision-making 

129 



styles are covered in qualitative outcomes. This is because the quantitative research is 

conducted in an anonymous manner; therefore, the researcher cannot identify the 

participant who falls into each typology and study them further. However, the researcher 

tries to conduct as many interviews as possible to make sure that the proportion of the 

decision-making styles included in qualitative research is as close to the quantitative 

outcome. 

-There is a possibility that the interviewee falls into more than one typology of decision

making style. However, the researcher will carefully analyse data from such complicated 

cases in order to make sure that the insightful information is carried forward to justify the 

results from quantitative research. 

-The researcher is an expert in grey trading for luxury fashion goods in Thailand, which 

can be both a pro and con for this study. The main concern about the researcher's situation 

is that the researcher needs to make sure that all personal value, bias, or even assumptions 

are set aside when conducting the interview. The researcher closely followed the 

interview guideline in order to make sure that personal bias did not emerge during the 

interview. In addition, the researcher asked the participants to review the interview 

transcripts and confirm if those responses truly reflect their thoughts. 

5.7 Ethical Considerations 

This research is conducted under code of ethics reference to Research Ethics: A 

Handbook of Principles and Procedures from the University Research Degrees 

Committee of University of Gloucestershire. Reflection on ethical considerations in this 

section allows the researcher to make sure that ethical practice emerged at all stages and 

the research has no negative effect on anyone involved. Ethics in research mainly rely on 

right and proper conduct to increase integrity of the research (Israel, 2015). The ethical 

concern is initially lying in the research design and methods to ensure that the research 

approaches taken in this study are acceptable under moral and social ethical standards. 

The researcher has constantly valued the ethical issue throughout the research processes: 

access to samples, data collection, data analysis and the use of data which will be 

discussed as follows: 

To gain access to the targeted samples for both research approaches, the researcher needs 

to utilize her experience in the grey market by contacting the grey sellers in personal 

networks as it is the best way to reach purposive samples efficiently. This process might 

130 



be subject to personal involvement as well as the researcher's bias. However, the 

researcher tries to minimize this issue by selecting the grey sellers from various locations 

(different physical store location and online-store) and grey product offerings (e.g. some 

grey sellers are focused on rare luxury items such as Hermes's Birkin handbag while 

others focus on pre-order transactions). In addition, the purposive samples are selected 

randomly as explained in section 5.3. The researcher ensures that there will be no ethical 

and legal issues in this process to the grey sellers and the participants. The grey sellers 

are willing to provide access to their consumer lists to the researcher but they ask not to 

expose their detail by any means. Accordingly, all information regarding the grey sellers 

will be strictly confidential in order to avoid any legal consequences. Although the 

consumers in the contact lists allow the grey sellers to share their information to third 

parties in the grey market community, the researcher sent a brief email to introduce herself 

and ask for a permission to conduct research with the option that if they do not wish to be 

contacted then please respond to the email. However, the researcher received no 

responses back. Therefore, the researcher proceeded with the online questionnaire and 

later on semi-structured interview. The contact details of the grey consumers are kept 

with high confidentiality and are not used for other purposes than for gaining access to 

samples for this study. 

For quantitative data collection process, the purpose and usage of the questionnaire are 

clearly explained in an introduction to make sure that all responses from the respondents 

come at free will. In addition, the rights of the respondents are made fully-aware while 

their anonymity and confidentiality are guaranteed. For qualitative interview, the 

researcher also briefly discusses the purpose of the research and ensures confidentiality 

of the participants before asking for permission to record the interview. The informed 

consent forms are signed by the participants before the start of the interview. The 

researcher also makes clear that the participants can request to stop the interview anytime 

they feel uncomfortable and they can skip any question they do not wish to answer. 

Furthermore, the behaviour and objectivity of the researcher has been maintained to 

ensure that participants are not detrimentally affected in any way. 

Data analysis for this research is divided into two stages: quantitative and qualitative. The 

researcher treats each entity with equal weight, not favouring one interpretation over the 

other, for both approaches. However, for qualitative data analysis the researcher needs to 

ensure that there is no name or identifiable identity appearing in the research or 

recordings. In addition, the researcher sends interview transcripts to the participants for 
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validation and to avoid any misinterpretations. This is to confirm that the interview 

transcripts truly reflect the participants' point of view. Last, all acquired data is only used 

for the research purpose within this thesis. Anonymity and confidentiality of the 

participants are maintained throughout the thesis. 

5.8 Chapter Summary 

This chapter provided an overview of research methodology and discussed research 

approaches for this thesis. Post-positivist is selected as a theoretical position of the 

researcher because its worldview regarding objectivism and the way to acquire 

knowledge fit the purpose of this study. In line with post-positivism, a combination of 

quantitative and qualitative approaches was adopted in this study because they 

complement each other in achieving more accurate results and explanation on consumers' 

decision-making styles. 

For the quantitative approach, online survey questionnaire has been chosen as a data 

collection method. While the questionnaire design is divided into two main parts: 

Background Information and Item Statements of Measurement Variables to capture the 

respondents' demographic characteristics and their decision-making styles for grey 

luxury fashion goods. Accordingly, quantitative data analysis includes descriptive 

analysis, Exploratory Factor Analysis (EF A), and reliability analysis. Furthermore, T-test 

and ANOVA technique are selected as analysis tools to identify the differences between 

groups on consumers' decision-making styles. 

Semi-structured interview is the data making for qualitative research. The semi-structured 

interview questions were outlined according to four themes: Consumers' Attitude towards 

the Grey Luxury Fashion Goods, Pros of Purchasing Luxury Fashion Goods from the 

Grey Market, Cons of Purchasing Luxury Fashion Goods from the Grey Market, and 

Motivations for Grey Luxury Fashion Consumption. Thematic analysis with coding 

framework has been adopted as qualitative data analysis. The next chapter will discuss 

the findings from quantitative and qualitative data collection. 
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CHAPTER 6: DATA ANALYSIS AND FINDINGS 

6.1 Introduction 

This chapter presents the analysis and findings from the quantitative questionnaire and 

the qualitative interviews. The researcher, as a post-positivist, adopts a sequential mixed

method as a research instrument for this study as previously discussed in section 5.2.2. 

The first part of the data collection process relies on quantitative survey questionnaire to 

identify consumers' decision-making styles for grey luxury fashion goods and investigate 

the effects of differences in consumer demographics on decision-making styles. Then, the 

researcher conducts qualitative semi-structured interviews based on the quantitative 

outcome to further explain Thai consumer decision-making style for grey luxury fashion 

goods. 

Accordingly, the findings are divided into two main sections: quantitative findings and 

qualitative findings. The quantitative findings demonstrate the empirical results of 431 

survey questionnaires, which are analysed by Statistical Package for the Social Sciences 

22.0, SPSS. On the other hand, qualitative findings present the interpretation of data 

collected from the semi-structured interviews. A total number of nine interview 

transcripts are analysed using thematic analysis. The qualitative data is analysed based on 

four themes: Consumers' Attitude towards the Grey Luxury Fashion Goods, Pros of 

Purchasing Luxury Fashion Goods from the Grey Market, Cons of Purchasing Luxury 

Fashion Goods from the Grey Market, and Motivations for Grey Luxury Fashion 

Consumption. 

6.2 Quantitative Findings 

Quantitative results are divided into five main parts: Descriptive Analysis, Exploratory 

Factor Analysis, Reliability Analysis of Scale Items, Analysis of Thai Consumers' 

Decision-making Styles for Grey Luxury Fashion Goods, and Effect of Demographic 

Differences on Consumers' Decision-making Styles Dimensions which will be discussed 

in detail in the following sub-sections: 

6.2.1 Descriptive Analysis 

A total of 1,500 questionnaires were sent out to the samples through online survey method 

as explained in section 5.3. There were 478 respondents who participated in this study, 

which reflects a response rate of 31.87%. However, 47 cases (8.83% of total case) were 
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excluded because they failed to meet the predetermined criteria for the sample, purchasing 

grey luxury fashion goods from the grey market within the past 12 months. Therefore, 

431 responses were carried forward for further analysis in this research. 

Ta hie 14: Gender Characteristics of the Respondents 

Table 14 shows that out of 431 respondents, 334 are female (77.5%) and 97 are male 

(22.5%), implying that females are the main customers for the grey luxury fashion market 

in Thailand. After careful consideration, the researcher minimized bias in the data 

collection process through purposive random sampling strategy as explained in section 

5.3. The differences in the sample's gender are caused from the fact that 65% of luxury 

fashion consumers are female (Bain and Company, 2013, 2015) as discussed in section 

2.3.2.1. This outcome is in line with previous research on the role of gender and luxury 

consumption that women have higher purchasing intention of luxury goods than men 

(Stokburger-Sauer, and Teichmann, 2013 ). Though recent research from Euromonitor 

(2013) points out that there is a growing market for the men's luxury market, women are 

still the core luxury segment in Thailand. 

The age characteristic of the respondents is summarized in Table 15. There is a total of 5 

respondent age groups in this study. Respondents under 18 years old is the minority 

group, accounting for 1.4% of the responses. The majority age group of the respondents 

is between 26-35 years old, accounting for 48.5%, followed by 36-45 years old, 18-25 

years old and over 45 years old, accounting for 22.3%, 20% and 7.9% respectively. The 

age distribution of respondents is consistent with the age characteristic of potential Thai 

luxury consumers. Oxford Business Group (2016) reports that Thai youths are an 

emerging market for the luxury segment in Thailand but the consumer group between 25-

39 years old is still the largest market for luxury goods. 
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Table 15: Age Clwl'acteristics of the Respondents 

In terms of education, the respondents seem to be quite well-educated (please refer to 

Table l 6). Most respondents hold an w1dergraduate degree, and postgraduate degree and 

above, accounting for 58.7% and 37.3% respectively. Only 4% of the respondents have 

lower education level than undergraduate. 

Table 16: Education Characteristics of tl,e Respondents 

The respondents with managerial positions are the main occupation characteristic of this 

study accounting for 58.4%, in which, 23.4% are executive/managers� 21.8% are Self

employed/own company and 13.2% are supervisors (see Table 17). Junior supervisor and 

other professions accounted for 29.6% including junior supervisors (14.2%), 

professionals (l L.9%), government officials (1.4%), accountants (1.4%) and traders 

(0.7%). The unemployed group accounted for 12% of the respondents, in which 2.8% are 

housewives, 6% are students, and 3.2% are unemployed/retired. 
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Table 17: Occupation Characteristics of the Respontle11ts 

The average personal monthly income of the respondents is shown in Table 18. The 

majority of respondents (76.1 %) indicated that they earn more than 30,000 Baht (£600) 

per month, in which 23% earn around 30,001 -40,000 Baht (£600-800), 23.7% earn 

around 40,001-50,000 Baht (£800-1,000), and 29 .4% earn more than 50,001 Baht (more 

than £1,000). On the other hand, respondents who earn less than 30,000 Baht (£600) only 

accounted for 23.9%, in which 3.2% eam less than l 0,000 Baht (£200), 6.3% earn around 

l 0,000-20,000 Baht (£200-400) and 14.4% earn around 20,001-30,000 Baht (£400-600).0

Table 18: Income Characteristics of the Respondents 

The demographic characteristics of the respondents outlined in this section provide a good 

representation of affluent middle and upper- class income as well as social position who 

are the main target consumers for luxury goods in Thailand. 
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6.2.2 Exploratory Factor Analysis 

In this section, Exploratory Factor Analysis is performed on all measurement variables to 

categorize consumers' decision-making styles for grey luxury fashion goods. The 

Principal Component method with V arimax Rotation is used in this study as justified in 

section 5.4.5.2 Although the main purpose of EFA analysis is to identify underlying 

decision-malking style dimensions for grey luxury fashion goods, it is also important to 

investigate satisfactory reliability of measurement variables within those dimensions. 

To be consistent with previous relevant studies (e.g. Durvasula et. al., 1993; Hafstrom et. 

al., 1992; Sproles and Kendall, 1986), the Eigenvalue of one is used as criteria to indicate 

number of factors while the factor loading cut-off point is 0.4. The measurement variables 

with 0.4 and above will be presented in descending order of factor loading as guided by 

Sproles and Kendall (1986). Although Sproles and Kendall (1986) also suggest that three 

subscale measurements are sufficient to build reliability and validity, the researcher 

decided to use all measurement items with 0 .4 and above factor loading value in this study 

because the research does not want to risk reducing the value of the alpha coefficient by 

reducing the number of relevant measurement variables for each dimension. 

Decision-making Styles Dimensions and Measurement 

Variables 

Factor 

Loading 

Factorl-Pc�rfectionist Dimension 

In general, I usually try to buy the best overall quality. 0.873 

Getting very good quality is very important to me. 0.866 

I make special effort to choose the very best quality products. 0.841 

My standards and expectations for products I buy are very high. 0.833 

Factor2-B1rand Conscious Dimension 

The most advertised brands are usually very good choices. 0.799 

I prefer buying the best-selling brands. 0.770 

The well-known national brands are best for me. 0.758 

The higher the price of a product, the better its quality. 0.700 

Factor3-Fashion Conscious Dimension 

Fashionabl1e, attractive styling is very important to me. 0.772 

To get variiety, I shop different stores and choose different brands. 0.748 

It's fun to buy something new and exciting. 0.713 

I keep my wardrobe up-to-date with the changing fashions. 0.691 

Factor4-Hedonistic 

Shopping tlhe stores wastes my time. 0.789 

I enjoy shopping just for the fun of it. 0.743 

Going shopping is one of the enjoyable activities of my life. 0.718 

I make my shopping trips fast. 0.664 
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The eleven-factor solutions, Perfectionist, Brand Conscious, Fashion Conscious, 

Bedonie, Price Conscious, Impulsive, Confused by Overchoice, Brand Loyal, 

Conspicuous Conscious, Reliance on Celebrities and Exclusivity Conscious, are 

classified from the EF A analysis, which explain 64.4 7% of the variance in the correlation 

matrix. Table 19 shows that all eleven dimensions can be used to interpret Thai 

consumers' decision-making styles for grey luxury fashion goods with factor loading 

above 0.4 and all Eigenvalues greater than 1 (full result of the analysis can be found in 

Appendix G). Furthermore, all measurement variables have satisfied factor loading over 

0.4, indicating the construct validity as recommended by Sproles and Kendall (1986). It 

can be concluded that eleven decision-making styles confirm the proposed characteristic 

of Thai consumers' decision-making styles for grey luxury fashion goods. Therefore, 

Hypotheses 1-11 are accepted for this study: 

Hl: Perfectionistic characteristic represents a decision-making dimension of Thai 

consumers for grey luxury fashion goods. 

H2: Brand Conscious characteristic represents a decision-making dimension of Thai 

consumers for grey luxury fashion goods. 

H3: Novelty-fashion Conscious characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

H4: Recreational-Hedonistic Conscious characteristic represents a decision-making 

dimension of Thai consumers for grey luxury fashion goods. 

H5: Price Conscious characteristic represents a decision-making dimension of Thai 

consumers for grey luxury fashion goods. 

H6: Impulsive and Careless characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

H7: Confused by Overchoice characteristic represents a decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

H8: Habitual and Brand-Loyal characteristic represents decision-making dimension of 

Thai consumers for grey luxury fashion goods. 

H9: Conspicuous Conscious represents a decision-making dimension of Thai consumers 

for grey luxury fashion goods. 
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HlO: Reliance on Celebrities represents a decision-making dimension of Thai consumers 

for grey luxury fashion goods. 

Hl 1: Exclusivity Conscious represents a decision-making dimension of Thai consumers 

for grey luxury fashion goods. 

The next section will observe the reliability coefficient of eleven dime1nsions identified in 

this section. 

6.2.3 Reliability Analysis of Scale Ilems 

The reliability of the scale items is assessed to detemune the extent to which measures 

are free from random e1Tor (Rubin and Babbie, 20 I 0) and have the ability to produce a 

consistent outcome when the phenomenon remains unchanged (Singh, 2007). As 

e�--plained and justified in section 5.4.5.3, Cronbach 1s alpha reliability coefficient is used 

to measure the reliability of scale items for this study. The acceptable value for 

Cronbach's alpha is at least 0.7 as suggested by Nunnally (1978). 

Decision-making Style Dimensions Cronbach's Alpha N ofltems 

Impulsive 0.896 4 

Perfectionist 0.884 4 

Fashion Conscious 0.801 4 

Reliance on Celebrities 0.798 4 

Conspicuous Conscious 0.766 4 

Exclusivity Conscious 0.766 4 

Brand Conscious 0.765 4 

Brand Loyal 0.765 4 

Hedonistic 0.762 4 

Confused by Overchoice 0.752 4 

Price Conscious 0.746 4 

Table 20: Reliability Analysis 

Table 20 summarizes the internal consistency reliabjJity of each decision-making style in 

descending order as well as jndicating the number of items for each dimension. The result 

shows that reliability coefficient is ranging between 0.746 to 0.896, which indicates that 

internal consistency reliability of scale items is at a satisfactory level as they are all above 

0. 7. Thus. it can be concluded that measurement scales of eleven decision-making styles
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are reliable to identify Thai consumers' decision-making styles for grey luxury fashion 

goods. 

6.2.4 Analysis of Thai Consumers' Decision-Making Styles for Grey Luxury Fashion 

Goods 

To establish understanding and knowledge of Thai consumers' decision-making styles 

for grey luxury fashion goods, this thesis not only determines decision-making style 

dimensions, relevant to customers when they make a purchase of grey luxury fashion 

goods, but also aims to provide a detailed analysis of those decision-making styles. After 

eleven decision-making styles have been confirmed to present characteristics of Thai 

consumers' decision-making styles for grey luxury fashion goods and their reliability 

tested in section 6.2.2 and 6.2.3 , this section will further analyse each dimension 

individually to illustrate their level of significance. 

Table 21 presents mean score of each dimension in a descending order. Mean value of 

these dimensions portrays the level of characteristic that are expressed by consumers 

when they make a purchase of luxury fashion goods from the grey market (1 =Strongly 

Disagree, 5=Strongly Agree). A greater mean score suggests a higher expression of the 

characteristic while a lower mean score implies a lower expression. It can be seen that 

Price Conscious is the dimension most posed by Thai consumers when purchasing grey 

luxury fashion goods with a mean score of 3.8817, suggesting that Thai consumers rely 

heavily on the price of grey luxury fashion goods as they want to get the best value for 

money. Thai consumers are also highly concerned with quality of luxury fashion goods 

when they buy from the grey market as Perfectionist dimension has the second largest 

mean of 3 .5621. The means of Exclusivity Conscious and Conspicuous Conscious are 

about the same, 3.4629 and 3.4594, suggesting that exclusiveness and conspicuousness 

are almost equally important to Thais but less than low price and quality. 

Consumers' Decision-Making Styles Dimension N Mean Standard Deviation 

Price Conscious 431 3.8817 0.55972 

Perfectionist 431 3.5621 1.05105 

Exclusivity Conscious 431 3.4629 0.82021 

Conspicuous Conscious 431 3.4594 0.83914 

Reliance on Celebrities 431 3.3823 0.97448 

Fashion Conscious 431 3.2529 0.89434 
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Table 21: Statistical Analysis of Co11sumers' Decision-Making Styles Dimensions 

Reliance on Celebrities exhibits a mean score of 3.3823, indicating that Thais take 

celebrities into account more than fashion trend as the mean of Fashion Conscious 

dimension is only 3 .2529. A level of Brand Loyal and Brand Conscious is also found in 

Thais when they make a purchase of grey luxury fashion, with mean sc:ores of3.2355 and 

3.2117 respectively, which implies that loyalty in luxury brand and brand reputation 

matter to Thai consumers when they acquire luxury fashion goods from the grey market. 

Additionally, the mean of Hedonistic dimension, 3.1729, conveys that Thais purchase 

luxury fashion goods from the grey market to enhance their self-concept. 

On the other hand, Thai consumers are not confused by various choices when they 

purchase grey luxury goods as the mean of Confused by Overchoice iis 2.9049, which is 

on the disagree side. They are also not impulsive when they buy girey luxury fashion 

goods from the grey market with a mean score of 2.8852 for Impulsiv1e dimension. 

In summary, the statistical analysis shows that nine decision-making; style dimensions: 

Price Conscious, Perfectionist, Exclusivity Conscious, Conspicuous Conscious, Reliance 

on Celebrities, Fashion Conscious, Brand Loyal, Brand Conscious, and Hedonistic are 

characteristics that are commonly exhibited by Thai consumers when they acquire luxury 

fashion goods from the grey market. Among these dimensions, Price: Conscious shows 

the highest mean score which indicates that Thai consumers are mostly concerned about 

price when it comes to grey luxury fashion purchase. Conversdy, Confused by 

Overchoice and Impulsive are characteristics that are found less in Thai consumers when 

they purchase grey luxury fashion goods. Impulsive dimension presents the lowest mean 

score, which suggests that, among all characteristics, impulse purchase has the least 

chance to happen when Thai consumers buy grey luxury fashion goods. 

6.2.5 Effect of Demographic Differences on Consumers' Decis:ion-making Style 

Dimensions 

The relationships of the differences of the selected demographic variables and the 

consumers' decision-making styles for grey luxury fashion goods will be analysed in this 
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section. The significant differences shown in this analysis imply that the differences in 

demographic characteristics are related to the differences in consumers' decision-making 

style for grey luxury fashion goods. The selected demographic variables for this study 

include gender, age, education, occupation and average monthly income as previously 

noted in section 4.4. 

The analysis method to determine the relationship of the differences of demographic 

characteristic and decision-making styles for grey luxury fashion goods can be divided 

into two types: T-test and ANOVA as previously discussed in section 5.4.5.4. 

Independent sample T-test method is used to compare means of differences of 

demographic variables with two groups, which are gender and education level, and the 

decision-making styles. The researcher combined subgroups within the education 

variable into two levels: undergraduate and below, and postgraduate and above because 

there are significant differences in number of cases ( only 2 for primary and 15 for 

secondary which are not feasible for comparing with 253 cases of undergraduate). 

On the other hand, demographic variables with more than two levels of scale including 

age, occupation and income are analysed through One-way ANOV A using Scheffe post

hoc test to examine the significance of differences between the means of the variables 

and decision-making styles. Scheffe test is one of the best tests for making multiple mean 

comparisons because it not only reports the significance between levels but also provides 

information on subset of the groups with no significant difference (Howitt and Cramer, 

2008). The details of sub-groups of the selected demographic variables as well as the 

methods to analyse the differences between groups' means are summarized in Table 22. 
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Factor Subgroup (Levels) Frequency Percent Analysis 

Gender Female 334 77.5 

Method 

Male 97 22.5 

Total 431 100.0 T-tests

Age 25 years old or less 92 21.4 

26-35 years olds 209 48.5 

36-45 years olds 96 22.3 

Over 45 years olds 34 7.9 

Totals 431 100.0 ANOVA 

Education Undergraduate and belows 270 62.7 

Postgraduate and aboves 161 37.3 

Totals 431 100.0 T-tests



T"ble 22: Meas11reme1tl Level of tire Selected Demographic Variables 

6.2.5.1 Gender 

Gender of the respondents is categorized into two sub-groups: male and female. Female 

accounts for 77.5% while male accounts for 22.5% of the respondents. The result of T

test analysis on gender and eleven consumer decision-making styles is shown in Table 

23. According to the result, there are eight dimensions that indicate significant differences

in the mean within gender sub-groups. The other three decision-making styles: 

Perfectionist, Confused by Overchoice and Exclusivity Conscious show no significant 

differences which indicate that gender variable does not affect these consumers' decision

making styles for grey luxury fashion goods. The analysis of subgroups and eight 

consumer decision-making styles with significant differences will be explained 

individually in the following sub-sections. 

Decision-Making Styles Gende1· N Mean SD t p-value

1. Perfectionist Female 334 3.582 1.073 0.784 0.434 

Male 97 3.492 0.973 

2. Brand Conscious Female 334 3.270 0.792 2.778** 0.006 

Male 97 3.013 0.830 

3. Fashion Conscious Female 334 3.453 0.808 9.457** 0.000 

Male 97 2.564 0.836 

4. Hedonistic Female 334 3.349 0.792 8.654** 0.000 

Male 97 2.567 0.752 

5. Price Conscious Female 334 3.921 0.544 2.756** 0.006 

Male 97 3.745 0.594 

6. Impulsive Female 334 2.948 0.884 2.773** 0.006 

144 



Table 23: Significant Differences of Means/or Each Dimensio11 in Differe11t Gender 

6.2.5.1.1 Brand Conscious 

According to Table 23, it can be seen that there is a significant difference in Brand 

Conscious dimension between male and female respondents. Mean for female 

respondents is significantly higher than mean for male respondents. This result indicates 

that females arc significantly more Brand Conscious than males when purchasing lu,'{.ury 

fashion goods from the grey market. 

6.2.5.1.2 Fashion Conscio11� 

For Fashion Conscious dimension, there is a significant difference between gender sub

group as shown in Table 23. Mean for female respondents is significantly greater than 

male respondents. This indicates that males are significantly less Fashion Conscious than 

females wben purchasing luxury fashion goods from the grey market. 

6.2.5.1.3 Hedonistic 

For Hedonistic dimension, Table 23 shows that there is a significant difference in means 

between male and female respondents. Mean for female respondents is significantly 

greater than male respondents. This impLies that, when purchasing grey lmcury fashion 

goods. females are significantly more Hedonistic than males. 
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6.2.5.1.4 Price Conscious 

According to Table 23, there is a significant difference in Price Conscious dimension 

between gender sub-group. :Mean for female respondents is significantly greater than 

male respondents, which implies that females are significantly more Price Conscious than 

males when it comes to grey luxury fashion goods. 

6.2.5.1.5 Impulsive 

For impulsive dimension, it can be seen that there is a significant difference between male 

and female respondents as shown in Table 23. Mean for male respondents is significantly 

less than female respondents, indicating that males are significantly less Impulsive than 

females when purchasing grey luxury fashion goods. 

6.2.5.1.6 Brand Loyal 

In contrast to previous decision-making style dimensions discussed in the gender sub

group section, the mean of male respondents is significantly higher than females for 

Brand Loyal as shown in Table 23. This result indicates that males are significantly more 

Brand Loyal than females when dealing with their decision-making for grey luxury 

fashion goods. 

6.2.5.1. 7 Conspicuous Conscious 

According to Table 23, there is a significant difference between the means of gender sub

group for conspicuous conscious dimension. Mean for male respondents is significantly 

less than female respondents. This outcome implies that males are significantly less 

Conspicuous Conscious than females when purchasing grey luxm-y fashion goods. 

6.2.5.1.8 Reliance on Celebrities 

There is a significant difference in the mean between females and males as shown in 

Table 23 for reliance on celebrities' dimension. Females are significantly more Reliance 

on Celebrities than males when purchasing luxury goods from the grey market as the 

mean of female is significantly greater than male. 

From this finding, it can be concluded that consumers' gender is an important factor that 

can portray the foundation for decision-making styles for grey luxury fashion goods as it 

bas influence on conswners' purchasing decision. 
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6.2.5.2 Age 

For age variable, the researcher combined under 18 years old age group with 18-25 years 

old age group to represent young consumers. Under 18 group alone consists of only 6 

respondents (1.4% of total responses), which is relatively small compared to other sub

groups; combining this group with 18-25 years old sub-group will make a better 

representation of Thai youths (under 25 years old) as a whole. Consequently, there are 

four sub-groups for age variable which are 25 years old or less, 26-35 years old, 36-45 

years old and Over 45 years old. 26-35 years old group represents middle-age consumers 

while the 36-45 years old group portrays mature consumers. Last, over 45 years old 

group describes older consumers. 

The result of One-way ANOVA analysis on age and the eleven consumer decision

making styles is summarized in Table 24. The result shows that there are three 

dimensions with no significant differences which are Brand Conscious, Price Conscious, 

and Conspicuous Conscious. On the other hand, eight dimensions indicate significant 

differences between age sub-groups: Perfectionist, Fashion Conscious, Hedonistic, 

Impulsive, Confused by Overchoice, Brand Loyal and Reliance on Celebrities, and 

Exclusivity Conscious. These dimensions with significant differences will be explained 

individually in the following sub-sections. 
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Table 24: Sig11ifica11t J)ijferences of Means for Eacl, Di111e11sion i,r Different Age Groups (Detniled results are /isled in Appendix G) 



6.2.5.2.1 Pe,fectionist 

According to the analysis shown in Table 24, there are significant ditlerences between 

the means for 25 years or less sub-group and the 36-45 and over 45 years old sub-groups. 

The means for mature and older consumers are significantly higher than 2 5 years or less 

sub-group. This result suggests that young consumers exhibit Perfectionist dimension 

significantly less than mature and older consumers when purchasing grey luxury fashion 

goods. 

6.2.5.2.2 Fashion Conscious 

For Fashion Conscious dimension, it can be seen that there are significant differences 

between age sub-groups as shown in Table 24. Mean for yOLmg consumers (25 years or 

less) i s  significantly higher than 36-45 and over 45 years old sub-groups. On the same 

side, mean score for middle age subgroup (26-35 years old) is also significantly greater 

than mature and older consumer groups. This result indicates that consumers, whose age 

is 35 years old and under are significantly more Fashion Conscious when buying luxui-y 

fashion goods from the grey market than consumers who are 36 years old and over. 

6.2.5.2.3 Hedonistic 

Table 24 shows that the means for 25 years or less and 26-35 years old sub-groups are 

significantly higher than 36-45 and over 45 years old sub-groups for Hedo11istic 

dimension. This significant clifference can be used to explain that consumers who is 36 

years old and over are less Hedonistic than their younger counterparts when dealing with 

grey luxury fashion goods. 

6.2.5.2.4 Impulsive 

According to Table 24, it can be seen that there are significant differences in Impulsive 

dimension between age sub-groups. Mean for 25 years or less is significantly higher than 

the other three older sub-groups. While mean for 26-35 years old is also significantly 

higher than its two older sub-groups. This result suggests that young consumers are the 

most impulsive when purchasing luxury fashion goods from the grey market while 

middle-age consumers also exhibit significantly greater level of Impulsive with the 

pmchase of grey luxury fashion ,goods than mature and older consumer groups. 
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6.2.5.2.5 Confused by Overchoice 

For Confused by Overchoice dimension, the significant differences in means between the 

age subgroups are shown in Table 24. Young consumer group (25 years old or less) is 

significantly lower in mean score than 36-45 and over 45 years old sub-groups. While 

mean for 26-35 years old is also significantly lower than over 45 years old sub-group. 

This result indicates that young consumers are significantly less Confused by Overchoice 

than mature and older consumer sub-groups while middle-age consumers are significantly 

less Confused by Overchoice than older consumers when it comes to purchasing grey 

luxury fashion goods. 

6.2.5.2.6 Brand Loyal 

For Brand Loyal, Table 24 shows that there are significant differences in means between 

age sub-groups. Mean for 25 years old or less is significantly less than the other three 

sub-groups with older age ranges. On the same side, mean for 26-35 years old is also 

significantly less than its two older sub-groups. This outcome indicates that young 

consumers exhibit the least level of brand loyalty when dealing with their decision

making for grey luxury fashion goods while middle-age consumers are also less Brand 

Loyal than their older counterparts when purchasing grey luxury fashion goods. 

6.2. 5. 2. 7 Reliance on Celebrities 

According to Table 24, it can be seen that there are significant differences in Reliance on 

Celebrities dimension between different age groups. Mean for 25 years old or less is 

significantly greater than the other three older sub-groups. While mean for 26-35 and 36-

45 years old sub-groups are also significantly higher than over 45 years old sub-group. 

The result implies that young consumers (25 years or less) are the most Reliance on 

Celebrities; in contrast, older consumers ( over 45 years old) are the least reliance on 

celebrities when purchasing luxury fashion goods from the grey market. 

6.2.5.2.8 Exclusivity Conscious 

There is a significant difference in the mean between 25 years old or less and over 45 

years old sub-groups as shown in Table 24 for exclusivity conscious dimension. Mean 

for 25 years old or less is significantly greater than over 45 years old, indicating that 

young consumers are significantly more Exclusivity Conscious than older consumers 

when purchasing grey luxury goods. 
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From the above discussion, it can be concluded that age is a vital aspect of consumers· 

demographic characteristic because it has an effect on conswners' decjsion-mak.ing styles 

for grey luxury fashion goods. 

6.2.5.3 Education 

As earlier explained in section 5.4.5.4, the difference of means for education variable is 

analysed using T-test as there are two sub-groups for this variable: undergraduate and 

w. and postgraduate and above. According to the result of the analysis, shown in 

Table 25, most dimensions (eight out of eleven) report no significant difference in the 

means that occur between education subgroups. These dimensions are Brand Coosc.:ious, 

Fashion Conscious, Hedonistic, Price Conscious, Impulsive, Confused by Overchoice, 

Conspicuous Conscious, and Exclusivity Conscious. However, other three dimensions: 

Perfectionist, Brand Loyal, and Reliance on Celebrities show significant differences in 

the means within education sub-groups, which will be discussed in detail in the following 

sub-sections. 

belo

Decision-Making Education N Mean SD t p-value
Styles 

l. Perfectionist Undergraduate and below 270 3.415 1.086 -3.966** 0.000 

Postgraduate and above 161 3.809 0.942 

2. Brand Conscious Undergraduate and below 270 3.268 0.782 1.867 0.063 

Postgraduate and above 16 l 3 .118 0.842 

3. Fashion Undergraduate and below 270 3.257 0.888 0.108 0.914 
Conscious

Postgraduate and above I 6J 3.247 0.908 

4. Hedonistic Undergraduate and below 270 3.145 0.827 -0.871 0.384 

Postgraduate and above 161 3.219 0.883 

5. P1ice Conscious Undergraduate and below 270 3.896 0.540 0.702 0.483 

Postgraduate and above 161 3.857 0.593 

6. Impulsive Undergraduate and below 270 2.913 0.844 0.820 0.413 

Postgraduate and above 161 2.839 0.951 

7. Confused by Undergraduate and below 270 2.937 0.725 1 .170 0.243 
Overchoice

Postgraduate and above 161 2.851 0.763 

8. Brand Loyal Undergraduate and below 270 3.132 0.746 -3.688** 0.000 

Postgraduate and above 161 3.408 0.761 
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Decision-Malting 
Styles 

Education N Mean SD t p-value

9. Conspicuous
Conscious

Undergraduate and below 270 3.483 0.830 0.767 0.444 

Postgraduate and above 161 3.419 0.855 

10. Reliance on
Celebrities

Undergraduate and below 170 3.600 0.847 5.921 ** 0.000 

Postgraduate and above 161 3.017 1.064 

11. Exclusivity
Conscious

Undergraduate and below 270 3.519 0.790 1.829 0.068 

Postgraduate and above 161 3.370 0.862 

Note:* p-value < 0.05, ** p-value < 0.01 

Table 25: Sign(fi.cmit D(fferences of Means.for Eac/1 Dimension in Different Educatio11 lei·el 

6. 2. 5.3.1 Pe,fectionisl

According to Table 25, there is a significant difference in Perfectionist dimension 

between education sa.b-groups. Mean for consumers with postgraduate degree and above 

is significantly higher than those with lower education level. This result implies that 

consumers ,�ith postgrnduate degree and above are significantly more Perfect ionist than 

consumers with undergraduate degree and below when purchasing grey luxury fashion 

goods. 

6.2_5.3.2 Brand Loyal 

For Brand Loyal, the difference in means between education levels is significant as shown 

in Table 25. It can be interpreted tbat, when it comes to the purchase of luxury fashion 

from the grey market, consumers with postgraduate degree and above are more Brand 

Loyal than consumers with undergraduate degree and below as the mean score of 

postgraduate degree and above sub-group is significantly greater than those with lower 

level of education. 

6.2.5.3.3 Reliance on Celebrities 

Reliance on Celebrities is another dimension which there is a significant difference in 

means between education sub-groups as shown in Table 25. Meanfor postgraduate degree 

and above sub-group is significantly lower than undergraduate degree and below, 

indicating that consumers with higher education level (postgraduate degree and above) 

are significantly less Reliance on Celebrities than consumers wifu lower education level 

(undergraduate degree and below) when purchasing grey luxury fashion goods, 
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Although there are only three dimensions which are affected by differences in education 

level. it can still be concluded U1al education level is an important factor to consider when 

looking into consumers' decision-making styles for grey luxury fashion goods as it has a 

strong influence on consumers. 

6.2.5.4 Occupation 

for an analysis of consumers' decision-making styles for grey luxury fasWon goods based 

on occupation, the researcher grouped various type of jobs into three sub-groups: 

Executive positions, Junior supervisors and other professionals, and Nim-income earners. 

Executjve positions consist of respondents with senior po,sitions including 

executive/managers, self-employed/own company, and supervisors. Junior supervisors 

and other professionals consist of respondents who work in less senior positions than 

executive sub-group including junior supervisors, professionals, government officials, 

accountants, and traders. Lastly, Non-income earner represents respondents who do not 

eam money by their jobs including housewife, student, and unemployment/retired. 

Table 26 shows a summary of the ANOVA analysis results on different occupation sub

groups and eleven consumers' decision-making styles. From Table 26, i t  can be seen that 

there are five dimensions with no significant differences: Perfectionist, Brand Conscious, 

Fashion Conscious, Hedonistic, and Price Conscious. While otheir six dimensions: 

Impulsive, Confused by Overchoice, Brand Loyal, Conspicuous Cons,cious, Reliance on 

Celebrities, and Exclusivity Conscious exhibit significant differences in means between 

education sub-g:roups and will be forther discussed in the following sub-sections. 
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Table 26: Sign ificrmt Differe11cel' of Means for Each Dime11siou in Different Occ11pation Level 

6.2.5.4,J Impulsive 

Table 26 shows that there are significant differences in means between occupation level 

sub.groups for i1mpulsive dimens-ion. Means for executive position, and j Lmior s1.1pervisors 

and other professionals are significantly less than non-income earner sub-group. This 

result suggests that occupations with higher job ranking are less Impulsive than non

income earners when dealing with grey luxury fashion purchases. 

6.2.5.4.2 Co,1/used by Overchoice 

For Confused by Overchoice. the difference in means between junior supervisors and 

other professionals, and non-income earneJs is significant; where, the mean for junior 

supervisors and other professionals is significantly less than the latter as shown in Table 

26. Accordingly, it can be interpreted that consumers in junior supervisors and other
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professionals position are less Confused by Overchoice than the non-income earner sub

group. 

6.2.5.4.3 Brand Loyal 

There are significant differences in the means between occupation sub-groups as shown 

in Table 26 for Brand Loyal dimension. Mean for executive position is significantly 

higher than those with less senior positions including junior supervisors and other 

professionals, and non-income earner sub-groups. This outcome indicates that consumers 

with high job ranking position, in this case executive position sub-group, are more Brand 

Loyal than those in junior supervisors and other professionals, and the non-income earner 

sub-group when purchasing grey luxury fashion goods. 

6. 2. 5. 4. 4 Conspicuous Conscious 

According to Table 26, it can be seen that there are significant differences in the 

Conspicuous Conscious dimension between occupation sub-groups. Non-income earners 

exhibit significantly lower mean scores than executive position, and junior supervisors 

and other professional sub-groups. This result implies that, when it comes to purchasing 

grey luxury fashion goods, non-income earners demonstrate less Conspicuous Conscious 

than income earner groups. 

6.2.5.4.5 Reliance on Celebrities 

For Reliance on Celebrities, the difference in means between occupation sub-groups is 

significant as shown in Table 26. Mean for executive position is significantly less than 

the non-income earner sub-group, indicating that executive position consumers show less 

Reliance on Celebrities than non-income earner consumers when purchasing grey luxury 

fashion goods. 

6.2.5.4.6 Exclusivity Conscious 

For Exclusivity Conscious, there is significance in means between junior supervisions 

and other professionals, and non-income earner sub-group as shown in Table 26. Junior 

supervisors and other professionals show a significant greater mean score than non

income earners. It can be interpreted that consumers in junior supervisors and other 

professionals position are more Exclusivity Conscious than non-income earners. 
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Based the findings, it can be concluded that occupation level is another important variable 

which has an impact on consumers' decision-making styles for grey luxury fashion goods. 

6.2.5.5 Income 

In terms of average monthly income, the researcher grouped under 10,000 Baht and 

10,001-20,000 Baht consumers together into 20,000 Baht or less. Mainly, because the 

number of cases in under 10,000 Baht is relatively small, putting this group together with 

10,001-20,000 Baht will improve the overall analysis as the size of each group is more 

comparable. Accordingly, consumers are categorized into five sub-groups for income 

variable: 20,000 Baht or less, 20,001-30,000 Baht, 30,001-40,000 Baht, 40,001-50,000 

Baht, and more than 50,001 Baht. 20,000 Baht or less represents consumers with low 

income while 20,001-30,000 Baht describes consumers with lower-middle income. 

Middle income consumers are represented by the 30,001-40,000 Baht sub-group and 

upper-middle income consumers are represented by the 40,001-50,000 Baht sub-group. 

Last, more than 50,001 Baht reflects consumers with high-income. 

The result of ANOV A analysis on different income sub-groups and eleven consumer 

decision-making styles is summarized in Table 27. 
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Decision-Making Styles Income Mean ANOVA Scheffe' s Test 
(p-value) (1) (2) (3) {4) (5) 

l. Perfectionist 20,000 Bahr or less ( 1) 
20,001-30,000 Baht (2) 

3.177 
3.282 

0.001 ** 

30,001-40,000 Baht (3) 3.470 
40,001-50,000 Babt (4) 3.677 
More than 50,0001 Baht ( 5) 3.803 <0.05 <0.05 

2. Brand Conscious 20,000 Baht or .less (l) 3.378 0.031* 
20,001-30,000 Baht (2) 3.137 

30,001-40,000 Babt (3) 3.399 
40,001-50,000 Baht (4) 3.142 
More tban 50,0001 Baht (5) 3.104 <0.05 

3. Fashion Conscious 20,000 Bahe or less (1) 3.342 0.084 
20,001-30,000 Baht (2) 3.395 
30,001-40,000 Baht (3) 3.371 
40,001-50,000 Baht ( 4) 3.223 
More than 50,0001 Baht (5) 3.087 

4. Hedonistic 20,000 Baht or less (1) 3.146 0.369 
20,001-30,000 Baht (2) 3.274 
30,001-40,000 Bahl (3) 
40,001-50,000 Baht (4) 

3.215 
3.233 

More than 50,0001 Baht (5) 3.051 
5. Price Conscious 20,000 Baht or less(]) 3.768 0.460 

20,001-30,000 Baht (2) 3.948 
30,001-40,000 Baht (3) 3.897 
40.001-50,000 Baht (4) 3.919 
More than 50,0001 Baht (5) 3.845 

6. Impulsive 20,000 Baht or less (1) 3.701 0.000** 
20,001-30,000 Babt (2) 3.113 <0.05 
30,001-40,000 Baht (3) 2.897 <0.01 
40.001-50.000 Baht (4) 2.743 <0.01 
More than 50,0001 Baht (5) 2.616 <0.01 <0.01 

..... 
Vl 

00 



Vl 
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According to U1e result, six dimensions show no significant difference in mean, which are 

Fashion Conscious, Hedonistic, Price Conscious, Confused by Overd10ice, Conspicuous 

Conscious, and Exclusivity Conscious. On the other hand, five dimensions indicate 

significant differences in means between income sub-groups: Pe1fectionist, Brand 

Conscious, Impulsive, Brand Loyal, and Reliance on Celebrities and will be further 

explained in the following sub-sections. 

6.2.5.5. I Pe,fectionist 

According to Table 27, it can be seen that there are significant differences in Perfectionist 

dimension between income sub-grot1ps. High-income sub-group shows significantly 

greater mean than low-income and lower-middle income subgroups, indicating that 

higher income consumers are more Perfectionist than low-income and lower-middle 

income consumers when it comes to purchasing grey luxury fashion goods. 

6.2.5.5.2 Brand Conscious 

For Brand Conscious, the significant difference in mean occurs between high-income and 

middle-income sub-groups as shown in Table 27. Mean for middle-income is 

significantly higher than high-income sub-group. This can be interpreted that middle

income conswners are more Brand Conscious when purchasing luxury fashion goods 

from the grey market than high-income consumers. 

6.2.5.5.3 Impulsive 

Table 27 shows that there are significant differences in mean between average monthly 

income sub-groups for fmpulsive dimension. Low-income sub-group exhibits 

significantly higher mean than other four sub-groups with higher income while lower

middle income also demonstrates significantly greater mean than high-income sub-group. 

This result indicates that low-income consumers are the most [mpulsive among all income 

sub-groups whilst lower-middle income consumers are also more Impulsive than high

income conswners when purchasing grey luxury fashion goods. 

6.2.5.5.4 Brand Loyal 

For Brand Loyal, the difference in means between income sub-groups is significant as 

shown in Table 27. Mean for high-income sub-group is significantly greater than three 

sub-groups: low-income. lower-middle income, and middle-income. Meanwhile. upper-

160 



middle income also shows significantly higher mean than low-income sub-group. This 

finding suggests that high-income consumers are more Brand Loyal than low-income, 

lower-middle income, and middle-income consumers while upper-middle income 

consumers demonstrate higher level of Brand Loyal than low-income consumers in tenns 

of grey luxury fashion goods. 

6.2.5.5.5 Reliance on Celebrities 

According to Table 27, there are significant differences in mean between income sub

groups. High-income sub-group shows significantly lower mean than the other four sub

groups with lower income, indicating that high-income consumers are the least Reliance 

on Celebrities among all income sub-groups when purchasing grey luxury fashion goods. 

Based on the discussion in this section, it can be seen that income is an important factor 

to take into account when determining consumers' decision-making styles for grey luxury 

fashion goods because it can influence consumers' decision in many dimensions. 

In conclusion, the analysis of the effect of demographic differences on consumers' 

decision-making styles demonstrates that the differences in consumers' gender, age, 

education, occupation and average monthly income have an effect on consumers' 

decision making-styles for grey luxury fashion goods. Therefore, Hypothesis 12 is 

accepted. 

H12: The differences in consumers' gender, age, education, occupation, and income, will 

be significantly related to the differences in the means of the consumers' decision-making 

style dimensions. 

The next section will discuss the outcomes of the qualitative interview. 

6.3 Qualitative Findings 

Qualitative findings in this section present the interpretation of data collected from the 

semi-structured interviews. The semi-structured interviews were can-ied out with 9 

volunteer participants who purchased luxury fashion goods from the grey market within 

the past 12 months as explained in section 5.3. The respondents' profiles are surnmarized 

in Table 28. 
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Participants' Profile 

Gender Total Age Group Total

Female 8 18-25 2 

Male 1 26-35 4 

36-45 2 

Over 45 1 

Total 9 9 

Table 28: Participants' Profile 

It appears that there are differences in the participants' gender for qualitative interview, 

which is consistent with the quantitative samples discussed in section 6.2.1. However, the 

qualitative method focuses on explaining the research phenomena rather than 

generalizing the outcome through the participants' demographic characteristics like in the 

quantitative methods (Klenke, 2016). 

The interview recordings were transcribed into Thai before translating to English for data 

coding and analysis (Please refer to Appendix H). The four identified themes: 

Consumers' Attitude towards the Grey Luxury Fashion Goods, Pros of Purchasing 

Luxury Fashion Goods from the Grey Market, Cons of Purchasing Luxury Fashion Goods 

from the Grey Market, and Motivations for Grey Luxury Fashion Consumption are used 

to interpret collected data in the following sections (Please refer to Appendix I): 

6.3.1 Theme!: Consumers' Attitude towards the Grey Luxury Fashion Goods 

There are diverse views regarding consumers' attitude towards the grey luxury fashion 

goods. The majority of the respondents demonstrated that they have a positive attitude 

towards the grey luxury goods for many reasons. First, it is because the pricing of grey 

luxury fashion goods is cheaper than the authorized luxury fashion goods: 

"The price of luxury goods in the grey market is fair" (Respondent 3) 

"I can buy cheaper luxury goods from the grey market than from the 
authorised shops in Thailand. It is a lot cheaper. The differences in 
price can be ranged from thousands or ten thousand baht. I can even 
take that difference to buy another item from the grey market, which 
makes me feel that buying from the grey market is a better deal" 

(Respondent 5) 

"I think it's quite good because the price is cheaper for the same 
product" (Respondent 8) 
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Second, the grey market allows the customers to conveniently purchase grey luxury 

fashion goods. Many respondents explained that they feel good with the grey luxury 

fashion goods because they are easier to acquire: 

"Whereas the grey sellers help me look for the item that I really want. 
They can source out of stock or rare items really well. It is a plus that 
I do not have to search the item myself." (Respondent 4) 

r"Buyers can check out the products they want f om the internet. 
Additionally, the internet can be conveniently used through mobile 
phone and everyone has a mobile phone. With 1nobile phone, buyers 
can take a picture of the products they want from the store and send to 
the grey sellers. The grey sellers can then check the availability of the 
products fi'om overseas and send back the picture of the products. " 
(Respondent 6) 

"It is also more convenient to purchase luxury goods from the grey 
market than the brand's retail store because retail store might not have 
the product I want in stock or sometimes that product is hard to find. " 
(Respondent 7) 

Furthermore, the respondents also clarified that grey luxury fashion goods provide similar 

features and benefits as the luxury fashion goods from the store. Many respondents 

expressed the same views: 

" . . .  the product you get from the grey market is exactly the same model 
as the one selling in store but at a cheaper price. Therefore, I find it is 
better to buy ji-om the grey market. " (Respondent 1) 

"I think I am satisfied and happy to use it as normal. The value of the 

product is not different." (Respondent 9) 

On the other hand, a few respondents expressed their negative attitude towards the grey 

luxury fashion goods mainly because they doubted in the authenticity of the grey luxury 

fashion goods. 

" . . .  when I buy from the grey market, the items do not come directly 
from the authorized shop. Sometimes when I purchase, I am not sure 
that it is a genuine product or not. But if I buy directly fi'om the shop, I 
am confident that it is real. " (Respondent 2) 
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"Buyingfrom the grey market does not guarantee that I w;// always get 
authentic goods. I have to carefi1lly choose the sellers I can trust. '' 
(Respondent 6) 

Furthermore, untrustworthiness of the gi-ey sellers is another factor that makes customers 

feel negative towards the grey luxury fashion goods. 

"I can say it is much safer than risk buyingfi'om unauthorised seller, 
which can turn out to be a copycat in disguise. " (Respondent 1) 

'·Another thing is that I was scammed by the grey seller and it created 
negative impression. " (Respondent 6) 

·' . . .  if! buy luxwy goods from the grey sellers with bad rumours or poore
service, I will not feel confident although the goods seem to be perfectlye
fine. " (Respondent 7)e

However, the negative attitude may not be able to prevent customers from purchasing the 

luxury fashion goods from the grey market because they realize that the benefits of buying 

luxury fashion goods are worth the risk. 

"On the other side, I have a bit of negative feeling that the luxury goods 
selling in the grey market might be fake. However, I think it is vety 
convenient to buy luxury goods from the grey market because the 
sellers buy the product on my behalf and send it to my front door" 
(Respondent 5) 

" ... although its authenticity is in doubt, 1 am willing to take that risk 
because 1 really want to have that item." (Respondent 7) 

In swn, consumers, who have purchasing experience from the grey luxury fashion market, 

tend to have positive attih.1de towards the grey luxury fashion goods because of its 

desirable pricing, convenient purchasing process, as well as features and usability 

benefits. In contrast, there are factors that negatively impact their attitude towards the 

grey luxury fashion goods including the doubtful authenticity of the goods and 

untrustworthiness of the grey sellers. Nevertheless, the negative attitude does not prevent 

customers from buying luxury goods from the grey market as they think that the benefits 

of grey luxury fashion goods are significant enough to 'give it a try'. Additionally, they 

are well aware of the pros and cons of purchasing grey luxury fashion goods, whlch will 

be analysed in the next sections. 
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6.3.2 Theme2: Pros of Purchasing Luxury Fashion Goods from the Grey Market 

The pros of purchasing luxury fashion goods from the grey market are slightly linked to 

the positive attitude towards the grey luxury fashion goods discussed in the previous 

section. The advantages of purchasing luxury fashion goods from the grey market are 

further analysed to provide better explanation on consumers' perception of the grey 

luxury fashion market as a whole. 

Based on the thematic analysis of the qualitative interview, the benefits of the grey luxury 

fashion market can be grouped into four main categories: money-saving, convenience, 

emotional benefits, and variety of products. 

Money-saving is the main benefit of the grey luxury fashion market as expressed by most 

respondents. Normally, the pricing of grey luxury fashion goods is lower than the luxury 

goods from the authorized retailers. 

"Since they have not been authorized as the official brand retailer, they 
can resell at the cheaper price without adding duty tax. " (Respondent 
1) 

"Sometimes the price of luxury goods in the grey market is 20% lower 
than the brand's store in Thailand. With this 20% lower price, to buy 
very expensive item like Hermes or Chanel bag, the price gap will be 
very high that I can buy another bag with it. " (Respondent 6) 

"It also offers 20-30% lower price than the authorized store which is a 
very interesting option" (Respondent 7) 

In addition, a participant suggested that customers "can also negotiate the price down" 

(Respondent 6), which is something that they could not do when purchasing from the 

authorized channel. Furthennore, a few respondents further explained that they can also 

save money on travelling cost to purchase the luxury goods from the official retail stores 

whether in Thailand or abroad. 

"Travelling aboard to shop by myself is also more expensive as I do 
have to buy multiples items to make the trip worthwhile. " (Respondent 
4) 

"Additionally, you can buy from home which will save you on travel 
cost" (Respondent 6) 
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Convenience is another factor that is very beneficial to customers when they purchase 

luxury fashion goods from the grey market as explained by many respondents who agreed 

that the grey luxury purchasing transactions can be conveniently done through the 

internet. 

" ... it is convenient. For example, when we buy stuff from the Internet, 
we barely have to go out of the house." (Respondent 1) 

"Sometimes, it is even more convenient than going to the brand's store 
because I do not have to make any journey to acquire the products, all 
I need is a mobile phone. " (Respondent 6) 

"Furthermore, the transaction can be conveniently done through 
mobile applications such as Line, Jnstagram and website. " 
(Respondent 7) 

The respondents also illustrated that the whole purchasing process is fast since the grey 

luxury fashion goods were delivered to their doors within a very short time frame. 

"The lead-time to receive the goods from the grey sellers is quite fast 
as well. " (Respondent 5) 

"I receive my purchase quite fast because the great pre-order sellers 
can acquire and deliver the goods in a very quick time. " (Respondent 
6) 

"The grey sellers deliver the goods to my place by themselves or EMSe
postal and I get the product the next day. I don't have to go anywhere, 
no need to go to the shop. I don't have to look for anything else. Suppose 
I want it, then I just need to make an order, which is quite fast. " 
(Respondent 8) 

Besides the fact that the grey luxury fashion goods can be conveniently purchased through 

the internet, a few respondents also perceived it as a time-efficient purchasing method. 

"Another thing is it is conveniently time-efficient. Sometimes I want 
an item but I cannot afford to make a trip and buy it instantly from the 
store. And if we do not purchase in time, popular items can be sold out 
quickly too. " (Respondent 2) 

"Additionally, I don't have to make a trip to get the item, which saves 
me the cost of travel and the time as well. Some items are only available 
overseas, which is more complicated to buy but I can get them from the 
grey market. " (Respondent 5) 
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Most of the respondents are also agreed that they gained emotional benefits through the 

purchase of grey luxury fashion goods; mainly because they don't feel the pressure in 

purchasing luxury fashion goods from the grey market as they feel from the authorized 

retailers. Additionally, the respondents revealed that the services they received from the 

authorized stores were not so pleasant. 

"Actually, sale assistant plays a part too as nowadays service at the 
store can be very poor and that makes me feel like I do not want to go 
shopping in stores." (Respondent I) 

"Um, I think purchasing luxury goods from the brand's retail store is 
quite challenging as the salespersons usually judge us from our 
appearance as soon as we push the door to enter the store. Um, I think 
they determine their potential customers from the appearance so I need 
to dress properly ifI want to visit the luxury retail store. " (Respondent 
5) 

"Sometimes it's more comfortable to purchase from the grey market 
because the sale assistants at the authorized store might take care of 
the customers too well. I think it feels like a pressure. " (Respondent 8) 

Furthermore, they can take more time to think and research more about the luxury items 

they want to buy from the grey market, which allows them to make a logical purchase. 

" ... sometimes I research for hours by comparing new models in the 
grey market. So, it is very effective. " (Respondent 4) 

"I always ask for pictures of the product from the grey sellers so I can 
compare if its detail matches with the information I found on the 
internet. If everything is matched, then I will be confident to place an 
order with the grey sellers." (Respondent 5) 

The other main advantage of purchasing luxury fashion goods from the grey market is 

that it has a wider selection of luxury fashion goods than the authorized store in Thailand 

because the grey seller can source the luxury fashion goods from foreign countries for 

customers. 

"Since there are various sources of availability in the grey market, it is 
possible to find items that are out of stock in the store. " (Respondent 2) 

"I want to buy an item but I cannot find it anywhere but these grey 
sellers know all information about luxury products. Therefore, they are 
able to source the particular item for me. " (Respondent 3) 
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" . . .  sometimes consumers can also pre-order rare goods from the grey 
market such as special products or products that are not intended to be 
sold in Thailand or products that are not yet available in Thailand but 
already available in European countries and consumers can get them 
before they are launched in Thailand. " (Respondent 6) 

Additionally, the grey sellers can also acquire rare luxury fashion goods or limited-edition 

items as ordered by customers. 

" . .  .for rare items, the stock run out very fast in the authorized stores. 

It does not matter whether you have the money as you can't buy the 
item from the store. With the grey market, you can get what you want 
because these sellers, they know their way for locating sought-after 
items." (Respondent 3) 

" . . .  the grey sellers can manage to get those rare items or limited
edition products for me. " (Respondent 7) 

In sum, there are many benefits to purchase luxury fashion goods from the grey market 

as the grey market is a money-saving luxury purchasing method. As the respondents 

explained, they can pay less for similar luxury fashion goods from the grey market. 

Furthennore, they can save money on travelling cost to acquire the luxury goods from the 

authorized retail store. In addition, convenience is another main advantage of purchasing 

luxury fashion goods from the grey market as the purchasing process can be completed 

in a timely manner because customers can make a purchase through the internet at their 

convenience, which is also time-efficient for them. 

Emotional benefits are another advantage of purchasing luxury fashion goods from the 

grey market. The respondents clarified that the grey sellers do not make them feel pressure 

like the sale assistants at the authorized store. They also allow them to take some time to 

think about their purchases so that they can make a logical purchase. Last, the grey market 

offers a wider selection of luxury fashion goods than the authorized store in Thailand as 

the grey sellers are able to source the products for them while the rare or limited-edition 

item can be easier to acquire from the grey market. 

6.3.3 Theme3: Cons of Purchasing Luxury Fashion Goods from the Grey Market 

On the other hand, the drawbacks of purchasing luxury fashion goods from the grey 

market are partly related to the negative attitude towards the grey luxury fashion goods 

discussed in section 6.3.1. Although negative attitude towards the grey luxury fashion 

goods does not prevent the respondents from buying luxury goods from the grey market, 
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it is worth investigating the disadvantages of purchasing luxury fashion goods from the 

grey market in detail because they can also explain consumers' perception of the grey 

luxury fashion market as well. 

The qualitative analysis of the interview data reveals that there are three mam 

disadvantages of the grey luxury fashion market including, no guarantee of the purchase, 

no luxury purchasing experience, and threat to Thailand's revenue on import tax. 

The majority of the respondent states that the main disadvantage of purchasing luxury 

fashion goods from the grey market is that there is no guarantee of the purchase regarding 

the authenticity of the goods and the trustworthiness of the grey sellers. Most of the 

respondents are concerned about the authenticity of the luxury goods purchased from the 

grey market because they can "only see the product from photos" (Respondent 2). 

"I must make sure that they do not sell counte,feit goods and they are 
reliable." (Respondent 3) 

"Before I did not dare to buy from the grey market as it makes me feel 
unsafe and risky to get counterfeit goods. " (Respondent 4) 

" . . .  the consumers are concerned about the authenticity of the 
products. " (Respondent 5) 

"I am a bit concerned about the authenticity of the products in the grey 
market. " (Respondent 7) 

Although one of the respondents mentioned that she "can't tell the difference between 

the counte,feit goods and the authentic one." (Respondent 1), authenticity of the grey 

luxury products is something to consider. With the doubt in authenticity of the grey luxury 

fashion goods, most respondents expressed that the credibility of the grey sellers is very 

important to help them avoid such scams. They elaborated that the trustworthiness of the 

grey sellers is another flaw of the grey market as most of the transactions are done through 

the internet so there is no guarantee if they are the real grey sellers or criminals. 

" . . .  when I decide to buy from the grey market, I always check the 
background of the sellers first. " (Respondent 3). 

" ... not all grey shops are reliable. " (Respondent 4) 

"However, it is important to ensure the authenticity of the goods and 
credibility of the sellers in the grey market before making the purchase. 
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If I don't trust the grey sellers, then I will not place an order with 
them. " (Respondent 7) 

However, many respondents suggested that the best option consumers can do to check 

the credibility of the grey sellers is to "review their background to see that they are not 

cheating" (Respondent 3) and check "their customer reviews" (Respondent 4). 

In addition, the respondents agreed that another downside of purchasing luxury goods 

from the grey market is that they are missing luxury purchasing experience which they 

received from the authorized retailers. They described that the purchasing experience of 

the grey luxury fashion goods does not provide as much joy in luxury shopping as the 

authorized retail store. 

With the authorized store, "I can enjoy the advantage of buying 
experience like after-sales service, insurance, collecting reward points, 
membership as well as signing up for customer records, which can be 
applied for future gifting and discount too." (Respondent I) 

"It is a buying experience on emotional aspect that will be missing if I 
buyfrom the grey market. It will be like a process of purchasing Chanel 
bag is the same as a process of purchasing a chair or something 
similar. It is like a special feeling when purchasing luxury products will 
be gone. " (Respondent 6) 

While respondent 8 explained that shopping from the authorized retailers allows her to: 

"actually take the item and the shopping bag with me. Carrying the 
purchase around is actually an enjoyment of shopping. For instance, 
the joy of shopping is to pay money at the cashier and you can really 
touch and hold the item in your hands. I would say it's also a form of 
happiness. It's a kind of emotion ... " 

This is mainly because they cannot "see and touch the item before making a decision" 

(Respondent 2) like when they shop from the authorized retail store. Furthermore, the 

grey sellers do not always offer the up-to-standard service like the official store. 

"Although it is the same grey seller, it does not mean that I will always 
be impressed by their service. Sometimes I have a bit of a negative 
experience. " (Respondent 6) 

Respondent 9 explained that the grey sellers do not allow customers to request for a 

"refund for the purchase in case there is any problem with the product. ". In contrast, 

Respondent 5 argued that "Sometimes I feel that the grey sellers provide better service, 
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although we do not have to meet in person. " as she had a few bad experiences when 

purchasing luxury goods from the luxury retail store. 

Last, the grey market can be a tlu·eat to Thailand's revenue on import tax as many 

respondents indicated that the grey luxury fashion goods are the goods that avoid import 

taxes. 

"these grey sellers do not pay for import duty tax, which can affect 
badly on locally produced goods. " (Respondent I) 

"These sellers are not licensed importers and not officially registered 
with the brands, like the authorized shops. I assume that they avoid 
paying duty tax by organizing order from airhostess or other means 
from abroad" (Respondent 4) 

"In which, the grey sellers can get the VAT refund that allows them to 
set their price lower than the original price" (Respondent 5) 

" ... the sellers get a reduction of price from taxes." (Respondent 9) 

In sum, the cons of purchasing luxury fashion goods from the grey market involve no 

guarantee of the purchase, no luxury purchasing experience, and threat to Thailand's 

revenue on import tax but these factors cannot actually prevent customers from buying 

grey luxury fashion goods. However, they might influence customers to slow down their 

purchase as they might need to take more time to check the authenticity of grey luxury 

fashion goods and credibility of the sellers. 

6.3.4 Theme4: Motivations for Grey Luxury Fashion Consumption 

The thematic analysis of the qualitative interview reveals that there are eight motivations 

that drive consumers to purchase luxury fashion goods from the grey market: Price, 

Variety of Products, Convenience, Emotional Benefits, Quality, Social Benefts, 

Influence of Celebrities and Social Media. Some of these motivations, such as Price, 

Variety of Product, Convenience, and Emotional Benefits, are perceived as advantages 

of purchasing luxury fashion goods from the grey market as identified in section 6.3.2. 

While four factors, Quality, Social Benefits, Influence of Celebrities and Social Media 

are not involved in benefits of purchasing luxury fashion from the grey market. However, 

it is important to investigate the extent to which these benefits drive consumers to 

purchase luxury fashion goods from the grey market to better understand consumers' 

decision-making styles. 
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6.3 .4.1 Price 

Pricing of luxury goods in the grey market is usually lower than the authorized retailers 

in Thailand, although sometimes it can be higher when the item is rare. It is the most 

important factor that motivates consumers to purchase luxury fashion goods from the grey 

market as confirmed by most respondents. 

" . . .  the cheaper price is the first reason. " (Respondent 1) 

"The first motivation is mainly the price, which is cheaper than 
purchasing in Thailand. " (Respondent 4) 

"The main motivation is the price of luxury goods in the grey market, 
which is cheaper than the brand's website or retail store" (Respondent 
5) 

"Um, it [priceJ is the most important factor to me. My purchasing 
decision is mainly based on the difference in price " (Respondent 6) 

"Pricing is the main factor for me to buy from the grey market. If it is 
cheaper than the retail store or not for a speculation, then I would 
consider the price before anything else. " (Respondent 8) 

"Prices is the major reason for me to buy luxury products from the grey 
market channel. It is 10, 000-20, 000 Baht cheaper than buying the 

luxury shoes and bags from its stores. It is more reasonable to buy from 

grey market." (Respondent 9) 

However, there are opposing views arguing that pricing is not the most important reason 

why they purchase grey luxury fashion goods. In fact, one of the respondents 

(Respondent 2) stated that " .. . pricing does not influence me to buy from the grey market. " 
then she explained that ''price is not a big deal for me because I prefer to buy from an 

official shop.". However, she believed that "For some people, a cheaper price is the 

reason that they choose to buy from the grey market.". 

The other respondent (Respondent 3) expressed that although the price gap between grey 

luxury fashion goods and authorized luxury fashion goods is high, as she mentioned that 

"The products I buy from the grey market are only Hermes", lower pricing is not the most 

important factor for why she bought from the grey market. She will still buy Hermes' s 

products from the grey market if the price is equal or even higher than the brand's official 

store as long as she can get what she wants. With a similar point of view, Respondent 7 
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agreed that price is not the most important factor but it "is the second most important 

factor when buying luxury goods from the grey market. 11 as he was more concerned about 

his willingness to get the product he desired. 

6.3.4.2 Variety of Products 

Variety of products available in the grey market is another important factor of grey luxury 

fashion consumption. Some respondents illustrated that it is the main reason for them to 

purchase luxury goods from the grey market. 

" . . .  the first motivation of all is because I am unable to find an item I 
want from an authorized store, then I need to buy from the grey 

market." (Respondent 2) 

"The most important factor is that I cannot buy the item by myself. I 
can't find it elsewhere as the item is not available at the authorized 
stores in Thailand. 11 (Respondent 3) 

"I think it is the availability of the product itself as I mentioned that 
some items I want are not available in the retail store or sometimes the 
product is discontinued. I can still find them in the grey market. Um, I 
think it is the main reason that makes me want to buy from the grey 
market. " (Respondent 7) 

While other respondents also agreed that, besides price, they buy luxury products from 

the grey market because there are many luxury fashion goods available in the grey market 

that are hard to acquire or even cannot be purchased in Thailand. 

"Second motivation is that I can have the luxury model that I want. For 
example, when I searched for a Chanel bag in Thailand, because it was 
a popular style, it is sold out in every shop. 11 (Respondent 4) 

"Another reason to purchase from the grey market based on my 
experience is to acquire limited goods which is not yet available in 

Thailand. Some items are very limited and will not be available in 
Thailand so I have to make a pre-order purchase from the grey 
market. " (Respondent 6) 
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6.3.4.3 Convenience 

Convenience is another advantage of purchasing luxury fashion goods from the grey 

market; as explained in section 6.3 .2, the whole purchasing process can be done tlu·ough 

the internet. 

"I think that convenient is a big advantage, which makes me prefer 
buying a brand name product from the grey market. " (Respondent 6) 

"Besides the price ... the reason to buy from the grey market... Um, I 
think it's convenient." (Respondent 8) 

"The grey market channel is more convenient for the customers." 

(Respondent 9) 

Moreover, the respondents elaborated that it is more convenient for them to purchase 

from the grey market as they do not need to make a shopping trip or source the products 

by themselves. They can conveniently make an order with the grey sellers and wait for 

the parcel to be delivered at their door. 

" ... I decide to place an order from the grey market because it saves my 
time, and I do not have to travel. Only transferring the money, then the 
item will be delivered to my door, very quickly too. " (Respondent 2) 

"I see it as is an easy way to acquire the limited items, much easier 
than going through shops. " (Respondent 4) 

"It is convenient and comfortable for customers as they do not need to 
source the product by themselves ... " (Respondent 9) 

Based on the findings, it can be concluded that convenience is another motivation that 

drives consumers to purchase luxury fashion goods from the grey market. 

6.3.4.4 Emotional Benefits 

As earlier explained in section 6.3.2, the respondents expressed that they gained 

emotional benefits from purchasing grey luxury fashion goods because they can take the 

time to logically think about their purchases without being pressured by the grey sellers. 

"Some grey sellers are highly trusted and become favourite sellers 
among customers. These sellers only sell authentic luxury goods and 
provide exceptional service that make customers feel like they are 
purchasing from the retail store. " (Respondent 5) 
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"The grey sellers may not put so much pressure on my decision because 
we communicate through the internet not in person. " (Respondent 6) 

"But with the grey market, all product details are already searched for, 
what I have to do is just email, or chat with the sellers to buy the 
products. It makes me feel better. " (Respondent 8) 

However, the researcher also takes the emotional benefits when consuming luxury 

fashion goods into account as well, although they are purchased from the grey market, 

because the respondents expressed that the source of luxury fashion goods does not affect 

their feelings when wearing grey luxury fashion goods as long as they are genuine. 

"It does not matter where I have got it fi'om. My feeling is the same. "e
(Respondent I) 

"Um, I do not feel the difference here. Since it is also a luxury goods, I 
do not feel anything different." (Respondent 2) 

"I do not feel any difference because I always make sure that the item 
is authentic by checking its certificate before I buy. So I don't feel the 
difference. " (Respondent 5) 

"No, it is the same as long as it is fi'om the same brand. The purchasing 
channel does not matter. If it is an authentic one, not a fake one. Um, 
it's okay. I feel the same." (Respondent 8) 

The respondents explained that the consumption of luxury fashion goods elevates their 

view towards themselves. It makes them feel good when wearing because it boosts their 

confidence and enhances their self-concept. 

"I feel good about myself when I use or wear it. [luxury fashion 
goods}" (Respondent 2) 

"It feels kind of good (laugh) it does not feel much, good feeling 
perhaps. " (Respondent 3) 

" .. .I feel happy and more confident than wearing non-luxury product 
that is okay but not so beautiful. I still feel more confident to wear 
luxury handbag even if its style mismatches the outfits. " (Respondent 
4) 

"I think luxury goods, kind of, add value to myself" (Respondent 5) 
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"Personally, 1 like luxury products; as I mentioned earlier that luxury 
products provide emotional value to me. Um, a general handbag does 
not provide emotional value, it only offers utility benefit. On the 
contrwy, luxwy products embed brand sto,y and creative design that 
the brands want to show in. each collection. Based on my experience, 1 
feel that when 1 wear luxury products I carry the brand's story as well .n. , 
(Respondent 6) 

Most respondents also illustrated that the rare luxury fashion goods will provide even 

more emotional benefits to them as it involves with uniqueness value. However, it is also 

important that they like the item itself as well. They would not feel attracted to limited 

edition concept if they did not like its design or appearance because these items are very 

expensive and hard to get. 

"I would feel special to own the rare limited product. These items are 
not owned by many people and I am one of them. I would be very 
proud. '' (Respondent 1) 

"If I own luxury limited edition item that I like, then I would be, oh! 
ve,,y proud. Prouder than ordina,y luxury products. I would ·want to 
show it off by using it every day as soon as I get it. It would make me 
feel special to wear luxu,y goods that are limited and cannot be owned 
by everyone. Um, I would.feel very good to have it. " (Respondent 5) 

''If it is the limited-edition item that !feel impartial about its brand or 
design., then I will/eel neutral. But ifit is the limited-edition item that I 
like and want to own, then, oh, I will feel very proud and happy as many 
people will pay attention to me when I carry it around. " (Respondent 
7) 

"I will be proud to own the limited-edition products. Oh. I would feel 

good to own it. l notice that when people see me carrying the limited
edition products, they will have some reaction, which makes me proud 

1because I have what others don't. ' (Respondent 9) 

In sum, it can be concluded that benefits regarding emotional value is another motivation 

that influences consumers to purchase grey luxury fashion goods as it helps consumers to 

elevate their pleasures by expressing self-identity value, self-fulfilment and umqueness 

value. 

6.3.4.5 Quality 

Quality of luxury fashion goods is one of the reasons that influences conswners to 

consume luxury products. Most respondents shared that genuine luxury fashion goods are 

high in quality, regardless of the somce of the product they purchased from. They defined 
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the quality of luxury fashion goods into two aspects: physical quality and design quality. 

Physical quality of luxury fashion goods involves the use of high quality material, which 

relates to durability and endurance, as explained by the respondents: 

" . . . to be made with high standard and made .fi'om high quality 
materials. I think it is why the purchase lasts for a long time. " 
(Respondent 1) 

"Long-lasting products, durability, and worth the investment. " 
(Respondent 3) 

" . . .  its quality is excellent because luxury goods are often made with 
high quality material, which improves its durability. " (Respondent 5) 

"Furthermore, the material of the product should be good material 
which is high in quality and durability" (Respondent 6) 

" . . .  quality for the luxury product is endurance" (Respondent 8) 

While design quality involves the appearance of luxury fashion goods including pattern, 

design, colour, and type of material, in which, beautifully integrates the brand's story and 

image to the products. 

"Some models of luxury goods are very well designed that they are 
regarded as classic pieces. Those classic pieces will not be outdated 
and they will still be classic in design after 10 years. " (Respondent 5) 

"' . . .  is well-designed through a thought process based on the brand's 
story. The brand should have an understanding to create a beautiful 
design. " (Respondent 6) 

" . . .  the word quality does not only include the physical feature such as 
material of the products but it also includes design feature as well. It is 
about the history of the brand." (Respondent 7) 

"I prefer to wear clothes from well-known brands because I feel that 
the quality of making is better than the unbranded. " (Respondent 8) 

There are opposing views regarding the relationship between price and quality of luxury 

products. Many respondents illustrated that the price of luxury fashion goods is directly 

linked to its quality. They explained that luxury goods are expensive because they are 

high in quality. 
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" ... luxury goods are produced by high standard production. 
Production site is in the country where the labour cost is high. Perhaps, 
the production process is handmade and the material is good quality. 
Therefore, the price of luxury product is high as well as its quality. " 
(Respondent 2) 

"The cost of production is likely to come from the material and the 
complex manufacturing process. This type of production manufactures 
durable products. Therefore, the cost is high, resulting in high selling 
price too." (Respondent 3) 

"The price of luxury goods cannot be that high if it is low in quality. 
Most luxury brands use high quality material, which is costly, for their 
products. Consequently, the price of luxury goods is high. " 
(Respondent 5) 

"For luxury products, price is also definitely an indication of quality 
because they are trusted in their high quality. " (Respondent6) 

On the other hand, other respondents argued that price is not an indication of quality for 

luxury products. They believed that the high price of luxury goods is derived from the 

brand image and brand status and other marketing costs as well. 

"Though handbags with similar size and specifications are made from 
calfskins, their prices are different. It is more about the brand itself 
because there are many brands who use the same kind of calfskin, baby 
calfskin or lambskin with the similar application but prices are diverse 
by ten thousand Baht. Therefore, I do not think that the price is the 
benchmark here. It is more about the brand, brand awareness and 
brand image. " (Respondent 4) 

"I think price is an indication of position of the products. It is true that 
all costs like material, manufacturing, marketing, and designing are 
included in the price of products. But it does not indicate the quality, 
durability or longevity of the products. " (Respondent 7) 

"The brand itself is the factor that indicates the price of the bags. It 

reflects the value of the bags and social class. " (Respondent 9) 

Although many respondents feel that price is not an indication of quality, they agreed that 

luxury brands maintain their high standard of quality. Therefore, it can be summarized 

that the quality of luxury fashion goods is another dimension that motivates consumers 

to consume the grey luxury fashion goods. 

178 



6.3.4.6 Social Benefits 

The majority of the respondents revealed that social benefits are another main motivation 

for their luxury consumption because "Thai culture values the use of luxury product as a 

label of good social status" (Respondent 1). They explained that grey luxury fashion 

goods that are genuine did not make them feel any different, in tenns of social benefits, 

compared to luxury fashion goods purchased from the authorized sellers because the grey 

luxury market is widely accepted in Thai society. They illustrated that the use of luxury 

products allows them to be a part of society, get more attention from the society, establish 

their social status within the society as well as communicate their financial position: 

"It makes me feel distinguished when wearing luxury products in 
certain places or events. It represents social status and the presented 
image of the wearer. It also helps making others accept you more. " 
(Respondent 1) 

"I personally feel good when wearing luxury goods in public because 
when I wear them, in a way, I gain more respect from other people. It 
also represents social status because the majority of Thais would look 
at luxury as a social indicator. I think this applies to Thai culture as 
well as my social group. " (Respondent 2) 

"Thai culture sees people through outer image. Um, they put emphasis 
on what people look like on the outside. If someone displays themselves 
with luxury accessories and expensive things, he or she will be 
automatically accepted. " (Respondent 3) 

"I like it very much because I live in the society where luxury goods are 
widely used. So I feel that luxury goods are quite important to me 
because I am a bit concerned about my appearance and personally I 
like to use brand name products. I feel that this kind of stuff matters to 
me. It boosts my self-confidence. It elevates my personal style and look 
when I wear luxury handbags to the meetings. It also helps increasing 
my credibility. So it makes me feel, um, that I am okay. I give high 
importance to this kind of issue, and something like this. " (Respondent 
5) 

"I think luxury product is an indication of wealth and social situation 
especially in Thailand. Luxury products, handbags for example, are a 
sign of financial success. They can signal your social as well as 
financial situation. Luxury goods can communicate that you have good 
financial profile and it is a good social status implication. Um, for me 
I feel great to wear luxury brand. " (Respondent 6) 

" .. .I will feel confident to see other people on the day that I am well
dressed with luxury goods as people will treat me well, which I think, 
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is a good thing It will boost up my image in the social group. " 
(Respondent 7) 

"affects the appearance and social status. People will look at you and 
recognize your social status by the expensive stuff you are wearing, 
which boosts my confidence." (Respondent 9) 

However, one of the respondents (Respondent 4) mentioned that the social benefits of 

luxury consumption are dependent on the events she will attend and the social group she 

will meet. She only exhibited low level of conspicuous consumption because luxury 

goods are not widely used in her neighbourhood and workplace. 

" ... I must be a little cautious to walk around in my neighbourhood with 
luxury goods as there are not many people carrying these kinds of 
products around my area. So, I feel that it is a little dangerous since 
the prices of the luxury bags are quite expensive. On the contrary, I 
won't feel this way when I hang out with my friends as it is a normal 
thing to wear one. " 

"However, I would feel slightly strange to use one when I go to work 
because my colleagues do not carry very expensive brand name bags. " 
(Respondent 4) 

While one respondent was not influenced by social benefits at all as she explained that 

" ... it doesn't make me feel anything special if someone recognizes though". Nevertheless, 

she was indirectly influenced by the popular social trend as she elaborated that "I might 

think that the product is beautiful because I have seen it so often or it is so popular, then 

I want to have it". 

Based on the findings, social benefits seem to be one of the main motivations that 

encourages Thais to purchase luxury goods because they are a part of Thai culture. The 

majority of respondents illustrated a high level of social influence while two respondents 

put more emphasis on their personal value. 

6.3 .4. 7 Influence of Celebrities 

The respondents demonstrated diverse views towards the influences of celebrities on 

luxury consumption. Many respondents explained that they purchase luxury fashion 

goods under the influence of celebrities because celebrity exposure makes luxury goods 

more desirable. They described that celebrities with good image can promote luxury 

goods in a fascinating way. 
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"Well, I am also affected by the celebrity influence, media influence I 
would say, because mostly I am not a person who likes to keep up with 
fashion directly, like I am not really a big/an of any brand. So I usually 
see it from the media through the celebrities. When I see some celebs 
use it, and if it's beautiful then I want to have one too. " (Respondent 5) 

"Actually, celebrities have a huge impact on me. IfI do not see their 
pictures from the Internet, I will not feel that I want that item. " 
(Respondent 6) 

"I think they do because when I see them wearing luxury goods, it 
makes me want to have the same item as them. " (Respondent 7) 

"Well, it could play a part in influencing people to buy. It is like I said 
earlier that if the celebrities have good image or personality which suits 
the brand, then it would make the product look better. " (Respondent 8) 

"I think it has a huge effect in Thai society because people keep buying 
luxury products that the celebrities use. Moreover, I think those 
celebrities are like the presenter of the luxury products. When I see 
them using luxury goods, I can judge whether I like this look or not. If 
I like, I will buy the product that the look is good for me. Especially if 
it is the celebrities whom I like, I will want to buy that product more. "o 
(Respondent 9) 

On the other hand, the other group of respondents established that their personal tastes 
are more important than the influence of celebrities when it comes to luxury fashion 
goods. However, they agreed that celebrities might have indirect influences on their 
luxury purchasing decision because celebrities make them aware of and see luxury 
products more often. 

"By seeing something often, it triggers my interest of products and 
makes me wonder what is so special about it. Or why so many people 
use it. I think there must be a good reason. Yes, um, I think it can be 
that I am indirectly influenced to look into luxury products because of 
celebrity exposure." (Respondent 1) 

"I think that there is some level of influence but not much. IfI buy one, 
it would be more of a personal preference. However, it may have some 
effect. Perhaps if she looks pretty with that item, I would want to have 
that look too. Still, it does not have much effect or direct influence on 
me. " (Respondent 2) 

"It is like they introduce me to the new brand. As I might not have heard 
about it before, once I see it, I might decide to look further. And that 
increases the possibility for me to eventually buy from the brand. " 
(Respondent 4) 
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In conclusion, the findings reveal that influence of celebrities plays an important role on 

Thai consumers' luxury consumption. It has a direct impact on many respondents as they 

explained that celebrities make luxury fashion goods more desirable and they want to 

have what celebrities have. On the other hand, those respondents who expressed that 

celebrities did not have an effect on their luxury purchasing decision, agreed that they 

might be indirectly influenced by the celebrities when they see luxury fashion goods on 

the celebrities. 

6.3.4.8 Social Media. 

Most respondents demonstrated that social media brings luxury brands closer to 

consumers. They elaborate that social media is very effective advertising for luxury 

brands as it can be seen by their consumers around the world. Moreover, social media 

makes it easier for customers to search for more information about the luxury brands and 

their products. 

"I think it is a very good opportunity for the brands to directly 
communicate with their consumers, better than before" (Respondent I) 

"I feel like online media advertising is actually effective as it is easier 
to access than before. I think we are now living in a social network 
society and it makes luxury goods closer to us. We can search for more 
information about it. " (Respondent 5) 

". In my free time, I usually get on social media so I think that this kind 
of advertisement would get closer to people. " (Respondent 8) 

On the other hand, social media seems to be the medium between consumers and the grey 

luxury fashion market. The respondents elaborated that most grey sellers promote their 

products on social media such as Instagram and Facebook. Some respondents explained 

that their luxury purchases were influenced by seeing the images of luxury fashion goods 

on social media frequently from the brand's advertisement as well as the grey sellers'. 

"But once I see it over and over again, I start to like the brand and 
probably think that I would use something like this. " (Respondent 2) 

"At first, I might not have an interest in buying at all but because I use 
social media and become curious about an item. I think it has great 
influence. One click can take me much further" (Respondent 4) 
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"The fact that I see luxury products so often on social media makes me 
feel that I want to know more about the products, or have more interest 
about the product. " (Respondent 6) 

Moreover, social media can enhance consumers' conspicuous consumption as the 

respondents explained that it allows them to share their luxury goods to their online social 

group to express their social status and conform with the social group. In addition, it can 

enlarge the impact of celebrities on luxury consumption because most celebrities also use 

social media to promote their images. 

"It affects me when I access the lnstagram of the grey sellers. That is 
for sure, it has an impact on my purchase. " (Respondent 3) 

"As I am a kind of person who uses social media a lot, when I see many 
celebrities or people use something, I would want it even more. Not to 
mention if it is viral on the timeline, I would be even more unable to 
wait. " (Respondent 5) 

"I feel that sharing luxury goods through social media is about social 
status indication. " (Respondent 6) 

" ... every time I share photos of luxury goods, for example luxury 
handbag, oh well, those photos receive massive attention. The number 
of likes or comments are very high. There are many comments saying 
that they want it as well. " (Respondent 7) 

"]feel like I want to have luxury products that my friends have and then 
post it on the social media. " (Respondent 9) 

In sum, social media is another factor that drives consumers to purchase grey luxury 

fashion goods as explained by the respondents that it brings luxury goods closer to them. 

It also connects them to the grey sellers. Additionally, social media is a meditating factor 

between consumers' luxury purchasing decision and their conspicuous consumption. 

Furthermore, it can extend the influence of celebrities on consumers' luxury 

consumption. 

6.4 Chapter Summary 

This chapter presented the research findings from the quantitative survey questionnaire 

and the qualitative interview. The quantitative findings from the Exploratory Factor 

Analysis confirm that there are eleven Thai consumer decision-making styles for grey 

luxury fashion goods: Perfectionist, Brand Conscious, Fashion Conscious, Hedonic, Price 

Conscious, Impulsive, Confused by Overchoice, Brand Loyal, Conspicuous Conscious, 
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Reliance on Celebrities and Exclusivity Conscious. These dimensions' measurement 

scales were then tested for their internal consistency with Cronbach's alpha reliability 

coefficient value of 0. 7 or higher. The result showed that measurement scales of eleven 

decision-making styles are reliable to identify Thai consumers' decision-making styles 

for grey luxury fashion goods. 

Moreover, the analysis of Thai consumers' decision-making styles for grey luxury fashion 

goods revealed that Price Conscious dimension is mostly found in Thai consumers when 

they buy grey luxury fashion goods. Conversely, Impulsive dimension is the least likely 

to be found in Thai consumers when it comes to grey luxury fashion consumption. 

Additionally, ANOVA and T-test analysis was performed to investigate the effect of 

demographic differences (gender, age, education, occupation and average monthly 

income) on Thai consumers' decision-making styles for grey luxury fashion dimensions. 

The results showed that the differences in consumers' gender, age, education, occupation 

and average monthly income greatly affect consumers' decision making-styles for grey 

luxury fashion goods. 

The nine qualitative interview transcripts were analysed usmg a thematic analysis 

approach. The themes for qualitative analysis are Consumers' Attitude towards the Grey 

Luxury Fashion Goods, Pros of Purchasing Luxury Fashion Goods from the Grey Market, 

Cons of Purchasing Luxury Fashion Goods from the Grey Market, and Motivations for 

Grey Luxury Fashion Consumption. Based on the qualitative findings, most respondents 

have positive attitude towards the grey luxury fashion goods. Although some respondents 

exhibit negative attitude towards the grey luxury fashion goods, they still want to buy 

luxury goods from the grey market because they think that the benefits of grey luxury 

fashion goods are worth it. 

The positive attitude of the respondents is related to the pros of purchasing luxury fashion 

goods from the grey market. The interpretation suggests that there are four main 

advantages of buying luxury fashion goods from the grey market which are money

saving, convenience, emotional benefits, and variety of products. In contrast, the negative 

attitude of the respondents is related to the cons of purchasing luxury fashion goods from 

the grey market. The main disadvantages of purchasing luxury fashion goods from the 

grey market are no guarantee of the purchase, no luxury purchasing experience, and threat 

to Thailand's revenue on import tax. 
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Last, the motivations for grey luxury fashion consumption were analysed. Based on the 

findings, there are eight factors that motivate consumers to purchase luxury fashion goods 

from the grey market: Price, Variety of Products, Convenience, Emotional Benefits, 

Quality, Social Benefits, Influence of Celebrities and Social Media. Four factors, which 

are Price, Variety of Product, Convenience, and Emotional Benefits, are perceived as pros 

in purchasing luxury fashion goods from the grey market. While other four fctors, 

Quality, Social Benefits, Influence of Celebrities and Social Media are not directly related 

to the advantages of purchasing luxury fashion from the grey market. 

The next chapter will provide a discussion of the research findings in relevant to the 

previous literature. 
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CHAPTER 7: DISCUSSION OF FINDINGS 

7 .1 Introduction 

This chapter provides a discussion of the research outcomes from a quantitative and 

qualitative approach. The first part of the discussion focuses on Thai consumers' 

decision-making styles for grey luxury fashion goods which is the central issue of this 

thesis. As previously discussed in section 5.2.2, this research adopts a sequential mixed

method in which the quantitative approach aims to validate the CSI model and categorize 

consumers into groups based on their decision-making styles while the qualitative 

approach seeks to expand the understanding on each decision-making style derived from 

the quantitative results. Accordingly, the outcome from both approaches will be treated 

together to identify and explain Thai consumers' decision-making styles for grey luxury 

fashion goods. 

The second pa11 of the discussion investigates the effects of the differences of 

demographic characteristics on Thai decision-making styles for grey luxury fashion 

goods, which can be drawn from quantitative outcome as explained in section 5.2.2. The 

last part of the discussion concentrates on consumer attitudes towards grey luxury fashion 

goods and the underlying motivations for grey luxury fashion consumption, through the 

qualitative outcome as discussed in section 5.2.2. 

7.2 Thai Consumers' Decision-Making Styles for Grey Luxury Fashion Goods 

In this section, the outcomes from the quantitative and qualitative approach will be 

discussed together to demonstrate the key findings of this research. The quantitative 

outcome reveals that eleven consumer decision-making styles: Perfectionist, Brand 

Conscious, Novelty-fashion Conscious, Recreational-Hedonistic Conscious, Price 

Conscious, Impulsive and Careless, Confused by Overchoice, Habitual and Brand Loyal, 

Conspicuous Conscious, Reliance on Celebrities, and Exclusivity Conscious are found in 

Thai consumers when purchasing grey luxury fashion goods while the qualitative 

outcome will further explain the underlying factors for each decision-making style as 

follows: 
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7 .2.1 Perfectionist 

Perfectionist dimension describes a consumer who mainly concerns about the quality 

aspect (Sproles and Kendall, 1986). The quantitative outcome exhibits that Perfectionist 

is the second most relevant to Thai consumers' characteristic when they purchase luxury 

fashion goods from the grey market after Price Conscious. This indicates that Thai 

consumers put a lot of weight on quality of products when they purchase grey luxury 

fashion goods. Meanwhile, the qualitative findings also confirm that quality of luxury 

fashion goods is one of the motivations for Thais to consume grey luxury fashion goods 

but it is not recognized as the main motivation by any of the respondents. Thai consumers 

believe that the quality of luxury fashion goods acquired from the grey market is equal to 

the quality ofluxury fashion goods acquired from the authorized retailers. This expression 

explains why quality is not the first thing on consumers' minds when they purchase luxury 

fashion goods from the grey market as they expect that the grey luxury fashion goods are 

as high in quality as the luxury fashion goods purchased from the retail store. 

Based on the thematic analysis, quality of luxury fashion goods can be divided into two 

categories: physical quality and design quality. Physical quality relates to durability and 

endurance while design quality involves the distinctive design of luxury products. The 

research outcome illustrates that Thai consumers assess physical quality ofluxury fashion 

goods through quality of material and production process. On the other hand, they 

measure design quality through pattern, design, colour, and type of material, which 

beautifully integrates the brand's story and image together. Accordingly, it can be said 

that aesthetic value is the essential element of luxury fashion goods, which directly 

reflects consumers' buying choice. 

7.2.2 Brand Conscious 

Brand Conscious is a type of consumer who prefers to purchase products from well

known brands as they believe that quality of products is directly related to price (Sproles 

and Kendall, 1986). The quantitative results show that Thai consumers are Brand 

Conscious when they purchase luxury fashion goods from the grey market. However, it 

is ranked as the eighth dimension for grey luxury fashion goods behind Price Conscious, 

Perfectionist, Exclusivity Conscious, Conspicuous Conscious, Reliance on Celebrities, 

Novelty-fashion Conscious, and Habitual and Brand Loyal dimensions respectively. This 

outcome suggests that Thai consumers tend to choose well-known brands over less known 

brands. 
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As supported by the qualitative outcome, most respondents believe that luxury brands 

with high reputation offer good product quality. They think that quality and brand value 

of the luxury fashion goods from the grey market are the same as luxury goods purchased 

from the brand's official retailers. The respondents also assert that they prefer to use 

luxury fashion goods that are popular and widely used because they think that the well

known products are high in quality. Additionally, they recognize luxury brand by its 

equity such as symbolic value and brand status. 

Furthermore, the respondents point out that Thai consumers believe that country of origin 

reflects the quality of products. They think that most luxury products are made in highly 

reputable countries with long production history, resulting in high product quality. For 

example, luxury goods which are made in highly reputable countries, such as France, are 

better in quality than those made in less reputable countries, such as China. However, the 

qualitative results also suggest that some Thai consumers see price as an indication of 

quality but some do not. Still, the respondents agree that luxury brands are high in quality 

because of the brand position and reputation. 

7.2.3 Novelty-fashion Conscious 

Novelty-fashion Conscious portrays consumers who purchase the latest collection of 

luxury fashion goods to enhance their self-image and self-fulfilment (Sproles and 

Kendall, 1986). The quantitative findings demonstrate that Thais are Novelty-fashion 

Conscious when it comes to grey luxury fashion purchasing decisions. However, it is 

ranked behind Price Conscious, Perfectionist, Exclusivity Conscious, Conspicuous 

Conscious, and Reliance on Celebrities dimensions respectively. This finding illustrates 

that Thai consumers buy grey luxury fashion goods to express their self-concept. 

Further explained by the qualitative results, Thais consume luxury goods because they 

can elevate their view of themselves. Many respondents reveal that grey luxury fashion 

goods can provide the same emotional benefits as luxury goods bought from official 

retailers. They assert that luxury goods make them feel good because it boosts their 

confidence and enhances their self-concept as well as highlights their self-identity. In 

addition, they also purchase luxury goods to show their accomplishment or as a personal 

reward which encourages them to feel good about themselves. More importantly, they 

associate luxury brand image with their ideal-self and use luxury goods to reflect their 

personality. Accordingly, they strengthen their self-identity through regular consumption 
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of the same luxury brands. Consequently, it can be seen that self-concept is an important 

factor which influences Thais to purchase grey luxury fashion goods. 

7.2.4 Recreational-Hedonistic Conscious 

Recreational-Hedonistic Conscious refers to a type of consumer who perceives shopping 

as a pleasant activity (Sproles and Kendall, 1986). This group of consumers is influenced 

by emotional benefits gained from grey luxury shopping. The quantitative outcomes of 

this study demonstrate that Hedonistic is the ninth most relevant characteristic to Thai 

consumers when they purchase luxury fashion goods from the grey market after Price 

Conscious, Perfectionist, Exclusivity Conscious, Conspicuous Conscious, Reliance on 

Celebrities, Novelty-fashion Conscious, Habitual and Brand Loyal, and Brand Conscious 

dimensions respectively. This result suggests that Thai consumers view grey luxury 

fashion shopping as an activity that provides emotional benefits. 

The qualitative outcome also confams that emotional benefits are a factor which 

motivates Thai consumers to purchase luxury fashion goods from the grey market. The 

respondents explain that Thai consumers see the purchase of luxury fashion goods from 

the grey market as an alternative shopping channel, which is more pleasant and 

convenient than purchasing from the brand' s retail store. They explain that the whole 

shopping process can be done through the internet, which is quite time-efficient. In 

addition, many respondents emphasis that emotional benefits have stronger impact on 

their decision-making process than functional benefits. 

Furthermore, the respondents elaborate that their purchasing experiences from the grey 

market are satisfying, which makes them feel more confident towards the future purchase 

of luxury fashion goods from the grey market. This finding implies that previous 

shopping experience also has an effect on future purchasing intention. 

7.2.5 Price Conscious 

Price conscious dimension portrays consumers who always look for sales or lowest-price 

item (Sproles and Kendall, 1986). They heavily rely on the price of products when making 

a purchase as they want to get the best value for money. Based on quantitative analysis, 

Price Conscious is a consumer characteristic that is the most relevant decision-making 

style for grey luxury fashion good. This is because the price of luxury goods in the grey 

market is usually cheaper than the official retailer. 
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The qualitative findings also confirm that Thai consumers who buy luxury fashion goods 

from the grey market are mainly concerned about price. Six out of nine respondents rate 

price as the main motivation for their grey luxury fashion consumption. They feel that 

they receive more value when purchasing luxury fashion goods from the grey market. 

They see price as the main advantage of buying luxury fashion goods from the grey 

market. Furthermore, they can also save money on travelling cost to acquire luxury 

fashion goods because the grey sellers offer to deliver the luxury fashion goods to their 

homes. Additionally, the grey sellers allow them to negotiate the price while the official 

retails have to stick with their retail price. 

Although most consumers view price as a main advantage of purchasing grey luxury 

fashion goods, they also believe that the grey luxury fashion market is a threat to 

Thailand's revenue on import goods. In addition, they asse1i that the price of luxury 

fashion goods in the grey market is not always cheaper than the brand's official retail 

stores. There are many cases where the price of luxury fashion goods in the grey market 

is higher than the authorized channel, for example, the case of rare items. In contrast, 

some consumers have other concerns that are more important than price when buying 

luxury fashion goods from the grey market such as availability of products and 

convemence. 

7.2.6 Impulsive and Careless 

Impulsive and Careless dimension describes a group of consumers who usually make 

impulse purchases and rarely plan their shopping beforehand (Sproles and Kendall, 

1986). In terms of luxury goods, consumers' impulse purchase is often involved with 

conspicuousness and price (Chevalier and Lu, 2010). Collectivist consumers may make 

an impulse purchase of luxury goods to express their social status while individualist 

consumers may make an impulse purchase when they find the best value for money 

(Chevalier and Lu, 2010). 

The quantitative research findings of this study demonstrate that Impulsive and Careless 

is the least relevant decision-making characteristic to Thai consumers when they purchase 

luxury fashion goods from the grey market. Supported by the qualitative outcomes, the 

respondents explain that they need to search for information on the luxury goods, the 

reputation of grey sellers and assess the quality of the grey luxury fashion goods before 

the purchasing-decision is made, implying that impulsive purchase rarely occurs when it 

comes to grey luxury fashion goods. Furthermore, the price of grey luxury fashion goods 
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is not surprisingly low that it can urge grey consumers to make an impulse purchase. 

Many respondents agree that the price of grey luxury fashion goods is cheaper than the 

price of luxury fashion goods offered by the official retailer but they are still considered 

to be high in price to many consumers due to the fact they are luxury products. 

The respondents also point out that the grey sellers do not make them feel the pressure in 

buying like the sales assistants in the official store do. They can take their time to logically 

think about their purchases without being pressured by the grey sellers. Accordingly, it 

can be concluded that Thai consumers are not very impulsive and careless when they 

make a purchase of grey luxury fashion goods. 

7.2.7 Confused by Overchoice 

Confused by Overchoice is a type of consumer who has difficulties in making a choice 

because they know too much infmmation about the brands or products (Sproles and 

Kendall, 1986). With the rapid growth of the internet, consumers are flooded with 

information. Tsai, Yang, and Liu (2013) illustrate that nowadays consumers are exposed 

to various sources of information and reference groups through the use of the internet. 

Based on the quantitative results, Confused by Overchoice is another dimension that can 

be used to measure Thai consumers' decision-making styles for grey luxury fashion 

goods. However, the outcome suggests that Thai consumers are less likely to be confused 

by the infonnation they received when they make a purchase of grey luxury fashion 

goods. 

On the same side, the qualitative outcome further explains that the respondents view 

various choices of products and sources of information as a benefit rather than confusion. 

The respondents reveal that Thai consumers prefer to search for more information about 

the luxury products before they make a purchasing-decision. Many respondents point out 

that they see what celebrities or their friends are using as a valuable piece of information 

to help them make a better decision. They search for pictures of products they are 

interested in on social media. Instead of being confused, they use information wisely to 

make a logical purchase. The findings from quantitative and qualitative outcomes confinn 

that Thai consumers usually search for information on the luxury goods before they buy 

from the grey market. 
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7.2.8 Habitual and Brand Loyal 

Habitual and Brand- Loyal portrays consumers who are loyal to their fvourite brand or 

stores (Sproles and Kendall, 1986). According to the quantitative research outcome, Thai 

consumers express that they are Brand Loyal when purchasing grey luxury fashion goods. 

However, it is ranked as the seventh dimension for grey luxury fashion goods behind 

Price Conscious, Perfectionist, Exclusivity Conscious, Conspicuous Conscious, Reliance 

on Celebrities, and Novelty-fashion Conscious dimensions respectively. This result 

suggests that Thai consumers are loyal and prefer to purchase luxury goods from the 

brands they are familiar with. 

The qualitative results reconfirm that Brand Loyal can be found in Thai consumers when 

they purchase grey luxury fashion goods. However, many respondents further explain 

that Thai consumers' loyalty in regards to grey luxury fashion goods can be divided into 

two aspects: loyal to luxury brands and loyal to the grey sellers. Loyal to luxury brands 

reflects Thai consumers' belief in the quality of the luxury brand's products. They 

purchase grey luxury goods because they believe that those products are great in quality. 

On the other hand, they are also loyal to the grey sellers whom they have already made a 

purchase with because credibility and trustworthiness of the grey sellers are the main 

concern when buying luxury fashion goods from the grey market. Thai consumers tend 

to trust and be loyal to the grey sellers with good reputation. 

However, it is important to note that Thai consumers are aware that there are many sellers 

in the grey market. Some of these grey sellers are trustworthy while some are not. Thai 

consumers express that they have to carefully distinguish between the good and the bad 

grey sellers before making a purchase as they explain that doubtful sellers reflect their 

negative attitude towards the grey luxury fashion goods. 

7.2.9 Conspicuous Conscious 

Conspicuous Conscious is a dimension which explains consumers who express their . 

social status through luxury consumption (Vigneron and Johnson, 1999). The quantitative 

results demonstrate that Conspicuous Conscious is the fourth most relevant decision

making style for grey luxury fashion goods, implying that Thai consumers are concerned 

with social benefits when they purchase luxury fashion goods from the grey market. The 

outcomes also indicate that Thai consumers value luxury consumption in public. 
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Consistent with quantitative findings, the qualitative results confirm that conspicuous 

consumption is one of the main motivations for Thai grey luxury fashion consumption. 

Most respondents explain that they consume luxury fashion goods to communicate their 

social status and conform with a social group because Thai culture views luxury goods as 

an indication of wealth and social position. They also mention that grey luxury fashion 

goods can help them gain the same social benefits as luxury fashion goods purchased 

from the official retailers because it is common for Thais to purchase luxury fashion 

goods from the grey market. In addition, the respondents reveal that the widespread trends 

of social media also influence them to establish their social status more often because it 

is an effective way to gain social recognition. 

However, one of the respondents suggests that the level of conspicuousness can be 

reflected by the individual's social environment as well. For example, she mentions that 

luxury goods are not widely seen in her neighbourhood so she won't wear luxury products 

if she decides to stay around that area but she will proudly wear her luxury goods to see 

a group of friends who share the same appetite for luxury goods. This outcome implies 

that Thai consumers can be easily influenced by their social context and that they use 

luxury goods to conform or differentiate themselves with their social references. 

7.2.10 Reliance on Celebrities 

Reliance on Celebrities dimension refers to consumers who are influenced by celebrities 

when purchasing grey luxury fashion goods. They prefer to use similar products as the 

celebrities as celebrities play an important role in Thai society (The Nation, 2015). Based 

on the quantitative outcomes, Reliance on Celebrities is the fifth most relevant decision

making style for grey luxury fashion goods among Thai consumers after Price Conscious, 

Perfectionist, Exclusivity Conscious, and Conspicuous Conscious. It suggests that Thai 

consumers rely on celebrities when purchasing luxury fashion goods from the grey 

market. 

The qualitative results also confirm that celebrities have an influence on Thai consumers 

because celebrities are seen as leaders in terms of lifestyle and fashion. However, there 

are two groups of consumers: consumers who are directly influenced by the celebrities 

and consumers who are indirectly influenced by the celebrities. Thai consumers, who are 

directly influenced by the celebrities, explain that they want to purchase luxury fashion 

goods from the grey market as they see the celebrities wearing it. They think that 
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celebrities make luxury fashion goods more desirable. They also believe that luxury 

goods that are worn by celebrities are fashionable and on-trend which seem to add extra 

value to their luxury consumption. 

On the other hand, Thai consumers, who are indirectly influenced by the celebrities, 

express that celebrities trigger their interests in the product; however, their purchasing 

decision is also based on their personal taste as well. This group of respondents agree that 

they are indirectly influenced by celebrities because they are interested in celebrities and 

their lifestyles. They admit tlrnt celebrities sometimes introduce them to luxury fashion 

items that they have never seen or heard of. Nevertheless, they illustrate that they value 

their preferences towards purchasing-decision more than celebrities. 

Furthermore, most respondents suggest that the impact of celebrities' influence on grey 

luxury fashion consumption can be extended through social media because most 

celebrities share pictures of their lifestyles on social media to promote their self-image. 

Accordingly it can be interpreted that celebrities and social media have a significant 

impact on the demand of grey luxury fashion goods as well as fashion trends in Thai 

society. 

7.2.11 Exclusivity Conscious 

Exclusivity Conscious describes a type of consumer who concerns about exclusivity of 

luxury fashion goods. They prefer to use exclusive or rare i terns because they want to be 

unique from others (Tak, and Pareek, 2016). The quantitative findings show that 

Exclusivity Conscious is the third most relevant decision-making style for grey luxury 

fashion goods after Price Conscious and Perfectionist dimensions. This finding indicates 

that Thai consumers express the need for uniqueness when they purchase luxury fashion 

goods from the grey market. 

The qualitative outcomes support that Thai consumers are Exclusivity Conscious as the 

need of uniqueness is one of the most important factors that influence Thai consumers to 

purchase luxury fashion goods from the grey market. A few respondents elaborated that 

the main reason, which makes them purchase grey luxury fashion goods, is because they 

cannot buy that item from the official store as it is out of stock or sometimes unavailable 

for sale in Thailand. While other respondents see variety of luxury products in the grey 

market as one of the main advantages of the grey market along with price. They also 

express that they have a positive attitude towards the grey market because of its variety 
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of products. The grey sellers offer selections of luxury fashion goods that are hard to get 

or very rare to the customers. 

7.3 Effects of Differences in Demographic Variables on Thai Consumer Decision

Making Styles for Grey Luxury Fashion Goods 

This section provides a discussion of the quantitative findings on lhe effects of differences 

in demographic variables on Thai consumers' decision-making styles for grey luxury 

fashion goods. The qualitative outcomes will not be included in the discussion for many 

reasons. First, the main purpose of the qualitative research is to focus 011 an in-depth 

understanding of the phenomena (Guba and Lincoln, 1994 ). Secondly, it aims to 

investigate the feelings and perceptions of the subjects towards the area of study 

(Solomon et al., 2006), which is consumers' decision-making styles for grey luxury 

fashion goods rather than the effect of demographic differences. Malhotra (2004) further 

explains that it is more imp01ta11t for qualitative research to focus on interpretation than 

statistical measures (Malhotra, 2004). Consequently, the effects of differences in the 

selected demographic variables (gender, age
) 

education, occupation and income) are 

discussed in the following sub-sections. 

7 .3. 1 Gender 

The quantitative outcomes on the effects of differences in gender on consumers' decision

making styles for grey luxury fashion goods reveal that differences in gender do not affect 

consumer decision-making styles for three dimensions which are Perfectionist, Confosed 

by Overchoice and Exclusivity Conscious. The results imply that males and females are 

not significantly different when it comes to quality, the way to handle information and 

the need for unlqueness. 

However, the differences in gender have an effect 011 the majority of consumeJs' decision

making styles for grey luxury fashion goods including Brand Conscious, Fashion 

Conscious, Hedonistic, Price Conscious, hupulsive, Conspicuous Conscious, Brand 

Loyal, and Reliance on Celebrities. Additionally, there are seven dimensions: Brand 

Conscious. Fashion Conscious, Hedonistic. Price Conscious, Impulsive, Conspicuous 

Conscious, and Reliance on Celebrities which females demonstrate more than males 

when purchasing grey luxury fashion goods. 

This result suggests that females have a higher level of brand consciousness than males. 

Furthermore. females give more importance to fashion trends and enjoy shopping more 
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than males. They are also more price-sensitive and impulsive when purchasing luxury 

fashion goods than males. The results of this study also reveal that Thai women express 

higher conspicuous consumption than Thai men. In addition, they are also more 

influenced by celebrities than males. The only dimension that males exhibit more than 

females is Brand Loyal, indicating that males are more loyal to luxury brands than 

females. 

7.3.2 Age 

The quantitative results on the effects of differences in age on consumers' decision

making styles for grey luxury fashion goods demonstrate that differences in age do not 

affect consumer decision-making styles for three dimensions: Brand Conscious, Price 

Conscious, and Conspicuous Conscious. The results imply that different age subgroups 

are not significantly different when Thai consumers purchase grey luxury fashion goods, 

in terms of brand reputation, price and level ofconspicuous conscious. 

However, the differences in age have an effect on eight consumer decision-making styles 

for grey luxury fashion goods: Perfectionist, Fashion Conscious, Hedonistic, Impulsive, 

Confused by Overchoice, Brand Loyal and Reliance on Celebrities, and Exclusivity 

Conscious. The quantitative results suggest that young consumers (25 years or less) are 

more impulsive and rely on celebrities more than consumers in older sub-groups. On the 

other hand, older consumers (over 45 years old) are the least influenced by celebrities. 

Although young consumers are the least Brand Loyal, they show higher level of 

Exclusivity Conscious than older consumers when purchasing grey luxury fashion goods. 

Mature and older consumers are less Fashion Conscious, Hedonisitc and Impulsive than 

their two younger consumer sub-groups. On the other hand, they are more Perfectionist 

and Brand Loyal than young and middle-age consumers. Mature and older consumers are 

more Confused by Overchoice than the 25 years or less sub-group. Additionally, older 

consumers tend to have more difficulties in processing information and making decisions 

as they are more Confused by Overchoice than the 26-35 years old sub-group. 

7.3.3 Education 

The quantitative findings on the effects of differences in education level on consumers' 

decision-making styles for grey luxury fashion goods illustrate that differences in 

education level do not influence eight dimensions of decision-making styles for grey 

luxury fashion goods, which are Brand Conscious, Fashion Conscious, Hedonistic, Price 
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Conscious, Impulsive, Confused by Overcboice, Conspicuous Conscious, and 

Exclusivity Conscious as no significant difference was found. 

There are three dimensions with significant differences in means between education sub

groups: Perfectionist, Brand Loyal, and Reliance on Celebrities. The results indicate that 

djfferences in education level have an effect on these dimensions when consumers 

purchase luxwy fashion goods from the grey market. Consumers with postgraduate 

degrees and above are significantly more Perfectionist and Brand Loyal than consumers 

with undergraduate degrees and below. On the contrary
) 

they show less Reliance on 

Celebrities than consumers with a lower level of education (undergraduate degree and 

below). 

7.3.4 Occupation 

The quantitative results on the effects of djfferences in occupation on consumers' 

decision-making styles for grey luxury fashion goods il1ustrate that differences in three 

occupation sub-grot1ps show insignifican1 differences in five dimensions: Perfectionist, 

Brand Conscious, Fash.ion Conscious, Hedonistic, and Price Conscious
1 

which suggest 

that education level does not affect these consumers' decision-making styles for grey 

luxury fashjon goods in these dimensions. Whereas other six dimensions: Impulsive, 

Confused by Overchoice, Brand Loyal, Conspicuous Conscious, Reliance on Celebrities, 

and Exclusivity Conscious are affected by differences in occupation level. 

Consumers in executive positions are less fmpulsive and have less Reliance 011 Celebrities 

than non-income earner consumers. On the other band, they are more Conspicuous 

Conscious than the non-income earner sub-group. Occupation is related to consumers' 

purchasing power, which reflects their social class (Hoyer and Macinnis, 2008). As a 

result
0 

it is reasonable for consumers in l1igher-occupation positions to be more 

Conspicuous Conscious than those with lower-occupation positions. Additionally, they 

are more Brand Loyal than the other two sub-groups. Meanwhile, non-income earner 

consumers are more Impulsive and Confused by Overchoice than consumers who are 

junior supervisors and other professionals sub-group but they show less in Conspicuous 

Conscious and Exclusivity Conscious dimensions. 

7.3.5 Income 

The quantitative findings on the effects of differences in income on consumers• decision

making styles for grey luxury fashion goods reveal that differences in income do not have 
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an impact on six consumer decision-making styles for grey luxury fashion goods 

dimensions: Fashion Conscious, Hedonistic, Price Conscious, Confused by Overchoice, 

Conspicuous Conscious, and Exclusivity Conscious. On the other hand, there are five 

dimensions which are affected by differences in income as they show significant 

differences in means: Perfectionist, Brand Conscious, Impulsive, Brand Loyal, and 

Reliance on Celebrities. 

Level of income is positively related to luxury consumption as level ofincome reflects 

purchasing power (e.g. Dubois and Duquesne, 1993; Husic and Cicic, 2009). 

Accordingly, consumers with a high level of income are able to purchase more luxury 

goods than consumers with a low level ofincome. High-income consumers (with income 

ofmore than 50,001 Baht) are more Perfectionist and Brand Loyal than low-income and 

lower-middle income consumers but they are less Impulsive than these two sub-groups. 

This result suggests that consumers with high-income are more likely to be loyal 

customers ofhigh quality luxury brands than lower-income consumers. Additionally, they 

are the least Reliance on Celebrities among consumers in all levels of income. On the 

other side, low-income consumers (with an income of20,000 Baht or less) are the most 

Impulsive consumers. However, they are less Brand Loyal than upper-middle and high

income consumers. On the contrary, middle-income consumers are more Brand 

Conscious than high-income consumers but they are less Brand Loyal than high-income 

consumers. 

7.4 Thai Consumers' Attitude towards the Grey Luxury Fashion Goods and Motivations 

for Grey Luxury Fashion Consumption 

This section provides a discussion of the qualitative outcomes on consumers' attitude 

towards the grey luxury fashion goods and motivations for grey luxury fashion 

consumption as previously discussed in section 5.2.2. The quantitative analysis will be 

excluded from this section because the aim of the quantitative approach of this study is 

to validate theCSI model and identify consumer decision-making styles rather than trying 

to explain consumer attitudes. In addition, qualitative results can provide in-depth 

explanation on consumer perception and emotion better than the quantitative approach 

(Creswell, 2014). 

Based on the review ofliterature on consumers' decision-making styles theory, consumer 

attitude has an influence on consumer purchasing intention (e.g. Engel, Kollat, and 

Blackwell, 1970; Howard and Sheth, 1969; Nicosia, 1986). Engel et al (1982) explain 
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that consumers' attitude affects consumers' future purchasing decision as the consumer 

learns about the overall purchasing experience. Consumer satisfaction will lead to 

positive attitude which influences future purchasing intention (Howard and Sheth, 1969). 

On the contrary, consumer dissatisfaction will lead to negative attitude, which might 

prevent future buying decision (Brady et al, 2001). 

The qualitative findings of this study find that Thais, who have grey luxury fashion goods 

purchasing experience, have a positive attitude towards grey luxury fashion goods. The 

respondents think that grey luxury fashion goods are cheaper than the authorized luxury 

fashion goods while the quality of the products are the same. Additionally, they also 

mention that grey luxury fashion goods are easier to acquire as the purchasing process is 

convenient. Some respondents raise a concern about the authenticity of luxury fashion 

goods acquired from the grey market and the trustworthiness of the grey sellers. However, 

this negative attitude does not prevent them from purchasing luxury fashion goods from 

the grey market. On the contrary, they believe that the benefits of grey luxury fashion 

goods are worth the risks. 

The respondents also express that there are eight motivations for grey luxury fashion 

consumption: Price, Variety of Products, Convenience, Emotional Benefits, Quality, 

Social Benefits, Influence of Celebrities, and Social Media. 

The price of the grey luxury fashion goods is seen as one of the main motivations for grey 

luxury fashion goods. The respondents explain that the pricing of grey luxury fashion 

goods attracts them to the grey market as they can get the desired luxury goods at a 

discounted price. Furthermore, the respondents state that the grey market has more variety 

of luxury fashion goods than the authorized retailers in Thailand. They choose to buy 

from the grey market because they cannot purchase the luxury fashion goods they want 

from the brand's official stores as the item is unavailable in Thailand or out of stock. This 

finding implies that the scarcity of luxury fashion goods, resulting from an imbalance in 

supply and demand, can lead to the growth of the grey market. 

Convenience is another factor that drives Thais to purchase luxury fashion goods from 

the grey market. The respondents explain that it is more convenient to make a purchase 

from the grey market than the authorized retailers because they do not have to travel to 

the store to acquire the product. In addition, the internet allows them to search for product 

information, read a review, communicate with the grey sellers and make a purchase at 

home. This finding implies that the internet is not only establish a connection between 
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the grey sellers and buyers, but it also reduces barriers in infonnation exchange and 

business trading which enables consumers to learn more about the brands. 

Moreover, the respondents also state that emotional benefits are another motivation that 

influences them to consume grey luxury fashion goods. They state that they feel better to 

purchase luxury fashion goods from the grey market because the grey sellers do not 

pressure them like the salespersons at the authorized retail stores. The respondents further 

explain that grey luxury fashion goods provide the same benefits as luxury fashion goods 

purchased from authorized retailers. It makes them feel good when wearing because it 

elevates their view of themselves. In addition, it also increases their confidence and 

establishes their self-concept. 

The quality of luxury fashion goods is another reason that drives Thai consumers to 

purchase luxury products from the grey market because they believe that the quality of 

grey luxury fashion goods is the same as luxury fashion goods purchased from the 

authorized retailers. Fmihermore, they assert that the grey sellers carefully source and 

select each luxury goods to ensure the quality ( e.g. no scratch on the leather or hardware). 

In addition, the respondents express that social benefits of luxury consumption also 

influence them to purchase grey luxury fashion goods. They elaborate that they use grey 

luxury fashion goods to gain social recognition. The respondents further explain that Thai 

culture values wealth and public consumption. Accordingly, it is very important to 

establish social position through luxury consumption in Thailand. 

The qualitative findings demonstrate that the influence of celebrities is another motivation 

for grey luxury fashion consumption among Thais. Many respondents explain that 

celebrities influence them to purchase luxury fashion goods from the grey market ( direct 

influence). In some cases, celebrities trigger their interests in luxury fashion goods, which 

might lead to the purchase later (indirect influence). However, they agree that celebrities 

play an important role in Thai society because they have a remarkable impact on the 

fashion trend and demand of luxury fashion goods. 

Last, the respondents illustrate that social media is also a factor that influences them to 

consume grey luxury fashion goods. They explain that social media connects them to grey 

luxury fashion goods as they can browse for luxury fashion goods from the grey sellers. 

Furthermore, it is a meditating factor between their conspicuous consumption and 

purchasing decision because they can show their luxury goods to their social group on 
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social media. In addition, it can enlarge the influence of celebrities on their purchasing 

decision because social media makes them see images of celebrities and their lifestyle 

more often. Accordingly, it can be said that social media has a significant impact on the 

demand of luxury fashion goods and consumers' lifestyle in Thailand. 

7.5 Chapter Summary 

This chapter has provided an extensive discussion of the central issues of this thesis: Thai 

consumer decision-making styles for grey luxury fashion goods, the effects of differences 

in demographic variables on Thai consumer decision-making styles for grey luxury 

fashion goods and Thai consumers' attitudes towards the grey luxury fashion goods and 

motivations for grey luxury fashion consumption. 

A discussion of quantitative outcome and qualitative outcome on Thai consumers' 

decision-making styles for grey luxury fashion goods illustrated that there are eleven 

dimensions that can be used to measure decision-making styles for grey luxury fashion 

goods: Perfectionist, Brand Conscious, Novelty-fashion Conscious, Recreational

Hedonistic Conscious, Price Conscious, Impulsive and Careless, Confused by 

Overchoice, Habitual and Brand Loyal, Conspicuous Conscious, Reliance on Celebrities, 

and Exclusivity Conscious. Among the eleven dimensions, Price Conscious is considered 

to be the most relevant decision-making style for grey luxury fashion goods while 

Impulsive and Careless is the least relevant decision-making style for grey luxury fashion 

goods for Thai consumers. 

On the other hand, the discussion on the effects of the differences of selected demographic 

variables: gender, age, education, occupation, and income on Thai consumer decision

making styles for grey luxury fashion goods establish that differences in consumer 

demographic variables can affect purchasing-decision. The differences in consumer 

gender and age have the greatest impact on consumer decision-making styles for grey 

luxury fashion goods as their effect can be found in eight out of eleven decision-making 

style dimensions. On the other hand, differences in consumers' education level has the 

least effect on consumer decision-making styles for grey luxury fashion goods as their 

effect can only be found in three decision-making style dimensions: Perfectionist, Brand 

Loyal, and Reliance on Celebrities. 

Finally, the discussion on Thai consumers' attitudes towards the grey luxury fashion 

goods and motivations for grey luxury fashion consumption drew out an interesting 
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finding that although Thai consumers have negative attitude towards grey luxury fashion 

goods, they still purchase luxury fashion goods from the grey market because they feel 

that the benefits of grey luxury fashion goods are worth the risk. In addition, the 

discussion also identified and explained the eight underlying motivational factors for grey 

luxury fashion consumption among Thai consumers which are Price, Variety of Products, 

Convenience, Emotional Benefits, Quality, Social Benefits, Influences of Celebrities and 

Social Media. 

The next chapter will conclude the research result of this study and discuss the research 

contribution. 
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CHAPTER 8: CONCLUSION AND RECOMMENDATION 

8.1 Introduction 

Before drawing conclusions on the research outcome, the aims of this research should be 

revisited. The aim of this research is to identify and explain Thai consumers' decision

making style for grey luxury fashion goods by adopting, validating and extending the 

Consumer Style Inventory (CSI) developed by Sproles and Kendall (1986) as a 

behavioural framework to categorize Thai consumers with similar shopping orientation 

into the same decision-making style. 

This chapter provides an evaluation and conclusion on the research findings in relation to 

the three research questions which are the aims of this study: 

1. What are the Thai consumer decision-making styles for grey luxury fashion 

goods? 

2. How is Thai consumer decision making style influenced by demographic 

variables? 

3. What are Thai consumers' attitudes towards grey luxury fashion goods and 

underlying motivations to purchase luxury fashion goods from the grey market? 

The main purpose of this chapter is to demonstrate the key findings of this study and to 

ensure that all research questions have been addressed and the research aim has been met. 

To address the research questions and the research aim, a link between theoretical 

foundation from Chapter 2, 3, and 4 and the mixed-method research outcome from 

Chapter 6 and 7 will be established. The first part of this chapter includes three main 

topics in relation to the above research questions and research aim. The second part of 

this chapter mainly involves with the contributions of this research, including theoretical 

contributions and managerial implications. In addition, the limitation of this research will 

be discussed. Finally, suggestions for future research will be summarized to provide 

guidelines for future research. 

8.2 Research Conclusion 

8.2.1 Research Question 1: What are the Thai consumer decision-making styles for grey 

luxury fashion goods? 
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The Consumer Styles Inventory model, developed by Sproles and Kendall (1986), is 

adopted as a basis research instrument for this study to identify Thai consumer decision

making styles for grey luxury fashion goods. Although this model is reliable and 

applicable to be used in cross-cultural settings as previously discussed in section 4.2.1, it 

was initially developed to examine consumers' decision-making styles for general 

product class. Sproles and Kendall (1986) demonstrate that consumers have eight 

characteristic dimensions when purchasing general products: Perfectionist, Brand 

Conscious, Novelty-fashion Conscious, Recreational-Hedonistic Conscious, Price 

Conscious, Impulsive and Careless, Confused by Overchoice, and Habitual and Brand 

Loyal. As a result, the researcher further extends this model and proposes three additional 

consumer decision-making styles for grey luxury fashion goods: Conspicuous Conscious, 

Reliance on Celebrities, and Exclusivity Conscious as discussed in section 4.3. 

The research findings reveal that the eight original dimensions: Perfectionist, Brand 

Conscious, Novelty-fashion Conscious, Recreational-Hedonistic Conscious, Price 

Conscious, Impulsive and Careless, Confused by Overchoice, Habitual and Brand Loyal 

are found in Thai consumers when purchasing grey luxury fashion goods as analysed in 

section 6.2.2 and discussed in section 7.2. These dimensions are also found in previous 

research on Asian consumers' decision-making styles (e.g. Boonlertvanich, 2009; 

Hafstrom et al, 1992; Mokhlis, 2009; Siu, Wang, Chang, and Hui, 2001; Yang and Wu, 

2007) as shown in Table 29. Four decision-making styles found in this study: 

Perfectionist, Brand Conscious, Impulsive and Careless, and Confused by Overchoice 

dimensions are also reported in Korean (Hafstrom et al, 1992), Chinese (Mohhlis, 2009; 

Siu et al, 2001), Taiwanese (Yang and Wu, 2007), and Thai (Boonlertvanich, 2009) 

consumer research. It indicates that these four dimensions might be useful to measure 

Asian consumers' shopping orientation as they can be found in many Asian countries. 

On the other hand, Novelty-Fashion Conscious dimension is confirmed in Chinese 

(Mohhlis, 2009; Siu et al, 2001 ), Taiwanese (Yang and Wu, 2007), and Thai 

(Boonlertvanich, 2009) consumer studies but cannot be found in Korean consumers 

(Hafstrom et al, 1992). Hafstrom et al (1992) elaborate that there might be a relationship 

between Fashion Conscious and Brand Conscious dimensions because measurement 

items of Fashion Conscious are loaded in the Brand Conscious dimension. Furthermore, 

they also identify a new consumer decision-making style for Korean consumers, Time

Energy Conserving, which includes measurement items from Brand Conscious and 

Habitual Brand-Loyal developed by Sproles and Kendall (1986) (Hafstrom, 1992). In 
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contrast to this study, the respondents perceive time-saving as a part of Recreational

Hedonistic dimension as they explain that grey market shopping procedure is considered 

to be pleasant and convenient because they do not need to travel to get luxury fashion 

goods as analysed in section 6.3.4.3 and explained in section 7.4.2. 

Recreational-Hedonistic Conscious and Price Conscious dimensions are also found in 

Korean (Hafstrom et al, 1992), Chinese (Mohhlis, 2009; Siu et al, 2001), and Thai 

(Boonlertvanich, 2009) consumer studies while these two dimensions are absent in 

Taiwanese consumers (Yang and Wu, 2007). The researchers (Yang and Wu, 2007) 

explain that these two dimensions are not found in Taiwanese consumers because the 

study focuses on online shopping behaviour. They justify that online shoppers have 

already thought through their purchase before making decisions so they might not see 

online shopping as a hedonistic activity (Yang and Wu, 2007). Furthermore, they are not 

Price Conscious because they might not consider price as a main issue as they find it more 

convenient to make a purchase online than a traditional method (Yang and Wu, 2007). 

This argument contradicts with the findings of this study which demonstrate that 

Hedonistic and Price Conscious dimensions represent consumers' decision-making styles 

for grey luxury fashion goods, which are mainly bought online. Thai consumers view 

grey luxury fashion goods shopping as a pleasant activity because they think that it is 

convenient to purchase through the internet as previously discussed in section 7.2.4. 

Furthermore, online shopping allows them to be more Price Conscious as they can make 

a price comparison between the grey sellers before they make a purchase as illustrated in 

section 7.2.5. 

Habitual and Brand-Loyal dimension is also confirmed in Korean (Hafstrom et al, 1992), 

Chinese (Siu et al, 2001 ), Taiwanese (Yang and Wu, 2007), and Thai (Boonlertvanich, 

2009) consumer research while Chinese students in Malaysia do not exhibit this 

characteristic (Mokhlis, 2009). The author (Mokhlis, 2009) suggests that Habitual and 

Brand-Loyal is not found in Chinese students in Malaysia but it might be found in non

student Malaysians. However, there is a new dimension emerges from the study of 

Chinese students in Malaysia, Shopping Avoidance dimension, which is the opposite to 

the Recreational-Hedonistic dimension (Mokhlis, 2009). 

Furthermore, three decision-making styles proposed by the researcher: Conspicuous 

Conscious, Reliance on Celebrities, and Exclusivity Conscious are also confirmed in this 

study as analysed in section 6.2.2 and discussed in sections 7.2.9, 7.2.10, and 7.2.11. 
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Conspicuous Conscious dimension found in this research mainly concerns with social 

influence such as conformity with social group and social status. This dimension, to some 

extent, is similar to Social Influence dimension, which is found in Boonlertvanich' s 

(2009) study of Thai consumers' decision-making styles for digital cameras. 

Additionally, there is a connection between Reliance on Celebrities and Boonlertvanich's 

(2009) Mass Media Influence dimensions because celebrities are a part of mass media 

which has a great impact on Thai consumers (Chadha and Husband, 2006). Then, it can 

be said that Thai consumers have some similarity in decision-making styles for different 

product classes. However, the Exclusivity Conscious dimension is not found in 

Boonlertvanich' s (2009) study because digital camera is a product that is not as exclusive 

as luxury fashion goods. In conclusion, eleven consumer decision-making styles have 

been confirmed in this study. 



Styles 

Emerged 

from the 

Study 
Reliance on Social Influence 

Celebrities 

Exclusivity Lifestyle 

Conscious Influence 

Table 29: Comparison of Asian Consumers' Decision-Making Styles 

8.2.2 Research Question 2: How is Thai consumer decision making style influenced by 

demographic variables? 

To address this research question, the conclusion is drawn from the quantitative analysis 

and the outcome discussion of the five selected demographic variables: gender, age, 

education, occupation, and income in sections 6.2.5 and 7.3. However, it is important to 

note that this research only investigates these demographic variables at sub-group levels, 

meaning that each variable is treated individually, because it is sufficient to determine if 

differences in demographic characteristics have an impact on consumers' decision

making styles for grey luxury fashion goods. 

At sub-group levels, the relationships between eleven consumer decision-making styles 

for grey luxury fashion goods and the differences of each selected demographic 

characteristic are identified. The significance of the relationship is determined by the 

number of decision-making style dimensions in which demographic variables are related 

to. For example, demographic variables that relate to more decision-making style 

dimensions portray stronger effects of differences in demographic characteristics on 

consumer's decision-making styles than variables that relate to less decision-making style 

dimensions. 

At sub-group levels, differences in consumers' gender and age pose to have the strongest 

effect on consumer's decision-making styles for grey luxury fashion goods as they 

significantly relate to eight out of eleven decision-making styles. Differences in 

consumers' gender and age relate to the same six dimensions: Fashion Conscious, 

Hedonistic, Price Conscious, Impulsive and Careless, Brand Loyal, and Reliance on 

Celebrities. Apart from these six dimensions, gender variable also links with two other 

dimensions which are Brand Conscious and Conspicuous Conscious, where females 

significantly exhibit these orientations more than males as previously discussed in section 

7.3.1. On the other hand, differences in consumers' age relate to two other dimensions: 

Perfectionist and Exclusivity Conscious. The result discussion in section 7 .3 .2 reveals 
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 that younger consumers (25 years old or less) exhibit Perfectionist orientation less than 

mature and older consumers (36-45 and over 45 years old sub-groups respectively) but 

they tend to be more Exclusivity Conscious than older consumers. 

Differences in consumers' occupation seem to have significant relationships with six out 

of eleven consumer decision-making styles including Impulsive and Careless, Confused 

by Overchoice, Brand Loyal, Conspicuous Conscious, Reliance on Celebrities, and 

Exclusivity Conscious. As discussed in section 7 .3 .4, the significant differences of this 

variable rely heavily on the non-income earner sub-group across six dimensions. This 

outcome is very reasonable as non-income earner sub-group does not only po11ray 

profession but also income position of consumer. Schiffman et al (2014) support that an 

individual's occupation can reflect his/her lifestyle and purchasing power. 

Income is another demographic variable to be considered for grey luxury fashion 

purchase as it outlines the consumer's ability to pay. This variable has a significant 

relationship with five out of eleven consumer decision-making styles, which are 

Perfectionist, Brand Conscious, Impulsive and Careless, Brand Loyal, and Reliance on 

Celebrities as explained in section 7.3.5. In contrast to consumers' occupation, the 

significant differences of this variable are mainly due to high-income sub-group across 

five dimensions. However, Brand Conscious is the only dimension where the low-income 

sub-group is not significantly different from other income sub-groups which is consistent 

with analysis of differences in consumers' occupation, particularly non-income earners, 

that no significant relationship is found in the Brand Conscious dimension. 

Differences in education sub-group only establish a relationship with three out of eleven 

decision-making styles. This implies that education level has the weakest effect on 

consumer decision-making styles for grey luxury fashion goods among the five selected 

demographic variables. Consumers with postgraduate degree and above are more 

Perfectionist and Brand Loyal than consumers with undergraduate degree and below but 

they are less Reliance on Celebrities than consumers with undergraduate degree. 

In summary, this study has provided an analysis of the effects of differences in selected 

demographic variables on Thai consumer decision-making styles for grey luxury fashion 

goods. It demonstrated that differences in consumers' gender, age, education, occupation, 

and income are related to the differences in consumers' decision-making styles. These 

findings indicate that the selected variables can influence consumers' decision-making 

styles for grey luxury fashion goods. However, it is important to acknowledge that each 
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demographic variable is analysed independently while in reality all of these demographic 

variables are inseparable. Accordingly, it might be possible that this complexity may 

affect the relationships between demographic variables and consumer decision-making 

styles. For example, younger consumers in the age sub-group and non-income earners in 

the occupation sub-group exhibit more of an Impulsive and Careless characteristic than 

other sub-groups. It is possible that age effect is confounded with occupation effect 

because many younger consumers can be students, which is referred to as non-income 

earners in the occupation sub-group. 

8.2.3 Research Question 3: What are Thai consumers' attitudes towards grey luxury 

fashion goods and underlying motivations to purchase luxury fashion goods from the grey 

market? 

With a post-positivist stance, the research not only aimed to identify consumer decision

making styles for grey luxury fashion goods but also to understand the underlying 

influences for each decision-making style dimension. For this reason, the researcher 

adopted a qualitative interview approach to draw out consumers' attitudes and motives 

for grey luxury fashion consumption as justified in section 5.2.2. The concept of attitude 

is widely used in consumer behaviour research because it is recognized as a main factor 

of many consumer behaviour models (Batkoska and Koseska, 2012) as discussed in 

section 3 .2. Many researchers ( e.g. Howard and Sheth, 1969; Nicosia, 1986) regard 

attitude as an influencing factor that has an impact on purchasing intention and drives 

consumers to make an actual purchase. 

As previously analysed and discussed in sections 6.3.1, 6.3.2, 6.3.3 and 7.4, most Thai 

consumers, who have grey luxury fashion goods purchasing experience, have a positive 

attitude towards grey luxury fashion goods. They also exhibit that positive attitude is 

related to the advantages of buying luxury fashion goods from the grey market which are 

money-saving, convenience, emotional benefits, and variety of products. This group of 

consumers tends to have high purchasing intention towards the grey luxury fashion goods. 

This finding is consistent with previous research ( e.g. Engel, Kollat, and Blackwell, 1970; 

Howard and Sheth, 1969) that positive attitude leads to higher purchasing intention. 

On the contrary, negative attitude towards grey luxury fashion goods mainly relies on 

authenticity of the grey luxury fashion goods and trustworthiness of the grey sellers. 

However, consumers explain that negative attitude towards grey luxury fashion goods has 

no impact on their purchasing intention because they still want to buy luxury fashion 
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goods from the grey market. This outcome contradicts to previous research ( e.g. Engel, 

Kollat, and Blackwell, 1970; Howard and Sheth, 1969) but it might be because consumers 

think that the benefits of grey luxury fashion goods are worth the risk as previously 

explained in sections 6.3.1 and 7.4. 

In addition, there are a few drawbacks of grey luxury fashion goods, which arise from the 

consumers' point of view but are not taken into account for negative attitude towards grey 

luxury fashion goods. First, there is no luxury purchasing experience for grey luxury 

fashion goods because consumers do not need to go to the official retail store to make a 

purchase. However, luxury purchasing experience provided by the grey sellers is seen as 

convenient and time-saving. Second, grey luxury fashion goods are recognized as a threat 

to Thailand's revenue on import tax by many Thai consumers as they fully understand 

the process of the grey market as explained in section 2.5.2. Nevertheless, this concern 

does not prevent consumers from buying grey luxury fashion goods as they care about 

their own benefits over the country as a whole. 

Furthermore, the qualitative analysis also demonstrates that there are eight motivations 

for grey luxury fashion consumption which are Price, Variety of Products, Convenience, 

Emotional Benefits, Quality, Social Benefits, Influence of Celebrities, and Social Media. 

The price of grey luxury fashion goods is usually cheaper than the price of luxury fashion 

goods in official retailers in Thailand by 20-30%. Accordingly, price is recognized to be 

one of the main reasons for grey luxury fashion consumption. This result is in line with 

many literatures on Asian luxury fashion consumption (e.g. Chan, To, and Chu, 2015; 

Park, 2014) that many luxury consumers are price sensitive as they are willing to get 

luxury goods at a cheap price as possible. 

The variety of luxury fashion goods offered in the grey market is another factor that drives 

consumers to choose the grey market over the official retailer. Unlike the mature luxury 

markets, authorized luxury retailers in Thailand cannot provide a full-range of product 

availability to customers. Sometimes, the launch of luxury products is far behind the 

Western countries such as the United Kingdom and France. Consequently, many 

consumers turn to the grey sellers who can bridge this gap and offer a wide variety of 

products to them. It can be said that consumers, who buy grey luxury fashion goods due 

to the variety of selections, are in need of uniqueness as they want luxury goods that are 

not widely available and consumed in their social group. This finding is consistent with 

previous research ( e.g. Hung et al, 2011; Young and Combs, 2016) that uniqueness is 
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considered to be one of the motivations for Asian luxury consumption; while Young and 

Combs (2016) specifically assert that Thais are motivated by the uniqueness concept of 

luxury goods. 

The convenience process of the grey market also motivates Thais to buy luxury fashion 

goods from the grey market. It is both cost and time saving for consumers as they can get 

grey luxury fashion goods without leaving the house. Furthermore, authorized luxury 

retailers in Thailand are not currently offered online shopping features to their customers. 

Many consumers illustrate that grey luxury shopping experience is a pleasant activity. 

This reflection on emotional benefits is also another motivation for grey luxury fashion 

consumption among Thai consumers. Moreover, the respondents also state that emotional 

benefits are another motivation that influences them to consume grey luxury fashion 

goods. Grey luxury fashion goods provide the same functional benefits and emotional 

benefits as luxury fashion goods acquired from the authorized retailers. Accordingly, it 

can boost consumers' self-confidence and enhance their self-concept. This outcome is in 

line with previous literature on Asian luxury consumption that consumer motives for 

luxury consumption include individual dimensions such as Hedonistic (Bian and 

Forsythe, 2012; Liang, Ghosh and Oe, 2017) and self-identity (Choo et al, 2012; Hung et 

al, 2011; Kulsiri, 2012). 

In addition, quality is also considered to be another motivation for grey luxury fashion 

goods as consumers view that there is no difference in quality between luxury fashion 

goods and grey luxury fashion goods. Most consumers believe that quality feature is 

embedded in luxury fashion goods and luxury fashion goods are high in quality. This 

finding reconfirms that Asian consumers consume luxury goods because of their quality 

(e.g. Timperio et al, 2016; Wu et al, 2015). 

Social benefits such as conspicuous consumption (Chen and Lamberti, 2015; Siu, Kwan 

and Zeng, 2016) and prestige (Bian and Forsythe, 2012; Young and Combs, 2015) are 

known to be one of the main factors for luxury fashion consumption among Asians. The 

outcome of this study confirms that conspicuous consumption and group conformity are 

social benefits that greatly influence Thai consumers to purchase luxury fashion goods 

from the grey market. King (2016) further explains that Thai culture values wealthy 

people over less wealthy people and that is why public consumption to signal social status 

is important in Thailand. 
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Celebrities are known to have a significant influence in Thai culture (Chadha and 

Husband, 2006). They are perceived as a leader in lifestyle as well as fashion trend in 

Thailand (The Nation, 2015). For this reason, it is sensible that celebrities also influence 

Thais to consume grey luxury fashion goods. Thai consumers admit that their grey luxury 

fashion purchases are motivated directly and indirectly by celebrities. They assert that the 

impact of celebrities' influence is widely expanded through social media as social media 

connects them directly to the celebrities. On the other hand, social media is recognized as 

one of the motivations for grey luxury fashion goods as social media makes it easier for 

consumers to reach the grey sellers. Additionally, consumers use social media to 

communicate their social status through the use of grey luxury fashion goods in a digital 

community. This outcome is in line with previous research, which illustrates that social 

media plays an important role in consumer lifestyle as well as demand of luxury fashion 

goods in Thailand (Euromonitor, 2013; Sakawee, 2013). 

Based on the above conclusion, it can be seen that there are similarities in consumer 

motivations for grey luxury fashion goods in this study and motivations for luxury fashion 

goods among Asian consumers from previous literature which has been discussed in 

section 3.5. These factors are summarized in Table 30 below: 

Motivations for grey luxury fashion Motivations for luxury fashion consumption 
consumption found in this research found in Asian luxury consumption research 

discussed in section 3 .5 

Price Price 

Variety of Product Uniqueness 

Convenience Bedonie (in shopping) 

Emotional Benefits Self-identity and Bedonie (from consumption) 

Quality Quality 

Social Benefits Conspicuous Consumption and Prestige 

Influence of Celebrities NIA 

Social Media NIA 

NIA Usability 

Table 30: Summarization of motivations for grey luxury fashion goods vs luxury fashion goods 

From Table 30, it can be seen that motivations for grey luxury fashion goods and luxury 

fashion goods are quite the same which indicates that Thai consumers' motivations for 

grey luxury fashion goods are somewhat similar to motivations for luxury fashion goods 
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and vice versa. However, there are three factors: Influence of Celebrities. Social Meilia, 

and Usability that are not directly ljnked across studies, which may occur for many 

reasons. First, Influence of Celebrities and Socia] Media are not included in the 

Consumers' Luxury Value Perception model proposed by Wiedmann et al (2007), which 

has been adopted to analyse motivations for Asian luxury consumption in section 3.5; it 

is possible that these two factors are not considered in the first place. Second, usabiljty 

feature is perceived as a basic requirement of luxtu-y fashion goods (Cben and Lamberti, 

20J 5); it is possible that the respondents overlook this function and focus on other more 

obvious motivations. 

8.2.4 Discussion on the Aim of the Research and Answering the Research Questions 

A discussion on the aim of the research in this section reflects on the process in achieving 

the research aim and addressing the research questions to make sure that the aim of this 

research was met. lt1 achieving the aim of the research. a sequential mixed-method 

technique was adopted as a research approach as justified in section 5.2.2. A sequential 

mix.ed-metbod technique is effective in addressing the research questions through the 

online survey questionnaire and semi-structured interviews of Thais who have grey 

luxury fashion goods pmchasing experience in the past 12 months. The research aim for 

this study is: 

"io identify and explain Thai consumers' decision-making style for grey luxury 

fashion goods by adopting, validating and extending the Consumer Style 

Inventory (CS!) developed by Sproles and Kendall (1986) as a behavioural 

framework to categorize Thai consumers with similar shopping orientation into 

the same decision-making style" 

The research aims and questions of this study are successfully realized as follows: 

First, the researcher successfully adopted and extended the CSI model as a behavioural 

framework in explaining the cognitive behavioural factors of Thaj consumers when 

purchasing grey luxury fashion goods as proposed in section 4.3. This process was done 

through the extensive review of literature on Thai luxury fashion consumers (section 

2.3.2), consumers' decision-making models in re]ation to luxury fashion consumption 

(section 3.3), cultural differences and luxury consumption (section 3.4). Asian luxury 

fashion consumption (section 3.5), and consumers' decision-making styles (section 4.2) 

which provided a detailed understanding of Thai consumers' decision-making styles for 
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grey luxury fashion goods. Furthermore, this procedure assisted the researcher to identify 

gaps in previous literatures and verify the originality of the research subject regarding 

Thai consumer behaviour on grey luxury fashion goods, which highlights a contribution 

of this research. 

Second, this research identified and explained Thai consumer decision-making styles for 

grey luxury fashion goods through the analysis of quantitative data (section 6.2.2), 

qualitative data (section 6.3.4) and discussion on the outcome (section 7.2) to address the 

first research question of this study "What are the Thai consumer decision-making styles 

for grey luxury fashion goods?" (section 8.2.1). This was to categorize Thai consumers 

with similar shopping orientation into the same decision-making style and establish an 

understanding on each consumer decision-making style dimension. This research 

demonstrated that there are eleven decision-making style dimensions regarding grey 

luxury fashion consumption of Thai consumers, which are Perfectionist, Brand 

Conscious, Novelty-fashion Conscious, Recreational-Hedonistic Conscious, Price 

Conscious, Impulsive and Careless, Confused by Overchoice, Habitual and Brand Loyal, 

Conspicuous Conscious, Reliance on Celebrities, and Exclusivity Conscious. 

Third, the effects of differences in selected demographic variables on Thai consumers' 

decision-making styles regarding grey luxury fashion goods were investigated through 

quantitative outcomes (section 6.2.5), discussed in section 7.3, to address the second 

research question "How is Thai consumer decision making style influenced by 

demographic variables?". This research revealed that differences in demographic 

variables (gender, age, education, occupation, and income) have an effect on Thai 

consumers' decision-making styles for grey luxury fashion goods as concluded in section 

8.2.2. 

Finally, the researcher investigated Thai consumers' attitudes towards the grey luxury 

fashion goods and further identified underlying motivations for grey luxury fashion goods 

through qualitative analysis (section 6.3), as discussed in section 7.4, to address the third 

research question "What are Thai consumers' attitudes towards grey luxury fashion goods 

and underlying motivations to purchase luxury fashion goods from the grey market?". 

This study found that Thai consumers' attitudes towards grey luxury fashion goods are 

mostly positive. However, negative attitudes towards grey luxury fashion goods can be 

seen but they do not prevent Thai consumers from purchasing grey luxury fashion goods. 

Motivations that drive Thai consumers to purchase luxury fashion goods from the grey 
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market are pnce, variety of products, converuence, emotional benefits, quality, 

conspicuous consumption, influence of celebrities, and social media as concluded in 

section 8.2.3. 

8.3 Theoretical Contributions 

The principal contribution of this thesis is to address a lack of research on grey luxury 

fashion consumption behaviour. The effects of the grey market are not only significant in 

Thailand (Pantong, 2013) but also emerging consumer markets in Asia such as China 

(Chitrakorn, 2016) and Singapore (McGeever, 2016). However, no research has been 

conducted to establish an understanding on consumer behaviour regarding the grey luxury 

fashion segment. Accordingly, this thesis makes contributions to knowledge in extending 

an understanding of Thai consumers' decision-making styles for grey luxury fashion 

goods. 

First, the current study validated the applicability of the widely accepted CSI model 

(Durvasula, Lysonsky, and Andrews, 1993; Hafstrom, Lung, and Young, 1992; Tanksale, 

Neelam, and Venkatachalam, 2014) for grey luxury fashion consumption in Thailand, an 

emerging country with growing economic significance for the luxury fashion industry 

(Euromonitor, 2013; Ipsos, 2013). It also extended the applicability of the CSI to a non

student population in Thailand with a particular focus on grey luxury fashion goods 

instead of general product class. This study confirmed that eight consumer decision

making styles developed by Sproles and Kendall (1986) can be found in Thai consumers. 

The findings help in reducing the gap in research on consumers' decision-making styles 

on difference product classes. 

Second, the researcher bridged a gap in the literature by extending the CSI framework to 

a new and distinct level by developing three new decision-making styles for Thai 

consumers, thereby testing its extended validity with a non-student population. The three 

new decision-making styles are developed in reference to previous literature on Asian 

luxury consumption (e.g. Han, 2010; Hung et al, 2011; Kulsiri, 2012; Li et al, 2012; Park 

Rabolt, and Jeon, 2008; Zhan and He, 2012). This is an important contribution towards 

the development of consumers' decision-making styles dimensions, which provides 

linkages between consumers' shopping characteristics and luxury fashion dimensions 

from recent studies on Asian luxury fashion consumption. The three emerging decision

making style dimensions can be used as a basis in explaining Thai consumers' and, to 

some extent, Asian luxury fashion consumption behaviour. 

215 



Third, this research contributed to the application of the CSI from an additional country 

perspective, Thailand. The CSI has been replicated in a cross-cultural context such as 

New Zealand (Durvasula, Lysonsky, and Andrews, 1993), Malaysia (Kamaruddin, and 

Mokhlis, 2003) and China (Fan and Xiao, 1998). The empirical data on grey luxury 

consumption for Thailand, combined with qualitative interviews, was triangulated with 

previous studies, to understand the main decision-making styles for Thai consumers and 

highlight the applicability of the CSI in Thailand. The outcomes of this research suggest 

that the CSI model is valid to explain Thai consumers' behaviour. 

Fourth, the outcome of this study depicted the key motivational drivers that influence 

Thai consumers to purchase luxury fashion goods from the grey market. Many of these 

motivations, such as emotional benefits, quality, and conspicuous consumption, are 

similar to luxury fashion dimensions identified in previous literature ( e.g. Kulsiri, 2012; 

Li et al, 2012; Park, Rabolt, and Jeon, 2008) as discussed in section 8.2.3. Thus, this study 

also provides a linkage between motivations for grey luxury fashion consumption and 

traditional luxury fashion consumption. 

Finally, this research has provided a broad theoretical perspective to an emergmg 

consumer market in Asia where the grey market exists. As previously discussed in section 

3.4, there are similarities in Asian consumer culture (e.g. Chadha and Husband, 2006; 

Wong and Ahuvia, 1998). This research can serve as a foundation for emerging consumer 

literature. 

8.4 Managerial Implications 

This thesis also intends to extend the usefulness of the research outcome to a more 

practical real-world situation for Thailand, especially the Thai government. This research 

outlined consumers' decision-making styles for grey luxury fashion goods as well as 

consumers' attitudes and motives for grey luxury fashion goods to provide an 

understanding of consumer behaviour on grey luxury fashion consumption in Thailand. 

This information is valuable for the Thai government as it demonstrates the key factors 

that influence consumers to purchase luxury fashion goods from the grey market, which 

has an impact on the import revenue of Thailand. However, the researcher will only focus 

on the implications that emerged from this research as discussed below: 
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8.4.1 Thai Economic Implication 

Tbe grey market industry hurts the Thai economy as it causes the Thai government to lose 

billions of pounds on import duty revenue as the grey sellers avoid to pay for the impoJt 

tax (Pantong, 2013). Furthermore, the Thai government is also losing on personal income 

tax as most grey sellers are hiding their income on the grey transactions, which are 

impossible to track down. This study finds that the differences in selling prices ofluxw:y 

fashion goods between the grey market and authorized stores in Thailand is one of tlie 

main reasons that influences Thais to purchase luxury fashion goods from the grey 

market. The outcomes show that Price Consciot1s is 1he most exhibited consumer 

shopping characteristic among Thais when purchasing luxury fashion goods from the 

grey market. Thai consumers are Price Conscious when purchasing grey lu,xury fashion 

goods regardless of their age, education, occupation and income while women are more 

Price Conscious than men. This finding emphasises that Thais are very concerned about 

price. 

Additionally, the qualitative outcomes indicate rhat the selling price of luxury goods is 

around 20-30% higher in retail stores than the grey market. This large pricing gap mainly 

relies on Thailand import duty for luxury goods of 30% (Yuvejwattana and Nguyen, 

2013). To prevent the loss on impo1t duty and improve the economjc situation of 

Thailand, the Thai government should act against the grey luxury fashion market by 

reducing import tax for the ltL�ury product segment for many reasons. 

First, the Thai government will not have to lose on import  revenue to the grey sellers. 

Once the price gap of luxtu-y fashion goods between authorized retailers and the grey 

market is narrowed down, consumers who concern about price, will turn down the grey 

market and make a luxury fashion purchase from the official brand stores. Based on the 

qualitative finding in section 6.3 .3, most Thai consumers are aware that the price ofluxury 

fashion goods in the grey market is cheaper than official retailers because the grey sellers 

avoid paying import tax. Although they think that it is not a very ethical thing to do, they 

still choose to purchase luxury fashion goods from the grey market because of its 

competitive price. 

Second, Thailand's economy will be improved when it becomes a leading shopping 

destination for Asian tourists. Currently, the tourism and travel industry plays an 

important role in the Thai economy as they directly contribute to Gross Domestic Product 

(GDP) and employment to Thailand as reported by World Travel and Tourism Council 
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(2017). Furthermore, tourists also drive the growth of the luxury fashion industry in 

Thailand (Bain and Company, 2015). Fernquest (2016) reveals that Thailand will attract 

more tourists and become the main luxury shopping destination in Asia if the import tax 

on luxury goods is reduced. Furthermore, the decrease in import tax will encourage Thais 

to shop for luxury goods in Thailand rather than abroad as well (Fernquest, 2016). 

Additionally, it is important to reflect on the benefits of the grey luxury fashion market 

because they are reasons for the continuous growth, which drive the grey market to 

become a part of cultural consumption in Thailand. Although the grey luxury fashion 

market has negative effect on the Thai government, it is deemed to be beneficial to 

involved parties identified in section 2.5.2 such as the grey consumers, the grey sellers, 

cabin crews, and even many government officers. It is obviously seen that the grey 

consumers get a lot of benefits from purchasing luxury fashion goods from the grey 

market. The qualitative outcome illustrates that price, variety of products and 

convenience are the distinct benefits of the grey luxury fashion market while other 

variables such as emotional and social benefits can also be found in the traditional luxury 

shopping. 

On the other hand, the grey sellers can generate solid profits from the grey luxury fashion 

goods through the differences in selling price between countries and exclusivity of the 

product (e.g. Hermes Birkin handbag as mentioned in the qualitative outcome). 

Moreover, cabin crews get extra fees from obtaining luxury goods from another country 

and deliver to Thailand while some govermnent officers, such as custom officers at 

airport, are bribed for not charging import duty on those luxury goods. The grey luxury 

fashion market is embedded into Thai culture as its benefits widespread among the 

individuals in the society. Additionally, the barrier to the grey luxury fashion community 

is barely recognized as it is broadly opened and welcome everyone to join. There are 

increasing paiiies that gain these kinds of benefits from the grey luxury fashion goods as 

the market expands, however; its ethical concern has been raised in the qualitative 

outcome. The next section will look into social implication which focuses on ethical 

issues of the existence of the grey luxury fashion market in Thailand. 

8.4.2 Thai Social Implication 

The grey market has been identified as legal, but its business ethics remain in doubt 

(Chaudhry, 2014; Zhao et al, 2016). This is because the grey market has infringed the 

rights of authorized dealers (Ahmadi, Iravani, and Mamani, 2017). In Thailand, many of 
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luxury brand stores are not solely owned by the luxury companies but also Thai 

shareholders. The researcher reflects that the grey market transaction is unethicaJ io the 

way that the official retailers in Thailand lost their sales from Thai customers to the grey 

market. Additionally, the researcher also recognizes that most grey luxury fashion sellers 

are not only unethical but also involving with illegal transactions such as bribery, and ta,'C 

avoidance. Furthermore, the outcome of this study illustrates that many grey consumers 

are awate that the grey luxury fashion market is unethical and poses a threat to Thai import 

duty. but they still comm.it to the grey market as they choose their personal benefits over 

others as explained in section 7.4. These ethical issues raise concern regarding the impact 

of the grey luxury fashion market to the Thaj social situation. 

AB discussed in section 7 .2.4, Hedonistic Conscious is one of the characteristics that is 

seen by Thai consumers when ptl.fcbasing grey luxury fashion goods. Thai consumers 

who purchase luxury fashion goods from the grey market elaborate that the gTey sellers 

provide impressive service and make the whole shopping process more convenient and 

enjoyable. However, convenience of grey consumers does have an effect on convenience 

of others in the society as Thai custom strictly inspects the belongings of every Thai 

passenger entering Thailand with the maximum allowance of £400 with the aim to prevent 

the import of grey luxmy fashion goods. This process is not only time-consuming but also 

intimidating to many Thai consumers because it means that they cannot enjoy shopping 

dming their holiday especially for luxury goods as an effect of the grey market. 

Furthermore, authorized luxury retailers such as Louis Vuitton and Chanel limit the 

amount ofluxury products a consumer can buy to prevent the grey market (Robe1tson, 

2016). Tb.is policy is a consequence of the grey market, which has a direct effect on luxury 

consumers as their rights to purchase luxury goods have also been restricted. Though the 

actions of Thai customs and luxury retailers can pattially prevent the process of the grey 
market, they also push the burden to other consumers on the social scale. 

Based on this notion. the effects of the grey market are not limited to the authorized luxury 

retailers in Thailand or Thai impo1t duty but also Thai travellers and trnditional luxury 

consumers. Accordingly, it is important for the grey luxury fashion community to 

acknowledge that the consequences of their actions are far more unethical than they think. 

This research finds that Thai consumers are greatly influenced by celebrities when it 

comes to grey luxury fashion goods as they see celebrities as fashion trend setters (The 

Nation, 2015). Additionally, Reliance on Celebrities is one of the most relevant decision

making styles for grey luxury fashion goods among Thai consumers while influence of 
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celebrities is seen as motivation for grey luxury fashion consumption as discussed in 

section 7.2.10 and 7.4 respectively. Accordingly, celebrities should be able to influence 

Thai consumers to avoid purchasing luxury fashion goods from the grey market at some 

level. It is highly recommended for the Thai government to set up a campaign in which 

celebrities create awareness on the downside of grey luxury fashion goods such as fraud 

as well as ethical considerations. This is to make consumers aware that grey luxury 

fashion goods should not be widely accepted in Thai culture as they have negative impacts 

on society as a whole. 

8.5 Research Limitations 

This section presents the limitations which emerge from this study. First, the samples of 

this study were restricted to Thais who purchased luxury fashion goods from the grey 

market within the past 12 months in order to be able to identify and explain Thai 

consumers' decision-making styles for grey luxury fashion goods. The samples who had 

not purchased luxury fashion goods from the grey market were excluded from the study 

because they might not have an understanding about the grey market or grey luxury 

fashion shopping orientations. Therefore, the generalizability of the findings would be 

limited to grey luxury fashion consumers only. 

Second, the qualitative interview samples may not cover all eleven decision-making 

styles for grey luxury fashion goods as explained and justified in section 6.6. Thus, the 

depth in interpretation and conclusion in some decision-making styles may be less than 

others. However, the results obtained from a mixed-method technique are reliable and 

valid to explain Thai consumers' decision-making styles for grey luxury fashion goods 

and serve the purpose of this research. 

Third, the number of respondents regarding their gender for both research approaches are 

significantly different due to the nature of the luxury fashion market where the main 

consumers are female as previously discussed in sections 2.3.2.1 and 5.4.4. Although the 

research outcome can explain consumers' decision-making styles for grey luxury fashion 

goods, it might not be applicable to other luxury segments such as luxury cars where male 

consumers are predominant. 

Last, this research only focuses on a specific industry, the grey luxury fashion market, 

which has never been studied before. The findings and conclusion of this research are 

only limited to the grey luxury fashion goods in Thailand rather than the luxury fashion 
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segJnent as a whole. Furthermore, the literature which can be used to support or argue 

with this study is also limited. Although the aims of this study in focusing on Thai 

consumers and their decision-making styles for grey luxury fashion goods are achieved, 

the limitations of generalizability to different industries should be acknowledged. 

8.6 Suggestjon for Future Research 

This section provides a starting point for further research by highlighting new avenues 

for researchers who are interested in consumer behaviour as well as the grey luxury 

fasltion market. 

First, the. consumers' decision-making styles in this study should be replicated using 

samples from other cultures with high growth in the grey luxury fashion market such as 

China. Although the findings from this study are not ge11eralizable, the measurement 

instruments were developed from a review of literatures on Asian luxury fashion 

consumption and the CSI model, wllich is widely replicated in cross-cultural contexts. 

The measurement model should be applicable to different consumer cultures, especially 

Asian. 

Second, the findings of this research, to some extent, are also relevant to consumers' 

decision-making styles for luxury fashion goods purchased from the authorized retail 

stores as the respondents explain that some benefits and motivations for grey luxury 

fashion consumption are similar to their motives for luxury fashion consumption. Future 

research may partially adopt Thai consumers' decision-making styles for grey luxury 

fashion goods to determine decision-making styles for luxury fashion goods or other 

luxury goods segments. 

Third, this study successfully replicates the CSI model developed by Sproles and Kendall 

(1986), whic.h further supports that the CSI model is reliable and useful to be adopted in 

different cultural settings. The tesuJts from this study are also consistent with previous 

research, suggesting that the CSl model can be used with specific product categories. 

Future research. whether in academic or marketing practice, may use tltis model as a basis 

in establishing an understanding in the consumer behaviour context. 

Fourthly, this research has extended the benefits of using a sequential mixed-method 

research technique tlu·ough quantitative survey questionnaire and qualitative interview. It 

exhibited a level of in-depth information gained from the use of both research approaches 

to explain Thai consumers' decision-making styles for grey luxury fashion goods. Both 
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methods assisted the researcher to successfully draw out underlying factors for grey 

luxury fashion consumption among Thais. Researchers with similar theoretical and 

methodological assumptions can use this research to support their stances and approaches 

as research triangulation can provide valuable insightful information by reducing 

weaknesses and enhancing the strengths of research techniques. 

Last, this research reflects that the existence of the grey luxury fashion market has a 

negative effect on other parties, beyond the Thai government, including the authorized 

retailers in Thailand, the luxury brands, and luxury consumers who do not commit to the 

grey market as identified in section 8.4.2. It demonstrates that Thai authorized luxury 

shareholders lost their sales of luxury fashion goods to the grey market as part of luxury 

cultural consumption as many Thais choose to purchase luxury fashion goods outside the 

official trading channel for its benefits such as price, convenience, and variety of 

products. On the other hand, luxury brands try to prevent the grey market trading because 

it interferes with the relationship between the luxury brands and end consumers 

(Robertson, 2016), for example, luxury brands do not have access to actual consumers' 

profile but instead they get details of the cabin crews who purchase luxury goods at their 

store. Accordingly, they cannot make connection and establish the relationship with their 

consumers to enhance brand loyalty. 

Furthermore, the method that luxury brands adopt, to fight against the grey market, 

involves purchase limitation which does not only disturb the grey sellers but also luxury 

consumers who buy luxury goods from the authorized dealers (Robertson, 2016). These 

traditional luxury consumers, especially Asians, are inevitably restricted by this policy as 

they cannot purchase 'another' luxury handbag as a gift for their friends. Gift-giving plays 

an important part in luxury consumption among Asian consumers as it is a way to honour 

and pay respect to each other (Walley and Li, 2015). Although this research identifies the 

negative effects on surrounding parties of the grey luxury fashion market, it has not yet 

determined the significance of these effects as it mainly focuses on consumer's point of 

view. Future research may use this information as a guideline to investigate the impact of 

the grey luxury fashion market on these effected parties, especially the local authorized 

dealer and luxury brands because it will provide valuable information on how much the 

grey market can hurt their business and to determine if it requires serious attention to stop 

the grey market. 
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APPENDICES 

APPENDIX A: Pilot Questionnaire 

Pilot Questionnaire 

My name is Marisa Rojanasingsawad. lam a Doctoral Business Administration (OBA) 
student at University of Gloucestershire in the United Kingdom. This questionnaire is 
part of my academic research for the completion of my disseitation. It is designed to 
investigate Thai consumer decision-making styles for grey luxury fashion good. This 
research recognizes grey Lwrnry fashion goods as high-end fashion brands' accessories 
and apparel, including leather goods, handbags, shoes, small accessories, and clothes, 
which are traded outside an authorized distribution channel. If you have involved with 
transaction that l1as been described above, please proceed i11 answering the questioru1ahe. 
Ifnot, then please ignore this questionnaire. All info1mation provided will be treated with 
anonymity and confidentia)jty. The survey result will strictly be used for academic 
purposes only. Thank you very much for your cooperation and participation. 

ECTION A: Personal Information 

lnstruction; For each of the following statements, please circle one letter or fill in the 

blanks. 

l. Gender: □ Male □ Femalee

2. Age: □ Under 18 o 18-25 □ 26-35 □ 36-45 □ More than 45

3. Education- Please specify the highest educational qualification you hold  

o  Secondary o High school o Undergraduate

o Postgraduate and above o Others (Please specify) ________ 

4.  Occupation:

□  Executive/ Managerial o Self-employed/ Own Company

□ Professional (doctor, lawyer, etc.)□ Junior Supervisor o Supervisor

o Unemployed/Retired o Student o Others (Please specify) ________

5. Average Monthly Income:

□ Less than 10,000 Baht o 10,001-20,000 Baht □ 20,001-30,000 Bal1t

□ 30,001-40,000 Baht □ 40,001-50,000 Baht □ More than 50,000 Baht

S
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6. Have you ever purchased luxury fashion products from the grey market?

□ Yes □No □ Don't Know

:ECTION B: Consumer Decision-Making Styles for Grey Luxury Fashion Goods 

Instruction: For each of the following statements, please circle the number that indicates 

your attitude (from 1 = strongly disagree to 5  strongly agree.) 

Consumer Decision-Making Styles for Grey Luxury 1 = Strongly Disagree 

Fashion Goods to 5 = Strongly Agree 

Dimension!: Perfectionistic, High-Quality Conscious Consumer 

1. Getting very good quality is very important to me. 1 2 3 4 5 
2. When it comes to purchasing products, I try to get the 1 2 3 4 5
very best or perfect choice.
3. In general, I usually try to buy the best overall 1 2 3  4 5 
quality. 
4. I make special effmt to choose the very best quality 1 2 3  4 5 
products. 
5. I really don't give my purchases much thought or 1 2  3 4 5 
care. 
6. My standards and expectations for products I buy are 1 2  3 4 5 
very high. 
7. I shop quickly, buying the first product or brand I find 1 2 3 4 5
that seems good enough.
8. A product doesn't have to be perfect, or the best, to 1 2 3 4 5  
satisfy me.  
Dimension2: Brand Conscious, "Price Equals Quality" Consumer 

9. The well-known national brands are best for me. 1 2 3 4 5 
10. The more expensive brands are usually my choices. 1 2 3 4 5 
11. The higher the price of a product, the better its 1 2 3 4 5  
quality.

I 12. Nice department and specialty stores offer me the 1 2  3 4 5 
best products.  

I 13. I prefer buying the best-selling brands. 1 2 3 4 5 
14. The most advertised brands are usually very good 1 2  3 4  5  
choices.1 
15. A product doesn't have to be perfect, or the best, to 1 2 3 4 5 
satisfy me. 
Dimension 3: Novelty-Fashion Conscious Consumer 

16. I usually have one or more outfits of the very newest 1 2 3 4 5
style
17. I keep my wardrobe up-to-date with the changing 1 2 3 4 5 
fashions. 
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1 2 3 4 5 18. Fashionable, attractive styling is very important to
me.

1 2 3 4 5 19. To get variety. I shop different stores and choose
different brands.

20. It's fun to buy something new and exciting. 1 2 3 4 5 

Dimension 4: Recreational, Hedonistic Consumer 
21. Shopping is not a pleasant activity to me. 1 2 3 4 5 

] 2 3 4 5 22. Going shopping is one of tbe enjoyable activities of 
my life.

23. Shopping the stores wastes my time. 1 2 3 4 5 
,.,24. I enjoy shopping just for the fun of it. 1 2 ., 4 5 

25. I make my shopping trips fast. 1 2 3 4 5 
Dimension 5: Price Conscious, "Value for Money" Consumer 
26. T buy as much as possible at sale prices. 1 2 3 4 5 

1 2 3 4 527. The lower price products are usually my choice.

28. I look carefully to find the best value for the money. l 2 3 4 5

Dimension 6: lmpulsive, Careless Consumer 
29.I should plan my shopping more carefully than l do. 1 2 3 4 5 
30.Tam impulsive when purchasing. l 2 3 4 5 

1 2 3 4 5 31. Often 1 make careless purchases I later wish I had
not.

1 2 3 4 5 32. 1 take the time to shop carefully for best buys.
33.I carefully watch how much I spend. 1 2 3 4 5 

Dimension 7: Confused by Overchoice Consumer 
1 2 3 4 5 34. There are so many brands to choose from that often I

feel confused.

35. Sometimes ifs bard to choose which stores to shop. 1 2 3 4 5 
1 2 3 4 5 36. The more l learn about products, the harder it seems

to choose the best.

1 2 " 

., 4 5 
f

37. All the information [ get on different products
conuses me.
Dimension 8: Habitual, Brand-Loyal Consumer 
38.I have favourite brands I buy over and over. 1 2 3 4 5

39. Once I fmd a product or brand I like, I stick with it. ] 2 3 4 5 
40. I go to the same stores each time I shop. 1 2 3 4 5

" 41. I change brands I buy regularly. 1 2 ., 4 5
Dimension 9: Conspicuous Conscious 

1 2 3 4 5 42. This luxury brand reflects the kind of person I see
myself to be.

1 2 3 4 5 43. This luxw-y brand helps me communicate my self-
identity.
44.This luxury brand helps me express myself. I 2 3 4 5 

45.This luxury brand is a symbol of social status. l 2 3 4 5 
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46. This luxury brand helps me fit into important social 1 2 3 4 5 

situations.

47. I like to be seen wearing this luxury brand. 1 2 3 4 5 

Dimension 10: Social Conscious 

48. To make sure I buy the right product or brand, I 1 2  3  4 5 

often observe what others are buying and using.

49. I often identify with other people by purchasing the 1 2 3  4 5 

same products and brands they purchase.

50. Ifl want to be like someone, I often try to buy the 1 2  3  4 5 

same brands that they buy.

51. I achieve a sense of belonging by purchasing  1 2 ,., the .) 4 5 

same products and brands that others purchase.

52. I rarely purchase the latest fashion styles until I am 1  2  3  4  5 

sure my friends approve of them.

53. It is important that others like the products and 1 2  3  4  5 

brands I buy.

54. When buying products, I generally purchase those 1  2  3  4  5  
brands that I think others will approve of.

55. If other people can see me using a product, I often 1 2 3 4  5 

purchase the brand they expect me to buy.

56. I like to know what brands and products make good 1 2  3  4 5 

impressions on others.

57. Ifl have little experience with a product, I often ask 1 2  3  4  5 

my friends about the product.

58. I often consult other people to help choose the best 1 2  3  4 5 

alternative available from a product class.

59. I frequently gather information from friends or 1 2  ,., 

.) 4 5 

family about a product before I buy.

Dimension 11: Reliance on Celebrities 

60. I have bought products under the influence of 1 2 3  4 5 

celebrity.

61. I will stop buying a brand if its endorsing celebrity 1  2  3  4  5 

is involved in any scandal.

62. I pay more attention to the Advertisements using 1 2  3  4  5 

Celebrity Icon.

63. I get attracted more towards a film star than any 1  2  3  4  5 

other celebrity.

64. I keep using a brand only because of the endorsing 1 2  3  4 5 

Celebrity.

65. I will stop buying a brand if the celebrities I don't 1 2 3  4  5 

like start endorsing it.

66. I think that celebrities bring Credibility to 1 2 ,., 

.) 4 5 

advertising messages.

67. I think celebrities influence my style. 1 2  3  4  5 
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68. I feel that celebrities initiate an action to buy that 1 2 3 4 5 

product.

69. I feel celebrities cast an impact through 1 2 3 4 5 

advertisements.

70. Celebrities help me to remember a brand. 1 2 3 4 5 

71. I will buy the product if the celebrity I like start 1 2 3 4 5 

endorsing it.

72. I would continue to buy same products from the 1 2 3 4 5 

market irrespective of the act of advertising the same

product through any specific celebrity.

Dimension 12: Exclusivity Conscious

73. When a product I own becomes popular among the 1 2 3 4 5 

general population, I begin to use it less.

74. I often try to avoid products or brands that I know 1 2 3 4 5 

are bought by the general population.

75. Products don't seem to hold much value for me 1 2 3 4 5 

when they are purchased regularly by everyone.

*** Thank you for your valuable time and cooperation*** 
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APPENDIX B: Survey Questionnaire (English Version) 

Post-Pilot Questionnaire 

My name is Marisa Rojanasingsawad. I am a Doctoral Business Administration (DBA) 
student at University of Gloucestershire in the United Kingdom. This questionnaire is 
part of my academic research for the completion of my dissertation. It is designed to 
investigate Thai consumer decision-making styles for grey luxury fashion good. This 
research recognizes grey luxury fashion goods as high-end fashion brands' accessories 
and apparel, incJuding leather goods, handbags, shoes, small accessories, and clothes, 
which are traded outside an authorized distribution channel. All information provided will 
be treated with anonymity and confidentiality. The survey result ,).,rill strictly be used for 
academic purposes only. Thank you very much for your cooperation and participation. 

ECTION A: Personal Information 

Instruction: For each of the following statements, please select one that describes yourself 

the most. 

oFemale1. Gender: □ Male

2.Age: o Under I 8 D 18-25 D 26-35 D 36-45 o More than 4 5

3.Education- Please specify the highest educational qualification you hold

o Primary Education □ Secondary Education □Undergraduate

o Postgraduate and above □ Others (Please specify) _______

4. Occupation:

□Executive/Managerial o Self-employed/ Own Company

o Professional (doctor, lawyer. etc.) □ Junior Supervisor □ Supervisor

o Unemployed/Retired □ Student o Others (Please specify) _______

o 10,001-20,000 Baht o 20,001-30,000 Baht

o 40,001-50,000 Baht □ More than 50,000
Baht

5.Average Monthly Income: o 

Less than 10,001 Baht

o 30,001-40,000 Baht

S
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6. Did you purchased luxury fashion products from the grey market in the past 12

months? 

□ Yes □No □ Don't Know

SECTION B: Consumer Decision-Making Styles for Grey Luxury Fashion Goods 

Instruction: For each of the following statements, please select the number that indicates 

your attitude when making a purchase of grey fashion goods from the grey market (from 

1 = strongly disagree to 5 = strongly agree.) 

Consumer Decision-Making Styles for Grey 1 = Strongly Disagree 

Luxury Fashion Goods to 5 = Strongly Agree 

1. It's fun to buy something new and exciting. 1 2 3 4 5 

2. Getting very good quality is very important to me. 1 2 3 4 5 

3. I prefer buying the best-selling brands. 1 2 3 4 5 

4. I go to the same stores each time I shop. 1 2 3 4  5 

5. I feel that celebrities initiate an action to buy that 1 2 3 4 5 

product.

6. I like to be seen wearing this luxury brand. 1 2 3 4 5 

7. Products don't seem to hold much value for me when 1  2 3 4  5 

they are purchased regularly by everyone.

8. I have favourite brands I buy over and over. 1 2 3 4 5 

9. There are so many brands to choose from that often I 1 2 3 4 5 

feel confused.

10. I buy as much as possible at sale prices. 1 2 3 4  5 

11. I am impulsive when purchasing. 1 2 3 4  5 

12. I keep my wardrobe up-to-date with the changing 1 2 3 4 5 

fashions.

13. Shopping the stores wastes my time. 1  2  3 4 5 

14. The well-known national brands are best for me. 1 2 3 4 5 

15. In general, I usually try to buy the best overall 1 2 3 4 5 

quality.

16. Sometimes it's hard to choose which stores to shop. 1  2  3 4 5 

17. Once I find a product or brand I like, I stick with it. 1  2  3 4 5 

18. This luxury brand is a symbol of social status. 1  2 3 4  5 

19. I will buy the product if the celebrity I like start 1 2 3 4  5 

endorsing it.

20. I'm often on the lookout for new products or brands 1 2 3  4 5 

that will add to my personal uniqueness.

21. I have bought products under the influence of 1  2 ,, 

j 4  5 

celebrity.
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22. This luxury brand helps me fit into important social 1 2 ,., 

_, 4 5 

situations.

23. The more I learn about products, the harder it seems 1 2 3  4 5  
to choose the best.

24. I should plan my shopping more carefully than I do. 1 2 3  4 5  
25. I look carefully to find the best value for the money. 1 2  3  4  5 

26. Going shopping is one of the enjoyable activities of 1  2 3  4  5 

my life.

27. To get variety, I shop different stores and choose 1 2 3 4 5 

different brands.

28. The higher the price of a product, the better its 1  2 3  4 5 

quality.

29. I change brands I buy regularly. 1  2 3  4  5  
30. I make special effo11 to choose the very best quality 1  2 3 4 5 

products.

31. The most adve1tised brands are usually very good 1 2 3 4 5 

choices.

32. I enjoy shopping just for the fun of it. 1  2 3  4 5 

33. I often try to avoid products or brands that I know 1  2  3  4 5  
are bought by the general population.

34. I pay more attention to the Advertisements using 1 2 3  4 5  
Celebrity Icon.

35. All the information I get on different products 1 2 3  4  5 

confuses me.

36. Often I make careless purchases I later wish I had 1  2 3  4  5 

not.

3 7. I make my shopping trips fast. 1 2 3  4  5  
38. Fashionable, attractive styling is very important to 1  2 3  4  5 

me.

39. My standards and expectations for products I buy 1 2 3  4 5 

are very high.

40. The lower price products are usually my choice. 1 2 3  4 5 

41. I carefully watch how much I spend. 1 2 3  4  5 

42. I am very concerned about low prices, but I am 1 2 3  4  5 

equally concerned about overall product utility.

43. If other people can see me using a product, I often 1  2  3  4  5 

purchase the brand they expect me to buy.

44. When a product I own becomes popular among the 1  2  3  4 5 

general population, I begin to use it less.

*** Thank you for your valuable time and cooperation*** 
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APPENDIX D: Interview Guideline (English) 

My name is Marisa Rojanasingsawad. I am a Doctoral Business Administration (DBA) 

student at University of Gloucestershire in the United Kingdom. This interview is 

conducted as a part of my academic research for the completion of my dissertation which 

is designed to investigate Thai consumer decision-making styles for grey luxury fashion 

good. This research recognizes grey luxury fashion goods as high-end fashion brands' 

accessories and apparel, including leather goods, handbags, shoes, small accessories, and 

clothes, which are traded outside an authorized distribution channel. Before conducting 

the interview, I would like to thank you for your valuable time to participate in this 

interview. The interview usually lasts around 45 minutes to one hour. All infmmation 

provided will be treated with anonymity and confidentiality. If there is no concern, I 

would like to start the interview and record the whole conversation using ALON 

Dictaphone application on my iPhone. 

Personal Information 

Gender: 

Age: 

Interview Questions 

1. What is your understanding of luxury fashion goods trading in the grey market?

2. Can you explain your view regarding the purchase of luxury products through

unauthorised channels? 

Probel: Based on your feeling, when you think about purchasing luxury goods through 

the grey market is it positive, neutral, or negative feeling? 

Probe2: Can you please explain the reason causing that feeling? 

3. Can you please provide reasons/motivations that influence you to buy luxury fashion

goods from the grey market? 

Probel: Among these factors, which one is the most important factor to you when it 

comes to purchasing luxury goods from the grey market? 

4. How would you define quality in relation to luxury goods?

5. How do you assess quality when purchasing luxury goods from unauthorized channels?
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Prabel: Can you describe your expectations of quality or provide examples as to what 

criteria you use when assessing quality? 

6. In your view, can you explain whether 'price is an indication of quality' or not?

Prabel: Do you think it is applicable to luxury goods? Why or why not? 

7. Can you explain how you feel when wearing luxury products that have been purchased

through an authorised channel? 

Prabel: Does it make you feel different when wearing luxury products that have been 

bought from the unauthorised channels? If yes, please explain why? 

Probe2: Does wearing luxury goods which have been purchased from the grey market 

affect your view of yourself? 

8. How do you view luxury limited edition items?

Prabel: How does it make you feel to own luxury limited edition item? 

Probe2: Do you think the grey market affect the availability of luxury limited edition 

item? Please explain how? 

9. How does it make you feel when you wear luxury fashion products in public or among

friends? 

Prabel: Can you explain the extent to which you like to use similar brand/product as your 

social group and why? 

Probe2: Can you try to explain how you might feel if your friends know that you wear 

luxury fashion products bought through unauthorised channels, often referred to as the 

grey market? 

10. How would you define celebrity influence in your own words?

Prabel: To what extent do you buy luxury garments because of the celebrity influence? 

Probe2: How do you describe your feeling when you see your favourite celebrities using 

the same luxury goods as you? 

Probe 3: To what extent are celebrity influence important for your decision making when 

it comes to buying luxury goods? 
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11. What is your view on luxury brand e-commerce and marketing through social media?

Prabe l: In your opinion, do you think social media influence you to obtain more luxury 

goods? 

Probe2: What do you feel when you share your latest purchase of luxury goods th.rough 

social media? 

12. How important is price when purchasing luxury goods in unauthorised channels?

Probe 1: Can you explain the extent to which price plays a significant part in your decision 

making when purchasing luxmy goods through unauthodzed channels? 

Probe2: Do you feel you receive more value when purchasing grey luxury goods as 

opposed to buying these goods in store? 

Probe3: If price ofluxury goods selling in the grey market is the same as in retail store, 

will you still buy from the grey market? 
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UNIVERSITY OF 
GLOUCESTERSHIRE 

APPENDIX F: Participant Informed Consent Form 

Researcher's Name: Marisa Rojanasingsawad  

ID: [redacted]

Email: [redacted] 

Telephone: [redacted] 

The purpose of this f01m is to provide a brief information on the research topic and 

procedure so you can decide whether you want to participate in the interview. This 

research will be conducted by Marisa Rojanasingsawad, a Doctoral Business 

Administration (DBA) student at University of Gloucestershire in the United Kingdom. 

The interview is conducted as a part of an academic research for the completion of her 

dissertation, which is designed to investigate Thai consumer decision-making styles for 

grey luxury fashion good. This research recognizes grey luxury fashion goods as high

end fashion brands' accessories and apparel, including leather goods, handbags, shoes, 

small accessories, and clothes, which are traded outside an authorized distribution 

channel. 

The interview will be digitally recorded for the transcribing purpose. The interview 

usually lasts around 45 minutes to one hour. All infonnation provided will be treated with 

anonymity and confidentiality. Data obtained through this research may be reproduced 

and published in other forms for academic purpose. It will not be used for other purposes 

than academic purpose without your permission. 

You may withdraw from the study at stage and you may decline to answer specific 

questions you are uncomfortable with. If you have any question regarding the interview, 

please contact the researcher with the given contact details above. 

By signing below, you confirm that you understand the purpose of the study, have been 

given the opportunity to ask questions regarding the study and that you agree to being 

interviewed and recorded. 
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Name (BLOCK CAPITALS) ........................................................ . 

Signature ........................................................ . 

Date ........................................................ . 

Please keep a copy of this form for your own records. 
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APPENDIX G: Quantitative Data Analysis 

1. Exploratory Factor Analysis with Varimax Rotation
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Extraction Method: Principal Component Analysis. 
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TotaIVarrnnce ExpI.amed 

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

Component Total % of Variance Cumulative% Total % of Variance Cumulative % Total % of Variance Cumulative % 

I 5.848 13.292 13.292 5.848 13.292 13.292 3.208 7.290 7.290 

2 3.569 8.111 21.403 3.569 8.111 21.403 3.049 6.930 14.220 

3 3.239 7.362 28.765 3.239 7.362 28.765 2.751 6.252 20.472 

4 2.677 6.084 34.849 2.677 6.084 34.849 2.646 6.013 26.485 

5 2.358 5.358 40.207 2.358 5.358 40.207 2.428 5.518 32.003 

6 2.135 4.852 45.059 2.135 4.852 45.059 2.423 5.506 37.510 

7 2.064 4.691 49.750 2.064 4.691 49.750 2.39) 5.434 42.944 

8 1.989 4.519 54.269 1.989 4.519 54.269 2.389 5.430 48.374 

9 1.696 3.854 58.123 1.696 3.854 58.123 2.386 5.422 53.796 

10 1.463 3.326 61.448 1.463 3.326 61.448 2.368 5.38) 59.177 

11 1.330 3.022 64.470 1.330 3.022 64.470 2.329 5.293 64.470 

12 .815 1.853 66.323 

13 .802 1.823 68.146 

14 .752 1.709 69.855 

15 .723 1.643 71.497 

16 .700 1.591 73.088 

17 .670 1.522 74.610 

18 .629 1.430 76.040 

19 .618 1.404 77.444 

20 .584 1.328 78.771 

21 .577 1.311 80.083 

22 .558 1.268 81.351 

23 .544 1.236 82.587 

24 .535 1.215 83.802 

25 .510 1.158 84.961 



Total Variance Exolained 

Initial Eigenvalues Extraction Sums of Sauared Loadings Rotation Sums of Sauared Loadings 

Component Total % of Variance Cumulative% Total % of Variance Cumulative% Total % of Variance Cumulative% 

26 .500 J.135 86.096 

27 .489 1.110 87.207 

28 .469 1.065 88.272 

29 .439 .997 89.269 

30 .422 .959 90.227 

31 .411 .934 91.161 

32 .402 .913 92.074 

33 .383 .871 92.945 

34 .370 .842 93.787 

35 .352 .801 94.588 

36 .334 .760 95.348 

37 .311 .707 96.054 

38 .296 .672 96.726 

39 .285 .647 97.373 

40 .268 .610 97.983 

41 .247 .561 98.544 

42 .239 .544 99.087 

43 .209 .476 99.563 

44 .192 .437 100.000 

Extraction Method: Principal Component Analysis. 



Component Matnx• 

Component 

I 2 3 4 5 6 7 8 9 10 11 

Perfectionist I -.174 .618 .483 -.148 .028 -.028 .255 -.067 .132 .039 -. 128 

Perfectionist2 -.127 .493 .560 -.191 .048 .011 .303 -.076 .148 .092 -.197 

Perfectionist3 -.118 .582 .484 -. 137 -.024 -.062 .307 -.081 .120 .012 -.076 

Perfectionist4 -. 155 .623 .471 -.157 -.049 -.024 .163 -.077 .162 .034 -.108 

Brand Conscious I .201 .362 .089 .366 .468 -.167 -.119 .102 -.015 -.275 -.010 

Brand Conscious2 .225 .093 .157 .309 .506 -.297 .024 .088 -.016 -.103 .047 

Brand Conscious3 .180 .066 .107 .264 .565 -.291 .006 .086 -.036 -.255 .128 

Brand Conscious4 .182 .113 .068 .379 .587 -. 187 -.038 .030 -.008 -.288 -.017 

Fashion Conscious I .654 .086 .112 -.192 .017 -.133 .000 -.107 .027 . 153 .347 

Fashion Conscious2 .574 .116 .206 -.068 -.029 -.067 -.177 -.157 .093 .154 .434 

Fashion Conscious3 .610 .236 .116 -.188 -.173 -.105 -.168 -.143 .041 .037 .342 

Fashion Conscious4 .449 .221 .145 -.110 -.149 -.071 -.246 -.158 -.010 .001 .405 

Hedonistic I .539 .262 .099 -. 109 -.053 -.006 -.457 -.129 -.084 .030 -.224 

Hedonistic2 -.458 -.249 .013 . 165 .051 .074 .508 .142 .163 .050 .297 

Hedonistic3 .461 .201 -.081 -.057 -.054 -.044 -.470 -.033 -.066 -.004 -.349 

Hedonistic4 -.375 -.008 .078 .108 -.020 . I 8 I .258 .147 .057 -.158 .484 

Price Conscious I .341 -.059 .246 -.124 .244 .540 -.100 .043 .007 .054 .144 

Price Conscious2 .292 -. 105 .067 -.037 .309 .594 -.060 .136 .073 -.032 -.100 

Price Conscious3 .097 -.059 .322 -.144 .252 .635 -.161 .122 -.021 -.077 -.010 

Price Conscious4 .004 -.057 .291 -.189 .223 .640 -.099 .156 -.043 -.067 .036 

Impulsive I .262 .544 -.447 .158 -.149 .221 .161 .211 .005 .037 .029 

lmpulsive2 .332 .513 -.483 .160 -.162 .201 . 103 .258 .003 -.051 .021 

lrnpulsive3 .367 .516 -.437 .129 -.143 .133 .159 .240 .042 -.087 -.024 

lmpulsive4 -.313 -.506 .527 -.189 .165 -.150 -.128 -.272 -.012 .032 -.049 



Extraction Method: Principal Component Analysis. 

a. 11 components extracted.



Rotated Component Matrix• 

Comoonent 

I 2 3 4 5 6 7 8 9 10 11 

Perfectionist I .026 .866 -.095 .017 .066 -.073 .051 -.017 .001 .006 .01 I 

Perfectionist2 .077 .873 .018 .022 .028 -.026 .002 -.013 .036 -.016 .078 

Perfectionist3 .033 .841 -.082 .068 .007 -.035 .044 .059 .051 .007 .034 

Perfectionist4 .037 .833 -.145 .076 .090 -.026 .000 .037 -.025 .024 .003 

Brand Conscious I .187 .110 -.043 .043 .076 .000 .758 .148 .0 I 1 .078 .043 

Brand Conscious2 -.039 .044 .188 .069 .061 .012 .700 .004 .073 -.016 -.039 

Brand Conscious3 -.051 -.025 .065 .073 -.020 -.015 .770 -.053 .024 -.060 .010 

Brand Conscious4 .013 -.020 .069 -.044 -.028 .002 .799 .050 -.012 .087 .049 

Fashion Conscious! .056 .034 .313 .691 -.178 .052 .069 .104 .090 -.142 .025 

Fashion Conscious2 .007 .026 .189 .772 -.030 . l l l .074 . 111 .049 .027 .079 

Fashion Conscious3 .141 .074 .070 .748 -.150 .112 -.006 .230 .071 -.062 -.004 

Fashion Conscious4 .075 .030 -.065 .713 -.060 .057 .026 .169 .069 .020 .020 

Hedonistic 1 .093 .060 .045 .331 -.034 .055 .050 .718 .076 .013 .123 

Hedonistic2 -.083 .01 I .055 -.236 .081 .021 -.051 -.789 -.044 .043 -.043 

Hedonistic3 .165 .065 .040 .135 -.006 .077 .054 .743 .014 -.028 .045 

Hedonistic4 .049 .028 -.278 .027 .080 -.007 .011 -.664 .003 .054 .104 

Price Conscious 1 -.016 .004 .163 .247 -.048 .017 .022 .025 .055 .007 .699 

Price Conscious2 .098 -.080 .205 -.060 .082 .077 .071 .079 -.030 .007 .709 

Price Conscious3 -.084 .058 -.046 .002 .013 .023 .007 .042 .049 -.008 .797 

Price Conscious4 -.071 .066 .086 -.026 .022 -.026 -.051 -.053 .045 -.053 .772 

Impulsive! .842 .052 .072 .056 .001 -.087 -.024 .035 -.014 .055 -.001 

lmpulsive2 .873 -.026 .035 .067 -.033 -.020 .018 .089 -.003 .012 .003 

Impulsive3 .840 .043 .066 .058 -.097 .026 .058 . IO 1 -.005 -.024 -.036 

Impulsive4 -.890 .052 -.052 -.065 .015 .025 -.029 .047 .015 -.007 .061 



 

 

 

RotatedComponent Matnx• 

Component 

1 2 3 4 5 6 7 8 9 10 11 

Confused by Overchoicel -.053 -.010 -. 106 -.050 .045 .071 -.007 -.047 .042 .703 .077 

Confused by Overchoice2 .015 .008 -.001 -.089 .030 -.031 -.037 -.082 .013 .729 -.052 

Confused by Overchoice3 .086 .089 -.063 .049 .031 .056 .055 .037 .003 .773 -.040 

Confused by Overchoice4 .002 -.067 .093 .005 .039 -.080 .Q70 .000 .008 .809 -.036 

Brand Loyal 1 -.030 .064 -. 109 .012 .785 .001 .034 .004 -.029 .085 -.070 

Brand Loyal2 .057 .082 -.150 -.059 .789 -.028 .037 -.042 -.021 -.009 -.005 

Brand Loya13 -.055 -.004 -.087 -.100 .699 .004 .028 .007 -.005 .027 .028 

Brand Loyal4 .127 -.049 .103 .226 -.694 .084 .030 .205 .028 -.059 .046 

Conspicuous Conscious I .049 .091 -.053 .000 -.026 -.008 -.003 .056 .794 .013 -.020 

Conspicuous Conscious2 -.123 -.020 .039 .061 .089 .155 -.039 .015 .738 -.016 .067 

Conspicuous Conscious3 .050 .032 .112 .162 -.045 .099 .076 .022 .789 .031 .013 

Conspicuous Conscious4 -.015 -.050 . 181 .037 -.110 .180 .078 .017 .684 .050 .074 

Reliance on Celebrities! .144 -.022 .745 .074 -.042 .115 .067 .056 .085 -.030 .001 

Reliance on Celebrities2 .004 -.089 .733 .163 -.174 .040 .062 .112 .048 -.012 .071 

Reliance on Celebrities3 .062 -.070 .809 .113 -.146 .059 .080 -.016 .058 -.035 .077 

Reliance on Celebrities4 .026 -.144 .656 .028 -.124 .138 .101 .102 .065 -.010 .051 

Exclusivity Conscious I -.036 -.050 .148 .218 .009 .629 .021 -.002 .129 -.059 .039 

Exclusivity Conscious2 -.103 -.061 .147 .094 -.048 .690 -.064 .016 .162 .097 -.055 

Exclusivity Conscious3 -.016 -.058 .065 -.031 -.048 .815 -.005 .042 .062 .034 .037 

Exclusivity Conscious4 .041 .008 -.004 .050 .000 .834 .040 .050 .062 -.047 .056 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations.



2. Effect of Demographic Differences on Consumers' Decision-Making Style

Dimensions 

2.1 T-Test by Gender 

250 

I Gender 
Group Statistics 

N Mean Std. Deviation Std. Error Mean 

Perfectionist Male 97 3.4923 .97324 .09882 

Female 334 3.5823 1.07313 .05872 

Brand Conscious Male 97 3.0129 .83023 .08430 

Female 334 3.2695 .79199 .04334 

Fashion Conscious Male 97 2.5644 .8364 I .08492 

Female 334 3.4528 .80808 .04422 

Hedonistic Male 97 2.5670 .75218 .07637 

Female 334 3.3488 .79197 .04333 

Price Conscious Male 97 3.7448 .59400 .06031 

Female 334 3.9214 .54387 .02976 

Impulsive Male 97 2.6675 .85826 .08714 

Female 334 2.9484 .88370 .04835 

Confused by Overchoice Male 97 2.9459 .72459 .07357 

Female 334 2.8930 .74457 .04074 

Brand Loyal Male 97 3.5335 .68715 .06977 

Female 334 3. 1490 .76234 .04171 

Conspicuous Conscious Male 97 3.1830 .77688 .07888 

Female 334 3.5397 .84058 .04599 

Reliance on Celebrities Male 97 2.9510 1.02928 . I 0451 

Female 334 3.5075 .92245 .05047 

Exclusivity Conscious Male 97 3.3273 .84499 .08580 

Female 334 3.5022 .80992 .04432 



N 
V'l 



Descriptives 

95% Confidence Interval for Mean 

N Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum 

Confused by Overchoice 25 or less 92 2.7065 .64791 .06755 2.5723 2.8407 1.25 4.00 

26-35 209 2.8732 .73015 .05051 2.7736 2.9728 1.25 4.50 

36-45 96 3.0234 .70625 .07208 2.8803 3.1665 1.25 4.50 

More than 45 34 3.3015 .92478 .15860 2.9788 3.6241 1.00 4.75 

Total 431 2.9049 .73962 .03563 2.8348 2.9749 1.00 4.75 

Brand Loyal 25 or less 92 2.7690 .66839 .06968 2.6306 2.9074 1.25 4.25 

26-35 209 3.2416 .74895 .05181 3.1395 3.3438 1.25 5.00 

36-45 96 3.5208 .58340 .05954 3.4026 3.6390 2.25 4.75 

More than 45 34 3.6544 .89615 .15369 3.3417 3.9671 1.25 5.00 

Total 431 3.2355 .76245 .03673 3.1633 3.3077 1.25 5.00 

Conspicuous Conscious 25 or less 

26-35

92 

209 

3.3478 

3.4797 

.78355 

.85899 

.08169 

.05942 

3.1856 

3.3625 

3.5101 

3.5968 

1.50 

1.00 

4.75 

5.00 

36-45 96 3.5234 .84998 .08675 3.3512 3.6957 1.25 4.75 

More than 45 34 3.4559 .83818 .14375 3. 1634 3.7483 1.50 5.00 

Total 431 3.4594 .83914 .04042 3.3800 3.5388 1.00 5.00 

Reliance on Celebrities 25 or less 92 3.9022 .75133 .07833 3.7466 4.0578 1.25 5.00 

26-35 209 3.3744 .99007 .06848 3.2394 3.5094 1.00 4.75 

36-45 96 3.1901 .83646 .08537 3.0206 3.3596 1.00 4.75 

More than 45 34 2.5662 1.03775 .17797 2.2041 2.9283 1.00 4.00 

Total 431 3.3823 .97448 .04694 3.2900 3.4745 1.00 5.00 

Exclusivity Conscious 25 or less

26 35

92 

209 

3.6196 

3.4880 

.80390 

.78667 

.08381 

.05441 

3.4531

3.3808

3.7860 

3.5953 

1.50 

1.00 

5.00 

5.00 

36 45 96 3.3854 .76081 .07765 3.2313 3.5396 1.50 4.50 

More than 45 34 3. 1029 1.09253 .18737 2.7217 3.4841 1.25 4.75 

Total 431 3.4629 .82021 .03951 3.3852 3.5405 1.00 5.00 



ANOVA 
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Sum of Squares df Mean Square F Sig. 

Perfectionist Bet\veen Groups 19.044 3 6.348 5.945 .001 

Within Groups 455.983 427 l.068

Total 475.027 430 

Brand Conscious Between Groups 1.201 3 .400 .613 .607 

Within Groups 278.792 427 .653 

Total 279.993 430 

Fashion Between Groups 29.519 3 9.840 13.363 .000 

Conscious Within Groups 314.415 427 .736 

Total 343.934 430 

Hedonistic Between Groups 14.459 3 4.820 6.984 .000 

Within Groups 294.664 427 .690 

Total 309.122 430 

Price Conscious Between Groups .087 3 .029 .091 .965 

Within Groups 134.629 427 .315 

Total 134.715 430 

Impulsive Between Groups 41.033 3 13.678 19.754 .000 

Within Groups 295.657 427 .692 

Total 336.690 430 

Confused by Between Groups 10.527 3 3.509 6.668 .000 

Overchoice Within Groups 224.698 427 .526 

Total 235.225 430 

Brand Loyal Between Groups 33.810 3 11.270 22.262 .000 

Within Groups 216.162 427 .506 

Total 249.972 430 

Conspicuous Between Groups 1.625 3 .542 .768 .512 

Conscious Within Groups 301.164 427 .705 

Total 302.789 430 

Reliance on Between Groups 51.070 3 17.023 20.34E .000 

Celebrities Within Groups 357.267 427 .837 

Total 408.337 430 

Exclusivity Between Groups 7.372 3 2.457 3.722 .012 

Conscious Within Groups 281.909 427 .660 

Total 289.281 430 



Multiple Comparisons 

Scheffe 

Dependent Mean Std. 95% Confidence Interval 

Variable (I) Age (recode) (J) Age (recode) Difference (l-J) Error Sig. Lower Bound Upper Bound 

Perfectionist 25 or less 26-35 -.35199 .12929 .061 -.7149 .0109 

36-45 -.52219• .15077 .008 -.9453 -.0990 

More than 45 -.73114. .20740 .007 -1.3132 -.1490 

26-35 25 or less .35 I 99 .12929 .061 -.0109 .7149 

36-45 -.17021 .12741 .619 -.5278 . 1874 

More than 45 -.37915 .19110 .270 -.9155 .1572 

36-45 25 or less .52219• .15077 .008 .0990 .9453 

26-35 .17021 .12741 .619 -.1874 .5278 

More than 45 -.20895 .20623 .795 -.7878 .3699 

More than 45 25 or less .73114. .20740 .007 .1490 1.3132 

26-35 .37915 . 19110 .270 -.1572 .9155 

36-45 .20895 .20623 .795 -.3699 .7878 

Brand 25 or less 26-35 .10405 .10110 .787 -.1797 .3878 
Conscious 36-45 .02208 .11789 .998 -.3088 .3530 

More than 45 .16224 . 16217 .801 -.2929 .6174 

26-35 25 or less -.10405 .10110 .787 -.3878 .1797 

36-45 -.08198 .09962 .879 -.3616 .1976 
More than 45 .05819 .14942 .985 -.3612 .4776 

36-45 25 or less -.02208 .11789 .998 -.3530 .3088 
26-35 .08198 .09962 .879 -.1976 .3616 

More than 45 .14017 .16126 .860 -.3124 .5928 
More than 45 25 or less -.16224 .16217 .801 -.6174 .2929 

26-35 -.05819 .14942 .985 -.4776 .3612 
36-45 -.14017 .16126 .860 -.5928 .3124 

Fashion 25 or less 26-35 .06548 . I 0736 .946 -.2359 .3668 
Conscious 36-45 .56114• .12520 .000 .2098 .9125 

More than 45 .73210· .17222 .001 .2487 1.2155 
26-35 25 or less -.06548 .10736 .946 -.3668 .2359 

36-45 .49566. .10580 .000 .1987 .7926 
More than 45 .66662· .15868 .001 .2213 1.1120 

36-45 25 or less -.56114. .12520 .000 -.9125 -.2098 
26-35 -.49566. .10580 .000 -.7926 -.1987 
More than 45 .17096 .17125 .802 -.3097 .6516 

More than 45 25 or less -.73210· .17222 .001 -1.2155 -.2487 
26-35 -.66662· .15868 .001 -1. 1120 -.2213 
36-45 -.17096 .17125 .802 -.6516 .3097 

Hedonistic 25 or less 26-35 .01694 .10394 .999 -.2748 .3087 
36-45 .35371 • .12120 .038 .0135 .6939 
More than 45 .52957' .16673 .019 .0616 .9975 

26-35 25 or less -.01694 .10394 .999 -.3087 .2748 
36-45 .33677' .10242 .014 .0493 .6242 
More than 45 .51263. .15362 .012 .0815 .9438 

36-45 25 or less -.35371 • .12120 .038 -.6939 -.0135 
26-35 -.33677. .10242 .014 -.6242 -.0493 
More than 45 .17586 .16579 .771 -.2894 .6412 

More than 45 25 or less -.52957. .16673 .019 -.9975 -.0616 
26-35 -.51263. .15362 .012 -.9438 -.0815 
36-45 -.17586 .16579 .771 -.6412 .2894 

Price 25 or less 26-35 -.02909 .07025 .982 -.2263 .1681 
Conscious 36-45 -.00555 .08192 1.000 -.2355 .2244 

More than 45 .00655 .11270 1.000 -.3097 .3229 
26-35 25 or less .02909 .07025 .982 -.1681 .2263 

36-45 .02354 .06923 .990 .1708 .2178 
More than 45 .03564 .10384 .990 -.2558 .3271 

36-45 25 or less .00555 .08192 1.000 -.2244 .2355 
26-35 -.02354 .06923 .990 -.2178 .1708 
More than 45 .01210 .11206 1.000 -.3024 .3266 

254 



.339 

-.45433 • 

.52777(*) 

.3335
-.3375 

-.3335

More than 45 25 or less -.00655 . 11270 1.000 -.3229 .3097 
26-35 -.03564 . 10384 .990 -.3271 .2558 
36-45 -.01210 .11206 1.000 -.3266 .3024 

Impulsive 25 or less 26-35 .35556' . 10411 .009 .0634 .6478 
36-45 .80990' . 12140 .000 .4692 1.1506 
More than 45 .94485' . 16701 .000 .4761 1.4136 

26-35 25 or less -.35556' .10411 .009 -.6478 -.0634 
36-45 .45433• . 10259 .000 .1664 .7423 
More than 45 .58929' .15388 .002 .1574 1.0212 

36-45 25 or less -.80990' .12140 .000 -1.1506 -.4692 
26-35 _.45433• .10259 .000 -.7423 -.1664 

More than 45 .13496 .16606 .882 -.3311 .6010 
More than 45 25 or less -.94485' . 16701 .000 -1.4136 -.4 761 

26-35 -.58929' . 15388 .002 -1.0212 -. 1574 
36 45 -.13496 .16606 .882 -.6010 .3311 

Confused by 25 or less 26-35 -.16668 .09076 -.4214 .0881 
Overchoice 36-45 -.31692* .10584 .031 -.6140 -.0199 

More than 45 -.59495* .14559 .001 -1.0036 -.1863 
26-35 25 or less .16668 .09076 .339 -.0881 .4214 

36-45 -.15023 .08944 .421 -.4013 .1008 
More than 45 -.42826' . 13415 .018 -.8048 -.0518 

36-45 25 or less .31692* .10584 .031 .0199 .6140 
26-35 .15023 .08944 .421 -. 1008 .4013 
More than 45 -.27803 .14477 .299 -.6844 .1283 

More than 45 25 or less .59495' .14559 .001 .1863 1.0036 
26-35 .42826' .13415 .018 .0518 .8048 
36-45 .27803 .14477 .299 -.1283 .6844 

Brand Loyal 25 or less 26-35 -.47261 * .08902 .000 -.7225 -.2228 
36-45 -.75181* .10381 .000 -1.0432 -.4605 
More than 45 -.88539* .14280 .000 -1.2862 -.4846 

26-35 25 or less .47261 • .08902 .000 .2228 .7225 
36-45 -.27921 • .08772 .018 -.5254 -.0330 
More than 45 -.41278* .13157 .021 -.7821 -.0435 

36-45 25 or less .75181* . 10381 .000 .4605 1.0432 
26-35 .27921 * .08772 .018 .0330 .5254 
More than 45 -.13358 .14199 .829 -.5321 .2650 

More than 45 25 or less .88539* . 14280 .000 .4846 1.2862 
26-35 .41278' .13157 .021 .0435 .7821 
36-45 .13358 . 14199 .829 -.2650 .5321 

Conspicuous 25 or less 26-35 .35556* . 10411 .009 .0634 .6478 
Conscious 36-45 .80990* .12140 .000 .4692 I. 1506

More than 45 .94485* .16701 .000 .4761 1.4136
26-35 25 or less -.35556* .10411 .009 -.6478 -.0634

36-45 .45433• .10259 .000 .1664 .7423 
More than 45 .58929* . 15388 .002 .1574 1.0212 

36-45 25 or less -.80990* .12140 .000 -1.1506 -.4692 
26-35 .10259 .000 -.7423 -.1664 
More than 45 .13496 .16606 .882 -.3311 .6010 

More than 45 25 or less -.94485* . 16701 .000 -1.4136 -.4 761 
26-35 -.58929' . 15388 .002 -1.0212 -.1574 
36-45 -.13496 .16606 .882 -.6010 .3311 

Reliance on 
Celebrities 

25 or less 26-35 .11445 .000 .2066 .8490 
36-45 .71207(*) .13345 .000 .3375 1.0866 
More than 45 1.33600(*) . 18358 .000 .8207 1.8513 

26-35 25 or less -.52777(*) .11445 .000 -.8490 -.2066 
36-45 . 18430 .11278 .446 -.1322 .5008 
More than 45 .80823(*) .16915 .000 1.2830 

36-45 25 or less -.71207(*) .13345 .000 -1.0866

26-35 -.18430 .11278 .446 -.5008 .1322 
More than 45 .62393(*) .18255 .009 .1116 I.I 363

More than 45 25 or less -1.33600(*) . 18358 .000 -1.8513 -.8207

26-35 -.80823(*) .16915 .000 -1.2830
36-45 -.62393(*) .18255 .009 -1.1363 -.1116
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•. The mean difference is significant at the 0.05 level. 
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2.3 T-Test by Education 

Group Statistics 
I Education (recode) N Mean Std. Deviation Std. Error Mean 

Perfectionist Undergraduate and below 270 3.4148 1.08627 .06611 

Postgraduate and above 161 3.8090 .94187 .07423 

Brand Conscious Undergraduate and below 270 3.2676 .78165 .04757 

Postgraduate and above 161 3.1180 .84 I 81 .06634 

Fashion Conscious Undergraduate and below 270 3.2565 .88786 .05403 

Postgraduate and above 161 3.2469 .90786 .07155 

Hedonistic Undergraduate and below 270 3.1454 .82673 .05031 

Postgraduate and above 161 3.2189 .88289 .06958 

Price Conscious Undergraduate and below 270 3.8963 .53968 .03284 

Postgraduate and above 161 3.8571 .59274 .04671 

Impulsive Undergraduate and below 270 2.9130 .84364 .05134 

Postgraduate and above 161 2.8385 .95091 .07494 

Confused by Overchoice Undergraduate and below 270 2.9370 .72477 .04411 

Postgraduate and above 161 2.8509 .76310 .06014 

Brand Loyal Undergraduate and below 270 3.1324 .74569 .04538 

Postgraduate and above 161 3.4084 .76121 .05999 

Conspicuous Conscious Undergraduate and below 270 3.4833 .83025 .05053 

Postgraduate and above 161 3.4193 .85495 .06738 

Reliance on Celebrities Undergraduate and below 270 3.6000 .84660 .05152 

Postgraduate and above 161 3.0171 1.06438 .08389 

Exclusivity Conscious Undergraduate and below 270 3.5185 .79035 .04810 

Postgraduate and above 161 3.3696 .86245 .06797 
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N 

v, 
"° 



Descriptives 

95% Confidence Interval for Mean 

N Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum 

Conspicuous Conscious Executive position 251 3.5329 .86583 .05465 3.4252 3.6405 1.00 5.00 

Junior supervisions and other professionals 128 3.5215 .75362 .06661 3.3897 3.6533 1.00 4.75 

Non-income earner 52 2.9519 7.4102 .10276 2.7456 3.1582 1.25 4.00 

Total 431 3.4594 .83914 .04042 3.3800 3.5388 1.00 5.00 

Reliance on Celebrities Executive position 

Junior supervisions and other professionals 

Non-income earner 

251 3.2888 

128 3.4160 

52 3.7500 

.94696 

1.04159 

.85176 

.05977 

.09206 

.11812 

3.1711 

3.2338 

3.5129 

3.4066 

3.5982 

3.9871 

1.00 

1.00 

1.25 

4.75 

5.00 

5.00 

Total 431 3.3823 .97448 .04694 3.2900 3.4745 1.00 5.00 

Exclusivity Conscious Executive position 

Junior supervisions and other professionals 

Non-income earner 

251 3.4781 

128 3.5469 

52 3.1827 

.81885 

.78542 

.86619 

.05169 

.06942 

.12012 

3.3763 

3.4095 

2.9415 

3.5799 

3.6842 

3.4238 

1.00 

1.00 

1.50 

5.00 

5.00 

4.50 

Total 431 3.4629 .82021 .03951 3.3852 3.5405 1.00 5.00 

N 
0\ 
0 



ANOVA 
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 Sum of Squares df Mean Square F Sig. 

Perfectionist Between Groups 4.649 2 2.324 2.115 .122 

Within Groups 470.378 428 1.099 

Total 475.027 430 

Brand Conscious Between Groups 2.674 2 1.337 2.064 .128 

Within Groups 277.319 428 .648 

Total 279.993 430 

Fashion Conscious Between Groups .361 2  .181 .225 .798 

Within Groups 343.572 428 .803 

Total 343.934 430 

Hedonistic Between Groups .796 2 .398 .552 .576 

Within Groups 308.327 428 .720 

Total 309.122 430 

Price Conscious Bet\>veen Groups .729 2 .364 1.164 .313 

Within Groups 133.987 428 .313 

Total 134.715 430 

Impulsive Between Groups 17.672 2 8.836 11.855 .000 

Within Groups 319.018 428 .745 

Total 336.690 430 

Confused by Overchoice Between Groups 5.970 2 2.985 5.572 .004 

Within Groups 229.255 428 .536 

Total 235.225 430 

Brand Loyal Between Groups 10.480 2 5.240 9.365 .000 

Within Groups 239.492 428 .560 

Total 249.972 430 

Conspicuous Conscious Between Groups 5.970 2 7.620 11.342 .000 

Within Groups 229.255 428 .672 

Total 235.225 430 

Reliance on Celebrities Between Groups I 0.480 2 4.684 5.025 .007 

Within Groups 239.492 428 .932 

Total 249.972 430 

Exclusivity Conscious Between Groups 10.480 2 2.522 3.797 .023 

Within Groups 239.492 428 .664 

Total 
249.972 430 





10 
0\ 
w 





Iv 

°' 
V1 







ANOVA 

Sum of Squares df Mean Square F Sig. 

Perfectionist Between Groups 20.500 4 5.125 4.803 .001 

Within Groups 454.527 426 1.067 

Total 475.027 430 

Brand Conscious Betwe�n Groups 6.910 4 1,727 2.695 .031 

Within Groups 273.084 426 .641 

Total 279.993 430 

Fashion Conscious Between Groups 6.565 4 1.641 2.072 .084 

Within Groups 337.369 426 .792 

Total 343.934 430 

Hedonistic Between Groups 

Within Groups 

Total 

3.086 

306.037 

309.122 

4 

426 

430 

.771 

.718 

1.074 .369 

Price Conscious Between Groups 1.137 4 .284 .906 .460 

Within Groups 133.579 426 .314 

Total 134. 7 I 51 430 

Impulsive Between Groups 41.795 4 10.449 15.094 .000 

Within Groups 294.895 426 .692 

Total 336.690 430 

Confused by 

Overcl1oice 

Between Groups 

Within Groups 

Total 

2.763 

232.462 

235.225 

4 

426 

430 

.691 

.546 

l.2661 283 

Brand Loyal Between Groups 

Within Groups 

Total 

23.100 

226.872 

249.972 

4 

426 

430 

5.775 

.533 

10.844 .000 

Conspicuous 

Conscious 

Between Groups 

Within Groups 

Total 

5.421 

297.368 

302. 7891

4 

426 

430 

1.355 

.698 

1.941 . I 03 

Reliance on Between Groups 47.734 4 11.933 14.098 .000 

Celebrities Within Groups 360.603 426 .846 

Total 408.337 430 

Exclusivity Between Groups 1.580 4 .395 .585 .674 

Conscious Within Groups 287.701 426 .675 

Total 289.281 430 
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N 
°' 
\.0 



Iv 
--.J 

0 



Multiple Comparisons 

Scheffe 

95% Confidence Lntcrval 

(I)0lnco111e per month (recode)0 (J)Income per month (rccodc) Mean DilTcrence (1-J)0 Std. Error Sig. Lower Bound Upper Bound 

More lhan 50,00 I Bahl 20,000 Baht or less -.25485 .15985 .637 -.7494 .2397 

20,001-30,000 Baht -.30855 .13787 .288 -.735 I .1180 

30.001-40,000 Bahl -.28460 .11931 .226 -.6537 .0845

40,001-50,000 Baht -.13643 .11832 .856 -.05025 .2296 

Hedonistic 20,000 Bahl or less 20.001-30,000 Bahl -.12785 .17061 .967 -.6557 .4000

30,001-40,000 Bahl -.06831 .15741 .996 -.5553 .4187 

40.001-50,000 Bahl -.08650 .15673 .989 -. 5714 .3984 

More lhaa 50,001 Baht .09516 .15224 .983 ·.37590 .5662 

20.001-30.000 Baht 20.000 Bahl or less .12785 .17061 .967 -.4000 .6557 

30,001-40.000 Bahl .05955 .13'727 .996 -.3651 .4842 

40.001-50,000 Baht .04135 .13649 .999 -.3809 .4636 

More than 50,001 Bahl .22301 .13132 .578 -.1832 .6293 

30,001-40,000 Baht 20,000 Bnht or less .06831 .15741 .996 -.4187 .5553 

20,001-30,000 Baht -.05955 .13727 .996 -.4842 .3651 

40.001-50,000 Bahl -.01820 .I 1958 1.000 -.3882 .3518 

More than 50,001 Bahe .16347 .11364 .723 -.1881 .5150 

40,001-50,000 Bahl 20,000 Baht or less .08650 .15673 .989 -.3984 .'5714 

20,001-30,000 Baht -.04 I 35 .13649 .999 -.4636 .3809 

30,001-40.000 Bahl .01820 .11958 1.000 -.3518 .3882 

More than 50.00 I Bahl .18166 .11269 .627 -.1670 .5303 

More thru1 50,001 Bahl 20,000 Bahl or less -.09516 J5224 .983 -.5662 .3759 

20,001-30,000 Bahl -.22301 .13132 .578 -.6293 .1832 

30,001-40,000 Bahl -.16347 .11364 .723 -.5150 .1881 

40.001-50,000 Buhl -.18166 .11269 .627 -.5303 .1670 

Price Conscious 20.000 Bahl or less 20.001-30.000 Bahl • .J 79290 .11272 .640 -. 5280 .1694 

30,001-40,000 Bahl -.128170 .10400 .823 -.4499 .1936 

40,001-50,000 Baht -.150820 .10355 .713 -.4712 .1695 

More than 50.001 Bahl -.076200 .10058 .966 -.3874 .2350 

Iv
--..l 



IV 
-..l 
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APPENDIX A; Interview Transcript Extract 

[nterviewer: What is your understanding of luxury fashion goods trading in the 
grey mal·ket? 

Respondent 4: \:Vell, if my w1derstanding is correct, it should be like an order which isa
placed through online pre-order sellers who agree to carry item from abroad to the buyer. 

TI1ese sellers are not licensed impo1ters and not officially registered v.rith the brands� like 

the authorized shops. I assume that they avoid paying for duty tax by organizing order 
from airhostess or othe_r means from abroad. This way, their price in the grey market is 

cheaper than the selling price of regular chaunels, saying for 20%, 30%, 40%. Like they 
intent to avoid paying duty tax or do not go through full customs declaration. As a result, 

these grey sellers are known for their cheaper price. Also every order is a direct deal 
between buyer and se1ler so the price is  flexible while most purchases are initially taken 
from abn,ad. Not sure if these are correct. (laugh) 

Interviewer: Can you explain your view regarding the purchase of luxury products 
through unauthorised channel s? 

Respondent 4: Before I did not dare to buy from the grey market as it makes me feel 
unsafe and risky to get counterfeit goods. Also whether the item is damaged since I did 
not have a chance to choose it by myself. The one item is delivered to us, so we do not 

get to choose. Therefore, my first impression about purchase of luxury products through 
unauthorised channels is not okay. l feel that buying from the official shop is better. 
However, lately the pre-ordet culture has become a common thing, as if everybody isa
trading through this channel. Even with the wealthy buyers, they also purchase from the 
grey market. No one makes every luxury purchase from the shops at Gaysorn or Siam 
Paragon department store any more. 

Today, if you ask me, I would say my view has become much more positive. Most grey 
shops show their customer reviews. I think they are more reliable. as my friends or social 
group have experiences with this before. From my experience, many sellers are okay anda
that I can trust them. The order for grey luxury good is quite transparent with receipt, 
purchase information, tag card, etc. Nowadays I feel okay with buying from the 
unauthorised sellers. Though 11ot every seller is trust\1/orthy, they must be tl1e one who 
has got good recommendation. 

Interviewer: Based on your feeJing, when you think about purchasing luxury goods 

through the grey market is it positive, neutral, or negative feeling? 

Respondent 4: Like I said previously, for now my feeling is quite positive (laugh). 

Interviewer: Well, can you please explain the reason causing that feeling? 

Respondent 4: About reasons for my feeling, there are various aspects about it. On one 
hand, I feel positive because it is cheaper than buying from shops in Thailand. When 
buying from the brand shops or the authorised dealer, I feel that it is pricey. With the grey 

market, most purchases are always cheaper than buying from Siam paragon even when 

the .seller has charged me for tax-refund or there is an increase in the exchange rate. And 

this is what f think as positive aspect. However. I also rate it as neutral because not all 
grey shops are reliable. I only trust the shop with successful transactions such as the one 
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my friends or colleagues have purchased before. I cannot just pick any grey sellers, and 

pre-order straight away. It 1s hard to say that the grey market is 100% positive. fn terms 

of price, it is okay and I view it as a positive whereas its reliability is quite neutral to me. 

Interviewer: Very well. 

Respondent 4: Yes. 

Interviewer: Thank you for your explanation. Can you please provide reasons/ 

motivations that influence you to buy luxury fashion goods from the grey market? 

Respondent 4: The first motivation is mainly the price. which is cheaper than pw-chasing 
in Thailand. Travelling aboard to shop by myself is also more expensive as I do have to 
buy multiples items to make the trip worthwhile. Number one is the price that is more 
affordable. Second motivation is that I can have the luxury model that I want. For 
example, when I searched for a Chanel bag in Thailand, because it was a popular style, it 
js sold out in every shops. My option is to travel or ask friends to buy for me from 
overseas. Whereas the grey sellers help me looking for the item that I really want. They 
can source out of stock or rare items really well. It is a plus that I do not have to search 
the item myself. 

Interviewer: Okay, so there are 2 reasons. 

Respondent 4: Yes, mainly is the price. The second is because they can find rare items 

or previous collection model that I really want. 

Interviewer: Among these factors, which one is the most important factor to you 

when it comes to purchasing luxury goods from the grey market? 

Respondent 4: Um, the most important is price like I said earlier. If the brand is not very 

high-end, the price is not too expensive, the difference is only a little. However, if it is 

Chanel, Celine or Balenciaga, the small gap is already reasonable to me. For example, 

5%, 7% or l 0% of the hundred thousand Baht is already at least ten thousand Baht. This 

amount can be used to buy another small purse; therefore, I put interest on the price as 

the most important factor. 

Interviewer; Alright. The following questions will ask about the utility and quality 

of the luxury products. How would you define quality in relation to luxury goods? 

Respondent 4: Um, about quality. 1 can only explain about handbags because I have 

never bought luxury shoes or other kind of luxury products. For handbags, I will inspect 

if there is any damaged like the scratch, or hardware is chjpped or crooked. Sometimes 

the quilted pattern of small Chanel purse is not straight, something like this. I will look 

for these kinds of aspects because it is a brand name product; therefore, the standard of 

quality is originally controlled by the brands. The bag is bought from the shop whether it 

is made from calf, goat or lambskin. Therefore, I will look for damage from after the point 

of sale like creasing, nail scratching or marks as the product could been chucked 

carelessly. I would want to look for its physical condition for the quality. 

End of Extract 

276 



APPENDIX I: Thematic Analysis 

Themes Sub-Themes 

277 



REFERENCES 

Aaker, D. A (l991). Managing brand equity. New York: The Free Press. 

Abley, J. (2000). 'Stated preference techniques and consumer decision making: new 

challenges to old assumptions', Cranfield School of Management Working Papers 

[Online]. Available at: 

https://dspace.lib.ctanfield.ac.uk/bitstream/1826/664/2/SWP0200.pdf. Accessed: 11ath 

August 2014. 

Abtan, 0. Barton, C., Bonelli, F., Gurzlci, H., Mei-Pochtler, A., Pianon, N. and Tsusaka, 

M. (2016, September 22). Digital or die: the choice for h.ornry brands. Boston

Consulting Group [Online]. Available at: 

https://www.bcg.com/publications/2016/digital-or-die-cboice-luxury-brands.aspx. 

Accessed: 16th April 2017. 

Adams, A. (2013, May 23). Luxury consumers value products, not buying experiences. 

Forbes [Online]. Available at: 

https://www.forbes.com/sites/ariel adams/2 0 l 3/0 5/23/luxury-consumers-value-products

not-buying-experiences/#2d343 ef c4 fe5. Accessed: 15th April 2017. 

Ahmad, N., Aslu·af, M., and Shaikh, K. H. (2014). ·An empirical investigation to the 

factors influencing buying decision of luxury goods: A study of Y generation'. Global 

Management Journal for Academic and Cmporate Studies, 4(2), pp. 84-94. 

Ahmadi, R., Iravani, F., and Mamani, H. (2017). 'Supply chain coordination in the 

presence of gray markets and strategic consumers', Production and Operations 

Management, 26(2), pp. 252. 

Akhter, S. H. (2003). 'Digital divide and purchase intention: Why demographic 

psychology matters', Journal of Economic; Psychology, 24(3), pp.321-32.7. 

Aliosha, A. (2010). 'Characteristics of single-item measures in Likert scale format', 

Electronic Journal ofBusiness Research Methods, 8(1 ), pp.1-12. 

A maldoss, W. and Jain. S. (2005). 'Conspicuous consumption and sophisticated 

thinking'. Management Science, 51, pp.1449-1466. 

Andrews
1 
T. aod Siengthai, S. (2009). The changing face of management in Thailand. 

Abingdon: Routledge. 

278 

https://www.forbes.com/sites/ariel
https://www.bcg.com/publications/2016/digital-or-die-cboice-luxury-brands.aspx
https://dspace.lib.ctanfield.ac.uk/bitstream/1826/664/2/SWP0200.pdf


Arora, R. (2011). 'Bundling or unbundling frequently purchased products: A mixed 

method approach', The Journal of Consumer Marketing, 28(1), pp. 67-75. 

Asia street fashion (2014). Pre-order kue arai? (What is pre-order?) [Online]. Available 

at: http://www.asiastreetfashion.com/%E0%B8%9E%EO%B8%A3%EO%B8%B5% 

EO¾B8%AD%E0%88%AD¾E0%B9%80%E0%B8%94%EO%B8%AD¾EO¾B8%A3 

%EO¾B9%8C%EO%B8%84%EO%B8%B7%EO%B8%AD%EO%B8%AD%EO%B8% 

BO%E0%89%84%EO%B8%A3. Accessed: 22nd July 2014. 

Assael, H. (1998). Consumer behaviour and marketing action. 6ih edn. Ohio: South

Western College Publishing. 

Autrey, R. L. and Bova, F. (2012). 'Gray markets and multinational transfer pricing', 

Accounting Review, 87(2), pp.393-421. 

Bain, M. (2015, August 18). Thailand's enormous luxury shopping sector has a lot to Jose 

from the Bangkok bombing. Quartz Media [Online]. Available at: 

https://qz.com/482079/thailands-enormous-luxury-shopping-sector-has-a-lot-to-lose

from-the-bangkok-bombing/. Accessed: 5111 March 2017. 

Bain and Company (2012). Luxury goods market predicted to grow six to seven percent 

in 2012, defying global turmoil and spreading to new markets� according to spring update 

of Bain & Company's luxury goods worldwide market study [Online]. AvailabJe at: 

http://www.bain.com/about/press/press-releases/luxury-goods-market-predicted-to

grow-six-to-seven-percent-in-2012.aspx. Accessed: 4th January 2014. 

Bain and Company (2013). 2013 Luxury goods worldwide market study (12th edition) 

[Online]. Available at: http://recursos.anuncios.com/files/58 l /60.pdf. Accessed: l 7d1 July 

2014. 

Bain and Company (2013). Luxury goods worldwide market study fall 2013 [Online]. 

Available at: http://www.bain.com/publications/articles/luxury-goods-worldwide

market-study-fa1l-2013.aspx. Accessed: 24th June 2014. 

Bain and Company (2015). Luxury Goods Worldvvide Market Study Fall-Winter 2015: 

A Time to Act-How Luxury Brands Can Rebuild to Win Available at: 

http://www.bain.com/lmages/BAIN_REPORT_Global_Luxury_2015.pdf. Accessed: 

2nd Febmary2017. 

279 

http://www.bain.com/lmages/BAIN_REPORT_Global_Luxury_2015.pdf
http://www.bain.com/publications/articles/luxury-goods-worldwide
http://recursos.anuncios.com/files/58
http://www.bain.com/about/press/press-releases/luxury-goods-market-predicted-to
https://qz.com/482079/thailands-enormous-luxury-shopping-sector-has-a-lot-to-lose
http://www.asiastreetfashion.com/%E0%B8%9E%EO%B8%A3%EO%B8%B5


Bain and Company (2016). Luxury Goods Worldwide Market Study, Fall-Winter 2016 

[Online]. Available at: http://www.bain.com/publications/articles/luxury-goods

worldwide-market-study-fall-winter-2016.aspx. Accessed: 2nd February 2017. 

Bain and Company (2017). Global personal luxury goods market expected to grow by 

2-4 percent to €254-259bn in 2017, driven by healthier local consumption in China and 

increased tourism and consumer confidence in Europe [Online]. Available at: 

https://altagamma.it/ rnedia/source/l 70529%20Bain%20Luxury%20Study% 

20Spring%20Update%20-¾20SENT.pdf. Accessed: 151 June 2017. 

Bakewell, C. and Mitchell, V .-W. (2003). 'Generation Y female consumer decision

making styles'. International Journal of Retail and Dislribution Management, 31 (2), 

pp.95-106. 

Bangkok Post (2014, July 1). B 10,000 Jim.it on incoming duty. Bangkok Post [Onlinel. 

Available at: http://www.bangkokpost.com/news/local/418345/customs-enforcing-duty

free-Jimits-on-personal-goods-purchased-overseas. Accessed: 14°1 July 2014. 

Bangkok Post (2018, March 19). Corruption 'too ingrained in society to fix'. Bangkok 

Post [Online]. Available at: https://www.bangkokpost.com/news/general/1430694/ 

corruption-too-ingrained-in-society-to-fix. Accessed: la51 August 2018. 

Bank of Thailand (2017). Unemployment [Online]. Available at: http://www.bot.or.th/ 

English/Statistics/Grapb/Pages/Unemployment.aspx. Accessed: 20th March 2017. 

Batkoska, L. and Koseska, E. (2012). 'The impact of cognitive learning on consumer 

behaviour'. Procedia- Social and Behavioural Sciences, 44, pp.70-77. 

BBC News (2014, March 12 ). Thailand cuts interest rates to lowest in three years. BBC 

News [Online). Available at: http://www.bbc.eo.uk/news/business-26540672. Accessed: 

22nd July 2014. 

Bearden, W. 0. and Etzel, M. J. (1982). 'Reference group influence on product and brand 

purchase decision'. Journal of Consumer Research, 9(2), pp.193-194. 

Beck, A. T. (1976). Cognitive therapy and the emotional disorders. New York: 

International Universities Press. 

Beck. R. and Fernandez, E. (1998). 'Cognitive-behavioral therapy in the treatment of 

anger: a meta-analysis', Cognitive Therapy and Research, 22, pp.63-74. 

280 

http://www.bbc.eo.uk/news/business-26540672
http://www.bot.or.th
https://www.bangkokpost.com/news/general/1430694
http://www.bangkokpost.com/news/local/418345/customs-enforcing-duty
https://altagamma.it
http://www.bain.com/publications/articles/luxury-goods


Belk. R.W. (1985). 'Materialism: Traits aspects ofliving in themateriaJ world', Journal 

of Consumer Research, 12, pp,265-280. 

Belk, R.W. (1988). 'Possessions and the extended self. Journal of Consumer Research. 

15, pp.139-168. 

Belk. R. W. (1995). 'Hyperreality and globalization: culture in the age of Ronald 

McDonald', Journal of Internalional Consumer Marketing, 8(3-4). pp.23-38. 

Berman, B. and Dong, M. (2016). 'Gray markets: past, present, and future'. The 

International Review ofRetail, Distribution and Consumer Research, 26(1), pp. 95-111. 

Bernard, R. H. (2012). Social research methods: Qualitative and quantitative 

approaches. 2nd ed. Thousand Oaks, CA: Sage. 

Beny, J.C. (1994). The idea of luxwy: a conceptual and historical investigation. l 51 edn. 

Cambridge: Cambridge University Press. 

Berthon, P., Pitt, L., Parent,.M., and Betihon J.-P. (2009). 'Aesthetics and Ephemerality: 

observing and preserving the luxury brand', California Management Review, 52(1), 

pp.45-66. 

Bevan, N. (1995). 'Measuring usability as quality of use', Software Quality Journal, 4, 

pp.115-150. 

Bian, Q. and Forsythe, S. (2012). 'Purchase intention for luxury brands: a cross cultural 

comparison', Journal of Business Research, 65(10), pp.1443-1451. 

Blackwell, R. D .. Miniard, P. W .. and Engel, J. F. (2001). Consumer behavior. 9th edn. 

Mason: South-Western, Thomson Learning. 

Booker, A. (2015, March 23). Price drops alone won't boost luxury sales in China. China 

Lwmy Advisors [Ouline]. Available at: http://chinaluxuryadvisors.com/price-drops

alone-wont-boost-luxury-sales-in-china/. Accessed: 20th April 2017, 

Boonlertvanich, K. (2009). 'Consumer buying and decision making behavior of a cligital 

camera in Thailand\ RU International Journal, 3, pp.57-66. 

Boonpradub, W. and Thechatakerng, P. (2015). 'Brand endorsemem by celebrity in 

Thailand: 7Ps of marketing mix and the impact of brand alliance'� International Journal 

ofTrade, Economics and Finance. 6(1). pp. 8-13. 

281 

http://chinaluxuryadvisors.com/price-drops


Bourdieu. P. (1984). Distinction: a socialjudgmen.t of taste, Nice, R. (trans). Cambridge, 

MA: Harvard University Press. 

Bourne, F. S. (1957). Group influence in marketing and public relations. InLikert, R. and 

Hayes, S. P. Jr. (Eds.), Some applications of behavioural Research (pp.207-252) Paris: 

Unesco. 

Brady, M. K., Robertson, C. J., and Cronin. J. J. (2001 ). 'Managing behavioral intentions 

in diverse cultural environments: an investigation of service quality, service value and 

satisfaction for American and Ecuadorian fast-food customers'. Journal of International 

Management, 7(2), pp.129-149. 

Brand, V. (2009). 'Empirical business ethicsresea.rch and paradigm analysis', Journal o
f 

Bu._,;;iness Ethics, 86( 4), pp. 429-449. 

Braun-Latour, K. A., and Zaltman, G. (2006). 'Memory change: an intimate measure of 

persuasion', Journal of Advertising Research, 46(1), pp. 57-72. 

Braun, V. and Clarke, V. (2006). 'Using thematic analysis in psychology', Qualitative 

Research in Psychology, 3(2), pp.77-101. 

Bray, J.P. (2008). 'Consumer behaviour theory: approaches and models', Bournemouth 

University discussion paper [Online]. Available at: 

http:/ /eprints.bournemouth.ac. uk/ 10107/1/ Conswner _Behaviour_ Theory_

_Approaches _%26 _ Models.pdf. Accessed: 15th September 2014. 

Brewer, J. and Hunter, A. (1989). Multi method research: A synthesis of styles. Newbury 

Park, CA: SAGE Publication Inc. 

Brinberg, D. and Lutz, R. J. (1986). Perspectives on Methodology in Consumer Research. 

New York: Springer-Verlag. 

2ndBrislin, R.W. (2000). Understanding culture's influence on behaviour. edn. 

California: Harcourt College Publishers. 

Brown, T. A. (2015). Confirmatory factor analysis for applied research. 2nd edn. New 

York: The Guildford Press. 

Brun, A. and Castelli, C., (2013), 'The nature of luxury: a conswner perspective', 

International Journal of Retail & Distribution. Management, 41 (11/12), pp. 823-84 7. 

282 

https://eprints.bournemouth.ac


Buriyameathagul, K. (20 I 3 ). 'Characteristics of culture in Thai society and virtual 

communities', Silpalwrn University Journal of Social Sciences, Humanities, and Arts� 13 

(2), pp. 207-270. 

Byrne, B. M. (20 l 3 ). Structural Equation 1\lfodelling with AMOS: basic concepts, 

applications, and programming. 2nd edn. London: Routledge. 

CadwaJladr, C. (2012, July 16). The hypocrisy of Burberry's 'Mad in Britain' appeal. 

17ie Guardian [Online]. Available at: 

http:/ /ww.v. thegua.rdian.com/commentisfree/2012/jul / 16/burberry-china-bri tish-carole

cadwalladr, Accessed: 27th July 2014. 

Canziani, B., Watchravesringkan, K., and Yurch.isin, J. (2016). 'A model for managi.ng 

service encounters for neo-luxury consumers', Worldwide Hospitality and Tourism 

Themes, 8(1), 41-52. 

Carley, K.M. (1986). 'An Approach for retailing social structure to cognitive structure', 

Journal ofMaihemalical Sociology, 12(2), pp.37-89. 

Carraher, S. M. and Buckley, M. R. (1966). 'Cognitive complexity and the perceived 

dimensionality of pay satisfaction', Journal of Applied Psychology, 81(1), pp.102-109. 

Carson, D., Gilmore, A., Perry, C., and G:ronhaug, K. (2001 ). Qualitative marketing 

research. London: SAGE Publications. 

Casidy, R., Nuryana, A. N., and Hati, S. R. H. (2015). •Linking fashion consciousness 

with Gen Y attitude towards prestige brands', Asia Pacific Journal of Marketing and 

Logistics, 27(3), pp. 406-420. 

Cavender, R., and Kincade, D. H. (2014). Management of a luxury brand: Dimensions 

and sub-variables from a case study of L VMH. Journal of Fashion Marketing and 

Managernent. 18(2), pp. 231-248. 

Cavusgil, S.T .. Knight, G., Riesenberger, J., and Yaprak, A (2009). Conducting market 

research for international business. New York: Business Expert Press. 

Chad.ha. R. and Husband, P. (2006). The cult of the hu-ury brand: inside Asia's Love affair 

with lux:wy. 1s1 edn. London: Nicholas Brealey International. 

283 

https://managi.ng
https://thegua.rdian.com/commentisfree/2012/jul


Chaudhry, P. E. (2014). 'Confronting the gray market problem', Business Economics, 

49(4), pp. 263-270. 

Chaitrong, W. (2018, February). France in push on luxury goods duties. The Nation 

[Online]. Available at: http://www.nationmultimedia.com/detai1/Economy/30338764. 

Accessed: 25 1h April 2018. 

Chan, J. (20 l 2). 'AP AC keeps the global luxury market flying', Campaign Asia-Paci.fie. 

pp. 51-52. 

Chan, C., Berger, J., and Boven L.V. (2013). 'Identifiable but not identical: combining 

social identity and uniqueness motives in choice', Journal of Consumer Research, 39(1), 

pp, s288-s300. 

Chan, W. Y., To, C.K.M., Chu, W.C. (2015). 'Materialistic consumers who seek unique 

products: How does their need for status and their affective response facilitate the 

repurchase intention ofluxury goods?', Journal of Retailing and Consumer Services, 27, 

pp. 1-10. 

Chao, A. and Schor, J.B. (1998). 'Empirical tests of status consumption: evidence from 

woman's cosmetics', Journal of Economic psychology, 9(1), pp.107-131. 

Chartrand, T. L., Huber, J., Shiv, B., and Tanner, R. J. (2008). 'Nonconscious goals and 

consumer choice\ Journal o_(Consumer Research, 35(2): pp. 189-201. 

Chaudhuri, H. and Manjumar, M. (2006). <Qf diamonds and desires: understanding 

conspicuous consumption from a contemporary marketing perspective', Academy of 

Marketing Science Review, 11(2), pp.1-18. 

Cheah. I., Phau, 1., Chong, C., and ShimuJ, A. S. (2015). 'Antecedents and outcomes of 

brand prominence on willingness to buy luxury brands', Journal of Fashion Marketing 

and Management, 19(4), pp. 402-415. 

Chen, H.-L. (2007). 'Gray marketing and its impacts on brand equity', Journal of Product 

and Brand Management, 16( 4), pp.24 7-256. 

Chen, S. and Lamberti, L. (2015). 'Entering the dragon's nest: exploring Chinese upper

class consumers' perception of luxury', Qualitative Market Research, 18(1), pp. 4-29. 

284 

http://www.nationmultimedia.com/detai1/Economy/30338764


Chesters, L. (2014, July 8). Luxury goods market: America becomes absolutely fabulous.-
Northern Star News [Online]. Av ailable at: http://www.northernstar.eom.au/news-
/luxury-goo<ls-market-america-becomes-absolutely-fab/2312066/. Accessed: 31-st July-
2014. 

Chevalier, M. and Gutsatz, M. (2012). Luxu1y retail management: how the worlds' top 

6rands provide quality product and service support. Singapore: Jolm Wiley and Sons 

Singapore. 

Chevalier, M. and Lu, P. X. (2010). LuxwJ, China: market opportunities and potential. 
Singapore: John Wiley and Sons (Asia). 

Chimprabha, M. (2014, July 14). China seeks visa-free privilege for its totuists to 

Thailand. The Nation Newspaper [On-line]. Available at: 

http://www.nationrnultimedia.com/natianal/China- seeks� visa-free-privilege-for-its

tourists-t-30238417 .html. Accessed: 29th July 2014. 

Ch.inadaily (2011, November 22). Over half ofluxury consumption occurs overseas. 

China DaiZY [Online]. Available at: http://www.chiuadaily.eom.cn/china/2011-

l I /22/content- 14143 564.htm. Accessed: 4th January 20 I 4-_ 

Chirunaneevong, C. (2014, July 18). Free visa for Chinese and Taiwanese for 3 months. 

Bangkok Post [Online]. Available at: http://www.bangkokpost.com/business/tourism 

/421076/free-'Visa-for-chinese-and-taiwanese-for-3-months. Accessed: 26111 July 20 l 4. 

Chisnall, P. (2005). Marketing research. 7'11 edn. Berkshire: McGrnw-Hill. 

Chitrakorn, K. (2016, February S). Can China end the illicit 'Daigou' trade? Business of 

Fashion [Online]. Available at: https://www.businessoffashion.com/articles/global

currents/can-china-put-an-end-to-the-illicit-daigou-trade. Accessed: 2nd May 2017. 

Choi, T.-M. (2014). Fashion, branding and consumer behaviours: scienti.fi.c models. New 

York: Springer Sceince Business Media. 

Choo, H.J., Moon, H., Kim, H., and Yoon, N. (2012).'Luxury customer value', Journal

a/Fashion Marketing and Management, 16(1), pp.81-101. 

Churchill, G. A. Jr. and Brown, T. J. (2007). Basic marketing research. �11 edn. Mason,-

OH: Thomson/South Western. 

285 

https://www.businessoffashion.com/articles/global
http://www.bangkokpost.com/business/tourism
http://www.chiuadaily.eom.cn/china/2011
http://www.nationrnultimedia.com/nati
http://www.northernstar.eom.au/news


Churchill, G. A. Jr. and Iacobucci_ D. (2009). Marketing research: methodological 

foundations. 10th edn. Mason: South Western Cengage Learning.i

Clru·k, J. (2015). Fashion merchandising: principles and practice. London: Palgrave. 

Clow. K. E. and James, K. E. (2014). Essentials ofmarketing research: putting research 

into practices. California: SAGE Publicalions Inc. 

Collins, H. (20 l 0). Creative research: the theory and practice o
f

research for the creative 

industries. Lausanne: AV A Publjslung. 

Collins, K. M., Onwueghuzie, A. J., and Jiao, Q. G. (2007). 'A mixed methods 

investigation of mixed methods sampling designs in social and health science research', 

Journal of Mixed Methods Research, 1(3), pp. 26i7-294. 

Cameo, G. and Jeanne, 0. (1997). 'Snobs, bandwagons, and the origin of social customs 

in consumer behavior', Journal of Economic Behavior and Organization. 32(3), pp.333-

347. 

Comwel-Smith, P. (2005). Very Thai: everyday popular cuJture, The review o_fVery Thai: 

everyday popular culture by Cornwel-Smith, pp.l -34. St. Olaf College [Online]. 

Available at: 

http://www.stolaf.edu/depts/cis/wp/washbum/WEB%20PORTF0Ll0! ! !/lnspiration/ann 

otations/Very%20Thai.doc. Accessed: 3rd August 20l4. 

Cowart, K. 0., and Goldsmith, R. E. (2007). 'The influence of consumer decision-making 

styles on online apparel consumption by college students', International Joumal of 

Consumer Studies, 31 (2007), pp. 639-647. 

Cowley. E. (2007). 'How enjoyable was it? Remembering an affective reaction to a 

previous consumption experience', Journal of Consumer Research, 34(4), pp. 494-505. 

Craggs, R. (2017, May, 22). Is it safe to visit Thailand right now?. Conde Nast Traveler 

[Online]. Available at: https://www.cntraveler.com/story/is-it-safe-to-visit-tbailand

right-now. Accessed: 1 st June 2017. 

Creswell, J. W. (2014). Research design: qualitative, quantitative, and mixed methods 

approaches. 4th edn. London: SAGE Publications. 

286 

https://www.cntraveler.com/story/is-it-safe-to-visit-tbailand
http://www.stolaf.edu/depts/cis/wp/washbum/WEB%20PORTF0Ll0


Cronin, J .. Brady. M., and Hult, G. (2000). 'Assessing the effects of quality, value and 

customer satisfaction on consumer behavioral intentions in service environments', 

Journal of Retailing, 76(2), pp.193-218. 

Crotty, M. (1998). The foundations of social research: meaning an.d perspective in the 

research process. London: SAGE Publications. 

Crossan, F. (2003). 'Research philosophy: towards an understanding', Nurse 
Researcher, 11(1), pp. 46-55. 

D'Arpizio, C. (2013). Luxury goods worldwide market study fall 2013 [Online]. 

Available at: http://www.bai.n.com/publications/articles/luxury-goods-worldwide

market-study�fall-2013.aspx. Accessed: 27th July 2014. 

D'Arpizio, C. (2014). Luxmy goods worldwide market study spring 2014 [Online]. 

Available at: http://wvvw.bain.com/publications/articles/luxury-goods-worldwide

market-study-spring-2014 .aspx. Accessed: 30th July 2014. 

Danziger, P. N. (2017). Luxury Markel Growth In 2017? Keep Your Expectations Low 

[Online]. Available at: https://www.forbes.com/sites/pamdanziger/20 l 7 /06/05/luxury

market-growth-in-2017-keep-your-expectations-low/#fa4d l 6d38b83. Accessed: 8th June 

2017. 

Day, D. V. (2014). The Oxford handbook of leadership and organization. New York: 

Oxford University Press. 

Deakin, H. and Wakefield, K. (2014). 'Skype interviewing: reflections of two PhD 

researchers', Qualitative research, 14(5), pp.603-616. 

Deloitte (2016). The Thailand consumer survey: onwards and upwards [Online}. 

Available at: https://www2.deloitte.com/content/dau-i/Deloitte/jp/Docuroents/consumer

business/cp/jp-cp-ci2016tl-eng.pdf. Accessed: 22nd March 2017. 

Deloitte (2017) . Global powers of luxury goods 2017. The new luxury consumer 

[Online]. Available at: 

https://www2.deloitte.com/content/dam/Deloitte/global/Documents/consumer

industrial-products/gx-cip-global-powers-luxury-2017.pdf. Accessed: 2nd June 2017. 

Deloitte and AGMA (2011). When channel incentives backfire strategies to help reduce 

gray market risks and improve profitability [O11line]. Available at: 

http://www.agmaglobal.org 
287 

http://www.agmaglobal.org
https://www2.deloitte.com/content/dam/Deloitte/global/Documents/consumer
https://www2.deloitte.com/content/dau-i/Deloitte/jp/Docuroents/consumer
https://www.forbes.com/sites/pamdanziger/20
http://wvvw.bain.com/publications/articles/luxury-goods-worldwide
http://www.bai.n.com/publications/articles/luxury-goods-worldwide


/cms/uploads/whitePapers/AGMAo/o20Deloittte%20When%20cbaimel%20incentives% 

20backfire%20FINAL%204-l4-11 .pdf. Accessed: pt July 2014. 

Demetriou, D. (2014, April 14). Japanese shoppers shun luxury goods after sales tax 

rise. The Telegraph. [Online]. Available at: 

http://www.telegraph.co. uk/finance/economics/10764 76 7/ Japanese-shoppers-shun

luxury-goods-after-sales-tax-rise.htrnl. Accessed: 24th July 2014. 

DeVellis, R. F. (2012). Scale development: theory and applications. 3 rd ecln. California: 

SAGE Publications, Inc. 

Dibb, S., Simpldn� L., Pride, W. M., and Ferrell, O.C. (1994). Marketing: Concepts and 

Strategies. 2nd European edn. Boston: Houghton Mifflin. 

Dittmar, H. (1994). 'Material possessions as stereotypes: material images of different 

socio-economic groups', Journal of Economic Psychology, 15, pp.561-585. 

Donze, P .-V ., and Fujioka, R.(2017). Global luxury: organizational change an.d emering 

markets since the 1970s. G ateway East: PalgraveMacmillan. 

Dubois, B. and Duquesne P. (1993). 'The market for luxury goods: income versus 

culture', European Journal of Marketing, 27 ( l), pp.35-44. 

Dubois, B. and Laurent, G. (1994). 'Attitudes towards the concept of luxury; an 

exploratory analysis', Asia-Pacific Advances in Consumer Research, 1 (2), pp.273-278. 

Dubois, B., Laurent, G., and Czellar, S. (2001). Consumer rapport to luxury: analyzing 

complex and ambivalent attitudes. Paris: Groupe HEC. 

Duma, F., Hallier-Willi, C., and Steinmann, C. (2015). The business of luxury (SML 

essentials). Zurich: vdf Hochsclmlverlag AG. 

Durvasula, S., Lysonski, S., and Andrews, J. C. (I 993). 1 Cross-cultural generalizability 

of a scale for profiling consumers' decision-making styles', The Journal of Consumer 

A.flairs, 27( 1 ), pp.55-65. 

Eagle, L., Kitchen, P. J., Rose, L., and Moyle, B. (2003). 'Brand equity and brand 

vulnerability: the impact of gray marketing/parallel impo11ing on brand equity and 

values', European Journal of Marketing, 37 (10), pp.1332-1349. 

288 

http://www.telegraph.co


East, R. ( 1990) . Changing Con.sumer Behaviour. London; Cassell, 

Easterby-Smith, M., Thorpe, R., and Jackson, P. (2012). Management research. 4th edn. 

London: SAGE Pllb1ications. 

Edwards, W. (I 954). 'The theory of decision making', Psychological Bulletin, 41, 
pp.380-417. 

Edwards, W. (1961). 'Behavioral decision theory', Annual Review of Psychology, 12. 

pp.4 73-498. 

Egger, M., Zellweger-Zahner, T., Schneider, M .• Junker, C., Lengeler, C., and Antes, G. 

( 1997). 'Language bias in randomised controlled triaJs published in English and German', 

Lancet, 350(9074), pp.326-329. 

Ehrenberg, A.S.C. (198&). Repeat buying - facts, theory and applications. London: 

Griffin. 

Elu.-lich, R. (2015, June 16). The secret lives of Thailand's counterfeits. CNN [Online]. 

Available at: https://edition.cnn.com/travel/article/thailand-counterfeiters

fake/index.htm1. Accessed: 26th April 2017. 

Engel, J.F., Kollat, D.T., and Blackwell, R.D. ( 1982). Consumer behavioJ•. 4th edn. New 

York: Rinehart and Winston. 

Erdeneb ileg, Z. (2016, December 2). Daily minimum wage rates in Thailand to increase 

from Jrumary I, 2017. ASEAN Briefing [Online]. Available at: 

http:/ /www.aseanbriefing.com/news / 2016/ l 2/02/daily-minimum-wage-thailand

increase-j anuary-1-2017 .html. Accessed: 20th March 2017. 

Erickson, G. and Johansson, J. K. (1985). The role of price in multi-attribute product 

evaluations'. Journal of Consumer Research, 12, pp. 195-199. 

Esterik, P. V. (2000). Materializing Thailand. Oxford: Berg. 

Euromoneytrading (2006). 'Asia's rules on grey market goods', Managing Intellectual 

Property, 2006, pp.38-45. 

Euromonitor (2013). Luxury goods record good growth [Online). Available at: 

http://www.marketresearchworld.net/content/view/53 85/7 6/. Accessed: 30th July 2014. 

289 

http://www.marketresearchworld.net/content/view/53
www.aseanbriefing.com/news
https://edition.cnn.com/travel/article/thailand-counterfeiters


Euromonitor (2015). Luxury goods market in 2016 [Online]. A vailabJe at: 

http://blog.euromonitor.com/20 J 5/l 2/luxury-goods-market-in-2016.html. Accessed: 14th 

February 2017. 

Euromonitor (2016). Luxury goods m Thailand [Online]. Available at: 

http://www.euromonitor.com/luxury-goods-in-thailand/repo1t. Accessed: 16th February 

2017. 

Euromonitor (2018). Luxury goods m Thailand [Online]. Avai !able at: 

27 thhttp://www.euromonitor.com/luxury-goods-in-thailand/report. Accessed: April 

2018. 

Fabrigar, L. R., Wegener, D. T., MacCal11um, R. C., and Strahan, E. J. (1999). 'Evaluating 

the use of exploratory factor analysis in Psychological research', Psychological Methods, 

4(3), pp. 272-299. 

Fan, J. X. and Xiao, J. J. (1998). 'Consumer decision-making styles of young-adult 

Chinese', Journal of Consumer Affairs, 32(2), pp.275-294. 

Farley, .T. U. and Ring, L. W. (1970). 'An empirical test of Howard-Sheth model of buyer 

behaviour', Journal of Marketing Research, 7, pp.427-438. 

Farquhar, J. D. (2012). Case study research for business. London: SAGE Publications 

Inc. 

Faulkner, D. and Campbell, A. (2006). The Oxford Handbook o f Strategy: A Strategy 

Overview and Competitive Strategy. Oxford: Oxford University Press. 

Femquest, J. (2016, January 6). Luxury import tax cut to take lead from Hong Kong and 

Singapore. Bangkok Post [Online]. Available at: 

http://www.bangkokpost.com/leaming/work/817832/luxu.ry-impo11-tax-cut-to-take

lead-from-hong-kong-singapore. Accessed 17th February 2016. 

Festinger. L. (1954). 'A theory of social comparison process', Human Relations, 7, 

pp.117-140 . 

Fevre, J. L. (2013, April 14). Thailand aims for AEC tourism hub. The Establishment 

Post [online]. Available at: http://www.establishmentpostcom/thailand-ai.ms-for-aec

tourism-hub/. Accessed: 6th August 2014. 

290 

http://www.establishmentpostcom/thailand-ai.ms-for-aec
http://www.bangkokpost.com/leaming/work/817832/luxu.ry-impo11-tax-cut-to-take
http://www.euromonitor.com/luxury-goods-in-thailand/report
http://www.euromonitor.com/luxury-goods-in-thailand/repo1t
http://blog.euromonitor.com/20


Fisher, T. C. G. and Waschik, R. G. (2002). Managerial economics: a game theoretic 

approach. 1est edn. Abingdon: Routledge. 

Fletcher, R. and Crawford, H. (2014 ). International marketing: an Asia-pac(fic 

perspective. Frenchs Forest: Pearson Australia. 

Fowler, F. J. (1984). Survey research methods. Thousand Oaks. CA: SAGE. 

FoxalJ, G. (1990). Consumer psychology in behaviouralpen,pective. London: Rout ledge. 

Fredrickson, T. (2017. May 24). Thailand in social media world's top 10. Bangkok Post 

[Online]. Available at: 

ht1p :/ /www. ban gkokpost. com/learning/advanced /125 5403/thai I and-in-social-media

worl ds-top-10 _. Accessed; 16th June 2017. 

Frontier Economics (2012). The value of the cultural and creative industries to the 

European economy. Frontier Economics [Online]. Available at: 

http://www.comjtecolbert.com/assets/files/parngraphes/fichiers/20/Thevalueofthecultura 

landcreative.PDF. Accessed: 23 th July 2014. 

Gallini, N. T. and Hollis, A. ( I 999). 'A contractual approach to the gray market', 

Internati'onal Review o.(Law and Economics, 19(1)� pp.1-21. 

Gan Integrity (2017). Thailand corrnption report. Gan integrity [Online]. Available at: 

sthttps://www.business-anti-corruption.com/com1try-profilesffi1ai1and. Accessed: 1e

August 2018. 

Gardetti, M. A., and Torres, A. L. (2015). Sustainable lu:xury: managing social and 

environmental pe,formance in iconic brands. Oxon: Routledge 

Garfein, R.T. (1989). 'Cross-cultural perspectives on the dynamics of prestige', Journal 

of Services Marketing, 3(3), pp.17-24. 

Gatignon, H. (2010). Statistical analysis of management data. 2nd edn. New York: 

Springer Science and Business Media. 

Giddings, L. S. (2006). 'Mixed-methods research: positivism dressed in drag?', Journal 
of Research in Nursing, 11(3), pp.195-203. 

291 

https://www.business-anti-corruption.com/com1try-profilesffi1ai1and
http://www.comjtecolbert.com/assets/files/parngraphes/fichiers/20/Thevalueofthecultura


Giovamlini, S ., Xu. Y., and Thomas. J. (2015). 'Luxury fashion consumption and 

generation Y consmners', Joumal of Fashion A1arketing and Management. 19(1 ), pp. 22-

40. 

Glaholt,M. G., and Reingold, E.M. (2009). 'Stimulus exposure and gaze bias: A further 

test of the gaze cascade model', Attention. Perception, and Psychophysics, 71(3), pp. 

445-450.a

Glaholt, M. G.,Wu, M. C., and Reingold, E.M. (2010). 'Evidence for top-down control 

of eye movements during visual decision making', Journal of Vision, 10(5), pp. 15. 

Goel, D. and Gupta, R.(2014). 'Welfare impact of grey market: conswner's perspective'. 

!nteniational Journal of Emerging Research in Management and Technology, 3(5), pp.a

4-7.a

Gofton, L. and Ness, M. (1997). Business Market Research. London: Kogan Page 

Limited. 

Goswami, S., and Khan, S. (2015). ,[mpact of consumer decision-making styles on online 

apparel consumption in india', Vision, 19( 4), pp. 303-311. 

Gray, D. E. (2014). Doing research in tlze real world. 3rd edn. London: SAGE 

Publications Inc. 

Groth, J.C. and McDaniel, S. W. ( 1993). 'The exclusive value principle: the basis for 

prestige pricing', Journal ofConswner Nlarketing, 10 (1), pp.10-16. 

Guba, E.G. and Lincoln, Y. S. (1994). Competing paradigms in qualitative research. In 

Denzin, N.K. and Lincoln, Y.S. (Eds.), Handbook of Qualitative Research (pp.105-117). 

Thousand Oaks: SAGE. 

Gunter , B. and Fumham, A ( 1992). Consumer profiles: an introduction to 

psychographics. London: Routledge. 

Hafstrom. J.L., Chae, J.S., and Chung, Y.S. (1992). 'Consumer decision-making styles: 

comparison between United States and Korean Young consumers', Journal ofConsumer 

Affairs, 26(1), pp.146-158. 

Hai-Jew, S. (2015). Enhancing qualitative and mixed methods research with technology. 

Hershey, PA: IGI Global 

292 



Hair, J. F. Jr., Celsi, M. W., Money, A.H .. SamoueJ, P., and Page, M. J. (2015). Essentials 

of business research methods. 2nd edn. Oxon: Routledge. 

Hamilton. M., Kaltcheva, V. D., and Rohm. A. J. (2016). 'Hashtags and handshakes: 

Consumer motives and platform use in brand-consumer interactions', The Journal of 

Consumer Marketing, 33(2), pp. 135-144. 

Han, H. (2010). 'The investigation of countty-of-origin effect-using Taiwanese 

consumers' perceptions of luxury handbags as example', The Journal of American 

Academy of Business, 15(2), pp.67-72. 

Hancock, T. (2017). Chinese shoppers begin to buy luxury brands again - at home 

[Online]. Available at: https://www.ft.com/content/61 bcl 03a-e38a-l 1 e6-8405-

9e5580d6e5tb. Accessed: 4 th February 2017. 

Harding, J. (2013). Qualitative data analysis from start to finish. London: SAGE 

Publications. 

Hanison, R. L., and Reilly, T. M. (2011 ). 'Mixed methods designs in marketing research', 

Qualitative Market Research, 14(1), pp. 7-26. 

Head, J. (2018, April 7). Thailand's constitution: new era, new uncertainties. BBC NEWS 

[Online]. Available at https://www.bbc.eo.uk/news/world-asia-39499485. Accessed: 

26th April 2018. 

Heardman, P. (2017, June 30). We asked people at the Supreme x Louis Vuitton drop 

how thy afford it. Vice [Online]. Available at: 

https://www.vice.com/en_uk/article/paddk8/we-asked-people-at-t11e-supreme-x-loujs

vuitton-drop-how-they-can-afford-it. Accessed: 2nd August 2017. 

Hennigs, N., Wiedmann, K., Klarmann, C., and Belu-ens, S. (2015). 'The complexity of 

value in the luxury industry', International Journal of Retail and Distribution 

Management, 43(10), pp. 922-939. 

Herrman, R. 0. and W arland, R.H. ( 1990). 'Consumers' use of recommended food buying 

practices', The Journal of Conswner A,ffairs. 24(2), pp.307-325. 

Hirschman, E. C. and Holbrook, M.B. (1982). 'Hedonic consumption: emerging 

concepts. methods and propositions', Journal of Marketing, 46, pp.92-101. 

293 

https://www.vice.com/en_uk/article/paddk8/we-asked-people-at-t11e-supreme-x-loujs
https://www.bbc.eo.uk/news/world-asia-39499485
https://www.ft.com/content/61


HKTDC Research (2014). Thailand: market profile [Online]. Available at: 

http:/ /emerging-marketsresearch. h.ktdc. com/businessnews/article/ Asia/ 

ThailandMartkeProfile/mp/en/1/lX00OO00/l X003IMW.htm. Accessed: 26th July 2014. 

HK.TDC Research (2017). Thailand: sound economic fundamentals (Online]. Available 

at: http://economists-pick-research.hktdc.com/business-news/article/Economic

Forwn/Thailand-Sound-Economic-Fundamentals/ef/en/l /lXOOOOOO/lXOAAOQA.htm. 

Accessed: 26th July 2017. 

Ho, J. C., Moon, H., Kim, H, and Yoon, N. (2012). 'Luxury customer value', Journal of 

Fashion Marketing andManagernent, 16(1), pp.81-101. 

Hoffmann, J.  and Coste-Ma.niere, I. (2012). Luxu,y strategy in action. Hampshire: 

Pelgrave Macmillan. 

Hofstede, G. ( 1980). Cultural consequences: international differences in ·work-related 

values. pt edn. California: Sage Publication. 

Hofstede, G. (1991). Cultures and organizations: software of the mind. London: 

McGraw-Hill. 

Hofstede, G. (2001). Culture's Consequences: Comparirzg Values, Behaviors, Institutions 

and Organizations Across Nations. 2nd edn. California: SAGE Publications Inc. 

Holt, D.B. (1995). 'How consumers consume: a typology of consumption practices', 

Joumal of Consumer Research, 22, pp.1-16. 

Horton, R. L. (1984). Buyer Behaviour: A Decision-Making Approach. Columbus: Bell 

and Powell. 

Howard, J. A. and Sheth, J. N. (1969). The theory o.f buyer behavior. New York: John 

Wiley and Sons. 

Howitt, D. and Cramer, D. (2008a). lntroduction to SPSS in Psychology:forversion 16 

and earlier. 4th edn. Essex: Pearson Education Limited. 

Howitt, D. and Cramer, D. (2008b). Introduction to statistics in psychology, 4th edn. 

Essex: Pearson Education Limited. 

Hoyer, W. D. and Macinnis, D. J. (2008). Consumer behaviour. 5th edn. Mason: Cengage 

learning. 

294 

http://economists-pick-research.hktdc.com/business-news/article/Economic


Hung, K.-P., Chen, A.H.. Peng, N., Hackley. C., Rungpaka, A.T., and Chou. C. 

(2011). 'Antecedents of luxury brand purchase intention'. Journal of Product and Brand 

Management, 20(6), pp.457-467. 

Hunt, S. D. (2010). Marketing themy: foundations, controversy. strategy, resoutce

advantage theory. New York: M.E. Sharpe, Inc. 

Hunt� S. D. and Pappas, J. L. (1972). A crucial test for the howard-sheth model of buyer 

behavior. Journal of Marketing Research, 9, pp.346-348. 

Husic, M. and Cicic, M. (2009). 'Luxury consumption factors', Journal of Fashion 

Marketing and Management, 13(2), pp.231-245. 

Imai, K. (2017). Quantitative social science: an introduction. Oxfordshire: Princeton 

University Press. 

lpsos (2013). Aseanspulse feature report: Thailand poised as the next lm-.'lu-y shopping 

desti11ation [Online]. Available at: http://www.ipsos.com/sites/ipsos.com/files/ ASEAN 

%20Pulse%20Feature%20Report%20-%20Thailand%20Luxury%20(Issue%202).pdf. 

Accessed: 5°1 August 2014. 

lpsos (2017). Thailand 2017, beyond the concerns. Jpsos [Online]. Available at: 

https.://www.ipsos.com/sites/default/files/2017-07/Ipsos-Thailand-Fair-2017 .pdf. 

Accessed: 5th August 2017. 

lnsid,eRetailAsia (2016). Indonesia leading charge. says Asia luxury index. Inside Retail 

Asia [Online]. Available at: https://insideretail.asia/2016/09/02/indonesia-leading

charge-says-asia-Juxury-index/. Accessed: 6th May 20 I 7. 

Iravani_ F., Dasu, S., and Ahmadi, R. (2016). 'Beyond price mechanisms: how much 

can service help manage the competition from gray markets?', European Journal of 

Operation Research, 252(3), pp. 789-800. 

Israel, M. (1015). Research ethics and integrity for social scientists: beyond regulatory 

compliance. 2nd edn. London: Sage Publications Ltd. 

Jacoby. J. and Chestnut. R. W. (1978). Brand Loyalty: Measurement and management. 

New York: John Wiley and Sons. 

295 

https://insideretail.asia/2016/09/02/indonesia-leading
https://https.://www.ipsos.com/sites/default/files/2017-07/Ipsos-Thailand-Fair-2017
http://www.ipsos.com/sites/ipsos.com/files


Jain, S., Khan, M.N., Mishra, S. (20 I 5). 'Factors affecting luxury purchase intention: a 

conceptual framework based on an extension of the theory of planned behaviour', South 

Asian Journal of Management, 22( 4), pp. 136-163. 

Jamal, A. and Goode, M. (2003). 'A study of the impact of self-image congruence on 

brand preference and satisfaction', Marketing Intelligence andPlanning, 19, pp.482-492. 

Jiang, L., and Shan, J. (2018). 'Heterogeneity ofluxury value perception: A generationaJ 

comparison in china' International Marketing Review, 35(3), pp. 458-474. 

Jitpleecheep, P. (2014, April 2), Central Embassy ready to roll. Bangkok Post [Online].o

Available at: http://www.bangkokpost.com/business/retail/402950/centraJ-em bassy

ready-to-roll. Accessed: 30°1 July 2014. 

Johnson, R. B. and Onwuegbuzie, A. J. (2004). 'Mixed Methods Research: A research 

paradigm whose time has corne',EducationalResearcher, 33(7), pp.14-26. 

Johnston, K. and Lee, J. (2017, January 19). The Supreme Louis Vuitton collection is 

here. GQ [Online]. Available at: http://www.gq-magazine.co.u.k/article/supreme-louis

vuitton-collaboration. Accessed: 2nd August 2017. 

Joines, J., Scherer, C., and Scheufele, D. (2003). 'Exploring motivations for consumer 

web use and their implications for e-commerce', Journal of Consumer Marketing, 20(2), 

pp.90-108. 

Kacen, J. J., and Lee, J. A. (2002). 'The influence of culture on consumer impulsive 

buying behaviour', Journal o
f 

Consumer Psychology, 12, pp. 163-176. 

Kahle, L. R. and Chiagouris, L. (1997). Values, hfestyles, and psychographics. East 

Sussex: Psychology Press. 

Kahneman, D .. Wakk.er, P. P., and Sarin, R. (1997). 'Back to Bentham? Explorations of 

experienced utility', Quarterly Journal of Economics, 112(2), pp. 3 75-405. 

Kamaruddin, A.R. and Mokhlis, S. (2003).'Consumer socialization, social structural 

factors and decision-making styles: a case study of adolescents in Malaysia', 

Intemcitional Journal of Consumer Study, 27(2), pp. 145-156. 

296 

http://www.gq-magazine.co.u.k/article/supreme-louis
http://www.bangkokpost.com/business/retail/402950/centraJ-em


297 

Kang, C. (2013). 'The Effects of Infom1ation Searching and Information Synunetry on 

Impulse Buying Decision', The Journal of Global Business Management, 9(1 ), pp.196-

203. 

Kapferer, J. N. (1998). 'Why are we seduced by luxID·y brands?', Journal of Brand 

Management, 6(1), pp.44-49. 

Kapferer, J. N. (2000). 'How the internet impacts on brand management', Journal of 

Brand Management, 7(6), pp.389-91. 

Kapferer, J. N. (2008). The new strategic brand management: creating and sustaining 

brand equity tong term. Londona: Kogan Page Publishers. 

Kapferer, J. N. (2015). Kapferer on luxury: how luxury brands can grow yet remain rare. 

London: Kogan Page Ltd. 

Kapferer, J. N. and Bastien, V. (2012). The luxury strategy: break the n.lles of marketing 

to build luxu1y brands. London: Kogan Page Ltd. 

Kapferer, J., Klippert, C., and Leproux, L. (2014). 'Does luxury have a minimum price? 

an exploratory study into consumers' psychology of luxury price', Journal oe
f

Revenue 

and Pricing Management, 13( 1 ), 2-1 J . 

Kapferer, J., and Valette-Florence, P. (20L6). "Beyond rarity: The paths ofluxurydes:ire. 

how luxury brands grow yet remain desirable'. The Jounial of Product and Brand 

Management, 25(2), 120-133. 

Kapoor, S., Hughes, P. C, Baldwin, J. R., and Blue, J. (2003). 'The relationship of 

inclividualism-collectivism and self-construals to communication styles in India and the 

United States', international Journal of lntercultural Relations, 27(6), pp. 683- 700. 

Kim, K., Ko, E., Xu, B., and Han, Y. (20 l 2). 'Increasing customer equity of luxury 

fashion brands through nurturing consumer attitude', Journal of Business Research, 

65(2012), pp.1495-1499. 

Kim, U. (1997) 'Asian collectivism: An indigenous perspective', Asian perspectives Ori, 

p:,ychology. Cross-cultural research and methodology series, 19, pp.14 7-163. 

King, J. (2016). Thailand perspective: Thailand diaries volume 3. New York: Pronoun 

Publishing. 



King N. (2004). Using Interviews in Qualitative Research. In Cassell, C and Symon, G. 

(Eds.), Essential Guide to Qualitative Methods in Organizational Research (pp. 11-22). 

London: SAGE Publications. 

King, N. and Honocks. C. (2010). Interviews in qualitative research. London: SAGE 

Publication. 

Kipprepon. (2014). Middle East leads luxury shopping worldwide in 2013 [Online). 

Available at: http://www.kippreport.com/fcs/middle-east-leads-luxury-shopping

worldwide-in-2013/. Accessed: 26th July 2014. 

Klein, J. (2002). 'Beyond competitive advantage', Strategic Change, 11(6), pp.317-327. 

Klenke, K. (2016). Qualitative research in the study of leadership. 2nd edn. Bingley; 

Emerald Group Publishing Limited. 

Klucharev, V., Smidts, A., and Fernandez, G. (2008). 'Brain mechanisms of persuasion: 

How "expe11 power" modulates memory and attitudes', Social Cognitive and Affective 

Neuroscience, 3(4), pp. 353-366. 

6 1hKnowles, R. A. and Castillo, C. (2011). Small business: an entrepreneur's plan. 

Canadian edn. Scarborough: Nelson Education. 

Knox, S. (1996). 'Understanding consumer decision making in grocery markets: new 

evidence from the Fishbein model', Cranfield University working paper [Online]. 

Available at: http://dspace.lib.cranfield.ac.uk/handle/1826/l l 61. Accessed: 20th August 

2014. 

Knudsen, E. I. (2007). ·Fundamental components of attention', Annual Review of 

Neuroscience, 30, pp. 57-78. 

Koch, C. (2004). Quest for consciousness: a neurobiological approach. Englewood: 

Robe11s and Company Publishers. 

Koller, M., and Salzberger, T. (2009). 'Benchmarking in service marketing - a 

longitudinal analysis of the customer', BenchmarA'ing, 16(3), pp.401-414. 

Koltrowitz, S. (2017, April 12). Grey market has become a necessary evil for luxury 

watchmakers. CNBC [Online]. Available at: https://www.cnbc.com/2017/04/l2/reuters-

298 

https://www.cnbc.com/2017/04/l2/reuters
http://dspace.lib.cranfield.ac.uk/handle/1826/l
http://www.kippreport.com/fcs/middle-east-leads-luxury-shopping


america-grey-maJket-bas-become-a-necessary-evil-for-Juxury-watchmakers.btml. 

Accessed: 51h May 2017. 

Kothari, C. R. (2004). Research methodology: methods and techniques. 2nd edn. Delhi: 

New Age International Limited Publishers. 

Kotler, P. (1994). Marketing management: Analysis, planning, implementation, and 

control. 8111 edn. Englewood Cliffs. NJ: Prentice-Hall. 

KPMG (2012). Global reach of China luxury [Online]. Available at: 

http://www.kpmg.com /CN/en/IssuesAndlnsights/ ArticlesPublicati ons/Documen ts 

/Global-Reach-China-Luxury-201301.pdf. Accessed: 5 th August 2014. 

KPMG and AGMA. (2008). Effective channel management is critical in combating the 

gray markel and increasing technology companies' bonom line [Online]. Available at: 

http://www.agmaglobal.org/cms/uploads/whitePapers/7-10-08KPMG WhitePaperGray 

MarketStudy.pdf. Accessed: 1st July 2014. 

Kulsiri, P. (2012). 'Self-concept, locus of control,media exposure, and behavior of youth 

towards luxury products purchase > , Journal of Business and Economics Research, 10( l ), 

pp.11-18. 

Lam, R. W. and Kennedy� S. H. (2005). 'Using Meta analysis to evaluate evidence: 

Practical tips and traps', Canadian Journal of Psychiatry, 50, pp.167-1 74. 

Lebeau, J. (2017, July 23). Wb.y Supreme and Louis Vuitton made a perfect pair for 

consumers. Forbes [Online]. Available at: https://www.forbes.com/sites/jordanlebeau 

/2017 /07 /23/why-supreme-missed-its-best-chance-to-sell/#62ada38e2985. Accessed: 2nd 

Augusl 2017. 

Ledbury (2012). Thailand named emerging "Hot Spot" [Online]. Available at: 

http://www.ledburyresearch.com/ledbury-news/thailand,..narned-emergi ng-hot-spot. 

Accessed: 2nd August 2014. 

Lee, H., Chen, W., and Wang, C. (2015). 'The role of visual art in enhancing perceived 

prestige of luxury brands', Marketing Letters, 26(4), pp. 593-606. 

Leibe11stein, H. (1950). 'Bandwagon, Snob, and Veblen effects m the theory of 

consumers' demand', The Quarterly Journal of Economics, 64(2), pp.183-207. 

299 

www.ledburyresearch.com/ledbury-news/thailand
https://www.forbes.com/sites/jordanlebeau
http://www.agmaglobal.org/cms/uploads/whitePapers/7-10-08KPMG
http://www.kpmg.com


Lekprayura, S, (2012). 'Brand equity and factors affecting consumer's purchase intention 

towards luxury brands in Bangkok metropolitan area . World Academy qf Science, 

Engineering and Technology, 6(10), pp. 545-550. 

Lertwrumawit, A. and Mandhachitara, R. (2012). 'Interpersonal effects on fashion 

consciousness and status consumption moderated by materialism in metropolitan men'. 

Journal of Business Research, 65(2012), pp.1408-1416. 

Lewis, A., and Moital, M. (2016). 'Young professionals' conspicuous conswnption of 

clothing', Journal of Fashion Marketing and Management, 20(2). pp. 13 8-156. 

Li, G. (Gouxin), Li, G. (Guofeng), and Kambele, Z. (2012). 'Luxury fashion brand 

consw11ers i11 China: perceived value, fashion lifestyle, and willingness to pay', Journal 

a/Business Research, 65(2012),pp.15 16-1522. 

Li, J.J. and Su, C. (2007). 'How face influences consumption: a comparative study of 

American and Chinese consumers', International Journal of Market Research, 49 (2), pp. 

237-2 5 6.e

Liang, Y. Ghosh, S. and Oe, H. (2017). 'Chinese consLUners' luxury value perception-a 

conceptual model', Qualitative Market Research, 20(2), pp. 247-262. 

Likitapiwat, T.e, Sereetraku1, W. and Wichadee. S. (2015). 'Examining materialistic 

values of university students in Thailand', International Journal of Psychological 

Research, 8(1),pp. 109- 118. 

Lim, G. H., Lee, K. S., and Tan, S. J. (1997). 'Strategic responses to parallel importing', 

Journal a/Global Marketing, 10(4), pp.45-66. 

Lim. G. H., Lee, K. S., and Tan. S. J. (2001). 'Gray marketing as an alternative market 

penetration strategy for entrepreneurs: conceptual model and case evidence', Journal of 

Business Venturing, 16, pp.405-427. 

Rea, L. M. and Parker, R. A. (2014). Designing and conducting survey research: a 

comprehensive guide. 4th ed. San Francisco: Jossey-Bass 

Loureiro, S.M.C . and Araujo, C.M.B. ( 2014), 'Luxury values and experience as drivers 

for consumers to recommend and pay more'. Journal of Retailing and Consumer 

Services, 21 (3), pp. 394-400. 

300 



Lowe, L. S. and Mccrohan, K. F. (1989). 'Minimize the impact of the gray market', The 

Journal of Business Strategy, 10(6), pp.4 7-50. 

Lutz. R. .T. and Resek, R.W. (1972). 'More on testing the Howard-Sheth model of buyer 

behavior'. Journal o
f
Marketing, 9, pp.344-353. 

Lynch, R. (2009). Corporate Strategy. 5th ed. Harlow: FT/Prentice-Hall. 

Lynn. M. (1991). 'Scarcity effects on value: a quantitative review of the commodity 

theory literature', PJ�ychology and Marketing, 8 (1 ). pp.45-57. 

Lynn, M. (1992). 'Scarcity's enhancement of desirability: the role of nai:ve economic 

theories'. Basic alld Applied Social Psychology, 13, pp.67-78. 

Malhotra, N. K. (2004). Marketing research an applied orientatimr. Ioternational Editfon, 
4tl1 edn. New Jersey: Pearson Education Ltd.e

Malhotra, N. K., Birks, D. F., and Wills, P. (2012). Marketing research: an applied 

approach. 4th edn. Essex: Pearson Education Limited. 

Malsch, I., Subramanian, V., Semenzin, E., Hristozov, D., and Marcomini, A. (2015). 

'Suppo1ting decision-making for sustainable nanotechnology', Environment Systems and 

Decisions, 35( l), pp. 54-75. 

Malueg, D. A. and Schwartz, M. (1994). 'Parallel imports, demand dispersion, and 

inJ:ernational price discrimination'. Journal of International Economics, 37(3/4). pp.167-

195. 

Mandina, S. P., and Karisambudzi. J. (2016). 'Customer retention strategies: A panacea 

to reducing attrition in the zimbabwean airline industry', Journal of Marketing 

Development and Compeiitiven.ess, 10(2), pp. 91-110. 

Marsh, S. (20 I 6, May 2). Chanel winning fight against luxury grey market� executive. 

Reuters [Online]. Available at: http://www.reuters.com/article/us-chanel/chanel

wi1ming-fight-against -luxury-grey-market-executive-idUSKCN0XTIZJ. Accessed: 5th 

April 2017. 

Mason, R. S. (1992). 'Modeling the demand for status goods', Working paper, 

Department of Business and Management Studies. University of Salford1 St Martin's 

Press, New York. 

301 

http://www.reuters.com/article/us-chanel/chanel


Mastercard (2016). Global destination cities index [Online]. Available at: 

https://newsroom.mastercard.com/wp-content/uploads/2016/09/FINAL-Global

Destination-Cities-Jndex-Report.pdf. Accessed: 7th March 2017. 

Mathur, A., Mosch.is, P.G., and Lee, E. (2003). 'A Life events and brand preference 

changes'. Journal of Consumer Behaviour, 3(2), ppl29-141. 

Maute, M. F. and Du bes, L. ( 1999). 'Patterns of emotional responses and behavioural 

consequences of dissatisfaction', Applied Psychology: An International Review, 48(3), 

pp.349-366. 

Maynes, E. S. ( 1976). Decision-making for consumers: an introduction to consumer 

economics. New York: Macmillan. 

McAJeer, M., and Mao, N. (2017). 'Theravada Buddhism and Thai Luxury Fashion 

Consumption', Journal of Reviews on Global Economics, 6, pp. 58-67. 

McBw11ey, D. H. and White, T. L. (2010). Research methods. 8th edn. Belmont: 

W andswortb Cengage Learning. 

McClure, S. M., Li, J., Tomlin, D., Cypert, K. S., Montague, L. M., and Montague, P.R. 

(2004). 'Neural correlates of behavioural preference for culturally familiar drinks', 

Neuron, 44(2), pp. 379-387. 

McDaniel, C. and Gates, R.H. (2002). Marketing research: the impact o fthe internet, 5 th 

edn. Ohio: South-western. 

McGeever, J. (20 16, June 2). What's the problem with buying designer goods at a 

discount? inside the luxury grey market. Her World (Online]. Available at: 

http://www.herworldplus .com/fashion/problem-buying-designer-goods-discount

inside-luxury-brand-grey-market. Accessed: 15 th October 2017. 

McGrath, R. G. (2013). The End o f Competitive Advantage. l st edn. Boston: Harvard 

Business School Publishing. 

McIGnsey (2015). Digital inside: get wired for the ultimate luxury experience. 

McKinsey and Company [Online]. Available at: http://www.mckinsey.com/-/media 

/mckinsey/industries/ consumer%20packaged%20goods/our%20insights/is% 201uxury 

%20ecommerce%20nearing%20its%20tipping%20point/digital_inside_full_pdf.ashx. 

Accessed: 16th April 2017. 

302 

http://www.mckinsey.com/-/media
http://www.herworldplus
https://Mosch.is
https://newsroom.mastercard.com/wp-content/uploads/2016/09/FINAL-Global


Mendoza, J.M. (2014, January 3).Luxury goods- the continuing uptrend. Credit Suisse 

[Online]. Available at: https://www.credit-suisse.com/ch/en/asset-management/news

and-in.sights/insights.article.html/article/pwp/en/asset-management/2013/Iuxury-goods

ththe-continuing-uptrend.htrnl. Accessed: 1) August 2014.n

Menon, C. (2016, July 9). Are grey goods the real deal?. The Guardian [On.linej. 

Available at: https://vv\7v'vv.theguardian.com/money/2016/ju1/09/grey-goods-real-dcal-

1mported-sold-unofficially-consumers. Accessed: 4th February 2017. 

Meyers-Levy, J. and Sternthal, B. (1991). 'Gender Differences in the Use of Message 

Cues and Judgements', Journal of Marketing Research, 28, pp. 84-96. 

Miles, M. B. and Huberman, AM. {1994a). Qualitative Data Analysis: an expanded 

sourcebook. London: Sage Publications. 

Miles, M.R and Huberman, AM. (1994b). Data management and analysis methods. In 

Denzin, N.K. and Lincoln, Y.S. (Eds.), Handbook o_fQualitative Research (pp.428-444). 

Thousand Oaks: SAGE Publications. 

Miller, R. L. (1981). Economics issues for consumers. yd edn. New York: West 

Publisl1ing Company. 

Milosavljevic, M., Koch! C., and Rangel, A. (2011). 'Consumers can make choices in as 

little as a third of a second'. Judgement and Decision Making, 6(6), pp. 520�30. 

Mitchell, V.-W. arrd Bates, L. (1998). 'UK Consumer Decision-Making Styles', Journal 

o.fMarketing Management, 14, pp. 199-225. 

Mokhlis, S. (2009). 'Adapting Consumer Style Inventory to Chinese consumers m 

Malaysia: An international comparison', Journal of Global Business Management, 5(1), 

pp.60-68. 

Monkhouse, L. L., Bames, B. R., and Stephan, U. (2012). 'The influence of face and 

group orientation on the perception of luxury goods', International Marketing Review, 

29(6), pp.647-672. 

Mooij, M. K. d. (2011). Consumer behavior and culture: consequences for global 

marketing und advertising. 2"d edn. Thousand Oaks, CA: Sage Publications. 

303 

https://vv\7v'vv.theguardian.com/money/2016/ju1/09/grey-goods-real-dcal
https://www.credit-suisse.com/ch/en/asset-management/news


Morgan, D. (1986). 'Personal relationships as an interface between social network and 

social cognitions'. Journal of Social and Personal Relationships, 3, pp.403-422. 

Mosca, F. and GaJlo, R. (2016). Global marketing strategies for the promotion ofluxury 

goods. Hershey: IGT Global. 

Mublbacher, H., Leihs, H., and Dahringer, L. (2006). International marketing: a global 

persepctive. 3rd edn. London: Thomson Learning. 

Mullen, M. R. (1995). 'Diagnosing measurement equivalence in cross-national research', 

Journal of International Business Studies� 26(3), pp.573-596. 

Myers, M. B. and Griffith, D. A. (2000). 'Organizational- and product- related influences 

of gray market channel activity', Journal of Marketing Channels, 7(4), pp.45. 

Nardi, P. M, (2016). Doing survey research: a guide to quantitative methods. 3rd ed. New 

York: Routledge. 

National Statistics of Thailand (2015). Household Socio Economic [Online]. Available 

at: bnp://web.nso.go.th/en/survey/house_seco/socio_l5_ Wbole%20Kingdom.htm. 

Accessed: 16th February 2017. 

Nayeem, T. (2014). ·Revised CSI and australian consumers: Incorporating 'innovation' 

and 'automobile pmchases", The J,uernational Review of Retail, Distribution and 

Consumer Research, 24(3), pp. 278. 

Nayeem, T., and Casidy, R. (2013). 'The role of external influences in high involvement 

pw·chase behaviour', Marketing Intelligence &Planning, 31(7), pp. 732-745. 

Newsom, J. T. (2015). Longitudinal structural equation modelling: a comprehensive 

introduction. New York: Routledge. 

Nia, A and Zaicbkowsky, J. L. (2000). 'Do counterfeits devalue the ownership of luxury 

brands?', Journal of Product and Brand Management, 9 (7), pp.485-497. 

Nicosia, F. M. (1966). Consumer Decision Processes: Marketing and Advertising 

Implications. Englewood Cliffs, NJ: Prentice-Hall. 

Noel, H. (2009). Basics marketing OJ: consumer behaviour. Lausanne: Ava Publishing 

SA. 

304 



Nolan-Haley, J, M. (1984). 'The competitive process and gray market goods', New York 

Law School Jounial of International and Comparative Law, 5(2-3), pp. 231-252. 

Nunnally, J.C. (1978). Psychometric theory. 2nd edn. New York: McGraw-Hill. 

Nussey. S. (2014, May 29). Burberry blooms in Asia. Nikkei Asian Review [Online]. 

Available at: http://asia.nikkei.com/print/article/33052. Accessed; 1st August 2014. 

Nwankwo. S., Hamelin, N .. and Khaled. M. (2014). 'Consumer values, motivation and 

pm-chase intention for luxury goods', Journal of Retailing and Consumer Sen1ices, 21(5), 

pp.735-744. 

NYdailynews. (2013, December 13). This Bangkok shopping mall was the most 

Instagrammed place in 2013. New York Daily News [Online]. Available at: 

http://www.nydailynews.com/life-style/instagrammed-pl ace-2013-article- l .1 54 7209. 

Accessed: 9th July 2014. 

O'Cass, A. and McEwen, H. (2004). 'Exploring consumer status and conspicuous 

consumption', Journal of Consumer Behavior, 4(1), pp.25-39. 

O'Reilly, M. and Parker, N. (2013). 'Unsatisfactory saturation: A critical exploration of 

the notion of saturated sample sizes in qualitative research'. Qualitative Research 

Joumal, 13(2), pp.190-197. 

Oe, H., Yamaoka, Y., Liang, Y. and Sunpak.it. P. (2015). An exploration study of factors 

which affect purchasing intentions for luxury handbags in Bangkok. ln proceedings of 

the Asia Pacific Conference on Business and Social Sciences. 

Official Statistics Registration Systems of Thailand (2015). Official Statistics 

Registration Systems of Thailand [Online]. Available at: 

http://stat.bora.dopa.go.th/stat/statnew/statTDD/. Accessed: 2nd April 2015 

Okonkwo, U. (2007). Luxury fashion branding; trends. tactics, and techniques. 

Hampshire: Pal grave Macmillan. 

Ono, Y. (20 l4, October 2). It's not easy to be a shopping mall. Nikkei Asian Re.view 

[Online]. Available at: htt_ps://asia.nikkei.corn/magazine/2014 l 002-REINVENTING

THE-MALL/Cover-Story/Its-not-easy-to-be-a-shopping-mall. Accessed: 6th June 2017 

Oxford Business Group (2016). The report: Thailand 2016. London; Oxford Business. 

305 

http://stat.bora.dopa.go.th/stat/statnew/statTDD
https://Sunpak.it
http://www.nydailynews.com/life-style/instagrammed-pl
http://asia.nikkei.com/print/article/33052


Oxford Dic tionary (20 I 7). English Oxford Jiving dictionaries [Online]. Available at: 

https://en.oxforddictionaries.com/definition/luxury. Accessed: 4th March 2017 

Pallant. J. (2005). SPSS survival manual. Maidenhead. Berkshire: Open University Press. 

Pantong, K. (2013, February 15). Mercedes-Benz aims to overtake grey importers. The 

Nation Newspaper [Online]. Available at: http://www.nationmultimedia.com/business 

/Mercedes-Benz-aims-to-overtake-grey-importers-30200051.html Accessed: 4th July 

2014. 

Pa.nzarasa, P. and Jennings, N. R. (2002). 'Social influence, negotiation and cognition', 

Simulation. Modelling Practice and Theory, 10, pp.417-453. 

Parasuraman, A, Grewal, D., and Krishnan, R. (2006). Marketing research, 2 11u edn. 

Boston: South-Western College. 

Park, J. (2014). 'What women want: Creation of a luxury brand, [n Business Horizons 1, 

57 (2), pp. 247-257. 

Park, H., Ra.bolt, N. J., and Jeon, K. J. (2008). 'Purchasing global lu..xury brands among 

young Korean consumers', Journal of Fa.slzion Marketing and Managernent, J 2(2), 

pp.244-259. 

Parker, J. (2013, Ja:nuary 11). Thailand introduces nationwide minimum wages. The 

Diplomat [Online]. A vai Iable at: http ://thediplomat.corn/2013/01 /tha.i1and-introduces

nationwide-minimum-wage/. Accessed: �11 August 2014. 

Patsiaouras, 0. and Fitchett, A. J, (2009), <Veblen and Darwin: tracing the evolutionary 

roots of consumer research', Journal of Marketing Management, 25(7/8), pp.729-744. 

Payne, J. W., Bettman, J. R., and Johnson, E. J. (1993). The adaptive decision maker. 

Cambridge: Cambridge University Press. 

Percy. K. (2009. 1 March). Not just poverty driving women to the sex trade in Thailand 

[Online]. Available at: http://www.abc.net. au/correspondents/content/2008/ 

s2503953.htm Accessed: 4th March 2017. 

Pessiglione, M., Petrovic, P., Daunizeau, J., Palminteri, S., Dolan, R. J., and Frith, C. D. 

(2008), 'Subliminal instrumental conditioning demonstrated in the human brain', Neuron. 
59(4). pp. 561-567. 

306 

http://www.abc.net.au/correspondents/content/2008
http://www.nationmultimedia.com/business
https://en.oxforddictionaries.com/definition/luxury


Phau, I. and Prendergast, G. (2000). 'Consuming luxury brands: the relevance of the rarity 

principle', Journal of Brandlvlanagement
., 
8(2), pp.122�38. 

Phillips, H. and Br adshaw, R. (1993) 'How customers actually shop: Customer 

interaction with the point of sale', Journal of the Market Research Society, 35(1), pp.51 

-62.a

Piaget, J. (1969). The ,nechanics ofperception. New York: Basic Books. 

Plassmann, H., Kenning, P., and Ahlert, D. (2007). 'Why companies should make their 

customers happy: tbe n eural correlates of customer loyalty', Advances in Consumer 

Research-No,,th American Conference Proceedings, 34, 735-739. 

Plassmann, H., Ramsay, T. Z., and Milosavljevic, M. (2012). 'Branding the brain: a 

critical review and outlook', Journal of Consumer Psychology, 22(2012). pp. 18-36. 

Plooy, G. M. Du. (2009). Communication research: techniques, methods and 

applications. 2nd edn. Epping: Juta Legal and Academic Publishers. 

Plummer, J. T. (1974). 'The concept and application of lifestyle segmentation', Journal 

ofMarketing, 38, pp.33-37. 

Posakabutra, W. (2015). 'Consumer's pm-chasing in tention of luxury women's handbag: 

comparative study of onJine and in-store purchase in Bangkok', Business Sciences 

1ntemational Research Journal, 3(2), pp. 22-28. 

Porter, M. E. (1979), 'How competitive forces shape strategy', Harvard Business Review, 

March-April 1979, pp.137-145. 

Porter, M., Argyres, N., and McGahan, A. (2002). 'An Interview with Michael Porter', 

The Academy of Management Executive (1993-2005), 16(2), pp.43-52. 

Pratruangkrai, P. (2017, January 6). Consumer confidence rebounds in december. The 

Nation [Online). Available at: ht1p://www.natioronultimedia.com/news/business 

/Economy And Tourism/30303489. Accessed: 22nd March 2017. 

Puntoni, S. (2001 ). 'Self-identity and purchase intention: an extension of the theory of 

planned behavior', European Advances in Consumer Research, 5, pp.130-134. 

307 

https://ht1p://www.natioronultimedia.com/news/business


Quach, S. and Thaichon, P. (2017). 'From connoissew- luxury to mass luxury: Value co

creation and co-destruction in the online environmeot'. Journal of Business Research, 81, 

pp. 163-172. 

Rao, A. R. and Monroe, K. B. ( l 989). 'The effect of price, brand name, and store name 

on buyers' perceptions of product quality: an integrative review\ Journal of Marketing 

Research, 26, pp.351-357. 

Rath, P. M., Bay, S., Gilt P., and Petrizzi, R. (2008). The why of the bi�y: consumer 

behaviour andfashion marketing. New York: Fairchild Books. 

Recklies, D. (2015). Beyond Porter - a critique of the critique of Porter. Themanager.org 

[Online]. Available at: http://www.tbemanager.org/2015/l l/critique-of-po1ter/. 

Accessed: 26th November 2015. 

Richins, M.L. (1994). 'Valuing things: the public and private meanings of possessions', 

Journal of Consumer Research, 21 (3 ), pp.504-521. 

Richins, M.L. and Dawson, S. (1992). 'A consumer values orientation for materialism 

and its measurement: scale development and validation', Journal of Consumer Research, 

19, pp.303-316. 

Riguad-Lacresse, E. (2017). New luxury management: creating and managing 

sustainable value across the organization. Cham: Palgrave Macmillan. 

Roberts, M. J. and Russo, R. (1999). A student's guide to analysis o.f variance. East 

Sussex: Routledge. 

Robertson, J. (2016, Jam.1ary 14). Why some firtns limit how much you can buy. BBC 

News [Online]. Available at: http://www.bbc.eo.uk/news/business-35303799. Accessed: 

6th April 2017. 

Robinson, G. (2016, 19 May). Credit Suisse targets Thailand's 91,000 millionaires with 

launch [Online]. Available at: http://www.intemationalinvestment.net/other/credit

suisse-targets-tbaiiands-9 l 000-millionaires-with-launch/. Accessed: 11 t.h March 2017. 

Rod, A., Rais, J., and Schwarz, J. (2015). (Economics of luxury - who buys luxury 

goods?', EkonomidJ1 Casopis. 63(5), pp. 451-464. 

308 

http://www.intemationalinvestment.net/other/credit
http://www.bbc.eo.uk/news/business-35303799
http://www.tbemanager.org/2015/l
https://Themanager.org


Roncha, A., and Montecchi, M. (2017). 'The underpin11ing strategies leading to high 

value perception of luxury fashion brands', !UP Journal of Brand Management, 14(3), 

pp.7-21. 

Rotkanok, A.(2013, September 24). Thailand as a shopping paradise? JLL Blog [Online]. 

Available at: http:/ /www.j ones I anglasalleb log. co mlAPResearch/retai 1-research/thailand

as-a-sho pping-paradi se. Accessed: 28th July 2014. 

Rousseau, D. (1990). 'Developing and testing a model of psychographic market 

segmentation', South African Journal o
f

Psychology, 20 (3), pp.184-194. 

Roux, E. (1995), 'Consumer evaluation of luxury brand extensions'. in EMAC 24th 

Conference of the European Marketing Academy, lvf.ay 1995, Paris. 

Rubin, A. (2010). Statistics for evidence-based practice and evaluation. 2nd edn. Belmont: 

Brooks/Cole Ceugage Learning. 

Rubin, A. and Babbie, E. (2010). Essential research methods for social work. 2nd edn. 

Belmont: Brooks/Cole Cengage Learning. 

RLmgfapaisarn, K. (2012
1 
April 9). Bangkok targets rich Asian shoppers with Juxury 

brands. The China Post [Online]. Available at: http://www.chinapost.eom.tw/ 

business/asia/thailand/2012/04/09/33 727 5/p 1/Bangkok-targets.htm. Accessed: 5 th 

August 2014. 

Sakawee, S. (2013, July 22). Thais are eve11 more addicted to social media this year, 

research shows. Tech in Asia [Online]. Available at: http://www.techinasia.com/thais

addicted-social-media/. Accessed: 6th August 20 l 4. 

Salman. F., Raza, F., and Manzoor, A. (2017). 'Does the Hedonic risk appeal in 

advertising effect consumer behaviour?', Journal of Business Strategies, 11(1), p_p. 147-

172. 

Salman. F., and Warraich, U. A. (2016). 'An empirical study to examine consumer 

behavior towards luxury brands in Pakistan'. Global Management Journal/or Academic 

and Corporate Studies, 6(1), pp. 79-84. 

Satmders, M., Lewis, P., and Thornhill, A. (2009). Reserach methods for business 

students. 5 111 edn. Essex: Pearson Education_i

309 

http://www.techinasia.com/thais
http://www.chinapost.eom.tw


Schafe,G. E .. Nader, K., Blair,H. T., and LeDoux, J.E. (2001). 'Memory consolidation 

of Pavlov1al). fear conditioning: a cellular and molecular perspective', Trends in 

Neuroscierzces, 24(9), pp. 540-546. 

Schaefer, M., and Rotte, M. (2007a). 'Favorite brands as cultural objects modulate reward 

circuit', Neuroreport, 18(2), pp. 141-145. 

Scbaefer,M., and Rotte,M. (2007b). 'Thinking on luxury or pragmatic brand products: 

brain responses to different categories of culturally based brands', Brain Research, 1165, 

pp. 98-104. 

Schiffman. L. G., Kanuk, L. L., and Hansen H. (2008). Consumer behaviour: a European 

outlook. Essex: Pearson Education Limited. 

Schiffman, L. G., O'Cass, A., Paladino, A., and Carlson, J. (2014). Consumer behaviom, 

6th edn. Frenchs Forest: Pearson Australia. 

Schindler, J. (2016, Febramy 17). China's move to cmb grey market for luxury goods 

may have opposite effect. World Trademark Review [Online]. Available at: 

bttp://www.worldtrademarkreview.com/Blog/detail .aspx?g=7 adc40d6-ab08-441 a-921 d-

3 I 12fa84e8fa. Accessed: 15 th March 2017. 

Scholz, L. (2013). Brand management and marketing of luxury goods. Hamburg: Anchor 

Academic Publishing. 

Schuman, H. and Kalton, G. (1985). Survey methods. ln Lindzey, G. and Aronson E. 

(Eds.), The handbook of social psychology (pp. 635-698). New York: Random House. 

Schultz, D. E .• Barnes, B. E., Schultz, H., and Azzaro, M. (2015). Building customer

brand relationships. 2nd edn. Oxon: Routledge. 

Schutte, H., and Ciarlante, D. ( 1999). Consumer behaviour in Asia Basingstoke. Palgrave: 

Macmillan. 

Seaman, J. M. and Koenig, F.A. (1974). ·comparison of measures of cogrutive 

complexity', Sociometry, pp.375- 391. 

Segal, B. and Podoshen. J.S. (2012). 'An examination of materialism, conspicuous 

consumption and gender differences', International Journal of Consumer Studies, 37(2), 

pp.189-198. 

310 



Segal, V. S., Williams, J.M. G., and Teasdale, J. D. (2013). Mindfulness-based cognitive 

therapy.for depression. 2nd edn. New York: The Guildford Press. 

Seo, Y. and Buchanan-Oliver, M. (2015). 'Luxury branding: The industry, trends, and 

future conceptualisations', Asia Pacific Journal of Marketing and Logistics, 27(1 ), 82-

98. 

Shavitt, S. and Cho. H. (2016). 'Culture and consumer behavior: the role of horizontal 

and veliical cultural factors', Current Opinion in Psychology, 8, pp. 149-154. 

Shaikh, S., Malik, A., Akram, M. S., and Chakrnba.rti, R. (2017). ·Do luxury brands 

successfully entice consumers? the role of bandwagon effect', International Marketing 

Reviev.,. 34(4), pp.498-513. 

Sharda, N., and Bhat, A. K. (2018). 'Austerity to materialism and brand consciousness: 

luxury consmnption in India', Journal of Fashion Marketing and Management, 22(2), pp. 

223-239.a

Sherrings. (2018, Jan). Thailand personal income tax rates. Sherrings [Online). Available 

at: http://sherrings.com/personal-incorne-tax-rates-thailand.html. Accessed: 26th April 

2018. 

Shukla, P. (2012). 'The influence of value perc eptions on luxury purchase intentions in 

developed and emerging markets', International Marketing Review, 29(6), pp.574-596. 

Shukla, P. and Purani, K. (2012). 'Compa1ing the impo rtance of luxury value perceptions 

in cross-national contexts', Journal of Business Research, 65(10), pp. 1417-1424. 

Shukla, P., Singh, J., and Banejee, M. (2015). 'They are not all the same: variations in 

Asian consumers' value perceptions of luxury brands', Marketing Letters, 26(3), pp. 265-

278. 

Silverman, D. (2006). lnterpretihg qualitative data: methods for analyzing talk, text, and 

interaction. 3 rd edn. London: SAGE PubHcation Inc. 

Silverman. D. (2016). Qualitative Research. 4th edn. London: SAGE Publication. 

Singh, K. (2007). Quantitative social research methods. New Delhi: SAGE Publication 

Inc. 

311 

http://sherrings.com/personal-incorne-tax-rates-thailand.html


Siu, N.Y.M., Wang, C.C.M., Chang, L.M.K., and Hui, A.S.Y. (2001). 'Adapting 

Consumer Style Inventory to Chinese consumers: A confirmatory factor analysis 

approach', Journal of International Consumer Jvlarketing, 13 (2), pp.29-47. 

Siu, Y-M., Kwan, H. Y. and Zeng, C.Y. (2016). The role of brand equity and face saving 

in Chinese luxury consumption, The Journal of Consumer Marketing, 33(4), pp. 245-256. 

Sjvagnanam, K. J. and Srinivasan, R. (2010). Business econornics. New Dell1i: Tata 

McGraw-Hill. 

Sjostrom, T., Corsi, AM., and Lockshin, L. (2016). 'What characterises luxury products? 

A study across three product categories', International Journal of Wine Business 

Research, 28(1 ), pp. 76-95. 

SmaJl, D.M., Gregory, M. D., Mak, Y. E., Gitelman, D., Mesulam, M. M., and Parrish, 

T.a(2003). 'Dissociation of new·aJ representation of intensity and affective valuation ina

human gustation', Neuron, 39(4), pp. 701-711. 

Smith, J. and Colgate, M. (2007). 'Customer value creation: a practical frmnework', The 

Journal of Marketing Theory and Practice, 15(1), pp.7-23. 

Smith, P. R. and Taylor, J. (2004). Marketing communications: an integrated approach. 

4th edn. London: Kogan Page Limited. 

Snyder, C.R. and Howard L. F. (1977). 'Abnormality as a positive characteristic: the 

development and validation of a scale measuring need for uniqueness', Journal of 

Abnormal Psychology, 86 (5), pp.518-527. 

So lea, L. (2017, January 20). The end of coolde-cutter luxury stores. Business ofFashion 

[Online]. Available at: https://www.businessoffashion.com/articles/opinion/the-end-of

cookie -cutter-luxury-stores. Accessed: l 71h April 2017. 

Solomon, M. R. ( 1983). 'The role of products as social stimuli: A symbolic interaction ism 

perspective', Journal of Consumer Research, lO, pp.319-329. 

Solomon, M. R. (2002). Consumer Behaviour: buying, having, and being. 5 th edn. New 

Jersey: The Prentice Hall. 

Solomon, M. R., Bamossy, G., Askegaard, S., and Hogg, M. K. (2006). Consumer 

behaviour: a European perspective. 3rd edn. Essex: Pearson Education Limited. 

312 

https://www.businessoffashion.com/articles/opinion/the-end-of


Solomon, M. R., and Rabolt, N. J. (2004). Consumer behaviour in fashion. New Jersey: 

Pearson Education. 

Sondhi. N., and Basu, R. (2014). 'Role of children in family purchase across indian 

parental clusters', Young Consumers, 15(4), pp. 365-379. 

Sonwalker, J ., Kapse, M., and Pathalk, A. (2011 ). 'Celebrity impact- a model of celebrity 

endorsement', Journal of lvfarketing and Communication, 7(1), pp.34-40. 

Spanjaard, D., Young, L., and Freeman, L. (2014). 'Emotions in supermarket brand 

choice', Qualitative Market Research, 17(3), pp. 209-224. 

Sproles, G. B. (1979). Fashion: consumer behavior toward dress. Minneapolis: burgess 

Publishing Company. 

Sproles, G. B. ( 1983). iConceptualizatioo and measurement of optimal consumer 

decision-making', Journal o
f

Consumer Affairs, 17(Winter), pp. 421-438. 

Sproles, G.B., and Kendall, E.L. (1986). 'A methodology for profiling consumers' 

decision-making styles', Journal of Consumer Affairs, 20(2): 267-279. 

Sreejesh, S., Mitra, A., and Sahoo, D. (2015). 'The impact of customer's perceived service 

innovativeness on image congruence, satisfaction and behavioral outcomes', Journal of 

Hospitality and Tourism Technology, 6(3), pp. 288-3] 0. 

Sreejesh, S., Sarkar, A., and Roy, S. (2016). 'Validating a scale to measure consumer's 

luxw·y brand aspiration', The Journal of Product and Brand Management, 25(5), 465-

478. 

Srichamroen, M. W. (2012, July 2). Changing consumer values i.t1 young Thais. STL 

Beacon [Online]. Available at: 

https://www.stlbeacon.org/#!/content/25846/thai_scholar_srichamroen _070112. 

Accessed at: 8 1h August 2014. 

Stamatis, D. H. (2003). Six sigma and beyond; statistics and probability Volume 3. 

Florida: CRC Press LLC. 

Start2Asia (2012). Marketing Luxury in Asia [Online]. Available at: http://start2asia.com 

/industries.html. Accessed: 4th June 2014. 

313 

http://start2asia.com
https://www.stlbeacon.org/#!/content/25846/thai_scholar_srichamroen


Stepien, B., Lima, A P., Sagbansua, L., and Hinner. M. B. (2016). 'Comparing 

consumers' value perception of luxury goods: Is national culture a sufficiently 

explanatory factor?', Economics and Business Review, 2(2), pp. 74-93. 

Stewart, W.P., and Floyd, M. (2004). •Visualizing Leisw-e', Journal ofLeisure 
Research, 36(4), pp. 445-460. 

Stokbmger-Sauer, N. E. and Teichmann, K. (2013). 'Is luxury a female thing? The role 

of gender in luxury brand consumption', Journal of Business Research, 66(7), pp.889-

896. 

Sultana, D. (2013, July 2). Asia pacific consumers the most label-conscious in the world. 

Nielsen [Online]. Available at: http://www.nielsen.com/my/en/press-room/2013/asia

pacific-consumers-the-most-label-conscious-in-the-world.html. Accessed: 6th July 2017. 

Sun, G., Wang, W., Cheng, Z., Li, J., and Chen, J. (2017). 'The intennediate linkage 

between materialism and luxury consumption: Evidence from the emerging market of 

China', Social indicators Research, 132(1), pp. 475-487. 

Tai, S. H. C. (2005). 'Shopping styles of working Chinese females', Journal o_fRetailing 

and Consumer Services, 12(2005), pp.191-203. 

Tak, P., and Pareek, A. (2016). 'Consumer attitude towards luxury brands: an empirical 

study', }UP Journal of Brand Management, 13(1), pp. 7-19. 

Tan, H. and Jegarajah, S.(2016, October 14). King Bhumibol's death could put Thailand's 

political stability, timeline for democracy at risk. CNBC [Online]. Available at: 

https://www.cnbc.com/2016/10/ 13/king-bhumibols-death-could-put-thailands-pol itical • 

stability-timeline-for-democracy-at-risk.html. Accessed: 22nd March 2017. 

Tangsupwattana, W., and Liu, X. (2017). Symbolic consumption and generation Y 

consumers: Evidence from Thailand. Asia Pacific Journal of Marketing and Logistics, 

29(5), pp. 917-932. 

Tanksale, D., Neelam, N., and Venkatachalarn,. R. (2014). 'Consumer decision-making 

styles of young adult consumers in India', Procedia-Social and Behavioural Sciences. 

133, pp.211-218. 

Teddlie, C. and Yu, F. (2007). 'Mixed Methods Sampling, A Typology with Examples', 

Journal of Mixed Methods Research, 1(1), pp.77-100. 

314 

https://www.cnbc.com/2016/10
http://www.nielsen.com/my/en/press-room/2013/asia


Teimourpour, B. [Bahar], Hanzaee, K. H., and Teimoupour, B. [Babak]. (2013). 

'Segmenting consumers based on luxw-y value perceptions', Research Journal of Applied 

Sciences, Engineering and Technology, 5(5), pp. 1681i-1688. 

Thai PBS (2014, March 6). Consumer confidence plunges to record low in 12 years. Thai 

PBS News [Online], Available at: http://englishnews.thaipbs.or.th/consumer-confidence

plt1.nges-record-low-l2-years/. Accessed: 4th August 2014, 

Tbai PBS. (2015, July 14). Tax-free personal belongings carried by tourists now raised to 

20,000 baht. Thai PBS News [OnJine]. Available at: http://eriglishnews.thaipbs.or.th/tax

free-personal-belongings-carried-by-tourists-now-raised-to-20000-baht/. Accessed: 26th 

March 2017. 

Thailand Law (2013). Basics of Thai trademark act [Online]. Available at: 

9thhttp://www.thai.landlaw.org/basics-of-thai-trademark-act.html. Accessed: August 

2014. 

The Economist (2013, October 4). Thailand: government steps back from lowering tax 

on luxury goods. The Economist (Online]. Available at: 

http://www.eiu.com/industry/article/ l 06103 9490/thailand-government-steps-back

from-lowering-tax-on-lux:ury-goods/20 l 3 -l 0-09. Accessed: 2nd Augusl 2014. 

The Economist Intelligence Unit (2013). Rich pickings: the outlook for luxury goods in 

Asia [Online]. Available at: http://s3.amazonaws.com/ppt

download/richpickingslt1.xuryreportaug 20 l 3-l 30826032205-phpapp02. pdf?response

content-disposition=attachment&Signature= 7PW lHYh6%2FvxkrKHFdTvMR0FH8oo 

%3D&Expires= l408017905&AWSAccessKeyld=AKIAI6DXMWX6TBWAHQCQ. 

Accessed: 2nd August 2014. 

The Nation, (2015, January 15). Is celebrity iniluence still a force to be reckoned with in 

the social media age? [Online). Available at: 

http;//www.nationmultimedia.com/business/ls-celebrity-influence-stil1-a-force-to-be

reckone-302519 l 8.html. Accessed: 161h March 2017. 

The Thai Financial Post (2014, January l). Lower personal income tax now effective. The 
Thai Financial Post [Online]. Available at: http://tbaifinancialpost.com/20 J 4 

/0I/01 /lower-personal-income-tax-now-effective/. Accessed: 4th August 2014. 

315 

http://tbaifinancialpost.com/20
https://http;//www.nationmultimedia.com/business/ls-celebrity-influence-stil1-a-force-to-be
http://s3.amazonaws.com/ppt
http://www.eiu.com/industry/article
http://www.thai.landlaw.org/basics-of-thai-trademark-act.html
http://eriglishnews.thaipbs.or.th/tax
http://englishnews.thaipbs.or.th/consumer-confidence


The World Factbook (2017). Thailand [Online]. Available at: https://w.;vw.cia.gov 

/library/ publicatio11s/the-world-factbook/geos/tb.htn1l. Accessed: 20th February 2017. 

Theorelli, H. B., Becker, H., and Engeldow, J. ( 1975). The information seekers. 

Massachusetts: Ballinger. 

Theparat, C. and Chantanusomsiri, W. (2016, April 20). Reduced personal income taxes 

nex:t year. Bangkok Post [Online]. Available at: 

http://v..rww.bangkokpost.com/learning/work/ 940601/reduced-personal-income-taxes

next-year. Accessed: 20th March 2017. 

Thomas, D. (2008). Deluxe: how luxury lost its lustre. London: Penguin Books Ltd. 

Thompson, S. (2009). 'Grey power: an empirical investigation of the impact of parallel 

impmts on market prices', J Ind Compet Trade, 9, pp.291-232. 

Tian, K.T., Bearden, W.O., and Hunter, G.L. (2001). ·conswners' need for uniqueness: 

scale development and validation', Jounzal of Consumer Research, 28, pp.50-66. 

Timperio, G., Tan, K. C., Fratocchi, L. and Pace, S. (2016). 'The impact of ethnicity on 

luxury perception: the case of Singapore's generation Y', Asia Pacific Journal o.f 

Marketing and Logistics, 28(2), pp. 217-233. 

Tjiptono, F., Adi, D., and Winit, W. (2017). 'Gender and young consumer ethics: An 

examination in two southeast asian countries' Young Consumers. l 8(J ), pp. 94-114. 

Tovikkai, K. and Jirawattananukool, W. (2010). An exploratory study on young Thai 

women consumer behavior toward purchasing luxury fashlon brands (Dissertation). 

Retrieved from http://urn.kb.se/resolve?urn=urn:nbn:se:mdh:diva-9895. 

Tran, T. P. and Fabr1ze, R. 0. (2013). 'The effect of the foreign brand on consumer 

perception', Journal of Marketing Development and Competitiveness, 7(2), pp.23-36. 

Transparency International (2017, March 7). People and corruption: Asia Pacific - Global 

corruption barometer. Transparency International [Online]. Available at: 

https://www.transparency.org/whatwedo/publi cation/people_ and_ corruption_ asia_pacif 

ic _global_corruption_barometer. Accessed: 151 August 2018. 

316 

https://www.transparency.org/whatwedo/publi
http://urn.kb.se/resolve?urn=urn:nbn:se:mdh:diva-9895
http://v..rww.bangkokpost
https://w.;vw.cia.gov


Triandis, H. C. (I 988). Cross-cultural contributions to theo,y in social psychology. In 

M.H. Bond (Ed.), The Cross-culh1ral Challenge to Social Psychology. Newbury Park,o

CA: Sage Publications. 

Triandis, H. C. (1989). 'The self and social behavior in differing cultural contexts', 

Psychological Review, 96(3). pp. 506-520. 

Triandis. H. C. (1995). Individualisni and collectivism. Boulder Colo: Westview Press. 

Triandis, H. C. (2008). 'Towards the realistic perception of a culrure', Social and 

Personality A�ychofogy Compass, 2, pp. 1812-1823. 

Truong, Y., McColl, R., and Kitchen, P. J. (2009). New luxUJy brand positioning and the 

emergence of masstige brands. Journal of Brand Management, 16(5), pp. 375-382. 

Truong, Y., Simmons, G., McColl, R., and Kitchen, P. (2008). 'Status and 

conspicuousness - are they related? Strategic marketing implications for luxury brands', 

Journal of Strategic lvfarketing, 16(3), pp.189-203. 

Tsai, S.-P. (2005). 'Impact of personal orientation on luxury-brand purchase value', 

international Journal of Market Research, 47(4), pp.177-206. 

Tsai, W. S., Yang, Q. and Liu, Y. (2013). 'Young Chinese consumers' Snob and 

Bandwagon luxury consumption preferences', Journal qf International Consumer 

.Marketing, 25, pp. 290-304. 

Tuck, M. (l 976). How Do We Choose?. London: Methuen. 

Tynan, C., McKechnie, S., and Chhuon, C. (2010). 'Co-creating value for luxury brands', 

Journal of Business Research, 63. pp.1156-1163. 

Vanderklippe, N. (2014, January 6). Thailand's political CTisis a big cloud for 

investment, economy. The Globe and Mail [O□line]. Available at: 

http://www.theglobeandm.ail.com/ report-on-business/international-business/asian

pacific-business/thailands-political-crisis-a-big-cloud-for-investment

economy/a11iclel6206233/. Accessed: 16th July 2014. 

Veblen, TB. (1899). The theory of the leisure class. Boston: Houghton Mifflin. 

Vecchi, A. and Buckley, C. (2016). Handbook of research on global fashion management 

and merchandising. Hershey: IGI Global. 

317 

http://www.theglobeandm.ail.com


Venkatesb, V., Brown, S. A., and Sullivan, Y. W. (2016). 'Guidelines for conducting 

mixed-methods research: An extension and illustration', Journal of the Association for 

Information Systems, 17(7), pp. 435-494. 

Verhallen, T. M. and Robben, H. S. (1994). ·Scarcity and preference: an experiment on 

unavailability and product evaluation·, Journal of Economic Psychology, 15 (2), pp.315-

33 l. 

Vigneron, F. and Johnson, L.W. (1999). 'A review and a conceptual framework of 

prestige-seeking consumer Behavior', Academy of Mark�ting Science Review, 1, pp.1-15. 

Vigneron, F. and Johnson, L.W. (2004). 'Measuring perceptions of brand luxury', 

Journal of Brand Management, 11(6), pp.484-506. 

Vijaranakom, K. and Sham10n, R. (2017). 'Tl1e influence of country image on luxury 

value perception and purchase intention', Journal of Asia Business Studies, 11(1 ), pp. 88-

110. 

Vohs, K. 0., and Faber, R. J. (2007) . 'Spent resources: self-regulatory resource 

availability affects impulse buying', Journal of Consumer Research, 33, pp. 537-547. 

Walley, K., and Li, C. (2015). 'The market for luxury brands in china: Insight based on a 

study of consumer's perceptions in beijing', Journal of Brand Management, 22(3), pp. 

246-260.i

Wang, Y. (2016). 'Socia1 stratification, materialism, post-materialism and consumption 

values', Asia Pacific Journal o.f'Marketing and Logistics, 28(4), pp. 580-593. 

Wang, Y. and Griskevicius, V. (20 I 4). 'Conspicuous consumption, relationships, and 

rivals: women's luxury products as signals to other women', Journal of Consumer 

Reseatch, 40 (5), pp.834-854. 

Wang, P.Z., and Waller, D.S. (2006). 'Measuring consumer vanity: a cross-cultural 

validation', Psychology and Marketing, 23 (8), pp. 665-687. 

Watkins, H. S., and Liu, R. (1996). 'Collectivism, individualism and in-group 

membership: implications for consumer complaining behaviors in multicultural 

contexts', Journal of International Consumer Marketing, 5(3, 4), pp. 69-96. 

318 



Wattanasuwan. K. (1999). 'It isn't just for image: the bved meaning of luxury-brand 

consumption among wealthy Thai teenagers', Tbammasat Review, 4(1), pp. 22-58. 

Webb. J. R. (1992). Understanding and Designing Marketing Research. London: 

Academic Press. 

Wegnor, T. (2007). Applied business statistics: methods and excel-based applications. 

2nd ed. Cape Town: Juta and Co. Ltd. 

Weinberg. S. L. and Abramowitz, S. K. (2002). Data analysis for the behavioural 

sciences using SPSS. Cambridge: Cambridge University Press. 

Wells, W. D. (1975). 'Psycho graphics: a critical review', Journal of Marketing Research, 

12(2), pp.196-213. 

Wells, P. (2016, February 3). Bank of Thailand keeps rates steady. Financial Times 

[Online]. Available at; https://www.ft.com/content/425807a5-8fef-30lf-bc05-

74cc6d9950e2. Accessed: 24t1 , March 2017. 

Westbrook, R. A. and Oliver, R. L. (1991 ). 'The djmensiooality of consumption emotion 

pattems and consumer satisfaction', Journal of Consumer Research, 18( l ), pp.84-91. 

Wetcher-Hendricks, D. (2011). Analyztng Quantitative Data: An Introduction for Social 

Resea,'.c/zers. New Jersey: John Wiley and Sons Inc. 

Wiedmann, K.-P ., and Hennigs, N. (2013). Luxwy ,narketing: a challenge for theory and 

practice. Wiesbaden: Springer Gabler. 

Wiedmann, K.-P., Hennigs, N., and Siebels, A (2007). 'Measuring consumers' luxury 

value perception: a cross-cultural framework', Academy of Marketing Science, 7, pp.1-

21. 

\Viedmann. K.�P., Hennigs, N., and Siebels, A. (2009). 'Value-based segmentation of 

]uxlUy consumption behaviour', Psychology and Marketing, 26 (7), pp.625-651. 

Wiid. J. and Diggines, C. (2009). Marketing research. Cape Town: Juta and Company 

Wilkinson, N. (2005). Managerial economics: a problem-solving approach. Cambridge: 

Cambridge University Press. 

319 

https://www.ft.com/content/425807a5-8fef-30lf-bc05


Winn, P. (2013, January 16). Glitz and desperation in a Bangkok divided by income. The 

Global Post [Online]. Available at: h11p://vvww.globalpost.com/dispatcb/news 

/regions/ asia-pacific/thai I and/ 1212 26/ glitz-and-desperation-bangkok-divided-income. 

Accessed: 6tJ1 August 2014. 

Whiteman. C. (2015, December 28). Three emerging markets p erfect for luxury e

commerce, Global Trade [Online]. Available at: http://www.globaltrademag.com/global

trade-daily/commentary/three-emerging-rnarkets-perfect-for-luxury-e-commerce. 

Accessed: 5th May 2017. 

Wong, N.Y. and Ahuvia, A.C. (1998). 'Personal tasce and family face: luxury 

consumption in Confucian and Western societies', Psychology and Marketing, 15 (5\ 

pp.423-441. 

Wongtada, N., Leekunthanip, 0. and Sanghpakdi, A (1997). 'Thailand: consumer 

behaviour and marketing'. Pecothich, A. and Schultz, C. (Eds), Marketing and Consumer 

Behaviour in East and Southeast Asia, New York: McGraw-Hill, pp. 667-713. 

World Travel and Tourism Council (2017). Economic impact 2017: Thailand. World 

Travel and Tourism Council [Online]. Available at: https://www.,,vttc.org/-/media/files/ 

16threports/ economic-impact-research/countries-2017/thailand2017 .pdf Accessed: 

October 2017. 

Wotten, G. (2003) 'Channel conflict and high involvement Internet purchases - a 

qualitative cross-cultural perspective of policing parallel importing', An International 

Journal, 6(1 ), pp.38-47. 

Wu, W.-Y., Lu, H.-Y., Wu, Y.-Y., and Fu, C.-S. (2012), 'The effects of product scarcity 

and consumers' need for uniqueness on purchase intention', International Journal of 

Consumer Studies, 36(3), pp.263&274. 

Wu, M.-S. S., Chaney, I., Chen, C.-H. S., Nguyen, B. and Melewar, T.C. (2015). 'Luxury 

fashion brands: factors influencing young female consumers' luxury fashion purchasing 

jn Taiwan', Qualitative Market Research, 18(3), pp. 298-319. 

Wu, M. S., Chen, C. S., and Nguyen, B. (2015). 'Luxury brand purchases and the 

extended self, Asia - Pacific Journal of Business Administration, 7(3), 153-173. 

320 

https://www.,,vttc.org/-/media/files
http://www.globaltrademag.com/global
https://h11p://vvww.globalpost.com/dispatcb/news


Xiao, Y., Palekar, U., and Liu, Y. (2011). 'Shades of gray- the impact of gray markets on 

authorized distribution channels', Quantitative Markeiing and Economics, 9(2), pp.155-

178. 

Yang, C. and Wu, C.-C. (2007). 'Gender and Internet Consumers' Decision-Making', 

Cybe,psychology and Behaviour, 10( 1 ), pp.86-92. 

Yau, 0. H. M. (1994). Consumer Behaviour in China-Consumer Satisfaction and 

Cultural Values. London: Routledge. 

Yeung, H. W.-C. (2007). Ha11dbookofresearch on Asian business. 1as1 edn. Cheltenham: 

Edward Elgar Publishing Limited. 

Yi, X. (2013). China's luxury consumption hits $46 billion. People Daily [Online]. 

Available at: bttp://english.peopledaily.com.cn/90778/8093172.111:ml . Accessed: 4th June 

2014. 

Yin, R.K. (2010). Qualitative Research. l-om Start to Finish. New York: Guilford Press.af 

Young, C. and Combs, S. (2016). 'An investigation of the factors which influence 

repurchase intentions towards luxmy', Journal of Business and Behavioural Science, 

28(1), pp. 62-69. 

Yuvejwattana, S. and Nguyen, A.(2013, September 9). Thailand to scrap luxury-goods 

tax to lure China travellers. Bloomberg [On.line]. Available at: 

http://wvv\N. bloom berg.com/news/2013-09-09 /tbailand-to-scrap-luxury-goods-tax: -to

)ure-travel ers-from-china.htm]. Accessed: 19th July 2014. 

Yuvejwattana, S. (2018, February 14). Thailand holds rate with inflation forecast to 

reach target. Bloomberg [Online]. Available at: 

https://www.bloomberg.com/news/articles/2018-02-14/thailand-holds-key-rate-to

support-growth-momentmn-as-baht-gains. Accessed: 26th April 2018 . 

Zeithaml, V. A. (1988). 'Consumer perceptions of price, quality, and value: a means-end 

model and synthesis of evidence', The Journal of Marketing, 52(3); pp.2-22. 

Zhan, L. and He, Y. (2011). 'Understanding luxury consumption in China: conswner 

perceptions of best-known brands, Journal of Business Research, 65(2012), pp.1452-

1460. 

321 

https://www.bloomberg.com/news/articles/2018-02-14/thailand-holds-key-rate-to
https://berg.com/news/2013-09-09


Zhang, B., and Kim, J.-H. (2013). 'Luxury fashion consumption in China: Factors 

affecting attitude and purchase intent', Journal of Retailing and Consumer Services, 

20(1), 2013, pp. 68-79. 

Zhao, K., Zhao, X., and Deng, .L (2016). 'An empirical investigation of onJine gray 

markets', Journal of Retailing, 92(4), pp. 397-410. 

Zikmund, W.G. and Babin, B. J. (2007). Exploring marketing research. 9.lh edn. Mason: 

Thomson South-Western. 

322 


	The Analysis of Consumer Decision-Making Styles and Buying Behaviour of Grey Luxury Fashion Goods in the Thai Market 
	ABSTRACT 
	DECLARATION 
	ACKNOWLEDGEMENTS 
	TABLE OF CONTENTS 
	LIST OF TABLES 
	LIST OF FIGURES 

	CHAPTER 1: INTRODUCTION 
	1.1 Introduction 
	1.2 Research Context 
	1.3 Motivations of the Research 
	1.4 Research Aims 
	1.5 Research Contributions 
	1.5.1 Theoretical Contributions 
	1.5.2 Managerial Contributions 

	1.6 Structure of the Thesis 

	CHAPTER 2: LUXURY FASHION AND GREY LUXURY FASHION 
	2.1 Introduction 
	2.2 Luxury Fashion Goods 
	2.2.1 An Overview of Luxury Concepts 
	2.2.2 Luxury Fashion Goods in the Global Market 

	2.3 Luxury Fashion Segment in Thailand 
	2.3.1 Size of Luxury Fashion Goods in Thailand 
	2.3.2 Thai Luxury Fashion Consumer Overview
	2.3.3 PESTEL Analysis of Luxury Fashion Goods Sector in Thailand 

	2.4 Luxury Fashion Goods and the Role of Fashion 
	2.5 The Introduction of Grey Luxury Fashion Goods Concept 
	2.5.1 Defining the term Grey Luxury Fashion Goods 
	2.5.2 The Process of Grey Luxury Fashion Trade in Thailand 
	2.5.3 The Significance of Grey Luxury Goods in Thailand  
	2.5.4 The Emergence of Grey Luxury Fashion Goods in Thailand 

	2.6 Chapter Summary 

	CHAPTER 3: CONSUMER BEHAVIOUR TOWARDS LUXURY CONSUMPTION 
	3 .1 Introduction 
	3.2 Consumer Decision-Making Theoretical Foundation 
	3.3 Consumer Decision-Making in Relation to Luxury Consumption 
	3.3.1 Brand Luxury Index Model 
	3.3.2 Consumers' Luxury Value Perceptions Model 

	3.4 Cultural Differences and Luxury Goods Consumption 
	3.5 Asian Consumers Luxury Fashion Goods Consumption Behavioure 
	3.5.1 Financial Dimension 
	3.5.2 Functional Dimension
	3.5.3 Individual Dimension 
	3.5.4 Social Dimension 
	3.5.5 Summary of Asian Consumers Luxury Fashion Goods Consumption Behaviour 

	3.6 Chapter Summary 

	CHAPTER 4: CONSUMER SEGMENTATION ON DECISION-MAKING STYLES AND DEMOGRAPHIC DIFFERENCES 
	4.1 Introduction 
	4.2 Consumer Decision-Making Styles 
	4.2.1 Consumer Style Inventory Model 

	4.3 Consumer Decision-Making Styles in Relation to Grey Luxury Fashion Goods 
	4.3 .1 Perfectionistic 
	4.3.2 Brand Conscious 
	4.3.3 Novelty-fashion Conscious 
	4.3.4 Recreational-Hedonistic Conscious 
	4.3.5 Price Conscious 
	4.3.6 Impulsive and Careless 
	4.3.7 Confused by Overchoice 
	4.3.8 Habitual and Brand-Loyal 
	4.3.9 Conspicuous Conscious 
	4.3.10 Reliance on Celebrities 
	4.3.11 Exclusivity Consciouse 
	4.3.12 Summary of Consumer Decision-Making Styles for Grey Luxury Fashion Goods 

	4.4 Consumers' Demographic Differences and Decision-Making Styles 
	4.4.1 Gender 
	4.4.2 Age 
	4.4.3 Education 
	4.4.4 Occupation 
	4.4.5 Income 
	4.4.6 Summary of Consumer's Demographic Differences and Decision-Making Styles 

	4.5 Chapter Summary 

	CHAPTER 5: RESEARCH METHODOLOGY 
	5 .1 Introduction 
	5.2 An Overview of Research Methodology 
	5.2.1 Research Philosophy 
	5.2.2 Research Methodology 

	5.3 Sample Section Process 
	5.4 Mixed-Method Research Design: Quantitative Research Methods 
	5.4.1 Chosen Quantitative Data Collection Method: Online Survey Questionnaire 
	5.4.2 Questionnaire Designe 
	5.4.3 Decide Layout, Flow, and Design 
	5.4.4 Pilot Questionnaire 
	5.4.5 Quantitative Data Analysis 

	5.5 Mixed-Method Research Design: Qualitative Research Methods 
	5.5.1 Chosen Qualitative Data Collection Method: Semi-Structured Interview 
	5.5.2 Interview Procedure 
	5.5.3 Qualitative Data Analysis: Thematic Analysis 

	5.6 The Role of the Researcher 
	5.7 Ethical Considerations 
	5.8 Chapter Summary 

	CHAPTER 6: DATA ANALYSIS AND FINDINGS 
	6.1 Introduction 
	6.2 Quantitative Findings 
	6.2.1 Descriptive Analysis 
	6.2.2 Exploratory Factor Analysis 
	6.2.3 Reliability Analysis of Scale Items
	6.2.4 Analysis of Thai Consumers' Decision-Making Styles for Grey Luxury Fashion Goods 
	6.2.5 Effect of Demographic Differences on Consumers' Decis:ion-making Style Dimensions 

	6.3 Qualitative Findings 
	6.3.1 Theme!: Consumers' Attitude towards the Grey Luxury Fashion Goods 
	6.3.2 Theme2: Pros of Purchasing Luxury Fashion Goods from the Grey Market 
	6.3.3 Theme3: Cons of Purchasing Luxury Fashion Goods from the Grey Market 
	6.3.4 Theme4: Motivations for Grey Luxury Fashion Consumption 

	6.4 Chapter Summary 

	CHAPTER 7: DISCUSSION OF FINDINGS 
	7 .1 Introduction 
	7.2 Thai Consumers' Decision-Making Styles for Grey Luxury Fashion Goods 
	7 .2.1 Perfectionist 
	7.2.2 Brand Conscious 
	7.2.3 Novelty-fashion Conscious 
	7.2.4 Recreational-Hedonistic Conscious 
	7.2.5 Price Conscious 
	7.2.6 Impulsive and Careless 
	7.2.7 Confused by Overchoice 
	7.2.8 Habitual and Brand Loyal 
	7.2.9 Conspicuous Conscious 
	7.2.10 Reliance on Celebrities 
	7.2.11 Exclusivity Conscious 

	7.3 Effects of Differences in Demographic Variables on Thai Consumer DecisionMaking Styles for Grey Luxury Fashion Goods 
	7 .3. 1 Gender 
	7.3.2 Age 
	7.3.3 Education 
	7.3.4 Occupation 
	7.3.5 Income 

	7.4 Thai Consumers' Attitude towards the Grey Luxury Fashion Goods and Motivations for Grey Luxury Fashion Consumption 
	7.5 Chapter Summary 

	CHAPTER 8: CONCLUSION AND RECOMMENDATION 
	8.1 Introduction 
	8.2 Research Conclusion 
	8.2.1 Research Question 1: What are the Thai consumer decision-making styles for grey luxury fashion goods? 
	8.2.2 Research Question 2: How is Thai consumer decision making style influenced by demographic variables? 
	8.2.3 Research Question 3: What are Thai consumers' attitudes towards grey luxury fashion goods and underlying motivations to purchase luxury fashion goods from the grey market? 
	8.2.4 Discussion on the Aim of the Research and Answering the Research Questions 

	8.3 Theoretical Contributions 
	8.4 Managerial Implications 
	8.4.1 Thai Economic Implication 
	8.4.2 Thai Social Implication 

	8.5 Research Limitations 
	8.6 Suggestjon for Future Research 

	APPENDICES 
	APPENDIX A: Pilot Questionnaire 
	APPENDIX B: Survey Questionnaire (English Version) 
	APPENDIX C: Survey Questionnaire (Thai Version)
	APPENDIX D: Interview Guideline (English) 
	APPENDIX E: Interview Guideline (Thai) 
	APPENDIX F: Participant Informed Consent Form 
	APPENDIX G: Quantitative Data Analysis 
	APPENDIX H; Interview Transcript Extract 
	APPENDIX I: Thematic Analysis 

	REFERENCES 



