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The objective of this research is to explore the purchase behavior toward
luxury fashion brands among Thai Generation Y consumers during the economic
recovery after the COVID-19 pandemic. The research utilized a qualitative
approach to gather information from 10 key informants aged 31 to 42, residing in
Thailand and spending more than 500,000 Thai baht annually on luxury fashion
products. The findings indicate that Thai Gen Y consumers are active followers of
economic news and current events, as they consume news on a daily basis and
discuss it with their social circle. However, they tend to avoid expressing their
opinions or participating in online discussions. They maintain a neutral sentiment
toward the current state of the Thai economy, but they are optimistic about its
future. Their financial and economic status is better than the previous year, which
means that their spending on luxury goods is not substantially affected by the
economy. They possess significant purchasing power and are willing to spend more
if the product is worth the investment in terms of design and quality. They tend to
make impulsive purchases, and they do not require a specific occasion or prior
research to shop. Moreover, their motivation to buy is driven by their personal
obsessions and desires.
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CHAPTER 1
INTRODUCTION

1.1 Significance of the Study

The luxury fashion industry is a widely recognized and vibrant sector of
the global economy, known for its exclusivity, innovation, and incomparable
craftsmanship. This industry characterized by opulence, exclusivity, and
aspirational allure, plays a significant role in the global economy. The purchase
behavior of consumers in this sector not only reflects individual preferences but is
also closely intertwined with broader economic trends and consumer sentiment.
However, as are many other industries, it is not immune to the economy's periodic
changes. Consumers tighten their purse strings and prioritize needed expenditures
over discretionary purchases during economic downturns, which can offer
significant hurdles to luxury fashion firms. In contrast, during periods of economic
recovery, the industry frequently has a rebound, characterized by increasing
consumer confidence and an appetite for luxury items. Personal luxury products are
the second-largest luxury market segment in the world, after luxury autos,
according to Sabanoglu (2023). Aside from the COVID-19 pandemic-induced
downturn, the revenue of the personal luxury goods industry, which includes
upmarket clothing, footwear, timepieces, jewelry, and eyeglasses, has constantly
increased during the preceding ten years (Sabanoglu, 2023).

In Thailand, the luxury market has grown significantly over the last
decade, owing to a mix of factors such as economic success, changing consumer
preferences, and expanding retail landscapes. The market for luxury products
generated US$4.64 billion in sales in 2023, with luxury fashion constituting the
largest sector, accounting for US$1.94 billion in revenue (Statista, 2023b).
Thailand's ongoing economic success, relatively young and increasingly well-off
population, well-established transportation systems, and growing prominence as a
destination for travelers have all contributed to the country's status as a premier
market for luxury goods on the same level with other regional commercial hubs

such as Hong Kong or Singapore (Oxford Business Group, 2022). Thailand,



particularly Bangkok, has a substantial competitive advantage in the high-end
product market. Thai stores can offer the same high-end products as other regional
capitals but at cheaper prices. Because they have fewer overheads than their
competitors, Thailand is one of Southeast Asia's foremost luxury goods
marketplaces. In this category, it has already surpassed Malaysia, Indonesia, and the
Philippines (Oxford Business Group, 2022).

However, the economy has encountered several economic obstacles in
recent years, including political instability, global economic fluctuations, and, most
recently, the COVID-19 epidemic. Regarding a report by World Bank Group
(2023), Thailand's economy started to gradually recover from the pandemic as
lockdowns were lifted and the country was once again open to foreign tourism in
2022. The Thai economic recovery is being driven by increased private
consumption, strong demand from major economies including China, Europe, and
the US, and a rebound in tourism (Biswas, 2023). According to the Thailand
Economic Monitor report by World Bank Group (2023b), although private
consumption growth was slow from 2022 (see Figure 1.1), it will continue to be the
main driver of overall growth, supported by an improved labor market and pent-up
solid demand from China. Economic growth in 2024 and 2025 is expected to
expand at 3.6% and 3.4%, respectively (see Figure 1.1) (World Bank Group,
2023b). Despite recent improvements, risks remain on the disadvantage as political
unrest and slower-than-expected economic expansion worldwide pose significant
obstacles to the short-term outlook. Furthermore, Thailand has to deal with
structural challenges like an aging population, environmental pressures, a drop in
export competitiveness, and high household debt (World Bank Group, 2023b).
Chutijirawong & Sangmanacharoen (2023) also mentioned that economic recovery
is influenced by slower export growth, inflation pressure, and the spillover from the

Russia-Ukraine war.



Figure 1 The pace of economic recovery in Thailand

Share Contribution to GDP
of GDP Forecast growth
Percentage change (2022) 2022 2023F 2024F 2025F 2023F 2024F 2025F
GDP 100% 26 3.9 3.6 34 39 36 34
Private Consumption 56% 6.3 38 34 3.0 21 1.9 1.7
Government Consumption 16% 0.2 -2.6 11 25 -0.4 0.2 0.4
Fixed Investment 24% 23 21 21 3.7 0.5 0.5 0.9
GFCF-Private 18% 5.1 22 24 34 0.4 0.4 0.6
GFCF-Public 6% -49 1.9 1.0 46 0.1 0.1 0.3
Exports of Goods and Services 69% 6.8 73 6.4 43 5.0 46 3.2
Exports of Goods 61% 25 <13 2.8 35 -0.8 1.6 2.0
Exports of Services 9% 52.8 68.1 216 73 5.8 3.0 1.2
Imports of Goods and Services 69% 41 15 4.2 4.0 1.1 28 2.7
Import of Goods 59% 53 13 45 4.2 0.8 25 23
Imports of Services 10% -1.2 25 2.7 36 0.3 03 0.5
Net Export of Goods and Services 4.0 17 0.4
Change in Inventories* -2.3 -0.7 0.0
2022 2023F 2024F 2025F

Exports of Goods, USD term 55 -0.7 241 4.0

Imports of Goods, USD term 153 -1.4 27 41

Goods trade Balance, USD Billion 10.8 12.8 11.6 1.7

Current Account Balance, USD Billion -17.2 143 269 31.8

Current Account Balance (% of GDP) -35 25 4.4 49

Headline CPI 6.1 2.0 1.9 13

Source: World Bank Group. (2023, June). Thailand Economic
Monitor: Copingwith Droughts and Floods; Building a Sustainable Future.
https://documentsl.worldbank.org/curated/en/099062723120515431/pdf/P179738
0 01112b0950889d0dcc60289c10e.pdf

The luxury fashion industry has historically exhibited endurance in the
face of economic downturns, as consumers frequently regard luxury purchases as
both status symbols and investments. However, the industry has not been immune
to the severe economic hardships brought by the COVID-19 pandemic.
Understanding how news coverage related to economics and consumer sentiment
influences luxuryfashion purchases is critical as economies throughout the world

attempt to recover from this disruption.

The news is an essential source of information, especially about the
economy, and it acts as a vital role in shaping public perception, attitudes, as well
as behaviors. The impact of media and news content on consumer behavior is
significant, especially in nowaday's hyper-connected digital age. Due to the growth

of internet platforms and social media, consumers are continually exposed to



news, opinions, and analyses concerning economic trends, governmental actions,
and their impacton personal finance. Thus, understanding how consumers engage
with economic news information and how it affects their luxury fashion

purchasing decisions is critical for both academics and industry stakeholders.

Consumer sentiment, as shaped by economic news, and other sources of
information, can have a substantial impact on purchasing decisions in the luxury
fashion sector. During years of economic recovery, positive consumer sentiment
may drive higher spending on luxury items, whilst negative sentiment may lead to
reluctance and lower consumption. In this context, news coverage acts as a vital
source of information that shapes consumer perceptions of economic
circumstances and, by extension, the tendency to spend money on luxury fashion

items.

The researcher would like to highlight the rise and popularity of luxury
fashion brands among Generation Y consumers. In a nutshell, this study aims at
exploring the complex relationship between luxury fashion purchases as well as
engagement with economic news and consumer sentiment news, particularly in the
context of economic recovery. Therefore, the study investigates how consumer
attitudes, perceptions, and behavior toward luxury fashion purchases, as well as
their interaction with news and information about the larger economic
environment, are shaped by the dynamics of economic recovery. The consumer
behavior concepts and theories will be used in this study to acquire a deeper
knowledge of the factors that drive purchase decisions and identify purchase
behavior. The purchasing behaviors of Generation Y, in the backdrop of an
economic recovery, offer intriguing insights for marketers, policymakers, and

academics alike.



1.2 Research Obijectives

1. To explore how Thai Generation Y engages with news media related to
economics during the economic recovery after the COVID-19 pandemic.

2. To explore Thai Generation Y’s consumer sentiments during the economic
recovery after the COVID-19 pandemic.

3. To explore Thai Generation Y’s purchase behavior toward luxury fashion

brands during Thailand’s economic recovery after the COVID-19 pandemic.

1.3 Research Questions

1. How does Thai Generation Y engage with news media related to
economics during the economic recovery after the COVID-19 pandemic?

2. What are Thai Generation Y’s consumer sentiments during the economic
recovery after the COVID-19 pandemic?

3. What is Thai Generation Y’s purchase behavior toward luxury fashion
brands during the economic recovery after the COVID-19 pandemic?

1.4 Scope of the Study

The qualitative method was chosen as the research methodology for this
study. A planned, in-depth interview is aimed at achieving the research objective.
A total of 10 key informants were chosen using judgmental sampling techniques
for an in-depth interview to examine points of view, experiences, feelings, and
perspectives. Thai Generation Y, which includes those aged 27 to 42 years old,
both male and female, with Thai nationality and living in Thailand, are key
informants. They must have spent on luxury fashion products including clothing,
bags, and shoes at least 500,000 THB annually since 2021. Particularly, key
informants must have purchased fashion items from Louis Vuitton, Loewe, Celine,
Dior, Gucci, Fendi, Givenchy, Marc Jacobs, Alexander McQueen, Balenciaga,
Bottega Veneta, Saint Laurent, Chanel, or Hermés as they are key players in

Thai luxury fashion market (Statista, 2023b). The in-depth interview will be



conducted in October-November 2023 via Zoom Cloud Meeting or Line Call or

phone call.

1.5 Operational Definitions

In this study, one main variable is predominantly discussed: Consumer

Behavior.

Consumer Behavior. According to Solomon (2018), Consumer
behavior is the act of selecting, buying, consuming, and discarding goods and
services to fulfill one's needs and desires. When deciding what to buy, consumers

go through some stages in the decision-making process.

Luxury Fashion Products. In this study, luxury fashion items refer to
clothing and other things such as shoes, bags, and sunglasses created from high-
quality materials, usually with care and attention to detail (Trivedi, 2022). These
products are typically marketed as being superior in quality and often have a

higher price point than regular fashion products (Kapferer, 2017).

Thai Generation Y (Millennials) refers to individuals born between the
years 1981 and 1996, who are of Thai nationality and currently residing in
Thailand. This generation is known for its tech-savviness, and adaptability to
change, and is more exposed to global influences compared to previous

generations (Beauloye, 2022).

Economic Recovery In the context of this research, Thailand's economy
started to gradually recover from the pandemic in 2022 as lockdowns were lifted
and the country was once again open to foreign Economic recovery refers to the
period post an economic downturn or recession dueto the COVID-19 pandemic
where the Thai economy shows positive growth indicators such as increased GDP,
employment rates, and consumer spending (Biswas, 2013).

News Engagement refers to the active interaction and consumption of
news content by individuals (Ha et al., 2018). This includes traditional news

mediums like newspapers and television, as well as digital platforms like online



news websites and social media. Measures of engagement can include frequency
of consumption, sharing of news articles, commenting, and other interactive

behaviors.

Consumer Sentiment For this study, consumer sentiment is defined as the
overall attitude, perception, and feeling of consumers toward the economic
situation (Puschmann & Powell, 2018). It assesses consumers' pessimism or

optimism about present and future economic conditions.

Purchase Behavior. It refers to consumers' actions and processes of
decision-making when selecting, purchasing, and consuming luxury fashion
products (Rani, 2014). This includes factors influencing the purchase decision,

brand preferences, frequency of purchase, and spending patterns.

1.6 Expected Benefits of the Study

The objective of this study is to delve deeper into the behaviors of Thai
consumers towards luxury fashion brands during the period of economic recovery, as
well as their engagement with news, and their sentiment towards luxury spending.
The study aims to provide a comprehensive understanding of the factors that drive
Thai consumers' purchasing decisions when it comes to luxury fashion brands. The
results of this research could have significant implications for other researchers,
providing them with valuable data and guidelines for future studies in this field. It is
anticipated that this study will contribute to the existing literature on consumer
behavior and luxury fashion brands, particularly in the context of Thailand. This
study's findings could be especially useful to marketers of luxury fashion brands. The
insights gained from this study could help them develop more effective marketing
communication strategies to target Thai Generation Y, and ultimately promote their
products more effectively. By understanding the attitudes and motivations of Thai
consumers towards luxury fashion brands, marketers can tailor their messages and

promotions to resonate better with their target audience.



CHAPTER 2
LITERATURE REVIEW

The purpose of this chapter is to explore the primary literature linked to
theoretical frameworks relevant to the study of consumer behavior in purchasing
luxury fashion products among Thai Generation Y during the economic recovery
after the COVID-19 pandemic. The review of literature focuses on three topics:
engagement in economic news, consumer sentiment, and purchase behavior on
luxury fashion brands. Each article offered in this literature review was compiled
from academic journals, previous research studies, books, and related online

sources.

2.1 Economic Recovery in Thailand after the COVID-19 Pandemic

According to a World Bank Group report (2023), Thailand's economy
began to gradually recover from the pandemic in 2022, as lockdowns were lifted,
and the country was reopened to foreign tourism. Thailand's real GDP (GDP),
which declined by more than 6% in 2020, rebounded by 1.5% in 2021, and 2.6%
in 2022, and is expected to accelerate to 3.9% in 2023 (World Bank Group, 2023).
According to Biswas (2023), the Thai economy gained speed in early 2023, with
first-quarter GDP growth of 2.7% year on year (y/ly), compared to 1.4% yly
growth in the fourth quarter of 2022. The strong increase in private consumption,
which ascended by 5.4% year on year, supported by increasing international
tourism arrivals, propelled the acceleration in the first-quarter growth rate. Year on
year, service spending scaled by 11.1%, primarily to higher spending in hotels and
restaurants. Thailand's annual GDP growth rate in 2022 was very modest
compared to other key ASEAN countries such as Malaysia, Vietnam, and the
Philippines, which saw extremely high growth rates as they recovered from the
epidemic. Thailand experienced 2.6% real GDP growth in 2022, reflecting a
relatively moderate increase. However, Thailand's economic recovery slowed in

the second quarter of 2023. The National Economic and Social Development



Council issued official data on August 21% that indicated real GDP growth slowed

from 2.6% year on year in the first quarter of 2023 to 1.8% in the second quarter.

Consumer behavior research during economic recovery is both interesting
and important since it can provide insights into consumer purchasing patterns,
market opportunities, and variations in sentiment. Understanding the long-term
behavioral changes and psychological factors, as well as the implications for
different demographic groups, is critical for economic stability, business
resilience, and academic advancement, making it a compelling area of study with

far-reaching implications for various stakeholders.

2.1.1 Thailand’s Economic Outlook

Thailand is predicted to develop at a 3.5% annual rate between 2023 and
2025, outpacing both the 3.2% growth rate in 2022 and the estimate for the major
advanced economies (Krungsri Research, 2023). Several major elements will
contribute to supporting this forecast. Although international arrivals are not likely
to return to pre-pandemic levels until 2025, accelerating recovery in the tourism
sector will benefit employment. Rising consumer confidence and the resulting
effect on private-sector consumption, labor-market recovery, and higher spending
by upper-income consumers would strengthen the economy. Lower-income
spending, on the other hand, will be constrained by the impact of increased interest
rates on household debt and a combination of rising living costs. Private-sector
investment will revive, particularly in services that will benefit from the overall

recovery in tourism and related industries.

According to Krungsri Research (2023), over the next three years,
Thailand will face numerous foreign challenges, including global financial market
stress and the likelihood of the world economy entering a period of downturn.; the
possibility of the Chinese economy underperforming and thus failing to meet its
growth target; the prolongation of the Russia-Ukraine war, which may have
implications for long-term inflation rates; and deteriorating US-China relations.

Domestically, the economy is being impacted by political instability, notably
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around the 2023 election and the installation of a brand-new government, which
would subsequently interfere with the continuity of economic policies.
Furthermore, the COVID-19 epidemic has left long- term economic wounds, most
notably by increasing the financial vulnerability of SMEs and low-income groups.

Bangkok Post (2023) also mentioned that Thailand's economic recovery
will remain poor due to tight credit conditions, political uncertainty, and external
challenges. The 4.3% annualized drop in government consumption in the second
quarter as a result of an extended period of political instability after the general
elections in May was a significant drag on headline GDP. Political developments
have adversely affected Thailand’s economic growth. Now that Srettha Thavisin
has been elected the prime minister, political uncertainty is expected to ease in the
coming weeks, bringing an end to months of standstill. However, its influence has

already been felt across the economy.

Thailand's growth is expected to increase to 3.7 percent in 2023, led by
strong domestic demand and a significant revival in the arrival of tourists, which
has boosted the growth of travel-related sectors (Abellon, 2023). However, given
ongoing domestic political changes and continuous external threats, the current
depiction is filled with uncertainty. In comparison to last year, the negative risk to
growth has diminished. Nonetheless, the general outlook is clouded by
uncertainties. On a national scale, ongoing political insecurity is a concern that
could derail the current economic recovery. Externally, China's sluggish expansion
might hinder the tourism sector and the Thai economy's overall growth.
Furthermore, a potential recession in the United States and the European Union
could further restrict the appetite for Thai industrial exports.

Information regarding Economic and current issues can be disseminated to
consumers through news media, both traditional and digital ways. News can
influence consumer sentiment and, as well as consumer spending. If the economy is
doing well, people may feel more secure and eager to spend. A poor economic
outlook, on the other hand, may lead to a reduction in spending. The following part
will concentrate on news engagement, taking a deeper look at news coverage of

economic stories.
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2.2 News Engagement

In today's society, news engagement is critical because it impacts public
opinion, informs decision-making, and develops a sense of civic participation. With
the emergence of digital media, news consumption patterns have changed, resulting
in an expanding number of studies examining many aspects of news engagement.
Many academics have publicly expressed concern about the lack of agreed upon
definitions of engagement. As defined by Broersma (2019), "audience engagement"
encompasses people's cognitive, emotional, and affective interactions with media or
brands. With such a broad viewpoint, engagement is viewed as a volatile concept
because it is both experiential, implying actual types of activity and interaction, and
emotional, implying a highly subjective relationship with the medium. In this
context, Hill (2019) offers a pragmatic definition of engagement, positing it as an
all-encompassing phrase to characterize how audiences perceive media content,
materials, and events, ranging from live performance experiences to social media

interaction or engagement with media itself.

Engagement in media context is a complicated and multidimensional
notion (Steensen et al., 2020). It has also emerged in several word combinations,
such as audience engagement, user engagement, and news engagement
(Tenenboim, 2022). This study focuses on news engagement, which may be
described as involvement in news material for personal or social objectives, as
evidenced by the effort of the audience to access and utilize news materials (Ha et
al., 2018, p. 720).

2.2.1 Social Media News Engagement

Recent years have seen an increase in scholarly interest in news
engagement, particularly considering social media news consumption patterns. In
the context of social media, news engagement is defined as the use of interactive
social media features to respond to news-related content (Oeldorf-Hirsch, 2018).

According to Tenenboim (2022), interaction on social media platforms is described
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as digital ways of interacting with news-related material, such as sharing,
commenting, and liking/reacting. News content engagement is generally linked
to cognitive and interpersonal processes of interpreting and debating information
(Oeldorf-Hirsch & Srinivasan, 2021). Social media engagement allows users to start
a debate over a certain news story in the first place, which can affect the audience's
ideas and awareness of the matter. Social media users can exchange content
concerning public concerns with their friends and followers and express their

appreciation for a content unit.

Chen and Pain (2019) defined social media news engagement as having two
dimensions: content-interaction engagement and exposure engagement. Content
Interaction Engagement refers to many levels of user involvement with news on
social media, such as sharing, ranking, liking, rating is, viewing, citing, and
commenting (Chen, 2020). Attention, frequency of obtaining news via social media,
and contentment with receiving news via social media are all components of
engagement (Chen, 2020). This concept has garnered significant academic attention
due to its profound implications for democracy, media consumption patterns, and

the evolving media landscape.

2.2.2 Consumer Sentiment and Economic News Engagement

Online news engagement, as offered by Exposure Engagement and Content
Interaction, influences consumer behavior and opinions. For example, Political
news engagement on SNS has a positive influence on political participation and
activity (Chen, 2020). The impact of news engagement on civic involvement and
political processes are an ongoing area of scholarly study. Researchers investigate
whether engaged news consumers are inclined to take part in civic activities, for
instance voting, volunteering, or advocacy, and how news-consuming habits may
influence political behavior. During the global financial crisis when intense
pessimism predominated, the news had a greater influence on families than before

the crisis (Dixon et al.,2014). Furthermore, news concerning global catastrophes
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such as pandemics, wars, or natural disasters can have a substantial impact on
public emotion and influence luxury brand purchases. Such disasters might cause

economic uncertainty, limiting luxury spending.

Consumer Sentiment is influenced by the news media in three ways, as
mentioned by Doms and Morin (2004). The first is to inform consumers about
economic information and professional viewpoints. The second method is to
provide economic signals through the tone and frequency of economic reporting,
which may vary over time. The third method in which the media influences attitude
is the likelihood that customers' expectations will shift. The more intense the news
coverage, the more probable expectations will shift. This seems only normal given
that consumers are likely to build expectations based on what they hear in the news
as well as their own experiences. Although media coverage may have an impact on
consumer sentiment, the impacts are expected to be temporary (Doms & Morin,
2004). That is, a rise in reporting about economic hardship (not due to economic

figures and forecasts) may affect sentiment for a couple of months at most.

Nguyen and Claus (2013) explored the effects of news on varied consumer
sentiment and the consequences of shifts in consumer sentiments on expenditure.
They identified an inconsistency in consumer reactions to various economic and
financial news, with consumers reacting negatively but not positively. Similarly,
drops in consumer mood decreased consumption, whereas rises had no effect. In
addition, the study's outcomes revealed that sentiments differed by income level
and, perhaps surprisingly, by political affiliation. Consumers were consistently
more optimistic if their preferred political party formed the ruling coalition and
depressed if their preferred political party was opposed (Nguyen & Claus, 2013).

This study adopts the concept of engagement with economics-related news
and explores further how it affects consumer sentiment. It will be examined if the
person who is more exposed to and engages in news content on social issues and
the economy has a negative or positive sentiment towards the economy and changes
his or her luxury purchases compared to those who are less engaged in economic-

related news content.
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2.3 Consumer Sentiment

Consumer sentiment was described as the overall attitude that individuals
have towards businesses and the economy in general (Lawson et al., 2001). The
term "sentiment” has two different meanings in everyday language. It can refer to a
feeling or something that holds emotional significance, or it can refer to a specific
and often subjective viewpoint (Puschmann & Powell, 2018). According to Throop
(1992), consumer mood generally changes in line with the state of the economy and
has a stable association with a few economic variables. During big economic or
political events, such as the Gulf War, consumer sentiments may fluctuate
independently of the present state of the economy. As a result, at such periods,
consumer sentiment can reveal crucial information regarding anticipated spending
by consumers that would otherwise be unavailable. The Index of Consumer
Sentiment (ICS) may assess psychological factors that characterize a household's
readiness to buy, especially for discretionary, infrequent, and planned purchases.
Individuals or families often perceive these purchases as not strictly necessary, and
they are frequently labeled as durable things. According to Lozza et al. (2016), this
implies that consumer sentiment can be a good predictor of consumer behavior and

future spending.

2.3.1 Consumer Sentiment and Consumer Behavior

During economic crises and changes, consumers’ subjective aspects, in
other words, their sentiments, are becoming increasingly important in
understanding their behavior and attitudes. A study conducted by Fan and Wong
(1998) analyzed two widely used consumer sentiment indices - the Michigan
Consumer Sentiment Index (MCSI) and Conference Board Consumer Confidence
Index (CBI). The results suggested that consumer sentiment can predict future
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changes in consumer spending. Another study by Howrey (2001), cited in Yao et al.
(2012), claimed that consumer sentiment is a significant predictor of the future
growth rate of real GDP, either by itself or in combination with other leading
indicators. Additionally, the CSI offers significant and meaningful forecasts for the

rate of growth of personal consumption expenditure.

Carroll et al. (1994) discovered the impact of consumer sentiment on
household expenditure in a previous study. According to the study, sentiment is a
self-driving aspect in the economy, and changes in sentiment not only forecast but
actually cause alterations in expenditure. Another argument is that sentiment affects
spending because it reflects a greater economic standpoint: when consumers are
optimistic about the economy's future, they respond positively to interviews
(Carroll et al., 1994). On average, such upbeat forecasts come true, and spending

eventually rises, as sentiment forecasts.

A recent study has found that measurements of consumer expectations can
be useful in predicting their economic behavior. Huth et al. (1994) studied the
consumer sentiment indicators of the University of Michigan Survey Research
Centre and discovered that these indicators could forecast future consumer
spending, as well as business and economic activity. The sentiment index was
particularly helpful in predicting changes in automobile and durable goods sales, as
well as overall retail sales, giving an early indication of consumer behavior in the

near future.

In sum, consumer sentiment is an important factor influencing purchase
behavior. A positive sentiment may foster spending and contribute to economic
growth, whilst a negative attitude could result in decreased consumer activity. As
consumer sentiment evolves in reaction to many economic and societal
circumstances, continued research in this field is critical for identifying and reacting
to changes in consumer behavior. Giving research a deeper understanding of the
purchase behavior of Thai consumers, the next section will focus on past literature

on consumer behavior and highlight luxury purchases.
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2.4 Consumer Behavior

According to Solomon (2018), consumer behavior is defined as the way by
which individuals and groups select, purchase, utilize, and discard products or
services to suit their preferences and requirements. In the 1960s and 1970s,
academics adopted the term "buyer behavior” to characterize consumer behavior,
emphasizing the interaction between customers and manufacturers throughout the
process of purchasing (Solomon, 2018). Most marketers are now aware that
customer behavior is an ongoing process, not only what happens when a consumer
turns over money or a credit card in exchange for a product or service. According to
Hoyer et al. (2012), consumer behavior indicates the aggregate of a human being
decision-making units' decisions concerning the purchase, consumption, and
disposal of products, services, operations, experiences, individuals, and ideas
throughout time. Consumer behavior is influenced by a variety of factors, such as
products, services, operations, circumstances, individuals, and ideas.

Beyond the mere act of acquiring actual products, consumer behavior is a
broad term that incorporates a wide range of actions and experiences. In fact, it
encompasses the usage of services, operations, experiences, and concepts such as
going to the dentist, attending a concert, vacationing, and donating. These activities
all fall under the category of consumer behavior because they include judgments
about how to spend time and money, and they reflect personal preferences and
beliefs. Furthermore, consumer behavior entails passing judgment on others based
on their choices and preferences. Consumers, for example, may vote for politicians
who share their ideals and values, or they may read novels published by authors
they admire. Another example of consumer behavior concerns decisions about how
to spend time. The way we spend our time shows who we are, what our ways of
life entail, and how we share similarities with and are distinguished from others.
Because consumer behavior involves so many diverse things, the term 'offering’
refers to all of them (Hoyer et al, 2012).

For a variety of reasons, male and female customers appear to take
considerably different approaches to decision-making and spending habits while
shopping for clothing (Koca & Koc, 2016). According to Gupta and Gentry (2015),
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when men and women shop for fashion products in unconventional situations, they
exhibit gendered-oriented behavior that is more consistent with their conventional
gender ideals. Men are thought to participate in obsessive shopping behavior to
maintain a portion of their traditional masculine identity, whilst women are
considered to be more inclined to participate in fashion collecting to maintain a part
of their feminine identity. According to Vazquez-Martnez et al. (2021), after the
epidemic, there were minor shifts in male consumer buying groups, with purchasing
of some essentials, particularly daily necessities, increasing.

This section will go through the various phases of the consumer behavior
process and the motives that may have influence on consumer behavior and

purchasing decisions.

2.4.1 Consumer Purchase Behavior

Consumer purchase behavior is a complex phenomenon that encompasses a
broad range of factors that influence the ultimate consumer's decision to buy a
product or service. This behavior is shaped by a variety of internal and external
factors, including personal preferences, social norms, cultural values, economic
conditions, marketing tactics, and product characteristics. Moreover, consumer
purchase behavior is not a static phenomenon, as it can change over time in
responding to shifts in the marketplace, consumer preferences, and other factors.
There are many factors that shape an individual's personality and influence their
shopping behavior, including their decision-making process, purchasing habits,
preferred brands, and stores they visit (Rani, 2014). Each of these elements adds to
a purchase decision. Consumers and the public are guided by their society,
subculture, socioeconomic status, membership groups, family, personality traits,
psychological features, and so on, and are influenced by social and cultural
developments as well as their economic and sociological surroundings (Rani,
2014).
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2.4.1.1 Types of Consumer Purchase Behavior

According to research by Rani (2014), there are four types of consumer

purchase behavior as follows:

1. Low-Involvement/ Routine Response/ Programmed Behavior: Low-cost
things areregularly purchased in this type of behavior. It requires very little search,
selection, and effort, and is virtually always purchased automatically. Soft

beverages, snack meals, dairy products and other items can be seen as examples.

2. Limited Decision Making or Occasional Goods Purchases. Whenever an
individual requires knowledge of an unfamiliar brand in an unfamiliar product
category, it takes a reasonable length of time to acquire information. Clothing is an

example: we know the bran, but not the product category.

3. Extensive Decision Making involves products that are complex,
expensive, infrequently purchased, or unknown to the consumer. These products
carry a high level of economic, performance, and psychological risk. Examples of
such products include cars, houses, gadgets, computers, and education. Consumers
spend a significant amount of time and effort searching for information and

evaluating various options before making a purchase.

4. Impulsive buying refers to the act of making a purchase without any
prior planning or conscious decision-making. Typically, impulsive purchases are
made on the spur of the moment, often as a result of an emotional trigger or an
external stimulus. In this scenario, individuals may feel a sudden urge to buy
something, and act on that impulse without taking the time to consider the potential
consequences or benefits of the purchase. Impulsive buying can be driven by a
variety of factors, including social pressure, advertising, boredom, or simply the
desire to experience the immediate gratification of acquiring something new.



2.4.2 Factors Influencing Consumer Behavior

Multiple factors can have an influence on consumer behavior. Kotler and
Armstrong (2008) identified four primary aspects that influence consumer behavior:
psychological factors, personal factors, social factors, and cultural factors. When
recognizing and comprehending the factors that influence consumers, businesses
are able to create a more effective strategy, marketing communication, and
advertising initiatives that are more consistent with the demands and approaches to
the perception of those they are targeting, which is an asset for better meeting the
needs of their consumers and increasing revenue. Many reasons and variables
influence consumer behavior in the decision-making process, resulting in customers
establishing preferences for goods, brands, and consumption and purchasing
patterns (Peri et al., 2023).

2.4.2.1 Psychological Factors

Attitudes and beliefs, perception, and motivation are all significant
components of psychological elements. Consumers can acquire beliefs and attitudes
by learning and practicing. They impact customer behavior by forming an image of
the brands and products in the minds of the consumers (Hosaini & Rojhe, 2020).
Another aspect is perception, which is characterized as the process by which
consumers select, arrange, and shape their views on the world, as well as develop
opinions and thoughts, by employing the three sensory mechanisms of selective
attention, selective distortion, and selective retention (Kotler et al., 2008).
Motivation is the last of the psychological factors. A compelling need that leads a
person to seek satisfaction is defined as a motive (Kotler et al., 2008).

2.4.2.2 Personal Factors

Personal characteristics, age and life-cycle stage, financial status, way of

life, self-concept, values, and convictions are all examples of personal factors

19
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(Kotler et al., 2008). The personal qualities of consumers influence their buying
decisions significantly. Age, profession, economic situation, way of life, self-
concept, values, and beliefs can all influence their conduct. People make many
decisions throughout their lives, and different periods of life have varied personal
situations that influence their conduct. For instance, a teenager may have different

preferences and purchasing behaviors compared to an elderly person.

According to Kotler and Armstrong (2018) as cited in Perci¢ et al. (2023),
age, sexual orientation, occupation, educational level, income status, as well as
marital status are among the most critical factors that affect consumers' apparel
purchasing behavior. For example, younger consumers tend to prefer trendy and
fashionable clothing, whereas older consumers may prioritize comfort and
durability. Similarly, the occupation of a person can also influence their apparel
choices. Professionals may prefer formal attire, while students may prefer casual
clothing.

Moreover, economic status can significantly impact consumers' apparel
purchasing behavior. Consumers with higher income levels may prefer high-end
and luxury clothing, while those with lower income levels may opt for more
affordable options. Lifestyle, personality, self-concept, values, and beliefs also play
a role in consumers' purchasing decisions. For example, consumers who value

sustainability may prefer environmentally friendly clothing options.

2.4.2.3 Social Factors

Consumer behavior is heavily influenced by social factors. Social factors
include family, duties, and position, as well as diverse groups such as groups of
reference, aspiring groups, and member groups (Rani, 2014). These factors can

either directly or indirectly influence consumer purchase decisions.

Reference groups refer to the people to whom consumers compare
themselves. These groups can be formal or informal and can include friends,

family, colleagues, or celebrities. Aspirational groups are those that consumers
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aspire to join, such as groups that represent their ideal self-image. Member groups,
on the other hand, are groups to which consumers already belong, such as clubs,

organizations, or religious groups.

Family and societal roles also play an important part in determining
consumer behavior. Members of a family can act as both information providers and
decision-makers. Parents, for example, can influence their children's purchasing
decisions by giving them guidance and counsel. Societal roles, on the other hand,
refer to the responsibilities that people are expected to play depending on their

demographic features, such as sexual orientation, age, or occupation.

Another social factor is status that can influence consumer behavior.
People often strive to maintain or improve their social status through their
purchasing decisions. For instance, consumers may choose to buy luxury products

to signal their wealth and social status.

2.4.2.4 Cultural Factors

Culture is crucial in understanding an individual's desires and
behaviors. Essentially, culture is a component of any society and has a significant
impact on people's interests and behavior (Rani, 2014). Because the impact of
culture on purchasing behavior varies by nation, businesses must use extreme
caution when judging the culture of different groups, regions, or even countries. An
individual's family, friends, cultural surroundings, or society will impact him
throughout his life, teaching him principles, preferences, and common cultural
practices. A brand must first understand and evaluate the cultural characteristics

present in each market or situation in order to alter its offering.
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2.4.3 Stages of the Consumer Purchasing Process

A consumer goes through the decision-making process before acquiring
any product. According to a prior study by Rani (2014), this process has as many as
5 stages:

Stage 1 Problem recognition: This is the very first stage when
customers identify their needs and desires for a product or service.

Stage 2 Information search: Consumers search for information they
need to decide at this stage. Internal and external resources might be used to search

for information.

Stage 3 Evaluation of alternatives: Consumers evaluate goods and
services from various existing brands in the market using the criteria they have

developed.

Stage 4 Purchase decision: This stage is when consumers make their
decision from the information that they have gathered and make their actual

purchase.

Stage 5 Post-purchase behavior: The last stage of the consumer
purchase occurs after goods or service have been purchased and evaluated in

comparison to the consumer's expectations.

The length of the decision-making process can vary depending on the
circumstances. A consumer may not make a purchase isolated, but rather their
decision can be influenced by a variety of factors, including the opinions and
perspectives of multiple individuals in different roles. The number of people
involved in the purchasing decision tends to increase as the level of involvement
and complexity of the decision-making process grows. The four factors all play a
pivotal role in shaping consumer purchase behavior and the final decision to buy a
product. These factors can range from the consumer's cultural and social
background to their personal preferences and psychological state at the time of the

decision.
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2.5 Luxury Consumption

Luxury consumption is a significant feature of modern civilization,
frequently linked with elegance, exclusivity, and surplus. It is the act of purchasing
and indulging in high-end, premium, or peculiar products and services that are often
priced far higher than the ordinary market rate. Fashion, autos, real estate, travel,
and other businesses all benefit from luxury consumption. This study considers the
concept of luxury consumption, its motivations, its impact on individuals and

society, and the developing patterns that shape it.

Humans have an innate desire for status, and this is why luxury goods
exist. It is generally believed that luxury items accurately indicate a person's income
and social status because they often require a significant amount of money to
purchase. Additionally, people tend to consume luxury brands as a way to convey a
positive identity and maintain their social status, especially during times of
economic hardship (Nunes, Dreze, & Han, 2011). In simple terms, luxurious goods
make acquiring and maintaining status easier. In contrast to non-luxury purchasers,
luxury shoppers have unique reasons for purchasing things. Affluent consumers buy
luxury things primarily to show off their social and financial status (Jain &
Shankar, 2021). Luxury consumption can also play an important role in fostering
social connection; specifically, luxury consumption provides consumers with a
number of practical benefits (Cannon & Rucker, 2018). Luxury or prestige items
represent or increase one's social standing (Plourde, 2008). Furthermore, luxury
products separate themselves from non-luxury products by providing hedonistic and
symbolic significance to their customers (Jain, 2020).

In the past ten years, studies have examined the phenomenon of luxury
consumption in various situations. These include people's choices to wear brands
with conspicuous logos, display their possessions in prominent places, mention the
brands they own or admire, and attend events that acknowledge their status
(Cannon & Rucker, 2018). Furthermore, research indicates that luxury consumption
is prevalent across all socioeconomic levels. Luxury goods provide social benefits

to performers in more casual situations. Nelissen and Meijers (2011) conducted a



24

study which found that people who wore clothing with luxury brand names like
Tommy Hilfiger received more help when answering survey questions, were
considered more suitable for jobs, and received more charitable donations.
Similarly, Lee et al. (2015) discovered that people who wore luxury brands such as
Louis Vuitton were perceived as more suitable for internships, were thought to
deserve a higher salary, and were more likely to make larger charitable donations
compared to those who wore identical clothing without a brand name or with a non-
luxury brand label.

Luxury spending not only provides social benefits but also an opportunity
for coupling. According to Sundie and colleagues (2011), men who owned luxury
goods were more likely to be chosen for short-term Romanized dates by women.
Previous research suggests that luxury consumption generally has positive effects
on society. Luxury goods often evoke positive reactions from observers. The
abundance of these positive impacts on society may explain the price premium that
is typically associated with luxury items (Keller, 2009).

2.5.1 Conceptualizing Luxury and Luxury Fashion Brands

The word "luxury" comes from the Latin term "Luxus," which means ",
indulgent, delicate or excessive life" and ", solace, richness, or plenitude” (De Silva
et al., 2020). This refers to the characteristics of high-end products. In order for
something to be considered luxurious, it must be seen as such by both the person
using it and others. This is why luxury brands make sure their branding is visible
and recognizable on their products. Although there is no widely agreed upon
definition of what constitutes a luxury brand, there are certain characteristics that
are generally associated with luxury, such as uniqueness, premium quality, high
price, beauty, and high value (Khan et al., 2022). Previous research has also
described luxury as something that is distinct, associated with status, expensive, of
superior quality, and related to the pursuit of one's dreams (Vigneron & Johnson,
2017). In economic terms, luxury items are those that offer the greatest price/quality
ratio in the marketplace (Kapferer, 2017).
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A study conducted by McKinsey Corp (1990) defined luxury brands as
those that consistently justify a premium price, significantly higher than products
with similar tangible functions. A luxury brand must meet strict standards for
exceptionality, exclusivity, beauty, and quality. Consumers are drawn to luxury
brands because they represent a feeling of charm and elegance. Luxury fashion
refers to clothing and other things created from high-quality materials, usually with
care and attention to detail (Trivedi, 2022). Luxury fashion items can be made from
several materials, including silk, leather, fur, and wool. Luxury fashion comprises
designer apparel, jewelry, and other accessories such as shoes, bags, and sunglasses
(Trivedi, 2022). Luxury fashion is frequently associated with luxury brands. Most
of the top luxury fashion companies are a part of the greatest luxury retail
conglomerates, which run several brands under their umbrella (see Figure 2.1)
(Mahmoud, 2023). Since they were founded a long time ago, these huge companies
have either developed the brands themselves or purchased them (Mahmoud, 2023).
The world’s leading luxury retail groups are for example LVMH Group and Kering
Group which operate the most popular fashion brands such as Louis Vuitton,
Celine, Dior, Fendi, Givenchy, Loewe, etc. The top independent brands are such as

Chanel, Prada, and Hermes.

Figure 2 Top conglomerates and their well-known luxury fashion brands

Most luxury fashion brands belong to big luxury
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Yeoman (2011) suggested that the meaning of luxury has evolved from
material possessions to luxurious experiences and aspirational socio-cultural values.
This shift from status symbols to enriching experiences could be attributed to the
growing number of women who purchase luxury goods. Luxury is defined
differently by different cultures and individuals, and what is considered a luxury
item or experience can vary widely depending on personal tastes, values, and
societal standards. Luxury has always been attractive to people due to its perception
of being exclusive and unattainable for the average consumer (Loureiro et al.,
2018). Wearing a luxury item holds value not only for the wearer, but also for those
who observe it (Miller & Mills, 2012). Luxury products are purchased for their
symbolic and experiential significance, rather than their practical use (Dubois &
Paternault, 1995). These also contribute to meeting consumers' socio-psychological

needs.

2.5.2 Luxury Fashion Market in Thailand

With the existence of numerous enterprises, the Thai luxury goods market
is highly competitive. Luxury brands consider Thailand as a significant Asian
market for launching special concept stores or releasing new collections
(Jitpleecheep, 2023). Thailand is unrivaled in the luxury sector in terms of product
variety and consumer approach. Thailand’s luxury market is in transition in the
foreseeable future, with consumers desiring premium items from a variety of
backgrounds and starting places. A stable economy shifts in consumer preferences,
the emergence of boutique luxury companies, and the tremendous movement from
physical to digital channels are transforming the luxury goods market into a new

competitive landscape.

LVMH Group and Kering Group, are the biggest players in Thailand's
luxury fashion market which accounted for 25% and 15% respectively (Statista,
2023b). LVMH is a French retail corporation that owns several luxury brands
including Celine, Louis Vuitton, Dior, Givenchy, Fendi, Loewe, and Marc Jacobs.

Kering Group, on the other hand, is a French-based firm that operates Alexander
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McQueen, Balenciaga, Saint Laurent, Bottega Veneta, and Gucci. Independent
luxury fashion companies including Chanel and Hermes have proven themselves as
key players in the Thai luxury fashion business as well with a market share of 10%
and 5% respectively (Statista, 2023b). To get a competitive advantage in the
industry, these market players are diversifying their products and increasing their
distribution circles, as well as testing and advertising through online channels. This
study focuses on the top four significant players in the Thai luxury fashion sector,
which account for 55% of the market: LVMH, Kering, Chanel, and Hermes.

Figure 3 Key players in Thailand s luxury fashion market

Other ——
45.0%

Kering
15.0%

Chanel
Hermeés 10.0%

5.0%
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2.5.3 Luxury Consumers

The concept of luxury consumption has evolved dramatically, with
Generation Y now playing an integral part in shaping the luxury sector. These
generations have not only redefined the fundamental definition of luxury but have
also imposed new challenges as well as possibilities for luxury businesses and
marketers. By shining a light on Generation Y as a group of luxury consumers, this
study seeks to examine the purchase behavior among Thai Generation Y.
Information about Generation Y luxury consumers and their role in the industry has

been explored in this section.

2.5.3.1 Generation Y as Luxury Consumers

Generation Y, also known as millennials, is a demographic cohort that
comprises individuals born between the years 1981 and 1996. This generation
represents a significant proportion of the luxury customer base, and its members are
known for their unique spending habits and preferences (Beauloye, 2022).
According to a report by Statista (2023), Generation Y comprised 32% of the global
luxury goods market in 2018, and this percentage is expected to increase to 50% by
2025. High-end brands are now focusing on their well-off Generation Y customers
due to their potential as long-term buyers. The luxury market, which was earlier
dominated by middle-aged high-income customers, is now witnessing a new
generation of young and wealthy consumers. According to Beauloye (2022),
Generation Y has emerged as the growth driver and new power shoppers of the

luxury sector.

As mentioned by Jain & Shankar (2021), the characteristics of luxury
customers belonging to the Gen Y category are that they place a high value on
technology, convenience, variety, and experimentation. This younger generation
has been reported to be enthusiastic about web browsing as they prefer to conduct

internet research before making in-store purchases (Adler, 2014).
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They also have higher discretionary income and a stronger preference for
luxury things than prior generations (Jain, 2020). Giovannini et al. (2015)
discovered that Generation Y customers are conscious of brands and eager to invest
in high-end items in exchange for up to better levels of quality and flavor.
Materialism, the emphasis on brand signaling, and status consumption are also

prevalent among Generation Y consumers.

Unlike previous generations, Generation Y is more interested in
experiences than the accumulation of material goods (Villalon, 2023). They would
rather spend their money on travel, events, and activities that allow them to build
lasting memories. Luxury shoppers of this age demand brands that align with their
values and are socially and environmentally responsible. In other words, they are
willing to pay a premium for a product or service if it comes from a sustainable,
environmentally responsible, or mindful brand. They expect the brands they invest
in to be upfront and honest about their efforts, to be transparent in their marketing,
and to actively discuss their sustainability impact. Young adult luxury shoppers
differ from their parents' generation in a way that they not only buy luxury at a
younger age, but they are also willing to indulge when they see a product they
admire (Giovannini et al., 2015). Generation Y customers, in comparison to their
parents' generation, are still building their self-identity and, as a result, exhibit
different characteristics such as high awareness of their identities and brand

awareness. As a result, they became an attractive market for luxury brands.

In conclusion, consumers have been exposed to varying degrees of
optimism, negativity, or emotional intensity in news articles demonstrate diverse
consumer sentiments that influence their attitudes, beliefs, and feelings about
products, brands, and societal and economic issues. Thus, this study aims to
understand how news engagement influences consumer sentiment and subsequent
consumer purchase behavior. Additionally, this study focuses on consumer
purchase behavior toward luxury fashion brands in the backdrop of economic
recovery, with Thailand still facing a lengthy road toward a complete recovery from

COVID-19 before the economy regains momentum (Reuters Plus, 2023).



2.6 Conceptual Framework

30

The image displayed below provides a comprehensive outline of the

concept that will be the focal point of this research. This study aims to delve deeper

into the topic of consumer purchase behavior toward luxury fashion brands in the

wake of an economic recovery. To accomplish this, the researcher plans to explore

this theme through three distinct aspects to gain a better understanding of consumer

mindset, preferences, and decision-making processes when it comes to purchasing

luxury fashion goods.

Figure 4 Conceptual Framework for Current Research
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Economic news
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Consumer Sentiment
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Recovery
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CHAPTER 3
METHODOLOGY

In the third chapter of this study, the focus is on the methodology used.
The research objective is to identify how Thai Generation Y behaves when it comes
to purchasing luxury fashion brands during economic recovery. The chosen
methodology is a qualitative research technique that employs in-depth interviews.
This method helps the researcher to explore different perspectives and gain a better
understanding of consumer behavior. This chapter is organized in the following
manner. It starts by describing the research sample and sampling method, followed
by the research instrument, data collection, data analysis, validity of the study, and
data presentation.

3.1 Research Sample and Sampling Method

3.1.1 Population

The population of this study is Generation Y which is a demographic with
great purchasing power and a key player in luxury consumption in Thailand (Luxus
Plus, 2019). Generation Y is the growth driver of the luxury market and the major

powerful purchaser (Beauloye, 2022).

3.1.2 Sample

A total of 10 key informants were selected for an in-depth interview to
gain perspectives and insights and the questions were made to examine points of
view, experiences, and feelings. In this study, potential informants are aged
between 27 and 42 years old, both male and female, have Thai nationality, and live
in Thailand. They must also have purchased any luxury fashion items including
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apparel, and other accessories such as shoes, bags, and sunglasses from the
following brands: Celine, Louis Vuitton, Fendi, Dior, Loewe, Givenchy, Marc
Jacobs, Bottega Veneta, Alexander McQueen, Balenciaga, Saint Laurent, Gucci,
Chanel, or Hermes. This study focuses on high-spending individuals who have
spent at least 500,000 THB annually. The brands mentioned above are said to be

key players in the Thai luxury fashion market (Statista, 2023b).

3.1.3 Sampling Method

For this study, the researcher will use purposive sampling to select key
informants who match certain criteria. Additionally, snowball sampling will be
used to leverage the connections of these key informants to identify other potential
subjects with similar profiles. This technique involves asking research participants
to assist in identifying additional subjects (Snowball Sampling, 2017).

3.2 Research Instrument

This study utilized question guidelines based on previous research as its
research instrument. The question guideline consists of four sections which are (1)
personal information, (2) news consumption patterns and engagement in economic
news, (3) consumer sentiment during the economic recovery, and (4) purchase
behavior on luxury fashion brands (see Appendix A). The question guideline will
be translated into Thai to minimize communication difficulties and the respondents

will be interviewed in Thai (see Appendix B).

Prior to conducting the interview, the researcher will ask the key
informants three screening questions. These questions are aimed at screening out
informants who do not meet the criteria for this study. If an informant fails to meet

the screening criteria, they will not be allowed to participate in the interview.
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Question 1 asks the key informants their age in order to identify whether

they are part of Generation Y.

Question 2 asks where the key informants live and what nationality they
hold as the research focuses on key informants with Thai nationality and who live
in Thailand.

Question 3 asks the key informants to confirm that they had spent on
luxury fashion items from the following brands: Louis Vuitton, Celine, Loewe,
Dior, Fendi, Givenchy, Alexander McQueen, Marc Jacobs, Gucci, Bottega Veneta,
Balenciaga, Saint Laurent, Chanel, or Hermes at least 500,000 THB annually since
2021.

The descriptions of each section are stated below in their respective order.

PART I: Personal Information. The questions set off the interview with
basic information about the key informants. Four questions are aimed at capturing

their educational background, profession, monthly salary, and marital status.

o What is your highest education?

o What is your profession?

o How much is your average monthly income?
o What is your marital status?

PART II: Nine questions in this section will find out about the news
exposure and consumption habits as well as the online news engagement among
the key informants. The semi-structured focus group discussions conducted by
Oeldorf-Hirsch & Srinivasan (2021) with post-millennial college students in the
U.S. were used to adapt the questions on how key informants receive, engage with,
and be educated from news content. The questions about Content-Interaction
Engagement and Exposure Engagement were modified from Chen and Pain's
(2021) quantitative research on the effects of social media news engagement on
newspaper brand awareness and loyalty on Facebook. Questions were modified to
fit the needs of this study.
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Original Question guidelines from
Oeldorf-Hirsch & Srinivasan (2021)

Adapted Question Guidelines

Do you regard social media as your
primary source of news? If not, what is
your primary source of news? (e.g.,
television, newspapers, radio, news
websites, search engines, e-mail, or in-
person communication)

Do you regard social media as your
primary source of news? If not, what
is your primary source of news? (e.g.,
television, newspapers, radio, news
websites, search engines, e-mail, or
in-person communication)

Is reading a news story on social media
different from reading it in a newspaper?
In both cases, you have the option of
skipping news stories that are not of
interest, so how is using these media
differently?

How often do you find yourself reading
the complete story on Facebook?

Do you think about stories you read on
social media or do they disappear from
your memory after a while?

Do you think about news stories you
read or do they disappear from your
memoryafter a while?

If one of your Facebook friends shares a
news story, would you comment on it?

Do you like to talk about national news
and current events from the newspaper?

Do you like to talk about national
news and current events with others?

How much do you think you learn from
reading news stories on social media?

How much do you think you learn
from reading news stories on any
platform?

Original Question guidelines from
Chen&Pain (2021)

I have shared my opinion about the
newspapers | saw on Facebook with
other readers.

I have shared the news publisher’s
promotion message.

Adapted Question Guidelines

Do you usually share your opinion
about the news you see on social
media with other users?
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I comment on the news links of news Do you usually comment on the news

publishers on Facebook.

I quote from the news when it was good
or witty.

| post my feelings about news on
Facebook

I share the news links of news publishers

on Facebook.

| pay attention to the news when | am

using Facebook.

| enjoy the news reading experience via

Facebook.

I click on links to the news on Facebook.
| get news shared by newspapers or
anyone on Facebook.

| have shared the news publisher’s
promotion message.

I comment on the news links of news
publishers on Facebook.

I quote from the news when it was good
or witty.

| post my feelings about news on
Facebook

| share the news links of news
publishers on Facebook.

| pay attention to the news when | am
using Facebook.

posts of news publishers on social
media?

Do you post your feelings about news
on social media?

Do you share the news links of news
publishers on social media?

Do you pay attention to the news
when you are using social media?

Do you usually comment on the news
posts of news publishers on social
media?

Do you post your feelings about news
on social media?

Do you share the news links of news
publishers on social media?

Do you pay attention to the news when
you are using social media?



PART I11I: Consumer sentiment measurement. Five questions will be asked
to find out about consumer sentiment toward luxury purchases. The questions in
this section were derived from qualitative study conducted by Lozza et al. (2016).
Previous research concentrated on consumer sentiment in the aftermath of the
global financial crisis. As a result, modifications were made to meet the study's

environment.

Original Question guidelines from
Lozza et al. (2016)

Adapted Question
Guidelines

We are interested in how people are
getting along financially these days.
Would you say that you (and your
family living there) are better off or
worse off financially than you were a
year ago? [better/same/worse]

Would you say that you are better off
or worse off financially than you

were a year ago? [better/same/worse]

Now looking ahead — do you think that a

year for you and your family living
there) will be better off financially or
worse off, or just about the same as

now? [better/same/worse]

Now looking ahead — do you think
that a year from now you will be
better off financially or worse off, or
just about the same as now?

[better/same/worse]

Now turning to business conditions in
the country as a whole — do you think
that during the next 12 months, we’ll
have good times financially or bad
times, or what? [good

times/uncertain/bad times]

Now turning to economic conditions
in the country as a whole — do you
think that during the next 12 months,
we will have good times financially
and economically or bad times, or
what? [good times/uncertain/bad

times]
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Looking ahead, which would you say is | Looking ahead, which would you say
more likely — that in the country as a is more likely — that in the country as
whole we’ll have continuous good times| a whole, we’ll have continuous good
during the next five years or so, or that | times during the next five years or so,
we will have periods of widespread or that we will have periods of
unemployment or depression, or what? | widespread unemployment or

[good times/uncertain/bad times] depression, or what?

[good times/uncertain/bad times]

About the big things people buy for their| About luxury fashion items.

homes — such as furniture, a refrigerator,| Generally speaking, do you think
stove, television, and things like that. now is a good or bad time for people
Generally speaking, do you think now is| to buy luxury fashion items? [good
a good or bad time for people to buy time to buy/uncertain, depends/bad

major household items? [good time to | time to buy]

buy/uncertain, depends/bad time to buy]

PART 1V: Purchase Behavior on luxury fashion items. The researcher
examines the purchase behavior of the key informants. Ten questions will be asked
aboutluxury purchases regarding purchase frequency, purchase spending, purchase
occasion, motivation, and key purchase decision factors. This section's questions
were modified from qualitative study conducted by Itthirojanakul (2015) and
Elhajjar (2023).

Original Question guidelines from Adapted Question Guidelines
Itthirojanakul (2015)

How do you describe yourself in How do you describe yourself in terms
terms of fashion? (Trend Follower / offashion? (Trend Follower /
Fashionista(Fashion Influencer) / Fashionista (Fashion Influencer) /
Unique and Independent / etc.) Unique and Independent / etc.)

What is your favorite brand of What is your favorite luxury brand

luxury fashion? Why? of fashion? Why?



Please name luxury fashion brand(s)
that you buy most often. Why?

What kind of product category that
you buy the most (Apparel /Footwear /
Accessories / Bag / etc.) (Ranked)?

How often do you buy luxury
fashion brands?

What is/are the most important
factor(s)that affect your purchasing
decision? (Brand/ Price / Special
Promotion / Trends / Member
Privilege / etc.)

Do you always update the fashion
trend? How often?

Which source of information do you
use for updating fashion trends?

What is/are the reason of buying
luxury fashion items?
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Please name the luxury fashion
brand(s) that you buy most often.
Why?

What kind of product category that
you buy the most (Apparel / Footwear
/Accessories / Bag / etc.) (Ranked)?

How often do you buy luxury
fashion brands?

What is/are the most important
factor(s) that affect your purchasing
decision? (Brand / Price /Special
Promotion / Trends

/ Member Privilege / etc.)

What is/are the reason of buying
luxury fashion items?

Original Question guidelines from
Elhajjar (2023)

Adapted Question Guidelines

How do you typically find out
about luxury fashion products?

Regarding fashion products: do you
usually plan ahead or decide at the
time of purchase?

What would motivate you to
consider buying a luxury fashion
product now?

What would motivate you to
consider buying a luxury fashion
product now?

Who influences your luxury fashion
purchases?

Who influences your luxury fashion
purchases?
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What aspects do you take into What aspects do you take into
consideration of the product when consideration of the product when
deciding to purchase fashion items? | deciding to purchase fashion items?

3.3 Research Procedure

This section describes the researcher's procedures before, during, and after
the in-depth interview. Outlining processes allows the researcher to reflect on and

track achievements during the study process.

3.3.1 Pre-in-depth interview

1. Find In-depth interview key informants through the researcher's network.
Identify key informants using selection criteria and contact info will be recorded.

2. Key informants will be contacted to check availability and an in-depth
interview will be scheduled accordingly.

3. Key informants’ attendance will be confirmed the day before and they will
be asked to download Zoom Cloud Meetings or Google Meet in case of an online
interview, or the researcher will confirm the venue for an in-person interview.

4. Pretested Zoom Cloud Meetings or Google Meet and prepared anotebook,
pen, and laptop charger for in-depth interviews. In case of an in-person, recheck the
location of the interview venue and plan the route.

5. The interview guidelines will be reviewed for the researcher to understand

the questions.

3.3.2 During in-depth interview

1. The researcher will explain the study goals.

2. In-depth interview, the moderator's role, topic, and key informants’ rules
will be explained.

3. The researcher will ask for permission to tape the interview.
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4. Throughout the interview, the key informants will be kept relaxed.
5. Key statements and nonverbal cues will be noted during the
interview.

6. The researcher will thank the key informants once the interview is done.

3.3.3 Post in-depth interview.

1. After the interview, the researcher will record initial insights and

impressions.

2. Data will be transcribed and checked thoroughly.

3.4 Data Collection and Data Analysis

3.4.1 Data Collection

The in-depth interviews are scheduled to take place in October 2023. Each
interview will last about 45 to 60 minutes. They can be conducted via Zoom Cloud
Meeting, phone call or in-person, depending on the preferences and availability of the
key informants. The data collected during the interviews will be recorded for further

analysis by the researcher.

3.4.2 Data Analysis

Once the data is gathered, the interview statements will be transcribed and
checked by the researcher with great care. Following this, the data will be analyzed,
taking into account the concept of consumer behavior, and then categorized into
codes and themes. This will help the researcher to understand the in-depth points of
view, experiences, feelings, and perspectives of each key informant when it comes
to purchasing luxury fashion items. It is important to note that each perspective

comes from the respondent and not from the researcher. The results of the research
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will be presented in Chapter 4, and the findings will be discussed in Chapter 5.

3.5 Validity and Reliability

As previously said, the research question guidelines and structure are
based on previous studies, theories, and concepts of consumer behavior. To ensure
content validity, the question guidelines used in this study were adapted from
previous studies conducted by Itthirojanakul (2015), Elhajjar (2023), Chen & Pain
(2021), Oeldorf-Hirsch & Srinivasan (2021), and Lozza et al. (2016). To control
sample selection and size strictly, the research method and questionnaire were
revised by the adviser. This was done to ensure that all necessary information could
be presented to key informants and to avoid any researcher’s bias. Therefore, to
some extent, this can ensure the face validity of the study. Additionally, the
researcher's academic adviser assisted in rechecking all questions to confirm

content validity.

3.6 Data Presentation

The research data presentation will start by organizing and coding data,
and then provide an overview of the research. Next, the sample will be described,
and key themes will be presented using quotes and visual aids and interpreting
findings concerning existing theories. The researcher will interpret the findings in
the context of the research, ensuring transparency and reflexivity.
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CHAPTER 4
FINDINGS

Findings were drawn from in-depth interviews conducted with ten Thai
Generation Y consumers, and this chapter will be divided into four sections based on
the research objectives. The first section will explain the key informants' demographic
and psychographic profile, followed by three sections based on the conceptual
framework. These sections will cover the key informants' engagement in economic
news and current events, their consumer sentiments during the economic recovery,

and their purchase behavior towards luxury fashion brands.

4.1 Demographics of Key Informants

As mentioned in the methodology, key informants for the in-dept interview
must be between 27-42 years of age. In addition, key informants must have spent at
least 500,000 THB annually on any luxury fashion items including apparel, shoes,
bags from following brands: Louis Vuitton, Celine, Dior, Fendi, Givenchy, Loewe,
Marc Jacobs, Bottega Veneta, Alexander McQueen, Gucci, Balenciaga, Saint Laurent,
Chanel, or Hermés. The research included ten key informants between the ages of 31
and 42. Six of the key informants were male and four were female. All key informants
spent over 500,000 THB on multiple brands from the selected brands within the past
12 months, with three of them spending between 1.5-2 million THB. The key
informants' occupations varied, with four being entrepreneurs, four being business
executives, one being a diplomat, and another one being a cabin attendant. Six
participants were single, and three were married with children, while one was married
but without children. Regarding the educational level, six of them have a master's
degree while the remaining four have a bachelor's degree. Regarding the disposable
income, all of them are in the high-income bracket with the monthly income ranging
from 150,000 to 1 million THB. The researcher selected participants based on profiles
that would add to the richness and diversity of the data according to the following
profiles.
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Key informant 1: Male, 34, Diplomat, 16 years of experience in luxury
consumption. Coming from a diplomatic family, he has inherited a strong loyalty
towards luxury brands. Growing up in an environment that appreciated craftsmanship
and timeless design, he was introduced to the world of high-end fashion from a young
age. He values tradition and heritage brand and associates his purchases with his

family's legacy.

Key informant 2: Male, 36, Head of Industry — Strategic Partnerships, 18 years of
experience in luxury consumption. He works for one of the world class tech
companies and is an avid collector of high-end designer items. He values timeless
elegance and prefers classic luxury items. Being a financially well-off individual, he
looks for pieces that reflect his success and can be worn on several occasions. Quality,
craftsmanship, and the exclusivity associated with luxury brands drive his purchase

decisions.

Key informant 3: Male, 36, Owner of Boxing Camp, 18 years of experience in
luxury consumption. He is an entrepreneur with a significant level of wealth. His
financial status enables him not only to purchase luxury items but also to invest in a
collection of high-end, often limited edition or rare pieces. He is a multi-talented
personality, who is a businessman, MC, and YouTuber, and he is always up to date on

fashion trends. He is a major spender on various luxury fashion brands.

Key informant 4: Female, 42, Factory Owner, 20 years of experience in luxury
consumption. She is an entrepreneur, who has achieved remarkable success in her
professional career. She is also one of the top clients of Hermes in Thailand. She takes

pleasure in owning items that are not mass-produced and have a sense of rarity.

Key informant 5: Male, 36, Store Manager, 15 years of experience in luxury
consumption. He is someone who appreciates brands that have a long and rich history
and has a penchant for collecting vintage pieces. He holds a master's degree in fashion
management from a UK university and is currently employed at a high-end menswear
company. With more than a decade of experience in the luxury goods industry, he has
gained a unique perspective on the latest industry trends, insider knowledge, and the

influence of behind-the-scenes factors on consumer behavior.
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Key informant 6: Female, 40, HR manager and Co-founder of a recruitment
company, 17 years of experience in luxury consumption. As a working professional,
she dedicates a substantial part of her income to maintaining an elegant and high-end
wardrobe. She strongly believes in the significance of a professional appearance and
brand image in the corporate world. She places great value on a polished and

sophisticated look.

Key informant 7: Male, 31, Entrepreneur/Investor, 16 years of experience in luxury
consumption. Coming from a successful entrepreneur family, he has achieved a high
level of financial success, allowing them to indulge in their passion for luxury
fashion. He has built a notable collection of high-end items over the decades. For him,
fashion is a form of self-expression that transcends trends, and he gravitates toward

items that exude sophistication and refinement.

Key informant 8: Female, 32, Cabin Attendant/Family business, 13 years of
experience in luxury consumption. She has been working for a 5-star airline for
almost 8 years. She travels frequently, experiencing different cultures and fashion
scenes worldwide. Her luxury fashion choices are influenced by global trends, unique
styles from various regions, and a desire to stand out in diverse social settings.

Key informant 9: Female, 32, Family Business in diamond and property
management, 17 years of experience in luxury consumption. She is a high-profile
entrepreneur, enjoying substantial financial success, and belongs to the upper
echelons of society. Her primary motivation is the pursuit of exclusivity and
uniqueness. The act of collecting becomes a statement of her discerning taste and

ability to access items that elude the general public.

Key informant 10: Male, 31, Marketer/Broker, 13 years of experience in luxury
consumption. He has a flourishing career in marketing and considers high-end fashion
as a symbol of status. He frequently buys luxury items to showcase his social and
professional status, and his purchases are influenced by the latest trends and the desire

to stand out.
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4.2 News Consumption Patterns and Engagement in Economics News

In the second part of the interview, informants were requested to provide a
description of how they engage with and consume news, specifically concerning the
national and global economy. This section aims to help the researcher comprehend the
key informants' patterns of news consumption and their level of engagement in

economic and current events news, whether online or offline.

4.2.1 News consumption patterns

In response to the question of whether the key informants stay updated with
economic news and current issues, eight key informants indicated that they not only
keep themselves informed on both national and global news, but they also actively
seek out information on these topics. On the other hand, two key informants reported
that they only follow major current events but do so occasionally. Additionally, when
asked about their primary source of news, a majority of key informants identified
similar outlets such as news websites, news applications, and social media. Most of
them expressed a preference for online news media over traditional sources, citing the
convenience and accessibility of the internet as reasons for this choice. Overall, the
responses suggest that the majority of the key informants are interested in staying

informed about current events and prefer to do so using online platforms.

| update the news every day because it’s a part of my job. I have to read both
international and domestic news from Thai national news agencies and international

news agencies like Al Jazeera, CNN, and BBC.

(Participant 1, Male, 34, Diplomat)
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I turn to multiple sources when it comes to news. Usually, websites and news applications.
I use the BBC News app a lot, where | can keep up to date with the global news. I also go on
YouTube to listen to Thai local news like “Rueng Lao Chao Nee,” as well as news agency

accounts on social media like Thai Rath, Bangkok Post, and Daily News.

(Participant 2, Male, 36, Industry Head - Strategic Partnerships)

The key informants were further encouraged to share their thoughts on a
recent economic news story or event that caught their attention and how it affected
their perception of the Thai economy. The majority of the key informants mentioned
the Israeli-Palestinian conflict as a significant news story that drew their attention.
Half of the key informants felt that this conflict could potentially impact various
aspects such as economics, tourism, politics, and more. The other half of the key
informants believed that the impact on the Thai economy would be minimal since our

country does not rely heavily on the Middle East.

A recent one would be the Israel-Palestine conflict that is going on right now. It has an impact
on every aspect, whether it s political, economic, or even cultural matter, for every country
around the world. Economically, Thailand is going to take a heads-up for sure. Not only is the
labor specter, but it also is going to affect the value chain around the world.

(Participant 1, Male, 34, Diplomat)

4.2.2 Online and offline engagement in economic news

The key informants were asked to share their level of engagement with
economic news, including their interest in discussing national news and current events
with others and their activity on social media platforms (such as commenting, liking,
disliking, or reposting news stories). All the key informants expressed their
enthusiasm for discussing news and current events with their friends, family, and
colleagues in person. However, they indicated that they were less active in online
discussions and preferred not to express personal opinions on social media. While this

approach may limit the opportunities for engaging with different perspectives, it also
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suggests that the respondents value face-to-face interactions and may be more open to

constructive dialogue in person.

I like to discuss global and national events with others all the time, whether it'’s at work or in
my personal life. But I don t really engage in online commenting, liking, or expressing views
online. | do share opinions in my personal life with friends and in my professional life with my

counterparts. But I do not engage in sharing comments online, likes, or dislikes.

(Participant 1, Male, 34, Diplomat)

I like to discuss news and current events with friends when we hang out after work or on the

weekends. But 7 don t express my opinions online at all.

(Participant 10, Male, 31, Marketer/Broker)

In the interview, it became clear that the key informants were generally
interested in economic news and current events. They actively engaged in
conversations about these topics when speaking to one another in person. However,
when it came to expressing their views online, they seemed less willing to do so. One
of the key informants expressed that they were hesitant to share their opinions on
social media platforms. They believed that people often made comments without
much thought or consideration, which could result in unpleasant interactions. Overall,
the key informants seemed to be more comfortable expressing their thoughts in face-
to-face conversations rather than on social media platforms. They cited the lack of
nuance and context in online interactions as a reason for their hesitancy to express

their views.
| try not to give any personal opinions online.

(Participant 2, Male, 36, Industry Head - Strategic Partnerships)

I think i¢’s not worth it to spend energy and time sharing opinions online. On social media,

people can say whatever they want without much consideration.

(Participant 5, Male, 36, Store manager)
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4.3 Consumer Sentiment during the Post-COVID-19 Economic Recovery

During the interview, the third section aimed to uncover the key informants'
sentiment towards the economy during the post-COVID-19 economic recovery
period. The section began with a question about the key informants' current level of
confidence in the Thai economy, and the factors that influenced their confidence. In
response, most of the key informants expressed moderate confidence, using numeric
scales to indicate their level of confidence such as 50/50, 6 out of 10, or around 4-5/10
scales. The key informants revealed that there were several reasons contributing to
their level of confidence. They were aware of the slow recovery period of the Thai
economy following the pandemic and the new government just started working on
some economic policies. Additionally, as the world was grappling with political unrest
and global economic fluctuations, the key informants felt that these factors were also

impacting their confidence levels.

I would say 6. I do expect the economy to recover slowly. Obviously, things are quite dynamic,
especially with the new government in place. | know that they're trying to push a few things.
There's been some excitement but also some concern about the different policies. Obviously,

the hot topic now is the 10,000-baht scheme. So, the government is working on a few

stimulants from an economic standpoint.

(Participant 2, Male, 36, Industry Head - Strategic Partnerships)

Now, [ think it's still 50/50. We’ve just finished with the previous government, and they did not
specialize in growing the economy or business opportunities. Now, the new government has
come, and they have a strong foundation for escalating the economy. Thailand is now

reopened and ready to develop and open to opportunities for business and income.

(Participant 5, Male, 36, Store manager)

The Thai economy remains unstable with a fluctuating stock market. Additionally, the
government has not implemented any effective economic policies to improve the situation.

Currently, I rate my confidence on a scale of 4 out of 10.

(Participant 10, Male, 31, Marketer/Broker)
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When asking about the future of the Thai economy in the next 12 months,
more than of them were optimistic about the economic outlook of Thailand in the
upcoming year. However, many key informants believed that it would take more than
a year for the Thai economy to fully recover and achieve sustainable growth. Despite
this, several key informants expressed hope for the future of the Thai economy,
attributing it to the formation of a new government and the expected implementation

of new policies aimed at boosting economic growth.

I think the Thai economy is recovering slowly from the pandemic and | believe we will
probably have a good time economically, but it will take some time. Also, if the campaign's
10,000-baht digital wallet could be launched, it would help boost the economy and encourage

people to spend more.

(Participant 1, Male, 34, Diplomat)

1 think it’s likely that it will be better but not that good yet within 1 year. It will take longer
than that, but I think it will be good in maybe 5 years.

(Participant 6, Female 40, HR Manager/Co-founder of a Recruitment Company)

I am not knowledgeable about policies related to the economy and business, but |

believe that the Thai economy will improve due to the new government.

(Participant 9, Female, 32, Entrepreneur — Diamond Gemstone industry)

Key informants were further asked to evaluate their current financial standing
compared to the previous year. Out of ten key informants, eight reported notable
improvements in their economic situation, attributing their success to higher incomes
and successful business ventures. On the other hand, the remaining two key
informants stated that their financial position remained unchanged from the previous

year.
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| would say better compared to last year. | spend more on luxury leisure activities like golfing

because last year, we just came out from a very serious pandemic.

(Participant 5, Male, 36, Store manager)

Better off because my income has increased. I am also running my family business and it'’s

going quite well.

(Participant 6, Female, 40, HR Manager/Co-founder of a Recruitment Company)

As the third section came to a close, the key informants were encouraged to
share their thoughts on whether it is a favorable or unfavorable time to spend on
luxury products at the moment. More than half of the key informants acknowledged
that the decision depends on one's financial status, as high-income individuals who
can afford such products would always consider it a good time. On the other hand,

those who cannot afford it would consider it a burden.

I think there is no good or bad time for people who can afford to spend on luxury
products. If you can 't afford it, it’s always a bad time. For people who can afford it, it doesn't

really matter.

(Participant 5, 36 years old, Store manager)

Personally, | think it depends more on the person. Well, personally, | bought it, but | didn't
buy everything. I still buy things that I think | want or need, but | don't overspend on things

that | think are extravagant.

(Participant 4, 42 years old, Factory owner)

The remaining key informants shared their views on the current economic
situation and how it impacted on their purchasing decisions. They expressed their
concern about the instability of the economy and how it affected their financial
planning. Based on their analysis of the situation, they concluded that it was not the
right time to spend heavily on luxury goods, as it might lead to financial strain in the
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long run. Overall, the discussion gave valuable insights into the significance of
considering one's financial status and the current economic situation before investing

in luxury products.

I think it's not a good time, but more people are inclined to buy them than before the
pandemic. | see people are trying to show off that they are buying expensive items, with the
hope of reselling them in the future. However, in my opinion, investing in designer items is not

a wise decision. | believe investing in gold and real estate is a better choice.

(Participant 8, 31 years old, Cabin Attendant/Family business)

Maybe not a good time for luxury shopping because the economy is still unstable.

(Participant 10, 31 years old, Marketer/Broker)

4.4 Purchase Behavior on Luxury Fashion Brands

In the last section, key informants were asked to describe their purchase
behavior on luxury fashion brands based on their fashion style, preferred luxury
fashion brands, product category, purchase frequency and occasion, and key purchase

decision factors.

4.4.1 Fashion style and definition of “luxury”

First, key informants were prompted to characterize their fashion style while
also defining the term "luxury" within the realm of luxury fashion brands. Of the key
informants, eight expressed that they do not adhere to any specific fashion trend but

rather opt for a "unique," "conservative," or "independent" fashion style. Few key
informants associated their fashion style with the concept of "quiet luxury"”. These
individuals explained that they preferred clothing items that were of premium quality,

made of high-end materials, and had a sophisticated design, without being overly
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flashy or showy. They believed that their clothing choices should reflect their refined
taste and understated elegance, rather than seeking attention or validation through

loud and ostentatious fashion statements.

1 am very conservative or quiet luxury. I don t like things with a big logo or printed logos.
| feel like these things are more appealing to people who want to be bold and loud that they
are using designer items. In fact, they don t have the idea of appreciating craftsmanship or the

heritage of the brands.

(Participant 5, Male, 36, Store manager)

I lean towards “quiet luxury” style. | prefer elegant fashion that doesn't scream. It s not like a

walking brand which doesn't look expensive.

(Participant 7, Male, 31, Entrepreneur/Investor)

Personally, | tend to lean towards more conservative styles. | don't believe in buying

something just because it's new or trendy, as not all new items are necessarily good.

(Participant 8, Female, 31, Cabin Attendant/Family business)

I'm not into mainstream trends but interested in unique ones, a mix of independent and

unique.

(Participant 10, Male, 31, Marketer/Broker)

Only one key informant expressed his inclination towards being a trend
follower. He mentioned that he was constantly keeping himself updated on the latest
fashion trends and always stayed on top of what was new and trendy at any given
moment. This key informant seemed to have a keen interest in the fashion world and

valued staying current with the latest styles and designs.

Maybe I'm a trend follower. | buy when something new and trendy comes out.

(Participant 3, Male, 36, Boxing Camp Owner)
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During an interview about the meaning of the term "luxury,” key informants
expressed their views on what the term means and how it should be applied. While
there was no consensus, the key informants agreed that luxury products should
embody high quality, high price, premium materials, and exclusivity. They believed
that luxury products should be associated with elegance and sophistication and should

not be intended solely for the purpose of flaunting one's wealth.

The key informants also discussed the importance of accessibility to luxury
items. They agreed that luxury goods should only be accessible to certain groups of
consumers, as they are not mass-produced and are not intended for everyone. This
exclusivity should not only be based on price but also on the values and lifestyle
choices of the consumer. They felt that luxury products should be designed to appeal
to a discerning and sophisticated consumer who values quality, craftsmanship, and

exclusivity.

Overall, the key informants believed that luxury products are not just about
material possessions, but also about a lifestyle and mindset that values quality,
exclusivity, and elegance. They felt that luxury products should evoke emotions of
pleasure, satisfaction, and pride in the consumer, and that owning a luxury product

should be a symbol of one's success and sophistication.

So, luxury is usually associated with something premium. Something of premium
guality, premium production, premium choices, etc. So, | usually associate with that.
Obviously, luxury can come with a lot of price markup, right? But | associate it more with

quality. So, if the quality is worth the price, then it makes sense.

(Participant 2, Male, 36, Industry Head - Strategic Partnerships)

1 think “luxury” is a very big word. It's something that money can 't buy, whether it'’s
experience or product. | think of a relevant term, which is “exclusivity,” something that only

certain people can gain access to or something that is only made for them.

(Participant 5, Male, 36, Store manager)
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When it comes to the brand, it should give off an air of luxury and sophistication, without any
flashy or prominent logos. The overall look should be understated yet expensive.

(Participant 10, Male, 31, Marketer/Broker)

4.4.2 Preferred luxury fashion brands

The key informants were asked about their favorite luxury fashion brands and
some reasons behind their preferences. Interestingly, both male and female key
informants showed the top preference for Hermeés, followed by Dior and Chanel.
These brands emerged as the most frequently purchased ones as well. Key informants
shared that they appreciated the classic and distinctive look offered by these brands,
which was in line with their sense of style and personal identity. Additionally, the key
informants expressed their trust in the quality of these brands and admired their

designs.

Hermés is my favorite. | have a large collection of Hermés products. | like Hermes' design
since it is elegant and timeless and does not have big or printed brands all over the products.

Only those who use this brand would notice and recognize it as Hermeés.

(Participant 7, Male, 31, Entrepreneur/Investor)

I will stick to Chanel. The material, the design, and the color. They never go wrong.

(Participant 8, Female, 31, Cabin Attendant/Family business)

| prefer Hermes. It's not just about carrying a bag but also about carrying the brand's
heritage and pride. What | like about Hermes is the story behind it and the attention paid to
the material, especially the leather used to make their bags. | appreciate the neatness of their

craftsmanship, which makes their bags stand out.

(Participant 9, Female, 32, Entrepreneur — Diamond Gemstone industry)
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The two other key informants shared the same preference for Balenciaga and
considered it a high-end street fashion brand that perfectly matched their everyday
look. Moreover, they found Balenciaga's prices affordable and purchased numerous

clothing items from the brand.

| like Balenciaga and Dior as they offer distinct styles. Balenciaga's pieces blend streetwear

with luxury, while Dior's designs are simple yet elegant and timeless.

(Participant 10, Male, 31, Marketer/Broker)

4.4.3 Product category, purchase frequency and occasion

Before delving into the factors that influence purchase decisions, key
informants were asked about the product categories they frequently purchase and the
number of luxury fashion items they buy each year. The top three product categories
were clothing, shoes, and bags, respectively. On average, key informants purchased
between 30-40 items per year, with one key informant mentioning that they shopped
for luxury fashion goods around 5 times per month, resulting in the highest number of
items purchased being around 60. Two key informants also mentioned that they spend
between 1-2 million THB per year on luxury fashion goods alone, excluding watches
and jewelry. Moreover, they prefer purchasing luxury fashion items from the physical

stores in order for them to experience the real products.

I usually go to the shop and see the real products or try them on. | prefer a traditional way of

shopping. | hardly ever shop for luxury fashion goods online.

(Participant 1, Male, 34, Diplomat)

Because | go shopping basically every month, | can't really tell exactly how many pieces I buy
in a year. So, I'd guess | spend roughly 1-2 million THB per year on luxurious things.

(Participant 3, Male, 36, Boxing Camp Owner)
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I have no idea how many goods | buy in a year or month because | shop frequently.
So, each year, | spend at least 1 million THB on luxury fashion goods.

(Participant 9, Female, 32, Entrepreneur — Diamond Gemstone industry)

When queried about the occasion for purchasing luxury fashion items, every
key informant gave a comparable response that they did not wait for a momentous
occasion to make a purchase. Upon discovering an item that struck their fancy or
caught their attention, they promptly acquired it. Waiting for a specific date or

happening to satisfy their fashion inclinations is not a requisite for them.

No special occasion is needed. If I like something, I go to the store and look at the
real thing; if it's decent and not overpriced, | buy it.

(Participant 4, Male, 36, Boxing Camp Owner)

I don t wait for any special occasions. If I like something, I just go buy it. Or if | came

across something nice, | would just buy it.

(Participant 10, Male, 31, Marketer/Broker)

4.4.4 Key Purchase Decision Factors

All key informants were specifically requested to provide detailed descriptions
of the factors that had a significant impact on their decision to purchase luxury
fashion products. The responses provided by the key informants were analyzed and
similar factors were grouped together into themes for ease of understanding. This
allowed for a more comprehensive understanding of the key drivers that influenced

the purchase decisions of the key informants.
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Theme 1: Product design and brand design

Among the key informants, half of them considered the product design and
brand as their top priority. They valued the product's aesthetic appeal above all else
and preferred a classic, simple, yet elegant design that stands the test of time. One key
informant specifically mentioned that they admired the brand design of Hermeés, as it
followed the principle of "less is more." This was because there was no big or printed

logo on the products.

I consider brand design crucial as it reflects the desired look. Each brand offers
different styles. Personally, I own numerous Hermés neckties for my work attire. They create

the look | prefer.

(Participant 1, Male, 34, Diplomat)

Design is the first aspect | think about. For example, | prefer Dior because the design
fits my personality.

(Participant 3, Male, 36, Boxing Camp Owner)

When selecting a product, | pay close attention to the design. Less is more is what |
prefer. Hermes is an excellent example. | dislike things that have massive logos since they are

seen as cheap.

(Participant 9, Male, 32, Entrepreneur — Diamond Gemstone industry)

Theme 2: Product functionality, utility, and guality

Few key informants considered purchasing a product based on its practicality
and functionality. These key informants would make a purchase if they could see
themselves using the product in their everyday lives, such as wearing it to work or
attending special events. Also, product quality played a vital role in this group of key
informants. This indicates that for these individuals, the utility of the product is a

primary factor in their decision-making process.
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My main reason for buying something is because | intend to use it. | often have to attend
events or occasions and need to find suitable outfits for them.

(Participant 4, Female, 42, Factory owner)

Since | have to attend a lot of formal occasions as a business executive, | purchase items
appropriate for my line of work in order to maintain a polished appearance. | need specific
items that highlight my personality.

(Participant 6, Female, 40, HR manager/Co-founder of a recruitment company)

Theme 3: Own obsession and personal needs

Several key informants confessed that their love for luxury fashion items was
an obsession, and the primary reason for their shopping was to satisfy their personal
wants and desires. The motivation to buy such items was derived from within
themselves. Acquiring a particular product could bring them a sense of fulfilment and
put them in a good mood.

I purchase things based solely on my own obsession. Like what is called "must-have item” or

YOuTUABI.

(Participant 4, Female, 42 years old, Factory owner)

My own obsession drives me to shop. | used to believe | had depression, so | went to shopping
therapy, but it turned out | was just a shopaholic.

(Participant 9, Female, 32, Entrepreneur — Diamond Gemstone industry)

Theme 4: Price-worthiness and investment

Although all the key informants are high-income individuals, some of them
are mindful of the price when it comes to luxury purchases. They are willing to pay a

substantial amount of money, but only if the products really are worth the price.
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Additionally, they view these luxury items as investments that can be passed down to

future generations.

When making a buying decision, | also consider the price, such as when | travel abroad and
check out the price of a specific item; if it's a decent price, I'll buy it since it's worth it.
(Participant 7, Male, 31, Entrepreneur/Investor)

| prefer to invest in high-quality items such as or Chanel products that can last for years and
even be passed down to my kids or grandchildren. I do not buy lesser-known brands such as
Bottega or Gucci as they may not last as long and are not worth the price.

(Participant 8, Female, 31, Cabin Attendant/Family business)

4.4.5 Changes in purchase behavior after the pandemic

During the interview's last section, key informants were asked to evaluate their
purchase behavior during the post-pandemic period in comparison to the pre-
pandemic. Key informants gave two different types of answers. More than half of
them mentioned that they spent more on luxury shopping this year as they could not
go shopping, travel, or attend social gatherings during the COVID-19 pandemic. As a
result, they referred to this behavior as "revenge shopping.” Following the end of the
pandemic, they felt more financially secure in the year 2023. As a result, they
increased their spending on luxury goods. This was the first year where there were no
adverse effects on the financial stability of individuals and society as a whole. This

indicates a return to normalcy and an increase in consumer confidence.

I would say it has been more revenge shopping. I'm also more risk-free when it comes to my

work. So, obviously, my disposable income is more than during COVID. So, | spend more.

(Participant 2, Male, 36, Industry Head - Strategic Partnerships)
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During the Covid period, I didn't do much shopping for 1-2 years, but lately, I've been buying
more than before.

(Participant 4, Female, 42, Factory owner)

The rest of the key informants reported that they have been spending less on
luxury shopping lately. The reasons behind this seem to be twofold. Firstly, the
pandemic has made them more cautious about their spending habits, including luxury
shopping. Secondly, they have come to realize that investing in assets that can
generate additional income was a more prudent use of their money. They no longer

saw luxury goods as a status symbol and felt that they had enough of them already.

I see I'm spending less on luxury products because they're less necessary to me. Unlike before,
it was a status symbol, and | longed for specific products from high-priced brands.

(Participant 7, Male, 31, Entrepreneur/Investor)

I think | buy less as | age. | find myself prioritizing investments over material possessions
these days. | already have enough bags and other luxury items. As | get older, | realize that

saving money is more important than constantly buying new things.

(Participant 8, Female, 31, Cabin Attendant/Family business)
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CHAPTER 5
SUMMARY AND DISCUSSION

This chapter will provide a comprehensive summary of the findings, followed
by a thoughtful examination of Generation Y's engagement in economic news and
current events, as well as their consumer sentiments throughout the economic
recovery and purchase behavior toward luxury fashion brands. The discussion will
also delve into consumer behavior theories and concepts. Finally, the limitations of
the research will be addressed, and recommendations for further research, as well as

practical consequences, will be presented.

5.1 Summary

Qualitative research data was gathered from 10 participants between October
15" and November 18", 2023, to delve into the purchase behavior of luxury fashion
brands amongst Thai Generation Y consumers. The in-depth interview, which
consisted of four sections, was conducted after screening the participants' profiles.
The first section comprised key informants’ demographic information. The second
section investigated key informants' engagement in economic news and current
events. The third section addressed consumer sentiment during the economic recovery
following COVID-19. Lastly, the fourth section pertained to the purchase behavior
towards luxury fashion brands. The following is a summary of the findings under each

section.

5.1.1 News consumption patterns and engagement in economic news

Individuals belonging to the working-age Generation Y demographic exhibit a
consistent pattern of daily engagement with news media, keeping themselves updated
on the latest developments and trends in the fields of national and international
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economics, as well as current events. This habit of staying informed on a regular basis
is indicative of their proactive approach towards acquiring knowledge and staying up
to date with the world around them. The primary sources of news that they rely on are
news websites, news applications, and news channels on YouTube and Facebook. The
current event that has captured their attention is the ongoing conflict between Israel
and Palestine. As for national economic news, they are closely monitoring the national
economic news, with a keen eye on the 10,000-Baht digital wallet scheme, which has
drawn significant attention in Thailand at the moment.

Regarding the news engagement, they have shown a high level of engagement
with economic news, both at the global and domestic levels. They display a keen
interest in following economic trends and are quick to discuss and analyze them with
their peers, colleagues, and friends. Their discussions often revolve around current
events that have the potential to impact the economy, such as political changes, wars,
and social issues. They prefer to engage in offline discussions, as they find face-to-
face conversations more meaningful and effective than online interactions. They like
to discuss news and current events when they get together or hang out with their
friends and colleagues. They also have a strong opinion on economic and political

policies and their impact on society.

However, all of them are cautious when it comes to online engagement. They
refrain from commenting, liking, disliking, and reposting due to several reasons. One
of the main reasons is that they are afraid of the potential negative repercussions that
may arise from expressing their views online. They are also aware that online
interactions can quickly escalate into unpleasant arguments or debates, which can be
emotionally draining and time-consuming. Additionally, some individuals feel that
their opinions may not be valued or respected by others, leading to a sense of
frustration and disappointment. Therefore, they choose to avoid engaging in online
discussions altogether. Their high level of engagement with economic news is
indicative of their desire to stay informed and updated on the latest developments in
the world of finance and economics. They understand the importance of economic
stability and the impact it can have on their personal lives and the world around them.



63

5.1.2 Consumer sentiment during the post COVID-19 pandemic

All key informants were requested to evaluate their level of confidence in the
current state of the Thai economy, and they reported having a moderate level of
confidence. This confidence level can be attributed to several factors. Firstly, the new
government has just been formed, and economic policies are still under discussion
and not yet implemented. Secondly, the global economy is still unstable due to
ongoing wars and political conflicts, which are likely to have an impact on the
economy. There are concerns being raised about the effectiveness of the 10,000 digital
wallet campaign that has been widely discussed. Many are questioning whether Thais

will truly benefit from the initiative or if it's just a political ploy to gain support.

All key informants, when asked about Thailand's economic prospects,
expressed positive confidence that the country will have stable times economically in
the future, and be able to weather any challenges. They cited the government's
ongoing economic campaigns and policies as reasons for their optimism. Additionally,
the full reopening of Thailand this year after the pandemic is expected to bring a
much-needed boost to the economy, particularly in the tourism sector, which will
generate more income for the locals. While the key informants acknowledge the
recovery of the Thai economy, they do not believe that it will reach the pre-pandemic
level or show significant improvement in the next 12 months. They estimate that it
will take up to five years to see a substantial improvement.

Moreover, the key informants were asked to share their current financial and
economic status in comparison to the previous year. The majority shared that they
were currently better off financially and economically. Many cited increased income
and successful business ventures as reasons for their improved financial standing.
However, a few key informants with fixed incomes reported no significant changes to
their financial status. Interestingly, none of the key informants reported being worse
off financially than the previous year. Overall, the results suggest that most key

informants experienced a positive change in their financial and economic situations.
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Lastly, key informants were asked for their thoughts on spending money on
luxury fashion goods, given the current economic situation. They believed that
whether it was the right timing to spend on such goods depended on one's financial
status. For high-income individuals, luxury products are always affordable, so it's the
right time for them to buy. However, for those in the lower income bracket, it may be
necessary to save money for unexpected situations. Additionally, the Thai economy is
not yet stable, so it may not be a good time for them to spend on luxury fashion goods

at the moment.

5.1.3 Purchase behavior towards luxury fashion brands

At first, key informants were asked to discuss their fashion style and their
general perception of the term "luxury". In relation to fashion, most of them identified
themselves as conservative, unique, and independent, and did not follow the
mainstream fashion trends. Some of them identified with the concept of "quiet
luxury,” meaning that owning or using designer items was not intended to show off
but rather to be appreciated by others who also used and valued luxury products. The
key informants had a favorable perception of "luxury" within the fashion brand
context. They correlated it with high-end prices, excellent quality, and exclusivity,
which only a specific group of consumers could afford or have access to.

This group of Generation Y male and female key informants were further
asked about their preferred luxury fashion brands. According to the responses
gathered, Hermes, Dior, and Chanel emerged as their top three favorite brands, and
these brands were also the most frequently purchased among them in the past years.
The key informants went on to explain that they admired the design of these brands
because it was simple, yet elegant and timeless. They particularly appreciated the
principle of "less is more"” that these brands followed, meaning that there were no
huge logos or printed logos all over the products, making them look expensive and
not showy. The key informants also trusted the product quality of these brands, which

was one of the key reasons why they were loyal customers. Overall, the results
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indicated that the key informants had a strong preference for high-end fashion brands
that offered classic and understated designs and high-quality products and were not

too flashy and showy.

The key informants in the study have a high purchasing power, buying around
30 to 40 luxury fashion items per year. They do not require any special occasion to go
luxury shopping and like to visit physical stores to experience the products before
making a purchase. Interestingly, they are not interested in online reviews or gathering
information about the products before making a purchase. They prefer the traditional
way of shopping and make the purchase decision by themselves. Only a few key
informants mentioned that they took opinions from their family and friends into

consideration. No one else has ever influenced their luxury purchases.

According to a set of four crucial factors of the marketing mix including
product, price, place, and promotion, when it comes to the product aspect, participants
are particularly interested in fashion items that have elegant and timeless designs,
which are not too flashy or showy, and that reflect their conservative and independent
fashion style. They also place high value on the quality of craftsmanship and brand
heritage. Regarding the price, key informants do not have a fixed budget for luxury
fashion goods. Their willingness to pay depends on the perceived value of the
product. If they admire a product and believe that it is of high quality and worth the
price, they will not hesitate to purchase it. This suggests that the price of luxury
fashion goods is not the most crucial factor in the process of decision-making for

these key informants but rather the perceived value of the product.

As per their purchase history, it is evident that these individuals have a keen
interest in luxury fashion items. On average, they spend at least 500,000 Thai baht
annually on luxury fashion goods. However, some key informants spend up to 2
million Thai baht each year. They tend to prefer buying luxury fashion goods directly
from physical stores. This is because they can have a more personal experience with
the products and examine them in detail before making a purchase. They value the
quality of the product and want to ensure that they are investing their money in
something that is worth it. In terms of sales promotions, they do not actively seek out

any discounts or promotions. However, if they come across a sales promotion such as
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buy-2-get-10 % off, this could motivate them to buy more. They are not necessarily
price-sensitive, but an attractive promotion can certainly influence their purchase

behavior.

The research’s main goal is on the purchasing behavior of Generation Y during
the economic recovery period after the pandemic. Key informants were asked to
review their spending habits on luxury fashion items, comparing them to pre-
pandemic times to determine whether there were any changes in their purchasing
behavior. The results showed that more than half of the key informants reported
spending more on luxury fashion items during the post-pandemic period. They
referred to this behavior as "revenge shopping,” which can be attributed to the fact
that during the pandemic, they were unable to travel, socialize, and shop as much as
they would have wanted. As a result, they did not feel the urge to buy things.
However, after the pandemic, they started spending more on luxury fashion items as a
way of making up for lost time. This trend reflects the pent-up demand for luxury
goods among the key informants, which is likely to continue in the future. The rest of
the key informants reported that they were spending less money, however, the primary
reason was not the pandemic, but they had realized they already possessed enough
luxury items and wanted to invest in more profitable ventures that could generate
long-term income. This suggests that the pandemic may not be the only factor driving
changes in consumer behavior and that other factors, such as a growing awareness of

the importance of financial planning and investment, may also be at play.

5.2 Discussion

In this section, the findings will be discussed. The first part of the discussion
covers news consumption patterns and the level of engagement with economic news.
The next section focuses on consumer sentiment during the economic recovery
following the COVID-19 pandemic. The final section discusses the purchase behavior

towards luxury fashion brands.
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5.2.1 News consumption patterns and engagement in economic news

According to the research findings, online news platforms such as news
websites and social media news channels play a significant role in keeping Thai
Generation Y individuals updated with economic news, current events, and other
information. Applications such as BBC News and The Wall Street Journal are
excellent examples of how Generation Y updates news these days. The key informants
consume news on a daily basis and keep themselves informed about the economic
situation and what’s going on in the nation and the world. This is consistent with the
research conducted by The SCB Economic Intelligence Centre (EIC) cited in
Amornvivat (2014) that one of the key traits of Thai Gen Y is "tech-savvy" as they
rely heavily on the internet and gadgets to keep in touch with other people and acquire
information and news. The statement is relevant to research conducted by Poindexter
(2012), as cited in Manik and Didarul (2015) which claimed that the most educated
individuals from the millennial generation tend to consume news more
enthusiastically as education level is strongly correlated with the consumption of
news. During the interview, it was observed that more than half of the key informants

have a master’s degree, indicating that they were well-educated individuals.

In terms of news engagement, key informants have a relatively high level of
engagement in economic news and current events as they obtain news information
every day and utilize it at work as well as discuss it in their personal life. However,
when it comes to online engagement, the findings show an extremely low level of
engagement as they refrain from interacting with news stories, such as sharing,
commenting, reacting, and liking on online platforms. More precisely, the framework
employed to explain online media news engagement was from Chen and Pain (2019),
which specifically makes use of the environment of news consumption on social
media and was described as having two dimensions. First, in terms of content
interaction engagement, which refers to various levels of reader interaction with news
information, including sharing, rating, liking, ranking, viewing, quoting, and
commenting (Chen, 2020), the findings show an extremely low level of engagement.

Secondly, regarding exposure engagement, which encompasses attention, frequency
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of receiving news via online media, and satisfaction with receiving news (Chen,
2020), the findings show quite a high level of engagement as they updated news on

online platforms daily and pay attention to the news content.

The results indicate that the key informants were not significantly interacting
with news content, as there is a low level of engagement in activities such as sharing,
liking, and commenting. However, the study did reveal that key informants are highly
engaged in terms of exposure engagement. In general, the study suggests that key
informants were more interested in consuming news content passively rather than
actively engaging with it. This could be due to various factors, such as the nature of
the content or readers' preferences.

5.2.2 Consumer Sentiment during the Post COVID-19 Pandemic

In this study, consumer sentiment refers to the general feelings of consumers
toward the economy and businesses as a whole (Lawson et al., 2001). According to
Throop (1992), it was found that consumer sentiment generally moves in line with
current economic conditions. This statement is consistent with the findings of the
study that all key informants hold neutral sentiments toward the current state of the
Thai economy. The reasons cited by the key informants are in line with the research
conducted by Krungsri Research (2023), which highlights that the Thai economy is
recovering slowly and likely to face many international challenges, including stress in
global financial markets, the risk of the global economic downturn, and on-going
wars. Additionally, the domestic economy has been affected by political uncertainty,
particularly due to the formation of a new government, which may lead to disruptions

in economic policies.

Regarding private sector consumption, the participants were inquired whether
it is a right time to spend on luxury fashion products. The findings indicate that the
answer depends on the income class of the consumer, which is consistent with the
research conducted by Krungsri Research (2023). The research shows that an increase

in spending by upper-income consumers will boost the economy, while lower-income
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spending will be limited due to both rising living costs and the impact of higher
interest rates on household debt. It was found that although the key informants had a
neutral sentiment towards the Thai economy, they stated that their financial and
economic situations were better than the previous year. As a result, their spending on
luxury items was not significantly impacted by the current economic state due to their

high-income status.

5.2.3 Purchase behavior towards luxury fashion brands

In the last section, the findings indicate consumers’ purchase behavior on
luxury fashion brands based on their fashion style and luxury concept, preferred
luxury fashion brands, product category, purchase frequency, and occasion, and key
purchase decision factors, as well as changes in purchase behavior after the pandemic.

The key informants described their fashion style as conservative, unique, and
independent. They believed that they did not follow the mainstream trends and instead
preferred to relate their style to the concept of "quiet luxury.” In terms of fashion, they
defined luxury as something of premium quality and price, which was associated with
exclusivity. In a research study conducted by Wu et al. (2015), a group of young
female Taiwanese participants were asked to describe the meaning of "luxury
fashion." The study found that the participants used words such as "exclusive”

"superior,” "unique,”, and "wealthy" to describe luxury fashion products. The study
also revealed that the participants associated luxury fashion with quality, rarity, and

the ability to communicate social status.

Based on their preferences for luxury fashion brands, it appears that Hermes,
Dior, and Chanel rank as their top three favorite brands. They appreciate these brands
for their elegant and timeless designs, high-quality products, and adherence to the
"less is more" principle. Unlike other brands, Hermeés, Dior, and Chanel do not use big
or excessive logos, which can make the products look less expensive and not truly
luxurious. However, this is in contrast to the findings from research by Wu et al.

(2015) which indicated that the Taiwanese young adults in so-called “Strawberry
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Generation,” aged between 18-32, alluded to “showing off”” or “impressing others” as
their reason for being an innovator in luxury fashion. For young female Taiwanese,
the presence of a luxury brand in terms of extremely apparent brand identification
markers is of great concern (Wu et al., 2015).

Regarding the most popular product category, the top three items purchased
were clothing, shoes, and bags. This aligns with the findings of Statista's report
(2023a), which indicates that luxury clothing generated the highest revenue in the
Thai market in 2023. Additionally, the key informants demonstrated a high purchasing
power, with an average frequency of 30-40 items bought per year, with a minimum
spending of 500,000 Thai baht and a maximum of 2 million Thai baht. Furthermore,
there is no specific occasion for these purchases. If they stumbled upon something
they liked or admired a particular product, they would simply purchase it. This
behavior can be classified as Impulsive Buying, as proposed by Rani (2014). In other
words, there was no deliberate planning involved, no prior information gathering, and

the purchase was made impulsively, on the spur of the moment.

The key factors that influence consumer behavior are analyzed based on the
four factors identified by Kotler and Armstrong (2008). These factors include
psychological, personal, social, and cultural factors. Among these, personal and
psychological factors have the most influence on the purchase behavior of the key

informants.

Personal factors: The role of demographics in luxury fashion purchases
cannot be overstated. Age, income, occupation, and education level are key
determinants that shape the participants’ preferences and purchase behaviors. All key
informants belong to the upper social class with high incomes which enable them to
afford and access the high-end products. Moreover, education influences participants'
appreciation for design and craftsmanship. They prioritize timeless design,
craftsmanship and brand heritage and prefer luxury brands that align with these

values.

Psychological factors: When purchasing luxury fashion items, key informants

are driven by both emotional and practical factors. They want to experience pleasure
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and gratification, but also prioritize functional aspects such as durability and
craftsmanship. Quality perception, brand image, and exclusivity are significant
psychological factors that determine the value of luxury products. These factors shape
their willingness to pay a premium for luxury items, which they perceive as high-

quality, well-crafted, and exclusive.

The section concludes by delving into changes in consumer behavior
following the pandemic. The findings show that more than half of the key informants
reported an increase in expenditure on luxury fashion items during the post-pandemic
period, a phenomenon described as "revenge shopping”. This surge in spending has
been attributed to a desire to compensate for the restrictions imposed during
lockdowns and to uplift moods after a prolonged period of uncertainty. Interestingly,
this trend contradicts prior research undertaken by Elhajjar in 2023, which found that
the majority of key informants in Lebanon had significantly lowered their expenditure
on high-end products due to the epidemic and economic crisis. Furthermore, the other
respondents believe that because the prices of the main items are higher, they will
have to spend more on necessities and have fewer resources at their fingertips for the
purchase of fashion goods; thus, the crisis has prompted them to defer discretionary
expenditures (Elhajjar, 2023). In contradict to the Thai Gen Y key informants, they do
not consider price as a crucial factor while shopping for luxury fashion items.
However, they are more cautious when it comes to spending a significant amount of
money on big-ticket items like cars or houses. The disparity in findings could be due
to differences in geographic location and demographic profiles of the respondents.
Nonetheless, this research highlights the dynamic nature of consumer behavior in

response to external factors such as a pandemic.

5.2.3.1 Sustainable and eco-friendly efforts among luxury fashion brands

In the past years, there has been an outstanding shift within the luxury fashion
industry toward more sustainable and environmentally friendly practices. Luxury

firms, which are traditionally associated with beauty and exclusivity, are increasingly
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understanding the value of implementing eco-conscious efforts into their operations.
This movement is being pushed not only by customer demand for ethically made
goods but also by a growing understanding inside the industry about the

environmental impact of fashion.

A previous study conducted by Lim et al. (2021) found that companies
advertising their eco-friendly efforts for luxury products created a more positive
sentiment among consumers. This resulted in an increased likelihood of consumers
intending to purchase these products. The study provided evidence that green
commercials that display a company's environmental commitment can effectively
influence customers, especially when brands sell eco-friendly items in high-end
markets. (Lim et al., 2021).

Hermes, the most chosen brand among key informants, strives to limit its
negative environmental effects while respecting nature by controlling its use of energy
and water, as well as its carbon footprint throughout production and the sustainable
construction of new locations (Hermes, n.d.). Interestingly, despite the brand’s effort
on eco-friendliness and sustainability, none of the key informants mentioned this
aspect during the interviews. It could be possible that the key informants were more
impressed with other aspects of the brand such as classic and unique design, high-
quality materials and excellent craftmanship. Despite this, it would be beneficial to
luxury fashion brands to highlight their eco-friendly efforts and sustainability

initiatives to attract consumers who prioritize these values.

5.2.4 The Relationship between Economic News Consumption and Luxury

Consumption

Economic news acts as a primary source of information shaping consumers'
perceptions of the economic environment and playing an essential role in their
purchasing behavior, particularly when it comes to luxury goods. Positive economic

news tends to instill confidence and a sense of financial security among consumers,
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making them more likely to indulge in luxury purchases. Conversely, negative news
about the economy can create anxiety and uncertainty, leading to a decrease in luxury

purchases.

However, the findings from this study reveal that individuals who have high
income levels are less affected by negative economic news such as downturns, global
economic fluctuations, or slow economic recovery. Despite challenging economic
times, these individuals continue to engage in luxury purchases, indicating that their
engagement with economic news does not negatively affect their sentiments towards

the economy.

The research findings suggest that the relationship between economic news
and luxury consumption is complicated and depends on various factors such as
income levels, personal values, and spending habits. High-income individuals' ability
to continue indulging in luxury purchases during economic downturns may be due to
their financial stability, more significant disposable income, or their belief that luxury

goods are a worthwhile investment.

This study emphasizes the significance of comprehending the intricate
correlation between the consumption of economic news and luxury goods. While
adverse economic news may impact the willingness of some consumers to buy luxury
items, affluent individuals are less influenced by such news and persist in indulging in

luxurious purchases even during tough economic situations.

5.3 Limitations

Although the researcher attempted to minimize the limitations in this study,
they could not be completely avoided. This study contains limitations that must be
acknowledged in terms of key informants’ segmentation. Firstly, the researcher
conducted an insightful, in-depth interview with ten key informants. The information
gathered from ten respondents cannot represent the whole population. Secondly, due

to the time limitation and the availability of key informants, the interviews were only



74

conducted in Bangkok, Thailand. The answers from key informants can only represent
a certain insight, as the difference between urban and rural lifestyles might affect the
consumers' behavior. Lastly, the chosen participants were those who belong to the
upper class with high income and heavily purchase luxury fashion items. This will
omit the information from the lighter consumption group and different social classes.
Even though the chosen key informants are the main target consumers of luxury
brands, we cannot deny that those lighter consumption groups are also the potential
consumers that brands need to be aware of.

5.4 Direction for Future Research

To enhance and advance this research, it is highly recommended for future
researchers to gather a larger sample size that represents the entire population. This
can be achieved by conducting research in all regions of Thailand to study consumer
behavior in different geographic locations, lifestyles, and social classes. Additionally,
researchers can expand this study by utilizing other quantitative research methods
such as surveys to explore the relationship between different variables that qualitative
methods may overlook. As previously mentioned in the study, the market has a
plethora of brands and product categories. To further broaden this study, researchers
can explore different types of products and compare their outcomes. It's worth noting
that the research only looked at Generation Y shoppers. Thus, future research should
be conducted to explore new potential target consumer groups to which luxury
fashion brands could expand. Additionally, the study only examined the positive
outcomes of luxury fashion goods that lead to purchase behavior. Future research can
investigate other aspects of purchasing and utilizing luxury goods, both positive and

negative, that might have also influenced consumer purchase behavior.
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5.5 Practical Implications

The findings of the research provide considerable insight into the purchase
behaviors of Generation Y consumers with regard to luxury fashion brands. The
research findings can be applied to marketing and communication strategies,
especially within the luxury fashion industry. The market mix findings can help
luxury fashion brands understand the features and attributes that are highly valued by
consumers, which can then guide the development of new products that meet the
expectations of the luxury consumer segment. To appeal to this segment, product
design and craftsmanship must be in line with the principles of elegance and

timelessness.

The research sheds light on how luxury fashion brands are perceived by
consumers and what factors contribute to their loyalty to a particular brand. The
insights provided by this study can help brands refine their positioning strategies and
stand out from their competitors. By aligning the in-store experience with the
preferences and expectations of luxury consumers, brands can create a more
personalized and exclusive shopping environment that complements their brand
image. It is important for brands to provide an excellent in-store experience as
consumers prefer to visit physical stores to try on products and experience the brand

in person.

Although price is not typically the primary factor that influences consumers’
purchasing decisions, brands can utilize special sales promotions or discounts to
encourage consumers to buy more, such as offering a 10% discount on the purchase of
two items. To ensure that consumers receive consistent information about their
products and brands, marketers should utilize a variety of online platforms, including
Facebook, Instagram, and YouTube, as they are frequently used by consumers to stay

up to date with the latest news.

Even during times of economic instability, political turmoil, pandemics, or
other external risks, wealthy consumers are still willing to pay a premium for products

they deem worthy. As a result, luxury brands should prioritize their product design,
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quality, and brand narrative to ensure that their customers feel a sense of justification

for their purchase.

To conclude, marketers and luxury fashion brands can utilize the
aforementioned points to create effective marketing communication strategies,
conduct research for better insights into consumer purchase behavior, and improve the

consumer experience of luxury fashion items.
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Appendix A
Question Guideline

Purchase behavior toward luxury fashion brands during Thailand’s
economic recovery after the COVID-19 pandemic

among Generation Y consumers

Part I: Personal Information

1. Education level
2. Occupation

3. Monthly income
4. Marital status

Part 11: News Engagement

Main question: 1. Do you regard social media as your primary source of
news? If not, what is your primary source of news? (e.g., television,
newspapers, radio, news websites, search engines, e-mail, or in-

person communication)

Main question: 2. Do you think about news stories you read, or do they

disappear from your memory after a while?
Probing question:

- How much do you think you learn from reading news stories on any

platform?

Main question: 3. Do you like to talk about national news and current events

with others?
Probing question:

- Do you usually share your opinion about the news you see on social

media with other users?
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- Do you usually comment on the news posts of news publishers on

social media?
- Do you post your feelings about news on social media?
- Do you share the news links of news publishers on social media?

Main question: 4. Do you pay attention to the news when you are using social

media?

Part 111: Consumer Sentiment

Main question: 1. Would you say that you are better off or worse off

financially than you were a year ago? [better/same/worse]

Main question: 2. Now looking ahead — do you think that a year from now
you will be better off financially or worse off, or just about the same

as now? [better/same/worse]

Main question: 3. Now turning to economic conditions in the country as a
whole — do you think that during the next 12 months, we will have
good times financially and economically or bad times, or what? [good

times/uncertain/bad times]

Main question: 4. Looking ahead, which would you say is more likely — that
in the country as a whole, we will have continuous good times during
the next five years or so, or that we will have periods of widespread
unemployment or depression, or what? [good times/uncertain/bad

times]

Main question: 5. About luxury fashion items. Generally speaking, do you
think now is a good or bad time for people to buy luxury fashion

items? [good time to buy/uncertain, depends/bad time to buy]



Part IV: Purchase Behavior Toward Luxury Fashion Brands

Main question: How do you describe yourself in terms of fashion? (Trend
Follower / Fashionista (Fashion Influencer) / Unique and Independent
/ etc.)

Main question: What is your favorite luxury brand of fashion? Why?
Probing question:

- Please name the luxury fashion brand(s) that you buy most often.
Why?

- What kind of product category that you buy the most (Apparel /

Footwear / Accessories / Bag / etc.) Please rank?
- How often do you buy luxury fashion brands per year?

Main question: What is/are the most important factor(s) that affect your
purchasing decision? (Brand / Price /Special Promotion / Trends /

Member Privilege / etc.)
Probing question:
- What is/are the reason for buying luxury fashion items?

- What would motivate you to consider buying a luxury fashion

product now?
- Who influences your luxury fashion purchases?

Main question: What aspects of the product do you take into consideration

when deciding to purchase?
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