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The purposes of the research study “Consumer involvement, advertising
responses and purchase intention for male personal care products” were to study :
1) degree of consumer involvement, 2) the relationships between consumer involvement
and advertising responses, and 3) the relationships between consumer involvement and
purchase intention. Survey method was used. By using the multi-stage sampling
procedure, sampling areas were randomly selected. Then, 425 Bangkok male
consumers were conveniently chosen from the areas. Facial cleanser and

deodorant were the two product categories used in this study.

The results of this research indicated that two levels of consumer involvement
for male personal care products were significantly different. The consumer involvement
was positively correlated to the advertising responses. Besides, the consumer

involvement and the purchase intention were partially related in a positive direction.
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Englewood Cliffs, NJ: Prentice Hall, p.319.
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KAEUNNT 9 WLLETRRINISANAULANULANANNUAINSZAUAMNINEAANUY (Types of

Decision Making and Involvement)

Low-purchase

Involvement

High-purchase

Involvement
>

Habitual decision making

Limited dicision making

Extended dicision making

Problem recognition

Selective

Problem recognition

Generic

:

:

Information search

Limited intemal

Information search

Internal

Limited external

!

Problem recognition

Generic

.

Information search

Internal

External

T

v

Alternative evaluation

Few attributes
Simple dicision rules

Few alternatives

Alternative evaluation

Many attributes
Complex dicision rules

Many alternatives

!

v

v
Purchase Purchase Purchase
Postpurchase Postpurchase Postpurchase
No dissonance No dissonance Dissonance
Vary limited Limited evaluation Complex evaluation
evaluation
o
Ny Hawkins, D. 1., Best, R. J. & Coney, K. A. (1995). Consumer Behavior:

Implications For Marketing Strategy (6th ed.). Chicago, IL: Irwin, p. 424.
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sautlssines M undaail ud szduanuihaaimesdising (Consumer

involvement) n1smavatealasuIesiiting (Consumer Responses to Advertising)
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n s lmansgwla 0.83
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3. Ausalade (Purchase Intention)
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