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Abstract

This research aims to study consumers’ attitude towards: perceived product risk, social risk, performance
risk, prosecution risk, ethical consciousness, social norms, social status and fashion consciousness when buying
luxury brands in Bangkok and the metropolitan area. The data is gathered from 333 questionnaires. The descriptive
information is analyzed using frequency, percentage, mean and standard deviation. The hypothesis testing is based
on multiple regression analysis by specifying a significant statistical difference of .05. The results show that most of
the respondents were females aged between 25-30 years old. They had bachelor degrees and worked as employees in
companies. They had an average income of between 20,000-50,000 baht per month. Only social norms, social status,
fashion consciousness and perceived product risk were significant predictors of consumers’ attitudes towards buying
luxury brands, with beta coefficients of 0.380, 0.269, 0.179 and 0.084 respectively. Therefore, luxury brand
companies should take into consideration the results of this research to plan and create marketing strategies, which
will retain existing customers and attract new customers in the future.' Those companies could also point out the

advantages of buying original products (authentic products) and the disadvantages of using counterfeit products.

Keywords: risk, social norms, Thailand
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