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The objectives of this survey research were to examine: 1) the relationship
between self-monitoring and brand sensitivity, 2) the relationship between consumer
socializations and brand sensitivity, and 3) the relationship between brand sensitivity
and brand equity. Questionnaires were used to collect data from 420 samples, aged
17-25 years old in Bangkok. Digital camera was chosen as the representative of highly-
involved and utilitarian products while wristwatch was chosen as the representative of
highly-involved and hedonic products.

The finding showed that self-monitoring was positively correlated with brand
sensitivity in both product categories. For consumer socializations, peer agent was
positively correlated with brand sensitivity of wristwatch 6nly while parent agent was
negatively correlated with brand sensitivity in both product categories. However, media
agent produced insignificant relationship with brand sensitivity of both digital camera
and wristwatch. Finally, brand sensitivity was also positively correlated with brand

equity.





