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ABSTRACT 178903

This is specific research to study the male target groups’ brand awareness
and attitude towards men cosmetics concerning brand choice. The sample groups in the
research study are 1,200 male target respondents aged 15-34 years residing in the
Bangkok area. The questionnaires were distributed in the form of interview papers. All
related information was gathered later. The individual interviews were done around the
10 municipal areas in which most of the male target groups, aged 15-34 years, reside.
The statistical analysis was completed by means of percentages, frequencies, means
and standard deviations and the correlation analysis of Chi-square and Spearman’s
Rank Correlation Coefficient.

The objectives of the research are:

a) To study brand awareness, b) to differentiate between brand recognition
and brand recall of men's cosmetic products, c) the understanding of product attributes
and benefits, d) the decision making process concerning brand choice for men’s
cosmetic products, and e) the relationship between male target groups' brand
awareness and attitude towards men brand cosmetics to brand choice.

From the results of the research found that:

1. The same number of sample groups aged 15 -19 years, 20 -29 years
and 30-34 years. Most of the mentioned groups had their own specific qualifications
including 47.2 % students, 51.8 % bachelor of education degree, and over 83.7 % used
to apply men’s cosmetics products in the past and their income was approximately

5,001-10,000 Baht.
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2. In case of brand recognition, we found that the male target groups
divided their brand recognition from the symbolic pattern and verbal communication on
the packages of Shiseido Men. Concerning the recognition of package shape, the male
target groups recognized Lancéme Homme the best. They also recognized best the
color of the package of Clarins Men.

3. In the case of brand recall, in unaided recall we found that the male
target groups can recall first Nevia for men, and in aided recall the male target groups
can recall the Clinique advertising slogan for men and the Biotherm Homme advertising
copy. Concerrning the advertisement presenter, they can best recall the presenter of
Lancdme Homme.

4. Concerning the attitude toward knowledge and understanding in terms of
product attributes and benefits, we found that the male target groups’ understanding of
product attributes to be at a high level and, mostly, they considered these products
gave them healthy and beautiful skin.

5. About the male target groups’ feeling towards brands, we found that they
had good feeling towards Clinique for Men, Clarins Men, Biotherm Homme, Shiseido
men and Lancéme Homme.

6. We found that the male target groups love to buy moisturizer and facial
cream, facial cleansing foam, sun screen or UV protection, and they preferred to buy
the cosmetic brands Clinique for men, Clarins Men, Biotherm Homme, Shiseido Men
and LancOme Homme, but at moderate levels.

7. As for the relation between brand recognition to men’s cosmetic brand
choice, we found that brand recognition including symbol, shape, color and copy of
packages related to cosmetic brand choice for male target groups.

8. Concerning the relationship between brand recall to men’s cosmetic
brand choice, we found that unaided recall without any stimulus of products’ category
and aided recall with slogan advertising, copy advertising and presenter related to
men'’s cosmetic brand choice.

9. The attitude of knowledge and understanding towards the products
attributes and benefits is related to men’s cosmetic brand choice and the feeling

towards the brand is related to men’s cosmetic brand choice.





