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BRANDS FOR WOMAN WITH MALE CELEBRITY PRESENTERS. THESIS
ADVISOR: SUTHILUCK VUNGSUNTITUM, Ph.D., 150 pp.

This research aims to study attitude and behavior of consumers toward brands for
woman with male celebrity presenters. It also looks at the correlation between consumer's
attitude and behavior when using male celebrity presenter for female's product. Researcher
chooses 3 brands of products - Sunsilk (Smooth hair formula), BabiMild (Double milk protein plus
formula), Twelve Plus (Miracle BB powder) — and divides the study into two parts, qualitative
résearch, and quantitative research. First part, qualitative research, is conducted by focus
group interviewing female consumers aged between 14-45 years old living in Bangkok area. Two
discussion groups are formed by 8 people for each group, using open-ended questions. Second
part, quantitative research, is conducted by distributing 400 questionnaires to female consumers
aged between 13-59 years old living in Bangkok area. The data is analyzed in frequency
distribution, percentage, mean score, and Pearson’s correlation analysis, using SPSS to process
the data.

The research result finds that consumer's attitude towards brands for woman with male
celebrity presenters for those 3 brands are neutral; while the behaviors toward such
communication practice support the brands in low level.

It also reveals that correlation between attitude and behavior of consumers toward
brands for woman with male celebrity presenters conducting with 3 brands is significant at 0.01
significant level.

Moreover, the qualitative research result also shows that consumer’s attitude towards
the male celebrity presenter impact directly to the attitude towards the use of male celebrity
presenter for brands for woman, and the importance of the product impacts directly to such

behavior.





