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## 4985059028: MAJOR ADVERTISING
KEY WORD: METROSEXUAL/ LIFESTYLE/ ATTITUDE/ COSMETICS BUYING
BEHAVIOR
KOOLWADEE MANGKHALADUNG: METROSEXUAL MEN'S LIFESTYLES,
ATTITUDES AND COSMETICS BUYING BEHAVIOR. THESIS PRINCIPAL
ADVISOR: ASST. PROF. RATAYA TOKAVANICH, 200 pp.

The objectives of this survey research were to study: 1) lifestyles of metrosexual
men 2) their attitude 3) their cosmetics buying behavior and 4) the relationship among
metrosexual men’s lifestyles, attitudes and cosmetics buying behavior. Questionnaires
were used to collect data from 400 Metrosexual men, aged between 24 éﬁd 50, Iiving in

Bangkok.

The results were as follows:

1. Metrosexual men’s lifestyles in Bangkok were segmented into 9 groups as
follows: 1) Up-to-date and Socially devoted 2) Single and Smart life 3) Health conscious
and Image lover 4) Work oriented and Ambitious 5) Happy with technology 6) Fun and
Entertainment 7) I-am-me 8) Laid back and Relax and 9) Hopeful and Selective.

2. Metrosexual men’s lifestyles had significant positive and negative correlation
with attitudes towards the cosmetics.

3. Metrosexual men’s lifestyles had significant correlation with cosmetics
buying behavior except Hopeful and Selective.

4. Metrosexual men’s lifestyles had significant correlation with cosmetics using
behavior except Hopeful and Selective.

5. Metrosexual men’s lifestyles had significant correlation with attitudes and
cosmetics buying behavior except Up-to-date and Socially devoted as well as Laid back

and Relax.





