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Abstract
he objectives of this research were to study: (1) the relationships of status
T consumption to brand responses which composed of self-image congruency,
involvement, price sensitivity and brand consciousness, (2) the relationship of status
consumption to brand equity and (3) the relationships of brand responses to brand
equity. A self-administered questionnaire was used to collect survey data from 400
first jobber consumers aged 22-29 years old in Bangkok. The findings significantly
showed that there were positive correlations between status consumption and
self-image congruency, involvement, brand consciousness and brand equity. However
there was negative correlation between status consumption and price sensitivity.
In addition, for self-image congruency, involvement and brand consciousness were
significantly and positively correlated with brand equity. Meanwhile, there was

negative correlation between price sensitivity and brand equity.
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