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In this thesis, the researcher investigates the purchasing behaviors of
purchasers of clothes with Thai brands and those who purchase foreign-brand
clothes by means of an application of the theory of planned behavior.

The sample population consistéd of 400 wearers of both Thai-brand
and foreign-brand clothes divided into three groups: the group preferring
clothes with Thai brands; the group preferring clothes with foreign brands;
and the group preferring clothes with both Thai brands and foreign brands.

The instrument of research was a questionnaire adapted from Canniere

(2006) and Chang (2008).
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Using techniques of descriptive statistics, the researcher analyzed the
data collected in terms of frequency, percentage, mean and standard deviation
in addition to applying the structural equation model technique.

Findings are as follows:

In respect to gender, a majority were females (58.25 percent) with the
remainder being males (41.75 percent). Most were between the ages of twenty
and twenty-nine, with a monthly income between 10,000 and 15,000 baht.
Most of them were also private-sector employees.

The intention to purchase and satisfaction levels directly influenced the
purchasing behaviors of all groups of users. Trust directly influenced
purchasing behaviors only in the group of those preferring clothes with Thai
brands. The perception of the ability to control one’s own behavior directly
influenced purchasing behaviors only in the group of those preferring both
Thai- and foreign-brand clothes.

The intention to purchase was directly influenced by trust and
satisfaction and was found to be in the same direction for all groups of users.
The inclination to respond to those in one’s environment and the perception of
the ability to control one’s own behavior directly influenced the intention to

‘purchase only in the group of those preferring Thai-brand clothes and in the
group of those preferring foreign brands. The attitude toward purchasing
behaviors had an influence only in the group of those preferring foreign

brands.





