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This thesis delineates (1) the demographical characteristics of selected
consumers who purchase male apparel at Central World Department Stdre_in
- Bangkok Metropolis. Investigated are (2) the consumer behaviors evinced by
these purchasers of méle apparel. Finally, considered are (3) the relationships
between instruments of marketing communication (IMC), male apparel
products, and the purchasing decisions made by the aforesaid consumers.

The sample population consisted of 400 working age consumers who
purchased products and services at Central World Department Store.

Methodologically, the researcher constructed a questionnaire whereby

the hypotheses postulated for this investigation could be tested. Additionally,
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the findings were analyzed by applications of techniques of descriptive
statistics, viz., frequency, percentage, mean, and standard deviatioﬁ.
Furthermore, hypothesis testing was conducted by means of techniques of
inferential statistics, viz.,  test and one-way analysis of variance (ANOVA).
Finally, in cases in which differences were found at a statistically significant
level, the researcher utilized the technique of least signiﬁéalit difference
(LSD) multiple comparison.

Findings are as follows:

1. Of the demographical characteristics of the consumers under study,
most of the consumers were males. These consumers were between the ages
of twenty-one and thirty and were unmarried holders of a baéhelor’s degree.
Most were employed at private companies and had a monthly income between
10,000 and 30,000 baht.

2. As for consumer behaviors, it was found that the consumers
themselves had the highest degree of influence on the purchases they made of
male apparel. Each time they purchased male apparel they spent from 1,000 to
3,000 baht. The frequency at which these purchases were made was once a
month. These consumers spent from one to two hours in making pﬁrchases in
the interval between 18:01 and 20:00 hours. They went by pérsohal car to
make the purchases. The reason they used the services where they made
purchases of male apparel was that they preferred a department store
environment. The objective they had in mind when using the male apparel

services was to purchase the products.
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3. The television media was the primary instrument of marketing
communication (IMC). As such, these consumers most frequently found that
pertinent information conveyed by the television media made consumers
cognizant of these products and services. In addition, consumers. purchased
the products on the basis of sales promotion of the reduction in price type.
They also received relevant information from individuals, especially friends.
They evinced a low level of receiving apposite information from mail, e-mail
and short message service (SMS) information from department stores.

4. In respect to purchasing male apparel, it was found that these
consumers most frequently selected well-fitting cotton T-shirts with cool
tones without patterns. In making these purchases, the consumers took into
account the quality of the products. They purchased shoes or clogs for casual
wear. Most frequently, they purchased metallic accessories.

5. Of factors involving decisions to purchase male apparel, the
researcher determined that overall purchases were made at a high level on the
basis of the factors of product style, beauty, and color. Next in descending
order were considerations concerning the durability of the products. They paid
heed to information received through mail, e-mail, and SMSs at the lowest

level.





