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This thesis investigates the relationships between the behaviors of
selected consumers in Metropolis Bangkok who purchase leading brand name
bags and corresponding demographical characteristics. Also taken into
account are social, cultural and psychological factors as they impinge upon
differences found in the behaviors of the aforesaid consumers. Finally,
discussed are differences in the behaviors of those consumers under
investigation who buy such bags and corresponding marketing factors.

" In this instance of survey research, the researcher collected a sample
population comprised of 400 purchasers of leading brand name bags who

were twenty years of age or older and who were domiciled in Bangkok
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Metropolis. The members of this population sample were selected by means
of the technique of probability sampling which determines proportional
representation for an area of research concern.

The instrument of research was a questionnaire. The research products
considered in the investigation were a variety of different brand name bags.
These bags fall under the rubrics of shoulder bags, hand bags, wallets, cyo"in
purses, and luggage. The brand name producers of these produqts are Louis
Vuitton, Kipling, Gucci, Prada, BSC, Celine, Fendi, Hermes, ’and Salvatori
Ferragamo.

The statistical technique used in hypothesis testing was the Chi-square
technique which was used to test the relationships between variables.
Moreover, the independent sample #-test, and One-way analysis of variance
(ANOVA) were utilized to test differences between two variables.

Findings are as follows:

Demographical factors were found to correlate with behaviors to
purchase leading brand name bags. Thus, the demographical characteristic of
gender was found to be correlated with the behavior to purchase Louis
Vuitton, Prada and other brand name bags. In addition, gender correlated with
the types of bags purchased, the types of raw materials used in manufacturing
the bags, as wéll as the colors of the bags purchased and the objectives for
which the bags were purchased. Moreover, gender was found to be correlated

with the particular bags purchased, the number of bags purchased, the
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frequency with which they were purchased, the occasions upon which they
were purchased, and the locations where purchases were made.

Age was correlated with the behavior to buy bags produced by Louis
Vuitton and other brands. In addition, age was correlated with the types of
bags purchased, the types of raw materials used in manufacturing the bags,
the colors of the bags purchased, the occasions upon which they were
purchased, the frequency with which they were purchased, the objectives in
making the purchases, and the number of bags purchased. | |

Marital status correlated with consumer behaviors in which Celine,
Hermes, and Prada bags were purchased. In addition, it correlated with the
types of bags purchased, the types of raw materials used in manufacturing the
bags, the colors of the bags purchased, those who influenced the purchasing of
the bags, the number of bags purchased, the costs of the bags purchased, and
the occasions for which the bags were purchased.

Educational level correlated with consumer behaviors to purchase
Louis Vuitton, Celine, and other brand name bags. In addition, it correlated
with the costs of the bags purchased and the occasions for which the bags
were purchased.

Occupation correlated With consumer behaviors to purchase Louis
Vauitton, Gucci, Hermes, Salvatore Ferragamo, and other brand name bags. In
addition, it correlated with the types of bags purchased, those who influenced
the purchasing of bags, the number of bags purchased, the frequency with

which bags were purchased, and the location where purchases were made.
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Monthly personal income correlated with consumer behaviors to
purchase Celine and Hermes bags. In addition, it correlated with the types of
bags purchased, the number of bags purchased, the costs of the purchases, aﬁd
the locations where the bags were purchased.

Consumers who evinced differences in cultural and social factors
concomitantly exhibited differences in consumer behaviors of purchasing
Gucci, Prada, Salvatore F erragamd and other brand name bags. In addition,
differences were found in regard to the Colors of the bags purchased, those
who influenced decisions to purchase the bags, the number of bags purchased,
the costs of the purchases, the occasions for which the bags were purchased,
and the frequency with which the bags were purchased.

Consumers who differed in regard to psychological factors
concomitantly exhibited differences in consumer behaviors in purchasing bags
produced by Celine, Hermes, Prada, Salvatore Ferragamo, and other brand
names. In addition, there were concomitant differences in regard to the types
of raw materials used in manufacturing the bags, colors of the bags purchased,
those who influenced the purchasing of the bags, the number of bags
purchased, the costs of the bags purchased, and the occasions upon which the
bags were purchased.

The consumers who differed in respect to the attention they paid to
marketing factors concomitantly exhibited differences in consumer behaviors
in purchasing bags produced by Louis Vuitton, Celine, Prada, and other brand

names. In addition, differences were found in respect to the types of bags
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purchased, the types of raw materials used in manufacturing the bags, the
colors of the bags purchased, those who influenced the purchasing of the bags,
and the costs of the bags purchased. |

The researcher would like to offer the following suggestions to
entrépreneurs or other interested people:

As seen above, the majority of the consumers purchasing these bags
were females who purchased bags produced by leading brand name
companies, including Gucct, Kipling, and Louis Vuitton. These consumers
purchased these bags from counters at department stores because these
products had good images and were believed to be reliable. These consumers
paid heed to what raw materials were used in the manufacturing of the bags.
They were concerned to ascertain Whether the raw materials used were
conducive to manufacturing a product convenient to use and which allowed
for producing a product which was both beautiful and elegant. Finally, they
were concerned whether cost was genuinely commensurate with quality when

it came to purchasing such bags.





