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This study is concerned with the analysis of factors expressed as
variables governing the intention of Thai adolescents to purchase domestically
produced apparel. Also investigated are the factors influencing this intention
to purchase domestically produced apparel. Finally, a model is constructed
explaining the relationships between the factors influencing the aforesaid
intention.

This study was carried out using quantitative and survey apprpaches.
The unit of analysis was at the individual level in reference to a research

sample of 1,354 students between the ages of thirteen and twenty-two living
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in the Bangkok Metropolitan Area. This sample was selected through an
application of the technique of probability sampling as well as by the
technique of simple random sampling. Data were collected by means of a
questionnaire. Statistical techniques used in the study were Confirmatory
Factor Analysis (CFA) and Structural Equation Modeling (SEM).

The study revealed that the factors expressed as variables influencing
Thai adolescent intention to purchase domestically produced apparel are
cultural beliefs, consumption attitudes and perceptions of the image of the
apparel. The application of Confirmatory Factor Analysis (CFA) found that
all factors were deemed appropriate even in view of the reduction of a number
of indicétors. This is the case because validity and reliability were maintained
in the face of this reduction. A model was constructed explaining the
relationships between the aforesaid factors through an application of the
Structural Equation Modeling (SEM) technique. It was found that nine direct
paths, nine indirect paths, and sixteen other paths supported the hypothesis,
whereas two paths did not lend support to the hypothesis being tested.

Although the factor of cultural beliefs yielded a direct negative impact
on purchasing intention, it could have an indirect positive influence via other
factors of which the statistical value could be as much as 0.35%.

In addition to cultural beliefs, ethnocentric consumption attitudes, and
cosmopolitan consumption attitudes, apparel image perceptions still have
predictive power (RY), and therefore help in explaining the variances in

purchasing intentions at the approximate level of 50 percent. For cultural
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beliefs, ethnocentric consumption attitudes and cosmopolitan consumption
attitudes have predictive power (R?), and are thus able to help in explaining
variances in the perceptions of the image of apparel at the approximate level
of 52 percent.

Cultural beliefs have predictive power (R%) and are accordingly able to
help in explaining the variances of cosmopolitan consumption attitudes at the
approximate level of 11 percent.

Cultural beliefs also have predictive power ®) by being explanatory
of variances stemming from ethnocentric consumption attitudes at the

approximate level of 35 percent.





