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ABSTRACT 210793

This study aimed to 1) examine customers’ factors and decision in buying clothes at 2% Teen
Clothing Store; 2) investigate levels of their decision in buying the clothes; 3) compare levels of their
decision in buying the clothes in relation to their personal factors; and 4) compare levels of their decision in
buying the clothes in relation to their buying factors. Data were gathered from 288 customers at 2% Teen
Clothing Store in Phranakhon Si Ayutthaya Province using questionnaire survey. Data analysis is performed
by frequencies, percentages, means, standard deviations, t-test, and F-test. Findings are as follows:

1. Teenage customers preferred to buy T-shirts. Places of buying were general. The reason for
buying was moderness. They influenced themselves in buying the clothes. Frequency in buying was 2-4
times a month. An amount spent is over baht 201. They usually shopped for teen clothing during 3.01-
6.00 pm.

2. The highest level of their decision in buying the clothes was from the products. Also, the
marketing promotion, pricing, services, and other factors were mentioned respectively.

3. Differences in the customers’ gender and age related to differences in the levels of their decision
in buying the clothes concerning the marketing promotion, pricing, and services. Differences in the customers
marital status related to differences in the levels of their decision in buying the clothes conceming the
marketing promotion, services, and other factors. Differences in the customers” education levels related to
differences in the levels of their decision in buying the clothes concerning the services. Differences in the
customers’ occupation and income related to differences in the levels of their decision in buying the clothes in
all the aspects at the statistical significant level of 0.05.

4, Differences in the customers’ preference of the products related to differences in the levels of their
decision in buying the clothes concerning the products, marketing promotion, and other factors. Differences in
places of buying the teen clothing related to differences in the levels of their decision in buying the clothes
conceming pricing and other factors. Differences in the customers’ reasons in buying the teen clothing and
people influencing their decision in buying the clothes related to differences in the levels of their decision in
buying the clothes conceming the marketing promotion, pricing, services, and other factors. Differences in the
customers’ frequency in buying teen clothing related to differences in the levels of their decision in buying the
clothes concerning pricing, services, and other factors. Differences in the customers’ expenses in buying the
clothes related to differences in the levels of their decision in buying the clothes concerning the marketing

promotion, pricing, and services at the statistical significant level of 0.05.





