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The purpose of this study was to investigate the attitudes of female university students in
Mueang Chiang Mai district toward local cotton textile purchasing. The attitude and marketing
mix theories were applied. The questionnaires were used to collect data from 395 female students
whose universities were located in Mueang Chiang Mai district. The majority of respondents were
20 — 21 years old who studied in the fourth year of bachelor degree course of Humanity and
Social Science Faculties. Their average incomes were not exceeding 5,000 baht.

Most of the interviewees recognized and understood clothing which was made from local
cotton textile. They understood that local cotton textile represented traditional dressing which was
unique to local culture of the northern region. The purchasing attitude of clothing made from local
cotton textile was rated at high level by focusing firstly on the product aspect and was
subsequently followed by pricing, marketing promotion, and distribution venue aspects. This was
compared to purchasing behavior of local cotton textile which was ranked at the medium level.
The respondents expressed the strongest willingness to join the campaign initiated by the
government to the wearing of local cotton textile which was immediately followed by the
willingness to purchase local cotton textile in the situation where the necessity of wearing dresses
that reflected northern identity had arisen as well as the express of cooperation in preserving
northern style dressing by wearing local cotton textile, respectively.

The overall problems, which were related to the marketing mix factors towards
-purchasing of clothing made from local cotton textile, were rated at medium level. The
distribution venue problem was ranked the first and followed by marketing promotion, pricing,

and product, respectively.





