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Abstract 1 9 1 9 O 3

The objectives of this survey research were to study 1) the marketing factors that influence
the late adolescence to buy 2) the ready-made clothes buying behaviors of late adolescence 3) the
comparison of the ready-made clothes buying behaviors between female and male late
adolescence.

The sample included 334 undergraduate students of King Mongkut’s Institute of
Technology North Bangkok, Prachinburi Campus in the academic year of 2006. Questionnaires
were used to collect the data. The statistics used in this study were frequency, percentage, mean,
standard deviation, Chi-square and t-test.

The analysis results indicated that the product which has average price of 295.39 baht is
the marketing factor that influences the late adolescence to buy the ready-made clothes. The place
of purchasing is the local market and sale promotion they liked best is discount. The informants
updated for the fashion trend and information are their friends who they consult and go shopping
with. They might set the shopping plan sometimes. The criteria of buying are their preferences
and tastes. T-shirts are the most favorite purchase on the average of 11.64 times and 1.88 items
each time. The difference of gender affects the buying behavior of ready-made clothes with

statistical significance at .05 level.





