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The purpose of this research was to study behavior trends for buying
Manchester brand men's wears of customers classified by age, educational level,
income, occupation, marital status, and residential region.

The research éample consisted of 450 customers who bought Manchester brand
men's wears. A questionnaire was employed as the data collecting instrument. Statistics
employed for data analysis were the percentage, mean, standard deviation, and
Pearson simple correlation.

Research findings revealed that the majority of customers were 35 — 40 years old,
with bachelor's degree educational level, with married status, with occupation as private
company employees, with income in the range of 14,802 - 18,202 baht, and coming
from all residential regions.

Customers with different ages, marital statuses, and regions of residence
differed significantly in their buying behavior trends; while those with - different
occupations, educational levels, and incomes did not significantly differ in their buying
behavior trends.

The marketing mix factor of product comprising design and color, material used,
and taste indication correlated significantly at the .01 level with buying behavior trend.
The correlation was positive and at the low level indicating that when the product quality
improves, the buying behavior trend of customers also improves.

The marketing mix factor of price correlated significantly at the .01 level with

buying behavior trend. The correlation was positive and at the low level indicating that
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when the price becomes more attractive, the buying behavior trend of customers will be
on the increase. |

The marketing mix factor of place correlated significantly at the .01 level with
buying behavior trend. The correlation was positive and at the moderate level indicating
that improvement in buying places will result in the customer’'s buying behavior trend
being on the increase.

The marketing mix factor of marketing promotion correlated significantly at
the .01 level with buying behavior trend. The correlation was positive and at the low
level indicating that with better marketing promotion, the customer's buying behavior
trend will be on the increase.

The brand equity factor correlated significantly at the .01 level with buying
behavior trend. The correlation was positive and at the low level indicating that with
better brand equity, the customer's buying behavior trend will be on the increase.

The personality factor correlated significantly at the .01 level with buying
behavior trend. The correlation was positive and at the low level indicating that better

personality contributes to a little increase of customer's buying behavior trend.





