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ABSTRACT

The objectives of this study are (1) to study purchasing behavior of buyers for cotton-
wears, (2) to study factors affecting decision making of purchasing cotton-wears, and (3) to study
buyers’ satisfaction and opinions with regard to product improvements of local Chiang Mai
cotton-wears.

Data are collected using questionnaires from an accidental random sample of 300 buyers.
150 are Chiang Mai residents and 150 are Thai tourists. Descriptive statistics are used to analyze
the data.

The results of the study show that for Chiang Mai residents those who live within the
municipality and outside the municipality are of about the same ratio. For the group of Thai
tourists, most come from other parts of Thailand rather than from within the Northern region.
Most are females, 26-45 years of age, and with bachelor’s degree. For Chiang Mai residents
group, working as government officials is found to be their occupation more than other careers,
with monthly income of 10,001-15,000 baht. As for the Thai tourists group, working as
employees in the private sector is the most found occupation , with income of 5,001-10,000 baht

per month.



In the past one year it is found that ready to wear tops are bought more than other items.
Chiang Mai residents prefer to buy during festival seasons for themselves, their average spending
is more than 1,500 baht, and decisions to purchase are made by themselves. For the Thai tourist
group, they tend to buy regardless of festivals as the ratio of purchase during festival seasons is
more or less the same as that of during non-festival seasons, purchases are intended as souvenirs,
with avcragelspending of 300-600 baht, and sellers have influence in decision to buy.

Factors affecting purchasing decision-making of Chiang Mai residents are product design
and price, in order of importance respectively. For the Thai tourists group, price is the most
important factor, while product design themselves are the next important factor. For product
design factor ,both groups of buyers agree that design and color are significant. For price factor,
both groups agree that suitable price when quality is taken inta consideration is the most
significant factor.

Both groups of buyers are satisfied with local cotton-wear products and would like to see
mmprovement in the use of dye quality as the first and foremost. Next they would like to see more

trendy design and more sizes available.



