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ABSTRACT

The objectives of this independent study were to investigate the relationship
between consumer innovativeness towards fashion clothing among females in Mueang Chiang Mai
District and three independent variables: fashion opinion leader, product involvement and need for
uniqueness, as well as purchasing behavior.

The samples of this study were 400 women, age between 11-60 years old, living in
Mueang Chiang Mai District. The samples were allocated to 5 age ranges: 11-19, 20-29, 30-39, 40-
49 and 50-60 years old, and comprised 80 heads for each span. Convenient sampling and quota
sampling methods were used. Frequency, percentage, mean and standard deviation were to report
baseline data about respondents. Correlation coefficients were performed to test relationship
between consumer fashion innovativeness and the three independent variables. Several t-Test
analyses were conduct to differentiate innovators and followers on level of fashion innovativeness,
spending, frequency of magazine reading, frequency of shopping, and information searching
behavior.

The results of this research indicated that most respondents spent 201-500 Baht
per month on their fashion garments, read 1-2 fashion magazines per month, went shopping for

clothes 2-3 times per month, and mostly searched fashion information from fashion stores.



The correlation analysis at the construct level showed that the consumer fashion
innovativeness was positively related to fashion opinion leadership, product involvement and need
for uniqueness at the 0.01 level.

According to study about consumer fashion innovativeness, the respondents were
categorized into 3 groups, namely, 67 innovators, 273 followers, and 60 laggards. Most innovators
were 20-29 years old, held bachelor degree, were traders or business owners, and earned income of
10,001-20,000 Baht per month. Their purchasing behavior disclosed that on average innovators
spend 1,001-2,000 Baht per month on their clothes, read 1-2 fashion magazines, went shopping for
clothes 2-3 times monthly and searched fashion information from fashion magazines. Most
followers were 11-19 years old, were students, and had income lower than 5,000 per month. Their
purchasing behavior showed that on average the followers spend 501-1,000 Baht per month on their
clothes, read 1-2 fashion magazines monthly, went shopping for clothes 2-3 times per month and
searched fashion information from fashion stores.

The t-Test analyses showed that innovators and followers were significantly
different in regards of opinion leadership, product involvement and need for uniqueness in all sub-
factors. Furthermore, innovators and followers were significantly different in spending and time for

shopping at the 0.05 level.



