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ABSTRACT

The objective of this independent study was to study the buying behaviours of Thai
teenagers towards fashionable apparel in Bangkok metropolitan. The data were collected from
questionnaires of 200 teenagers (13-19 years old) by convenience sampling. The data were
analyzed and then evaluated by descriptive statistics, consists of frequency, percentage and mean.
| The result of this study revealed that most teenagers bought fashionable apparel in
some months. They spent money not more than 300 baht per month for fashionable apparel. They
always bought T-shirt and selected white color. The reason to buy was when they preferred. They
got fashionable apparel news from display in front of the apparel shops and usually shopping on
weekend. For the buying quantity was not exactly. The parents were the most influencer of
purchasing. The teenagers always bought Thai’s brand products on the general apparel shops.

| The marketing mix factors which affecting teenagers’ buying decision of fashionable
apparel were at high level of all factors and listed in descending order of the average level as

following place, product, price and promotion respectively. The details of the study of each factor

WEre:



The product factor that affected teenagers’ buying decision of fashionable apparel at
highest average was the suitable size for their shape.

The price factor that affected teenagers’ buying decision of fashionable apparel at
highest average was reasonable price.

The place factor that affected teenagers’ buying decision of fashionable apparel at
highest average was available everywhere.

The promotion factor that affected teenagers’ buying decision of fashionable apparel at
highest average was the sellers’ service.

The problems which teenagers faced when they buy fashionable apparel were at high
level of all problems and listed in descending order of the average level as following price,
product, place and promotion factors respectively. The details of the problems in each factor
were:

The product problem factor that affected teenagers’ buying decision of fashionable
apparel at highest average was not durable.

The price problem factor that affected teenagers’ buying decision of fashionable
apparel at highest average was unreasonable price.

The place problem factor that affected teenagers’ buying decision of fashionable
apparel at highest average was the location of shop inconvenient to purchasing.

The promotion problem factor that affected teenagers’ buying decision of fashionable

apparel at highest average was the sellers were not polite.



