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Fashion clothing purchasing behavior and marketing mix factors influencing

consumer purchasing decisions in Trang Province
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Abstract

This research aimed to study the purchasing behavior of fashion clothing and the
marketing mix factors that influence consumer purchasing decisions in Trang Province. The study
utilized a quantitative methodology, using a survey method. Data were collected using a self-
designed questionnaire from 400 residents of Trang Province. Descriptive data analysis was
performed using frequency and percentage distribution tables to describe personal factors and
consumer purchasing behavior in Trang Province. Means and standard deviations were used to
analyze the marketing mix factors that influence consumer purchasing decisions in Trang
Province. Data were analyzed using a statistical software package. The hypothesis testing used
an analysis of variance (One-way ANOVA) to determine whether different personal factors and
purchasing behaviors prioritize marketing mix factors influencing purchasing decisions. The
statistical significance level was set at 0.05.

The results revealed that the majority of the sample was female, aged 30-39 years, with
a bachelor's degree and an income of 20,001-30,000 baht per month. Consumers' purchasing
behavior indicated that they purchased fashion clothing once a month, spending an average of
500-1,000 baht per purchase, and purchasing primarily through online stores. The primary factor
influencing purchase decisions was product quality. In terms of marketing mix, consumers
expressed high levels of satisfaction with all aspects, with product quality, online presence, the
use of social media for promotion, convenient and secure payments, and modern store design
being the most important. Hypothesis testing revealed that several personal factors, including
age, education level, and occupation, significantly impacted the importance of certain marketing
mix elements. However, gender and monthly income did not significantly differ. This research
indicates that consumers prioritize product quality, the convenience of online shopping, and clear
marketing communications. Entrepreneurs can use the findings to adjust their marketing

strategies to better meet the needs of consumers in Trang Province

Keywords Fashion clothing purchasing behavior , Marketing mix factors used in purchasing

decisions
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