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ABSTRACT

The purposes of this study on “The Factors Affecting the Choice of Buying Female
Clothes Through Internet” were to define the characteristics of the customers who bought clothes
through the Internet, the factors affecting their choice of purchase, the opinions of the customers,
including the problems and obstacles involving the purchase order and services through the
Internet.

The data used in this study was the primary data collected through questionnaires. The
sample group of 300 people was selected from the Internet users from the website
www.centlez.com. The tools used in the study included questionnaires on the opinions of Internet
users. The data was analyzed by  Descriptive Statistics, Percentage, Frequency), Mean and the
Likert Scale.

The findings obtained from the general information of the sample group of 259 people
who bought clothes through the Internet indicated that most of the buyers were female, ages
between 20 — 29 years. Their education was in the undergraduate level, most of them were
students, with an income of 10,001 — 20,000 Baht per month. Most of them had no fixed time for
Internet searching. The average time of Internet usage was 2-4 hours per day, mainly for
communication purposes. The type of clothes they bought was dresses. The average amount of
purchases was 5,000 Baht maximum each time. The method of payment they found most suitable
was through bank transfer. The factor affecting their choice of buying women’s clothes through
the Internet was mostly the product image, especially if it served their needs. The problems and
obstacles involving the product order and service through the Internet was often related to the
buyers’ confidence in the safety of the payment method followed by the delay in shipment of the

products.



