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ABSTRACT

According to this independent study focuses on the factors affecting women in Mueang
Chiang Mai District towards buying female underwear. An interesting fact concerning on upper
15 years old girls’ questionnaire of purchasing behavior by 321 women. They all live in Maueng
District. By this data is explained by a convenience sampling technique, analyzed by a
descriptive statistic. The outcome probably illustrates by relatively frequency, percentage and
mean.

From the study, the majority women’s underwear-buying behavior indicates that they
would buy either brassieres or underwaer and the main reason for buying new underwear was the
old one expired or deteriorated with age. The average amount of underwear they buying each time
is 1-2 pieces. The frequency of buying is 1-3 times/ year. The underwear buying’s budget is about
251-500 Baht/ each time, and about 501-1000 Bath/ each time for brassieres. The department
store is a place where majority of a sample group chose to buy from.

The Marketing factor that most-affected on the respondents’ underwear-buying behavior
in each section of the marketing mix especially product factor, is keeping comfort while wearing
with well - qualified (type of cloths / materials) and keeping comfort while wearing with well —

qualified (style of cloths / detail). The secondary factor is price being reasonable, channel of



distribution/place, convenient location and promotional marketing such as promotion (such as
buy 2 get 1 free, point or premium reward, discount ticket, rewarding points, gift set etc. In
addition Factor, there are other minor factors including economic condition that affected their
decision on product’s price, culture, fashion (pattern, color, style etc.). Factor besides, the
technology is one factor that could affect the respondents’ behavior with an ability to develop
product qualification (such as anti-cancer underwear, fat-burning underwear etc.) in order to

extremely response consumer need.



