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A Study of Consumer Lifestyle and Jeans Buying in Hat Yai Municipality,
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Abstract

This research aims to study the Lifestyles of Consumers who buys Jeans in Hat
Yai District, Songkhla. The 384 of Valid and reliable self-administered questionnaires are
used to collect data from the sample. Frequency, percentage, average, T-test and One-
Way ANOVA are tested.

The results show that the sample is 60.2 percent female, aged 16 - 25 years 50.0
percent, lower bachelor's degree 75.5 percent, student 38.0 percent, monthly income of
less than 7,500 bath 46.0 percent, the average single status 57.8 percent and wears
jeans more than 10 years 47.9 percent. The activities of consumers is wears jeans when
they go out the party as possible. The interest of consumers is jeans shape that fit
them and They has opinion jeans is garment that can be wear any occasion. The
demographic factors that affected to the lifestyle of consumer were sex, age, education,
occupation, income, status and duration wear jeans which level of significance 0.05.

From this study make aware of the point attention center of the Strivers Lifestyle
group, them has resources and innovation is relatively low, focus on creating and
maintaining social image, funny, love fashion and anything related to the consumers
lifestyle who buy jeans in the Hat Yai municipality, Songkhla province. The entrepreneur
can predicts consumer demand. and future trends from consumer behavior. To be used

in the planning, development, marketing strategy, responding to the demand.

Keywords: Lifestyle, Jeans
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