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Factors Influencing Garment Purchase Intention of Generation Y

Consumers.

ANUATUN WAL Karnchana Saelim!

guun a1nlsaUia Sumana Laparojkit?

LEED
a v I dydu ¢ A = v Y a 1% [ a

N1TI9LATIINNYUTEAIALNDANYT (1) AMUATTUUNAIUAIINGDN WAz (2) NAUARAD
ns¥aidedidniagvluduinglion nsSeuiisuniedeny winnssuvesundy uazadx
a 9 - o v & a4 o« < v Y oA
Weiuluzeuntdy Tnglduuuasuanuduniasilolunisiiuriusudeyannguguilaaiau
wastunennedoidorindniagunelussezim 6 Wouninuun 91w 385 AU Wav A1
doyalagldnisiaszvianuanaseianman (Multiple Regression Analysis)

Han1sAnwnuI Yadeiilidvsnadennundladerderndnioguveanguiuslanauue
WSTUMedIUIY 3 Uade laun iauainenisdeniuanufeanuluseswldy (3 = 0.364)

599890 Aw Audngllew (B = 0.233) wagiunisiSeuiieuniedeay (B = 0.145) 9819l

aada

Weddgmeadifinszdu 0.01 lnedudsdassyniulsanunsasiuiwiweanudiladoidoni
dusaguresnguiusinauestuneldsosas 53.9 (R? = 0.539)
PNMsAnyILATIUlaAuastuNeiauaula geusu uaznevauadluies

a

it aunanerdudrunilesniianudidy wazdanuluinglouas lneazdeananuianels

~ A v & v g v oAw & 9 v a
LaZANUUIITOUN LLa%iJﬂ'J'uJ?jGULN@VLWLﬂUL%'VUa\TLa@N'WW]ENﬂ"Ii 3'33JVNIMF’YJ’]3JZ‘1UEL"UG]®G]']3J

wtuveIyAraiteldss wardnaulatelaeldorsuaiiluiduniou

AdnATy : ANuAsEVTnAudwIeaeu Tng ey n1siuTeuliiguniedeny winnssuvewndy

a 9 < o
ANUAgILlLT DNy

! dndnuUTailn wingasuSsgsiaundudin AngIveIn1TdInng sninenduasuaiunsuns
E-mail : karnchana_saelim@hotmail.com
2 919159NUSAWN @IV NBNNITAATA ABLINGINITIANTT UNINYISURATUATUNS

E-mail : sumana.l@psu.ac.th



Abstract

The objectives of this research were to study (1) environmental consciousness
and (2) attitude toward garment purchases, i.e. materialism, social comparison, fashion
innovativeness and fashion involvement by using a questionnaire as a data collection
tool from 385 Generation Y consumers who bought garment within the past 6 months.
The data were analysis by using multiple regression analysis.

The results of this research found that the factors influencing sarment purchase
intention of Generation Y consumers were attitude toward purchase, the first is fashion
involvement (B = 0.364), the second is materialism ( = 0.233) and the third is social
comparison (3 = 0.145) with statistically significant level of 0.01. All independent
variables can predict the garment purchasing intention of Generation Y consumers for
53.9 % (R® = 0.539).

According to research, Generation Y consumers are interested and accepting
about fashion which becomes an important. The materialism is high level. They are
emotionally happy when they own garment that they want. Including paying attention

to the fashion of celebrity. When they decide to buy garment, emotion is motivation.

Keyword : Environmental consciousness, Materialism, Social comparison, Fashion

innovativeness, Fashion involvement
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