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 This study examined factors influencing the buyers’ choice of brandname handbags and 

the general characteristics as well as purchasing behavior of brandname handbag buyers in 

Chiang Mai Province. 

 The study was able to identify 321 users of genuine brandname handbags in Chiang Mai 

Province. The majority of them could be described as female (65.74%), 21-40 years old 

(56.70%), single (69.47%), engaged in private business (35.20%), and having monthly income 

more than 35,000 baht (21.19%). 

 Among the users of genuine brandname handbags, most of them could tell the difference 

between the real and the fake ones after they took a careful examinations (70.09%), they would 

decide to buy a brandname handbag only when they had 50,000 baht or more extra money for 

spending (28.34%), their frequency of buying genuine brandname handbags was once a year on 

the average (42.68%), they made the buying plan in advance sometime (43.00%), they spent less 

than 5,000 baht per purchase (37.07%), they bought the bags from the shops in department store 

(38.95%), they old bags were mostly kept unused (62.00%), they made the purchase of 

brandname handbags at the beginning of the month (39.86%), and made payment in cash 

(52.65%). 
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 Factors influencing the buyers’ choice of brandname handbags purchasing in Chiang Mai 

Province in order of importance appeared to be the fact that the person had never used brandname 

handbag before they having the chance to buy one more bag with brandname (51.91%); income  

level positively related to chance for buying (41.03%); education, occupation, quality and 

durability of brandname handbag positively associated with willingness to purchase (20-30%). 

Other factors likely to increase the chance for buying brandname handbags by 15-20% were 

found to include personal taste, the old one becoming damaged, modern design of the product, 

influence from other person, selling clerk being service-minded, product on sale, and collection 

purpose. Toa lesser extent, factors probably contributing to 10-15% increase in the chance for 

buying so were reported to encompass buying as gift for special occasion, buying for profit 

speculation, advertisements in various media and the reasonable price. 

 

 

 

 

 

 

 


