d' ) Y Y a v AaA 1 A dy + 4 [ v A 1
yorseamsauaNuuvUdase Yedeninanemsiaengenszihuusuaunludam fagoslv

Y

4
ey weaumi WIHONTNT 1Y
a v A J
Bagn Aadmaasunmiiauga (assgandaasnsio)

d‘ = Y Y a2
ﬂm%ﬂiillﬂﬁ‘mjﬁﬂH]ﬂ1iﬂHﬂ’J1!!UUﬂﬁ§$
Aav o o o

7 s o
TONMTAANTIVITY AT.DLIUA ATIVIAINUD @1%158ﬁﬂ§ﬂ‘lﬂﬂ‘mﬂ

7 o s a o & ) '
019138 ﬂi.ﬂ‘i%‘l/\lﬁuclfull VIYSNUTY @15]1381/]‘1J'§ﬂ‘]5ﬂ'§’33J
U |
YN

= Lﬂ' (% d‘d 1 A Lﬂy -+ 14 [ v A [P=)
msfinyFesiladeniinanemadondgensziihuusuamulusiiado il
[ J =2 A = o Ao 1 A dy + J @ @
Sagszasanmsine ( 1) medAnwilvteiinasemsdendenszihunsudmuludmia
= 1 A = =2 o a g & A & + s
Bl (2) iiwedndean i luazwganssuvesdde lumsidendenszidhunsudu
Tudandaea vy
= ' 1w ll 9Jq ¥ + J 9 [ v A 1 Ao
pamsAnyIMUN nguAlee1ed 1dnszithuusuamuuiludan iadeslmi Hdou
1 1 % 1 [ [~ a 9 = [ a1 Y
321 518 wunguatedd I lvglumende Seoas  65.74 egsznang 21-40 1 Sovaz
56.70 aounmnwldan Sovaz 69.47 o 1FWFINVEIUAD Sevaz 3520 1s1elduIANI 35,000
4
vl Sovaz 21.19
dyw ' 1w [ 9q ¥ + J 9 o v A 1 Ao
wenandanui nauateddldnszidhuusuduuut luda adeslmi Tou
a g 9 [ ] Y 1 1 + J
321 au Andludesaz 65.74 dauInajgnmamnsanenuezanuuananszranszihuysug
4 1 1 1 a d {
mmitaznszifhuusuaunlasu lduadosros o godvaziden Amtludosaz 70.09 Taesh
9 A Aa A 9}3 1 dal =® v A dy + 4 a < 9
anivzliumasldaaue 50,000 v liszdadulegonsaihuusuamy Aailludovas
' Y 7 A g A
28 34 anwalumsdonsziihuusudamuvosdldnnilaz 1 1o Aatluiosas 42.68 Aronsziih
4 = dy + ' 9 ag/l a g 9 9 dy +i
pususuuims nurumssonszitharmiueass Aadludesaz 43.00 gnarnzdenszdh
4 1 3 = 3 c; 1 a I~ 9 1 [}
ppsusunluudazasina Taamasnsiazdindn 5,000 vmamiluiosas 37.07 drulnajoz
{ A a a g 1 A ] 1 ] 1<
o shop lureasswaum aailudosas 38.95 aaunszdhlumi bildudrdiulugjoziny
a  J § [ a  d
Pine q dantludovaz 62.00 gnarvzidondensziihlugedudon Aailuiosas 39.86 Tums

dy 1 3 PR (=) ) 1 +f a a o 9
GﬁﬂllﬁagﬂiﬂaﬂﬂTﬁ'}uiﬁinﬂ’li%”lﬁﬁﬂ’lﬂiglﬂ'ﬂﬂm\‘]u’ﬁ@ ﬂﬂlﬂu§@8a$ 52.65

U



v < = ' o Ao ! A A + s
E]ﬂWQlljﬂQWNinﬂﬂ1ﬁﬁﬂB'l‘Wﬂ'Tl {Iiﬁ]fJV]jJWaﬁ@ﬂTiLa@ﬂcﬁ@ﬂizlﬂnlﬂiuﬂluuiu

i [ Ed
v dadeall laun yanad lildnsedhuusuduuiiTomaneedonszithuusamn 1y

~ A

22 = g o Ao o A Y, v ! v a
i Juiluiledendingige Ao 51.91% sesasnde 118 1dvesddelinasomaaaduly
A dal Ao o A A [ v A dy +| 4 Y v =
NAY 41.03% luvazniladedy q ninademsdaduladonsadhuusudmuldun msfnm
4 Q' ¥ 1 Y
913 AannazANINUMUYeInszithusuANLAY 20-30% Anusouaiual nszidh
1 o ww;}d’daa 1 v A dyﬂlytad o o A
luimsge mseenuuuivals gouiianinasemsaadulade dliusmaluyudduiugh
= a Y dy d' d’w v o 1 Idyd 1 A dy +i
A MIaasmaum Fariomazay Iagniladedenarimvaiiiinanensaongonsziih
4 Q‘ 4 1 g 4 < = 1 4 s Q
HUTUAMANLTUTZNIN 15-20% FornatluvearnluTemadiey Fomaman'ls Tayan
d' 1 v A 9 dl Y 1 1 dyd 1 v Aa dy +
AWADAN 9 I NHZANNUAUAT Taeniadeasnamariiinanemsaadulogenszth

v 9
umuﬁmmwuﬁu 10-15% eUAIAU



Independent Study Title Factors Affecting the Buyers’ Choice of Brandname Bags in

Chiang Mai Province

Author Miss Noppakao Pongmornprom

Degree Master of Arts (Political Economy)

Independent Study Advisory Committee

Assoc. Prof. Dr. Thanes Sriwichailamphan Advisor
Ph. Dr. Prapatchon Jariyapan Co-advisor
ABSTRACT

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%).



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.



