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APPAREL CATEGORIES
CHONLAWAN SANSAWICHALI: THE OPINIONS OF THE MARKETING TOOLS
USED INTEGRATED MARKETING COMMUNICATIONS THAT AFFECT PURCHASES
BEHAVIOR APPAREL CATEGORIES VIA FACEBOOK. ADVISORY COMMITTEE:

SUKANYA BURANADECHACHAI, Ph.D., SAKDINA BUNPIEM, Ph.D., 68 P. 2014

This research is survey research. Objective is to study the demographics that purchase
apparel via Facebook in Thailand, the behavior of apparel purchase via Facebook and relationship
between comments on tools used in Integrated Marketing Communications and purchase behavior
apparel via Facebook. Research tool is questionnaire about rating scale 5 levels. Sample selected
by convenience sampling to survey a sample of 400 people.

The results showed that, most consumers are female whose occupation are students,
they have monthly income less than10,001 baht with purchasing behavior on average once a
month. They spend around 2 hours in shopping time and cost about 1,000 baht per time. The
comments on the Integrated Marketing Communication tool inside Public
Relations and Advertising. The consumers agreed with the pictures used in the Advertising and
Public Relations to make their choice and get in apparel shop the highest with an average of 4.05.
Inside the Promotion, consumers strongly agree with refunds if that shop experience problems the
highest with an average 4.30. Inside Viral marketing, consumers agreed with knowing the apparel
shop from click "Like" from friend via Facebook the highest with an average3.93

Hypothesis result found Consumers with various genders, occupation, and monthly
income is different. Effect of purchasing behavior of apparel categories via Facebook is different
with statistically significant the 0.05 level and opinions on tool used in the integrated marketing
communications there is a positive relationship with purchases behavior apparel categories via

Facebook.
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