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Abstract

The objectives of the study were to 1.) to explore the buying habits of students '
clothing suansunandharajabhat University 2.) to study the factors affecting the purchasing
decision on student clothing, Suansunandharajabhat University. Continue research by using
quantitative (Quantitative Research) population in the research include students,
Suansunandharajabhat University. The total number of 100 people. Research tools include
the query. investigator, built of 3 part.The data was analyzed using computer program for
research the social science. The statistics were applied as follows; Percentage, Mean and
Standard Deviation And the Republic Kurt (Likert) 5 level is much more moderate, less and
less possible. The research findings were; 1.personal factors of samples, mainly female, aged
19 years old, first year level 2. The Board of the Faculty of education is teacher training,
Faculty of science, Faculty of industrial technology, management, humanities and social
sciences and the Faculty of science and technology. And the average monthly income is
between 5,000-8, 000 at most. 2.Consumer Behavior found that most students. The
frequency of your clothes are moderate. The students, most of them in the convenience
store. Saturday Sunday. And most of the time 17.00 — 20.00 hrs, in the purchase. Most
students choose to buy clothes that sell clothing and buy their favorite. 3. Factors to buy
clothes, found that the top five students at the most selective first is its value. At the most,

followed by the distribution. The aesthetics of price and durability, respectively.

Keywords : Behavior, Purchasing decision, Clothes.
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