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ABSTRACT

This research aims to study (1) the attitudes of consumers in the Thai-Malaysia
border area towards cotton clething, (2) the fashion trends of consumers in the Thai-
Malaysia border area towards cotton clothing, and (3) the attitudes and fashion trends
influencing the purchasing decisions of consumers in the Thai-Malaysia border area,
Sadao District, Songkhla Province. This quantitative research involved a sample group
of 385 Thai consumers in the Thai-Malaysia border area at Padang Besar checkpoint,
Sadao District, Songkhla Province, who exhibit behaviors of buying or wearing cotton
clothing, selected through purposive sampling. The research instrument was a
questionnaire. Statistical analysis included percentages, means, standard deviations,
Pearson's simple correlation coefficient, and stepwise multiple regression analysis.

The results of personal data analysis revealed that the majority were female
(203 people, 52.73%), aged 20-30 years (176 people, 45.71%), holding a bachelor’s
degree (163 people, 42.34%), working as company employees (132 people, 34.29%),
with an average monthly income of 10,001-20,000 baht (196 people, 50.91%).

Behavioral analysis showed that most consumers purchased cotton clothing
every 3-6 months (124 people, 32.21%), mostly bought online (Facebook, Instagram,
Shopee, Lazada, etc.) (176 people, 45.71%), mainly because of price (234 people,
60.78%). The spending amount was mostly 501-1,000 baht (175 people, 45.45%), and

friends were the most influential in purchase decisions (208 people, 54.03%).



Attitudinal factors towards cotton clothing were overall at the highest level, with
cognitive and affective components at the highest level, and behavioral components
at a high level.

Fashion trend factors related to cotton clothing were also at the highest level
overall, with design following local culture rated highest, and social popularity and
social media influence rated high.

The study found that behavioral attitude components significantly influenced
consumers' cotton clothing purchase decisions in the Thai-Malaysia border area,
Sadao District, Songkhla Province, at the 0.05 significance level. Fashion trend factors
such as social popularity also had a significant relationship at the 0.05 level, and
cultural local design had a significant relationship at the 0.01 level. Behavioral attitudes
and cultural design fashion trends can predict consumers' cotton clothing purchase

decisions in the study area.
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