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Abstract

The researchers attempted to study the positive influence of price, perceived usefulness, design
inspirations, online shopping via Facebook, peer recommendation, social sharing intention, social prestige,
normative influence influencing purchase intentions of jeans’ purchase intentions of consumers in Bangkok. The
population were potential jeans’ consumers in Bangkok. A sample of 270 jeans’ consumers in Bangkok were
collected during September 2016. The survey questionnaires was used as qualitative research and was approved by
three experts. Cronbach’s alpha coefficients of the pilot test of 40 questionnaires and 230squestioninajres Were tested
and passed. The survey questionnaires were used and analyzed using Descriptive StatiStics amth Multifilé Regression
Analysis. The results showed that the respondents mostly were males at the age ofl 18-2 5"years old, single,
graduating with bachelor’s degrees with the average income of 20,001 — 36,000 baht=Vi@st of titem owned their own
businesses or were sellers. The hypothesis testing results revealed that only gé€ial sharing intention (B=0.240) price
(B=0.219) social prestige (B=0.214), and normative influence (B=0.164) explained at 47.5 percent of the positive
influence towards jeans’ purchase intentions of consumers=iti BangkeK at the significant level of .01. Although
online shopping via Facebook had significant level of .01 but fhesfactor was a suppressor variable of (62-0.208); as
a result, it did not positively affect purchase intentions /A0, pc@récommendation, design inspirations, perceived
usefulness had no statistical significant level resulté@hat .01, thus they had no positive impact towards purchase
intentions. The results of this research should Behefit Jeans’ owners and marketers for strategic planning and

marketing strategies for the fashian busingsses.

Keywords: Purchase intentions, Price, Jeans Panly, Bangkok
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