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Abstract

The purposes of this paper were to 1) study Generation Y consumers’ behavior in
purchasing community products, fabric, and apparel and 2) classify those consumers on the
basis of their demographics, behavior, and marketing mix factors through their decisions. The
study was conducted using a structured guestionnaire with 354 consumers in the metropolitan
area of Bangkok. The samples were selected using a multi-stage sampling technique. The
findings from Two-step Cluster Analysis can classify Generation Y consumers in Bangkok into
three segments namely 1) quality of service concern, 2) quality of products and services
concern, and 3) value concem. Even though, these three clusters were indifferent in nature;
however, they had given priority to similar factors, which were personnel, process and
productivity, and quality factors. As such, marketing strategies for those three clusters should
focus on training salespeople to have good knowledge of fabric and apparel. Those
salespeople could give a piece of advice and make clear up any doubts about products to
their customers properly. Moreover, producers should focus on developing products of good

guality by having details that meet the needs of consumers.
Keywords : Marketing Mix Factors, Consumer’s Behaviors, Cluster Analysis
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