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The Influence of Celebrity’s Fashion Clothing Affecting Purchasing Behavior of
OriginalFashion Clothing Brand
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Abstract

This research was aims to study the factors. Personal characteristics and the influence of
the way a celebrity dress that affect the decision to buy original fashion brands. The sample used
in this research is 400 of female population in Bangkok with the questionnaire as a tool for data
collection. The statistics used in data analysis were frequency, percentage, mean, standard
deviation. And hypothesis testing using statistical references. A multiple regression analysis
(Multiple Regression Analysis) of the research found. The respondents were female age between
21-30 years. A bachelor's degree or equivalent, private staff that have the average monthly
income from 30,001 to 45,000 baht. Results showed that. Among a sample of female in public

opinion about the influence of the famous dress with the most average in terms of honor. This is



because the female that wear dress of the famous fashion brand makes you remember the
Original Brands well. Test results showed that the statistical assumptions of the study showed
that the degree of opinion about the influence of the famous dress about the performance of
the media stimulation, pursuant to a decision, the performance of the media notification.
recalling the performance of the press, the performance of the media as a change of use, the
attitude towards the dress of a celebrity in the overall affect purchasing decisions clothing for

Original Brand in significance level of 0.05
Keywords: Original fashion brands, Performance, Decision
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