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Abstract

This research aims to study (1) the attitudes of consumers in the Thai-Malaysia
border area towards cotton clothing, (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.
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. Fashiontrend.factorsrelated to cotton clothing were also at the highest
level overall, with design following local culture rated highest, and social popularity

and social media“inftuence rated high.
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