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Making Decision on Consuming Fashion Trends of the Graduate Students
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Abstract

This article aimed to 1) study an overview of the fashion trends industry in contemporary
Thai society, and 2) examine the factors influencing the decision to consume fashion trend
clothing among graduate students at Chiang Mai University. A quantitative research method was
employed, gathering data through questionnaires from a sample of 400 students. The findings
reveal that Thailand’s fashion industry is influenced by the concept of Fast Fashion, emphasizing
rapid production and sales to meet consumer demands. Key factors affecting purchasing
decisions include affordability, responsiveness to trends, and convenience in purchasing channels
such as online platforms. Fast fashion consumption, while boosting the economy through
income and employment, also causes negative environmental impacts such as textile waste and
carbon emissions. This study highlights the importance of understanding consumer behavior to

promote development aligned with sustainability at both individual and societal levels.
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