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Study the relationship between consumer behavior and purchasing
rates in the ready-made -garment markets In Al-Mahwah Governorate
- Al-Baha Region - Kingdom of Saudi Arabia
By
Nora Hassan Hassan Al-Amri

Abstract

Clothing is one of the most important items of household spending, and
the process of choosing and buying it is affected by many factors, but
does the consumer perform practices that enable him to rationalize
clothing consumption??? And, since our consumption patterns are
characterized by consumer hunger, we need to weave a new consumer
culture that embodies rationalization behavior without waste.

Quality is often accompanied by relatively higher prices, and focus
must be placed on the relationship between consumer behavior and
marketing strategies because of the importance of this relationship in
the success of the strategies on which marketing managers depend, and
the research aims to link the consumer behavior with the purchase
rates in the ready-made clothes market in Al-Makhwa Governorate -
Al-Baha Region - The Kingdom of Saudi Arabia as well as one of the
most important sources used in this study is the marketing survey
method and that the tool used to collect primary data is the
questionnaire method, the study was conducted in December 2019 and
the study sample included 200 questionnaires that were applied to a
random sample in Al-Makhwah Governorate - Al-Baha Region - Saudi
Arabia, and one of the most important results of this research was
understanding the behavior of consumers in the decision-making
process in the ready-made clothes markets, as the main results of this
study showed a generally weak relationship between the set of
independent variables and the dependent variable, but in-depth
analysis found that social factors, psychological factors, and the
marketing component Among the variables that have a strong impact
on the purchasing behavior of Saudi consumers in the ready-made
clothes market, These analyzes can help reveal the rules for making
decisions for consumers. The study recommends that a simulation can
be conducted to study consumer behavior in the corresponding markets
in different countries and countries. This analysis identifies us with new
directions for several future research.

Key words: garment market, consumer behavior, purchasing decision-
making process
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