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Comparative study factors effecting to the fashion loyalty of men and

Gay in generation Y
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AANARY @ Gen Y, INAvIY, 108, ANANG, NARSUAWNTY

Abstract

The objectives of the comparative factors affecting to the fashion loyalty of men and
gay in generation Y were 1) to study the loyalty behaviors toward fashion of men and gay. 2)
to compare the factors that affected to the fashion loyalty between men and gay generation
Y. This study is a mix method research which started by qualitative method. The primary data
collected by using the structured interview and used the multistage sampling by purposive
sampling and snow ball sampling method, and bought data to designed the online
questionnaire. The questionnaire returned 454 copies, and analyzed by using the Exploratory
Factor Analysis (EFA) and Confirmatory Factory Analysis (CFA) methods after that analyzed by

multi regression analysis method by using structure equation model (SEM) method from Amos

program with the goodness of fit indices as follow p = 0.068, Xz/df = 1.307, RMSEA = 0.027, NFI
=0.971, CFl = 0.993 and GFI = 0.971.

The results found that the customers in Generation Y mostly they have the loyalty
toward the fashion in the behavioral loyalty which that mean they always talk about the
favorite fashion products in a good way. But when compared with men and gays generation Y,
the study found that men have the attitude loyalty which they always think that the fashion
products under this brand make his personality nice looking. But gay have the behavioral
loyalty which they always talk about the favorite fashion products in a good way. But when
compared with the factors that affected to the fashion loyalty we found that it has been
affected by the marketing mix. Men focused on the Place first and followed with Price, same

as Gay that focused on the Place first but follow with the Promotion.

Keywords: Generation Y, men, gay, loyalty, fashion’s product
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BuyingBehaviors
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