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ABSTRACT

The objectives of this research were to study 1) Customer behavior in
purchasing Second-hand brand name products of population in Bangkok Metropolitan 2)
Comparing the decision making in purchasing second-brand name products classified
by demographic factors 3) The marketing mix factors affecting the decision making in

purchasing second-hand brand name products of population in Bangkok Metropolitan.

The research was conducted by collecting data with an online and offline
questionnaire from the samples: four hundred people in Bangkok Metropolitan. The data
was collected, and statistically processed with prefabricated statistics program, SPSS
for Window. The research employs quantitative method by using the Descriptive
statistics analyzed by using frequency, percentage, average, standard deviation and

Inferential Statistics by using F-Test (One-way ANOVA) and Multiple Regression.

The results showed most of sampling group is female 69.75%, Ages between
31 — 40, completed bachelor's degree and have salary 20,001 — 40,000 baht per month.
As for the Marketing mix factors it was found that the marketing mix factors affecting the
decision making in purchasing second-hand brand name products of population in
Bangkok Metropolitan were at highest levels of their opinions (f =444, S.D. = 0.383).
The multiple regression analysis found that the marketing mix factors influencing the
decision making process is promotion, product, physical evidence and process but the
price, place and people has no influencing on decision making process. This research
will help analyze and plan the marketing strategies to motivate consumers and increase

efficiency.

Key Word: Marketing mix factors, Decision making, Second-hand brand name products.
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