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ABSTRACT

The objective of this study was to study consumer behavior towards purchasing
second hand apparel products in Mueang Chiang Mai District. 400 respondents who bought
second hand apparel products in Mueang Chiang Mai District were chosen as sample: 200
respondents bought from stalls/local market/the walking street and 200 respondents bought from
second hand shops. Convenience sampling was used, and data was analysed by descriptive
statistics: frequency, percentage and mean.

The study found that most respondents were women, age 26 — 31 years olds and
single. The highest graduate was Bachelor’s degree. Most respondents were private individual
officers or work as employee and their income was between 5,001 — 15,000 Baht per month. Most
respondents bought clothes and shoes. Often purchase second hand apparel products were clothes
and shoes and bought not over 3 pieces per time. The spending average was 101 — 500 Baht per
time. Most respondents chose no brand products. Some of respondents bought brand name
product and most brand of apparel that they chose was Levi’s NIKE and ADIDAS. The reason of
purchasing second hand apparel products was they are cheaper than the new ones. Most
respondents decided to buy second hand apparel products on their own. Often purchase on
Saturday and Sunday, on the beginning and ending of the month and the preferred time to buy
second hand apparel products was in the evening (after 5.00 p.m.). The average frequency of
purchasing second hand apparel products was not over 3 times per month. Most respondents

bought second hand apparel products from second hand shops and stalls/local markets/



the walking streets. The respondents received information about second hand apparel products
and selling places from themselves and friends.

The results of this study showed marketing factors that influenced purchasing
decision. Most respondents had an overall average in the high important level which as the
following: product, price, place and promotion accordingly.

Product factor, the first three product sub-factors that were highest rated were as
following: the appearance looks good, hygiene and characteristic of product accordingly.

Price factor, the first three price sub-factors that were highest rated were as
following: prices according to product qualities, cheaper than the new product and negotiable
price accordingly.

Place factor, the first three place sub-factors that were highest rated were as
following: variety of products, spacious and provide appropriate area for display and shop’s
cleanliness accordingly.

Promotion factor, the first three promotion sub-factors that were highest rated were
as following: a service mind/friendly and take good care, special discount ex. clearance sales and

provide return goods service accordingly.



