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ABSTRACT

The study, namely, Marketing Strategy Analysis for Vintage Fashion Business
Through On-line Social Media. This study was analyzed by interview 10 vintage fashion
manufacturers and distributors and questionnaire with 290 samples. (18-35 years old consumers)

The results from the in-depth interview 10 vintage fashion manufacturers and
distributors were found that the attention is focused on the design of products, including fabrics,
colors and the designs have a unique style and understanding that the purchase of consumers by
personal favorite and is a Second-Hand clothing applied or furnished by remaining of identity
though to style, changes and match (mix& match). The target was 13-35 years old females who
are using internet. Marketing communications to target by the presentation through social media.
As well as efforts to promote interaction through forms of social media and adding area for sales
and linking with similar customers to exchanges information.

The data collection from 290 questionnaires (18-35 years old samples) shown that
most of respondents were female, aged 21-25 years old, working and having income 10,001-
15,000 Bath per month. The results of this study revealed that respondents understood that
Vintage fashion was a form of fashion since the 1960s as known as First-Hand or Second-Hand
Clothing by remaining identity of Vintage style. Facebook was a social network that was used the
most and frequently by respondents. The main purpose of using was to interaction with other, to

find and to study about Vintage style.



The results of the analysis of marketing strategies between manufacturers, Online
distributors and consumers were found that the most of the strategies were aligned with the needs
of target consumer. Unless the product strategies that most entrepreneurs understood that
consumer were interested in Vintage clothes which were Second-Hand Clothing -The older style
for having modified. But the study found the perceptions of consumers who are wearing Vintage
clothing which is Second-Hand Clothing through decoration or a new clothes with fashion design,
sewing mimic Vintage style. So it’s opportunity of marketing for merchant to adding new
markets. Male have choose the product with appropriated their personality. Female oriented
products that are mentioned in social media. Price strategies have respond to the needs of
consumers because manufacturers or suppliers online is presenting quality of the product that
corresponds to the consumer on the quality of the product as well. Place strategies, a social
network that was used the most and frequently by Consumers especially female for buying
fashion products through social media. This is consistent suitable for the business beginner
because easier to access, quickly and easier for sharing, sending message and can interact with
customers quickly that consistent with the logic of using social media of customer such as
interaction. Promotion strategies were appropriate because consumer look an overview of
products on stores is consistent with manufacturers and suppliers online will choose to build the
brand image by pictures, graphics and videos. Consumers will notice the comments of others for
decision purchase which is similar to what manufacturers and suppliers online. Consumers will
notice the comments of others for decision purchase which is similar to what manufacturers and
suppliers online have select to adding area for linking with similar customers to exchanges
information. Market segmentation have determine consumer behavior specifically to those who

use internet.



