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Abstract

This research aimed to study the influence of demographic factors, online marketing mix, and consumer
attitudes on the online purchasing decision of second-hand vintage clothing among working women in Bangkok. The
sample group consisted of 400 respondents, selected through accidental sampling and calculated using Yamane's (1967)
formula. Data were collected using questionnaires and analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation, as well as inferential statistics, including F-test, and regression analysis. The
research findings revealed that demographic factors such as age, education level, monthly income, and occupation
significantly influenced purchasing decisions. Elements of the online marketing mix—specifically personalization, privacy,
and price—were also found to have a significant relationship with purchasing decisions. In addition, affective and
behavioral attitudes were found to influence purchasing decisions, with affective attitudes having a greater impact than
behavioral attitudes.
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Hudouauuusuninia uavdwd 5 Mawdunisinduladediuau 15 o 1Huteyauvuduninn las
wuvdeualdviinsnageuauiimsadaiiont (Content validity) Ineldsuiinnuaenndassyninede
AU uIAUsEALA (Index of Item Objective Congruence: 10C) lnedasdA1A1u@aAAd 911NN 0.5
(Rovinelli & Hambleton, 1977) uagldvhmaageuninuindede (Reliability) Tngazvinisnageusuiniede
Y9911MTINN13M8AT Cronbach’s Alpha Coefficient Tngfiasiia1 Cronbach’s Alpha Coefficient 11nn31 0.7
(Cronbach, 1951)
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Nan15Ane (Results)
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UIU ALRaY X (F-test)
11m3gU (SD) (Sig.)
fndvsewinfu 20 63 3.66 0.91 19.211 <.001*
21-30 ¥ 174 4.40 0.20
31-40 Y 118 3.98 0.33
41-50 ¥ 34 4.11 0.49
51 94y 11 a.24 0.29

334 400

*syAUdEaIAYNINaaAT 0.05
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fnIUSeye3 80 3.79 0.85 10697  <.001%
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Usgyayv 38 4.01 0.44
Usugyeen 16 4.30 0.19

334 400

*seaulEaIAg N Naan 0.05

36



NIasuinnssungIiauazdsan Journal of Business and Society Innovation) U#1 2 atfuil 6 fugngu-5unmu 2568

AN5197 3 wa@ne F-Test vasserusglananisanaulade

Mssinaulage . SEAU
YA | a G v o w
1eldraLhau . L dudeauu Wedeny
U ARAY X (F-test)
11M5314 (SD) (Sig.)
s 15,000 U 151 4.12 0.69 2703 0.030*
15,001-30,000 U 102 4.30 0.22
30,001-45,000 U 102 4.03 0.30
45,001-60,000 U 31 4.01 0.55
60,001 U muly 14 4.30 0.15

33 400

*syAUdEaIAYNNaaAT 0.05

AN5197 4 WERd F-Test YBI@IUNINATAUTARDNSANAULYD

nsindnlate . JEHU
' a dnn v o o
A0UNINNTANTE . oL dudeauy Wedfiy
U ARAY X (F-test)

1113914 (SD) (Sig.)

Tan 312 4.16 0.44 2.090 0.125
AU 84 4.00 0.48
duq Wenszy .. i 4.03 0.34

334 400

*seAulEaIAg N Naan 0.05

A15799 5 ka9 F-Test vpap1nsan1sindulade

mssnaulage . AU
a | ~ A v o w
BDIYN . . i _ AIULUYIUU g 3
UIU ALRaY X (F-test)
11M5914U (SD) (Sig.)

Yniseu/andne 151 4.16 0.67 2312 0.043%
thiwms/wﬁ’mméuaq 28 3.86 0.37
SRR
NUNNUUTEN 109 4.25 0.20
AINTAIUA? 88 4.02 0.37
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WwanviAad (Multiple Regression analysis)
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Under standardized Standardized
| p T Sig.
dulszauniansnaneaulay Coefficients Coefficients
Std. Error Beta

Intercept 0.216 0.548 2.537 0.12
AUIIAN 0.063 0.213 3.379 0.001
AuNsiuINsdIuyAna 0.073 0.305 4.180 <.001
FunN1sSnEAududIu 0.064 0.345 5.393 <.001

R2 =04143 F=104510 N=121 P<0.05
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Under standardized | Standardized .
NAUAR Coefficients Coefficients ! 8
Std. Error Beta
Intercept 0.206 1.282 6.238 <.001
AUANINIEN 0.070 0.359 5.107 <.001
AUNGANTIU 0.063 0.341 5.385 <.001

R2 =0.3339 F=104510 N=121 P<0.05
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