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ABSTRACT 

The objectives of this study are to study choice decisions toward online/off 

line shopping of Second-Hand Luxury Brands in Bangkok, Thailand. The closed 

ended questionnaire was used to collect data and the content validity and Cronbach’s 

Alpha reliability test was 0.797 from 30 participants contributions. Moreover, 400 

participants, who are customers from offline in Siam square and Sukhumvit areas and 

online in Siam brand name website and LV lover Thailand group in Facebook, were 

asked to fill out questionnaire. The statistic methods were categorized into 

multinomial logistic regression, cross tabulation method and influential statistic 

methods. The influential statistic methods were multinomial logistic regression and 

factor analysis.   The result found that all factors consist of four Ps in marketing mix 

(product, price, place and promotion) and bargain hunting significantly influence 

choice decisions toward online/off line shopping of second hand luxury brands. 

Moreover, the most impact factors are reliable place, quality of product with 

reasonable price both on online and offline channel. 

 

 

Keywords: Second hand, luxury brands, Choice decisions, Bargain hunting, 

marketing mix. 
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CHAPTER 1 

 INTRODUCTION 

 

For this chapter of the research study, the author covers the background relates 

to subject of the research study that is choice decisions toward online/off line 

shopping of Second Hand Luxury Brands in Bangkok, Thailand.   Moreover, this 

chapter is explained about problem statement, purpose of study, important or study, 

scope of study, focus and limitation. 

1.1 Background 

Globally, many movements have been shown that the greater availability of 

luxury goods is caused of opportunity to simultaneous in luxury markets.  It can be 

applied that availability of luxury goods are having the greater number of customers, 

nevertheless in some form (Thomas, 2007; Corbellini, & Saviolo, 2009; Lindda & 

Hanna, 2014).   One clarification for this “luxury democratization” is that hi-tech 

expansion lets luxury goods to be extensively availability, especially internet is widen 

options to purchase luxury goods from various sources (Okonkwo, 2009; Lindda, & 

Hanna, 2014). In Thailand, the sign of economy recovery 2015 seemed to be one 

indicator of strongly growth in Luxury good business, especially in Bangkok and 

urban cities.   Hi end retailers or luxury retailers are trying to build luxury goods in 

positive way to make people are more easily access and spreading out wider in luxury 

products.        Luxury customers  are  not  only persons who love in consuming the 

luxury products but also love to take all luxury experiences  as well as  dinning, 

entertaining, this include having super cars, high end accommodation , expensive 

cruise/hotels, and spas .  All of these are as the mirrors of lifestyles of luxury 

consumers in Thailand (Euromonitor.com, 2016). 

Luxury good customers in Thailand are both Thai people and foreigners which are 

several of class such as high class, middles class and low class (Chada, & Husband, 

2006; Kamonwan, & Wiwatchai, 2010). 

http://dict.longdo.com/search/simultaneous
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The trend of using second hand luxury brands are becoming popular in group of 

Thai consumers, second hand luxury brands that are famous and origin from France 

consist of Louise Vuitton which origin from France, Gucci, and Christian Dior ,their 

products include  bags , wallets, accessories,  belt , and cloths.    Prada brand is also 

popular in Thai consumer as well; this brand is original from Italy (Weeraporn, 2014).  

 

1.2 Statement of Problem 

In Thailand, the second hand luxury brands products business is becoming 

popular; there are many leading retail stores in Thailand due to its high capability and 

increasing consumption demand in second hand luxury brands.   In the present day, 

Thai people are encouraged by culture, changing values inside, economy, 

commercialization, and globalization.  Therefore, the marketers or business owners 

should be able to identify what exactly motivates people to purchase second hand 

luxury brands in Thailand market.  This is in order to build the most effective 

strategies to use for penetrating the second hand market and keeping the loyalty of 

customers in Thailand.      Nevertheless, there are several research studies are 

discussed about the increasing consuming demands of luxury fashion brands 

including second hand brands, but there are not classify separately in second hand 

luxury brands, those studies show mixing varieties brands class both high street and hi 

end brands together which lead the study on the second hand luxury consumption 

behavior is still limited and insufficient.   Therefore , it is the reason that  the author 

interest  to  study  in order to clarify what the significantly influence to choice 

decisions toward online/off line shopping of second hand Luxury Brands in Bangkok. 

Research question 

In order to be answered this research study, the author has set research 

question by follow to background and statement of problem as follow.  

Major Question;               

Which choice decisions can significantly influence purchasing on online/off 

line shopping of Second Hand Luxury Brands in Bangkok, Thailand in 2015-2016? 
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Sub- Questions;  

Which choice decisions influences consumer in online and offline shopping? 

Define and apply appropriate tools to use, to develop marketing strategies.   

What are the consumer behavior toward purchasing on online and offline 

shopping? 

 

1.3 Purposes of Study 

1. To examine factors of marketing mix consist of product, price, place and 

promotion significantly influence choice decision toward online/offline 

shopping of second hand luxury brand name products. 

  

2. To examine factors of bargain hunting significantly influence choice decision 

toward online/off line shopping of second hand luxury brand name product. 

 

3.  To identify factors of marketing mix consist of product, price, place and 

promotion and factors of  bargain hunting significantly influence choice 

decision toward online/offline shopping of second hand luxury brand name 

products. 

 

4. To determine consumer behavior toward purchasing second hand luxury brand 

name products. 

 

 

1.4 Importance of Study 

The findings and result of this research will be beneficial for business owners; 

investors who start up business plan to outline vital strategic information before 

starting a new business of second hand luxury brands products, as startup have a 
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series of barriers to overcome when seeking credit, primary research can help in 

removing some of these. 

Moreover, it also can be a guideline to build effective strategic marketing or 

adapting marketing strategy for the owner of second hand luxury brand name shop 

both online and offline. 

 

1.5 Scope of Study 

This research studies choice decisions toward online/off line shopping of Second 

Hand Luxury Brands in Bangkok, Thailand.   This study is used questionnaire as 

survey instrument.  It can define the study scope as follow 

1.5.1 Scope of Content 

This research study is made in order to examine the relationship and classify 

contributing factors in choice decisions that consist of marketing mix (product, price, 

place and promotion) and bargain hunting toward online/off line shopping of Second 

Hand Luxury Brands in Bangkok, Thailand.    This research study is kind of 

quantitative study which bases on model of marketing mix in 4Ps and bargain hunting 

which relate with the research.  

1.5.2 Scope of Demographic, Sample and Location 

In this research study is used population and sample both online and offline.   

By offline come from the customer in Siam square area and Sukhumvit area in 

Bangkok while online is the members of Siam brand name website and LV lover 

Thailand group Facebook.  The study is used by nonprobability sampling method with 

population of interest and sample is come from the formula of Yamane Taro (Glenn, 

1992). 
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1.6  Focus and Limitation 

1.6.1 Focus 

The focus of this study is the area study by off line is focused on Sukhumvit 

and Siam square. The reason is that these areas especially Siam squares area has high 

demand of customer to buy and the second hand shops are many enough for study.  In 

online, shops are focused on Siambrand name website and LV lover Thailand group 

in Facebook. It is because that these 2 websites are reliable and famous in second 

hand luxury brand name shopper use to visit.  So it is able to provide the appropriated 

and accurate data for this study. 

 

1.6.2 Limitation 

-Self reported data contain several potential sources of bias that should be 

noted as limitations 

-Difficulty in access to target sample in Siam square by face to face, it seems 

to be less cooperation for inviting because they are busy and afraid with unknown 

people.    
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1.7  Disposition of the Independent Study 

 

 

 

Figure1.1: Independent Study Outline 

 

 

 

• Introduction of reseach topic, 
reseacrh question, scope and 
importance of study, limitation   

Chapter 1 

 

• Literature review with definition and 
theory, hypothesis of this research 
study ,conceptual Framework 

Chapter 2 

 

• Literature review of Research 
Methodology ,overview of 
methodological approach , reliability 
and validity Assessment.  

Chapter 3 

 

• Empirical findings of the research 
and analysis of the results. Chapter 4 

 

• Conclusion in overview about 
research findings, discussion about 
the findings, and further research 
suggestion for further study 

Chapter 5 



CHAPTER 2 

 LITERATURE REVIEW 

In the literature review of this research study, firstly luxury and secondhand 

definitions need to review and analyzed.  Then, marketing mix ( product, price place, 

and promotion ) and bargain hunting , eco consciousness , frugality, fashion, need 

status and economic will be used  examining as choice decisions toward online/off 

line shopping of Second-Hand Luxury Brands .  Besides that purchasing frequency, 

Pocket Money, and life style are also used to examine as the consumer behavior 

influence the purchasing.  

 

2.1 Definitions of Luxury 

Luxury in oxford dictionary means to the state of great comfort or elegance 

and desirable all connecting with great expense.  In the theory, luxury brand products 

are not only concerned in physical features but also expensive, design by hand made 

with high quality are all represented as luxury products (Turnanen, L. L. M., & 

Leskinese, H. L., 2015).  Moreover, another theory, Luxury is also represented as elite 

and selectiveness in a category of its product in each brand.  The unique features of 

category in each brand call “the icon”. Mostly each product brand has the only one 

product category are specialized and exclusive.  For example of famous and prestige 

leather bag that are Hermes brand which this brand has shown his long impressive and 

classical history.   Furthermore, when each individual consumer has experienced the 

product brand, luxury can be also classified as the emotional feeling of each 

individual consumer (Chevalier, & Mazzalovo, 2008). 

  For the luxury products in this research that will be studied are called hi end 

brand name products that Thai consumers know very well and use to purchase such as 

Louis Vuitton, Chanel, Gucci, Prada, Hermes, Burberry, Marc Jacobs, Balenciaga, 

Paul Smith, Mulberry, Chole, Versace, Yves Saint Laurant, Fendi, Miu Miu, Jimmy 

Choo, Lanvin, Bally,Valentino, Dolce & Gabbana, Christian Dior, Celine, Loewe, 

Emilio Pucci, Savatore Ferragamo, Emporio Armani, Aigner, Maxmara, Botenega 
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Zegna, Givenchy, Shanghai Tang, Kenzo, Tod‟s, (Tovikkai & Jirawattananukool, 

2010).   

2.2 Definition of Second hand 

The theory of second hand product is the product that are owned and / or used, 

the value in term of finance itself is normally lower than first hand or new product and 

it also related to vintage product as well that firstly belonged but not at all to use 

product however the vintage value is concerned to age, era and condition of product 

itself (Guiot, & Roux, 2010).   And also collector’s pieces mean the product is owned 

firstly is purchased to possess and belong by him/her, it not related to the using of 

function’s product (Belk, 1995).    

In term of this research study of the secondhand luxury brand are included both 

vintage product and collector’s pieces. 

2.3 Definition of Choice Decision and Purchasing decision 

2.3.1 Choice model: 

Theory of choice modelling is the desired model in learning on preferences of 

customers.  Choice model is associated to state preference theory which stated 

preference survey is people affirm their alternatives among a prospective set of 

choices in the diversification’s various brands, various product characteristics, and 

shops.   The alternative options can consist of both fact and assumed market 

alternatives.   While choice models begin with state preferences and then revert to 

their determinants.     The choices to state preference is disclosed preference where 

customers are not questioned directly what they wish or select but their definite 

choices and determinants are detected indirectly (Mario, 2008). 

Moreover, the theory of brand choice  is an essential complements in 

marketing science by marketers or managers use to make relating assumptions  of 

what  purchasing decision of customers, the impact decisions in which marketing 

factors such as products, price, place and promotion both implicit and explicit 

direction.   
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Therefore, the model of brand choice is help to disclose the behavioral facts in 

consumer choice and let precise predictions of future choice behavior (Russell & 

Gary, 2014). 

To be clearly in choice decision, another models is the rational model, that the rational 

manager belief supposes a logical and completely notified decision-maker (“economic 

man”) as explained by neoclassical microeconomic theory nearby the middle of the 

prior century. 

 

 

 

 

Figure 2.1: The process of rational decision-making contains a number of phases;      

                  those are given   

Source: Simon, A. H.  (1977). Model of the decision process. Retrieved from  

 http://orion.journals.ac.za/pub/article/viewFile/12/12 

• Intelligence: discovering causes for decision making;  

• Design: creating, improving and evaluating possible directions of action;  

• Choice: selecting a certain routes of action from those obtainable;  

• And review: evaluating past choices. This method of decision analysis is used to 

estimate numerical values or utilities to each of the choices during the “choice” phase. 

The choice with the highest utility (or maximum individual expected utility) is 

chosen.  Using the rational model, the marketers presume that they have to know of 

all probable alternatives; understand the consequences of achieving each alternative; 

have a well-organized set of choices for these consequences; and have the computing 

skill to equate consequences and to define which is preferred.”  Therefore Simon’s 

model has been highly praised for the theory of bounded rationality, it can explains 

(even through forced) rational behavior.  For this motive, many researchers, for 

example, Huber (1981) and Das and Teng (1999), do not differentiate between perfect 

and compelled rationality in their grouping of decision-making models (Turpin & 

Marais, 2004) Moreover, rational choice is also described to mean the process of 

influencing what choices are obtainable and then selecting the most preferred one 

Intelligence Choice Design 

http://dict.longdo.com/search/praise


10 
 

following to some reliable condition.  This rational choice model is now an 

optimization-based approach in term of trustworthy sense.  It can find that by putting 

one empirically permissive assumption, the problem of rational choice can be 

characterized as one of maximizing a real-valued utility function (Levin & Milgrom 

2004).  

2.3.2 Definition of Purchase intention 

Purchasing intention mean to the plan of individual person intend to purchase 

a certain tangible product or service in the coming future (businessdictionary.com, 

n.d.). 

 

Consumer Decision Making Process 

To get more understanding when doing the research, decision making process 

has to be studied in order figure out how the people make decisions and how to get 

them making a decision to purchase the product or service.  In the theory, there are 5 

steps of decision making process: first one is problem recognition, and then are search 

process, evaluating alternatives, selection stage and the last one is evaluation of 

decision (Ozmen, Emre, Oner, Khosrowshani & Underwood, 2014).

 

Figure 2.2:  Five Steps of Decision Making Process 

 

Problem Recognition: Recognized what a need or want of consumer in order 

to fulfill customer missing need or want and make them feeling normal and then be 

satisfied.    

Problem 
Recognition 
: Perceiving 

a need 

Search 
Process: 
Seeking 

value 

Evaluating 
Alternatives: 

Assessing 
Value 

Selection 
stage: 

Buying 
Value 

Evaluation 
of Decision: 

Value in 
consumption 

or use 

http://dict.longdo.com/search/trustworthy
http://www.businessdictionary.com/definition/plan.html
http://www.businessdictionary.com/definition/final-good-service.html
http://www.businessdictionary.com/definition/purchase-intention.html#ixzz407f72eAp
http://www.businessdictionary.com/definition/purchase-intention.html#ixzz407f72eAp
http://www.business2community.com/marketing/5-steps-of-decision-making-process-0480178
http://www.business2community.com/marketing/5-steps-of-decision-making-process-0480178
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Search Process:   Know what products or services can be satisfied to 

consumer’s need or wants.  

Evaluating Alternatives: After knowing what their needs, then go to evaluate 

the alternatives that the consumer which one is the best alternative for them.  This can 

be prices, quality or other factors that are most important to them which they will 

review and making compare in each parameter.   

Selection Stage: As this stage consumers have already selected definitely on 

what they want to purchase in their mind which can come from their past experience 

or from watching in advertising and then want to trail. 

Evaluation of Decision: Purchase has been made in this stage which 

sometimes can be satisfied from consumers but sometimes cannot get it.   If 

consumers are satisfied, it can bring to the repeat purchase and then can lead to 

customer loyalty also.  However, if they are not satisfied, sometimes it can bring to 

tarnish in brand perception (Ozmen, Oner, Khosrowshani, & Underwood, 2014).  

2.4 Marketing Mix (4Ps) 

The marketing mix is the group of manageable, strategic marketing tools that a 

company uses to produce a desired response from its target market. It contains of the 

whole thing that a company can do to stimulus demand for its product. It is also a tool 

to support planning in marketing and implementation. 

 

Each of the four Ps has its own instruments to conduce to the marketing mix: 

2.4.1 Product: it is the goods and/or services proposed by a company to its 

customers. Tool of Product: consist of variety, quality, design, features, brand name, 

packaging, services (Kotler, Armstrong & Cunningham, 2005). 

2.4.2 Price: it is the amount of cash paid by customers to buy the 

product. 

Tool of Price: list price, discounts, allowance, payment period, credit 

terms (Kotler, Armstrong & Cunningham, 2005) 

https://www.marsdd.com/mars-library/marketing-strategy-for-startup-success-identifying-and-understanding-your-target-customer-and-market-segments/
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Price can play importance role in influencing on the brand of goods and service that 

customers purchase on store for shopping.  Price is not only meant to amount of cash 

for an item but also represent the expectation of quality and satisfaction of its.   

It shows that having higher the price level of a product category; it is the 

greater amount of external facts search or can say in another way, large amount of 

price saving, price search need to be justified (Douglas, 1983).  . 

  2.4.3 Place (or distribution): it is the activities that establish the product 

be available to customers 

Tool of Place consist of channels, coverage, assortments, locations, 

inventory, transportation, logistics (Kotler, Armstrong & Cunningham (2005), 

Cronin & Taylor 1992) 

2.4.4 Promotion:  it is the communication activities to present the 

product’s features and benefits. 

Tool of Promotion consist of public relations, advertising, public city, 

personal selling, sales promotion such as sweepstakes, prize and etc. (Kotler, 

Armstrong & Cunningham, 2005) 

 

2.5 Consumer behavior 

The theory of consumer behavior is the learning of individual persons, people 

group or organization that can help marketer understand the processes of people in 

order to use to choose, safe and organize of tangible product and intangible services, 

experiences, or knowledge to gratify needs and the affect of these processes can be 

obtained on the consumer and society (Kuester & Sabine, 2012). 

Consumer behavior has four main factors that are cultural, social, personal and 

psychological parts.  In this study mainly focus on social factors and personal factor. 

2.5.1 Social factors                      

Social factors are amongst the elements persuading consumer behavior 

significantly. It can divide into three groups: reference groups, family and social roles 

and status. 
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2.5.1.1 Reference groups and membership groups: 

The individual persons who are grouped as membership are call social group 

to which he or she fit in and which will impact to him or her.  The membership groups 

are regularly connected to its social derivation, age, living place, career, avocations, 

vacation, etc.  It can be observed that common consumption trends are same among 

the member in same group even the levels of influence maybe vary depending on 

individuals and groups.  

The effective advertising message to brands can comply from the 

understanding of the specific features such as mindset, values, lifestyle, and so on to 

their target of each group. In addition, reference groups are determined as those that 

pass to the individual some facts of comparison to individual behavior, lifestyle, needs 

or consumer actions. They manipulate his or her appearance of the individual as well 

as his or her behavior, even it is a membership group or a non-membership group.  It 

is because that individual person is able to be influenced by group that is not fit in but 

desire to belong to, it is called as aspirational group.    The Aspirational group will 

have a straight impact to the customer who, desiring to fit in this group and seem to be 

its members, will try to purchase the same products. For example, a child who wants 

to have the attractive shoe model or smartphone used by the popular group of 

“beloved gangs” from his grammar school (aspirational group) to be received the 

acceptance from this group. 

A reference group that influences the individual person buying behavior, 

numerous roles have been showed: 

The initiator: the person who advises purchasing a product or service 

The influencer: the person whose point out or suggest influencing the 

purchasing decision. This person can be from outside the group such as celebrity, 

singer, athlete, actor, etc., but it is on which group members depend on.   

The decision-maker: the person who selects which product to purchase. 

Normally, it should be the consumer but in sometimes it can be another person.  For 

example, the “head” of a sport supporters’ group (membership group) that will 

http://dict.longdo.com/search/manipulate
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determine for the entire group, which supporter’s ascot buy and carry during the next 

game. 

The buyer: the person who will purchase the goods or products. Normally, this 

person is the final consumer. 

Many brands focus on target opinion leaders (initiator or influencer) to deliver 

the effective message of the usage and buying of their goods in a social group (Fanny, 

2016). 

 

2.5.1.2 Family: 

The family can be the most influencing reason for an individual. It formulae 

background of socialization in which an individual person will develop, build his or 

her personality, and obtain values.  Perceptions and family routines normally have a 

strong impact on the consumer purchasing behavior.  Generally, persons will be likely 

to maintain the same obtains from their families (Fanny, 2016). 

2.5.1.3 Social roles and status: 

It is the position of an individual person contained by his or her family, career, 

country club, friend group and so on.  A social role is a group of attitudes and motions 

that an individual person is considered to have and do following to his or her 

occupation and status at working, his or her family position, his or her gender, and 

also including hopes of the people around him or her. Social status temporarily shows 

the position and the significance of this role in society or role in social groups. The 

social role and status extremely impacts the consumer behavior and individual buying 

decisions, exclusively to all the tangible products from other persons. 

2.5.2 Personal factors: 

Decisions and purchasing behavior are believably also impacted by the 

appearances of each consumer. 

2.5.2.1 Age and way of life: 
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The people do not purchase the same product or service all year of their life 

because there are developing in lifestyle, value, routines and hobby during in his or 

her life. So the elements influencing the purchasing decision process may also change 

such as the social value of a brand commonly perform a more significant role in the 

decision for a consumer at 25 than at 65 years (Fanny, 2016). 

2.5.2.2 Purchasing power and revenue:         

The purchasing power of an individual person can absolutely impact to his or 

her behavior and buying decisions based on his or her income and capital. This clearly 

influences what person can pay, his or her viewpoint on money and the level of price 

significance in his or her buying decisions. It also depends on the shops and the types 

of brands to buys.    In term of social status, consumers sometimes may also seek for 

the “social value” of goods that purchase to represent “external indications” of their 

incomes and purchasing power level (Fanny, 2016). 

2.5.2.3 Life style 

Lifestyle of an individual person contains all of his or her activities, interests, 

values and opinions.   The lifestyle of individual person can impact on his or her 

behavior and buying decisions. For example, a healthy person  and live with balanced 

lifestyle will like to consume organic products and visit to precise grocery stores, will 

exercise by jogging regularly , therefore this person will purchase shoes, clothes and 

specific products, and so on. Thus, information of lifestyle of consumers can tell the 

marketing manager who is the type of customer and how to use an effective 

advertising communication with target market such as selecting the right actors and 

actress, helping the advertising designer create the effective advertising to show how 

product and service should be fit in their living (Douglas, 1983).   

2.5.2.4  Personality and self-concept: 

In the theory, personality is the set of characteristics or traits and also specific 

characteristics of each individual.   It is the outcome of the interaction among 

psychological and physiological characteristics of the individual person and then 

outcomes in unchanged behaviors which appears into some characters such as self-
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confidence, sociability, self-sufficiency, charm, ambition, openness to others, 

nervousness, curiosity, flexibility, and so on.  While the self-concept is the appearance 

of individual has or wishes to be and conveys to his companions. These two concepts 

importantly influence the individual in his or her choices and being way in everyday 

life.  In order to gain more customers, many brands are trying to build an appearance 

and a personality that transmits to the traits and values in fact or wish of consumers 

that are targeting.  Because consumers do not purchase goods based on their needs or 

for their inborn features but they are also seeking for goods that are reliable and 

strengthen their image of themselves or they wish to be.   Therefore, the goods or 

brand that can communicate a positive and delightful self-image to the consumer, it 

will make consumers happy and regularly bought (Fanny, 2016). 

2.6 Bargain Hunting 

Bargain hunting or shopping motivation is to seek the lowest prices or to hand 

over a piece with an undefeatable price should be a priority to second hand shopping 

(Bardhi, 2003).  The study on frugal shopping can show that shoppers can obtain 

recreational benefits by saving money. The main drivers of consumption in second 

hand products are motives of both hedonic and economic (Roux & Guiot, 2008).  

The hart of second hand shopping experience is indicated as the recreational features 

that relate to hedonic motives, for example, friendly in social interaction and 

affectionate salespersons, the entertaining facets of shopping activities.   The 

consumer experience is more emotional than functional and directly influence of 

longing proneness on recreational motives, an excellent aspect which contains prize 

hunting and social contacts.  
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2.7 Eco Consciousness  

Eco consciousness or environmental friendly proneness can be done by 

reasons behind donation and buying in second hand products are partially rely on the 

idea of useful way of  extending  the product’s lifetime and hence limiting waste 

(Roux & Guiot, 2008;Guiot & Roux, 2010). The choosing of purchasing in second 

hand products is forthcoming with becoming increased number of customers. 

It is a form of fighting beside a “Kleenex society” which supports waste and 

disposable behaviors.  In eco consumers mind, second hand purchasing help to reduce 

speed in production and selling of unnecessary product (Roux & Korchia, 2006). Eco 

people make and manifest a socially-conscious self through the choice of second hand 

products.  

 

2.8 Frugality             

According to oxford dictionary mean frugality is the quality of being 

economical with money.   Frugality is related with price sensitive or price 

consciousness which normally can be found in behavior of second hand shoppers 

(Roux & Guiot, 2008; Guiot & Roux, 2010).   Lower price consideration mostly takes 

into second hand products like electronic, book and etc, except the specific item such 

as vintage clothes. In term of frugality, price conscious is more associated to value 

consciousness.     Frugality is characteristic of the way of life that was abandoned in 

the literature of consumer behavior, it is a uni-dimensional consumer lifestyle trait 

identifies by  the degree to which consumer are both controlled in purchasing and in 

resourcefully using economic products and service to complete longer-term goals        

( Lastovicka, Bettencourt, Shaw, & Kuntze, 1999).   Frugal people create smart 

alternatives, recycle their asset and use their money precisely. They avoid 

unnecessary purchasing and might cut short term pleasure in mind in order to get a 

more value ones in the long run.  

2.9 Fashion 

Fashion in this study is aimed to fashion consciousness that means to the 

degree of person relate to style of fashions items (Nam & al., 2007).  Fashion 

http://dict.longdo.com/search/precisely
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consciousness of people is categorized in term of physical appearance and the 

profound interest both of fashion brands and products (Gutman & Mill, 1982; 

Summer, 1970).    It is obviously that fashion nature has short in life cycle and some 

fashion consumers have the counterfeit items as alternative way since the prices are 

cheaper (Jiang & Cova, 2012). 

2.10 Definition of Utility Maximization 

Economics concept  is that when there is making a buying decision, a person 

will try to get the highest value as possible from spending of least amount of money.  

    His or her purpose is to maximize the total value acquire from the available 

money (Businessdictionary.com, n.d.). The theory of consumer behavior is preceded 

with the law of diminishing marginal utility to describe how consumers assign their 

incomes. The utility maximization model is made followed by assumptions: 

1. Persons are supposed to be rational, attempting to have the most value for 

their money. 

2. Incomes are restricted because their individual assets are limited.  So they 

confront with a budget constraint. 

3. Persons have favorites in various products and services clearly, thus they 

know their MU (maximization utility) for each continual units of the product. 

4. Consumers have to select between alternative products with their limited 

money incomes since price tag is in every items.  

The Utility Maximization rule declares: persons decide to assign money 

incomes in order to have the last dollar spending on each product bought yields the 

equal extra marginal utility amount. 

The formula statement is persons will allocate money income by: 

                

          
 
               

          
 
               

          
      

 

http://www.businessdictionary.com/definition/economics.html
http://www.businessdictionary.com/definition/concept.html
http://www.businessdictionary.com/definition/maker.html
http://www.businessdictionary.com/definition/purchase.html
http://www.businessdictionary.com/definition/decision.html
http://www.businessdictionary.com/definition/attempt.html
http://www.businessdictionary.com/definition/value.html
http://www.businessdictionary.com/definition/expenditure.html
http://www.businessdictionary.com/definition/amount.html
http://www.businessdictionary.com/definition/money.html
http://www.businessdictionary.com/definition/total-value.html
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As the result, marginal utility per dollar spending is equalized.   As long as 

one product provides more utility per dollar than another, the consumer will buy more 

of that good; as more of that product is purchased, its MU decreases until the amount 

of MU per dollar equal to the other products amount.  

 

Table 2.1: Example to show consumption possibilities of this consumer under various  

                 income levels at fixed prices of Good X and Y. (Staffwww.edu, n.d.) 

Good X (PRICE=$1)   Good Y (PRICE = $2)  

Quantity MU MU/P Total 

Utility 

 Quantity MU MU/P Total 

Utility 

1 8 8 8  1 10 5 10 

2 7 7 15  2 8 4 18 

3 6 6 21  3 6 3 24 

4 5 5 26  4 4 2 28 

5 4 4 30  5 3 1.5 31 

6 3 3 33  6 2 1 33 

7 2 2 35  7 1 0.5 34 

By  following Utility Maximization Rule:     

MUx / Px = MUy / Py   

 X Y     Mu/P     

A 4 1 5     

B 5 2 4     

C 6 3 3     

D 7 4 2     

        
INCOME:       (Q*Price)      UTILITY SUM   

A: X=4, Y=1, $1x4+$2x1 = $6   26+10=36   

B: X=5, Y=2, $1x5+$2x2 = $9   30+18=48   

C: X=6, Y=3, $1x6+$2x3 = $12   33+24=57   

D: X=7, Y=4, $1x7+$2x4 = $15   35+28=63   

Source: Staffwww.edu, (n.d.).   The consumption possibilities of this consumer under

  various income levels at fixed prices of Good X and Y.  Retrieved from

  http://staffwww.fullcoll.edu/fchan/Micro/3utility_maximization_model 

 

2.11 Economic 

Economic theory illustrate that a profit-maximizing company will reduce its 

supply when the outcome of price decreases. While suppliers often claim that 

http://staffwww.fullcoll.edu/fchan/Micro/3utility_maximization_model
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removing supply price supports will increase their products and suppliers have to 

increase output to keep the same income to maximize profits (Hal, 1989) 

The economic motives in this term is the scopes that referred to enlarge the product 

life-cycle, recycling and minimizing the use of new product should be drivers to the 

purchase of second-hand products (Cervellon, Carey, & Harms, 2012). 

  

2.12 Need for status 

Need for status or social recognition is in the self-esteem need level of 

Maslow’s Hierarchy of needs.  Abraham Maslow (1954) tried to integrate a large 

figure of study referred to human motivation. Theory of Maslow's Hierarchy of Needs 

set a hierarchy of human needs into five levels of needs 

 

Figure 2.3 Five levels of Maslow’s Hierarchy needs 

Source: Huitt, W. (2007).  Model of five levels of Maslow’s Hierarchy needs. 

 

  Retrieved from http://www.edpsycinteractive.org/topics/regsys/maslow.html 

 

Self-
actualisation; 
personal growth 
and fulfilment 

Esteem needs; 
status,reputation,resp

ect by others and 
confidence 

Social needs; belonging to a 
group, trust and acceptance 

Safety needs; security,structure and stability 

Physical needs; shelter, food and ,hunger, thirst, bodily 
comforts 

http://researchonline.gcu.ac.uk/en/persons/lindsey-carey(cf40a777-98be-4fcc-b750-b7c839b8f095).html
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1. Biological and Physiological needs: needs of food, shelter, sex, sleep, 

ability to breathe, warmth, thirst, and bodily comforts.    It can be identified the 

behavior into the model as health, fitness, revitalizing mind and figure.   

2. Safety needs: needs of safety from mental/physical abuse such as security, 

stability, out of danger and structure. It can be identified the behavior into the model 

as instruct and command needs found such as some heavily systemized, and crucial 

activity team. 

3. Social needs or belongingness and love needs: needs of affiliate with others 

such as work group and family, romance, friend, acceptance into groups. It can be 

identified the behavior into the model as sport, group or association 'family' and 

relationships. 

4. Esteem needs: needs of achievement, respect from others, independence, 

status, recognition, dominance, prestige, managerial responsibility, and reputation. It 

can be identified the behavior into the model as contest, achievement and recognition. 

5. Self-Actualization needs: by having personal growth which people are 

happy and non-egocentric, and self-fulfillment. It can be identified the behavior into 

the model as experiment, nature, and love of fine art (Businessballs.com, 2014).         

Consequently, need for status in this study is in the esteem needs that is aimed 

to individual status consumption that his/her motivation process is made 

strenuous effort to have a better in his/her social standing through the obvious 

consumption of consumer products that show honor and represent status both for the 

individual and then send out to other people in society.  The obvious consumer 

products can be indicators of a higher social status since it is used for class ranking 

(Goldsmith, Eastman, Calvert, & Flynn, 1996).   Moreover, it is also concerned in 

face saving. By face saving means to try to keep an admiring of self-image in their 

society (Chan, Wan, & Shin, 2009).   People try to prevent humiliating in poor 

looking because it can be caused of losing social status.   Using a luxury product can 
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be helped to signify their owner status in social in term of outstanding and success 

(Nueno, & Quelch, 1998).  

2.13 Online Shopping (Ecommerce) Vs.  Off Line Shopping (Retail) 

Consumers resemble to count on brands in the online more than in the offline 

shopping (McGovern, 2001).   The companies can get advantage from the “Halo 

effect” that power of the off line brands can hand over to online environment by 

building their website to show their well-known offline brand (Harvin, 2000).      

Moreover, there was a positive effect in brand trust on website satisfaction & website 

trust.  The consumers who desire to buy the parent brand were the web site loyalty 

consumers ( Horppu, Kuivalainen, Tarkiainen, &  Ellonen, 2008).   

 

Table 2.2: There are 5 categories include location, convenience, knowledge,                           

         personality, and Price.  That can be classified between Offline and Online   

      (Alex, 2015) 

Categories Offline ( Retail) Online ( Ecommerce) 

1.Location 
Location as one key for retail store.  

Customer select stores that are where 

they will be anyway such as a mall 

or shopping area. 

So it is a big impact to that where 

shopper decides to open up shop.  

However, having a attractive location 

is more expensive that retail store 

investment.   

Location may not be as 

important online as it is in 

retail; it still does play a part 

since the displaying 

information in the website is 

located where to be able to 

ship. 

 

           

         (Continued)  

 

https://twitter.com/alexmcea
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Table 2.2 (Continued): There are 5 categories include location, convenience, 

    knowledge, personality, and Price.  That can be classified 

    between Offline and Online (Alex ,2015) 

Categories Offline ( Retail) Online ( Ecommerce) 

2.Convenience 

: plays a huge 

role in making 

a purchase for 

both offline 

and online 

shoppers. 

 

Retail has had decades to 

perfect the art of providing a 

convenient shopping 

experience all facilities and 

service. 

In ecommerce convenience is a 

product of the consumers’ 

experience creates.   It needs to 

focus on sufficient product 

categorization, reducing checkout 

steps, accepting to guest checkout. 

These will be useful online shoppers 

to quickly find what they are 

looking for and make a purchase 

with as less rasping as possible.  

3.Knowledge 
The most effective way of is  

the having well trained sales 

staff  can acknowledge to the 

customers and up to date on 

all of the product offerings. 

 

The absence of sales staff in offline. 

There are two ways that an 

ecommerce site can knowledgeable 

for online shoppers. 

1. Resources (blogs, guides, videos) 

to be answer question of online 

shopper in order to attract the 

customer. 

2.Live Chat 

By giving the information about the 

products details. 

         (Continued)  

 

https://twitter.com/alexmcea
https://www.sweettoothrewards.com/blog/5-ways-to-clean-your-online-store/
https://www.sweettoothrewards.com/blog/5-ways-to-clean-your-online-store/
https://blog.kissmetrics.com/1step-checkout-right-way/
https://blog.kissmetrics.com/1step-checkout-right-way/
https://econsultancy.com/blog/10355-eight-out-of-top-10-us-retailers-offer-guest-checkout/
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Table 2.2 (Continued): There are 5 categories include location, convenience, 

    knowledge, personality, and Price.  That can be classified 

    between Offline and Online (Alex ,2015) 

Categories Offline ( Retail) Online ( Ecommerce) 

4.Personality 

 

It is based the retail locations and 

design of store   such as look like a 

beach house that make customers 

feel that they are shopping in 

Southern California. 

It is based on web site if it 

looks professional which is 

firstly come from homepage 

alone.  Because online 

shoppers use looks even 

more so than in retail. 

5.Price 
Base on selecting a pricing 

strategy that relate to marketing 

strategy 

Price reflects how to handle 

the other 4 factors in a 

shopper’s decision. 

 

2.14 Google questionnaire 

In Google, there is a freeware web-based office suit to support the client that is 

Google questionnaire or Google document; it is within Google drive service.  

 Google questionnaire is online electronic questionnaire provide and service all 

users to make and edit document on online while cooperating with each other users 

live (Jotfrom.com, 2016).    It works with word processing and spreadsheet software. 

The process is easy to proceed by firstly create a spreadsheet, then build a form and  

sent email the target people through Aweber , so that the target people  will do this 

survey by filling them out and  online data are spontaneously sending back to 

spreadsheet so the users can to comply their feedback automatically ( Premick, 2008). 

2.15 Statistic Research collecting Method 

2.15.1 Multinomial logistic regression 

https://twitter.com/alexmcea
http://www.marketingteacher.com/pricing-strategies/
http://www.marketingteacher.com/pricing-strategies/
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Utmost brand choice research study in the 1980’s was ruled by applications of 

the logit model which has theoretic rationalizations in psychology and economics. 

The model was simply to regulate implementing the standard optimization software of 

this time period (Russell & Gary, 2014). In marketing science was shown that the 

history of choice modeling is a changing path, notified by study of psychology, 

economics and statistics. Early achievement by Thurstone (1927), Luce (1959), 

Tversky (1972) and McFadden (1980) offered the scanner panel data analysis in 

theoretical foundations that use the multinomial logit model. The progression of 

computational power and imitation prediction technology let researchers to create 

more realistic models integrating to consumer parameter heterogeneity, several 

decisions, economic logic, and choice dependency (Russell & Gary, 2014).     

Whenever the data has been gathered the natural guesstimate technique is the 

multinomial logit choices signify the absolute dependent variable and the aspect levels 

are the explanatory variables (Mario, 2008).  Multinomial logistic regression is the 

using relationship among independent variable and dependent variable and then 

interacts between independent variable with dependent variable.     

It is a classification method that specifies logistic regression to multiclass 

problems such as there are more than two possible isolated outcomes. The model help 

to predict the probabilities of diversification in possible outcomes of a categorically 

issued dependent variable provide a group of independent variables which can be real-

valued, binary-valued, categorical-valued, and so on.  

 

Logistic Regression: Model and Notation 

In logistic regression, a single outcome variable Yi (i = 1,...,n)  depends on  a 

Bernoulli probability function that takes on the value 1 with probability πi and 0 with 

probability 1 − πi.  Then πi varies over the observations as an reverse logistic function 

of a vector xi , which contains a constant and k −1 explanatory variables: 

                                  Y∗i ∼ Bernoulli(Y∗i ∗ | µi ) 

πi 
 

       
       (1) 
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The Bernoulli has probability function P(Yi | πi ) = πi 
Yi

 (1 − πi )
1−Yi

 .    The 

unknown parameter β = (β0, β
’
1) is a k × 1 vector, where β0 is a scalar constant term 

and β1 is a vector with elements corresponding to the explanatory variables.      An 

alternative approach to define the same model is by imagining an unobserved 

continuous variable Y∗i (e.g., health of an individual or propensity of a country to go 

to war) allocated following to a logistic density with mean µi. Then µi varies over the 

observations as a linear function of xi. The model would be nearby to a linear 

regression if Yi∗ were observed:   Y∗i ∼ Logistic(Y∗i ∗ | µi ) 

µi = xi β      (2) 

where Logistic(Yi∗ | µi ) is the one-parameter logistic probability density, 

                                                  (3)     

             Unfortunately, instead of observing Y∗i, we found only its dichotomous 

realization, Yi, where Yi = 1 if Y∗i > 0 and Yi = 0 if Y∗i ≤ 0.    For example, if Y∗i 

measures health, Yi might be dead (1) or alive (0). If Y∗i were the propensity to go to 

war, Yi could be at war (1) or at peace (0). The model remains the same because   

                  (4) 

This is exactly as in Eq. (1). It can be known that the observation mechanism, 

which turns the continuous Y∗ into the dichotomous Yi, generates most of the mischief.  

So running simulations trying to guesstimate β from an observed Y∗ and model 2 and 

found that maximum-likelihood estimation of β is approximately unbiased in small 

samples. The parameters are guesstimated by maximum likelihood, with the 

likelihood function formed by assuming independence over the observations:

    By taking logs and using Eq. (1), the log-likelihood 

simplifies to 
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                             (5)       

(e.g., Greene 1993, p. 643). Maximum-likelihood logit analysis then works by finding 

the value of β that gives the maximum value of this function, which we label βˆ. The 

asymptotic variance matrix, V(βˆ), is also kept to calculate standard errors. When 

observations are chosen randomly, or randomly within strata clarify by some or all of 

the explanatory variables, βˆ is constant and asymptotically efficient (except in 

degenerate cases of perfect collinearity among the columns in X or perfect 

discrimination between zeros and ones). 

  That in uncommon events data ones are more statistically informative than 

zeros can be found by studying the variance matrix,                                                             

                                               (6)  

The part of this matrix influenced by uncommon events is the factor πi (1 − πi). 

Most uncommon events applications yield small guesstimate of Pr(Yi = 1 | xi ) = πi for 

all observations.   This quantity is frequently reported in the popular media and is 

common in many scholarly literatures. In political science, the term is not often used, 

but the measure is usually computed directly or studied implicitly (King, & Zeng, 

2001). 

2.15.2 Factor analysis  

Factor analysis give insight into the interrelationships between variables and 

the underlying data structure, it is a perfect starting point for many other multivariate 

techniques.  From the data summarization in viewpoint, factor analysis delivers to the 

authors with explicit understanding of which variables may perform in the show and 

how many variables may really be assumed to have impact in the analysis.  The 

researcher can get beneficial from both the empirical guesstimate of relationships and 

the comprehension into the conceptual groundwork and interpretation of the outcomes 

(Joseph, William, Barry, & Rolph, 2010). Also it is an important tool for 

examining variable relationships for complex concepts that are related to 

http://www.theanalysisfactor.com/confusing-statistical-term-6-factor/
http://dict.longdo.com/search/comprehension
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psychological scales, dietary patterns, or socioeconomic status.   It tells the authors to 

examine concepts that are difficult measured directly by breaking down a large 

number of variables into a few interpretable underlying factors.  

 

Figure 2.4: Overview of the steps in factors analysis from Rietveld &Van Hout (1993:    

      291).                        
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.

 

Figure 2.5:  Illustration of factor rotation. The left graph is orthogonal rotation and the

         right one is oblique rotation. The stars are symbolizing of the loadings of 

         the original variables on the factors. (Source for this figure: Field 2000: 

         439) 

The importance concept of this method is that several observed variables have 

related patterns of responses because they are all linked with a latent (i.e. indirectly 

measured) variable.   The result of factor analysis has the same number of factors if 

they are variable.    Each factor grasps a definite amount of the overall variance in the 

notice variables, and the factors are always recorded for how much variation they 

clarify.   The eigenvalue is a measure of how much of the variance of the noticed 

variables a factor clarifies.  Any factor with an eigenvalue is more than or equal 1, it 

explains more variance than a single noticed variable.   Therefore, if the factor such as 

psychological scales had an eigenvalue of 2.3 it was able to tell as much variance as 

2.3 of the three variables.  This factor, which takes the most of the variance of those 

three variables, could be used in further analyses.  And the factors that tell the 

smallest amounts of variance are generally rejected (Theanalysisfactor.com, n.d.). 

2.15.3 Descriptive research: Cross tabulation 

In descriptive method, using frequency tables can show a summary of the 

distribution of a single variable, while cross-tabulations (or call as cross-tabs) present 

a summary of the distribution of two or more variables. There is a difference that is 
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cross-tabs let researcher to see how the frequency distribution of one variable 

connects to one or more other variables.  It organizes the frequencies by the groups or 

class intervals of the variables being matched.    

Cross-tabs can include any combination of nominal, ordinal, interval, and ratio 

variables.   It is the one of analytical tools that is the most useful and famous using in 

market research industry since it gives the riches facts in relationship between 

variables (Qualtrics.com, 2016). 

2.15.4 Source of questionnaire on each factor 

Table 2.3: Sources of Questionnaire Items  

Constructs Indicators Sources 

Product Physical Quality  

Variety of  designs and series 

Brand Varieties 

Brand Reputation and Physical 

condition 

Kotler, P., Armstrong, G., 

Cunningham, P.H. (2005). 

Kareethaworn (2014)  

Price Price reasonable 

Installment 

Clear price indication 

Special price in seasons  

Price bargain 

Kotler, P., Armstrong, G., 

Cunningham, P.H. (2005). 

,Kareethaworn (2014)  

Place Reliable Shop brand reputation 

Design Store & Display 

Convenient to go   

Website Reputation 

Convenient to place order 

Cronin & Taylor (1992) 

Kotler, P., Armstrong, G., 

Cunningham, P.H. (2005).; 

 Marianne, Olli, Anssi, & 

Hanna, (2008), 

Kareethaworn (2014)  

 

        ( Continued) 
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Table 2.3 (Continued): Sources of Questionnaire Items  

Constructs Indicators Sources 

Promotion Discount 

Premium 

Advice and provide consultation the 

products 

 After service 

Special event activities 

Kotler, P., Armstrong, G., 

Cunningham, P.H. 2005., 

Kareethaworn (2014)  

Bargain hunting Eco Consciousness 

Frugality 

Fashionable 

Need for status 

Economic 

Roux and Guiot, 2008; 

Guiot and Roux, 2010; 

Turnanen, L. L. M., & 

Leskinese, H. L., 2015; 

Cervellon, M-C., Carey, 

L., & Harms, T., 2012.  
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Independent 

Variable 
Dependent 

Variable 

Marketing Mix 
-Product 

-Price 

-Place 
-Promotion 

Choice Decisions 

toward online/off line 

shopping of second 

hand luxury brands in 

Bangkok, Thailand 

Demographic 

Bargain Hunting 
 -Eco –Consciousness 

 -Frugality 

 -Fashionable 

 -Need for status 

 -Economic 

Consumer behavior 

toward purchasing 
- Ability to purchase:  

pocket Money and 

frequency of purchase 

-Continue purchasing 

-Items to be purchased 

-The favorite brands and 

Loyalty with the same 

brands 

-Influence person  

- Lifestyle 

2.16 Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.6: Conceptual Framework of this research study 
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2.17 Hypothesis of this research study  

The theory of hypothesis is an assumption to define the explanation of 

research problem, and provide educated prospect of research outcome (Sarantakos, 

2012).    In order to do experiment  with the research study ,  it needs to set  2 

hypothesis  that are  the research hypothesis ( H1) and the null hypothesis (Ho)  

(Shuttleworth, 2009). 

Ho: mean to there is no relationship between independent variable and dependent 

variable 

Ha: mean at least 1 independent variable relate to dependent variable 

So this study has shown dependent variable is choice decisions toward 

online/off line shopping of Second-Hand Luxury Brands in Bangkok, Thailand 

Independent variables are product, price place, promotion and bargain hunting. 

Table 2.4: Therefore, the Hypotheses are set as follow 

Part Independent 

Variables 

Dependent 

Variables 

Factors in independent Variables 

 

 

 

 

 

 

 

 

Marketing 

4 Ps 

Product Choice Decisions 

toward online/off 

line shopping of 

Second-Hand 

Luxury Brands in 

Bangkok, Thailand 

 

1. Physical Quality 

2. Variety of  designs and 

series 

3. Brand Varieties 

4. Brand Reputation  

5.  Physical condition    

Price Choice Decisions 

toward online/off 

line shopping of 

Second-Hand 

Luxury Brands in 

Bangkok, Thailand 

 

1. Reasonable 

2. Installment 

3. Clear price indication 

4. Special price in seasons 

5.  Price bargain  

 

(Continued) 

 

https://explorable.com/users/martyn
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Table 2.4 (Continued): Therefore, the Hypotheses are set as follow 

Part Independent 

Variables 

Dependent 

Variables 

Factors in independent Variables 

 Place Choice Decisions 

toward online/off 

line shopping of 

Second-Hand 

Luxury Brands in 

Bangkok, Thailand 

 

1. Reliable Shop brand 

reputation 

2. Design Store & Display 

3.  Convenient to go 

4. Website Reputation 

5. Convenient to place order  

Promotion Choice Decisions 

toward online/off 

line shopping of 

Second-Hand 

Luxury Brands in 

Bangkok, Thailand 

 

1. Discount 

2. Premium 

3. Advice and provide 

consultation the products 

4. After service 

5. Special event activities 

Bargain 

Hunting 

Bargain 

Hunting 

Choice Decisions 

toward online/off 

line shopping of 

Second-Hand 

Luxury Brands in 

Bangkok, Thailand 

 

1. Eco Consciousness 

2. Frugality 

3. Fashionable 

4. Need for status 

5. Economic  

 

 

H1.  Product significantly influences choice decisions towards online/off line  

Shopping of second hand luxury brands in Bangkok, Thailand 

H1o: β Physical Quality, Variety of designs and series, Brand Varieties, Brand 

Reputation, Physical condition = 0 

H1a: At least one of β Physical Quality, Variety of  designs and series, Brand 

Varieties, Brand Reputation, Physical condition   ≠ 0 
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H2. Price significantly influences choice decisions towards online/off line shopping of 

second hand luxury brands in Bangkok, Thailand 

H2o: β Reasonable, Installment, Clear price indication, Special price in 

seasons, Price bargain = 0 

H2a: At least one of β Reasonable, Installment, Clear price indication, Special 

price in seasons, Price bargain ≠ 0 

H3: Place significantly influences choice decisions towards online/off line shopping 

of second hand luxury brands in Bangkok, Thailand 

H3o: β Reliable Shop brand reputation, Design Store & Display, Convenient 

to go, Reliable Website Reputation, Convenient to place order = 0 

H3a: At least one of β Reliable Shop brand reputation, Design Store & 

Display, Convenient to go, Reliable Website Reputation, Convenient to place 

order   ≠ 0 

H4: Promotion significantly influences choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand 

H4o: β Discount, Premium, Advice and provide consultation the products, 

after service, Special event activities = 0 

H4a: At least one of β  Discount, Premium, Advice and provide consultation 

the products, after service, Special event activities ≠ 0 

H5: Bargain hunting significantly influences choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand 

H5o: β Eco Consciousness, Frugality, Fashionable, Need for status, Economic 

= 0 

H5a: At least one of β Eco Consciousness, Frugality, Fashionable, Need for 

status, Economic   ≠ 0 

 

 



CHAPTER 3 

 METHODOLOGY 

3.1 Literature review of Research Methodology 

3.1.1 Research Methodology 

Research methodology section of this study serves to explain how the author is 

going to solve the problem present or prove the hypothesis that is put forth. 

Comprehensive research should try to incorporate both qualitative and quantitative 

methodologies but this is not always possible, usually due to time and financial 

constraints. Part of the research methodology is concerned with the how the research 

is conducted. This is called the study design and typically involves research 

conducted using questionnaires, interviews, observation and experiments 

(Scienceblurtit.com, n.d.). 

Research Methodology is a way to find out the result of a given problem on a 

specific matter or problem that is also referred as research problem. In methodology, 

researcher uses different criteria for solving the given research problem. Different 

sources use different type of methods for solving the problem. In Research 

Methodology, author always tries to search the given question systematically in own 

way and find out all the answers till conclusion. If research does not work 

systematically on problem, there would be less possibility to find out the final result. 

For finding or exploring research questions, an author faces lot of problems that can 

be effectively resolved with using correct research methodology. 

Identify Research Scope 

If used a quantitative approach to measure data, a qualitative approach to 

describe phenomenon or both methods to frame study. Explain how the framework 

chosen aligned with these research questions. 

Describe Data Collection Process 

Describe how to collected original data or retrieved archival information. In a 

quantitative study, we could also explain what experiments, tests or surveys were 
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administered, including a subsection on sampling procedures. Also cite the reliability 

and validity of data-collection instruments. 

Data Analysis 

Summarize the strategies used to analyze empirical data or make meaning out 

of subjective reports gathered during the course of the study (Ehow.com, n.d.). 

3.1.2Research question 

A research question guides and centers this research of second hand luxury 

brand names on online and offline. It should be clear and focused, as well as 

synthesize multiple sources to present unique argument. 

 Choose the topic of choice decision, and conduct preliminary research on this 

topic in current periodicals and journals to see what research has already been done. 

This will help determine what kinds of questions the second hand luxury brand names 

on online and offline generates. 

A research question is the fundamental core of a research project, study, or 

review of literature. It focuses the study, determines the methodology, and guides all 

stages of inquiry, analysis, and reporting (Ehow.com , n.d.) 

From Research Problem to Research Questions and Purpose (researchrundowns.com). 

Step 1. Draft a research question 

Step 2. Draft a purpose statement. 

Step 4. Revise and rewrite the research question 

The purpose of a problem statement is to: 

Introduce the reader to the importance of the topic being studied. The reader is 

oriented to the significance of the study and the research questions or hypotheses to 

follow. 

Places the problem into a particular context that defines the parameters of 

what is to be investigated. 
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Provides the framework for reporting the results and indicates what is 

probably necessary to conduct the study and explain how the findings will present this 

information. 

Problem statements should possess the following attributes (Libguides.edu, n.d.): 

 Clarity and precision , 

 Identification of what would be studied, while avoiding the use of value-laden 

words and terms, 

 Identification of an overarching question and key factors or variables, 

 Identification of key concepts and terms, 

 Articulation of the study's boundaries or parameters, 

 Some generalizability in regards to applicability and bringing results into general 

use, 

 Conveyance of the study's importance, benefits, and justification, 

The Importance of a Good Research Question 

A good research question defines the focus of research project. Research 

question helps readers to know the specific subject be addressing within the broad 

topic of environmental history. For instance, suppose you are interested in market 

development and its environmental effects. A well-articulated research question 

provides readers with critical information about your project by defining the focus of 

research, its scope, and motivation. 

Finding a Research Topic 

Picking a topic from marketing strategy that we are already interested in. 

Collect previous term papers or reports and list the topics we have researched for 

those projects. Choose one or two that seem promising and relevant to environmental 

history. However, we should not just recycle topics from previously written papers. 

Instead, we should develop a new topic from the old research. 

Current events or timely issues can be a good place to find a promising 

research question. Any of these topics would make a good starting place for an 

environmental history project.  
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3.1.3Methods of Inquiry 

The term “methods of inquiry “refers to procedures - with or without 

pedagogical adaptation - that specialists in a field of knowledge use professionally. 

Each subject field - history, zoology, linguistics, rhetoric, and so on - has evolved 

unique methods for investigating distinctive kinds of problems and objects. The use of 

such investigative methods is one characteristic of activity in a discipline. We learn to 

use and to understand the methods through such activities as these (ncte.org, n.d.): 

(1) Learning the presuppositions of choice decision toward second hand 

luxury brand names on online and offline  

(2) Seeking answers to questions relevant to a given area of inquiry,  

(3) Understanding relevant concepts, 

(4) Solving problems according to accepted procedure 

3.1.4 Sampling Design        

 Once the author has clearly specified the problem and developed an 

appropriate research design and data collection instruments, the next step in the 

research process is to select those elements from which the information will be 

collected. One way to do this is to collect information from each member of the 

population of interest by completely canvassing this population. A complete canvass 

of a population is called a census. In addition, another way would be to collect 

information from a portion of the population by taking a sample of elements from the 

larger group and, on the basis of the information collected from the subset, to infer 

something about the larger group. One’s ability to make this inference from subset to 

larger group depends on the method by which the sample of elements was chosen 

(Churchill & Brown, 2004). 

There is a very useful six-step procedure that author can follow when drawing a 

sample of a population. Note that it is first necessary to define the target population, 

or the collection of elements, about which the author wishes to make an inference. 

The relevant target population includes individuals, households, business firms, other 
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institutions, or credit card transactions, so the author also has to be careful to specify 

what units are to be excluded when they make the decisions. Target population has a 

problem which is specifying the geographic boundaries which is sometimes more 

difficult in international marketing research studies because of the additional 

complexity an international perspective introduces (Churchill & Brown, 2004). 

The second step in the sample-selection process is identifying the sampling 

frame, the listing of elements from which the actual sample will be drawn. The third 

step in the procedure for drawing a sample is closely linked with the identification of 

the sampling frame. Different types of samples require different types of sampling 

frames. The fourth step in the sample-selection process is to determine sample size. 

The sampling distribution of the statistic is the key to determining sample size. 

Specify the key factor a researcher must consider in estimating sample size using 

statistical principles, cite two other factors researchers must also take into account 

when estimating a sample size and explain their relationship. The fifth step indicates 

that the researcher needs to actually pick the elements that will be included in the 

study. Finally, the author needs to actually collect data from the designated 

respondents (Churchill & Brown, 2004). 

3.1.5 Survey Design and Development 

Survey research involves the collection of information from a sample of 

individuals through their responses to questions. The survey research design is a very 

valuable tool for assessing opinions and trends, because it is an efficient method for 

systematically collecting data from a broad spectrum of individuals. Even on a small 

scale, such as local government or small businesses, judging opinion with carefully 

designed surveys can dramatically change strategies (Gray & David, 2009).  Surveys 

are efficient in that many variables can be measured without substantially increasing 

the time or cost. Survey data can be collected from many people at relatively low cost 

and depending on the survey design, relatively quickly (Gill & Johnson, 2010).  

The researcher attempting to collect primary data has several choices regarding 

the method to use. The primary decision is whether to use communication or 

observation. Communication is a method of data collection involving questioning of 
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respondents to secure the desired information, using a data collection, using a data 

collection instrument called a questionnaire. Besides, observation is a method of data 

collection in which the situation of interest is watched and the relevant facts, actions, 

or behaviors are recorded (Churchill & Brown, 2004).  

Communication method can be classified fixed-alternative questions in which 

the responses are limited to stated alternatives, open-ended question which 

characterized by the condition that respondents are free to reply in their own words 

rather than being limited to choosing from among a set of alternatives, and the depth 

interview in which the interviewer attempts to get the subject to talk freely and to 

express his or her true feelings (Bryman & Alan, 1999). In addition, methods of 

administering include personal interview, telephone interview, mail questionnaire, 

faxed surveys and email surveys. Personal interview means that face-to-face 

conversation between a representative of research organization, the interviewer and a 

respondent. Telephone interview is that telephone communication between the 

representative of the research organization, the interviewer, and a respondent. Mail 

questionnaire is which a questionnaire administered by mail to designated respondents 

under an accompanying cover letter. The respondents return the questionnaire by mail 

to the research organization. Faxed survey is a questionnaire faxed to a respondent 

and, when completed, returned to the research sponsor by fax. Email survey is that a 

questionnaire both sent and returned by email (Churchill & Brown, 2004). 

3.1.6 Coding structures 

Data coding involves assigning a number to the participants’ responses so they 

can be entered into a database. It is very useful that use a coding sheet first to 

transcribe the data from the questionnaire and then key in the data. This method, in 

contrast to flipping through each questionnaire for each item, avoids confusion, 

especially when there are many questions and a larger number of questionnaires as 

well. After responses have been coded, they can be entered into a database. Raw data 

can be entered through any software program. For instance, the SPSS data editor, 

which looks like a spreadsheet can enter, edit, and view the contents of the data file 

(Uma & Roger, 2013). 
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3.1.7 Reporting 

The communication of the research results is handled by the preparation of a 

written report and quite often through an oral report as well. The reports must tell 

readers what they need and wish to know (Gray & David , 2009). According to the 

report from ( Churchill & Brown, 2004), there are criteria of report need to achieve, 

completeness is a criterion used to evaluate a research report, specifically, whether the 

report provides all the information readers need in language they understand. 

Accuracy is a criterion whether the reasoning in the report is logical and the 

information correct. Clarity also is a criterion whether the phrasing in the report is 

precise. Conciseness is a criterion whether the writing in the report is crisp and direct. 

The writer should be guided by the nature and needs of the reader in choosing 

the most appropriate format for the report. In general, report should include title page, 

table of contents, summary, introduction, body, conclusions and recommendations 

and appendix (Churchill & Brown, 2004).  

 

3.2 Statement of Research Method Used 

Choice Decisions toward online/off line shopping of Second-Hand Luxury Brands in 

Bangkok, Thailand has determined the research method use as follow; 

 

3.2.1 Research Methodology 

This research will be used both quantitative and qualitative approaches.  

Quantitative approach will be as primary data that use descriptive research 

design to collect the data from respondents in order to gather what choice decisions 

issues that are attracted them.  

Qualitative approach will be as secondary data that use exploratory research 

design to be collected, analyzed and organized through the this study as the literature 
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in related the topic’s study that are journal both local & international, independent 

studies, theses, articles, books, research and internet.    

Major Question;               

Which choice decisions can influence purchasing on online/off line shopping 

of Second-Hand Luxury Brands in Bangkok, Thailand in 2015-2016? 

 

Sub- Questions;  

Which choice decisions influences consumer in online and offline shopping? 

Define and apply appropriate tools to use, to develop marketing strategies.   

What are the consumer behavior toward purchasing on online and offline 

shopping? 

 

 3.2.2 Methods of Inquiry 

  The primary data that are collected by using descriptive research design, the 

data collection method is self-administered survey by distribute the questionnaires to 

the respondents in Bangkok.                                                                                                                                                                                                                         

3.2.3 Population and Samples 

Population: 

The population of this research is the people who ever bought secondhand 

luxury brand name products such as bags, clothes, shoes, belt and accessories on 

online or off line.  The author selects Hi end talking room in Siam brand-named 

website (429 members checked in, 14
th

 December, 2015) and LV lover Thailand 

website (4,619 members checked in 14
th

 December 2015) as the online distribution 

and second hand shops in Siam square and Sukhumvit areas are as offline to distribute 

the questionnaires by all these used as Cluster sampling to determine the population 

interest and sample.  
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Population on online: Siam brand name and LV lover Thailand  

Finding the population interest by random sampling technique to determine 

the population of interest formula of Yamane Taro (Glenn, 1992) 

N = N/ (1+N (e
2
)) 

Where n = sample size      

 N = population size       

 e
2
 = level of precision (+/- 5% or 95% confidence level) 

The sample size calculation method for this research as follow; 

N = Hi end room in Siambrand name + LV Lover Thailand group can 

classified as follow 

Table 3.1: Population interest on online channel. 

Population on website 

Channel ( Online)  

Siam Brand name LV Lover Thailand 

Formula N = 429/ (1+429(0.05)
2
) N = 4619/ (1+4619(0.05)

2
) 

Sample 206.996 214.36 

Total sample 207 215 

So population’s interests on websites are 207 persons on Siam brand name and 215 

persons on LV lover Thailand respectively. 

Population on Offline (Retail): Siam square and Sukhumvit area 

We got our population of interest by we went second hand shop by observe 

and count the number of transactions that occurred in these selected stores on a 

Saturday and Sunday from 11.00 to 20.00. 

It came out with the following results: 
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Table 3.2:  the number of transaction on Offline channel 

 

Shop 1 

 

Shop 2 

 

Shop 3 

 

Shop 4 

 

Shop 5 

95 98 94 93 102 

 

Then we added the results per shop and determine the number of transactions 

that occurred in 5 numbers of shops in Siam square and Sukhumvit areas on Saturday, 

Sunday between 11.00 to 20.00 pm. We then divided that total number by 5 shops in 

order to get an average number of Transactions per store. 

Average number of Transaction = Total receipt per day for 5 shops 

(95+98+94+93+102 ) 

     5  

    = 482/5 

        = 96.4 

The transaction of population size for this study will then be 97 respondents. 

Samples for this study: 

Sampling Technique:        

For Survey method; since the facing the difficulties to distribute the 

questionnaire to target sample because of limited in population and samples, also 

sample’s behaviors seem to be unfriend and beware to the unknown people so the 

sampling techniques used is the nonprobability sample with cross-sectional studies to 

Hi end talking room in Siam brand-named and   LV lover Thailand website as the 

online area and second hand shops in Siam square and Sukhumvit areas as offline to 

distribute the questionnaires as  4 areas.  
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 Sample Size: the sample size of this calculation from the research population 

for survey method is a formula used to calculate the sample size for this research is a 

formula of Yamane Taro (Glenn , 2009) 

N = N/ (1+N (e
2
)) 

Where n = sample size      

 N = population size       

 e
2
 = level of precision (+/- 5% or 95% confidence level) 

The sample size calculation method for this research as follow; 

n = 14/ (1 +14(0.05)
2
) 

Table 3.3: Sample size for this study  

Channel Online (ecommerce) Offline( retails) 

Hi end room in 

Siambrand name 

Website 

LV Lover Thailand 

group website 

Sukhumvit  & 

Siamsquare Area 

Samples N = 207/ 

(1+207(0.05)
2
) 

 

N = 215/ 

(1+215(0.05)
2
) 

 

(1+97(0.05)
2
) 

( Persons) 137 140 120.5 

Total sample 137+140+120.5=397.50 

 

Then, the sample size for this study is 400 respondents.    

3.2.4 Variables 

The variables of this research study are based on the proposed hypothesis as follow 

H1.  Product significantly influences choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand 
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H1o: β Physical Quality, Variety of designs and series, Brand Varieties, Brand 

Reputation, Physical condition = 0 

H1a: At least one of β Physical Quality, Variety of  designs and series, Brand 

Varieties, Brand Reputation, Physical condition   ≠ 0 

Independent Variables are five factors of product that consists of  

1. Physical Quality 

2. Variety of  designs and series 

3. Brand Varieties 

4. Brand Reputation 

5.  Physical condition    

Dependent variables is “Choice decisions towards online/off line shopping of Second-

Hand Luxury Brands in Bangkok, Thailand”. 

H2. Price significantly influences choice decisions towards online/off line shopping of 

second hand luxury brands in Bangkok, Thailand 

H2o: β Reasonable, Installment, Clear price indication, Special price in 

seasons, Price bargain = 0                  

H2a: At least one of β Reasonable, Installment, Clear price indication, Special 

price in seasons, Price bargain ≠ 0 

Independent Variables are five factors of price that consists of  

1. Reasonable 

2. Installment 

3. Clear price indication 

4. Special price in seasons 

5.  Price bargain  

Dependent variables is  “Choice decisions towards online/off line shopping of second 

hand luxury brands in Bangkok, Thailand”. 

H3: Place significantly influences choice decisions towards online/off line shopping 

of second hand luxury brands in Bangkok, Thailand 

H3o: β Reliable Shop brand reputation, Design Store & Display, Convenient 

to go, Reliable Website Reputation, Convenient to place order = 0            
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H3a: At least one of β Reliable Shop brand reputation, Design Store & 

Display, Convenient to go, Reliable Website Reputation, Convenient to place 

order   ≠ 0 

Independent Variables are five factors of place that consists of  

1. Reliable Shop brand reputation 

2. Design Store & Display 

3.  Convenient to go 

4. Website Reputation 

5. Convenient to place order  

Dependent variables is “Choice decisions towards online/off line shopping of Second-

Hand Luxury Brands in Bangkok, Thailand” 

H4: Promotion significantly influences choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand 

H4o: β Discount, Premium, Advice and provide consultation the products, 

after service, Special event activities = 0               

H4a: At least one of β Discount, Premium, Advice and provide consultation 

the products, after service, Special event activities ≠ 0 

Independent Variables are five factors of promotion that consists of  

1. Discount 

2. Premium 

3. Advice and provide consultation the products 

4. After service 

5. Special event activities 

Dependent variables is “Choice decisions towards online/off line shopping of Second-

Hand Luxury Brands in Bangkok, Thailand”  

 

H5: Bargain hunting significantly influences choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand 

H5o: β Eco Consciousness, Frugality, Fashionable, Need for status, Economic 

= 0                    
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H5a: At least one of β Eco –Consciousness, Frugality, Fashionable, Need for 

status, Economic   ≠ 0 

Independent Variables are five factors of Bargain hunting that consists of  

1. Eco Consciousness 

2. Frugality 

3. Fashionable 

4. Need for status 

5. Economic  

Dependent variables is “Choice decisions towards online/off line shopping of Second-

Hand Luxury Brands in Bangkok, Thailand” 

 

3.2.5 Survey Instruments 

This research study is used questionnaire to be as the instrument to collect 

primary data to examine and clarify what factors in product, price, place, promotion 

and bargain hunting that  help to contribute positive relationship to offline and online. 

In additional, online will be used Google questionnaire as the instrument to distribute 

and   collect data.  Google questionnaire has uncomplicated procedure in creating 

question form and easy distribute to online respondent since they are used to with 

them.  The questionnaire has three parts as follow   

 Part 1. It refers to demographic and general information consist of screen of using 

second hand luxury brand name the channel distribute to purchase, gender, status, age, 

nationality, education, occupation and income by use close-end questionnaire 

 

Table 3.4: Level of Information Measurement and Criteria 

Variable Level of 

Measurement 

Criteria Classification 

1. Have you ever bought Second 

hand Hi End  brand products 

Nominal 1. Yes 

2.  No 

(Continued) 
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Table 3.4 (Continued): Level of Information Measurement and Criteria 

Variable Level of 

Measurement 

Criteria Classification 

3. What kind of channel 

distribution have you bought 

second hand luxury brand 

Nominal 1. Online 

2. Offline 

3. Both online and offline 

4.Gender Nominal 1. Male 

2. Female 

5.Status Nominal 1. Single 

2. Married 

3. Divorced 

4. Widowed 

6.Age Ordinal 1. Below 18 years 

2. 18-24 years 

3. 25-34 years 

4. 35-44 years 

5. More than 45 years 

7.Nationality Nominal 1. Thai 

2. Chinese 

3. Vietnamese 

4. Korean 

5. Japanese 

6. Other 

 

8.Education Nominal 1. Below High school 

2. Bachelor degree 

3. High school 

4. Diploma/College 

5. Master degree 

6. Doctoral degree 

(Continued) 
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Table 3.4(Continued): Level of Information Measurement and Criteria 

Variable Level of 

Measurement 

Criteria Classification 

9.Occupation Nominal 1.  Owner Business 

2. Housewife 

3. Student  

4. Full time working 

5. Government working 

6. Freelance 

7. Unemployment 

8. Other 

10.Income Ordinal 1. Below 1,500 THB 

2. 15,001-30,000 THB 

3. 30,000-50,000 THB’ 

4. 4.50,001-80,000 THB 

5. 80,001-100,000 THB 

6. More than 100,001 THB 

 

 

In question number 2 is refer to the influencing factors to choice decision 

towards secondhand hi end brand name is used by seven point-point Likert scale. 

Question no.2 consists of gender, status, age, education, occupation, Income, bargain 

hunting, product, price, place and promotion.  

All items were weighted by target respondents on a seven-point Likert scale.  

In each questions are scaled by Number 0 indicate as “Not any effect” to number 7 

indicate as “Extremely important” (Vagias, 2006). 

The weight (scores) are fixed in each level as below 

 Extremely important = 7 points 

 Very important = 6 points 

Moderately important = 5 points  

Neutral   = 4 points 

Slightly important = 3 points  
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Low important  = 2 points  

Not at all important  = 1 point 

Not any effect  = 0 point 

For the measurement analysis the author use mean and interval class formula 

to calculate the range of information in each level as followed; 

Interval class = Range (Max value – Min Value) 

Number of Interval 

  = (8-1) 

      8 

  = 0.86 

Therefore, the analysis and interpretation of factors in each aspects will use 

the average score interpretation that are 

Average score of 6.03 – 7.00 refers to extremely important level  

 Average score of 5.17 – 6.02 refers to Very important level    

Average score of 4.31 – 5.16 refers to moderately important level   

Average score of 3.45 – 4.30 refers to Neutral level     

Average score of 2.58 – 3.44 refers to slightly important level    

Average score of 1.73 – 2.58 refers to Low important level    

Average score of 0.87 – 1.72 refers to Not at all important level     

 Average score of 0.00 – 0.86 refers to not any effect level   

 

Part2. It refers to influence factors to choice decision  

It consist of 5 aspects: product, price, place, promotion and bargain hunting 

Product aspect includes 4 questions that are 

11. Physical Quality 

12. Variety of designs and series 

13. Brand Varieties 

14. Brand Reputation 

15. Physical condition: Look New & Cleanliness 

Price aspect includes 4 questions that are 

16. Price Reasonable 

17. Installment 

18. Clear price indication 
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19. Special price in seasons 

20. Price bargain 

Place aspect includes 4 questions that are 

21. Reliable Shop brand reputation 

22. Design Store & Display 

23. Convenient to go 

24. Website Reputation 

25. Convenient to place order 

 

Promotion aspect includes 4 questions that are 

26. Discount 

27. Premium 

28. Advice and provide consultation the products 

29. After service 

30. Have special event by competing for the prize such as Sweepstakes  

Bargain hunting aspect includes 4 questions that are 

31. Eco Consciousness 

32. Frugality 

33. Fashionable 

34. Need for status 

35. Economic 

  All items were weighted by target respondents on a five-point Likert scale.  

In each questions are scaled by Number 1 indicate as “Strongly Disagree” to number 

5 indicate as “Strongly Agree” (Vagias, 2006). 

The weight (scores) are fixed in each level as below 

Strongly Agree  = 5 points  

Somewhat Agree  = 4 points 

Neutral   = 3 points  

Somewhat Disagree  = 2 points  

Strongly Disagree  = 1 point 

For the measurement analysis the author use mean and interval class formula 

to calculate the range of information in each level as followed; 

http://dict.longdo.com/search/Sweepstakes
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Interval class = Range (Max value – Min Value) 

Number of Interval 

  = (5-1) 

     5 

  =   0.8 

 

Therefore, the analysis and interpretation of factors in each aspects will use 

the average score interpretation that are 

Average score of 4.21 – 5.00 refers to Strongly agree level  

 Average score of 3.41 – 4.20 refers to Agree level    

Average score of 2.61 – 3.40 refers to Neutral level   

Average score of 1.81 – 2.60 refers to Disagree level     

Average score of 1.00 – 1.80 refers to Strongly Disagree level  

Part3. It refers to consumer behavior toward purchasing second hand luxury 

brand name consist of ability to purchase that include purchasing in question no. 38 

and frequency of purchase in question no. 37, the influence person to purchase 

question no. 40, Continue purchasing in question no.41, itemed to be purchased in 

question no.36, 39, the favorite brands and loyalty with the same brands in question 

no 42, and life style in question no. 43,44,45,46 and47) 

 Table 3.5: Level of Information Measurement and Criteria 

Variable Level of 

Measurement 

Criteria Classification 

36. What is your favorite 

second hand Hi end brand name 

Nominal 1. Loius Vuitton, 

2. Channel 

3. Gucci 

4. Prada 

5. Hermes 

6. Paul Smith 

7. Marc Jacobs 

8. Balenciaga 

9. Paul Smith 

(Continued)  
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Table 3.5(Continued): Level of Information Measurement and Criteria 

Variable Level of 

Measurement 

Criteria Classification 

36. What is your favorite 

second hand Hi end brand name 

Nominal 10. Mulberry 

11. Chole 

12. Versace 

13. Yves Saint Laurant 

14. Fendi 

15. Miu Miu 

16. Jimmy Choo 

17. Lavin 

18. Bally 

19. Valentino 

20. Dolce & Gabbana 

21. Christian Dior 

22. Celine 

23. Loewe 

24. Emilio Pucci 

25. Savatore Ferragamo 

26. Emporio Armani 

27. Aigner 

28. Maxmara 

29. BotenegaZegna 

30. Givency 

31. Shanghai Tang 

32. Kenzo 

33. Tod’s 

34. Marni 

35. Others 

 

(Continued)  
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Table 3.5 (Continued): Level of Information Measurement and Criteria 

37. How often do you purchase 

second hand hi end brand name 

item  in average 

Nominal 1. 2-3 times per week 

2. One a week 

3. One a month 

4. 3-5 times per month 

5. 2 times per year 

6. One a year 

38. In average , how much do 

you spend each time on 

purchasing second hand hi-end 

brand name item 

Nominal 1. Below 10,000 THB 

2. 10,000-30,000 THB 

3. 30,0001-50,000 THB 

4. 50,001-100,000 THB 

5. More than 100,001 THB 

39. What kind of Hi- end brand 

name product do you intend to 

buy 

Nominal 1. Belt 

2. Decorations 

3. Watch 

4. Bag 

5. Shoes 

6. Others  

40. What / Who  is influent you 

to buy second hand hi end brand 

name products 

Nominal 1. Friend 

2. Stars and celebrities 

3. Family 

4. Advertising 

5. Myself 

6. Other 

41. Do you intend to buy with 

second hand hi-end brand name 

products within the next year 

period 

Nominal 1. Yes 

2. No 

(Continued) 
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Table 3.5 (Continued): Level of Information Measurement and Criteria 

42. Will you intend to buy same 

brand that you have previous 

purchased 

Nominal 1. Yes, same brand 

2. No, not but same brand in 

next time 

3. Maybe buy same brand 

again 

43. Have you ever bought a 

copied Hi end brand product 

before 

Nominal 1. Yes 

2. No 

44. What information channel do 

you use to help for making 

decision 

Nominal 1. Web board such as  

Pantip.com, Siam 

brandname.com 

2. Social network  such as 

Face book/ Instragam 

3. Shopping online 

4. Specific website 

5. Friends 

6. Specialist 

7. Family 

8. Other. 

 

45. What are your favorite 

activities   during your recess 

Nominal 1. Traveling within Thailand 

2. Traveling foreign country 

3. Training special course 

4. Listening Music 

5. Watching Movie 

6. Reading 

7. Internet 

8. Spa 

9. Shopping 

10. Other 

(Continued) 
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Table 3.5 (Continued): Level of Information Measurement and Criteria 

46. Where  is your favorite place 

to go 

Nominal 1. Paragon/Emporium 

2. Central 

3. The Mall 

4. Fitness 

5. Park 

6. Pub & Restaurant 

7. Coffee shop 

8. Other 

47 .What is your goal in life Nominal 11. Successful in working 

12. Wealthy 

13. True Love 

14. Happy & Warm Family 

15. Good Health 

16. Happy & Self-sufficiency 

17. Other 

 

3.2.6 Reliability and Validity Assessment 

     There are 2 aspects that used to do survey examines that are content validity and 

reliability in order to be assured the respondents have a clearly and similar 

understanding to the questionnaire and they are able to answer based on actual past 

experience and true emotion as same as statistical reliability of the questionnaire. 

3.2.6.1 Content validity 

All questions in questionnaires are from past other authors’ study & works and 

literature.  Moreover, this research study is submitted to the independent study advisor 

and checked by five qualified experts who have experience in related filed to be  

assured as content validity as follow.               

           1. Ms. Sureerat Wangsumritphol Marketing Manager               

2. Ms. Yingluck Chareansri Purchase Manager of Pran fresh 
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           3. Ms. Nukanda Jettanachaiyada Purchasing Coordinator 

           4. Ms. Butsabakorn Thongjuer Purchasing Officer 

5. Ms. Nattha Pawasuttikul Senior Sale Coordinator   

In order to make the constancy of questions, the author uses Index of Item 

objective Congruence (IOC) method to calculate the consistency between question 

and objective or content and objective. 

IOC = 
 R

 
 

 IOC = consistency between question and objective or content and objective. 

  R = total assessment points given from all qualified experts. 

   N  = number of qualified experts. 

The consistency index value need to meet the value 0.5 or above to be 

accepted. After getting the result of measurement, the questions have been taken and 

have revised and adjusted to be assured that each question has the constancy index 

value more than 0.5.  

Thus,   

    
     

  
 

                 = 0.94 

Following to result of IOC with 47 questions on this questionnaire has value 

index of item objective congruence (IOC) equal to 0.94 and also there is no any 

question has IOC index less than 0.5. Therefore, all questions are reasonable. 

 

3.2.6.2 Reliability 

In order to test reliability of the questionnaire for this study, the author has 

distributed the questionnaire to samples to experiment in order to examine before 
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lunching to actual 400 respondents.   The SPSS statistic program is used to process for 

the reliability test for this research study which has done by Cronbach’s alpha 

coefficient. 

    Table 3.6:  there are criteria of reliability 

 

Cronbach’s alpha 

coefficient 
Reliability level Desirability level 

0.80-1.00 Very high Excellent 

0.70-0.79 High Good 

0.50-0.69 Medium Fair 

0.30-0.49 Low Poor 

Less than 0.30 Very low Unacceptable 

Source: Vanibuncha,K(2003). Statistical analysis: statistics for management and 

 research. Thailand:_Department of Statistic Faculty of Chulalongkon 

 University. 

 

The acceptance in Cronbach’s alpha coefficient is the Alpha coefficient more 

than 0.70 since it shows that the questionnaire reliability is acceptable (Cronbach, 

1951; Olorunniwo el al., 2006). 

 

Table 3.7: The Result of Cronbach's Alpha Test with pre-test for 30 respondents  

 

All Variables 

 

Cronbach's Alpha 

 

N of Items 

All Parts .797 25 

Product .811 5 

Price  .840 5 

Place .807 5 

Promotion .815 5 

Bargain Hunting .833 5 
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Since the value of Cronbach’s alpha coefficient from 30 pre-test 

questionnaires is 0.797 with N of items = 25 follow to the result has shown in the 

Table 3.7.  

According to Olorunniwo et al., (2006) the acceptable value of alpha must be 

proximally 0.70. Thus, the overall Cronbach’s alpha coefficient value from this 

questionnaire are all higher the counter score value (0.70) that are more than 0.79 . 

Thus, the quality and correctness of questionnaire is high in reliability level and good 

in desirable level (Cronbach, 1951; Olorunniwo et al., 2006).  So, all 25 items on the 

questionnaire are adequately acceptance in this research study since it is based on 

alpha significance result. 

 

3.2.7 Data Collection 

Since this research study is used two types of data that are Primary data and 

secondary data in previous informed in research Methodology by. 

1. Primary Data are the data that come from questionnaire instruments by 

using self-administered survey by distribute the questionnaires to the respondents in 

Bangkok.    Sample group are customers who ever purchased second hand luxury 

brand from online on Siam brand name website, LV lover Thailand in Facebook by 

using google questionnaire to distribute to the sample and offline at second hand 

luxury shops in Siam square and Sukhumvit area by using hard copies to the sample.  

Total number of questionnaire is 400 copies consist of customers from Offline at 

second hand luxury shops in Siam square and Sukhumvit area by 123 copies, Online 

on Siam brand name website by137 copies and LV lover Thailand in Facebook by140 

copies. 

2. Secondary data is to be as exploratory research design to be collected, 

analyzed and organized through the this study as the literature in related the topic’s 

study that are journal both local & international, independent studies, thesis, articles, 

books, research and internet. 
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The process of data collection has done in the 15 December 2015 to 15 

January, 2016 By distribute both online in Siam brand name in talking room website 

and LV lover Thailand group which this group is are not only use LV product but also 

use all luxury products as well and offline at second hand shop in Siam square and 

Sukhumi area to the sample group.  Since the target sample group both online and 

offline are seem well educated and middle to high income level and likely undisclosed 

mind to the unknown people so the author need to use non probability sampling by 

sending to all members in website and distributed questionnaire to customers who are 

opened mind to answer the questionnaires in second hand shop at Siam square and 

Sukhumvit area.  

3.2.8 Statistic for Data Analysis 

The process of data analyzing for this research study, the author processed 

through a program on computer and then displayed on a format of table of content 

beside with description on each table.   

The statistic for data analysis are used as follow 

 

1. Using Multinomial logistic analysis method to hypothesis testing  

  To examine the data if Hypothesis 1,2,3,4 and 5 are significantly influence 

toward choice decisions online/off line shopping of second hand luxury brands in 

Bangkok, Thailand.    It can show the relationship between marketing mix: product, 

price, place and promotion and bargain hunting because it is a statistical technique 

that permits to forecast other one’s score on one variable on the basis of their scores 

on several other variables   Moreover, it can help to identify a set of analyst variables 

accompanied by providing a useful guesstimate of a participant's score on a criterion 

variable. 

 

2. Using Factor analysis method to find the latent 

By using factor analysis as a tool for examining variable relationships for 

complex concepts that are related to all factors of products (Physical Quality, Variety 

of  designs and series, Brand Varieties, Brand Reputation and Physical condition ) , 
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price (Price reasonable, Installment, Clear price indication, Special price in seasons 

and Price bargain) , place (Reliable Shop brand reputation, Design Store & Display, 

Convenient to go,  Website Reputation, and Convenient to place order) and promotion  

(Discount, Premium, Advice and provide consultation the products, After service, and 

Special event activities) and bargain hunting (Eco Consciousness, Frugality, 

Fashionable, Need for status, and Economic).    It helps the authors to examine 

Concepts that are difficult measured directly by breaking down a large number of 

variables into a few interpretable underlying factors.  

 

3. Cross tabulation to explain  

- Demographic data which consist of gender, status, age, nationality, education 

level, occupation and income. 

- Consumer behavior toward purchasing data which consist of  pocket money, 

continue purchasing, Items to be purchased, the favorite brands and loyalty with the 

same brands, recognition in the purchasing intention and lifestyle. 



 
 

CHAPTER 4  

RESEACH FINDINGS AND DATA ANALYSIS 

 
In This Chapter, the author presents the empirical study of the research along 

with an analysis of the empirical study. The analysis part will be conducted by using 

the framework and method given in the previous chapter. 

The results of this research will be presented within 2 parts: 

Part 1: The Analytical Results for Hypothesis Testing  

Part 2: The Analysis Result for Factor analysis (4Ps and bargain hunting) 

Part 3: The Analysis of output Crosstab for demographic, lifestyle, and 

consumer behavior toward purchasing. 

 

Part 1: The Analytical Results for Hypothesis Testing 

 

4.1 The analytical results for hypothesis testing: 

The analysis factors that influence choice decision including bargain hunting, 

Product, Price, Place, and Promotion (7 Likert Scale) toward online/off shopping 

(channel distribution) of second hand luxury brands. 

 

Following to the output of multinomial logistic regression, this conceptual 

model seems to fit the data extremely well (p-value < .05). That means this research 

framework model and hypotheses should be correctly specified and able to explain 

choice decision in this matter very well. 

 

Table 4.1: Likelihood Ratio Tests 

Effect 

Model Fitting Criteria Likelihood Ratio Tests 

-2 Log Likelihood of 

Reduced Model Chi-Square df Sig. 

factor_Bargain 562.656 102.690 12 0.000 

    (Continued) 
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Table 4.1(Continued): Likelihood Ratio Tests 

Effect 

Model Fitting Criteria 

Likelihood 

Ratio Tests 

  

-2 Log Likelihood of 

Reduced Model Chi-Square df Sig. 

factor_Product 487.411 27.445 10 0.002 

factor_Price 525.800 65.834 12 0.000 

factor_Place 572.666 112.701 12 0.000 

factor_Promotion 553.078 93.112 14 0.000 

 

 

Figure 4.1: Structure model of Hypothesis in this study 

 

Following to table 4.1 & figure 4.1, all independent variables are significant 

which mean to they are all influenced to choice decisions toward online/off shopping 

(channel distribution) of second hand luxury brands in Bangkok, Thailand (p-value < 

.05).By the result show Bargain Hunting (Assumption Sig = 0.000), Product  0.000) 

Promotion (Assumption Sig = 0.000).  

Thus, it can be explained the hypothesis of this research as follow (P-value < .05). 

Choice 

Decisions toward 

online/off line 

shopping of 

Second-Hand 

Luxury Brands 

in Bangkok, 

Thailand 
 

Product 

Price 

Place 

Promotion 

Bargain 

Hunting 
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H1. Product significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand ( 0.002<0.05) 

Reject: H1o: β Physical Quality, Variety of designs and series, Brand 

Varieties, Brand Reputation, Physical condition = 0 

Accept : H1a: At least one of β Physical Quality, Variety of  designs and 

series, Brand Varieties, Brand Reputation, Physical condition   ≠ 0 

H2. Price significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand (Assumption Sig 0.000 

<0.05) 

Reject H2o: β Reasonable, Installment, Clear price indication, Special price in 

seasons, Price bargain = 0 

Accept H2a: At least one of β Reasonable, Installment, Clear price indication, 

Special price in seasons, Price bargain ≠ 0 

H3: Place significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand (Assumption Sig  0.000 

<0.05) 

Reject H3o: β Reliable Shop brand reputation, Design Store & Display, 

Convenient to go, Reliable Website Reputation, Convenient to place order = 0 

Accept H3a: At least one of β Reliable Shop brand reputation, Design Store & 

Display, Convenient to go, Reliable Website Reputation, Convenient to place order   

≠ 0 

H4: Promotion significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand (Assumption Sig 0.000 

< 0.05) 

Reject H4o: β Discount, Premium, Advice and provide consultation the 

products, after service, Special event activities = 0 

Accept H4a: At least one of β β Discount, Premium, Advice and provide 

consultation the products, After service, Special event activities ≠ 0                                                                                                  

                                                                          

H5: Bargain Hunting  significantly influence choice decisions towards 

online/off line shopping of second-Hand Luxury Brands in Bangkok, Thailand 

(Assumption Sig  0.000 < 0.05) 
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Reject H5o: β Eco –Consciousness, Frugality, Fashionable, Need for status, 

Economic = 0 

Accept H5a: At least one of β Eco –Consciousness, Frugality, Fashionable, 

Need for status, Economic   ≠ 0 

Table 4.2 : Online, Offline are over to both online and offline 

 

 

Cha

nnel 

 

 Factors 

 

B 

 

Std. 

Erro

r 

 

Wald 

 

df 

 

Sig 

 

Exp 

(B) 

95% Confidence 

Interval for 

Exp(B) 
Lower 

Bound 

Upper 

bound 

 

 

 

On 

line 

Bargain Hunting 

Factor = 4 
-5.736 1.232 21.672 1 .000 .003 .000 .036 

Price Factor =5 1.636 .704 5.404 1 .020 5.133 1.293 20.383 

Price Factor=6 2.024 .699 8.382 1 .004 7.567 1.923 29.779 

Place Factor=5 -3.655 1.025 12.711 1 .000 .026 .003 .193 

Promotion Factor=5 3.295 .864 14.527 1 .000 26.973 4.956 146.808 

Promotion Factor=6 3.129 .731 18.328 1 .000 22.861 5.456 95.787 

 

 

 

 

Off 

line 

Bargain Hunting 

Factor = 3 

4.583 1.165 15.483 1 .000 97.839 9.978 959.377 

Bargain Hunting 

Factor = 5  

1.622 .766 4.486 1 .034 5.065 1.129 22.733 

Price Factor=6 -1.433 .560 6.554 1 .010 .239 .080 .715 

Place Factor=5 -2.366 .780 9.192 1 .002 .094 .020 .433 

Place Factor=6 -2.740 .831 10.877 1 .001 .065 .013 .329 

         

a. The reference category is: (Both online and off line). 

 

Table 4.2.1: Parameter Estimates summary of online, offline 

Factors 

Sig 

0 1 2 3 4 5 6 7 

Online 

Bargain Hunting  - - .997 .724 .000 .067 .051 .083 

Product - - .999 .178 .332 .629 .120 - 

Price   - - .284 .998 .342 .020 .004 - 

                                                                                                                 

                                                                                                          ( Continued) 
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Table 4.2.1 (Continued): Parameter Estimates summary of online, offline 
 

Factors 

Sig 

0 1 2 3 4 5 6 7 

Online 

Place - .996 1.000 .003 .053 .000 .410 - 

Promotion .996 .997 .996 .729 .803 .000 .000 - 

Offline 

Bargain Hunting  .997 - .103 .000 .070 .034 .080 .312 

Product - - .849 .124 .916 .192 .209 - 

Price .998 - .096 .039 .724 .216 .010 - 

Place  - .111 .998 .094 .008 .002 .001 - 

Promotion .476 .998 .293 .753 .078 .618 .707 - 

a. The reference category is: Both online and off line. 

 

These tables 4.2 and 4.2.1 is used to compare channel distribution to see what 

variables matter in choosing one over the other. 

 

 Online is compared to both online and offline: 

The independent variables results that impact customer go to offline over both online 

& offline consist of place (p-value of β [place factor=5, 6] < .05), promotion (p-value of β 

[promotion factor =5, 6] < .05), and price (p-value of β [price factor =5, 6] < .05) respectively. 

 Off line is compared to both online and offline:  

The independent variables results that impact customer go to offline over both online 

& offline consist of  place (p-value of β [place factor=5,6 ] < .05), bargain hunting (p-value 

of β [Bargain Hunting factor =5] < .05) , and Price(p-value of β [price factor = 6] < .05) ,  ) 

respectively. 

Part 2: The Analysis Result for Factor analysis (4Ps and bargain hunting) 

Since all independent variables: bargain hunting, product, price, place and promotion 

are significant influence , however, just  the output of multinomial logistic regression 
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cannot tell in deeply factors of each variable which factors of each variable are the 

most important. 

By Factor Analysis is helped to explain the latent inside of each variables; 

Product, Price, Place, Promotion and Bargain Hunting. 

Table 4.3:  the Analysis of Total Variance Explained 

 
Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 
8.471 33.884 33.884 8.471 33.884 33.884 5.028 20.112 20.112 

2 
2.276 9.104 42.988 2.276 9.104 42.988 2.453 9.813 29.925 

3 
1.552 6.207 49.195 1.552 6.207 49.195 2.447 9.790 39.715 

4 
1.387 5.549 54.744 1.387 5.549 54.744 2.262 9.046 48.761 

5 
1.222 4.890 59.634 1.222 4.890 59.634 1.661 6.646 55.407 

6 
1.113 4.454 64.088 1.113 4.454 64.088 1.629 6.517 61.924 

7 
1.004 4.016 68.104 1.004 4.016 68.104 1.545 6.180 68.104 

8 
.876 3.505 71.609       

9 
.796 3.183 74.792       

10 
.755 3.020 77.812       

11 
.628 2.512 80.324       

12 
.611 2.444 82.768       

13 
.527 2.106 84.874       

14 
.510 2.041 86.915       

15 
.498 1.991 88.906       

16 
.431 1.726 90.632       

17 
.413 1.654 92.286       

18 
.390 1.560 93.846       

19 
.351 1.402 95.248       

20 
.290 1.158 96.407       

21 
.264 1.057 97.463       

22 
.241 .964 98.427       

23 
.148 .590 99.017       

24 
.141 .565 99.582       

25 
.105 .418 100.000       

From 25 components, they are only 7 Factors components that can be used to 

explain since the eigenvalue > 1 and 1st factor is the most important (20.112), 2
nd

 

Factor (9.813), 3
rd

 factor (9.790), 4
th

 Factors (9.046), 5
th

 Factor (6.646), 6
th

 factor 

(6.517) and 7
th

 factor (6.18). 
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 Table 4.4: Rotated Component Matrix
a 

Factors Component 
1 2 3 4 5 6 7 

Product: Physical Quality .728 -.154 .044 .397 .077 .083 .022 

Product: Variety of  designs 

and series 

.260 -.018 .148 .810 .190 .118 -.053 

Product: Brand Varieties .203 .225 .098 .832 .087 .081 -.056 

Product: Brand Reputation .491 .075 .114 .209 .024 .306 -.552 

Product: Physical condition 

:Look New & Cleanliness 

.693 .368 .033 .291 -.084 -.063 -.025 

Price: Price Reasonable .652 .083 .227 .403 .002 -.090 .108 

Price: Installment .064 .212 .771 .177 .187 .200 .194 

Price: Clear price indication .569 .115 .372 -.006 .158 -.003 -.361 

Price: Special price in 

seasons 

.267 .112 .774 .174 -.142 -.112 .081 

Price: Price bargain .578 .329 .121 .221 .150 .149 .050 

Place: Reliable Shop brand 

reputation 

.759 .295 .035 .299 .118 -.018 .056 

Place: Design Store & 

Display 

.016 .289 -.065 .141 .735 .037 .090 

Place: Website Reputation .236 -.006 .235 .108 .773 .074 .011 

Place: Convenient to go .626 -.053 .388 .029 .221 -.018 .074 

Place: Convenient to place 

order 

.650 .218 .112 -.141 .164 .209 -.024 

 Promotion: Discount .574 .390 .217 .294 .151 .064 .285 

Promotion: Premium .223 .314 .550 -.023 .200 .287 .141 

Promotion: Advice and 

provide consultation the 

products 

.292 .564 .295 .026 .231 .130 -.026 

Promotion: After service .468 .730 .024 -.034 .099 .054 -.019 

Promotion: Have special 

event by competing for the 

prize such as Sweepstakes 

.054 .540 .369 .140 .196 -.123 .318 

Bargain Hunting: Eco 

Consciousness 

.179 .073 .240 .013 .192 .460 .469 

Bargain Hunting: Frugality .154 .055 .299 -.035 .050 .179 .764 

Bargain Hunting: 

Fashionable 

.024 .087 .003 .130 .055 .850 .055 

Bargain Hunting: Need for 

status 

.053 .603 .216 .268 -.022 .395 -.067 

Bargain Hunting: Economic .563 .244 .108 -.129 -.258 .356 .118 

 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 11 iterations 

 

http://dict.longdo.com/search/Sweepstakes
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From table: 4.4 Rotated Component Matrix
a
, It can explain as follow 

1. Factor number 1:  20.112%   “ Reliable place , Quality of product with 

Reasonable price”  

This factor includes 11 variables that are Reliable Shop brand reputation(0.759),  

Physical Quality(0.728), Physical condition: Look New & Cleanliness(0.693), Price 

Reasonable(0.652), Convenient to place order(0.650), Convenient to go(0.626), Price 

bargain(0.578), Discount(0.574),  Clear price indication(0.569), Economic(0.563) , 

and Brand Reputation(0.491). 

2. Factor number 2: 9.813% “Boosting customer satisfaction with the best 

service  and effective promotion contest”  

Include 4 variables that are after service (0.730), Need for status (0.603), Advice and 

provide consultation the products (0.564), Have special event by competing for the 

prize such as Sweepstakes (0.540). 

3. Factor number 3: 9.790% “ Attractive Promotion on Price ” 

Include 3 variables that are Special price in seasons (0.774), Installment (0.771), and 

Premium (0.550). 

4. Factor number 4: 9.046%   “ Product Varieties” 

Include 2 variables that are Brand Varieties (0.832) and Variety of designs and series 

(0.810). 

5. Factor number 5: 6.646%  “Reliable website with Attractive layout” 

Include 2 variables that are Website Reputation (0.773) and Design Store & Display 

(0.735). 

6. Factor number 6: 6.517%  “ Fashion” 

Include 1 variable that are Fashionable (0.850). 

7. Factor number 7: 6.180% “ Bargain Hunting ” 

Include 2 variables that are Frugality (0.764) and Eco Consciousness (0.469).  

 

 

 

 

 

http://dict.longdo.com/search/Sweepstakes
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Part 3: The Analysis of output Crosstab for demographic, lifestyle  and consumer 

behavior toward purchasing. 

 

Table 4.5: The analysis crosstab form of gender and channel distribution for  

       purchasing second hand luxury brands 

channel Gender 

Total Male Female 

On line 46 63 109 

Off line 40 89 129 

Both online and off line 19 143 162 

Total 105 295 400 

According to the table 4.5: the results of gender and channel distribution for 

purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channels (162), followed by offline channel 

(129) and online channel (109) respectively. 

- Male: the most respondents used online channel 46 respondents, follow by 

used offline channel 40 respondents and used both online and offline channel 19 

respondents. 

- Female: the most respondents used both online and offline channel 143 

respondents followed by used offline channel 89 respondents and used online channel 

63 respondents. 

Table 4.6: The analysis crosstab form of status and channel distribution for    

       purchasing second hand luxury brands 

channel Status 

Total Single Married Divorced Widowed 

On line 64 39 6 0 109 

Off line 101 23 0 5 129 

Both online and off 

line 

130 32 0 0 162 

Total 295 94 6 5 400 
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According to the table 4.6: the results of status and channel distribution for 

purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 

- Single: the most respondents used both online and offline channel 130 

respondents followed by used offline channel 101 respondents and used online 

channel 64 respondents  

- Married: the most respondents used online channel 39 respondents; followed 

by used both online and offline channel 32 respondents and used offline channel 23 

respondents  

- Divorced: the most respondents used online channel 6 respondents  

- Widowed: the most respondents used offline channel 5 respondents  

 

Table 4.7: The analysis crosstab form of age and channel distribution for purchasing 

       second hand luxury brands 

channel Age 

Total 

<18 years 

old 

18-24 

years 

old 

25-34 

years old 

35-44 

years old 

More than 

45 years old 

On line 3 30 38 32 6 109 

Off line 4 61 44 10 10 129 

Both online and 

off line 

5 57 62 32 6 162 

Total 12 148 144 74 22 400 

According to the table 4.7: the results of age and channel distribution for 

purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 
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- <18 years old: the most respondents used both online and offline channel 5 

respondents, followed by used offline channel 4 respondents and used online channel 

3 respondents 

- 18-24 years old: the most respondents used offline channel 61 respondents; 

followed by used both online and offline channel 57 respondents and used online 

channel 30 respondents 

- 25-34 years old: the most respondents used both online and offline channel 

62 respondents followed by used offline channel 44 respondents and used online 

channel 38 respondents 

- 35-44 years old: the most respondents used both online and off line channel 

same used online channel each channel 32 respondents and used offline channel 10 

respondents 

- More than 45 years old: the most respondents used offline channel 10 

respondents, followed by used online channel and both online and offline channel 

same each channel 6 respondents 

 

Table 4.8: The analysis crosstab form of nationality and channel distribution for    

       purchasing second hand luxury brands 

Channel Nationality 

Total Thai Chinese 

On line 105 4 109 

Off line 124 5 129 

Both online and off line 159 3 162 

Total 388 12 400 

According to the table 4.8: the results of nationality and channel distribution 

for purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channels (162) followed by offline channel 

(129) and online channel (109) respectively. 
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- Thai: the most respondents used both online and offline channel 159 

respondents followed by used offline channel 124 respondents and used online 

channel 105 respondents 

- Chinese: the most respondents used offline channel 5 respondents, followed 

by used online channel 4 respondents and used both online and offline channel 3 

respondents 

 

Table 4.9: The analysis crosstab form of education and channel distribution for      

       purchasing second hand luxury brands 

channel Education 

Total 

Below 

High 

school 

Bachelor 

degree 

High 

school 

Master 

degree 

Diploma

/ College 

On line 7 48 6 48 0 109 

Off line 5 89 0 32 3 129 

Both online and off 

line 

0 99 3 45 15 162 

Total 12 236 9 125 18 400 

According to the table 4.9: the results of education and channel distribution for 

purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 

- Below High school: the most respondents used online channel 7 respondents, 

followed by used offline channel 5 respondents  

- Bachelor degree: the most respondents used both online and offline channel 

99 respondents followed by used offline channel 89respondents and used online 

channel 48 respondents 

 - High school: the most respondents used online channel 6 respondents and 

used both online and offline channel 3 respondents  
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 - Master degree: the most respondents used online channel 48 respondents, 

followed by both online and offline channel 45 respondents and used offline channel 

32 respondents 

 - Diploma/ College: the most respondents used both online and offline channel 

15 respondents and used offline channel 3 respondents 

 

Table 4.10: The analysis crosstab form of occupation and channel distribution for    

         purchasing second hand luxury brands 

Channel Occupation 

Total 

Owner 

Busines

s 

Housewi

fe Student 

Full 

time 

workin

g 

Governm

ent 

Working 

Freelan

ce Others 

On line 42 3 30 20 11 3 0 109 

Off line 15 0 42 53 19 0 0 129 

Both online 

and off line 

24 0 52 43 32 8 3 162 

Total 81 3 124 116 62 11 3 400 

According to the table 4.10: the results of occupation and channel distribution 

for purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channels (162) followed by offline channel 

(129) and online channel (109) respectively. 

- Owner Business: the most respondents used online channel 42 respondents, 

followed by used both online and offline channel 24 respondents, used offline channel 

15 respondents. 

- Housewife: the most respondents used online channel 3 respondents  

- Student: the most respondents used both online and offline channel 52 

respondents followed by used offline channel 42 respondents used online channel 30 

respondents. 
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- Full time working: the most respondents used offline channel 53 

respondents; followed by used both online and offline channel 43 respondents, used 

online channel 20 respondents. 

- Government working: the most respondents used both online and offline 

channel 32 respondents followed by used offline channel 19 respondents, used online 

channel 11 respondents. 

- Freelance: the most respondents used both online and offline channel 8 

respondents, followed by used online channel 3 respondents 

- Others: the most respondents used both online and offline channel 3 

respondents. 

 

Table 4.11: The analysis crosstab form of salary and channel distribution for  

         purchasing second hand luxury brands 

channel Salary 

Total 

Below 

15,000 

(THB) 

15,001-

30,000 

(THB) 

30,000-

50,000 

(THB) 

50,001-

80,000 

(THB) 

80,001-

100,000 

(THB) 

On line 43 26 31 9 0 109 

Off line 41 57 16 10 5 129 

Both online and  

off line 

56 68 27 10 1 162 

Total 140 151 74 29 6 400 

According to the table 4.11: the results of salary and channel distribution for 

purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channels (162) followed by offline channel 

(129) and online channel (109) respectively. 

- Below 15,000 (THB): the most respondents used both online and offline 

channel 56 respondents, followed by online channel 43 respondents and offline 

channel 41 respondents. 



78 
 

- 15,001-30,000 (THB): the most respondents used both online and offline 

channel 68 respondents followed by offline channel 57 respondents and online 

channel 26 respondents. 

- 30,000-50,000 (THB): the most respondents used online channel 31 

respondents, followed by both online and offline channel 27 respondents and offline 

channel 16 respondents. 

- 50,001-80,000 (THB): the most respondents used both online and offline 

channel 10 respondents same offline channel 10 respondents and online channel 9 

respondents. 

- 80,001-100,000 (THB): the most respondents used offline channel 5 

respondents, followed by used both online and offline channel 1 respondents. 

Table 4.12: The analysis crosstab form of favorite brand name and channel  

         distribution for purchasing second hand luxury brands 

Brand 

channel 

On line Off line Both online and off 

line 

Total 

Louis Vuitton 26 87 91 204 

Channel 17 79 70 166 

Gucci 23 75 64 162 

Prada 33 49 82 164 

Hermes 8 34 31 73 

Burberry 13 24 30 67 

Marc Jacobs 12 33 18 63 

Balenciaga 0 0 19 19 

Paul Smith 14 17 26 57 

Mulberry 5 24 20 49 

Chole 12 3 8 23 

Versace 0 8 13 21 

Yves Saint Laurant 5 5 21 31 

Fendi 11 20 17 48 

           (Continued) 
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Table 4.12 (Continued): The analysis crosstab form of favorite brand name and      

      channel distribution for purchasing second hand luxury  

       brands 

Brand 

channel 

On line Off line Both online and off 

line 

Total 

Miu Miu 12 13 18 43 

Jimmy Choo 10 13 30 53 

Lanvin 5 0 19 24 

Bally 3 31 17 51 

Valentino 9 13 13 35 

Dolce &Gabbana 3 14 11 28 

Christian Dior 3 7 23 33 

Celine 5 0 12 17 

Loewe 4 6 3 13 

Emilio Pucci 0 0 0 0 

Savatore Ferragamo 3 5 5 13 

Emporio Armani 8 0 6 14 

Aigner 15 10 14 39 

Maxmara 5 0 0 5 

BotenegaZegna 0 10 5 15 

Givenchy 5 0 10 15 

Shanghai Tang 0 0 1 1 

Kenzo 10 5 5 20 

Tod’s 0 0 15 15 

Marni 0 0 0 0 

Other 0 0 0 0 

According to the table 4.12: the result can be analyzed as following,   

The majority frequency of  the main purpose in buying second hand luxury brands: 

Louis Vuitton (204), follow up Channel (166), Prada (164), Gucci (162), Hermes (73), 

Burberry (67), Marc Jacobs (63), Paul Smith (57), Jimmy Choo  (53), Bally (51),  
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Mulberry (49), Fendi (48), Miu Miu (43), Aigner (39), Valentino (35), Christian 

Dior(33), Yves Saint Laurant (31), Dolce &Gabbana (28), Lanvin (24), Chole (23), 

Versace (21), Kenzo (20), Balenciaga (19), Celine(17), BotenegaZegna (15), 

Givenchy (15), Tod’s (15), Emporio Armani  (14), Loewe (13), Savatore Ferragamo 

(13), Maxmara (5) and Shanghai Tang (1) respectively. 

The most respondents of online have the buying second hand luxury brands 

name Prada (33). 

The most respondents of offline have the buying second hand luxury brands 

name Louis Vuitton (87). 

The most respondents of both online and off line the buying second hand 

luxury brands name Louis Vuitton (91). 

 

Table 4.13: The analysis crosstab form of buying frequency and channel distribution 

         for purchasing second hand luxury brands 

Channel Buying frequency 

Total 

2-3 per 

week 

one a 

week 

one a 

month 

3-5 per 

month 

2 times 

per year 

one a 

year 

On line 3 17 4 14 16 55 109 

Off line 0 3 18 8 54 46 129 

Both online and 

off line 

0 14 8 11 55 74 162 

Total 3 34 30 33 125 175 400 

According to the table 4.13: the results of buying frequency and channel 

distribution for purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 

- 2-3 times per week: the most respondents used online channel 3 respondents. 
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- One a week: the most respondents used online channel 17 respondents, 

followed by both online and offline channel 14 respondents and offline channel 3 

respondents. 

- One a month: the most respondents used offline channel 18 respondents, 

followed by both online and offline channel 8 respondents and online channel 4 

respondents. 

- 3-5 times per month: the most respondents used online channel 14 

respondents, followed by both online and offline channel 11 respondents and offline 

channel 8 respondents. 

- 2 times per year: the most respondents used both online and offline channel 

55 respondents followed by offline channel 54 respondents and online channel 16 

respondents. 

- One a year: the most respondents used both online and offline channel 74 

respondents followed by online channel 55 respondents and offline channel 46 

respondents. 

 

Table 4.14: The analysis crosstab form of spending each time on purchasing and       

        channel distribution for purchasing second hand luxury brands 

channel 
In average , spending each time on purchasing 

Total 

Below 

10,000 

(THB) 

10,000-

30,000 

(THB) 

30,001-

50,000 

(THB) 

50,001-

100,000 

(THB) 

On line 33 54 14 8 109 

Off line 42 64 15 8 129 

Both online and off 

line 

88 58 16 0 162 

Total 163 176 45 16 400 

According to the table 4.14: the results of spending each time on purchasing 

and channel distribution for purchasing second hand luxury brands result that  
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- The majority frequency of bought second hand luxury brands by respondents 

is both online and offline channels (162) followed by offline channel (129) and online 

channel (109) respectively. 

- Below 10,000 (THB): the most respondents used both online  and offline 

channel 88 respondents, followed by offline channel 42 respondents and online 

channel 33 respondents. 

- 10,000-30,000 (THB): the most respondents used offline channel 64 

respondents, followed by both online and offline channel 58 respondents and online 

channel 54 respondents. 

- 30,001-50,000 (THB): the most respondents used both online and offline 

channel 16 respondents followed by offline channel 15 respondents and online 

channel 14 respondents. 

- 50,001-100,000 (THB): the most respondents used online channel 8 

respondents same offline channel 8 respondents. 

 

Table 4.15: The analysis crosstab form of kind of product and channel distribution for 

         purchasing second hand luxury brands 

kind of product 

Channel 

On line Off line Both online and off 

line 

Total 

Bag 51 98 110 259 

Belt 19 40 10 69 

Decorations 23 17 35 75 

Watch 22 42 51 115 

Shoes 19 24 34 77 

Other 3 0 6 9 

According to the table 4.15: the result can be analyzed as following, The 

majority frequency of the main purpose kind of second hand luxury brands: Bag 

(259), followed by Watch (115), Shoes (77), Decorations (75), Belt (69) and Other (9) 

respectively. 

The most respondents of online have the buying kind of second hand luxury 

brands Bag (51). 
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The most respondents of offline have the buying kind of second hand luxury 

brands Bag (98). 

The most respondents of both online and off line have the buying kind of 

second hand luxury brands Bag (110). 

 

Table 4.16: The analysis crosstab form of who/what is influent and channel       

        distribution for purchasing second hand luxury brands 

channel Who/What is influent 

Total Friend 

Stars and 

Celebrities Family Advertising Myself 

On line 46 31 9 10 13 109 

Off line 63 20 8 14 24 129 

Both online and off 

line 

67 43 5 17 30 162 

Total 176 94 22 41 67 400 

According to the table 4.16: the results of who/what is influent and channel 

distribution for purchasing second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 

- Friend: the most respondents used both online and offline channel 67 

respondents followed by offline channel 63 respondents and online channel 46 

respondents. 

- Stars and Celebrities: the most respondents used both online and offline 

channel 43 respondents followed by online channel 31 respondents and offline 

channel 20 respondents. 

- Family: the most respondents used online channel 9 respondents, followed 

by offline channel 5 respondents and both online and offline channel 5 respondents. 

- Advertising: the most respondents used both online and offline channel 17 

respondents followed by offline channel 14 respondents and online channel 10 

respondents. 
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- Myself: the most respondents used both online and offline channel 30 

respondents followed by offline channel 24 respondents and online channel 13 

respondents. 

 

Table 4.17: The analysis crosstab form of buying same brand and channel distribution 

         for purchasing second hand luxury brands 

channel buying same brand 

Total 

Yes, same 

brand 

No, not buy 

same brand in 

next time 

Maybe buy 

same brand 

again 

On line 45 12 52 109 

Off line 51 31 47 129 

Both online and off line 66 39 57 162 

Total 162 82 156 400 

According to the table 4.17: the results of buying same brand and channel 

distribution for purchasing second hand luxury brands result that  

- The majority frequency of bought second hand luxury brands are same brand 

by respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 

- Yes, same brand: the most respondents used both online and offline channel 

66 respondents followed by offline channel 51 respondents and online channel 45 

respondents. 

- No, not buy same brand in next time: the most respondents used both online 

and offline channel 39 respondents followed by online channel 31 respondents and 

offline channel 12 respondents. 

- Maybe buy same brand again: the most respondents used both online and 

offline channel 57 respondents, followed by online channel 52 respondents and offline 

channel 47 respondents. 
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Table 4.18: The analysis crosstab form of intend to buy next year and channel       

         distribution for purchasing second hand luxury brands 

channel intend to buy next year 

Total Yes No 

On line 95 14 109 

Off line 102 27 129 

Both online and off line 120 42 162 

Total 317 83 400 

According to the table 4.18: the results of intend to buy next year and channel 

distribution to bought second hand luxury brands result that  

- The majority frequency of bought second hand luxury brands by respondents 

is both online and offline channel (162), followed by offline channel (129) and online 

channel (109) respectively. 

- Yes, intend to buy next year: the most respondents used both online and 

offline channel 120 respondents followed by offline channel 102 respondents and 

online channel 95 respondents. 

- No, intend to buy next year: the most respondents used both online and 

offline channel 42 respondents followed by offline channel 27respondents and online 

channel 14 respondents. 

 

Table 4.19: The analysis crosstab form of ever bought copied luxury brand and       

        channel distribution for purchasing second hand luxury brands people. 

channel Ever bought copied luxury 

brand 

Total Yes No 

On line 79 30 109 

Off line 78 51 129 

Both online and off line 109 53 162 

Total 266 134 400 
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According to the table 4.19: the results of intend to ever bought copied brand 

and channel distribution for purchasing  second hand luxury brands result that  

- The majority frequency of purchasing second hand luxury brands by 

respondents is both online and offline channel (162), followed by offline channel 

(129) and online channel (109) respectively. 

- Yes, ever bought copied brand: the most respondents used both online and 

offline channel 109 respondents, followed by online channel 79 respondents and 

offline channel 78 respondents. 

- No, ever bought copied brand: the most respondents used both online and 

offline channel 53 respondents, followed by offline channel 51 respondents and online 

channel 30 respondents. 

 

Table 4.20: The analysis crosstab form of data sourced and channel distribution for 

         lifestyle of purchasing second hand luxury brands people 

data sourced 

Channel 

On line Off line Both online and off 

line 

Total 

Web board 23 30 41 94 

Friend 32 62 98 192 

Website 60 52 62 174 

Specialist 60 52 62 174 

Shopping Online 32 31 82 145 

Family 22 18 9 49 

Specific Website 4 0 11 15 

Other 0 0 0 0 

According to the table 4.20: the result can be analyzed as following, The 

majority frequency of the main purpose data sourced of second hand luxury brands: 

friend (192), follow up website (174), Specialist (174), Shopping Online (145), Web 

board (94), Family (49) and Specific Website (15) respectively. 

The most respondents of online have data sourced of buying second hand 

luxury brands by website (60) and Specialist (60). 
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The most respondents of offline have data sourced of buying second hand 

luxury brands by friend (62). 

The most respondents of both online and off line have data sourced of buying 

second hand luxury brands by friend (98).   

 

Table 4.21: The analysis crosstab form of favorite activities and channel distribution 

         for life style of purchasing second hand luxury brands people. 

favorite activates 

channel 

On line Off line Both online 

and off line 

Total 

Traveling within Thailand 54 46 88 188 

Traveling foreign country 27 45 31 103 

Training special course 10 10 11 31 

Listening Music 36 39 73 148 

Seeing Movie 37 72 76 185 

Reading 28 37 32 97 

Internet 40 67 74 181 

Spa 11 33 27 71 

Shopping 28 39 57 124 

Other 0 0 0 0 

According to the table 4.21: the result can be analyzed as following, The 

majority frequency of the main purpose favorite activities: Traveling within Thailand 

(188), follow up Seeing Movie (185), Internet (181), Listening Music (148), Shopping 

(124), Traveling foreign country (103), Reading (97), Spa (71)  and Training special 

course (31) respectively. 

The most respondents of online have favorite activities traveling within 

Thailand (54). 

The most respondents of offline have favorite activates seeing movie (72). 

The most respondents of both online and off line have favorite activates 

traveling within Thailand (88).    
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Table 4.22: The analysis crosstab form of favorite place and channel distribution for

         lifestyle of purchasing second hand luxury brands people. 

favorite visited place 

channel 

On line Off line Both online 

and off line 

Total 

Paragon/Emporium 67 64 73 204 

Central 35 91 117 243 

The Mall 35 48 52 135 

Fitness 15 18 32 65 

Public park 10 9 25 44 

Pub & Restaurant 9 34 16 59 

Coffee Shop 21 33 22 76 

Other 0 0 0 0 

According to the table 4.22: the result can be analyzed as following, The 

majority frequency of the main purpose favorite place: Central (243), follow up 

Paragon/Emporium (204), The Mall (135), Coffee Shop (76), Fitness (65), Pub & 

Restaurant (59)  and Public park (44) respectively. 

     The most respondents of online have favorite place Paragon/Emporium (67). 

     The most respondents of offline have favorite place Central (91). 

     The most respondents of both online and off line have favorite place Central (117).    

 

Table 4.23: The analysis crosstab form of goal of life and channel distribution for 

          lifestyle of purchasing second hand luxury brands people 

channel Goal of  life 

Total 

successful 

in working 

Wealth

y 

True 

Love 

Happy 

& Warm 

Family 

Good 

Health 

Happy & 

self-

sufficienc

y Other 

On line 32 19 25 10 7 16 0 109 

Off line 49 24 23 20 9 4 0 129 

 (Continued) 
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Table 4.23(Continued): The analysis crosstab form of goal of life 

channel Goal of  life 

Total 

successful 

in working Wealthy 

True 

Love 

Happy 

& Warm 

Family 

Good 

Health 

Happy & 

self-

sufficienc

y Other 

Both online 

and off line 

62 13 10 27 21 26 3 162 

Total 143 56 58 57 37 46 3 400 

According to the table 4.23: the results of goal life and channel distribution for 

lifestyle of purchasing second hand luxury brands people result that 

- The majority frequency of purchasing second hand luxury brands by respondents is 

both online and offline channel (162), followed by offline channel (129) and online 

channel (109) respectively. 

- Successful in working: the most respondents used both online and offline channel 62 

respondents, followed by offline channel 49 respondents and online channel 32 

respondents. 

- Wealthy: the most respondents used offline channel 24 respondents, followed by 

online channel 19 respondents and both online and offline channel 13 respondents. 

- True Love: the most respondents used online channel 25 respondents, followed by 

offline channel 23 respondents and both online and offline channel 10 respondents. 

- Happy & Warm Family: the most respondents used both online and offline channel 

27 respondents followed by offline channel 20 respondents and online channel 10 

respondents. 

- Good Health: the most respondents used both online and offline channel 21 

respondents followed by offline channel 9 respondents and online channel 7 

respondents. 

- Happy & self-sufficiency: the most respondents used both online and offline channel 

26 respondents, followed by online channel 16 respondents and offline channel 4 

respondents. 

- Other: the most respondents used both online and offline channel 3 respondents. 



 

 

CHAPTER 5 

   DISSCUSSION AND CONCLUSION 

          In this chapter, the author summarized the testing hypothesis show as the result 

of factors that influence choice toward online/off shopping (channel distribution) of 

second hand luxury brands. 

     This research study will be useful for business owner of second hand luxury 

brands, marketers and staffs, investors and researcher which are related to second 

hand luxury brands. The result of this study can improve the way to keep customer 

decision buy second hand luxury brands.   It can help to create more appropriate 

marketing strategy to their market segment and competitor in this business. This 

research is quantitative research; the data are collected by the questionnaire.   The 

sample size is 400 respondents in Bangkok both online and offline.  The hypothesis 

testing analyzed through Multinomial Logistic Regression and Analysis of latent 

inside through factor analysis and using cross tabulation to analysis in behavior 

toward purchasing with demographic and lifestyle.  In this research there are the 

theoretical foundations of conceptual framework that can measure the related to 

coming of customer purchasing decision to second hand luxury brands and analyzed 

to hypothesis as following;  

       H1. Product  significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand ( 0.002<0.05) 

 Reject: H1o: β Physical Quality, Variety of designs and series, Brand 

Varieties, Brand Reputation, Physical condition = 0    

 Accept : H1a: At least one of β Physical Quality, Variety of  designs and 

series, Brand Varieties, Brand Reputation, Physical condition   ≠ 0 

H2. Price significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands  in Bangkok, Thailand (Assumption Sig 0.000 

<0.05) 

Reject H2o: β Reasonable, Installment, Clear price indication, Special price in 

seasons, Price bargain = 0 
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Accept H2a: At least one of β Reasonable, Installment, Clear price indication, 

Special price in seasons, Price bargain ≠ 0 

H3: Place significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand (Assumption Sig  0.000 

<0.05) 

Reject H3o: β Reliable Shop brand reputation, Design Store & Display, 

Convenient to go, Reliable Website Reputation, Convenient to place order = 0 

Accept H3a: At least one of β Reliable Shop brand reputation, Design Store & 

Display, Convenient to go, Reliable Website Reputation, Convenient to place order   

≠ 0 

H4: Promotion significantly influence with choice decisions towards online/off line 

shopping of second hand luxury brands in Bangkok, Thailand (Assumption Sig 0.000 

< 0.05) 

Reject H4o: β Discount, Premium, Advice and provide consultation the 

products, after service, Special event activities = 0 

Accept H4a: At least one of β β Discount, Premium, Advice and provide 

consultation the products, After service, Special event activities ≠ 0 

H5: Bargain Hunting significantly influence with choice decisions towards online/off 

line shopping of second hand luxury brands in Bangkok, Thailand (Assumption Sig  

0.000 < 0.05) 

Reject H5o: β Eco –Consciousness, Frugality, Fashionable, Need for status, 

Economic = 0 

Accept H5a: At least one of β Eco Consciousness, Frugality, Fashionable, 

Need for status, Economic   ≠ 0 

Since all independent variables: bargain hunting, product, price, place and 

promotion are significant especially place is the most important variable to impact the 

respondents in this study. 

 

5.1 Conclusion 

      From the research of the choice decisions toward online/off line shopping of 

second hand luxury brands in Bangkok, Thailand is able to represent the result as 

following;  
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    The analysis factors that influence choice decisions including bargain hunting, 

Product, Price, Place, and Promotion (7 Likert Scale) toward online/off shopping 

(channel distribution) of second hand luxury brands by multinomial logistic 

regression . The result that all independent variables are significant which mean they 

are all influenced to choice decisions toward online/off shopping (channel 

distribution) of second hand luxury brands in Bangkok, Thailand (p-value < .05).   

By the result show Bargain Hunting (Assumption Sig = 0.000), Product (Assumption 

Sig = 0.002) Price (Assumption Sig = 0.000) Place (Assumption Sig = 0.000) 

Promotion (Assumption Sig = 0.000) and from 25 components.  

 Online is compared to both online and offline: 

The independent variables results that impact customer go to offline over both online 

& offline consist of place (p-value of β [place factor=5, 6] < .05), promotion (p-value of β 

[promotion factor =5, 6] < .05), and price (p-value of β [price factor =5, 6] < .05) respectively. 

 Off line is compared to both online and offline:  

The independent variables results that impact customer go to offline over both online 

& offline consist of  place (p-value of β [place factor=5,6 ] < .05), bargain hunting (p-value 

of β [Bargain Hunting factor =5] < .05) , and Price(p-value of β [price factor = 6] < .05) ,  ) 

respectively. 

There are only 7 Factors components that can be used to explain since the eigenvalue 

> 1 and 1st factor is the most important (20.112), 2nd Factor (9.813), 3rd factor 

(9.79), 4th Factors (9.046), 5th Factor (6.646), 6th factor (6.517) and 7th factor 

(6.180). It can explain as follow: 

1. Factor number 1:  20.112%   “ Reliable place , Quality of product with  

Reasonable price”.  This factor includes 11 variables that are Reliable Shop brand 

reputation(0.759),  Physical Quality(0.728), Physical condition: Look New & 

Cleanliness(0.693), Price Reasonable(0.652), Convenient to place order(0.650), 

Convenient to go(0.626), Price bargain(0.578), Discount(0.574),  Clear price 

indication(0.569), Economic(0.563) , and Brand Reputation(0.491). 

2. Factor number 2: 9.813% “Boosting customer satisfaction with the best  

service and effective promotion contest”. It includes 4 variables that are after service 

(0.730), Need for status (0.603), Advice and provide consultation the products 

(0.564), Have special event by competing for the prize such as Sweepstakes (0.540). 

http://dict.longdo.com/search/Sweepstakes
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3. Factor number 3: 9.790% “ Attractive Promotion on Price ” 

It includes 3 variables that are Special price in seasons (0.774), Installment (0.771), 

and Premium (0.550). 

4. Factor number 4: 9.046%   “ Product Varieties” 

It includes 2 variables that are Brand Varieties (0.832) and Variety of designs and 

series (0.810). 

5. Factor number 5: 6.646%  “Reliable website with Attractive layout” 

It includes 2 variables that are Website Reputation (0.773) and Design Store & 

Display (0.735). 

6. Factor number 6: 6.517%  “ Fashion” include 1 variable that are Fashionable 

(0.850). 

7. Factor number 7: 6.180% “ Bargain Hunting ” include 2 variables that are 

Frugality (0.764) and Eco Consciousness (0.469) respectively.  

The Analysis of output Crosstab for demographic, life style, marketing Mix 

(4Ps), consumer behavior toward purchasing the result that: 

- The results of gender and channel distribution for purchasing second hand 

luxury brands result that Male: the most respondents used online channel 46 

respondents, Female: the most respondents used both online and offline channel 143 

respondents 

 - The results of status and channel distribution for purchasing second hand 

luxury brands result that Single : the most respondents used both online and offline 

channel 130 respondents,  Married: the most respondents used online channel 39 

respondents, Divorced: the most respondents used online channel 6 respondents and 

Widowed: the most respondents used offline channel 5 respondents  

- The results of age and channel distribution for purchasing second hand 

luxury brands result that  <18 years old: the most respondents used both online and 

offline channel 5 respondents, 18-24 years old: the most respondents used offline 

channel 61 respondents, 25-34 years old: the most respondents used both online and 

offline channel 62 respondents, 35-44 years old: the most respondents used both 

online and off line channel same used online channel each channel 32 respondents, 

More than 45 years old: the most respondents used offline channel 10 respondents. 
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- The results of nationality and channel distribution for purchasing second 

hand luxury brands result that Thai: the most respondents used both online and offline 

channel 159 respondents, Chinese: the most respondents used offline channel 5 

respondents 

- the results of education and channel distribution for purchasing second hand 

luxury brands result that Below High school: the most respondents used online 

channel 7 respondents, Bachelor degree: the most respondents used both online and 

offline channel 99 respondents, High school: the most respondents used online 

channel 6 respondents, Master degree: the most respondents used online channel 48 

respondents, Diploma/ College: the most respondents used both online and offline 

channel 15 respondents  

- The results of occupation and channel distribution for purchasing second 

hand luxury brands result that Owner Business: the most respondents used online 

channel 42 respondents, Housewife: the most respondents used online channel 3 

respondents, Student: the most respondents used both online and offline channel 52 

respondents, Full time working: the most respondents used offline channel 53 

respondents, Government working: the most respondents used both online and offline 

channel 32 respondents, Freelance: the most respondents used both online and offline 

channel 8 respondents, Others : the most respondents used both online and offline 

channel 3 respondents. 

- The results of salary and channel distribution for purchasing second hand 

luxury brands result that Below 15,000 (THB): the most respondents used both online 

and offline channel 56 respondents, 15,001-30,000 (THB): the most respondents used 

both online and offline channel 68 respondents, 30,000-50,000 (THB): the most 

respondents used online channel 31 respondents, 50,001-80,000 (THB): the most 

respondents used both online and offline channel 10 respondents same offline channel 

10 respondents, 80,001-100,000 (THB): the most respondents used offline channel 5 

respondents, follow up used both online and offline channel 1 respondents. 

- The results of brand name and channel distribution for purchasing second 

hand luxury brands result that the majority frequency of the main purpose of buying 

second hand luxury brands: Louis Vuitton (204), follow up Channel (166), Prada 

(164), Gucci (162), Hermes (73), Burberry (67), Marc Jacobs (63), Paul Smith (57), 
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Jimmy Choo  (53), Bally (51),  Mulberry (49), Fendi (48), Miu Miu (43), Aigner (39), 

Valentino (35), Christian Dior (33), Yves Saint Laurant (31), Dolce &Gabbana (28), 

Lanvin (24), Chole (23), Versace (21), Kenzo (20), Balenciaga (19), Celine(17), 

BotenegaZegna (15), Givenchy (15), Tod’s (15), Emporio Armani  (14), Loewe (13), 

Savatore Ferragamo (13), Maxmara (5) and Shanghai Tang (1) respectively. The most 

respondents of online have the buying second hand luxury brands name Prada 

(33).The most respondents of offline have the buying second hand luxury brands 

name Louis Vuitton (87). The most respondents of both online and off line the buying 

second hand luxury brands name Louis Vuitton (91).  

- The results of many times and channel distribution for purchasing second 

hand luxury brands result that 2-3 times per week: the most respondents used online 

channel 3 respondents, one a week: the most respondents used online channel 17 

respondents, one a month: the most respondents used offline channel 18 respondents, 

3-5 per month: the most respondents used online channel 14 respondents, 2 timer per 

year: the most respondents used both online and offline channel 55 respondents, one a 

year: the most respondents used both online and offline channel 74 respondents. 

- The results of spend each time on purchasing and channel distribution for 

purchasing second hand luxury brands result that Below 10,000 (THB): the most 

respondents used both online  and offline channel 88 respondents, 10,000-30,000 

(THB): the most respondents used offline channel 64 respondents, 30,001-50,000 

(THB): the most respondents used both online and offline channel 16 respondents, 

50,001-100,000 (THB): the most respondents used online channel 8 respondents same 

offline channel 8 respondents. 

- The results of kind of product and channel distribution for purchasing second 

hand luxury brands result that the majority frequency of the main purpose of kind of 

second hand luxury brands: Bag (259), follow up Watch (115), Shoes (77), 

Decorations (75), Belt (69) and Other (9) respectively. The most respondents of 

online have the buying kind of second hand luxury brands Bag (51). The most 

respondents of offline have the buying kind of second hand luxury brands Bag (98). 

The most respondents of both online and off line have the buying kind of second hand 

luxury brands Bag (110). 
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- The results of who influenced and channel distribution for purchasing second 

hand luxury brands result is that Friend: the most respondents used both online and 

offline channel 67 respondents, Stars and Celebrities: the most respondents used both 

online and offline channel 43 respondents, Family: the most respondents used online 

channel 9 respondents, Advertising: the most respondents used both online and offline 

channel 17 respondents, Myself: the most respondents used both online and offline 

channel 30 respondents. 

- The results of intend to buy next year and channel distribution for purchasing 

second hand luxury brands result that the most respondents used both online and 

offline channel 120 respondents, follow up offline channel 102 respondents and 

online channel 95 respondents. 

- The results of intend to buy same brand and channel distribution for 

purchasing in second hand luxury brands result that population to be buy same brand 

the most respondents used both online and offline channel  66 respondents, for 

population to be not buy same brand in next time: the most respondents used both 

online and offline channel 39 respondents and population to be maybe buy same 

brand again the most respondents used both online and offline channel 57 

respondents. 

- The results of intend to ever bought copied brand and channel distribution 

for purchasing second hand luxury brands result that the most respondents used both 

online and offline channel 109 respondents, follow up online channel 79 respondents 

and offline channel 78 respondents. 

 - The results of data sourced and channel distribution for purchasing second 

hand luxury brands result the majority frequency of the main purpose data sourced of 

second hand luxury brands: friend (192), follow up website (174), Specialist (174), 

Shopping Online (145), Web board (94), Family (49) and Specific Website (15) 

respectively. The most respondents of online have data sourced of buying second 

hand luxury brands by website (60) and Specialist (60). The most respondents of 

offline have data sourced of buying second hand luxury brands by friend (62). The 

most respondents of both online and off line have data sourced of buying second hand 

luxury brands by friend (98).    
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 - The results of favorite activities and channel distribution for lifestyle of  

purchasing second hand luxury brands respondents  result that the majority frequency 

of the main purpose favorite activities: Traveling within Thailand (188), follow up 

Seeing Movie (185), Internet (181), Listening Music (148), Shopping (124), Traveling 

foreign country (103), Reading (97), Spa (71)  and Training special course (31) 

respectively. The most respondents of online have favorite activities traveling within 

Thailand (54). The most respondents of offline have favorite activities seeing movie 

(72). The most respondents of both online and off line have favorite activities 

traveling within Thailand (88).     

- The results of favorite place and channel distribution for lifestyle of second 

hand luxury brands respondents  result that The majority frequency of the main 

purpose favorite place: Central (243), follow up Paragon/Emporium (204), The Mall 

(135), Coffee Shop (76), Fitness (65), Pub & Restaurant (59)  and Public park (44) 

respectively. The most respondents of online have favorite place Paragon/Emporium 

(67). The most respondents of offline have favorite place Central (91). The most 

respondents of both online and off line have favorite place Central (117).    

 - The results of goal life and channel distribution to lifestyle of purchasing  

second hand luxury brands respondents  result that successful in working: the most 

respondents used both online and offline channel 62 respondents, Wealthy: the most 

respondents used offline channel 24 respondents, True Love: the most respondents 

used online channel 25 respondents, Happy & Warm Family: the most respondents 

used both online and offline channel 27 respondents, Good Health: the most 

respondents used both online and offline channel 21 respondents, Happy & self-

sufficiency: the most respondents used both online and offline channel 26 

respondents, Other: the most respondents used both online  and offline channel 3 

respondents. 

5.2 Discussion 

1.  The research is result that the factors of marketing mix (Product, Price, 

Place, and Promotion) influenced to choice decisions toward online/off shopping 

(channel distribution) of second hand luxury brands in Bangkok,  especially place is 

the most important variable that impact to invite consumers interested to the second 

hand luxury brands, moreover, the result show the important of latent factors inside is  
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mainly focus on Reliable place , Quality of product with Reasonable price ,consist of  

Reliable Shop brand reputation,  Physical Quality, Physical condition: Look New & 

Cleanliness, Price Reasonable, Convenient to place order, Convenient to go, Price 

bargain, Discount,  Clear price indication, Economic, and Brand Reputation. 

Consistent with research of Nathtaya Nuchchorenpon (2013) for study factor 

affecting purchasing behaviors of used fashioned brand name products among 

consumers in Bangkok, the result that the marketing mix factors influenced 

purchasing behaviors of used fashioned brand name products. 

 2. The research is result that the factors of bargain hunting significantly 

influenced to choice decisions toward online/off line shopping (channel distribution) 

of second hand luxury brands in Bangkok, the most consumers are mainly concerned 

in Economic. In this research study, economic is important factor of bargain hunting 

in choice decision of buying second hand luxury brands that respondents focus.  And 

then need for status, fashion, Frugality and Eco consciousness are following the 

factors to buy second hand luxury brands product respectively.   

In contrast with research of Marie-Cecile Cervellon, Lindsey Carey and Trine 

Harms (2012), the results show that the second hand consumption is directly driven 

by frugality only.  Eco consciousness need for status and again frugality are 

significant in bargain hunting or can say they play an indirect role through bargain 

hunting. While vintage fashion purchase and treasure hunting are directly driven by 

fashion involvement. 

3. The research results in consumer behavior and demographic towards 

purchasing second hand luxury brand name products on online/offline shopping 

(channel distribution) in Bangkok.   

 Online consumer behavior: 

The majorities are both female and male.  Majority is single status and age 25-34 

years old with mostly are Thai nationality.  The majority education levels are 

Bachelor degree and Master degree. The majority occupation is owner business and 

then students.  Majority of income is below 15,000 baht and then 30,000-50,000 baht.   

The majority favorite luxury brands to buy are Prada, Louis Vuitton, Gucci, Channel, 

Burberry, and Fendi. 
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  The majority of buying frequency is one a year. The purchasing capacity (pocket 

money) in each time is 10,000 – 30,000 Bath.  The majority products are bags, 

decorations, watch, belt, and shoes respectively. The most influence person to buy 

second hand luxury brand is friend.  The most respondents have intention to buy same 

brand and buy again in next year.  Most of them have ever bought copies luxury 

brands product before.  The information that respondents usually use to search before 

buying secondhand luxury brands consist of website, specialist , friend , shopping 

online , web board, and family respectively.  The favorite activities are traveling in 

Thailand, internet, seeing movies, and listening music respectively. The Majority of 

favorite visited place are Central, Paragon/Emporium, The mall, coffee shop and 

fitness.  Goal of life are mainly successful in working and true love respectively. 

 Offline consumer behavior 

The majority gender is female and single status with age is 18-24 years old.  Mostly is 

Thai nationality. The majority education level is bachelor degree. The majority 

occupation is full time working. Majority of income is 15001-30,000 baht.    The 

majority favorite luxury brands to buy are Louis Vuitton Channel, Gucci, Hermes, 

Marc Jacobs, Mulberry, Fendi, Bally, Valentino, Dolce & Gabbana, Loewe, Savatore 

Ferragamo, and Botenega Zegna. The majority of buying frequency is 2 times per 

year. The purchasing capacity (pocket money) in each time is 10,000 – 30,000 Bath.  

The majority products are bags, watch, belt, shoes, and decorations respectively. The 

most influence person to buy second hand luxury brand is friend. The most 

respondents have intention to buy same brand and buy again in next year.   Most 

respondents have ever bought copies luxury brands product before.  The information 

that respondents usually use to search before buying secondhand luxury brands 

consist of friend, website, specialist, and shopping online.  The favorite activities are 

seeing movies, internet, traveling in foreign country, listening music, shopping, 

reading, and spa respectively.  The Majority of favorite visited place are Central, 

Paragon/Emporium, The mall, pub& restaurant, and coffee shop. Goal of life are 

mainly successful in working and wealthy respectively. 

 Both Online and Offline consumer behavior 

The majority is female.  Majority status is single and age is 25-34 years old   with 

Thai nationality. The majority education level is bachelor degree. The majority 
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occupation is student. The most income is 15001-30,000 Baht. The majority favorite 

luxury brands to buy are Louis Vuitton, Prada, Channel, Hermes, Burberry, 

Balenciaga, Paul Smith, Mulberry, Versace, Yves Saint Laurant, Fendi, Miu Miu, 

Jimmy Choo, Lanvin, Valentino, Dolce & Gabbana, Christian Dior,Celine, Savatore 

Ferragamo, Aigner , Givenchy, Shanghai Tang, and Tod’s.   The majority of buying 

frequency is one a year and 2 times per year respectively. The purchasing capacity 

(pocket money) in each time is below 10,000 Bath. The majority products are bags, 

watch, decorations, and shoes respectively.  The most influence person to buy second 

hand luxury brand is friend. The most respondents have intention to buy same brand 

and buy again in next year.  Most respondents have ever bought copies luxury brands 

product before.  The information that respondents usually use to search before buying 

secondhand luxury brands consist of friend , shopping online , website , web board , 

specific website.   The favorite activities are traveling in Thailand, seeing movies, 

internet, listening music, reading, traveling in foreign country, training special course 

respectively.  The Majority of favorite visited place are Central, Paragon/Emporium, 

The mall, Fitness and park.   Goal of life are mainly successful in working and happy 

and warm family respectively. 

Comparably, consistent with research of Konmolwan Tovikkai & Wiwatchai 

Jirawattananukool (2010) for “Exploratory study on Young Thai Women consumer 

behavior toward purchasing Luxury fashion brands” the result was showed that young 

Thai women bought luxury brand name are both luxury preference people and non-

luxury preference people which buy the luxury items more than one time in a year and 

repeat purchasing the brand irregularly. The top three luxury brands that young Thai 

women were admired consisted of Louis Vuitton, Chanel, and Gucci respectively. 

Contrast with pocket money was not significant influence in their studied. 

Moreover, consistent to the research of   Weeraporn Kreethaworn (2014) “One 

Stop Service Brand Name Bags, that the result was showed majority of purchasing 

and consuming brand name bag come from age of 25-34 year-old samples.   Fashion 

trend is the most reason inside of brand name handbags using behavior with majority 

salary of 20,000 Baht and consuming more than 5,000 Baht per month in purchasing 

/renting and cleaning a brand name handbag. 
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5.3 Managerial Implication 

From the analysis factors that influence choice decision toward online/off shopping 

(channel distribution) of second hand luxury brands by multinomial logistic 

regression and factor analysis.  Owner business about the second hand luxury brands 

should be plan the marketing strategic as following; 

1. Online strategy: should be focus on mainly place and promotion on price 

which are the most impact to customers to go online shopping.  By using  the major 

marketing strategic of  By Reliable place, Quality of product with Reasonable price” 

that are emphasized about website brand reputation,  Physical Quality, Physical 

condition: Look New & Cleanliness, Price Reasonable, Convenient to place order, 

Convenient to go, Price bargain, Discount,  Clear price indication, Economic , and 

Brand Reputation. 

2. Offline strategy: should be focus on place, bargain hunting and price which 

are the most impact to customers to go offline shopping.  By using  the major 

marketing strategic of  By Reliable place, Quality of product with Reasonable price” 

that are emphasized about Shop brand reputation,  Physical Quality, Physical 

condition: Look New & Cleanliness, Price Reasonable, Convenient to place order, 

Convenient to go, Price bargain), Discount, Clear price indication, Economic , and 

Brand Reputation. 

3. Additional marketing strategic of “Boosting customer satisfaction with the 

best service  and effective promotion contest” should be emphasized about after 

service, Need for status, Advice and provide consultation the products, Have special 

event by competing for the prize such as Sweepstakes. 

4. Additional marketing strategic of “Attractive Promotion on Price” should 

be emphasized about Special price in seasons, Installment, and Premium. 

5. Additional marketing strategic of “Product Varieties” should be 

emphasized on Brand Varieties and Variety of designs and series. 

 

 

http://dict.longdo.com/search/Sweepstakes
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5.4 Recommendation for Future Research 

      1. For the new research in the further study should be specific to each brand in 

order to understand more brands in details. 

 2. Choose other factors which maybe have a chance to influence choice 

decisions toward the second hand luxury brands’ customers, for example service 

quality, social factor, etc.    
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Appendix IOC Result 

 

No Expert 1 Expert 2 Expert3  Expert4 Expert5 Total 

Score 

∑R 

IOC 

∑R 

  N 

Data 

Analysis 

1 0 -1 1 0 -1 1 0 -1 1 0 -1 1 0 -1    

1 √   √   √   √   √   5 1 Acceptable 

2   √    √    √  √   3 0.6 Acceptable 

3 √   √   √   √   √   5 1 Acceptable 

4 √   √   √   √   √   5 1 Acceptable 

5 √   √   √   √   √   5 1 Acceptable 

6 √   √   √   √   √   5 1 Acceptable 

7 √   √   √   √   √   5 1 Acceptable 

8 √   √   √   √   √   5 1 Acceptable 

9 √   √   √   √   √   5 1 Acceptable 

10 √   √   √   √   √   5 1 Acceptable 

11  √  √   √   √   √   4 0.8 Acceptable 

12 √   √   √   √   √   5 1 Acceptable 

13 √   √   √   √   √   5 1 Acceptable 

14 √   √   √   √   √   5 1 Acceptable 

15  √  √   √   √   √   4 0.8 Acceptable 

16 √   √   √   √   √   5 1 Acceptable 

17 √   √   √   √   √   5 1 Acceptable 

18 √   √   √   √   √   5 1 Acceptable 

19  √  √   √   √   √   4 0.8 Acceptable 

20 √   √   √   √   √   5 1 Acceptable 

21  √  √   √   √   √   4 0.8 Acceptable 

22 √   √   √   √   √   5 1 Acceptable 

23 √   √   √   √   √   5 1 Acceptable 

24  √  √   √   √   √   4 0.8 Acceptable 

25 √   √   √   √   √   5 1 Acceptable 

26 √   √   √   √   √   5 1 Acceptable 

27 √   √   √   √   √   5 1 Acceptable 

28 √   √   √   √   √   5 1 Acceptable 

29 √   √   √   √   √   5 1 Acceptable 

30 √   √   √   √   √   5 1 Acceptable 

31 √   √   √   √   √   5 1 Acceptable 

32 √   √   √   √   √   5 1 Acceptable 

33 √   √   √   √   √   5 1 Acceptable 

34 √   √   √   √   √   5 1 Acceptable 

35 √   √   √   √   √   5 1 Acceptable 

36 √   √   √   √   √   5 1 Acceptable 

37 √   √    √  √   √   4 0.8 Acceptable 

38 √   √   √   √   √   5 1 Acceptable 

39 √   √   √   √   √   5 1 Acceptable 
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40 √   √    √  √   √   4 0.8 Acceptable 

41  √  √   √   √   √   4 0.8 Acceptable 

42  √  √   √   √   √   4 0.8 Acceptable 

43 √   √   √   √   √   5 1 Acceptable 

44 √   √    √  √   √   4 0.8 Acceptable 

45 √   √    √  √   √   4 0.8 Acceptable 

46 √   √    √  √   √   4 0.8 Acceptable 

47 √   √   √   √   √   5 1 Acceptable 

                   

 

 

 

Where: IOC = Consistency between the objective and content or questions 

and objectives. 

 

IOC = ∑R 

            N 

Σ = Total assessment points given from all qualified experts. 

N = Number of qualified experts. 

 

Therefore,        IOC  =    44.2 

       47  

= 0.94 

 

The assessment result of questions on this questionnaire has value index of item 

objective congruence (IOC) equal to 0.94 without any question that has IOC index 

less than 0.5 
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Reliability of 7 scales 

 

 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.842 11 

 

 

Item Statistics 

 Mean Std. 

Deviation 

N 

Gender 2.90 2.339 30 

Status 3.50 2.047 30 

Age 4.57 1.569 30 

Education 3.73 2.180 30 

Occupatio

n 

4.50 1.526 30 

Income 5.43 1.775 30 

Bargain 4.30 2.184 30 

Product 5.50 1.570 30 

Price 5.53 1.525 30 

Place 4.37 1.586 30 

Promotion 4.40 2.094 30 
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Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Gender 45.83 138.695 .390 .844 

Status 45.23 132.599 .612 .821 

Age 44.17 140.833 .600 .824 

Education 45.00 143.517 .333 .847 

Occupatio

n 

44.23 135.220 .792 .811 

Income 43.30 138.286 .580 .825 

Bargain 44.43 140.185 .400 .841 

Product 43.23 146.185 .448 .835 

Price 43.20 141.131 .612 .824 

Place 44.37 145.551 .459 .834 

Promotion 44.33 127.471 .715 .811 

 

 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

48.73 165.651 12.871 11 

 

 

Reliability 4P + Bargain hunting 

 

 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 
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Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.797 25 

 

 

Item Statistics 

 Mean Std. 

Deviation 

N 

product_คุณภาพของสินคา้ 3.30 1.236 30 

product_หลากหลาย ของรุ่น  

แบบ  และขนาด 
3.10 1.242 30 

product_ ความหลากหลายของ
ตราสินคา้ 

3.67 1.184 30 

product_ช่ือเสียงของตราสินคา้ 

( Brand Reputation) 

3.30 1.119 30 

product_ความสะอาดและ
ความใหม่ของผลิตภณัฑ ์( Look 

New & Cleanliness) 

3.23 1.501 30 

price_ราคาสมเหตุสมผล

(Reasonable) 

3.40 1.070 30 

price_สามารถแบ่งช าระ

(Divide payment) 

3.13 1.279 30 

price_ความชดัเจนในการแสดง
ราคาสินคา้ (Clear price 

indication) 

3.67 1.155 30 

price_การลดราคาพิเศษในช่วง
เทศกาล (special price in 

festival period) 

3.27 1.112 30 

price_สามารถต่อรองราคาได ้( 

Price bargain) 

3.70 1.393 30 

place_ความน่าเช่ือถือ ของร้าน 

(Shop brand 

reputation) 

3.37 1.033 30 

place_การออกแบบตกแต่งร้าน
ท่ีสวยงาม (Design Store & 

Display) 

3.33 1.184 30 
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place_ความน่าเช่ือถือของ
เวบ็ไซต(์Website brand 

reputation) 

3.47 1.224 30 

place_เดินทางไปสะดวก( 

Convenient to go) 

3.17 1.053 30 

place_ความสะดวกในขั้นตอน
การสัง่ซ้ือ (Convenience to 

ordering order) 

3.53 1.252 30 

promotion_การลดราคา ( 

Discount) 

3.47 1.106 30 

promotion_การแจกของแถม 

(Premium) 

3.10 1.213 30 

promotion_การให้ค  าแนะน า/
ปรึกษาเก่ียวกบัผลิตภณัฑ ์( 

advice and consult the 

products) 

3.70 1.149 30 

promotion_การบริการหลงั
การขาย(After service) 

3.37 1.129 30 

promotion_การจดักิจกรรม
ให้ผูซ้ื้อมีส่วนร่วม เช่น การส่ง
ฉลากเพื่อชิงโชค (Have 

special event by 

competing for the prize 

such as Sweepstakes) 

3.57 1.431 30 

result_ความตอ้งการอนุรักษ์
ส่ิงแวดลอ้ม/สตัว ์(Eco –

Consciousness) 

3.50 1.280 30 

result_ความตอ้งการการ
ประหยดั(Frugality) 

2.90 1.213 30 

result_ตามกระแสแฟชัน่   

(Fashionable) 

3.53 1.137 30 

result_รักษาระดบัการยอมรับ
ฐานะทางสังคม (Need for 

status) 

3.30 1.149 30 

result_สภาพเศรษฐกิจใน
ปัจจุบนั ( Economic) 

2.70 1.179 30 
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Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

product_คุณภาพของสินคา้ 80.47 144.533 .297 .792 

product_หลากหลาย ของรุ่น  

แบบ  และขนาด 
80.67 139.126 .485 .782 

product_ ความหลากหลายของ
ตราสินคา้ 

80.10 141.472 .426 .786 

product_ช่ือเสียงของตราสินคา้ 

( Brand Reputation) 

80.47 142.740 .407 .787 

product_ความสะอาดและ
ความใหม่ของผลิตภณัฑ ์( Look 

New & Cleanliness) 

80.53 134.464 .521 .779 

price_ราคาสมเหตุสมผล

(Reasonable) 

80.37 147.068 .257 .794 

price_สามารถแบ่งช าระ

(Divide payment) 

80.63 142.930 .337 .790 

price_ความชดัเจนในการแสดง
ราคาสินคา้ (Clear price 

indication) 

80.10 133.334 .758 .769 

price_การลดราคาพิเศษในช่วง
เทศกาล (special price in 

festival period) 

80.50 138.810 .566 .779 

price_สามารถต่อรองราคาได ้( 

Price bargain) 

80.07 130.409 .708 .768 

place_ความน่าเช่ือถือ ของร้าน 

(Shop brand 

reputation) 

80.40 154.317 -.020 .805 

place_การออกแบบตกแต่งร้าน
ท่ีสวยงาม (Design Store & 

Display) 

80.43 145.426 .282 .793 

place_ความน่าเช่ือถือของ
เวบ็ไซต(์Website brand 

reputation) 

80.30 154.079 -.023 .807 

place_เดินทางไปสะดวก( 

Convenient to go) 

80.60 151.972 .069 .801 
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place_ความสะดวกในขั้นตอน
การสัง่ซ้ือ (Convenience 

to ordering order) 

80.23 152.875 .014 .806 

promotion_การลดราคา ( 

Discount) 

80.30 157.941 -.154 .811 

promotion_การแจกของแถม 

(Premium) 

80.67 145.954 .254 .794 

promotion_การให้ค  าแนะน า/
ปรึกษาเก่ียวกบัผลิตภณัฑ ์( 

advice and consult the 

products) 

80.07 146.547 .252 .794 

promotion_การบริการหลงั
การขาย(After service) 

80.40 141.145 .464 .784 

promotion_การจดักิจกรรม
ให้ผูซ้ื้อมีส่วนร่วม เช่น การส่ง
ฉลากเพื่อชิงโชค (Have 

special event by 

competing for the prize 

such as Sweepstakes) 

80.20 140.717 .357 .789 

result_ความตอ้งการอนุรักษ์
ส่ิงแวดลอ้ม/สตัว ์(Eco –

Consciousness) 

80.27 143.237 .326 .790 

result_ความตอ้งการการ
ประหยดั(Frugality) 

80.87 140.602 .445 .785 

result_ตามกระแสแฟชัน่   

(Fashionable) 

80.23 145.564 .292 .792 

result_รักษาระดบัการยอมรับ
ฐานะทางสังคม (Need for 

status) 

80.47 141.637 .436 .785 

result_สภาพเศรษฐกิจใน
ปัจจุบนั ( Economic) 

81.07 141.582 .424 .786 

 

 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

83.77 154.875 12.445 25 
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Product 

 

Scale: ALL VARIABLES  

 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.811 5 

 

 

Item Statistics 

 Mean Std. 

Deviation 

N 

product_คุณภาพของสินคา้ 3.30 1.236 30 

product_หลากหลาย ของรุ่น  

แบบ  และขนาด 
3.10 1.242 30 

product_ ความหลากหลายของ
ตราสินคา้ 

3.67 1.184 30 

product_ช่ือเสียงของตราสินคา้ 

( Brand Reputation) 

3.30 1.119 30 

product_ความสะอาดและ
ความใหม่ของผลิตภณัฑ ์( Look 

New & Cleanliness) 

3.23 1.501 30 

 

item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

product_คุณภาพของสินคา้ 13.30 16.700 .446 .818 
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product_หลากหลาย ของรุ่น  

แบบ  และขนาด 
13.50 14.603 .694 .746 

product_ ความหลากหลายของ
ตราสินคา้ 

12.93 16.064 .555 .788 

product_ช่ือเสียงของตราสินคา้ 

( Brand Reputation) 

13.30 15.390 .694 .751 

product_ความสะอาดและ
ความใหม่ของผลิตภณัฑ ์( Look 

New & Cleanliness) 

13.37 13.413 .642 .764 

 

 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

16.60 22.731 4.768 5 

 

Price - Reliability 

 

Scale: ALL VARIABLES 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.840 5 
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Item Statistics 

 Mean Std. 

Deviation 

N 

price_ราคาสมเหตุสมผล

(Reasonable) 

3.40 1.070 30 

price_สามารถแบ่งช าระ

(Divide payment) 

3.13 1.279 30 

price_ความชดัเจนในการแสดง
ราคาสินคา้ (Clear price 

indication) 

3.67 1.155 30 

price_การลดราคาพิเศษในช่วง
เทศกาล (special price in 

festival period) 

3.27 1.112 30 

price_สามารถต่อรองราคาได ้( 

Price bargain) 

3.70 1.393 30 

 

 

Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

price_ราคาสมเหตุสมผล

(Reasonable) 

13.77 16.944 .468 .850 

price_สามารถแบ่งช าระ

(Divide payment) 

14.03 14.723 .596 .821 

price_ความชดัเจนในการแสดง
ราคาสินคา้ (Clear price 

indication) 

13.50 14.603 .711 .789 

price_การลดราคาพิเศษในช่วง
เทศกาล (special price in 

festival period) 

13.90 14.369 .784 .771 

price_สามารถต่อรองราคาได ้( 

Price bargain) 

13.47 13.292 .687 .796 

 

 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

17.17 22.213 4.713 5 
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Place- Reliability 

 

Scale: ALL VARIABLES 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.807 5 

 

 

Item Statistics 

 Mean Std. 

Deviation 

N 

place_ความน่าเช่ือถือ ของร้าน 

(Shop brand 

reputation) 

3.37 1.033 30 

place_การออกแบบตกแต่งร้าน
ท่ีสวยงาม (Design Store & 

Display) 

3.33 1.184 30 

place_ความน่าเช่ือถือของ
เวบ็ไซต(์Website brand 

reputation) 

3.47 1.224 30 

place_เดินทางไปสะดวก( 

Convenient to go) 

3.17 1.053 30 

place_ความสะดวกในขั้นตอน
การสัง่ซ้ือ (Convenience 

to ordering order) 

3.53 1.252 30 

Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 
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place_ความน่าเช่ือถือ ของร้าน 

(Shop brand 

reputation) 

13.50 14.397 .418 .817 

place_การออกแบบตกแต่งร้าน
ท่ีสวยงาม (Design Store & 

Display) 

13.53 13.499 .441 .815 

place_ความน่าเช่ือถือของ
เวบ็ไซต(์Website brand 

reputation) 

13.40 11.283 .724 .725 

place_เดินทางไปสะดวก( 

Convenient to go) 

13.70 12.010 .770 .719 

place_ความสะดวกในขั้นตอน
การสัง่ซ้ือ (Convenience 

to ordering order) 

13.33 11.678 .642 .754 

 

 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

16.87 18.740 4.329 5 

 

 

Promotion- Reliability 

 

 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 
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Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.815 5 

 

 

Item Statistics 

 Mean Std. 

Deviation 

N 

promotion_การลดราคา ( 

Discount) 

3.47 1.106 30 

promotion_การแจกของแถม 

(Premium) 

3.10 1.213 30 

promotion_การให้ค  าแนะน า/
ปรึกษาเก่ียวกบัผลิตภณัฑ ์( 

advice and consult the 

products) 

3.70 1.149 30 

promotion_การบริการหลงั
การขาย(After service) 

3.37 1.129 30 

promotion_การจดักิจกรรม
ให้ผูซ้ื้อมีส่วนร่วม เช่น การส่ง
ฉลากเพื่อชิงโชค (Have 

special event by 

competing for the prize 

such as Sweepstakes) 

3.57 1.431 30 

Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

promotion_การลดราคา ( 

Discount) 

13.73 16.064 .426 .826 

promotion_การแจกของแถม 

(Premium) 

14.10 14.162 .594 .781 

promotion_การให้ค  าแนะน า/
ปรึกษาเก่ียวกบัผลิตภณัฑ ์( 

advice and consult the 

products) 

13.50 13.776 .699 .751 

promotion_การบริการหลงั
การขาย(After service) 

13.83 13.454 .765 .732 
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promotion_การจดักิจกรรม
ให้ผูซ้ื้อมีส่วนร่วม เช่น การส่ง
ฉลากเพื่อชิงโชค (Have 

special event by 

competing for the prize 

such as Sweepstakes) 

13.63 13.068 .575 .794 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

17.20 21.062 4.589 5 

 

Bargain Hunting -Reliability 

 

 

Scale: ALL VARIABLES 

 

 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excluded
a
 0 .0 

Total 30 100.0 

a. Listwise deletion based on all 

variables in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.833 5 

 

 

Item Statistics 

 Mean Std. 

Deviation 

N 

result_ความตอ้งการอนุรักษ์
ส่ิงแวดลอ้ม/สตัว ์(Eco –

Consciousness) 

3.5000 1.27982 30 
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result_ความตอ้งการการ
ประหยดั(Frugality) 

2.9000 1.21343 30 

result_ตามกระแสแฟชัน่   

(Fashionable) 

3.5333 1.13664 30 

result_รักษาระดบัการยอมรับ
ฐานะทางสังคม (Need for 

status) 

3.3000 1.14921 30 

result_สภาพเศรษฐกิจใน
ปัจจุบนั ( Economic) 

2.7000 1.17884 30 

 

 

Item-Total Statistics 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

result_ความตอ้งการอนุรักษ์
ส่ิงแวดลอ้ม/สตัว ์(Eco –

Consciousness) 

12.4333 15.082 .461 .849 

result_ความตอ้งการการ
ประหยดั(Frugality) 

13.0333 13.826 .666 .789 

result_ตามกระแสแฟชัน่   

(Fashionable) 

12.4000 15.076 .559 .819 

result_รักษาระดบัการยอมรับ
ฐานะทางสังคม (Need for 

status) 

12.6333 13.551 .761 .763 

result_สภาพเศรษฐกิจใน
ปัจจุบนั ( Economic) 

13.2333 13.495 .741 .768 

 

 

Scale Statistics 

Mean Variance Std. 

Deviation 

N of 

Items 

15.9333 21.306 4.61581 5 
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The Result of Multinomial logistic analysis 

 

Likelihood Ratio Tests 

Effect 

Model 

Fitting 

Criteria Likelihood Ratio Tests 

-2 Log 

Likelihoo

d of 

Reduced 

Model 

Chi-

Square df Sig. 

factor_Bargain 562.656 102.690 12 .000 

factor_Product 487.411 27.445 10 .002 

factor_Price 525.800 65.834 12 .000 

factor_Place 572.666 112.701 12 .000 

factor_Promotio

n 

553.078 93.112 14 .000 

The chi-square statistic is the difference in -2 log-

likelihoods between the final model and a reduced model. 

The reduced model is formed by omitting an effect from 

the final model. The null hypothesis is that all parameters 

of that effect are 0. 

 

Parameter Estimates 

channel
a
 B 

Std. 

Error Wald df Sig. Exp(B) 

95% Confidence Interval 

for Exp(B) 

Lower Bound 

Upper 

Bound 

ออนไลน์ (On 

line) 

[factor_Bargai

n=0] 

-

3.398 

.000 . 1 . .033 .033 .033 

[factor_Bargai

n=2] 

14.53

9 

3836.

110 

.000 1 .997 2062321

.153 

.000 .
b
 

[factor_Bargai

n=3] 

-.480 1.358 .125 1 .724 .619 .043 8.863 

[factor_Bargai

n=4] 

-

5.736 

1.232 21.67

2 

1 .000 .003 .000 .036 
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[factor_Bargai

n=5] 

-

1.726 

.944 3.343 1 .067 .178 .028 1.132 

[factor_Bargai

n=6] 

-

1.731 

.888 3.800 1 .051 .177 .031 1.010 

[factor_Bargai

n=7] 

-

1.238 

.714 3.002 1 .083 .290 .072 1.176 

[factor_Produc

t=2] 

-

14.57

8 

9990.

762 

.000 1 .999 4.665E-

7 

.000 .
b
 

[factor_Produc

t=3] 

1.662 1.236 1.810 1 .178 5.272 .468 59.404 

[factor_Produc

t=4] 

.710 .732 .941 1 .332 2.034 .484 8.537 

[factor_Produc

t=5] 

.367 .759 .234 1 .629 1.444 .326 6.390 

[factor_Produc

t=6] 

-.995 .640 2.416 1 .120 .370 .105 1.297 

[factor_Produc

t=7] 

0
c
 . . 0 . . . . 

[factor_Price=

0] 

4.172 .000 . 1 . 64.840 64.840 64.840 

[factor_Price=

2] 

-

1.243 

1.160 1.149 1 .284 .288 .030 2.801 

[factor_Price=

3] 

-

21.23

0 

8352.

466 

.000 1 .998 6.024E-

10 

.000 .
b
 

[factor_Price=

4] 

-.897 .945 .901 1 .342 .408 .064 2.598 

[factor_Price=

5] 

1.636 .704 5.404 1 .020 5.133 1.293 20.383 

[factor_Price=

6] 

2.024 .699 8.382 1 .004 7.567 1.923 29.779 

[factor_Price=

7] 

0
c
 . . 0 . . . . 
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[factor_Place=

1] 

-

29.88

9 

6052.

322 

.000 1 .996 1.046E-

13 

.000 .
b
 

[factor_Place=

2] 

-

1.752 

6934.

493 

.000 1 1.000 .173 .000 .
b
 

[factor_Place=

3] 

3.678 1.240 8.802 1 .003 39.587 3.485 449.711 

[factor_Place=

4] 

1.744 .902 3.739 1 .053 5.722 .977 33.527 

[factor_Place=

5] 

-

3.655 

1.025 12.71

1 

1 .000 .026 .003 .193 

[factor_Place=

6] 

-.743 .901 .679 1 .410 .476 .081 2.784 

[factor_Place=

7] 

0
c
 . . 0 . . . . 

[factor_Promot

ion=0] 

-

34.60

0 

6300.

818 

.000 1 .996 9.410E-

16 

.000 .
b
 

[factor_Promot

ion=1] 

33.36

0 

7641.

789 

.000 1 .997 3.075E1

4 

.000 .
b
 

[factor_Promot

ion=2] 

-

16.99

8 

3642.

061 

.000 1 .996 4.146E-

8 

.000 .
b
 

[factor_Promot

ion=3] 

-.370 1.068 .120 1 .729 .691 .085 5.601 

[factor_Promot

ion=4] 

-.180 .723 .062 1 .803 .835 .203 3.444 

[factor_Promot

ion=5] 

3.295 .864 14.52

7 

1 .000 26.973 4.956 146.808 

[factor_Promot

ion=6] 

3.129 .731 18.32

8 

1 .000 22.861 5.456 95.787 

[factor_Promot

ion=7] 

0
c
 . . 0 . . . . 

หนา้ร้านปกติ [factor_Bargai

n=0] 

24.07

6 

7512.

791 

.000 1 .997 2.859E1

0 

.000 .
b
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(Off line) [factor_Bargai

n=2] 

3.239 1.987 2.657 1 .103 25.502 .519 1252.326 

[factor_Bargai

n=3] 

4.583 1.165 15.48

3 

1 .000 97.839 9.978 959.377 

[factor_Bargai

n=4] 

1.567 .864 3.284 1 .070 4.790 .880 26.070 

[factor_Bargai

n=5] 

1.622 .766 4.486 1 .034 5.065 1.129 22.733 

[factor_Bargai

n=6] 

1.233 .703 3.072 1 .080 3.431 .864 13.619 

[factor_Bargai

n=7] 

.460 .455 1.022 1 .312 1.583 .650 3.860 

[factor_Produc

t=2] 

.347 1.821 .036 1 .849 1.415 .040 50.182 

[factor_Produc

t=3] 

-

1.670 

1.087 2.361 1 .124 .188 .022 1.584 

[factor_Produc

t=4] 

.073 .685 .011 1 .916 1.075 .281 4.121 

[factor_Produc

t=5] 

-.993 .761 1.702 1 .192 .370 .083 1.647 

[factor_Produc

t=6] 

.634 .505 1.577 1 .209 1.886 .701 5.075 

[factor_Produc

t=7] 

0
c
 . . 0 . . . . 

[factor_Price=

0] 

19.58

3 

7512.

791 

.000 1 .998 3.198E8 .000 .
b
 

[factor_Price=

2] 

-

2.000 

1.203 2.764 1 .096 .135 .013 1.430 

[factor_Price=

3] 

-

2.875 

1.395 4.248 1 .039 .056 .004 .869 

[factor_Price=

4] 

.244 .692 .124 1 .724 1.277 .329 4.958 

[factor_Price=

5] 

.766 .619 1.529 1 .216 2.150 .639 7.236 

[factor_Price=

6] 

-

1.433 

.560 6.554 1 .010 .239 .080 .715 
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[factor_Price=

7] 

0
c
 . . 0 . . . . 

[factor_Place=

1] 

-

2.464 

1.547 2.538 1 .111 .085 .004 1.764 

[factor_Place=

2] 

-

23.43

8 

8007.

713 

.000 1 .998 6.625E-

11 

.000 .
b
 

[factor_Place=

3] 

-

1.973 

1.178 2.804 1 .094 .139 .014 1.400 

[factor_Place=

4] 

-

2.218 

.837 7.028 1 .008 .109 .021 .561 

[factor_Place=

5] 

-

2.366 

.780 9.192 1 .002 .094 .020 .433 

[factor_Place=

6] 

-

2.740 

.831 10.87

7 

1 .001 .065 .013 .329 

[factor_Place=

7] 

0
c
 . . 0 . . . . 

[factor_Promot

ion=0] 

1.020 1.430 .509 1 .476 2.773 .168 45.717 

[factor_Promot

ion=1] 

19.74

7 

6439.

694 

.000 1 .998 3.766E8 .000 .
b
 

[factor_Promot

ion=2] 

1.070 1.019 1.104 1 .293 2.916 .396 21.468 

[factor_Promot

ion=3] 

-.274 .873 .099 1 .753 .760 .137 4.209 

[factor_Promot

ion=4] 

1.219 .691 3.116 1 .078 3.385 .874 13.105 

[factor_Promot

ion=5] 

.333 .668 .248 1 .618 1.395 .377 5.160 

[factor_Promot

ion=6] 

.246 .653 .142 1 .707 1.279 .355 4.601 

[factor_Promot

ion=7] 

0
c
 . . 0 . . . . 

a. The reference category is: ทั้งสองอยา่ง (Both online and off line). 

b. Floating point overflow occurred while computing this statistic. Its value is therefore set to 

system missing. 
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c. This parameter is set to zero because it is redundant. 

 

The Result of  Factor Analysis 

 

Total Variance Explained 

Co

mpo

nent 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % Total 

% of 

Variance 

Cumulati

ve % 

1 8.471 33.884 33.884 8.471 33.884 33.884 5.028 20.112 20.112 

2 2.276 9.104 42.988 2.276 9.104 42.988 2.453 9.813 29.925 

3 1.552 6.207 49.195 1.552 6.207 49.195 2.447 9.790 39.715 

4 1.387 5.549 54.744 1.387 5.549 54.744 2.262 9.046 48.761 

5 1.222 4.890 59.634 1.222 4.890 59.634 1.661 6.646 55.407 

6 1.113 4.454 64.088 1.113 4.454 64.088 1.629 6.517 61.924 

7 1.004 4.016 68.104 1.004 4.016 68.104 1.545 6.180 68.104 

8 .876 3.505 71.609       

9 .796 3.183 74.792       

10 .755 3.020 77.812       

11 .628 2.512 80.324       

12 .611 2.444 82.768       

13 .527 2.106 84.874       

14 .510 2.041 86.915       

15 .498 1.991 88.906       

16 .431 1.726 90.632       

17 .413 1.654 92.286       

18 .390 1.560 93.846       

19 .351 1.402 95.248       

20 .290 1.158 96.407       

21 .264 1.057 97.463       

22 .241 .964 98.427       

23 .148 .590 99.017       

24 .141 .565 99.582       

25 .105 .418 100.000       

Extraction Method: Principal Component Analysis. 
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Rotated Component Matrix
a
 

 Component 

 1 2 3 4 5 6 7 

product_คุณภาพของ
สินคา้ 

.728 -.154 .044 .397 .077 .083 .022 

product_หลากหลาย ของ
รุ่น  แบบ  และขนาด 

.260 -.018 .148 .810 .190 .118 -.053 

product_ ความ
หลากหลายของตราสินคา้ 

.203 .225 .098 .832 .087 .081 -.056 

product_ช่ือเสียงของตรา
สินคา้ ( Brand 

Reputation) 

.491 .075 .114 .209 .024 .306 -.552 

product_ความสะอาดและ
ความใหม่ของผลิตภณัฑ ์( 

Look New & 

Cleanliness) 

.693 .368 .033 .291 -.084 -.063 -.025 

price_ราคาสมเหตุสมผล

(Reasonable) 

.652 .083 .227 .403 .002 -.090 .108 

price_สามารถแบ่งช าระ

(Divide payment) 

.064 .212 .771 .177 .187 .200 .194 

price_ความชดัเจนในการ
แสดงราคาสินคา้ (Clear 

price indication) 

.569 .115 .372 -.006 .158 -.003 -.361 

price_การลดราคาพิเศษ
ในช่วงเทศกาล (special 

price in festival 

period) 

.267 .112 .774 .174 -.142 -.112 .081 

price_สามารถต่อรองราคา
ได ้( Price bargain) 

.578 .329 .121 .221 .150 .149 .050 

place_ความน่าเช่ือถือ ของ
ร้าน (Shop brand 

reputation) 

.759 .295 .035 .299 .118 -.018 .056 

place_การออกแบบตกแต่ง
ร้านท่ีสวยงาม (Design 

Store & Display) 

.016 .289 -.065 .141 .735 .037 .090 



136 
 

place_ความน่าเช่ือถือของ
เวบ็ไซต(์Website 

brand reputation) 

.236 -.006 .235 .108 .773 .074 .011 

place_เดินทางไปสะดวก( 

Convenient to go) 

.626 -.053 .388 .029 .221 -.018 .074 

place_ความสะดวกใน
ขั้นตอนการสัง่ซ้ือ 

(Convenience to 

ordering order) 

.650 .218 .112 -.141 .164 .209 -.024 

promotion_การลดราคา 

( Discount) 

.574 .390 .217 .294 .151 .064 .285 

promotion_การแจกของ
แถม (Premium) 

.223 .314 .550 -.023 .200 .287 .141 

promotion_การให้
ค  าแนะน า/ปรึกษาเก่ียวกบั
ผลิตภณัฑ ์( advice and 

consult the 

products) 

.292 .564 .295 .026 .231 .130 -.026 

promotion_การบริการ
หลงัการขาย(After 

service) 

.468 .730 .024 -.034 .099 .054 -.019 

promotion_การจดั
กิจกรรมให้ผูซ้ื้อมีส่วนร่วม 

เช่น การส่งฉลากเพ่ือชิงโชค 

(Have special event 

by competing for 

the prize such as 

Sweepstakes) 

.054 .540 .369 .140 .196 -.123 .318 

result_ความตอ้งการ
อนุรักษส่ิ์งแวดลอ้ม/สตัว ์

(Eco –

Consciousness) 

.179 .073 .240 .013 .192 .460 .469 

result_ความตอ้งการการ
ประหยดั(Frugality) 

.154 .055 .299 -.035 .050 .179 .764 

result_ตามกระแสแฟชัน่   

(Fashionable) 

.024 .087 .003 .130 .055 .850 .055 
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result_ตอ้งการการยอมรับ
ฐานะทางสังคม (Need for 

status) 

.053 .603 .216 .268 -.022 .395 -.067 

result_ตามสภาพเศรษฐกิจ
ในปัจจุบนั (Economic) 

.563 .244 .108 -.129 -.258 .356 .118 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 11 iterations. 

 

The result of  Crosstabs 

 

Case Processing Summary 

 Cases 

 Valid Missing Total 

 

N 

Percen

t N Percent N Percent 

channel * Gender 400 100.0

% 

0 .0% 400 100.0

% 

channel * Status 400 100.0

% 

0 .0% 400 100.0

% 

channel * Age 400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Nationality 

400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Education 

400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Occupation 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Salary 400 100.0

% 

0 .0% 400 100.0

% 

channel * Who 

influent 

400 100.0

% 

0 .0% 400 100.0

% 

channel * intend 

to buy next year 

400 100.0

% 

0 .0% 400 100.0

% 

channel * same 

brand  

400 100.0

% 

0 .0% 400 100.0

% 
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channel * ever 

bought copied 

brand 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Web 

board 

400 100.0

% 

0 .0% 400 100.0

% 

channel * friends 400 100.0

% 

0 .0% 400 100.0

% 

channel * Website 400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Specialist 

400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Shoppiing Online 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Family 400 100.0

% 

0 .0% 400 100.0

% 

channel * Specific 

Website 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Other 400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Traveling within 

Thailand 

400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Traveling foreign 

country 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Training 

special course 

400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Listening Music 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Seeing 

Movie 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Reading 400 100.0

% 

0 .0% 400 100.0

% 

channel * Internet 400 100.0

% 

0 .0% 400 100.0

% 

channel * Spa 400 100.0

% 

0 .0% 400 100.0

% 
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channel * 

Shoppiing 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Other 400 100.0

% 

0 .0% 400 100.0

% 

channel * 

Paragon/Emporiu

m 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Central 400 100.0

% 

0 .0% 400 100.0

% 

channel * The 

Mall 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Fitness 400 100.0

% 

0 .0% 400 100.0

% 

channel * Park 400 100.0

% 

0 .0% 400 100.0

% 

channel * Pub & 

Restaurant 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Coffee 

shop 

400 100.0

% 

0 .0% 400 100.0

% 

channel * Other 400 100.0

% 

0 .0% 400 100.0

% 

channel * goal life 400 100.0

% 

0 .0% 400 100.0

% 

 

 

channel * Gender Crosstabulation 

Count 

  Gender 

Total   ชาย (Male) หญิง (Female) 

channel ออนไลน์ (On line) 46 63 109 

หนา้ร้านปกติ (Off line) 40 89 129 

ทั้งสองอยา่ง (Both online 

and off line) 

19 143 162 

Total 105 295 400 
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Channel * Status Crosstabulation 

Count 

  Status 

Total 

  

โสด

(Single) 

แต่งงาน 

(Married) 

หยา่ร้าง 

(Divorce

d) 

เป็นหมา้ย 

(Widowe

d) 

chann

el 

ออนไลน์ (On line) 64 39 6 0 109 

หนา้ร้านปกติ (Off 

line) 

101 23 0 5 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

130 32 0 0 162 

Total 295 94 6 5 400 

 

channel * Age Crosstabulation 

Count 

  Age 

Total 

  ต ่ากวา่ 18 

ปี 

18-24 

ปี 

25-34 

ปี 

35-44 

ปี 

อาย ุ45 ปีข้ึน
ไป 

chann

el 

ออนไลน์ (On line) 3 30 38 32 6 109 

หนา้ร้านปกติ (Off 

line) 

4 61 44 10 10 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

5 57 62 32 6 162 

Total 12 148 144 74 22 400 

 

channel * Nationality Crosstabulation 

Count 

  Nationality 

Total   ไทย (Thai) จีน (Chinese) 

channel ออนไลน์ (On line) 105 4 109 

หนา้ร้านปกติ (Off line) 124 5 129 
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ทั้งสองอยา่ง (Both online 

and off line) 

159 3 162 

Total 388 12 400 

channel * Education Crosstabulation 

Count 

  Education 

Total 

  ต ่ากวา่มธัยม
ปลาย

(Below 

High 

school) 

ปริญญาตรี 

(Bachelor 

degree) 

มธัยมศึกษา
ตอนปลาย/

ปวช (High 

school) 

ปริญญาโท 

(Master 

degree) 

อนุปริญญา/
ปวส 

(Diploma

/ College) 

chann

el 

ออนไลน์ (On line) 7 48 6 48 0 109 

หนา้ร้านปกติ (Off 

line) 

5 89 0 32 3 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

0 99 3 45 15 162 

Total 12 236 9 125 18 400 

 

channel * Occupation Crosstabulation 

Count 

  Occupation 

Total 

  

ธุรกิจ
ส่วนตวั

(Owner 

Busines

s) 

พอ่บา้น/

แม่บา้น 

(House

wife) 

นกัเรียน, 

นกัศึกษา 

(Studen

t) 

พนกังาน
บริษทัเอชน 

(Full 

time 

workin

g) 

รับราชการ/
รัฐวิสาหกิจ

(Gover

nment 

Workin

g) 

รับจา้งอิสระ 

(Freela

nce) 

อ่ืนๆ 

(Others

) 

chan

nel 

ออนไลน์ (On 

line) 

42 3 30 20 11 3 0 109 

หนา้ร้านปกติ (Off 

line) 

15 0 42 53 19 0 0 129 

ทั้งสองอยา่ง 

(Both online 

and off line) 

24 0 52 43 32 8 3 162 

Total 81 3 124 116 62 11 3 400 
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channel * Salary Crosstabulation 

Count 

  Salary 

Total 

  ต ่ากวา่ 

15,000 

บาท 

(Below 

15,000) 

15,001-

30,000 

บาท 

(THB) 

30,000-

50,000

บาท

 (

THB) 

50,001-

80,000 

บาท(THB) 

80,001-

100,000 

บาท(THB) 

chann

el 

ออนไลน์ (On line) 43 26 31 9 0 109 

หนา้ร้านปกติ (Off 

line) 

41 57 16 10 5 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

56 68 27 10 1 162 

Total 140 151 74 29 6 400 

 

 

channel * Who influent Crosstabulation 

Count 

  Who influent 

Total 

  

Friend 

Stars and 

Celebritie

s 

Famil

y 

Adverti

sing 

Mysel

f 

chann

el 

ออนไลน์ (On line) 46 31 9 10 13 109 

หนา้ร้านปกติ (Off 

line) 

63 20 8 14 24 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

67 43 5 17 30 162 

Total 176 94 22 41 67 400 
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channel * intend to buy next year Crosstabulation 

Count 

  intend to buy 

next year 

Total   Yes No 

channe

l 

ออนไลน์ (On line) 95 14 109 

หนา้ร้านปกติ (Off line) 102 27 129 

ทั้งสองอยา่ง (Both 

online and off line) 

120 42 162 

Total 317 83 400 

 

channel * same brand  Crosstabulation 

Count 

  same brand  

Total 

  

Yes, same 

brand 

No, not 

buy same 

brand in 

next time 

Maybe buy 

same brand 

again 

channe

l 

ออนไลน์ (On line) 45 12 52 109 

หนา้ร้านปกติ (Off line) 51 31 47 129 

ทั้งสองอยา่ง (Both 

online and off line) 

66 39 57 162 

Total 162 82 156 400 

 

channel * ever bought copied brand Crosstabulation 

Count 

  ever bought copied 

brand 

Total   Yes No 

channel ออนไลน์ (On line) 79 30 109 

หนา้ร้านปกติ (Off line) 78 51 129 
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ทั้งสองอยา่ง (Both online 

and off line) 

109 53 162 

Total 266 134 400 

 

channel * Web board Crosstabulation 

Count 

  Web board 

Total   yes no 

channel ออนไลน์ (On line) 23 86 109 

หนา้ร้านปกติ (Off line) 30 99 129 

ทั้งสองอยา่ง (Both online 

and off line) 

41 121 162 

Total 94 306 400 

 

channel * friends Crosstabulation 

Count 

  friends 

Total   yes no 

channel ออนไลน์ (On line) 32 77 109 

หนา้ร้านปกติ (Off line) 62 67 129 

ทั้งสองอยา่ง (Both online 

and off line) 

98 64 162 

Total 192 208 400 

 

channel * Website Crosstabulation 

Count 

  Website 

Total   yes no 

channel ออนไลน์ (On line) 60 49 109 

หนา้ร้านปกติ (Off line) 52 77 129 

ทั้งสองอยา่ง (Both online 

and off line) 

62 100 162 

Total 174 226 400 
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channel * Specialist Crosstabulation 

Count 

  Specialist 

Total   yes no 

channel ออนไลน์ (On line) 11 98 109 

หนา้ร้านปกติ (Off line) 11 118 129 

ทั้งสองอยา่ง (Both online 

and off line) 

22 140 162 

Total 44 356 400 

 

 

 

 

channel * Shoppiing Online Crosstabulation 

Count 

  Shoppiing Online 

Total   yes no 

channel ออนไลน์ (On line) 32 77 109 

หนา้ร้านปกติ (Off line) 31 98 129 

ทั้งสองอยา่ง (Both online 

and off line) 

82 80 162 

Total 145 255 400 

 

 

channel * Family Crosstabulation 

Count 

  Family 

Total   yes no 

channel ออนไลน์ (On line) 22 87 109 

หนา้ร้านปกติ (Off line) 18 111 129 

ทั้งสองอยา่ง (Both online 

and off line) 

9 153 162 

Total 49 351 400 
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channel * Specific Website Crosstabulation 

Count 

  Specific Website 

Total   yes no 

channel ออนไลน์ (On line) 4 105 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

11 151 162 

Total 15 385 400 

 

 

channel * Other Crosstabulation 

Count 

  Other 

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

162 162 

Total 400 400 

 

 

channel * Traveling within Thailand Crosstabulation 

Count 

  Traveling within 

Thailand 

Total   yes no 

channel ออนไลน์ (On line) 54 55 109 

หนา้ร้านปกติ (Off line) 46 83 129 

ทั้งสองอยา่ง (Both online 

and off line) 

88 74 162 

Total 188 212 400 
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channel * Traveling foreign country Crosstabulation 

Count 

  Traveling foreign 

country 

Total   yes no 

channel ออนไลน์ (On line) 27 82 109 

หนา้ร้านปกติ (Off line) 45 84 129 

ทั้งสองอยา่ง (Both online 

and off line) 

31 131 162 

Total 103 297 400 

 

 

channel * Training special course Crosstabulation 

Count 

  Training special 

course 

Total   yes no 

channel ออนไลน์ (On line) 10 99 109 

หนา้ร้านปกติ (Off line) 10 119 129 

ทั้งสองอยา่ง (Both online 

and off line) 

11 151 162 

Total 31 369 400 

 

 

channel * Listening Music Crosstabulation 

Count 

  Listening Music 

Total   yes no 

channel ออนไลน์ (On line) 36 73 109 

หนา้ร้านปกติ (Off line) 39 90 129 

ทั้งสองอยา่ง (Both online 

and off line) 

73 89 162 

Total 148 252 400 
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channel * Seeing Movie Crosstabulation 

Count 

  Seeing Movie 

Total   yes no 

channel ออนไลน์ (On line) 37 72 109 

หนา้ร้านปกติ (Off line) 72 57 129 

ทั้งสองอยา่ง (Both online 

and off line) 

76 86 162 

Total 185 215 400 

 

 

channel * Reading Crosstabulation 

Count 

  Reading 

Total   yes no 

channel ออนไลน์ (On line) 28 81 109 

หนา้ร้านปกติ (Off line) 37 92 129 

ทั้งสองอยา่ง (Both online 

and off line) 

32 130 162 

Total 97 303 400 

 

 

channel * Internet Crosstabulation 

Count 

  Internet 

Total   yes no 

channel ออนไลน์ (On line) 40 69 109 

หนา้ร้านปกติ (Off line) 67 62 129 

ทั้งสองอยา่ง (Both online 

and off line) 

74 88 162 

Total 181 219 400 
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channel * Spa Crosstabulation 

Count 

  Spa 

Total   yes no 

channel ออนไลน์ (On line) 11 98 109 

หนา้ร้านปกติ (Off line) 33 96 129 

ทั้งสองอยา่ง (Both online 

and off line) 

27 135 162 

Total 71 329 400 

 

 

 

channel * Shoppiing Crosstabulation 

Count 

  Shoppiing 

Total   yes no 

channel ออนไลน์ (On line) 28 81 109 

หนา้ร้านปกติ (Off line) 39 90 129 

ทั้งสองอยา่ง (Both online 

and off line) 

57 105 162 

Total 124 276 400 

 

 

channel * Other Crosstabulation 

Count 

  Other 

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

162 162 

Total 400 400 
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channel * Paragon/Emporium Crosstabulation 

Count 

  Paragon/Emporium 

Total   yes no 

channel ออนไลน์ (On line) 67 42 109 

หนา้ร้านปกติ (Off line) 64 65 129 

ทั้งสองอยา่ง (Both online 

and off line) 

73 89 162 

Total 204 196 400 

 

 

channel * Central Crosstabulation 

Count 

  Central 

Total   yes no 

channel ออนไลน์ (On line) 35 74 109 

หนา้ร้านปกติ (Off line) 91 38 129 

ทั้งสองอยา่ง (Both online 

and off line) 

117 45 162 

Total 243 157 400 

 

 

channel * The Mall Crosstabulation 

Count 

  The Mall 

Total   yes no 

channel ออนไลน์ (On line) 35 74 109 

หนา้ร้านปกติ (Off line) 48 81 129 

ทั้งสองอยา่ง (Both online and 

off line) 

52 110 162 

Total 135 265 400 
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channel * Fitness Crosstabulation 

Count 

  Fitness 

Total   yes no 

channel ออนไลน์ (On line) 15 94 109 

หนา้ร้านปกติ (Off line) 18 111 129 

ทั้งสองอยา่ง (Both online and 

off line) 

32 130 162 

Total 65 335 400 

 

 

 

 

channel * Park Crosstabulation 

Count 

  Park 

Total   yes no 

channel ออนไลน์ (On line) 10 99 109 

หนา้ร้านปกติ (Off line) 9 120 129 

ทั้งสองอยา่ง (Both online and 

off line) 

25 137 162 

Total 44 356 400 

 

 

channel * Pub & Restaurant Crosstabulation 

Count 

  Pub & Restaurant 

Total   yes no 

channel ออนไลน์ (On line) 9 100 109 

หนา้ร้านปกติ (Off line) 34 95 129 

ทั้งสองอยา่ง (Both online and 

off line) 

16 146 162 

Total 59 341 400 
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channel * Coffee shop Crosstabulation 

Count 

  Coffee shop 

Total   yes no 

channel ออนไลน์ (On line) 21 88 109 

หนา้ร้านปกติ (Off line) 33 96 129 

ทั้งสองอยา่ง (Both online and 

off line) 

22 140 162 

Total 76 324 400 

 

 

channel * Other Crosstabulation 

Count 

  Other 

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online and 

off line) 

162 162 

Total 400 400 
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channel * goal life Crosstabulation 

Count 

  goal life 

Total 

  

successful 

in 

workiing 

Wealt

hy 

True 

Love 

Happy & 

Warm 

Family 

Good 

Health 

Happy & 

self-

sufficienc

y Other 

chann

el 

ออนไลน์ (On line) 32 19 25 10 7 16 0 109 

หนา้ร้านปกติ (Off 

line) 

49 24 23 20 9 4 0 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

62 13 10 27 21 26 3 162 

Total 143 56 58 57 37 46 3 400 

 

Crosstabs 

Case Processing Summary 

 Cases 

 Valid Missing Total 

 N Percent N Percent N Percent 

channel * Louis Vuitton 400 100.0% 0 .0% 400 100.0% 

channel * Channel 400 100.0% 0 .0% 400 100.0% 

channel * Gucci 400 100.0% 0 .0% 400 100.0% 

channel * Prada 400 100.0% 0 .0% 400 100.0% 

channel * Hermes 400 100.0% 0 .0% 400 100.0% 

channel * Burberry 400 100.0% 0 .0% 400 100.0% 

channel * Marc Jacobs 400 100.0% 0 .0% 400 100.0% 

channel * Balenciaga 400 100.0% 0 .0% 400 100.0% 

channel * Paul Smith 400 100.0% 0 .0% 400 100.0% 

channel * Mulberry 400 100.0% 0 .0% 400 100.0% 

channel * Chole 400 100.0% 0 .0% 400 100.0% 

channel * Versace 400 100.0% 0 .0% 400 100.0% 

channel * Yves Saint 

Laurant 

400 100.0% 0 .0% 400 100.0% 

channel * Fendi 400 100.0% 0 .0% 400 100.0% 
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channel * Miu Miu 400 100.0% 0 .0% 400 100.0% 

channel * Jimmy Choo 400 100.0% 0 .0% 400 100.0% 

channel * Lanvin 400 100.0% 0 .0% 400 100.0% 

channel * Bally 400 100.0% 0 .0% 400 100.0% 

channel * Valentino 400 100.0% 0 .0% 400 100.0% 

channel * Dolce 

&Gabbana 

400 100.0% 0 .0% 400 100.0% 

channel * Christian Dior 400 100.0% 0 .0% 400 100.0% 

channel * Celine 400 100.0% 0 .0% 400 100.0% 

channel * Loewe 400 100.0% 0 .0% 400 100.0% 

channel * Emilio Pucci 400 100.0% 0 .0% 400 100.0% 

channel * Savatore 

Ferragamo 

400 100.0% 0 .0% 400 100.0% 

channel * Emporio 

Armani 

400 100.0% 0 .0% 400 100.0% 

channel * Aigner 400 100.0% 0 .0% 400 100.0% 

channel * Maxmara 400 100.0% 0 .0% 400 100.0% 

channel * 

BotenegaZegna 

400 100.0% 0 .0% 400 100.0% 

channel * Givenchy 400 100.0% 0 .0% 400 100.0% 

channel * Shanghai 

Tang 

400 100.0% 0 .0% 400 100.0% 

channel * Kenzo 400 100.0% 0 .0% 400 100.0% 

channel * Tod’s 400 100.0% 0 .0% 400 100.0% 

channel * Marni 400 100.0% 0 .0% 400 100.0% 

channel * Other. อ่ืนๆระบุ 

Please identify  

400 100.0% 0 .0% 400 100.0% 

channel * many times  400 100.0% 0 .0% 400 100.0% 

channel * In average , 

how much do you spend 

each time on purchasing 

second hand hi-end 

brand name item  

400 100.0% 0 .0% 400 100.0% 

channel * Belt 400 100.0% 0 .0% 400 100.0% 

channel * Decorations 400 100.0% 0 .0% 400 100.0% 

channel * Watch 400 100.0% 0 .0% 400 100.0% 
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channel * Bag 400 100.0% 0 .0% 400 100.0% 

channel * Shoes 400 100.0% 0 .0% 400 100.0% 

channel * Other 400 100.0% 0 .0% 400 100.0% 

channel * Who influent 400 100.0% 0 .0% 400 100.0% 

channel * intend to buy 

next year 

400 100.0% 0 .0% 400 100.0% 

channel * same brand  400 100.0% 0 .0% 400 100.0% 

channel * ever bought 

copied brand 

400 100.0% 0 .0% 400 100.0% 

channel * Web board 400 100.0% 0 .0% 400 100.0% 

channel * friends 400 100.0% 0 .0% 400 100.0% 

channel * Website 400 100.0% 0 .0% 400 100.0% 

channel * Specialist 400 100.0% 0 .0% 400 100.0% 

channel * Shoppiing 

Online 

400 100.0% 0 .0% 400 100.0% 

channel * Family 400 100.0% 0 .0% 400 100.0% 

channel * Specific 

Website 

400 100.0% 0 .0% 400 100.0% 

channel * Other 400 100.0% 0 .0% 400 100.0% 

 

 

 

channel * Louis Vuitton Crosstabulation 

Count 

  Louis Vuitton 

Total   yes no 

channel ออนไลน์ (On line) 26 83 109 

หนา้ร้านปกติ (Off line) 87 42 129 

ทั้งสองอยา่ง (Both online 

and off line) 

91 71 162 

Total 204 196 400 
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channel * Channel Crosstabulation 

Count 

  Channel 

Total   yes no 

channel ออนไลน์ (On line) 17 92 109 

หนา้ร้านปกติ (Off line) 79 50 129 

ทั้งสองอยา่ง (Both online 

and off line) 

70 92 162 

Total 166 234 400 

 

channel * Gucci Crosstabulation 

Count 

  Gucci 

Total   yes no 

channel ออนไลน์ (On line) 23 86 109 

หนา้ร้านปกติ (Off line) 75 54 129 

ทั้งสองอยา่ง (Both online 

and off line) 

64 98 162 

Total 162 238 400 

 

channel * Prada Crosstabulation 

Count 

  Prada 

Total   yes no 

channel ออนไลน์ (On line) 33 76 109 

หนา้ร้านปกติ (Off line) 49 80 129 

ทั้งสองอยา่ง (Both online 

and off line) 

82 80 162 

Total 164 236 400 
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channel * Hermes Crosstabulation 

Count 

  Hermes 

Total   yes no 

channel ออนไลน์ (On line) 8 101 109 

หนา้ร้านปกติ (Off line) 34 95 129 

ทั้งสองอยา่ง (Both online 

and off line) 

31 131 162 

Total 73 327 400 

 

channel * Burberry Crosstabulation 

Count 

  Burberry 

Total   yes no 

channel ออนไลน์ (On line) 13 96 109 

หนา้ร้านปกติ (Off line) 24 105 129 

ทั้งสองอยา่ง (Both online 

and off line) 

30 132 162 

Total 67 333 400 

 

 

channel * Marc Jacobs Crosstabulation 

Count 

  Marc Jacobs 

Total   yes no 

channel ออนไลน์ (On line) 12 97 109 

หนา้ร้านปกติ (Off line) 33 96 129 

ทั้งสองอยา่ง (Both online 

and off line) 

18 144 162 

Total 63 337 400 

 



158 
 

 

 

channel * Balenciaga Crosstabulation 

Count 

  Balenciaga 

Total   yes no 

channel ออนไลน์ (On line) 0 109 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

19 143 162 

Total 19 381 400 

 

 

channel * Paul Smith Crosstabulation 

Count 

  Paul Smith 

Total   yes no 

channel ออนไลน์ (On line) 14 95 109 

หนา้ร้านปกติ (Off line) 17 112 129 

ทั้งสองอยา่ง (Both online 

and off line) 

26 136 162 

Total 57 343 400 

 

 

channel * Mulberry Crosstabulation 

Count 

  Mulberry 

Total   yes no 

channel ออนไลน์ (On line) 5 104 109 

หนา้ร้านปกติ (Off line) 24 105 129 

ทั้งสองอยา่ง (Both online 

and off line) 

20 142 162 

Total 49 351 400 
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channel * Chole Crosstabulation 

Count 

  Chole 

Total   yes no 

channel ออนไลน์ (On line) 12 97 109 

หนา้ร้านปกติ (Off line) 3 126 129 

ทั้งสองอยา่ง (Both online 

and off line) 

8 154 162 

Total 23 377 400 

 

 

channel * Versace Crosstabulation 

Count 

  Versace 

Total   yes no 

channel ออนไลน์ (On line) 0 109 109 

หนา้ร้านปกติ (Off line) 8 121 129 

ทั้งสองอยา่ง (Both online 

and off line) 

13 149 162 

Total 21 379 400 

 

 

 

channel * Yves Saint Laurant Crosstabulation 

Count 

  Yves Saint Laurant 

Total   yes no 

channel ออนไลน์ (On line) 5 104 109 

หนา้ร้านปกติ (Off line) 5 124 129 

ทั้งสองอยา่ง (Both online 

and off line) 

21 141 162 

Total 31 369 400 
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channel * Fendi Crosstabulation 

Count 

  Fendi 

Total   yes no 

channel ออนไลน์ (On line) 11 98 109 

หนา้ร้านปกติ (Off line) 20 109 129 

ทั้งสองอยา่ง (Both online 

and off line) 

17 145 162 

Total 48 352 400 

 

 

channel * Miu Miu Crosstabulation 

Count 

  Miu Miu 

Total   yes no 

channel ออนไลน์ (On line) 12 97 109 

หนา้ร้านปกติ (Off line) 13 116 129 

ทั้งสองอยา่ง (Both online 

and off line) 

18 144 162 

Total 43 357 400 

 

 

 

channel * Jimmy Choo Crosstabulation 

Count 

  Jimmy Choo 

Total   yes no 

channel ออนไลน์ (On line) 10 99 109 

หนา้ร้านปกติ (Off line) 13 116 129 

ทั้งสองอยา่ง (Both online 

and off line) 

30 132 162 

Total 53 347 400 
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channel * Lanvin Crosstabulation 

Count 

  Lanvin 

Total   yes no 

channel ออนไลน์ (On line) 5 104 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

19 143 162 

Total 24 376 400 

 

 

channel * Bally Crosstabulation 

Count 

  Bally 

Total   yes no 

channel ออนไลน์ (On line) 3 106 109 

หนา้ร้านปกติ (Off line) 31 98 129 

ทั้งสองอยา่ง (Both online 

and off line) 

17 145 162 

Total 51 349 400 

 

 

channel * Valentino Crosstabulation 

Count 

  Valentino 

Total   yes no 

channel ออนไลน์ (On line) 9 100 109 

หนา้ร้านปกติ (Off line) 13 116 129 

ทั้งสองอยา่ง (Both online 

and off line) 

13 149 162 

Total 35 365 400 
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channel * Dolce &Gabbana Crosstabulation 

Count 

  Dolce &Gabbana 

Total   yes no 

channel ออนไลน์ (On line) 3 106 109 

หนา้ร้านปกติ (Off line) 14 115 129 

ทั้งสองอยา่ง (Both online 

and off line) 

11 151 162 

Total 28 372 400 

Channel * Christian Dior Crosstabulation 

Count 

  Christian Dior 

Total   yes no 

channel ออนไลน์ (On line) 3 106 109 

หนา้ร้านปกติ (Off line) 7 122 129 

ทั้งสองอยา่ง (Both online 

and off line) 

23 139 162 

Total 33 367 400 

 

channel * Celine Crosstabulation 

Count 

  Celine 

Total   yes no 

channel ออนไลน์ (On line) 5 104 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

12 150 162 

Total 17 383 400 
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channel * Loewe Crosstabulation 

Count 

  Loewe 

Total   yes no 

channel ออนไลน์ (On line) 4 105 109 

หนา้ร้านปกติ (Off line) 6 123 129 

ทั้งสองอยา่ง (Both online 

and off line) 

3 159 162 

Total 13 387 400 

 

 

channel * Emilio Pucci Crosstabulation 

Count 

  Emilio Pucci 

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

162 162 

Total 400 400 

channel * Savatore Ferragamo Crosstabulation 

Count 

  Savatore Ferragamo 

Total   yes no 

channel ออนไลน์ (On line) 3 106 109 

หนา้ร้านปกติ (Off line) 5 124 129 

ทั้งสองอยา่ง (Both online 

and off line) 

5 157 162 

Total 13 387 400 
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channel * Emporio Armani Crosstabulation 

Count 

  Emporio Armani 

Total   yes no 

channel ออนไลน์ (On line) 8 101 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

6 156 162 

Total 14 386 400 

 

 

channel * Aigner Crosstabulation 

Count 

  Aigner 

Total   yes no 

channel ออนไลน์ (On line) 15 94 109 

หนา้ร้านปกติ (Off line) 10 119 129 

ทั้งสองอยา่ง (Both online 

and off line) 

14 148 162 

Total 39 361 400 

 

channel * Maxmara Crosstabulation 

Count 

  Maxmara 

Total   yes no 

channel ออนไลน์ (On line) 5 104 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

0 162 162 

Total 5 395 400 
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channel * BotenegaZegna Crosstabulation 

Count 

  BotenegaZegna 

Total   yes no 

channel ออนไลน์ (On line) 0 109 109 

หนา้ร้านปกติ (Off line) 10 119 129 

ทั้งสองอยา่ง (Both online 

and off line) 

5 157 162 

Total 15 385 400 

 

channel * Givenchy Crosstabulation 

Count 

  Givenchy 

Total   yes no 

channel ออนไลน์ (On line) 5 104 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

10 152 162 

Total 15 385 400 

 

 

channel * Shanghai Tang Crosstabulation 

Count 

  Shanghai Tang 

Total   yes no 

channel ออนไลน์ (On line) 0 109 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

1 161 162 

Total 1 399 400 
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channel * Kenzo Crosstabulation 

Count 

  Kenzo 

Total   yes no 

channel ออนไลน์ (On line) 10 99 109 

หนา้ร้านปกติ (Off line) 5 124 129 

ทั้งสองอยา่ง (Both online 

and off line) 

5 157 162 

Total 20 380 400 

 

channel * Tod’s Crosstabulation 

Count 

  Tod’s 

Total   yes no 

channel ออนไลน์ (On line) 0 109 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

15 147 162 

Total 15 385 400 

 

channel * Marni Crosstabulation 

Count 

  Marni 

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

162 162 

Total 400 400 
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channel * Other. อืน่ๆระบุ Please identify  Crosstabulation 

Count 

  Other. อ่ืนๆระบุ 

Please 

identify  

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online 

and off line) 

162 162 

Total 400 400 

 

 

channel * many times  Crosstabulation 

Count 

  many times  

Total 

  2-3คร้ังต่อ
สปัดาห์

 (

2-3 per 

week) 

สปัดาห์ละ
คร้ัง (one 

a week) 

เดือนละคร้ัง 

(one a 

month) 

3-5 คร้ังต่อ
เดือน (3-5 

per 

month) 

2 คร้ังต่อ ปี  

(2 timer 

per year) 

ปีละคร้ัง 

(one a 

year) 

chan

nel 

ออนไลน์ (On 

line) 

3 17 4 14 16 55 109 

หนา้ร้านปกติ (Off 

line) 

0 3 18 8 54 46 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

0 14 8 11 55 74 162 

Total 3 34 30 33 125 175 400 
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channel * In average , how much do you spend each time on 

purchasing second hand hi-end brand name item  Crosstabulation 

Count 

  In average , how much do you spend each 

time on purchasing second hand hi-end 

brand name item  

Total 

  

ต ่ากวา่ 
10,000บาท 

(THB) 

10,000-

30,000 

บาท 

(THB) 

30,001-

50,000 

บาท 

(THB) 

50,001-

100,000 

บาท 

(THB) 

chann

el 

ออนไลน์ (On line) 33 54 14 8 109 

หนา้ร้านปกติ (Off 

line) 

42 64 15 8 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

88 58 16 0 162 

Total 163 176 45 16 400 

 

channel * Belt Crosstabulation 

Count 

  Belt 

Total   yes No 

channel ออนไลน์ (On line) 19 90 109 

หนา้ร้านปกติ (Off line) 40 89 129 

ทั้งสองอยา่ง (Both online and 

off line) 

10 152 162 

Total 69 331 400 
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Count                  Channel * Decorations Crosstabulation 

  Decorations 

Total   yes no 

channel ออนไลน์ (On line) 23 86 109 

หนา้ร้านปกติ (Off line) 17 112 129 

ทั้งสองอยา่ง (Both online and off 

line) 

35 127 162 

Total 75 325 400 

 

 

 

 

channel * Watch Crosstabulation 

Count 

  Watch 

Total   yes no 

channel ออนไลน์ (On line) 22 87 109 

หนา้ร้านปกติ (Off line) 42 87 129 

ทั้งสองอยา่ง (Both online and 

off line) 

51 111 162 

Total 115 285 400 

 

 

channel * Bag Crosstabulation 

Count 

  Bag 

Total   yes no 

channel ออนไลน์ (On line) 51 58 109 

หนา้ร้านปกติ (Off line) 98 31 129 

ทั้งสองอยา่ง (Both online and 

off line) 

110 52 162 

Total 259 141 400 
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channel * Shoes Crosstabulation 

Count 

  Shoes 

Total   yes no 

channel ออนไลน์ (On line) 19 90 109 

หนา้ร้านปกติ (Off line) 24 105 129 

ทั้งสองอยา่ง (Both online and 

off line) 

34 128 162 

Total 77 323 400 

 

 

channel * Other Crosstabulation 

Count 

  Other 

Total   yes no 

channel ออนไลน์ (On line) 3 106 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online and 

off line) 

6 156 162 

Total 9 391 400 

 

channel * Who influent Crosstabulation 

Count 

  Who influent 

Total 

  

Friend 

Stars and 

Celebrities Family 

Advertis

ing Myself 

chann

el 

ออนไลน์ (On line) 46 31 9 10 13 109 

หนา้ร้านปกติ (Off 

line) 

63 20 8 14 24 129 

ทั้งสองอยา่ง (Both 

online and off 

line) 

67 43 5 17 30 162 

Total 176 94 22 41 67 400 
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channel * intend to buy next year Crosstabulation 

Count 

  intend to buy next 

year 

Total   Yes No 

channel ออนไลน์ (On line) 95 14 109 

หนา้ร้านปกติ (Off line) 102 27 129 

ทั้งสองอยา่ง (Both online 

and off line) 

120 42 162 

Total 317 83 400 

 

channel * same brand  Crosstabulation 

Count 

  same brand  

Total 

  

Yes, same 

brand 

No, not buy 

same brand 

in next time 

Maybe buy 

same brand 

again 

channel ออนไลน์ (On line) 45 12 52 109 

หนา้ร้านปกติ (Off line) 51 31 47 129 

ทั้งสองอยา่ง (Both online 

and off line) 

66 39 57 162 

Total 162 82 156 400 

 

channel * ever bought copied brand Crosstabulation 

Count 

  ever bought copied 

brand 

Total   Yes No 

channel ออนไลน์ (On line) 79 30 109 

หนา้ร้านปกติ (Off line) 78 51 129 

ทั้งสองอยา่ง (Both online 

and off line) 

109 53 162 

Total 266 134 400 
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channel * Web board Crosstabulation 

Count 

  Web board 

Total   yes no 

channel ออนไลน์ (On line) 23 86 109 

หนา้ร้านปกติ (Off line) 30 99 129 

ทั้งสองอยา่ง (Both online 

and off line) 

41 121 162 

Total 94 306 400 

 

 

 

channel * friends Crosstabulation 

Count 

  friends 

Total   yes no 

channel ออนไลน์ (On line) 32 77 109 

หนา้ร้านปกติ (Off line) 62 67 129 

ทั้งสองอยา่ง (Both online 

and off line) 

98 64 162 

Total 192 208 400 

 

 

channel * Website Crosstabulation 

Count 

  Website 

Total   yes no 

channel ออนไลน์ (On line) 60 49 109 

หนา้ร้านปกติ (Off line) 52 77 129 

ทั้งสองอยา่ง (Both online 

and off line) 

62 100 162 

Total 174 226 400 
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channel * Specialist Crosstabulation 

Count 

  Specialist 

Total   yes no 

channel ออนไลน์ (On line) 11 98 109 

หนา้ร้านปกติ (Off line) 11 118 129 

ทั้งสองอยา่ง (Both online 

and off line) 

22 140 162 

Total 44 356 400 

 

 

 

 

channel * Shopping Online Crosstabulation 

Count 

  Shopping Online 

Total   yes no 

channel ออนไลน์ (On line) 32 77 109 

หนา้ร้านปกติ (Off line) 31 98 129 

ทั้งสองอยา่ง (Both online and off 

line) 

82 80 162 

Total 145 255 400 

 

channel * Family Crosstabulation 

Count 

  Family 

Total   yes no 

channel ออนไลน์ (On line) 22 87 109 

หนา้ร้านปกติ (Off line) 18 111 129 

ทั้งสองอยา่ง (Both online and off 

line) 

9 153 162 

Total 49 351 400 
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channel * Specific Website Crosstabulation 

Count 

  Specific Website 

Total   yes no 

channel ออนไลน์ (On line) 4 105 109 

หนา้ร้านปกติ (Off line) 0 129 129 

ทั้งสองอยา่ง (Both online and off 

line) 

11 151 162 

Total 15 385 400 

channel * Other Crosstabulation 

Count 

  Other 

Total   no 

channel ออนไลน์ (On line) 109 109 

หนา้ร้านปกติ (Off line) 129 129 

ทั้งสองอยา่ง (Both online and off line) 162 162 

Total 400 400 

 

 

 

 

 

 

 

 

 

 

 

 



175 
 

Appendix  

Sample Population Observation 

1. I brand name 

Shop’s name : : ( Siam square ) I Brand name 

Shop  owner's name : Don’t allow to tell name 

Date of survey :  12nd  December 2015 

Interviewer  who  make  observation of receipts  Ms. Paweena Sengmanee 

11:00-12:00  AM   5 

12:01-13:00 AM   6 

13:01-14:00 PM   14 

14:01-15:00 PM 15 

15:01-16:00 PM 13 

16:01-17:00 PM 12 

17:01-18:00 PM 16 

18:01-19:00 PM 10 

19:01-20:00 PM 4 

Total  Receipts per day  95 persons /day 
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2. Star Brand name 

Shop’s name : : ( Siam square ) Star Brand name 

Shop  owner's name : Don’t allow to tell name 

Date of survey :  13rd  December 2015 

Interviewer  who  make  observation of receipts  Ms. Paweena Sengmanee 

11:00-12:00  AM   7 

12:01-13:00 AM   9 

13:01-14:00 PM   12 

14:01-15:00 PM 10 

15:01-16:00 PM 15 

16:01-17:00 PM 16 

17:01-18:00 PM 11 

18:01-19:00 PM 9 

19:01-20:00 PM 9 

Total  Receipts per day  98 persons /day 
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3. 

Shop’s name : : ( Siam square ) Super brand 

Shop  owner's name : Don’t allow to tell name 

Date of survey :  21th  November 2015 

Interviewer  who  make  observation of receipts  Ms. Paweena Sengmanee 

11:00-12:00  AM   6 

12:01-13:00 AM   12 

13:01-14:00 PM   12 

14:01-15:00 PM 14 

15:01-16:00 PM 9 

16:01-17:00 PM 11 

17:01-18:00 PM 13 

18:01-19:00 PM 10 

19:01-20:00 PM 7 

Total  Receipts per day  94 persons /day 
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4. 

Shop’s name : : ( Siam square ) Teddy brand 

Shop  owner's name : Don’t allow to tell name 

Date of survey : 28th  November 2015 

Interviewer  who  make  observation of receipts  Ms. Paweena Sengmanee 

11:00-12:00  AM   4 

12:01-13:00 AM   11 

13:01-14:00 PM   13 

14:01-15:00 PM 10 

15:01-16:00 PM 15 

16:01-17:00 PM 12 

17:01-18:00 PM 9 

18:01-19:00 PM 11 

19:01-20:00 PM 8 

Total  Receipts per day  93 persons /day 
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5. 

Shop’s name : : ( Sukhumvit , Asoke )  

Open : Monday to Friday 11:00 – 19:00,  

closed on weekends 

LUX 

Shop  owner's name : Don’t allow to tell name 

Date of survey :  7th  December 2015 

Interviewer  who  make  observation of receipts  Ms. Paweena Sengmanee 

11:00-12:00  AM   5 

12:01-13:00 AM   18 

13:01-14:00 PM   13 

14:01-15:00 PM 17 

15:01-16:00 PM 16 

16:01-17:00 PM 14 

17:01-18:00 PM 8 

18:01-19:00 PM 12 

19:01-20:00 PM - 

Total  Receipts per day  102 persons /day 
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Choice decisions towards online/off line shopping of second hand luxury 

brands in Bangkok, Thailand 

ค าช้ีแจง / Direction 
แบบสอบถามนีเ้ป็นสว่นหนึง่ของรายวชิา Independent study ของนกัศกึษาปริญญาโท วิทยาลยันานาชาต ิมหาวิทยาลยักรุงเทพ ในหวัข้อเร่ือง 

“ปัจจยัในการ เลอืกซือ้ สนิค้า ไฮ-เอน แบรนดเ์นมมือสอง ช่องทางหนา้ร้านปกติ / ออนไลน์ใน กรุงเทพ ประเทศไทย”  

  This questionnaire will be used for a independent study by a graduate student of Master Administration Business, 
International Program at Bangkok University. It is a part of BA715 “Independent study” in order to examine and identify 
what Choice decisions towards online/off line shopping of second hand luxury brands in Bangkok, Thailand 

ทางผูว้จิยัจะเก็บขอ้มูลของท่านเป็นความลบั ไม่น าไปเผยแพร่เพ่ือหาประโยชนใ์ด ๆ ผูว้จิยัใคร่ขอความอนุเคราะห์จากท่านตอบแบบสอบถาม
ตามความจริง และผูว้จิยัตอ้งขอขอบคุณผูต้อบแบบสอบถามทุกท่านไว ้ณ ท่ีน้ีดว้ย ท่ีใหค้วามร่วมมือในการตอบแบบสอบถามฉบบัน้ีเป็นอยา่งดี
แบบสอบถามชุดน้ีประกอบดว้ย 3 ส่วน คือ 

The questionnaire is composed of 3 parts:  
PART I: แบบส ารวจขอ้มูลทัว่ไปเก่ียวกบัผูต้อบแบบสอบถาม (Demographic) 
PART 2: แบบสอบถามส ารวจปัจจยัในการเสือกซ้ือ สินคา้ ไฮ-เอน แบรนดเ์นมมือสอง (Influence Factors to Choice Decisions)     
PART 3: แบบสอบถามส ารวจพฤติกรรมการบริโภคในการเลือกซ้ือ สินคา้ ไฮ-เอน แบรนดเ์นมมือสอง (Consumer Behavior toward 
purchasing second hand Hi end brand name) 
 

PART I: ข้อมูลทัว่ไปเกีย่วกบัผู้ตอบแบบสอบถาม (Demographic) 

1. ท่าน เคยซ้ือของ สินค้า ไฮ-เอน แบรนด์เนมมอืสอง (Have you ever bought Second hand Hi End  brand products?) 

เคย (Yes)   ไม่เคย (No) 

2. ในการตดัสินใจซ้ือสินค้า ไฮ เอน แบรนด์เนมมอืสองของท่าน   ท่านคดิว่าอะไรทีม่อีทิธิพลในการเลอืกซื้อมากทีสุ่ด (what factors influence 

your choice decisions?)    กรุณาให้คะแนนระดบัความส าคญัของปัจจยัในตารางนีทุ้กรายการ  โดย    7= ส าคญัมากทีสุ่ด   ถึง   0= ไม่มผีล   

Please indicate your response of what factors influence your choice decisions towards second hand Hi end brand name products        

  0 = not any effect  1= not at all important  to   7 = extremely important 

 กรุณาให้คะแนนความส าคญั ต่อ 
ปัจจยัทีม่ส่ีวนในการเลอืกซ้ือ     
โดย เลอืกใส่   (  /  )  ในช่อง 
คะแนน 0-7 

0 
ไม่มีผล 
not any 
effect 

1 
ไม่ส าคญั
มาก 

Not at all 
important 

 

2 
ไม่ส าคญั 

Low 
important 

3 
ค่อนข้างไม่
ส าคญั 

Slightly 
important 

4 
เฉยๆ 

Neutral 

5 
ค่อนข้าง
ส าคญั 

Moderately 
important 

6 
    ส าคญั 

Very 
important 

7 
ส าคญัมาก
ที่สุด 

Extremely 
important 

เพศ (Gender)         
สถานะ (Status) เช่น โสด ,         
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แต่งงาน (ex : single, married) 
อายุ (Age)         
 กรุณาให้คะแนนความส าคญั ต่อ 
ปัจจยัทีม่ส่ีวนในการเลอืกซ้ือ     
โดย เลอืกใส่   (  /  )  ในช่อง 
คะแนน 0-7 

0 
ไม่มีผล 
not any 
effect   

1 
ไม่ส าคญั
มาก 

Not at all 
important 

 

2 
ไม่ส าคญั 

Low 
important 

3 
ค่อนข้างไม่
ส าคญั 

Slightly 
important 

4 
เฉยๆ 

Neutral 

5 
ค่อนข้าง
ส าคญั 

Moderately 
important 

6 
ส าคญั 

Very 
important 

7 
ส าคญัมาก
ที่สุด 

Extremely 
important 

ระดบัการศึกษา (Education)         
อาชีพ (Occupation)         
รายได้  (Income)         
แหล่ง ของถูก (Bargain Hunting)         
ตวัสินค้า (Product)         
ราคา (Price)         
สถานที ่(Place)         
การส่งเสริมการขาย (Promotion)         

 

3. ท่านได้เคยซ้ือสินค้า ไฮ-เอน แบรนด์เนมมอืสอง ผ่านช่องทางใดบ้าง (What kind of channel distribution have you bought second hand 

luxury brand?) 

ออนไลน์ (On line)  หนา้ร้านปกติ (Off line)  ทั้งสองอยา่ง (Both online and off line) 

4.เพศ (Gender) 

 ชาย (Male)   หญิง (Female)  

5. สถานะ (Status) 

 โสด(Single)   แต่งงาน (Married)   

 หยา่ลา้ง (Divorced)  เป็นหมา้ย (Widowed)  

6.อายุ (Age) 

ต ่ากวา่ 18 ปี   18-24 ปี    25-34 ปี 

 35-44 ปี    อาย ุ45 ปีข้ึนไป 

7.   สัญชาต ิ(Nationality) 

 ไทย (Thai)     จีน (Chinese)   

ญ
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 เวยีดนาม (Vietnamese)    เกาหลี (Korean)  

 ญ่ีปุ่น (Japanese)     อ่ืนๆ ระบุ other...........……………. 

8. ระดบัการศึกษา (Education) 

 ต ่ากวา่มธัยมปลาย(Below High school)  ปริญญาตรี (Bachelor degree)   

 มธัยมศึกษาตอนปลาย/ปวช (High school)  ปริญญาโท (Master degree)  

 อนุปริญญา/ปวส (Diploma/ College)   ปริญญาเอก (Doctoral degree) 

9. อาชีพ (Occupation) 

ธุรกิจส่วนตวั(Owner Business)   พอ่บา้น/แม่บา้น (Housewife)  

นกัเรียน, นกัศึกษา (Student)     พนกังานบริษทัเอชน (Full time working)  

รับราชการ/รัฐวสิาหกิจ(Government Working)  รับจา้งอิสระ (Freelance) 

วา่งงาน(Unemployment)     อ่ืนๆ (Others) …................................ 

10.ระดบัรายได้ต่อเดอืนของท่าน ( Income) 

 ต ่ากวา่ 15,000 บาท (Below 15,000)   15,001-30,000 บาท (THB)  

 30,000-50,000บาท (THB)    50,001-80,000 บาท(THB)  

 80,001-100,000 บาท(THB)    มากกวา่ 100,001 บาท(THB)  

 

PART 2: แบบสอบถามส ารวจปัจจัยในการเสือกซ้ือ สินค้า ไฮ เอน แบรนด์เนมมือสอง (Influence Factors to Choice 
Decision      

Please indicate your response of buying decision towards second hand hi end brand name products 
5 =strongly agree  4= Agree  3 =Neutral   2= Disagree  1= Strongly Disagree 
กรุณาใหค้ะแนนระดบัความส าคญัของปัจจยัท่ีมีผลต่อการตดัสินใจซ้ือ สินคา้ไฮ เอนแบรนดเ์นมมือสอง ของท่าน 
โดย 5 = ส าคญัมากทีสุ่ด  ถึง 1= ส าคญัน้อยทีสุ่ด 

ปัจจยั ทีม่อีทิธิพลต่อการเลอืกซ้ือ / Important 
Influence Factors 

ระดบัความคิดเห็น 

ปัจจยัส่วนผสมการตลาด 
Marketing Mix: Second Hand Hi-end Brand 
name           

ไม่ส าคญั
อย่างมาก 

1 

ไม่ส าคญั 
2 

Disagree 

เฉย 
3 

Neutral 

ส าคญั 
4 

Agree 

ส าคญัมาก
ทีสุ่ด 

5 

ญ

  

ญ

  

ญ
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Strongly 
disagree 

Strongly 
agree 

ตวัสินค้า  (Product )      
11. คุณภาพของสินคา้(Physical Quality)      
      
ปัจจยัส่วนผสมการตลาด 
Marketing Mix: Second Hand Hi-end Brand 
name           

ไม่ส าคญั
อย่างมาก 

1 
Strongly 
disagree 

ไม่ส าคญั 
2 

Disagree 

เฉย 
3 

Neutral 

ส าคญั 
4 

Agree 

ส าคญัมาก
ทีสุ่ด 

5 
Strongly 

agree 
12. หลากหลาย ของรุ่น  แบบ  และขนาด ( Variety 
of  designs and series) 

     

13. ความหลากหลายของตราสินคา้ ( Brand 
Varieties) 

     

14. ช่ือเสียงของตราสินคา้ ( Brand Reputation)      
15. ความสะอาดและความใหม่ของผลิตภณัฑ ์ 

 ( Physical condition :Look New & Cleanliness ) 
     

ราคาสินค้า (Price )      
16. ราคาสมเหตุสมผล(Reasonable)      
17. สามารถแบ่งช าระ(Installment)      
18. ความชดัเจนในการแสดงราคาสินคา้ (Clear price 
indication) 

     

19. การลดราคาพิเศษในช่วงเทศกาล (special price 
in seasons) 

     

20. สามารถต่อรองราคาได ้( Price bargain)      
ร้าน ( Place)      
21. ความน่าเช่ือถือ ของร้าน (Reliable Shop brand 
reputation) 

     

22. การออกแบบตกแตง่ร้านท่ีสวยงาม (Design 
Store & Display) 

     

23. เดินทางไปสะดวก( Convenient to go)      
24. ความน่าเช่ือถือของเวบ็ไซต(์ Reliable Website 
Reputation  ) 

     

25. ความสะดวกในขั้นตอนการสัง่ซ้ือ (Convenient 
to place order) 

     

ส่งเสริมการขาย (Promotion)      
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26. การลดราคา ( Discount)      
27. การแจกของแถม (Premium)      
28. การใหค้  าแนะน า/ปรึกษาเก่ียวกบัผลิตภณัฑ ์( 
advice and provide consultation the products) 

     

29. การบริการหลงัการขาย(After service)      
30. การจดักิจกรรมใหผู้ซ้ื้อมีส่วนร่วม เช่น การส่ง
ฉลากเพื่อชิงโชค (Have special event by competing 
for the prize such as Sweepstakes) 
 

     

ปัจจยั ทีม่อีทิธิพลต่อการเลอืกซ้ือ ของมอืสอง ของ
ท่าน (Bargain Hunting )   

ระดบัความคิดเห็น 

สาเหตุ ใน การ ตดัสินใจซ้ือ ของมือสอง ไม่ส าคญั
อย่างมาก 

1 
Strongly 
disagree 

ไม่ส าคญั 
2 

Disagree 

เฉย 
3 

Neutral 

ส าคญั 
4 

Agree 

ส าคญัมาก
ทีสุ่ด 

5 
Strongly 

agree 
31. ความตอ้งการอนุรักษส่ิ์งแวดลอ้ม/สตัว ์(Eco –
Consciousness) 

     

32. ความตอ้งการการประหยดั(Frugality)      
33. ตามกระแสแฟชัน่   (Fashionable)      
34. ตอ้งการการยอมรับฐานะทางสงัคม 
(Need for status) 

     

35. ตามสภาพเศรษฐกิจในปัจจุบนั ( Economic)      

 

PART 3: แบบสอบถามส ารวจพฤติกรรมการบริโภคในการเลอืกซ้ือ สินค้า ไฮ-เอน แบรนด์เนมมือสอง (Consumer 

Behavior toward purchasing second hand Hi end brand name) 

36.สินค้า ไฮ เอน แบรนแนมมือสองแบรนด์ใด ทีท่่านช่ืนชอบหรือซื้อบ่อยทีสุ่ด   (what is your favorite second hand Hi end brand name?)

สามารถเลอืกได้เกนิ หนึ่งค าตอบ (Can choose more than one answer)  

 Louis Vuitton  Channel  Gucci 

 Prada  Hermes  Burberry 

 Marc Jacobs  Balenciaga  Paul Smith 

 Mulberry  Chole  Versace 

 Yves Saint Laurant  Fendi  Miu Miu 

 Jimmy Choo  Lanvin  Bally 

 Valentino  Dolce &Gabbana  Christian Dior 

http://dict.longdo.com/search/Sweepstakes
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 Celine  Loewe  Emilio Pucci 

 Savatore Ferragamo  Emporio Armani  Aigner 

 Maxmara  BotenegaZegna  Givenchy 

 Shanghai Tang  Kenzo  Tod’s 

 Marni  Other. อ่ืนๆระบุ Please identify 
…………………………………. 

 

 

   

37.ท่านซ้ือ สินค้า ไฮ เอน แบรนด์เนม มือสอง บ่อยแค่ไหน   (How often do you purchase second hand hi end brand name item  in 

average?) 

 2-3คร้ังตอ่สปัดาห์ (2-3 per week)  สปัดาห์ละคร้ัง (one a week)  เดือนละคร้ัง (one a month) 

 3-5 คร้ังต่อเดือน (3-5 per month)  2 คร้ังต่อ ปี (2 times per year)  ปีละคร้ัง (one a year) 

38. จ านวนเงนิโดยเฉลีย่ทีท่่านใช้ในการซื้อของไฮ เอน แบรนด์เนม มือสองแต่ละคร้ัง ( In average , how much do you spend each time on 

purchasing second hand hi-end brand name item ?) 

 ต ่ากวา่ 10,000บาท (THB)   10,000-30,000 บาท (THB) 

 30,001-50,000 บาท (THB)   50,001-100,000 บาท (THB)  เกิน 100,001 บาท (THB) 

39. สินค้า ไฮ เอน แบรนด์เนม มือสองประเภทไหนที ่ท่านสนใจซ้ือ  (What kind of Hi- end brand name product do you intend to buy?) 
สามารถระบุได้มากกว่า 1 อย่าง (Can  identify  more than one) 
 เขม็ขดั(Belt)    เคร่ืองประดบั (Decorations)       นาฬิกา (Watch)   

 กระเป๋า (Bag)    รองเทา้ (Shoes)           (Other) อ่ืนๆระบุ……….……… 

40.ในการซื้อสินค้าไฮ-เอน แบรนด์เนม มือสอง ผู้ทีม่อีทิธิพลในการตดัสินใจซื้อของท่านมากทีสุ่ด (What / Who  is influent you to buy 

second hand hi end brand name products) 

 เพื่อน(Friend)    ดารา และ เซเลบ็ (Stars and Celebrities) 

 ครอบครัว(Family)    โฆษณา (Advertising) 

ตนเอง (Myself)     (Other) อ่ืนๆระบุ…………… 

41. หลงัจากทีท่่านตดัสินใจซ้ือสินค้า ไฮ เอน แบรนด์เนมมือสองไปแล้ว     ท่านสนใจทีจ่ะซ้ืออกีในปีต่อไปอกีหรือไม่    (Do you intend to buy 
with second hand hi-end brand name products within the next year period?) 

 สนใจ (Yes)    ไม่สนใจ (No) 

42.  ท่าน จะซ้ือ สินค้า ไฮ-เอน แบรนด์เนม มือสองแบรนเดมิซ ้าอกี จากคร้ังล่าสุดไหม (Will you intend to buy same brand that you have 

previous purchased?) 

 

เ

เ

.
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 ซ้ือ (Yes, same brand)   ไม่ซ้ือ (No, not buy same brand in next time)   

 อาจจะ (Maybe buy same brand again) 

43. ท่าน เคย ซ้ือ ของ ก๊อบป้ี ไฮ เอน แบรนด์เนม มาก่อนบ้างหรือเปล่า (Have you ever bought a copied Hi end brand product before?) 

 เคย (Yes)     ไม่เคย (No)  

 

44.ท่านได้หาข้อมูลก่อนตดัสินใจเลอืกซื้อของ ไฮเอน แบรนด์เนม มือสอง จากทางใด บ้าง  ( What information channel do you use to help 
for making decision ? )  สามารถระบุได้มากกว่า 1 อย่าง (Can identify more than one) 
 เวบ็บอร์ด ( Web board) Pantip.com, Siam brandname.com  เพื่อน( Friends) 

 เวบ็ไซต(์Website) Social network เช่น Face book/ Instragam  ผูเ้ช่ียวชาญเฉพาะ (Specialist) 

 ช็อปป้ิงออนไลน์ (Shopping Online)     ครอบครัว ( Family) 
 เวบ็ไซต ์เฉพาะกลุ่ม (Specific Website) (ระบุ………..…………..)  อ่ืนๆ (Other) ระบุ………........................ 
 
 

45.กจิกรรมยามว่างทีท่่านช่ืนชอบ (What are your favorite activities   during your recess?) 
สามารถระบุได้มากกว่า 1 อย่าง (Can  identify  more than one) 
 ท่องเท่ียวในไทย (Traveling within Thailand)  ท่องเท่ียวต่างประเทศ (Traveling foreign country)  

 เขา้อบรมคอร์สต่างๆ(Training special course)  ฟังเพลง (Listening Music) 

 ชมภาพยนตร์ (Seeing Movie)   อ่านหนงัสือ (Reading) 

 ท่องอินเตอร์เน็ต (Internet)    นวด/สปา (Spa)  
       ชอบป้ิง (Shopping)    อ่ืนๆ (Other) ระบุ…………..…… 

46. สถานทีท่ีท่่านนิยมไป  (Where  is your favorite place to go?)  สามารถระบุได้มากกว่า 1 อย่าง (Can  identify  more than one) 
 หา้งพารากอน เอม็โพเรียม (Paragon /Emporium)  เซ็นทรัล (Central) 

 เดอะมอลล ์(The Mall)     ฟิตเนส (Fitness) 

 สวนสาธารณะ(Park)     ผบัและ ร้านอาหาร (Pub & Restaurant) 

 ร้านกาแฟ (Coffee Shop)     อ่ืนๆ (Other) ระบุ…………..…… 
 

47. ท่านมเีป้าหมายในชีวติในด้านใดมากทีสุ่ด (What is your goal in life ?)   โปรดเลอืกเพยีง 1 ข้อ (please select only one) 
 ความส าเร็จในหนา้ท่ีการงาน (Successful in working)  ความร ่ ารวย  (Wealthy)  

 ความมีรักแท ้(True Love)     มีครอบครัวท่ีอบอุ่น (Happy & Warm Family) 

 มีสุขภาพแขง็แรง (Good Health)    มีความสุขอยา่งพอเพียง(Happy & self-sufficiency) 

      อ่ืนๆ (Other) ระบุ…………..…… 

เ
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