dauﬂs:aumamimmﬂaaulaﬁﬁdeNasiamsé’ﬂﬁu“la%aLLazwqaniiaJ
ndamsdardarinfliedesitudasmnsesulatvasduilag
ONLINE MARKETING MIX FACTORS AFFECTING CONSUMER
PURCHASE DECISION AND POST-PURCHASE BEHAVIOR
OF SECONDHAND CLOTHING ONLINE

DI e

= a L4 4 Q‘ L4 L
'nerss Fewnilow, gfun windgyniln waz Sondagul deuwus

'Amonsri Nuipoon, *Chutima Wangbenmad and ? Jedsarid Sungkapun

wInedealng, Ussmalng

Hatyai University, Thailand.

'pongsatorn.von009@hu.ac.th

Received: July 27, 2024; Revised :November 21, 2024; Accepted :December 28, 2024
UNANED

[V
v

UNANITEASIH &

(%

npUsvasd 1) iieAnwinisdnduladouasngfngsunainis

[ A

gederileasuiulnanesueaulatveguilan 2) iiie

=3

AnwrdiuUsLaun1IsRane
paulall (6P) NARAMI S1A1 YINIINITIINUNY ANTAUASUNITRAIA NITIAUSANTEIY

L [ ! v X & v oa 1 s L3 Y a
UnAa N199NWIANULUUAIUA iumisnal,aamuaaaﬂmul,l,wamWasmaaulausuanUﬂm

'
=

3) WeAnwUadedrulszauninisnainiidinananisrnduladiolas ngAnIsunaInNI1sye

g v I ¢ ¢ Y a @ I = I Y a A
Laamqﬂaﬁa\ﬁmquLLWﬁ@W@iﬁJ@autau%aﬂ%UiIﬂﬂ NQNRIBYIIAND ﬂE‘EﬁJE‘\j‘UﬁIﬂﬂWN

v oA 1

Usraunisalnisdndulatieldedniieassiiudewmiseeulatvesuilan saudiuiu 146

518 Faan153deausaazulaned drulszauniinseainesula 19 6 a1 lawn sy

NANAI AIUIIAT AIUYDINIINITIAIINUIY AIUALASUAITAAIN AIUNITHIUSNNTEIUY

! dn@nwdSyain ndngnsuimsssfiaumdadin avivnisianisuaginngsia wninedemeley
2 919138, A3, MNgRIUIMSTINAWMITTR a1w1irnisianisuagiangsia uninedemelvey

* 919138, A3, widngeInsianisuvndiugin anviyuinnssun s sduayesinis i ivendemalve)



178 | Journal of MCU Ubon Review , Vol.9 No.3 (September-December 2024)

yaaa wazdunsinmanubudiuiiiidiadseglussduun manduladouasnginsa
ndsnsteideiniieanskiutessoaulativesiuilan frndseglussiuinnisuiendiu
uananiinansitedmudni ddsraumisnsnatnooulat $1uau 3 du ldud du
msfnwardudius funsdnadunimann uazdiusan dwademdinaulatouas

neRnTIundINsToLdeidodeai uremseaulay

1%
v a

Aafdgy : n1ssinaulade; naAnssundiniste; IR deaes
Abstract

This research aims (1) to examine consumer purchase decisions and post-
purchase behavior for second-hand clothing purchased through online platforms (2) to
investicate the online marketing mix (6Ps): product, price, place, promotion,
personalization and privacy influence on consumer purchase decisions and post-
purchase behavior for second-hand clothing purchased through online platforms and (3)
to identify online marketing mix factors that significantly impact consumer purchase
decisions and post-purchase behavior for second-hand clothing purchased through
online platforms. The methodology employed a quantitative research approach, utilizing
an online survey to collect data from 146 consumers with experience purchasing second-
hand clothing through online platforms. The research findings indicate that: (1) the mean
scores for consumer decision-making and post-purchase behavior for second-hand
clothing through online channels were found to be at a high level, (2) Individual aspects
of online marketing mix (6Ps): product, price, place, promotion, personalization and
privacy were found to be at a high level. (3) three specific online marketing mix factors:
privacy, promotion, and price were found to significantly influence consumer purchase
decisions and post-purchase behavior for second-hand clothing purchased through

online platforms.

Keywords: Decision-Making Process; Post-Purchase Behavior; Second-hand Clothing
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