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Abstract

This study aims to examine the factors influencing the decision to purchase
second-hand Freitag® bags through online channels. The specific objectives are to: (1)
analyze demographic characteristics, (2) assess the marketing mix factors (4Ps), and (3)
investigate consumer behavior in selecting second-hand products online that impact the

purchasing decision of second-hand Freitag® bags. A quantitative research approach



was employed, utilizing a survey questionnaire to collect data from a sample of 400
respondents who have previously owned or purchased second-hand Freitag® bags in
Thailand.

The analysis revealed that demographic factors such as gender, age, and
average monthly income do not have a statistically significant influence on the decision
to purchase second-hand Freitag® bags online. In contrast, marketing mix factors—
including product, price, distribution channels, and promotional activities—positively
impact purchasing decisions. Additionally, the emphasis on sustainability and green
products has a stronger influence on purchasing decisions compared to brand loyalty,
perceived product quality, and resale.

Keywords: Second-hand Freitag® bags, purchase decision, marketing mix, green

product, consumer behavior
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