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Abstract

This research aimed to study: (1) the level of opinions regarding factors and the
purchasing decisions second-hand shoes via Facebook among working-age consumers in
Bangkok and (2) the factors affecting the purchasing decisions for second-hand shoes via

Facebook of working-age consumers in Bangkok. Using the quantitative research methodology
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and an online questionnaire to collect the necessary data from 400 samples. Cronbach's alpha
reliability test of 0.887 and each factor was more than 0.7. Statistic strategy was analyzed by
finding frequency, percentage, mean and multiple regression. The results of the study found
that the sample group had opinions on the overall marketing strategy at a high level and
opinions on the overall purchasing decision at a highest level. The analytic results by using
multiple regression found that online marketing strategies factors following price factors, goods
and services factors, activity factors, direct marketing factors, privacy factors and product

review through video and live streaming factors could predict purchasing decisions at 67.0%
Keywords: factors affecting the purchasing decisions, purchasing decisions and second-hand shoes
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