YBIT0INSAUAINDETE  D1sualkardlIuUsTANMIINSRaNnNdsananisanaulatedeni

feaosinureanesulatvesiuilnaluundaindessie

v v g v a a

WUITWUS UTTT YYHNA

NANgAS UIMIgINaUMgR (US1135519)

2197158NUSNWN 919158 A5.Asugy WenaTTen
UNANED

[
a a v 0

NMUITelddngUszasdiafnwinavesesualifsuinuazeisualiiaundse

nsdnauladelderleassiutemnisesulatvaruslnaluiminlesny nieuralnei
ANudLWUS ST U IuUSTANMNeNATRAR (7P’S) AiUsENaURIY HARANeT 51A0 Faams
Fadmtng M3dUATUNITYIY YARINT NTTUIUMT UATANWALNNNIEATN LAzl oli
Torauonuzuifueidoinioaesoulatifetunagiiannsnasioussgdaves duslnaly
Aansindulate nsinwildnsouwuAnnnuiinginssuruilnasuuuwnannismann
FengAnssufiovhanudlanginssunisdeluiunvesmsinmauAireminginsuas
mnudsBu ngusegnatszaeuseuilandiuiu 400 au daldenseisnsduaeE Uy

wanedunawiiolilangusied sl udunuuesusseins weiasdlefldlunisiiusiusiy

Y A

99UA AD WUUADUNILNINIUNNTATIVFBUAINILNEINTHT UL LD MILALLAIAIIULT DL UVBIATOU

Y
vindariaglusgaug InTeitoyameatfiaanssau MyiAMgianduiusuuuiesdu
LAZN1TIATIENANBENVALT BNAADUAIHAUTUSLIIANMA Tz I UUTAULAZAILS

ANUNANISINY WU 9ISUAILTIUIN IAKA ANUAY AMURIWSLY ANURULAY Anusule Lay

q
o w

Aunila d8nSnadsuinegreiuddgueaiianseay .05 densindulade wazaunse

o
(%

gsUIEANLUTUTIUYRINgAnTsunsReldteiesay 67 wandliviudsunumdiAgyeslady

neosuallunsguaunisindula Tunamseiugy 815ualdauueUselnn Wy AUAsen

o w

lanudnSwasg19lided AN 9a@nn vueNeNuenunelansnaldeaunanisanaulade

o
1%

pgNiddIAy uonani Jaduaudiulszaunenisnans laglanizudniue 5107
MIduasuNIsVY wavauudeiieovesrane Wuiuusddgyfidmanongfingsuniste
wuiy nan133veTliiuIguszneunsmsiinagnsnisnaindeersuniuUssynaldaiue

TAumsiauysEaunMsalagnANdauIn N1saseenuiioy wagn1seanwuuUNagnsinTedu



215U T aUIN L o ulanatunisinduladedumiesulatnazasisanulalssunig

[ 14 1 O A U
nsudstulaognededulunatnunduiioass

AdAey: asualfuslae, ngdnssunistesaulal, Werkledaes



)

Independent Study Title Emotions and the 7P’s Marketing Mix Affecting Consumers
Purchase Decisions of Second-Hand Clothing through

Online Channels in Chiang Rai Province

Author Janjira Bunkoed
Degree Master of Business Administration (Business Administration)
Advisor Siripen Yiamjanya, Ph. D.

ABSTRACT

This research aims to examine the effects of positive and negative emotions
on purchasing decisions for secondhand clothing through online channels among
consumers in Chiang Rai Province, Thailand, along with analyzing their relationships
with the marketing mix (7Ps): product, price, place, promotion, people, process, and
physical evidence and to provide recommendations to online second-hand clothing
sellers regarding strategies that can motivate consumers to make purchasing decisions.
The study employs a theoretical framewaork combining consumer psychology theory
and behavioral marketing concepts to understand the dynamics of purchasing behavior
within the context of circular economy and sustainability. The sample consisted of 400
consumers selected through multistage random sampling to ensure representativeness
of the population. Data collection was conducted using a questionnaire with high
content validity and Cronbach's alpha reliability coefficient. Data analysis employed
descriptive statistics, Pearson correlation analysis, and multiple regression analysis to
test causal relationships between independent and dependent variables. The findings
reveal that positive emotions including happiness, satisfaction, excitement, confidence,
and pride have a statistically significant positive influence (p < .05) on purchase
decisions, explaining 67% of the variance in purchasing behavior, demonstrating the
crucial role of emotional factors in decision-making processes. Conversely, certain
negative emotions such as stress showed no statistically significant influence, while
boredom significantly negatively affected purchase decisions. Additionally, marketing

mix factors, particularly product quality, pricing, sales promotion, and seller credibility,



were identified as significant variables influencing purchasing behavior. The research
suggests that entrepreneurs should integrate emotional marketing strategies with
positive customer experience development, trust-building, and designing customer
touchpoints that stimulate positive emotions to enhance online purchase decision-
making opportunities and create sustainable competitive advantages in the secondhand
fashion market.
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