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This study aimed to: (1) examine the marketing stimuli-that influence customers'
decisions to purchase second-hand shoes, and (2) explore design elements—such as
color, style, material, and usability— that affect-customer purchasing decisions for
second-hand shoes. The sample group consisted of customers aged 18-60 years in
Thailand who had previously purchased second-hand shoes. The research instrument
used for data collection was a questionnaire. The statistical methods employed
included frequency, percentage, mean, standard deviation, analysis of variance, and
multiple regression analysis.

The results revealed:that the majority of respondents were female, aged between
18- 25 years, held,a'bachelor's degree, were single, worked as company employees or
freelancers, and had a monthly income ranging from 9,000 to 15,000 baht. Regarding
marketing stimuli, respondents rated perceived quality, brand image, price perception,
adyertising, and product accessibility as highly important factors. In terms of design
factors, high importance was also assigned to color, shape/ style, usability, and
fabric/ material. In the decision-making process, respondents placed high importance
on problem recognition, information search, evaluation of alternatives, purchase
decision, and post-purchase behavior. Hypothesis testing revealed that: (1) three marketing
stimuli— advertising, perceived quality, and product accessibility— significantly influenced
customers' decisions to purchase second-hand shoes at a 0.05 significance level; and
(2) design elements such as shape/style, color, and usability, also had a significant

influence on customer purchasing decisions at the 0.05 significance level.





