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IMPACTS OF PERCEIVED DIFFERENTIATION OF BRAND NAME BAGS FROM UPCYCLED
MATERIALS ON INTENTION TO PURCHASE AMONG THAI CUSTOMERS
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ABSTRACT

The results of the study revealed that the major of respondents were male with 21-30 years of
age. Mostly were company workers which had monthly average income in the range of 15,001-20,000 baht.
The major of respondents had 2 brand name upcycled bags and the purpose of purchasing was mainly use.
The most known upcycled brands were Freitag and Rubber Killer. For the marketing mix of brand name

upcycled bags, Thai customers perceived in product aspect the most. The second aspect that showing high
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opinion scores was promotion aspect. The third aspect that customer perceived was place aspect and The
fourth aspect was price.

The findings of impacts of perceived differentiation of brand name bags from upcycled materials
on intention to purchase among Thai customers revealed that there were 3 components that significantly
impacted the intention to purchase of Thai customers and could be presented in descending order as

Relationship oriented, Functional quality oriented and Channel oriented.
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