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Abstract. The power of the social network has attracted businesses to use social media as a platform to conduct ecommerce (Leerapong 

& Mardjo, 2013). The purpose of this research was twofold: firstly to study the Thai GenY’s purchase intention towards fine jewelry on 

social network site; and secondly, to explore significant relationship between perceived characteristics of social media account as a sales 

channel and purchase intention towards fine jewelry on social network site of Thai GenY. The sample consisted of 400 respondents who are 

of Thai nationality and born between 1981 and 2000. Data were collected by using an online survey with a 7-point Likert scale. The finding 

revealed that perceived characteristics of social media account as a sales channel and its four indicators (i.e. trust, electronic word of mouth, 

perceived ease of use, and interaction) were positively related to purchase intention towards fine jewelry on social network site at a 

significant level of .01. The result of study supported the hypotheses with high level of the Pearson correlation coefficient. Directions for 

future research may include investigating other aspects of perceived characteristics of social media account as a sales channel and their 

impacts on various consumers’ attitudes and behaviors.  
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INTRODUCTION 

The power of the social network has attracted businesses to use social media as a platform to conduct ecommerce 

(Leeraphong & Mardjo, 2013).  Social media is becoming more prevalent among businesses as people around the world are 

getting connected, and sharing their experience and life via these media (Evans, 2010).  Consumer behavior changes 

dramatically along with online technology changes, especially for Generation Y (GenY) who use mobile phones far more 

often than other elder age groups.  

Especially in Thailand, a report showed that, in 2014, the average length of time people spent on the Internet was 5 and a 

half hours per day using the Internet from PCs or tablets and 4 hours per day on mobile phones. Thai people spent 

approximately 3 hours and 46 minutes on social media each day including prime time. They always like fashionable items, 

which led to a 12.4% growth in the e-commerce market in 2016 with 2.52 trillion baht in comparison with the 2015 revenue 

(Boonnoon, 2016).  

The report undertaken in Thailand demonstrated that 53% of Thai online shoppers viewed that customer reviews influenced 

their buying behaviors. Thai consumers are leading the world in embracing social media as a means for purchasing products 

and services (ThaiPR, 2016).   

Independent jewelry retailers, like all the other independent retailers of other products, build their business success from 

products and services that meet the needs of consumers. (Wong, 2015).  Social media allows both individuals and 

companies to interact with consumers and build relationship in the long run.  Social Networks become marketing revolution 

(Moretti & Tuan, 2013).  In the same vein, such shift may pose impacts on the high purchasing power cohort (GenY, in 

particular) in Thailand, affecting their behaviors in purchasing high-priced, yet, private branded luxury fine jewelry.  

Therefore, research gap in determining how the shift in consumer shopping behavior and the independent retailer of fine 

jewelry are correlated, is found.   

Thus, the present study aimed to investigate Thai GenY’s purchase intention towards fine jewelry on social network and to 

determine significant relationship between perceived characteristics of social media account as a sales channel and purchase 

intention on social network site. 

OBJECTIVES OF THE RESEARCH 

The objectives of this research were to explore the Thai GenY’s purchase intention towards fine jewelry on social network 

site and to uncover significant relationship between perceived characteristics of social media account as a sales channel and 

purchase intention towards fine jewelry on social network site of Thai GenY. It was hypothesized that all the studied 

indicators  perceived characteristics of social media account as a sales channel are positively related to purchase intention 

toward fine jewelry on social network site. 
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LITERATUR REVIEW 

Online Purchase Intention     

 Purchase intention basically refers to the customer tendency to buy a brand regularly (Diallo, 2012).  Intention is defined as the 

antecedents that stimulate consumers’ purchases of products and services (Hawkins & Mothersbaugh, 2012). The most typical 

approaches applied by marketing researchers to understand consumers’ actual behavior is via studying their intentions (Blackwell, 

Miniard, & Engel, 2001). Ajzen, (1991) advocated the notion that intention is the factor that motivates consumers and influences their 

behavior. According to the mentioned scholars, the strength of consumers’ intentions reflects the possibility of a particular behavior. If 

the intentions to perform certain behaviors are strong, the probability that the respective behavior will be performed is higher.  

   

 Fine jewelry   

 Fine jewelry was characterized by use of precious metals i.e. yellow gold, white gold, platinum and precious gemstones (Dauritz, 

Remy, & Thoctermann, 2013) .  Fine jewelry was classified as good stuff: normally solid gold or platinum set with precious stones 

such as diamonds, ruby, sapphires, and emeralds and semiprecious stones occasionally natural pearl rather than cultured pearls 

(Gonsalves, 2015).  According to the MVI Marketing LLC.’s online survey conducted with 1056 American female consumers who 

purchased fine jewelry in the past 12 months at the study period, fine jewelry wearing had a strong bond with emotion and over 67% of 

the samples felt being special when wearing fine jewelry (Hureitz, 2017).  According to the annual Cost of Doing Business survey by 

Jewelers of America, 37.9% of fine jewelry sold in 2014 included diamond jewelry, followed by loose diamonds were  the second 

largest category at 16.5% of the fine jewelry total sales in the U.S.  Altogether, diamond jewelry and loose diamonds constituted more 

than half of retailers’ sales (Golan, 2015).    

 

METHODOLOGY 

In this research, target respondents are 400 members of Thai GenY who have purchase intention to buy fine jewelry in the 12-month 

period. Online self-administered survey approach was adopted, and questionnaires were distributed via 2 social networks by non-

probability sampling, namely quota sampling. Due to the unavailability of previous study in this context, reliability and validity were 

carefully tested applying Cronbach’s. The Statistical Package for the Social Science (SPSS) software version 20 was utilized for data 

analysis. Table 1 summarized the methodology applied in this study.  

 

Table 1: Summary of Research Methodology  

Research Methodology Typology 

Research Approach   

  

Quantitative Research  

Research Design   

  

Correlation Research 

  
Data Sources   

  

Primarily based on secondary research 

Sampling Design 

 Population 

 

 

 

 Sampling Method 

 Sample Size 

 

 

Thai Nationality, born during 1981-2000, minimum monthly income of 30,000 Baht, having 

at least one social network account, having intention to purchase fine jewelry in the next 

12 months. 

Nonprobability: Quota sampling 

n=400 (Means method; Weisberg & Bowen, 1977; Krejice & Morgan, 1970 ) 

Variable 

 DV 

 

 

 

 IV 

 

-Purchase intention towards fine jewelry on social network site was measured by four 

indicators: trust, electronic word of mouth, perceived ease of use and interaction. 

-Perceived characteristics of social media account as a sales channel were measured by five 

items. 

Questionnaire design Close-ended questions with 3 parts: Screening questions, DV, and IV  

http://www.jewelers.org/
http://www.jewelers.org/
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Measurement Scale The 7-point Likert scale based on interval scale/ Mutually exclusive and exhaustive 

Nominal and Ordinal Scales. Cronbach’s alpha coefficient of IV (α =.985) & DV(α= 

.952) 

Data Collection Method   

  

Online self- administered questionnaire (Google form)/ with an option of assistance 

upon respondent’s request 

Data Analysis Method   

 

-Descriptive and correlation analysis 

 

RESULT 

 

 1. Demographic of sample     

 This study consisted of 400 respondents. The result revealed that most of the respondents (45.25%) were aged between 

33-37 years old and 40.50% were aged between 28-32. Regarding their education, the vast majority of the respondents 

(83.25%) completed a bachelor’s degree. The range of monthly income that most of the respondents (95%) received was 

between 30,000-60,000 Baht. It was also found that 56.75% of the respondents were single and 38.75 were married. 

 

2. Purchase intention towards fine jewelry on social network site of Thai GenY 

 Mean of purchase intention towards fine jewelry on social network site was 5.23 on a  

7-point scale (SD=1.29). Mean scores of five items of the purchase intention toward fine jewelry on social 

network site ranged between 5.09-5.33 on a 7-point scale.  

 

 3. Relationship between perceived characteristics of social media account as a sales channel and purchase intention 

towards fine jewelry on social network site.  

 3.1 Perceived characteristics of social media account as a sales channel is positively related to purchase 

intention towards fine jewelry on social network site at a significant level of .01 with  high  level of the Pearson 

correlation coefficient  (r= .89) (Cohen, 1988).  

 3.2 The four indicators of perceived characteristics of social media account as a sales channel (Trust, Electronic 

Word of Mouth, Perceived Ease of Use, Interaction) are positively related to purchase intention towards fine 

jewelry on social network site at a significant level of .01 with high level of  the Pearson correlation coefficient 

(.73=<r=<.89)  (Cohen, 1988).   

 

The summary statistics in this study were illustrated in Table 1. 

 

Table 1: Summary statistics in the study 

Variables Y X1 X2 X3 X4 X 

Y 1.00      

X1 .73 1.00     

X2 .84 .74 1.00    

X3 .83 .71 .89 1.00   

X4 .89 .72 .86 .89 1.00  

X .89 .86 .96 .94 .93 1.00 

M 5.23 4.70 5.33 5.38 5.36 5.22 

SD 1.29 1.57 1.18 1.16 1.19 1.16 

Remarks:       

All   Pearson correlation coefficients at significant level  .01  (p <  .01) 

Y Purchase intention on social network site 

X1 Trust 

X2 Electronic Word of Mouth (eWOM) 

X3 Perceived ease of use 

X4 Interaction 
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DISSCUSSION 

This research aimed to study purchase intention towards fine jewelry on social network site and to find out significant 

relationship between perceived characteristics of social media account as a sales channel and purchase intention 

towards fine jewelry on social network site of Thai GenY (r=.89) .The finding demonstrated that perceived 

characteristics of social media account as a sales channel and four indicators, including trust, electronic word of 

mouth, perceived ease of use and interaction, were positively related to purchase intention towards fine jewelry on 

social network site at a significant level of .01. The result confirmed the hypothesis with high level of the Pearson 

correlation coefficient, thus the large correlation is most likely due to the similar nature of the two variables in Thai 

GenY. The finding of the study also indicated that interaction was relatively the most important determinant of 

purchase intention towards fine jewelry on social network site (r=.89), aligning with the study of Molinillo, Liebaba-

Cabanillas, & Anaya-Sanchez (2018) and, Hasanov & Khalid, (2015). Also, a study conducted in the China market 

revealed that interactive behavior in the social network environment posed a positive impact on purchase intention 

(Ya & Xue, 2014); however, Yen (2014) found no impact of interaction on purchase intention. For further research in 

the future, researchers may investigate other aspects of perceived characteristics of social media account as a sales 

channel and their effects on various consumers’ attitudes and behaviors. 
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