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ABSTRACT

This purpose of this study is to find out the considering factors for online
jewelry shopping. The main hypothesis was to test whether differences in demographic
as age and monthly income would lead to different attitudes of customer. A Likert-style
guestionnaire containing 29 statements identified in the areas of factors as perceived
price, design, brand, quality, service, Information usefulness and online reviews. In terms
of data collecting, the online survey was randomly distributed to 205 female respondents
who had purchased jewelry though online shopping in past 12 months. For data anaysis,
this paper was applied three statistic approaches as descriptive analysis, exploratory
factor analysis and One-way ANOVA analysis.

The findings reveded that final five influence factors from the factor analysis
method was retained to test in the attitude score between different group of ages and
monthly personal incomes. Information usefuiness had a highest mean score, followed

by price discounts component, design, online reviews, and branding respectively.
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CHAPTER
INTRODUCTION

This research focuses on the factor of female customer in online jewelry
shopping. This chapter introduces the background of jewelry business, presents its
aims and objectives, and briefly explains the significance of the study and why it was
conducted. This sets the stage for the following chapters and establishes the importance
of the study topic and findings.

1.1 Background

Online shopping is widely used in customer’s daily lives and also becomes
a crucial commercia activity that can help business access their potential customers.
Euro Monitor International (2015) found that technology isigniting growth and crucial
to changes in customer behavior especial in online shopping. The Internet platform has
expanded rapidly. Creating an e-commerce shop and online marketing has been key
approach for new business setup and existing businesses who aim to reach anew market.

According to the government support and market opportunity, the jewelry
business can be more attractive to small and medium - sized enterprises both domestic
and international players. Thailand has long been a gemstones sourcing destination.
Although nowadays most of the raw materias are imported into Thailand it has maintained
its long reputation as a quality gemstones manufacturing and sourcing hub. The key
strength of Thailand has always been the knowledge and expertise of transforming raw
stones into brilliant gems by using traditional Thai methodologies such as heat treatment,
cutting, polishing etc.

Currently, the industry consists of three segments as gemstone production
e.g. heating, cutting and polishing, jewelry design, casting (modeling and plating) and

setting, and sales and marketing in domestic and international markets



Most of the firmsin the sale and marketing segment are small and medium-
sized enterprises (SMESs), according to Thailand Board of Investment’s report (2015).
In 2016 the government approved measures to support SMES in regard to financing
and innovation, the promotion of investment in 10 special economic zones, and free-trade
agreement policies to support export expansion. The Federation of Thai Industries report
(2016) forecasted that jewelry and ornaments exports would increase by 5 percent this
year. Thisforecasting implied the expectation of growth in jewelry industry with plenty of
opportunities in the international market.

Moreover, technology improvement is one of the key areas supporting the
industry growth. The Thal jewelry sector is labor-intensive and relies on skilled artisans,
designers and modern technology to produce jewery that is competitive in the international
markets. Recently, technologically advanced equipment has replaced human worker
and increased productivity (e.g. CAD software, 3D scanner, 3D printer). So, the initial
investment and production costs of the setting up ajewelry business were reduced due
to technol ogy improvements.

During the past five years, many fashion businesses worldwide have setup
online platforms such as accessories, cosmetics, brand name, jewelry etc. Especialy
for Thailand as it has a strong international reputation for quality gemstones and jewelry
manufacture, so the online shop has allowed small businesses to expand into the global
market. Also, it enhances the Thal manufacturing capability to operate not only as an

original equipment manufacturer (OEM) but also for successful brand building.

1.2 Problem Statement

Thailand has strong reputation in gems and jewelry, however loca enterprises
still have to compete with international player such as India and China. According to
researcher’ s observation and the extant research, there are alot of local people produce
and sell their local product both the fashion and fine jewelry. Although Thailand has
the potential to build unique designs and manufacturer, we lacked the ability to sell as
a brand name and competed with the internationa well-known brands. Online marketing
may be the efficient approach for small and medium-sized enterprises to build their

own brand name.



In addition, nowadays there are a few online stores selling jewelry pieces,
and most of the jewelry web stores provide the same type of raw materia product: generic
bulk silver and gold jewelry, gemstones, custom jewelry, and jewelry from famous
brand names. Some of these stores are selling well, some of them are not, this research

considered the factors that affect purchasing jewelry though online shopping.

1.3 Objective

The researcher would like to conduct this research to serve the main three
objectives;

1. Toinvedtigate customers behavior in online shopping and online jewelry
shopping.

2. To identify the factor that affect customer to purchase jewelry toward
online.

3. Tofind out customers' attitude about online jewelry shopping.

1.4 Benefits of research

The results of this study will be beneficial to new business and SMEs in
the jewelry industry. This paper supports the business to develop a customer oriented
online shop which has taken into consideration all the key factors that impact the
consumers purchase decision. The results will allow a greater understanding about
consumers service-needs, and how to develop a suitable marketing strategy. Moreover,
this study will help SMEs to enhance their competitive edge on current service providers,
and to penetrate markets with diversified products and services aswell asto gain sufficient

market share.



CHAPTERIII
LITERATURE REVIEW

The purpose of this study was to examine the factors that influence the
purchase of jewery from an online platform. This chapter aims to present previous research
which is related to this sudy. It initiates with the overview of the e-commerce environment
and factors affecting purchase online. Then, the influencing factors of purchasing jewelry
are described. The discussion will conclude with the framework which helps choosing
an accurate research methodology, and the design of a questionnaire for implementing
the study.

2.1 E-Commerce Environment

This study concentrates on customer behavior of online shopping, which is
a sub-division of electronic commerce. Nowadays, the internet has transformed the way
people buy, sell, and manage business activities in many approaches and faster growth
than other technology of business’ (Costa 2003). It turns to be a key influence into
business activities and people’s lifestyle. Because of internet, the business environment
has changed to a new dimension which is often caled electronic commerce (E-commerce).
Refer to Professor Gary Schneider, “electronic commerce or e-commerce” means for
many people, operate a purchasing activity on a part of the Internet called the World
Wide Web (Schneider, 2009, p.5).



Business activities that

support selling and

purchasing activities Business-to-business

_ electronic commerce
Business-to-customer

electronic commer ce

Figure 2.1 Element of e-commerce
Source: Schneider (2009)

Moreover, electronic commerce or e-commerce can be separated into five
components as business-to-consumer, business-to-business, business process, consumer-
to-consumer, and business-to-government (Schneider 2009, p.5). Figure 2.1 demonstrates
well the divison and different Sze of business-to-consumer, business-to-business. Business
processes is presented by the biggest category both of volume and value. The study

will focus on business-to-consumer and investigate about the purchasing intension.

2.2 Key FactorsInfluencing Online Consumer attitudes

2.2.1 Demography

Refer to Barkhi & Wallace (2007), the previous research about the impact
of persondlity type on purchasing decisions can be concluded that the attitudes of
consumers are important to purchasing intention. The ways of manipulation the customer
purchasing are related to the factors influencing purchase decision online.

Later on Wu (2007) mention that attitude is the key to get consumers to
buy and it is formed through motivation, perception and learning, and that consumers
decisions are based on attitudes. He says that “Attitudes serve as the bridge between
consumers background (such as gender, age, income, education, etc.) and the consumption
that satisfies their needs.”



Consumer Characteristics
Demographics
* Gender (H1a)
* Age (H1b)
Education (H1c)
Income (H1d)
Marital & Children at Home

Status (H7e)

Perceived Risk (H2) Onli
nline

Shopping
Medium Char risti Intentions

Perceived Ease of Use (H3a)
Perceived Usefulness (H3b)

Figure 2.2 Modd of factorsinfluencing Chinese consumers online shopping intentions
Source: Wen, Rodney and Lynda (2013)

Wen, Rodney and Lynda (2013) studied factors influencing Chinese consumers
to shop online by exploring the effects of user demographic characteristics and media

characteristics on shopping intention in the figure 2.2

Hypotheses Results
1me¢ are 1old higher onling lot supported
sSNo 81| e Lr‘::’T» { 1 )d
H1b. There is an inverse relationship between Chinese consumers’ Supported
age and their intention to shop online
Hic. Tk ! ol of 1all Jported
H1d. The higher the income level of Chinese consumers, the more Supported
likely they will shop online
Hie. M yorted
0 Not supported
Not supported
Supported

Figure 2.3 Summary of hypotheses and testing results
Source: Wen, Rodney and Lynda (2013)



Finally, this research found that age, income, marital and children at home
status and perceived usefulness support online shopping intentions. Therefore this study
will scope to investigate in age and monthly personal income. Researcher assumed that
age and monthly personal income would lead to different attitudes towards the key factors
concerning online purchase of jewelry goods

2.2.2 Attributes

Consumer buying behavior, before and after purchase, has differences between
traditional shopping and online shopping. Research by Andrews and Currim summarizes
that “compared to traditional supermarket consumers, online consumers: are less price
senditive, do more screening on the basis of brand names, do less screening on the basis
of sizes, have stronger choice set effects (i.e., alower percentage of customers who do
no screening)” (Andrews & Currim, 2004). These results are based on traditiona consumer
products therefore they might not precisely suit the topic of this study. However, the
results are indicative of the fact that the buying behavior of online shoppers differs from
traditional consumers.

To be specific, Xia Liu (2013) studied the different motivationa factor
between online and in-store purchasing of luxury fashion products. In-store shoppers,
who are more averse to online risks, find it very important to see the product personally
before purchase and value the shopping experience and interactions. On the other hands,
online shoppers are price-conscious, prefer the online product availability and have a
higher level of trust towards online customer reviews. According to the Figure 4, some

of factors selected to study there are specific to the jewelry product for online shopping.

Table2.1 Internet and in-storefactor of fashion product

Online Shopping I n-Stor e Shopping
Convenience Aesthetic appeal
Price Store trust
Product availability Shopping experience
Online trust Customer service

Source: XiaLiu (2013)



Thefirst factor is price. Westbrook and Black (1985) found that an attractive
price can be a primary shopping factor. It is proven that a competitive price can drive
sales and encourage people's purchase decision. Consumers who are price-conscious
tend to spend more time comparing the products and prices to achieve the best deal.
This research studied both fine jewery (luxury) and fashion jewelry. Being price-conscious
should be the influence for general product (fashion jewelry). However fine jewelry is
a premium product, customers have a different perspective. For fine jewelry, Yavas
(2001) described consumers willingness to spend for prestigious products in order to
achieve prominent socia status. Because these products are highly visible and ostentatious,
people also use them to imply wealth (O’ Cass and Frost, 2004). Also, luxury products
are attractive to consumers because of their high qualities (Vigneron and Johnson,
2004). Their findings are also consistent with Leslie (1974), who found out that design
and quality of jewelry are the key determinant factors of jewelry buyer especidly fine
jewelry. Therefore, price should relate with the quality and material for making the
purchasing decision.

Moreover, beyond the products design and price, other aspects (e.g. service,
brand name, and packaging) are considered as parts of the product quality (Shaharudin
et a., 2011). Since product quality is one of the most important factors that have high
impact on purchase intention, quality perception is necessary to study. For the fashion
and fine jewelry, researcher scope on the quality of material and customization service
to investigate to quality and design, in order to, jewelry which made from the good
material and good production will be more attractive.

Secondly, trust is the key factors to change from an in-store shopper to online
(Lee et al. 2008). They found that trust in online shopping significantly influences the
credibility of the consumer product reviews posted on the site, which is associated
both indirectly and directly with greater purchase intentions. When consumers had a
high level of trust in a shopping site, information presented on the site seems more
meaningful and eventually shapes purchase decisions. Despite ample support research
has found that online trust influences consumer responses, little research has explored
consumer trust in the context of online consumer product reviews and its effect on
consumer purchase intentions toward products for which they have read reviews. Also,
early research by Xia Liu (2013) suggests that “It is important for retailers to learn



how to enhance online shopping environment to attract more online luxury buyers.
Future researchers may also investigate the effectiveness of online word of mouth and
the social media on luxury consumers purchase intention and brand attitude. It is of
practical importance to better understand the impact of online technologies on luxury
retailing business.” This research will be separate the store information and information
of review, to investigate that different age and income might be lead to different perceived
information.

Lastly, according to McKinney’s research, a jewelry trend in 2020 forecasted
that the branded segment will increase from 20% in 2003 to 40% in 2020 of the overall

market share.
Branded Unbranded
E:;
-
| -,.-i |
' ]
& 3 :
L}
A\ 4 '\ -
| i
¢ |
| | e . .
2003 2005 2007 2009 2011 2020'

Figure 2.4 Forecasting of branded vs. unbranded jewelry
Source: Expert interviews, McKinney (2015)

Sasmita (2015) study via multiple regressions found that brand awareness
predominantly affects brand equity among young consumers. These young consumers
acquire input and awareness of a particular product or brand from social media. They
can clearly recognize the particular product or brand in comparison to competing products
or brands, know how it looks and its characteristics from social media. In the future, as
customers pay attention to branded product, it will be interesting to study customer

awareness to the new brands which originate from small business.
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2.3 Hypothesis Development

Previous studies found many factors that influence customer purchasing
online. The main hypothesis was to test whether differences in demographic variables
such as age and monthly personal income would lead to different attitudes towards the
key factors concerning online purchase of jewelry goods.

Quality

Demographic Brands Purchasing

Age .
Price I ntention
Income

Onlinereview

Info. Usefulness

Design

Figure 2.5 Hypothesis development
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CHAPTER 11
RESEARCH METHODOLOGY

This paper aims to study the influential factors affecting online purchase of
jewelry products amongst female customers in Bangkok, Thailand. Researcher will
use a quantitative research approach in order to meet the research objectives, through
finding the answers to research questions. This chapter elaborates research design,

population and Sampling, research instrument, and data analysis.

3.1 Research Design

This research will collect primary data in order to find the answers to its
gpecific research objectives. The data collecting method chosen for this study was survey
which will be conducted with the use of an online questionnaire. The benefit of using
guantitative research is to ascertain the trustworthiness of the data and the substantial
factors that influence consumer. These online survey designed questionnaires enabled
respondents to answer the questions easily and fast. The questionnaires were created
with simple format and the respondents were required a tick to answer each question
rather than writing their answers.

Data were collected by online questionnaires that were distributed to 200
respondents through various online channels such as Facebook and email. This research
amed to study the considering factors to the purchase jewelry focusing on online shopping.
The questionnaire was distributed to jewelry consumer who had purchased jewelry
through online and internet shopping websites in past 12 months. The results from the
respondents will be representative of the consumer behavior to shopping for jewelry

online both fashion and fine jewelry.
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3.2 Population and Sampling

Jewelry is one of the fashion products which appeal to a wide range of
women, so this research scope sampling in Thai female. The random sampling of 200
Tha female was conducted to represent the female population in Bangkok, Thailand
which is approximately 1.48 million people (Office Statistic Registration System, 2015).
Since the scope is Bangkok, self-administration questionnaires were sent to the target
population in Bangkok area. Due to the age ranges of the adults, it was suitable to

access some of them from the office area.

3.3 Research Instrument

A guestionnaire was employed as a research instrument for this study. The
guestionnaire was divided into four parts. The first section consisted of a definition of
the jewelry in this research, screening questions such as have you ever purchase jewelry
online? The second part aimed to study customer purchase behavior of genera jewelry
both in-store and online such as product type (earring, pendant, necklace, etc.), frequency
and estimated budget.

The third section of the questionnaire was designed to examine the factors
of jewelry online. This part used specific statements and the 4-point Likert scale, from
4 (Strongly Agree), 3 (Agree), 2(Disagree), and 1(Strongly Disagree). This research
removed the midpoint (or neutral) option due to this option is the easiest answer when
respondents feel uncertainty about the answer. As a result, the neutral may not really
represent the opinion of “neither agree nor disagree” (Tsang, 2012). Also, those statements
will random for more accuracy outcome in factor analysis approach. The last question
in this part, respondents placed the priority ranking of seven factors to identify the

most important factor.
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Table 3.1 Research instrument

The price of jewelry isimportant to me.

| found that buying online is cheaper than retail
stores.

Price Discounts promotion from online store attracts me

to buy.

| always purchase more, if it gives me more

discounts.

Design isimportant to me.

_ I'm willing to pay for more the design that | prefer.
Design

| alwayslook for customized design jewelry such as

name or logo.
Adapted

from (Sproles
& Kendall,
1986)

Brand is important to me.

| only purchase online from well-known brand.

| believe that famous brands will have a better

Brand quality than non-famous brand.

I'm willing to pay for more the brand that | know
even it's the same design and material.

Country of origin affects my decision.

Quality of product isimportant for me.

Quality . .
| prefer to purchase jewelry with guarantee.

| think delivery timeisimportant for me.

| think return/refund policy isimportant to ensure a
Service quality of product.

| prefer to pay with online banking transfer (bank or
the Internet banking) than credit card.




Table 3.1 Research instrument (cont.)

Detailed product isimportant to me. (Dimension,

14

| aways refer the store to friends.

| always follow the new collection from the store
I've purchased.

material etc.) Adapted from
| feel trust in product and store, if they provide more | (Myllymaki,
Information | detail of product information. 2010)
Usefulness Quality of picture isimportant to me.
_ _ ] _ Adapted from
I think short clip (show and describe product) is
: (Agag & El-
more useful than picture.

Masry , 2016)
| believe in online reviews than their own Adapted from
advertisement. (Rafaele,2014

e | always read the review before purchase. )
nline
) Review by short clip is more attractive than text and
Reviews
picture.
Positive online comments in the review about
product make me want to buy.
| repurchase from the online store that I've
_ Adapted from
patronized.
- _ (Agag & El-
I'm willing to support store by promoting product
F . o Masry , 2016)
Repurchasing | for special discount in the next purchase. (positive
intention review on social media)

The last section of the questionnaire was designed to gather both demographic

and customer behavior information. The demographic questions included age, income,

and spending habits. The customer behavior questions included respondents’ behaviors

and frequency regarding shopping online. All of the demographic data were used to

describe and analyze the consumer group with different age and personal income.
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3.4 Data Analysis

For data analysis, this research was process by using the Statistical Package
for Socia Sciences (SPSS) program software to test the hypotheses. Three types of analysis
are used in this research; descriptive analysis, factor analysis, and One-way ANOVA
analysis. Descriptive analysis was used to describe persona information include age
and personal monthly income level of the respondents. The statistics used were mostly

frequencies, percentages, means, and standard deviations.
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CHAPTER IV
FINDING

This paper studies the influential factors affecting online purchase of jewelry
products amongst female customers in Bangkok, Thailand. The main hypothesis tests
whether differences in demographic variables such as age and monthly persona income
would lead to different attitudes towards the key factors concerning online purchase of
jewelry goods. Exploratory factor analysis was aso performed to finding dimensions
in the attitudinal data and the main research questions were tested at .05 alpha level.
All the analyses were performed using SPSS version 23. The results are presented in

the following manners.

4.1 Demographic Profilesand General Purchase Behaviors

The first section uses descriptive statistics including frequency and percentage
to report the demographic profiles and general purchase behaviors of participants in
this study. All 205 respondents were female who had purchased jewelry through online
and internet shopping websites in past 12 months.

Table 4.1 presents demographic profiles of the respondents including age
and monthly persona income. Maost respondents were female aged between 25-34 years
old (42.9%), followed by 16-24 years old (34.6%). In terms of monthly personal income,
the magjority of the respondents earned less than 30,000 THB per month (39.5%) followed
by between 30,000 — 50,000 THB (32.2%) and higher than 50,000 THB (28.3%) respectively.
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Table4.1 Demographic profiles—age and personal monthly income

Demographic profiles Frequency Per centage
Age
16-24 71 34.6
25-34 88 42.9
35-44 24 11.7
Higher than 45 22 10.7
Total 205 100.0
Monthly personal income
Less than 3,0000 THB 81 39.5
3,0000-5,0000 THB 66 32.2
Higher than 5,0000 THB 58 28.3
Total 205 100.0

The following tables present online shopping behaviours regarding jewelry
category in Thailand. Table 4.2 reports online purchase frequency, and most female
customers shopped between 1-2 times per year (46.8%) followed by between 3-4 times
per year (44.4%). Less than 10 percent shopped jewelry online on a monthly basis.

Table4.2 How often do you purchase jewelry online?

How often do you purchase Frequency %
1-2 per year 96 46.8
3-4 per year 91 444
1-2 per month 5 24
3-4 per month 13 6.3

Total 205 100
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3-4 per month, 6%

1-2 per month, 3%

1-2 per year,
47%

3-4 per year,
44%

Figure 4.1 The graph displaysthe frequency of buying jewelry online.
Table 4.3 reports the average spending on jewelry product online. About
half of the respondents spent between 1,000 — 5,000 THB per transaction (48.8%),

followed by lessthan 1,000 THB (35.1%) and higher than 5,000 THB (16.1%) respectively.

Table 4.3 How much do you spend on jewelry online? (per transaction)

Price Frequency %
<1,000 THB 72 35.1
1,000-5,000 THB 100 48.8
> 5,000 THB B85 16.1

Total 205 100.0

Higher than 5,000 THB
16%

1,000-5,000
THEB
49%

Less than 1,000 THB
35%

Figure4.2 How much do you spend on jewelry online? (per transaction)
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Table 4.4 reports the average time spent on social media per day. Nearly
forty percent spent time on social media more than three hours a day (36.1%), and
about the same number of respondents spent less than one hour a day (35.1%). The
rest spent time between 1-3 hours using social media (28.8%).

Table 4.4 How much time do you spend on social media daily?

Time Frequency %
< one hour 72 35.1
1-3 hours 59 28.8
>3 hours 74 36.1

Total 205 100

More than 3 hours
36%

1-3 hours
29%

Figure 4.3 How much time do you spend on social media daily?

Regarding general online shopping behaviors, table 5 reports the average
number of online purchases in the past 12 months. The mode frequency was between
1-2 times per month (44.4%), followed by 3-4 times a year (22.9%). There were only

4.9 percent who shopped online more than four times a month.



20

Table4.5 How often have you purchased online in the past 12 months?

Purchase Frequency Frequency %
1-2 per year 23 11.2
3-4 per year 47 22.9
1-2 per month 91 44.4
3-4 per month 34 16.6
> 4 per month 10 4.9
Total 205 100.0

1-2 per year

more than 4 per month
11%

5%

3-4 per month
17%

3-4 per year
23%

1-2 per month
44%

Figure4.4 Thefrequency of purchasesin the past 12 months

Table 4.6 presents the average spending for other general products online.
The mode spending was between 1,001 - 5,000 THB (41.0%), followed by between
5,001 — 10,000 THB (25.9%). There were only 2.9 percent who spent more than 20,000

THB per transaction.



Table4.6 How much money do you spend onlinefor other general products?

21

Amount Frequency %
< 1,000 26 12.7
1,001-5,000 84 41.0
5,001-10,000 53 259
10,001-20,000 36 17.6
> 20,000 6 29
Total 205 100.0

more than 20,000
3%

10,001-20,000
17%

5,001-10,000

less than 1,000
13%

26% : 1,001-5,000

41%

Figure4.5 The amount spent on Buy products online.

Table 4.7 reports most frequent purchased category on the internet. Fashion

and appeals (including accessories) were the most popular purchased category (42.0%),
followed by cosmetic products (25.9%), IT electronic gadgets (14.3%) and air ticket

for transportation (9.8%)
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Table 4.7 Product categoriesthat customers purchased the most on online

Product categories Frequency Per centage
Fashion appeals 86 42.0
Cosmetic 53 25.9
Electronics and IT gadgets 29 14.3
Air ticket 20 9.8
Other 16 8.0
Total 205 100.0

Table 4.8 reports most frequent purchased jewelry bought online. Rings
was the most common jewelry products purchase on the internet (43.8%), followed
closely by earrings (42.9%) and bracelet (34.8%) respectively. Ankle bracelet was the
least popular item as only 7.1 percent bought it in the past 12 months.

Table4.8 Typesof jewelry that customers purchased online (multiple answer s)

Types of jewelry Frequency Per centage
Rings 90 43.8
Earrings 88 429
Bracelet 71 34.8
Necklace 49 24.1
Ankle bracel et 15 7.1
Other 15 7.1

4.2 Attitude Scores

In this section, mean and standard deviation of each attitudinal statements
asked in the survey are reported and briefly discussed. The statements were asked
randomly in the survey to facilitate the factor analysis in the later section of this chapter.
Table 9 reports the mean and standard deviations of each statement ranked from highest
to lowest scores. Top five statements that received highest claimed responsesii.e. highly

important in purchase decision were “quality of pictureisimportant to me” (mean 3.72
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SD .48), “detailed products is important to me” (mean 3.69, SD .48), “I feel trust in
product and store, if they provide more detail of product information” (mean 3.61, SD
.63), “1 think short clip (show and describe product) is more useful than picture” (mean
3.57 SD .62), and “The price of jewdry isimportant to me’ (mean 3.56, SD .56) respectively.
The bottom five attributes i.e. least importance in decision making include “I only
purchase online from well-known brand” (mean 1.77 SD .75), “I believe that famous
brands will have a better quality than non-famous brand” (mean 2.20, SD .92), “I'm
willing to pay for more the brand that | know even it's the same design and material”
(mean 2.32, SD 1.00), “Country of origin affects my decision” (mean 2.39, SD .97),

and “| aways purchase more, if it gives me more discounts’ (mean 2.84, SD .77).

Table4.9 Mean and standard deviation of attitudinal statements

_ Std.
Attributes M ean o
Deviation
Quality of picture isimportant to me. 3.72 0.48

Detailed product is important to me. (Dimension, material etc.) 3.69 0.48
| fedl trust in product and store, if they provide more detail of 3.61 0.63

product information.

| think short clip (show and describe product) is more useful 3.57 0.62
than picture.

The price of jewelry isimportant to me. 3.56 0.56
| repurchase from the online store that 1've patronized. 3.54 0.60
Design isimportant 3.52 0.65
| alwayslook for customized design jewelry such as name or 3.38 0.66
logo.

Review by short clip is more attractive than text and picture. 3.33 0.67
Quality of product isimportant for me. 3.32 0.67
Discounts promotion from online store attracts me to buy. 3.28 0.71
I'm willing to support store by promoting product for special 3.27 0.76

discount in the next purchase. (positive review on social media)
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Table4.9 Mean and standard deviation of attitudinal statements (cont.)

Attributes Mean Std
Deviation

| always read the review before purchase. 3.26 0.72
Positive online comments in the review about product makeme  3.21 0.71
want to buy.
| always refer the store to friends. 3.11 0.75
| believe in online reviews than their own advertisement. 3.09 0.75
| think return/refund policy is important to ensure a quality of 3.07 0.86
product.
| prefer to pay with online banking transfer (bank or the Internet  3.04 0.86
banking) than credit card.
| prefer to purchase jewelry with guarantee. 3.03 0.85
Brand is important to me. 3.02 0.83
| found that buying online is cheaper than retail stores. 3.01 0.91
| always follow the new collection from the store I've 3.00 0.80
purchased.
| think delivery time isimportant for me. 2.91 0.75
I'mwilling to pay for more the design that | prefer. 2.91 0.82
| always purchase more, if it gives me more discounts. 2.84 0.77
Country of origin affects my decision. 2.39 0.97
I'm willing to pay for more the brand that | know even it'sthe 2.32 1.00
same design and material.
| believe that famous brands will have a better quality than non-  2.20 0.92
famous brand.
| only purchase online from well-known brand. 1.77 0.75

Table 4.10 reports the most influential factor affecting online purchase decison

concerning jewelry product in Thailand. The most claimed response was design (29.3%),
followed by price (26.3%) and brand (16.6%) respectively. The least important element

was service as only 2 percent of the respondents claimed so.
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Table4.10 What isthe primary factor which influences your decision to purchase

jewelry from online?

Attributes Frequency Per centage

Design 60 29.3
Price 54 26.3
Brand 34 16.6
Information Usefulness 25 12.2
Quality 20 9.8
Online Reviews 8 3.9
Service 4 2

Total 205 100

Table 4.11 reports the claimed responses concerning offline purchase of
jewelry products from stand-alone site or from shopping mall. The most claimed response
was price (46.8%), followed by design (29.8%) and quality (13.2%) respectively. Similarly,
to previous table, price and design were crucia factors when female customers shopped

for jewelry accessories.

Table4.11 What isthe primary factor which influences your decison to purchase

jewelry from a stand-alone site, or from amall?

Attributes Frequency Per centage
Price 96 46.8
Design 61 29.8
Quality 27 13.2
Brand 15 7.3
Information Usefulness 5 24
Service 1 0.5

Total 205 100




4.3 Exploratory Factor Analysis

26

This section presents the main findings of exploratory factor analysis that

was used to extract meaningful dimensions in the attitudinal data. There are four stages

for this analysis as determine the sampling size, factor extraction, factor rotation and

interpreting. At the beginning stage, there were 29 attitudinal statements included in

the factor analysis model. After some revisions i.e. deleting high cross loading attributes,
the final stage included only 15 attitudinal statements as presented in table 4.12.

Table4.12 Mean and standard deviation of final attitudinal statements

Final attributes Mean Std
Deviation

Quality of picture isimportant to me. 3.72 A48
Detailed product is important to me. (Dimension, material etc.) 3.69 A48
| feel trust in product and store, if they provide more detail of 3.61 .63
product information.
The price of jewelry isimportant to me. 3.56 .56
| always look for customized design jewelry suchasnameor logo.  3.38 .66
Review by short clip is more attractive than text and picture. 3.33 .67
Quality of product isimportant for me. 3.32 .67
Discounts promotion from online store attracts me to buy. 3.28 71
| always read the review before purchase. 3.26 72
Positive online comments in the review about product makeme  3.21 71
want to buy.
| believe in online reviews than their own advertisement. 3.09 75
Design isimportant to me. 3.02 .83
| think delivery time isimportant for me. 291 75
| believe that famous brands will have a better quality than non-  2.20 .92
famous brand.
| only purchase online from well-known brand. 177 .75
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Table 4.13 reports the KMO and Bartlett’ s test results. The KMO was used
to determine the sampling adequacy whether the sample size is large enough to perform
exploratory factor analysis. The minimum value of KMO was .600. The KMO in this
study was .664 which passed the acceptable criterion. The Bartlett’s test of sphericity
was used to test the null hypothesis that the correlation matrix is an identity matrix and
we want to reject this null hypothesis to continue using factor analysis in this study.
The p-value of the test was reported as .000 and this concluded that the null hypothesis
should be rejected. Taken together the KMO and Bartlett’s test, factor analysis can be
conducted in this paper.

Table4.13 KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .664
Bartlett's Test of Sphericity Approx. Chi-Square 777.943
df 105
Sig. .000

Table 4.14 reports the total variances explained and the number of extracted
factors based on the Eigenvalue-one criterion (also referred to as the Kaiser criterion).
The extraction method used in this study was principle component analysis which was
commonly used in such studies. Five factors were retained based on this criterion and
the tota variances explained by these factors were 63.652 as reported in the cumulative
percent column highlighted in the table. The sixth factor and onward had eigenvalues
less than one which mean that the component expliains less variance that a variable
would and should not be retained.
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Table4.14 Total variances explained

Initial Eigenvalues Extraction Sums of Squared Rotation Sums of Squared
Component % of Cumulative % of  Cumulative % of Cumulative
Total Variance % Total Variance % Total Variance %

1 3.106 20.707 20.707 3.106 20.707 20.707 2.65 17.669 17.669
2 2.253 15.017 35.724 2.253 15.017 35.724 1.869 12.458 30.128
3 1.632 10.877 46.601 1.632 10.877 46.601 1.74 11.598 41.726
4 1.398 9.317 55.919 1.398 9.317 55.919 1.71 11.399 53.125
5 1.16 7.733 63.652 1.16 7.733 63.652 1.579 10.527 63.652
6 0.87 5.801 69.453

7 0.767 5.116 74.569

8 0.721 4.805 79.373

9 0.689 4.591 83.965

10 0.525 3.497 87.461

11 0.503 3.353 90.814

12 0.431 2.874 93.689

13 0.406 2.705 96.394

14 0.329 2.195 98.589

15 0.212 1.411 100

Table 4.15 reports the rotated component matrix. The table shows how the
retained five factors load on each attitude variable. The first factor namely “online
review” consists of four attributes including | aways read the review before purchase
(.863), positive online comments in the review about product make me want to buy
(.792), | believe in online reviews than their own advertisement (.752), and review by
short clip is more attractive than text and picture (.678). The second factor namely
“information usefulness’ consists of three variables including | feel trust in product
and store, if they provide more detail of product information (.797), detailed product is
important to me (.780), and quality of picture is important to me (.708). The third
component namely “design” consists of three variables including design is important
to me (.731), quality of product is important for me (.680), and | always look for
customized design jewelry such as name or logo (.616). The fourth component namely
“branding” consists of three variables including | believe that famous brands will have
a better quality than non-famous brand (.756), | only purchase online from well-known
brand (.715), | think delivery time is important for me (.660). Finally, the fifth factor
namely “price discount” consists of two attributes including discounts promotion from
online store attract me to buy (.845), and the price of jewelry isimportant to me (.808).



Table4.15 Rotated component matrix
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Component

1 2 3 4 5
| always read the review before .863
purchase.
Positive online commentsin thereview  .792
about product make me want to buy.
| believe in online reviews than their 752
own advertisement.
Review by short clip is more attractive .678
than text and picture.
| feel trust in product and store, if they 797
provide more detail of product
information.
Detailed product is important to me. .780
(Dimension, material etc.)
Quality of picture isimportant to me. .708
Design isimportant to me. 731
Quality of product is important for me. .680
| always ook for customized design .616
jewelry such as name or logo.
| believe that famous brands will have a 756
better quality than non-famous brand.
| only purchase online from well- 715
known brand.
Brand isimportant to me. .660
Discounts promotion from online store .845
attracts me to buy.
The price of jewelry isimportant to me. .808
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Table 4.16 presents the mean and standard deviation of fina five factors
extracted by the exploratory factor analysis. The second factor “information usefulness’
had highest mean score (mean 3.67), followed by price discount component (mean
3.42), Design (mean 3.24), online review (mean 3.22), and branding (mean 2.29)
respectively. The next section will test whether there were statistically significant
differences in the mean scores by comparing different demographic variables such as
age, monthly personal income, and average spending.

Table4.16 Mean and standard deviation of each factor retained in this study

Retained five components Mean Std
Deviation
Factorl - online review 3.22 0.56
Factor2 - information usefulness 3.67 0.42
Factor3 - design 3.24 0.52
Factor4 - branding 2.29 0.59
Factor5 - price discounts 3.42 0.56

4.4 Testing for Differencesin Demographic

The last section presents the findings from one-way ANOVA that compared
the mean responses of five retained factors amongst female customers with different
ages and monthly personal incomes. The hypothesis tests were performed using 5%
alpha (alpha 0.05).

Table 4.17 reports the findings of one-way ANOVA comparing the mean
responses of five retained components amongst female customer with different ages.
The tests were statistically significant at .05 level (p-value lower than .05) and it can
be concluded that the differences in attitudes towards the five key elements between
femal e customers with different age groups were statistically significant.



Table4.17 One-way ANOVA comparing groupswith different ages
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Group N Mean SD F Sig.
16-24 71 3.40 0.46 11.020 .000
25-34 88 3.26 0.57
Factorl - online review 35-44 24 272 0.49
> 45 22 3.06 0.60
Total 205 3.22 0.56
16-24 71 3.50 0.46 8.403 .000
25-34 88 3.76 0.36
Factor2 - information usefulness 35-44 24 3.67 0.39
> 45 22 391 0.26
Total 205 3.67 0.42
16-24 71 291 0.50 21.620 .000
25-34 88 3.34 0.47
Factor3 - Design 35-44 24 3.54 0.31
> 45 22 3.56 0.32
Total 205 3.24 0.52
16-24 71 197 0.45 12.498 .000
25-34 88 248 0.58
Factor4 - branding 35-44 24 243 0.59
> 45 22 245 0.66
Total 205 2.29 0.59
16-24 71 3.72 0.31 24.070  .000
25-34 88 3.42 0.61
Factor5 - price discounts 35-44 24 2.96 0.41
> 45 22 2.93 0.42
Tota 205 3.42 0.56
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m Onlinereview ® Information usefulness m Customization Branding Price discounts
34 3.56
Jl |‘| || | | |“
16-24 years 25-34 years 35-44 years more than 45 years Total
Agegroups

Figure4.6 Comparing groupswith different ages

In terms of online review, customers aged 16-24 years (mean 3.42) had
highest mean responses whilst those aged between 35-44 years (2.72) had lowest mean
scores. In terms of information usefulness, the customers aged higher than 45 years old
(mean 3.91) placed greatest emphasis on this aspect. In terms of customization, customers
aged between 35-44 years (mean 3.54) and those aged greater than 45 years (3.56) were
highly and equally influenced. Branding element was poorly rated by female respondents
which could be interpreted that it had minimal impact on purchase decision when it
comes to online purchase of jewelry products. Brands were least impactful amongst
female customers aged below 24 years (mean 1.97). In contrast, this group of customers
was highly influenced by the price discounts (mean 3.72). Price discounts can be used
to attract and stimulate purchases amongst young customers, however, as age increased
the effects of price promotion would likely decline as seen in the table.

Table 4.18 reports the findings of one-way ANOVA comparing the mean
responses of five retained components amongst female customer with different monthly
persona income. Similarly, to previous table, the tests were again statistically significant
at .05 level (p-value lower than .05) and it can be concluded that the differences in
attitudes between female customers with different persona income were statistically
significant. Female respondents who placed greatest emphasis on online review was
those who earned less than 30,000 THB (mean 3.34), and as income increased the
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impact of online review declined. In terms of information usefulness, group with personal
income higher than 50,000 THB had highest rating and the score declines for groups
with lower personal income. Amongst three income segments, customization (mean
3.50) and branding components (mean 2.49) were highly rated by those who earned
more than 50,000 THB a month. In terms of price discount, promotion element was
mostly attractive and highly rated by group with personal income less than 30,000 THB
a month (mean 3.66), and the impact of price promotion became less influential as

customers had higher personal income.

Table4.18 One-way ANOVA comparing groupswith different monthly personal

incomes
Group N Mean SD F Sig.
Less than 30000 THB 81 334 054 5569 .004
30000-50000 THB 66 326 051
Factorl - onlinereview
Higher than 50000 THB 58 303 061
Total U224 0.56
L ess than 30000 THB 81 356 046 9430 .000
Factor2 - information ~ 30000-50000 THB 66 366 041
usefulness Higher than 50000 THB 58 386 0.29
Total BS. 86/ /J0.42
Less than 30000 THB 81 296 054 25221 .000
) 30000-50000 THB 66 335 045
Factor3 - Design .
Higher than 50000 THB 58 350 0.35
Total 206 324 052
L ess than 30000 THB 81 213 051 6537 .002
) 30000-50000 THB 66 232 061
Factor4 - branding _
Higher than 50000 THB 58 249 063
Total 206 229 059
L ess than 30000 THB 81 366 043 23312 .000
Factor5 - price 30000-50000 THB 66 342 055
discounts Higher than 50000 THB 58 3.07 054

Total 205 342 056
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Figure4.7 Comparing groupswith different monthly personal incomes

In summary, five attitudinal factors were retained from the factor analysis
method and these factors were used in subsequent one-way ANOVA that tested whether
the attitude score was different for groups with different ages and monthly personal
incomes. The analysis revealed that the differences between groups with different

demographic profiles were statistically significant at .05 alphalevels.

4.5 Summary and Discussion

In terms of data collecting, the online survey was randomly distributed to
205 female respondents who had purchased jewelry through online shopping in past
12 months.

From descriptive analysis, demographic information shows that the most
female respondents were aged between 25-34 years and the mgjority of respondents
earned less than 30,000 THB per month. Regarding general online shopping behavior,
fashion and appeals (including accessories) were the most popular purchased category
(42.0%), followed by cosmetic products (25.9%). The most frequency was between 1-
2 times per month about 1,001-5,000 THB. Comparing with online jewelry shopping,
the most frequency is 1-4 time per year (46.8% is 1-2 time per year and 44.4% is 3-4
time per year) which is less than the general online shopping behavior, however there
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are equal spending between jewelry product and general product as 1,000-5,000 THB.
Base on the received information, most of the respondents concentrate on beauty
product as fashion accessory, apparel and cosmetic. The information support business
to set the customer target and estimate customer spending in each transaction.
According to the literature review in Chapter 2, there are seven factors
affecting attitude toward online shopping which are perceived price, design, brand, qudlity,
service, Information usefulness and online reviews. Regarding to factor analysis, the
statements were asked randomly in the survey to extract meaningful dimension in the
attitudinal data. The factor analysis shows final five factors load on each attitude variable.
Information usefulness had a highest mean score, followed by price discounts component,
design, online reviews, and branding respectively. The five independent factors include
both expected advantage and expected costs that consumer will compare and they
initiate the repurchase intention afterward. Lastly, researcher applies one-way ANOVA
to compare the response of five factors amongst female customer with different age

and monthly personal incomes.

4.5.1 Information usefulness

Information usefulness is the most influence factor due to the highest mean
score. This factor consists of three statements including “I feel trust in product and
store, when they provide more detail of product information”, “detail product is important”
and “quality of picture is important for me”. The finding of one-way ANOVA shows
that the customer group with aged higher than 45 years old and personal income higher
than 50k THB placed greatest concentrate on this aspect. The high income customer

consider more information in order to they tend to purchase higher price product.

4.5.2 Pricediscounts

The second factor “price discount” consists of three variable including
“discounts promotion from online store attract me to buy”, and “the price is important
to me”. From ANOVA analysis, price discount element was mostly attractive and
stimulates buying amongst the young customers and group with personal income less
than 30k THB. On the other hand, age and persona income increased the impact of

discount and promotion would probable decline.
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4.5.3 Design
The third component “design” consists of three variables including “design

is important to me”, “quality of product is important for me”, and “I always look for
customized design jewelry such as name or logo”. In generaly, jewelry which made
from the good material and good production will be more attractive. So, factor rotation
method includes the quality of product with design aspect. The one-way ANOVA
found that customer aged between 35-44 years and greater than 45 years were highly
and equally influence on design aspect same as customer who earned more than 50,000
THB amonth. Refer to the price factors, the result imply that customer group with age
and personal income increased the effect of price is decline, hence they consider on

design and willing to pay higher price for unique and customization product.

4.5.4 Onlinereviews

The first factor “online review” consists of four attributes including “I
aways read the review before purchase’, “positive online comments in the review about
product make me want to buy”, “I believe in online reviews than their own advertisement”,
and “review by short clip is more attractive than text and picture”. The finding of one-
way ANOVA shows that the customer group with aged between 16-24 and personal
income less than 30,000 THB placed their focus on this aspect. On the contrary, information
impact to the customer group with aged higher than 45 years old, teenagers believe in
real experience from user rather than seller advertisement. They're also have higher

frequency of internet access through smartphone than elder.

455 Branding

Branding consists of two variables including “I believe that famous brands
will have a better quality than non-famous brand” and “I only purchase online from
well-known brand”. The ANOVA analysis found that branding element was poorly
score by respondents. This result could be interpreted that branding is less influence on
respondents when they purchase jewelry online. However brands were least impactful
amongst customers aged below 24 years which is reasonable that this customer group
concern on price more than design and brand.
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In conclusion, final five influence factors from the factor analysis method
was retained to test in the attitude score between different group of ages and monthly
personal incomes. Finally, this research found that the different demographic profiles
were statistically significant at .05 alpha levels. The main hypotheses were statistically
supported by the findings.
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CHAPTER YV
CONCLUSION

Thisisafina chapter of the study that gives conclusion of the findings. The
results of data collected and analyzed are summarized in relation to the research aims
and objectives. This chapter includes four sections which are conclusion, recommendations

of the research, research limitations and recommendations for future research.

5.1 Conclusion

Due to the fact that there is a highly competitive in jewelry online market,
it contributes to more choice for the customers. Business should consider the factors
that influence consumer behavior in order to success in the market. The purpose of this
research was to study the influentia factors affecting online purchase of jewelry products
amongst femal e customers in Bangkok, Thailand.

The objectives of the study were: to identify the considering factor that
affect jewelry purchase online, in order to understand how to apply the appropriate
online marketing, to find out customers’ behavior in online shopping, to investigate
customers' attitude about online jewelry shops.

The research method chosen for this descriptive study was a quantitative
online survey, which used findings from literature review to structure the framework
and the questionnaire. For data analysis, this research was process by using three analysis
tools; descriptive analysis, factor analysis, and One-way ANOVA analysis.

Descriptive analysis shows that the most femal e respondents were aged
between 25-34 years and earned |less than 30,000 THB per month. Regarding general
online shopping behavior, the most popular purchased category is beauty product as
fashion appeal's (including accessories) and cosmetic. The most frequency was between
1-2 times per month and estimated spending about 1,001-5,000 THB. Besides, the most

frequency for jewelry online product is 1-2 time per year which is less than the genera



39

online shopping behavior. However, customer spending per transaction was same as
general product at 1,000-5,000 THB.

From factor analysis, researcher found the five final factors that affect
consumer behavior consisting of information usefulness, price discounts, design, online
reviews, and branding, respondents agree that these factors influence their purchasing
intention. Moreover, the result shows that Information usefulness is the highest ranked
factor followed by price.

In addition, from one-way ANOVA analysis, this study can be concluded
that the differences in attitudes towards the five key factors between female customers
with different age groups were statistically significant. Customer group with aged
higher than 45 years old and persona income higher than 50k who are affordable for
executive product such as customization design or high quality of material, so they
consider more information to support their decision making. This customer group will
be trust in product and store, when store provide more detail of product information.
On the contrary, the young customer who might not prefer the information for owner
store, online review is more influence to purchase. Refer to questionnaire, it can be
conclude that young customer prefer to read the review before purchase and they believe
in online reviews than advertisement. Real experience from user is make them confident
rather than seller advertisement.

Moreover, while age and income rose, the effect of price and discount would
reduce. The young customers with income less than 30k THB are the price conscious,
thus provide discount and promotion event was mostly attractive and stimulate purchasing
amongst them. For design component, customer aged between 35-44 years and greater
than 45 years were highly and equally influence on design aspect same as customer
who earned more than 50,000 THB a month. Refer to the price factors, the priceisless
impact to adult and high income customer, so they consider on design and willing to
pay higher price for unique and customization product.

Lastly, branding was least impactful amongst females customers aged below
24 years because this customer group concern on price more than design and brand.
However, amost respondents disagree that famous brands had a better quality than
non-famous brand. Therefore, this is an opportunity for local and small business to

achieve market with dominant design and better quality.
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5.2 Recommendations of the research

The research concludes al findings after gathering data and utilizing various
research methodologies. The result from the analysis will be beneficial for SMEs to
implement the appropriate strategies. To recommend strategies for online jewelry shop
to operate business is one of the objective for this study. Business should conduct the
different strategy to different group of customer.

Firstly, however, discount can be attract the young customer who is the price
sengtive , this strategy is not a sustainable approach and also cannibalization of existing
revenue, for instant, business give a discount to customer who would afford at regular
price. One way to avoid those negative impact is limiting the offer for first purchasing
or use to impulse more volume in each transaction e.g. buy 5 get 1 free. We learnt from
the descriptive analysis the customer purchase about 1000 — 5000 THB per transaction, so
business should give a discount to boost the higher spending in each transaction.

Using discount promotion or not is depends on the business model and
god that businessis trying to accomplish. For differentiation product such as customization
design or unique product, discount might destroy the brand image and | essen the perceived
value or quality. Business should offer discount for related product or service which
are in the business collaboration such as skin care, spa, or others beauty product.

According to the importance of information and online review component,
business should focus on the voice of customer in the Internet both of their own shop
and competitors. In the digital era, the first impression is not only from graphic design
or website store but also user review. A skewed impression of product and negative
review on the internet are able to be seriously probiem which impact the business
reputation. However, for new business it might be expensive to hire the blogger or
well-known person for positive reviewing product. One of the solution is that provide
the specia discount for previous customer who review the product with photo and
clip. There are two benefits as to investigate a repurchasing intention and expand the
positive word of mouth on the Internet.

Lastly, the research found that customer purchase jewelry from local brand
and non-famous brand. There is the opportunity for new business to start with the limited
budget and build their brand.
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5.3 Limitationsand recommendationsfor futureresearch

This research was limited to the female respondents who had purchased
jewelry through online and internet shopping websites in past 12 months. To expand
the survey to study in all genders might found the new customer targets. However, the
researcher did not have information about these people who could be prospective target
customers in the future.

Due to time and budget constraints, a convenience sample was used in this
research. Consequently, it is difficult to confirm that the sample will be a true random
sample representative of the overall female customer. Although the respondents were
randomly selected, about 80% of the respondents are aged between 16 and 31 years
old which can make the result not diversified. However, amost 80% of young customer
might reflect the real market that the age range who has a potential to purchase online
is 16-34 years. For more effective data, this research should use a larger sample size
and weight the data to avoid bias.

In terms of research methods, due to the small scope of the research paper,
the quantitative method was only used. To better understand consumer behavior, the
qualitative methods such as an in-depth interview or a focus group should be conducted

aswell.
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Appendix A: Questionnaire

PART 1: Scanning question
1. Gender

U
U

Mae

Female

2. Inthe past 12 months, have you purchased jewelry through online?

U
U

Yes
No

PART 2: Customer behavior for purchasing jewelry online

3. Please check the jewelry you most recently purchased through online.

O o o o O

0

Pendant / necklace
Earring

Ring

Bracel et

Anklet

Other

4. How often have you purchased jewelry online in the past 12 months?

0
U
U
0
0

> 4 per month
3-4 per month
1-2 per month
3-4 per year
1-2 per year

5. How much money do you spend jewelry online? (average Baht per transection)

> 20,000
10,001 - 20,000
5,001 - 10,000
1,001 - 5,000
less than 1,000

45



PART 3: Factorsinfluencing purchase decision in jewelry online

6. Do you agree with the below statement?

46

Questions

Strongly

agree

agree

disagree

Strongly

disagree

The price of jewelry isimportant to me.

Discounts promotion from online store

attracts me to buy.

Design isimportant to me.

| alwayslook for customized design

jewelry such as name or logo.

| only purchase online from well-known
brand.

I'm willing to pay for more the brand that |

know even it's the same design and materid.

| think delivery timeisimportant for me.

Quality of product isimportant for me.

| prefer to pay with online banking
transfer (bank or the Internet banking)
than credit card.

10.

| feel trust in product and store, if they
provide more detail of product information.

11.

| think short clip (show and describe

product) is more useful than picture.

12.

| always read the review before purchase.

13.

Positive online commentsin the review

about product make me want to buy.

14.

I'm willing to support store by promoting
product for special discount in the next

purchase. (positive review on socia media)
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Questions

Strongly

agree

agree

disagree

Strongly

disagree

15.

| always follow the new collection from
the store I've purchased.

16| | found that buying online is cheaper than
retail stores.
17| | aways purchase more, if it gives me

more discounts.

18

I'm willing to pay for more the design that

| prefer.

19

Brand isimportant to me.

20

| believe that famous brands will have a

better quality than non-famous brand.

21

Country of origin affects my decision.

22

| prefer to purchase jewelry with

guarantee.

23

| think return/refund policy is important
to ensure aquality of product.

24

Detailed product isimportant to me.

(Dimension, material etc.)

25

Quality of picture isimportant to me.

26

| believe in online reviews than their own

advertisement.

27

Review by short clip is more attractive
than text and picture.

28| | repurchase from the online store that
I've patronized.
29| | always refer the store to friends.
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7. What is the primary factor which influences your decision to purchase jewelry from

onling?

0

O o o o o 0O

Price

Design

Brand

Quality

Service (delivery and payment method)
Information usefulness

Onlinereviews

8. What is the primary factor which influences your decision to purchase jewelry from

astand-alone site, or from amall?

U

o o o o o oo

Price

Design

Brand

Quality

Service (delivery and payment method)
Information usefulness

Onlinereviews

Part 4: Demographic

9. Age

10.

0
0
0
U

16-24
25-34
35-44
>45

Monthly income

U

U
U
U

<10,000

30,001 - 50,000
70,001 — 90,000
100,001 — 200,000

10,000 — 30,000
50,001 - 70,000
90,001 — 100,000
> 200,000

[ U A I N O
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Part 5: Customer behavior for purchasing online

11. Please check the jewelry you most recently purchased through online.

1 Fashion (appeals, accessories etc.)

Cosmetic

Electronics and gadgets

Air ticket

Other

12. How often have you purchased online in the past 12 months?

O o o 0O

> 4 per month
3-4 per month
1-2 per month
3-4 per year

O o o o O

1-2 per year

13. How much money do you spend online? (average Baht per transection)
> 20,000

10,001 - 20,000

5,001 - 10,000

1,001 — 5,000

less than 1,000

14. How much time do you spend on social media a day?

O O o go O

0 >6hr.
4-6 hr.
1-3 hr.
<1hr.

O O o o

Never



