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Abstract

The objectives of this study were threefold: (1) to examine the purchase intention of
auspicious jewelry through online channels among consumers in Bangkok (2) to investigate the
purchase intention of auspicious jewelry through online channels among consumers in Bangkok
classified by personal factors and (3) to explore the marketing mix factors and brand equity that
influence the purchase intention of auspicious jewelry through online channels among consumers
in Bangkok. The data collection tool was a questionnaire validated by experts with a reliability
coefficient of 0.972. The sample consisted of 400 individuals who had previously purchased
auspicious jewelry online and resided in Bangkok determined using Taro Yamane’s formula.
Convenience sampling was utilized to distribute the questionnaires. The findings indicated that the
purchase intention of auspicious jewelry through online channels among consumers in Bangkok
was at a high level. Personal factors—such as age, marital status, education level, occupation,
average monthly income, purchase price per transaction and favorite brand—showed significant
differences in purchase intention. Overall, both the marketing mix and brand equity significantly
influenced purchase intention. Specifically, the factors with the greatest impact, ranked from
highest to lowest, were brand loyalty, place (distribution channels), brand awareness, promotion,
product and perceived brand quality all of which significantly affected the purchase intention of
auspicious jewelry through online channels among consumers in Bangkok at a statistical

significance level of 0.05.

Key terms: Marketing mix, Brand equity, Purchase intention
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