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Abstract: This research is conducted to increase the understanding of consumer's purchase intention of luxury 

goods by investigating the factors related to the intention and comparing the results to find the difference 

between online and traditional shopping. The variables selected in the study are attitude, subjective norm, 

perceived ease of use and perceived risk. The case of luxury women’s handbags will be used. A self-

administered online/offline questionnaires was distributed to 220 respondents. The target population in this 

research were Thai women in Bangkok who had the intention to purchase luxury handbags within two years. 

The results demonstrate that there are the links between all four factors and purchase intention of luxury 

handbags. As a result, the greater consumers have attitude, convenience, social influence and risk the greater 

they purchase luxury handbags. Additionally, there are differences in attitude and perceived risk between 

online and offline contexts whereas perceived ease of use and subjective norm had no difference with purchase 

intention of luxury handbags. 

 
Introduction: Obviously, luxury brands are one of 

the tools in modern era that Asians are using to 

redefine and represent their identity as well as social 

position (Chada & Husband, 2006). Recently, 

Thailand has designated interest in trapping the 

opportunities for increasing luxury goods products in 

the retail sector through the rate of income increased 

(Ipsos, 2013). By inclining to pursue higher style living, 

it leads to materialism significantly which will 

intensively support the market for luxury goods 

(Euromonitor, 2014). Clearly, it can be seen that luxury 

products play a particular role in thai society. For these 

reasons, studying the consumption of luxury goods 

and understanding consumer's behavior will be useful 

to many retailers in Thailand. According to statistics 

in 2011, 60 percent of total luxury goods sales around 

the world were purchased by women (Statista, 2015). 

Furthermore, the most popular luxury goods that 

women pay attention to, is handbags. Nowadays, 

luxury brands are driven by luxury handbags that are 

determined as their engines (Thomas, 2007).  

In particular, Ling (2010) found that social and self-

expression motivation has an impact and creates 

consumer behavior of luxury goods since luxury goods 

can refer to both individual value and social codes 

(Strach & Everett, 2006). Therefore, the research of 

studying purchase intention should be conducted that 

consumer will receive both inner experience value and 

external social status from purchasing luxury goods. 

The internet has extremely transformed the way and 

practices in the industry of modern retailing and 

distribution management (Pentina et al., 2011). As a 

result, trading among business has grown rapidly. 

Currently, Thailand is one of Asian’s biggest markets 

for internet retailing, and is expected to grow by 74.9% 

in 2018 (Rasmussen, 2014).  The changes in lifestyle of 

consumers makes them have less time to spend and 

found it will be difficult to go to physical locations like 

department store, then shopping online would be an 

alternative for purchasing (Chang & Samuel, 2004). 

Hence, by dramatically increasing online business and 

commerces makes online retail sessions become a 

more serious concern for marketers (Bhattacherjee, 

2001b). 

Furthermore, there are many factors that affecting 

consumers' online shopping and they differ from 

offline purchase; so it is better to study both channels 

simultaneously. Evidence shows that shopping online 

channel continues to effectively survive and grow with 

traditional shopping (Coker et al., 201). Surprisingly, 

the  online luxury purchase research is still in a 

fundamental stage. A clear and actionable 

understanding of the factors and an extensive 

investigation into the comparison between online and 

offline luxury handbags consumption will provide 

useful insights for luxury handbags retailing. 

Literature   Review: 

Attitude: Solomon (1999) delineated that attitude is 

emphasized on the perceived purchasing’s 

consequence. Due to perform a given behaviour, a 

person's attitude is associated the beliefs that 

behaviour’s performing will point to some 

consequences. Vigneron and Johnson (1999) 

indicated that the determined beliefs regarding to 
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purchasing luxury goods will reflect to the five 

perceived driving forces of buying; conspicuous value, 

unique value, social value, hedonic value, and quality 

value. Fishbein and Ajzen (1975) concluded that 

attitudes are directly related to consumer's  

behaviour. 

Subjective Norm: Subjective norm is a form of 

normative beliefs from the reference groups that has 

affected to people’s behaviour (Shim et al., 2001). 

Nordin (2009) described that social influence and 

subjective norm have been certainly ratified to have 

an effect on consumers’ decision-making and 

intention to purchase. 

Perceived Ease of Use: In Davis (1989)’s study, he 

defined “ease of use” in shopping online that it is, in 

conclusion, how easy the tools are for shopping 

online. Consumers tend to use the technology that 

easier and take less effort to use. In this research, 

“ease of use” is defined as the consumers’ perception 

of overall convenience both via offline and online 

shopping. Moreover, it is corroborated by many 

experiential studies that there is the link between 

perceived ease of use and consumer's behaviour or 

intentions (Venkatesh & Davis, 2000).  

Perceived Risk: The definition of perceived risk has 

been defined as the overall amount of uncertainty 

perceived by a consumer in a particular purchase 

situation (Cox & Rich, 1964). Previous studies showed 

that perceived risk had a direct effect on consumer's 

purchase intention (Pavlou, 2003). Furthermore, the 

results of other researchers summarized that online 

shopping have a high risk more than buying through 

traditional shopping (Chiu et al., 2012). 

 

Behavioral Intention: Purchase Intention: Ajzen 

and Fishbein (1980) explained behavioural intention 

as a possibility that an individual would behave in a 

targeted behaviour. Douglas and Wind (1971) 

recapitulated the results of their studies of intentions 

to purchase that behavioural intentions can forecast 

purchasing behaviour. Consequently, intention to 

purchase is applied to luxury women’s handbags 

purchase intention which is used as the dependent 

variable in this study. 

Research Frame work: The first research model was 

created by Ajzen and Fishbein (1980) which was 

theory of Reasoned Action (TRA).  TRA has been 

extensively used to describe individual behaviour. 

TRA postulates that an individual intention to engage 

in a given behaviour can predict  behaviour. Fishbein 

and Ajzen (1975) predicted the intention by two 

factors which are the individual attitude and 

subjective norm. The second theoretical framework is 

called the technology acceptance model (TAM) 

(Davis, 1986). TAM help described and predicted 

people behaviour of information technology and 

provides a foundation how external variables affect 

attitude, belief, and intention to use. Furthermore, 

perceived usefulness and perceived ease of use have 

been the two cognitive beliefs in this model. The last 

models were the model from Kim, Ferrin and Rao 

(2008) and Broekhuizen, Thijs (2006) that studied the 

roles of trust and risk in consumer's online 

purchasing decision. 

 

Conceptual framework 

 



 Business Sciences International Research Journal  : Volume 3 Issue 2 (2015)                                                  ISSN 2321-3191 

 

 

IMRF Journals

 

This research's conceptual framework was adapted 

from Theory of Reasoned Action (TRA),  Technology 

Acceptance Model (TAM), the model from Kim, 

Ferrin and Rao (2008) and Broekhuizen (2006).  

Hypotheses: 

H1 : There is a relationship between attitude and 

intention to purchase luxury women’s handbags 

H2 : There is a relationship between subjective norm 

and intention to purchase luxury women’s handbags 

H3 : There is a relationship between perceived ease of 

use and intention to purchase luxury women’s 

handbags 

H4 : There is a relationship between perceived risk 

and intention to purchase luxury women’s handbags 

Moreover, every relationship of correlation was to 

compare the difference between two groups of the 

respondents : consumer who buy luxury women's 

handbags from online or offline shop.  

H5 : Attitude towards intention to purchase luxury 

women’s handbags is significantly different between 

consumers who buy online and from in-store shops 

H6 : Subjective norm towards intention to purchase 

luxury women’s handbags is significantly different 

between consumers who buy online and from in-store 

shops 

H7 : Perceived ease of use towards intention to 

purchase luxury women’s handbags is significantly 

different between consumers who buy online and 

from in-store shops 

H8 : Perceived risk towards intention to purchase 

luxury women’s handbags is significantly different 

between consumers who buy online and from in-store 

shops 

Research   Methodology: The eight hypotheses were 

tested through the questionnaire surveying on  220 

samples. Thai Women in Bangkok who have the 

intention to purchase luxury handbags within two 

years is the target population. Both paper and online 

questionnaires were used to gather the data. The 

distribution and collection had started on March to 

April, 2015. Moreover, the relationship of the variables 

are evaluated by using five-point Likert scale. The  

five-point Likert scale ranges from 1 (Strongly 

Disagree) to 5 (Strongly Agree).  

Three non-probability sampling techniques were 

used for selecting sample which are judgement 

sampling, quota sampling and convenience sampling. 

Pretest questionnaire was done to check and avoid 

any misunderstanding or difficulty for participants. 

The reliability of each functional dimension is higher 

than 0.6. After pretest the questionnaire, three 

analysis methods were used to analysis data which 

are descriptive analysis, Pearson correlation 

coefficient and Independent Sample T-test. The first 

four hypotheses were measured by Pearson 

correlation coefficient which tests the relationship 

between variables. Moreover, the next four 

hypotheses are employed as  independent sample T-

test analysis. 

Research Finding: From all of 335 respondents, only 

220 respondents are valid and used for measuring the 

result. All respondents were women. They belonged 

to the age range between 18-25 years old most (N=130, 

59.1%). 26-33 years old ranks second highest (N=80,  

36.4%), followed by  34-41 years old (N=8, 3.6%) and 

over  

 

 

 

50 years old (N=2, 0.9%). Mean and standard 

deviation of each variable were found as follow;   

Table1: Summary of analysis variables by using mean 

and standard deviation 

Hypothesis testing and analysis 

H1: the null hypothesis is rejected; therefore, there is 

a strong positive relationship between attitude and 

purchase intention, r = .716, sig < .05.  
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Table2: Attitude and purchase intention Figure1 : Attitude and purchase intention 

 

 H2 :  the null hypothesis is rejected; therefore, there 

is a moderate positive relationship between 

subjective norm and purchase intention, r = .468, 

sig < .05.  

 

Figure2: Subjective Norm and purchase 

intention     

Table3 : Subjective Norm and purchase 

intention 

 

Table4: Ease of use and purchase intention     Figure3 : Ease of use  and purchase 

intention 

 

H3 :  the null hypothesis is rejected; therefore, there 

is a strong positive relationship between perceived 

ease of use and purchase intention, r = .629, sig < 

.05. 

 

Figure4: Perceived risk and purchase intention     Table5 : Perceived risk  and purchase 

intention 

 

H4 :  the null hypothesis is rejected; therefore, there 

is a very weak positive relationship between 

perceived risk and purchase intention, r = .179, sig 

< .05. 

Additionally, after the significant correlations of 

perceived risk were found, researcher run the data 

using SPSS separately again to investigate the degree 

of correlation (r), between online and off line 

consumers. As the result, the group of online 

consumers has the significantly positively correlated, r 

= .554, sig < .05 whereas the group of offline context 

has not significantly correlated, r = -.139, sig > .05. 

H5 : the null hypothesis rejects H5o; there is a 

significantly difference in the level of attitude and 

intention to purchase between consumers who shop 

via online (M=3.39, SD=0.78) and offline channels 

(M=3.59, SD=0.66). 
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Table6: Significance result on Attitude between online 

and offline consumers  

H6 : the null hypothesis failed to reject H6o; there is  

not significant difference in the level of subjective 

norm and intention to purchase between consumers 

who shop via online (M=2.69, SD=0.67) and offline 

channels (M=2.78, SD=0.65). 

 

Table7: Significance result on Subjective Norm 

between online and offline consumers 

H7 : the null hypothesis is failed to reject H7o; there is 

not significant difference in the level of perceived ease 

of use and intention to purchase between consumers 

who shop via online (M=3.50, SD=0.98) and offline 

channels (M=3.41, SD=0.88). 

 

 

Table8: Significance result on Perceived ease of use 

between online and offline consumers 

H8 : the null hypothesis rejects H8o; there is a 

significant difference in the level of perceived risk and 

intention to purchase between consumers who shop 

via online (M=3.16, SD=0.86) and offline channels 

(M=2.30, SD=0.83). 

Table9: Significance result on Perceived risk between 

online and off line consumers 

 

 

Discussion And Conclusion: The attitude that 

focused on four values (unique, social, quality, 

hedonic) has the strongest positive relationship. 

Therefore, the more respondents have four values 

which are attitude indicators, the more they have the 

intention to purchase luxury handbags. Moreover, 

according to hypothesis five, consumers who have the 

intention to buy luxury handbags online have more 
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unique, social, quality and hedonic values. The second 

strongest positively relationship with the purchase 

intention is perceived ease of use. Therefore, when 

consumers perceive purchasing from the stores is easy 

and convenient, they will completely increase the 

intention to purchase it. Women consumer's who buy 

luxury handbags online or offline  realize that their 

buying channels have the same comfort to buy goods. 

Subjective norm has the third strongest relationship 

with intention to purchase; therefore socially oriented 

consumers are driven to buy luxury goods in order to 

be a part of the targeted social group and flaunt their 

riches, status and success. Moreover, consumers who 

buy the luxury handbags from online and in-store 

shop similarly are concerned about social influence 

from their important people, family, friends, and 

celebrities. The weakest relationship with the 

purchase intention is  perceived risk. The results of 

perceived risk contrasted to the previous researches 

which found perceived risk had the negatively 

correlated with intention to purchase. It is possible 

that the respondents may perceive risks differently 

from the past by many factors from the world today. 

There may be other hidden factors in buying luxury 

women’s handbags online, which should be studied in 

the future. Moreover, in terms of theory about risk-

return, the theory is that “people want to be 

compensated for the increased risk they are assuming. 

This principle of High Return = High Risk is very 

important when comparing choice”. Other factors may 

make consumers think it is in worth to take the risk. 

Moreover, consumers who purchase luxury handbags 

online are aware of the risks which are higher than 

offline shoppers.  

Recommendation And Further Research: For 

increasing the consumer's purchase intention of 

luxury women’s handbags, marketers must 

concentrate on rising attitude since attitude has the 

highest association with purchase intention. There 

are many methods to improve consumer's attitude by 

enlarging four values. In additional, if marketers 

market both online and offline channels. They should 

add attitude of offline consumers rather than online 

shoppers. Furthermore, the issue of convenience and 

ease of acquisition is the key. It is important to make 

it easy and convenient to buy handbags until the 

process of finding, buying and paying. However, it is 

not good to trades with higher risks. On the other 

hand, it is better to study the factors that affect the 

purchase intention that it makes people overlook the 

risks that are possible. 

Other research related with this topic should study to 

reduce the limitations of this research. For future 

researches, they should expand the scope of the study 

to other samples such as other nations or consumers 

with a different background or culture. In addition, in 

terms of areas to study, the different areas can 

changes the result. Moreover, studying other types of 

luxury goods may have different factors involved as 

well. There are also several factors relating to 

intention to purchase luxury women’s handbags, the 

researcher uses only four factors which are attitude, 

subjective norm, perceived ease of use and perceived 

risk. Some of the results of this research are not 

according to a study in the past, such as the 

relationship between perceived risk and purchase 

intention. There may be other factors that are more 

attractive to customers and predominate the factors. 

Therefore, in future research, other factors such as 

brand loyalty, self-concept, perceived price, or service 

should be investigated in order to gain more insight 

on the topic. 

 

References:  

1. Chadha, R., & Husband, P. (2006). The cult of the 

luxury brand: Inside Asia's love affair with luxury. 

London: Nicholas Brealey International. 

2. Ipsos, (2013). Thailand poised as the next luxury 

shopping destination. Retrieved from 

http://www.ipsos.com/sites/ipsos.com/files/ASEA

N Pulse Feature Report - Thatland Luxury 

(Issue2).pdf 

3. Euromonitor. (2014). Luxury Goods in Thailand. 

Retrieved from 

http:www.euromonitor.com/luxury-goods-in-

thailand/report. 

4. Statista, Global Luxury Goods Industry. (2015). 

Retreieved from 

http://www.statista.com/topics/1110/global-

luxury-goods-industry/ 

5. Thomas, D. (2007). Deluxe. How luxury lost its 

luster, Nueva York: Penguin Books. 

6. Ling, K. C., bin Daud, D., Piew, T. H., Keoy, K. H., 

& Hassan, P. (2011). Perceived risk, perceived 

technology, online trust for the online purchase 

intention in Malaysia. International Journal of 

Business and Management, 6(6), p167. 



 Business Sciences International Research Journal  : Volume 3 Issue 2 (2015)                                                  ISSN 2321-3191 

 

 

IMRF Journals

 

7. Štrach, P., & Everett, A. M. (2006). Brand 

corrosion: mass-marketing's threat to luxury 

automobile brands after merger and 

acquisition. Journal of Product & Brand 

Management, 15(2). 

8. Pentina, I., Amialchuk, A., & Taylor, D. G. (2011). 

Exploring effects of online shopping experiences 

on browser satisfaction and e-tail 

performance.International Journal of Retail & 

Distribution Management, 39(10), 742-758. 

9. Rasmussen, A. (2014). Offline vs. Onlind retailing 

in Thailand. Retrieved from 

http://www.linkedin.com/pulse/20140918195158-

10781525-offline-vs-onlind-retailing-in-thailand. 

10. Chang, J., & Samuel, N. (2004). Internet shopper 

demographics and buying behaviour in 

Australia. Journal of American Academy of 

Business, 5(1/2), 171-176. 

11. Coker, B., Jeremy Ashill, & Hope, B. (2011). 

Measuring inernet product purchase risk. 

European Journal of Marketing, 45(7/8), 1130-1151. 

12. Solomon, M. R. (1999). The value of status and the 

status of value. Consumer value: A framework for 

analysis and research, 63-84. 

13. Vigneron, F., & Johnson, L. W. (1999). A review 

and a conceptual framework of prestige-seeking 

consumer behavior. Academy of Marketing Science 

Review,1(1), 1-17. 

14. Fishbein, M., & Ajzen, I. (1975). Belief, attitude, 

intention and behavior: An introduction to theory 

and research, Reading, Mass: Addison-Wesley 

Pup.Co. 

15. Shim, S., Eastlick, M. A., Lotz, S. L., & Warrington, 

P. (2001). An online prepurchase intentions 

model: The role of intention to search: Best 

Overall Paper Award—The Sixth Triennial 

AMS/ACRA Retailing Conference, 2000  11  

Decision made by a panel of Journal of Retailing 

editorial board members.Journal of retailing, 77(3), 

397-416. 

16. Nordin, N. (2009). A study on consumers’ attitude 

towards counterfeit products In Malaysia. 

17. Davis Jr, F. D. (1986). A technology acceptance 

model for empirically testing new end-user 

information systems: Theory and results (Doctoral 

dissertation, Massachusetts Institute of 

Technology). 

18. Davis, F. D. (1989). Perceived usefulness, 

perceived ease of use, and user acceptance of 

information technology. MIS quarterly, 319-340. 

19. Venkatesh, V., & Davis, F. D. (2000). A theoretical 

extension of the technology acceptance model: 

Four longitudinal field studies. Management 

science, 46(2), 186-204. 

20. Cox, D. F., & Rich, S. U. (1964). Perceived risk and 

consumer decision-making: The case of telephone 

shopping. Journal of marketing research, 32-39. 

21. Pavlou, P. A., & Fygenson, M. (2006). 

Understanding and predicting electronic 

commerce adoption: An extension of the theory of 

planned behavior. MIS quarterly, 30(1), 115-143. 

22. Douglas, S. P., & Wind, Y. (1971). Intentions to buy 

as predictors of buying behavior. In Proceedings of 

the Second Annual Conference of the Association 

for Consumer Research, Association for Consumer 

Research, 331-343. 

23. Chiu, C. M., Wang, E. T., Fang, Y. H., & Huang, H. 

Y. (2014). Understanding customers' repeat 

purchase intentions in B2C e-commerce: the roles 

of utilitarian value, hedonic value and perceived 

risk. Information Systems Journal, 24(1), 85-114. 

24. Ajzen, I., & Fishbein, M. (1980). Understanding 

attitudes and predicting social behavior, 

Englewood Cliffs, N.J: Prrenice-Hall. 

25. Kim, Dan J., Ferrin, Donald, L, & Rap, H Raghav. 

(2008). A Trust-Based Consumer Decision Model in 

Electronic Commerce: The Role of Trust, Risk, and 

Their Antecedents, Decision Support Systems. 

Research Collection Lee Kong Chian School Of 

Business, 44(2), 544. 

26. Broekhuizen, T. (2006). Understanding Channel 

Purchase Intentions: Measuring Online and Offline 

Value Perceptions (Doctoral dissertation, Ph. D. 

Dissertation University of Groningen. Labyrint 

Publication, Netherlands).

*** 

Wanwarang Posakabutra Graduate School of Busines/ Assumption University/ 

Bangkok/ Thailand/ wanwarang_p@hotmail.com 


