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Media Exposure, Attitudes, and Purchasing Behavior of
Female Consumers Toward Online Channels for

Auspicious Jewelry

Nutnichar udomporm® and Anna Choompolsathien’

ABSTRACT

This study aimed (1) to investigate media exposure, attitude,
and online purchase behavior toward lucky gemstone jewelry among
female consumers, (2) to examine the relationship between media
exposure and attitude, and (3) to examine the relationship between
attitude and purchase behavior. Data were collected via an online
questionnaire in August 2024 from 300 female consumers aged 18
years and above who had previously purchased lucky gemstone
jewelry online. Descriptive statistics and Pearson’s correlation were
employed for data analysis. The findings showed that Line Official
and Shopee were the most frequented platforms, followed by
Instagram and Facebook. Bracelets and pendants were the most
purchased items, while RAVIPA, AURORA, and Harmenstone were the
top brands bought regularly. Media exposure correlated positively
and strongly with overall attitude (r = 0.524, p < 0.01) and

moderately to strongly with attitude toward product, price, place,
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and promotion (r = 0.434-0.465, p < 0.01). Attitude dimensions, in
turn, showed moderate positive correlations with purchase behavior
(r = 0.311-0.465, p < 0.01). In conclusion, online media significantly
shapes positive attitudes that drive purchasing of lucky gemstone
jewelry. Marketers should craft content that highlights auspicious
value on preferred platforms and fine-tune the marketing mix to align

with the spiritual beliefs and needs of digital-age female consumers.

Keywords: Media Exposure, Attitude, Purchase Behavior, Online Marketing,

Lucky Gemstone Jewelry
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