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Abstract

This research aims to study the influence of store loyalty, employee performance, personal motives, and
social motives on repurchasing intentions at a well-known diamond jewelry store in Bangkok. To analyze the
descriptive information data is gathered from 300 questionnaires. The hypothesis testing is based on multiple
regression analysis. The results show that the respondents were mostly females aged between 31 - 35 years with a
bachelor degree working in offices in Thailand. The hypothesis testing results reveal, in order of importance, that
the variables with best power predictors for repurchasing intentions were store loyalty, employee performance,
personal motives, and social motives with a beta coefficient of 0.315, 0.299, 0.265 and 0.091, respectively at a .05
significant level. This research can be used to plan and create marketing strategies for diamond shoppers in
Bangkok. For instance, the Brand A diamond store could plan marketing strategies emphasizing the stores loyalty
because the customers are more likely to repurchase diamond jewelry if they feel loyal towards Brand A. Then, for
personal motives, Brand A could aim to have customers feel different from other people when they wear Brand A
jewelry. Customers could also have personalized telephone calls to promote discounts on special occasions such as

birthdays or other holidays.

Keywords: motives, repurchase intention, diamond jewelries
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