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Abstract

Gender is a theoretically significant moderating factor in consumer behavior; however,
empirical evidence remains limited in luxury brand research within Thailand’s digital marketing context.
This study employed a quantitative research design using secondary data analysis. The objectives
were to 1) Compare social media marketing (SMM) levels between genders, 2) Compare brand
loyalty and repurchase intention between genders, 3) Examine the relationships between SMM
and both brand loyalty and repurchase intention by gender, and 4) Analyze regression paths from
SMM to repurchase intention for male and female groups. A convenience sample of 430 participants
was drawn from online luxury consumers in Bangkok, comprising 315 females (73.3%) and 115 males
(26.7%). The research instrument was a 20 item questionnaire measuring four constructs: SMM
(6 items), Brand Equity of Luxury (6 items), Brand Loyalty (5 items), and Repurchase Intention (3 items).
Data were analyzed using independent-samples t-tests, gender-stratified Pearson correlations,
Fisher’s Z tests, and ordinary least squares regression with Python. The findings revealed that
1) Female consumers scored significantly higher than males on SMM,; 2) Female consumers scored
significantly higher on both brand loyalty and repurchase intention; 3) The SMM-brand loyalty
correlation differed significantly between females (r = .499) and males (r = .655), with the eWOM
dimension showing the largest gender gap; and 4) The direct path to repurchase intention was
statistically significant among females (B = 0.242) but not among males (B = 0.178). Brand equity
did not differ significantly between genders but continued to drive brand loyalty in both groups.
Keywords: Secondary Data Analysis, Gender Differences, Social Media Marketing, Brand Loyalty,

Repurchase Intention
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g deyauszanseanienaane mgyane) Wlisenuluyadeyaduadu



131

NIATHIANAIAN LAY TUTTIN ‘ﬁ.@ Uil 10 athuil 7 (hsngau 2569)
A597 1 dnwauzynalsErnseanivenguiiegis (n = 430) (o)
anwaslszvInsAEns 394 (n = 430) nee (n = 315) Y18 (n = 115)

n1sAne
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11AN31 75,000 U 84 (19.5%) - -
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AN5199 2 AULANANNMIBNATUALRAYFILUSIATIES 9

M S.D M S.D

fauls - - t P JednAmy
(vieg) (%gJ9) (¥®) (¥1®)
SMM 4.375 0.591 4.143 0.769 -3.297 .001 *
BEL 4.465 0.616 4.354 0.650 -1.628 .104 ns
LBL 4.137 0.869 3.774 1.079 -3.580 <.001 ex
RPI 4.315 0.638 4.159 0.784 -2.104 .036 *

MGG 8 N = 315; 918 n = 115. t = adifl t wuunauieeedasy. * p < .05, * p < .01, ** p < .001
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SMM-RP| 242 178 +.064 0.612 540 ns laifidedaey
BEL-LBL 536 428 +.108 1.285 199 ns Taiived iy
BEL-RPI 374 306 +.068 0.692 489 ns laifidodAny
LBL-RPI 371 385 -014 -0.142 887 ns laifiviodAgy
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NONTNA 3 WU ANERFURLS SMM-LBL Hannuusnaget1wildodAyseninane (z = -2.144,

p = .032) Wwernuduiuslunguiane (r = .655) wlanssndnguimds (r = .499) Fadunafidaiuiiams

s

AnsauniAguly dmsuananduiusedu 9 s SMM-BEL, SMM-RPI, BEL-LBL, BEL-RPI Wwag LBL-RPI lainy

Y

AULLANAIDE NN TEFIATY I2WINNA
4. WEUNNNITAANDELENAUNEA (HE)

M15199 4 dauerduusednsnisanney OLS u1nsgiudmsuidumalassadanamn Ussuna

Y a

NSUENAMTUNUAIDE9TIU AV Waghv1g Wun1e SMM—RPI asaildudAynisadialunqusvids

(B = 0.242, p < .001) wsildddedrdnlunguvie (B = 0.178, p = .058) Win1satiuayu H4 @umni
BEL—LBL fianuudaunsinitegramiuladaluivds (B = 0.536) unningwie (B = 0.428) Eumedu g

aunditudAglunsaeingune uwindunis SMM—LBL avsansgUkuuiiliinnfn: gudjediindulsedns

fgouwend (B = 0.499) WiawSeudieuiuiwe (B = 0.655) Feaenndeiunanisiasigiandunus



133

NIATHIANAIAN LAY TUTTIN @.@ Uil 10 athuil 7 (hsngau 2569)

aTeii 4 ﬂ'w5uﬂizaw§ﬂ150mﬂaamwmigwu (B) wansune

Lung B 57y p 524 B (wda) p (54) B () p (¥78)
SMM — BEL 0.680*** <.001 0.695%** <.001 0.655%** <.001
SMM — LBL 0.568*** <.001 0.499%** <.001 0.655%** <.001
SMM — RPI 0.230*** <.001 0.242%** <.001 0.178 =.058%
BEL — LBL 0.505%** <.001 0.536*** <.001 0.428*** <.001
BEL — RPI 0.356*** <.001 0.374%** <.001 0.306*** <.001
LBL — RPI 0.386™** <.001 0.371%%* <.001 0.385%%* <.001
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46 SMM M (J9)  S.D. M) M (¥18)  S.D. (v1w) t P JgdnAny
ANUTUNAS 4.429 0.703 4.165 0.868 -3.221 .001 o
Ufdunus 4.422 0.688 4.287 0.781 -1.738 083 ns
AUYIUANE 4.298 0.802 4.052 1.075 -2.560 011 *
msusuladudium 4.308 0.808 4.139 1.099 -1.731 084 ns
nsAumdeya 4.406 0.749 4.278 0.864 -1.505 133 ns
eWOM 4.384 0.683 3.939 1.118 4970  <.001 *oxx

W N (n = 315); 918 (n = 115). * p < .05, ** p < .01, *** p < .001
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