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ABSTRACT

This research aims to examine the marketing strategies of Thai luxury brands, particularly in the jewelry
sector, in entering the global market by analyzing the purchasing behavior of Thai consumers from the Millennial
and Generation Z cohorts. The study specifically focuses on brand awareness, brand credibility, and brand
distinctiveness, which influences purchase intention and the potential for international market expansion.
The sample for this study comprises 400 Thai Millennials and Generation Z consumers who have prior experience
purchasing luxury jewelry brands. A purposive sampling method was employed to select participants.
The research utilized a questionnaire as the primary data collection instrument, and statistical analysis was
conducted using frequency distribution, percentage, mean, standard deviation, and multiple linear regression
analysis.

The findings reveal that: (1) Brand awareness of Thai luxury jewelry is at a high level, (2) Brand credibility is
also perceived at a high level, (3) Brand distinctiveness is rated significantly high, and (4) Brand awareness,
credibility, and distinctiveness have a statistically significant influence on the purchase intention of Thai Millennial
and Generation Z consumers at the 0.05 significance level. These findings provide insights into formulating

effective marketing strategies to enhance Thai luxury brands’ competitiveness and global market expansion.

Keywords: Marketing Strategies ; Thai Luxury Brands ; Purchase Intention ; Brand Awareness ; Generation MZ
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