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Shopping via Instagram: 
The Influence of Perceptions of Value, 
Benefits and Risks on Purchase Intentions
Chayada Apiraksattayakul, Newcastle University Business School, Newcastle upon Tyne, UK

Savvas Papagiannidis, Newcastle University Business School, Newcastle upon Tyne, UK

Eleftherios Alamanos, Newcastle University Business School, Newcastle upon Tyne, UK

ABSTRACT

Thisstudypresentsanempiricalinvestigationastothekeydeterminantsofpurchaseintentiontowards
clothingon Instagram.Aconceptualmodel hasbeen created, basedupon the relevant literature
andresearchquestionsofthisstudy,whichhassubsequentlybeenevaluatedthroughaquantitative
methodology.Aconveniencesampleof200Thaicustomerswasselectedinordertocompletethe
questionnaire.Theaccumulateddatawasanalysedviamultipleregressioninordertotestthestudy’s
hypotheses.Theresultssuggestthatfouraspectscontributepositivelytowardscustomerpurchase
intentions (perceived social value, perceived price value, perceived quality value and perceived
benefits)while,incontrast,riskperceptionshavebeenfoundtoadverselyimpactuponcustomer
purchaseintentions.Twootheraspects,perceivedemotionalvalueandelectronicwordofmouth,
havebeenfoundtohavenosignificantinfluenceuponpurchaseintentions.

KeywORdS
Benefits, Instagram, Purchase Intention, Risks, Thailand, Value, Word of Mouth

1. INTROdUCTION

Inrecentyears,socialmediahavebecomeapartofeverydaylife.Consumersareincreasinglyusing
theInternettosearchforinformationrelatedtoproductsandservicesandsocialnetworkingsites
forvaleco-creationrelatedactivities(Paredes,Barrutia,&Echebarria,2014).Ontheotherhand,
manye-marketersande-sellershavebeguntooffertheirproductsandservicesviasocialnetworking
sites.Socialnetworkscanenhanceonlinemarketingbyprovidinganeffectiveadvertisingplatform
(Duffett,2015)aswellasbyofferingup-to-dateinformation,productsandservices,whichcanbe
veryimportantforfast-movingindustriestherelyontrend-setting,suchasfashion(Kang&Johnson,
2013;Kim&Ko,2010;Park&Cho,2012)

Anumberofstudieshavediscussedonlinecustomerpurchaseintentionsinrelationtofashion.
Whilepreviousstudieshaveinvestigatedthepurchaseintentionsheldbyonlinecustomerstowards
apparel,mostresearchhasfocusedone-commercewebsites(Almousa,2010;Almousa&Brosdahl,
2013;Dawson&Kim,2010;Erdil,2015;Kim&Kim,2004;Kwon&Noh,2010;Loan,Fah,&
Samadi, 2015; Rodriguez & Fernandez, 2016). While a small number of previous studies have
investigatedtherelationshipbetweenpurchaseintentionsandsocialmediasitessuchasFacebook
(Duffett,2015;Kwahk&Ge,2012;Nadeem,Andreini,Salo,&Laukkanen,2015;Napompech,2014),
studiesonothersocialnetworksthathaveadifferentscopeandfunctionremainscarce.
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Consequently,thisstudyexamineswhatfactorsinfluencecustomerintentionstowardsbuying
apparelviaInstagram.Morespecifically,thestudy’sresearchobjectivesare,first,toexaminewhich
factorsamongvariousperceptionshaveasignificantinfluenceuponThaicustomerpurchaseintentions
towardsapparelavailabletobuyonInstagramand,secondly,howvariousperceptionstowardsapparel
asgivenon Instagram impactuponcustomer intentions.To this end, this studyexamines seven
potentialantecedentsofonlinepurchaseintentions,namely,perceivedsocialvalue,perceivedprice
value,perceivedqualityvalueandperceivedemotionalvalueaswellasperceivedrisk,perceived
benefitsand,finally,theimpactofelectronicwordofmouth.

2. LITeRATURe ReVIew

2.1. Social Commerce
Socialcommerce isanevolutionofe-commerceandanewwayofundertakingonlinebusiness,
availableasaresultofthedramaticgrowthofsocialmediasitesandtheiractiveusers.Socialcommerce
usesaWeb2.0infrastructureandsocialmediaapplicationstosupportonlineinteractionsanduser
contributionsfortheacquisitionofproductsandservices(Liang&Turban,2011;Liang&Turban,
2012).Yadavetal(2013)definesocialcommerceas“…exchange-relatedactivitiesthatoccurin,or
areinfluencedby,anindividual’ssocialnetworkincomputer-mediatedsocialenvironments,where
theactivitiescorrespondtotheneedrecognition,pre-purchase,purchase,andpost-purchasestages
ofafocalexchange…”Theuniquefeaturesthatdifferentiatesocialcommercefrome-commerce
arethattheformermakesitpossibleforconsumersandsellerstogeneratecontentandforbothto
interactwitheachotheratanytimeandfromanywhere(Kim&Park,2013).Web2.0applications
enabletheinteractionsofonlineusers,withtheinformationsharedamongusersbeingabletohelp
inthedecision-makinginrelationtoproductsandservices(Hajli,2014).Asidefromassistingusers
inseekingandexchanginginformation,socialmediaalsofacilitatethesharingofopinionsandthe
purchasingofproductsandservicesonline(Constantinides,2014).Thismakessocialcommercea
powerfulchannelforonlinebusinesseswhilesimultaneouslysupportingcustomer-centriccontexts,
suchascustomerservicesandunderstandingcustomerpersonae(Liang&Turban,2012).

2.2. Conceptual Framework & Hypothesis development
AccordingtoAjzen(1991)intentionreferstoanindividual’sbehaviour,attitudesandpurposein
regardtotheirmotivations.Purchasebehaviouroccurswhenacustomerplanstopurchaseaparticular
productorservice(Jin&Kang,2011;Laroche,Kim,&Zhou,1996).Purchaseintentionsrelateto
thepossibilityofacustomerdesiringtobuyaparticularproductorservice(Schiffman&Kanuk,
2000).Thehighertheconsumerpurchaseintentionrate,themoreacustomerintendstobuythegiven
productorservice.HongandCho(2011)arguethatastrongrelationshipexistsbetweenpurchase
decisionsandbrandloyalty,withthisrelationshipbeingconsideredtobepurchaseintention.Purchase
intentionscandeterminetheincentivesthatdriveindividualswithregardtobuyingaparticularproduct
orservicethroughtheInternet(Chen,Hsu,&Lin,2010).Consequently,whencustomerslookfor
aproduct,theirpurchaseintentionsareaffectedbytheperceptionstheyholdtowardstheavailable
productsandservices.Inotherwords,theywillhavespecificreasonsandapositiveattitudethatthey
wishtosatisfy,instigatingtheirpurchaseintention(Hong&Cho,2011).

According to Sinha and Desarbo (1998), “…perceived value is clearly a multi-dimensional
constructderivedfromperceptionsofprice,quality,quantity,benefitsandsacrifice…”Inlinewith
thisview,SweeneyandSoutar(2001)havedevelopedamulti-dimensionalconstructofperceived
value, identifying this as consisting of: price, quality, social and emotional value. Studies have
previouslyshownthatperceivedvaluehasapositivecorrelationwithcustomerpurchaseintentions,
butmainlyintheofflinebusiness(Akdeniz,2012;Sweeney&Soutar,2001;Wang,2010).Inonline
commerce,perceivedrisk isacrucial factordirectly impactinguponcustomer intentions tobuy.
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AccordingtoManzanoetal.(2009)perceivedriskcanreducecustomeranxietyastotheoutcome
ofanonlinetransactionwhileincreasingcustomerconfidencetowardsbuyingproductsandservices
online.Also,customers’perceivedbenefitsareaffectedbytheirperceivedrisks(Kim,Ferrin,&Rao,
2008;Loanetal.,2015).Inaddition,thereductionofriskforcustomersinfluencestheirperceptions
ofelectronicwordofmouth(Lin,Wu,&Chen,2013).Theopinionsandpastexperiencesofother
customerswillenhancethetrustinonlinetransactionsandcustomerpurchaseintentions.Therefore,
inordertoexplorewhichfactorsimpactuponcustomerpurchaseintentionsinrelationtoapparelon
Instagram,thevariablesshowninFigure1willbeconsideredwithinthisstudy.

2.2.1. Social Value
Socialvalueisassociatedwithhedonicvalue,namelyinthatitenhancestheabilityofpeopleto
interactandcommunicatewithotherpeople,itincreasestheirsocialstatusandconnectsthemwith
widergroups(Williams,2002).Socialvaluehasbeendefinedas“…theutilityderivedfromthe
product’sabilitytoenhancesocialself-concept…”(Sweeney&Soutar,2001).Customersnotethelink
betweenaproductandthegroupsassociatedwiththeproductinordertoclassifytheirindividualism,
therebypromotingtheirpreferences,byimbuingtheproductswithsymbolicvalue(Park,Jaworski,
&MacInnis,1986).Perceivedsocialvalueimpactsuponacustomer’sevaluationandsuppositionsas
tothejudgementofothers,consequentlycomparingtheirownoutcomewiththatofothers(Tynan,
McKechnie,&Chhuon,2010).Inotherwords,consumersweightheconsequenceoftheirchoices
againstthechoiceofotherspriortomakingtheirselectionastowhichproductsandservicesthey

Figure 1. Conceptual model of this study
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aregoingtobuy.Hence,customersintendtopurchaseanduseproductsthatresidewithincategories
thatcanclearlypersonifytheirvalueinsociety(Wang,2010).

Inthepastfewyears,severalstudieshavebeenundertakenonperceivedsocialvalueandpurchase
intentionandhavefocuseduponboththeretailandserviceindustry.ChiaandKilduff(2011)foundthat
perceivedsocialvaluepositivelyandsignificantlyaffectedthepurchaseintentionsofUScustomers
whenitcametoselectingcasualsportswear.Kakkosetal.(2015)undertookananalysisofpurchase
intentionsofGreekcustomersasheldtowardsprivatelabelbrandsandfoundthatthisiscorrelated
withperceivedsocialvalue.Socialvaluecanalsobeseentoimpactuponpurchaseintentionsheld
inrelationtofashionproducts(Bai,Li,&Niu,2016;Yoh,Damhorst,Sapp,&Laczniak,2003).
Specifically,previousresearchsuggeststhatsocialvaluemediatestheeffectofmaterialismonpurchase
intentionsofluxuryproducts(Sunetal.,2017).Thepositiverelationshipbetweenperceivedsocial
valueandpurchaseintentionhasalsobeenfoundinanumberofFar-Eaststudiesinthecontextof
luxuryproducts,e.g.forTaiwanese(Li,Robson,&Coates,2013),Chinese(Zhang&Kim,2013)
andKoreancustomers(Park,Rabolt,&Jeon,2008).Thus,ahypothesiscanbeproposedas:

H1:Perceivedsocialvaluehasapositiveimpactuponpurchaseintentions.

2.2.2. Price Value
Pricevaluereferstothevalueaproducthasforacustomerratherthantheactualvalueoftheproduct.
Perceivedpricevaluecanhelpidentifywhenacustomerhesitatesinpayingforagoodorservice
(Akdeniz,2012).Giventhatcustomersexaminepricesacrossarangeofsimilarproductsavailable,
pricerelatesparticularlytothebrandchoice(Chang&Wang,2011).Perceivedpriceisoneofthe
majorconsiderationsinpurchasedecision-making,andmostconsumersevaluatevalue(combined
priceandquality)whendecidingtopurchase(Chiang&Jang,2007).Perceivedpricebecomesaless
efficientvalueifacustomeracceptstheproductqualityandiswillingtopurchaseitatthesetprice
(Erdem,Zhao,&Valenzuela,2004).Mostpreviousstudieshaverelatedtoperceivedpricevalueand
purchaseintentionsinregardtoofflineshopping,demonstratingthattheyhaveapositiverelationship.
AsshownbyBhaduriandHa-Brookshire(2011),customersconsiderpricetobeanimportantfactor
whenpurchasingprivatelabelwinebrands.Perceivedpricevalueinfluencesthepurchaseintentions
in relation to technology products (Coelho, Meneses, & Moreira, 2013; Ozen & Kaya, 2013).
PerceivedpricevaluehasalsobeenseentoimpactuponthepurchaseintentionofIndiancustomers
towardsprivatelabelbrands(Patel&Barad,2016).Previousliteraturealsosuggeststhatinthecase
ofluxuryproducts,suchasgoldornamentsthatconsumersconsiderasatypeofinvestment, the
expectedfuturemonetaryvalueofsuchproductscanaffectpurchaseintentions(Chaisuriyathavikun
andPunnakitikashem,2016).Hence,fromtheavailableliterature,theperceptionsasgiventowards
priceappeartobeacrucialfactorinregardtothepurchaseintentionsofcustomers.

H2:Perceivedpricevaluehasapositiveimpactuponpurchaseintentions.

2.2.3. Quality Value
Qualityrelatestotheabilityofaproducttofulfiltheexpectationsofcustomers(Sweeney&Soutar,
2001).Inthissense,thequalityofaproductisoftenusedtoassessitsvalue(Omar,1994).Product
qualityisacrucialfactorindeterminingtheimageofabrand,withthisthereforerelatingtocustomer
preferencesforcertainbrands(Akdeniz,2012).Inthecaseofluxuryproducts,theperceivedqualityand
thereforeconsumers’purchaseintentionsareinfluencedbytheitem’scountryoforigin(Vijaranakorn
andShannon,2017).Highqualitygoodswillenhancethereputationofabrandandalsoaffectthe
purchaseintentionsofcustomers(Tee,Gharleghi,Chan,Samadi,&Balahmar,2015).

Therelationshipbetweenperceivedqualityvalueandpurchase intentionshasbeenexplored
inrelationtovarioustypesofproductbyseveralresearchers.Forexample,luxuryproductswere
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investigatedbyLi,RobsonandCoates(2013),whofoundthatperceivedqualityhasadirectimpact
uponthepurchaseintentionsofChinesecustomerstowardsbuyingbrandnamehandbags.Inaddition,
ithasbeenfound thatqualityvalue is related tocustomerpurchase intention inrelation tosport
shoes(Eunju,Kim,&Zhang,2012;Tsiotsou,2006).Priorstudieshavefoundthatperceivedquality
significantlyandpositivelyimpactsuponthepurchaseintentionsofJordanian(Teeetal.,2015)and
Indiancustomers(Kumar,Kim,&Pelton,2009)asheldtowardsfashionproducts.

H3:Perceivedqualityhasapositiveimpactuponpurchaseintentions.

2.2.4. Emotional Value
SweeneyandSoutar(2001)defineemotionalvalueas“…thebenefitderivedfromthefeelingor
affectivestatesthataproductgenerates…”LeBlancandNguyen(2001)havedescribedemotional
valueasthepowerofaproducttoprovokeandaffectacustomer’ssentiments.Marketersdesireto
achieveacompetitiveadvantagebyengagingwiththesentimentsofconsumers,seekingtodothis
byencouraginghighvaluetobegiventowardstheemotionalrelationshipeachcustomerhaswiththe
givenproduct/brand(Lojacono&Zaccai,2004).Sentimentalvaluerelatestocustomersatisfactionin
thissense,asignificantcomponentinenhancingbusinessprofitsandcustomerloyalty(Rich,2000).
Hence,perceivedemotionalvalueisonefactorthataffectspurchaseintentionswherebyaproductcan
triggerpositivesensationsincustomers(Wen&Noor,2015).Previousliteraturehasidentifiedhow
perceivedemotionalvaluehasasignificantimpactupontheprocessofpurchasing(Kim,Knight,&
Pelton,2009;Lee,Kim,Pelton,Knight,&Forney,2008;Lojacono&Zaccai,2004;Shah,Shahzad,
Ahmed,&Ahmed,2012)aswellasonengagementinsocialcommerceactivities(Herrando,Jiménez-
Martínez,&Martín-DeHoyos,InPress).Hedonicvaluesappeartobeanimportantfactorinregard
tothebuyingintentionsofChinesecustomers(Li,Li,&Kambele,2012).Previousresearchalso
suggeststhatforluxuryproductshedonicvaluederivesfromthesatisfactionofconsumers’needfor
uniqueness(Latteretal.,2012).Hedonicvaluealsoinfluencescustomers’purchaseintentiontowards
digitalproductsthroughsocialnetworking(Kim,Gupta,&Koh,2011).

H4:Perceivedemotionalvaluehasapositiveimpactuponpurchaseintentions.

2.2.5. Risk
DowlingandStaelin(1994)defineperceivedriskas“…theconsumer’sperceptionsoftheuncertainty
andadverseconsequencesofbuyingaproductorservice…”Putdifferently,uponmakingapayment,
customersareoftennotconfidentintakingthisactionastheycannotensurethatthispaymentwill
fulfiltheirobjectives(Corbitt,Thanasankit,&Yi,2003).Althoughonlineshoppingisconvenient
andsavestransportationcosts,researchhasfoundthatpurchasingthroughnon-retailstorechannels
cannegativelyaffecttheriskperceivedbycustomers(Chang&Tseng,2013).BhatnagarandGhose
(2004)reportedthatcustomerswillperceiveahigherdegreeofriskwhentheypurchaseproducts
online,inparticularwhenusingmobiledevices(Cozzarin&Dimitrov,2016),ratherthanwhenthey
purchasethroughtraditionalstores.Similarresultshavebeenpresentedbystudiesinotherecommerce
andapparelcontexts(Chang,Chih,Liou,&Yang,2016;Parke,2005;Pires,Stanton,&Eckford,
2004).Additionalrisksidentifiedinrelationtoonlinepurchasealsoincludetheaccidentalpurchase
ofcounterfeitproducts(MavlanovaandBenbunan-Fich,2010).

H5:Perceivedriskhasanegativeimpactuponpurchaseintentions.
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2.2.6. Benefits
Perceived benefits involve positive outcomes as correlated with an individual’s behaviour and
activities(Chandon,Wansink,&Laurent,2000).Intheonlinecontext,perceivedbenefitsrepresent
whatcustomersgainfromdoingonlineshoppingandundertakingonlinetransactionsonaparticular
website.Here,theperceptionsheldastosuchbenefitswillimprovecustomersatisfactionbyforming
akeyaspectoftheshoppingprocess(Liu,Brock,Shi,Chu,&Tseng,2013).

Recentresearchhasfoundthatcustomerstendtopurchaseonlineastheyperceiveseveralbenefits
ofthismethodovershoppinginphysicalstores–including,butnotlimitedto,convenienceinrelation
tobeingabletoshopwhenevertheywant,thetime-savingandcost-savingnatureofonlineshopping
andthewiderrangeofproductsavailable(Kimetal.,2008;Lim&Dubinsky,2004).Suchconvenience
therebyrelatestopurchasingbehaviourbeingeasier.Onlineshoppingalsoinvolvessavingsinrelation
totheexpenditureoftransportationcostsandthetimeexpenditureoftravellingtophysicalretail
stores(Wolfinbarger&Gilly,2001).Onlineshoppingalsocontributestothewellbeingofconsumers
whoperceivethemselvesassociallyexcluded(Dennisetal.,2016).Therefore,perceivedbenefits
haveapositiverelationshipwithcustomerpurchaseintentiontowardstheonlineshoppingcontext
(To,Liao,&Lin,2007)andsocialmedia(Coker,Boostrom,&Altobello,2014).AccordingtoChiu
etal.(2014),perceivedbenefitsalsoinfluencerepeatpurchaseintentionthroughe-commercesites.

H6:Perceivedbenefitshaveapositiveimpactuponpurchaseintentions.

2.2.7. Electronic Word of Mouth
Electronic word of mouth (eWOM) is an effective method of gaining an appreciation as to the
opinionsofothercustomersviatheInternet.eWOMreferstoanyonlinestatements,betheypositive
ornegative,asgivenbyInternetusersinrelationtogivenproductsandservices(Hennig-Thurau,
Gwinner,Walsh,&Gremler,2004).eWOMcanbemoreusefulthantraditionalwordofmouthin
termsofspreadingandsharinginformation,ascustomersprefertoreadthesuggestionsofthosewith
personalexperienceofagivenproduct/servicebeforetheydecidewhethertobuythatproduct/service
aswell(Chatterjee,2001).eWOMisamorecredibleandtrustworthysourceintermsofproviding
informationasitisunbiasedandhasbeenprovidedfornon-commercialpurposes(Bickart&Schindler,
2001).Electronicwordofmouthisoneofthekeydriversofsocialcommerce(AhmadandLaroche,
2017).Consequently,itcaninfluencecustomerswhenusingtheInternettosearchforinformation
astoparticularproductsandservices.TherearethreedimensionsofperceivedeWOM:perceived
eWOMcredibility(Cheung,Luo,Sia,&Chen,2009),perceivedeWOMquantity(Bhattacherjee&
Sanford,2006)andperceivedeWOMquality(Mangold&Faulds,2009),whichcanhaveapositive
relationshipwithpurchase intention.Scholarshavestudied themultipledimensionsofperceived
eWOMinrelationtovarioustypesofproduct.FanandMiao(2012)foundthatperceivedeWOM
credibilityinfluencestheintentionofTaiwanesecustomersinregardtobuyingelectronicproducts
online,whileperceivedeWOMqualityalsoaffectsthepurchaseintentionstowardsproductsthrough
onlineshoppingwebsites(Lee&Lee,2009).Park,LeeandHan(2007)havefoundthatperceived
eWOMhasadirectimpactuponthepurchaseintentionsofKoreansinrelationtopurchasingproducts
online.Also, the typeofeWOMplatformmoderates the influenceofeWOMqualityoneWOM
credibilityandpurchaseintention(Tsao&Hsieh,2015).Finally,Bataineh’s(2015)explorationas
totheperceivedeWOMonsocialmediaanditsimpactsuponthepurchaseintentionsofJordanian
customersfoundacorrelationbetweenthetwo.

H7:Electronicwordofmouthhasapositiveimpactuponpurchaseintentions.
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3. MeTHOdOLOGy

Thedatacollectedwasprovidedthroughanonlinequestionnaire.Thequestionnairewasprovided
inEnglishandconsistsoftwoparts.Inthefirstpart,thegeneraldemographicinformationabout
theparticipants(includingtheirgender,age,occupation,monthlyincome,frequencyofInternetuse
andaveragetimetheyspentpurchasingclothesonline)wassought.Thequestionsinthesecondpart
relatedtotheresearchvariables,aimingtomeasuretheimpactofthesevenfactorshypothesised
onpurchaseintentions,namelyperceivedemotionalvalue,perceivedsocialvalue,perceivedprice
value,perceivedqualityvalue,perceivedrisk,perceivedbenefitsandelectronicwordofmouth.The
categoriesof thequestionsasked in thequestionnaire, the itemsused tomeasureeachconstruct
andtheirsourcescanbeseeninTable1.Someoftheoriginalitemsweredroppedtoimprovethe
reliabilityandvalidityofthemodel.Therespondentswererequestedtonotetheiragreementwith
eachstatementusinga7-pointLikertscale.

ThailandisanexcellentchoiceoflocationtoundertakesuchresearchasaNationalStatistical
Office(2013)studyhasindicatedthat23.3%ofThaispurchasefashionproductsonline.Thesample
includedindividualswhopossessedbothanInstagramaccountandhadexperienceofbuyingapparel
onlinewithintheprecedingthreemonths.Thequestionnairewaspostedonandwasavailableacross
manysocialmediaplatforms(suchasFacebook,TwitterandGoogle+)forapproximatelytwoweeks.
Ultimately,while233respondentsparticipatedinthestudy,duetoincompleteanswersonly200valid
responseswereusedfortheanalysis.Table2summarisesthemaindemographiccharacteristicsof
theparticipants.

4. ReSULTS

4.1. Analysis of Reliability and Validity
Confirmatoryfactoranalysiswasusedtotestthereliabilityandvalidity.Allitemsloadsignificantly
under their respective factors,demonstratinggood reliabilityof thescales (Table3).The results
indicatedthatdiscriminantandconvergentvalidityweresatisfactory(Table4).

4.2. Regression Analysis
Thefactorscoresoftheconstructswereemployedinmultipleregressionanalysistoexaminethe
relationshipsbetweentheindependentandthedependentvariables.Themodelexplained59%ofthe
variance(R2=0.59),andnomulticollinearityissueswerefoundbetweenthevariables(Table5).

Theresultsoftheregressionanalysissuggestthatperceivedsocialvaluehasapositiveeffecton
purchaseintentions(H1supported).H2isalsosupportedasapositiveeffectofpricevalueonpurchase
intentionswasfound.Theeffectsofperceivedqualityvalueandperceivedemotionalvalueonpurchase
intentionswerenotstatisticallysignificant(H3andH4respectivelynotsupported).Perceivedrisk
wasfoundtohaveasignificantnegativeimpactuponpurchaseintentions(H5supported).Perceived
benefitswerealso found tohavea significantandpositiveeffectuponpurchase intention (H6 is
supported).Finally, therelationshipbetweeneWOMandpurchase intentionwasfoundnot tobe
significant(H7notsupported)(Table6).

5. dISCUSSION

Thefindingsofthisresearchindicatethatperceivedsocialvaluehasapositiveeffectonpurchase
intentionstowardsapparelonInstagram,thisbeingsimilartothefindingsofpreviousresearchasto
howperceivedsocialvalueimpactsupontheintentionofcustomerstobuygivenproducts(Lietal.,
2013;Zhang&Kim,2013).AccordingtoHofstede(2015),ThailandishighlycollectivistandThai
peopleprefertoactasamemberofsocietyratherthaninanindividualistmanner.Thus,thefindings
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showthattheywillconsiderthetypesofclothingtheywearasawayofimprovingtheirself-esteem,
whilealsopurchasingitemsthatmakeitpossibleforthemtobelongtoasocietalgroupandenhance
thewayothersperceivethem.

The findingsalso show thatperceivedpricehas apositive effectonpurchase intentions, as
customerswilloftenconsiderpricewhenshopping.Theresultsofthisstudyareconsistentwiththe
findingsofpreviousresearchontraditionalretailshopping(Bhaduri&Ha-Brookshire,2011;Wang,
2010).However,inthisstudyithasbeenfoundthatperceivedpricealsoinfluencesonlinepurchase
intention.AsInstagramallowscustomerstosearchforthekindofclothestheydesire,theycaneasily

Table 1. Constructs

Construct Variable Statement Source

Perceived
EmotionalValue

EM01 TheclothesonInstagramgivemepleasure.
(Sweeney&Soutar,
2001)EM02 IamcomfortablepurchasingclothesonInstagram.

EM03 TheclothesonInstagrammakemefeelgood.

PerceivedSocial
value

S01 TheclothesonInstagrammakemefeelaccepted.

(Wang,2010)S02 TheclothesonInstagramincreasepositiveperceptionwhen
otherpeoplelookatme.

S03 TheclothesonInstagramensuresocialacceptanceofusersin
thecommunity.

PerceivedPrice
P01 TheclothesonInstagramaresuitablypriced. (Akdeniz,2012;

Sweeney&Soutar,
2001)P02 TheclothesonInstagramaregoodqualityfortheirprice.

Perceived
Quality

Q01 TheclothesonInstagramarewell-produced. (Akdeniz,2012;
Sweeney&Soutar,
2001)Q02 TheclothesonInstagramareofanacceptablequality.

PerceivedRisk

R01 PurchasingclothesonInstagramisriskybecausethedelivered
productsmayfailtomeetmyexpectations.

(Corbittetal.,2003)R02 PurchasingclothesonInstagramisriskybecausethedelivered
productsmaybeofinferiorquality.

R03 PurchasingclothesonInstagramisriskybecausethedelivered
productsmaybeunusable.

Perceived
Benefits

B01 ShoppingforclothesonInstagramisconvenient.

(Kimetal.,2008)
B02 ShoppingforclothesonInstagramaccomplishesashopping

taskmorequicklythanifusingtraditionalstores.

B03
ShoppingforclothesonInstagramincreasesproductivityin
shopping(e.g.,itquickenspurchasedecisionsandthefinding
ofproductinformation).

Perceived
eWOM

EW01 Thereviews/commentsonInstagramarecredible.

(Linetal.,2013)EW02 Thequantityofreviews/commentsonInstagramsuggestthat
theproducthasgoodsales.

EW03 Ithinkthatthecustomerswhoprovidedreviews/commentson
Instagramareexperienced.

Purchase
Intention

INTEN01 Iamwillingtobuytheproductsofthisapparelbrandvia
Instagram. (Akdeniz,2012;

Wang,2010)
INTEN02 IamlikelytorecommendapparelbrandsonInstagramto

others.
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comparetheofferedpricewiththatadvertisedbyothershops.Offeringareasonably-pricedacceptable
qualityproductcanthereforeencouragepurchasedecisions.

Theanalysisofthecollecteddatasuggestedthatperceivedqualityvaluehasanon-significant
impactuponthepurchaseintentionsofcustomers.This is incontrast to thefindingsofprevious
studiesrelatingtoperceivedqualityvalueandofflinepurchaseintentions(Lietal.,2013;Teeetal.,
2015).Thaicustomersareconcernedastotheperformanceofclothingproducts,thematerialsused
andthequalityoftheirconstruction(Ackaradejruangsri,2013).However,inthisstudy,qualitywas
notemphasisedinregardtotheirpreferenceforoneapparelshopoveranotherasthecustomersare
notabletotouchorobservetherawmaterialofproductswhentheydoonlineshopping.

Table 2. Demographics of the respondents (n = 200)

Variable Option Frequency %

Gender
Male 63 31.5

Female 137 68.5

Age

18-21 32 16.0

22-25 109 54.5

26-29 47 23.5

30-35 12 6.0

MonthlyIncome(฿)

Lessthan฿10000 29 14.5

฿10000-฿20000 53 26.5

฿20001-฿30000 69 34.5

฿30001-฿40000 22 11.0

Morethan฿40001 27 13.5

Occupation

Student 84 42.0

OfficeWorker 55 27.5

Self-Employed 29 14.5

Other 32 16.0

TimeSpentOnlinePer
Day

LessThan1Hour 2 1.0

2-3Hours 37 18.5

4-7Hours 107 53.5

8-12Hours 39 19.5

MoreThan12Hours 15 7.5

FrequencyofShopping
OnlineviaInstagram

2-3TimesaWeek 1 0.5

OnceaWeek 11 5.5

EveryTwoWeeks 19 9.5

Monthly 25 12.5

Occasionally 144 72.0

MoneySpentOnEach
ShoppingOccasion(฿)

Lessthan฿2000 155 77.5

฿2000-฿5000 42 21.0

฿5001-฿10000 3 1.5
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Table 3. Construct validity

Construct Variable Loading Composite Reliability

PerceivedEmotionalValue

EM01 .837

.875EM02 .855

EM03 .816

PerceivedSocialvalue

S01 .822

.872S02 .741

S03 .928

PerceivedPrice
P01 .821

.862
P02 .917

PerceivedQuality
Q01 .865

.860
Q02 .872

PerceivedRisk

R01 .909

.925R02 .927

R03 .852

PerceivedBenefits

B01 .853

.864B02 .808

B03 .811

PerceivedeWOM

EW01 .798

.869EW02 .824

EW03 .868

PurchaseIntention
INTEN01 .780

.798
INTEN02 .848

Method: ML; Model fit: χ2(161) = 314.687, CMIN/DF = 1.955, CFI = .951, RMSEA = .069

Table 4. Discriminant validity and average variance explained

Construct AVE PeW PEV PSV PP PQ PR PB PI

PerceivedeWOM(PeW) .690 .831

PerceivedEmotionalValue(PEV) .699 .700 .836

PerceivedSocialValue(PSV) .695 .509 .429 .834

PerceivedPrice(PP) .757 .753 .570 .469 .870

PerceivedQuality(PQ) .754 .720 .737 .455 .797 .869

PerceivedRisk(PR) .804 -.639 -.484 -.470 -.612 -.514 .897

PerceivedBenefits(PB) .679 .716 .605 .402 .792 .814 -.488 .824

PurchaseIntention(PI) .664 .695 .626 .632 .762 .751 -.627 .781 .815

The diagonal of the table presents the square root of AVE. Numbers below the diagonal represent the correlations between the factors.
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Inaddition,thisstudyfoundthatthereisnosignificantrelationshipbetweenperceivedemotional
valueandpurchaseintentionintheonlinesetting.Thiscontradictspreviousliteraturethathasargued
thatperceivedemotionalvalueplaysanimportantroleinrelationtopurchaseintentions(Leeetal.,
2008;Lietal.,2012;Lojacono&Zaccai,2004).TheresultsofthisstudyareconsistentwithSarker
(2011),whofoundthatcustomerswithahighemotionalvaluetendtoavoidonlineshopping,asthey
cannotinteractwiththesellersdirectly.Here,customersprefertobuyintraditionalstoresratherthan
viaonlinestores.Thismayexplainwhy,whenThaicustomerswanttopayforclothesonline,they
relyonreasonratherthansentiment.Theplausiblereasonisthelimitedconditionofonlineshopping
asthecustomercannotensurethattherealproductisthesameaswhattheyarepayingfor.Thus,
theywillconsiderthereasontopurchasemorethantheneed.Thismeansthatemotionalaspectsor
hedonicconsiderationsdonotimpactuponthebuyingintentionsofThaicustomerstowardsapparel
shoppingundertakenviaInstagram.

Itisunsurprisingthatthisstudyconfirmsthesignificantimpactofperceivedriskuponpurchase
intentions,thisbeingcongruentwithmanypriorstudies(Almousa,2010;Erdil,2015;Piresetal.,
2004).Themoreacustomerperceivesrisk,thelesslikelytheywillbetointendtobuyaproduct/
service.Instagramcanfacilitateinteractionsbetweenusersinthatthecustomerscanmakeinquiries
beforetheyconsiderpurchasingtheproducts/servicesfromtheonlineretailers.Thismeansthatthe
riskperceptionsheldbyonlinecustomersmightbereducedthroughtheirincreasedconfidencein
buyingproducts/servicesonline(Drennan,Mort,&Previte,2006).Inaddition,Niemela-Nyrhinen

Table 5. Collinearity statistics for independent variables

Construct VIF

PerceivedSocialValue 1.382

PerceivedPriceValue 2.581

PerceivedQualityValue 2.742

PerceivedEmotionalValue 1.943

PerceivedRisk 1.655

PerceivedBenefits 2.464

PerceivedeWOM 2.485

Table 6. Coefficients of regression analysis

Unstandardised 
Coefficients

Standardised 
Coefficients

Model B Std. Error Beta t Sig.

(Constant) -3.200E-16 .046 .000 1.000

PerceivedSocialValue .220 .054 .220 4.050 .000

PerceivedPriceValue .200 .074 .200 2.700 .008

PerceivedQualityValue .099 .077 .099 1.296 .197

PerceivedEmotionalValue .089 .064 .089 1.388 .167

PerceivedRisk -.160 .059 -.160 -2.698 .008

PerceivedBenefits .251 .073 .251 3.459 .001

PerceivedeWOM -.022 .073 -.022 -.298 .766
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(2007)pointsoutthatmembersoftheyoungergenerationaremorelikelytoperceivealowerdegree
of risk thanpeopleofanoldergeneration– theformer/latterbeing theagerangeof thisstudy’s
participants(18-35).AsfarasThaicustomersperceivinglessriskisconcerned,theyseemtoaccept
theuncertaintyofpurchasingonline,particularlyinregardtothepurchasedproduct/servicepotentially
failingtomeettheirexpectations.

Moreover,thefindingsofthisstudyalsodemonstratethepositiveimpactofperceivedbenefits
upon the purchase intentions of Thai customers towards apparel shopping via Instagram. These
resultsareinlinewithpreviousresearchastothekeyroleofperceivedbenefitsonthepurchase
intentionsheldtowardsonlineclothingindifferentcountries(Kimetal.,2008;Loanetal.,2015).
Oneexplanation for this isofferedbyChangchit (2006),whosuggested thatcustomersperceive
morebenefitsinonlineshoppingthaninconventionalretailshopping.AccordingtoCheawkamolpat
(2009),thebenefitsofonlineshoppingforThaicustomersrelatetotimeandcostsaving,whichis
consistentwiththeoutcomesofthisstudy.

Finally,perceivedelectronicwordofmouthhasnodirectimpactuponthepurchaseintentions
ofThaicustomerswhenshoppingonline.Thefindingsofthisstudyarenotinlinewithanumberof
previousstudies(Bataineh,2015;Fan&Miao,2012;Lee&Lee,2009;Parketal.,2007).According
toBataineh(2015),thereisapositivecorrelationbetweenperceivedelectronicwordofmouthon
socialmediaandthepurchaseintentionsofJordaniancustomers.Nevertheless,thefindingsofthis
studyreflectthefactthatreviews,likesortheopinionsofothercustomerstowardsparticularclothes
onInstagramdonotimpactuponthepurchaseintentionsofThaicustomers.Oneplausiblereason
forthisisgivenbyChuandKim(2011),whoproposedthatonsocialmediapeoplegenerallydonot
developstrongtiesandthusdonotknoweachotherwellenoughtohavesuchtrust.

6. CONCLUSION

TheaimofthisstudywastotestanumberoffactorsthatinfluenceThaicustomers’perceptions
towardshavingpurchaseintentionsinrelationtoapparelpromotedonInstagram.Thisstudyhas
examinedsevenvariables,namelyperceivedsocialvalue,perceivedpricevalue,perceivedquality
value,perceivedemotionalvalue,perceivedrisk,perceivedbenefitsandperceivedeWOM.According
tothefindings,threeoftheperceptions(social,price,andbenefits)werefoundtohaveapositiveand
significantimpactuponthepurchaseintentionsofThaicustomerstowardsshoppingforclothingvia
Instagram.Incontrast,perceivedriskhasbeenfoundtohaveanadverseimpactuponsuchpurchase
intentions.ThismeansthatthepurchaseintentionsofThaicustomerswilldecreaseupontherebeinga
reductionintheriskperceivedbysuchcustomers.Ontheotherhand,threeotherdimensions(perceived
emotionalvalue,perceivedqualityandperceivedelectronicwordofmouth)werefoundnottohavea
significantrelationshipwiththepurchaseintentionsofThaicustomers.Itcanthusbeconcludedthat
neitheremotions,feelingsnortheopinionsofotherbuyersdirectlyinfluencethepurchaseintentions
ofThaiconsumerswhenitcomestopurchasingclothingviaInstagram.

Fromtheanalysispresentedinthisstudy,anumberofmanagerialimplicationscanbederived.
Forexample,thefindingsindicatethatifsellersdesiretoattractcustomers,theywillhavetofollow
fashionabletrendsthatappealtotheirfollowers.Thevisualnatureofthehostedcontentisconduciveto
advertisingproductsinanattractivemanner.Thesocialnetworkcanalsomakethemarketplacemore
transparentwhenitcomestopricing,whichcanrendercustomersmoresensitivetopricevariations
amongsellers.Inaddition,enhancingcustomerconfidenceisadeterminantofpurchaseintentions,
whichsellerscouldapproachbyofferingone-to-oneconversations,guaranteedsatisfactionpledges
andreturnpolicies.Also,sellersshouldenhancetheconvenienceofonlineshoppingviaInstagram
byproviding transactionsupportandawiderangeofproducts inorder to improve theshopping
experience.Instagramandsimilarplatformscanprovidethenecessaryfunctionallytobetterintegrate
feedswithsellers’systemssothatpurchasingisaseasyaspossible.Thisappearstobeadirection
Instagramisalreadyfollowing,judgingfromrecentlyintroducedchanges.
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6.1. Limitations and Recommendations for Future Research
Whilethisstudycontributesimportantinsightsastotheperceptionsthatimpactuponthepurchase
intentionsofThaicustomers,limitationsnonethelessexistthatshouldbeaddressedinfutureresearch.
Firstly,thedatawascollectedfromasingleprovinceofThailand,Bangkok.Futurestudiescould
examineamorerepresentativesampleofthepopulationand/or,morebroadlyspeaking,ofInstagram
users. Secondly, only one product category has been explored in this research, that of clothing.
Furtherstudiescouldconsiderothertypesofproductsandtheimpactthismighthaveoncustomer
purchaseintentions.Finally,thisstudyhasutilisedarelativelysmallnumberofindependentfactors
andthusmaynothavecapturedallofthevariablesthataffectthepurchaseintentionsofcustomers
whenshoppingonline.Consequently,futurestudiesmaywishtoincorporateadditionalindependent
variablesinordertogainamoreholisticunderstandingofconsumerbehaviour.
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