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ABSTRACT

The objective of this independent study was to examine the promotion of gold
ornaments in small business in Chiang Mai Province on 4 marketing aspects: product; price; place
or distribution; and promotion. This independent study focused on “the Erawan Gold and Jewelry
Store” which was a small goldsmith business. The shop was owned by a single owner who had
conducted a family—based system for 14 years. The data were gathered by observation and
interview from the owner, 3 managers, 3 employees, 12 customers and 1 committee from the
Gold Traders Association in Chiang Mai. Tools used for data collection were 5 structured
interview forms. The data were analyzed following the objective of the independent study.

The results of the study were described on 4 marketing aspects of promotion which as follows:

1. Products or goods of the store were gold ornaments with the selected brand by the
trust between the owner and the factory was the main subject in selection of the brand sold in the
store. The styles of gold ornament were selected by modern fashion, customers’ needs and
durability. The packaging was also important for sales promotion as it attracted customers by
means of increasing the value of gold ornaments when they bought. Gold ornaments were bought
for different purposes such as for decorating and fulfilling personal needs, presenting social

position, giving a gift, and keeping as savings.



2. Price of gold had a main factor on customers’ buying behaviors. The price was set
by the standard price which announced from the Thailand Gold Traders Association plus the
goldsmith’s charging. The price, however could be negotiated. There were fixed cost and
variable cost involved with pricing strategy of gold ornaments. Fixed cost referred to the price of
gold while variable cost referred to changeable maintenance cost. Moreover, the store had to be
offered price guarantee on gold ornaments when customers sold it back to the store including all
stakeholders had to have business ethic.

3. Place of distribution was conducted by mean of a middleman or retailer.
Salesperson played the main role on selling process including seeking for the expected
customers, penetrating to the expected customers, sales presentation, and after-sales service.
They, therefore had to have sale skills, ability and royalty to the store. For stock management
was mainly focused on sufficient and reasonable amount of gold ornaments keeping for a specific
period of time in the secured place and every payment in the store had to be recorded.

4. Promotion for the store was emphasized on building good attitude of customers to
the store by using multi public relations, for example: the owner often participated in social
activities, had further study and used sale promotion on less profit, price reduction and
contributed as gifts to some events on festivals. Furthermore, used skilled salespersons by
encouraging with salary, reward, sales commission and bonus.

Another important factor of sales promotion that the small enterprise on gold ornament
store should be concerned were the internal and external marketing environment. For the internal
marketing environment were included production, investment, human resources and location.

For external marketing environment were included business competition on shared market,

government trade policy and the Thailand Gold Traders Association and customers.



