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Abstract

The objectives of this independent study on * Factors Effected Customers
Decision Making in Choosing Gold Omament Shop in Chiang Mai Municipal Area” were
to study the factors effected customers in choosing gold ornament shop in Chiang Mai
Municipal area and the problems in using gold omament shop.

This study covered 252 samples of customers on 63 gold omament shops in
Chiang Mai Municipal area. The accidental sampling was collected from 4 samples for
each shop. The data was obtained by interviewing and the analysis of data was done by
using descriptive statistics such as frequency table, percentage, mean, mode and
weighted average.

The resuit of this study found that most of the customers were females, between
20-29 years old. Majority of them attained associate dipioma or advanced certificate or
relatively and were single, office workers that gain salary 5,000-10,000 baht per month.

According to this study, the factors that effected decision making in choosing
gold omament shop which were external factors such as the marketing mix factors, the
other external factors and internal factors such as social and culture factors,
psychological factors. For the marketing mix factors it was found that the most effect in

the first rank was price next were product, place and promotion consequently. Moreover



the detail of each marketing mix factor showed that the price factors which had the
average at the highest leve! of significance were reasonable buying back price and
negotiate pricing. Product factors which had the average at high level of significance
were variety of designs and types of product, weight and composition of product
guarantee, shop reputation motivate customers to use gold omament shop, fast and
good quality of service, reliable of product’s brand name, made by order service, repair,
polish and pawn service. In additional to place factors which had the average at high
level of significance were the security of gold ornament shop, the shop located in the
community area and convenient, clean and more space of service, working hours
appropriate, good atmosphere, parking lots and convenient to entrance. The promotion
factors which had the average at highest level of significance was reasonable buying
price guarantee more than the other factors.

Moreover the other external factors, which was the economical factors that
effected decision making in choosing gold omament shop which had the average at
high level of significance were the income increasing and the growth of economic
obtained the more number of gold ornament buying more than the other factors.

For the internal factors such as social, culture and psychological factors which
effected decision making in ¢choosing gold ormament shop were in the average at low
level of significance.

Regarding to the problems that most of the customers faced when using gold
omament shop service which had the average at high level of significance were the net
weight of each product less than standard, higher for goldsmith fee, gold ornament had
not 100 % of gold composition, false gold omament, the shop gave low price in buying
back, the setting not neat, higher depreciate, undurable, no guarantee, unstabie price,
the order item unlike customer’s need, the shop refuse to buy back, salesperson lack of
knowledge in gold ornament service, gave low price in pawn service, a few choice on
styles and designs, inconvenient location and no parking lots, siow service and no

repair service consequently more than other factors.



Finally this study showed that the customers behavior in using gold omament
shop was most of them had no shop loyalty. The majority of them always went to the
shop near by market and had pricing comparative before making decision. Meanwhile,
the service occasions found that most of the customers liked to shop on the weekend or
a holiday between 1.01-4.00 p.m., the frequency in buying was about 7-12 months per
time. Most of the customers paid more attention to the gold omament shop that had the
variety in designs and types of gold omament and they could get the negotiable price.
Moreover most of them also bought gold ornament for themselves especially a
necklace, spent money between 3,000-5,000 baht each time and changed designs and

types at least one time within 2-3 years.



