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ABSTRACT

The objective of this independent study was to study the service marketing mix
factors affecting investors in Mueang Chiang Mai District towards investing in Gold Futures by
using the concept of service marketing mix which were product, price, place, promotion, people,
process and physical evidence and the concept of consumer behavior. In this study, 270
questionnaires were used as tool to collect data from investors who invested in Gold Futures in
Mueang Chiang Mai District. The data were analyzed by applying descriptive statistics which
were frequency, percentage and mean. Most respondents were married male with 36 — 45 years of
age. They were self-employed with average monthly income between 30,001 — 45,000 Baht and
had bachelor’s degree.

For the investment behavior, the result showed that most respondents invested in 10
baht contract. The respondents who invested only in 50 baht contract held only 1 gold futures
contract at a time and the respondents who invested only in 10 baht contract held 2 - 5 gold
futures contract at a time. Aside from investing in gold futures, most respondents had bank
deposit. The objective of investing in gold futures was for speculation. The respondents made

decision by themselves. Marketing officers were the source of information. The respondents



mostly opened the position when the gold price fluctuated. The holding period was 1 — 2 weeks.
The frequency of trading was 1 — 3 times per month. They used telephone trading.

The result showed that the service marketing mix factors affecting the decision in
investing in Gold Futures being ranked at high were people, place, process and product. The
factors being ranked at medium were physical evidence, price and promotion, respectively.

The sub factors in each service marketing mix factors affecting the decision in
investing in Gold Futures the most were the followings.

For product, the sub factor was that the initial margin about 10% of contract value
was suitable.

For price, the sub factor was that the excess margin would earn interest rate at
0.75% per year.

For place, the sub factor was telephone trading available.

For promotion, the sub factor was the seminar and training course on the gold
investment.

For people, the sub factor was that the marketing officers could provide information
and advice to investors and could perform trend analysis.

For process, the sub factor was the promptitude and accuracy of trading process.

For physical evidence, the sub factor was the use of modern technology which met

the customer demand.



