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ABSTRACT

The purpose of this indepehdent study on “Marketing Factors Affecting Consumers in
Choosing Gold Ornament Shop in Amphoe Mueang, Changwat Lampang” was to study marketing
factors affecting consumers in choosing gold ornament shop in Amphoe Mueang, Changwat
Lampang.

The study was conducted by questionnaires collected from a sample of consumers in
choosing gold ornament shop in Amphoe Mueang, Changwat Lampang. Which covered 310 samples
of consumers at 31 gold omament shops in Amphoe Mueang, Changwat Lampang. The accidental
sampling was collected from 10 samples for each shop. The data was obtaine and analysis of data

was done by using destriptive statistics such as frequency table, percentage and mean.

The result from this study showed that most of the samples were females, between 30 —
39 years old. A majority of them attained bachelor degree and were marriage, their average income

were less than 10,000 bath per month and employed in the company.

In the behavior area, this study showed that most of the respondents have no shop loyalty.
The majority of them always went to a shop with easy access from the road and did conduct price
comparison before making a decision. Meanwhile, the service occasions found that most of them
liked to shop between 9.00 AM — 11.00 AM on weekday. The frequency in buying was about every

2 - 3 years. Most of them paid more attention to the gold ornament shop that had the sales promotion



and they could negotiate the price. Most of them also bought gold ornament for themselves and the
most popular gold ornament selected to buy were necklaces. They spent between 5,001 — 10,000 bath

each time and changed designs and types at least every 2 - 3 years.

According to this study, the retail marketing mix factors had an average of high level that
affected the decision making of choosing a gold ornament shop which were personal selling, price,

storedesign and display, service, promotion, product and location, respectively.

Personal selling factors which had an average of a high level were the personality of the
salespersons being polite, polite and friendly salespersons, fast service and staff of salespersons

appropriate and salesperson with excellent product knowledge.

Price factors which had an average of a high level were the shop gave high price in buying

back, lower for gold smith fee and negotiable price.

Storedesign and display factors which had an average of a high level were clear price
labels, shop with good display window, proper tempereture and wide space, the variety of product
groups, name and symbol of the store, decorate shop with the red colour and modern equipment of

service.

Service factors which had an average of a high level were fast and good quality of service,
cleaning products of service, weight and composition of product quarantee, fast and on time delivery

and the security of gold ornament shop.

Promotion factors which had an average of a high level were reasonable buy back of price
guarantee, discount rate for pawn service, on—sales promotion such as free gift on special events and

discount price for gold smith fee and sweepstakes.

Product factors which had an average of a high leve! were weight and percentage of gold
composition of product service, the variety of designs and types of product, available in—house brand

products and reliable of product’s brand name.

Location factors which had an average of a high level were the shops location in the
- community, convenient area, the appropriate working hours, shops with a convenient to entrance and

parking lots.



