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Title of Thesis - Attitude of Customers in Measai District, Chiangrai Province
toward Purchases of Gold after the Government Announced the

Gold Quality Control

Researcher : Ms. Yuraphan Jenphithakphong
Title of Degree : Master of Arts (Social Development)
Academic Year : 2005

The main objectives of the study about the purchase of gold of the customers in
Measai District, Chiangrai Province comprise of twofold which are 1) to study the
attitude of customers toward the purchases of gold after the government has announced
the gold quality control; 2) to study the factors which related to the gold-purchasing
attitude of customers in Measai District, Chiangrai Province. The sample were 200
customers living in Measai District. The questionnaire was use for data collection. It was
composed of three sections as follows which were 1) general information section;
gender, education level, profession, status, income per month, knowledge of Act of gold
wearing. 2) A scale of attitude toward gold purchasing covered in three dimensions of
attitude, which are the readiness to purchase dimension, the satisfaction in purchase
dimension, and the positive belief in purchase dimension. 3) The open-ended questions
in which the respondents were able to give the suggestions about the ideal gold smith
shop. The statistical methods which were used in the study were means, standard
deviation for data explanation, t-test, and Pearson's Correlation for hypothesis testing.

1. The general information of customers of goid smith shop in Measai District,
Chiangrai Province. The majority of samples were female for about 72.0% with less than
30 years of age (49.0%). About 25.0% of samples were single. About 54.0% owned their
personal business. About 34.5% of samples earned the income approximately 5000-
10000 Baht per month. About 41.5% of samples knew about the announcement of

government about the Act of gold quality control.
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2.The customers of gold smith shop in Measai District had the positive attitude
toward gold purchasing at a medium level in overall of attitude which 1) the ;ffective
component 2) the readiness of purchase of gold component and 3) the evaluating belief
‘component.

3. The factors that were the statistically significant with the purchase of gold are
gender, profession, income, and knowledge of Act. That is the female customers had
more positive attitude toward the purchase of gold than male customers. In addition, the
farmers, employees, and maids had more positive attitude to the purchase of gold than
customers who own the personal business, government officers, and students. Also
higher income and higher-knowledge customers had more positive attitude than their
counterparts.

4. The open-ended questions about the ideal gold smith shop, about 30.14% of
customers would like the gold smith shops sell their products in reasonable and fair
prices. The next suggestion to ideal gold smith shop is that the gold smith shops should
have variety of gold pattems for customers to select.

From the result of the study, the researcher would have the suggestions to
encourage the service of the gold smith shops as follows: 1) to sell the gold in
reasonable prices and have variety of gold pattems for customers to select; 2) the gold
smith seller should give the impressive service, for example, to give the detail of Act of
the gold quality control to customers, and to provide the impressive free gift to

customers. This is to remark the service for the customers to re-visit in the future.



