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The objecti ves of this research were to examine 1) gold ornament consuming

behavior of the people in Amphur Maung, Chiang Mai; and Z) factors affecting their

goid crnament cousurming.

The pnimary data was collected by means of questionnaires from 400 people of
b yvear olds and over, living in Amphar Maung, Chilang Mal, and 16 tambons were
used to determine the sampling. The rescarch findings were as {ollows:

1) Most of the consumers were female, single, 30-48 years old, had income
ranging from 5001 te 10,000 baht, had completed a bachelcr level of education, and
worked in private companies.

2) Most of the consumers bought gold as their ornaments. The frequercy in
buylng was more than three tiines a year; the lagt time they bought gold ornaments

was a year ago; and the buying time was uncertain, depending on whether they could

afferd to buv thom.
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3) The ornament most frequently bought was necklaces. They preferred to buy
new gold ornaments in the jewelry shop that thay usvally used. The most favorite
jewelry shops are in the MNouwarat Marist areas, Most. of them hought a plece cf golid
weighing 1 baht {15.2 gram) at a time. ‘They nerrmaily spent about 21-30 minutes 1n
the jewelry shop before buying gold ormaments.  Day and time did not alfect thelr
buying; they bought whenever it was convenient for them. The most effective sale
promotion melhod was the discount of the roldsmith’ s charge. The factor intluencing
the consurers’ decision making on buying gold ormaments was the design and the
consumers themselves decided on the buying.

4) On average cach consumer has possessed about 2 baht of gold ormaments
and put on about 1 3/4 baht. |

5) Glender was related to the object of buying gold ornaments. Female
consumers bought more gold as omarmnents while male consumers bought them as
presernts.

6) Gender was related to types of gold ornamenis bought Female consumers
bought more of bracelets, earrings, and lockets while male consumers bought smali
Buddha image [rames.

7) Gender was related to the way the consumers bought gold ornaments. Female
consumers liked to change old gold ormaments for the new ones more than male
consumers.

8) Gender was related to where to buy gold omaments. Female consumers liked
to buy gold ornaments from their familiar jewelry shops.

g} Incomes were related to the object of buying gold ornaments, People having
an income more than 15000 baht bought gold ornaments as presents, while those
having an income between 16,001 and 15000 baht bought them to gain exXcerbitant
profits.

10} Incomes were related to types of gold ornaments. People having an income

more than 15 000 baht liked to buy bracelets, while those having the income between

10.001 and 15,000 baht liked to buy rings or small Buddha image frames.



11} Incemes wore related to the frequency of buying gold ornaments. Feople

having an income laug than 5000 baht and more than 15,000 baht bought gold

ornaments only onee in throe years of more. Psople having an income betweer 5,000
and 10000 baht bousgbt gold crmaments onct a yaar, while those having an income
between 10,001 and 15,000 baht bought two times a year.

12) Occupation was related to the object of buying gold ornaments. Employees of
private companies bought gold omaments as ornaments but employers bought them as
NisEeEnts.

12 Ocoupation was related to types of gold ormaments. Pecple naving their own
business liked to buy necklaces, while the employers like to buy necklaces and
bracelets.

14} Oceupation was related to the weight of goid ormaments bought at a time.
Giovernment employees, employees of private companics, private business owners and
employers liked to buy gold ornaments welghing 1 baht at a time while employees of
state enterprises bought 1 baht and 2 baht at 2 time, and students bought 1/2 baht at
a time.

15) Occupation was related to the way the consumers bought gold ormaments.
Employees of state enterprises liked to buy new gold crnaments.

16)Oceupation was  rtelated to the frequency of buying gold omaments.
Government employees and students bought gold ornaments only one time a year.
People having their own business and the employees of the private companies ought

once in three years while employees of state enterprises and employers bought two

Lmes a year.



