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ABSTRACT

This study was conducted to explore the following : 1) marketing strategies of
silverware business of Salunglung shops in Muang district, Lampang province; 2) behavior on the
decision to purchase silverware; and 3) problems encountered in using the service of Saluangluang
shops. A set of questionnaires was used for data collection administered with 225 Salunglung
shop customers. Obtained data were analyzed by using the Statistical Package.

Findings showed that most of the respondents were female, aged 30 — 50 years
old or 33.48 years old on average ; the oldest was 58 and the youngest was 18 years old, Most of
the respondents were bachelor’s degree holders, government officials and with a monthly income
of 10,001 — 15,000 bath. It was found that most of the customers visited Salunglung shops on
weekends or traditional holidays. They usually purchased the silverware in cash and they spent
less than 1,000 bath per visit. The respondents purchased the silverware for a gift. They had their
own decisions to purchase it and they perceived the information about the silverware from the
advertisement billboard.

Product factor had a high level of influence towards the respondents. They
placed the importance of quality of the product at a highest level. Meanwhile, price factor
(reasonable price) showed a high level of influence towards the respondents. Distribution channel
and market production factors showed a high level of influence towards the respondents
(convenient place and product catalog, respectively). Based on problems encountered, the
following were found at a moderate level : low quality of produce, unreasonable price,
uninteresting product display, and unavailability of product catalog.

There was a relationship between sex and product factors and it effected market
— mix on the purchase of silverware. This comprised three factors : 1) diverse patterns to be
chosen ; 2) neatness of the product ; and various sizes of the product. However, there was no

relationship in other personal factors.





