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ABSTRACT

This research aims to study the demographic background of consumers, their opinions
about the marketing mix factors (4P’s) and their decision-making processes of purchasing gems
in Bangkok. The samples are out of 400 people who buy or have bought gems. Data was
analysed by frequency, percentage, standard deviation, and testing Hypotheses by using the t-test,
F-test and Chi-square methods. Of the respondants, female were more male. The age group
surveyed was below 30 years old, status married, have obtained bachelor’s degree, are employees
of private companies, and have incomes between 10,000-20,000 Baht per month.

This study indicates that in the decision making process, the consumers spend more
time on decision making than any other step. In the steps of problem recognition, the consumer
realizes about having no jewelry to wear to go out for social functions. In the step of information
search, they search from magazines and compare the prices and ask the experts. In the step of
evaluation alternative, they evaluate the property of the gem’s value from quality and fine
finishing and they evaluate the location by shop with closed doors in the department stores. In the
step of purchase decision, they take time to make the decision. In the step of post-purchase
behavior, they appreciate and use their gems regularly. For the marketing mix’s opinions, they
give a high level of importance to the product with a certificate. For the price, they give a high
level of importance to a bargain. For the location, they give a high level of importance to gems
shows. For the promotion, they give a high level of importance to sale people that have gems
knowledge.

From testing Hypotheses, it was found that consumers have different demographic
backgrounds, have different opinions in the decision making process. And it was found that
consumers that have different demographic backgrounds have different opinions in the marketing

mix.





