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ABSTRACT

176985

The thesis aims at studying the causes and decisions of customers in using
services of goldsmith shops. The sample group was 400 people drawn from a
population of 255,872 residing in Lop Buri Muang District, Lop Buri Province. A
questionnaire for collecting data was constructed by the researcher. A ready made
program was used to calculate percentage, mean (i ), Standard Deviation (S.D.),
t-test, F-test and Fisher's Method.

The findings are as follows:

Most samples are female aged 20-30 years old, married with an average
monthly income between 5,000-10,000 baht, possess a bachelor's degree, and are
employed by a private company.

The reasons in buying gold ornaments were mainly for decorations, and not
having regular shops for buying gold. The decision is based on close acquaintance with
the services from their previous buying experience and from the comparison of prices.
Most customers normally went to the gold shop on weekdays. They themselves decided
to buy gold mainly in the necklace form as soon as their satisfaction was met. Payment
is usually in cash. The services they usually consumed in the gold shop include change
of design and quantity. The usual expense was between 5,000-10,000 baht for services.

Influences on the decision to buy gold was products, prices, location of the
shop, marketing promotion, the quality and durability of gold, the price per unit, the
convenience of location, nice and friendly salesperson, and the fluctuation of the price
of gold in the market.

For comparison of differences, there was no difference when classified by
gender, however, there was different when classified by occupation, income, and marital
status at a .05 statistical Signiﬁcance.

With regard to problems that occurred in relation to the services at the gold
shop, they appear as follows: the fragility of the product, the high labour cost of
production per unit, the lack of parking spaces at the shop, and unsatisfactory after-sale

services.





