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ABSTRACT

This research aims to study (1) consumer behavior in buying jewelry and (2) The
relationship between personal factors and consumer behavior in purchasing jewelry in amphoe
maung, Kanchanaburi province. The population was the consumer who chose to buy jewelry in
amphoe maung, Kanchanaburi province which did not know the exact population. A sample
size of 400 was obtained from the purposive selection method. The research tool was a
questionnaire. The data collected were analyzed for statistics regardless of the population
distribution, frequency distribution, percentage and chi-square statistics were used.

The results showed that:

1. Consumer behavior in buying jewelry found that most samples purchased ring jewelry
and purchased it on average once a year. The decided amount is less than 5,000 baht. Buy
gemstones made of platinum and made from precious gemstones that are solid. Buy at diamond
gold jewelry general stores and buy them from reputable/reliable stores during weekends (Sat-
Sun). The criteria used to make a purchase are the right price for the quality, receive information
about jewelry from word of mouth but there was no effect in making a purchase decision.
Planning before making a purchase

2. The relation factors between personal factors and jewelry purchase behavior

(2.1) gender correlated with the choice of jewelry, the average number of purchases, reasons
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for buying and the criteria used in making purchasing decisions (2.2) age correlated with the
choice of jewelry, times of purchase, reasons for purchase and characteristics of the store,
purchase decision criteria and plan to purchase. (2.3) the status correlated with the influencer
person and plan to purchase. (2.4) education level correlated with influencer person,
characteristics of the store, the resources obtained to influence the purchase of jewelry.
(2.5) occupation correlated with the choice of jewelry, the average number of purchases, reasons
for buying, purchase decision criteria and plan to purchase. (2.6) Income correlated with the
choice of jewelry, the average number of purchases, reasons for buying and plan to purchase.

Statistically significant correlations level at .05 and .01

Keywords: Personal factors, Consumer behavior, Decision making, Jewelry
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