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Abstract

The purpose of this study, "The Marketing Mix Influencing Consumers’ Buying
Decision of Jewelry from Jewelry Shops in Amphoe Mueang, Changwat Chiang Mai”, is
to study factors of the marketing mix which affected consumers’ buying decisions about
jewelry from jewelry shops in Amphoe Mueang, Chiang Mai.

The study was conducted by analyzing questionnaires collected from a sample
of Thai consumers who bought ornaments made of gold or white gold with jewels from
jewelry shops in Amphoe Mueang, Changwat Chiang Mai. 208 sets of questionnaires
were collected by an accidental sampling method from 52 jewelry shops, where 4
samples were gathered from each shop. The SPSS/PC+ software package was used to
analyze these guestionnaires. Descriptive Statistics were applied and presented in form
of frequency, percentage, mean, and mode tabulation tables.

The findings from this study showed that majority of consumers selected and
made their own decisions to buy gold rings with diamonds for use in special occasions
like wedding ceremonies, birthday events and for investment. Information from personal
sources was a major influence in their buying decisions. Most consumers would prefer
that jewelry shops open 10.00AM-8.00PM daily. Most of the sample did not have a

regular store visited. Jewelry shops located in department stores were the most popular.



The jewelry's quality and price were the main factors in buying decisions. On average,
consumers spent 10,001-30,000 baht per purchase and paid by cash. However, their
purchasing frequency was uncertain. The number of consumers who used made-to-
order service was approximately equal to the number of consumers who never used

made-to-order service. On the other hand, the jewelry cleaning service was the most

" frequently used after-sale service.

The summary of the results from the study of marketing mix factors affecting
jewelry buying decisions were as follows:

- Product: Factors that consumers considered significant were, in order of
importance, good quality product, written product warranties, shops' reliability and
brand name, fast and on time delivery of made-to-order or repair service, variety of
products, modern style of products, product replacement and refund, variety of product
sizes, available made-to-order services, available repair or cleaning services, ability to
provide products as requested by consumers, differentiated and unique products,
available product design services, and available in-house brand products.

- Price: Factors that consumers considered significant were, in order of
importance, price versus quality of products, negotiable prices, clear price fabels, a
fixed rate of product replacement and refund, and avaiiability of credit card payment.

- Place: Factors that consumers considered significant were, in order of
importance, shops with a convenient parking lot and convenient access, shops with
good security guard systems, shops located in department stores, and shops with
clean, good air-conditioned and wide open space.

- Promotion: Factors that consumers considered significant were, in order of
importance, available documentation of product information, salespersons with excellent
product knowledge, spectacular window and in-shop displays, special after-sale
services such as regular inspection and cleaning products services, polite and friendly
salespersons, availability of product catalogues, promoting products corresponding to

special events such as Valentine’s Days, and souvenirs for customers on special events.



