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ABSTRACT

The objective of this independent study was to study the services marketing mix
factors affecting consumers in selecting gold ornament shops in Mueang District, Lamphun
Province.

The data was collected by using questionnaires distributed to 2240 customers using
services of the gold ornament shops in Mueang District, Lamphun Province. The samples were
selected by accidental sampling from 10 samples from each shop. Then, the data was analyzed by
descriptive statistics such as frequency, percentage, and mean,

The study showed that most of the respondents were married female aged between
21 -29 years old, completed secondary school. Their average incomes were lower than 10, 000
baht per month., They were employees in companies and lived in Mueang District, Lamphun
Province.

Most of the respondents bought 1 baht weight gold necklaces. The frequency for
buying gold ornament was every 7 month — 1 year. They bought gold ornaments from the gold

omament shops in Mueang District, Lamphun Province. When buying, the respondents chose




only one gold ornament shop by comparing the price. The reason for choosing the gold‘ornament
shops is a goed service,

The respondents ranked the marketing mix factors at the average high level with
people, physical characteristic building and presentation, process of the service, place, product,
and price, respectively. Promotion was ranked at the average low level.

Factors affecting customers in selecting gold ornament shops at the average high
level was product. The sub-factor of product that the respondents ranked at the average high level
was the gold ornament shops which had a pawn service.

Factors affecting customeré in selecting gold ornament shops at the average high
level was price. The sub-factor of price that the respondents ranked at the average high level was
the gold ornament shops which had clear price tags.

* Factors affecting customers in selecting gold ormament shops at the average high
level was promotion. The sub-factor of promoﬁon that the respondents ranked at the average high
level was the gold ornament shop which had gifts for customers according to festivals.

Factors affecting customers in selecting gold ornament shops at the average high
level was people. The sub-factors of people that the respondents ranked at the average high level
were the gold ornament shop which had service-minded staff, the gold ornament shop which had
good human relations staff, and the gold ornament shop which provide equal service,
respectively.

Factors affecting customers in selecting gold omament shops at the average high
level was physical characteristic building and presentation. The sub-factors of physical
characteristic building and presentation that the respondents ranked at the average high level were
the gold ornament shops which decorated the shop with red color, the gold omament shops which
had a large and clear shop logo, respectively.

Factors affecting customers in selecting gold ornament shops at the average high
level was service process. The sub-factors of service process that the respondents ranked at the

average high level was the gold ornament shop which had accuracy for gold ormament weight.




