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Marketing mix factors (7P’s) of antique gold and silver jewelry Tha Chai Subdistrict ,

Si Satchanalai District Sukhothai Province that affects repeat purchases.
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ABSTRACT

The objectives of this research are: 1.) To study the buying behavior of gold and silver
jewelry with ancient patterns, Tha Chai Subdistrict, Si Satchanalai District. Sukhothai Province.
2.) Study the marketing mix factors (7 P’s) of gold and silver jewelry with ancient patterns,
Tha Chai Subdistrict, Si Satchanalai District Sukhothai Province of the customer.
3.) Study the repeat purchase of gold and silver jewelry with ancient patterns, Tha Chai
Subdistrict, Si Satchanalai District Sukhothai Province of the customer 4.) Compare repeat
purchases of gold and silver jewelry, ancient patterns, Tha Chai Subdistrict, Si Satchanalai
District Sukhothai Province of customers according to variables, personal factors and
5.) Study marketing mix factors (7 P’s) that affect repeat purchases of gold and silver jewelry
with ancient patterns, Tha Chai Subdistrict, Si Satchanalai District Sukhothai Province of
the customer. The sample group was customers who re-purchased gold and silver jewelry with
ancient patterns in Tha Chai Subdistrict, Si Satchanalai District Sukhothai Province, 440 people.
Data were collected using questionnaires. Analytical statistics include percentage, mean,
standard deviation. Comparing two averages One-way analysis of variance and multiple
regression analysis.

The results of the research found that 1.) Repeat purchase behavior of customers'
antique gold and silver jewelry. Most people choose to shop at stores where they can negotiate
prices. Most of them have a purchasing frequency of 6-12 months at a time. And the type that
most customers choose to buy is gold and silver jewelry with ancient patterns. 2.) Factors in the
marketing mix of antique gold and silver jewelry. It was found that the overall marketing mix
factors in every aspect were at the highest level. 3.) Repeat purchases of antique gold and
silver jewelry were at a high level. 4.) Personal factors include gender, age, occupation,
educational level, income and different places of residence. There are repeated purchases of
gold and silver jewelry of different antique designs. Statistically significant at the 0.05 level. and
5.) Marketing mix factors consisting of product, price, distribution. Marketing promotion, people,
physical characteristics, processes, affecting repeat purchases of antique gold and silver
jewelry, Tha Chai Subdistrict, Si Satchanalai District Sukhothai Province Statistically significant
at the 0.05 level.

Keywords: Marketing mix factors , Antique gold and silver jewelry, Repeat purchases
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9149849 : Kim, Galliers, Shin, Han, & Kim, 2012
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31A1 (Price)
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91999 : Kim, Galliers, Shin, Han, & Kim,

2012

N1749L434N19ma14 (Promotion)

11APA(People)

ANBOUZNINNIENIN (Physical Evidence)

N7LUUNT (Process)

919849 : Kotler, 2012
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