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Abstract

The objective of this study is to identify factors affecting the individual
consumption behavior of gold ornaments. A random sample of two hundred and
fifty three gold ornameni consumers was interviewed. All worked and earned wages
or salaries in Muang District, Chiang Mai Province. Data analysis was done by
using the multiple regression technique.

The findings showed that sixty two percent of the gold ornament
purchasers were female. Almost eighty percent of the purchasers eamed less than
15,000 baht a month. Necklaces were the most popular gold ornament, making
63 percent of the total gold omaments purchased.

This study also found that the significant factors determining gold
omnament purchases by salary-earning consumers were level of income and gold
omament stocks. In addition to the income and the stock variables, the need to

save was important for the wage-earning group.




