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GOLD BUYING BEHAVIOR IN THE FORM OF GOLD SAVING AMONG WOMEN IN
KRABI PROVINCE
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Abstract

Gold buying behavior in the form of gold saving among women in Krabi province to study
1) to study the behavior of buying gold in the form of gold saving among women in Krabi 2) to
study the behavior of buying gold in the form of gold saving Gold savings classified by personal
factors of women in Krabi province and 3) to study the marketing mix factors affecting gold
purchasing behavior in the form of gold saving among women in Krabi province. The sample
group was 400 women in Krabi province who bought gold in the form of gold saving during the
age of 20-60 years by the researcher. The tool used was a questionnaire. Data were analyzed
using statistical software packages. The statistics used to test the hypothesis are Chi-square and
Pearson's Product Moment Correlative Coefficient.

The results showed that Most of the samples Age between 41 - 50 years, 132 people,
representing 33.0%, having a bachelor's degree, 238 people, representing 59.5%, having a
career in private company employees, 166 people, representing 41.5%, and having an income of
15,001 -20,000 baht. Of 198 people, representing 49.5%, their opinions on the overall marketing
mix factor were at a high level. Gold buying behavior in the form of gold saving among women in
Krabi province Most of the respondents had a reason to buy gold in the form of gold savings in
order to prevent various events or monsoons that may occur in the future. Of the 184 people,
representing 46.0%, have a budget to buy gold in the form of Gold saving at 1,001 -2,000 baht
for 150 people, representing 37.5%. There is a way to buy gold in the form of gold savings with
gold gift cards, gold plates, 96.5%, sizes starting from 0.1 to 1 gram. Of 17 8 people, accounting
for 44.5 percent, there was a form of gold saving that was bought as gold bars, of which 224
people, equivalent to 56.0 percent, had a form of buying gold in the form of medium-term gold
savings. (Period more than 1 year but not more than 5 years) of 206 people, accounting for 51.5
percent. Most of them are the people who influence the purchase of gold in the form of gold
savings of 150 people, representing 37.5%, are expected. Hoping for returns from buying gold in

the form of gold savings as gold bars of 256 people, representing 64.0%, having a characteristic



of selling gold bought in the form of gold savings when you need to spend the amount of 238
people, representing a hundred 59.5 per cent had a period of buying gold in the form of gold
savings for 1-2 years, 200 people accounted for 50.0% and most of them knew about buying gold
in the form of gold savings from social media, 158 people accounted for 39.5%.

The hypothesis testing revealed that the personal factors of women in Krabi province
differed in their purchasing behavior in the form of gold saving. different The statistical
significance at 0.05 level. The marketing mix factor affects the gold buying behavior in the form
of gold saving among women in Krabi province. statistically significant at the 0.05 level

Keywords: gold buying behavior, gold saving
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