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Abstract

The purposes of this research were to study decision making behavior of purchasing the gemstone
accessory and attitudes of consumers towards purchasing the gemstone accessory, and to compare decision
making behavior of purchasing the gemstone accessory and consumer’s attitude towards purchasing the
gemstone accessory, classified by demographic traits. There were 108 samples. The questionnaire was used as
a research tool. The statistics of data analysis were by frequency, percentage, and Chi-square test.

The study results showed that most consumers purchased the gemstone accessory for better
personality and beauty from the frequent store. They spent less than 20,000 Baht each time, paid with cash. The
anniversary birthday ring was mostly purchased. The gemstone accessory design mattered. The guarantee card
issue of products was the most satisfaction. The decision making of purchasing was influenced by
themselves. The consumer had attitudes towards purchasing the modern gemstone accessory. The price
negotiation was important. The exhibition of the gemstone accessory by classifying the gemstone accessory
inside and outside the gem store persuaded customers to purchase. The comparison results of decision making
behavior of purchasing the gemstone accessory and attitudes of consumers towards purchasing the gemstone
accessory, classified by demographic traits showed that the consumers with different sex, age, education,
career, and monthly income had the decision making behavior of purchasing the gemstone accessory with
statistical difference at significance level of 0.01 and 0.05 for 7, 5, 3, and 2 items, respectively. The
comparison results of consumer’s attitude towards purchasing the gemstone accessory, classified by
demographic traits showed that the consumers with different sex, career, and monthly income had the attitude
towards purchasing the gemstone accessory with statistical difference at significance level of 0.01 and 0.05 for

2,and | items, respectively.
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