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Demand of Gold Shops and Customers in Lampang, Lamphun, and Chiang Mai
Provinces Towards Using Gold X-Ray Testing Machines

ANAA NUAYIENAIAAN uazoArna 531yt
unAnge

N3ANITEY ANUABINISYBLTIAMNBIALargnAfddenisidiuasasenasdnesrLieldlun1sm
33n37Un9gIRluImIndg1Une a1 wasBeddnd  $inquszasd 1) WiefnwiAnuauden1vessiunedse

L3

\w3sdenuLsEnesd 2) ietunlduszneunsiiansanyutesesgnasesunesildiaseseneisdlunislduinmg

o o

B0 118 wazdnh nguiegnauUnu 2 ngu ABNENENAITIUNBY 914U 200 918 Lagnquiunesdnuiu 74 91g
Taglduvvasunuiduaiediolumafivnusudeya msleszsiteyaldadfidmssaunliundanud eoas
wazAade

nanisAnwideyaveangugnAiiiunes wudrdrulvgiduiwands Tengsezndng 31-40 T
seAun1sAnwfe dseufnwinoudaly wie Uiv. 913ngsnadudd fisel@adnowiou 10,000-20,000U1M
anuAnumndud e iiivdenensisenesiunldlunisliuinshifinadenisdenldusnns udidiuiamn
Sufmesiiiniosenussneriudsnmesunty 100 -200 vndeum Aavlduinissely wasdiuim
n¥unesdlinsesenaisivesimuideliuseudmerasiivty LLas%LLusﬁwm%ﬁnmﬂ%ﬁmi%’mﬁmaqﬁwﬁ
T9usnIs

nan1sAnw1doyaveinguidivessiunes wuitdrulngilunandgs fo1guinnin 50 Yauly
FEAUNSANYIUTYYIAS JULUUYRNEIAA Ap uTEndnin Tnugenvelaasfowiou A 500,000-1,000,000 UM
warsreznatduiuianisuinndt 10 U dawlugiiuineiavenssdvesdndudsniudmiviiunes
feinguszasdluniste/aulatoiniesonaisenosd ietaafunisimosdlifinuaimansimingliiu wu
nséialdlangdu Alallaness enfiitu Usen uazjurenadonenusdnesiitauladomniiandoniosonaisd
a3 U MNT-A6 aauladeiniesonaisdvasdmnniian Ao iednislavaniiiiaulanindiud/dauny

1% £% o o

F1UU1Y  LAYTINSIUAY/HINUT

U

heeiesenaissvesianlulady/uiuiy §iisvsnalumsdnauladende
\nTesioneLssnesdiunniign Ao 151vesiants Bnsdeindonensdnasdilaenisinudundoyadeude
wazinnaTidevieaulatoirdonenmisiviossunme aunmaudi uazdulvgazddifeiniononasemesdunld
ety 12 Weud

Ao

HaNSANYIAIINABINITVDITIUAIMBIAT NElK
gnssungsialudmindng dmu wasidedlal fidsl

anan15AnaulataLnIoenuLsINeIAl Lialdlun1svin

= o w

Aundnsine Jadudesniinalusyauuniigaaiduusnie In155useiununndui se9mnse Tunau

nsldielaigeennuazannsadiladg

*

infinvmdngasuimsgsiaumUndindmiuguims augumsgsna v duldednl

% Y1 <

" faemans1ansd as. ennsdusznelnnsianisuaznisduuszneunts aazumsgsia sminendedednl

Vol. 9 No. 3 (July - September 2023)




M5R15UBNeEsia wwanenawBasin 7 9 21707 3 (nangAN - feeu 2566)

dusan dadedesiifinaluszduinniigadfunsnAesaumngauiununimuesdudi sesaunie
aunsaroutnsTAAUAILA WU 6 199 12 1R 24 199 36 IALTuRY

suanudl Yadedesiinalusziunniigadrdiunsnde nsdsduAassmunatinvang sesasunie
fupounmsfindedsdofinnusns

funsdaasunsnann dadedesiiinaluseiuinnilandewinaunelissended 1uing uaziliaany

nsgfosefulumsliiuinis sesmwunfe wilnanwnedinnug enuawnsalunmslideyainesiududla
Abstract

The study title “Demand of Gold Shops and Customers towards Using X-Ray Machines to
Accompany Business Transactions in Lampang, Lamphun, and Chiang Mai Provinces” aimed to 1) investigate
the demand of gold shops towards using the X-ray machines for their gold business; and 2) use in
consideration of customers' perspective on gold shops that use X-ray machines for buying, selling and
pawning services. Samples were divided into 2 groups: First eroup were 200 customers of gold shop and
second group were 74 of gold shop owners. Questionnaires were used as the tool to collect data.
Descriptive statistics used for analysis were frequency, percentage and means.

Findings as obtained from customers of gold shop revealed that the sample were most female
aged 31-40 years old with an education background in high-school certificate or vocational certificate. They
were self-employed and earned monthly income of 10,000-20,000 Baht. Their opinions about the gold
shops using the  X-ray machines in service does not affect the choice of service. However, they believed
that if gold shops had gold X-ray machines and the price of gold increased by 100 -200 baht per baht, they
would continue to use the service. And if the gold shops had gold X-ray machines, confidence in gold shops
will increase and they would also recommend their acquaintances to use services at certain gold shops.

Findings as obtained from the group of gold shop owners were presented as follows.

According to the background information, most sample were female, aged over 50 years old with
an education background in bachelor’s degree. They registered their business in a form of a company
limited with average monthly sales of 500,000-1,000,000 Baht. Their business had been operated for more
than 10 years. Most of them agree that gold X-ray machines are essential for gold shops. The purpose of
buying / interested in buying a gold X-ray machine was to prevent poor quality gold brought to sell to the
shop or stuffing other metals such as quicksilver. The most interested gold X-ray machine model was the
MNT-A6. They acknowledged about gold X-ray machine by advertisement from the shops/dealers. They
acknowledged the shops/dealers of the  X-ray machines by flyers/brochures. The most influential person
in purchasing a gold X-ray machine was the business owner. They searched for more information about the
X-ray machine before making the decision. Reason of buying or intending in buying the X-ray machine was

the product quality. Most of them accepted that they did not have a plan to buy the X-ray machine in the
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Below were shown factors affecting demand of the gold shops in buying the X-ray machine to
accompany business transactions in Lampang, Lamphun, and Chiang Mai provinces.

In product factor, the first most influential sub-factor was the guarantee of product quality,
followed by easy process to handle, not complicated and easy to understand.

In price factor, the sub-factor that had the highest level of influence was the price that suitable to
the quality of the product, followed by ability to pay in installments such as 6 installments, 12 installments,
24 installments, 36 installments, for example.

In place factor, the first most influential sub-factor was the punctuality of product delivery,
followed by the rapidity of order process.

In promotion factor, the sub-factors influencing the highest level were good-natured, friendly and
enthusiastic sales staff, followed by knowledgeable sales staff and the ability to provide information about

the products.
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