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54602732 : MAJOR : ENTREPRENEURSHIP 
 METIYA KORSANAN : GOLDEN LIFE REWARD: BEHAVIORS OF DECISION 
MAKING ON GOLD PURCHASE OF THE TIA HENG LEE GOLD SHOP’S CUSTOMERS, 
TA-TOOM SUB-DISTRICT, SRI MAHA PO DISTRICT, PRACHINBURI PROVINCE FOR 
SELF-REWARDING. THESIS ADVISOR :  ASST. PROF. PHITAK SIRIWONG, Ph.D.,  80 pp. 

 The purposes of this research were to 1) study the given meaning about self-
rewarding through the customers of Tia Heng Lee Gold Shop, Ta-Toom Sub-district, Sri Maha 
Po District, Prachinburi Province. 2) Study the behavior of decision making of gold purchase 
for self-rewarding of the Tia Heng Lee Gold Shop’s customers, Ta-Toom Sub-district, Sri 
Maha Po District, Prachinburi Province. 
 This research was about the qualitative research carried out by focus group 
discussion method. The group was divided into 2 groups with 6-10 informants per each group. 
The key informants in this research was the working age group age between 25 – 55 years 
old who came to use the service of Tia Heng Lee Gold Shop, Ta-Toom Sub-district, Sri Maha 
Po District, Prachinburi Province in the form of gold ornament. The objective of purchase was 
for the self-rewarding. The qualitative information got was from the site servey, observation, 
focus group discussion, attitudes and comments exchange. The data was analyzed by 
organizing the categories according to the points of research, conclusion, and interpretation of 
contents meanings.
 The research results revealed that the informants gave the meaning of giving self-
reward that was about giving moral support through oneself. It was the motivation and 
inspiration through oneself. This was about the compensation for oneself, determination of 
goals or the clear objectives to oneself. There were different behaviors of decision making on 
gold purchase and the self rewarding process in each person. In conclusion, the form was 
carried out in the same direction by passing through the 5 stages of purchase decision 
making process and the behaviors of decision making on gold purchase as follows: 1) need 
perception, 2) information searching, 3) evaluation of alternative results, 4) purchase decision 
making, 5) after purchase behaviors. The causes that the informants decided to buy the gold 
of Tia Heng Lee Gold Shop to give self-rewarding was that because the sellers or shopkeeper 
offered the good service, sweet and polite speeches, customer caring, bargained prices, 
cheap goldsmith's charge, numerous products, premium, and full weight of gold, and without 
consumer cheat. 
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