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Abstract 
     The objectives of this research are to [1] study the buying decision process of jewelry for NINE Gems and 
REAL Gems fine jewelry shops and [2] study the marketing mix affecting buying decision process of jewelry for 
Nine Gems and REAL Gems fine jewelry shops. The sample group is 197 consumers who decide to buy gems 
and jewelry of Nine Gems and REAL Gems by simple random sampling and using the questionnaire as a tool 
for collecting data. And Multiple Linear Regression (enter method). The result of research indicates that the 
buying decision process of jewelry for NINE Gems and REAL Gems fine jewelry shops is in the high level on 
the average. The factors of People and Physical Evidence affected to buying decision process of jewelry for 
NINE Gems and REAL Gems fine jewelry shops was found significantly, to be depleted at the level of 0.01. 
And the Promotion affected to buying decision process of jewelry for NINE Gems and REAL Gems fine jewelry 
shops was found significantly, to be depleted at the level of 0.05. For the Product, Price, Place and Process 
factors don’t affect to overall buying decision process. 
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