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ABSTRACT

This study aimed to examine the relationship between personal background and souvenir
buying behavior of foreign visitors to Chiang Mai province, to indentify the influential factors in
their souvenirs buying decision, and to understand problems faced by such foreign visitors in
buying souvenirs from various sources in Chiang Mai province.

It was based on primary information obtained from questionnaire interview with 400
samples of foreign visitors shopping for souvenirs in Chiang Mai province. The sample size was
determined by Yamane's method and the individual sample was identified by accidental sampling
technique. The analytical tools included descriptive statistics covering frequency, percentage, and
arithmetic means to describe the personal background of the foreign visitors such as gender, age,
marital status, and home country; Chi-square test for , were used for independence to verify the
relationship between personal factors and souvenir buying extent; and Likert's rating scale to rank
the priority importance of various decisive souvenir buying factors.

On personal background, the study found the majority of sampled foreign visitors were
characterized as female, 21-30 years old, single , bachelor's degree graduate, company employee,
earning average annual income less than 60,000 baht, visiting Chiang Mai for the first time, living

in Europe, spending 4-5 days vacationing in Chiang Mai, Organizing one's travel plan, visiting



Chiang Mai for vacation/holiday/travelling and traveling with family members. On souvenir
buying behavior while visiting Chiang Mai, most of the samples under study were found to have
the intention to buy souvenirs for their family and relatives, learn of the relevant information
from guidebook, consider the money's worth with the purchase, desire to buy handmade items or
handicrafts, buy from night bazaar area, spend free time after arriving to their accommodation or
after meal for buying souvenir, spend 1000-3000 baht for buying souvenir per trip, generally buy
handicraft products purchased of 5 pieces or less than per time, have intention to buy again in
case of revisiting Chiang Mai and recommend other people to buy souvenirs from Chiang Mai.
The results of Chi-square test indicate gender has relationship with the expense for souvenir
buying while age and place of origin bear the relationship with number of souvenirs purchased
each time.

The most influential factor affecting the decision to buy souvenirs from Chiang Mai was
revealed by most samples under study to be the product which should have Thai identity,
followed by the factor of price which should be reasonable compared to quality and the factors of
distribution channels and market promotion.

The most common problems faced by the foreign visitors in buying souvenirs from
Chiang Mai appeared in the product factor in the aspect of sizes are inconvenient for
transportation. The next most common complaint was associated with the price factor in terms of
not being reasonable compared to souvenir quality followed by the complaints concerning

distribution channels and marketing promotion.



