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ABSTRACT

The study on behavior of Thai tourists in purchasing Thai silk products in Tambon
Nakha, Amphoe Mueang Udon Thani was conducted by questionnaires distributed to 246 tourists
who purchased the products in the area. The majority of interviewees were female whose age
ranges were between 41-50 years old with education level of Bachelor degree. Their occupations
were either government officers or employees of state enterprise with average income of 20,001-
30,000 baht and married marital status. Most of the tourists came from Udon Thani province and
traveled with their family members. They purchased garments for themselves by considering the
quality of products. The preferred silk products were two lines silk of Yokkid type. The reason for
purchasing silk products from Tambon Naka was based on the reputation that this area was the
center of all silk products. The respondents purchased the products with the frequency of lesser
than one time a year with an average budget of 1,000-2,000 baht by making their own purchasing
decision. The tourists agreed that Thai silk products were valuable and provided them with pride

in Thai tradition. The purchase was usually made in the important occasion to use or wear in the



special event. The information regarding to the products was obtained by word of mouth through
other people.

The marketing mix factors which influenced the purchasing decision of silk products at
high level included product, price, and distribution venue. This was compared to marketing
promotion factor which was rated at medium level. The detailed aspect of each factor with the
highest average rating value could be summarized as following; product quality of the product
factor, appropriate price matching to product quality for price factor, easy to purchase of the
location for distribution venue factor, and the presence of discount for marketing promotion
factor. The problems encountered by the respondents in purchasing silk products were difficulties

in maintenance and storage of the products, as well as the absence of clear price labeling.



