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ABSTRACT 

 

This study aimed to examine behavior of Chiang Mai undergraduate students 

towards gift purchasing. Sample of this study was undergraduate students from 7 universities 

which are Chiang Mai University, Chiang Mai Rajabhat University, Maejo University, 

Rajamangala University of Technology Lanna, Payap University, North-Chiang Mai University 

and Far- Eastern University in 2010 semester for 385 samples. Sampling by using quota sampling 

technique based on proportion of population in each university. The data was collected by using 

questionnaires and analyzed by descriptive statistics 

The study found that the majority of the respondents were women, ages 23 years 

old, studying in Chiang Mai University, being 4th years undergraduate student and have fixed 

income lower or equal to 5,000 Baht per month. They bought textile product/garment product the 

most. The reason of the majority in gift purchasing was to show their love and respect. The most 

influencer in their decision making was friend. The person who purchased gift for mostly was 

father/mother. The frequency in gift purchasing was once per 2-5 months. They purchased gift 

from stores in department stores and was satisfied to purchase gift from stores that can bargain. 

They received advice information about gift stores from their acquaintances that influence their 

purchase decision making. The most average price in each purchasing was 101-300 Baht. The 

marketing mix factors affecting towards gift purchasing of Chiang Mai undergraduate students at 

high level of importance were quality (product), value for money (price), convenience in 



� 

�

transportation (channel of distribution) and special discount (promotion). Moreover, the majority 

of the respondents had a high level of satisfaction after purchase. 

 

 

 

 

 

 

 

 

 

 

 


