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Topic Marketing Mix Factors that affect the decision to purchase silver jewelry of foreign

tourists in Chiang-Mai district.

Part 1 : Personal Information

1. Have you ever bought silver jewelry in Chiang-Mai district?

[]1.

......................... times (Please specify)

|:| 2. No (End of the inteview)

2. Native district/ Home town

|:| American Continent

[]
]

L]
L]

2.1 The United States
2.3 Brazil

2.5 Argentina

2.7 Chile

2.9 Others (Please specify)..

|:| European Continent

oo

2.10 England
2.12 germany
2.14 Sweden
2.16 Norway
2.18 Russia

2.20 Others (Please specify)

|:| RussiaAsian Continent

HpEREREEN

2.21 China
2.23 Japan
2.25 Singapore

2.27 Turkey

2.29 Indonesia

84

|:| 2.2 The United States
|:| 2.4 Maxico
|:| 2.6 Columbia

|:| 2.8 Venezuela

|:| 2.11 France

[T 2.13 Ttaly

|:| 2.15 Denmark
|:| 2.17 Belgium
|:| 2.19 Netherland

|:| 2.22 Korea
|:| 2.24 Taiwan
[ ] 2.26 India

|:| 2.28 Arab Emirate

]

2.30 Malaysia
2.31



3 Gender
|:| 1. Male |:| 2. Female
4 Age
[]1. 20o0rlower [] 2. 2130
|:| 3. 31-40 |:| 4. 41-50
|:| 5. 51-60 |:| 6. More than 60
5 Occupation
|:| 1. Government Officer/ State Enterprise Employee
|:| 2. Private Employee
|:| 3. Business Owner
|:| 4. Retire
|:| 5. Student
|:| 6. Others (Please specify)...............
6  Approximate yearly income

[ ] 1. Lower than $US 20,000 [ ] 2. $US20,001 - 40,000
[ ]3. $US40,001 - 60,000 [ ] 4. $US60,001 - 80,000
[ 15 $US80,001 = 100,000 [ ] 6. More than $US100,000

How many times have you ever visited Chiang-Mai? (including this time)
|:| 1. 1time |:| 2. 2times
|:| 3. 3 times |:| 4. 4 times
|:| 5. More than 4 times
How long is your stay ?
|:| 1. 1-2 days |:| 2. 3-4 days
|:| 3. 4-5days D 4. More than 5 days
How did you plan to visit Chiang-Mai this time?

|:| 1. Travelling by myself |:| 2. Traveliing with travel agent
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10 What is your objective to visit Chiang-Mai this time?
|:| 1. Travelling |:| 2. Meeting/ Seminar
|:| 3. Making contact with government office I:' 4. Business trip
|:| 5. Visiting relatives/ Friends |:| 6. Visiting exhibition
|:| 7. Others (Please specify)...............

11 How do you know the jewelry shop in Chiang-Mai district? (You can choose more than 1 item.)

|:| 1. Thai’s friend |:| 2. Family/ Foreign friend

|:| 3. Tourist guide |:| 4. Inflight magazine

|:| 5. Internet |:| 6. Newspaper/ Magazine

|:| 7. Travel Agent /Tour guide |:| 8. Radio/ Television

|:| 9. Exhibition |:| 10. Suggestion from hotel receptionist

I:' 11. By myself

I:I 12. Diplomatic and consular service, Thai

I:' 13. Tourism Authority of Thailand/ Government Officers
[ ] 14. Others (Please specify)...............

12 What kinds of jewelry that you have purchased the most? (You can choose more than 1 item.)

[ ]1. Ring [ ] 2. Earrings [ ] 3. Locket/
[ ]4. Necklace [ ] 5. Bracelet [ ] 6. Anklet
[ ]18. Bangle [ ] 9. Silverbeads

Copwright™. . by, Chiang. Mai.. Ur

13 Who affect your decision the most when considering to purchase silver jewelry?
I:I 1. Myself |:| 2. Family/ Lover
|:| 3. Friends |:| 4. Cheif/ Boss/ Foreman
|:| 5. People in Social Network

I:I 6. Others (Please Specify).........cooevieeeeveeeeeeeeeeeeeeee
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14 What is the most important criterion when considering a silver jewelry purchase? (You can
choose more than 1 item.)
|:| 1. For myself
|:| 2. For giving as a souvenir
|:| 3. For running business
|:| 4. Others (Please SPecify) ......cocuivevreieeeeieececrereen e
15 Why do you purchase silver jewelry (You can choose more than 1 item.)
|:| 1. Ilike the design. |:| 2. I like silver jewelry.
|:| 3. The price is cheaper than my country. D 4. I like made by hand.
I:' 5. It has good reputation. I:I 6. I believe it is real silver.
(92.5%)
|:| 7. Others (Please Specify) ...........coivieeenecereeieeeeeeieens
16 Do you have regular silver jewelry shop that you nomally purchase from?
|:| 1. Yes, I have |:| 2. No, I haven’t
17 Have you ever compared the price and quality of silver jewelry from different shops before you
decide to purchase?
|:| 1. Yes, I have |:| 2. No, [ haven’t
18 How do you choose to pay when buying silver jewelry?
|:| 1. Cash |:| 2. Credit card
|:| 3. Cheque |:| 4. Others (Please specify) ............

19 How much money do you spend on buying jewelry each time?

I:' 1. Lower than 1,000 Bahts. |:| 2. 1,001-2,000 Bahts.
[ ]3. 2,001-3,000 Bahts. [ ]4. 3,001-4,000 Bahts.
[ 15. 4,001-5,000 Bahts. [ 16. 5,001-6,000 Bahts.

|:| 7. More than 6,000 Bahts.

8.
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Part 2 : The Mixed Marketing Factors that affect the decision to purchase silver jewelry of foreign

tourists in Chiang-Mai district.

Levels of opinion

5 4 3 2 1

The Mixed Marketing Fa Strongly | Agree | Moderate | Disagre | Strongly

Agree e Disagree

Products

1. Product has high percentage of

silver. (92.5%)

2. Product is Flawless.

3. Product is made by jewelry

designer in good quality.

4. Products are handmade.

5. There are various kinds of
products such as rings, earrings,

necklace, etc.

6. Product has various designs.

7. There always are new products

available.

8. Products are related to all kinds

of culture.

9. The shop has good creditbility
such as no deceivability, long

run business, etc.

10.Products are made to satisfy

customers’ needs.

11.The goods’ production and

delivery is punctual.
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Levels of opinion

The Mixed Marketing Fa

5 4 3 2 1
Strongl | Agree | Moderat | Disagree | Strongly
y Agree e Disagree

Products

12. There is product design service

available for custumers

12. There is repairing/ plating

service available.

13. There is product assurance for

customer.

14.Products are unique.

15.The shop has it own brand.

16.Others (Please specify)

Price

1. The price is reasonable.

2. The price is cheaper comparing

to other shops.

3. The price is cheaper comparing

to the price in my country.

4. The price is negotiable.

5. Accept credit card.

6. The price card is clear.

7. Others (Please specify)

1. The shop is convenient to visit.

2. There are parking lot available.
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Levels of opinion

The Mixed Marketing Fa

5 4 3 2 1
Strongl | Agree | Moderat | Disagree | Strongly
y Agree e Disagree

Place

3. There are many convinient
ways to contact such as

website, E-mail, fax, etc.

4. Products are shown according
to catagory, which is convinient

to select and purchase.

5. Various kinds of products are

shown in the shop.

6. There are products available in

the shop exhibition.

7. The shop is in the shopping

center.

8. The shop is in community

center, and stand alone.

9. There is online shop provided.

10. The shop is widely and

comfortable.

11. There are suggestions and map
about the shop provided in the

tourist travelling guide.

12. The shop is attractive to the

coustomers.

13. Products are outstandingly

shown both in front and inside

of the shop.
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The Mixed Marketing Fa

Levels of opinion

5 4 3 2 1
Strongl | Agree | Moderat | Disagree | Strongly
y Agree e Disagree

Place

14. Others (Please specify)

Marketing promotion

1.

Providing electronic catalogue

for customers.

Staffs are friendly.

Staffs perfectly provide
information and suggection

about the products.

Staffs provide enthusiactic

service.

There are advertisements
through advertising media such

as website, magazine, etc.

There are sale promotion such

as discount, free gift, etc.

Others (Please specify)

Part 3 Other suggestions
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