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ABSTRACT

This independent study aimed at investigating behaviors of Thai tourists towards
buying souvenirs in Mueang Lampan district. Samples of this study were specified to 300 Thai
tourists. Questionnaires were used as the tool to collect data; then, the data were analyzed by the
descriptive statistics: frequency, percentage and mean.

The findings showed that respondents were single male in the age between 21-30
years old, graduated in Bachelor’s degree and were student whose average monthly income was
less than 10,000 Baht. The majority resided in the northern region; mostly in Chiang Mai. Those
who resided in the central region were mostly from Bangkok. In average, they traveled 3-4 times
in a year. They considered themselves as self-guided/family tourists. At that time, they conducted
their travel by using personal car.

The results of the study on behaviors of Thai tourists towards buying souvenirs in
Mueang Lampan district indicated that the majority usually bought ceramic product and Kao Tan,
crispy rice with watermelon sauce, as food souvenir. The concerns that they paid when making
decision to buy souvenir and food souvenir were price which should be reasonable comparing to
its quality and the taste, accordingly. Purpose in buying souvenirs in Mueang Lampang district
was to give them as souvenirs. Influencing person in making decision to buy souvenirs was
mentioned to the respondents themselves. The places where they bought souvenirs and food
souvenirs at the most were the Ceramics Center at Kelang Market and Kao Tan Lampang shop,

accordingly. Reason in buying the souvenirs from the mentioned places was given to the



convenient locations. Most of them revealed that every time when they travelled to Lampang, they
occasionally bought souvenirs and food souvenirs. Source of information where they learned
about the souvenir shops was from the companion. In each time of buying souvenirs, they spent
about 501-1,000 Baht. The most favorite promotion was the bonus piece, such as buy 3 gets 1 or
100 Baht for 3 packs. Value that they received from giving the souvenirs from Mueang Lampang
districts was to bring the souvenirs made by local people to the ones they thought of. In the next
time, they would buy the different brand. Most of them would recommend others to buy souvenirs
in Mueang Lampang district.

The results of the study on marketing mix factors presented that for souvenir
products, the respondents gave high concerns on the following factors in orderly: Price, Product,
Promotion and Place.

For food souvenirs, the respondents gave high concerns on the following factors in

orderly: Product, Price, Promotion and Place.



