(3)

L v ¥ v ' 1)
Yoi504 flasefinanomsanduludondevsinszanveainyriouns?

117 Ineludamdadeelva

A yea a
YorIvsH UNAAVUIA UUNLTITH
yoSguan Aadmaasumitindia @1w13HUTHITNMIRAU
3 4 oo
Usrmunssumsilinm MEANI19150 ATIYY Ny
W ]
unnaee

(1 []
& (Y

A S v @ a =3 tg a & a t a Ill
msasesesilideniinadenisandulufenyevesnssanvestinneansivang
ludainda@oslnd T¥aquseasd (1) iefnufsdnyuzdiuyanauazdnyasmMedinues
o ] 4 v a - y [ o/ ' 4 8 2 (9
invieufivar i Inelumsdaduluiendoveshszanludimiagoslni ) ineAnudededy
¥ o - dy e 2 Y 1 P @ .. | ' Y
lunmsdaduludendevesiiszanvoninneuiiorns Ineludniauslni uaz 3) iWedy
a d @ P ey a @ a o ¢
I uANuAMY uazdeiduouuzve ninvieuNiodnnd Inenddens divd geimunansiual
d‘ £ [ o 'V Yq VY a e 3 dy P @ 1 P a a
vosiszinludumtadoslny Alddoyalumsitoasell fe dnvieadiondIneiiduman
1 d' a_’qv d' o é L] o & = L7 Y -} t o
voune lununouuawau degluwadunadlousedlny Fandaieslny $1u3u 100 Ay
[ v b4 1 v
wsosilofldlumssiuswdoyavesmsidofidunuuden onndsafuiadendwwanesedy
@ A dy a 2 9/ - 3/ a w d g 9/ v o v
msaaduledorssfiszdn 4 A fe Awkdadud A1UsIAT AIUFDINIIMITINUIY
b4 3
aumsduasumsania lagkiumsnadeunnuassveuiiont wazihlunadeuaiuiios
J a 1w o o a 1
Tagldmnuiivaniniy 0.87 mshusivsawdeyaladuiumslugiafouwsion fudeou

a Iy

s d 4 e o 4
WouAIAY 2552 wazlnsigvdeyalasld llsunsuduSegilimeonisisemedenumans(spss)

¥

wamsIdonud §ladeyailumandgs 50 au waziwawio 50 au Hegmde 29 1
fidamensanugegalusedulSyges Fdeyadiulvngiliuindisrnafosin dnsy

¥33919v0nvieuNieIy 1 neiuuner luauuauau suneliesdoslvy simiamoslui

U L v

aylunguivguinniige sesaunfenguivnatsan uaznqudgeeigeziilungininvoufiosd

A g v =
UMW UBINGA

dmfugiduuivesinvieuiiod flRdeyadiuniniigiduuiegluimia
1 4
wodlvy weneniiy Agiduwegludwmiadiyu  d1e ngunnumiuns  Feesw

Y
4 J

UWT nzouwidgesdou vt Wuglan gasARd  UATEISIA  WATUION  UATTIFENN
e ¥ayT uAIAIBITLTY uasdwmdndeval mudAy
b4 ' ]
dmsunganssulunmsandulafendevesfisednvesrinneuiionsiingly

v
Tandamoelvd Taosaune 4 du aeandostundndrmemsaatalusedutunans



4)

=

drnsundusrednaziagidueinunlnides wudilesedundasdusl §1ddoyal
wqﬁnim1umsﬁﬂﬁu%sﬁanc’f';mm‘ﬁszﬁﬂﬂaﬁﬂﬁ'mﬁwﬁﬂ?‘mmamswam“luszﬁummflu
Suduusn sesasuegluseduiunanie Pededugemenisiadmuie  Jedediusim
wozlefedmdaaumsamanudivy Faesdiu i iinreuiisalianud Wysondadud

dududuusn  uazilfoduadumsamadiududugare



)

Title Factors Affecting the Decision Making in Choice Buying
Souvenirs by Thai Tourists in Chiang Mai

Author Miss Khaemwadee Nontatham

Degree of Master of Arts in Development Administration

Advisory Committee Chairperson Professor Dr.Numchai Thanupon
ABSTRACT

The study on “Factors Affecting the Decision Making in Choice Buying Souvenirs by
Thai Tourists in Chiang Mai” aimed to study the following: 1) the personal and social
characteristics of Thai tourists in choice buying souvenirs in Chiang Mai, 2) the factors affecting
the decision making in choice buying souvenirs in Chiang Mai. and 3)

Respondents in this study were 100 Thai tourists who went shopping at the Walking
Street, Muang district, Chiang Mai province. A pre-tested questionnaire for content validity and
fairness that scored 0.87 was used for factors affecting decision making in choice buying souvenirs
in four aspects, namely, product, price, opportunity to sell, and market support. Data collected in
April to May 2009 were analyzed by SPSS/PC program.

Results of the study showed that 50% of the respondents were females and 50% were
males, aged 29 years in average, and bachelor degree holders. Majority of the respondents came
from Chiang Mai. As to the ages of the Thai tourists at the walking Street, Muang district, Chiang
Mai province, the biggest group were the adolescents, followed by the middle-aged group and the
smallest group as the senior citizens.

Regarding the hometown of the tourists, majority were residents of Chiang Mai, while the
rest were residents of the provinces of Lamphun, Bangkok, Chiang Rai, Phrae, Mae Hongson,
Nan, Phitsanulok, Uttradit, Nakorn Sawan, Nakorn Nayok, Nakorn Racahasima, Loei, Chonburi,
Nakorn Srithammarat, and Songkla in descending order.

Concerning the behavior of decision making in choice buying souvenirs by Thai tourists
in Chiang Mai, as four factors or as a whole it conformed to principles of business at moderate
level.

However, when many factors were considered and arranged in descending order, the study

showed the product factor that ranked first, followed by factor of opportunity to sell, price factor,
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and market support factor in descending order. This showed that the tourists gave importance to

the product first and market support last.



