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Abstract

This research aims to identify the relationship between the prices of Thai merchandise and
Japanese tourists’ expectations and perceptions. It focuses on inbound Japanese tourists, in general,
to shop in Thailand, specifically in Bangkok. The independent variables of the research are age,
gender, career orientation and educational level. The dependent variables include price, elements
of promotion, expectation of product and service quality, as well as perception of product and
service quality. The statistical analysis techniques of this research include One-way ANOVA,
Independent Sample t-test and Pearson Correlation. This research, by One-way ANOVA, shows
that Japanese tourists with different career orientations have different expectations of the elements
of promotion and product quality, including different perceptions of service quality. In addition,
through the independent sample t-test, it is learned that Japanese tourists of different gender have
different expectations and perceptions of the elements of promotion. The relationship between the
price of Thai merchandise and Japanese tourists’ expectations and perceptions on beginning their
shopping in Thailand is significant. Insight into travelers’ needs and their specific expectations and
the perceptions of each particular unit of the visitor market should be explored more fully in order
to learn strategies to sustain competition amongst rivals.
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