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ABSTRACT

The objectives of the study “The buying behavior of forcign tourists on the souvenir
industry in Chiang Mai" were to study the buying behavior of tourists and to study the relation
between personal preferences and buying souvenir and to study the relation between souvenir
products and consumer behavior. The sampling results were compiled from 400 foreign tourists
who visited Chiang Mai by using questionnaires. Results were analyzed using computer program
SPSS/PC and can be summarized as follows:

The items that tourist bought the most were silver items due to their beauty and
intrinsic value. They bought the items by themscives mainly as gifts for other people. They
shopped mainly in the evening. The foreign tourists spent between $25 - $75 per time they
shopped. The main reason that tourists did not buy items were due to their expensivencss.

The hypothesis test using chi-square found that age, marital status, educational
background, occupation, income level and tourism affected buying behavior.

Nationality, cducational background, occupation and tourism affected the objective
of buying souvenirs.

Nationality, marital status, cducational background and tourism had thc greatest
influcnce on a person’s buying souvenirs.

A person’s age, nationality, marital status, educational background, occupation,
incomc fevel and tourism affect the person’s choice of venue to shop for souvenirs.

A person’s age, marital status, educational background. occupation, income and
tourism affected the spending behavior.

Type of tourism, communication and knowledge that souvenir in Chiang Mai were

corrclated to the objective of buying souvenir and place of buying souvenir.



Type of tourism and communication were correlated to the first souvenir bought,

third souvenir bought, persons most influencing to their buying decision and time of buying,
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