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ABSTRACT

The objective of this independent study was to explore Thai tourists’ attitudes
towards J.J market project, Chiang Mai province. The sample people for this study were
specified to 280 Thai tourists who knew about J.J market project, Chiang Mai province. The
questionnaire was then determined to be used a key tool to collect research data while the
descriptive statistic using for frequency, percentage, and means was applied in order to analyze
those collected data.

Based on the findings, most respondents were single female whose ages were
between 20-30 years old, with Bachelor’s degree. The majority was students who got 5,001 —
10,000 baht as monthly allowance, and their recent hometowns were located in northern area.
At the time they filled in the questionnaire, it was considered as their first visit to J.J market
project, Chiang Mai,

According to the studying results on customer’s cognition, the respondents knew
the best about the project regarding to have some unique Lanna style souvenir shops. They
mentioned about the project’s location where situated nearby the downtown as the reason of

coming to the project and learned about the project from relatives® friends. friends and relatives.



Apart from J.J market project, Chiang Mai, they mostly bought products and services from
department stores, with the reason stated for being convenient for them to get to.

The research findings done upon marketing mix factors affecting the selection of
1.J market, Chiang Mai suggested that the respondents averagely rated all factors at the high
level with some information as shown below.

In the product factor, the highest concern was rated for the product’s quality.

In the price factor, the highest concern was rated for the proper price.

In the place factor, the highest concern was rated for the project’s location where
was convenient to go to.

In the promotion factor, the highest concern was rated for services offered by the
sale persons.

Based on the studying results regarding customer’s behavior, the findings were
revealed as follows. Most respondents were interested in the premium and mostly bought
souvenir type of product from the project. In each time, they spent 501 — 1,000 baht for buying
products or services and usually visited there at 12.00 — 15,00 hrs. If there was any chance to
visit Chiang Mai, they would certainly re-visit J.J. market project, Chiang Mai.

Problems of Thai tourists towards J.J market project, Chiang Mai were averagely
rated at low level in all terms.

Regarding the research findings, the five shops namely a bank, a sweets shop, a

bakery shop, a supermarket, and Internet café should be found at J.J market project, Chiang Mai,



