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KRITTIKA SAINARATCHAI : MARKETING MIX OF PRODUCT AND SOUVENIR FOR
TOURISTS IN BANGKOK METROPOLIS. ADVISOR : PROF. SOMBAT KARNJANAKIT,
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The purposes of this research were to investigate tourists’ behaviors in buying product and
souvenir and to compare opinion on marketing mix of product and souvenir for tourists who travelled
in Bangkok Metropolis. Four hundred subjects including Thai and foreign tourists responded to a
survey tool. Data were analyzed statistically in term of frequency, percentage, mean, standard deviation,
t-test and one-way analysis of variance, and if differences were found, the differences in pair were later
analyzed by LSD method.

Results

1. The opinion of respondents on marketing mix of product and souvenir was ranked in high
level in term of product (X = 3.60), price (X = 3.69) and place (X = 3.81) respectively, however,
promotion (X = 3.40) was ranked in moderate level.

2. Respondents had travelled to Bangkok more than 5 times for Thai tourists while foreign
tourists had travelled for 1 - 2 times. Their main purposes of visiting were to travel or for leisure. They
purchased product and souvenir in downtown shopping area and their total expenditure on product
and souvenir for the trip was approximately less than 2,000 Baht for Thai tourists and 2,000 - 4,000
Bath for foreign tourists. The internet was used to search for information regarding the product and
souvenir. In addition, the product they liked the most were clothes or accessories, while souvenir they
liked the most were jewelries or silverware.

3. Different genders did not affect the difference in the marketing mix of product and
souvenir, however, the nationalities affected the difference in the marketing mix of product and

souvenir.
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