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Development of Souvenir Markets in the Northern region of Northeastern Thailand
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Abstract

The objectives of this research study were to investigate the souvenir buying behavior, factors
affecting decisions on buying souvenirs, types and forms that correspond to the needs of tourists, problems
and obstacles in buying souvenirs, and guidelines for developing souvenir markets in the northern region of
Northeastern Thailand. The field survey research was conducted for this study. Two data collection tools
were used: a questionnaire that was developed from marketing theories and secondary data from literature
reviews, and in-depth interviews of tourism personnel of both public and private organizations as well as
souvenirs shop owners. The population was Thai tourists visiting the northem region of Northeastern
Thailand. Quota and purposive sampling techniques were used in selecting samples for the study.

It was found that the majority of the tourists bought food souvenirs from shops in the tourist areas;
that purchase took place the most during trips; and that souvenirs were bought mainly for friends and
relatives. As for the factors affecting souvenir buying decisions, the samples thought that the followings
which were ranked in declining order of importance -- the products themselves, prices, manners of sales, and
marketing campaigns. Local product uniqueness was ranked the most important while prices were ranked the
second highest on conditions that they were reasonable for product quality. The forms of products that
matched the tourists’ needs must have quality and reflect the wisdom of the local people. The categories of

products that corresponded to their needs were consuming goods of the following types -- items for personal
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use, miscellaneous items, and clothes; and the category of decorative items of the following types -- home
and office decorations, and accessories for ladies. When tourists in different provinces were compared on
their opinions pertaining to forms of souvenirs, they differed on all issues at the significance level of 0.05.
Tourists in the following provinces shared similar ideas though they differed on certain issues - Kalasin,
Nakornpanom, Mukdaharn, Mahasarakharm, Loei and Udornthani. Tourists who had different opinions were
those in Nongbualampoo, Khon Kaen, Nongkai, and Sakonnakorn. The points of difference were price
worthiness, souvenirs from community business, and souvenirs that reflect the local arts, culture and tradition.
Most of the problems in buying souvenirs were ranked at medium level of importance with the following
issues being the most problematic: every shop selling the same souvenirs, lack of advertising and government
supports, and product distributions that did not cover all of the tourist areas. Regarding souvenir market
development, the aspects that were in the most need for improvement were product forms, product quality,

increasing product variety and price control.



