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Abstract

The purposes of this study were to investigate European tourists' atlitudes affecting
their purchase of Thai silk souvenirs, and fo examine the relationship between the
tourists of different background (i.e. sex, age, country residence, and experience in
buying Thai silk) and their attitudes to buy Thai silk souvenirs. The subjects of this
study wers 400 European ftourists. Questionnaires were used to collect the data,
Frequency, Percentage, t-test, and Scheffe's ANOVA were employed to analyze the
data via SPSS software.

It was found that most subjects visited Thailand for the first time. Their main
purpose was to spend their vacation. They traveled on their own and had never bought
any Thai silk souvenirs before. However, they had specific shops in mind to buy such
souvenirs. They preferred handmade silk to machine-made. 50% of them stated that
they liked plain silk. Choices of colors and sizes of sitk ciothes were sufficient. The
subjects were pleased with the elaboration of silk weaving and were most interested in
ready-made suits and dresses.

With respect to attitudes affecting the subjects’ buying behaviors, opinions toward
four areas of market mixture were scrutinized; namely, the products, the price, the
shops, and the sale promotion. The study revealed that most subjects gave fair
importance to the products. Within this aspect, patterns and colors affected their
decision the most. The inexperienced buyers f{ook the quality cerificates into
consideration more than the experienced ones. The subjects gave more importance to
price than to shops; i.e. the price was very important while the shops were fairly
important. However, shop decoration and information were viewed as more important

than shop assistants’ communication ability. As for the sale promotion, the tourists gave
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a falr importance to it. They were specifically interested in the discount more than tax

redemption. The study was significant at the level .05.
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