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Abstract
The purpose of this study was to investigate Northern American Tourists’ needs and
factors uffecting their decision to buy Thai leather products, The subjects of the study were
383 Canadian and American tourists visiting Thailand during August-October 2004,
Questionnaires were used to collect the data. Percentages, arithmetic mean, Standard
Deviation, Chi-square, t~test, ANOVA, Scheffe analysis were employed to analyze the
data via SPSS for Window software.

The study revealed that most responders intended to buy Thai leather products as
gifts for someone. They liked to buy those that could accompany their dresses, reasoning
that the goods® designs were right to their tastes. They generally bought the products made
of cow or buffulo breached leather with darker color tones. Their budget was between 200~
4,000 babt. They liked bargaining and preferred to pay with Thai currency. The preferable
discount should be around 10-20%. They got the information of the sale distributors from
media advertisements. Preferable sale distributors were general retail stores because of more
varteties and some other goods on sale too. Sale promotion they liked best was discount.
Sale assistants’ motivation affected their need to buy.

It was also found that the first five major factors affecting the tourists’ decision to
buy Thai leather goods were consistency of goods quality, good quality of the products’
accessories, deliberately making, varicties of choices, and smooth colors.

With respect to the relationship between the tourists’ background and their needs,
the investigation revealed that their sex affected the relationship between their need and
types of leather products as well as color tones. Tourists® age was found related to their
choices of leather types, needs of an improvement of Thai leather products, budget, price

set up, method of payment, attainment of information on sale distributors, preferable sale



distributors, and reasons for choosing sale distributors. The tourists’ needs affected by
country of residence were related to purpose to buy, budget for each buy, and preferable
sale distributors. The tourists’ needs affected by types of traveling were related to purpose
to buy, types of leather, budget for each buy, price set up, method of payment, average
discount, mtmnment of information on distributors, and sale promotion. The compurison
between factors affecting the Northern American tourists’ decision to buy Thai leather
products by their general background unveiled differences in 1 iterm, by age 13 items, by
traveling types 11 items. This study was significant at the level of .05.
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