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This research intended to investigate:1) Hilltribe fabric products consumption behavior, and 2) the
factors related to hilltribe fabric products consumption behavior of tourists at Amphoe Mueang, Chiang Mai.
Data were collected, using questionnaires, from 600 sampled tourists. The data analysis comprised of
percentages, means, standard deviation, and Chi-square; using computer program. The findings revealed: the
age of most of the tourists were below 30; the marital status showed more than half were single; the education
level was bachelor’s degree; and occupations included office employees, business-owners, government or
state enterprise, and students. Most of the tourists’s monthly income was lower than 10,000 baht, and their
consumption of hilltribe fabric products included of souvenirs, clothing, household fabrics, and material.

They spent average of 782 baht.

The tourists indicated that they often practiced all aspects of hilltribe fabric products consumption

behavior. Factors concerning marketing stimulus showed that all aspects were rather very persuasive.

The association between personal factors and factors conceming marketing stimulus was found to be
statistically significant at the .05 level, as follows: 1) Tourists’ gender was associated with products,
promotion, and place. 2) Tourists’ age and occupation were associated with all aspects of factors concerning
marketing stimulus. 3) Tourists’ marital status was associated with products and place. 4) Tourists’
education level was associated with promotion and price. 5) Tourists’ income was associated with place.

The association between personal factors and hilltribe fabric products consumption behavior was statistically
significant at the .05 level, as follows: 1) Tourists’ gender was associated with need recognition, evaluation of
alternatives, purchase decision and post purchase behavior. 2) Tourists’ age was associated with all aspects of
hilltribe fabric products consumption behavior. 3) Tourists’ marital status was associated with need
recognition and information search. 4) Tourists’ education level was associated with need recognition,
information search, evaluation of alternatives and post purchase behavior. 5) Tourists’ occupation was
associated with need recognition. 6) Tourists’ income was associated with information search, evaluation of
alternatives and purchase decision.  The association between factors concerning marketing stimulus and
consumption behavior were statistically significant at the .05 level, showed that all aspects of factors
concerning marketing stimulus were associated with all aspects of hilltribe fabric products consumption

behavior,
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