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ABSTRACT

The primary purpose of this research was to understand the behaviour of
international tourists toward souvenir shopping, by examining their decision-making
styles, their attitudes toward souvenir shopping in Bangkok, and studying the
relationship between these decision-making styles and souvenir choice criteria.
Questionnaires were distributed to collect data from 400 international tourists at four
major shopping destinations. The respondents’ decision-making styles were then
analysed by using a principal component analysis. The descriptive statistics used in
this study were percentages, means, and standard deviations whereas hypothesis
testing used t-tests, one-way ANOVA, and Pearson correlations to predict differences
and relationships. The majority of respondents were male, 20-30 years old, single, had
monthly incomes between $1,001-2,000, graduated with a bachelor degree, and were
Asian. Results showed nine decision-making styles. The tourists tend to consider in-
store service as the most important criteria. A significant relationship was found to

exist between decision-making styles and souvenir choice criteria.
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