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ABSTRACT

The objectives of this research in order to study the behavior, factors motivating
and the satisfaction to buy the souvenirs of The United Kingdom Tourists. Who visit _
Bangkok, in order to offer and give guidelines to develop the souvenir products to be
corresponded to requirements of The United Kingdom tourists. The samples to be used
in this research is that 400 United Kingdom tourists by using the questionnaires as a tool
to collect the data, the statistic to be analyzed the data is that percentage, average
value, Mann Whitney U Test and Kruskal-Wallis Test. |

The results of study, it is found that most the respondents are likely to buy silk
Cloth or products from silk, the reason to buy, for yourself, the popular sources in buying,
is the generai department stores, because there are variety of products, it is convenient
to buy, obtaining the data on the product of souvenirs from friends and the rate in each
spending less than 500 Baht, the most respondents give the importance of the products
in the styte or design, quality and Thai identity and least emphasis on Brand name
products, on price, they give an importance the cheap prices, on the place, they give an
importance display :easy to choose and on the promotion with the sample product to
tried, taking a look before deciding to buy, on the satisfaction, the respondents have
greater satisfaction on products, but give less satisfaction on the packaging, on the

price, the respondents are very much satisfied on the cheap price and reasonable



prices, on the place, they are satisfled with the convenient location, on the promotion,
they are satisfied with the sample product to tried but they were less satisfied with
product information to customer.

Based on the comparison the character of respondents, is that sex, age,

education level, occupation and annual income per year with factors motivating to buy

'souvenirs, it is found that the different characters with factors motivating and level of

satisfaction on the product, price, place and promotion is also different.





