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The purposes of this study were to study and compare factors affecting decision to
purchase souvenirs of tourists in Ubon Ratchathani Province. The tourists were classified by
gender, age, occupation, domicile, education, and income. The sample group of 390 people was
selected using the Simple random sampling technique. The sample size was determined using
Krejcie and Morgan Table. The research instrument was a questionnaire constructed by the
researcher herself. This forty-item questionnaire employed the Likert rating scale. The reliability
values of the whole questionnaire were .89 for the independent variables and .79 for the
dependent variables. The data were analyzed using percentage, mean, standard deviation,

multiple regression, t-test, and F-test.

The findings were as follows:

1. Of 390 tourists in the sample group, 68.72 percent were female, 34.36 percent were
forty-six and older, 45.38 percent were employed by government agencies and state enterprises,
50.26 percent resided in Ubon Ratchathani province, 88.22 percent had education at bachelor
degree level, 40 percent earned monthly income of over 25,000 baht .

2. The tourists perceived their decision to purchase souvenirs at a high level. The factors
they identified to have affected their decision were selling channels, products and services,
pricing, and marketing promotion respectively in an order from high to low. All of these factors

affected the decision to purchase souvenirs at a high level.



3. The first three most influential factors that, altogether, were able to predict the decision
at the rate of 65 percent included selling channels, products and services, and marketing
promotion.

4. The comparisons of the opinions of the people who were different in gender, age,
occupation, domicile, education, and income regarding the three factors revealed the results as
follows:

4.1 The people who were different in gender and domicile had significantly
different opinions, at the level of .01, regarding the factors of selling channels, and products and
services.

4.2 The people who were different in age and occupation had significantly
different opinions, at the level of .01, regarding the factors of selling channels, and products and
services, and marketing promotion.

4.3 The people who were different in education had significantly different
opinions, at the level of .05, regarding the factors of products and services and marketing
promotion.

4.4 The people who were different in income had significantly different

opinions, at the level of .05, regarding the factors of products and services.
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