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This survey research aims to (1) Study the aspects of tourism industry

promotion, (2) Study the factors affecting on souvenir products purchase of

the Japanese tourists, (3) Study the types of the souvenir products in order of

the Japanese tourists” interest, (4) Study the types of souvenir products in

order of the Japanese tourists actual buying, (5) Study the relationship

between independent variable, population’s bacground (gender), and the

dependent variable, the interest in the souvenir products, and (6) Study the

differeneces of interest level and the attitude among Japanese tourists towards

the souvenir products.
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The Study results areas follow

1. Every government has been well giving attention to the tourism industry
promotion since it has generated the main national income. The Tourism
Authority of Thailand (TAT) has acted in line with the government’s policy
by setting up the marketing strategies, arranging activities to support the
tourism, and especially promoting the international tourists for traveling and
buying quality Thai souvenir products in the Kingdom

2. The factors that affected on the souvenir product purchase of the
Japanese tourists were the ability of the sellers to communicate with the
Japanese customers, the quality of packaging, and the sellers, respectively.

3. The Japanese tourists’ interest in the products was placed on Thai
food products, OTOP products, handcraft products, silk and silk products,
respectively.

4. The Japanese tourists’ choices of buying were placed on Thai food
products, silk and silk products, silverware and tinware, OTOP products, and
jewelry and ornaments, respectively.

5. For the relationship between ggnder and interest of the Japanese
tourists in souvenir, products, it was found that there was no difference
between male and female in the choice of buying.

6 For the background of the population (gender), it was found that the
different background of the tourists affected the attitude and the interest in
buying the souvenir products, which supported the hypothesis of the present

research.





