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ABSTRACT
173831
The research aims to: 1) examine the souvenir purchase behavior in Phranakhon Si
Ayutthaya province of Thai and overseas tourists; 2) study levels of the satisfaction towards
souvenir purchase in Phranakhon Si Ayutthaya province of Thai and overseas tourists; 3)
compare levels of the satisfaction towards souvenir purchase in Phranakhon Si Ayutthaya
province of Thai and overseas tourists; 4) compare levels of the satisfaction towards souvenir
purchase in Phranakhon Si Ayutthaya province of Thai and overseas tourists, categorized by their
purchase behavior; and 5) examine the relationship between the tourists’ personal factors and
their souvenir purchase behavior. The sample group consisted of 100 overseas tourists and 400
Thai tourists. Data was analyzed with descriptive statistics of percentages, means, and standard
deviations. Hypotheses were tested with chi-square analysis, t-test, and F-test.
Findings indicated that:
1. Most of the Thai tourists purchased guided tour services to Phranakhon Si
Ayutthaya province and bought souvenirs 1-3 times during their visit. Purposes of their visit were
to travel and relax. Food/sweets and gifts were purchased as souvenirs. Souvenir purchase
decision was made by the tourists themselves. A Thai tourist’s spending on souvenirs amounted
to not lower than baht 500. Souvenirs were bought at attractions. Most of the overseas tourists
purchased guided tour services to Phranakhon Si Ayutthaya province and bought souvenirs 1-3
times during their visit. Purposes of their visit were to travel and relax. Crafts/and carvings were
purchased as souvenirs of the trip. Souvenir purchase decision was made by the tourists
themselves. An overseas tourist’s spending on souvenirs amounted to not lower than baht 500.

Souvenirs were bought at attractions.
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2. The Thai tourists’ levels of the satisfaction towards souvenir purchase were high
overall, except for their satisfaction towards marketing promotions, which was at a moderate
level. The overseas’ tourists levels of the satisfaction towards souvenir purchase. Their
satisfaction was high towards products and distribution channels, whereas their satisfaction
towards prices and marketing promotions were low.

3. The comparison of levels of the Thai tourists” satisfaction towards souvenir purchase
indicated that difference in their ages affected all aspects of their satisfaction towards souvenir
purchase. Difference in the Thai tourists’ education background affected their satisfaction towards
souvenir purchase in terms of prices, distribution channels, and marketing promotions. Difference in
the Thai tourists’ occupations affected their satisfaction towards souvenir purchase concerning
distribution channels. Difference in the Thai tourists’ incomes affected their satisfaction towards
souvenir purchase involving prices, distribution channels, and marketing promotions. The comparison
of levels of the overseas tourists’ satisfaction towards souvenir purchase showed that difference n
their status affected their satisfaction towards souvenir purchase in terms of marketing promotions.

4. The comparison of levels of the tourists’ satisfaction towards souvenir purchase,
categorized by their purchase behavior, showed that difference in the Thai tourists’ ways of
traveling affected their levels of satisfaction towards souvenir purchase regarding distribution
channels. Difference in the Thai tourists’ purposes of travel affected their levels of satisfaction
towards souvenir purchase in terms of prices. Difference in the Thai tourists’ spending on
souvenir purchase affected their levels of satisfaction towards souvenir purchase concerning
prices and marketing promotions. In terms of the overseas tourists, the difference in the tourists’
purposes of travel affected their levels of satisfaction towards souvenir purchase in terms of
prices. Difference in the overseas tourists’ spending on souvenir purchase affected their levels of
satisfaction towards souvenir purchase involving marketing promotions.

5. The analysis of the relationship between the Thai tourists’ personal factors and their
souvenir purchase behavior indicated that gender, education backgrounds, and incomes related to ways
of travel. The Thai tourists’ ages, status, education background, occupations, and incomes related to
their spending on souvenir purchase. The Thai tourists’ status and incomes related to places souvenirs
were bought. The Thai tourists’ education background related to types of souvenirs purchased. In

terms of overseas tourists, their status related to their spending on souvenir purchase.



