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This independent study aims to investigate the attitudes of foreign tourists toward the
souvenirs on the Walking Street of Ratchadamnern Road, Muang Chiang Mai District. The data
were collected from questionnaires of 300 samples who bought souvenirs at this place, by
convenient sampling. The data was obtained from samples separated into three regional groups —
tourists from America, Europe and Asia - with 100 samples per group. The collected data were
analyzed by using descriptive statistics, such as frequency, percentage, means, standard deviation
and T-test.

The study found that when separated by country the majority of respondents came from
the United States. Most of them were female, in the age range between 21-30 years old, and had
bachelor degrees. The majority of them were students with average annual incomes of less than
20,001 US dollars. For most of them, the principal objective of their journeys was visiting
Thailand, and it was their first time to travel to Chiang Mai. The duration of their stay in Chiang
Mai was between 1-10 days. Most of them had arranged their trip themselves with travel as their

primary goal, and they had never before visited the Walking Street of the Rachadamnern Road.
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Regarding the cognitive component of attitude, it was fqund that most respondents had
little knowledge of the Walking Street of the Rachadamnern Road before coming to Thailand.
What infonnation they had, had come from their family or foreign friends. Most of them were
aware that silk and woodcarving were renowned souvenirs of Chiang Mai.

Regarding the affective component of attitude toward the marketing mix, four areas were
scrutinized; namely, the product, the price, the place and the promotion. The study revealed that
most of those interviewed had an overall average opinion of 3.42 points towards the souvenirs on
the Walking Street of the Rachadamnern Road. They had the highest opinion of the product
element at 3.65 points, followed by the place element and promotion element at the same level of

3.35, and the price element at 3.34 points.

From hypothesis testing, it was found that with regards to gender, the foreign tourists had
no different opinions toward the souvenirs at the Walking Street of the Rachadamnern Road
either in general or specifically regarding in each element, based on the marketing mix theory.
Under individual items of each element howes)er, it was found that the foreign tourists had
different attitudes by gender toward the souvenirs at the Walking Street of the Rachadamnern
Road regarding the price of the products compared to other sources of the product issue (price
element), as well as in terms of the attractiveness of the display and grouping of the souvenirs as
convenient or otherwise for shopping (place element), at the 0.05 static significant level.

Regarding the behavioral components, it was found that the most popular souvenir was
clothing. The average amount of money spent was 1,967.77 baht per person. Most of the foreign
tourists certainly intended to come back to buy souvenir products at this walking street if they had
the opportunity to visit Chiang Mai again. They were also pleased to introduce others to visit and
buy the souvenirs. If there were products from this location available on websites, most were
relatively uncertain as to whether they would buy the products, and certainly not at the same
percentage rate. The main reason for their skepticism was that they would like to buy products
that they could see and ascertain the quality of. Specifically, buying souvenirs from the internet,
they Would not be able to see the actual objects, or judge their characteristics or the sizes of the
real items. On the other hand, buying the products on site, they are able to look, touch and try on

the products, and check whether they fit properly.





