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ABSTRACT
TE141049

The study of the attitudes of Thai tourist toward the marketing mix strategy of handicraft

Products at Baan Tawai, Amphoe Hang Dong, Changwat Chiang Mai is objected to examine the
Thai tourists' attitudes toward the marketing mix strategy of handicraft products at Baan Tawai.
It was handled by using the 322 questionnaires through the Thai tourist traveling around the
handicraft shopping area in Baan Tawai. The over all data was analyzed using descriptive statistic
in terms of frequency value, percentage value and arithmetic means. Generally, it can be
concluded as follows;

The general information aspects was shown that most of the respondent the
questionnaires is female, most of their marital status is married, eged between 20-30 years old.
their education is Bachelor Degree, their occupation is the business owner, the average salary is
below 10,000 Bath., the resident area is in the northern part of Thailand, and they uscd to visit
Baan Tawai more than 4 times.

The result #sout the attitude of the understanding in the Baan Tawai handicraft products
toward the Thai tou ist was shown that the respondent knew all product categories by having the
product information through his friend at the highe 't satisfactory level.

The result of the product preference toward the marketing mix factors was shown that the
satisfaction to the product is in the high level while the satisfaction to the price, the place, and the
promotion is at the satisfactory level.

The result in the purchasing behavior toward the products was shown that most of the
respondent preferred to buy the cloth items, the carving wooden items, and the weaving products,
iey bought not more than 300 bath and most of them bought the products form Baan Tawai

wood carving center. They would like to come back Baan Tawai again and they would rather

inform others to visit and buy the handicraft product.



