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ABSTRACT TE145244

The objective of this study was to find out the attitude of Thai tourists toward the purchasing
of Chiangmai local Products. The sample group consisted of 300 Thai tourists who traveled to
Chiangmai and was conducted by the Convenient Sampling method. The technique used for gathering
information in this study was questionairs. The data obtained were analyzed by frequency, percentage
and means.

Most of the respondents were 20-30 years old, female, private firm employees, 5,000-10,000
baht per month earning, single marital status, Bangkok Metropolitan City tourists, self journey by
private cars , travel to Chiangmai Province more than 3 times.

The study of respondents attitude toward the purchasing of Chiangmai local Products in terms
of the cognitive component of attitude, most respondents knew Nam-Prick-Num, Kab-Moo and Sai-
Oar and knew the shop location through the recommendation of other people, advertising and the
hotel staff.

In terms of the behavior component of attitude, most respondents purchased or used to
purchase Kab-Moo, Nam-Prick-Num and Sai-Oar and 77% of respondents will certainly purchase
Chiangmai local Products for the next trip while another 22% hesitated.

In terms of the affective component of attitude, the respondents were satisfied with the
product factors of Chiangmai local Products at an overall average high level especially the taste of
products. The price, shop location and the promotion of Chiangmai local Products were satisfied at an
overall average moderate level especially the price of products, the reputation of the shop and the
advertising about chiangmai local Products respectively.

In terms of factors inflencing the purchasing of Chiangmai local Products, The most
influential factor for product was the cleanliness, the price was the reasonable price, the place was the
shop popularity and the promotion was the advertising.

In terms of the problems of Chiangmai local Products purchasing, the respondents faced
the problems with overall average at a high level. The most problem at high level were unreasonable
high price, inconvenient shop location, unclean shop, fluctuated price, poor quality goods, non-
standard quality of goods, poor salesperson service, no price label, poor shop atmosphere, unclean
staff, poor packaging, no ingredient label and inattractive colour of goods. The problems that had
average at moderate level were poor displaying of goods, low range of selection of goods, unknown

shop location and poor shop decoration.





