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ABSTRACT
E 158694
This independent study aimed at investigating the factors inﬂu:fcing toreign tourists’
decisions to buy icxtile products in The Night Bazaar, Mucang District, Chiang Mai Province;
the data was collected through a sct of questionnaire from 330 tourists that have walked in The
Night Bazaar and analyzcd in forms of frequencics, percentage and means.

The results showed that most of the respondents were males, aged between 21-30
years and lived in the Northern part of Europe. Most of them were protessional, traveling to
Thailand for the first time. The main visiting purpose was for vacation. Usually, they stayed in
Thailand for 15-30 days and purchased textile items more than 100 $US. They had heard and
read about The Night Bazaar from travel books or magazines, where they wanted to walk through
it looking for merchandise. The textile products that they wanted to buy the most were shirts and
suits which consist of T-shirts and casual wears. Black color were popular along with Thailand
local patterns and it should be made from cotton fabric. Most of the respondents were intended to
pay for each piece of product between 5-10 $US and wanted to buy local hand made products.

Textiles on hangers were the most wanted sort of shop displays. Self-usage was the purpose for

buying. Products price should be negotiable. They did not care for the packaging and woulé
appreciate to take the products back home themselves.

The study showed that the factors influencing foreign tourists’ decisions at an
inportant level to buy textile products in The Night Bazaar were ranked respectively as followed;
the shop presentation factors, the pricing factors, the product factors, the location factors. And the
factors ranked at an moderate level were the customer scrvice factors and the promotion factors.

The study showed that the minor factors influencing the respondents buying which
its mean were ranked at an imporant Icvel for cach category were as followed; the shop
presentation category minor factors were good personality of sales person, cleanliness of the
shop, well lighted, good display products in a shop, a shup has their own style, and good air
ventilation. The pricing category minor factors were the reasonable price, cheap price, and
negotiable price. The product category minor factors were the good quality, variety of products,
attractiveness, varicty of sizes, local Thai style, and made of natural fiber. The location catcgory
minor factors were the bazaar’s security, walkway space, convenient transportation, good zoning,
and bazaar large arca. The customer service category miner factors were friendliness of sales
person, excellent services, product knowledge, communication skills, and guarantee of products.
The promotion category minor factors were the honesty of sales person.

Problems of the respondents that occurred when buying textile products in The Night
Bazaar were ranked respectively from language problems, appropriate sizes of products, reliable
products, crowed people, pricing, salesperson’s manner, product knowledge, type of products,

shop space arca and ventilation.





