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The propose of this independent study was 2 factors ; (1) to study the factors
affecting handicraft souvenir buying of Thai consumers at Northern Handicraft Center,
Chiang Mai Province. (2) to study the problems and suggestions from the Thai
consumers who were serviced by the Northern Handicraft Center ,Chiang Mai Province.
The samples were 265 Thai consumers who were serviced by the Northern Handicraft
Center ,Chiang Mai Province during January to February,2002 .The result were as
tollows :

1. The Psychological factors which is one of the internal factor had highest
efect on handicraft souvenir buying of Thai consumers. The second factor was personal
factor, ... average monthly income of Thai consumers. The social factor was the least
eftective tactor which was found that the co-workers had most influence than other
{Iroups,

2. The external factors, i.e., the marketing factors. It was found that the
pice had highest effect on handicraft souvenir buying of Thai consumers. The second
etor wae, the marketing promotion factor,i.e., the display of product quality. Lastly, for
the channel of distribution facter, the classifying of products had most influence on
buying behavior of Thai consumers.

3. The Thai consumers gave information regarding problems of visiting use
the service of the Northern Handicraft Center. In addition, numerous suggestions were

presented by the Thai consumers. The details were reported and discussed in the

research report.





