: b4

d 189902

1 4 td .
msfinyasailidaglszaed iNodnumganssunisyedudivesiisednves

dnveafioarndiulusenimFeslng  iedAnuiuur Idumanisamaveadudives

[ Y

= 2 (3 £ a (4% o 10 Qs o 1 - Lt
szaninnTﬂ'samswmmuaﬁmwamﬂmmmmmwﬂﬂnﬁmsuunwmmawnmﬂu {tae

P 9

l‘Wﬂﬁﬂ'ﬂ’Iﬂilmumwﬂﬂﬂ‘i'iﬂiuﬂ'li“lfﬂ’duﬂWﬁuaﬂ‘lﬂﬂ\mﬂ‘ﬂ'ENMEJ’J‘Iﬂ’JiU“lJu Teelduvuvaovuoy
Lflummmaiumsmmeua mmmmasﬂwa"lﬂmu

wuhdreumuasuamihminiesdivasdilu S 400 au uenidiuane'ld

¥
1 A A o

oy @ 4 Y] X o ]
210 AUNAN 190 AU WnvieuieMRuendedumszinnyelduazvelszduaniea

(5]

2.

= o w a g & o L A o 7 oa Y1 oa T
wniiga  dmfudumlulassimsvindiwanilwdasus  imsldssulumsdedonss
o & 4 Y o 2 o a < A dy a =<
14U 1,000 - 2,000 10w uazFodumimoul Jusenss Tyalseadmedeiiuveiissin
) A Py ' 1 A a v y ' A = a vlslr-l '
unyanadunniigqa daulvglinsnamulumsdedudr uanuiiimseiouu 1 ludy

v I 4 4 P o a o ' a ¥ & b4
vaams lnemedoduimvesiiszan Twantudindr 5,000 wu Fudilszamdedniiu

yydk 4

P -4 . v (] v A Y @ = M = = o A
audhimidewniiga  daulngiinsdadulidoriuiideriuiud  Insuuzihldfoude

]

]

v v v a Yo
dumine Asmanavegluuvddumiinnuaisay
H a o v @ 1 — 9 0o W W
Tuduvewnn Tiunmsamaludusdafaainun  WnveadienIdanudrydy
a v @ =) o Y
shiuFududududuusn  sesaaniifladdums IFauassauniudens uazaiw
wanuaevesilansuvesmslday  figthuuvesmsioiududficneny  uasideiue
T v
quaeIsmsldidanu lud e ssdenatianumngay Tudmgeamamsia
H ¥
menuh donuimenesduaidianuazainlunmsdeluseduthunay ludunsdaasy
J Y v = Y 0w b4 < 9/ a 9 o dy v W
msaaanyd1  Wansuniedlianudidgluduiinislneassduineudodusudy
& 8o [l 3’ Vo = % o o )4
usn senaufe lafudnanlunisde uazlasumsuovdudaudidy Tuduyaains
' o 1 ~ v 6 w Y Y o - Hq ¥
nuNn  daveudisIlanudidgludmansemlunmsiusas  sesasmnfeniunld
deans invvauAame Insefuiledumldeddnielu nnausanuaiomieluises
MIussyHuHedud uaziimsirusanudriomie nTemsusnsou q nielimudidy
o 4 a 1 o v P [
Tudruamdnva/uazamsiuves@udimudt  aneunsrlianudidyludm
msiuauedunwasussornianieluiu vinfiga
Tudwilyvuazgdassanun dnveuiiorsndtuluiinunasiimiedum
Tamdsaseunquynilszamdudunniiga sesaunmnadeyalszneumsdadule via
v . ¥ [] H
denszdu depale wasdsgalelumsde asdudilidufivensy Wudu dwsuilyma
k4 . ]
Tireewufio Al alolududlulnsams otor Yiuresiiga dwsugiassa

' Ve A a w A a2 oA ' ' =
ﬁ')uuh’ify'ﬂwuﬁlUﬂ'ﬁmﬂﬁuﬂ'ﬂlﬂﬁ‘ﬂszﬁﬂﬂﬂ ﬂ']‘l]uﬁ\u!wqu']ﬂﬂf!ﬂ



183302

This research aims to study the souvenir - buying behavior of Japanese tourists in
Chiang Mai in order to study the marketing tendency of the One Tambon One Product from
Japanese tourists in Chiang Mai. Moreover, this research is conducted to study Japanese tourists’
problems and obstacles in buying souvenir by using questionnaire as a means to collect data. It is
found out that;

There are 400 Japanese tourists (210 males and 190 females) who answer the
questionnaire. Most Japanese tourists decided to buy accessories and decorative items. Besides,
the money Japanese tourists spent on One Tambon One Product items are 1,000-2,000 Yen per
each time. They bought 3 pieces of product each time. The most important objective of their
buying behavior is to give the products for other people. Most of them have planned to buy the
products beforehand. Interestingly, it is discovered that they have prepared their money to spend
on these souvenirs less than 5,000 Yen. Furthermore, clothes are the products that they want to
buy most. In addition, most of the Japanese tourists decided to buy the products immediately after
seeing the products and they have suggested others to buy the products as well. The criteria of
making decision is the beauty of the product.

In terms of product’s marketing tendency, it is found out that most Japanese tourist
focus on the design of the product, the function of the product, the various functions of using
product, the beautiful design of the wrapping, and the clear explanation and instruction the
products provide respectively. In terms of price, it is found out thaf they are satisfied with the
price of the product. In terms of channel of distribution, they agreed that the place of product
distribution is provided fairly. In terms of promotion, most of the tourists want to test products
first before buying. The second and the third important reasons are the discount and the giveaway
product respectively. In terms of personnel, most Japanese tourists emphasize on the proper
manner of the persons who give them service, the language used in communication , costume, the
clear explanation of the product, the help in wrapping, and other assistance offered by them
respectively. In terms of image/ over view picture of the product, the tourists agreed to put great
importance on the product’s display and the atmosphere of the store.

In terms of problems and obstacles, most Japanese tourists do not know the place of
product’s distribution well. Other reasons are the lack of information they have in making
decision, the lack of motivation and inspiration to buy the products, and the unacceptable quality
of the product. Notably, the least important reason that can be found is the trust in OTOP Project.

And the most significant obstacle is the expensive rate of transporting the products.





