o L4 o’: ¥ A a - a o o
FaguszasdvesmsAnuinsafiivednuitangAnssumsHondasuaiaonisy uaz
ﬂ v da ' v a & A o v dw o s & ’
sonunanenisaatuludonFondasunraonssuveninnounsIr1IAlssine o
Pl P o« v 4
Tuviviens Sandadoalni Huvvasvaniuiniesiislunisiiusrusindeyanin
o 3 d' o ar * o o L 4 o 3
aneaiien Tddmuavinamedimiu 250 dedn Taogudisdnmuazain Joya
4‘ Y o o o = a 3 aad [ i e
fsvswlnhndimsevlasidasaidanssau madan1F1dusainaud ardovazuas
fAunaY

o o ¢ o

#amsfn¥ U nveadisrsnalszmadulngisnwdasusiiaonssn 90

o] A

msvenuuuthndelhn sesaannindumeiiia unviniwaiemdenanfuaiinonssy
o winnd Sawdadoaln fyadszaadifedonaasusiinonssulu1dies uaziodh
voswigmesrhn  luudazafaimumanimiadealmi inveuiivrrdialszme
dou"lnnjmé'anﬁmﬁwﬁﬁmﬂﬁu o Twhnand fsansador dmsusranalunisdo
anngeglusiwiat 18.01-21.00u. Tumsdeudazaialdnalumsidonde 1-2 §2lu
Tavswidulumsdenseaz 50— 100 Wivgansy waadualinonssudungiinveadion
ymmalszmadode wandustmnaiiudos sesun1dus naafusimnalinduas

a o ) - a w s A a 3 a a
NUIAHAANTINDU ) vlﬂllﬂ Naﬂﬂﬂl"ﬂlﬂ?ﬂﬂﬂu AITAIHM ‘ﬂ?ﬂ\“‘“u HAgMUNUNIY

dyv ' o EY < 4 o o - A’ a o ¢ o

usnoiniidanuiiledonemulinaremsanduludondentafuniinonssuves
9/ [y ' 9 a d'd J [y r-) d’
Anounvvasuamluszduunan Tavluudazduiledvdeoniinadonsdaduludende
Tuszdunn dsznoudae

FY o o T4 4 [} a 9 a a s =

Aundasua 1dun Pedvdesdunnunainuarvvesndndust anuiudmle
Rosiuvendnduat guamuos naadaal uozanuTaauuazadniaulsveandndmal

#usa 18un desudesdumaunsodesesinla

9 0 o e 1 9 [ @ v 1 4 ay } 4 Y A

AruFoanianisiasivuie 1aun lesvdevaruliiudildidennainnaie

[4 ¢ 9 d Y o a a A o [
waz luinanieglndTsauswinamdrd uazazadnlumsiiumalduasnduniniinunds

I's 4
Tunuans



ABSTRACT

177612

The purposes of this study were to study the foreign tourists’ buying behavior and factors
affecting the buying decision on handicraft products at the Night Bazaar, Chiang Mai Province.
A sample of 250 tourists was selected by convenient sampling and questionnaires were used for
data coliection. The collected data was then analyzed using the descriptive statistics: frequency,
percentage and mean.

It was found that most foreign tourists knew the handicraft products from word of mouth,
internet, and walked from the near by accommodations to buy handicraft products at the Night
Bazaar. The objectives of buying the handicraft products were for consuming in daily life and
using as souvenirs. In each trip to Chiang Mai, the foreign tourists only once visited the Night
Bazaar during 6.01-9.00 p.m., spent 1 — 2 hours and US$50-100 for shopping. Most of the
handicraft products they bought were local textiles, woods and other categories (silver wares, Saa
papers, lacquer wares and sand stone products).

Moreover, it was found that all factors affected the buying decision on handicraft
products at a medium level, while the sub-factors, affecting the buying decision at a high level
consisted of:

The product: the sub-factors wele the variety of products, the local style, the quality and
the attractiveness, and the out-standing design.

The price: the sub-factors was the ability to bargain.

The distribution: the sub-factors were the variety of shops, the convenient location of the

accommodations they stayed to the Night Bazaar.





