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ABSTRACT

177611

The study of “Marketing Mix Factors Affecting Handicraft Souvenir Buying of
Foreigner Consumers at Baan Taawai, Amphoe Hang Dong, Chiang Mai Province” has the objectives
to study the marketing mix factors that affect to decision making of foreign tourists who buy
handicraft souvenirs and to study the problems of buying these handicraft souvenirs among foreign
tourists. The accidental sampling was used to sample 261 foreign tourists who visited Baan Taawai.
Then, raw data from questionnaires was analyzed by using the statistic mathematics which were
frequency score, percentage sore and mean score. Summary of the study are as the following.

General information with respect to foreign tourists who mostly came to visit Baan
Tawaai was women. The age was between 31-40 years old. The education level of the most foreign
tourists was diploma. Their occupation were to own the business. They were most come from United
States of America. Their average monthly income was more than $USD2,500 per month. Their budget
towards the visit in Chiang Mai was more than $USD1,000. The reason of visit was mostly for the
holiday. The period of staying was 4-6 days. Most of the foreign tourists came to visit Baan Tawaai

the first time. The preferable handicraft souvenir that foreign tourists mostly like to buy was

woodcarving products with the purpose to decor their own place. The reason was mostly from an
inexpensive product. The person who was influential to the decision making to buy the products was
themselves. Mostly, they came to visit Baan Tawaai alone. They intent to buy 2-3 pieces of the
handicraft souvenirs. The value of the souvenirs that were bought was between 1,501-2,000 Baht.
Lastly, they preferred to pay by cash.

In terms of marketing mix factors that affected to handicraft souvenirs buying, the
study discovers that price and promotion affected highly to foreign tourists while product and place
were in the medium level to affect to foreign tourists.

Product factors that have importance level in the first 3 levels were quality, variety of
products and uniqueness.

Price factors that have importance level in the first 3 levels were reasonable price,
negotiable price and variety.

Place factors that have importance level in the first 3 levels were reliable shop, well
categorized products inside the shop and location.

Promotion factors that have importance level in the first 3 levels were friendliness
from the seller, well communication with seller and cash discount.

Problems and suggestions from this study was products that could be copied easily
from the other shops nearby. Also, there was most problem with the sellers who were impolite with

the customers. The study did not find the problem about price and place from the sampling at all.





