d' A Y v a [ 1 a Ada A ] @ 1 ~
yorseamsauawuLdas:  flalvdinilszaumsaarausnmsniioninadoinvieuie)
k4
312 Inelumsadevesshnlszinndnwaldualsgi ludune

A = [}
oueelvi
= a = a ] 4
R, Welszans ouAsiun
USayan VINI3FINIUN TN

d’ = Y k4 a
AnzAIIIMSNUSBIMsAUANUULDBaS
4 a ] Y
TOIMANTIVITY AT.991I3T RIWPITIU ’E]'liﬂifl‘l/'lﬂﬁﬂ‘ﬂ'l'ﬂaﬂ

4 @ a s (= 1
9719138 AT.UHUID FAINNYNUY 210158NY5 15U
QU ]
UNANED

= o’/’ z;‘ A o s A = o @ 1 a Aa
MsfAnwInsell  Biagiszasamedniilatedivilszaunmsaaranuing Al
a a 1 @ 1 d' Ay [ 9 o A
answaaoiinnoune1wa Inelunsdevesdindsziandnmaliulsgd Tuduneiios
=S (] 1 @ 1 A 9 = :/' dyd 7 1 A d'dy
Feoalnd  TasngualedranldlunisAnmiasadl Ae tinneuiierri Inedevesshnilszian
[ o 1 o 4 { <3
Anuazea liusglludunelouFesIna $1uan 400 au nTeslonlFlumsinudoya fe
aaa X a 4 9 U A 9 1 A
MUV AN 191U NaIzy 1aun Aud Amdeas LazAunqe

9 1 1 a =\ 1 = =\ =
g‘@mmmuﬁaumuﬁauiwaﬂuﬂumﬁwaﬂm U91gITHIN 21- 30 1 UmisAnu

a

[ = [ 1 3 v A = =\ Y = 1 A r; [
seaulTung ﬁ?l!iﬁfglﬂl!ﬂﬂﬁﬂl!/ﬂﬂﬁﬂyi Ni?ﬂllﬂiﬂﬂmaﬂﬁf’)m@uﬁTﬂ’ﬂ 10,000 110

g g

uaz Hgiduueglumamie AaounuvaeunwdiulvgimumeandidaniaGesIvive

9y 4
voufe) Anreu niga Tasneumaniamiamesdny 1and1 5 a5 Uanualaly
dy d! Sld'da a 1 v A dy Y 1 d' a
msvovewrhn Fadniionswasomsdadulagevosrhn laun awes Uszinnuesdhniitoy

g Y 1 o a ; di’ A ' :l a ' Yo
Foun laun Usznnermanall Taetoudosvirsiuiios i shwinwy 1do2 uauvy

1 4
winiige dsuvesdindszandnmaldudsgidinlugiioude Taun dnmaldusgal

v Y

Y a dil A ~ 1 A A
Usginneuung UAZUIUEDAIUTDIUNNDIUNYINNG Iﬂﬁl‘l/lﬂ‘ﬂﬁ’ﬂﬂl“l/lc]mell@iPhﬂiﬂﬂﬂﬁ

'
IS4

) 1 { y o3| Y § 1 Qa: =
L!u%uW%Wﬂuﬂﬂa‘ﬂi}ﬂﬂ ﬁ"Juﬂﬂﬂ“ﬁ@Lﬁ@LﬂulefNPhﬂLLﬁﬁ"ll’EN"U']iUu mﬁaimmazme ZUTIN



2 A
tosna1 500 v dmiumsgevesrhnaiae 1 daounuuaeuniwdinim binilalums

& -
FoU0IHINNINUNAITOIAY

a 1

Y
{li]%EJ’LT’J’Hﬂ‘i%’dllﬂTWIfﬂﬂIﬂEl'i’JiJﬁﬁﬂﬁWﬁ@]ﬁ)ﬂWicdlfﬂ"UﬁNNWﬂﬂi%LﬂﬂﬁﬂNﬁulflj

o ~ o w o w @ dy o 9 A A 4
Llfﬂizﬂiuzig@‘ﬂi]'lﬂ LTYIAIAUATNANINTIAY AU ‘ﬂﬂﬂﬂﬂ’luﬂﬁ3u’]uﬂ’]i F19 UATUYNABN

1

4
a a @ [ @ a 1 [ a o 4
Tumsaasimaum edvduynains Aeduoliosordod suuduuiule Havedunansua

AvsdAesos Jadea1usinn Ao SianuuIzauiununn Jateaiunisiadiviie Ao
dy Y o o 9 9 o @ A a ~
ansamde ladie fasedumsadaziuauednyazn1amenIn as usw lagsoul
v 9 1 a A A 1 dd'dy a
ANuaze1n waz Jademumsauasumsaaia e Narvanlunsaingeilsuamnn

v k4 9
Pymndaeuuuvasuoiuwunnmsgevesrhnilszmnndnma ldulsgd dail

@ 4

Yymdwuwdandus ao lulimsszyiuindauaz Tunuaeig Jymdusiai Ao

A A o L

msuaaesn lidanu Jgmdumsiasimiie Ao lilindasuaIniqeengaaia o

14 Y =

Y 1 = A 1 9 9 9
ATUNTAAUTTUNITANIN A uluuﬂ1il!ﬂﬂﬂl®ﬂLLﬂN1ﬁgﬂﬂ1 {'ﬂlﬁ”lﬂ”luuﬂa1ﬂi B WUIIHTU

9

A

E4 9
1a iguudn Jymidumsaduaziuauednyaznimeniu fe usnulassoulidzein

Haymdwnszuaums Ae msliusmsn



Independent Study Title Service Marketing Mix Factors Affecting Thai Tourists in

Purchasing Preserved Vegetable and Fruit Souvenirs in

Mueang Chiang Mai District

Author Mr. Prasit Emsiranunt

Degree Master of Business Administration

Independent Study Advisory Committee

Asso. Prof. Dr.Chirawan Chaisuwan Advisor
Lect. Dr. Naruanard Sarapaivanich Co-advisor
ABSTRACT

The objective of this study was to study the services marketing mix factors affecting
Thai tourists towards purchasing preserved vegetable and fruit souvenirs in Mueang Chiang Mai
District. The sample group consisted of 400 Thai tourists who purchased preserved vegetable and
fruit souvenirs in Mueang Chiang Mai District. Questionnaires were used as the data collection
instrument. The analyses of gathered information conducted included descriptive statistics,
frequency, percentage and mean.

The majority of respondents were female, whose age range were 21 -30 years old,
with a bachelor’s degree. They were students and their average monthly incomes were less than
10,000 Baht per month. Most of them often traveled to Chiang Mai for vacation, more than 5
times, and intended to buy souvenirs. Most of them on decided on their purchases by themselves
and almost all purchased northern foods, for example, Nam prik Noom , Sai Oui and Kap Moo.
Preserved vegetable and fruit souvenir products purchased included dried type and most of them
bought at a travel place. They had advice from known people about where to buy souvenirs. They
bought gifts and each time average souvenir price is less than 500 Baht. Next time they aren’t

sure if they will buy souvenirs from the same place.



The marketing mix factors affecting Thai tourists towards purchasing preserved
vegetable and fruit souvenirs are high rated. Process is the first factor that affects the consumers
is accuracy of price. The following factors are people factor is seller has good human
relationship, product factor is good taste. Price factor is product has reasonable price with quality,
place factor is easy to buy, physical factor is clean area and promotion factor is discount when
buy in large quantity, respectively.

The problem of marketing mix factors affecting Thai tourists towards purchasing
preserved vegetable and fruit souvenirs consumers in product factor is they don’t specify
manufacturing or expiration date. Price factor is the price is not suitable with quality, place factor
is lack of new products, promotion factor is no free sample for the buyer, people factor is seller

is in a bad mood, physical factor is unclean area and process factor is slow service.



