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SOUVENIRBENMINGEBENAVIOR OF THAI
TOURISTS AT PAKBARAPFIERIEA -NGU DISTRICT,
SATUN PROVINCE

Sunamya Halang, Iffan Dinnui. Aumma Nilsadml, Kritsakorn
Kajornkanchanaloul, Unchasa Seenuankaew, and Morakot Ditta-Apichai®

Collgge of Innovation and Management, Songhiila Rajabhat University, Thailand

Email: morakot.did@skru.acth

ABSTRACT
This survey research aims at investigating the basic information and market factors affecting the
souvenir buying behavior of Thai tourists traveling to Pakbara Pier, La-ngu District, Satun Province.
The sample consisted of Thai tourists who visited Pak Bara Pier from January to March 2023, a total
of 100 samples, using a questicnnaire as a tool for data collection. The obtained data were statistically
analyzed in frequency, percentage, mean, and standard deviation.The results indicated that different
genders, ages, education levels, incomes, professions, and statuses of tourists affect sounvenir buying
behavior differently. The marketing mix factors (7ps) such as products, prices, distribution channels,
promotions, personnel, processes, and physical aspects affect the souvenir buying behavior of Thai
touriststraveling to Pakbara Pier. Overall, all seven marketing mix factors affected the decision-making
of Thai tourists at the highest level. When considering each factor, it was found that Thai tourists gave
the most importan ce to products, followed by the process, physical appearance, personnel, prices, and

distribution channels, respectively.

Keywords: Thai tourists, souvenir buying behaviour, marketing mix factors, Thailand

INTRODUCTION

Tourism is an important industry in the Thai
economy. Tourism income in 2019 was 3.01
trillion baht, with most of the income coming
from 1099 million Chinese foreign tourists,
while 166 million Thai tourists travel in Thailand,
spending 1.08 million baht (Ministry of Tourism
and Sports, 2019). In addition to generating
income for the country, tourism also helps
stimulate investment in the production of various
goods and services, resulting in creating jobs and
distributing income to the community. Souvenirs
are one of the important products of the tourism
industry. Souvenirs refer to things that are
brought up as a nostalgic stimuhis recalling past
experiences or a symbol representing a person,
event, or story that happened at that moment
to remind the memory of that event {Sinratana,
2001} .Satun Prowince is a marine tourist attraction
with an interesting history, culture, and way of life
for Muslim communities in Thailand.

Lipe Island is the most wisited destination in
Satun Province because of its beautiful beaches
and crystal-clear water. To wvisit Lipe Island,
tourists must take a speed boat to Pak Bara Pier,
which is located in Paknam Subdistrict. La-
ngu District, Satun Province. The pier has three
buildings, incuding the Port Support Buiding,
the Tourist Port Building, and the Multipur pose
Port Building. There are also many souvenir
stores for tourists shopping at the pier. The
research team is therefore interested in studying
the souvenir purchasing behavior of tourists and
factors affecting their purchasing decisions, which
will be beneficial to relevant agencies to improve
and develop products that suit tourists’ needs and
to promote tourism at the Pak Bara Pier, Satun
Province.
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LITERATURE REVIEW

When considering  products  or  services,
consumers go througha purch ase decision process
to decide whether they will buy them or not.
Kotler {2003: 171) states that there are five steps
in the consumer purchasing decision process: 1)
A problem imtroduction is a situation when the
desired situation and the actual conditions are
different. 2) Information search occurs when a
customer believes that their decision could be
satisfied by buying and consuming a product, and
they begin tolook for information. 3) Alternatives
evaluation is the process of evaluating the chosen
alternative prodoct or brand and selecting it
according to what the customer wants. 4) A
purchasing decision is a trust wherehy the
decisions taken regarding purchasing are correct.
5) Consumer post-purchase behavior is the
process of evaluating the product that has been
bought to see whether it satisfies their needs or
not. If it is satisfactory, then there is a possibility
they will come back to buy the product.

The souvenir shopping behavior of Thai tourists
is divided into seven aspects: 1) product; I)
price; 3) distribution; 4) marketing promotion;
5) personnel; 6) process; and 7) physical
characteristics (Wichaidit, 2016). Thai tourists
choose to buy products with beautiful packaging
and a variety of products (Inthasuwan 87 Salcarin,
2019). Products should have a unique commmunity
identity and be more memorable (Kaswlkrom et
al., 2017). Finally, Prathep (2021) found that Thai
travelers shop at scan-friendly stores, pay more
than cash, and promote online marketing and
public relations.

METHODOLOGY

This research is a quantitative study using a paper-
based survey to collect data from Thai tourists
who visited the Pal: Bara pier in Satun province.
The data was collected by using a questionnaire
survey on the souvenir shopping behavior of Thai

tourists, which is divided into 4 parts as follows:
Part 1: Demographics such as gendern age

education level, occupation, income, status, et
Part 2: Thai tourists purchasing habits for
SOLIVENITS

Part 3: Factors Affecting Purchase Decisions

Part 4: Satisfaction with the packaging design

Rescarch samples are Thai tourists who wvisited
the Pak Bara Pier in March 2023, Nonprobahility
sampling was used because it is less expensive and
can be deployed more quickly than probability
sampling (Etikan, Musa, & Alkassim, 2018).
Because of the off-season, only a small nurnber
of domestic tourists (less than 100 visitors a day)
visited the Pak Bara Pier. Therefore, convenience
sampling was nsed to randomly collect about 20-
25 responses forfive days. In total, 1 00 participants
agreed to participate in the research. A descriptive
analysis was used to analyze the data.

FINDINGS

Densographics

Most of the respondents were female, accounting
for 53 percent, and the rest were male, representing
47 percent. Most people aged between 21 and
30 years, representing 46 percent, followed by
31 and 40 years of age, representing 20 percent;
aged 18-20 accounted for 13 percent; aged 41-
50 years accounted for 13 percent; and aged 51
and over accounted for § percent, respectively.
Regarding the edocation background, the
majority of respondents held a master's degree
or higher, which accounted for 48 percent of
people, followed by diplomas or high vocational
certificates, which accounted for 28 percent,
and high school or vocational certificates, which
accounted for 12 percent. People with a bachelor’s
degree accounted for 8 percent, and finally, junior
high school accounted for 4 percent, respectively.



Dremograp hic
information

Fernale 53 =3
Male 47 47
18-20 years old 13 i3
21-30 years old 48 48
3140 years old 20 20
41-50 years old 13 13
51 and over & 8
Janior high school 4 4
High school or 12 12
vocational certificates

Diplomas or high - -
vocational certificates

Bachelor’s degree a 8
Master’s degree or

higher 48 48
Buying behavior

Almost all tourists have bought souwenirs at Pak
Bara Pier, representing %4 percent, and only six
people have never bought souvenirs. The souvenir
product tourists chose to buy the most is snacks,
representing 48 percent, followed by dried food,
representing 33 percent, OTOP shirts, representing
12 percent, woven bags, representing 5 percent,
and other products, representing 2 percent,
respectively.

Factors influencing buying decision

Table 1 presents factors influencing tourists” buying
decisions. Owerall, tourists are very satisfied (X =
437, 5. = 0.78) with the sourvenirs at Pak Bara Pier.
When considering each factor, it was found that
tourists were most satisfied with the products (K=
4.71, 5D, = 0.47), followed by the purchase process
(X = 4.56, 5.1, = 0.73), physical characteristics of
stores (=4.53 , 5.0 = 0.87), sellers (X=4.45, 5.1
= (.64), prices (X = 4.36, 5.1 = 0.76), distribution
channels (X = 434, 5D0. = 0.87), marketing
promotions (X = 4.17, 5.0 =0.83 ), and packaging
(X =4.17, 5D, =0.83 ), respectively.

| Factors | Mean | SD | Result |

Product quality satis ﬂl d
Variety of products 475 043 i:”ﬁ:ﬁ!t -
Variety of brands 4.7 046 aﬂi.uﬂlﬂ
Retum or exchange 46

antuaﬁ.ed

Reasonableness of the
product price anﬂaﬁ.ld
Cheaper than buying Very
from other channels 435 073 catisfied
Displaying the 44 nes ey
product price clearly anﬂaﬁ.ld
Having a secured
payment systern nntuaﬂed
24/7 arder availahle
via online applications
fag. Ling) aaﬂaﬁ.ld
Clear display of

Most
mfon::ﬂﬂm and 4.55 059 fed
Convenience of Very
ordering 42 083 mﬂ.uﬁ.ld
Punctuality in
product delivery na.tlaﬂed
Social media Ads
{[:fh., Facebook, Line, 4.5 aaﬂaﬁ.lﬂ
Having discount,

P Most
Eﬁ:;ﬁ:nd free 4.5 0.5 efied
Membership for a
special offer 35 1.4  Satisfied
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Salespeople are good

at = 1

m’“‘"“"hﬁm 8 e satisfied
Salmpenple are neatly 48 .57 II\-BIID:IEEd

Sdlquq:h have gond 42

nnﬂmrhuf{:. cash, 463

B

QR code) "’"“ﬁ“‘

Professional

service without 457 o7 Modt

discrimination satisfied

Professional service, Very

agile and fast. 4 0Bl ied

The store area is safe. Most
4.56 084 satisfied

The store area

has a nice, clean 45 089 II":I?“E 1

atmosphere.

The filling quantity is

appropriate. — el lﬂiﬁfud

The size of the Vi

package is easy to 4.03 1.03 I;':TE i

Thepackegingdesign ;00 01 gyicfied

is appropriate

Theuse of color on

the packaging is 385 061  Satisfied

related to the product.

The p reflects

the iﬂlntﬂ:[ﬂf 385 080 Satisfied

community products

The brand is easily

recoenizabl 361 116  Satisfied

The completeness of

i:fm'mnﬂmmﬂu ['“'

DISCUSSION AND CONCLUSION

This research studied the souvenir shopping
behavior of Thai tourists at Pak Bara Pier, La-ngu
Diistrict, Satun Prowince. 'ljz.crcacﬂrd'lﬁnd:inga show
that products, buying processes, and the physical
appearance of the souvenir shops at Pak Bara Pier
are the top three dimensions in which towurists
are most satisfied. These findings are aligned with
Rattanasueb (2011), who conducted a study on
"Batisfaction of Thai tourists with the Market Mix
Services of the Chiang Mai Zoo” showing that
tourists were satisfied at a high level in six aspects,
namely product, price, distribution channel,
service personnel, service process, and physical
environment. The findings of this study also show
that of all factors, tourists have the lowest level of
satisfaction with packaging. Therefore, souvenir
producers and shops should pay more attention
to packaging to increase tourists satisfaction,
especially the packaging design and completeness
of production information.

In this study, we encountered a limitation related to
the small sample size of domestic tourists surveyed
at Parle Bara Pier. Due to constraints such as time,
resources, and access to participants, our sample size
was limited. This limitation may have implications
for the generalizability of our findings to a broader
population of domestic tourists. Another limitation
of our research is its exchisive focus on domestic
tourists visiting Park Bara Pier. While this focus
provided valuable insights into the preferences and
behaviors of this specific group, it may not fully
represent the diversity of tourists found in other
geographical locations.

A larger and more diverse sample should be
included in foture studies which would enhance the
generalizability of thefindings. Expanding the scope
of research to indude international tourists would
provide a more comprehensive understanding of
tourist behavior and preferences. Comparative
studies between domestic and international tourists
can highlight differences and similarities, shedding
light on the unique needs and experiences of both
Broups.
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