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ABSTRACT

Title : Service Marketing Mix Factors that influencing decision to buy souvenirs of
consumers in Phasi Charoen District
Author : Mr. Sarut Gomonpelin
Major : Human Resource Management
Independent StUAY AdVISOT : ..ioiiiiiieiieiieiieeseeee ettt aeeeean
( Dr. Pichet Musikapoduk )
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This research study is aimed at studying service marketing mix factors that influencing
decision to buy souvenirs of consumers in Phasi Charoen district. The participant of this study
consists of 400 consumers. The tool utilized in data collection is a set of questionnaires. The
approaches employed in data analytical procedures consist of statistics tools — frequency,
percentage, mean, and standard deviation. The Multiple Regression Analysis is utilized to test the
hypothesis.

The findings and results indicate that the majority of the participants are females, aged
ranging from 2635 years old. They hold at least a Bachelor’s Degree. Their monthly income ranges
from 10,001-20,000 baht. They mostly purchase souvenirs from Petchaburi, followed by Chonburi,
Chiang Mai, Udon Thani, Songkhla, and other provinces, respectively. The significance of service
marketing mix factors influencing purchasing decision of consumers in Phasi Charoen district to
buy souvenirs from provinces ranges as follows: Physical Evidence (Y= 4.52), Product
(Y = 4.50), People (Y = 4.49), Process (Y = 4.44), Place (Y =4.43), Price (Y =4.42), and
Promotion (i = 4.40), respectively.

The significance of purchasing decision to buy souvenirs from provinces of consumers in
Phasi Charoen province ranges as follows: Problem/need-recognition (Y = 4.63), Information
search (Y = 4.54), Purchase decision (Y = 4.46), and Evaluation of alternatives (Y = 4.40),

respectively.
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The tested hypothesis signifies that the following service marketing mix factors — Physical
Evidence, Price, Promotion, People, and Product influence purchasing decision of consumers in
Phasi Charoen district to buy souvenirs from provinces at the 0.05 level of significance.

Consumers who purchase souvenirs from provinces are likely to purchase well-known and
high-quality local products, reflecting the behavior of buying products from places where they
made a visit. Sellers are suggested display products in an attractive practice. Proper arrangement of

products allows customers to select what they want to purchase at ease.
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