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ABSTRACT

The individual study on Purchasing Behavior of Thai Tourists at Border Trade
Market Thailand - Cambodia was conducted to investigate the demographic
characteristics of the Thai tourists at Talat Rong Kluea, to study purchasing behavior of
the Thai tourists at the Border Trade Market Thailand - Cambodia (Talat Rong Kluea),
and to examine the relationship between marketing factors and purchasing behavior of
the Thai tourists at Talat Rong Kluea. The 400 samples were drawn by the method of
convenient sampling, and the questionnaires were used as a data gathering instrument.
The data were analyzed applying Percentage, Mean, Standard Deviation, and Chi
square. The study demonstrated that the majority of the respondents were female, 21-
30 years old, were employed by private firms, graduated with Bachelor’s degree,
earned average monthly income between 10,000 - 20,000 Baht, and used their own
private vehicles.

The study results on purchasing behavior of the Thai tourists showed that
most Thai tourists liked to buy leather accessories (bags, shoes, etc.), the purchasing
was based on their own personal use, their friends had influences on decision making to
buy. Most Thai tourists liked to visit Talat Rong Kluea on Saturday and Sunday, and
preferred to shop in the area of Talat Dech Thai. The Thai tourists had information on
Talat Rong Kluea from the persons who used to visit there, their average spending per
purchase was 2,500-5,000 Baht, and they visited Talat Rong Kluea around 3-5 times a
year.

The study on marketing factors showed that the Thai tourists considered on
the overall aspects of product, price and distribution at a high level, however, they
placed importance on the overall aspects of promotion at a moderate level.

The results of hypothesis testing on general data of the Thai tourists showed
that age, occupation, and average monthly income had relationship with the average
spending per purchase of the Thai tourists.

The results of hypothesis testing on marketing factors revealed that the factors
on product, distribution and promotion had relationship with the average spending per
purchase of the Thai tourists at the Border Trade Market Thailand - Cambodia at 0.05
level of significance.



