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Abstract

This study aimed to examine the factors affecting foreign tourists’ purchase decisions regarding Nam
Dok Mai mango ice cream under the Social Lab KMITL project. A questionnaire was used to collect data from
100 foreign tourists. The data were analyzed using descriptive statistics, including frequency, percentage, mean,
and standard deviation, as well as multiple regression analysis. The results indicated that 52% of the
respondents were male, aged between 15 and 28 years (46%), with equal proportions of tourists from Asia and
Europe. The overall importance level of the marketing mix factors influencing purchase decisions was high, with
sales promotion ranked as the most influential factor, followed by product, price, and place. The regression
analysis revealed that age (p < 0.05) and price (p < 0.01) significantly influenced purchase decisions. The findings
suggest that entrepreneurs should prioritize the development of diverse and appropriate sales promotion
activities aligned with foreign tourists’ consumption behavior. In addition, product development should
emphasize distinctive taste, appealing appearance, and convenience of consumption. Pricing strategies should
reflect perceived value and correspond to the target tourists’ age groups, while products should be distributed
through accessible and attractive points of sale to enhance purchase decision effectiveness.
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Table 1 General information of the sample group

General information Number of people Percentage

Sex

Male 52 52.00

Female 48 48.00
Age

Under 15 Years old 3 3.00

15 - 28 Years old a6 46.00

29 - 42 Years old 38 38.00

43 - 56 Years old 6 6.00

More than 56 Years old 7 7.00
Asian countries 50 50.00
European countries 50 50.00
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Table 2 The level of importance of marketing mix factors that affect the purchasing decision of foreign tourists

for Nam Dok Mai mango ice cream

Marketing mix factors Mean S.D. Level Rank
Product 3.98 0.46 High
Delicious taste 4.21 0.61 Very High 1
Beautiful colors 3.96 0.62 High 3
Convenience of eating 4.10 0.63 High 2
Packaging format 3.68 0.76 High 5
Standard certification 3.94 0.89 High 4
Price 3.92 0.49 High
Reasonable compared to the quality 393 0.56 High 3
Reasonable compared to the quantity 3.97 0.60 High 2
The product is reasonable for its appearance 3.79 0.80 High a4
Reasonable compared to the market 3.99 0.89 High 1
Place 3.86 0.44 High
Cleanliness of the sales area 3.84 0.66 High a4
Beauty of the sales area 391 0.65 High 3
Orderliness in product arrangement 4.03 0.58 High 2
Convenient purchasing at the sales area 4.05 0.56 High 1
Products are always available for sale 3.78 0.79 High 5
Diverse distribution channels 3.56 0.72 High 6
Promotion 4.03 0.45 High
Sales promotions, such as special discounts or gifts 4.30 0.61 Very High 1
Interesting advertisements 3.78 0.58 High 3
Loyalty card for redeeming prizes 4.24 0.73 Very High 2
Exhibition booth with samples available for tasting 3.78 0.80 Agree 3
Overall promotion 3.94 0.33 High

4.21-5.00 = very high, 3.41-4.20 = high, 2.61-3.40 = moderate, 1.81-2.60 = low, 1.00-1.80 = very low
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wanganvesrad eifisutuguamButaduddgiidmwasionisdnduladelomniulenmnvesfuslna uonaini
Thongkhot, et al. (2016) Ssszyirmaiiaenadastumsiuinmuavesiuilnaiinadonindendedudloaniuesiad
Hoddymaadd wensisewaitedusuhmaduliafendnddunguiuilaeslnewastnviea e

Turnisieatu wansidenuin ongfamudiiudideauiunisdadulade (B = -0.189, P < 0.05) nngarm
dnvieadlearanaifiengosiiuuliudndulateloaniuugsinihnenliinniinveaiisriifiotyguin wan1sinw
Fnanaeandeaiuuudndungdnssuguilnares Solomon (2020) Fsesueinnguiuslnaengesiiuulindaiy
Uszaunisallnd Juweunsvaassdudilv uasnouaussdenandnsiemsiifiendnuaiuazamdnvalifaszaunisol
(experiential consumption) anndnguguslaae1guIn

Table 3 Factors affecting foreign tourists’ purchase decisions for Nam Dok Mai mango ice cream under the
KMITL Social Lab Project

Unstandardized Standardized
No. Variables Coefficients Coefficients t P-value
b Std. Error Beta
1 Sex(Xy -0.199 0.168 -0.133 -1.186 0.239
2 Age (Xyp) -0.185 0.093 -0.189 -1.985 0.050*
3 Ethnicity (X5) -0.013 0.177 -0.007 -0.075 0.940
4 Product (Xg) 0.181 0.206 0.093 0.877 0.383
5 Price (Xy) 0.823 0.199 0.450 4.131 0.000**
6  Place (Xy) -0.120 0.227 -0.059 -0.528 0.599
7 Promotion (X;) -0.394 0.228 -0.199 -1.730 0.087
Constant 2.568 1.033 - 2.485 0.015

R = .465, R?= 217, SE.4= .81523, F = 3.632
*, Statistically significant at the 0.05 level
**_Statistically significant at the 0.01 level
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@ aa
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<
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a3UnanIsANe)
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AamAnelilasanis Sodal Lab KMITL sans@nwimuindnvieaiieadiulngidumane e1gszming 15-28 U wagan
mnvivedsuazglsvludndanlndifestu Tasdadudiuusraunanisnmalaesiudnadonisinduladelussduinn
et dunsdaaiunisviedinnuddygean sesaanfediundndust 91a7 wazaniuidadiving Wnviouieli
A iulusludussesduiiainenman audnvundssamduiavomdndus aAuduaivosman uazau
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¢ v Y
nausslevviudau
HguveUsmadunaulldiinayssleviviudou

S 1 = Y A
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1 a1
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