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ABSTRACT 
 
The objectives of the study were to determine the factors that influence the decision of  

Thai tourists to choose Chiang Mai handicraft retailer in the tourist district and explore the problems  
in Chiang Mai handicraft retailer store. And create a distribution model for handicraft retailer store  
that attracts Thai tourists. This can increase revenue for the business throughout the year. 

The study was a mixed methods research and there were combination between qualitative researches 
which use interviewing as a research instrument and quantitative research which survey research 
questionnaires were used to collect data. For qualitative, samples were drawn from 12 Chiang Mai 
handicraft retailer business samples, and 5 key informants from Government departments and agencies 
that have a role in supporting the business, by purposive sampling method. With quota sampling  
method, questionnaires were used for the quantitative data collected from the 804 Thai tourists. 

The advanced statistical software is processed and analyzed data from the questionnaire. And 
factor analysis was used to explore the relationship of variables within the structure and group as 
interrelated variables. Finally, confirmatory factor analysis technique was used to create service business 
development model. The results showed that there were 7 groups, 1. Brand loyalty 2. Atmosphere 
multimedia creation 3. Ribbon 4. National local handicrafts 5. Merchandise display 6. Officer and  
personal, and 7. Design of Interior of factors were affected to Thai tourists in choosing Chiang Mai handicrafts 
retailer. With property management, the handicrafts retailer could more attractive for Thai tourists. 
Keywords: Service Development, Handicraft Retailer Store, Souvenir, Thai Tourist, Chiang Mai 
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3.   (Questionnaire) 

  
 3   

 1  (Checklist)     
    

 2  (Checklist) 
  

 3  5  (Rating Scales) 
 

 
  

1.     
   

   
2.    

     
  (t-test)  (One-way 

ANOVA)  
3.  (Exploratory Factor Analysis: EFA)  

 
  Varimax  

 
4.  (Common Factor Analysis: CFA)  (Principle 

Axis Factoring: PAF)  
 

 
 

89
RAJABHAT CHIANG MAI RESEARCH JOURNAL 

 



 
 

 3   
1.    

  
 

     
   

2.   804       
22-30     12,000   

    
   

    5,000-9,999   
  

   2,000-4,999  
  

  10   1.00 
  5.00   

  2 
 

 2   

 

   

1.  3.92 0.73 

2.  3.95 0.70 

3.  3.90 0.70 

4.  3.91 0.71 

5.  3.70 0.77 

6.  3.92 0.68 

7.  3.84 0.75 

8.  3.72 0.85 

9.  3.76 0.78 

10.  3.88 0.72 

  

90
RAJABHAT CHIANG MAI RESEARCH JOURNAL 

 



3.  
   10  

 40  
   4   1.  2.  

 3.  4.  
   4   1.   

 2.  3.    4. 
  

   4   1. 
 2.   3.  

 4.      
   4   1.   

2.   3.   
4.  

   3   1. 
  2.        

3.   
   5   1.   2. 

 3.   4.  
 5.  

   5   1.  
2.  3.  4. 

 5.  
   4   1.  2.  

 3.  4.  
   3   1. 

 2.  3.  
   4   1.   

 2.  3.   4.  
 

   40   
 (Kaiser-Meyer-Olkin Measure of Sampling Adequacy: KMO)  
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 (Exploratory Factor Analysis: EFA) 

  Bartlett’s Test of Sphericity  Significant  0.000  
  40   

  3 
 

91
RAJABHAT CHIANG MAI RESEARCH JOURNAL 

 



 3  KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.953 

Bartlett’s Test of Sphericity 

Approx. Chi-Square 17,684.866 

df 780 

Sig. 0.000 

 *  0.05 

   
 Orthogonal  Varimax    

 4  Total Variance Explained  Initial Eigen Values 
  Factor  Eigen Values  1.00    

(Factors)  (Component)  7   Eigen Values  1.00 
     7   

 Cumulative   7   60.005 
 

  
 4  Total Variance Explained: Method for Extraction (Principal Axis Factoring) 

Component 

Initial EigenValues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

Total 
% of 

Variance 
Cumulative 

% 

1 15.345 38.362 38.362 14.882 37.206 37.206 4.401 11.002 11.002 

2 2.029 5.072 43.435 1.584 3.961 41.167 4.046 10.115 21.117 

3 1.852 4.629 48.064 1.374 3.434 44.601 3.459 8.647 29.764 

4 1.334 3.334 51.398 0.907 2.269 46.870 2.899 7.248 37.012 

5 1.302 3.255 54.653 0.832 2.080 48.949 2.367 5.917 42.930 

6 1.134 2.835 57.488 0.706 1.765 50.715 2.030 5.075 48.004 

7 1.007 2.517 60.005 0.553 1.382 52.097 1.637 4.092 52.097 

 
  0.50   

 50   5 
    

(Confirmatory Factor Analysis: CFA)  (Component Fit 
Measure)  (Second-Order Confirmatory Factor Analysis)  

 (Higher-Order Factor Model)  
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  BARNMOD  
 (Factor)  7   

 1 Brand loyalty   
    

 2 Atmosphere Multimedia creation   
     

  
 3 Ribbon      

 
 4 National local handicrafts   

   
 5 Merchandise display   
    
 6 Officer and personal      

     
 

 7 Designof Interior    
   

 
 

 
 

 
  (Brand loyalty)  

  Stephen and Danielle  
(2013: 7)  Store Sense, Reclaiming the four walls with sensory engagement  

      
  

  (Levy and Weitz,  
2012: 42-44) 

 (Atmosphere Multimedia creation)  
  Holly, Bastow-Shoop, Dale, 

Zetocha and Gregory (1991: 40-41)  Visual Merchandising A Guide for Small Retailers   
        

   
   (Baker, Grewal and Parasuraman, 1994)  

 (Kotler, 1974: 42-49) 
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 (Ribbon) 
       

 (2551)   
   
     

   
(Cohen, 2000) 

 (National local handicrafts) 
     

  (2553: 11)    
    

   
   (Cohen, 2000: 11-12) 

 (Merchandise display) 
    (2554: 53-54)  

   
     

(Kotler, 2003: 700) 
  (Officer and personal)  

    (2556: 490)  
    

  
     

 (Kotler, 2003: 573-574) 
  

 (Lovelock and Wright, 2003: 83) 
  (Design of Interior)  

    (2553: 111-122)  
 ( ): 

    
   

   (Levy and Weitz, 2012: 
110-125) 
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1.  

   

  (Merchandise display)  
 (Factor Loading)  0.924   85.38  
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