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Abstract

The study on developing market potentiality from shopping tourism of Chinese tourist
in Bangkok aims to study on the relationship between personal factors of the sample with
shopping behaviors, to study on preferences on marketing factors and the influences of
marketing factors to shopping behaviors including to finding the way to developing market
capability from the sustainable shopping tourism. Data correcting by questionnaires
from 400 Chinese tourists, Data analysis by percentage, mean, standard deviation and
chi-square statistic for hypothesis testing.

The results showed that most of samples were female, 20-35 years old, secondary
bachelor education, private sector employee, income 4,001-8,000 CNY. The resulted of
tourism behavior found that the most of sample managing on travel by themselves,
once time a year, 4-6 days per time, travel by plane, hotel stays, finding data from online
sources, travels with friend or acquaintance, came to Bangkok 1-3 times, stays 4-7 days,
purpose of travel was relaxing with cost 2,001-4,000 CNY. The highest popular dried food
shopping place was department store as Siam Paragon and Central Word. Marketing
factors affect coming shopping tourism in Bangkok in the highest level, Product
was the factor that maximum influencing. The sample preferences on Bangkok shopping
tourism Marketing mixed at the high level, quality of the product was the factor that
maximum preference. The hypothesis testing found that personal factors have a relationship
with shopping behavior and preference on marking mixed, besides marketing mixed have

a relationship with shopping behavior at the level of significant 0.05
Keywords : market potentiality, shopping tourism, Chinese tourist
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