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PRODUCT AND PACKAGING FACTORS THAT INFLUENCE
ON CONSUMER PURCHASE DECISION: THE CASE OF RATCHAPRAPHA DAM,
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Abstract

At present, various forms of tourism is attractive and popular for tourists. The major
component that comes with tourism is shopping. Most of tourist purchase products which
manufactured to show the identity. The study of Product and Packaging factors that Influence
on Consumer Purchase Decision aim to study consumers' products demand inclusive of the
factors affecting consumer interest and buying decisions and also explores the characteristics of
packaging that are consistent with consumer demand and to offer product and packaging design
guideline which can attract and make consumer purchasing decisions. The questionnaire used
as research tool in order to collected data, analyses result and describe variables. The study
reveals consumers prefer local products for example fabric and apparel, arts and crafts. A fine-
looking package which reasonable price and can be use as souvenir are the factors affecting
consumer interest and purchase decisions. Tourists prefer geometric shape package which
perforated to view the product inside. Manufactured from a matte finish material, use any color
that blends in with the fresh color tones of the same color. These are the key factors of product
design and packaging to attract attention and make purchasing decisions. Thus, this could benefit
for design and develop products to meet the needs of consumers.
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