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The objective of this research were to study the media that enable RU
students to receive data and information regarding the One Tambon One
Product Project, i.e. Media studied were personal, printed, electronic, outdoor,
and promotional activities. A further aim was to determine the effectiveness of
the media in presenting information on the OTOP Project. The sampling
consisted of 594 RU undergraduate students registered in eight faculties for the
2005 academic year, using stratified random sampling. The research tool
consisted of questionnaires for the respondents to fill out. The statistics used to

analyze the data were in form of frequencies, percentages, means, standard
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deviation, a t-test, a one-way ANOVA and Pearson Product-moment
Correlation Coefficient.

The findings were as follows.

1. Regarding the demography of the RU students under study, it was
found that most of the RU students were aged between 20-30, unemployed, and
from the South of Thailand.

2. According to the data analysis, the respondents indicated that there
were OTOP products or services in their original place of residence and their
current one.

3. With regard to their perception of information and data on the OTOP
project from various media, it was found that they received informations mostly
through person media, consisting of information from the government or the
government sector. The receiving of data from printed media was found to be at
a moderate level. They received information mostly from newspapers. With
regard to the receiving of information from electronic media, it was found that
the respondents received the information on OTOP project mostly from radio
and television. Information from outdoor media was received mostly through
advertisements at the point of sale. The receiving of information from
promotional activities was at a moderate level. The activities that the
respondents attended most were exhibitions of OTOP products.

4. With regard to data and information concerning the types of OTOP

products with which the respondents were the most familiar, these included
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handicrafts, clothing and textiles, food and herbal drinks, and Thai liquor and
wines made from Thai fruits.

5. The distribution of information regarding the OTOP project was
irregular both in terms of duration and frequency. Mostly, information was
distributed only during the period in which an OTOP exhibition took place.
The media most used were radio, television and newspapers. The use of other

types of media was minimal and unappealing.





