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The purpose of this research was to study the opinions and consumption

behaviors of women in Bangkok Metropolis concerning chili paste produced

as part of the One Tambon One Product scheme in four aspects, including

product, price, sales promotion and place, and to compare their opinions

concerning such chili paste classified according to their personal data. The

subjects consisted of 40 women in the Bangkok metropolitan area, aged 20-69

years, who were selected by the proportional stratified sampling technique.

The research instrument consisted of a questionnaire, and the data analyzed in

the form of statistics, including percentages, means, standard deviation, a
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t-test, One-way ANOVA, and Scheffe' s Method, at a level of significance
of .05.

The finding were as follows:

1. The subjects’ opinions concerning processed chili paste produced as
part of the One Tambon One Product project, both as a whole and in terms of
the four aspects (product, price, sales promotion and place), were at highly
agreeable level.

2. The consumption behaviors of most of the subjects regarding
processed chili paste produced as part of the One Tambon One Product
project were as follows: they did not buy the products on a continuous basis;
they very often bought Nam Prick Gung Seab; they chose the plastic box
package, and bought only 1 box at a time, with a net weight of 50 g., which
was enough for their needs. In addition, their prime motivation in buying this
product was its good taste, and they chose only the processed chili paste
which had an FDA or OTOP mark. The most common places for buying
processed chili paste were exhibition halls and supermarkets.

3. The results of the comparison of the opinions of women in the
Bangkok metropolitan area concerning the processed chili paste produced as
part of the One Tambon One Product (OTOP) scheme in terms of differences
in their personal data were as follows:

3.1 The opinions of women who were government official as a

whole were at a lower level than women who worked in private companies.
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3.2 The opinions of women who studied to the primary school level
were at a lower level regarding the aspect of price than those who studied to
the junior secondary school level.

3.3 As a whole, the opinions of women who liked eating processed
chili paste produced as part of the OTOP scheme regarding sales promotion
and place were higher than those who had ambivalent feelings between liking
and disliking chili paste and those who disliked consuming it.

3.4 The opinions of women who liked eating processed chili paste
of OTOP and women who had ambivalent feelings between liking and
disliking chili paste regarding the product aspect were higher than those
women who disliked consuming it.

3.5 The opinions of women who liked eating processed chili paste
produced as part of the OTOP scheme with regard to promotion and place
were higher than those who had ambivalent feelings between liking and

disliking chili paste and those of women who disliked consuming it.





