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The study has following objectives:

TE 158950

The objectives of this research paper were; 1) to situdy type of the Bangkok
population decision rmizking of consumers to consume One Tumbon One Product goods.
2) To study factors affecting to the Bangkok population decision making of consumers to
consume One Tumbon One Product goods.

The sample group of this study is the Bangkok population. From the total 500
samples, selected the sample was selected by using multi-stage sampling, and the data
was collected by uscing questionnaires and was analyzed by using descriptive statistics

including frequency, percentage, mean, and standard deviation and inferential statistic

such as Chi-square to test the hypotheses.

Results of the study
Most of the sample group were females 58.6 percent, with age range between 25-

30 years old. Most graduated from high school and commercial college. Their monthly
average income ranges from 5,001 to 10,000 bath. Television is the most perceived source
of One Tumbon One Product information.

It was found that the factors affecting decision making to consume “One Tumbon
One Product” : were sex, the information of One Tumbon One Product, the knowledge and

understanding in One Tumbon One Product and attitudes on One Tumbon One Product

goods.

Recommendations

The suggestions to improve the One Tumbon One Product are:

1. More men product is suggested. Currently, that most consuming of the One
Tumbon One Product goods are women. It led us conclude that most of One Tumbon One
Product customers are women decision.

2. More diversified advertising is needed. Increasing variety of advertising
channels could certainly bring the product closer to its potential clients.

3. Improve public understanding of on One Tumbon One Procuct product. Making
putlic understands about the objective of on One Tumbon One Product projects will
support the long-term growth of the One Tumbon One Product goods.

4. Enhance good public attitude about on One Tumbon One Product.





