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ABSTRACT

This research has the following four objectives: (1) to study the influence of applying
creative economy concept to the market success factors of five-star One Tambon One Product
(OTOP) in Thailand (2) to study the influence of factors driving the creative economy of five-star
One Tambon One Product in Thailand (3) to compare the market success generated by the
characteristics of entrepreneurs of five-star One Tambon One Product in Thailand and (4) to
compare the casual relationship between creative economy concept and factors driving the
creative economy to market success factor with five-star One Tambon One Product, in Thailand
that have been generated by the group of creative products. The population includes the
entrepreneurs that produce One Tambon One Product in Thailand who have selected as the
ultimate product of five-star in Thailand. 322 samples were taken and using stratified random
sampling by a group of product categories and regions and Proportional to Size Allocation
Sampling. A qualified questionnaire was used as a research tool. Data was analyzed by two-way

analysis of variance (Two-way ANOVA) and Path Analysis.



The results showed that, when classified by consumer and non consumer product
consumption of the creative economy concept, the difficulty to copy factor had direct effect on
market success, whereas the uniqueness and local culture factors had on indirect effect. The high
price selling factor of non-consumer products had a direct effect on market success as well. When
considering the overall concept of the creative economy, all factors affect the market success.

The study of the driving creative economy factors, for both consumption, the factors
directly affecting on market success are the product demand factors. In addition, technological
factor have a direct impact on market success of non-consumer products but it has an indirect
effect on consumer products including tourism. If considered as a whole of consumer and non
consumer products consumption found that the driving creative economy factors affect the market
success and found that the characteristic of entrepreneur, such as level of education and

experiences of entrepreneurs, affect the market success in the same direction.



