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The study aimed to study the problem state of marketing of One Tambon One
Product in Uttaradit Province according to the points of view of the group heads and marketing
department in the following areas : (1) the marketing communication (2) the marketing
communication problems (3) the recommendations on problem solving. The subjects for this
study were 382 group heads and marketing department heads of OTOP office in Uttaradit. The
research tools were questionnaires constructed to meet the research purpose containing the
content validity and reliability of 0.87. The collected data were analyzed using ready-made

computer program.

a. The study revealed that the marketing communication of OTOP in Uttaradit

were !

1. The OTOP products of food that were in the first three top were production
by natural raw materials, production by quality raw materials and placing the pre-order
consecutively.

2. The OTOP products of beverage that were in the first three top were
production by natural raw materials, production by quality raw materials and identify the
production information on the packaging consecutively.

3. The OTOP products of clothes and clothing that were in the first three top
were placing the pre-order, production by quality raw materials and competitive advantage over

other products consecutively.
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4. The OTOP products of utensils and decorative that were in the first three top
were production by quality raw materials, production by natural raw materials and competitive
advantage over other products consecutively.

5. The OTOP products of art making and suvenier that were in the first three top
were production by natural raw materials, product distribution through trade fairs or exhibitions
and placing the pre-order consecutively.

6. The OTOP products of herbal which was not food and drugs that were in the
first three top were production by natural raw materials, identifying the production information on
~ the packaging and using logo identified on the packaging consecutively.

b. The market communication problems of OTOP in Uttaradit, the study
revealed that:

1. The OTOP products of food that were in the first three top were advertising
and public relation through television media, advertising and public relation through radio media
and no customer satisfaction survey form available consecutively.

2. The OTOP products of beverage that were in the first three top were
advertising and public relation through radio media, distribution through the Internet and
advertising and public relation through television media consecutively.

3. The OTOP products of clothes and clothing that were in the first three top
were no customer satisfaction survey form available, advertising and public relation through
television media and advertising and public relation through newspaper consecutively.

4. The OTOP products of utensils and decorative that were in the first three top
were no customer satisfaction survey form available, advertising and public relation through
poster and advertising and public relation through billboard consecutively.

5. The OTOP products of art making and suvenier that were in the first three top
were no customer satisfaction survey forms’ box available, no customer satisfaction survey form
available and coupon drawing promotion consecutively.

6. The OTOP products of herbal which was not food and drugs that were in the
first three top were variety of product, number 9 pricing and distribution through the Internet
consecutively.

¢. The recommendations on problem solving of OTOP in Uttaradit, the study
revealed that the relevant official organization shall support groups of OTOP’s manufacturers and
distributors in the ways of cooperatives concentrately such as marketing promotion training

program, preparing a full service outlet for OTOP products, assisting the manufacturers to gain a

quality assurance certificate for their products.





