UNAAED

¥

y 175789

msisensalin Taqusrasdifodn anumanweslszraulumsdaduladondo
Fudmilsiwoniandafus ©OTOP) wesimiatqumil nquiedeildlumsise e
Jszuiidedudmilsianilsndasast (0Top) Tuiwmdadnusiil Teslsuuuaeuniniy
wsosdelumaiusiusdeya $wau 400 au adddlFlumsTiaseidoyn fle milevay
AndY fhn‘jmmummgm MIARTIEHANUUYTUTIMNADINI (Two Way ANOVA) d iy
ﬂtjuﬁaadwﬁmﬂﬂimmﬂfju msanszianuuana1uiiuiwgl¥ Least Significant Difference
LSD) MsanseHaNuduiuTlaold Chi-Square waz Msdnszianduiuiodisivves
{iusdU (Pearson Product Moment Correlation) l¥vimanuduusvesdauysaosdafiiiy
daszaeiu msdnnzdeyaniadaldTlsunsududegy

#amste wuh AeeunuudevowdIngiiiuwemdannniunesnes Terdwil

o o

dnBeunindnyn e uduwinauuSinensy  f1v1e uar Sudeiall SmsAnyluy

szavdnimiamoumilszondne  Taefiswld dndmSesidy 5,000 1w daulngd
amunlan laemdeiiyes 2 au uazendveysuiu Taunde 4 au
Y ~ A a . o a W d w A
Tnegneunuuasuaidendedudmilamuanilwanioam fadl
v o [ a v ' EURCIR ' va &
oudy 1 1dun dszian@udr nquasyunsihilsomisuazen daulnajifendousuy
) 4 b 4 1 4 I 4
uazATIWIA seanaNudendeniueiviiy uazdendeusuyayulng awddy
gudy 2 Taud Yszinmdudrngulszianemisiazinsesdu
v 1 (=} 4{ : a o 4 A Af ¥
nquilszianemsdulvgidenderimindusegl sesnan idendonydes ndweu
L] o LY 4 ] lt; o W
wiu USnaudesaziiidy uazidendouziinuyoy  mudidy
' A A v VA 4’ ¢ o -~ 4"
naulsnninsesavdulngidendelninszaed sesaideonteaInlyl uas

[ Y

tﬁanga"htfwa'lﬁ'aéu-ﬁaqﬂ Mud1AY
oudy 3 ldun Uszian@udi nquaenlilseAniuasulsgyl dau“lﬁm:sﬁan%aqﬂﬁw
iFailo smamuﬁanc‘ﬁywmaw%’mumﬂ"lw wazidendeyamlisnwdonthsesnny mudy
uenaIng drouuuureundinnumansmedudmilswaniliwdasiusl (0TOP)
ﬁ'mqmmwnﬁmﬁmcﬁ (eniu ngudu Uszianemisuazindesdn) wuh fanumense
Aedufihnusiiniomneiusonnasgy  fguamamddldun dawendenanudiy
Jausssuunzgiitlyanne Hundasaaifiins1fug Thailand brands  Tauiuendnuel

t a a o @ Py ~ o a o Il
vowasnu fusulseiuguam HithenanuaassaziBoadesinelddanu itheaan



175789

pannunmiud senuuuaInawrvanlaawy uaz Hundasoatil@iunsdadensn
AsHAUATUNISHI0DN MUFIAD
é’mammuaaumuﬁﬂmﬂmn";’wiaﬁuﬁmﬁw‘imawﬁqwﬁmﬁmcﬁ (OTOP) AudIU
yszaunianiiaaia ﬁaﬁy
1. Swguamedadodt (nquAudidszianemsuozindesdiy) nuh Sanuaands

'
o A

ADNIHAATANNTEDIAGNAUANYIY  HATOMINBSUTEUMNATT I seyTufindauazTuf

9

a

@ 14 a o a Ao a 4w P
wuaegdany lulidwdandasuuazasiferu Jagaviiunmdaduiagavludseme &

Q

&

oy i ldmmsssumduesdnnlseneuiild sanfvesemisuaziniesduiinnunaundon
uaziigauameansemsasudou
2. s wud danumandenimmasiinnuminzauiuauniw s1a1dia
mnzautuUTine uae simgnnhdudvesiinSady
3. mumsdadmie wuh IanumanTadesosmedimihean lswsuasaoud
souiivs fismiwluhaasswdud g oTop) ‘H1%@15510“63551“1‘;1&-’15EJ‘]Jﬂt]iW}ﬂﬁ{uﬁ il
Simhomuguuondadast (0TOP) %2l was SHmhemmanusine 1wy Satinssans
ludwadune mudwy
4. Sumsdudsumsaaia wuh
41 dwmslawan  JanumanisenslavanmuniInsind  dunthe
Tawannarauds muuruiu/Alas iiumeing uaziumamisderinidiaoas awddy
4.2 Sumsldyana Innumanisremsldyanamiumeandnvewsazngy riw
medniugIngithy uazinmedhausudihnguludazsdamying amddy
4.3 fumsdaniunisne fiarumanTemensivestaetrelinaneld uazdays
WBuns awdwu
44 dwmssenduius  SanumenTademsysenduius lasmsithsau

Uszmalumsudaduluszdusmiadungamma  dhsudszmalumsudsdudud (oTop)

@ o

gamamina waz hswsanuiinssamaneg lussdudwasune/dmia awddu
dndoyanganssuvesdaeunuuaeunwiddensiaduludendedudmilsina
wilwdafust (OTOP) Wit uﬂﬂaﬁ'ﬁﬁmﬁwaeiﬂnw?s’aﬁuf’\'mﬁw‘hnawﬁmﬁﬂﬁmoﬁ aglu
shnhunme aowidendedudmisiuanindadad nuh Foluauumassudud)
(OTOP) fisginaidiudianiommn Wemossil suq wu qud OTOP) voanythy ol
W1 15y auludwasune dnssanisaieg imisoussmssensuiiiugia gudns

a9 o [ [y ] 4 o o P
llﬂmﬂuﬂmmmu’wﬂuiWmiﬁ‘lué"nﬂ 1YY gUY (OTOP) ¥9301U8/0UND LaT AIUADIUN



175789

t d' [} o o o =) o g A . o )
veunvaddguemiadyumil  mwd ey Fdeeuuuuaeunldsudeyainmsninthe

¥

Tavannarwds nnaulunseunsryand sy 9 wu thelavanludeasswaud uaz n

sy Mudny

14
a v

o o v Ao v - -~ £ £ a  w 4
a"msuuuﬂuﬂuﬂu1ﬂﬁmmmimauhmaﬂmaﬁumﬁuqmuawmwaﬂnmm

[ 9/ P=1 £ d't!l @ & A 47 = v &
(OTOP) wWUM Nmammuaaumummﬂuuiuaummmmmmﬂau%maﬂmaﬁuﬂmm

L

° P a o o A 4{ ] s 9/ @ Y- 9/ A d?
Fruavianaanus Ao souuuou sz lvdsemvuluswmiaiing lamuiy sesasuusly

A Y & 2 a y A at A o a o w
ﬂuﬂ1ﬂllﬁﬂ~3“qqn€]mm1ﬂ04ﬂu llaznﬂ?1NL%ﬂuu1uﬂmﬂ1Wﬂ]ﬁNaﬂ AU Y

ﬁm%’umﬁmswﬁi’:’egmﬁamaemmuﬁgm WUN

1.memnm'Nﬁuﬁwqﬁﬂsmmsﬁﬂﬁu“lmﬁaﬂc‘fs'yaﬁu?’1’1ﬂﬁa¢huam’quﬁmﬁmcﬁ (OTOP)
Sumondinidendeduds uardunmdlumsdeduduanimaiy fiszauudiy 05 dw
Sumsiuidoyasnmsvesdudmilsdwanilwiasust liunnei

2. oy uay e1AN Tuandsuiingdnssumsdadulufendedudmilidivanits

a  w < 4 o ' aw o d 3 o = 3 s
waadwal (OTOP) Auaouiinidendeduf wui Ufduiusseninegsuordnunndrediy

a

o - daa A o v a4 oa dd a4
wawmsmnfluswmuﬂi mﬂ'lmmame’cmm‘nmaaﬂmoaum DIFNUNAADADIUNNLADNYD

- 9 ] s 1 o @

AUANANANAY D819

o

5 AU .01 uag .05 ’d’Jui"’ﬂ‘UﬂﬁﬂﬂH'l Haz i’lUulﬂ mmnma

222

sAudmilsduanilnaasiast (OTOP) Suaaniifigende

&h

fulinganssunisaaduluden
fud hiuanareiu :

3. 01y 01AN seRunsAnE wazswld FuandiesuiingAnssunisdaduludendo
fukmilshwonilwdafasl  (©OTOP) Sumsiuidoyavnmsvesdudmilsdvanile
waadwat hiuanaiy

4. sgdunisfinwt war swld Auenmeiuiingdnssumsdaduludonsodudinii
Awaniliwdnsast OTOP) funwdlumsaodud wuh Ufduiussznheszdunisiinm
uoz 11018 Nifinarenand lunisdedud liuandreds ieRvisandiusiofus 510850
onnilunisidondeduduandieiu adaihiddayfiszau 05 daueny uazerdniiuanes

¢ ' aw o o ' o a 1ot ' d' } - ' " 4
M Wi dgduiussenineiuedn lifinadennudlunsdedudt liuandredu e

.

o

v L -1 -1 1 d' -4 - . .Y 1] A o
onuuthuswduls  edniikedeniwdlunmsdendedudumnmadiy DUNUUVTIAYN
LAY .01



175789

o - -~ dy a 9 £ o £ a  w o
5. mmm@mawaaﬂsmwuwmamsma ‘lmaaﬂ%aumwuamuaﬁuwamﬂmmu

v @ dao 1 a 4 . P a o d ] Y
ﬂ'ﬂiJﬁlJWuﬁﬂﬂ%ﬂ&ﬁm13ﬁ1iﬂlﬂﬂﬁuﬁl1ﬁuQﬂ]UﬁWHQWﬁﬂﬂmcﬂ WUN ﬂ'ﬂlJﬂW]W'NﬁlTl«l

a o I4 v d a & o

uamwraaduaiyalsznn) Mumsldyana uas Aumsisenduiug anuduiug oo

fhfsdAunszaAv .01 uag .05

1

[l
lo-Ta D o a

[ A A:l a9 & o £ a w (]
6. AnumanTwvesdsenvunidemsdnduladendedudmilsdrwanilwdndunii
aw o do Y 1 d'alwdqav v a ‘sdyt:al&o &£
anuduiusiudeyavimsi lasviioniwasensdadulufondedudmisdanils
wandmal wud anumaniadusim dwmslasan Sumsldyana Mumsduasums

o

@ o da v w v Ao o @ e
U1 LD gﬁufﬂiﬂiZ‘lf']ﬁﬂJWLlﬁllﬂ'NﬂJﬂllWUﬁ UNNUHYMAYNITALY .01 Lag .05



Abstract

175789

This research is designed to study the expectation of people to make a decision on purchase

of OTOP products of Pathum Thani Province. The sample group employed in the research is the
people who purchased to OTOP products in Pathum Thani Province through the questionnaires as a
tool for data collection for 400 persons. The statistics employed for data analysis is the percentage,
mean, standard deviation and two-way analysis of variance (two-way ANOVA) for the sample
groups over two groups, variance analysis is a pair analysis under the least significant difference
(LSD), relation analysis with Chi-Square and simple regression analysis of Pearson Product
Moment Correlations to determine the relationship of two independent variables while statistical

analysis is undertaken with the program.

It is found in the research that most of the questionnaire respondents were female more than
male with occupation of students, following by employees of the private companies, trading
business and contract for employment, education lower or equivalent to the primary education,
income lower or equivalent 5,000 baht, mostly single status, average two children and average

- family members of four persons.
The questionnaire respondents choose to purchase to OTOP products as follows:

First choice is the product which is the herbal groups, not foods and medicines. Shampoo
and conditioning cream are mostly preferred, following by turmeric bathing cream and herbal

shampoo, respectively.
Second choice is the food and drink Group

Most of the food products preferred are the ready-to-eat chilli paste, following by shredded

pork and dried banana sheet with are equal percentage and preserved mangoes, respectively

Most of the drinks preferred are Black galingale wine, following by Chaiyo fermented

alcoholics and grape and mangosteen wine, respectively.

Third choice is the artificial flowers and processed flowers. Mostly preferred product is the

handkerchief set, following by necktie gift set and dish cloth mat gift set, respectively.
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In addition, the questionnaire respondents have anticipated that OTOP products are the
quality products (except the food and drink group), it is found that their expectation towards the
product includes the certification logo, durability, thai culture and wisdom, Thailand brand product
with local identify, quality certification, label with clear instruction, product quality, outstanding
and beautiful design and the products should pass the selection process of the Department of Export

Promotion respectively.

The questionnaire respondents have anticipated that the OTOP products have the following

marketing mix.

1. Product quality. Food and drink group. It is found that the production was expected to
be clean, provided with certification logo, clear manufacturing date and expiry date, without
interfering items and substances, manufactured with local raw materials, natural color and smell of

the component, smooth taste of foods and drinks and complete nutrient value.

2. Price. It is found that the price was expected to be suitable to its quality, amount and to

be cheaper than that of other provinces.

3. Distribution. It is found that the products were expected to be sold in the hotels,
tourist’s spots, department stores with OTOP corner and should be available for purchase in every

area, in the OTOP booth and fairs such as district or sub-district fair, respectively.
4. Marketing promotion. It is found that:

4.1 Advertising. They were expected to be advertised on television, outdoor bill

boards, brochures/leaflets and newspapers and magazines, respectively.

4.2 Personnel use. They were expected to be made through members of each group
through Sub-district Headman/Village Headman and community leaders/group leaders in each

district or Sub-district/Village, respectively.

4.3 Sales promotion. They were expected to have a trial sample for use or taste,

respectively.
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4.4 Public relations. They were expected to the public relations through a joint contest
in the provincial level/in Bangkok, OTOP contest for global market and other exhibitions in the
Sub-district, District and Province, respectively.

On behaviors of the questionnaire respondents with impacts on the decision to purchasc
OTOP products, it is found that the persons with influence on purchase of the OTOP products are in
a medium level. For the place on purchase of OTOP products, it is found that they were purchased
in the OTOP fair arranged by the government at Impact Arena, Mueang Thong Thani and other
places such as OTOP center of the villages, other fairs such as Sub-district/District fairs, exhibitions
arranged by the government agencies Exhibition Center arranged by the government agencies such
as OTOP center of the Sub-district/District and other major tourist’s spots of Pathum Thani
Province, respectively. The questionnaire respondents have got information through the outdoor
bill boards, family members/relative and other channels like advertising sign in department stores

and friends, respectively.

For the trend in the future which affects the decision to purchase to OTOP products, it is
found that the questionnaire respondents had a tendency influencing the decision to purchase the
OTOP products, that is, to make a purchase certainly because it would generate incomes to people
in the province, following by the products displaying the local wisdom and trust in the production

quality, respectively.
The data analysis has been made to test the hypothesis and it is found that:

1. Difference in gender has made the behavior on the decision to purchase the OTOP
products, places to purchase the products and frequency of purchase different at a significant level

0f 0.05. While there is no difference on reception of OTOP information.

2. Different age and profession have an impact on behaviors to make a decision to purchase
the OTOP products. For places to purchase the products, it is found that reaction between different
age and profession, considered from each variable, the age has no impact on the place to purchase
the products, the profession has an impact on the purchase of different products with significant
levels at 0.01 and 0.05. For the different education level and income, the behavior on the decision

to purchase OTOP products and the place to purchase the products are not different.
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3. Different age, profession, education level and income have indifferent impact on the

behavior to make a decision to purchase OTOP products towards reception of information on
OTOP products.

4. Different education level and income and behavior on the decision to purchase the OTOP
products and frequency of purchase. It is found that reaction between level of education and
income has no impact on frequency of product purchase in differently. Based on each variable, the
income has impacted the frequency of purchase differently at a significant level of 0.05. For
different age and profession, it is found that reaction between age and profession have no different
impact on frequency to purchase the products. Based on each variable considered, the profession

has an impact on the purchase of the products differently at the significant level of 0.01.

5. The expectation of the people towards the decision to purchase the OTOP product is
related to the information of the OTOP product. It is found that the expectation on (product quality
in all aspects), personnel use and public relations are the related factors at the significant level of

0.01 and 0.05.

6. The expectation of the people towards the decision to purchase the OTOP products is
related to the information received with influence on the decision to purchase the OTOP products.
It is found that the expectation on price, advertising, personnel use, sales promotion and public

relations are the related factors at the significant level of 0.01 and 0.05.





