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Poverty has long been one of Thailand's hajor challenges. It affects the country’s overall
economic condition. The government has had to spend its budget in maintaining prices of products.
Including those locally-produced, in order to support the community. As a way to alleviate the
problem and help stimulate the economy. The government has recently launched an initiative that
support as well as promotes community products created from that local wisdom : the “One tambon
One Product (OTOP)" Project. with the year 2001 as the starting point and the focus in the first stage

being to create acknowledgement and understanding of the project among the public.

This research was conducted to answer the three questions: 1. what are the mass
communication strategies employed during 2001-2003 to disseminate information and create
acceptance of the products in the OTOP project 2. what is the process of mass communication that
can create acceptance of the OTOP product and 3. what are the roles of mass media in
disseminating information and creating acceptance of the OTOP product. In the scope of research
were only four 2001-2003 programs under the OTOP project. They are Thai wine, OTOF Great
festival, OTOP New Year's Gift Festival and OTOP Product Champion Great Festival .The research
was conducted with qualitative methodology through collection of relevant information and in-depth

interview of related persons from both the public the public and private sectors.

The research found that mass communication strategies employed during 2001-2003 to
disseminate information and create acceptance of the product in the OTOP project consisted of 1.
media advocacy 2. request of cooperation and 3. purchase of access to media. i.e. Radio,
television, printed media and other media such as posters, advertisement boards, brochures, etc.
These strategies were coliectively employed to obtain voluntary cooperation from the project. The
research also found that the mass media played an important role in disseminating information and
performing public relation functions for the project. which led to the public being informed and
persuaded of the values and quality of local Thai products. In turn, product acceptance and desired

consumer behavior, as well as positive image of the project followed.





