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ABSTRACT

The purpose of this independent study was to study the consumer attitude towards OTOP
food sector in Bangkok Metropolitan. The samples were 400 people who lived in Bangkok
Metropolitan. Questionaires were used in data collection. The data were analyzed by descriptive
statistics, i.e. frequency, percentage and mean.

The study revealed that most of people were female, aged between 21-30 years old and
single. Their highest education level was bachelor degree. They were private company employees
and earned salary of 5,001-10,000 baht per month.

Regarding the cognative element of attitude, it was found that most of them knew OTOP
food sector about food and snack from the exhibition as well as it was made in Thailand.

The affective element, their opinions on the marketing mix by orderly were: promotion,
product, place, and price. For the sub factors towards to the highest average score as follows:
Product element was rated at a neutral agreement level towards the product variety; price element

was rated at a neutral agreement toward bargaining on price; place element was rated at a neutral



agreement toward availability in the discount store; promotion element was rated at a positive
agreement level toward regularly participation in exhibition.

The behavioral element, most of them ever bought One Tambon One Product food
sector. The important of reasons for selecting the product were rated as follows: cleanliness as
product factor; price matched with quality as price factor; availability as place factor; providing
product samples as promotion factor. Regarding OTOP food sector buying frequency, they rarely
bought the product. Their average purchasing amount was between 101 and 200 baht. They did not

face any problem in buying the product.



