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ABSTRACT

The purposes of this study were to (1) investigate and summarize the respondents’
opinions toward social values, distribution channels, and purchase decisions on OTOP contemporary
Thai textiles among working women in Bangkok, and (2) analyze and summarize the influence of
social values and distribution channels on purchase decisions.

The samples consisted of 400 working women residing in Bangkok. The sample was selected
using convenience sampling. The administered questionnaire was approved for its content validity
by three experts. The Cronbach’s alpha coefficient indicated that its reliability value was 0.92.
Regarding data analysis, descriptive statistics covering frequency, percentage, mean, and standard
deviation, as well as inferential statistics performed by employing Multiple Regression Analysis
(MRA), were used. Additionally, the hypothesis was examined at the 0.05 level of statistical
significance.

The study found that most respondents were working women aged between 30-34 years,
holding a bachelor’s degree, with an average monthly income of 20,000-39,999 baht. Their
purchasing frequency for OTOP Thai contemporary fabrics was 1-2 times per month, with an average
spending of 1,000-1,999 baht per purchase.

The statistical analysis revealed that social values had a positive and statistically significant
influence at the 0.05 level on the purchasing decision of OTOP Thai contemporary fabrics. The
most influential factor was “the quality of Thai contemporary fabrics being worth the price” (B =
0.237, Sig. < 0.01), followed by “good tailoring standards” ([3 = 0.177, Sig. < 0.01), “environmental
responsibility” ([3 = 0.133, Sig. < 0.05), and “innovation and creativity” ([3 = 0.106, Sig. < 0.05).

Other factors showed no statistically significant influence (P > 0.05), although respondents



expressed positive opinions regarding the convenience of online channels, accessibility of OTOP
stores, and safety of online payment systems.

Keywords: Social Values, Distribution Channels, Purchase Decision, OTOP Products, Thai
Contemporary Fabrics
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