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 Academic Year 2011 

  

ABSTRACT 

  

The research aim to study patterns and establish  management plan about Consumer 

Protection in the community.  The researcher has studied and has helped three interested local 

governments to develop plans, concerned the issues of Consumer Protection. Those local authorities 

are Prik municipal area, Takham Tambon Administration Organization area, and Kuanroo Tambon 

Administration Organization area. The report findings will be presented as a set of knowledge 

essential to the development of consumer protection in the local government for further 

development. 

 

The research method is a participatory research and could be summarized as follows, 

1. To study and figure out the problems related to Consumer Protection in the area, social 

capital and any activities with the local governments. These are influential factors of establishing 

the independent organizations to protect consumers. 

2. To host  three activities and invite the community to participate. To summarize the 

learning process of those who related to this subject matter. 2.1 To hold a conference about smart 

consumers 2.2 To sign a memorandum of cooperation on the development of consumer protection 

of the local government. 2.3 To prepare strategy and action plan on consumer protection.  

3. To develop an appropriate form of independent organization for the protection of 

consumers in local government, through focused group discussion and other learning process due to 

the studies of the development of independent organization. 

The results are summarized as follows, 

1. Local consumers in three focused area had consumer protection problems, as a result 

of the lack of systems in local government who work on the Consumer Protection regulations, the 

5  



have been appointed by the local government committee transferred order, the problems are still 

remained. 

2. To hold an assembly about smart purchase and smart consumers. This activity was 

involved by local government and political sector and academic sectors who obviously share 

common perceptions on such issue. They work together to develop public policy on consumer 

protection and solve problems on Consumer Protection issues. 

3. The three local government organizations have used a memorandum of cooperation on 

the development of consumer protection as a tool to create cooperation. To establish the centers of 

Consumer Protection  in three systems. 1) The consumer protection center work under mission of 

local government (Under local government) 2) The Consumer Protection Centre in the local 

government (partially -independent) 3) The Consumer Protection Centre operates as the 

independent organization.(Absolutely independent organization) 3.1) To have local volunteer 

working as a group of Consumer Protection 3.2) To give roles and responsibilities to the working 

group according to Consumer Protection strategy based on social capital to operate the mission 

which has been transferred from the Office of Consumer Protection (Consumer Protection Board). 

To organize a mechanism of Consumer Protection in resolving complaints, including the dispute 

management, compromise method, develop leadership of potential consumers and mechanism of 

compensation. 3.3) To create a self-reliance Fund and Health Fund for the local in the area. 

 

4. Recommendation for the development of consumer protections is as follows, 

1) To encourage and support the local to participate in events and activities in the 

considered area. 

2) To demonstrate a clear concrete plan to work together and coordinate with 

government agencies 

3) To achieve knowledge from different lessons and experiences  

4) To figure out the limitation on the certified status of the government agency and 

other restrictions 

 

 

6  



 
 

 

 

3

 

 

 

         

 

 2552 2553

 
 

 

 

 

 

 

 

 

7  



 

 

          ( ) 

Abstract          ( ) 

         ( ) 

           ( ) 

          ( ) 

           

 
1             1 

       1 

         2 

         2 
          

        3 

       3 

        

       

    

    

   

  
     

         

          

         

          

 

 

8  



  

 

 

          

          

        

        

         

         

1 

       

2  Participatory Activities     

3 

        

4 Focus group  

    

Content Analysis      

          

            

         

 

            

           

161 

 

 

9  



 

            

         

 

         

 

4           

 

          

-       

2553     

2551-2553   

      

    

          

    

   

       

 

          

   

10  



 

            

    

         

  

        

11  



 

1 

 

 
1 

 
 

 
 

4

 

 
2551 61



 

2 

 

2547) 

:

2553) 
 

 

 
 

 
 

 
 

 
 

 
  

  
       

      
 

  



 

3 

 

 
 

 
 

  
  

  5 ( .) 
  

 
 

 

 
 

 

 
 
 
 



 

4 

 

2  

 

 

 

7  

1.  

2.  

3.  

4.  

5.  
6. Triangulation Technique  

7. Content Analysis) 

 

1.   

1.1   

 

  

 

 (2548,  

 

(2547)

Consumer Protection)

 



 

5 

Consumer Protection ( ; 2547,

www.fda.moph.go.th)

 

. . 2522 

. . 2541  

 

 

 

2552 

 

  

  
. .   

     

   

   

 

Cambridge dictionary

 

 

 

 



 

6 

2.  

2.1  

57

2540 

 

2550 61

  

 

 

 

 

   

 

  

  

2  , 2550)  

 
(1) 

 

(2) 
 

   

(1) 

  

(2)  

   

 



 

7 

(3) 
  

 

(4) 
 

(5) /

  

(6)   

 

(7)  

(8)  (Consumer Protection Watch) 

 

(9)  

 

 

2547

 

 

2.2  

AAI 2

 

4  

(1) 
 



 

8 

(2) 

 

(3) 
 

 

(4) 
 

2  

pouvoir de 

cision  

 

 

3.  

 

 4 

 

3.1  

 ( ) 

2547)

 

 

 

 



 

9 

3.1.1  

2     

(Office of Fair Trading: OFT)  

 (OFT)  

   

  4   

(1) 
 

(2)  

 

(3)     

(4)   

 

  

 6  

  5   

 . . 2002  

  

(1)  

(Consumer Code) 

 (Code of Practices)

   (Code of Advertising 

Practice)   

(2)  

 

 

 



 

10 

(3) Super-Complaint  

 

Super-complaint 

 

 

  

   

 . . 1973  (Administrative Agency)

  1  . . 2003 

 (Independent 

organization)   

 7  

   (Consumer 

Policy)  

 

 

 (National Consumer Council: NCC) 

  . . 1975  

 

    

 

 11  

  

 (Advisory Group)  

   

 



 

11 

 

    

  

    (Nolan 

  

  

2  

    

  

 

 2   

 (Policy 

Forum)  

 (Consumer Network) 

 

 

(Policy makers) 

 

 

 

  

  

(1)  

(2)  

 

(3)    

(4)  

 

 

 



 

12 

 

 

 

3.1.2   

  

 89   59 

 ( . . 1997  1998)  . . 2001 

 (Independent Administrative Institutes: IAIs) 

  

   (Transparency) 

  

(IAIs)

 

  

 IAI Evaluation Committee  

   

 

1)  (National Consumer Affairs Center of 

Japan: NCAC)  

 

Kokusen  Japan Consumer Information Center (JCIC)  . . 1970 

 . . 2003 

 (Law No. 123, 2002)  

 

 6   120  

 7    

(1) (General Affaires and Policy Department)  

(2)  (Accounts and Budget Department) 



 

13 

(3) (Public Relations and 

Consumer Network Department)  

(4)  (Information Analysis Department)  

(5)  (Public Relations and Consumer 

Network Department) 

(6)  (Products Testing Department)  

(7) (Education and Training Department)  

490    Kokusen 

Super-complaint  

Kokusen  

  

(1) 
  

(2)    

(3)  

(4)  

(5)  

(6)  

(7)  

 (NCAC)  Kokusen 

 (Policy Formulation)  

  

 

 

  

 

 

 



 

14 

3.2 
 

 

3.2.1 Customer Focus 

Redress Act 2007 

 The national 

Consumer Council  (NCC)  

 

 

 

(1)  

(2) 

 

(3)  

(4) 
  

(5) 
 

 

 

3.2.2 Consumentenbond the Dutch consumer

Oorganisation  

 14  . . 2496  ( . 1953)  

141   . . 2505  

  

 CTB  



 

15 

600,000  10 

  (Money guide)

75,000  (Travel guide) 36,000  

(Health Magazine) 43,000  (Digital Magazine)  43,000  

 

  270    200  

 

 

 

 

  

CTB  

(1) 
 

(2)  

(3)  (Professionalism) 

 

(4)   

(5)  (Factual)  

 

(1)   

(2)  

(3)  (product testing) 

(4)   

(5)   

CTB  

  

(1)  (Access) 

(2)  (Choice) 

(3)  (Information) 



 

16 

(4)  (Education) 

(5)  (Safe products) 

(6)  (Redress) 

(7)  (Representation) 

(8)  (Sustainability) 

 

 

 

3.2.3 (Ke.p.ka) 

 . .1982 

  

 

  The Consumer International CI  The Burue Europain des Unions de 

Consmateurs (BEUC ) The Balkan Consumer Center  Federation of Greek Consumers 

Association (Fe.Gre.CO) 

 

 

   

(1)  

(2) 
    

(3)  

 

 

   

  

 

 



 

17 

 

(1)  

 

(2)  (work shop) 

 

(3)  

(4)  

(5)  

(6)    

 

 

3.2.4 PCR: Pro

Rights) 

1997 

 

 

14  4  

PCR 

(1)  

 

(2)  

 

 

 

 

 



 

18 

(3)   

700

 

(4)  

 

(5)  

 

 

 

(1)   

 

(2)  

(3)  

(4)  

(5)  

3.2.5  UK Consumer 

Association: WHICH) 

 

    Consumer s Association   1957

 BEUC   (Bureau  



 

19 

European Des Unions de Consummateurs)  

(Consumers  International) 

 

 500 London 

Hertford Edinburgh  650,000  

 

(1)  

   

(2) 

 

(3) 
 

    

 

 

 

  

56  (  3,920 )  

 
  

 

 

 

 

 

 

 

 



 

20
 

 

 
 

Co
ns

um
en

te
nb

on
d 

 th
e D

ut
ch

 

co
ns

um
er

 o
rg

an
iza

tio
n 

(C
TB

) 

K
e.p

.k
a

 
(P

ro
te

ct
io

n 
of

 

Co
ns

um
er

sR
ig

ht
:P

CR
) 

(U
K

 C
on

su
m

er
 

As
so

cia
tio

n 
:W

H
IC

H
 ?

) 

 

 
 

 

 
27

0

20
0 

60
0,

00
0 

 

  

9 2
  

14
 

1
 

4
 

1.
 

2.
 

3.
 

4.

 

-
 

-
 

- Ge
ne

ra
l A

ss
em

bl
y

 

-
10

0 

1
2

 

 

Co
un

cil
 

m
em

be
r

18

6

 

 

-
 

-
 

-
 

50
0 

 

 

-
 

-
2

 

-
4

2
 

-
15

7 

8 
 

-

 

-
 

-
 

-
 

-

2

4
2

 

-
2

 

-1
5 

1

7
 

    

 



 

21
 

 

 
 

Co
ns

um
en

te
nb

on
d 

 th
e D

ut
ch

 

co
ns

um
er

 o
rg

an
iza

tio
n 

(C
TB

) 

K
e.p

.k
a

 
(P

ro
te

ct
io

n 
of

 

Co
ns

um
er

sR
ig

ht
:P

CR
) 

 (U
K

 C
on

su
m

er
 

As
so

cia
tio

n 
:W

H
IC

H
 ?

) 

 

 
 

 

 
1.

 

2.

 

3.

 

4.

 

5.

 

  

1.

 

2.

 

3.

 

4.

 

5.

 

6.

 

1.

 

2.

 

3.

 

4.

 

5.

 

1.

 

2.

 

3.

 

4
Su

pe
r 

Co
m

pl
ain

t 

5.

 
.

An
nu

al 
re

vi
ew

s
 

 

1.

 
2.

 
3.

 

-
 

-
 

-
 

1.

 

2.

 

3.
 

4.

 

5.
1 

 

6.

 

7.
 

8
 

 

9.

 

 
 

 
 

 
 

 
   

 



 

22
 

 

 

 
 

Co
ns

um
en

te
nb

on
d 

 th
e D

ut
ch

 

co
ns

um
er

 o
rg

an
iza

tio
n 

(C
TB

) 

K
e.p

.k
a

 
(P

ro
te

ct
io

n 
of

 

Co
ns

um
er

sR
ig

ht
:P

CR
) 

 (U
K

 C
on

su
m

er
 

As
so

cia
tio

n 
:W

H
IC

H
 ?

) 

 

 
 

 

 
-

 

-
 

 
-

 

-
 

-
 

(
) 

1.
 

2.

 

3.
 

 

1.

5
 

2.
 

3.
 

                 



 

23
 

 

 

 
 

 
 

 
(O

ffi
ce

 F
ai

r T
ra

de
,U

K
) 

C
on

su
m

er
 F

oc
us

 ,U
K

 
 

N
C

A
C

 
K

ok
us

en
 

U
K

 C
on

su
m

er
 

A
ss

oc
ia

tio
n 

:W
H

IC
H

 ?
 

1.
 

 
 

 
 

 
 

 

1.
1 

 
:

 
12

 
 

7
 

11
 

6
 

12
:

6

1
 

1.
2 

 

2
 

 
 

 

 
 

 
 

1.
3 

 
 

 
 

 
1 

 

 
 

 

12
7 

 
50

0 
 

1.
4 

 
 

 
 

 
 

 

 
 

 
 

 
 

 
 

 

1.
 

 
 

 
 

 
 

 

2.
 

 
 

 
 

 
 

 

3.

 
 

 
 

 
 

 
 

4.
 

 
 

 
 

 
 

 

5.
 

 
 

 
 

 
 

 

6.
 

 
 

 
 

 
 

 

7.
 

 
 

 
 

 
 

 

8.
 

 
 

 
 

 
 

 

9
 

 
 

 
 

 
 

 

10
. 

 
 

 
 

 
 

 
 

11
.

 
 

 
 

 
 

 
 

12
.

 
 

 
 

 
 

 
 

13
.

 
 

 
 

 
 

 
 

14
.

 
 

 
 

 
 

 
 

 



 

24
 

 

 

      

 

 
 

 
 

 
(O

ffi
ce

 F
ai

r T
ra

de
,U

K
) 

C
on

su
m

er
 F

oc
us

 ,U
K

 
 

N
C

A
C

 
K

ok
us

en
 

U
K

 C
on

su
m

er
 

A
ss

oc
ia

tio
n 

:W
H

IC
H

 ?
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 



 

25 

3.2.6  

 47 

 12  682  2,558 

The Consumer Protection Fundamental Act, 1968 

  

 

 The Consumer Protection Fundamental Act, 1968

 

 1 . . 2000 

           

(1) 
   

 97.8 (667  682 )  

77.8 (1,990  2,558 )  82.1 (2,669  3,252 ) 

 

(2) 
  

 431 

   

Practical Living 

Information Online Network System: PIO-NET  

(National Consumer Affairs  Center of Japan: NCAC)  

. .1984

  

 

 

  

 online 



 

26 

3    

  PIO-NET  

 400  1  

   

 

 6  

 / /  

 

 /  

 

(3)  

( )  2,676  (

 2 )  2,676  ( )  202 

 13,174   

(4)  

(5)  

 4,821  7,206  (  

20 )   

  

 450 

 

   

 

 

 

  

 

 



 

27 

3.3  

2550 

 

 

 

( .) 

 

 

15

 

 

(1) 

 

(2) 
 

(3)  

(4)  

(5) 
 

(6) 

 

(7)  



 

28 

(8) 
Thai PBS  

 

 

 

4.  

 

4.1 
 

  

 

2) 2551 

 ( 2) 

 3/2552 

20 2552  

4/2552 20 2552 

 

 

 

(1)      

(2)  1       

 

(3)         

 

 



 

29 

(4)  3      

  

(   

( .)  

) 

(5)      

      

(6)  1   

     

 4  2  

 

 

  

(1)  

 

  

 

(2)  

 

 

(3)   

  

(4) 
  

 

(5) 
 



 

30 

(6)   

 

(7)   

 

(8) 
 

 

4.2 
 

( .) 

 

(1)  

(2) 
 

(3) 
 

(4) 

 

 

4.3  
2552

  

 

(1) 
- -  



 

31 

(2) 
 

(3)  

(4) 

 

 

 

5.   

5.1    

 

5.1.1  

 

   

 

 

(1) 

   

  



 

32 

(2) 
 

  

(3)  

 

   

(4) 
     

(5) 
    

 

  

  

(6)  

  

(7) 
 

 

4  

 

 

 

2550 2551 2552 2553 

        

 39 68 23 46 39 37 49 50 

 13 23 19 38 50 62 48 49 

 0 0 8 16 1 1 0 0 

 0 0 0 0 0 0 1 1 

 5 9 0 0 0 0 0 0 

 57 100 50 100 81 100 98 100 

 



 

33 

2 2553 2550 

 
5.1.2  

( .)  

. . 2545 

(Horizontal and vertical Integration) 

 17 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

34 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

-  

 

-  

-  

 

-  

-  

-  

-  

 

- /  

- 

 

- 

 

 

-  

-  

- 
 

-  

 

-  

-  

-  

-  



 

35 

 

 
 

 ( 2549  )  

(1)  

 

(1.1)  

8 . . 2522

. . 2510 . . 2535 . . 2531 

2535 . . 2522

. . 25 1

. . 2533  

(1.2)  

. . 2541 . . 2542

 

  

 

 

4  

1) Pre  marketing control) 

One  Stop  Service  Center) 2548

 Post  marketing control 

 



 

36 

2) Post  marketing control)

 (Surveillance)

  

 

2.1) 
  

 

2.2) 
 

 

2.3) 
  

2.4) 
  

2.5)   

 

2.6) GMP 

 

2.7) 
   

3)  

3.1) 
GMP    

3.2) 
 

3.3) 
 



 

37 

3.4)  
4)  Empowerment  

4.1) 
 

4.2) 
 

4.3) 
 

4.4) 
 

(2)  

. . 2542 

(2.1) 
 

(2.2) 

 

(2.3) 
 

(2.4)  

(2.5)   

(3)  

/ (  

 

. . 2535   

(Good Health at Low Cost) 

 



 

38 

(4)   

2535

Food  Safety) 

CFGT) 

(4.1) 
Clean  Food  Good  Test 

(4.2)  

(4.3) 
 

(4.4) 
 

 

(5)  
(5.1)  

(5.2) 
   

 

(5.3) 
 

(5.4) 
 

(5.5)     

     

 

5.1.3 (Consumer Protection Center of 

Songkhla: CPCS) 

2551 

 



 

39 

(1) 
 

(2) 
 

(3) 

 

(4) 
1. 2. 3

074-282900-2 4. www.consumersouth.org 

 

 

 

 
2551 2552 2553 

      

 3 1 6 4 3 1 

 0/0 0/0 4/1 2/1 7/0 5/0 

 0/0/0 0/0/0 1/1/1 0/0/1 2/0/0 2/0/0 

 2 1 2 0 2 1 

 0/1 0/1 2/0 2/0 4/2 4/2 

 0 0 2 2 3 3 

 2 1 0 0 1 1 

 1/0/0 1/0/0 4/3/0/ 2/3/0 7/4/5 7/4/5 

 0 0 9 9 11 11 

 4 4 7 7 8 8 

 13 9 (69%) 43 
33

(76%) 
59 

54

(91%) 

 



 

40 

 

 

5.1.4  

 

(1)  

(2)  

(3) 
 

(4) 
 

 

-  

 

 
2552- 2553 

 ( )  

1.  173 156 

2.  5 3 

3.  4 4 

4.  3 2 

5.  2 2 

6.  2 2 

7.  3 3 

 192 172 



 

41 

5.1.5  

 2551 (

2551) 24 2551

30 45

 

 -  
 

2553 
 

    

3144 2989 1510 1253 
 

2551-2553 
 

 
2551 2552 2553 

      

1.      3 1 2 

2.    1  3 2 1 

3.    1    

4.    2 ,    

5.    1  2 2 

6.  1  3 2, 1   

7.    1    

8.    1    

9.    3    

1 .      3  

1 .

 

    1  

 1 

 

    

 2   13   12 27 



 

42 

 

. 2535  

)

    2548  

 

 

(1) 
  

(2) 
   

(3) 
  

(4) 
 

   

(5) 
  

(6)  

  



 

43 

 

 

5.2  

 

 

 

 

 

 

 

(1)     

 3  

1)   

 

2)  

  

   

 

3) 

 

  



 

44 

 

  

( : http://www.thakham.go.th  6-9-53) 

(2)    

3  

1)  /   

    

   

2)   

          

  

3)  

    

    

     

( : www.khuanru.go.th/  6-8-53) 

 

    

   

  

 

  

2    

(3)    



 

45 

 

( : www.thamuang.go.th/  8-11-52) 

(4) 

 

(5) 

 

(6)  

 

 

 

  

 

 

 

 
5.3  

 



 

46 

 

 

(1) The State of Tamil Nadu

 

 

1)  

2) 
 

3)  

4) 
 

( : http://consumer.tn.gov.in/faq.htm  8-8-53) 

(2) 
The Douglas County District  

1)  

2)   

3)  

-   

-   Hot line (785) 330-2849 

 

-  

Kansas Consumer Protection) 
( : http://www.douglas-county.com/depts/da/da_cpu.aspx 8-8-53) 

(3) City of Bonn  

 



 

47 

: http://www.bonn.de/umwelt_gesundheit_planen_bauen_wohnen/ 

verbraucherschutz/index.html?lang=en 8-8-53) 

(4) Eric County Pennsyvania 

USA.  

Eric County Bar Association 

 

(5)  Camden County, New Jersey, USA  

 

 

 

 

   

(6)  Massachusetts, USA. 

 

1) (Educate yourself) 

 website  

2)  (Call the Seller) 

  

 

3)  (Write a complaint letter to the seller) 

  

   

 

4)  (Get a third party involved) 

5)  

 

 



 

48 

(7)  California, USA. 

 (local health agencies) 

 
(8)  

 

(9)    

(9.1)        

  

 

. .  The Consumer 

Protection Fundamental Act,  

 

            

- 
 

         

- 
  

 
(9.2) (The Osaka Municipal Consumer Center) 

 

  



 

49 

 

  

  

  

  

1)  

 

2) Email

PIO-NET  

( : http://gotoknow.org/blog/akrapong/144700 13-8-53) 
 

(10)   

 

1)  

2) 
 

3)  

4) 
 

  ( : http://dcnorth.delhigovt.nic.in/disttconsumerprotection.htm

11-8-53) 

  



 

50 

 
 
6. Triangulation Technique  

(Triangulation Technique) 

   

Triangulation Physical Survey) 

Navigation) 

2 2 

2 

2  

 Triangulation Finding) 

Phenomenon) 

Assume)  Triangulation Credibility, validity) 

 7  

(1) Data Triangulation  

  

(2) Multiple Investigator Triangulation 

 

(3) Multiple Analyst Triangulation 

2  

(4) Reviews Triangulation 

 

(5) Methods Triangulation 

 

(6) Theory Triangulation 

 



 

51 

(7) Interdisciplinary Triangulation 

 

Data 

Triangulation Technique 

 

 

7. Content Analysis) 

 (Verbal Communication)

 (Content analysis) 

(systematically) (messages)

(Content analysis)

(criteria of selection) 

 

(criteria of selection) (Content analysis) 

(messages)

(messages)

 

(categories)

(statement)

(categories)  

Holsti (Content analysis) 

(material)  

(Content  analysis)

Subjects  



 

52 

(1)  

(2)  

(3)  

(4)  
 

 

 

 
 
 



 

53 

 
3 

 
 

 

 

 

 

 
PAR: Participatory Action 

Research  

 

 

 
 

 

purposive sampling 
3

 
1.  
2.  
3.  



 

54 

 
Key 

Informants

 
 

- 1  
- 1  
- 2  

 
-      1   
-    2  
-   1  

 

 
1.

 

1.1  

1.1.1 

 

1.2  

1.2.1  

1.2.2  

1.2.3  

1.2.4  

 

 



 

55 

2. In-depth Interviews
2

 

2.1  

 

 

 

2.2.4   
2.2 

 

Content   Validity) 3 

Key Informants

 

 
3. 

 

 
3.1 

 

3.2 3

 

1) 

 

2) 

 



 

56 

3) 
 

3.3 
Evidence-based

 

3.4 
  

3.5 
 

4. Focus Group Discussion  
4.1  

4.1.1 
 

1)  

2)  

3)  

4.1.2 
 

4.1.3  

4.1.4  

4.1.5  

1)  

2)  

3)  

4.1.6 
 

4.2  

4.3  

 

 



 

57 

 
1. 

 
1.1  

1.1.1   

) 
2 

 

 

1) 

  1-2 

 

2)   

 

 

  

 

 1) 2)   

 

3)  

   

  

 

  

    



 

58 

 

 

 30   

  

 

  

4)  

 

  

   

 2  1   

5) 

 

) 
 

 

1.2 

 

1.2.1 Social Capitals
 

)  

)  

)  

)  

)  



 

59 

 

1.2.2  
)  

)  

)  

)  
 

2. Intervention
 

2.1 Smart Consumer Assembly

 
2.1.1 

 

2.1.2 
 

2.1.3 
3  

1)  

2)  

3)    

45  

2.1.4 
 



 

60 

2.1.5 15

(Mind Mapping) Mind Manager  Pro 7  

2.1.6 
45   

2.1.7 
(Mind Mapping) Mind Manager  Pro 7 

2.1.8 
 

 
2.2 MOU

  

2  

2.2.1 MOU  

 

2.2.2 MOU

 

2.3 

 



 

61 

2.3.1 
 

2.3.2  

2.3.3  

2.3.4  (Brain Storming  

 

 

3. 
 

3.1 Focus Group Discussion  

 2

  
3.1.1 Modulator

5 Freewheeling

  

3.1.2 modulator

5  

1)  

2)  

3)  

4)  

5)  

Note taker 



 

62 

 

3.2 
 

3.2.1 
 

3.2.2 
 

3.2.3  

  
( ) 

1.  

1.1  

1.2   
-  

-  

-  

-  

-  

2.  

2.1  

2.2  

2.3  

2.4  

2.5  

2.6  

2.7  

2.8  

 
 



 

63 

 

 

1.  
-  

-  

-  

-  

-  

2.  
-  

-  

-  

-  

-  

3.  
-  

-  

-  

-  

-  

-  

-  

-  
4.  

-  

-  

5.  
-  

-  



 

64 

-  

-  

 
 

2553 - 2554 

9  

 

 
 

  

1.    

 

 30- 60  

2. 
 

3.    

 

 

 
1.  

  (Content Analysis)

 

1.1 
 

1.2 
Categories  

1.3  

 



 

65 

 

2. 
 

5  

-  

-  

-  

-  

-  

 
 

 
 

 

 

Data Triangulation Technique

8 

  

 

 

 

 



 

66 

 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

1.

 

2. MOU

 

3.

 

 
1.  

 

2.  
-  

-  

-  

-  

-

 

 
1.  

2.

 

3.  

4.  
 

 

 
 

1.  
-  

-  

-  

2.  
-  

3.  
-  

-  

-  

-  

-  
-  

-  

-  
4.  

-  
-  

5.  
-  

-  

-  



  
4 

 
 

 

4  
 1 

 
1.1  
1.2  Social capital  
1.3  
1.4  

 2  Participatory Activities  
2.1  Smart Consumer Assembly  
2.2 MOU

 
2.3 

 
3   
4 Focus Group Discussion

 
 
 
 
 
 
 



 

68 

1 
 

1.1  

4 1) 
2 )  3) 

4) 
4.1 

1) 

 
2) 

 

SMS
 

3)  

107  
4) 

 

  



 

69 

 
 
4.1  

 

    

1.
 

 

  
 

 

 
 

 
 

 
 

 

 
 

2.

 
 

 
 

 
 

 

 
 

 

 

 

 

 

 

SMS  

 

 

 

 
 

 



 

70 

4.1  
 

    

3.

 
 

 

 
 

 

 

 

 
 

107
 

 

4.

 

 
 

 
 

 

 

 

 

 

 

 
 

  

 
 

1.2  
 1)

2) 
Healthy Planet: 3) 

 
 



 

71 

1.2.1 
 21 

 
 

 

,

 

 

 



 

72 

 
1.2.2 

30
24,394    

44.13    
  29    2539    9      

         
  

  
    

     2550  
  ( 14 2516) 

       
  

 
  

2544  
  

 
 

  
 

    
 

 
 5 

  45     
   



 

73 

 
      

 
13    120 

    
  

      
  

20  
 

17
 (

 101.00 MHz  76
    

        
    

    
 

 
    

2546  2540 2541 
 2547 

    

1.2.3 
4 ( ) 

2542



 

74 

 

 

 
Social capitals

5  
1)  
2)  
3)  
4)  
5)  

 
 
 



 75 

 
 

 
 

 
 

1.
 

 

 
     

6 

10
 

  
 

(
) 

 
 

Co
nta

ct F
arm

ing
 

 
 

 
 

 
30

 
   

 

 

 
      

 
 

 



 76 

 
 

 
 

 
 

2.
 

 
 

 

 
   

 
 

  
 

 
   

 
   

30 
 

  

 

 
  

 
 

 
 

 



 77 

 
 

 
 

 
 

3.
 

 
 

-
 

-
 

-
 

-
 

-
 

 

23
 

 
-

 
-

 
-

 
  

23
 

 
-

 
-

 
-

 
  

 

23
 

 
    



 78 

 
 

 
 

 
 

4.
 

 
 

1 
  

 
:  

 

 
 

 
   

:
 

 
  

 
 

:
 



 

79 

 
1)  

 
 

 

 
1.1) 

 
1.2) 

 
1.3) 

 

 

2) 

 
 

2.1) 

 



 

80 

2.2) 

 
2.3) 

 
2.4) 

 
2.5) 

 
3) 

 
23

23
 

4) 

 

 



 

81 

 

 

  
5) 

6  
5.1)  
5.2)  
5.3)  
5.4)  
5.5)  
5.6)  



 82 

 
  

 
 

 

 

1.
 

1.
 

2.
 

3.
 

4.
 

1,3
,5 

2.
 

1.
 

2.
 

1,5
 

3.
 

1.
 

2.
 

3.
 

1 

4.
F.M

.10
1.7

5 M
Hz

. 
1.

 
1,5

 

5.
 

1.
 

2.
 

3.
 

4.
 

1,5
 

   



 83 

 
  

 
 

 

 

1. 
 

 
1.

 
2.

 
3.

 
4.

 

1,3
,5 

2.
 

1.
 

2.
 

1,5
 

3.
 

1.
 

2.
 

3.
 

4.
 

5.
 

2,6
,7 

(
) 

4.
  

   F
.M

.10
1.0

 M
Hz

 
1.

 
2.

 
1,3

,5 

5.
 

1.
 

2
 

25
 



 84 

 
  

 
 

 

 

1.
 

1.
 

2.
 

3.
 

4.
 

1,3
,5 

2.
 

1.
 

2.
 

1,5
 

3.
 

1.
 

2.
 

3.
 

1,6
 

4.
 

   F
.M

.97
.25

MH
z. 

1.
 

2.
 

1 

5.
 

1.
 

2.
 

1,5
 

 
 

 
 

 
1 

 
  

4
 

 
 

 
2 

 
     

 
5 

 
 

 
 

3 
 

   
6 

 
 



 

85 

3

Volunteer

 

 
1)  
2)  
3)  

 

 

 

 



 

86 

 
 

    
1  

1.     
2.

 
 7,864   

- 3,736  
-   4,128    
 

 6,075     
-  2,919  
- 3,156  
 

6,114  
- 3,055  
- 3,059  

625  
3.  0.00023  0.000142 /  0.00013  
4.

  

 

 
 

 

 
 

 

5.
 

 
 

 

 
 

 

 

 

 
6.  

 
  

 
 

 
  

 

 
 

 
7.    
   7.1   

7.2 
 

7.3  
 

7.4  
   7.5     
   7.6  

 
  7.7       

*/**  
1/0  
1/1  
1/1  

 
1/1  
1/1  
0/0  

 
2/2  

*/**  
1/0   
1/1  
0/0   

 
0/0   
0/0   
2/0   

 
1/0   

*/**  
1/0  
1/1  
0/0  

 
0/0  
0/0  
2/0   

 
0/0  



 

87 

 
 

    
7.8  

 7.9  
7.10  
7.11   
7.12  

1/1  
1/1  
0/0  
1/1  
3/3  

10/10   
0/0   
0/0   
0/0   
5/0   

23/23  
0/0  
0/0  
2/1  
3/3  

8.  
8.1   
8.2  
8.3 %  

 
37   
4  

10.81% 

 
33   
3  

10.81% 

 
                     95  
                      4    

     4.20 % 
 

*/**
 

 
1.3  

 

  

 



 

88 

 
 

 
 

 
    

1.  

  

 
  

 
 

2  1.
 

2.
 

3.  
4.  
5.  
6.  
7.  
8.

 
9.

 

1.
 

2.
 

3.
 

4.
 

5.
 

6.

 
7.

 
8.  
9.

 

1.  
2.  
3.

 
4.

  
5.  
6.  
7.  
8.

 



 

89 

  
 

    
3.

 
  

 

4 
) 

4.

 

1.

2553 
2.

 
3.

 
 4.

 
5.

 
6.

 
2552 
7.
MOU)

 
8.

2553 
 

1.
 

2.
 

 
3.

 
4.

 
5.

 
6.

2552 
7.
MOU)

 
8.

2553 
9.

 
 

1.
 

2.

 
3.

  
4.

 
5.

 
6.

2552 
7.

MOU)
 

8.

2553 
 



 

90 

  
 

    
   9.  

 
10.

 
11.

 
 

 
1.4  

 

4 

 

 

  



 

91 

1.5  

 

 
1) 

 
2) 

  
3) 

 

 

 

2552  
 

 
 
 
 
 



 

92 

2  Participatory Activities  
 

2.1   

Smart  Consumer Assembly

3
 

2.1.1  
2.1.2  
2.1.3  
 

3 
 

 
 



 93 

 
 

 

 
 

 
 

 
 

 
 

 
 

 

 

  

 
 

 

 

 

 
  

 

 

 

 

 

 

 
 

 



 94 

 
 

 

 
 

 
 

 
 

 

 
 

 

 

 

 3-7
 

 
1 

1 
 

 
     

 

 
  

 

 

1  

 



 95 

 
 

 

 
 

 
 

 
 

 

 

  

  

 
   

 

  

 
 

    
 

 
 

 

 

 
107

 

 

  

 



 

96 

 

 
 

1) 3

 
2) 3

3-7 
 
3) 

 
4) 

 
5) 3



 

97 

  
 

2.2 
MOU  

2.2.1 

 
(MOU)  

2.2.2 MOU
 

 1   
 

  
   

   
   

  
   

1) 
  

2)    
 

 2       
1)  

  
2)  

      
  



 

98 

3)   
   

4) 
    

 
2.2.3 MOU

29
2551  

 
 

2.3 
 

 
 

2.3.1 
 

2.3.2 
 

2.3.3 
5  



 

99 

1) 
  

2) 
   

3) 
 

4)  
5) 

 
 



 

100 

3  

4  
1.  
2.  
3.  
4.  

 

 
 

  
 

 
  

1.  
 

 

 

 

 

 

 

 1
 

-
 

 :
1

 
:

 
 

 



 

101 

 
 

  
 

 
  

  
  

 

   
2.  

  
 

  5
 

1.
 

2.

 
3.

 
4.

 
5.

 

 5
 

1.
 

2.

 
3.

 
4.

 
5.

 

 
6  
1.

 
2.

 
3.

 
4.

 
5.

 
6.

 
 



 

102 

 
 

  
 

 
  

  

 
 

  
3.

 

  

 

 
 

4.

  
 

 
 
 
 
 
 
 

 

2
 

1.

 
2.

 
 

 

2
 

1.

 
2. .

 
 
 

 
 



 

103 

 
 

  
   

   
: 2  

1 

 
2 

 
 

 

 

  
: 2  

1 

 
2 

 
 

 

 

  
: 2  

1 

 
2 

 

 

 

 
 

 
 

1  ( ) 
2  ( ) 
3  ( ) 

 
 
 



 

104 

3.1  

2551

3/2551 4/2551 
 

 

 

 
 

 
 

3.2  
3

1, 2, 3
 



 

105 

3.2.1 
 

3.2.2 
 

3.2.3  
3.2.4 

 
3.2.5 

 
3.2.6  

 
 

 
3.3  

  
 

3.4  

1,
2 3 2  

 (3) 3  

3  



 

106 

 

 
 

4 Focus group
 

 
1.  

-    
-   2  
-    

2.  
-  
-  2  
-  1  

 
Content Analysis  

 

Input  

4  
1.  
2.  



 

107 

3.  
4.  
 

 
1  

1.1 
 

1.2 

 
1.3 3

  
1.4 

 
 

2.    

 
  

  
  

2   
 



 

108 

2.1  
2.1.1 

(1, 3) 
3

(2) 
2.1.2 

1, 2, 3
1, 2, 3  

2.1.3 

1, 3 2, 3  
2.1.4 

1  (1,2,3) 
2.1.5 3 

1,2,3
1,2,3 1,2) 

2.1.6 
2

1,2  
2.1.7 

 
2.2  

2.2.1 

 
 

3.  
3.1  

-  



 

109 

-
 

3.2 
 

 
4.  

4.1 
 

4.2 
 

4.3 
 

4.4 
 

 



 

110
 

 
 

 
 

 
 

 
 

1.
 

 
 

 
 

 
1.1

 
 

 
 

 
 

 
 

1.2
 

 
 

 
 

 

 

  
 

 
 

 
 

 
 

1.3
 

 
 

 
 

 
  



 

111
 

 
 

 
 

 
 

 
 

2. 
 

 
 

 
 

2.1
 

 
 

 
 

 

 

3 
 

1) 
 

2) 
 

3) 
 

 

2
 

2.1
 

2.2
 

 

2.2

 
 

 
 

 
 

2.3

 
 

  
 

  
 

 



 

112
 

 
 

 
 

 
 

 
 

2.4

 

 

 
  

 
  

 
  

 
 

2.5

 

 
1

 
 

1
 

1
 

 
1

 
 

2.6

 

 
 

 
1.

 
2.

 
3.

 

 
1.

 
2.

 
3.

 

 
 

 
  



 

113
 

 
 

 
 

 
 

 
 

2.7

 

 
 

 
** 

 

 
** 

 
 

** 
 

  

 

 

2.8
 

1
 

 
 

 
  

 
  

1  

3.
 

 
 

 
 

 
 

 



 

114
 

 
 

 
 

 
 

 
 

4.
 

4.1
 

 
 

 
 

 

 
 1) 

  
 2)

 
 

 
 1) 

  
 2)

 
 

 
 1) 

  
 2)

 
 

 
 

 
1)

 
 

 

1)
 

 
2)

6
 

1)
  

2)
6

 
3)

 
  

 

 

 
   1

)
 

 
  2)

 
 



 

115
 

 
 

 
 

 
 

 
 

4.2
 

 

1.
 

2.
 

1.
 

2.
 

1.
 

2.
 

  3)
 

 

4.3
 

 
1.

 
 

1.
 

2.
 

1.
 

2.
 

3.
 

 

    



 

116 

 
 
 

 
2.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  
 
 
 

 

 

 

 
 

 
 

 

 
:  

 

1.  
 

 
 

 

 

 

 

 

 

 

 

 
 

 
 

   



 
5 

 
 

 

  
 

 
1. 

  
:  

 

 
2. :

 

 
3.  (MOU) 

  



 

118 
 

4. 

 
5. 

          

 
6. 

(Focus Group Discussion)

  
 
 
 
 
 
 
 
 

 
 
 
 
 
 

 

 
1 2 3 

   

 

 

 

 
 

 

  
 

   



 

119 
 

1 
(Under local government )

 
2 

Partially independent organization 

 
3

Absolutely independent organization 
 

1)  

 
2)  

 
4



 

120 
 

 
 

  
 

 

 
1) 

  
2) 

   
3)  
4)  
5) 

 
 

 

 
1)  

- 

 
 
 
 
 



 

121 
 

2)  
- Social Capital) 

 

 
-  

 
- 

 
- 

 
- 

 
- 

 



 

122 
 

- 

 
- 

 
- 

 

 
- 

 
 

3)  
- 

 

 
4)  

- 
5 

 
(1) 

  



 

123 
 

(2) 
   

(3) 
 

(4)  
(5) 

 
 

 
 

 

Proactive Consumer Protection) 

 



 

124 
 

1. 

  
2. 

 
3. 

 
4. 

 
5. 

 
 
 
 
 
 
 
 
 



 

125 
 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 



 

126 
 

 
 

 . 2547 . 
. ,  . 

23 2547
 

  
 

  
2522. 

http://library.hsri.or.th/abs/res/hs 1193t.doc 
2550 61 28 2553

http://www.parliament.go.th/parcy/sapa_db/sapa -upload/ -
_cons.pdf 

 2540 pr@parliament.go.th 
 2550 pr@parliament.go.th 

 ,     .  
  57  2540.

:  
 

.
:

 
  .  

  2540 .
 

 
 



 

127 
 

 
 

 

 
 

 
 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
129 

 

 

19 2551  

 

 



 
130 

 

 

5 2551 

 

 



 
131 

 

 

MOU  
29 2551 

 

MOU  

 



 
132 

 

 

 

 



 
133 

 

 

 

 
 



 
134 

 

 
 
 
 

 
 

 

 

 
 

1  



 
135 

 

  
 

  
1.

 
2.   

 
2  

1.
 

2.
 

 
3.

 
4. 

 
 

29 2551  
 
 
 
 
 
 
 



 
136 

 

 
   

 
                                 

                                       
 

....  ....   
      

                 
              

 
.. ...   ....

     
   

     
 

.... .... 
     

             
    

 
 



 
137

 
 

1 
 

 

 
 

 
 

(
 

  
 

 
  

1       

 
     

 

  

 
53 

- 
54 

10,
000

 
(

 
 

  
 

 
 

 
 

2         

 
  

   
    

 

  
15 

 

53 
- 

54 
15,

000
 

(
 

    
 

          

3   
 

"
" 

 

 "
 

" 
12 

 
  

53 
- 

54 
1,0

00 
(

 

 

  
  

   



 
138

 
 

2 
 

 

 
 

 
 

(
 

  
 

 
  

1          

 
   

 

 
  

 

2 
 

53 
- 

54 
10,

000
 

(
 

  
 

 
 

 
  

2  
 

 

  
53 

- 
54 

50,
000

 
(

  
 

 
 

 
 

 

  

3  
 

  
 

 

 
 

53 
- 

54 
5,0

00 
(

 

  

  
 

  

     



 
139

 
 

3 
 

 
  

 
 

 
 

 
(

 
  

 
 

  
1         

 
      

 
  

50 
 

  

54 
30,

000
 

(
 

 
 

  
 

 
 

 
  

2         

 
  

 
  

 

50 
 

54 
30,

000
 

(
 

 
    

          
    



 
140

 
 

4 
 

 

 
 

 
 

(
 

  
 

 
  

1         

  
     

   
 

  

  
 

    

53 
- 

54 
15,

000
 

(
  

 

     

 
 

 
  

2         

 
 

 
 

 

 
 

  

53 
- 

54 
10,

000
 

(
  

 

  
  

          
3  

 
 

 
 

 

53 
- 

54 
10,

000
 

(
  

 

 
 

 

 

   



 
141

 
 

5 
 

 

 
 

 
 

(
 

  
 

 
  

1           

 
 

 
      

 
53 

- 
54 

4,0
00 

(
  

 
 

 
  

  
 

 
 

 
  

  

     



 
142 

 

 
 

1  
1  

 
 

 
         

  
 
 

  
 ......... .............................................................................. 

  
......... ........................................................... 

 ......... .............................................. ............. 
5 (  
       
      
    
      
      
      
      

     
      
     
      
      

(    )            



 
143 

 

6. 5
 

      
       
      
      
      
      
      

     
      
     
      
      

(    )            
        
7  
8

 
9

... .  
 

 
 

 
 
 



 
144 

 

 

 
 
 

 

 
 

 

 

 

 
 

 
 

          

 
 
 
 

 



 
145 

 

2  
 

 

... 
 

3 
 

 1-5 
 

  =   
2   =   
3   =    
4   =   
5   =   

 
 

 
 

 
 

 
 

     

 

3 5 4 1 4 3 5 

 
 
 



 
146 

 

 
 

 
 

       
        
        
        
        
        
        
        

8.        
9.        
10.        

 
 

  

 
  
  
  
  
  
  
 7    



 
147 

 

 
 

   

 
 

  
  3, 5 

 
 

 

   
  

 
 

 

  
 
 

 

  
 
 

 

  
 
 

 

  
 
 

 

  
 
 

 



 
148 

 

   
  

 
 

 

  
 
 

 

  
 
 

 

  
 
 

 

 
 

 
 

  
  
  
  
  
  
 7    

 
 
 



 
149 

 

 
 

   
 

 

   
  
  

1 
 

5,6 
 

 
 

   
  

 
 

 

  
 
 

 

  
 
 

 

  
 
 

 

5.  
 
 

 

 
 
 



 
150 

 

 
 

  
 

 
...  

 
 

 

.. .................................... 
 

 
...  

 
 

 

.. .................................... 

 

 
...  

 
 

 

.. .................................... 
 

 
...  

 
 

 

.. .................................... 
 

 
...  

 
 

 

.. .................................... 
 
 



 
151 

 

4  

 

 
 

 

 
 
 
 
 
 

 
3.  

 
 
 
 
 

 
4.  

 
 
 
 
 



 
152 

 

 
1.  

1) ............................................................. ................. 
2) ............................................................. ................. 
3) ............................................................. ................. 
4) ............................................................. ................. 
5) ............................................................. ................. 

2.  
1) ............................................................. ....................... 
2) ............................................................. ....................... 
3) ............................................................. ......................... 
4) ............................................................. ....................... 
5) ............................................................. ....................... 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
153 

 

Mind Map Focus group discussion 
 1 2554 

 



161 

 

 
 
 

-      
  5210720020 

 
 

                      2546 
 

 
  

2552 
 

2553 
 
 
 


