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ABSTRACT
The One Tambon One Product (OTOP) campaign was launched in 2001 by the former Thai Prime Minister, Thaksin Shinawatra, who assumed power in April 2001 and was kicked out of office by an anti-corruption street campaign in early April 2006. The OTOP aimed to bring about employment opportunities and income generation by employing local resources and indigenous wisdom, and further to the effect that it helps conserve their respective cultural heritages and develop human resources, holding back the rural-urban migration to ease the increasingly deteriorated urban population pressure and to secure balanced social and economic development between the rural and the urban areas.

Following a general description of the OTOP movement in Thailand, this research mainly focuses on the considerable achievement of the OTOP campaign in Chiang Rai, the northernmost province of Thailand, where there are diversified local resources and indigenous cultures and traditions, including a large population of diverse hilltribe ethnic groups. It recognizes that most of the OTOP products produced in the province marked strong traits of local traditions and has been widely accepted both at home and abroad. However, the author also argues that, based on the findings of long-term field studies, the Thai OTOP movement is far less being a successful story in rural development practice.

INTRODUCTION 
Thailand is experiencing an overwhelming movement of One Tambon One Product (OTOP) campaign around the whole country since the former Prime Minster Thaksin Shinawatra came into power at his first term in 2001. Under the OTOP initiative, each of the over 7,000 Tambon (sub-districts) of the kingdom is encouraged to exploit its own cultural and economic potentials to produce specialty products and then the local government selects the most qualified category from each Tambon to identify it as its OTOP product. The government plays a supporting role, assisting on supply chain issues, giving advice, networking, and opening up new markets for the OTOP products. The basic idea of OTOP scheme is to have each Tambon concentrate on one certain type of product which is best suited to produce in the certain sub-district.
So far the Thai OTOP movement has drawn wide attentions and has also been a controversial scheme. Many observers both at home and abroad highly appraised the Thai OTOP scheme. They believe that Thaksin’s OTOP movement should be counted as one of the most successful story in the practice of rural development and poverty alleviation at the grassroots level, while others argue that Thaksin’s OTOP Scheme is not in long run. These plans explicitly please the mass in a short run only for votes in parliamentary election. Reviewing the result of the snap election held on April 2, 2006, Thaksin’s OTOP scheme, among other rural development plans, has obtained and is still obtaining great support from the rural grassroots, especially in the north and northeast provinces.
This research is conducted under the theory of rural development studies, with focus on populous participation and local resources mobilization, especially human resources development. Thus, the hypothesis is that a successful story of the OTOP scheme depends on reliable local resources, indigenous cultures and wisdoms, local talents and skills, ready (or potential) market for products, aggressive core of producers, and convergence of government services as well. Following a general description and evaluation of Thai national OTOP movement based on the previous literatures, this research focuses on the OTOP campaign in Chiang Rai Province, and has mainly been conducted in an empirical methodology, with specific technical methods of government documents review, field observation and interview. In order to better implement these methods and secure the first-hand information, the author spent most of the nine-month grant period in the selected rural communities in Chiang Rai province.

WHAT IS OTOP (OVOP)?
The One Village One Product (OVOP) was first initiated in 1979 by Governor Morihiko Hiramatsu of Oita Prefecture in Japan as a new approach of rural economic development practice, which developed into a form of local population’s participation in the regional development, particularly for tourism and for advancing national “brands”. The basic concept of OVOP is to create income for local communities by developing and marketing products made in each village from local resources and Indigenous wisdom or expertise, with its principal objective to develop income generation and improve local life by mobilizing local resources and indigenous wisdom, and eventually developing human resources. The OVOP Movement has three basic principles in its philosophy, respectively, 1) think globally and act locally; 2) self-reliance and creativity; and 3) human resources development as well. (Hiramatsu, 2001) 

The successful OVOP performance of Oita Prefecture in Japan inspired other countries in the world to adopt the concept as a new and effective approach of rural development and poverty alleviation. A variety of OVOP programs have widely been established in Thailand, Vietnam, Cambodia, Pakistan, India, Bangladesh, Indonesia and Sri Lanka, among which Thai OTOP movement attracted widest attentions from the world and is a priority program of the present Prime Minister Thaksin Shinawatra to promote entrepreneurship and create employment opportunities in the rural areas around the whole country.
THAI OTOP CAMPAIGN IN NATIONWIDE SCOPE

Greatly derived from the OVOP project as the brainchild of Governor Morihiko Hiramatsu of Oita Prefecture in Japan, the former Thai Prime Minister Thaksin launched the nationwide OTOP campaign in October 2001. The primary objective of the Thai OTOP scheme is to promote cottage industries as well as Small and Medium-sized Enterprises (SMEs), and in turn, create sustainable employment opportunities and income generation for the rural population of Thailand. The fundamental point of Thai OTOP scheme is that the production must be based on local resources and indigenous technologies. Thaksin administration thus helps develop production in the rural sector and strengthen community economies by linking the processing of agricultural produce with the OTOP project. A one-million-baht Village and Community Fund was established nationwide in each Mubaan (village group) to serve as a revolving loan facility for the long-term local investments and income creation in rural areas at community levels. (Thaksin, 2001)

The Thai OTOP program is nationwide in scope, covering nearly all of Thailand’s over 7,000 sub-districts. It offers a comprehensive assistance package through a convergence of services from Thai National OTOP Committee and its sub-committees to each of the local governments at various levels, and the private sector as well. Their assistance ranges from skills and entrepreneurial training to product design, quality improvement, appropriate technologies as well as distribution and marketing. Through OTOP scheme, local chief executives of each province and municipality are responsible for taking the lead in identifying, developing, and promoting a specific product or service which has a competitive advantage. The OTOP scheme supports local SMEs, community-based cooperatives and household-based cottage industries to manufacture, offer, and market distinctive products or services through the use of indigenous raw materials and local skills and talents. 
Generally, Thaksin administration has reached fruitful achievement in its OTOP campaign. For instance, in terms of OTOP product annual sales, the year 2002 reached 10 billion Baht, followed by a doubled number in 2003. According to the Department of Community Development under the Interior Ministry, sales of OTOP products totaled 19.58 billion baht, (below the government's target originally aimed at 20 billion Baht) in the first half of the 2004 fiscal year (October 2003-March 2004). The total OTOP sale for the whole fiscal 2004 was projected to increase to 40 billion baht from 33 billion in fiscal year 2003. As to export value, the OTOP export goods earned over US$900 million in 2004, up 14% from the previous year. Meanwhile, Thaksin Administration continues the drive to promote the OTOP sales with an aim at 35 billion Baht and export value at US$ 1 billion in the fiscal 2005. (TNA, 2005) 
Conclusively, the Successful performance of Thai OTOP campaign attracted wide interest both at home and abroad. For instance, the 2003 APEC Ministerial Meeting held in Chiang Mai, all the Ministers from the APEC member countries recognized that “Thailand's OTOP promotion is a good model and a new approach in rural development that could have application in developing an entrepreneurial society, especially in rural areas.”(APEC: 2003) The APEC leaders have made no secret of their close attention to the structure and function of OTOP, and are watching its ongoing implementation carefully. In fact, local products from communities under the OTOP program do not just mean the product itself but also include the thinking process, services, natural and environmental conservation, lifestyles, tourism, folk-wisdom, culture and tradition and all things regarding the valuable resources of that community. At the author’s interview with the owner of Benjarong Ceramics Plant, a 5-star OTOP producer in Samut Sakorn Province, the manager expressed his opinion on the implication of OTOP movement: First, income increased; second, ideas refreshed. The OTOP movement brought about a brand-new idea to the local population of commercial economy instead of the tradition self-sufficient agricultural economy.
OTOP CAMPAIGN IN CHIANG RAI PROVINCE

1. Background of the Selected Case Province

Located in the northernmost of the Kingdom with Mekong River making its borders with Lao PDR to the north and northeast, and Myanmar to the west, Chiang Rai Province covers some 11,678 square kilometers with a total population of 1.23 million. Its provincial capital, Chiang Rai City, is 829 kilometers from Bangkok, or around 180 kilometers from Chiang Mai City. The province contains Thailand's northernmost point at Amphoe Mae Sai which is well known for its crisp mountain scenery. Chiang Rai is also widely known for its mysterious landscape and the various hilltribe ethnic groups with their unique traditions and wisdoms. The author thus chose Chiang Rai province as the field research site.
Chaired by the provincial governor, the Chiang Rai OTOP movement is implemented with the Department of Community Development of the Provincial Government taking the leading role and building an provincial OTOP Sub-committee Office at the Department in coordination of National OTOP Committee, which is composed of members from a variety of provincial administrative agencies. The major tasks of the committee are divided into three sections: Section one is responsible for OTOP production, with the chief of Provincial Agricultural Cooperation Office as sub-chairman; Section two is in charge of sales and marketing under the leadership of the head of Provincial Commercial Department; and the third section chaired by the chief of the Provincial Industrial Department dealing with monitoring the whole process of OTOP campaign of the province. Since the OTOP campaign was launched in late 2001 in the province, it has obtained wide assistance from the associated provincial government agencies, private sectors and local training institutions as well.

2. General Situation of OTOP Scheme in Fiscal Year 2004

In 2004, Chiang Rai Provincial OTOP Committee established 23 consulting agencies offering instructing service for the OTOP producers within the province. Among the 23 agencies, one is located in Amphoe Muang (municipal district) of Chiang Rai and is responsible for the OTOP producers within the district; 18 agencies are respectively located in the respective 18 districts of the province while the other 4 agencies are respectively located in Mae Fah Luang University, Chiang Rai Rajabhat University, Chiang Rai Vocational Training Institute, and Chiang Rai Agro-technical College. As the Provincial OTOP Committee estimated, there were annually 500 to 600 OTOP producers visited the consulting agencies in the diverse districts of the province while their issues focuses on sales, marketing, packaging and manufacturing skills. In response to these issues, the Provincial OTOP Committee has arranged technical training courses for the producers, specifically, two training courses in Mae Fah Luang University with total trainees of 85 producers and another 3 training courses in Chiang Rai Rajabhat University with a total number of 135 trainees. (DCPCR, 2005)

The Provincial OTOP Committee also organized a variety of OTOP fairs and champion products selections which requested each district to choose 40 products for provincial selection, and then submit the products of high quality to National OTOP Committee for National Champion selection. In 2003, there were 467 products having been chosen for provincial selection and quite a number of products have been selected as provincial or regional OTOP products by star classification. At Chiang Rai Provincial level, there were 247 two-star products, 73 three-star products, 104 four-star products and 43 five-star products, while at the northern regional level, there were 69 three-star products, 66 four-star products and 36 five-star products. Among the OTOP products of Chiang Rai Province, the two most outstanding ones are, namely, Gaoshan (Montane) Tea produced in Tambon Mae Salong of Amphoe Mae Fah Luang, and herbal product produced in Amphoe Wiang Pa Pao of the province. In 2004, the Provincial OTOP Committee has selected 818 products for National OTOP Champion selection, among which the 154 items have been selected as National OTOP products under varied classifications from three-stars to five stars. (DCPCR, 2005)
The total annul sales of OTOP campaign products in Chiang Rai Province witnessed an excess over the estimated target. In the 2004 fiscal year (Oct. 2003—Sep. 2004), the sales target of the provincial OTOP Committee aimed at 1.50 billion Baht while the actual sales reached 1.78 billion Baht, with excessive sales of more than 277 million Baht. The Committee has established an even higher sales target for 2005 fiscal year (Oct. 2004—Sep. 2005) of 2.254 billion Baht while the actual sales in the first period from October 2004 to February 2005 amounted to 626.50 Baht. (DCPCR, 2005)
Further, the Provincial Committee has established a variety of OTOP producers’ networks by product categories, enabling the OTOP producers of the same category to share information and exchange experience in product designing, manufacturing, packaging and marketing. 

Currently, there are 132 cottage enterprises and community cooperatives applying to the Provincial OTOP Committee for the latest round of OTOP product selection, among which 65 items have been granted official approval and the other 67 items are under screening process. (DCPCR, 2005)
3. Case Study: OTOP Programs at Tambon Bandu

As the title of OTOP scheme shows, the lowest administrative body of Thailand, Tambon (or sub-district), plays a key part in Thai OTOP movement, connecting the government agencies with individual producers at grassroots level. It is therefore of primary importance to conduct a case study of the OTOP movement at Tambon level. The author hence selected Tambon Bandu as the case site.

Location: Tambon Bandu (or Bandu Sub-district) is under Amphoe Muang of Chiang Rai Province. Its Tambon Administration Office (TAO) is located along Chiang Rai—Mae Sai National Highway, 10 kilometers from the downtown Chiang Rai.

Basic Data: Tambon Bandu covers 19 Muban (village groups), comprising of 5,508 households, with a total population of 14,045 heads. The traditional agricultural products of the population in the Tambon include rice, bean, maize, lychee, longan, pineapple and vegetables.  The major income resources include cash crops, household-based retail sales, house rent, and monthly-paid wage labors while its per capita annul income reached 55,000 Baht in fiscal 2004. (Bandu TAO, 2005)
OTOP Activities: The TAO of Bandu Sub-district set up an OTOP promoting Office and Miss Vanida Choosamay is responsible for OTOP movement in the 19 villages under Bandu Sub-district. As Miss Vanida Choosamay stated, of the population in Tambon Bandu, the majority is engaged in agricultural sector as their main economic activities, and household-based handicraft production and wage employment as secondary sources of income generation. The Tambon Bandu has launched OTOP campaign in early 2002. Now as many as 12 producers with more than 20 types of products have been registered as OTOP product application at the Tambon level, including, by category, food processing products, handicrafts, dresses, herbal products, and alcohol drinks. However, only two of these producers meet the qualification standard for provincial OTOP products and have been supported by the Provincial OTOP Committee in product designing, packaging and marketing. These two producers that have been granted certificates of OTOP products by the Provincial OTOP Committed are, namely, Lanngounlanthong leave-made Handicrafts and Kunrin 18 Local Food Alcohol.

3.1 Lanngounlanthong Leave-made Handicrafts
Location: Lanngounlanthong Leave-made Product is located at Muban Kuaken, Tambon Bandu, Amphoe Muang of Chiang Rai Province. 
OTOP Activities: Under the leadership of Mr. Bunla Chakamben, this group was originated from a small household-based unprofessional handicraft producer which has been producing its traditional products for several years. It produces toy animal handcrafts such as beetles and bugs, and Kuaisalak (traditional Lanna Budda image). On February 2nd 2002, it was formally chosen as a Village-based OTOP producer, with a total staff of 26 members. Chiang Rai Municipal Government provided supportive assistance to the group in terms of quality improvement and marketing.  Leave materials, mostly Lanngoun (golden leave) and Lanthong (silver leave) are not indigenous materials. They purchase the materials from other provinces of Thailand. They buy the dried leaves and then made their leave handcrafts from these raw materials. The prices of their ready-made products remarkably vary, ranging from 5 Baht to thousands of Baht, depending on a variety of manufacturing process. The finished products include toy insects, beetles, flowers, rice spike and as well as some big animals. The products are sold at small handicrafts stores around the whole countries; they also offer telephone order service. 

So far the Lanngounlanthong Leave-made handicrafts have been widely accepted and obtained high reputation in the country. In 1999, the producer was granted Golden Medal of Product Designing Prize by the Department of Industrial Promotion, Ministry of Industry. Later on, it was granted Certificate of OTOP three-star products approved at Chiang Rai Provincial level in July 2003, and consequently granted Certificate of OTOP three-star Product at Northern Thailand Regional level in November 2003 and Certificate of OTOP three-star product at National level in 2004 as well.

3.2 Kunrin 18 Local Food Alcohol

Location: Kunrin 18 Local Food Alcohol Plant is located in Pongprabat Village, Tambon Bandu, Amphoe Muang of Chiang Rai Province.

OTOP Activities: This group had originally three staff members respectively from three households, and all of them are Pongprabat villagers. Mr. Teeraphat Wareerat is the chairman of the group. They inputted 150 thousand Baht as start-up cost, and produced food alcohol under the brand name of “Kunrin 18”, which was officially granted business license on June 23rd 2003. This food alcohol plant has a total area of 3 Rai, with several divided spaces for various use of alcohol processing. The food alcohol products sell 40 Baht/bottle for wholesale price and 45 Baht for retail in the local markets. The products are sold at stores in the village and at the local market in Tambon Bandu. The producer was granted Certificate of OTOP 4-star product in 2004 by Chiang Rai Provincial OTOP Committee. The total sales in 2004 reached 241,220 Baht among which gross profit was around 6,089 Baht.
Conclusively, these two groups are well organized with assistance from Chiang Rai Provincial OTOP Sub-committee and have reached ever higher sales value since they participated in OTOP campaign. However, they still face serious issues such as poor production facilities, low qualification, insufficient raw material and lack of skilled human resources.

A CONCLUSIVE REMARK

So far the Thai OTOP program helped promote sales for a great number of Thai OTOP producers, including rural SMEs, community cooperatives and household owner around the whole country. Thaksin Government had made the OTOP program one of its main approaches to help the poor in the tambons. However, it is clear that the OTOP project is far less encouraging than the government advocated. The OTOP movement still encounters a number of issues. As observers pointed out, the Thai government is laying out the first fruits of a high-profile economic program to help villages, a key pledge that helped it win office in 2001, but the sustainability and the quality of its benefits bear close watching. (Marwaan, 2002) The author argues that the Thai OTOP movement has some fundamental issues as followings:
First of all, the Thai OTOP movement failed to follow the basic concept and objectives of this new rural development approach. The findings of the case studies show, the raw materials of some OTOP programs, Kunrin 18 Local Food Alcohol for instance, are not locally produced as the basic requirement for an OTOP program. Instead, they purchased the raw materials or semi-manufactured goods from outside market, which might make the program fragile in resources mobilization and more easily be struck by the possible fluctuation of the raw material prices at the outside market. Further, the local government OTOP agencies have not been following another basic requirement of the OTOP initiative as the title indicated, One Tambon One Product. Instead, the common case around the whole countries is that this movement was misled into One Tambon Various Products. As the case of Tambon Bandu displays its dilemma in choosing various products and a number of producers for OTOP movement, this might lead to severe overlap of OTOP products and competition among the products, instead of bringing about convergence of government services to a certain type of OTOP products.
Another serious point is that the governments at all levels hanker for a variety of OTOP fairs and exhibitions around the whole country, instead of providing substantial service to OTOP producers at the grassroots level. The local government agencies would prefer to inviting the exiting successful producers to participate in OTOP scheme in order to obtain a higher sales records rather than providing continuing assistance to those at a poorer status. As an OTOP producer says, “I’m not sure that OTOP really wants to help poor people. I’ve ended up where I started and now I don’t care whether I’m in OTOP or not.” (Bob kimmins, 2005)
Also at issue is that the Thai OTOP scheme fails to meet its primary aim: to create sufficient jobs in the rural economy to achieve dramatic reduction of seasonal rural-urban migration. The OTOP movement thus has little implication both in capacity building in the rural areas and in effort to relieve the increasingly stressed urban population pressure. 
The OTOP movement is again in uncertainty after Thaksin resigned the position of Prime Minister in early April 2006. 
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GLOSSARY

1 Dollar        : 40 Baht

1 Rai           : 0.16 hectare

Amphoe       : District

Baan          : Village

Changwat      : Province

Mubaan       : Village Group

OTOP        : One Tambon One Product
SMEs         : Small and Medium-sized Enterprises
Tambon       : Sub-district

TAO          : Tambon Administrative Office
