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Model of the developing for Sticky rice in bamboo business to promote Tourism

in Nakhon Pathom Province
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Abstract

The objective of this research is to propose the model of the developing for Sticky rice in
bamboo to the Tourism Authority of the province of Nakhon Pathom.

The researcher collected the sample of 509 people with the two-stages sampling by the
questionnaire which had passed the Validity and Reliability Test already. It is analyzed by the second
order factor analysis.

From the result of the analysis, we found that the developing for Sticky rice in bamboo for the
tourism of Nakhon Pathom Province is affected by the 7 mixtures of marketing statistically. When we
compared the degrees of factor analysis, we found that the three highest degrees of factors which affect
the developing are person, price and process. They have high degree of factors as 0.86, 0.85 and 0.79
respectively. They also have forecasting degree (Rz) as 70, 69 and 53 respectively.

KEYWORDS: Sticky rice in bamboo / The Second order factor Analysis
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