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ABSTRACT

Media influences the distribution of information. Online media can help agricultural
products to reach the target consumers directly and can be used as an alternative means
of distribution. Farmers should be encouraged to be interested in brand development and
pay more attention to online communication. This research focuses on branding process
and online communication channels of organic products. Three successful farmers in
3 provinces: Chiang Rai, Nakhon Ratchasima and Ratchaburi provinces were chosen as the
samples. Quantitative data were collected by using questionnaires and in-depth interview
techniques was carried out to obtain qualitative data from the chosen 3 brand owners about
the branding process and online marketing communication. Moreover, 300 consumers of
organic agricultural products were assessed for their satisfaction. Obtained data were
analyzed by using descriptive statistics and content analysis. The results revealed as follows:
1) the branding process of the 3 brands includes 4 similar steps while the products were
different namely: (1) Melon (2) agricultural design by consumers and (3) local plant products
2) in terms of concept and form of communication channels we found that, all 3 brands
focused on the concept of “online to offline”, and having different forms of communication

channels.
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Figure 1 Research framework of branding process and online marketing communication for

organic farming
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Table 1 General information of interviewed consumers

General information Quantity (person) Percent
sex
Male 80 26.7
Female 220 73.3
Age (year)
20 - 30 13 4.3
31 - 40 80 26.7
41 - 50 108 36.0
51 - 60 69 23.0
> 60 30 10.0
Education
Lower than junior high school 18 6.0
Lower secondary school 19 6.3
High school / Vocational 34 113
Diploma 48 16.0
Bachelor 118 39.3
Higher than bachelor’s degree 63 21.0
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Table 2 Percentage of online social media usage habits of consumers of three organic

farming brands

Ozone Farm Farm Fhun Rai Sukphoang Total

Social Media (%) Organic (%) (%) (%)
YouTube 69.27 64.35 74.33 69.32
Facebook 59.32 57.16 58.51 58.33
Line 16.12 22.43 13.45 17.33
Instagram 10.21 11.37 9.43 10.34
Twitter 8.33 8.83 7.65 8.27
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