UNANELD

M5IdBIFes mIwuInagnsnsaeansnisnaauazaduiLileduiadeuninudeanis
wdnSauminunsiiiuiinsdedunndouvenguiuilan finguszasdifieAnuaniunisainain waz
Haduiiinasdonginssunisuilaandnsusinunsiiduinsdeduanden Wauinagninisdons
MInaALAzFULUURTAUMEAn AT sTliulinsdedunnden wazifliovnuuimanazdeiaue
Beulevrglumsysannsnalnmsdidunulidifunmsdidunisvesniadausing 9 TagSusui
AR wATBUNIEIUTEAT FiN

suifouiside wuandu 2 sver seeed 1 6un nMslnseianunsainan wagngingsu
AUSLAA AI8UITBLUUNANNAIY (Mixed Methods Research) n153381@4A A1 (Qualitative
Research) eN15dUAIBalAeEN (in-depth Interview) iU ¥nT91A15 Wnn1saana g3ndinuney
NYATNT WaHUILAA 911U 28 AU FIUAU NTIT81TIUTUM (Quantitative Research) lagldns
Feilsd1379 (Survey Research) iudoyalaslduuvaounudsiuilnafinedonansusinumsiidu
fnssodawandon Ao fn lulwangammamiuas $1uau 400 feg szewdl 2 WWunsiamnagns
MsAeansmsmanLazaTALALieTuIRdsunNFRsINER ST wasidulinsrodanndenves
nauiuslaa femsdndssrudaufoRnsnngudideg 1w 2 adt adusndunmsiuuina

gns warassiiaendunisimanisiauinagvsaananludnauesednidiulddaudsiioniuug
NMSTULATDULHUNALNSAINAT

nanTideluszazusn wuin sanawdnfasinuasiiduinsdedunndenlduanuden
snFuanguilaadienszuaguain daunginssuduilng anmnsouts 3 nau (1) naudaseny
yhormsmuesnile Minessunialunisusseims dednessuniinduaias 2-3 st asaas 500
um fmnuinadessens uasmsiufioguam drmuadfiadedademafuaandonlusedu
uniganelafuesAuszneudiunamsiuNnaIn (2) nguAuENynny o1gindsogseming 20-40
Uil T5ele 25000-40000 vwseieu uiadunguiinegendefuaiiviensseuddslsifiyms uaz
nquiiinegerduauies deuniuevnsueniiu denessunia 1-2 adsedani adsay 100-300
U fanuiiaEesanse s wagmsiuiiloguan Sauadfiddetadenisiudanndesluseiu
Uhunans wag (3) ngumseunda flengindssening 31-50 U 1uidrvesgsfivdiuda wasduudv
ﬁauu'mﬁ’]mmimmaqﬁﬁf]uwﬂfa M%@ﬁﬂwﬁaﬁwqm%@ﬁﬂaaﬂmﬁﬂ 2-3 adagteduni adsay
111171 500 v TWauddufunisiuiienmdneel dndnuaivesnuessedinudile wazley
arddnsensidulinsdedaanden

wansideluszesd 2 msiauununagrdnsdomsnisnain laeduunda Ao Heart to
Health wandlsifusnisdsioded q anausslaguandgunmesiuilng wasutstiutuausous
iielsidsruuardsnndenanunsasssegseluagnadaiu lnsnsaumusznause 3 dnldud (1) Je
nauNYnINs videan i ielviaudugusy uavannsadnieldine (2) dlaununiuuudn From



Heart to Health fia 9nlagusugaunimvesnu iedebiiununddanawinisugnaundndudud
NEATIENTUSLAADMSINEALAZUAN (3) LATEIMUNETUTERNATIIUNTHAR

mmmm@mﬂanmmmwwuﬂumiaiwmwaﬂwm (Branding) W1unagns 4p
(Product, Price, Place, Promotion) uazmsitmuitesmensaeans suneulunsasansulsesniiu
4 syuy laun ai’mmiiuguaz Iiﬁm’mg (Awareness Knowledge) N15#W315841 (Consideration)
nszaulvusinainawaula n1sasanisiidiusiu (Engagement) Asewies (Advocacy) Waiw
asAusieveludesnfivainvans

ogslsAmunilenazlsiAnaudisalunmsduindeunsnaninunsduvsd ilelannns
wanTiduiinseduinden iInwnsnsdosnsmaiamLinvglunisdeans msduasumssunguyuyy
\NBATNT wazmstiemdoninniasludrvenisdamituilunisue asinsaineeuduiug
ssninunsgranuazguslaaliaunsofndedulalaglidesiiuniod 1uddinans el
mMsmanairuseLilesdsdusioly

[

AdAy N1sAeansnisnatauazasduan Kandusinuesiidulinsiedainden Aninunsdunse



Abstract

The study titled “Marketing Communications and Brand Strategy Development to
Promote Environmentally Friendly Agricultural Products to Consumers” is designed with the
objective to study the market situation and factors influencing the consumption of
environmentally friendly agricultural products. The goal is to develop a marketing
communications and brand strategy platform for agricultural products that are
environmentally friendly. The aim is to support the policy fostering integration of the effort

from relevant organizations to support organic farming starting with vegetables.

The research is divided into two phases. The first phase is the analysis of market
situation and consumer behavior using the mixed methods research methodology. This
includes a qualitative research that collected data using the in-depth interview method to
collect data from academics, marketers, distributors, farmers, and consumers. The total
number of respondents was 28. The quantitative research utilized the survey data collection
method. The sample was drawn from consumers who consumed agricultural products that
were environmentally friendly in Bangkok. The number of respondents was 400. In the second
phase data was collected from 2 public hearings. The first was conducted to develop the
marketing communications and branding strategy. The second was the presentation of the

marketing communications and branding strategy to the stakeholders and farmers.

Data from the first phase revealed that the target consumer can be divided into
three groups. The first group are the elderly who cook all of their meals, purchase organic
vegetables 2 — 3 times per week at about 500 baht per time. They are concerned about the
nutrition value and consume food that is good for their health. They are most positive towards
saving the environment. They are content with the current marketing mix for organic
vegetables. The second group are those who have just started building their career aged from
20 - 40 years with income from 25,000 — 40,000 baht per month. They tend to live in small
families with their spouse or alone. This group often eats out and purchases organic vegetables
1 — 2 times per week at 100 — 300 baht per time. They are concerned about the nutrition
value and consume food that is good for their health. They are moderately concerned about
the environment. The third group include families aged from 31 — 50 years old. They are
mostly business owners and housewives. They tend to cook all of their meals and buy organic
vegetables 2- 3 times per week at more than 500 baht. They give importance to their own

image and social acceptance followed by the environment accordingly.

The second phase of the research yielded the creation of From Heart to Health
platform, which is defined as the sharing of goodness from farmers to consumers encouraging

sustainability. The name of the individual brand would derive from the name of the farmers



group, the term Care Doctor, and location. This would enable the platform to be adapted by
farmers. The marketing mix (Product, Price, Place, and Promotion) was also developed. The
marketing communications strategy was developed into four phases namely
awareness/knowledge, consideration, engagement, and advocacy. The aim is to integrate the

use of multiple channels for sales and communications.

In order to ensure the success of this drive to encourage organic farmers for a
sustainable environment, the farmers need to learn more about communications. They must
form groups in order to seek support from the government in order to expand their
distribution. In addition fostering communications among farmers together with consumers
would generate sales without passing through the middleman. This would eventually develop

sustainability in the long term.
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