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Abstract: The objectives of this research were to study 1) opinions about the distribution of
agricultural products, and 2) the satisfaction towards distribution channels through social media,
Facebook fan page of a case study of ABC farms, organic agriculture. The study was mixed - method
research. A purposive random sampling was used to collect the data from 160 satisfaction
questionnaires. Data were analyzed using descriptive statistics. The results showed that consumers
demanded more distribution channels for convenience and enough products to meet their needs.
After adding distribution channels through social media, Facebook fan page, distributing satisfaction
questionnaires were administered, it was found that consumers who answered the satisfaction
questionnaires on distribution through social media had the overall opinions at a high level
(X=3.76, S.D.=0.07), the ordering aspect at a high level (X=3.74, S.0.=0.26), the delivery aspect at a
high level (X=4.32, S.D. =0.27), and the product quality aspect at a moderate level (X=3.21,
S.D.=0.14).
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Table 1. Results of users' satisfaction assessment with social media, Facebook fan pages

Satisfaction X S.D. Level
Satisfaction in order
Answer clearly 4.37 0.48 Very satisfied
Quick response 3.64 0.71 Very satisfied
Information from a page 4.67 0.47 Extremely satisfied
Level of frequent purchases 2.35 1.06 Slightly satisfied
Convenient than normal channels 3.68 0.47 Very satisfied
Total mean 3.74 0.26 Very satisfied
Satisfaction in delivery
Fast delivery 4.04 0.77 Very satisfied
Receive complete products 4.99 0.11 Extremely satisfied
Safe product packaging 3.41 0.49 Moderately satisfied
Receive product promptly for use 4.84 0.36 Extremely satisfied
Total mean 4.32 0.27 Very satisfied
Satisfaction in product quality
Products are fresh 4.12 0.32 Very satisfied
Damaged in transit 2.31 0.53 Slightly satisfied
Total mean 3.21 0.14 Moderately satisfied
Overall mean 3.76 0.07 Very satisfied

Remarks: 4.51-5.00 = Extremely satisfied, 3.51-4.50 = Very satisfied, 2.51-3.50 = Moderately

satisfied, 1.51-2.50 = Slightly satisfied, and 1.00-1.51 = The most slightly satisfied
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