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Marketing Strategies for Promoting Organic Commmunity Products:
A Case Study of Agricultural Product Management Learning Center
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Abstract: The objectives of this research were to study the demographic characteristics that affect
the purchasing decision of organic agricultural products among consumers and to examine the
marketing strategies that affect the purchasing decision of organic agricultural products among
consumers in Chiang Rai province. The data was collected from 400 consumers at the Agricultural
Product Management Learning Center (Farmers' Market) in Chiang Rai province using a questionnaire.
The research found that the demographic factors affecting the purchasing decision of organic
agricultural products among consumers include age, education level, occupation, and average
monthly income. Moreover, the marketing strategies affecting the purchasing decision of organic
agricultural products among consumers consist of five aspects, namely Process (PRC), Product (PRD),
Promotion (PSE), Physical evidence (PMT), and People (PEP). The research also developed a
predictive equation for the purchasing decision of organic agricultural products among consumers,
which is Y = 1.14 + 0.32 (PRC) + 0.15 (PRD) + 0.10 (PMT) + 0.07 (PSE) + 0.04 (PEP). The research
findings will befenfitfarmers who produce organic products, providing them with production and
development guidelines that are aligned with consumer needs. This will facilitate sustainable
income generation for the farmers.
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Problem condition

- loss of product sales.

- Limited distribution
channels,

- Revenue falls below cost

Demographic factors
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Figure 1. Conceptual framework for research
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Figure 2. Marketing Mix Strategies
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Figure 3. Information on marketing strategies that affect consumers' decision to buy organic

products in Chiang Rai province
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Table 1. Showing the results of testing differences in gender demographic characteristics affecting

the decision to buy organic products

Decision to buy organic

agricultural products Gender N X S.D. t df P-value
Gender Male 163 380 0.477 -0.723 398.00 0.470
Female 237 383 0.460

*Statistically significant at the level 0.05
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Table 2. Shows the results of the test for differences in demographic characteristics that affect

the decision to buy organic products

Decision to buy

organic agricultural Predictor ss of MS F-ratio P-
products value
Age Between groups 272 4.00  0.679 3.182 0.014%
Within groups 84.33 395.00 0.213
Between groups 0.07 200  0.035 0.160 0.852
Status

Within groups

86.98 397.00 0.219

) Between groups
Education level o
Within groups

1.43 200 0.718 3.331 0.037*
85.61 397.00 0.216

) Between groups 3.72 6.00 0.621 2.928 0.008**
Occupation o
Within groups 83.32  393.00 0.212
Average monthly Between groups 4.06 400 1.017 4.840 0.001**

income Within groups

82.98 395.00 0.210

*Statistically significant at the level 0.05
**Statistically significant at the level 0.01
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Table 3. Shows equations for forecasting marketing strategies that affect consumers' decision to

buy products

Number Predictor R R? Adjusted R  Percentage
1 process 0.64 0.42 0.40 42.00
2 process and product 0.68 0.46 0.46 46.00
3 process, physical and product 0.69 0.47 0.47 47.00
4 process, physical, product 0.70 0.48 0.48 48.00
and promotion
5 process, physical, product, 0.70 0.49 0.49 49.00

marketing, promotion and

people
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Figure 4. Chiang Rai organic market activity
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