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Economic Value Creation of Agricultural Products:

A Case Study of Garlic Farmer Groups in Fang District, Chiang Mai Province
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Abstract: This research employs a mixed-methods approach, combining qualitative and quantitative
methodologies. The objectives were 1) to investigate the agricultural production management of garlic
farmers in Fang district, Chiang Mai province; 2) to examine consumer behavior in garlic purchasing;
and 3) to develop value-added processed agricultural products to enhance economic value. A
purposive sampling method was used to select 15 representatives from local garlic farmer groups as
key informants. Data were collected through semi-structured interviews and focus group discussions.
Content analysis was employed for qualitative data. Quantitative data were gathered from a sample
of 326 garlic product consumers using questionnaires and analyzed using descriptive statistics. The
findings reveal that: 1) regarding production management, farmers engage in planning for seed
resources but lack formal planning for labor, marketing, and finance, 2) regarding consumer purchasing
behavior, Thai garlic varieties are preferred, typically purchased in 100-gram quantities at markets, with
prices below 60 baht per kg, driven by perceived health benefits. Packaging was identified as the most
significant factor in creating added value, followed by service, branding, and product attributes,
respectively; and 3) value-added garlic products, specifically honey-pickled garlic and garlic confit
were developed based on consumer demand analysis and the local farmers' capabilities.
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Agricultural Management Factors

SWOT Analysis of Community Potential

Consumer Behavior Factors

Who, What, Why, Where, When, How, Whom

Development of Community-Based

Agricultural Processed Products to
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Create Added Economic Value

Economic Value Creation Factors

Product, Service, Packaging, Branding

Figure 1. Research framework
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Table 1. Purchasing and consumption behavior of garlic products (n = 326)
Purchasing and consumption behavior of garlic products Number Percentage
1. Quantity of garlic purchased per transaction

Less than 100 grams 24 7.36
100 grams 212 65.03
200 - 300 grams 65 19.94
500 grams 43 13.19
More than 1 kilogram 101 30.98
2. Consumed garlic varieties
Thai garlic 241 71.30
Chinese garlic 97 28.70
Cambodia garlic
Myanmar garlic
3. Reasons for purchasing or consuming garlic
Benefit 268 82.21
Cooking 219 67.18
Low price 156 47.85
Side dish 20 6.13
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Purchasing and consumption behavior of garlic products Number Percentage
Taste 16 491
Food preservation 14 4.29
Pesticide-free/organic 12 3.68
Size 11 3.37
Cultivate 7 2.15
To garnish 5 1.53
Souvenir 0 0

4. Purchasing location

Local market 263 80.67
Convenience store/nearby store 79 24.23
Department store 27 8.28
Homegrown 24 7.36
Online shopping 3 0.92
5. Purchasing price per kilogram
Below 60 THB 233 71.47
Between 61 — 70 THB 25 7.67
Between 71 - 80 THB 14 4.29
Between 81 — 90 THB 8 2.45
Between 91 - 100 THB 7 2.15
6. Methods of garlic storage
Hanging 149 45.71
Put in a basket 107 32.82
Put in @ mesh bag a7 14.42
Put in a plastic bag 28 8.59
Put in to a refrigerator 25 7.67
7. Types of processed garlic
Dried garlic bunch 244 74.85
Fried garlic 187 57.36
Pickled garlic 89 27.30
Supplement 4 1.23
Crispy roasted garlic 3 0.92
Garlic bread 3 0.92
Ground garlic 2 0.61
Black garlic 2 0.61
Cosmeceutical 0 0
Herbal medicine 0 0

2.3 Yadelunisasneyamiiundnsdoe
NIANE WAAINANISITY A9 Table 2 Wun
Yadelunisasrsyarniundndueinseiioy
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Table 2. Factors contributing to the economic value addition of garlic products

Factors contributing to the economic value addition of garlic products Mean Level S.D.
1. Products
Unique product 3.59 High 0.61
Health-conscious product 3.75 High 0.88
The product is certified 3.66 High 0.75
Thin-skinned, beautifully colored garlic without black spots 391 High 0.53
Consistency of garlic size 3.94 High 0.62
Clean and mold-free 3.88 High 0.55
Average 3.78 High 0.74
2. Services
Accurate product labeling 4.06 High 0.50
Convenient and visible product placement 4.09 High 0.53
Knowledgeable sales staff provide excellent customer service 3.84 High 0.72
Delivery is available 3.72 High 0.68
Average 393 High 0.64
3. Packaging
Environmentally friendly 4.13 High 0.34
Reusable 3.97 High 0.59
Comprehensive product information 3.97 High 0.54
Easy to use, transport, and store 3.88 High 0.75
Beautiful and unique 391 High 0.54
Average 3.97 High 0.57
4. Branding
Logo 3.94 High 0.72
Public Relation 3.69 High 0.78
Personal Selling 3.59 High 0.71
Event marketing 3.66 High 0.70
Exhibitions 3.88 High 0.83
Social Media 4.09 High 0.59
Trial 3.72 High 0.77
Average 3.79 High 0.73

Note: Highest = 4.21 - 5.00, High = 3.41 - 4.20, Moderate = 2.61 - 3.40, Low = 1.81 - 2.60, Lowest = 1.00 - 1.80
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Table 3

Table 3. Ingredients, procedures, and production costs of honey-pickled garlic and garlic confit

First product: Honey-pickled garlic

Second product: Garlic confit

Ingredients: 1 liter of vinegar, 1 liters of water,
1 kilogram of sugar, 2 teaspoons of salt,

2 kilograms of garlic, 1 — 2 teaspoons of honey

Ingredients: 1 liter of sunflower oil,

2 kilograms of garlic, thyme or rosemary, salt, pepper

Steps

1. Add vinegar, water, sugar, and salt to a saucepan.
Bring to a boil, then reduce heat and simmer until
the mixture is clear. Remove from heat and allow
to cool.

2. Peel and rinse the garlic

3. Place the cleaned garlic into the desired pickling jar.
Then, pour the pickling liquid from step 1 over the
garlic.

4. Add 1-2 teaspoons of honey, then seal the
container.

5. Label the packaging and let it pickle for 1-2 weeks

before serving.

Steps

1. Pour the oil into the pot and cook over low heat.

2. Peel and rinse the garlic

3. Add the cleaned garlic to the oil and simmer for 40
minutes to 1 hour.

4. Season with thyme or rosemary, salt, and pepper to
taste.

5. Turn off the heat, let it cool, and transfer to a
container.

6. Label the packaging and it's ready to eat.

Cost per 150-gram jar:
Ingredient cost 18 THB/jar
Packaging cost 10 THB/jar
Total cost 28 THB/jar

Cost per 113-gram jar
Ingredient cost 23.92 THB/jar
Packaging cost 8 THB/jar
Total cost 31.92 THB/jar
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Figure 2. Packaging and branding of processed garlic
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