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ABSTRACT

This research aims to 1) Examine the purchasing behaviours, attitudes, and online media
exposure of Thai consumers toward cricket-based processed products, and 2) Develop a brand identity
and establish content marketing communication guidelines for cricket-based processed products from
the case study farm to align with the behaviours and attitudes of Thai consumers. The study employed a
mixed-methods research approach, incorporating qualitative data through in-depth interviews with
the case study farm's executives and marketers, along with semi-structured interviews with a target
consumer group. Quantitative data were collected via questionnaires to analyse purchasing behaviours
and online media consumption patterns. The findings reveal that key factors influencing purchasing
decisions include hygiene standards, taste, and perceived nutritional value. Regarding media exposure,
the study found that Line and Facebook were the primary platforms among Thai consumers, with
peak engagement between 20:01-00:00 hours. Processing insects into powder or pasta forms effectively
mitigates negative perceptions regarding their physical appearance. Consequently, a new brand named
"KRICK&CO" was developed and positioned as a "Lifestyle Premium" insect protein brand to distinguish it
from competitors. The results indicate that effective marketing communication strategies involve
social media content marketing focused on three pillars: Educator content, Entertainer content, and
Converter content. In conclusion, establishing a brand identity that emphasises quality and safety
through international standards such as GMP and HACCP, combined with accessible infographics and
video content, significantly enhances consumer trust and stimulates purchasing intent among health-
conscious consumers.
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KRICK&CO.
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pp. 147-155) M15¥y31 “Processed Form” aeiiiudnsinisdnaulannasstesgaitedfy
2. AUABINTNTENTUAUEYaUILlY

{ v

nauiuslaagalninldlaguainiidedaiesszuunisdes lnedeanisiiundngiu

9 Y

(%
a

a o e ~ & a A L =~ % v v
L9UT2AN¥IN ‘«N‘Vi‘ﬁﬂgﬂLﬁSﬂIUﬁzUUUﬂV]aza’m lellla’]ﬁLﬂﬂJmﬂﬂ’N LLaSI’SN’MLLU’SEUG]ENIW?U%N
quﬁiquaﬂlf]\igﬂg{aq L‘qu qui‘;ﬁsWUﬂqﬁNamﬂa (GMP) LLﬁz’izUUaLﬂﬁ’lsﬁﬁumwLLﬁzﬁ;ﬂ%ﬂﬂMﬁﬁ@ﬂﬂ’;UﬂM
(HACCP)
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3. Uuuvdalawaniialasudaya
A bidunvalazoudn Yennulavanuuunafauiiuriedudinse q (Hard Sale) 13

a [

Usganinmdmiuaunuszianlydil usiminunguiidasuteyalavanludnune

=

1) aamwﬁqaqﬂéu’uﬁ]ﬂwﬁwﬁm (Infographic) ﬁLﬁuiﬁ%’auuaL%aiﬂsnmmsm%auLﬁeru
2) e7ladu (Short-form Video) ld3asfisnueady (Storytelling) siauuriiduneu
N5U390M508194Y
nansNAILnanwalnsdualud “KRICK&CO”

HIgHARNS AR A LAz BUTINUINd ATz ea3 19ATIA SN Nwal v et UTUA

Tudlananrsunsaifne Tudshusun “KRICKRCO”

KRICK=CO

(Y L3

Al 2 As1dey§nual (Logo) ¥aauUTUA KRICKECO
psAUsznavveslalivszneusefidns “KRICKRCO” Aildlaudmnviinuiu (Bold) Aefis
avusiulanasituatie Tneunuiedoamng “&” Fenmusenousniiguisieduuy Suuneilds
pamnasle uazsesdy sonuuulualadnifguininifteanauidnliduiasuiosaiea (Disgust
Factor) AiFuilnawmlneundniirogudnualveauas Uszneufudulasiuu Speed Line seusiminu
dofannuanlaiidintan mslilnudsdudndnvesindnusdefsmusivlauazanumdiden mudiu
Avuy wides 1 uaziFen \udsesiilanidusindu adenusamesvesuusudlreglusuuuy Brand
Archetype “Entertainer x Everyman” na1fie YASNWUU Entertainer %iganAnufunsuntazens
sonsuslaausasiunsieasiiaynidfiaing vasiiypdnuuy Everyman as1smnuddniduiinsuas
i ddlaluinusedriu ilindnfaurinnuuadhignuesindudauvanlvivieame nguauiuly
NINIMUAAILRUININITAAIA (Brand Positioning)

14 % '

wusuRauARUsTUNRUasdulngluiamandnyeiudeanslu 2 48 Ae HFau

Y

o va o

mwmﬂﬁmsqmuéjuau vIeliignuIneemansdn gidedamnuafiiuniin1en1snainved KRICK&CO
U “Lifestyle Premium” Wienauusudiudiuvilweniidinnuidesiviualie Snguam uazldle
Aawndey

N33 19TAANUAILUTUARIUYNNDID9AUTENDY 6 TR

1. Physique (§nwaizn1en1eaIn): ussiniuualadiiiuea (Minimalist) Adu d@za1n

T nudssInyd Usrnnguamiiuiaawuuanassuunaas uildnsiindydnualaeidusiuadoun
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2. Personality (uaaNAW): iudieawgsulvl viuads Wufing i wasiina
Surageumalan

3. Culture (FRUSTIULUTUR): WIANTTUOMSBA1UE98 Y (Food Innovation for
Sustainability)

v -

4. Relationship (AueuNS): WuiieugAndngunmiinesdwionyesd 4 Ty

Y 9

5. Customer Reflection (nwazitaugndn): ngueaulilos Gen Y-z Jovhawildlanns
WonsulsemulUsiuazenn
6. Self-Image (nwanwaflulagnén): euslna KRICK&CO udazianinnueaiuay
adowazildintivanlaniou
naqms‘ms%msmsmmmL%m,ﬁam (Content Marketing Strategies)
fiseliannuuimnsumusieenidu 3 1@mdn (3 Pillars Content) Wlandnduguslnaly
f1arudunns Customer Journey ogiiUszAvanmasan asuusauuiRnaslasd
1. ApUMUALYAMNS (Educator Content)
1) \wing: a$19n13303 (Awareness) uazadndefinanugueunii

2) sUuuuUURnns: dnvideuuudulingiin (Infographic) MdennamnidasuInig

v 1% '
a

i “Wshurnisdaduimamnnnindetudeifevludnduiiviniu” wasdeasnszuiunisies
szuuliavowhiunsdl@nw Alfnpsgrumiuvasadoainassns GMP uag HACCP wleaiisanushila
9@

AaumuAassanutuiiswazlanalng (Entertainer Content)

1. 1Wmang: a319Anusnil (Engagement) LazAARLNIBARADAILUAS

2. sYuuuUuRnT: Favin3rledu (Short Video) thiaueiuyensUsesriusmasiedld
slUsiuvdodumad-Sainminowns wu wyalfniseamalsimaidwie vieaynilusiume
Tnewurnuaynauy dnsudsenu giusyemsvesauiuluimly

AoumudLiansEdunsiadulada (Converter Content)

1. \fhwne: Ian1sane (Conversion) wagnsedumsdnaulado

2. JURUUUZURNT: N155IUTINNKAETDANTIIINNRURTTTe (User Generated
Content) %38 Influencer #8gYAMRNITYNATINAABINUNAN AU TLE TS LT 09aNATR Mud1e
iusndnsnmaiiily aensuiunafodeiinaiissyiuilaaliihmindedimesyaeadudy

wantunsTeauA
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aAUsNa
nMsWausndnvainsaudnelide “KRICK&CO” lugUnuuvesndnsiuel “Lifestyle
Premium” 7uAUNSAUUAAULUR 3 4@ (Educator, Entertainer, Converter) Lﬁmaqwﬁ‘ﬁmmia
LLﬁ”lsuﬂzgw?"ﬁuugmsuaqQ’ﬂizﬂ@‘umi?mé’ﬂﬂiammamﬁgﬂiﬁaﬂwmqqm HANTITUARnARG oI ULUUTIa8N
CBBE w01 Keller (1993, pp. 1-22) fidudiui mia%f'mmmiuazmwé’mwaﬁmw%uﬁﬂﬁ%@Lauazﬂiaaa%”m
yaAfiuuarduaiudanisdet
HaMTIdeauladesamduazanuaendediaenaneaiunisAinuves Usedaas ydidens

¥ 1 1%

uwazUseiunssas Auadssal (2566) nuin nssuiamuatsuesuallasaunildvinagegasianis

v a

Andulag onans e 91N ILUTIUAINLLAS [WREiUR Hartmann and Siegrist (2017, pp. 11-25) 371
a v L . [ v av 1 =2 i v & o v [y

aAffwe1sual (Disgust) LugUassandnfifeuilunouisvengnainls naanstdiaanadosiu

Tuland e wazyunsal AWenese (2564, v 208-222) Inudn MsdeyamuaunIm aLUaensie

wazavewledidnSnaleuinderiaunfveuslnanilselusAuiwmisa

[ '
v A % =

wena Nl NMsfinamITedInsavRwaraulaendelutededdaign (X=4.46 way 4.31)

o

v Y1

agvioulifiuinluuunvesuilaavlve wihesuiuuasdisslomideduindeuuarguainnia
189UV Van Huis, Van Itterbeeck, Klunder, Mertens, Halloran, Muir and Vantomme (Online, 2013)
uimnaudlifisananpuarlianansovilruslnadeshiluauazeinynanenmls msnanges
lLivsvauamnudiia msfemsdensmanndadeviiudulrinsfinuagiflelurisnames (20.01-
00.00 U.) M4 Line uag Facebook Jadutesmaiiiiuszavsnmgeanlunisdsurimafivesiuslna
nanTITEAS S wananT eI YNS WA UIARTRY AugIdendnsine (eeaulal,
2562) uazafifnsdsennuunswes Marketeer Team (saulat], 2565) laedlifiuludsusydmit Jade
susannazanudasafodudouluddyigussneunsinedesudlutou Fsazanusaldvselovy
Mndneamnisuaafuififeddesnadud uummanmsuussuiemalndundusiunasdunasd
aonndeafundnnsuusgUemsifieaussuazifiunuamslavunmsaui finnsesulat (eeulard,
2564) g8l vauzfimssenuuunagmsmsdeansliaenadestudumamssindulavesfuilandldsy
M3ATUAYLINNHANSANYIDS NYITTAL LIV (2562, T 55-56) Timudn nagndnisnaind

a o [y

donAnediungAnTINEUSInATiBnSnadensindulagedunnunsegalitedfyiuiy

v
UBDLAUDLLUS
Jarauanuzlunisiinanisiaeluly
1. dwmfugusznaunis (SME): masaaviunisidsuuuasuuuandsauudeluvannanuay

UsTTeIAund wimsiuanlddyanuvalnmangidunsedennuyaasiuseslTinansaesilulay
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TusAundilonunu Tnefuszneunsanunsaduduiunmsuiuussefasinasdolavanmdntou udds
veenalgromnansaemsdunuadiy

2. MUIMIREUA (Touchpoints): AITUUNTYINAAIANAINITVIE (Post-Purchase) WU
Line Official Account tedsieteyauygun iy Iuignéedvainae Juztoasugniiues
‘LﬁﬂmamLﬂuqﬂﬁmizaﬁ’wﬁﬁmmﬁﬂaﬁiau:uauﬁ (Brand Loyalty)

daauauurdmiun1ideTuauinn

Asiin1sfnudmaans (Experimental Research) WinTanailSeuiieusnsnisiuasula

W@eduA (Conversion Rate) seninnisidmaumudsuLuutonnunm (Infographic) saufuguiuy

Feledusradugusssuluwnanvosumoudsusialy

UIUIUNTAU
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