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The Development of Model on Organic Agriculture Market Management in

Accordance with Creative Economy by Internet Marketing
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Abstracts

The objectives of this research were 1) to
explore performance condition, best practices,
factors or criterions that effect and needs to the
organic agricultural marketing management in
accordance with creative economy by internet
marketing. 2) to develop the model of the organic
agricultural marketing management in accordance
with creative economy by internet marketing. 3) to
try out the model. The research methodology was
research and development. The findings of the

research were as follows:

The most of the 55.20 percent of farmers
sell their produce to cooperatives/ organic farming
groups and emphasis was on controlling the
production process in accordance with organic
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farming standards (IFOAM). The pricing depended on
quality of output. The farmer needed to marketing
management as follows: promotion distribution
pricing and product and use the Internet media
such as Facebook, Line, Blog and Website. The
TOPWAS Model were 3 components: 1) Management
Factors 2) Management Processes 3) Marketing
Management result. There were 6 marketing
management processes: Target Market, Organic
Certificated, Presentation, Wisdom, Added Value,
Story. Which had planning and activity creating
related to integrated marketing management

concept and internet marketing.

The results revealed that in the knowledge
assessment, the organic farmers had the post-test
scores in overall and in each unit higher than the
at the .05
significance. The skill assessment in  marketing

pre-test ones level of statistical
planning, creativity and the possibility were at the
moderation level and the attitude assessment on
the “TOPWAS Model” were at the high level. The
lesson learned by After Action Review (AAR) the
farmers suggested that should be work shop and to

have mentors to do internet marketing.

Keywords: Organic Agricultural Market Management,

Internet Marketing
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$rimBuN3S 1nTesdrens usu udansioriuiug
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Fnituiles naonauldiznissmiedudlngllrm
aunans Fadudnuaznisianisdomanisdasiming
WUUYBIN1ATY (Direct  Channel) w3aYaan1sAue
326U (Zero Level Channel) w94 Serirat & Others
(1998:  35-36) nanfeidunisimirelaenssliiu
#uilna videyldn1sgnavnssu (Industrial User) 3o
HUTENBUNTANN 9 WazaenndeIiy
(2007:  124) spyimatnvesduAnunsBunsdily
sUluUAaIAnsERadnuaznaIanisien lngnain
NTZUANAN AD AAIAAIDDN LAZAAIANINLEDN LYY
AAlUYLYY AA1AEWeT waziuAaGen

Lorlowhakarn

v

aN1NUFITN1TV18T0IN19N1TAAIA AIY
nseluladdoansitenlutiogiuiduteamisly
nsfndedoansiunainitmue 1wy eg1eaieassd
donndesfu Sitthiyot (2010: 10) Aindnfaasugia
\Beaisassad iuasugiafidaasalitinsnanaud
wazuinislasendeainulaiuseuldalseuliioy
(Comparative  Advantage)  ImgldUszloniain
Aunsngn1aTausssy (Cultural Assets) NauNauiy
AMuAng AruAnadsassAnazszdumaluladi
sz femsthiauendsznou e uavaing
39951 (Story) vnededumesiiln Tnunguinunsnsd
msldiiuled (Website) uagldnisnannrudediny
(Social ~ Media  Marketing: SMM) leiun inedn
(Facebook) uéan (Blog) Imﬁ%a‘immummm%amjm
filsdeandildie waranmsaeuniumsindng
\Boulsgnisnaariudeaunin (instant Messenger
[IM] Marketing) 1y lati (Line) ilegslauaznsydulsi
\AnAudesnistelutan aonedesfu Prasitwisate
(2014 48-51) szyinduszneunsinglinsdaiivled
Wudeannanisaiiiesegraien nindlenade
Fosnnen1sAnuisundldnasasiaugiulusig
Lﬁaa%fwmmﬁuiﬂﬁﬁuﬁa nsiivlasiuaniu
Usglomisonslitoyaidessuuignénieute uied
nstesld dsnfignénlddedudanteamsund
lunaaadldaunelandy  wazfaonndasiu NCAT
(2012) namds  Hedsaneeulatinduniodiodia
d1miunisnainduninens tasaiuisaldlunig
wisludeyauazairennuduiudiugndn

2. MIWau1zULUUNIsIan1saaIndudn
NUATBUNTY AULUIAALATYFNLTIE519859A Lae
msldmsnanauudumesiie

INFNINNITUAZAIIUABINITIUNITTA
A19RAIA LASNOANITUNITTOAUANNYATBUNTE
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n1adumesidnvesfuilan atursaaguledn
\Junszuiunisiidesiinsdfiunsidenleatuaeng
Wuszuuszninatladelunisdanisdulaun [Funu
(Money) Au (Man) Jan (Materia) ~ wagn153anIs
(Management) vi3afiiond 4 M’s (Koontz & Cyril,
1972: 43; Serirat & Others, 2002: 18) wllun1s
FULAADURINTTUNNITAAIALAZASINTZUINATS
InN1IN9NTTREIN (Marketing Management Process)
294 Kotler  (1997)  au@uUszaunIen1snang
(Marketing Mix) %138 4 Ps #28n159An1SHARSwY1 s

M3uds3y eonuuuusTYAm 1ald N1sInnsAusan
YOINNAITTINUIY BTN ITALESUNITRAIN LAZLUIAR
MINAIAUUBUINEILIN (nternet  Marketing) ¥®9
Prasitwisate (2014) e’z’}aLﬂ'mLaumﬂmqwﬁﬁauﬂszaumﬂ
MI3Randn 2 Ps Ae MsSnwandudus (Privacy)
KAYANTAUSASWUULANEAS (Personalization) vinlela
FoAUNUFULUUNITIANTAAIARTIULIAALATYEA LT
a59assh lnensldnsmainuuduwmesiin dadenin
“TOPWAS Model” duusznaudne 6 asUsznau sl

P

TOPWAS Model

ninn1s: JUluuMsIanIsnatnduAnunsdunis
Tasnrsldmsmatnuudumesiiin Aesondellade
amunfeulunisianisifenilufonssunia
AsNaIn
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arrand laeld
anwuviunehis

Innuszad: Lﬂaﬁmmymuumﬁmnﬁ
AATMAUAILNYATOUNTE AIUUUINIY
wswgiadeaineassd lnemsldnisaain
vuduesiia Tnafmualddidison
Aanssuiainerlunisnnununiinaia
Wonrsdanisnaa Tasldnrsnatauy
fumadiln
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1. msnmvuanataitnung (Target Market)
Bl

AMNAIAYAUAVNIN NITAINUAFTULNUIHER A9

Tngaandnungveangununsdunsd fe

(Product Positioning) weingy Fadundnsdausidmiu
dlalasieguain Alvmnuddnlunisuslnandnsiosi
Bun3d

2. 1135U509U195PIUNEATBUNSE (Organic
Certificated) 1Juwaladrfgylunisvingsfadunid
delviuslanaunsofiarsanidondeainaudetio
TunI15UT0eareIANITTUTEY ToAUNUAINNISANY
dsgdladundndusifiinadonisdnduladoinyns
Sunsdmadumneiiinvesuilaniie Junandnain
syuvdunidunniige Amdufosas 4070 wasdl
1309 TUTOMATFIUNNTHER
24.40 MUY @BRARBIIUNUITLYBY Hamzaoui &
Mehdi (2008); Pornudomthap (2013); Thaweesuk
(2015) wu31
gosuniladudsddiianusaadranuiulalis

Andusesasy

LASBINUNYSUTDIVUHAR AN IS

Huslaaliidntiennnuvasadelunisuilan Jadedu
fadud19198un3d fedlalalununinuazuinsgiu
vaaidufegaudunm uaziinnutndedeidud
goufu Jadusesfidndudian wazgusznaunistn
Sunsddedliianudfytunsiidudnasdesiilufuses
UIATFIUAUAINAUAY NI 1zEUsEnaunITy
arwAatuindundnyseiuanusiulaliuiftouas
udsfianunsnaanasgnlviiuaud

3. msthiaue (Presentation) lagnnsidende
Suwmesilnagsssdiifnmuaniuazanumsan
vasdeusiarUszian TnsfluunAnvesnisiiauems
Auled (Website) Tinanudidgyiunisedum vden
(Blog) thiauaievnifeafuunanu 911as ed
wlwdn (Facebook) thauaiilemifgiuitan
un3d uansmaldlalunszuounisudn msidende
Suwmeiidinazsosiiaiinuanifivaranumnzan
vosdousiazUszian mnshaule uasfagalaundiile
wiuluguuuuimanzay Tnedodunuainnisne
avgdlasnunisdaalumanaaiiinasonisinaulade
Audnnunsdunidnidumesidavesuilaagiiu
wInfe NMTHBLNITUADL/NTEUIUNTTHER LAENS
vhiaueriulad (Line) wlaidumsaiisauduiusiu
Q’élﬂ?a (Customer Relationship Management: CRM)
waznszduiteasutlugnisindulede aonadoafiy
NCAT (2012) namilsdedsnuesulatiinduiniediofia
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dusuniseannduninens Ineanansalglunisiisiy
JoyauaraiennuduiusiugnA wag  Lertpanich
(2012) ﬂWﬂ%'ﬁ'aﬁﬂﬂmaaulaﬂwﬁﬂﬁﬂuiﬁﬂmﬂ%u uag
femonndesty Prasitwisate (2014: 48-51) Aiszyin
NS IAUTNTUUUIRNZ 999 TUILANETAIN LA
anAuagyinlignanidntanuduendnualianie

y u

unAa

il

a

4. ileyay1 (Wisdom) asamnu3angiideyan
TuN15MNITNYATUUNUTILASLAY NEURATUAUAIY
Inawnuresiunfimingsunsdafidddunisifuunds

Ugndavenusddunidnangnuesdseinalneg

q
a a v

gnihanlfiduwnAnlunisudadudl na1fe nandn
Aleaninvenionnudisrrigasinlilaauaifdl

A NatigiUyadanandaiiluldlunmsdeansiv
na1aLdvinemEN1siNMUALEeeI 1 (Story) T8INEN

5. ﬂ'm,ﬁ'mgam (Added Value) fe NMsUs
sUnandamansinuastiundndusiiugueuusig
wu msAlmdudnens nsatmiduisusinbunsd
mahiusnsunisldldnaniaiesdens aaenau
nsuIussy A ns18ve lald saufanisi
anandAfiavraadudiuansneainduduseian
Werduiuniinyadnlvdvaudile aenndeady
ANUNNBATUINUTIET9ATIATRY  Sitthiyot (2010:
10) Induasvgiafidaatlifimananduduasuing
TngerdeanulaUssuduyieuiisu (Comparative
Advantage) lpgldusyloaiandunswnieinusssy
(Cultural Assets) wWaumaIWAUAN  AAS AIUAR
adeassAuazszdumaluladfivunsay eada
AULANGSTARUALA

6. 13093m (Story) Wumsadrsmmumneing
afatendnual Inen1sdeasideorsuniazaiuian
Tguslaaldifiunmilanansaasaussiuaalalsiu
fuilnandosnuuar§Entalusuiiden (Content)
wieliiAnaandlaszninagudnduguilnadoules
Tugnseensu

N158AN1SMIeNISAaNAUUB UL Ent 6
aadUsznoud wud dnsnununasadisionssud
FUNUSAUAULUIAANITIANITAAIN LATNITRAIAUY
Sumesiia Tneflnudeulostuludnvazves
N15Y581113 (Integration)  wazdaudusadsiy
(Holistic) ~ IHAVBINTZUIUNITIANITNINIIAAIN

! ! ! a a6 ¥V !
NNARDNHULNVATDUNTY 5 Uszns laun 1) 1nNwRINT
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feldifingu 2) nisdaulufiesiu Tasamzngu
wsseudivaelonta 3) msienauedld sivliauly
gusuvdainwnsnslidesenemadoudrsluviinusiig
5mﬁa§ue§mq@umiﬁ1m 4) mavmw wu ardueg
fiddu nsnszareseld nmstauusliansn
Aosinedld 5) Awanden dliinuasnsuaeduilna
fquamiiitu naeasuiinawanysalliiuiu was
mstamsih aenrdestundnmsinunsdurid 4 faves
Panyakul (2006) fi® fRATUAUAW ARAMUTIAINE
fifdupnulusssy wasdfdunsquatenlald siina
NIUTEAIUANUMINZANYRIFULUU AIUATININEE
ruBululalumsilUuon amuaenndasivuium
naznsi s lenilaese angilemasuou 7

iy fenuwangadluseauannma 4 anu
3. wan1snaaasldsuuuy

HANTUSELIUNNTNAROUAININOURAL G
N158UTH INWATNIHRENTTULAUNTY JandauaTunen
WU inuRsnsiavuuURAEndIn1ToUsY (X = 13.19)
ganinazuuuedsdoun1seusy (X=1007) agnedl
doddymeafinfissdu 05 uansin msousuadsily
L%W%Uﬂﬁanmﬁﬂﬂmimﬂﬂ’ﬁu UATHANITILATIZA
AUAINITOTUNITINUNUNITAAIN  AIUNITINHL
NIAAIA AUANARASTNATIAVDIUNUNITAAA LAz
auanudululdvesununisnain nuitedluszdu
woldvie 3 du ilinuasnsdlveianunsasivus
aaaivngld nwnuAetu duuszaunisnain
vuduwmesiinld widwusvaunisnanalulaazAuds
YIAANADAAGDINULALTIVIAAIUADAARDINY
aaaidvune lnsdulugiinaiufnadieassalung
Lﬁ'mgaﬂ"]LwiéTa"LaJmﬂ,maa%m%'ama (Story) ¢ stail
inwnsnsdrulugaiuisaunulagenndosiu
anun1sain1an1snatntutagdu widiuinadny
FoaulunsnIMUARANINYDILNUNITAAIN

4. msUiuuseguuuy

Hani1susziiugvuuuluninsiy wuin
N13MMUABIAYTENBUTBITULUL wazn15uFULUY
nsdansnanduatnuasdunsgluly egluseduunn
Tneflanudululdlunisilulddaviunuujifnns
Aanssulviussquadnia (x= 4.14, SD. = 0.55) uay
Wuusglevddenisiinisnaiauudumnesidn
(X= 4.11, SD. = 0.57) UAZIINNITNBAUMTLUNAS
Uf N9 (Action After Review: AAR) lnginunsnsd
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ANUAaiuIT i ldueafiulanianienisnainain
Aslddumesidmdudesnialunisdinineg way
f9IN13911N15AAIAVUBUNDSLER LARULBITIvIA
Wnwed1uriag 19U n15ad19303319 (Story)
msidenlidedumesiin msuhaueriiem (Content)
wagguaw Wusy Fainlivianutulalunisi
msaanuudumesiin fuiuddiinunsnsieenslidl
Ao MAaufiR (Workshop) Tneiigreslvimuinuuas
muusihegsraiiadunmsinismaiauudumesiie

JoLduBLUY
daauanuslunisilulyd

1. jUuuun1sdan1sdufiinensdunsd
“TOPWAS Model” 16 osftsznau Lﬂugﬂuwﬁ
iseFnmannguinunsnsiiinisdanissnundnfus
nanfe Snsiamumanfug ussqist nsdve Tald
Buil3eusosognoundn mindinniguuuuiluld
dlidsmsiianunsenlunisdnnisdiudseaunisnain
suAeiun@nsiosi

2. fldnnsiinueiiugiulunislédumesidn
wu nslidedsnuoaular] mslwadam Wusu

daauanuslunisiduasenald

1. msidemsiaunguuuun1sdanisnann
AUANNYATBUYSE MULINAATYAUTIET9aT5A
Tnsldnisnarnvuduinesidn fnvsduindou
NILUIUNITIANITNNAITAAIAVDINGULNYATNTIN
04fn3 130918 Wenafguazienvy de1alu
FedrfnveanuasnssdesniodSusuiilifivinuy
nslémananuudumediin n1ifeadadell e1ad
naiuiFesnisdnwinisnainidauiion (Content
Marketing) isen1saunguuuuinaniesy (Platform)
dwuaudinuasdunidiitoidulssloviuninumsns
Tegosviily

2. NRANITITEAIUADINITAIUNITIA
IIMUIYEIAURINVDANBATNTHUIN NBATAIADINTT
Toisinslvinnng videduasunslémalulagiierioun
YoanansImielvag wu wedn lad Suamuwnsy
Aules 1Judu Femsinsideidaujifinaslunisii
nsnaavudumedidn Wieldlunsufoiauasu
wuamsliinumsnslafinauiaiiudnlaieady
waNNS WuaAn qul] uasvinwenislddedumediin
\osiu Tneflszuufiidss (Mentor) maglvisuinw
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wazAwuzinlunsiinsaatnuudumnesiinedns
Aewflos Faazdunisadauiulalunisiiniseann
vudumedidndmiugiiddliiaevh uasiusiouloune
wisugnalneuaus 4.0

3. NHANITITYAIUADINTITATUATEUETU
NIRAINAIAULINVDLNBATATNUIN LAYATNTADINIT
NMTENUAYUINNNUILIIUABUBNANTBAIATTLY
ATANENAITRANN
dosaulavlunisdeansnismain nsiseadeiely

LALAIAUTRIAINNAD ABenNSY

219fnwIULUUNITALaIuNITAaIa 91nn151d
doooularl nsdiAnwinguinunsnsildiunsatuayuy
naaiguIeonuisaruniig q oidudunuul
wiapud1g q Meadesldiduuuy (Pattern)
Tunisdasuiazaduayunisdiasunisnann
anmislddessulay Wituinwasnsluiuiifquadely

References

Hamzaoui, E. L. & Mehdi, Z. (2008). Decision
making process of community organic
food Consumers an exploratory studly.
Journal of Consumer Marketing, 25,95-104.

Kotler, P. (1997). Marketing management:
analysis, planning, implementation and
control. 9" ed. New Jersey: A Simon &

Schuster.

Koontz, H. D. & Cyrill O’ D. (1972). Principles of
Management: An Analysis of Managerial
Functions. New York: McGraw-Hill.

Lertpanich, K. (2012). Channel of Agricultural
goods Selling in Social Network.
Technology King Mongkut's Institute of
Technology Ladkrabang. [in Thai]

Lorlowhakarn, S. (2007). Organic Business.
National Innovation Agency. Ministry of

Science and Technology. [in Thai]

137

National Center for Appropriate Technology
(NCAT). (2012). Social Media Tools for
Farm Product Marketing. August 2012,
(1-13). Prasitwisate, G. (2014). Online
Marketing. Teaching publications. Suan
Dusit Rajabhat University. [in Thai]

Prachasan, S. & Others. (2012). Farmer Marketing
Options: Structural Impact on Unfairness
and Distribution of Benefits. Sustainable
Agriculture Foundation Thailand. [in Thail

Panyakul, V. (2006). Sustainable Agriculture: The
Future of Agriculture. Greennet. [in Thai]

Pornudomthap, S. (2013). The Consumer Behavior
to Organic Rice Online Marketing base on
Facilitating Access to Electronic
Commerce Uttaradit Province. Faculty of
Management Science. Uttaradit Rajabhat
University. [in Thail

Serirat, S. & Others. (1995). Organization and
Management. Bangkok: Dhammasarn.
[in Thai]

Serirat, S. & Others. (1995). Marketing
management. Bangkok: Theera Film and
Scitex. [in Thai]

Sitthiyot, T. (2010). Why does the creative
economy?. Executive Journal, 30(1). [in Thail

Thaweesuk, P. (2015). Thai Entrepreneur’ s
Opinion on Marketing Mix Strategy for
Organic Rice. Suthiparithat Journal. 29(92)
[in Thai]

Sommitr. K. (2010). Innovative Management for
Changing Production Behavior and
Consumption from Organic Agricultural
Products to Organic Products. In Social
Entrepreneurship: A Case Study of
Sustainable Community Farming
Institutions Chiang Mai Province. Research
The Far Eastern University. [in Thail



