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ABSTRACT

This research aims were to; 1) to develop an online marketing channel for safe vegetable in Thailand. The research model was mixed methods.
The theory of Extended Model of Internet Commerce Adoption (eMICA) was used as a research framework. The research area was Nakhon
Pathom Province. The sample group was divided into 3 groups as follows; 1) 30 smart farmers who grow safe vegetables; 2) People who are
involved in the safe vegetable business, including entrepreneurs and academics, were 10 people by using a specific randomization and 3) 400
people of online consumers by using simple randomization. The tools used were semi-structured interviews and questionnaires. Then analyze the
results for the development of online marketing channels. The research found that farmers had online marketing channels sorted by their sales as
follows; Facebook 16 users, Instagram 5 users, online orders 7 users and Shopee 2 users. The results of the trial are sold through online
marketing channels, when comparing the highest efficiency was Facebook channel where customers can reach at 78.23% and generate the most
income at 68.15 percent. Research findings on shipping, packaging, and consumer behavior are emerging in the process of developing online

marketing channels
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Introduction

Thailand is the 11th food exporter in the world and the 2nd
in Asia. Export value of US$ 33,100 million (Office of the
National Economic and Social Development Council, 2019).
It creates jobs for more than 11 million people in rural areas
(National Statistical Office, 2019). Agricultural income
accounts for 8.5 percent of GDP in Thailand (Office of the
National Economic and Social Development Board;
NESDB, 2019). In 2019, vegetables generated US$ 2,996
million in revenue for the country (Office of the Permanent
Secretary, Ministry of Commerce, 2019). Nakhon Pathom
Province is the main area for growing vegetables with a total
area of 709,474 rai and the number of farmers 48,639
households (Nakhon Pathom Provincial Agriculture Office,
2019). According to a review of the vegetable supply chain
literature in Thailand, it was found that there was a lack of
readiness in the production process with high production
costs, uneven output, unstable selling prices, and the
middleman has high pricing power. Including the
complexity of marketing channels and narrow marketing
channels. The characteristics of the product perishable and
the shelf life is short. This makes it necessary for packaging
that is able to maintain quality and suitable transportation in
order to reliably meet customer needs in terms of quality,
quantity and price (Donald & David, 1996; Huang et al,
2008). In addition, the current changes in the purchasing
behaviour of customers who are more popular to buy
products via online channels and the development of
Thailand needs to be driven by innovation. There has been a
shift from traditional agriculture to modern agriculture with
an emphasis on management and technology. Farmers must
be able to be modern entrepreneurs by implementing
technology in the management process, sharing information,
and optimising resource allocation using the online trading
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system (Xiuhui & Qinan, 2007). Online marketing channels
are low-cost, time-consuming and cost-effective marketing
tools. It provides opportunities for farmers who want to
develop their business processes and create their image up to
date by adopting appropriate technology. This research is
the development of online marketing channels for safe
vegetables in Thailand to increase the potential of the safe
vegetable supply chain in 4 areas; 1) reduce costs, 2)
increase production quality and product standards, 3)
increase various marketing channels, and 4) manage and
transmit  information, knowledge and information,
technology applications. The objective of this research is to
develop an online marketing channel for safe vegetables in
Thailand.  The expected benefits of this research are to
provide farmers with a sustainable competitive advantage,
generate more income, and become self-reliant by using
information technology. This resulted in a prototype online
marketing channel that could be applied to conventional
agricultural products, leading to a real development in 21st
century agriculture.

Procedure For Paper Submission

A Review stage

Defining the meaning of online marketing as the use of
information technology as a communication tool to support
the implementation of business processes (Burgess et al,
2001). The adoption of digital technology and social media
to provide information, receive online orders, and perform
online transactions are business processes through
information technology. Based on previous research
reviews, it was found that The Theory of Extended Model of
Internet Commerce Adoption: eMICA, Burgess et al (2001)
used in the development of commercial online marketing

3705



PSYCHOLOGY AND EDUCATION (2021) 58 (1): 3705-3713

ISSN: 00333077

models consisted of 3 steps; 1) Implementing information
technology and digital social media for the promotion of
business products and services, 2) Implementing
information technology and digital social media to provide
information, news and services, and 3) Introduction of
information technology and digital Social media is used for
transaction processing. Increasing the functionality of
information technology and digital social media is the
application of innovation to add value to activities in the
vegetable supply chain through information management
and multitasking  (Timmer, 1999). Including the
implementation of online marketing models as a strategy to
create competitive advantages, allowing customers to gain
more value in the organisation's products or services than
competitors for the survival and growth of the business
organisation (Laudon, 2016). For entrepreneurs and farmers
in Thailand, online marketing can be used to help increase
business efficiency in 4 areas; 1) cost savings, 2)
differentiation for products, and 3) building closer to
customers. From past research studies on online marketing,
it was found that the DeLone & McLean Information
System Success Model,(DeLone & McLean,2003) which is
a model theory used to measure the success of information
systems by compiling various factors including quality.
Information, quality of use systems, personal impact, and
organisational impact. Researchers expanded the study by
using Kotler's Theory of Purchasing Behaviour (2009) to
describe the nature of consumer behaviour searching for
questions about 6Ws and 1H which are; who is in the target
market, what consumers buy, why do consumers buy, who
is involved in consumer purchasing decisions, when do
consumers buy, and how do consumers buy. Therefore,
planning for the development of an effective marketing
channel must be based on expected changes in consumer
behaviour in the future, in line with previous research that
consumers have a set price before making a purchase. When
a consumer accepts a product price, it affects the acceptance
of the quality of the product or service that the product or
service is of suitable quality. Consumers will compare the
quality of the product with the amount to pay that it is
appropriate or not. If consumers think that it is appropriate,
they will make a decision to buy the product. As for the
success of online marketing channels such as websites,
social media can be measured by retaining their customers
by keeping them coming back for future purchases. Past
research indicates that the quality of a website or social
media will influence the decision to buy on a well-designed
website or social media, causing more consumers to buy. In
addition, in the process of developing the online market
model, participation theory has been applied in the
development by allowing those who are involved in the safe
vegetable supply chain to share information and needs. In
the same direction as previous studies, it was said that
involving stakeholders such as users and service providers
develop an online marketplace that will have an impact on
the efficiency and responsiveness of their customers (Blanca
Hernandez, 2010; Kuan, Bock and Vathanophas, 2008;
Julian Terry and Craig Standing, 2001) as shown in figure 1.

www.psychologyandeducation.net

Procass

(o)

S

Quality and
-:GEI:L]J]ETEI:I.-"'TEE af and 2 small Zroup
information mesting for ths safs
farmers, those invalved
in the safs vezztzbls
Svstem quality businzss ars
entreprensns and
academic
2. Theresults of
Intarnat service imterviews and small
quality ST0up mestings wars — The
nsadtodevdap an anlins devealopmant
markating chanmel for of online
- safe vezztables markatin
i | 3 Testthe formatof s
Packags aI!.d : :1“];& marketing {!]:l_,HII.II.!]. for
Transportation | chennels forsfe safz vegztahle
o 7y|  wesstebles in Nakhon in Thailand
. L Pathom Province and
Consumer Il inguife shout consumes
Bzhaviour : satisfaction
k. ey
'.\ ________ - !
™
Cooperation network

Bafs vesstable farmers in Nakhon
Pathom Provincs, entreprensurs
related to the vesstabls business
in Nakhon Pathom Provincs,
zcademics of Makhon Pathom
Bajabhat University
s iy
Figure 1 Conceptual Framework

Source: Updated from Kuan, Bock and Vathanophas (2008).

Materials And Methods

This research is qualitative research. Areas in Nakhon
Pathom Province. The qualitative research instrument was a
structured interview. The data was examined using
triangulation. The sample group consisted of 2 groups which
are; 1) 30 safe vegetable farmers, 2) 10 government
agencies and academics using a specific randomisation.
Research method, this research uses a qualitative research
methodology as the main guideline for the purpose of using
information to develop online marketing channels for safe
vegetable in Thailand. Researchers have reviewed the
literature and past research documents, analysed and
synthesized in order to obtain a research conceptual
framework, to answer the research objectives with a total of
7 steps as follows;

Step 1 study document data, analyse basic data, which is a
concept review. Explore past research papers and
information from relevant websites to obtain criteria for
selecting potential samples that use in the study, by
collecting data from the original database of Nakhon
Pathom agriculture and visiting the area to explore the
potential and readiness of farmers in the area. Conduct
analysis, assess potential to determine the case study area.
Identify educational issues of selected areas, as well as to
study conceptual documents, theories and research work
related to the development of an online marketing channel
for safe vegetable in Thailand.

Step 2 framing research from literature review and
determine the sample group for data collection, by
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specifying the organic farming community enterprise and
the safety agriculture group in Nakhon Pathom Province
who have potential according to their relevance and
knowledge in specific content.

Step 3 design research tools, to obtain the completeness of
the content according to the research objectives. Researchers
have defined tools, methods, and data collection methods,
using in-depth interviews, brainstorming and engaging
observations to develop an online marketing channel model
for safe vegetable in Thailand.

Step 4 brainstorming activity, organised a workshop to
allow farmers to discuss, exchange knowledge and
experience in designing and developing online marketing
channels for safe vegetables in Nakhon Pathom Province by
using participatory action research. Establishing an
innovative process and finding creative ideas from farmers
to implement in developing an online marketing channel for
safe vegetables in Thailand, by using participatory subgroup
meetings. It was obtained by both farmers and researchers to
provide feedback, a process for leading the development of
online management and marketing. Resulting in creating
added value and making the most of all sectors.

Step 5: design online marketing channel model and develop
online marketing channel model for farmers to grow safe
vegetable by synthesizing data from quality research, "The
online marketing channel for safe vegetable in Thailand",
and let experts evaluate the feasibility of the format.

Step 6: Testing to sell safety vegetable through online
marketing channels and assessing the effectiveness of sales
according to the research conceptual framework.

Step 7: collection of information to make it accurate and
reliable. In which to examine the qualitative data,
researchers will use the triangulation by using method as
follows;

7.1 Data triangle investigation (Triangulation) is to
prove that the information, researchers have obtained,
correct or not by examining it from time and place and by
people.

7.2 Comparisons based on multiple data collection
methods (Methodological Traingulation) is the collection of
information from various sources.

7.3. Comparisons from the use of multiple
theories and concepts (Theory Triangulation), is the
examination of whether the researcher can use theoretical
concepts, analyses, and processes. This can be done by
correlating the relationships in different terms based on
facts, both cause and effect. The analysis will come out in a
descriptive manner, leading to the answer in the study and
summary (content analysis).

Results And Discussion

The development of the online marketing channel model for
safe vegetable in Thailand shows the research results into 2
parts

1) Traditional safe vegetable marketing channel model

2) Online marketing channel model by application of
eMICA format, the details are as follows;

1) Traditional safe vegetable marketing channel
model
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Traditional safe vegetable marketing channel model found
that the marketing channel was complex. It goes through a
number of intermediaries from the manufacturing process.
Farmers must control the production process of safe
vegetables that contain chemicals, do not exceed the
standards set by the Ministry of Public Health. The produce
must be safe for consumers through a process of midstream
activities involved in the distribution of safe vegetable
through multiple channels. For example, collectors that
collect safe vegetable from farmers to deliver safe
vegetables to the central market for exporting companies to
foreign customers, hotels or restaurants, factories, shopping
malls, retail stores, fresh markets or local markets to
domestic customers. It can be seen that the traditional safe
vegetable marketing channel has many stakeholders. It
focuses on selling as buyers directly to the seller, known as
offline sales. It is complicated by many steps. This reflects
the increase in costs as the number of intermediaries passes
and the longer the time, which results in deterioration of the
quality of vegetables. From the above factors, the concept
can be explained from Figure 2.

Central
Farmers Collector
market

Figure 2 Traditional Safe Vegetable Marketing Channel
Format

The change in the form of a new safe vegetable marketing
channel by introducing information technology systems to
help increase the marketing channels for farmers called
online marketing channels, shortens the marketing funnel
and reduces the number of intermediaries in the marketing
funnel. It is direct sales from farmers, producers to
consumers, which creates a competitive advantage. As it is a
low cost marketing tool, it can reduce time and expenses as
well as increase marketing channels. As a result, it creates
business opportunities to reach buyers around the world,
which is consistent with today's consumer behaviour using
various online transactions. Therefore, it made the new safe
vegetable marketing channel form a shorter channel. It can
be delivered directly to consumers with logistics support
activities in delivery and distribution. The concepts
mentioned above can be explained from Figure 3.

Online Marketing Channel

Farmers Ultimate

(Logistics System) Consumer

Figure 3 The new safe vegetable marketing channel model

2) Online marketing channel model by the application of
eMICA format.
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Selling through online marketing channels is gaining
popularity in the agricultural businesses that are needed in
daily life such as fresh vegetables, safe vegetables, and
organic vegetables. Farmers or entrepreneurs have added
new marketing channels using IT and creativity, making it a
different marketing channel model. As a result, they can
trade online 24 hours a day and expand opportunities to
people around the world. This will save costs, have the
potential to increase sales, create a competitive advantage
and provide two-way information. The application of the
eMICA model in the development of an online marketing
channel model for safe vegetable in Thailand was developed
from the concept of Burgess et al (2011), by applying
technology to the development of online marketing
channels. There are 3 working steps which are;

Step 1: Inputs are a study of the needs of the buyer and the
preparation of produce which is safe vegetables. In addition,
farmers must prepare skills, knowledge of online marketing
mix, new marketing elements that apply the traditional
marketing component (4P), together with the technology
talent that adds to the delivery of personalised service and
privacy, resulting in a new marketing component, 6P + 2C +
3S (Kalyanam & Mclntyre, 2002, p 496) consisting of; 1)
Product aspect, should be analysed to meet the needs of
customers, 2) Price aspect, survey the purchasing behaviour
on the internet, and found that price is not the main factor in
choosing to buy. Entrepreneurs should focus on pricing to
suit the quality of the product, 3) Distribution channels,
creating a website or page on a social channel must have a
domain that is easy to remember, easy to use and beautiful,
including the convenience of ordering, 4) Marketing
promotion, public relations and organising sales promotion
activities, 5) Personalization service should focus on
individualised services, collecting customer information,
creating a different impression, and 6) Privacy, the operator
must keep the customer's confidentiality and not distribute
the customer's information before getting permission. 2C
consists of; 1) Customer Service gives customers the
importance to make repeat purchases, 2) Community online
format used to communicate. 3S consists of; 1) Efficient
Site, easy website access, 2) Security, payment security and
service usage, 3) Sale and promotion, which uses the above
factors for promoting products and services of the business.
Step 2: Action by designing and testing online marketing
channels with a focus on developing agricultural skills and
knowledge. It is a potential enhancement in the form of
"SMART Farmers Model" which is a guideline for applying
digital innovation technology to develop farmers' potential
to increase their competitiveness. It is also a systematic
action model that helps proactively marketing to be effective
and meet the highest consumer demand until repeat
purchases. It consists of 5 elements:

1. Social Media (S) is a powerful marketing tool
because there is a large number of individuals of all ages on
social media. It represents a huge target audience. This
research uses tools for business communication as well as
promoting products and services to consumers via social
media by tools such as Facebook, Instagram, and Line
application. This group of tools will be used to target
audiences because they can be used via smartphones, which
are easily access, convenient, quick, economical, and can be
done anywhere anytime. It can also present content
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including text, images and videos. Making it possible to run
business with flexibility. It is also possible to create online
networks between farmers with farmers, farmers with
customers, and farmers with entrepreneurs. Also, it can be
assistant agency or other relevant agencies to exchange
information and knowledge and provide assistance to each
other.

2. Marketing Tools & Marketing Platform (M)
Determining the right marketing tools by defining strategies
that target the right target audience, adopting appropriate
digital innovation technology tools for products and
services, content formats and public relations channels
through online marketing models, especially media
preparation; such as video clips, photography, text formats
and advertising content that are consistent with the
consumer's reception behaviour. It also includes the
selection of online marketing channels that are highly
effective in selling and suitable for customers in Thailand
such as shopee, order form online, Facebook, Instagram,
Line, etc.

3. Assistants (A), government agencies and private
sectors or educational institutions with expertise in digital
technology and innovation, including online marketing,
have become mentors to give advice and skills in various
fields. For example; business smartphone training which
requires learning of various functionalities, helping develop
digital innovation for entrepreneurs, helping to start a group
or create a network, marketing network, and commercial
photography and video, etc.

4. Reviewer & Influencer (R), recommending a
product by a user of a product or service, or taking a picture
of a customer by word of mouth, or presenting through
social media is the most effective way of public relations.
This will result in rapid and immediate dissemination of
information such as only having customers or service
recipients, or even business owners themselves can take
pictures, shoot videos and share that information online.
Even broadcasting via Face book live, it can communicate
and distribute information about products and services to
customers immediately. However, one of the important
things to consider is to maintain the standard of products
and services. This is to enable reviewers or photographers to
present stories that have a positive impact on the business.

5. Technology Digital (T), promoting the use of
technology and digital innovations in business management
such as computerised raw material management, the use of
digital innovation technology as a medium for trading and
exchanging products and services such as page creation,
online marketing content, linking to the online marketplace
platform, offering shop and product information, online
trading, searching for new information and knowledge, etc.
This will make running agribusiness online with
convenience, help to reduce costs and expenses.
Implementation of the aforementioned 5 elements, which
are related and linked in a way of integration holistic.
Providing support from assistant agencies to enable
entrepreneurs to have the potential to operate their
businesses effectively. The products obtained from the
SMART Farmers Model can be used to formulate a strategic
plan and an action plan to lead to clear concrete action. This
will enable farmers to truly adopt digital innovation
technology to enhance their business potential.
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Step 3: Product, using the form of online marketing
channels, which include Facebook, Instagram, Line, Order
form online, shopee to test sales of vegetables for processing
work. It represents driving business systems in applying
online marketing channels for safe vegetable by developing
innovations to add value to activities in the vegetable supply
chain. Through the management of information and a
variety of functions, including a traceability process of
online marketing channels to achieve optimisation.
Correspond to the concept of Timmers (1999) says: online
marketing is a technology that has the potential to
effectively expand the market to consumers at low cost. It
can explain the pattern for the development of online
marketing channels for safe vegetable in Thailand, detailed
in Figure 4. And show example of marketing channel such
as Facebook, Instagram, line, shopee and online order from
in Figure 5-9.

Step 2 Design and fest online
marketing channels

Social Medin/Market
place

Marketing tools

Digital
technology

assistant Product distribution

_F:cd back

Figure 4 Format of online marketing channel by application
of eMICA format
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Figure 9 Example of marketing channels on online order
from.

Online marketing channel efficiency for safe vegetable in
Thailand

From the experiment of selling safe vegetable through
online marketing channels in Thailand found that farmers
had online marketing channels in order of sales: 16
Facebook users, 5 Instagram accounts, 7 online orders, and
2 Shopee users. This research by measuring the
effectiveness of 3 aspects; 1) The quality of information in
online marketing channels that are effective in providing
information such as communication, content and
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completeness, found that 39% of Facebook followed, 33%
of online order form, next to Line 12%, Instagram and
Shopee 10 percent and 6 percent, respectively. 2) The
quality of the system of use of online marketing channels
found that the results of the experiment are sold through
online marketing channels, when comparing the best
performance results as follows; Facebook is the most
accessible channel for customers at 78.23 percent, followed
by Instagram at 10.39 percent, Shopee at 6.76 percent, Line
and online order form at 3.11% and 1.51% respectively. The
most revenue-generating online marketing channel was
Facebook at 68.15 percent, followed by order from online at
15.66 percent, followed by Instagram at 10.32 percent and
Line at 5.98 percent. The most repurchases were online
order form at 60 percent, followed by Line at 16 percent,
followed by Instagram at 14 percent and Facebook at 10
percent. The most user-friendly online marketing channel
was Facebook at 72%, followed by Line at 20%, Instagram
at 3%, online order form at 3% and Shopee at 2%. The
highest sales effectiveness of online marketing channels,
such as interactions, product presentations, and closing sales
was Facebook at 45 percent, followed by online order form
at 35 percent, followed by Line at 10 percent, Instagram at 7
percent and Shopee at 3 percent. The costs of selling
through online marketing channels such as time for sale,
administrative expenses, internet expenses, advertising
expenses, there is a similar proportion of expenses. The
highest was Facebook, Shopee, Line, Instagram and online
order form at 26, 25,23,15,11 percent respectively.
3) Online marketing channels that affect individuals found
that Facebook was at 66 percent, followed by Line at 14
percent, followed by Instagram at 8 percent, Shopee 4 at
percent, and online order from at 2 percent. The detail can
be show from Figure 10-17

The quality of information in online marketing
channels (%)
shopee [N
Instagram I
line [N
anline order from I
|

Facbook

=]

10 20 30 40 50

Figure 10 The quality of information in online marketing
channels.

Accessible channel for customers (%o)
online order from
line

1

]
shopee HH

.

Instazram

Figure 11 The quality of the system of use of online
marketing channels results accessible channel for customers.
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Figure 14 user-friendly online marketing channels.
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Figure 15 Sales effectiveness of online marketing channels.
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Figure 16 The cost of selling through online marketing
channels.
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Figure 17 online marketing channels that affect individuals.
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Therefore, from the sales trial results, comparing the
performance between Facebook, Instagram, Line, online
order form and Shopee, it was found that Facebook has
higher sales revenue than other online marketing channels.
Because Facebook is an easily accessible marketing
channel. The number of customers is greater than
accessibility, sharing, inquiries, ordering. In addition, it
provides the convenience of updating information and the
farmer is very familiar with its use. The weakness of the
Facebook channel is the invisible users, resulting in less
product information or promotions posted to customers,
including the relatively high ad rates. While, the online
marketing channel on Instagram is suitable for customers in
cities, health-conscious people with high purchasing power.
The presentation should focus on taking beautiful pictures
that attract attention. Providing additional information,
rather than selling products, creates a positive image,
generating positive feedback from customers, and in this
channel there are no visibility blocking and high ad rates
issues. However, there are restrictions on the use of
Instagram, there is still a specific use of the group. However,
there are restrictions on the use of Instagram, there is still a
specific use of the group. Online marketing channels
through Line have a specific style of communication with
individual customers. It has a personal marketing style. Line
marketing is often used in conjunction with Facebook or
Instagram. In the case of using most of the LINE channels,
they will trade with each other and build trust, resulting in
repurchases. Online marketing channels through order form
online are the same as Line, but there is a difference in the
resolution of providing product information. Also able to
collect information to process the trading systematically.
Because it uses the Google form function to make orders
that can be sent directly to the customer for use in
conjunction with other online channels as well. This method
maximizes repurchases. It can be managed by itself and can
be kept confidential. This system can support financial
transactions with high security. Lastly, selling through the
Market Place platform on Shopee, is the only platform that
allows vegetables to be sold through online marketing
channels, which are unsuccessful channels for sales. Due to
the limitation of the short-lived product (vegetables).
Making it necessary to be careful in transportation. Selling
through this channel, buyers are skeptical of sellers as they
are difficult to verify their identity and are more difficult to
process because of trading and financial activities. This is in
line with the study of the Thai e-Commerce Association
(2018), which discusses the benefits of online marketing as
a high potential channel for doing business. It can trade 24
hours a day, sell products all over the world, stay up to date,
two-way communication, low operating costs. Also
technology helps to make the product presentation
attractive. It helps consumers to make purchasing decisions
quickly. The key issue in creating an online marketing
system for safe vegetable farmers must be participation.
Since the requirement identification process and the design
process, stakeholders in the safety vegetable industry must
share their opinions and provide feedback when it comes to
form an online marketing channel for safe vegetable. It is
then tested with the consumers about the behaviour and the
satisfaction of using it for improvement by application in
conjunction with the Extended Model of Internet Commerce
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Adoption (eMICA). This includes quality inputs and
completeness of information, processes, system quality to
create farmers who can use online marketing channels and
achieve the SMART Farmers Model. Productivity is a
quality online marketing channel. Serving customer needs
and generating repurchases. All of the elements above
represent an effective form of online marketing for safe
vegetable in Thailand.

Conclusion

This study helps to expand the scope of the
development of new online marketing channels. This is due
to the driving of the objective of developing potential, the
ability to apply technology to increase the market for
farmers in Thailand. However, there is a low limit on
repurchase due to the relatively high number of competitors
on Facebook channels. Including problems caused by
blocking visibility and high ad rates. The online marketing
channel suitable for customers in cities with high purchasing
power is Instagram. The presentation style should focus on
beautiful images, compelling content. The online marketing
channels that should be used together to create the most
effective sales are Facebook, Line and order form online, as
this will combine the strengths of each tool. Facebook will
focus on communicating and distributing information in a
wide area. When customers receive information and they are
interested, they will use private channels such as Messenger
and Line to contact us for details, which will lead to
purchasing decisions. The ideal way to repurchase is order
form online, which adds convenience, systematic
functionality and easy monitoring. Findings from the
research that shipping, packaging, and consumer behaviour
are emerging factors in the process of developing online
marketing channels. This is because online merchandising
relies on efficient shipping and distribution processes.
Packaging that maintains the quality of vegetable through a
logistics process that will reach the end consumer. In
conjunction with the study of consumer behaviour in online
marketing channels using the concept of online marketing
mix 6P + 2C + 3S to develop an online marketing channel
model, and combine with enhancing the potential of farmers
using the SMART FARMERS model. These include social
media or market place, marketing tools, assistant, product
distribution, digital technology. This research found 5
strategies for selling through online marketing channels; 1)
Beautiful pictures and complete information such as price,
type of vegetables, weight, cultivation area, producer. 2)
Reviewing and recommending each vegetable creates more
interest to customers who want to consume more vegetables.
3) Establishing consistency in posting information in online
marketing channels. Data should be updated 1-2 times a
week to create a follow-up for customers. 4) Story creation
in content presented on online platform (content marketing)
such as knowledge of safe vegetables in the local area,
simple method of growing safe vegetable. 5) Create
participation in promotional activities such as accumulating
points, applying for membership, receiving privileges.
Summarise the main findings of this study, confirm the
hypothesis that many farmers or entrepreneurs in Thailand
do not take online marketing channels seriously and
maximize their benefits. The results of this study understand
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the fundamental changes in customer behaviour and online
marketing activities that are suitable for which target
audience and what types of products. Including digital
transformation trends that are important to online
performance (Simmons, et al., 2007). Future research
approach is to expand the scope of studies testing online
marketing channels to other agricultural products. As for the
online marketing model, it is a future proactive marketing
model that is rapidly changing through traditional trading.
Everyone must keep pace with the change to gain a
competitive advantage. Also more accurate target reach,
interact directly with customers and receive real-time
feedback to get accurate answers, be the best to meet the
needs of customers. Effective marketing is always a key
component of any business success.
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