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Abstract

Background and Objective: The Sampran model is a participatory approach that
promotes organic agriculture through the development of market mechanisms
and the TOCA platform, aiming to empower farmers as agri-entrepreneurs in
the digital era. This study aimed to examine farmers’ demographic profiles,
knowledge of marketing mix components, perceptions of the organic market,
participation in the project, and their level of creative organic market management.

It also aimed to compare these factors with market management practices.

Methodology: Data were collected through structured interviews with
127 farmers participating in the Sampran model. Descriptive statistics and
cross-tabulation analysis were used to examine the relationships among key

variables.

Main Results: Most farmers were male, with an average age of 54.65 years
and organic farming experience of 8.15 years. They possessed high levels
of knowledge, held positive perceptions of organic marketing, and
activelyparticipated in group meetings. However, their overall organic market
management was moderate, with strengths in personnel and financial
management. Limitations were observed in the use of equipment and digital

technologies, particularly in the adoption of the TOCA platform.

Conclusions: Farmers’ knowledge, perceptions, and participation were not
significantly associated with their level of creative organic market management.
Thus, the Sampran model should emphasize the strategic development of
digital tools, particularly improving the accessibility and user-friendliness of
TOCA, as well as enhancing farmers’ digital marketing skills. Demonstrating
successful farmer experiences could motivate broader adoption of online

platforms, fostering a more inclusive and sustainable organic market system.
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Table 1 Frequency (Percentage) of farmers on marketing mix knowledge in organic product (N = 127)

Knowledge of marketing mix Correct Incorrect
Product 1. The certification of organic agriculture standards can improve reliability 125 2
and make the output of organic agriculture better sold. (98.43) (1.57)
2. The certification of Good Agricultural Practice is equivalent to certification 56 71
of organic agriculture that increase reliability in market. (44.09) (55.91)
3. Green packaging tends to make consumers more likely to buy organic 114 13
agricultural products. (89.76) (10.24)
4. Using natural biodegradable packaging can enhance confidence in the 111 16
value of organic products. (87.40) (12.60)
5. Organic processed agricultural products do not need to apply for 94 33
777777777 processing standards because the raw materials are already organic. ~ (74.02) (25.98)
Price 6. The pricing of organic products should take into account consumers 71 56
ability to pay. (55.91) (44.09)
7. The high price of organic agricultural products can be conveyed to 73 54
777777777 consumers and understood as high-quality goods. ~ (57.48) (42.52)
Place 8. Selling organic agricultural products in community markets enables 118 9
farmers to directly contact consumers. (92.91) (7.09)
9. Community markets are suitable for organic agriculture because they 112 15
help promote relationships between farmers and consumers. (88.19) (11.81)
10. Online platform is a distribution channel, which can provide consumers 113 14
with more and more organic agricultural products. (88.98) (11.02)
11. Organic agricultural products certified by the Participatory Guarantee 87 40
System (PGS) process can be exported abroad. (68.50) (31.50)
Promotion 12. Promotion activities or workshops in the community makes organic 120 7
agriculture more well-known and stimulates sales. (94.49) (5.51)
13. Exhibiting products at trade fairs helps improve visibility and brand 125 2
recognition. (98.43) (1.57)




Table 1 Cont.

Knowledge of marketing mix

Correct Incorrect

14. The information in the media should include detailed information

about the production process, planting, and contact information.

125 2
(98.43) (1.57)

People 15. A friendly and communicative salesperson can make a better

impression on customers.

125 2
(98.43) (1.57)

Process 16. Quality inspection of organic products is necessary to test the chemical 72 55
residues in laboratory before placing to market. (56.69) (43.31)
17. The process of selling organic products through online platforms, and 97 30
choosing effective transportation channels is the most important. (76.38) (23.62)
18. Traceability system is an organic agricultural product certification system 3 124
777777777 because it can tell product story and show the certification. - (236) (97.64)
Physical 19. Organic agricultural product sales locations should be designed to 112 15
evidence reflect environmental friendliness, such as using natural. (88.19) (11.81)
20. Organic products in stores should have clear labels that show product 123 al

information such as production source and expiration date.

(96.85) (3.15)
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Table 2 The average and opinion about organic agricultural product markets of organic farmers (N = 127)

Opinion of organic agricultural product markets Average Standard Opinion
deviation level
Product (Various, standard, packaging, quality) 4.11 0.77 High
Price (Pricing) 3.37 1.28 Moderate
Place (SOOKJAI market, event, TOCA platform) 3.33 1.12 Moderate
Promotion (Communicate, workshop, storytelling, social-media) 4.15 0.78 High
People (Committee, seller, staff) 4.09 0.79 High
Process (Rules, pesticide residue, management) 4.12 0.85 High
Physical evidence (Decorate, reserve seat, unique) 3.95 0.80 High
Overall average 3.87 0.91 High
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Table 3 Frequency (Percentage) of farmers on creative organic market management with farmer participation

(N =127)
Management of organic market Practice Non-practice
Man 1. Are you selecting people who know and understand the 115 12
production and marketing of organic standards? (90.55) (9.45)
2. Do you have sufficient labor for agricultural activities and sales? 103 24
(81.10) (18.90)
3. Do you have to prepare physically and emotionally before the 117 10
distribution? (92.13) (7.87)
4. Are you willing to practice complying with the regulations and 126 1
standards of SOOKJAI Market group? (99.21) (0.79)
5. Are you working on improving your marketing skills to build your 111 16
strengths and increase sales? (87.40) (12.60)




Table 3 Cont.

Management of organic market Practice Non-practice
Money 6. Can you manage the financial aspects? 112 15
(88.19) (11.81)
7. Are you able to locate sufficient funding sources for agricultural 100 27
business operations? (78.74) (21.26)
8. Are you calculating production costs before determining selling 107 20
prices? (84.25) (15.75)
9. Are you keeping track of income and expense accounts, 97 30
production costs, and revenue? (76.38) (23.62)
10. Are you report the actual business performance to the market 91 36
committee to facilitate operational improvement? (71.65) (28.35)
Material 11. Do you have acquired and purchased enough equipment to 111 16
operate your business effectively? (87.40) (12.60)
12. Do you have supplied and purchased modern equipment to 98 29
enhance production volume? (77.17) (22.83)
13. Do you have a trading system that can record sales data, 38 89
similar to a Point of Sale (POS) system? (29.92) (70.08)
14. Do you have a system to receive payment for products via 92 35
scanning QR Code to receive money? (72.44) (27.56)
Management 15. Do you use a fast-shipping system to maintain the quality of 86 41
your products? (67.72) (32.28)
16. Are you using TOCA online platform to increase your marketing 32 95
channels to reach a wider range of customers and increase (25.20) (74.80)
your sales?
17. Do you use other online platforms other than TOCA such as 23 104
Freshket, Shopee, Lazada to increase your marketing channels? ~ (18.11) (81.89)
18. You are using social media to promote and sell the product? 74 53
(58.27) (41.73)
19. Do you use a traceability system to ensure consumer 59 68
confidence? (46.46) (53.54)
20. Do you have developed a production system that meets 115 12
standards and has been certified? (90.55) (9.45)
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Table 4 Frequency (Percentage) of farmers in comparison on knowledge, opinion, and participation and creative

marketing management on organic community with farmer participation (N = 127)

Variable

Practice of creative marketing management

on organic community with farmer participation

Low practice
(Average < 14.23)

Highly practice
(Average = 14.23)

Knowledge level of market components of organic agricultural products

Limited knowledge (Average < 15.56) 21 (34.40) 40 (65.60)

Extensive knowledge (Average > 15.56) 0 (0.00) 66 (100.00)
Opinion level of organic agricultural product market

Slightly agree (Average < 3.85) 15 (24.60) 46 (75.40)

Strongly agree (Average > 3.85) 6(9.10) 60 (90.90)
Participation level of farmers organic agricultural practice in Sampran model project

Low participation (Average < 3.29) 8 (14.50) 47 (85.50)

Strong participation (Average > 3.29) 13 (18.10) 59 (81.90)
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