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This study developed a marketing communications and brand strategy platform for agricultural
products that were environmentally friendly, starting with organic vegetables. The research used the
mixed methods research methodology, which includes the in-depth interview with a total of 28
academics, marketers, distributors, farmers and consumers, as well as the survey data from 400
respondents who consumed agricultural products that were environmentally friendly in Bangkok. In
the second phase data was collected from two workshops to develop the marketing commmunications
and branding strategy. From the first phase, by using cluster analysis, the consumer were divided into
three groups: health conscious and interested in marketing communications group; convenience and
understand in benefits group; and elderly, who were concerned about products’ quality, family and
health. The second phase of the research yielded the creation of from Heart to Health platform, which
was defined as the sharing of goodness from farmers to consumers encouraging sustainability. The
marketing communications strategy was developed into four stages which were: 1) create awareness
about the commitment to grow quality standard vegetables for consumers; 2) get consumers to consider
that organic vegetables can be used to make a variety of dishes; 3) create engagement within the
community in the various sales channels including recommending other consumers to buy the products

and 4) repeat purchase of organic vegetables from the community.

Keywords: marketing communications and brand strategy, environmentally friendly agricultural

products, organic vegetable
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Table 1 Final cluster-segmented by factors influencing buying decision making

Factors influencing buying decision making
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Marketing commmunication factor
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Figure 1 Campaign logo prototype
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Table 2 Marketing communications based on the consumer journey

WaTAAIARNNEATDUNSTluUSEWA IMednaIy Natily

BRAND ROLE: Passing on the love from the heart of the farmers to the health of consumers

and the income goes back to the development of farmers

HUMAN CHALLENGE: Organic vegetables are good for one’s health, and those you love,

and the environment. How to eat it every day?

1. AWARE 2. CONSIDER 3. ENGAGE 4. REPEAT
OBJECTIVE Customers would be  Stimulate customers so Stimulate consumers  Promote repeat

aware of the intent of  that they will see that to participate in the purchase

the community organic vegetables can be  community, market,

determined to cooked in a variety of ways  or in the online

produce agricultural and good for the health. world so that they

products that are will know the story

good to the health of and share with

the farmers and want others.

to share this goodness

with the consumers

and their beloved

families.
TASK Create expectations Provide recommendations  Provide special Find platform,

for customers in
making the purchase
at distribution source
or through the online
system

and ideas in cooking food
from Thai vegetables that
have beneficial health
values and eat for
medication, which is better
than medical treatment
when one gets sick.

promotion from the
heart of the
community, which is
not discount for
consumers but rather
giving them the
opportunity to
experience the good
feeling

channel, and
tools for creating
community to
foster customer

loyalty
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Table 2 (Continued)

BRAND ROLE: Passing on the love from the heart of the farmers to the health of consumers

and the income goes back to the development of farmers.

HUMAN CHALLENGE: Organic vegetables are good for one’s health, and those you love,

and the environment. How to eat it every day?

1. AWARE 2. CONSIDER 3. ENGAGE 4. REPEAT
MESSAGE ”QOrganic vegetables “Organic vegetables can be  “Get more than “Special priced
from the heart of the  used to cook a variety of vegetables. Share products for
community is shared  dishes and is good for your  good things and the members, who
for your health.” health as well as your love for health, love good
family. It is also good for environment, and health.”
society and farmers. It is community.”
worth the effort to try to
buy it.”
EXPECTED Organic vegetables I must try to find organic I would visit the | am part of the
OUTCOME are important to good  vegetables to cook formy  community that community both

health. | am
determined to select
it and cook for my
loved ones.

family more often.

online and offline
that support

the production
so that | can be
confident that

| have organic
vegetables to eat
continuously.

produces organic
vegetables so | would
be confident in the
production process
that it is grown with
love in all stages.

Ugyuazauassa wazuwmadlelumsduniou
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'
Y
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a
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a a 6
DUNTY
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Fiawooularl wiata uazduled ufuiifiesas
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Tud0in15910A Nl o910 LavvIkInILiovs
afunsuszvduRuseaiuseansaw

3. funainviedomednsivinedsiuau
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