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Most of farmers and community enterprises that produce organic products
do not have knowledge about online marketing. There are a few of farmers and
community enterprises that use online media as a marketing communication channel,
which are both successful and unsuccessful due to lack of proper knowledge and
understanding in online marketing. The content is not attractive, and the update does
not consistently. Therefore, it must develop of online marketing communication model
of organic agricultural products for community enterprise that fit the context of the
community enterprise and to be a model.

The study was conducted by using the Research and Development Method.
The purposes of this research were (1) to study the basic information of organic
agricultural products for community enterprise (2) to develop the online marketing
communication model of organic agricultural products for community enterprise (3) to
try out the online marketing communication model of organic agricultural products for
community enterprise. The study of basic information for developing a model
employed the depth interview from 20 key informants by criterion sampling and
explored of the trust of 343 consumers and was then analyzed with Independent
samples and One-Way ANOVA.

The findings showed that problems of online marketing communication of
organic agricultural products for community enterprise were farmers of community
enterprise lack of knowledge of Information Technology, lack of knowledge of online
channel, lack of knowledge of marketing and branding and lack of creative content.
However, consumers trust in online marketing communication was at the high level.

The online marketing communication model of organic agricultural products
for community enterprise were composed of six elements such as: (1) The farmer or
distributor as a sender who has the aim of business. The farmer must know and
understand about information technology, online channel, marketing, branding,
customer relationship management, creative content and build network in order to use

it effectively. They must produce quality products and service with honesty and sincere.



(2) The content related to organic agriculture, relevant and useful for consumers. It is to
show the aim of business, key issue, clearly, truth, interesting, updated content and
format suitable for consumers. (3) The online channel must be easy to access. easy to
use, convenient, fast, low-cost, large storage area, with the noise that come. (4) The
process of e-commerce four steps are as follows: searching, ordering, payment and
delivery. It must be easy to use, convenient, fast and safe. The farmer should be
included to reduce the cost of logistics. (5) The target consumers and stakeholders have
expectations. The consumers should be aware of food safety and know about organic
agricultural and (6) The feedback that consumers or stakeholders show after receiving
information. It shows the satisfaction caused by expectations. This model has a goal to
develop a relationship between the farmer or distributor and the target consumers or
stakeholders.

The result, which was approved by the experts, was suitable in practice and
real practical at the highest level. The results of testing the model with one
experimental group was found that they were satisfied with the model. However, this
model requires cooperation from external agencies to help farmers develop online
marketing communication of organic agricultural products. Because farmers of

community enterprise lack knowledge and funds.



