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Abstract

The objective of this study was to analyze optimal marketing strategies for distribution channels
of organic agricultural products according to marketing mix theory with multinomial logit model. Data were
collected in the form of interviews with questionnaires from 2,450 consumers who bought organic
agricultural products by means of purposive random sampling of 25 districts in Chiang Mai province. It
could be concluded that an increased probability of the products distributed in the safe markets where
the organic agricultural products were mutually sold with safe agricultural products, the particular safe
markets, and the particular organic markets should focus on the product, promotion, and price marketing

strategies, respectively. Moreover, the product and promotion strategies were related to safety and free
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from chemical residue, marketing promotion under discounting, changing, distributing, adding, or testing,
and advertisement and public relations of private agencies corresponding with the organic agricultural
products. They should be carefully processed since these marketing strategies resulted in the possibility of
a decrease for the products distributed in general markets. It indicated that the different sale between
agricultural and organic agricultural products influenced demand decision of consumers. Therefore, the

optimal marketing strategies for distribution in each marketing channel led to the trade advantage.

Keywords: Marketing Mixes, Organic Agricultural Products, Multinomial Logit Model
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‘0 -0.157 0.064 0.027 -0.037 -0.004 -0.006 0.005 0.006
(0.339)  (0.563)  (0.692)  (0.721)  (0.740)  (0.256)  (0.586)  (0.664)
‘s -0.410 0.032 -0.128 -0.160 0.025 -0.012 0.011 -0.024
Place (0.100)  (0.856)  (0.236)  (0.340)  (0.241)  (0.156)  (0.415)  (0.302)
e 0.421 -0.088 0.059 0.147 -0.012 0.014 -0.012 0.010

(0.099) (0.613) (0.574) (0.371) (0.559) (0.108) (0.361) (0.654)

215a81sUNSBI0 UKISNgNagNnGou
QUUWIFIY 2560



ANS99 1 NANITIASITIUUIADIAIPNAENGLABNA ST UNTINUUNBEUA LN EASDUYS I LS AYY89MNINISRATR (71D)

Anduuszans (Coefficient) HANSTNUEIULL (Marginal effect)
4Ps AUTDHATE m(&) ln[&j m(&j ln[&] =1 =2 =3 =
P, P P, p;

Xos —0.482** -0.063 0.053 0.116 -0.002 —0.018** -0.006 0.026

(0.008) (0.615) (0.505) (0.323) (0.918) (0.005) (0.523) (0.121)

0.129 -0.041 0.007 0.048 -0.001 0.005 -0.004 0.001

Yo (0.527)  (0.765  (0.938)  (0.710)  (0933)  (0507)  (0.679)  (0.952)

Xir -0.249 —04314* -0.118 0.196 0.031 -0.005 -0.019 -0.006

(0.194) (0.016) (0.140) (0.108) (0.050) (0.430) (0.055) (0.703)

0.849 0.254 0.121 -0.133 -0.036 0.027 0.012 -0.002

Yo (0.000)"  (0031)  (0083)  (0231) (0007 (0.000°  (0.203)  (0.887)

Promotion Xio 0.003 —0.225* -0.085 0.140 0.020 0.003 -0.015 -0.009
(0.985) (0.037) (0.197) (0.165) (0.120) (0.603) (0.080) (0.542)

0.082 0.055 -0.134 -0.189 0.020 0.005 0.011 -0.037

Yoo (0.243)  (0.440)  (0.145)  (0.069)  (0.217) (0038  (0.089)  (0.085)

Yor 0.475H 0.182 0.133* -0.050 -0.032* 0.014* 0.006 0.012

(0.005) (0.144) (0.045) (0.680) (0.013) (0.024) (0.517) (0.402)

Yo 0.310 0.144 0.025 -0.119 -0.012 0.010 0.010 -0.008

(0.121) (0.302) (0.764) (0.366) (0.483) (0.149) (0.377) (0.654)
Yo -0.101 0.051 0.129* 0.078 -0.022* -0.006 -0.002 0.030**

(0.422) (0.562) (0.014) (0.361) (0.035) (0.137) (0.766) (0.008)

N 2,450 Model chi-square 275.45
McFadden Pseudo R? 0.0537  Level of significant “ significant level of 0.01, " significant level of 0.05

= a ¢
N NIFUATICT
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