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Abstract

The study was focused on the limitations of marketing channel of organic
products in Chijangmai and Lampoon provinces, both located in the northern part of Thailand. The
objectives of the study were to: analyze the problems on marketing channel of organic products;
develop marketing model and strategic plan; and analyze the gap of agricultural plan including its
policy implementation. Participatory Action Research (PAR) was conducted with organic farmers

in the study area.

The results of the study revealed the following: The problem of marketing
channel of sustainable organic agriculture main channel was market fairs in the big city and towns
of Chianmai and Lampoon provinces. The study further disclosed that farmers had no power in
market control because they were temporary renters in the market. ln addition, competition with

safety products being promoted by government agencies in the same market fairs seemed to be

another problem.

Findings of the study also showed that there were other channels being carried
out by farmers such as direct delivery through consumers but still experiencing high cost of
transportation because of low volume and low value of the products. Some farmers sold their
products through a middle man or commission agent, distributor to sell the products in
hypermarket, supermarket, and retail shops in nearby city. They got lower price relatively because

of the characteristics of vegetables and fruits which are perishable goods.

With regard to the market situation of organic products in Chiangmai and
Lampoon provinces, demand continued to change and shift for its big expansion while supply
growth was very slow due to organic production among sustainable organic farming found to be
very difficult to promote *sustainable organic farmers should have to transform their views, way

of thinking, doing and living”.



The model of organic products should be “Market Fairs” to be scattered in the
big city and in the towns of Chiangmai and Lampoon provinces for good relationships between
farmers and consumers. Moreover, “Direct Delivery” is still a possible market model with good
communication in cyber space since communication is the key in maintaining client relations plus
“special channel for high value-high volume product” and not perishable products can be sold
through middle man or agency. A big prospect and challenge to organic farmers is the “Directed
Canteen Contract Marketing” (DCCM) in institution like a university school hospital in which
this model have to carry out a very precise collective planning in all aspects: type, volume, quality

and time consistently.

A policy gap was found that the organic agriculture agenda policies were
continue to form and being implemented through bureaucracy system separated and fragmented
in each structure/function with lack of integration among ministries and the participation of key
farmers institution and local administrative organization were inadequate. An integrated approach
should be used to develop systematically in all dimensions: production, standardization,

marketing and consumption with efficient management based approach.





