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Communication for Sustainability: A Communication Landscape of Organic
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Abstract

This mixed methods research aims to explore and analyze the communication landscape
of organic agricultural community enterprises in Phetchaburi province and to evaluate its
impact on economic, social, and environmental sustainability, particularly in the context of
the transition to organic agriculture. The study consisted of three main phases: 1) a survey of
media exposure and interest in transitioning to organic farming among agricultural community
enterprise members (n=180) 2) a comparative analysis of communication channels and in-
depth perspectives (n=34 and 6 in-depth interviews) and 3) a qualitative analysis of innovative
communication strategies from key group leaders (n=3). Results from Phase 1 indicate a
relatively high level of media exposure regarding organic agriculture among members (33%
exposed more than 7 times/week). Key channels were digital and interpersonal media
(smartphones/ computers and fellow farmers), with 82.22% interested in transitioning to organic
farming. The highest demand for content was related to channels for distributing organic
produce (95%). In Phase 2, social media and special events were rated as the most effective
in stimulating interest (mean 4.53). However, in-depth interviews emphasized that successful
fellow farmers are the most influential factor in actual decision-making due to their credibility
and proven results. Furthermore, farmers requested genuine governmental support in pricing,
debt resolution, and marketing. Phase 3 revealed that group leaders employ a participatory
communication strategy centered on "people" as the most critical mechanism. This strategy
focuses on building trust through leading by example and developing the community
enterprises into learning centers to expand the network. The most sustainable strategy is thus
a blend of modern digital channels and profound interpersonal relationships, with credibility

and participation at its core. Practical recommendations focus on establishing leader networks
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and fostering Peer-to-Peer learning activities with model farmers as mentors and creating
communication mechanisms for direct-to-consumer market linkages and a fact-verification

system.

Keywords: Communication Landscape, Organic Agriculture, Commmunity Enterprise, Communication

towards sustainability
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