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Abstract

This project aided the Hydroponics Project of the Chaipattana Foundation in raising

awareness of hydroponics, itself, and its learning program within the Muang district in Prachinburi,

Thailand. The team conducted three sets of both surveys and interviews with local market
consumers, vendors, schools, and farmer organizations and analyzed the data qualitatively and
quantitatively to verify low awareness and determine effective methods for raising awareness.
Based on the results, the team developed a public relations strategy consisting of a business card,
brochure, poster, website, and Facebook strategy. Additionally, the team developed guidelines for
distributing printed materials, editing the website, and improving Facebook outreach to sustain the
strategy following project completion.
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Executive Summary

In rural areas in developing countries such as Thailand, agriculture is the main source of
poverty reduction, income, and employment. The agricultural sector is important to the country’s
economy because it provides employment and income to a large portion of Thailand’s population,
as evidenced by the fact that 46% of the 39 million people in the labor force worked in agriculture as
of 2013 (FAO, 2014; Singhapreecha, 2014). In order to sustain agriculture, His Majesty King
Bhumibol Adulyadej founded the Chaipattana Foundation in 1988 with the mission to improve the
quality of life of farmers in Thailand (“The Chaipattana Foundation,” 2014). The primary focus of
the over 3,000 Royal development projects funded by the foundation is to combat poverty and
promote self-sufficiency in rural communities (Kukarja, 2007). Specifically, the foundation develops
projects based on the following objectives: focus on helping farmers; promote and support
sustainable development and self-sufficiency; and encourage local participation in initiatives (“The
Chaipattana Foundation,” 2014).

The Chaipattana Foundation is exploring hydroponics an alternative farming technique.
Hydroponics is a soilless farming technique that uses a nutrient solution to nourish plants with roots
submerged in water (Kao, District, Improvement, & Hsiang, 1989). Benefits of this technique include
reduced water consumption and increased product quality and yield. However, hydroponics often
requires a high initial investment and can grow a limited number of plant types in comparison to
soil-based agriculture (Carruthers, 2005; Resh, 2012).

One of the projects initiated by the Chaipattana Foundation is the Hydroponics Project of the
Chaipattana Foundation (HPCF), located in the Muang district of the Prachinburi province. The
HPCF is a farm and learning center that utilizes hydroponics to grow its produce and teaches the
technique through its learning program (Parmornsood, n.d.). Although the HPCF is currently self-
sufficient, the farm manager, Patcharin Puttharit, expressed one of her visions for the center to
“Have more people to learn and be interested in hydroponics ... to make this farm more well-known
to the local people in Prachinburi and others who are interested...” (P. Puttharit, personal
communication, January 14, 2015). The HPCF is limited in its ability to promote itself as a valuable
resource for hydroponics learning.

In order to help achieve Patcharin Puttharit’s vision of making the HPCF better known to the
local people in Prachinburi, our project goal was to raise awareness of hydroponics, the HPCF, and
its learning program in the Muang district where the HPCF is located. To accomplish this goal our
team developed the following objectives targeting hydroponics, the HPCF, and its learning program
in the local community:

1. Determine the current awareness.
2. Identify effective communication mediums to raise awareness.
3. Develop a public relations (PR) strategy to increase awareness.

Figure 0-1 outlines the three step process our team followed to complete our objectives and
achieve our goal:
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Figure 0-1: Methodology Overview

In step 1, Collect Information, we iteratively developed three surveys and three sets of
interview questions. The team developed these data collection vehicles in English and the
Chulalongkorn teammates translated them into Thai. The three surveys were the Market Consumer
Survey, Market Vendor Survey, and the HPCF Consumer Survey and the three sets of phone
interviews were the School Interview, Farmer Organization Interview, and the Previous Attendees
of HPCF Learning Program Interview. Our team collected 101 consumer surveys in the Muang
district. Additionally, we interviewed agriculture teachers from four local schools and leaders from
three local farmer communities. The Chulalongkorn teammates administered the surveys and
interviews and recorded the respondent’s answers for both types of data collection. The information
we collected from surveys and interviews enabled us to complete our first two objectives. Using the
data collected from these surveys and interviews, we answered the following research questions:

What is the current level of awareness of hydroponics?

What is the current level of awareness of the HPCF and its learning program?
What is the current satisfaction of the HPCF?

What is the community interest in hydroponics?

S

What are effective communication mediums?

In step 2, our team compiled and analyzed results from all of our data collection methods to address
each of these questions using coding and statistical analysis. The results from our analysis revealed
an overall low familiarity with hydroponics as depicted in Figure 0-2 below:

Consumer Familiarity with Hydroponics
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Figure 0-2: Consumer Familiarity with Hydroponics
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Coupled with the low familiarity of hydroponics is a low level of awareness of the HPCF
and its learning program. From our results we determined that 59 of 85 (69%) respondents were not
aware of the HPCF. However, 50 consumers (60%) responded that they were interested in growing
their own produce. Our team found a significant positive association between consumer interest in
growing produce and familiarity with hydroponics. This association suggested that consumers in
the local community were a potential target for an increased HPCF public relations effort.

Our team surveyed current customers of the HPCF and interviewed previous learning
program attendees to determine their satisfaction with the produce grown by HPCF and the
learning program. We asked consumers to rate the quality of the HPCF produce and 10 out of 10
respondents ranked the produce as superior quality. Additionally, when assessing the quality of the
learning program, 17 out of 22 (77%) interviewed previous attendees chose the highest ranking (very
satisfied) with the learning program and no one said they were unsatisfied. These high quality
ratings led us to believe that the HPCF did not need to focus on internal improvements.

In order to increase the awareness of the HPCF, our team investigated effective mediums of
communication in the local community. When analyzing the consumer access to and use of the
Internet we found that a total of 52 out of the 85 consumers (61%) had access to the Internet through

different devices, as shown by Figure 0-3.

Consumer Internet Access N=85
40 -
2 33
£
£ 30 - 27
%]
§
O 20 - 17
8
510 - 8
e
g
>0
Mobile Computer Both No Access
Device

Figure 0-3: Consumer Internet Access

If a respondent had Internet access, we proceeded to ask them which social media platforms they
used. Figure 0-4 shows that almost all respondents with Internet access used social media with
Facebook and Line being the most prevalent platforms. Many consumers used more than one type

of social media.



Consumer Use of Social Media
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Figure 0-4: Consumer Use of Social Media

In step 3, our team used PR strategy background research to develop six components of the
strategy: objectives, target audience, message, budget, efficacy measurement, and medium. We used
the results from our surveys and interviews to determine the objectives and target audience and
employed a strengths, weaknesses, opportunities, and threats (SWOT) analysis to define the
message. We then considered the abilities of the HPCF to determine the budget and available tools
for measuring the efficacy of the PR strategy.

We consulted Thawatchai Saengthamchai, a PR expert from WHY NOT Enterprise to
organize the message to convey through effective communication mediums. From this meeting our
team developed a three phase process for our PR strategy: generate initial interest in hydroponics
and the HPCF, provide detailed information to increase knowledge, and direct target audience to

the HPCF as a resource for further learning.

We developed offline and online materials in Thai and English for the first two phases of the
PR strategy because our target audience contained community members with and without access to
the Internet. The first phase PR materials consisted of a brochure, a poster, and business cards as

Benefits of i \—iw

Hydroponics The Process
N7
7 ,@, Z_ o

displayed in Figures 0-5, 0-6, and 0-7 below.
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Figure 0-5: Brochure

vi
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Figure 0-7: Business Cards

The second phase PR materials included a website (http://hydroponicsfarm.weebly.com/) as

shown in Figure 0-8 and a Facebook page strategy. In addition to the PR materials, our team
developed PR strategy implementation guidelines in Thai and English that pertain to each
communication medium including distribution guidelines for printed materials, a website editing
guide, and Facebook page strategy. We developed these guidelines to ensure that the HPCF
employees will be able to sustain and further develop the PR strategy following the project

completion.
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Home About Farm Hydroponics Leaming Program Contact

Welcome to

"Hydroponics Farm of

the Chaipattana Foundation™

Fresh, Clean, Safe, Non-Toxic

Figure 0-8: Screenshot of Website Homepage

Our team recommended that the HPCF implement the developed PR materials to achieve
our goal to raise awareness of hydroponics, the HPCF, and its learning program within the local
community. Based on our background research, field work, and results our team is confident that
local awareness of hydroponics, the HPCF, and its learning program in the Muang district of
Prachinburi will increase and this improved awareness aligns with the goal of the Chaipattana
Foundation to promote sustainable development.
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1 Intfroduction

Agriculture is the main source of income and employment in rural areas of developing
countries around the world and its economic and social importance in Southeast Asia is widespread
(Kasem & Thapa, 2012; Norton, 2004). In Thailand, agriculture has played a significant role in the
reduction of poverty, which historians primarily attribute to the high agricultural growth in the
1980s. This role is made evident by the fact that the poverty rate decreased from 57% in 1962 to 10%
in 2002 (Kasem & Thapa, 2011). Moreover, historians consider the agricultural sector of Thailand to
be the backbone of the country’s economy because it provides employment and income to 46% of
the 39 million people in the labor force (FAO, 2014; Singhapreecha, 2014). In addition to the
economic significance, agriculture has a profound social importance to Thai people because a total of
51% of Thailand’s population live in rural areas and their lifestyles revolve around agriculture
(“Rural population,” 2015). Furthermore, agriculture is seen as a way of life - an occupation with
important traditions and values for rural people who have long lived in harmony with nature
(Jitsanguan, 2001).

In order to sustain agriculture as the backbone of Thailand’s economy, His Majesty King
Bhumibol Adulyadej founded the Chaipattana Foundation in 1988 with the mission to improve the
quality of life of farmers (“The Chaipattana Foundation,” 2014). The primary focus of the over 3,000
Royal development projects implemented by the foundation is to combat poverty and promote self-
sufficiency in rural communities (Kukarja, 2007). Specifically, the foundation develops projects
based on the following objectives: focus on helping farmers; promote and support sustainable
development and self-sufficiency; and encourage local participation in initiatives (“The Chaipattana
Foundation,” 2014).

One of the projects initiated by the Chaipattana Foundation is the Hydroponics Project of the
Chaipattana Foundation (HPCF), located in the province of Prachinburi. The HPCF is a farm that
utilizes hydroponics to grow its produce and teaches the technique through its learning program.
Hydroponics is a sustainable agricultural method that uses nutrients dissolved in water to replace
the use of soil in traditional farming practices (Dreschel, 2014). Some advantages of this technique
include reduced consumption of water, minimal need for pesticides, and increased maturity rate,
yield, and quality of products. However, hydroponics often requires a high initial investment and
can grow a limited number of plant types in comparison to soil-based agriculture (Jones, 2014).

Promoting hydroponics through the HPCF aligns with the objectives of the Chaipattana
Foundation with regard to sustainability, self-sufficiency, and its focus on agriculture. Although the
HPCEF is currently self-sufficient, the farm manager, Patcharin Puttharit, expressed one of her visions
for the farm to “Have more people to learn and be interested in hydroponics... to make this farm
more well-known to the local people in Prachinburi and others who are interested...” (P. Puttharit,
personal communication, January 14, 2015).

In order to help achieve Patcharin Puttharit’s vision of making the HPCF more well-known
to the local community in Prachinburi, our team’s goal was to raise awareness of hydroponics, the
HPCF, and its learning program in the Muang district where the HPCF is located. To accomplish



this goal our team developed the following objectives targeting hydroponics, the HPCF, and its

learning program:

1. Determine the current awareness.
2. Identity effective communication mediums.
3. Develop a public relations (PR) strategy.

In order to complete these objectives, our team surveyed and interviewed various groups in the
community. From our Market Consumer Survey, our team determined that there was low
awareness of hydroponics, the HPCF, and its learning program but a high interest in growing
produce. By interviewing local schools and farmer organizations we found that there was interest in
learning more about hydroponics. In order to determine whether the HPCF needed to focus on
internal improvements, our team interviewed previous HPCF attendees and surveyed HPCF
customers. We found a high level of satisfaction of both the learning program and produce, and
used these results to develop materials for the HPCF PR strategy. The focus of the PR strategy was
to provide the local community with information they lacked about hydroponics, such as its general
process and the production and environmental benefits of using the technique. We also included the
HPCF’s availability as a learning resource as well as its contact information and location to raise
awareness of the farm and learning program. Lastly, we developed implementation guidelines for
the use of each PR material to ensure the sustainability of the strategy.

Chapter 2 of this report presents background knowledge related to the context of our project.
Chapter 3 then provides detailed information on the methods we used to achieve our objectives.
Chapter 4 discusses the results of our data analysis from the surveys and interviews. Lastly, chapter
5 includes our conclusions and recommendations for the HPCF.



2 Background Information

This chapter begins by establishing the importance of agricultural productivity in Thailand
and discusses programs developed by the Thai Royal government which seek to sustain and expand
the sector. The next section describes how these initiatives improve agricultural production through
promoting hydroponics as a more sustainable alternative farming technique than soil-based
agriculture as well as the limitations of such initiatives. Additionally, this chapter provides
guidelines for developing a PR strategy. Finally, this chapter discusses case studies exploring how

hydroponics learning can apply to various subgroups of the community.

2.1 Importance of Agriculture in Thailand
Agriculture in Thailand has been central to the nation’s development throughout its history.

In the 1960s, the agricultural sector was the main driver of the economy and the sector employed
70% of the labor force. Thailand’s rapid economic growth led by manufacturing in the 1980s
transformed the agricultural sector by slowing its growth but increasing its productivity. The
agricultural sector became more mechanized and capital intensive, assisted by an increase in credit
availability. In addition, the emergence of high value markets resulted in a diversification and
specialization of agriculture (Leturque & Wiggins, 2010). The resulting increase in agricultural
productivity helped decrease the poverty rate from 57% in 1962 to 10% in 2002 (Kasem & Thapa,
2011). Furthermore, food poverty! decreased from affecting 2.55 million households in 1988 to
418,000 households in 2007. Child malnutrition also decreased from 17% to 7% in the same time
period (Leturque & Wiggins, 2010). In 2013, 46% of the 39 million people in the labor force in
Thailand worked in agriculture and the sector contributed 12% to the country’s GDP (FAO, 2014;
Singhapreecha, 2014).

2.2 The Chaipattana Foundation

Due to the strong influence of agriculture in the Thai economy and society, the Thai Royal
Government has made it a goal to improve the quality of life of farmers throughout the country. To
accomplish this goal, His Majesty King Bhumibol Adulyadej established many organizations such as
the non-profit Chaipattana Foundation. Referring to this foundation, the King stated in a royal
speech in 1996 that, “We [committee members] are public-spirited developers joining to contribute
to national and social development. Our joy comes when such progress is realized. That is truly
‘Chaipattana’ or the Victory of Development” (“The History of Chaipattana Foundation,” n.d.). The
King founded the foundation in 1988 with the purpose of increasing agricultural development to
improve the farmers’ livelihoods and increase their self-sufficiency, or ability to maintain oneself
without outside aid (“Self-Sufficient,” n.d., “The Chaipattana Foundation,” 2014). The foundation
has since initiated over 3,000 Royal development projects, the majority of which are dedicated to
combating poverty and encouraging greater self-sufficiency within rural communities (Kukarja,

1 Food poverty: the inability to have an adequate and nutritious diet due to issues of affordability and
access to food with related impact on health, culture, and social participation (“Food Poverty - Healthy
Food for AllHealthy Food for All,” n.d.).



2007). The foundation also focuses on simplicity and the conservation of natural resources, which
not only benefit Thai people but also promote sustainable development on a country-wide scale.

His Majesty the King believes that all people have the freedom to make their own decisions
regarding their livelihoods and culture. Similarly, the Chaipattana Foundation encourages farmers
to make educated decisions to become self-sufficient through methods that require minimal to no
assistance from outside resources. The King also promotes local participation to create harmony
within communities leading to increased economic success and happiness. One advantage for rural
farmers working with the Chaipattana Foundation is that due to its non-governmental status, it can
provide educational resources faster than the Thai government (“The Chaipattana Foundation,”
2014).

Presently, the Chaipattana Foundation funds and manages its projects with the following
main objectives:

1. Focus on helping farmers
2. Promote and support sustainable development and self-sufficiency
3. Encourage local participation in initiatives

One way the Chaipattana Foundation is accomplishing its goals is by promoting
hydroponics as a more sustainable agricultural technique than soil-based techniques.

2.3 Hydroponics Agricultural Technique

Hydroponics is a soilless farming technique. Even though historians consider soil-based
farming to be a traditional agricultural method throughout history, soilless agricultural practices
such as hydroponics date back to the ancient Hanging Gardens of Babylon and the floating gardens
of the Aztecs in Mexico. Professor W.F. Gericke, from the University of California, suggested that
hydroponics can be used commercially for the first time in an article for a scientific magazine in 1937
(Jones, 2014). Since the 1980s, the global commerce of hydroponically grown vegetables has
expanded and hydroponics technology has improved.

There are multiple types of hydroponics systems with different levels of complexity.
Therefore, farmers can customize their system based on specific requirements such as the type of
produce grown, availability of materials, and cost (Dreschel, 2014). One source summarizes this
range in complexity in the following quotation:

“[Hydroponics systems range] from a single plant supported above an aerated jar of
nutrient solution to thousands of plants above a large area of flowing solution in
which pH, temperature, and nutrient concentrations are controlled by using a
sophisticated computer system and automated chemical analysis” (Dreschel, 2014,
para. 2).

As of 2010, Thailand had 188 registered hydroponics farms for commercial production and
home consumption. Hydroponics is a promising alternative agricultural technique due to the fact
that 30% of arable land in Thailand has soil problems such as sandiness, salinity, or high
concentration of acid-sulfate soils. Two common hydroponics techniques currently used in Thailand



are the Nutrient Film Technique (NFT) and Dynamic Root Floating Technique (DRFT) systems
(Wattanapreechanon & Sukprasert, 2012).

The standard NFT, shown in Figure 2-1, pumps the nutrient solution from a reservoir to a
container. A tray supports the plants above the container and the dangling roots come in contact
with the nutrient solution. A table supports the main container at a slight angle to drain the nutrient
solution back into the reservoir for reuse (Dreschel, 2014).
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Figure 2-1: Nutrient Film Technique. Adapted from “Hydroponics,” by T. Dreschel, 2014,
AccessScience, para. 6.

The DRFT demonstrates the customizability of hydroponics systems because it is a hybrid of
several hydroponics techniques as shown in Figure 2-2 (Dreschel, 2014). Similar to the NFT, this
system pumps nutrient solution from a reservoir to a container that supports the plants. This system
fully submerges the plant roots in the nutrient solution. The pump turns off when the nutrient
solution reaches a certain depth and the nutrient solution circulates back to the reservoir through the

overflow pipe or drain for reuse (Kao, District, Improvement, & Hsiang, 1989).
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Figure 2-2: Dynamic Root Floating Technique. Adapted from “Hydroponics,” by T. Dreschel, 2014,
AccessScience, para. 6.



Table 2-1 compares the production and environmental factors for hydroponics with soil-

based agriculture.

Plant Nutrition

Production
The ability to control precise nutrition consumption for plants through
the nutrient solution in hydroponics, in comparison to soil-based
agriculture, permits farmers to grow healthier produce (Resh, 2012).

Production Yield
and Quality

Hydroponics production can yield 50% more produce with higher quality
than soil-based agriculture and can continue year-round (Resh, 2012).

Plant Growth Rate

Since the system controls the plant’s growth in the right conditions with
hydroponics, the product matures faster than by soil-based agriculture
(Jones, 2014).

Investment

Due to the technical aspects of infrastructure and trained labor,
hydroponics agriculture can require a high initial investment.
Nevertheless, the increase in product yield can compensate for the high
initial investment over time (Jones, 2014). For example, a study conducted
at Luk Phra Dabos Agricultural Training and Development Center in
Samutprakarn Province in 2009 compares the investment and profit of
lettuce grown in soil culture and NFT hydroponics. The investment of
soil-based technique was 9.64 baht/m? and returned a profit of 21.96
baht/m?2. The investment of NFT was 116.8 baht/m? and returned a profit
of 58.2 baht/m? (Wattanapreechanon & Sukprasert, 2012).

Land Use

Hydroponics uses less land than soil based techniques because it does not
require soil to grow. This advantage also means that farmers can use
hydroponics in places where soil fertility is not sufficient for soil-based
techniques (“Hydroponics Training Manual,” n.d.).

Labor Use

Hydroponics requires less physical labor because soil does not need to be
tilled or sowed (“Hydroponics Training Manual,” n.d.).

Environmental

Soil Degradation

In soil based agriculture, soil degradation decreases the nutrient content
and crop yield on farms over time, making it progressively harder to
maintain a high level of production. In hydroponics, soil degradation is
not an issue (Resh, 2012).

Pest Control

Soil based produce normally needs pesticides to protect from soil-borne
diseases. Hydroponics usually requires little to no use of pesticides (Resh,
2012).

Fertilizer

Fertilizer salts can contribute to pollution in waterways because rain
water can carry salt water into storm drains and surface waters
(Traunfeld & Nibali, 2013). The nutrient solution in hydroponics contains
the necessary nutrients and does not require additional fertilizer (Resh,
2012).

Water Consumption

Hydroponics recycles up to 95% of the water used in the system, whereas
soil agriculture inefficiently uses water and it must be constantly re-
supplied (Carruthers, 2007).

Table 2-1: Comparison of Hydroponics and Soil-Based Techniques




As evidenced by the advantages outlined in the table above, the promotion of hydroponics
directly aligns with the goals of the Chaipattana Foundation to promote self-sufficiency of farmers
and sustainable development.

2.4 The Hydroponics Project of the Chaipattana Foundation (HPCF)

One example of a Chaipattana Foundation development project that uses hydroponics is the
Hydroponics Project of the Chaipattana Foundation (HPCF) located in the Muang district of
Prachinburi province, shown on the map of Thailand in Figure 2-3. The Muang district is one of 13
districts in Prachinburi and the primary occupations of its population of 113,519 are agriculture and
working in factories. There are 11 schools and 3 universities in the Muang district (“#ayaghine-aauii
vauiin-fadensms,” n.d.). Her Royal Highness Princess Maha Chakri Sirindhorn asked the Chaipattana
Foundation to establish the hydroponics farm in 2007 on a suitable plot of land with the objective of
enabling income diversification through hydroponics in the local community (Parmornsood, n.d.).
Currently, the HPCF is the only hydroponics learning center in the district.
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The HPCF demonstrates the potential benefits of hydroponics through its farm production
and free learning program. The HPCF utilizes hydroponics to grow plants such as morning glory,
celery seed, kale, and Chinese flowering cabbage (Parmornsood, n.d.). Patcharin Puttharit, the HPCF
manager, was instrumental in founding the project and she still oversees day-to-day operations of
the farm and runs the learning program. Patcharin Puttharit learned about hydroponics by studying
agricultural botany at Maejo University in Chiang Mai, Thailand, where her graduation thesis was
on hydroponics (P. Puttharit, personal communication, January 14, 2015).

The HPCF is at full production capacity, using all available hydroponics trays and
producing an average of 50 kilograms of produce per day. The farm uses both the NFT and DRFT
systems to grow its produce, as explained in the previous section. In order to maintain this
maximum level of production, the manager and four other workers spend all of their time managing
the farm, the learning program, and tending to the produce.

The HPCF manager expressed that she would like the HPCF to be more well-known in
Prachinburi and to engage more people from the local community to learn and be interested in
hydroponics. In order to do so, Patcharin Puttharit wants to expand the HPCF’s public relations
(PR). The current extent of PR at the HPCF is an entrance sign, a Facebook page last updated in June
2014, and a vendor stand at the Naresuan market in the Muang district where they sell their
produce. Due to this limited PR, the goal of this project was to aid the HPCF in raising awareness of
hydroponics, the HPCF, and its learning program in the local community.

2.5 PR Strategy Guidelines

A PR strategy is a communication tactic that focuses on exposing a company, product, or
individual to a target audience. Table 2-2 lists common components of a PR strategy and the

remainder of this section describes each component.

Variable Description
Objectives Define the drive to develop a PR strategy
Target Audience Determine the target audience
Message Delineate the points to address
Budget Outline the investment for the strategy
Measurement Assess the impact of the campaign
Medium Identify effective methods of communication

Table 2-2: Variables for PR Campaign Development. Adapted from “Note of Marketing Strategy” by
R. Dolan, 2000, Harvard Business Review, p.11.



2.5.1 Objectives
The objectives of a PR strategy outline the purpose of the strategy and what it intends to

accomplish. Objectives also specify the expected level of goal attainment within a certain time frame.
Furthermore, public relations objectives should align with organizational objectives and clearly
defined goals (Hon, 2009). Creating and following objectives ensures that each component of the
strategy is relevant to the goal and minimizes wasted resources on components outside of the scope
of the goal (Dolan, 2000). Without a clear statement of the current situation and objectives for the
future, a company cannot determine whether or not is has succeeded in its PR strategy (Ehrlich &
Fanelli, 2012).

2.5.2 Target Audience
The target audience is the specific group(s) of people that the strategy seeks to reach out to

with the information the team is attempting to communicate. An effective PR strategy reflects
detailed knowledge of its audience with regard to their motivation for taking interest in the
strategy’s message (Dolan, 2000). In addition, since a product or service may appeal to a variety of
buyers, a “one size fits all” marketing approach may not work because it may not be specific enough
(“The Importance of Really Knowing Your Target Audiences,” n.d.). Targeting a specific audience
can benefit the PR strategy by identifying the media that can best reach the target in order to
increase success. Defining a target audience early on in the development process also helps narrow
the focus to the information the audience wants to hear, increasing the likelihood that they will
respond to the strategy. One way of narrowing down the audience is using geographic
segmentation, which is a technique that picks a target audience based on geographic location
(Ehrlich & Fanelli, 2012).

2.5.3 Message

After setting PR goals and objectives and determining the target audience, the next step is to
craft the intended message. One method for determining the message is through a strength,
weakness, opportunity, and threat (SWOT) analysis. Strengths are capabilities or resources of the
company or product that it can use to improve its competitive position. Opportunities and threats
come from outside the organization. Opportunities are favorable conditions in the environment that
can produce rewards, while threats are external barriers that can prevent a company from achieving
its objectives (Ehrlich & Fanelli, 2012). Table 2-3 shows an example of a SWOT analysis.

Strengths & Weaknesses: Opportunities & Threats:
e Size of organization e Industry trends (industry growth,
e Reputation of organization maturity, or decline)
e Current market share of product e Economic factors (interest rates,
e Current market segments business cycle, inflation)
e Ability to meet target market wants and e DPolitical forces (wars, changes in
needs leadership, new legislation, or court
e Product or technological decisions)
advantages/disadvantages e Regulatory forces (new or changing
e DPricing advantages/disadvantages regulations)
e Technology demographic changes




e Market perception of product: e Societal changes (large-scale changes in
positioning or brand image attitudes or behaviors)

e Operational strengths and weaknesses

e Budgetary constraints and types of

resources available
Table 2-3: SWOT Analysis Example. Adapted from “Financial Services, Marketing Handbook: Tactics
and Techniques That Produce Results” by E. Ehrlich & D. Fanelli, 2012, Dolan, 2000, Bloomberg
Financial, p. 48-50.

A SWOT analysis does not have significant value unless a company uses the identified
factors for each component to contribute to the development of the PR strategy. After completing an
initial analysis, it is beneficial to prioritize the most important factors in each category. This enables
a company to avoid balancing strong threats with weak opportunities (Harrison, 2013). A company
can also use a SWOT analysis to identify factors that set itself apart from the competition in order to

further appeal to the specified audience.

2.5.4 Budget

Before developing tactics for meeting objectives, a company needs to determine their
available resources to fund the PR strategy. The available budget determines the marketing options
available, but a limited budget does not necessarily restrict the success of a PR strategy (Ehrlich &
Fanelli, 2012). The first step in determining a budget is to organize financial information. A company
can do this by measuring its disposable income and dividing that between the company’s goals,
including a PR strategy. After determining the amount of income available to allocate to the PR
strategy, the company can then decide how to spend the allotted funds. The third step is to
iteratively assess how the company is using the funds and make appropriate changes. If the strategy
does not bring in new revenue in excess of the cost, it might be better to remove the strategy and try
something else (Lavinsky, 2013).

2.5.5 Measurement
The evaluation and measurement of a PR strategy determines the strategy’s effectiveness.

One tool that measures the effectiveness is a Key Performance Indicator (KPI). KPIs are typically
numeric measurements that serve as goals for the implementation of the strategy based on a certain
time frame. An example of a KPI for a hypothetical ice cream shop would be a 20% increase in sales
within three months (Dolan, 2000; “PR Campaign Guidelines,” n.d.).

2.5.6 Medium

The medium for communicating a PR strategy consists of the methods by which the strategy
can effectively distribute information such that it reaches and appeals to the target audience (Dolan,
2000). One common medium through which companies can distribute information is the Internet.
Two examples of ways that audiences use the Internet to obtain information are by visiting websites
and through social media. In Thailand, approximately 24 million people have access to the Internet.
Additionally, about 18 million people in Thailand use social media (Millward, 2013). On average,
Thai people spend around 3.7 hours per day on social media. However, Thailand’s Internet access is
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not consistent nationwide (Pongvitayapanu, 2014). Therefore, for PR strategies in Thailand, it may
be important to consider offline mediums to communicate with those not connected to the Internet.

2.6 Relevant Case Studies
To explore potential applications for a PR strategy related to hydroponics in Thailand, our

team researched three case studies that identified potential target audiences that may benefit from
an increase in hydroponics awareness: farmers, non-farmers, and schools. We investigated farmers
because they may be interested in learning about the potential benefits of hydroponics versus their
current technique. Non-farmers include everybody who do not rely on agriculture as their main
source of income, such as consumers and hobbyists. Our team also researched schools as a potential
target because they could benefit from hands-on learning. The following section outlines each case
study and describes how hydroponics can apply to these target audiences.

2.6.1 Farmers
One potential target audience that could benefit from implementing hydroponics is farmers.

One case study evidencing this is a hydroponics micro-farm project in Mexico that targeted small-
scale and subsistence farmers in the local areas. The project stemmed from a need for more efficient
water and nutrient use and hydroponics posed to be a viable self-sustaining solution. The project
considered 51,124 farmers with an average estimated annual salary of $11,000 while cultivating a
farm on 10 hectares of land. They consumed 3.7 billion cubic meters of mostly irrigated water per
year through the use of soil-based agricultural techniques.

The project sponsor calculated that farmers who converted to a simplified hydroponics
technique contributed to a reduction in total water consumption by approximately 1.8 billion cubic
meters per year. The project assumed that each farm started with one gravity-fed drip system
operating on 144 cubic meters of water per year. This system produced 10 kilos of food per day,
which feeds a family of up to seven. In addition, the micro-farm project reduced land use from 10
hectares to one hectare per farm. The upfront cost was $400 and the annual nutrients required to
sustain each farm cost $160, which loan programs could cover. In addition to these benefits, the
project also resulted in an annual salary rise for farmers to $14,600-$51,000, depending on the type of
crop they sold (Bradley & Katzir, 2004). This study demonstrated the benefits farmers can have
from switching to hydroponics, such as reducing total land use, maintaining or increasing
production per capita, and preserving natural resources such as water and soil.

2.6.2 Non-Farmers
The potential benefits of implementing hydroponics are not limited to farmers, but can also

apply to non-farmers. One case study illustrating this potential is the implementation of simplified
hydroponics systems in the La Paloma-Chuy region in Uruguay to improve living standards. The
project strategy was to create a desire in families to home-grow vegetables. The project sought to
improve the standard of living of families by first raising awareness of simple hydroponics. The
project team then trained the families to use the technique while the government provided initial
setup equipment for the systems and nutrients for the nutrient solution. Lastly, they incorporated a
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moral commitment where whomever received training also agreed to start up their farm/garden
within 20 days.

Through this project, families in the La Paloma-Chuy community reaped the benefits of
improved family diet and increased income. In addition to these tangible results, the project brought
families closer together. They could take pride in the results of their garden, raising families” self-
esteem as a whole. Once other families observed the benefits of having a hydroponics garden, they
became eager to start their own in order to become benefactors of the self-sustaining technology
(Caldeyro, 2003).

2.6.3 Primary and Secondary Schools
Implementing hydroponics in the classroom is not new for Thailand or the HPCF. For

example, the Wat Pathumwanararm School in Bangkok started a hydroponics program as an
elective and built a hydroponics garden with advice from Patcharin Puttharit and the HPCF in 2008.
To learn about this program, our team visited the school to interview Lalita Prasart, the agricultural
teacher. The school created the program because its curriculum previously did not adequately cover
nature and agriculture (Prasart, 2015). Currently, their hydroponics garden is an educational
resource where students can experience the agricultural process as a hands-on activity. In addition
to education, the school uses the produce grown through the program for lunch at the school’s
cafeteria and sells any surplus after school to parents. Figures 2-5 and 2-6 show the hydroponics
farm and students at the Wat Pathumwanararm School.

Figure 2-5: Wat Pathumwanararm Hydroponics Program Site
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Figure 2-6: Students at Wat Pathumwanararm School with Team Hydro

The Thai government requires all students from grades 1-9 to learn agriculture as a subject
for a minimum of two hours a week. This agriculture requirement gives Thai educators an
opportunity to implement hydroponics into the curriculum (Ministry of Education, 2008).

Through these three case studies, our team established that hydroponics can be beneficial to
various audiences if they are aware of its benefits. However, it was not clear what the current
awareness of hydroponics was in the HPCF’s local community. For the purpose of this project, our
team needed additional information about the community in the Muang District.
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3 Methodology

The goal of this project was to raise awareness of hydroponics, the HPCF, and its learning
program in the local community. Our team accomplished this goal by completing the following
objectives targeting hydroponics, the HPCF, and its learning program in the local community:

1. Determine the current awareness.
2. Identify effective communication mediums.
3. Develop a public relations (PR) strategy.

Our team learned in a preliminary interview with the HPCF manager, Patcharin Puttharit,
that one of her visions for the HPCF was for it to be better known in its local community. Appendix
A contains the transcript for this interview. Our team began by determining the current awareness
of hydroponics, the HPCF, and its learning program through surveys and phone interviews. Next,
we analyzed the information gathered from our surveys, interviews, and background research to
identify effective communication mediums to distribute knowledge. Lastly, our team developed a
PR strategy by clarifying its objectives, target audience, message, budget, and tools for
measurement, and utilizing the identified mediums in an effort to raise awareness of hydroponics,
the HPCF, and its learning program in the community. Figure 3-1 outlines our methodology.

Raise awareness of hydroponics, the HPCF, and its learning program in the
local community

Collect Information

Surveys Interviews
Microsoft Excel SPSS Software Coding

Develop PR Strategy

Figure 3-1: Methodology Overview

This chapter describes the methods our team used to accomplish the project goal by discussing the
steps we took to complete our objectives.

3.1 Step 1: Collect Information
To collect information for objectives 1 and 2, we conducted three different surveys: a Market

Consumer Survey, an HPCF Consumer Survey, and a Vendor Survey. The team also conducted

14



three sets of phone interviews: one with local farmer organizations, one with local schools, and one
with previous attendees of the HPCF learning program. Each of the surveys and interviews was
semi-structured and contained both quantitative and qualitative questions because based on our
background information, we could expect particular responses from certain questions and needed to
leave others open-ended. This section first provides an overview of each data collection instrument
and then describes details specific to each.

3.1.1 Surveys Overview
The purpose of the Market Consumer Survey and Vendor Survey was to gather information

about current knowledge of hydroponics, the HPCF, and its learning program. In addition, our team
captured the consumers’ perception of hydroponics through the Market Consumer Survey. By
conducting this survey, we determined whether consumers were interested in growing their own
produce. In the Vendor Survey, we investigated the survey subject’s interest in switching to
hydroponics and their reasoning. Appendix B contains the questions we asked in the Market
Consumer Survey, and Appendix C contains the questions for the Vendor Survey.

The purpose of the HPCF Consumer Survey was to gather information about how these
consumers heard about the HPCF. We gained knowledge pertaining to the reasons for purchasing
hydroponics produce and whether the consumer was aware of the learning program at the HPCF.
Appendix D contains the questions we asked in the HPCF Consumer Survey.

For all three surveys, we also explored potential mediums of communication by inquiring
about Internet access and use of social media platforms.

Our team drafted and revised each of the surveys in English and then translated them into
Thai. In addition, the Chulalongkorn teammates tested each survey on random Chulalongkorn
University students for question comprehension prior to field use.

3.1.2 Survey Details

This section includes the specific survey information that differentiates each survey
including the location, constraints, procedure, and sample size for each survey. The exception to this
is that the first section refers to the Market Consumer and Vendor Surveys together due to their
large number of similarities.

3.1.2.1 Market Consumer and Vendor Surveys

We administered the Market Consumer and Vendor Surveys in three different locations: the
Naresuan Market, the Prachinburi Municipal Market, and Chao Phya Abhaibhubejhr Hospital
Market. We chose these locations because they were all within 15 km of the HPCF and Patcharin
Puttharit suggested that they were high traffic areas. Based on the locations” proximity to the HPCF
and potential for high traffic, we expected that our team would gather information from a wide
variety of consumers and vendors in an effort to capture data that would ideally represent the
Muang district as a whole given our constraints. Figure 3-2 shows a map of these locations relative
to the HPCF.
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Figure 3-2: Map of Survey Locations

The constraints for these surveys were the travel distance from Bangkok to Prachinburi, the
number of days that we could dedicate to surveying, and the likelihood of participants taking the
time to complete the survey. The Chulalongkorn teammates administered the surveys at each
location by reading each question to the survey subject and filling in the answers for them.
Meanwhile, the WPI teammates assisted by collecting the completed surveys. Our team chose to
administer the survey ourselves because our surveys contained a number of embedded and
conditional questions that could have resulted in misinterpretations of the questions. Our team set a
target to collect 100 Market Consumer Surveys, expecting that obtaining at least 100 surveys would
give us a sufficient sample to divide into categories, such as specific demographic groups, when
performing analyses.

The markets that our team visited contained a limited number of vendors that sold produce.
Our team visited the Naresuan Market to initially observe the market and estimate our potential
sample size for the Vendor Survey. Based on the initial observation, our team estimated that there
were 30 vendors selling produce at the market. Since we conducted surveys at three similar
locations, we set a goal of 30 total surveys from all three locations combined because it was not
realistic to assume that all of the vendors would complete the Vendor Survey.

3.1.2.2 HPCF Consumer Survey

Our team only administered the HPCF Consumer Survey at the HPCF because the questions
pertained to information that only the consumers at the HPCF would know as previously explained
in the Surveys Overview. The two major constraints for this survey were the limited number of
consumers that go to the HPCF and the time we had to administer surveys. Patcharin Puttharit
informed our team that not many people visited the HPCF on average per day to buy produce so it
would not be an effective use of our time to personally administer the surveys at that location. As a
result, we left these surveys at the HPCF for two weeks for consumers to individually fill out. We

chose the two week timeframe based on the time needed to develop and refine the surveys for field
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use and the project deadlines. In order to clarify the survey to HPCF consumers, we highlighted the
embedded and conditional questions.

3.1.3 Interviews Overview
In addition to surveys, our team utilized interviews to gather information for Step 1. Similar

to the surveys, the purpose of the interviews with local schools and farmer organizations was to
gather information about the organizations’ awareness of hydroponics, the HPCF, and its learning
program. We chose interviews over surveys for these groups in order to obtain more detailed,
complete information that we were unable to predict. In the School Interviews, we determined
whether schools had already implemented hydroponics in their curriculum and whether they
wanted to incorporate a system for classroom use. In the Farmer Organization Interviews, our team
identified whether or not these organizations had considered using hydroponics before and whether
they had an interest in learning more about hydroponics. Appendix E contains the questions we
asked for the School Interview, and Appendix F contains the questions for the Farmer Organization

Interview.

The purpose of the interviews with previous HPCF learning program attendees was to learn
how they found out about the HPCF in order to determine what communication mediums had
already been effective. In addition, we gathered information about whether or not these people
implemented hydroponics for their own use after attending the program and why or why not.
Finally, we determined their level of satisfaction with their learning experience. Appendix G
contains the questions we asked in the Previous Attendees of HPCF Learning Program Interview.

Similar to the survey questions, we drafted and reviewed the sets of interview questions in
English and translated them into Thai. A Chulalongkorn teammate conducted each interview over
the phone and filled in the answers from the respondent to the predetermined questions. The reason
our team chose phone interviews was because, given the time frame of our project and the distance
between each attendee, it was not practical to conduct physical interviews at each location.

3.1.4 Interviews Details
The following section includes details of how we conducted each interview, the sample size,

and the identity of each interview subject.

3.1.4.1 School Inferview

Through research, our team found that there were 11 primary and secondary schools in the
Muang district (“deyasins-smwitisuiin-dadaszns,” n.d.). Our team attempted to contact each school
based on available contact information via phone. We conducted these interviews with an
agriculture teacher at each school because they had knowledge about the agriculture curriculum at
the school.

3.1.4.2 Farmer Organization Interview
Our team discovered that there were 24 farmer organizations in the Muang district (“aiinnu

P

Jmiauniug,” n.d.). We included these organizations due to the potential benefits of hydroponics for
current farmers as discussed in the Background chapter. Similar to the School Interview, we

attempted to contact each organization based on available contact information via phone. Our team
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conducted the Farmer Organization Interview with the leader of each organization because they
were qualified to speak on behalf of the organization.

3.1.4.3 Previous Attendees of HPCF Learning Program Interview

Patcharin Puttharit provided our team with a list of contact information for previous HPCF
learning program attendees. The list contained 79 names and we called every phone number in an
effort to obtain as much feedback for the learning program as possible to determine the perception
of the HPCF and its learning program.

3.2 Step 2: Data Analysis

After collecting information from the surveys and interviews in Step 1, our team analyzed
the information through two different approaches. The first approach described in this section was
the procedure we performed to analyze the quantitative data collected from closed-ended questions.
We used the second approach to analyze the qualitative data from open-ended questions.

3.2.1 Approach 1: Quantitative Data Analysis

Our team organized the surveys and interviews by type and location in order to compare
them with one another. Next, we assigned an ID number to each survey or interview to keep track of
specific responses throughout the analysis steps. We developed a numbering system to organize the
surveys and interviews into the following categories: type, location, and unique ID. Table 3-1

illustrates the numbering system.

Data Collection Method ID Location Letter Unique
ID ID
Market Consumer Survey | 1 | Prachinburi Municipal Market A 1-150
Naresuan Market B
Chao Phya Abhaibhubejhr Hospital Market C
Vendor Survey 2 | Prachinburi Municipal Market A 1-150
Naresuan Market B
Chao Phya Abhaibhubejhr Hospital Market C
HPCF Consumer Survey 3 | HPCF Farm D 1-150
Previous Attendees 4 | Not Applicable - 1-150
Interview
School Interview 5 | Not Applicable = 1-150

Table 3-1: Numbering System for Surveys and Interviews

A sample identification code for the 15th vendor survey at the Prachinburi Municipal Market was
“2-A-15", where the “2” identified the survey as a Vendor Survey, the “A” identified the survey
location as the Prachinburi Municipal Market, and the “15” represented the unique ID number of the

survey.

Following the survey and interview classification, our team created a template for each
survey and interview type to input the closed-ended data in a Microsoft Excel spreadsheet that lists
all possible responses to each question in the first row by column. We included a legend to keep
track of the lettered options on the surveys and interviews and their corresponding numerical
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designations for data input. This spreadsheet organization provided the flexibility to insert data
from each individual survey in rows. Lastly, we utilized SPSS software to statistically analyze the
data in Microsoft Excel. SPSS is a statistical analysis tool that generates reports in multiple forms
such as charts, correlations, and plot distributions (“Spss, Data Mining, Statistical Analysis Software,
Predictive Analysis, Predictive Analytics, Decision Support Systems,” n.d.).

3.2.2 Approach 2: Qualitative Data Analysis

Our team used coding to analyze the information gathered from open-ended responses from
the surveys and interviews. Coding is a method of analyzing qualitative data by identifying themes
(Saldana, 2009). A code is a word or short phrase that symbolically assigns a summative attribute for
a portion of language-based data. We used this technique because we wanted to identify recurring
themes from the open-ended responses we collected in an attempt to quantify them and analyze
them in SPSS.

We created a template for inputting the coded data in tables through a Microsoft Excel
spreadsheet through a similar process as in Approach 1. Instead of inputting numerical data in each
row like in Approach 1, we added a short phrase representing the particular response in the
spreadsheet rows to simplify our analysis. We then coded the responses, assigned them a number,
and analyzed them through SPSS software.

3.3 Step 3: Develop Public Relations (PR) Strategy

After analyzing the information we collected in steps 1 and 2, we chose the topics of
information to focus on in the PR materials with regard to hydroponics, the HPCF, and its learning
program. We also clarified the strategy objectives, target audience, budget, and tools for
measurement. We identified effective communication mediums for distributing the information
based on community access to the Internet, social media usage, and other background research. Step
3 involved organizing the information into the identified communication mediums to create the
materials for the PR strategy and developing implementation guidelines for the strategy. We
consulted Thawatchai Saengthamchai, an expert in creating PR materials from WHY NOT
Enterprises Company located in Bangkok, to determine how to effectively organize and distribute
the information for our PR materials. We created initial questions to begin the discussion based on
our preliminary results, but during this discussion we decided it was more beneficial to provide
Thawatchai Saengthamchai with a general overview of our project and a brief outline of the results
we found from our data analysis. Appendix H contains the preliminary questions we created, and
Appendix I contains a summary of the actual discussion.

We then requested feedback regarding how he believed we could organize the information
to best achieve our project goals. The discussion was informal and semi-structured and we based
follow-up questions on the answers we received to previous questions. Once our team created a first
draft, we sent them to Thawatchai Saengthamchai via email for professional review, but never
received feedback. Our team also sent drafts of our materials to Patcharin Puttharit in order to
receive feedback from our sponsor. This review process was iterative, and we revised the materials
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based on Patcharin Puttharit’s comments multiple times until we were satisfied with the final
deliverables.

In addition to the PR materials, we developed guidelines for the HPCF employees to enable
them to implement and maintain the PR strategy that we developed. These guidelines contained
clear and in depth step-by-step instructions in Thai and English that pertain to the use of each
medium that we included in our PR strategy. We based the information included in the guidelines
on background research, expert consultation, and previous experiences of team members.
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4 Results and Discussion

This chapter describes the results of our data analysis with regard to the community’s
awareness of hydroponics, the HPCF, and its learning program. In addition, we learned about the
access to the Internet, the most used social media platforms in the community, and the perception of
the HPCF and its learning program. We collected information from the following groups: consumers
and vendors located at the Naresuan Market, Prachinburi Municipal Market, and Chao Phya
Abhaibhubejhr Hospital Market, schools and farmer organizations located in the Muang district,
and previous learning program attendees and consumers at the HPCF. The following chapter first
describes the samples obtained from each of the three surveys and three interviews, as previously
described in the Methodology chapter. Then, we present the primary results that pertain to our
project goal and objectives from the Consumer Survey, Vendor Survey, School Interview, and
Farmer Organization Interview and supplemental results from the HPCF Consumer Survey and
Previous HPCF Learning Program Attendees Interview. Finally for each results section, we discuss

how the results informed our PR strategy.

4.1 Samples Breakdown
The Market Consumer Survey sample from the three markets was 49 participants at the

Naresuan Market, 43 participants at the Prachinburi Municipal Market, and 9 participants at the
Chao Phya Abhaibhubejhr Hospital Market. The reason that the number of participants at the
Hospital Market was significantly less than the other two markets was because of the smaller size of
the market, which contained only one vendor. We conducted a total of 101 surveys, but only 85 of
the survey subjects were from the Muang district, which we defined as our target population based
on the initial interview with the HPCF manager. Therefore, we only considered those 85 participants

in our analysis.

Out of the 85 survey subjects, 49 were female and 34 were male. We ran two-tailed T-tests
and found that there was no evidence of statistically significant differences between the mean
responses related to familiarity with hydroponics, awareness of Chaipattana Foundation, awareness
of HPCF, and consumer interest in growing their own produce based on gender (t = 1.458, p = 0.149;
t=0.453, p=0.652; t =-1.714, p = 0.094; t =-0.017, p = 0.987, respectively). However, we found that
there was a statistically significant difference between the mean responses for awareness of the
HPCF learning program based on gender (t =-2.55, p = 0.024); a small sample size of 13 limits the
conclusions that can be drawn from this. Going forward, we combined the answers from both

genders.

With regard to differences between responses to the same five questions based on the three
locations of the markets, we ran three sets of two-tailed T-tests to compare the means between the
Prachiburi Municipal Market (1) and Naresuan Market (2), between the Naresuan Market and the
Chao Phya Abhaibhubejhr Hospital Market (3), and between the Chao Phya Abhaibhubejhr
Hospital Market and the Prachinburi Municipal Market. Table 4-1 shows the results of these three
sets of T-tests.
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Location Familiarity Awareness of Awareness of Awareness of Interestin
with Chaipattana HPCF HPCF Growing
Hydroponics Foundation Learning Produce
Program
1&2 t=-0974, p= t=1597,p= t=0.191,p= t=1.087,p= t=-1.431,
0.333 0.115 0.85 0.297 p=0.157
2&3 t=-0.848, p= t=-1.077,p= t=0.704, p= t=0478,p= t=-1.722,
0.401 0.287 0.52 0.645 p=0.114
3&1 t=-15p= t=-0.079, p= t=0.789, p= t=0.845p= t=-2.651,
0.141 0.937 0.468 0.437 p =0.011

Table 4-1: T-test Results for Response Differences by Market Location

The only statistically significant result for the three sets of T-tests was between locations 3 & 1 with
regard to consumers interested in growing their own produce, as bolded in Table 4-1. However, the
number of responses for that question was 36 from location 1 and 8 from location 3. This large
difference in sample sizes limited the implications of the result. Therefore, we continued our
analysis with the consumer surveys from each of the locations combined, resulting in a final
consumer sample size of 85. Appendix ] contains the data from the Consumer Surveys.

The Vendor Survey sample was composed of 31 surveys from the three markets: 18 at the
Naresuan Market, 12 at the Prachinburi Municipal Market, and 1 at the Chao Phya Abhaibhubejhr
Hospital Market. Our team developed the Vendor Survey assuming that vendors in the community
were farmers. However, only 5 out of 31 vendors surveyed were farmers. Therefore, many of the
questions in the Vendor Survey were not useful. Consequently, our team decided to exclude the
results from this survey from our analysis. Appendix K contains the data from the Vendor Surveys.

We also collected 11 surveys from consumers at the HPCF using the HPCF Consumer
Survey. Although 4 out of the 9 consumers that answered the question were from the Muang district
(44%), they were not truly random samples like the survey subjects at the previously described
markets. Therefore, the team only used this data to learn about how customers perceived and heard
about the HPCF. Appendix L contains the data from the HPCF Consumer Surveys.

Our team interviewed 4 out of the 11 schools in the Muang district. We could not reach the
other seven schools because three schools required a permission letter and four had outdated contact
information. The names of the schools we interviewed were: Prachin-ratsadorn-amroongs, Prachin-
ratsadorn-amroongs II, Chakrabongse-pittayalai, and Prachin-kallayanee. Due to the small sample
size, we qualitatively assessed each interview individually. Appendix M contains the transcripts
from the School Interviews.

Out of the 24 farmer organizations with listed contact information online, we conducted
interviews with three of them because the contact information for the other organizations was
outdated. The first organization we interviewed was Suan-Baan-Pra, which grows fruit and contains
over 200 members. The second organization was Dong-Kee-Lhek, which grows garden flowers and
contains over 100 members. The third organization was the Organic Farmer Organization, which

grows organic produce and contains 12 members. Similar to the School Interviews, we qualitatively
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assessed each Farmer Organization Interview individually. Appendix N contains the transcripts

from the Farmer Organization Interviews.

Out of the 79 previous attendees of the HPCF learning program, we were able to contact 22
(28% response rate) because 10 of the phone numbers were invalid and the remaining 47 did not
have time or did not want to complete the interview. Appendix O contains the transcripts from the
Previous Attendees of the HPCF Learning Program Interviews.

4.2 Primary Results Related to the Project Goal and Objectives
This section describes the results we obtained from the Consumer and Vendor Surveys and

the School and Farmer Organization Interviews with regard to Objectives 1 and 2. Specifically, this
section covers six topics: community familiarity with hydroponics, awareness of the HPCF and its
learning program, community interest in growing produce, perception of hydroponics, and effective

communication methods.

4.2.1 Community Familiarity with Hydroponics
Out of the 85 consumers surveyed from the Muang district, 79 answered the question about

their level of familiarity with hydroponics. Our survey asked respondents to classify their
familiarity with hydroponics into four categories: “Never heard about hydroponics,” “Know the
term but nothing more,” “Somewhat familiar,” and “Very familiar.” As illustrated in Figure 4-1 only
3 out of 79 consumers (4%) were “Very familiar” with hydroponics. The most prevalent response

was “Know the term but nothing more” with 30 responses (38%).

Consumer Familiarity with Hydroponics
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Figure 4-1: Consumer Familiarity with Hydroponics

The fact that the two most frequent responses were “Never heard about hydroponics” and
“Know the term but nothing more” suggested that there was low familiarity of hydroponics among
local consumers. This result implied that generally, the consumers in the community were
unfamiliar with hydroponics. Furthermore, consumers could be a target for the PR strategy and the
strategy would need to focus on overcoming this lack of knowledge.
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The results from our school phone interviews showed that all four schools were familiar
with hydroponics. The Prachin-ratsadorn-amroongs II and Chakrabongse-pittayalai schools already
taught hydroponics theory in their curriculum, but none of the schools interviewed had an active
hands-on hydroponics learning program like the Wat Pathumwanararn School previously discussed
in the Background chapter. However, the Chakrabongse-pittayalai School used to have a functional
hydroponics system for educational purposes, but it was no longer functional at the time of the
interview. From the Market Consumer Survey analysis, our team found a statistically significant
correlation that a consumer respondent’s familiarity with hydroponics increased with their level of
education (r = 0.320, p = 0.008). This could have had implications for schools because this meant that
someone with a low level of education was less likely to know about hydroponics, which implied
that if primary and secondary schools increased hydroponics education in the classroom, consumers
could become more aware of hydroponics.

The analysis of the Farmer Organization Interviews showed that Suan-Baan-Pra (fruit
growing) had never heard about hydroponics before. On the other hand, the contacts from Dong-
Kee-Lhek (flower growing) and the Organic Farmer Organization stated that both organizations
were familiar with hydroponics. The fact that the Suan-Baan-Pra community leader revealed that the
organization was unaware of hydroponics could mean that over 200 farmers in that community
shared this same level of awareness. Thus, these farmer organizations could be a target for
increasing the community’s awareness of hydroponics.

4.2.2 Community Awareness of the HPCF and its Learning Program
With regard to the consumer awareness of the HPCF and its learning program, we analyzed

the sample of 85 consumers in the Muang district. Of the 85 consumers surveyed, our analysis
showed that 46 were aware of the Chaipattana Foundation (54%) and 26 of those 46 (57%) were also
aware of HPCF. Combining this number with the respondents unaware of the Chaipattana
Foundation, we determined that 26 of 85 (31%) respondents were aware of the HPCF. If a
respondent stated that they were aware of both the Chaipattana Foundation and the HPCF we
continued to ask whether or not they were aware of the HPCF’s learning program. Of the 26 people
who said that they were aware of the HPCF, 11 out of 13 who answered the question (85%)
answered that they were aware of the learning program. We did not find a significant correlation
between consumers who were aware of the HPCF and consumers who were aware of the HPCF
learning program, which could be due to the small sample size of 13. Additional analysis revealed
two statistically significant positive correlations: between the awareness of the HPCF and the
likelihood of visiting the HPCF (r = 0.460, p = 0.004), and between the awareness of the HPCF and
familiarity with hydroponics (r =0.438, p = 0.005). Therefore, the data suggested that by raising
awareness of hydroponics our team could increase awareness of the HPCF and the number of HPCF
visitors, which could in turn increase local consumer participation at the HPCF.

Three out of four schools: Prachin-ratsadorn-amroongs II school, Prachin-ratsadorn-
amroongs school, and Chakrabongse-pittayalai school were aware of the HPCF and two schools, the
Prachin-ratsadorn-amroongs and the Chakrabongse-pittayalai schools, were also aware of the
learning program at the HPCF.
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The Farmer Organization Interview data analysis showed that Suan-Baan-Pra (fruit
growing) was not aware of the HPCF or its learning program. However, both Dong-Kee-Lhek
(flower growing) and the Organic Farmer Organization were aware of the HPCF and its learning
program. Therefore, raising awareness of the HPCF and its learning program through the Suan-
Baan-Pra organization could increase awareness for over 200 people.

4.2.3 Community Interest in Growing Produce and Hydroponics
In relation to the consumer interest in growing their own produce, 83 out of 85 respondents

answered the question. From the 83 responses, 50 (60%) consumers said they were interested in
growing their own produce. Our team found a statistically significant positive correlation between
consumer level of familiarity and interest in growing produce (r = 0.292, p = 0.01). This correlation
suggested that if our team could increase familiarity with hydroponics, consumers could be more
interested in growing their own produce, or vice versa. Therefore, consumers could be a viable
target audience for the PR strategy for the HPCF and its learning program because consumers could

go to the HPCF to learn how to grow their own produce.

From our school interviews, all four schools stated that they were interested in
implementing a hydroponics farm on their campus. The interviews with the Prachin-ratsadorn-
amroongs II and Chakrabongse-pittayalai schools indicated that they had already integrated
hydroponics theory into their academic curriculum. On the other hand, the Prachin-ratsadorn-
amroongs and Prachin-kallayanee schools had not integrated hydroponics into their curriculum. The
combination of the schools” interest in implementing hydroponics and the positive correlation
between consumer level of education and familiarity with hydroponics discussed in the previous
section showed primary and secondary schools would be willing to incorporate hydroponics in their
curriculums at this lower level of education, which could increase the consumer familiarity with
hydroponics. In addition, the HPCF could offer its learning program as a resource to local schools
because all four of the surveyed schools were interested in implementing hydroponics and aware of
the HPCF. By doing this, schools could serve as a medium for raising awareness of hydroponics and
the HPCF through students who are the future generation of the community.

Since the farmer organizations represented people who were already growing their own
produce, we did not ask the interviewees about their interest in growing produce. However, the
Suan-Baan-Pra (fruit growing) and Dong-Kee-Lhek (flower growing) organizations both stated that
they were interested in hydroponics and would allow the HPCF to distribute PR materials at their
community centers. Therefore by targeting these two organizations, the HPCF could raise awareness
of hydroponics, itself, and its learning program to the over 300 community members represented
between the two organizations.

4.2.4 Perception of Hydroponics Quality

In addition to inquiring about consumer interest in growing produce, we asked respondents
if they believed hydroponics produce was safe to consume. We included this question to help
determine if there was a misperception about the safety of hydroponics. Our team excluded the
respondents who answered “Know nothing about hydroponics” when asked about their familiarity
with hydroponics in our analysis because we decided they did not know enough to give a valid
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answer. We analyzed the remaining 44 survey responses to find that 36 subjects (82%) perceived
hydroponics to be safe to consume.

Our team did not ask any questions regarding the perception of hydroponics in our
interviews of local schools.

We asked the three farmer organizations about their perception of hydroponics. The Suan-
Baan-Pra (fruit growing) organization was unfamiliar with hydroponics and therefore could not
provide additional information on the subject. The Dong-Kee-Lhek (flower growing) organization
stated that they thought hydroponics was safe to consume. We also found that although the Organic
Farmer Organization only knew the term and nothing more, they believed that hydroponics was
unsafe to consume due to the chemicals and pesticides used in the process. Due to only three farmer
organizations participating in the interviews our team was unable to draw conclusions pertaining to
whether there was a misperception of hydroponics among farmer organizations.

4.2.5 Communication Methods
Our team investigated potential effective mediums to distribute knowledge in the local

community. We asked consumers about their access to the Internet and their use of social media, but
we did not ask the schools or farmer organizations those questions. A total of 52 out of the 85
consumers (61%) had access to the Internet. Figure 4-2 illustrates the distribution of consumer
Internet access by device.
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Figure 4-2: Consumer Internet Access

These results showed that our PR strategy needed both online and offline components to account for
the balance between consumers who had access to the Internet and those who did not.

In order to determine the use of social media in the local community, our team investigated
consumer use of social media platforms. Out of the 52 consumers that had access to the Internet, all
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of them answered the question about social media use. However, some consumers answered that
they use more than one type of social media, bringing the total number of social media use instances
up to 77 as reflected in Figure 4-3. The possible responses to the survey question included “Other” in
addition to “Facebook,” “Email,” “Instagram,” “Twitter,” and “None” to leave room for participants
to provide additional platforms we did not consider. Our team coded the responses for “Other” and
determined that “Line” was a frequent response we did not initially take into consideration. Our
analysis showed that “Facebook” was the most used social media platform, used by 38 out of 52
respondents (73%) and “Line” was the second most used social media platform, used by 16 out of 52
respondents (31%). Figure 4-3 indicates the distribution of social media use among consumers.
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Figure 4-3: Consumer Use of Social Media

These results suggested that with regard to social media, Facebook would be the most effective
medium for the PR strategy.

4.3 Supplemental Results Related to HPCF and Learning Program

In addition to determining awareness of hydroponics, the HPCF, and its learning program,
our team investigated HPCF visitors’ perception of the HPCF produce and learning program. This
information did not directly pertain to our objectives, but the results provided the team with insight
regarding potential causes for low community awareness.

4.3.1 Perception of the HPCF Produce and Learning Program
Out of the 11 surveys collected from HPCF consumers, 10 ranked their perceived quality of

HPCF produce in comparison to other produce. The rankings in the survey question were “Lower,”
“Similar,” and “Superior” quality. The analysis indicated that 10 out of 10 respondents (100%)
ranked the HPCF produce to be of superior quality.

Our team asked the previous learning program attendees to rank the satisfaction level of the
learning program. The rankings were “Very unsatisfied,” “Unsatisfied,” “Somewhat satisfied,”
“Satisfied,” and “Very satisfied.” Out of the 22 responses none of the interviewees answered “Very

27



unsatisfied” or “Unsatisfied.” Figure 4-5 below shows that 17 out of 22 responses (77%) ranked the

training with the highest possible answer.
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Figure 4-4: Learning Program Satisfaction

In addition, 10 of the 21 who answered the question about implementing hydroponics (48%)
indicated they had implemented hydroponics following their completion of the training. In contrast,
during our initial interview with Patcharin Puttharit, she had predicted that only 10% of the people
who had gone through the training had implemented hydroponics.

These findings added value to our project by showing that the customers of the HPCF were
satisfied with both aspects of the HPCF, the farm and its learning program, and that a poor image

was not likely contributing to the low community awareness.

4.3.2 Communication Methods
Our team combined the previous learning program attendees and consumers of the HPCF

responses with regard to how they heard about the HPCF. We analyzed 24 responses out of 33
combined participants and identified the “HPCF entrance sign” and “Friends and Family” as the
most frequent responses with 9 out of 24 responses (38%) aware of the HPCF through the entrance
sign and 8 (33%) from friends and family. Furthermore, five respondents (21%) found out about the
HPCF through online mediums including the Chaipattana Foundation website and the HPCF
Facebook page. These results provided evidence that the HPCF has not been utilizing an extensive

PR strategy.

4.4 Development of PR Strategy

To develop our PR strategy based on the results from our surveys and interviews, our team
organized the information into the following components as explained in the Background chapter:
objectives, target audience, message, budget, measurement, and medium. This section describes
how our results apply to each component of the PR strategy.
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4.4.1 Objectives

The objective of the PR strategy aligned with our project goal to raise awareness of
hydroponics, the HPCF, and its learning program in the local community because our results
showed that the community is generally unfamiliar with those three entities. The team did not
include the expected level of goal attainment due to limited time.

4.4.2 Target Audience
The intended target audience of the PR strategy was the Muang district in Prachinburi,

Thailand based on Patcharin Puttharit’s desire for the HPCF to become better known in the local
community. We narrowed the target audience down to local market consumers, farmer
organizations, and schools because each of these targets related to agriculture and the team could
contact the groups in the project timeframe. The team further narrowed the target audience
specifically to market consumers because the results of the analysis demonstrated the market
consumers’ low awareness of hydroponics, the HPCF, and its learning program as well as their
interest in growing produce. Due to time constraints, the team could not develop PR materials
specific to the needs of the farmer organizations and schools.

4.4.3 Message

To identify the message for our PR Strategy with regard to consumers as our target

audience, our team conducted a SWOT analysis, as previously explained in the Background chapter,

which included our relevant results and background information about the HPCF.

Strengths Weaknesses
e HPCEF is the only learning center for e Community has low awareness of
hydroponics in local community hydroponics, the HPCF, and its
e Learning program is free learning program
e Consumers are interested in growing e HPCF is in a remote location
produce e Hydroponics has a high initial
e There are benefits of hydroponics vs. investment and requires technical
soil-based agriculture knowledge
e Chaipattana Foundation supports
HPCF
e HPCF is willing to share knowledge
Opportunities Threats
e Consumers can participate in e Lack of hydroponics knowledge could
sustainable development and improve cause misperceptions
standard of living e Competitors (soil-based agriculture)
e Hydroponics can decrease negative
environmental impacts of farming

Table 4-2: Project SWOT Analysis

The following table outlines information we included in the PR materials based on the components

we identified in the above SWOT analysis as the message for our PR strategy:
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Topic of Information SWOT Components Addressed
General information about hydroponics e Low awareness of hydroponics in
e Overview community
e Outline of process e DPotential misperception of hydroponics
e Benefits over soil-based technique e Technical knowledge requirement
e Decreased negative environmental
impact
Hydroponics cost of implementation e High initial investment
Background for HPCF development e DParticipate in sustainable development
e Chaipattana Foundation e Improve farmers’ standard of living
e HPCF goal
General HPCF information e Learning program is free
e Location e Consumers are interested in growing
e Learning program produce
e Community has low awareness of
HPCF and its learning program
e HPCEF is only learning center for
hydroponics in local community
e HPCF is in a remote location

Table 4-3: Message for PR Strategy based on SWOT Analysis
4.4.4 Budget

Due to the time constraints of our project our team did not estimate the total budget before
developing the PR materials. However, due the size of the HPCF, we assumed that the available
budget for the PR strategy would be too small to pay for any components other than printed
materials.

4.4.5 Measurement
A team can evaluate a PR strategy based on its effectiveness through a measurement

technique known as KPIs or Key Performance Indicators as previously discussed in the Background
chapter. However, due to the time constraint of this project our team did not determine KPIs to
gauge the effectiveness of the strategy. Instead, to measure the outreach of the PR materials, we
developed a visitor tracking sheet included in Appendix S. This tracking sheet contains spaces for
visitors to enter their contact information, reason for visit, and how they found out about the HPCF.
The sheet lists each component of the PR strategy as an option for how they found out about the
HPCF and an “Other” option. This allows the HPCF to track how many people learned about the

HPCF through the PR materials and whether this number increases over time.

4.4.6 Medium

In order to determine how to organize the information in the message of the PR strategy, we
consulted an expert in public relations, Thawatchai Saengthamchai, as explained in Step 3 of the
Methodology chapter (section 3.3). He advised us to consider the following three phases for our PR
strategy:
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Phase 1: Generate initial interest in the local community by showing them general
information about hydroponics and the availability of the HPCF as a learning resource

through accessible printed materials.

Phase 2: Provide resources where more information is available to supplement the previous
phase. The materials that grab the initial interest of the target audience in Phase 1 must link

to the components that contain more detailed information.

Phase 3: Direct the local community to the HPCF for its learning program and more
information through Phase 1 and Phase 2 materials.

Specifically, Thawatchai Saengthamchai suggested that we create a business card, brochure,
and poster for Phase 1. He also advised us to create a website and Facebook strategy for Phase 2. In
order to connect these two phases to Phase 3, he recommended that all of our materials should
contain contact information for and location of the HPCF. Thawatchai Saengthamchai’s
recommendations align with the results we obtained from our data analysis because evaluation of
communication practices suggest the creation of both offline and online components, as our data
showed that only 52 out of 85 (61%) have Internet access in the Muang district.

4.4.7 Deliverables

Based on our results and Thawatchai Saengthamchai’s suggestions, our team created a
business card, brochure, poster, website and guidelines for distributing materials, editing the
website, and updating the Facebook page and tracking its activity. We designed a logo for the HPCF
using blue to represent the water used in hydroponics, green to represent the plants, and dark blue
and gold to represent the Chaipattana Foundation. Based on our chosen PR materials and the target
audience, we also included guidelines for distributing the printed materials, editing the website, and
updating and tracking activity on the existing Facebook page.

4.4.7.1 Business Card

Below is the business card our team created in English and Thai.

, "
@ Hydroponics Farm ¥y
‘ ¥ Chaipattana Foundation

Pacharin Puttharit

{Farm manager)

Telz DB1-057-419€
Websne, waw hivaroponicsfam weaably.com

ii. B — - “Frash Olean Safe Non-towe*®

Figure 4-5: Business Card Front (English)
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Figure 4-7: Business Card Front (Thai)
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Figure 4-8: Business Card Back (Thai)
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4.4.7.2 Brochure

Below is the brochure our team created in English and Thai.

ored by e Chalpattana Foundation
About the Farm:

The Hydroponics Farm was founded in 2007
by the Chaipattana Foundation with the purpose of
initiating a hydroponics project on a suitable
plot of land. The goal of farm is to raise awareness
of hydroponics and teach the technique
through its learning progam. The farm also sells
high quality hydroponically grown produce for
low prices at the Naresuan Market in Prachinburi.

Photos of the Farm:

Spi

Learn More:
The atthe

Khun King: Manager

M Growing hydroponics is not difficult if you
want to do it. Being healthy starts with
yourself, so come to the farm to learn how! /'

Hydroponics Farm

Front entrance

Location:

i oorol Chaipattana Foundation

Farm is designed to teach you everything you
need to know about starting your own
hydroponics farm. You will learn:

@) How to set up and maintain hydroponics system.
@) How to prepare seeds and nutrient solution,
() Proper care of plants and expected time 1o harvest.

Figure

WHAT IS'HYDROPONICS?
Hydroponics is a type of agriculture that
replaces the use of soil with a nutrient
water solution. Hydroponics is grown in
trays that can hold many plants and
nutrients are distributed equally to the
plants through a nutrient solution system.
Hydroponics produce is healthier than
soil based produce because the
technique provides each type of plant
with its optimal nutrient requirements.

Types of Produce Examples :

Thal W

&

Morning Glory  Chinese Cabbage  Green Pakchol

A

Spina Chinese Chir

: 77 M.14 T. Baan Phra Muang
Prachinburi 25230

Contact Information :
@ Facebook Page: Tnwntagnitlenhilsau

@ Telephone: 081-957-4196

T

@ Website: www.hy bly.com

‘_‘“‘”\\ m’l‘\

4-9: Brochure Outside (English)

—

Benefits of

Hydroponics The Process

.(Lasa_‘land_and non-toxic ]

.[Frgsn,gé‘a_nland higher quality J

 water consumption,
 recycles up to 95%

Nutrient Film Technique (NFT)

3 = ; : > Nutrient solution is prep:
[Plants;;ecem the right nutrition by dissolving nutrients in water.
1o gowhealtiy andimature faster Reservoir stores recycled water from
process (up to 95%).
® Less sorli‘ﬂegfa&aﬂon and Pump takes water from the reservoir
not affected by soil-borne diseases up to the tray.
Plant roots absorb nutrient solution

5 S = S from water in tray as it flows.
® Initial investment is compensated .
by a greater production yield

Cost of Implementation:

e | Hydroponics system (table, tank, pump) #7500
.[ Minimal use of pesticides ] Nutrent solution for one table (34 L) 8100
: Plant seeds for one table (150 count) 8150

Projected income per table per growing cycle

81,500 - 2,000
e

Figure 4-10: Brochure Inside (English)
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Figure 4-12: Brochure Inside (Thai)
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4.4.7.3 Poster

Below is the poster our team created in English and Thai.

Hydroponics Farm

Chaipattana Foundation

Hydroponics is the
safe alternative agriculture
technique that uses a
nutrient solution instead of soil.

Contact information
Farm manager: Patcharin Puttharit
Telephone: 081-9574196
Facebook Page: Tnssmsugniiulaulaildau
ite: www.hyd .weebly.com

Figure 4-13: Poster (English)
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Figure 4-14: Poster (Thai)
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4.4.7.4 Website
We created English and Thai versions of the website at the following URL:

4.4.7.5 Implementation Guidelines

Based on our chosen PR materials, we included guidelines for the HPCF to use for
implementation. This included the distribution of the printed materials, the procedure for editing
the website, and the steps to update and track activity on the previously existing Facebook page. The
HPCF manager, Patcharin Puttharit, was already aware of where to print the offline materials.
Therefore, we did not include those details in this section. Our team recommended that Patcharin
Puttharit print sufficient business cards and brochures to have a constant supply available at the
HPCF and at their vendor stand at the Naresuan market. In addition, each HPCF employee should
have business cards with them to hand out to whomever they meet that is interested in hydroponics
or the HPCF. We also suggested that the HPCF hang the informational poster at their vendor stand
at the Naresuan market and at the HPCF itself. We also recommend that the HPCF print the poster
using waterproof or laminated paper to ensure durability in outdoor conditions.

With regard to the online materials, our team developed a Website Editing Guide and
Facebook Page Measurement Guide. Even though our intent was for the website to be static, we
included a step-by-step website editing guide in both English and Thai in Appendix P explaining
how to make changes to the website if necessary.

From our assessment of the current HPCF Facebook page, we noticed incorrect contact
information and that the last post was in June 2014. We recommended that Patcharin Puttharit
update the HPCF address, phone number, and add the link to the website. Furthermore, we
recommended that the HPCF post photos and relevant updates about the HPCF and/or hydroponics
on a weekly basis. Our team based this suggestion on the average frequency with which consumers
use Facebook and the realistic expectations of the farm employees, as previously explained in the
Results and Discussion chapter. In order to increase the engagement with the Facebook page, the
HPCF employees should also ask their customers and training program attendees to like the
Facebook page and encourage visits to the website by word of mouth. We assumed that because the
HPCF already has a Facebook page, they know how to edit the contact information. Therefore, our
Facebook Page Measurement Guide only includes how to track visitors over time. Appendix Q
includes the Facebook Page Measurement Guide in English and Thai.
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http://www.hydroponicsfarm.weebly.com/
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https://www.facebook.com/pages/%E0%B9%82%E0%B8%84%E0%B8%A3%E0%B8%87%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A5%E0%B8%B9%E0%B8%81%E0%B8%9E%E0%B8%B7%E0%B8%8A%E0%B9%82%E0%B8%94%E0%B8%A2%E0%B9%84%E0%B8%A1%E0%B9%88%E0%B9%83%E0%B8%8A%E0%B9%89%E0%B8%94%E0%B8%B4%E0%B8%99/298429870224599?ref=profile

5 Conclusion and Recommendations

Our team aided the HPCF in achieving its goal to “Have more people to learn and be
interested in hydroponics ... to make this farm more well-known to the local people in Prachinburi
and others who are interested...” (P. Puttharit, personal communication, January 14, 2015). In order
to help the HPCF achieve this goal, our team first investigated the current awareness of
hydroponics, the HPCF, and its learning program in the local community. Our team conducted
surveys and phone interviews with market consumers and vendors, HPCF consumers, previous
HPCF learning program attendees, local schools, and farmer organizations with a focus on the local
community of the Muang district. Our team determined through the analysis of the data that the
current awareness of hydroponics, the HPCF, and its learning program was low. Therefore, we
decided to develop a PR strategy to raise awareness. We determined the message of the strategy
through a SWOT analysis. We also clarified the objectives, target audience, and measurement tools
for the strategy and determined effective communication mediums using background information
and by contacting a PR expert who recommended a three phase strategy. Phase 1 was to generate
initial interest in the message, phase 2 was to provide detailed information, and phase 3 was to
direct the target audience to the HPCF for further learning.

To achieve the first phase our team developed a business card, brochure, and poster. These
materials contained general information about hydroponics and the HPCF in order to stimulate
initial interest to lead the target to the second phase of the strategy and directly to the HPCF for
further learning. The results from our analyzed data influenced the content in these materials. Since
only 23 out of 79 consumers (29%) were familiar with hydroponics we included basic information
about hydroponics. In addition, we included contact information and content about the services of
the HPCF and its location because our results showed that only 26 out of 85 subjects (31%) were
aware of the HPCF.

We developed a website for the second phase of the strategy and provided
recommendations to enhance the use of the existing HPCF Facebook page. We chose to include these
online mediums because 52 out of 85 consumers (61%) had Internet access and 38 out of 52
respondents (73%) used Facebook, making it the most popular social media platform among
consumers we surveyed. The local community members could access the online materials in Phase 2
from the URL addresses provided on the Phase 1 materials. The online materials contained more
information about hydroponics, the HPCF, and its learning program. The first two phases could
raise awareness and provide sufficient information to further engage the audience with
hydroponics, the HPCF, and its learning program, thus completing the third phase.

Finally, our team developed implementation guidelines with recommendations to ensure
that the PR strategy would be sustainable and successfully implemented by the HPCF manager and
employees. The guidelines include content about the recommended distribution locations for the
printed materials, a step-by-step procedure to edit the website, strategies to enhance the use of the
existing HPCF Facebook page, and methods to measure the effectiveness of the PR materials by the
HPCF employees. Our team determined the centers of distribution based on the results in relation to
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interest and lack of awareness of hydroponics and the HPCF such as the four interviewed local
schools, the three farmer organizations, and at the HPCF produce stand at the Naresuan Market in
the Muang district.

Although our team was able to develop materials for the PR strategy, we were not able to
implement the PR strategy. Since we did not implement the strategy, we were unable to measure its
effectiveness. Due to this limitation, our team was only able to evaluate our strategy from a review
of our materials by the HPCF manager. Additionally, in comparison to the population of the Muang
district, our sample sizes for surveys and interviews were too small to be statistically significant and
therefore were not representative of the local community.

5.1 Recommendations for Future Work
In addition to the recommended implementation steps in section 4.4.7.5, our team suggests

that the HPCF explore the opportunity to reach out to local schools and farmer organizations in the
Muang district. Our results reflected interest in implementing hydroponics from the schools that we
contacted. Furthermore, pursuing schools could be one way to increase awareness of sustainable
farming to the younger generation, their families, and to the faculty. The farmer organizations also
revealed their interest in learning more about hydroponics and they contain a large number of
community members. Agriculture directly affects their lives and therefore they could potentially
benefit from hydroponics education. In order to pursue these two target groups, our team
recommends that the HPCF allocate future resources to modify or recreate PR materials to
specifically focus on the informational needs of the schools and farmer organizations. Appendix R
contains the contact information for the local schools and farmer organizations in the Muang district.

Although our team contacted a professional PR organization to review our PR materials we
were unable to obtain feedback. Therefore we recommend that the HPCF contact WHY NOT
Enterprises or another professional PR firm in order to refine the PR materials and to obtain advice
for how to better measure the strategy’s effectiveness.

Furthermore, this project only considered the local community and since our team
interviewed previous attendees of the HPCF learning program from outside of the Muang district it
is clear that the farm has influence outside of the local community. Due to this, our team
recommends that the HPCF expand the target audience to outside the Muang district. This would
allow for the HPCF to cater its services to other audiences to further raise awareness of hydroponics,
the HPCF, and its learning program.

Through the implementation of our PR strategy, our team is confident that the HPCF would
improve the awareness within its community and become better known as a resource for
hydroponics learning. This increase in awareness will result in increased knowledge of hydroponics
as a sustainable alternative farming technique which directly aligns with the Chaipattana
Foundation’s goal of promoting sustainable development in Thailand.
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/ Appendices

7.1 Appendix A: Transcript for Preliminary Interview with Patcharin
Puttharit

Interview Date: 14th January 2015

Interviewee: Patcharin Puttharit (HPCF Manager)

Interviewers: Kik and Nutt

Translators: Mimi and Be

Participants: Eric, Nicolas, Karen, Aj. Supawan and Aj. Fabienne

Location: Hydroponics Project of the Chaipattana Foundation (At Prachinburi)

Purpose: To collect more information about the hydroponics farm and general information about
hydroponics which will provide clarification for our project and expectations.

Permission Statement:

1. Can we use your name to refer to this interview? May we please record this interview?
Yes.

How much time do we have for this interview? We have approximately 30 questions.
I'm free all day and will be able to answer all the questions.

Could you discuss your position within the company as well as your level of education?
Where did you study?

e [ am the leader of this farm. I graduated from Maejo University, I studied agricultural

w e N e

botany, and I did a thesis about Hydroponics.

Purpose of Project:

4. Why was the HPCF located in Prachinburi?

e His Majesty the King gave this land to initiate the hydroponics farm. At first there were three
places and I chose Prachinburi because in Prachinburi there are good public utilities and it is
located near the community and market. In addition, in the future, this farm is near the
tourist area, so many people might come to visit here.

5. What are the demographics of Prachinburi?

People in this area do agriculture and seed or sexual reproduction. Also many people in this

area are military.

What is the social issue that the HPCF is trying to address?

In this area there is no social issue that HPCF is trying to address.

What are the expectations and goals from the Chaipattana Foundation for the HPCF?

To become the leading of hydroponics learning centers. The leading of the hydroponics is

the main policy of this farm. Also, the main purpose is that I want the community in

Prachinburi to be interested in the hydroponics learning center and I want to help the local

people in this area. In addition other communities can come to visit and learn hydroponics

too. However, many businessmen come to participate in this farm instead of the local
people.

e What are the expectations for Team Hydro?

e N e o
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e I would like to have more people to learn and be interested in hydroponics, I prefer team to
do PR or to make this farm to be more well-known to the local people in Prachinburi. In the
past, many people came to this farm, but there was nothing happening after they visited. In
addition, the team should more focus on the local people in Prachinburi, it might be more
effective.

Current Status of HPCF:

8. What is the current economic status of the farm? Is it self-sufficient?

e [tis already at full capacity and this farm can produce 50 kilogram on average per day. All
the trays are full, there is no additional space to grow hydroponics.

What is the current marketing strategy of the HPCF?

I sell the hydroponics at the farm and at the market place near the farm. But if customer
wants to buy hydroponics at farm, the customer has to order first. For one pack of vegetable
(200grams) is 15baht and all products are all sold every day.

10. What is the consumer awareness and perceptions of hydroponics?

e The products from the farm are better and fresher than other farms. And hydroponics is
fresher than other types of traditional vegetables.

11. How is the produce priced at the market? Is there a price difference, if so why?

e Hydroponics is a little bit more expensive than the traditional vegetables because it is fresher
and better quality. Hydroponics is an alternative way for the customers to choose which
kind of vegetable they prefer. Also farm gets 20-30% profit from selling the hydroponics.
Anyway, the private company sells more expensive than this farm. This farm makes an
average of 2000 baht per day and I want more market to sell products from the farm. All
earning goes to the foundation.

12. What is the supply/demand relationship for hydroponics at the local market? At the HPCF
itself? Is it consistent throughout the year?

e Supply meets demand of the consumers. The farm produces the products at maximum
capacity. In the winter there is a lot of supply but the farm cannot produce as much as the
customers want. In the summer there is less supply and more demand because of the
weather.

13. What is the investment/funding relationship between the HPCF and Chaipattana
Foundation?

a. What process does Patcharin Puttharit have to go through to get more funding?
e [Thave to ask for the funding for one year and also if the farm wants more funding I
have to give the reasons why the farm needs more.

Is the Foundation willing to increase the budget for the HPCF?

I do not want more funding because it is enough for farm now.

If budget was increased, what could it be used for?

It could be used for PR the farm and the learning center to be more well-known in

Prachinburi and Thailand. I do not want to hire more workers.

e N o T

Learning Center:

14. What materials are used in the curriculum and how is it taught?
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15.

16.

17.

18.

19.

20.

21.

I attempt to teach by participating in the farm which is not by the theory. I let the
participants try to practically do the hydroponics while I teach.

Is the learning curriculum fully developed?

Yes, this farm already developed.

Who is the target audience for the learning program?

Everyone who is interested in hydroponics. Many participants know the farm by the website
of the foundation. This farm also has Facebook.

Who currently participates in the learning program? Where do they come from? Why are
they interested?

Many of the participants are business men who already have the funding to initiate the
business because they want to sell the hydroponics produce. Last year there were 1000
participants, 50% of them were businessmen and groups of students.

What income is generated from the learning program?

The learning program costs 500 baht but I do not get any profit from the learning program.
Is the program comprehensive/extensive?

The program takes one day.

What percentage of people that go through the program actually implement hydroponics?
It is just 10% of participants.

How is the program followed up? Does Patcharin Puttharit keep in contact with local
farmers?

Yes, just 3 participants that I have followed up with.

If the unemployed people want to do hydroponics, will the learning center help them?

I can teach them hydroponics but I cannot help them with the funding. I suggest that they
should have plan maybe loan money from the bank.

Local Community:

22,

23.

24.

25.

26.

Are local community members interested in hydroponics? If so, why, if not, why not?
The local people are not very interested in hydroponics. People like to come in the farm for
relaxing and walking.
Are local farmers small scale or large scale?
Small scale
What is the economic status of local farmers, what resources do they need? Are they self-
sufficient?
Yes, they are self-sufficient. I give 8,000 baht per month for the workers (it can be increased
depending on how long that the workers have been working here and if I need the extra
workers I will pay 300 baht per day. Everyone has a different way of life, it is fine if they are
happy with their life. We just want people to come and learn more hydroponics.
What are the economics of adopting hydroponics?

a. What is the start-up cost?

e The investment for the beginner costs 12,000 baht for one tray and roof included.

b. How long does it take to break even?

e 5 months and it depends on the type of the plant.
What marketing techniques are being used to reach out to the local farmers and
community members?
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e [Isell hydroponics at market and customers can buy fresh hydroponics from the farm.

HPCF Management:

24. What is the HPCF structure? Who does what? How are tasks distributed?
e I do everything in the farm and learning center. Workers just do the farm.
25. What are the current schedules? Is there a need for improvement?

e The schedule depends on the tasks that I have to do day-by-day.

26. Are there management issues? If so, what are they?

e No

27. How much does it cost to increase the number of employees?

e [donot want new employees because there are enough now.

28. Do new employees need to be trained? What is the training program?

e Yes. New employees need to be trained by following the instruction of me.

Concluding Questions:

29. On what areas should our project team focus?
e To become learning center and to make this farm to be better known.
30. Feedback on project goals and objectives.
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7.2 Appendix B: Market Consumer Survey Questions
7.2.1 English Version

Surveyor Name:

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project of the Chaipattana Foundation (HPCF). Your
participation is very much appreciated and we hope that you can take the time to answer the following
questions. If you are uncomfortable answering any of the questions, please feel free to skip that
question.

Surveyor will circle responses and transcribe answers.

1. Do you visit any other markets in the area?

a. Yes
i.  Where?
b. No
2. Do you have any interest in growing your own produce, why or why not?
a. Yes
b. No
i.  Reason

3. How familiar are you with hydroponics agriculture?
a. Very familiar
b. Somewhat familiar
c.  Know the term but nothing more
d. Never heard about hydroponics
If answered d, skip to question 6

4. If3.a, b, or ¢, what do you think hydroponics is?

5. Do you believe hydroponics produce is safe to consume?

a. Yes

b. No
6. Do you know about the Chaipattana Foundation in Prachinburi province?

a. Yes

i. Do you know about the Hydroponics Project of the Chaipattana Foundation?
1. Yes
If yes, how did you find out about it? (circle all that apply)

a. Friends or family
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b. Social media

i.  Facebook
ii.  Twitter
iii.  Instagram
iv.  Other:
¢. The Chaipattana Foundation
d. Website
e. Entrance sign
f.  Other:
2. No
b. No
7. 1If 5.a.i.1, have you visited the Hydroponics Project of the Chaipattana Foundation?
a. Yes
b. No

8. If 6.a, do you know there is a hydroponics technique learning program at the HPCEF?
a. Yes
i.  Have you considered going through the hydroponics training at the HPCF?
1. Yes
2. No
b. No
9. If 6.a, why did you visit the HPCF (circle all that apply)?
a. To go through the training
i.  How did you find out about the HPCF learning program?

1. Friends or family

2. Social media
3. Facebook

4. Twitter

5. Instagram

6. Other:

ii. ~ What interested you in learning about hydroponics?

iii. = How long ago did you go through the training?
1. In the past 6 months
2. In the past year
3. Inthe past 3 years
4. Greater than 3 years ago
iv.  How satisfied are you with the training you received?
1. Very unsatisfied
2. Unsatisfied
3. Somewhat satisfied
4. Satisfied
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5. Very satisfied
v.  Can you suggest any improvements to the learning program?

b. To buy produce
c. For leisure
d. Other:

. If 8.b, why do you buy produce at the HPCF?
a. Prefer hydroponics

b. Convenience

c. Prefer to buy in bulk

d. Better quality and taste

e. Other:

. If 8.b, how would you rate the quality of the HPCF hydroponics produce in comparison to
non-hydroponics produce?

a. Superior quality

b. Similar quality

c. Lower quality

d. Other:

. Do you have access to the Internet? If so, which device(s) do you use?
a. No access

b. Smartphone/tablet

c. Computer

d. Other:

. Do you currently use any form(s) of social media? If so, pick how often you use each one.
a. Facebook

i.  Multiple times a day

ii.  Onceaday

iii. Once a week
iv. Less than once a week
b. Twitter

i.  Multiple times a day
ii.  Onceaday
iii.  Once a week
iv.  Less than once a week
c. Instagram
i.  Multiple times a day
ii.  Once aday
iii.  Once a week
iv.  Less than once a week
d. Email



14.

15.

16.

17.

18.

19.

i.  Multiple times a day

ii.  Once aday

iii. Once a week

iv.  Less than once a week
e. None
f.  Other (list):

i.  Multiple times a day

ii.  Once aday

iii. ~ Once a week

iv.  Less than once a week

What is your profession?

a. Farmer

b. Business Person

c. Student

d. Homemaker

e. Government Employee
f. Other:

g. Prefer not to answer

What is your education level?

a. Lower than high school degree

b. High school degree

c. Bachelor’s degree

d. Greater than a Bachelors

e. Prefer not to answer
What is your gender?

a. Female

b. Male

c. Prefer not to answer
What is your age range?

a. Younger than 25 years old

b. 26-40 years old

c. 41-60 years old

d. 61 or older

e. Prefer not to answer
Which district do you live in?

a. Muang District

b. Other District:

c. Prefer not to answer
What is your average monthly income?
a. Lessthan 10,000

b. 810,000 to 825,000
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c. 125,000 to 850,000
d. Greater than 850,000

e. Prefer not to answer

Thank you for taking the time to complete this survey

7.2.2 Thai Translation
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7.3 Appendix C: Vendor Survey Questions
7.3.1 English Version

Surveyor Name:

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project of the Chaipattana Foundation (HPCF). Your
participation is very much appreciated and we hope that you can take the time to answer the following
questions. If you are uncomfortable answering any of the questions, please feel free to skip that
question.

Surveyor will circle responses and fill in lines.

1. What agricultural practice(s) are used to grow your produce?
a. Soil based farming
b. Hydroponics
c. Other

If so, which one?

If b, answer 2 and 3 then skip to question 8
Otherwise, skip to question 4

2. Where did you learn about hydroponics?

3. Why did you choose to use hydroponics?

4. Do you have any challenges with your current farming practice?

a. Yes
i.  What kind of challenges do you encounter?
b. No

c. Notsure
5. Are you interested in improving any aspects of your farm? If so, what aspects do you want to
improve?

a. Product volume

b. Quality

c. Nutritional value

d. Profit

e. Environmental impact
f. Not sure

g. No
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h. Other:
6. How familiar are you with hydroponics agriculture?

a. Very familiar
b. Somewhat familiar
c. Know the term but nothing more
d. Never heard about hydroponics
7. If6.a, b, or ¢, what do you think hydroponics is?

8. If 6.a or 6.b, have you or your farm considered using the hydroponics technique? Why or why
not?
a. Yes b. No

i. Reason?

9. Do you know about the Chaipattana Foundation in Prachinburi province?
a. Yes
i. Do you know about the Hydroponics Project of the Chaipattana Foundation?
1. Yes
If yes, how did you find out about it?

a. Friends or family

b. Social media

i.  Facebook
ii.  Twitter
iii.  Instagram
iv.  Other
c. The Chaipattana Foundation
d. Website
e. Entrance sign
f.  Other:
2. No
b. No
9. If 8.a.i.1, have you visited the Hydroponics Project of the Chaipattana Foundation?
a. Yes
b. No

10. If 9.a, do you know there is a hydroponics technique learning program at the HPCF?
a. Yes
i.  Have you considered going through the hydroponics training at the HPCF?
1. Yes
2. No
b. No
11. If 9.a, why did you visit the HPCF (circle all that apply)?
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a. To go through the training
i.  How did you find out about the HPCF learning program?
Friends or family
Social media
Facebook

Twitter

SAEESER S

Instragram
6. Other

ii. = What interested you in learning about hydroponics?

iii. = How long ago did you go through the training?

1. In the past 6 months
2. In the past year
3. Inthe past 3 years
4. Greater than 3 years ago

iv.  How satisfied are you with the training you received?
1. Very unsatisfied
2. Unsatisfied
3. Somewhat satisfied
4. Satisfied
5. Very satisfied

v.  Can you suggest any improvements to the learning program?

b. To buy produce
c. For leisure
d. Other:

12. Do you have access to the Internet? If so, which device(s) do you use? (circle all that apply)
a. No access
b. Smartphone/Tablet
c. Computer
d. Other:

13. Do you currently use any form(s) of social media? If so, pick how often you use each one.
(circle all that apply)
a. Facebook
i.  Multiple times a day
ii.  Onceaday
iii.  Once a week
iv.  Less than once a week
b. Twitter



i.  Multiple times a day

ii.  Once aday

iii. Once a week

iv. Less than once a week
Instagram

i.  Multiple times a day
ii.  Once aday

iii. Once a week
iv. Less than once a week
Email

i.  Multiple times a day
ii.  Onceaday

iii. Once a week

iv. Less than once a week
None
Other (list):

i.  Multiple times a day
ii.  Onceaday
iii.  Once a week

iv. Less than once a week

14. What is your occupation?

a.

o

B ™ 0 Q0

Farmer

Business Person
Student

Homemaker
Government employee
Other

Prefer not to answer

15. What is your education level?

a.
b.
C.
d.

e.

Lower than high school degree
High school degree

Bachelor’s degree

Greater than a Bachelors

Prefer not to answer

16. What is your gender?

a.
b.

C.

Female
Male

Prefer not to answer

17. What is your age range?

a.
b.

Younger than 25 years old
26-40 years old
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c. 41-60 years old
d. 61 or older years old
e. Prefer not to answer

Thank you for taking the time to complete this survey

7.3.2 Thai Translation

Surveyor Name:
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7.4 Appendix D: HPCF Consumer Survey Questions
7.4.1 English Version

Surveyor Name:

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project of the Chaipattana Foundation (HPCF). Your
participation is very much appreciated and we hope that you can take the time to answer the following
questions. If you are uncomfortable answering any of the questions, please feel free to skip that
question.

Surveyor will circle responses and transcribe answers.

1. What do you think hydroponics is?

2. Why did you visit the HPCF (circle all that apply)?
a. To go through the training
i.  How did you find out about the HPCF learning program?

1. Friends or family

2. Social media
a. Facebook
b. Twitter
c. Instagram
d. Other:

ii.  What interested you in learning about hydroponics?

iii. = How long ago did you go through the training?
1. In the past 6 months
2. In the past year
3. In the past 3 years
4. Greater than 3 years ago
iv.  How satisfied are you with the training you received?

1. Very unsatisfied

2. Unsatisfied

3. Somewhat satisfied
4. Satisfied

5. Very satisfied

v.  Canyou suggest any improvements to the learning program?
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b. To buy produce
c. For leisure
d. Other:

Do you visit any other markets in Prachinburi province to buy produce?

a. Yes
i. Where?
b. No

If 2.b, why do you buy produce at the HPCF?
a. Prefer hydroponics produce
b. Location convenience
c. Prefer to buy in bulk
d. Lower price than at other markets
e. Better quality and taste
f. Other:

How would you rate the quality of the HPCF hydroponics produce in comparison to non-

hydroponics produce?
a. Superior quality
b. Similar quality
c. Lower quality
d. Other:
Do you have any interest in growing your own produce, why or why not?
a. Yes b. No

i. Reason?

Do you have access to the Internet? If so, which device(s) do you use? (circle all that apply)
a. No access
b. Smartphone/tablet
c. Computer
d. Other:

Do you currently use any form(s) of social media? If so, pick how often you use each one.

(circle all that apply)
a. None
b. Facebook
i.  Multiple times a day

ii.  Once aday

iii.  Once a week

iv.  Less than once a week
c. Twitter

i.  Multiple times a day
ii.  Once aday
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d.

e.

f.

iii. Once a week
iv. Less than once a week
Instagram

i.  Multiple times a day

ii.  Once a day
iii. Once a week
iv. Less than once a week
Email

i.  Multiple times a day

ii.  Once aday
iii. Once a week
iv. Less than once a week

Other:
i.  Multiple times a day
ii.  Once aday
iii. ~ Once a week

iv. Less than once a week

9. What is your profession?

a.

i~

B ™ 0o Q0N

Farmer

Business Person
Student

Homemaker
Government Employee
Other:

Prefer not to answer

10. What is your education level?

a.
b.
C.

d.

e.

Lower than high school degree
High school degree

Bachelor’s degree

Greater than a Bachelors

Prefer not to answer

11. What is your gender?

a.
b.
C.

Female
Male

Prefer not to answer

12. What is your age range?

a.

b
C.
d.
e

Younger than 25 years old
26-40 years old

41-60 years old

61 or older

Prefer not to answer
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13. Where do you live?
a. Muang District

b. Other District in Prachinburi Province:

c. Other Province:

d. Prefer not to answer
14. What is your average monthly income?
a. Less than 810,000

b. 110,000 to 825,000
c. 825,000 to 850,000
d. Greater than 50,000
e. Prefer not to answer

Thank you for taking the time to complete this survey

7.4.2 Thai Translation

Surveyor Name:

¢ o 3 o aay a o <
[ ] ﬂqﬂ‘l]i$ﬁ~‘iﬂs|lf’Nﬂ]i‘Vl1!!‘U’Uﬁf’]‘Uin?»lﬁﬁf’)fni‘1;'.)[’]ﬁu“IJﬁﬁé‘N3;{f;lNﬁ‘]jﬂ‘wwuﬂuﬂ1id\1!ﬁiuﬂ1§7ﬂ m‘:m‘ym!mumﬁu

o A v v T ARy a aay A a ¢ ¢
[} ﬂ]ﬁﬂﬂﬂﬂ1ﬂ1uﬂlﬂﬂﬂﬂ!i}3’,uﬁ3u%3ﬂ1TiW'Jﬂ!ﬁﬂﬂﬁ‘Ug!ﬂEl'Jﬂ‘iJ‘VIﬁ1!?,ﬂﬂsll?Nﬂ1!1‘l-!lﬁ»l“lﬂ-!‘ﬂNC"l9ﬂ]51]'5‘]ﬂW%!!UUﬂﬂIﬂiIﬂuﬂﬁ!m%f‘luﬂ

v
a s

= b4
MITYUININGIVU

v =

v ' a 9 9 o o A A ' o J py
0Augan 71/?7’1]787@7"5);‘5777%8%[51?uﬂ?ﬂn/l]Nﬂ?ﬂ‘lil AUTIITUAONNVY ?Mﬁ@ﬂﬂ?ﬂ?ﬂuu?ﬂ
(ﬂﬁﬂﬂﬂ!lﬂﬂﬁ'ﬂﬂﬂ?lﬁl@\?ﬂﬂﬂ& llljgﬂ!ﬂﬂmﬂﬁiﬂﬁ?ﬁ?im&f)
o A v o 4 o 3 A
REETINNN Iﬂiﬂiﬁﬂ]ﬂy‘ﬁIﬂﬂﬂ']i’Nﬂaﬂﬂ']ﬂﬂﬂﬂﬁiiﬂﬂﬂﬂmﬂuﬂiﬁ

1. aadanlalasiiinddeesls?

2. siluasdanii?

a

a. nﬁaﬁhi'mﬁ'ﬂu“luimqn1iﬂgnﬁm"l’§ﬁu("lsﬂmiﬂﬁné)

i.  paddngudnsBeuiyuvulasamsdgniis13au(lalasiliing)ldedsls
1. sieunienseunin
2. deeou'lall

Facebook (wlwyn)

a
b. Twitter (n3mnes)

0o

Instagram (8uanswns)

e

A
U9

ii.  dlugadavledanlgnivuuulalasiiing

70



iii.  garhumsinousiilelni?
1. lusrebidouiirman
2. lugaalTiidum
3. luse3iismm
4. wnnnn3i
iv.  aadlnnwfanelanntiesnalnuiumsBaudilasy?
liianelvodrann
lainwela

' Y =3
AouNane o

wawely

A

wanweladhuedauin

Ao RO 2o ¢ 2 ydn
V. ﬂmuﬂ’]!!uzu’laz 5‘”’]\3‘1“ﬂ’]37|ﬁzwwu']ﬂuﬂfniliﬂugu ¢

L 3
b. e%erin

c. Ihevinweu

d. ouq
3. noldFsednninaamanlulsduyinselsi?
a. g
i flvw
b. i

'
a <

4. #lsde 2.b, lugadunsednigudmsBouipmulasamsignity13au(lalasiiiing)
v ' i
a. ovnderdnidgnuuylalasTuiind (dnifgnuuylildau)
d . 2
b. anwufidzaINANIIIYe
v & o
c.  deanFediiueo:
d. ganniiaaiadun
e. Nguamanm

f. ﬁ‘uq:

v v

5. pufehgumwvesiniidgnlaegudmsBeniyuvulasamsdgniin13au(lalasiviing) AudlmuienSeufeuiudnialy?

a.  AUAWANT

71



C.

d.

AuMWMlouny

Aunmiioon

I
U

6. uavlanilgnindiadaeanseli?

a.

auly b, laula

i, wla?

7. apuansadnaduaeinialdnseli dlsladlier]s?

[ a Jd
a.  hildl48uaesiia
v I
b. Insfwnileds/ unlaa
a 4
c. newiAe]
d. ouq:
. . ,
8. wouiigadliliaesenlarteslsthe éily udilivesunlviu?
a. il
b. Facebook (iwyn)
. CoaE
i wnndmilaiaedu
. N
ii.  Juazais
ses A o d
iii.  ewindazaia
. 9 ' A @
iv.  ddesnnering
c. Twitter
. CoE g
i wandmilninedu
.o o 14
il.  Juazais
. o2
iii.  ewindazaia
. 9 ' a ¢ Y
iv.  desnnheriindazais

d. Instagram

1.
11.
1ii.

iv.

e. Email

ii.
iii.

iv.

v v
AN IMIanTIne Ty
o 2
IUNTAT
a ¢ Y
DINAYDTATI

9 ' A < 4
UBYNIDINAYAL AT

v v
MWﬂﬂ?TWﬁQﬂiQﬂ'ﬂ')u
o 4
AIUATATI

a @ ¥
DINAYATAI

v ' A @ H
HUBYNADINAYALAIN

72



. ' Y Y o
1. ﬁJ']ﬂﬂ'JTﬂﬁ\iﬂi\Wl'l’)'Ju
.e o 4
11. AUATAIN
vee P EA
111. DINAYATAI
. 9 ' A @ y
1V. HBYNADINAYASAIN

MOINTIUM

9. palszneveriwezls
NHATNT
b. gsnvduda
v A =1
c. iniou/riindnm
d. withu

e. SUSIMNS

f. ﬁ‘uq

g. Tiveaou
10. msfinegegavesnaegluszavliu?
a. andesuison
b. szduiisey
c. Fnaes
d. ganinSwyanes
e. vo'liaou
11. wavespuneezls
a.  IWANQ
b. wae
c. vo'lineu
12. paegiszananmlng?
a. owgieonn 251
b. 26-401
c. 41-601
d. 61 wiemnniniu
e. vo'linou
13. pueraegitlnu?

~

o A =
a. ounoesdsauls

a

=

b. duneduqgluilsidms:
i

a




Y Y

c. dwiadu:

d. wveluneu

14. puiinegl&maelszanantiing?
a. eena1 10,000 vn
b. 10,000 4 25,000 vm
c. 25,000 84 50,000 v1m
d. w7 50,000 um
e. volinou

Auziidanuzinomani nangasinlilszgnd (1 1mnd) ynasnsaiminedonazauziindnein WPL (Worcester

1] i v
Polytechnic Institute) Uszmaansgonsm vevounszqanddiunsidosiunmsimuuasuawiiiuedian

74


http://www.wpi.edu/
http://www.wpi.edu/

7.5 Appendix E: School Interview Questions
7.5.1 English Version

Surveyor Name:

Name of School:

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project of the Chaipattana Foundation (HPCF). Your
participation is very much appreciated and we hope that you can take the time to answer the following
questions. If you are uncomfortable answering any of the questions, please feel free to skip that
question.

Surveyor will circle responses and fill in lines.

1. How familiar are you with hydroponics agriculture?
a. Very familiar
b. Somewhat familiar
c.  Know the term but nothing more
d. Never heard about hydroponics
Give brief explanation of hydroponics - view attached

2. Do you currently have a hydroponics learning program at your school?
a. Yes
b. No
If 2.a answer 3 and 4 then skip to 8. If 2.b, skip to 5

3. How many students participate in the hydroponics learning program?

4. What does your hydroponics learning program consist of?

5. How interested are you in implementing a hydroponics learning program?
a. Very interested
b. Somewhat interested
c.  Not Interested
Reason:

6. If 6.a - What information would you need to know in order to implement a hydroponics
learning program?
a. Benefits of using hydroponics in education

b. How to set up a hydroponics farm
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c. Economics of hydroponics
d. Other

7. Does your school currently offer any clubs, electives, or activities?
a. Yes

i.  How many students participate?

ii.  Are there any related to agriculture?

b. No

8. Do you know about the Chaipattana Foundation’s Hydroponics Project of the Chaipattana

Foundation in the Muang District of the Prachinburi Province?
a. Yes

If yes, how did you find out about it? (circle all that apply)

1. Friends or family
2. Social media

a. Facebook

b. Twitter
c. Instagram
d. Other
3. The Chaipattana Foundation
4. Other school (which?):
5. Website
6. [Entrance sign
7. Other:
b. No
11. If 10.a, have you visited the Hydroponics Project of the Chaipattana Foundation?
a. Yes
b. No
12. If 11.a, do you know there is a hydroponics technique learning program at the HPCF?
a. Yes
b. No

13. If 11.a, why did you visit the HPCF (circle all that apply)?
To go through the training

a.
b. Take students for field trip
c. To buy produce

d

. For leisure
e. Other:

Thank you for taking the time to complete this survey
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If interested in learning more about the HPCF or hydroponics agriculture - please fill out the following

fields.
1. Name
2. School

3. Contact Number

4. Email

5. Best Time to Contact

6. Additional Comments

7.5.2 Thai Translation

Surveyor Name:

Name of School:
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7.6 Appendix F: Farmer Organization Interview Questions

7.6.1
1.
2.
3.
4,
5.
6.
7.
8.
9.
10
11
7.6.2

English Version

How familiar are you with hydroponics?

What is your perception of hydroponics?

How many people are in your farmer’s community?

Are you aware of the HDC?

Are you aware of the HDC’s hydroponics learning program?

How many hydroponics farmers are there in your community?

Are farmers in your interest in implement hydroponics?

If interested,do you mind if we leave informational resources at your center?
How often does this organization meet : why, how, where, when?

. Do you share information on agricultural advances?
. What mediums do you use to communicate among members of the community?

Thai Translation
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/.7 Appendix G: Previous Attendees of HPCF Learning Program
Interview Questions

7.7.1 English Version

Surveyor Name

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project of the Chaipattana Foundation (HPCF). Your
participation is very much appreciated and we hope that you can take the time to answer the following
questions. If you are uncomfortable answering any of the questions, please feel free to skip that

question.

1. How did you find out about the HPCF?
a. Friends or family
b. Social media

i. Facebook

ii. Twitter
iii.  Instagram
iv. Other

c. The Chaipattana Foundation
d. Website
e. Entrance sign
f. Other:
2. What interested you in learning hydroponics at the HPCF?

3. How long ago did you go through the training?
a. Inthe past 6 months
b. In the past year
c. Inthe past 3 years
d. Greater than 3 years ago
4. How satisfied are you with the training you received?
a. Very unsatisfied
b. Unsatisfied
c. Somewhat satisfied
d. Satisfied
e. Very satisfied
5. Can you suggest any improvements to the learning program?
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6. What is your occupation?

8.

9.

a. Farmer
b. Business Person
c. Student
d. Homemaker
e. Government employee
f.  Other:
Did you implement a hydroponics farm after attending the learning program?
a. Ifyes,
i. ~ What was your reason for implementation?
ii.  Why did you choose to learn hydroponics?
iii.  (If they are a farmer) Is it more profitable than your previous farming
technique?
iv.  What were barriers or challenges you faced by implementing hydroponics?
b. If not, why not?

Do you have access to the Internet? If so, which device(s) do you use? (circle all that apply)

a. No access

b. Smartphone/tablet

c. Computer

d. Other:
Do you currently use any form(s) of social media? If so, pick how often you use each one.
(circle all that apply)

a. None

b. Facebook

i.  Multiple times a day
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ii.

iii.

Once a day

Once a week

iv. Less than once a week
Twitter
i.  Multiple times a day
ii.  Once aday
iii.  Once a week
iv. Less than once a week
Instagram
i.  Multiple times a day
ii.  Once aday
iii.  Once a week
iv. Less than once a week
Email
i.  Multiple times a day
ii.  Once a day
iii. Once a week
iv.  Less than once a week
Other :
i.  Multiple times a day
ii.  Onceaday
iii. Once a week
iv.  Less than once a week

10. What is your age range?

a.
b.

C.

d.

Younger than 25 years old
26-40 years old

41-60 years old

61 or older years old

11. What is your gender?

a.
b.

C.

Female

Male

Prefer not to answer

12. Which province do you live in?

a.

b.

Muang District, Prachinburi

Other:

13. What is your average monthly income?

a.
b.

C.

Prefer not to say
Less than 810,000
110,000 to 825,000
825,000 to 850,000
Greater than 850,000
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Thank you for taking the time to complete this survey.

7.7.2 Thai Translation

Surveyor Name
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7.8 Appendix H: Preliminary Questions for Discussion with Thawatchai
Saengthamchai

Discussion Date: 13th February 2015

Interviewee: Thawatchai Saengthamchai

Interviewers: Kik, Mimi, Nico, Halsey

Place: WHY NOT social enterprise company, BTS Udomsuk station

This interview is intended to assist the Chaipattana Foundation in supporting sustainable
practices of agriculture. Your participation is voluntary and your responses are confidential. With
your responses, you will help us learn how to increase the local community’s awareness of
hydroponics agriculture and the Chaipattana Foundation’s Hydroponics Demonstration Center
(HDO). Your participation is very much appreciated and we hope that you can take the time to
answer the following questions. If you are uncomfortable answering any of the questions, please
feel free to skip that question.

Introductory Questions

1. Can we use your name to refer to this interview? May we please record this interview?
2. How much time do we have for this interview? We have approximately 15 questions.
3. Present information about our current situation.

Social Media

4. Do you have any suggestions to target the local people by using Facebook and Line?

5. Facebook is a widespread social media platform. Is there a way to specifically target the local
people using Facebook? If so, how can we reach out to this target?

6. Isit possible to use Line as a tool for PR? In what way can we utilize Line to reach out to the
local community?

7. Do you think it would be beneficial to also use Twitter and Instagram by linking them to
Facebook?

8. Do you think that Facebook and Line are the best ways to communicate to the local people
through social media? And do you have any other suggestions?

Non-Social Media

9. Do you think that a website is an attractive and accessible medium to local people? What are
aspects of creating a website that we must consider?

10. Do you have any suggestions to use other forms of communication to advertise to the local
people?

11. Do you have any suggestions for a PR strategy that seeks to inform the local people about
topics such as hydroponics and learning about the existence of the HDC and its learning
program?

12. Do you have any suggestions on how to effectively use printed PR materials?
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Concluding Questions

13. How can we target groups of people in specific demographics?

14. What are your suggestions on creating a catchy slogan?

15. Given the information about our project, do you have any other suggestions to achieve our
goal?
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7.9 Appendix I: Summary of Discussion with Thawatchai

Saengthamchai

Discussion Date: 13th February 2015

Interviewee: Thawatchai Saengthamchai

Interviewers: Kik, Mimi, Nico and Halsey

Participants: Kik, Mimi, Nico and Halsey

Location: WHY NOT enterprise company in Bangkok

First, we explained the background of our project and preliminary results from our surveys and

interviews.

Thawatchai Saengthamchai asked: So the target that you surveyed, what is their need? What
are their difficulties in their life and do we need to solve it? What is the challenge in life for
them? When you are saying that the target group is people in Prachinburi, think about what
they want, maybe it’s not the thing that the Chaipattana would like to say. You need to
tweak it a little bit because you want appeal to them, you need to find a way to appeal to
them maybe by telling them “this is the way to get rich in the more sustainable way.” If they
want to have their own food, you can talk how they can grow food.

That’s what communication campaigns look like. You have the goal and the goal is
impossible but the thing is that you need to tweak it, you need to match it with the need of
customer what they want to hear, they do not want to hear what you want to say, you need
to understand that and then match it to your goal to make it fit. It's always like this, but you
need to have an idea or communication technique to inspire them.

If the target is the consumer you need to know what they want to buy and what their
difficulties are in their life. I believe that people in Prachinburi easily get vegetables.

I believe that you have 2 target groups, the first is the people who want to buy product and
second is who we wants to be the producer. The thing is the producer needs consumers and
based on the survey 64% of people in Prachinburi believe that hydroponics is unsafe, so this
is the thing that you have to fix because if the misconception remains, there will be no more
producer.

Maybe this is the situation: If you do not have producers, you do not have people coming to
the learning center and cannot sell it because people don’t know how good it is. The worst is
that people think that it's dangerous, maybe this is the point, the important point that you
need to address first before you want people come to the learning center. When the
awareness raise, people want to sell it. When people want to sell, you will get people want to
produce it.

Facebook is a platform, not social media. you cannot get your target group from Facebook.
You need people that are engaged with that Facebook account and you need to know if
people in Prachinburi look through their news feed or their follows. This determines
whether or not your post will reach the target group.
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Website is good if the survey shows that people have access to the Internet. It should contain
the kind of learning material to educate people about hydroponics, maybe the farm visit
video, what is inside hydroponics, what makes it better than normal vegetable, if they want
to know more about hydroponics, people can know the deeper information about
hydroponics through the website, this is the second phase. The first phase, I believe you
need to get some attention from people first. You can do this by opening shop, inviting
people to come visit the farm, hold a concert at the farm, and also school field trips to visit
farm. When they know about what hydroponics is in general, they are going want to know
more about hydroponics, they might come to your website and see the video. An infographic
is a good idea. Brochure is good for the first phase of the campaign, and for people who are
interested you can take them further to the farm.

You can open shop in the urban area and sell their product and use as the flagship store to
communicate, this is the place where you can grow your own food, if you want to know
more you can go to the farm visit.

The first step is you need to fix the misconception of the people and when they are interested
a little bit, they will seek more information from the media that we use.

Line is a platform like Facebook, you can use it but learn how to use it. QR code is going to
be the 2 or 3 phase.

The first phase is to drive people to the second phase (Facebook or online components)
Coupon (CRM), you can use this at farm because you want people come to the farm and
bring people come to the farm. Also, if someone brings new friend, she/he can get discount
for buying new equipment in order to get more people interested in learning at the farm.
You need to calculate that one set of produce how many kg you can produce and how much
they will get profit and initial cost.

In the Facebook advertising you can select the target group, you need the influencer, social
influencer among Prachinburi, who they follow or how they get their news.

The wording needed to convince people, first you need to focus on Prachinburi people and
how can they know you and to fix the misconception, then you will get more producer and
people to get on your website and farm. You can give them info and turn/convert them to
producer.

The first thing before using social media, you need farm visitors, market stand in the public
area (you can fix perception, communication channel and get money), car announce, radio,
poster. Opening the shop is good that these can tell people that if you grow hydroponics
product, you can sell in this price and people can buy it.

It’s kind of a franchise. Turn the consumer into your producer.

To summarize, first, you really need to focus on people in Prachinburi and get their
awareness, second, you will bring them to get more information, and last turn them to
producer.

At first, the material can be shop, poster, brochure, farm visit, concert, and school visit.
Second phase can be infographic, Facebook, video, etc.
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You don't need your campaign to look very creative or fancy. If your target does not need it.
You just need the information to get to your target. You just need it to be simple.
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7.10 Appendix J: Consumer Survey Data

This appendix contains a link to an Excel Spreadsheet that contains all of the data collected
for the Consumer Survey. The first sheet contains a legend for reading the data, the second contains
the quantitative data, and the third contains the qualitative data for all three consumer survey
locations with surveys numbered according to the numbering scheme outlined in Step 2 of the
Methodology. Click on the Microsoft Excel icon or hyperlink below to open the spreadsheet. If the
link does not work, the data file should be in the same folder as this report.

X

ConsumerSurveyData.xIsx
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7.11 Appendix K: Vendor Survey Data

This appendix contains a link to an Excel Spreadsheet that contains all of the data collected
for the Vendor Survey. The first sheet contains a legend for reading the data and the second contains
the quantitative data for all three vendor survey locations with surveys numbered according to the
numbering scheme outlined in Step 2 of the Methodology. Click on the Microsoft Excel icon or

hyperlink below to open the spreadsheet. If the link does not work, the data file should be in the
same folder as this report.

X

VendorSurveyData.xlsx
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7.12 Appendix L: HPCF Consumer Survey Data

This appendix contains a link to an Excel Spreadsheet that contains all of the data collected
for the HPCF Consumer Survey. The first sheet contains a legend for reading the data and the
second contains the quantitative data with surveys numbered according to the numbering scheme
outlined in Step 2 of the Methodology. Click on the Microsoft Excel icon or hyperlink below to open
the spreadsheet. If the link does not work, the data file should be in the same folder as this report.

X

HPCFConsumerData.xlsx
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/.13 Appendix M: Responses to School Interview Questions
This appendix contains the recorded interview responses of the four schools we interviewed.
We highlighted the answers from each school in red.

7.13.1 Prachin-Ratsadorn-Amroongs School
Surveyor Name: Kik, Mimi

Name of School: Prachin-ratsadorn-amroongs

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project (HPCF). Your participation is very much appreciated
and we hope that you can take the time to answer the following questions. If you are uncomfortable
answering any of the questions, please feel free to skip that question.

Surveyor will circle responses and fill in lines.

1. Do you currently have a hydroponics learning program at your school?
a. Yes
b. No
If 2.a answer 3 and 4 then skip to 8. If 2.b, skip to 5

2. How many students participate in the hydroponics learning program?

3. What does your hydroponics learning program consist of?

4. How interested are you in implementing a hydroponics learning program?
a. Very interested
b. Somewhat interested
c. Not Interested
Reason: Reduce canteen expense, good vegetable price, teacher have his own hydroponics
garden

5. If answer 4.a,4.b - What information would you need to know in order to implement a
hydroponics learning program?
a. Benefits of using hydroponics in education
b. How to set up a hydroponics farm
c.  Economics of hydroponics
d. Other

6. Does your school currently offer any clubs, electives, or activities?

a. Yes
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7.

i.  How many students participate?
Whole school

ii.  Are there any related to agriculture?

Yes depend on subject

b. No

Do you know about the Chaipattana Foundation’s Hydroponics Project in the Muang District

of the Prachinburi Province?

a. Yes (Know Khun King)

If yes, how did you find out about it? (circle all that apply)

1.
2.

N o gl Ww

b. No

Friends or family
Social media
a. Facebook
b. Twitter
c. Instagram
d. Other

The Chaipattana Foundation
Other school (which?):

Website
Entrance sign
Other:

8. If 10.a, have you visited the Hydroponics Project?

9.If 11.a, do you know there is a hydroponics technique learning program at the HPCF?

10. If 11.a, why did you visit the HPCF (circle all that apply)?

a. Yes
b. No

c. Yes
d. No

e.
f.

g. Tobuy produce
h. For leisure

i. Other:

To go through the training
Take students for field trip

Thank you for taking the time to complete this survey

If interested in learning more about the HPCF or hydroponics agriculture - please fill out the following

fields.
1.

Name

Aj.Sumrerng Chokerung

97



2. School

Prachin-ratsadorn-amroongs

3. Contact Number
0865814933

4. Email

5. Best Time to Contact

6. Additional Comments

7.13.2 Prachin-Ratsadorn-Amroongs Il School
Surveyor Name: Kik , Mimi

Name of School: Prachin-ratsadorn-amroongs Il

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices of
agriculture. Your participation is voluntary and your responses are confidential. With your responses,
you will help us learn about the local community’s awareness of hydroponics agriculture and the
Chaipattana Foundation’s Hydroponics Project (HPCF). Your participation is very much appreciated
and we hope that you can take the time to answer the following questions. If you are uncomfortable
answering any of the questions, please feel free to skip that question.

Surveyor will circle responses and fill in lines.

1. Do you currently have a hydroponics learning program at your school?
a. Yes
b. No
If 2.a answer 3 and 4 then skip to 8. If 2.b, skip to 5

2. How many students participate in the hydroponics learning program?

3 students

3. What does your hydroponics learning program consist of?

Teacher gives students homework by doing a report about hydroponics.

4. How interested are you in implementing a hydroponics learning program?
a. Very interested
b. Somewhat interested
c. Not Interested
Reason: Want to do If the school have investment because it’s non toxic, it is popular now.
therefore the school want student to growing hydroponics and also school will get income

from this.
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5. If4a, b - What information would you need to know in order to implement a hydroponics

learning program?

a.
b.
C.

d.

Benefits of using hydroponics in education
How to set up a hydroponics farm
Economics of hydroponics

Other

6. Does your school currently offer any clubs, electives, or activities?

a. Yes
i. ~ How many students participate?
13 students
ii.  Are there any related to agriculture?
No
b. No

7. Do you know about the Chaipattana Foundation’s Hydroponics Project in the Muang

District of the Prachinburi Province?

a. Yesbut do not know where it is.
If yes, how did you find out about it? (circle all that apply)
1. Friends or family
2. Social media
a. Facebook
b. Twitter
c. Instagram
d. Other
3. The Chaipattana Foundation
4. Other school (which?):
5. Website
6. Entrance sign
7. Other:
b. No
8. If 10.a, have you visited the Hydroponics Project?
a. Yes
b. No
9. If 11.a, do you know there is a hydroponics technique learning program at the HPCF?
c. Yes
d. No

10. If 11.a, why did you visit the HPCF (circle all that apply)?
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To go through the training
Take students for field trip
To buy produce

s @ oo

For leisure
i. Other:
Thank you for taking the time to complete this survey

If interested in learning more about the HPCF or hydroponics agriculture - please fill out the
following fields.

1. Name
Aj. Tuangrat Vichianroj

2. School

Prachin-ratsadorn-amroongs II

3. Contact Number
0800993156

4. Email

5. Best Time to Contact

Anytime

6. Additional Comments

7.13.3 Chakrabongse-Pittayalai School

Surveyor Name: Kik, Mimi
Name of School: Chakrabongse-Pittayalai school

This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices
of agriculture. Your participation is voluntary and your responses are confidential. With your
responses, you will help us learn about the local community’s awareness of hydroponics
agriculture and the Chaipattana Foundation’s Hydroponics Project (HPCF). Your participation is
very much appreciated and we hope that you can take the time to answer the following questions.
If you are uncomfortable answering any of the questions, please feel free to skip that question.

Surveyor will circle responses and fill in lines.

1. Do you currently have a hydroponics learning program at your school?
a. Yes
b. No
If 2.a answer 3 and 4 then skip to 8. If 2.b, skip to 5

2. How many students participate in the hydroponics learning program?
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Appoximately 200 studennts

3. What does your hydroponics learning program consist of?
School use Power point as an instructional medium. School is already take the students to
visit HPCF once and doing hydroponics at school. School is also buying the nutrient solution
from the HPCF. However, the pump is already broken so the school stop doing hydroponics.
4. How interested are you in implementing a hydroponics learning program?
a. Very interested
b. Somewhat interested
c. Not Interested

Reason: Instrument is broken

5. If4.a - What information would you need to know in order to implement a hydroponics
learning program?

a. Benefits of using hydroponics in education

b. How to set up a hydroponics farm

c. Economics of hydroponics

d. Other

It is hard to teach hydroponics, the instrument price is high, hard to find the nutrient

solution and it is hard for student do hydroponics. However, school would like to teach
hydroponics and it will be better if school has the solution for these problem.

6. Does your school currently offer any clubs, electives, or activities?
a. Yes
i.  How many students participate?
Student grade 7-12

ii.  Are there any related to agriculture?

b. No
7. Do you know about the Chaipattana Foundation’s Hydroponics Project in the Muang
District of the Prachinburi Province?
a. Yes

If yes, how did you find out about it? (circle all that apply)

1. Friends or family
2. Social media

a. Facebook

b. Twitter
c. Instagram
d. Other

3. The Chaipattana Foundation
4. Other school (which?):
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5. Website

6. Entrance sign

9. If 8.a, do you know there is a hydroponics technique learning program at the HPCF?

7. Other:
b. No
8. If 7.a, have you visited the Hydroponics Project?
a. Yes
b. No
c. Yes
d. No

10. If 8.a, why did you visit the HPCF (circle all that apply)?

e. To go through the training
f. Take students for field trip
g. Tobuy produce

h. For leisure

i. Other:

Thank you for taking the time to complete this survey

If interested in learning more about the HPCF or hydroponics agriculture - please fill out the

following fields.

1. Name
Aj.Lerdsilp Boonlerd

2. School
Chakkabongse-Wittayalai school

3. Contact Number
0885295174

4. Email

5. Best Time to Contact

6. Additional Comments

7.13.4 Prachin-Kallayanee School

Surveyor Name: Kik , Mimi

Name of School: Prachin-kallayanee school
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This survey is intended to assist the Chaipattana Foundation in supporting sustainable practices
of agriculture. Your participation is voluntary and your responses are confidential. With your
responses, you will help us learn about the local community’s awareness of hydroponics
agriculture and the Chaipattana Foundation’s Hydroponics Project (HPCF). Your participation is
very much appreciated and we hope that you can take the time to answer the following questions.
If you are uncomfortable answering any of the questions, please feel free to skip that question.

Surveyor will circle responses and fill in lines.

1. Do you currently have a hydroponics learning program at your school?
a. Yes
b. No
If 2.a answer 3 and 4 then skip to 8. If 2.b, skip to 5

2. How many students participate in the hydroponics learning program?

3. What does your hydroponics learning program consist of?

4. How interested are you in implementing a hydroponics learning program?
a. Very interested
b. Somewhat interested
c. Not Interested

Reason: [t's a method that don't need much space to do it.

5. If 6.a - What information would you need to know in order to implement a hydroponics
learning program?
a. Benefits of using hydroponics in education
b. How to set up a hydroponics farm
c. Economics of hydroponics
d. Other

Want to know the easy way to set up the farm with low investment.

6. Does your school currently offer any clubs, electives, or activities?
a. Yes
i. =~ How many students participate?

all the students in the school.

ii.  Are there any related to agriculture?

yes
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7. Do you know about the Chaipattana Foundation’s Hydroponics Project in the Muang
District of the Prachinburi Province?
a. Yes

If yes, how did you find out about it? (circle all that apply)

1. Friends or family
2. Social media
a. Facebook
b. Twitter
c. Instagram
d. Other
The Chaipattana Foundation
Other school (which?):
Website
Entrance sign
Other:

NSk W

b. No
8. If 10.a, have you visited the Hydroponics Project?

a. Yes
b. No
9. If 11.a, do you know there is a hydroponics technique learning program at the HPCF?
c. Yes
d. No

10. If 11.a, why did you visit the HPCF (circle all that apply)?

To go through the training
Take students for field trip
To buy produce

s @ oo

For leisure
i. Other:
Thank you for taking the time to complete this survey

If interested in learning more about the HPCF or hydroponics agriculture - please fill out the
following fields.

1. Name

Aj.Bangorn Chaiyom
2. School

Prachin-kallayanee school

3. Contact Number
037211071
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Email

Best Time to Contact

Additional Comments
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/.14 Appendix N: Responses to Farmer Organization Interview

This appendix contains the recorded interview responses of the four schools we interviewed.

7.14.1 Suan-Baan-Pra

Interview Date: 16th February 2015
Community Name: Suan-baan-pra Farmer group
Interviewer: Kik

1. How familiar are you with hydroponics?
Never heard about hydroponics before

2. What is your perception of hydroponics?
No idea because they do only fruit (fruit community)

3. How many people are in your farmer’s community?
More than 200 members

4. Are you aware of the HPCF?
Yes but he only knew that it was located around those area

5. Are you aware of the HPCF’s hydroponics learning program?
No

6. How many hydroponics farmers are there in your community?
No

7. Are farmers in your organization interested in implementing hydroponics?
We have to come to talk or offer the information to them first, and then they will consult
about this thing in their annual meeting

8. If interested, do you mind if we leave informational resources at your center?
Sure we can leave our information at the Village headman house

9. How often does this organization meet: why, how, where, when?
They will meet on 10t of every month at village headman house

10. Do you share information on agricultural advances?
No they emphasize more on the finance thing of the group members

11. What mediums do you use to communicate among members of the community?
Phone call

Contact information: miuugiis 081-9213548
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7.14.2 Dong-Kee-Lhek

Interview Date: 16th February 2015
Community Name: Dong-kee-lhek Farmer group
Interviewer: Mimi

1. How familiar are you with hydroponics?
Yes, and he has been to the HPCF once

2. What is your perception of hydroponics?
Safe to eat

3. How many people are in your farmer’s community?

More than 100 people

4. Are you aware of the HPCF?
Yes

5. Are you aware of the HPCF’s hydroponics learning program?
Yes

6. How many hydroponics farmers are there in your community?
No. However, they actually plan to create a self-sufficient economy strategy based on
hydroponics but they have to ask their group member first. If they are interested, the
community can provide them an investment

7. Are farmers in your community interested in implementing hydroponics?
They are very interested!

8. If interested, do you mind if we leave informational resources at your center?
Sure we can leave information at their center

9. How often does this organization meet: why, how, where, when?
The community center is located in Wat Dong-bung and they will meet on 15% of every
month.

10. Do you share information on agricultural advances?
Yes

11. What mediums do you use to communicate among members of the community?
The leader said all of members will automatically know the date because they usually meet

on every 15t as a routine
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7.14.3 Organic Farmer Organization

Interview Date: 16th February 2015
Community Name: Organic Farmer Organization
Interviewer: Mimi

1. How familiar are you with hydroponics?
A little bit, just know name of it.
2. What is your perception of hydroponics?
They think it is not safe because it uses chemicals and pesticides
3. How many people are in your farmer’s community?
12 people
4. Are you aware of the HPCF?
I know Patcharin Puttharit.
5. Are you aware of the HPCF’s hydroponics learning program?
Yes
6. How many hydroponics farmers are there in your community?
None
7. Are farmers in your organization interested in implementing hydroponics?
Some of them have been to the hydroponics learning center, but they got less profit and it
did not work.
8. If interested, do you mind if we leave informational resources at your center?
How often does this organization meet: why, how, where, when?
Don’t have much meeting.
10. Do you share information on agricultural advances?
Yes, because this organization is for teaching to give people job by doing organic method.
11. What mediums do you use to communicate among members of the community?
Telephone
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7.15 Appendix O: HPCF Previous Learning Program Attendees Survey
Data

This appendix contains a link to an Excel Spreadsheet that contains all of the data collected
for the HPCF Previous Learning Program Attendees Survey. The first sheet contains a legend for
reading the data, the second contains the quantitative data, and the third contains qualitative data
with interviews numbered according to the numbering scheme outlined in Step 2 of the
Methodology. Click on the Microsoft Excel icon or hyperlink below to open the spreadsheet. If the
link does not work, the data file should be in the same folder as this report.

X

PreviousAttendeesData.xlsx
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https://d.docs.live.net/08c052e7a138014a/Hydroponics%20IQP/Full%20Draft/PreviousAttendeesData.xlsx
https://d.docs.live.net/08c052e7a138014a/Hydroponics%20IQP/Full%20Draft/PreviousAttendeesData.xlsx
file:///E:/PreviousAttendeesData.xlsx

7.16 Appendix P: Website Editing Guide
7.16.1 English Version

Website Editing Guide

How to edit the website
1. Open www.weebly.com
2. Click Log in

\Weebly

“
Your.idea needs Sign Up Free
a greatwebsite

It's surprisingly easy to create a U|que
website, blog or online store :E ) )

K
€
T

@ Watch our TV Commercia
o % - ~
= 8 e

havandenberg@wpi.edu

Figure 1
Login with Username:
Password:
3. Begin editing by clicking edit at Thai website
V 1-844-493-3250 | E§ English w | Logout
SITES DOMAINS INVITES ACCOUNT SUPPORT
My Sites

g My Site 2l | stats | | More — Pre Featire —

ntep://hydroponicsfarm.weebly.com | Upg

Site Search

ﬁ (8l | Shats | | More v - earch west,
Upgrade
: - o B2

E

Thai website

http://th-hydroponicsfarm.weebly.com

FRE|

To-Do List (I

Learn about nage lavouts

Figure 2
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http://www.weebly.com/

4. How to edit text:

W FREE v BUILD DESIGN PAGES SETTINGS @ =

m oA s e \f 5 msianvinianbilsiau (Hydroponics) audmaims

BASIC m

Aacausufiiulede

"Tasvnslaniialaalaladau”
yaddsAaweIun

&6 dza1a aaadis 1sa1sie

STRUCTURE

Figure 3.1
4.1 Click at the text to edit

During edit the text, there is a shortcut function as show below

Figure 3.2
B bold, I Italic, U Underline
+ increase font size, - decrease font size
A change font color
5. Change page by place mouse on the icon to select the page and click the icon as shown in the picture

W FREE v DESIGN PAGES STORE SETTINGS @ - 00 u =

mona s Home vhiu nmlaniinlanbily@u (Hydroponics) dudnsisms fnfa ENG

BASIC

wiadninda

sdaduas mulanfilaclildau
(Hydroponics)

maiamslaniechiliay >

Arlamiiacdu Nie-
AaE a

Guduainls

"TasIN1uNN ta e i T2dan"

yandaaweiun

&6 &zana Uaaasdn 15a1sie

STRUCTURE

Figure 4
6. Add title and text by drag icon Title and text to the page
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DESIGN PAGES STORE SETTINGS @ .

vhiu msilanWiiaabitiau (Hydroponics) dudnaEmui

AafausuFIulede

"Tasvn sl anialaalsilaiau"
yafisAaweIu

a6 azaia aaads 1sasin

STRUCTURE

Figure 5.1
DESIGN STORE SETTINGS @ .

vhsu nsilaniinlanLilzéu (Hydroponics)

AacausuHiulade
"Tasvn1slaniiniaalsilaigu"

(7 o

yYaudAANIUN

a6 aya1a Uanais 1sa1siie

STRUCTURE

Figure 5.2
7. Add the photo by drag the image to the page the same way as how to add text.

DESIGN PAGES STORE SETTINGS @ .

Home vhau msilaniziaa’bild@u (Hydroponics) audnmasmg

AasausuFiulade

"Tassnsdanianiaelsilaiau”

STRUCTURE
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Figure 6.1

7.1 Click the Upload image and then click upload a photo from your computer. Then select the wanted photo

and click open.

Select images from: = Lot ®
My Computer Search Favorites Image URL

Upload a photo from your computer

Figure 6.2
€ Open n et

T » Website v o Search Website -]
Organize v New folder =2~ 0 @
ﬁ = N ®
+ Favorites > ! orites Image URL
B Desktop =y
% Downloads add pic Add text after drag Capture

23 Dropbox

4@ OneDrive = _ _ _

Documents Capturel Capture2 Capture3 Change page ere
Favorites
Home page phot
Public 3
Shard e drag peslt ion _ Drag ]ECt Drag text
—— your computer
% »
i Desktop =l e—
Editweb function How to click text
Documents

File name: | How to click text
_> Conel

Figure 6.3

8. Any object in page can be deleted by placing the mouse on the subject and clickin the X in the right corner.
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DESIGN STORE SETTINGS @ -

AacausuFiulede

"Tasvn1sdanizantiaaliladgu”

yandsAawaIu

86 &yaia Uaaadis 1sasiie

Figure 7

9. Change position of the subject by click and drag the square bottle to another place. The place which the
subject change will be the blue line.

DESIGN PAGES STORE SETTINGS @

'._
Adf WS UZIU L2d6

"Tasvn1slaniianlaa laitadau”

Figure 8
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BUILD DESIGN PAGES STORE SETTINGS

a6 ayaia Uaaasis 1sa1sie
——

Figure 8.2

aa avaia laaadis 15a5in

AagausuFIulada

"Tasvnsaniiaiaalaitadau”

STRUCTURE

Figure 8.3

10. Add space between subjects by dragging spacer function to the page which you can resize as you desire by
drag the square as in Figure 9.3.
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Figure 9.2
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Figure 9.3
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11. Pages can be added by selecting the PAGES function and clicking + Add function. The page can be
renamed by changing the Page name as in the figure 10.3.

W FREE v
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Figure 10.2
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Figure 10.3

12. The comment section will be linked with the E-mail to check feedback and suggestion of the website
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7.16.2 Thai Translation
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7.17 Appendix Q: Facebook Page Measurement
7.17.1 English Version

1. How to Access Facebook Insight

Click on the gear wheel on your Facebook Fan Page and select ‘View Insights’. You'll see a graph
like in Figure 1. This graph will show the number of likes, number of fans (the potential number of

people this page can reach), how many people are talking about your page, and how many people
that this page can reach in this week.

m Likes Reach Talking aboutthis Check-Ins

Data through Saturday (Al dotes and tmes are In Pacfic Tme)

& Export Data || % ~ |

o 2 & e 4o e 3 Wealdy Tatal Be ?
Total Likes * Friends of Fans? People Taking About This? Weeldy Total Reach ®

2,921 #s06% 1,087,190 ¢ 05290 373 $-1220% 51,862 #2.63%

M roc:? e Talong e ? M Weekly Total Reach?

//\ ‘.——r’h\\’
000 00°00 000000

Page posts

Figure 1
2. Like

If you click ‘Like” you'll be able to see the demographics as well as the locations of your fans. You'll
also be able to see their age groups, where they come from and their language.
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Overview Likes T8 Talking about this  Check-Ins

|0503/2012-0104/2012 ¥ | | & ExportData | % v

Who You Reached (Demographics and Location)

Gender and age’

1524

Male 30%

Countries” Towns/cities” Languages’

47,527 South Africa 12,676 Cape Town, Western Cape 33,712 Enghsh (US)
513 United Kingdom 8,733 Johannesburg, Gauteng 14,458 Engleh (UK)
451 United States of America 5,160 Pretoria, Gautang 714 Afriaans
133 Australa 3,555 Durban, KwaZuks-Natal 105 French (France)

99 Canads 1,481 Port Ekzabeth, Eastern Cape 88 German
52 New Zeatand 858 Stelierbosch, Western Cape 62 Dutch
49 Germany 724 Midrand, Gauteng 33 Itakan
More » More » More »
Figure 2

Below you’ll see another graph like Figure 3:

Where Your Likes Came From

[F]New Likes? @'-"‘wiﬁ(&:‘-? Like sources?

g 947 OnPage?
59 Admin Invite ?
53 Mobile?

24 Like Box and Like Button”
6 Third-Party Apps?
2 Ticker?
2 Facebook Recommendations

More »

7 Mar 14 Mar 21 Mar 28 Mar

Figure 3

In this section you can search by new likes and even by unlikes. For example, Figure 3 shows a
graph of unlikes of the page. This is helpful to see what you posted on those days, which can be
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helpful for your page to improve what went wrong on that day, such as too many posts or wrong
information.

3. Reach

This section helps you see your page views and unique visitor views (those who searched for you as
opposed to clicking on the Facebook ad). You’ll also be able to see your reach in terms of organic
searches, paid and viral searches. This section will answer the following questions: how much of
your content is actually reaching your fans? Who is talking about your page? And are any of your
fans referring your page to others or sharing your images with their friends?

How You Reached People (Reach and Frequency)
| All Page Content v |
Reach? Unique Users by Frequency ”

7] Organic? [i7] ? [ Vral? [F] Total?

60k 200k

30k

7 Mar i 1 2 3 4 5 610 1120 21+
Visits to Your Page
Page Views
7]Page Views? 7] stors?
€00

7 Mar 14 Mar 21 Mar 28 Mar

Figure 4
7.17.2 Thai Translation

1. 33msn33 Facebook Insight
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adn uifes vumladaine udaden “View Insights” vnnsl 3112 naadddiuiwauauidunnalad, Suauauiiyadamhone ez
o & 9 a of
Srwauavidn lumwe luerfiadil

m Likes Reach Talking aboutthis Check-Ins

Data through Saturday (All dates and tmes are In Padific Tme) & Export Data I * v
i i P Daida Tal - R - ?
TOA Live: 5? Frends of r.-.:n.-" People Taking About -:5? Weeldy Total Reach

2,921 #606% 1,087,190 #0520 373 $-1220% 51,862 ¢ 2.63%

M ros=? 7 Ml wWeekly Total Reach?

_,_’0-’"“\’__._‘__ ‘m\\”
/"MA

9000+ 00:00 000000

21 Mar

Page posts

gﬂm‘wﬁ 12

2. Like nanss ¢ Like ¢ quazaunsaiiudoyaadalszannsuazamuivesauiing ladms audiannsniisengvesnuiidiunlums mennu
aq v
waz M1y
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Overview Likes T8 Talking about this  Check-Ins

|0503/2012-0104/2012 ¥ |

| & Export Data || % v

Who You Reached (Demographics and Location)

Gender and age’
Female 69% 3% n - - - n
1524 b 1
Male 30% 4.9% 11%

“

Countries” Towns /cities” Languages’

47,527 South Africa 12,676 Cape Town, Western Cape 33,712 Englsh (US)
S$13 United Kingdom 8,733 Johannesburg, Gauteng 14,458 Englch (LX)
451 United States of America 5,160 Pretoria, Gauteng 714 Afriaans
133 Australs 3,555 Durban, KwaZulu-Natal 105 French (France)

99 Canads 1,481 Port Elzabeth, Eastern Cape 88 German
52 New Zesland 858 Stelerbosch, Western Cape 62 Dutch
49 Germany 724 Midrand, Gauteng 33 Itakan
More « Moce » More »
ginmii 13

$ald7nmil3 sglinswldnnsmivilanmgami 14.:

Where Your Likes Came From

[F]New Likes? @'_'r«:f(r:s? Like sources?

g 947 OnPage?
59 Admin Invite ?
53 Mobile?

24 Like Box and Like Button”
6 Third-Party Apps?
2 Ticker?
2 Facebook Recommendations

More »

7 Mar 14 Mar 21 Mar 28 Mar

gl 14
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3. Reach
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How You Reached People (Reach and Frequency)

All Page Content v

Reach’
7] Organic? [g]Pad? [g] Vral? ] Total?
60k
30k
7 Mar 14 Mar 21 Mar 28 Mar
Visits to Your Page
Page Views

7| Page Views?

€00

e

[

Unique Users by Frequency ”
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i 2 3 4

g 15

610
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/.18 Appendix R: Contact Information for Muang District Schools and
Farmer Organizations

7.18.1 Schools

School Contact Name Phone Number

Prachin-ratsadorn-amroongs II Tuangsat Vichianrot  080-0993156
Prachin-ratsadorn-amroongs Sumrerng Chokroong 086-5814933

Chakrabongse-pittayalai Lerdsilp Boon-chuay  088-5295174
Prachin-kallayanee Bang-orn Chaiyom 03-7211071
7.18.2 Farmer Organizations
Organization Contact Name Phone Number
Organic Community Boonsueb Dechsorn 086-1430995
Dong-Kee-Lhek Kuson Sakulta 086-1081338
Suan-Baan-Pra Boonvecht Srikasikit 086-1081338
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7.19 Appendix S: PR Strategy Tracking Sheet

This appendix includes the PR Strategy Tracking Sheet as a Microsoft Excel spreadsheet in
both English and Thai. The sponsor can print it out in landscape orientation and place it at the
entrance to the farm. Click on the Microsoft Excel icon or hyperlink below to open the spreadsheet.
If the link does not work, the file should be in the same folder as this report.

X

PRStrategyTrackingSheet.xIsx
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https://d.docs.live.net/08c052e7a138014a/Hydroponics%20IQP/Full%20Draft/PRStrategyTrackingSheet.xlsx
https://d.docs.live.net/08c052e7a138014a/Hydroponics%20IQP/Full%20Draft/PRStrategyTrackingSheet.xlsx
file:///E:/PRStrategyTrackingSheet.xlsx

