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Abstract

This applied research aimed to (1) develop packaging designs, (2) design online marketing
channels for community products namely hydroponic vegetables and oyster mushrooms from Wat
Ratsaniyomtham (Phibunsongkram) School and (3) evaluate the effectiveness of the packaging and
online marketing channels. The research instruments included evaluation forms and questionnaires.
Data were analyzed using descriptive and inferential statistics. The results from both the evaluation
and questionnaire indicated that the overall satisfaction toward the packaging design and online
marketing channels was at a high level. The evaluation results showed that the use of recycled
materials in packaging, which reflected an environmentally friendly image and added product value,
received the highest satisfaction (X = 4.67, SD = 0.67). Regarding online marketing channels, the
clarity of product information presentation received the highest satisfaction (X = 4.33, SD = 0.58).
Furthermore, the questionnaire results revealed that, in terms of packaging, respondents were most
satisfied with the ability to maintain product freshness (X = 4.70, SD = 0.50), while for online

marketing channels, the highest satisfaction was found in the accuracy of products as described in

the online store (X = 4.42, SD = 0.62)
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The findings indicate that packaging designs that are user-friendly, environmentally friendly,
provide complete product information, and clearly communicate brand identity effectively meet the
needs of community consumers and younger generations. Such designs contribute to a positive
brand image and enhance product recognition. In addition, the online marketing channel developed
through a Facebook Page was designed to convey sincerity and authenticity, emphasizing fresh
products directly from the school with clear and straightforward communication. The page’s design
and content appeal to customers who wish to support schools, students, and community-based

initiatives, thereby increasing the attractiveness and credibility of the online platform.

Keywords: packaging, online marketing, community products, hydroponic vegetables, oyster

mushrooms, community communication
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