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ABSTRACT To promote the development of organic agriculture, the government enacted and announced the
"Organic Agriculture Promotion Act" in May 2018. However what is the actual situation of the marketing
channels of agricultural products from organic farms? The purpose of this research is to explore the marketing
channels of organic farm products of different crops (such as rice, coarse grain, specialty crops, and vegetables),
to further study marketing channels of various operation types, and to analyze the factors influencing organic
farm operators' choice of marketing channels. After three-year data collection, totally 2,160 questionnaire were
collected. Based on the empirical results, the number of marketing channels through distributors was larger,
accounting for 52% of the total number of operators’ adoption. While the percentage of marketing channels
by self-selling was accounted for 48%. The channel structure of organic farms among different crops was not
the same. The channel structure of the operation types also differs among various organic farms. The major
channels were sold through sales at home and farmers' associations. The choices of marketing channels for
organic farm operators might be influenced by the locations of the farms, the basic characteristics of the
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operators, and the features of the organic farms. It is recommended that organic farm operators could develop

a channel combination of contract farming and self-selling. To ensure farmers' rights and interests, agricultural

agencies could encourage farmers to actively participate in contract farming and establish the relative rules

and regulations.

Moreover, agricultural agencies might assist farmers’

associations to build up supply chain

systems for various organic products and develop diversified marketing channels.
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Table 3 The Marketing Channels of Operation Types in Major Rice Farms
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BT 100.0%  100.0%  100.0% 100.0% 100.0%  100.0%
BiTHERESE 54.4% 29.3% 61.7% 35.0% 4.3% 76.5%
01 RERME/RREHIA 13.7% 2.4% 17.0% 2.5% - 5.9%
02 AEIHE 12.1% 4.9% 14.2% 12.5% 43% 23.5%
03 EXBEE(ZEERYS) 28.0% 22.0% 29.8% 20.0% - 47.1%
04 SEMHER 0.5% - 0.7% - - -
EFEHEERaET 45.6% 70.7% 38.3% 65.0% 95.7% 23.5%
05 EREL 13.2% 31.7% 7.8% 55.0% 95.7% -
06 IEBE(ZESE) 9.3% 7.3% 9.9% 5.0% - 11.8%
07 KBEP 3.3% 7.3% 21% - - -
08 MLk 3.8% 7.3% 2.8% - - -
09 BiSBE 14.8% 14.6% 14.9% 5.0% - 11.8%
10 Efth 1.1% 2.4% 0.7% - - -
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Table 5 The Marketing Channels of Operation Types in Major Special Crop Farms
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ES ES
BT 100.0%  100.0%  100.0% 100.0% 100.0%  100.0%
BiTHERES 68.0% 50.0% 70.1% 74.7% 46.2% 77.0%
01 EEFEE’%/%EE@%HE 12.2% 5.0% 13.0% 11.4% 5.1% 11.9%
02 AR IHE 17.3% 15.0% 17.5% 18.1% 15.4% 18.3%
03 EXEBE(ZEERS) 36.5% 30.0% 37.3% 44.6% 25.6% 46.1%
04 ZETH SRR 2.0% - 2.3% 0.6% - 0.6%
EFEHEERaET 32.0% 50.0% 29.9% 25.3% 53.8% 23.0%
05 EREL 5.6% 5.0% 5.6% 5.7% 10.3% 5.3%
06 lEB(ZESH) 7.6% 10.0% 7.3% 9.3% 20.5% 8.4%
07 KBER 5.1% 10.0% 4.5% 2.1% 5.1% 1.9%
08 ML 3.6% 15.0% 2.3% 3.8% 10.3% 3.3%
09 BioEg 9.1% 5.0% 9.6% 3.6% 7.7% 3.3%
10 Efh 1.0% 5.0% 0.6% 0.8% - 0.8%
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Table 6 The Marketing Channels of Operation Types in Major Vegetable Farms
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BITHEBIESE 55.1% 28.9% 64.1% 36.8% 19.8% 46.4%

0l ERME/EREAHIL 15.2% 6.9% 18.0% 7.0% 3.6% 9.0%

02 R HE 11.3% 5.5% 13.3% 8.2% 3.3% 11.0%

03 EXBEE(EBERS) 24.3% 16.1% 27.2% 17.1% 11.5% 20.2%

4 BEMSRER 4.3% 0.5% 57% 4.5% 1.5% 6.2%

%%Lﬁ)ﬁ?ﬁ'ﬁLﬂﬁ =&t 44.9% 71.1% 35.9% 63.2% 80.2% 53.6%

05 =RE3?S 7.8% 11.5% 6.5% 12.4% 14.5% 11.2%

06 fRER(ZESH) 6.6% 6.0% 6.8% 13.2% 16.3% 11.5%
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