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Abstract

This research aimed to study the strategies and marketing communication tools of
agribusiness in the academic circle and investigate the guidelines for utilizing strategic issues
and marketing communication tools in the agribusiness through documentary researches. The
results showed that the issue of communication strategies included branding and packaging,
differentiation and awareness, brand linking with consumers, networking, overacting, setting up
a learning center, and creating and using large databases. The issue of communication tools
consisted of multi-area media, image marketing public relations, online sales promotion,
personal media, viral and academic service. According to the issue of knowledge application
guidelines, the agribusiness entrepreneurs had to understand the following issues: 1) variety of

consumer behavior, 2) fanaticism, and 3) information for decision-making.

Keywords: Marketing Communication, Communication Strategies, Communication Tools,

Agribusiness
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Figure 1 What is Power Query?
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Table 2 Marketing Communication Tools
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Figure 2 plant-based protein products (Frist Pride)
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Figure 3 Lean Protein Food/ Health Food Group Page
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Figure 4 STEuandG framework model
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