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Abstract

The purposes of this research were to study: (1) factors in knowledge of organic products of
entrepreneurs in each type of business, (2) factors of organic products affecting the organic product
purchase of entrepreneurs, and (3) the relationship between factors in entrepreneurs’ decision and
organic products affecting entrepreneurs’ purchase of organic products. The sample size composed
of 80 entrepreneurs whose residence in Bangkok. Data were collected using the questionnaire. The
statistical analysis was percentage, mean, standard deviation, and Pearson product moment
correlation coefficient. The results of the research was found that (1) the knowledge of organic
products of the entrepreneur in green shop for social or farmers is at the highest level (X = 9.67)
followed by that of the entrepreneur of general green shop (X = 8.78) and foods and drink shop
(X = 8.62), respectively. However, in overall of the organic product knowledge of entrepreneurs is
in the high level (X = 8.02), (2) factors in notability of organic products has an impact on the
purchase decision of organic products at the highest level (X = 4.26), followed by the factors of
packaging (X = 4.09) and after-sales service (X = 4.07), respectively and (3) the correlation of the

factors of entrepreneur and organic products was positive relation at a low level (r = 0.088).

Keywords: products purchase; entrepreneur; organic product
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Sample Data Total | Percent
Types of entrepreneurship Description
numbers | collection | data (%)
Tesco Lotus 13 3
(1) Hypermarket 7 26.92
Big C 13 q
Tops 21 8
Foodland 9 2
Villa Market 11 2
(2) Modern trade 18 29.51
Max Value 13 a4
Gourmet 6 2
Home Fresh 1 0
(3) Green shop for social or farmers 3 3 3 100.00
(4) General green shop 32 32 32 100.00
(5) Food and drink shop 8 8 8 100.00
Boots 13 2
(6) Specialty store 5 17.24
Watsons 16 3
(7) Wholesale shop Makro 10 7 7 70.00
Total 169 80 80 47.34
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Table 2 General information of the entrepreneurs (n = 80)

General data Number of entrepreneurs Percent
1. Type of entrepreneurs
1.1 Hypermarket 7 8.75
1.2 Modern trade 18 22.50
1.3 Green shop for social or farmers 3 3.75
1.4 General green shop 32 40.00
1.5 Food and drink shop 8 10.00
1.6 Specialty store 5 6.25
1.7 Wholesale shop 7 8.75
2. Registered Capital
2.1 less than 50,000 baht 18 22.50
2.2 50,001-100,000 baht 4 5.00
2.3 100,001-500,000 baht 7 8.75
2.4 500,001-1,000,000 baht 8 10.00
2.5 1,000,001-3,000,000 baht 5 6.25
2.6 over 3,000,001 baht 38 47.50
3. Business ages
3.1 less than 1 year 5 6.25
3.2 1-3 years 23 28.75
3.3 4-6 years 7 8.75
3.4 7-9 years 7 8.75
3.5 10-12 years 4 5.00
3.6 over 12 years 34 42.50
4. Distribution sizes
4.1 less than 12 square meters 26 32.50
4.2 13-24 square meters 6 7.50
4.3 25-48 square meters 7 8.75
4.4 49-96 square meters 5 6.25
4.5 97-192 square meters 5 6.25
4.6 over 192 square meters 31 38.75
5. Monthly sales of all products
5.1 less than 50,000 baht 15 8.75
5.2 50,001-200,000 baht 14 17.50
5.3 200,001-400,000 baht 9 11.25
5.4 400,001-800,000 baht 2 2.50
5.5 800,001-1,600,000 baht a4 5.00
5.6 over 1,600,001 baht 36 45.00
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Table 3 Knowledge and understanding in organic products of entrepreneurs in Bangkok (n = 80)

Answering data about knowledge and understanding in organic product Correct | Wrong
(yes/no question) (%) (%)
1. The beginning of organic production must have modification period (yes) 92.50 | 7.50
2. Organic products should not be planted near industrial factory (yes) 85.00 | 15.00
3. Organic standard is the same with a toxic-free standard (no) 70.00 | 30.00
4. Logo Q is the logo of an organic certified product (no) 55.00 | 45.00
5. Certification standards for organic products are only form foreign countries (no) | 98.75 | 1.25
6. Certification standards for organic products issued only for the plants (no) 91.25 | 8.75
7. Organic farming allows for the GMOs product (no) 82.50 | 17.50
8. Hygiene vegetables are organic products (no) 75.00 | 25.00
9. Non-toxic vegetables are organic products (no) 65.00 | 35.00
10. The product from hydroponics system is an organic product (no) 78.75 | 21.25

Table 4 The average of knowledge and understanding in organic products of each type of

Entrepreneurs
Percent Average scores Knowledge
Entrepreneur types Numbers
(%) (full score = 10) levels
1. Hypermarket 7 8.75 5.71 moderate
2. Modern trade 18 22.5 7.05 much
3. Green shop for social or farmers 3 3.75 9.67 most
4. General green shop 32 40.00 8.78 most
5. Food and drink shop 8 10.00 8.62 most
6. Specialty store 5 6.25 6.20 moderate
7. Wholesale shop 7 8.75 8.28 much
Total 80 100.00 8.02 much
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Table 5 Opinion levels of entrepreneurs towards the purchase of organic products (n = 80)

Type of Entrepreneurs
Organic product factors U
1 2 3 4 5 6 4

Mean 3.66 | 3.95 325 | 391 3.83 | 4.46 390 | 3.90
Product

S.D. 058 | 047 | 062 | 066 | 0.78 | 0.56 | 0.54 | 0.62

Mean 336 | 353 | 314 | 329 | 373 | 374 | 371 3.46
Price

S.D. 0.88 | 0.56 | 0.00 | 0.57 | 0.25 0.63 | 0.38 | 0.57

Mean 363 | 428 | 293 | 392 | 3.75 448 | 4.22 | 398
Place

S.D. 1.27 | 0.72 | 0.11 0.92 1.22 | 0.62 | 085 | 0.93

Mean 3.64 | 368 | 3.50 | 3.71 378 | 390 | 3.50 | 3.69
Promotion

S.D. 0.80 | 0.74 | 043 | 0.80 | 0.45 092 | 054 | 0.72

Mean 400 | 424 | 333 | 4.09 | 4.01 445 | 400 | 4.09
Packaging

S.D. 0.63 | 046 | 022 | 046 | 039 | 0.37 | 0.60 | 0.49

Mean 3.64 | 4.29 | 3.41 4.03 | 371 4.70 | 435 | 4.07
After-sales service

S.D. 1.08 | 0.67 | 038 | 0.57 | 0.69 | 0.41 093 | 0.72

Mean 4.00 | 441 345 | 435 | 4.15 4.18 | 4.28 | 4.26
Power

S.D. 0.77 | 054 | 048 | 054 | 0.88 | 0.78 | 0.81 0.65

Mean 279 | 297 | 248 | 298 | 295 3.29 | 294 | 296
Manufacturer

S.D. 047 | 023 | 0.05 | 030 | 043 | 033 | 022 | 0.33

Mean 372 | 404 | 329 | 393 | 387 | 432 | 396 | 3.93
Total

S.D. 0.64 | 042 | 033 | 0.51 0.61 0.52 | 058 | 0.52

Entrepreneur types: 1. Hypermarket (n = 7), 2. Modern trade (n = 18), 3. Green shop for social or

farmers (n = 3), 4. General green shop (n = 32), 5. Food and drink shop (n = 8), 6. Specialty store

(n = 5), 7. Wholesale shop (n = 7)
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Table 6 The relationship between entrepreneur factors and organic product factors affecting to the

purchase of organic products

Relationship between | Entrepreneurs factors affecting the | Entrepreneur Organic
organic product factors purchase of organic products factors product factors
Entrepreneurs factors Pearson correlation 1 0.088
affecting the purchase Sig. (2-tailed) 0.432
of organic products N 80
Pearson correlation 0.088 1
Organic product factors Sig. (2-tailed) 0.432
N 80

B

aslansiuvesdufduvidiioqunin Jedianeg
Tusesusnniign (% = 4.27)
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e (r = 0.088)
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