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The Value and Quality Factors Influencing  

Purchase Decision of Car Audio Customers  

 

1Piyaporn Thongmool & 2Senee Puangyanee 

 

Abstract  

This study examined the value and quality factors affecting the purchase decision of the car 

audio customers in Phra Nakhon Si Ayutthaya Province. Quantitative data were gathered from 

385 selected customers of the product through purposive sampling method. The Pearson's 

correlation coefficient using multiple regressions was employed for data analysis. The results 

revealed that the customers consider the product value factors in their purchase of car audio at 

high level while product quality factors at the highest level. In terms of product value, the price 

and social value influenced the purchase decision while the emotional value has no influence. 

In terms of quality, the service performance, durability, and additional functions influenced the 

purchase decision while reliability has no influence. The results of the study are helpful to the 

companies as fundamental data to their business planning in improving their products and 

services to meet the needs and demands of their customers. 

Keywords: 

value, quality, service performance, durability, additional functions, car audio product, purchase 

decision 
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1. Introduction 

The majority of the domestic travel in Thailand, around the metropolitan and nearby 

provinces such as Phra Nakhon Si Ayutthaya, Angthong, Suphanburi, and Saraburee is by car. 

The long drive within the countryside creates new demand for car audio products as a form of 

class and entertainment. These products have come highly desirable for all car drivers and 

passengers as the most indispensable device for listening to the news, music, and watching TV 

during the travel. 

These types of products involve various specifications and functionalities. They can be 

directly connected with smartphone and other devices to perform various functions including 

music, movie, and GPRS. As such, it brings convenience to the drivers and passengers during 

short and long travels around the country. As a result, the market trend of the car audio industry 

is likely to increase (Siam Business Online, 2013). However, the customers nowadays are 

getting picky and consider different factors related to the product and their personal 

satisfaction. If these companies are able to produce products with high value to consumers, 

this will successfully lead to purchase decision and will create high profits (Kotler, Floh, & 

Zauner, 2011). There are two considerations for customers’ purchase decision which include 

product value and quality. If these kind of products are of good quality and durability, these 

qualities can create customers’ satisfaction and purchase decision at the same time (Crosby, 

1979). 

The valuation of car audio products consists of price, product, emotional and social 

aspects while the factors considered for quality consist of product performance, reliability, 

durability, and service performance. These factors are highly considered by majority of the 

customers in almost all product purchase. Any of these factors can motivate a customer to 

spend money on the products.  However, each customer requires a different purchase priority 

in which companies must consider to meet the common customer needs. Through meeting the 

common needs of the customers, companies become better competitors and gain competitive 

advantage in the market. In 2020, the automobile industry and car audio industry experienced 

a slow turnout due to the COVID-19 pandemic. This was accompanied by the downtrend in 

the purchase activities of the consumers. According to Krungsi research, it is expected that the 
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automobile sales will grow by 3 - 4% on average in 2021 - 2022. Although the sales of car 

audio industry have dropped due to the pandemic, the sales of the automobile industry 

increased (Siam Business Online, 2021). Accordingly, this trend could mean customers who 

bought their previous cars were likely to replace them by 2020 - 2022. In addition, auto industry 

operators are planning to launch more than 20 new models to stimulate demand from the car 

market. This surely will boost the manufacture and sale of the car audio industry as they plan 

to meet the needs of the automobile market (Siam Business Online, 2021). 

Relative to the current and future trends in the automobile industry, this study aims to 

investigate the different value and quality factors affecting the purchase decisions of the car 

audio customers in Phra Nakhon Si Ayutthaya Province. Specifically, the indicators of product 

value are price, product, emotion and social factors. In addition, the quality factors are product 

performance, reliability, durability, additional functions, and service performance.  

The research questions and hypotheses are as follows: 

Research Question 1: To what extent the value of the product affects the purchase decision 

of the car audio customers in Phra Nakhon Si Ayutthaya Province?  

H1: Price value positively affects purchase decision of car audio customers.  

H2: Product value positively affects purchase decision of car audio customers. 

H3: Emotional value positively affects purchase decision of car audio customers. 

H4: Social value positively affects purchase decision of car audio customers. 

Research Question 2: To what extent the quality of the product affects the purchase decision 

of car audio customers in Phra Nakhon Si Ayutthaya Province?  

H5: Quality of product performance positively affects purchase decision of car audio 

customers. 

H6: Quality of additional function positively affects purchase decision of car audio 

customers. 

H7: Reliability positively affects purchase decision of car audio customers. 

H8: Durability positively affects purchase decision of car audio customers. 
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H9: Qualify of service performance positively affects purchase decision of car audio 

customers.  

 

2. Literature review 

2.1. Product value   

According to Rust and Oliver (1994), value of the product refers to what customers 

perceive from purchasing products and this perception can create frequent purchase in the 

future. Moreover, Butz and Goodstein (1996) claimed that value of the product meant "the 

ability to buy a product". Carlson et al., (2015) mentioned that the value of product means what 

consumers get from products.  Customers can compare one product with other products before 

making the purchase decision. For this, Kotler et al., (2011) identified composition of product's 

value that customers look into in four dimensions including price value, product value, 

emotional value, and social values. These four dimensions can influence consumer purchase 

decisions. If companies are able to deliver value to their customers, they can create a 

competitive advantage in the market. The purchase emotion ties up between customer’s 

satisfaction and quality of products.  

In terms of the car audio companies, Putnuan (2019) explained that the value of the 

product reflects the desire of the customer for the products and services that these companies 

offer placing highest value to the criteria and preferences of the customers. For this, the 

companies should build confidence in order to win the customers in buying the products and 

availing the services that sets them apart and different than their competitors. This also can get 

the customers’ attention and improve customers’ perceptions of the products and services. If 

this trend goes up, it will eventually help generate sales and create high profit, thus improving 

the market share (Putnuan 2019). The car audio companies need to consider product 

management to enable customers to get value from the products or services rather than getting 

the same value from the competitors in the market.  

2.2. Product quality  

Product quality refers to the ability of the products to meet the performance measures 

and requirements set for the ultimate customers’ satisfaction (Crosby, 1979).  Quality of 
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products make customers agree to pay the price with full satisfaction. Companies clearly know 

that customers would buy products with good quality. Although high quality of products is 

different from the each of the customers’ perspective, majority of them consider the durability 

as a primary test of product quality. This can also include flexibility of the products. Some 

products can be integrated with other technologies such as mobile phones and smartphones 

which customers can customize and update the programs or applications. 

According to Garvin (1987), the quality of product includes eight fundamental 

characteristics such as performance, complementary function, reliability, compliance with 

required standards, durability, serviceability, aesthetic, and reputation. Customers decide to 

buy products that meet their needs and satisfactions. Somboonthavee et al. (2018) pointed out 

that the quality of product is an outcome of operational efficiency that produces the required 

quality. It consists of functions, reliability, durability, serviceability, aesthetic, and the 

reputation. Pangariya, S. and Sawang, S. (2018) added that the quality of product has five 

dimensions that includes performance, appearance, feature, reliability, durability, and fit and 

finish.   

2.3.  Purchase decision   

Purchase decision  refers to the thinking process from identifying a need and satisfying 

customers to choose a specific product or brand (Chaiwat, 2008). According to Phuphani 

(2012), consumers' purchase decision can be classified and categorized accordingly as 

familiarity decisions, limited decisions, and wide decisions. When it comes to the purchase 

decision, customers stop searching for and evaluating alternative products from other groups 

of products. After they know which product or brand they want to buy, they then make decision 

to purchase.  

Prasetya & Sianturi, (2019) claimed that the purchase decision is based on the 

perceived quality of the product, the perceived fair price quality and the customer satisfaction. 

In addition, Kladsap (2019) argued that the purchase decision is a product of careful study and 

information search on the perceived consumer problems. As such, customers find information 

from alternative evaluations in order to decide to purchase products or not.   
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From the foregoing review of the literature, the study conceptual framework was drawn 

from the various concepts discussed. The framework shows the variables as independent and 

dependent.    

Figure1 

Conceptual framework of the study  

                   
 
 
 
 
 
 
 

3. Methodology 

3.1.Research approach   

  This study employed quantitative method in the collection and analysis of the data. 

The quantitative data gathered were using inferential statistics to test the different hypotheses.  

3.2. Sample size  

 The samples were the 385 selected car audio customers in Phra Nakhon Si Ayutthaya 

Province using the purposive sampling methods. Customers that have already purchased and 

were intending to purchase car audio products within the location were targeted for 

investigation. To get the sample size from the total population, the study determined the sample 

size using the W.G. Cochran by setting the 95% confidence level and 5% tolerance level 

(Wongkittiwat, 2016, page 74). A total of 385 samples were estimated.  

 

Purchase 

decision of car 

audio products  

 

Value of product 

 

- Price value  

- Product value  

- Emotional value  

- Social value  
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- Product performance 
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 The demographic characteristics of the samples include: 

Gender: 260 (67.50%) male and 125 (32.50%) female. 

Age: 26 - 35 years old (255, 66.20 %); 16 - 25 years old (72, 18.70%); 46 years old and 

over (26, 6.80%) 

Employment: public companies (264, 68.60%), business owners (77, 20%), 

government officers (25, 6.50%), other occupations (19, 4.90%) 

Average monthly income: 15,001-25,000 Baht (173 (44.90%); 25,001-35,000 Baht 

(107, 27.80%); 35,001 Baht or more (79, 20.50%); less than 15,000 Baht (26, 6.80%).  

Preferred brand: Pioneer (104, 27%); Panasonic (81, 21%); Alpine (41, 10.60%); Sony 

(36, 9.40%); Kenwood (25, 6.50%); Bose (19, 4.90%); Herman (12, 3.1%); Other brands (67, 

17.40%). 

3.3. Research instrument  

  The research instrument for this study was a set of self-designed questionnaire. Questions 

were divided into four sections. The first part was about the general information of respondents 

that includes age, education, career, and income. The second part was on the respondents’ 

assessment of the factors associated with the value of the product that consist of price, value, 

emotion and social. In the third section, respondents were asked about their opinions of the 

product quality that includes factors such as performance, functionality, reliability, durability 

and serviceability. The last section was relevant to the customer decision to purchase the car 

audio products.  

3.4. Data reliability and collection  

  Data reliability was performed with 30 samples using Cronbach's Alpha to measure 

the confidence of each question. The questionnaire had to be no less than 0.7 (Nunnally & 

Bernstein, 1994). All questions were found to be between 0.82 - 0.87 which is greater than 0.7. 

The set of questionnaire has been validated for content validity by a qualified person to find 
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the consistency index between the question and the objective (Item - Objective Congruence 

Index: IOC) with the corresponding number should be greater than 0.50 (Vanichbancha, 2018). 

Thus, this study screened the questions for validity. 

3.5. Data analysis  

The data were analysed using the descriptive statistics including frequency and 

percentages as well as inferential statistics through the multiple regression analysis method. 

The inferential statistics tested the hypotheses relating to the product value, product quality, 

and purchase decision.  

 

4. Findings and Discussion 

4.1. Findings 

Table1 shows the overall value of product with a high extent of influence (Mean = 4.2, 

SD = 0.62). The product value and emotional value were the highest extent at mean value 4.23 

and 4.27 (SD= 0.73), followed by price value (mean = 4.19, SD = 0.68), and social value (mean 

= 4.11, S.D. = 0.72). 

Table1 

The extent of the product value factors’ influence on customer purchase decision  

Factors Mean SD Descriptive Results  

Price value  4.19 0.68 High Extent 

Product value  4.23 0.73 Highest Extent  

Emotional value 4.27 0.73 Highest Extent 

Social value 4.11 0.72 High Extent 

Average 4.20 0.62  High Extent 

  

Table 2 presents the overall quality of product with a high extent of influence (mean = 

4.25, SD = 0.71). The quality of durability has the highest extent, at mean value = 4.39, 
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SD=0.74, followed by quality of product performance and service performance (mean= 4.28, 

SD= 0.75 and 0.71, quality of reliability (mean = 4.22, SD=0.71), and quality of additional 

functions (mean = 4.02, SD=0.92).  

Table 2 

The extent of the product quality factors’ influence on customer purchase decision  

Quality of Product Mean SD Descriptive Results 

Quality of product performance  4.28 0.75 Highest Extent 

Quality of additional functions  4.02 0.92 High Extent 

Quality of reliability 4.22 0.71 Highest Extent 

Quality of durability 4.39 0.74 Highest Extent 

Quality of service performance 4.28 0.71 Highest Extent 

Average 4.25 0.71 Highest Extent 

 

Table 3 

Factors considered on the purchase decision 

Indicators  Mea
n 

SD Descriptive Results 

You feel satisfied in your car audio that can be used 
very well. 

4.32 0.71 Highest Extent 

In making purchase decisions, you have always 
compared the quality of each brand of products first. 

4.41 0.81 Highest Extent 

You made the decision to purchase a car stereo from 
obtaining enough product information. 

4.28 0.89 Highest Extent 

Average 4.34 0.74 Highest Extent 

In Table 3, the opinion on the overall purchase decision was at the highest extent (mean 

= 4.34, S.D. = 0.74). The respondents indicated that they have always compared the quality of 

each brand of products first (mean= 4.41, S.D. = 0.81). They also identified that they feel 

satisfied with their car audio that can be used very worthwhile (mean= 4.32, S.D. = 0.71). The 

lowest extent of influence on the purchase decision was that that they were deciding to buy car 

audios based on obtaining enough product information (mean= 4.28, S.D. = 0.89). 
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Table 4 

Product value affecting purchase decision of car audio customers 

Value of product Unstandardized 

Coefficients 

Standardized 

Coefficients 

t p-value 

B Std. Error Beta 

  (Constant) 0.767 0.171   4.477 0.000*** 

Price value  0.195 0.057 0.185 3.396 0.001** 

Product vale  0.392 0.053 0.393 7.415 0.000*** 

Emotional value 0.061 0.056 0.061 1.076  0.283 

Social value 0.204 0.051 0.203 4.001 0.000*** 

Dependent Variable: purchase decision   

R = 0.741, R Square = 0.549, Adjust R Square = 0.544, SEE = 0.488, Durbin-Watson = 1.921 

 

In Table 4, the coefficient of determination of the factors price value, product value, 

emotional value, and social values were determined with R square value of 0.549. The table 

shows that the independent variables were mutually described as 54.9%. The price value had 

a significant positive effect on the decision to purchase car audios at a level of 0.05 (β = 0.185, 

p <0.05). Thus, H1: Price value positively affects purchase decision of car audio customers 

was confirmed. In addition, the value of product had a positive effect on the purchase decision 

at the level of 0.001 (β = 0.393, p <0.001). Thus, H2: Product value positively affects purchase 

decision of car audio customers was accepted. 

Moreover, social value also had a positive effect on the purchase decision of car audio 

customers at the level of 0.001 (β = 0.203, p <0.001) which affirmed H4: Social values 

positively affect purchase decision of car audio customers. However, emotional values did not 

significantly affect the purchase decision at 0.05 (β = 0.061, p <0.05) level. Thus H3: 

Emotional value positively affects purchase decision of car audio customers was rejected.  
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Table 5 

Product quality affecting the purchase decision of car audio customers 

Quality of product Unstandardized 

Coefficients 

Standardized 

Coefficients 

t p-value 

B Std. 

Error 

Beta   

  (Constant) 0.277 0.134   2.061 0.040 

Quality of product performance  0.167 0.041 0.166 4.120 0.000*** 

Quality of additional functions  0.170 0.033 0.216 5.090 0.000*** 

Quality of reliability -0.028 0.052 -0.027 -0.541 0.589 

Quality of durability 0.380 0.044 0.379 8.637 0.000*** 

Quality of service performance  0.259 0.046 0.249 5.615 0.000*** 

Dependent Variable: Purchase decision  

R = 0.862, R Square = 0.743, Adjust R Square = 0.740, SEE = 0.369, Durbin-Watson = 1.898 

   

 In Table 5, the quality factors such as performance, additional functions, reliability, 

durability, and service performance shows an R square value of 0.743 clearly indicating that 

the independent variables are mutually described as 74.3%. The quality of product 

performance had a positive effect on the purchase decision of the car audio customers at a 

significant level of 0.001 (β = 0.166, p <0.001). Thus, H5: Quality of product performance 

positively affects purchase decision of car audio customers was accepted. Moreover, the 

quality of additional function also had a positive effect on purchase decision at 0.001 (β= 0.216, 

p <0.001) level. As a result, H6: Quality of additional function positively affects purchase 

decision of car audio customers was also accepted.   

  In addition, the quality of durability is significant at 0.001 (β = 0.379, p <0.001) level 

that confirms H8: Durability positively affects purchase decision of car audio customers. It 

was the same level of 0.001 (β = 0.249, p <0.001) for service quality that also confirms H9: 

Service performance positively affects purchase decision of car audio customers. However, 

reliability does not affect the purchase decision of the customers as signified by β = -0.027, p 

= 0.589. Thus, H7: Reliability positively affects purchase decision of car audio customers  

was rejected. 
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 The table 6 shows the correlation coefficients between the different variables. The 

Pearson's correlation coefficients were employed using the multiple regression analysis 

conditions. It predicts the significant relations between the product value factors consisting of 

price value, product value, emotional value, and social value as well as the product quality 

factors consisting of quality of performance, quality of additional function, quality of 

reliability, quality of durability, and quality of service performance. The independent variables 

were correlated with a value of not more than 0.80. The VIF was found less than 10, while the 

tolerance was shown between 0 - 1. It can be indicated that the relationship among independent 

variables did not create problems of Multicollinearity. Therefore, the hypotheses tested with 

multiple regression analysis were acceptable.  

 

Table 6 

Correlation coefficients between variables 
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VIF 

Pearson 

Correlation 

Purchase 

decision   

1.000            

Price  0.629 1.000         0.296 3.377 

 Product  0.687 0.704 1.000        0.277 3.607 

 Emotional   0.591 0.791 0.671 1.000       0.290 3.443 

 Social  0.606 0.643 0.667 0.662 1.000      0.316 3.169 

 Performance  0.741 0.683 0.761 0.624 0.579 1.000     0.281 3.555 

 Additional 

functions  

0.723 0.643 0.730 0.647 0.681 0.706 1.000    0.308 3.248 

 Reliability  0.732 0.682 0.632 0.715 0.746 0.701 0.757 1.000   0.193 5.185 

 Durability  0.799 0.611 0.600 0.659 0.491 0.682 0.654 0.766 1.000  0.290 3.447 

 Service 

performance  

0.769 0.622 0.572 0.612 0.587 0.712 0.657 0.760 0.738 1.000 0.321 3.117 

4.2. Discussion  

This study examined the value and quality of products affecting the purchase decision 

of the car audio customers in Phra Nakhon Si Ayutthaya Province. From the investigation 

consisting of 385 samples, the sample group between 26 and 35 years old with an average 
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monthly income between 15,001 and 25,000 Baht prefer the Pioneer brand of the car audio 

products. 

With regards to research question 1 on the extent the value of the product affects the 

purchase decision of the car audio customers in Phra Nakhon Si Ayutthaya Province; the 

results revealed that price value positively affects purchase decision of car audio customers 

(H1). The price of car audio products was a major concern of the customers. They are looking 

for benefits from products and they make comparisons with the other competitors in the 

market. The results were consistent with the study of  Djatmiko and Pradana (2015) that the 

reasonable price of the product had an effect on the purchase decision of a Samsung 

smartphone. According to Kotler et al. (2011), the value the consumers look into making 

purchase decisions was based on reasonable prices. If customers found that the price was 

suitable for the product, customers then decide to buy. Quality of product with fair prices 

enables customers to purchase with satisfaction at the same time (Prasetya & Sianturi, 2019). 

For the value of product, the results confirmed that it positively affects purchase 

decision of car audio customers (H2). If the product can perform its quality functions including 

an easy-to-use method, this can respond to the daily life of consumers which can induce them 

to buy the product. The results were consistent with the study of Wongkittiwat (2016) that the 

value of the product cost-effectiveness reflect on the easy-to-use process which affect the 

consumers' decision to buy electric cars during work days in Bangkok. According to Kotler et 

al. (2011), consumers perceive the benefits of a product when it is capable of performing its 

duties at a good quality. This prods consumers to consider buying the product. Moreover, 

customers also consider buy a product that meets their needs and satisfactions (Somboonthavee 

et al. 2018).  

The quantitative results rejected the H3: Emotional value positively affects purchase 

decision of car audio customers. The samples indicated that emotional value has no influence 

on their purchase decision of car audio products. The inconsistencies lie on the individual 

differences. Although customers look at the same products, different customers can have 

different thoughts, attitudes, buying patterns and moods. However, the current study shows 

that these have no effect on their purchase decisions. This is also inconsistent with the findings 
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of Asshidin et al. (2015) that the emotional value influences consumer purchase decisions. 

Arguably, when consumers are satisfied with their previous purchase experience, they will still 

decide to buy the same product and brand. For this, the companies should build the product 

confidence among its customers so that they will repeat the purchase (Putnuan 2019). The 

results clearly established the fact that the consumers nowadays are not into impulsive buying 

when it comes to car audio products. As this product is an specialty product that requires prior 

investigation of its features and functionalities, the surveyed customers do not prefer impulsive 

buying patter. These customers are not buying the product based on emotional appeal and 

product marketing strategies.  

The results affirmed H4 that social values positively affect purchase decision of car 

audio customers. It is clearly establishing a trend that these customers are buying car audio 

products for social validation, prestige and some bragging rights due to the product brand or 

quality. They want to create a good image among their friends. In particular specifications of 

the car audio products, the respondents were also considering the products with a beautiful 

exterior design and delicate look to add additional appearance and visual presence. The results 

were consistent with the study of Chalermchai (2014) that social value was a factor in deciding 

to buy luxury cars among the population of Samut Prakan Province in Thailand.  The majority 

of customers value the look, elegant design and classy look which are validated by the people 

around them. Products good performance together with appearance, feature, reliability, 

durability, and fit and finish satisfy the consumers and motivate them in making purchase 

decision (Pangariya & Sawang, 2018).  

With regards to research question 2 on the extent the quality of the product affects the 

purchase decision of car audio customers in Phra Nakhon Si Ayutthaya Province; the results 

revealed that the quality of product performance positively affects purchase decision of car 

audio customers (H5). Since the car audio products can be used with clear picture and sound, 

the specifications and the expected performance meet the customer needs as reflected by the 

survey results. In addition, the products can be installed in accordance with the operational 

standards preferred by the customers. The results were consistent with the study of 

Chanchamyai (2013) that the engine performance factor affects the purchase decision of the 

used cars from agency tents. Most customers decided to buy used cars because the engine can 

be used efficiently. It was also consistent with the study of Wachirasrisirikul (2012) that the 
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performance of the product affect the consumers' purchase decision of cars through Honda 

dealerships in Phitsanulok Province, Thailand. It was also found that the performance of the 

motorcycles affect the consumers' purchase decision. The customers decide to buy the product 

based on the performance of the cars’ engines. As it was enumerated that there are five 

dimensions of performance that include appearance, feature, reliability, durability, and fit and 

finish, which satisfy customers’ needs (Pangariya, S. and Sawang, S. 2018). Similarly, 

Somboonthavee et al. (2018) also claimed that performance is measured through efficient 

operation that meets required quality.  

The results also confirmed H6 that the quality of additional function positively affects 

the purchase decision of car audio customers. The customers look for extra from the product; 

they need to get additional functionalities and features that would compensate the price. The 

additional functions equate and justify the product price tempting customers to spend extra 

price for it. For instance, a remote control, touch screen, and voice control had a positive impact 

on the buying considerations of the customers. This was consistent with the study of  

Somboonthawee et al. (2018), that the quality of additional functions affect purchase decision  

of Japanese car in Bangkok, Thailand. Customers decide to buy Japanese cars with various 

accessories that facilitate car interior for both drivers and passengers comfort and relaxation. 

However, reliability has no effect on the purchase decision of car audio customers (H7). 

The respondents indicated they had a very good understanding of the car audio products 

including the modern technology. The customers’ knowledge establishes their credibility in 

inspecting the specifications and functions of the product. As the customers have the credibility 

in choosing the right product, the reliability of the product was not a consideration when they 

buy. The results argued the study of Somboonthawee et al.,(2018) that product reliability affect 

the purchase decision of Japanese cars in Bangkok, Thailand. This meant that Japanese cars 

did not have any problems during the warranty period. 

The results were support to H8 that durability positively affecting purchase decision of 

car audio customers. The durability of car audio products created purchase decision of the 

customers. If the products were not easily broken or damaged and it can be used for a long 

time without any technical problems, customers would love to spend money for it. And if the 
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products did not need to be repaired often, it positively affected the purchase decision of car 

audio customers in Phra Nakhon Si Ayutthaya Province. The results were consistent with the 

study of Somboonthawee et al.,(2018) that quality of durability influenced the purchase 

decision  of Japanese cars in Bangkok. With Japanese cars, customers made purchase decision 

because it did not cause technical problems in which it did need to be repaired often.  

The results also affirmed H9 that service performance positively affects purchase 

decision of car audio customers. The service performance of car audio products facilitates 

customers’ long-term use and maintenance of the products. If the cost of maintenance was not 

too expensive, this positively drove purchase decision. In addition, customers also preferred 

less time for maintenance, friendly services, and caring repair from sellers. The results were 

consistent with the study of Somboonthawee et al., (2018) that a quick service would make 

consumers to quickly purchase the products. In another study, the level of factors influencing 

the purchase decision of used cars were the ease of maintenance, easy to find spare parts, and 

cheap prices (Thananukulchai, 2011). 

 

5. Conclusion  

This study examined the value and quality of products affecting purchase decision of 

the car audio customers in Phra Nakhon Si Ayutthaya Province in Thailand. The factors 

indicating value of product which consist of price, product, and social, positively affected the 

purchase decisions of the customers. This is the major consideration of the respondents when 

looking for car audio coupled with the product value and social value. They want to see how 

product can perform its functions with their cars. Further, the social value gives customers the 

good image and social status. However, emotional value has no effect on their purchase 

decision. When customers are satisfied with the product quality, price, and social value, they 

are sure buyers of the car audio.  

On the other hand, the product quality which consists of performance, durability, 

additional functions, and service performance, affect the customers’ purchase decision. The 

respondents agreed that the description of a good car audio product performance include clear 

picture on the screen, good sound and easy to install. These are the foremost considerations 
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when they look for the specifications and functionalities of the product. They would surely 

spend extra money for it. The additional functions considered by the respondents include 

remote control, touch screens, and voice control. These features temp them to avail it. They 

also look for durability of products in order to use them for longer time without any technical 

problems. The service performance indicators the customers look into are low-cost and less-

time maintenance, friendly services, and caring repair from sellers. However, reliability has no 

effect on their purchase decision. With the customers’ understanding and good knowledge 

about the car audio products, they can easily detect and prove issues related to product 

reliability.  

The results of the study are beneficial to the car audio companies on their product 

planning and marketing. The basic opinion and consideration of the respondents on the factors 

affecting their purchase decision are essential to the companies in their operational decisions. 

As the sales trend of the product is getting uphill, companies are expected to provide ultimate 

customer satisfaction to keep up with the demand and needs of its clientele. Through this study, 

a backgrounder on customer needs and wants are identified and clarified. 

This study is quantitative in nature which limits the perception and opinion of the 

customers through a closed-ended questionnaire. The study is also location-specific which 

cannot generalize the patterns and trends of purchasing behaviour of car audio customers. The 

number of samples may not be sufficient and the selection of sample does not include potential 

and probable customers of the products. With these limitations, further studies are encouraged. 

Researchers can employ the use of an in-depth interview, expand the number of samples, 

choose different locations and nationalities for cross-cultural analysis and include general 

consumers’ perception of the product to establish strong data for analysis. The different 

locations such as Bangkok, Chaingmai, and Cholburi where large groups of car audio 

customers are located can be considered for this. 
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The Internal and Regulatory Environment of 

Organic Farming in Laguna Province, Philippines  

 

Marivic B. Abinsay 

 

Abstract  

This study was conducted to assess the internal environment and regulatory environment of 

organic farming in Laguna province.  A total of 86 organic farmers in selected municipalities 

in Laguna participated in the study. The research design employed was the descriptive method. 

Weighted means were used in the data analysis. The findings indicated that the internal 

environment in terms of operational sustainability and market sustainability is perceived as 

sustainable, while the regulatory environment in terms of standardization and certification is 

also perceived as sustainable. Results suggested that the perceived operational sustainability 

and market sustainability of organic farming imply a bright perspective in the province. 

Modification/amendments of the certification standards and regulations are essential mandates 

to increase adoption and to reach local and foreign market and must be attuned to the needs of 

small farmers. Improvement on internal systems in operational sustainability and local market 

sustainability is also recommended. 
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1. Introduction 

Agriculture today places great strains on biodiversity, soils, water and the atmosphere, 

and these strains will be exacerbated if current trends in population growth, meat and energy 

consumption, and food waste continue. Likewise, awareness of the negative impacts of 

conventional agriculture to the environment, health, socio-economic and cultural well-being 

of people is gaining momentum with consumers around the world.  Thus, organic agricultural 

systems deliver greater ecosystem services and social benefits (Reganold & Wachter, 2015). 

In the quest for higher yield, low input cost, and sustainability, the Philippines is now delved 

into natural farming system. As the trend towards healthier lifestyle continues to grow, the 

interest in organic farming in the country is also expeditiously gaining ground.  

Social, organizational, and institutional factors are important elements in the growth of 

organic agriculture. Different social arrangements and a supportive environment such as 

training opportunities, resource access, and organizational support, have accompanied the 

growth of organic farming. The private sector and civil society groups have placed organic 

agriculture in the policy agenda, but the dynamics in the policy and administrative contexts 

has influenced as well the sustainability of policy initiatives (Salazar, 2014). A significant 

barrier for wide application and future development of organic farming is the existing diversity 

of national and international policy instruments in this sector. Special attention is paid to up-

to-date research techniques that could help solve a number of the problems typically faced in 

plant organic farming. It is argued that organic farming is still not productive enough to be 

considered fully sustainable. This underlines the necessity of strong support for more effective 

implementation of scientific research innovations and improvement of the networking between 

all stakeholders – organic producers, scientists and corresponding policy makers at the national 

and international level (Tsvetkov et al., 2018). 

Organic agriculture (OA) policy directions in the Philippines encourage more farmers 

to become organic growers to sustain their livelihood, health, and environment, and prepare 

them for the global challenges. Since organic agriculture is a promising technology to support 

environmental sustainability and rural development, the Philippines created into law the 

Organic Agriculture Act of 2010, Republic Act 10068, which provides for the development of 

the country’s organic agriculture (Rola et al., 2016).  It provides for policy and governance 

structure and covers the operational policies of production and post-production support, market 
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support, certification, labelling, LGU support, research and development, extension, and 

capacity building.   

In spite of a growing interest in organic agriculture, there has been relatively little 

research on why farmers might choose to adopt organic methods, particularly in the developing 

world (Olabisi, et al., 2015). Despite the effort of the Philippine government to promote 

organic agriculture, its adoption rate is still low (Pantoja, Badayos & Rola, 2016). In 

agreement, Shimoguchi and Mojica (2016) described shifting to organic farming and 

maintaining an organic farm are not easy tasks due to issues such as lack of knowledge on 

suitable production technologies, unstable supply, lack of markets, intensive labour inputs and 

difficulty in controlling weeds, pests and diseases to name a few. Along this venture, the 

province of Laguna supports the policy implementation on organic agriculture. Though there 

has been organic farming projects by universities and government agencies, organic agriculture 

in the province has apparently been slow in its uptake and majority of the farmers are still into 

conventional practices. In 2017, the documented practitioners of OA were 30 farmers only 

with an average area of 1 to 2 hectares of production area. Some organic farms were able to 

sustain operations such as Costales Natures Farm which remained in the business and continue 

to grow given the changing business environment (Shimoguchi & Mojica, 2016).  

Given the current status and the challenges faced by the OA in the country, this study 

assesses fundamental factors contributing to its dawdling development. It particularly focus on 

the internal and regulatory environment to determine its probable contribution to the 

operational sustainability of the OA in the country. The internal environment is assessed 

through organizational set-up, institutional support system, financial viability and technical 

soundness. Meanwhile, the regulatory environment is assessed through standardization, 

certification and regulatory policy.  

2. Literature review 

2.1. The Internal Environment of the Organic Farming  

2.1.1. Organization and Management 

Business operational sustainability is a method of evaluating whether a business can 

maintain existing practices without placing future resources at risk. Sustainability can refer to 

any one of a variety of areas, though it is often linked to ecological resources. Operational 
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sustainability is also focused on social or economic resources. Operational sustainability from 

the ecological standpoint refers to a company’s ability to use natural resources at its current 

pace without depleting the resources it relies upon. This can be a company perspective or an 

industry-wide perspective (Leonard, 2015).  Inspired by this end. strengthening agricultural 

organizations and promoting organic agriculture have received increasing attention in the 

Philippines especially after the declaration of Republic Act 10068. However, organizations 

alone cannot achieve these goals on its own (De Guzman, et al. 2017).  There is a need for a 

collective understanding of the goals of the programs among different organizations for the 

successful promotion of organic agriculture. There is a need to establish linkages and networks 

among organizations engaging in organic agriculture because this will facilitate coordination 

of organic agricultural programs (National Organic Agriculture Board, 2011). This indicates 

that organizations have to unite with internal and external expectations while securing 

legitimacy and efficiency within a constantly changing environment (Rosenow-Williams, 

2014). Organizations also exist with external environment necessitating them to have 

exchanges with other organizations.  As pointed out by de Guzman, et. al (2017), there are also 

relationships formed because there is a formal agreement or legal mandate. Studies conducted 

in the Philippines found out that organizations are active in promoting organic agriculture. 

There are also umbrella organizations composed of network of people’s organizations (POs), 

non-government organizations (NGOs) and scientists which led the sustainable use and 

management of resources, indigenous practices and independence from using farm inputs. 

Through the initiatives of farmers’ organizations and NGOs, many international donors 

supported organic agricultural projects (Carating, et. al 2010). With the same view Nelson, 

et.al (2015), justify demonstration farms were also established by organizations to improve 

agricultural production through farm-based learning. This active participation of organizations 

is vital in the successful implementation of organic agriculture program. In addition, Kanten, 

Kanten, & Gurlek (2015) disclose that organizational structures can have a major impact on 

organizational outputs and the attitudes of members.  

2.1.2. Institutional Support System 

It is important to continuously assist farmers and communities in developing their 

resilience and sustainability in light of the on-going socio-economic and climatic changes. This 

is linked with institutional aspects and in this light the most crucial sustainability attribute of 
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organic agriculture may be its basis in farmer driven entrepreneurship and organizations 

(Halberg, 2012). Yasseen, et al. (2015) stated that capacity building and training programs 

have important role to boost up house hold income of farming community. The government 

should launch massive programs for capacity building and training of rural communities in 

agriculture and livestock, so that the poor farmers become capable and skilled to raise their 

farm production and improve their livelihood.  

Nikolić, Vuković, and Grujić (2017) analyse the situation in the sector of organic 

agriculture, as well as system of support that this production provides in the European Union 

and Serbia. It was found out that intensive growth of organic farming in the EU provides a 

stable support both in terms of rate and financial resources. On this basis, it was concluded that 

a stable government support is crucial for boosting growth and improving the sector of organic 

agriculture.  Furthermore, according to Oluoch-Kosura (2010), institutional support systems 

are needed to help integrate smallholders into national economic systems. Smallholder farming 

has been the institutional structure underpinning some of the most effective contributions of 

agriculture to economic development. In addition, institutional reforms will play out in five 

functional areas critical to agricultural growth: contractual arrangements, functioning financial 

markets, agricultural insurance, public-private partnerships and vibrant producer 

organizations. 

In the Philippines, Salazar (2005) narrates that low-income smallholders tend to 

succeed when given adequate training and assured of inputs and markets.   Small farmers’ 

cooperatives and non-governmental networks and organizations are important sources of 

support.  In turn, relatively larger, corporate farms benefit from having access to adequate 

resources, technological know-how, and an effective marketing system.  Furthermore, in the 

study conducted by Sarmiento (2006), some issues were identified to have constrained the 

adoption of organic agriculture in the Philippines. Partap (2010) underpins that a critical 

challenge for Asian organic agriculture is how to sustain its expansion. 

2.1.3. Financial Viability 

Organic farmers must face different risks than conventional farmers due to the special 

features of management of their productive system, and due to the specific characteristics of 

their cultivations (Medina and Iglesias, 2008). To survive in the changing business 
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environment and to be financially healthy are essential objectives to be met by all enterprises 

in today’s globalized and highly competitive world. The scientific sphere pays substantial 

attention to financial health issues. The position of organic farm enterprises among business 

entities is very distinct and special (Brožová, 2011). 

The study of Berban (2008) noted that if organics is to be viable for low-resource 

people, it may be necessary to promote both resources and techniques in organics initiatives. 

The challenge facing policymakers is to develop government policies that support conventional 

farmers converting to organic and other more sustainable systems, especially during the 

transition period, often the first three years. Furthermore, results of the study of Torres, et. al 

(2016); Ohlan (2016) revealed that profitability of organic farming is higher than that of 

conventional farming and of interest to other agricultural areas of compromised profitability. 

A shift towards organic production can represent a viable alternative for the economic and 

social sustainability.  Therefore, organic farming seems to be a viable option to improve food 

security of smallholding farms by increasing income/decreasing input cost; producing more 

for home consumption, and adopting ecologically sustainable practices with locally available 

resources but, improvement is needed further for all dimensions of food security 

(Paneerselvam and Hermansem, 2011).  

Palšová (2014) confirms that the main motivation behind the farmers ‘decision to 

change the conventional to organic production is still a financial incentive to compensate the 

loss of the income from reduced production and additional costs related to the implementation 

of organic farming. While the motivating factor would definitely be the farmers´ support from 

the part of the state in the forms of enhancement of the sales of organic products, improved 

counselling system and promotion.  

2.1.4. Technical soundness 

Nowadays, technology is one of the most important drivers for change and not only 

important for the implementation of change (Dälken, 2014). The farming practice which 

involves the use of eco-friendly methods to grow crops and the exclusion of synthetic products, 

such as chemical fertilizers, insecticides and pesticides are described as organic farming. 

According to Lassen (2015), consumers regard organic technologies as the opposite of 

conventional farming. Organic consumers base their assessment of alternative strategies and 
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technologies primarily on concerns about environmental risks (pollution) and consequences 

for human health. Likewise, Brown, del Rosario and Aganon (2015) strongly emphasize that 

it is also imperative to ensure access to resources and to address whatever technical 

disadvantages associated with organic farming.  

Organic farming is a technical process which involves some degree of complexity. It 

is not merely the use of organic fertilizer but also involves a whole new set of practices to 

control pests and ensure the organic integrity of the farm. Lack of knowledge or technical skills 

can serve as a barrier to adoption of this practice. Add to this the fact that the beneficial effects 

may take time and, at least during the conversion period, profitability may even be lower. No 

wonder then that there are still few adopters of this practice despite the long years of promotion 

of this technology. 

2.2. The Regulatory Environment of the Organic Farming 

2.2.1. Standardization of organic agriculture and its products  

Standards play an integral part in ensuring food safety and quality. They define 

production methods and regulate minimum requirements for organic production as well as 

facilitate easy implementation of the necessary regulations (Layese, 2008). The development 

of organic farming and its standards needs to respect the traditional ecosystem and 

technological knowledge of farmers. Regulations and all activities to monitor them must 

respect cultural diversity and must not try to bring the various farmer cultures worldwide into 

line.  Organic farming is a promising agricultural method with positive effects on the human 

ecological and social environment. Governments have taken over a major role in defining 

organic farming by creating legal standards. Many countries all over the world have established 

a certification and accreditation system in order to protect the justified expectations of 

consumers with regard to processing and controlling the product quality of organic goods and 

to protecting producers from fraudulent trade practices. As they are relevant to international 

trade, these standards do not only influence the organic farming movement on the national 

level but also have a converse impact across national borders (Vogl, Kilcher, and Schmidt, 

2005).  

In this context, standardization seems to be a cost-driven strategy for marketers, as it 

leads to leveraging the same template/product/service configuration globally, creating 
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economies of scale and cost savings. When implementing a standardization strategy, 

homogenized consumer needs were assumed by the company. Investments in international 

market research were related to modifying the marketing mix of the market. The marketing 

mix includes company efforts related to four basic P’s of marketing: Product, Price, Place 

(distribution), and Promotion (Solis, 2012).  As mentioned by Maghirang, et al (2011), the 

challenge really is to ensure that food production and processing guidelines, food safety 

standards and food regulatory measures are followed to assure food safety. Consumers should 

be protected against false, misleading health claims or labels that would create erroneous 

impression that processed food products superiority to others just because of the agricultural 

method or system employed.   

The Philippine Organic Agriculture Act was put into law in 2010 and is currently being 

implemented by the Department of Agriculture and other concerned national government 

agencies and local government units. Because of this law, a budget is allocated for the 

promotion of organic agriculture throughout the country. Thus, training and seminars and other 

information and education campaign activities are available and accessible to the smallholder 

farmers. The local government units have also facilitated the organization of farmers engaged 

in organic farming. As such, the smallholder farmers could enhance their social and financial 

capitals that would help sustain their farming system (Landicho et al, 2014).  

2.2.2. Certification of organic agriculture practices and products 

Certification is the procedure by which official certification bodies or recognized 

official certification bodies provide a written or equivalent assurance that the foods or food 

control systems conform to requirements. Certification is a strong market tool that serves to 

build trust in organic agriculture and products. One organic standard that is applied by all 

organic producers, certified or not, helps to build energy and joint activities in the sector. 

Stakeholder involvement is critical in standard development, especially in the early stage 

(IFOAM, 2008).  There are group certification schemes where the group of farmers shares the 

certificate and certification fee among themselves (Maghirang, et al, 2011).  

Corollary, certification program is done by independent body and it is the production 

system, the process, or the method rather than the product that is being certified as organic.  

Certification activities include standards setting, inspection, and certification.  The National 

Standards Specification for Organic Agriculture was initially prepared by the Organic 
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Certification Centre of the Philippines (OCCP) and was adopted in 2003 by the Department of 

Agriculture – Bureau of Agriculture and Fisheries Product Standards (BAFPS) after series of 

technical reviews and public consultations.  The standards covered the conversion to organic 

agriculture, crop production, livestock, processing, special products, labelling, and consumer 

information.  The document is released as PNS/BAFPS 07:2003 ICS 65.020 and available in 

the PCARRD website.  The Department of Agriculture has accredited OCCP as the sole 

certifying agency for organically grown agriculture products.  Although organic agriculture in 

the Philippines is still in its emergent or incipient phase, the philosophy of organic agriculture 

is fast gaining ground in the country. Organic agricultural production is limited though steadily 

growing, reportedly between 10-20 percent annually (FAS/USDA, 2000), but reliable 

statistical data are hardly available. In many developing countries like the Philippines, where 

certification-oriented organic farming is only recently emerging, the extent to which these 

benefits have been achieved and the conditions under which these are attained remain unclear 

(Salazar, 2005).  The organic market in the country has been described as a “niche market”.  

The important role of DTI through the Business Development Programme for organic 

certification for export cannot be underestimated.   DTI worked very hard to partner with 

foreign certifying bodies to enable the country to generate additional revenues through export 

of organic products (Carating, et.al, 2010).  

2.2.3. Regulatory Policy Support for Organic Agriculture  

The government based on some of its policy instruments is also committed to 

promoting organic farming. However, the instruments are inadequate and not well integrated. 

Inadequate research, extension services and manpower especially on production and marketing 

information and input supply have hindered promotion of organic agriculture. Organic product 

legislation, standardization, certification and infrastructure in such development are also major 

issues of policy concerns (Pokhrel  and Pant  2009).  In this light, Maghirang, et al (2011), 

denote the following national policies and regulations which influence the development of 

organic agriculture throughout the Philippines such as the  Philippine Agenda 21 (PA 21),  

officially known as the National Agenda for Sustainable Development and the Agriculture and 

Fisheries Modernization Act (AFMA), which stipulates the government's policy to ensure the 

development of the agriculture and fisheries sectors.  
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The Department of Agriculture through the Bureau of Agriculture and Fisheries 

Product Standards (BAFPS) approved the establishment of the Philippine National Standards 

for Organic Agriculture (PNSOA). These Standards for organic agriculture have been prepared 

for the purpose of providing a uniform approach to the requirements, which is the basis of the 

following: conversion to organic agriculture, crop production, livestock, processing, special 

products, labelling and consumer information. In 2004, the Philippine National Organic Board 

was created to support among others, the implementation of the Philippine National Organic 

Standards and Certification system; and the establishment of a Five-year Organic Industry 

Development Program for adoption by the respective units of DA in partnership with the 

private sector.   Department of Agriculture Administrative Order No. 25 Series of 2005 – 

Guidelines on the certification of Good Agricultural Practices (GAP) for fruits and Vegetable 

Farming (FV). This establishes the rules applied by the Department of Agriculture (DA) for 

granting, maintaining and withdrawing Good Agricultural Practices (GAP) Certificate to 

individual growers or farms in the fresh fruit and vegetable sector or to their Produce Marketing 

Organizations (PMOs) that market and or trade the produce.  

The certification of agricultural farms is aimed to increase the market access of 

horticultural products both in the local and foreign markets, to empower farmers to respond to 

the demands of consumers that specific criteria to achieve food safety and quality be met, to 

facilitate farmer adoption of sustainable agricultural practices,  to uplift GAP-FV farmers 

profile as member of the nationally recognized list of vegetable farmers who are setting the 

benchmark for the production of safe and quality fruits and vegetables, and to enable 

consumers exercise the option of buying quality fruits and vegetable from traceable and 

certified sources.   

Providing the bright perspective of OA, Aquino, Deriquito, and Festejo (2013), herald 

that the Philippines is looking at a competitive organic agriculture industry with the 

government’s deeper commitment to organic farming support especially in terms of organic 

certification and research, development and extension. With about 80% of the poor populace 

in rural areas dependent on subsistence agriculture, the proper implementation of the Organic 

Agriculture Act could help answer affordability issues in food production as well as issues of 

food security, environmental concerns and climate mitigation. 
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3. Methodology 

The study used descriptive research method through the survey strategy. It particularly 

assessed the internal and regulatory environment of the OA in Laguna Province using a self-

made questionnaire as the main data gathering tool.  

The researcher, as an agriculturist herself, drafted the guide questions relevant to these 

factors. The questionnaire is a four-point Likert scale type. It has undergone two processes of 

validation: (1) content and (2) concurrent validity. On content validation, it was validated by 

three (3) experts in the field of agriculture.  The concurrent validity made use of Cronbach 

Alpha. The concurrent validity based on Cronbach Alpha indicated 0.970, a greater internal 

consistency in the questionnaire. 

The researcher personally facilitated the data gathering during the month of May 2017. 

Due to the limited official data from the provincial Department of Agriculture, the researcher 

started identifying popular and registered organic farms in the province. An official letter 

request and guide questionnaires were sent and the schedule was set. The researcher visited the 

farm site to conduct the data gathering as well as farm tour for better experience of the actual 

farm practices.  

To compensate for the unavailability of the list of registered organic farms, the 

researcher opted to use snow ball approach in the selection of the participants. Each farm owner 

suggested another organic farmer within their area. At the end of the process, a total of 86 

organic farmers in selected municipalities in Laguna were identified and participated in the 

study.  

Weighted means were used for data analysis of the internal and regulatory factors of 

organic farming in Laguna Province.  
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4. Findings and Discussion 

 

4.1. Internal Environment of Organic Farming 

Table 1  

Assessment of the organizational set up   

No. Indicators WM SD VI 

1 Sole proprietorship ownership 

leads to ease of operation through 

empowered decision making. 

3.07 0.02 Agree 

2 Operating as family business 

ensures availability of key leaders 

to carry on with all the 

management functions. 

3.09 0.01 Agree 

3 Human resource management 

assures availability of manpower 

whenever the need arises. 

3.14 0.03 Agree 

 General Weighted Mean  3.10  Agree 

Legend: 3.25-4.00 Strongly Agree; 2.50-3.24 Agree; 1.75-2.49 Disagree; 1.00-1.74 Strongly Disagree 

 

Table 1 presents the assessment of the organizational set up as a contributory factor to 

operational sustainability. A general weighted mean of 3.10 implied that the current 

organizational setup of the organic farming was perceived to be sustainable. Of the three 

indicators, the highest scorer was “Human resource management assures availability of 

manpower whenever the need arises.” with a weighted mean of 3.14, “Agree”. The lowest 

scorer was “Sole proprietorship ownership leads to ease of operation through empowered 

decision making.” with a weighted mean of 3.07, “Agree”.   

Along the findings, the form of organization is sole proprietorship for all the 

participants interviewed. They either have regular or part time employees when need arises.  

In addition, Tadeo, et.al (2012) emphasize that organic farming enhances the capacities of 

farmers to be self-sufficient (through the production of organic fertilizers and pesticides) and 

by reducing the risks of indebtedness, organic farming restores agriculture as a viable 

livelihood for rural communities. According to Carating & Tejada (2012), one type of existing 

organic agriculture is the small scale subsistence organic farms.  
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Table 2 

Assessment of the institutional support system 

No. Indicators WM SD VI 

1 Trainings, workshops and seminars are 

conducted by government agencies to 

keep organic farmers abreast on trends 

and innovations on organic farming. 

3.23 0.16 Agree 

2 Extension services and technical 

assistance are provided by the 

government agencies to ensure the 

sustained adoption on organic farming. 

3.19 0.13 Agree 

3 Organic farmers have access to 

agricultural extension services to 

enhance their organic farming practices. 

3.17 0.12 Agree 

    Marketing support and linkages to 

sustainable organic farming practices are 

provided by government agencies to 

farmers. 

2.92 0.06 

 

Agree 

5 The government provides subsidies to 

organic farmers to ensure operational 

sustainability. 

2.60 0.28 

 

Agree 

6 Organic crop insurance is made 

available and affordable to organic 

farmers. 

2.88 0.08 

 

Agree 

 General Weighted Mean  3.00  Agree 

Legend: 3.25-4.00 Strongly Agree; 2.50-3.24 Agree; 1.75-2.49 Disagree; 1.00-1.74 Strongly Disagree 

Table 2 makes clear how the institutional support system is perceived by the 

participants. A general weighted mean of 3.00, “Agree” suggested that participants perceive 

that institutional support system is sustainable. The highest indicator was the item “Trainings, 

workshops and seminars are conducted by government agencies to keep organic farmers 

abreast on trends and innovations on organic farming” with a weighted mean of 3.23, “Agree”. 

The lowest indicator was the item “The government provides subsidies to organic farmers to 

ensure operational sustainability” with a weighted mean of 2.60, “Agree”. 

Intensive support and technical assistance, and comprehensive programs are needed for 

organic farming to be a mainstream practice in the province. In depth and breadth of the 

findings, according to Tim, et al (2011), extension activities for enhancing sustainable 
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agriculture through conducting workshops and model organic farm demonstrations have 

favourable effect on local farmers.  It was also concluded that local farmers were confident in 

the various extension activities and that it is the most important key to increase local 

acceptability.  Piadozo, et al. (2014) recommend that stakeholders should be provided with the 

needed information on certification, health and environment, adaptability, cultural practices 

and insecticides/pesticides used in organic farming.   

 

Table 3 

Assessment of the financial viability 

No. Indicators WM SD VI 

1 Organic farming is financially 

viable because of the income 

generated from exports. 

2.56 0.16 Agree 

2 Operation of organic farming is 

cheaper to maintain. 
2.90 0.08 

Agree 

3 There is high premium for organic 

food products. 2.63 0.11 
 

Agree 

4 Organic farming is a low-risk 

farming strategy that reduces costs 

of external inputs for higher 

income generation. 

2.90 0.08 

 

Agree 

5 Organic Farming is financially and 

economically viable higher market 

demand. 

2.87 0.06 

 

Agree 

6 Organic farm operations require 

less financial capacity of farmer-

owners. 

2.86 0.06 

Agree 

 General Weighted Mean  2.78  Agree 

Legend: 3.25-4.00 Strongly Agree; 2.50-3.24 Agree; 1.75-2.49 Disagree; 1.00-1.74 Strongly Disagree 

Table 3 exposes the perceived operational sustainability in terms of financial viability. 

A general weighted mean of 2.78, “Agree hinted that organic farming was perceived to be 

sustainable.  Of the six indicators, the highest rate was “Operation of organic farming is 

cheaper to maintain” and “Organic farming is a low-risk farming strategy that reduces costs of 

external inputs for higher income generation” with a weighted mean of 2.90, “Agree. The 

lowest rate was the item “Organic farming is financially viable because of the income 

generated from exports” with a weighted mean of 2.56, “Agree.    
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Findings were sided by the results of the study of Brown, Del Rosario and Aganon 

(2015) which concluded that despite lower productivity, organic vegetable farming is more 

profitable than conventional production. In Nueva Ecija, Philippines, yield per hectare of 

organically grown eggplant is 24 percent lower than in conventional farms. However, net 

income per hectare is considerably higher in organic than conventional farms owing primarily 

to the high premium price received for organically grown products. Similar findings were 

derived for organically grown okra and lettuce in Nueva Ecija.  The single most important 

factor for the higher profitability of organic vegetable farming is the premium price attached 

to organically grown products. Such higher profitability is assured as long as the price 

difference between organic and conventional products is more than enough to offset the yield 

difference.   

Based from this result, Geisen (1999) in his study at Guimaras, Philippines,  exposes 

that as the production system is very labour-intensive and produces high returns on 

comparatively small farm lots, the system is basical1y ideal for a situation in which capital is 

scarce, land holdings are small and labour is sufficiently available. Alongside, Crowder and 

Reganold (2015) analysed the financial performance of organic and conventional agriculture 

from 40 years of studies covering 55 crops grown on five continents and found that, in spite of 

lower yields, organic agriculture was significantly more profitable than conventional 

agriculture and has room to expand globally. Moreover, with its environmental benefits, 

organic agriculture can contribute a larger share in sustainably feeding the world.  

Table 4 shows the assessment of the technical soundness. A general weighted mean of 

3.03, “Agree” specified that organic farming was perceived to be sustainable. The highest 

scorer was “Organic farmers utilize available package of technology as support to efficiency 

of farm operations” with a weighted mean of 3.13, “Agree”. This was followed by the indicator 

“Research and development activities in organic farming help address the problems and issues 

of organic farmers.” with a weighted mean of 2.93, “Agree”. 
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Table 4 

Assessment of the technical soundness       

No. Indicators WM SD VI 

1 Organic farmers utilize available 

package of technology as support to 

efficiency of farm operations. 

3.13 0.07 

 

Agree 

2 Research and development activities in 

organic farming help address the 
problems and issues of organic farmers. 

2.93 0.07 Agree 

 General Weighted Mean  3.03  Agree 

Legend: 3.25-4.00 Strongly Agree; 2.50-3.24 Agree; 1.75-2.49 Disagree; 1.00-1.74 Strongly Disagree 

The findings are well defined by Crowder, and Reganold (2015) in assessing the 

"willingness to convert" of conventional farmers shows some potential for converting to 

organic practices. Lack of knowledge and skills needed to manage an organic farm and lack of 

market opportunities for organic products are the most important reasons for not using organic 

farming practices. In contrast to some research, the findings showed that non-profitability of 

organic farming is not a significant reason for not adopting organic farming practices. Herath, 

and Wijekoon (2013) imparted that organic growers practice organic farming mainly because 

of the marketing assistance and the inputs such as organic fertilizer and technical know-how 

provided to the farmers. Participatory extension programs and better extension approaches 

such as farmer field schools could be recommended to change growers’ attitude, knowledge 

and skills towards organic farming. Further involvement of a third party like the government, 

an NGO or a private company to assist organic growers will also increase the adoptability of 

organic farming.  According to Huang (2010), technology improvement will be the key for 

future development of organic farming. Appropriate production technology, particularly the 

control of insect pests and pathogenic diseases, is highly important to organic farming 

especially in areas with humid, high temperature weather conditions, such as that in ROC. If 

insect pests and diseases can be controlled without using any agrochemicals, then size of 

organic farms will expand dramatically. 
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4.2. The Regulatory Environment of Organic Farming   

Table 5 

Assessment of the Standardization and Certification, and Regulatory Policy  

No. Indicators WM SD VI  

1 Organic farms meet the required 

certification standard that enables the 

efficacy of the operations and quality 

assurance on products and services. 

2.83 0.06 

 

Agree 

2 Local organic certifications are 

subsidized and localized in order to 

assist the small-scale organic farmers. 

2.87 0.09 

 

Agree 

3 The certification process is aligned 

with the interest of the small farmers. 2.63 0.08 
 

Agree 

4 Local government policies assure 

assistance to organic farmers and 

facilitate adoption of organic 

farming. 

2.60 0.10 Agree 

5 Organic Agriculture Act ensures the 

adoption of organic farming practices 

at the local level. 

2.79 0.04 Agree 

 General Weighted Mean 2.74  Agree 
Legend: 3.25-4.00 Strongly Agree; 2.50-3.24 Agree; 1.75-2.49 Disagree; 1.00-1.74 Strongly Disagree 

Table 5 displays the perceived sustainability of organic farming in terms of 

standardization, certification, and regulatory policy. A general weighted mean of 2.74, “Agree” 

indicated that organic farming certification, standardization, and regulatory policy is perceived 

to be sustainable. Of the five indicators, the top rate was “Local organic certifications are 

subsidized and localized in order to assist the small-scale organic farmers” with a weighted 

mean of 2.87, “Agree”. The lowest indicator was “Local government policies assure assistance 

to organic farmers and facilitate adoption of organic farming” with a weighted mean of 2.60, 

“Agree”.    

Growers in Nueva Ecija, Philippines are able to enjoy the premium attached to organic 

products even though their farms are not certified. Except for the associated cost however, their 

view of third party certification is positive. They believe such certification will enable their 

products to penetrate a wider market. Since the cost of certification is the major constraint 

faced by farmers, it would be useful for the government to subsidize such cost at least partially 

if not completely. Group certification must also be done to minimize cost.   Furthermore, 
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environmental protection and ensuring consumer food safety are enough justification for the 

government to subsidize organic farming. So far, the whole organic farm business in the 

country has been initiated and supported largely by civil society, especially those with strong 

advocacy for the environment. It is high time for the government to take the helm and ensure 

the growth of organic agriculture in the country (Brown, del Rosario and Aganon 2015). 

Findings were supported by the explanation of Khaledi, et al, (2007) that increased 

domestic and international demand for organic products, along with environmental and safety 

issues, have stimulated policymakers and governments in some parts of the world to provide 

incentives for converting from conventional to organic farming. Seconded by Carreón, et al 

(2011), that the goal of developing sustainable agriculture is the responsibility of all 

participants in the system, including farmers, workers, policy makers, researchers, retailers and 

consumers. Each group has its own part to play and its own unique contribution to strengthen 

the sustainable agriculture community. Considering the concepts that farmers include in each 

model of farming practice will help the transition from a conventional to a sustainable 

agriculture. According to Njeru (2015) organic farmers realized positive benefits in carrying 

out organic farming which are manifested in the increased production and improved 

environmental conservation. However, crucial aspects of marketing and certification were 

challenges that farmers faced in carrying out organic farming. Aggressive marketing and 

awareness creation can greatly improve the organic farming sector. Consumers play a key role 

in the future development and growth of organic farming. Some of these challenges can be 

addressed by an elaborate policy on organic farming. Therefore, if all stakeholders worked in 

harmony towards the growth and support of organic farming, both the farmers and the 

environment will greatly benefit from this vital sector. Organic farming holds a great potential 

which can be exploited as a path towards sustainable development if the challenges identified 

can be addressed and intensify on the benefits accruing from organic farming. 

Regarding the results, Salazar (2005) stresses that the development of markets on the 

one hand and the certification standards on the other, both illustrate the role of civil society 

groups, environmental activists among them.  As Willer and Lernoud (2015) point out, while 

the Philippines has legislatively put in place its national organic food standards, the organic 

food certification system has yet to be fully implemented. Moreover, Rule 24.10 of the 

implementing rules and regulations states that ‘group certification for contiguous farms 
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adopting the same farming system shall be encouraged’. Indeed, an area-based organic food 

certification system is vital for promoting community-based organic farming.  

In agreement with the result, Suh (2015) flaunts that the Philippines need to formulate 

an area-based organic food certification systems and a government–farmers partnership should 

be forged to facilitate farmers’ access to domestic and international organic food markets. 

Likewise,  Khaledi, et al, (2007) said that the certification bodies are important institutions that 

can improve organic farming by providing efficient and timely certification, providing 

objective certification, providing affordable certification, helping farmers and buyers connect 

with each other, providing production/agronomic information, performing research in 

agronomy and marketing, distributing research knowledge to members, and participating in 

the creation of a mandatory national standard.  

In sum, under the Organic Agriculture Act of 2010 by which the government will 

subsidize the expenses for certification following a set of guidelines and  ensures that the 

farmers would try to meet the standards after being given a two-year period to scale up and 

meet the requirements for certification (Maghirang, et al, 2011). The agricultural development 

programme of the Government of the Philippines still favours heavily the development of 

intensive cropping systems using synthetic inputs. The rationale behind this is the need to 

ensure food security for the growing population. On rice for instance, much support is currently 

given on the promotion of high yielding hybrids which require heavy use of chemical inputs. 

There are some programmes designed to minimize use of chemicals; however, much is still 

wanting in terms of government support if the country is to shift successfully towards more 

environmentally friendly practices. The government should provide a programme of support, 

which will enable farmers to remain afloat during the critical conversion from conventional to 

organic.  

The Philippines is now looking at a competitive organic agriculture industry with the 

government’s deeper commitment to organic farming support especially in terms of organic 

certification and research, development and extension. With about 80% of the poor populace 

in rural areas dependent on subsistence agriculture, the proper implementation of the Organic 

Agriculture Act could help answer affordability issues in food production as well as issues of 



International Journal of Academe and Industry Research, Volume 2 Issue 1 

   

 
 
 

https://iiari.org/journals/ijair 40 │ 

food security, environmental concerns and climate mitigation. (Aquino, Deriquito, and Festejo, 

2013). 

5. Conclusion  

Based on the findings, the perceived operational sustainability of organic farming 

implies a bright perspective in the field of agriculture. Moreover, amendments of the 

certification standards and regulations are essential mandates to increase adoption and to reach 

local and foreign market. This modification is called for the small farmers to experience the 

advantages of engaging in organic farming in local setting.  

The country must strongly implement the Organic Agriculture Act. It should focus 

alignment of Philippine National Standards with the global standards. However, it should 

concentrate first on localization by improving local plans, passing ordinances that will support 

the OA practitioners, strengthening the organic producers and consumer awareness, and 

assistance or free certification.  

The following recommendations are forwarded for the future of organic farming in the 

Province of Laguna: intensification of organic farming practices and strengthening of the 

methods and procedures employed in organic farming in the province of Laguna; improvement 

on internal systems in operational sustainability and local market sustainability; and review 

and amendments of organic agriculture act specifically on the certification to be attuned to the 

needs of small farmers. Further studies can be carried on the local implementation of the 

Organic Agriculture Act and the utilization of the organic agriculture local budget. 
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