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  The  main  objectives  of  this  research  are:  (1)  to  find  out  the  current  level  of 

business  performance  among  the  OTOP  entrepreneurs,  (2)  to  explore  the  factors 

affecting  the  business  performance of  OTOP  entrepreneurs  including personal  

characteristics,  business  characteristics,  information  and  communication  technology 

adoption  and  entrepreneurial  networks,  and  (3)  to  determine  the  most  important 

predictors explaining the business performance of OTOP entrepreneurs. 

  The research comprises a data collection process: for the quantitative method, 

a postal survey of OTOP entrepreneurs, and telephone or face-to-face interviews with 

OTOP entrepreneurs. The population of the study is 3 to 5 star OTOP entrepreneurs in 

greater  Bangkok  and  metropolitan  areas.  The  unit  of  analysis  is  the  OTOP 

entrepreneur. The population of the study consists of 781 OTOP entrepreneurs and the 

sampling is 339. For the qualitative method, in-depth interviews were conducted with 

ten  government  officials  related  to the  OTOP  project  and  ten  key  OTOP 

entrepreneurs. The conceptual framework was development based on the literature 

review.  The  quantitative  data  arising  from  the  questionnaire  were  analyzed  using 

descriptive  statistics,  crosstabulation,  correlation  matrix,  chi-square  test,  multivariate 

analysis, regression analysis and path analysis.    

  The empirical findings are: (1) most of the OTOP entrepreneurs respondents 

had knowledge of ICT adoption and they did networking and had reasonably good 



 iv

business performances (2) work experience, number of employees, ICT adoption 

and  entrepreneurial  networks  exhibited  positive  relationships  with  business 

performance.  Business  performance  received  an  impact  from  work  experience, 

number of employees, ICT adoption and entrepreneurial networks. It can be implied 

that business performance had significant positive relationships with work experience, 

number  of  employees,  ICT  adoption,  and  entrepreneurial  networks.  Increase  in  the 

work experience of the entrepreneur, increase in the number of employees, increase in 

adoption  and  application  of  ICT  and  increase  in  entrepreneurial  networkings  also 

appear  to  increase  business  performance.  (3)  The  most  important  predictor  variables 

were  work  experience  (Beta  =  .248),  entrepreneurial  networks  (Beta  =  .237),  ICT 

adoption (Beta = .147), and number of employees (Beta = .122). 

  Reasonably acceptable numbers of workers can create sales, market expansion 

and profits for the business of experienced entrepreneurs, ICT adoption has a positive 

relationship  with  entrepreneurial  networks.  OTOP  entrepreneurs  that  have  adopted 

more  ICT  have  more  entrepreneurial  networks.  This  proves  that  expanding  the  use  of 

ICT  definitely  expands  the  nodes  and  links  among  the  entrepreneurial  networks  for 

business  performance.  ICT  adoption  and  entrepreneurial  networks  among  the  OTOP 

entrepreneurs  in  Thailand  to  enhance business  performance  is  well  acknowledged 

among  the  in-depth  interviewed  Community Development  Department  officials  and 

key OTOP entrepreneurs in the sample.  

The  government  should  provide  financial  support,  quality  training,  and 

management,  and  create  a  conducive  environment  for  the  OTOP  entrepreneurs  to 

realize their full potential and maximize their contribution to the country’s economic 

development.  OTOP  entrepreneurs  should  further  utilize  ICT  and  networks  to 

strengthen their business performance. The government should have a choice of policies 

in  order  to  enable  OTOP  entrepreneurs  to  come  to  the  existence  and  to  grow.  The 

justification  for  such  policies  is  that  OTOP  enterprises  are  major  sources  of  job 

creation,  innovation,  and  competitiveness.  It  is  the  government’s  responsibility  to 

support and promote the entrepreneurs in order to enhance economic development. All 

involved  in  the  OTOP  project  for  economic  development  should  have  integrated 

awareness and a holistic view in order to overcome the challenges.    
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CHAPTER 1 

 

INTRODUCTION 

  

Economic growth is a key issue both in the creation of economic policy and 

economic  research.  The  interest  in  economic  growth  is  growing  fast  in  view  of 

persistently  high  rates  of  unemployment.  Little  is  known,  however,  about  how 

entrepreneurs  materialize  their  decisions  into  the  kind  of  actions  that  merge  into 

economic growth. They play the role of economic agents that link the organizations at 

the micro level to economic outcome at the macro level.  

One  of  the  most  interesting  recent  growth  experiences  is  the  superior 

achievement of the East Asian economies in the last decades. In a World Bank policy 

research report titled “The East Asian Miracle; economic growth and public policy,” 

the  rapid  and  sustained  growth  of  the  Republic  of  Korea,  Taiwan,  Singapore,  Hong 

Kong,  Japan,  Indonesia,  Malaysia  and  Thailand  in  the  period  1965-1990  was 

analyzed.  These  eight  so-called  High-performing  Asian  Economies  (HPAEs) 

experienced an average annual growth rate of real GNP per capita of 5.5 %, more than 

twice  that  of  the  OECD  countries.  At the  same  time  the  HPAEs  diminished  the 

inequality of their income distribution. Thailand enjoyed that status and prosperity up 

until 1997 (World Bank, 1993). The Asian financial crisis hit Thailand in 1997 (Jones 

and Marsden, 2010).  

Small and medium enterprises (SMEs)  in  all  the  economies  play a  decisive  

role  in the  growth  of  the  economic condition  of  a  country.  The promotion  of  

SMEs  is  regarded  as  an  important  issue  in  many  countries  in view of the fact 

that    SMEs    perform    multiple    functions   for    the    society    and  economy    of    a  

country. SMEs in  many  countries  account  for  the majority  of  business establishments  

and    employment    generation.    They    are    also    called    an    engine    of    economic  

growth  because  of  the  important  role    they    play    in  uplifting    local  and  global  

economic  movement  and thus  reduce  poverty.  Their  value  and  importance  are  

appreciated by  the  developing  nations,  as  they  are  key  in stabilizing  the  venture  

in  society  and  are key  players  in  regional  industry.   
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The  role  of  the  SMEs  has  become  very  significant  in  developing  countries 

(Julien,  1996).  Nevertheless,  small  firms  are  unable  to  achieve  their  goals  by 

themselves  alone.  To  accomplish  their  goals,  SMEs  support  and  resource  from 

outsiders,  such  as  relatives  and  friends  (Bridge,  O’Neil  and  Cromie,  1998),  other 

firms  (Meller  and  Marfan,  1981)  and  supporting  institutions  (Allesch,  1993)  are 

needed.  Information  and  communication  technology  (ICT)  adoption  and  entrepreneurial 

networks have benefits for the growth of SMEs. SMEs can benefit as users of ICT and 

entrepreneurial  networks  for  purposes  such  as  increased  productivity,  faster 

communications, and reaching new customers. The role of these factors in advancing 

the growth of national economies through enhanced efficiency and productivity, and 

expanded market reach, is both acknowledged and irreversible (Chyau, 2005). 

One of the most essential and fundamental forms of improvement required in 

Thailand  is  economic  development.  Crises  can  arise  during  the various  stages  of 

economic advancement. Due to the economic crisis in 1997, the financial institutions 

and financial system of the country collapsed and this affected the economic structure.  

Industrial  sectors  need  major  support  from  financial  institutions.  This  crisis  affected 

the industry, including small and medium enterprises, which make up the major part 

of the industry. During the crisis, most large firms were in unbearable circumstances 

when they had to lay off part of the workforce and economize. SMEs, however, are 

self-supported  in  terms  of  management, technology,  and  the  market.  In  spite  of 

experiencing  some  effects  of  the  economic  calamity,  SMEs  still  remained  flexible 

while the bigger firms suffered. 

Major  shifts  in  regional  and  international  economies  are  generated  by 

globalization  and  technological  expansion.  It  is  recognized  that  entrepreneurial 

activity plays a significant role in regional economic development, and communities 

experiencing  economic  downturns  form  economic  support  organizations  in  order  to 

generate  economic  growth  (Dabson,  2008).  As a  result  of  increasing  layoffs  in  the 

large  firms  during  the  economic  crisis,  the role  of  SMEs  in  Thailand’s  economic 

development has received great attention from many economists and policy makers in 

recent years. Bernice and Meredith (1997), for example, in their study explained that 

the contribution of expanding enterprises to economic development and  unemployment 

reduction  has  generally  attracted  the  attention  of  researchers  and  policy  makers  in 
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many  countries.  It  can  be  acknowledged  that  in  a  country  like  Thailand,  SMEs 

provide  the  main  hope  for  economic  recovery.  The  recent  economic  crisis  has 

highlighted their importance and has opened the eyes of many in both the private and 

public sectors with regard to their significance.   

The OTOP project was begun in 2001. The Thai government emphasized 

the  support  for  small  and  medium  enterprises  through  the  One  Tambon  One 

Product (OTOP) project in order to encourage the people to become innovative 

entrepreneurs and in order to develop the economy of the country. According to 

Fried and Tauer (2009), the entrepreneurs that are running the SMEs are critical 

to  the  vitality  of  the  market  economy.  Successful  entrepreneur  ventures  could 

raise the level of the standard of living of the people. In a small enterprise usually 

there is one person or a very small group of persons that is in control and that shapes 

the enterprise and its future. The role of such a person is often described with the term 

“Entrepreneurship.”  

The  OTOP  project  serves as  a  training  ground  for  Thai  entrepreneurs  and 

spreads  entrepreneurial  knowledge  and  attitudes  throughout  the  population.  It  adds 

value to the local raw materials obtained from natural resources and enhances human 

resource  development.  It  is  also  a  channel  of  income  distribution  and  rural 

development  and  creates  employment  opportunities  and  generates  income  for  the 

people in the community.  

The White Paper on Small and Medium Enterprises in Taiwan (Ministry of 

Economic Affairs. Small and Medium Enterprises Administration, 2006), as seen 

in  Table  1.1,  the  Comparison  of  the  Composition  of  SMEs  in  the  Asia-Pacific 

Region  3  shows  that  in  2006,  99.7  percent  of  all  enterprises  in  Thailand  were 

SMEs  and  60  percent  of  the  total  employed  population  was  comprised  of  SMEs 

employees.  SMEs  are  important  because  on  average,  they  comprise  over  95 

percent  of  the  economy.  Table  1.1  illustrates  the  importance  of  SMEs  to  the 

national  economy  in  a  sample  of  countries  from  the  Asia-Pacific  region.  The 

contributions  of  SMEs  to  employment  and  the  countries’  gross  domestic  product 

(GDP) are by no means trivial. As of July 2006, close to 140 million SMEs in130 

countries employed 65 percent of the total labour force. 
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Table 1.1  Comparison of the Composition of SMEs in the Asia-Pacific Region 3 

 

Country SMEs as % of all 
enterprises 
 

SME employees as % of 
the total employed 
population 
 

Hong Kong 98.0 60.0 
 

Japan  
 

98.9  69.2 

Malaysia  
 

96.1 45.0 (manufacturing) 

Philippines  
 

99.6  70.0 

Republic of Korea  
 

99.8  86.7 

Singapore  
 

99.7  57.0 

Taiwan  
 

97.7  68.8 

Thailand  
 

99.7  60.0 

 

Source:  Ministry of Economic Affairs.  Small and Medium Enterprises 

Administration, 2006. 

 

The  beginning  of  the  OTOP  project  had a  very  interesting  entrance  into  the 

economy  of  Thailand  in  the  year  2001  (Community  Enterprises  Development  Office, 

2008).  The  One  Tambon  One  Product  National  Steering  Committee  has  stressed 

that  the  OTOP  project  will  empower  communities  to  create  and  develop 

innovative  products  embedded  with  local  wisdom  and  resources.  This  will  create 

jobs  and  incomes  which  will  strengthen  and  enhance  communities  all  over  the 

country. 

The  Thai  government  announced  the  policy  of  poverty  eradication  and  set  up 

the One Tambon One Product Project based on Dr. Morihiko Hiramatsu’s One Village 

One  Product  (OVOP)  role  model  movement  in  Oita  prefecture  in  Japan.  The 

philosophy  of  this  project  was  to  help  each  community  in  Thailand  to  use  its  local 

wisdom  to  develop  and  manufacture  useful  products  from  locally  available  raw 
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materials  with  the  help  of  modern  know-how,  technology,  innovation,  and  strategic 

management  and  administration  for  commercial  purposes.    Local  yet  global,  self-

reliance-creativity and human resource development have been the three pillars of the 

philosophy of this OTOP project (Community Enterprises Development Office, 2008). 

According to 2001 regulations issued by the Office of the Prime Minister of 

Thailand for the agenda of the OTOP National Steering Committee, the objectives of 

the OTOP project are: (1) to build and develop jobs and incomes for the communities,  

(2)  strengthen  the  communities  and  help them  to  think,  to  do,  and  develop  by 

themselves,  (3)  to  promote  local  wisdom,  and  (4)  to  promote  human  resource 

development to help local people create, innovate, and develop products according to 

the local life style and culture.  

OTOP  products  are  defined  as  unique,  wonderful,  hand-made  creations  of 

Thailand’s  myriad  village  communities.  They  are  brought  to  the  market  place  as 

attractive  handicrafts and  local  products  that  visitors  love  to  buy.  Generally,  OTOP 

products  are  classified  as:  (1)  food,  (2)  beverages,  (3)  textiles  and  clothing,  (4) 

furniture,  (5)  handicrafts  and  souvenirs,  and  (6)  herbal  products  (Community 

Development Department, 2010). 

 

1.1  Significance of the Problem 

 

One  of  the  main  factors  that  influences  the  success  or  failure  of  OTOP 

enterprises  is  technology.  The  continuous  rise  in  the  use  of  Information  and 

Communication  Technology  (ICT),  as  well  as  their  importance  for  the  modern 

enterprise, is presented in a study conducted by the Overseas Economic Cooperation 

Development  (OECD,  2011).  ICT  leads  to equitable  economic  growth.  The  OECD 

calls for action to encourage the use of ICT by SMEs to foster innovation, to realize 

gains in productivity, to reduce transaction costs, and to fight poverty. ICT, plays an 

economic role by changing production processes within firms. More specifically, the 

study  mentions  that  SMEs  have  gradually recognized  the  positive  impact  that  ICT, 

such as computer terminals, the internet, e-mail, fixed telephones, mobile telephones, 

and the applications that they can have on their businesses. Beneki, Papastathopoulos 

and Tsagris (2010) in their research stated that many types of business software can 
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improve  information  and  knowledge  management  within  the  firm,  leading  to  more 

efficient business processes and better firm performance.   

According  to  UNCTAD’s  E-commerce  and  Development  Report  2003. 

(UNCTAD, 2003), through the application of ICT, firms will become more competitive, 

new  markets  will  be  accessed,  and  new  employment  opportunities  will  be  created. 

These  will  generate  wealth  and  sustainable  economic  growth.  Similarly,  Reynolds, 

Bygrave,  Autio,  Cox  and  Hay  (2002)  have  stated  that  entrepreneurship  generates 

income,  reduces  unemployment,  and  sustains  economic  growth  and  development. 

This  confirms  the  entrepreneurship  theory  that  through  the  use  of  innovation,  an 

entrepreneur  can  contribute  substantially  to  economic  growth  and  development 

(Drucker, 1998). 

There  were  1.6  million  enterprises  in  2000  in  Thailand.  Among  these 

enterprises,  99.63%  were  SMEs.  SMEs  are flexible  and  adaptable  to  any  economic 

situation. Most of the SMEs in Thailand, however, apply labour-intensive production 

processes  and  are  sometimes  forced  to participate  in  the  market  facing  strong 

competition.  With  products  from  other  countries  in  the  world  market,  they  cannot 

compete. Kaipichit Ruengsrichaiya and Chanin Mephokee (2005) have explained that 

the problem needs to be managed promptly by replacing old-fashioned engines, slow 

production processes, and ineffective management.  

SMEs  need  to  improve  the  quality  of  their  products  and  to  management 

processes. They must also lower costs, so that they are able to compete with products 

of  other  countries  that  are  most  adaptable.  In  order  to  do  so,  information  and 

communication technology adoption is a prerequisite for SMEs that they can improve 

their  activities  and  processes  to  develop  their  business  performance.  SMEs  could 

employ information and communication technology in both the design and production 

processes, and marketing and administration processes. The ICT adoption by SMEs in 

Thailand, however, is still very low.  

 The  popularity  of  networkings  has become  a  common  topic  among  both  

practitioners and in the academic environment. O’Neill, Soni, Coldwell and Edmonds 

(2007)  have  stated  that  entrepreneurial  networks  have  been  a  relatively  under-

researched area in the field of entrepreneurship.   
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Small  entrepreneurs  develop  and  utilize  their  entrepreneurial  networks  at 

different  entrepreneurial  stages.  Small  firms  have  limited  resources  and  they  do  not 

expand  in  isolation  (Mazzonis,  1989).  Entrepreneurial  networks  are  a  real  source  of 

such resources as information, money, and moral supports provided by the actors of 

the networks. Entrepreneurs require information, capital, skills, and labor to start their 

business  activities.  While  they  hold  some  of  these  resources  themselves,  they  often 

complement  their  resources  by  accessing  their  entrepreneurial  networks  contacts 

(Aldrich and Zimmer, 1986). 

The foundation for broadening small and medium enterprise networking was 

to  assist  SMEs  to  overcome  the  challenges  of  the  new  economy  by  nurturing  their 

collective efficiency. Firms or enterprises should be treated as parts of a larger system 

and according to their value addition to the business environment through joint action 

and  cooperative  work,  with  strategies  such  as  cluster  development  and  SMEs 

networking need to be recognized.  

Basnyat  (2009)  has  agreed  that  the  intention  of  networking  and  cooperation 

was to promote transfer of knowledge and to stimulate, encourage, and facilitate the 

process of the enterprise team building in order to achieve a better and more effective 

business  environment.  The  strategies  involved  in  such  undertakings  include:  trust 

building  and  understanding  of  key  issues  of networks  and  clusters,  involvement  of 

support market strategies, and credit assistance through financial institutions.  

The promotion of entrepreneurship and the improvement in the conditions for 

the  survival  of  new  business  enterprises  are  at  present  more  essential  than  before. 

Evans  and  Volery  (2001)  have  explained  for  example  that  most  of  the  previous 

research  on  entrepreneurial  success  has  been  carried  out  by  exploring  the  links 

between  the  entrepreneurial  characteristics  and  their  business’s  success  in  general 

contexts.  Although,  there  are  abundant  numbers  of  information  and  communication 

technology adoption and entrepreneurial networks in Thailand, research with respect 

to the impact of ICT adoption and entrepreneurial networks on business performance 

of  OTOP  entrepreneurs  has  not  been  given  much  attention.  This  study  focuses  on 

OTOP  businesses  operated  by  OTOP  entrepreneurs.  The  researcher  aims  to  answer 

two  main  research  questions:  (1)  To  what  extent  does  ICT  adoption  impact  OTOP 

entrepreneurs’ business performance? (2) To what extent do entrepreneurial networks 

impact OTOP entrepreneurs’ business performance? 



  
 

8

Most  of  the  research  on  the  relationships  between  ICT  adoption, 

entrepreneurial  networks  and  business  performance  has  been  done  generally  in 

developed  countries.  Recently,  high  entrepreneurial  activities have  been  found  in 

Asian developing countries (Reynolds et al., 2002). From the research perspective, a 

relatively  small  numbers  of  studies  have  focused  on  ICT  adoption,  entrepreneurial 

networks,  or  business  performance  in  Thailand,  and  some  questions  remain 

unanswered  regarding  their  relationships.  Existing  research  often  focuses  on 

individual  characteristics  and  motives  as performance  predictors.  There  has  been 

limited empirical research on the relationships between ICT adoption, entrepreneurial 

networks, and business performance. Also, Dixon, Thompson and McAllister (2002) 

have mentioned in their study that little research has been carried out on the impact of 

ICT on Small and medium enterprises. For this reason, the study of the impact of ICT 

adoption  and  entrepreneurial  networks on  the  business  performance  of  OTOP 

entrepreneurs  in  Thailand,  one  of  the  developing  countries  in  Asia,  will  help  to  fill  

and narrow the gap and will contribute to knowledge in this area. 

 

1.2  Research Objectives 

 

  The  main  objective  of  this  research is  to  conduct  a  survey  concerning  the 

primary  determinants  in  the  relationship  of  business  performance  with personal 

characteristics,  business  characteristics,  information  and  communication  technology 

adoption and entrepreneurial networks. The research aims at understanding the major 

factors affecting the business performance of OTOP entrepreneurs. In order to achieve 

such objectives, the researcher focused on the following points:  

1  To  find  out  the  current  level  of business  performance  among  the  OTOP 

entrepreneurs 

2  To  explore  the  factors  affecting the  business  performance  of  OTOP 

entrepreneurs, including personal characteristics, business characteristics, information 

and communication technology adoption, and entrepreneurial networks 

3  To  determine  the  most  important  predictors  explaining  the  business 

performance of OTOP entrepreneurs 

 



 

CHAPTER 2 

 

LITERATURE REVIEW 

 

  This chapter reviews of the literature and highlights the concepts and theories 

relevant  to  the  research.  There  are  three  areas  focused  on:  (1) model,  conceptual 

framework, and theory explaining business performance (2) related research, and (3) 

conceptual framework. 

Recognizing the importance of the emerging OTOP entrepreneurs in creating a 

dynamic economy for the nation, the Thai Government has been actively promoting 

Thai  entrepreneurship  toward  the  materialization  of  Thailand’s  prosperity.  An  in-

depth literature review was conducted in order to arrive at a comprehensive list of the 

factors affecting the business performance of entrepreneurs in Thailand. This resulted 

in  the  development  of  a  comprehensive  theoretical  framework  which  provides 

significant insights related to entrepreneurship practices and business performance in 

developed and developing countries, including Thailand.  

Thai entrepreneurship has recently become an important pool of resources for 

Thailand’s  economic  growth  and  prosperity. It  is  not  surprising  that  the  number  of 

Thai entrepreneurs and enterprises in Thailand has increased in the past three decades 

due to the emphasis on industrialization, and growing interest in self-employment and 

business-oriented employment.   

More notably, government support has been considered as a foundation for the 

development  of  OTOP  entrepreneurs.  This  can  be  seen  from  the  establishment  of  the 

Community Development Department (CDD) by the Ministry of Interior, the Ministry 

of  Commerce  and  the  Ministry  of  Industry in  2001.  These  ministries,  together  with 

other supporting government agencies, provide support to OTOP entrepreneurs in terms 

of funding, physical infrastructure, and business advisory services. The CDD promotes 

and  encourages  more  Thais  to  become  entrepreneurs  besides  creating  a  platform  for 

ICT adoption and entrepreneurial networking among them. 



 
 

10

This  is  to  ensure  that  Thai  entrepreneurs  are  not  left  out  of  the  process  of 

national  and  economic  development,  particularly  in  the  areas  of  small  enterprises, 

with  the  adoption  and  application  of information  and  communications  technology 

(ICT)  and  entrepreneurial  networks  in  order  for  the  country  successfully  to  realize 

economic development. The performance of OTOP entrepreneurs in their businesses 

has become an important area of interesting policy and academic debate. 

Performance  is  the  act  of  performing  or  doing  something  successfully  by 

applying knowledge. Performance appears to be conceptualized, operationalized, and 

measured  in  different  ways  for  cross  comparison.  According  to  Lerner,  Brush  and 

Hisrich  (1997)  the  most  frequently  used  operationalizations  are  survival,  growth  in 

employees, and profitability.  

  

2.1  Model, Conceptual Framework,  and Theory Explaining Business 

Performance 

 

 Audretsch  and  Keilbach  (2004)  in  their  research  quoted  Lazear  (2002),  who 

stated that the entrepreneur is the single most important player in a modern economy. 

The  importance  of  the  entrepreneur  in  the  real  world  has  become  more  and  more 

difficult to ignore. 

Carland, Hoy, Boulton and Carland (1984) mentioned that Schumpeter (1934), 

in  his  book  on  the  Theory  of  Economic  Development,  explained  that  economic 

theorists  have  proposed  that  the  entrepreneur  is  essential  to  economic  development. 

William (1981) supported Schumpeter’s view.  

In  a  small  firm  there  is  usually  one  person  or  a  very  small  group  of  persons 

that is in control and that shapes the firm and its future. The role of such a person is 

often  described  with  the  term  “entrepreneurship.”  In  recent  years  renewed  attention 

had  been  given  to  the  role  of  entrepreneurship  in  economic  development.  This  is 

related  to  the  shift  to  supply  side  economics.  Many  economists  and  politicians  now 

have an intuition that there is a positive impact of entrepreneurship on the growth of 

the  GDP  and  employment.  Furthermore,  many stress  the  role  of  the  entrepreneur  in 

implementing  innovations.  Small  enterprises  certainly  are  a  vehicle  in  which 

entrepreneurship  thrives.  Small  businesses  with  successful  businesses  performance 

have to save and sustain the economy.  
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Different  strands  of  literature  such  as  entrepreneurship  theory,  macro-

economic  theory  for  entrepreneurship  have  linked  entrepreneurship  to  economic 

growth.  There  are  different  views  among researchers  and  scholars  regarding  the 

definition of business performance. Some scholars and academics recognize business 

performance  as  business  success.  According  to  Ibrahim  and  Goodwin  (1986),  both 

entrepreneurial behavior and managerial skills are key success factors in small business 

management.  O’Farrell  (1990)  also  mentioned  that  key  success  factors  are  product, 

market  strategy,  quality  control,  plant  productivity,  R&D  commitment,  and  personnel 

skills. There are also other researchers that have stated similarly. Chaganti, Changanti 

and  Mahajan  (1989)  have  stated  that  key  success  factors  are  product  scope,  quality 

image  orientation,  and  innovativeness.  The  definitions  of  success  vary  greatly.  Some 

business  owners  have  indicated  that  success is  based  on  items  that  can  be  measured 

quantitatively, while others require a qualitative analysis. The P. J. Gardiner Institute for 

Enterprise  and  Entrepreneurship  (2003)  has explained  in  the  paper,  “Built  to  last 

entrepreneurial  success  stories  of  Newfoundland  and  Labrador,”  that  some  business 

owners  place  success  on  qualities  such  as   quality  of  products,  quality  of  services, 

financial measures, business plans, goals, customer service level, retention, growth, and 

change  and  progress.  Some  have  emphasized  success  as  not  financial  but  as  asset 

accumulation, remaining in operation, awards, and public recognition. 

  Hisrich and Peters (2002) stated that success can be measured by quantitative 

and qualitative criteria, and indicated that success can be measured in terms of sales 

growth, income, employment trend, and satisfaction. They also found that success has 

two distinct dimensions: economic success and entrepreneur’s satisfaction.  

 Gartner (1988) described that an entrepreneur is an individual that establishes 

and manages a business for the primary purposes of profit and growth. Ireland, Hitt, 

Camp and Sexton (2001) explained that growth is a key objective for entrepreneurial 

ventures,  as  it  stimulates  success,  and  Feindt,  Jeffcoate  and  Chappell  (2002)  have 

stated  that  growth  appears  to  be  a  primary  goal  of  good  entrepreneurship.  Miller 

(1983)  declared  that  while  some  research  has  used  financial  performance,  such  as 

return  on  investment  as  key  indicators,  others  have  used  owner  satisfaction  in  areas 

such as achievement of profit, goal, business stability, extent of employees’ growth, 

and annual sales volume. 
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  Doing  something  successfully,  and  using  knowledge  as  distinguished  from 

merely possessing it, is considered to be performance, and performance is the act of 

performing. However, performance seems to be conceptualized, operationalized, and 

measured in different ways (Srinivasan, Woo and Cooper, 1994), thus making cross-

comparison  difficult.  Among  the  most  frequently  used  operationalisations  are 

survival, growth of employees, and profitability (Lerner et al., 1997) 

  By  its  nature  performance  measurement  is  a  diverse  subject.  Otley  (2007) 

evaluated measurement from an accounting and finance perspective and explored the 

different roles of measurement. Business performance can be measured by marketing 

performance  measurement.  Earnings  or  profit  are  the  central  performance  indicator 

for shareholders. 

  Bourne, Neely, Mills, and Platts (2003) have stated that business performance 

measurement  system  refers  to  the  use  of  a  multi-dimensional  set  of  performance 

measures  for  the  planning  and  management  of  a  business.  Artley  and  Stroh  (2001) 

also  stated  that  performance  measures  quantitatively  tell  us  something  important 

about our products, services, and the processes that produce them. They are a tool to 

help us understand, manage, and improve what our organizations do. They provide us 

with the information necessary to make intelligent decisions about what we do. 

  Schollhamer (1982) believed that entrepreneurship is an important element in 

gaining  competitive  advantage  and  in  reaching  greater  success.  The  relation  of 

entrepreneurship  with  business  performance  is  the  main  motive  behind  many 

scholars’  studies  on  entrepreneurship.  Lumpkin  and  Dess  (1996)  used  sales  growth, 

market share, profitability, overall presentation, and customer satisfaction as measures 

of organizational performance.  

   Chandler  and  Hanks  (1994)  argued  that  the  model  of  individual  job 

performance  indicates  that  performance is  a  function  of  ability,  motivation,  and 

opportunity. The performance of a business founder is measured by the performance 

of the organization (Schein, 1987), which is in turn influenced by the environment in 

within which the organization emerges (Sandberg and Hofer, 1987).  

   Rosa,  Carter,  and  Hamilton  (1996)  in  their  study  outlined  four  different 

measures  of  comparative  performance  of  business  by  gender;  that  is,  primary 

performance  measures  (number  of  employees,  growth  in  employees,  sales  turnover, 
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value of capital assets); proxy performance measures (geographical range of markets, 

VAT registration); subjective measures (including the ability of the business to meet 

business and domestic needs); and entrepreneurial performance measures (the desire 

for growth, the ownership of multiple businesses). Amongst the most frequently used 

measures  of  performance  are  annual  sales,  number  of  employees,  return  on  sales, 

growth  in  sales,  and  growth  in  employee  numbers  (Brush  and  Vanderwerf,  1992). 

Fischer,  Reuber,  and  Dyke’s  (1993)  study  found  that  women’s  businesses  tend  to 

perform less well on measures such as sales, employment and growth, but concluded 

that  the  determinants  of  gender  differences  in  business  performance  were  far  more 

complex than had been recognized in earlier studies.  

Box, Beisel and Watts (1995) have suggested that there are 4 elements which 

have a positive relationship with the business performance of Thai entrepreneurs; that 

is, previous experience as a member of an entrepreneurial management team, number 

of previous starts, and age and scanning intensity. On the other hand, Hisrich, Brush, 

Good  and  DeSouza  (1997)  propose  human  capital  (level  of  education,  years  of 

experience and business skill), personal goals, and strategy to assess the performance 

of men and women entrepreneurs. 

Lerner  et  al.  (1997)  conducted  a  study on  Israeli  women  entrepreneurs  and 

categorized  the  factors  that  affect  their performance  into  five  perspectives:   

motivations  and  goal;  social  learning  theory (entrepreneurial  socialization);  network 

affiliation  (contacts  and  membership  in  organizations);  human  capital  (level  of 

education,  business  skills);  and  environmental  influences  (location,  sectorial 

participation, and sociopolitical variables). 

Thibault,  Wilcock  and  Kanetkar  (2002)  suggested  personal  factors  such  as 

demographic  variable,  and  business  factors  such  as  amount  of  financing,  use  of 

technology,  age  of  business,  operating  location,  business  structure,  and  number  of 

full-time  employees  as  important  factors in  examining  the  sales  performance  of 

entrepreneurs in SMEs in southwestern Ontario. 

Machado,  Cyr  and  Mione  (2003)  proposed  that  women  entrepreneurs’ 

managerial  styles,  with  variables  such as  (a)  planning  and  strategic  choices,  (b) 

decision style, (c) formulation of objectives, (d) structure of the company and share of 

power, and (e) human resources policies, were linked to and had an association with 
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their  performance.  The  performance  measures  used  in  their  study  are  turnover, 

number of employees, and profit, as well as the largest and the smallest salary paid.  

Fischer et al. (1993) stated that most of the comparative studies of performance 

among  men  and  women  entrepreneurs  have  adopted  two  theories;  that  is,  liberal 

feminist and social feminist. The liberal feminist theory is based on the premise that 

women  face  overt  discrimination  in  relation  to,  for  example,  education  and/or 

business  experience  (Fischer  et  al.,  1993; Watson,  2002).  Social  feminist  theory  is 

based  on  the  socialization  process,  such  as,  family  setting,  social  values,  norms, 

experience, educational aspirations, and expectations (Fischer et al., 1993; Lerner et al., 

1997). 

   Wennekers  and  Thurik  (1999),  in  their  study  of  small  business,  linked 

entrepreneurship and economic growth, as shown below in Figure 2.1. 

 

 

  

 

 

 

 

 

 

 

 

Figure 2.1  Linkages of Entrepreneurship and Economic Growth 

Source:  Wennekers and Thurik, 1999. 

 

  Economic  growth  can  be  considered  as  sign  of  the  successful  business 

performance of entrepreneurs. 

 

  2.1.1  Impact of ICT Adoption and Application on Business Performance 

According  to  the  United  Kingdom  Academy  for  Information  Systems 

(UKAIS,  1997),  information  and  communication  technologies  enable  the  processing 
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and transfer of data and information electronically for the purposes of the information 

system.  Information  systems  are  the  means  by  which  people  and  organizations, 

utilizing technologies, gather, process, store, use and disseminate information. UKAIS 

also  stated  that  ICT  provides  the  infrastructure  for  intra-organizational  and  inter-

organizational information systems, and knowledge of the capabilities and limitations 

of ICT as components of information systems is essential to understanding the design, 

performance, operation and use of information systems.  

Kotelnikov  (2007),  in  his  study  on  small  and  medium  enterprises  and  ICT 

explained  that the Asia-Pacific region itself is currently at a critical juncture in terms of 

ICT  adoption,  where  small  and  medium  enterprises  constitute  almost  95  percent  of 

enterprises  within  the  region  and  directly serve  as  both  the  backbone  and  driver  of 

national  economies.  He  stated  that  the  appropriate  adoption  and  utilization  of  ICTs 

within business processes and operations of SMEs, at the minimum, will significantly 

strengthen  national  economies  and  provide  new  opportunities  for  enhanced  efficiency 

and integration and flow of regional trade and commerce. The global as well as national 

economy  has  become  increasingly  dependent  on  information  and  communications 

technology to receive, process, and send out information.  

While  many  products  region  stakeholders  are  aware  of  the  Web,  Braun’s 

(2010) study indicated that most SMEs have not progressed to the e-commerce phase, 

confirming  that  adopting  e-business  technologies  is  indeed  an  evolutionary  process 

that  requires  the  negotiation  of  a  journey  that  involves  continuous  learning  and 

change. Adoption of the entire cluster of ICT technologies could be viewed as a linear 

process along an adoption continuum (Figure 2.2). After adopting email, the Web is 

the  second  step  for  adoption  consideration,  e-commerce  the  third  step,  potentially 

followed by adoption of a complete e-business model, at which point we might speak 

of complete ICT adoption or an ICT paradigm shift. 
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Figure 2.2  ICT Adoption Continuums  

Source:  Braun, 2010. 

 

The  most  basic  ICT  tool  is  having communication  capabilities  through  fixed 

lines  or  mobile  phones,  whichever  is  more  cost  effective.  SMEs  may  then  use  a 

personal  computer  (PC),  or  laptop  computer  with  basic  software  for  simple 

information processing needs, such as producing text or keeping track of accounting 

items.  Internet  access  enables  SMEs  to have  advanced  communication  capabilities 

such  as  email,  Web  browsing  and  launching  a  website.  SMEs  in  manufacturing  can 

benefit from more advanced ICT tools, such as Enterprise Resource Planning (ERP) 

or inventory management. 

The  World  Bank  (1999a)  stated  the  following  in  their World  Development 

Report 1998/99: 

 

For  countries  in  the  vanguard  of  the  world  economy,  the  balance 

between knowledge and resources has shifted so far towards the former 

that  knowledge  has  become  perhaps  the  most  important  factor 

determining  the  standard  of  living  – more  than  land,  than  tools,  than 

labour.  Today’s  most  technologically  advanced  economies  are  truly 

knowledge-based. 

 

 Most  governments  have  policies  to  encourage the growth of local small and 

medium  enterprises  (SMEs)  because  they can  help  alleviate  poverty  by  increasing 

income levels and creating jobs. As the global economy becomes increasingly reliant 

on information and communication technologies (ICTs) to receive, process, and send 

email Web e-commerce e-bus models 
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out information, SMEs in developing countries should not be left behind. Otherwise, 

they  will  lose  out  on  opportunities  to  integrate  themselves  into  the  local  and  global 

supply chain, bid for outsourcing businesses, and increase productivity.  

The  APDIP  e-Note  of  UNDP  (Chyau,  2005)  highlighted  three  main  ways  in 

which ICTs can benefit SMEs: (1) increase productivity in the production process; (2) 

increase efficiency of internal business operations; and (3) connect SMEs more easily 

and cheaply to external contacts, whether locally or globally. Despite the obvious and 

concrete  benefits  that  ICTs  can  bring  to  SMEs,  SMEs  in  most  developing  countries 

have been slow to adopt it. At the same time, most governments have not embedded 

ICTs into their SME policy. 

The United Nations Industrial Development Organization (UNIDO, 2003) has 

stated  that  the  only  way  to  reduce  poverty  in  a  sustainable  way  is  to  promote 

economic growth, through wealth and employment creation. In developing countries, 

SMEs  are  the  major  source  of  income, a  breeding  ground  for  entrepreneurs  and  a 

provider of employment.   

 Some  empirical  studies,  such  as  those  of  by  Kohli  and  Devaraj  (2003)  and 

Melville,  Kraemer  and  Gurbaxani  (2004),  have  confirmed  the  positive  effect  of 

information and communication technologies (ICT) on firm performance in terms of 

productivity, profitability, market value, and market share. 

  ICT  can  also  assist  firms  in  sustaining  their  competitive  advantage  by 

responding immediately to external business parties, especially customers. The most 

important  reason  for  ICT  adoption  is  product  quality  improvements,  particularly, 

customer  service,  timeline,  and  convenience  (Bresnahan,  Brynjolfsson  and  Hitt, 

2002). Therefore, the benefits of ICT usage and the means of improvement can lead to 

a  positive  impact  on  firm  performance  (Arvanitis  2005;  Bresnahan  et  al.,  2002; 

Brynjolfsson and Hitt, 2000). 

The  information  revolution  has  transformed  the  way  in  which  modern 

businesses  are  conducted.  ICTs  have  enabled  people  to  exchange  large  amounts  of 

information  quickly  and  cheaply.  Those  that can best receive, process, and innovate 

now  become  the  winners.  People  are  in  the  era  of  the  knowledge  economy,  where 

those that have access to ICTs are closely connected to a virtual network regardless of 

geographic location, race, and gender.  
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Through  ICTs  adoption,  SMEs  can  increase  productivity,  increase  efficiency   

and  connectivity  to  local  or  global  external  contacts.  This  all  falls  under  the  term,      

e-business.  Concrete  examples  of  how  ICTs  can  benefit SMEs  in  terms  of  business 

performance  are:  improve  inventory  management  systems,  decrease  wastage  in 

production processes, improve communication between different departments within 

the  firm,  improve  accounting  and  budgeting  practices,  reduce  communication  costs 

and  geographic  barriers  with  global  suppliers  and the  clients,  expand  client  base 

through e-marketing (e.g. websites, portals, and mailing lists), link to local and global 

supply chains and outsourcing opportunities, share and learn new business practices, 

facilitate  capacity  building of  owners  and  employees  through  e-learning  platforms, 

simplify  government  services  such  as  business  registration  and  filing  taxes,  and 

introduce new methods of payment through e-commerce. 

According  to  the  OECD  (2004), information  and  communication  technology 

(ICT)  connectivity  (PCs  and  Internet)  is  very  widespread  in  businesses  of  all  sizes. 

The principal reasons for non-adoption are lack of applicability and little incentive to 

change business models when returns are unclear. Governments have a range of SME 

e-businesses and Internet-use programmers. However commercial considerations and 

potential  returns  are  the  principal  drivers  of  small  business  adoption  and  profitable 

use. 

A healthy business environment is fundamental for firms to thrive and benefit 

from  ICTs.  This  includes  a  transparent,  open,  and  competitive  business  framework; 

clear independent rule of law for all firms; easy set up and dissolution of businesses; 

transparent,  simple  and  accessible  corporate  regulation;  and  equal  and  stable  legal 

treatment for national and cross-border transactions. Broadband connectivity is a key 

component in ICT development, adoption, and use. It accelerates the contribution of 

ICTs  to  economic  growth,  facilitates  innovation,  and  promotes  efficiency,  network 

effects, and positive externalities. 

ICT and e-commerce offer benefits for a wide range of business processes. At 

the  firm  level,  ICT  and  its  applications can  make  communication  within  the  firm 

faster and make the management of the firm’s resources more efficient. At the inter-

firm level, the Internet and e-commerce have great potential for reducing transaction 

costs and increasing the speed and reliability of transactions. 
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Further  work  by  researchers  in  13 OECD  countries,  based  on  large-scale 

statistical surveys, have indicated that ICT may help reduce inefficiency in the use of 

capital and labour, for example by reducing inventories, and that the more customers 

or firms that are connected to the network, the greater the benefits (spillover effects). 

However, the analysis showed that complementary investments in skills,  organizational 

change, and innovation are keys to making ICT work, and that the use of ICT affected 

firm performance primarily when accompanied by other changes and investments and 

that without these, the economic impact of ICT may be limited. 

The knowledge economy has impacted SMEs both positively and negatively. 

On the positive side, because the knowledge economy relies heavily on ICT, it has led 

to the rapid growth of ICT sectors. SMEs outside the ICT sector have also benefited 

by  adopting  ICT  in  their  own  operations,  enabling  them  to  communicate  quickly, 

increase  productivity,  develop  new  business  opportunities,  and  connect  to  global 

networks.  Conversely,  the  reliance  on  ICT  in  the  knowledge  economy  means  that 

those SMEs that have not yet adopted ICT will have trouble surviving. ICT can thus 

play  a  very  important  role  because  it can  help  SMEs  both  to  create  business 

opportunities  and  combat  pressures  from competition.  Appropriate  ICT  can  help 

SMEs  cut  costs  by  improving  their  internal  processes,  improving  their  product 

through  faster  communication  with  their  customers,  and  better  promoting  and 

distributing  their  products  through  online  presence.  In  fact,  ICT  has  the  potential  to 

improve the core business of SMEs in every step of the business process. 

The  fact  that  ICT  has  the  potential  to  impact  economic  growth  and 

employment and can be employed in health, politics, public administration, education, 

and  advanced  science,  as  well  as  in  cultural,  social,  and  even religious  activities, 

attests  to  the  current  development  potential  of  the  information  society.  On  the  other 

hand,  a  new  form  of  exclusion—dubbed  the  “digital  divide”—is  taking  shape.  This 

digital  divide  has  the  potential  to  widen the  gap  between  regions  and  countries  (the 

international  digital  divide)  and  between groups  of  citizens  within  a  society  (the 

domestic digital divide) (Schulz and Olaya, 2005). 

The  existence  of  the  digital  divide  shows  that  the  information  society 

paradigm  does  not  automatically  imply  a  great  development  opportunity,  but  might 

also  pose  a  new  threat  to  more  socio-economic  inequality.  In  order  to  prevent  this 
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from happening and to be able to gain the best benefit from the multiple opportunities 

of  ICT,  public  policies  are  indispensable. The market provides most of the ICT 

products  and  services  needed to  obtain  these  benefits. The  best  way  in  which  to 

describe the benefits of ICT is to use terms that the owners are familiar with, such as 

rate  of  sales  growth,  market  share,  return  on  investments,  cost  reduction,  and  the 

development of new products or markets. 

The  spread  and  adoption  of  information  and  communication  technologies 

throughout  the  world  have  been  phenomenal  during  the  past  decade.  More  people 

than  ever  are  using  fixed  and  mobile phones  and  accessing  the  Internet  with  the 

wealth of information and applications it provides (United Nations, 2009). 

As  economies  in  the  world  develop, transitioning  from  commodity-based 

approaches  to  value  added  manufacturing information  is  vital  for  sustainable 

development. Appropriate use of high technology products is a gateway for successful 

economic  transition.  Developing  countries must  properly  utilize  information  and 

communication technologies in their socio-economic development because these tools 

can  function  as  significant  productive  and  economic  forces.  Unfortunately,  the 

obstacles  faced  by  developing  countries  often  hinder  their  progress  in  these  areas   

(United  Nations,  2009).  Small  and  medium  enterprises  play  a  vital  role  in  the 

country's economic development.  

Information  communication  technology  is  one  of  the  key  tools  to  support 

business  success.  ICT  includes  the  very basic  means  of  communication,  such  as 

telephone,  facsimile,  and  the  Internet  in the  context  of  Micro,  Small  and  Medium 

Enterprises (MSMEs) in developing countries. ICT can also assist firms in sustaining 

their  competitive  advantage  by  responding  immediately  to  external  business  parties, 

especially customers. Gera and Gu (2004) have suggested that ICT is playing a key 

role  in  increasing  the  customer  relationship  practice  through  communication  with 

clients, sales forces in the field that are supplemented by interactive websites, and call 

centers.  Other  evidence  is  found  in  the  survey  of  managers  and  case  literature 

reporting  that  the  most  important  reason  for  ICT  is  product  quality  improvements, 

particularly,  customer  service,  timeline,  and  convenience  (Bresnahan  et  al.,  2002). 

Therefore, the benefits of ICT usage and means of improvement can lead to a positive 

impact on firm performance (Arvanitis, 2005).  
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   There  are  different  views  among researchers  and  scholars  on  ICT, 

entrepreneurial networks and business performance. ICTs  can  benefit  SMEs.  ICT 

increases  productivity,  it  increases  efficiency,  it  connects  SMEs  more  easily  and 

cheaply  to  internal  and  external  contacts  (Chyau,  2005).  The  information  revolution 

has  transformed  the  way  in  which  modern  businesses  are  conducted.  ICTs  have 

enabled people to exchange large amounts of information quickly and cheaply. Braun 

(2010) has stated that ICT adoption encompasses a series of separate yet interrelated 

components,  for  example,  electronic  mail  (email),  the  Internet,  the  Web,  and  e-

commerce, which can be adopted in a variety of social and business settings. 

 Locke (2004), in his study of ICT adoption and SME growth in New Zealand, 

explained  that  increased  profitability,  as  a  proxy  for  growth,  is  most  strongly 

correlated with ICT usage.  Although a positive relationship is considered likely, and 

detectable in the data gathered, it cannot be separated from other influences.  Factors 

such  as  the  level  of  ICT  understanding  of the  owner/managers  and  increases  in  the 

number  of  employees,  are  similarly  positively  correlated.  Accordingly,  it  becomes 

increasingly  difficult  to  sustain  a  causality  linkage  between  increased  ICT  use  and 

growth. 

 Basant,  Commander,  Harrison  and  Menezes-Filho  (2006)  have  stated  that 

there  is  now  a  large  and  growing  literature  on  the  impact  of  ICT  and  associated 

changes in working practices on productivity. It is now widely accepted that ICT has 

had  important  and  positive  implications for  both  productivity  and  output  growth. 

There  is  evidence  and  the  small  body  of available  evidence  suggests  that  ICT 

adoption  has  accelerated  over  the  past  five  years  and  that  ICT  may  exert  a  positive 

impact  on  some  adopters’  performance.  For  example,  a  recent  World  Bank  (1999b) 

study reports the correlations between a simple measure of ICT use and a number of 

performance indicators, including growth in sales and employment and re-investment, 

suggesting  that  there  is  some  evidence  of ICT  use  being  associated  with  enhanced 

performance. 

Thai  OTOP  is  also  characterized by  the  positive  use  of  information  and 

communication  technology  for  sales  strategies.  The  Thai  government  has  promoted 

endeavors  to  develop  and  use  websites for  administrative  and  economic  activities 

since  early  2000.  For  the  purpose  of    promoting  OTOP,  “Thai    Tambon    dot    com”  
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has  been  developed jointly by the Ministry of Interior, the Ministry of  Commerce,  

the Ministry  of  Agriculture and Cooperatives, the Bangkok Metropolitan  Authority, 

True  Corporation,  TOT,  and  Internet  Thailand,  Ltd.  This  website  is  a  non-profit 

venture,  which  offers  information  on  the  Tambon,  which  is  based  on  a  large  and 

comprehensive data base.  

The  information  covers  location  maps,  features  of  local  occupation  groups, 

OTOP products, and links to many export companies. The government has introduced 

e-commerce  for  OTOP  products.  As  of  December  2006,  it  listed  23,470  OTOP 

products (63,650 items) from 7,405 Tambons. Nearly 44% of OTOP 5-star winners in 

2006 have English websites. These websites of entrepreneurs are linked to exporters. 

Additional  information  on  tourism,  hotels, and  restaurants  in  each  Tambon  is  also 

provided. Another website, thaiotop.com, has been developed and it is quite popular 

among OTOP entrepreneurs and customers (Systech Co., Ltd., 2009). 

At  present  CDD  helps  entrepreneurs  to  have  knowledge  of  how  to  construct 

websites  and  use  ICT.  The  OTOP  entrepreneurs,  who  have  the  potential  to  have 

websites, develop the websites and use them to promote their products. The websites 

are in Thai, Chinese, Japanese, and English. The CDD has developed thaitambon.com. 

When  the  government  changed,  thaitambon.com  stopped  for  a  while  and  now  the 

CDD  has  developed  otoptoday.com.  The  important  thing  is  that  the  CDD  wants  to 

train its staff to have knowledge about using ICT so that they can have the ability to 

train  OTOP  entrepreneurs.  Some  OTOP  entrepreneurs  can  create  websites  by 

themselves.  Another  thing  is  that  there  is  cooperation  between  CDD  and  other 

government and private enterprises such as TOT, CAT, Thai Post, Krung Thai Bank, 

and True, to have MOUs to develop e-commerce.   

Figure  2.3  explains  how  ICT  infrastructure  and  access,  intensity  of  ICT  use, 

and  ICT  capability are  related  to  ICT  impact  according  to  the  International 

Telecommunication Union (ITU) (2009).  
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Figure 2.3  The Three-stage Information Society Model Adopted by IDI 

Source:  International Telecommunication Union (ITU), 2009. 

 

   The 2001 OECD ministerial report, "The New Economy: Beyond the Hype," 

concluded  that  information  and  communications  technologies  (ICT)  are  important, 

with  the  potential  to  contribute  to  more rapid  growth  and  productivity  gains  in  the 

years  to  come.  Both  the  2001  and  2002  OECD  ministerial  meetings  reiterated  the 

importance of ICT for growth performance and requested that the OECD continue its 

work in this area. A request for further work on ICT and business performance was 

also made to the OECD in the autumn of 2001 by U.S.-Secretary of Commerce, Mr. 

Evans. There  is  evidence  from  many  firm-level  studies,  and  from  many  OECD 

countries, that ICT use has a positive impact on firm performance (OECD, 2003). 

 

  2.1.2  Impact of Entrepreneurial Networks on Business Performance  

Promoting  networks  has  become  a  key  aspect  of  UK  and  indeed  European 

SMEs support policy in the 1990s (Institute of Public Policy Research (IPPR), 1997). 

In  the  academic  context,  “networks”  and  “networking”  have  become  the  major 

language of discourse in viewing how businesses connect their environments (Curran 

and  Blackburn,  1994).  Yet,  as  pointed  out by  Curran  and  Blackburn,  there  is  much 

confusion surrounding the notion. The basis of the network concept probably lies in 

anthropology  (Layton,  1997).  It  is  recognized that  the  notion  as  applied  to  small 

business can be characterized in a number of ways as: normal to business to business 

relationships; transactional relations; inter-business co-operation; public sector  support; 
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commercial  service  delivery;  and  the  operation  of  regulatory  agencies  and  family 

network. The idea seems to persist that these can be viewed somewhat independently 

of each other and of the notion of business as an organization dealing holistically with 

a  task  environment.  Networking  and  the  know-who  that  goes  along  with  it  are  the 

very  essence  of  entrepreneurial  activity  and  small  business  management  and  are 

fundamentally related to the survival and growth of business. It is critical to the firm’s 

transactions costs and the development of its credibility with its community (Carney, 

1998) 

  Researchers  and  scholars  have  different  views  on  the  definition  of 

entrepreneurial networks. Powell (1990) has stated for example that networks can be 

defined  as  reciprocal  patterns  of  communication  and  change. Dean,  Holmes  and 

Smith  (1997)  have  also  explained  that  networks  refer  to  “the  coming  together”  of  a 

group of enterprises or people to use their combined talents and resources in order to 

achieve results which would not have been possible if they operated individually. 

  2.1.2.1  Social network theory    

Social network theory consists of nodes and ties (links). Nodes are the 

individual  actors  within  the  networks,  and  ties  (links)  are  the  relationships  between 

the actors.  Research in a number of academic fields has shown that social networks 

operate on many levels, from families to the level of nations, and play a critical role in 

determining  the  way  in  which  problems  are  solved;  organizations  are  run,  and  the 

degree to which individuals succeed in achieving their goals (Wikipedia, 2010b). 

Social  network  theory  is  a  social science  concept  that  discusses  the 

connection  and  relationship  in  a  social  structure  (Kadushin,  2004).  The  theory  that 

emerged in the late 19th century attempts to find something that might connect people 

in  their  groups  or  communities.  According to  Brass  (1992)  a  social  network  is  a 

genetic  way  in  which  a  set  of  nodes  or actors  is  connected  by  a  set  of  social 

relationships, ties, or a special type of ties. The term “network” is generally used for 

the  structure  of  ties  among  the  actors  in  a  social  system  (Nohria  and  Eccles,  1992). 

These  actors  could  be  roles,  individual persons,  organizations,  kinship,  authority, 

economic exchange, information exchange, or anything else that forms the basis of a 

relationship. 
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Coleman  (1988) and  Putnam  (1993)  have  stated  that  superior  productivity 

does not just mean relying on resources such as things and people, but also on social 

relations among people. Bowling (1991) mentioned that a social relation, also known 

as  social  network,  can  be  defined  as  a set  of  linkages  among  an  identified  group  of 

people  the  characteristics  of  which  have some  explanatory  power  over  the  social 

behaviour of the people involved. 

Premaratne  (2002)  defined  networks  as  personal  relationships  between  an 

entrepreneur  and  his/her  external  actors. These  external  actors  (or  outsiders)  can  be 

individual  or  organizations  and  are  not directly  employed  by  the  entrepreneur. 

Networking is important for developing entrepreneurship, as it enables entrepreneurs 

to  develop  relationships  with  the  outside world.    These  relationships  in  turn  help 

entrepreneurs  to  achieve  their  goals  and  may  provide  special  assistance  to  them  in 

small businesses, despite the fact that they usually have limited resources relative to 

larger businesses. 

Taylor, Jones and Boles (2004) have claimed that networks have the potential to 

facilitate  collective  action  for  mutual  benefit.  Goudis  and  Skuras  (2000)  stated  that  a 

network is a structure where a number of nodes  (entities)  are  related  to  each  other  by 

specific  threads  (links).  Both  threads  and  nodes  are  loaded  with  regard  to  resources, 

knowledge, and understanding as a result of the complex interactions, adaptations, and 

investments within and among firms over time. Networking is then a social construction 

that exists only as a result of the individual’s understanding and use of the network. 

Wikipedia  (2010b)  explained  that  entrepreneurial  networks  can  be  seen  as  a 

social organization that potentially offers different types of resources to start, improve, 

or  sustain  entrepreneurial  projects.  The  goal of  most  entrepreneurial  networks  is  to 

combine a broad selection of professionals and resources in order to complement each 

other’s endeavour. 

  It  can  be  acknowledged  that  a  network is  a  structure  where  a  number  of  nodes 

(entities) are related to each other by specific threads (links or ties).  Threads and nodes 

are loaded with regard to resources, knowledge, and understanding as a result of complex 

interactions, adaptations, and investments within and among firms over time. Networking 

is a social construction that exists only as a result of the individual’s understanding and 

use  of  the  network. An  entrepreneurial  network  is  the  network  where  entrepreneurs 
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communicate  and  establish  relationships  among  themselves  with  combined  talents  and 

different kinds of resources in order to achieve their goals for mutual benefit. 

2.1.2.2  Entrepreneurial network theory 

According  to  the  literature  review, it  is  evident  that  entrepreneurial 

networks are established for a specific reason. The proposition is that entrepreneurial 

networking is characterized by a specific goal. Aimless networking would take place 

without a specific goal. The question of specific goals would differ from one business 

environment to another and from country to country (O’Neill et al., 2007). 

Entrepreneurial  networks  are  composed  of  three  types  of  networks: 

social  networks,  supporting  networks,  and inter-firm  networks  (Premaratne,  2002). 

Social networks consist of actors such as family members, friends, and acquaintances.  

Supporting  networks  consist  of  supporting  agencies  such  as  government  agencies, 

banks,  and  non-government  organizations. Inter-firm  networks  include  other 

enterprises, both large and small firms.  The actors in supporting agencies and inter-

firm networks are organizations. They are identified as organizational networks.   The 

relationship  between  entrepreneurship, interpersonal  networks,  and  business 

performance is shown below in Figure 2.4 below:    

   

                           

   

 

Figure 2.4  Relationships Between Entrepreneurship, Interpersonal Network, and 

Business Performance  

Source:  Premaratne, 2002. 

 

Entrepreneurial  networks  are  very  important  for  supporting  the 

channeling of resources and they are able to direct not only resources but also influence 

business  performance.  Braun  (2010)  has  explained  that  when  favourable  network 

conditions  are  present,  participation  in  an  SME  virtual  cluster  is  likely  to  produce 

economically beneficial outcomes.  

The  network  is  considered  to  be  one  of  the  essential  factors  in  the 

business success of different gender headed firms. Networks refer to the collection 

Entrepreneurship Interpersonal Network Business Performance 



 
 

27

of  actors  joined  together  to  share  useful  information/knowledge  with  other 

members, to achieve mutual understanding, and to develop a firm base for mutual 

trust  that  may  eventually  lead  to  collaboration  to  achieve  actors  individual  and 

collective goals (Kumon, 1992). Network theory suggests that the ability of entrepreneurs 

to gain access to resources not under their control in a cost effective way through 

networking  can  impact  the  success  of  a  business  venture  (Zhao  and  Aram,  1995). 

Benefits  are  embedded  within  networks  and  therefore  can  influence  firm 

performance. 

Buttler,  Brown  and  Chamornmarn  (2003)  have  stated  that  entrepreneurs 

value  the  information  they  receive  from  their  networks  with  the  model  they 

developed,  which  incorporates  personal and  business  networks  and  firm  action 

and  performance  based  on  the  existing  literature.  It  explores  the  link  between 

information  and  entrepreneurial-type action,  and  action  and  performance.  The 

model is shown in Figure 2.5. 
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Figure 2.5  Model of Entrepreneurial Behavior in a Network  

Source:  Buttler et al., 2003. 

 

 In  a  network,  the  flows  between  objects  and  actors  and  exchanges,  which 
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motivation, and cooperation, can lead to very important ties (Kadushin, 2004). In all 

environments,  entrepreneurs  must  build reputation-enhancing  relationships  with 

outside resource providers that are willing to share valuable information, technology, 

and finance. 

 Oliver’s  (1990)  business  networking model  includes  necessity,  asymmetry, 

reciprocity,  efficiency,  stability,  and  legitimacy  as  the  motives  behind  building 

business  networking  which  has  been  successfully  tested  in  different  organization 

settings.  This  indicates  that  the  driving  factors  in  building  business  networking 

originate  from  the  motives  or  relative  advantages  of  it.  A  positive  relationship  in  a 

business network would then eventually lead to business success for SMEs. Figure 2.6 

shows  the  relationship  between motives,  building  business  networks,  and  SME 

business success. 

 
      Motives: 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.6  Relationship Between Motives, Building Business Networks, and SME 

Business Success  

Source:  Oliver, 1990. 
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Thailand  developed  a  model,  an  adaption  of  which  is  shown in  Figure  2.7.  Their 

research  indicated  that  there  is  a  relationship  between  networking,  growth  rate,  and 

sales volume. 

  

 

 

 

  

 

 

 

 

 

Figure 2.7  Relationship Between E-networking, Growth Rate, and Sales Volume  

Source:  Adapted from Sukasame and Lee, 2011. 

 

The strength of the ties among network members is another important network 

characteristic (Cromie, Birley and Callaghan, 1993). It defines the intensity and quality 

of relations, and is often associated with the age of contacts, homogeneity, frequency of 

interactions,  and  emotional  involvement.  In  that  respect,  network  ties  can  be 

categorized as strong or weak. Strong ties are important for their social support and help 

in solving problems. They are ties to persons or enterprises that are relatively familiar. 

Female  entrepreneurs  being  perceived  to  be  more  inclined  to  emotional  involvement, 

and their network composition largely focused on kinship members.  

Kinunda-Rutashobya (2011), in their research on networks, social relationships, 

and  entrepreneurial  outcomes  in  Tanzania,  have  stated  that  female  entrepreneurs 

networks  differ  from  those  of  male  entrepreneur  networks,  both  in  terms  of 

composition, size, characteristics, and in terms of the way in which they are exploited in 

order  to  gain  informational  resources  for  business  development  and  growth.  When 

compared to their male counterparts, female entrepreneurs will have a relatively larger 

proportion of strong ties than weak ties in their networks.  Their model illustrates that 

the  gender  of  the  SME  entrepreneur  is  the  main  determinant  of,  and  has  a  direct 

E-networking  

 E-service 
Quality 

Ease of Use 

Successful E-commerce 
Entrepreneurs 

- Growth Rate 
- Sale Volume 
- Business Stability 
- Customer Acceptance 
- Overall Satisfaction 

 Government 
Support 



 
 

30

influence on, the characteristics of the network that the entrepreneur is likely to have. 

The model is shown in figure 2.8. 
  

 

    

  

Figure 2.8  A Model Linking Gender and Network Characteristics  

Source:  Kinunda-Rutashobya, 2011. 

 

It is believed that the potential benefits derived from networks include better 

information,  and  added  credibility  and exchange  relationships  (Cooper,  2002). 

Networking  also  allows  entrepreneurs  to  access  various  resources  and  opportunities 

that  contribute  to  business  growth  (Reese  and  Aldrich,  1995).  Also,  Steier  and 

Greenwood (2000) have testified to the importance of networkings in entrepreneurial 

success and economic development, and Donckels and Lambrecht (1995) have argued 

that successful firms depend on supporting networks. 

 

  2.1.3  Impact of Personal Characteristics on Business Performance  

 In  the  study  of  gender,  personal  values,  strategies,  and  small  business 

performance in a Ghanaian case study by Boohene, Sheridan and Kotey (2008), they 

explained the influence of gender on the performance of small businesses in Ghana by 

exploring the impact of personal values on business owners’ choice of strategies. The 

results  suggested  that  there  are  gender  differences  in  personal  values,  which  lead  to 

different strategies adopted by women and men, which in turn influence performance, 

as shown in Figure 2.9. 
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Figure 2.9  Relationship Between Gender and Business Performance  

Source:  Boohene et al., 2008. 

 

 Variables  thought  to  be  related  to  business  performance  have  to  do  with  the 

social  and  psychological  characteristics  of  the  entrepreneur,  such  as  age,  education, 

experience,  willingness  to  work,  and  the ability  to  deal  with  consumers  and 

employees (Hand, Sineath and Howle, 2011).  

Age and years of formal education have also been shown to correlate with the 

business  performance  of  entrepreneurs.  Dolinsky,  Caputo,  Pasumarty  and  Quazi   

(1993) suggested that less-educated entrepreneurs may face financial or human capital 

constraints which limit their business pursuits. Box, Watts, and Hisrich (1994) found 

that  the  entrepreneur’s  years  of  prior  experience  in  the  industry  are  positively 

correlated  with  firm  performance.  This  was  supported  by  Schiller  and  Crewson 

(1997),  who  found  that  the  dominant  predictors  of  success  for  entrepreneurs  are 

industry experience and years of self-employment.  

 

  2.1.4  Impact of Business Characteristics on Business Performance 

  Wijewardena  and  Tibbits  (1999)  acknowledged  that  the  size  of  the  firm  has 

been included in most previous studies on small business success as a key factor. 

 Islam  and  Khan  (2011),  in their  research  on  effect  of  entrepreneur  and  firm 

characteristics  on  the  business  success  of small  and  medium  enterprises  (SMEs)  in 

Bangladesh, stated that the size of the enterprise reflects how large an enterprise is in 

employment terms. They stated that McMohan (2001) found that enterprise size was 

significantly linked to better business performance.  
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 Another important study on small business success, this time in Turkey, was 

carried  out  by  Ahmet  in  1995.  He  measured business  performance  in  terms  of  size 

(number  of  employees)  and  sales  growth. His  research  also  stated  that  product 

diversification  and  financial  management  appeared  to  be  significant  factors 

influencing  sales  growth  as  another  performance  measure  of  business  success. 

Additionally,  the  experience of  the  owner  and  the  age of  the  company  were  not 

significant  factors  in  explaining  either  the size  of  the  firm  or  sales  growth  as 

performance measures. 

 Roper  (1999)  in  his  research  on  the  analysis  of  small  business  performance 

mentioned that there exist common linkages between business characteristics, market 

position  and  performance.  In  the  context  of  the  distinction  between  market  and 

product  expansion,  Nelson  and  Winter’s  (1982)  routine-based  view  of  growth 

suggests  that,  all  other  things  being  equal, market  expansion  will  be  easier  and  will 

lead to more rapid organizational growth than product expansion.  

The  literature  review  above  indicates  that  various  research  efforts  have  been 

undertaken  to  identify  the  factors  affecting  the  successful  business  performance  of 

entrepreneurs. The literature emphasized that there are variables, such as gender, age, 

education, work experience, type of product, number of employees, which is the size 

of the business, duration of the business, ICT knowledge, ICT usage and ICT benefit, 

social networks, supporting networks, inter-firm networks, sales growth, and market 

expansion and profit, which are important in the study of the business performance of 

small enterprises.  

 

2.2  Related Research 

 

Research studies have identified a number of important factors related to the 

business  performance  of  small  and  medium  enterprises.  The  following  are  prior 

research  findings  on  business  performance.  These  findings  on  the  major  and  sub-

variables that show the relationships to business performance are listed below.  

 

2.2.1  Personal Characteristics 

The  research  literature  suggests  that certain  relationships  exist  between 

gender, age, education, work experience, and business performance.  
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Storey (1994) and Duchesneau and Gartner (1990) in their research have stated that 

the  characteristics  of  entrepreneurs  or  owner-managers,  such  as  young  to  middle  age, 

education,  and  related  experience,  have  the  greatest  influence  on  the  growth  of  the  small 

business.   

Simpson, Nicki and Bellamy (2004) investigated the impact of education and 

prior knowledge and experience on the success of small businesses. They stated that 

education had a positive effect on this success. 

Box et al. (1995), in their study, explained that there are 4 factors which have 

a positive relationship with the business performance of Thai entrepreneurs. They are 

previous experience as a member of an entrepreneurial management team, number of 

previous starts, age, and scanning intensity.  

Hisrich  et  al.  (1997)  in  their  research stated  that  human  capital  (level  of 

education,  years  of  experience,  and  business  skill),  personal  goals,  and  strategy 

assessing  the  performance  of  men  and women  entrepreneurs  have  a  positive 

relationship with business performance. 

Thibault et al. (2002) mentioned in their research that demographic variables 

are  important  factors  related  to  the  sales performance  of  entrepreneurs  in  SMEs  in 

southwestern Ontario. 

Rose,  Kumar  and  Yen  (2006)  in  their  research  stated  that  the  entrepreneurs’ 

education  level,  working  experience,  and  their  parents’  business  have  a  positive 

relationship with their success. 

 

2.2.2  Business Characteristics 

Thibault  et  al.  (2002)  in  their  research recommended  that  the  age  of  the 

business,  operating  location,  business  structure,  and  number  of  employees  are 

important  factors  related  to  the  sales  performance  of  entrepreneurs  in  SMEs  in 

southwestern Ontario. 

 

2.2.3  ICT Adoptions 

Ssewanyana  and  Busler  (2007)  concluded  in  their  research  that  their    results 

revealed  that  the  adoption  and  usage  of  ICT  by  firms  in  developing  countries  

follow  the  same pattern as  in developed countries, and that they only differ  in  the  
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level  of  usage  and  adoption.  Firms  do  appreciate  the  contribution  of  ICT  to  their 

performance,  but  there  are  various  barriers  which  require  governments  to  adopt 

appropriate policies to address them.  

Thibault et al. (2002) proposed that use of technology is an important factors 

related to the sales performance of entrepreneurs in SMEs in southwestern Ontario. 

Locke  (2004)  concluded  in  his  research  that  rather  than  there  being  a  strong 

positive  relationship  similar  to  that  which  has  been  established  between  economic 

growth and investment in IT, the results for growth in terms of market share and sales 

levels  are  not  supportive  of  a  strong positive  correlation  for  individual  small 

businesses.  However, the findings relating to growth in profit are largely in line with 

expectations.    This  suggests  that  in  order to  promote  growth  in  the  profit  levels  of 

small NZ businesses, enterprises operating within the small business sector should be 

encouraged to have a high extent of Internet adoption and moderate levels of cellular 

phone adoption. Yet if growth in terms of either an increase in market share or sales 

levels is desired instead, the adoption of ICT and the level of implementation would 

be largely irrelevant.  

Locke  (2004)  also  stated  that  the  positive  association  between  growth  in 

profits and the adoption of cellular phones and the Internet within this sample of small 

NZ  businesses  is  relevant  to  the  policy  issues  concerning  how  to  encourage 

entrepreneurship and small business growth.  The type of growth a business is striving 

to  achieve,  and  the  type  of  growth  that policy  makers  want  to  encourage,  are  of 

particular importance.  Whilst ICT does not appear to have been particularly useful in 

boosting the market share or sales levels of a business, the results indicate that it has 

the potential to provide substantial cost-reducing benefits for its users.  Although sales 

are  not  necessarily  affected,  profits  tend  to  improve  when  high  use  is  made  of  the 

Internet and when moderate use is made of cellular phones. 

  The researcher would like to quote a few interesting cases that are worthy of 

attention.  These  cases  indicate  that  ICT  adoption  and  networks  bring  significant 

business performance to those enterprises which are involved in business. According 

to an OECD (2004) report, three enterprises have benefited from ICT, networks, and 

e-business.  
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The  First  Case:  Multi-user  Benefits in  Low-income  Areas  -  the  E-Choupal 

Experience in India  

ITC is one of India‘s leading private companies, with annual revenues of USD 

2  billion.  The  company  has  initiated  a  project  called  “E-Choupal”  which  places 

computers with Internet access in rural farming villages. The computers are linked to 

the Internet via phone lines or increasingly by VSAT connection. It serves an average 

of  600  farmers  in  10  surrounding villages  within  about  a  five  kilometers  radius.  E-

Choupal costs between USD 3,000 and USD 6,000 to set up and about USD 100 per 

year to maintain. The farmers can use the computer to assess daily closing prices on 

local  markets,  as  well  as  to  track  global price  trends  or  find  information  about  new 

farming techniques. They could also use the E-Choupal to order seeds, fertilizer, and 

other products such as consumer goods from the ITC or its partners, at prices lower 

than those available from village traders.  

Farmers  benefit  from  more  accurate  weighing,  faster  processing  time,  and 

prompt payment, and from access to a wide range of information, including accurate 

market price knowledge, and market trends, which helps them to decide when and at 

what  price  to  sell.  In  mid-2003,  e-Choupal services  reached  more  than  1  million 

farmers  in  nearly  11,000  villages.  The  E-Choupal  serves  as  both  a  social  gathering 

place for the exchange of information (choupal means gathering place in Hindi) and 

an e-commerce hub. What began as an effort to re-engineer the procurement process 

for  soy,  tobacco,  wheat,  shrimp,  and  other  cropping  systems  in  rural  India  has  also 

created  a  highly  profitable  distribution  and  product  design  channel  for  rural  India. 

(Faverie, 2004 quoted in OECD, 2004)  

The Second Case: A Magnet Manufacturer’s E-commerce Success  

Ni-roku  is  a  Japanese  magnet  manufacturer  with  12  employees,  which  was 

established in 1940. In September 1997, an employee created the company’s website. 

By  2000,  annual  e-commerce  sales  of  magnet  products  via  the  site  had  already 

reached more than USD 700,000, and the site has remained operational and generated 

revenue through 2004, although they no longer accept customers outside Japan.  

In 1996 a company employee bought a personal computer at his own expense 

to use the Internet. He convinced the manager to launch the company’s website. He 

consulted a small ICT service firm, which helped the company to create the Web page 

and took training to enable him to update it.  
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After  the  local  newspaper  covered  the  company’s  e-commerce  growth,  other 

small firms in the region were encouraged to engage in Internet e-commerce. 

The Third Case: An On-line Retailer with a Personal Touch  

West Country Violins, with three employees in East Devon (United Kingdom), is 

run by a husband and wife, Brian and Felicity Ward-Smith, who purchase, restore and sell 

French,  German  or  Italian  violins  from  the  18th,  19th,  and  early  20th  centuries.  Brian 

decided to use the Internet to reach a much wider market without radically increasing his 

overhead costs. After selling a couple of violins via an on-line auction, the couple started 

developing the company’s e-commerce site themselves.  

The website (www.westcountryviolins.com) shows high-quality, detailed photos 

of each instrument, allowing the on-line customer to examine the listed violins. It also has 

sound  clips  with  the  recorded  sound  of  each violin,  which  the  customer  can  listen  to 

through a desktop computer. The price of the instruments ranges from GBP 295 to GBP 

7,000.  The  package  is  delivered  by  Parcel  Force  International,  part  of  the  UK  Postal 

Service, with full insurance and a refund guarantee (minus shipping costs and bank/credit 

card charges) if the shipped instrument does not meet the  customer’s requirements.  

In  12  months  to  April  2001,  the  company’s  turnover  doubled  to  GBP  120, 

000, and it has continued to prosper. The site has attracted customers not only in the 

United  Kingdom  and  Ireland  but  also  throughout  the  world:  Australia;  Canada; 

Germany; Japan; Korea; Hong Kong, China, and the United States.  (UK E-Commerce 

Awards, 2004 quoted in OECD, 2004) 

 

2.3  Conceptual Framework and Hypotheses  

 

Based  on  the  literature  review,  a  theoretical  conceptual  frame  work  was 

constructed,  as  shown  in  figure  2.10.  Business performance  is  the  dependent  variable 

and (1) work experience, (2) number of employees, (3) information and communication 

technology  adoption,  and  (4)  entrepreneurial  networks  are  the  independent  variables. 

Information  and  communication  technology  adoption  was  constructed  with  ICT 

knowledge, ICT usage and ICT benefit, and entrepreneurial networks was constructed 

with  social  networks,  supporting  networks  and  inter-firm  networks.  Business 

performance was constructed with sales growth, market expansion, and profit.  
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According to the conceptual framework, the relationship among the dependent 

variable,  business  performance,  and  the  independent  variables,  work  experience, 

number of employees, ICT adoption, and entrepreneurial networks, can be explained as 

follows: 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Figure 2.10  Relationships Between Work Experience, Number of Employees, ICT 

Adoption, Entrepreneurial Networks, and Business Performance 

 

According  to  Figure  2.10,  business  performance  is  influenced  by  ICT 

adoption,  entrepreneurial  networks,  number  of  employees,  and  work  experience. 

Entrepreneurial  networks  is  influenced  by  ICT  adoption,  number  of  employees,  and 

work  Experience.  ICT  adoption  is  influenced  by  number  of  employees  and  work 

experience. 

From  the  conceptual  framework,  three structural  equations  are  proposed  as 

follows:   

 
Work Experience 
(EXPERIEN ) 

 

 
 Number of Employees 
(EMPLOYEE) 

 

Entrepreneurial Networks 
(ENETWORK) 
 
- Social Networks 
(SOCIALNET) 
- Supporting Networks 
(SUPPONET) 

- Inter-firm Networks 
(FIRMNET) 

Business Performance 
(BPERFORM) 
 
- Sales Growth 
(SALEGROW) 
- Market Expansion 
(MARKET) 
- Profit (PROFIT)  

 

ICT Adoption (ICT) 
 
- ICT Knowledge   
(ICTKNOW) 
- ICT Usage (ICTUSAGE) 
- ICT Benefit (ICTBENE) 
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1  Business  performance  is  more  likely  to  be  related  to  ICT  adoption, 

entrepreneurial networks, number of employees, and work experience. This  relationship 

is expressed in the following equation: 

BPERFORM =  f (ICT, ENETWORK, EMPLOYEE, EXPERIEN)  …...….(1) 

2  Entrepreneurial  networks  is  more  likely  to  be  related  to  ICT,  number  of 

employees,  and  work  experience.  This  relationship  is  expressed  in  the  following 

equation: 

ENETWORK  =    f (ICT, EMPLOYEE, EXPERIEN)   ..…….……… (2) 

3  ICT  is  more  likely  to  be  related to  number  of  employees  and  work 

experience.  This relationship is expressed in the following equation: 

ICT      =    f (EMPLOYEE, EXPERIEN)               ……….…….  (3) 

 

where:   BPERFORM  =     Business performance 

ENETWORK  =  Entrepreneurial networks 

ICT                  =         Information and Communication Technology 

Adoption 

EMPLOYEE  =   Number of Employees  

EXPERIEN  =   Work Experience  

 

Table 2.1  The Dependent, Independent, and Manifest Variables in the Research 

 

 
Variables 
 

 
Manifest Variables 

Dependent Variable 
 

1. Business Performance (BPERFORM) 

 
1. Sales Growth  (SALEGROW) 
 

2. Market Expansion (MARKET) 
 

3. Profit  (PROFIT) 
 
Independent Variables 
 

2. Information and Communication 
 

 Technology Adoption (ICT) 
 

 
1. ICT knowledge  (ICTKNOW) 
 

2. ICT usage (ICTUSAGE) 
 

3. ICT benefit (ICTBENE) 
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 Table 2.1  (Continued) 

 

  

 
Variables 
 

 
Manifest Variables 

3. Entrepreneurial Networks (ENETWORK) 1. Social Networks  (SOCIALNET) 
 

2. Supporting Networks (SUPPONET) 
 

3. Inter-firm Networks  (FIRMNET) 

4. Number of Employees (EMPLOYEE)    Number of Employees (EMPLOYEE) 

5.Work Experience (EXPERIEN) 
 

Work Experience (EXPERIEN) 

 

Hypotheses 

This research tests three hypotheses: 

1  Work experience, number of employees, entrepreneurial networks and ICT 

adoption  are  likely  to  be  positively  related  to  the  OTOP  entrepreneur’s  business 

performance.  

2  Work experience, number of employees, and ICT adoption are likely to be 

positively related to entrepreneurial networks.  
3  Work  experience  and  number  of  employees  are  likely  to  be  positively 

related to ICT adoption. 



 

CHAPTER 3 

 

    RESEARCH METHODOLOGY 

 

The  methodology  of  this  study  is  described  in  this  chapter.  It  explains  the 

design  of  the  study,  the  methods  used,  the population  and  sampling  procedure,  data 

collection,  operationalization  of  variables,  research  hypotheses,  and  method  of 

analysis. 

 

3.1  Methods Used   

 

This research is a survey research. The quantitative method was used as the 

main  approach  and  the  qualitative  method  by  using  in-depth  interviews  was 

adopted  for  explanation  of  the  research  results.  The  quantitative  and  qualitative 

methods were used for this study as the study needed to investigate the relationship 

of variables chosen for analysis.  

  

3.2  Population and Sampling Procedure 

 

  The  population  and  sampling  procedure for  the  quantitative  and  qualitative 

methods are as follows: 

 

3.2.1  Quantitative Method  

3.2.1.1  Population 

The  unit  of  analysis  in  this  study  is  the  individual  OTOP  product 

champion. The target population of this study is 3-5 stars’ OTOP product champion 

(OPC)  entrepreneurs  in  Bangkok  metropolis,  and  in  5  Bangkok  urban  provinces, 

which are (1) Nakornpathom, (2) Samutprakarn, (3) Nonthaburi, (4) Patumthani, and 

(5) Samutsakhon. There were 781 entrepreneurs as of July 2009 and these are shown 

in Table 3.1. 
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 3.2.1.2  Estimation of Sample Size and Sampling Procedure 

  This  research  has  adopted  the  proportionate  size  and  area  sampling 

from 3-5 star OTOP product champions. The size of sampling was calculated by using 

Taro Yamane’s Formula (Yamane, 1973) at 0.05 deviation levels. 

 

n                =         N             

               1+Ne2 

  n   =   sampling  size  

    N            =  population  =  781 

  e    =  error   =  0.05  

  n    =      781   =    264.78  

                     1+1.95 
 

The sampling size was 265 entrepreneurs. 
A  stratified  sampling  method  was  employed  in  order  to  obtain  equal 

representation of all entrepreneurs from 6 provinces in the following order.  

1)  Selection of the target provinces. The selected target populations are the 6 

provinces  which  have  considerable  density  of OTOP  entrepreneurs,  which  are  the 

Bangkok metropolis and 5 Bangkok urban provinces: (1) Nakorn Pathom, (2) Samut 

Prakarn, (3) Nonthaburi, (4) Patum Thani, and (5) Samut Sakhon.   

2)  Identify the amount of 3-5 star OTOP entrepreneurs in each province. There 

were  781  OTOP  entrepreneurs as  of  July  2009  and  these  are  allocated  in  Table  3.1  as 

follows. 

 

Table 3.1  Number of Enterprises in the Study Area 

 

No  Provinces OTOP entrepreneurs

1  Bangkok metropolis                                252 

2  Nakornpathom                               160 

3  Samutprakarn                               106 
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Table 3.1  (Continued) 

 

  

No  Provinces OTOP entrepreneurs

4  Nonthaburi                               120 

5  Patumthani                                 70 

6  Samutsakhon                                 73 

           Total                               781 

 

Source:  Systech Co., Ltd.  2009. 

 

3)  The calculation of the number of OTOP entrepreneurs in each province is   

shown in Table 3.2.   

 

Table 3.2  Proportionate Size and Area Sampling 

 

No  Provinces OTOP 

entrepreneurs 

Sampling 

1  Bangkok metropolis 252 85 

2  Nakornpathom 160 54 

3  Samutprakarn 106 36 

4  Nonthaburi 120 41 

5  Patumthani 70 24 

6  Samutsakhon 73 25 

           Total 781 265 

 

A total of 500 questionnaires were distributed to the OTOP entrepreneurs 

in  Bangkok  metropolis  and  five  urban  provinces  and  followed  up  the  progress 

with concern. Of the 479 questionnaires returned, 339, or 70.77 percent, were usable 

and  the  answered  questionnaires  contained  the  necessary  information  for  the  data 

analysis. For some of the missing data and information in the questionnaires, follow-

up telephone calls were used to collect, correct, and confirm the respective data and 

information  from  the  respondents.  Before using  the  data  for  analysis,  the  data 
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were screened – checking for errors, finding the errors in the data file, and correcting 

the  errors  in  the  data  file  (Pallant,  2005).  After  the  screening  process  the  data  were 

coded and keyed into the Microsoft excel data file and then exported to the SPSS data 

file for analysis. 

 

3.2.2  Qualitative Method      

 The  qualitative  method  was  conducted  through  in-depth  interviews.  By  in-

depth qualitative interviewing, it is meant repeated face-to-face encounter between the 

researcher and informants directed towards understanding informants’ perspectives on 

their  lives,  experiences,  or  situations  as expressed  in  their  own  words  (Taylor  and 

Bogdan,  1984).  The  researcher  conducted  a  series  of  extended  in-depth  interviews 

with knowledgeable and experienced government officials that were involved in the 

OTOP project and the entrepreneurs that were key informants and had received a 3-5 

star status to generate valuable data and information.  

   Purposive  sampling  was  applied  in  this  research.  From  the  group  of 

government  officials  and  OTOP  entrepreneurs,  respondents  that  were  responsible 

were  purposefully  selected  for  in-depth  interviews.  Purposive  sampling  and  also 

snowball sampling are acceptable kinds of samplings for special situations. Neuman 

(2000) has stated for example that the purposive sampling method, recommended for 

qualitative  studies,  enables  the  researcher to  use  his  or  her  judgments  to  select 

respondents  and  cases  that  are  particularly  informative.  Berg  (2001)  has  also 

explained  that  snowball  sampling  means  using  people  whom  the  original  informant 

introduces  to  the  researcher  as  persons that  can  also  vouch  for  the  legitimacy  and 

safety  of  the  researcher.  The  researcher  continued  the  in-depth  interviews  until  no 

new  conceptual  insights  were  generated.  This  procedure  was  based  on  the  research 

concept of Bloor and Wood (2006). 

 

3.3  Data Collection     

 

For  the  quantitative  method,  questionnaires  were  used  as  a  basis  for  the 

survey  approach  in  order  to  obtain  data  on  personal  characteristics,  business 

characteristics, data on information and communication technology (ICT) adoption 
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and  application,  entrepreneurial  networks  and  networkings,  and  data  on  business 

performance  from  the  respondents.  The  qualitative  research  was  conducted  through 

in-depth  interviews  of  government  officials  that  were  related  to  and  responsible 

for  the  OTOP  project  and  OTOP  entrepreneurs.  Details  of  the  data  collection 

process are as follows. 

 

3.3.1  Quantitative Method   

Before  developing  a  standardized  questionnaire  to  measure  the  variables  of 

interest,  a  series  of  semi-structured  interviews  with  business  owners  from  leading 

OTOP entrepreneurs was used to develop a survey instrument for the study. A pretest 

was conducted in December 2009 at the OTOP City Fair in Bangkok organized by the 

OTOP Steering Committee. A set of relevant questions were evolved, and a pretest of 

the  participating  entrepreneurs  was  conducted  to  verify  the  questionnaire.  The 

responses  indicated  that  a  few  additional corrections  were  required.  Follow-up  site 

visits  to  the  firms  were  made  to  review the  pretest  study  results  and  to  improve  the 

instrument.   

The improved and simple questionnaire was submitted to advising professors 

for  their  advice  and  comment.  According  to their  advice,  necessary  corrections  and 

changes were made. The questionnaire was finally approved. The letter of request to 

conduct the research was sent to the Director of the Academic Affairs of the Graduate 

School  of  Public  Administration.  A  letter of  introduction  to  collect  the  data  was 

obtained  prior  to  administrating  the  questionnaires  to  the  respondents.  The 

questionnaires  in  Thai,  together  with  the letter  from  the  Graduate  School  of  Public 

Administration  (GSPA)  NIDA  were  posted  to  the  respective  OTOP  entrepreneurs. 

The  researcher  followed  up  on  the  progress of  the  collection  of  questionnaires  by 

telephone. The researcher also tried to meet some of the entrepreneurs personally in 

order to explain to them about the data required for the study and to request that they 

answer all of the questions and complete the questionnaires.  

 A  structured  questionnaire  was  used  as a  basis  for  the  survey  approach  in 

order  to  obtain  information  on  the  biographical  particulars,  typical  behaviour, 

opinions,  beliefs,  convictions  and  attitudes  of  the  respondents.  The  questionnaire 

design  was  based  on  the  literature  review. The  questions  in  the  questionnaire  are 

grouped into five sections: 
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Section  1  Personal  characteristics:  The  questions  were  primarily  of  a 

classification  nature  and  aimed  at  providing  information  on  the  background  of  the 

entrepreneur.  

Section 2  Business  characteristics: The  questions  were  primarily  of  a 

classification nature and aimed at providing information on business characteristics. 

Section  3   ICT adoption: Structure and content of the ICT. Three sub-sections 

dealt with ICT knowledge, ICT usage, and ICT benefits. 

Section  4  Entrepreneurial networks: Structure and content of the entrepreneurial 

networks.  Three  sub-sections  dealt  with social  networks,  supporting  networks  and 

inter-firm networks.    

Section  5   Business  performance:  Three  sub-sections  dealt  with  sales  growth, 

market expansion and profit.  

 

3.3.2  Qualitative Method   

This  research  applied  the  qualitative  technique  by  using  in-depth  interviews 

and personal contacts for primary data collection. The researcher approached certain 

government  officials  that  were  considered  experts  in  the  Community  Development 

Department  in  order  to  obtain  access  to  the  knowledgeable  and  experienced  key 

informants that could provide relevant data. They introduced the researcher to the key 

informants. The key informants not only allowed the researcher to conduct in-depth 

interviews but also guided the researcher towards other government officials in their 

and other related departments that were involved in the OTOP project.  

These government officials also introduced the researcher to key entrepreneurs 

for in-depth interviews. Appointment and confirmation by telephone for the in-depth 

interviews were carried out before the event. In-depth interviews were conducted in 

the officers’ rooms or in the meeting rooms. A written letter from the GSPA at NIDA 

requesting permission to collect data was presented to each respondent before every 

interview.  Notes  were  taken  and  permission  for  voice  recording  was  requested.  On 

average the in-depth interview lasted an hour. 

  A  series  of  semi-structured  questions  was  developed  in  order  to  interview 

government officials and OTOP entrepreneurs. The set of open-ended questions, which 

was prepared to guide the qualitative data collection, is shown in Table 3.3-3.4. 
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Table 3.3  In-depth Interview Guide for OTOP Entrepreneurs 

 

Questions Note

The interview guide was designed as follows: 

1.  Information on leading 3-5 star OTOP Product Champion 

(OPC) Entrepreneurs 

       1.1 Name …………………………………. 

       1.2 Position ………………………………. 

2. Business Characteristics 

 Type of business  ……………………………… 

 Type of product  ……………………………… 

 Duration in business    ……………years 

 Number of employees    ……………persons 

 Market      [   ]  Domestic  [   ] Export 

3.  What are the problems you have as an entrepreneur in doing 

business? 

4. What kinds of support are needed from the government? 

5. What are the success factors in your business? 

6. What kind of ICT and networks do you use in doing business? 

7. What kind of supports do you need for contacting network 

actors? 

- Social networks 

- Supporting networks 

- Inter-firms networks 

 

 

Table 3.4  In-depth Interview Guide for Government Officials 

 

Questions Note

The interview guide was designed with 7 questions as follows: 

1.  Information on government officials 

       Name……………….Position……………. 

       Responsibility............................................. 
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Table 3.4  (Continued) 

 

Questions Note

2. What is the government’s support for the OTOP 

project? 

3. How successful is the government support? 

4. What are the issues and problems arising from the 

support? 

5. What are the solutions offered for these problems, and 

future plans and policies? 

6. What kind of ICT and networks do you provide for 

OTOP entrepreneurs? 

7. What kind of support you provide for OTOP 

entrepreneurs to contact the network actors? 

  

 

3.4  Operationalization of Variables    

 

 3.4.1  Dependent Variable  

 Business  performance  has  been  defined  as  the  dependent  variable  in  this 

research.  It  refers  to  the  performance  of  the  business  and  can  be measured  by  sales 

growth,  market  expansion  and  profit.  The sales  growth  of  the  entrepreneurs  was 

measured  by  present  sales  performance. Market  expansion  was  measured  by  the 

increase  in  the  number  of  customers.  Profit  was  measured  by  the  present  financial 

results  (see  questions  No.  34-39).  Operationalized  definitions  and  measurements  of 

dependent variable are shown in Table 3.5. 
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Table 3.5  Measurement of the Dependent Variable – Business Performance 

 

Variable  Operationalized  
measures 

Question 
Number  

Dependent Variable 

 

Business Performance 

(BPERFORM)  

 

 

 

- Sales Growth (SALEGROW) 

- Market Expansion  (MARKET) 

- Profit (PROFIT) 

 

 

34 and 37 

35 and 38 

36 and 39 

 

 3.4.2  Independent Variables 

  The  independent  variables  are  (1)  personal  characteristics  (2)  business 

characteristics (3) information and communication technology (ICT) adoption and (4) 

entrepreneurial networks.  

3.4.2.1  Personal  characteristics are  an  economic  and  sociological 

combined  total  measure  of  gender,  age,  education,  and  work  experience.  (see 

questions No. 1-4). 

3.4.2.2   Business characteristics refer to the nature of the business that 

encourage  entrepreneurs  to  become  involved  in  business  activities.  They  consist  of 

type of products, level of OTOP stars, number of employees, and duration in business. 

(see questions No. 7-10). 

3.4.2.3   Information  and  communication  technology  adoption  is  the 

implementation  of  the  technology  to  receive,  process,  and  send  out  information. It 

consists of ICT knowledge, ICT usage and ICT benefits. (see questions No. 12-19) 

3.4.2.4   Entrepreneurial networks are the networks where entrepreneurs 

communicate  through  networking  and  establish  relationships  among  them with 

combined talents and different kinds of resources in order to achieve their goals with 

mutual benefits. They consist of social networks, supporting networks, and inter-firm 

networks. (see questions No. 20-33). 

  Operationalized  Definitions  and  Measurements  of  Independent  variables  are 

shown in Table 3.6.   
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Table 3.6  Measurement of Independent Variables – Personal Characteristics, 

Business Characteristics, ICT Adoption, and Entrepreneurial Networks 

 
Variables   Operationalized  

measure 
Question 
Number  

Independent Variables 

1. Personal Characteristics   

    (PCHARACT) 

 

 

 

- Gender  (GENDER) 

- Age  (AGE) 

- Education (EDU) 

- Work Experience (EXPERIEN) 

- Type of group: Manufacturer group / 

Entrepreneur (ENTRE)  

- Position (POSITION) 

 

1 

2 

3 

4 

5 

 

6 

2. Business Characteristics  

    (BCHARACT) 

 

 

 
- Type of Product (TYPEPRO) 

- Level of Stars (OTOP Product 

Champion: OPC) (STARS) 

- Number of Employees (EMPLOYEE) 

- Duration of Business (DURATION) 

- Number of Members (MEMBER) 

 
7 

8 

 

9 

10 

11 

3. ICT Adoption (ICT) 

3.1 ICT Knowledge 

(ICTKNOW) 

 

3.2 ICT Usage 

(ICTUSAGE) 

 

 

 

 

- Have Information and Communication 

Technology (ICT) knowledge 

- Have received ICT training 

- Usefulness of the ICT in business 

- Frequency of ICT used in 

communicating with customers  

- Frequency of ICT used in 

communicating with suppliers 

 

12 

 

13 

14 

 

15 

 

16 

3.3 ICT Benefit 

(ICTBENE) 

 

- Benefits received from ICT adoption  

- Benefited from ICT application in 

business operation 

- Government support for ICT adoption 

17 

18 

 

19 
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 Table 3.6  (Continued) 

 

    

Variables   Operationalized  
measure 

Question 
Number  

4. Entrepreneurial  

    Networks (ENETWORK) 

4.1 Social Networks 

(SOCIALNET)  

4.2 Supporting 

Networks (SUPPONET)  

4.3 Inter-firm Networks 

(FIRMNET)  

- Frequency of contact for advice on 

business or ideas in the previous year  

- The importance of information 

received from the groups 

- The importance of persons and 

organization for business support – 

skills, training & business 

opportunities  

- The importance of persons and 

organization for business support – 

money, building, place 

 - Supports received from family 

members  

 - Supports received from friends 

- Supports received from acquaintances 

(teachers, professional, etc.) 

- Supports received from government 

agents/agencies 

20 

 

21 

 

22 

 

 

23 

 

24 

25 

26 

 

27 

 

 - Supports received from Banks/Finance 

- Supports received from Provincial 

Industrial Council 

- Supports received from Non Government 

Organizations (NGOs)  

- Supports received from other firms. 

- Kind of benefits got from networking 

- The important factors that make 

networking successful 

28 

29 

 

30 

 

31 

32 

33 
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3.5  Methods of Analysis  

 

  All  data  were  analyzed  by  using  the  Statistical  Package  for  Social  Science 

(SPSS) version 15.0 program.  

 

 3.5.1  Descriptive Statistics 

  Descriptive  statistics  were  used  to  examine  the  overall  sample’s  characteristics. 

Frequency,  percentages,  means  and  standard  deviation,  minimum  and  maximum, 

were used to describe the data. 

 

  3.5.2  Crosstabulation Analysis 

  The hypothesis relationships between the independent variables and dependent 

variable were analyzed with the use of crosstabulation, Pearson correlation, and chi-

square test. Correlation matrix is used to test the degree of relationship between the 

characteristics  and  profile  factors,  the  characteristics  and  internal  factors,  and  the 

characteristics and external factors.   

 

  3.5.3  Multivariate Analysis 

3.5.3.1  Regression Analysis 

Regression  analysis  was  the  statistical  technique  used  to  analyze  the 

possible causal relationships between more than two variables at a time. It was used to 

analyze the possible causal relations between the four independent variables and the 

one dependent variable in this research. 

3.5.3.2  Path Analysis 

Path analysis is used to verify the relationships between the dependent 

variable and independent variables.  

 

3.6  Validity and Reliability 

 

  3.6.1  Validity Construct 

  For  the  construct  validity,  the  most  common  approach  is  to  conduct  a  factor 

analysis of each construct or factor to check for unifactoriality (Churchill, 1979). In 
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establishing  construct  validity,  factor  analysis  can  play  a  valuable  role  in  the 

validation  of  constructs.    Hair,  Anderson,  Tatham  and  Black  (1998)  described  how 

factor analysis can identify sub-dimensions by grouping variables based on item inter-

correlations.  Factor  loading  indicates  the  correlation  between  variables  and  factors. 

Variables with high loadings in the same factor form a group.  A factor loading value 

of  0.50  and  higher  is  regarded as  good  and  significant,  and 0.45  as  fair  (Hair  et  al., 

1998). 

 

  3.6.2  Reliability Construct 

  In the case of reliability analysis, Cronbach’s alpha, which measures internal 

consistency,  was  employed.  Cronbach’s  alpha  coefficient  is  one  of  the  most 

commonly  used  indicators  of  internal consistency.  Ideally,  the  Cronbach’s  alpha 

coefficient  of  a  scale  should  be  above 0.70.  Cronbach’s  alpha  values  are,  however, 

quite sensitive to the number of items in the scale (Pallant, 2005). 

 In this research, the researcher was not able to obtain secondary data on profit, 

market expansion, or sales growth. It is difficult to collect data on financial statements 

because OTOP enterprises are small and the OTOP entrepreneurs did not have formal 

reports or accounts. This was found to be a limitation in this research.  



 

CHAPTER 4 

 

RESEARCH FINDINGS 

 

This  chapter  presents  an  analysis  of  the  data  collected  and  presents  the 

findings  of  the  study  in  relation  to  the  purposes  of  the  research.  The  purpose 

guiding  this  study  was  to  determine  the  relationship  of  ICT  adoption  and 

entrepreneurial networks and the business performance of OTOP entrepreneurs. 

The  chapter  is  divided  into  two  sections.  The  first  section  provides  a 

description  of  the  variables  analyzed  to  test  the  three  hypotheses,  in  which  the 

frequency distributions of the data as they pertain to the variables chosen for analysis 

are presented. The second section provides information resulting from the hypothesis 

testing  and  findings.  The  last  section  explains  the  multiple  regression  analysis  and 

forming path analysis to determine which independent variable had the highest effect 

on business performance.  

 

4.1  Results of Quantitative Analysis 

 

  4.1.1  Business Performance and Other Characteristics: Univariate Description 

    The description in this part of the study fulfilled research objective number 1, 

which  is  to  study  the  current  level of  business  performance  among  OTOP 

entrepreneurs.  The  statistics  used  for  the description  were  univariate  statistics  to 

explain the background of the sample’s characteristics and to observe that the sample 

represented  the  population  and  that  they  had  similar  characteristics  (Pichit 

Pitaktepsombat,  2009).  The  statistics  used  for  the  description  were  frequencies, 

percentages, means, standard deviation, minimum and maximum.  

4.1.1.1  Personal Characteristics  

Personal characteristics consist of gender, age, education, and work 

experience.  The  data  in  the  table  4.1  present  more  details  on  the  respondents’ 
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characteristics.  They  include  gender,  age,  education  and  work  experience.  The 

details of the characteristics of the sample are separately described as follows: 

1)  Gender  

The  sample  was  made  up  of  64.0  percent  female  and  36.0 

percent male OTOP entrepreneurs. More women are working as OTOP entrepreneurs 

than  men  in  Thailand,  as  Thai  women  in  the  communities  have  more  time  and 

patience and are more enthusiastic about developing business for themselves and for 

their family. 

2)  Age 

The  ages  of  the  respondents  ranged  from  40-49  years  and  the 

average age was 43 years. Fourteen point seven percent of the respondents were in the age 

group of less than 30 years, 17.7 percent in the age group of 30 to 39 years, 36.6 percent 

in  the  age  group  of  40  to  49  years,  and  31.0  percent  in  the  age  group  of  50  and  over. 

Generally, the active age of OTOP entrepreneurs was from 40-49 years. The respondents 

varied widely in their years of age, as indicated by the standard deviation of 11.44. 

3)  Education 

Forty-two  point  eight  percent  of  the  respondents  were 

undergraduates  and  57.2  percent  had  earned  a bachelor  or  higher  than  a  bachelor 

degrees.  The  majority  of  the  respondents  had  a  bachelor  and  master  degree 

education  and  had  become  OTOP  entrepreneurs.  It  appears  that  the  respondents 

were educating themselves and becoming involved in doing business to help develop 

the economy. 

4)  Work Experience   

The average work experience of the respondents was 16 years 

and most of them had less than 10 years of work experience. Thirty-four point two 

percent of the respondents had less than 10 years of work experience, 26.5 percent, 

10  to  19  years,  26.5  percent,  20  to  29  years,  and  12.8  percent,  30  and  over.  The 

respondents  varied  widely  in  their  years of  work  experience  as  indicated  by  the 

standard deviation of 9.37. 

 The descriptive analyses of personal characteristics are described in 

Table 4.1.   
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Table 4.1  Personal Characteristics of the Sample  
 

Personal Characteristics Percent (number)

 

Gender 

     Male 

   Female 

      Total 

36.0  (122)

64.0  (217)

100.0  (339)  

  

Age 

   Less than 30 years 

   30 – 39 years 

   40 – 49 years 

   50 and over  

      Total 

              Χ  =  43.64, S.D. = 11.44, Min = 15, Max = 73

14.7    (50)

17.7    (60)

36.6  (124)

31.0  (105)

100.0  (339)  

Education 

   Undergraduate 

   Bachelor or higher than Bachelor Degree 

      Total 

 

42.8   (145)

57.2   (194)

100.0  (339)  

Work Experience 

   Less than 10 years 

   10 – 19 years 

   20 – 29 years 

   30 and over  

      Total 

    Χ  = 16.63, S.D. = 9.37, Min = 1, Max = 50 

34.2   (116)  

  26.5     (90)  

26.5      (90)

12.8     (43)

100.0   (339)  

   

Based on the personal characteristics provided in Table 4.1 above, the 

researcher found that of the 339 respondents, the  majority  were  female  (64.0 %) and 

the majority of the respondents were between 40-49 years of age (36.6 %). The range 
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of  ages  as  from  15  to  73  years,  of which  the  average  age  was  43  years.  They had  work 

experience of less than10 years with an average work experience of 16 years.  Fifty-seven 

point  two  percent  of  the  respondents  were  bachelor  and  higher  than  a  bachelor 

degree graduates with the remaining 42.8 percent undergraduates.  

4.1.1.2  Business Characteristics    

Business  characteristics  were  made  up  of  type  of  product,  level  of 

stars, and number of employees and duration of business. 

1)  Type of Product 

Most  of  the  types  of  products  of  the  339  respondents  were 

ornaments,  handicrafts  and  souvenirs  at  47.2  percent;  the  rest  were  textiles,  fabrics  and 

clothes  at  25.4  percent,  herbal  products  at  14.7  percent,  foods  at  9.1  percent,  and 

beverages at 3.5 percent. Among the products, ornaments, handicrafts, and souvenirs were 

the most produced and sold as they were in demand. This sample contained the highest 

percentage  of  ornament,  handicraft,  and  souvenir  producers  as  they  can  make  and  sell 

these products better than others. 

2)  Level of Stars 

The  OTOP  Product  Champions  (OPC)  of  the  respondents  had  a 

level of 4 stars at 44.8 percent, a level of 3 stars at 32.2 percent, and a level of 5 stars at 

23.0 percent. It can be observed that it takes an effort to attain a 5-star status because of 

the  OTOP  selection  committee  regulations  and  strong  competition  among  the 

entrepreneurs.  

3)  Number of Employees 

Most  of  the  respondents  had  less  than  10  employees,  38.9 

percent; 10 – 19 employees, 37.8 percent; 20 – 29 employees, 11.5 percent; and 30 

and  over,  at  11.8  percent.  Most  of  the  OTOP  entrepreneurs  were  running  a  small 

business which they were able to sustain. Therefore, in order to maintain the cost of the 

operation  they  employed  fewer  employees.  Usually  the  business  was  run  by  not  more 

than 10 employees.  

4)  Duration of Business   

Most  of  the  respondents  had  a  duration  of  business  of  less  than  10 

years at 64.3 percent; 10 – 19 years at 26.8 percent; 20 – 29 years at 5.9 percent; and 30 

and over at 3.0 percent.  
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The  business  characteristics  of  the  respondents  are  as  described  in  the 

Table 4.2. 

 

Table 4.2  Business Characteristics of the Sample  

 

Business Characteristics Percent (numbers)  

Type of product 

    Foods 

   Beverages 

   Textile, fabrics and clothes 

   Ornaments, handicrafts, and souvenirs 

   Herbal products  

      Total 

9.1   (31)

3.5   (12)

25.4   (86)

47.2 (160)

14.7   (50)

100.0  (339)  

Level of Stars 

    3 Stars     

    4 Stars 

    5 Stars   

      Total 

32.2   (109)

44.8   (152)

23.0     (78)

100.0  (339)  

Number of employees  

    Less than 10 employees 

    10 – 19 employees 

    20 – 29 employees 

    30 and over  

      Total 

       Χ = 14.19, S.D. = 13.11, Min = 1, Max = 60 

38.9    (132)

37.8    (128)

11.5      (39)

11.8      (40)

100.0    (339)  

Duration of Business 

   Less than 10 years 

   10 – 19 years 

   20 – 29 years 

   30 and over  

      Total 

 Χ = 9.42, S.D. = 7.12, Min = 1, Max = 54 

64.3    (218)

26.8      (91)

5.9      (20)

3.0      (10)

100.0    (339)  
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Based  on  the  business  characteristics  provided  in  Table  4.2  above,  the 

majority  of  the  types  of  products  of  the respondents  were  ornaments,  handicrafts,  and 

souvenirs (47.2 %) and the level of stars was 4 stars (44.8 %), the number of employees 

less than 10 (38.9 %), and duration in business less than 10 years (64.3 %). 

4.1.1.3  ICT Adoption 

ICT  adoption  is  composed  of ICT  knowledge,  ICT  usage  and  ICT 

benefits. 

1)  ICT Knowledge 

The  ICT  knowledge  is  the  questions  about  having  ICT 

knowledge  and  receiving  ICT  training.  Table  4.3  shows  the  responses  to  the 

statements  used  to  measure  ICT  knowledge.  The  respondents  were  asked  to  answer 

the statements in the questionnaire.    

 

Table 4.3  Percentage of ICT Knowledge  

 

Type of ICT Very 
much 

Much  Moderate  Little  Not at 
all 

Total 

Mobiles  56.3  28.3  13.0  1.2  1.2  100.0 (339) 

 84.6       

Fixed Line Telephone 32.7 26.0  22.1  7.7  11.5  100.0 (339) 

 58.7       

Fax 19.8 26.5  26.5  12.7  14.5  100.0 (339) 

 46.3       

Computer 
 

18.9 26.0  31.9  11.8  11.5  100.0 (339) 

 44.9       

Internet connection 
(e.g. email, Web) 

19.2 24.2  29.5  13.9  13.3  100.0 (339) 

 43.4       

  

According to Table 4.3, it can be observed that more than 50 percent of 

the entrepreneurs had knowledge of using mobiles telephone at 84.6 percent, and fixed 

line telephone at 58.7 percent. Besides these entrepreneurs, the others did not have this 

knowledge.   

The  respondents  also  responded  concerning  ICT  training  from  the 

government, private sector and friends. The perception of the ICT training is shown in 

Table 4.4. 



 59

Table 4.4  Percentage of ICT Training  

 

ICT Training Percent (numbers)

No training from any sources 42.5 (144)

From Government 33.9 (115)

From Friends 12.1 (41)

From Private sectors 10.9 (37)

Missing 2 0.6 (2) 

   Total 100.0 (339) 

  

In Table 4.4, it can be observed that 42.5 percent of entrepreneurs had not 

received  training  from  any  sources,  and  33.9  percent  had  received  training  from  the 

government.  From  the  in-depth  interviews,  Community  Development  Department 

(CDD) government officials mentioned that allotment for the budget could not cover the 

training expenses to conduct training programmes to develop the OTOP entrepreneurs. 

There  was  a  shortage  in  training,  budget  and trainers.  This  coincides  with  the  results 

obtained from the qualitative analysis. 

2)  ICT Usage 

The ICT usage was composed of questions about using ICT for 

communication in business. Table 4.5 shows the responses to the statements used to 

measure the ICT used for communication in business. The respondents were asked to 

answer the statements in the questionnaire.    

 

Table 4.5  Percentage of ICT Used for Communication in Business 

 

Type of ICT Very 
useful 

Useful  Moderate  Little  Not at all Total 

Mobiles   66.1 25.4  6.2  0.0  2.4  100.0 (339) 

 91.5      

Fixed Line 
Telephone 

31.0 27.4  21.8  5.0  14.7  100.0 (339)

 58.4      

Computer 25.7 29.2  22.4  9.7  13.0  100.0 (339)

 54.9      
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Table 4.5  (Continued)  
  

Type of ICT Very 
useful 

Useful  Moderate  Little  Not at all Total 

Fax 18.6 28.3  25.4  10.9  16.8  100.0 (339)

 46.9      

Internet 
connection 
(e.g. email, Web) 

24.8 26.5  23.6  10.6  14.5  100.0 (339)

 31.3      

  

In  Table  4.5,  it  can  be  observed  that  more  than  50  percent  of  the 

entrepreneurs  used  mobile  telephones  at  91.5  percent,  fixed  line  telephone  at  58.4 

percent,  and  computers  at  54.9  percent, for  communication  for  benefits  from  the 

business. The rest of the entrepreneurs used less of fax and Internet.  

3)  ICT Benefit 

The  ICT  benefits  were  composed  of  questions  about  receiving 

ICT benefits from ICT adoption. Table 4.6 shows the responses to the statements used 

to  measure  ICT  benefits  regarding  market  expansion,  increase  in  customers,  and 

increase  in  product  quality,  profitability,  and expansion  of  the  social  network.  The 

respondents were asked to answer the statements in the questionnaire.    

 

Table 4.6  Percentage of ICT Benefit 

 

Benefit Very great great  Moderate  Little  Not at all  Total 

Market expansion  40.1  33.6  19.5  4.1  2.7  100.0 (339) 

 73.7       

Increase in 
customers     

36.6 36.6  20.1  3.8  2.9  100.0 (339) 

 73.2       

Increase in product 
quality  

27.7 32.2  28.0  7.7  4.4  100.0 (339) 

 59.9       

Profitability   22.1 36.0  28.6  8.3  5.0  100.0 (339) 

 58.1       

Expansion of 
social network   

28.3 32.7  25.1  7.7  6.2  100.0 (339) 

 61.0       
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According  to  Table  4.6,  it  can  be  observed  that  the  entrepreneurs’ 

perception  of  ICT  benefits  regarding  market  expansion,  increase  in  customers, 

expansion  of  social  network,  and  increase  in  product  quality  and  profitability  was 

more than 50 percent. The implication is that most of the OTOP entrepreneurs using 

ICT have benefits in 5 areas mentioned above.  

4.1.1.4  Entrepreneurial Networks  

Entrepreneurial  networks  were  composed  of  social  networks,  supporting 

networks, and inter-firm networks. Social networks were composed of the contact with 

family,  friends,  and  acquaintances. Supporting  networks  consisted  of  contact  with  the 

government, banks, industrial councils, and NGOs. Inter-firm networks were comprised 

of  the  contact among  business  firms.  The  perception  of  the  entrepreneurs  in 

entrepreneurial networks consisted of: (1) how often the OTOP entrepreneurs contacted 

the  entrepreneurial  network members,  (2)  how  important  the  information  that  they 

received from the members was, (3) support for skill and business opportunity, and (4) 

support for money, building, and place. Details are shown as follows: 

1) The  frequency  of  OTOP  entrepreneurs  contact  with 

entrepreneurial network members 

OTOP  entrepreneurs  needed  to  contact  the  members  in  the 

entrepreneurial networks for advice about business. 

Table 4.7 shows the responses to the statements used to measure 

how  often  the  OTOP  entrepreneurs  contacted  entrepreneurial  networks  members: 

social  network  members  (family,  friends  and  acquaintances),  supporting  network 

members (government, banks, industrial councils and NGOs) and inter-firm network 

members. The respondents were asked to answer the statements in the questionnaire.    

 

Table 4.7  Percentage of How Often OTOP Entrepreneurs Contacted Entrepreneurial 

Network Members  

 

Entrepreneurial 

Networks 

Very 
much 

much  Moderate  Little  Not at all  Total 

Social Networks        

     Family   46.6  24.5  19.2    6.5  3.2   100.0 (339) 

 71.1       
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Table 4.7  (Continued)   
   

Entrepreneurial 

Networks 

Very 
much 

much  Moderate  Little  Not at all  Total 

     Friends 13.0  27.1  37.8   15.3   6.8   100.0 (339) 

 40.1       

     Acquaintances 
 

9.7 16.5   40.1    23.6  10.0  100.0 (339) 

 26.2       

Supporting Networks          

     Government  28.0 34.2  26.8   8.3   2.7  100.0 (339) 

 62.2      

     Banks 9.4 24.5  30.4  18.9  16.8  100.0 (339) 

 33.9       

     Industrial councils 12.1 20.4  33.9  18.9  14.7  100.0 (339) 

 32.5       

     NGOs 4.7 8.0  23.6  26.3  37.5  100.0 (339) 

 12.7       

Inter-firm networks  13.9 28.9  29.2  14.2  13.9  100.0 (339) 

 42.8       

 

According  to  Table  4.7,  it  can  be  observed  that  the  entrepreneurs’ 

perception  of  the  frequency  of  contact for  advice  from  entrepreneurial  network 

members  to  develop  business  was  with  the  family  at  71.1  percent  and  with  the 

government at 62.2 percent. They contacted other members less frequently.  

2)  The  importance  of  the  information  that  entrepreneurs  received 

from network members  

Table 4.8 shows the responses to the statements used to measure 

how  important  the  information  that  the OTOP  entrepreneurs  received  from  the 

network members was: social network members (family, friends and acquaintances), 

supporting network members (government, banks, industrial councils, and NGOs) and 

inter-firm  members.  The  respondents  were  asked  to  answer  the  statements  in  the 

questionnaire.    
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Table 4.8  Percentage of the Importance of the Information that OTOP Entrepreneurs 

Receive from Entrepreneurial Network Members  

 

Entrepreneurial 

Networks 

Very 
much 

much  Moderate  Little  Not at all  Total 

Social Networks        

     Family 38.9 27.7  23.6  7.1  2.7   100.0 (339) 

 66.6       

     Friends  12.1 24.2  38.1   16.5  9.1   100.0 (339) 

 36.3       

     Acquaintances 9.4 18.3   40.7   19.8  11.8  100.0 (339) 

 28.7       

Supporting Networks        

     Government  33.9 32.7  24.8   6.2   2.4  100.0 (339) 

 66.6       

     Banks 14.7 18.9  31.9  21.5  13.0  100.0 (339) 

 33.6       

     Industrial councils 15.0 21.8  34.2  17.7  11.2  100.0 (339) 

 36.8       

     NGOs 7.1 10.0  22.4  26.8  33.6  100.0 (339) 

 17.1        

Inter-firm networks 14.2 28.0  26.5  14.2  17.1  100.0 (339) 

 42.2       

 

In Table 4.8, it can be observed that the entrepreneurs received important 

information  from  family  at  66.6  percent,  from  the  government  at  66.6  percent,  and 

inter-firm network members at 42.2 percent. The implication is that most of the OTOP 

entrepreneurs received important information from family, the government and inter-

firm network members for business development. Most of the entrepreneurs received 

important information from members of the family because they were close to them. 

The  OTOP  entrepreneurs  needed  to  obtain  important  information  about  product 

development, exhibition and market expansion from the government officials.  

3)  Support for Skills and Business Opportunities  

Table 4.9 shows the responses to the statements used to measure 

the  support  for  skills  and  business  opportunities  from  social  network  members 
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(family,  friends  and  acquaintances), supporting  network  members  (government, 

banks, industrial councils and NGOs) and inter-firm members. The respondents were 

asked to answer the statements in the questionnaire.    

 

Table 4.9  Percentage of Support for Skills and Business for OTOP Entrepreneurs 

from Entrepreneurial Network Members  

 

Entrepreneurial 

Networks 

Very 
much 

much  Moderate  Little  Not at all  Total 

Social Networks        

     Family 31.3 26.3  25.4   10.6  6.5   100.0 (339) 

 57.6       

     Friends 9.1 21.5  35.4   22.1   11.8   100.0 (339) 

 30.6       

     Acquaintances 8.6 18.6   36.3    24.2  12.4  100.0 (339) 

 27.2       

Supporting Networks        

     Government  35.1 33.3  20.9  7.7   2.9  100.0 (339) 

 68.4       

     Banks 13.6 23.6  27.1  20.1  15.6  100.0 (339) 

 37.2       

     Industrial councils 19.2 26.0  27.7  16.2  10.9  100.0 (339) 

 45.2       

     NGOs 6.5 12.1  24.5  23.9  33.0  100.0 (339) 

 18-6       

Inter-firm networks 12.7 22.7  28.6  15..6  20.4  100.0 (339) 

 35.4       

 

According  to  Table  4.9,  it  can  be observed  that  the  entrepreneurs 

received  support  for  skills  and  business  opportunities  from  the  government  at  68.4 

percent,  from  the  family  at  57.6  percent. The  implication  is  that  most  of  the  OTOP 

entrepreneurs received support for skills and their business from the government and 

the family for business development. 
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4)  Support for Money, Building, and Place 

Table  4.10  shows  the  responses  to  the  statements  used  to 

measure  the  support  for  money,  building,  and  place  from  social  network  members 

(family,  friends  and  acquaintances), supporting  network  members  (government, 

banks, industrial councils and NGOs) and inter-firm members. The respondents were 

asked to answer the statements in the questionnaire.    

 

Table 4.10  Percentage of Support for Money, Building and Place for OTOP 

Entrepreneurs from Entrepreneurial Networks Members  

 

Entrepreneurial 

Networks 

Very 
much 

much  Moderate  Little  Not at all  Total 

Social Networks        

     Family   38.9 25.4  19.2   9.4  7.1   100.0 (339) 

 64.3       

     Friends 5.9 10.6  29.2  28.3   26.0  100.0 (339) 

 16.5       

     Acquaintances 7.1 7.7   26.3   29.2  29.8  100.0 (339) 

 14.8       

Supporting Networks        

     Government  23.3 19.2  30.1   14.7  12.7  100.0 (339) 

 42.5       

     Banks 22.7 17.4  24.2  17.4  18.3  100.0 (339) 

 40.1       

     Industrial councils 16.2 16.8  25.4  20.1  21.5  100.0 (339) 

 33.0       

     NGOs 6.2 7.7  20.1  22.7  43.4  100.0 (339) 

 13.9       

Inter-firm networks 8.8 10.6  23.0  20.1  37.5  100.0 (339) 

 19.4       

 

From the Table 4.10, it can be observed that the entrepreneurs received 

support for money, building, and place from the family at 64.3 percent, and the less 

support from the government at 42.5 percent, and from the bank at 40.1 percent. The 

family offered more support compared to other sources. The implication is that most 
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of the OTOP entrepreneurs received support for money, building and place from the 

family for business development because small businesses cannot obtain access to the 

government and banks easily. 

4.1.1.5  Business Performance 

Business performance was made up of sales growth, market expansion, 

and  profit.  Table  4.11  shows  the  responses  to  the  statements  by  the  OTOP 

entrepreneurs  to  evaluate  their  business performance  with  sales  growth,  market 

expansion,  and  profit.  The  respondents  were  asked  to  answer  the  statements  in  the 

questionnaire.    

 

Table 4.11  Evaluation of Business Performance by OTOP Entrepreneurs 

 

Business 

Performance 

Excellent Very 
good 

Good  Fair  Poor Total 

Profit 46.6 31.6   15.3   5.0  1.5  100.0 (339) 

 78.2       

Market Expansion 15.6 35.7  36.0   11.8   0.9   100.0 (339) 

 51.3       

Sales Growth 3.2 26.5  46.3   20.4  3.5   100.0 (339) 

 29.7       

 

From the Table 4.11, it can be observed that the entrepreneurs’ business 

performance was good in terms of profit at 78.2 percent, in terms of market expansion 

at  51.3  percent  and  in  terms  of  sales  growth  at  29.7  percent.  The  implication  is  that 

most of the OTOP entrepreneurs had reasonably good business performance.   

 

4.1.2  Bivariate Relationships 

A bivariate relationship is the bivariate correlation between two variables: an 

independent variable and dependent variable (Pallant, 2005). The purpose of this part 

of  the  analysis  was  to  observe  whether  personal  characteristics,  business 

characteristics,  ICT  adoption  and  entrepreneurial  networks  were  related  to  business 

performance. The statistical methods used to test these variables were crosstabulation 

analysis,  Chi-square  test,  degree  of  freedom  (df.),  and  p-value.  The  results  of  the 

hypothesis testing are displayed below.  
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According  to  the  data  obtained  from the  questionnaires,  the  profit  of  the 

entrepreneurs  can  be  ranked  as  high,  medium,  and  low.  The  profit  of  more  than 

500,000  Baht  per  year  was  ranked  as  high profit.  The  profit  from  100,000  Baht  to 

500,000 Baht per year was ranked as medium profit. The profit of lower than 100,000 

Baht per year was ranked as low profit. 

4.1.2.1 Profit and Personal Characteristics 

   Business  performance  consisted  of  sales  growth,  market  expansion,  and 

profit. Crosstabulation was analyzed for profit and personal characteristics (gender, age, 

education,  and  work  experience).  Profit  represents  business  performance.  According  to 

Table 4.12, it was found that profit and only work experience, with 2χ  = 54.659, df. = 6 

and p = .000 had a significant relationship.  Profit and gender, with 2χ  =.170, df. = 2 and 

p = .981, profit and age, with 2χ  = 9.613, df. = 6 and p = .142, and profit and education, 

with 2χ  =.302, df. = 2, and p = .860 had no significant relationship between them. 

 The  results  of  the  crosstabulation analysis  in  Table  4.12  shows  that 

there is a relationship between profit and work experience where p-values are 0.000.  

 

Table 4.12  Percentage of Profit by Personal Characteristics 

 

Personal Characteristics Low  Medium  High Total

Gender 

     Male 

     Female 

          Total 

 

6.6 

6.5 

6.5 

 

16.4 

14.7 

15.3 

 

77.0 

78.8 

78.2 

 

36.0 (122) 

64.0 (217) 

100.0  (339)

          2χ =.170 df. = 2  p = .918     

Age 

   Less than 30 years 

   30 – 39 years 

   40 – 49 years 

   50 and over 

          Total 

 

8.0 

5.0 

5.6 

7.6 

6.5 

 

2.0 

20.0 

15.3 

19.0 

15.3 

 

90.0 

75.0 

79.0 

73.3 

78.2 

14.7  (50)

17.7  (60)

36.6 (124)

31.0 (105)

100.0  (339)

          2χ = 9.613 df. = 6  p = .142   
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 Table 4.12  (Continued)   

 

Personal Characteristics Low  Medium  High Total

Education 

     Undergraduate 

Bachelor and higher 

than bachelor degree 

          Total 

 

6.2 

6.7 

 

6.5 

 

16.6 

14.4 

 

15.3 

 

77.2 

78.9 

 

78.2 

42.8 (145)

57.2 (194)

100.0  339) 

          2χ = .302 df. = 2  p = .860   

Work Experience 

     Less than 10 years 

    10 – 19 years 

    20 – 29 years 

    30 and over  

          Total 

 

17.2 

1.1 

1.1 

0.0 

6.5 

 

21.6 

22.2 

4.4 

7.0 

15.3 

 

61.2 

76.7 

94.4 

93.0 

78.2 

34.2 (116)

26.5   (90)

26.5   (90)

12.8   (43)

100.0  (339)

          2χ= 54.659 df. = 6  p = .000   

 

4.1.2.2  Profit and Business Characteristics 

According  to  Table  4.13,  it  was found  that  there  was  no  significant 

relationship  between  profit  and  type  of  product,  with 2χ   =  7.815,  df.  =  8,  and  p  = 

.452,  profit  and  level  of  stars,  with 2χ   =  5.201,  df.  =  4,  and  p  =  .267,  profit  and 

number of employees, with 2χ  = 3.663, df. = 6, and p = .772 and profit and duration 

of business, with 2χ  = 1.446, df. = 6, and p = .963. 

 The  results  of  the  crosstabulation  analysis  in  Table  4.13  show  that  the 

relationships  between  profit  and  business characteristics  were  statistically  not 

significant as p-values are more than 0.05. this indicates that there is no relationship 

between profit and business characteristics. 
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Table 4.13  Percentage of Profit by Business Characteristics 

 

Business Characteristics Low  Medium  High  Total

Type of product 

     Foods & beverages 

textile, fabrics and clothes 

Ornaments, handicrafts, and souvenirs 

   Herbal products                                     

Total 

 

4.7 

9.3 

6.9 

2.0 

6.5 

 

11.6 

11.6 

16.9 

20.0 

15.3 

 

83.7 

79.1 

76.3 

78.0 

78.2 

 

12.7    (43) 

25.4    (86) 

47.2 (160) 

14.7   (50) 

100.0  (339)

          2χ = 7.815 df. = 8  p = .452   

Level of Stars 

    3 Stars     

    4 Stars 

    5 Stars   

          Total 

 

7.3 

5.3 

7.7 

6.5 

 

18.3 

17.1 

7.7 

15.3 

 

74.3 

77.6 

84.6 

78.2 

 

32.2  (109) 

44.8 (152) 

23.0   (78) 

100.0  (339)

          2χ = 5.201 df. = 4  p = .267   

Number of employees  

    Less than 10 employees 

    10 – 19 employees 

    20 – 29 employees 

    30 and over  

          Total 

 

7.6 

6.3 

7.7 

2.5 

6.5 

 

18.2 

14.8 

12.8 

10.0 

15.3 

 

74.2 

78.9 

79.5 

87.5 

78.2 

 

38.9   (132) 

37.8 (128) 

11.5   (39) 

11.8   (40) 

100.0  (339)

          2χ= 3.663 df. = 6  p = .722   

Duration of Business 

   Less than 10 years 

   10 – 19 years 

   20 – 29 years 

   30 and over  

          Total 

 

6.4 

7.7 

5.0 

0.0 

6.5 

 

15.1 

16.5 

15.0 

10.0 

15.3 

 

78.4 

75.8 

80.0 

90.0 

78.2 

 

64.3  (218) 

26.8  (91) 

5.9  (20) 

 2.9  (10) 

100.0 (339)

          2χ =  1.446 df. = 6  p = .963   
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4.1.2.3  Profit and ICT Adoption 

ICT adoption in this study consisted of ICT knowledge, ICT usage, and 

ICT benefits. The relationships between these three components of ICT adoption and 

business performance are as follows: 

There is a relationship between ICT knowledge and business performance 

(profit).  From  Table  4.14,  it  was  found  that  there  was  a  difference  between 

percentages  of  profit  and level  of  ICT  knowledge  among  the  OTOP  entrepreneurs: 

entrepreneurs  that  had  no  knowledge  at  all  gain  a  profit  68.3  percent;  moderate 

knowledge, 71.7 percent; and much knowledge, 86.3 percent. There were differences 

in the percentage of profit gained. This difference in gaining profit was tested by 2χ , 

which  was  significant  at  p  = .014,  which  means  that  ICT  knowledge  was  related  to 

business performance (profit).  

There was also a difference between percentages of profit and level of 

ICT usage among the OTOP entrepreneurs: entrepreneurs that had not used ICT at all, 

gained a profit of 70.6 percent; moderate usage of ICT, 70.2 percent; and much usage, 

85.1 percent. There are differences in the percentage of profit gained. This difference 

in  profit  as  tested  by2χ ,  which  was  significant  at  p  = .025,  which  means  that  ICT 

usage was related to business performance (profit). Also, 2χ  test was significant at p 

= .001, which shows that ICT benefits were related to profit. 

  The  results  of  the  crosstabulation  analysis  in  Table  4.14  showed  that  the 

relationship  between  profit  and  ICT  adoption was statistically significant. There is a 

relationship  between  profit  and  ICT  adoption  because  entrepreneurs  adopt  and  use 

ICT and get benefits for their business from it. Using ICT speeds up communications 

for  business  ideas,  decision  making,  and  materializing  the  strategies  among  the 

network  members  and  helps  to  secure  business  opportunities  for  sales,  markets,  and 

profits. 
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 Table 4.14  Percentage of Profit by ICT Adoption 

 

ICT Adoption   Low  Medium  High Total

ICT Knowledge 

     Not at all 

     Moderate 

     Much      

          Total 

 

7.3 

9.4 

3.8 

6.5 

 

24.4 

18.8 

10.0 

15.3 

 

68.3 

71.7 

86.3 

78.2 

12.1   (41)

40.7 (138)

47.2  (160)

100.0  (339)  

          2χ = 12.564 df. = 4  p = .014   

ICT Usage 

     Not at all 

     Moderate 

     Much      

          Total 

 

8.8 

8.1 

5.0 

6.5 

 

20.6 

21.8 

9.9 

15.3 

 

70.6 

70.2 

85.1 

78.2 

10.0   (34)

36.6  (124)

53.4  (181)

100.0  (339) 

          2χ = 11.167 df. = 4  p = .025   

ICT Benefit 

     Not at all 

     Moderate 

     Much      

          Total 

 

9.1 

7.2 

5.8 

6.5 

 

31.8 

24.3 

8.7 

15.3 

 

59.1 

68.5 

85.4 

78.2 

6.5 (22)

32.7  (111)

60.8  (206)

100.0  (339)

          2χ = 19.799 df. = 4  p = .001   

 

4.1.2.4  Profit and Entrepreneurial Networks 

From Table 4.15, it was found that there was a significant relationship 

between profit and supporting networks, and profit and inter-firm network.  

 2χ   test  was  significant  at  p  =  .048,    which  means  that  there  was  a 

relationship between profit and supporting networks.  

2χ   test  was  significant  at  p  =  .014  which  means  that  there  was  a 

relationship between profit and inter-firm networks. 

The results of the crosstabulation analysis in Table 4.15 show the 

relationship between profit and entrepreneurial networks. It was not statistically 
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significant for social networks, as the value of p = 0.172, which was more than 

0.05. Entrepreneurs do more networkings and get in touch with external network 

members to receive different information and help to meet the challenges among 

the competitors in the market.  

 

 Table 4.15  Percentage of Profit by Entrepreneurial Networks 

 

Entrepreneurial 

Networks 

Low  Medium  High Total

Social Networks 

     Not at all 

     Moderate 

     Much      

          Total 

 

12.8 

5.6 

7.2 

6.9 

 

12.8 

19.0 

9.6 

15.8 

 

74.4 

75.4 

83.1 

77.3 

12.2  (39)

61.5  (195)

26.2    (83)

100.0  (317)

          2χ = 6.392 df. = 4  p = .172   

Supporting Networks 

     Not at all 

     Moderate 

     Much      

          Total           

 

8.9 

6.4 

4.9 

6.5 

 

25.0 

15.8 

7.4 

15.3 

 

66.1 

77,7 

87.7 

78.2 

16.5    (56)

59.6  (202)

23.9    (81)

100.0  (339)

          2χ = 9.536 df. = 4  p = .048   

Inter-firm Networks 

     Not at all 

     Moderate 

     Much      

          Total           

 

5.7 

8.2 

3.9 

6.5 

 

24.8 

12.0 

9.2 

15.3 

 

69.5 

79.7 

86.8 

78.2 

31.0  (105)

46.6  (158)

22.4    (76)

100.0  (339)

          2χ = 12.445 df. = 4  p = .014   

 

4.1.3  Multivariate Relationships 

For  the  multivariate  relationships,  five  variables  were  considered.  The  four 

independent variables were:  

1)  Work Experience (EXPERIEN)  
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2)  Number of Employees (EMPLOYEE)  

3)  Information and Communication Technology Adoption (ICT)  

4)  Entrepreneurial Networks (ENETWORK), and Dependent Variable was  

5)  Business Performance (BPERFORM).  

ICT adoption was composed of ICT knowledge, ICT usage, and ICT benefit. 

entrepreneurial  networks  was  composed of  social  networks,  supporting  networks, 

inter-firm  networks.  The  constituents  of  business  performance  were  sales  growth, 

market expansion, and profit. The researcher considered that the work experience of 

the  OTOP  entrepreneurs,  the  number  of  employees  in  the  small  OTOP  enterprises, 

information  and  communication  technology  adoption,  and  entrepreneurial  networks 

had an impact on the business performance of the entrepreneurs.     

4.1.3.1  Correlations among Independent Variables 

The  purpose  of  the  analysis  was  to  find  out  the  relationships  among 

independent variables and the dependent variable, and to assess the multicollinearity 

problem.  From  the  correlation  matrix  in  Table  4.16  shown  below,  there  was  no 

multicollinearity between independent variables.  

 

Table 4.16  Correlations Coefficients for Business Performance and Independent 

Variables 

      

  BPERFORM  EXPERIEN  EMPLOYEE  ICT  ENETWORK 

BPERFORM    Pearson Correlation 

Sig. (2-tailed) 

N 

  1.000 

 

339 

    

EXPERIEN  Pearson Correlation 

Sig. (2-tailed) 

N 

.230** 

.000 

339 

1.000 

 

339 

    

EMPLOYEE  Pearson Correlation 

Sig. (2-tailed) 

N 

.153** 

.005 

339 

-.030 

.580 

339 

1.000 

 

339 

  

ICT Pearson Correlation 

Sig. (2-tailed) 

N 

.242** 

.000 

339 

-.047 

.393 

339 

.144** 

.008 

339 

1.000 

 

339 

 

ENETWORK  Pearson Correlation 

Sig. (2-tailed) 

N 

.293** 

.000 

339 

-.035 

.525 

339 

.070 

.198 

339 

.378** 

.000 

339 

1.000 

 

339 

 

Note:  ** Correlation was significant at the 0.01 level (2-tailed) 
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4.1.3.2  The Impact of the Four Independent Variables on Business Performance  

The  purpose  of  this  part  of  analysis  was  to  fulfill  research  objective 

number  three,  which  was  to  determine  which  independent  variables  had  the  highest 

effect  on  business  performance  by  using multiple  regression  analysis.  Table  4.17 

shows  the  multiple  regressions  between  the  dependent  variable  (business  performance) 

and  the  four  independent  variables,  (work  experience,  number  of  employees,  ICT 

adoption and entrepreneurial networks).   

The  relationships  between  the  dependent  variable  and  the  independent 

variables in 3 different patterns were expressed in (1) Diagram (2) Equations and (3) 

Table to show the Direct, Indirect and Total Effect.  

 

1)  Diagram    

  

 

 

                                                                          .248** 

                                   -.042 

                                                                              

                     -.017                                                               .147** 

  
                                       .375** 

                                                       

 
      .143**                                             .237**   
                .016                                                          
 

                                                                    .122** 

 

 

    

               non-significant relationship                        significant relationship 

 

Figure 4.1  Relationships Between Work Experience, Number of Employees, ICT 

Adoption, Entrepreneurial Networks, and Business Performance  

Entrepreneurial Networks 
(ENETWORK) 
- Social Networks 
(SOCIALNET) 

- Supporting Networks 
(SUPPONET) 

- Inter-firm Networks 
(FIRMNET) 

Business Performance 
(BPERFORM) 
 
- Sales Growth 
(SALEGROW) 
- Market Expansion 
(MARKET) 
- Profit (PROFIT)  

 

 
Work Experience 
(EXPERIEN) 

Number of 
Employees 
(EMPLOYEE) 

ICT Adoption (ICT) 
- ICT Knowledge    
(ICTKNOW) 

- ICT Usage 
(ICTUSAGE) 

- ICT Benefit 
(ICTBENE) 
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2)  Equations  

There were three equations with the regression analysis results 

explaining the relationships between the variables as shown. 

 

Equation 1  BPERFORM =  .248 *EXPERIEN + .237 * ENETWORK + .147 * ICT 

+ .122 *EMPLOYEE 

 

Table 4.17  Regression Analysis Result of Business Performance  

                      

Independent Variable Coefficient  Std. Error  Beta  T-values  Sig 

Work Experience 

Entrepreneurial Networks 

ICT Adoption 

Number of Employees 

.020 

.256 

.147 

.007 

.004 

.058 

.054 

.003 

.248 

.237 

.147 

.122 

5.005 

4.431 

2.716 

2.443 

.000 

.000 

.007 

.015 

R2 = .181  F = 18.403    p = .000      

 

As  shown  in  Table  4.17,  in  applying  the  multiple  regression  analysis,  there 

were four variables that revealed a significant correlation at the level of p-value less 

than  .05  with  business  performance.  These  variables  were  work  experience, 

entrepreneurial networks, ICT adoption, and number of employees.  

  In terms of the individual relationships between the independent variables and 

business  performance,  work  experience  (Beta  =  .248,  t  =  5.005,  p  =  .000), 

entrepreneurial  networks  (Beta  =  .237, t  =  4.431,  p  =  .000),  ICT  adoption  (Beta  = 

.147, t = 2.716, p = .007), and number of employees (Beta = .122, t = 2.443, p = .015) 

each  significantly  predicted  business  performance.  All  of  the  independent  variables 

had a positive relationship and impact on business performance. Together these four 

variables contributed 18.10 percent in share variability with the dependent variable. In 

other words, the four variables had an explanatory power of 18.10 percent of business 

performance. 

 Based  on  the  results  from  the  regression  analysis  in  Table  4.17,  the  best 

predictor  variables  were:  work  experience  (Beta  =  .248),  entrepreneurial  networks 

(Beta = .237), ICT adoption (Beta = .147), and number of employees (Beta = .122). 
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From equation 1 it can be explained that business performance had an impact 

from  the  number  of  employees,  ICT  adoption,  work  experience  and  entrepreneurial 

networks.  This  implies  that  business  performance  had  significant  positive 

relationships  with  work  experience, number  of  employees,  ICT  adoption,  and 

entrepreneurial  networks,  as  anticipated in  hypothesis  1.  This  indicates  that  ICT 

adoption had an impact on business performance (Arvanitis, 2005; Locke, 2004; Gera 

and Gu; 2004 and OECD, 2003).  Positive relationships in a business network would 

then  eventually  lead  to  business  success for  SMEs  (Kadushin,  2004;  Taylor  et  al., 

2004  and  Oliver’s,  1990). This  indicates  that  an  increase  in  work  experience  of  the 

entrepreneur,  an  increase  in  number  of  employees,  an  increase  in  adoption  and 

application  of  ICT  and  an  increase  in  entrepreneurial  networkings  would  increase 

business performance. 

 

Equation 2  ENETWORK = - .017 * EXPERIEN +.016 * EMPLOYEE + .375 * ICT 

 

Table 4.18  Regression Analysis Result of Entrepreneurial Networks  

   

Independent Variable Coefficient  Std. Error  Beta  T-values  Sig 

Work Experience  

Number of Employees  

ICT Adoption 

 

-.001 

.001 

.348 

.004 

.003 

.047 

 -.017 

.016 

.375 

-.331 

.305 

7.337 

.741 

.761 

.000 

R2 = .144  F = 18.721    p = .000      

 

As  shown  in  Table  4.18,  in  applying  the  multiple  regression  analysis,  there 

was one variable that revealed a significant correlation at the level of p-value less than 

.05 with entrepreneurial networks. This variable was ICT adoption.  

  In  terms  of  the  relationship  between  entrepreneurial  networks  and  ICT 

adoption (Beta = .375, t = 7.337, p = .000) significantly predicted that a relationship 

existed between entrepreneurial networks and ICT adoption. ICT adoption contributed 

14.40 percent in share variability to the entrepreneurial networks. In other words, ICT 

adoption had an explanatory power of 14.40 percent of entrepreneurial networks. 
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  According to equation 2 it can be explained that entrepreneurial networks had 

an impact from ICT adoption, as anticipated in hypothesis 2. It can be concluded that 

entrepreneurs with more ICT adoption, engaged in more entrepreneurial networkings. 

The  potential  benefit  that  the  entrepreneurs  derived  from  networks  included  better 

information  (Cooper,  2002).  ICT  can  help  entrepreneur  gain  networks  of  contacts 

locally or globally (Chyau, 2005). However, entrepreneurial networks had no significant 

relationships with number of employees or work experience.  

 

Equation 3  ICT =  -.042 *EXPERIEN + .143 *EMPLOYEE  

 

Table 4.19  Regression Analysis Result of ICT Adoption  

 

Independent Variable Coefficient  Std. 
Error 

Beta  T-values  Sig 

Work Experience  

Number of Employees 

-.003 

 .008 

.004 

.003 

-.042 

 .143 

-.782 

2.646 

.435 

.009 

 
R2 = .023 

  
F = 3.873 

    
p = .022 

    

 

 

As  shown  in  Table  4.19,  in  applying  multiple  regression  analysis,  there  was 

one variable that revealed a significant correlation at the level of p-value less than .05 

with ICT adoption. This variable was number of employees.  

  In terms of the relationship between ICT adoption and number of employees 

(Beta  =  .143,  t  =  2.646,  p  =  .009)  significantly predicted  relationship  between  ICT 

adoption and number of employees. number of employees contributed 2.30 percent in 

share  variability  with  ICT  adoption.  In  other  words,  number  of  employees  had  an 

explanatory power of 2.30 percent of ICT adoption. 

  According to equation 3 it can be explained that ICT Adoption had an impact 

from  number  of  employees,  as  anticipated  in  hypothesis  3.  As  the  number  of 

employees  increases,  the  use  of  the  ICT  increases.  ICT  adoption,  however,  had  no 

significant relationships with work experience. 

3)  Table shows the Direct, Indirect, and Total Effect 

Table  4.20  shows  the  Direct,  Indirect,  and  Total  Effect  of  the 

Independent Variables acting on Dependent Variable. 
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Table 4.20  The Direct, Indirect, and Total Effect of Work Experience, Number of 

Employees, ICT Adoption and Entrepreneurial Networks on Business 

Performance 

 

 
Variables Effect on Business Performance 

Direct Effect  Indirect Effect  Total Effect 

Work Experience .248 -  .248 

Number of Employees .122 .034 (1) .156 

ICT Adoption .147 .089 (2) .236 

Entrepreneurial Networks .237 -  .237 

 

Note:  (1)  Indirect effect of number of employees  = (.143x.147) + (.143 x.375 x .237)  

                            = .034 

             (2)  Indirect effect of ICT adoption               = (.375 x .237)  = .089 

 

 From  Table  4.20  it  can  be  concluded that  Business  Performance  had  both 

direct and indirect effects from the number of employees and ICT adoption, but had 

only a direct effect from work experience and entrepreneurial networks. This implies 

that business performance had significant positive relationships with work experience, 

number  of  employees,  ICT  adoption,  and  entrepreneurial  networks.  This  also  means 

that  as  the  work  experience  of  entrepreneur  increases,  the  number  of  employees 

increases, adoption and application of ICT increases, and entrepreneurial networkings 

increases, there is an increase in business performance. 

 

4.2  Results of the Qualitative Analysis 

 

  As  mention  in  chapter  3,  10  government  officials  from  the  Community 

Development Department (CDD) that were responsible for the OTOP entrepreneurs’ 

development  project  and  10  OTOP  entrepreneurs  from  Bangkok  Metropolis  and  5 

urban  provinces  were  interviewed  to  collect  the  qualitative  data.  The  in-depth 

interviews were conducted with open-ended questions which were prepared to guide 

the  qualitative  data  collection,  as  shown  in  Table  3.3-3.4  in  chapter  3.  The  in-depth 

interview for each respondent lasted about an hour.  
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  The respondents that had supported the data collection work were as shown in 

Table 4.21-4.22. 

 

Table 4.21  List of Government Officials for In-depth Interviews 

 

Government Officials Organization

1.  Expert Community Development Department

2.  Expert Community Development Department

3.  Director OTOP Community Development Division, 

Community Development Department

4.  Director OTOP Marketing Promotion Division, Community 

Development Department

5. Director    OTOP Local Wisdom Promotion Division, 

Community Development Department

6. Director OTOP Entrepreneur Development and Promotion 

Division, Community Development Department

7. Director Office of Small and Medium Entrepreneur 

Development, Department of Export Promotion 

8.  Director OTOP Local Leadership Promotion Division, 

Community Development Department

9. Director OTOP Local Network Development Division, 

Community Development Department 

10. Director OTOP Community Promotion Division, Community 

Development Department 
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Table 4.22  List of OTOP Entrepreneurs for In-depth Interviews 

 

Entrepreneurs Organization  

1. Entrepreneur 1    Thailand OTOP Network ,  Entrepreneur

2. Entrepreneur 2    Thailand OTOP Network ,  Entrepreneur

3. Entrepreneur 3    Thailand OTOP Network ,  Entrepreneur

4. Entrepreneur 4    OTOP Network , Entrepreneur, Nakornpathom 

5. Entrepreneur 5    OTOP Network ,  Entrepreneur, Samutsakorn

6. Entrepreneur 6    OTOP Network ,  Entrepreneur, Nonthaburi

7. Entrepreneur 7    OTOP Network ,  Entrepreneur, Samutprakarn

8. Entrepreneur 8    OTOP Network, Entrepreneur,  Pathumthani

9. Entrepreneur 9    Entrepreneur, Bangkok

10. Entrepreneur 10    Entrepreneur, Bangkok

  

  The results of the in-depth interviews of the (1) Government Officials and (2) 

OTOP Entrepreneurs are as follows: 

1)  Government Officials 

 A summary  of  the in-depth  interviews  of  the  government  officials  is 

presented below. 

(1)  Government Support 

According  to  the  majority  of  the  government  officials  of  the 

Government  Community  Development  Department  (CDD),  there  is  a  strategy  to 

develop a network club for the OTOP entrepreneurs. The Ministry of Commerce has 

agreed to support   the formation of a national OTOP center at the national level. The 

ASEAN  trading  club  and  OTOP  Corporation  will  also  be  established  at  the  Don 
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Muang  Airport.  The  Sawasdee  OTOP  Newsletter  will  be  published  for  the  OTOP 

entrepreneurs, and subscriptions to the newsletter will be available on the Web. 

Experts  from  the  Community  Development  Department  train  OTOP 

entrepreneurs from various communities in how to develop and market their products 

in Bangkok and provinces. Twice a year local fairs and exhibitions are organized to 

promote  OTOP  products.  These  commercial activities  bring  sales  growth,  profit  and 

expansion  of  the  market.  With  the  help  of  experts,  the  Ministry  of  Commerce  has 

supported  some  OTOP  entrepreneurs  in  terms  of  participation  in  an  exhibition  in 

Malaysia. 

The  CDD  is  an  independent  body  and  develops  its  own  strategy  for 

OTOP entrepreneurs. It has developed ICT and networks for them. Thai tambon.com 

and  Thaiotop.com  are  popular  websites  among  the  entrepreneurs  and  customers. 

OTOP network members are committed to the further development and expansion of 

the  OTOP  movement.  There  are  times  that  the  CDD  experts  have  to  organize  the 

OTOP  entrepreneur  communities  to  communicate  with  the  government  for  required 

support. 

(2)  Success of the Support and Problems 

Government  officials  have  explained  that  with  the  cooperation  of  the 

Ministry  of  Interior,  the  Ministry  of  Commerce,  and  banks  have  been  able  to  put 

efforts  into  developing  the  OTOP  Project  according  to  the  five-year  plan.  CDD 

officials have mentioned that they have the strategy independently. Ministries, some 

universities,  and  some  banks  have  offered  to  support  their  strategy  for  community 

economic  development.  The  development,  according  to  them,  consists  of  capacity 

building  for  entrepreneurs,  knowledge  and wisdom  development  for  entrepreneurs, 

information  and  communication  technology  adoption  and  application  and 

entrepreneurial  networks  development, commercial,  finance  and  banking  knowledge 

development to employ e-commerce for e-business. 

The  CDD  has  also  trained  entrepreneurs  in  how  to  showcase  their 

products on websites. At present the Ministries, Telecommunication Organization of 

Thailand,  Krungthai  Bank,  True  Corporation,  CAT,  and  Thai  Post  are  working 

together  with  CDD  officials  and  trainers.  This  constitutes  the  corporate  social 

responsibility  (CSR)  of  all  of the  corporations  in  working  together  with  the  CDD. 
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Many of the entrepreneurs have already showcased their products and have increased 

their sales, markets, and profits both locally as well as in the overseas markets. CDD 

officials  are  now  planning to  communicate  with  some  academics  and  institutes 

overseas  in  order  to  have  training  opportunities  for  some  of  their  officers.  The 

goodwill  of  the  CDD  officials  is  appreciated  by  most  of  the  entrepreneurs,  who  are 

always  thinking  of  the  promotion,  production,  and  marketing  development  of  the 

business. There is strong support for the CDD officials from the OTOP entrepreneurs. 

OTOP entrepreneurs have now got a voice to support the CDD officials’ endeavours.  

In  spite  of  their  good  intentions  and  efforts,  CDD  officials  have  had 

some  problems  in  carrying  out  their  responsibility  to  help  the  entrepreneurs.  They 

mentioned  that  there  have  been  problems in  getting  an  appropriate  budget  from  the 

responsible authorities. Less budget allocation could not help the department to cover 

their  responsibilities,  and  other  necessary  expenses  to  hold  training  programmes,  to 

hold  the  OTOP  exhibitions  two  times  a  year,  and  to  hold  local  OTOP  fairs  in  the 

provinces.  

The  experts  have  suggested  that  the  government  should  value  the 

OTOP  community’s  potentials.  The  government  should  support  CDD  in  terms  of 

teaching and training entrepreneurs to have  knowledge  and  wisdom  to  develop  their 

work and life. Budgets should be allocated appropriately as requested and they should 

be  put  into  the  hands  of  the  responsible and  committed  officers  of  the  departments. 

The professionals expected that the government should have an appropriate mindset to 

work  with  all  the  respective  government officials  with  goodwill  and  cooperation  for 

the development of the people and the economy of the country. 

2)  OTOP Entrepreneurs 

A  summary  of  the in-depth  interviews  of  the  OTOP  entrepreneurs  is 

presented below. 

Many of the OTOP entrepreneurs have obtained a three, four, and five star 

status. There are still some OTOP entrepreneurs with a one and two star status that are 

struggling  to  climb  the  status  ladder.  Some  of  them  have  not  received  help  in 

developing  their  products  and  in  promoting  or  marketing  them  successfully  like 

others.  They  expect  considerable  support  from  the  Community  Development 

department.  
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Those  that  have  three  and  four  star status  would  like  to  obtain  five  star 

status.  They  have  problems,  however,  meeting  the  demands  and  regulations  of  the 

OTOP committee which makes decisions. They would like to grow and expand their 

businesses as successful entrepreneurs. They acknowledge that there should be more 

OTOP  fairs  and  exhibitions  with  the  support  and  cooperation  of  the  responsible 

officials  involved  in  the  promotion  and  expansion  of  OTOP  products  in  all  of  the 

provinces,  at  the  borders,  and  if  possible  at  overseas.  Some  are  getting  used  to  ICT 

adoption  and  entrepreneurial  networks  and having  the  benefits  for  their  businesses. 

Yet there are some entrepreneurs, according to the CDD officials, that hesitate to get 

involved with the Internet, the Web and e-commerce and e-business facilities to grow 

their  business.  They  need  further  attention  and  guidance,  together  with  professional 

training  programmes  to  help  them  understand  the  advantages  of  ICT  adoption, 

application,  and  entrepreneurial  networkings  for  development  and  to  compete 

successfully among competitors. 



 

CHAPTER 5 

 

CONCLUSIONS, IMPLICATIONS, AND RECOMMENDATIONS 

 

  This chapter presents the conclusion of the study which is based on the data 

presented, analyzed, and interpreted. In addition, the chapter presents a discussion of 

the  major  findings,  management  and  policy  recommendations,  and  ideas  for  further 

research.    

 

5.1  Conclusions 

 

There  were  three  objectives  in  this study.  The  first  objective  was  to  find  out 

the current level of business performance among the OTOP entrepreneurs. The second 

objective  was  to  explore  the  factors  affecting  the  business  performance  of  OTOP 

entrepreneurs.  The  third  objective  was  to determine  the  most  important  predictors 

explaining the business performance of OTOP entrepreneurs. 

  There were three hypotheses in this study specifying the relationships between 

the independent variables that were measured against business performance. 

Hypothesis   1   work experience, number of employees, entrepreneurial networks, 

and ICT adoption are likely to be positively related to OTOP entrepreneurs’ business 

performance.  

Hypothesis  2   work experience, number of employees, and ICT adoption are 

likely to be positively related to entrepreneurial networks.  
Hypothesis  3   work  experience  and  number  of  employees are  likely  to  be 

positively related to ICT adoption. 

The  study  has  fulfilled  the  three  objectives  as  specified.  The  applications  of 

the  multivariate  statistical  technique  of  the  path  analysis  allowed  for  the  exertion  of 

the  causal  relationships  among  the  variables  proposed  in  the  model  of  the  study. 

Explanations given are based on the literature review in addition to an analysis of the 

interview data to support the findings.  
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The findings from the relationships among the variables as stated in the three 

hypotheses, were supported. The model provides considerable power for the business 

performance of OTOP entrepreneurs. Work experience of the entrepreneurs, number 

of  employees,  entrepreneurial  networks  and  ICT  adoption  had  a  direct  and  indirect 

influence  on  the  business  performance  of  OTOP  entrepreneurs.  Among  all  the 

variables  proposed  in  the  model,  work  experience  and  entrepreneurial  networks  are 

the  most  important  predictors  explaining  the  business  performance  of  OTOP 

entrepreneurs. 

Business  performance  has  both  direct  and  indirect  effects  from  number  of 

employees and ICT adoption, but has only a direct effect from work experience and 

entrepreneurial networks. It can be implied that business performance had significant 

positive relationships with work experience, number of employees, ICT adoption and 

entrepreneurial  networks,  as  anticipated in  hypothesis  1.  This  indicates  that  ICT 

adoption had an impact on business performance (Arvanitis, 2005; Locke, 2004; Gera 

and Gu, 2004 and OECD, 2003). Entrepreneurial networks had a positive relationship 

with  business  performance  (Kadushin,  2004;  Taylor  et  al.,  2004  and  Oliver,  1990). 

This explains that an increase in work experience of the entrepreneur, an increase in 

number of employees, an increase in adoption and application of ICT, and an increase 

in entrepreneurial networkings would increase business performance. 

 

5.2  Discussion of Research Findings 

  

  According to the research findings in chapter 4, the business performance of 

OTOP  entrepreneurs  is  good  in  terms  of  profit,  at  78.2  percent,  in  terms  of  market 

expansion, at 61.3 percent, and in terms of sales growth, at 29.7 percent. The result 

indicated  that  most  of  the  OTOP  entrepreneurs’  business  performances  were 

reasonably  good.  This  is  because  the  majority  of  OTOP  entrepreneurs  have 

knowledge  of  ICT  equipment  and  devices,  which  they  can  use  efficiently  for  their 

business  communication,  and  they  have  considerable  market  expansion  and  an 

increase  in  number  of  customers,  product quality,  profitability  and  social  network 

expansion.  Not  only  do  they  benefit  from  ICT  adoption,  but  also  they  benefit  from 

entrepreneurial  networks.  Entrepreneurial networks  help  them  to  communicate  with 
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family, friends, acquaintances, government officials, bank officials, and other enterprises 

for  information,  for  finance,  for  skill  and  business  opportunity,  and  for  place  and 

building required to build up their business. 

 The  research  findings  and  implications  will  be  discussed  according  to  each 

independent  variable.  By  utilizing  bivariate  analysis  and  multivariate  analysis,  the 

researcher was able to study the relationships between the independent and dependent 

variables.  

Bivariate Analysis 

 

5.2.1  Gender 

The results indicate that no relationship existed between gender and business 

performance.  The  male  OTOP  entrepreneurs  made  a  77.0  percent  profit  and  female 

entrepreneurs made a 78.8 percent profit. The result from the 2χ test showed that the 

difference  was  not  statistically  significant  at  p  =  .918.  There  was  no  relationship 

between gender and business performance.  

 

5.2.2  Age 

 The  results  indicate  that  no  relationship  existed  between  age  and  business 

performance.  The  age  group  less  than  30  years  made  a  90.0  percent  profit,  the  age 

group of 30 to 39 years made a 75.0 percent profit, the age group 40 to 49 years made 

a 79.0 percent and 50 and over made a 73.3 percent profit. The result from the 2χ test 

showed that the difference was not statistically significant at p = .142. There was no 

relationship between age and business performance.  

  

 5.2.3  Education 

 The  results  indicate  that  no  relationship  existed  between  education  and 

business performance. The undergraduate made a 77.2 percent profit and the bachelor 

and  higher  than  a  bachelor  degree  graduate  made  a  78.9  percent  profit.  The  result 

from  the 2χ  test  showed  that  the  difference  was not  statistically  significant  at  p  = 

.860. There was no relationship between education and business performance. 
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 5.2.4  Work Experience 

 The  results  indicate  that  a  relationship  existed  between  work  experience  and 

business  performance.  The  group  with  less  than  10  years’  work  experience  made  a 

61.2  percent  profit,  the  group  with  10  to  19  years  of  work  experience  made  a  76.7 

percent profit, the group with 20 to 29 of years’ work experience made a 94.4 percent 

profit, and the group with 30 years of work experience and over made a 93.0 percent 

profit.  The  result  from  the 2χ  test  showed  that  the  difference  was  statistically 

significant  at  p  =  .000.  There  was  a  relationship  between  work  experience  and 

business performance. 

 

 5.2.5  Type of Product 

 The results indicate that no relationship existed between type of product and 

business  performance.  Food  and  beverages  made  a  83.7  percent  profit,  textiles, 

fabrics, and clothes made a 79.1 percent profit, ornaments, handicrafts, and souvenirs 

made a 76.3 percent profit, and herbal products made a 78.0 percent profit. The result 

from  the 2χ  test  showed  that  the  difference  was not  statistically  significant  at  p  = 

.452. There was no relationship between type of product and business performance. 

 

 5.2.6  Level of Stars 

 The  results  indicate  that  no  relationship  existed  between  level  of  stars  and 

business performance. Three stars made a 74.4 percent profit, four stars made a 77.6 

percent profit, and five stars made a 84.6 percent profit. The result from the 2χ test 

showed that the difference was not statistically significant at p = .267. There was no 

relationship between level of stars and business performance. 

 

 5.2.7  Number of Employees 

 The results indicate that no relationship existed between number of employee 

and  business  performance.  The  group  with  less  than  10  employees  made  a  74.2 

percent  profit,  the  group  with  10  to  19  employees  made  a  78.9  percent  profit,  the 

group  with  20  to  29  employees  made  a  79.5 percent  profit,  and  the  group  with  30 

employees and over made a 87.5 percent profit. The result from the 2χ test showed 
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that  the  difference  was  not  statistically  significant  at  p  =  .722.  There  was  no 

relationship between number of employees and business performance. 

 

 5.2.8  Duration in Business 

 The results indicate that no relationship existed between duration of business 

and  business  performance.  Entrepreneurs  in  business  with  less  than  10  years’  work 

duration made a 78.4 percent profit, those with 10 to 19 years’ duration made a 75.8 

percent profit, with 20 to 29 years made a 80.0 percent profit, and the group with 30 

years’ work duration and over made 90.0 percent profit. The result from the 2χ test 

showed that the difference was not statistically significant at p = .963. There was no 

relationship between duration of business and business performance.  

 

 5.2.9  ICT Knowledge 

 The  results  indicate  that  a  relationship  existed  between  ICT  knowledge  and 

business performance. The OTOP entrepreneurs that did not have ICT knowledge at 

all made a 68.3 percent profit, those that had moderate knowledge of ICT made a 71.7 

percent profit, and those that had much knowledge of ICT made a 86.3 percent profit.  

The result from the 2χ test showed that the difference was statistically significant at p 

= .014. There was a relationship between ICT knowledge and business performance. 

 

5.2.10  ICT Usage 

 The  result  indicates  that  relationship  exist  between  ICT  usage  and  business 

performance. The OTOP entrepreneurs who do not have ICT usage at all make 70.6 

percent  profit,  those  who  have  moderate usage  of  ICT  make  70.2  percent  and  those 

who have much usage of ICT make 85.1 percent profit.  The result from the 2χ test 

showed  that  the  difference  is  statistically  significant  at  p  =  .025.  There  was 

relationship between ICT usage and business performance. 

 

5.2.11  ICT Benefit 

 The  results  indicate  that  a  relationship  existed  between  ICT  benefit  and 

business  performance.  The  OTOP  entrepreneurs  that  did  not  have  ICT  benefit  at  all 
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made  a  59.12  percent  profit,  those  that  had  moderate  benefit  of  ICT  made  a  68.5 

percent  profit,  and  those  that  had  much  benefit  of  ICT  made  a  85.4  percent  profit.  

The result from the 2χ test showed that the difference as statistically significant at p 

= .001. There was relationship between ICT benefit and business performance. 

 

5.2.12  Social Network 

 The results indicate that no relationship existed between social networks and 

business performance. The OTOP entrepreneurs that did not have social networks at 

all  made  74.4  percent  profit,  those  that had  moderate  social  networks  make  75.4 

percent  profit,  and  those  that  had  many  social  networks  made  a  83.1  percent  profit. 

The result from the 2χ test showed that the difference was not statistically significant 

at  p  =  .172.  There  was  no  relationship  between  social  networks  and  business 

performance.  

 

5.2.13  Supporting Network 

 The  results  indicate  that  a  relationship  existed  between  supporting  networks 

and  business  performance.  The  OTOP  entrepreneurs  that  did  not  have  supporting 

networks  at  all  made  a  66.1  percent  profit,  those  who  have  moderate  supporting 

networks  make  77.7  percent  profit,  and those  that  had  many  supporting  networks 

made a 87.7 percent profit. The result from the 2χ test showed that the difference was 

statistically  significant  at  p  =  .048.  There  was  a  relationship  between  supporting 

networks and business performance. 

 

5.2.14  Inter-firm Network 

The  results  indicate  that  a  relationship  existed  between  inter-firm  networks 

and  business  performance.  The  OTOP  entrepreneurs  that  did  not  have  inter-firm 

networks  at  all  made  a  69.5  percent  profit,  those  that  had  moderate  inter-firm 

networks made a 79.7 percent profit, and that had many inter-firm networks made a 

86.8  percent  profit.  The  result  from  the 2χ  test  showed  that  the  difference  was 

statistically  significant  at  p  =  .014.  There  was  a  relationship  between  inter-firm 

networks and business performance. 
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Multivariate Analysis 

 

5.2.15  Predictors of Business Performance 

  As indicated in Table 4.17 by the regression results, the stronger predictor of 

business  performance  was  work  experience  (Beta  =  .248,  t  =  5.005,  p  =  .000).  The 

second strongest predictor was entrepreneurial networks (Beta = .237, t = 4.431, p = 

.000).  The  third  strongest  predictor  was  ICT  adoption  (Beta  =  .147,  t  =  2.716,  p  = 

.007), and the fourth strongest predictor was number of employees (Beta = .122, t = 

2.443,  p  =  .015).  Work  experience  had  the  most  important  impact  on  business 

performance of the OTOP entrepreneurs. The impact of entrepreneurial networks on 

business performance creates sales growth, market expansion and profit.  

 Together these four variables contributed 18.10 percent in share variability to 

the dependent variable. In other words, the four variables had an explanatory power of 

18.10  percent  of  business  performance.  All of  the  independent  variables  had  an 

impact on business performance. 

The results indicated that business performance had impact from the number 

of employees, ICT adoption, work experience, and entrepreneurial networks. It can be 

implied  that  business  performance  had  significant  positive  relationships  with  work 

experience,  number  of  employees,  ICT  adoption,  and  entrepreneurial  networks,  as 

anticipated in hypothesis 1.  

The  results  indicated  that  only  entrepreneurial  networks  had  an  impact  from 

ICT adoption, as anticipated in hypothesis 2. It can be concluded that entrepreneurs 

with  more  ICT  adoption,  engage  in  more  entrepreneurial  networkings.  But 

entrepreneurial networks had no significant relationships with number of employees 

or work experience.  

  The results indicated that ICT received an impact from Number of Employees, 

as anticipated in hypothesis 3. As the number of employees increases, the use of ICT 

increases. But ICT adoption had no significant relationships with work experience. 

 

5.3  Limitations of the Study 

 

The limitations in this study are: 
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1  In  this  research,  the  researcher  could  not  obtain  the  secondary  data  on  profit, 

market expansion, or sales growth. It was difficult to collect financial data because OTOP 

enterprises are small and the OTOP entrepreneurs do not have formal reports or accounts.   

2  Reviewing the literature from the research of different times and cultures could 

have brought in different views and interpretations in the study.  

3  Sampling  data  from  the  questionnaire  from  different  types  of  business  could 

have given rise to different findings.  

4  Cross-sectional data collection is a limitation because data during a given period 

of time may be different from those of another time period. 

 

5.4 Policy Recommendations  

 

5.4.1  Policy Recommendations for Government 

The  government  should  have  a  range  of  policies  to  enable  OTOP 

entrepreneurs to come into existence and to grow. The justification for such policies is 

that  OTOP  enterprises  are  major  sources  of  job  creation,  innovation,  and 

competitiveness.  It  is  the  government’s  responsibility  to  support  and  promote  the 

entrepreneurs to enhance the welfare of the people. The OTOP project was initiated 

and  designed  to  fulfill  the  objective  of  economic  development  through  human 

resource  development,  job  creations,  income  distribution,  poverty  eradication,  and 

quality  of  life  in  general.  This  project  is  the  responsibility  of  the  government  and  it 

should be committed to nurturing the project with all of its resources, such as policy, 

strategy,  infrastructure,  manpower,  knowledge  and  experience,  vision  and  mission, 

and  budget  and  finance,  blended  with  good  governance,  accountability,  and 

transparency.  All  of  these  qualities  require  ethical  standards  practised  by  the 

government officials. Then only can OTOP entrepreneurs under the jurisdiction of the 

government have opportunities without problems or interruptions to conduct business 

as trained professionals and to enhance their business performance.  

The general goal of OTOP policy should be to strengthen the existing base of 

small enterprises by ensuring they can compete in the market place and they are not 

victims  of  prejudice  because  of  their  small size  relative  to  large  firms.  In  order  to 

deliver  such  policy,  government  is  faced  with  clear  choices.  The  first  is  to  focus 

attention  upon  lowering  the  entry  barriers to  new  OTOP  enterprise  formation.  A 
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second  policy  option  is  to  reduce  the burdens  on  those  individuals  already 

participating  in  the  OTOP  project.  A  third  policy  option  is  to  use  public  funds  to 

provide  finance  directly  and  indirectly, and  to  provide  information,  training,  and 

advice  soft  support  to  both  individuals  considering  starting  a  firm  and  to  existing 

established OTOPs. The government can make different choices.  

It is training that can make an ordinary member of the community to become 

an entrepreneur. At present, training programmes for entrepreneurship development, 

production  development,  promotion  development,  communication  and  information 

technology  adoption  development,  entrepreneurial  networks  development,  OTOP 

community  development,  local  knowledge  and  wisdom  development,  managerial 

accounting development, marketing and promotion development, local, regional and 

overseas OTOP fairs and  exhibitions development are designed and conducted by the 

Community  Development  Department  (CDD)  under  the  Ministry  of  Interior  to 

develop OTOP entrepreneurs in all of the provinces.  

Training can shape the skills and thinking of the entrepreneurs. Trainers from 

the  government  should  be  professionals,  with  good  experience  in  the  areas  of  the 

training. The officers must update their knowledge and performance periodically with 

the support of the higher authorities of the respective Ministries, such as the Ministry 

of Commerce, the Ministry of Interior, and the Ministry of Industry. The problem of 

receiving  the  budget  required  to  take  care  of  the  expenses  involved  in  the  training 

process  must  be  approved  and  forwarded  without  delay  to  help  the  training  officers 

complete the training. Evaluation needs to be considered, both for the officers and for 

the  OTOP  entrepreneurs’  progress.  Results  are  important.  Integrated  awareness 

should  be  the  determining  factor  to  implement  the  necessary  changes  in  the 

performance  of  trainers,  who  are  government  officials,  and  trainees  who  are  OTOP 

entrepreneurs. Favourable policies to support, help and encourage OTOP entrepreneurs, 

who  are  the  members  of  the  communities,  should  be  created,  implemented,  and 

evaluated  so  that  policy  implementation  will  have  beneficial  effects  on  economic 

development.  

 

5.4.2  Policy Recommendations for the OTOP Project 

The  CDD’s  study  on  the  Thai  entrepreneurial  environment  reflected  that 

government bureaucracy and regulation requirements impede the OTOP Project from 
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expanding. It raised doubts about the government’s competence and effectiveness in 

supporting new and growing OTOP entrepreneurs. The study singled out the lack of 

financial  support,  quality  of  education  and  training,  and  overall  market  openness  as 

other main factors holding back Thai entrepreneurs. 

It  is  of  paramount  importance  for  Thai  entrepreneurs  to  comprehend  these 

factors  as  they  bear  substantial  influence  on  their  business  performance,  especially 

when they compete in this challenging, regional, and globalized business arena. The 

collection of data on the profile, experience, management skill and competency, size 

and sector, and individual characteristics and the motives of OTOP entrepreneurs are 

needed in order to allow policy makers, educators, trade associations, and the public 

identify appropriate planning of national policies and programmes. 

Another important factor to be taken into consideration is the support received 

from the government. Policy makers should continue their efforts in nurturing more 

Thai entrepreneurs in order to facilitate their success. A policy that is friendly to new 

OTOP enterprises must be enacted. These include removing constraints, such as red-

tape,  and  to  simplify  registration  requirements.  More  financial  support  is  needed  in 

various forms for funding in order to draw more Thais into entrepreneurship. It is also 

important  to  encourage  corporations  to  have  business  cooperation  with  OTOP 

enterprises and to support OTOP growth. Without this support, the efforts in creating 

quality,  resilient  and  successful  OTOP  entrepreneurs  in  the  economy  will  be 

cumbersome.  Given  a  conducive  environment  and  adequate  support,  OTOP 

entrepreneurs  can  realize  their  full  potential  and  maximize  their  contribution  to  the 

country’s economic development. 

The  OTOP  entrepreneurs  should  realize  that  they  should  be  successful  by 

gaining  access  to  the  ICT,  entrepreneurial  networks,  and  business  training.  The 

entrepreneurs  should  utilize  this  opportunity to  the  fullest  extent.  They  should  be 

competent  and  objective  and  improve  themselves  to  prove  their  capabilities  in  their 

business. 

In addition, the OTOP entrepreneurs need to have good understanding of the 

entrepreneurial orientation in order for them to succeed in their ventures. The training 

programme  should  include  capability  building.  Entrepreneurs  can  learn  about 

creativity  and  innovativeness  through  short  courses,  training  programmes,  or  even 
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long-term  courses  leading  to  the  award  of a  diploma  or  degree.  This  is  where  the 

government agencies and associations play an important role in nurturing these skills. 

There  has  been  no  consistency  in  development  plans  since  the  first 

development planning stage more than 40 years ago until the years of economic crisis 

(1997), when the government was forced to work extremely hard to achieve a certain 

level  of  recovery  from  the  domestic  economic  turbulence.  The  community-based 

economic development has taken a large portion of economic development planning 

to help the state out of the disadvantageous conditions and reduce poverty.  

The OTOP project was born with policies and strategies according to which its 

development  was  continuously  monitored,  evaluated,  and  updated  through  various 

policy  instruments  for  certain  levels  of  achievement.  Good  coordination  could  be 

found  among  the  stakeholders.  This  coordination  was  embedded  within  leadership 

attributes.  Coordination  is  the  main  power  in  program  implementation  of  economic 

development.   

The government should fully support the trade of OTOP products with the use 

of computer-based information technology and by educating the people to understand 

economic global trends through business competition and opportunity. 

The  government  roles  in  development, especially,  the  main  responsibility  of 

the ministries is to encourage the development of OTOP enterprises. The government 

should  have  formulated  comprehensive  strategies  to  solve  financial  and  marketing 

problems  since  the  economic  crisis.  The  government  has  an  obligation  to  serve, 

facilitate,  support,  encourage,  and  control  various  aspects  of  rural  development 

according to its capacity.  

The  government  role  should  be  in  favour  of  the  poor  people,  shown  by  the 

evidence  that  the  OTOP  programme  was launched  for  the  benefit  of  the  rural 

community.  There was a commitment to reducing the people’s poor condition. The 

private  sector  should  also  take  part  in  this  development.  Experts,  along  with 

academics,  should  prepare  their  contribution  in  terms  of  thoughts,  suggestions,  and 

consultations;  meanwhile,  the  government  can translate  such  support  in  the  form  of 

policies, programs, and projects.  
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5.5  Recommendations for Future Research 

 

Further research studies may be noted as follows: 

1  Quantitative  studies  are  necessary  to explore  the  business  performance  of 

OTOP entrepreneurs in the Thai context. 

2   It would be also interesting to investigate and compare the findings among 

OTOP styles of entrepreneurship in other cultures and geographical regions.  

3   Additional  research  may  be  done  with  other  variables  that  influence  and 

impact the business performance of OTOP entrepreneurs. 

4   More qualitative studies are needed to explore the business performance of 

OTOP entrepreneurs in the Thai context. 
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APPENDIX A   
 

QUESTIONNAIRE IN ENGLISH 
QUESTIONNAIRE 

 

THE IMPACT OF ICT AND ENTREPRENEURIAL NETWORKS ON THE 
BUSINESS PERFORMANCE OF ONE TAMBON ONE PRODUCT 

ENTERPRISES IN GREATER BANGKOK AND METROPOLITAN AREAS 
 

This  questionnaire  is  part  of  my  course  requirements  for  the  Doctor  of 
Philosophy  in  Development  Administration  at  the  School  of  Public  Administration, 
National  Institute  of  Development  Administration  (NIDA).  Please  note  that  the 
information  you  provide  will  be  kept  strictly  confidential  and  will  be  presented  in 
general in the research. Thank you very much for your cooperation in providing the 
information. 

    

Please  and provide the appropriate information  
Section 1: Personal Characteristics 
 

1. Gender:       [   ] Male    [   ]  Female 
2. Present Age:   ………….. years 
 
3. Education:    [   ] Lower than Bachelor degree  [   ]  Bachelor degree   

[   ] Higher than Bachelor degree    
 
4. Work Experience:   ………….. years 
5. Type of group: Sole Entrepreneur/ Manufacturer group  
         [   ]  Sole Entrepreneur    [   ]  Manufacturer group     
6. Position:    [   ]  Head of the group  [   ]  Assistant head of the group 
      [   ]  Members of the group     
 
Section 2: Business Characteristics 
7. Type of Product:   [   ]  Foods        

[   ]  Beverages  
[   ]  Textiles, fabrics and clothes    
[   ]  Ornaments, handicrafts and souvenirs  
[   ]  Herbal products and medicinal crops 

8. Level of Stars (OTOP Product Champion: OPC) 
      [   ]  3 Stars       [   ]  4 Stars       [   ]  5 Stars 
9. Size of Business:     Number of employees at present:  ………….. persons  
10. Duration of Business:  …………… years 
11. Number of employees: 
     In 2008 ………… persons.     In 2009 ..……… persons.   In 2010 ………persons.  
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Section 3: ICT Adoption 

 

12. Do you have information and communication technology (ICT) knowledge? 
 

No  Type of ICT 
Very 
much 

Much Moderate  Little  Not at 
all 

1.  Fixed Line Telephone          
2.  Mobiles            
3.  Fax         
4.  Computer         
5.  Internet connection 

(e.g. email, Web) 
     

 

13. Have you ever received ICT training? 
[   ]  Yes  from  [   ]  Government   [   ]  Private  [   ]  Friends   
[   ]  No   because 
…………………………………………………………………………. 
 

14. How useful is ICT in your business? 
 

No Type of ICT Very 
Useful 

Useful Moderate  Little  Not at all 

1.  Fixed Line Telephone          
2.  Mobiles            
3.  Fax         
4.  Computer         
5.  Internet connection 

(e.g. email, web) 
     

 

15. How often do you use ICT in communicating with customers? 

 

No Type of ICT Very 
often 

Often  Moderate  Little  Not at all 

1.  Fixed Line Telephone          
2.  Mobiles            
3.  Fax         
4.  Computer         
5.  Internet connection 

(e.g. email, web) 
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16. How often do you use ICT in communicating with suppliers? 
 

No Type of ICT Very 
often 

Often  Moderate  Little  Not at all 

1.  Fixed Line Telephone          
2.  Mobiles            
3.  Fax         
4.  Computer         
5.  Internet connection 

(e.g. email, web) 
     

 

17. What are the benefits you have received by ICT adoption?  

 

No  Benefit  Very Great Great  Moderate  Little  Not at 
all 

1.  expand your markets         
2.  increase in number of 
customers   

     

3.  Product quality         
4.  profitability        
5.  Expansion of social 
network 

     

 
 
18. How has your business operation benefited from ICT application? (can select more 

than 1) 

    [   ]  Information and knowledge management inside the firm   

 [   ]  Communication brings information from customers, buyers and suppliers 

outside the firm     

    [   ] Communication with customers, buyers and suppliers outside the firm  

    [   ]  Speed and reliability of transactions   

    [   ]  Reduce transaction costs   

   [   ]  ICT communication can reduce information asymmetries between buyers and 

suppliers  

     [   ]  Has Reduced inefficiencies resulting from lack of coordination between firms 
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19. What kind of government supports you need for your ICT adoption? 
 

No  Benefit  Very much Much  Moderate  Little  Not at 
all 

1  Foster ICT 
infrastructure at 
reasonable cost 

     

2  Support market 
information 

     

3  Support product 
development 
information 

     

4  Support knowledge of 
doing business 

     

5  Coordinating in getting 
resources 

     

6  Control and protect the 
risk involved in e-
commerce 

     

7  Free website service            
8  Internet service 
provider 

     

 

Section 4: Entrepreneurial Networks 

 

20. Who and how often did you contact for advice about your business or ideas in the 

previous year?  

 

No  Network Nodes  Very Much  Much  Moderate  Little  Not at all
1  Family members          
2  Friends            
3  Acquaintance 
(teachers, professional 
etc.) 

     

4  Government 
agent/agencies 

     

5  Banks/Finance          
6  Provincial Industrial 
Council 

     

7  Non-government 
Organizations (NGOs) 

     

8  Inter-firms        
 



 
 

115

21. How important is the information that you receive from these groups?  

 

No  Network Nodes  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Family members          
2  Friends            
3  Acquaintance (teachers, 
professional etc.) 

     

4  Government 
agent/agencies 

     

5  Banks/Finance          
6  Provincial Industrial 
Council 

     

7  Non-government 
Organizations (NGOs) 

     

8  Inter-firms         
 

22. How important are the following persons and organizations for your business 

support- Skill training & business opportunity?  

 

No  Network Nodes  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Family members          
2  Friends            
3  Acquaintance (teachers, 
professional etc.) 

     

4  Government 
agent/agencies 

     

5  Banks/Finance          
6  Provincial Industrial 
Council 

     

7  Non Government 
Organizations (NGOs) 

     

8  Inter-firms         
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23. How important are the following persons and organizations for your business 
support- money, building, place?  

 

No  Network Nodes  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Family members          
2  Friends            
3  Acquaintance (teachers, 
professional etc.) 

     

4  Government 
agent/agencies 

     

5  Banks/Finance          
6  Provincial Industrial 
Council 

     

7  Non-government 
Organizations (NGOs) 

     

8  Inter-firms         
 

24. What type of support did you receive from family members? 

 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 
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25. What type of support did you receive from friends? 
 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 

     

 

26. What type of support did you receive from acquaintances (teachers, professionals, 

etc.)? 

 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 
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27. What type of support did you receive from Government agents/agencies? 
 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 

     

 

28. What type of support did you receive from Banks/Finance? 

 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 
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29. What type of support did you receive from the Provincial Industrial Council? 
 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 

     

 
 
30. What type of support did you receive from Non-government Organizations 
(NGOs)? 

 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 
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31. What type of support did you receive from Inter-firms (other firms)? 
 

No  Types of Support  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Financial         
2  Technology         
3  Labour skill 
development 

     

4  Marketing & market 
information 

     

5  Consulting/discuss 
business matters 

     

6  Input supply          
7  Raw material supply          
8  Subcontracting 
(Receiving-buying 
your products) 

     

 

32. What kind of benefits did you obtain from Networkings? 
 

No Benefits Yes  No 
1  Improved business performance (e.g. sales, profits)    
2  Improved product quality, new product introductions    
3  Created new ideas for products or processes    
4  Improved management skills    
5  Changed the way of organizing work or people    
6  Added personnel to business    
7  Accessed new equipment or production processes    
8  Accessed new techniques or skills    
9  Accessed new contacts or suppliers    
10  Accessed new markets for business    
11  Jointly marketed products or services with network member 

firms 
  

12  Jointly designed or developed new products with network 
member firms 

  

13  Jointly produced a product with network member firms     
14  Discussed common problems with network member firms     
15  Subcontracted jobs with network member firms    
16  Increased firm’s credibility through association with the 

network 
  

17  Increased negotiation power in doing business    
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33. What do you think are the important factors that make your networking 
successful?  

 

No  Factors  Very 
Much 

Much  Moderate  Little  Not at 
all 

1  Know many people          
2  Ability to 
communicate 

     

3  Social participation          
4  Knowledge of 
information 
communication 
technology (ICT) 

     

5  Knowledge of 
information literacy 

     

 

Section 5: Business Performance 

 

34. How do you evaluate the present sales performance of your enterprise? 

  [   ] Excellent  [   ] Very good [   ] good  [   ] Fair  [   ] Poor 
  

35. How do you evaluate the present market performance of your enterprise? 

  [   ] Excellent  [   ] Very good [   ] good  [   ] Fair  [   ] Poor 
 

36. How do you evaluate the present financial results of your enterprise? 

  [   ] Excellent    (profit of more than 500,000 Baht per year) 
[   ] Very good  (profit of 300,001– 500,000 Baht per year)  
[   ] Good    (profit of 200,001 – 300,000 Baht per year)  
[   ] Fair    (profit of 100,001 – 200,000 Baht per year) 
[   ] Poor            (profit of lower than 100,000 Baht per year) 

 

37. What was your sales growth? 
In 2010         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year  

  In 2009            [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year    
In 2008         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year     

   

38. How was your market? 
In 2010         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year   
In 2009         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year   
In 2008         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year   
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39. What was your profit?    
In 2010         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year  
In 2009         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year   
In 2008         [   ] Increase  [   ] Not increase [   ] Decrease  ……% of last year   

 

40. Finally, the researcher would like to ask you what are the important factors which 
make your OTOP enterprise successful? Please explain. 
1. ………………………………………………………………………………….. 
2. ………………………………………………………………………………….. 
3. ………………………………………………………………………………….. 

 
 
 
Name of Respondent: ………………………………………………………………. 
Address: …………………………………………………………………………….. 
Tel: ……………………………….  Email address:  ………………………………. 



 
APPENDIX B   

 
QUESTIONNAIRE IN THAI 

 

แบบสอบถาม 

เรื่อง ผลกระทบของการใชเทคโนโลยีสารสนเทศและการสื่อสาร และระบบเครือขายวิสาหกิจที่มีตอผล

การดําเนินงานของวิสาหกิจในโครงการหนึ่งตําบลหนึ่งผลิตภัณฑ ในกรุงเทพมหานครและปริมณฑล 
 

แบบสอบถามนี้เปนสวนหนึ่งของการทําดุษฎีนิพนธ ตามหลักสูตรปรัชญาดุษฎีบัณฑิต 

(สาขาการบริหารการพัฒนา) หลักสูตรนานาชาติ คณะรัฐประศาสนศาสตร สถาบันบัณฑิตพัฒน-

บริหารศาสตร  ขอมูลที่ไดจะถูกเก็บเปนความลับและนําเสนอในภาพรวม ขอขอบคุณทุกทานที่ให

ความรวมมือเปนอยางดี 

 

โปรดใหเครื่องหมาย  และตอบตามขอความที่ตรงกับความเปนจริงและความคิดเห็นของทาน 

สวนที่ 1: ขอมูลสวนบุคคล 

1. เพศ :     [   ] ชาย   [   ]  หญิง 

2. อายุ : ......................... ป 

3. การศึกษา:    [   ]  ตํ่ากวาปริญญาตรี  [   ]  ปริญญาตรี     [   ] สูงกวาปริญญาตรี 

4. ประสบการณการทํางาน:   ...................... ป 

5. ประเภทของกลุม:  ผูประกอบการ/ กลุมผูผลิต [   ]  เจาของคนเดียว   [   ]  กลุมผูผลิตชุมชน  

6. ตําแหนงในกลุม : [   ] หัวหนากลุม  [   ] รองหัวหนากลุม [   ] สมาชิกกลุม 

 

สวนที่ 2: ลักษณะของธุรกิจ 

7. ประเภทของผลิตภัณฑ: [   ]  อาหาร     [   ]  เครื่องดื่ม             [   ]  ผลิตภัณฑเสื้อผา 

 [   ]  เครื่องประดับ หัตถกรรมและของที่ระลึก      [   ]  ผลิตภัณฑ

สมุนไพร 

8. ระดับดาวของผลิตภัณฑ OTOP ท่ีผานการคัดเลือกสุดยอด OTOP ป 2553 

             [   ] ระดับ 3 ดาว       [   ] ระดับ 4 ดาว       [   ] ระดับ 5 ดาว 

9. ขนาดของธุรกิจ:    จํานวนพนักงาน ........................ คน 

10. ระยะเวลาการดําเนินธุรกิจของกลุม:  ......................................... ป 

11. จํานวนสมาชิกในกลุม 

      ในป 2551 ………… คน           ในป 2552 ………… คน             ในป 2553 ………… คน     . 
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สวนที่ 3:  การใชเทคโนโลยีสารสนเทศและการสื่อสาร (ICT)  

12. ทานมีความรูในการใชเทคโนโลยีสารสนเทศและการสื่อสาร ในการดําเนินธุรกิจของทาน

เพียงใด 

ลําดับ ชนิดของ ICT มากที่สุด มาก ปานกลาง นอย ไมมี 

1 โทรศัพทบาน      

2 มือถือ           

3 เครื่องแฟกซ      

4 คอมพิวเตอร      

5 อินเทอรเน็ท      
 

13. ทานเคยไดรับการฝกอบรมในการใชเทคโนโลยีสารสนเทศและการสื่อสารในการดําเนินธุรกิจของทาน

หรือไม 

[   ] เคย        ไดรับจาก  [   ] รัฐบาล   [   ]  เอกชน    [   ] เพื่อน     [   ]  อ่ืน ๆ ระบุ 

............................. 

[   ] ไมเคย    เนื่องจาก 

.............................................................................................................................. 

14. ทานไดใชประโยชนจากอุปกรณเทคโนโลยีสารสนเทศและการสื่อสารในการดําเนินธุรกิจมากนอย

เพียงใด 

ลําดับ ชนิดของ ICT มากที่สุด มาก ปานกลาง นอย ไมเคย 

1 โทรศัพทบาน      

2 มือถือ           

3 เครื่องแฟกซ      

4 คอมพิวเตอร      

5 อินเทอรเน็ท      
 

15. ทานใชอุปกรณดานเทคโนโลยีสารสนเทศและการสื่อสาร ในการติดตอสื่อสารลูกคา มากนอยเพียงใด 

ลําดับ ชนิดของ ICT มากที่สุด มาก ปานกลาง นอย ไมไดใช 

1 โทรศัพทบาน      

2 มือถือ           

3 เครื่องแฟกซ      

4 คอมพิวเตอร      

5 อินเทอรเน็ท      
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16. ทานใชเทคโนโลยีสารสนเทศและการสื่อสาร ในการสั่งซื้อวัตถุดิบและสินคา มากนอยเพียงใด 

 

ลําดับ ชนิดของ ICT มากที่สุด มาก ปานกลาง นอย ไมไดใช 

1 โทรศัพทบาน      

2 มือถือ           

3 เครื่องแฟกซ      

4 คอมพิวเตอร      

5 อินเทอรเน็ท      

 

17. ทานไดรับประโยชนในการใชเทคโนโลยีสารสนเทศและการสื่อสาร ในการดําเนินธุรกิจมากนอยเพียงใด  

 

ลําดับ ผลประโยชนจาก ICT มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 ขยายการตลาด      

2 เพิ่มจํานวนลูกคา            

3 เพิ่มคุณภาพสินคา      

4 ทํากําไรเพิ่มขึ้น      

5 ขยายเครือขายดานสังคม       

 

18. ทานไดรับผลประโยชนจากการใชเทคโนโลยีสารสนเทศและการสื่อสาร ในการดําเนินธุรกิจของทาน

ในดาน (เลือกไดมากกวา 1) 

[   ]  การบริหารจัดการขอมูลขาวสารและความรูภายในกิจการ 

[   ]  การสื่อสารทําใหไดขอมูลจากทั้งผูซ้ือและผูขายจากภายนอก 

[   ]  การสื่อสารระหวางผูซ้ือและผูขายภายนอกกิจการ 

[   ]  การดําเนินการทางธุรกิจไดรวดเร็วและเชื่อถือได 

[   ]  ลดคาใชจายในการดําเนินการ 

[   ]  การสื่อสารทําใหไดขาวสารที่สมบูรณ   

[   ] เพิ่มประสิทธิภาพในการทํางานรวมกัน 
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19. ทานตองการใหรัฐบาลชวยดานเทคโนโลยีสารสนเทศและการสื่อสาร มากนอยเพียงใด 

 

ลําดับ ผลประโยชนจาก ICT มากที่สุด มาก ปาน

กลาง 

นอย ไมตองการ 

1 สนับสนุนดานโครงสรางเทคโนโลยี

สารสนเทศและการสื่อสาร ใหมีราคา

ถูกลง 

     

2 สนับสนุนขอมูลในการดําเนินธุรกิจ

ทางดานการตลาด ดานการผลิต  

     

3 สนับสนุนขอมูลในการดําเนินธุรกิจ

ทางดานการพัฒนาการผลิต 

     

4 สนับสนุนความรูดานการดําเนิน

ธุรกิจ 

     

5 เปนผูตัวกลางในการประสานในดาน

การตลาด 

     

6 ควบคุมและปองกันความเสี่ยงใน

การใชบริการดานธุรกรรมทางอิเลค

โทรนิค  

     

7 สนับสนุนการสรางเวบไซตโดยไมคิด

คาใชจาย 

     

8 สนับสนุนการบริการชองทางการเปด

อินเตอรเน็ท 
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สวนที่ 4: ระบบเครือขายวิสาหกิจ 

20. ทานเคยติดตอหรือหารือเกี่ยวกับธุรกิจกับกลุมบุคคลตอไปนี้ โดยเฉลี่ยในปท่ีผานมา บอยครั้ง

เพียงใด 

ลําดับ กลุมบุคคล มากที่สุดมาก ปานกลาง นอย ไมเคย

1 สมาชิกในครอบครัว เชน พอ แม พ่ีนอง      

2 เพ่ือนที่ทํางาน หรือเพื่อนสมัยเรียน          

3 ผูท่ีรูจักคุนเคย เชน ครู  นักกฎหมาย นักบัญชี      

4 เจาหนาที่หรือหนวยงานภาครัฐ เชน พัฒนา

ชุมชน พาณิชยจังหวัด อุตสาหกรรมจังหวัด 

วัฒนธรรมจังหวัด 

     

5 ธนาคาร หรือสถาบันการเงิน       

6 สภาอุตสาหกรรมจังหวัด       

7 องคกรที่ไมไดหากําไร (NGOs)        

8 ผูประกอบการอื่นๆ       
 

21. ขอมูลขาวสารเกี่ยวกับธุรกิจที่ไดจากกลุมบุคคลเหลานี้มีความสําคัญตอการดําเนินธุรกิจของ

ทานเพียงใด 

ลําดับ กลุมบุคคล มากที่สุด มาก ปานกลาง นอย ไมมี 

1 สมาชิกในครอบครัว เชน พอ แม    

พ่ีนอง 

     

2 เพ่ือนที่ทํางาน หรือเพื่อนสมัยเรียน           

3 ผูท่ีรูจักคุนเคย เชน ครู  นักกฎหมาย   

นักบัญชี 

     

4 เจาหนาที่หรือหนวยงานภาครัฐเชน 

พัฒนาชุมชน พาณิชยจังหวัด 

อุตสาหกรรมจังหวัด วัฒนธรรมจังหวัด 

     

5 ธนาคาร หรือสถาบันการเงิน      

6 สภาอุตสาหกรรมจังหวัด      

7 องคกรที่ไมไดหากําไร (NGOs)           

8 ผูประกอบการอื่นๆ      
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22. ทานคิดวากลุมบุคคลที่กลาวตอไปนี้มีความสําคัญตอการสนับสนุนธุรกิจของทานในดาน

ความรู การฝกอบรม หรือชองทางธุรกิจ มากนอยเพียงใด  

ลําดับ กลุมบุคคล มากที่สุด มาก ปานกลาง นอย ไมมี 

1 สมาชิกในครอบครัว เชน พอ แม     

พ่ีนอง 

     

2 เพ่ือนที่ทํางาน หรือเพื่อนสมัยเรียน         

3 ผูท่ีรูจักคุนเคย เชน ครู  นักกฎหมาย    

นักบัญชี 

     

4 เจาหนาที่หรือหนวยงานภาครัฐ เชน 

พัฒนาชุมชน พาณิชยจังหวัด 

อุตสาหกรรมจังหวัด วัฒนธรรมจังหวัด 

     

5 ธนาคาร หรือสถาบันการเงิน       

6 สภาอุตสาหกรรมจังหวัด       

7 องคกรที่ไมไดหากําไร (NGOs)       

8 ผูประกอบการอื่นๆ       
 

23. ทานคิดวากลุมบุคคลที่กลาวตอไปนี้มีความสําคัญตอการสนับสนุนธุรกิจของทานในดานการ

สนับสนุนดานเงินทุนและวัตถุดิบ เชน เงิน อาคาร สถานที่ มากนอยเพียงใด  

ลําดับ กลุมบุคคล มากที่สุด มาก ปานกลาง นอย ไมมี 

1 สมาชิกในครอบครัว เชน พอ แม     

พ่ีนอง 

     

2 เพ่ือนที่ทํางาน หรือเพื่อนสมัยเรียน         

3 ผูท่ีรูจักคุนเคย เชน ครู  นักกฎหมาย  

นักบัญชี 

     

4 เจาหนาที่หรือหนวยงานภาครัฐ เชน 

พัฒนาชุมชน พาณิชยจังหวัด 

อุตสาหกรรมจังหวัด วัฒนธรรมจังหวัด 

     

5 ธนาคาร หรือสถาบันการเงิน       

6 สภาอุตสาหกรรมจังหวัด       

7 องคกรที่ไมไดหากําไร (NGOs)       

8 ผูประกอบการอื่นๆ       
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24. ทานไดรับการสนับสนุนจากสมาชิกในครอบครัวเชน พอ แม พ่ีนองในดานตอไปนี้มากนอย

เพียงใด 
 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน          

4 การตลาดและขอมูลดานตลาด          

5 ใหคําแนะนําหรือคําปรึกษา

เกี่ยวกับเรื่องธุรกิจ 

      

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อ

สินคาจากทาน) 

      

 
 

25. ทานไดรับการสนับสนุนจากเพื่อนในลักษณะตอไปนี้มากนอยเพียงใด 
 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน          

4 การตลาดและขอมูลดานตลาด          

5 ใหคําแนะนําหรือคําปรึกษา

เกี่ยวกับเรื่องธุรกิจ 

      

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อ

สินคาจากทาน) 
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26. ทานไดรับการสนับสนุนจากผูท่ีรูจักคุนเคย เชน ครู  นักกฎหมาย นักบัญชีในลักษณะตอไปนี้

มากนอยเพียงใด 
 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน          

4 การตลาดและขอมูลดานตลาด          

5 ใหคําแนะนําหรือคําปรึกษา

เกี่ยวกับเรื่องธุรกิจ 

      

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อ

สินคาจากทาน) 

      

 
 

27. ทานไดรับการสนับสนุนจากเจาหนาที่หรือหนวยงานภาครัฐในลักษณะตอไปนี้มากนอย

เพียงใด 
 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน          

4 การตลาดและขอมูลดานตลาด          

5 ใหคําแนะนําหรือคําปรึกษา

เกี่ยวกับเรื่องธุรกิจ 

      

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อ

สินคาจากทาน) 
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28. ทานไดรับการสนับสนุนจากธนาคาร หรือสถาบันการเงินในลักษณะตอไปนี้มากนอยเพียงใด 

 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน          

4 การตลาดและขอมูลดานตลาด          

5 ใหคําแนะนําหรือคําปรึกษา

เกี่ยวกับเรื่องธุรกิจ 

      

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อ

สินคาจากทาน) 

      

 
 

29. ทานไดรับการสนับสนุนจากสภาอุตสาหกรรมจังหวัดในลักษณะตอไปนี้มากนอยเพียงใด 

 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน      

4 การตลาดและขอมูลดานตลาด        

5 ใหคําแนะนําหรือคําปรึกษาเกี่ยวกับ

เรื่องธุรกิจ 

     

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อสินคาจาก

ทาน) 
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30. ทานไดรับการสนับสนุนจากองคกรที่ไมไดหากําไร (NGOs)ในลักษณะตอไปนี้มากนอยเพียงใด 

 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน      

4 การตลาดและขอมูลดานตลาด        

5 ใหคําแนะนําหรือคําปรึกษาเกี่ยวกับ

เรื่องธุรกิจ 

     

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อสินคาจาก

ทาน) 

     

 

31. ทานไดรับการสนับสนุนจากผูประกอบการอื่นๆในลักษณะตอไปนี้มากนอยเพียงใด 

 

ลําดับ การไดรับการสนับสนุน มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 ดานการเงิน      

2 ดานเทคโนโลยี      

3 ดานการพัฒนาทักษะแรงงาน      

4 การตลาดและขอมูลดานตลาด        

5 ใหคําแนะนําหรือคําปรึกษาเกี่ยวกับ

เรื่องธุรกิจ 

     

6 การจัดหาสินคา      

7 การจัดหาวัตถุดิบ      

8 รับเหมาชวง (การรับหรือซื้อสินคาจาก

ทาน) 
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32. ทานไดรับประโยชนอะไรจากระบบเครือขาย 

 
ลําดับ ประโยชน ไดรับ ไมไดรับ 

1 ปรับปรุงผลการดําเนินงานดานการเงินของทาน (เชน ดานการขาย กําไร)    

2 ปรับปรุงผลการดําเนินงานธุรกิจของทาน (เชน คุณภาพของผลิตภัณฑ 

การแนะนําสินคาใหม) 

  

3 สรางความคิดใหมสําหรับผลิตภัณฑหรือกระบวนการผลิต   

4 ปรับปรุงทักษะการบริหารจัดการของทาน   

5 เปลี่ยนแปลงวิธีการทํางานหรือการบริหารบุคคล   

6 แนะนําบุคลากรใหกับธุรกิจของทาน   

7 โอกาสในการนําอุปกรณและกระบวนการผลิตใหมมาใช   

8 โอกาสในการใชเทคนิคหรือทักษะใหม ๆ   

9 การไดมีคูสัญญาหรือการจัดหาสินคาใหม ๆ   

10 การเขาถึงตลาดใหม ๆ สําหรับธุรกิจของทาน   

11 ผลิตภัณฑทางการตลาดหรือบริการรวมกันโดยทางผูประกอบสมาชิกทาง

เครือขาย 

  

12 การพัฒนาหรือออกแบบผลิตภัณฑใหมรวมกันโดยทางผูประกอบสมาชิก

ทางเครือขาย  

  

13 ผลิตผลิตภัณฑรวมกันโดยทางผูประกอบสมาชิกทางเครือขาย   

14 ปรึกษาหารือปญหาทั่วไปโดยทางผูประกอบสมาชิกทางเครือขาย   

15 รับชวงงานตอโดยทางผูประกอบสมาชิกทางเครือขาย   

16 เพิ่มความนาเชื่อถือของธุรกิจของทานผานทางการรวมกิจกรรมทาง

เครือขาย 

  

17 เพิ่มอํานาจตอรองในการดําเนินธุรกิจ   
 

33. ทานคิดวาอะไรคือปจจัยสําคัญที่ทําใหระบบเครือขายประสบความสําเร็จ มากนอยเพียงใด 

ลําดับ ปจจัย มากที่สุด มาก ปานกลาง นอย ไมไดรับ 

1 รูจักคนจํานวนมาก             

2 มีความสามารถในการสื่อสาร        

3 มีสวนรวมในสังคม      

4 มีความสามารถในการจัดการและ

เขาถึงขอมูลขาวสาร 

     

5 มีความรูในเทคโนโลยีสารสนเทศ         
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สวนที่ 5:  ผลการดําเนินงาน 

34. ทานประเมินผลการขายในปจจุบันของธุรกิจของทานไดดังนี้ 

  [   ] ดีเยี่ยม  [   ] ดีมาก  [   ] ดี   [   ] พอใช [   ] แย 

 
35. ทานประเมินผลการตลาดในปจจุบันของธุรกิจของทานไดดังนี้ 

  [   ] ดีเยี่ยม  [   ] ดีมาก  [   ] ดี   [   ] พอใช [   ] แย 

 
36. ทานประเมินผลดานการเงินในปจจุบันของธุรกิจของทานไดดังนี้ 

  [   ] ดีเยี่ยม (กําไรตอปมากกวา 500,000 บาท)  

[   ] ดีมาก (กําไรตอประหวาง 300,001– 500,000 บาท) 

[   ] ดี  (กําไรตอประหวาง 200,001 – 300,000 บาท) 

[   ] พอใช (กําไรตอประหวาง 100,001 – 200,000 บาท) 

[   ] แย   (กําไรตอประหวาง นอยกวา 100,000 บาท) 

 

37. ยอดขาย 

ในป 2553  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 

ในป 2552  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 

ในป 2551  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 
 

38. สวนแบงตลาด 

ในป 2553  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 

ในป 2552  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 

ในป 2008  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 
 

39. กําไร 

ในป 2553  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 

ในป 2552  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน

ในป 2551  [   ] เพิ่ม        [   ] ไมเพิ่ม        [   ] ลดลง     คิดเปนรอยละ .......... % ของปกอน 
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40. สุดทายผูวิจัยใครขอทราบจากทานวา ทานคิดวาอะไรเปนปจจัยหรือตัวแปรที่สําคัญที่สุดที่ทําให

ธุรกิจของทานประสบความสําเร็จ ระบุ 

1. …………………………………………………………………………………………… 

2. …………………………………………………………………………………………… 

3. …………………………………………………………………………………………… 

 

 

ช่ือผูใหสัมภาษณ …………………………………………………………………………………. 

ท่ีอยู …………………………………….โทรศัพท ……………………………….………………

ไปรษณียอิเลคโทรนิค ..………………………………………… 



 

APPENDIX C 

 

IN-DEPTH INTERVIEWS – GOVERNMENT OFFICIALS 

 

1. In-depth Interview – Government Official 1  

Position: Community Development Expert 

Department: Community Development Department (CDD) 

Responsibility: Give Advice on Community Development to Director General 

Interviewer: Thank you very much for giving your time to interview you today with 

regard to OTOP entrepreneurs’ business performance development, related to the use 

of  ICT  and  networks.  I  would  like  to  find  out  whether  ICT,  ICT  knowledge,  ICT 

usage and ICT benefits have a very good impact on the sales, market expansion and 

profit  of  OTOP  entrepreneurs  of  Thailand.  The  government  and  the  private  sectors 

support  ICT  and  networks.  Do  the  social networks,  supporting  networks  and  inter-

firm  networks  impact  the  business  performance?    Please  give  us  the  information  – 

How  does  the  government  support  the  OTOP  project?    How  successfully  does  the 

government  support  OTOP  entrepreneurs  in their  business  performance?  Are  there 

any issues and problems you come across? Any future policy or plan for the kind of 

networks and the kind of ICT which you are giving to the entrepreneurs?  

 

Interviewee: As I know, the government plans to support the e-commerce system for 

the OTOP entrepreneurs in the next 5 years. And we also support and encourage them 

to have more effective networks among OTOP entrepreneurs. They will organize and 

establish  some  kind  of  corporation  that  will  become  the  network  hub  among  them. 

And also, they have established the entrepreneur network that will become like a club. 

Yesterday, one entrepreneur came to me and gave me a letter from the office of the 

OTOP  network  coordination.  It  was  about  the  event,  OTOP  mid-year,  2011.  The 

strategy  for  OTOP  was  already  approved,  but  the  parliament  dissolved.  So  they 

postponed  and  waited  for  the  approval  from  the  new  cabinet.  They  will  have  the 

National OTOP Centre at national level. The Minister of Commerce agreed to support 
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it.  Donmuang  Airport  will  be  the  ASEAN  Trading  Club.  They  will  establish  the 

OTOP cooperation. “Sawasdee OTOP” Journal will be published and inform people 

to subscribe, etc.  

1. CDD plans to support e-commerce 

2. CDD encourages effectiveness 

3. Organize some funds for cooperation 

4. Network about the entrepreneurs 

5. Receive letters from entrepreneurs 

6. Ministry of Commerce agree to support 

According to the experts of the government community development department 

there is a strategy to develop a network club for the OTOP SMEs entrepreneurs. The 

Ministry of Commerce agrees to support the formation of a national OTOP center at 

the  national  level.  The  ASEAN  trading  club  and  OTOP  corporation  will  also  be 

established  at  the  Don  Muang  Airport.  The  Sawasdee  OTOP  Newsletter  will  be 

published  for  the  OTOP  entrepreneurs.  Subscription  of  the  Newsletter  will  be 

available on the web. 

   Experts  from  the  community  development  department  train  OTOP  SMEs 

entrepreneurs from various communities on how to develop and market the products 

in  Bangkok  and  provinces  .Twice  a  year  local  fairs  and  exhibitions  promote  OTOP 

products.  These  commercial  activities  bring  sales  growth,  profit  and  expand  the 

market. With the help of the experts, the Ministry of Commerce has supported some 

OTOP entrepreneurs to participate in an exhibition in Malaysia. 

The CDD is an independent body and has its own strategy. It has developed 

ICT  adoption  and  networks  for  OTOP  entrepreneurs.  Thaiotop.com  is  a  popular 

website  among  the  entrepreneurs  and  customers.  OTOP  network  members  are 

committed to the further development and expansion of the OTOP movement .There 

are  times  that  the  CDD  experts  have  to  organize  the  communities  to  communicate 

with the government for support 

 

2. In-depth Interview – Government Official 2  

Position: Community Development Expert 

Department: Community Development Department (CDD) 
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Responsibility: Give Advice on Community Development to Director General 

Interviewer: Thank you very much for giving an interview. The OTOP entrepreneurs 

use the ICT and networks. Do you think they will impact the business performance – 

sales, market expansion and profit? How does the government programme ICT for the 

entrepreneurs?    How  does  the  government  build  the  networks  to  help  OTOP 

entrepreneurs?  What  are  the  problems?  How  do  you  support  and  promote  OTOP 

entrepreneurs? 

 

Interviewee: I am the expert who is responsible for the OTOP wisdom project. I have 

taken  care  of  the  OTOP  project  from  the  beginning  in  2544  (2001).  Began  by 

searching for OTOP entrepreneurs. What are the characteristics of OTOP? After we 

found  the  OTOP  entrepreneurs,  we  made  an arrangement  for  them  to  register  to  be 

OTOP. After registration, the government will help develop the OTOP product, apply 

the  strategy  for  the  selection  of  OTOP product  champions  by  giving  stars  to  the 

entrepreneurs, 1- 5 stars. This is the strategy to make the OTOP entrepreneurs develop 

their  products.  The  government  will  give  knowledge  to  the  OTOP  entrepreneurs  in 

product  development,  how  to  use  the  materials,  knowledge  of  the  standard  of  the 

product, skill and expertise, business plans and market plans.  

After helping to develop the product and giving knowledge, the next thing the 

government helps with is how to expand the market. We help entrepreneurs to expand 

the  market  in  the  community.    We  have  an  OTOP  regional  market  and  national 

market two times a year – OTOP midyear and OTOP City at the end of the year. After 

five years, the market has become saturated. The government thinks that if allowed to 

continues,  there  will  be  imitation  of  the product.    The  government  helps  the  OTOP 

entrepreneurs  to  develop  by  bringing knowledgeable  persons  from  academic 

institutes,  such  as  the  lecturers  from  the university  to  train  the  entrepreneurs  with 

innovation or new ideas to develop the products.  

We  call  this  project  the  knowledge-based  OTOP  (KBO).  The  main  idea  of 

KBO is to bring the academic institutes, such as Rachapat University, Universities in 

the  regional  areas,  to  help  the  OTOP  entrepreneurs  in  their  regions.  They  know  the 

regional  wisdom  in  their  areas.    Another  thing  that  CDD  has  helped  OTOP 

entrepreneurs  from  the  beginning  is  that, as  the  philosophy  of  OTOP  is  Local  yet 
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Global, bring local to the international. We push at least the 4-5 stars entrepreneurs to 

have  the  opportunity  to  expand  their  market,  to  export  their  products.  We  help  the 

entrepreneurs  who  have  potential  to  do the  e-commerce,  first  begin  by  having  a 

website. Help them to have knowledge of how to create a website and use ICT.  The 

OTOP entrepreneurs who have the potential to have websites, develop the websites, 

use  them  to  promote  their  products.  The  website  will  be  in  Thai,  Chinese,  Japanese 

and  English.  We  began  with  thaitambon.com.  When  the  government  changed, 

thaitambon.com stopped for a while, and the CDD began to develop otoptoday.com. 

The  important  thing  is  CDD  wants  to  train  the  CDD  staff  to  have  knowledge  about 

using ICT and so they can have the ability to train the OTOP entrepreneurs.  

In the year 2550-2551 (2007-2008) the CDD built entrepreneurial networks in 

every  Amper  in  Thailand  (876  Ampers).  We  selected  OTOP  entrepreneurs  from  75 

provinces  to  be  provincial  entrepreneur  network  committees  at  the  regional  level  (4 

regional), and at the national level. All levels of OTOP Network Committees have the 

responsibility to coordinate with all the OTOP entrepreneurs. The Amper level coordinates 

with  OTOP  entrepreneurs  in  Amper,  Province  level  with  OTOP  entrepreneurs  in 

Province. They coordinate with the CDD staff in the province and the provincial staff 

for the needs of OTOP entrepreneurs. The important point is to coordinate for seeking 

the  market.  For  example,  the  Central  OTOP  Committee  will  coordinate  with  the 

Southern OTOP Committee to sell their products in the Central OTOP Fair, and vice 

versa. These are the networks from people to people.  

And for ICT adoption, ICT knowledge or ICT usage, they increase the use of 

webs for their buying and selling, and transactions on the web. They use the web for 

advertisement  of  their  products.  For  the  ICT,  the  CDD  tries  to  have  a  budget  for 

training  the  staff  for  OTOP  entrepreneurs.  Some  OTOP  entrepreneurs  can  make 

websites by themselves. Another thing is there is cooperation between the CDD and 

other  government  and  private  enterprises  such  as  TOT,  CAT,  Thai  Post,  KrungThai 

Bank,  and  True  to  have  MOUs  to  develop  e-commerce.  At  the  beginning  there  was 

about 30 %. This is Corporate Social Responsibility (CSR).  

There  are  counter  trade  programmes  between  regional  OTOP  entrepreneurs, 

and also between countries such as Laos, Indonesi, on average, once a year. It is very 
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successful. The products from the north can sell very well in the south. And from the 

south can sell very well in the north.  

For the information for OTOP entrepreneurs, we have websites, and also will 

develop the journal “Sawasdee OTOP” with the CDD’s advice. E-business is not very 

successful.  For  expansion  of  the  market  we  have  (1)  a  provincial  fair  at  province 

level, (2) counter trade at the regional level, and (3) midyear sales, OTOP City at the 

national  level.  The  Department  of  Export  Promotion  (DEP)  helps  only  premium  (5 

stars)  OTOP  entrepreneurs.  There  are  many  1-3  stars  entrepreneurs  who  need  the 

knowledge. It is the CDD’s responsibility.  

 

Problems : 

1. Lack of knowledge of business, 

2. CDD has to have a training staff to train entrepreneurs 

3. Have to find experts to advise and to share knowledge  

One  good  example  –Nakorn  Srithamaraj  sells  Lacquer  ware.  They  are  very 

successful. They put it on the web, and they can sell very successfully. 

 

3. In-depth Interview- Government Official 3 

Position: Director of OTOP Production Development Division 

Department: Community Development Department (CDD) 

Responsibility: Give Advice on Production Development to Entrepreneurs 

Interviewer: Thank you very much for the interview. What are you responsibilities? 

How do you give advice on production development to OTOP entrepreneurs? How do 

you help and promote OTOP entrepreneurs? What are the problems?   

 

Interviewee: I am responsible for the OTOP production development. CDD is under 

the  Ministry  of  Interior.  It  promotes  OTOP  entrepreneurs,  local  wisdom  and  market 

expansion  which  are  needed  for  OTOP  products.  Our  department  helps  the 

entrepreneurs  related  to  OTOP  production  development.  We  are  responsible  for  the 

selection of OTOP Product Champion (OPC). OTOP Product Champion is a project 

and its policy is to make a profile for OTOP entrepreneurs and to rank their products 

according to the 1-5 star grading system. This strategy is to make the entrepreneurs 
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compete  for  product  development.  Every  2 years  there  is  registration  of  OTOP 

entrepreneurs  and  selection  of  OTOP Product  Champions.  In  the  year  2010  OTOP 

Committee  has  approved  the  project  of OTOP  Product  Champion  and  authorized 

CDD  to  run  procedures  according  to  the  Guidance  and  Regulations  for  Selection  of 

OTOP Product Champion 2010. 

  The frame of selection of OTOP Product Champion is: 

1. Product is exportable and has the strength of brand equity. 

2. Continuous production and quality consistency. 

3. Have standardization, product quality and customer satisfaction.  

4. Have the story of the product. 

There are three categories of OTOP entrepreneurs, which are (1) community 

manufacturer group, (2) sole entrepreneurs and (3) SMEs with a capital of not more 

than  5  million  baht.  Of  the  over  30,000  registered  OTOP  entrepreneurs,  we  have 

80,000  products.  From  30,000  registered  OTOP  entrepreneurs,  we  have  10,000 

entrepreneurs who have received 1-5 star status.  

These  entrepreneurs  have  to  fulfill  one  of  the  production  standard 

requirements  before  attaining  star  status. The  selection  processes  are  filtered  by  the 

district  –  Amper,  in  Bangkok  by  the  district  of  Bangkok  Metropolitan.  There  are 

committees that are responsible for selection the OTOP entrepreneurs 2 levels, which 

are:  (1)  the  provincial  level  and  (2)  the  national  level.  In  provincial  level  the 

committees are from the knowledgeable people from universities in that province. For 

the  national  level,  the  committees  are  from  the  Ministry  of  Commerce,  universities, 

the  Ministry  of  Industry,  and  the  food  and medical  department  of  the  Ministry  of 

Health.  The  committees  will  follow  the  Guidance  and  Regulations  for  Selection  of 

OTOP Product Champion 2010. 

The  processes  of  selection  of  OTOP  Product  Champion  are:  (1)  setting  an 

OTOP  Product  Champion  committee  at  the  Provincial  Level,  (2)  setting  sub-

committee for registration process, (3) making announcement for the entrepreneurs to 

register, and (4) registration process. 

The Provincial Level OTOP Product Champion committee consists of: 

1) The governor of the respective province      Chairman 

2) Government officials related to OTOP Product           Committee 
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3) Academic persons  (appropriate number)             Committee 

4) CDD provincial official     Committee and Secretary 

5) CDD Director of OTOP Production Development Division 

        Committee and Assistant Secretary 

Bangkok Metropolitan OTOP Product Champion committee consists of: 

1) The governor of Bangkok Metropolitan      Chairman 

2) Permanent Secretary of Bangkok Metropolitan            Committee 

3) Deputy Permanent Secretary of Bangkok Metropolitan Committee 

4) BMA head officials related to OTOP entrepreneurs       Committee 

5) Academic persons                               Committee 

6) CDD Director of Community Development Division  

Committee and Secretary 

7) BMA officials related to OTOP entrepreneurs  

                     Committee  and  Assistant  Secretary

  These  two  groups  of  committees  will set  a  sub-committee  to  work  for  the 

committees. 

 

OTOP star quality grading system 

 

Stars Points Quality 

5 stars 

4 stars 

 

3 stars 

 

2 stars 

1 stars 

90 points and above 

80-89 points 

 

70-79 points 

 

50-69 points 

Below 50 points 

Good quality. Exportable. 

Fairly good quality. Nationally recognized. 

Exportable upon improvement. 

Average quality. Able to attain 4 stars upon 

improvement. 

Able to attain 3 stars. Periodically assessed. 

Product is unable to attain 2 stars due to its many 

weaknesses and development difficulty. 

 

Problems 

1. There  are  some  entrepreneurs  whose  products  do  not  meet  the  required 

quality standards. We organize knowledge based OTOP (KBO) to educate them.  
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2. There  are  some  entrepreneurs  who do  not  produce  continuously  and  they 

cannot mass produce the products as demanded by the customers. 

3. Some  products  such  as  handicrafts  which  are  handmade  unique  products 

need  skills  and  ample  time  to  complete  the  productions,  and  they  cannot  be  mass 

produced.  

4. Some entrepreneurs produce the products in an old style without taking into 

consideration the modern fashion. 

Solution for the problems: 

1. We have a memorandum of understanding with regard to entrepreneurial 

networks with TOT, CAT, True Corporation, Thai Post, and Krungthai Bank.  

2. We organize KBO contests so that the entrepreneurs can gain knowledge 

and experience to develop their products.  

3. We  organize  community  platform  which  acts  as  a  premise  for  the 

entrepreneurs to discuss their plans, and express their needs and their problems for us 

to know. 

4. We teach and train them in accounting, and how to make business plans 

etc. 

 

4. In-depth Interview – Government Official 4    

Position: Director of Community Marketing Development Division 

Department: Community Development Department (CDD) 

Responsibility: Give advice on community marketing development to entrepreneurs 

Interviewer: Thank  you  very  much  for  the  interview  today.  The  entrepreneurs  use 

ICT  and  networks.  How  does  the  government  helps  entrepreneurs  in  marketing?  

Your  responsibilities?  How  do  you  help  OTOP  entrepreneurs?  What  are  the 

problems? And how do you promote marketing development? 

 

Interviewee: Our division is responsible for helping to expand the market by holding 

the fairs and exhibitions for OTOP entrepreneurs. The fairs will be in Bangkok and 

provinces. In Bangkok we will join with the supermarkets to exhibit the products. The 

products  at  the  fairs  and  shows  depend  on the  supermarkets.  Another  thing  is  the 

OTOP committee approves to hold 2 fairs in a year, which are OTOP midyear in mid-



 144

year  and  OTOP  City  at  the end  of  the  year.    We  are  responsible  to  cooperate  with 

OTOP  entrepreneurs.  In  the  provinces  we  cooperate  with  the  governors  of  those 

provinces  to  do  road  shows  in  the  provinces  and  outside  the  provinces.  Governors’ 

budgets  are  used  to  hold  these  fairs.  And  also,  we  have  showrooms:  some  are 

permanent and some are temporary, some are mobile show arrangements, all depend 

on the budget. There is another strategy which is a proactive OTOP strategy. This is 

an OTOP delivery strategy, sending products directly to customers. The entrepreneurs 

can work by themselves or cooperate with the Thai Post. These have begun in about 

10 provinces. OTOP entrepreneurs are beginning to be strong. They can hold fair by 

themselves,  for  example,  the  fair  at  Fashion  Island  on  12-19  July  2010.  OTOP 

Network members cooperate in holding the fair.  When the OTOP entrepreneurs are 

getting  strong,  they  will  organize  their own  fairs.  Krungthai  Bank,  TOT,  MCOT, 

DEP,  Thai  Post,  TOT  and  True  Corporation  help  them  to  make  websites,  free  of 

charge.  For  e-commerce,  payment  is  made  through  Krungthai  Bank.  All  help 

entrepreneurs  to  expand  their  markets  in every  channel.    Now  OTOP  entrepreneurs 

sell  their  product  through  their  personal  websites.  There  is  also  OTOP  across-the-

border  fairs,  between  countries,  for  example  Thai-Laos,  Thai-Cambodia,  and  Thai-

Myanmar. There are at present 35 OTOP Network Committee members. 

Budget  problems  usually  occur.  There  is  a  lack  of  budget.  We  help 

entrepreneurs  to  reduce  their  expenses.  We  would  like  to  help  them  to  have  a  good 

life. We try to help them to help themselves, because they have to prepare themselves 

to compete with others in the year 2558 (2015) to be in free trade.  

 

5. In-depth Interview – Government Official 5    

Position: Director of Community Wisdom Development Division 

Department: Community Development Department (CDD) 

Responsibility: Give advice on local knowledge and wisdom to entrepreneurs 

 Interviewer: Thank  you  very  much  for  the  interview  today.  How  do  you  help 

entrepreneurs to gain knowledge and wisdom?  How does the government help OTOP 

entrepreneurs in this matter? Your responsibilities?  What are the problems? And how 

do you promote knowledge and wisdom? 
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Interviewee: Our  division  collects  data  about  the  local  wisdom  and  prepares  the 

documents. To preserve and maintain the local wisdom, we use strategy to convey the 

ideas to the youth. We hold a youth camp once a year in 11 centers for 5 days. Youth 

are  between  15-25  years  old.  These  activities  can  help  to  maintain  and  preserve  the 

ancient story of the products such as how the product came into existence, and how 

the product can be used to enhance quality of life. 

 

6. In-depth Interview – Government Official 6  

Position: Director of OTOP Entrepreneur Development and Promotion    

Department: Community Development Department (CDD) 

Responsibility: Give advice on community development to entrepreneurs 

 

Interviewer: Thank you very much for the interview today. How do you develop and 

promote OTOP entrepreneurs?  What are the problems? And what kind of solutions 

do you have to solve the problems?   

Interviewee: We  have  a  registration  of  the  OTOP  entrepreneurs  every  2  years.  We 

support the entrepreneurs from the provincial level, the regional level and the national 

level.  We  train  them  to  have  efficiency  in  management,  finance,  marketing  and 

production. We request the academics from the universities to train the entrepreneurs 

in their location. Once a year we conduct training in each and every province. Three-

to- five-star entrepreneurs are given training first. And then we will give training to 1-

2  stars  later.  One  hundred  percent  of  entrepreneurs  could  not  receive  the  training 

because of the shortage of CDD trainers, and budget and time. CDD has established 

the  entrepreneur  development  and  promotion  centre  in  all  the  provinces  in  the 

countries. All together there are 877 Amper Centres. Each center has a committee to 

offer service to entrepreneurs. The committee consists of OTOP entrepreneurs and the 

responsible  government  officials  in  the  provinces.  The  committee  has  the 

responsibility to give knowledge to the entrepreneurs.  

  As usual there are many problems: 

1. Lack of budget to train the entrepreneurs. 

2. Very few experts who have knowledge of doing business. 

3. Have no place and equipment of their own. 
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4. Not enough training 

5. No training about ICT. 

We need help from the government: 

1. Support the budget 

2. Training the staff 

The entrepreneurs complain about training time which keeps them away from   

making money. 

 

7. In-depth Interview – Government Official 7  

Position: Director  of  Office  of  Small  and Medium  Entrepreneur  Development 

Department: Department of Export Promotion 

Responsibility: Give advice on small and medium entrepreneur development  

 

Interviewer: Please  give  me  some  information  about  how  you  support  and  develop 

small  and  medium  entrepreneurs.  What are  the  problems  that  small  and  medium 

entrepreneurs experience? 

Interviewee: We have many small entrepreneurs in Thailand. The small and medium 

enterprises are the backbone of our economy. We have been helping, supporting, and 

promoting these entrepreneurs so that they can perform well and grow stronger among 

the competitors. Some of the SMEs need financial support. Some of the SMEs need 

human resource development and training. As usual, we have the problems of budget 

and  we  cannot  help  each  and  every  entrepreneur.  It  is  also  the  same  with  the 

promotion.  Not  enough  training  staff  to  train  the  entrepreneurs  is  an  on-going 

problem. We need to have a strong support from the decision maker. We hope for the 

best  to  work  together  with  the  small  and  medium  enterprises  to  make  our  economy 

grow stronger. 

 

8. In-depth Interview – Government Official 8  

Position: Director of OTOP Local Leadership Promotion Division,  

Department: Community Development Department  

Responsibility: Give advice on local leadership promotion   



 147

Interviewer: Please give me some information about how you support and promote 

OTOP local leadership. What are the problems do the small and medium enterprises 

experience? 

Interviewee: There are many OTOP enterprises in Thailand. They need to have the 

knowledge of leadership. An OTOP entrepreneur must be a compatible leader among 

his or her workers. Our division arranges leadership training programmes as much as 

possible in the provinces. Gradually, OTOP entrepreneurs are becoming leaders. The 

budget  for  the  training  programme  is  a  problem.  Delays  are  there  in  our  systems. 

Some  OTOP  entrepreneurs  could  not  get the  training.  There  should  be  continuous 

training programmes by experienced trainers. 

 

9. In-depth Interview – Government Official 9   

Position: Director of OTOP Local Network Development Division 

Department: Community Development Department  

Responsibility: Give advice on local network development   

 

Interviewer: Please give me some information about how you support and promote 

OTOP  local  network  development.  What are  the  problems  that  small  and  medium 

enterprises experience? 

Interviewee: OTOP local network division develops entrepreneurial networks among 

the  OTOP  entrepreneurs. Networks  keep  them  in  touch  with  one  another  and  keep 

them well informed and updated about the recent development connected with OTOP 

project  activities.  Networks  committees are  taking  good  care  of  the  responsibilities. 

The government should give necessary support for further development. 

 

10. In-depth Interview – Government Official 10 

Position: Director of OTOP Community Promotion Division 

Department: Community Development Department  

Responsibility: Give advice on community promotion   

Interviewer: Please give me some information about how you support and promote 

OTOP  Community  Promotion.  What  are the  problems  that  small  and  medium 

enterprises experience? 
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Interviewee: Small  enterprises  come  from  different  communities  in  Thailand.  The 

OTOP  Community  Promotion  Division of Community  Development  Department 

promotes  the  communities.  We  have programmes  and  we  go  to  the  OTOP 

communities  and  conduct  promotional  activities.  Our  encouragement  helps  them. 

There  should  be  consistent  activities. The  government  needs  to  support  OTOP 

Community Promotion so that they can in turn help the development of the economy. 

 



 

APPENDIX D 

  

IN-DEPTH INTERVIEWS - OTOP ENTREPRENEURS 

 

1. In-depth Interview – Entrepreneur 1    

Position: OTOP Network Committee member, Bangkok 

Level of Stars:  5 stars  

 

Interviewer: Please  explain  to  me  about  OTOP  Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur?  

 

Interviewee: The success factor, as an OTOP entrepreneur, I have experienced is the 

knowledgeable  workers  cooperating  together  to  produce  products.  The  result  is 

quality products for the customers. As the chairman of the OTOP Network Committee 

I  work  together  with  Network  Committee members  of  all  the  provinces  to  share 

knowledge,  experience,  and  updated  information  that  we  can  utilize  for  our  small 

business  development.  We  must  help  1-2  stars  to  gain  3-4-5  stars  status  by  helping 

them in product and promotion development. 

All OTOP entrepreneurs are cooperating well. We want the government to listen to 

our voices and to create and implement supportive policies for us to grow and help the 

economy of our country.   

 

2. In-depth Interview – Entrepreneur 2   

Position: OTOP Network Committee member, Bangkok 

Level of Stars:  5 stars  

 

Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 
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entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur?  

 

Interviewee:  Investment,  raw  materials,  appropriate  technology  and  labour  can 

together  produce  products.  Products  need  to  be  sold  to  gain  reasonable  profit.  This 

goes on in a cycle to maintain our business. My success factors are the factors that I 

have mentioned to you. And all these factors must be updated to meet the challenges. 

This  is  where  we  need  the  support  from  the  government  and  CDD.  We  keep  our 

members well informed on these factors and listened to their opinions. This helps us 

develop  the  voice  of  the  OTOP  entrepreneurs  and  it  is  getting  stronger.  We  expect 

development for all our members. 

 

3. In-depth Interview – Entrepreneur 3  

Position: OTOP Network Committee member, Bangkok 

Level of Stars:  5 stars 

 

Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur? 

 

Interviewee:  Technology  and  reliable  support  and  cooperation  are  my  success 

factors.  Leadership  role  is  also  a  necessity.  We  have  good  cooperation  among  our 

OTOP  entrepreneurs.  But  we  do  not  have  good  cooperation  from  the  responsible 

authority.  Networks  and  ICT  help  us  very  much  in  our  communication.  But  some 

issues  and  problems  have  not  received  due  attention.  And  new  problems  and  issues 

come into our work. OTOP brands and OTOP entrepreneurs are quite strong and we 

will request for help in the areas that need to be addressed. 

 

4. In-depth Interview – Entrepreneur 4  

Position: OTOP Network Committee member, Nakornpathom 

Level of Stars:  5 stars  
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Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur? 

 

Interviewee:  There  should  be  a  favourable  policy  to  support  OTOP  enterepreneurs. 

Transparency, fairness and accountability must be exercised in all our work whether it 

is  among  us  or  with  the  government.  Ethics  and  values  need  to  be  practiced.  My 

success factor is the quality of the product and service I offer to the customers and I 

want  to  export  my  handicraft  products  overseas.  More  OTOP  fairs  in  all  provinces, 

border areas and overseas need to be organized. This is the area we need help from 

the government. 

 

5. In-depth Interview – Entrepreneur 5  

Position: OTOP Network Committee member, Samutsakorn  

Level of Stars:  5 stars  

 

Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur?  

 

Interviewee: We produce herbal products. Technology is used in the manufacturing 

process.  Technology  and  the  knowledge  of  the  technology  applied  in  work  is  our 

success factor. Knowledge and training are important for OTOP entrepreneurs. There 

are training programmes run by the government. The training should be well tailored 

to the needs and the frequency of the training by qualified trainers should be properly 

organized. Help and support are always needed. 

 

6. In-depth Interview – Entrepreneur 6    

Position: OTOP Network Committee member, Nonthaburi  

Level of Stars:  5 stars  
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Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur? 

 

Interviewee:  The  OTOP  project  is  a  government  initiated  project  to  create  jobs, 

incomes  and  human  resource  development for  the  OTOP  entrepreneurs  and  their 

members in the communities. This will lead towards the economy’s development of 

our country. The objective of the project is very good. Strong points and weak points 

are  there  on  both  sides,  government  and  OTOP  entrepreneurs.  We  should 

communicate  and  negotiate  to  solve  the  various  problems  and  reduce  the  issues.  At 

the  same  time  we  should  continue  to  practice  our  profession  as  entrepreneurs. 

Communication and negotiation should be our success factors. 

 

7. In-depth Interview – Entrepreneur 7  

Position: OTOP Network Committee member, Samutprakarn  

Level of Stars:  5 stars  

 

Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur? 

 

Interviewee: I think my knowledge and experience are my success factors. We make 

silk garments. OTOP silk garments are quite well known here and overseas. Attractive 

colours  and  designs  are  produced  according  to  the  demand  of  the  customers.  We 

promote  our  products  and  available  services  on  thaitambon.com  as  well  as 

thaiotop.com websites to reach a wide range of customers. The number of customers 

has increased, sales have increased and the market has expanded. ICT adoption and 

entrepreneurial networks help us try e-commerce - at present. We are not experts in 

these  fields  of  electronic  communications.  The  government  should  give  all  OTOP 

entrepreneurs effective training in ICT adoption and entrepreneurial networks to get 

into the e-business. 
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8. In-depth Interview – Entrepreneur 8  

Position: OTOP Network Committee member, Pathumthani   

Level of Stars:  5 stars 

 

Interviewer:  Please  explain  to  me  about  OTOP Networks  and  how  they  help  the 

OTOP entrepreneurs. Please give me information about your experience as an OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur?  

 

Interviewee:  My  success  factor  is  the  beautiful  and  colourful  ceramic  products. 

Customers  like  to  purchase  them.  I  have  many  years  of  experience  in  the  field  of 

ceramics. I train my people to work as reliable and creative professionals. We must 

train  our  people  all  the  times  to  be  competitive.  They  have  been  with  me  since  I 

became an OTOP entrepreneur. Technology, raw materials, equipment and capital are 

needed  to  maintain  our  production. We  have  ICT  adoption  and  reliable 

entrepreneurial  networks.  But  I  have  one  problem,  the  problem  of  costs  and 

investment. This is a common problem I share with my colleagues. There are times 

we need financial support from the government promptly. There were delays and we 

experience troubles. We expect prompt help and support. 

 

9. In-depth Interview – Entrepreneur 9, Bangkok  

Position: Manager   

Level of Stars:  5 stars  

 

Interviewer:  Please  give  me  information  about  your  experience  as  an  OTOP 

entrepreneur. Also tell me about your problems and give your opinion. What are your 

success factors as an OTOP entrepreneur?  

 

Interviewee:  I  am  a  five  stars  OTOP  entrepreneur.  I  manufacture  shoes  which  are 

specially  designed  by  me  and  my  husband  and  assistants  produce  them.  Customers 

like my shoes and I make good sales. My success factors are (1) unique design, (2) 

attractive  colour,  (3)  durability,  and  (4) competitive  pricees.  We  have  good  quality 
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control  in  the  production  process.  Altogether  we  have  less  than  10  people  in  our 

enterprise. I want to expand the market, here in Thailand and overseas.  

  Just  participating  in  two  OTOP  fairs  organized  by  the  government  is  not 

giving me a chance to expand my business. I believe I can do it if I can get possible 

support  in  finance,  marketing  and  promotion  from  the  responsible  authority.  I  have 

not  got  any  help  yet.  At  the  fair  no  officers  visit  my  booth  and  inquire  about  my 

entrepreneurship  or  about  any  problem  that  I  need  help  with.  I  think  many  other 

OTOP  entrepreneurs  would  like  to  meet  the  government  officers  to  tell  them  their 

problems and would like to seek their advice and support. Demands of the regulations 

of the OTOP Committee should be revised accordingly. 

  I would like to request the government to be responsible in taking care of each 

and  every  OTOP  entrepreneur  from  the  76  provinces.  The  government  must  be 

committed  to  contact  and  communicate  with  us,  give  us  vital  information  for  us  to 

develop our products, to promote our products, to market our products, and to expand 

our small business. I wish there will be a good change. 

 

10. In-depth Interview – Entrepreneur 10, Bangkok   

Position: Manager    

Level of Stars:  5 stars  

 

Interviewer:  As  an  OTOP  entrepreneur,  please  give  me  information  about  your 

business.  Please  tell  me  about  your  problems  and  give  your  opinion.  What  are  your 

success factors as an OTOP entrepreneur? 

 

Interviewee:  Our  OTOP  enterprise  produces quality  hand  make  quilts,  shawls, 

blankets,  bags,  etc.  The  designs  are  colourful  and  attractive.  Products  are  durable. 

These  are  our  success  factors.  Customers  who  like  quality  quilts  buy  from  us.  Our 

market  is  growing  and  we  make  good  sales.  Faster  communications  help  us  in  our 

work.   We  learned  about  the  OTOP  exhibitions  from  the  officials  a  few  weeks  ago 

and we came here to participate in the fair. All the OTOP entrepreneurs come here to 

develop our business and promote our product and stars status.   
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The problem is no official has visited our booth and discussed with us about 

our  problems.  It  has  been  like  this  for quite  a  long  time.  We  need  knowledge  and 

training on product, marketing and promotion development. Now they say there is e-

business, e-commerce, for us to use. But we have no idea about e-business. We need 

to learn about it and then we can apply it to our business. We have not received any 

training on it. So we cannot compete with our competitors quickly, here or overseas. 

 

  

 



 

APPENDIX E 

 

CONCEPT AND PHILOSOPHY OF THE ONE TAMBON ONE 

PRODUCT (OTOP) PROJECT IN THAILAND 

 

The Tambon is the basic administrative unit in Thailand. OTOP is more or less        

equivalent to the Japanese OVOP, although the “village” in OVOP is not necessarily 

confined to the administrative unit. The  Thai  OTOP,  like  its  Japanese  predecessor,  

aims  at  encouraging  the development  of  rural  economy  through  the  use of local  

resources    and    with    community    members’    participation.  The  benefits  of  OTOP 

have  not  only  been  economic  but  also  local  community  leadership  and  pride  have 

grown as a result. Existing producer groups of traditional crafts have been recognized 

as  producers  of  OTOP  five-star  products  and  encouraged  to  take  advantage  of  the 

OTOP  policy  in  improving  their  marketing.  It  was  the  government  that  officially 

launched  the  OTOP  Development  Policy  in  2001  as  a  measure  to  revitalize  and 

diversify the rural economy as a part of national economic restructuring. The central 

government played an active role in providing funds, awards and training, conducting 

OTOP product championship for brand-making, and in building web sites for OTOP 

groups. 

The  basic  motivation  of  the government was  twofold: to  get  support  from  

the    farmers  and  to  foster  coordination  among    government  programmes.  The 

government officials visited many OTOP groups and encouraged rural people just as 

Dr.  Morihiko  Hiramatsu  had  done  in  Oita.  In  addition,  since  there  are  many 

government  agencies  and  programmes  aiming  at  cottage-industry  promotion,  close 

intra-governmental  coordination  was  needed  for  a  successful  mobilization  of  local 

human  and  material  resources.  As  the  knowledge  about  local  conditions  is  only 

available at the  local  level,  the  role  of  OTOP subcommittees which were formed  

under the  auspices  of  the  Ministry  of  Interior  in  the  process  of  decentralization 

has been  crucial. 
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The One Tambon One Product Project is one of the entrepreneurship programs 

for  SMEs  which  plays  a  crucial  role  in  the  development  of  Thailand’s  economy. 

Thailand’s  OTOP  program  was  conceptualized  in  light  of  the  similar  concept  and 

philosophy  of  One  Village  One  Product  (OVOP),  a  strategic  regional  development 

movement  initiated  in  1979  in all  cities,  towns,  and  villages  of  Oita  Prefecture  in 

Japan.  OVOP encouraged people to take up a product or industry distinctive to their 

region and cultivate it into a nationally or even globally accepted one (Routray, 2007). 

The  OVOP  movement  was  originated  in  Oita.   Oita  is  one  of  the  47  prefectures  of 

Japan.  The project began in the 1970s as a community-based business activity. The 

OVOP  objective  is  to  rediscover  and  to  revitalize  the  economically  backward  rural 

areas.  The  movement  was  introduced  in  1979  by  Dr.  Morihiko  Hiramatsu,  formal 

governor  of  Oita  prefecture.  The  OVOP  movement  encouraged  each  village  to 

produce at least one product or service which could be showcased across the country 

and the world (Kurokawa, Tembo & te Velde, 2008). 

  Oita  prefecture’s  ‘One Village  One  Product  movement  provides  an  important 

model of success in regional development policy.  The movement is now often presented 

as a new paradigm for regional development with a view of ascertaining its applicability 

to issues of regional development throughout Asia (Igusa, 2010). Many countries such as 

Indonesia  (Pasaribu,  2010),  China,  Malaysia,  Cambodia, Lao  P.D.R.  (Sakai,  2010), 

Pakistan  (Aik  Hunar  Aik  Nagar  [AHAN],  2010;  Wikipedia,  2010a),  Sri  Lanka  (JICA, 

2008) and Malawi (Gondwe, 2007), have acknowledged the OVOP movement as a role 

model and appreciate the OTOP project. They are on the track of developing their private 

sectors  as  they  realized  that  private  sector  development  is  crucial  for  growth, 

development,  employment  creation,  poverty eradication,  and  quality  of  life.  The  One 

Village One Product approach has been put into practice for development.  According to 

the  literature  review  on  donor  support to  private  sector  development  in  sub-Saharan 

Africa – “Understanding the Japanese OVOP program, JICA-ODI working paper 290,” 

there is evidence that OVOP has supported company in becoming more productive: it is 

also helping leadership, entrepreneurship and local grouping at present in Malawi, Africa. 

(Kurokawa & et al., 2008). 

Thailand’s  success  with  the  OTOP  project  has  inspired  Pakistan.  Pakistan’s 

version of OVOP, “Aik Hunar, Aik Nagar” (AHAN) from One Product One Village 
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(AHAN),  was  developed  with  a  business  plan  for  empowering  village  enterprise 

networks (EVEN)” (J.E. Austin Associates, Inc., 2007).   

In  Thailand,  the  Thai  government  has emphasized  the  support  of  small  and 

medium  enterprises  through  the  One  Tambon  One  Product  (OTOP)  project  to 

encourage  the  people  to  become  innovative entrepreneurs  in  order  to  develop  the 

economy of the country. 

The  beginning  of  OTOP  project  had  a  very  interesting  entrance  into  the 

economy of Thailand in the year 2001 because of the economic crisis that had played 

havoc since 1997.  The Thai government announced the policy of poverty eradication 

and  set  up  the  One  Tambon  One  Product  Project  based  on  the  OVOP  role  model 

movement  of  Oita  prefecture  in  Japan.   The  philosophy  of  this project  was  to  help 

each community in Thailand to use local wisdom in order to develop and manufacture 

useful  products  from  locally-available  raw  materials  with  the  help  of  modern 

knowhow,  technology,  innovation,  and  strategic management  and  administration  for 

commercial  purposes.    Local  yet  global,  self-reliance-creativity and  human  resource 

development have been the three pillars of the philosophy of this OTOP project.  (The 

Community Enterprises Development Office, 2008). 

According  to  the  year 2001  regulations  issued  by the  Office  of  the  Prime 

Minister  of  Thailand  for  the  agenda  of  OTOP  National  Steering  Committee,  the 

objectives of OTOP project are (1) to build and development jobs and incomes for the 

communities.    (2)  strengthen  the  communities  and  help  them  to  think,  to  do  and 

develop  by  themselves,  (3)  to  promote local  wisdom,  and  (4)  to  promote  human 

resource development to help local people to create, innovate, and develop products 

according to the local life style and culture.  

The  OTOP  championship  is  an  innovation  product  contest  initiated  by  

the  OTOP  National  Administrative  Committee  and  the  Ministry  of  Interior.        

Community  groups,  SMEs,  and  individual  entrepreneurs  must  register  as         

manufacturers of OTOP products to participate in this contest. Only one   product can 

be submitted by each producer.  The  general  criteria  for  the   contest  are: (1)  the 

product is exportable and has a  brand  quality,  (2)  production can be  sustainable  

and with consistent quality, (3) the product  can  provide  customer  satisfaction,  and  

(4)  the  product  has  an  impressive background  story. 
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Level of star or OTOP Product Champion (OPC) is a concept of OTOP-branding 

strategy.  The  OTOP  National  Administrative Committee  and  the  Ministry  of  Interior 

initiated the OTOP Championship innovative product contest. Community groups, SMEs 

and  individual  entrepreneurs  must  register  as  manufacturers  of  OTOP  products  to 

participate  in  this  contest.  The  five-star  certificate  is  granted  only  to  the  product  which 

obtains more than 90 points. The OTOP star grading system is shown in Table 1. 

 

Table 1  OTOP Star Quality Grading System 

 

Stars  Points Quality 

5 stars 

4 stars 

 

3 stars 

 

2 stars 

1 stars 

90 points and above 

80-89 points 

 

70-79 points 

 

50-69 points 

Below 50 points 

Good quality. Exportable. 

Fairly good quality. Nationally recognized. 

Exportable upon improvement. 

Average quality. Able to attain 4 stars upon 

improvement. 

Able to attain 3 stars. Periodically assessed. 

Product is unable to attain 2 stars due to its many 

weaknesses and development difficulty. 

 

Source:  Adopted from Community Development Department (2010) “Guidelines and 

Regulations for OTOP Product Champion (OPC) Selection for 2010” 

 

The grading of each product is made at various administrative levels according 

to  established  official  procedures.  First, product  quality  will  be scored  for  up  to  30 

points at the local level. Second, the marketing capability measured by the number of 

obtained markets and the period of group activities will be scored for up to 30 points. 

Finally,  up  to  40  points  will  be  scored  at the  national  level  by  the  use  of  the  same 

criteria  of  quality  and  marketing.  The  five-star  certificate  is  granted  only  to  the 

product which obtains more than 90 points.  

The following are the most important subcommittees placed under the OTOP 

National  Administrative  Committee  and  their  functions  (The  Office  of  Small  and 

Medium Enterprises Promotion, Ministry of Industry 2008).  
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1.  Management subcommittee  

・ Execute and coordinate plans and strategies agreed upon by the OTOP 

National Administrative Committee  

・  Coordinate  with  concerned  authorities  in  relation  to  the  operational 

planning and budgeting of the set plans and strategies  

・  Develop  OTOP  database  and  create information  systems  with  parties 

involved in the OTOP project  

・ Monitoring and evaluation  

2.  Marketing subcommittee  

・ Lay down marketing policies, action plans, and marketing directions  

・ Identify distribution channels and considers appropriate locations for the 

setting up of domestic and international distribution outlets  

・ Protect intellectual property rights of the OTOP products  

3.  Production promotion subcommittee  

・  Foster  quality  enhancement,  the  factor  of  production  development,  the 

improvement of production process, the promotion of local content usage.  

4.  Product standard and quality development subcommittee  

・ Foster, facilitate, and provide guidance to promote product standard and 

quality  enhancement  by,  among  others,  giving  advices  on  production 

techniques and product upgrading methods  

5.  Regional and provincial subcommittee  

・ Formulate policies and plans essential for the strengthening of local  

communities 
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・Promote  networks  among  communities  to  improve  producer’s 

competitiveness  

・ Enhance producer’s knowledge, skill, and expertise 

The  OTOP  subcommittees  have  elaborated  and  implemented  innovative 

policies to promote cottage industries. Two prominent measures for marketing OTOP 

products are OTOP brand making with a common logo and Internet marketing. As  a  

means  to  building  a  brand,  the  OTOP  logo  with  stars  was  introduced  in  2003. 

In  the  year  2004,  the  total  amount  of  credit  provided by the Bank of Agriculture 

and  Agricultural  Cooperative  (BAAC)  has reached  6,316.85  million  baht,  of  which  

87.59%  of  the  beneficiaries  were  women. 

Thai OTOP  is  also  characterized  by  the  positive  use  of  ICT  (information 

and  communication  technology)  for  sales strategies.  The  Thai  government  has 

promoted  the  development  and  use  of  websites  for  administrative  and  economic 

activities since early 2000. For the purpose of  promoting OTOP, “Thai  Tambon  dot  

com”  has  been  developed jointly by Ministry of Interior, Ministry of  Commerce,  

Ministry  of  Agriculture  and  Cooperatives,  Bangkok Metropolitan Authority, and 

Internet  Thailand,  Ltd.  This  website  (http://www.  thaitambon.com/English/About 

TTB.htm) is  a  non-profit  venture which  offers  information  on  the Tambon  which  

is  based  on  a  large and comprehensive data base. The  information  covers  location  

maps,    features  of    local    occupation groups,  OTOP    products,  and    links    to  

thousands  of  export companies. It has introduced e-commerce for OTOP products. 

As  of  December  2006,  it  listed  23,470  OTOP  products  (63,650  items)  from  7,405 

Tambons.  Nearly 44% of OTOP 5-star winners in 2006 have English websites. 

 

Achievement of the OTOP Program  

 

Since the OTOP Program was introduced in Thailand, its production and trade 

have  remarkably  increased,  in  terms  of both  domestic  income  and  foreign  market 

revenue.  Increasing  demand  was  enjoyed  from  time  to  time  within  a  short  term  by 

production  centers  of  various  industrial  products.  OTOP  production  could  be 
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classified into six big groups. The six groups of products are progressing in terms of 

quantity,  quality  and  types.  Out  of  thousands  of  products  registered  in  the  OTOP 

Program, there are some considered as high quality products and included in the “star 

category”  products.  OTOP  Champion introduced  by  the  government  (OTOP 

Committee) was implemented in the attempt to select the most valuable product with 

high quality for export purposes. All of these products were examined by independent 

committees to recommend several high quality products and to be eligible to receive a 

star  award  (from  one  star  -  the  lowest  to five  stars  -  the  highest).  The  independent 

committee  personnel  come  from  different  backgrounds  and  expertise  levels, 

depending on the product to be examined. They are working with their mandate and 

carry  out  their  tasks  in  a  professional  way.  Only  those  five-star  products  are  highly 

recommended and are allowed to enter the international market. 

 

Source:  1.  Community  Development  Department  (2010)  Guidelines  and  Regulations 

for OTOP Product Champion (OPC) Selection for 2010. 

2.  Pasaribu,  S.  M.  (2010)  Developing  of  small  and  medium  enterprises  for 

poverty alleviation in Indonesia: Lessons learned from OTOP program in 

Thailand. 

 



 

APPENDIX F 

 

CORRELATIONS AND REGRESSION 

 
 
 
Correlations 
 

Correlations 

 

 BPERFORM EXPERIEN EMPLOYEE ICT ENETWORK

BPERFORM Pearson Correlation 1 .230** .153** .242** .293**

Sig. (2-tailed)  .000 .005 .000 .000

N 339 339 339 339 339

EXPERIEN Pearson Correlation .230** 1 -.030 -.047 -.035

Sig. (2-tailed) .000  .580 .393 .525

N 339 339 339 339 339

EMPLOYEE Pearson Correlation .153** -.030 1 .144** .070

Sig. (2-tailed) .005 .580  .008 .198

N 339 339 339 339 339

ICT Pearson Correlation .242** -.047 .144** 1 .378**

Sig. (2-tailed) .000 .393 .008  .000

N 339 339 339 339 339

ENETWORK Pearson Correlation .293** -.035 .070 .378** 1

Sig. (2-tailed) .000 .525 .198 .000  

N 339 339 339 339 339

 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Regression 
 

 Variables  Entered/Removed(b)  
 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 ENETWORK, 

EXPERIEN, 

EMPLOYEE, 

ICT(a) 

 Enter 

 

a  All requested variables entered. 

b  Dependent Variable: BPERFORM 

 

                                                                                      Model Summary 

 

Model 

  

R 

 

R Square 

 

Adjusted 

R Square 

 

Std. Error 

of the 

Estimate 

 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .425(a) .181 .171 .68277 .181 18.403 4 334 .000 

 

a  Predictors: (Constant), ENETWORK, EXPERIEN, EMPLOYEE, ICT 

 

 ANOVA(b)  

 

Model   Sum of Squares df Mean Square F Sig. 

1 Regression 34.316 4 8.579 18.403 .000(a) 

Residual 155.702 334 .466     

Total 190.018 338       

 

a  Predictors: (Constant), ENETWORK, EXPERIEN, EMPLOYEE, ICT 

b  Dependent Variable: BPERFORM 
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 Coefficients(a)  

 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t 

 

Sig. 

 B Std. Error Beta 

1 (Constant) 1.839 .225   8.164 .000 

EXPERIEN .020 .004 .248 5.005 .000 

EMPLOYEE .007 .003 .122 2.443 .015 

ICT .147 .054 .147 2.716 .007 

ENETWORK .256 .058 .237 4.431 .000 
 

a  Dependent Variable: BPERFORM 
 

Regression 

 Variables  Entered/Removed(b)  

 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 ICT, 

EXPERIEN, 

EMPLOYEE(a) 

 Enter 

 

a  All requested variables entered. 

b  Dependent Variable: ENETWORK 

 Model  Summary  
 

Model 

  

R 

 

R 

Square 

 

Adjusted 

R Square 

 

Std. Error 

of the 

Estimate 

 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .379(a) .144 .136 .64618 .144 18.721 3 335 .000 

 

a  Predictors: (Constant), ICT, EXPERIEN, EMPLOYEE 
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 ANOVA(b)  

 

Model   Sum of Squares df Mean Square F Sig. 

1 Regression 23.452 3 7.817 18.721 .000(a) 

Residual 139.880 335 .418     

Total 163.332 338       
 

a  Predictors: (Constant), ICT, EXPERIEN, EMPLOYEE 

b  Dependent Variable: ENETWORK 

 

 Coefficients(a)  

 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t 

 

Sig. 

 B Std. Error Beta 

1 (Constant) 1.788 .189   9.436 .000 

EXPERIEN -.001 .004 -.017 -.331 .741 

EMPLOYEE .001 .003 .016 .305 .761 

ICT .348 .047 .375 7.337 .000 
 

a  Dependent Variable: ENETWORK 

 

Regression 

 Variables  Entered/Removed(b)  

 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 
EMPLOYEE, 

EXPERIEN(a) 
 Enter 

 

a  All requested variables entered. 

b  Dependent Variable: ICT 
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 Model  Summary  

 

Model 

  

R 

 

R Square 

 

Adjusted 

R Square 

 

Std. Error 

of the 

Estimate 

 

Change Statistics 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .150(a) .023 .017 .74305 .023 3.873 2 336 .022 

 

a  Predictors: (Constant), EMPLOYEE, EXPERIEN 

 

 ANOVA(b)  

 

Model   Sum of Squares df Mean Square F Sig. 

1 Regression 4.277 2 2.138 3.873 .022(a) 

Residual 185.514 336 .552     

Total 189.791 338       

 

a  Predictors: (Constant), EMPLOYEE, EXPERIEN 

b  Dependent Variable: ICT 
 

 Coefficients(a)  

 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t 

 

Sig. 

 B Std. Error Beta 

1 (Constant) 3.601 .094   38.214 .000 

EXPERIEN -.003 .004 -.042 -.782 .435 

EMPLOYEE .008 .003 .143 2.646 .009 

 

a  Dependent Variable: ICT 
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