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ABSTRACT 
This study, titled "A Study and Developing Customer Relationship Management Model for 

Customer Retention: A Case Study for Entrepreneurs in the Innovative Pet Food Supplement Business 

(Dog and Cat)," aims to explore the factors influencing customer purchase intention and repurchase 

behavior of innovative pet food supplement products among both B2C and B2B customers. The research 

applies the Theory of Planned Behavior (TPB) as a conceptual framework for studying consumer 

behavior. The study collected data from 250 B2C customers who own pets, have previous purchasing 

experience, and whose pets have consumed innovative pet food supplements in Thailand. Additionally, 

data was gathered from 20 B2B customers, including both current and potential pet shop owners who sell 

pet supplies and food. The study employed statistical analysis using SPSS and AMOS. 

The quantitative research findings confirm the proposed research framework, with 

confirmatory factor analysis (CFA) validating the relationship between variables. Structural Equation 

Modeling (SEM) was used to test the influence of key factors. The results indicate that Attitude (Attitude 

Toward Purchase), Social Norms, and Purchase Intention significantly affect the purchasing behavior of 

B2C customers in Thailand. Meanwhile, qualitative findings suggest that all research framework factors 

similarly influence B2B customers' purchase and repurchase intentions for innovative pet food 

supplements. 

KEY WORDS: Innovative Pet Food Supplements/ Theory of Planned Behavior 

(TPB)/ Customer Relationship Manangement (CRM)/ Customer 

Retention 
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CHAPTER I 
INTRODUCTION 

 
 

1.1 Research Background 
Currently, Thailand is transitioning into an aging society, leading to a 

continuous increase in the elderly population. Simultaneously, changing values among 

younger generations, particularly Millennials (aged 18-34), show a growing trend 

toward remaining single or marrying without having children. This has significantly 

contributed to a declining birth rate, as indicated by data from the National Statistical 

Office (2022), which shows a continuous decrease in birth rates between 2017 and 2021. 

However, during the same period, the trend of pet ownership, especially for dogs and 

cats, has significantly increased (Pet Register, 2021). Pets are increasingly perceived as 

companions, sources of emotional support, and even family members, a phenomenon 

known as "Pet Humanization" (Boonying Khongachapat, 2023). 

 

 
Figure 1.1 Birth Rate and Pet Ownership Rate in Thailand (2017-2021) 

Source: National Statistical Office (2022) and Pet Registration Database (2021) 
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A major factor driving the rapid growth of the pet industry was the COVID-

19 pandemic, which altered consumer behavior significantly. With more time spent at 

home due to work-from-home policies, the desire to own pets increased as they provided 

emotional relief and companionship. Additionally, pet owners spent more time with 

their pets, fostering stronger emotional bonds. This shift in perspective—from viewing 

pets merely as animals to considering them family members—has led pet owners to 

place greater emphasis on the quality of pet-related products and services (BrandAge 

Team, 2022). 

This trend has led to continuous growth in the pet-related product and 

service market. Krungthai COMPASS (2023) projects that the global pet industry will 

reach a value of USD 217.65 billion by 2026, growing at an average annual rate of 7.2% 

(CAGR). Meanwhile, the Thai pet market is expected to reach THB 66.75 billion, with 

an annual growth rate of 8.4%. This growth benefits various pet-related businesses, 

including pet food, pet supplements, pet care products, and specialized services. 

Furthermore, innovation plays a crucial role in driving this market, encompassing pet 

food, supplements, accessories, and specialized services tailored to the needs of pet 

owners who seek high-quality and safe products. Health-related innovations such as 

supplements for joint health, stress reduction, immune support, and smart pet care 

devices like automated feeders, pet health tracking systems, and telemedicine services 

for pets are also gaining prominence. 

 

 
Figure 1.2 Global and Thai Pet Market Value and Growth Rate 

Source: Euromonitor and Department of Business Development retrieved from Nation 

TV, November 27, 2023 
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Morina Solutions Co., Ltd. is a company specializing in biotechnology 

innovation, focusing on the development of pet supplements that differentiate from 

conventional market offerings. However, businesses in this sector face a significant 

challenge known as the "Chasm" or "Valley of Death"—the gap between Early Adopters 

and the Early Majority (Moore & McKenna, 1999), where companies struggle to expand 

their market from niche customers to mass consumers. 

Given this context, this study aims to explore the factors influencing 

purchase decisions and repurchase behavior among both new and existing customers of 

innovative pet supplements from Morina Solutions Co., Ltd. The research focuses on 

developing an effective Customer Relationship Management (CRM) model to enhance 

customer retention, which is crucial for long-term business growth. The study provides 

insights into customer behavior and strategic CRM development to build lasting 

relationships and expand the customer base both domestically and internationally. 

 

 

1.2 Research Objectives 
Quantitative Research 
To study the factors influencing purchase intention and behavior of 

innovative pet supplements (for dogs and cats) among B2C customers (business-to-

consumer). 

Qualitative Research 
To study factors that drive purchase intention and repurchase behavior of 

innovative pet supplements (for dogs and cats) among B2B customers (business-to-

business). 

 

 

1.3 Scope of the study 
This study employs a Mixed-Methods Research Approach, with the 

following details: 

 

 

 



 Jirapat Chalermbongkot                                                                                                                         Introduction / 4 

Quantitative Research 
The quantitative study aims to analyze factors influencing purchase and 

repurchase behavior of B2C customers in Thailand who own pets (especially dogs and 

cats) and have experience purchasing innovative pet supplements. The research applies 

the Theory of Planned Behavior (TPB) and incorporates additional variables to enhance 

explanatory power, including personal identity and social norms. Data will be collected 

through an online questionnaire from June 2024 onward and analyzed using Structural 

Equation Modeling (SEM) to test the research framework and hypotheses. 

 

Qualitative Research 
The qualitative study focuses on B2B customers, specifically pet store 

owners (both existing and prospective customers of Morina Solutions Co., Ltd.). A total 

of 20 participants will be selected: 13 existing customers and 7 prospective customers. 

The study will use in-depth semi-structured interviews to gather insights on purchase 

decisions and business considerations related to innovative pet supplements. Interviews 

will last approximately 45-60 minutes per participant, with data collection beginning in 

June 2024. 

 

 

1.4 Research Contribution 
1.4.1 Academic Contributions 

1.4.1.1 This study will provide new insights by applying the 

Theory of Planned Behavior (TPB) to understand customer behavior in the innovative 

pet supplement industry, particularly the factors influencing B2C customer purchase 

decisions. 

 

1.4.2 Practical Implications 
1.4.2.1 Develops a strategic CRM model or marketing 

framework to enhance customer relationships and retention for businesses in the 

agriculture and food industry in Thailand 
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1.4.2.2 Transfers knowledge to pet supplement entrepreneurs, 

enabling them to apply research findings to strategic planning, marketing adjustments, 

and business innovations in the pet industry in Thailand 

 

 

1.5 Alignment with Sustainable Development Goals (SDGs) 
This research aligns with the United Nations Sustainable Development 

Goals (SDGs) as follows: 

 

1.5.1 Goal 3: Ensure healthy lives and promote well-being for all at all 

ages. 
This study supports the development of pet supplement innovations that 

enhance pet health and well-being, ultimately contributing to improved quality of life 

for pet owners. 

 

1.5.2 Goal 9: Build resilient infrastructure, promote inclusive and 
sustainable industrialization, and foster innovation.  

By developing a CRM model tailored for the pet supplement industry, this 

research contributes to business innovation and market expansion, fostering sustainable 

growth and technological advancements in Thailand’s pet industry. 

 

 

1.6 Definitions of Key Terms 
Innovative Pet Supplement Products (Dogs and Cats) refer to pet 

supplements (specifically for dogs and cats) that are developed using new technologies 

or possess unique properties to enhance the nutritional benefits of regular pet food, 

ultimately improving the health and well-being of pets. 
Pet Humanization refers to the trend where pet owners perceive their pets 

as family members or even as their children. This leads to higher standards of care, 

including improved nutrition, healthcare, and overall well-being. 
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Business-to-Consumer (B2C) Customers refer to a business model where 

companies sell products or services directly to individual consumers. In this research, it 

refers to customers who purchase pet supplement products for personal use with their 

pets. 

Business-to-Business (B2B) Customers refer to  a business model where 

companies sell products or services to other businesses, such as pet supply stores or 

veterinary clinics, which then resell or use the pet supplement products in their services. 

Existing Customers refer to customers who have previously purchased pet 

supplement products from Morina Solutions Co., Ltd. and continue to engage with the 

company, indicating a level of satisfaction and trust in the products. 

Prospective Customers refer to potential customers who have not yet 

purchased products from Morina Solutions Co., Ltd. but have an interest or inclination 

to buy in the future. Their purchasing decisions may be influenced by factors such as 

product awareness, marketing campaigns, or recommendations from other consumers. 

Attitude refers to a person’s beliefs or feelings toward repeat purchases of 

pet supplement products. It can be either positive or negative, based on previous 

experiences, satisfaction, and perceived product value. 

Subjective Norms refer to the social pressure perceived by an individual 

from influential people or groups, such as family, friends, or veterinarians, regarding 

their decision to repurchase pet supplement products. This influence may either 

encourage or discourage such behavior. 
Perceived Behavioral Control refers to an individual’s belief in their 

ability to control or execute the behavior of repurchasing pet supplement products. This 

perception is influenced by factors such as financial resources or accessibility to the 

product. 
Social Norms refer to unwritten social rules or expectations that influence 

an individual’s behavior when repurchasing pet supplement products. Examples include 

societal values regarding responsible pet ownership or preferences for eco-friendly pet 

products. 
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Self-Identity refers to how individuals perceive themselves in relation to 

their repurchasing behavior of pet supplement products. Pet owners with a strong self-

identity tied to their pets may prioritize high-quality, health-conscious products for their 

animals. 

 
 

1.7 Conclusion 
This study adopts a Mixed-Method Research Approach under the topic "A 

Study and Development of a Customer Relationship Management Model for Customer 

Retention: A Case Study for Entrepreneurs in the Innovative Pet Supplement Business 

(Dogs and Cats)." The primary objective is to develop a Customer Relationship 

Management (CRM) Model that enhances customer retention in the pet supplement 

industry. 

Currently, the Pet Humanization trend significantly influences pet owners' 

behavior, particularly among those who treat their pets as family members. With 

declining marriage and birth rates, pet owners increasingly prioritize their pets' health 

and well-being, leading to continuous growth in the pet-related products and services 

market. Businesses in the pet industry must understand customer behavior and develop 

effective strategies to strengthen customer loyalty and encourage repeat purchases. 

This research aims to examine the factors influencing repeat purchases 

among Business-to-Consumer (B2C) and Business-to-Business (B2B) customers of 

Morina Solutions Co., Ltd. It investigates the key determinants affecting purchase 

decisions for both customer groups. For the quantitative research, online surveys will 

be conducted to collect data from the target sample. The data collection will take place 

from June 2024 onwards and will be analyzed using the Theory of Planned Behavior 

(TPB) framework (Ajzen, 1991; Rendi Tegar Pratama, 2021; Slevita Yuliati, 2021) as 

the primary theoretical foundation. For the qualitative research, in-depth interviews will 

be conducted with selected business representatives to gain deeper insights that align 

with the study’s objectives. 
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The findings from this study are expected to contribute to the development 

of a practical CRM model that businesses can apply to strengthen their customer 

relationships. This model will help companies increase sales by fostering customer 

loyalty, encouraging repeat purchases, and attracting new customers, leading to long-

term business sustainability. Furthermore, the research will provide valuable insights 

for other pet supplement entrepreneurs in Thailand, offering guidelines for 

implementing CRM strategies that effectively drive customer retention. 
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CHAPTER II 
LITERATURE REVIEW 

 
 

2.1 Theory of Planned Behavior (TPB) 
The Theory of Planned Behavior (TPB) was developed by Icek Ajzen 

(1991) as a framework for explaining and predicting human behavior that results from 

prior planning. TPB is an extension of the Theory of Reasoned Action (TRA) with the 

addition of Perceived Behavioral Control (PBC) as a key factor, enabling a better 

understanding of behaviors that individuals may have partial or full control over (Ajzen, 

1991).  

 

 
Figure 2.1 The Theory of Planned Behavior (TPB) (Ajzen, 1991) 

 

TPB comprises three main factors that influence an individual's intention to 

perform a behavior: 

Attitude Toward the Behavior – This refers to an individual's positive or 

negative perception toward a specific behavior. The more favorable an attitude a person 

has toward a behavior, the more likely they are to engage in that behavior (Ajzen, 1991). 

Subjective Norms – This factor refers to the social influence exerted by 

important individuals or groups, such as family, friends, or society at large, which 

affects a person's decision to perform a behavior (Fishbein & Ajzen, 1975). 
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Perceived Behavioral Control (PBC) – This refers to an individual's belief 

in their ability to control and execute a behavior. This perception is influenced by past 

experiences and anticipated barriers (Ajzen, 2002). 

These three factors collectively influence Behavioral Intention, which is a 

crucial determinant of Actual Behavior. A strong behavioral intention significantly 

increases the likelihood of an individual carrying out the intended behavior (Ajzen, 

1991). 

 

 

2.2 Concept and Theories Related to Customer Relationship 

Management (CRM) 
2.2.1 The Importance of CRM in a Strategic Context 

Customer Relationship Management (CRM) is a vital strategy in modern 

business, focusing on developing and maintaining customer relationships to create long-

term value (Ryals & Payne, 2001). The CRM model proposed by Payne and Frow 

(2005) introduces a conceptual framework that integrates CRM with corporate strategy 

while emphasizing a cross-functional approach. This approach enables organizations to 

manage customer relationships more effectively. 

 

 

Figure 2.2 The Strategic Framework for CRM (Payne & Frow, 2005) 
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2.2.2 The Strategic Framework for CRM 
Payne and Frow (2005) introduced A Strategic Framework for CRM, which 

defines CRM as a strategic process composed of five key components: 

2.2.2.1 Strategy Development Process – This stage requires 

organizations to align business strategy and customer strategy, which includes industry 

analysis, customer segmentation, and relationship management structure design. 

2.2.2.2 Value Creation Process – This process emphasizes co-

creation of value between the organization and customers. Organizations must 

understand what customers desire and how they can generate value from customer 

relationships. 

2.2.2.3 Multichannel Integration Process – The use of multiple 

communication channels, including online stores, email, social media platforms, and 

telephone services, ensures a seamless customer experience. 

2.2.2.4 Information Management Process – The collection, 

analysis, and utilization of customer data to refine CRM strategies. This involves data 

warehousing, analytical tools, and front/back-office applications to support data-driven 

decision-making. 

2.2.2.5 Performance Assessment Process – The evaluation of 

CRM effectiveness through key performance indicators (KPIs) such as Customer 

Lifetime Value (CLV), Retention Rate, and Shareholder Value. 

 

2.2.3 The Connection Between A Strategic Framework for CRM and 
Customer Repurchase Behavior 

The CRM model by Payne and Frow (2005) illustrates that CRM is not 

merely a technology system but a comprehensive strategic process covering all aspects 

of customer management. This model can be applied to customer repurchase behavior 

research in the pet supplement industry, particularly when combined with the Theory of 

Planned Behavior (TPB) to create an integrated model that systematically explains 

customer decision-making. 
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2.2.4 Applying A Strategic Framework for CRM to the Pet Supplement 
Business 

For pet supplement businesses, CRM strategies can be utilized to enhance 

customer retention and encourage repeat purchases through the following key processes: 

2.2.4.1 Value Creation Process – Providing high-quality 

products and services tailored to pet owners' specific needs. 

2.2.4.2 Multichannel Integration Process – Leveraging both 

online (e-commerce, social media) and offline (pet shops, veterinary clinics) channels 

to engage with customers effectively. 

2.2.4.3 Information Management Process – Analyzing customer 

purchase behavior and retention trends to improve CRM strategies. 

Based on this theoretical framework, A Strategic Framework for CRM can 

be integrated with the Theory of Planned Behavior (TPB) to develop a new model that 

provides deeper insights into customer repurchase behavior. 

 

 

2.3 Conceptual Framework, Hypothesis Development, and Research 
Questions 

Quantitative Research 
Application of the Theory of Planned Behavior (TPB) to Consumer 

Purchase Behavior for Innovative Pet Supplements - the Theory of Planned Behavior 

(TPB), developed by Ajzen (1991), has been widely applied in consumer behavior 

research to understand factors influencing consumer intentions and actions. TPB posits 

that an individual’s intention to perform a behavior is influenced by three key factors: 

Attitude, Subjective Norms, and Perceived Behavioral Control (PBC). These constructs 

have been widely used in studies analyzing consumer purchasing decisions, particularly 

in the pet food industry. 

Recent studies have expanded the scope of TPB by incorporating additional 

variables, such as Self-Identity and Social Norms, to enhance the explanatory power of 

consumer behavior models (Whitmarsh & O’Neill, 2010; Yue & Zhou, 2008). These 

factors are especially relevant in research related to pet product purchases, where social 

influences and self-perception significantly impact decision-making.  
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2.3.1 Attitude 
Attitude refers to an individual’s positive or negative perception of a 

behavior. In the context of innovative pet supplements, pet owners' attitudes reflect their 

trust in the benefits of the product, such as its ability to improve pet health and well-

being. If owners perceive the product positively, they are more likely to purchase it. A 

review of previous studies found that a positive attitude towards pet supplements 

significantly influences purchase intention (Smith et al., 2020). 

Hypothesis 1 (H1): A positive attitude toward purchasing innovative pet 

supplements has a positive influence on purchase intention. 

 

2.3.2 Subjective Norms 

Subjective Norms refer to the social pressure perceived by an individual 

regarding a particular behavior. In the context of pet supplements, pet owners may be 

influenced by veterinarians, friends, or family members regarding the necessity of using 

such products. If they perceive that these key individuals endorse the use of pet 

supplements, they are more likely to purchase them. Studies have shown that social 

influence from peers and family members significantly affects consumer decisions to 

buy pet supplements (Jones & Park, 2018). 

Hypothesis 2 (H2): Subjective norms have a positive influence on pet 

owners' purchase intentions for innovative pet supplements. 

 

2.3.3 Perceived Behavioral Control 
Perceived Behavioral Control (PBC) represents the extent to which an 

individual believes they can control or easily perform a behavior. In the case of pet 

supplements, factors such as price, availability, and access to product information 

influence pet owners' purchase intentions. Research suggests that consumers who 

perceive purchasing as easy and convenient are more likely to make a purchase (Miller 

& Kim, 2019). 

Hypothesis 3a (H3a): Perceived Behavioral Control has a positive 

influence on purchase intention. 

Hypothesis 3b (H3b): Perceived Behavioral Control has a positive 

influence on actual purchasing behavior. 
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2.3.4 Purchase Intention & Behavior 
Research by Ajzen (1991) and Sheeran (2002) indicates that purchase 

intention is a strong predictor of actual purchasing behavior, particularly in the health 

and pet care industries. 

Hypothesis 4 (H4): Purchase intention has a positive influence on actual 

purchasing behavior for innovative pet supplements. 

 

2.3.5 Self-Identity 
Self-Identity refers to an individual's perception of themselves as part of a 

social group with shared values or behaviors. In the pet supplement industry, owners 

who identify themselves as "health-conscious pet parents" are more likely to purchase 

products that provide nutritional and health benefits for their pets. Studies show that 

self-identity plays a key role in influencing consumer preference for environmentally 

friendly or health-conscious products (Whitmarsh & O’Neill, 2010; Sparks & Shepherd, 

1992). 

Hypothesis 5 (H5): Self-identity has a positive influence on purchase 

intention for innovative pet supplements. 

 
2.3.6 Social Norms 

Social Norms refer to the broader societal and cultural influences that impact 

an individual's decision-making. In the case of pet supplements, if societal trends 

encourage pet owners to invest in pet health products, consumers are more likely to 

follow the trend. Research shows that perceived social norms strongly impact pet 

product purchase behavior (Yue & Zhou, 2008). 

Hypothesis 6 (H6): Social norms have a positive influence on pet owners' 

purchase intentions for innovative pet supplements. 
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Table 2.1 Summary of Literature Review 

No. Study Title Authors 
Theory 
Applied 

Key Findings 

1 The Influence of Pet 

Owners' Attitudes on 

Purchase Intentions 

of Pet Supplements 

Smith et 

al. (2020) 

Theory of 

Planned 

Behavior 

(TPB) 

Pet owners' attitudes 

significantly impact 

purchase intention.  

Factors such as product 

benefits, safety, and 

pricing influence purchase 

decisions. 

2 Social Influence and 

Purchase Intentions 

of Pet Health 

Products among Pet 

Owners 

Jones & 

Park 

(2018) 

TPB Social influence 

significantly affects pet 

owners' purchase 

intentions, particularly 

from family, friends, and 

veterinarians. 

3 Perceived 

Behavioral Control 

and Consumer 

Decision-Making in 

Pet Product 

Purchases 

Miller & 

Kim 

(2019) 

TPB Consumers with high 

perceived control over 

purchases are more likely 

to buy pet products. 

Factors like ease of 

purchase and product 

availability play a crucial 

role. 

4 Intention-Behavior 

Relations: A 

Conceptual and 

Empirical Review 

Sheeran 

(2002) 

TPB Purchase intention 

strongly predicts actual 

purchasing behavior, 

especially in health and 

pet care industries. 
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5 Application of TPB 

in Consumer’s 

Purchase Decision of 

Cat and Dog Food 

Products 

Pratama & 

Yuliati 

(2021) 

TPB, Self-

Identity, 

Social 

Norms 

TPB effectively explains 

pet food purchasing 

behavior. Self-identity and 

social norms significantly 

impact consumer choices. 

6 Consumer 

Preferences for Pet 

Food with 

Sustainability Labels 

Whitmarsh 

& O’Neill 

(2010) 

TPB, Self-

Identity, 

Social 

Norms 

Consumers prefer 

sustainability-labeled pet 

food and are willing to pay 

more. Awareness, label 

trust, and social 

responsibility are key 

factors. 

7 Self-Identity and the 

Theory of Planned 

Behavior: Assessing 

the Role of 

Identification with 

Green Consumerism 

Sparks & 

Shepherd 

(1992) 

TPB, Self-

Identity 

Self-Identity influences 

sustainable consumption 

behavior and interacts with 

attitudes, perceived 

control, and social norms. 

8 The Effect of 

Subjective Norms on 

Pet Product 

Purchasing Behavior 

Yue & 

Zhou 

(2008) 

TPB, Social 

Norms 

Social norms significantly 

influence consumer 

purchase behavior. 

Consumers tend to 

purchase products 

endorsed by their social 

circle. 
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For the quantitative research, after reviewing relevant theories and prior 

studies, the researcher has developed a conceptual framework based on the literature 

review and theoretical foundations. The Theoretical Conceptual Framework integrates 

key constructs derived from the Theory of Planned Behavior (TPB) and additional 

influencing factors identified in previous research. 

 

 

Figure 2.3 Theoretical Conceptual Framework of the Study and Research Assumption 

Source: Adapted from Ajzen (1991); Rendi Tegar Pratama (2021); Slevita Yuliati 
(2021) 
 

Based on the literature review and the application of the Theory of Planned 

Behavior (TPB), the following research hypotheses are proposed: 

Hypothesis 1 (H1): Pet owners' positive attitude toward purchasing 

innovative pet supplements has a positive influence on their purchase intention. 

Hypothesis 2 (H2): Subjective norms have a positive influence on pet 

owners’ purchase intention for innovative pet supplements. 

Hypothesis 3a (H3a): Perceived Behavioral Control has a positive 

influence on pet owners' purchase intention for innovative pet supplements. 

Hypothesis 3b (H3b): Perceived Behavioral Control has a positive 

influence on pet owners' actual purchasing behavior for innovative pet supplements. 
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Hypothesis 4 (H4): Purchase intention has a positive influence on actual 

purchasing behavior for innovative pet supplements. 

Hypothesis 5 (H5): Self-identity has a positive influence on pet owners' 

purchase intention for innovative pet supplements. 

Hypothesis 6 (H6): Social norms have a positive influence on pet owners' 

purchase intention for innovative pet supplements. 

 

Qualitative Research 
For the qualitative research, the conceptual framework explores factors 

influencing purchase intention and repurchase behavior of B2B customers, particularly 

pet shop owners and retailers. This study applies the Theory of Planned Behavior (TPB) 

as the foundation for investigating decision-making processes, including Attitude, 

Subjective Norms, Perceived Behavioral Control, Purchase Intention, and Actual 

Purchase Behavior, as illustrated in Figure 2.4. 

 

 

Figure 2.4 Conceptual Framework of the Study 

Source: The Theory of Planned Behavior (TPB) (Ajzen, 1991) 
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2.3.7 Research Questions 
2.3.7.1 How does the attitude of pet shop owners toward 

innovative pet supplement products influence their purchase intention? 

2.3.7.2 How do subjective norms (e.g., veterinarian 

recommendations or consumer trends) influence the purchase intention of pet shop 

owners? 

2.3.7.3 How do behavioral control factors, such as product 

pricing, purchasing convenience, and product accessibility, influence the purchase 

intention of pet shop owners? 

 

 

2.4 Conclusion 
The findings in Chapter 2, which reviewed relevant theories and literature, 

indicate that the Theory of Planned Behavior (TPB) serves as the primary theoretical 

framework for analyzing repeat purchase behavior in the innovative pet supplement 

industry. This study identifies three key factors that influence purchase intention and 

repurchase behavior: attitude, subjective norms, and perceived behavioral control. 

Attitude refers to a consumer’s perception of the product, subjective norms reflect social 

pressures from veterinarians, peers, and family, while perceived behavioral control 

relates to the ease of purchasing, product pricing, and accessibility. 

Recent studies have expanded the TPB framework by incorporating self-

identity and social norms to provide a broader understanding of consumer behavior. The 

literature review suggests that a positive attitude toward pet supplements is associated 

with a higher purchase intention. Moreover, subjective norms play a crucial role in 

shaping consumer decisions, as pet owners often rely on veterinarians, friends, and 

family when purchasing supplements. Additionally, perceived behavioral control, 

particularly in terms of purchasing convenience and product pricing, significantly 

affects a consumer’s decision to repurchase pet supplements. 

By integrating TPB with existing research findings, this study develops a 

conceptual framework tailored to the consumer behavior dynamics within the pet 

supplement industry, which is a highly specialized market. The study ultimately aims to 

establish a comprehensive research model that forms the basis for hypothesis 
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development and research questions. Furthermore, the research seeks to design a 

Customer Relationship Management (CRM) model that can be practically implemented 

to enhance customer retention and encourage repeat purchases within the pet 

supplement business. 
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CHAPTER III 
METHODOLOGY 

 
 

3.1 Research Design 
This study, titled "A study and Developing Customer Relationship 

Management Model for Customer Retention: A Case Study for Entrepreneurs in the 

Innovative Pet Food Supplement Business (Dogs and Cats)," adopts a Mixed Method 

Research approach. This methodology integrates both quantitative research and 

qualitative research to explore the factors influencing customer retention and repeat 

purchase behavior within the pet supplement industry. 

 

Quantitative Research 

The quantitative research in this study follows a survey research design, 

aiming to identify factors that influence consumer behavior in purchasing innovative pet 

supplements for dogs and cats. The research also examines the process leading to repeat 

purchases. The primary data collection tool is an online questionnaire, selected for its 

efficiency in reaching a broad consumer base quickly and conveniently. The target 

population consists of Thai pet owners, specifically those who own dogs and cats. These 

respondents are identified through their engagement in pet-related events, such as the 

Thailand Pet Expo, as well as through online channels, including the internet and social 

media platforms. These distribution channels are chosen due to their effectiveness in 

reaching the intended respondents. The collected data undergoes descriptive statistical 

analysis to characterize the sample population. Following data processing, Structural 

Equation Modeling (SEM) is utilized to test the research framework and hypotheses. 

This analytical method enables the examination of complex relationships between 

multiple variables, offering insights into the determinants of consumer purchasing 

behavior. 
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Qualitative Research 
The qualitative component of this study investigates the key factors 

influencing purchase intention and repeat purchase behavior among B2B customers, 

particularly pet supply store owners. This segment of the research aims to develop a 

CRM model tailored to drive customer retention and long-term engagement within the 

innovative pet supplement business. Through in-depth interviews, this qualitative study 

explores how pet supply store owners perceive innovative pet supplements, their 

motivations and barriers to purchasing, and their expectations regarding customer 

relationship management. The findings from this study contribute to the design of an 

effective CRM model that aligns with business needs and enhances repeat purchasing 

behavior among key stakeholders in the pet supplement industry. 

 

By integrating both quantitative and qualitative methods, this research 

provides a comprehensive understanding of customer retention strategies in the 

innovative pet supplement market. The mixed-method approach ensures a holistic 

perspective, combining statistical validation with in-depth insights to formulate 

actionable CRM strategies that cater to both B2C consumers and B2B customers. 

 

 

3.2 Research Method 
3.2.1 Methodology 
This research was conducted through a systematic approach, including a 

literature review, data collection using both quantitative and qualitative research 

methods, data analysis, and interpretation of the results. The research process followed 

the predefined objectives and concluded with the preparation of the research report, 

publication, and dissemination of the academic findings. 
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Figure 3.1 Research Process Flowchart 
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3.2.2 Data and Sample Description 
Quantitative Research  
3.2.2.1 Population and Sample 

This study focuses on the factors influencing purchasing 

behavior regarding innovative pet supplements (for dogs and cats) among business-to-

consumer (B2C) customers. Therefore, the target population consists of pet owners 

(specifically dog and cat owners) in Thailand, aged 20 years and older. The reason for 

selecting this age group is that adults are responsible for their pets in terms of care and 

expenses, which significantly affects their purchasing decisions for pet supplements. 

Additionally, individuals aged 20 years and older are expected to better comprehend the 

questionnaire content, thereby providing more accurate responses aligned with the 

research context. 

For the quantitative research sample, the study focuses on pet 

owners (especially dog and cat owners) residing in Bangkok and its metropolitan areas 

who have previously purchased innovative pet supplements at least once. Data 

collection is conducted through online questionnaires, as the study covers a broad 

geographical scope, and online surveys allow for convenient and rapid access to target 

respondents. This approach also helps minimize costs related to time and resource 

allocation in data collection (Saunders et al., 2019). This method aligns with survey 

research guidelines, which emphasize data collection from a population with specified 

characteristics. 

3.2.2.2 Samples Size and Sampling Method 

The research sample comprises Thai pet owners (primarily dog 

and cat owners) with prior experience purchasing innovative pet supplements. The study 

employs quota sampling to ensure balanced distribution across age and gender 

categories, allowing for a better analysis of demographic factors influencing purchasing 

behavior (Phukjit, 2022; Arommorrat, 2016; Ketkaew, 2021). 

The determination of the sample size follows the 

recommendation by Hair et al. (1995, cited in Sukeesan, 2011), which suggests an 

appropriate range of 200-300 respondents. Therefore, the study defines a sample size of 

250 participants to ensure data reliability and facilitate effective statistical analysis. 

 



College of Management, Mahidol University                                                          M.M (Business Management) / 25 

Table 3.1 Quota Sampling Based on Gender and Age Distribution 

 Below 30 
years 

30-39 
years 

40-49 
years 

50-59 
years 

60 years  
and above Total 

Male 25 25 25 25 25 125 

Female 25 25 25 25 25 125 

Total 50 50 50 50 50 250 

 

Using quota sampling ensures that the sample distribution is appropriately 

balanced in terms of gender and age, which are factors identified in previous research 

as influencing consumer behavior in purchasing pet supplements (Phukjit, 2022; 

Arommorrat, 2016; Ketkaew, 2021). 

3.2.2.3 Strategies for Accessing the Sample 

The study employs a quota sampling approach to select 

respondents who own pets (dogs and cats) and have prior experience purchasing 

innovative pet supplements. To ensure diverse and representative data, online and 

offline strategies are employed for respondent recruitment, as follows: 

1. Distributing the questionnaire via Facebook pages and direct 

messages (inbox): the questionnaire is shared through the Facebook page of Morina 

Solutions Co., Ltd. to reach existing B2C customers who have previously purchased the 

company’s pet supplement products. 

2. Sharing the questionnaire via social media (Line, Facebook, 

and Instagram): expanding outreach to a broader audience, including those who have 

never purchased pet supplements but may have potential interest. 

3. Distributing the questionnaire at pet-related events: The 

questionnaire is shared at Thailand Pet Expo and other relevant pet industry events to 

target customers actively interested in pet supplement innovations.  

This multi-channel strategy ensures that the survey reaches a 

diverse sample of respondents who meet the study criteria, thereby improving data 

quality and reliability. 
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Qualitative Research  
3.2.2.4 Population and Sampling 

The qualitative research segment of this study focuses on pet 

product retailers in Thailand, aiming to explore the factors influencing their purchase 

intentions and repeat purchasing behavior regarding innovative pet supplements. The 

study selects two key groups: existing customers who have been purchasing pet 

supplements from Morina Solutions Co., Ltd., and prospective customers who have not 

yet made purchases but exhibit potential interest and purchasing capability. These 

groups provide insights into both the decision-making process of loyal customers and 

the considerations influencing potential customers who are yet to make a purchase. 

3.2.2.5 Samples Size and Sampling Method 

This study employs non-probability sampling, specifically using 

purposive sampling and quota sampling, to select relevant participants. The qualitative 

sample consists of at least 20 respondents, including 13 existing customers who are pet 

product retailers that have previously purchased from Morina Solutions Co., Ltd., and 7 

prospective customers who have expressed interest but have not yet made a purchase. 

This sampling approach enables the collection of in-depth insights into consumer 

behavior, allowing for the development of a CRM model tailored to the pet supplement 

industry (Creswell & Poth, 2018). 

3.2.2.6 Interview Questions and Approach 

The qualitative research employs in-depth interviews using a 

semi-structured interview format, allowing flexibility in questioning based on 

discussion flow (Bryman, 2016). The interview process follows these steps: 

1. Pre-interview contact: Respondents are contacted in advance 

to schedule an on-site or online interview based on their preference. 

2. Pre-sending interview guide: The interview guide is sent 

beforehand via email or messaging apps (e.g., LINE), allowing respondents sufficient 

preparation time. 

3. Applying the 5W1H framework: The Who, What, Where, 

When, Why, and How approach (Rozan, 2016) is employed to collect comprehensive 

insights into consumer behavior and CRM strategies. 
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3.2.2.7 Strategies for Accessing the Sample 

The study applies several strategies to efficiently access the 

target sample for in-depth interviews. First, collaboration with Morina Solutions Co., 

Ltd. is established to identify potential interviewees from the company’s customer 

database, ensuring direct access to existing and potential customers. After identifying 

potential participants, the research team directly contacts pet retailers to introduce the 

study and provide necessary details. The study also offers flexible interview 

arrangements, allowing respondents to choose between on-site or online interviews 

based on their convenience. To ensure structured and meaningful discussions, an 

interview guide is sent to participants in advance, giving them sufficient time to prepare. 

Additionally, an official interview request letter issued by the university is provided to 

enhance credibility and encourage participation from the target sample. 

 

3.2.3 Instrument 
Quantitative Research  

To achieve the research objectives, this study employs a self-

administered online questionnaire, developed based on a review of prior studies. The 

questionnaire items were derived from previous research that examined variables 

relevant to this study, including social norms, self-identity, attitude, subjective norms, 

perceived behavioral control, purchase intention, and purchasing behavior. The 

questionnaire undergoes a pre-test and refinement process before actual data collection, 

with a target sample of 250 respondents. 

3.2.3.1 Questionnaire 

The research instrument used in this study is a structured 

questionnaire, which is divided into four sections. The first section collects general 

demographic information of respondents, including gender, age, average monthly 

income, type of pet, and the first pet supplement brand that comes to mind. The second 

section focuses on measuring factors that determine purchase intention and purchasing 

behavior of innovative pet supplements. This section consists of six questions related to 

attitude, four questions on subjective norms, seven questions on perceived behavioral 

control, four questions on self-identity, and three questions on social norms. The third 



Jirapat Chalermbongkot                                                                                                                      Methodology / 28 

section assesses purchase intention through three questions, while the fourth section 

evaluates purchasing behavior using three questions. 

The questionnaire consists of a total of 30 questions and is 

measured using a Five-point Likert scale, ranging from “Strongly Disagree (1)” to 

“Strongly Agree (5)”. The questions in the second section are grouped into seven 

subcategories based on the key study variables. These questions were adapted from 

previous research and modified to fit the Thai consumer context. The adapted questions 

are presented in Tables 3.2 to 3.8, which outline the details of each variable, including 

attitude, subjective norms, perceived behavioral control, self-identity, social norms, 

purchase intention, and purchasing behavior. 

Each set of questions was developed based on prior studies and 

structured in a way that ensures clarity and relevance to the target respondents. The 

Likert scale used in this questionnaire allows for the measurement of varying degrees 

of agreement or disagreement, providing more nuanced insights into consumer 

perceptions and behaviors. Prior to data collection, the questionnaire undergoes a pre-

testing phase to ensure clarity and reliability before being distributed to the target sample 

of 250 respondents. 
Section 1: Demographic data 
The first section of the questionnaire collects demographic 

information, referencing previous research. The demographic variables include: 

• Gender: Male, Female 

• Age: 

• 20–30 years 

• 31–39 years 

• 40–49 years 

• 50–59 years 

• 60+ years 

• Average Monthly Income: 

• Below 15,000 THB 

• 15,001–25,000 THB 

• 25,001–35,000 THB 
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• 35,001–45,000 THB 

• 45,001–55,000 THB 

• 55,001–65,000 THB 

• Above 65,001 THB 

 
Section 2-4: Study variable  

Attitude consists of a total of 6  questions, mainly referenced 

from the research of Pratama, Renda Tegar and Yuliati, Elevita (2021), and adapted to 

the context of consumers in Thailand. Details are shown in Table 3.2 as follows. 

 

Table 3.2 Attitude Measurement Items 

Variables Code Questions 
Adapted 

from 

Attitude 

(AT) 

 

AT 1 

 

 

AT 2 

 

 

AT 3 

 

AT 4 

 

AT 5 

 

AT 6 

You think purchasing innovative pet 

supplements for your pet is a good decision and 

plan to buy it next month.  

You think purchasing innovative pet 

supplements for your pet is beneficial and plan 

to buy it next month.  

You feel happy seeing your pet consume the 

supplement and plan to buy it next month. 

You enjoy selecting innovative pet supplements 

and plan to buy it next month.  

You find innovative pet supplements convenient 

to use and plan to buy them next month. 

You consider innovative pet supplements 

necessary and plan to buy them next month. 

Pratama, 

Renda 

Tegar and 

Yuliati, 

Elevita 

(2021) 
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Subjective Norm consists of a total of 4 questions, mainly 

referenced from the research of Pratama, Renda Tegar and Yuliati, Elevita (2021), and 

adapted to the context of consumers in Thailand. Details are shown in Table 3.3 as 

follows. 

 

Table 3.3 Subjective Norm Measurement Items 

Variables Code Questions 
Adapted 

from 

Subjective  

Norm (SN) 

 

SN 1 

 

SN 2 

 

 

SN 3 

 

SN 4 

People you trust, such as family or close friends, 

support purchasing innovative pet supplements. 
People you trust, such as family or close friends, 

agree with purchasing innovative pet 

supplements. 

People you trust, such as family or close friends, 

expect you to buy innovative pet supplements. 

You feel social pressure to purchase innovative 

pet supplements.  

Pratama, 

Renda 

Tegar and 

Yuliati, 

Elevita 

(2021) 

 

Perceived Behavioral Control consists of a total of 7 questions, 

mainly referenced from the research of Pratama, Renda Tegar and Yuliati, Elevita 

(2021), and adapted to the context of consumers in Thailand. Details are shown in Table 

3.4 as follows. 

 

Table 3.4 Perceived Behavioral Control Measurement Items 

Variables Code Questions 
Adapted 

from 

Perceived 

Behavioral 

Control (PBC) 

 

PBC 1 

 

PBC 2 

 

 

You decide whether to purchase innovative pet 

supplements.  

You have a full sense of control over buying 

innovative pet supplements. 

Pratama, 

Renda 

Tegar and 

Yuliati, 
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PBC 3 

 

PBC 4 

 

PBC 5 

 

PBC 6 

 

PBC 7 

You feel that you cannot control your pet 

supplement purchases.  

You believe you have the financial capability to 

buy innovative pet supplements.  

You feel confident that you can purchase 

innovative pet supplements.  

You are certain that you will be able to buy 

innovative pet supplements.  

If you make the purchasing decision, you are 

confident you can buy innovative pet 

supplements. 

Elevita 

(2021) 

 

Self-identity consists of a total of 4 questions, mainly referenced 

from the research of Pratama, Renda Tegar and Yuliati, Elevita (2021), and adapted to 

the context of consumers in Thailand. Details are shown in Table 3.5 as follows. 

 

Table 3.5 Self-Identity Measurement Items 

Variables Code Questions 
Adapted 

from 

Self-Identity  

(SI) 

 

SI 1 

 

SI 2 

 

SI 3 

 

SI 4 

 

You identify yourself as someone who buys 

innovative pet supplements.  

You see yourself as someone who prioritizes pet 

nutrition.  

You are concerned about the health impact of 

pet supplements on your pet.  

You prefer to buy innovative pet supplements 

with good taste for your pet.  

Pratama, 

Renda 

Tegar and 

Yuliati, 

Elevita 

(2021) 

 

Self-identity consists of a total of 3 questions, mainly referenced 

from the research of Pratama, Renda Tegar and Yuliati, Elevita (2021), and adapted to 

the context of consumers in Thailand. Details are shown in Table 3.5 as follows. 
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Table 3.6 Social Norm Measurement Items 

Variables Code Questions 
Adapted 

from 

Social Norm 

(SCN) 

SCN 1 

 

SCN 2 

 

 

SCN 3 

Pet owners in your community purchase 

innovative pet supplements. 

You are willing to follow recommendations 

from experts or veterinarians regarding pet 

supplement purchases.  

Your family and friends buy innovative pet 

supplements for their pets.  

Pratama, 

Renda 

Tegar and 

Yuliati, 

Elevita 

(2021) 

 

Purchase Intention consists of a total of 3 questions, mainly 

referenced from the research of Pratama, Renda Tegar and Yuliati, Elevita (2021), and 

adapted to the context of consumers in Thailand. Details are shown in Table 3.7 as 

follows. 

 

Table 3.7 Purchase Intention Measurement Items 

Variables Code Questions 
Adapted 

from 

Purchase 

Intention (IN) 

IN 1 

 

IN 2 

 

IN 3 

You intend to buy innovative pet supplements 

next month. 

You plan to buy innovative pet supplements next 

month.  

You want to buy innovative pet supplements 

next month.  

Pratama, 

Renda 

Tegar and 

Yuliati, 

Elevita 

(2021) 

 

Purchase Behavior consists of a total of 3 questions, mainly 

referenced from the research of Pratama, Renda Tegar and Yuliati, Elevita (2021), and 

adapted to the context of consumers in Thailand. Details are shown in Table 3.8 as 

follows. 
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Table 3.8 Purchasing Behavior Measurement Items 

Variables Code Questions 
Adapted 

from 

Purchasing 

Behavior (BE) 

BE 1 

BE 2 

 

BE 3 

You regularly buy innovative pet supplements.  

You purchased innovative pet supplements last 

month.  

You have been buying innovative pet 

supplements for a long time.   

Pratama, 

Renda 

Tegar and 

Yuliati, 

Elevita 

(2021) 

 

Qualitative Research  
This study employs in-depth interviews as the primary method 

for qualitative research and data collection to achieve the research objectives. The in-

depth interviews will be conducted with two groups of respondents. The first group 

consists of 13 existing customers, specifically pet supply store owners who have been 

purchasing pet supplement products from Morina Solutions Co., Ltd. in Thailand. The 

second group comprises 7 prospective customers, who are pet supply store owners that 

have not yet purchased products from Morina Solutions Co., Ltd. but have potential 

interest in doing so. 

The interviews will follow a semi-structured format, with pre-

determined interview questions outlined in an interview guide. Additionally, open-

ended questions will be incorporated to allow respondents to provide detailed insights 

and factual responses. The interview questions are divided into two sets, each tailored 

to the respective respondent groups. The first set is designed for interviews with existing 

pet supply store customers, while the second set is for prospective pet supply store 

customers of Morina Solutions Co., Ltd. 
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3.2.4 Data Collection 
Quantitative Research 
The data used in this quantitative study consists of primary data, collected 

directly from the sample group through an online questionnaire. The questionnaire was 

distributed via social media platforms, including Line, Facebook, and Instagram, as well 

as pet-related events. The study aimed to collect 250 completed responses from the 

target sample group. 

The content of the questionnaire covers key factors, including Social Norms, 

Self-Identity, Attitude, Subjective Norms, Perceived Behavioral Control, Purchase 

Intention, and Purchase Behavior, as referenced from the Theory of Planned Behavior 

(TPB). Prior to the actual data collection, the researcher conducted a pre-test to assess 

the clarity and accuracy of the questionnaire. This step ensured that respondents could 

fully understand the questions. Based on feedback, certain questions were revised to 

enhance their clarity and alignment with the study's objectives. 

 

Qualitative Research 
For the qualitative study, data collection is also based on primary data, 

obtained directly from sources that align with the research objectives. The main research 

tool used is in-depth interviews, incorporating semi-structured interview questions to 

enable flexibility and comprehensive exploration of relevant topics (Bryman, 2016). 

The in-depth interviews were conducted with two key respondent groups: 

the first group consisted of pet supply store owners who are current customers of Morina 

Solutions Co., Ltd., while the second group included pet supply store owners who are 

prospective customers—those who have not yet purchased from Morina Solutions Co., 

Ltd. but have the potential and interest to do so. This qualitative data collection approach 

allows for a deeper understanding of customer behavior and attitudes, providing 

essential insights for developing a more effective Customer Relationship Management 

(CRM) model (Creswell & Poth, 2018). 
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3.2.5 Research tools and Validity/reliability 
Quantitative Research 
The researcher conducted tests on the research instruments to 

ensure validity and reliability, ensuring that the questionnaire aligns with the research 

objectives. The details of the tests are as follows: 

3.2.5.1 Validity Testing 

The researcher presented the questionnaire to Assistant 

Professor Dr. Kittichai Rachamaha, the research advisor, for a content validity check, 

ensuring the appropriateness of language and the construct validity of the questionnaire. 

Additionally, three experts, including the advisor, evaluated the Item Objective 

Congruence (IOC) to assess the consistency of the questionnaire with the research 

objectives. The Index of Item Objective Congruence (IOC) is calculated using the 

formula:  

!"# = ΣR
n  

where: 

• ∑ R = the sum of expert ratings for each question 

• ( = the number of experts 

The evaluation criteria for IOC values are as follows: 

• If  !"# > 0.50, the question aligns with the research objective. 

• If !"# ≤ 0.50, the question does not align with the research 

objective and requires revision. 

Additionally, the Content Validity Index (CVI) was calculated 

to evaluate the overall validity of the questionnaire. The acceptable CVI value is 0.80 

or higher, calculated as follows (Jaruay Suwanbamrung, 2020): 

 

#)! = Number	of	question	rated	3	or	4	by	experts
Total	number	of	questions  
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3.2.5.2 Reliability Testing 

To test the reliability of the questionnaire, a pilot test was 

conducted with 30 pet owners (dogs and cats) who had experience purchasing pet 

supplement innovation products. The reliability of the questionnaire was assessed using 

Cronbach’s Alpha Coefficient. A Cronbach’s Alpha (@) value close to 1 indicates high 

reliability. If @ is greater than 0.7, the questionnaire is considered reliable and suitable 

for research (Kanlaya Vanichbancha, 2021). The reliability test resulted in a Cronbach’s 

Alpha value of 0.884. 

 

Qualitative Research 

For the qualitative research on a study and Developing 

Customer Relationship Management Model for Customer Retention: A Case Study for 

Entrepreneurs in the Innovative Pet Food Supplement Business (Dogs and Cats), the 

researcher tested the validity and reliability of the research instruments as follows: 

3.2.5.3 Validity Testing 

Validity testing involves systematically analyzing whether the 

interview questions align with the study's content and objectives. The content validity 

was assessed by three experts through two methods: 

1. Content Validity Index (CVI) 

Three experts evaluated the appropriateness of the interview 

structure and content, ensuring completeness. The evaluation used a four-point rating 

scale: 

• 1 = Irrelevant 

• 2 = Somewhat irrelevant 

• 3 = Quite relevant but requires minor revision 

• 4 = Highly relevant 

The Item-Level CVI (I-CVI) is calculated as: 

! − #)! = Number	of	question	rated	3	or	4	by	experts
Total	number	of	questions  

If I-CVI < 0.85, the question does not meet the validity criteria 

and requires revision. The overall CVI score was 0.86. 
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2. Index of Item-Objective Congruence (IOC) 

The IOC score was calculated based on expert evaluations 

(Phisit Tantawanich & Phana Chindasri, 2018) using the following rating scale: 

• 1 = The question directly measures the intended objective. 

• 0 = Uncertain whether the question measures the objective. 

• -1 = The question does not measure the intended objective. 

The IOC score is calculated as: 

!"# = ΣR
n  

where ∑B is the sum of expert ratings and ( is the number of 

experts. 

• If IOC is between 0.50 - 1.00, the question is valid and can 

be used in the interviews. 

• If IOC is less than 0.50, the question requires revision before 

inclusion in the study (Surapong Khongsat & Theerachat 

Thammawong, 2008). 

3.2.5.4 Reliability Testing 

To assess reliability, the study used parallel interviews, where 

both the primary researcher and a research assistant conducted interviews with the same 

participants to compare consistency in responses. Additionally, Member Checking was 

applied, where interviewees reviewed their responses to verify accuracy and prevent 

misinterpretation (Lincoln & Guba, 1985). 

 
3.2.6 Data analysis 

Quantitative Research  
The data analysis in this study employs Exploratory Factor 

Analysis (EFA) and Confirmatory Factor Analysis (CFA) using AMOS software. 

Additionally, Structural Equation Modeling (SEM) is used to analyze causal 

relationships between factors. The analysis is conducted using SPSS and/or AMOS, 

depending on the results obtained from the initial grouping of factors through 

Confirmatory Factor Analysis. The study aims to examine the factors influencing 
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purchase intention and purchase behavior of B2C customers in Thailand regarding pet 

supplement innovation products. 

3.2.6.1 Descriptive Statistical Analysis 

Descriptive statistics are used to summarize the dataset, 

including the following methods: 

1. Percentage (%): Used to describe demographic characteristics 

of respondents, including gender, age, average monthly income, pet ownership, and the 

first pet supplement innovation product that comes to mind. 

2. Mean (M): Used to describe the characteristics of independent 

variables, mediator variables, and dependent variables. 

3. Standard Deviation (SD): Used to explain the variability of 

independent variables, mediator variables, and dependent variables. 

3.2.6.2 Structural Equation Modeling (SEM) Analysis 

Qualitative Research 

SEM is employed to analyze statistical relationships and 

validate research hypotheses derived from theoretical frameworks using AMOS 

software. SEM facilitates the assessment of complex relationships among multiple 

variables through a Path Diagram. The steps of SEM analysis are as follows 

(Vanichbancha, 2021): 

1. Model Specification: The model used in the study is specified 

based on previous theories and related literature. 

2. Reliability Testing: The reliability of the model is assessed 

using Cronbach’s Alpha Coefficient, where a value greater than 0.7 indicates a reliable 

model. 

3. Model Identification: This step examines whether the model 

is properly specified by evaluating degrees of freedom (DF) using the formula 

(Schumacker & Lomax, 2010): 

CD = NI(NI + 1)
2 − KLMNOP	QR	STPTMOUOP	OVUWMTUOV 

 

 

 



College of Management, Mahidol University                                                          M.M (Business Management) / 39 

where: 

• CD= Degree of Freedom 

• K!= Number of observed variables used in parameter 

estimation 

The interpretation is as follows: 

• If CD > 0, the model is over-identified. 

• If CD = 0, the model is just-identified. 

• If CD < 0, the model is under-identified. 

4. Model Estimation: This process examines the consistency 

between the variance-covariance matrix of observed variables from sample data (S) and 

the variance-covariance matrix from the path diagram (∑). The estimation method used 

in AMOS is Maximum Likelihood Estimation (MLE), which ensures consistency, 

efficiency, and independence of measurement units. The objective of SEM is to 

minimize the difference between X and ∑, or to achieve X − ∑ ≈ 0. 

5. Model Testing: The goodness-of-fit of the model is assessed 

using multiple fit indices: 

• Chi-square (χ²): Should be greater than 0.05 to support the 

null hypothesis. 

• Relative Chi-square (χ²/df): Should be less than 3 (or 

preferably 2). 

• Goodness of Fit Index (GFI): Should be greater than 0.95. 

• Normed Fit Index (NFI): Should be greater than 0.95. 

• Comparative Fit Index (CFI): Should be greater than 0.90. 

• Root Mean Square Error of Approximation (RMSEA): 

Should be between 0 and 0.07. 

• Standardized Root Mean Square Residual (RMR): Should be 

less than 0.05. 

6. Model Modification (Modification Index: MI): If the SEM 

results indicate poor model fit, modifications may be made by adding bidirectional or 

unidirectional arrows between variables based on the highest Par Change value. A 

reduction in Chi-square (χ²) indicates improved model fit. 
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Qualitative Research  
Qualitative data analysis in this study employs Content Analysis and Thematic Analysis 

to identify patterns, trends, and key themes emerging from in-depth interviews (Braun 

& Clarke, 2006). 

3.2.6.3 Qualitative Data Analysis Process 

1. Transcription & Data Preparation: Recorded interview audio 

is transcribed into text, and accuracy is verified using Member Checking, where 

interviewees review their responses (Lincoln & Guba, 1985). 

2. Familiarization with Data: The researcher reads through the 

transcripts multiple times to gain an in-depth understanding and makes initial notes of 

emerging themes. 

3. Generating Initial Codes using ATLAS.ti: The software 

ATLAS.ti is used for qualitative data analysis. Open Coding is applied to categorize key 

concepts, followed by Axial Coding to identify relationships between concepts (Friese, 

2019). 

4. Identifying Themes: The researcher groups similar codes into 

major themes that reflect patterns within the data. Pattern Recognition is used to analyze 

recurring insights. 

5. Reviewing and Defining Themes: The researcher refines and 

validates the themes to ensure clarity and alignment with the research objectives. 

6. Writing the Report and Interpretation: Findings are presented 

using direct quotes from interviewees to support conclusions. The findings are linked to 

relevant literature and theoretical frameworks (Creswell & Poth, 2018). 

 

 

3.3 Ethical Considerations  
Quantitative Research 

This study implements strict measures to protect the confidentiality and 

personal data of research participants in the quantitative research phase. The online 

questionnaire is designed to ensure anonymity, as no personal identifiers such as name 

and surname are collected. Demographic data are presented in an aggregated format 
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using descriptive statistics to ensure privacy. Likewise, all study findings are reported 

in a collective manner without identifying individual participants. After the completion 

of this study, all research data will be securely stored for one year to allow for any 

necessary validation of the findings. Following this period, all participant data will be 

permanently deleted by erasing digital files to prevent any unauthorized access. These 

measures are taken to ensure the highest level of confidentiality and data protection for 

research participants. 

 

Qualitative Research 
For qualitative research, the data collected in this study is intended for 

academic purposes only. The researcher ensures that any data disclosed in academic 

contexts will remain anonymous, excluding participants' names, surnames, and 

demographic details. All personal information provided by interview participants will 

be stored securely in a restricted-access system, ensuring that unauthorized individuals 

cannot access the data. The researcher upholds strict confidentiality measures, 

respecting participants' rights to privacy and adhering to legal and ethical data protection 

regulations. 

 

 
3.4 Conclusion  

Quantitative Research 
Chapter 3 of this research outlines the methodology used in this study, which 

follows a quantitative research approach in the form of survey research. The objective 

of this study is to examine the factors influencing purchase intention and purchasing 

behavior of pet supplement innovation products (for dogs and cats) among B2C 

customers. To achieve this, an online questionnaire was utilized to ensure broad 

distribution and extensive data collection.  

The collected data was first analyzed using descriptive statistics to describe 

the sample characteristics. Subsequently, Structural Equation Modeling (SEM) was 

employed to test the research framework and hypotheses. The AMOS software was used 
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to generate empirical results. Furthermore, confidentiality and data protection measures 

were strictly adhered to in compliance with ethical research guidelines. 

 

Qualitative Research 
For qualitative research, the researcher employed quota sampling to select 

the sample group. The data collection involved conducting in-depth interviews with two 

key groups: current customers and prospective customers of Morina Solutions Co., Ltd.. 

These interview sessions were conducted either on-site or online, depending on the 

participants' convenience. 

The study involved 20 participants, comprising 13 current customers (pet 

supply store owners who have previously purchased pet supplement innovation 

products) and 7 prospective customers (pet supply store owners who have not yet 

purchased the products but have potential interest in doing so). The interview questions 

were designed in an open-ended format to allow respondents to express a diverse range 

of opinions. The collected data was analyzed using qualitative data analysis techniques. 
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CHAPTER IV 
RESULTS 

 
 

Quantitative Research  

4.1 Demographic Analysis of Respondents 
The demographic analysis was divided into five categories, namely gender, 

age, average monthly income, pet ownership, purchasing experience of pet supplement 

innovation products, and most recalled type of pet supplement innovation product. The 

results were presented using frequency (Frequency) and percentage (Percentage), as 

shown in the following tables. 

 

Table 4.1 Frequency and Percentage of Respondents by Gender 

Gender Number of Respondents Percentage (%) 

1. Male 125 50 

2. Female 125 50 

Total 250 100 

 

The analysis in Table 4.1 indicates that the respondents were evenly 

distributed between male (125 respondents, 50%) and female (125 respondents, 50%). 

 

Table 4.2 Frequency and Percentage of Respondents by Age 

Age Group Number of Respondents Percentage (%) 

1. Below 30 years  50 20 

2. 30 – 39 years  50 20 

       3. 40 – 49 years   50 20 

4. 50 – 59 years  50 20 

5. 60 years and above 50 20 

Total 250 100 
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According to Table 4.2, the respondents were evenly distributed across all 

age groups, with each category accounting for 20% of the total respondents. 

 

Table 4.3 Frequency and Percentage of Respondents by Average Monthly Income 

Average Monthly Income Number of Respondents Percentage (%) 

1. Below 15,000 THB 12 5 

2. 15,001 – 25,000 THB 34 14 

3. 25,001 – 35,000 THB 39 16 

4. 35,001 – 45,000 THB 39 16 

5. 45,001 – 55,000 THB 36 14 

6. 55,001 – 65,000 THB 33 13 

7. Above 65,001 THB 57 23 

Total 250 100 

 

From Table 4.3, it is evident that the largest group of respondents had an 

average monthly income of more than 65,001 THB (23%, 57 respondents). The second-

largest groups had incomes between 25,001 – 35,000 THB and 35,001 – 45,000 THB, 

both with 39 respondents (16%). The income group between 45,001 – 55,000 THB had 

36 respondents (14%), while those earning 55,001 – 65,000 THB comprised 33 

respondents (13%). The income group 15,001 – 25,000 THB accounted for 14% (34 

respondents). The lowest income group (below 15,000 THB) had 12 respondents (5%). 

These findings suggest that the majority of respondents belong to a higher 

income bracket, particularly those earning above 25,000 THB per month, which could 

influence their purchasing behavior for pet supplement innovation products. 

 

Table 4.4 Frequency and Percentage of Respondents by Pet Ownership 

Pet Type Number of Respondents Percentage (%) 

1. Dog 122 49 

2. Cat 128 51 

Total 250 100 
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Based on Table 4.4, the majority of respondents were cat owners (51%, 128 

respondents), while dog owners accounted for 49% (122 respondents). This indicates 

that the respondents were nearly evenly distributed between cat and dog owners, with a 

slight preference towards cat ownership. This insight suggests that the pet supplement 

market should address the needs of both groups to maintain a balanced product offering. 

 

Table 4.5 Frequency and Percentage of Respondents by Purchasing Experience of Pet 

Supplement Innovation Products 

Purchasing Experience Number of Respondents Percentage (%) 

1. Have purchased pet 

supplement products 

250 100 

2. Have not purchased pet 

supplement product 

0 0 

Total 250 100 

 

According to Table 4.5, all respondents (100%, 250 respondents) reported 

having prior experience purchasing pet supplement innovation products. This ensures 

that the responses collected are relevant to the study’s objective, as all participants 

have direct experience with pet supplement consumption. 

 

Table 4.6 Frequency and Percentage of Respondents by the Most Recalled Type of Pet 

Supplement Innovation Product 

Type of Pet Supplement 
Innovation Product 

Number of 
Respondents 

Percentage (%) 

1. Treat-based supplements 157 62.8 

2. Beverage-based supplements 15 6.0 

3. Powder-based supplements  31 12.4 

4. Tablet-based supplements 43 17.2 

5. Other types of supplements  4 1.6 

Total 250 100 
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The results in Table 4.6 show that treat-based supplements were the most 

commonly recalled product type, with 62.8% (157 respondents) selecting this category. 

This was followed by tablet-based supplements (17.2%, 43 respondents), powder-based 

supplements (12.4%, 31 respondents), and beverage-based supplements (6.0%, 15 

respondents). The least recalled category was "other supplement types" (1.6%, 4 

respondents). 

These findings suggest that treat-based supplements dominate the market, 

likely due to their convenience, palatability, and ease of administration for pet owners. 

Meanwhile, beverage-based and other supplement types have lower recognition, 

indicating a potential gap or niche market opportunity for product development. 

 

 

4.2 Analysis of Respondents' Opinions 
In this study, descriptive statistics, including Mean and Standard Deviation, 

were used to analyze respondents’ opinions. The interpretation of the mean scores 

follows the Likert-scale rating criteria as proposed by Thanin (2020). Additionally, the 

Index of Item Objective Congruence (IOC) and Content Validity Index (CVI) were 

assessed by three experts, including professors and subject matter specialists. The 

findings confirm that all 30 questions met the required evaluation criteria. 

 

Table 4.7 Mean and Standard Deviation of Attitude Factors (AT) 

Attitude Factors  Mean 
Std. 

Deviation 
Interpretation 

AT1. You think purchasing innovative 

pet supplements for your pet is a good 

decision and plan to buy it next month. 

4.02 0.86 Agree 

AT2. You think purchasing innovative 

pet supplements for your pet is 

beneficial and plan to buy it next 

month. 

4.01 0.87 Agree 
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AT3. You feel happy seeing your pet 

consume the supplement and plan to 

buy it next month. 

4.13 0.86 Agree 

AT4. You enjoy selecting innovative 

pet supplements and plan to buy it next 

month. 

3.89 0.98 Agree 

AT5. You find innovative pet 

supplements convenient to use and 

plan to buy them next month. 

3.97 0.92 Agree 

AT6. You consider innovative pet 

supplements necessary and plan to buy 

them next month. 

3.86 0.97 Agree 

Total 3.98 0.91 Agree 

 
From Table 4.7, the mean score of respondents’ attitudes towards 

purchasing pet supplement innovation products was 3.98, with a standard deviation of 

0.91, indicating an overall positive attitude towards the products. 

The statement with the highest mean score was AT3: "You feel happy seeing 

your pet consume the supplement and plan to buy it next month.", which had a mean of 

4.13 and a standard deviation of 0.86. This suggests that the emotional satisfaction of 

seeing their pet enjoy the supplement is a crucial factor influencing purchase decisions. 

The second highest-rated statement was AT1: "You think purchasing innovative pet 

supplements for your pet is a good decision and plan to buy it next month.", with a mean 

of 4.02 and a standard deviation of 0.86, which indicates that respondents generally 

perceive the product as beneficial. Conversely, the lowest mean score was observed for 

AT6: "You consider innovative pet supplements necessary and plan to buy them next 

month.", which had a mean of 3.86 and a standard deviation of 0.97. While this score 

still falls under the "Agree" category, it suggests that some respondents may not perceive 

these products as essential.  

To summarize, the findings suggest that respondents have a positive attitude 

towards pet supplement innovation products and are likely to continue purchasing them 

in the future. 
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Table 4.8 Mean and Standard Deviation of Subjective Norm Factors (SN) 

Subjective Norm Factors Mean 
Std. 

Deviation 
Interpretation 

SN1. People you trust, such as family 

or close friends, support purchasing 

innovative pet supplements. 

3.83 0.96 Agree 

SN2. People you trust, such as family 

or close friends, agree with purchasing 

innovative pet supplements. 

3.82 0.91 Agree 

SN3. People you trust, such as family 

or close friends, expect you to buy 

innovative pet supplements. 

3.68 0.96 Agree 

SN4. You feel social pressure to 

purchase innovative pet supplements. 

2.89 1.35 Neutral 

Total 3.55 1.05 Agree 

 

As shown in Table 4.8, respondents generally agree that their close social 

circle influences their decision to purchase pet supplement innovation products, with an 

overall mean score of 3.55 and a standard deviation of 1.05.  

The statement with the highest mean score was SN1: "People you trust, such 

as family or close friends, support purchasing innovative pet supplements.", with a mean 

of 3.83 and a standard deviation of 0.96. This highlights that social support plays a 

significant role in influencing consumer purchase decisions. The second highest score 

was for SN2: "People you trust, such as family or close friends, agree with purchasing 

innovative pet supplements.", which had a mean of 3.82 and a standard deviation of 

0.91, reinforcing the idea that social acceptance contributes to purchase behavior. The 

lowest mean score was recorded for SN4: "You feel social pressure to purchase 

innovative pet supplements.", with a mean of 2.89 and a standard deviation of 1.35. This 

indicates that while social influence exists, respondents generally do not feel coerced 

into making a purchase.  
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In summary, the findings indicate that social influence plays a role in pet 

supplement purchases, primarily through support and approval from family and close 

friends, rather than through direct pressure. 

 

Table 4.9 Mean and Standard Deviation of Perceived Behavioral Control Factors (PBC) 

Perceived Behavioral Control Factors Mean 
Std. 

Deviation 
Interpretation 

PBC1. You decide whether to purchase 

innovative pet supplements. 

4.30 0.86 Strongly Agree 

PBC2. You have a full sense of control 

over buying innovative pet 

supplements. 

4.36 0.83 Strongly Agree 

PBC3. You feel that you cannot control 

your pet supplement purchases. 

2.92 0.59 Neutral 

PBC4. You believe you have the 

financial capability to buy innovative pet 

supplements. 

4.22 0.85 Strongly Agree 

PBC5. You feel confident that you can 

purchase innovative pet supplements. 

4.29 0.84 Strongly Agree 

PBC6. You are certain that you will be 

able to buy innovative pet supplements. 

4.26 0.83 Strongly Agree 

PBC7. If you make the purchasing 

decision, you are confident you can buy 

innovative pet supplements. 

4.31 0.88 Strongly Agree 

Total 4.09 0.81 Agree 

 

From Table 4.9, the mean score of Perceived Behavioral Control (PBC) 

factors was 4.09, with a standard deviation of 0.81, indicating that respondents generally 

strongly agree that they have control over purchasing decisions regarding pet 

supplement innovation products.  

The highest-rated statement was PBC2: "You have a full sense of control 

over buying innovative pet supplements," with a mean of 4.36 and a standard deviation 
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of 0.83. This suggests that most respondents perceive themselves as having complete 

autonomy in their purchasing choices. The second highest-rated statement was PBC7: 

"If you make the purchasing decision, you are confident you can buy innovative pet 

supplements," which had a mean of 4.31 and a standard deviation of 0.88, indicating a 

high level of confidence in their purchasing ability. Conversely, the lowest-rated 

statement was PBC3: "You feel that you cannot control your pet supplement purchases," 

which had a mean of 2.92 and a standard deviation of 0.59, indicating a neutral 

perception. This suggests that while most respondents feel in control, some may 

experience external influences affecting their purchasing decisions.  

Overall, the findings suggest that respondents feel confident and 

autonomous in their ability to control their purchasing decisions. They believe that they 

have both the freedom and financial capability to buy pet supplement innovation 

products. 

 

Table 4.10 Mean and Standard Deviation of Self-Identity Factors (SI) 

Self-identity Factors Mean 
Std. 

Deviation 
Interpretation 

SI1. You identify yourself as someone 

who buys innovative pet supplements. 

4.25 0.90 Strongly Agree 

SI2. You see yourself as someone who 

prioritizes pet nutrition. 

4.30 0.88 Strongly Agree 

SI3. You are concerned about the 

health impact of pet supplements on 

your pet. 

4.35 0.82 Strongly Agree 

SI4. You prefer to buy innovative pet 

supplements with good taste for your 

pet. 

4.09 0.89 Agree 

Total 4.25 0.88 Strongly Agree 

 

From Table 4.10, the mean score of Self-Identity (SI) factors was 4.25, with 

a standard deviation of 0.88, indicating that respondents strongly agree with self-

perceptions related to pet supplement purchases.  
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The highest-rated statement was SI3: "You are concerned about the health 

impact of pet supplements on your pet," with a mean of 4.35 and a standard deviation 

of 0.82. This suggests that long-term health benefits are a crucial consideration in 

purchase decisions. The second highest-rated statement was SI2: "You see yourself as 

someone who prioritizes pet nutrition," which had a mean of 4.30 and a standard 

deviation of 0.88, further reinforcing the importance of pet health consciousness among 

respondents. The lowest-rated statement was SI4: " You prefer to buy innovative pet 

supplements with good taste for your pet," with a mean of 4.09 and a standard deviation 

of 0.89, suggesting that while taste is a factor, it is less important compared to health-

related considerations.  

In conclusion, the findings suggest that respondents strongly identify as 

responsible pet owners who prioritize their pet’s health and well-being. They are more 

likely to consider health benefits over taste when choosing pet supplement innovation 

products. 

 

Table 4.11 Mean and Standard Deviation of Social Norm Factors (SN) 

Social Norm Factors Mean 
Std. 

Deviation 
Interpretation 

SCN1. Pet owners in your community 

purchase innovative pet supplements. 

3.54 1.05 Agree 

SCN2. You are willing to follow 

recommendations from experts or 

veterinarians regarding pet supplement 

purchases. 

4.35 0.81 Strongly Agree 

SCN3. Your family and friends buy 

innovative pet supplements for their 

pets. 

3.91 0.97 Agree 

Total 3.93 0.94 Agree 

 

From Table 4.11, the mean score of Social Norm (SN) factors was 3.93, 

with a standard deviation of 0.94, indicating that respondents agree that social norms 

influence their purchasing decisions.  
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The highest-rated statement was SCN2: "You are willing to follow 

recommendations from experts or veterinarians regarding pet supplement purchases," 

with a mean of 4.35 and a standard deviation of 0.81. This suggests that expert 

recommendations, particularly from veterinarians, play a crucial role in influencing 

purchase decisions. The second highest-rated statement was SCN3: "Your family and 

friends buy innovative pet supplements for their pets," which had a mean of 3.91 and a 

standard deviation of 0.97, suggesting that social circles influence purchasing behavior. 

The lowest-rated statement was SCN1: "Pet owners in your community purchase 

innovative pet supplements," with a mean of 3.54 and a standard deviation of 1.05, 

indicating that while community behavior has some impact, it is less significant 

compared to expert recommendations or close social circles.  

To summarize, the findings suggest that respondents place significant value 

on expert opinions, particularly from veterinarians, when making purchasing decisions. 

While social influence from family and friends also plays a role, the buying behavior of 

the general community has a relatively lower impact. 

 

Table 4.12 Mean and Standard Deviation of Purchase Intention Factors (IN) 

Purchase Intention Factors Mean 
Std. 

Deviation 
Interpretation 

IN1. You intend to buy innovative pet 

supplements next month. 

4.09 0.87 Agree 

IN2. You plan to buy innovative pet 

supplements next month. 

3.93 0.97 Agree 

IN3. You want to buy innovative pet 

supplements next month. 

4.03 0.91 Agree 

Total 4.02 0.92 Agree 

 

From Table 4.12, the mean score for purchase intention (IN) factors was 

4.02, with a standard deviation of 0.92, indicating that respondents agreed with 

statements reflecting their purchase intention.  

The highest-rated statement was IN1: " You intend to buy innovative pet 

supplements next month," which had a mean of 4.09 and a standard deviation of 0.87. 
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This suggests that most respondents have a strong intention to buy pet supplements in 

the near future. The second highest-rated statement was IN3: "You want to buy 

innovative pet supplements next month," which had a mean of 4.03 and a standard 

deviation of 0.91. This indicates that respondents have a desire to make a purchase, 

reinforcing the likelihood of future consumption. The lowest-rated statement was IN2: 

"You plan to buy innovative pet supplements next month," which had a mean of 3.93 

and a standard deviation of 0.97. This result suggests that while respondents express 

intention and desire, some have not yet made a definitive plan to purchase.  

Overall, respondents demonstrated a high level of intention to purchase pet 

supplement innovation products in the upcoming month. However, while most think 

about and desire to buy, fewer have a concrete purchase plan. 

 

Table 4.13 Mean and Standard Deviation of Purchase Behavior Factors (BE) 

Purchase Behavior Factors Mean 
Std. 

Deviation 
Interpretation 

BE1. You regularly buy innovative pet 

supplements. 

3.85 1.03 Agree 

BE2. You purchased innovative pet 

supplements last month. 

3.90 1.12 Agree 

BE3. You have been buying innovative 

pet supplements for a long time. 

3.87 1.09 Agree 

Total 3.87 1.08 Agree 

 
From Table 4.13, the mean score for purchase behavior (BE) factors was 

3.87, with a standard deviation of 1.08, indicating that respondents agreed with 

statements about their past purchasing behavior.  

The highest-rated statement was BE2: " You purchased innovative pet 

supplements last month," which had a mean of 3.90 and a standard deviation of 1.12. 

This suggests that a significant number of respondents had recently purchased pet 

supplements, reinforcing the active consumption trend. The second highest-rated 

statement was BE3: "You have been buying innovative pet supplements for a long time," 

which had a mean of 3.87 and a standard deviation of 1.09. This indicates that many 
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respondents have an established habit of purchasing pet supplements. The lowest-rated 

statement was BE1: "You regularly buy innovative pet supplements," which had a mean 

of 3.85 and a standard deviation of 1.03, still within the "agree" range. This suggests 

that while respondents exhibit purchasing behavior, the frequency may vary.  

Overall, respondents demonstrated consistent purchasing behavior for pet 

supplement innovation products. They have purchased in the past month and are likely 

to continue buying, though some variations in frequency exist. 

 

 

4.3 Results of Exploratory Factor Analysis (EFA) 
In this study, the researcher adopted the conceptual framework proposed by 

Rendi Tegar Pratama and Elevita Yuliati as a reference for analyzing the factors 

influencing consumer behavior in purchasing pet supplement innovation products. 

Therefore, there is no need to conduct a new Exploratory Factor Analysis (EFA) in this 

research. 

 

4.3.1 EFA and Its Importance in Research 
Exploratory Factor Analysis (EFA) is a statistical method used to reduce the 

number of correlated variables into factor groups that best explain the structure of the 

data (Hair et al., 2010; Tabachnick & Fidell, 2019). Typically, EFA is used to identify 

latent structures within a dataset and helps determine which measured variables 

correspond to specific latent variables (Fabrigar & Wegener, 2012). 

According to the study by Pratama and Yuliati (2022), an EFA was 

conducted to examine the factor structure influencing purchasing behavior of pet 

supplement innovation products. Their analysis identified a well-defined factor structure 

that can be applied to the sample population in this study, particularly within the pet 

supplement industry. 

Thus, this study adopts the validated factor structure and proceeds directly 

to Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) to test 

the model’s fit with the collected data from the sample population in Thailand. 
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4.3.2 Summary of Reasons for Not Conducting EFA in This Study 
4.3.2.1. The adopted model has already been validated - The 

study by Pratama and Yuliati (2022) conducted EFA and established a clear structure of 

relevant variables. 

4.3.2.2 Empirical evidence supports the model - The original 

research utilized EFA to efine key factors influencing consumer behavior, confirming 

the validity of the factor structure. 

4.3.2.3 Focus on Model Validation - This study focuses on 

Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) to 

validate variable relationships and test the model against empirical data. 

 

 

4.4 Results of Confirmatory Factor Analysis (CFA)  
Confirmatory Factor Analysis (CFA) is a statistical method used to test the 

fit between observed data and the theoretical model. This section presents the CFA 

results for different latent variable groups, as shown in the following figures. 

 

Figure 4.1 The First Latent Variable Group – Attitude (AT_1) 
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Table 4.14 Initial Model Fit Indices for the Attitude (AT_1) Factor 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

4.86 Rejected 

p-value Should be greater than .05 

(Bollen, 1989) 

0.00 Rejected 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998) 

0.94 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.94 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.12 Rejected 

 

According to the interpretation of Initial CFA results, the CFA results 

indicate that the model does not fully meet the fit criteria, as certain indices fall outside 

the acceptable thresholds. The Chi-square/df value should be equal to or less than 3, 

according to Hair et al. (2010). However, the computed value is 4.857, which exceeds 

the acceptable threshold, leading to rejection. The p-value should be greater than 0.05, 

as suggested by Bollen (1989), but the calculated value is 0.00, which is lower than the 

required threshold, resulting in rejection. The Goodness of Fit Index (GFI) exceeds 0.80, 

as recommended by Filippini et al. (1998), with a computed value of 0.946, making it 

acceptable. The Comparative Fit Index (CFI) is 0.948, which is above the threshold of 

0.90, as suggested by Byrne (2013), indicating a good model fit. However, the Root 

Mean Square Error of Approximation (RMSEA) should be below 0.08, as recommended 

by MacCallum et al. (1996), but the computed value is 0.124, leading to rejection. 

To improve the model fit, covariance adjustments were applied, and the 

results were reassessed in Figure 4.2. 
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Figure 4.2 Attitude (AT_1) After Covariance Adjustments 

 
Table 4.15 Model Fit Indices After Covariance Adjustments for Attitude (AT_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

1.68 Accepted 

p-value Should be greater than .05 

(Bollen, 1989)  

0.12 Accepted 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.98 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.99 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.05 Accepted 

 

After adjusting the covariance, the model now meets all recommended fit 

criteria. The Chi-square/df value reduced to 1.68, which is within the acceptable 

threshold. The p-value increased to 0.12, which is greater than 0.05, making it 

acceptable. The GFI improved to 0.98, surpassing the recommended threshold of 0.80. 

The CFI increased to 0.99, exceeding 0.90, confirming a strong model fit. The RMSEA 

decreased to 0.05, meeting the requirement of being below 0.08.  



Jirapat Chalermbongkot                                                                                                                              Results / 58 

Thus, the Attitude (AT_1) model is now fully accepted and can proceed to 

Structural Equation Modeling (SEM). 

 

Figure 4.3 The Second Latent Variable Group – Subjective Norm (SN_1) 

 
Table 4.16 Initial Model Fit Indices for Subjective Norm (SN_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

8.62 Rejected 

p-value Should be greater than .05 

(Bollen, 1989)  

0.00 Rejected 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.96 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.96 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.17 Rejected 

 

According to the interpretation of Initial CFA results, the Subjective Norm 

(SN_1) model initially failed to meet the fit criteria. The Chi-square/df value is 8.62, 

which is above the recommended threshold of 3. The p-value is 0.00, which is lower 

than the required threshold of 0.05. The RMSEA is 0.17, which exceeds the 
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recommended maximum value of 0.08. Despite these issues, the GFI value of 0.96 and 

the CFI value of 0.96 meet their respective thresholds, indicating some level of model 

fit. 

Covariance adjustments were made, and the revised results are shown in 

Figure 4.4. 

 

Figure 4.4 Subjective Norm (SN_1) After Covariance Adjustments 

 

Table 4.17 Model Fit Indices After Covariance Adjustments for Subjective Norm 

(SN_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

2.02 Accepted 

p-value Should be greater than .05 

(Bollen, 1989)  

0.15 Accepted 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.99 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.99 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.06 Accepted 

 

After applying covariance modifications, the Subjective Norm (SN_1) 

model now meets all fit criteria. The Chi-square/df value improved to 2.02, which is 
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within the acceptable range. The p-value increased to 0.15, which is above 0.05, making 

it acceptable. The GFI value increased to 0.99, surpassing the required threshold of 0.80. 

The CFI value improved to 0.99, exceeding 0.90, confirming a strong model fit. The 

RMSEA decreased to 0.06, meeting the requirement of being below 0.08. 

Thus, the subjective Norm (SN_1) model is now fully accepted and can 

proceed to Structural Equation Modeling (SEM). 

 

Figure 4.5 The Third Latent Variable Group – Perceived Behavioral Control (PBC_1) 

 

Table 4.18 Initial Model Fit Indices for Perceived Behavioral Control (PBC_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

3.12 Rejected 

p-value Should be greater than .05 

(Bollen, 1989)  

0.00 Rejected 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.95 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.96 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.09 Rejected 
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According to the interpretation of Initial CFA results, the initial 

Confirmatory Factor Analysis (CFA) results indicate that the Perceived Behavioral 

Control (PBC_1) model does not fully meet the fit criteria. The Chi-square/df value is 

3.12, which slightly exceeds the recommended threshold of 3 (Hair et al., 2010). The p-

value is 0.00, which is lower than the required 0.05 (Bollen, 1989). The RMSEA is 0.09, 

surpassing the recommended upper limit of 0.08 (MacCallum et al., 1996). Despite these 

issues, some fit indices indicate acceptable model alignment. The Goodness of Fit Index 

(GFI) is 0.95, surpassing the required threshold of 0.80 (Filippini et al., 1998). Similarly, 

the Comparative Fit Index (CFI) is 0.96, exceeding the recommended 0.90 (Byrne, 

2013). 

To enhance the model’s alignment with empirical data, covariance 

adjustments were made, and the revised results are presented in Figure 4.6. 

 

Figure 4.6 Perceived Behavioral Control (PBC_1) After Covariance Adjustments 

 

Table 4.19 Model Fit Indices After Covariance Adjustments for Perceived Behavioral 

Control (PBC_1) 

Fit Index Recommend Value 
Model 

Value 
Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

1.23 Accepted 
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p-value Should be greater than .05 

(Bollen, 1989)  

0.25 Accepted 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.98 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.99 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.03 Accepted 

 

After implementing covariance modifications, the Perceived Behavioral 

Control (PBC_1) model now satisfies all fit criteria. The Chi-square/df value improved 

significantly to 1.23, which is well within the acceptable range of below 3 (Hair et al., 

2010). The p-value increased to 0.25, which is above the 0.05 threshold, making it 

statistically acceptable (Bollen, 1989). The GFI value increased to 0.98, surpassing the 

required minimum of 0.80 (Filippini et al., 1998). Additionally, the CFI value improved 

to 0.99, exceeding the 0.90 standard (Byrne, 2013), confirming a strong model fit. 

Finally, the RMSEA decreased to 0.03, well below the required 0.08 limit (MacCallum 

et al., 1996), further validating the model’s structural consistency. 

Based on these improvements, the Perceived Behavioral Control (PBC_1) 

model is now fully accepted and ready for progression to Structural Equation Modeling 

(SEM). 

 

Figure 4.7 The Fourth Latent Variable Group – Self-Identity (SI_1) 
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Table 4.20 Model Fit Indices for Self-Identity (SI_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

2.32 Accepted 

p-value Should be greater than .05 

(Bollen, 1989)  

0.09 Accepted 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.99 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

0.99 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.07 Accepted 

 

According to the interpretation of CFA results, the Self-Identity (SI_1) 

model meets the Confirmatory Factor Analysis (CFA) fit criteria. The Chi-square/df 

value is 2.32, which falls within the acceptable range of below 3 (Hair et al., 2010). The 

p-value is 0.09, which is greater than the required threshold of 0.05, making it 

statistically acceptable (Bollen, 1989). The Goodness of Fit Index (GFI) is 0.99, 

surpassing the recommended minimum value of 0.80 (Filippini et al., 1998). 

Additionally, the Comparative Fit Index (CFI) is 0.99, exceeding the 0.90 threshold, 

which indicates strong model fit (Byrne, 2013). Finally, the Root Mean Square Error of 

Approximation (RMSEA) is 0.07, which remains within the acceptable range of below 

0.08 (MacCallum et al., 1996). 

Since all key fit indices satisfy the recommended criteria, the Self-Identity 

(SI_1) model is fully accepted and can proceed to Structural Equation Modeling (SEM) 

without requiring further adjustments. 
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Figure 4.8 The Fifth Latent Variable Group – Social Norms (SCN_1) 

 

Table 4.21 Model Fit Indices for Social Norms (SCN_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3     

(Hair et al., 2010) 

Unidentified Rejected 

p-value Should be greater than .05 

(Bollen, 1989)  

Unidentified Rejected 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

1.00 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

1.00 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

Unidentified Rejected 

 

According to the interpretation of CFA Results , the Social Norms (SCN_1) 

model could not be structurally identified in the confirmatory factor analysis (CFA). 

The Chi-square/df value, p-value, and RMSEA were unidentified, leading to the 

rejection of model fit. However, the Goodness of Fit Index (GFI) and the Comparative 

Fit Index (CFI) both scored 1.00, which meets their respective thresholds of above 0.80 

and above 0.90 (Filippini et al., 1998; Byrne, 2013). 

Since the structural model could not be identified, the SCN_1 model cannot 

be accepted as it stands and may require further adjustments for validation. 
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Figure 4.9 The Sixth Latent Variable Group – Intention (IN_1) 

 

Table 4.22 Model Fit Indices for Intention (IN_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3     

(Hair et al., 2010) 

Unidentified Rejected 

p-value Should be greater than .05 

(Bollen, 1989)  

Unidentified Rejected 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

1.00 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

1.00 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

Unidentified Rejected 

 

According to the interpretation of CFA results, the Intention (IN_1) model 

was structurally unidentified, making it impossible to confirm its fit using Chi-square/df, 

p-value, and RMSEA. However, the GFI and CFI values both reached 1.00, indicating 

an otherwise strong model fit (Filippini et al., 1998; Byrne, 2013). 

Since the structural validity of this model cannot be confirmed, the IN_1 

model is not acceptable in its current state and may require modification before 

proceeding to further analysis. 
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Figure 4.10 The Seventh Latent Variable Group – Behavior (BE_1) 

 

Table 4.23 Model Fit Indices for Behavior (BE_1) 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3     

(Hair et al., 2010) 

Unidentified Rejected 

p-value Should be greater than .05 

(Bollen, 1989)  

Unidentified Rejected 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

1.00 Accepted 

Comparative fit index (CFI) Should be greater than 0.90 

(Byrne, 2013) 

1.00 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

Unidentified Rejected 

 

According to the interpretation of CFA results, the Behavior (BE_1) model 

also suffered from structural identification issues, leading to unidentified values for Chi-

square/df, p-value, and RMSEA. Despite these issues, the GFI and CFI values both 

reached 1.00, indicating partial model fit (Filippini et al., 1998; Byrne, 2013). 

Due to the inability to verify structural validity, the BE_1 model is not 

accepted in its current state and requires further refinement before proceeding with 

Structural Equation Modeling (SEM). 
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After conducting confirmatory factor analysis (CFA) for each individual 

latent variable, the researcher proceeded to integrate all factors and conducted a Full 

CFA Model analysis to examine the overall model’s fit with empirical data. 

 

 

Figure 4.11 The Full CFA Model for All Latent Variables 
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Table 4.24 Model Fit Indices for the Full CFA Model 

Fit Index Recommend Value 
Model 
Value 

Remark 

Chi-square/df Should not exceed 3 (Hair et al., 

2010) 

2.03 Accepted 

The goodness of fit (GFI) Should be greater than 0.80 

(Filippini et al., 1998)  

0.81 Accepted 

Comparative fit index (CFI) Should be greater than 0.90      

(Hu & Bentler, 1999) 

0.91 Accepted 

Root mean square error of 

approximation (RMSEA) 

Should be less than 0.08 

(MacCallum et al., 1996) 

0.06 Accepted 

 

According to the results of the full CFA Model Analysis, the full CFA 

Model demonstrated an acceptable level of model fit with empirical data. The Chi-

square/df value was 2.031, which is within the recommended threshold (Hair et al., 

2010). The CFI value was 0.912, and the GFI value was 0.812, both meeting the standard 

criteria recommended by Hu & Bentler (1999) and Filippini et al. (1998), respectively. 

Additionally, the RMSEA value was 0.064, which falls within the acceptable range 

(MacCallum et al., 1996). Based on these results, it can be concluded that the Full CFA 

Model is valid and can proceed to the Structural Equation Modeling (SEM) stage for 

further analysis. 
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4.5 Structural Equation Modeling (SEM) Analysis 

 
Figure 4.12 Shows the model fit of the variables from the Conceptual Framework after 

Structural Equation Modeling analysis 
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Table 4.25 Structural Equation Modeling (SEM) Hypothesis Testing Results 

Hypothesis  
Standardized 

Regression 

Coefficient  

S.E 
C.R. 
(T-

value) 

P-

Value 

Statistical 

Significance 

H1:   IN <--- AT 0.472 0.144 4.337 *** Significant 

H2:   IN <--- SN -0.118 0.126 -0.913 0.361 Not Significant 

H3a: IN <--- PBC -0.260 1.887 -1.210 0.226 Not Significant 

H3b: BE <--- PBC -0.051 0.751 -0.697 0.486 Not Significant 

H4:   BE <--- IN 0.915 0.098 10.976 *** Significant 

H5:   IN <--- SI 0.252 0.269 1.268 0.205 Not Significant 

H6:   IN <--- SCN 0.598 0.235 2.805 0.005 Significant 

 

The analysis revealed that three hypotheses were statistically significant. 

Hypothesis H1, which posits that a positive attitude (AT) toward purchasing innovative 

pet supplements has a positive influence on purchase intention (IN), was supported with 

a standardized regression coefficient of 0.472. Similarly, hypothesis H4, which states 

that purchase intention (IN) has a positive influence on actual purchasing behavior (BE) 

for innovative pet supplements, was also supported, with a standardized regression 

coefficient of 0.915. Lastly, hypothesis H6, which asserts that social norms (SCN) have 

a positive influence on pet owners' purchase intentions (IN) for innovative pet 

supplements, was found to be statistically significant, with a standardized regression 

coefficient of 0.598. 

 

Figure 4.13 Presents the Modified Conceptual Framework that resulted from the 

Structural Equation Modeling (SEM) Analysis 
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To evaluate the overall model fit with the empirical data, several fit indices 

were examined, as shown in Table 4.26. 

 

Table 4.26 Model Fit Indices for Structural Equation Modeling (SEM) 

Fit Index  Analysis Result Evaluation Criteria Reference 

CMIN/DF 2.029 < 5.000 (Hu and Bentler, 1999) 

CFI 0.912 > 0.900 (Hu and Bentler, 1999) 

TLI 0.901 > 0.900 (Hu and Bentler, 1999) 

SRMR 0.067 < 0.100 (Hu and Bentler, 1999) 

RMSEA 0.064 < 0.080 (Hu and Bentler, 1999) 

 

Table 4.26 demonstrates the model fit indices, which indicate that the 

structural equation model (SEM) is well-aligned with the empirical data. The CMIN/DF 

value is 2.029, which is within the acceptable range, as it should be below 5.000 (Hu 

and Bentler, 1999). The CMIN/DF value is derived by dividing the Chi-square value by 

the degrees of freedom, and its acceptable threshold confirms that the model does not 

exhibit excessive complexity relative to the data. 

The CFI (Comparative Fit Index) and TLI (Tucker-Lewis Index) values 

were 0.912 and 0.901, respectively, both exceeding the recommended threshold of 0.900 

(Hu and Bentler, 1999). These indices are used to evaluate the degree to which the 

proposed model explains the covariance in the data compared to a null model. Since 

both values surpass the minimum requirement, the model demonstrates a strong fit with 

the observed data. 

The SRMR (Standardized Root Mean Square Residual) value was 0.067, 

which is below the recommended maximum of 0.100 (Hu and Bentler, 1999). This 

metric assesses the average difference between the observed and predicted correlations. 

A lower SRMR indicates that the discrepancy between the actual and estimated data is 

minimal, further supporting the model's fit. 

Finally, the RMSEA (Root Mean Square Error of Approximation) value was 

0.064, which meets the standard of being below 0.080 (Hu and Bentler, 1999). RMSEA 

estimates the extent of model misfit per degree of freedom. A value below 0.080 
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suggests a well-fitting model, indicating that the SEM effectively captures the 

relationships among the variables with minimal residual error. 

Overall, these fit indices confirm that the structural equation model (SEM) 

is statistically valid and sufficiently aligns with the empirical data. Thus, it provides a 

reliable framework for explaining and predicting consumer behavior regarding the 

purchase of innovative pet supplement products. 

 

 

4.6 Conclusion 
This quantitative study presented in Chapter 4 analyzed the research data 

and provided valuable insights into consumer behavior regarding repeat purchases of 

innovative pet supplement products. The demographic analysis of 250 respondents who 

met the screening criteria revealed that the majority were evenly distributed between 

male and female participants. The predominant age group was 30–39 years, with an 

average monthly income exceeding 25,000 THB, indicating a sample with high 

purchasing power. Additionally, all respondents had prior experience purchasing 

innovative pet supplement products, with snack-type supplements being the most 

popular choice, accounting for 62.8% of the first product that came to mind. 

To examine the factors influencing repeat purchase behavior, the study 

adopted the Theory of Planned Behavior (TPB), incorporating the following constructs: 

Attitude (AT), Subjective Norms (SN), Perceived Behavioral Control (PBC), Self-

Identity (SI), Social Norms (SCN), Intention (IN), and Behavior (BE). 

Since this study was based on the conceptual model of Pratama and Yuliati 

(2022), which had already undergone Exploratory Factor Analysis (EFA), the 

Confirmatory Factor Analysis (CFA) was conducted instead to verify the consistency 

of the model structure with empirical data. 

The CFA results for individual latent variables indicated that models for 

Attitude (AT), Perceived Behavioral Control (PBC), and Self-Identity (SI) 

demonstrated good model fit after covariance adjustments and model refinements. 

However, Social Norms (SCN), Intention (IN), and Behavior (BE) could not be 
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identified (Unidentified Model), possibly due to weak variable relationships or an 

insufficient number of observed variables. 

When all latent variables were integrated into the Full CFA Model, the 

model fit was deemed acceptable, with key indices reporting Chi-square/df = 2.03, CFI 

= 0.912, GFI = 0.812, and RMSEA = 0.064, meeting the thresholds recommended by 

Hu & Bentler (1999) and MacCallum et al. (1996). 

Regarding hypothesis testing, the findings identified three significant 

factors influencing purchase intention: Attitude (AT) positively influenced purchase 

intention, Social Norms (SCN) positively influenced purchase intention, and Purchase 

Intention (IN) had a direct impact on actual repeat purchase behavior. Conversely, 

Subjective Norms (SN) and Perceived Behavioral Control (PBC) were not found to have 

a statistically significant effect on purchase intention. 

From these findings, it can be concluded that purchase intention (IN) 

directly drives consumer purchase behavior, and it is primarily influenced by consumer 

attitudes (AT) and social norms (SCN). The results indicate that pet owners with a 

positive attitude toward innovative pet supplement products are more likely to have a 

stronger purchase intention. Additionally, social norms, including recommendations 

from veterinarians and peer influence within pet owner communities, play a crucial role 

in shaping consumer decisions. 

 

 

Qualitative Research 
4.7 General Information of Interview Participants 

This study conducted qualitative interviews with two groups of key 

informants. The first group consists of existing customers who are pet supply and pet 

food store owners currently purchasing pet supplement products from Morina Solutions 

Co., Ltd. and have made repeat purchases. The second group comprises prospective 

customers who are pet supply and pet food store owners who have not yet purchased 

from Morina Solutions Co., Ltd. but have the potential and capability to do so in the 

future. A total of 20 key informants participated in this research. The details of the key 

informants in each group are presented in the table below. 
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Table 4.27 Details of Key Informants in Each Group 

Informant Group  
Location 

(Province)  
Store Type  

Products and 
Services 

Group 1: Existing customers who have made repeat purchases of pet supplement 
products 

Existing Customer Store 1 

(EC1) 

Bangkok Multi-branch 

store (Offline & 

Online)  

Pet supplies and 

pet food, grooming 

services, and 

veterinary clinic 

Existing Customer Store 2 

(EC2) 

Bangkok Multi-branch 

store (Offline) 

Pet supplies and 

pet food, grooming 

services, and 

veterinary clinic 

Existing Customer Store 3 

(EC3) 

Bangkok Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, grooming 

services, and 

veterinary clinic 

Existing Customer Store 4 

(EC4) 

Bangkok Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, grooming 

services, and pet 

hotel 

Existing Customer Store 5 

(EC5) 

Bangkok Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, grooming 

services 

Existing Customer Store 6 

(EC6) 

Bangkok Retail and 

wholesale store 

(Offline & 

Online) 

Pet supplies and 

pet food 

Existing Customer Store 7 

(EC7) 

Nonthaburi Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, and 

veterinary clinic 
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Existing Customer Store 8 

(EC8) 

Nonthaburi Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, and 

veterinary clinic 

Existing Customer Store 9 

(EC9) 

Lopburi Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, and 

veterinary clinic 

Existing Customer Store 

10 (EC10) 

Chonburi Single-branch 

store (Offline) 

Pet supplies and 

pet food, and pet 

hotel 

Existing Customer Store 

11 (EC11) 

Samut Prakan Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Existing Customer Store 

12 (EC12) 

Samut Prakan Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Existing Customer Store 

13 (EC13) 

Buriram Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Group 2 :  Prospective customers who have not yet purchased but have the 
potential and capability to purchase pet supplement products 

Prospect Customer Store 1 

(PC1) 

Bangkok Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Prospect Customer Store 2 

(PC2) 

Bangkok Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Prospect Customer Store 3 

(PC3) 

Bangkok Single-branch 

store (Offline & 

Online) 

Pet supplies and pet 

food 
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Prospect Customer Store 4 

(PC4) 

Bangkok Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Prospect Customer Store 5 

(PC5) 

Bangkok Single-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

Prospect Customer Store 6 

(PC6) 

Nonthaburi Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food, and 

veterinary clinic 

Prospect Customer Store 7 

(PC7) 

Nonthaburi Multi-branch 

store (Offline & 

Online) 

Pet supplies and 

pet food 

 

 

4.8 General Information of Interviewees Regarding Pet Supplement 

Products (Product Perception Aspect) 
From interviewing 20 informants from both existing customer and prospect 

customer groups, the data regarding pet supplement products in terms of perception 

about innovative pet supplement products that they first recall shows that 8  informants 

primarily recalled VF Core cat lick treat products. Meanwhile, 3  informants provided 

information without specifying a brand but mentioned supplement products for coat 

maintenance, bone support, and other benefits. There were also 2  informants who did 

not specify a brand but mentioned cat lick treat supplement products. Additionally, 2 

informants recalled Sun Wonder brand supplements, while 1  informant mentioned 

vitamin supplements without specifying a brand, 1  informant mentioned Calumpa 

stones, and 1  informant mentioned sprinkle-type supplements, respectively. However, 

2  informants reported having no product or brand awareness. The results from this 

section can identify trends in supplement products for the consumer group of pet supply 

and pet food stores, based on the perception from each informant's experience. The key 

informants stated: 
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"Nowadays, it would be cat lick treats, like VF CORE. This is probably 

because the brand focuses specifically on making supplement products in a very 

targeted way." 

Existing Customer Store 5 

 

"If I had to think of something immediately, for me it would be VF Core. The 

reason it's VF Core is because they were among the first ones, and customers at the 

store frequently ask about it, so I'm somewhat attached to this brand." 

Existing Customer Store 9 

 

"Honestly, if I think of the first thing, it's mostly about cats, cat lick treats, 

VF Core brand. That's the first brand that comes to mind because I may have seen or 

been familiar with it from the beginning. It's a food for cats to lick that can also provide 

vitamins for cats, related to blood nourishment, joint support, and conditions for cats 

with kidney disease, something like that." 

Existing Customer Store 11 

 

"Mostly it would be VF CORE, the vitamin supplements and such. It might 

be because their brand has captured the market, and we often hear customers asking 

about it." 

Existing Customer Store 12 

 

"If we go back 3-4 years, it would be powders to mix into pet food. But now, 

it would be supplements that come in ready-to-eat sachets, such as VF Core, because 

they say it has good marketing and was one of the first brands to do this." 

Prospective Customer Store 1 

 

"For Thai products that cats and dogs can consume directly, it would be 

products like VF Core. I learned about this from a friend who used to run a pet food 

business. They said the brand markets extensively to veterinarians by placing their 

products in animal hospitals, and doctors would recommend them to pet owners. Also, 
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regarding the ingredients, they said it doesn't cause kidney disease, it's not salty, unlike 

some brands that focus more on taste and are less medically oriented." 

Prospective Customer Store 2 

 

"There's VF Core, which is popular in the market, a product that has many 

orders. Most people know it well." 

Prospective Customer Store 3 

 

" Currently, it has to be VF Core, the first that pops into my head. Our 

customers ask about it frequently because it's an innovative supplement in the form of a 

lickable cream suitable for both dogs and cats from two months of age. And especially 

since Nonkul became their presenter, our customers have become more aware and more 

interested in the product. Also, they offer a variety of formulas to choose from." 

Prospective Customer Store 5 

 

"Supplements for coat nourishment. I must say, first, there are many of them, 

and second, it's something that customers generally need because it addresses problems 

that are visibly apparent, such as dogs and cats shedding fur." 

Existing Customer Store 1 

 

"Coat nourishing vitamins. Since trends have changed, when I first started, 

the sales percentage was 95% dogs and 5% cats, but today it has reversed to about 30% 

dogs and 70% cats. Therefore, cats don't need calcium but need various vitamins to 

help improve their coat." 

Existing Customer Store 2 

 

"Actually, the most accessible ones are coat nourishment and joint support. 

These two come to mind first, which also reflects sales figures. Because for long-haired 

cats and dogs, coat issues will eventually happen as they age, while joint degeneration 

affects larger dogs. These two are what come to mind first." 

Existing Customer Store 6 
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"For us, the easiest and most tangible is cat lick treat supplements because, 

with rice sprinkle powders or salmon oil, some cats won't eat them. Personally, my cats 

at home can be picky. What others claim to be good sometimes doesn't work for all cats. 

But with cat lick treats, regardless of which cat, they will eat them. However, I think if 

cat lick treats are truly meant to be supplements, I'd prefer them to be real supplements 

by reducing the snack aspect and increasing the nutritional content." 

Prospective Customer Store 4 

 

" It would be dog and cat treats that contain supplements and vitamins, in 

the form of mousse or cat lick treats." 

Prospective Customer Store 6 

 

" Right now, the first that comes to mind would be something like Sun 

Wonder, which has 5  types of products. There are prebiotics, probiotics, joint support, 

immune boosters for small dogs or kittens, and another one related to kidney values. 

But they're more like supplements, not nourishing vitamins. They come in sachets, 

powder to sprinkle, with 20  sachets per box. Why it comes to mind first? Because it's 

trendy now and affordable. Have I personally used it? No, but it's a product that 

customers frequently inquire about and is easy to purchase." 

Existing Customer Store 3 

 

" The Sun Wonder brand product group. Their products are diverse and 

quite specialized. They are like what they call food sprinkle powders. Each helps with 

different aspects like coat, digestive system, immunity, and so on, all categorized 

separately." 

Existing Customer Store 13 

 

" Pet supplements, honestly, as I've mentioned before, I've never placed 

importance on supplements because we make food and see the food ingredients. If the 

food is already good, of a good brand and good grade, in my opinion, there's no need 

to use additional supplements." 

Existing Customer Store 4 
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"None. But I believe that regardless of whether it's high-end, expensive, or 

whatever food, we need to consider if it's safe for the pets." 

Existing Customer Store 8 

 

"Currently, the pet supplements that come to mind are mostly vitamins that 

can be consumed but can also be mixed with food or treats. Because it's a pain point for 

pet owners who feel that whenever there might be various diseases, they look for these 

not only for prevention but also for treatment at the same time." 

Existing Customer Store 7 

 

"I think of Kalampa. Do you know Kalampa? They're herbal water-soaking 

stones. When you soak them in water, the pets drink the water with these stones in it, 

and they'll drink more water, and their waste won't smell as bad." 

Existing Customer Store 10 

 

"Supplements, the various sprinkle powders." 

Prospective Customer Store 5 

 

Table 4.28 Content Analysis of General Information from Interviewees Regarding Pet 

Supplement Products in Terms of Product Perception as First Recall 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC5 Nowadays, it would be cat lick treats, like 

VF CORE. This is probably because the 

brand focuses specifically on making 

supplement products in a very targeted 

way. 

VF CORE Supplements/Cat 

licking treats VF 

Core 

EC9 If I had to think of something 

immediately, for me it would be VF Core. 

The reason it's VF Core is because they 

VF CORE Supplements/Cat 

licking treats VF 

Core 
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were among the first ones, and customers 

at the store frequently ask about it, so I'm 

somewhat attached to this brand. 

EC11 Honestly, if I think of the first thing, it's 

mostly about cats, cat lick treats, VF Core 

brand. That's the first brand that comes to 

mind because I may have seen or been 

familiar with it from the beginning. It's a 

food for cats to lick that can also provide 

vitamins for cats, related to blood 

nourishment, joint support, and 

conditions for cats with kidney disease, 

something like that. 

Cat licking 

food, VF 

Core brand 

Supplements/Cat 

licking treats VF 

Core 

EC12 Mostly it would be VF CORE, the 

vitamin supplements and such. It might 

be because their brand has captured the 

market, and we often hear customers 

asking about it. 

VF CORE Supplements/Cat 

licking treats VF 

Core 

PC1 If we go back 3-4 years, it would be 

powders to mix into pet food. But now, it 

would be supplements that come in 

ready-to-eat sachets, such as VF Core, 

because they say it has good marketing 

and was one of the first brands to do this. 

VF CORE Supplements/Cat 

licking treats VF 

Core 

PC2 For Thai products that cats and dogs can 

consume directly, it would be products 

like VF Core. I learned about this from a 

friend who used to run a pet food 

business. They said the brand markets 

extensively to veterinarians by placing 

their products in animal hospitals, and 

VF CORE Supplements/Cat 

licking treats VF 

Core 
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doctors would recommend them to pet 

owners. Also, regarding the ingredients, 

they said it doesn't cause kidney disease, 

it's not salty, unlike some brands that 

focus more on taste and are less medically 

oriented. 

PC3 There's VF Core, which is popular in the 

market, a product that has many orders. 

Most people know it well. 

VF CORE Supplements/Cat 

licking treats VF 

Core 

PC5 Currently, it has to be VF Core, the first 

that pops into my head. Our customers 

ask about it frequently because it's an 

innovative supplement in the form of a 

lickable cream suitable for both dogs and 

cats from two months of age. And 

especially since Non kul became their 

presenter, our customers have become 

more aware and more interested in the 

product. Also, they offer a variety of 

formulas to choose from. 

VF CORE Supplements/Cat 

licking treats VF 

Core 

EC1 Supplements for coat nourishment. I must 

say, first, there are many of them, and 

second, it's something that customers 

generally need because it addresses 

problems that are visibly apparent, such 

as dogs and cats shedding fur. 

Coat-

enhancing 

supplements 

Non-specific, 

but supplements 

for coat 

enhancement, 

bone support, 

and others 

EC2 Coat nourishing vitamins. Since trends 

have changed, when I first started, the 

sales percentage was 95% dogs and 5% 

cats, but today it has reversed to about 

30% dogs and 70% cats. Therefore, cats 

Coat 

vitamins 

Non-specific, 

but supplements 

for coat 

enhancement, 
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don't need calcium but need various 

vitamins to help improve their coat. 

bone support, 

and others 

EC6 Actually, the most accessible ones are 

coat nourishment and joint support. 

These two come to mind first, which also 

reflects sales figures. Because for long-

haired cats and dogs, coat issues will 

eventually happen as they age, while joint 

degeneration affects larger dogs. These 

two are what come to mind first. 

Coat and 

joint 

supplements 

Non-specific, 

but supplements 

for coat 

enhancement, 

bone support, 

and others 

PC4 For us, the easiest and most tangible is cat 

lick treat supplements because, with rice 

sprinkle powders or salmon oil, some cats 

won't eat them. Personally, my cats at 

home can be picky. What others claim to 

be good sometimes doesn't work for all 

cats. But with cat lick treats, regardless of 

which cat, they will eat them. However, I 

think if cat lick treats are truly meant to 

be supplements, I'd prefer them to be real 

supplements by reducing the snack aspect 

and increasing the nutritional content. 

Cat licking 

treat 

supplements 

Non-specific 

brand, but cat 

licking treat 

supplements 

PC6 It would be dog and cat treats that contain 

supplements and vitamins, in the form of 

mousse or cat lick treats. 

Mousse form 

or cat licking 

treats 

Non-specific 

brand, but cat 

licking treat 

supplements 

EC3 Right now, the first that comes to mind 

would be something like Sun Wonder, 

which has 5 types of products. There are 

prebiotics, probiotics, joint support, 

immune boosters for small dogs or 

Sun Wonder Sun Wonder 

supplements 
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kittens, and another one related to kidney 

values. But they're more like 

supplements, not nourishing vitamins. 

They come in sachets, powder to 

sprinkle, with 20 sachets per box. Why it 

comes to mind first? Because it's trendy 

now and affordable. Have I personally 

used it? No, but it's a product that 

customers frequently inquire about and is 

easy to purchase. 

EC13 The Sun Wonder brand product group. 

Their products are diverse and quite 

specialized. They are like what they call 

food sprinkle powders. Each helps with 

different aspects like coat, digestive 

system, immunity, and so on, all 

categorized separately. 

Sun Wonder Sun Wonder 

supplements 

EC4 Pet supplements, honestly, as I've 

mentioned before, I've never placed 

importance on supplements because we 

make food and see the food ingredients. 

If the food is already good, of a good 

brand and good grade, in my opinion, 

there's no need to use additional 

supplements. 

Never paid 

attention to 

supplements 

None 

EC8 None. But I believe that regardless of 

whether it's high-end, expensive, or 

whatever food, we need to consider if it's 

safe for the pets. 

None None 
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EC7 Currently, the pet supplements that come 

to mind are mostly vitamins that can be 

consumed but can also be mixed with 

food or treats. Because it's a pain point for 

pet owners who feel that whenever there 

might be various diseases, they look for 

these not only for prevention but also for 

treatment at the same time. 

Vitamins 

used in 

edible forms 

Non-specific, 

but vitamin 

supplements 

EC10 I think of Kalumpa. Do you know 

Kalumpa stones? They're herbal water-

soaking stones. When you soak them in 

water, the pets drink the water with these 

stones in it, and they'll drink more water, 

and their waste won't smell as bad. 

Kalumpa 

balls 

(herbal solid 

supplements) 

Kalumpa balls 

(herbal solid 

supplements) 

PC5 Supplements, the various sprinkle 

powders. 

Various 

sprinkle 

powders 

Non-specific, 

but powder 

sprinkle 

supplements 

 

 

4.9 Results of the Study on Attitudes of Pet Supply and Pet Food Store 
Entrepreneurs 

Attitudes of Pet Supply and Pet Food Store Entrepreneurs Toward 
Current Pet Supplement Suppliers 

4.9.1 Opinions on Innovative Pet Supplement Products from Current 
Suppliers Available in Stores 

From interviews with 13 existing customer informants, it was found that all 

had positive, neutral, and negative attitudes toward innovative pet supplement products 

from current suppliers available in their stores. 
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Positive attitudes were expressed by six informants who believed that the 

products could meet consumer needs and that the supplement market is growing or has 

potential for future growth. They viewed the products as emphasizing effectiveness and 

showing results from consumption, as well as offering a variety of options for 

consumers or pets to choose from. 

Neutral attitudes were expressed by three informants who provided general 

opinions, stating that products must be tried first before results can be determined. They 

felt that existing products in the market differ only in their format, with little innovation 

being added, and that innovative supplement products target specific customer groups. 

Negative attitudes were expressed by four informants who viewed 

innovative pet supplement products negatively. Most interviewees thought there was an 

excessive variety of products that might saturate the market. They noted a lack of clear 

communication regarding product usage methods and believed that product 

consumption outcomes cannot be measured or are not clearly measurable, with 

consumers primarily relying on feelings to assess results. 

The data received from the interviewees expressing various attitudes about 

innovative pet supplement products from current suppliers is one of the factors in 

considering and deciding whether to purchase products for sale in their stores. The key 

informants stated: 

 

"It is considered a product that fairly meets the needs of consumers, which 

are pets, and regardless of the innovations that many brands are trying to develop, it's 

considered quite good and interesting. It's still a market that can grow." 

Existing Customer Store 7 

 

"Currently, I think it's a good option because, in my view, there might be 

only a small group of people who understand this area. I think that in the future, it can 

grow. The products being introduced provide more benefits than drawbacks. In the long 

term, I believe these products will have room for further growth." 

Existing Customer Store 11 
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"Actually, I see this group as being quite similar to ourselves; we also want 

to look for food or supplements that take care of our bodies. It's like nowadays, there's 

a lot of focus on being healthy, right? Therefore, people who have pets also want to look 

for supplements or quality products for their pets more and more. So I see it as a good 

trend that the supplement group will do quite well during this period." 

Existing Customer Store 13 

 

"For current supplement products, we primarily expect results in terms of 

consumption efficiency or treatment." 

Existing Customer Store 1 

 

"I see them as products that maintain the health of pets when they are 

unwell, that can promote good health, good mood, safety, and not cause harm to pets. 

Because everyone who raises pets loves them." 

Existing Customer Store 8 

 

"I think there should be more new innovations in the supplement group, 

especially in the past 1-2 years, there have been what they call various formulas, various 

beneficial ingredients, and various forms of application." 

Existing Customer Store 5 

 

"To be honest, with supplements, we can't tell from the packaging. For me, 

I need to try it with our dogs or cats first before I can say how I feel about it, how good 

it is, whether it works or not, whether it actually works or is just made to deceive 

customers. It's similar to human supplements. For example, if we compare it to whey 

protein, if a brand claims it's okay but we've never consumed it, we can't answer at all 

how it's okay. It's the same with this—we need to try it first." 

Existing Customer Store 4 
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"From what we observe today, there are imported supplement products and 

Thai products, but the innovations aren't that different. From our perspective, they only 

differ in appearance and form, whether they're powder or tablets, but there isn't much 

new innovation at all." 

Existing Customer Store 6 

 

"I think it's a product for specific customer groups because if customers' 

pets are not strong or they want to boost immunity for their pets, then they will buy it. 

Because most of them will buy regular pet food. But if the pet isn't suffering from 

anything and is already strong but they want to develop or enhance, there are some, but 

very few, because it might be due to customers in this area being more general pet 

owners." 

Existing Customer Store 12 

 

"Regarding the diversity of products that have come out, one product for 

one pet breaks down into about 10 types. Let's say long-haired cats have another 10, 

and short-haired cats have another 10, so that's 20 already. But normally in the past, 

they just had small, medium, large, and they were divided into two categories: chicken 

meat and beef, which would be at most 6 and 6, so 12, and that's it. But now it's not like 

that. Now one type has ten, and if there are ten types, there are a hundred. So this is a 

problem for stores." 

Existing Customer Store 2 

 

"From a store perspective, I feel that right now there might be too many 

products for the demand that customers are asking for. With many companies already 

in the market, when one company enters, many others follow suit. It turns out that supply 

exceeds demand by quite a lot. But it's good for customers that they have options to 

choose from. But for stores, it feels like there are already too many." 

Existing Customer Store 9 
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"Actually, I think it's okay, I think it's fine, but regarding vitamins and 

supplements, what current suppliers are lacking is the actual method of use, what they 

call medication instructions. The information is limited, such as the duration of use, 

which should be stated or clearly specified. For example, if it's an anti-inflammatory 

drug, we know that once the full dose is taken, it's done. But for supplements, it should 

indicate how much to consume and what happens, at the very least. Supplements don't 

have this. And when it comes in a small container, but the dog might be very large, 

people just try it without any hope for results. The store probably provides this 

information, but from the brand itself, they don't often publicize these matters." 

Existing Customer Store 3 

 

"It's like this—for supplements, I always tell customers that they are just 

supplements, and results can't be measured. The problem is we can't measure the results 

of how the animal is after using it. There's no measurement; it's just based on the owner's 

feelings. For example, with coat nourishment, customers buy it and use it for 2-3 

months. Some customers say it's softer, while others say it's the same. What do they use 

to decide? They use pure feelings. They don't look at how it actually is because it's 

difficult to see. Do you understand me that it's hard to see? So it's just a supplement—

you just consume it as it is. Some animals improve after consuming it, some remain the 

same, and some don't show much difference. There's no measurement after 

consumption. That's the disadvantage of supplements—measurements are based on 

feelings." 

Existing Customer Store 10 
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Table 4.29 Content Analysis of Opinions from Existing Customer Entrepreneurs 

Regarding Innovative Pet Supplement Products from Current Suppliers Available in 

Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC7 

It is considered a product that fairly meets 

the needs of consumers, which are pets, and 

regardless of the innovations that many 

brands are trying to develop, it's considered 

quite good and interesting. It's still a market 

that can grow. 

Meets 

consumer 

needs, and the 

supplement 

market is 

growing/can 

grow further 

Positive 

attitude 

EC11 

Currently, I think it's a good option because, 

in my view, there might be only a small 

group of people who understand this area. I 

think that in the future, it can grow. The 

products being introduced provide more 

benefits than drawbacks. In the long term, I 

believe these products will have room for 

further growth. 

Meets 

consumer 

needs, and the 

supplement 

market is 

growing/can 

grow further 

Positive 

attitude 

EC13 

Actually, I see this group as being quite 

similar to ourselves; we also want to look 

for food or supplements that take care of our 

bodies. It's like nowadays, there's a lot of 

focus on being healthy, right? Therefore, 

people who have pets also want to look for 

supplements or quality products for their 

pets more and more. So I see it as a good 

trend that the supplement group will do 

quite well during this period. 

Meets 

consumer 

needs, and the 

supplement 

market is 

growing/can 

grow further 

Positive 

attitude 
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EC1 

For current supplement products, we 

primarily expect results in terms of 

consumption efficiency or treatment. 

Emphasizes 

effectiveness 

and results 

Positive 

attitude 

EC8 

I see them as products that maintain the 

health of pets when they are unwell, that can 

promote good health, good mood, safety, 

and not cause harm to pets. Because 

everyone who raises pets loves them. 

Emphasizes 

effectiveness 

and results 

Positive 

attitude 

EC5 

I think there should be more new 

innovations in the supplement group, 

especially in the past 1-2 years, there have 

been what they call various formulas, 

various beneficial ingredients, and various 

forms of application. 

Variety, 

provides 

options for 

consumers/pets 

Positive 

attitude 

EC4 

To be honest, with supplements, we can't 

tell from the packaging. For me, I need to 

try it with our dogs or cats first before I can 

say how I feel about it, how good it is, 

whether it works or not, whether it actually 

works or is just made to deceive customers. 

It's similar to human supplements. For 

example, if we compare it to whey protein, 

if a brand claims it's okay but we've never 

consumed it, we can't answer at all how it's 

okay. It's the same with this—we need to try 

it first. 

Must try 

products first 

to determine 

results 

Neutral 

attitude 

EC6 

From what we observe today, there are 

imported supplement products and Thai 

products, but the innovations aren't that 

different. From our perspective, they only 

differ in appearance and form, whether 

Products differ 

only in format, 

with little 

innovation 

Neutral 

attitude 
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they're powder or tablets, but there isn't 

much new innovation at all. 

EC12 

I think it's a product for specific customer 

groups because if customers' pets are not 

strong or they want to boost immunity for 

their pets, then they will buy it. Because 

most of them will buy regular pet food. But 

if the pet isn't suffering from anything and 

is already strong but they want to develop or 

enhance, there are some, but very few, 

because it might be due to customers in this 

area being more general pet owners. 

Products for 

specific 

customer 

groups 

Neutral 

attitude 

EC2 

Regarding the diversity of products that 

have come out, one product for one pet 

breaks down into about 10 types. Let's say 

long-haired cats have another 10, and short-

haired cats have another 10, so that's 20 

already. But normally in the past, they just 

had small, medium, large, and they were 

divided into two categories: chicken meat 

and beef, which would be at most 6 and 6, 

so 12, and that's it. But now it's not like that. 

Now one type has ten, and if there are ten 

types, there are a hundred. So this is a 

problem for stores. 

Excessive 

variety of 

products 

Negative 

attitude 

EC9 

From a store perspective, I feel that right 

now there might be too many products for 

the demand that customers are asking for. 

With many companies already in the 

market, when one company enters, many 

others follow suit. It turns out that supply 

Excessive 

variety of 

products 

Negative 

attitude 
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exceeds demand by quite a lot. But it's good 

for customers that they have options to 

choose from. But for stores, it feels like 

there are already too many. 

EC3 

Actually, I think it's okay, I think it's fine, 

but regarding vitamins and supplements, 

what current suppliers are lacking is the 

actual method of use, what they call 

medication instructions. The information is 

limited, such as the duration of use, which 

should be stated or clearly specified. For 

example, if it's an anti-inflammatory drug, 

we know that once the full dose is taken, it's 

done. But for supplements, it should 

indicate how much to consume and what 

happens, at the very least. Supplements 

don't have this. And when it comes in a 

small container, but the dog might be very 

large, people just try it without any hope for 

results. The store probably provides this 

information, but from the brand itself, they 

don't often publicize these matters. 

Lack of 

publicity about 

product usage 

methods 

Negative 

attitude 

EC10 

It's like this—for supplements, I always tell 

customers that they are just supplements, 

and results can't be measured. The problem 

is we can't measure the results of how the 

animal is after using it. There's no 

measurement; it's just based on the owner's 

feelings. For example, with coat 

nourishment, customers buy it and use it for 

2-3 months. Some customers say it's softer, 

while others say it's the same. What do they 

Results cannot 

Be measured/ 

measurements 

are not clear, 

relies on 

feelings to 

assess results 

Negative 

attitude 
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use to decide? They use pure feelings. They 

don't look at how it actually is because it's 

difficult to see. Do you understand me that 

it's hard to see? So it's just a supplement—

you just consume it as it is. Some animals 

improve after consuming it, some remain 

the same, and some don't show much 

difference. There's no measurement after 

consumption. That's the disadvantage of 

supplements—measurements are based on 

feelings. 

 

 
Figure 4 .14  Content linkage diagram showing the opinions and attitudes of existing 

customer entrepreneurs regarding innovative pet supplement products from current 

suppliers available in their stores. 

 

4.9.2 Opinions on the Value or Benefits of Innovative Pet Supplement 
Products from Current Suppliers for Customers' Pets 

From interviews with 13 existing customer informants, it was found that all 

informants had either positive or neutral attitudes only. None of the informants 

expressed negative attitudes regarding the value or benefits of innovative pet 

supplement products from current suppliers for customers' pets. 
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Positive attitudes were expressed by the majority of informants, with nine 

participants having positive attitudes and stating that these products are beneficial and 

valuable because they show results and promote better pet health. Meanwhile, another 

three key informants also had positive attitudes and believed that these products are 

beneficial and valuable because in the current era of pet ownership, pet owners treat 

their pets as family members and often seek the best things for their pets. 

Neutral attitude was expressed by only one informant who provided a 

general opinion, distinguishing between supplements from two different sources: 

imported from foreign countries and products made in Thailand. 

From the data received, an interesting point is that most pet store 

entrepreneurs view innovative supplement products as playing an important role in 

enhancing pets' health and meeting the needs of pet owners, aligning with the current 

trend of Pet Humanization, where pets are treated as family members and owners want 

to provide the best care for them. The key informants stated: 

 

"They are beneficial because they actually help improve the health of pets. 

Currently, there are more options to choose from. With our store's business model, we 

focus on improving the already good health of pets. Therefore, these products are 

suitable for dogs and cats that want additional benefits, such as shedding fur. It's not 

actually a major problem for their lives, but we can make it better. Or they don't have 

to have joint degeneration problems yet—they can consume supplements to prevent 

future problems." 

Existing Customer Store 1 

 

"For supplements, they can help already because we don't know what kind 

of food each household feeds their pets. If it's not complete, having these supplements is 

okay. And additionally, there are water-based ones that help, though we know there's 

very little vitamin in water, but at least they encourage pets to drink water, which is 

better than doing nothing." 

Existing Customer Store 3 
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"Yes, they do. With this kind of product, it's very clear. If a brand—I won't 

mention names—claims to have vitamin E, nourish fur, or prevent fur clumping, 

whatever each brand promotes, when we use it and it actually works, we feel happy to 

recommend it to others. When our customers come, we can tell them right away that this 

brand is like this, 1, 2, 3, 4, and it really works, because we have cats and dogs at home, 

so we can present it without hesitation." 

Existing Customer Store 4 

 

"I think they do, by enhancing the health of pets to have better health and 

more complete nutrition." 

Existing Customer Store 5 

 

"They do have value, the ones that are intentionally produced. I mean, for 

all of them, we feel that even the cheapest vitamins, like 100 tablets for around a hundred 

baht, which is about one baht per tablet, still have repeat or continuous purchases. This 

means that the customers' pets must have experienced not just psychological effects, but 

physical ones too. It feels like it works. So I think that the products we bring in undergo 

some screening. When they come in, you have competitors in the store. If you can 

compete with them, we'll bring you in. But if you can't even compete with the competitors 

in the store, we might not bring you in from the start. So our screening is somewhat 

okay, and the products that come in respond to what's happening to some extent." 

Existing Customer Store 6 

 

"Nowadays, there are various products, whether it's mineral water or 

vitamins, supplements, probiotics, etc. They are like what people want to provide for 

their pets, whether the pets need them or not. But when customers buy these things, they 

feel like, 'I've consumed this and it's good, so I want my pets to receive the best as well.' 

In promoting good health for the pets, it's considered a good thing." 

Existing Customer Store 7 
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"Are they beneficial? Yes, they are. For example, some pets have joint 

problems, so they provide joint support for the pets, which is good for their health. 

Everyone who raises pets loves them and wants them to have strong health." 

Existing Customer Store 8 

 

"I think it's the emotional value for the owner. Even though for me, I believe 

the results can't be measured, but when the pet owner sees their pet consume it, they feel 

that it's improving, so they like to feed it to them. That's it, because there's nothing to 

measure the results. It's purely the owner's feelings. Whether they will come back to buy 

or not depends on their feelings." 

Existing Customer Store 10 

 

"I think that if they consume these things regularly, if they can eat beneficial 

supplements that can prevent various diseases, then initially customers might see it as 

expensive with relatively high costs, but compared to the future, where it can help 

prevent kidney disease in dogs and cats, which would require hospital visits, I believe 

it's certainly less costly than taking dogs or cats to the vet for treatment. It's better to 

spend from the beginning and maintain the health of the dogs and cats so they can stay 

with us longer." 

Existing Customer Store 11 

 

"Actually, I think they're good, valuable, and very beneficial for pets 

because nowadays, pet keeping has changed. They've become like raising children. 

Now, the fact that there are supplements for them has actually existed in foreign 

countries for a long time. When they became available in Thailand, it felt quite good." 

Existing Customer Store 9 

 

"They are beneficial and valuable for their pets. If we love them like family 

members, we want to take the best care of them, right? Customers think the same way. 

They want the best things for their pets." 

Existing Customer Store 12 
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"Actually, in pet keeping, I think that nowadays people feel that pets are like 

members of the family. Pets are well taken care of. As I mentioned earlier, we want to 

find something good for us to eat, right? The same goes for pets; we want to find quality 

food for them to eat as well." 

Existing Customer Store 13 

 

"If this question is divided into two parts: one, supplements from Thailand, 

and two, supplements imported from foreign countries. If they're from foreign countries, 

they meet the needs. If they're from Thailand, they don't meet the needs. Thai products 

meet the needs for general domestic dogs or general domestic cats." 

Existing Customer Store 2 

 

Table 4.30 Content Analysis of Opinions from Existing Customer Entrepreneurs 

Regarding the Value or Benefits of Innovative Pet Supplement Products from Current 

Suppliers for Customers' Pets 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 They are beneficial because they actually help 

improve the health of pets. Currently, there are 

more options to choose from. With our store's 

business model, we focus on improving the 

already good health of pets. Therefore, these 

products are suitable for dogs and cats that want 

additional benefits, such as shedding fur. It's not 

actually a major problem for their lives, but we 

can make it better. Or they don't have to have 

joint degeneration problems yet—they can 

consume supplements to prevent future 

problems. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 
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EC3 For supplements, they can help already because 

we don't know what kind of food each 

household feeds their pets. If it's not complete, 

having these supplements is okay. And 

additionally, there are water-based ones that 

help, though we know there's very little vitamin 

in water, but at least they encourage pets to 

drink water, which is better than doing nothing. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 

EC4 Yes, they do. With this kind of product, it's very 

clear. If a brand—I won't mention names—

claims to have vitamin E, nourish fur, or prevent 

fur clumping, whatever each brand promotes, 

when we use it and it actually works, we feel 

happy to recommend it to others. When our 

customers come, we can tell them right away 

that this brand is like this, 1, 2, 3, 4, and it really 

works, because we have cats and dogs at home, 

so we can present it without hesitation. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 

EC5 I think they do, by enhancing the health of pets 

to have better health and more complete 

nutrition. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 

EC6 They do have value, the ones that are 

intentionally produced. I mean, for all of them, 

we feel that even the cheapest vitamins, like 100 

tablets for around a hundred baht, which is 

about one baht per tablet, still have repeat or 

Beneficial 

and valuable 

due to 

visible 

results and 

Positive 

attitude 
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continuous purchases. This means that the 

customers' pets must have experienced not just 

psychological effects, but physical ones too. It 

feels like it works. So I think that the products 

we bring in undergo some screening. When they 

come in, you have competitors in the store. If 

you can compete with them, we'll bring you in. 

But if you can't even compete with the 

competitors in the store, we might not bring you 

in from the start. So our screening is somewhat 

okay, and the products that come in respond to 

what's happening to some extent. 

promotion 

of better pet 

health 

EC7 Nowadays, there are various products, whether 

it's mineral water or vitamins, supplements, 

probiotics, etc. They are like what people want 

to provide for their pets, whether the pets need 

them or not. But when customers buy these 

things, they feel like, 'I've consumed this and it's 

good, so I want my pets to receive the best as 

well.' In promoting good health for the pets, it's 

considered a good thing. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 

EC8 Are they beneficial? Yes, they are. For example, 

some pets have joint problems, so they provide 

joint support for the pets, which is good for their 

health. Everyone who raises pets loves them and 

wants them to have strong health. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

 

Positive 

attitude 
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EC10 I think it's the emotional value for the owner. 

Even though for me, I believe the results can't 

be measured, but when the pet owner sees their 

pet consume it, they feel that it's improving, so 

they like to feed it to them. That's it, because 

there's nothing to measure the results. It's purely 

the owner's feelings. Whether they will come 

back to buy or not depends on their feelings. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 

EC11 I think that if they consume these things 

regularly, if they can eat beneficial supplements 

that can prevent various diseases, then initially 

customers might see it as expensive with 

relatively high costs, but compared to the future, 

where it can help prevent kidney disease in dogs 

and cats, which would require hospital visits, I 

believe it's certainly less costly than taking dogs 

or cats to the vet for treatment. It's better to 

spend from the beginning and maintain the 

health of the dogs and cats so they can stay with 

us longer. 

Beneficial 

and valuable 

due to 

visible 

results and 

promotion 

of better pet 

health 

Positive 

attitude 

EC9 Actually, I think they're good, valuable, and 

very beneficial for pets because nowadays, pet 

keeping has changed. They've become like 

raising children. Now, the fact that there are 

supplements for them has actually existed in 

foreign countries for a long time. When they 

became available in Thailand, it felt quite good. 

Beneficial 

and valuable 

due to 

current pet 

ownership 

treating pets 

as family 

members, 

leading 

owners to 

seek the best 

for their pets 

Positive 

attitude 
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EC12 They are beneficial and valuable for their pets. 

If we love them like family members, we want 

to take the best care of them, right? Customers 

think the same way. They want the best things 

for their pets. 

Beneficial 

and valuable 

due to 

current pet 

ownership 

treating pets 

as family 

members, 

leading 

owners to 

seek the best 

for their pets 

Positive 

attitude 

EC13 Actually, in pet keeping, I think that nowadays 

people feel that pets are like members of the 

family. Pets are well taken care of. As I 

mentioned earlier, we want to find something 

good for us to eat, right? The same goes for pets; 

we want to find quality food for them to eat as 

well. 

Beneficial 

and valuable 

due to 

current pet 

ownership 

treating pets 

as family 

members, 

leading 

owners to 

seek the best 

for their pets 

Positive 

attitude 

EC2 If this question is divided into two parts: one, 

supplements from Thailand, and two, 

supplements imported from foreign countries. If 

they're from foreign countries, they meet the 

needs. If they're from Thailand, they don't meet 

the needs. Thai products meet the needs for 

general domestic dogs or general domestic cats. 

Supplements 

from 

Thailand 

and 

supplements 

imported 

from foreign 

countries 

Neutral 

attitude 
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Figure 4.15 Content linkage diagram showing the opinions and attitudes of existing 

customer entrepreneurs regarding the value or benefits of innovative pet supplement 

products from current suppliers for customers' pets. 

 

4.9.3 Opinions on Advantages and Disadvantages of Innovative Pet 
Supplement Products from Current Suppliers 

From interviews with 13 existing customers, it was found that the 

informants had both positive and negative perspectives regarding the advantages and 

disadvantages of innovative pet supplement products. These can be categorized into the 

following main topics: 

Positive attitudes or advantages of the products: Most customers viewed that 

the products offer variety and help enhance pets' health, which are good options for pet 

owners who want to take close care of their pets' health. The advantages mentioned 

include a variety of options, visible results from usage, benefits for pets, company 

credibility, the absence of counterfeit products on the market, good marketing, clear 

expiration date labeling on products, and good after-sales service for expired products 

and product claims. 

Negative attitudes or disadvantages of the products: Although the products 

have several advantages, there are some disadvantages that customers see as barriers to 

purchase. The disadvantages mentioned include high prices, limited product awareness, 

insufficient guidance on correct product usage, lack of long-term testing results, pets 

refusing to consume the products or difficulty in administering them, and products that 

may exceed necessity. 

In summary, innovative pet supplement products are recognized as having 

clear advantages in terms of quality, variety, and health enhancement for pets. However, 

significant disadvantages include price, product accessibility, and convenience of use, 
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which are factors that may affect customer purchasing decisions in the future. These 

factors also influence store owners' decisions to stock these products for sale in their 

stores. The key informants stated: 

 

"The advantage is having many choices. The disadvantage currently, if 

looking at the end-user, is that the prices are quite high in this group, making them not 

easily accessible. The prices are considerably high." 

Existing Customer Store 1 

 

"The advantage is that it's actually good for consumers, with a variety of 

options. The term 'innovation' means applying human consumption to animals. 

Currently, for example, some people need prebiotics and probiotics, which have also 

jumped into pet products. That's in the food, so it's unavoidable. It's just that each 

supplier, each factory will draw something from human products to use with pets. The 

disadvantage is that good products are expensive. With economic problems, because 

imported products have higher prices, people who used to use them, due to the economic 

situation, might reduce quantities and use Thai products instead." 

Existing Customer Store 2 

 

"I think the advantage is as I mentioned. Since they're supplements, I haven't 

seen any counterfeits yet. It's rare to find counterfeit pet supplements. I don't often see 

them. Most often, it's medications that may have counterfeits. For supplements, we've 

never encountered counterfeits, which is considered good—or maybe we just haven't 

seen them yet. The disadvantage, as I said, is that when many products come out, there 

may not be counterfeits, true, but they might still be very new in the market, and there's 

still little usage guidance. It might end up that, as sellers, when customers don't know 

how much to consume, how much is enough to see effects, they feel no results, so they 

don't come back to buy more." 

Existing Customer Store 3 
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"Their advantage is that the ingredients added to the food of each brand 

we've selected are real, and when used, the results are visible. Using them benefits cats 

and dogs. There are no disadvantages." 

Existing Customer Store 4 

 

"The advantage would be the diversity of products in terms of both function 

and usage. The disadvantage is that most products in Thailand are newly released, 

which haven't yet undergone long-term testing or clear comparative benefits of before 

and after consumption, what the end result is. Currently, we must admit that selling 

supplements is similar to human supplements that are sold through marketing rather 

than actual benefits or functionality." 

Existing Customer Store 5 

 

"The advantage is that they help support pet health, like prevention. And 

let's say after recovery, you still want to maintain good health and not get sick again. 

The disadvantage might not be a disadvantage, but it might be something we don't do 

well, which is distributing awareness or access to this is limited. If you ask 10 people, 

maybe only 5 feel that their pets need to consume vitamins, or even fewer than 5, because 

the rest might think their pets already eat good dry food." 

Existing Customer Store 6 

 

"The advantage first is that there's quite a variety of choices, and they meet 

customer needs. The disadvantage, I think, is about innovation; when new innovations 

come out, you'll notice that pet products tend to be more expensive than human products 

in many ways." 

Existing Customer Store 7 

 

"The advantage of some products is that they clearly state the expiration 

date or notify us about it. We can sell them within about 6 months to a year, no more 

than that, and then they come to replace them. They take care of it from beginning to 

end. The disadvantage is that currently, most supplements are imported rather than 

domestic. Imported products have relatively high prices. By the time they arrive, their 
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shelf life is short. After being stocked, the shelf life becomes even shorter, resulting in 

products reaching the store front with a short time left before they reach customers. 

Customers will think, 'Why is the shelf life so short? Are you selling old products to 

customers?' This is the customer's perception." 

Existing Customer Store 8 

 

"The advantage is that it's good for the little ones; it gives them good health. 

But the disadvantage, I see it as too many options. I think variety is good, but when 

there's too much, it saturates the market. The advantages and disadvantages are about 

that." 

Existing Customer Store 9 

 

"The advantages, I think, are the variety. There's a variety in nourishment, 

a variety of options. But do you know what the disadvantages of supplements are? One, 

animals don't eat them. Two, they're difficult to administer, such as powder forms or 

food mix-ins. Once animals smell it, they won't eat it at all. This is the most difficult 

thing. And if you put it in and the animal doesn't eat it, that's it. No one will buy it again. 

For example, in tablet form, the advantage is that it can be given directly, but the 

disadvantage is that people are lazy to administer it, and some tablets are difficult to 

give, very difficult. And for tablet forms, sometimes they're as big as a thumb, can you 

imagine? How do you administer a thumb-sized tablet to a tiny animal that needs to eat 

one tablet a day? It's not possible." 

Existing Customer Store 10 

 

"The first advantage is that they're made specifically for pets. Of course, it 

helps animals that we raise, which are like children now. Raising and taking good care 

of them can help prevent diseases that might affect them in the future, as well as help 

them live longer in the future. The disadvantage, I think, is in terms of people's 

knowledge base, which is still limited in understanding why they need to consume or 

drink these things. Also, since people know little, the production of these products today 

is limited, making them still expensive. This might be an important factor affecting 
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people's purchasing decisions. If in the future it becomes cheaper, I think it will increase 

purchasing factors." 

Existing Customer Store 11 

 

"The advantage is that we can extend the lifespan of our pets, like doing 

whatever we can to keep them with us as long as possible, right? But the disadvantage 

in this regard is that it might be seen as an unnecessary product if our dogs or cats 

aren't suffering from anything." 

Existing Customer Store 12 

 

"If it's an advantage, honestly, if it's a company that's already trustworthy, 

it has quite a reputation. Actually, in the pet product group, there are two types of 

customers: the group that has done their homework, studied, looked at social media, 

read, and decided to buy this product, try this. This is the advantage, like the company 

has done marketing and allowed customers to access information. Some companies 

don't have that part of the information about how good it is, so they may be less 

accessible. As for disadvantages, there might not be any yet." 

Existing Customer Store 13 

 

Table 4.31 Content Analysis of Opinions from Existing Customer Entrepreneurs 

Regarding the Advantages of Innovative Pet Supplement Products from Current 

Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 The advantage is having many choices. Advantage: 

variety/options 

for consumers 

Positive 

attitude 

EC2 The advantage is that it's actually good for 

consumers, with a variety of options. The term 

'innovation' means applying human 

Advantage: 

variety/options 

for consumers 

Positive 

attitude 
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consumption to animals. Currently, for 

example, some people need prebiotics and 

probiotics, which have also jumped into pet 

products. That's in the food, so it's 

unavoidable. It's just that each supplier, each 

factory will draw something from human 

products to use with pets. 

EC5 The advantage would be the diversity of 

products in terms of both function and usage. 

Advantage: 

variety/options 

for consumers 

Positive 

attitude 

EC7 The advantage first is that there's quite a 

variety of choices, and they meet customer 

needs. 

Advantage: 

variety/options 

for consumers 

Positive 

attitude 

EC10 The advantages, I think, are the variety. 

There's a variety in nourishment, a variety of 

options. 

Advantage: 

variety/options 

for consumers 

Positive 

attitude 

EC4 Their advantage is that the ingredients added 

to the food of each brand we've selected are 

real, and when used, the results are visible. 

Using them benefits cats and dogs. 

Advantage: 

visible results, 

beneficial for 

pets 

Positive 

attitude 

EC6 The advantage is that they help support pet 

health, like prevention. And let's say after 

recovery, you still want to maintain good 

health and not get sick again. 

Advantage: 

visible results, 

beneficial for 

pets 

Positive 

attitude 

EC9 The advantage is that it's good for the little 

ones; it gives them good health. 

Advantage: 

visible results, 

beneficial for 

pets 

Positive 

attitude 

EC11 The first advantage is that they're made 

specifically for pets. Of course, it helps 

animals that we raise, which are like children 

Advantage: 

visible results, 

Positive 

attitude 
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now. Raising and taking good care of them 

can help prevent diseases that might affect 

them in the future, as well as help them live 

longer in the future. 

beneficial for 

pets 

EC12 The advantage is that we can extend the 

lifespan of our pets, like doing whatever we 

can to keep them with us as long as possible, 

right? 

Advantage: 

visible results, 

beneficial for 

pets 

Positive 

attitude 

EC3 I think the advantage is as I mentioned. Since 

they're supplements, I haven't seen any 

counterfeits yet. It's rare to find counterfeit pet 

supplements. I don't often see them. Most 

often, it's medications that may have 

counterfeits. For supplements, we've never 

encountered counterfeits, which is considered 

good—or maybe we just haven't seen them 

yet. 

Advantage: no 

counterfeit 

products yet 

Positive 

attitude 

EC8 The advantage of some products is that they 

clearly state the expiration date or notify us 

about it. We can sell them within about 6 

months to a year, no more than that, and then 

they come to replace them. They take care of 

it from beginning to end. 

Advantage: 

clear 

expiration date 

labeling and 

good after-

sales care 

Positive 

attitude 

EC13 If it's an advantage, honestly, if it's a company 

that's already trustworthy, it has quite a 

reputation. Actually, in the pet product group, 

there are two types of customers: the group 

that has done their homework, studied, looked 

at social media, read, and decided to buy this 

product, try this. This is the advantage, like 

the company has done marketing and allowed 

Advantage: 

company 

credibility and 

good 

marketing 

Positive 

attitude 
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customers to access information. Some 

companies don't have that part of the 

information about how good it is, so they may 

be less accessible. 

 
Table 4.32 Content Analysis of Opinions from Existing Customer Entrepreneurs 

Regarding the Disadvantages of Innovative Pet Supplement Products from Current 

Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 The disadvantage currently, if looking at the 

end-user, is that the prices are quite high in this 

group, making them not easily accessible. The 

prices are considerably high. 

Disadvantage: 

high price 

Negative 

attitude 

EC2 The disadvantage is that good products are 

expensive. With economic problems, because 

imported products have higher prices, people 

who used to use them, due to the economic 

situation, might reduce quantities and use Thai 

products instead. 

Disadvantage: 

high price 

Negative 

attitude 

EC7 The disadvantage, I think, is about innovation; 

when new innovations come out, you'll notice 

that pet products tend to be more expensive 

than human products in many ways. 

Disadvantage: 

high price 

Negative 

attitude 

EC8 The disadvantage is that currently, most 

supplements are imported rather than 

domestic. Imported products have relatively 

high prices. By the time they arrive, their shelf 

life is short. After being stocked, the shelf life 

becomes even shorter, resulting in products 

Disadvantage: 

high price 

Negative 

attitude 
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reaching the store front with a short time left 

before they reach customers. Customers will 

think, 'Why is the shelf life so short? Are you 

selling old products to customers?' This is the 

customer's perception. 

EC11 The disadvantage, I think, is in terms of 

people's knowledge base, which is still limited 

in understanding why they need to consume or 

drink these things. Also, since people know 

little, the production of these products today is 

limited, making them still expensive. This 

might be an important factor affecting people's 

purchasing decisions. If in the future it 

becomes cheaper, I think it will increase 

purchasing factors. 

Disadvantage: 

high price 

and limited 

product 

awareness/ 

access  

Negative 

attitude 

EC6 The disadvantage might not be a disadvantage, 

but it might be something we don't do well, 

which is distributing awareness or access to 

this is limited. If you ask 10 people, maybe 

only 5 feel that their pets need to consume 

vitamins, or even fewer than 5, because the rest 

might think their pets already eat good dry 

food. 

Disadvantage:  

limited 

product 

awareness/ 

access 

Negative 

attitude 

EC4 There are no disadvantages. No 

disadvantages 

Negative 

attitude 

EC13 As for disadvantages, there might not be any 

yet. 

No 

disadvantages 

Negative 

attitude 

EC3 The disadvantage, as I said, is that when many 

products come out, there may not be 

counterfeits, true, but they might still be very 

new in the market, and there's still little usage 

Disadvantage: 

insufficient 

correct 

Negative 

attitude 
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guidance. It might end up that, as sellers, when 

customers don't know how much to consume, 

how much is enough to see effects, they feel 

no results, so they don't come back to buy 

more. 

product usage 

guidance 

EC5 The disadvantage is that most products in 

Thailand are newly released, which haven't yet 

undergone long-term testing or clear 

comparative benefits of before and after 

consumption, what the end result is. Currently, 

we must admit that selling supplements is 

similar to human supplements that are sold 

through marketing rather than actual benefits 

or functionality. 

Disadvantage: 

lack of long-

term testing 

Negative 

attitude 

EC9 But the disadvantage, I see it as too many 

options. I think variety is good, but when 

there's too much, it saturates the market. 

Disadvantage: 

too many 

products 

causing 

market 

saturation 

Negative 

attitude 

EC10 But do you know what the disadvantages of 

supplements are? One, animals don't eat them. 

Two, they're difficult to administer, such as 

powder forms or food mix-ins. Once animals 

smell it, they won't eat it at all. This is the most 

difficult thing. And if you put it in and the 

animal doesn't eat it, that's it. No one will buy 

it again. For example, in tablet form, the 

advantage is that it can be given directly, but 

the disadvantage is that people are lazy to 

administer it, and some tablets are difficult to 

Disadvantage: 

pets refuse to 

eat/difficulty 

administering 

Negative 

attitude 
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give, very difficult. And for tablet forms, 

sometimes they're as big as a thumb, can you 

imagine? How do you administer a thumb-

sized tablet to a tiny animal that needs to eat 

one tablet a day? It's not possible. 

EC12 But the disadvantage in this regard is that it 

might be seen as an unnecessary product if our 

dogs or cats aren't suffering from anything. 

Disadvantage: 

product may 

be 

unnecessary/ 

exceeds 

necessity 

Negative 

attitude 

 

 
Figure 4.16 Content linkage diagram showing the opinions and attitudes of existing 

customer entrepreneurs regarding advantages and disadvantages of innovative pet 

supplement products from current suppliers. 

 

 

 



Jirapat Chalermbongkot                                                                                                                              Results / 114 

Attitudes of Pet Supply and Pet Food Store Entrepreneurs Toward New 
Pet Supplement Suppliers 

 

4.9.4 Opinions on Innovative Pet Supplement Products from New 
Suppliers to be Stocked in Stores 

From interviews with 7 prospective customers, it was found that the 

informants had different expectations toward innovative pet supplement products from 

new suppliers, emphasizing 3 key factors as follows: Most informants, 5 participants, 

expected products with quality, credibility, and that meet consumer needs. Meanwhile, 

1 informant expected products that are easy to consume, and another 1 informant 

expected marketing support from suppliers. These expectations from entrepreneurs 

toward new pet supplement suppliers aim to increase sales opportunities and build 

confidence for customers in their decision to purchase the products. The key informants 

stated: 

 

"First of all, we want the product to have quality. There might be supporting 

research documents or anything that can be trusted to show that the product has been 

thoroughly tested and screened. Because we also want to provide the best to our 

customers. Our customers here don't just refer to the people who come to buy, but also 

include the pets that consume the products. We are pet owners too, and we understand 

very well that if our children are unwell or sick, we are not happy. We will find any way 

to make them better or make them stronger. Having them stay with us happily is the 

ultimate goal for pet owners like us. I think customers who come to buy are probably no 

different from us. Therefore, for products sold in our store, we look at whether we would 

use them ourselves. If we would use them, then we'll bring them in for sale." 

Prospective Customer Store 1 

 

"From the perspective of someone who sells the products, we feel that their 

products must be truly good and meet needs in many ways. It's not just about adding 

something as a gimmick or for marketing. It must actually help when consumed. 

Normally, we would study the ingredients first to see if the product is okay for the pets, 
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whether it's salty when eaten, whether it might raise kidney values, or what it helps 

with." 

Prospective Customer Store 2 

 

"Products must have quality and must meet customer needs. Does it help 

enhance anything? Does it match what customers want? And is it redundant with other 

products in the store? If there are already many in the market, or if customers don't ask 

for it, then we might not be very interested." 

Prospective Customer Store 5 

 

"It must meet customer needs. Because some customers are doing more 

research or taking better care and loving their pets more, they worry about things like 

whether their pets will get sick from the COVID that has passed, whether they will catch 

a cold, or if they seem not quite healthy. They wonder what needs to be added for 

prevention or to improve their health." 

Prospective Customer Store 6 

 

"Going back about 7-8 years, these kinds of products were sometimes 

intangible. But with some brands, we got feedback from customers that it worked for 

some and didn't work for others. But recently, there have been more company groups 

targeting this market. They're starting to bring in veterinarians as experts for these types 

of products, and they're beginning to have more quality and effectiveness, showing real 

results if used consistently." 

Prospective Customer Store 7 

 

"Oh, I would look at things that I think are easy for the pets to consume." 

Prospective Customer Store 4 

 

"We need to have advertising, because otherwise, it's difficult for the 

product to sell itself. And supplement products are quite expensive. It requires 

knowledge to sell them successfully. Without knowledge, it's hard to sell. So we need to 

provide knowledge, and the company needs to advertise, whether on radio or other 
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media. When customers hear about it, they start looking for it. It's like we need help 

from both sides for it to sell. If they just provide it to the store front, selling it alone like 

that is difficult, and it doesn't often succeed." 

Prospective Customer Store 3 

 

Table 4.33 Content Analysis of Opinions from Prospective Customer Entrepreneurs 

Regarding Innovative Pet Supplement Products from New Suppliers to be Stocked in 

Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 

Category 

PC1 First of all, we want the product to have quality. 

There might be supporting research documents 

or anything that can be trusted to show that the 

product has been thoroughly tested and 

screened. Because we also want to provide the 

best to our customers. Our customers here don't 

just refer to the people who come to buy, but 

also include the pets that consume the products. 

We are pet owners too, and we understand very 

well that if our children are unwell or sick, we 

are not happy. We will find any way to make 

them better or make them stronger. Having 

them stay with us happily is the ultimate goal 

for pet owners like us. I think customers who 

come to buy are probably no different from us. 

Therefore, for products sold in our store, we 

look at whether we would use them ourselves. 

If we would use them, then we'll bring them in 

for sale. 

 

Good 

quality 

products 

that meet 

consumer 

needs 

Positive 

attitude 
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PC2 From the perspective of someone who sells the 

products, we feel that their products must be 

truly good and meet needs in many ways. It's not 

just about adding something as a gimmick or for 

marketing. It must actually help when 

consumed. Normally, we would study the 

ingredients first to see if the product is okay for 

the pets, whether it's salty when eaten, whether 

it might raise kidney values, or what it helps 

with. 

Good 

quality 

products 

that meet 

consumer 

needs 

Positive 

attitude 

PC5 Products must have quality and must meet 

customer needs. Does it help enhance anything? 

Does it match what customers want? And is it 

redundant with other products in the store? If 

there are already many in the market, or if 

customers don't ask for it, then we might not be 

very interested. 

Good 

quality 

products 

that meet 

consumer 

needs 

Positive 

attitude 

PC6 It must meet customer needs. Because some 

customers are doing more research or taking 

better care and loving their pets more, they 

worry about things like whether their pets will 

get sick from the COVID that has passed, 

whether they will catch a cold, or if they seem 

not quite healthy. They wonder what needs to be 

added for prevention or to improve their health. 

Good 

quality 

products 

that meet 

consumer 

needs 

Positive 

attitude 

PC7 Going back about 7-8 years, these kinds of 

products were sometimes intangible. But with 

some brands, we got feedback from customers 

that it worked for some and didn't work for 

others. But recently, there have been more 

company groups targeting this market. They're 

Good 

quality 

products 

that meet 

consumer 

needs 

Positive 

attitude 
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starting to bring in veterinarians as experts for 

these types of products, and they're beginning to 

have more quality and effectiveness, showing 

real results if used consistently. 

PC4 Oh, I would look at things that I think are easy 

for the pets to consume. 

Products 

that are easy 

for pets to 

consume 

Positive 

attitude 

PC3 We need to have advertising, because 

otherwise, it's difficult for the product to sell 

itself. And supplement products are quite 

expensive. It requires knowledge to sell them 

successfully. Without knowledge, it's hard to 

sell. So we need to provide knowledge, and the 

company needs to advertise, whether on radio 

or other media. When customers hear about it, 

they start looking for it. It's like we need help 

from both sides for it to sell. If they just provide 

it to the store front, selling it alone like that is 

difficult, and it doesn't often succeed. 

Suppliers 

must 

provide 

sales 

support for 

products to 

sell 

successfully 

Neutral 

attitude 

 

 
Figure 4.17 Content linkage diagram showing the opinions and attitudes of prospective 

customer entrepreneurs regarding innovative pet supplement products from new 

suppliers to be stocked in stores. 

 

 



College of Management, Mahidol University                                                        M.M (Business Management) / 119 

4.9.5 Opinions on What Innovative Pet Supplement Products to Stock 
in Stores and Why 

From interviews with 7  prospective customers, it was found that the 

informants tend to be interested in supplement products with new innovations that 

address pet health issues and help improve animals' quality of life. The products they 

are interested in stocking can be divided into main groups, such as anti-aging and 

antioxidant supplements, with 2  informants interested in stocking anti-aging and 

antioxidant supplements because pet owners currently prioritize their pets' health and 

want their pets to live longer. These products are also not yet abundant in the market, 

creating growth opportunities. Other products of interest include food sprinkle 

supplements, pure vitamin supplements and immune-boosting products, supplements 

that help balance pets' weight gain, and products that assist in administering medication 

to pets, with 1  informant each, respectively. The data received reflects current trends, 

what products stores need, and also shows that prospective customers are interested in 

innovative supplement products that can meet specific needs of pet owners, especially 

products that help with long-term health care, are easy to use, and help solve pets' health 

problems. These are factors that may affect their decision to stock products in their 

stores. The key informants stated: 

 

"Currently, there are quite a variety of supplements, and we already have 

quite a variety in stock as well. If we could bring innovative pet supplement products to 

the store, I think I would like to bring in anti-aging and antioxidant supplements for 

dogs and cats. Because we are pet owners, like other owners, we want to nourish our 

pets to have good health, not get sick, and stay with us for a long time." 

Prospective Customer Store 1 

 

"Most supplements in our store are already quite complete, but if we were 

to bring in something in the future, it might be supplement products with new 

innovations that might not be common in the market yet, such as anti-aging and 

antioxidant supplements for dogs and cats. That's interesting." 

Prospective Customer Store 7 
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"Food sprinkle supplements for pets. This type is okay, it seems easy too, 

but it should be made similar to cat lick treats, where pets can consume them frequently. 

So what I'm looking at now and thinking of bringing in the future is food sprinkle 

products." 

Prospective Customer Store 4 

 

"What customers are asking for more now is related to allergies. Mainly, 

it's dogs with chicken protein allergies, food allergies, or even allergies to air in some 

cases. I'd like supplements that help with consumption, perhaps as food sprinkles, but 

they're concerned about palatability. They don't want it to be just plain supplements; it 

might have various scents or be made from liver that's freeze-dried, but with added 

innovation to increase palatability and can also reduce allergic symptoms in pets." 

Prospective Customer Store 6 

 

" It would probably be pure vitamin products, like what I saw from Korea. 

They scoop it and mix it with dog food in every meal. And nowadays, they mix 

supplements into chews for dogs to chew on, like dental chews. And there are also those 

that help with immunity and such. These should sell well." 

Prospective Customer Store 2 

 

" Most of what customers ask about are supplements that help pets gain 

weight appropriately, with good health. Because normally, pets aren't very plump, so 

owners want them to be plump, cute, and chubby. That's what they come to ask about." 

Prospective Customer Store 3 

 

"What's missing might be—I don't know if it's an innovation—something to 

put inside to help administer medication to pets. It might be softer, similar to pill pockets 

or something like that, which can wrap around pills. This isn't very common yet." 

Prospective Customer Store 5 
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Table 4.34 Content Analysis of Opinions from Prospective Customer Entrepreneurs 

Regarding What Innovative Pet Supplement Products to Stock in Stores and Why 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

PC1 Currently, there are quite a variety of 

supplements, and we already have quite a 

variety in stock as well. If we could bring 

innovative pet supplement products to the 

store, I think I would like to bring in anti-

aging and antioxidant supplements for dogs 

and cats. Because we are pet owners, like 

other owners, we want to nourish our pets to 

have good health, not get sick, and stay with 

us for a long time. 

Anti-aging 

and 

antioxidant 

supplements 

for dogs and 

cats 

Anti-aging 

and 

antioxidant 

supplements 

for dogs and 

cats 

PC7 Most supplements in our store are already 

quite complete, but if we were to bring in 

something in the future, it might be 

supplement products with new innovations 

that might not be common in the market yet, 

such as anti-aging and antioxidant 

supplements for dogs and cats. That's 

interesting. 

Anti-aging 

and 

antioxidant 

supplements 

for dogs and 

cats 

Anti-aging 

and 

antioxidant 

supplements 

for dogs and 

cats 

PC4 Food sprinkle supplements for pets. This type 

is okay, it seems easy too, but it should be 

made similar to cat lick treats, where pets can 

consume them frequently. So what I'm 

looking at now and thinking of bringing in the 

future is food sprinkle products. 

 

Food 

sprinkle 

supplements 

Food 

sprinkle 

supplements 
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PC6 What customers are asking for more now is 

related to allergies. Mainly, it's dogs with 

chicken protein allergies, food allergies, or 

even allergies to air in some cases. I'd like 

supplements that help with consumption, 

perhaps as food sprinkles, but they're 

concerned about palatability. They don't want 

it to be just plain supplements; it might have 

various scents or be made from liver that's 

freeze-dried, but with added innovation to 

increase palatability and can also reduce 

allergic symptoms in pets. 

Food 

sprinkle 

supplements 

Food 

sprinkle 

supplements 

PC2 It would probably be pure vitamin products, 

like what I saw from Korea. They scoop it and 

mix it with dog food in every meal. And 

nowadays, they mix supplements into chews 

for dogs to chew on, like dental chews. And 

there are also those that help with immunity 

and such. These should sell well. 

Pure 

vitamins 

Pure 

vitamins 

PC3 Most of what customers ask about are 

supplements that help pets gain weight 

appropriately, with good health. Because 

normally, pets aren't very plump, so owners 

want them to be plump, cute, and chubby. 

That's what they come to ask about. 

Supplements 

that help 

with 

appropriate 

weight gain 

Supplements 

that help 

with 

appropriate 

weight gain 

PC5 What's missing might be—I don't know if it's 

an innovation—something to put inside to 

help administer medication to pets. It might be 

softer, similar to pill pockets or something like 

that, which can wrap around pills. This isn't 

very common yet. 

Pill 

pockets/ 

Medication 

administra- 

tion aids 

Pill 

pockets/ 

Medication 

administra- 

tion aids 
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4.9.6 Opinions on Selection Criteria or Considerations for Bringing 
Innovative Pet Supplement Products from New Suppliers to be Stocked in Stores 

From interviews with 7 prospective customers, it was found that all 

informants have criteria for considering and selecting innovative pet supplement 

products based on 4 main factors, consisting of customer demand, product and 

manufacturer quality, marketing and customer awareness, and price. These factors affect 

the decision to select products from new suppliers to be stocked in stores, which helps 

products sell more easily and meet the needs of the current pet market. The key 

informants stated: 

 

"If we're going to bring in additional products for sale, we might need 

customers to ask for them first, about 3 customers who actually inquire and buy. Then 

we'll consider further what the product is like, whether it's really good, who the 

manufacturer is, where it's already being sold, what the price is, whether there's 

marketing, things like that." 

Prospective Customer Store 1 

 

"First would probably be ingredients, like quality, and then if looking at 

marketing, whether it's well-known. Most of the time, our store imports products, so we 

look at pet influencers to see how far their market has reached, whether we can bring it 

in to capture the market, whether the price is okay, things like that. But mostly, it's the 

behavior and needs of pet owners. If we're targeting the upper market, they have 

purchasing power. They just feel that if the product is good and can really help their 

pets, they'll pay any price." 

Prospective Customer Store 2 

 

"First, I'll look at who the manufacturer is, whether they have a reputation. 

Because if they have a reputation or the company is well-known, it's easier to sell, as 

we can reference that the product is from such and such company, making it easier to 

promote. It's easier than with unknown companies that have never been in the pet food 

market before and then try to do this. It would be a bit more difficult to reference, which 

might make the product hard to sell. The first factor is the company's reputation. Second, 
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we need to see what the product can help with, whether it meets customer objectives. 

And also about price, because if the price is too high, it might not be suitable for the 

store. Some pet shops, if they're large, might have diverse customer groups and could 

sell it, but some stores aren't that big, and if the products are high-priced, customers 

might not buy them." 

Prospective Customer Store 3 

 

"First, the marketing of each brand, how much it reaches people, because if 

it reaches many people, the chance of our store selling it is quite high. Second would be 

packaging. At the very least, if it's made as a jar, okay, it can be stored, but some brands 

don't make jars; they make pouches. Please make it a pouch with a zipper lock that can 

really store well, not dry out or harden when stored for a long time. Because sometimes 

they might not sprinkle it every day, or they might use it infrequently, so it needs to be 

stored. And if it can't be stored well, it will harden. The third is the price. It should be 

accessible because it's a supplement, which is in addition to dry or wet food. If the price 

isn't accessible, people won't choose to buy it." 

Prospective Customer Store 4 

 

"One point is that it must meet customer needs in terms of what it helps 

enhance. If we're bringing in something new, it should be in an area that's not 

duplicating what we already have; then we'd be interested. And if it's a treat with added 

supplements, that looks interesting. As for criteria, it might be ingredients, or branding, 

marketing that's already well-accepted, things like that, various credibility factors." 

Prospective Customer Store 5 

 

"The factors we consider are, first, customer demand, what customers are 

currently interested in or what products they need in what form. What's clearly 

noticeable comes from various viruses that make pets unwell or not okay, and now 

during the high PM2.5 period, we'd like to combine it all into one: something that meets 

pets' needs in terms of making them stronger, having better health. Or some households 

might want specific aspects, like coat nourishment or skin care. Another thing is the 

credibility of that product, whether it has research to back it up, or FDA registration, 



College of Management, Mahidol University                                                        M.M (Business Management) / 125 

or if the food and drug are well-known, meaning everything is transparent. And we can 

give answers to our customers that this product is credible from the product level to 

being able to trace back that the company really exists, the factory meets standards, has 

FDA approval, has quality, is properly registered, things like that." 

Prospective Customer Store 6 

 

"If we were to bring those things in, there might be import criteria. We 

would look at the company itself, look at the credibility, whether they actually work with 

veterinarians, because then it would help assure customers that this product really 

works. Or look at customer demand more, whether they want products from this brand. 

If multiple customers start mentioning it, then we'll consider whether to bring it in for 

sale in our store, something like that." 

Prospective Customer Store 7 

 

Table 4.35 Content Analysis of Opinions from Prospective Customer Entrepreneurs 

Regarding Selection Criteria or Considerations for Bringing Innovative Pet Supplement 

Products from New Suppliers to be Stocked in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC1 If we're going to bring in additional 

products for sale, we might need customers 

to ask for them first, about 3 customers who 

actually inquire and buy. Then we'll 

consider further what the product is like, 

whether it's really good, who the 

manufacturer is, where it's already being 

sold, what the price is, whether there's 

marketing, things like that. 

 

Must have 

customers 

asking for it 

first; Product, 

Manufacturer, 

Where it's 

sold, Price, 

Marketing 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 
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PC2 First would probably be ingredients, like 

quality, and then if looking at marketing, 

whether it's well-known. Most of the time, 

our store imports products, so we look at pet 

influencers to see how far their market has 

reached, whether we can bring it in to 

capture the market, whether the price is 

okay, things like that. But mostly, it's the 

behavior and needs of pet owners. If we're 

targeting the upper market, they have 

purchasing power. They just feel that if the 

product is good and can really help their 

pets, they'll pay any price. 

Ingredients, 

Marketing, 

Price, 

Consumer 

behavior and 

needs 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 

PC3 First, I'll look at who the manufacturer is, 

whether they have a reputation. Because if 

they have a reputation or the company is 

well-known, it's easier to sell, as we can 

reference that the product is from such and 

such company, making it easier to promote. 

It's easier than with unknown companies 

that have never been in the pet food market 

before and then try to do this. It would be a 

bit more difficult to reference, which might 

make the product hard to sell. The first 

factor is the company's reputation. Second, 

we need to see what the product can help 

with, whether it meets customer objectives. 

And also about price, because if the price is 

too high, it might not be suitable for the 

store. Some pet shops, if they're large, 

might have diverse customer groups and 

could sell it, but some stores aren't that big, 

Manufacturer, 

Product 

benefits, 

Customer 

objectives, 

Price 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 
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and if the products are high-priced, 

customers might not buy them. 

PC4 First, the marketing of each brand, how 

much it reaches people, because if it reaches 

many people, the chance of our store selling 

it is quite high. Second would be packaging. 

At the very least, if it's made as a jar, okay, 

it can be stored, but some brands don't make 

jars; they make pouches. Please make it a 

pouch with a zipper lock that can really 

store well, not dry out or harden when 

stored for a long time. Because sometimes 

they might not sprinkle it every day, or they 

might use it infrequently, so it needs to be 

stored. And if it can't be stored well, it will 

harden. The third is the price. It should be 

accessible because it's a supplement, which 

is in addition to dry or wet food. If the price 

isn't accessible, people won't choose to buy 

it. 

Marketing, 

Packaging, 

Price 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 

PC5 One point is that it must meet customer 

needs in terms of what it helps enhance. If 

we're bringing in something new, it should 

be in an area that's not duplicating what we 

already have; then we'd be interested. And 

if it's a treat with added supplements, that 

looks interesting. As for criteria, it might be 

ingredients, or branding, marketing that's 

already well-accepted, things like that, 

various credibility factors. 

Meet 

customer 

needs, 

Product 

ingredients, 

Marketing 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 
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PC6 The factors we consider are, first, customer 

demand, what customers are currently 

interested in or what products they need in 

what form. What's clearly noticeable comes 

from various viruses that make pets unwell 

or not okay, and now during the high PM2.5 

period, we'd like to combine it all into one: 

something that meets pets' needs in terms of 

making them stronger, having better health. 

Or some households might want specific 

aspects, like coat nourishment or skin care. 

Another thing is the credibility of that 

product, whether it has research to back it 

up, or FDA registration, or if the food and 

drug are well-known, meaning everything 

is transparent. And we can give answers to 

our customers that this product is credible 

from the product level to being able to trace 

back that the company really exists, the 

factory meets standards, has FDA approval, 

has quality, is properly registered, things 

like that. 

Customer 

demand, 

Production, 

Various 

certifications 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 

PC7 If we were to bring those things in, there 

might be import criteria. We would look at 

the company itself, look at the credibility, 

whether they actually work with 

veterinarians, because then it would help 

assure customers that this product really 

works. Or look at customer demand more, 

whether they want products from this 

brand. If multiple customers start 

mentioning it, then we'll consider whether 

Product 

company, 

Customer 

demand 

Consideration 

based on 

customer 

demand and 

criteria 

related to 

production, 

marketing, 

price, etc. 
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to bring it in for sale in our store, something 

like that. 

 

 
Figure 4.18 Content linkage diagram showing the opinions of prospective customer 

entrepreneurs regarding selection criteria or considerations for bringing innovative pet 

supplement products from new suppliers to be stocked in stores. 

 

4.9.7 Opinions on the Advantages and Disadvantages of Introducing 

New Supplier's Innovative Pet Supplements in Stores 
Based on interviews with 7 prospective customers, opinions regarding the 

advantages and disadvantages of introducing innovative pet supplements from new 

suppliers in stores revealed both positive and negative perspectives. These can be 

categorized into the following main topics: 

Positive attitudes or advantages of the products: Most customers viewed the 

products as diverse and beneficial for pet health. The advantages mentioned include 

having a variety of options, visible results, and benefits for pets. 

Negative attitudes or disadvantages of the products: Despite several 

advantages, there are some disadvantages. Most respondents felt that the products were 

unnecessary or excessive. Additionally, other respondents mentioned additional 

disadvantages such as limited customer awareness about supplements, high competition 
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from online channels, the need for correct product usage instructions with sufficient 

information, and concerns about high prices in the product category. 

Therefore, opinions about introducing innovative pet supplements from new 

suppliers in stores have both advantages and disadvantages. This information represents 

challenges that must be addressed to effectively reach the target customer group. Key 

informants stated that: 

 

"The advantage is that we have a variety of product options for customers. 

At the very least, when customers come to us, we have sufficient products to meet their 

purchasing needs during a single visit to the store. The disadvantage might be 

competition in online channels—nowadays, everyone wants to order from e-commerce 

because promotions are better than in physical stores. Physical stores have to bear the 

burden of product shelf life and inventory, which puts them at a disadvantage in this 

regard." 

Prospective Customer Store 1 

 

"The advantage is that it seems like an alternative to taking medication. It 

appears to be more about prevention than treatment. As for disadvantages, some people 

might feel that when they don't know about it, it may seem unnecessary to purchase. 

Thai people don't have much awareness or access to this yet, which is why this market 

is still relatively new." 

Prospective Customer Store 2 

 

"The advantage is that we have a comprehensive range of products that can 

meet the needs of all customer groups. The disadvantage might be the need for clear 

ingredient labeling on the products. This needs to be clearly indicated on the product 

because sometimes the product might be excellent, but pets may be allergic to certain 

ingredients. If pets consume it and something happens to them, the store will suffer 

damage, so clarity in this aspect is necessary." 

Prospective Customer Store 3 
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"The advantage is that it may be an option for people with cats or dogs that 

are picky eaters. They might choose to buy this. But the disadvantage is that some 

customers think, 'Okay, my dog already eats normally, my cat eats everything normally,' 

so they might not feel the need for additional supplements. This loses opportunities with 

these customers because when we try to push sales, it becomes difficult as their pets 

already eat normally or don't need specific nourishment in this area." 

Prospective Customer Store 4 

 

"The advantage is that if the product meets their needs, it's good for 

customers. Customers will get quality products that help promote health or prevent 

diseases in their pets. The disadvantage is that it might be difficult to sell, and most of 

them are high-priced. Therefore, it comes down to high price and difficult sales." 

Prospective Customer Store 5 

 

"The advantage is that we will have more product SKUs, giving customers 

a variety of options. The disadvantage is that during certain trends or periods when 

customers don't have awareness or feel it's unnecessary because some kibble already 

includes features like coat nourishment or bone support. This might be a disadvantage 

in terms of having to bear the risk. If one day there's kibble with integrated innovations, 

the demand for these products might decrease." 

Prospective Customer Store 6 

 

"The advantage seems to be helping solve customer problems that aren't as 

serious as pets having diseases, such as supplements for bone and skin nourishment. 

These supplements can help solve customer problems in this area. As for disadvantages, 

I don't think there are any, but there is one observation that sometimes we might need 

to study these more, learn more about these supplements to be able to explain or 

recommend them to customers." 

Prospective Customer Store 7 
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Table 4.36 Content Analysis of Prospective Customers' Opinions on the Advantages of 

Introducing Innovative Pet Supplements from New Suppliers in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

PC1 The advantage is that we have a variety of 

product options for customers. At the very least, 

when customers come to us, we have sufficient 

products to meet their purchasing needs during 

a single visit to the store. 

Advantage 

Diverse/ 

Provides  

options for 

consumers 

Positive 

Attitude 

PC2 The advantage is that it seems like an alternative 

to taking medication. It appears to be more 

about prevention than treatment. 

Advantage 

Diverse/ 

Provides  

options for 

consumers 

Positive 

Attitude 

PC3 The advantage is that we have a comprehensive 

range of products that can meet the needs of all 

customer groups. 

Advantage 

Diverse/ 

Provides  

options for 

consumers 

Positive 

Attitude 

PC4 The advantage is that it may be an option for 

people with cats or dogs that are picky eaters. 

They might choose to buy this. 

Advantage 

Diverse/ 

Provides  

options for 

consumers 

Positive 

Attitude 

PC6 The advantage is that we will have more product 

SKUs, giving customers a variety of options. 

Advantage 

Diverse/ 

Provides  

options for 

consumers 

Positive 

Attitude 
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PC5 The advantage is that if the product meets their 

needs, it's good for customers. Customers will 

get quality products that help promote health or 

prevent diseases in their pets. 

Advantage 

Shows 

results, 

beneficial 

for pets 

Positive 

Attitude 

PC7 The advantage seems to be helping solve 

customer problems that aren't as serious as pets 

having diseases, such as supplements for bone 

and skin nourishment. These supplements can 

help solve customer problems in this area. 

Advantage 

Shows 

results, 

beneficial 

for pets 

Positive 

Attitude 

 

Table 4.37 Content Analysis of Prospective Customers' Opinions on the Disadvantages 

of Introducing Innovative Pet Supplements from New Suppliers in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

PC4 But the disadvantage is that some customers 

think, 'Okay, my dog already eats normally, my 

cat eats everything normally,' so they might not 

feel the need for additional supplements. This 

loses opportunities with these customers 

because when we try to push sales, it becomes 

difficult as their pets already eat normally or 

don't need specific nourishment in this area. 

Disadvantage 

Products are 

unnecessary/ 

excessive 

Negative 

Attitude 

PC6 The disadvantage is that during certain trends 

or periods when customers don't have 

awareness or feel it's unnecessary because 

some kibble already includes features like coat 

nourishment or bone support. This might be a 

disadvantage in terms of having to bear the 

risk. If one day there's kibble with integrated 

Disadvantage 

Products are 

unnecessary/ 

excessive 

Negative 

Attitude 
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innovations, the demand for these products 

might decrease. 

PC1 The disadvantage might be competition in 

online channels—nowadays, everyone wants 

to order from e-commerce because promotions 

are better than in physical stores. Physical 

stores have to bear the burden of product shelf 

life and inventory, which puts them at a 

disadvantage in this regard. 

Disadvantage  

High 

competition  

in online  

channels 

Negative 

Attitude 

PC2 As for disadvantages, some people might feel 

that when they don't know about it, it may seem 

unnecessary to purchase. Thai people don't 

have much awareness or access to this yet, 

which is why this market is still relatively new. 

Disadvantage 

Limited 

access/ 

awareness of 

products 

Negative 

Attitude 

PC3 The disadvantage might be the need for clear 

ingredient labeling on the products. This needs 

to be clearly indicated on the product because 

sometimes the product might be excellent, but 

pets may be allergic to certain ingredients. If 

pets consume it and something happens to 

them, the store will suffer damage, so clarity in 

this aspect is necessary. 

Disadvantage 

Correct 

product usage 

instructions/ 

sufficient 

information 

Negative 

Attitude 

PC5 The disadvantage is that it might be difficult to 

sell, and most of them are high-priced. 

Therefore, it comes down to high price and 

difficult sales. 

Disadvantage 

High price 

Negative 

Attitude 

PC7 As for disadvantages, I don't think there are 

any. 

No 

disadvantages 

Neutral 

Attitude 
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Figure 4.19 Content linkage diagram showing the opinions and attitudes of prospective 

customer entrepreneurs regarding advantages and disadvantages of introducing 

innovative pet supplement products from new suppliers in stores. 

 

 

4.10 Study Results on Subjective Norms of Pet Supply and Food Store 

Entrepreneurs 
Subjective Norms of Pet Supply and Food Store Entrepreneurs 

Towards Current Pet Supplement Product Suppliers 
4.10.1 Customer Opinions About Innovative Pet Supplement Products 

from Current Suppliers 
From interviews with 1 3  existing customers, it was found that opinions 

about innovative pet supplement products from current suppliers were positive, neutral, 

and negative, which can be summarized into the following main points: 

Positive Subjective Norms: Three informants expressed opinions about 

products from current suppliers, stating that customers who purchase products at their 

stores recognize the benefits of the products and see positive results from their pets' 

consumption. Meanwhile, two other informants commented that customers want to 

build awareness or receive more knowledge about pet supplement products. Therefore, 

customer awareness about the products has increased, but there is still a need to build 

understanding about the properties and benefits of the products. 
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Neutral Subjective Norms: Two informants commented that results from 

pets' consumption of products vary depending on each animal, and two other informants 

stated that most customers tend to buy products based on popular brands rather than 

considering the actual benefits, and that most customers have their own principles and 

ideas in selecting products. 

Negative Subjective Norms: Most informants (three people) commented 

that many customers view the products as expensive, making them hesitant to purchase. 

Meanwhile, one other informant noted that some customers misunderstand that 

supplements can be used to treat diseases and expect results similar to medication. 

Existing customers have positive opinions about innovative pet supplement 

products, viewing them as enhancing pet health, with some customers making repeat 

purchases after use. However, there are still challenges regarding price, customer 

awareness, and misunderstandings about supplements. The key informants stated that: 

 

" Most customers can utilize the products to their fullest potential, using 

them when they know there's a problem, need prevention. They have the opinion that it's 

good, necessary to buy, and they make repeat purchases." 

Existing Customer Store 6 

 

" It might meet their needs when their cats or dogs are sick. Receiving 

supplement products helps alleviate symptoms or makes their health stronger." 

Existing Customer Store 12 

 

"Customers already have a demand for products that have positive effects 

on the good health of their pets." 

Existing Customer Store 13 

 

"They need to build awareness about what current suppliers are producing 

in this product category and how it addresses their pets' needs. For some things, we 

need to educate customers because otherwise, they'll question whether the money they're 

spending is worth it." 

Existing Customer Store 7 
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" I think currently there's increasing awareness, and people view these 

products as something they want to try, to see if they're really effective. But sometimes 

I want to tell customers that trying might take some time—you won't see immediate 

results, but I'd like them to try." 

Existing Customer Store 11 

 

"It's not 100%. It's like with people—some try it and see improvement, but 

others try it and don't see results. The same applies to pets. For instance, some 

innovations claim to have nutrients that help reduce pet waste odor, but sometimes they 

can't deliver 100%. Some brands can do it, but there's another factor—different animals 

of the same species can have different outcomes. So you can't really say for sure. But 

the good thing is it adds options for customers, that's all. Whether it's good or not 

depends on if customers come back to buy more, which means it suits them. If they don't 

return, it means it's not okay." 

Existing Customer Store 2 

 

"They'll say it's better, or it's the same, and whether the pet eats it or not. As 

I said, it depends on each individual consumer. Whether it sells or not, the animal has 

to eat it too. No matter how good it is, if the animal doesn't eat it, they won't continue 

buying it." 

Existing Customer Store 10 

 

"Nowadays, customers already have their own ideas in mind. They'll listen 

to us just as a complement, that's all. So no matter what we say about the ingredients 

and their benefits for this and that, they already have their own ideas. In this era, 

everyone has their own approach, so we can't really tell them much about these things." 

Existing Customer Store 4 
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"Customers often buy according to popular brands advertised in the market. 

I have to say they buy based on belief rather than actual benefits. We're talking about 

products sold in pet shops, not veterinary hospitals. In veterinary hospitals, they don't 

buy based on promotions; they buy primarily based on function, with price being 

secondary." 

Existing Customer Store 5 

 

"Customers have concerns about using it initially due to the relatively high 

price. If they have to use it multiple times, they might not dare to make the decision. But 

we already persuade or recommend that with the expected efficiency, that's why it's 

high-priced. Most will try it first, and if they get good results, actually visible results, 

customers will be quite happy to continue purchasing." 

Existing Customer Store 1 

 

" Most of them think it's expensive, that's number one. Customers often 

wonder why it's expensive. They want their pets to eat it but feel it's expensive." 

Existing Customer Store 8 

 

"The opinion of most customers, especially those in provincial areas, is that 

they don't understand that it's an innovation, it's a supplement. The price is different 

from regular products. Customer opinions mostly relate to the price. As I mentioned 

earlier about the percentage, about 10% of customers ask about it, but only 1 in 10 will 

choose to buy it." 

Existing Customer Store 9 
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"They tend to see supplements as medicine, coming to find it when their pets 

have problems. In reality, supplements don't treat illnesses. We know this, but customers 

prefer that approach. They go to the vet, explain the condition, the vet gives medicine 

for the first round, but they don't go back to the vet, and instead use supplements. 

Supplements, as the name suggests, don't treat illnesses. This has an impact on 

customers—when they use it and the symptoms don't go away, they'll say they used it 

and didn't see any results." 

Existing Customer Store 3 

 

Table 4.38 Content Analysis of Customer Opinions About Innovative Pet Supplement 

Products from Current Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC6 Most customers can utilize the products to 

their fullest potential, using them when 

they know there's a problem, need 

prevention. They have the opinion that it's 

good, necessary to buy, and they make 

repeat purchases. 

Recognizing  

the benefits of 

supplements and 

positive results 

from pet 

consumption 

Positive 

Subjective 

Norm 

EC12 It might meet their needs when their cats or 

dogs are sick. Receiving supplement 

products helps alleviate symptoms or 

makes their health stronger. 

Recognizing the 

benefits of 

supplements and 

positive results 

from pet 

consumption 

Positive 

Subjective 

Norm 

EC13 Customers already have a demand for 

products that have positive effects on the 

good health of their pets. 

Recognizing the 

benefits of 

supplements and 

positive results 

Positive 

Subjective 

Norm 
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from pet 

consumption 

EC7 They need to build awareness about what 

current suppliers are producing in this 

product category and how it addresses their 

pets' needs. For some things, we need to 

educate customers because otherwise, 

they'll question whether the money they're 

spending is worth it. 

Want to build 

awareness/receive 

knowledge about 

products 

Positive 

Subjective 

Norm 

EC11 I think currently there's increasing 

awareness, and people view these products 

as something they want to try, to see if 

they're really effective. But sometimes I 

want to tell customers that trying might 

take some time—you won't see immediate 

results, but I'd like them to try. 

Want to build 

awareness/receive 

knowledge about 

products 

Positive 

Subjective 

Norm 

EC2 It's not 100%. It's like with people—some 

try it and see improvement, but others try 

it and don't see results. The same applies to 

pets. For instance, some innovations claim 

to have nutrients that help reduce pet waste 

odor, but sometimes they can't deliver 

100%. Some brands can do it, but there's 

another factor—different animals of the 

same species can have different outcomes. 

So you can't really say for sure. But the 

good thing is it adds options for customers, 

that's all. Whether it's good or not depends 

on if customers come back to buy more, 

which means it suits them. If they don't 

return, it means it's not okay. 

Cannot answer 

100%, results 

depend on each 

individual 

user/consumer 

Neutral 

Subjective 

Norm 
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EC10 They'll say it's better, or it's the same, and 

whether the pet eats it or not. As I said, it 

depends on each individual consumer. 

Whether it sells or not, the animal has to 

eat it too. No matter how good it is, if the 

animal doesn't eat it, they won't continue 

buying it. 

Cannot answer 

100%, results 

depend on each 

individual 

user/consumer 

Neutral 

Subjective 

Norm 

EC4 Nowadays, customers already have their 

own ideas in mind. They'll listen to us just 

as a complement, that's all. So no matter 

what we say about the ingredients and their 

benefits for this and that, they already have 

their own ideas. In this era, everyone has 

their own approach, so we can't really tell 

them much about these things. 

Customers have 

their own 

principles/ideas 

in product 

selection 

Neutral 

Subjective 

Norm 

EC5 Customers often buy according to popular 

brands advertised in the market. I have to 

say they buy based on belief rather than 

actual benefits. We're talking about 

products sold in pet shops, not veterinary 

hospitals. In veterinary hospitals, they 

don't buy based on promotions; they buy 

primarily based on function, with price 

being secondary. 

Buy according to 

popular 

advertised brands 

rather than 

benefits 

Neutral 

Subjective 

Norm 

EC1 Customers have concerns about using it 

initially due to the relatively high price. If 

they have to use it multiple times, they 

might not dare to make the decision. But 

we already persuade or recommend that 

with the expected efficiency, that's why it's 

high-priced. Most will try it first, and if 

Aware of price 

issues, think 

prices are 

high/expensive 

Negative 

Subjective 

Norm 
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they get good results, actually visible 

results, customers will be quite happy to 

continue purchasing. 

EC8 Most of them think it's expensive, that's 

number one. Customers often wonder why 

it's expensive. They want their pets to eat 

it but feel it's expensive. 

Aware of price 

issues, think 

prices are 

high/expensive 

Negative 

Subjective 

Norm 

EC9 The opinion of most customers, especially 

those in provincial areas, is that they don't 

understand that it's an innovation, it's a 

supplement. The price is different from 

regular products. Customer opinions 

mostly relate to the price. As I mentioned 

earlier about the percentage, about 10% of 

customers ask about it, but only 1 in 10 will 

choose to buy it. 

Aware of price 

issues, think 

prices are 

high/expensive 

Negative 

Subjective 

Norm 

EC3 They tend to see supplements as medicine, 

coming to find it when their pets have 

problems. In reality, supplements don't 

treat illnesses. We know this, but 

customers prefer that approach. They go to 

the vet, explain the condition, the vet gives 

medicine for the first round, but they don't 

go back to the vet, and instead use 

supplements. Supplements, as the name 

suggests, don't treat illnesses. This has an 

impact on customers—when they use it 

and the symptoms don't go away, they'll 

say they used it and didn't see any results. 

Misunderstand 

that supplements 

are medications 

for treatment 

Negative 

Subjective 

Norm 
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Figure 4.20 Content linkage diagram showing the opinions and subjective norms of 

customers regarding innovative pet supplement products from current suppliers. 

 

4.10.2 Effect of Recommendations from Veterinarians, Experts, or 
Connections on Decision-Making in Bringing or Ordering Innovative Pet 
Supplement Products for Sale in Stores 

From interviews with 13 existing customer informants, it was found that 5 

informants responded that recommendations from veterinarians, experts, or connections 

have a significant effect on the decision to bring innovative pet supplement products for 

sale in their stores. At the same time, 5 informants responded that recommendations 

from veterinarians, experts, or connections do affect their decision to bring products for 

sale in their stores, but there are other factors that must be considered as well, such as 

customer demand, product characteristics, marketing, price, and other related factors. 

Additionally, 2 informants had never received direct recommendations from 

veterinarians or experts to sell products, but were recommended to use the products with 

their pets. Therefore, they selected products based on their personal experience first, and 

after seeing good results, they brought the products for sale in their stores. One 

informant viewed that recommendations from veterinarians or experts do affect the 

decision to bring products for sale in the store, but the product selection decision 

depends on the store's own measures, sales trials, and marketing rather than 

recommendations from experts. The key informants stated that: 
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"I would say regarding this matter, it's about 60-70% influential, because 

we have to give credit to doctors, pharmacists, or veterinarians. They've graduated in 

this field. We take information from veterinarians or anyone with more knowledge than 

us—we have to acknowledge that. We study it further and filter it again. But if you ask 

whether there are factors that make us stock a product, then definitely yes." 

Existing Customer Store 4 

 

"For this question, normally our store holds academic seminars, and the 

store already has a team of doctors. When the medical team learns about information, 

they look at related products that can be sold in the store. Then they bring in these 

products or help select them for the store to meet the needs of customers who are looking 

for them. We can provide additional recommendations to customers because some 

customers may not know about this aspect. Our store staff can provide additional 

recommendations." 

Existing Customer Store 7 

 

"Yes, a lot. As I'm a veterinarian who opened a store, most people who bring 

products are like brothers and sisters, you know? It's like seniors and juniors. They'll 

say, 'Please help me out, please promote this a bit,' something like that. Most of the time, 

we feel considerate towards them, so we help stock it, we help promote it, because 

they're acquaintances, connections, you know." 

Existing Customer Store 10 

 

"It has an effect because if these supplement products are sold in leading 

animal hospitals and such, if our store has them, customers will have confidence, 

thinking, 'Oh, I've seen this product in many places, including animal hospitals. It must 

be good or beneficial, that's why they sell it.'" 

Existing Customer Store 12 
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"Actually, if a company has sales representatives or an academic team that 

includes veterinarians, it's quite credible and makes our decision easier, due to their 

information and direct knowledge about the product in terms of medical aspects. It 

contributes to the decision-making process more effectively than companies without 

experts or veterinarians, especially for supplement groups." 

Existing Customer Store 13 

 

"It has an effect. There are people who recommend, including doctors hired 

by the store, those who have used it at other hospitals, who recommend that this is good. 

The factors that make us decide to bring it in are, first, branding; second, the 

effectiveness of that product from testimonials of people who have used it; and another 

is the price, which must be reasonable, not excessively high." 

Existing Customer Store 1 

 

"Yes, it has an effect in terms of the credibility of the product being 

introduced to the store. At the very least, the manufacturer should have an internal team 

of veterinarians or experts; otherwise, we wouldn't believe the product could be a 

supplement. It does affect the decision, but it's just one of the factors in the decision. 

Because, in reality, there are other factors to consider as well. It's not to the extent of 

deciding whether to buy it or not." 

Existing Customer Store 5 

 

"Sales staff or even company executives often have backgrounds as doctors. 

So, it's normal for the organizational culture of pharmaceutical companies or 

supplement product companies. But this factor, or product quality, isn't the only factor 

in bringing products into the store. Since our store is quite large in scale, we have 

verification and confirmation processes, such as considering quality, the brand's market 

position, and the marketing support from suppliers or products to be sold." 

Existing Customer Store 6 
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"When they come to present, after the presentation, when we decide whether 

to bring this product to sell in our store, we also need to discuss with the doctor at the 

store first. We let the doctor listen first to determine if this product is suitable for our 

younger pets, if it's too much, if it's needed, or if it's too expensive, and whether there's 

customer demand for it." 

Existing Customer Store 8 

 

"For most brands before they come to sell, they usually present first, 

whether it's a sales representative who may have graduated in veterinary medicine or a 

direct supplier. We get this information, which definitely affects the decision. The main 

factors for our decision-making include packaging, properties, and the differentiation 

from products we already have. If it's truly different, it comes in, but if it's too similar 

in terms of price range, quality, everything, we might pass for now." 

Existing Customer Store 9 

 

"No one has ever recommended what to sell, but they have only suggested 

which ones are good to use. We find and buy them ourselves, like this. And it's like we 

use it ourselves, it's good, so we sell it at the store, something like that." 

Existing Customer Store 3 

 

"It does have an effect. For myself, for example, I have many pets, dogs and 

cats at home. Certainly, when we meet veterinarians, they'll say, 'Try switching to this 

one, this is good, it helps with this, supplements that.' It makes us research more and try 

it with our pets. And when we see results, I try selling it at the store because we think 

that if we've tried it and seen results, customers who buy it for their pets might get the 

same results as we did." 

Existing Customer Store 11 

 

"Normally, each year, large suppliers organize seminars. First, seminars 

for business owners, and second, if the business owner is open-minded, they will come 

to introduce products to staff at branches through explanations. They come for 

meetings, learning, and explaining the products. The supplier has a considerable effect 
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in activating itself. But when it comes to the final decision, what is it based on? Our 

measure is sales testing. If within 6 months your product doesn't grow, it means it can't 

go on. So we need to negotiate what to do next. Will you have a promotion? Should we 

try for another 6 months? Will there be a promotion or what? We'll discuss further. But 

if we try promotions and it still doesn't push, then it can't continue." 

Existing Customer Store 2 

 

Table 4.39 Content Analysis of Subjective Norms of Existing Customer Entrepreneurs 

Regarding the Effect of Recommendations from Veterinarians, Experts, or Connections 

on Decision-Making in Bringing or Ordering Innovative Pet Supplement Products for 

Sale in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword Coding Category 

EC4 I would say regarding this matter, it's 

about 60-70% influential, because we 

have to give credit to doctors, 

pharmacists, or veterinarians. They've 

graduated in this field. We take 

information from veterinarians or anyone 

with more knowledge than us—we have 

to acknowledge that. We study it further 

and filter it again. But if you ask whether 

there are factors that make us stock a 

product, then definitely yes. 

Recommendations  

from  

veterinarians,  

experts,  

connections  

have an effect  

on purchasing  

decisions 

Positive 

Subjective 

Norm 

EC7 For this question, normally our store 

holds academic seminars, and the store 

already has a team of doctors. When the 

medical team learns about information, 

they look at related products that can be 

sold in the store. Then they bring in these 

products or help select them for the store 

Recommendations  

from  

veterinarians,  

experts,  

connections  

have an effect  

on purchasing  

Positive 

Subjective 

Norm 



Jirapat Chalermbongkot                                                                                                                              Results / 148 

to meet the needs of customers who are 

looking for them. We can provide 

additional recommendations to 

customers because some customers may 

not know about this aspect. Our store 

staff can provide additional 

recommendations. 

decisions 

EC10 Yes, a lot. As I'm a veterinarian who 

opened a store, most people who bring 

products are like brothers and sisters, you 

know? It's like seniors and juniors. 

They'll say, 'Please help me out, please 

promote this a bit,' something like that. 

Most of the time, we feel considerate 

towards them, so we help stock it, we 

help promote it, because they're 

acquaintances, connections, you know. 

Recommendations  

from  

veterinarians,  

experts,  

connections  

have an effect  

on purchasing  

decisions 

Positive 

Subjective 

Norm 

EC12 It has an effect because if these 

supplement products are sold in leading 

animal hospitals and such, if our store has 

them, customers will have confidence, 

thinking, 'Oh, I've seen this product in 

many places, including animal hospitals. 

It must be good or beneficial, that's why 

they sell it.' 

Recommendations  

from  

veterinarians,  

experts,  

connections  

have an effect  

on purchasing  

decisions 

Positive 

Subjective 

Norm 

EC13 Actually, if a company has sales 

representatives or an academic team that 

includes veterinarians, it's quite credible 

and makes our decision easier, due to 

their information and direct knowledge 

about the product in terms of medical 

Recommendations  

from  

veterinarians,  

experts,  

connections  

have an effect  

Positive 

Subjective 

Norm 
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aspects. It contributes to the decision-

making process more effectively than 

companies without experts or 

veterinarians, especially for supplement 

groups. 

on purchasing  

decisions 

EC1 It has an effect. There are people who 

recommend, including doctors hired by 

the store, those who have used it at other 

hospitals, who recommend that this is 

good. The factors that make us decide to 

bring it in are, first, branding; second, the 

effectiveness of that product from 

testimonials of people who have used it; 

and another is the price, which must be 

reasonable, not excessively high. 

It has an effect on 

decision-making, 

but there are other 

factors to consider, 

such as customer 

demand, products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 

EC5 Yes, it has an effect in terms of the 

credibility of the product being 

introduced to the store. At the very least, 

the manufacturer should have an internal 

team of veterinarians or experts; 

otherwise, we wouldn't believe the 

product could be a supplement. It does 

affect the decision, but it's just one of the 

factors in the decision. Because, in 

reality, there are other factors to consider 

as well. It's not to the extent of deciding 

whether to buy it or not. 

It has an effect on 

decision-making, 

but there are other 

factors  

to consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 

EC6 Sales staff or even company executives 

often have backgrounds as doctors. So, 

it's normal for the organizational culture 

of pharmaceutical companies or 

It has an effect on 

decision-making, 

but there are other 

factors  

Neutral 

Subjective 

Norm 
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supplement product companies. But this 

factor, or product quality, isn't the only 

factor in bringing products into the store. 

Since our store is quite large in scale, we 

have verification and confirmation 

processes, such as considering quality, 

the brand's market position, and the 

marketing support from suppliers or 

products to be sold. 

to consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

EC8 When they come to present, after the 

presentation, when we decide whether to 

bring this product to sell in our store, we 

also need to discuss with the doctor at the 

store first. We let the doctor listen first to 

determine if this product is suitable for 

our younger pets, if it's too much, if it's 

needed, or if it's too expensive, and 

whether there's customer demand for it. 

It has an effect on 

decision-making, 

but there are other 

factors  

to consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 

EC9 For most brands before they come to sell, 

they usually present first, whether it's a 

sales representative who may have 

graduated in veterinary medicine or a 

direct supplier. We get this information, 

which definitely affects the decision. The 

main factors for our decision-making 

include packaging, properties, and the 

differentiation from products we already 

have. If it's truly different, it comes in, 

but if it's too similar in terms of price 

range, quality, everything, we might pass 

for now. 

It has an effect on 

decision-making, 

but there are other 

factors  

to consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 
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EC3 No one has ever recommended what to 

sell, but they have only suggested which 

ones are good to use. We find and buy 

them ourselves, like this. And it's like we 

use it ourselves, it's good, so we sell it at 

the store, something like that. 

Never received 

direct selling 

recommendations,  

but 

recommendations 

for use, study, and 

personal use, and 

when good results 

were seen, then 

brought for sale 

Neutral 

Subjective 

Norm 

EC11 It does have an effect. For myself, for 

example, I have many pets, dogs and cats 

at home. Certainly, when we meet 

veterinarians, they'll say, 'Try switching 

to this one, this is good, it helps with this, 

supplements that.' It makes us research 

more and try it with our pets. And when 

we see results, I try selling it at the store 

because we think that if we've tried it and 

seen results, customers who buy it for 

their pets might get the same results as 

we did. 

Never received 

direct selling 

recommendations,  

but 

recommendations 

for use, study, and 

personal use, and 

when good results 

were seen, then 

brought for sale 

Neutral 

Subjective 

Norm 

EC2 Normally, each year, large suppliers 

organize seminars. First, seminars for 

business owners, and second, if the 

business owner is open-minded, they will 

come to introduce products to staff at 

branches through explanations. They 

come for meetings, learning, and 

explaining the products. The supplier has 

a considerable effect in activating itself. 

But when it comes to the final decision, 

It has an effect on 

decision-making, 

but depends on the 

store's own 

considerations/ 

measures 

Neutral 

Subjective 

Norm 
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what is it based on? Our measure is sales 

testing. If within 6 months your product 

doesn't grow, it means it can't go on. So 

we need to negotiate what to do next. 

Will you have a promotion? Should we 

try for another 6 months? Will there be a 

promotion or what? We'll discuss further. 

But if we try promotions and it still 

doesn't push, then it can't continue. 

 

 
Figure 4.21 Content linkage diagram showing the subjective norms of existing 

customer entrepreneurs regarding the effect of recommendations from veterinarians, 

experts, or connections on decision-making in bringing or ordering innovative pet 

supplement products for sale in stores. 

 

4.10.3 Effects of Expert or Regular Customer Opinions on Decision-
Making for Ordering Innovative Pet Supplement Products for Sale in Stores 

From interviews with 13 existing customers, it was found that opinions of 

experts and regular customers affect the decision to order innovative pet supplement 

products for stores. These can be divided into 2 main groups: 

Positive Subjective Norms: 11 informants in this group believe that opinions 

of regular customers and experts have a significant effect on product ordering decisions. 

This is because regular customers are the group that actually uses the products and tends 

to make repeat purchases. If there is high demand for products or many inquiries, the 
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stores will try to find products to meet these needs. Additionally, recommendations from 

experts such as veterinarians or knowledgeable sales representatives help store owners 

better understand the products and explain them to customers. This enables stores to 

serve customers more effectively and build customer confidence. 

Neutral Subjective Norms: 2 informants in this group view that while 

opinions of experts and regular customers do affect decision-making, they are not the 

main factors in selecting products for the store. Stores must consider other factors such 

as brand credibility, price structure, cost of sales, and marketing capabilities. If products 

do not have customer demand or are priced too high, they may not be brought in for 

sale. 

From the information received, it can be concluded that opinions of experts 

and regular customers significantly affect store decisions, especially when there is 

continuous demand from regular customers. However, stores still need to consider other 

factors before introducing products for sale. The key informants stated that: 

 

"It has an effect. If customers come to request more, looking from the 

customer's perspective, if the product reaches customers and customers come to ask for 

it at the store, the store will try to find that product." 

Existing Customer Store 1 

 

"Regular customers have an effect. We look at it simply: if a product that 

regular customers buy has a positive trend, not stagnant, repeat purchases or continued 

sales will certainly happen normally." 

Existing Customer Store 2 

 

"It has a big effect because dogs and cats can't speak. Most owners probably 

use their imagination—once they feed it, they tend to immediately think it's good. But 

that's the response after using it. If we ask if they haven't started using it yet, they will 

look at regular customers' referrals or recommendations before they begin to open their 

minds. And if they use it and see results, they will make repeat purchases and continue 

using it." 

Existing Customer Store 3 
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"It has an effect. The opinions of experts who come in are like 

recommendations, helping to explain the product so we understand before 

communicating further with customers." 

Existing Customer Store 4 

 

"It has a significant effect if customers demand it. This really has an impact. 

If a customer group emerges, this product will be like an express lane, coming in before 

others. Customer influence is very strong." 

Existing Customer Store 6 

 

"I actually think it has an effect because everyone primarily focuses on 

sales. In terms of having someone provide understanding and knowledge, and being 

able to bring this product in for sale, our store can provide more targeted service than 

if we didn't have this information." 

Existing Customer Store 7 

 

"Between expert recommendations and regular customer groups, we prefer 

to listen to opinions from regular customer groups because that's really what they want, 

what they're looking for. From the store's perspective, we can sell if customers ask about 

it frequently. Even if it's a similar product or one that already exists, but we haven't 

brought it in yet, and customers frequently ask about it, we need to bring it in. That will 

be the main reason." 

Existing Customer Store 9 

 

"Yes, yes. If the person speaking is a doctor or something like that, I would 

believe them more and would decide to buy more easily if a doctor speaks or gives 

recommendations to us. Definitely." 

Existing Customer Store 10 

 

 

 



College of Management, Mahidol University                                                        M.M (Business Management) / 155 

"This is certain because when customers come to ask, it's like, first, if we 

sell something we have—not just for customers, but when customers buy from us, that's 

good, right? But one thing is that we want the dogs and cats that are near us, who buy 

from us, to have good health too." 

Existing Customer Store 11 

 

"It has an effect. If there are any supplement products that customers 

frequently inquire about and buy often, we will bring them back to sell in larger 

quantities to ensure we have enough to meet customer demand." 

Existing Customer Store 12 

 

"Actually, for companies that have sales representatives visiting, if they are 

veterinarians, the answer would be similar to the previous question: it makes our 

decision easier. When we have technical questions, they can answer them. For example, 

if customers have asked us something, we can ask the veterinarian, and they can answer 

our questions. And with these questions and answers, we can prepare to respond in the 

same way to customer inquiries. This has quite an effect on decision-making." 

Existing Customer Store 13 

 

"Oh yes, it does affect the decision-making, but to be honest, from the store's 

perspective, it's not the main factor. What are the main factors in our ordering 

decisions? One is brand credibility, because if stores buy products that don't sell, no 

matter how good they are, the store can't survive, right? Second would be price 

structure, because if products are good but don't generate profit, there's no point in 

selling them. Third might be expert recommendations, but since these are supplement 

products, I think the chance that products aren't developed by experts or don't have a 

veterinary team at all is very small. I mean, suppose there are 10 vendors offering 

products, at least they must be veterinarians themselves, or if not, they must have 

university backing or something. So from my perspective, I don't see much difference in 

whether having expert backing has a major effect on purchasing decisions, because 

everyone has this aspect." 

Existing Customer Store 5 
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"Do sales representatives who are veterinarians, or our veterinarians who 

recommend, or their opinions have an effect? Yes, they do, but we also consider other 

factors, such as whether customers want it. It's true that this product may be good, but 

if customers never ask about it, and the price is expensive, and after bringing it in, will 

the supplier take responsibility? Can we claim the product or not?" 

Existing Customer Store 8 

 

Table 4.40 Content Analysis of Subjective Norms of Existing Customer Entrepreneurs 

Regarding the Effect of Expert or Regular Customer Opinions on Decision-Making for 

Ordering Innovative Pet Supplement Products for Sale in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 It has an effect. If customers come to request 

more, looking from the customer's 

perspective, if the product reaches customers 

and customers come to ask for it at the store, 

the store will try to find that product. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC2 Regular customers have an effect. We look at 

it simply: if a product that regular customers 

buy has a positive trend, not stagnant, repeat 

purchases or continued sales will certainly 

happen normally. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC3 It has a big effect because dogs and cats can't 

speak. Most owners probably use their 

imagination—once they feed it, they tend to 

immediately think it's good. But that's the 

response after using it. If we ask if they 

haven't started using it yet, they will look at 

regular customers' referrals or 

recommendations before they begin to open 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 
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their minds. And if they use it and see results, 

they will make repeat purchases and continue 

using it. 

EC4 It has an effect. The opinions of experts who 

come in are like recommendations, helping to 

explain the product so we understand before 

communicating further with customers. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC6 It has a significant effect if customers demand 

it. This really has an impact. If a customer 

group emerges, this product will be like an 

express lane, coming in before others. 

Customer influence is very strong. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC7 I actually think it has an effect because 

everyone primarily focuses on sales. In terms 

of having someone provide understanding 

and knowledge, and being able to bring this 

product in for sale, our store can provide more 

targeted service than if we didn't have this 

information. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC9 Between expert recommendations and 

regular customer groups, we prefer to listen 

to opinions from regular customer groups 

because that's really what they want, what 

they're looking for. From the store's 

perspective, we can sell if customers ask 

about it frequently. Even if it's a similar 

product or one that already exists, but we 

haven't brought it in yet, and customers 

frequently ask about it, we need to bring it in. 

That will be the main reason. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 
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EC10 Yes, yes. If the person speaking is a doctor or 

something like that, I would believe them 

more and would decide to buy more easily if 

a doctor speaks or gives recommendations to 

us. Definitely. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC11 This is certain because when customers come 

to ask, it's like, first, if we sell something we 

have—not just for customers, but when 

customers buy from us, that's good, right? But 

one thing is that we want the dogs and cats 

that are near us, who buy from us, to have 

good health too. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC12 It has an effect. If there are any supplement 

products that customers frequently inquire 

about and buy often, we will bring them back 

to sell in larger quantities to ensure we have 

enough to meet customer demand. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 

EC13 Actually, for companies that have sales 

representatives visiting, if they are 

veterinarians, the answer would be similar to 

the previous question: it makes our decision 

easier. When we have technical questions, 

they can answer them. For example, if 

customers have asked us something, we can 

ask the veterinarian, and they can answer our 

questions. And with these questions and 

answers, we can prepare to respond in the 

same way to customer inquiries. This has 

quite an effect on decision-making. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions 

Positive 

Subjective 

Norm 
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EC5 Oh yes, it does affect the decision-making, 

but to be honest, from the store's perspective, 

it's not the main factor. What are the main 

factors in our ordering decisions? One is 

brand credibility, because if stores buy 

products that don't sell, no matter how good 

they are, the store can't survive, right? Second 

would be price structure, because if products 

are good but don't generate profit, there's no 

point in selling them. Third might be expert 

recommendations, but since these are 

supplement products, I think the chance that 

products aren't developed by experts or don't 

have a veterinary team at all is very small. I 

mean, suppose there are 10 vendors offering 

products, at least they must be veterinarians 

themselves, or if not, they must have 

university backing or something. So from my 

perspective, I don't see much difference in 

whether having expert backing has a major 

effect on purchasing decisions, because 

everyone has this aspect. 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

EC8 Do sales representatives who are 

veterinarians, or our veterinarians who 

recommend, or their opinions have an effect? 

Yes, they do, but we also consider other 

factors, such as whether customers want it. 

It's true that this product may be good, but if 

customers never ask about it, and the price is 

expensive, and after bringing it in, will the 

supplier take responsibility? Can we claim 

the product or not? 

Experts/regular 

customers 

have an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 
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Figure 4.22 Content linkage diagram showing the subjective norms of existing 

customer entrepreneurs regarding the effect of expert or regular customer opinions on 

decision-making for ordering innovative pet supplement products for sale in stores. 

 

4.10.4 Opinions on How Pet Supplement Product Suppliers Owned by 

Veterinarians or Experts Influence Product Consideration for Store Sales 
From interviews with 13 existing customers, it was found that opinions 

about brands or suppliers of innovative pet supplement products owned by veterinarians 

or experts affect the consideration of bringing products into stores. These can be 

summarized into 3 main groups: 

Positive Subjective Norms: 10 informants in this group believe that if the 

brand owner is a veterinarian or expert, it enhances product credibility and builds 

confidence for both stores and customers. This is because such products typically 

involve research, have experimental results, and receive medical certification before 

entering the market. Additionally, these products have formulations developed to meet 

pet needs, making it easier for stores to consider selling them. 

Neutral Subjective Norms: 2 informants view that while having 

veterinarians as brand owners affects their consideration, it is not the main factor in 

decision-making. Stores must also consider other factors such as marketing strategies, 

product differentiation compared to other brands, price structure, and product 

promotion. If products do not have clear distinguishing features or lack customer 

demand, stores may not bring them in for sale. 

Negative Subjective Norms: 1 informant believes that whether the brand 

owner is a veterinarian or not does not affect product consideration, as stores prioritize 

brands with international recognition instead. Regardless of changes in ownership or 

brand names, stores remain committed to the credibility of existing products. 
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Therefore, having veterinarians or experts as brand owners can increase 

product credibility and affect the consideration of bringing them into stores. However, 

stores need to consider other factors in decision-making to ensure products can be 

marketed effectively. The key informants stated that: 

 

"If the owner of a pet supplement product brand is a doctor, it will be more 

credible and make me feel more confident." 

Existing Customer Store 1 

 

"It's better because, at the very least, veterinarians should have knowledge, 

lab results, research, and better connections than ordinary people. They can seek lab 

testing, which adds credibility and increases brand interest." 

Existing Customer Store 3 

 

"As I mentioned, if they are veterinarians with knowledge and credibility, 

the weight of our belief or willingness to try is better than with regular sales 

representatives. Let's be straightforward about this. So there's a higher chance we'll 

discuss it and decide to stock it." 

Existing Customer Store 4 

 

"If it's a supplier at a scale where the owner is a doctor and has 

certifications, with reliable research backing, we give extra credit because it has 

provenance and greater credibility." 

Existing Customer Store 6 

 

"Having a veterinarian as the brand owner affects ordering products for 

store sales in terms of increased credibility. At the very least, they wouldn't be just 

anyone making this product—there must be research support and medical testing before 

releasing the product." 

Existing Customer Store 8 
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"To be honest, it has a significant impact, whether it's supplements, dry food, 

wet food, or anything else. If it's developed by a veterinarian, I'll give it special 

consideration because, frankly speaking, they definitely have knowledge. And with our 

store's main target being the care of our customers' pets, when products in the same 

category are formulated by veterinarians, we have more trust and belief that they should 

be good. It's quite significant." 

Existing Customer Store 9 

 

"I view this as definitely more credible because, first, they are veterinarians 

with specialized knowledge. There's certainly a guarantee that what they produce or 

make probably comes from research and study. I think this ensures safety for pets." 

Existing Customer Store 11 

 

"For considering that particular supplement product, right? If it's certified 

by veterinarians or the brand owner is directly a veterinarian, I think it has considerable 

credibility. We would likely try selling it in our store." 

Existing Customer Store 12 

 

"Actually, it already has quite an effect. For companies where the brand 

owner is a veterinarian, it's certain that their team must include quite skilled people. So 

I think they have an advantage in terms of credibility over other companies that don't 

have veterinarians or that outsource production to others." 

Existing Customer Store 13 

 

"As I answered in the previous question, it has an effect, but there are other 

contributing factors as well. And regarding brand owners being veterinarians, or 

needing to have a veterinary team, or university backing, this is actually something that 

seems to be required for every organization or brand already." 

Existing Customer Store 5 

 

 



College of Management, Mahidol University                                                        M.M (Business Management) / 163 

"I think the advantage of having veterinarians or medical experts or 

researchers who create their own products is that we can be confident in the research 

before they manufacture and sell products. But this is just one aspect; there are other 

aspects to consider, such as marketing—how to make customers interested to what 

extent, for example." 

Existing Customer Store 7 

 

"It's more credible than ordinary people, but we should discuss first what 

makes it good. Usually, they'll explain how their product is better than others, which 

tends to be repetitive. But we need to see how this brand is better than others—

ingredients, price structure, marketing, promotion—we might look at many 

components." 

Existing Customer Store 10 

 

"No, because in this industry, we know the brands. Global brands have 

major players, and even if they change owners or names, we still know which company 

is the representative for which product or brand. We primarily focus on the brand itself." 

Existing Customer Store 2 

 

Table 4.41 Content Analysis of Subjective Norms of Existing Customer Entrepreneurs 

Regarding Opinions on How Pet Supplement Product Suppliers Owned by 

Veterinarians or Experts Influence Product Consideration for Store Sales 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 If the owner of a pet supplement product brand 

is a doctor, it will be more credible and make 

me feel more confident. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 
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EC3 It's better because, at the very least, 

veterinarians should have knowledge, lab 

results, research, and better connections than 

ordinary people. They can seek lab testing, 

which adds credibility and increases brand 

interest. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC4 As I mentioned, if they are veterinarians with 

knowledge and credibility, the weight of our 

belief or willingness to try is better than with 

regular sales representatives. Let's be 

straightforward about this. So there's a higher 

chance we'll discuss it and decide to stock it. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC6 If it's a supplier at a scale where the owner is a 

doctor and has certifications, with reliable 

research backing, we give extra credit because 

it has provenance and greater credibility. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC8 Having a veterinarian as the brand owner 

affects ordering products for store sales in 

terms of increased credibility. At the very 

least, they wouldn't be just anyone making this 

product—there must be research support and 

medical testing before releasing the product. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC9 To be honest, it has a significant impact, 

whether it's supplements, dry food, wet food, 

or anything else. If it's developed by a 

veterinarian, I'll give it special consideration 

because, frankly speaking, they definitely 

have knowledge. And with our store's main 

target being the care of our customers' pets, 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 
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when products in the same category are 

formulated by veterinarians, we have more 

trust and belief that they should be good. It's 

quite significant. 

EC11 I view this as definitely more credible because, 

first, they are veterinarians with specialized 

knowledge. There's certainly a guarantee that 

what they produce or make probably comes 

from research and study. I think this ensures 

safety for pets. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC12 For considering that particular supplement 

product, right? If it's certified by veterinarians 

or the brand owner is directly a veterinarian, I 

think it has considerable credibility. We would 

likely try selling it in our store. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC13 Actually, it already has quite an effect. For 

companies where the brand owner is a 

veterinarian, it's certain that their team must 

include quite skilled people. So I think they 

have an advantage in terms of credibility over 

other companies that don't have veterinarians 

or that outsource production to others. 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 

EC5 As I answered in the previous question, it has 

an effect, but there are other contributing 

factors as well. And regarding brand owners 

being veterinarians, or needing to have a 

veterinary team, or university backing, this is 

actually something that seems to be required 

for every organization or brand already. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 
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EC7 I think the advantage of having veterinarians 

or medical experts or researchers who create 

their own products is that we can be confident 

in the research before they manufacture and 

sell products. But this is just one aspect; there 

are other aspects to consider, such as 

marketing—how to make customers interested 

to what extent, for example. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

EC10 It's more credible than ordinary people, but we 

should discuss first what makes it good. 

Usually, they'll explain how their product is 

better than others, which tends to be repetitive. 

But we need to see how this brand is better 

than others—ingredients, price structure, 

marketing, promotion—we might look at 

many components. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

EC2 No, because in this industry, we know the 

brands. Global brands have major players, and 

even if they change owners or names, we still 

know which company is the representative for 

which product or brand. We primarily focus on 

the brand itself. 

Has no effect 

on purchasing 

decisions, as 

the focus is 

on brand 

recognition 

Negative 

Subjective 

Norm 

 

 
Figure 4.23 Content linkage diagram showing the subjective norms of existing 

customer entrepreneurs regarding opinions on how pet supplement product suppliers 

owned by veterinarians or experts influence product consideration for store sales. 
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Subjective Norms of Pet Supply and Food Store Entrepreneurs 
Towards New Pet Supplement Product Suppliers 

4.10.5 Customer Opinions on Innovative Pet Supplement Products in 

General 
From interviews with 7 prospective customers, it was found that opinions 

about innovative pet supplement products in general can be divided into 3 main groups: 

Positive Subjective Norms: 3 informants viewed pet supplements as 

beneficial, providing good results from consumption which help promote health and 

solve health problems of pets. Target customers with knowledge and high purchasing 

power are willing to invest in such products. 

Neutral Subjective Norms: Informants in this group had neutral 

perspectives. 2 informants believed that product results depend on each individual pet 

and the dosage received—some showing clear results while others showing no 

difference. Another informant stated that many customers often research information 

and already have products in mind before making a purchase decision. 

Negative Subjective Norms: 1 informant viewed pet supplements as 

expensive, causing many customers to hesitate to try new products. 

Therefore, innovative pet supplement products are accepted by prospective 

customer store entrepreneurs, but purchasing decisions depend on various factors such 

as purchasing power, confidence in results, and product pricing. The key informants 

stated that: 

 

"Actually, since they're in the premium market, they seek results or good 

health for their pets. In one meal, no household would give only dry food. It's like they 

want to give their pets the best, so they add everything because they already have the 

purchasing power to do so. At a minimum, it's probiotics or immune supplements, skin 

supplements, things like that sell well. There's no question of 'why buy' or 'what to buy.' 

Or it might be because the B+ market segment that exists already has good knowledge 

about dog care. Like, they buy dogs for a hundred thousand baht each, so they wouldn't 

want to raise their pets in a not-okay way." 

Prospective Customer Store 2 
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"Customers who really love their pets or have pets of certain breeds are 

willing to spend money on these supplements to nourish their pets because they have the 

spending power, and the results from using them are satisfactory." 

Prospective Customer Store 3 

 

"Well, customers are okay with it. When they buy it, they might not see 

immediate results, but if they feel that their pets eat it and complete the dosage, and they 

see that their pets' health improves, they will come back to make repeat purchases. We 

also ask for feedback: Does the pet like it? Can the pet eat it? If they say, 'Yes, they eat 

it, they really like it,' that's good, and they come back to buy again." 

Prospective Customer Store 4 

 

"Eat and get results, eat and don't get results. Not getting results means not 

eating enough; getting results means eating the complete amount as recommended on 

the back of the package. Some serious supplements specify and recommend how much 

a pet weighing a certain amount should eat per day and how long they need to eat it 

continuously to see results. Some households will immediately think that they've tried it 

before and didn't see results, so this one won't have results either, and they'll choose 

regular lickable creams in various flavors for taste instead. Or some households will 

think right away that this won't help; if you really want help, you have to go to the vet—

it has to be medicine prescribed by the vet. That's the general opinion of customers." 

Prospective Customer Store 6 

 

"Regarding customer opinions, they're clearly divided into two groups. The 

first group consists of customers with positive feedback, meaning it actually works. 

Suppose it's a vitamin supplement for coat nourishment or something like that—they say 

they see results: soft coat, beautiful coat, significantly less shedding. The other group is 

the type that says it's neither good nor bad, just the same. 'I don't see that it's like this, I 

don't see that it's like that.'" 

Prospective Customer Store 7 
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"Most customers already have something in mind from home about what 

they want to buy. For supplements, they mostly ask for bone and joint supplements. We 

think that nowadays, everyone studies information more, as everyone can access more 

and deeper information. They already have something in mind, but sometimes they 

might want to compare, so they come to ask, try switching back and forth, and then 

they'll choose what they want to use." 

Prospective Customer Store 1 

 

"Supplements are expensive, so they don't dare to try them." 

Prospective Customer Store 5 

 

Table 4.42 Content Analysis of Customer Opinions on Innovative Pet Supplement 

Products in General 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC2 Actually, since they're in the premium 

market, they seek results or good health for 

their pets. In one meal, no household would 

give only dry food. It's like they want to give 

their pets the best, so they add everything 

because they already have the purchasing 

power to do so. At a minimum, it's probiotics 

or immune supplements, skin supplements, 

things like that sell well. There's no question 

of 'why buy' or 'what to buy.' Or it might be 

because the B+ market segment that exists 

already has good knowledge about dog care. 

Like, they buy dogs for a hundred thousand 

baht each, so they wouldn't want to raise their 

pets in a not-okay way. 

Recognizing 

the benefits of 

supplements 

and positive 

results from pet 

consumption 

Positive 

Subjective 

Norm 
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PC3 Customers who really love their pets or have 

pets of certain breeds are willing to spend 

money on these supplements to nourish their 

pets because they have the spending power, 

and the results from using them are 

satisfactory. 

Recognizing 

the benefits of 

supplements 

and positive 

results from pet 

consumption 

Positive 

Subjective 

Norm 

PC4 Well, customers are okay with it. When they 

buy it, they might not see immediate results, 

but if they feel that their pets eat it and 

complete the dosage, and they see that their 

pets' health improves, they will come back to 

make repeat purchases. We also ask for 

feedback: Does the pet like it? Can the pet eat 

it? If they say, 'Yes, they eat it, they really 

like it,' that's good, and they come back to 

buy again. 

Recognizing 

the benefits of 

supplements 

and positive 

results from pet 

consumption 

Positive 

Subjective 

Norm 

PC6 Eat and get results, eat and don't get results. 

Not getting results means not eating enough; 

getting results means eating the complete 

amount as recommended on the back of the 

package. Some serious supplements specify 

and recommend how much a pet weighing a 

certain amount should eat per day and how 

long they need to eat it continuously to see 

results. Some households will immediately 

think that they've tried it before and didn't see 

results, so this one won't have results either, 

and they'll choose regular lickable creams in 

various flavors for taste instead. Or some 

households will think right away that this 

won't help; if you really want help, you have 

to go to the vet—it has to be medicine 

Cannot  

answer 100%, 

results depend 

on each 

individual 

user/consumer 

Neutral 

Subjective 

Norm 
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prescribed by the vet. That's the general 

opinion of customers. 

PC7 Regarding customer opinions, they're clearly 

divided into two groups. The first group 

consists of customers with positive feedback, 

meaning it actually works. Suppose it's a 

vitamin supplement for coat nourishment or 

something like that—they say they see 

results: soft coat, beautiful coat, significantly 

less shedding. The other group is the type that 

says it's neither good nor bad, just the same. 

'I don't see that it's like this, I don't see that 

it's like that.' 

Cannot  

answer 100%, 

results depend 

on each 

individual 

user/consumer 

Neutral 

Subjective 

Norm 

PC1 Most customers already have something in 

mind from home about what they want to 

buy. For supplements, they mostly ask for 

bone and joint supplements. We think that 

nowadays, everyone studies information 

more, as everyone can access more and 

deeper information. They already have 

something in mind, but sometimes they 

might want to compare, so they come to ask, 

try switching back and forth, and then they'll 

choose what they want to use. 

Customers 

have their own 

principles/ideas 

in product 

selection 

Neutral 

Subjective 

Norm 

PC5 Supplements are expensive, so they don't 

dare to try them. 

Aware of price 

issues, think 

prices are 

high/expensive 

Negative 

Subjective 

Norm 
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Figure 4.24 Content linkage diagram showing the subjective norms of customers 

regarding innovative pet supplement products in general. 

 

4.10.6 Effect of Recommendations from Veterinarians, Experts, or 
Connections on Decision-Making in Bringing or Ordering Innovative Pet 

Supplement Products for Sale in Stores 
From interviews with 7 prospective customers, it was found that 

recommendations from veterinarians, experts, or connections influence the decision to 

bring or order innovative pet supplement products. Opinions can be divided into 2 main 

groups: 

Positive Subjective Norms: 3 informants in this group value 

recommendations from veterinarians or experts, especially if they are personal 

acquaintances, which increases confidence because they believe the recommenders have 

no hidden interests. Products developed in collaboration with veterinarians also enhance 

credibility and stimulate customer interest. 

Neutral Subjective Norms: 4 informants stated that recommendations from 

veterinarians and experts affect their decision-making, but other factors must also be 

considered, such as customer demand, product pricing, and market trends. 

Therefore, recommendations from veterinarians, experts, or connections are 

important factors in considering ordering innovative pet supplement products for sale in 

stores. However, store entrepreneurs must also consider other business factors to align 

with market and customer demands. The key informants stated that: 
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"It has an effect. I have a friend who graduated in veterinary medicine, but 

they don't just come and tell us out of the blue. I'm the one who asks them for 

recommendations. In this way, I completely believe them because, first, they're a doctor 

who is my friend, and second, I'm the one who asked. I think they don't gain any benefit 

from this, so it must really be good." 

Prospective Customer Store 1 

 

"It has an effect. If it's a veterinarian, we talk about it. But since it's a 

veterinarian we know, we're quite confident that they wouldn't recommend something 

that's not okay. If it's from an inner circle, it's better than being open to sales 

representatives visiting the store." 

Prospective Customer Store 2 

 

"When deciding whether to sell a product or not, we mainly consider the 

company's credibility. We also look at whether it was developed in collaboration with 

veterinarians because if it was, it sometimes becomes something that makes customers 

interested and gives better reception than products not related to veterinarians. I don't 

know about customers at other stores, but at my store, they're the type who believe that 

anything developed with veterinarians has more credibility and is more worth trying." 

Prospective Customer Store 7 

 

"It has an effect, and many have contacted us to offer products for sale. But 

as I mentioned, it's about credibility and also price. Most products we haven't brought 

in yet are because the price is quite high, so we don't want to stock them until customers 

ask for them. We'll see if customers frequently ask for them—okay, that means this 

product is in market demand, so we should sell it." 

Prospective Customer Store 3 
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"It does have an effect. Both sales representatives and customers 

themselves, they want us to offer it as an option for other customers in the store. But 

since our store just opened recently, we first focus on food products. Then we'll research 

customers again to see if they ask for or have demand for new supplements and to what 

extent." 

Prospective Customer Store 4 

 

"I don't talk directly with veterinarians, but it's a friend who talks with a 

doctor and then recommends it to us. They bring it for us to try, and I do try. If you ask 

how I decide, I try it a bit and see if customers are interested or not. But ultimately, 

when it's a very specialized product, sales must come with marketing. If it's quiet, it just 

sits there." 

Prospective Customer Store 5 

 

"It has an effect if it's someone we feel is credible and we've studied it and 

found it's okay and our basic customer base has a demand for it. It affects our analysis 

of whether it meets customer needs, and if the product is credible, we'll decide to bring 

it in. Initially, we'll check it first—if it works, we continue; if it doesn't work, we might 

just bring it in once." 

Prospective Customer Store 6 
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Table 4.43 Content Analysis of Subjective Norms of Prospective Customer 

Entrepreneurs Regarding the Effect of Recommendations from Veterinarians, Experts, 

or Connections on Decision-Making in Bringing or Ordering Innovative Pet Supplement 

Products for Sale in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword Coding Category 

PC1 It has an effect. I have a friend who 

graduated in veterinary medicine, but they 

don't just come and tell us out of the blue. 

I'm the one who asks them for 

recommendations. In this way, I 

completely believe them because, first, 

they're a doctor who is my friend, and 

second, I'm the one who asked. I think they 

don't gain any benefit from this, so it must 

really be good. 

Recommendations 

from 

veterinarians, 

experts, 

connections have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 

PC2 It has an effect. If it's a veterinarian, we 

talk about it. But since it's a veterinarian 

we know, we're quite confident that they 

wouldn't recommend something that's not 

okay. If it's from an inner circle, it's better 

than being open to sales representatives 

visiting the store. 

Recommendations 

from 

veterinarians, 

experts, 

connections have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 

PC7 When deciding whether to sell a product 

or not, we mainly consider the company's 

credibility. We also look at whether it was 

developed in collaboration with 

veterinarians because if it was, it 

sometimes becomes something that makes 

customers interested and gives better 

Recommendations 

from 

veterinarians, 

experts, 

connections have 

an effect on 

Positive 

Subjective 

Norm 
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reception than products not related to 

veterinarians. I don't know about 

customers at other stores, but at my store, 

they're the type who believe that anything 

developed with veterinarians has more 

credibility and is more worth trying. 

purchasing 

decisions 

PC3 It has an effect, and many have contacted 

us to offer products for sale. But as I 

mentioned, it's about credibility and also 

price. Most products we haven't brought in 

yet are because the price is quite high, so 

we don't want to stock them until 

customers ask for them. We'll see if 

customers frequently ask for them—okay, 

that means this product is in market 

demand, so we should sell it. 

It has an effect on 

decision-making, 

but there are other 

factors to 

consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 

PC4 It does have an effect. Both sales 

representatives and customers themselves, 

they want us to offer it as an option for 

other customers in the store. But since our 

store just opened recently, we first focus 

on food products. Then we'll research 

customers again to see if they ask for or 

have demand for new supplements and to 

what extent. 

It has an effect on 

decision-making, 

but there are other 

factors to 

consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 

PC5 I don't talk directly with veterinarians, but 

it's a friend who talks with a doctor and 

then recommends it to us. They bring it for 

us to try, and I do try. If you ask how I 

decide, I try it a bit and see if customers 

are interested or not. But ultimately, when 

It has an effect on 

decision-making, 

but there are other 

factors to 

consider, such as 

customer demand, 

Neutral 

Subjective 

Norm 
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it's a very specialized product, sales must 

come with marketing. If it's quiet, it just 

sits there. 

products, 

marketing, price, 

and others 

PC6 It has an effect if it's someone we feel is 

credible and we've studied it and found it's 

okay and our basic customer base has a 

demand for it. It affects our analysis of 

whether it meets customer needs, and if 

the product is credible, we'll decide to 

bring it in. Initially, we'll check it first—if 

it works, we continue; if it doesn't work, 

we might just bring it in once. 

It has an effect on 

decision-making, 

but there are other 

factors to 

consider, such as 

customer demand, 

products, 

marketing, price, 

and others 

Neutral 

Subjective 

Norm 

 

 
Figure 4.25 Content linkage diagram showing the subjective norms of prospective 

customer entrepreneurs regarding the effect of recommendations from veterinarians, 

experts, or connections on decision-making in bringing or ordering innovative pet 

supplement products for sale in stores. 

 

4.10.7 Effect of Expert or Regular Customer Opinions on Decision-
Making for Ordering Innovative Pet Supplement Products for Sale in Stores 

From interviews with 7 prospective customers, it was found that opinions of 

experts or regular customer groups affect the decision to order innovative pet 

supplement products. Opinions can be divided into 2 main groups: 

Positive Subjective Norms: 5 informants in this group agree that opinions 

from experts or regular customer groups affect the decision to order products for sale in 

the store. Informants value feedback from regular customers and endorsements from 
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experts, such as having research results or certifications from credible institutions, as 

well as primarily listening to customers who demand those specific products. 

Neutral Subjective Norms: 2 informants view that opinions of experts and 

regular customers have an effect but are not the main factors in deciding what to sell. 

They still need to consider other factors such as market trends, actual customer demand, 

and product shelf life to reduce the risk of products not selling. 

Therefore, it can be concluded that opinions of experts and regular customer 

groups are factors that affect the consideration of bringing products to sell in stores. 

However, they must be evaluated together with other business factors to ensure that 

products can be marketed and meet target customer needs. The key informants stated 

that: 

 

"Oh yes, it has an effect. If the feedback is good and there are additional 

research certifications, it's even more attractive to stock. Like the one I saw in Korea, 

they said it contained shellfish ingredients from Jeju Island, extracted into packets. It 

has a story, and it has special ingredients, so we'd want to try it. If it doesn't sell, we 

can give it to our dogs to eat, which is still good. Haha. Something like that." 

Prospective Customer Store 2 

 

"This has a significant effect. It's actually the selling point of that product, 

which makes customers decide to buy, and the store dares to stock it because that 

product has institutional or medical endorsements, certificates issued by credible 

institutions, confirmed research results. Then we dare to sell that product as well." 

Prospective Customer Store 3 

 

"It does have an effect because if customers ask for it, we want to quickly 

bring it in to meet their needs as much as possible. And as I mentioned, our store doesn't 

have many supplement products yet, so if we don't have them and bring in one or two 

new brands, giving them options would be even better for the store." 

Prospective Customer Store 4 
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"Yes, definitely. How do we know? If customers have asked about it or if 

customers want it, we'll try stocking it in the store." 

Prospective Customer Store 5 

 

"It has an effect because since we serve customers, we listen to their 

feedback about what they need right now, what special concerns they have, what they 

want more than what we currently offer them. And if they're customers who've been with 

us for a very long time, we know that okay, if we order this or have products that 

customers want, they'll definitely use our service. Our risk is reduced. Additionally, it's 

about taking care of customers in the long term and meeting the needs of our customers. 

We want to take the best care of all customer groups, all households, all aspects as best 

as we can. If this is something customers really want, and we have the means to bring 

it in for them, we'll decide to bring in the product for service." 

Prospective Customer Store 6 

 

"Yes, the demand from regular customers comes first. If there's demand, it 

means it will definitely sell. After that, we consider the product properties for further 

recommendation to our customers. If we study and find that the product is good, we can 

bring it in for sale without concern. If we study and find that the product isn't good, we 

won't bring it in for sale. Then we'll give our customers reasons why we're not bringing 

it in, so they won't become marketing victims too much. That's how we look at it. But if 

experts recommend it, we have to see how credible they are, and whether there's buying 

demand from customers. We don't want to damage our store's reputation or stock items 

that won't sell." 

Prospective Customer Store 1 

 

"If it's from expert groups, it has an effect to a certain extent. But for 

customer groups, if they're regular customers but the market demand for that product 

is still low, we might not consider it that much because we don't want to sell products 

that in the future we'll have to claim as expired or something like that. We want to 

distribute products well, with a reasonably good shelf life." 

Prospective Customer Store 7 
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Table 4.44 Content Analysis of Subjective Norms of Prospective Customer 

Entrepreneurs Regarding the Effect of Expert or Regular Customer Opinions on 

Decision-Making for Ordering Innovative Pet Supplement Products for Sale in Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

PC2 Oh yes, it has an effect. If the feedback is good 

and there are additional research certifications, 

it's even more attractive to stock. Like the one 

I saw in Korea, they said it contained shellfish 

ingredients from Jeju Island, extracted into 

packets. It has a story, and it has special 

ingredients, so we'd want to try it. If it doesn't 

sell, we can give it to our dogs to eat, which is 

still good. Haha. Something like that. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 

PC3 This has a significant effect. It's actually the 

selling point of that product, which makes 

customers decide to buy, and the store dares to 

stock it because that product has institutional 

or medical endorsements, certificates issued 

by credible institutions, confirmed research 

results. Then we dare to sell that product as 

well. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 

PC4 It does have an effect because if customers ask 

for it, we want to quickly bring it in to meet 

their needs as much as possible. And as I 

mentioned, our store doesn't have many 

supplement products yet, so if we don't have 

them and bring in one or two new brands, 

giving them options would be even better for 

the store. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 
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PC5 Yes, definitely. How do we know? If 

customers have asked about it or if customers 

want it, we'll try stocking it in the store. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 

PC6 It has an effect because since we serve 

customers, we listen to their feedback about 

what they need right now, what special 

concerns they have, what they want more than 

what we currently offer them. And if they're 

customers who've been with us for a very long 

time, we know that okay, if we order this or 

have products that customers want, they'll 

definitely use our service. Our risk is reduced. 

Additionally, it's about taking care of 

customers in the long term and meeting the 

needs of our customers. We want to take the 

best care of all customer groups, all 

households, all aspects as best as we can. If 

this is something customers really want, and 

we have the means to bring it in for them, we'll 

decide to bring in the product for service. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions 

Positive 

Subjective 

Norm 

PC1 Yes, the demand from regular customers 

comes first. If there's demand, it means it will 

definitely sell. After that, we consider the 

product properties for further recommendation 

to our customers. If we study and find that the 

product is good, we can bring it in for sale 

without concern. If we study and find that the 

product isn't good, we won't bring it in for sale. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions, but 

it's not the 

Neutral 

Subjective 

Norm 
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Then we'll give our customers reasons why 

we're not bringing it in, so they won't become 

marketing victims too much. That's how we 

look at it. But if experts recommend it, we 

have to see how credible they are, and whether 

there's buying demand from customers. We 

don't want to damage our store's reputation or 

stock items that won't sell. 

main factor or 

there are other 

considerations 

PC7 If it's from expert groups, it has an effect to a 

certain extent. But for customer groups, if 

they're regular customers but the market 

demand for that product is still low, we might 

not consider it that much because we don't 

want to sell products that in the future we'll 

have to claim as expired or something like 

that. We want to distribute products well, with 

a reasonably good shelf life. 

Expert/ 

regular 

customer 

opinions have 

an effect on 

purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

 

 
Figure 4.26 Content linkage diagram showing the subjective norms of prospective 

customer entrepreneurs regarding the effect of expert or regular customer opinions on 

decision-making for ordering innovative pet supplement products for sale in stores. 
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4.10.8 Opinions on How Pet Supplement Product Suppliers Owned by 
Veterinarians or Experts Influence Product Consideration for Store Sales 

From interviews with 7 prospective customers, it was found that having 

brand owners or product suppliers who are veterinarians or experts affects the 

consideration of bringing products for sale. Opinions can be divided into 2 main groups: 

Positive Subjective Norms: 1 informant expressed that if the owner is a 

veterinarian, it increases product credibility, especially if supported by certifications or 

research. 

Neutral Subjective Norms: 6 informants viewed that while the credibility of 

a veterinarian owner has an effect, it is not the main decision factor. They still consider 

product quality, marketing, continuous distribution, and other business factors such as 

customer demand, selling price, and supplier management. 

In summary, although having veterinarians or experts as brand or product 

owners enhances product credibility, store entrepreneurs still value other factors to 

ensure that products can be marketed and meet long-term customer demands. The key 

informants stated that: 

 

"It does have an effect. I mean, a doctor owning a brand increases 

credibility. Usually, when doctors make it themselves, they have certifications or 

research results, which increases the credibility of that product. But for newer 

companies where the owner might not be a veterinarian, the store might be a bit afraid 

to stock the product because we don't know if you'll sell just one item, and if it doesn't 

succeed or sales aren't good, you might close down. Then what about the products we 

have? You see, there's also this risk for the store." 

Prospective Customer Store 3 

 

"It does affect the consideration. Besides the owner being a veterinarian, 

which adds credibility, other factors must also support it, such as the product itself 

needing to be good and of quality. We think it should be done alongside making it known. 

A good product alone isn't enough to sell; it's harder for the store to sell than for the 

brand to promote. There are many good, credible products that don't do marketing that 

can't survive, as I've seen. This is speaking generally." 
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Prospective Customer Store 1 

 

"We might first check what the doctor specializes in. Especially if, for 

example, the doctor specializes in bones but makes products in another category that's 

not related to bones, we might have to think about what background they have or 

whether they have a team related to what they're producing. We wouldn't just believe 

that a veterinarian must be good. We might need to find information or consider other 

factors a bit before bringing it in. From another perspective, from my own point of view, 

as I plan to produce dog supplements, I feel that from the perspective of someone who 

has consumed a lot, we can see the strengths and weaknesses of each product, then mix 

them to become our own. Then we say that this is good for our pets, and we want to 

share it. It's more like another viewpoint. Being a veterinarian might be good, and sure, 

we can be open-minded about it, but on the side of people who do OEM and their 

products can help their pets, and it's good, and they tell us about it, that's okay and 

interesting too. Like being persuaded, something like that." 

Prospective Customer Store 2 

 

"It would be credible. We think it would be very credible, but we would also 

have to look at price or other factors to see if our customers would choose it after we 

bring it in." 

Prospective Customer Store 4 

 

"It's interesting. With the owner being a veterinarian, there's a lot of 

credibility, but in any case, it must also come with marketing or other complementary 

aspects." 

Prospective Customer Store 5 

 

"If a veterinarian is the owner, there's definitely increased credibility, but 

even if they're a veterinarian or expert, if their products are out of stock or their 

management isn't good, we might not display it for sale in the store. We look at many 

factors. This affects cases where they need to use it continuously, and if the product is 

out of stock, customers might feel that the results aren't continuous. This would reflect 
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back on the store as unable to care for them until the end of the case. Suppose this 

supplement needs to be consumed for 6 months; the product comes in for one month, 

but the next month it's not available, something like that." 

Prospective Customer Store 6 

 

"If it's an expert or veterinarian, it's one part of the consideration, but 

mainly we have to look at the market for that product because there are good products, 

really interesting products, but if they don't have good enough marketing, we won't 

bring them in for sale. Because, in my personal opinion, I feel that it's not my duty to sit 

and talk or squeeze out advertisements for their products to that extent. I feel that 

marketing should be more the company's responsibility. If a product has low demand, 

we'll wait." 

Prospective Customer Store 7 

 

Table 4.45 Content Analysis of Subjective Norms of Prospective Customer 

Entrepreneurs Regarding Opinions on How Pet Supplement Product Suppliers Owned 

by Veterinarians or Experts Influence Product Consideration for Store Sales 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC3 It does have an effect. I mean, a doctor owning 

a brand increases credibility. Usually, when 

doctors make it themselves, they have 

certifications or research results, which 

increases the credibility of that product. But 

for newer companies where the owner might 

not be a veterinarian, the store might be a bit 

afraid to stock the product because we don't 

know if you'll sell just one item, and if it 

doesn't succeed or sales aren't good, you might 

close down. Then what about the products we 

Has an effect 

on purchasing 

decisions, 

increases 

product 

credibility 

Positive 

Subjective 

Norm 
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have? You see, there's also this risk for the 

store. 

PC1 It does affect the consideration. Besides the 

owner being a veterinarian, which adds 

credibility, other factors must also support it, 

such as the product itself needing to be good 

and of quality. We think it should be done 

alongside making it known. A good product 

alone isn't enough to sell; it's harder for the 

store to sell than for the brand to promote. 

There are many good, credible products that 

don't do marketing that can't survive, as I've 

seen. This is speaking generally. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

PC2 We might first check what the doctor 

specializes in. Especially if, for example, the 

doctor specializes in bones but makes products 

in another category that's not related to bones, 

we might have to think about what background 

they have or whether they have a team related 

to what they're producing. We wouldn't just 

believe that a veterinarian must be good. We 

might need to find information or consider 

other factors a bit before bringing it in. From 

another perspective, from my own point of 

view, as I plan to produce dog supplements, I 

feel that from the perspective of someone who 

has consumed a lot, we can see the strengths 

and weaknesses of each product, then mix 

them to become our own. Then we say that this 

is good for our pets, and we want to share it. 

It's more like another viewpoint. Being a 

veterinarian might be good, and sure, we can 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 
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be open-minded about it, but on the side of 

people who do OEM and their products can 

help their pets, and it's good, and they tell us 

about it, that's okay and interesting too. Like 

being persuaded, something like that. 

PC4 It would be credible. We think it would be very 

credible, but we would also have to look at 

price or other factors to see if our customers 

would choose it after we bring it in. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

PC5 It's interesting. With the owner being a 

veterinarian, there's a lot of credibility, but in 

any case, it must also come with marketing or 

other complementary aspects. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

PC6 If a veterinarian is the owner, there's definitely 

increased credibility, but even if they're a 

veterinarian or expert, if their products are out 

of stock or their management isn't good, we 

might not display it for sale in the store. We 

look at many factors. This affects cases where 

they need to use it continuously, and if the 

product is out of stock, customers might feel 

that the results aren't continuous. This would 

reflect back on the store as unable to care for 

them until the end of the case. Suppose this 

supplement needs to be consumed for 6 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 
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months; the product comes in for one month, 

but the next month it's not available, 

something like that. 

PC7 If it's an expert or veterinarian, it's one part of 

the consideration, but mainly we have to look 

at the market for that product because there are 

good products, really interesting products, but 

if they don't have good enough marketing, we 

won't bring them in for sale. Because, in my 

personal opinion, I feel that it's not my duty to 

sit and talk or squeeze out advertisements for 

their products to that extent. I feel that 

marketing should be more the company's 

responsibility. If a product has low demand, 

we'll wait. 

Has an effect 

on purchasing 

decisions, but 

it's not the 

main factor or 

there are other 

considerations 

Neutral 

Subjective 

Norm 

 

 
Figure 4.27 Content linkage diagram showing the subjective norms of prospective 

customer entrepreneurs regarding the effect of veterinarian or expert suppliers of 

innovative pet supplement products on decision-making for stocking these products in 

stores. 
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4.11 Study Results on Perceived Behavioral Control of Pet Supply and 

Food Store Entrepreneurs 
Perceived Behavioral Control of Pet Supply and Food Store 

Entrepreneurs Toward Current Pet Supplement Product Suppliers 

4.11.1 Convenience or Difficulty in Ordering and Managing Pet 
Supplement Products from Current Suppliers 

From interviews with 13 existing customers, it was found that ordering and 

managing pet supplement products from current suppliers is mostly convenient. The 

opinions can be divided into 2 main groups as follows: 

Positive Perceived Behavioral Control: 12 respondents in this group, which 

represents the majority, found that ordering products from current suppliers is smooth, 

convenient, and easy. They can order through Line messaging application or have sales 

representatives take care of orders. Additionally, there is a fast delivery system, 

especially in Bangkok and metropolitan areas, as well as support from suppliers in 

managing products in the store. 

Negative Perceived Behavioral Control: 1 respondent encountered problems 

and obstacles in ordering. This respondent stated that there are frequent stock shortages 

of pet supplement products, especially imported products, and some items may be out 

of stock for an extended period without a scheduled date for restocking, which affects 

the store's inventory management. 

In summary, current pet supplement suppliers are evaluated as having good 

ordering systems and product management that are mostly convenient. However, the 

problem of product continuity in stock remains an obstacle that some stores experience, 

as illustrated by the following key informant statements: 

 

"Normally it's good. I don't feel any difficulty, but there are already 

established ordering procedures. It's quite convenient, I would say. Convenient to order, 

easy to order, easy to use as well. And in terms of product management, they do a good 

job. There is support, but it has to be said that not all companies are the same. 

Conditions vary by company, which we know from the beginning. If a product is difficult 

to claim, cannot get a CN (credit note), or difficult to order, we might not have much in 

stock, just a moderate amount or perhaps none at all. These factors affect ordering too. 
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If we need to order a large quantity at once to get a lower price, or have to open volume, 

but the product itself doesn't sell quickly, we might not stock that much. Conversely, if 

a product requires ordering in bulk to get a good price, but sells out easily, then we 

would stock it readily."  

Existing Customer Store 1 

 

"It is convenient. In this regard, if we are a major store, a major store will 

not have these problems because most people want to approach us and support us well."  

Existing Customer Store 2 

 

"Oh, it's already convenient if we provide them with good sales volume, or 

if we give them high volume."  

Existing Customer Store 4 

 

"It's convenient. It's not difficult because pet supplement products are what 

they call lightweight with high value. So in terms of ordering and shipping, I have 10 

branches nationwide, right? They can ship via EMS. It's not necessary to bring a vehicle 

to the store. In terms of product management, it's okay without any problems."  

Existing Customer Store 5 

 

"It's convenient because all suppliers enter the store's standard system. But 

in terms of system integration, since the frequency of sales is low, it's not like products 

are sold out every day. It's more like checking in once a week or twice a month, which 

is okay. And the workload of the support team is not that much, so it makes the 

supporting brand not have to invest too much. Like people who come to check products 

to make offers can visit perhaps 5-10 stores in a day, which works fine. On our part, we 

have a requirement that if we want to work together, first, you must have someone who 

regularly looks after your products. It's not right to sell outright and then push the 

burden of checking, cleaning, and everything to the store. Or second, that person should 

suggest reordering when items are running low, then we'll issue a PO, and you deliver 

according to schedule. It's easy."  

Existing Customer Store 6 
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"If I look at the convenience of ordering and managing products, I think it's 

convenient because products can be ordered easily, conveniently, and product 

management is done well. Since there are quite a lot of products and they quite meet 

our needs, it's partly why we may not need to search extensively for new products in the 

market because many suppliers are trying to produce competing products."  

Existing Customer Store 7 

 

"Regarding the convenience of ordering products, it is convenient. Ordering 

is convenient, easy, and product management is also okay. This is the overview of most 

current suppliers."  

Existing Customer Store 8 

 

"Oh, currently, ordering from various suppliers is quite easy, and they have 

quite fast delivery. If it's a branch in Bangkok, it takes no more than 1 day. At best, order 

in the morning, receive in the afternoon or evening. But if it's in the provinces, it takes 

no more than 3 days, which is understandable. And in terms of their management, it's 

quite good."  

Existing Customer Store 9 

 

"I think it's not difficult. Mostly, we order through Line as usual. It's not 

complicated for me. I just press to order, or mostly there are sales representatives who 

take care of us, visiting often to take orders. I don't know about other places, but for me, 

I press to order via Line with suppliers. Press a few times, it's easy. As for product 

management, they do a good job."  

Existing Customer Store 10 
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"Now I think it's better. Ordering products is convenient, not difficult. And 

another thing I'm okay with is that now they are starting to clearly divide, when sales 

come to sell products, the first thing we ask is, if we see pet food, some pet food or some 

supplements we cannot sell. But they will divide/recommend immediately which ones 

we can sell, which supplements, because they have already categorized them as not 

being medication. If it's medication, they have to sell it through clinics, which I think is 

very good." 

 Existing Customer Store 11 

 

"I think now ordering and managing pet supplement products can be done 

conveniently and well because suppliers or large pet shops where we buy wholesale 

already have quite complete pet supplements. And ordering, service, delivery is easy, 

very convenient."  

Existing Customer Store 12 

 

"Actually, ordering from current suppliers isn't very difficult. Given that 

currently, it's quite broad. For example, in the past when I was looking for certain 

products which we didn't have connections or contacts for, I might ask other stores, ask 

friends, or seniors who run similar stores for contacts. But currently, it's quite easy. I 

order through Line, order easily, buy and sell conveniently."  

Existing Customer Store 13 

 

"It is difficult. Pet supplement products are out of stock quite often. I don't 

know why, but it happens with almost every brand. I don't know if it's because they might 

use some raw materials from the same source, but they're out of stock quite frequently 

during similar periods. And when they're out of stock, it's indefinitely. It might not be 

for long, but we can't plan how to rotate our inventory. Like I just mentioned the red jar 

of Mega Cal, right? We have had the yellow jar of Mega Fur out of stock for 6 months, 

still with no scheduled restock date."  

Existing Customer Store 3 
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Table 4.46 Content Analysis of Perceived Behavioral Control of Entrepreneurs in the 

Existing Customer Group Regarding Convenience or Difficulty in Ordering and 

Managing Pet Supplement Products from Current Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 Normally it's good. I don't feel any difficulty, 

but there are already established ordering 

procedures. It's quite convenient, I would say. 

Convenient to order, easy to order, easy to use 

as well. And in terms of product management, 

they do a good job. There is support, but it has 

to be said that not all companies are the same. 

Conditions vary by company, which we know 

from the beginning. If a product is difficult to 

claim, cannot get a CN (credit note), or difficult 

to order, we might not have much in stock, just 

a moderate amount or perhaps none at all. These 

factors affect ordering too. If we need to order a 

large quantity at once to get a lower price, or 

have to open volume, but the product itself 

doesn't sell quickly, we might not stock that 

much. Conversely, if a product requires 

ordering in bulk to get a good price, but sells out 

easily, then we would stock it readily. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC2 It is convenient. In this regard, if we are a major 

store, a major store will not have these problems 

because most people want to approach us and 

support us well. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 
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EC4 Oh, it's already convenient if we provide them 

with good sales volume, or if we give them high 

volume. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC5 It's convenient. It's not difficult because pet 

supplement products are what they call 

lightweight with high value. So in terms of 

ordering and shipping, I have 10 branches 

nationwide, right? They can ship via EMS. It's 

not necessary to bring a vehicle to the store. In 

terms of product management, it's okay without 

any problems. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC6 It's convenient because all suppliers enter the 

store's standard system. But in terms of system 

integration, since the frequency of sales is low, 

it's not like products are sold out every day. It's 

more like checking in once a week or twice a 

month, which is okay. And the workload of the 

support team is not that much, so it makes the 

supporting brand not have to invest too much. 

Like people who come to check products to 

make offers can visit perhaps 5-10 stores in a 

day, which works fine. On our part, we have a 

requirement that if we want to work together, 

first, you must have someone who regularly 

looks after your products. It's not right to sell 

outright and then push the burden of checking, 

cleaning, and everything to the store. Or second, 

that person should suggest reordering when 

items are running low, then we'll issue a PO, and 

you deliver according to schedule. It's easy. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 
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EC7 If I look at the convenience of ordering and 

managing products, I think it's convenient 

because products can be ordered easily, 

conveniently, and product management is done 

well. Since there are quite a lot of products and 

they quite meet our needs, it's partly why we 

may not need to search extensively for new 

products in the market because many suppliers 

are trying to produce competing products. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC8 Regarding the convenience of ordering 

products, it is convenient. Ordering is 

convenient, easy, and product management is 

also okay. This is the overview of most current 

suppliers. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC9 Oh, currently, ordering from various suppliers 

is quite easy, and they have quite fast delivery. 

If it's a branch in Bangkok, it takes no more than 

1 day. At best, order in the morning, receive in 

the afternoon or evening. But if it's in the 

provinces, it takes no more than 3 days, which 

is understandable. And in terms of their 

management, it's quite good. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC10 I think it's not difficult. Mostly, we order 

through Line as usual. It's not complicated for 

me. I just press to order, or mostly there are 

sales representatives who take care of us, 

visiting often to take orders. I don't know about 

other places, but for me, I press to order via Line 

with suppliers. Press a few times, it's easy. As 

for product management, they do a good job. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 
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EC11 Now I think it's better. Ordering products is 

convenient, not difficult. And another thing I'm 

okay with is that now they are starting to clearly 

divide, when sales come to sell products, the 

first thing we ask is, if we see pet food, some 

pet food or some supplements we cannot sell. 

But they will divide/recommend immediately 

which ones we can sell, which supplements, 

because they have already categorized them as 

not being medication. If it's medication, they 

have to sell it through clinics, which I think is 

very good. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC12 I think now ordering and managing pet 

supplement products can be done conveniently 

and well because suppliers or large pet shops 

where we buy wholesale already have quite 

complete pet supplements. And ordering, 

service, delivery is easy, very convenient. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC13 Actually, ordering from current suppliers isn't 

very difficult. Given that currently, it's quite 

broad. For example, in the past when I was 

looking for certain products which we didn't 

have connections or contacts for, I might ask 

other stores, ask friends, or seniors who run 

similar stores for contacts. But currently, it's 

quite easy. I order through Line, order easily, 

buy and sell conveniently. 

Convenience 

in ordering 

and good 

product 

management 

Positive 

Perceived 

Behavioral 

Control 

EC3 It is difficult. Pet supplement products are out 

of stock quite often. I don't know why, but it 

happens with almost every brand. I don't know 

if it's because they might use some raw 

Difficulty in 

ordering and 

managing 

products 

Negative 

Perceived 

Behavioral 

Control 
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materials from the same source, but they're out 

of stock quite frequently during similar periods. 

And when they're out of stock, it's indefinitely. 

It might not be for long, but we can't plan how 

to rotate our inventory. Like I just mentioned 

the red jar of Mega Cal, right? We have had the 

yellow jar of Mega Fur out of stock for 6 

months, still with no scheduled restock date. 

 

 
Figure 4.28 Content linkage diagram showing the Perceived Behavioral Control of 

existing customer entrepreneurs regarding convenience or difficulty in ordering and 

managing pet supplement products from current suppliers. 

 

4.11.2 Information, Knowledge, and Understanding Regarding the Use 

and Benefits of Pet Supplement Products from Current Suppliers: Is it Sufficient 
for Pet Supply Store Entrepreneurs and Sales Staff? 

From interviews with 13 existing customers, it was found that the 

knowledge and understanding regarding the use and benefits of pet supplement products 

among store owners and sales staff is mostly at a sufficient level. The opinions can be 

divided into 2 main groups as follows: 

Positive Perceived Behavioral Control: 10 respondents viewed that they 

have sufficient information and understanding. This group of informants indicated that 

their sales staff received training and product information directly from suppliers or 

experts. Regular training sessions and seminars are provided, along with additional 

learning through actual usage experience. Additionally, some stores have veterinarians 
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as owners or consultants, enabling them to provide in-depth recommendations to 

customers. 

Negative Perceived Behavioral Control: 3 respondents viewed that they still 

lack information or have insufficient information. This group of informants felt that the 

sales staff at their stores still do not have enough knowledge about the products, 

especially in-depth or technical information. Sometimes, the sales representatives who 

introduce products don't have sufficient in-depth knowledge, and store staff need to 

study and acquire additional information on their own. 

Therefore, sales staff in pet supplement product stores have sufficient 

understanding of the products through training and support from suppliers. However, 

some stores still require more in-depth information to provide more effective 

recommendations to customers, as illustrated by the following key informant 

statements: 

 

"Most of the time, pet supplement product salespeople who come to sell or 

provide training for our store staff are often veterinarians. They are VETs who come to 

sell or recommend. I am a veterinarian myself, and my team has a good understanding 

of the content and details of each product." 

Existing Customer Store 1 

 

"Our sales staff has information and understands the products because they 

have already been trained. But with their training, they will be trained on product 

information to sell or recommend to customers. But whether the product is good or not 

is another matter." 

Existing Customer Store 2 
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"My sister and I, who are the salespeople, have sufficient information and 

knowledge because the suppliers come in to introduce and explain about the products 

to us. But since I also run a farm and keep pets myself, I study more and try the products 

with my pets at home. So we can provide recommendations and knowledge to pass on 

to customers, which they appreciate." 

Existing Customer Store 3 

 

"Our company organizes training to provide product knowledge to store 

staff, with suppliers coming in to support the training. Our staff has information and 

knowledge, is confident to open conversations with customers, dares to approach and 

ask questions, and recommends products, all of which they do well." 

Existing Customer Store 6 

 

"For our store, we have regular and consistent training, including training 

on products from suppliers who come to present. We might have online seminars, as 

well as internal activities where we provide information through quizzes, which helps 

both new and existing staff to have updated information, knowledge, and understanding. 

So when customers ask about products, the staff has the knowledge to answer that if 

there is a certain abnormality, use this product, or if this one doesn't work, which one 

to use as a substitute, or if symptoms appear like this, what product can be 

recommended." 

Existing Customer Store 7 

 

"Our sales staff has information and knowledge about the products from the 

suppliers who come to provide information, and the veterinarian in our store also helps 

with recommendations. Some staff also seek additional knowledge themselves. As I am 

also a front-line salesperson, I seek additional knowledge to be able to provide 

recommendations to customers. But we also need to assess whether the customer 

understands what we're saying. If the customer is understanding, we can go into even 

more depth." 

Existing Customer Store 8 
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"Actually, almost all companies are quite skilled already, and the 

information is quite solid. They come to provide knowledge about the products to me 

and Ms. Ice very well, and they also train our front-line staff. So our store staff has 

knowledge and understanding of the products at a level where they can provide 

information or recommend products to customers." 

Existing Customer Store 9 

 

"Most of them understand well. Companies usually have two departments: 

a sales department and an education department. Usually, if we buy their products, the 

product expert department will send someone to train us about the products. So staff 

has knowledge and understanding and can recommend products to customers at a basic 

level. But for ordering products, we order with the sales team." 

Existing Customer Store 10 

 

"Yes, they do. Normally, the people who come to us can answer all our 

questions or provide information about the products as we need. Typically, we ask from 

our perspective as users, since we have many pets. We ask directly, and they can usually 

answer everything, alleviating our concerns considerably, which affects the purchase 

of those products. Therefore, we and our store staff have knowledge from their 

recommendations, and we have sufficient knowledge to advise customers further." 

Existing Customer Store 11 

 

"Actually, our store staff is very well-prepared with information and can 

answer customer questions well because we have suppliers or sales representatives 

come in to introduce products to our staff. If they recommend products to our sales staff 

and we sell their products, they also benefit. So they quite often come to provide 

information about their products to us." 

Existing Customer Store 13 

 

 

 



College of Management, Mahidol University                                                        M.M (Business Management) / 201 

"To be frank, the sales representatives we've encountered in the dog food or 

supplement line sell or recommend to us by rote, without real knowledge. Their message 

doesn't really reach us. As people who recommend or sell to customers, we might not 

have sufficient information for customers initially. But we have to study on our own to 

add knowledge to recommend or persuade customers to see the benefits of the products." 

Existing Customer Store 4 

 

"I think not much, actually rather little. My company has a training system, 

but since the pet supplement product group makes up only about 2-3% of our sales 

portfolio, staff probably spend most of their time on products that generate major sales. 

Most of these products, I would say, the sale of supplement products is demand-pull. It's 

like when we walk into Watsons and say, 'I want to buy Blackmore's.' Customers usually 

already know what they want to buy. It doesn't result from staff coming to tell customers, 

'I have Blackmore vitamins, each formula has these benefits,' because store staff are not 

brand PCs, right? I'm answering from the perspective of actual staff, not a PC that a 

brand sends to stand and sell." 

Existing Customer Store 5 

 

"Store staff hasn't received complete or sufficient information from 

suppliers yet. Basic information might be okay, but for technical or in-depth details 

about supplement products, we may need to study additional information to provide 

complete explanations or recommendations to customers." 

Existing Customer Store 12 
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Table 4.47 Content Analysis of Perceived Behavioral Control of Entrepreneurs in the 

Existing Customer Group Regarding the Sufficiency of Information, Knowledge, and 

Understanding About the Use and Benefits of Pet Supplement Products from Current 

Suppliers for Pet Supply Store Entrepreneurs and Sales Staff 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

EC1 Most of the time, pet supplement product 

salespeople who come to sell or provide 

training for our store staff are often 

veterinarians. They are VETs who come to sell 

or recommend. I am a veterinarian myself, and 

my team has a good understanding of the 

content and details of each product. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC2 Our sales staff has information and 

understands the products because they have 

already been trained. But with their training, 

they will be trained on product information to 

sell or recommend to customers. But whether 

the product is good or not is another matter. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC3 My sister and I, who are the salespeople, have 

sufficient information and knowledge because 

the suppliers come in to introduce and explain 

about the products to us. But since I also run a 

farm and keep pets myself, I study more and 

try the products with my pets at home. So we 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

Positive 

Perceived 

Behavioral 

Control 
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can provide recommendations and knowledge 

to pass on to customers, which they appreciate. 

about the use 

and benefits 

of products 

EC6 Our company organizes training to provide 

product knowledge to store staff, with 

suppliers coming in to support the training. 

Our staff has information and knowledge, is 

confident to open conversations with 

customers, dares to approach and ask 

questions, and recommends products, all of 

which they do well. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC7 For our store, we have regular and consistent 

training, including training on products from 

suppliers who come to present. We might have 

online seminars, as well as internal activities 

where we provide information through 

quizzes, which helps both new and existing 

staff to have updated information, knowledge, 

and understanding. So when customers ask 

about products, the staff has the knowledge to 

answer that if there is a certain abnormality, 

use this product, or if this one doesn't work, 

which one to use as a substitute, or if 

symptoms appear like this, what product can 

be recommended. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC8 Our sales staff has information and knowledge 

about the products from the suppliers who 

come to provide information, and the 

veterinarian in our store also helps with 

recommendations. Some staff also seek 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

Positive 

Perceived 

Behavioral 

Control 



Jirapat Chalermbongkot                                                                                                                              Results / 204 

additional knowledge themselves. As I am also 

a front-line salesperson, I seek additional 

knowledge to be able to provide 

recommendations to customers. But we also 

need to assess whether the customer 

understands what we're saying. If the customer 

is understanding, we can go into even more 

depth. 

understanding 

about the use 

and benefits 

of products 

EC9 Actually, almost all companies are quite 

skilled already, and the information is quite 

solid. They come to provide knowledge about 

the products to me and Ms. Ice very well, and 

they also train our front-line staff. So our store 

staff has knowledge and understanding of the 

products at a level where they can provide 

information or recommend products to 

customers. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC10 Most of them understand well. Companies 

usually have two departments: a sales 

department and an education department. 

Usually, if we buy their products, the product 

expert department will send someone to train 

us about the products. So staff has knowledge 

and understanding and can recommend 

products to customers at a basic level. But for 

ordering products, we order with the sales 

team. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC11 Yes, they do. Normally, the people who come 

to us can answer all our questions or provide 

information about the products as we need. 

Typically, we ask from our perspective as 

Sales staff 

has sufficient 

information, 

knowledge, 

Positive 

Perceived 

Behavioral 

Control 
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users, since we have many pets. We ask 

directly, and they can usually answer 

everything, alleviating our concerns 

considerably, which affects the purchase of 

those products. Therefore, we and our store 

staff have knowledge from their 

recommendations, and we have sufficient 

knowledge to advise customers further. 

and 

understanding 

about the use 

and benefits 

of products 

EC13 Actually, our store staff is very well-prepared 

with information and can answer customer 

questions well because we have suppliers or 

sales representatives come in to introduce 

products to our staff. If they recommend 

products to our sales staff and we sell their 

products, they also benefit. So they quite often 

come to provide information about their 

products to us. 

Sales staff 

has sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Positive 

Perceived 

Behavioral 

Control 

EC4 To be frank, the sales representatives we've 

encountered in the dog food or supplement line 

sell or recommend to us by rote, without real 

knowledge. Their message doesn't really reach 

us. As people who recommend or sell to 

customers, we might not have sufficient 

information for customers initially. But we 

have to study on our own to add knowledge to 

recommend or persuade customers to see the 

benefits of the products. 

 

 

 

Sales staff 

does not have 

sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Negative 

Perceived 

Behavioral 

Control 
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EC5 I think not much, actually rather little. My 

company has a training system, but since the 

pet supplement product group makes up only 

about 2-3% of our sales portfolio, staff 

probably spend most of their time on products 

that generate major sales. Most of these 

products, I would say, the sale of supplement 

products is demand-pull. It's like when we 

walk into Watsons and say, 'I want to buy 

Blackmore's.' Customers usually already know 

what they want to buy. It doesn't result from 

staff coming to tell customers, 'I have 

Blackmore vitamins, each formula has these 

benefits,' because store staff are not brand PCs, 

right? I'm answering from the perspective of 

actual staff, not a PC that a brand sends to 

stand and sell. 

Sales staff 

does not have 

sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Negative 

Perceived 

Behavioral 

Control 

EC12 Store staff hasn't received complete or 

sufficient information from suppliers yet. 

Basic information might be okay, but for 

technical or in-depth details about supplement 

products, we may need to study additional 

information to provide complete explanations 

or recommendations to customers. 

Sales staff 

does not have 

sufficient 

information, 

knowledge, 

and 

understanding 

about the use 

and benefits 

of products 

Negative 

Perceived 

Behavioral 

Control 
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Figure 4 .29  Content linkage diagram showing the Perceived Behavioral Control of 

existing customer entrepreneurs regarding the sufficiency of information, knowledge, 

and understanding about the use and benefits of pet supplement products from current 

suppliers for pet supply store entrepreneurs and sales staff. 

 

4.11.3 Does the Price of Pet Supplement Products from Current 
Suppliers Affect the Decision to Stock or Order Products for Sale in Stores? 

From interviews with 13 existing customers regarding the impact of pet 

supplement product prices on purchasing decisions, responses can be categorized into 3 

main groups as follows: 

Positive Perceived Behavioral Control: 3 respondents viewed that price has 

a positive effect on decision-making. This group of informants emphasized the 

importance of cost structure and profit margins. They received good pricing from 

suppliers and believed that these favorable prices helped them compete effectively in 

the market. 

Neutral Perceived Behavioral Control: 3 respondents had a balanced view 

that price has both positive and negative effects. They believed that if prices are too 

high, products become difficult to sell, but if prices are too low, it might affect the 

product's image and reduce customer confidence in quality. Therefore, each product 

needs to be considered individually. Additionally, 2 respondents viewed that price does 

not affect their decision-making, as they prioritize other factors over price, such as 

manufacturing source, scientific validation, and product quality. They believed that if a 

product is truly good, price is not the main factor in the purchasing decision. 

Negative Perceived Behavioral Control: 5 respondents viewed that price 

negatively affects their decision-making. This group of informants was concerned that 
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if prices are too high, customers might not be able to access the products, especially in 

provincial areas where customer purchasing power is limited. Furthermore, with 

changing economic conditions, consumers have reduced their spending on supplement 

products. 

In summary, the price of pet supplement products affects entrepreneurs' 

decisions to stock them in stores in multiple dimensions. Most stores believe that price 

impacts sales and customer accessibility, but some stores prioritize quality over price. 

As illustrated by the following key informant statements: 

 

"Purchase price affects retail stores. We select products with good profit 

and loss structures. Therefore, the prices we get from suppliers will be good as agreed." 

Existing Customer Store 5 

 

"It has an effect. Since we are a wholesale store, we position ourselves as 

such in the market. Therefore, even though we might not buy a hundred bottles in the 

first order, we want brands to give us the lowest possible price because we consider our 

store to have sales potential. If your product sells well, we are willing to order at full 

capacity, and we have many customers. It's like we are a fish pond with fish, but not 

every feed pellet that goes in will be eaten by the fish. But if you ask if it's our fault that 

the fish don't eat, we've already maintained the ecosystem to have fish at all times, but 

if the fish don't eat your product, whose fault is it? So we have this logic: if your price 

doesn't allow us to compete with stores smaller than us, or similarly sized stores can 

sell cheaper, why should we work for you? When our work for you isn't just about sitting 

idly and receiving products, but it's about maintaining an ecosystem with customers. 

But you need to do whatever it takes to make customers take your bait, because products 

look the same, pellets are similar, there are plenty of them. The price structure must 

give us an advantage. Most brands that come in understand the structure and potential, 

so this issue isn't much of a problem, everyone makes prices that work." 

Existing Customer Store 6 
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"Price is a factor because we need to control the recommended retail price. 

All suppliers give us good prices because we need to discuss, agree, or negotiate with 

them. And the price that is passed on to customers, we need to compare with the prices 

of general products that we already have. The most important part is the GP (gross 

profit), which must also be achieved." 

Existing Customer Store 7 

 

"Yes, it has an effect in both ways. If it's too expensive, it might make selling 

difficult, but if it's too cheap, it might not be appropriate to be in the store. I look at it 

from two perspectives." 

Existing Customer Store 1 

 

"If it's too high, we probably wouldn't stock it, but if it's too cheap, customers 

might doubt the quality. But really, in the end, as I said, we also look at it ourselves. I'll 

look at, for example, joint support vitamins, what the average price is, divide by the 

number of tablets, and if it works out, we'll stock it." 

Existing Customer Store 3 

 

"If we categorize supplements, I'd rather divide it this way, because most 

supplements that are wet food also contain vitamins and such. I think prices nowadays 

are quite easy to afford, unlike in the past when prices were higher. Due to innovation 

or whatever that makes prices lower, it makes them more accessible to the general 

public because there are many products priced in the tens (of baht). But now some might 

be too expensive for customers. If they don't really need it, they won't decide to buy it, 

or maybe in the still small group who truly love animals, including people who have the 

financial means to support this, there aren't that many yet. As for some products that 

can be supported by ordinary people who don't have a lot of money, there are now many 

more than before." 

Existing Customer Store 11 
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"Normally, since we are a major player, most suppliers already support us 

with decent prices. Because in this business, everyone knows each other, so they can't 

deviate from prices. Therefore, if you're big, you're big, prices come in a fixed form 

already. Therefore, price is not an issue or doesn't have an effect. Everyone gets equal 

prices; it just depends on who sells at what price." 

Existing Customer Store 2 

 

"For products we stock, actually, I think price doesn't matter. From our 

perspective, it doesn't matter, but the source, the manufacturing factory, or papers with 

research to support it, those have more impact than price." 

Existing Customer Store 4 

 

"It has an effect. For example, allergy medication that costs tens of 

thousands of baht per jar, Mom still stocks it because many pet owners have this 

problem, right? We have to accept it to meet customer demands. Because many 

customers come asking for it, not having it in the store would mean losing sales 

opportunities where customers could come to choose other foods as well. But because 

the price is very high, sometimes if there are no customers and it doesn't sell, it will 

expire and just sit there." 

Existing Customer Store 8 

 

"Actually, it depends on each period differently. Like right after COVID, 

when the market was booming, whatever we placed at whatever price, wow, it sold 

easily. But currently, with the economic conditions, we have to accept that customers 

see price as a key point, and whatever can be reduced, they try to reduce. Especially 

with pet products, normally it might be dry food, wet food, with supplements as well, but 

currently, with the economic conditions, they might be left with just dry food, wet food, 

some homes even reduce to just dry food or something like that, it's a bit heavy. And as 

for supplement prices, normally they already feel a bit expensive, so if they can cut it, 

they will cut it completely." 

Existing Customer Store 9 
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"Definitely yes. Because my zone is a provincial area where people don't 

have much money, the price of products that we bring in should be around not more 

than 500 baht, which would be okay. But if it's more than 500 baht, more than this, I 

would find it very difficult to sell. In this case, price has an effect." 

Existing Customer Store 10 

 

"Some products from some suppliers, the cost of supplement products might 

be at a high price. Sometimes we hesitate and find it a bit difficult to decide because our 

customers have limited purchasing power for such high-priced products. Customers 

might not pick them up. Customers might buy items that have dropped in price instead." 

Existing Customer Store 12 

 

"Price does have an effect because, truthfully, we want to sell many different 

products, but customers might not have access or the purchasing power to buy products 

in the high-price range. This is specific to provincial areas. But in major cities, it might 

be easier to sell. But where I am, it's quite difficult too. But if you ask if there is a market 

segment for it, there is a small one." 

Existing Customer Store 13 

 

Table 4.48 Content Analysis of Perceived Behavioral Control of Entrepreneurs in the 

Existing Customer Group Regarding Whether the Price of Pet Supplement Products 

from Current Suppliers Affects the Decision to Stock or Order Products for Sale in 

Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC5 Purchase price affects retail stores. We select 

products with good profit and loss structures. 

Therefore, the prices we get from suppliers will 

be good as agreed. 

Price has a 

positive 

effect 

Positive 

Perceived 

Behavioral 

Control 
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EC6 It has an effect. Since we are a wholesale store, 

we position ourselves as such in the market. 

Therefore, even though we might not buy a 

hundred bottles in the first order, we want 

brands to give us the lowest possible price 

because we consider our store to have sales 

potential. If your product sells well, we are 

willing to order at full capacity, and we have 

many customers. It's like we are a fish pond with 

fish, but not every feed pellet that goes in will 

be eaten by the fish. But if you ask if it's our 

fault that the fish don't eat, we've already 

maintained the ecosystem to have fish at all 

times, but if the fish don't eat your product, 

whose fault is it? So we have this logic: if your 

price doesn't allow us to compete with stores 

smaller than us, or similarly sized stores can sell 

cheaper, why should we work for you? When 

our work for you isn't just about sitting idly and 

receiving products, but it's about maintaining an 

ecosystem with customers. But you need to do 

whatever it takes to make customers take your 

bait, because products look the same, pellets are 

similar, there are plenty of them. The price 

structure must give us an advantage. Most 

brands that come in understand the structure and 

potential, so this issue isn't much of a problem, 

everyone makes prices that work. 

Price has a 

positive 

effect 

Positive 

Perceived 

Behavioral 

Control 

EC7 Price is a factor because we need to control the 

recommended retail price. All suppliers give us 

good prices because we need to discuss, agree, 

or negotiate with them. And the price that is 

Price has a 

positive 

effect 

Positive 

Perceived 

Behavioral 

Control 
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passed on to customers, we need to compare 

with the prices of general products that we 

already have. The most important part is the GP 

(gross profit), which must also be achieved. 

EC1 Yes, it has an effect in both ways. If it's too 

expensive, it might make selling difficult, but if 

it's too cheap, it might not be appropriate to be 

in the store. I look at it from two perspectives. 

Price has 

both 

positive and 

negative 

effects 

(neutral) 

Neutral 

Perceived 

Behavioral 

Control 

EC3 If it's too high, we probably wouldn't stock it, 

but if it's too cheap, customers might doubt the 

quality. But really, in the end, as I said, we also 

look at it ourselves. I'll look at, for example, 

joint support vitamins, what the average price is, 

divide by the number of tablets, and if it works 

out, we'll stock it. 

Price has 

both 

positive and 

negative 

effects 

(neutral) 

Neutral 

Perceived 

Behavioral 

Control 

EC11 If we categorize supplements, I'd rather divide 

it this way, because most supplements that are 

wet food also contain vitamins and such. I think 

prices nowadays are quite easy to afford, unlike 

in the past when prices were higher. Due to 

innovation or whatever that makes prices lower, 

it makes them more accessible to the general 

public because there are many products priced 

in the tens (of baht). But now some might be too 

expensive for customers. If they don't really 

need it, they won't decide to buy it, or maybe in 

the still small group who truly love animals, 

including people who have the financial means 

to support this, there aren't that many yet. As for 

Price has 

both 

positive and 

negative 

effects 

(neutral) 

Neutral 

Perceived 

Behavioral 

Control 
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some products that can be supported by ordinary 

people who don't have a lot of money, there are 

now many more than before. 

EC2 Normally, since we are a major player, most 

suppliers already support us with decent prices. 

Because in this business, everyone knows each 

other, so they can't deviate from prices. 

Therefore, if you're big, you're big, prices come 

in a fixed form already. Therefore, price is not 

an issue or doesn't have an effect. Everyone gets 

equal prices; it just depends on who sells at what 

price. 

Price has no 

effect on 

decision-

making 

Neutral 

Perceived 

Behavioral 

Control 

EC4 For products we stock, actually, I think price 

doesn't matter. From our perspective, it doesn't 

matter, but the source, the manufacturing 

factory, or papers with research to support it, 

those have more impact than price. 

Price has no 

effect on 

decision-

making 

Neutral 

Perceived 

Behavioral 

Control 

EC8 It has an effect. For example, allergy medication 

that costs tens of thousands of baht per jar, Mom 

still stocks it because many pet owners have this 

problem, right? We have to accept it to meet 

customer demands. Because many customers 

come asking for it, not having it in the store 

would mean losing sales opportunities where 

customers could come to choose other foods as 

well. But because the price is very high, 

sometimes if there are no customers and it 

doesn't sell, it will expire and just sit there. 

 

Price has a 

negative 

effect 

Negative 

Perceived 

Behavioral 

Control 
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EC9 Actually, it depends on each period differently. 

Like right after COVID, when the market was 

booming, whatever we placed at whatever price, 

wow, it sold easily. But currently, with the 

economic conditions, we have to accept that 

customers see price as a key point, and whatever 

can be reduced, they try to reduce. Especially 

with pet products, normally it might be dry 

food, wet food, with supplements as well, but 

currently, with the economic conditions, they 

might be left with just dry food, wet food, some 

homes even reduce to just dry food or 

something like that, it's a bit heavy. And as for 

supplement prices, normally they already feel a 

bit expensive, so if they can cut it, they will cut 

it completely. 

Price has a 

negative 

effect 

Negative 

Perceived 

Behavioral 

Control 

EC10 Definitely yes. Because my zone is a provincial 

area where people don't have much money, the 

price of products that we bring in should be 

around not more than 500 baht, which would be 

okay. But if it's more than 500 baht, more than 

this, I would find it very difficult to sell. In this 

case, price has an effect. 

Price has a 

negative 

effect 

Negative 

Perceived 

Behavioral 

Control 

EC12 Some products from some suppliers, the cost of 

supplement products might be at a high price. 

Sometimes we hesitate and find it a bit difficult 

to decide because our customers have limited 

purchasing power for such high-priced 

products. Customers might not pick them up. 

Customers might buy items that have dropped 

in price instead. 

Price has a 

negative 

effect 

Negative 

Perceived 

Behavioral 

Control 
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EC13 Price does have an effect because, truthfully, we 

want to sell many different products, but 

customers might not have access or the 

purchasing power to buy products in the high-

price range. This is specific to provincial areas. 

But in major cities, it might be easier to sell. But 

where I am, it's quite difficult too. But if you ask 

if there is a market segment for it, there is a 

small one. 

Price has a 

negative 

effect 

Negative 

Perceived 

Behavioral 

Control 

 

 
Figure 4.30 Content linkage diagram showing the Perceived Behavioral Control of 

existing customer entrepreneurs regarding whether the price of pet supplement products 

from current suppliers affects the decision to stock or order products for sale in stores. 

 

4.11.4 Satisfaction with Promotions and Marketing of Pet Supplement 
Products from Current Suppliers 

From interviews with 13 existing customers regarding their satisfaction with 

promotions and marketing of pet supplement products from current suppliers, responses 

can be categorized into 3 main groups as follows: 

Positive Perceived Behavioral Control: The group of informants who are 

satisfied with the promotions and marketing of current suppliers includes 4 respondents 

who emphasized the importance of promotions that make product prices more 

accessible, such as discounts. At the same time, 2 other respondents expressed a desire 

for additional marketing support to promote products and increase customer awareness. 
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One more respondent wanted promotions to focus on free gifts. These promotions and 

marketing efforts were perceived to help improve sales. 

Neutral Perceived Behavioral Control: Only 1 respondent viewed that the 

promotions and marketing of suppliers are factors of moderate importance that do not 

have a significant impact. This informant indicated that having promotions is good, but 

if there are no promotions, it does not greatly affect the decision to sell, as other factors 

such as product quality and market demand are more important. 

Negative Perceived Behavioral Control: The group of informants who are 

not satisfied with the promotions and marketing of suppliers includes 2 respondents who 

reasoned that there are very few promotions available, and 1 respondent who stated that 

suppliers' marketing is not efficient enough, such as not having enough advertising 

media, resulting in low consumer awareness of the products. Additionally, 1 respondent 

viewed that creating promotions with complicated procedures makes it difficult for 

stores to implement them, and 1 more respondent had a negative experience with 

promotions and marketing due to feeling that there was too much hard-selling. 

In summary, most store entrepreneurs view that suppliers' promotions and 

marketing play an important role in sales, especially promotions that help reduce 

product prices or make products more valuable. However, there are concerns about 

certain issues, such as marketing that cannot effectively reach consumers or promotions 

with complex procedures, which may be obstacles for stores in conducting business in 

the future. As illustrated by the following key informant statements: 

 

"If I talk about satisfaction with marketing promotions, I am satisfied, but I 

would like to get discounted prices to get the maximum margin. But obtaining low prices 

must be consistent with not having too much stock. Actually, even if we need to stock a 

lot, if the product sells well on its own, or if the company provides support that reaches 

the end-user, with sufficient marketing reaching that point, I'm not too concerned." 

Existing Customer Store 1 
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"As for the promotions of our current suppliers, we are satisfied with them 

because if we have promotions, we are happy for the kids as well, it's good for their 

children. Some households don't have the means to buy that much. When there are 

promotions, they can buy discounted products or get discounts, and they can buy them 

for their pets." 

Existing Customer Store 8 

 

"I am satisfied, for example, if we buy a certain amount, we will get an even 

lower price. Sometimes they also take care of claims for us, regarding food expiration. 

They guarantee that if the food we sell is not all sold—sometimes we have to buy in bulk 

to get promotions—they will take care of the expiration dates. If it expires, they will 

exchange or make a claim for us. The first step they usually take before making a claim 

is to offer a discount, give a difference, or have freebies for customers to stimulate sales, 

something like that." 

Existing Customer Store 11 

 

"I am satisfied. Most of the time, it's about making discounted prices, or 

discounts for next purchases, things like this, if we order in large quantities." 

Existing Customer Store 12 

 

"It's quite satisfactory. I understand that in a year or two, all brands will 

seriously promote. In terms of marketing budgets, they will likely increase in this 

segment, which may lead to increased awareness, and it might be in higher demand. 

This is due to pet-keeping behavior; everyone should know that it's a trend of pet 

humanization, where we treat pets like humans. Because we treat pets like humans, it's 

not limited to just food as before; it will include supplements, medical supplies, 

grooming, a variety of things that will have more functionality. The market will grow, 

and each brand will put more into marketing." 

Existing Customer Store 5 
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"Overall, the brands that are our current suppliers have a promotion and 

marketing part that is okay. But if a brand has a marketing budget for promotion, it will 

affect sales better than brands that don't have a marketing budget." 

Existing Customer Store 7 

 

"So far, suppliers have been doing marketing or supporting us with 

promotions, which we are okay with and satisfied with. What we would like them to 

provide for us and our customers might be in terms of free gift promotions." 

Existing Customer Store 2 

 

"Actually, promotions don't differ much. I feel that promotions, really, can 

have them or not have them, especially for the supplement group." 

Existing Customer Store 13 

 

"Honestly, I'm not so satisfied. Pet supplements don't have many promotions 

at all, very few, hardly ever see them. There might be promotions for purchasing only, 

not extending to end customers at all." 

Existing Customer Store 3 

 

"Promotions for supplement products are mostly general. Not many, not 

many promotions at all." 

Existing Customer Store 9 

 

"I don't like it, I'm not satisfied. Just from my own experience, they tend to 

be step-based, when they sell in volume. I understand that everything wants to achieve 

sales, but this is something I don't like." 

Existing Customer Store 4 

 

"I think the marketing is not good, not as good as it should be. It doesn't 

communicate much. But there are also legal issues that prohibit certain speech, 

sometimes whatever it is. And the more they avoid talking, the less is understood. So I 

think in terms of marketing, I'm not so satisfied because very few customers know what 
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they want, except as I mentioned, pet parents, animal lovers who know their needs or 

have information. Even ourselves, who do quite a bit of media, don't often see media for 

supplements or vitamins, very little, mostly just food media. Actually, if I were to 

recommend, it might be about injecting resources into partners, helping each other 

create content or promote, and measuring results, which would help a lot. For example, 

like Nestlé, which is for dry food, they will organize campaign activities for partner 

stores. Say there are 50 stores in a zone, everyone competes to create content, a bit from 

each, with 5 prizes, one prize worth ten thousand or something like that. The sales 

representatives are responsible for seeking cooperation. Some stores know they won't 

win, but the sales representatives have the duty to ask for cooperation. You might win 

someday, or when the second generation comes to help, it gets better. There are many 

stores that have done much better. Doing this, and doing it consistently like Nestlé does 

every quarter, these will have a cycle. And in each quarter, it's not just once, there are 

multiple activities. Live streaming counts, making videos counts, making still images 

counts, everything counts. When such a system is in place, the brand can manage its 

budget, perhaps having a hundred contents come out, but the money spent doesn't 

exceed 30,000 because there are only 5 prizes/3 months. Something like this would 

increase awareness/recognition." 

Existing Customer Store 6 

 

"Actually, I'm neutral because most suppliers or competitors also sell 

online. Whatever promotions they have, they also sell online. My physical store 

sometimes sells, sometimes doesn't. Even if they promote, customers don't come to buy 

from me; they buy online or something like that. They might buy online directly from the 

brand. For example, if they have a promotion or whatever, they will advertise, right? 

And people will rush to buy from them completely. They don't come to my store. While 

suppliers do have promotions/marketing, sometimes it's complicated to implement. For 

instance, they don't give us the freebies directly; they have us record customer names, 

record phone numbers, and then they'll send the freebies to them. Think about it, in a 

day, 100-200 people come in, and to sit and record, oh, it's entertaining, can't keep up. 

So, promotions can be done, but the company has to provide them directly. For example, 
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have you seen in department stores, buy 1 get 1 free, already packaged, not asking me 

to record names or anything like that. I don't feel okay with that." 

Existing Customer Store 10 

 

Table 4.49 Content Analysis of Perceived Behavioral Control of Entrepreneurs in the 

Existing Customer Group Regarding Satisfaction with Promotions and Marketing of Pet 

Supplement Products from Current Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword Coding Category 

EC1 If I talk about satisfaction with marketing 

promotions, I am satisfied, but I would like 

to get discounted prices to get the 

maximum margin. But obtaining low 

prices must be consistent with not having 

too much stock. Actually, even if we need 

to stock a lot, if the product sells well on 

its own, or if the company provides support 

that reaches the end-user, with sufficient 

marketing reaching that point, I'm not too 

concerned. 

Satisfied with  

promotions/ 

marketing and 

wants 

discount/price 

reduction 

promotions 

Positive 

Perceived 

Behavioral 

Control 

EC8 As for the promotions of our current 

suppliers, we are satisfied with them 

because if we have promotions, we are 

happy for the kids as well, it's good for 

their children. Some households don't have 

the means to buy that much. When there 

are promotions, they can buy discounted 

products or get discounts, and they can buy 

them for their pets. 

 

Satisfied with  

promotions/ 

marketing and 

wants 

discount/price 

reduction 

promotions 

Positive 

Perceived 

Behavioral 

Control 
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EC11 I am satisfied, for example, if we buy a 

certain amount, we will get an even lower 

price. Sometimes they also take care of 

claims for us, regarding food expiration. 

They guarantee that if the food we sell is 

not all sold—sometimes we have to buy in 

bulk to get promotions—they will take 

care of the expiration dates. If it expires, 

they will exchange or make a claim for us. 

The first step they usually take before 

making a claim is to offer a discount, give 

a difference, or have freebies for customers 

to stimulate sales, something like that. 

Satisfied with  

promotions/ 

marketing and 

wants 

discount/price 

reduction 

promotions 

Positive 

Perceived 

Behavioral 

Control 

EC12 I am satisfied. Most of the time, it's about 

making discounted prices, or discounts for 

next purchases, things like this, if we order 

in large quantities. 

Satisfied with  

promotions/ 

marketing and 

wants 

discount/price 

reduction 

promotions 

Positive 

Perceived 

Behavioral 

Control 

EC5 It's quite satisfactory. I understand that in a 

year or two, all brands will seriously 

promote. In terms of marketing budgets, 

they will likely increase in this segment, 

which may lead to increased awareness, 

and it might be in higher demand. This is 

due to pet-keeping behavior; everyone 

should know that it's a trend of pet 

humanization, where we treat pets like 

humans. Because we treat pets like 

humans, it's not limited to just food as 

before; it will include supplements, 

Satisfied with  

promotions/ 

marketing and 

wants emphasis 

on promotion and 

product 

awareness 

Positive 

Perceived 

Behavioral 

Control 
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medical supplies, grooming, a variety of 

things that will have more functionality. 

The market will grow, and each brand will 

put more into marketing. 

EC7 Overall, the brands that are our current 

suppliers have a promotion and marketing 

part that is okay. But if a brand has a 

marketing budget for promotion, it will 

affect sales better than brands that don't 

have a marketing budget. 

Satisfied with  

promotions/ 

marketing and 

wants emphasis 

on promotion and 

product 

awareness 

Positive 

Perceived 

Behavioral 

Control 

EC2 So far, suppliers have been doing 

marketing or supporting us with 

promotions, which we are okay with and 

satisfied with. What we would like them to 

provide for us and our customers might be 

in terms of free gift promotions. 

Satisfied with  

promotions/ 

marketing and  

wants free gift  

promotions 

Positive 

Perceived 

Behavioral 

Control 

EC13 Actually, promotions don't differ much. I 

feel that promotions, really, can have them 

or not have them, especially for the 

supplement group. 

Neutral feelings  

about promotions/ 

marketing 

Neutral 

Perceived 

Behavioral 

Control 

EC3 Honestly, I'm not so satisfied. Pet 

supplements don't have many promotions 

at all, very few, hardly ever see them. 

There might be promotions for purchasing 

only, not extending to end customers at all. 

Not very satisfied  

with promotions/ 

marketing 

because  

pet supplements  

don't have many 

promotions 

 

Negative 

Perceived 

Behavioral 

Control 



Jirapat Chalermbongkot                                                                                                                              Results / 224 

EC9 Promotions for supplement products are 

mostly general. Not many, not many 

promotions at all. 

Not very satisfied  

with promotions/ 

marketing 

because  

pet supplements  

don't have many 

promotions 

Negative 

Perceived 

Behavioral 

Control 

EC4 I don't like it, I'm not satisfied. Just from 

my own experience, they tend to be step-

based, when they sell in volume. I 

understand that everything wants to 

achieve sales, but this is something I don't 

like. 

Not very satisfied  

with promotions/ 

marketing due to  

hard-selling 

tactics 

Negative 

Perceived 

Behavioral 

Control 

EC6 I think the marketing is not good, not as 

good as it should be. It doesn't 

communicate much. But there are also 

legal issues that prohibit certain speech, 

sometimes whatever it is. And the more 

they avoid talking, the less is understood. 

So I think in terms of marketing, I'm not so 

satisfied because very few customers know 

what they want, except as I mentioned, pet 

parents, animal lovers who know their 

needs or have information. Even ourselves, 

who do quite a bit of media, don't often see 

media for supplements or vitamins, very 

little, mostly just food media. Actually, if I 

were to recommend, it might be about 

injecting resources into partners, helping 

each other create content or promote, and 

measuring results, which would help a lot. 

For example, like Nestlé, which is for dry 

Not very satisfied  

with promotions/ 

marketing  

regarding  

communication/ 

promotion 

Negative 

Perceived 

Behavioral 

Control 
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food, they will organize campaign 

activities for partner stores. Say there are 

50 stores in a zone, everyone competes to 

create content, a bit from each, with 5 

prizes, one prize worth ten thousand or 

something like that. The sales 

representatives are responsible for seeking 

cooperation. Some stores know they won't 

win, but the sales representatives have the 

duty to ask for cooperation. You might win 

someday, or when the second generation 

comes to help, it gets better. There are 

many stores that have done much better. 

Doing this, and doing it consistently like 

Nestlé does every quarter, these will have 

a cycle. And in each quarter, it's not just 

once, there are multiple activities. Live 

streaming counts, making videos counts, 

making still images counts, everything 

counts. When such a system is in place, the 

brand can manage its budget, perhaps 

having a hundred contents come out, but 

the money spent doesn't exceed 30,000 

because there are only 5 prizes/3 months. 

Something like this would increase 

awareness/recognition. 

EC10 Actually, I'm neutral because most 

suppliers or competitors also sell online. 

Whatever promotions they have, they also 

sell online. My physical store sometimes 

sells, sometimes doesn't. Even if they 

promote, customers don't come to buy 

Not very satisfied  

with promotions/ 

marketing  

regarding 

complicated 

Negative 

Perceived 

Behavioral 

Control 
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from me; they buy online or something like 

that. They might buy online directly from 

the brand. For example, if they have a 

promotion or whatever, they will advertise, 

right? And people will rush to buy from 

them completely. They don't come to my 

store. While suppliers do have 

promotions/marketing, sometimes it's 

complicated to implement. For instance, 

they don't give us the freebies directly; 

they have us record customer names, 

record phone numbers, and then they'll 

send the freebies to them. Think about it, 

in a day, 100-200 people come in, and to 

sit and record, oh, it's entertaining, can't 

keep up. So, promotions can be done, but 

the company has to provide them directly. 

For example, have you seen in department 

stores, buy 1 get 1 free, already packaged, 

not asking me to record names or anything 

like that. I don't feel okay with that. 

processes for 

implementing  

promotions with 

stores 

 

 
Figure 4.31 Content linkage diagram showing the Perceived Behavioral Control of 

existing customer entrepreneurs regarding satisfaction with promotions and marketing 

of pet supplement products from current suppliers. 



College of Management, Mahidol University                                                        M.M (Business Management) / 227 

4.11.5 How Much Do Delivery and After-Sales Service of Current 
Suppliers Affect the Decision to Stock Innovative Pet Supplement Products in 
Stores? 

From interviews with 13 existing customers regarding the impact of delivery 

and after-sales service of current suppliers on the decision to stock innovative pet 

supplement products, opinions can be categorized into 3 main groups as follows: 

Positive Perceived Behavioral Control: 6 respondents viewed that delivery 

and after-sales service of current suppliers have a positive effect on the decision to stock 

products for sale. This group of informants emphasized the importance of fast delivery 

(within 3 days) and efficient after-sales service, such as accepting returns for expired 

products, processing claims for damaged goods, and supporting stores by sending sales 

representatives to check products and suggest sales strategies. 

Neutral Perceived Behavioral Control: 5 respondents viewed that delivery 

and after-sales service of current suppliers have a moderate effect on decision-making. 

They believed that offering credit terms, staff training, and promotion updates are 

elements that help support sales. However, if suppliers do not have particularly 

outstanding after-sales service, they can still manage by themselves. Additionally, 1 

respondent believed that delivery and after-sales service of current suppliers do not 

affect the decision to stock products, as products in the pet supplement category 

typically have low order quantities per time and can use private shipping services 

without much dependence on suppliers. 

Negative Perceived Behavioral Control: Only 1 respondent viewed that 

delivery and after-sales service of current suppliers have a negative effect on the 

decision to stock products for sale, as they had negative experiences with sales or after-

sales service from sales staff or relevant personnel. 

In summary, the key issue is that most store entrepreneurs view that 

suppliers' delivery and after-sales service affect their decision-making, especially the 

speed of product delivery, after-sales guarantees, and regular attention. As illustrated by 

the following key informant statements: 
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"It has a significant effect in terms of after-sales service. I think shipping is 

quite standard; they deliver and help carry things a bit. But for after-sales, we must be 

able to make claims in case of accidents, significant damage, or expiration. Our current 

suppliers do this well because, as I mentioned, all suppliers must go through screening 

and enter our system first." 

Existing Customer Store 6 

 

"Since current products being sold are quite similar and are sold through 

all channels and platforms, if any service takes longer than 3 days to deliver, it can 

cause significant loss of sales opportunities. But if any supplier has comprehensive 

shipping that can deliver even for low-value orders, it will increase the opportunity to 

generate more sales. It will have a considerable effect on purchasing decisions. And it's 

the same for after-sales service. If suppliers who have been communicating with us for 

a long time can answer questions or provide information at any time." 

Existing Customer Store 7 

 

"Yes, yes. For example, if our current suppliers come to sell, and their 

salespeople come often, we'll find it easier to order from them. For instance, if someone 

comes to check product expiration dates, provides after-sales care, things like that, we'll 

find it easier to order from them because we feel they take good care of us. If someone 

never comes, we won't tend to order from them." 

Existing Customer Store 10 

 

"Delivery and after-sales service have quite an effect on decision-making. 

Each place delivers quite quickly, within about 3 days. They'll deliver to us, and after 

delivery, almost every company offers credit terms. As for after-sales service, if 

sometimes we buy something because we got a promotion, for example, if we buy in 

volume, buy a lot, like 12 cases or large quantities, we'll be concerned about the 

product's expiration date. And when they guarantee that if it expires, they'll provide a 

100% claim, it makes us want to buy from them even more. Also, when they come to take 

care of us regularly, about once a month or once every two months, come to check on 
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us, ask how sales are going, if it's not good, suggest what we might try, that helps with 

our purchasing decisions." 

Existing Customer Store 11 

 

"Currently, after-sales service and delivery for purchasing pet food or 

supplements from each company are satisfactory because we communicate with each 

other, and the company delivers according to the scheduled time. We don't have to go 

out to receive the products ourselves; they deliver right to the front of the store. As for 

after-sales service, the sales representatives also pay attention to whether we can sell 

that particular product or not. If it's been kept for a long time and is about to expire, 

they will come to process a claim or create a promotion, which works well for both 

parties." 

Existing Customer Store 12 

 

"It does have an effect. If we talk about delivery first, these days there are 

many shipping companies. If it's a large group of products, it might take a bit longer, 

but if it's supplements or medium to large pieces that aren't too big, delivery is quite 

fast. As for after-sales service, there will be companies where the sales team or technical 

staff come to provide knowledge to store owners, or even have exams, tests for store 

sales staff. I think this is quite important because, really, the store owner might not need 

it as much, but the staff must have knowledge. Some companies that pay attention to 

staff as well are good. For example, Royal Canin comes to train store staff, provides 

tests, and even creates challenges where they rank store staff nationwide based on 

scores. They might have promotion packages for trips to visit Royal Canin abroad for 

store staff. I think Royal Canin's approach is quite a good example." 

Existing Customer Store 13 
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"It affects the decision, but not to a great extent, because if it's basic after-

sales service from suppliers, it shouldn't differ much, regarding product returns or 

offering credit terms. But what I would emphasize is having representatives or staff 

come in to train and provide knowledge to frontline sales staff, to drive sales, whether 

it's just providing recommendations or creating joint activities; this will affect 

purchasing decisions and help products sell themselves." 

Existing Customer Store 1 

 

"It has an effect. In this area, we'll consider issues like, first, volume; 

second, product claims—how quickly and how well you can process claims; if your 

products come in large quantities, what kind of promotions you can offer us." 

Existing Customer Store 2 

 

"It has an effect, but not to a great extent, because shipping conditions aren't 

that difficult. Mainly, there's a minimum order for shipping, which we can understand. 

And then there's the matter of delivery time. Suppliers don't all deliver slowly; only some 

will have you order at the beginning of the month and deliver at the end of the month. 

That's not okay because when the ordering cycle is missed significantly, it makes our 

sales planning difficult. After-sales service is the same. If it's a big brand or something, 

it doesn't have to be big; sometimes small brands that they make themselves will 

regularly update us about stock and promotions." 

Existing Customer Store 3 

 

"It has an effect, but not to a great extent, because normally suppliers will 

use outsourced shipping services. If it's a slightly larger company, they'll have their own 

shipping. Some companies that ship damaged products, that's after-sales service, they'll 

help take care of it, process the claim." 

Existing Customer Store 8 

 

"For delivery, we look at the timeframe. This definitely has an effect because 

the faster they deliver, the sooner we can sell. Sometimes our ordering might be 

overlooked until the product runs out. If they can deliver quickly, we'll have products 
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on the shelf. As for after-sales service, it has a significant effect, especially nowadays, 

because frankly, we have many suppliers to choose from. We prefer whoever takes good 

care of us, counts our stock for us, or provides better care than others. It definitely has 

an effect." 

Existing Customer Store 9 

 

"It has no effect because, as I said, the product quantities are small, and we 

can ship through the postal service or whatever, send packages. There's no problem 

with shipping or receiving goods. As for after-sales service, it's the same, because since 

the sales volume isn't high—the nature of supplement product sales is what they call 

'fractional,' meaning they don't sell a lot to one store, but the number of stores is high—

for one purchase order, it's not a lot. Since these are small items, right? It's not like food 

where, say, I bring in 5 million baht of one brand; then they would need to come in to 

take care of sales, shelf arrangement, and many other things. But for supplement 

products, since they're small and the price is high, they can't focus that much due to the 

nature of the product." 

Existing Customer Store 5 

 

"It does, because some people approach us just because they want sales, but 

after they get the money and deliver the products, it's difficult to follow up on various 

things. I don't like people who just want sales and then come in. We've been instilled 

with the idea that being a salesperson is more than just selling." 

Existing Customer Store 4 
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Table 4.50 Content Analysis of Perceived Behavioral Control of Entrepreneurs in the 

Existing Customer Group Regarding How Much Delivery and After-Sales Service of 

Current Suppliers Affect the Decision to Stock Innovative Pet Supplement Products in 

Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

EC6 It has a significant effect in terms of after-

sales service. I think shipping is quite 

standard; they deliver and help carry things a 

bit. But for after-sales, we must be able to 

make claims in case of accidents, significant 

damage, or expiration. Our current suppliers 

do this well because, as I mentioned, all 

suppliers must go through screening and enter 

our system first. 

Delivery and  

after-sales  

service affect 

decision-

making with 

positive 

supporting  

reasons 

Positive 

Perceived 

Behavioral 

Control 

EC7 Since current products being sold are quite 

similar and are sold through all channels and 

platforms, if any service takes longer than 3 

days to deliver, it can cause significant loss of 

sales opportunities. But if any supplier has 

comprehensive shipping that can deliver even 

for low-value orders, it will increase the 

opportunity to generate more sales. It will 

have a considerable effect on purchasing 

decisions. And it's the same for after-sales 

service. If suppliers who have been 

communicating with us for a long time can 

answer questions or provide information at 

any time. 

Delivery and  

after-sales  

service affect 

decision-

making with 

positive 

supporting  

reasons 

Positive 

Perceived 

Behavioral 

Control 
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EC10 Yes, yes. For example, if our current suppliers 

come to sell, and their salespeople come 

often, we'll find it easier to order from them. 

For instance, if someone comes to check 

product expiration dates, provides after-sales 

care, things like that, we'll find it easier to 

order from them because we feel they take 

good care of us. If someone never comes, we 

won't tend to order from them. 

Delivery and  

after-sales  

service affect 

decision-

making with 

positive 

supporting  

reasons 

Positive 

Perceived 

Behavioral 

Control 

EC11 Delivery and after-sales service have quite an 

effect on decision-making. Each place 

delivers quite quickly, within about 3 days. 

They'll deliver to us, and after delivery, 

almost every company offers credit terms. As 

for after-sales service, if sometimes we buy 

something because we got a promotion, for 

example, if we buy in volume, buy a lot, like 

12 cases or large quantities, we'll be 

concerned about the product's expiration date. 

And when they guarantee that if it expires, 

they'll provide a 100% claim, it makes us 

want to buy from them even more. Also, 

when they come to take care of us regularly, 

about once a month or once every two 

months, come to check on us, ask how sales 

are going, if it's not good, suggest what we 

might try, that helps with our purchasing 

decisions. 

Delivery and  

after-sales  

service affect 

decision-

making with 

positive 

supporting  

reasons 

Positive 

Perceived 

Behavioral 

Control 

EC12 Currently, after-sales service and delivery for 

purchasing pet food or supplements from 

each company are satisfactory because we 

communicate with each other, and the 

Delivery and  

after-sales  

service affect 

decision-

Positive 

Perceived 

Behavioral 

Control 



Jirapat Chalermbongkot                                                                                                                              Results / 234 

company delivers according to the scheduled 

time. We don't have to go out to receive the 

products ourselves; they deliver right to the 

front of the store. As for after-sales service, 

the sales representatives also pay attention to 

whether we can sell that particular product or 

not. If it's been kept for a long time and is 

about to expire, they will come to process a 

claim or create a promotion, which works 

well for both parties. 

making with 

positive 

supporting  

reasons 

EC13 It does have an effect. If we talk about 

delivery first, these days there are many 

shipping companies. If it's a large group of 

products, it might take a bit longer, but if it's 

supplements or medium to large pieces that 

aren't too big, delivery is quite fast. As for 

after-sales service, there will be companies 

where the sales team or technical staff come 

to provide knowledge to store owners, or even 

have exams, tests for store sales staff. I think 

this is quite important because, really, the 

store owner might not need it as much, but the 

staff must have knowledge. Some companies 

that pay attention to staff as well are good. For 

example, Royal Canin comes to train store 

staff, provides tests, and even creates 

challenges where they rank store staff 

nationwide based on scores. They might have 

promotion packages for trips to visit Royal 

Canin abroad for store staff. I think Royal 

Canin's approach is quite a good example. 

Delivery and  

after-sales  

service affect 

decision-

making with 

positive 

supporting  

reasons 

Positive 

Perceived 

Behavioral 

Control 
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EC1 It affects the decision, but not to a great 

extent, because if it's basic after-sales service 

from suppliers, it shouldn't differ much, 

regarding product returns or offering credit 

terms. But what I would emphasize is having 

representatives or staff come in to train and 

provide knowledge to frontline sales staff, to 

drive sales, whether it's just providing 

recommendations or creating joint activities; 

this will affect purchasing decisions and help 

products sell themselves. 

Delivery and  

after-sales  

service affect 

decision-

making but not 

significantly/ 

neutral 

Neutral 

Perceived 

Behavioral 

Control 

EC2 It has an effect. In this area, we'll consider 

issues like, first, volume; second, product 

claims—how quickly and how well you can 

process claims; if your products come in large 

quantities, what kind of promotions you can 

offer us. 

Delivery and  

after-sales  

service affect 

decision-

making but not 

significantly/ 

neutral 

Neutral 

Perceived 

Behavioral 

Control 

EC3 It has an effect, but not to a great extent, 

because shipping conditions aren't that 

difficult. Mainly, there's a minimum order for 

shipping, which we can understand. And then 

there's the matter of delivery time. Suppliers 

don't all deliver slowly; only some will have 

you order at the beginning of the month and 

deliver at the end of the month. That's not 

okay because when the ordering cycle is 

missed significantly, it makes our sales 

planning difficult. After-sales service is the 

same. If it's a big brand or something, it 

doesn't have to be big; sometimes small 

brands that they make themselves will 

Delivery and  

after-sales  

service affect 

decision-

making but not 

significantly/ 

neutral 

Neutral 

Perceived 

Behavioral 

Control 
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regularly update us about stock and 

promotions. 

EC8 It has an effect, but not to a great extent, 

because normally suppliers will use 

outsourced shipping services. If it's a slightly 

larger company, they'll have their own 

shipping. Some companies that ship damaged 

products, that's after-sales service, they'll help 

take care of it, process the claim. 

Delivery and  

after-sales  

service affect 

decision-

making but not 

significantly/ 

neutral 

Neutral 

Perceived 

Behavioral 

Control 

EC9 For delivery, we look at the timeframe. This 

definitely has an effect because the faster they 

deliver, the sooner we can sell. Sometimes 

our ordering might be overlooked until the 

product runs out. If they can deliver quickly, 

we'll have products on the shelf. As for after-

sales service, it has a significant effect, 

especially nowadays, because frankly, we 

have many suppliers to choose from. We 

prefer whoever takes good care of us, counts 

our stock for us, or provides better care than 

others. It definitely has an effect. 

Delivery and  

after-sales  

service affect 

decision-

making but not 

significantly/ 

neutral 

Neutral 

Perceived 

Behavioral 

Control 

EC5 It has no effect because, as I said, the product 

quantities are small, and we can ship through 

the postal service or whatever, send packages. 

There's no problem with shipping or receiving 

goods. As for after-sales service, it's the same, 

because since the sales volume isn't high—the 

nature of supplement product sales is what 

they call 'fractional,' meaning they don't sell a 

lot to one store, but the number of stores is 

high—for one purchase order, it's not a lot. 

Delivery and 

after-sales 

service do not 

affect 

decision-

making 

Neutral 

Perceived 

Behavioral 

Control 
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Since these are small items, right? It's not like 

food where, say, I bring in 5 million baht of 

one brand; then they would need to come in 

to take care of sales, shelf arrangement, and 

many other things. But for supplement 

products, since they're small and the price is 

high, they can't focus that much due to the 

nature of the product. 

EC4 It does, because some people approach us just 

because they want sales, but after they get the 

money and deliver the products, it's difficult 

to follow up on various things. I don't like 

people who just want sales and then come in. 

We've been instilled with the idea that being 

a salesperson is more than just selling. 

Affects 

decision-

making with 

negative 

supporting 

reasons 

Negative 

Perceived 

Behavioral 

Control 

 

 
Figure 4 .32  Content linkage diagram showing the Perceived Behavioral Control of 

existing customer entrepreneurs regarding how much delivery and after-sales service of 

current suppliers affect the decision to stock innovative pet supplement products in 

stores. 
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Perceived Behavioral Control of Pet Supply and Food Store 
Entrepreneurs Toward New Pet Supplement Product Suppliers 

4.11.6 What Difficulties in Ordering Pet Supplement Products from 

New Suppliers Would Result in Not Considering Them for Store Distribution 
From interviews with 7  prospective customers regarding difficulties in 

ordering pet supplement products from new suppliers that would result in not 

considering products for store distribution, opinions can be categorized into 3  main 

groups as follows: 

Difficulties in Communication and Service: 5  respondents mostly viewed 

that complicated contact methods and poor service from suppliers are significant 

obstacles in deciding to stock products, especially in cases where communication is 

delayed or sales representatives respond slowly, after-sales service is poor (such as not 

accepting product claims or not visiting the store), and lack of continuity in sales teams 

and communication (such as changing sales representatives or territories without 

notifying stores). 

Complicated Documentation and Ordering Conditions: 1  respondent felt 

that the process of opening a new customer account is overly complex, causing stores 

to reject suppliers with complicated requirements. 

Inflexible Sales Conditions: 1  respondent desired flexible sales conditions, 

especially in cases where new brands require stores to make outright purchases instead 

of offering consignment options, which might make stores uncertain about customer 

reception and choose not to consider stocking the products. 

In summary, prospective customers prioritize convenient, fast 

communication and good after-sales service as key factors in deciding to choose new 

suppliers. Meanwhile, some stores emphasize ordering conditions and document 

management. If suppliers have complex or inflexible requirements, stores may choose 

not to consider stocking their products. As illustrated by the following key informant 

statements: 
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" If it's difficult to contact them or they provide poor service, we are 

concerned and might pass on them entirely. We fear the type that is very easy to contact 

and provides excellent service when they want to get an order, but after they receive the 

order, it becomes harder to contact them, and they might provide less service to us." 

Prospective Customer Store 1 

 

"Difficulty in contacting sales representatives or brands is something that, 

if I feel it's difficult in this area, I will not consider bringing that brand to sell in the 

store at all because I feel it's a waste of time. We want sales representatives/brands that 

are always ready, ready to sell, ready to support, something like that." 

Prospective Customer Store 2 

 

"From my experience, it's quite difficult to contact them. For example, if 

we're a store that doesn't yet know how to contact the company or sales representatives 

selling this segment, when we contact them through their page, website, or whatever, 

their response is quite slow. It makes us feel that if we intend to bring in this brand, but 

it turns out that we contact this brand first, and they don't respond, the sales 

representatives don't contact us back at all. But another brand that we might consider 

bringing in later or might bring in, they contact us back first. We will choose to bring 

in the latter brand's products first so that our store can sell. It's the issue of contact 

that's quite difficult. Therefore, difficult contact makes me not want to consider at all. 

And then there's the issue of poor service from sales representatives. Some companies 

inform us that 'this cannot be claimed, we don't accept claims,' which they inform us 

after we've already ordered products worth tens of thousands, and then we wonder if 

they don't accept claims and the products don't sell, what should we do?" 

Prospective Customer Store 4 

 

"Regarding communication, if we don't have continuous communication or 

they don't visit the store, there's no connection, it will become a situation where for some 

products, we have quite a variety of SKUs. If suddenly this item is doing well, and then 

they disappear, and we can't contact them, maybe because they've changed sales 

representatives or territories or visiting days, and they didn't notify us, it makes it 
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difficult for us to deal with customers properly regarding whether we will have this 

product continuously, whether to order in larger volumes, or what to do." 

Prospective Customer Store 6 

 

" It would be about the contact, the communication with the supplier 

company or sales representatives, because sometimes, some products that haven't sold 

and are about to expire or something like that, we would contact them to help support 

product guarantees, handle claims, things like that. If it's difficult to communicate, 

feeling that it's difficult in this area, we wouldn't consider selling it in the store." 

Prospective Customer Store 7 

 

" It could be the complication of documentation in opening customer 

accounts. The documentation is sometimes complicated, wanting this and that, needing 

to be a registered company or whatever, requiring tax documents, VAT 20 , all sorts of 

things—it's a mess. So if you're a new vendor coming in and you require all sorts of 

documents, we would just reject you outright. Because the store is helping to sell your 

products, but you're complicating many issues with documentation, requiring payment 

before shipping products, all sorts of things, as if you're afraid of this and that. It doesn't 

matter if you're afraid; you don't have to sell. It should be based primarily on the 

customer. For me, I think it's mostly about documentation." 

Prospective Customer Store 3 

 

"If it's completely new and they want outright purchases, it will be a business 

concern. If it's completely new and they want to do something like consignment, I can 

try that. But if they say it must be an outright purchase or else they won't stock it, I 

would say goodbye too. I still wouldn't do outright purchases because I don't know the 

customer reception yet." 

Prospective Customer Store 5 
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Table 4 .51  Content Analysis of Perceived Behavioral Control of Entrepreneurs in the 

Prospective Customer Group Regarding Difficulties in Ordering Pet Supplement 

Products from New Suppliers That Would Result in Not Considering Them for Store 

Distribution 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC1 If it's difficult to contact them or they 

provide poor service, we are concerned 

and might pass on them entirely. We 

fear the type that is very easy to contact 

and provides excellent service when 

they want to get an order, but after they 

receive the order, it becomes harder to 

contact them, and they might provide 

less service to us. 

Difficult to  

contact/ 

poor service 

Difficulties in 

communication/ 

difficult contact  

or poor service 

PC2 Difficulty in contacting sales 

representatives or brands is something 

that, if I feel it's difficult in this area, I 

will not consider bringing that brand to 

sell in the store at all because I feel it's a 

waste of time. We want sales 

representatives/brands that are always 

ready, ready to sell, ready to support, 

something like that. 

Difficult 

contact 

Difficulties in 

communication/ 

difficult contact 

or poor service 

PC4 From my experience, it’s quite difficult 

to contact them. For example, if we’re a 

store that doesn’t yet know how to 

contact the company or sales 

representatives selling this segment, 

when we contact them through their 

Difficult 

contact 

Difficulties in 

communication/ 

difficult contact 

or poor service 
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page, website, or whatever, their 

response is quite slow. It makes us feel 

that if we intend to bring in this brand, 

but it turns out that we contact this brand 

first, and they don’t respond, the sales 

representatives don’t contact us back at 

all. But another brand that we might 

consider bringing in later or might bring 

in, they contact us back first. We will 

choose to bring in the latter brand’s 

products first so that our store can sell. 

It’s the issue of contact that’s quite 

difficult. Therefore, difficult contact 

makes me not want to consider at all. 

And then there’s the issue of poor 

service from sales representatives. Some 

companies inform us that ‘this cannot be 

claimed, we don’t accept claims,’ which 

they inform us after we’ve already 

ordered products worth tens of 

thousands, and then we wonder if they 

don’t accept claims and the products 

don’t sell, what should we do? 

PC6 Regarding communication, if we don't 

have continuous communication or they 

don't visit the store, there's no 

connection, it will become a situation 

where for some products, we have quite 

a variety of SKUs. If suddenly this item 

is doing well, and then they disappear, 

and we can't contact them, maybe 

because they've changed sales 

No continuous 

communication 

Difficulties in 

communication/ 

difficult contact 

or poor service 



College of Management, Mahidol University                                                        M.M (Business Management) / 243 

representatives or territories or visiting 

days, and they didn't notify us, it makes 

it difficult for us to deal with customers 

properly regarding whether we will have 

this product continuously, whether to 

order in larger volumes, or what to do. 

PC7 It would be about the contact, the 

communication with the supplier 

company or sales representatives, 

because sometimes, some products that 

haven't sold and are about to expire or 

something like that, we would contact 

them to help support product 

guarantees, handle claims, things like 

that. If it's difficult to communicate, 

feeling that it's difficult in this area, we 

wouldn't consider selling it in the store. 

Difficult 

communication 

Difficulties in 

communication/ 

difficult contact 

or poor service 

PC3 It could be the complication of 

documentation in opening customer 

accounts. The documentation is 

sometimes complicated, wanting this 

and that, needing to be a registered 

company or whatever, requiring tax 

documents, VAT 20, all sorts of 

things—it's a mess. So if you're a new 

vendor coming in and you require all 

sorts of documents, we would just reject 

you outright. Because the store is 

helping to sell your products, but you're 

complicating many issues with 

documentation, requiring payment 

before shipping products, all sorts of 

Complicated 

documentation 

for opening 

customer 

accounts 

Difficulties in 

ordering 

regarding 

documentation 

requirements 
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things, as if you're afraid of this and that. 

It doesn't matter if you're afraid; you 

don't have to sell. It should be based 

primarily on the customer. For me, I 

think it's mostly about documentation. 

PC5 If it's completely new and they want 

outright purchases, it will be a business 

concern. If it's completely new and they 

want to do something like consignment, 

I can try that. But if they say it must be 

an outright purchase or else they won't 

stock it, I would say goodbye too. I still 

wouldn't do outright purchases because 

I don't know the customer reception yet. 

Outright 

purchase/ 

consignment 

Difficulties in 

ordering due to 

companies 

requiring 

outright 

purchases 

instead of 

consignment 

first 

 

 
Figure 4.33 Content linkage diagram showing the Perceived Behavioral Control of 

entrepreneurs and potential customer groups regarding difficulties in ordering pet 

supplement products from new suppliers that would not be considered for store 

distribution. 
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4.11.7 Does having sufficient information, knowledge, and 
understanding about the usage and benefits of pet supplement products from new 
suppliers affect your decision to purchase for distribution in your store 

From interviews with 7  prospective customers, it was found that having 

information, knowledge, and understanding about pet supplement products affects the 

decision to stock these products. The opinions can be categorized into main groups as 

follows: 

All 7  informants consistently agreed that receiving sufficient information 

from suppliers helps store owners and staff understand the products, have adequate 

knowledge, and effectively recommend products to customers, which directly impacts 

sales. 

Factors affecting the decision to stock products include: stores choosing 

brands that provide detailed product knowledge and regularly update information about 

research or new trends. Continuous staff training by suppliers helps employees 

confidently recommend products to customers, and clear information provision, 

including training on new products, enables stores to better answer customer questions, 

influencing customers' purchasing decisions. 

In summary, prospective stores value receiving comprehensive product 

information and staff training from suppliers, which are important factors affecting 

decisions to stock pet supplement products. Each key informant stated: 

 

" It greatly affects us. If the store doesn't know anything, we can't sell. How 

would we recommend products to customers? We need to know to sell. Some new staff 

don't know the products, so training is necessary. If suppliers provide training, that 

would be excellent because they have more in-depth knowledge and can answer 

questions better than our staff." 

Prospective Customer Store 1 
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"Yes, it has an effect. If they are passionate about their products, or they 

can explain how their products help others, and why we should buy them, or why we 

should have them, recommending to us and our staff is interesting. We are willing to 

listen. It affects the decision to purchase for distribution." 

Prospective Customer Store 2 

 

"Without knowledge, selling is very difficult. The salesperson is extremely 

important because when selling products, without knowledge, you simply can't sell. For 

example, with pet drinking water products, you really need knowledge to sell easily. If 

the salesperson has knowledge, they can explain how this product helps with various 

issues and why it's more valuable than regular water. They might explain that drinking 

regular water could lead to certain diseases, but drinking this product reduces problems 

like kidney stones. You need knowledge to educate and persuade consumers." 

Prospective Customer Store 3 

 

"Yes, it has an effect because if they develop a product, and if we or our staff 

have no knowledge, we cannot use these selling points to resell. If we know the product's 

objectives, we can use these selling points to resell. Information about usage, benefits, 

and product properties is extremely important. From past experience, it depends on the 

brand - some brands provide good information, while others may not provide as much. 

We usually talk with sales representatives quite often and gain new knowledge from 

them, but some brands don't provide any knowledge, they just meet to sell and then 

leave." 

Prospective Customer Store 4 

 

" It has an effect. For new brands, they need to be able to explain - explain 

the product in detail, its advantages and disadvantages, or how it differs from other 

products in the market. I need to be able to compare and explain to customers." 

Prospective Customer Store 5 
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" It has quite a significant effect because if we don't know about the 

innovation or ingredients, the product's physical aspects that customers can touch - 

because customers look at the exterior and then ask deeper questions about what it is, 

how to use it, what it's made from. For these products, customers are people who love 

their pets and have purchasing power at a certain level. Therefore, our customers' 

readiness to pay is high, but if we cannot answer their questions or solve their problems 

by knowing about the product benefits, what innovations are used, how updated it is, 

whether it has research to support it, which group it belongs to - these are things 

customers are already concerned about. Some customers have done quite thorough 

research, for example on joint supplements, looking at 3  brands, but they give us the 

task of recommending and providing additional details on which product best suits their 

pet. If we don't have solid knowledge on this, or if the supplier hasn't informed us or 

hasn't provided product training to us or our frontline staff who serve customers, this 

might affect both the customer's decision and the store's decision to stock or for 

customers to continue using it." 

Prospective Customer Store 6 

 

" It has an effect. If they present and explain to us, provide us with 

knowledge, and we feel these products are truly beneficial, we might experiment by 

stocking them in small quantities first. Importantly, besides initially introducing and 

providing us with basic knowledge, they subsequently need to provide knowledge and 

introduce products to our staff as well, because our staff will be the ones directly 

communicating and providing recommendations to customers. So, we consider this 

aspect, and it affects our decision to stock products. If suppliers come in and provide 

knowledge frequently, whether to store owners or staff, that would be very good." 

Prospective Customer Store 7 
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Table 4 .52  Content analysis of Perceived Behavioral Control of Entrepreneurs in the 

prospective customer group regarding whether having sufficient information, 

knowledge, and understanding about the usage and benefits of pet supplement products 

from new suppliers affects the decision to purchase for distribution in your store. 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC1 It greatly affects us. If the store doesn't know 

anything, we can't sell. How would we 

recommend products to customers? We need 

to know to sell. Some new staff don't know 

the products, so training is necessary. If 

suppliers provide training, that would be 

excellent because they have more in-depth 

knowledge and can answer questions better 

than our staff. 

Greatly 

affects 

Introducing 

knowledge 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 

PC2 Yes, it has an effect. If they are passionate 

about their products, or they can explain how 

their products help others, and why we 

should buy them, or why we should have 

them, recommending to us and our staff is 

interesting. We are willing to listen. It affects 

the decision to purchase for distribution. 

Has an 

effect 

Introducing 

knowledge 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 



College of Management, Mahidol University                                                        M.M (Business Management) / 249 

PC3 Without knowledge, selling is very difficult. 

The salesperson is extremely important 

because when selling products, without 

knowledge, you simply can't sell. For 

example, with pet drinking water products, 

you really need knowledge to sell easily. If 

the salesperson has knowledge, they can 

explain how this product helps with various 

issues and why it's more valuable than 

regular water. They might explain that 

drinking regular water could lead to certain 

diseases, but drinking this product reduces 

problems like kidney stones. You need 

knowledge to educate and persuade 

consumers. 

Without 

knowledge, 

selling is 

very 

difficult / 

Without 

knowledge, 

you simply 

can't sell 

Introducing 

knowledge 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 

PC4 Yes, it has an effect because if they develop 

a product, and if we or our staff have no 

knowledge, we cannot use these selling 

points to resell. If we know the product's 

objectives, we can use these selling points to 

resell. Information about usage, benefits, and 

product properties is extremely important. 

From past experience, it depends on the 

brand - some brands provide good 

information, while others may not provide as 

much. We usually talk with sales 

representatives quite often and gain new 

knowledge from them, but some brands don't 

provide any knowledge, they just meet to sell 

and then leave. 

Has an 

effect 

Introducing 

knowledge 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 

PC5 It has an effect. For new brands, they need to 

be able to explain - explain the product in 

Has an 

effect 

Introducing 

knowledge 
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detail, its advantages and disadvantages, or 

how it differs from other products in the 

market. I need to be able to compare and 

explain to customers. 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 

PC6 It has quite a significant effect because if we 

don't know about the innovation or 

ingredients, the product's physical aspects 

that customers can touch - because customers 

look at the exterior and then ask deeper 

questions about what it is, how to use it, what 

it's made from. For these products, customers 

are people who love their pets and have 

purchasing power at a certain level. 

Therefore, our customers' readiness to pay is 

high, but if we cannot answer their questions 

or solve their problems by knowing about the 

product benefits, what innovations are used, 

how updated it is, whether it has research to 

support it, which group it belongs to - these 

are things customers are already concerned 

about. Some customers have done quite 

thorough research, for example on joint 

supplements, looking at 3 brands, but they 

give us the task of recommending and 

providing additional details on which 

product best suits their pet. If we don't have 

Has quite a 

significant 

effect 

Introducing 

knowledge 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 
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solid knowledge on this, or if the supplier 

hasn't informed us or hasn't provided product 

training to us or our frontline staff who serve 

customers, this might affect both the 

customer's decision and the store's decision 

to stock or for customers to continue using it. 

PC7 It has an effect. If they present and explain to 

us, provide us with knowledge, and we feel 

these products are truly beneficial, we might 

experiment by stocking them in small 

quantities first. Importantly, besides initially 

introducing and providing us with basic 

knowledge, they subsequently need to 

provide knowledge and introduce products to 

our staff as well, because our staff will be the 

ones directly communicating and providing 

recommendations to customers. So, we 

consider this aspect, and it affects our 

decision to stock products. If suppliers come 

in and provide knowledge frequently, 

whether to store owners or staff, that would 

be very good. 

Has an 

effect 

Introducing 

knowledge 

and 

understanding 

of the usage 

and benefits 

of products 

affects the 

decision to 

purchase for 

store 

distribution 

 

 
Figure 4.34 Content linkage diagram showing the Perceived Behavioral Control of 

Entrepreneurs in the prospective customer group regarding whether having sufficient 

information, knowledge, and understanding about the usage and benefits of pet 

supplement products from new suppliers affects the decision to purchase for distribution 

in your store. 
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4.11.8 Does the price of pet supplement products from new suppliers 
affect your decision to purchase or order them for sale in your store 

From interviews with 7 prospective customers, it was found that the price 

of pet supplement products affects the decision to stock these products. The opinions 

can be categorized into main groups as follows: 

All 7 informants acknowledged that products can have high prices if they 

are reasonable, and that market prices should be standardized. Additionally, suppliers 

with good promotions and marketing can help make products easier to sell without 

stores having to provide excessive explanations themselves. If product prices are at an 

affordable level and can compete with existing brands, stores are more likely to stock 

them. 

Factors affecting the decision to stock products include: if products are too 

expensive without distinctive features differentiating them from other brands, stores will 

not be interested in ordering them due to concerns that products will sell slowly and 

expire. Furthermore, the price of new products should be lower than famous brands 

already established in the market to attract customers to try them. Stores with a premium 

customer base may not place as much emphasis on price, but for stores with middle to 

lower-end customer segments, price will be a crucial factor in decision-making. 

In summary, the price of pet supplement products affects entrepreneurs' 

decisions to stock them in their stores. Prospective stores value reasonable pricing, 

market price control, and promotional support from suppliers, which are important 

factors affecting decisions to stock products. Each key informant stated: 

 

"It has an effect. We think products can have high prices, but they must be 

reasonable and have controlled market pricing. Customers should feel it's not expensive 

at all for this quality at this price, and the price should be the same everywhere. This 

allows stores to be comfortable without competition for customers due to price 

differences. Prices that are too low are also concerning - why is it only this price? What 

is it made from? Something like that." 

Prospective Customer Store 1 
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"The price of products has an effect. If it's a new supplier, we would like 

them to have promotions or marketing strategies that can increase customer awareness. 

When customers enter our store, they should be able to pick up the product immediately 

without us having stock issues or having to explain too much. Something like that." 

Prospective Customer Store 2 

 

"Normally, for existing supplement products, it's like any other product. We 

need to compare prices with similar products to see how much they cost and how they 

differ. We must make comparisons because the products you produce must already exist 

in the market. Now you need to look at quantity versus price to see if it's reasonable. If 

the product already exists in the store, it will be a bit difficult. But if it exists and your 

price is better, then OK, we might say 'let's try it.' But if it looks like something that 

already exists and is more expensive, there's no point in stocking it because it already 

exists, and if it's even more expensive, it will sell even more slowly. The slower the 

product sells, the shorter its shelf life becomes. Something like that." 

Prospective Customer Store 3 

 

"It has an effect. If the price is high but the quality is not good, we will cut 

it out based on customer feedback. If we stock one batch and customers tell us they've 

used it for a long time without seeing results, we won't order it again and will look for 

a new batch. When we place an order, we don't just order from one company. We need 

to order multiple products to provide options and comparisons for customers - how does 

using this product compare to using another? And also the reviews of each brand, how 

good they are, and things like that." 

Prospective Customer Store 4 

 

"Price has an effect. If it's a new product or brand, the price should be lower 

than famous brands or products that are already well-known. To be direct, when 

compared one-to-one, it needs to attract customer interest. Or alternatively, if it's new 

and doesn't duplicate - I mean if the components help with different issues and aren't 

repetitive - then in that case, price doesn't have as much of an effect." 

Prospective Customer Store 5 
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"It has an effect. It also depends on the customer group. If customers are 

high-grade, price isn't a problem. If customers are middle or lower-grade, if the price 

is too high, it might be a bit difficult. Our store's target customers are middle to upper 

grade." 

Prospective Customer Store 6 

 

"Price has quite a significant effect. Because there was a case in the past 

where I sold a supplement, even though its quality was quite good, but that product had 

a very high price. It was a tablet supplement, one bottle with 20-30 tablets, priced 

around 700-800 baht. It turned out customers weren't interested at all because when 

they saw the price, they immediately put it down. Later on, I decided to consider 

bringing in products with reasonable, affordable prices instead." 

Prospective Customer Store 7 

 

Table 4.53 Content analysis of Perceived Behavioral Control of Entrepreneurs in the 

prospective customer group regarding whether the price of pet supplement products 

from new suppliers affects the decision to purchase or order them for sale in your store. 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC1 It has an effect. We think products can have 

high prices, but they must be reasonable and 

have controlled market pricing. Customers 

should feel it's not expensive at all for this 

quality at this price, and the price should be the 

same everywhere. This allows stores to be 

comfortable without competition for customers 

due to price differences. Prices that are too low 

are also concerning - why is it only this price? 

What is it made from? Something like that. 

Has an 

effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 
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PC2 The price of products has an effect. If it's a new 

supplier, we would like them to have 

promotions or marketing strategies that can 

increase customer awareness. When customers 

enter our store, they should be able to pick up 

the product immediately without us having 

stock issues or having to explain too much. 

Something like that. 

The price of 

products has 

an effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 

PC3 Normally, for existing supplement products, it's 

like any other product. We need to compare 

prices with similar products to see how much 

they cost and how they differ. We must make 

comparisons because the products you produce 

must already exist in the market. Now you need 

to look at quantity versus price to see if it's 

reasonable. If the product already exists in the 

store, it will be a bit difficult. But if it exists and 

your price is better, then OK, we might say 'let's 

try it.' But if it looks like something that already 

exists and is more expensive, there's no point in 

stocking it because it already exists, and if it's 

even more expensive, it will sell even more 

slowly. The slower the product sells, the shorter 

its shelf life becomes. Something like that. 

Has an 

effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 

PC4 It has an effect. If the price is high but the 

quality is not good, we will cut it out based on 

customer feedback. If we stock one batch and 

customers tell us they've used it for a long time 

without seeing results, we won't order it again 

and will look for a new batch. When we place 

an order, we don't just order from one company. 

We need to order multiple products to provide 

Has an 

effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 
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options and comparisons for customers - how 

does using this product compare to using 

another? And also the reviews of each brand, 

how good they are, and things like that. 

PC5 Price has an effect. If it's a new product or 

brand, the price should be lower than famous 

brands or products that are already well-known. 

To be direct, when compared one-to-one, it 

needs to attract customer interest. Or 

alternatively, if it's new and doesn't duplicate - 

I mean if the components help with different 

issues and aren't repetitive - then in that case, 

price doesn't have as much of an effect. 

Has an 

effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 

PC6 It has an effect. It also depends on the customer 

group. If customers are high-grade, price isn't a 

problem. If customers are middle or lower-

grade, if the price is too high, it might be a bit 

difficult. Our store's target customers are 

middle to upper grade. 

Has an 

effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 

PC7 Price has quite a significant effect. Because 

there was a case in the past where I sold a 

supplement, even though its quality was quite 

good, but that product had a very high price. It 

was a tablet supplement, one bottle with 20-30 

tablets, priced around 700-800 baht. It turned 

out customers weren't interested at all because 

when they saw the price, they immediately put 

it down. Later on, I decided to consider 

bringing in products with reasonable, 

affordable prices instead. 

Price has 

quite a 

significant 

effect 

Price 

affects the 

decision to 

purchase 

for store 

distribution 
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Figure 4.35 Content linkage diagram showing the Perceived Behavioral Control of 

entrepreneurs in the prospective customer group regarding whether the price of pet 

supplement products from new suppliers affects the decision to purchase or order them 

for sale in your store. 

 

4.11.9 Promotions and Marketing Strategies for Ordering New 

Supplier Pet Supplement Products to be Considered for Store Distribution 
Based on interviews with 7 prospective customers regarding promotions and 

marketing strategies that influence their decision to distribute products, the findings can 

be categorized into 3 main groups as follows: 

Marketing to build customer base and product awareness: 3  respondents 

emphasized the importance of marketing and brand awareness building before sales. 

Retailers believe that new brands should implement aggressive marketing strategies 

rather than focusing solely on product promotions. Additionally, there should be 

publicity or product distribution across multiple stores to build customer familiarity. 

Marketing through social media channels or creating strong branding are crucial factors 

that help retailers consider stocking products. 

Promotional giveaways/product samples: 3  respondents viewed that the 

most effective sales promotions are giveaways and product samples. They expressed 

that product testers are extremely important as they allow customers to try products 

without risk and help create opportunities for repeat purchases. Promotions such as "buy 

1  get 1  free" are of interest to customers and help stimulate short-term sales. Offering 

promotions that ensure customers receive sufficient product quantities to see results, 

such as "buy 6 get 1 free," encourages continuous product use. 

Support for promotional materials: 1  respondent believed that promotional 

materials increase sales opportunities. Having standees, brochures, or presentation 
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videos in-store makes it easier for customers to understand products independently. If 

customers require more in-depth product information, they can consult with sales staff. 

Overall, promotions and marketing significantly affect purchasing decisions 

for new supplier products. Most retailers consider marketing and brand awareness 

building crucial in deciding whether to stock new supplier products. Additionally, 

promotional giveaways, product samples, and sales promotion packages are strategies 

that retailers value as they help stimulate sales and build customer confidence. Key 

respondents stated: 

 

" Regarding marketing or promotions for retailers, if suddenly there's a 

promotion encouraging us to buy, we're indifferent. We actually see it as inventory 

clearance from the brand. For new brands, it's absolutely necessary to conduct 

marketing first. Having a customer base before we consider further is essential. We 

approach this as risk-averse individuals. We don't want our capital tied up in inventory 

because of promotions." 

Prospective Customer Store 1 

 

"I'd like to see public relations efforts and product placement or distribution 

across multiple stores so customers become familiar with and purchase more products. 

Once customers are familiar, it becomes easier, and they'll seek out those specific 

products more, either from advertising awareness, seeing products stocked in every 

store they visit, or perhaps because friends or acquaintances use them and sparked their 

interest." 

Prospective Customer Store 3 

 

" Marketing could involve social media promotion or various marketing 

strategies, self-presentation, and brand building - these are extremely important 

aspects. As for promotions, new brands definitely need them. It depends on what type of 

promotion each brand chooses." 

Prospective Customer Store 5 
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"For our store's promotions and marketing, we believe giveaways - which 

could be product samples or promotions like 'purchase a certain amount and get this as 

a gift' - can increase store sales. Product sample giveaways are extremely important 

because sometimes customers are hesitant to try products, they're reluctant to purchase 

at prices like 200-300 baht. But if we provide them with product samples, they can try 

them, and if they like the products and find them satisfactory, they'll definitely return to 

purchase regardless of price. We still believe product sample giveaways are much more 

important than anything else." 

Prospective Customer Store 4 

 

"There should be testers available, with sample products for store staff to 

distribute to customers. Or when we observe customer needs trending in a certain 

direction, we give them samples to try and then request feedback on whether it works. 

If customers start asking for it, we might stock it or continue with more appropriate 

volumes. Another aspect is that promotions are mostly add-ons, included so customers 

can use products continuously or in doses sufficient to see results. For some products, 

despite customers being willing to pay, they may not feel they need certain quantities, 

like a 7 -day package - they might prefer just 6  days. The supplier might need to push 

promotions like 'buy 6 get 1 free' so the customer gets the research-specified 7-day dose 

required to see results." 

Prospective Customer Store 6 

 

"For promotions we pass on to customers, the top priority is 'buy 1  get 1 

free.' Even for products with currently narrow market segments, if it's a 'buy 1  get 1 ' 

promotion, customers will be significantly more interested. Second would be special 

pricing, time-limited special price promotions and such, which customers also find quite 

interesting." 

Prospective Customer Store 7 
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"Like when I've discussed with Korean suppliers, they provide standees as 

complete sales-ready sets, with product knowledge brochures, presentations, and some 

even install videos. It's like in the display area, there will be presentation videos and 

such, which makes selling easier." 

Prospective Customer Store 2 

 

Table 4.54 Content Analysis of Perceived Behavioral Control of Entrepreneurs Among 

Prospective Customers Regarding Promotions and Marketing in Ordering New Supplier 

Pet Supplement Products to be Considered for Store Distribution 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

PC1 Regarding marketing or promotions for 

retailers, if suddenly there's a promotion 

encouraging us to buy, we're indifferent. We 

actually see it as inventory clearance from 

the brand. For new brands, it's absolutely 

necessary to conduct marketing first. Having 

a customer base before we consider further 

is essential. We approach this as risk-averse 

individuals. We don't want our capital tied 

up in inventory because of promotions. 

Marketing,  

Having a  

customer  

base 

Marketing to  

build 

customer 

base and 

create 

product  

awareness 

with 

customers 

PC3 I'd like to see public relations efforts and 

product placement or distribution across 

multiple stores so customers become 

familiar with and purchase more products. 

Once customers are familiar, it becomes 

easier, and they'll seek out those specific 

products more, either from advertising 

awareness, seeing products stocked in every 

store they visit, or perhaps because friends or 

Public  

relations and 

placement or 

distribution  

across 

multiple 

stores 

Marketing to  

build 

customer 

base and 

create 

product  

awareness 

with 

customers 
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acquaintances use them and sparked their 

interest. 

PC5 Marketing could involve social media 

promotion or various marketing strategies, 

self-presentation, and brand building - these 

are extremely important aspects. As for 

promotions, new brands definitely need 

them. It depends on what type of promotion 

each brand chooses. 

Social media 

promotion or 

various  

marketing 

Marketing to  

build 

customer 

base and 

create 

product  

awareness 

with 

customers 

PC4 For our store's promotions and marketing, 

we believe giveaways - which could be 

product samples or promotions like 

'purchase a certain amount and get this as a 

gift' - can increase store sales. Product 

sample giveaways are extremely important 

because sometimes customers are hesitant to 

try products, they're reluctant to purchase at 

prices like 200-300 baht. But if we provide 

them with product samples, they can try 

them, and if they like the products and find 

them satisfactory, they'll definitely return to 

purchase regardless of price. We still believe 

product sample giveaways are much more 

important than anything else. 

Giveaways/ 

product  

samples 

Promotional 

giveaways/ 

product  

samples 

PC6 There should be testers available, with 

sample products for store staff to distribute 

to customers. Or when we observe customer 

needs trending in a certain direction, we give 

them samples to try and then request 

Product  

samples 

Promotional 

giveaways/ 

product  

samples 
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feedback on whether it works. If customers 

start asking for it, we might stock it or 

continue with more appropriate volumes. 

Another aspect is that promotions are mostly 

add-ons, included so customers can use 

products continuously or in doses sufficient 

to see results. For some products, despite 

customers being willing to pay, they may not 

feel they need certain quantities, like a 7-day 

package - they might prefer just 6 days. The 

supplier might need to push promotions like 

'buy 6 get 1 free' so the customer gets the 

research-specified 7-day dose required to see 

results. 

PC7 For promotions we pass on to customers, the 

top priority is 'buy 1 get 1 free.' Even for 

products with currently narrow market 

segments, if it's a 'buy 1 get 1' promotion, 

customers will be significantly more 

interested. Second would be special pricing, 

time-limited special price promotions and 

such, which customers also find quite 

interesting. 

Buy 1  

get 1 free 

Promotional 

giveaways/ 

product  

samples 

PC2 Like when I've discussed with Korean 

suppliers, they provide standees as complete 

sales-ready sets, with product knowledge 

brochures, presentations, and some even 

install videos. It's like in the display area, 

there will be presentation videos and such, 

which makes selling easier. 

Standees,  

product  

knowledge 

brochures, 

presentation  

videos 

Support for 

promotional 

materials 
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Figure 4.36 Content linkage diagram showing the Perceived Behavioral Control of 

entrepreneurs in the prospective customer group regarding promotions and marketing 

in ordering new supplier pet supplement products to be considered for store distribution. 

 

4.11.10 Delivery Services and After-Sales Support Expected from New 
Pet Supplement Product Suppliers to be Considered for Store Distribution 

Based on interviews with 7 prospective customers regarding delivery 

services and after-sales support from pet supplement product suppliers, the findings can 

be categorized into 2 main groups as follows: 

Prompt delivery, on-time service, and after-sales support for expired 

products/product claims/marketing promotion support: 4 respondents emphasized the 

importance of speed and punctuality in product delivery, expecting products to reach 

stores within the specified timeframe. They also valued after-sales support, believing 

that suppliers should inspect product quality, check remaining inventory, and monitor 

sales performance. If products remain in stock for extended periods or are approaching 

expiration dates, suppliers should suggest sales strategies such as offering promotions 

to stimulate sales or propose exchanges for expired products to prevent stores from 

incurring losses. 

Prompt delivery, on-time service, and regular after-sales care with problem-

solving support: 3 respondents emphasized the importance of speed and punctuality in 

product delivery, similarly expecting products to reach stores within the specified 
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timeframe. They valued consistent after-sales service from sales representatives who 

provide regular support, or who assist in resolving various issues when they arise. 

In summary, most retailers believe that supplier delivery must be fast and 

reliable, without product damage issues. Additionally, after-sales service, such as sales 

promotion support and product claims, is another crucial factor when considering 

stocking products. Finally, providing in-depth product information and staff training are 

also expectations retailers have of new suppliers. Key respondents stated: 

 

"Delivery must be fast, meet standards with undamaged products, and after-

sales service must address product expiration dates, product claims, and also handle 

promotions or similar matters - providing freebies, buy this get that - it's part of the 

company's marketing strategy which is necessary since it's a new product. They could 

also provide product samples or whatever works, as long as we can work together to 

push sales of this product." 

Prospective Customer Store 3 

 

"Regarding delivery, it should be fast with good service. Based on 

experience, it's satisfactory when they provide service by carrying products for us, 

delivering them, and arranging them on shelves. This is acceptable and standard for 

many companies. For after-sales service, if products have damaged packaging or 

defects, and they can replace them immediately, that would be excellent." 

Prospective Customer Store 4 

 

"Regarding delivery, typically if we place an order, it shouldn't take more 

than 5 days - we need it quickly. Sometimes customers make specific requests for 

products they need urgently. If products arrive, we need prompt notification. Our 

requirement is time sensitivity. Another aspect is after-sales service, specifically support 

materials. Some products need brochures, especially if they're very new and claim 

compatibility with medications or specify dosages with visible results, or have research 

papers from abroad, or case studies showing results in 30 animals. Sometimes 

customers need tangible documents or scannable information. Support could include 

training store staff, which our store considers important because we have 5 branches. 
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Sometimes we can't inform everyone, or staff have different questions. We might not 

have 100% of the knowledge that the sales team or their research team has when they 

provide additional training to our staff. Another important aspect of after-sales service 

is managing product expiration. If products are introduced within 6 months of 

expiration, they should monitor the stock, encourage sales, or create additional 

promotions. Some suppliers disappear after initial placement, creating risk for stores. 

Customers aren't comfortable with supplement products or higher-priced items that 

have short shelf lives remaining. This is particularly concerning in clinical settings 

where customers feel uneasy about products approaching expiration, especially without 

prior notification of product lifespans. If sales representatives don't maintain contact or 

regularly check inventory - given the large product range - or if they don't provide 

product training to staff, we could inform them about new staff members or new 

veterinarians who have questions we can't answer. Without time for additional paper 

documentation for our veterinarians to better understand products, they may not be able 

to recommend or prescribe these products to customers due to confidence issues 

regarding product efficacy. Apart from customers, veterinarians themselves have 

concerns about informing customers that products have research backing when they 

haven't seen the sources or exchanged knowledge with suppliers or sales representatives 

who visit. Without this depth of knowledge, some may choose not to prescribe or may 

prescribe more established products instead." 

Prospective Customer Store 6 

 

"When considering factors for delivery, we need standard prompt service. 

Regarding support and follow-up, we appreciate when they check how things are going, 

whether products are selling well, and customer feedback. If feedback is positive, that's 

good, but if they follow up and find negative feedback, they should help with sales, 

promotion ideas, or creating promotions for us. Some also offer product replacements 

to extend product shelf life." 

Prospective Customer Store 7 

 

 



Jirapat Chalermbongkot                                                                                                                              Results / 266 

"Delivery should be on the requested date or within 3 days either way would 

be excellent. For service, just don't abandon us. Minor mistakes are acceptable but 

shouldn't happen frequently. Most importantly, if problems arise, come help solve 

them." 

Prospective Customer Store 1 

 

"Delivery should be fast according to general standards. For after-sales 

service, follow-up on sales performance would be appreciated, and we'd like marketing 

support too. Some suppliers just place products for consignment to clear their stock, but 

if they provide after-sales service by sending us information or market trend updates, 

we think it's beneficial for selling together as partners. If problems arise, they should 

help resolve them together with us." 

Prospective Customer Store 2 

 

"Just deliver products quickly, explain product features and benefits to our 

staff, provide regular support, and if any problems arise, help address them. For 

example, if a particular product size is out of stock but customers need it, perhaps they 

could supply the same product in a smaller or larger size for customers in the 

meantime." 

Prospective Customer Store 5 

 

Table 4.55 Content Analysis of Perceived Behavioral Control of Entrepreneurs Among 

Prospective Customers Regarding Delivery Services and After-Sales Support from New 

Pet Supplement Product Suppliers to be Considered for Store Distribution 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

PC3 Delivery must be fast, meet standards with 

undamaged products, and after-sales 

service must address product expiration 

dates, product claims, and also handle 

promotions or similar matters - providing 

Fast delivery, 

After-sales 

service for 

expiration 

dates, 

Prompt 

delivery, on-

time service, 

and after-sales 

support for 
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freebies, buy this get that - it's part of the 

company's marketing strategy which is 

necessary since it's a new product. They 

could also provide product samples or 

whatever works, as long as we can work 

together to push sales of this product. 

product 

claims, 

promotions 

expired 

products/ 

product 

claims/ 

marketing 

promotion 

support 

PC4 Regarding delivery, it should be fast with 

good service. Based on experience, it's 

satisfactory when they provide service by 

carrying products for us, delivering them, 

and arranging them on shelves. This is 

acceptable and standard for many 

companies. For after-sales service, if 

products have damaged packaging or 

defects, and they can replace them 

immediately, that would be excellent. 

Fast delivery, 

After-sales 

service for 

product 

claims and 

replacements 

Prompt 

delivery, on-

time service, 

and after-sales 

support for 

expired 

products/ 

product 

claims/ 

marketing 

promotion 

support 

PC6 Regarding delivery, typically if we place 

an order, it shouldn't take more than 5 days 

- we need it quickly. Sometimes customers 

make specific requests for products they 

need urgently. If products arrive, we need 

prompt notification. Our requirement is 

time sensitivity. Another aspect is after-

sales service, specifically support 

materials. Some products need brochures, 

especially if they're very new and claim 

compatibility with medications or specify 

dosages with visible results, or have 

research papers from abroad, or case 

Fast delivery, 

After-sales 

service, 

Product 

management, 

Marketing 

promotion 

support 

Prompt 

delivery, on-

time service, 

and after-sales 

support for 

expired 

products/ 

product 

claims/ 

marketing 

promotion 

support 
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studies showing results in 30 animals. 

Sometimes customers need tangible 

documents or scannable information. 

Support could include training store staff, 

which our store considers important 

because we have 5 branches. Sometimes 

we can't inform everyone, or staff have 

different questions. We might not have 

100% of the knowledge that the sales team 

or their research team has when they 

provide additional training to our staff. 

Another important aspect of after-sales 

service is managing product expiration. If 

products are introduced within 6 months of 

expiration, they should monitor the stock, 

encourage sales, or create additional 

promotions. Some suppliers disappear 

after initial placement, creating risk for 

stores. Customers aren't comfortable with 

supplement products or higher-priced 

items that have short shelf lives remaining. 

This is particularly concerning in clinical 

settings where customers feel uneasy 

about products approaching expiration, 

especially without prior notification of 

product lifespans. If sales representatives 

don't maintain contact or regularly check 

inventory - given the large product range - 

or if they don't provide product training to 

staff, we could inform them about new 

staff members or new veterinarians who 

have questions we can't answer. Without 
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time for additional paper documentation 

for our veterinarians to better understand 

products, they may not be able to 

recommend or prescribe these products to 

customers due to confidence issues 

regarding product efficacy. Apart from 

customers, veterinarians themselves have 

concerns about informing customers that 

products have research backing when they 

haven't seen the sources or exchanged 

knowledge with suppliers or sales 

representatives who visit. Without this 

depth of knowledge, some may choose not 

to prescribe or may prescribe more 

established products instead. 

PC7 When considering factors for delivery, we 

need standard prompt service. Regarding 

support and follow-up, we appreciate 

when they check how things are going, 

whether products are selling well, and 

customer feedback. If feedback is positive, 

that's good, but if they follow up and find 

negative feedback, they should help with 

sales, promotion ideas, or creating 

promotions for us. Some also offer product 

replacements to extend product shelf life. 

 

Fast delivery, 

After-sales 

support for 

expired 

products/ 

product 

claims/ 

marketing 

promotion 

support 

Prompt 

delivery, on-

time service, 

and after-sales 

support for 

expired 

products/ 

product 

claims/ 

marketing 

promotion 

support 

PC1 Delivery should be on the requested date 

or within 3 days either way would be 

excellent. For service, just don't abandon 

us. Minor mistakes are acceptable but 

shouldn't happen frequently. Most 

Delivery on 

requested 

date or within 

3 days, Help 

solve 

Prompt 

delivery, on-

time service, 

and regular 

after-sales care 
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importantly, if problems arise, come help 

solve them. 

problems 

when they 

arise 

with problem-

solving 

support 

PC2 Delivery should be fast according to 

general standards. For after-sales service, 

follow-up on sales performance would be 

appreciated, and we'd like marketing 

support too. Some suppliers just place 

products for consignment to clear their 

stock, but if they provide after-sales 

service by sending us information or 

market trend updates, we think it's 

beneficial for selling together as partners. 

If problems arise, they should help resolve 

them together with us. 

Fast delivery 

according to 

general 

standards, 

Regular  

after-sales 

follow-up 

Prompt 

delivery, on-

time service, 

and regular 

after-sales care 

with problem-

solving 

support 

PC5 Just deliver products quickly, explain 

product features and benefits to our staff, 

provide regular support, and if any 

problems arise, help address them. For 

example, if a particular product size is out 

of stock but customers need it, perhaps 

they could supply the same product in a 

smaller or larger size for customers in the 

meantime. 

Fast delivery, 

Regular  

after-sales 

care, 

Problem-

solving 

support 

Prompt 

delivery, on-

time service, 

and regular 

after-sales care 

with problem-

solving 

support 
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Figure 4.37 Content linkage diagram showing the Perceived Behavioral Control of 

entrepreneurs in the prospective customer group regarding delivery services and after-

sales support from new pet supplement product suppliers to be considered for store 

distribution. 

 

 

4.12 Study Results on Additional Information from Pet Supply and 

Food Store Entrepreneurs 
Additional information from pet supply and food store entrepreneurs 

regarding current pet supplement product suppliers. 
4.12.1 Additional Expectations from Current Innovative Pet 

Supplement Product Suppliers to Improve Product Sales 

Based on interviews with 13 existing customers regarding additional 

expectations from pet supplement product suppliers, the findings can be categorized into 

5 main issues as follows: 

Promotions and marketing to create awareness: 4 respondents emphasized 

the importance of promotions and marketing to create awareness and stimulate sales. 

They believed that suppliers should invest in product publicity before selling through 

retail stores, such as advertising to reach customers nationwide, not limited to urban 

areas. 

Supporting activities and collaboration between stores and suppliers: 3 

respondents expected suppliers to participate in organizing activities, such as 

sponsorship, setting up booths, and creating joint promotions with stores to help 

stimulate sales and strengthen branding, which would benefit both stores and suppliers 

themselves. 
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Providing product knowledge to store owners and sales staff: 3 respondents 

emphasized that suppliers should send personnel with product knowledge to train store 

owners and sales staff, enabling them to explain product information to customers more 

easily, rather than providing information using technical terms or complex research 

documents. 

Building product credibility with scientific data: 1 respondent expected 

suppliers to have experimental results and scientific certification documents that could 

prove supplement quality and demonstrate clear results, increasing confidence for both 

stores and customers. 

Developing products suitable for pet consumption behavior: 1 respondent 

wanted suppliers to develop products with flavors or scents more appropriate for pets, 

such as selecting scents that animals prefer rather than using scents that humans prefer. 

Another respondent wanted clearer product categorization (medicine vs. supplements) 

to help customers understand products and find them more easily. 

In summary, most stores believed that suppliers should invest more in 

marketing and sales promotion, whether brand publicity, promotions, or supporting 

related activities. Additionally, providing knowledge to sales staff and developing 

products that align with pet consumption behavior are important factors in improving 

sales. Key respondents stated: 

 

"The main things are promotions and product information. You need to 

create accessibility, which must primarily come from the brand first. The brand needs 

to publicize and promote itself before it can sell well in stores. Using just sales talk 

alone is quite exhausting." 

Existing Customer Store 3 

 

"Regarding what I'd like to see added, I believe it's about marketing. As I 

mentioned, whenever marketing is good, it will definitely affect sales. Also, activities, 

setting up booths to create awareness - these things, if we collaborate on activities or 

business together, because our store frequently holds activities, whether at expos or in 

various communities where we can sell our products or take our store to sell elsewhere, 

it would help promote these products' awareness and increase credibility." 
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Existing Customer Store 7 

 

"If you ask what I expect, what I hope for is more promotion. Promote to 

reach customers comprehensively beyond Bangkok and its vicinity, because most people 

may not yet see the importance of supplements - what benefits they actually provide, 

how they slow aging, delay disease, or offer protection. Customers in provincial areas 

don't recognize this importance as much, but in reality, if you take good care of pets this 

way, it greatly reduces veterinary visits. These days, a single vet visit isn't cheap, and 

the total cost of buying supplements regularly might be much less than going to the vet. 

So I'd like to see messages reaching real consumers, something like that." 

Existing Customer Store 9 

 

"I think if a product is promoted before we stock it, that would make the 

product more recognizable to customers. Customers might follow up saying, 'Oh, I've 

seen this somewhere,' which would influence purchase decisions and improve sales." 

Existing Customer Store 12 

 

"It would probably be support for promotions and activities/collaboration 

between stores and suppliers themselves coming in as sponsors, extending to end users. 

This could impact both branding and the stores themselves." 

Existing Customer Store 1 

 

"Actually, as we're a large organization, what we do is provide the best 

possible service to customers. At the same time, if suppliers want to sell well, they need 

to send people to provide service too, set up booths, give product recommendations, 

promote sales. When there's sales promotion and people setting up booths, customers 

become interested in products, which affects sales." 

Existing Customer Store 2 

 

"My expectations would be in terms of promotion support, customer 

activities, or sending people to promote sales." 

Existing Customer Store 6 
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"From a seller's perspective, what we need is personnel with real knowledge 

who can explain or provide accurate and clear product information, not just memorized 

information. Suppliers who come to sell need to communicate somehow so the recipient 

understands what they're buying in simple terms. Some people come and it's like they're 

reading from a textbook, using specific terminology and substances we don't 

understand. Your job is to explain it to us so we can pass it on to buyers in layperson's 

terms. People don't read brochures; if given a choice between a brochure and asking a 

salesperson, people prefer asking. Therefore, information needs to be solid from the 

sales personnel who come to the store." 

Existing Customer Store 4 

 

"Have communication materials that are more accessible to customers, 

easier for them to understand. Some products come with research papers on a sheet of 

paper with explanations for us, but how do we communicate this to customers in an 

understandable way? Customers won't understand. They just want to know how many 

days until they see results, or how long they need to continue, what dosage for what 

weight - that's it. They don't need to understand graphs; they don't know how to read 

them. Therefore, we need to focus on product information that's easy to understand, 

explaining to customers what they mainly want to know." 

Existing Customer Store 8 

 

"It's important for suppliers to educate staff so they can answer customer 

questions. For example, if a customer comes in asking, 'This supplement isn't good at 

all, what should I give instead?' If staff already have the information in mind, having 

been trained that for these symptoms/problems, they should suggest trying this product, 

it's a better response. So I'd like suppliers to provide simple, understandable information 

to store owners themselves and sales staff, or provide documents and information for 

staff to study further." 

Existing Customer Store 13 
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"It would be the test results/testing of their products - I mean actual usage. 

All supporting documents. As a store, we sell, but we don't want to sell just belief that 

it's good; it should be provable that it's actually good, with scientific results that can be 

proven to customers and stores." 

Existing Customer Store 5 

 

"Products must be developed to be friendly to the consumers, which are pets, 

making them easy for animals to eat and most appealing to them. Otherwise, you can't 

sell them no matter what. For example, liver/hepatic supplements with mango flavor for 

cats - what cat would eat mango? Seriously? If you're making it, you need to make it 

with liver flavor or fish flavor, not mango flavor, understand? What were they thinking 

making it mango-flavored? They said humans like it, but animals don't, right? When 

developing products, think about the animals too." 

Existing Customer Store 10 

 

"Some supplements right now are still half-medicine, half-supplement - 

there are many of these. I'd like to see clearer classification of products, because if 

products are more clearly categorized, it makes it easier for people to find and buy them, 

as they'll know whether they should look for those products at regular pet shops or pet 

shops with veterinary clinics." 

Existing Customer Store 11 

 

Table 4.56 Content Analysis of Additional Information from Existing Customer 

Entrepreneurs Regarding Additional Expectations from Current Innovative Pet 

Supplement Product Suppliers to Improve Product Sales 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword Coding Category 

EC3 The main things are promotions and 

product information. You need to 

create accessibility, which must 

primarily come from the brand first. 

Promotions/ 

Various  

product  

information  

Promotions/ 

marketing  

and public 

relations/ 
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The brand needs to publicize and 

promote itself before it can sell well in 

stores. Using just sales talk alone is 

quite exhausting. 

that creates 

accessibility 

product  

promotion  

to create  

greater 

awareness 

EC7 Regarding what I'd like to see added, 

I believe it's about marketing. As I 

mentioned, whenever marketing is 

good, it will definitely affect sales. 

Also, activities, setting up booths to 

create awareness - these things, if we 

collaborate on activities or business 

together, because our store frequently 

holds activities, whether at expos or in 

various communities where we can 

sell our products or take our store to 

sell elsewhere, it would help promote 

these products' awareness and 

increase credibility. 

Marketing  

to create  

awareness 

Promotions/ 

marketing  

and public 

relations/ 

product  

promotion  

to create  

greater 

awareness 

EC9 If you ask what I expect, what I hope 

for is more promotion. Promote to 

reach customers comprehensively 

beyond Bangkok and its vicinity, 

because most people may not yet see 

the importance of supplements - what 

benefits they actually provide, how 

they slow aging, delay disease, or 

offer protection. Customers in 

provincial areas don't recognize this 

importance as much, but in reality, if 

you take good care of pets this way, it 

greatly reduces veterinary visits. 

Promotion  

to reach  

customers 

comprehensively, 

Want messages  

to reach  

consumers 

Promotions/ 

marketing  

and public 

relations/ 

product  

promotion  

to create  

greater 

awareness 
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These days, a single vet visit isn't 

cheap, and the total cost of buying 

supplements regularly might be much 

less than going to the vet. So I'd like 

to see messages reaching real 

consumers, something like that. 

EC12 I think if a product is promoted before 

we stock it, that would make the 

product more recognizable to 

customers. Customers might follow 

up saying, 'Oh, I've seen this 

somewhere,' which would influence 

purchase decisions and improve sales. 

Product  

promotion  

that makes  

products 

 recognizable  

to customers 

Promotions/ 

marketing  

and public 

relations/ 

product  

promotion  

to create  

greater 

awareness 

EC1 It would probably be support for 

promotions and 

activities/collaboration between 

stores and suppliers themselves 

coming in as sponsors, extending to 

end users. This could impact both 

branding and the stores themselves. 

Promotions  

and activities/ 

collaboration  

between stores  

and suppliers 

Promotions/ 

marketing  

and increasing  

activities/ 

collaboration  

between stores  

and suppliers  

to promote 

sales 

EC2 Actually, as we're a large 

organization, what we do is provide 

the best possible service to customers. 

At the same time, if suppliers want to 

sell well, they need to send people to 

provide service too, set up booths, 

give product recommendations, 

Send people to 

provide service,  

Set up booths,  

Give product 

recommendations, 

Promote sales 

Promotions/ 

marketing  

and increasing  

activities/ 

collaboration  

between stores  

and suppliers  
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promote sales. When there's sales 

promotion and people setting up 

booths, customers become interested 

in products, which affects sales. 

to promote 

sales 

EC6 My expectations would be in terms of 

promotion support, customer 

activities, or sending people to 

promote sales. 

Promotion  

support, customer 

activities/ 

sending people  

to promote sales 

Promotions/ 

marketing  

and increasing  

activities/ 

collaboration  

between stores  

and suppliers  

to promote 

sales 

EC4 From a seller's perspective, what we 

need is personnel with real knowledge 

who can explain or provide accurate 

and clear product information, not just 

memorized information. Suppliers 

who come to sell need to 

communicate somehow so the 

recipient understands what they're 

buying in simple terms. Some people 

come and it's like they're reading from 

a textbook, using specific terminology 

and substances we don't understand. 

Your job is to explain it to us so we 

can pass it on to buyers in layperson's 

terms. People don't read brochures; if 

given a choice between a brochure 

and asking a salesperson, people 

prefer asking. Therefore, information 

Personnel with  

real knowledge  

who can explain  

or provide  

accurate  

and clear  

product  

information  

in simple, 

understandable  

terms 

Supplier 

personnel  

with 

knowledge  

who can 

recommend/ 

explain/educate  

about products 

in  

easy-to-

understand  

ways to store 

owners/ 

sales staff 
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needs to be solid from the sales 

personnel who come to the store. 

EC8 Have communication materials that 

are more accessible to customers, 

easier for them to understand. Some 

products come with research papers 

on a sheet of paper with explanations 

for us, but how do we communicate 

this to customers in an understandable 

way? Customers won't understand. 

They just want to know how many 

days until they see results, or how 

long they need to continue, what 

dosage for what weight - that's it. 

They don't need to understand graphs; 

they don't know how to read them. 

Therefore, we need to focus on 

product information that's easy to 

understand, explaining to customers 

what they mainly want to know. 

Have  

communication 

materials  

that are more 

accessible to 

customers,  

Easier for  

customers to 

understand, 

Communication  

that's easier to 

comprehend 

Supplier 

personnel  

with 

knowledge  

who can 

recommend/ 

explain/educate  

about products 

in  

easy-to-

understand  

ways to store 

owners/ 

sales staff 

EC13 It's important for suppliers to educate 

staff so they can answer customer 

questions. For example, if a customer 

comes in asking, 'This supplement 

isn't good at all, what should I give 

instead?' If staff already have the 

information in mind, having been 

trained that for these 

symptoms/problems, they should 

suggest trying this product, it's a better 

response. So I'd like suppliers to 

provide simple, understandable 

Provide  

simple,  

understandable 

information to  

store owners  

and sales staff 

Supplier 

personnel  

with 

knowledge  

who can 

recommend/ 

explain/educate  

about products 

in  

easy-to-

understand  
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information to store owners 

themselves and sales staff, or provide 

documents and information for staff 

to study further. 

ways to store 

owners/ 

sales staff 

EC5 It would be the test results/testing of 

their products - I mean actual usage. 

All supporting documents. As a store, 

we sell, but we don't want to sell just 

belief that it's good; it should be 

provable that it's actually good, with 

scientific results that can be proven to 

customers and stores. 

Should be  

provable that it's 

actually good,  

Have scientific  

results that can  

be proven  

to customers  

and stores 

Building  

credibility for 

the 

brand/product  

and having  

clear  

result  

certification 

EC10 Products must be developed to be 

friendly to the consumers, which are 

pets, making them easy for animals to 

eat and most appealing to them. 

Otherwise, you can't sell them no 

matter what. For example, 

liver/hepatic supplements with mango 

flavor for cats - what cat would eat 

mango? Seriously? If you're making 

it, you need to make it with liver 

flavor or fish flavor, not mango flavor, 

understand? What were they thinking 

making it mango-flavored? They said 

humans like it, but animals don't, 

right? When developing products, 

think about the animals too. 

 

 

Develop products  

to be consumer-

friendly,  

Make them easy  

and appealing for 

animals to eat 

Developing  

products 

suitable  

for consumers  

to make them  

easy for pets to 

consume 
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EC11 Some supplements right now are still 

half-medicine, half-supplement - 

there are many of these. I'd like to see 

clearer classification of products, 

because if products are more clearly 

categorized, it makes it easier for 

people to find and buy them, as they'll 

know whether they should look for 

those products at regular pet shops or 

pet shops with veterinary clinics. 

Want clearer 

classification of 

products 

(medicine/ 

supplement) 

Having clear 

product 

categorization 

(medicine/ 

supplement) 

 

 
Figure 4.38 Content linkage diagram showing additional information from existing 

customer entrepreneurs regarding additional expectations from current innovative pet 

supplement product suppliers to improve product sales. 
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4.12.2 Most Important Factors When Ordering Pet Supplement 
Products from Current Suppliers 

Based on interviews with 13 existing customers regarding the most 

important factors when ordering pet supplement products from current suppliers, the 

findings can be categorized into 5 main factors as follows: 

Brand and product credibility: 4 respondents emphasized the importance of 

brand and product credibility, believing that for products to gain trust they must have 

proper certification documents such as FDA approval or scientific documentation that 

can prove results, as these products are for pet consumption. 

Meeting customer needs and demonstrating results from usage: 4 

respondents expected products to meet customer needs and show results from actual 

use, such as pets accepting the products easily and owners seeing clear results after using 

the recommended dosage, which would help generate repeat purchases and increase 

store orders. 

Store profit and costs: 3 respondents prioritized profit margins from product 

sales, including consideration of whether the purchase costs provide value. This is a 

significant factor influencing decisions to stock products for sale in their stores. 

Business terms agreement: 1 respondent viewed business terms agreed upon 

between stores and suppliers as important. With clear agreements from the start, 

business operations can run smoothly and reduce potential future problems. 

Product promotion and marketing: 1 respondent emphasized the importance 

of promoting products to achieve recognition before the store stocks them. If products 

already have established marketing and customer base, it makes selling easier and 

reduces the burden of explaining product information to customers. 

In summary, most stores consider the key factors when ordering products 

from suppliers to be brand and product credibility, and the ability to meet customer 

needs, which helps generate repeat purchases. Additionally, profit and cost are other 

factors affecting decision-making. Stores focusing on long-term business give 

importance to mutually agreed business terms and marketing that supports sales. Key 

respondents stated: 
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"The most important factor currently when placing orders would be product 

credibility." 

Existing Customer Store 1 

 

"I think the first and most important thing I look at is brand or product 

credibility. There should be certification documents or various standards, including 

FDA approval, because it's almost like medicine - it's food that must be consumed." 

Existing Customer Store 3 

 

"The main important factor would be product credibility, ingredients and 

everything. To sum it up, if it's just about supplements, having supporting papers or 

documentation is good enough." 

Existing Customer Store 4 

 

"It's the credibility of the brand or product." 

Existing Customer Store 13 

 

"Products that meet customer needs, and when pets consume the complete 

dosage, results are visible." 

Existing Customer Store 8 

 

"If we're talking about the most important factor, as we are a retail store, 

we consider customer needs. The supplements we choose to bring in must address the 

needs of customers in our store's vicinity. If it meets customer needs, we have to stock 

it. That's the most important factor." 

Existing Customer Store 9 
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"Products must be appropriate and meet consumer needs. Pets must 

consume them easily, as I always emphasize. If they willingly eat it, I'll order frequently. 

When animals accept it and results improve, owners like it and make repeat purchases, 

so I'll continue ordering more. If it sells well, we'll keep ordering and increase 

quantities." 

Existing Customer Store 10 

 

"Important factors, right? First is products that truly meet customer needs. 

Before we bring anything in, we need to ask customers, and they tell us first. But one 

mention isn't enough. For example, if they want a specific product, a single request isn't 

sufficient. Customers need to ask or tell us about 2-3 times first. We've learned from 

experience that when customers inquire about expensive products without placing 

deposits, and we order them but they don't come back to purchase, we incur costs that 

we have to absorb." 

Existing Customer Store 11 

 

"For most people, it's unavoidable to consider profit, volume, negotiating 

quantities, things like that." 

Existing Customer Store 2 

 

"From a store perspective, without being idealistic, it's profit from product 

sales - the profit per unit multiplied by the expected sales volume." 

Existing Customer Store 5 

 

"I think for us it would be the cost of what we purchase and how much profit 

we make." 

Existing Customer Store 12 

 

"Standard store conditions that we agree upon from the beginning, because 

if we can accept and understand the terms, doing business together will be smooth and 

problem-free. Secondary brands want opportunities, otherwise they wouldn't emerge in 

the market. Typically, secondary brand representatives can work together continuously 
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because they go the extra mile - if you want this, they'll do it; if you want that, they'll do 

it. Then they have opportunities to rise closer to the main brands over time." 

Existing Customer Store 6 

 

"I believe that products need to be promoted or recognized by customers to 

a certain extent, and they need to have a customer base. Because whenever products 

lack recognition or customer base, once we bring them in for sale, it's difficult to 

recommend them to customers." 

Existing Customer Store 7 

 

Table 4.57 Content Analysis of Additional Information from Existing Customer 

Entrepreneurs Regarding the Most Important Factors When Ordering Pet Supplement 

Products from Current Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

EC1 The most important factor currently when 

placing orders would be product credibility. 

Product 

credibility 

Brand/product 

credibility 

EC3 I think the first and most important thing I 

look at is brand or product credibility. There 

should be certification documents or various 

standards, including FDA approval, because 

it's almost like medicine - it's food that must 

be consumed. 

Brand or 

product 

credibility 

Brand/product 

credibility 

EC4 The main important factor would be product 

credibility, ingredients and everything. To 

sum it up, if it's just about supplements, 

having supporting papers or documentation 

is good enough. 

Product 

credibility 

Brand/product 

credibility 
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EC13 It's the credibility of the brand or product. Brand or 

product 

credibility 

Brand/product 

credibility 

EC8 Products that meet customer needs, and 

when pets consume the complete dosage, 

results are visible. 

Meet 

customer 

needs, Show 

results after 

complete 

dosage 

consumption 

Products that 

are suitable 

and meet 

consumer 

needs with 

visible results 

from 

consumption 

EC9 If we're talking about the most important 

factor, as we are a retail store, we consider 

customer needs. The supplements we 

choose to bring in must address the needs 

of customers in our store's vicinity. If it 

meets customer needs, we have to stock it. 

That's the most important factor. 

Meet 

customer 

needs 

Products that 

are suitable 

and meet 

consumer 

needs with 

visible results 

from 

consumption 

EC10 Products must be appropriate and meet 

consumer needs. Pets must consume them 

easily, as I always emphasize. If they 

willingly eat it, I'll order frequently. When 

animals accept it and results improve, 

owners like it and make repeat purchases, so 

I'll continue ordering more. If it sells well, 

we'll keep ordering and increase quantities. 

 

 

 

Products 

appropriate 

and meet 

consumer 

needs, Good 

results 

Products that 

are suitable 

and meet 

consumer 

needs with 

visible results 

from 

consumption 
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EC11 Important factors, right? First is products 

that truly meet customer needs. Before we 

bring anything in, we need to ask customers, 

and they tell us first. But one mention isn't 

enough. For example, if they want a specific 

product, a single request isn't sufficient. 

Customers need to ask or tell us about 2-3 

times first. We've learned from experience 

that when customers inquire about 

expensive products without placing 

deposits, and we order them but they don't 

come back to purchase, we incur costs that 

we have to absorb. 

Products 

that truly 

meet 

customer 

needs 

Products that 

are suitable 

and meet 

consumer 

needs with 

visible results 

from 

consumption 

EC2 For most people, it's unavoidable to consider 

profit, volume, negotiating quantities, things 

like that. 

Profit Profit from 

product sales 

EC5 From a store perspective, without being 

idealistic, it's profit from product sales - the 

profit per unit multiplied by the expected 

sales volume. 

Profit from 

product 

sales 

Profit from 

product sales 

EC12 I think for us it would be the cost of what we 

purchase and how much profit we make. 

How much 

profit we 

make 

Profit from 

product sales 

EC6 Standard store conditions that we agree upon 

from the beginning, because if we can accept 

and understand the terms, doing business 

together will be smooth and problem-free. 

Secondary brands want opportunities, 

otherwise they wouldn't emerge in the 

market. Typically, secondary brand 

representatives can work together 

Standard 

store 

conditions 

that we 

agree upon 

from the 

beginning 

Business 

terms 

agreement 

between 

stores and 

suppliers 
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continuously because they go the extra mile 

- if you want this, they'll do it; if you want 

that, they'll do it. Then they have 

opportunities to rise closer to the main 

brands over time. 

EC7 I believe that products need to be promoted 

or recognized by customers to a certain 

extent, and they need to have a customer 

base. Because whenever products lack 

recognition or customer base, once we bring 

them in for sale, it's difficult to recommend 

them to customers. 

Promoted or 

recognized 

by 

customers to 

a certain 

extent, Need 

to have a 

customer 

base 

Marketing to 

promote 

products for 

awareness 

and establish 

a customer 

base 

 

 
Figure 4.39 Content linkage diagram showing additional information from existing 

customer entrepreneurs regarding the most important factors when ordering pet 

supplement products from current suppliers. 
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4.12.3 Recommendations for Improving Current Innovative Pet 
Supplement Products or Services to Better Meet the Needs of Pet Supply and Food 
Stores 

Based on interviews with 13 existing customers regarding recommendations 

for improving current innovative pet supplement products or services, the findings can 

be categorized into 2 main issues as follows: 

Service improvement recommendations: 3 respondents wanted current 

suppliers to increase promotions and marketing by providing marketing support such as 

organizing activities or promotions for stores. Similarly, 3 other respondents wanted 

increased promotions and marketing, but with a focus on public relations and product 

promotion to create greater brand or product awareness among customers. Additionally, 

2 more respondents suggested improving product information for store owners and sales 

staff, believing there should be more product information such as adding more product 

details on websites and social media, as well as providing consistent knowledge to sales 

staff and store owners through shelf talkers or training from company sales 

representatives. 

Product improvement recommendations: 3 respondents believed products 

should be developed to meet customer needs, such as making them more palatable for 

pets, offering products that cover all age ranges of pets, being suitable for various types 

of pets, and designing products that clearly address pet health issues. Additionally, 2 

respondents recommended building product credibility, suggesting that suppliers should 

increase product credibility with certification documents, standards, research, or 

verifiable test results to build confidence among customers and stores. 

In summary, most stores viewed marketing support and sales promotion 

activities as important in stimulating sales for pet supplement products. Additionally, 

they recommended developing products that address pet health issues and building 

greater product credibility, as well as providing comprehensive information to store 

owners and sales staff to enable them to properly advise customers. Key respondents 

stated: 
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"Actually, the product itself might not be easy to modify much because once 

it's released, adjusting the formula or making changes probably isn't that simple. But 

what I think could be done quickly is for the company to support both its own marketing 

and support store-front marketing activities to promote sales. They could organize joint 

activities or offer special promotions. Increase activities consistently throughout the 

year." 

Existing Customer Store 1 

 

"Could increase activities and promotions with greater frequency. Like with 

recent events, if we request supplier support saying we're organizing an event, they'll 

come. But holding events twice a year means about 4 days out of 350 days. Just 4 days 

isn't enough frequency to turn poor-selling products into good sellers. It needs to be 

more frequent than this. This can be increased and improved. Or promotional activities 

and promotions could be added. Road shows that many companies have reasons for not 

doing - like budget constraints or lack of PC staff, no permanent PC staff - but if one 

PC staff member rotates through several stores, then conducting road shows would help 

increase frequency." 

Existing Customer Store 6 

 

"These supplement products are expensive, right? I'd like suppliers to create 

promotions and provide additional sales support. What else can be done to promote 

sales? Provide information and knowledge, perhaps having PC staff or veterinarians 

present occasionally, maybe once a month or even once a week would be good. Have 

them provide information and recommendations about products to customers - this 

supplement can be taken with that one, or this product helps with intestinal issues or 

other things." 

Existing Customer Store 8 

 

"Promotion and creating awareness of supplement products is crucial 

because supplements in the pet owner segment are still perceived as very niche, at the 

top of the pyramid. Many people who own pets still don't see their importance. If we 

said the food is good initially, that's fine, but the food market is diverse. Therefore, 
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supplements need more promotion about why they're necessary and why pets need them. 

We hardly ever see supplement promotions; people only see promotions for main food 

products. If awareness increases, people will definitely buy them for their 'children' 

because pet owners who would purchase supplements need to have a certain budget. 

People who buy supplements aren't typical pet owners; they're at another level - treating 

pets like their children. For those who search for supplement information themselves, 

they're already in a different customer group. If prices aren't too burdensome, these 

people will pay. A box costing over 200 baht that lasts only 10 days for a tiny pet means 

that in a month, just for one supplement, they're spending nearly 2,000 baht for a tiny 

pet - imagine how much for larger pets." 

Existing Customer Store 3 

 

"If you want them to improve, or if we have additional recommendations, 

currently with some new brands being launched, customer awareness is still quite low. 

Awareness is minimal. For awareness, I'd like to see more promotions or something that 

promotes these brands more extensively. I understand that there are many pet owners 

now, but sometimes they remain in narrow groups. If we could place these products 

where more people can see them, that would be better." 

Existing Customer Store 11 

 

"It would actually be marketing support that could increase product 

awareness among customers, such as helping us review and suggest product placement 

points with shelf displays for better visibility. Design attractive product signs or provide 

product information that customers can stand and read to gain basic understanding, 

creating awareness and providing information for purchase consideration." 

Existing Customer Store 13 

 

"There could be more detailed product information on websites to educate 

consumers, because nowadays when people buy something, they research and look at 

reviews first. Or after purchasing, they want to learn more about usage methods for 

maximum benefits or results. Therefore, information through mobile phones already 

tells everything about what's available. Consumers who want to learn more can study 
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from these sources. It's not like before, when if you wanted to know something, you had 

to buy a book - perhaps about dogs or pets. But now books are gone, and just by 

speaking, information appears on your phone." 

Existing Customer Store 2 

 

"Recommendations for improvements, right? Actually, current supplements 

are quite comprehensive. I don't see any areas still lacking in the market. So it would 

be about service then. For services, shelf talkers are important because once products 

are set up in the store, staff who receive information from sales representatives or 

companies, frankly, might not remember everything. But if there are shelf talkers or 

refresher information (coming in to train, educate, provide product information 

regularly), it would help store owners and staff communicate more accurately to 

customers, which should impact sales." 

Existing Customer Store 9 

 

"You need to consider products that address customer pain points, because 

whenever customers have pain points about anything, product demand emerges. If 

products are manufactured to meet those specific needs, we can generate substantial 

sales and have a customer base. Regarding service, I think today's suppliers do quite 

well, whether in delivery, promotions, or providing promotional products, called sales 

promotion premiums, which are fine." 

Existing Customer Store 7 

 

"Recommendations? As I mentioned, it might be developing products that 

meet consumer needs - pets. I always emphasize making them easy for pets to eat. When 

they're easy to eat, dogs and cats will consume them, and once consumed, everything is 

resolved. They'll follow the dosage and show results in addressing problems." 

Existing Customer Store 10 

 

"It might be about making supplement products that can address and solve 

problems for customers' pets. One product should be designed for consumption by 

multiple types of pets, like both dogs and cats or other pets, and be easy to consume. 
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For dog supplements, there are puppy, adult, and senior dog age ranges. If we could 

make supplements that are suitable from puppyhood through senior age, and have 

visible results, that would meet customer needs significantly." 

Existing Customer Store 12 

 

"It would be about increasing the credibility of the brand or product, 

perhaps starting with the formula itself, which should have supporting papers. 

Ingredients and product components should come from credible, quality sources. 

Altogether, as a customer myself, I would still want to buy these for my pets to use and 

consume. When it's good, it affects demand and increases store sales." 

Existing Customer Store 4 

 

"Recommendations for additional improvements would be, as mentioned, 

regarding product credibility. This might involve developing products with standards, 

testing, and certification to ensure they're safe for pets." 

Existing Customer Store 5 

 

Table 4.58 Content Analysis of Additional Information from Existing Customer 

Entrepreneurs Regarding Recommendations for Improving Current Innovative Pet 

Supplement Products or Services to Better Meet the Needs of Pet Supply and Food 

Stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword Coding Category 

EC1 Actually, the product itself might not 

be easy to modify much because once 

it's released, adjusting the formula or 

making changes probably isn't that 

simple. But what I think could be done 

quickly is for the company to support 

both its own marketing and support 

store-front marketing activities to 

Marketing 

support,  

Support store-

front  

marketing 

activities, 

Organize  

joint activities 

Service 

Improvements: 

Increasing 

promotions/ 

marketing  

and providing  
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promote sales. They could organize 

joint activities or offer special 

promotions. Increase activities 

consistently throughout the year. 

more 

marketing 

support  

such as  

organizing  

activities or 

promotions  

for stores 

EC6 Could increase activities and 

promotions with greater frequency. 

Like with recent events, if we request 

supplier support saying we're 

organizing an event, they'll come. But 

holding events twice a year means 

about 4 days out of 350 days. Just 4 

days isn't enough frequency to turn 

poor-selling products into good 

sellers. It needs to be more frequent 

than this. This can be increased and 

improved. Or promotional activities 

and promotions could be added. Road 

shows that many companies have 

reasons for not doing - like budget 

constraints or lack of PC staff, no 

permanent PC staff - but if one PC 

staff member rotates through several 

stores, then conducting road shows 

would help increase frequency. 

Increase  

activities,  

Increase 

promotions 

Service 

Improvements: 

Increasing 

promotions/ 

marketing  

and providing  

more 

marketing 

support  

such as  

organizing  

activities or 

promotions  

for stores 

EC8 These supplement products are 

expensive, right? I'd like suppliers to 

create promotions and provide 

additional sales support.                   

Create 

promotions, 

Provide additional 

sales support, 

Service 

Improvements: 

Increasing 

promotions/ 
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What else can be done to promote 

sales? Provide information and 

knowledge, perhaps having PC staff 

or veterinarians present occasionally, 

maybe once a month or even once a 

week would be good. Have them 

provide information and 

recommendations about products to 

customers - this supplement can be 

taken with that one, or this product 

helps with intestinal issues or other 

things. 

Provide 

information and 

knowledge,  

PC staff/ 

veterinarians 

providing  

product 

recommendations 

marketing  

and providing  

more 

marketing 

support  

such as  

organizing  

activities or 

promotions  

for stores 

EC3 Promotion and creating awareness of 

supplement products is crucial 

because supplements in the pet owner 

segment are still perceived as very 

niche, at the top of the pyramid. Many 

people who own pets still don't see 

their importance. If we said the food is 

good initially, that's fine, but the food 

market is diverse. Therefore, 

supplements need more promotion 

about why they're necessary and why 

pets need them. We hardly ever see 

supplement promotions; people only 

see promotions for main food 

products. If awareness increases, 

people will definitely buy them for 

their 'children' because pet owners 

who would purchase supplements 

need to have a certain budget. People 

who buy supplements aren't typical 

Promotion  

and creating 

awareness of 

supplement 

products  

is crucial 

Service 

Improvements: 

Increasing 

promotions/ 

marketing and  

public 

relations/ 

product  

promotion  

to create  

greater  

awareness 
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pet owners; they're at another level - 

treating pets like their children. For 

those who search for supplement 

information themselves, they're 

already in a different customer group. 

If prices aren't too burdensome, these 

people will pay. A box costing over 

200 baht that lasts only 10 days for a 

tiny pet means that in a month, just for 

one supplement, they're spending 

nearly 2,000 baht for a tiny pet - 

imagine how much for larger pets. 

EC11 If you want them to improve, or if we 

have additional recommendations, 

currently with some new brands being 

launched, customer awareness is still 

quite low. Awareness is minimal. For 

awareness, I'd like to see more 

promotions or something that 

promotes these brands more 

extensively. I understand that there 

are many pet owners now, but 

sometimes they remain in narrow 

groups. If we could place these 

products where more people can see 

them, that would be better. 

Awareness is 

minimal,  

Need more 

promotions or 

something that 

promotes these 

brands more 

extensively 

Service 

Improvements: 

Increasing 

promotions/ 

marketing and  

public 

relations/ 

product  

promotion  

to create  

greater  

awareness 

EC13 It would actually be marketing 

support that could increase product 

awareness among customers, such as 

helping us review and suggest product 

placement points with shelf displays 

for better visibility. Design attractive 

Marketing 

support,  

Increase  

product  

awareness  

among  

Service 

Improvements: 

Increasing 

promotions/ 

marketing and  
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product signs or provide product 

information that customers can stand 

and read to gain basic understanding, 

creating awareness and providing 

information for purchase 

consideration. 

customers public 

relations/ 

product  

promotion  

to create  

greater  

awareness 

EC2 There could be more detailed product 

information on websites to educate 

consumers, because nowadays when 

people buy something, they research 

and look at reviews first. Or after 

purchasing, they want to learn more 

about usage methods for maximum 

benefits or results. Therefore, 

information through mobile phones 

already tells everything about what's 

available. Consumers who want to 

learn more can study from these 

sources. It's not like before, when if 

you wanted to know something, you 

had to buy a book - perhaps about 

dogs or pets. But now books are gone, 

and just by speaking, information 

appears on your phone. 

More detailed 

product 

information on 

websites to 

educate 

consumers, 

Consumers  

who want  

to learn more  

can study 

Service 

Improvements: 

Adding more 

product details 

on websites/ 

social media  

for customers  

to study 

further 

EC9 Recommendations for improvements, 

right? Actually, current supplements 

are quite comprehensive. I don't see 

any areas still lacking in the market. 

So it would be about service then. For 

services, shelf talkers are important 

because once products are set up in the 

Services,  

shelf talkers  

are important 

Service 

Improvements: 

Providing 

consistent 

knowledge  

to sales staff 
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store, staff who receive information 

from sales representatives or 

companies, frankly, might not 

remember everything. But if there are 

shelf talkers or refresher information 

(coming in to train, educate, provide 

product information regularly), it 

would help store owners and staff 

communicate more accurately to 

customers, which should impact sales. 

and  

store owners 

EC7 You need to consider products that 

address customer pain points, because 

whenever customers have pain points 

about anything, product demand 

emerges. If products are manufactured 

to meet those specific needs, we can 

generate substantial sales and have a 

customer base. Regarding service, I 

think today's suppliers do quite well, 

whether in delivery, promotions, or 

providing promotional products, 

called sales promotion premiums, 

which are fine. 

Products  

that address 

customer  

pain points 

Product 

Improvements: 

Developing/ 

creating  

products that 

address  

and solve  

customer  

problems 

EC10 Recommendations? As I mentioned, it 

might be developing products that 

meet consumer needs - pets. I always 

emphasize making them easy for pets 

to eat. When they're easy to eat, dogs 

and cats will consume them, and once 

consumed, everything is resolved. 

They'll follow the dosage and show 

results in addressing problems. 

Products  

that meet  

consumer  

needs - pets, 

Show results in 

addressing 

problems 

Product 

Improvements: 

Developing/ 

creating  

products that 

address  

and solve  

customer  

problems 
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EC12 It might be about making supplement 

products that can address and solve 

problems for customers' pets. One 

product should be designed for 

consumption by multiple types of 

pets, like both dogs and cats or other 

pets, and be easy to consume. For dog 

supplements, there are puppy, adult, 

and senior dog age ranges. If we could 

make supplements that are suitable 

from puppyhood through senior age, 

and have visible results, that would 

meet customer needs significantly. 

Supplement 

products that  

can address  

and solve 

problems for 

customers' pets 

Product 

Improvements: 

Developing/ 

creating  

products that 

address  

and solve  

customer  

problems 

EC4 It would be about increasing the 

credibility of the brand or product, 

perhaps starting with the formula 

itself, which should have supporting 

papers. Ingredients and product 

components should come from 

credible, quality sources. Altogether, 

as a customer myself, I would still 

want to buy these for my pets to use 

and consume. When it's good, it 

affects demand and increases store 

sales. 

Increasing  

the credibility  

of the brand  

or product 

Product 

Improvements: 

Brand/product 

credibility 

EC5 Recommendations for additional 

improvements would be, as 

mentioned, regarding product 

credibility. This might involve 

developing products with standards, 

testing, and certification to ensure 

they're safe for pets. 

Product  

credibility 

Product 

Improvements: 

Brand/product 

credibility 
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Figure 4.40 Content linkage diagram showing additional information from existing 

customer entrepreneurs regarding recommendations for improving current innovative 

pet supplement products or services to better meet the needs of pet supply and food 

stores. 

 

4.12.4 Factors Leading to Repeat Purchases of Innovative Pet 
Supplement Products from Current Suppliers and Most Impressive Aspects of 

Current Innovative Pet Supplement Product Suppliers 
Based on interviews with 13 existing customers regarding factors leading to 

repeat purchases of innovative pet supplement products from current suppliers and the 

most impressive aspects of these suppliers, findings can be summarized into 2 main 

issues as follows: 

Factors leading to repeat purchases: 9 respondents mentioned that product 

sales volume is the main factor for repeat purchases. Most stores believed that if 

products sell well, have consistent sales, and customers make repeat purchases, this 

would lead to increased product orders. Meanwhile, 4 other respondents believed that 

product quality and clear results from consumer consumption (customers' pets) are the 

main factors leading to repeat purchases. Customers need to see good results from using 

products, such as pets having improved health or receiving expected benefits, for 
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customers to make repeat purchases. When customers make repeat purchases, stores 

need to reorder and make repeat purchases from suppliers. 

Impressions of suppliers: 5 respondents were impressed with current 

suppliers' companies due to the support and good service they received. Suppliers who 

value all types of stores, provide consistent customer care, and offer support for 

promotions, sales, and marketing activities were highly regarded. At the same time, 3 

respondents were impressed with sales representatives who provided excellent care. 

Good service from sales staff, such as providing information, responding quickly to 

questions, demonstrating professionalism, and offering good after-sales service, was 

appreciated. Additionally, 4 respondents were impressed with the products themselves, 

as current suppliers' products are quality products with research backing that clearly 

meet customer needs. Both packaging and product design, with attractive packaging 

providing clear information, help stores communicate more easily with customers. At 

the same time, products are constantly being improved or new, diverse products are 

being released to open new markets and provide options for consumers. In contrast, 1 

respondent had no particular impression, viewing business as purely about business 

outcomes and not feeling especially impressed by current suppliers. 

In summary, the key factors driving store decisions to make repeat 

purchases are sales volume and product quality. Stores need to be confident that 

products will sell and have consistent demand. Additionally, the main impressions of 

suppliers stem from the marketing support provided by companies, sales staff service, 

and credible product quality. Key respondents stated: 

 

"The factor for repeat purchases would probably be sales volume. If we 

bring products in and they sell well, customers want them, and customers come back to 

buy again more quickly, we would need to stock or order more products. As for what's 

most impressive, it would be how sales representatives come to support the store front. 

This doesn't mean they just want to talk to the owner. OK, the owner mainly discusses 

ordering, but spinning products out is the responsibility of store staff together with 

company representatives to focus on things like regular training, creating activities with 

store staff, including offering promotions that support customers to promote product 

sales. The store will be happy to place orders, and products will sell out." 
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Existing Customer Store 1 

 

"Factors for repeat purchases are simple - we look at sales data, sales 

volume. That's the 100% most accurate measure and indicator. As long as products 

aren't moving, they shouldn't continue. That's the most telling indicator. As for overall 

impressions, we're impressed with all our suppliers because it's like we're friends. The 

industry is small, and everyone knows each other. So there's no situation where we're 

not okay with each other. Everything can be discussed. Since these aren't extremely 

large organizations and everyone knows each other, it's quite satisfactory, quite 

acceptable." 

Existing Customer Store 2 

 

"For repeat purchases, it's sales. Products sell well, prices aren't high, 

margins are good. As for impressions, there are many suppliers, very diverse, and there 

are some we're not impressed with. But for the ones we are impressed with, there are 2-

3. One in particular never has stock issues - there was only one time in the past two and 

a half years, just once. What's good is they have clear schedules, when and how, and 

they don't hide things. If they know they don't have enough, they stop supplying all stores 

until they have enough and can reallocate. I feel this is fair. Otherwise, our customers 

would go elsewhere, and the chances of them returning to our store would decrease." 

Existing Customer Store 3 

 

"Factors for repeat purchases: first, products sell well; second, customers 

use them and get the expected effectiveness. Customers will naturally come back to buy 

again, and we'll order repeat purchases accordingly. But if it's not good, it's over. As 

for impressions, I don't have any. Currently, it's more just business. Therefore, 

regarding impressions or relationships, there aren't any. There just aren't. This goes 

back to sales staff. People are the main factor that would make us feel impressed or not, 

as one element. Going back to today's sales staff, they don't really have much quality, 

so we don't have any particular impressions." 

Existing Customer Store 4 
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"What factors lead to repeat purchases? Sales volume. As for impressions, 

I'm impressed with all supplier companies. Currently, it would be about marketing, 

branding, things like that. As I mentioned, they're all doing much better, not just specific 

ones. It means there's more marketing directed toward consumers." 

Existing Customer Store 5 

 

"What we consider for repeat purchases is sales volume. If products sell, 

they generate sales. If demand goes out, we're ready to buy again. At the same time, if 

they don't sell, everything stops there. Regarding impressions, it would be like products 

having good research backing. For example, like the Mew-Ré brand of water for dogs 

and cats - I think 'wow,' it's a new innovation. Generally, we first select products based 

on our impression of the products themselves, and what needs they address, whether we 

want to use them. That's the kind of impression I mean. Actually, vitamin or medicine 

companies always highlight their products; they never put other things first. So I'm 

impressed with what they want to sell consistently." 

Existing Customer Store 6 

 

"The factor for repeat purchases is sales volume. If sales are good, it will 

lead to repeat orders. As for impressions, I think it's about new products entering the 

market, which are quite diverse. I feel that if these products meet the needs of pet 

owners, it will make pet owners interested in buying additional products as well." 

Existing Customer Store 7 

 

"The factor for repeat purchases is when customers buy and like the 

products, get good results and outcomes. As for impressions, I'm mostly impressed with 

the sales staff or representatives. We have direct contact with sales representatives, and 

when they speak nicely and provide good service, with good after-sales service too, 

they're easy to contact. If we have any issues, or if customers come asking questions, 

and we don't have comprehensive product information, we can call and they answer 

immediately or call back shortly, asking what's happening, or if pets have issues with 

products, or if a pet's skin is like this, what should be done. Sales representatives provide 

us with more knowledge so we can give additional information to customers." 
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Existing Customer Store 8 

 

"For repeat purchases, it's mainly sales volume. Personally, what impresses 

me might be the packaging, the package design that has details in it, things like that, or 

various shelf displays that they've designed and provide quite a lot of information." 

Existing Customer Store 9 

 

"For factors in repeat purchases, it's that customers like it. They like it 

because their dogs and cats eat it and they see results. Customers come back to buy 

frequently, making repeat purchases like that. We just order more, that's all. As for what 

impresses me, I think it's the sales representatives. When sales representatives take good 

care of us like this, we're happy." 

Existing Customer Store 10 

 

"For our repeat purchases, it's about being able to sell, having sales. If we 

can sell, it means customers like and are satisfied with that product, so we continue to 

make repeat purchases. Sometimes, whether our repeat purchases increase in quantity 

or not depends on customers too. Because if we buy products, stock them, and can't sell 

them, it prevents us from making further purchases as well. As for impressions, most 

companies send sales representatives or sales promotion teams to take care of us 

consistently. They never abandon us. If there are any issues, they handle claims for us 

and take care of us. Sometimes they bring things to install for us, including free gifts. 

We don't always sell well; sometimes there are periods when sales decrease or products 

move slowly, whether due to economic factors or whatever. They have campaigns to 

boost promotions for us, helping us all the time. They never leave us; they always take 

care of us." 

Existing Customer Store 11 

 

"The factor for repeat purchases is meeting the needs of customers or 

consumers. They buy for their pets to consume, and when they consume, results appear. 

They come back for repeat purchases, that product moves frequently, and if the product 

moves frequently, we'll reorder. Regarding impressions, since we also raise cats and try 
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supplement products with them, and we see good results, we're impressed that our pets 

eat them and genuinely improve. It's better than not consuming any supplements at all. 

When customers come asking, we recommend to them, and when they come back to buy 

again, we ask for feedback on usage. Customers say it's good and shows results in this 

way or that, so we have these impressions." 

Existing Customer Store 12 

 

"The factor for repeat purchases is having sales volume. If this product is 

doing well, if products sell well based on the product itself and on the staff, then actually 

we can already increase orders. And I'm impressed with the company because the 

suppliers give equal importance to all stores, not thinking that bigger stores should get 

more attention while smaller stores get less conversation, things like that. If it's a good 

supplier that impresses us, they give equal importance to stores of all sizes. Even if it's 

a small store, they give importance in this way, which is quite impressive." 

Existing Customer Store 13 

 

Table 4.59 Content Analysis of Additional Information from Existing Customer 

Entrepreneurs Regarding Factors Leading to Repeat Purchases of Innovative Pet 

Supplement Products from Current Suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 
Coding 

Category 

EC1 The factor for repeat purchases would 

probably be sales volume. If we bring 

products in and they sell well, customers want 

them, and customers come back to buy again 

more quickly, we would need to stock or order 

more products. 

 

Sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 
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EC2 Factors for repeat purchases are simple - we 

look at sales data, sales volume. That's the 

100% most accurate measure and indicator. 

As long as products aren't moving, they 

shouldn't continue. That's the most telling 

indicator. 

Sales data, 

Sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC3 For repeat purchases, it's sales. Products sell 

well, prices aren't high, margins are good. 

Sales Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC5 What factors lead to repeat purchases? Sales 

volume. 

Sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC6 What we consider for repeat purchases is sales 

volume. If products sell, they generate sales. 

If demand goes out, we're ready to buy again. 

At the same time, if they don't sell, everything 

stops there. 

Sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC7 The factor for repeat purchases is sales 

volume. If sales are good, it will lead to repeat 

orders. 

Sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 
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EC9 For repeat purchases, it's mainly sales 

volume. 

Mainly sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC11 For our repeat purchases, it's about being able 

to sell, having sales. If we can sell, it means 

customers like and are satisfied with that 

product, so we continue to make repeat 

purchases. Sometimes, whether our repeat 

purchases increase in quantity or not depends 

on customers too. Because if we buy products, 

stock them, and can't sell them, it prevents us 

from making further purchases as well. 

Being able 

to sell, 

Having sales 

Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC13 The factor for repeat purchases is having sales 

volume. If this product is doing well, if 

products sell well based on the product itself 

and on the staff, then actually we can already 

increase orders. 

Sales 

volume 

Repeat 

purchase 

factor: 

Product 

sales 

volume 

EC4 Factors for repeat purchases: first, products 

sell well; second, customers use them and get 

the expected effectiveness. Customers will 

naturally come back to buy again, and we'll 

order repeat purchases accordingly. But if it's 

not good, it's over. 

Customers 

use them 

and get the 

expected 

effectiveness 

Repeat 

purchase 

factor: 

Customers 

consume/use 

products and 

see results 

from using 

the products 
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EC8 The factor for repeat purchases is when 

customers buy and like the products, get good 

results and outcomes. 

Get good 

results and 

outcomes 

Repeat 

purchase 

factor: 

Customers 

consume/use 

products and 

see results 

from using 

the products 

EC10 For factors in repeat purchases, it's that 

customers like it. They like it because their 

dogs and cats eat it and they see results. 

Customers come back to buy frequently, 

making repeat purchases like that. We just 

order more, that's all. 

They like it 

because 

their dogs 

and cats eat 

it and they 

see results 

Repeat 

purchase 

factor: 

Customers 

consume/use 

products and 

see results 

from using 

the products 

EC12 The factor for repeat purchases is meeting the 

needs of customers or consumers. They buy 

for their pets to consume, and when they 

consume, results appear. They come back for 

repeat purchases, that product moves 

frequently, and if the product moves 

frequently, we'll reorder. 

When they 

consume, 

results 

appear 

Repeat 

purchase 

factor: 

Customers 

consume/use 

products and 

see results 

from using 

the products 
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Table 4.60 Content Analysis of Additional Information from Existing Customer 

Entrepreneurs Regarding the Most Impressive Aspects of Current Innovative Pet 

Supplement Product Suppliers 

Code Content Quote from the interview 

Content Coding 

Keyword 
Coding 

Category 

EC2 As for overall impressions, we're 

impressed with all our suppliers because 

it's like we're friends. The industry is 

small, and everyone knows each other. 

So there's no situation where we're not 

okay with each other. Everything can be 

discussed. Since these aren't extremely 

large organizations and everyone knows 

each other, it's quite satisfactory, quite 

acceptable. 

Impressed  

with all our 

suppliers 

Impressed  

with supplier 

companies 

EC3 As for impressions, there are many 

suppliers, very diverse, and there are 

some we're not impressed with. But for 

the ones we are impressed with, there are 

2-3. 

There are 2-3 

suppliers we 

are impressed 

with 

Impressed  

with supplier 

companies 

EC5 As for impressions, I'm impressed with 

all supplier companies. Currently, it 

would be about marketing, branding, 

things like that. As I mentioned, they're 

all doing much better, not just specific 

ones. It means there's more marketing 

directed toward consumers. 

 

 

 

Impressed  

with all 

supplier 

companies 

Impressed  

with supplier 

companies 
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EC11 As for impressions, most companies send 

sales representatives or sales promotion 

teams to take care of us consistently. 

They never abandon us. If there are any 

issues, they handle claims for us and take 

care of us. Sometimes they bring things 

to install for us, including free gifts. We 

don't always sell well; sometimes there 

are periods when sales decrease or 

products move slowly, whether due to 

economic factors or whatever. They have 

campaigns to boost promotions for us, 

helping us all the time. They never leave 

us; they always take care of us. 

Most 

companies 

send sales 

representatives 

or sales 

promotion 

teams to take 

care of us 

consistently 

Impressed  

with supplier 

companies 

EC13 And I'm impressed with the company 

because the suppliers give equal 

importance to all stores, not thinking that 

bigger stores should get more attention 

while smaller stores get less 

conversation, things like that. If it's a 

good supplier that impresses us, they 

give equal importance to stores of all 

sizes. Even if it's a small store, they give 

importance in this way, which is quite 

impressive. 

Impressed  

with the 

company 

Impressed  

with supplier 

companies 

EC1 As for what's most impressive, it would 

be how sales representatives come to 

support the store front. This doesn't mean 

they just want to talk to the owner. OK, 

the owner mainly discusses ordering, but 

spinning products out is the 

responsibility of store staff together with 

How sales 

representatives 

come to 

support the 

store front 

Impressed  

with the 

service from 

sales staff/ 

representatives 
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company representatives to focus on 

things like regular training, creating 

activities with store staff, including 

offering promotions that support 

customers to promote product sales. The 

store will be happy to place orders, and 

products will sell out. 

EC8 As for impressions, I'm mostly impressed 

with the sales staff or representatives. We 

have direct contact with sales 

representatives, and when they speak 

nicely and provide good service, with 

good after-sales service too, they're easy 

to contact. If we have any issues, or if 

customers come asking questions, and 

we don't have comprehensive product 

information, we can call and they answer 

immediately or call back shortly, asking 

what's happening, or if pets have issues 

with products, or if a pet's skin is like 

this, what should be done. Sales 

representatives provide us with more 

knowledge so we can give additional 

information to customers. 

Impressed  

with the sales 

staff or 

representatives 

Impressed  

with the 

service from 

sales staff/ 

representatives 

EC10 As for what impresses me, I think it's the 

sales representatives. When sales 

representatives take good care of us like 

this, we're happy. 

What 

impresses me 

is the sales 

representatives 

Impressed  

with the 

service from 

sales staff/ 

representatives 
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EC6 Regarding impressions, it would be like 

products having good research backing. 

For example, like the Mew-Ré brand of 

water for dogs and cats - I think 'wow,' 

it's a new innovation. Generally, we first 

select products based on our impression 

of the products themselves, and what 

needs they address, whether we want to 

use them. That's the kind of impression I 

mean. Actually, vitamin or medicine 

companies always highlight their 

products; they never put other things 

first. So I'm impressed with what they 

want to sell consistently. 

We first  

select products 

based on our 

impression of 

the products 

themselves 

Impressed with 

the products 

EC7 As for impressions, I think it's about new 

products entering the market, which are 

quite diverse. I feel that if these products 

meet the needs of pet owners, it will 

make pet owners interested in buying 

additional products as well. 

New products 

entering the 

market, which 

are quite 

diverse 

Impressed with 

the 

development 

and release of 

new diverse 

products 

EC9 Personally, what impresses me might be 

the packaging, the package design that 

has details in it, things like that, or 

various shelf displays that they've 

designed and provide quite a lot of 

information. 

 

 

 

Packaging, 

Package 

design with 

details, 

Designed and 

providing quite 

a lot of 

information 

Impressed with 

products that 

have good 

design and 

provide quite a 

lot of 

information 
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EC12 Regarding impressions, since we also 

raise cats and try supplement products 

with them, and we see good results, we're 

impressed that our pets eat them and 

genuinely improve. It's better than not 

consuming any supplements at all. When 

customers come asking, we recommend 

to them, and when they come back to buy 

again, we ask for feedback on usage. 

Customers say it's good and shows 

results in this way or that, so we have 

these impressions. 

See good 

results, Our 

pets eat them 

and genuinely 

improve 

Impressed with 

results from 

using/ 

consuming 

products 

EC4 As for impressions, I don't have any. 

Currently, it's more just business. 

Therefore, regarding impressions or 

relationships, there aren't any. There just 

aren't. This goes back to sales staff. 

People are the main factor that would 

make us feel impressed or not, as one 

element. Going back to today's sales 

staff, they don't really have much quality, 

so we don't have any particular 

impressions. 

Regarding 

impressions or 

relationships, 

there aren't any 

No 

impressions 
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Figure 4.41 Content linkage diagram showing additional information from existing 

customer entrepreneurs regarding factors influencing repeat purchases of pet 

supplement innovation products from current suppliers and the most impressive aspects 

of current pet supplement innovation product suppliers. 
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Additional Information from Pet Supply and Food Store Entrepreneurs 
Regarding New Pet Supplement Product Suppliers 

4.12.5 Expectations from New Innovative Pet Supplement Suppliers 

When Bringing Products to Sell in Stores 
Based on interviews with 7 prospective customers regarding their 

expectations from new innovative pet supplement suppliers when bringing products to 

sell in their stores, the findings can be summarized into 3 main points as follows: 

Expectations for Products with New Innovations that Differ from Existing 

Market Offerings: The majority of respondents (4 individuals) expected that products 

must be new innovations different from existing products in the market. They should 

not be duplicate items that the store already sells. The products should have special 

features or distinctive selling points, such as using premium ingredients or being able to 

address pet health needs in new ways. 

Expectations for Support from Suppliers: Two respondents expected 

suppliers to provide information support, such as training store staff about the products 

and clearly explaining product properties. Suppliers should also provide comprehensive 

product information, including ingredient details, usage instructions, or accompanying 

documents that sales staff can distribute to customers to introduce products with 

complete details, which would help customers make purchasing decisions more easily. 

Expectations for Product Quality: One respondent emphasized that products 

must be of good quality, meet customer needs, and effectively solve pets' problems. 

In summary, prospective store owners want suppliers to develop products 

that are innovative and different from existing market offerings. Additionally, they 

expect comprehensive product information support and staff training to accurately 

inform customers. Each key informant stated: 

 

"I would like to see something new that doesn't duplicate what the store 

already sells. This is really crucial because currently, technologies are developing very 

rapidly. We understand that medical technology for both humans and animals is 

advancing. Therefore, if there are innovative products that have been researched or 

developed, it would benefit consumers or pets." 

Prospective Customer Store 1 
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"I expect innovations that they've newly created, beyond what already exists 

in the market. Because truly, in pet supplements, besides the 4 main types they typically 

sell, there are many more that nobody has produced yet. Actually, there are several 

items that are sourced from abroad, but they encounter customs issues with extensive 

documentation. So we're waiting for Thai producers to make them, or we might end up 

producing them ourselves." 

Prospective Customer Store 2 

 

"I expect products to have new innovations that differ from what's currently 

in the market. The products must be good and able to survive in the market. What I fear 

is that, as mentioned, many newcomers don't survive. Many brands, whether pet food or 

other products—some have previously made human food and then tried to make pet 

food—enter the market but don't survive. New brands, new labels come in but don't last, 

they just disappear. There are many such cases." 

Prospective Customer Store 3 

 

"Expectations? I suppose products with innovations that are newer than 

what's currently available in the market. Because currently what we commonly see for 

cats and dogs are salmon oil to increase appetite, treats, collagen powder supplements, 

things like that. In today's market, these are quite repetitive and abundant. What I'd like 

is something relatively novel that helps improve pets' health and enhances various 

aspects of their wellbeing. Like a treat from one brand that I recently learned is made 

with high-quality grade focusing on premium ingredients. Even though it's just a dental 

treat, I was impressed, so I brought it in to sell at the store." 

Prospective Customer Store 4 

 

"I expect support from suppliers in terms of training, recommendations, or 

educating us or store staff through sales representatives or experts who have good 

knowledge and understanding of the products. And regarding product information 

presentation, there should be detailed product information for consumers that specifies 
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ingredients, usage amounts—essentially everything consumers should know—either 

labeled on the product or in accompanying documents to help customers make decisions 

or, if they've already purchased, to guide proper usage." 

Prospective Customer Store 5 

 

"What I expect is for the sales team or product team to be knowledgeable 

about the product information, understand the product, and be able to communicate and 

explain it to us and our frontline staff in an easily understandable way that they can 

immediately apply. Once it's explained to them and they understand, they can relay 

accurate information to customers. Additionally, customers should be able to access or 

study detailed product information from specifications listed on packaging or 

accompanying documents for correct usage and to achieve expected results." 

Prospective Customer Store 6 

 

"For most products sold in the store, there are both regular and premium 

grade options. Mostly, I just expect products to be of acceptable quality and to solve 

customers' problems. Personally, I feel that if a product is good, okay, and can meet 

customer needs, customers will return to make repeat purchases." 

Prospective Customer Store 7 

 

Table 4.61 Content analysis of additional information from entrepreneurs in the 

prospective customer group regarding expectations from new innovative pet supplement 

suppliers when bringing products to sell in stores 

Code 
Content Quote 

from the interview 

(Meaning Unit) 

Content Coding 

Keyword Coding Category 

PC1 I would like to see something new 

that doesn't duplicate what the store 

already sells. This is really crucial 

because currently, technologies are 

developing very rapidly.                  

Something  

new that  

doesn't  

duplicate  

what  

Products  

with new 

innovations  

that differ  
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We understand that medical 

technology for both humans and 

animals is advancing. Therefore, if 

there are innovative products that 

have been researched or developed, 

it would benefit consumers or pets. 

the store  

already  

sells 

from existing 

market  

offerings 

PC2 I expect innovations that they've 

newly created, beyond what 

already exists in the market. 

Because truly, in pet supplements, 

besides the 4 main types they 

typically sell, there are many more 

that nobody has produced yet. 

Actually, there are several items 

that are sourced from abroad, but 

they encounter customs issues with 

extensive documentation. So we're 

waiting for Thai producers to make 

them, or we might end up 

producing them ourselves. 

Innovations  

newly created 

beyond  

what already  

exists in  

the market 

Products  

with new 

innovations  

that differ  

from existing 

market  

offerings 

PC3 I expect products to have new 

innovations that differ from what's 

currently in the market. The 

products must be good and able to 

survive in the market. What I fear is 

that, as mentioned, many 

newcomers don't survive. Many 

brands, whether pet food or other 

products—some have previously 

made human food and then tried to 

make pet food—enter the market 

but don't survive. New brands, new 

Products  

with new 

innovations  

that differ 

 from what's 

currently 

 in the market 

Products  

with new 

innovations  

that differ  

from existing 

market  

offerings 
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labels come in but don't last, they 

just disappear. There are many such 

cases. 

PC4 Expectations? I suppose products 

with innovations that are newer 

than what's currently available in 

the market. Because currently what 

we commonly see for cats and dogs 

are salmon oil to increase appetite, 

treats, collagen powder 

supplements, things like that. In 

today's market, these are quite 

repetitive and abundant. What I'd 

like is something relatively novel 

that helps improve pets' health and 

enhances various aspects of their 

wellbeing. Like a treat from one 

brand that I recently learned is 

made with high-quality grade 

focusing on premium ingredients. 

Even though it's just a dental treat, 

I was impressed, so I brought it in 

to sell at the store. 

Products with 

innovations  

newer than  

what's  

currently 

available  

in the market 

Products  

with new 

innovations  

that differ  

from existing 

market  

offerings 

PC5 I expect support from suppliers in 

terms of training, 

recommendations, or educating us 

or store staff through sales 

representatives or experts who have 

good knowledge and understanding 

of the products. And regarding 

product information presentation, 

there should be detailed product 

Support from 

suppliers  

in terms of 

training, 

recommendations; 

Detailed product 

information 

presentation to 

Support in 

product 

recommendations, 

providing  

product 

information to 

stores, and 

 having  

sufficient  
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information for consumers that 

specifies ingredients, usage 

amounts—essentially everything 

consumers should know—either 

labeled on the product or in 

accompanying documents to help 

customers make decisions or, if 

they've already purchased, to guide 

proper usage. 

help customers 

make decisions/ 

guide usage 

and clear product 

information for 

consumer 

consideration/ 

usage 

PC6 What I expect is for the sales team 

or product team to be 

knowledgeable about the product 

information, understand the 

product, and be able to 

communicate and explain it to us 

and our frontline staff in an easily 

understandable way that they can 

immediately apply. Once it's 

explained to them and they 

understand, they can relay accurate 

information to customers. 

Additionally, customers should be 

able to access or study detailed 

product information from 

specifications listed on packaging 

or accompanying documents for 

correct usage and to achieve 

expected results. 

 

 

 

 

Product 

knowledge  

from sales or 

product teams; 

Understanding  

of the product 

 and ability to 

explain  

to owners  

and staff  

in an easily 

understandable 

way; Ability to 

relay accurate 

information sets 

to customers 

Support in 

product 

recommendations, 

providing  

product 

information to 

stores, and 

 having  

sufficient  

and clear product 

information for 

consumer 

consideration/ 

usage 
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PC7 For most products sold in the store, 

there are both regular and premium 

grade options. Mostly, I just expect 

products to be of acceptable quality 

and to solve customers' problems. 

Personally, I feel that if a product is 

good, okay, and can meet customer 

needs, customers will return to 

make repeat purchases. 

Products of 

acceptable 

quality; Ability to 

solve customers' 

problems 

Good quality 

products that can 

meet consumer 

needs 

 

 
Figure 4.42 Content linkage diagram showing additional information from 

entrepreneurs in the prospective customer group regarding expectations from new 

innovative pet supplement suppliers when bringing products to sell in stores 
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4.12.6 Most Important Factors When Selecting Pet Supplement 
Products from New Suppliers 

Based on interviews with 7 prospective customers regarding the most 

important factors when selecting pet supplement products from new suppliers, the 

findings can be summarized into 4 main points as follows: 

Product Quality: The majority of respondents (4 individuals) indicated that 

product quality is the primary factor in their purchasing decisions. This is because 

products must meet customer needs and demonstrate clear results. Store owners 

expressed concern about the quality of products they sell, as it affects the store's image 

and customer confidence. 

Marketing Support: One respondent, representing a growing store, expected 

the selected brand to have clear and strong marketing strategies to help drive the store's 

growth alongside the brand. 

Product Differentiation and Innovation: One respondent wanted products 

that do not duplicate what is already available in the market and have distinctive 

features, such as new innovations or the ability to address pet issues in dimensions not 

yet covered by general products. 

Consistent Communication: One respondent expressed the opinion that 

maintaining consistent communication between the store and the supplier is a crucial 

factor, especially for products that require continuous use. For example, health 

supplements or products that pets need to consume in specified amounts to achieve 

maximum results or effectiveness. If suppliers lack communication, it could impact 

customer retention and long-term sales. 

In summary, prospective stores prioritize product quality above all, 

followed by brand marketing support, offering differentiated and innovative products, 

and maintaining consistent communication between stores and suppliers. The key 

informants stated: 

 

"Product quality that meets customer needs. Because customers buy 

products to supplement their pets, they want good quality products that show results 

from consumption." 

Prospective Customer Store 1 
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"The quality of the product. Additionally, quality and price should be 

reasonable, so it can sell. It doesn't necessarily have to be cheap, but reasonable for the 

quality they provide us. If it's truly good, people will pay regardless, because this is a 

business about love. They want their pets to be healthy and stay with them for a long 

time." 

Prospective Customer Store 2 

 

"We're interested in quality because our store must check that the quality is 

acceptable before bringing products in to sell. If we sell products that aren't good 

quality, the store suffers damage to its reputation. We don't sell to one-time customers. 

Stores like ours mean we sell to regular customers, people in the area, not just 

passersby. That's why we have to be somewhat selective about the products we bring 

in—they must have quality." 

Prospective Customer Store 3 

 

"That's exactly it. Mostly it's about the quality of the product." 

Prospective Customer Store 7 

 

"The most important factor? Usually, we choose based on their marketing. 

Since we're not a big store—we're a small, cute store that's growing—we want a brand 

with established marketing that we can use to promote and push our store's growth as 

well." 

Prospective Customer Store 4 

 

"The differentiation of products, having new innovations, new things added 

compared to products already in the market. That is, if the product isn't a duplicate of 

existing ones." 

Prospective Customer Store 5 
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"The most important factor for us is consistent communication between the 

supplier and the store. Because if we have questions about something and we can't 

contact them, or if a sales representative comes in but then disappears completely, we 

can't answer follow-up questions from customers or correctly inform veterinarians 

about whether we still have continuous supply. Sometimes when customers need to 

purchase for specific cases that require continuous use—for example, to strengthen a 

pet's bones over a three-month period—and suddenly our supplier disappears and we 

can't contact them, we're completely stuck." 

Prospective Customer Store 6 

 

Table 4.62 Content analysis of additional information from entrepreneurs in the 

prospective customer group regarding the most important factors when selecting pet 

supplement products from new suppliers 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC1 Product quality that meets customer 

needs. Because customers buy products 

to supplement their pets, they want good 

quality products that show results from 

consumption. 

Product  

quality 

Product  

quality 

PC2 The quality of the product. Additionally, 

quality and price should be reasonable, 

so it can sell. It doesn’t necessarily have 

to be cheap, but reasonable for the 

quality they provide us. If it’s truly good, 

people will pay regardless, because this 

is a business about love. They want their 

pets to be healthy and stay with them for 

a long time. 

The quality  

of the  

product 

Product  

quality 
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PC3 We're interested in quality because our 

store must check that the quality is 

acceptable before bringing products in to 

sell. If we sell products that aren't good 

quality, the store suffers damage to its 

reputation. We don't sell to one-time 

customers. Stores like ours mean we sell 

to regular customers, people in the area, 

not just passersby. That's why we have to 

be somewhat selective about the 

products we bring in—they must have 

quality. 

Interested 

 in quality 

Product 

 quality 

PC7 That's exactly it. Mostly it's about the 

quality of the product. 

Quality of  

the product 

Product  

quality 

PC4 The most important factor? Usually, we 

choose based on their marketing. Since 

we're not a big store—we're a small, cute 

store that's growing—we want a brand 

with established marketing that we can 

use to promote and push our store's 

growth as well. 

Good brand 

marketing 

Good  

brand/ 

product 

marketing 

PC5 The differentiation of products, having 

new innovations, new things added 

compared to products already in the 

market. That is, if the product isn't a 

duplicate of existing ones. 

If the  

product 

 isn't a 

duplicate of 

existing ones 

Products  

that are 

new/different 

from existing 

market 

offerings 

 

 

 



Jirapat Chalermbongkot                                                                                                                              Results / 326 

PC6 The most important factor for us is 

consistent communication between the 

supplier and the store. Because if we 

have questions about something and we 

can't contact them, or if a sales 

representative comes in but then 

disappears completely, we can't answer 

follow-up questions from customers or 

correctly inform veterinarians about 

whether we still have continuous supply. 

Sometimes when customers need to 

purchase for specific cases that require 

continuous use—for example, to 

strengthen a pet's bones over a three-

month period—and suddenly our 

supplier disappears and we can't contact 

them, we're completely stuck. 

Consistent 

communication 

between the 

supplier and 

the store 

Consistent 

communication 

between the 

supplier and 

the store 

 

 
Figure 4.43 Content linkage diagram showing additional information from 

entrepreneurs in the prospective customer group regarding the most important factors 

when selecting pet supplement products from new suppliers 
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4.12.7 Recommendations or Suggestions Regarding Innovative Pet 
Supplement Products or Services from New Suppliers That Will Be Considered 
When Purchasing Products for Retail in Stores 

Based on interviews with 7 prospective customers regarding 

recommendations or suggestions for innovative pet supplement products or services 

from new suppliers, the findings can be summarized into 2 main points as follows: 

Recommendations or Suggestions Regarding Services: The majority of 

respondents wanted to provide recommendations regarding services, with a total of 4 

individuals. This included 2 respondents who emphasized the importance of promotions 

and marketing to create awareness, suggesting that suppliers should focus on marketing 

to build brand awareness, such as organizing joint activities with stores, promotions, 

free gifts, or experience-based activities, to introduce new products and encourage trials. 

Meanwhile, 1 respondent provided recommendations regarding after-sales service, 

suggesting that suppliers should prioritize good after-sales service, such as following up 

on sales performance and regularly consulting with stores. Additionally, 1 more 

respondent offered suggestions about communication and information disclosure to 

customers, recommending that suppliers notify or communicate transparent information 

if there are changes to products, promotions, or services. 

Recommendations or Suggestions Regarding Products: A total of 3 

respondents wanted to provide recommendations regarding products. This included 2 

respondents who discussed product development to ensure high quality and 

differentiation from the market, expecting products to be of high quality and able to 

effectively solve pets' problems, not just products manufactured for market positioning, 

but having unique selling points that differentiate them from existing products in the 

market. At the same time, 1 more respondent emphasized the importance of product 

variety, recommending that suppliers should have diverse and comprehensive product 

offerings, not just a single SKU, because stores need sufficient options to spread risk 

and attract different customer groups. 

In summary, prospective stores recommended focusing on marketing to 

build awareness and providing efficient after-sales service, alongside developing high-

quality products that differ from the market and offering diverse product ranges. The 

key informants stated: 
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"If you have good products that aren't widely known yet, you might want to 

create promotions and marketing to boost sales. You could organize activities with the 

store, for example, free pet health check-ups when customers purchase your products 

at our store—something like that. It will create awareness and recognition for you. Or 

you could provide free samples for our store's customers to try. Activities that help 

customers get to know you better. If your products are already good, sales will naturally 

follow. You might need to do these activities fairly often." 

Prospective Customer Store 1 

 

"New brands or suppliers should engage in considerable marketing for the 

pet supplement category. There needs to be awareness and reasonable product 

accessibility." 

Prospective Customer Store 7 

 

"It's about service. We think good after-sales service means sales 

representatives take good care of customers and don't abandon stores. Issues like 

product claims, or following up on how sales are going this month—we think that's 

already okay. They don't necessarily have to visit too frequently, but they should try to 

ask and maintain regular contact with customers about whether they need anything 

more, or where they should run promotions. It's like after-sales service that cares about 

the store, so they can continue to succeed. Because sometimes stores might find that if 

something isn't selling, we don't know what to do—whether to discount it or what—

which also impacts the store's bottom line." 

Prospective Customer Store 4 

 

"If there are formula changes or any changes related to products/services, 

they should inform us. It's about transparency and mutual honesty. For example, if this 

product line is being introduced or if they're organizing a promotion with the storefront, 

they need to inform us if the product coming in only has a 6-month shelf life. They need 

to notify us in advance that the products we're bringing in for this lot have this 

limitation, so we can correctly inform customers: 'We've brought this in, there is a real 
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promotion, but it has a 6-month shelf life. Is that okay with you?' This allows us to get 

feedback from our customers first. If our customers feel that 6 months seems long but is 

actually too short for them, we can properly manage whether we should bring in a large 

or small quantity." 

Prospective Customer Store 6 

 

"I would like products to have genuinely good ingredients and components 

in their manufacturing, rather than just producing OEM products and selling them for 

marketing purposes. I'd prefer them to go deeper into producing products that help solve 

problems for pets, truly improving their quality of life. This could involve products with 

new medical technology innovations that are different from other products already in 

the market." 

Prospective Customer Store 2 

 

"Recommendations? Well, I would recommend focusing on product 

development to create products that meet consumer needs and aren't duplicates of 

what's currently available in the market. But if you ask which specific area, I can't really 

provide detailed specifics." 

Prospective Customer Store 5 

 

"My recommendation is to sell a variety of products, various product 

groups, and multiple SKUs. Don't just sell supplement products with a single formula 

or limited options, because from experience, products with limited variety usually don't 

survive. Having diversity when products enter the store means if one item doesn't sell, 

others still can. This allows for continued business. Companies with limited product 

offerings sometimes face resistance from stores because competitors offer 

comprehensive ranges—one conversation and everything is covered. With just a few 

small offerings, the products are limited. We'd prefer to have diversity." 

Prospective Customer Store 3 
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Table 4.63 Content analysis of additional information from entrepreneurs in the 

prospective customer group regarding recommendations or suggestions for innovative 

pet supplement products or services from new suppliers to be considered when 

purchasing products for retail in stores 

Code 
Content Quote from the interview 

(Meaning Unit) 

Content Coding 

Keyword 

Coding 
Category 

PC1 If you have good products that aren't 

widely known yet, you might want to 

create promotions and marketing to 

boost sales. You could organize 

activities with the store, for example, 

free pet health check-ups when 

customers purchase your products at our 

store—something like that. It will create 

awareness and recognition for you. Or 

you could provide free samples for our 

store's customers to try. Activities that 

help customers get to know you better. If 

your products are already good, sales 

will naturally follow. You might need to 

do these activities fairly often. 

Create 

promotions  

and  

marketing  

to boost sales,  

to create 

awareness and 

recognition for 

you 

Service aspect: 

Promotions/ 

marketing and  

public 

relations/ 

product  

promotion  

to create  

greater  

awareness 

PC7 New brands or suppliers should engage 

in considerable marketing for the pet 

supplement category. There needs to be 

awareness and reasonable product 

accessibility. 

Marketing,  

needs to be 

awareness  

and product 

accessibility 

Service aspect: 

Promotions/ 

marketing and 

public 

relations/ 

product 

promotion to 

create greater 

awareness 
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PC4 It's about service. We think good after-

sales service means sales representatives 

take good care of customers and don't 

abandon stores. Issues like product 

claims, or following up on how sales are 

going this month—we think that's 

already okay. They don't necessarily 

have to visit too frequently, but they 

should try to ask and maintain regular 

contact with customers about whether 

they need anything more, or where they 

should run promotions. It's like after-

sales service that cares about the store, so 

they can continue to succeed. Because 

sometimes stores might find that if 

something isn't selling, we don't know 

what to do—whether to discount it or 

what—which also impacts the store's 

bottom line. 

Good  

after-sales  

service where 

sales 

representatives 

take good care  

of customers  

and don't 

abandon 

 stores 

Service aspect: 

Good after-

sales service 

with customer 

care 

PC6 If there are formula changes or any 

changes related to products/services, 

they should inform us. It's about 

transparency and mutual honesty. For 

example, if this product line is being 

introduced or if they're organizing a 

promotion with the storefront, they need 

to inform us if the product coming in 

only has a 6-month shelf life. They need 

to notify us in advance that the products 

we're bringing in for this lot have this 

limitation, so we can correctly inform 

customers: 'We've brought this in, there 

If there are 

formula  

changes or  

any changes 

related to 

products/ 

services, they 

should inform 

us 

Service aspect: 

Communication 

about 

information if 

there are 

changes in 

products or 

services 
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is a real promotion, but it has a 6-month 

shelf life. Is that okay with you?' This 

allows us to get feedback from our 

customers first. If our customers feel that 

6 months seems long but is actually too 

short for them, we can properly manage 

whether we should bring in a large or 

small quantity. 

PC2 I would like products to have genuinely 

good ingredients and components in 

their manufacturing, rather than just 

producing OEM products and selling 

them for marketing purposes. I'd prefer 

them to go deeper into producing 

products that help solve problems for 

pets, truly improving their quality of life. 

This could involve products with new 

medical technology innovations that are 

different from other products already in 

the market. 

Producing 

products that 

help solve 

problems for 

pets, different 

from other 

products 

already in the 

market 

Product aspect: 

Products that 

meet consumer 

needs and differ 

from existing 

market 

offerings 

PC5 Recommendations? Well, I would 

recommend focusing on product 

development to create products that meet 

consumer needs and aren't duplicates of 

what's currently available in the market. 

But if you ask which specific area, I can't 

really provide detailed specifics. 

Create 

products that 

meet 

consumer 

needs and 

aren't 

duplicates of 

what's 

currently 

available in 

the market 

Product aspect: 

Products that 

meet consumer 

needs and differ 

from existing 

market 

offerings 
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PC3 My recommendation is to sell a variety 

of products, various product groups, and 

multiple SKUs. Don't just sell 

supplement products with a single 

formula or limited options, because from 

experience, products with limited variety 

usually don't survive. Having diversity 

when products enter the store means if 

one item doesn't sell, others still can. 

This allows for continued business. 

Companies with limited product 

offerings sometimes face resistance from 

stores because competitors offer 

comprehensive ranges—one 

conversation and everything is covered. 

With just a few small offerings, the 

products are limited. We'd prefer to have 

diversity. 

Sell a variety 

of products, 

various 

product 

groups, and 

multiple SKUs 

Product aspect: 

Having product 

diversity 

 

 
Figure 4.44 Content linkage diagram showing additional information from 

entrepreneurs in the prospective customer group regarding recommendations or 

suggestions for innovative pet supplement products or services from new suppliers to 

be considered when purchasing products for retail in stores 
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Following the content analysis process through keyword coding combined with 

category analysis to identify content linkages, the researcher conducted a thematic 

analysis. The researcher discovered fundamental themes in the interview content 

through the process of data coding, categorization, and organization of diverse interview 

data or information, which could be developed into a research conceptual framework as 

follows: 

 

 

 

Figure 4.45 Conceptual Framework of the Research 
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4.13 Conclusion 
The qualitative research in Chapter 4, which presents the data analysis 

results, found that from analyzing the general information of 20 interview participants, 

who were entrepreneurs running pet supply and food stores, divided into 2 groups: 13 

entrepreneurs who are current customers with repeat purchases of pet supplements from 

Morina Solutions Co., Ltd. (Existing customers), and 7 entrepreneurs who are 

prospective customers that have not yet become clients but have the opportunity and 

potential to purchase pet supplement products from Morina Solutions Co., Ltd. 

(Prospect customers). 

In analyzing factors affecting purchasing and repeat purchasing behavior of 

B2B consumers who are pet supply and food store entrepreneurs in both groups, the 

researcher referenced the Theory of Planned Behavior (TPB), which comprises Attitude 

factors, Subjective Norm factors, and Perceived Behavioral Control factors. 

Summarizing the analysis of factors affecting intention and behavior in 

purchasing and repeat purchasing according to the Theory of Planned Behavior (TPB), 

it was found that Subjective Norms and Perceived Behavioral Control are the most 

significant factors influencing Purchase Intention, especially among prospective 

customers who still require additional information from veterinarians, experts, and 

reviews from other customers. For Repeat Purchase Behavior, it was found that Attitude 

and Perceived Behavioral Control have the greatest impact, with current customers who 

have had positive selling experiences and can manage costs being more likely to make 

repeat purchases. 
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CHAPTER V 
CONCLUSION AND DISCUSSION 

 
 

Quantitative Research 

5.1  Conclusion 
5.1.1 Summary of Respondents' General Information 

5.1.1.1 Demographic Characteristics of the Sample Group 

From the study of demographic data of 250 respondents, it was 

found that the proportion of male and female respondents was similar, with 125 males 

(50.0%) and 125 females (50.0%) of all respondents. Regarding age, the distribution 

was relatively even across different age groups, with 50 respondents (20.0%) aged 30-

39 years and 50 respondents (20.0%) aged 40-49 years. Other age groups, including 

under 30 years, 50-59 years, and 60 years and above, each had 50 respondents (20.0%) 

of the total sample. When classified by average monthly income, the majority of 

respondents were in the group with an average income of more than 65,001 baht, totaling 

57 people (23.0%), followed by groups with average incomes between 25,001 - 35,000 

baht and 35,001 - 45,000 baht, both with 39 respondents each (16.0%). The group with 

income below 15,000 baht had the smallest proportion, with only 12 respondents 

(5.0%). Regarding pet types, cat owners were the largest group with 128 respondents 

(51.0%), while dog owners totaled 122 respondents (49.0%), indicating that both cats 

and dogs are similarly popular as pets. In terms of experience purchasing innovative pet 

supplement products, all 250 respondents (100.0%) had experience purchasing these 

products, showing that the sample group was familiar with products in this industry. 

Finally, regarding the innovative pet supplement product that respondents thought of 

first, treat-type supplements were the most popular, chosen by 157 respondents (62.8%), 

followed by tablet supplements (43 respondents, 17.2%) and powder supplements (31 

respondents, 12.4%). Drinking supplements and other types had smaller proportions at 

6.0% and 1.6%, respectively. From the above data, it can be concluded that most 

respondents are in the middle to high-income groups, own cats and dogs, and have 
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experience purchasing innovative pet supplement products, particularly treat-type 

supplements, which are the most popular. 

5.1.1.2 Characteristics of Data Related to Respondents' 

Opinions 

This study collected opinion data from 250 respondents who had 

experience purchasing innovative pet supplement products for their pets. The survey 

results are detailed as follows: Regarding Self-identity (SI), respondents strongly agreed 

with perceiving themselves as individuals who prioritize their pets' health and choose to 

purchase innovative pet supplement products. The item with the highest average score 

was "You consider yourself someone who is concerned about the health effects resulting 

from your pet's consumption of innovative pet supplement products" (mean = 4.35). 

Regarding Social Norm (SN), respondents valued recommendations from veterinarians 

or experts, with the highest average score for the item "You are willing to follow the 

recommendations of experts or veterinarians when purchasing innovative pet 

supplement products for your pet" (mean = 4.35), indicating that consumers trust 

recommendations from knowledgeable individuals in this field. Regarding Intention 

(IN), respondents agreed that they planned to purchase innovative pet supplement 

products in the future. The item with the highest average score was "You intend to 

purchase innovative pet supplement products for your pet in the next month" (mean = 

4.09), showing that consumers tend to repurchase and consume continuously. Regarding 

Behavior (BE), respondents agreed with their behavior of purchasing supplement 

products for their pets. The item with the highest average score was "You purchased 

innovative pet supplement products for your pet last month" (mean = 3.90), indicating 

that most respondents continuously purchase these products. Regarding Perceived 

Behavioral Control (PBC), respondents had a high level of confidence in their ability to 

purchase products. The item with the highest average score was "You have complete 

freedom in choosing to purchase innovative pet supplement products for your pet" 

(mean = 4.36), reflecting that most respondents can make purchasing decisions 

independently. Regarding Attitude (AT), respondents agreed that purchasing innovative 

pet supplement products is beneficial. The item with the highest average score was "You 

are happy to see your pet consume the products and will purchase them again next 

month" (mean = 4.13), reflecting pet owners' positive emotions toward the products. 
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Finally, regarding Subjective Norm (SN), respondents tended to be influenced by those 

around them, such as family and friends, in their decision to purchase products. The 

item with the highest average score was "People you are close to and trust, such as 

family or close friends, support your purchase of innovative pet supplement products 

for your pet" (mean = 3.83). 

In summary, respondents had positive opinions toward 

innovative pet supplement products, especially regarding pet health, influence from 

veterinarians and experts, and a tendency to repurchase in the future. 

 

5.1.2 Summary of Hypothesis Analysis Results 
From the Exploratory Factor Analysis (EFA), it was found that the original 

conceptual framework could be referenced since the model used has been validated. The 

study by Pratama and Yuliati (2022) conducted an EFA and clearly concluded the 

structure of relevant variables. Additionally, there is empirical evidence supporting the 

model. The prototype research used EFA to determine the factor structure influencing 

consumer behavior and found that this structure was sufficiently accurate, resulting in 

the need to verify data consistency with the model using Confirmatory Factor Analysis 

(CFA) and Structural Equation Modeling (SEM) to examine the relationships of various 

variables according to the research hypotheses. 

From the SEM hypothesis testing results, it was found that factors affecting 

the intention to purchase innovative pet supplement products included both statistically 

significant factors and factors that did not have a significant impact. The hypothesis 

testing results can be summarized as follows: 
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Table 5.1 Summary of Hypothesis Analysis Results 

 Hypothesis 

Statistical 
Value 

(Standardized 
Coefficient) 

P- 

value 

Test 

Result 

1 H1: IN <--- AT (Attitude affects purchase 

intention) 

0.472 *** Significant 

2 H2: IN <--- SN (Subjective norm affects 

purchase intention) 

-0.118 0.361 Not 

significant 

3 H3a: IN <--- PBC (Perceived behavioral 

control affects purchase intention) 

-0.260 0.226 Not 

significant 

4 H3b: BE <--- PBC (Perceived behavioral 

control affects purchase behavior) 

-0.051 0.486 Not 

significant 

5 H4: BE <--- IN (Purchase intention 

affects purchase behavior) 

0.915 *** Significant 

6 H5: IN <--- SI (Self-identity affects 

purchase intention) 

0.252 0.205 Not 

significant 

7 H6: IN <--- SCN (Social norm affects 

purchase intention) 

0.598 0.005 Significant 

 

Summary of hypothesis analysis: Factors that significantly affect the 

intention to purchase innovative pet supplement products include: Attitude (AT) directly 

affects purchase intention with a standardized regression coefficient of 0.472, indicating 

that consumers with positive attitudes toward the products are more likely to purchase 

innovative pet supplement products. Social Norms (SCN) affect purchase intention with 

a standardized regression coefficient of 0.598, indicating that consumers are influenced 

by society and the opinions of those around them in their purchasing decisions. Purchase 

Intention (IN) directly influences actual purchasing behavior (BE) with a standardized 

regression coefficient of 0.915, which is the highest value in the study, indicating that 

consumers with high purchase intentions are likely to actually purchase the products in 

the future. Meanwhile, factors that do not significantly affect purchase intention or 

purchasing behavior include: Subjective Norms (SN) do not significantly impact 
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purchase intention, with a P-Value of 0.361. Perceived Behavioral Control (PBC) does 

not significantly impact either purchase intention or actual purchasing behavior, with P-

Values of 0.226 and 0.486, respectively. Self-Identity (SI) does not significantly impact 

purchase intention, with a P-Value of 0.205. 

Model fit analysis: From testing the model's fit with empirical data, it was 

found that the model's Goodness of Fit Indices were within acceptable criteria. The 

CMIN/DF value, which is an index used to compare the model's fit with empirical data, 

calculated by dividing Chi-square by Degrees of Freedom, resulted in 2.029, which is 

within the consideration criteria since the CMIN/DF value should be less than 5.000 

(Hu and Bentler, 1999). Therefore, it can be concluded that the structural model is 

consistent with the empirical data. 

For CFI and TLI values, which are indices used to check the model's fit with 

empirical data, they were found to be 0.912 and 0.901, respectively, which meet the 

criteria that CFI and TLI should be greater than 0.900 (Hu and Bentler, 1999). Therefore, 

it can be concluded that the model is consistent with the empirical data. 

The SRMR value, which measures the error of estimating the model's fit, 

was found to be 0.067, which is within acceptable criteria since this value should be less 

than 0.100 (Hu and Bentler, 1999). 

Finally, the RMSEA value, which indicates the error of estimation, was 

found to be 0.064, which meets the consideration criteria since this value should be less 

than 0.080 (Hu and Bentler, 1999). Therefore, it can be concluded that the model can 

explain the relationship well. 

From the data analysis, it can be concluded that factors influencing 

consumer purchasing behavior of innovative pet supplement products include consumer 

attitude (AT), social norms (SCN), and purchase intention (IN), which affect actual 

purchasing behavior (BE). Meanwhile, other factors such as subjective norms (SN), 

perceived behavioral control (PBC), and self-identity (SI) do not directly impact 

purchase intention. This analysis can be used as a guideline for developing marketing 

strategies and customer communication to promote repurchase and build sustainable 

relationships with consumers in the pet supplement industry. 

 

 



College of Management, Mahidol University                                                           M.M (Business Management) / 341 

5.2 Discussion 
5.2.1 Discussion of Research Findings 

5.2.1.1 Attitude: The study found that pet owners' attitudes 

directly affect their intention to purchase innovative pet supplement products, which is 

consistent with the research of Smith et al. (2020), which indicated that attitudes in 

various aspects, such as beliefs about product benefits and price, influence pet owners' 

purchasing decisions. 

5.2.1.2 Subjective Norms: The study found that subjective 

norms do not influence purchase intention, which contradicts the research of Jones and 

Park (2018), which found that influences from family and veterinarians affect the 

intention to purchase pet health products. This result may reflect differences in the 

sample group or the type of products studied. 

5.2.1.3 Perceived Behavioral Control: The study found that 

perceived behavioral control does not influence purchase intention and purchasing 

behavior, which contradicts Miller and Kim (2019) and Sheeran (2002), who indicated 

that consumers who are confident in their ability to control purchasing behavior are 

more likely to purchase products that meet their needs. 

5.2.1.4 Self-Identity: The study found that self-identity does not 

influence purchase intention, which contradicts Sparks and Shepherd (1992), who found 

that self-identity plays an important role in determining sustainable consumption 

behavior. This result may depend on the level of self-identity identification of 

consumers in each context. 

5.2.1.5 Social Norms: The study found that social norms affect 

purchase intention, which is consistent with Yue and Zhou (2008) and Rendi Tegar 

Pratama and Elevita Yuliati (2021), who found that consumers are often influenced by 

people around them, especially family and friends, who play an important role in 

purchasing behavior. 

5.2.1.6 Purchase Intention and Behavior: This study confirms 

that purchase intention directly affects purchasing behavior, which is consistent with the 

work of Sheeran (2002), which points out that intention is the most important factor in 

predicting actual purchasing behavior. 
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Table 5.2 Discussion of Research Findings 

Hypothesis 
Hypothesis 

Test 

Result 

Consistent 

Research 

Inconsistent 

Research 

1. Pet owners' positive attitudes 

toward purchasing innovative pet 

supplement products have a positive 

influence on their purchase intention 

Significant 

positive 

effect 

Smith et al. 

(2020), Rendi 

Tegar Pratama 

& Elevita 

Yuliati (2021) 

 

2. Pet owners' subjective norms have 

a positive influence on the intention 

to purchase innovative pet 

supplement products 

No 

significant 

effect 

 Jones & 

Park (2018) 

3. Pet owners' perceived behavioral 

control has a positive influence on 

the intention to purchase innovative 

pet supplement products 

No 

significant 

effect 

 Miller & 

Kim (2019) 

4. Pet owners' perceived behavioral 

control has a positive influence on 

the behavior of purchasing 

innovative pet supplement products 

No 

significant 

effect 

 Sheeran 

(2002) 

5. Pet owners' purchase intention has 

a positive influence on the behavior 

of purchasing innovative pet 

supplement products 

Significant 

positive 

effect 

Sheeran (2002), 

Rendi Tegar 

Pratama & 

Elevita Yuliati 

(2021) 

 

6. Pet owners' self-identity has a 

positive influence on the intention to 

purchase innovative pet supplement 

products 

No 

significant 

effect 

 Sparks & 

Shepherd 

(1992) 
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7. Pet owners' social norms have a 

positive influence on the intention to 

purchase innovative pet supplement 

products 

Significant 

positive 

effect 

Yue & Zhou 

(2008), Rendi 

Tegar Pratama 

& Elevita 

Yuliati (2021) 

 

 

5.2.2 New Academic Discoveries 
This research study has discovered new findings related to factors 

influencing the purchasing behavior of innovative pet supplement products as follows: 

5.2.2.1 Attitude is a Key Factor: The study confirms that pet 

owners' attitudes affect purchase intention, which is consistent with the Theory of 

Planned Behavior (TPB) and previous studies. However, it was found that other factors, 

such as subjective norms and perceived behavioral control, do not have a clear effect on 

purchase intention. 

5.2.2.2 Influence of Social Norms: It was found that social norm 

factors significantly affect purchase intention, which differs from some research that 

found this factor may not always be important in general consumer behavior. 

5.2.2.3 Purchase Intention Predicts Actual Purchasing Behavior: 

The study confirms that purchase intention is a factor that directly affects purchasing 

behavior, which is in line with the concepts of Sheeran (2002) and Pratama and Yuliati 

(2021). 

5.2.2.4 Perceived Behavioral Control May Not Affect Actual 

Purchasing: Although TPB theory suggests that perceived behavioral control affects 

purchase intention and purchasing behavior, this study did not find a significant 

relationship. 

5.2.2.5 Self-Identity Does Not Affect Purchase Intention: 

Unlike previous research that indicated self-identity can be an important factor in 

deciding to purchase health and sustainability products, this study found that pet owners' 

self-identity does not influence purchase intention. 
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These findings reflect the context of the innovative pet supplement product 

market in Thailand, which may have specific factors that differ from markets in other 

countries, especially in terms of culture, beliefs, and consumer perceptions about pet 

health. 

 

 

5.3 Implications 
5.3.1 Theoretical Implications 
From this quantitative research study, which used questionnaires as the main 

tool for collecting data from the specified sample group and analyzed the data through 

statistical programs such as SPSS and AMOS to test the relationships between variables 

according to the conceptual framework used in the study, there are some limitations that 

may lead to suggestions for future research as follows: 

5.3.1.1 Expanding the Sample Group to Be More Diverse: This 

research focused on studying pet owners who have purchasing behavior for innovative 

pet supplement products, which may make the results reflect the behavior of a specific 

group only. Therefore, future research should expand the scope of study to more diverse 

consumer groups, such as groups with other types of pets, groups that have never used 

such products, or groups in different geographical areas, so that the results can reflect 

consumer behavior more broadly. 

5.3.1.2 Studying Other Factors That May Affect Purchasing 

Behavior: Although this study focused on factors in the conceptual framework of the 

Theory of Planned Behavior (TPB), there are other factors that may affect the 

purchasing behavior of innovative pet supplement products, such as emotional factors, 

brand loyalty, or technological factors that affect the purchase of products through 

online channels, which is a behavior that tends to increase. Therefore, future research 

may consider these factors to understand consumer behavior comprehensively. 

5.3.1.3 Studying Repeat Purchasing Behavior and Long-term 

Consumer Loyalty: This research focused on studying purchase intention and 

purchasing behavior at one point in time but did not study whether consumers are likely 

to purchase products repeatedly or have brand loyalty in the long term. Therefore, future 
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research may study repeat purchasing behavior, satisfaction after using the product, and 

factors that cause consumers to decide to purchase the same product again, which will 

help brands develop effective marketing strategies to build a regular customer base. 

5.3.1.4 Studying the Impact of Marketing Communication on 

Purchasing Decisions: The study found that social norms influence pet owners' 

purchasing behavior, which may be related to marketing communication channels, such 

as advertising through social media or reviews from actual users. Therefore, future 

research may study which factors in marketing communication affect consumer 

purchasing behavior the most, to help businesses choose effective marketing strategies. 

In summary, future research should expand the scope of study to cover more 

diverse sample groups. In addition, other factors that may affect purchasing decisions 

should be studied, including repeat purchasing behavior and long-term consumer 

loyalty, to help businesses develop marketing strategies that effectively meet customer 

needs. 

 

5.3.2 Managerial Implications 
From the study results, it was found that factors affecting purchase intention 

and purchasing behavior of innovative pet supplement products include pet owners' 

attitudes (Attitude) and social norms (Social Norms), which significantly affect 

purchase intention. Meanwhile, factors related to perceived behavioral control 

(Perceived Behavioral Control) and self-identity (Self-Identity) do not directly influence 

purchase intention for consumers in this group. Therefore, the following practical 

guidelines are recommended to develop marketing strategies and related policies: 

5.3.2.1 Promoting Positive Attitudes of Pet Owners: There 

should be communication about the benefits of innovative pet supplement products to 

pet owners, especially regarding nutritional value and positive impacts on pet health. 

This includes using marketing strategies that help build consumer confidence, such as 

using endorsements from experts or veterinarians, as well as reviews from pet owners 

who have actually used the products. 

5.3.2.2 Using Social Norms to Stimulate Demand: Since the 

study found that social norm factors influence pet owners' purchase intention, businesses 

should use strategies related to creating social motivation, such as involving consumers 
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in online communities for pet owners or using word-of-mouth marketing through 

influencers or influential people in the pet owner group. 

5.3.2.3 Developing Product Accessibility Capabilities: Since 

perceived behavioral control does not affect consumers' purchase intention, businesses 

should reduce barriers to accessing products, such as increasing both offline and online 

distribution channels, and providing clear information about products and how to use 

them, to help consumers feel confident in their purchasing decisions. 

5.3.2.4 Creating an Acceptable Product Image: Although pet 

owners' self-identity does not directly affect purchase intention, businesses can use 

branding strategies to connect products with consumer values, such as emphasizing the 

brand image of caring for pet health or being a product that helps reduce environmental 

impact, to align with the concepts of pet owners who care about health and the 

environment. 

5.3.2.5 Developing Sales Promotion Strategies to Stimulate 

Purchasing Behavior: Although purchase intention directly influences purchasing 

behavior, stimulating continuous purchases may require the development of sales 

promotion programs, such as membership systems that provide special privileges for 

regular customers, using promotions for repeat purchases, or offering pet-related gifts, 

to encourage long-term repurchase behavior. 

 
 

Qualitative Research 
5.4 Conclusion 

5.4.1 Summary of General Information of the Interview Sample Group 
The interviewees in this study were entrepreneurs of pet equipment and food 

retail stores, which were divided into 2 groups as follows: 1) Entrepreneurs of pet 

equipment and food retail stores who are current customers and have made repeat 

purchases of pet supplement products from Morina Solutions Co., Ltd. (Existing 

customers), totaling 13 participants; 2) Entrepreneurs of pet equipment and food retail 

stores who are prospective customers who are not yet customers but have the 

opportunity and potential to purchase pet supplement products from Morina Solutions 



College of Management, Mahidol University                                                           M.M (Business Management) / 347 

Co., Ltd. (Prospect customers), totaling 7 participants. When classified by store location 

by province, the sample consists of 11 stores in Bangkok, 6 stores in the metropolitan 

area, 1 store in Lopburi province, 1 store in Chonburi province, and 1 store in Buriram 

province. When divided by store type, they can be classified as: single-branch stores 

(selling both offline and online) totaling 9 stores, multi-branch stores (selling both 

offline and online) totaling 8 stores, multi-branch stores (selling offline only) totaling 1 

store, single-branch store (selling offline only) totaling 1 store, and retail and wholesale 

stores (selling both offline and online) totaling 1 store. When classified by type of 

products and services, there are 10 stores that sell pet equipment and food and provide 

services (such as grooming services, clinics, pet hotels), and 10 stores that only sell pet 

equipment and food. 

 

5.4.2 Summary of Interview Data Analysis on Factors Creating 
Intention and Behavior in Purchasing and Repurchasing Innovative Pet (Dogs and 
Cats) Supplement Products among Business-to-Business (B2B) Customers 

The data analysis summary is divided into two groups: Existing customers 

and Prospect customers, to reflect different perspectives and needs in selecting and 

repurchasing innovative pet supplement products from suppliers. The research results 

are summarized according to the research concepts, which are divided into various 

issues as follows: 

5.4.2.1 Attitude 

Existing Customers: Current customers have a positive view of 

innovative pet supplement products, with most seeing the products as high quality, 

meeting market needs, and promoting pet health. However, there are still concerns about 

product diversity that may be excessive, as well as a lack of clear information on 

effectiveness, causing stores to rely mainly on personal experience or customer 

feedback in evaluating product quality. 

Prospect Customers: Prospective customers have diverse views 

on the products, with some interested in new innovations that can address pet health 

needs but still lacking information about the differences between these products and the 

supplements already on the market. Additionally, concerns about potentially high prices 
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and uncertainty about product results cause many customers to hesitate in making 

purchasing decisions. 

In summary regarding attitude and its impact on intention, in 

terms of the perception of value and product effectiveness, current customers have a 

positive attitude toward the products, viewing them as innovations that can enhance pet 

health and are of high quality. However, prospective customers still hesitate due to a 

lack of in-depth information about the differences between the products compared to 

general supplements. Additionally, in terms of price barriers, many customers view 

product prices as relatively high compared to general products, causing hesitation in 

ordering. High prices may reduce opportunities for repeat purchases if retailers cannot 

generate the expected sales. In terms of impact on intention, positive attitudes toward 

product quality result in current customers being more likely to repurchase. However, 

the attitudes of prospective customers are not yet strong enough to lead to purchasing 

decisions due to concerns about price and product result perception. 

5.4.2.2 Subjective Norms 

Existing Customers: Current customers are influenced by key 

information sources such as recommendations from veterinarians, experts, and the 

store's regular customers. If products are recommended by veterinarians or supported 

by research, it helps increase confidence in the decision to order. Additionally, regular 

customers who have positive experiences with the products are an important factor in 

stores deciding to repurchase. 

Prospect Customers: Prospective customers value the opinions 

of other customers, especially from pet owners who have actually used the products, 

and veterinarians who provide recommendations. If products are certified by experts or 

have reviews from other customers, it helps build confidence in trying them. However, 

since these are new products for them, they need more supporting information before 

making a purchase decision. 

In summary regarding subjective norms and their impact on 

intention, in terms of influence from veterinarians and experts, recommendations from 

veterinarians and experts are an important factor in building store confidence in deciding 

to purchase products. If products are certified by veterinarians or supported by research, 

it increases purchase opportunities. Additionally, in terms of influence from the store's 
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regular customers, stores will consider reordering if they receive positive 

recommendations from regular customers who have used the products and seen good 

results. Conversely, if customers do not have good experiences, or there are no reviews 

from other customers, stores may hesitate to try importing products for sale. In terms of 

influence from the market and competitors, some stores view that if competitors start 

selling these products and receive good feedback, it may encourage them to follow suit. 

In terms of impact on intention, subjective norms significantly affect purchase intention, 

especially among prospective customers, where products recommended by 

veterinarians and receiving positive reviews from actual users will help increase 

customer confidence in purchasing. 

5.4.2.3 Perceived Behavioral Control 

Existing Customers: Current customers view purchasing 

innovative pet supplement products from current suppliers as convenient, as they can 

order online or have sales representatives come to the store. Additionally, marketing 

support such as promotions, discounts, and sales promotion activities greatly affect the 

decision to repurchase, as they can help stimulate sales for stores. However, factors that 

remain obstacles include relatively high product prices compared to general products 

and stock shortage problems at certain times, causing stores to consider the value and 

ability to sell products before deciding to reorder. 

Prospect Customers: Prospective customers value ease of access 

to products, both in terms of ordering channels, retail prices, and marketing support from 

suppliers. Some stores are concerned about minimum order conditions and product 

return policies. Additionally, there are marketing limitations that may prevent customers 

from selling products continuously if there is insufficient support from the company. 

In summary regarding perceived behavioral control and its 

impact on intention and behavior, in terms of convenience in accessing products, current 

customers find it easy to order products through online systems or through sales 

representatives. However, prospective customers may feel that there are not enough 

convenient distribution channels. Additionally, in terms of limitations on stock and 

costs, current customers who have already purchased find that stock shortages are a 

significant obstacle preventing them from reordering, while prospective customers want 

to know about minimum order policies and profitability if they introduce the products 
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for sale. In terms of marketing capability, many stores view that company support in 

marketing, such as organizing promotions, advertising, and providing product samples, 

will help them have more confidence in selling the products. Finally, in terms of impact 

on behavior, current customers with good experiences who feel they can manage stock 

and costs are likely to repurchase, while prospective customers who are still uncertain 

about the ordering process and marketing may hesitate and not yet dare to make a 

purchase decision. 

5.4.2.4 Additional Considerations 

Existing Customers: Current customers expect suppliers to 

provide ongoing marketing support and promotions to help stimulate sales and build 

confidence in ordering additional products. Additionally, they want complete and 

transparent product information, such as scientific testing or verifiable reviews from 

actual users, as well as details about product properties, shelf life, and precautions, to 

help stores manage stock efficiently and provide accurate recommendations to end 

customers. This customer group also values product diversity, wanting suppliers to offer 

products covering all ages of pets, including products that address various health issues, 

to increase sales opportunities and make it easier for stores to decide to repurchase. 

Prospect Customers: Prospective customers value clear 

marketing strategies from suppliers, wanting continuous product promotion through 

various channels to create brand awareness and stimulate sales within the store. 

Additionally, they expect suppliers to have good after-sales service and continuous 

customer care systems, such as tracking store sales, providing advice on product 

management, and providing support when stores encounter product problems, so that 

stores can operate smoothly. Prospective customers also value product diversity, 

viewing that if suppliers offer a variety of product types, formulas, and SKUs, it will 

help stores select products that meet customer needs better and help make sales more 

efficient. 

In summary, both customer groups expect suppliers to provide 

clear marketing support and promotions, as well as complete, transparent, and easily 

accessible product information. Additionally, after-sales service and creating product 

diversity are other important factors that help stores decide to purchase and repurchase 

pet supplement products more easily. 
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Summary of the analysis of factors affecting intention and behavior in 

purchasing and repurchasing: From the analysis according to The Theory of Planned 

Behavior (TPB), it was found that Subjective Norms and Perceived Behavioral Control 

are the most significant factors affecting Purchase Intention, especially among 

prospective customers who still need additional information from veterinarians, experts, 

and reviews from other customers. For Repeat Purchase Behavior, it was found that 

Attitude and Perceived Behavioral Control have the most impact, with current 

customers who have good sales experiences and can manage costs being more likely to 

repurchase. 
 

5.4.3 Summary of Opportunities and Challenges Arising from Research 
Findings, Leading to Marketing Strategy Development for Innovative Pet 

Supplement Products 
From interviews with entrepreneurs of pet equipment and food retail stores 

in both groups—current customer entrepreneurs and prospective customer 

entrepreneurs—and from analyzing factors affecting purchase intention and purchasing 

behavior of pet equipment and food retail operators, with reference to the Theory of 

Planned Behavior (TPB), the following significant opportunities and challenges can be 

summarized: 

5.4.3.1 Opportunities 

1. Growth of the Pet Supplement Market and Changing Pet 

Owner Behavior: The pet food market, especially health supplements for dogs and cats, 

is continuously growing. Pet owners are placing more importance on nutrition and pet 

health, resulting in increased demand for high-quality products with specific benefits. 

Pet retail stores want to add health products to their stores to meet pet owners' needs. 

2. Increased Acceptance of Innovative Products in the Market: 

Consumers and pet retail stores are becoming more open to pet supplements with new 

ingredients and innovative technology. The use of products with functional ingredients 

(such as probiotics, collagen, and natural extracts) is popular in the market, creating 

opportunities to expand additional innovative products. 

3. Influence of Veterinarians and Experts as Important Drivers: 

Pet retail stores tend to take recommendations from veterinarians and animal 
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nutritionists before deciding to purchase products. Conducting campaigns with 

veterinarians to introduce products will help build confidence for stores and customers. 

4. Growth of Digital Sales Channels (E-commerce & B2B 

Online Platforms): An increasing number of pet retail stores are starting to use online 

platforms for B2B purchasing. Developing sales channels through e-commerce or B2B 

online marketplaces can help make it easier to reach stores. 

5. Opportunities to Create Brand Differentiation from 

Competitors: The B2B pet supplement market still has few competitors, especially in 

the innovative product segment. Emphasizing different branding and positioning 

strategies (such as using organic raw materials or developing specific membership 

programs for stores) can help create distinctive selling points. 

5.4.3.2 Challenges 

1. Higher Product Prices and Costs Compared to General 

Products: Innovative pet supplements often have higher production costs than general 

products, resulting in higher retail prices. Some retailers may see them as difficult-to-

sell products with high stock costs, making them hesitant to order. 

2. Challenges in Changing the Behavior of Stores and 

Consumers: Most retail stores are still familiar with traditional supplement brands, 

making it take time to change behavior. At the same time, some consumer groups may 

not yet understand the benefits of innovative products, requiring time for education and 

building acceptance. 

3. Competition from Foreign Brands and Market Competitors: 

Well-known foreign brands with strong distribution networks may be significant 

competitors. Brands that can compete better on price may take market share away from 

innovation-focused brands. 

4. Influence from Veterinarians Who May Not Provide 

Sufficient Support: Although veterinarians play an important role in recommending 

products to stores, some veterinarians may not fully embrace new products. However, 

appropriate strategies must be used to build cooperation with veterinarians to make them 

confident and recommend products to customers. 

5. Strict Regulations and Product Control Standards: The pet 

supplement industry must be under the control of regulatory agencies, which may make 
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the process of bringing products to market time-consuming. Therefore, obtaining 

licenses and product quality inspections require additional time and costs. 

6. Problems with Product Distribution and Access to Stores in 

Remote Areas: Retail stores in remote areas may have logistics and shipping problems, 

increasing transportation costs. Without a strong distributor network, it may be difficult 

to reach certain store groups. 

 

 

5.5 Discussion  
The research on "Research and Development of Customer Relationship 

Management Model for Customer Repurchase: A Case Study for Innovative Pet (Dogs 

and Cats) Supplement Business Entrepreneurs" includes factors of Attitude, Subjective 

Norms, Perceived Behavioral Control, Intention, and Behavior, applying the Theory of 

Planned Behavior (TPB). 

From the research findings, factors influencing purchase intention and 

repeat purchasing behavior of innovative pet supplement products among B2B 

customers include Attitude, which reflects that beliefs about product quality, benefits, 

and safety directly affect purchasing decisions. Current customers tend to repurchase 

because they are satisfied with product results, while prospective customers need 

additional reliable information before making their first purchase. Additionally, 

Subjective Norms are an important factor, with current customers being influenced by 

veterinarians and experts who help confirm product effectiveness, while prospective 

customers often consider customer demand, opinions from business networks, industry 

peers, or neutral information sources to build confidence. 

Perceived Behavioral Control plays an important role in purchasing 

decisions, with current customers finding that ordering and distribution conditions 

facilitate repeat purchases. However, for prospective customers, significant obstacles 

include price conditions, minimum order costs, and convenience in accessing products, 

which may be factors that need to be addressed to increase market expansion 

opportunities. Behavioral Intention is a variable that can significantly predict actual 

purchasing behavior, with customers who have high confidence in the product likely to 
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repurchase, while prospective customers who are concerned about results still need time 

and support from additional information sources before deciding. 

The study results are consistent with the Theory of Planned Behavior (TPB), 

which states that attitude, subjective norms, and perceived behavioral control directly 

influence purchase intention and actual purchasing behavior. It is also consistent with 

research indicating that confidence in product quality, influence from surrounding 

people, and price conditions affect customer purchasing decisions in the pet health 

product industry. However, this research also found that some business customers still 

have concerns about ordering and transportation costs, which are factors that need 

additional consideration to support customer base expansion and stimulate long-term 

repeat purchasing behavior. The researcher has conducted a table of research results and 

consistency with the literature review of the sample group as shown in Table 5.3. 

 

Table 5.3 Research Results and Consistency with Literature Review of the Sample 

Group 

Study Issue Research Results 
Literature 

Review 
Consistency 

Attitude Current customers have a positive 

attitude toward the products due to 

satisfaction with the efficiency and 

quality of innovative pet 

supplement products, especially 

the nutritional value and safety 

certified by various standards. 

Meanwhile, prospective customers 

still have concerns about actual 

usage results and value for money, 

which may require additional 

information from reliable sources. 

 

Smith et al. 

(2020), Pratama 

& Yuliati (2021) 

Consistent 
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Subjective 

Norms 

Current customers are influenced 

by veterinarians, experts, and 

connections, leading to confidence 

in repurchasing. Conversely, 

prospective customers need 

additional information from 

experts or customer purchase 

demand before making a purchase 

decision. 

Jones & Park 

(2018), Yue & 

Zhou (2008) 

Consistent 

Perceived 

Behavioral 

Control 

Current customers can easily 

access products due to clear 

distribution channels and 

relationships with suppliers. 

Meanwhile, prospective customers 

have concerns about minimum 

order conditions, cost prices, and 

marketing support, which may be 

obstacles to purchasing decisions. 

Miller & Kim 

(2019), Pratama 

& Yuliati (2021) 

Consistent 

Intention Current customers have high 

repurchase intentions because 

customers who buy products at the 

store are satisfied with the products 

and see good results for their pets. 

However, prospective customers 

are still in the information 

evaluation stage and may take 

longer to decide on their first 

purchase. 

 

Sheeran (2002), 

Pratama & 

Yuliati (2021) 

Consistent 
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Behaviour Current customers have high 

repeat purchasing behavior, often 

buying regularly and tending to 

increase purchase quantities if they 

receive good feedback from 

customers or receive promotions 

and special trade conditions from 

suppliers. Meanwhile, prospective 

customers who have tried the 

products are likely to repurchase if 

they receive good long-term 

results. 

Sheeran (2002), 

Pratama & 

Yuliati (2021) 

Consistent 

 

 
5.6 Implications 

5.6.1 Theoretical Implications 
5.6.1.1 In-depth Study on the Influence of Veterinarians and 

Experts on Purchasing Decisions for Innovative Pet Supplement Products: Future 

research can focus on the roles of veterinarians, animal nutritionists, and experts in the 

pet food industry and how they influence purchasing decisions of both B2B and B2C 

customers, especially in terms of perceived trust and credibility, which may affect 

customer repurchasing. 

5.6.1.2 Study of Environmental and Sustainability Factors 

Affecting Purchase Intention for Pet Supplement Products: Sustainability trends and the 

selection of environmentally friendly raw materials are beginning to play a more 

significant role in the pet food market. Future research can focus on studying whether 

environmental factors, such as the use of organic raw materials, reducing carbon 

footprints, or using environmentally friendly packaging, affect the purchasing decisions 

of different customer groups. This would help businesses adjust their strategies to align 

with market demands that prioritize sustainability. 
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5.6.2  Managerial Implications 
After summarizing the research results and identifying various opportunities 

and challenges, the researcher analyzed key strategies for Morina Solutions Co., Ltd. 

and suppliers in the pet supplement industry (B2B) to stimulate purchasing and 

repurchasing by pet equipment and food retail stores. From analyzing factors affecting 

intention and behavior in purchasing and repurchasing according to the Theory of 

Planned Behavior (TPB), it was found that Morina Solutions Co., Ltd. and other 

suppliers in the pet supplement industry should implement strategies aligned with three 

main factors: Attitude, Subjective Norms, and Perceived Behavioral Control, to create 

awareness, build confidence, stimulate purchasing decisions, and increase repurchase 

rates among pet equipment and food retail store operators. The details are as follows: 

5.6.2.1 Strategies to Strengthen Store Attitudes to Reduce 

Concerns and Increase Purchase Motivation by adjusting communication strategies and 

providing education to change prospective customers' perspectives on product value. 

The details are as follows: 

1. Education about Products and Comparison with Competitors: 

The problem is that prospective customers have concerns about the differences between 

innovative pet supplement products and general products. Therefore, the strategy is to 

develop comparison media such as infographics or videos explaining special features 

and advantages of products compared to competitors, and create case studies from 

current customers to demonstrate the results obtained from using the products. 

2. Price and Value Strategies: The problem is that product prices 

are higher than general products, making prospective customers hesitant. Therefore, the 

strategy is to use bundle pricing or subscription models by offering special price 

packages to stores that purchase regularly, providing sample products (trial packs) to 

interested stores for them to try before deciding to purchase, and organizing promotions 

for new customers, such as special discounts for first purchases or extended payment 

credits. 

5.6.2.2 Strategies to Stimulate Social Influence to Increase 

Credibility and Encourage Purchasing by using influence from veterinarians, experts, 

and reviews from actual customers to build confidence for stores. The details are as 

follows: 
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1. Building Confidence through Veterinarians and Experts: The 

problem is that most stores need opinions from veterinarians before deciding to 

purchase. Therefore, the strategy is to organize webinars or workshops with 

veterinarians and animal nutritionists to provide scientific information supporting the 

products, and create veterinarian endorsements as evidence that the products are 

accepted. 

2. Creating a Community of Actual Users to Generate Trends 

and Credibility: The problem is that stores want to see reviews from other customers 

before deciding to purchase. Therefore, the strategy is to create a user review campaign 

for stores and their customers to review the results of using the products, and use 

influencers or Key Opinion Leaders (KOLs) in the veterinary and pet page community 

with high followers. 

5.6.2.3 Strategies to Create Convenience in Purchasing and 

Stimulate Repurchasing by adjusting sales channels and marketing support to make 

stores feel confident in selling the products. The details are as follows: 

1. Improving Ordering Channels and Product Distribution: The 

problem is that some stores view ordering products as not convenient enough. 

Therefore, the strategy is to develop a B2B online ordering platform where stores can 

easily access promotions and stock status, and increase distributors in various areas to 

make it more convenient for stores to access products. 

2. Marketing and Sales Support for Stores: The problem is that 

many stores are still not confident whether they can sell the products well. Therefore, 

the strategy is to provide stores with Point of Sale Materials (POSM) such as brochures, 

standees, or posters for in-store promotions, and develop content marketing for stores 

to use, such as images and videos that can be posted on the store's social media channels. 

3. Results Guarantee to Increase Confidence in Ordering: The 

problem is that stores fear that if products don't sell well, they will be a stock burden. 

Therefore, the strategy is to guarantee product returns in case of unsold items, or offer 

an exchange program for stagnant stock, and organize "sell or refund" campaigns to help 

reduce risk in first-time orders. 
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5.6.2.4 Strategies to Increase Repurchase Rate by designing 

loyalty programs and promotions to stimulate repurchasing and reduce obstacles to 

continuous ordering. The details are as follows: 

1. Loyalty Programs for Regular Store Purchases: Use a reward 

points system for stores that purchase products continuously, which can be exchanged 

for rewards or discounts, and offer exclusive discounts for regular customers who 

purchase products in large quantities. 

2. Personalized Marketing: Send special promotions tailored to 

each store according to ordering behavior. Additionally, use AI or data analytics to 

recommend appropriate products to stores. 

3. Cross-Selling and Up-Selling: Recommend other products 

that complement the main products, such as supplements that work with the main 

products for better results, and offer packages that combine multiple products to increase 

purchase value. 

 

Table 5.4 Strategic Summary for Utilizing Opportunities and Reducing Challenges 

Strategy Utilizing Opportunities Reducing Challenges 

Developing  

Differentiated  

Innovative Products 

Increase opportunities to 

create a distinctive brand in a 

market with few competitors 

Reduce competition 

from general brands 

and increase product 

value 

Education and  

Building Acceptance 

Use influence from 

veterinarians and experts to 

support products 

Reduce hesitation of 

stores and consumers in 

trying products 

Adjusting Price  

Strategies and Packages 

Use subscription business 

models or special promotions 

to stimulate repurchasing 

Reduce barriers of 

higher prices compared 

to general products 

Expanding Online  

Sales Channels  

(B2B E-commerce) 

Address the growth trend of 

digital channels 

Reduce problems in 

accessing remote stores 

and logistics costs 
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Creating  

Loyalty Programs  

for Stores 

Increase store loyalty and 

stimulate repurchasing 

Reduce the rate of 

switching to competitor 

brands 

Managing Logistics  

and Product Distribution 

Increase convenience in store 

ordering 

Reduce high 

transportation cost 

problems and 

geographical limitations 

 
 

Mixed Method Research 

5.7 Discussion 
The research findings indicate that factors related to customer repurchase 

behavior cannot be fully explained merely by the traditional Customer Relationship 

Management (CRM) framework. Therefore, the integration of the Theory of Planned 

Behavior (TPB) with the Strategic Framework for CRM has led to the development of 

a new model called the "Integrated CRM Model for Pet Supplement Industry (ICRM-

PSI)," designed specifically for the innovative pet supplement business and to help 

entrepreneurs increase repurchase rates and better retain customers. This model can 

explain repurchase behavior more comprehensively. When compared with previous 

research, TPB clearly explains the psychological factors influencing repurchase 

decisions. However, this researcher believes that integrating TPB with the strategic 

processes of CRM can add a dimension to better understand customer behavior, 

especially in the context of the pet supplement industry, where customer behavior is 

determined by both internal factors (such as attitudes and self-control) and external 

factors (such as organizational relationship-building strategies). Therefore, by 

combining the results from both quantitative and qualitative research to develop a new 

model that demonstrates the integration between TPB and CRM, emphasizing the 

connection between psychological factors and strategic processes, the model helps 

increase the efficiency of building customer loyalty and stimulating sustainable 

repurchase behavior. Entrepreneurs in the innovative pet supplement business can apply 

this model to design marketing strategies that address both individual customers (B2C) 
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and partner stores (B2B), focusing on building brand confidence and social support 

through strong customer relationship management. 

 

 
Figure 5.1 Integrated CRM Model for Pet Supplement Industry (ICRM-PSI) 

Source: Adapted from (Payne & Frow, 2005) 

 

5.7.1 Integrated CRM Model for Pet Supplement Industry (ICRM-PSI)  

divided into 4 main components as follows: 

5.7.1.1 Customer Strategy & Behavioral Insights (TPB): Using 

the Theory of Planned Behavior (TPB) to understand factors influencing customers' 

repurchase intention: 

1 . Attitude Toward Repurchase: Customers' perception of 

product value, such as product quality, safety, and benefits to pet health. Positive 

attitudes increase the chances of repurchasing. For example, customers who believe the 

product helps make their pets healthier will have a higher tendency to repurchase. 

2. Subjective Norms: Influence from people around them, such 

as family, friends, or recommendations from veterinarians. Additionally, word of mouth 

and reviews in online communities affect purchasing decisions. For example, customers 

decide to repurchase because friends recommend that the product is good for their pets' 

health. 

3. Perceived Behavioral Control: The belief that customers can 

control their repurchase decisions, such as convenience in ordering, fast delivery, or 

promotions. If they feel that repurchasing is not complicated, it will increase repurchase 
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intention. For example, having an easy-to-use application for ordering makes it more 

convenient for customers to repurchase. 

5.7.1.2 CRM Strategic Processes: Processes that help create and 

maintain sustainable customer relationships: 

1. Strategy Development Process: Setting clear business goals 

and customer management strategies, and analyzing the market, competitors, and 

customer behavior to plan appropriate strategies. For example, using customer data to 

plan loyalty programs. 

2. Value Creation Process: Developing products and services 

that meet customer needs, and creating different offers such as additional services or 

quality guarantees. For example, adding new nutrients to products to address specific 

health issues in pets. 

3. Multichannel Integration Process: Using various sales and 

communication channels such as online stores, applications, retail stores, or direct sales, 

so that customers can easily access products and have a consistent experience across all 

channels. For example, selling products both in online stores and pet shops so that 

customers can choose to buy according to their convenience. 

4. Information Management Process: Collecting and analyzing 

customer data to improve strategies, such as tracking purchase history, usage behavior, 

and customer feedback. For example, using a CRM system to collect data to analyze 

repurchase trends. 

5. Performance Assessment Process: Checking and evaluating 

the efficiency of customer relationship management, and using success indicators such 

as customer satisfaction levels and retention rates. For example, analyzing data to check 

whether customers who join the loyalty program make more repurchases or not. 

5.7.1.3 CRM Enablers: Important factors that support the 

implementation of CRM to achieve maximum efficiency: 

1. Technology Support: Using technology such as CRM 

systems, data analytics, and automation tools to help store data, analyze customer 

behavior, and improve work processes. For example, using a CRM system to 

automatically send promotional campaign emails to target customer groups. 
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2. Employee Engagement: Creating knowledge and 

understanding about customer relationship management in the organization, and 

promoting employee participation in providing efficient customer service. For example, 

training sales staff about professional customer care to create a good impression. 

5.7.1.4 Outcomes: Important results expected to be achieved from 

implementing this model: 

1. Customer Loyalty & Retention: Building long-term customer 

loyalty, reducing churn rate, and increasing repurchase rate. For example, customers 

who are satisfied with the service and quality of products may recommend friends to 

buy as well. 

2. Business Performance: Improving business performance 

efficiency, such as increased revenue, higher profit margins, and reduced costs of 

acquiring new customers. For example, the business can reduce advertising expenses 

because customers come back to repurchase without much stimulation. 

 

5.7.2 Consistency and Differences between the New Model (Integrated 
CRM Model for Pet Supplement Industry) and the Original Theory (Payne & 
Frow, 2005) 

The new Integrated CRM Model for Pet Supplement Industry (ICRM-PSI) 

is consistent with the main structure of Payne & Frow (2005), maintaining the core 

components of CRM but has been adapted to suit the pet supplement industry. 

Additionally, the ICRM-PSI model adds the dimension of customer behavior (Customer 

Strategy & Behavioral Insights) through TPB theory to explain what factors affect 

customer repurchase behavior. It adds CRM Enablers, including technology and 

employee engagement, which are not directly mentioned in Payne & Frow's (2005) 

model. The analysis of consistency between the original model and the new model is 

shown in Table 5.5. 
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Table 5.5 Consistency between the New Model (ICRM-PSI) and the Original Theory 

(Payne & Frow, 2005) 

Component ICRM-PSI (New Model) 
A Strategic Framework 

for CRM (Original Model) 

Strategy 

Development 

Process 

Developing business strategies 

that align with customer behavior 

(using TPB to explain behavior) 

Holistic development of 

business and customer 

strategies 

Value Creation 

Process 

Creating value for customers and 

businesses by focusing on 

innovative products 

Developing and delivering 

value to customers to create 

long-term relationships 

Multichannel 

Integration 

Process 

Using diverse channels such as      

e-commerce, stores, applications 

to better reach customers 

Integration of multi-

dimensional channels both 

online and offline 

Information 

Management 

Process 

Using customer data to improve 

CRM strategies and increase 

management efficiency 

Managing customer data 

through Data Repository and 

IT Systems 

Performance 

Assessment 

Process 

Measuring results with indicators 

such as satisfaction, customer 

retention rate, repurchase rate 

Measuring results through 

KPIs such as Customer 

Lifetime Value (CLV) and 

Retention Rate 

 

Conversely, in terms of differences, this new Integrated CRM Model for Pet 

Supplement Industry (ICRM-PSI) has a customer behavior dimension (TPB) which 

Payne & Frow's (2005) model does not have, making this new model better able to 

explain customers' repurchase motivation. Additionally, the ICRM-PSI model is 

designed specifically for the pet supplement industry, while Payne & Frow (2005) is a 

general model that can be used across all industries. Furthermore, ICRM-PSI adds 

supporting factors (CRM Enablers) such as technology and employee engagement, 

which are important components that help CRM succeed in real business. The analysis 

of differences between the original model and the new model is shown in Table 5.6. 
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Table 5.6 Differences between the New Model (ICRM-PSI) and the Original Theory 

(Payne & Frow, 2005) 

Point of 
Difference 

ICRM-PSI (New Model) 

A Strategic 

Framework for 
CRM (Original 

Model) 

Customer Behavior 

Dimension 

(Customer Strategy 

& Behavioral 

Insights - TPB) 

Uses Theory of Planned Behavior 

(TPB) to explain factors affecting 

repurchase (Attitude, Subjective 

Norms, Perceived Behavioral Control) 

Does not use TPB 

but focuses on cross-

functional CRM 

concepts 

Industry-specific 

focus 

The model is designed specifically for 

use in the pet supplement business 

The model is a 

strategic concept that 

can be applied to all 

types of industries 

CRM Enablers Adds Technology Support and 

Employee Engagement 

Does not have CRM 

Enablers component 

directly 

Outcome Metrics Divided into Customer Loyalty & 

Retention and Business Performance 

Measured through 

Performance Metrics 

such as Customer 

Lifetime Value 

(CLV), Retention 

Rate 

 

In summary, the strength of the Integrated CRM Model for Pet Supplement 

Industry (ICRM-PSI) is its focus on customer repurchase behavior, using TPB as an 

explanation (Attitude, Subjective Norms, Perceived Behavioral Control), which is 

suitable for the pet supplement industry and can help businesses better understand 

customer behavior. It also adds dimensions of Technology Support and Employee 

Engagement to increase the efficiency of CRM management and has clear outcome 
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definitions such as Customer Loyalty & Retention and Business Performance, making 

it easier to measure results. 

 

 

5.8 Implications 
From the development of the Integrated Customer Relationship 

Management Model for the Pet Supplement Industry (ICRM-PSI) that links the Theory 

of Planned Behavior (TPB) and the Strategic Framework for CRM (Payne & Frow, 

2005), the following recommendations can be summarized: 

 

5.8.1 Theoretical Implications 

5.8.1.1 Development of Industry-Specific CRM Models 

There should be studies and development of integrated CRM 

models for other specific industries, such as the overall pet food industry, pet care 

products industry, or pet healthcare services. Additionally, further studies on the 

Customer Journey in the pet supplement business should be conducted to understand 

customer decision-making steps and develop appropriate CRM strategies. 

5.8.1.2 Connecting CRM with Consumer Psychology Concepts 

in the Pet Business Context 

There should be further studies on the influence of pet owners' 

emotions and feelings (Emotional Attachment) on purchasing decisions and brand 

loyalty. Studies on the role of Influencer Marketing and Community Marketing in the 

pet industry and their impact on CRM should also be conducted. Analysis of factors 

affecting Brand Trust and Brand Advocacy in the pet supplement industry is also 

recommended. 

5.8.1.3 In-depth Research on the Efficiency of CRM 

Technology 

Studies should be conducted on the impact of AI and Machine 

Learning technologies on CRM development and customer retention efficiency in the 

pet supplement business. Research on Privacy Concerns and Data Ethics in using 

customer data for marketing in the pet industry should also be undertaken. Comparative 
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studies of CRM Implementation between businesses using CRM systems and businesses 

without CRM systems should be conducted to measure the efficiency in increasing sales 

and customer satisfaction. 

 

5.8.2 Managerial Implications 
5.8.2.1 Implementing TPB Strategies to Increase Sales and 

Repurchases 

1. Entrepreneurs should develop marketing and communication 

strategies that promote positive attitudes (Attitude Toward Repurchase) by emphasizing 

product value, such as quality, ingredients, certification standards, or positive results for 

pet health. 

2. Creating reviews from actual users (User-generated Content) 

and promoting word of mouth through online channels to create social influence 

(Subjective Norms). 

3. Developing point collection programs, sales promotions that 

provide purchasing convenience, such as subscription models or auto-replenishment 

systems, to reduce obstacles to purchasing decisions (Perceived Behavioral Control). 

5.8.2.2 Customer Data Management to Increase CRM 

Efficiency 

1. Using Big Data and AI to analyze customer purchasing 

behavior data and customize marketing to suit each customer group. 

2. Applying Data Analytics in Customer Lifetime Value (CLV) 

analysis to categorize customers and design appropriate CRM strategies. 

3. Connecting customer data from multiple channels 

(Omnichannel Integration) to provide consistent service and a seamless experience. 

5.8.2.3 Using Technology to Develop Efficient CRM 

1. Developing CRM platforms that can support multichannel 

communication such as Chatbot, Social Media, Email, and Mobile App to conveniently 

reach customers. 

2. Implementing Automation Tools for sending personalized 

messages or automatic promotions. 
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3. Training employees, especially sales staff, to use CRM 

technology efficiently to increase employee engagement in building good relationships 

with customers. 

 
 

5.9 Limitations 
The research study found the following limitations: 

 

1. Limitations in Cooperation from Pet Equipment and Food Retail Store 

Operators: In collecting qualitative data through interviews, it was found that some pet 

equipment retail store owners did not fully cooperate in providing information due to 

concerns about disclosing business strategies, sales figures, or factors affecting 

purchasing decisions in their stores. Additionally, in some cases, the informants did not 

have an in-depth understanding of innovative pet supplement products, making the 

information received potentially incomplete or not reflecting true purchasing behavior. 

2. Limitations in the Ability to Predict Long-term Repurchase Behavior: 

Although this research can significantly identify factors influencing purchase intention 

and short-term repurchase behavior, predicting long-term entrepreneur behavior may be 

uncertain. This is because the pet supplement product market is rapidly changing in 

terms of product innovation, end-consumer (B2C) behavior, and pet health trends. 

Therefore, the relationships between the factors studied may change over time and may 

require continuous study to obtain data that better reflects future market conditions. 

3. Limitations in Intervening Variables that May Affect Purchasing 

Behavior: Although this research uses the Theory of Planned Behavior (TPB) to analyze 

factors influencing purchase intention and repurchase behavior, there are other 

intervening variables that may have an impact. These include market changes, 

competitor behavior, supplier pricing, or economic factors that may affect business 

operators' decisions. These factors were not analyzed in detail in this research. 
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5.10 Conclusion 
Quantitative Research 
This quantitative research aimed to analyze factors affecting Purchase 

Intention and Repeat Purchase Behavior of B2C customers using the Theory of Planned 

Behavior (TPB) as a conceptual framework to analyze factors influencing decisions to 

purchase innovative pet (dogs and cats) supplement products. From collecting data 

through questionnaires from a sample of 250 people and analyzing the data using 

Structural Equation Modeling (SEM) technique on AMOS program, it was found that 

factors significantly influencing consumer purchase intention include: Attitude (AT) 

directly affects purchase intention, showing that consumers with positive views about 

products are more likely to purchase products; Social Norms (SCN) affect purchase 

intention, where consumers are influenced by people around them, including 

veterinarians and experts in purchasing decisions; and Purchase Intention (IN) is the 

variable with the highest influence on actual purchasing behavior (BE), meaning that 

consumers with high purchase intention are more likely to make repeat purchases. 

Meanwhile, other factors such as Subjective Norms (SN), Perceived Behavioral Control 

(PBC), and Self-Identity (SI) do not have a significant direct influence on purchase 

intention. The study results reflect the importance of creating positive attitudes and 

using social motivation to stimulate consumers to develop purchase intentions and 

ultimately lead to repeat purchasing behavior. 

 

Qualitative Research 

For qualitative research, in-depth interviews were conducted with a sample 

of 20 pet equipment and food retail store operators (B2B), divided into 13 existing 

customers and 7 prospective customers, to study factors affecting the purchase and 

repurchase of innovative pet supplement products from a business perspective. The 

study found that factors affecting the purchasing decisions of the B2B group include: 

Attitude - current customers have a positive view of products due to clear quality and 

results, but prospective customers still hesitate about the value of products and product 

prices; Subjective Norms - most customers refer to the opinions of veterinarians, 

experts, and reviews from other customers before deciding to purchase; and Perceived 

Behavioral Control - current customers emphasize convenience in ordering, support 
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from suppliers, and marketing strategies, while prospective customers have concerns 

about costs, competition, and the ability to sell products. This study points to 

opportunities and challenges that businesses can use to determine marketing strategies, 

especially providing product knowledge, creating cooperation with veterinarians, and 

improving distribution channels to increase customer repurchase opportunities. 

 

Mixed Method Research 

When analyzing both quantitative and qualitative research results together, 

it can be concluded that factors influencing repurchase behavior in B2C and B2B groups 

differ in some aspects but have important commonalities. For the B2C group, attitude 

and social norms are the most important factors in determining purchase intention, 

which is consistent with interview results indicating that consumers are often influenced 

by veterinarians or recommendations from people around them. Additionally, for the 

B2B group, perceived behavioral control, such as convenience in ordering, cost prices, 

and marketing support, are factors affecting stores' repurchase decisions. As for 

common trends, both B2C and B2B groups value product credibility, which can be 

promoted through information from veterinarians, reviews from actual users, and 

appropriate marketing strategies. 

Key findings from mixed research include: Purchase Intention has an 

influence on actual purchasing behavior in both B2C and B2B groups, meaning that 

creating social motivation and support from suppliers are important strategies in 

stimulating repurchases; Price factors have a greater impact on the B2B group than the 

B2C group, as retail stores must consider business value more than consumer emotional 

factors; and The importance of providing information and sales support are common 

factors affecting repurchases in both groups, reflecting that businesses should prioritize 

communication and providing accurate information to build customer confidence. 

From the above analysis, an Integrated CRM Model for Pet Supplement 

Industry (ICRM-PSI) has been developed, linking the Theory of Planned Behavior 

(TPB) and A Strategic Framework for CRM (Payne & Frow, 2005) to create appropriate 

guidelines for customer relationship management to generate repurchases. This model 

consists of 4 main components: 
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1. Customer Strategy & Behavioral Insights (TPB): Analyzing repurchase 

behavior through attitude, social norms, and perceived behavioral control 

2. CRM Strategic Processes: Determining CRM processes from strategy 

development, value creation, channel management, information management, and 

evaluation 

3. CRM Enablers: Supporting factors such as technology (CRM Systems, 

Data Analytics) and employee engagement 

4. Outcomes: Focusing on customer retention, customer loyalty, and 

business efficiency 

From the study results, the ICRM-PSI Model can be applied in the business 

sector, recommending guidelines that businesses should use TPB to analyze factors 

affecting repurchases and use this information to develop appropriate CRM strategies. 

Additionally, emphasis should be placed on building customer loyalty through targeted 

strategies such as point collection programs, reviews from actual users, and 

communication through various channels. Technology such as CRM Systems and Data 

Analytics are important tools in managing customer data and creating good experiences. 

Employee training (Employee Engagement) is a key factor in making CRM successful. 

Therefore, this study indicates that integrating consumer behavior (TPB) 

and CRM strategy (Payne & Frow, 2005) can create an ICRM-PSI model that helps 

businesses in the pet supplement industry understand and manage customer 

relationships efficiently, resulting in an increased repurchase rate (Customer Retention), 

customer loyalty, and sustainable business efficiency. 
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Appendices A : Questionnaire (English version) 
 

Research Questionnaire 

A study and developing customer relationship management model for 

customer retention: a case study for entrepreneur in innovation pet food supplement 

business (dog and cat) 

 

Instructions 
This questionnaire is part of a research study on "Research and 

Development of Customer Relationship Management Model for Customer Repurchase: 

A Case Study for Innovative Pet (Dogs and Cats) Supplement Business Entrepreneurs" 

conducted by the College of Management, Mahidol University. This questionnaire has 

been created with the objective of studying factors affecting intention and behavior in 

purchasing innovative pet (dogs and cats) supplement products of business-to-consumer 

(B2C) customers. We kindly request your cooperation in answering this questionnaire 

according to the truth. This questionnaire is divided into 4 parts as follows: 

Part 1: General information of respondents 

Part 2: Information on factors determining intention and behavior in 

purchasing innovative pet supplement products 

Part 3: Information on intention to purchase innovative pet supplement 

products 

Part 4: Information on behavior in purchasing innovative pet supplement 

products 
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Definition of Terms 
Innovative Pet Supplements (Dogs and Cats) refers to supplements for 

pets (especially dogs and cats) that are developed with new technologies or have special 

properties to add nutritional benefits from the consumption of main food to enhance 

pets' health. 

Social Norm refers to an individual's belief about how people in general 

think about certain behaviors. For example, in promoting exercise for children, many 

schools have policies encouraging children to exercise, which can influence children's 

social norms that exercising is something they should do. 

Self-identity refers to the image individuals have of themselves, who they 

are, what characteristics they possess, and what they are capable of doing. 

Attitude refers to an individual's evaluation of any behavior as good or bad. 

For example, regarding exercise, if you are considering starting to exercise, you might 

evaluate that exercise is good because it helps improve health and reduces the risk of 

various diseases. 

Subjective Norm refers to an individual's belief about how important 

people in their life, such as family, friends, or supervisors, think about certain behaviors. 

For example, regarding exercise, if you are considering starting to exercise, you might 

consider what your family thinks about exercise. If you believe your family supports 

exercising, you will be more likely to start exercising. 

Perceived Behavioral Control refers to an individual's belief about 

performing a behavior, whether they can control or determine the outcomes resulting 

from that behavior. For example, regarding exercise, suppose you want to exercise to 

lose weight, but you believe "I don't have time to exercise." This shows you have low 

perceived behavioral control. You might not start exercising because you think you 

cannot control that behavior. 

 

 

 
Information provided will be kept confidential and will be used for educational 

research purposes only. Thank you very much. 
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Part 1: General Information of Respondents 

Instructions: Please mark √ in the ❏ box in front of the option that best matches your 

answer. 

 

Do you have pets (dogs or cats)? 

     ❏   Yes                                                 ❏  No (End of questionnaire) 

What is your pet? 

     ❏   Dog                                                ❏  Cat 

Do you have experience purchasing innovative pet (dogs and cats) supplement 

products? 

     ❏  Yes                                                   ❏  No 

 

1. Gender 

     ❏   Male                                                ❏   Female 

     ❏   LGBTQ+                                                   

2. Age 

     ❏  18 – 30 years                                    ❏  31 – 39 years  

     ❏  40 – 49 years                                    ❏  50 – 59 years 

     ❏  60 years and above  

3. Average monthly income 

     ❏  Less than 15,000 baht                       ❏  15,001 – 25,000 baht 

     ❏  25,001 – 35,000 baht                        ❏   35,001 – 45,000 baht 

     ❏  45,001 – 55,000 baht                        ❏  55,001 – 65,000 baht 

     ❏  More than 65,001 baht 
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Part 2: Information on Factors Determining Intention and Behavior in Purchasing 
Innovative Pet Supplement Products 

Instructions: Please mark √ in the ❏ box in front of the option that best matches your 

answer. 

Questions 

Level of Agreement 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
Disagree 

Attitude  

1. You think purchasing 

innovative pet supplements 

for your pet is a good 

decision and plan to buy it 

next month. 

     

2. You think purchasing 

innovative pet supplements 

for your pet is beneficial 

and plan to buy it next 

month. 

     

3. You feel happy seeing 

your pet consume the 

supplement and plan to 

buy it next month. 

     

4. You enjoy selecting 

innovative pet supplements 

and plan to buy it next 

month. 

     

5. You find innovative pet 

supplements convenient to 

use and plan to buy them 

next month. 
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6. You consider innovative 

pet supplements necessary 

and plan to buy them next 

month. 

     

Subjective Norm  

7. People you trust, such as 

family or close friends, 

support purchasing 

innovative pet 

supplements. 

     

8. People you trust, such as 

family or close friends, 

agree with purchasing 

innovative pet 

supplements. 

     

9. People you trust, such as 

family or close friends, 

expect you to buy 

innovative pet 

supplements. 

     

10. You feel social 

pressure to purchase 

innovative pet 

supplements. 

     

Perceived Behavioral 

Control 

 

11. You decide whether to 

purchase innovative pet 

supplements. 
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12. You have a full sense 

of control over buying 

innovative pet 

supplements. 

     

13. You feel that you 

cannot control your pet 

supplement purchases. 

     

14. You believe you have 

the financial capability to 

buy innovative pet 

supplements. 

     

15. You feel confident that 

you can purchase 

innovative pet 

supplements. 

     

16. You are certain that 

you will be able to buy 

innovative pet 

supplements. 

     

17. If you make the 

purchasing decision, you 

are confident you can buy 

innovative pet 

supplements. 

     

Self-identity  

18. You identify yourself 

as someone who buys 

innovative pet 

supplements. 
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19. You see yourself as 

someone who prioritizes 

pet nutrition.  

     

20. You are concerned 

about the health impact of 

pet supplements on your 

pet. 

     

21. You prefer to buy 

innovative pet supplements 

with good taste for your 

pet. 

     

Social Norm  

22. Pet owners in your 

community purchase 

innovative pet 

supplements. 

     

23. You are willing to 

follow recommendations 

from experts or 

veterinarians regarding pet 

supplement purchases.  

     

24. Your family and 

friends buy innovative pet 

supplements for their pets. 

     

 
Part 3: Information on Intention to Purchase Innovative Pet Supplement Products 

Instructions: Please mark √ in the ❏ box in front of the option that best matches 

your answer. 
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Questions 

Level of Agreement 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Intention  

25. You intend to buy 

innovative pet supplements 

next month. 

     

26. You plan to buy 

innovative pet supplements 

next month. 

     

27. You want to buy 

innovative pet supplements 

next month. 

     

 

Part 4: Information on Behavior in Purchasing Innovative Pet Supplement 
Products 

Instructions: Please mark √ in the ❏ box in front of the option that best matches your 

answer. 

Questions 

Level of Agreement 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
Disagree 

Behavior  

28. You regularly buy 

innovative pet supplements. 

     

29. You purchased 

innovative pet supplements 

last month. 

     

30. You have been buying 

innovative pet supplements 

for a long time. 
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Appendices B : Questionnaire (Thai version) 
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Appendices C : Interview Guideline for Existing Customers – Set 1 
(English version) 

 
The Interview Guideline 

A study and developing customer relationship management model for 

customer retention: a case study for entrepreneur in innovation pet food supplement 

business (dog and cat) 

 

Instructions 
This questionnaire is part of a research study on "Research and 

Development of Customer Relationship Management Model for Customer Repurchase: 

A Case Study for Innovative Pet (Dogs and Cats) Supplement Business Entrepreneurs" 

conducted by the College of Management, Mahidol University. The objective of this 

research is to study factors that create purchase intention and repurchase behavior 

among business-to-business (B2B) customers toward innovative pet (dogs and cats) 

supplement products. The questions are divided into 5 parts as follows: 

Part 1: General information of interviewees 

Part 2: Questions about attitudes of pet equipment and food retail store 

operators toward purchasing innovative pet supplement products 

Part 3: Questions about subjective norms of pet equipment and food retail 

store operators toward purchasing innovative pet supplement products 

Part 4: Questions about perceived behavioral control of pet equipment and 

food retail store operators toward purchasing innovative pet supplement products 

Part 5: Additional questions for pet equipment and food retail store operators 

regarding purchasing innovative pet supplement products 
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Definition of Terms 
Attitude refers to an individual's evaluation of any behavior as good or bad. 

For example, regarding exercise, if you are considering starting to exercise, you might 

evaluate that exercise is good because it helps improve health and reduces the risk of 

various diseases. 

Subjective Norm refers to an individual's belief about how important 

people in their life, such as family, friends, or supervisors, think about certain behaviors. 

For example, regarding exercise, if you are considering starting to exercise, you might 

consider what your family thinks about exercise. If you believe your family supports 

exercising, you will be more likely to start exercising. 

Perceived Behavioral Control refers to an individual's belief about 

performing a behavior, whether they can control or determine the outcomes resulting 

from that behavior. For example, regarding exercise, suppose you want to exercise to 

lose weight, but you believe "I don't have time to exercise." This shows you have low 

perceived behavioral control. You might not start exercising because you think you 

cannot control that behavior. 
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Interview Questions 
Part 1: General Information of Interviewees 
- How long has your Pet shop been in operation? 

- Who are your main customers? How do you define your store's target market? 

- What types of products and services does your store sell? 

- What innovative pet supplement product do you know or think of first? Why? 

- Does your store sell innovative pet supplement products? 

- What innovative pet supplement products are available in your store? 

 

Part 2: Questions about Attitudes of Pet Equipment and Food Retail Store 

Operators toward Purchasing Innovative Pet Supplement Products 
- What is your opinion about the innovative pet supplement products from your 

current supplier that are sold in your store? 

- What value or benefits do you think the innovative pet supplement products from 

your current supplier provide to your customers' pets? 

- What do you think are the advantages and disadvantages of the innovative pet 

supplement products from your current supplier? 

 

Part 3: Questions about Subjective Norms of Pet Equipment and Food Retail Store 
Operators toward Purchasing Innovative Pet Supplement Products 
- What kind of feedback do your customers usually provide about the innovative 

pet supplement products from your current supplier? 

- Have you ever received recommendations from veterinarians, experts, or 

connections to sell innovative pet supplement products at your store? If yes, how 

did it affect your decision? 

- Do you think the opinions of experts or regular customers influence your 

decision to order innovative pet supplement products for your store? How? 

- If the supplier of innovative pet supplement products is owned by a veterinarian 

or expert, how would you consider those products for selling in your store? 
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Part 4: Questions about Perceived Behavioral Control of Pet Equipment and Food 
Retail Store Operators toward Purchasing Innovative Pet Supplement Products 
- Do you find it convenient or difficult to order and manage innovative pet 

supplement products from your current supplier? How? 

- Do you think you and your sales staff have sufficient information and 

understanding about the usage and benefits of innovative pet supplement 

products from your current supplier? 

- How does the price of innovative pet supplement products from your current 

supplier affect your decision to stock them in your store? 

- How satisfied are you with the marketing promotions for innovative pet 

supplement products from your current supplier? 

- How much does the delivery and after-sales service from your current supplier 

influence your ordering decisions? Why? 

 

Part 5: Additional Questions for Pet Equipment and Food Retail Store Operators 
Regarding Purchasing Innovative Pet Supplement Products 

- What additional support do you expect from your current innovative pet 

supplement product supplier to help you sell products better? 

- What is the most important factor for you when ordering innovative pet 

supplement products from your current supplier? 

- What recommendations do you have for improving the innovative pet 

supplement products or services from your current supplier to better meet the 

needs of your Pet Shop? 

- What factors make you repurchase innovative pet supplement products from 

your current supplier? / What do you appreciate most about your current 

innovative pet supplement product supplier? 
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Appendices D : Interview Guideline for Existing Customers – Set 1 
(Thai version) 
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Appendices E : Interview Guideline for Prospective Customers – Set 2 
(English version) 

 
The Interview Guideline 

A study and developing customer relationship management model for 

customer retention: a case study for entrepreneur in innovation pet food supplement 

business (dog and cat) 

 

Instructions 
This questionnaire is part of a research study on "Research and 

Development of Customer Relationship Management Model for Customer Repurchase: 

A Case Study for Innovative Pet (Dogs and Cats) Supplement Business Entrepreneurs" 

conducted by the College of Management, Mahidol University. The objective of this 

research is to study factors that create purchase intention and repurchase behavior 

among business-to-business (B2B) customers toward innovative pet (dogs and cats) 

supplement products. The questions are divided into 5 parts as follows: 

Part 1: General information of interviewees 

Part 2: Questions about attitudes of pet equipment and food retail store 

operators toward purchasing innovative pet supplement products 

Part 3: Questions about subjective norms of pet equipment and food retail 

store operators toward purchasing innovative pet supplement products 

Part 4: Questions about perceived behavioral control of pet equipment and 

food retail store operators toward purchasing innovative pet supplement products 

Part 5: Additional questions for pet equipment and food retail store operators 

regarding purchasing innovative pet supplement products 
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Definition of Terms 
Attitude refers to an individual's evaluation of any behavior as good or bad. 

For example, regarding exercise, if you are considering starting to exercise, you might 

evaluate that exercise is good because it helps improve health and reduces the risk of 

various diseases. 

Subjective Norm refers to an individual's belief about how important 

people in their life, such as family, friends, or supervisors, think about certain behaviors. 

For example, regarding exercise, if you are considering starting to exercise, you might 

consider what your family thinks about exercise. If you believe your family supports 

exercising, you will be more likely to start exercising. 

Perceived Behavioral Control refers to an individual's belief about 

performing a behavior, whether they can control or determine the outcomes resulting 

from that behavior. For example, regarding exercise, suppose you want to exercise to 

lose weight, but you believe "I don't have time to exercise." This shows you have low 

perceived behavioral control. You might not start exercising because you think you 

cannot control that behavior. 
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Interview Questions 
Part 1: General Information of Interviewees 
- How long has your Pet shop been in operation? 

- Who are your main customers? How do you define your store's target market? 

- What types of products and services does your store sell? 

- What innovative pet supplement product do you know or think of first? Why? 

- Does your store sell innovative pet supplement products? 

- What innovative pet supplement products are available in your store? 

 

Part 2: Questions about Attitudes of Pet Equipment and Food Retail Store 

Operators toward Purchasing Innovative Pet Supplement Products 
- What is your opinion about innovative pet supplement products that you might 

stock in your store? 

- If you could bring innovative pet supplement products to sell at your store, what 

products would you choose? Why? 

- When bringing innovative pet supplement products to sell in your store, what 

considerations or selection criteria would you use? 

- What do you think are the advantages and disadvantages of bringing innovative 

pet supplement products to sell in your store? 

 

Part 3: Questions about Subjective Norms of Pet Equipment and Food Retail Store 

Operators toward Purchasing Innovative Pet Supplement Products 
- What kind of feedback do your customers usually provide about innovative pet 

supplement products in general? 

- Have you ever received recommendations from veterinarians, experts, or 

connections to sell innovative pet supplement products at your store? If yes, how 

did it affect your decision? 

- Do you think the opinions of experts or regular customers influence your 

decision to order innovative pet supplement products for your store? How? 

- If a new supplier of innovative pet supplement products is owned by a 

veterinarian or expert, how would you consider those products for selling in your 

store? 
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Part 4: Questions about Perceived Behavioral Control of Pet Equipment and Food 
Retail Store Operators toward Purchasing Innovative Pet Supplement Products 

- What difficulties might prevent you from ordering innovative pet supplement 

products from a new supplier for your store? 

- How does the price of innovative pet supplement products from a new supplier 

affect your decision to stock them in your store? 

- How does the provision of knowledge and understanding about the usage and 

benefits of innovative pet supplement products from a new supplier affect your 

decision to stock them in your store? 

- What promotions and marketing would you consider when ordering innovative 

pet supplement products from a new supplier for your store? 

- What kind of delivery and after-sales service would you look for from a new 

supplier of innovative pet supplement products before considering them for your 

store? 

 

Part 5: Additional Questions for Pet Equipment and Food Retail Store Operators 
Regarding Purchasing Innovative Pet Supplement Products 
- What do you expect from a new innovative pet supplement product supplier 

when bringing their products to sell in your store? 

- What is the most important factor for you when deciding to order pet supplement 

products from a new supplier? 

- What recommendations or suggestions do you have regarding innovative pet 

supplement products or services from a new supplier that you would consider 

purchasing and selling in your store? 
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Appendices F : Interview Guideline for Prospective Customers – Set 2 
(Thai version) 
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Appendices G : Certificate of Ethical Approval 
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