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Figure 1. Proposed research model 

2.2 Trust Theory in E-commerce Use 
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H1 (a to e): Filipino users’ trust positively influences their (a) performance expectancy; (b) effort 

2.3 UTAUT in E-commerce Use 
Performance expectancy is an individual’s belief that using the technology being scrutinized help

tasks (Tan & Ooi, 2018). It is all about the users’ cognitive perceptions of the overall usefulness of the 

UTAUT model posits, favorably delivering on these expectations leads to favorable increases in users’ 

H2: Filipino users’ performance expectancy positively influences their behavioral intention to use 

H3: Filipino users’ effort expectancy positi

Social influence is defined as the user’s perceptions regarding the attitudes towards using the 

society to exert some form of “peer pressure” to label technology use as some form of “status symbol” 

an individual’s decision whether or not to use it (Alalwan, 

H4: Filipino users’ social influence positively influences their behavioral intention to use

Facilitating conditions measures the degree of the user’s belief towards the support of 
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All (N=399) Food delivery 
(N=204) 

Tourism booking 
(N=195) 

n % n % n % 

Marital status 

Highest educational attainment 

Average length of time per e-commerce transaction 

Number of online accounts used for e-commerce 

Years of transacting via e-commerce 
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4.2 Descriptives, Validity, and Reliability 
Because all of the question items in this research’s

Table 2. Descriptives and CFA results 

Variable Question Item Mean Std. 
Dev. 

Std. 
Loading AVE CR Cron. α 

Trust (TR) (Khalilzadeh et al., 2017; Patil et al., 2020) 0.820 0.901 0.901 

TR1 I believe that the online channel 
providers keep their promise/s. 5.326 1.463 0.909 

TR3 I believe that the online channel 
providers are trustworthy. 5.351 1.420 0.902 

TR2 
I believe that the online channel 
providers keep customers’ interests in 
mind. 

5.476 1.348 Deleted 

TR4 
I believe that the online channel 
providers will do everything to secure the 
transactions for users. 

5.506 1.387 Deleted 

Performance expectancy (PE) (Venkatesh et al., 2011) 0.824 0.903 0.902 

PE2 
Using this online channel enables me to 
accomplish my shopping for products 
and/or services more quickly. 

6.018 1.229 0.923 

PE3 Using this online channel increases my 
efficiency in online shopping. 5.845 1.290 0.892 

PE1 I find this online channel useful in my 
daily life. 5.697 1.413 Deleted 

Effort expectancy (EE) (Venkatesh et al., 2011) 0.907 0.951 0.951 

EE3 I find this online channel easy to use to 
shop for products and/or services. 5.885 1.312 0.960 

EE2 
It is easy for me to master using this 
online channel to shop for products 
and/or services. 

5.917 1.286 0.945 

EE1 
Navigating through this online channel to 
shop for products and/or services is clear 
and understandable. 

5.835 1.170 Deleted 

Social influence (SI) (Venkatesh et al., 2011) 0.907 0.951 0.950 

SI2 
People who are close to me think that I 
should use this online channel to shop 
for products and/or services. 

5.368 1.506 0.969 

SI3 
People whose opinions I value prefer 
that I should use this online channel to 
shop for products and/or services. 

5.328 1.514 0.935 

SI1 
People who are important to me think 
that I should use this online channel to 
shop for products and/or services. 

5.153 1.558 Deleted 

Facilitating conditions (FC) (Venkatesh et al., 2011) 0.615 0.760 0.747 

FC1 
I have the knowledge necessary to use 
this online channel to shop for products 
and/or services. 

6.103 1.146 0.852 
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Variable Question Item Mean Std. 
Dev. 

Std. 
Loading AVE CR Cron. α 

FC2 
This online channel to shop for products 
and/or services is compatible across the 
different devices that I use. 

5.900 1.352 0.710 

FC3 
Help services are available for 
assistance for difficulties with this online 
channel to shop for products and/or 
services.  

5.363 1.539 Deleted 

Hedonic motivations (HM) (Escobar-Rodríguez & Carvajal-Trujillo, 2014; Khalilzadeh et al., 
2017) 0.784 0.879 0.873 

HM2 
I feel trendy when I shop for products 
and/or services using this online 
channel. 

5.073 1.731 0.888 

HM1 Using this online channel to shop for 
products and/or services is fun. 5.406 1.482 0.883 

HM3 
Using this online channel to shop for 
products and/or services makes me feel 
satisfied. 

5.379 1.543 Deleted 

Behavioral intention to use technology (BT) (Venkatesh et al., 2011) 0.906 0.951 0.949 

BT1 
I intend to continue using this online 
channel to shop for products and/or 
services in the next few months. 

5.832 1.502 0.990 

BT2 
I plan to use this online channel to shop 
for products and/or services more 
frequently in the next few months. 

5.622 1.590 0.912 

BT3 
I intend to continue using this online 
channel to shop for products and/or 
services rather than shop offline. 

5.426 1.652 Deleted 

Model fit: CMIN=614.720; CMIN/DF=3.659; GFI=0.908; AGFI=0.827; RMR=0.081; NFI=0.947; TLI=0.935; CFI=0.960; RMSEA=0.058 

to see more of is the online channel’s overall ease of use.

Erik Paolo Capistrano

Table 3. Correlation matrix with the squares of the AVEs in the diagonal 
TR PE EE SI FC HE BT 

TR 0.906 
PE 0.908 
EE 0.953 
SI 0.952 
FC 0.784 
HE 0.886 
BT 0.952 

4.3 Structural Equation Modeling (SEM) 

Figure 2. SEM results (Overall model) 
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Figure 3. SEM results (Food delivery model) 

–

Figure 4. SEM results (Tourism booking model) 
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Table 4. SEM group comparisons (z-scores) 
Hypothesis Relationship z-score 
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based activities’ perceived value is also quite different. 

greater scrutiny to prove that they have earned the customers’ trust by ensuring 
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5.2 Theoretical Implications 
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5.3 Managerial Implications 
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order one’s next meal or to plan one’s next vacation.

5.4 Limitations and Directions for Future Research 

customers’ perceptions on how price and perceived value ca
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Determinants of Non-Farm Enterprise Participation Among 
Agricultural Households in the Philippines 

Ferdinand D. Anabo*  

Most empirical studies have focused on the non-farm labor component of the rural non-farm 
economy. But equally important are the non-farm enterprises in the rural economy. There is 
no clear picture of the non-farm enterprise participation (NFEP) of agricultural households in 
the Philippines. This study fills this gap by determining the prevalence and patterns of NFEP, 
and by identifying the factors affecting participation and size of non-farm enterprises among 
agricultural households. This study uses microdata from the 2015 Family Income and 
Expenditure Survey covering households whose main source of income is agriculture-related 
activities. Logit and ordinary least square regressions are used. Results show that one out of 
every five agricultural households engage in some form of non-farm enterprise. But such 
participation is considered limited and minimal per household. The contribution of the non-
farm enterprise cannot be considered marginal in comparison to other sources. Participation 
in non-farm enterprises and the size/scale thereof are related to factors, such as age, education, 
marriage, family size, agricultural income, access to credit, cash support, access to basic 
utilities, access to communication, and main source of income. Policy interventions promoting 
non-farm enterprise are discussed. 

Keywords: Non-farm enterprise, participation, logit regression, Philippines 

1 Introduction 

The Philippine Statistics Authority (PSA) (2017, para. 2) reports that farmers and fishermen have 
the highest incidence of poverty at 34% in 2015. The sector is characterized by low labor absorption, 
diminishing productivity, seasonal unemployment, and underemployment (Sanchez, 1994). This 
situation puts pressure on agricultural households to seek alternative sources of income (Davis, 2003). 
One option for the household is to engage in non-farm activities in the form of employment or business 
(Lanjouw & Lanjouw, 2001).  

The growth of rural non-farm activities and income is documented around the world. In the 1990s, 
the contribution of rural non-farm activities to total household income has ranged from 32 to 42% in 
Asia, Africa, and Latin America (Reardon et al., 1998). This contribution has increased from 40 to 60% 
in the 2000s (Davis, 2003). This level of contribution is expected to grow over time (Fox & Pimhidzai, 
2013; Haggblade, Hazell, & Reardon, 2005). Non-farm activities are seen as a means to reduce poverty 
by increasing income and non-farm employment (Haggblade et al., 2005).  

Participation in rural non-farm activities is a process that leads to structural transformation in the 
rural area. It allows for the transfer of labor and capital from the agriculture sector to the 
manufacturing and service sectors. Thus, the rural non-farm economy and its activities are an essential 
part of economic growth (Haggblade et al. 2005).  

Participation in a non-farm enterprise can be motivated by choice, necessity, or risk management 
(Barrett, Reardon, & Webb, 2001; Winters et al., 2009). But the demarcation between these 
motivations is not clear as they can simultaneously arise within the households. These motivations are 
indirectly unobservable and can be only inferred from other measurable factors. Empirical studies 
have shown individual, household, and community-level variables correlating with participation in a 
non-farm enterprise, such as wealth, education, access to credit, and proximity to an economic center 
(Freese, 2010; Osondu, Obike, & Ogbonna, 2014, p. 165; Sanusi, Dipeolu, & Momoh, 2016, p. 71; Shehu 
& Abubakar, 2015). But the empirical literature is still uncertain as to the relationship between some 
of these factors and non-farm entrepreneurship. Wealth, for instance, can motivate the households 
both ways. The poor rural household can benefit more from a non-farm enterprise, and they are 
motivated because of necessity, however, wealthier rural households are in a better position to engage 
in a non-farm enterprise because of the availability of resources to further accumulate wealth (Davis, 

* Correspondence: fdanabo@upd.edu.ph


