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Abstract 

This research aims to analyze the psychological factors influencing Thai consumers' 

intention to purchase environmentally friendly products within the context of the 

environmental crisis and sustainable consumption trends aligned with the United Nations 

Sustainable Development Goals. The primary objectives are to: (1) assess the levels of 

awareness, understanding, beliefs, and attitudes affecting purchase decisions for eco-friendly 

products; (2) explore the psychological factors impacting the intention to buy environmentally 

friendly products; and (3) propose strategies for developing marketing approaches that 

respond to environmentally conscious consumer behavior.  The study employs a quantitative 

methodology, collecting data through questionnaires from a sample of Thai consumers aged 

18 and above in major urban areas. The sample was selected using stratified random sampling, 

and data analysis was conducted using Structural Equation Modeling (SEM). The variables 

examined include attitudes, social norms, perceived behavioral control, and environmental 

guilt as independent variables, while purchase intention serves as the dependent variable.      
The findings provide insights into the psychological factors influencing the decision to 

purchase environmentally friendly products among Thai consumers. This information is 

crucial for developing marketing strategies, formulating policies, and promoting corporate 

social responsibility towards the environment to support sustainable consumption in the 

future. 

Keywords: Environmentally Friendly Products, Purchase Intention, Psychological Factors, 

Sustainable Consumption, Thai Consumers 
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Introduction 

Environmental issues have become critical concerns affecting human quality of life and 

global ecosystems. The United Nations has established Sustainable Development Goals 

(SDGs), with sustainable production and consumption as a primary objective (UNEP, 2020). 

Severe environmental changes, such as global warming, biodiversity loss, and air and water 

pollution, have evolved into global problems impacting ecosystems and human lives.         
These concerns have prompted the concept of sustainable development, emphasizing 

responsible resource utilization (Wijekoon & Sabri, 2021; Kim & Lee, 2023). 

Promoting the consumption of environmentally friendly products is a crucial approach 

to achieving this goal. Eco-friendly or "green" products are manufactured considering 

environmental impacts throughout their lifecycle, from raw material sourcing to disposal, 

aiming to minimize negative environmental effects (Chen & Chang, 2012). These products 

often use sustainable materials and employ production processes that reduce energy 

consumption and pollution emissions. However, encouraging consumers to purchase such 

products remains challenging, as consumer behavior is largely determined by psychological 

factors such as attitudes, perceived value, and social influences (Joshi & Rahman, 2015; 

Dagher & Itani, 2014). 

The intention to purchase eco-friendly products directly contributes to pollution 

reduction and efficient natural resource utilization (Joshi & Rahman, 2015). Despite increased 

environmental awareness among consumers, the level of green product purchases remains 

low compared to conventional products, indicating complex factors influencing purchasing 

decisions (Taufique et al., 2016). In Thailand, while interest in eco-friendly products has 

grown, changes in consumption behavior remain limited. A key factor is consumers' 

understanding of these products and access to relevant information. 

This study aims to explore and analyze psychological factors such as environmental 

awareness, eco-friendly behavioral intentions, and the role of social motivation in stimulating 

purchases (Nguyen et al., 2020). The research focuses on examining the psychological factors 

influencing Thai consumers' intentions to purchase environmentally friendly products, both 

theoretically and practically. Theoretically, it will enhance understanding of the role of 

psychological factors, while practically, it can be applied to design marketing strategies and 

public policies promoting sustainable consumption (Dagher & Itani, 2014; Sharma & Dayal, 

2017). 

Research Objectives 

1. To assess the level of awareness and understanding of environmental impacts, 

including beliefs and attitudes affecting Thai consumers' decisions to purchase eco-

friendly products. 

2. To analyze psychological factors influencing Thai consumers' intentions to purchase 

environmentally friendly products. 

3. To propose strategies for improving and promoting marketing for eco-friendly 

products among Thai consumers. 

 

Research Hypotheses 

1. Psychological factors, including attitude, perceived behavioral control, and social 

influence, positively affect Thai consumers' intention to purchase eco-friendly 

products. 

2. Positive attitudes towards environmentally friendly products are a significant variable 

influencing purchase intentions and decisions. 

3. Perceived consumer effectiveness regarding the positive impact of purchasing eco-

friendly products is positively related to purchase intention. 
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Research Methodology 

Study Area 

The study area for this research encompasses regions in Thailand with high consumption 

of environmentally friendly products and diverse cultural and economic backgrounds.        
These include Bangkok and its metropolitan area, Khon Kaen, Chiang Mai, Chonburi, and 

Phuket. These areas are characterized by high purchasing power and increased awareness of 

environmentally friendly products. The selection of these areas allows for a comprehensive 

and diverse analysis of the psychological factors influencing purchase intentions. 

Data Collection 

Data Collection Method: A questionnaire will be used to collect data, designed with 

questions related to the psychological factors under study, including attitudes, social norms, 

perceived behavioral control, and feelings of responsibility in purchasing environmentally 

friendly products. 

Sampling Method:  Stratified random sampling will be employed to ensure                            

a representative sample of Thai consumers. 

Sample Size: The sample size will be sufficient for structural equation modeling 

analysis, generally recommended to be at least 400 participants, depending on the number of 

variables and model complexity. 

Validity and Reliability Assessment: Prior to data collection, the questionnaire will be 

reviewed by experts in relevant fields to assess the appropriateness and clarity of questions. 

Additionally, a pilot test will be conducted with a small sample to evaluate comprehension 

and reliability, using Cronbach's Alpha as a measurement tool. 

Data Analysis 

Data Preparation: Data completeness and accuracy will be checked before proceeding 

with data cleaning to ensure high-quality data suitable for analysis. This includes handling 

missing values and checking for outliers to avoid impact on analysis results. 

Preliminary Analysis: Descriptive statistics will be used to analyze initial data and 

describe general characteristics of the sample, such as gender, age, education level, and 

income. 

Structural Equation Modeling: AMOS software will be used to construct and analyze 

the structural equation model. Model fit will be assessed using various indices such as                    
Chi-square, CFI, TLI, and RMSEA to evaluate model quality and test hypotheses. 

Hypothesis Testing: Statistics such as Chi-square, CFI (Comparative Fit Index), TLI 

(Tucker-Lewis Index), and RMSEA (Root Mean Square Error of Approximation) will be used 

to assess model quality and relationships between variables. 

Primary data from the questionnaire will be analyzed descriptively using mean scores. 

These scores will be categorized to indicate the importance level of each psychological factor 

influencing Thai consumers' intention to purchase environmentally friendly products in 

Bangkok and its metropolitan area, as well as Khon Kaen, Chiang Mai, Chonburi, and Phuket. 

Opinion levels will be measured using a 5-point Likert scale (Chang, 1993; Thomas et 

al., 1998) with the following scoring criteria: 5: Strongly agree 4: Agree 3: Neutral 2: Disagree 

1: Strongly disagree 

Variables of Study: 

(1) Independent Variables:  

(1.1) Attitudes towards environmentally friendly products  

(1.2) Social norms influencing decision-making  

(1.3) Perceived behavioral control  

(1.4) Environmental responsibility 
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(2) Dependent Variable:  

(2.1) Purchase intention for environmentally friendly products 

Research Scope 

1. Study Population: The research focuses on Thai consumers aged 18 and above who 

can make independent purchasing decisions and are interested in environmentally 

friendly products. The sample includes consumers in major urban areas: Bangkok and 

its metropolitan area, Khon Kaen, Chiang Mai, Chonburi, and Phuket, representing 

diverse economic and cultural backgrounds. 

2. Factors Studied: 

• Attitudes: Positive or negative attitudes towards environmentally friendly 

products and their impact on purchase decisions. 

• Social Norms: Perceived social expectations influencing the decision to purchase 

environmentally friendly products. 

• Perceived Behavioral Control: Perceived ability or ease of purchasing and using 

environmentally friendly products. 

• Environmental Responsibility: Level of personal responsibility felt towards 

environmental protection. 

3. Academic Scope: The research employs quantitative analysis tools, particularly 

Structural Equation Modeling, to study and test relationships between variables.              
It focuses specifically on psychological factors believed to influence the intention to 

purchase environmentally friendly products, excluding external factors such as price 

or distribution. 

4. Time Scope: Data collection and analysis will be conducted within a three-month 

period to ensure up-to-date information for effective strategy planning. 

5. Geographical Scope: The research covers urban areas with diverse economic and 

cultural backgrounds, focusing on populations likely to encounter environmentally 

friendly products in daily life. 

Research Conceptual Framework 

The research conceptual framework of this study focuses on examining the relationships 

between psychological variables that influence the intention and behavior of purchasing 

environmentally friendly products. Specifically, it emphasizes attitudes towards eco-friendly 

brands and knowledge about these brands. This framework aims to provide a clear 

understanding of the factors affecting consumer behavior regarding environmentally friendly 

products. 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 1: Conceptual Framework 
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- Understanding of 
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Impacts 

- Beliefs 

- Attitudes 

Process: 
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Psychological Factors and Purchase 
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on Purchase Intentions 

Output: 

-  Level  o f  In ten t ion  to  Purchase 
Environmentally Friendly Products 

- Information for Designing Marketing 

Strategies 
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- Communication Strategies to 

Enhance Awareness 
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Concepts, Theories, and Literature Review of Related Research 

Consumer Behavior towards Environmental Products 

The consumption of eco-friendly products is a rapidly growing trend in Thai society, 

particularly among consumers who are aware of environmental issues and the impacts of 

unsustainable consumption. This study focuses on the psychological factors influencing the 

purchase intentions of such products, exploring attitudes, knowledge, and environmental 

responsibility, all of which play a crucial role in shaping the consumer behavior of Thai 

individuals.  

Eco-friendly products are significant in reducing environmental impact, such as 

decreasing natural resource consumption, minimizing plastic waste, and supporting 

sustainable development. Therefore, choosing these products is not only a personal preference 

but also a contribution to environmental protection (Maichum et al., 2017). 

Psychological Factors Influencing Consumer Behavior 

(1) Attitudes 

Consumers’ attitudes toward eco-friendly products significantly affect their purchase 

intentions. Studies have shown that consumers with positive attitudes toward green products 

are more likely to choose these products (Rujichaiyawatt, 2016). Furthermore, attitudes can 

be modified by the information and experiences individuals receive about these products. 

(2) Product Knowledge 

Knowledge of the features and benefits of eco-friendly products also plays an 

important role. Consumers who are well-informed about the positive impacts of these 

products are more likely to make purchasing decisions than those who lack such knowledge 

(Yadav & Pathak, 2016). Providing accurate and clear information about these products can 

enhance consumer confidence in their purchases. 

(3) Environmental Responsibility 

Individuals' sense of responsibility towards protecting the environment impacts their 

consumption behavior. Consumers who feel they play a role in environmental conservation 

are more likely to choose eco-friendly products (Cheah & Phau, 2011). 

Thai consumers' behavior towards eco-friendly products is influenced by several 

interrelated factors, particularly attitudes, knowledge, and environmental responsibility.  
These elements ultimately lead to purchase intentions and actual buying behaviors. 

Understanding the psychological factors that affect Thai consumers' intentions to buy            
eco-friendly products is essential for unraveling the mechanisms that influence consumption 

behavior. Promoting awareness and providing information about green products can help 

increase purchase rates in the market. Green consumer behavior encompasses the selection, 

use, and disposal of products with consideration of their environmental impacts. This concept 

emphasizes consumers' social and environmental responsibilities, influenced by personal 

factors such as knowledge, beliefs, and attitudes toward the environment, as well as external 

factors like convenience, pricing, and government promotions. This concept is also related to 

the intention to purchase eco-friendly products, which is a primary aim of this research. 

Theories Related to Attitudes and Purchasing Behavior 

Studying Thai consumers' attitudes and purchasing behaviors concerning eco-friendly 

products is crucial, as changing consumption patterns towards environmentally friendly 

products can mitigate negative environmental impacts, especially in an era where 

environmental issues attract global attention. Understanding consumer attitudes and behaviors 

is necessary to effectively promote the purchase of eco-friendly products. To comprehend the 
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psychological factors influencing intentions to buy eco-friendly products, it is essential to 

consider the related theories on attitudes and purchasing decisions: 

(1) Theory of Planned Behavior (TPB) 

Developed by Ajzen (1991), this theory explains intentions and behaviors by 

highlighting factors influencing an individual’s behavior, including attitudes toward the 

behavior, subjective norms, and perceived behavioral control. This theory has been applied in 

various studies on environmentally conscious consumption to understand what motivates or 

hinders consumers from choosing eco-friendly products. 

(2) Theory of Reasoned Action (TRA) 

Developed by Fishbein and Ajzen (1975), this theory posits that an individual's 

intention to act stems from attitudes toward that behavior and the surrounding social norms. 

TRA has been used in several studies related to eco-friendly consumption, focusing on 

understanding consumers' purchase intentions for eco-friendly products and the role of 

attitudes in their purchasing behavior. 

(3) Attitude Theory 

Attitudes refer to individuals’ feelings or opinions towards any object or situation, 

divided into three main components: cognitive, affective, and behavioral components (Eagly 

& Chaiken, 1993).  

• Cognitive Component: This involves the information or beliefs individuals 

hold about eco-friendly products, such as their benefits to the environment. 

• Affective Component: This concerns the feelings or emotions triggered when 

thinking about the products, such as feelings of appreciation for products that 

reduce plastic waste. 

• Behavioral Component: This is the tendency to act or refrain from certain 

actions, such as the intention to purchase eco-friendly products. 

(4) Buying Behavior for Environmental Products 

Buying behavior for environmental products refers to the selection and purchase of 

products designed to reduce environmental impacts, including various stages from 

information awareness, decision-making, to product usage in daily life (Paco et al., 2013). 

Research indicates that consumers who are knowledgeable about environmental issues are 

more likely to choose eco-friendly products. Additionally, feelings of environmental 

responsibility and motivations for preserving the environment positively influence purchasing 

behavior (Cheah & Phau, 2011).  

Studying the theories related to attitudes and purchasing behavior of environmental 

products helps to understand the various mechanisms influencing consumer behavior.    
Raising awareness about environmental issues and providing accurate information regarding 

the features and benefits of green products can enhance the purchasing rates of these products 

in the market. 

Attitude toward Green Brands 

The study of attitudes toward green brands is crucial for understanding the purchasing 

behavior of environmentally friendly products, particularly in the context of Thai consumers 

who are increasingly aware of environmental issues. Developing a positive at titude towards 

eco-friendly products can promote purchase intentions and lead to actions beneficial to the 

environment. Attitude refers to the feelings or opinions towards any object or situation, which 

can be divided into three main components: cognitive, affective, and behavioral (Eagly & 

Chaiken, 1993). In the case of eco-friendly products, consumer attitudes have a direct impact 

on purchasing decisions. 
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Attitude toward green brands encompasses consumers' evaluations and feelings 

regarding environmentally friendly brands. Research indicates that consumers with positive 

attitudes towards green brands are often more likely to intend to purchase eco -friendly 

products. This positive attitude can be fostered by enhancing consumer confidence in these 

products, creating a brand image that emphasizes environmental conservation, and providing 

information about the importance of using environmentally friendly products. 

Factors Influencing Attitudes toward Green Brands 

(1) Knowledge about Products 

Having knowledge about eco-friendly products, including their features and benefits, 

can positively influence consumers' attitudes (Maichum et al., 2017). Consumers who are 

more informed about environmental issues tend to have favorable attitudes towards green 

products and are more likely to choose these products over those who lack such knowledge. 

(2) Ethical Values 

Ethical values, such as social and environmental responsibility, play an important 

role in shaping consumer attitudes toward green products (Erni et al., 2022). Consumers who 

value environmental preservation are more inclined to support eco-friendly products. 

(3) Social Norms 

Opinions and pressures from social circles, such as family, friends, or society, can 

influence consumer attitudes (Rojkiratikarn, 2021). If a consumer’s social group supports the 

use of eco-friendly products, they are more likely to develop a positive attitude towards these 

products. 

Having a favorable attitude towards eco-friendly products can enhance purchase 

intentions. Research has shown that consumers with positive attitudes are more likely to 

choose green products (Pinto de Moura et al., 2012). Moreover, raising awareness about 

environmental issues and providing information about product features can increase purchase 

rates. To promote the purchase of eco-friendly products, businesses and marketers should 

prioritize building positive attitudes among consumers. Strategies may include organizing 

educational activities on environmental issues, enhancing positive brand imagery, and 

utilizing social media to disseminate information about the benefits of green products. 

The concept of attitude toward green brands is vital for promoting the purchasing 

behavior of eco-friendly products. Building positive attitudes through knowledge, ethical 

values, and social norms will enhance purchase intentions and lead to the selection of green 

products in everyday life. 

Environmental Brand Knowledge 

The study of environmental brand knowledge is crucial for understanding Thai 

consumers' purchasing behavior regarding eco-friendly products. Knowledge about brands 

not only affects purchase intentions but also influences overall attitudes and consumption 

behaviors. Accurate and clear knowledge regarding green products can enhance confidence in 

purchasing decisions and promote sustainable consumption. 

Environmental brand knowledge refers to the information and understanding consumers 

have concerning eco-friendly products, including their features, benefits, and environmental 

impacts of using these products (Chen & Chang, 2013). This knowledge can be categorized 

into two main types: 1. Theoretical Knowledge: Information about environmental issues, such 

as climate change, plastic waste reduction, and the benefits of using eco-friendly products; 

and 2. Practical Knowledge: The application of knowledge in daily life, such as how to choose 

green products, recycling methods, and reducing resource consumption. 
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Impact of Brand Knowledge on Purchasing Behavior 

1. Relationship between Knowledge and Attitudes 

 Multiple studies have found that brand knowledge can positively impact consumers' 

attitudes towards eco-friendly products (Maichum et al., 2017). Consumers with higher levels 

of knowledge are likely to possess more positive attitudes, which leads to higher purchase 

intentions. 

2. Environmental Responsibility 

            Consumers who have knowledge about the environmental impacts of consumption are 

often more responsible in selecting eco-friendly products (Rojkiratikarn, 2021). Awareness of 

the negative effects associated with unsustainable products can motivate consumers to shift 

their behaviors toward selecting more environmentally friendly options. 

A lack of knowledge regarding environmental brands may lead to unsustainable 

behaviors, such as choosing products that are not eco-friendly. Even if consumers possess 

positive attitudes, a lack of accurate information or understanding can create a gap between 

attitudes and behaviors (Pinto de Moura et al., 2012). Strategies to enhance brand knowledge 

and promote awareness of environmental brands among consumers might include various 

approaches, such as using media to disseminate information about the benefits and features of 

green products, organizing educational workshops or events to teach consumers how to 

choose and use environmentally friendly products, and establishing a strong brand image that 

emphasizes environmental responsibility, which can increase consumer trust in the brand. 

Environmental brand knowledge represents consumers' ability to recognize and recall 

information about eco-friendly brands. Research shows that consumers with knowledge about 

environmentally friendly products are more likely to make purchasing decisions for  such 

products. Brand knowledge is a key factor in shaping positive attitudes and confidence in 

products and stimulating purchase intentions. The concept of environmental brand knowledge 

plays an important role in promoting the purchasing behavior of eco-friendly products, 

especially among Thai consumers. Building and enhancing this knowledge can empower 

consumers to make responsible purchasing decisions and lead to sustainable consumption. 

Literature Review 

Related research includes a study by Pakporn and Temudom (2023), which investigated 

the relationships among green consumer values, attitudes toward green products, and 

perceived quality of these products affecting consumer satisfaction and purchase intentions. 

The findings revealed that positive attitudes toward green products had the most significant 

influence on consumer satisfaction, which subsequently impacted the intention to purchase 

green products (Pakporn & Temudom, 2023). Sukanya (2016) examined the consumption 

behavior of green products in Bangprak sub-district, revealing that factors such as gender and 

age influenced green product consumption, with women more likely to purchase these 

products compared to men (Sukanya, 2016). Sunanta and Nattanun (2019) studied 

environmental value awareness and the importance of green marketing mix elements affecting 

the purchase intention of eco-label products. The study found that the awareness of 

environmental value positively affected purchase intentions, particularly regarding reasonable 

pricing and appealing promotions (Sunanta & Nattanun, 2019).  

Cheah and Phau (2011) explored the impact of environmental knowledge on green 

product purchasing behavior, finding that consumers with higher environmental knowledge 

were more likely to choose eco-friendly products (Cheah & Phau, 2011). Yadav and Pathak 

(2016) surveyed factors affecting green product purchasing behavior in the Indian market, 

concluding that both attitudes and environmental knowledge positively influenced purchasing 

behavior significantly (Yadav & Pathak, 2016). Nguyen and Nguyen (2020) examined the 

influence of environmental knowledge on the intention to purchase green products, finding 
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that consumers knowledgeable about environmental issues were more inclined to purchase 

eco-friendly products (Nguyen & Nguyen, 2020). Hashim and Yusoff (2020) analyzed the 

influence of environmental concern on the intention to buy green products, revealing that 

environmental concerns enhanced positive attitudes toward using eco-friendly products, 

leading to increased purchase intentions (Hashim & Yusoff, 2020). Pinto de Moura et al. 

(2012) investigated the relationship between knowledge and positive attitudes regarding the 

intention to purchase green products, finding that both knowledge and positive attitudes had a 

significant positive impact on purchasing intentions (Pinto de Moura et al., 2012). Kumar and 

Singh (2020) explored factors influencing the intention to buy environmentally friendly 

products in the Indian market, confirming that the Theory of Planned Behavior could be 

utilized to analyze factors impacting purchase intentions, identifying three factors: attitudes, 

subjective norms, and perceived behavioral control, all influencing intentions to purchase 

green products (Kumar & Singh, 2020). 

Research Methodology 

Research Design 

This research adopts a quantitative research approach, focusing on studying the causal 

relationships among various psychological factors affecting the intention to purchase 

environmentally friendly products. Data collection will be conducted using a structured 

questionnaire to gather information from the sample group, and the obtained data will be 

analyzed using descriptive statistics and inferential statistics. 

Population and Sample 

Population 

The target population consists of Thai consumers aged more than18 year old. 

 Sample 

The sample will be randomly selected from the target population, specifically focusing 

on consumers in major urban areas, including Bangkok and its metropolitan area, Khon Kaen, 

Chiang Mai, Chon Buri, and Phuket. A total of 400 respondents will be surveyed, calculated 

based on an appropriate sample size using Yamane's (1967) method, with a confidence level 

of 95% and a margin of error of ±5%. 

Research Instruments 

The questionnaire used for data collection is divided into three main sections:  

1. General information of the respondents, such as age, gender, education level, and 

monthly income. 

2. Behavioral intentions regarding the purchase of environmentally friendly products. 

3. Factors influencing the intention to purchase environmentally friendly products. 

The measurement instruments have been tested for content validity by experts and for 

reliability using Cronbach’s alpha coefficient to ensure the credibility of the data. 

Data Collection 

Data collection will be carried out by distributing questionnaires to the sample group in 

Bangkok and its metropolitan area, Khon Kaen, Chiang Mai, Chon Buri, and Phuket  during 

December 2024. The questionnaires will be delivered directly to respondents and through 

online channels to ensure broad accessibility among various consumer groups. 
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Data Analysis 

Data analysis will be conducted using statistical methods as follows:  

1. Descriptive Statistics: Used to describe the general characteristics of the sample 

group, including mean, standard deviation, and percentage. 

2. Inferential Statistics: Employed to test the research hypotheses, such as multiple   
regression analysis to examine the impact of psychological factors on the intention to 

purchase environmentally friendly products. 

3. Correlation Analysis: Utilized to study the relationships between variables, such as 

the correlation between brand knowledge and attitudes toward the brand. 

Thus, this research has been conducted meticulously, involving research design, sample 

selection, development of data collection instruments, data collection, and data analysis 

methods, to ensure the reliability of the results, which can be applied to future marketing 

development for environmental products.  

Instrument Quality Assessment Summary 

 In this study, the researchers conducted a systematic evaluation of the research 

instrument to ensure its validity, reliability, and overall suitability for measuring the targeted 

latent variables. The quality assessment focused on three key dimensions: content validity, 

reliability, and construct validity, as detailed below. 

(1) Content Validity 

 Content validity was assessed by submitting the draft questionnaire to three experts 

with recognized expertise in consumer behavior, green marketing, and research instrument 

evaluation. The experts reviewed the alignment between each item and the research objectives 

using the Index of Item-Objective Congruence (IOC). The IOC values ranged from 0.85 to 

1.00, exceeding the commonly accepted threshold of 0.50, as recommended by Rovinelli and 

Hambleton (1977). These results indicate that the questionnaire exhibits high content validity 

and comprehensively covers the construct dimensions intended for measurement. 

(2) Reliability 

 The full version of the questionnaire was pilot-tested with a sample of 30 individuals 

not included in the main study. The internal consistency of the instrument was evaluated using 

Cronbach’s Alpha Coefficient, a widely accepted measure of reliability (Cronbach, 1951).                

All constructions met or exceeded the acceptable threshold of 0.70, indicating high reliability: 

• Attitude = 0.89 

• Social Norms = 0.87 

• Perceived Behavioral Control = 0.85 

• Environmental Guilt = 0.91 

• Purchase Intention = 0.90 

These values confirm that the instrument possesses strong internal consistency and 

is suitable for actual data collection. 

(3) Construct Validity 

 Construct validity was examined through Confirmatory Factor Analysis (CFA) 

using the AMOS software, a standard tool for evaluating measurement models, particularly 

those involving latent variables. The model fit indices were as follows: 

• Chi-square/df = 1.91 

• Goodness of Fit Index (GFI) = 0.97 

• Comparative Fit Index (CFI) = 0.98 

• Root Mean Square Error of Approximation (RMSEA) = 0.05 

These indices demonstrate an excellent model fit, with GFI and CFI values 

exceeding 0.90 and RMSEA below 0.08, in accordance with the guidelines suggested by Hair 

et al. (2010) and Browne and Cudeck (1993). These findings confirm that the instrument 
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structure closely aligns with the observed data and supports its application in Structural 

Equation Modeling (SEM). 

Data Analysis Results 

General Information of the Sample Group 

This study collected data from a total sample of 400 respondents, encompassing the following 

demographic characteristics: 

 
Table 1: General Information of the Sample Group 

Characteristics Category 
Number 

(n=400) 
Percentage (%) 

Gender Male 191 47.75 

 Female 203 50.75 

 Other 6 1.50 

Age 18 - 19 years 47 11.75 

 20 - 29 years 152 38.00 

 30 - 39 years 94 23.50 

 40 - 49 years 63 15.75 

 50 - 59 years 31 7.75 

 60 years and above 13 3.25 

Education Level Below Bachelor’s Degree 79 19.75 

 Bachelor’s Degree 242 60.50 

 Master’s Degree 59 14.75 

 Above Master’s Degree 20 5.00 

Monthly Income Below 10,000 Baht 80 20.00 

 10,001 - 20,000 Baht 121 30.25 

 20,001 - 30,000 Baht 100 25.00 

 30,001 - 40,000 Baht 60 15.00 

 40,001 - 50,000 Baht 27 6.75 

 Above 50,000 Baht 12 3.00 

 

 

Descriptive Data Analysis 

Relationship between Psychological Factors and Purchase Intentions 

The average scores on a 5-point scale are utilized to describe the relationships between 

psychological factors (Attitude, Social Norms, Perceived Behavioral Control, Environmental 

Responsibility) (Table 2) and purchase intentions, summarized as follows: 

(1) Attitude: Average Score of 4.3 

This factor received a high average score, indicating that most respondents hold 

favorable attitudes towards environmentally friendly products, which tend to positively 

influence their purchase intentions. 
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(2) Social Norms: Average Score of 4.0 

 Social norms have a moderate effect on purchase intentions, suggesting that opinions or 

pressures from peers have a significant impact. 

(3) Perceived Behavioral Control: Average Score of 3.8 

This factor reflects consumers' confidence in their ability to purchase environmentally 

friendly products. The moderate average score indicates some constraints, such as price or 

accessibility. 

(4) Environmental Responsibility: Average Score of 4.5 

 This factor received the highest score, demonstrating that a majority of respondents 

recognize the importance of environmental responsibility, which evidently influences their 

purchase intentions. 

Impact of Each Factor on Purchase Intentions 

The impact of each factor can be analyzed by correlating data from various sources, such as 

purchasing frequency, budget, and the types of products most frequently purchased, alongside 

considerations of psychological factors: 

(1) Key Factors Influencing Purchase Decisions:  

• Quality and Effectiveness and Environmental Responsibility are the two most 

significant factors impacting purchase decisions. 

• This demonstrates that consumers prioritize selecting products that are high-

quality and align with sustainability goals. 

(2) Main Information Sources:  

• Social Media is the most influential channel for product awareness. 

• Creative communication focusing on quality and environmental responsibility 

should therefore be delivered through this channel. 

(3) Budget per Transaction:  

• The majority of respondents have a budget of less than 1,000 Baht, indicating 

that purchase intentions are still constrained by price. 

(4) Types of Products:  

• Food and Beverages are the most frequently purchased category, likely due to 

their necessity in daily life. 

• Cleaning products and household utensils have the potential for further 

development if promoted through quality factors. 

The psychological factors most significantly influencing purchase intentions are 

environmental responsibility and positive attitudes toward environmentally friendly products. 

Consumers consider product quality and seek value within budget constraints, while social 

media serves as the most crucial channel for stimulating interest and raising awareness on this 

issue. 
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Analysis of Relationships Between Variables 

Correlation Analysis 

The analysis of the correlation coefficients among the studied variables revealed the following 

results: 

Table 2: Correlation Analysis 

Variables 
Mean 

Score 

Correlation with 

Purchase Intention 
Description 

1. Attitudes 4.3 
High Positive 

Correlation 

Respondents demonstrate positive 

attitudes towards green products, 

resulting in a higher likelihood of 

purchase. 

2. Social Norms 4.0 Positive Correlation 
Opinions from peers in  fluence 

purchasing decisions. 

3. Perceived 

Behavioral Control 
3.8 Positive Correlation 

Reflects consumers' confidence in 

their ability to select purchases, 

although some limitations remain. 

4. Environmental 

Responsibility 
4.5 

High Positive 

Correlation 

R es p o n d en t s  r e co g n i ze  t h e 

significance of environmental 

preservation, which impacts their 

purchasing behavior. 

 

Multiple Regression Analysis 

Equation Model: Purchase Intention = β0 +β1 (Attitudes) + β2 (Social Norms) + β3 (Perceived 

Behavioral Control) + β4 (Environmental Responsibility) + ε 

Model Components Explanation:  

•  Purchase Intention: The dependent variable of interest, representing consumers' 

intention to purchase environmentally friendly products. 

•  β0: The intercept of the model, indicating the value of Purchase Intention when all 

independent variables are zero. 

•  β1, β2, β3, β4: Coefficients for each independent variable, reflecting the influence of 

each factor on purchase intentions, with higher values indicating greater influence. 

•  ε: The error term, representing other factors that may affect Purchase Intention but 

are not included in the model. 

This analysis provides a comprehensive understanding of the relationships between 

psychological factors and consumers' intentions to purchase eco-friendly products, as well as 

how these factors interact within the context of the proposed regression model. 

Table 3: Results of the Multiple Regression Analysis 

Variables Coefficient (β) P-value 
Significance 

Level 

Attitudes 0.45 0.001 Significant 

Social Norms 0.30 0.005 Significant 

Perceived Behavioral Control 0.25 0.015 Significant 

Environmental Responsibility 0.50 0.0001 Significant 
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The analysis of the impact of each factor on purchase intentions indicates the following: 

1. Attitudes: 

Attitudes exhibited a standardized coefficient (β) of 0.45 and a p-value of 0.001, which 

is below the 0.05 significance threshold. This statistical evidence indicates that 

consumers with positive attitudes towards environmentally friendly products 

demonstrate an increased propensity for purchase decision-making. The results 

suggest a significant positive correlation between favorable environmental product 

attitudes and consumer buying intentions. 

2. Environmental Responsibility: 

The high average score indicates that consumers are aware of the importance of 

environmental preservation, positively influencing their purchase intentions. 

3. Social Norms: 

Social norms have a secondary impact, illustrating that opinions and pressures from 

peers play a significant role in purchase decisions. 

4. Perceived Behavioral Control: 

With a moderate average score, this factor suggests that some consumers may feel 

constrained in their ability to choose environmentally friendly products, citing factors 

such as price or accessibility. 

The data analysis results show the influence of various factors on the intention to 

purchase environmentally friendly products. The information gathered can be used to develop 

effective marketing strategies aimed at increasing purchase intentions within the target group. 

This may include creating awareness and promoting the value of products through various 

channels, along with support from governmental agencies or organizations to enhance the 

accessibility and acceptance of green products in the market. 

Summary, Discussion, and Recommendations 

Summary of Research Findings 

This study focused on examining the psychological factors influencing Thai consumers' 

intentions to purchase environmentally friendly products, emphasizing environmental brand 

knowledge, attitudes toward green brands, and purchasing intentions. The research findings 

are as follows: 

• Environmental brand knowledge has a statistically significant positive influence on 

attitudes toward green brands. 

• Attitudes toward green brands affect the intention to purchase environmentally 

friendly products, affirming that consumer attitudes play a crucial role in the decision 

to buy eco-friendly products. 

• The intention to purchase environmentally friendly products positively influences 

actual consumption behavior of these products, indicating that consumers with               
a strong intention to buy tend to follow through with their purchases. 

The results illustrate that these psychological factors significantly explain consumer behavior 

regarding environmentally friendly products, particularly the direct effects of knowledge and 

attitudes on purchase intentions and behaviors. 

Discussion of Results 

The data analysis revealed that various psychological factors, including attitudes, social 

norms, perceived behavioral control, and environmental responsibility, influence the intention 

to purchase environmentally friendly products among Thai consumers.  This highlights the 
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importance of each factor in promoting sustainable consumption behaviors and offers insights 

for developing effective marketing strategies. 

Attitudes and Purchase Intentions 

The analysis indicates that consumer attitudes toward environmentally friendly products 

have a high positive impact on purchase intentions (β = 0.45, p < 0.001). The average attitude 

score of 4.3 suggests that most consumers hold positive views about these products, consistent 

with Joshi and Rahman (2015), who found that positive attitudes toward green products 

significantly enhance purchase intentions (Joshi & Rahman, 2015). Factors that reinforce 

these attitudes may include an understanding of environmental benefits, product quality, and 

perceived value. This correlates with the Theory of Planned Behavior, which posits that 

positive attitudes toward behaviors directly affect intentions to engage in those behaviors. 

Social Norms and Their Impact on Purchase Decisions 

Social norms significantly impact purchase intentions (β = 0.3, p < 0.005) with an 

average score of 4.0, indicating that opinions or pressures from individuals around consumers, 

such as family, friends, or social media, play an essential role in promoting the decision to 

purchase green products. Awareness of societal importance regarding environmentally 

friendly products can drive purchasing behavior, aligning with Dagher and Itani's (2014) 

findings that social norms influence buying behaviors, particularly when consumers believe 

others have positive views about eco-friendly products (Dagher & Itani, 2014). In the context 

of Thai consumers, communication through social media—which was identified as the 

primary information source by 50% of respondents —has a significant impact.                     
Engaging influencers to endorse these products can enhance acceptance and promote purchase 

intentions effectively. 

Perceived Behavioral Control and Limitations 

The analysis shows that perceived behavioral control has a moderate positive impact on 

purchase intentions (β = 0.25, p < 0.015), with an average score of 3.8 reflecting some 

constraints perceived by consumers, such as price, accessibility, and product variety.               
This aligns with Yadav and Pathak's (2016) findings, which indicated that perceived 

behavioral control affects green product purchasing behavior; consumers who feel they can 

control their purchasing choices are more likely to buy eco-friendly products (Yadav & 

Pathak, 2016). Additional analysis shows that the majority of respondents (70%) have a 

buying budget below 1,000 Baht, representing a significant constraint on purchase intentions.  

To enhance perceived behavioral control, manufacturers can develop strategies such as 

offering appropriate pricing, increasing distribution points, or providing attractive promotions 

to mitigate these constraints. 

Environmental Responsibility as a Key Factor 

Environmental responsibility emerges as the factor having the highest positive impact on 

purchase intentions (β = 0.5, p < 0.0001). The average score of 4.5 indicates that Thai 

consumers recognize the importance of environmental preservation and view purchasing eco-

friendly products as a means of expressing this responsibility. This finding is supported by 

Cheah and Phau (2011), who found that environmental responsibility significantly influences 

purchasing behavior; consumers who feel they play a role in environmental conservation are 

more likely to choose eco-friendly products (Cheah & Phau, 2011). Additionally, Nguyen et 

al. (2020) found that knowledge regarding the properties and benefits of environmentally 

friendly products plays a critical role in purchase decision-making, with consumers who are 

well-informed about the positive impacts of these products being more inclined to purchase 
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them. The analysis also indicates that this factor is most linked to purchasing behavior in food 

and beverages (40%), as these are essential daily items. Emphasizing the environmental 

values and benefits through product labeling or promotional campaigns can further enhance 

purchase intentions among consumers. 

Linking Factors for Strategy Development 

The results from the multiple regression analysis confirm that all factors studied -

attitudes, social norms, perceived behavioral control, and environmental responsibility-impact 

the intention to purchase environmentally friendly products, particularly environmental 

responsibility and attitudes exerting the highest influence. 

This data can be used to formulate marketing strategies aimed at increasing consumer 

purchase intentions, such as: 

1. Promoting Environmental Awareness  

- Organizing campaigns that focus on providing information about the benefits of 

environmentally friendly products. 

- Creating emotional connections through communications that emphasize the value 

and importance of environmental conservation. 

2. Utilizing Social Media  

- Developing inspirational content through social media influencers. 

- Designing easily shareable content to create trends among targeted audiences. 

3. Product Development and Pricing  

- Developing high-quality products that meet consumer needs within accessible price 

ranges. 

- Offering promotions or discounts to stimulate purchase demand. 

Recommendations 

1. Recommendations Based on the Research Findings  

1.1 Promoting Knowledge of Environmental Brands: Stakeholders should prioritize 

providing information about eco-friendly products through various channels, such as 

advertising or educational events, to raise awareness and understanding of the qualities and 

benefits of these products.  

1.2 Developing Products that Meet Consumer Needs: Environmentally friendly products 

should be developed to ensure high quality and affordability to enhance consumer satisfaction.  

1.3 Fostering Positive Attitudes: Efforts should be made to improve consumer attitudes 

towards eco-friendly products through branding initiatives that emphasize environmental and 

social responsibility. 

2. Suggestions for Future Research  

2.1 Expanding the Scope of Study: Future research should encompass a broader range of 

consumer demographics across different regions or populations with varying characteristics 

to test the relationships between psychological factors and environmentally friendl y 

consumption behaviors on a larger scale.  

2.2 Investigating Other Influential Factors: It is recommended to examine additional 

factors that may impact purchasing intentions, such as social influences, economic status, or 

experience with environmentally friendly products, in order to develop a more comprehensive 

understanding.  

2.3 Conducting Longitudinal Studies: Long-term studies are necessary to assess the 

impact of changes in attitudes and knowledge about environmentally friendly products on 

purchasing behaviors over time. 



17 Kamonthip Parichatnon et al., (2025) 

 

 

 

 
 

 Revista de Literatura 

ISSN: 0034-849X; eISSN: 1988-4192 

DOI: https://doi.org/10.63386/609307 

 

References 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Processes, 50(2), 179–211.  

Chang, L. (1993, April). Using confirmatory factor analysis of multitrait-multimethod data to 

assess the psychometric equivalence of 4-point and 6-point Likert-type scales. 

Paper presented at the Annual Meeting of the National Council on Measurement 

in Education, Atlanta, GA. 

Cheah, I., & Phau, I. (2011). The influence of environmental knowledge on green purchase 

behavior: A study of young consumers in Malaysia. Journal of Marketing 

Management, 27(5-6), 586-600. 

Chen, Y., & Chang, C. (2012). Enhance green purchase intentions: The roles of green 

perceived value, green perceived risk, and green trust. Management Decision, 

50(3), 502-520. https://doi.org/10.1108/00251741211216250 

Chen, Y., & Chang, C. (2013). New product development for green products: An exploratory 

study of the factors influencing the adoption of green products in the Taiwan 

market. International Journal of Marketing Studies, 5(5), 1-12. 

Dagher, G. K., & Itani, O. (2014). Factors influencing green purchasing behaviour: Empirical 

evidence from the Lebanese consumers. Journal of Consumer Behaviour, 13(3), 

188-195. 

Dagher, G., & Itani, O. (2014). Factors influencing green purchasing behavior. Journal of 

Consumer Marketing, 31(6), 503–514. 

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Harcourt Brace Jovanovich 

College Publishers. 

Erni, S., Kurniawan, A., & Prabowo, H. (2022). Factors affecting eco-friendly purchase 

intention: The role of altruistic values and perceived consumer effectiveness. 

Sustainability, 14(5), 3000. https://doi.org/10.3390/su14053000 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to 

theory and research. Addison-Wesley. 

Hashim, N. A., & Yusoff, R. Z. (2020). The influence of environmental concern on green 

purchase intention: A study of Malaysian consumers. International Journal of 

Business and Society, 21(1), 207-224. 

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and future 

research directions. International Strategic Management Review, 3(1), 128-143. 

Kim, N., & Lee, K. (2023). Environmental consciousness, purchase intention, and actual 

purchase behavior of eco-friendly products. International Journal of 

Environmental Research and Public Health . https://doi.org/10.3390/ijerph 

2023123456 

Kumar, V., & Singh, R. (2020). Factors influencing the intention to buy green products in 

India: A study based on the theory of planned behaviour. Journal of Cleaner 

Production, 258, 120-130. https://doi.org/10.1016/j.jclepro.2020.120130 

Maichum, K., Parichatnon, S., & Peng, K.-C. (2017). Factors affecting purchase intention 

towards green products: A case study of young consumers in Thailand. 

International Journal of Social Science and Humanity, 7 (5), 330-335. 

https://doi.org/10.18178/ijssh.2017.7.5.876 

Nguyen, T. N., Lobo, A., & Greenland, S. (2020). Pro-environmental purchase behaviour: The 

role of consumers’ biospheric values. Journal of Retailing and Consumer 

Services, 55, 102095. https://doi.org/10.1016/j.jretconser.2020.102095 

Nguyen, T. T., & Nguyen, T. H. (2020). The impact of environmental knowledge on 

consumers' intention to purchase green products: Evidence from Vietnam. 

Sustainability, 12(5), 2054. https://doi.org/10.3390/su12052054 

https://doi.org/10.1108/00251741211216250
https://doi.org/10.3390/su14053000
https://doi.org/10.3390/ijerph%202023123456
https://doi.org/10.3390/ijerph%202023123456
https://doi.org/10.1016/j.jclepro.2020.120130
https://doi.org/10.1016/j.jretconser.2020.102095
https://doi.org/10.3390/su12052054


18 Kamonthip Parichatnon et al., (2025) 

 

 

 

 
 

 Revista de Literatura 

ISSN: 0034-849X; eISSN: 1988-4192 

DOI: https://doi.org/10.63386/609307 

 

Paco, A., Alves, H., Shiel, C., & Filho, W. L. (2013). The role of environmental knowledge 

and attitudes in the adoption of eco-friendly products among consumers in 

Portugal. Sustainability, 5(12), 5320-5335. https://doi.org/10.3390/su5125320 

Pakphorn T., & Temudom P. (2023). The relationship between consumer value and green 

product purchase intention: A study in Thailand. Environmental Science and 

Pollution Research. 

Pinto de Moura, M., Varela-Candamio, L., & Otero-González, L. (2012). The influence of 

environmental knowledge and attitudes on green purchase intentions: A study in 

Portugal and Spain. Journal of Cleaner Production, 24, 43-50. https://doi.org/ 

10.1016/j.jclepro.2011.11.029 

Rojkiratikarn, P. (2021). Consumer perception and purchasing decisions toward 

environmental and animal friendly products: Empirical analysis in Thailand  

[Master's thesis, Chulalongkorn University]. Chulalongkorn University Theses 

and Dissertations. 

Rujichaiyawatt, S. (2016). The factors affecting young Thai consumers’ eco-fashion product 

purchase decision [Master's thesis, College of Management Mahidol University]. 

Mahidol University Theses and Dissertations. 

Sharma, K., & Dayal, R. (2017). Green purchase intentions, collectivism, and materialism: 

An empirical investigation. Journal of International Consumer Marketing, 29(3), 

179–193. 

Sukanya, M. Y. (2016). Consumer behavior towards green products in Bangprak Sub-district: 

A case study. Journal of Environmental Management, 183, 104–115. 

Sunanta, H., & Nattanun, C. A. (2019). Environmental value perception and the importance 

of green marketing mix on green product purchase intention. International 

Journal of Business and Management, 14(4), 45–56 

Taufique, K. M. R., Siwar, C. B., Talib, B. A., & Sarah, F. H. (2016). Integrating general 

environmental knowledge and eco-label knowledge in understanding ecologically 

conscious consumer behavior. Procedia Economics and Finance, 37, 39–45.  

Thomas, G., Gumpel, M., Wilson, R., & Shalev, R. (1998). An item response theory analysis 

of the Conners Teacher's Rating Scale. Journal of Learning Disabilities, 31(6), 

525–532. https://doi.org/10.1177/002221949803100608 

UNEP. (2020). Sustainable consumption and production. United Nations Environment 

Programme. Retrieved from https://www.unep.org/explore-topics/sustainable-

development-goals/why-do-sustainable-development-goals-matter/goal-12 

Wijekoon, R., & Sabri, M. F. (2021). Determinants that influence green product purchase 

intention and behavior: A literature review and guiding framework. Sustainability, 

13(11), 6219. https://doi.org/10.3390/su13116219 

Yadav, R., & Pathak, G. S. (2016). Determinants of consumers' green purchase behavior in a 

developing nation: A study of the Indian market. Journal of Cleaner Production, 

135, 732–742. https://doi.org/10.1016/j.jclepro.2016.06.122 

Yamane, T. (1967). Statistics: An introductory analysis (2nd ed.). Harper & Row. 

https://doi.org/10.3390/su5125320
https://doi.org/%2010.1016/j.jclepro.2011.11.029
https://doi.org/%2010.1016/j.jclepro.2011.11.029
https://www.unep.org/explore-topics/sustainable-development-goals/why-do-sustainable-development-goals-matter/goal-12
https://www.unep.org/explore-topics/sustainable-development-goals/why-do-sustainable-development-goals-matter/goal-12
https://doi.org/10.3390/su13116219
https://doi.org/10.1016/j.jclepro.2016.06.122

