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PURCHASING BEHAVIOR OF CONSUMER. THESIS ADVISOR :

ASSOC.PROF. KWUNKAMOLDONKWA, Ph.D., 112PP.

CONSUMER/BEHAVIOR/GREEN PRODUCTS

This research aimed to study personal factors, green marketing factors and
corporate social responsibility factors affecting green products purchasing behavior of
the consumer. The target groups who bought green products lived in Bangkok and
NakhonRatchasima. Questionnaires were dispatched to 400 samples and the data were
statistically analyzed by the percentage, mean, standard deviation and Multiple
Regression Analysis.

The results showed that different personal factors which were gender and age
affected green products purchasing behavior of the consumer. The green marketing
factors were green marketing communications (f = 0.203), green product attitude
(B = 0.141), environment concern (B = 0.130), trust in the green product (f = 0.129),
green brand (B = 0.122) and environmental knowledge (B = 0.101) affecting green
products purchasing behavior of the consumer. The factors of corporate social
responsibility were voluntary (B = 0.293) and mandatory (B = 0.170) affecting green

products purchasing behavior of the consumer.
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