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Abstract - In spite of global awareness towards health, pollution and environmental issues, consumers have started to 
evidence a marked preference on green products and play their roles in environmental protection. However, green 
consumption cannot be controlled but arises from the value held by consumers. As a result, it is essential to understand 
which factors stimulate customers in buying environmentally friendly products. Hence, the objective of this study aims at 
determining factors influencing Thai consumers on buying green products. Cross-sectional data were carried out with the 
respondents in Bangkok, Thailand, through questionnaires. Data were analyzed using descriptive statistics and factor 
analysis employed to test the proposed hypotheses. From the analysis, the respondents still had less knowledge about green 
products. The study also revealed that the barrier in buying green products was the price of the products which are higher 
than non-green ones. The results from factor analysis revealed that there were nine factors influencing consumers’ behaviors 
on green products i.e. perception on environmental concerns, safety and health concerns, green packaging, convenience to 
buy, environmental attitude, subjective norms, green product management, environmental laws and  perceived value. Finally, 
strategies for Thai government and relevant authorities were recommended and further study was also discussed in this 
paper. 
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I. INTRODUCTION 
 
Nowadays, environmental issues have become 
increasingly concerned by various countries across 
the globe due to depletion of natural resources, 
pollution problems and global warming.  Every 
organization pays greater attention to diminish the 
harmful impact of business activities in terms of 
production, consumption and purchasing behavior on 
the environment. Environmental realization and 
concerns have led to the emergence of sustainable 
development which minimizes negative impact on the 
nature, physical environment and society. The key 
principle of sustainable development is to strengthen 
the economy and environment in long-term resulting 
in stricter laws and regulations concerning the impact 
of the products during manufacturing, use and end of 
life [8]-[9]. Consequently, sustainable development 
has led to eco innovation and green consumption. 
 
On the one hand, eco innovation refers to the 
development of products and processes via 
incorporating environmental sustainability practices 
at every stage of creation [16]. These products so 
called “green product” refers to product incorporating 
the strategies in recycling or with recycled content, 
reduced packaging or using less toxic materials to 
reduce the impact on the natural environment. On the 
other hand, green consumption is a concept which 
ascribes to consumers responsibility or co-
responsibility for addressing environmental problems 
through adoption of environmentally friendly 
behaviors by purchasing, using and disposing of 

products [13]. Despite expressing environmental 
concern, consumers are willing to pay a higher price 
to buy environmentally friendly products. 
Nevertheless, not every consumer takes 
environmental action in purchasing eco-friendly 
products into consideration [3]. The decision in 
buying may depend on consumers’ background and 
experience. According to [5], consumer 
demographics and attitudes affect willingness to 
purchase green products. Lee [12] argues that there 
are several factors influencing green purchasing 
behavior of adolescents in Hong Kong; for example, 
perceived serious of environmental problems, 
perceived environmental responsibility, concern of 
self-image in environmental protection and so on. 
Previous study from [14] also reports that 
environsmental knowledge has a strong relationship 
with green purchase behavior. However, [6] indicates 
that attitude and demand for green products are 
uneven across different cultures and market 
segments. 
As a result, the understanding of main motivation 
which impacts consumers’ behavior of buying green 
products comprehensively in emerging markets is 
crucial. However, there are just a few studies focused 
in this field [11], especially in Thailand. 
Consequently, the objective of this research is to 
explore factors explaining Thai consumers’ behaviors 
towards buying green products. The paper begins by 
providing an introduction and background of this 
research. Subsequently, the methodology and the 
results from the quantitative study will be presented 
in Section 2 and 3. Finally, the paper concludes with 
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a discussion of the results, limitations and directions 
for future research. 
 
II. RESEARCH METHODOLOGY 
 
A. Population and sample 
Data for this research were carried out by means of 
hand-delivered questionnaires during April and May 
2017. Population in this study refers to consumers in 
Bangkok, Thailand who are buyers and consider 
green products buying.  The study’s scope was with 
consumers whose ages are more than or equal to 18 
years old. Population samplings were collected for 
estimation of population proportion in case number of 
population is unknown. The level of error is set at 5 
percent and 385 samples [4] were collected by way of 
convenience sampling. Complete questionnaires were 
returned and used to analyze data for 288 cases, 
representing 74.81 percent of all queries collected. 
 
B. Research Instrument  
Instruments used in the study are questionnaires, 
which are composed of four parts. The first part 
includes socioeconomic and demographic variables 
(inquiries about general information, socio-economic 
characteristics of green product consumption) 
consisting of 15 queries. The second part is quires 
about knowledge and understanding about green 
products. The third part is the main part of the 
questionnaire. A question of 49 items was developed 
regarding literature review and previous studies. All 
statements were formulated on 5-point Likert-type 
scale [17] ranging from “strongly disagree (1)” to 
“strongly agree (5)”.The final part is inquiries about 

opinions and ideas on how to promote green products 
in practices. 
C. Validity and Reliability 
Thirty sets of questionnaires were tested for 
reliability, with Cronbach's Alpha Coefficient 
obtained equal to 0.957, which was considered 
reliable and could be used to collect data from the 
samplings. 
 
D. Analytical Techniques  
Data analysis from the questionnaires was divided 
into 2 parts, i.e. 1) Demographic of respondents and 
general data analysis with mean, standard deviation 
and percentage, and 2) Grouping of variables 
influencing on decision to purchase green products by 
using factor analysis. 
 
III. RESEARCH FINDINGS 
 
A. Demographic profile 
Demographic profile indicated that the majority of 
the respondents, 64.6 percent, were female aging 
between 23-37 years and accounted for 66.0 percent, 
followed by 19.7 percent aging between 38-52 years. 
75.5 of them were single and about half of 
respondents, 56.8 percent, had got bachelor degree. 
Most of respondents were businesspeople working in 
private company, followed by students, accounted for 
48.3 and 31.3 percent, respectively. The salary or 
allowance of respondents was in the range of 15,001-
30,000 baht, accounted for 48.3, and followed by 
31.3 percent of them having no earnings as there were 
students. The majority of the respondents, 52.4 
percent, had lived in their own houses. Details are 
demonstrated in Table 1. 

Characteristics                                                          Percentage 

Gender 
 

Male 35.4 
Female 64.6 

Age 

18- 22 years 8.2 

23-37 years 66.0 

38-52 years 19.7 

More than 53 years 6.1 

Marital status 

Single 75.5 

Married 20.4 

Separate 4.1 

Education qualification 

Higher school or below 19.7 

Bachelor 56.8 

Master or above 23.5 

Profession 

Student 31.3 

Government officials/State enterprise 8.8 

Businessman 48.3 
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Self-employ 9.5 

Others  2.1 

Income 

No income 31.3 

Less than 15,000 baht 8.8 

15,000-30,000 baht 48.3 

03,001-45,000 baht 9.5 

45,001-60,000 baht 1.4 

More than 60,000 baht 0.7 

Resident 

Home 52.4 

Apartment/Condominium 23.8 

Dormitory 23.8 
Table 1. Demographic of respondents 

 
Table 2 reveals that 31.3 percent of the respondents 
bought green products once a month followed by 25.2 
percent buying them less than once a month. The 
finding shows that about 10 percent of the 
respondents had never bought green products. The 
main reason for buying green products was to protect 
environment (41.6 percent) and about 80 percent of 
respondents thought that the concerns on 

environmental friendly issues were important. 
However, only 44.9 percent considered green 
products at first sight while 25.9 of them were 
reluctant to buy. The major barrier came from the 
price of the products being higher than conventional 
ones, followed by inconvenience to use which 
accounted for 37.3 and 21.8 percent, respectively. 

Buying behavior                                                       Percentage 

Buying frequency  

Less than a month 25.2 

Once a month 31.3 

1- 6 month  9.5 

6-12 month 4.8 

seldom 19.7 
Never  9.5 

Main reason 

Protect environment 41.6 

Price and quality are equivalent  4.3 

Design  6.0 

Safety for health  38.7 

Durable 0.9 

Promotion 4.3 

Advertising 4.3 

Intention to buy green 
product 

Yes  78.2 

No 0.7 

Not sure 8.2 

Barrier in buying green 
product 

Expensive 9.5 

No certificate to be sure 37.3 

Difficult to buy 11.6 

Inconvenience to use 21.8 

No hinder 15.0 
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Other  14.3 
Table 2. Information towards buying green products 

B. Knowledge and understanding about green 
products 
Results from Table 3 demonstrate that a mean score 
of knowledge and understanding about green 
products equals to 3.80 (S.D. = 1.81) out of 10. It is 
indicated that the respondents still had less 
knowledge about green products. 
 

Level of  knowledge 
on green products n )(X  S.D. 

Total 288 3.80 1.81 
Table 3. Knowledge on organic food products 

 
C.  Factors influencing on intention to buy green 
products 
A factor analysis was used in order to categorize 
variables according to their buying intention using 
SPSS 22.0. From Table 4, the calculated value of 
KMO was equivalent to 0.871 representing that the 
existing data is appropriate to apply factor analysis 
technique. For the Bartlett's Test of Sphericity, which 
was used to test the hypothesis, the Chi-square was 
3,276.019 and p-value equaled to 0.00. Accordingly, 
the hypothesis (H0) was refused. Consequently, it can 
be concluded that the data collected was appropriate 
to apply the Factor Analysis technique. 
 

Kaiser – Meyer – Olkin Measure of 
Sampling Adequacy 

0.871 

 
Bartlett’s Test of 
Sphericity 

Approx. Chi-
square 

3,276.019 

df 703 
sig. 0.000 

Table 4. KMO and Bartlett’s test 
 
Then factor extraction was conducted in order to 
determine the number of factors influencing decision 
to buy green products which can be classified through 
Principle Component Analysis (PCA) with 38 
variables. A varimax rotation of orthogonal axes was 
chosen.  At the 25th cycle of factor extraction, 
eigenvalues greater than one was shown without 
Factor Loading Coefficient value less than 0.3. From 
the scree plot diagram with 38 variables, nine factors 
were distinguished as shown in Figure 1. 

 
Figure 1. Scree plot 

All nine factors influencing consumers’ behaviors on 
green products with eigenvalues greater than one are 
as follows. 
   

1) Perception on environmental concerns– 
Importance of this factor was at high level with 
eigenvalues equivalent to 4.241. Percentages 
of this factor that can explain all variances 
were at 1.160 consisting of 7 variables.  

2) Safety and health concerns– Importance of this 
factor was at high level with eigenvalues 
equivalent to 3.975. Percentages of this factor 
that can explain all variances were at 10.459 
consisting of 6 variables.  

3) Green packaging – Importance of this factor 
was at high level with Eigenvalues equivalent 
to 3.453. Percentages of this factor that can 
explain all variances were at 9.087 consisting 
of 6 variables. 

4) Convenience to buy – Importance of this factor 
was at high level with Eigenvalues equivalent 
to 3.343. Percentages of this factor that can 
explain all variances were at 8.798 consisting 
of 6 variables. 

5) Environmental attitude– Importance of this 
factor was at high level with eigenvalues 
equivalent to 3.168. Percentages of this factor 
that can explain all variances were at 8.336 
consisting of 4 variables. 

6) Subjective norms – Importance of this factor 
was at high level with eigenvalues equivalent 
to 2.857. Percentages of this factor that can 
explain all variances were at 7.518 consisting 
of 3 variables. 

7) Green product management – Importance of 
this factor was at high level with eigenvalues 
equivalent to 2.788. Percentages of this factor 
that can explain all variances were at 7.337 
consisting of 4 variables 

8) Environmental laws – Importance of this factor 
was at high level with eigenvalues equivalent 
to 1.337. Percentages of this factor that can 
explain all variances were at 3.518 consisting 
of 1 variable. 

9) Perceived value – Importance of this factor 
was at high level with eigenvalues equivalent 
to 1.130. Percentages of this factor that can 
explain all variances were at 2.974 consisting 
of 1 variable. 

 
The cumulative variance explained by all these nine 
factors equals to 69.188 percent. 
 
CONCLUSION AND FURTHER WORK 
 
This paper surveyed the market factors that have an 
influence on buying of green products. Structured 
questionnaires were employed to gather information 



International Journal of Management and Applied Science, ISSN: 2394-7926                                               Volume-3, Issue-11, Nov.-2017 
http://iraj.in 

A Study on the Consumers' Buying Behavior Towards Green Products in Bangkok 
 

30 

from 288 Bangkok Metropolitan respondents. Data 
were analyzed using descriptive statistics and Factor 
Analysis. Based on the findings, the respondents still 
had less knowledge about green products. The study 
also revealed that the barrier in buying green products 
was the price of the products which was higher than 
non-green ones. Results from Factor Analysis 
revealed that key important factors that consumers 
taken into consideration were 1) perception on 
environmental concerns, 2) safety and health 
concerns, 3) green packaging, 4) convenience to buy, 
5) environmental attitude,         6) subjective norms, 
7) green management, 8) environmental laws, and  9) 
perceived value.  
 
A.  Managerial implications 
The main contribution of this research is in finding 
the key factors which influencing Thai consumers in 
buying green products. This will lead to an 
overcoming of environmental problems and the 
emergence of sustainable development. The findings 
offer several implications. In order to encourage 
consumers to buy or think about green products, 
entrepreneurs and agencies should consider these key 
factors. Several strategies should be taken into 
account and lunched by the Thai government and 
marketers, for instance, setting programs and 
provides information to educate consumers through 
various social media platforms (e.g. facebook and 
twitter, etc.) regarding green knowledge, 
environmental awareness, the importance of 
environment protection and the consequences of 
using non-environmental products in the long run. 
Government may also announce tax exemptions and 
subsidies for green businesses in order to encourage 
companies to produce ecological products. This can 
help reduce price of products closer to the non-green 
ones which encourages and influences consumers to 
buy more ecological products. Nevertheless, both 
companies and organizations need to create and 
deliver green brand trust to customers and also adopt 
green marketing in a way of promoting 
environmental protection [14].  
 
It was interesting to note that the results of this study 
indicate “environmental law” is one of significant 
effects on green consumption behavior. This finding 
is in line with [11] which imply that law and 
regulation endorsed by authorities can play a 
significant role for shaping the peoples’ attitude in 
ecological products. Hence, environmental laws and 
regulations should be launched by authorities in order 
to protect people health and well-being by governing 
how individuals, governments and companies can use 
natural resources, land, and common resources. 
Environmental enforcement could facilitate all 
sectors to be seriously aware of environmental 
problems and enhancing their green producing or 
buying intentions.   
 

B.  Limitations and direction for future research 
There are some limitations for this study. The number 
of sample size is quite small compared to the whole 
population as well as focusing only in Bangkok, 
therefore, future studies may be useful to enlarge the 
sample size and extend to other provinces in 
Thailand. In addition, other statistical methods, such 
as cluster analysis, can be combined to classify 
customers into groups in order to help relevant 
agencies in providing suitable solutions for each type 
of customers and compare between generations of 
people. Furthermore, cause and effect analysis among 
those finding factors is also significant to be 
explored. 
 
In the next stage of this research, Decision Making 
Trial and Evaluation Laboratory (DEMATEL) 
approach will be employed to deal with the 
importance and causal relationships among those nine 
factors obtained from factor analysis in order to 
explain cause and effect relationship of consumers’ 
decision in buying green products. DEMATEL 
computations using Matlab will be continued and the 
final results will be reported in due course. 
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