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Abstract- Ethical products are expected as tools for solving social problems. In Thailand, some types of ethical products are 
still unfamiliar for Thai customers. This research aims to explore the influence of Personal ethics, Trust and Perceived values 
on purchasing intentions towards ethical products categorized into 4 groups which are Environmental friendly product, 
Supporting community & poverty product, Organic product and No animal testing product. Results from questionnaire 
survey of 325 people in Thailand indicate that factors influencing on the purchasing intention of Environmental friendly 
products are Trust and Personal ethics. Factors influencing on the purchasing intention of Supporting community & poverty 
product are Trust and Perceived values. Factor influencing on the purchasing intention of Organic product is only the 
Perceived values, and factor influencing on the purchasing intention of No animal testing product is Trust. 
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I. INTRODUCTION 
 
Climate change, destruction of national resources, 
overflow city wastes, poverty and humanitarian 
violation on human and animals are critically 
worldwide problems and are recognized from many 
countries. To solve these problems, many developed 
countries use ethical products as tools by enacting 
policies to support the business that manipulate with 
low carbon, no harm for environment, reducing 
poverty,  no animal testings and no violation of 
human rights, whereas enacting regulations to control 
the business that’s against those issues. Therefore, 
products with ethical labels such as Carbon- footprint, 
Fairtrade, Organic food and No animal testings are 
well-known for consumers in many developed 
counties.  
 
Thailand also recognizes in these global problems 
and encourages its business to perform ethical 
manners. Although many companies in Thailand have 
responded to these global problems by producing 
ethical products and obtaining those ethical labels, 
these ethical products and labels are still not familiar 
for    Thai consumers and no evidence to understand 
their purchasing intention.   
 
II. LITERRATURE REVIEW    
 
ETHICAL PRODUCT 
Ethical products are products producing with 
environmental friendly processes, less effects to 
climate change, concerns of morality in both humans 
and animal treatments. This research classified ethical 
products into four categories, which are  
1) Environmental friendly product, 2) Supporting 
community & poverty product, 3) Organic product 
and 4) No animal testing product. 1) Environmental 

friendly products refer to products which are not 
harmful to the environment, saving water and energy 
and producing low carbon. These products’ labels are 
known as eco-friendly label, green label and 
carbon/water footprint label. 2) Supporting 
community & poverty products are products 
proposing for alleviating poverty of communities, 
concerning about equity and human rights as well as 
moral treatment to workers. Most consumers know 
them as Fairtrade and social business- products. 3) 
Organic products refer to products concerning about 
health and safety of consumers and the farmers. 
These products avoid the use of any chemical 
substances in all over the producing processes. 4) No 
animal testing products are products caring for animal 
rights, and unaccepted for any animal cruelty.  
 
PERSONAL ETHICS  
Personal Ethics derive from the person attitude, 
values, norms and moral status of each person. These 
attributes lead to individual behaviours in ethical 
issues (Victor & Cullen, 1988). Romu (2009) and 
Barnett et al. (as cited in Monika & Simona, 2014) 
stated that buying intentions in ethical products are 
depended on personal moral levels of consumers and 
their concern about others. Research finding of 
Monika and Simona (2014) revealed that the personal 
ethical factor influences on buying intention of 
Organic products, research findings of Yatish and 
Zillur (2015) also confirmed that the personal ethical 
factor affects on buying intention of Environmental 
friendly products, while research findings of 
Alexandra, Hazel & Ting-Hsian (2013) indicated that 
this factor also influenced on No animal testing 
products.   
 PERCEIVED VALUES  
Consumers will have intentions in buying products 
when they perceived in their values (Xiao & 
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Runnemark, 2015). Perceived values of ethical 
products can be determined as their abilities in 
cultivating consumers feeling proud in their 
contributions to communities, and their 
environmental protections. Research findings 
indicated that perceived values factor has influenced 
on buying intention of organic products and 
environmental friendly products when consumers 
have feeling in protecting environment (Monika & 
Simona, 2014; Yatish & Zillur, 2015; Watcharapon, 
Montri & Prayong, 2012).  
 
TRUST 
Trust is defined as the attainment of a level of 
customers’ confidence and belief in the   
commitments of products (Sirdeshmukh, Singh & 
Sabol , 2002). A study of Yatish & Zillur (2015) 
found that this factor affected on buying intentions of 
the environmental friendly products when the 

consumers feel untrust in those products, while a 
paper of Watcharapon, Montri & Prayong, 2012 also 
supported that buying intention will be increased 
when customers have more confident on those 
products.  
 
III. RESEARCH OBJECTIVE AND 
METHODOLOGY 
 
This quantitative research aims to explore the 
influence of personal ethics, trust, perceived values 
and social activities on purchasing intentions towards 
ethical products categorized into 4 groups which are 
Environmental friendly product, Supporting 
community & poverty product, Organic product and 
No animal testing product. Data is collected by 
questionnaire survey from 325 people in Thailand, 
and is tested  hypotheses  by t-Test, F-Test and 
Multiple Regression Analysis.   

 

 
     
IV. RESEARCH RESULTS  
 
This study gains 325 respondents, who are 249 
females (76.60%). Most respondents are 
undergraduate students (87.10%), and most 
respondents have age between 20-30 years (81.50%). 
For the types of social activities, survey shows that 
the environmental aspects such as forest- volunteer or 
waste- clearance are the most popular for respondents 
(40%), followed by the other social activity aspects 
such as donation (24%), the community development 
aspects (20.30 %) and the culture & religion aspects 
(15.70%) respectively. 
 
For the respondents’ opinions towards personal 
ethics, perceived values and trust in ethical products, 
this research categorizes these opinions into 4 levels 
which are low, medium, high and highest level. 
Results indicate that respondents have personal ethics 
at the high level (  = 2.82), and have perceived 
values in ethical products at the high level (  = 3.05), 
as well as have trust in ethical products at the high 
level (  = 2.88). In purchasing intention context, this 
paper determines purchasing intention from rapid 
buying, opportunity to repurchase and opportunity to 

suggest other persons. Results reveal that respondents 
have the most buying intention in Organic product (  
= 2.52), followed by Environmental friendly product, 
and Supporting community & poverty product  which 
have equal mean score (  = 2.38), and No animal 
testing product (  = 2.23), respectively. 
 
Results from hypothesis testing find that genders and 
education level have no difference in buying 
intentions, whereas age range causes different in 
buying intentions. Respondents age between 20-30 
years have difference buying intention in the 
Environmental friendly product from respondents age 
between 31-40 years, and respondents age between 
41-50 years have difference buying intention in the 
No animal testing product from respondents age 
between 31-40 years and 20-30 years. For the social 
activity context, results shows that respondents with 
different social activities have no difference in buying 
intention of ethical products. To analyze Personal 
Ethics (A), Perceived Values (B) and Trust (C) 
towards purchasing intentions, this research employs 
Stepwise Multiple Regression Analysis for 
hypothesis testing as shown in table 1-4. 
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Table 1

. Personal Ethics (A), Perceived Values (B) and Trust (C) towards purchasing intentions of Environmental friendly product (Y1) 

 
variables 

b SEb  t p-value 

(Constant) 1.349 0.184  7.327 0.000** 
C 0.184 0.037 0.261 4.903 0.000** 
A 0.178 0.058 0.164 3.094 0.002** 
SEest = 0.410 ; R = 0.326 ;  R2 = 0.106 ; F = 19.083 ; p-value = 0.000** 

** significant level 0.01 
  
Table 1 shows that most influence factor on buying intention in Environmental friendly product is Trust 
followed by personal ethics factor, as shown in equation 
 Y1  = 1.349 + 0.178A  + 0.184C 
     

Table 2. Personal Ethics (A), Perceived Values (B) and Trust (C) towards purchasing intentions of Supporting community & 
poverty product (Y2) 

 variables b SEb  t p-value 
(Constant) 1.534 0.126  12.203 0.000** 
C 0.163 0.043 0.237 3.814 0.000** 
B 0.123 0.044 0.172 2.766 0.006** 
SEest = 0.397 ; R = 0.360 ;  R2 = 0.130 ; F = 23.980 ; p-value = 0.000** 

** significant level 0.01 
 
Table 2 shows that most influence factor on buying intention in Supporting community & poverty product  is 
Trust followed by Perceived Values factor, as shown in equation  
Y2  = 1.534 + 0.123B  + 0.163C 
 

Table 3. Personal Ethics (A), Perceived Values (B) and Trust (C) towards purchasing intentions of Organic product (Y3) 
variables b SEb  t p-value 
(Constant) 2.064 0.133  15.47 0.000** 
B 0.151 0.043 0.192 3.511 0.001** 
SEest = 0.458 ; R = 0.192 ;  R2 = 0.037 ; F = 12.325 ; p-value = 0.001** 

** significant level 0.01 
Table 3 shows that only perceived values factor can have influence on buying intention in Organic product, as 
shown in equation Y3  = 2.064 + 0.151B 
 

Table 4. Personal Ethics (A), Perceived Values (B) and Trust (C) towards purchasing intentions of No 
animal testing product (Y4) 

variables b SEb  t p-value 
(Constant) 1.954 0.145  13.506 0.000** 
C 0.097 0.049 0.109 1.977 0.049* 
SEest = 0.543 ; R = 0.109 ;  R2 = 0.012 ; F = 3.908 ; p-value = 0.049* 

** significant level 0.01, and * significant level 0.05 
Table 4 shows that only Trust factor can have influence on buying intention in No  
animal testing product, as shown in equation Y4  = 1.954 + 0.097C 

 
DISCUSSION AND CONCLUSION    
 
Personal Characteristic factors which are gender and 
education are no affect on buying intention of ethical 
products, but the age range has affected on buying 
intention. This is consistent with theory of Lawrence 
Kohlberg's (1984) (as cited in Iddisah Sulemana, 
Harvey S.JamesJr., 2014) stated that personal ethics 
will be developed by increasing of age. Therefore, the 

business of ethical products can create marketing 
strategies and focus on these targets effectively. 
Types of social activities have no effect on buying 
intentions. This factor can be argued that as most 
respondents are still teenagers choosing social 
activities by their groups’ interests, not their own 
interests. Therefore, these activity persons undertake 
those activities without deeply recognize in the social 
needs or problems. 
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In terms of personal ethics, this paper reveals that 
Thai people are very helpful, and willing to help 
others such as offer seats for disable persons. 
However, Thai people still have less concerns about 
public problems, such as ignore for water save when 
having nation drought. To develop personal ethics, 
Thai government should cultivate spirits of public 
commitments to Thai-people. Personal ethics have 
influence on buying intention in Environmental 
friendly product. This can be argue that 
environmental problems are now relevant to every 
person such as waste problem and climate change, 
which are consistent with results of Yatish & Zillur 
(2015); G.D. Samarasinghea (2014). However, this 
factor has no influence on Supporting community & 
poverty product, Organic product and  No animal 
testing product. This can be objected that as those 
respondents are still in young, issues of healthy, fair 
treatment & equity to both humans and animals are 
still irrelevant those respondents.  Lawrence 
Kohlberg's (1984) (as cited in Iddisah Sulemana, 
Harvey S.JamesJr., 2014) designates that person will 
gain more concerns about humanity when they have 
more age.   
 
Perceived valued: Evidence in this study shows these 
products are successful in conveying their values to 
the consumers, as they are exulted in buying those 
ethical products, and glad to involve in helping 
environment and community. This factor has 
influence on buying intention in Supporting 
community & poverty product and Organic product. 
It can be objected that the community & poverty 
product and Organic product can reflect its values 
more clearly than the two other ethical products. 
Therefore, the community & poverty product 
consumers can feel as a giver, while the Organic 
product’s consumers can gain its healthy- values. A 
study of Monika & Simona  (2014) also supports that 
perceived values factor can affect on Organic 
products, but not affect on the Environmental friendly 
product and No animal testing product, which is 
inconsistent with evidence from Yatish& Zillur 
(2015) found that this factor has influence on 
Environmental friendly product. This can be 
explained that consumers are not direct receivers in 
values of both Environmental friendly product and 
Organic product, such as recycle-products , save 
climate-bags or cruelty free products. Therefore, they 
still have less recognized in benefits of these 
products.   
 
Trust: Results shows Thai-consumers are still 
uncertain about whether product’s income will go to 
the poor or powerless persons with the fair- sharing. 
This uncertainty may come from the lack of proper 
communication from those businesses. However, 
trust factor is very important as it can influence on 
buying intention in Environmental friendly product, 

Supporting community & poverty product, and No 
animal testing product. This is because the buyers do 
not have direct benefits from those 3 types of 
products, but they buy them for helping the poor or 
solving the social problems. Evidence from   Yatish 
& Zillur (2015) also supported that this factor 
affected on buying intentions of the environmental 
friendly products when the consumers feel uncertain 
in those products, while a paper of Watcharapon, 
Montri & Prayong (2012) also confirmed that buying 
intention will be increased when customers have 
more confident on these products.  
 
Suggestion          
          
To building trust and perceived product’s values,  the 
business should communicate and disclose their 
overall processes to the consumers, such as policies 
for hiring and paying for community members or the 
poor. The business should also encourage their 
customers to involve in their business’s process, 
making them feel as a business’s partner. The 
government should also promotes cultural of public 
concerns and contributions to their people.     
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