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Influential Factors On The Purchase Decision Of Green Products : A Case
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ABSTRACT

Title of Thesis Influential Factors On The Purchase Decision Of Green Products :

A Case Study Of Workers In Pathcomwan, Bangkok.

Author Mr. Taweesak Dinprapa
Degree Master of Science (Environmental Management}
Year 2006

The objectives of this study were to investigate demographic factors (personal
factors) and marketing mix's factors i.e. Product, Price, Place and Promotion influencing
on the purchase decision of green products and to apply and suggest marketing
strategies viable for the need of consumers. Data Collection was carried out using
questionnaire with workers employed in a business and with government officers
working in Pathoomwan's district, Bangkok. One hundred samples were used. Data
analysis was undertaken using SPSS and reported using descriptive statistics and
inferential statistics that was Chi-square to test hypothesis.

The result of this study sﬁowed that personal factors related to some of
marketing mix’s factors. Product factors were found to bé a crucial factor as comparéd
to other three factors since individuals prefer quality, size, shape and diversification of
green products. Similarly, Price factors were very important as the purchase decision of
the samples was based on reasonable price with a good quality. The price of green
products less than the price of ordinary products was preferable, Distribution channels
were also important but less than the two factors mentioned above. The samples
preferred to purchase green products from convenient stores and department stores.
The promotion mix was also very crucial because the purchase decision of customers
was based on discount, free samples, service after sale and the good image of

producers.



(6)

It can be suggested from this study that to enhance the effective of advertising
and public relation of the green products, clear, corrected, covered and updated
information about benefits and drawback of the green products must be provided
through medias such as television, radio, newspaper, magazine, broadcasting, direct
sale. Additionally, the price of the green products must be reasonable with their quality.
It is not necessary to decrease the product’'s quality so as to reduce its price. For
distribution channels, cultures and attitudes of religions and symbol must be taken into
consideration so as to prevent misunderstanding between consumers and producers.
Producers must apply for the project of green labeling so as to obtain certification and
meet standard. Finally, government must take action to encourage publics to aware of

social, ethic and environment.
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