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ABSTRACT

This research aimed to study the influence of corporate reputation,
environment-related personal traits, and demographic factor on consumer
behavior in the environmentally friendly product. The research used the
questionnaire as the research tool for data collection. The sample was 389
customers who bought the environmentally friendly products in Phetchabun by
purposive sampling method. The research apply descriptive statistics and partial
least squares analysis to examine the effect of the independent variables on the
dependent variable. The research results revealed that: (1) the majority of
respondents were below 30 years-old average and the largest percentage of income
group was less than 40,000 Baht per month, (2) the ultimate model of this study
consisted of 3 independent variables included corporate reputation, Age, Income
and the dependent variable was consumer satisfaction in environmentally
friendly product, (3) all 3 independent variables of the final model had significantly
influence consumer behavior in environmentally friendly product and could explain
the variances of dependent variable by 12.10 percent, and (4) the main finding of this
research was the key factors that affected the consumer behavior in environmentally
friendly product including corporate reputation in terms of consumer CSR, the
information disclosure for consumer, the reliable information for consumer, the
accurate information for consumer, consumer age and income.

Keywords: corporate reputation, environment-related personal traits, consumer

behavior, environmentally friendly product.
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(measurement model) fiaaiienlslfnnii 0.7 (Hair et al,, 2014; Hair et al., 2017)
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AN 2 WANITIASIZINANUATILALANULLTDN

fands AVE Composite Reliability (CR) | Cronbach’s Alpha
Green 1.0 1.0 1.0
Company 0.5 0.8 0.7
Gender 1.0 1.0 1.0
Age 1.0 1.0 1.0
Educat 1.0 1.0 1.0
Income 1.0 1.0 1.0
Personal 0.8 0.9 0.8
[(wom | [ovm ][ rew | [ Respons

Ql' a ¢ o Aaa a v
AMNN 2 Naﬂ’]'i’)Lﬂﬁ?%‘lﬂ(ﬂ"lLL‘UUVWWIQWU'@N'WU'JQEJ

3. WANSIATIZY Partial Least Squares an@akuulunIng 2 nuineduuszand
W@ UN1S (path coefficient) YoafwUsuiedeLdeaianis (company) LN (gender)

v [y

918 (age) N15ANW1 (educat) 579la (income) LLauaﬂwmumumﬂamuwuﬁﬂuaqmaau

215d15281M1sASUNU gaus

95



UA 16 a0UR 1 @ounsNIAU-AUNEU 2562

(personal) diAvindu 0.250, 0.041, -0.189, 0.098, 0.298 waz 0.049 MILERU Lazlaa
audetiu (RY) fiwanimnuanansavesdiuusiuluniseutennuwlsusiuvessulsan
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fidulinsredunndenldfevay 13.3 fedrmnuduiusiBedvinavesiinuueglusedu
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