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Abstract

The aim of this study was (1) to examine the influence of psychographic
characteristics decision-making style, perceived value, marketing communication and
attitude toward organic products future buying intention (2) to compare the personal
factors that influence purchase intention. The online questionnaire (Google From) was
used from the buyer of mother’s product in Bangkok. The total sample size was 384.
They were selected by using purposive sampling method . The research found that
the majority of mothers who bought baby laundry detergent in Bangkok were 30-39
years old, holding bachelor degree and having household income at least 50,000
baht/mount. The result of hypothesis testing indicated that. (1) trust in organic brand,
perceived value, social decision-making style (habitual or brand loyal) influenced future
purchase intention (2) personal factors in terms of age and educational level had an

effect on purchase intention.

Keyword: Psychographics, Perceived Value, Marketing Communication, Attitude

toward Organic Product, Purchasing
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