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A MODEL FOR THE PROMOTION OF PROACTIVE ENVIRONMENTAL
CONSUMER BEHAVIORS
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Abstract

n this dissertation, the researcher studies (1) the levels of perception at which consumers

perceive environmental consumer behaviors, a man-nature perspective, a generative
perspective, symbolic-environmental harmony, functional-environmental harmony,
emotional-environmental harmony, environmental consciousness, and proactive
environmental consumer behaviors. The researcher also describes, analyzes and evaluates
(2) the proactive environmental promotion behavior model developed for this investigation.

The sample population consisted of Bangkok Metropolis consumers and purchasers of
products, all of whom were twenty years of age or older with the stratified simple random design.

Findings are as follows: The perceptions of consumers’ vis-a-vis the aspect of a generative
perspective positively influenced three harmony aspects at a statistically significant level.
Consumer perceptions of the aspect of a man-nature perspective solely exerted positive influ-
ence on functional-environmental harmony and emotional-environmental harmony. Consum-
er perceptions in respect to the aspect of symbolic-environmental harmony negatively influenced
environmental consciousness.Consumer perceptions concerning the aspects of functional-
environmental harmony and emotional-environmental harmony positively influenced
environmental consciousness. Consumer perceptions in the aspect of environmental
consciousness positively influenced proactive environmental consumer behaviors at the
greatest statistically significant difference with a coefficient difference at 1.240.

The major factor affecting proactive environmental consumer behaviors was consumer
perception of a generative perspective. It affected the transmitting factors of symbolic-
environmental harmony, functional-environmental harmony, and emotional-environmental

harmony at a high level of 1.524, 1.468, and 1.316, respectively.
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M1919 1
AINYIAIIUNAUNAUNIAUDINAITIATIERUY SEM Co-Variance Based

Index Value ALIATFIU 31489
Chi Square 1425.403 -
DF 561 -
Norm Fit 2.541 <31 Kline (1998), Ullman (2001)
RMSEA 0.060 < 0.08 Browne & Cudeck(1993)
GFI 0.911 > 0.90 Byrne, (1994)
NFI 0.923 > 0.90 Byrne, (1994),Schumacker & Lomax (2004)
AGFI 0.906 > 0.90 Byrne, (1994)

§ o

a3UNAn1SIe 1 AATIEN AILUUANNIT < 3 SeUf, Norm Fit < 5 sgauuiunans Kline

2 a

lAssasadaunaundui Ut auatdauseanydyd  (1998), Ullman (2001) Iag@unislasaasne way

Y

o

seAuigausulamuIasgILniIvun (Norm Fit  duUseandidunausngaanIn 2

0.873***‘ﬂ‘f‘

0.1471%**

—»

1.316%**

g
a a v

NUBWA: FILATAAULEUNITENIMILUTUR Sendn dudssEnsidunis
*0< 0.05 , ** p<0.01 , **p <0.001
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WINSOUIN (proactive environmental con-
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