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Abstract

The objective of this research was 1) to study the relationship between
consumers’ perception and attitude toward Eco-Fashion 2) to study the
relationship between consumers’ perception and purchasing decision process
toward Eco-Fashion 3) to study the relationship between attitude and purchasing
decision process toward Eco-Fashion. The samples group used in this research was
400 consumers in Bangkok, who had purchased Eco-Fashion product, by using the
questionnaires, the data was analyzed by using frequency, percentage, mean and
standard deviation. Hypothesis was analyzed by Pearson’s Correlation Coefficient
at the .01 level of significance.

The research results revealed that the majorities were females between
the ages of 31-40 years old, Bachelor’s degree, private employee and the most
purchased is clothes. The samples had high level of overall perception, the
overall attitude was good and high level of overall purchasing decision process.
Hypothesis test results found that 1) all consumers’ perception and attitude
toward Eco-Fashion was in moderate. 2) Consumers’ perception and purchasing
decision process toward Eco-Fashion was moderate. 3) Attitude and purchasing

decision process toward Eco-Fashion was moderate.

Keywords: Perception / Attitude / Purchasing Decision Process /

Eco-Fashion product
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