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Abstract 
 

This study uses a qualitative research approach to develop a conceptual framework for 
sustainable consumer behavior change in the context of Thailand. The methodology consists 
of the review of theories, concepts, and relevant research for using as model development, and 
the in-depth expert interview to confirm the conceptual framework. The research results can 
be summarized as a conceptual framework that attitudes on health and environment, 
marketing mix 4 Es, innovation, green finance, and government support affect awareness of 
green products and purchase intention, leading to sustainable behaviors that include green 
purchase behavior and 2R1U behavior. 
 
Keywords: Sustainable Consumer Behavior, Green Finance, Conceptual Framework 

 
INTRODUCTION 
 
Lately, the trend of Sustainable Development Goals (SDGs) has been being discussed more widely and 
given more attention, especially climate action and responsible consumption and production. As the world 
is at risk of facing extreme weather that is more severe. It is the cause of natural disasters that are more 
frequent and dangerous (United Nations Environment Program, 2022; Williams et al., 2022). It affects and 
changes the livelihoods of humans and animals. Many countries around the world, as well as Thailand and 
all sectors are aware and pay attention to the above environmental problems. Therefore, trying to jointly 
solve the problem by the government, accelerating the implementation of various policies and measures to 
determine the direction of the country's development, as well as being a role model for the business sector. 
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The business sector gradually adjusts strategies and business practices to be in line with environmental 
conservation, while the public sector is trying to change their lifestyle by consuming green products that 
are more environmentally friendly (Tetra Pak Index, 2021), as well as reducing the amount of harmful 
waste that pollutes living beings and the environment. 
For Thailand, the government and business sectors have been taking action to create a green society that is 
environmentally friendly for some time, while the change of the people's sector is still in its early stages. 
Only some of them have begun to change their behavior to consume more green products (Kasikorn 
Research Center, 2021). Therefore, it is interesting to see how the behavior of most Thai consumers should 
be adjusted to have sustainable behavior. This led to the research question about what are the processes or 
procedures for sustainable consumer behavior change and what are the influences of factors? The research 
results will be of great benefit to relevant sectors in using it as a guideline to drive consumers to transform 
their behaviors into sustainable behaviors to jointly prevent and solve environmental problems in a concrete 
way. 
 
Objective 
 
To develop a conceptual framework on sustainable consumer behavior, change in the context of Thailand. 

Related theories and concepts 
 
Theory of Planned Behavior 
 
Theory of Planned Behavior is a theory developed from Theory of Reasoned Action to predict and explain 
human behavior in specific contexts. The theory states that human behavior will come out from the intention 
of human to do that first and the intention is influenced by attitude toward the behavior, subjective norm, 
and perceived behavioral control. The study of consumer behavior related to green products in the past used 
Theory of Planned Behavior as the basis and applied other factors to explain further, such as environmental 
knowledge, environmental concerns, product awareness, and pricing due to the changing circumstances and 
environment of human society (Sheoran & Kumar, 2020; Wijekoon & Sabri, 2021; Zhuang et al. 2021). 

Diffusion of Innovation Theory 

 
Diffusion of Innovation Theory is widely used in the study of innovation because it addresses the 
perspective of those who use innovation in accepting and are interested in the easy implementation of 
innovation. The innovation must have features that make users perceive that it is more useful or valuable 
than what already exists (relative advantage). This is in line with the concept of user experience and needs 
(compatibility) which can be understood and used easily (simplicity or in theory mentions complexity), is 
available to try without binding any conditions (trialability), and can clearly see the change in a better 
direction (observability). In recent years, many studies related to innovation have applied the above five 
characteristics to studies, such as the studies done by Lou et al. (2017), Oturakci and Yuregir (2018), and 
Reyes-Mercado and Rajagopal (2017). 

Buying Decision Process 

 
Kotler and Armstrong (2017) described the buying decision process of consumers as when consumers are 
faced with new and complex buying situations. A consumer's buying decision must go through a 5 - step 
consideration and decision-making process, including need recognition, information search, alternative 
evaluation, purchase decision, and post-purchase behavior. The concept of buying decision process can be 
applied in the study to better understand consumer behavior toward green products because, in the context 
of Thailand, most consumers think that there are not many green products in the market. In addition, many 
types of products are new items that have just become available and are not widely used yet. 
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Sustainable Behavior 

 
Sustainable behavior is a responsible action aimed at protecting the natural environment and human society 
for the well-being of present and future generations (Anđić & Vorkapić, 2014; Tapia et al., 2013). Large 
groups of consumers are key to creating sustainable behaviors by helping to conserve finite natural 
resources, equitable access to resources, and mutual assistance (Choi, 2 0 1 6 )  through the consumption of 
green products, both tangible goods and intangible services, and reducing or eliminating the consumption 
of traditional products that do not pay attention to the environment (Siddique et al., 2 0 2 1 ; Soomro et al., 
2020; Chaudhary & Bisai, 2018). Moreover, after consuming the product, waste is another environmental 
problem that will follow. Helping to reduce the amount of waste is a behavior that helps conserve the 
environment (Nindyati, 2 0 1 4 ) , including reducing consumption to the extent necessary, avoiding 
extravagant consumption (reduce), for example, choosing to consume refill products (refill), reusing 
products that are still usable many times before discarding (reuse), such as reusing packaging bags until 
they run outperformance and the use of obsolete or unusable products to invent, modify into new products, 
or use for other purposes without going through the industrial processing process (upcycle). These 
behaviors are in line with consumer lifestyles in daily life (Worasuda Khwansuwan & Satinee Wattanakit, 
2020). 

Green Purchase Intention 

 
Green purchase intention expresses the tendency and willingness of consumers to purchase green products 
(Amin & Tarun, 2 0 2 1 ; Siddique et al., 2 02 1 ) , which is consistent with Fontes et al. that explained that 
purchase decision is a characteristic that indicates the likelihood that an individual consumer will purchase 
a product for consumption. In addition, the willingness of the consumer to pay money to obtain the product 
that the consumer wants to consume (the Willingness to Pay) can also be an indicator of the intention to 
purchase the product. The studies done by Le (2021), Piyanoot Kamalanon et al. (2022), and Chaudhary & 
Bisai (2018) show that green consumption behavior, which is a sustainable behavior, comes after consumers 
have green purchase intention. This is consistent with the theory of behavior according to the plan that 
human behavior arises from the intention of humans to perform that behavior. 

Green Product Awareness 

 
Studies on green product awareness in the past, such as those done by Al-Kumaim et al. (2021), Lestari et 
al. (2021) , Prayoga et al. (2020) , and Wong & Tzeng (2021) , found that green product awareness is an 
important factor that leads to consumer intention to purchase green products. The studies did not clearly 
distinguish the components of awareness. Rather, green product awareness is described as demonstrating 
understanding, knowing, and thinking about green products under various circumstances, especially those 
related to the environment. It was found that the study separated the components of awareness into 2 
components: 1)  Recognition that refers to knowing or understanding the details of the products under that 
brand, and 2) Recall that refers to thinking or thinking of the brand when wanting products under that brand. 
The definition of each component above is similar to the studies in the context of green products (Piraporn 
Nuchprasert & Thirawat Chantuk, 2017; Rungnapa Somsakul & Prapon Premthongsuk, 2019). Therefore, 
the components of product awareness are classified into 2  components: Recognition, which represents the 
understanding or perception of green products, and Recollection, which represents thinking of green 
products when consumers get to know about the environmental situation. 

Health and Environmental Attitude 

 
Most studies of attitudes related to green consumer behaviors in the past mainly refer to environmental 
attitude because environmental conservation behaviors are associated with environmental awareness and 
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understanding, such as the studies done by Ampol Chayomchai (2020), Dhir et al. (2021), Li et al. (2019), 
Siddique and Hossain (2018) , Yadav and Pathak (2016) , and Zaremohzzabieh (2021) .  In addition, the 
situation of environmental problems changing from the past, causing natural disasters to become more 
severe and in turn affecting human lives and properties. This results in increased anxiety and stress in 
humans, leading to increased mental and physical health problems and potentially fatal outcomes 
(American Psychiatric Association, 2 0 1 9 ; Sciencealert, 2 0 2 2 ) .  However, few studies address health 
attitude, such as the ones done by Abdulsahib et al. (2019), Darsono et al. (2019), Effendi et al. (2015), 
and Nitima Aungatichart et al. (2020). In this study, health and environmental contexts were considered at 
the same time. The components of attitude were divided into 2  components: knowledge and concern for 
health and environment. This is in line with human attitude-forming processes according to the study by 
Bakanauskas et al. (2020). 
 

Green Marketing Mix 4Es 

 
A marketing mix is a group of marketing tools that are used together and consistently by business operators 
to communicate and present information to consumers and hopefully achieve a given marketing objective. 
Many studies in the past used 4 Ps and 4 Cs marketing mix tools to study. However, as consumer behavior 
in communicating and accessing information has changed, currently, digital channels, like social media, 
are more popular, because it is convenient and can access information that interests them easily and quickly. 
As a result, the customer journey has changed completely. The marketing mix 4 Es tool offered by Brian 
Fetherstonhaugh was adapted to the changed customer journey as the tool to make it more relevant to the 
current context (Konhäusner et al., 2 0 21 ) .  The marketing mix 4 Es consist of delivering a good product 
experience (Experience), presenting the right product value (Exchange), presenting products through the 
right channel at the right time (Everyplace), and creating a passion and attachment to the product until they 
become disciples (Evangelism). Kitiya Issavarestagul (2019) found that the above marketing mix 4Es is a 
tool that helps raise consumer awareness of green products. 

Green Financial Innovation 

 
The banking and finance sector is an industry that uses new technologies to develop innovations or financial 
products that will help prevent and solve environmental problems. Carbon Tracking is a green finance 
innovation developed by combining big data, artificial intelligence, and payment products. The service is 
currently being used to track and analyze the cumulative greenhouse gas emissions of various products that 
consumers are paying for. The tool calculates the number of greenhouse gases generated by the production 
and service processes of each product and shows the data as numbers graphs or pictures. This will allow 
them to track their own spending (Andersson, 20 2 0 ; Masayo, 2 0 2 1 ; New Energy Nexus, 2 0 2 0 ) .  The 
innovations have begun to be talked about more and more as the financial and banking sectors in foreign 
countries have started to gradually release innovations for consumers such as England and Japan, to make 
consumers aware of environmental problems and change their behavior. However, the carbon spending 
tracking tool is not yet available to Thai consumers. The Thai financial and banking sector is under study 
and development. Therefore, if consumers want to accept the carbon-spending tracker innovation and 
widely use it, innovation should have 5  attributes according to the innovation diffusion theory. This is 
consistent with the studies on financial products done by Jamshidi and Hussin (2 0 18 )  and Miranda and 
Balqiah (2020). 

Government Support 

 
Government support is essential in driving change in both the business and people sectors, especially the 
changes to prevent and solve environmental problems (Rajadurai et al., 2021) that require cooperation from 
stakeholder groups in all sectors, both businesses and people through the implementation of clear and 
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practical environmental policies and sufficient incentive measures to encourage people to pay attention and 
consume more green products. This is consistent with the studies of Din et al. (2016), Kumar et al. (2019), 
and Rajadurai et al. (2 0 2 1 ) , which found that government support affects consumers' awareness of green 
products. 
The results of the literature review can be summarized as the expected factors that may be important in the 
conceptual framework of sustainable consumer behavior in the context of Thailand, as shown in Table 1. 

 
  

Methodology 
 
This study is a qualitative research conducted by starting from the review of theoretical concepts and past 
research related to consumer behavior to understand the process of changing consumer behavior, especially 
the thought process of consumers in making a decision to buy green products, as well as the search for 
factors that influence behavioral change and the components of each factor. After that, they were used as 
information for model development for changing sustainable consumer behavior. Then the developed 
thought process and conceptual framework were used to conduct in-depth expert interviews to confirm the 
factors and components of each factor, as well as the relationship between the factors. This study requires 
a team of 7 experts, consisting of 1 expert on green product business operations, 1 expert on green product 
policy development and design, 1  expert on product analysis and development, 1  expert in planning and 
design related to marketing, and 3  green product consumers who have 7 , 4 , and 3  years of experience in 
consuming green products. 
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Results of the Study 
 
According to the review of theoretical concepts and past research related to consumer behavior and in-
depth expert interviews, the consumer's thought process in deciding to buy green products was analyzed 
and defined as shown in Figure 1 by applying the Planned Behavior Theory (TPB) and the Buying Decision 
Process concept to be applied in the analysis of thought process. It starts with consumers recognizing that 
they are interested in or wanting to consume certain products to alleviate their problems or satisfy their 
needs causing them to start searching for various information to be analyzed and compared. The source of 
information comes from consumers themselves who have knowledge, understanding, and concerns about 
the situation or problems that occur at that time, such as their own health and environmental issues. 
Eventually, it leads to an attitude toward those issues. Some of the information comes from outside 
consumers get, for example, from business operators trying to offer their products through marketing mix 
tools, from financial service providers that provide information through financial products and innovations, 
and from the government that provides information through the implementation of various policies and 
measures (Government Support). When consumers receive the information, they will compare the 
information to evaluate and select the products that best meet their needs which may be considered based 
on value, ease to buy, support to address environmental problems, and other benefits. Comparing such 
information will make consumers aware of green products (Green Product Awareness) that are products 
that can meet their needs the most. This results in the decision and intention to consume green products 
(Green Purchase Intention) and ultimately leads to repeated consumption of green products continuously 
resulting in green consumption behavior (Green Purchase Behavior), which includes sharing experiences 
and persuading others to use green products. 

 
Figure 1 Green Product Buying Decision Process 

 

According to the thought process of buying green products of consumers above, a conceptual framework 
for sustainable consumer behavioral change can be developed as shown in Figure 2. In other words, attitudes 
derived from knowledge and concerns about health and the environment are fundamental factors that can 
arise from within consumers themselves. It will make consumers turn their attention to green products until 
they become aware of green products. As for the marketing mix 4 Es tool that entrepreneurs try to use to 
offer green products and adopted green finance innovations help consumers to see their actions on the 
environment and the support of policies and incentives from the government that will create consumer 
interest and turn to consume green products. It is an external factor that helps consumers to recognize and 
remember green products, which is an element of awareness of green products more easily. And when there 
is awareness, it will result in a consumer's purchase intention, as demonstrated by the decision and 
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willingness to pay for choosing green products to consume until they have consumed green products and 
continued efforts to reduce waste in the long-term to create sustainable behaviors. 

 
Figure 2 Conceptual Framework for Sustainable Consumer Behavior 

 
Discussion 
 
According to the data analysis, it can be concluded that the change in sustainable consumer behavior 
(Sustainable Behavior), consists of Green Purchase Behavior and waste reduction behavior (2 R1 U 
Behavior). They are influenced by health and environmental attitude, which are internal factors from the 
consumers themselves and promotion from relevant sectors by obtaining information on green products 
through the marketing mix 4 Es from the business sector, information on spending that creates an 
environmental impact through green finance innovations from the banking sector and support information 
from the government sector, which is an external factor for consumers. These result in awareness of green 
products and subsequent purchase intentions for green products until sustainable behaviors are realized. 
 
Recommendations 
 
The developed conceptual framework of sustainable consumer behavior change can be used for empirical 
studies to analyze the influence of each factor to suggest supportive approaches to drive consumers to 
change their behavior sustainably and concretely. It can also be used as a basis for further study of other 
factors that may be relevant in the future. 
  

393



  

 

REFERENCES 
 

Abdulsahib, J., Eneizan, B., & Alabboodi, A. (2019). Environmental Concern, Health Consciousness and 
Purchase Intention of Green Products: An Application of Extended Theory of Planned Behavior. The 
Journal of Social Sciences Research, 1203-1215. https://doi.org/10.32861/jssr.54.1203.1215  

Al-Kumaim, N. H., Shabbir, M. S., Alfarisi, S., Hassan, S. H., Alhazmi, A. K., Hishan, S. S., Al-Shami, S., 
Gazem, N. A., Mohammed, F., & Abu Al-Rejal, H. M. (2021). Fostering a Clean and Sustainable 
Environment through Green Product Purchasing Behavior: Insights from Malaysian Consumers’ 
Perspective. Sustainability, 13(22), 12585. https://doi.org/10.3390/su132212585  

American Psychiatric Association. (2019). How Extreme Weather Events Affect Mental Health. Retrieved from 
https://psychiatry.org/patients-families/climate-change-and-mental-health-connections/affects-on-mental-
health 

Amin, S., & Tarun, M. T. (2021). Effect of Consumption Values on Customers’ Green Purchase Intention: a 
Mediating Role of Green Trust. Social Responsibility Journal, 17(8), 1320-1336. 
https://doi.org/10.1108/SRJ-05-2020-0191  

Ampol Chayomchai. (2020). Key Factors Affecting Product Awareness and Purchase Decision: A Study on 
Green Marketing and Consumer Attitudes in Green-Based City Asian Administration & Management 
Review, 2(2), 10-22. https://ssrn.com/abstract=3654552  

Andersson, D. (2020). A Novel Approach to Calculate Individuals’ Carbon Footprints Using Financial 
Transaction Data – App Development and Design. Journal of Cleaner Production, 256, 120396. 
https://doi.org/10.1016/j.jclepro.2020.120396  

Anđić, D., & Vorkapić, S. T. (2014). Interdisciplinary Approaches to Sustainable Development in Higher 
Education: A Case Study from Croatia. In K. Thomas, & H. Muga (Ed.), Handbook of Research on 
Pedagogical Innovations for Sustainable Development (pp. 67-115). IGI Global. 
http://doi.org/10.4018/978-1-4666-5856-1.ch005 

Bakanauskas, A., Kondrotiene, E., & Puksas, A. (2020). The Theoretical Aspects of Attitude Formation 
Factors and Their Impact on Health Behaviour. Management of Organizations Systematic Research, 
83(1), 15-36. https://doi.org/10.1515/mosr-2020-0002 

Chaudhary, R., & Bisai, S. (2018). Factors Influencing Green Purchase Behavior of Millennials in India. 
Management of Environmental Quality: An International Journal, 29(5), 798-812. 
https://doi.org/10.1108/MEQ-02-2018-0023  

Choi, J. (2016). Sustainable Behavior: Study Engagement and Happiness among University Students in South 
Korea. Sustainability, 8(7), 599. https://www.mdpi.com/2071-1050/8/7/599  

Darsono, N., Yahya, A., Muzammil, A., Musnadi, S., Anwar, C., & Irawati, W. (2019). Consumer Actual Purchase 
Behavior for Organic Products In Aceh, Indonesia. Proceedings of the 1st Aceh Global Conference 
(AGC 2018), https://doi.org/10.2991/agc-18.2019.43 

Dhir, A., Sadiq, M., Talwar, S., Sakashita, M., & Kaur, P. (2021). Why Do Retail Consumers Buy Green 
Apparel? a Knowledge-Attitude-Behaviour-Context Perspective. Journal of Retailing and Consumer 
Services, 59, 102398. https://doi.org/10.1016/j.jretconser.2020.102398  

Din, A. M., Wanni, L., & Sehar, R. H. R. (2016). Factor Affecting Green Awareness on Generation Y Purchasing 
Behavior towards Green Brand Products. Journal of Applied Environmental and Biological Sciences. 
6(11), 36-43. 

Effendi, I., Ginting, P., Lubis, A. N., & Fachruddin, K. A. (2015). Analysis of Consumer Behavior of Organic 
Food in North Sumatra Province, Indonesia. Journal of Business and Management. 4(1), 44-58. 
https://doi.org/10.12735/jbm.v4i1p44 

Jamshidi, D., & Hussin, N. (2018). An Integrated Adoption Model For Islamic Credit Card: PLS-SEM Based 
Approach. Journal of Islamic Accounting and Business Research, 9(3), 308-335. 
https://doi.org/10.1108/JIABR-07-2015-0032  

Kasikorn Research Center. (2021, October 12). Consumers are willing to pay for green products and services. 
Retrieved 16 February 2022, from https://www.kasikornresearch.com/th/analysis/k-social-
media/Pages/Green-FB-12-10-21.aspx  

Kitiya Issavarestagul. (2019). Marketing Strategies for Recycled Innovative Products and Processing Industry of 
Steel Furniture and Home Décor Products in Bangkok, Thailand. Asian Administration and 
Management Review. 2(2), 103-114. https://so01.tci- 
thaijo.org/index.php/AAMR/article/view/242836 

394



  

 

Konhäusner, P., Shang, B., & Dabija, D.-C. (2021). Application of the 4Es in Online Crowdfunding Platforms: A 
Comparative Perspective of Germany and China. Journal of Risk and Financial Management. 14(2), 49. 
https://www.mdpi.com/1911-8074/14/2/49 

Kotler, P., & Armstrong, G. (2017). Principles of Marketing (17 ed.). New York: Pearson.  
Kumar, R., Saha, R., P.C, S., & Dahiya, R. (2019). Examining the Role of External Factors in Influencing 

Green Behaviour Among Young Indian Consumers. Young Consumers, 20(4), 380-398. 
https://doi.org/10.1108/YC-12-2018-0921  

Le, T. B. D. (2021). Environmental Change Needs Behavioral Change: Consumer’s Green Purchase Behavior in 
Vietnam. IOP Conference Series: Earth and Environmental Science, 646(1), 012062. 
https://doi.org/10.1088/1755-1315/646/1/012062  

Lestari, E. R., Septifani, R., & Nisak, K. (2021). Green Awareness and Green Purchase Intention: the 
Moderating Role of Corporate Image. IOP Conference Series: Earth and Environmental Science, 
924(1), 012051. https://doi.org/10.1088/1755-1315/924/1/012051  

Li, G., Li, W., Jin, Z., & Wang, Z. (2019). Influence of Environmental Concern and Knowledge on Households’ 
Willingness to Purchase Energy-Efficient Appliances: a Case Study in Shanxi, China. Sustainability, 
11(4), 1073. https://www.mdpi.com/2071-1050/11/4/1073  

Lou, L., Tian, Z., & Koh, J. (2017). Tourist Satisfaction Enhancement Using Mobile QR Code Payment: an 
Empirical Investigation. Sustainability, 9(7), 1186. https://www.mdpi.com/2071-1050/9/7/1186  

Masayo, W. (2021). Visualizing CO2 Emissions Through Credit Card Payments: A New Data Science for a 
Green Future. Retrieved from https://www.tokyoupdates.metro.tokyo.lg.jp/en/post-482/ 

Miranda, N. G., & Balqiah, T. E. (2020). Role of Network Externalities and Innovation Characteristics in 
Influencing Intentions to Use an Online Bank: Moderating Technological Anxiety. International 
Journal of Business and Society. 21(3), 1352-1365. https://doi.org/10.33736/ijbs.3354.2020 

New Energy Nexus. (2020). Climate Fintech: Mapping an Emerging Ecosystem of Climate Capital Catalysts. 
https://www.newenergynexus.com/wp-content/uploads/2021/01/ New-Energy-Nexus-Climate-
Fintech-Report.pdf 

Nindyati, A. D. (2014). Green Behavior (Reuse, Reduce, Recycling -3R) at Home and at Workplace. The 5th 
International Asian Association of Indigenous and Cultural Psychology (AAICP) Conference. 
https://doi.org/10.13140/RG.2.1.3229.7365 

Nitima Aungatichart, Fukushige, A., & Mayuree Aryupong. (2020). Mediating Role of Consumer Identity 
between Factors Influencing Purchase Intention and Actual Behavior in Organic Food Consumption in 
Thailand. Pakistan Journal of Commerce and Social Sciences, 14(2), 424-449. 
http://hdl.handle.net/10419/222909  

Oturakci, M., & Yuregir, O. H. (2018). New Approach to Rogers’ Innovation Characteristics and Comparative 
Implementation Study. Journal of Engineering and Technology Management, 47, 53-67. 
https://doi.org/10.1016/j.jengtecman.2017.12.004  

Piraporn Nuchprasert & Thirawat Chantuk. (2017). The Study of Causal Relationship between Some Factors 
Affecting Brand Awareness in Led Lighting for Saving Energy. RMUTL Journal of Business 
Administration and Liberal Arts, 4(2), 38–51. https://so05.tci-
thaijo.org/index.php/balajhss/article/view/75470 

Piyanoot Kamalanon, Chen, J.-S., & Le, T.-T.-Y. (2022). Why Do We Buy Green Products? An Extended 
Theory of the Planned Behavior Model for Green Product Purchase Behavior. Sustainability 2022. 14(2), 
689. https://doi.org/10.3390/su14020689 

Prayoga, I., Adiyadnya, M., & Putra, B. (2020). Green Awareness Effect on Consumers’ Purchasing 
Decision. Asia Pacific Management and Business Application, 008, 199-208. 
https://doi.org/10.21776/ub.apmba.2020.008.03.4  

Rajadurai, J., Bathmanathan, V., & Azami, N. (2021). Online Purchasing Behavior of Green Products: A Case 
Study of Generation Y in Malaysia. The Journal of Asian Finance, Economics and Business. 8(6), 
305-317. https://doi.org/10.13106/jafeb.2021.vol8.no6.0305 

Reyes-Mercado, P., & Rajagopal. (2017). Adoption of Renewable Energy Technologies in Mexico. 
International Journal of Energy Sector Management, 11(4), 626-649. 
https://doi.org/10.1108/IJESM-02-2017-0001  

Rungnapa Somsakul & Prapon Premthongsuk. (2019). Direct and Indirect Effects of New Marketing Mix on 
Satisfaction by Using Online Shopping Application. RMUTI JOURNAL Humanities and Social 
Sciences, 6(2), 19–31. Retrieved from https://so05.tci-
thaijo.org/index.php/RMUTI_SS/article/view/206647 

395



  

 

Sciencealert. (2022). Extremely Hot, Humid Weather Could Kill a Person Far More Easily than We Thought. 
https://www.sciencealert.com/human-survival-in-hot-and-humid-conditions-is 

Sheoran, M., & Kumar, D. (2020). Modelling the Enablers of Sustainable Consumer Behaviour towards Electronic 
Products. Journal of Modelling in Management, 15(4), 1543-1565. https://doi.org/10.1108/JM2-12-2018-
0205 

Siddique, M. Z. R., & Hossain, A. (2018). Sources of Consumers Awareness toward Green Products and Its 
Impact on Purchasing Decision in Bangladesh. Journal of Sustainable Development, 11(3), 9-22. 
https://doi.org/10.5539/jsd.v11n3p9  

Siddique, M. Z. R., Saha, G., & Kasem, A. R. (2021). Estimating Green Purchase Behavior: an Empirical Study 
using Integrated Behavior Model in Bangladesh. Journal of Asia Business Studies, 15(2), 319-344. 
https://doi.org/10.1108/JABS-04-2019-0120  

Soomro, R. B., Mirani, I. A., Sajid Ali, M., & Marvi, S. (2020). Exploring the Green Purchasing Behavior of 
Young Generation in Pakistan: Opportunities for Green Entrepreneurship. Asia Pacific Journal of 
Innovation and Entrepreneurship, 14(3), 289-302. https://doi.org/10.1108/APJIE-12-2019-0093 

Tapia, C., Corral-Verdugo, V., Fraijo-Sing, B., & Duron, F. (2013). Assessing Sustainable Behavior and its 
Correlates: A Measure of Pro-Ecological, Frugal, Altruistic and Equitable Actions. Sustainability 
2013. 5(2), 711-723. https://doi.org/10.3390/su5020711 

Tetra Pak Index. (2021). The Rewired Consumer. Retrieved from 
https://www.tetrapak.com/content/dam/tetrapak/publicweb/gb/en/insights/documents/tetrapak-index-
report2021.pdf 

United Nations Environment Programme. (2022, February 23). Spreading like Wildfire: The Rising Threat of 
Extraordinary Landscape Fires. Retrieved from https://www.unep.org/resources/report/spreading-
wildfire-rising-threat-extraordinary-landscape-fires 

Wijekoon, R., & Sabri, M. F. (2021). Determinants That Influence Green Product Purchase Intention and 
Behavior: A Literature Review and Guiding Framework. Sustainability, 13(11), 6219. 
https://www.mdpi.com/2071-1050/13/11/6219 

Williams, A. P., Cook, B. I., & Smerdon, J. E. (2022). Rapid Intensification of the Emerging Southwestern 
North American Megadrought in 2020–2021. Nature Climate Change, 12(3), 232-234. 
https://doi.org/10.1038/s41558-022-01290-z 

Wong, W. M., & Tzeng, S.-Y. (2021). Mediating Role of Organic Labeling Awareness and Food Safety 
Attitudes in the Correlation Between Green Product Awareness and Purchase Intentions. SAGE 
Open, 11(4), 21582440211061565. https://doi.org/10.1177/21582440211061565 

Worasuda Khwansuwan & Satinee Wattanakit. (2020). The Increasing Value of Waste for Decorate and 
Fashion Products: Prototype Community at Khaoroopchang Munacipality, Songkhla Province. 
Retrieved from 
https://riss.rmutsv.ac.th/upload/doc/202103/OWT6kHgCfHlAxOgAL5Vk/OWT6kHgCfHlAxOgAL
5Vk.pdf 

Yadav, R., & Pathak, G. S. (2016). Young Consumers' Intention Towards Buying Green Products in a 
Developing Nation: Extending the Theory of Planned Behavior. Journal of Cleaner Production, 135, 
732-739. https://doi.org/10.1016/j.jclepro.2016.06.120  

Zaremohzzabieh, Z., Ismail, N., Ahrari, S., & Abu Samah, A. (2021). The Effects of Consumer Attitude on Green 
Purchase Intention: A Meta-Analytic Path Analysis. Journal of Business Research, 132, 732-743. 
https://doi.org/10.1016/j.jbusres.2020.10.053  

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the Factors Influencing Green Purchase Intention: A Meta-
Analysis Approach [Original Research]. Frontiers in Psychology, 12. 
https://doi.org/10.3389/fpsyg.2021.644020 

396



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




