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Abstract

This study on green consumer in Chiang Mai aims to explore green consumption
behavior, identify market segment and propose marketing strategies. Its survey covers 1,200
samples from buyers in fresh markets, shops and specific places for green trade. Results show
that 83% of the samples have no knowledge or no concerns about green consumption, while the
concerns are concentrated in the medium level of green consumption categorized by cluster
analysis. OLS and random effects under controls of level of green intensity indicates consistently
that number of family members, education level, family income and attitude on environment
problems significantly affect frequency of green uses. Marketing strategy for new consumers is

promotion, while strategies for current consumers are price and product.

Key words: Green Consumption, Green Consumer, Green Marketing, Market Segmentation
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NN 2-2 The Proposed Model of Green Purchase Behavior U893 Mostafa (2007a)

\ 4

NEO = Natural Environmental Orientation
NEP = New Environmental Paradigm

PEK = Perceived Environmental Knowledge
GPA = Green Purchase Attitudes

GPI = Green Purchase Intention

AGP = green purchase acceptance.
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Fincome 0.055 2.465 0.014

Note: R square (R*) = 0.077, Adjusted R square = 0.070, F = 12.212, p < 0.000

B = 3.351—0.002Sex —0.002Age — 0.045Mem ***+0.011Child + 0.074Head *-+0.11Edu ***-+0.055Fincome ** + ¢

*#% = Significance at 0.01, ** = Significance at 0.05, * = Significance at 0.10
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MeanProblem 0.261 9.416 0.000

Note: R square (R?) = 0.387, Adjusted R square = 0.143, F = 22.675, p < 0.000
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*#% = Significance at 0.000, ** = Significance at 0.05

a v A (%

= Ay v Y3 v o =
Nﬁﬂﬁﬁﬂ‘]&ﬂﬂllmlﬁﬂ\‘lﬁlﬂmu’ﬂ ﬂ%ﬂﬂ%?ﬂ?l&ﬁh?%ﬂiﬂﬂiﬁli@u TEAUNITANHIULIDY

Y a A A

9 v A @ 1 1 9 9 I a a ] =
519'l8v09n5 G oUGIRITIHAaARANNTNT UV IMTTUALS Tnafiden Tuiamauaued1ad]
v o w ana [] ~ g’z 9 [ [ o o 1 < 9
wedAyneana wlasunlas wenaniuudalte szauanudiysodszmuilymidiu
2 v a4 A g o~ ' Y 9 Y a A
#9190 (MeanProblem) NNV ININNHAADANWVNTUYRINM TV AV InaTiwed 1y

nUINedNiied 1Ay nINdna nuienud gus Inan lianudidyaedynidiu

g

2 o I a 1 a { ] 1
dunadenluszauge wiludus Inaddemvududuniidus Taan lildanuaulae

2 @ @ J [~ 0o w
Yymaawadeun1niin Wunuede malinissases Ifaumiuanudingvesdym




49

2 3 A v oA I I a
dunadey vieadnldauInoneslsyduisesmsinilewnsesysndaunadomiuiluid

a [ a v Aa <3 o 4
¥ (Lifestyle) 3J1ﬂﬂ’.l1ﬂ1iﬂi$Wi]G]GﬂiJﬁ3JﬂumJ (Trend) ﬂﬂzw11ﬁﬂmw1L§aquaﬂ1azw§a

dunadoulufagivanasla

9 ] [
nndudansy lamududsauiauaddi i lunuudiaes 1dun aundeves

a a a A S 1 a a [ s A
Wf]@lﬂiiﬂﬂWi‘UiIﬂﬂﬁl"’UfJﬂ] (MeanCharact)ﬂ'lﬁi]ﬁ’)ui’)ilqluﬂ'liﬂiiﬂﬂwﬁﬂﬂm"’VILWEJ

F9U3Ad0N (MeanFrequency) 3 H&§8U09713U3 1nAFIVY7 (MeanInvolve) LazAuaaH 1417

a a A .. = A Y [ A
VOIMIUS LnATVe (MeanSensitive) Nﬁﬂﬁﬁﬂ‘]&lTﬂllmlﬁ'ﬂﬁﬂﬁ@ﬂﬁﬁ‘ﬂ 4-15

td' = v o a a A A v o a
M3199 4-15 wansanatemvuagluuunsys Inaduel lagiiuiladenaund

AR mdulszans (B) | Mananaaol (ttest) | seantisdinmaana (Sig)
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Age -0.001 -1.189 0.235
Mem -0.035 -2.671 0.008
Child 0.017 0.879 0.380
Head 0.013 0.355 0.722
Edu 0.055 3.519 0.000
Fincome 0.026 1.514 0.130
MeanProblem 0.060 2.498 0.013
MeanCharact 0.171 5.318 0.000
MeanFrequency 0.634 16.076 0.000
Meanlnvolve -0.004 -0.103 0.918
MeanSensitive 0.148 4.379 0.000

Note: R square (R*) = 0.689, Adjusted R square = 0.474, F = 77.002, p < 0.000

B = 0.656 —0.011Sex —0.011Age —0.035Mem **+0.017Child +0.013Head + 0.055Edu ***
+0.026Fincome + 0.060MeanP roblem *** +0.171MeanC ha *** +0.634MeanF requency ***
—0.004Meanl nvolve + 0.148MeanS ensitive ***

*#* = Significance at 0.000, ** = Significance at 0.05
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Constant Sig (+) Sig (+) Sig (+)
Sex
Age
Mem Sig (-) Sig (-) Sig (-)
Child
Head
Edu Sig (+) Sig (+) Sig (+)
Fincome Sig (+) Sig (+)
MeanProblem | luoglunundians Sig (+) Sig (+)
MeanCharact | Weglunuusiaes | lueglunpudiaes Sig (+)
MeanFrequency | lueglumuvdiass | luedlunuvdiaes Sig (+)
Meanlnvolve | IWeglusuusiaes | lusglunundiass
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Random-effects GLS regression

Group variable: typeooutl ~r

R-sq: within = 0.0761
between = 0.4244

overall = 0.0766

15199 4-17 Waﬂ'l'iﬁﬂ‘HWIﬂfJLL‘lJUﬁ'la@Q Random Effects

Number of obs = 1039
Number of groups =5
Obs per group: min = 31
avg =207.9

max = 862
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Wald chi2(7) = 85.48
Prob >chi2 = 0.0000

corr (u_i, x) =0 (assumed)

meanuse Coef. Std. Err. zZ P>z
sex -0.00172 0.03922 -0.04 0.965
age -0.00230 0.00151 -1.52 0.128
men -0.04466 0.01700 -2.63 0.009
child 0.01107 0.02581 0.43 0.668
head 0.07425 0.04625 1.61 0.108
edu 0.10952 0.02038 5.37 0.000
fincome 0.05475 0.02221 2.47 0.014
_cons 3.35104 0.12400 27.03 0.000
sigma u 0
sigma_e 0.49556364
rho 0 (fraction of variance due to u_i)
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Marketing Mix N Minimum | Maximum Mean Std. Deviation
Product 1,039 2.67 5.00 4.0144 47379
Price 1,039 2.00 5.00 4.0988 55104
Place 1,039 1.67 5.00 3.6509 .60334
Promotion 1,039 2.00 5.00 4.3799 59711
Valid N (listwise) 1,039
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Product Price Place Promotion (Behavior: B

Product  |Pearson Correlation 1 3767 2927 370" 274"

Sig. (2-tailed) .000 .000 .000 .000

N 1039 1039 1039 1039 1039

Price Pearson Correlation 376 1 277 4517 284"

Sig. (2-tailed) .000 .000 .000 .000

N 1039 1039 1039 1039 1039

Place Pearson Correlation 2927 277 1 376 1717

Sig. (2-tailed) .000 .000 .000 .000

N 1039 1039 1039 1039 1039

Promotion |Pearson Correlation 370°) 4517|3767 1 057

Sig. (2-tailed) .000 .000 .000 .067

N 1039 1039 1039 1039 1039

Behavior: B |Pearson Correlation 274" 284" R .057 1
Sig. (2-tailed) .000 .000 .000 .067

N 1039 1039 1039 1039 1039

**_ Correlation is significant at the 0.01 level (2-tailed).
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