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Abstract

The objectives of this research were 1) to study the level of consumer opinions
on the perception of environmentally friendly products, brand equity, and buying
decision process and 2) to investigate the relationships between environmentally
friendly products, brand equity, and the buying decision process. The researcher
conducted a study to determine the methods of data collection and research tools for
this exploratory research, which employed quantitative approach. The data was
collected through 400 online questionnaires using non-probability random sampling and
convenience sampling collection. Subsequently, the collected data underwent empirical
testing through Structural Equation Modeling (SEM). The results indicated that most fit
indices in the proposed SEM were within acceptable ranges (CMIN/DF = 2.044, GFl =
0.904, RMSEA = 0.051, IFl = 0.921, TLI = 0.905, and CFl = 0.920). The analysis revealed
the following key findings: 1) Environmentally friendly product symbols significantly
influenced brand equity as a transferring factor (p < 0.001), 2) Brand equity had a
significant impact on the consumer buying decision process (p < 0.001), and 3)
Environmentally friendly product symbols exerted a significant and indirect influence on
the consumer buying decision process through brand equity (p < 0.001). Consequently,
these findings offer valuable insights for formulating strategies to enhance brand equity
and stimulate consumer purchasing decisions.

Keywords: Environmentally Friendly Product Symbols, Environmentally Friendly

Products, Brand Equity, Buying Decision Process
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Figure 1 Environmentally Friendly Product Symbols (Thai Industrial Standards Institute, 2009)
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Figure 2 Conceptual Framework
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Table 1 Cronbach’s Alpha Coefficient of the Variable Studied

Variable Studied Number of Question Cronbach’s Alpha Coefficient

Green label symbol 2 0.8574
Energy saving number 5 label 2 0.750

Recycle label symbol 2 0.7515
Carbon Footprint label symbol 2 0.8468
Food safety label symbol 2 0.9312
Organic Thailand label symbol 2 0.9116
Brand Awareness 3 0.9067
Brand Quality 2 0.7980
Brand Association 2 0.8112
Brand Loyalty 2 0.8429
Problem Recognition 2 0.9228
Information Search 2 0.9126
Evaluation of Alternatives 2 0.8794
Purchase Decision 2 0.8561
Post-Purchase Behavior 2 0.8592
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Table 2 Interpreting the Results of the Grade Range

Grade range of average grades Level of Importance
4.21 - 5.00 Excellent
3.41-4.20 Good
2.61-3.40 Normal
1.81 - 2.60 Poor
1.00 - 1.80 Very Poor

pdsnduiirdoyauiiinseidielusunsudniogunisadn Tasldatfdenssaun
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Table 3 Number and Percentage of Samples Classified by Personal Factors

Personal Factor Number Percentage
(Person)

Gender

Male 180 45.00

Female 220 55.00
Total 400 100.00
Age

Under 20 years 28 7.00

Between 20-29 years 191 47.75

Between 30-39 years 80 20.00

Between 40-49 years 55 13.75

50 years up 46 11.50
Total 400 100.00
Education

Under Bachelor’s Degree 61 15.25

Bachelor’s Degree 266 66.50

Posteraduate 73 18.50
Total 400 100.00
Occupation

Student 77 19.25

Bureaucrat 58 14.50

Self-Employed/Freelance 109 27.75

Private Employees 122 30.50

Retire 21 5.25

Other 11 2.75
Total 400 100.00

YUIAVDINGUAIDENTTIUIUNEY 400 AU iadwunaume wud1 wladuweamnds
220 Au Anlusaway 55.00 wazmeie 180 Au Anlusaway 45.00
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Table 4 Overview of Mean, Standard Deviation, and the Level of Importance of Environmentally
Friendly Product Symbols

Environmentally Friendly Product Symbols X S.D. Level of Importance
Green label symbol 4.20 0.64 Good

Energy saving number 5 label symbol 4.48 0.55 Excellent
Recycle label symbol 4.33 0.60 Excellent
Carbon Footprint label symbol 4.13 0.69 Good

Food safety label symbol 4.35 0.63 Excellent
Organic Thailand label symbol 4.17 0.70 Good

Total 4.28 0.46 Excellent

d‘ | = 1 U I o ¥ [ ] £ .7 [ L4
1NNV 4 WU UNGUAIBYNAIUIU 400 AU Twiszﬂaﬂmaﬂﬂ@maﬂamaﬂwm

a (% L3
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Table 5 Overview of Mean and Standard Deviation of Brand Equity

Brand Equity )_( S.D. Level of Importance
Brand Awareness 3.94 0.76 Good
Brand Quality 4.18 0.67 Good
Brand Association a.17 0.67 Good
Brand Loyalty 4.31 0.59 Excellent
Total 4.15 0.55 Good

91NA15797 5 WU Tnquiied1adiuau 400 A 1szAUAINARLALYEIAMAIAT)
duanlunnsaudanudfgluseduinn denadewiniu 4.15 waslididsauuiingguyinn
0.55

Frydnualndnduedulnsdedunndeniidninadennrndui uaznszuiunisinauladevesiuslan 199

nuUNWNY Banande #3591 TnAn1SN1 way YN 55NENYE



200

dauil 4 nan1siaTedeyaniiunszuirunsanduladevesiuilan

Table 6 Overview of Mean and Standard Deviation of Buying Decision Process

Buying Decision Process )_( S.D. Level of Importance
Problem Recognition 4.24 0.60 Excellent
Information Search 3.96 0.74 Good
Evaluation of Altermatives 4.11 0.63 Good
Purchase Decision 4.18 0.64 Good
Post-Purchase Behavior 4.20 0.50 Good
Total 4.14 0.47 Good

a a0 W | ° v Y a ]
AINRITNN 6 WU UNYUAIDY1IUIU 400 AU T AUAMUANAUYDINTZUIUNTS
Andulageluninsiusinnuddgluszauun danedewinnu 4.14 wasddiuletuuunsgiu
Wiy 0.47

4

dauil 5 wan1sATEiANdanAdaTEnIslumadunIslassEdiudeyaleUszany

Table 7 The Results of the Index Value Indicate the Fit

The index value indicate the fit Measurement Statistics Results
Relative Chi-Square (CMIN/DF) (Hair et al., <3.00 2.044 Appropriate
2010)

Goodness of Fit Index (GFI) (Byrne, 2010) > 0.90 0.904 Appropriate
Root Mean Square Error of <0.08 0.051 Appropriate
Approximation (RMSEA) (Kline, 2010)

Incremental Fit Index (IFI) (Hair et al., > 0.90 0.921 Appropriate
2010) > 0.90 0.905 Appropriate
Tucker Lewis Index (TLI) (Hair et al., 2010)

Comparative Fit Index (CFI) > 0.90 0.920 Appropriate

NANTTIATILAALATIT 7 wudn Aradafildussidumnunaunduvedluinaannis
lassaremuannigiunmsideiuioyaideuszdndegluinasifiiinun Jeradanliuanads
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Mseszilunanisiavesdiulsiudydnvaiveandn s uinsredwindey
Tneldi5n1satas1zviosnUsznautliedudu (CFA) meluswnsu AMOS Usznousie dgyanual
aanlen dyanwailsendaliiues 5 dydnvalndndueianslafa dydnwalaainaisveu
Wyt dydnuaionnsvanade uardydnuaindnfusidunie warnmsleseilueanisia

(%
=

Yo3AuUTA1unsrUIunITAndulade (Buying Decision Process) Usgnaunig Problem,
Information, Evaluation, Purchase way Post Purchase Lilaiansandudseza@nsidunis (Path
Coefficients) Wu31 YNANILNANTNINUA A Teu1nndn 0.50 (Wiratchai, 1999)
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Figure 3 Path Diagram of the Structural Equation Model Used in the Research
after Model Modification
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Table 8 Number and Percentage of Samples Classified by Personal Factors

Results

Cause Variable Effect Brand Problem Information Evaluation Purchase Post-

Equity Recognition Search of Alternative Decision Purchase

Behavior

Environmentally SDE 0.831 - - - - -
Friendly Product  SIE - 0.636 0.725 0.813 0.737 0.811
Symbols STE 0.831 0.636 0.725 0.813 0.737 0.811
Brand Equity SDE - 0.765 0.873 0.978 0.887 0.976

SIE - - - - - -

STE - 0.765 0.873 0.978 0.887 0.976
R? 0.690 0.586 0.762 0.957 0.787 0.953

Note: SDE = Standardized Direct Effect, SIE = Standardized Indirect Effect,
STE = Standardized Total Effect
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