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Abstract

This research aims to study attitudes, health, and environmental awareness, and
marketing communication influencing consumers' purchasing decisions for organic
cosmetic products in Songkhla Province. The sample group consists of 250 consumers
in Songkhla Province who have previously purchased organic cosmetics. A purposive

sampling method was employed. For the analysis of causal relationship models. The
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study utilized the Partial Least Squares Structural Equation Modeling (PLS-SEM). The
research results revealed that factors such as attitude, health awareness, environmental
awareness, and advertising positively influence consumers purchasing consumers
purchasing decisions. Meanwhile, publicity and public relations, personal selling, sales
promotion, and direct marketing did not affect consumers’ purchasing decisions. This
study highlights the importance of fostering positive attitudes through effective
communication, impactful advertising planning, and the development of products and
services that meet consumer needs, particularly those related to health. It also
emphasizes the use of strategies focused on sustainability and environmental
conservation as key approaches to capturing consumer attention, building trust,
enhancing brand perception, and ultimately influencing purchase decisions. These
elements can contribute to the long-term sustainability of the business.
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Figure 1 Research Conceptual Framework
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Table 1: Descriptive Statistics

~

X SD Result
Attitude 3.78 0.84  Very Suitable
Health Awareness 3.96 0.84  Very Suitable
Environmental Awareness 3.62 1.20 Very Suitable
Marketing Communications 3.48 0.72 Moderately Suitable
Advertising 3.43 0.99 Moderately Suitable
Public Relations and News Dissemination 3.58 0.88 Very Suitable
Salesperson 4.10 0.92  Very Suitable
Sales Promotion 4.07 0.98  Very Suitable
Direct Marketing 1.78 0.62 Slightly Suitable
Decision 3.87 0.77 Moderately Suitable

Note: The rating criteria for suitability on a 5-point scale are as follows: 4.51-5.00 =Most Suitable, 3.51-4.50 = Very
Suitable, 2.51-3.50 = Moderately Suitable,1.51-2.50 =Slightly Suitable, 1.00-1.50 = Least Suitable

971 Table 1 wanswamslinsgidoyaieiuiiadeiidmaronisiaduladevesnou
wuvaouna Tnefiansunanade (Mean) wardrmudeaunannsgu (Standard Deviation) @4l
1as1au 5 seulunsussiiuanumnzanveusiartiaedy 9nnan1siesed wui Jaded
losumsussiiudneglusedu Very Suitable laun viruad (Attitude), AuRsEENAUEUA N
(Health Awareness), A1uAsEWTINETLUAMIN0L (Environmental Awareness), N3lduaz
ANsUsEdUNUS (Public Relations and News Dissemination), Win91uw1e (Sales Person)
LAz NN3ANE3UN3UY (Sales Promotion) G eiiA1iadvegsening 3.51-4.50 Tuvaigd A3
A0a151191159879 (Marketing Communications), n15laiweun (Advertising) kazn1ssndula
(Decision) gnaneglusziu Moderately Suitable TnefiAnadeszning 2.51-3.50 agnslsfn
N19MA1ANI9A TS (Direct Marketing) Lﬂuﬂ%%’mﬁmﬁgﬂﬁ’m&ﬂuwﬁu Slightly Suitable lagdl
@iWLaﬁaﬁwqmﬁ 1.78 LLamﬂﬁLﬁudﬁﬁmauLLwaaumﬂﬁmmﬁwﬁmﬁuﬂﬂﬁaﬁﬁaaﬂdﬂf]ﬁ]é’agm
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Table 2 Measurement Model of PLS (n=250)

Construct ltems Loading  CR*rho c  AVE
Attitude Knowl1 0.78 0.92 0.56
Knowl2 0.82
Knowl3 0.80
Feell 0.75
Feel2 0.69
Feel3 0.67
Behavl 0.75
Behav2 0.81
Behav3 0.67
Health Awareness Healthl 0.65 0.88 0.59
Health2 0.73
Health3 0.90
Healthd 0.71
Health5 0.81
Environmental Awareness Environl 0.84 0.96 0.85
Environ2 0.93
Environ3 0.90
Environ4 0.97
Environ5 0.95
Advertising Advert2 0.93 0.90 0.75
Advert3 0.80
Advertd 0.85
Public Relations PR1 0.91 0.86 0.67
PR2 0.88
PR4 0.65
Salesperson Sales3 0.97 0.94 0.89
Salesd 0.91
Sales Promotion Promo2 0.80 0.92 0.78
Promo3 0.96
Promod 0.88
Direct Marketing DirectMK1 0.97 0.91 0.84
DirectMK2 0.86
Decision-Making Dm1 0.71 0.88 0.64
Dm2 0.83
Dm3 0.84
Dm4 0.81

nugLnin: CR = Composite Reliability; **AVE = average variance extracted

9717 Table 2 HANITIATIEWANUNINTUTINLDU WU ST IAUIIFIENalAA1 AVE
AN 0.50 Feln19inf28Tau1eda Taun advert, salesl, sales2, prl, promotiond, Lag
directMK3 wan1snaaey wui1 MTTanneiilen Loading 8gsening 0.65 - 0.97 Fau1nniien
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115571 0.50 fiA7 CR 0g3331919 0.81 — 0.96 91NNI1ANNMTFIU 0.70 (Hair et al., 2013)
uazilen AVE aefsening 0.56 - 0.89 Fsitedagfluduasgiuilsisinnda 0.5 (Hair at al., 2013)
wansindasnnnunndeluiit inanunsataaldindefofauiismsuazannuduiusues
&1’36??5’@Lwiazﬁuma‘Luﬁ’JLLUiLamﬁ’uﬁcshqqm'"]mﬂ’mué’mﬂ’uﬁ‘ﬁ’uﬁfgfa’mqﬁuLLﬁJiﬁ’uLLamﬁq
Aranissnsadeiuun wasdian R vesiuusudenisindulatiendd 0.30 uansiniauysis 8
#7 anunsaeSutsauUsUTluA YT wlaiananlddesas 30.00 Feieineylusedud
(Cohen, 1988) @ wsumsfinnsanAnuaennsosseitlunalisauyAgiuiudeyalelszdny
wuilueauansnmaonadediusziuiivensuld oy dvilsinfiaesidsassads (Standard
Root Mean Square Residual: SRMR) aifhusvdiilfiusuifisusefuanunaunduiudeyaids
Usdnduaslumalunsdiiiuiouiioulunasesluna lnglddoyayaiien A1 SRMR aglutas
521919 0 89 1 WagATisnnIn 0.08 Usdiaaunaunauiia (Henseler et al, 2016) swadei
A1 SRMR fildvindu 0.11 Feeglunasisnnsgiufivensuld Snuilsdvifléinfe Normed Fit
Index (NFI) a4l Bentler and Bonett (1980) Ifiausly dwil NFI doglunqudviliiinaiiu
aoandenannauduing Inefldegszning 0 fls 1 JedrAiunnin 0.90 vsuendssziiuaiiy
naundufigs agndlsfnu Tunsidot wudn NFI Sdwinty 0.46 ulidneniagliig uwidseglu
ey ufiansoseniuld Fafuannsasuldiuuuhaesdiniuaenadesnauniuiy
Toyaidelszdny (Hair at al., 2013)

Table 3 Discriminant Validity: Heterotrait-Monotrait Ratio of Correlations (HTMT) (n=250)

1 2 3 4 5 6 7 8 9
1.Advertising
2 Attitude 0.64
3.Decision 0.22 0.47
4.Direct MK 0.09 0.15 0.16
5.Environmental 0.31 0.19 0.28 0.13
6.Health 0.87 0.66 0.38 0.06 0.49
7.Public Relations 0.83 0.82 0.30 0.19 0.45 0.85
8.Promotion 0.73 0.67 0.22 0.06 0.10 0.76 0.75
9.Salesperson 0.70 0.56 0.21 0.09 0.14 0.73 0.75 0.84

Y

910 Table 3 MINTIAUATIITIBIMTUTITUUNLAYAUN VB INATINVBUAALE
wUs nuTanasinveusariuUsansawendaldianydeuazivuiuinasinreswiuusdy
FanrnmsnauandliiiuinAm TS Su T Sasesaud suansdennaii s msadasiuun
\es1nuaniIsmaaeuynAIrIng 0.90 uagidulumue1unsgiuil Henseler, Ringle, and
Sarstedt (2015) Awuald Inonamnasgiu HTMT mstianlaiAu 0.90 Weagummignsiouds
Fauun fadu Tun1sideafsdanmnsnagdléan lweadndnianuiswsadsduunuay
aunsathlvieneilueaaunisiassasiela
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Table 4 Significance of Direct Effects-Path Coefficients (n=250)

H.  Relationships Std.  Std. t- P- VIF 2 Confidence Supported
Beta Error values values Intervals
5.0% 95.0%

H1  Attitude- 0.47 0.09  5.27* 0.00 213 014 032 0.61 Yes
>Decision

H2  Health->Decision  0.21 0.13 1.64 * 0.05 3.16 0.02 -0.01 0.41 Yes

H3  Environmental- 0.22 0.07  3.28** 0.00 1.50 0.05 0.11 0.33 Yes
>Decision

H4  Advertising- (0.26) 0.10  2.63** 0.00 260 0.04 -0.36 -0.07 Yes
>Decision

H5  Public Relations- (0.16) 0.13 1.22 0.11 242 001 -0.37 0.05 No
>Decision

H6  Salesperson>- (0.03) o0.11 0.32 0.37 267 0.00 -0.24 0.10 No
Decision

H7  Promotion>- 0.09 0.12 0.75 0.23 273 0.00 -0.07 0.31 No
Decision

H8  DirectMK- 0.04  0.05 0.66 0.25 1.06 0.00 -0.08 0.13 No
>Decision

NUWUA : *p<0.05, t>1.645,** p.01, £>2.327, (one tailed); SE: Standard Error, H: Hypothesis

310 Table 4 nan1svageUaANLAzIU WUl JaderuiiruaRinansenuidauinagnedl
ﬂaﬁwﬁzgsiamiﬁm%u%%amﬁmﬁm%m?mﬁ’lmqaaimﬁﬂﬁuaaﬁu‘%‘[miu Jeninasvan (B=0.47,
b < 0.00, t>5.27) atfuayuauuAgiudedl sesasnn Aetadefunisasemindedannden
ﬁqwam'amiéfﬂ%ﬂﬁ@mémﬁmsﬁm‘%mﬁwmﬂaail,ﬂﬁﬂ%qc:iu‘%‘[,miu Jeninawan (B=0.22, p <
0.00, t>3.28) aﬁ’uauuamﬁgm%’aﬁ 3 sasnAeiasedunslavandamadonisindulede
wﬁmﬁ’msﬁl,ﬂ%aﬁ’wmaaaﬂt,ﬂﬁﬂsuaﬂ@U%Imiu JanTnasvan (f=-0.26, p < 0.00, t>2.63)
atfuayuauudgiuded ¢ uagsonn Ao Jadesnunisnszminddesguniwdssadenisindule
Fondn aiiadeadienseeiuninveauilaalu fwmiaasuan (B=0.21, p < 0.05, t>1.64)
atvayuauufsiuded 2 egrslsfamanuidedudnuindadedn nslianuasnis
Uszorduniug n1sviglagldninaiy n1sduasuniseiy uaznsnatananselidanasonns
dndulaoindesdrensonsuninvesfuilaaly fainasardaiunanisideduildatuayu
auyAgiuded 5 aunfgiuted 6 auyAgiuded 7 aunfgiuded 8 a1 910 Table 4 A1 A
wUsUSIUSIN (Variance Inflation Factor; VIF) YouLUTUNlANGILs 1.06 4 3.16 30T
Lif s osanuduiusiZanmga (Multicollinearity) Tulmmans3ded drafutasanu
Jasiu (Confidence Intervals) nans3iasgsiuandliiuinléld3s Bootstrap iioUseiiugag
madestulunisvaaouin anmidedeldvesdauysies (Construct Reliability) fidngand

Y

sRutuiuugiegsliteddny (9 Table 4 Usznau)
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