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Abstract 

Purpose – The purpose of this study is to investigate factors influencing the Thai millennial 

consumers’ intention to purchase clothing and accessories made from recycled plastic.  

Design/methodology/approach – The research relied on deductive reasoning through 

hypothesis testing; Statistical measurements were employed. Consequently, a descriptive 

quantitative research approach was utilized to conduct the study. The data were collected 

physically and virtually via a web-based survey. A total number of 393 responses from Thai 

millennial consumers who live in Bangkok and its vicinity were analyzed with the application 

of structural equation modeling. 

Findings – The result demonstrates that environmental concern, attitude, and perceived 

behavioral control have a significant relationship on purchase intention of green apparel, 

shoes, and accessories made from recycled plastic. Environmental concern also positively 

mediates the green attitude and has a stronger correlation toward attitude than purchase 

intention. The subjective norm, on the other hand, shows no significance.  

Implications – To encourage Thai millennial consumers' purchase intention of fashion 

products made from recycled plastic, fashion firms focusing on sustainability should 

implement the information-sharing or content marketing strategy related to plastic pollution in 

order to formulate a concern and hence green attitude among consumers. Moreover, they 

should highlight the products' attributes in order to connect with the consumer's altruistic 

reason for consumption. To formulate a positive social norm and add perceived social value 

into the product, influencer marketing and word of mouth strategy are advised. Moreover, 

fashion firms should make a greater effort in making fashion products made from recycled 

plastic more available in the market. Meanwhile, policymakers should put more efforts in 

formulating and implementing policies to ensure advantageous schemes for green fashion 

production firms and retailers to maintain an available and feasible competitiveness in the 

market. 

Originality/value – As consumer behavior studies in the discipline of sustainable fashion are 

lacking in Thailand, this study enriches the knowledge of sustainable fashion consumption in 

the Thai market and draws new insights into how fashion marketers, fashion firms, and 

policymakers should act in order to facilitate consumption of the eco-fashion made from 

recycled plastic. The application of the TPB framework further examines the Thai consumer’s 

psychological perception and current motivations regarding fashion sustainability, which has 

never been observed before.  

Keywords – green fashion, consumer behavior, buying behavior, recycled plastic, sustainable 

consumption, Thailand 
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1. Introduction
1.1. Background

Overconsumption of plastic has been one of the major environmental problems in Thailand             

for almost half a century. In 2018, Thailand was ranked as the fifth country that litters more                 

plastic wastes into oceans than the rest of the world combined (Leung 2018). City flooding               1

from clogged sewage, polluted water, and endangerment to marine wildlife and their habitat             

are some of the apparent examples created by plastic wastes (Pollution Control Department             

2017; Nikkei 2018; Pisuthipan 2018). As a consequence, several industries have started to             

find ways to encounter this problem, including the textile industry.  

The global textile industry remains as one of the greatest polluters and the second largest               

consumer of water usage in the world (Sahni 2016), cited by Nam, Dong and Lee (2017). For                 

the textile industry, the main application of plastic is to produce synthetic fibers and              

filaments. Common fabrics, such as polyester, nylon, and acrylic, are in fact synthetic             

materials. They are non-biodegradable and emit carbon dioxide and greenhouse gases in the             

production process (Farag 2016). Hence, the overproduction of inexpensive clothing to meet            

the rapid change in the fashion industry contributes greatly to environmental problems. The             

concept of fast fashion has escorted the throwaway culture into the clothing consumption,             

with products cheap enough they have become single-use purchases (Butler 2018). The            

overproduction and overconsumption of clothing led to a call for better waste management             

and a new, alternative choice for consumers: sustainable fashion. 

The sustainable fashion is defined as clothing, shoes, and accessories that are designed,             

manufactured and used in the most sustainable manner possible, in order to maximize             

benefits to both environmental and socio-economic aspects while minimizing adverse          

environmental impacts (Chan and Wong 2012; Green Strategy 2014). In practice,           

sustainability encompasses continuous work to improve all stages of the product’s life cycle,             

from design, raw material production, manufacturing, transport, storage, marketing, and final           

sale. Moreover, the use, reuse, repair, remake, and recycling stage of the product and its               

components are also incorporated (Green Strategy 2014). A Thai company called Tlejourn,            

1 In 2018, according to Leung (2018), half the world’s mismanaged plastic waste was generated by just five Asian countries: 
China, Indonesia, the Philippines, Vietnam, and Thailand. 

1



for example, upcycles plastic footgear stranded on the beach into the sole of a new pair of                 

shoes (Bhirasilpa 2016).   

Thailand is a country at the center of the Southeast Asian Indochinese peninsula with a               

population of approximately 68 million people (Central Intelligence Agency 2019). The           

country’s GDP per capita is 58,945 SEK with the country’s 3.7 percent year-on-year growth              

rate in the fourth quarter of 2018 (World Bank 2017; NESDB Thailand 2018). According to               

Statista (2019), the adult apparel industry in Thailand has a value of 84.2 billion SEK in                

2018, which increased by 2 percent compared to 2017. On average, Thai consumers spent              

about 4.3 percent of their total expenditure on clothing (Euromonitor 2017), cited by             

Marketingoops (2018).  

Contrasting to a survey reported that Thai consumers are becoming more concerned about the              

impact the fashion industry has on the planet , the majority of them are still somewhat               2

reluctant to act green. This practice mirrors similarly to what several studies have revealed              

that consumers do not often implement sustainable behaviors, even if they have expressed             

intentions to do so (see, for example, Carrington, Neville and Whitwell 2010; Eckhardt, Belk              

and Devinney 2010; Hiller Connell 2011). Research conducted by Cotton USA (2014)            

observed that Thai consumers had been expanding their clothing budget by almost 3 percent              

each year. Moreover, 58 percent of the participants claimed they purchase clothing at least              

once a month and discard clothing worn just once, all of which age less than a year old                  

(YouGov Omnibus 2017).  

The juxtaposition between the consumer’s mindset and consumption has become one of the             

challenges large companies and/or small eco-fashion providers have in order to shift from a              

linear economy to a circular economy. Sustainable consumption is a significant issue, as the              

United Nations Conference on Environment and Development (the Rio de Janeiro Earth            

Summit 1992) left a takeaway note that “only a transformation of [...] attitudes and behavior               

would bring about the necessary changes” (UNCED 1997). Scholars and professors Low and             

Davenport (2006, page 324) further demonstrated by a view that ethical consumers could             

2 75 percent of Thai shoppers said they seek sustainability in their apparel purchases (Cotton Incorporated's Global Lifestyle 
Monitor Survey 2018). 
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have “a role to play in changing the world” . For these reasons, the phenomenon of               

sustainable consumption and how to facilitate it is worth exploring.  

1.2. Research Gap/Problem 

While there are many strands of academic research examining sustainable consumer behavior            

in other developed and developing countries, such research is lacking in Thailand. Even             

though several studies focusing on sustainable consumption in Thailand are found, most of             

them share a relatively general focus on the relationship between the antecedents of             

sustainable purchase intention and behaviors (e.g., Maichum, Parichatnon and Peng 2016,           

Vantamay 2018). The majority of these studies also did not focus on fashion, e.g., Limwilai               

(2012) on green paper, or Leerattanakorn (2015), and Thanarak (2016) on green products in              

Chiangmai and Phitsanulok province, respectively. Therefore, a study focusing on sustainable           

fashion remains a gap in Thailand.  

The closely related research on the topic is a study of a brand green image in relation to                  

eco-branding of fashion products (Kan et al . 2017). The study focuses on the relationship              

between eco-branding and brand green image, which is the only study focused on sustainable              

fashion in the country. Other preceding studies did not locate a specific category of the term                

‘green product’, which is assumed to be for general green products available in the market.               

The study of the promotion of sustainable consumption behavior among young consumers in             

Thailand by Vantamay (2018) found out that all three independent variables derived from the              

Theory of Planned Behavior (attitude toward the behavior, subjective norm, and perceived            

behavioral control) can co-predict the intention to perform sustainable consumption behavior.           

Maichum, Parichatnon and Peng’s study (2017) of factors affecting a purchase intention            

toward green products of Thai young consumers also claimed that environmental attitude has             

a highly significant effect on consumers’ purchase intention and that the attitude also             

mediates the relationship between environmental concern, environmental knowledge and         

purchase intention toward green products. Furthermore, Assarut and Srisuphaolarn’s study          

(2012) found that environmental consciousness has no direct influence on purchase intention            

among Thai consumers but indirectly influences perceived product attributes and attitudes           

toward green products. However, there are no studies indicate the effect of environmental             
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concern toward fashion consumption in Thailand, which is a product category that            

contributes greatly to the environmental issue. 

While environmental technologies, economic policies, and social initiatives are all important           

for achieving sustainability, their success still rests on achieving actual changes in            

consumption patterns and behavior (Peattie 2010). Numerous models have attempted to           

incorporate both internal and external elements to understand the behavior of consumers            

(e.g., Hines, Hungerford and Tomera 1987; Stern 2000; Fishbein and Ajzen 2011).            

Furthermore, scholarships also examined the relationships among consumers’ perception,         

expectation, and buying behaviors for green fashion (e.g., Cowan and Kinley 2014; Han and              3

Chung 2014; Diddi and Niehm 2016; Nam, Dong and Lee 2017). These studies help to               

understand the structure of some intentional behaviors. However, limited research exists           

investigating how consumers perceive sustainable fashion, particularly those made with          

recycled plastic material, and what consumers expect from this particular fashion product.            

Therefore, findings from previous studies with a focus on other types of green fashion do not                

provide sufficient explanation for the understanding of consumer behavior regarding fashion           

products made from recycled plastic. As such, this study attempts to enrich the knowledge of               

green fashion consumption in the Thai market by providing a comprehensive understanding            

of the purchase intention in relation to sustainable fashion and possible strategies for fashion              

companies and policymakers to encourage consumer engagement in green fashion          

consumption. 

1.3. Purpose 

The purpose of this study is to investigate the effectiveness of psychological factors (attitude,              

subjective norm, perceived behavioral control, and environmental concern) as antecedents to           

influence Thai millennial consumers’ intention to purchase clothing and accessories made 

from recycled plastic. 

3 The term green fashion encompasses a wide range of products, such as apparel made of eco-advantageous fibers like 
organic cotton and hemp, shoes made of recycled fibers and accessories designed with longevity (Hiller Connell 2011). 
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2. Literature Review and Hypothesis Development 

2.1. The Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB) was chosen as the main theory to base the               

framework. TPB is the extended version of the Theory of Reasoned Action (TRA), purposed              

by Ajzen and Fishbein (1975), by including perceived behavioral control as an additional             

determinant of intentions and behavior to improve on the predictive power (Ajzen 1991). The              

TPB proposes that one’s intention to perform a behavior can be predicted by a combination               

of attitudes, subjective norms, and the individual’s perceived behavioral controls (Figure 1).            

Similar to the Theory of Reasoned Action, the TPB views consumers as a logical consumer               

who will perform thought-through research before making a buying decision on their own             

willpower.  

 

Apart from this theory, there are alternative lenses research that can be utilized to observe the                

phenomena in the field of consumer behavior, such as the TRA, the Unified Theory of               

Acceptance and Use of Technology (UTAUT), or the Rational Choice Theory (RCT). The             

choice of selecting the TPB is because the TPB is a commonly employed theory to predict the                 

achievement of a particular behavior. It is a more recent and improved version of the earlier                

TRA. Meanwhile, the UTAUT, proposed by Venkatesh et al. (2003), contributes to studies of              

technology adoption by consumers, which is not the focus of this study. Moreover, whereas              

the RCT assumes that the behavior is goal-oriented (Opp 2018), the TPB focuses on attitudes               

and not on goals, which is a more suitable theory to answer the purpose of this study. As                  

there are several studies that examined environmental issues using the theory of planned             

behavior (i.e., Kalafatis et al. 1999; Oreg and Katz-Gerro 2006; Kong et al. 2016), it is sound                 

to conclude that the TPB is a valid theory to rely on to understand consumer’s intention and                 

their buying behavior toward green products.  

 

In consumer behavior, TPB is commonly used to predict consumer’s purchase intention.            

Maichum, Parichatnon and Peng (2016) described intention as “a conscious plan of action,             

which specifically requires a behavior and motivation to actuate it”. Purchase intention            

refers to an attempt to purchase a product or service in the future. A positive purchase                

intention drives a consumer for actual purchase action, similarly, a negative purchase            
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intention restrains a consumer not to purchase (Mahmoud et al. 2017). There is a consensus               

among the experts that studies can also use purchase intention as an important indicator for               

estimating consumer behavior (Ihtiyar and Ahmad 2014). The TPB has been the widely used              

model for analyzing the intention of purchasing and has been used in green marketing fields               

numerously to test the validity in a different context. The purchase intention for green              

products is conceptualized as "the probability and willingness to prefer to purchase the             

product which has features of having eco-friendly features"  (Yusof, Singh and Razak 2013).  

Figure 1. The Theory of Planned Behavior (TPB) framework (Ajzen 1991) 

The TPB includes the following components to explain one’s behavior. 

2.1.1. Attitude (AT) 

Attitude refers to human’s basic approach to different objects (Ekström, Ottosson and            

Parment 2017). It is an evaluation of one’s views concerning everything surrounding them,             

such as objects, cultures, or even themselves, and the overall evaluation of a specific              

behavior. According to Ajzen and Fishbein (1977), people’s actions are an outcome of one’s              

belief and are found to be systematically related to their attitudes. The attitude toward              

behavior is determined by their accessible beliefs about the behavior. Ajzen (1991, p. 192)              

described a belief as “the subjective probability that a given behavior will produce a certain               

outcome”. An attitude consists of three components: feeling, opinion, and intention, which            

influence one’s buying behavior (ibid.).  
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A person's attitude influences the overall pattern of their responses to the object. When it               

comes to consumer behavior, consumers tend to engage in behavior when they have a more               

favorable attitude and intention for completing that behavior. However, having a positive            

attitude and intention does not mean they can automatically predict any further action (Ajzen              

1991; Ajzen and Fishbein 1977). In order to employ an attitude to predict behavior, one has                

to make sure that the attitudinal and behavioral entities come to correspond more closely in               

terms of their target and action elements. For instance, a finding of attitude and behavior               

relationship between environmental knowledge and intention to purchase eco-conscious         

fashion products would not be consistent if the attitudes were measured with respect to the               

general environment, whereas the behavior was directed at purchasing sustainable clothing           

from fast fashion brands (Roos 2018). Therefore, to use attitude as one of the factors to                

effectively predict one’s element, attitude and behavior have to direct to the same target with               

the same action. 

Attitude has been found to be a significant factor that influences the green purchasing              

intention and behavior. Kilbourne and Pickett (2008) described the environmental attitude as            

a predisposition behavior that consciously seeks to minimize the negative impact of an             

individual’s actions on the natural world. Many similar studies found that environmental            

attitudes have a direct influence on purchase intention toward green fashion (i.e., Chen and              

Chai 2010; Cowan and Kinley 2014; Han and Chung 2014; Zheng and Chi 2014; Nam, Dong                

and Lee 2017). Yu and Lee’s (2019) study of the effects of consumers’ perceived values on                

the intention to purchase upcycled products found that three values (i.e., green, emotional,             

aesthetic) had a significant positive effect on both product attitude and purchase intention.             

Studies by Mostafa (2009), Azizan and Suki (2014), Zheng and Chi (2014), reaffirmed the              

impact of environmental attitude as one of the major factors that influence the green buying               

behavior of consumers. Based on the previous findings, the author proposed that  

H1 = Attitude toward purchasing fashion products made from recycled plastic is            

positively related to purchase intention among Thai millennial consumers.  
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2.1.2. Subjective norm (SN) 

Subjective norm refers to an individual's perception about a particular behavior, which is             

influenced by normative beliefs and judgment of significant others (for example, families,            

relatives, close friends) (Ajzen 1991). It is a perceived social force before carrying out a               

particular behavior. This norm reveals the extent to which an individual feels morally             

responsible for others and how important a positive social image is to consumers (ibid.).              

Therefore, subjective norms do not only play an important role in an individual’s purchasing              

decision but also are positively associated with a consumer’s attitude toward certain types of              

behavior (Smith and Paladino 2010; Paul, Modi and Patel 2016). When purchasing products,             

a subjective norm plays a functional role in reflecting a consumer’s perception of his or her                

close relationships, such as whether their referents think the person should purchase a product              

or not, as well as his or her motivations to conform to the referents (Noble, Haytko and                 

Melancon 2009). Consumers are more likely to adjust their purchase intention when their             

referents have strong negative feelings about a product; likewise, a customer’s purchase            

intention would be elevated if others more positively reference the same product (Kotler and              

Keller 2012).  

 

Subjective norm has direct, significant relationships to environmental-related intentions         

(Smith and Paladino 2010; Zheng and Chi 2014), second-hand clothing consumption (Xu et             

al. 2014), organic cotton apparel (Han and Chung 2014), counterfeit fashion goods (Kim and              

Karpova 2009), and green product consumption (Paul, Modi and Patel 2016). Therefore,            

environmental awareness groups or influential persons who make claims about the positive            

effects of purchasing eco-friendly fashion products could influence consumers by giving out            

information regarding the topic. Based on previous findings, the following hypothesis was            

proposed for this study: 

 

H2 = Subjective norm is positively related to the purchase intention of fashion products              

made from recycled plastic among Thai millennial consumers. 

 

2.1.3. Perceived behavioral control (PBC) 

Perceived behavioral control refers to a person’s belief of how easy or difficult it is to control                 

any given behavior (Ajzen 2002). It reflects a perception regarding access to resources and              
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opportunities needed to accomplish that particular behavior, i.e., access to money, time,            

psychological obstacles, other related resources, and the focal person’s self-confidence in the            

ability to carry out the particular behavior (Ajzen 1991). Increased perceived behavioral            

control is a mix of two dimensions: self-efficacy and controllability. Self-efficacy refers to             

one's belief in one’s own ability to succeed in performing this behavior. It reflects the level of                 

perceived difficulty that is required to perform the behavior. Controllability refers to outside             

factors. It is one's belief that they personally have control over the performance of the               

behavior, or if it is controlled by external, uncontrollable factors, such as price and              

availability of a product. If a person has high PBC, then they have increased confidence that                

they are capable of performing the specific behavior successfully (Bandura 1977).  

 

PBC is not only a powerful factor influencing changes in attitude and behavior, but it is also                 

related to salient beliefs that regard PBC as crucial resources for decision-making (Ajzen and              

Madden 1986; Armitage and Talibudeen 2010). PBC positively influences consumers’          

attitudes and purchase intentions. The positive influences of consumers’ PBC toward           

intention to purchase green products are founded in several studies (i.e., Hiller Connell 2011;              

Han and Chung 2014; Maloney et al. 2014; Zheng and Chi 2014; Nam, Dong and Lee 2017).                 

Nonetheless, it is important to mention that the actual availability of resources, such as one’s               

economic resource, might hinder the ability of the consumers in creating an intention to              

purchase green products, which affect the willingness to pay (Manaktola and Jauhari 2007).             

Supporting what Joergens (2006)’s study found that consumers tend to purchase other            

traditional apparel instead of sustainable apparel if they consider the price for eco-friendly             

apparel to be too high. Therefore, consumers might not always purchase green fashion             

products influenced by PBC even though they have a positive attitude with the products              

(Mandese 1991). Consequently, this will result in a gap between the purchasing intention and              

buying behavior. For this reason, this study would cover the price factor to testify about the                

aspect of price in consumer’s PBC. Based on the previous findings, the author proposed the               

following hypothesis. 

 

H3 = Perceived behavioral control is positively related to purchase intention of fashion             

products made from recycled plastic among Thai millennial consumers. 
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Furthermore, the author would like to purpose an extra variable that associates the             

psychological processes to deepen the understanding of the study. 

2.1.4. Environmental concern as a motivation for green behavior (EC) 

A study by Dunlap and Scarce (1991) stated that a majority of people perceive environmental               

concern (in another words: seriousness of environmental problems) to be related to an             

increasing trend toward green products (see Oreg and Katz-Gerro 2006; Paul, Modi and Patel              

2016). This majority sees environmental problems not only as becoming more serious but             

also as a threat to humanity. A positive correlation between perceived seriousness of             

environmental problems through attitude and purchase intention of green products has been            

found in various studies. Paul, Modi and Patel (ibid.) found environmental concern plays both              

direct and indirect influences through attitude on green behavioral intention. Mostafa (2009)            

added that environmental concern, along with altruism, environmental knowledge, and          

skepticism toward environmental claims, are the major factors that influence the green            

buying behavior of consumers. Lasuin and Ching (2014)’s study on the relationship between             

environmental concern, social influence, self-image and the moderating effect of          

demographic factors (gender and ethnic group) on green purchase intention revealed that            

environmental concern and self-image showed positive significant relationship toward green          

purchase intention. However, there is also a contrast in results from different studies. A study               

in Pakistan by Bin Dost and Zia-ur-rehman (2013), for instance, argued that data from their               

statistical analysis reflect a minimal correlation between environmental concern and green           

purchasing intention, whereas social influence, self-image, man-nature orientation do         

influence green purchase intention of consumers. Nevertheless, the impact of the constructs            

may vary with different situational settings and changing reference objects, as Ajzen (1991)             

pointed out. There is a growing problem of plastic pollution in Thailand so the author               

hypothesized that there may be a relationship between the two variables in the Thai context.               

Hence, proposing the following hypotheses.  

H4a = There is a positive relationship between environmental concern and the            

environmental attitude of Thai millennial consumers. 

H4b = There is a positive relationship between environmental concern and the purchase             

intention of fashion products made from recycled plastic. 
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2.1.5. Green purchase intention 

Green purchase intention can be defined as the willingness of an individual to consider and               

prefer the green product rather than the conventional or traditional product in the decision              

making process (ibid.). Purchase intention can determine the probability of purchasing           

products from consumers. The more purchase intention means the more enthusiasm to            

purchase. The concept has been an important concept in marketing literatures, and many             

companies have used purchase intention as a predictor of sales of new products and repeat               

purchases of existing products (Ali et al. 2011). According to Zheng and Chi (2014), green               

purchase intention is considered to be one of the predictors of green buying behavior. Green               

purchasing intention is also an indicator of a subsequent behavior in response to the purchase               

of green fashion products (i.e., Kong et al. 2016; Nam, Dong and Lee 2017). Furthermore,               

the purchase intention of sustainable fashion can also be translated to actual buying behavior              

on green fashion products when the consumers believe that their effort on the consumption of               

green fashion products does bring positive effect (Follows and Jobbers 2000). 

2.2. Hypothesis Development 

Based on the above discussion, the author hypothesized relationships between factors to            

influence consumers’ intention toward purchasing fashion products made from recycled          

plastic as follows. 

H1 = Attitude toward purchasing fashion products made from recycled plastic is positively             

related to purchase intention among Thai millennial consumers.  

H2 = Subjective norm is positively related to the purchase intention of fashion products made               

from recycled plastic among Thai millennial consumers. 

H3 = Perceived behavioral control is positively related to the purchase intention of fashion              

products made from recycled plastic among Thai millennial consumers. 

H4a = There is a positive relationship between environmental concern and the environmental             

attitude of Thai millennial consumers. 

H4b = There is a positive relationship between environmental concern and the purchase             

intention of fashion products made from recycled plastic. 

Figure 2 illustrates the proposed theoretical framework. 
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Figure 2. The proposed theoretical framework 

2.3. Thai Fashion Industry Overview 

The fashion industry in Thailand accounts for 2.2 percent of the country’s GDP, being the 4th                

largest industry (Thailand Textile Institute 2018). It covers the entire supply chain: from             

growing raw materials, producing fibers and fabrics, dyeing, manufacturing garments, to           

sales (Office of Industrial Economics n.d.). The most common fiber produced in Thailand is              

manmade fibers. Polymer is the most used material that the country has to import. The               

production scale for manmade fibers is large. They create jobs for almost 11 percent of the                

entire workers in the textile production industry (ibid.). The production of natural fiber, on              

the other hand, remains as a local, small family enterprise that their production rate can not                

meet the industry’s rapid demands. Therefore, Thailand has to rely heavily on importing             

natural fibers from abroad (ibid.). The biggest segment of the industry, however, lies in the               

garment manufacturing segment, which accounted for 78 percent of the workers in the             

industry (ibid.). In 2018, the exporting value of textile and garments was 62,6 million SEK               

(Thailand Textile Institute 2018) which textile holds a greater account than garment exported.             

Therefore, textile and garment is one of the main sources of income of the nation, as well as a                   

job creation sector. The industry, however, is facing increasing competition from other            

countries that have more competitive advantages, such as lower production costs. Thailand’s            

main competitors are China, Indonesia, Cambodia and Vietnam (Office of Industrial           

Economics n.d.). 
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The domestic fashion market accounts for about 18 billion THB (5.5 billion SEK) in 2017,               4

which most of the revenue generated from the clothing segment (12 billion THB; 3.7 billion               

SEK) (Thailand Creative and Design Center 2018). The common business size is in either a               

small or medium enterprise (ibid.). Finding a local fashion store operating in an unofficial              

setting is also fairly common, such as a small stall in street markets, flea markets, and                

through online channels such as Facebook and Instagram. Since almost 7 in 10 Thai              

consumers shop for most of their apparel at unorganized outlets, such as street markets and               

independent stores (Cotton Council International and Cotton Incorporated 2018), it is hard to             

measure how big the scale of clothing is sustainably made. The assumption lies on the other                

side. Many of these fast fashion garments are made from manmade, synthetic fiber, without              

regulations concerning its effects on the environment. The exponential growth of e-commerce            

further enhances waste creation. Extra disposable items such as cartons, plastic bags, and             

packaging are also contributing to the environmental problem.  

4 Thai baht 
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3. Methodology
3.1. Research Strategy & Design

3.1.1. Research Strategy 

Bryman and Bell (2015) highlighted how the choice of methodology should be based on its               

ability to best answer the research questions and further be motivated as the most suitable               

way to reach the purpose of the study.  

To fulfill the research purpose, this research relied on deductive reasoning through hypothesis             

testing and statistical measurement. Because there are numerous numbers of research in the             

consumer behavior domain with the specialization in factors that influence consumers’           

buying intention, inductive reasoning felt out of question. Considering many scholarships           

have developed a profound understanding of this subject, it was more plausible to base this               

study on the existing body of knowledge. Therefore, choosing deductive reasoning is            

appropriate for this study. More specifically, the study utilized a descriptive quantitative            

research approach to test the hypotheses developed on the basis of the TPB. 

A descriptive study establishes only associations between variables and attempts to gather            

quantifiable information that can be used to statistically analyze a target audience or a              

particular subject (Creswell 2013). Additionally, as there was limited availability of previous            

studies in a similar domain of fashion in Thailand, conducting research in a descriptive              

manner would allow the researcher to observe natural behaviors without influencing or            

manipulating the variables in any way. Hence, having an accurate description of the situation.  

According to Babbie (2010), a quantitative approach is defined as the use of statistical,              

mathematical, or numerical analysis of collected or pre-existing data to determine the            

relationship between one variable (independent) and another variable (dependent or outcome)           

within a population. Bryman and Bell (2015) further highlighted that the quantitative method             

is suitable when a research project aims to generalize the numerical data across groups of               

people or to explain a particular phenomenon. It is usually conducted by collecting data              

through a survey, questionnaire, or poll.  
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3.1.2. Questionnaire Design 

A self-administered questionnaire was constructed based on the proposed framework hinged           

upon the Theory of Planned Behavior. It consists of 28 questions and an introduction of green                

fashion made from recycled plastic in order to introduce survey takers to familiarize             

themselves with the topic. All of the questions asked are close-ended questions where             

“respondents are offered a set of answers and asked to choose the one that is most closely                 

representing their view.” (David 1996, p. 253). It consists of multiple choices and five-point              

Likert rating scales. Questions with multiple choices were created to inquire about a             

respondent’s demographic information and their experience on whether or not they have            

bought eco-fashion products made from recycled plastic before.  

 

Questions in the form of Likert scales measured “the intensity of the particular judgment              

involved” (ibid., p. 158), and was used to ask respondents’ views toward factors that could or                

could not affect their decision to purchase fashion items made from recycled plastic. They              

had to select an answer from a range of one (1) to five (5). The responses were measured in                   

ordinal scale by using a five-point Likert Scale to measure the level of agreement as follows. 

 

 Strongly Agree equals 5 points 

 Agree equals 4 points 

 Neutral equals 3 points 

 Disagree equals 2 points 

 Strongly Disagree equals 1 point 

 

Similarly, questions with the negative statement were measured as follows. 

 

 Strongly Agree equals 1 point 

 Agree equals 2 points 

 Neutral equals 3 points 

 Disagree equals 4 points 

 Strongly Disagree equals 5 points 
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The questionnaires were designed in English and then translated into Thai. Each of the              

questions was assigned a code name according to the theoretical construct as follows.  

 

AT = attitude 

SN = subjective norm 

PBC = perceived behavioral control 

PI = purchase intention 

EC = environmental concern 

D = demographic 

 

For example, AT1 refers to Question 1, assessing one’s attitude. The questions are divided              

into five main parts, which are described as follows. 

 

Part 1 - Introduction of eco-fashion with recycled plastic materials. The terminology, images             

of example products available in the market and their price are presented.  

 

Part 2 - Questions to inquire about one’s opinion of the seriousness of plastic pollution in the                 

country to assess the environmental concern and the respondent's experience in purchasing            

fashion items made from recycled plastic. It comprises 2 questions (Q 1-2). 

 

Part 3 - Factors influencing consumer purchasing intention toward fashion items made from             

recycled plastic based on the TPB: attitude, subjective norm, perceived behavior control, and             

purchase intention which are made up of 17 questions (Q 3-19). 

 

Part 4 - Questions to inquire about one’s opinion toward their environmental concern. They              

are made up of 3 questions (Q 20-22). 

 

Part 5 - Respondent’s demographic questions: gender, age, education level, monthly income,            

civil status, and location. It comprises 6 questions (Q 23-28).  

 

These questionnaires helped to identify tendencies and attitudes toward purchasing fashion           

products made from recycled plastic and psychological and behavioral aspects of           
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environmental concern. The questions were based and developed from previous studies on            

similar topics (see Table 1 for all variables with corresponding scale items). To ensure the               

effectiveness of the answers, survey participants were asked to fill in their answers regarding              

their purchase intention of fashion products made from recycled plastic within a six-month             

time frame (April - September 2019).  

In order to ensure that the questions in the survey functioned well as expected, a pilot study                 

was recommended prior to the data collection (Bryman and Bell 2015). The pilot survey was               

sent to 10 people to test its logic and validity. The feedback helped to improve the question                 

structures and changes to improve the overall validity of the survey. See Appendix 1 for the                

final model of questionnaires.  

The answering time was approximately 5-15 minutes according to the pretesting samples.            

The survey was designed on the Google Forms application, which is a free online tool to                

create a questionnaire (https://docs.google.com/forms). The operationalization of the        

questions to test the study’s hypotheses can be observed in Table 1 below: 
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Table 1. Operationalization of the survey 

Theoretical Construct 
Amount 

of 
questions 

Indicator 
Type of 

Measurement 
Description Questions in the survey 

Code 
name 

Hypothesis 
Reference for 

question formulation 

- 7 
General 
information 

Nominal Scale 

To gather the 
consumer's 
demographical 
background. 

Demographic questions and the familiarity with 
green fashion (Have you ever bought fashion 
items containing recycled plastic material 
before?) 

D - (Jin 2019) 

Modified theory from 
the theory of Planned 
Behavior 

4 
Environmental 
concern 

Five-point 
Likert Scale 
1 = Strongly 
Disagree 
5 = Strongly 
Agree 

How much concern 
does one have as a 
national citizen and 
how important they 
think of the 
nation's plastic 
problem (Laddha 
and Malviya 2015). 

How serious do you think plastic problems in the 
nation have become these days? 

I usually keep myself update with the current 
plastic problem in the country. 

I'm willing to reduce my plastic consumption to 
help against the environmental problem in the 
country. 

I know what can be ways to reduce the 
seriousness of the problem. 

EC1 
EC2 
EC3 
EC4 

H4a = There is a 
positive 
relationship 
between 
environmental 
concern and the 
environmental 
attitude of Thai 
millennial 
consumers. 

H4b = There is a 
positive 
relationship 
between 
environmental 
concern and the 
purchase intention 
of fashion products 
made from 
recycled plastic. 

(Seyrek and Gül 2017) 
(Saichao 2016) 
(Davis, O'Callaghan 
and Knox 2009) 
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Theory of Planned 
Behavior 

5 Attitude 

Five-point 
Likert Scale 
1 = Strongly 
Disagree 
5 = Strongly 
Agree 

To assess a 
consumer's belief 
towards the action 
of buying green 
fashion products 
(Ajzen and 
Fishbein 1975). 

I think buying fashion items made from recycled 
plastic would be favorable. 

I think buying fashion items made from recycled 
plastic would be wise. 

I think buying fashion items made from recycled 
plastic would be useless. 

I think buying fashion items made from recycled 
plastic would not be valuable. 

I think buying fashion items made from recycled 
plastic would be good. 

AT1 
AT2 
AT3 
AT4 
AT5 

H1 = Attitude 
toward purchasing 
fashion products 
made from 
recycled plastic is 
positively related 
to purchase 
intention among 
Thai millennial 
consumers.  

(Nam, Dong and Lee 
2017) 
(Ajzen 2006) 
(Jin 2019) 

Theory of Planned 
Behavior 

4 
Subjective 
Norm 

Five-point 
Likert Scale 
1 = Strongly 
Disagree 
5 = Strongly 
Agree 

The extent which 
an individual feels 
morally 
responsible for the 
perceived social 
force from 
significant others 
and how important 
positive social 
image is to the 
consumer (Ajzen 
1991; Amjad 2009; 
Barber et al. 2014). 

If people whose opinion I value were given an 
explanation of what fashion with recycled plastic 
is, most of them would think that I should buy at 
least 1 product in the next 6 months. 

People who are important to me would 
appreciate me buying at least 1 product in the 
next 6 months. 

Opinions of people who are important to me 
affect my decision to buy eco-fashion products. 

Opinions of people in society affect my decision 
to buy eco-fashion products. 

SN1 
SN2 
SN3 
SN4 

H2 = Subjective 
norm is positively 
related to the 
purchase intention 
of fashion products 
made from 
recycled plastic 
among Thai 
millennial 
consumers. 

(Nam, Dong and Lee 
2017) 
(Sichao 2016) 
(Kikwilu, Frencken and 
Mulder 2009) 
(Ajzen 2006) 
(Jin 2019) 
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Theory of Planned 
Behavior 

4 PBC 

Five-point 
Likert Scale 
1 = Strongly 
Disagree 
5 = Strongly 
Agree 

the degree to how 
easy or difficult a 
person believes 
that they control 
any given behavior 
(Ajzen 2002). 

I think to buy at least 1 product within the next 6 
months would be (possible/impossible). 

It is mostly up to me whether or not I would buy 
at least 1 product within the next 6 months. 

How much control do you believe you have over 
buying at least 1 product within the next 6 
months? (financial, emotional, self). 

If I want to buy it, I can buy it. 

PBC1 
PBC2 
PBC3 
PBC4 

H3 = Perceived 
behavioral control 
is positively 
related to the 
purchase intention 
of fashion products 
made from 
recycled plastic 
among Thai 
millennial 
consumers. 

(Nam, Dong and Lee 
2017) 
(Ajzen 2006) 
(Jin 2019) 

Theory of Planned 
Behavior 

4 
Purchase 
Intention 

Five-point 
Likert Scale 
1 = Strongly 
Disagree 
5 = Strongly 
Agree 

the willingness of 
an individual to 
consider and prefer 
the green product 
rather than the 
conventional or 
traditional product 
in the 
decision-making 
process (Aman et 
al. 2012; Rashid 
2009; Ali and 
Ahmad 2012). 

within the next 6 months, 

I Intend to choose to buy recycled plastic fashion 
instead of traditional fashion. 

I would try to buy at least 1 product. 

If I see a retail store selling recycled plastic 
fashion, I would visit the store to purchase. 

I will consider switching to eco-friendly fashion 
brands for ecological reasons. 

PI1 
PI2 
PI3 
PI4 

Dependent variable 

(Seyrek and Gül 2017) 
(Nam, Dong and Lee 
2017) 
(Ajzen 2006) 
(Jin 2019) 
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It is important to note that this study does not intend to represent the entire population of the                  

Thai millennials in Bangkok and its vicinity. Furthermore, as the study’s purpose was to              

verify the existence and the influencing power of green purchasing intention toward fashion             

products made from recycled plastic in the context of Thai society, the study did not need to                 

be representative. 

3.1.3. Study Population and Sampling Plan 

The target population for this study is the Thai millennials, who were born between the year                

1981 and 1996. As of 2019, their ages range from 23 to 38 years old. They are the most                   

appropriate population because they are the largest consumer group of the population at the              

time this study is conducted (Department of Provincial Administration 2018). They have            

already entered the labor market, thus having sufficient purchasing power. Therefore, Thai            

millennials are the powerful force that drives the economy and society, and they are at the                

stage of life when they spend most of their earnings (Siam Commercial Bank 2014).  

The Thai millennials are tech-savvy, meaning that they are more receptive to information and              

trends. In fashion consumption, Thai millennials are three times more likely to be driven by               

trends than older consumers, according to a survey by Deloitte (2017). They are also the               

major contributor to the disposal of fast fashion products (YouGov Omnibus 2017) . This             5

group of the population is found to be less brand loyal and put more attention to their                 

appearance, especially online (FleishmanHillard Thailand 2018). Additionally, a study by          

TrendWatching also claimed that they long for changes within Thai society and expect             

brands to support a good cause (Virajoti 2015). Reflecting on their characteristics being             

studied, the researcher proposed that it would be interesting to know the role of factors to                

influence the purchasing intention toward the fashion products made from recycled plastic of             

Thailand’s largest consumer group.  

Bangkok and its vicinity (Nonthaburi, Pathumthani, Samut Sakhon, Samut Prakan, and           

Nakhon Pathom) were chosen as the target geographical location to conduct the survey             

because it is the center of national functions with the highest GDP (Center for Economic and                

5 YouGov Omnibus (2017) founded out in their research that 40 percent of Thai millennials discarded clothing wore just once, which all of 
them age less than a year old. 44 percent of them also shopped half of their current wardrobe within the past 12 months. 
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Business Forecasting, University of the Thai Chamber of Commerce 2018), as well as the              

researcher’s hometown. Therefore, it was easier to collect data, access information, and have             

a genuine understanding of the population sample. According to Department of Provincial            

Administration (2018), the population of Thai millennials who live in Bangkok and its             

vicinity are approximately 2,444,985 people. 

Due to a limited amount of time and resources, the sample was chosen based on               

non-probability sampling. The method selected was convenience sampling, in which a           

population was chosen based on the researcher’s convenience. The researcher determined the            

sample size by applying the equation proposed by Yamane (1973) at a confidence level of               

95% and precision level = 0.05. The total sample size is: 

n = N
(1+Ne )2  

n = 2,444,985
(1+(2,444,985 × 0.05 ))2

n = 2,444,985
6,113.4625

99.934  ≈ 400 samples n = 3

Where   n  = sample size or respondents for this research 

N = target population 

e  = precision level;  

at 95% confidence level, 5% precision level was assumed 

Therefore, the researcher aimed to collect at least 400 survey respondents. 

3.2. Data Collection Method 

3.2.1. Primary Data 

Obtaining primary data via survey is necessary to test the hypotheses. Survey participants             

were gathered in two approaches: virtually and physically. Virtually, survey participants took            
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part in the online survey by clicking on an attached link on social media outlets. The main                 

social media channels used to obtain survey participants are Facebook, Twitter, Line, and             

Facebook Messenger of the researcher, and the researcher’s family and friends. Moreover,            

three commercial pages on Facebook: Cheww.co, Environman, and Q Runway Bomb helped            

to share the survey link and some of the participants also spread the link on their own social                  

media profile. The survey link was active from April 10, 2019, until May 05, 2019. 332                

people participated in the online survey. As Google Form requires participants to complete all              

questions in order to be able to submit, all surveys were completed without any missing data.                

However, 30 respondents were discarded due to the invalid geographical area and unusual             

answering patterns, such as straightliners.  

Physically, the survey was distributed to the residents of Bangkok and its vicinity             

(Nonthaburi, Pathumthani, Samut Sakhon, Samut Prakan, and Nakhon Pathom). The          

researcher was on the field gathering physical data around Siam Square , Victory Monument            6 7

, and Chong Nonsi area. Before handling, the researcher would inquire about the person’s              8

age and living area to confirm their affiliation with the interest group. Paper and QR code are                 

the main distributing tools for the physical collection method. A total of 102 respondents              

were collected physically, while 11 of them were excluded due to missing answers and              

unusual answering patterns, such as those who choose one number to answer every question. 

In conclusion, a total of 434 people have completed the survey. Screening process then              

employed eligibility criteria to eliminate certain respondents who are either from different            

population groups or answered bias responses, such as straight-liners. After the screening            

process, a total valid response is 393, yielding an effective rate of 90.5%, and hence the                

sample size of this research is 393. 

3.2.2. Secondary Data 

The secondary data were used to formulate hypotheses and generate a body of knowledge for               

this research. They were drawn from various sources, including relevant books borrowed            

from the university’s libraries (University of Borås’s, University of Gothenburg’s, and           

6 Coordinates: 13°44'40.6290", 100°31'55.5594" 
7 Coordinates: 13°45'50.8824", 100°32'19.0464" 
8 Coordinates: 13°43'25.7340", 100°31'46.2360" 
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Chulalongkorn University’s), previous research papers, published articles, journals, scientific         

articles and other sources through related websites and forums, such as Thailand’s annual             

business report from the Ministry of Commerce – Department of Business Development. The             

database utilized in this thesis is provided by the University of Borås database sources, which               

is mainly Primo. The keywords used on the search engines for data collections are: green               

fashion, consumer behavior, green fashion Thailand, buying behavior, buying decision,          

recycled fiber, green fashion label. 

 

3.3. Data Analysis Method 

3.3.1. Theoretical Framework 

To identify what are the factors derived from the TPB that affect Thai millennial consumers’               

purchase intention toward eco-conscious fashion products made from recycled plastic, this           

research was focused on two main groups of factors: 1) individual psychological factors,             

which include attitude, subjective norm, and perceived behavioral control, and 2) one of the              

driving forces on green attitude: the environmental concern. The outcome was analyzed to             

identify the factors that have a significant influence and its governing degree.  

 

3.3.2. Data Analysis Method 

To interpret raw data into a refined and intelligible language, the IBM Statistical Package for               

the Social Science (SPSS) program for MAC version 25 was used to complete the analysis of                

the collected data. Then the statistical data set was imported to the Analysis of a Moment                

Structures (AMOS) program for PC version 26 to perform the Structural Equation Modeling             

(SEM) to support theories by extending standard multivariate analysis methods. Descriptive           

statistics, including mean, median mode, and standard deviation, were implemented in order            

to investigate the data and distribution of each variable. In addition, the 0.05 level of               

statistical significance was set as standard at all statistical tests in the present study. 

 

3.3.3. Reliability & Validity 

Reliability and validity are two commonly used criteria for quantitative studies to discuss the              

quality of research (Golafshani 2003). Watling (1995), cited by Winter (2000, p. 7), noted              
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that “reliability and validity are tools of an essentially positivist epistemology.” Each            

criterion is discussed as follows.  

3.3.3.1. Reliability 

Reliability is generally concerned with issues of consistency of measures. It refers to the              

ability of the result to demonstrate high stability over time. This study employed the internal               

reliability method to test the degree of consistency between multiple measurements of a             

variable (Hair et al. 2010; Bryman and Bell 2015).  

- Internal reliability is concerned with coherence between indicators. It is important to           

ensure that the multiple-item measure is aggregated to each other. Cronbach’s alpha is            

a commonly used test to calculate the average of all possible split-half reliability            

coefficients, which this research employed. The aim is to calculate the correlation in            

which the result is known as a coefficient between 0 (no correlation and therefore no              

internal consistency) and 1 (perfect correlation and therefore complete internal         

consistency). It is usually expected that the result of 0.7 and above implies an             

acceptable level of internal reliability (Hair et al. 2010). After calculation, the results            

of this study’s internal reliability (see Table 3) yielded scores all above 0.7, which             

0.721 being the lowest and 0.844 being the highest. Hence, the scores deem an             

acceptable level of internal reliability.

3.3.3.2. Validity 

The other criterion to ensure quality achievement is validity. Validity is concerned with the              

integrity of the conclusions the study has put forward. It refers to an indicator that an                

instrument measures what it is supposed to and whether the indicator really measures that              

concept or not. There are two types of validity this research considered.  

- Content validity is concerned whether a research instrument accurately measures all          

aspects of a construct (Heale and Twycross 2015). For each construct used in this             

study were either selected or modified from previous studies in the field of green             

consumption with similar research framework and objectives. Thereby, the content         
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validity was measured from outcomes of other research in a similar subject, where it              

found good content validity.  

 

- Construct validity refers to the strength of the conclusions, inferences, or           

propositions: how well test measures support the theory behind the study and if they              

appropriately behave like the theory says a measure of that construct should (Messick             

1998; Graziano and Raulin 2013; Bryman and Bell 2015). Construct validity is            

evaluated through convergent and discriminant validity analysis. Studies usually         

employ a confirmatory factor analysis (CFA) using the maximum likelihood estimator           

to examine the overall convergence scores, which this research also employed.           

Discriminant validity is achieved when two variables are theoretically predicted to be            

uncorrelated, and the scores obtained by measuring them are empirically found to be             

so; that is, to differentiate one group from another (Sekaran and Bougie 2016). It is               

the lack of a relationship among measures which, based on theory, should indeed not              

relate (Messick 1995). After calculation, the construct validity of this research (see            

Table 5) yielded acceptable scores, all above the threshold except the social norm             

construct and the environmental concern construct, which are further discussed in           

Chapter 4.2.2.  

 

3.4. Scope of the Study 

For this research, garments and accessories made from recycled plastic material were chosen             

as a representation of green, eco-conscious fashion products. The words “green”,           

“sustainable”, and “eco-conscious” fashion were used interchangeably to refer to  

 

1. Apparels, footwear, and accessories made from recycled garments, or textile           

leftovers with manmade fibers, which then grounded into fibers, spun into new yarns and              

woven into new fabrics or blended with conventional yarns, i.e., recycled polyester fiber.  

2. Apparels, footwear, and accessories made from recycled plastic materials, such as            

deserted plastic bags, bottles, and others in forms of plastic debris, then grounded into fibers,               

spun into new yarns and woven into new fabrics or blended with conventional yarns, i.e.,               

fibers made from plastic water bottles. 
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3. Apparels, footwear, and accessories made from recycled plastic materials, such as          

deserted plastic wastes, or deserted fashion wastes, then upcycled into a new form of              

materials or products, i.e., a new sole of shoes made from plastic trash collected from the                

ocean. 

Recycled plastic was selected as the main material for this study because of the ongoing               

problem of overproduction and overconsumption in Thailand, as well as the current trend of              

using the material as a representation of sustainability in the country (Bhirasilpa 2016;             

Leelawannasuk 2018; Prachachat Business 2018). Plastic is also a common material           

consumers are familiar with, so they can easily recognize and relate to. Because of the               

overflowing amount and availability, the researcher believes that recycled plastic has a high             

potential to be commercialized like organic cotton. Therefore, this research attempts to            

understand the impact of the perceived attitude, social value, and perceived control value             

among Thai millennials to influence the green buying behavior and further facilitate the             

development of marketing strategy for green fashion and fashion products made from            

recycled plastic in the Thai market.  

3.5. Limitations 

The main purpose of quantitative research methodology is the quantification of the statistical             

data. It allows generalizations of the results by measuring the views and responses of the               

sample population (Creswell 2013). Therefore, large sample size is usually required.           

However, large-scale research is impossible for this research due to lack of resources. For this               

reason, the sample size of this study is large enough to ascertain some statistical patterns               

among respondents, but not large enough to be projected to the entire population to represent               

the total population of the Thai millennials. Moreover, this research employed a structured             

questionnaire with close-ended questions which may lead to limited outcomes. For this            

reason, the results from the study could not represent the actual occurrence in a generalized               

term. 

27



4. Result and Analysis
4.1. Sample Profile

To understand the characteristic of the survey’s respondents, there are questions to collect             

their demographic information. Table 2 illustrates gender, age group, education level, income            

level, marital status, location of the respondents, as well as whether or not they have bought                

fashion items made from recycled plastic before. The total sample size is 393. 

Table 2. The demographic composition of samples (n=393) 

Variables Options Frequencies % 

Gender 

Male 102 25.95 

Female 276 70.23 

Prefer not to say 15 3.82 

Age group 

23 - 26 185 47.07 

27 - 30 102 25.95 

31 - 34 60 15.27 

35 - 38 46 11.70 

Education level 

Basic literacy 2 0.51 

Primary school degree 0 0.00 

Junior high school degree 1 0.25 

High school degree 12 3.05 

Vocational school degree 9 2.29 

Undergraduate degree 283 72.01 

Postgraduate degree 86 21.88 
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Income level (per month) 

Unit: THB  9

Less than 15,000 128 32.57 

15,001 - 30,000 134 34.10 

30,001 - 45,000 71 18.07 

45,001 - 60,000 32 8.14 

60,001 - 75,000 11 2.80 

75,001 - 90,000 5 1.27 

90,001 and above 12 3.05 

Marital status 

Single 344 87.53 

Married 47 11.96 

Divorce 2 0.51 

Location 

Bangkok 264 67.28 

Nonthaburi 64 16.28 

Pathumthani 24 6.11 

Samut Sakhon 11 2.80 

Samut Prakan 19 4.83 

Nakhon Pathom 11 2.80 

Bought fashion items 

made from recycled 

plastic before? 

Yes 134 34.10 

No 137 34.86 

Not sure 122 31.04 

9 1 THB = 0.31 SEK (as of May, 2019) 
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As demonstrated in Table 2, most of the survey respondents are female, accounted for              

70.23%, following by male (25.95%), and Prefer not to say (3.82%), respectively. The             

biggest age group is in the range of 23-26 (47.07%), then 27-30 (25.95%). The age groups of                 

31-34 and 35-28 comprise 15.27% and 11.70%, respectively. The great majority of the            

respondents are single (87.53%). 11.96% of them are married, and 0.51% are divorced.            

Therefore, it could infer that the following result would reflect more opinions of Thai female              

millennials, age 23-30, unmarried, than other genders, marital statuses, and age groups in the             

millennials' range.

The majority of survey respondents have earned an undergraduate degree (72.01%) and a             

postgraduate degree (21.88%). A small fragment of the respondents earned a high school             

degree (3.05%), vocational school degree (2.29%), junior high school degree (0.25%), and            

another 0.51% with basic literacy skills. According to the UNESCO Institute of Statistics             

(2015), an estimated 55 million people (Institute for Population and Social Research, Mahidol             

University 2019) or 92.87% of the adult population (aged 15 years and above) in Thailand are                

able to read and write. As stated in Constitution of Thailand, the country’s compulsory              

education lasts 12 years from preschool to completing a junior high school course (The              

Secretariat of The Cabinet 2017a).  

More than half of the respondents receive a salary between 0 - 30,000 THB per month, which                 

is a common range, considering the minimum wage for Bangkok is 325 THB per hour               

(Ministry of Labor 2018). The frequency is spread quite evenly between the two groups:              

32.57% of them reported earning 15,000 THB or less monthly and 34.10% between 15,001 -               

30,000 THB monthly. 18.07% of the respondents reported earning 30,001 - 45,000 THB,             

8.14% between 45,001 - 60,000 THB, 2.80% between 60,001 - 75,000 THB, 1.27% between              

75,001 - 90,000 THB, and 3.05% reported earning more than 90,001 THB monthly.             

According to Yuvejwattana and Chuwiruch (2018), the current average wage in Bangkok is             

25,500 THB per month or approximately 7,780 SEK. 

More than half of the survey respondents reported living in Bangkok (67.18%), which is the               

capital city with approximately 5.682 million inhabitants (The Secretariat of The Cabinet            

2017b). The second largest group (16.28%) reported living in Nonthaburi, which is a             
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neighboring city on the western side of Bangkok. A respected number of respondents live in 

Pathumthani (6.11%), Samut Prakan (4.83%), Samut Sakhon and Nakhon Pathom (2.80% 

equally), respectively. The total population in Bangkok’s vicinity comprises 5.149 million 

inhabitants (ibid.). 

Last, the survey asked whether or not a participant has ever bought any fashion items made 

from recycled plastic. 34.10% of them reported that they had bought it, whereas 34.86% 

answered no, and 31.04% were uncertain. Judging from the frequency distribution, it seems 

like the data spread somewhat evenly to all three answers, with a “No” being the most 

answered to the question. Therefore, it could infer that answers pulling out from this sample 

group are somewhat evenly divided into people’s different backgrounds of sustainable 

fashion’s purchasing experience. 

4.2. Research Quality 

To obtain a quality index for this study, reliability and validity analyses were employed. 

4.2.1. Reliability Analysis 

The study applied the internal reliability method to examine the degree of consistency 
between multiple measurements of a variable (Hair et al. 2010). Using the SPSS program to 

calculate the Cronbach’s alpha of each construct, the result (Table 3) is as follows. 

Table 3. Reliability result 

Construct and measurement items Number of items Cronbach’s alpha 

Attitude 5 0.803 

Subjective norms 4 0.764 

Perceived behavioral control 4 0.781 

Purchase intention 4 0.844 

Environmental concern 4 0.721 
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As shown in Table 3, all of Cronbach's alpha values are above 0.7 and lie within the                 

aggregated level. As such, it is concluded that the questionnaire has good reliability. 

 

4.2.2. Validity Analysis 

Validity refers to whether an instrument measures what it is supposed to measure and              

whether the indicator really measures that concept (ibid.). As for content validity,            

measurement variables (shown in Table 1) considered for each construct used in this study              

were either selected or modified from previous studies in the field of green consumption with               

similar research framework and objective. These studies have reflected the validity of good             

content. Therefore, the content validity of this study should be satisfactory. 

 

Construct validity was evaluated through convergent and discriminant validity analyses.          

Studies usually employ a confirmatory factor analysis (CFA) using the maximum likelihood            

estimator to examine the overall convergent scores. CFA is made up of two important              

components: convergent validity and goodness of fit. The convergent validity refers to the             

extent to which scores on a measure share a high, medium, or low relationship with scores                

obtained on a different measure intended to assess the similar construct (Messick 1995). The              

requirement of convergent validity indices includes standardized factor loadings, construct          

reliability (CR), and average variance extracted (AVE). The threshold for the standardized            

factor loading estimates should be 0.5 or higher, and ideally 0.7 or higher. The threshold for                

CR should be 0.7 or higher to indicate adequate convergence or internal consistency.             

Similarly, the AVE should be 0.36 or higher to suggest adequate convergent validity (Fornell              

and Larcker 1981; Hair et al. 2010). After calculation (see Table 5), the results showed all                

corresponding indices lie in qualified intervals, except one category in the environmental            

concern construct (item code EC1). The result led to a feasible assumption that the category               

had low relationships with scores obtained on different measures in the same construct.             

According to the question, EC1 asked respondents “How serious do you think plastic             

problems in the nation have become these days?”. 299 out of 393 respondents (76.1%)              

answered “extremely serious” and 73 out of 393 respondents (18.6%) answered “serious”,            

which prompted the data to skew to the left (skewness = -2.459), thus having a bias response                 

on the category.  
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To measure the model fit, a goodness-of-fit index was employed. According to Kenny             

(2015), “fit” refers to “the ability of a model to reproduce the data (i.e., usually the                

variance-covariance matrix). A good-fitting model is one that is reasonably consistent with            

the data and so does not necessarily require respecification.” The chosen indices are the              

chi-square statistic divided by degrees of freedom (CMIN/DF; to be less than 3 is preferred),               

the comparative fit index (CFI; more than 0.9 is preferred), the goodness-of-fit index (GFI;              

more than 0.9 is preferred), the normed fit index (NFI; more than 0.9 is preferred), and the                 

root mean square error of approximation (RMSEA; less than 0.08 is preferred) (Kline 2005;              

Hooper, Coughlan and Mullen 2008). After the first calculation, the overall score of the              

attitude construct and the social norm construct appeared to be out of the preferred threshold               

(see Table 4). The chi-square of 196.2 on 5 degrees of freedom on the attitude construct and                 

the chi-square of 61.7 on 2 degrees of freedom on the social norm construct indicate a lack of                  

fit.  

Table 4. The outcome of the goodness of fit matrix, first calculation 

Variable Chi-square Degrees 

of 

freedom 

p-value CMIN 

/DF 

CFI GFI NFI RMSEA 

Attitude 196.220 5 <0.001 39.244 0.756 0.815 0.753 0.312 

Social 

norm 

61.672 2 <0.001 30.836 0.863 0.935 0.860 0.276 

It could be the case that these two measures have either substantially more or substantially               

less in common with each other than the tested model allows. Besides, the chi-square test               

does highly depend on the sample size and is very sensitive to variables with non-normal               

distributions, especially distributions with kurtosis (Kenny 2015). The data of the attitude and             

social norm variables also deviate notably from the approximately normal distribution of            

dependent variables; the data of the attitude variable are remarkably left-skewed and the data              

of the social norm variable are platykurtic. 
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The result, coupled with examinations of other fit indices, led the researcher to consider ways               

to improve the model. Inspection of modification indices showed that adding a covariance             

between the error terms on AT1 and AT2, AT2 and AT5, AT3 and AT4, as well as SN1 and                   

SN4 would improve the fit. Figure 3 and Figure 4 show the construct models with the added                 

paths.  

Figure 3. The attitude construct with the added paths 

Figure 4. The social norm construct with the added paths 
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After the second calculation, both models produced fit indices which lie in the range of the                

preferred thresholds, except the CMIN/DF and the RMSEA values of the social norm             

variable (see Table 5), which originated from kurtosis. According to the data, the subjective              

norm construct has an average kurtosis of -0.174 with a standard error of kurtosis equal to                

0.246. The category “SN4” has the strongest platykurtic distribution (-0.578). The           

questionnaire item asked survey participants to evaluate the following statement: “opinions of            

people in society affect my decision to buy eco-fashion products.” 122 out of 393              

respondents (31%) responded “neither/nor” and 128 out of 393 respondents (32.6%)           

responded “agree”. The obtained statements then caused the data to spread almost equally             

among the two answers.  
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Table 5. The outcome of Confirmatory Factor Analysis 

Construct Items Convergent Validity Goodness of fit 

Standardized 
Factor 
Loadings 
(>0.5) 

CR 
(>0.7) 

Construct 
reliability 

AVE 
(>0.36) 

average 
variance 
extracted 

CMIN/DF 
(<3) 

chi-square 
statistic 
divided by 
degrees of 
freedom 

CFI 
(>0.9) 

comparative 
fit index 

GFI 
(>0.9) 

goodness
of fit 
index 

NFI 
(>0.9) 

normed fit 
index 

RMSEA 
(<0.08) 

root mean 
square error of 
approximation 

Attitude 0.823 0.388 1.406 0.999 0.997 0.996 0.032 

AT1 0.644 

AT2 0.666 

AT3 0.513 

AT4 0.544 

AT5 0.724a 

SN 0.834 0.552 9.616 0.980 0.988 0.978 0.148 

SN1 0.506 

SN2 0.857 

SN3 0.906 

SN4 0.631a 
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PBC 0.762 0.479 0.438 1.000 0.999 0.998 0.000 

PBC1 0.683 

PBC2 0.601 

PBC3 0.738 

PBC4 0.738a 

PI 0.875 0.581 0.657 1.000 0.998 0.998 0.000 

PI1 0.679 

PI2 0.820 

PI3 0.812 

PI4 0.730a 

EC 0.831 0.427 1.394 0.998 0.996 0.992 0.032 

EC1 0.339 

EC2 0.702 

EC3 0.622 

EC4 0.844a 
Note: p < 0.001, “a” at the Standardized Factor Loadings means that the value was not calculated because loading was set to 1.000 to fix construct variance. 
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Discriminant validity is the degree to which two variables are theoretically predicted to be              

uncorrelated and the scores received via measuring them are empirically found to indeed             

distinguish one from another (Messick 1995; Hair et al. 2000). As per this test, the construct                

correlation matrix proposed by Anderson and Gerbing (1988) was adopted to verify the             

discriminant validity of each construct. The validity is then established once the AVE of each               

construct is greater than the correlation coefficient between that construct and any other             

(ibid.). If no correlation of one surpasses the square root of its AVE mean, it implies that the                  

discriminant validity is qualified (see Table 6). 

Table 6. Construct correlations and discriminant validity testing matrix  

AT SN PBC PI EC 

AT 0.623 

SN 0.171** 0.743 

PBC 0.279** 0.238** 0.692 

PI 0.447** 0.286** 0.371** 0.762 

EC 0.396** 0.053 0.234** 0.479** 0.653 

Note: Diagonal elements shown in bold represent the square root of AVE, while the other matrix entries represent the                   

correlations. 

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

As shown in Table 6, the square root of the AVE of each construct surpasses its correlation                 

coefficient with any other constructs. This indicates that all five constructs are distinctive to              

each other. Therefore, all CFA results indicated that the measurement model possesses            

reasonable convergent and discriminant validities. The hypothesized measurement model is          

reliable and considerable for examining the structural associations among the constructs.  

4.3. Descriptive Statistics of Variables 

Table 7 presents the descriptive statistics of the variables. These include the mean, median,              

and mode of the attitude, subjective norm, perceived behavioral control, environmental           
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concern, and purchase intention variable. The indices reflect relatively high approvals toward            

the consumption of fashion products made from recycled plastic among the Thai millennials,             

with the attitude variable leaning toward the maximum score the most. By analyzing all              

values, it implies that participants tended to agree with the questions from the attitude and               

environmental concern constructs, somewhat agree with the question reflecting their purchase           

intention, whereas they are relatively neutral to the questions from those of subjective norm              

and perceived behavioral control constructs. 

Meanwhile, Table 7 further lists the standard deviation, the minimum and maximum            

numbers, and the percentiles to provide an overlook of the data distributions. Each construct              

has a relatively low standard deviation from 0.76 to 1.06, which indicates that the data points                

tend to cluster closely around the mean. This implies that the participants may express a               

somewhat unified opinion with regards to the question items measured. 

Table 7. The descriptive statistics of all constructs (n = 393) 

AT SN PBC PI EC 

Mean 4.34 3.41 3.71 3.73 4.24 

Median 4.60 3.50 3.75 4.00 4.25 

Mode 5.00 3.75 4.00 4.00 4.25 

Standard 

Deviation 

0.84 0.97 1.06 0.89 0.76 

Minimum 1.00 1.00 1.00 1.00 1.25 

Maximum 5.00 5.00 5.00 5.00 5.00 

Percentiles 25 4.00 3.00 3.00 3.125 4 

50 4.80 3.50 3.75 4.00 4.25 

75 5.00 4.00 4.75 4.25 4.75 
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4.4. Hypothesis Test 

Structural equation modeling (SEM) was conducted by AMOS 26 using a maximum            

likelihood parameter to evaluate the hypothesized conceptual model of this study (Figure 5).  

Figure 5. Result from the hypothesized conceptual model 

As shown in Figure 5, significant and satisfactory goodness-of-fit indices were achieved:            

CMIN = 438.261 (p < 0.001), df = 176, CMIN/df = 2.490, GFI = 0.902, NFI = 0.866, CFI =                    

0.914, and RMSEA = 0.062. All of these indices lie in satisfactory thresholds for the               

proposed structural model, except the normed fit index (NFI). Even though the value on the               

NFI does not exceed 0.9 (the threshold measure proposed by Hair et al. 2010), it still meets                 

the requirement suggested by Forza and Filippini (1998) that the value greater than 0.80              

suggests a good fit. Table 8 shows that the results of the structural model and the                

standardized path coefficient indicate positive effects among the constructs in the structural            

model. In total, four out of five hypotheses are supported. The significant relationship             

between attitude toward purchase intention for fashion products made from recycled plastic            

(H1: β1 = 0.268, t = 2.608, p < 0.01) indicates that H1 is supported. However, the subjective                  

norm shares only a minimal relationship with the purchase intention (H2: β2 = 0.158, t =                

1.767, p = 0.77). According to the result, the positive estimate of coefficients between              

subjective norm and purchase intention of fashion products made from recycled plastic has             

no significant effect. Thus, H2 is not supported. The impact of perceived behavioral control              
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(H3: β3 = 0.235, t = 4.375, p < 0.001) has a significant effect on purchase intention for                  

fashion products made from recycled plastic, supporting H3. Finally, environmental concern           

shows the most significant, positive influence on attitude toward the intention to purchase             

fashion products made from recycled plastic (H4a: β4a = 0.552, t = 4.428, p < 0.001), and                 

directly toward the purchase intention (H4b: β4b = 0.447, t = 3.304, p < 0.001), thus                

supporting H4a and H4b. To conclude, H1, H3, H4a, and H4b are supported, while H2 is not                 

supported.  

Table 8. Hypothesis results for the structural model  

Hypothesis Standardized 

Path Coefficient 

p-Value t-Value Results 

Attitude -> Purchase 

intention (H1) 

0.268** < 0.01 2.608 supported 

Subjective norm -> Purchase 

intention (H2) 

0.158 = 0.77 1.767 Not supported 

Perceived behavioral control 

-> Purchase intention (H3) 

0.235*** < 0.001 4.375 supported 

Environmental concern -> 

Attitude (H4a) 

0.552*** < 0.001 4.428 supported 

Environmental concern -> 

Purchase intention (H4b) 

0.447*** < 0.001 3.304 supported 

Note: ** p < 0.01; *** p < 0.001. ** |t|>=2.58 is significant at p 0.01 level, *** |t|>=3.29 is significant at p 0.001 level (Das 

and Das 1980). 
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5. Discussion and Implications
5.1. Discussion

According to the results, it could infer that the following result reflects more opinions of               

unmarried Thai female millennials, age between 23-30, having a university degree, and            

receiving a salary between 0 - 30,000 THB, than other demographics in the millennials'              

range. However, there is no particular characteristic regarding the purchasing experience of            

green fashion because the backgrounds were somewhat evenly divided among the sample            

group. 

According to descriptive statistics and the outcome of hypothesis testing concerning attitude            

and purchasing intention, it appears that Thai millennials are positive and acceptable to             

consider purchasing fashion products made from recycled plastic (H1: x̄ = 4.34, β1 = 0.268,               

t = 2.608, p < 0.01). A positive correlation between the attitude and the purchase intention                

indicates that Thai millennials would be more likely to have the intention to purchase fashion               

items made from recycled plastic. The finding is supported by an observation from Ajzen              

(1991) that the more positive attitude consumers have toward a behavior, the stronger the              

consumer's intention to perform the behavior under their control. Moreover, the finding is             

also consistent with other research conducted on a similar topic (e.g., Kang and Kim 2013;               

Cowan and Kinley 2014; Chang and Watchravesringkan 2018) and sustainable consumption           

in Thailand (e.g., Limwilai 2012; Leerattanakorn 2015; Thanarak 2016; Maichum,          

Parichatnon and Peng 2017, Vantamay 2018). Connecting the finding with other studies, it             

suggests that attitude is continuously an effective predictor of purchase intention in green             

fashion consumption. 

The positive attitude among Thai millennials is positively determined by their perceived risk             

of environmental concern (H4a: x̄ = 4.24; β4 = 0.552, t = 4.428, p< 0.001). This means that                  

Thai millennials will form a more favorable attitude toward purchasing fashion products            

made from recycled plastic if they possess a high level of environmental concern. The finding               

is consistent with past research that found environmental concern to play both direct             

influences on the purchase intention and indirect influences through attitude on green            
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behavioral intention, particularly the intention to purchase green products (e.g., Chen and            

Tung 2014; Paul, Modi and Patel 2016). Per this finding, the influence exerts, interestingly,              

more as an indirect impact through the attitude variable than direct, which suggests that the               

environmental concern reinforces a higher impact on dictating attitude than an actual            

behavioral intention among  Thai millennials.  

The result suggests that Thai millennials have fairly average confidence that they can             

purchase fashion products made from recycled plastic (H3: x̄ = 3.71; β3 = 0.235, t = 4.375,                 

p < 0.001). The correlation between perceived behavioral control and purchase intention is of              

relatively the same level of significance as those of the attitude and purchase intention. The               

result reflects Thai millennials’ perception in regards to the access to resources and             

opportunities needed to accomplish the buying behavior (Ajzen 1991). The finding is in line              

with previous studies that value perceived behavioral control as another important factor to             

copredict the intention to perform sustainable consumption behaviors (e.g., Han et al. 2010;             

Yeon Kim and Chung 2011; Vantamay 2018). However, to find that PBC has almost the               

same level of significance as attitude is different from previous studies. It could be from the                

fact that the price range is set to be in between 300 - 3,000 THB to avoid the price factor to                     

delimit one’s intention to purchase (Joergens 2006). As the price lays in an affordable range,               

consumers may view themselves as having a financial resource to complete the given task,              

hence having a high self-efficacy in being able to carry out the given buying behavior.  

However, this does not include the limited availability of the products in the market, which is                

the prospect of access to the product that can alter one’s perceived behavioral control.              

Reflecting from previous studies (e.g., Ginsberg and Bloom 2004; Han and Chung 2014;             

Perry and Chung 2016), location and product availability are possible external factors to             

delimit one’s vision of their own perceived behavioral control. If the product is hard to find,                

consumers will perceive a difficulty of the behavior, hence having a lower belief that the               

behavior in question is under their control (Ajzen 1991). Therefore, it could infer that there               

has been no established behavioral pattern of consuming green fashion made from recycled             

plastic in the Thai market yet, causing difficulty for consumers to have a fully defined               

reflection of their behavioral control.  
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In contrast to related studies (e.g., Kalafatis et al. 1999; Smith and Paladino 2010; Han and                

Chung 2014), the result of this study demonstrates no significant correlation between            

subjective norm and purchase intention (H2: x̄ = 3.41; β2 = 0.158, t = 1.767, p = 0.77). The                   

correlation exhibits the weakest relationship among all independent variables. Therefore, it           

reasons that the subjective norm is currently not an important determinant of intention to              

purchase fashion products made from recycled plastic among Thai millennials. Reflecting on            

what Ajzen (1991) mentioned, the subjective norm would come into action when an             

individual perceives the social force and the moral responsibility to have a positive image              

from others. In this situation, it could be the case that the social force is not prevalent enough                  

in society, leading to limited judgment and perception concerning purchasing fashion           

products made from recycled plastic. In addition, the study’s outcome contrasts with results             

conducted with other types of green products that manifest a positive relationship linking             

subjective norm to purchase intention, such as purchase intention of organic cotton apparel in              

South Korea (Han and Chung 2014), organic food (Dean, Raats and Shepherd 2012), green              

hotel revisit intention (Chen and Tung 2014), or green products in Thailand (Maichum,             

Parichatnon and Peng 2017; Vantamay 2018). Consequently, it presumes that fashion           

products made from recycled plastic are less accessible than other types of green products in               

the Thai market, causing fewer connections to consumers. The lack of interrelationship            

between the product and consumers could prompt the factor to be less relevant to the extent                

that a person does not feel the societal judgment to act green.  

 

The correlation between environmental concern and purchase intention suggests         

environmental concern has a profoundly significant influence to encourage the purchase           

intention among the Thai millennials (H4b: x̄ = 4.24; β4b = 0.447, t = 3.304, p < 0.001).                  

This result is consistent with past research that found consumers to purchase green products              

for environmental concern (e.g., Smith and Paladino 2010). Nonetheless, environmental          

concern was assessed to have the strongest correlation with the intention to purchase among              

the variables in this study, more important than attitude, which is different from previous              

research. The different value on the constructs could be addressed from different settings and              

objects, as Ajzen (1991) mentioned. Reflecting from the time the study was commenced, it              

could be the case that the study began right after the air pollution incident in 2019. The                 

country’s capital city, Bangkok, was suffered from air pollution at a hazardous level. The              
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reading of 157 on the Air Quality Index once landed Bangkok on the top 10 list of                 

worst-polluted cities (The Nation 2019). Therefore, Thai millennials could be more           

concerned about the threats of plastic pollution and environmental harms. These have caused             

them to express serious concern that influences a significant correlation with the intention to              

purchase fashion products made from recycled plastic.  

All constructs were assessed using five-point Likert rating scales. The reliability and validity             

of all variables were also tested. Almost all of the measurement properties of the scales               

indicate that the factor loadings are high and statistically significant. Except for one category              

in the environmental concern construct (item code EC1) and two ratios in the social norm               

construct that are used to evaluate the measure of fit of the construct (CMIN/DF and               

RMSEA). Item code EC1 scored 0.339, lower than the preferred threshold of 0.5, and the               

CMIN/DF and the RMSEA value of the social norm construct scored 9.616 and 0.148, higher               

than the preferred threshold of 3 and 0.08, respectively (see Table 5). By examining the data,                

the researcher concluded that skewness and kurtosis influence the value.  

Due to the non-normal distribution of the data, it could infer that, for the environmental               

concern construct, participants perceive the nation’s environmental threats as very critical to            

the point that leads to them expressing a proliferation of concern. Thus, showing a bias in                

response to the question. Meanwhile, the researcher had the opportunity to talk with some              

respondents while she was in the field. Regarding the subjective norm construct, several             

respondents mentioned that it was difficult to answer the questions because they could not              

relate to the product. They did not have a reference for the products because of their limited                 

availability in the market, or they did not buy the products on a regular basis. So they have                  

never had a chance to develop a reflection of their buying behavior among their significant               

others. Therefore, it could be the reason why most of the data lie in the middle range, causing                  

a platykurtic distribution.  

5.2. Implications for corporate practitioners and policymakers 

Combining the TBP, existing literature, and the outcome of this study, it is convinced that               

basing a research framework on TBP is a feasible method to predict consumer’s intention to               

purchase a certain product (in this case: green fashion made from recycled plastic). The result               
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reveals that the Thai millennials have a reasonably positive intention to purchase fashion             

products made from recycled plastic. Moreover, attitude, PBC, and environmental concern           

are also perceived as important factors among the target population.  

Based on the obtained result, this research suggests five recommendations for the            

stakeholders involved in the industry, such as fashion marketers, public relation (PR) officers             

in the fashion industry, and policymakers. 

5.2.1. Employ information-sharing and content marketing strategy to       

shape a positive attitude 

Marketers working for apparel firms focusing on sustainability should apply          

information-sharing and content marketing strategies through the lens of green fashion and            

recycled plastic. Since the study’s result supports a linkage between attitudes and purchase             

intention of recycled plastic fashion, to highlight the benefits of sustainable fashion and its              

impact on the plastic pollution could increase the awareness and knowledge of recycled             

fashion and its circular economy, i.e., by using an infographic to attractively visualize the              

product’s story. Since attitude is always an effective predecessor to sustainable fashion            

consumption, marketers and PR officers should also continue prioritizing on raising green            

attitude among Thai millennial consumers. The promotional strategy of alternative lifestyles,           

such as to avoid consuming non-sustainable fashion products, could additionally become a            

part of consumer policy endeavoring to alter unsustainable behavior. The new, rebooted            

infomercials trend from Stella McCartney and Monki, for instance, positively promote the            

perception of an eco-friendly lifestyle as something favoring and fashionably current, rather            

than square or prude (Baron 2017). Additionally, firms should further engage in distributing             

information concerning the sustainability of their product. Information about product          

sourcing, carbon footprint, or manufacturing process would not only educate consumers but            

also form a relationship between the firm and consumers, which will indeed foster a positive               

attitude to the product.  
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5.2.2. Employ influencer marketing or celebrity endorsement strategy to 

increase the formation of positive social norms and perception 

As the relationship between subjective norm and purchase intention shows no significance, it             

does not mean to discard this factor. Rather, it could be perceived as there is still room for                  

firms and policymakers to develop. This study would, therefore, suggest utilizing a person of              

influence to increase perceived social value for the formulation of the purchase intention of              

the product. Because generational values are shaped by scientific and societal forces, one             

might expect changes in generally held beliefs by the impact of societal perception and              

judgment, for instance, the acceptance of global warming and the mainstreaming of media             

coverage imparting this knowledge (Kilbourne and Pickett 2008). Influencer marketing and           

celebrity endorsement are considered to be effective in the era of digitalization. As Cowan              

and Kinley (2014) mentioned, social networking and product-sharing sites (i.e., Instagram,           

Facebook, and Twitter) are now the epitome of information sharing and networking. Through             

these sites, followers and opinion leaders greatly impact each other’s attitude and awareness             

level (Goldsmith and Goldsmith 2011). Furthermore, small companies do not need to spend             

greatly to warrant great product awareness with the advent of relatively small costs. For this               

reason, influencer marketing or celebrity endorsement can not only increase brand visibility            

but also the formation of positive social norms and perception toward consuming fashion             

products made from recycled plastic. Nevertheless, it is of importance to mention that             

marketers and PR officers should carefully select only those who express their value and              

image associating with green and environmental issues to solicit the endorsement. Otherwise,            

it would drive to a judgment of an untrustworthy brand image among consumers when they               

encounter a mismatch between what the celebrity said when promoting the product or             

ideology and what they actually do after the campaign ends. Besides, a study by Hofstede               

Insights (Hofstede Insights n.d.) asserted Thailand as a highly collectivist country. In such             

cultures, relationships with other members of the group and the interconnectedness between            

people represent a central role in each person's identity. Hence, to use this cultural              

characteristic to foster the importance of green fashion consumption could be another            

possible approach for fashion marketers to develop consumer’s interest in the product            

(Follows and Jobber 2000).  
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5.2.3. Make sure that the product is easily obtainable by price and           

location 

Fashion firms and retailers should make sure that their products are easily accessible by price               

and location. Moreover, they should also encourage consumers to alter their usual fashion             

consumption to be greener. Reassuring statements such as “Go on, buy green, you can do it!”                

would increase one's belief to achieve green buying behavior. This implementation would,            

consequently, enhance one's PBC perception (Ajzen 2002; Joergens 2006). Meanwhile, the           

government should also put more efforts in formulating and implementing policies in favor of              

green fashion consumption to ensure advantageous schemes for green fashion production           

firms and retailers to maintain an available and feasible competitiveness in the market.  

5.2.4. Communicate information concerning plastic pollution and its       

related consequences to influence the pro-environmental behavior 

It is the recommendation of marketers and PR officers to disseminate information concerning             

plastic pollution by sharing news and updates both in and outside the country and its related                

consequences. This assumes that when the concern increases, the consumer will become            

more environmentally responsible. Consumers would then shift their purchasing patterns to           

buying more green fashion products or reducing their overall consumption level of garment             

and accessories (Kilbourne and Pickett 2008). Reflecting on what Oreg and Katz-Gerro            

(2006) claimed, environmental concern and perceived environmental threats induce a          

willingness to sacrifice the status quo of their unsustainable consumption pattern, which then             

affects a variety of pro-environmental behavior. At the same time, educating consumers about             

environmental threats and the beneficial property of fashion products made from recycled            

plastic would not only offer a chance to introduce the product to the market but also reduce                 

negative environmental impacts to the planet from encouraging more sustainable          

decision-making.  

5.2.5. Pay attention to product attributes 

Fashion firms and policymakers should not forget that consumers consume mainly for their             

altruistic reasons (Festinger 1957). Therefore, firms and retailers need to pay attention to the              

overall product attributes. They should further communicate them to their target audience            

rather than solely focus on constructing an environmentally friendly image of the product and              
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company, which potentially could lead to the attitude-behavior gap in consuming green            

products among consumers (Assarut and Srisuphaolarn 2012). This could be formed by, for             

instance, improving store-related attributes to better satisfy consumer needs, concentrating on           

specific product attributes, and making a greater effort toward making fashion products made             

from recycled plastic more attainable in the market (Wiederhold and Martinez 2018).            

Additionally, fashion firms and policymakers need to incorporate a reminder to consumers of             

their ethical intentions, i.e., "Thailand can be cleaner with our hands, do not forget to consider                

this garment made from recycled plastic this time." This could help consumers recognize             

their regular purchasing habits and begin bringing the intentions of change to mind             

(Carrington, Neville and Whitwell 2010).  
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6. Conclusion and Future Research
6.1. Conclusion

Sustainable fashion consumption is a contemporary phenomenon that is worth investigating.           

As such study in a field of consumer behavior is lacking in Thailand, this study contributes to                 

developing a greater understanding of psychological factors to influence sustainable fashion           

consumption behavior among Thai millennials. The researcher hopes that the knowledge           

obtained from this research could contribute a better understanding to further deepen their             

knowledge in the sphere of green fashion consumption in Thailand and implications for             

practitioners, future researchers, and interested readers. 

This study examined the proposed framework based on the Theory of Planned Behavior,             

which is a theory advanced by Ajzen (1991) to improve the predictive power of the preceding                

Theory of Reasoned Action by Ajzen and Fishbein (1977). Alongside the attitude, subjective             

norm, and perceived behavioral control, the framework added environmental concern as an            

antecedent of attitude, as well as an independent variable directed toward the purchase             

intention of fashion products made from recycled plastic. The purpose is to investigate the              

intention to purchase fashion products made from recycled plastic of Thai millennial            

consumers, aged between 23-38, living in Bangkok and its vicinity. The online survey filled              

out by 393 people served as the empirical data. The result indicated that environmental              

concern, attitude, and perceived behavioral control can co-predict consumers’ intention to           

buy fashion products made from recycled plastic, whereas the subjective norm has no             

significance on purchase intention. Environmental concern, on the other hand, exhibits the            

highest significance and assists as a good predictor for the formation of environmental             

attitudes. 

The limited significance of subjective norm can be explained through an insignificant            

relationship between the product and consumers. Limited availability and no established           

pattern of buying behavior of fashion products made from recycled material are likely to              

cause the variable to be less significant to the extent that a person does not feel the societal                  

judgment to act green. On the other hand, consumers feel obliged to concern more              

environmentally caused by the literal threats of plastic pollution and environmental harm in             
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the nation. From this reason, the perceived seriousness of environmental problems has led to              

the formation of a significant correlation toward the intention to purchase recycled plastic             

fashion products.  

 

The finding draws new insights into how fashion marketers, fashion firms, and policymakers             

should act in order to facilitate consumption of the eco-fashion made from recycled plastic.              

The importance of green attitude, the notion of environmental concern, as well as the positive               

perception of self-control, could serve as a supporter of an impactful marketing strategy             

formulation to better cater to consumers’ attention. Examples could be to connect the             

products with the concern of plastic pollution issues in society or to employ content              

marketing strategy to create a green attitude and promote these products. Besides, this             

research also suggests possible opportunities to formulate the importance of the subjective            

norm notion. In order to increase the influencing power of the subjective norm antecedent,              

marketers and public relation practitioners should employ the influencer marketing strategy           

or celebrity endorsement to promote and expand the awareness of the product, as well as the                

word of mouth strategy to encourage the interaction among peers and communities.  

 

6.2. Limitations and Future Research 

Despite the efforts, none of the research projects can be completed without blind spots              

because limitations always exist in the process that restricts a study to achieve a certain               

degree of perfection. In this regard, this research also has some drawbacks that are critical to                

mention. The key limitations and suggestions for future research are mentioned in the             

following points. 

 

• This research only employed a quantitative method. The use of a single technique might not                

be able to provide a full picture of the phenomenon. Therefore, to address such topics like                

sustainability in fashion, further studies could employ the qualitative method to achieve            

responses in a more in-depth matter, such as how culture can act as an enabler to achieve                 

sustainability in fashion consumption. 

 

• Due to limited time and resources, the non-probability sampling selected in this research              

was based on the convenience sampling method. The population was chosen based on the              
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researcher’s convenience, where subjects are selected because of its convenient accessibility           

and proximity to the researcher. Future research could employ a different sampling method to              

widen the sampling group to compare results.  

• The results from this study may only be applicable to a limited group of consumers in a                

specific location (millennials in Bangkok and its vicinity) and are considered as a snapshot at              

a particular time in the contemporary situation. Further research should ascertain the change            

of attitude and purchase intention by observing the future reactions of consumers, as well as              

expand samples from a different population, to understand how the behavioral intentions and            

attitudes are developed and influenced.

• While the choice of using recycled plastic is suitable to significantly represent the concept             

of sustainability in this research, it is still not the best approach for the sustainable future.               

According to Zero Waste philosophy, recycling is the least helpful of the 3 Rs: Reduce,              

Reuse, and Recycle (Zero Waste International Alliance 2018). Therefore, future research          

should further explore other practices of sustainable fashion consumption to further pave a            

path to the thriving future.
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Appendix 1. Survey in English 

The Survey of Thai Millennials' Willingness to Purchase 
Green fashion made from Recycled Plastic  

Thank you for taking this survey! The purpose of this study is to better understand the 
consumers' attitude towards the green fashion made from recycled plastic, purchasing 
intention and its antecedents. The data collection will remain confidential. 

Please fill in the questionnaire based on your first thought or feeling. There are no right or 
wrong answers to the questions.  

Thank you in advance for your participation. It is greatly appreciated!  

Clear Thongpila  
S172893@student.hb.se  

* required

What is Green Fashion made from Recycled Plastic? 
This type of fashion refers to 

1. Apparels, footwear, and accessories made from recycled garments, or textile leftovers with
manmade fibers, which then grounded into fibers, spun into new yarns and woven into new
fabrics or blended with conventional yarns, i.e., recycled polyester fiber.

2. Apparels, footwear, and accessories made from recycled plastic materials, such as deserted
plastic bags, bottles, and others in forms of plastic debris, then grounded into fibers, spun into
new yarns and woven into new fabrics or blended with conventional yarns, i.e., fibers made
from plastic bottles.

3. Apparels, footwear, and accessories made from recycled plastic materials, such as deserted
plastic wastes, or deserted fashion wastes, then upcycled into a new form of materials or
products, i.e., a new sole of shoes made from plastic trash in the ocean.
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Examples of fashion products made from recycled plastic. This t-shirt costs 299 THB 
(85 SEK). 

Image credit: Posttoday (2018) 

This study focuses on products with a price range from approximately 300 - 3,000 Baht  
(85 - 1000 SEK). This jacket, for instance, costs 1,990 THB (580 SEK). 

Image credit: Inditex (2019) 
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The blouse costs approximately 800 THB (199 SEK) and the shirt 400 THB (99 SEK). 

Image credit: H&M (2019a, 2019b) 

This flipflop costs 399 THB (120 SEK). 

Image credit: Bhirasilpa (2016) 
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What are your opinions on... * 

1. How serious do you think plastic problems in the nation have become these days? *

2. Have you ever bought fashion items made from recycled plastic material before? *

๐ Yes 

๐ No 

๐ Not sure 

3. I think buying fashion items made from recycled plastic would be favorable. *

4. I think buying fashion items made from recycled plastic would be wise. *

5. I think buying fashion items made from recycled plastic would be useless. *

6. I think buying fashion items made from recycled plastic would not be valuable. *

7. I think buying fashion items made from recycled plastic would be good. *

Not serious ๐1 ๐2 ๐3 ๐4 ๐5 Extremely serious

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree
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How much do you agree on these following statements? * 

12. I think to buy at least 1 product within the next 6 months would be *

13. It is mostly up to me whether or not I would buy at least 1 product within the next 6
months. *

14. How much control do you believe you have over buying at least 1 product within the
next 6 months? (financial, emotional, self) *

Strongly 
disagree

Disagree Neither/
Nor

Agree Strongly 
agree

8. If people whose opinion I value
were given an explanation of what
fashion with recycled plastic is,
most of them would think that I
should buy at least 1 product in the
next 6 months.

๐ ๐ ๐ ๐ ๐

9. People who are important to me
would appreciate me buying at least
1 product in the next 6 months.

๐ ๐ ๐ ๐ ๐

10. Opinions of people who are
important to me affect my decision
to buy green fashion products.

๐ ๐ ๐ ๐ ๐

11. Opinions of people in society
affect my decision to buy green
fashion products.

๐ ๐ ๐ ๐ ๐

Extremely impossible ๐1 ๐2 ๐3 ๐4 ๐5 Extremely possible

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree

No control ๐1 ๐2 ๐3 ๐4 ๐5 Complete control
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15. If I want to buy it, I can buy it. *

Given the meaning of recycled plastic fashion... * 
Duration: within the next 6 months 

What are your opinions on... * 

Strongly disagree ๐1 ๐2 ๐3 ๐4 ๐5 Strongly agree

Strongly 
disagree

Disagree Neither/
Nor

Agree Strongly 
agree

16. I Intend to choose to buy
recycled plastic fashion instead of
traditional fashion.

๐ ๐ ๐ ๐ ๐

17. I would try to buy at least 1
product.

๐ ๐ ๐ ๐ ๐

18. If I see a retail store selling
recycled plastic fashion, I would
visit the store to purchase.

๐ ๐ ๐ ๐ ๐

19. I will consider switching to
eco-friendly fashion brands for
ecological reasons.

๐ ๐ ๐ ๐ ๐

Strongly 
disagree

Disagree Neither/
Nor

Agree Strongly 
agree

20. I usually keep myself update
with the current plastic problem in
the country.

๐ ๐ ๐ ๐ ๐

21. I know what can be ways to
reduce the seriousness of the
problem.

๐ ๐ ๐ ๐ ๐
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23. Gender *

๐Male 

๐Female 

๐Prefer not to say 

24. Age (as of 2019) *

๐23 - 26 

๐27 - 30 

๐31 - 34 

๐35 - 38 

25. Education *

๐Basic literacy 

๐Primary school 

๐Junior high school 

๐High school 

๐Vocational school 

๐Undergraduate degree 

๐Postgraduate degree 

26. Income level (per month) *
Unit: THB

๐0 - 15,000 

๐15,001 - 30,000 

๐30,001 - 45,000 

๐45,001 - 60,000 

๐60,001 - 75,000 

22. I'm willing to reduce my plastic
consumption to help against the
environmental problem in the
country.

๐ ๐ ๐ ๐ ๐
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๐75,001 - 90,000 

๐90,000 - higher 

27. Marital status *

๐Single 

๐Married 

๐Divorced 

28. Where do you live? *

๐Bangkok 

๐Nonthaburi 

๐Pathumthani 

๐Samut Sakhon 

๐Samut Prakan 

๐Nakhon Pathom 

๐ other: ……………………………. 

Your information contributes to a study of environmental problem management in the field of 
fashion marketing and management. Thank you for completing the survey!  
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Appendix 2. Survey in Thai 

แบบสอบถามพฤติกรรมการซื้อสินค้าแฟชั่นพลาสติกรีไซเคิล
ของผู้บริโภคกลุ่มเจนวาย (อายุระหว่าง 23-38 ปี) ในเขต

กรุงเทพฯ และปริมณฑล 

แบบสอบถามนี้เป็นส่วนหนึ่งของวิทยานิพนธ์ตามหลักสูตรปริญญาวิทยาศาสตรมหาบัณฑิต University of Borås 
ประเทศสวีเดน  

วัตถุประสงค์ของแบบสอบถามคือการทำความเข้าใจพฤติกรรมการเลือกซื้อสินค้าอีโค่แฟชั่น (สินค้าแฟชั่นที่ทำมา
จากพลาสติกรีไซเคิล) ของผู้บริโภคกลุ่มเจเนเรชั่นวายในเขตกรุงเทพมหานครและปริมณฑล เพื่อต้องการทราบถึง
มุมมอง แรงจูงใจ และปัจจัยต่างๆ ที่อาจมีผลต่อการเลือกซื้อสินค้าแฟชั่นดังกล่าว ข้อมูลทุกอย่างจะถูกเก็บเป็น
ความลับ และนำไปใช้เฉพาะการวิจัยนี้เท่านั้น  

ไม่มีคำตอบใดผิดหรือถูก กรุณาเลือกคำตอบที่คิดว่าตรงกับความคิดของคุณมากที่สุด 

ข้อมูลของคุณจะช่วยให้เราสามารถเข้าใจพฤติกรรมการซื้อ ซึ่งจะนำไปสู่องค์ความรู้ในด้านการบริหารจัดการ
สินค้าให้ตรงกับความต้องการของผู้บริโภคให้ดีขึ้นได้ ขอขอบพระคุณที่สละเวลาทำแบบสอบถามค่ะ 

กมลชนก ทองพิลา 
S172893@student.hb.se 
ผู้ทำวิจัย 

* จำเป็น

สินค้าแฟชั่นพลาสติกรีไซเคิลคืออะไร? 
สำหรับงานวิจัยนี้ กลุ่มสินค้าแฟชั่นพลาสติกรีไซเคิล หมายถึง 

1. เสื้อผ้า, รองเท้า และเครื่องประดับต่างๆ ที่ทำจากขยะเสื้อผ้า หรือขยะสิ่งทอ ที่ทำมาจากเส้นใยสังเคราะห์ ผ่าน
กระบวนการย่อยสลาย, ปั่น แล้วทอขึ้นเป็นเส้นใยใหม่ หรือนำไปผสมกับเส้นใยประเภทอื่น ตัวอย่าง เส้นใย
โพลีเอสเตอร์รีไซเคิล

2. เสื้อผ้า, รองเท้า และเครื่องประดับต่างๆ ที่ทำจากขยะพลาสติก อาทิ ถุงพลาสติก ขวดพลาสติก หรือขยะพลาสติก
ในรูปแบบอื่นๆ นำมาผ่านกระบวนการย่อยสลาย, ปั่น แล้วทอขึ้นเป็นเส้นใย หรือนำไปผสมกับเส้นใยประเภทอื่น
ตัวอย่าง เส้นใยจากขวดพลาสติก

3. เสื้อผ้า, รองเท้า และเครื่องประดับต่างๆ ที่ทำจากขยะพลาสติก อาทิ ขยะพลาสติกชนิดจำแนกไม่ได้ ขยะแฟชั่น
ชนิดอื่นๆ เป็นต้น แล้วนำมาเข้าสู่กระบวนการรีไซเคิลเพื่อให้ได้เป็นวัตถุชนิดใหม่ อาทิ ส้นรองเท้าที่ทำขึ้นจากขยะ
รองเท้าพลาสติก
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ตัวอย่างสินค้าแฟชั่นพลาสติกรีไซเคิลที่มีอยู่ในท้องตลาด เสื้อสีดำในภาพด้านล่าง ราคา 299 บาท 

เครดิตภาพ: Posttoday (2018) 

การวิจัยนี้กำหนดขอบเขตราคาสินค้าอยู่ที่ 300 - 3000 บาท เสื้อกันฝนด้านล่าง ราคา 1,990 บาท 

เครดิตภาพ: Inditex (2019) 
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เสื้อของผู้หญิงในภาพ ราคาประมาณ 800 บาท และของผู้ชาย ราคาประมาณ 400 บาท 

เครดิตภาพ: H&M (2019a, 2019b) 

รองเท้าแตะ ราคา 399 บาท 

เครดิตภาพ: Bhirasilpa (2016) 
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1. คุณคิดว่าปัญหาขยะพลาสติกในประเทศในปัจจุบันมีความสำคัญระดับใด *

2. คุณเคยซื้อเสื้อผ้า/เครื่องประดับที่ทำมาจาก(หรือมีส่วนผสมเป็น)วัสดุพลาสติกรีไซเคิลหรือไม่ *

๐ เคย 

๐ ไม่เคย 

๐ ไม่แน่ใจ 

คุณคิดเห็นอย่างไรกับประโยคต่อไปนี้ 

3. ฉันคิดว่าการซื้อเสื้อผ้า/เครื่องประดับที่ทำมาจาก(หรือมีส่วนผสมเป็น)วัสดุพลาสติกรีไซเคิลเป็นเรื่อง
ที่น่าทำ *

4. ฉันคิดว่าการซื้อเสื้อผ้า/เครื่องประดับที่ทำมาจาก(หรือมีส่วนผสมเป็น)วัสดุพลาสติกรีไซเคิลเป็นเรื่อง
ฉลาด *

5. ฉันคิดว่าการซื้อเสื้อผ้า/เครื่องประดับที่ทำมาจาก(หรือมีส่วนผสมเป็น)วัสดุพลาสติกรีไซเคิลเป็นเรื่อง
ที่ไม่มีประโยชน์ *

6. ฉันคิดว่าการซื้อเสื้อผ้า/เครื่องประดับที่ทำมาจาก(หรือมีส่วนผสมเป็น)วัสดุพลาสติกรีไซเคิลเป็นเรื่อง
ที่ไม่มีคุณค่า *

7. ฉันคิดว่าการซื้อเสื้อผ้า/เครื่องประดับที่ทำมาจาก(หรือมีส่วนผสมเป็น)วัสดุพลาสติกรีไซเคิลเป็นเรื่อง
ที่ดี *

ไม่สำคัญ ๐1 ๐2 ๐3 ๐4 ๐5 สำคัญมาก

ไม่เห็นด้วยเป็นอย่างยิ่ง ๐1 ๐2 ๐3 ๐4 ๐5 เห็นด้วยเป็นอย่างยิ่ง

ไม่เห็นด้วยเป็นอย่างยิ่ง ๐1 ๐2 ๐3 ๐4 ๐5 เห็นด้วยเป็นอย่างยิ่ง

ไม่เห็นด้วยเป็นอย่างยิ่ง ๐1 ๐2 ๐3 ๐4 ๐5 เห็นด้วยเป็นอย่างยิ่ง

ไม่เห็นด้วยเป็นอย่างยิ่ง ๐1 ๐2 ๐3 ๐4 ๐5 เห็นด้วยเป็นอย่างยิ่ง

ไม่เห็นด้วยเป็นอย่างยิ่ง ๐1 ๐2 ๐3 ๐4 ๐5 เห็นด้วยเป็นอย่างยิ่ง

80



คุณคิดเห็นอย่างไรกับประโยคต่อไปนี้ * 

12. มีความเป็นไปได้มากน้อยแค่ไหนที่คุณจะซื้อสินค้าแฟชั่นพลาสติกรีไซเคิลในช่วง 6 เดือนนี้ *

13. ฉันเป็นคนตัดสินใจเองเป็นส่วนใหญ่ว่าจะซื้อสินค้าดังกล่าวหรือไม่ *

14. คุณคิดว่าตนเองมีอำนาจในการซื้อสินค้าแฟชั่นพลาสติกรีไซเคิลมากน้อยแค่ไหนในช่วง 6 เดือนนี้ *

15. คุณคิดว่าหากคุณจะซื้อสินค้าเหล่านี้ คุณจะสามารถซื้อมันได้หรือไม่ *

ไม่เห็นด้วย
เป็นอย่าง

ยิ่ง

ไม่เห็น
ด้วย

เฉยๆ เห็นด้วย เห็นด้วย
เป็นอย่าง

ย่ิง

8. หากคนที่ฉันนับถือได้รับข้อมูลเกี่ยว
กับสินค้าแฟชั่นพลาสติกรีไซเคิล ฉันคิด
ว่าเขาจะอยากให้ฉันซื้อสินค้าเหล่านี้
อย่างน้อย 1 อย่าง ในช่วง 6 เดือนนี้

๐ ๐ ๐ ๐ ๐

9. คนสำคัญรอบตัวฉันจะชื่นชมในตัวฉัน
หากเขารู้ว่าฉันซื้อสินค้าแฟชั่นพลาสติก
รีไซเคิลอย่างน้อย 1 อย่าง ในช่วง 6

เดือนนี้

๐ ๐ ๐ ๐ ๐

10. ฉันเชื่อฟังความเห็นของคนสำคัญ
รอบตัวฉันก่อนการตัดสินใจซื้อสินค้า
แฟชั่นพลาสติกรีไซเคิล

๐ ๐ ๐ ๐ ๐

11. ฉันคิดถึงความเห็นของคนในสังคม
ก่อนการตัดสินใจซื้อสินค้าแฟชั่น
พลาสติกรีไซเคิล

๐ ๐ ๐ ๐ ๐

เป็นไปได้น้อย ๐1 ๐2 ๐3 ๐4 ๐5 เป็นไปได้มาก

ไม่เห็นด้วยเป็นอย่างยิ่ง ๐1 ๐2 ๐3 ๐4 ๐5 เห็นด้วยเป็นอย่างยิ่ง

มีอำนาจน้อย ๐1 ๐2 ๐3 ๐4 ๐5 มีอำนาจมาก

ซื้อไม่ได้ ๐1 ๐2 ๐3 ๐4 ๐5 ซื้อได้
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เมื่อคุณได้ทราบถึงข้อมูลของสินค้าแฟชั่นรีไซเคิลแล้ว... * 

ระยะเวลา: ในช่วง 6 เดือน 

คุณคิดเห็นอย่างไรกับประโยคต่อไปนี้ * 

ไม่เห็นด้วย
เป็นอย่าง

ยิ่ง

ไม่เห็น
ด้วย

เฉยๆ เห็นด้วย เห็นด้วย
เป็นอย่าง

ยิ่ง 

16. คุณมุ่งมั่นตั้งใจที่จะหันมาซื้อสินค้า
แฟชั่นพลาสติกรีไซเคิลแทนสินค้าแฟชั่น
ทั่วไป

๐ ๐ ๐ ๐ ๐

17. คุณอยากจะลองซื้อสินค้าแฟชั่น
พลาสติกรีไซเคิลมาใช้ดูอย่างน้อย 1

อย่าง

๐ ๐ ๐ ๐ ๐

18. คุณจะเข้าไปซื้อสินค้าแฟชั่น
พลาสติกรีไซเคิลหากคุณพบเห็นสินค้า
ดังกล่าวในร้านค้า

๐ ๐ ๐ ๐ ๐

19. คุณจะพิจารณาเปลี่ยนไปใช้สินค้า
จากแบรนด์แฟชั่นรักษ์โลกเพราะคุณ
เห็นความสำคัญในเรื่องปัญหามลภาวะ

๐ ๐ ๐ ๐ ๐

ไม่เห็นด้วย
เป็นอย่าง

ยิ่ง

ไม่เห็น
ด้วย

เฉยๆ เห็นด้วย เห็นด้วย
เป็นอย่าง

ยิ่ง

20. ฉันติดตามข่าวสารด้านปัญหาขยะ
พลาสติกในประเทศอยู่เสมอ

๐ ๐ ๐ ๐ ๐

21. ฉันรู้ดีว่าฉันควรทำอย่างไรเพื่อช่วย
ลดปัญหาขยะพลาสติก

๐ ๐ ๐ ๐ ๐

22. ฉันยินดีที่จะลดปริมาณการจับจ่าย
ใช้สอยพลาสติกของตัวเองเพื่อช่วยลด
ปัญหามลภาวะทางสิ่งแวดล้อม

๐ ๐ ๐ ๐ ๐
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23. เพศ *

๐ชาย 

๐หญิง 

๐ขอไม่ระบุ 

24. อายุ (ปี 2562) *

๐23 - 26 

๐27 - 30 

๐31 - 34 

๐35 - 38 

25. ระดับการศึกษา *

๐๐อ่านออกเขียนได้ทั่วไป 

๐ประถมศึกษา 

๐มัธยมศึกษาตอนต้น 

๐มัธยมศึกษาตอนปลาย 

๐ปวช/ปวศ 

๐ปริญญาตรี 

๐ปริญญาโท 

26. รายได้ต่อเดือน *

๐15,000 - น้อยกว่า 

๐15,001 - 30,000 

๐30,001 - 45,000 

๐45,001 - 60,000 

๐60,001 - 75,000 

๐75,001 - 90,000 

๐90,000 - สูงกว่า 

27. สถานภาพ *

๐โสด 

๐สมรส 

๐หย่าร้าง 
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28. คุณอาศัยอยู่ที่จังหวัดใด *

๐กรุงเทพมหานคร 

๐นนทบุรี 

๐ปทุมธานี 

๐สมุทรสาคร 

๐สมุทรปราการ 

๐นครปฐม 

๐ อื่นๆ: ……………………………. 

ข้อมูลของท่านจะช่วยให้การแก้ปัญหามลภาวะสิ่งแวดล้อมเป็นเรื่องง่ายยิ่งขึ้น ขอขอบพระคุณที่สละเวลา
ทำแบบสอบถามค่ะ 

84



Visiting address: Allégatan 1 · Postal address: 501 90 Borås · Phone: 033-435 40 00 · E-mail: registrator@hb.se · Webb: www.hb.se 


	Template Master Two Year 2016 (1)
	1 Introduction
	1.1 Background
	1.2 Purpose


	Acknowledgement
	[Thesis] Final Draft (1)
	[Thesis] Appendix



