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ABSTRACT

The objectives of this research were (1) to study the attitude toward purchasing
products with eco design packaging, subjective and awareness of environmental problems

and intention to purchase products with eco design packaging.

The sample comprised 384 Chiangmai municipality consumers who went
shopping at Hypermarket and Supermarket in Chiangmai municipality. The research
instruments consisted of a demographic questionnaire, attitude scale, subjective norm scale,
awareness of environmental problems scale, and intention to purchase products with eco
design packaging scale. Data were analyzed by using descriptive statistics, correlation

coefficient analysis, and multiple regression analysis.



The results of this research were as follows:

1. Attitude toward purchasing behavior, subjective norm, awareness of
environmental problems significantly relationship to intention to purchase products with eco
design packaging at the .01 level (r =.273, .596 and .458 respectively).

2. All groups of subjective norm: friends, parents, sisters/brothers, superstars/
celebrities, relatives, husbands/wives, teachers and environment conservation experts
significantly relationship to intention to purchase products with eco design packaging at the
.01 level (r=.419, .504, .472, .325, .323, .398, .453 and .504 respectively).

3. Subjective norm and awareness of environmental problems significantly

predicted intention to purchase products with eco design packaging at the .01 level.



