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GREEN MARKETING/PURCHASING DECISION/FACTORS/GENERATION Y

This study had two objectives, that is, to study the personal and inside-out
strategy of marketing mix factors affecting purchasing decisions towards green
marketing products. The target group for the research are people who use consumer
goods and live in the municipal areas in the lower part of Northeastern Thailand:
Nakhon Ratchasima, Chaiyaphum, Buriram, and Surin. The age of the target group
were between 25 and 33 years and the number of the sample size was four hundred.

The results of the study showed that the level of personal education mostly
affected their purchasing decisions towards green marketing products. The other
factors affecting their purchasing decisions towards green marketing products were
status, gender, occupation, and income, respectively. A factor analysis of the inside-out
strategy of marketing mix included the following four factors; demand for products,
communication with customers, purchase encouragement, and others. The analysis of
linear regression showed that the inside-out strategy of the marketing mix had
affected their purchasing decision towards green marketing products in three areas:
marketers’ and consumers’ reduction in use, reusing, and recycling. The first areas
showed that the inside-out strategy of the marketing mix for others had mostly

affected purchasing decisions towards green marketing products, followed by



communication with customers, demand on products, and purchase encouragement,
respectively. The second and the third parts showed that the inside-out strategy of the
marketing mix for communication with customers had mostly affected their
purchasing decisions towards green marketing products, followed by demand for

products, purchase encouragement, and others, respectively.
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