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Abstract

This research aims to analyze the factors influencing the decision to purchase organic personal care products
among consumers in Bangkok and its metropolitan areas. The factors examined include health awareness,
appearance consciousness, purchasing attitudes, reference group conformity, confidence, and past
experiences. Understanding consumer behavior in this segment is crucial for businesses and policymakers.
This study employs a quantitative survey method, collecting data through questionnaires. The findings reveal
that health awareness, appearance consciousness, purchasing attitudes, reference group conformity,
confidence, and past experiences significantly influence the decision to purchase organic personal care
products among consumers in Bangkok and its metropolitan areas. Notably, purchasing attitudes, confidence,
and past experiences play pivotal roles as mediating variables in shaping consumer perceptions and driving
purchasing behavior.
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A131971 4 LEAIFNBNTNANIINTI BNTWan198ay uazdnswalaysdy

Factor effect Trust Past experience Attitude toward buying Intention to buy
Health Consciousness DE 0.170** - 0.315** -

IE - - - 0.252***

TE 0.170*** - 0.315*** 0.252***
Appearance DE - 0.883*** 0.226*** -
Consciousness

IE - - - 0.475***

TE - 0.883** 0.226** 0.475***
Subjective Norm DE - - - 0.214***

IE - - - -

TE - - - 0.214***
Past experience DE 0.837*** - 0.257*** -

e - - - 0.370***

TE 0.837*** - 0.257*** 0.370***
Trust DE - - -0.019 0.247*

IE - - - -0.013

TE - - -0.019 0.234*
Attitude toward buying DE - - - 0.677***

IE - - - -

TE - - - 0.677***

DE = Direct effect, IE = Indirect effect, TE = Total effect
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