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RESEARCH ARTICLE

ATTITUDES, SUBJECTIVE NORMS AND THE INVOLVEMENT
PRODUCT AFFECTING THE INTENTIONS TO BUY THE
GREEN PRODUCTS

Chutinan Jeeravorawong

Danupol Hoonsopon

Abstract

This research was conducted to investigate the factors of attitudes
and subjective norm that affect the intention to purchase green products
including the study of intervening factors relating to the involvement of
green products in customers’ aspect in Bangkok, Thailand. The results of
the study revealed that customers perceived differently to each type of
products according to the involvement levels. The factors of the attitude,
which were the quality, technology, and the advertising of green products
and the factor of subjective norms influenced the intentions to purchase
environmental friendly products in low involvement product level. The
attitudes towards the advertising of green products influenced the intention
to purchase green products in the low involvement the most. The
technology of green products affected the intention to purchase green
products in high involvement product level the most. However, the quality of
green product had no influence on the intention to purchase the green
products due to the high involvement product is involved with temper and

feeling of consumers therefore the consumers consider the other factors
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affect to buy the green product such as satisfaction or social value.
Consequently, the public and private sectors can apply the results of this
study to support and promote the development of environmental friendly
products related to the different levels. This results in the increase of
environmental friendly products consumption, which will be one of the

approaches to resolve environmental issues.

Keyword: Green Product, Involvement Product, Attitudes, Subjective Norm
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