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ABSTRACT

The objectives of this study were to: 1) perceive carbon label products of people
in Muang district, Chiang Mai province; 2) analyze factors effecting the decision = making
to purchase carbon label products of the people; and 3) find a guideline for promoting
carbon label product consumption by using logistic regression model. A sample group
of 400 people was employed in this study. Findings showed that more than one - half
of them (69.75%) did not know about carbon label products.

Regarding an analysis of factors effecting the decision - making to purchase
carbon label products of consumers before receiving data about it, it was found that
the factors having a statistical significance level of reliability at 95 percent comprised
the following: 1) male consumers had a probability to make a decision to purchase
carbon label products more than ever when compared with female consumers ( 13.48% );
2) consumers knowing about carbon label products had a probability to purchase it
more than ever when compared with those who did not know about carbon label
products (58.04%); 3) inappropriate management of market promaotion in terms of place
and distribution channel would have an effect on decreased decision - making to
purchase the product (2.42%); and 4) good consumption promotion by public/private
sectors and concerned agencies as well as reputation of carbon label products would
have an effect on the probability which consumers would purchase it more than ever
(2.35%).

Findings showed that factors effecting the decision - making to purchase carbon
products after receiving some more details about included: 1) male consumers had a

probability to purchase carbon label products more than ever when compared with
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female consumers (9.75%); 2) consumers having increased incomes had a probability
to purchase carbon label products more than ever (0.01%); 3) consumers having
knowledge about carbon label products had a probability to purchase it more than
ever (3.95% ); 4) consumers having a good attitude towards carbon label products
had a probability to purchase it more than ever (1.15% ); and 5) appropriate market
promotion in various forms would help consumers to purchase carbon label products
(1.33%). Al of these factors had a statistical significance level of reliability at 90 percent.
Therefore, the creation of good attitudes and knowledge/ understanding about carbon
label products as well as market promotion should be supported by public/private
sectors and concerned agencies. Besides, it would be consistent with the expansion

of environmentally friendly market and the reduction of global warming.



