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Abstract

Growing environmental concerns have encouraged the fast-moving consumer goods
(FMCQG) industry to expand its eco-friendly product offerings. Yet consumer adoption re-
mains limited due to price premiums, restricted availability, and uncertainty about the cred-
ibility of environmental claims. This study examines consumer perceptions and purchasing
responses toward eco-friendly FMCG products in Nakhon Ratchasima, Thailand. Drawing
on the Theory of Planned Behavior (TPB) and perspectives from impulse buying, qualita-
tive data were collected through semi-structured email interviews with 13 consumers fa-
miliar with eco-friendly products. Results show generally positive attitudes and recognition
of environmental benefits, but practical barriers—especially cost and access—limit regular
purchases. Concerns about greenwashing further reduce trust. Conversely, appealing pack-
aging, social influence, and clear eco-labels appear to strengthen purchase intentions. The
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study proposes six propositions emphasizing awareness, trust, emotional engagement, and
accessibility. Findings highlight the need for coordinated efforts among firms and policy-
makers to improve the credibility, affordability, and availability of sustainable FMCG

products.

Key words: eco-friendly FMCG, consumer behavior, sustainable consumption, Theory
of Planned Behavior, Thailand, green marketing, impulse buying

Introduction

Climate change and resource depletion
are increasingly shaping sustainability
priorities in both government and indus-
try (Behera & Reddy, 2002; Grunert,
1993). Growing awareness of the envi-
ronmental consequences of industrializa-
tion and consumerism—such as biodiver-
sity loss, rising greenhouse gas emissions,
and ecosystem degradation—has intensi-
fied global interest in sustainable con-
sumption. The fast-moving consumer
goods (FMCGQG) sector, which includes
daily essentials like food, beverages, and
personal care products, has become a key
focus of these efforts due to its high con-
sumption levels and significant environ-
mental impact.

The FMCG industry has responded to ris-
ing demand for environmentally respon-
sible products by introducing eco-
friendly alternatives characterized by sus-
tainable sourcing, lower production im-
pacts, and certified environmental stand-
ards (Pavan, 2010; Sdrolia & Zarotiadis,
2018). However, adoption remains lim-
ited due to low consumer awareness,
price sensitivity, perceived value issues,
and inconsistent sustainability infor-
mation. While interest in green products
is growing, actual purchasing behavior

still varies significantly across regions
and cultural contexts (Kong et al., 2014;
Lavuri & Kumar, 2020).

Thailand’s rapid industrialization and ur-
banization have heightened environmen-
tal concerns, with economic growth and
rising consumption contributing to defor-
estation, waste generation, and pollution
(Shrestha, 2020). Nakhon Ratchasima, a
major commercial hub, reflects these
challenges through increasing FMCG us-
age and generally low awareness of envi-
ronmental impacts. As environmental
consciousness grows—especially in ur-
ban areas—Thai consumers are gradually
shifting toward more sustainable con-
sumption (Mahapatra, 2013; Thapa,
2019). Understanding consumer attitudes
toward eco-friendly FMCGs is therefore
essential for supporting the transition to
greener products. Factors such as envi-
ronmental awareness, perceived product
quality, pricing, and marketing effective-
ness shape consumer decisions, while
cultural norms, community values, and
economic considerations remain influen-
tial. These dynamics highlight the need
for context-specific strategies to promote
sustainable purchasing behavior in Thai-
land.
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This study examines eco-friendly FMCG
consumption in Nakhon Ratchasima,
Thailand—an understudied semi-urban
context often overlooked in sustainability
research. By applying and extending the
Theory of Planned Behavior with insights
from impulse buying, the study reveals
how rational and emotional factors jointly
shape green purchasing decisions. Key
determinants include product accessibil-
ity, pricing, labeling clarity, trust, and so-
cial influence. The findings offer practi-
cal guidance for businesses and policy-
makers aiming to improve the adoption of
eco-friendly products.

Research Objectives

This study employs a qualitative research
approach to investigate consumer percep-
tions, attitudes, and behaviors regarding
eco-friendly Fast-Moving Consumer
Goods (FMCGs) in Nakhon Ratchasima,
Thailand. This approach is chosen for its
ability to explore how individuals under-
stand and respond to sustainable con-
sumption within their personal and cul-
tural contexts. Given the subjective and
emotional dimensions of eco-friendly
purchasing behavior, qualitative methods
effectively capture the complexity of con-
sumer experiences. The exploratory na-
ture of the study seeks to generate in-
sights, as prior research in semi-urban
Thai regions is limited, allowing the re-
searcher to delve deeply into the phenom-
enon and prioritize participant voices that
are often overlooked in quantitative stud-
ies. Ultimately, the study aims to provide
a comprehensive understanding of sus-
tainable consumption that reflects the re-
alities of these consumers.

This study explores the dynamics of eco-
friendly Fast-Moving Consumer Goods
(FMCGs) consumption in semi-urban re-
gions, specifically Nakhon Ratchasima,
Thailand. It addresses a gap in existing
research, which has largely focused on
consumers in developed countries or
large urban areas, highlighting the inter-
section of global sustainability interest
and local consumer behavior.

Literature Review
Fast-Moving Consumer Goods

Sustainability is defined as meeting pre-
sent needs without jeopardizing future
generations' ability to meet their own.
Key to this concept is Triple Bottom Line
Accounting, which addresses environ-
mental, economic, and social dimensions.
In the fast-moving consumer goods
(FMCG) industry, sustainability efforts
focus on reducing resource use, minimiz-
ing environmental damage, and promot-
ing ethical supply chains. Sustainable
FMCGs adopt practices like ethical
sourcing, eco-friendly packaging, and
low-carbon manufacturing, aligning with
consumer demand for products that re-
flect environmental and social values
(Sulfi et al., 2023). Green products are
specifically designed to limit environ-
mental impact throughout their life cycle.

Features like the use of recyclable or re-
newable materials, biodegradability,
minimal toxicity, and effective resource
usage are frequently used to identify
green products (Patil & Hasalkar, 2021).
The well-known "Reduce, Reuse, Recy-
cle" (3Rs) paradigm, which is crucial in
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influencing consumer attitudes toward
sustainability, supports these traits. In ad-
dition to their benefits for the environ-
ment, green products are linked to im-
proved health and safety since they rely
less on dangerous chemicals. However,
issues like increased production costs,
which typically result in higher retail
pricing, frequently impede the main-
stream acceptance of green products.
This pricing issue can be a significant
barrier in price-sensitive regions, such as
Nakhon Ratchasima, Thailand, where
cost considerations heavily influence
consumer choices (Mahapatra, 2013).

A wide range of psychological, social,
and cultural factors influence customer
attitudes on fast-moving consumer goods
(FMCGs) that are ecologically friendly.
Environmental awareness is one of these.
People who are better knowledgeable
about environmental issues are typically
more likely to select sustainable options
(Sulfi et al., 2023). Another important
consideration is perceived product qual-
ity, since consumers frequently evaluate
green products' dependability, perfor-
mance, and durability in relation to their
conventional equivalents (Kong et al.,
2014).

The adoption of green FMCGs is also in-
fluenced by price sensitivity. Although
some customers are prepared to pay a
"green premium" for environmentally
friendly goods, this willingness is usually
restrained by the perceived value and the
magnitude of the price difference in com-
parison to conventional solutions (Patil &
Hasalkar, 2021).

Overall, the adoption of eco-friendly
FMCG products presents a promising
outlook. Key factors include enhancing
distribution networks to improve access,
particularly in areas like Nakhon
Ratchasima, and government interven-
tions such as subsidies or tax incentives
to reduce consumer costs. Additionally,
community initiatives like recycling pro-
grams can raise awareness and promote
sustainable consumption practices.
Climate Change and Eco-friendliness

The impacts of climate change present se-
rious challenges for Thailand, evident in
rising temperatures, extended droughts,
increased flooding, and coastal erosion.
These changes significantly affect key
sectors like agriculture, fisheries, public
health, and tourism, with the northeastern
region, particularly Nakhon Ratchasima,
being particularly vulnerable. Erratic
weather patterns in this area jeopardize
livelihoods and food security, intensify-
ing existing regional vulnerabilities
(UNDP, 2024; UNFCCC, 2024; Chin-
vanno, 2009).

Agriculture is crucial to Thailand's econ-
omy but is increasingly affected by irreg-
ular weather patterns that reduce agricul-
tural yields. Farmers face challenges such
as water scarcity and decreased rice and
fishery production, impacting economic
stability and heightening socioeconomic
inequalities in rural areas. Additionally,
urban health issues related to climate
change, such as heat stress and water-
borne diseases, are on the rise, while
coastal towns suffer from rising sea levels
and increased salination, particularly
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impacting Bangkok and its vicinity.
(Marks, 2011; UNFCCC, 2024; IPCC,
2007).

The Thai government has initiated vari-
ous strategies to address climate change,
including sustainable water management,
disaster risk reduction, and renewable en-
ergy promotion. However, these efforts
face challenges such as fragmented poli-
cies, limited institutional capacity, and
conflicts between environmental and eco-
nomic goals, particularly at the local level
in climate-sensitive areas like Nakhon
Ratchasima, where coordinated action
and community engagement are crucial
yet insufficiently developed (UNDP,
2024; Marks, 2011; Chinvanno, 2009).

As awareness of climate change increases,
consumer preferences are shifting to-
wards eco-friendly products, particularly
among well-educated individuals. Re-
search shows that environmental con-
cerns significantly influence purchasing
decisions, especially in areas like Nakhon
Ratchasima, where climate change im-
pacts are felt directly. Consumers are
more inclined to value sustainability in
fast-moving consumer goods (FMCG),
opting for eco-friendly choices that pos-
sess a lower environmental impact as a
way to contribute to climate change miti-
gation.

The adoption of eco-friendly FMCG
products encounters challenges like high
costs, limited availability, and consumer
skepticism about environmental claims.
Strategies such as transparent marketing,
subsidies, and awareness campaigns can
help build consumer trust. Aligning with

eco-conscious trends not only meets con-
sumer expectations but also aids climate
change mitigation. Businesses should in-
tegrate sustainability into their operations,
secure credible green certifications, and
highlight environmental benefits in their
marketing. Collaborative efforts among
businesses, policymakers, and communi-
ties are vital for promoting sustainable
consumption, especially in regions like
Nakhon Ratchasima.

Related Theories
Theory of Planned Behavior (TPB).

Ajzen's (1991) Theory of Planned Behav-
ior (TPB) provides a framework for un-
derstanding factors influencing consumer
behavior  towards  environmentally
friendly FMCG in Nakhon Ratchasima,
Thailand. TPB outlines three constructs:
attitude toward the behavior, subjective
norms, and perceived behavioral control,
all affecting behavioral intent and actual
conduct. Attitudes reflect consumers' per-
ceptions of eco-friendly FMCGs, influ-
enced by beliefs about environmental
benefits and concerns over costs and effi-
cacy, potentially leading to distrust. This
study aims to explore how perceptions of
product quality, pricing, and environmen-
tal impact affect purchasing decisions.

Subjective norms, which are the social
constraints affecting consumer decisions,
significantly influence consumption hab-
its in Nakhon Ratchasima. Cultural and
social influences from family, friends,
and community leaders are crucial, with
marketing efforts and endorsements from
local  environmental  organizations
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potentially enhancing this social impact.
This study aims to explore the role of
these norms in shaping customer inten-
tion. (Ajzen & Fishbein, 1980; Kalafatis
etal., 1999).

Perceived behavioral control relates to a
consumer's view of how easily they can
purchase  environmentally  friendly
FMCG products, influenced by factors
like availability, accessibility, cost, and
product knowledge. Issues such as lim-
ited availability and unclear eco-labeling
can reduce perceived control (Ajzen,
1991). Ajzen emphasized identifying bar-
riers and facilitators of purchasing deci-
sions, with behavioral intention being a
strong predictor of actual purchases.
Nonetheless, external factors like finan-
cial limitations and product availability
may hinder consumers from fulfilling
their intentions, as explored in Nakhon
Ratchasima (Ajzen, 1985; Kalafatis et al.
1999).

Application of Theoretical Framework to
Buying Behavior in the Eco-Friendly
Retail Environment

Eco-friendly FMCG items appeal to con-
sumers' desires for personal fulfillment
through environmentally responsible be-
havior, often leading to impulsive pur-
chases. (Puri, 1996).

The enjoyment derived from such pur-
chases aligns with the ideal self-image of
eco-conscious consumers. Discrepancies
between actual behavior and aspirational
ideals, like lower carbon footprints, can
trigger impulsive buying for self-satisfac-
tion. Despite being perceived as simple

and functional, their association with so-
cial responsibility elevates eco-friendly
products to 'aspirational commodities,'
further enhancing impulsive buying be-
havior. (Hoch & Loewenstein, 1991).

Marketing stimuli significantly influence
consumer behavior. Sustainable packag-
ing that highlights biodegradability or re-
cyclability can evoke positive emotional
responses, potentially triggering impul-
sive purchases. Additionally, promo-
tional strategies like discounts and lim-
ited-time offers create a sense of urgency,
further driving impulsive behavior.(Puri,
1996)

To leverage impulsive purchase behavior
for eco-friendly FMCG products in Na-
khon Ratchasima, marketers should en-
hance product accessibility by promi-
nently displaying such items in stores.
Emotional engagement through storytell-
ing and branding that highlights environ-
mental and social issues can drive pur-
chases (Dittmar et al. 1995).Dynamic
promotions during environmentally-
themed events may further encourage im-
pulsive buying (Mattila & Wirtz, 2008)
Additionally, designing store layouts
around sustainability themes aligns cus-
tomer beliefs with products. A theoretical
framework for impulsive purchasing be-
havior illustrates the influence of internal
motives, external stimuli, and situational
contexts on consumer decisions, enabling
merchants to align strategies with con-
sumer perceptions and promote spontane-
ous buying for sustainable consumption.

The conceptual framework builds on the
Theory of Planned Behavior (TPB),
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adapting it to the specific contextual fac-
tors affecting consumer behavior in Na-
khon Ratchasima, Thailand. It empha-
sizes the mediation role of psychological
constructs—attitude toward eco-friendly
products, subjective norms, and per-
ceived behavioral control—between ex-
ternal variables and the intention and be-
havior of consumers towards purchasing

Environmental
Awareness

Perceived Product

eco-friendly Fast-Moving Consumer
Goods (FMCGs).

Price sensitivity emerged as a major bar-
rier to the purchase of environmentally
friendly products, despite positive con-
sumer attitudes. Cost considerations af-
fected willingness to buy, especially
given diverse household incomes. Effec-
tive

Quality & Efficacy

Attitude Toward
Eco-friendly

Price Sensitivity

Marketing &

Subjective Norms

Consumer Pur-
chase Intention &

Rrandino Strate-

Social & Cultural

Perceived Behav-
ior Control

Influences

Availability & Ac-
cessibility

Figure 1. Conceptual Framework

The accessibility of eco-friendly products
significantly impacts consumer purchase
intentions. Despite intentions to buy
green, consumers often face barriers due
to the limited availability of these prod-
ucts, which relates to perceived behav-
ioral control in the Theory of Planned Be-
havior (TPB). This framework's three

constructs—attitude, subjective norms,
and perceived behavioral control—col-
lectively affect buying intentions, bridg-
ing the gap between intention and actual
purchase behavior. Notably, structural
factors like affordability and distribution
can hinder this translation. Ultimately,
consumer behavior includes both rational
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decisions and impulse buys influenced by

marketing that resonates with their values.

By integrating established behavioral the-
ory and context-specific variables, this
framework provides insights into con-
sumer behavior in emerging markets such
as Thailand. It highlights that promoting
the adoption of eco-friendly FMCGs ne-
cessitates consumer education alongside
structural, social, and emotional supports
to facilitate sustainable actions.

Research Method

This study employs a qualitative research
approach to assess customer attitudes to-
wards environmentally friendly fast-
moving consumer goods (FMCG) in Na-
khon Ratchasima, Thailand. It empha-
sizes collecting detailed individual re-
sponses (Creswell, 2014) to better under-
stand consumers' interactions with eco-
friendly FMCG in their daily lives.

The study employs semi-structured inter-
views to gather qualitative data, empha-
sizing the insights participants offer
through their descriptions of experiences
and beliefs. This method is chosen for its
flexibility in exploring complex con-
sumer perspectives, particularly regard-
ing eco-friendly Fast-Moving Consumer
Goods (FMCGs). Conducted via email,
the interviews allow participants to re-
spond thoughtfully and mitigate biases
associated with face-to-face interactions
(Opdenakker, 2006). This format pre-
serves original responses and accommo-
dates participants from diverse geograph-
ical backgrounds, facilitating an in-depth

understanding of their motivations and
perceptions (Meho, 2006).

Data Collection and Procedures

Participants were recruited via an email
outlining the study's purpose and consent
requirements. Following consent, they re-
ceived semi-structured interview ques-
tions exploring four main themes: aware-
ness and understanding of eco-friendly
FMCG products, factors influencing pur-
chasing decisions, perceptions of envi-
ronmental benefits, and barriers to sus-
tainable consumption. These themes were
based on the study's conceptual frame-
work and existing literature on consumer
behavior and sustainability.

The semi-structured format effectively
balanced guided inquiry with open-ended
exploration, allowing participants to pro-
vide detailed, thoughtful responses
aligned with the study’s research ques-
tions (Bryman, 2016). Follow-up emails
clarified responses, enriching the dataset.
This email-based interview approach en-
hanced response rates by allowing flexi-
bility and facilitated accurate data collec-
tion in its original form, reducing tran-
scription errors.

This email-based interview method pro-
vided participants with the flexibility to
respond at their convenience, increasing
response rates and promoting thoughtful
contributions. The written format facili-
tated data collection in its original form,
improving accuracy and reducing tran-
scription errors (Creswell, 2014).
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The interview framework aimed to
gather detailed insights into consumer
perceptions of eco-friendly fast-moving
consumer goods (FMCGs) in Nakhon
Ratchasima. It was structured around
five thematic areas, facilitating a mix of
guided questioning and open exploration
of participants' knowledge, attitudes, be-
haviors, and challenges related to sus-
tainable consumption. Initially, partici-
pants received an overview of the study,
emphasizing voluntary participation and
confidentiality to foster a conversational
atmosphere. The first theme assessed
awareness and recognition of eco-
friendly products, while the second fo-
cused on consumer attitudes, including
emotional and ethical dimensions related
to brand credibility. The third area ana-
lyzed factors influencing purchase deci-
sions, such as price, packaging, health
impacts, and social norms, seeking to
understand the motivations behind con-
sumer choices. Overall, the framework
encouraged candid discussions to reveal
unique consumer experiences with sus-
tainable products. The fourth area identi-
fies barriers such as financial constraints,
availability, skepticism about environ-
mental claims, lack of information, and
perceived inconvenience that create a
disconnect between positive attitudes
and actual purchasing behavior. The fifth
area emphasizes the responsibility of
businesses and policymakers in promot-
ing sustainable consumption, suggesting
actions like clearer labeling, affordabil-
ity initiatives, public education, and
regulatory enforcement to enhance con-
sumer choices and influence behavior at
individual and community levels.

Sampling Strategy

Purposive sampling was employed in this
study to incorporate diverse insights on
€co-conscious consumption in a semi-ur-
ban Thai context. The focus was on de-
veloping a contextual understanding of
consumer behavior rather than generaliz-
ing to a larger population. Thirteen par-
ticipants were chosen, aligning with qual-
itative research norms that favor depth of
insight. This sample size facilitated com-
prehensive thematic analysis, reflecting
varied perspectives across age, income,
and occupational backgrounds.

Data Analysis and Finding

The research investigates consumer per-
ceptions of eco-friendly Fast-Moving
Consumer Goods (FMCGs) in Nakhon
Ratchasima, Thailand, focusing on pur-
chasing decisions, barriers to adopting
sustainable products, and support needed
from businesses and policymakers. Five
major categories were identified from the
analysis of interview data using a seman-
tic coding approach.

Overall the respondent cohort reflects a
diverse mix of occupations, statuses, in-
come levels, and ages, with a stronger
representation of working professionals
inmid-to-late career positions. This diver-
sity provides a rich foundation for the
analysis of consumer perceptions and be-
haviors, regarding eco-friendly FMCGs
in a semi-urban Thai environment. These
categories include awareness and under-
standing of eco-friendly FMCG products,
consumer attitudes and
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Table. 1 Demographic information

ployee

Partici- . Age Monthly Income
No. pant Gender Occupation Range (Thai Bath)
1 A Female | [ull-time Em- 12-29 1-9.999
ployee
). B Female | [ull-time Em- 45.59 50,000
ployee
3. C Female | 1 ul-time Em- 45-59 | 40,000 — 49,999
ployee
4 D Female | [ull-time Em- 45-59 50,000
ployee
5. E Female Freelancer 45-59 30,000 — 39,999
6. F Male Full-time Em- 45.59 50,000
ployee
7. G Female | 1 ul-time Em- 1229 | 10,000 - 19,999
ployee
8, H Female Full-time Em- 12-29 10,000 — 10,999
ployee
9. I Female | Tull-time Em- 30-44 >50,000
ployee
10. J Female | T ull-time Em- 45-59 | 40,000 — 49,999
ployee
1. K Female | 1 ul-time Em- 45.59 50,000
ployee
12. L Female Full-time Em- 30-44 >50,000
ployee
13. M Male Full-time Em- 30-44 30,000 — 39,999

perceptions, factors influencing purchase
decisions, barriers to adoption, and the
role of businesses and policymakers in

ings,

The International Journal of Organizational Innovation
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promoting sustainable consumption. Sub-
sequent sections provide detailed find-
featuring  direct

quotes and
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synthesized themes from interviews,
highlighting both shared and unique per-
spectives on eco-friendly consumption in
a semi-urban Thai context.

An empirical analysis from semistruc-
tured interviews with consumers in Na-
khon Ratchasima, Thailand, is presented,
utilizing the Theory of Planned Behavior
(TPB) alongside insights from impulse
buying behavior theory. This analysis de-
velops six key propositions that elucidate
relationships regarding consumer percep-
tions, motivations, barriers to purchasing,
and purchasing decisions related to eco-
friendly fast-moving consumer goods
(FMCQG). These propositions aim to serve
as a framework for academic research
and managerial practice to promote sus-
tainable consumer habits.

Proposition one: Environmental

awareness significantly enhances

positive attitudes toward eco-friendly
FMCG products.

The study reveals that participants with
greater awareness of environmental is-
sues—such as climate change, pollution,
and resource depletion—tend to have
more favorable attitudes toward eco-
friendly products. This aligns with
Ajzen’s Theory of Planned Behavior
(1991), indicating that attitudes signifi-
cantly influence behavioral intentions.
The research also notes considerable var-
iation in understanding ecological and
sustainability issues among consumers,
suggesting that mere exposure is not
enough. Emotional and cognitive inter-
nalization of these issues is essential, in-
dicating that localized environmental

education campaigns could effectively
enhance attitudes and promote sustaina-
ble purchasing behaviors.

Proposition Two: Trust in environmental
claims and eco-labels is a precon-
dition for purchase intention to-
ward eco-friendly FMCGs.

A primary obstacle to purchase decisions
is skepticism regarding the authenticity of
green claims. Concerns about the reliabil-
ity of environmental certifications and
marketing messages, associated with
greenwashing (Peattie and Crane, 2005),
diminish the effectiveness of green mar-
keting when credibility is compromised.
This skepticism, highlighted by the The-
ory of Planned Behavior, creates a lack of
trust that complicates environmentally re-
sponsible choices. To enhance consumer
confidence and influence purchasing be-
havior positively, mechanisms such as
third-party  certifications, transparent
product life cycle information, and credi-
ble eco-labels are essential.

Proposition Three: Price sensitivity re-
mains a dominant obstacle that in-
hibits eco-friendly FMCG pur-
chases, despite positive attitudes

Participants generally show positive atti-
tudes toward environmental issues but are
often limited in their purchasing behavior
by economic factors. Many are willing to
buy eco-friendly products if the price is
low, but higher costs deter them, illustrat-
ing the “attitude-behavior gap” in sustain-
able consumption (Vermeie and Verbeke,
2006). While the Theory of Planned Be-
havior (TPB) emphasizes attitudes and
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perceived controls, economic rationality
significantly influences behavior. Inter-
ventions such as price promotions and
subsidies are necessary to convert inten-
tions into actual purchases.

Proposition Four: Greater product avail-
ability and enhanced visibility
within retail environments posi-
tively influences impulse purchases
and  pre-planned  eco-friendly
FMCG purchases.

Several participants indicated that eco-
friendly products are often hard to find or
available in limited varieties, which af-
fects both planned and spontaneous pur-
chasing. Enhanced product accessibility
and strategic placement can boost im-
pulse purchases, aligning with Ajzen's
(1991) theory that perceived behavioral
controls influence purchasing intentions
and actions. When eco-friendly products
are easily accessible and prominently dis-
played, consumers are more likely to act
on their intentions, highlighting the cru-
cial role retailers play in making green
products visible in mainstream stores.

Proposition Five: Social influence, par-
ticularly from close networks such
as family and friends, strongly af-
fects eco-friendly FMCG purchas-
ing behavior.

The importance of subjective norms in
the Theory of Planned Behavior (TPB) is
prominent among Thai consumers, influ-
encing their purchasing decisions through
personal recommendations and observed
behaviors of peers and family. Thegersen
(2006) notes that social norms strongly

impact pro-environmental actions, espe-
cially in collectivist societies where con-
formity is significant. To promote green
consumption, engaging influential social
groups through community involvement,
social marketing, and peer advocacy can
enhance eco-friendly buying behaviors
on a larger scale.

Proposition Six: Emotional rewards de-
rived from eco-friendly consump-
tion reinforce consumer loyalty and
repeat purchase behavior

Participants in eco-friendly product pur-
chases experience emotional rewards like
satisfaction and pride, which motivate fu-
ture buying behaviors. Niiniméaki (2010)
emphasizes that these emotional connec-
tions are crucial for developing sustaina-
ble habits. Marketing strategies focusing
on emotional satisfaction can enhance
consumer loyalty and encourage repeat
purchases.

The text outlines the relationship between
consumer factors, including awareness,
trust, price, social influences, emotional
resonance, and product availability in
eco-friendly FMCG behavior. Interviews
underscore the necessity of considering
both rational and emotional factors. Sub-
sequent sections propose theoretical im-
plications and actionable recommenda-
tions for promoting eco-friendly con-
sumption in urban settings, specifically
Nakhon Ratchasima, Thailand.

The study findings support the Theory of
Planned Behavior (TPB), highlighting
that consumer attitudes, subjective norms,
and perceived behavioral control signif-
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icantly impact the intention to purchase
eco-friendly Fast-Moving Consumer
Goods (FMCGs). Participants showed
positive attitudes toward sustainability
and acknowledged the environmental
benefits of eco-friendly products in miti-
gating issues like climate change and pol-
lution, a trend observed in other emerging
markets. Despite these positive disposi-
tions, barriers such as price sensitivity
hinder the adoption of eco-conscious pur-
chasing, as many consumers are willing
to buy eco-friendly products only if
prices are comparable to conventional op-
tions. This gap between positive environ-
mental attitudes and actual purchasing
behavior is emphasized by previous re-
search noting affordability as a key factor
in green consumption decisions.

Perceived behavioral control signifi-
cantly impacts sustainable behavior, as
participants noted the difficulty in finding
eco-friendly products in both retail and
online settings. This reduced accessibility
hampers their sustainable intentions,
aligning with Slaba (2020), who empha-
sizes the necessity of effective distribu-
tion networks for green product adoption.
Ajzen (1991) further supports that de-
creased perceived control, stemming
from product unavailability or unclear la-
beling, diminishes the conversion of be-
havioral intention into action.

This study reinforces aspects of impulse
buying theory alongside the TPB frame-
work, highlighting the influence of emo-
tional triggers such as attractive packag-
ing, personal values, and ethical branding
on eco-friendly product purchases. This
aligns with Mattila and Wirtz (2008),

whose research indicates that emotional
stimuli and environmental cues can stim-
ulate impulse buying. Participants re-
ported feelings of pride and moral gratifi-
cation when choosing eco-friendly prod-
ucts, suggesting that emotional rewards
enhance consumer loyalty, corroborating
Niiniméki (2010)'s emphasis on the im-
portance of identity and emotion in sus-
tainable consumption.

Consumers in Nakhon Ratchasima show
increasing awareness and positive atti-
tudes towards eco-friendly FMCGs; how-
ever, their purchasing behaviors are lim-
ited by structural barriers such as price,
accessibility, and skepticism toward
green claims. Opportunities for interven-
tion arise from strong emotional, social,
and identity-driven motivations. Collabo-
rations among businesses and policymak-
ers are essential to bridge the gap between
consumer intention and action by improv-
ing product affordability, visibility, and
credibility of eco-labels, as well as devel-
oping effective marketing strategies. This
can foster a more supportive environment
for sustainable consumption in Thai-
land’s semi-urban areas.

Conclusions

The findings indicated that most partici-
pants understood eco-friendly FMCG
products as those that are biodegradable,
have recyclable packaging, feature low
toxicity, and cause minimal environmen-
tal harm. This understanding aligns with
previous research suggesting that greater
environmental awareness often leads to
more positive attitudes towards sustaina-
ble consumption. Participants recognized
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the environmental benefits of green prod-
ucts and expressed a willingness to sup-
port them. However, the study also iden-
tified an "attitude-behavior gap," where
economic concerns, particularly the price
premium of green alternatives, hindered
purchasing  decisions.  Affordability
emerged as a significant barrier, high-
lighting the necessity for businesses and
policymakers to mitigate cost issues to
encourage wider adoption of eco-friendly
products.

Accessibility of eco-friendly fast-moving
consumer goods (FMCGs) was a signifi-
cant barrier identified by participants, im-
pacting their behavioral control and pro-
environmental actions. This reflects
Ajzen's (1991) view that perceived be-
havioral control is crucial for intentions
to lead to action and aligns with Slaba
(2020) regarding limited product availa-
bility hindering market penetration. Ad-
ditionally, emotional and social influ-
ences played vital roles, with participants
expressing that feelings of satisfaction
and ethical alignment affected their eco-
friendly purchases, consistent with im-
pulse buying literature (Mattila & Wirtz,
2008; Niiniméki, 2010). Social factors,
including influences from family and
friends, reinforced purchasing behavior,
underscoring the importance of subjec-
tive norms in the Theory of Planned Be-
havior (TPB) (Thegersen, 2006).

Implications

The study underscores essential manage-
rial implications for businesses and poli-
cymakers in semi-urban Thailand con-
cerning  eco-friendly  Fast-Moving

Consumer Goods (FMCGs). It identifies
that understanding consumer attitudes is
vital to bridging the intention-behavior
gap and fostering sustainable consump-
tion. A significant factor is product af-
fordability; higher prices deter purchases
despite consumer intentions. Businesses
are encouraged to adopt pricing strategies
to improve financial accessibility, like of-
fering smaller sizes or discounts.

Trust in green branding is crucial, as
doubts about eco-friendly labels and the
risk of greenwashing can impede con-
sumer engagement. Companies should
build trust through transparency and reli-
able information about environmental
impact, while emotional motivations such
as pride can stimulate sustainable choices
and loyalty. Marketing should also reso-
nate emotionally, highlighting values like
family well-being and ethical responsibil-

1ty.

The study stresses enhancing the availa-
bility and visibility of eco-friendly
FMCGs by integrating them into main-
stream displays and broadening their
online and offline reach. Social norms
play a significant role in purchasing deci-
sions, with influences from peers and
online figures being substantial. Busi-
nesses can leverage this by encouraging
user-generated content and community
initiatives, framing sustainable consump-
tion as a collective value.

Policymakers are essential in promoting
green consumption by reducing financial
barriers, which are a primary concern for
consumers adopting sustainable
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behaviors. Suggested measures include
tax breaks for eco-friendly businesses,
subsidies for sustainable materials, and
vouchers for low-income families. Addi-
tionally, regulatory oversight for eco-
friendly labeling is important to address
consumer skepticism about greenwash-
ing; clear standards and independent cer-
tifications are necessary to build trust.
Public awareness campaigns emphasiz-
ing the emotional and social benefits of
sustainable living should employ relata-
ble narratives and local role models.
Moreover, integrating environmental ed-
ucation into formal systems and commu-
nity initiatives can promote a responsible
culture. Policymakers should encourage
collaboration between sectors to foster
sustainable development and innovation
in green practices.

Research Limitations and Future
Directions

One significant limitation of the study is
its small sample size of thirteen partici-
pants, which restricts the generalizability
of findings to the broader Thai population
and introduces selection bias, as partici-
pants predominantly come from middle-
to high-income backgrounds. The study's
narrow geographic focus on Nakhon
Ratchasima may overlook regional vari-
ances in environmental attitudes and con-
sumption patterns influenced by socio-
cultural factors. Future research should
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