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Abstract 

In the world today, qualities of lives among humans are decreasing at a rapid stage. This is caused by our 

never-ending wants and needs. And in order to satisfy our greed, our mother-earth are being destroyed at a 

rapid stage. More natural resources have to be harvested and of course more pollutions are being created 

inevitably. With this rising concerns, organizations around the world are creating awareness of this 

phenomenon as part of their corporate social responsibilities.  

The real estate industry too, is on this trends. No doubt that this industry contributed most to the 

environmental impacts. They can cause both direct and indirect impacts on the environment. Even the first 

step in planning, developing to even managing the estates cause an environmental impacts. In recent years, 

both developers and consumers are being aware of these negative circumstances, in response to this, they 

are now more concerned when buying and/or developing the real estates. 

This study have emphasized on the relationships between purchasing attitudes and intentions to purchase 

green condominiums on Generation Y. Why Gen Y? Research conducted found that this generation of people 

are more aware of this environmental issues and willing to act accordingly. This research is conducted based 

on the quantitative method and the questionnaires used to reach the respondents will be online-administered. 

The target group will be between 18-35 years old and live in Bangkok. After filtering the questionnaire 

collected, 220 sets were used in analyzing. There are 3 steps in the process when analyzing the data. The 

descriptive statistic were used on the first step to obtain the demographic characteristics of the respondents. 

While on the second and third steps, regressions and two-way Anova tests were employed respectively. 

The results obtained from this study found that “intentions to purchase” on green Condominium on generation 

Y has a positive relationship on “purchase attitude”. While “environmental knowledge”, “Perceived Benefits”, 

“Environment Concern”, “health conscious” and “subjective norms” also have a relationship with “purchase 

attitude” and direct effect with “intention to purchase”. 
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1. Introduction 

The Real Estate Business, such as Office buildings, condominiums, industries. These are all businesses that 

consume natural resources and energy consumption enormous. The energy of these may be used for air 

conditioning, lighting in the building or control other systems. However, the energy consumption is going to make 

a good of living (Wetering & Wyatt, 2011). So the energy is not necessarily required. As such, there was a group 

of people who are aware of environmental issues and conscious building design to control and manage energy 

use in buildings to achieve highest performance. The building of this type is often called the "Green Building 

(Green Building)" (Pushkar, 2013).  

"Green Building”  is a design that has been a particularly interesting group of real estate investors around the 

world to capture new markets and believe that there is sufficient demand . The people who lived in a dense 

residential area or in the city, is one factor that will make people be aware of the disadvantages of pollution and 

the importance of the environment. People in the city are environmentally conscious than the people in the rural 

areas. The reason is that people in the city were featured on the environment than people in rural areas, due to 

the two possible reasons. 1) The amount of traffic volume, congestion of the building. These are all the pollutions 
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that causes significant degradation of the environment. So it is no surprise that people who live in it will turn its 

attention to the issues of the environment and their own lives than those who live in rural areas. 2) People who 

live in rural areas are often the basis of a gentle soul than anyone in town. Which rely on natural environment and 

friendly, so living in rural areas are less important to the conservation of the environment (Van Liere & Dunlap, 

1980). 

In view of the consumer People interested in green building is a group of specific people group. The study found 

that people in Generation Y will pay attention and attitude very good about saving the environment (Schmeltz, 

2012). In the future, these groups will take part by push new policies in the society. However, some research 

studies have found that although people in this age group will have a very positive attitude about the environment   

on the other hand, they did not express the decision to buy the product for the Environment (Hume, 2010) 
research of Kim and Chung (2011)made you understand the reason that why Generation Y have better attitude 

than the previous generation. It is because the knowledge about the environment to be absorbed since 

childhood. However, in view of the researcher that the power of decision to buy would be the previous generation 

because product to the environment is often more expensive than conventional products. So why people in 

Generation Y have a positive attitude but no power to buy. However, in the future when these people grow up 

researchers expect to see people in priority housing need to be paired with a good environment. 

2. Literature Review 

2.1 Theory of Reason Action :TRA 

A lot of researches refer to and widely used to study about information on the actual behavior of humans. The 

theory of reasoned action is the fundamentals of the human mind. In theory shows the factors that affect the 

intention of behavior. The factors are attitudes on behavior and Subjective norm. As a measurement to determine 

the effect of the intention perform to actual behavior. The research, which found that the intention of the action is 

one of the factor that can measure up the real behavior of human. Gotschi, Vogel, Lindenthal, and Larcher 

(2009)spoke in their research that "Many researchers have demonstrated the actual behavior of consumers 

expressed usually start from the fact that consumers have a positive attitude about the behavior first" For 

example, past research issue which has studied about the behavior of people who consume a healthy food 

(Tarkiainen & Sundqvist, 2005). This research study on consumer attitudes in Finland buying an organic food and 

the result showing that Attitude to buy an organic food factor related directly against the purchase intention and 

the most of consumers also have a positive attitude about buying healthy food. 

2.2 Purchase Attitude 

Purchase Attitude is one of the important mental processes caused by consumers have faith to do it. If 

consumers believe that the results of that action is positive, They will have a positive attitude toward the action or 

can be said that attitudes can be analyzed to the level of the likes and dislikes of consumers (Weng & Run, 

2013). On the one hands ,when the consumer has the option to buy, attitude is one of the factors that would be 

the best reflect way to consider about purchasing decisions of consumers (Kraus, 1995). 

2.3 Subjective Norm 

The influence caused by groups of people in society or people who close to consumers. Which may amplify the 

factors that influence on the people around them or people who‟re belief that he should doing behaviors. This 

factor will be a result in a consumer feeling wanted to do as much. Which is stimulated more if people in society 

believe in the same thing (Bearden, Netemeyer, & Teel, 1989). 

2.4 Health Conscious 

Consumers who have a positive attitude about the environment often are concerned about the environment, such 

as, concerns about the use of pesticides in agriculture or the amount of pollutants in air and water. Which gives 

consumers a penalty and issues that affect themselves and people around them. So consumers who are 

concerned about the environment will provide support especially for everyday use and environmentally friendly 

housing (Renfro, 2010). By the products could be mean the product  whichever lower  creating pollution and 

destruction of natural resources or the product may be manufactured with recycled materials (Pavan, 2010) 

2.5 Environmental Concern 

Concerning in the environment is a basic one to measure and determine the key of consumer attitudes and 

purchasing decisions. Angera (2001) indicated that if consumers are concerned in the environment. The 

consumers will have a positive attitude towards the environment. In addition, environmental concerns relate to 

the attitude of the buyer, Environmental concerns also contribute directly to the intention to purchase (Lee, 2008). 

2.6 Perceived Benefit 

Perceived benefits can be divided into 2 categories. First, Benefit is happens to themselves and society. Second, 

benefit is caused to protect environment. In terms of the perceived benefits, the recognition of the benefits 

accrued to themselves may mean the indoor of air quality in the building or cost of energy savings and the 



benefits accrued to society may be said to save natural resources and causes lots of pollution through the use of 

efficient energy (Yoon, 2011). 

 When studying the past research of all the variables shows that People who recognize the benefits of 

green building they will have a positive attitude and willingness to buy it (Wang, 2013). In conclusion, if the 

consumers perceive benefits from using the Green Condo, they will have positive attitude and willingness to 

purchase a Green Condo too. 

2.7 Environmental Knowledge 

Consumers lack of knowledge, misunderstanding about the environment or not knowing about background 

information on the risks of arising human consumption natural resources limited. This is caused of degradation 

the environment (Aman, Harun, & Hussein, 2012). Therefore knowledge is the best way to add attitude and 

understanding of the green purchasing to the consumer. As such, investor need to communicate knowledge to 

the consumer to know the information about the importance and problems of our environment (Yu-Shan & Ching-

Hsun, 2012). Consumers will happen one of two ways. First, consumers will understand the impact of the 

environment problems by research from the external information that access them to green products and meet 

the guidelines for the conservation of the environment. Second, consumers can find the products and information 

functions in the green products(NexusProvidencePropertyConsultantServices, 2013). In the end, if consumers 

are aware about the problems of the environment, then it would be prudent them to take the green product and it 

likes adding purchase attitude of consumer products (Mostafa, 2007). 

2.8 Intention to Purchase 

Intention to buy may be defined as the commitment to carry one (Ramayah, Lee, & Mohamad, 2010). 

The studies of past research found that the intention to purchase can measure the actual behavior of consumers. 

Consumers who are willing to buy highly would be willing to pay high (Paladino & Ng, 2012) in this context can be 

said in other words that the intention to purchase means Interests and not the interests of consumers against 

products, for instance, if consumers have good intentions to buy green products, they will have an interest in the 

green products rather than generic products, so this bring the results to the actual behavior of consumers or 

making a decision to buy (Chan & Lau, 2000). 

3. Methodology and Model 

This study‟s main objective of analyzing the impact of green marketing strategies on intention of consumer 

purchasing green condo in Bangkok. This study was adopted the theory of reason action as an appropriate 

theory to study intention to purchase. The questionnaire relate to the influence of Subjective norm , Purchase 

attitude ,Environmental knowledge, Health conscious ,Environmental concern, Perceived benefit and intention to 

purchase. The items were measured on a five point likert scale (1= strongly disagree to 5 =strongly agree) and 

the last part of the questionnaire has focused on the demographic characteristics of respondent. Statistical 

techniques were used to process the data using correlation and factor analysis with the statistical programs 

SPSS16. Finally, this case are focused at consumers who‟re generation y and living in Bangkok only. The sample 

size on the basis of Maholtra(2010) to be 220 observations; however the collected data for this study is 180 

samples, using Google Survey to collect and 40 samples, using face to face interviews.  

 

Figure 1. The proposed model and 

hypotheses (Additional sub dimension from 

the TPB are in dashed lines)  



 

4. Findings 

4.1  Analysis of descriptive statistics 

The resulting total of 220 respondents is male, 60%, and female, 40% of respondents, mainly aged between 26-

30 years up to 58% with an education at undergraduate degree, the highest proportion of 65%. Most of the 

respondents are officers, 60%, the maximum monthly income of the respondents is 25,001-35,000 THB, 42%. 

 

4.2 Exploratory Factor Analysis (EFA) 

Before the analysis of intention to purchase, purchase attitude, subjective norm, health conscious, environmental 

concern and environment knowledge, exploratory factor analysis with the use of principal components analysis 

and varimax rotation was conducted for each construct separately to verify the construct validity and to determine 

the structure of items. In the analyses items with have communalities < 0.4 and are separated more than one 

factor were deleted. As a result some items that measure  

Table I. Factor loadings, %Variance, Cumulative% Variance and Cronbach‟s Alpha 

 
4.3 Test of the hypotheses 

First to test the relationship between Subjective norm, Environmental Knowledge, Health Conscious, Perceived 

Benefit, Environmental Concern and Purchase Attitude (H1-H5), multiple regression analysis was performed. The 

regression model that predicted ATT from SN, KN, EC, and PB was statistically significant and positively 

influence ATT then H1, H2, H3 and H5 were supported. However, HC did not influence ATT when the effect of 



the others were considered. Even though the result was also not significant (β= .075, p = .266) when using 

simple regression so H4 was not fully supported. 

 

ATT = .325(SN)
**
 + .119(KN)* + .075(HC) + .188 (EC)

**
 + .453(PB)

** 

  (5.974)**      (2.184)* (1.384)       (3.453)**       (8.337)** 
R=0.604, R

2
=0.365, Adj. R

2
=0.351, F=24.761, Sig F=0.000 

 
Second to test the relationship between Subjective Norm, Environmental Knowledge, Health Conscious, 
Environmental Concern, Purchase Attitude and Intention to purchase (H6-H10). Subjective norm seems to 
play an important construct while attitude was the least effect. Even though this result shows all significant 
coefficients but when applying simple regression to determine a relationship between each independent and 
intention to purchase(as shown in Table II) found that Purchase Attitude variable was higher effected to INT 
as the result of multicollinearity problems. 
 

 INT = .325(SN) + .205(ATT) + .318(KN) + .261(HC) + .225(EC) 
 (6.058)**   (3.724)** (5.158)** (4.372)**   (3.724)** 

R=0.672, R
2
=0.452, Adj. R

2
=0.439, F=35.422, Sig F=0.000 

 

Note:  **= The coefficient is statistically significant at p value ≤ 0.01. 

 * = The coefficient is statistically significant at p value ≤ 0.05.  

Where   INT = Intention to Purchase. 

ATT  = Purchase Attitude. 
SN  = Subjective Norm. 
KN  = Environmental Knowledge 
HC = Health Conscious. 
EC = Environmental Concern 
PB = Perceived Benefit 
(... )  = t-value of each independent factors.   

 

Table II. Simple regression of relationships of each 5 independent factors influencing intention to purchase. 

 
 

5. Conclusion and Discussion 

This research has analyzed the influence of the fundamental of human thinking by adapting TRA and combining 

the other factors from past researches to analyze. The result the studying found that every factors in TRA all 

supported in the paper. Moreover, the factors such Health conscious, Environmental Knowledge, Perceived 

benefit and Environmental concern have an effect on intention to purchase and some on purchase attitude. 

The results support some implications for strategies marketing to promote green condominium. Developers could 

provide the useful of green condominium functions by presenting to person who around the customer or making 

the events shown the health benefits when living in the condominium. Environmental knowledge also one of the 

factors that would be concerned. The government should set up the environment knowledge into the studying 

programs when the future consumers were young. Finally, changing customer attitude is one of the most 

important part that make the opportunities to purchase the green condominiums.  

6. Limitations of the research 

This paper has analyzed the result of purchasing attitude and intention to purchase in green condominium in 

Thailand. The study had some potential limitations as focus was only generation y customers in Bangkok but the 

information that could be supported for marketing strategies need to be cover more on other generations and 

other cities. According to result of this paper “subjective norm” has played an important role on intention to 

purchase that mean other generations can be part of purchase decision on green condominium. Moreover, the 

present of Thailand the others cities such as Chiangmai, Khonkaen are developing dramatically so only in 



Bangkok not enough for analyzing the marketing and thus, the research has some conceptual limitations in the 

customer‟s age and arena. 
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