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The determinants affecting customer choices to acquire eco-friendly items via artificial intelligence
technology in Bangkok.
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Abstract

The objective of this research was to study personal factors, marketing mix factors (7Ps),
and artificial intelligence technology acceptance factors that influence consumers' decisions to
purchase environmentally friendly products through artificial intelligence technology. This was a
quantitative research study using questionnaires with a sample group of 408 participants. Statistical
methods employed included frequency, percentage, mean, standard deviation, analysis of variance,
and multiple regression analysis.

The research findings revealed that the majority of the sample group were males, aged 26-
35 years, with a bachelor's degree education, working as private company employees, with income
between 15,000 - 30,000 baht. Differences in personal factors, specifically education level, resulted
in different decisions to purchase environmentally friendly products through artificial intelligence
technology. Consumers with education levels higher than bachelor's degree demonstrated the
highest purchase decision rates. Marketing mix factors (7Ps) including product, place, promotion,
people, and process significantly affected purchase decisions at the statistical significance level of
0.05. Additionally, all five artificial intelligence technology acceptance factors—namely knowledge
and understanding, persuasion, decision, implementation, and confirmation—significantly influenced

purchase decisions at the statistical significance level of 0.05.

Keywords: Purchase Decision, Environmentally Friendly Products, Technology Acceptance
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