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ABSTRACT 

 

To increase the environmental awareness, the green label concept is added into the services or products. Comparing to the same 

type of services or products, the customers has more choices for selection the environmental friendly things. The research 

chooses the electric shower unit water heater to be the case study. The questionnaire will be used to survey the idea of customers 

or one who make decision for the house on the willingness to pay. The expected result is to know if the demographic, knowledge, 

value, attitude, belief, or environmental concern would be the main reason in choosing a green label product returning the 

energy saving and environmental friendly material of the electric shower unit water heater. The main reason might tie with the 

scheme of spending the surplus money by the manufacturer in corporate social responsibility activities. This expected finding 

would push the market faster. 
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INTRODUCTION  
 

Environmental problem is not any more far problem from each day living of human being. The anthropogenic risk or manmade 

risk is the term clearly used for explaining the happening of environmental problem from more and more complex activities of 

people in 21st century. The main reason is the current consumption levels which are too high and are unsustainable (Cherian and 

Jacob, 2012). Many activities are claimed as the main source of the greenhouse gas emission particularly in term of carbon 

dioxide emission related to the global warming (Florides and Christodoulides, 2008). The worse environment leads to the lower 

quality of life (Espinoza et.al., 2012). Even the Kyoto Protocol aimed to reduce the emission of carbon dioxide equivalent 20% 

by 2020, the more increasing number of people believe in global warming and the higher willingness to pay to reduce global 

warming (Joireman, et al., 2010). The government in many countries is always the starting organization showing various 

programs and subsidies.  

 

1. Green Label 

 

Green label, a kind of voluntary eco-label, is one of the programs awarded label to the products which pass the environmental 

friendly criteria. The label purpose is to inform consumers on the problem to the environment during production, consumption, 

and waste disposal of a service or product (In Thailand except food, drug, and beverage) (Gallastegui, 2002). Generally the 

product with green label helps customer in decision making on choosing an environmental friendly product. It is found that the 

consumers previously refuse to the part of the willingness to pay whereas nowadays the willingness to pay is more common 

(Neff et al., 2007) or saying that the consumers are willing to pay for a higher price for environmentally friendly products (Bhate 

and Lawler, 1997). The changing is however happened very slow compared to the increasing of the environmental problem. The 

global warming problem was investigated as a factor increasing the consumer’s willingness to pay (Svedsater, 2000). 

 

2. Willingness to Pay for Electric Shower Unit Water Heater 

 

The willingness to pay is the concept of quantifying the consumer’s surplus published firstly in 1885 by Jules Dupuis. The 

willingness to pay, additional percentage to the base price of product, had been studied for many products e.g. 10.4% premium 

more on a hybrid version of a car (Drozdenko et al., 2011), 4-6% eco-labeled seafood, 15% for organic and animal welfare-

labeled salmon (Olesen et al., 2010), 10-25% for certified wood (Aguilar and Vlosky, 2006), 5% for eco-labeled apples (Loureiro 

et al., 2002), 6-7.5% for wood furniture (Veisten, 2007), 12.2% for certified wood product  (Cai  and  Aguilar, 2012), and 5.6-

13% for eco-labeled wood product (Jensen et al., 2004). The green information of product to customers is used to distinguish 

between green and traditional products (Perlis, 2009).  On the other hand the concern of environment by customer will influence 

the manufacturer (Lin and Huang, 2011). The concern of environment issue more than life convenience is in sense of good for 

environment (Shen, 2011). The willingness to pay for electric shower unit water heater is however had never been investigated or 

researched. The objective of this paper is to investigate the factor influence to the willingness to pay for the electric shower unit 

water heater. 
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3. Existing Situation of Green Label 

 

Germany is the initiator of the green label in 1967. Nowadays up to 30 countries apply the concept of green label. The green 

label in Thailand had been initiated by Thailand business Council for Sustainable Development, TBCSD in October 1983 under 

the working as secretariat of Thai Industrial Standards Institute, Ministry of Industry and Thai Environment Institute. Until 

February 2013, green labels are awarded to 523 models of products, 23 product categories, or 64 companies (Thailand 

Environment Institute TEI). In each country, green label would be called in different name depending on the level of strictness. 

The awarded label has 3 year lifetime. The general criteria used for consideration is the renewable sources of product, the 

qualification of product, the reuse or recycle of product, and the disposal of product. The green label could be a part of the 

corporate social responsibility which continues committing to develop economic ethically - improving the quality of life of the 

workforce and local community. The World Bank had defined the area of CSR that it should cover environment, labor, human 

right, public participation, standard of business, market, organization and economic development, sanitation, education and 

leadership, and disaster mitigation (Corporate Social Responsibility Institute CSRI). It is expected by the World Business 

Council for Sustainable Development that in 2050, there will be only environmental product in the market. 

 

4. Scope of Research 

 

Actually the green label had never been initiated for the electric shower unit water heater but this study will do it to let all 

relevant manufacturers aware of it. The study will review the factors related to the decision making of people in buying 

environment friendly product or green label together with the possible scheme of using surplus money.  The target group is 400 

customers who mainly make decision in buying things for a house (representative of approximately 500,000 units per year of 

electric shower unit water heater. The questionnaires will be distributed at the booth of the electric shower unit water heater in 

the discount store. The pre-survey of 40 questionnaire is planned to be distributed during 1st December to 31st January because of 

the peak sales from history data of every company. 

 

5. Methodology  

 

The factors related to the decision making in buying environment friendly product will be reviewed. Roughly, there are 6 factors 

i.e. demographic factor, knowledge, behavior, attitude, value, environmental concern, and believe (Laroche et al., 2001). The 

Contingent Valuation Method (CVM) is planned to be used in assuming the situation that the electric shower unit water heater is 

going to get the green label. The CVM is used to value the intangible value to know the customer behavior. The open ended 

question is used in the 40 pretested customers to find out the most frequent bid of willingness to pay to the additional from 

normal price to be the starting bid for all 400 questionnaires. 

The questionnaire will be designed to get the information of demographic, knowledge, value, attitude, belief, and environmental 

concern with the following questions. 

- Demographic: age, gender, household income, and education level 

- Knowledge: If the customers know that the green labeled electric shower unit water heater has better quality in 

environmental aspects? 

- Value: If the green value influences your selection? 

- Attitude: If the customers agree that the change of environment is mainly caused from the unsustainable and unbalance 

consumption? 

- Belief: If the customers believe that the energy conservation and environmental management will solve the energy and 

environment problem. 

- Environmental Concern: Prioritize the environmental concern from the short list of green living: water pollution, 

wildlife conservation, air pollution, biological pollutants, carbon footprint, climate change, energy conservation, food 

safety, land use, deforestation, natural disasters, nuclear issues, ozone depletion, resource depletion, and waste 

(Ketcham) 

 

The questionnaire will include the scheme of spending surplus from willingness to pay. There are various activities for showing 

the corporate social responsibility e.g. forest plantation, conservation training for students, dissemination of environment issue to 

people, mitigation of negative impact from disaster, clean technology, research and development of product in environmental 

function, and others. These activities will be taken in to a part of the questionnaire used in the research in order to know the most 

appreciation scheme. 

 

5.1 Demographic Factor 

 

The demographic factors consist of gender, age, income, education, and family size. There are reviews mentioning that women 

tend to engage in more environmental behaviors than men (Hunter et al., 2004; McCright, 2010; Zelezny et al., 2000) or good in 

green buying and environmental attitude scales (Mainieria et al., 1997). The income and education level has direct effect to the 

willingness to pay as well as the age and household income (Carlsson and Stenman, 2000; Boccaletti and Moro, 2000; Zhang and 

Wu, 2011; Shen, 2011; Song et al., 2012; Ward et al., 2010). The middle-aged people have willingness to pay for environmental 

product more than others (Kostakis and Sardianou, 2011). The post graduate qualification and married people has positive 

attitude towards the environment issue especially the green products (Gan et al., 2008). 
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5.2 Knowledge 

 

The environmental/ecological knowledge is one factor effecting the decision making on green product and has influence more 

than the demographic factor (Kaiser et al., 1999; Chan and Lue, 2000; Laroche et al., 2002;  Andrésa and Salinasa, 2007). The 

higher level of knowledge increases the level of willingness to pay for green product (Farhar, 1999). The knowledge also 

contributes to the higher level of attitude (Barber and Strick, 2009). The environmental knowledge plays a multi-faceted role in 

influencing behavior, attitude, and belief system (Laroche et al., 1996). 

 

5.3 Value 

 

There are five theories of consumption value i.e. functional value (buying because of the value in function), social value (buying 

because of the trend in society), emotional value (buying because of the feeling in mentality), conditional value (buying because 

of the promotion), and epistemic value (buying because of the sense of trying new thing). (Lin & Huang, 2011) 

 

5.4 Attitudes 

 

The theory of planned behavior said that the intentions to perform behaviors of different kinds can be predicted with high 

accuracy from attitudes toward the behavior (Ajzen, 1991; Schlegelmilch et al., 1996). The attitude related to awareness of 

consequences of environmental problems can be used to increase the market share from the niche of environmental concern 

customers (Hansla et al., 2007). The attitudinal variables correlate to the ecologically conscious consumer 45% whereas the 

demographic variables show 6% or correlation. 

 

5.5 Belief 

 

The belief in environmental issue causes the behavior of paying attention to the common interest or benefit (Ewing, 2001). The 

specific consumer beliefs predicted several green-buying whereas the attitudes predicted only one (Mainieria et al., 1997). 

 

5.6 Environmental Concern 

 

The environmental concern significantly influences the choosing of green products because of the effect of the positive tending 

emotion to the product or green label product (Paladino and Angela, 2005). 

 

6. Result and Discussion 

 

All 6 factors i.e. demographic factor, knowledge, behavior, attitude, value, environmental concern, and believe are confirmed by 

the reviewed that there are relevant to decision making in buying the environmental friendly product. There might be factors 

more than reviewing but difficult to identify without references. After the pretesting of the questionnaires to 40 customers, the 

most frequent bid of the willingness to pay ranges in 100 - 500 Baht additional to the normal price (1 USD is approximately 30 

Baht in 2014). The target group will be magnified in the second phase of the research to 400 questionnaires. There are a lot of 

products needed to be investigated like this research before pushing to the market. Having starting bid would help to decrease the 

variance of the willingness to pay from 400 questionnaires. 
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