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Abstract

This research examined the corporate reputation factor and personal factor that influenced
consumer loyalty in purchasing green products. The research was conducted in Phetchabun province with
a green market to support the activities of entrepreneurs and consumers. The research used a
guestionnaire to collect data from 389 experienced consumers buying green products. The researcher
collected the data by purposive random sampling. Statistical analysis used descriptive statistics analysis,
exploratory factor analysis, and Structural Equation Modeling approach. The research results showed that
(1) all 3 variables were the corporate reputation, personal factor, and consumer loyalty had a high level

of average, (2) factors can be separated into 3 factors: corporate reputation, personal factor, and
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consumer loyalty, (3) the research model was consistent with empirical data with the goodness-of-fit

statistics included the Chi-square was equal to 60.404, the Chi-square/df was 1.342, GFI was 0.974, CFI was

0.988, TLI was 0.982, RMR was 0.022, and RMSEA was 0.030, and (4) the corporate reputation had a

significant positive influence on consumer loyalty. For personal factor, there was no influence on

consumer loyalty. This research suggests that entrepreneurs who produce and distribute green products

should focus on building a good corporate reputation for the perception of consumers who are current

customers and prospective customers. By aiming to create credibility from providing accurate information,

to provide opportunities for consumers to access information easily and quickly, to provide accurate and

complete organization information to consumers, and to operate on corporate social responsibility.

Keyword : Corporate Reputation, Personal Factor, Consumer Loyalty, Green Product
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