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THE STUDY OF SUSTAINABLE AND PURPOSE-DRIVEN CONSUMER VALUES IN THAILAND:
IN THE MARKETING CONTEXT OF 2026

Phawisa Karat
Aviation Business Management
School of Business Administration

phawisa.ka@spu.ac.th

Abstract

This qualitative study aims to examine consumers’ perceptions, interpretations, and meaning-
making processes regarding sustainability value and brand purpose value that influence the purchasing
decisions of Thai consumers in the context of 2026, a period in which consumers place greater importance
on meaning-based value rather than purely functional value. The sample consists of 30 Thai consumers
who have experience in making purchase decisions within this context. The research instrument employed
was a semi-structured in-depth interview, and data were collected through in-depth interviews. The data
were analyzed using interpretive thematic analysis to systematically synthesize patterns of consumer
perceptions and meaning-making processes.

The findings indicate that Thai consumers perceive sustainability in a holistic manner
encompassing environmental, social, and business ethics dimensions. Meanwhile, brand purpose value
functions as a key criterion for evaluating brand sincerity, credibility, and trustworthiness. The purchasing
decision-making process therefore represents an integration of economic value, emotional value, and moral
value. This reflects that consumption in the current context is a meaning-based process rather than a purely
rational decision-making process. The findings contribute to expanding knowledge in sustainable marketing
and value-based consumption within the context of developing countries and provide strategic implications

for organizations in developing brand strategies that align with the expectations of Thai consumers.

Keywords: sustainability, purpose-driven brand, consumer value, sustainable consumption
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aaﬁﬂiﬂismﬁﬁw'ﬁsaumﬁiﬁﬁﬁﬁim%’uiﬁa Tngasdnsarshiaudfysunsadanulndedeniunis
FuiunuilUsdauazsades amudiunseonuuunsdeansiiasfougniragiautiads vl nan1sideddlfiiue
nsilegjuastasineseningirunduazngingsu Sainandediaduiun 1wy auasawazan Fatu nagms
shupudstuvesasdnsianismilsfaiouladanan wazesnuuuanAliaunsatidsazmeulandguslnaludia
Fldegrumngay
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fiausliesdnsiiunumlunisaiinudmisdsnumugiunsaidugsia (Kotler et al, 2021) uazaenndasiuay
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HuSlaA (Carrington et al., 2010) T3UAIT0AUNUYBY Vermeir Wag Verbeke (2006) A3 Yadedusinuarns
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