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ABSTRACT

Plastics UpCycling products denotes a contemporary approach to manufacturing that repurposes discarded
materials through innovative processes, yielding items of comparable quality to conventional counterparts while
imbuing them with additional ecological value for consumers. Despite its increasing acceptance, the market for
UpCycling products remains emerging, with notable constraints and a singular dominant producer, PTT Global
Chemical Public Company Limited. This prompts research interest in examining the marketing mix (8Ps) and
organizational image's influence over purchasing decisions. A survey of 400 samples, conducted via Non-
Probability Sampling and employing Purposive Sampling for questionnaire dissemination, unveiled a
predominance of female purchasers aged 31-40, earning below 30,000 baht and employed in the private sector.
Key marketing mixes facet influencing UpCycling product purchasing decisions encompass product, price,
promotion, personal, physical evidence, and productivity and quality. Notably, the corporative identity, corporate
reputation, and corporate physical environment of PTT Global Chemical Public Company Limited significantly
impact consumers' purchasing decisions concerning UpCycling products.
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