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Abstract

Due to the rising impact of climate change, global environmental concerns have risen dramatically in recent years. Public
opinion is now demanding that governments take meaningful action with deliberate social marketing emerging as a critical
tool to support the United Nations Sustainable Development Goals, particularly responsible consumption and production
and climate action as a result of the increased environmental consciousness among people. This study aims to segment and
profile the young generation, which plays a more important role in taking part in global environmental protection action
than older people. The investigation framework was designed on the theory of the Extended Model of Goal-Directed
Behavior (EMGB), Elaboration Likelihood Model (ELM), and Norm Activation Model (NAM), which are used to
determine psychographic and behavioral segmentation, specifically shedding the physical activity behavioral change.
Purposive sampling was utilized in this quantitative study to gather data from a survey of 427 young Thai people who
either participated in the Energy Saving Campaign or had particular expertise. As the results of structural equation
modeling (SEM), frequency of past behavior, anticipated emotions, and goal desire have positive effects on behavioral
desire towards behavioral intention. Conversely, the direct effect of personal norm positively influences behavioral intention
and sharing intention. Furthermore, the direct effect of subjective norms, perceived behavioral control, and media credibility
have a strong impact exclusively on sharing intention. The findings contribute to educational institutions, social marketers,
and governments establish sustainable marketing strategies that are aligned with the SDGs. Campaigns that use appealing
ideas, suitable media, and reputable influencers may effectively promote young people's values and sustain their
participation in environmental action, resulting in a more sustainable future.

Keywords: Social Marketing, Energy Saving Program, Behavioral Change, Climate Action, Sustainable Marketing
Strategy

1. INTRODUCTION

Achieving net zero carbon emissions for global society by 2050 and limiting global warming to 1.5°C are two
of the most challenging goals set forth in the twenty-first century (Hohne et al., 2016; Huang & Zhai, 2021).
Globally, carbon emission have been accelerating at an exponential pace since the 1970s (Schmalensee et al.,
1998), and Thailand is not an exception. Thailand's economy has steadily shifted from agricultural to
industrial prosperity. This industry-led boom has boosted energy demand, resulting in higher pollution levels
in the country. Thailand's largest sources of carbon emissions originate from the energy sector, which includes
power generation, transportation, industry, buildings (Praditsmanont & Chungpaibulpatana, 2008; Xu et al.,
2024; Wongmajarapinya et al., 2024), and families, accounting for 69.96% of total carbon emissions
(Thailand's Fourth Biennial Update Report, 2023). In addition, the nation is seeing the negative effects of
climate change as carbon emissions rise. To address this issue, the Energy Conservation Development Plan
of the Ministry of Energy of Thailand aims to reduce energy consumption by 20% in 2030, or about 30,000
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ktoes (Ministry of Energy, 2011). Typically, public engagement campaigns are established by governments and
environmental groups to educate citizens about the effects and threats of climate change and to enhance
knowledge, support proactive attitudes, change in energy consumption habits and behavioral changes of
environmental protection (Bertrand et al., 2011; Jiang et al., 2023; Teswanich, Anutariya, & Wuwongse,
2006). However, the effectiveness of these campaigns is determined by a variety of factors, including attributes
of the target audience. Audience segmentation has been explored and found to be effective in a variety of
fields, including social marketing (Kotler & Zaltman, 1971). The objectives of a communication campaign
are taken into consideration when audience segmentation is used to identify groups of people within a wider
population of interest that share similar characteristics (such as attitudes, beliefs, or actions) (Channuwong
et al., 2025; Maibach et al., 2011). However, only a few research have used segmentation in the context of
social marketing (Schuster et al., 2015; Wettstein & Suggs, 2016; French, 2016). Thus, designing and
targeting public campaigns will contribute to existing literature from audience segmentation perspectives.
The idea of social marketing, which is the application of marketing and communication strategies by
nonprofit organizations to change consumer behavior in order to accomplish socially desirable goals, serves
as the foundation for this study (Lee & Kotler, 2019). The process of social marketing effectiveness should
focus on four key points: a) identifying target audience segmentation, b) adapting message content, c)
identifying source credibility, and d) adapting integrated social advertising campaigns (Noble & Camit, 2005).
In general, most social marketing has lagged in using behavioral theories; just 33 of the 143 initiatives found
in a recent analysis (23%) acknowledged employing theories or models (Truong & Dang, 2017). Most often
used theory is the Theory of Planned Behavior (TPB) (Ajzen, 1991), which is used to predict behavioral
changes in a social marketing context, but TPB used in the past is not enough to predict behavioral change
as well as the Extended Model of Goal-Directed Behavior (EMGB) (Perugini & Bagozzi, 2001). However, the
relationship between market segmentation and social marketing has only been the subject of a relatively small
number of research (Dietrich, 2017; Walsh et al., 2010; Gray & Bean, 2011). Specifically, market
segmentation in social marketing for use in environmental psychology and climate change communication
has been the subject of very few empirical investigations (Hine et al., 2014; Siitterlin et al., 2011; Channuwong
etal., 2025). For example, in order to understand how different groups would respond to potential incentives
to promote home energy saving, Gray and Bean (2011) used psychographic, behavioral, and demographic
criteria to classify the market. These studies show divergent responses to social marketing strategies.
Additionally, Walsh et al. (2010) divided the smoker market into categories based on psychographic
characteristics and discovered that the divisions reacted differently to social advertising that promoted
quitting smoking.

Consequently, this study's integration of three theories is significant in the context of social marketing
campaigns: EMGB (Perugini & Bagozzi, 2001), Elaboration Likelihood Model (ELM) (Petty & Cacioppo,
1986), and Norm Activation Model (NAM) (Schwartz, 1977) that may discover demographic, geographic,
psychographic, and behavioral segmentation grounds in order to drive behavior modification in various areas
of an energy-saving program. According to EMGB, the subjective norm is an essential factor of a person's
behavior (i.e., what significant others believe about the actions), whereas personal norm (i.e., internal norm
pertaining to a certain behavior) predicts personal behavior for NAM. Moreover, according to ELM, attitude
plays a significant influence in persuasive communication. And EMGB's theoretical underpinnings, attitude
is a powerful determinant of behavioral intention, which is seen as a crucial element in forecasting actual
behavior. As a result, the three theoretical models are beneficial in this study. From previous findings,
Schuster et al. (2015) identified demographic, geographic, behavioral, and psychographic segmentation by
testing TPB to provide additional insight for changing children’s walking behavior. Furthermore, this study
additionally emphasizes information-sharing behavior, which is a very new and unexplored subject of inquiry,
especially environmental communication. Although previous research by Pop, Saplacan, and Alt (2020)
found that the influence of social media information sharing on consumers' desire to buy green products has
been examined, it has not been identified consumer group characteristics.

The goal of this research is to identify distinct market segments in Energy Saving campaigns, each identified
by physiographic and behavioral characteristics based on applying three theories: EMGB (Perugini & Bagozzi,
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2001), ELM (Petty & Cacioppo, 1986), and NAM (Schwartz, 1977). This research attempts to examine the
differences among the consumer segments in terms of their attitude, behavior, and social media perception
towards willingness to change and willingness to share information.

2. LITERATURE REVIEW

The current study attempts to use three integrated theories as the theoretical basis for segmenting target
groups under psychological and behavioral segmentation and to what extent they influence their behavior
changes. The primary distinction between behavioral and psychographic segmentation is that behavioral
segmentation focuses on the customer's actions i.e., usage/frequency, customer loyalty, past experience, etc.,
whereas psychographic segmentation considers the customer's values, attitudes, and personality
characteristics. Tkaczynsk, Rundle-Thiele, and Beaumont (2009) state that psychographic segmentation
sought to get insights into people's attitudes, awareness and knowledge, emotion, religiosity, social norms,
and enabling variables, whereas behavioral segmentation included personal hygiene behaviors (Tkaczynski et
al., 2009). In terms of media and information sources, the findings of Rodgers, Chen, Duffy, and Fleming
(2007) imply that there is predictive value in integrating media characteristics in the segmentation process.
The predictive power of health habits, including the use of aspirin, vitamin consumption, diet, and exercise,
has improved, according to this research.

Psychological Segmentation

2.1 EMGSB Theory

Based on the EMGB, an attempt was made to broaden and deepen the understanding of the TPB's concept
of decision-making. TPB has been widely utilized in the fields of environmental psychology and used to
categorize markets in social marketing (Kubacki et al., 2015; De Angelis et al., 2021). The concept of EMGB
added components of attitude, subjective norm, and perceived behavioral control in addition to the four
primary areas of improvement over the TPB theory—past behavior, predicted emotion, goal desire, and
behavioral desire (Perugini & Conner, 2000).

2.1.1  Environmental Attitude is an individual's overall appraisal of engaging in the relevant behavior to
respond positively or negatively (Perugini & Bagozzi, 2001).

2.1.2  Subjective norm is defined as social pressure on an individual's beliefs regarding what activity should
or should not be performed (Perugini & Bagozzi, 2001).

2.1.3  Perceived Behavioral Control is the extent to which an individual thinks their ability to do or engage
in the behavior (Perugini & Bagozzi, 2001).

2.14  Anticipated Emotions relate to pleasant or negative emotions associated with achieving or failing a
goal and changing behavior (Perugini & Bagozzi, 2001).

2.1.5  Goal Desire reflects the commitment to pursue a specific goal, which influences behavior (Perugini
& Bagozzi, 2001).

2.2 NAM Theory

According to the NAM theory, the level of an individual's responsibility for such activity, which is represented
in personal norm, determines his or her pro-environmental behavior. When moral requirements to act pro-
socially and ecologically are reflected in people's standards, they demonstrate pro-environmental actions
(Schwartz, 1977).

2.2.1  Personal Norm is referred to as moral norms, which are described as a person's judgment of whether
a certain course of action is right or wrong (Schwartz, 1977). In other words, the degree to which a person's
activity conforms to their personal norm will determine whether they feel proud or guilty. Previous studies,
including De Angelis et al. (2021), determined that five distinct categories of commuters are attitudes,
personal norm and restriction, travel pleasure, and other sociodemographic and psychological.

2.3 ELM Theory

The ELM theory describes how people are most likely to be influenced by the information they encounter.
ELM confirms that attitude change can happen via one of two routes: assessment of relevant information
(central path) to less effort (persuasion path), including source credibility, reputation, mood, etc. (peripheral
route to persuasion) (Petty & Cacioppo, 1986). When individuals evaluate the informational quality or
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perceived argument strength, they adopt a central route, whereas source credibility is a perception that uses a
peripheral route. According to ELM, the three elements of source, media, and message credibility may be
used to investigate information credibility. The credible content of the message is more likely to have come
from credible sources. In the same direction, readers’ perception of the reliability of the content depends on
the credibility of the media. If people think the media is very credible, they will depend on it for information
and be exposed to more media messages (Srinivasan & Barclay, 2017).

2.3.1 Message Credibility relates to the perceived credibility of the message being conveyed that are
information quality, which is accurate, current, complete, understandable, and objective. In other words,
readers’ perception of the credibility of the message can be accessed by the content of the medium that they
will rely on (Li & Suh, 2015). This study mainly focuses on how the quality of information presented
influences the decision-making process.

2.3.2 Media Credibility refers to the perceived credibility levels of a particular media that people utilize.
Researchers investigated the credibility of social media platforms using the criteria for assessing medium
credibility for example, blogs, Facebook, Twitter, etc. Few empirical studies addressed the information
credibility of social media from the standpoint of users, whereas earlier research focuses on design
characteristics (Li & Suh, 2015; Dwivedi et al., 2021). This study focuses on media dependency that has
capabilities to satisfy audience needs. Individuals who sense a high level of media reliance are more inclined
to accept media content as reliable.

2.3.3  Source Credibility relates to the degree to which information sources are regarded as competent,
trustworthy, and attractive (Eisend, 2006). For example, the usage and sharing of information by receivers are
frequently influenced by the expertise or trustworthiness of the source relevant to the communication topic
on social media. A reliable and trustworthy source will deliver reliable information (Srinivasan & Barclay,
2017).

Behavioral Segmentation

2.4 EMGB Theory

2.4.1 Past Behavior refers to the frequency of previous experience and becomes an automatic response to
perform behavior (Perugini & Bagozzi, 2001).

2.4.2 Behavioral Desire is the primary motive behind an individual's purpose, whether it be pleasant or
undesirable for them to carry out (Perugini & Bagozzi, 2001).

2.4.3 Behavioral Intention is a motivational factor which in turn is influenced by a person's attitude,
subjective norm, perceived behavioral control, expected emotions, desired objective, previous conduct, and
behavioral desire (Perugini & Bagozzi, 2001).

244 Intention to Sharing Knowledge determines an individual’s behavioral intention in sharing
information with others (Ajzen & Fishbein, 1975). According to the EMGB, factors such as attitude,
perceived behavioral control, subjective norm, goal desire, anticipated emotions, and behavioral desire all
influence the intention to share information.

Several studies have investigated energy-saving behavior using psychological and behavioral segmentation. For
instance, Yang et al. (2016) found that persons with a strong feeling of environmental responsibility and a
curtailment mindset are much more likely to participate in both direct and indirect energy curtailment
activities from a psychological viewpoint. In a similar vein, Yue et al. (2013) discovered that socio-demographic
traits for example, gender, age, household structure, income level, and educational background all have a
significant impact on energy-saving behavior. Through the use of behavioral segmentation, they were able to
show how frequently users adopt usage-reduction behaviors, which call for higher levels of energy-saving
awareness and a better ability to pay for energy-efficient items. Stupik et al. (2021) observed that, from a
behavioral segmentation standpoint, attitudes toward energy conservation are influenced by age, gender,
education level, home country, job status, number of occupants in a residence, average monthly income per
person, and geography. However, behavioral and psychological segmentation applies in the research on
energy-saving behavior, which demonstrates that behavioral desire towards behavioral and shared purpose is
not well-defined (Ohnmacht et al., 2017; Karlin et al., 2014). Moreover, to the best of the author’s knowledge,
there is no such study employing EMGB theory, NAM theory, and ELM theory in the literature on energy
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saving to examine crucial factors influencing behavior related to energy saving campaigns. In order to close
this gap, this study investigated the components that influence behavioral desire and sharing intention among
youths in energy-saving campaigns from both a behavioral and psychological perspective as shown in figure
L.

Conceptual Framework

Environmental Attitude

Subjective Norm

Personal Norm

Perceived Behavioral

Control H4 Behavioral
Message Credibility ) Intention

\ 4

Media Credibility — H1 | Behavioral Desire

Source Credibility

H3
Frequency of Past Li: Sharing Intention

Behavior H>5

Positive Anticipated

Negative Anticipated
Emotion

Goal Desire

Figure 1: Conceptual Framework

3. RESEARCH METHODOLOGY

Sampling and Data Collection Procedure

The study used a quantitative method with questionnaires serving as the major data gathering tool. According
to the National Statistical Office of Thailand in 2021, Thailand population was 66.17 million people. The
target population of internet users in Thailand at large are youth respondents who aged 15-24 years and
registered users of online information via smartphone and computer for amount 8.29 million people. This
research agrees that 200 samples should be the minimum sample size required to compute SEM, as did Hair
et al. (2010). The indicated numbers in this study correspond to what Hair et al. (2010) suggested that 100—
400 samples are sufficient to test any hypothesized relationships.

As aresult, this study's sample frame was distributed to 500 respondents. The target respondents are chosen
using purposive sampling, which is based on the researcher's view on the sample's suitability in reflecting the
target community (Cooper & Schindler, 2008). The selection of target respondents recruited youth
respondents who have ever known online Energy Saving Campaign, for example of Earth Hour campaign,
which is a light out event held worldwide toward the end of March that brings people together to take action
on environmental concerns and save the environment throughout the year. Respondents were invited to
engage in this study by clicking on a link to a Google Docs online questionnaire. They were asked to answer
all of the survey questions. After removing non-target respondent replies and incomplete responses, 427
questionnaires were deemed appropriate for the study. The survey received an of 85.4% response rate.
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Research Instrument/Questionnaire

The questionnaire items were developed using past research and validated measures to meet the setting of
the current investigation. The questionnaire for this study is divided into four parts based on the study of
Dibb et al. (2002) that are psychological segmentation, behavioral segmentation, and demographic data. The
scale measurement of psychological segmentation, and behavioral segmentation used to assess the response
is an interval scale. Participants must indicate their level of agreement or disagreement on each issue, which
is operationalized by using five-point Likert response scale which ranges from “1 = strongly disagree, 2 =
disagree, 3 = neither agree nor disagree, 4 = agree to 5 = strongly agree”.

The first part included screening questions to select target responders. The second part asked about the
psychological segmentation; “environmental attitude, subjective norm, perceived behavioral control, positive
and negative anticipated emotions, and goal desire” were guided by Perugini and Bagozzi (2001); personal
norm wase guided by Schwartz (1977); message credibility and media credibility were guided by Li and Suh
(2015); and source credibility was guided by Eisend (2006). The third part asked about the behavioral
segmentation; “frequency of behavior, behavioral desire, and behavioral intention” were guided by Perugini
and Bagozzi (2001); and sharing intention was guided by Fishbein and Ajzen (1975). And the fourth part was
demographic data.

4. RESULTS

The demographic profiles of 427 respondents were described as the following: most of the respondents are
female (67%), age 18-24 years (80.09%), bachelor degree held (73.1%), student (80.8%), and income is less
than 10,000 Baht/month (57.4%). Social networking (64.4%) is the most social media that respondent used
to search for information.

Measurement Model Assessment

This section discusses the reliability and validity of the measurement items.

For the reliability analysis, the Cronbach alpha value is a measure of internal consistency, or how well a multi-
item test correlates with the total number of items that try to assess the same construct inside the same test.
Table 1 displays the range of Cronbach's Alpha values for 14 constructs and 55 measuring items, which were
0.87 to 0.92. According to Hair et al. (2010), these criteria values are appropriate since the range of
Cronbach's Alpha values met the required level of 0.70 or above.

The construct validity of whether the targeted indicators' methodology aligns with the theoretical concept is
used for the validity test in this study. Campbell and Fiske's (1959) Multitrait-Multimethod (MTMM)
approach is the most widely acknowledged method in an analysis used to examine the construct validity of a
group of measures in a research. The MTMM method highlights the relevance of convergent and discriminant
validity approaches in determining the degree of construct validity of links between theoretical constructs and
observable measures (Campbell & Fiske, 1959).

The convergent validity of the measurement model will be determined by the Average Variance Extracted
(AVE) and Composite Reliability (CR), according to this criterion. The CR is defined as an "indication of a
latent construct derived from the shared variance across observable data" (Fornell & Larcker, 1981). The AVE
indicates that “the sum of squares of fully standardized factor loadings divided by the sum plus total of the
error variances for indicators yields the construct for each” (Fornell & Larcker, 1981). Referring to convergent
validity as shown in Table 1, the CR range from 0.87 to 0.92, in which all constructs are greater than 0.70
that indicating these values of construct are acceptable (Hair et al., 2010). The AVE values range from 0.62
to 0.77, in which all constructs from the standardized factor loading are greater than 0.50 that indicating
these values of construct are acceptable (Fornell & Larcker, 1981).

The results for discriminant validity reveal that the square root of AVE values on the main diagonal are bigger
than the pair of correlation coefficients between constructs on the off-diagonal. Fornell and Larcher (1981)
stated that in order to guarantee adequate discriminant validity, the square root of each AVE value for a
construct in the diagonal should be greater than the correlation coefficient (off-diagonal) involving the
constructs in the pertinent rows and columns.
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Table 1. Construct Correlation Matrix, Cronbach's Alpha, Composite Reliability (CR), and Average
Variance Extracted (AVE)

EA |SN |PN |PBC |[MSC |MDC|SC |PB |PAM |[NAM |GD |BD (BI SI
EA 0.79
SN 0.46 |0.82
PN 0.65 |0.37 |0.80
PBC |0.56 |0.46 |0.55 [0.81
MSC (045 |0.37 |049 (047 |0.82
MDC |0.55 040 |048 |0.55 |0.54 |0.79
SC 0.43 10.29 048 (037 [0.59 |0.57 |0.82
PB 0.19 |0.17 |0.11 |0.27 [0.10 |0.14 |0.03 |0.88
PAM |0.52 040 |0.50 [0.63 (0.42 |0.49 |0.47 [0.17 |0.87
NAM (028 |0.23 |0.32 |0.36 |0.13 |0.21 |0.08 |0.46 |0.28 |0.87
GD |0.31 (034 022 (050 |0.12 |0.22 |0.09 |0.54 [0.36 |0.65 |0.85
BD 0.43 |0.37 |041 |0.56 (030 |034 |0.27 |0.35 |0.53 |0.40 |0.52 |0.87
BI 0.45 041 |0.38 |0.57 (0.29 |0.34 |0.20 |0.50 |0.50 048 |0.70 |0.70 |0.84
SI 0.51 |048 |0.52 |0.52 (047 |0.53 |0.44 |0.31 |0.54 |0.28 |0.37 |0.50 [0.60 | 0.81
AVE |0.62 |0.67 |0.64 [0.66 (0.68 |0.62 |0.67 [0.77 |0.76 |0.75 |0.72 |0.75 (0.70 | 0.66

CR |0.87 |0.89 [0.87 (0.89 091 |0.89 {091 (091 [0.91 [0.90 (0.88 [0.92 |0.90 | 0.89
o 0.87 |0.89 |0.87 |0.88 (091 |0.88 [0.91 [0.91 {091 |0.89 |0.89 |0.92 (0.90 | 0.89

The confirmatory factor analysis (CFA) is a technique for determining the level of model fit, the sufficiency
of the factor loading, the explained variances, and the standardized residuals for the measurement variables
(Ho, 2006). After testing 14 constructs in a CFA, the findings indicated a satisfactory model fit: CFI = 0.85,
NFI=0.81, TLI = 0.84, and RMSEA = 0.07. Hu and Bentler (1998) state that a CFI of 0.80, along with an
NFI of 0.80, a TLI of 0.80, and an RMSEA of 0.08, may be used to infer a satisfactory model fit.
Structural Model

In this study, structural equation modeling (SEM) was used explore factors affecting behavioral desire towards
behavioral and sharing intention of youths in energy saving campaign. The findings of this study are
summarized in Table 2, which presents the results of hypothesis testing. Based on this study criteria,
hypotheses are supported as C.R. values are more than 1.96. For the hypothesis H1, the study results show
that some hypotheses are accepted—frequency of past behavior (C.R. = 2.905, p-value < 0.01), positive
anticipated emotion (C.R. = 3.716, p-value < 0.001), and goal desire (C.R. = 2.466, p-value < 0.05) have
positive relationships with behavioral desire in energy saving campaign. Contrary to predictions, the study's
findings show that some hypotheses are not accepted—environmental attitude (C.R. = 0.065, p-value > 0.05),
subjective norm (C.R. = 0.701, p-value > 0.05), personal norm (C.R. = 1.559, p-value > 0.05), perceived
behavioral control (C.R. =1.427, p-value > 0.05), message credibility (C.R. =0.066, p-value > 0.05), media
credibility (C.R. = -1.004, p-value > 0.05), source credibility (C.R. =0.996, p-value > 0.05), and negative
anticipated emotion (C.R. =-0.108, p-value > 0.05) have no relationships with behavioral desire in energy
saving campaign. H2 hypothesis is accepted, behavioral desire plays a significant role in behavioral intention
in energy saving campaign (C.R. =6.032, p-value <0.001). H3 hypothesis is not accepted, behavioral desire
is not significant relationship with sharing intention in energy saving campaign (C.R. = 1.821, p-value > 0.05).
For the hypothesis H4, the study results show that some hypotheses are accepted——personal norm (C.R. =
2.248, p-value < 0.05), frequency of past behavior (C.R. = 3.452, p-value < 0.001), positive anticipated emotion
(C.R.=2.075, p-value <0.05), negative anticipated emotion (C.R. =-2.709, p-value < 0.05), and goal desire
(C.R.=5.13, p-value < 0.001) have positive relationships with behavioral intention in energy saving campaign.
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Contrary to predictions, the study's findings show that some hypotheses are not accepted—environmental
attitude (C.R.=0.092, p-value > 0.05), subjective norm (C.R. =0.293, p-value > 0.05), perceived behavioral
control (C.R.=-1.371, p-value > 0.05), message credibility (C.R.=1.911, p-value > 0.05), media credibility
(C.R. =0.489, p-value > 0.05), and source credibility (C.R. =-1.912, p-value > 0.05) have no relationships
with behavioral intention in energy saving campaign. For the hypothesis H5, the study results show that some
hypotheses are accepted—subjective norm (C.R. = 2.748, p-value < 0.01), personal norm (C.R. = 3.836, p-
value < 0.001), perceived behavioral control (C.R. =-2.412, p-value < 0.05), media credibility (C.R.=2.711,
p-value <0.01), frequency of past behavior (C.R. =4.401, p-value <0.001), positive anticipated emotion (C.R.
=2.439, p-value < 0.05), negative anticipated emotion (C.R. =-3.424, p-value <0.001) and goal desire (C.R. =
2.544, p-value < 0.05) have positive relationships with sharing intention in energy saving campaign. Contrary
to predictions, the study's findings show that some hypotheses are not accepted——environmental attitude
(C.R.=-1.161, p-value > 0.05), message credibility (C.R. =1.526, p-value > 0.05), source credibility (C.R. =
0.067, p-value > 0.05) have no relationships with sharing intention in energy saving campaign.

Table 2. Structural Relationships between the Factors Affecting Behavioral Desire towards Behavioral and
Sharing Intention of Youths in Energy Saving Campaign

Hypothesis | Structural Path Standardized Regression Critical Ratio | Results

No. Weight () (C.R)

Hla Environmental Attitude 0.005 0.065 Not Accepted
— Behavioral Desire

Hl1b Subjective Norm — 0.039 0.701 Not Accepted
Behavioral Desire

Hlc Personal Norm — 0.14 1.559 Not Accepted
Behavioral Desire

H1d Perceived Behavioral 0.143 1.427 Not Accepted
Control — Behavioral
Desire

Hle Message Credibility — 0.005 0.066 Not Accepted
Behavioral Desire

HI1f Media Credibility — -0.074 -1.004 Not Accepted
Behavioral Desire

Hlg Source Credibility — 0.075 0.996 Not Accepted
Behavioral Desire

Hlh Frequency of Past 0.166 2.905%* Accepted
Behavior — Behavioral
Desire

Hli Positive Anticipated 0.262 3.716%** Accepted
Emotion — Behavioral
Desire

HIj Negative Anticipated -0.009 -0.108 Not Accepted
Emotion— Behavioral
Desire
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Hlk

Goal Desire — Behavioral
Desire

0.267

2.466*

Accepted

H2

Behavioral Desire —
Behavioral Intention

0.341

6.032%%*

Accepted

H3

Behavioral Desire —
Sharing Intention

0.117

1.821

Not Accepted

H4a

Environmental Attitude
— Behavioral Intention

0.006

0.092

Not Accepted

H4b

Subjective Norm —
Behavioral Intention

0.014

0.293

Not Accepted

H4c

Personal Norm —
Behavioral Intention

0.176

2.248*

Accepted

H4d

Perceived Behavioral
Control — Behavioral
Intention

0.119

-1.371

Not Accepted

H4e

Message Credibility —
Behavioral Intention

0.117

1.911

Not Accepted

H4f

Media Credibility —
Behavioral Intention

0.032

0.489

Not Accepted

H4g

Source Credibility —
Behavioral Intention

0.126

-1912

Not Accepted

H4h

Frequency of Past
Behavior — Behavioral
Intention

0.176

3.452%*

Accepted

H4i

Positive Anticipated
Emotion — Behavioral
Intention

0.131

2.075%*

Accepted

H4j

Negative Anticipated
Emotion— Behavioral
Intention

-0.195

-2.709*

Accepted

H4k

Goal Desire — Behavioral
Intention

0.516

5.13%**

Accepted

H5a

Environmental Attitude
— Sharing Intention

0.097

-1.161

Not Accepted

H5b

Subjective Norm —
Sharing Intention

0.154

2.748%*

Accepted

H5c¢

Personal Norm — Sharing
Intention

0.358

3.836%**

Accepted
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H5d Perceived Behavioral -0.246 2.412% Accepted
Control — Sharing
Intention

H5e Message Credibility — 0.107 1.526 Not Accepted
Sharing Intention

H5f Media Credibility — 0.207 2.711%* Accepted
Sharing Intention

H5g Source Credibility — 0.067 0.887 Not Accepted
Sharing Intention

H5h Frequency of Past 0.263 4.40]#** Accepted
Behavior — Sharing
Intention

H5i Positive Anticipated 0.179 2.439* Accepted
Emotion — Sharing
Intention

H5j Negative Anticipated -0.284 -3.424% %% Accepted
Emotion— Sharing
Intention

H5k Goal Desire — Sharing 0.28 2.544% Accepted
Intention

Remark: “*** = p<0.001, ** = p<0.01, * = p<0.05, Not Accepted = insignificant”

5. CONCLUSIONS AND DISCUSSION

As the findings of this research, it suggests that environmental attitude, subjective norm, personal norm,
perceived behavioral control, message credibility, media credibility, source credibility, and negative
anticipated emotion indicate no impact on behavioral desire towards behavioral intention and sharing
intention in energy saving campaign. This finding is consistent with previous research conducted by De
Groot, Abrahamse, and Jones (2013), which found that many pro-environmental actions, despite being
perceived as morally correct or in accordance with personal norm, and even when people have a positive
attitude toward them, are not commonly practiced by the majority of people. A considerable proportion of
the participants in this survey did not show the desired behavior, or they noticed that the majority of others
were not actively participating in energy saving campaign. In addition, Vining and Ebreo (2002) indicate that
there is no significant relationship between self-efficacy and environmental desire because environmental
campaigns are less related to controllability than other campaigns (Katangchol et al., 2023; Lertatthakornkit
& Intravisit, 2021), such as health risk behavior and use of public transportation. They also argue that some
online activities, such as joining groups, traveling abroad, playing games, and buying for items online, may
not have goals or decisions that are readily attained or require little effort (Channuwong & Kantatian, 2012;
Bagozzi & Dholakia, 2006). Despite the fact that there is a strong association between positive anticipated
emotion and behavioral desire, there is no significant relationship between negative anticipated emotion and
behavioral desire. According to Song et al. (2012), in the context of a natural festival setting, positive
anticipated emotion is significantly more important to behavioral desire than negative anticipated emotion.
Positive anticipated emotions like contentment, happiness, gladness, and pride serve as the participants'
motivation for engaging in their environmental activities.

While some constructs might not affect behavioral desire at all, it's vital to remember that some constructs
directly affect behavioral intention in energy saving campaign such as personal norm and negative anticipated
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emotion. These findings hold true even when the components of the integrative theory of TPB and NAM are
explained different predictors for behavioral intentions. TPB describes self-interest reasons that foster human
activity, while NAM explains pro-social motives (Schwartz, 1977). Fredrickson and Branigan (2005)
discovered that PAEs, or pleasant emotions expected to result from engaging in the conduct, and NAEs, or
negative emotions expected when not engaging in the behavior, have roughly equal direct influence on
behavioral intentions. This shows that both sorts of predicted emotions are important in understanding
people's intentions to help battle climate change. Using the NAM concept was utilized by Kim, Che, and
Jeong (2022) to anticipate consumers' pro-environmental behavior in decreasing food waste. However,
message, media, and source credibility have no significant relationship with behavioral desire towards
behavioral intention and sharing intention, and also no direct effect on behavioral intention in energy saving
campaign. According to Vidyanata, Sunaryo, and Hadiwidjojo (2018), source trustworthiness has little
bearing on the likelihood of making a purchase. The reason for this is because when consumers want to buy
a product, they will think about the product's characteristics, such product quality and cost, as opposed to
relying on information from influencers. Influencers that advertise comparable products from other brands
will also reduce consumers' buying intentions. Furthermore, Ning et al. (2022) found that media credibility
cannot directly influence influenza vaccination intentions among respondents who were confused or
uncertain due to media information. While social media has shown to have unparalleled benefits in the
dissemination of information based on new media technologies, it has also brought to light several
shortcomings in social media, including a lack of professionalism, authenticity, and scientific credibility in
communication. According to studies, social media raises issues such disseminating inaccurate information,
transgressing boundaries between personal and professional life, and damaging the communication industry's
reputation.

Although most constructs directly influence the sharing intention, it's important to note that certain
constructs, such as environmental attitude, message credibility, and source credibility, do not affect the
sharing intention. Ecological awareness is formed from ecological education and understanding of the issues
to be handled. The foundation of environmentally conscious everyday behavior is people's awareness of the
environment, and changing ecological attitudes are closely related to knowledge and information (Rahmat et
al., 2023; Praditsmanont & Chungpaibulpatana, 2008). According to the findings of Tirana and
Tjakraatmadja (2019), attitude has a favorable but statistically negligible impact on the intention to engage in
information sharing. This implies that having a positive attitude does not ensure an increase in the desire of
professionals to share their expertise. If there is an effect, it means that attitude can either increase or decrease
experts' willingness to participate in information sharing activities. A person's attitude is not a significant
component or a factor that will unquestionably motivate them to share their knowledge. If an expert has a
bad attitude toward information sharing, it does not necessarily mean that they do not intend to share
knowledge. In conclusion, the knowledge gathered from these customers highlights the crucial importance
of source expertise and trustworthiness as basic requirements for creating source credibility. Consumers give
importance to both dimensions of relevance once these requirements have been met, with message relevance
more likely to be enhanced when recipients' assessments of persona resemblance and usage similarity are also
very positive. In other words, any need that is not met is a crucial flaw that helps to undermine the credibility
of the source and/or the relevance of the evaluation as the findings of O’Reilly et al. (2016). It would be
advantageous to specifically provide indicators that highlight the similarity between the source and the reader
and motivate reviewers to highlight their product usage or intended usage would be valuable.

Implications

This study's empirical findings have theoretical and practical implications that are the following:

For theoretical implication, this study presents the new knowledge by integrating three behavioral change
theories in social market segmentation—EMGB (Perugini & Bagozzi, 2001), ELM (Petty & Cacioppo, 1986),
and NAM (Schwartz, 1977) are used to determine psychographic and behavioral segmentation, specifically
shedding the physical activity behavioral change of young generation. In particular, psychographic
segmentation is concerned with the customer's attitude, subjective norm, perceived behavioral control,
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personal norm, anticipated emotions, goal desire, message credibility, media credibility, and source
credibility, whereas behavioral segmentation is concerned with the customer's behaviors frequency of past
behavior, behavioral desire, and behavioral intention. The variables developed by the three theories
demonstrate both direct and indirect impacts on behavioral change. The strong effect of the frequency of
past behavior, as defined by behavioral segmentation, on behavioral desire, behavioral intention, and sharing
intention is notable. In terms of psychographic segmentation, both goal desire and anticipated emotions have
positive effects on behavioral desire, behavioral intention, and sharing intention. Additionally, personal norm
positively influences behavioral intention and sharing intention. Conversely, subjective norms, perceived
behavioral control, and media credibility have a strong impact exclusively on sharing intention. In summary,
individuals who have a positive behavioral desire demonstrate a tendency toward high behavioral intention;
however, there is no matching trend toward high sharing intention.

For practical implications, the most successful strategy to include all young people must be established
immediately, even if it is difficult to make a direct relationship between value systems based on their attitude,
experience, lifestyle, and culture. While families and educational institutions undoubtedly have a significant
influence on environmental education, other stakeholders, such volunteer organizations, can also have an
impact (Zelenski & Desrochers, 2021; Wider, 2023). Furthermore, social marketers or campaigners should
have a deep understanding of their values, particularly the frequency of behavior, anticipated emotions,
personal norm, and goal desires, when developing environmental campaigns. By fostering collaboration and
knowledge exchange among policymakers to elevate environmental preservation to a top political priority
influencing pro-environmental behavior and activities (Stern, 2000). As a result, it's critical to pique young
people's attention with persuasive messaging, appropriate media, and credible influencers to maintain their
engagement or inspire them to review their accomplishments.

Limitations and Further Studies

There are a few drawbacks to this study. According to Ajzen (1991), the major restriction is related to the
dependent variable, which focuses on behavioral intention and sharing intention, and thus may not reflect
actual behavior. Until recently, the majority of behavior change interventions were used in developing-country
contexts to boost the success of sustainable development programs. Although our findings may be
encouraging to some extent, the sample of this study is limited to represent precisely young people from
Thailand. A direct generalization of their perspectives and perceptions is, therefore, not possible. However,
this is also open to the scope to conduct more research on other geographical and socio-economic contexts
to better understand the actual behavioral and sharing intention under the lens of psychological and
behavioral mechanisms. In order for policymakers and practitioners to create focused interventions that
address the particular barriers and facilitators pertinent to various populations and circumstances, more study
is required to better understand how to support behavior change, whereas taking into account the various
influences on pro-environmental behavior (Stern, 2000). Given the variety of factors impacting pro-
environmental behaviors, formative research may be conducted to identify the most relevant barriers and
facilitators, as well as the best mix of intervention options (McKenzie-Mohr, 2011).
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