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INFLUENCING FACTORS AFFECTING THE CONSUMER’S BUYING DECISION

PROCESS OF ELECTRIC VEHICLES IN BANGKOK
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ABSTRACT

The research aimed to achieve four main objectives: 1) Investigating the buying decision process
for purchasing electric vehicles; 2) Analyzing the marketing mix of electric vehicles; 3) Comparing
demographic factors influencing the buying decision process for purchasing electric vehicles; and 4)

Assessing the marketing mix's influence on the buying decision process for consumers purchasing electric
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vehicles in Bangkok. Conducting a sample survey of 400 consumers aged 20 and above in Bangkok revealed
distinct variations in the buying decision processes for electric vehicle purchases based on demographic
factors. The study discovered that demographic factors such as gender and average monthly income
significantly influence the overall buying decision process for electric vehicles. Specifically, problem
recognition correlates solely with average monthly income. Meanwhile, the information search phase is
influenced by gender, average monthly income, and age, whereas the evaluation of alternatives is impacted
by gender, age, and education level. Interestingly, the purchasing decision itself appears to be gender-
dependent, whereas post-purchase behavior shows no significant correlation with any of the demographic
factors analyzed. In terms of the marketing mix's influence on the buying decision process for purchasing
electric vehicles among consumers in Bangkok, it was found that the marketing mix in terms of product,
price, promotion, people, and process influences the overall buying decision process to purchase electric
vehicles and purchasing decisions. As for place and physical evidence does not influence the overall buying

decision process to purchase electric vehicles and purchasing decisions.
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