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ABSTRACT

Khan Nittayawan'

Piyamas Suesawadwanit?

This research aimed to: 1. Investigate the demographic factors influencing the decision
to purchase electric vehicles among residents in Mueang District, Surin Province. Categorized
by gender, age, educational level, and monthly income. 2. Examine the social and psychological
factors affecting their purchasing decisions. 3. Study the impact of marketing mix factors (4Ps)
on the decision to purchase electric vehicles among residents in the area. The sample consisted
of 400 residents living in Mueang District, selected through convenience sampling. A
questionnaire using a five-point Likert scale was employed as the research instrument. Data
were analyzed using descriptive statistics frequency. Percentage. Mean. And standard deviation

along with inferential statistics. Including t-test. F-test. And multiple regression analysis.

The results revealed that demographic factors specifically education level and monthly
income were significantly associated with the decision to purchase electric vehicles. Social and
psychological factors were found to have a high level of influence on purchasing decisions.
Additionally, the marketing mix factors (4Ps) also significantly affected purchasing decisions at a

high level, with the product factor exerting the greatest influence, Followed by promotion.

Keywords: Purchase decision, Electric vehicles, Marketing mix (4Ps)
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