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Marketing Mix Factors Influencing Consumers’ Purchase Decisions of
Electric Vehicles in Chiang Rai Province
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Abstract

This research aimed to (1) study personal factors affecting the decision to purchase
electric vehicles of consumers in Mueang District, Chiang Rai Province, and (2) study the
marketing mix factors that influence the decision to purchase electric vehicles of consumers
in the area. The aim was to understand consumer behavior and trends in the era where
electric vehicles play an increasing role in Mueang District, Chiang Rai Province. The study
examined personal factors and marketing mix factors that influence the decision to purchase
electric vehicles of consumers in Mueang District, Chiang Rai Province. A sample of 400
consumers aged 21 and over was collected via an online questionnaire and analyzed with a
logit model.

The results of the general data analysis of the questionnaire respondents showed
that the majority of respondents were female (73.20%), 45.80% were in the age range of
31-40 years, and 55.50% were married. The majority of them held a bachelor's degree
(80.40%), the most of whom were self-employed or traders (43.30%), and had an average
monthly income in the range of 15,001-30,000 baht, representing 46.50 percent, reflects
the demographic characteristics of the sample group that are relevant to their behavior and
decision to purchase electric vehicles in Chiang Rai Province. They are likely interested in
purchasing electric vehicles in the future. Consumers place the highest importance on
product factors, particularly quality, efficiency, safety, and technology, followed by price and
marketing promotions. The factor that most influences purchase decisions is marketing
promotions, such as advertising, information, and promotions, followed by the physical
characteristics of the location and showroom, all of which play a significant role in building
consumer confidence and decision-making in Mueang District, Chiang Rai Province.
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