a

YBITBINTAUAIDETE Jadendianswalunmsinduladendesalninludseinalne

o v v g v

YOWUITWUS Usznd LoaunvIng

nangns UIMSTINUM TN (USM55579)
2197138NUINW 919158 A3 TYVEY HOAAITTN

a 1

nsfnwiadel] HTngusrasdiiiednuniadedifidninaensdnauladendos alwil
Tuusewelve Jesznaulude msvensunianssuuazmealulad (Technology Acceptance
Model: TAM) Tushunissusaeausslond anudiosenisliday fruadndusslovisenisly
Svnamadeny n13fuTAuLEBe LaTnA 8A19N1TAAIALUUYIMINTS (Integrated
Marketing Communication: IMC) Tusnunislaiwaun nsasasunisune mMsusssduiusiay
N5 Msvglaensldndnamueg nMseainneesakaznisnaineaulal Nqudieds
AHunside fo UssrnsiiodeluUszmelng o1esious 21-50 T $ruau 398 40 Tagldada
Fanssaundo And Arfevar Anads dulouunnsgiu wavaiAiseyunu Ae adn
Aldlumsiesniiilenaaeuanuigiuannseidanmaalunsaaouniudusiudsening
Hafuiifavsnadensdnduladondesaliflulsemelne

NANIFIFENUIN U989 1UN1580USULIANSSULaLmALLlal kazUadsnunisaedns

NIRAIALULYINNTS HanSuasanisinauladentesalniinlulssmalve agraideddry

'
aa

MeaBAnsEay 0.01 Usenausey msiuinsdselevd (TAM) nsuglaenisidntnaueie (IMC)
YgNsduasuNTvIEY (IMC) U8vSwadensindulaudengesalnirlulsemelny ogradl

'
LY o w )

HodAgyneadfinszau 0.05

AdnAny: saeudlili, nsgeusuninnssukazwAlulag, N15E0E1INITRAINLUUYITAINTT



Independent Study Title Factors Affecting Purchase Decisions for Electric Vehicle

(EV) Cars in Thailand

Author Prapas Hengdaechakorn
Degree Master of Business Administration (Business Administration)
Advisor Chachaya Yodsuwan, Ph. D.

ABSTRACT

This research aims to study factors influencing the decision to purchase of
electric vehicles in Thailand, including Technology Acceptance Model (TAM) factors-
perceived usefulness, ease of use, attitudes toward usage, social influence, perceived
risk - and Integrated Marketing Communication (IMC) factors - advertising, sales
promotion, public relations and publicity, personal selling, direct marketing and online
marketing. The sample group consisted of 398 respondents aged 21-59 years residing
in Thailand. The research employed descriptive statistics including frequency,
percentage, mean, standard deviation, and inferential statistics using multiple
regression analysis to test the hypotheses regarding factors influencing the decision to
purchase electric vehicles in Thailand.

The findings revealed that both Technology Acceptance Model factors and
Integrated Marketing Communication factors significantly influenced the decision to
purchase electric vehicles in Thailand. Specifically, perceived usefulness (TAM) and
personal selling (IMC) showed statistical significance at the 0.01 level, while sales

promotion (IMC) demonstrated statistical significance at the 0.05 level.
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