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ABSTRACT

This study aims to examine factors Influencing EV charging station adoption in
Chiang Rai province. The research focuses on three key areas: knowledge, attitude, and
behavior (KAP), as well as the service marketing mix (7Ps), which includes product,
price, place, promotion, people, process, and physical evidence. A quantitative
approach was employed, using a questionnaire to-collect data from 306 EV users in
the study area. The data were analyzed using descriptive statistics and inferential
statistics through logistic regression.

The results revealed that knowledge and attitude (KAP), along with certain
marketing mix factors—particularly place and price—significantly influenced users’
decisions to use EV charging services. In contrast, other factors such as product, people,
process, and physical evidence, while rated highly in perceived importance, did not
show statistically significant influence when analyzed together. These findings provide
useful insights for developing EV charging services in the area and for designing
marketing strategies that more effectively address consumer needs and enhance

service delivery.
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