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Abstract

This research aims to investigate the decision-making process for purchasing Battery Electric
Vehicles (BEVs) among working-age consumers in Bangkok. The study explores the influence of
demographic factors, the marketing mix (4Ps), and consumer attitudes based on the ABC Model within
the context of the rapidly evolving automotive industry between 2024 and 2026. A quantitative research
methodology was employed, utilizing online questionnaires to collect data from a sample of 400
working-age individuals (aged 22-60) in Bangkok. Data analysis involved descriptive statistics and
inferential statistical testing, including One-way ANOVA and Multiple Regression Analysis.

The findings reveal that product-related factors, specifically battery safety standards and

sufficient driving range, are the highest priorities for consumers. Government incentives (EV 3.0 and



3.5) significantly bolster purchase decisions by reducing the financial burden through subsidies and
excise tax cuts. Furthermore, the analysis indicates that the affective component of attitude—such as
satisfaction with quiet performance and instant torque—has a more substantial impact on purchase
intentions than technical knowledge alone. However, perceived risks regarding resale value and after-
sales service standards remain significant barriers, leading some consumers to adopt a "wait and see"
approach.

These insights provide valuable guidance for businesses to align their marketing strategies with
modern consumer behavior and for policymakers to develop infrastructure and consumer protection

laws (e.g., Lemon Law) to foster a sustainable EV ecosystem in Thailand.

Keywords: Battery Electric Vehicle (BEV); Purchase Decision-Making Process; Marketing Mix (4Ps);

Consumer Attitude (ABC Model); Working-Age Consumers; Bangkok; EV 3.5 Incentives
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