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Abstract

This research aims to 1) study consumers' decisions to use electric vehicle
charging stations in Bangkok and its vicinity, 2) compare demographic characteristics
affecting the decision to use electric vehicle charging stations, and 3) analyze the
services marketing mix (7Ps) factors influencing consumers' decisions to use these
charging stations.

The sample group consisted of 402 Battery Electric Vehicle (BEV) users
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in Bangkok and its vicinity. Data were collected through online questionnaires using a
convenience sampling method.

The results revealed that the majority of the sample
had an average monthly income between 40,001 - 60,000 THB. Consumers rated all
aspects of the services marketing mix (7Ps) factors at a "High" level of importance. The
highest importance was given to the Process factor, which emphasized the speed and
ease of application usage. This was followed by Product, Place, Physical Evidence,
Promotion, and Price, respectively. The hypothesis testing results showed that differences in
demographic factors, namely age, education level, and occupation, affected the decision-
making process for using electric vehicle charging stations with a statistical significance level of
0.05. Meanwhile, the gender factor did not affect the decision. Regarding the influence of the
services marketing mix (7Ps), it was found that Process, Place, Price, and Physical Evidence
factors significantly affected the decision to use the service. Most notably, the Process factor
had the greatest influence on post-service behavior or repeat usage, demonstrating that the
convenience, speed, and stability of the application system are the core elements in driving

customer loyalty to charging station brands.

Keywords: Electric Vehicle Charging Station, Consumer Behavior, Services Marketing Mix

(7Ps), Battery Electric Vehicle (BEV), Decision Making
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