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Abstract

Electric vehicles are experiencing a surge in popularity in Thailand, with a consistent upward trajectory. As
the automotive industry evolves, it serves as both an innovation hub for the economy and a driving force for
environmental sustainability, focusing on the adoption of eco-friendly vehicles. This research aims to delve
into consumer behavior and decision-making regarding the adoption of electric vehicles among Thai
consumers. The researchers collected data through interviews and online surveys, utilizing data entry
formats from a sample of 200 individuals interested in adopting electric vehicles. The data was analyzed
using a two-way regression model, exploring alignment across different generations. The study found that
63.5 percent of the surveyed respondents were interested in adopting electric vehicles. Factors such as
age and exposure to new technologies significantly influenced the decision-making process in adopting
electric vehicles. Conversely, factors such as gender, occupation, income, family size, marital status, pet
ownership, education level, electric vehicle price, driving range, marketing strategies, fuel prices, electric
vehicle price per quality, electric vehicle brands, and government policies had statistically significant

reverse effects.
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Statistics on the number of newly registered cars

Compare electric cars in the year 2017-2022
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Figure 1 Transportation statistics
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Part 1 Factors of interest in electric vehicles

Part 2 Demographic factors
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138

Two-choice regression model

Factors Influencing Consumer
Decision-Making in Choosing
Electric Vehicles (EVs) in

Thailand.

Figure 2 The conceptual framework of Factors Influencing Consumer Decision-Making in Choosing

Electric Vehicles (EVs) in Thailand.



NIANTATHTANARTUATUTILNIRNENTOUE 15 (29) 1 131-149 139

o

e o -
17 15 a1 29 unNIIAN - NQuew 2567
5. A8N19ANLUUANE (Methodology)

1.1M5AMNUALSETIINTURLNITENNGNAIDEN

o

dsza1n9 (Population) ngaiuuneaeen1sAnenuddeiine dszainsenduetludssmalneuay
Wuldsnausiniuasfldsnausinsassusddunniinnnasaznlasulldmnausd i
MSAIMNUATUIAADINGNATIDE

TunnsAnmnilfadenvinligusinamenldsnausd nin (EV) Tneldngusnedsnenduat lulszinealne

= = S ' = , ° - Y] =
sﬁ\?ﬂiﬁﬂ]’]ﬂﬁ‘iuﬂ’]iﬂﬂﬂqﬁﬁ\ﬂuﬂmu’] W&L‘nyll’]ﬂ @Qiumﬂuﬁmm"mmuquﬂimﬂﬂﬂn LLuuﬂuVLﬂ @El']\?llﬁ‘ﬂm’]il

2 o

winegneliannAgundeyatinisnszanasiauuuiing (Normal Distribution) H348A4ABNIENIANAUATUIA

| @

nausinatinalagldniseannd1isaglees nls eaunwd (Taro Yamane) inlinsiudnauindseansludsema

q

v

IneAR|I1UIBNINNG 100,000 AL LL@vﬂ’W?L@‘ﬂﬂ?meﬁ')’WﬂmmLﬁ@‘ﬂumﬂﬂ@Nm’]@ﬂﬁﬂ%ﬂ@m‘uim‘ﬂgﬂﬁ Saeay
A % 1 % ] = 0 Ao A o d v d?/
5 199 0.05 %vlmmmmﬂqum@mmmmmﬂumimfmm@ 400 AU 4 FTAUANNITATUNFaAY 95
2. NNSAS19LATRINAY LE L UN1sVNAE
4 a4 . o 4 - —e , o,
wzeadenldlunisiudeyaianisAne191u3ae Ae LUUAaUDAN (Questionnaire) HUTE9N1Y

a

& ¥ a = dsl/ a = Q & a o
@LLVLZ\]M (Google Forms) 1A8A1989AINN1TAN LUV UWUIAR N WO MMNEIVNUTURSNTITNUNIUINE

)

' '
a A

Mnaadas L‘W‘ﬂLﬂuLL‘LA’)VI’Nﬂ’Wﬂuﬂ’]?@?’]\?LLUU@@UG’]NlMﬁ?@Uﬁ@NﬂU@QV] TaannsAneniee lnasnaazidan

PAILUUADLDINLLNDBNLTY 4 d91

daufl 1 asunindayamnousildnuluiagiiuuazseaunnuanlalusnauslnii

o

1 a -:II v v ! ' o 1 d' o v a a A
AAUN 2 ZQ@‘]_I’D']NLﬂEI'JﬂU“lI@Nm@@'Ju‘LqIﬁﬁ@“ll@ﬁﬂ@ﬂWQ@EI']\‘WIT]’]ZNB‘]m@ui@@ﬁUiIﬂﬂiﬂﬂuﬁﬂWﬁ’]ﬁi@Lﬂu

v
o o

ﬁﬁﬁsmmum’lﬂﬁﬂfi’mu TngAnNazinsAanafindaneila (Close-Ended Questions) azADINTHA
lanendn (Open-Ended Questions) Arannaiadataa Taun wa da1uninwazdszinnaidnuasAiany
Uaredla laun ang malaiazauouanidnluaseunin

duft 3 aeunuRgRUTasuRiinasanis3InAsnauslnn a1uan o tTade Tdun Tadadiusnen
gaa3neus i Tadaduszamnaiisaudiinduinaenld Taganisvinnisnans Taduaeesianiingy
adeiunnnIN ﬂ@@”mﬁ”ﬂumiw?ﬂiﬁmqmﬁﬂu tfadanisueniumatuladivd fadsvasuususona s
A waziadeulaunaniaiginasianisdndulauzlnasnaus i ﬁﬁl\ié’mmmumumu aZlfmauAinn

a9

luaneauruinsdautlseuiniAn (Rating Scale) 3aln1sninvuaseauresAzwuulily 5 326U AMNABa09

a

ALATN (Five-Point Likert Scales)

1 ﬂ. 1 o VY 1 tdl o
AAUN 4 @@Uﬂ’]ﬂﬂ’ﬂﬁﬂ’]ﬁiuﬂ’]ﬁ‘iug‘ﬂ@H@“ll’]fm’]iLﬂﬂrJﬂUiﬂEIum%Wﬂ’]



NIANTATHTANARTUATUTILNIRNENTOUE 15 (29) 1 131-149 140

|
o A

1 15 N 29 wngAN - Aguiew 2567

3. MaiiusILsINTaYS

nsRdeluafetiidunisdnedasaninlifuitnaaenldsosus i (EV) ludszmalnalaad
1 ¥ =® £ v U 1 =
unastayalunisdnmAuadiilsznatsae 2 dou Aa

1.403agunH (Primary Data)

49

Wudeyanlaurainnisiiudayalunisnauiuuaeunid (Google Forms) 184N§HFA0EN9AINET

aulausinasoausd Winvednisoausdlninagud aauau 400 ga inunetemveaulaising o

U

¥

2. dayanRanil (Secondary Data)

q

=2 v v v a a g a o 1 dl d‘ -:4' o 2
ﬂqﬁ‘ﬂﬂiif’]ﬂuﬂqqil‘ﬂﬂal]@@’mL‘ﬂﬂ@’]i LNAINH NETUNKD LASITUIRERT °] NINEITB vilaqann 19

Y a

AusTnmsnausdlnin (V) saudeunasdayaaniniideuazdumadiin

al

4. WUUAADINLATHFHR
wuvataeanldlunisAnmnifadendanaldduilnaaenldsoausludn(Ev) ludsznalne

ABLULA1ABINITOANALLLLARININLASN (Binary Response Regression Model) Tnafinnsiaan’d Logit
Model 1lag Probit Model lun13uszantuaudNnus189a2ul 98452 (Independent Variable) wazAaulsnu
(Dependent Variable) taensiinsnziidayaain@ayniu (Inferential Variable) Aansldafifnnnaanigns
(Multiple Regression analysis) Taainiualf

Yl = BO + lel + BZXZ + B3X3 + -+ BZ6X26 + 61 ;Tﬁﬂ i = 1, 2, 3, s

Tnaruuamnauilsma (Dependent Variable)

[ ¥

Y a nasnduladenuilnamneus i ludeananiiiaingnaantingi

fuumsawils@45z (Independent Variable) Usenaulilfaaugaulng

dauusn Aa dayamiliifeanugidnsiaiae TnefulsBaszmeduiaulniu tvunlyi LGBTO+
dugulae X, iWumesne waz X, duwands dautlsdaszendn iwsaudsiu nuualiendninFauuas
nAne iWugulne X, iduerandrmanisuarigiavna X, iuend@nnilsnuidEnensu waz X, WuenTn
genadausa (au7) faudstaszaeldvesinuuuaauniu X, iudeyadaFunn Sudaaiduuim saudls
P o = 2 o o o Y o = ° : =
aaszszAunTAnEresfiniuLas U Nduiulnu Auua sz Aunsinmand Ty assdugiulne
X, Wuszaunisdnunisyanes X, iuszaunisdnsnidsoyan was X, WuszaunisdnmngandnfFyoin
o a ¥ o o | o ¥
AaudsBasranuninaesgvinuuuasuandidusauisiu Avualidaounnansaidugiu Ine X, 10

anunnlan daulsaaszauouanndnluasaunia X, iWudayaiiaFuins Sudesiduau daulsdascdng



NIANTATHTANARTUATUTILNIRNENTOUE 15 (29) 1 131-149 141

|
o A

1 15 N 29 wngAN - Aguiew 2567

24 24 24
Wwesresgvruuudeuatrmidudiudsfuiivualildidndinaeaiugiulag X, Julidndiaas

dqufl 2 dayannuduladidnasaaua Wi fulsdaszanswsmdiuuuseuniuldludaqgiiy
Wi Avua W ldlsoaudidugu Ine X, dusnausdduny uaz X, dusoeuslaisa
doud 3 adaiiinasnannudulasaaunlndi dszneull o saudsdaszAe s1A17naus Wi

= | o = = = o = 3= | v = =
Anaranisandulanilina szazn1ansnarnnsnduirdeulaiuananisindulauilnasnaus Wi

o

v
N1391N1IAAANKARaN1TFRAR AL INATD U WA 31ANtNTudanasantsindnlauinATneus IR

91A190UE NN g udINa s AN NNRTY NN3TtayinERILIndaNdInasanisanAulauFinATnews

al

il matuladluddenasianisindulaniinasnausdliin wusudsnausd ildnsoausfinasanisindula
Uilna ulaneniasginasenisindulavsinasnaus i TnaddnvinlsmiuuiRnresdmmudunngingg

° o 4 o ' P | ) A
NMUUATEALUURIAZLLUUNINNA 5 7LAU TC’WHLLUQ??J@UV] 1 ﬂ@VLNNN@Wﬂﬁ')’m@u%vmmfaim;IumWWﬁ

|
a A A

o = | e
LAZTEALN 5 ﬂfrmmmnmﬂ;mm@mmzﬁu%mmmmum‘iﬂﬁﬁ
a o
5. AATIETUTDYA

1. N13IATTUT L ALTINTTOLNN (Descriptive Statistics)

al

[
o o

iunsieaziideyaninaaiudnemuzlszainsmans uaznisdndulaimanuslnasaaus inidn (EV)
FeridayaainnisneuiuudeunINuazindeyamatiuniiaue szl siailessiulugluunaeanis
szunnuAnfaaas (Percentage) ALaae (Mean)

2. N3AIzviteyalae YN (Inferential Statistics)
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Table 1 Mean of factors influencing decision making on buying electric vehicles

Factors Mean Level of Agreement
Electric vehicles price affects consumption decisions 4.51 Strongly Agree
Driving range affects consumption decisions 4.44 Strongly Agree
Marketing affects consumption decisions 3.41 Agree
Fuel prices affects consumption decisions 4.26 Strongly Agree
Higher electric vehicles prices affect improved quality. 3.825 Agree
Environmental conservation affects consumption decisions 3.75 Agree
New technology affects consumption decisions 4.09 Agree
Electric vehicles brands affect consumption decisions 3.81 Agree
Government policies affects consumption decisions 4.10 Agree
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Table 2 Results of estimating factors that make consumers decide to consume electric vehicle products

(EV vehicles) in Thailand among an experimental group of 200 people by Logit Model.

Estimation Methods Logit Model
Dependent Variable (Y) Coefficient Marginal Effect

Constant 5.45029 **

Male -0.118951 -0.00949843
Female -1.05588 -0.08567350
Single status -0.501591 -0.03818240
Divorced status -0.560503 -0.05459050
Age -0.0972141 = -0.00770336 ***
Bachelor's degree or equivalent -0.978175 -0.06757710
Master's degree or equivalent 0.350322 0.02535230
Higher than master's degree -1.11804 -0.13682500
Civil servants/state enterprises -0.0256956 -0.00204962
Private company employees 0.623085 0.04890600
Private business -0.188746 -0.01560830
Income 9.70418e-06 7.6897e-07
Number of family members -0.1167990 -0.00925526
Pets -0.8427930 -0.07209780
Electric vehicles price affects consumption decisions -0.6894410 -0.05009110

Driving range affects consumption decisions 0.4486930 0.0368455
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Marketing affects consumption decisions 0.6827550 0.0546496
Fuel prices affects consumption decisions 0.6806100 0.0549314
Higher electric vehicles prices affect improved quality. 0.8081170 0.0711425
Environmental conservation affects consumption decisions 0.0358827 0.00285444
New technology affects consumption decisions 143723 ** 0.110301 **
Electric vehicles brands affect consumption decisions -0.0245482 -0.00193836
Government policies affects consumption decisions 0.7348110 0.0568142

Note : *** , ** and * Denote to Statistically Significant at level 99% , 95% and 90%
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Table 3 Consistency of Factors affecting the decision to consume electric vehicles (New technology

affects the decision to consume electric vehicles) and interest in electric vehicles when divided by

generation.
Factors affecting the decision to consume electric Interest in electric vehicles (including
vehicles [New technology affects the decision to  those interested in buying soon and
consume electric vehicles] (X average) within this year)

Generation B 2.5 0.50%

Generation X 4.21 17.00%

Generation Y 4.07 46.50%

Generation Z 4.09 19.50%
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