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Abstract

This research focused on studying the marketing mix
factors that affecting purchasing decision of personal electric vehicles
in Bangkok Metropolitan Region. This study was conducted in
quantitative research. 400 questionnaires were collected by using
accidental sampling method. Statistics used for data analysis were
percentage, mean, standard deviation, Independent Samples T-test,
One way ANOVA and Multiple Regression Analysis.

The result found that promotion, product and price
affecting purchasing decision of personal electric vehicles in Bangkok

Metropolitan Region.
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