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Abstract

The purpose of this research is to 1) to study the marketing
mix affecting the intention to purchase of electric cars of consumers in
Nonthaburi Province 2) to study the attitudes that affecting the intention
to purchase of electric cars of consumers in Nonthaburi by surveying
questionnaires to 400 consumers who live in the Nonthaburi province
with convenient sampling. The Statistics employed in this research were
using the descriptive statistical analysis and the multiple regression
analysis. Research finding indicated that 1) most of them were male,
age 30-39 years old. Bachelor's degree, earning more than 50,000 baht
per month. Most of samples were using cars less than 31-50 kilometers
per day. And they wanted electric sedan sedans that have a distance
to charge 301-400 kilometers per run and have a selling price in the

range of 1,000,000-2,000,000 baht. 2) the marketing mix in term of price

and marketing promotion affected the intention to purchase of electric
cars of consumers in Nonthaburi Province. 3) Behavioral attitude factors

affected the intention to purchase of electric cars of the sample group.
Keywords: Intention to purchase Electric car
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