24™ National Graduate Conference (1/2023) [1]
22 May 2023 @ Command and General Staff College, Thailand

INTEGRATED MARKETING COMMUNICATION AND PERCEPTION
OF PERSON INFLUENCING ON THE CONSUMER’S DECISIONS
PROCESS TO ELECTRIC VEHICLE IN BANGKOK AND ITS VICINITY

Natpaphat PARANEECHARNON' and Songporn HANSANT!'

1 Faculty of Business Administration, Kasetsart University, Thailand

ARTICLE HISTORY
Received: 21 April 2023 Revised: 10 May 2023 Published: 22 May 2023

ABSTRACT

The objectives of this study were integrated marketing communications affecting the decision-making process
for battery electric vehicles in Bangkok and its vicinity and for people's perceptions affecting the decision-
making process for battery electric vehicles in Bangkok and its vicinity and suggest electric vehicle industry
entrepreneurs apply integrated marketing communication development information in planning marketing
strategies to suit the needs of electric vehicle users. The sample group used in the study was 385 people who
had never bought a battery electric vehicle, aged 25 years and over in Bangkok and its vicinity. The
questionnaire was used as a collection tool. Data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, and the use of inferential statistics, including Multiple
Regression Analysis at a statistical significance level of 0.05) The study found that Integrated Marketing
Communications Affecting the Decision-Making Process of Battery Electric Vehicles were Statistically
significant, including advertising, sales promotion public relations, and press releases Selling by using a
salesperson and direct marketing and online marketing. Perceptions of people affecting the decision-making
process for battery electric vehicles are statistically significant, namely quality, price, motivation, and
information.
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