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Abstract

The objectives of this research were to 1) study the level of consumers’ attitudes and acceptance
of electric vehicle (EV) technology, 2) examine the level of consumers’ decision-making in purchasing
electric vehicles, and 3) compare consumers’ purchasing decisions for electric vehicles in Saraburi
Province classified by personal factors. This study was quantitative research. The population consisted of
consumers residing in Saraburi Province who had decided to purchase electric vehicles. Since the exact
population size was unknown, the sample size was calculated using W.G. Cochran’s formula, resulting in
400 respondents selected through purposive sampling. The research instrument was a questionnaire. The
statistics used for data analysis included percentage, mean, standard deviation, t-test, and F-test.

The research results revealed that 1) the overall level of consumers’ attitudes toward purchasing
electric vehicles was high. When each aspect was considered, the mean scores ranked from highest to
lowest showed that all three aspects were at a high level, the emotional aspect had the highest mean,
followed by the behavioral aspect, and the cognitive aspect had the lowest mean. The overall level of
consumers’ acceptance of EV technology was also high. When considered by aspect, all three aspects
were at a high level: attitude toward use had the highest mean, followed by perceived usefulness, and
perceived ease of use had the lowest mean, 2) the overall level of consumers’ purchasing decisions for
electric vehicles was high. When considered by aspect, all seven aspects were at a high level: purchasing
an EV that met functional needs had the highest mean, followed by adopting new technology for
environmental protection and energy saving, having vehicle characteristics that met requirements, brand
reputation and credibility, comparing EV features, awareness of global warming issues, and following
information about preferred brands, which had the lowest mean, and 3) the comparison results showed
that consumers with different personal factors gender, age, education level, accounting experience, and
current monthly income had significantly different purchasing decisions for electric vehicles at the 0.05

level.
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