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Abstract

The research on Communication Innovation of automotive business that
influences consumers' decision to purchase electric vehicles in Bangkok. To
study the exposure to communication innovations and acceptance of
innovations and technologies that affect the decision to purchase electric
vehicles. The sample group used in the research was 385 consumers in
Bangkok, using a questionnaire to collect data. Statistics used in data analysis
include percentages, averages.

The research results found that Most of the personnel were female,
aged 31-40 years, married, a monthly income ranging from 30,001 - 40,000 baht,
employees of private companies, family sizes of 3-4 people, and had overall
media exposure behavior. at a high level and overall consumer acceptance of
innovation and technology is at a high level. Electric vehicle purchasing
behavior for convenience in traveling. People involved in decision making are
family members. The price of the electric car purchased is less than 500,000
baht. The number of electric cars to be purchased this time is only 1 car. Place
of purchase through the dealer. Method of purchase, installment payment.
Keywords: Communication Innovation, Acceptance of innovation and technology,

Decision-making behavior of purchasing electric vehicles
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