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Abstract

This research aimed at (1) studying consumer the knowledge and understanding of
hybrid cars affecting future purchasing behavior of hybrid cars and (2) studying the current
marketing communication process of entrepreneurs affecting future purchasing behavior of
hybrid cars. Questionnaires were used to collect data from 400 samples. The data were
analyzed by percentage, frequency, mean and standard deviation. Hypothesis testing
employed Chi-square and Losgistic regression. The study indicated that most of the
respondents were men, aged between 31-40 years old, held bachelor degree, were private
company employers, and earned monthly income more than 50,001 baht. Most of the
respondents had perception and understanding of hybrid vehicle system in high level. In terms
of consumer’s perception of marketing communication, the study indicated that they
recognized importance of the marketing communication through website or online
advertisement; public relations through being sponsor of environmental conservation
activities; direct marketing through social network such as Facebook, Line and Instragram;
personal selling through salesperson understanding function and property of vehicle; sales
promotion through selling price discount; and marketing activities through driving test.
Hypothesis testing results indicated that gender, age, perception and understanding about
hybrid vehicle, marketing communication perception through personal selling, and marketing
promotion activities affected the purchasing decision-making of hybrid vehicle in Chonburi

Province differently at the statistically significant level of 0.05.
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