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ABSTARCT

This study aims to examine demographic characteristics and marketing mix
factors (4Ps) influencing residential solar rooftop installation decisions among
residents of Bangkok. A total of 400 respondents were selected as the sample. Data
were collected using a questionnaire and analyzed using descriptive statistics and
inferential statistics, including t-tests, one-way ANOVA, and multiple linear regression
analysis. The findings reveal that the majority of respondents were female, aged
25-34 years, held a bachelor’s degree, and had an average monthly household
income of 30,001-50,000 baht. Overall perceptions of the marketing mix factors and
the level of decision-making regarding solar rooftop installation were rated at the
highest level. Hypothesis testing indicates that demographic characteristics do not
have a statistically significant effect on the decision to install residential solar
rooftops. In contrast, marketing mix factors jointly explain 70.6 percent of the variance
in installation decisions. Distribution channels exert the greatest influence, followed
by promotion and product factors, while price does not have a statistically significant

effect.

Keywords: marketing mix factors, decision to install solar rooftop systems, consumer
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