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Acceptance of Consumers in Bangkok Towards Using

the Easy Pass Expressway Card Service.

Abstract

The objectives of this research are to study 1) marketing mix factors for the use of electronic
expressway cards (Easy Pass), 2) compare the acceptance of the use of electronic expressway cards (Easy
Pass), and 3) marketing mix factors that It affects the use of the electronic expressway card (Easy Pass). The
sample group used in this study is The total population living in Bangkok is 400 people. The tool used in
this study is a questionnaire using statistics such as frequency distribution, percentages, mean, and standard
deviation. and analyzed the assumptions using Chi-Square statistical methods and Paired Samples T-Test
statistics. The results of the study found that 1) marketing mix factors of Easy Pass expressway card service
Overall, it is at a high level in every aspect. Especially in the process has the highest mean value, 2) the
sample's current address has a significant effect on the acceptance of the use of the electronic expressway
card (Easy Pass) at .05, and 3) the process marketing mix factor has an effect on the use Electronic

expressway card work (Fasy Pass).

Keywords: Marketing Mix Factors, Service Acceptance , Use of the Easy Pass Expressway Card Service
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