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Abstract

This study aims to examine the level and influence of perceived value derived from
BYD’s sustainable marketing strategies on consumers’ purchase decisions for electric vehicles
in the Bangkok Metropolitan Region. A quantitative research approach was employed, and
data were collected from 400 working-age consumers aged 20-59 through a reliability-tested
questionnaire. The data were analyzed using descriptive statistics and multiple regression
analysis. The results revealed that perceived value from sustainable marketing strategies
explained 41.00% of the variance in purchase decisions (R? = 0.410). The statistically significant
factors influencing purchase decisions were Environmental Marketing (Beta = 0.503),
Sustainable Innovation (Beta = 0.264), and Social and Brand Image (Beta = 0.094), respectively.
In contrast, Economic Value did not show a statistically significant influence. The findings
indicate that consumers place considerable importance on environmental value, confidence-
building innovation, and brand image associated with social responsibility. These results can
be applied to the development of marketing strategies and the promotion of sustainable
electric vehicle adoption in the future.
Keywords: Perceived Value, Sustainable Marketing Strategy, Purchase Decision, Electric
Vehicle, BYD
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1.2 uwinnsauitonudsBu (Sustainable Innovation)
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Wisuiflsuuasfinnsanegsounsuinnnindudiinly

adiAs Annansans wagRia wndaunuasnan (2567) wui1 Jedeiifinaronisinaulade
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nsnaaLiteAuEsEuvessaeudliiuus BYD

N33U3nagnsNIsIAIALToANNSIEURITIEUA

Inflwusus BYD x >D wsma
FruMIRaInsIUEIIAE el 3.92 0.869 10
Fruutnnssusilornudsdiu 3.85 0.874 110
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