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ABSTRACT

This research aimed to 1) study the marketing mix factors (4Ps) affecting the decision-
making of purchasing the solar cells comparing the one using to the one intending to use in
the near future. 2) study the financially feasibility to invest in the solar cells for the household.
The primary data obtained from the consumers by using the questionnaire. The sample size
was 400; 200 samples from the customers using and the other 200 sample from the ones

intends to use in the near future.

This study found that most respondents in both sample groups were male, higher than
Bachelor degree in education. Most respondents using solar cells had average monthly
income 70,001-90,000 Baht, 41-50 years old with self-employed. While the other group had
average monthly income 50,001-70,000 Baht, 31-40 years old, and were a government
employee and/ or state enterprise. The hypothesis tested results for comparing the level of
importance of marketing mix factors revealed that the two sample groups had a different

importance level of marketing mix factors in price and place factor.

The financial feasibility study found that installing solar cells is worth to investment. If
the monthly electricity consumption exceeds 400 units, the recommended option is an 11KV
installation, which yields the highest return of approximately 17% and payback period 5.4
years. In this scenario the installation does not sell electricity to the power plant. On the other
hand, for situations where electricity is not utilized on holidays and there is one day off per
week, a 9.9 kW installation is suggested. This setup allows selling electricity back to the power
plant, resulting in a secondary return of about 16 percent, with a payback period of
approximately 5.6 years. For smaller installation of 4.95 kW, in conjunction with one day off
per week, and selling excess electricity to Electricity Authority, the return is lowest at

approximately 9 %. The payback period for this options is around 8 years.



