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Abstract

The purposes of this research were to study risk perception factors, Study the online
marketing mix and technology acceptance that affects the decision to purchase solar cell
products from homeowners through the online channel in Bangkok province. Using a
questionnaire as a tool to collect information from homeowners in the sample used in the
study was convenient sampling with 418 samples of homeowners. The tools used in the
research was questionnaire (Google Form) as well as the descriptive statistics used was
percentage, mean, and standard deviation. The inferential statistics was the multiple
regression analysis. The result of the study revealed that. 1) The risk perception aspect consists
of Information security & financial aspects. 2) The online marketing mix as keeping the privacy
information and the personal care. 3) The acceptance aspect as perception of benefits. It
affects the decision making to purchase solar cell products from homeowners through the

online channel in Bangkok with the statistically significant level of 0.05.
Keywords: Risk perception, Online marketing mix, Acceptance, Decision making
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