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ABSTRACT

The Expressway Authority of Thailand (EXAT) started to use an Electronic Toll
Collection System (Easy Pass) in order to solve traffic problems around the tollbooth areas and
make it more convenient for expressway users. Bangkok’s traffic has increased a lot between
2011-2013, which was believed to be an effect from the “first-car” rebate scheme, a populism
policy of the government. Although the Easy Pass system has been initiated only 40%
of expressway users rely on this system. Since the tollbooth areas of the Easy Pass channels were
much less crowded than the pay-in-cash channels, this research studied the marketing strategy
factors that affected the decision of using the Easy Pass system on the expressways
in the Bangkok area. The data was collected by using a questionnaire from 400 samples, which
were expressway users in the Bangkok area who were still using the pay-in-cash system.
The data analysis was obtained by using percentage distribution, frequency distribution, while
a Chi-Square value was used for hypothesis testing and the statistic significance value was set
at 0.05.

The results found that most of the samples were men aged between 21-30 years old with
a single status, educated to undergraduate degree, and working as officers in private companies with
an average salary of between 20,001-30,000 Baht. With regard to their reason for using
the expressways, the results found that they mostly used the expressways on Monday to Friday and

mostly used during the time of 9:00 AM to 3:59 PM. The objective of using the expressways was for



traveling and the frequency of using the expressways is 1-2 times per week with the weekly toll fee
less than 200 Baht. The Burapha Vithi Expressway (Bangna Expressway) was the most frequently
route used. The person most influencing the decision of choice of types of payment for
the expressways was “the driver himself”. Knowledge of how the Easy Pass system works by its
different ways to pay via the cash channel and the Easy Pass channel. The information of
the Easy Pass system was received from “friends/relatives”. Most of the expressway users did not
know about the sales promotion of the Easy Pass system and the important reason they were still using
the pay-in-cash channel was that they did not have to pay in advance for the expressway’s toll. As for
the marketing strategies that influenced the decision to use the Easy Pass system, it was found that
the marketing strategies that the samples gave precedence to a high level were the strategies about
the physical characteristics, products, cost, marketing promotions, processes, and personnel.
The marketing strategy that the samples gave precedence to a medium level was the distribution
channel strategy. The analysis of the relation between the personal factors; which were genders, ages,
status, educations, careers and salaries; and the precedence level to the marketing strategy that
influenced the decision to use the Easy Pass system, found that ages, educations and salaries were
mostly related with the statistical significance at 0.05.

The recommendation from this research is that the operation agency should place emphasis
on the development of channel options for expressway users in order to apply to use the Easy Pass
system. The post-sales services should be related to the numbers of customers. The sales promotions
program should be improved so that it could attract more expressway users to try the Easy Pass
system. The Easy Pass channels should be improved to be more effective and the correct number

at each toll area in order to make the system effective and traffic free in operation.



