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Abstract

This article aimed to 1) study the adoption level of solar cell renewable energy technology
in the time of the Covid-19 crisis of consumers in Bangkok; and (2) study the factors affecting the
adoption of solar cell renewable energy technology in the time of the COVID-19 crisis of
consumers in Bangkok. This research was quantitative research. The population was the consumer
who was interested in installing solar panel equipment in Bangkok. The sample size used in the
research consisted of 400 people who are consumers interested in installing solar panel
equipment in Bangkok to use electricity in their residences on a regular basis. Using a purposive
sampling method. The tool used for collecting data is a questionnaire. The statistics used in the
analysis were frequency, percentage, mean, standard deviation, t-test, and one-way ANOVA.
Major Findings were as follows: (1) the adoption level of solar cell renewable energy technology in
the time of the Covid-19 crisis of consumers in Bangkok, in overall, most of them are at the
highest level; and (2) factors affecting the adoption of solar cell renewable energy technology in
the time of the Covid-19 crisis of consumers in Bangkok, it was found that difference on gender,
age, family status, average monthly income, education level, and occupation, who have different

the adoption level of solar cell renewable energy technology, significantly level at 0.05.
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