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Abstract

Purpose - This research aims to examine the factors influencing the intention to purchase electric
vehicles (EVs) in Bangkok by applying the Theory of Planned Behavior (TPB). Such factors include
Attitude Towards Purchasing, Subjective Norm, and Perceived Behavioral Control. Additionally,
environmental factors comprising Environmental Concern and Environmental Knowledge are
investigated for their impact on the purchasing intention for EVs.
Design/Methodology/Approach - A quantitative research methodology was employed,
collecting data from a sample of 467 individuals using a convenience sampling approach through
the distribution of questionnaires via Google Forms. The data were analyzed using multiple
regression analysis.

Findings — The majority of respondents were female(61%), aged between 31-40 years old (41%),
held a bachelor’s degree(90.79%), and worked in the private sector(58.03%). The hypothesis
testing results revealed that environmental concern (B = 0.557), attitude toward purchasing electric
vehicles (B = 0.344), and environmental knowledge (B = 0.290) had a positive effect on the
intention to purchase electric vehicles, respectively. However, subjective norm (B = -0.182) and
perceived behavioral control (B = -0.133) had a negative effect on the intention to purchase
electric vehicles, respectively, with statistical significance.

Research limitations — This research was conducted exclusively within the Bangkok Metropolitan
area. As a result, generalization of findings to other areas should be done with care.

Managerial implications — For electric vehicle (EV) entrepreneurs, adopting the concept of
environmental preservation and promoting the use of environmentally friendly products can help
attract consumers to consider using EVs. Additionally, building consumer confidence through real-
use trials for interested individuals, along with collaborating with charging station providers to
expand the number of charging facilities to accommodate the growing use of EVs, can effectively
enhance trust in EV adoption.

Originality/value - Electric vehicles (EVs) are a technology that has attracted consumer interest.
However, effectively promoting their adoption requires an understanding of consumer attitudes
toward EVs. This study investigates the Theory of Planned Behavior along with environmental
factors including environmental concern and environmental knowledge to gain a deeper
understanding of consumer attitudes, toward purchasing EVs.

Keyword: Electric Vehicles, Purchasing Intention, Theory of Planned Behavior (TPB)
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a1



Strategic Perspectives on Business and Marketing Management

SPBM

ctives

rateglc
[t \/olume 12 No. 2 July - December 2025

[ 7
v A Y o awv

aan Tunsvinidensadl gvinddeldngusiedne S1uau 385 31e Tduuvasuaueeulatily

[

<

wesilalun1ssIuTindeya Toyagniiusiusinludieiuuasianuand ety sendnusousaiauis
Sunau U 2565 wasliuuaeunuilasuNITNaUNAUNINR 467 YA

M13199 1 Jeyausyvnsaans

AnwausUszdng NUIANY AuA %
LA Y1Y 182 38.97
N9 285 61.03
218 20-30 ¥ 158 33.83
31-40 U 192 41.11
41-50 U 59 12.63
111N 50 U 58 12.43
N1SANEN HspuAnwineulany 17 3.64
USeyay w3 424 90.79
ganl3es 26 5.57
1IN 1519015 128 27.41
WHUNIULDNYU 271 58.03
HUsEnauMs 15 3.21
UnAnY 53 11.35
winediedde

mﬁﬁﬂmﬁlﬂumﬁLﬂ51w‘immé’uﬁuﬁ‘iwdwﬂﬁmawqwﬁwqﬁﬂﬁmmLLr;m (TPB)
FeUsznausie AT sen1sdosasusludia (EVs), SN, PBC, EC war EK 3ai8nsnasneninusslade
saeudliiih Tneudsvaniduiulsudaiovmn venani Sditedenaneussmsiildinanissanssy
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Fosnoudlylii

et Igvihnsnedeuaudesiy (Reliability) LaTAILLTIEnSS (Validity) ¥asuuugauaiy

Tneldadulseanseaanivasnsauuin (Cronbach's )

a2



Strategic Perspectives on Business and Marketing Management Y24 2£i%|

ctives

e
on Business and

Volume 12 No. 2 _July - December 2025 Marketing Management

A5199 2 S18N5AUSHEBATAILUTAILNS

fauUsuie (Latent Variable) fauUsdann (Observed Variable) MUY
WiaunRrian1sPasneaudlnii 1. pauAnhnstesosudlnindudedl  Ramayahetal (2012)
(Attitude Toward Purchasing EVs) Qﬂéfaa (AT1) Gadenne et al.
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AuUsurls (Latent Variable) AuUsdene (Observed Variable) U984
GRRHEN RE R TRk 1. Aasiesnstosneudliiingivdisan  Ramayah et al.

(Purchasing Intention for EVs) {]igm%ﬂl,nﬂé'am (IN1)
2. auflusuiinzdesnsudlnihununisde
seudvily (IN2)
3. AurdsfiansaAsulldsogudliin
desnmmaasdunnden (IN3)

(2012)

M13199 3 ayusiudslunside

fauds (Variable) AAgn AgeEn Alade drudsaiuy
(Minimum)  (Maximum)  (Mean) U1m3gau (S.D.)
WiruARdan1sTasaEuAlWT 1 5 3.707 0.677
(Attitude Toward Purchasing EVs)
UTINNIULYIONIFY (Subjective 1 5 3.771 0.768
Norm)
n33uiAnaEnsalunisAuAY 1 5 3.809 0.717
WHANIIU(Perceived Behavioral
Control)
ANAIARTLEMInG DN 1 5 3.772 0.617
(Environmental Concern)
ANuiduGuIndey 1 5 3.709 0.687
(Environmental Knowledge)
anunsladasoeudlni 1 5 3.747 0.706
(Purchasing Intention for EVs)
A15797l 4 wan1InFIREeUANILTIESazAILTasuTaslASIads
Fads  siems  Andwdh Aieudesiu Aeudede ANLRAERIAITY

(Variable) (Item) 89AUSZNBU  YBIATIUUIA WWeUsenau wUsUSAIUNLENBINUA

(Factor (Cronbach's (Composite (Average Variance
Loading) ) Reliability - CR) Extracted - AVE)
AT AT1 0.693 0.784 0.841 0.640
AT2 0.809
AT3 0.886
SN SN1 0.792 0.872 0.839 0.635
SN2 0.803

SN3 0.796
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Fads  s1em1s  Awtn eenudeiiy Aiaoudede ALRAEUDIAY
(Variable) (Item) 89AUSZNOU  VBIATOUUIA WsUsEnau wUsusaufiuenaanan
(Factor (Cronbach's (Composite (Average Variance
Loading) a) Reliability - CR) Extracted - AVE)
PC PC1 0.864 0.893 0.895 0.681
PC2 0.827
PC3 0.810
PC4 0.799
EC EC1 0.745 0.793 0.874 0.638
EC2 0.685
EC3 0.860
EC4 0.887
EK EK1 0.702 0.848 0.770 0.528
EK2 0.792
EK3 0.681
IN IN1 0.721 0.854 0.865 0.682
IN2 0.860
IN3 0.887

AMUlEInsIaTAdaliuvaslaseasng

2119197971 4 nud1 A minesdUsEneu (Factor Loading) ag3¥wing 0.784-0.893
WuuUgeua1uil Convergent Validity

wenand Arruideiodszneu (Composite Reliability - CR) v03f3lUs8e 581319
0.770-0.895 Gs31nn31A1#l Nunnally and Bernstein (1994) wuztiii 0.70 uansliifiuinuuuaeuaiy
Janugennanin1gly (Internal Consistency)

AadsraAuwlsUTIUT Leneanu (Average Variance Extracted - AVE) g 5¥NI

0.528-0.682 Fs31nn31Afl Hair et al. (1998) wuziiit 0.50 wansliuinuuudauny fanuiisanss
\BeagUiimangay

AU

A15197 5 Wan1TIATITAEnduNUSTeUNYSEU (Pearson’s Correlation Analysis)

fauus AT SN PC EC EK IN
(Variable)
AT 1
SN 0.648 1
PC 0.655 0.838 1
EC 0.720 0.722 0.705 1
EK 0.776 0.635 0.638 0.706 1

IN 0.827 0.687 0.690 0.784 0.812 1
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nsAATidaya
Aadelaldadanisannsenyan (Multiple Regression Analysis) Liteiasieianuduius
5311190298918 5 Usen1s waganudsladesasudlnii

NAN1539Y

NANISNAFBUNUINNY 5 U338 dnananufdla®e

A15199 6 NANITIATIERUUUTIADIN150A00Y (Regression Model Analysis)

GHHED R duuszans AR HuUsedns  tvalue pvalue  wadws
(Hypothesis) msanaaefildld  famwdeu  n1sanaseiild (Result)
WINTFIUY INTFIU WM

(Unstandardized  (S.D. Error)  (Standardized

Coefficient B) Coefficient B)
AT —> IN 0.358 0.034 0.344 10.495 0.000*  Supported
SN —IN -0.168 0.034 -0.182 -4.905 0.000*  Supported
PC —» IN -0.131 0.036 -0.133 -3.674 0.000*  Supported
EC —»IN 0.636 0.044 0.557 14.479 0.000*  Supported
EK —IN 0.298 0.033 0.290 9.033 0.000*  Supported

Note: p-value < .001 = statistically significant, R2 = 0.834, Adjusted R2 = 0.832, Sig = 0.000

H1: AT fraldsuinsoanudsladesasudlui (B = 0.344, t = 10.495, p < .000) Fauans
Tiuaungiu H1 lesumsatiuayu

H2: SN finalumenssiudusonuddagosoeusi (B = -0.182, t = -4.905, p < .000) §
wansliiudnaunfignu H2 lasunsativayu

H3: PBC fnalumanssiudusenusisladesasusludi (B = -0.133, t = 3.674, p < .000)
Fauansliifuinanuigiu H3 lesumsatiuayy

Ha: EC finaldsunnsiannusslad asosudlii (B = 0.557, t = 14.479, p < .000) Fauang
Wivitudnenuiistu He liSumsanfuayu |

H5: EK finaidauinsannundlatiosasudlnid (B = 0.290, t = 9.033, p < .000) Fuansli
WiuauuRgu H5 Tesunisaduayu

PANAaNTIATITRandiiuIdadeniu EC AT way EK f8vSwalsuande IN a1uaiau
Tuvzdl SN waz PBC fidvinalummssiudiusie IN anugdisu

2AUI8NANTSIVY

nsAnwULAIATIZYIBNENavRe TPB, EC, way EK Niifa IN
H1 viFuAR (Attitudes) Aandnampaundladesasua il (EVs) luideuin dedonnass
AUNNSAN®IVDY Wang et al. (2013) uag Moon and De Pelsmacker (2015) AnuniAuAfnAsions

[ o
Y

Fosooudlnil sdwmadoniundlatiovesgndn inliiruafidutladedldlunisesuisersuniuag
Anuaulalundndueilaog1ununsal wazaenndaiun1s@n¥1ved Ajzen and Fishbein (2005)
AeturiruaRdsldlunsaanisalauaslagevesgnanle

46



Strategic Perspectives on Business and Marketing Management SPBM

Dn B s ness and

Volume 12 No. 2 July - December 2025 EEEElEetes

UTTVINGIULTDRITY (Subjective Norms) fisvsnaserudtladosasudluil (EVs)

H3 N15AIUANNGANTIUTITUS (Perceived Behavioral Control) fi5vsnaseanusdlage
SOeUALINTN (EVs) Iﬂ&ﬁj%EJmﬁmUﬂqumﬂmmiUimma‘lumqmaﬂusummammmﬂwamaum’lﬂﬂw
Feldannndosiunisfinuives Carley et al. (2013) ke Burgess et al. (2013) FaNuI N5V
auansalunisdeiinanonnuislade EVs faanisnwetainannisi EVs LUuLwﬂIuIaaim
wazdaldlasuanulindadugnen FanelrAangAnssulumemsetuday vseAuIdnsenulunig
Fosnsuslnidih

H2 91NNTIATIINaNISANEINUTT Yadeussving udednids (SN) UazNIIAIUANNERNTIY
mm (PQ) mawawa‘lumﬁmqmmummaﬂammﬂ%aimsuﬁlﬂ/\lﬁ’] Fainnndeaduienfulszansnm
LLaJmaainuﬁmﬁuaqaﬂm W anndwrsalniin el Evs asdumaluladfiasnanssnudidse
Aauando wiA1U3esnwaasiisnmas waznsdumaniduinislunismsalniienaldiiesnese
AIUABINT ﬁfflﬁaﬂﬁwvaam'ﬁ@mﬁﬂaL.Lavéfaami%’auat,ﬁmam MNIMATEYes Schmalfup et al. (2017)
FloAdiuin Usua‘ummmﬂmm EVs ummmﬂz:umamiﬂiumﬂwuﬂmmaﬂwa NG R RN
et

H4-H5 amwamaammmaamuammaamLLaumwmmummmaau HaLIUINADAINM
#eladosaausluii (Evs) mauuaum’]m%%ﬂ Alibeli and Johnson (2009), Diamantopoulos et al.
(2003) waz Aman (2011) inudn Anufvasiudwindeudanuduiusiuisd dndudwndey
Euaawusim WU UIUITBDY Irawan and Darmayanti (2012) 1/1LLamﬂmwmwmImmmm
m’samua«,maamaq axfuunlduiiesd odudnil dudinsred wandeuuniu wenani AUTAUY
aumaam (Environmental Knowledge) Jedmadauansemuidate Evs dwandiisiuin mﬂwuaua
Aenfuransenuved EVs dedswindenaninsatiesiivanuaulowasy mmmﬁlwamaamﬂm

VDLEAUDUL

MnmamTIATEinUi anufiadiuduandon fruafdenisdesnsudlii wagenug
FuAsndeudinadaundearudilatosnsudliihaudiiy uazUTIing SR Ideuarn1sAIUAN
quﬂiiummmammmmﬂ%aiaaum‘“lﬂ/\lﬁﬂuwﬁmammmm mmmamuauumw

1. mslimudfyiuanuinasudndouuazanuimudundey ey
fjmEJmﬂwwawﬁwamamﬁmmauiwmmmimiuﬂmaamawamm%wLﬂumsmamumaau Ly
soeuAlih mumi‘di“mamwumwaLuummﬂmamumaqauﬂ’mLﬂuumﬂuaqLlrmaau

2. virueRvesfuslnaiinedandon Wunsazvieusnuuesuslan maiausn i
vesfffidenauiiiiuinsiodunndeuandumsydariiiussavsamlumsvilsgusTnaaulafissdedudn
Aduinsedundey ieagiiounmussauiiduasiinsindulaivnzan

3. ussinguderideinadennudilatosnsudliilufiemewsatudw Woswmnnelulad
soeuslihdadumaliladiv nsduasuliduilnaldiinmeaemsldnu wasnsieuemsiuuseiu
fifinnuaseurquigiienaasiniu aufunsaiemudesiulumsldonsnoudlnin Snfudled
sl rusasusliihiiasni

0. a¥uderuamnsolumsmuammginsssinadernusdlatososud i lufimmesatud
desmnanuinasenislinunerlnsedsiiuguiisessunsidmusosudlni Ssnsiuaninse
wagiinislideyarinuueundinduiiolvianansansusunsifunsldegaiiussansam 1uisnsi
sgananuinatunisidnusasudliilaegdivssdnsnm
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