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Abstract

This study aimed to investigate the role of ABC attitude model and the factors
influencing consumers' intentions to purchase electric vehicles in Pathum Thani Province. A
questionnaire was utilised to collect data from four hundred respondents using a multi-stage
sampling method. Descriptive statistics and multiple regression analysis were employed to
analyse the data. Findings revealed that the affective component of attitude (3 = 0.40) had
the strongest positive influence, followed by the behavioural component (8 = 0.30), driving
range (8 = 0.29), environmental concern (8 = 0.23), cognitive component (8 = 0.14), electric
charging (B = 0.12), and financial benefits ( = 0.05) at the 0.05 significance level. The proposed
model explains 54.9 percent of the variance in purchase intention. However, subjective norms,
self-image congruence, and government policy support did not exhibit statistically significant
effects, reflecting that consumers prioritise personal attitudes and practical considerations
over social influence. This study contributes theoretically by extending the Theory of Planned
Behaviour through the ABC attitude model, providing a more nuanced understanding of

electric vehicle purchase intention in emerging markets.
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Independent Variable Dependent Variable

- Affective Component (4C): H,

- Behavioural Component (BC: H,
- Cognitive Component (CCk H,

- Subjective Norm (SN): H,

- Environmental Concern (EC)- Hg » Purchase Intention

- Self-iimase Congruence (5C) H,
- Financial Benefits (FB): H;

- Chareging (CH): Hg

- Range (RA) H,

- Government Policies (GF): Hyq

Figure 1. Research Framework
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Table 1. Results of hypothesis testing. Using multiple regression to investigate the factors

influencing consumers' purchase intentions for electric vehicles in Pathum Thani Province

Consumers' purchase intentions Multicollinearity
Independent variables for electric vehicles

B SE B t Sig VIF
Constant 0.59 0.16 3.79 .000
Affective Component (AC) 033 004 040 793 000" 1.82
Behavioural Component (BC)  0.26 0.04 0.30 6.21 .000” 1.78
Cognitive Component (CQ) 008 002 014 343 001 1.45
Subjective Norm (SN) 001 005 011 020 847 1.53
Environmental Concern (EC)  0.18  0.04 023 457 000" 1.23
Self-image Congruence (SC) 0.06 0.04 0.08 1.49 137 1.95
Financial Benefits (FB) 004 004 005 1.08  .000" 1.96
Charging (CH) 011 005 012 222 027 1.79
Range (RA) 021 004 029 550  .000" 1.42
Government Policies (GP) 041 0.043 0.02 1.08 283 2.05

R =0.741, R Square = 0.549, Adjusted R Square = 0.541, SE = 0.366
** significant at the level 0.05
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