215815398UasWAIUYT 3195, UM 46 aduil 4 aanau - SunAN 2566 369

amswamaamwwauu‘lfn'lﬂwauuwﬂa%’aﬁ ADAIUARATDIOBUA LW
LUULUALADS (BEV)

Unueuiin 28udns’
andumalulagine-gUu 0. wuins WAFILKA NTIMNY 10250

* Corresponding Author: pannathadh@tni.ac.th
Hemans193ed a1WINsHaImAIa AarUINITEINg

v [ 1

VAAaUNAITA UnAanega
UseSaUNAIN AT IngUsvasdieAnwdnsnavesniseausumalulagsagudlngi
Fuiitefiansan : 5 nsngna 2566 WUUKUALADT (BEVTAM) N159AHURIN3TUIE AVINAIanunegay Indrin
WAl 26 manay 2566 rodawInaenveuslnafidmansenuiennudedulingds aruddlaadu

Fuasu mnussladesosudlvliiuuununmed REV) WumHdoda3unn
1GHZPREUNED wuﬂmmﬂmmmsmm 25-65 smmunam’_]mmamv
%asaaumﬂlw%mumwmmai (BEV) Tuta9d 2565-2568 Naaifinag 1991w 440
, 579 ’LGULmuaauamaauiaumumﬁmuduﬂWimusamamaaﬂa WITALABIN
savuiliiuuULUAIAGS adAnlilunTinseidoyaldun anud $ovas Mellnszsiesduszneuds
(BEVTAM)/ M3gaviuannssuia / gudy wasldimadnshuuuiassaunisiassadislunsinsisiannudumiug
AufnafuNaINY / L‘*UQﬂ’WL%GﬂUﬂWi’JLﬂi’I”MNa NANNSITENUI 1. nsseNsumaluladsaoud
wmuﬂmmmaamaqwuﬂm / 1W1N1LLUULLUG1LG]E]§ miawuummﬁma ANATIANUNEINU Lagdndniln
mmmﬂaaavamﬂaau maadLL’maamamuﬂmuawawammqmmﬂLLauaumammmjauuhmﬂ%
2. nsvenfumaluladsnsudliiuuununined nsganyuaInizua
aufnasundanu uazdndindedandenvesiiuilng fvinanianss
Beuanuarauserudtlaaduduias 3. msveuiumaluladsasudlndi
LuuLURWes amnudeiulings wasamnuddaadududny favEnams
asadeuIndenuddlade 4. nsvensumaluladsasudlniuuununnes
wazmudesiulinda fvswansdeuduindenudsladolneriiuainy
Felaaduduiasy Yedunuanmsisenuinnnsianseousumalulad
sasudliiuuununmedTawaenndesmnyauiudeyaidesydng uas
diBvEnanmnensarnedeuduindenudeiulinds sudileady
Fudsy uazanussladestiewnn

MBUTU : 23 NFRANTEU 2566
DOI: 10.14456/kmuttrd.2023.23

AEAgY : NssausumAlulad




370 213615398UATWAILY 195, U 46 aUui 4 aanaw - SuNAN 2566

The Influence of Trust and Its Antecedence on the Intention to
Purchase Battery Electric Vehicles (BEV)

Pannathadh Chomchark’

Thai-Nichi Institute of Technology, Pattanakarn, Suanluang, Bangkok 10250

* Corresponding Author: pannathadh@tni.ac.th

Assistant Professor, Department of Digital Marketing, Faculty of Business Administration.

Article Info

Abstract

Article History:

Received: : July 5, 2023
Revised: October 26, 2023
Accepted: November 23, 2023
DOI: 10.14456/kmuttrd.2023.23

Keywords : The Battery Electric
Vehicle Technology
Acceptance Model (BEVTAM) /
Government Subsidies / Energy
Concern / Consumers’ Environ-
mental Awareness / Switching
Intention

The objective of the present research was to study the influences of
the battery electric vehicle technology acceptance model (BEVTAM),
government subsidies, energy concerns and awareness of consumers
on the environment that may affect trust, switching intention and
intention to purchase battery electric vehicles (BEVs). The sample was
Thai consumers aged 25-65 who are the target audience for BEVs in
2022-2025. Online questionnaire was used as a tool for data collection
from the sample of 440 people. Statistical parameters used in data
analysis were frequency, percentage, confirmatory factor analysis and
a structural equation model technique. The results showed that
1. BEVTAM, government subsidies, energy concerns and awareness of
consumers on the environment exhibited both positive and negative
direct influences on trust; 2. BEVTAM, government subsidies, energy
concerns and awareness of consumers on the environment exhibited
positive and negative direct influences on switching intention;
3. BEVTAM, trust and switching intention exhibited positive direct
influence on the intention to purchase; 4. BEVTAM and trust exhibited
positive indirect influence on the intention to purchase through
switching intentions. The findings also reveal that the acceptance
indicator of BEVTAM was in agreement with the empirical data and
exhibited strongly positive direct and indirect influences on trust, switch

intention and intention to purchase.
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gﬂﬁ 2 The influence of trust and Its antecedence on the intention to purchase battery electric vehicles
(BEV) model
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15197 1 The Path Coefficients among Variables in terms of Direct and Indirect Effects

Uadewa TST swi ITP

U DE IE TE IE TE DE IE TE
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gﬂﬁ 3 The summary of the influence of trust and Its antecedence on the intention to purchase battery

electric vehicles (BEV) model

M5197 2 Summary of Direct and Indirect Effects from the Hypothesis Testing

Hypothesis Testing

Direct Effects

Supported/Non-supported

intention

H1: Battery electric vehicles technology DE= 0.44* Supported
acceptance model influences trust

H2: Government subsidies influences trust DE=-0.17** Supported

H3: Energy concern influences trust DE= 0.39%** Supported

Hd: Consumers’ environmental awareness DE= 0.12%* Supported
influences trust

H5: Battery electric vehicles technology DE= 0.67*** Supported
acceptance model influences switching intention

H6: Battery electric vehicles technology DE= 0.71%** Supported
acceptance model influences intention to purchase

H7: Government subsidies influences switching DE=-0.17* Supported
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AN1edl 2 Summary of Direct and Indirect Effects from the Hypothesis Testing (Continue)

Hypothesis Testing Direct Effects | Supported/Non-supported

H8: Government subsidies influences intention to DE= 0.04 Non-supported
purchase

H9: Energy concern influences switching intention DE= 0.21* Supported

H10: Energy concern influences intention to DE=-0.04 Non-supported
purchase

H11: Consumers’ environmental awareness DE= 0.10* Supported
influences switching intention

H12: Consumers’ environmental awareness DE=-0.03 Non-supported
influences intention to purchase

H13: Trust influences switching intention DE=-0.21 Non-supported

H14: Switching intention influences intention to DE=0.11* Supported
purchase

H15: Trust influences intention to purchase DE= 0.31** Supported

*p <.05 *p <.01 ** p <.001
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