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Abstract: Nowadays, electric vehicle innovation plays andntgnt role in the market, transportation, logstad supply
chain in the electric mobility industry, contribog to environmental protection and reducing padlutiThe commercial
EV launched in Thailand which has been very popwitlt consumers, but it is also not widely used] #rere are not
many market surveys about customer usage interfiwerefore, it is necessary to study seriouslys Bbidy explores
the impact of the perceived value of electric vieh{E&V) features on consumer usage intention teelesgric vehicles in
Thailand, with the mediating effect of customeiisfattion. The results showed that perceived vélom using EV,
consumer satisfaction, and usage intention of B®tet is a significant direct and indirect relatiwps These findings
have contributions and relevant expected benefits.

1 Introduction such as electric motors, power generation, charging
The global automotive industry is growing rapidhda utilities, batteries, regulations and consumer deiija].
growing and undergoing a major transition. Espbgighe  Global electric vehicles are expected to grow tgpid
quality of production and distribution of electiehicles including in China, European countries, and thetéghi
(EVs). Electric vehicles are an efficient altermatito States, which will eventually affect the automobile
maintaining urban transportation through reducinghdustry in Thailand inevitably. But despite thiga i
dependence on oil and air pollution. It leads gmicant comparison, consumer interest in electric vehiatethe
social values, health and environmental value. country is still slower than the changes that haseurred
Outlook for electromobility. That use energyabroad. Responding to global energy demand while
consumption in electromobility systems is significalo facilitating the rapid increase in consumption imet
meet the expectations and needs of customers gidhal domestic market.
market. It not only affects the consumer electeéhiule From the aforementioned literature can clearlydat
usage context but also the market and the valua.cha that consumers are more satisfied with the berafiising
International Energy Agency (IEA) (2022) reporteta electric vehicles in the future. This study consédithat
that “the world of clean energy is as dynamic asflectric the mediating effect of satisfaction on a perceixedde on
car market”. Sales oEV doubled in 2021 from the electric vehicle usage intention of customer thst@mer
previous year to a new record of 6.6 million. Comepaith  value is a very useful metric for EV businessesal tell
2012, just 120,000 EV were sold worldwid®/ markets us how much more customers spend on products or
are expanding quickly. Europe and China accounted fservices. That customer will have more value faihess.
more than 85% of global electric car sales in 202Because a business can't grow without these cusome
followed by the United States (109%l]. In addition, helping to buy products or services. It also inelsiéind
accelerating global demand for electric vehicleslkd to driven by demanding customers, delivering superior
the development of the electric vehicle market gs@sn, customer value, and keen competition has beconattam
including the manufacture of automobiles and a@itfiarts  of concern in sustaining competitive advantage
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Alternative energy vehicles and EV innovations arand use innovative technology that is new to E\$ tzams
something new for Thai consumer that have receivawt yet been widely used in the country is stitledicate
significant attention. However, the number of ENattare matter because consumers want consumption value and
actually used on the road is still counted as & gerall having to trade with a lot of risk and money. Hoeegwand
number. The survey and analysis of the role of sowes the result is to increase and improve the efficjeot
satisfaction as a mediating variable between thegpeed transport systems, logistics and supply chaindve BV
values of electric vehicle consumption of domeste industry. The next, we explore the mediating effetct
users is therefore necessary to be seriously stinierder satisfaction on a perceived value on electric yehisage
to suggest ideas readiness and needs of the popuddt intention of consumer in Thailand.
car users in the country. In addition, the decismadopt

Phase Il :

Phase | : Preparation TN D) Phaselll: Expansion
® Preparing the regulatory framework ® EV battery capacities Target 2036
® Supportingresearch into EV batteries - I’\ﬂeasgres for EV e 1.2 Million
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® Impactof electric D

transport vehicle changing on the A 2 ;sghge :
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. Srubsidize the

nergy irst 50 units

Charge + =|of elebq}lricity
1

Source: The National Innovation System Development Committee

Figure I EV action plan (201&036) [3]
Electric Vehicles (EVs)

Year ICE % YoY

HEV & PHEV % YoY BEV %YoY TotalEVs %YoY %share of EVs
2015 550,707 -12.8 7,629 -16.2 14 1333 7,643 -16.1 1.39
2016 897,585 63.0 9,576 25.52 2 -85.7 9,578 25.3 1.67
2017 369,685 -58.8 5,966 -37.7 10 400 5,976 -37.6 1.62
2018 694,036 87.7 19,967 2347 57 470 20,024 2351 2.80
2019 739,213 6.5 26,424 323 650 1,040.4 27,074 35.2 3.66

Note: ICE: Internal Combustion Engine
Electric Vehicles Including HEV (Hybrid Electric Vehicle), PHEV (Plug in Hybrid Vehicle) and BEV ( Battery Electric Vehicle)
Source: Department of Land Transport, compiled by Krungsri Research

Figure 2 Thai new registered passenger cars (Jifés

2 Literaturereview dynamic environments, innovations, and digital
2.1 Previous studies on Electric Vehicle (EV) technologies. Affect the development of innovatmrer

usage intention and theoretical background time. The concept of adopting new technologies also
Rogers's Theory of Diffusion of Innovation (DOI)SUPportS an_d '”d'Cat?S user behawqur towardsmlpaqt
(2010) describes how ideas or products/servicedraren O ItS adoption and is most recognized for. In &ddi

and diffuse through specific populations, economsicjal, TAM can glso be linked to the per_celved value of
consumers in terms of perceived benefits and efgeeo
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of technology, and other factors can play a roleugh controls of electric vehicles are easy to useablétsize,
perceptions of the benefits and utilization of eabgy, easy to find parking, the battery can be charget ht
perceived easefaise [4,5]. Finally, a theory that can behome and outside, stability of the car, distanaeaited per
effectively used in conjunction with the above thyedor full charge of the battery pot and responsivenessiving,
example, evolved from the theory of rational acibRA)  sturdiness, durability, design appearance, beicmgrized
and planned behaviour theory (TPB) used to pradiet as a modern person, (2) It also has emotionalakaaid
intentions through function of attitudes, subjeetivorms environmental relevance, pollution reduction, aed/ise
and perceived behaviour control, and clearly exptae centers and after-sales services, security andisability
environmentally friendly behaviour, including theeuof systems., (3) the types of electric vehicles usele study

[6,7]. were electric vehicle type: battery electric vehi(BEV),
hybrid electric vehicle (HEV), plug-in hybrid eleict
211 Electric Vehicles(EVS) vehicle. (PHEV), and fuel cell electric vehicle ).,

The Features of electric vehicles in terms of iratimn, and (4) Key features and market responses of Bfis
technology, image, and energy and environmentabnsumer are integrated by implementing supply rchai
conservation properties affect perception and aaoep. performance evaluation guidelines to provide legali
It is also a matter of cutting-edge technology thaets the visibility, digitalization, integration and collakstion; and
market and environment of car manufacturers, coessim which leads to improvements in productivity effiody
and people who focus on the conservation of theajlo and effectiveness; and which leads to enhancenmfent o
environment today and contextual factors as shawn improvements in productivity efficiency and effeetness
Table 1. for consumers and the electric vehidledustry [8,9].

This study, we integrated the EV literature to deiee  However, behavioural intentions of using EVs of
the perception and acceptance of the features ankletn consumers still have both barriers and benefitdingato
responses of EVs: (1) performance aspects such a@evelop the key features of electric cars to bieiefft and
marketing, quality standards, performance, usgbiihnd effective for transportation and logistics in thuufe[10].
get the benefits that are worthwhile, the deviced a

Table 1 Literature Review of Key features and ntaidsponses of EVs
Key feature anc marke response of EVs

Technolog ancinnovatior contex Literature review
Performance Cost, fuel economy, environmental Knapsikova [8], Oubrahim, et al.
credentials, lifestyle image, social | [9], Griskevicius, et al. [11],
influence Almansou [12], Huk, et al.[13]
Performance attributes Environmental concernsnéizd Huk, et al. [13], Sang and Bekhet

benefits, government interventions, | [14]
infrastructure readiness, social influe

Quality and standard, Price, emotional value, environmental Knapiikova [8], Oubrahim, et al.
epistemic valu concern, reduction of emissi [9], Han, et al. [1]

Acceleration, range, safety Price, perceived unit, incentives, | Knaptikova [12], Higueras-
charging time, low noit infrastructun Castillo, et a [16]

Convenience, performance, Cost, environment-friendly, governmentKnapsikova [8],Oubrahim, et al.
produce less noise, cruisg policies, daily requirement, high-quality [9], Yan, et al. [17]
range, charging resourc supplier service
Battery life, convenience of  Concerning symbolism, fuel prices, | Huk, et al. [13] , Miranda and
charging station network | social and financial, fuedonsumption, | Delgado [18]
price, environmental concs
Performance and personal Price, environmental concern, facilitating<napsikova [8], Oubrahim, et al.
innovativeness condition, perceived enjoyment, social [9], Huk, et al. [13], Khazaei and
influence Tareq [19
Performance, technological Social influence, marketing, perceived Oubrahim, et al. [9], Hegner, et al.
consciousness, usefulness benefits, price, perceived barriers, policy20], Krishnan and Koshy [21]
and ease of use attributes
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2.2 Research model and hypotheses devel opment difference by using incentives, tax measures in the
221 Perceived value context of environmentally friendly products.
Perceived value as a strategic imperative for Many scholars have found that price value is one
manufacturers and retailers in th@90s, it will continue to of the biggest barriers to friendly products.
be important into the 24century [22]. Consumendecide However, with marketing strategies and
whether to buy one type of product or service nathan personalization, innovative people may reduce
one type. Otherwise, based on the perceived vdltieco barriers [20,33,34].
product performance, characteristics, consequenods ¢ Non-functional values such as emotional value, the
services that meet consunj@g]. Perceived values can be product's ability to stimulate the consumer's mood,
measured by one-dimensional or multidimensional the benefit derived from the emotional state that a
structures [24]A multidimensional structured knowledge product or service generates. It could be a pestiv
that combines aspects (such as price, quality,fibemel a negativemotion [16,35]Goods and services, often
sacrifice) to represent the concept of perceivetlieva associated with emotional responses. Emotional
[22,25,26]. values are often associated with aesthetic choices,

Customersatisfaction [27,28] are based on the role of  however, products that are more tangible and seem
customer perceived value as an antecedent of castom more useful also have emotional value. [25].

satisfaction. Some studies have examined serviabtyju Marketing and promotional variables also drive
as an antecedent of satisfaction, which most ofehe emotional responses that may be typical for the
models incorporate benefits [29]The marketing product being marketed [26,36]. The languafthe
executives try to estimate the value of their posiun manuscript is clear and understandable.

relation to their quality characteristics, such as
functionality,  performance, usefulness, technical As for social value, the social benefit derivednira
characteristics, and the status proffered by owttiegh. In - product or service, about the utility of the prodtc
addition, focusing on service quality charactesistiarries demonstrate social acceptance, and enhance consumer
the important meaning of service, that is, the latsdity, image [16,35].Social values are also linked to social,
support and dedication offered to the customegconomic and cultural stereotypes in a positivesgative
consumption value theory several value conceptsbean way. This, as measured by alternative impg#iles [26],
measured and describe: is consistent with consumer societal norms to sbthers
+ Functional value perceived as a benefit derivetlow they are when making purchases for goods and
from the expected perceived quality of a productervices [22]. Epistemic is the ability of produetsd
or service. It is considered the main driver ofervices to arouse curiosity or desire for new B&pees.
consumer choice. This assumption supports tH&roduct capabilities within a specific context ituations
theory of economiatility [30,31]. For functional where consumers have to [26,32,37].
values of vehicle purchasing decisions can be Furthermore, multiple values, namely the consunmptio
derived from features such as reliability,values that influence consumer choice behaviouh sis
durability, price, fuel economy, and maintenancewvork, social values, emotional values, epistemaialgi
These values are contribute and independent values, and conditional values. The decision can be
consumer choices in a given situation, such asfluenced by theeonsumption values. This fulfils a high
functional values, conditional value orlevel of consumer need [26,38]. Values derived fiohv
convenience value and monetary value whicemplification [4,5], and environmental values. Tisislue
meet the needs and uses for physical purposes energy and environmental conservation and
[16,26,32]. Performance value/ conveniencetechnological innovations that enhance the satisfaof
value means a facilitation condition is defined agonsumption of goods and services resulting iresnesle
an individual insight into the infrastructure orcustomer behaviour [9,13,39,40].
technical support available for the use of amodern However, the concept of perceived value often thffe
technological system. In terms of EVs, it isslightly from other related structures such as eallility,
considered convenient in the ease of use of thgice, and quality. Its use and its worth in teohgain can
various equipment and controls of an electribe indicated in the form of integration that carréserred
vehicle, versatility battery charging, after sale$o about NFV and FV such as technology, convenience
service and service centers are of high quality, arease of use, cost savings, risks and safety. Té¢aséde
monetary value. Customers are intent on buyingxplained by the TRA, TPB, TAM, the generation of
electric vehicles, even if they are expensive, angeople, personal beliefs and preferences, and the
the government will try to reduce the pricerelationship behaviours related to readiness foptidn of
difference by using incentives. The EVs are stilnew technologies.
expensive but customers are willing and willing  In addition, the value gained also includes theefien
to buy electric cars. In spite of governmenof the functionality that is more cost-effectiverfn the use
support policies, trying to reduce the priceof various technologies in assistive devices coeghao
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the time spent, the efficiency of features on tixeak used
is stable, accessible content and services, thealéy

Eco-friendly,

performance,

We concluded that the perceived values of other
relevant research studies were classified into ddume
efficient in navigating relevant information witlage, and functional value and non-functional values, as shamv
technological
enjoyment benefit, worthiness for prices and §g841].

drivingTable 2.

Table 2 Literature review of Perceived value

Functional Valu

Non-functional Value

U
<

cov

M

<

ENV

SOV

EMV

Literature review

v

AN

AN

Hur, et al. [2]

Watjatrakul [3], Chen and Lif[43]

Ranaweera and Karjaluoto [

Jansri [4]

Kim, et al. 41]

ANRYRSRRYAN

Han, et al. [15], Hegner, et al. |

SINN KKK M

ANBNARNANE

ANBNANENE

ANRNARNEANE

Amin and Tarun [4]

Bashir, et al. [4]

Rasoolimanesh, et al. []

NRE

ANENENE

ANENERNENENEANENANANAN(0]

NRE

Miranda and Delgado []

Giantari, et al[49]

AN

ANBNERNANE

Liu, et al. [5(

Uzir, et al [5]]

ANENENE

ANENENE

v

v

v

AR RAYRNE

Salari [5]]

Note: PEV=Performance Value; COV= Convenience Value;\WMonetary Value; ENV=Environmental Value;

SOV= Social; Value; EMV= Emotional Value

222

Per ceived value

of overall service satisfaction, encounter sattifac and

Customer satisfaction is established concept iersgv perceived service quality takes a form of perceiyeality
areas like marketing and consumer research, psygyiol as a separate structure and differs from satisfia§bil-
and economics [53].Satisfaction feeling is an attitude. 53,57].
Mixed feelings, as a consumer may have differemkeof

One form of intent is the degree to which consumers

satisfaction for different parts of product or deev separate their purchases between alternatives. ks w
experience [54-58Putcomes of satisfaction feelings maymany brand loyalty, consumers may intend to shaeta
involve intent to complaints and repurchdS&]. These of acceptable alternatives. However, it is knovat stated

outcomes also are moderated by other variables. Hatentions without

behavioural checks are highly

example, extreme dissatisfaction will not necebsariunreliable. Consumers often exaggerate their imtest
generate complaint behaviour, if the consumer tbedie
complaining will be futile[53]. In addition, trust in
products/services also indicates the level of cnsto
satisfaction with significant benefits, such asiabealue,
emotional value, and taking advantage of functioaile

[46,55-57].

The value concept as a catalyst in product chaide a

satisfaction's relationship to it as a brief psyopal
reaction to a constituent of a value chain. A digant

point about customer value models is the use ofggro

benefit with cost judgments by consumers. The aaton

because they have a positive bias in their respgogber
than using other measure of satisfaction. Inteta dzay
be one of the best measurement mettipa$53]. Adding
more unique features will increase the perceivddevaf
the service and increase customer satisfactio].2As
shown in table 3. And we make the following hypasike

* H1: Functional

value has a direct effect on

satisfaction.
« H2: Non-functional value has a direct effect on
satisfaction.

Table 3 Literature review of satisfaction and usagention

Variable

Literature revie\

Satisfaction

Khazaei and Tareq [19], Hur, et al. [42], Bashimle[47], Giantari, et al. [49], Bernarto and ®Ranto
[59], Ashraf and Niazi [60Hapsariet al. [67], Rouibah, et al[62], Sadia [6], Su, et al. [6]

Usage
Intention

Han, et al. [15], Khazaei and Tareq [19], , Krishaad Koshy [21], Asadi, et al. [39], Hur, et d2],
Adnan, et al. [65], Alzahrani, et al. [66], HuamdaGe [67], Magotra, et al. [68], Tu and Yang [69],
Vafae-Zadeh, et al. [7]
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Customer value is also positively related to usatgmntion.

223 Satisfaction Theoretical justification for the mediating role nche
Consumer satisfaction in the form of expectatiams a attributed to a well-investigated framework in tidiinal

confirmation of expectatiorj57,58],on the other hand, is literature [6,7]. Attitudes, preferences, and partitioned
believed to influence changes in attitudes and age attitudinal antecedents, cognitive, emotional, einiv
intent. The outcomes of satisfaction decisions wergersistentintentions in innovation arethnology [54,63].
attitudes and intentions that were modified acamlyi Customer value indicates customers’ rational traftie-
well reflected by the results. Satisfaction expwés between the benefits-costs of using a product/sernd
influence future purchase intentions. well as lptechase thus is regarded as a cognition variable. Customer
attitudes, most consumer behaviorists will agreat thsatisfaction is an affect variable. Customer ugageose
buying dissatisfied products should reduce thenatbn concerns behaviour or a disposition to perform tpasy
to purchas¢56,58] This means that the intended use wiltoward a product/service provider. In addition,strin
be reduced accordingly. The satisfaction and products/services also indicates the level of ensto
dissatisfaction characteristics were significantiyrelated satisfaction with significant benefits, such asiaealue,
with positive and negative effects, respectivelyd do emotional value, and taking advantage of functioaale
overall satisfaction It is recommended that all elirsions [46,54,57] and lead to increased customer loyalty
be tested for complete accounting of the post-maseh [56,58,69,70].h addition, there are studies that support the
response in usf27,28,58].And we make the following mediating of customer satisfaction to usage electri

hypothesis: vehicles, as shown in table 4 and figure 3. Thhbs, t
» H3: Satisfaction has a direct effect on usagiFamework provides a basis for hypothesizing that
intention. satisfaction mediates the effect of functional eaknd
non-functional value (perceived value) on usagernition.
224  Usagelntention However, marketing and consumer study also sugtests

The TRA, TPB, TAM were supposed to haveperception about a product may affect purchaseviaira
considerable capabilities as a tool to enhancpribdiction directly for some product categories. And we mahe t
of consumers’ Intention concerning environmentalljollowing hypothesis:

friendly behaviours, including the adoption BY's [21]. . H4: The mediating effect of satisfaction on
As shown in Table 4. functional value and usage intention.

. H5: The mediating effect of satisfaction on
225 TheMediating effect of satisfaction on nonfunctional value and usage intention.

per ceived value and usage intention
The customer value affects customer satisfaction,
customer satisfaction affects customer loyalty 287,

Table4 Literature Review of The Mediating effect of atison

Pperceived value - Satlsfacno! - Usage intention Literature review
Direct effec Mediating effec
- v v Abu Elsamen71]
. v v v Nugroho, et al. [7]
Functional value 7 7 7 Giantari, et al.49]
v v v Amin and Tarun [4]
Non-functional v v v Rgsooli.manesh, etal []
value v v v Giantari, et al. [4]
v v v Amin and Tarun [4]
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Functional
Values

Satisfaction Usage Intention

NonFunctional |\ -~ ~=—=—~"7""
Values

Figure 3 Research model

3 Methodology 4 Dataanalysis
As an empirical research, we focus on using.l Descriptive statistics
questionnaires as a data collection tool, focusimg Descriptive statistics on demographic profile. Amon

customers who have already used EVs. Statistiedyais  all the respondents, only 56.08 percent are makrage
uses structural equation modeling techniques tavems of ages are 36, there are 40 respondents (27.08Ggn

research objectives and research hypotheses. X and 104 respondents (70.27%) in Gen Y, Incomes
25,000 baht/ month, Completed a bachelor's deet85
3.1 Design of the questionnaire %, 1-6 months of experience in using a EV 45.2784, a

The data collection instrument consisted ofhe first EV in the family 75.68 %. In additiongtlservice
guestionnaires, consisting of quantitative attitiated quality of electric vehicle service centers (10mpgj was
demographic data questionnaires, which measurtedtla assessed in (1) overall service quality was godtl am
and manifest variables functional values, non-fiomel average score of 8.22, and (2) overall serviceityuaithe
values, usage intention and satisfaction. The Lieale of problem claim was good with an average score of, 4%
the 6-point scale was scored an evaluation quastiomon can be seen in figure 4-5.
the acceptance of the value obtained from the LE¥ @s
1= extremely unacceptable, and 6= extremely acblpta 4.2  Structural equation model analysisresults
In addition, the test results for the validity a@fol variable Because of this study, a small sample size wasaita
had an alpha Cronbach coefficient of .866-.928The analysis of the Structural Equation Model (SEM)
appropriate for cognitive tests such as intelligetests.  required a simple model with small samples shoeltidid

to strict fit standards [73)We take precautions in view of
3.2 Data collection the small sample size used for structural equatiodel

Data collection was carried out using a questiaenai analysis. The test of consistency between the gexslof
The questionnaires data analysed were used tonaeer fit measures in the model was found to be in hagnvaith
the size of the sample. By specifying the ratiol6f the fit of the model, with result: Chi-squag) = 129.613,
samplesto 1 variable, this equalled 18 membebsérved df = 108, CMIN/DF ¢2/df) = 1.200, GFI = .916, CFI =
variables= 18 x 10 = 180 cases, and used convenien®91, NF = .948, TLIl = .987, and RMSEA = .024 ({ig
sampling. Data collection period from Sep to De22for  6). It could be concluded that the form of the cinal
a total of 45 days. equation of the variables effecting customer usage

intention was consistent with the empiridata [56,74,75].
Accordingly, the statistics Goodness of fit as shaw
Table 5.
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Service quality overview (10 points)
Figure 4 service quality of electric vehicle see/enters
Service quality overview of problem claims {10 points)
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3
o
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w
1 points 5 points 6 points 7 points 8 points 9 points 10 points
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Figure 5 overall service quality of the probleminta
Table 5 Statistics Goodness of fit
Relevant Statisti Criterig Test Valui
Relative Chisquare x2/df < 2.00 1.0
Goodness of Fit Inde GFI >.9¢ 916
Comparative Fit Inde CFl >.9¢ .9¢1
Normed Fit Inde NFI>.9E 948
TuckerLewis Inde; TLII >.95 .981
Root Mean Square Error of Approximat RMSEA <.0! .02¢4
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4.3 Resultsof testing of the hypotheses Hypothesis 3: Satisfaction has a direct effect sage
Hypothesis testing shall provide the same as thgtention. The hypothesis is concerned with stadided
Structural Equation Modelling by considering th&RC(t- effect =.886, that supports a statistically sigraifit
value) and p-value used for the test of the hymith@he hypothesis at p<0.001.
hypothesis analysis was executed using the IBM SPSS Hypothesis 4: The mediating effect of satisfaction
AMOS software. It indicates that values higher the®6 functional value and usage intention. The hypothesi
for all hypotheses of statistical significance.can be testing is concerned with standardized effect =.3bat
concluded that the results support all assumptodsthat  Supports a statistically significant hypothesip<.01.
the results of they are shown in table 5 and 6 thadinal Hypothesis 5: The mediating effect of satisfaction
model Figure 6. non-functional value and usage intention. The hygsis
Hypothesis 1: Functional value has a direct eftect is concerned with standardized effect =.512, tbapsrts
satisfaction. The hypothesis testing is concerneith w a statistically significant hypothesis at p<0.001.
standardized effect =.813, that supports a siziti The results of the Structural Equation Modelinglysia

significant hypothesis at p<0.05. equations were formed:
Hypothesis 2: Non-functional value has a direct@ff Satisfaction = .349 Function Value +
on satisfaction. The hypothesis testing is conackmith .578 Non Function Value, R? = .821 Q)
standardized effect =.578, that supports a steisfi
significant hypothesis at p<0.001. Usage Intention = .886 Satisfaction, R?> = .600 (2)
751 701 610
7166 PEV = 515
835 | cov : Functional e 536
Value =
655 | nov L 88GY+* Usage g U | .823
Satisfaction Totetion
756 ENV 2 Non ‘ Ul4 823
Functional ) '
31%7| sov Value urs | .823
780 EMV ul6 823
634 559 694
Figure 6 Final model
Table 6 Analysis on the relationship of the varbl
Standardized Squared
Relationship of Variables Regression |[S.E.| C.R. |p-value| Multiple
Weight: Correlation
Satisfaction | <--- Functional Values .349 .15@.484 | p<.05 821
Satisfactiol <--- Non Functional Value 57¢ .142| 3.94¢€ | p<.001
Usage Intentio | <--- Satisfactiol .88¢ 118 7.56¢ | p<.001 .60(
MOV <--- Functional Value .80¢ -a -a -a .65¢
cov <--- Functional Values 914 .0[793.579| p<.001 835
PEV <--- Functional Value .87t .08€| 12.74¢ | p<.001 .76€
EMV <--- Non Functional Value .88 -a -a -a .78(
S{e)Y, <--- Non Functional Value .887 .06€| 15.14¢| p<.001 781
ENV <--- Non Functional Value .87( .07¢] 11.99( | p<.001 .75€
SAT1 <--- Satisfactiol .75¢ -a -a -a 571
SAT?2 <--- Satisfactiol .837 .11%| 10.56: | p<.001 .701
SAT3 <--- Satisfactiol .781 115 8.97¢ | p<.001 .61(
SATA <--- Satisfactiol .78¢€ -8 -8 -8 .61¢
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Standardized Squared
Relationship of Variables Regression |[S.E.| C.R. |p-value| Multiple
Weight: Correlation
Satisfaction | <. Functional Values .349 .15@.484 | p<.05 821
Satisfactiol <--- Non Functional Value 57¢ .142| 3.94¢€ | p<.001
Usage Intentio | <--- Satisfactiol .88¢ 118 7.56¢ | p<.001 .60(
MOV <--- Functional Value .80¢ -a -a -a .65¢
SATS <--- Satisfactiol .79€ .087| 11.05¢ | p<.001 .63¢
SATE <--- Satisfactiol .83 .12£/10.70" | p<.001 .69
ull <--- Usage Intentio 71¢ -2 -2 -2 51¢
ul2 <-m- Usage Intention 732 .08711.055| p<.001 .536
ui3 <--- Usage Intentio 907 1241 10.707 | p<.001 828
ul4 <--- Usage Intentio .832 .101} 11.53¢| p<.001 .69
ul5 <--- Usage Intentio T40 .101} 10.04+| p<.001 .55¢
0] [6) <--- Usage Intentio .86( 1281 10.27¢| p<.001 .74(

Note: # Fixed parameter does not display the Standamat E&E.), Critical Ratio (C.R.)

Table 7 Hypothesis test results

Hypothesi coef Result:
H1: Satisfaction <-- Functional Value .349* Supported
H2: Satisfaction -- Nonfunctional Valu 578*** Supporte
H3: Usage Intention <-- Satisfaction .886*** Supported
H4: Usage Intention <-- Satisfaction <-- Functiodalue .309* Supported
H5: Usage Intention <-- Satisfaction <-- Non-fuonail Value 51 2%** Supported

Note:* = p<.05; :** = p<.01; *** = p<.001
Table8 Standardized direct, indirect, and total effedt$he factors test results

Effects Total direct Indirect
Variable: FVv NFV SAT FVv NFV SAT FV NFV SAT
SAT .34¢ .57¢ - .34¢ .57¢ - - - -

ul .30¢ .51z .88¢ - - .88¢ .30¢ .51z -

Note: Functional Value (FV), Nonfunctional ValugRV), Satisfaction (SAT), Usage Intention (L- as .00/

5 Discussion and implementation potential and assist them form more positive sattidn

5.1 Management implications towards usage intention EVs.
The findings of this study may assist the marketing . o
business and organizations of the automotive ingusth ~ ©-2  Research implications
the understanding of consumer behaviour in usiagtet This research is a cross-sectional study. Thergficse
vehicles, and develop business strategies destgmadet  longitudinal studies should be conducted so thanhgbs
consumer needs issues. Marketers should attaéfn be more accurate and their application in stith
importance to products and service non-functioeakits 100k for other predictors, second precaution isceoned
as well as social Va|ue’ environmental value andtEmal with the small sample size used for multivariasgistics
value. Marketers should prioritize the mediatinfpef of ~analysis, and finally the sample size should btect#d in
satisfaction, because it can lead to a loyal custdrase in ~ consistency with the parameters in the researctehicg].
the future. This phenomenon can be explained by the
theory of planned behaviour (TPB), technology ataege 6 Conclusions
model (TAM), and theory of reasoned action (TRA) on The analysis also showed that the functional vahge
predicting customersisage intention, and concluded thanon-functional value as demonstrated performanageva
three theories could explain intention quite wafid TAM  (PEV), convenience value (COV), monetary value (MOV
is better when measuring the general satisfacéioell In  environmental value (ENV), social value (SOV), and
addition, the results suggest that emotional vaduthe emotional value (EMV) may have less influence in
most important value for the selection of EVs byulfilling customers need, satisfaction, and thieition to
consumers. It can be used as triggers to improee thse electric vehicles significantly. In additionetanalysis
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also showed that the non-functional value of eiectr[5] VENKATESH, V., DAVIS, F.D.: A Theoretical
vehicle users was more influential than the fumgtio Extension of the Technology Acceptance Model: Four
value, indicating that the social value intent (9Qvas Longitudinal Field Studiesylanagement Scienc¥pl.

first followed by the Thai customer, followed by 46, No. 2, pp. 186-204, 2000.

environmental value (ENV) and emotional value (EMV)  https://doi.org/10.1287/mnsc.46.2.186.11926
respectively. It may relevant to the perceiveditytithat [6] AJZEN, I.: The theory of planned behavior,
consumers derive from their association with specif  Organizational Behavior and Human Decision
groups in society. Personal norms can explain the Processes,Vol. 50, No. 2, pp. 179-211, 1991.
perceived social pressures of Thai customersitfiaence https://doi.org/https://doi.org/10.1016/0749-

product adoption and decision-making processes.mhy 5978(91)90020-T

affect the customer's decision-making proceds] AJZEN, |, FISHBEIN, M.: Attitude-behavior
[20,13,27,58]. relations: A theoretical analysis and review of

Studies have shown the limitations of different empirical researci®sychological Bulletinyol. 84, pp.
approaches to the complexity and multidimensioaaime 888-918, 1977.

of perceived values. The decision to buy and use EV https://doi.org/10.1037/0033-2909.84.5.888
[16,65], has to go through credibility to incredise level [8] KNAPCIKOVA, L.: Electromobility in the Slovak
of consumer satisfaction that has been used goods a Republic: a green approacdhcta logisticaVol. 6, No.
services [29,31,46,57,58,63,74]. 2, pp- 29-33, 2019.

The results of this study may help organizatiorss an  https://doi.org/10.22306/al.v6i2.116
marketing businesses of the automotive industi®] OUBRAHIM, |, SEFIANI, N., HAPPONEN, A.:
understand Thai consumers' behaviour in using ridect  Supply chain performance evaluation models: a
vehicles. And develop innovative business stragegie literature reviewActa logistica Vol. 9, No. 2, pp. 207-
designed to meet the needs of consumers in easptard 221, 2022. https://doi.org/10.22306/al.v9i2.298
and expansion markets [29,75-77]. And enhance [10] HRUDKAY, K., JAROS, J.. Framework for

direction and continuous improvementsin markgioase Electromobility in the Slovak Republic and Its
and consumer EV attributes are consolidated thrabgh Application at the Local LevelTransport and
use of automotive supply chain performance [8,9,13] Communications,Vol. 8, No. 1, pp. 6-12, 2020.
https://doi.org/10.26552/tac.C.2020.1.2
Acknowledgement [11] GRISKEVICIUS, V., TYBUR, J.M., VAN DEN
Thank you to all stakeholders and all electric olehi BERGH, B.: Going green to be seen: Status,
consumersfor cooperating the distribution of gioesgires. reputation, and conspicuous conservatimrnal of
Further, this study could not have been succeasfubut Personality and Social Psychologyol. 98, No. 3,

the related information provided by the information pp. 392-404, 2010. https://doi.org/10.1037/a0017346
contributors who all respondents for their suppgrtto  [12] ALMANSOUR, M.: Electric vehicles (EV) and

answer the questionnaire. sustainability: Consumer response to twin transjtio

the role of e-businesses and digital marketing,
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