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Abstract

This conceptual study aims to examine the influence of electronic word-of-mouth (e-

WOM) on social media platforms on consumers’ purchase intention of electric vehicles (EVs). The
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study integrates the Technology Acceptance Model (TAM) and the Theory of Planned Behavior
(TPB) to develop a comprehensive framework explaining consumer decision-making processes in
the digital era.

The proposed conceptual framework identifies key dimensions of e-WOM, including
information quality, volume of reviews, source credibility, and review valence. These factors
influence perceived usefulness and perceived ease of use (TAM), which subsequently shape
consumers’ attitudes, subjective norms, and perceived behavioral control (TPB), ultimately
leading to purchase intention.

It was found that in the current context of global energy uncertainty and rising fuel prices
driven by geopolitical factors, EVs are increasingly perceived as a viable alternative. e-WOM on
social media plays a crucial role in reducing uncertainty, enhancing trust, and shaping positive
perceptions toward EV adoption. In the Thai context, although the EV market is still in its early
stage, it shows strong growth potential driven by government support and changing consumer
behavior.

This study contributes to the literature by integrating e-WOM with TAM and TPB into a
unified framework and provides practical implications for marketers and policymakers in
promoting EV adoption through digital communication strategies.

Keywords: e-WOM, electric vehicles, social media, TAM, TPB, purchase intention
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mduAaAsegiananeduussgdandneugiutadosudainden

og1dlsfinn guassadidydincey Taslanizsadoiuduiazauinadunisldeunss
5189784 Deloitte (2025) 5y fuslaanin 45% shlandsdimuinafentu “szozmensdudse
nsvsanilends (Range Anxiety)” WagUszanal 40% 1993131A1 EV é’aqaLﬁulmﬁmﬁauﬁmmuﬁﬁﬂﬂ
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