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Abstract

The objective of this research is to study the factors influencing the
attitudes and purchase intentions of Chinese-brand electric vehicles (EVs)
among senior citizens in Thailand, a continuously growing consumer group. This
quantitative study collected data via questionnaires from 400 Thai senior
citizens and analyzed it using confirmatory factor analysis and structural
equation modeling.The results show that the developed model is consistent
with the empirical data. Product and service factors were found to influence
brand trust and attitude. Word-of-Mouth (WOM) and information from Search
Engine Marketing (SEM_INFO) positively affected attitude, which in turn acted as
a mediating variable between WOM, SEM_INFO, and purchase intention. These
findings highlight that the key factors in the EV purchasing decisions of the
elderly are safety, convenience, reliable after-sales service, positive experiences
that generate WOM, and easily accessible, trustworthy online information. This
research provides strategic recommendations for Chinese EV manufacturers to
design products and services tailored to seniors, integrate WOM and SEM
strategies to build brand credibility, and offers policy suggestions to support the

sustainable use of EVs in Thai elderly society.
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