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Abstract 

Sales of new energy vehicles in China are expanding swiftly, establishing the country as the 

largest market globally, with 55.5% of the worldwide share with 7.6 million vehicles sold. 

The sales of new energy vehicles in China will significantly impact the advancement of 

associated markets globally, including those in ASEAN and other nations. In 2023, Chengdu 

attained the highest ranking for vehicle ownership among Chinese cities. This research seeks 

to examine the factors impacting the purchase intention of new energy vehicles in Chengdu, 

China. This study employs a quantitative methodology, utilizing questionnaires as a data 

collection instrument, analyzing the data with SPSS software, and applying multiple linear 

regression techniques to assess a total of 500 valid surveys. Research indicates that customers 

innovativeness has both direct and indirect impacts on their intentions for purchasing new 

energy vehicles, with the effect being most pronounced. Simultaneously, perceived quality, 

attitude, and subjective norms have a positive correlation with purchase intention. It suggests 

that both the government and companies should prioritize the establishment of an innovation-

driven consumer environment, since consumer innovativeness is the most significant 

component. Enterprises need to promote the research and development of fundamental 

technologies, effectively convey the safety attributes of new electric vehicles, and elevate the 

public's perceived quality, attitudes, and subjective norms. The concepts and findings of this 

research are applicable to extensive social science energy research and behavioral economics 

analysis. 
 

Keywords: New Energy Vehicle, Impact Factors, Purchase Intention, China. 
 

1. Introduction 

In 2023, the global electric vehicle market experienced rapid expansion, with total sales reaching 

approximately 13.7 million units, reflecting a year-on-year growth of about 29%. China 

remains the largest market, accounting for 55.5% of the global share with 7.6 million units 

sold, including both fully electric vehicles and plug-in hybrids (Canalys, 2023; Fortune 

Business Insights, 2023). Europe followed as the second-largest market with 3.2 million units 

sold, representing 24% of global sales, while the United States, although a smaller market, 

recorded 1.4 million units with a growth rate exceeding 40% (IEA, 2023). The automotive 

market in the ASEAN region has experienced notable growth, especially in the new energy 

vehicle (NEV) sector. Total light-vehicle sales in the region reached about 1.85 million units 
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by mid-2023, with Thailand playing a leading role in NEV sales. In fact, Thailand alone 

accounted for 79% of the ASEAN electric vehicle (EV) sales, driven by government 

incentives and investments from Chinese automakers like BYD and Great Wall Motors 

(Bangkok Post, 2023; Counterpoint Research, 2023). Therefore, the development of China's 

automobile market will have a certain impact on ASEAN's automobile market. At the end of 

September 2023, Chengdu ranked first in terms of car ownership in China, with about 6.395 

million vehicles. Beijing followed closely behind with 6.384 million vehicles. As the capital, 

Beijing's car ownership growth rate has slowed down due to traffic restrictions and license 

plate restrictions. Chongqing ranked third with a car ownership of over 6 million vehicles. 

Shanghai and Suzhou ranked fourth and fifth, with 5.273 million and 5.212 million vehicles 

respectively (Dongchedi, 2023).  
 

NEVs market in Chengdu can effectively respond to the situation in China's new energy 

car market. The development of NEVs in China has entered an accelerating track, with nearly 

200 automobile companies participating in it, with sales covering all major, medium and small 

cities. Besides, energy storage technology, battery technology, charging pile services, 

intelligent driving, etc. are all constantly updated, which will be helpful to the vigorous 

development of NEVs. The development of NEVs with pure electric drive as the national 

strategic orientation has become a top priority in this field, which can be seen from the 

performance of various car companies and the market. The sales of NEVs are mainly reflected 

in first- and second-tier cities, and their marketing performance mainly relies on technological 

innovation capabilities, regional government policies and support, high levels of concept 

introduction, and consumers’ consumption ability (Zhang, 2022). Due to the increasing 

maturity of NEV technology and the support of national policies, the NEV industry has 

developed rapidly in recent years. According to the "China Mobile Environmental 

Management Annual Report (2022)" released by the Ministry of Ecology and Environment, 

China achieved a production of 3.545 million NEVs, a sales volume of 3.521 million, of which 

the production and sales of battery electric vehicles were 2.942 million and 2.916 million 

respectively in 2021. The number of existing NEVs in China reached 7.84 million, accounting 

2.6% of the total number of vehicles, an increase of 2.92 million vehicles compared with 2020. 

It includes 6.4 million battery electric vehicles, accounting for 81.6% of all NEVs (Ministry 

of Ecology and Environment, 2022). 
 
For the existing NEV market, despite a series of policy promotions, the adoption rate of 

NEVs in many countries has not reached the original goal (Coffman et al., 2017; Karakitsiou 

et al., 2018). In many countries that promoted electric vehicles early, such as Belgium and 

Denmark, although strong promotion policies have been implemented, the market penetration 

rate of NEVs was also relatively low (Xue et al., 2021). Similarly, China's original plan to 

produce and sell NEVs to reach 2 million units by 2020 has not been completed as scheduled. 

The sales of NEVs still account for a low proportion of the new car sales market, with the 

current market share of only 5.4%. With the substantial reduction of NEV subsidy policies, 

China's NEVs have transformed from policy-driven to market-driven. Therefore, it has 

become extremely urgent to speed up the marketization process of NEVs. In addition, NEVs 

are still in the "early adoption stage" of market diffusion (Liu et al., 2018).  
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At this stage, consumer acceptance is crucial to the success of NEVs (Ozaki & 

Sevastyanova, 2011), because the success of an emerging technology product depends on 

customer acceptance. The current low market share of NEVs in China is related to personal 

low purchase intention (W. Li et al., 2020). In summary, some residents do not know much 

about NEVs (She et al., 2017), and some members of the public are interested in but skeptical 

of NEVs (Wang et al., 2018). Especially in the private purchase field, the acceptance level is 

still relatively low (Pielecha & Pielecha, 2020), making consumers less willing to buy NEVs 

(Chen et al., 2019), which has greatly affected the early diffusion speed of NEVs in the market. 

It is urgent to find new ways to increase public awareness of NEVs and improve their purchase 

intentions. 
 
Previous research on the propensity to purchase NEVs has predominantly employed the 

Theory of Planned Behavior (TPB) model in isolation, with limited investigations that 

holistically assess the impact of consumer innovativeness, price sensitivity, perceived quality, 

environmental concern, and the TPB framework on consumers' purchasing decisions 

(Alphonsa & Sia, 2022; Ha & Janda, 2012; Hollebeek et al., 2022; Patwary et al., 2022). To 

address this research gap, this paper aims to identify the factors impacting consumer 

purchases of NEVs and to analyze the effects of consumer reactions and behaviors on these 

variables. A conceptual framework is constructed, and employed a multi-stage sampling 

technique to gather pertinent data, which is subsequently analyzed for validity, reliability, and 

relevance using Jamovi and SPSS AMOS 28 tools. 
 
The objectives were to explain causal relationship between consumer innovativeness, 

attitude, price sensitivity, subjective norm, environmental concern, perceived quality and 

purchase intention of NEV for permanent residents in Chengdu, China. Based on previous 

research results and theories, this study explores the impacting factors of NEV purchase as 

comprehensively as possible, empirically analyzes the path relationship of the hypothesized 

model, and analyzes the impact of independent variables on NEV purchase intention, 

enriching the relevant research, thus leading the discussion of this issue to a deeper level. This 

study elucidates the principal factors impacting consumer behavior and offers empirical data 

to assist policymakers and businesses in comprehending and anticipating consumer decision-

making processes, thereby facilitating the formulation of more targeted marketing strategies 

and environmental protection policies, and further advancing the proliferation and sustainable 

development of NEVs. 
 

2. Theoretical Model and Literature Review 

These research models studied vehicle purchase intention; the most used research models 

were the Theory of planned behavior (TPB) and the Theory of Reasoned Action (TRA). To 

advance the Theory of individual behaviors that are significant to the environment, the value-

belief-norm (VBN) Theory was developed. In this particular investigation, (TPB) was chosen 

as one of the fundamental theoretical frameworks to be utilized (Ajzen & Fishbein, 1977). It 

is composed of the following components: attitude, subjective norm, and perceived 

behavioral control, which serve as the fundamental factors that determine customers' 

purchase intentions. A general rule—"the stronger the intention to engage in a behavior, the 

more likely it is to perform that behavior" (Ajzen, 2002). Bhutto et al. (2022) employed the 

TPB to examine the influence of price sensitivity on the propensity to acquire NEVs, revealing 
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a positive correlation. Fishbein and Ajzen (1975) initially proposed the TRA, believing that 

an individual's willingness to perform a certain behavior might vary with various contextual 

factors, such as personal values, personality, religion, culture, race, knowledge, and the media. 

Consumer innovativeness is one of the personality that will impact the attitude and purchase 

intention of NEVs (Tunçel, 2022). Xu et al. (2019) used TPB to study the purchase intention 

of environmentally friendly cars and found that perceived quality reflects hedonic and 

instrumental value, and it significantly affects the purchase intention. According to VBN 

(Stern, 2000), people who value other species or altruists worry that environmental conditions 

will harm the health of other species or humans. Klabi and Binzafrah (2023) employed VBN 

theory to find that environmental concern will affect the willingness to purchase NEVs to a 

certain extent. 
 
- Consumer innovativeness and Attitude  

Manning et al. (1995) believe that consumer innovativeness is the tendency of consumers 

to make independent decisions and search for novelty. Gatignon and Robertson (1985) studied 

innovation diffusion and pointed out that consumer innovativeness will affect attitudes. Many 

scholars have confirmed this view in the fields of e-commerce and Internet research. When 

Limayem et al. (2000) studied the influencing factors of consumers’ Internet shopping, they 

showed that general innovativeness has a significant impact on consumers’ attitudes towards 

online shopping. Goldsmith and Lafferty (2001) also found in their studies that consumers' 

innovativeness in the Internet field has an important impact on their attitudes. Lashari et al. 

(2021) measured consumer innovativeness as an important variable and demonstrated that 

consumer innovativeness is positively associated with their attitudes to buy NEVs. Tunçel 

(2022) found that consumer innovativeness, seeking uniqueness and driving experience 

leading to positive attitudes towards NEVs. The following hypothesis can therefore be 

developed: 

H1: Consumer innovativeness has a significant impact on the attitude. 
 

- Consumer innovativeness and Purchase intention 

The research of Adjei and Clark (2010) pointed out that consumer innovativeness has a 

significant impact on new product purchasing behavior, while Im et al. (2003) pointed out in 

an empirical study that consumer innovativeness does not directly affect consumers' new 

product purchasing behavior. Chen et al. (2010) selected electronic products as test products 

and found through empirical research that consumer innovativeness can significantly affect 

consumers' willingness to purchase new electronic products. Chen (2018) believes that 

consumer innovativeness has a positive impact on consumer behavior, that is, the higher the 

innovativeness, the greater the impact on consumer behavior. Zhang (2020) showed that 

consumer innovativeness is positively related to new product purchase intention. When 

consumers have a high level of innovation, they experience novel experiences and sensory 

pleasure when exposed to new products, which in turn generates purchase intention. Thus, the 

following hypothesis can be articulated: 

H2: Consumer innovativeness has a significant impact on purchase intention. 
 

- Attitude and Purchase intention 

Those who view NEVs positively and show a positive attitude toward NEVs have 

stronger purchase intentions than other consumers (Bühler et al., 2014). Attitudes are 
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evaluations of expected behaviors based on personal beliefs and evaluations (Fishbein & 

Ajzen, 1977). Attitudes toward a behavior reflect the degree to which the behavior is evaluated 

favorably or unfavorably (Ingrid & Patrick, 2015). For example, individuals who have a 

positive attitude towards innovation are likely to adopt new technologies (Rogers et al., 2014). 

The more positive a consumer's attitude towards owning NEVs is, the more likely they are to 

show their willingness to purchase NEVs (Elena et al., 2019). The following hypothesis can 

thus be proposed: 

H3: Attitudes have significant impacts on purchase Intention. 
 

- Price sensitivity and Purchase intention 

Price plays a crucial role in consumers' purchasing intentions (Goldsmith et al., 2005). 

When different products have similar functionalities but different prices, consumers’ price 

sensitivity will have a great impact on purchase intentions (Masiero & Nicolau, 2012). Li 

(2006) showed that short-term price promotions will increase sales, but frequent price 

promotions will affect consumers' price sensitivity, which will lead to customers thinking 

about buying only when the price drops to a low level. Zhang (2015) pointed out that price 

sensitivity will affect their judgment of product image, and thus affect purchase intention. 

Dong et al. (2020) found that in the context of government subsidies, price factors have no 

significant impact on the purchase intention of Chinese urban residents to electric vehicles. 

Thus, the hypothesis can be formulated: 

H4: Price sensitivity has a significant impact on purchase intention. 
 

- Subjective norm and Purchase intention 

Afroz et al. (2015) revealed that individuals' purchase intention for NEVs is affected by 

social pressure from social networks (such as relatives and friends). Wang et al. (2016) also 

emphasized that social pressure affects consumer behavior. It plays an important role and 

even dominate their personal ethics. Subjective norm is one of the main factor influencing 

Chinese consumers’ choice of NEVs (Zhang et al., 2020). Hu (2014) verified through 

empirical research that subjective norm has a significant impact on rural residents’ purchase 

intentions. Guo et al. (2010) proposed that subjective norm has a significant impact on 

consumers’ purchasing attitudes and purchase intentions. Thus, the hypothesis can be 

formulated: 

H5: Subjective norms have significant impacts on purchase intention. 
 

- Environmental concern and Purchase intention 

Consumers who are concerned about the environment may be concerned about the 

impact of their consumption behavior on the environment, thereby guiding them to adopt 

environmentally friendly behaviors (Pagiaslis & Krontalis, 2014). Consumers with higher 

environmental concern are more likely to choose to purchase NEVs (Degirmenci & Breitner, 

2017). Consumers who are more concerned about the environment are willing to pay a 

premium for environmentally friendly products and increase their willingness to purchase 

NEVs (Simsekoglu & Nayum, 2019). The stronger the environmental concern, the greater the 

perception of personal behavioral control, which greatly encourages them to purchase NEVs 

(Lou et al., 2017). Environmental concern can effectively predict consumers’ purchase 

intentions of new energy cars (Li et al., 2021). Thus, the hypothesis can be formulated: 

H6: Environmental concern has a significant impact on purchase intention. 
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- Perceived quality and Purchase intention 

In the automotive industry, perceived product quality is considered an important factor 

in consumer purchasing (Xu et al., 2017). Wells et al. (2011) found that perceived quality has 

a direct impact on purchase intention. Xu et al. (2019) conducted a survey on the use of freight 

electric vehicles in Vietnam and found that perceived quality has a certain impact on purchase 

intention and that the high risk of freight electric vehicles is a major obstacle to carriers' 

acceptance of electric vehicles. Jaiswal et al. (2022) investigated the relationship between 

perceived quality and purchase intention of remanufactured goods and found that perceived 

quality has an important impact on consumers' purchase intention. In Indian NEV market, 

there is a positive relationship between perceived quality and purchase intention, and the more 

people know about NEVs, the easier it is to buy NEVs (Ngoc et al., 2023). Thus, the 

hypothesis can be formulated: 

H7: Perceived quality has a significant impact on purchase intention. 
 

Based on the all the concepts discussed above, the following conceptual framework was 

developed: 
 

  

Figure 1: The Conceptual Framework of “Factors Impacting Purchase New Energy 

Vehicles’ Intention in Chengdu, China” 

Source: Author 

 

3. Methodology 

Sample and Data Collection Procedure 

This article aims to examine the purchase intentions for NEVs in Chengdu. The target 

demographic was permanent residents of Chengdu, as they are more likely to purchase vehicles 

in the city. The article selected 12 main urban districts of Chengdu as target areas because they 

have the most population and are the main areas of the city. Soper (n.d.) provides a sample size 
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calculator for Structural Equation Models. As a result, a minimum sample size of 425 is advised 

for this investigation. Nonetheless, the researcher thought it reasonable to gather 500 valid 

questionnaires. The specific resident population and stratified sampling of the 12 districts are 

shown in Table 1 (Chengdu Government, 2023). This research employed a multi-stage 

sampling technique. Initially, adult permanent residents from 12 districts of Chengdu were 

chosen utilizing the judgment sampling technique. The stratified sampling approach was 

employed to ascertain the requisite number of valid questionnaires for each district. Ultimately, 

samples were obtained through the distribution of online and offline questionnaires. 
 

Table 1: Population size and Proportional sample size in Chendu. 
 

Distracts Name 
Population Size 

(unit: thousand) 

Proportional 

Sample Size 

Pidu District 1659 60 

Xindu District 1572 57 

Shuangliu District 1500 55 

Chenghua District 1397 51 

Longquanyi District 1356 49 

Jinniu District 1265 46 

Wuhou District 1220 44 

Wenjiang District 990 36 

Qingyang District 1075 39 

Jinjiang District 910 33 

Qingbaijiang District 501 18 

Xinjin District 330 12 

Total 13775 500 

 

Data in this study were gathered from both primary and secondary sources. Secondary 

data is utilized by reviewing core ideas and past research to provide logical and reputable 

sources for constructing the study’s concept and assumptions. The questionnaire data was 

collected using a quantitative methodology through the dissemination of surveys to the target 

population. A total of 626 individuals were surveyed, of which 500 were valid, using a five-

point Likert scale rating system to gather primary data. The participants’ demographics is 

summarized in Table 2. 
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Table 2: Descriptive Characteristics of Participants 
 

Gender Male: 231 (46.2%) 

Female: 269 (53.8%) 

Age Less than 20 years old: 135 (27.0%) 

20-25 years old: 210 (42.0%) 

26-30 years old: 11 (2.2%) 

31-35 years old: 72 (14.4%) 

36-40 years old: 16 (3.2%) 

More than 40 years old: 56 (11.2%) 

Driving frequency Once a day or more: 114 (22.8%) 

Once a week or more: 36 (7.2%) 

Once a month or more: 33 (6.6%) 

Others: 317 (63.4%) 

Note: Created by the Author 

 

Measurement 

A five-point Likert scale was designed to assess participants' attitudes and behavioral 

intentions regarding NEV purchases. The questionnaire comprises 23 items across six 

constructs: Consumer Innovativeness (CI), Attitude (ATT), Price Sensitivity (PS), Subjective 

Norms (SN), Environmental Concern (EC), and Perceived Quality (PQ). Each item was 

specifically tailored based on relevant literature, while ensuring the clarity and applicability 

for the Chengdu population. For example: 
 
Consumer Innovativeness (CI) was measured using four items, such as “I love to use 

innovations that impress others,” which was adapted from Tunçel (2022) to capture the 

individual’s openness to new products. 
 
Attitude (ATT) included four items like “In my opinion, purchasing a new energy 

vehicle is a good attitude,” reflecting the individual's overall evaluation of NEV purchases 

(de Oliveira et al., 2022). 
 
Price Sensitivity (PS) consisted of three items, for instance, “I am willing to pay 30% 

more for a new energy vehicle,” representing the participant’s financial considerations related 

to NEVs (Bhutto et al., 2022). 
 
Subjective Norms (SN) had three items such as “Those who are important to me support 

me purchasing a new energy vehicle,” to measure the social influence on NEV purchase 

intentions (Wang et al., 2013). 
 
Environmental Concern (EC) included three items like “I am concerned about the 

effects of polluted air on my family,” assessing the individual’s environmental awareness 

(Onurlubaş, 2018). 
 
Perceived Quality (PQ) was measured through three items such as “Overall appearance 

is better for new energy vehicles than non-green vehicles,” indicating perceptions of NEV 

quality (Khalid & Helander, 2004). 
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Purchase Intention (PI) used three items, including “I plan to switch my conventional 

automobile with a new energy vehicle in the future,” reflecting the participant’s likelihood of 

purchasing an NEV (Bhutto et al., 2022). 
 
Each of these constructs was developed to ensure both the validity and reliability of the 

data, grounded in the context of the local population of Chengdu and their attitudes towards 

NEVs. The detailed item-level development process ensures transparency and enhances the 

questionnaire's rigor. 
 

Data Analysis 

This research applied Jamovi and IBM SPSS Amos 28 to conduct the data analysis.  
 

Table 3: Correlations among Variables, Internal Consistency, Convergent Validity and 

Factors Loading. 
 

Variables 
Cronbach’s 

Alpha 

Composite 

reliability 

coefficient 

Factors 

Loading CI ATT PS SN EC PQ PI 

CI 0.890 0.891 0.768-0.888 0.821       

ATT 0.928 0.928 0.808-0.907 0.194 0.874      

PS 0.889 0.891 0.797-0.901 0.161 0.369 0.855     

SN 0.923 0.924 0.843-0.942 0.212 0.369 0.478 0.895    

EC 0.801 0.804 0.697-0.842 0.230 0.259 0.129 0.206 0.761   

PQ 0.972 0.973 0.936-0.984 0.356 0.363 0.364 0.33 0.302 0.961  

PI 0.965 0.965 0.944-0.958 0.509 0.472 0.364 0.412 0.233 0.552 0.95 

Note: Created by the Author 

 

As shown in Table 3, the Cronbach’s Alpha coefficients of three latent variables exceed 

0.80, four latent variables exceed 0.90, all factor loadings exceed 0.50, and the composite 

reliability (CR) exceeds 0.70. The number shown by the diagonal represents the square root 

of the average variance extracted (AVE) of the variable, and all coefficients linking any two 

different latent variables are below 0.80. The discriminant validity of this article is assessed 

using quantitative techniques. 
 

Structural Equation Model (SEM) 

The structural equation model (SEM) confirmation was performed in this study. SEM is 

employed to assess a particular set of linear equations in order to ascertain the degree to the 

proposed model is a good fit. Furthermore, SEM examines the cause-and-effect connection 

between variables and finds the potential errors or inaccuracies in the coefficient estimations 

(Thanatchaporn, 2021). According to the results presented in Table 4, after being adjusted 

using SPSS AMOS version 28, all the values for CMIN/DF, GFI, AGFI, CFI, NFI, TLI, and 

RMSEA were found to be within acceptable ranges.  
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Table 4: Goodness of Fit for Measurement Model. 
 
Index Criterion Source Statistical Values 

CMIN/DF < 5.00  (Al-Mamary & Shamsuddin, 2015) 3.994 

GFI ≥ 0.85   (Sica & Ghisi, 2007) 0.858 

AGFI ≥ 0.80  (Sica & Ghisi, 2007) 0.810 

NFI ≥ 0.80   (Wu & Wang, 2006) 0.922 

CFI ≥ 0.80  (Bentler, 1990) 0.940 

TLI ≥ 0.80   (Sharma et al., 2005) 0.926 

RMSEA < 0.08   (Pedroso et al., 2016) 0.077 

Note: Created by the Author 

 

4. Results and Discussion 

Hypothesis Testing Results 

According to the results in Table 5, consumer innovativeness has the greatest direct impact 

on the purchase intention of new energy vehicles, with a standardized path coefficient (β) of 

0.374 (t value is 9.215***); followed by a significant impact of perceived quality on purchase 

intention, β of 0.340 (t value is 9.144***); followed by attitude and subjective norms, β of 

0.263 (t value is 6.763***) and 0.186 (t value is 4.949***). In addition, for the interaction 

effect, consumer innovativeness has a great impact on attitude, β of 0.201 (t value is 

4.176***). The p values of environmental concern and price sensitivity are greater than 0.05, 

so their impact is not significant, and the H4 and H6 hypotheses are not supported. In addition, 

the corrected R square value is 0.405, indicating that the independent variables could be 

responsible for 40.5% of the variation in the dependent variable. The remaining 59.5% is 

influenced by additional variables that are not addressed in this research. This suggests that 

future research should explore additional variables, such as brand perception or government 

policies, to further understand the determinants of NEV purchase intention. 
 

Table 5: Hypothesis Result of the Structural Equation Modeling. 
 
Hypothesis Paths Standardized Path Coefficient(β) T-Value 

P-Value 

Test Result 

H1 ATT ← CI 0.201 4.176*** Accept 

H2 PI ← CI 0.374 9.215*** Accept 

H3 PI ← ATT 0.263 6.763*** Accept 

H4 PI ← PS 0.066 1.733 Reject 

H5 PI ← SN 0.186 4.949*** Accept 

H6 PI ← EC -0.048 -1.221 Reject 

H7 PI ← PQ 0.340 9.144*** Accept 

Note: *** p<0.001, ** p<0.01, * p<0.05 

Note: Created by the Author 
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Figure 2: Result of the Structural Model 

      Note: Solid line reports the Standardized Coefficient with *** as p<0.001,  

 and t-value in Parentheses; Dash line reports Not Significant 

       Source: Author 

 

The results of this study show that consumer innovativeness (CI) has the most significant 

positive impact on the purchase intention of NEVs, with a standardized path coefficient of 

0.374 (p < 0.001). This finding is consistent with previous research that suggests innovative 

consumers are more likely to adopt new technologies (Tunçel, 2022). Additionally, perceived 

quality (PQ) also has a significant influence on purchase intention (β = 0.340, p < 0.001), 

indicating that consumers’ perceptions of product quality play a crucial role in their decision 

to purchase NEVs (Khalid & Helander, 2004). Meanwhile, both attitude (ATT) and subjective 

norms (SN) positively impact purchase intention, with β = 0.263 and β = 0.186, respectively 

(both p < 0.001). These findings suggest that consumers’ personal attitudes towards NEVs, 

as well as social influences, are key factors in shaping purchase behavior. This is consistent 

with previous studies highlighting the importance of attitudes and social norms in influencing 

consumer behavior (de Oliveira et al., 2022; Wang et al., 2013). 
 
Interestingly, price sensitivity (PS) and environmental concern (EC) did not significantly 

affect purchase intention (p > 0.05). This result suggests that although consumers may express 

concern for environmental issues, this concern does not necessarily translate into a higher 

likelihood of purchasing NEVs. It aligns with existing research conducted in Japan. Studies 

have indicated that Japanese consumers, despite their awareness of environmental issues, do 

not strongly correlate this concern with NEV purchase intentions. Instead, factors such as 

government incentives, technological features, and perceived product benefits play a more 

pivotal role in driving adoption (Li et al., 2020; Zhao et al., 2022). This similarity between 

the Chinese and Japanese contexts highlights the importance of addressing practical benefits 
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and external incentives when promoting NEVs, rather than solely focusing on environmental 

messaging. Similarly, the lack of significance for price sensitivity implies that financial 

considerations, such as willingness to pay a premium for NEVs, may not be as crucial as 

expected in the context of this study. Nevertheless, this discovery aligns with the findings of 

Dong et al. (2020), indicating that price factors do not exert a statistically significant impact 

on the PI of electric vehicles among urban residents in China. Individuals exhibit a heightened 

level of concern regarding the duration of battery life and the accessibility of charging 

amenities. Frequent price promotions, another factor contributing to the ineffectiveness of 

price sensitivity, will impact consumers' price sensitivity (Li, 2006). In recent years, 

consecutive pricing wars have transpired in China's car industry. The average terminal 

transaction price of vehicles in the market was decreased by around 15% in 2023 relative to 

the prior year (China Economic Net, 2024). This will result in Chinese consumers exhibiting 

insensitivity to marketing strategies, including price reductions and discounts, when 

purchasing NEVs. 
 

5. Conclusion and Recommendations 

This research aims to explore the factors that impact the purchase intention of new energy 

vehicles in Chengdu, China. A conceptual framework was used to generate seven hypotheses 

to verify the reaction mechanism between consumer innovativeness, attitude, price sensitivity, 

subjective norm, environmental concern, perceived quality, and purchase intention of new 

energy vehicles. This paper uses confirmatory factor analysis for scientific calculation to 

verify the validity and reliability of the conceptual framework. In addition, the structural 

equation model (SEM) was used to verify the main factors impacting purchase intention. The 

results of this survey show that consumer innovativeness has the greatest impact on the 

purchase intention of new energy vehicles, and has direct and indirect effects; perceived 

quality follows closely, and has the second highest impact on purchase intention; attitude and 

subjective norm have the third and fourth impacts on purchase intention. The impact of 

environmental concern and price sensitivity on purchase intention was not verified in this 

survey. 
 
This paper studies the factors that impact the purchase intention of new energy vehicles 

in Chengdu, China. Based on the data of this quantitative survey, the researchers suggest that 

both the government and enterprises should focus on building an innovation-driven consumer 

environment, as consumer innovativeness is the most effective factor. Perceived quality ranks 

as the second most significant factor; therefore, companies must prioritize research and 

development in essential NEV technologies, including battery performance, durability, and 

energy efficiency. Technological advancements must be effectively conveyed to consumers 

via product marketing that highlights practical benefits. In terms of subjective norms and 

attitudes, Chinese consumers place a high value on social norms and the opinions of peers 

(Yang, 1981), marketing strategies should focus on leveraging influencers and peer 

endorsements. Collaborations with celebrities, influencers, and opinion leaders in the 

environmental or technology sectors can help shape public perceptions of NEVs and increase 

social acceptance. Safety remains a top priority for consumers. Companies should ensure that 

the safety features of NEVs are clearly communicated, especially in areas like collision 

avoidance systems, battery safety, and vehicle stability, to improve the attitude of NEVs. 
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Despite these results and implications, limitations persist. This study is confined to the 

Chengdu area, and the findings may not be relevant to other countries. The factors 

inadequately elucidate the impact of customers purchasing NEVs. Future research may 

broaden the study's scope and add more contributing variables. 
 

References 

Adjei, M. T., & Clark, M. N. (2010). Relationship marketing in A B2C context: The moderating role 

of personality traits. Journal of Retailing and Consumer Services, 17(1), 73-79.  

Afroz, R., Masud, M. M., Akhtar, R., Islam, M. A., & Duasa, J. B. (2015). Consumer purchase intention 

towards environmentally friendly vehicles: an empirical investigation in Kuala Lumpur, 

Malaysia. Environmental Science and Pollution Research, 22, 16153-16163.  

Ajzen, I. (2002). Perceived behavioral control, self‐efficacy, locus of control, and the theory of planned 

behavior 1. Journal of applied social psychology, 32(4), 665-683.  

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and review of 

empirical research. Psychological bulletin, 84(5), 888.  

Al-Mamary, Y. H., & Shamsuddin, A. (2015). Testing of the technology acceptance model in context 

of Yemen. Mediterranean Journal of Social Sciences, 6(4).  

Alphonsa, J. K., & Sia, S. K. (2022). Theory of planned behavior in predicting the construction of eco-

friendly houses. Management of Environmental Quality: An International Journal, 33(4), 938-

954. https://doi.org/10.1108/MEQ-10-2021-0249  

Bangkok Post. (2023). Thailand accounts for 79% of Asean EV sales. 

https://www.bangkokpost.com/business/motoring/2614921/thailand-accounts-for-79-of-

asean-ev-sales 

Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychological bulletin, 107(2), 

238.  

Bhutto, M. H., Tariq, B., Azhar, S., Ahmed, K., Khuwaja, F. M., & Han, H. (2022). Predicting consumer 

purchase intention toward hybrid vehicles: testing the moderating role of price sensitivity. 

European Business Review, 34(1), 62-84. https://doi.org/10.1108/EBR-10-2019-0274  

Bühler, F., Cocron, P., Neumann, I., Franke, T., & Krems, J. F. (2014). Is EV experience related to EV 

acceptance? Results from a German field study. Transportation Research Part F: Traffic 

Psychology and Behaviour, 25, 34-49.  

Canalys. (2023). Global EV market forecasted to reach 17.5 million units with solid growth of 27% in 

2024. https://www.canalys.com/newsroom/global-ev-market-2024-forecast 

Chen, K., Ren, C., Gu, R., & Zhang, P. (2019). Exploring purchase intentions of new energy vehicles: 

From the perspective of frugality and the concept of “mianzi”. Journal of Cleaner Production, 

230, 700-708.  

Chen, R. (2018). Research on the impact of consumer innovativeness on positive consumption behavior. 

Modern Marketing: Information Edition(10), 1.  

Chen, W., Liu, W., & Li, Y. (2010). An Empirical Study on the Relationship between Consumer 

Innovativeness, Consumer Characteristics and New Product Adoption Behavior. Management 

Commentary, 22(5), 35-41.  

Chengdu Government. (2023). Overview of Chengdu Districts (Cities) and Counties.  Retrieved from 

https://cdhistory.chengdu.gov.cn/cdfz/ml/qxdq/ 

Chengdu, P. s. G. o. (2023). Consumption dynamics of the automotive industry in three dimensions. 

http://www.pidu.gov.cn/pidu/c125560/2023-



July – December 
2024 

ASEAN JOURNAL OF MANAGEMENT & INNOVATION 

 

  92      

 

10/12/content_c461fb1fe6fc4268b95fea1ded1bd521.shtml 

China Economic Net. (2024). A dialectical view of the "price war" as Chinese automakers seek global 

market share. http://auto.ce.cn/auto/gundong/202406/14/t20240614_39036571.shtml 

Coffman, M., Bernstein, P., & Wee, S. (2017). Electric vehicles revisited: a review of factors that affect 

adoption. Transport Reviews, 37(1), 79-93.  

Counterpoint Research. (2023). Southeast Asia BEV Sales Grow 10x YoY in Q1 2023, Thailand Leads. 

https://www.counterpointresearch.com/insights/sea-bev-sales-q1-2023/  

de Oliveira, M. B., da Silva, H. M. R., Jugend, D., Fiorini, P. D. C., & Paro, C. E. (2022). Factors 

influencing the intention to use electric cars in Brazil. Transportation Research Part A: Policy 

and Practice, 155, 418-433.  

Degirmenci, K., & Breitner, M. H. (2017). Consumer purchase intentions for electric vehicles: Is green 

more important than price and range? Transportation Research Part D: Transport and 

Environment, 51, 250-260.  

Dong, X., Zhang, B., Wang, B., & Wang, Z. (2020). Urban households’ purchase intentions for pure 

electric vehicles under subsidy contexts in China: Do cost factors matter? Transportation 

Research Part A: Policy and Practice, 135, 183-197.  

Dongchedi. (2023). China's city car ownership ranking in 2023. 

https://www.dongchedi.com/article/7292822230017868339 

Elena, H.-C., José, L.-C. F., Francisco, M.-L., & Inmaculada, G.-M. (2019). Evaluating consumer 

attitudes toward electromobility and the moderating effect of perceived consumer effectiveness. 

Journal of Retailing and Consumer Services, 51, 387-398.  

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: an introduction to theory and 

research.  

Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention, and behavior: An introduction to theory and 

research.  

Fortune Business Insights. (2023). Electric Vehicle Market Size, Share, Trends & Growth Analysis, 

Forecast 2024-2032. https://www.fortunebusinessinsights.com/electric-vehicle-market-

106214 

Gatignon, H., & Robertson, T. S. (1985). A propositional inventory for new diffusion research. Journal 

of Consumer Research, 11(4), 849-867.  

Goldsmith, R. E., Kim, D., Flynn, L. R., & Kim, W.-M. (2005). Price sensitivity and innovativeness for 

fashion among Korean consumers. The Journal of social psychology, 145(5), 501-508.  

Goldsmith, R. E., & Lafferty, B. A. (2001). Innovative online buyers. Proceedings of the Society for 

Marketing Advances, 275-278.  

Guo, G., Zhang, Z., Chen, K., & Wang, X. (2010). The impact of word-of-mouth communication on 

consumers’ brand switching intention: A study on the mediating effect of subjective norms. 

Management Comments, 22(12), 62-69.  

Ha, H. Y., & Janda, S. (2012). Predicting consumer intentions to purchase energy‐efficient products. 

Journal of Consumer Marketing, 29(7), 461-469. https://doi.org/10.1108/07363761211274974  

Hollebeek, L. D., Menidjel, C., Itani, O. S., Clark, M. K., & Sigurdsson, V. (2022). Consumer 

engagement with self-driving cars: a theory of planned behavior-informed perspective. Asia 

Pacific Journal of Marketing and Logistics, ahead-of-print(ahead-of-print). 

https://doi.org/10.1108/APJML-08-2022-0654  

 



ASEAN JOURNAL OF MANAGEMENT & INNOVATION 

93 

July – December 
2024 

ASEAN JOURNAL OF MANAGEMENT & INNOVATION 
 

     93 

 

Hu, B. (2014). Reference group influence, subjective norms and rural residents’ consumption intention. 

business economy(6), 116-121.  

IEA, I. E. A. (2023). Global EV Outlook 2024 – Analysis. https://www.iea.org/reports/global-ev-

outlook-2024 

Im, S., Bayus, B. L., & Mason, C. H. (2003). An empirical study of innate consumer innovativeness, 

personal characteristics, and new-product adoption behavior. Journal of the academy of 

marketing science, 31(1), 61-73.  

Ingrid, M., & Patrick, D. P. (2015). An extended decomposed theory of planned behaviour to predict 

the usage intention of the electric car: A multi-group comparison. Sustainability, 7(5), 6212-

6245.  

Jaiswal, D., Kant, R., Singh, P. K., & Yadav, R. (2022). Investigating the role of electric vehicle 

knowledge in consumer adoption: evidence from an emerging market. Benchmarking: An 

International Journal, 29(3), 1027-1045. https://doi.org/10.1108/BIJ-11-2020-0579  

Karakitsiou, A., Migdalas, A., & Pardalos, P. (2018). Optimal location problems for electric vehicles 

charging stations: models and challenges. Open Problems in Optimization and Data Analysis, 

49-60.  

Khalid, H. M., & Helander, M. G. (2004). A framework for affective customer needs in product design. 

Theoretical Issues in Ergonomics Science, 5(1), 27-42.  

Klabi, F., & Binzafrah, F. (2023). Exploring the relationships between Islam, some personal values, 

environmental concern, and electric vehicle purchase intention: the case of Saudi Arabia. 

Journal of Islamic Marketing, 14(2), 366-393. https://doi.org/10.1108/JIMA-06-2020-0170  

Lashari, Z. A., Ko, J., & Jang, J. (2021). Consumers’ intention to purchase electric vehicles: Influences 

of user attitude and perception. Sustainability, 13(12), 6778.  

Li, C., Ye, L., & Wang, L. (2021). The impact of new energy vehicle consumption promotion policies 

on potential consumers’ purchase intention. Chinese management science, 29(10), 151-164.  

Li, J. (2006). Analysis of factors affecting consumer price sensitivity. Market Modernization(9), 16-18.  

Li, J., Zhou, Y., Yu, D., & Liu, C. (2020). Consumers’ purchase intention of new energy vehicles: do 

product-life-cycle policy portfolios matter? Sustainability, 12(5), 1711.  

Li, W., Long, R., Chen, H., Dou, B., Chen, F., Zheng, X., & He, Z. (2020). Public preference for electric 

vehicle incentive policies in China: a conjoint analysis. International Journal of Environmental 

Research and Public Health, 17(1), 318.  

Limayem, M., Khalifa, M., & Frini, A. (2000). What makes consumers buy from Internet? A 

longitudinal study of online shopping. IEEE Transactions on systems, man, and Cybernetics-

Part A: Systems and Humans, 30(4), 421-432.  

Liu, F., Zhao, F., Liu, Z., & Hao, H. (2018). China’s electric vehicle deployment: Energy and 

greenhouse gas emission impacts. Energies, 11(12), 3353.  

Lou, Y., Wang, W., & Yang, X. (2017). Customers’ attitude on new energy vehicles’ policies and policy 

impact on customers’ purchase intention. Energy Procedia, 105, 2187-2193.  

Manning, K. C., Bearden, W. O., & Madden, T. J. (1995). Consumer innovativeness and the adoption 

process. Journal of consumer psychology, 4(4), 329-345.  

Masiero, L., & Nicolau, J. L. (2012). Tourism market segmentation based on price sensitivity: Finding 

similar price preferences on tourism activities. Journal of Travel Research, 51(4), 426-435.  

Ministry of Ecology and Environment. (2022). China Mobile Source Environmental Management 

Annual Report (2022).  Retrieved from 



July – December 
2024 

ASEAN JOURNAL OF MANAGEMENT & INNOVATION 

 

  94      

 

https://www.mee.gov.cn/hjzl/sthjzk/ydyhjgl/202212/t20221207_1007111.shtml.  

Ngoc, A. M., Nishiuchi, H., & Nhu, N. T. (2023). Determinants of carriers' intentions to use electric 

cargo vehicles in last-mile delivery by extending the technology acceptance model: a case study 

of Vietnam. The International Journal of Logistics Management, 34(1), 210-235. 

https://doi.org/10.1108/IJLM-12-2021-0566  

Onurlubaş, E. (2018). The mediating role of environmental attitude on the impact of environmental 

concern on green product purchasing intention. EMAJ: Emerging Markets Journal, 8(2), 5-18.  

Ozaki, R., & Sevastyanova, K. (2011). Going hybrid: An analysis of consumer purchase motivations. 

Energy policy, 39(5), 2217-2227.  

Pagiaslis, A., & Krontalis, A. K. (2014). Green consumption behavior antecedents: Environmental 

concern, knowledge, and beliefs. Psychology & marketing, 31(5), 335-348.  

Patwary, A. K., Mohamed, M., Rabiul, M. K., Mehmood, W., Ashraf, M. U., & Adamu, A. A. (2022). 

Green purchasing behaviour of international tourists in Malaysia using green marketing tools: 

theory of planned behaviour perspective. Nankai Business Review International, 13(2), 246-

265. https://doi.org/10.1108/NBRI-06-2021-0044  

Pedroso, R., Zanetello, L., Guimarães, L., Pettenon, M., Gonçalves, V., Scherer, J., Kessler, F., & 

Pechansky, F. (2016). Confirmatory factor analysis (CFA) of the crack use relapse scale 

(CURS). Archives of Clinical Psychiatry (São Paulo), 43(3), 37-40.  

Pielecha, I., & Pielecha, J. (2020). Simulation analysis of electric vehicles energy consumption in 

driving tests. Eksploatacja i Niezawodność, 22(1), 130-137.  

Rogers, E. M., Singhal, A., & Quinlan, M. M. (2014). Diffusion of innovations. In An integrated 

approach to communication theory and research (pp. 432-448). Routledge.  

Sharma, G., Verma, R., & Pathare, P. (2005). Mathematical modeling of infrared radiation thin layer 

drying of onion slices. Journal of food engineering, 71(3), 282-286.  

She, Z.-Y., Sun, Q., Ma, J.-J., & Xie, B.-C. (2017). What are the barriers to widespread adoption of 

battery electric vehicles? A survey of public perception in Tianjin, China. Transport Policy, 56, 

29-40.  

Sica, C., & Ghisi, M. (2007). The Italian versions of the Beck Anxiety Inventory and the Beck 

Depression Inventory-II: Psychometric properties and discriminant power. Leading-edge 

psychological tests and testing research, 27-50.  

Simsekoglu, Ö., & Nayum, A. (2019). Predictors of intention to buy a battery electric vehicle among 

conventional car drivers. Transportation Research Part F: Traffic Psychology and Behaviour, 

60, 1-10.  

Stern, P. C. (2000). New environmental theories: toward a coherent theory of environmentally 

significant behavior. Journal of social issues, 56(3), 407-424.  

Thanatchaporn, J. (2021). Key influencers of innovative work behavior in leading Thai property 

developers. AU-GSB e-JOURNAL, 14(1), 61-70.  

Tunçel, N. (2022). Intention to purchase electric vehicles: Evidence from an emerging market. Research 

in Transportation Business & Management, 43, 100764.  

Wang, N., Tang, L., & Pan, H. (2018). Analysis of public acceptance of electric vehicles: An empirical 

study in Shanghai. Technological Forecasting and Social Change, 126, 284-291.  

Wang, S., Fan, J., Zhao, D., Yang, S., & Fu, Y. (2016). Predicting consumers’ intention to adopt hybrid 

electric vehicles: using an extended version of the theory of planned behavior model. 

Transportation, 43, 123-143.  



ASEAN JOURNAL OF MANAGEMENT & INNOVATION 

95 

July – December 
2024 

ASEAN JOURNAL OF MANAGEMENT & INNOVATION 
 

     95 

 

Wang, Y., Wiegerinck, V., Krikke, H., & Zhang, H. (2013). Understanding the purchase intention 

towards remanufactured product in closed-loop supply chains. International Journal of 

Physical Distribution & Logistics Management, 43(10), 866-888. 

https://doi.org/10.1108/IJPDLM-01-2013-0011  

Wells, J., Valacich, J., & Hess, T. (2011). What signals are you sending? How website quality influences 

perceptions of product quality and purchase intentions. MIS Q 35 (2): 373–383. In. 

Wu, J.-H., & Wang, Y.-M. (2006). Measuring KMS success: A respecification of the DeLone and 

McLean's model. Information & management, 43(6), 728-739.  

Xu, L., Blankson, C., & Prybutok, V. (2017). Relative contributions of product quality and service 

quality in the automobile industry. Quality Management Journal, 24(1), 21-36.  

Xu, L., Prybutok, V., & Blankson, C. (2019). An environmental awareness purchasing intention model. 

Industrial Management & Data Systems, 119(2), 367-381. https://doi.org/10.1108/IMDS-12-

2017-0591  

Xue, C., Zhou, H., Wu, Q., Wu, X., & Xu, X. (2021). Impact of incentive policies and other socio-

economic factors on electric vehicle market share: A panel data analysis from the 20 countries. 

Sustainability, 13(5), 2928.  

Yang, K.-s. (1981). Social orientation and individual modernity among Chinese students in Taiwan. 

The Journal of social psychology, 113(2), 159-170.  

Zhang, S., Zhou, C., & Liu, Y. (2020). Consumer purchasing intentions and marketing segmentation of 

remanufactured new-energy auto parts in China. Mathematical Problems in Engineering, 2020, 

1-8.  

Zhang, T. (2015). Research on the impact of retailer price image on consumer behavioral intention 

Guizhou University].  

Zhang, Z. (2022). Research on optimization of marketing strategies for SV new energy pure electric 

vehicles East China Normal University].  

Zhang, Z. M. (2020). A Study on the Influence of Consumer Innovativeness on Purchase Intention of 

New Products Tianjin Commerce University].  

Zhao, H., Bai, R., Liu, R., & Wang, H. (2022). Exploring purchase intentions of new energy vehicles: 

Do “mianzi” and green peer influence matter? Frontiers in Psychology, 13, 951132.  

 

 


