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Abstract

This study utilizes the Theory of Planned Behavior (TPB) framework to examine the elements affecting Chinese consumers' intention to
adopt electric vehicles (EVs). This research systematically applies TPB's core psychological variables to the EV (electric cars) adoption
context in China's unique market environment. This study aims to examine the relationships between attitude, subjective norm, perceived
behavioral control, and intention to adopt EVs among Chinese consumers. It makes a theoretical contribution by validating the applicability
of TPB in China's cultural and market context characterized by collectivism, strong policy orientation, and price sensitivity. From a practical
perspective, the investigation furnishes policymakers and marketers with valuable information to promote the advancement of more effi-
cient strategies for EV adoption in the Chinese market. Most existing research on EV adoption has been conducted in Western contexts,
with limited systematic examination of psychological dimensions in China's distinct cultural and market environment. While existing
studies focus predominantly on economic and technological factors, further development of the psychological dimension and renewable
energy research in the Chinese market is needed. The objective of the investigation is to address this disparity by offering empirical evi-
dence of TPB's effectiveness in predicting Chinese consumers' intention to adopt EVs.

Keywords: Intention to Adopt; Attitude; Subjective Norm,; Perceived Behavioral Control.

1. Introduction

Global climate change has become one of humanity's major concerns in the twenty-first century. It is estimated that around 25% of the
world's CO: emissions come from the transportation industry. (Sheldon et al., 2022). China is one of the world’s largest carbon emitters
and has committed to peaking carbon emissions by 2030 and achieving carbon neutrality by 2060, making electric vehicle (EV) adoption
a strategic national priority. (Zhu et al., 2023). Despite China maintaining the world's largest EV market for eight successive years since
2015, demonstrating strong performance with 6.88 million units delivered in 2022, which constituted more than 60% of the global market
share, EV penetration rates remain relatively low at only 5.5% of total motor vehicles (IEA, 2022). In 2024, sales of new energy vehicles
(NEVs, including battery electric vehicles (BEVs) and plug-in hybrid electric vehicles (PHEVs) in China exceeded 11 million units, ac-
counting for approximately 48% of total vehicle sales (CAAM, 2025; IEA, 2025). Entering 2025, the penetration rate of new energy
vehicles has surpassed 50% in multiple months, with projected sales expected to exceed 15 million units by year-end, potentially reaching
a penetration rate of 57% (IEA, 2025). In September 2025, the production and sales of new energy vehicles reached 1.617 million and
1.604 million units, respectively, representing year-on-year increases of 23.7% and 24.6% respectively (CAAM, 2025). In the first ten
months of 2025, cumulative NEV sales reached approximately 12.94 million units, with the penetration rate reaching a historic 51.6% in
October, which marked the first time a single month exceeded 50% (CAAM, 2025). This growth has been primarily driven by plug-in
hybrid electric vehicles (PHEVs), whose market share increased from approximately 15% in 2020 to nearly 30% in 2024, substantially
exceeding the growth rate of battery electric vehicles (BEVs) (IEA, 2025). Consumer preferences for extended driving range and lower
initial costs have contributed to PHEV growth outpacing that of BEVs (IEA, 2025). A notable trend is the accelerating growth of PHEV
sales, with PHEVs accounting for approximately 35% of total NEV sales in 2024 compared to lower proportions in previous years (CAAM,
2025). This shift reflects consumers' pragmatic preferences for dual-mode capability that mitigates range anxiety while benefiting from
identical policy incentives as BEVs, including purchase tax exemptions through 2027. Furthermore, the government's new energy vehicle
replacement subsidy policy, extended through 2025, provides consumers with subsidies of up to 20,000 RMB for the purchase of new
energy vehicles (China Ministry of Commerce, 2025).

A comprehensive analytical framework that systematically explains the underlying mechanisms of consumer behavioral intentions, partic-
ularly focusing on how attitude, subjective norm, and perceived behavioral control (PBC) interact to shape human decision-making patterns,
this framework is identified as the Theory of Planned Behavior (TPB) (Ajzen, 1991). However, existing research on intention to adopt EV's
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in China predominantly focuses on economic, technological, or policy factors, with limited attention to the psychological dimensions that
drive consumer behavior ( Liu et al., 2017). TPB core variables' applicability and mechanisms have not been thoroughly explored in the
Chinese EV market context, which is characterized by cultural uniqueness, strong policy orientation, and price sensitivity (Chu et al., 2019).
Attitude toward EVs, as the fundamental psychological predictor, determines consumers' positive or negative assessment of EV adoption
behavior. (Ajzen, 1991). In China's highly collectivist society, subjective norm may play a more significant role in consumer decision-
making compared to Western contexts, as social pressure factors such as "face" and group identity are particularly influential. (Wang et al.,
2018). Similarly, PBC represents consumers' perception of their ability to perform EV adoption behavior, which varies significantly due
to real barriers such as uneven distribution of charging stations, limited technical knowledge, and high purchase costs. (Liao, 2021).

This study analyses the impact of TPB's three core variables on Chinese consumers' intention to adopt EVs, aiming to validate the applica-
bility of this classical behavioral theory in China's specific cultural and market context.

2. Intention to Adopt

Considered to be a direct antecedent of actual conduct, intention may be seen as a measurement of someone's preparedness to participate
in a specific activity (Ajzen, 1991). The intention generation process involves cognitive evaluation and social influence, creating a dynamic
process that helps explain why certain individuals are more inclined to try new behaviours (Bagozzi & Dholakia, 2002; Kelman, 1958).
Intention has a significant predictive effect on actual behaviour, particularly in environments with strong PBC (Ajzen, 1991; Hagger et al.,
2002). Intention to adopt denotes the degree to which buyers are inclined to acquire a certain product. (Cheung et al., 2019). In the field of
sustainable consumption of new technologies, adoption intention has been confirmed as an important antecedent variable for predicting
actual purchase and acceptance behaviour, having a significant positive impact on consumers' final behavioural decisions. Zahan et al.
(2020) Found in their study of Bangladeshi consumers' green housing purchase behaviour, green purchase behaviour among consumers
was predominantly influenced by green purchase intention, which emerged as the key determining element, confirming the strong predic-
tive role of intention on actual behavior in the sustainable building consumption field. Intention to adopt EVs is defined as the likelihood
of consumers choosing to use EVs, encompassing their propensity to select EVs for travel, prioritize EV purchases, and recommend them
to others. (Xu et al., 2020).

Intention to adopt EVs is crucial for addressing environmental pollution and sustainable transportation development; thus, numerous schol-
ars have conducted in-depth research on its influencing factors. Existing research categorizes these factors into three major types. First are
technological attribute factors, where purchase price constitutes the main barrier, as consumers are unwilling to pay high upfront costs.
(Carley et al., 2013) Meanwhile, insufficient charging infrastructure and long charging times form another technological bottleneck. ( Xu
et al., 2021), while the driving range continues to be a critical factor in technological feasibility (Zhang et al., 2022). Second are policy
attribute factors, where government support is particularly crucial during the initial promotion period. Research shows that financial incen-
tives (tax exemptions) are more effective in promoting adoption than non-financial incentives (driving privileges) (Li et al., 2017). Includ-
ing both demographic and psychological aspects, the third category comprises customer characteristics. Demographically, middle-aged,
well-educated male technology professionals have a greater propensity to adopt EVs (Hidrue et al., 2011), though the income impact is not
significant. Regarding psychological factors, research based on theories such as TAM and TPB focuses on variables like perceived risk
and subjective norm. (Jansson et al., 2017), while the pro-environmental NAM model emphasizes the positive role of personal norms (He
& Zhan, 2018).

The EV market in China is the biggest in the world that reaching 9.5 million units in sales in 2023, accounting for over 60% globally (IEA,
2025). However, relative to its massive overall automobile market, EV penetration still has enormous room for growth, making under-
standing consumer adoption mechanisms crucial for further market expansion. In the early development stage, policy-driven initiatives
served as the core driving force for market adoption. Wang et al. (2016) Directed subsidies for EV purchasers were made available by the
Chinese government via the implementation of the "Energy Saving and New Energy Vehicle" plan and the establishment of pilot programs.
Wang et al.(2017)Found that tax exemptions, exemptions due to the value-added tax and the purchase tax, as well as exemptions from tolls,
are some of the other financial incentive measures that have been implemented. According to Ma et al. (2017) A multivariate cointegration
model was created with the intention of evaluating the efficacy of incentive policies. The researchers discovered the positive cointegration
link between incentive policies and EV sales.

Entering the market segmentation development stage, consumer behaviour and decision-making mechanisms in different markets began
to show differentiated characteristics. During this stage, social norms positively correlated with EV adoption intention, with social respon-
sibility and identity significantly enhancing adoption intention, especially among environmentally conscious groups. (Rezvani et al., 2018).
Furthermore, Tu & Yang (2019) Found that several critical determinants played pivotal roles in shaping the electric vehicle purchasing
decisions among Chinese consumers, specifically encompassing resource management control, individual behavioral attitudes, the per-
ceived functional utility of EVs, and the degree of compatibility with existing lifestyle patterns.

With the maturation of EV technology and the accumulation of market experience, consumer evaluation of EVs has become more com-
prehensive and rational. Wang et al. (2018) Found that perceived usefulness and adoption intention were significantly negatively affected
by perceived risk. Wu et al.(2019) Extended the traditional concept of perceived usefulness to green perceived usefulness, and the study
demonstrated that green perceived usefulness exerted an important and favourable consequence for both usage intention and purchase
intention toward autonomous EVs. In China's post-subsidy era, as subsidies decrease, non-financial policies show stronger effects. (Liao,
2021). Han & Sun (2024) Conducted a discrete choice experiment and found that BEV consumers place greater value on driving range and
vehicle-to-grid (V2G) technology, while PHEV consumers prioritize fast charging time; regarding regional differences, northern consum-
ers prefer PHEVs' dual power systems due to climate factors, central region consumers show the highest acceptance of BEV innovative
technologies, and southern consumers exhibit greater price sensitivity. Furthermore, consumers in high-penetration markets demonstrate
significantly higher willingness to pay for BEV attributes compared to those in low-penetration markets, where consumers tend to favor
PHEVs as transitional vehicles. Cong et al. (2023) Investigated Chinese consumers' EV purchasing decisions were examined in terms of
how they are influenced by attitudes, subjective norm, and PBC. It was demonstrated that subjective norm emerged as the most dominant
factor affecting these behavioral intentions. To the contrary, Zheng et al.(2025) Found that attitude and PBC significantly and beneficially
impacted Chinese consumers' EV purchase intentions, while subjective norm showed no significant effect. Xie et al. (2025) investigated
online EV purchasing behavior using the TPB framework and a PLS-SEM analysis of 1,000 consumers from Beijing, Shanghai, and
Shenzhen. The study found that government policies significantly strengthen the relationship between purchase intention and actual be-
havior, highlighting the crucial role of subsidies, tax benefits, and charging infrastructure in facilitating behavioral conversion.



34 International Journal of Accounting and Economics Studies

Although existing research has explored psychological factors, their interaction mechanisms, and dynamic impacts in China's post-subsidy
era require further investigation. Therefore, systematic research on the psychological mechanisms of Chinese consumers' EV adoption is
crucial for promoting sustainable development in the world's largest market.

Recent studies highlight that the adoption of EVs is also influenced by broader financial and environmental mechanisms. Fintech-enabled
green financing tools, such as green loans and digital credit scoring, have been shown to significantly impact consumers' purchasing deci-
sions (Liu & You, 2023). Furthermore, environmental, social, and governance (ESG) performance increasingly contributes to the brand
equity of EV companies and shapes consumer attitudes (Huang et al., 2025). Environmental economics research has also emphasized
rebound effects, suggesting that lower operating costs may increase driving frequency, thereby partially offsetting environmental gains
(Wang et al., 2024).

3. Attitude

Within the TPB framework, "the degree to which a person has a favorable or unfavorable evaluation of the behaviour in question" is the
definition of attitude (Ajzen, 1991). As research advanced, attitude became increasingly prominent in consumer behavior studies, given its
critical role in explaining purchase decisions (Eagly & Chaiken, 1993). Lane & Potter (2007) Viewed attitude as an internal disposition
toward energy conservation and new technologies. Moving into the EV context, Barbarossa et al. (2015) Defined attitude within the TPB
framework as the total positive or negative appraisal of EVs by individuals. Han et al. (2017) Demonstrated attitude mediated a link among
b non-functional values and intention to adopt EVs. Attitude is influenced by personal values as a psychological tendency, environmental
motivations, and cognitive structures (Rezvani et al.,2018). More recently, Yegin & Ikram (2022) Define attitude toward behaviour as
referring to how much a person views a particular behaviour in a negative or positive way. This multidimensional conceptualization reflects
the complexity of EV adoption decisions.

The importance of attitude in predicting individual behaviour cannot be overstated. As a foundational and essential component of the
decision-making strategy, attitude is considered the foundation for the formation of purchase intentions (Ajzen, 1991; Eagly & Chaiken,
1993). Early empirical research established attitude's predictive power, Venkatesh & Davis (2000) Identified perceived usefulness and ease
of use as core factors in forming positive attitudes towards new technologies. Green self-identity influences attitudes towards EVs, with
this effect varying across cultural contexts (Barbarossa et al.,2015). Attitude mediated the impact of perceived risk on purchase intentions.
Xu et al. (2019) Confirmed research has shown that attitude directly influences consumers' readiness to adopt EVs (He et al., 2018). Liu et
al. (2020) Demonstrated that driving experience positively impacted attitudes toward various aspects of EVs, including battery life, driving
range, and economic benefits. Dutta & Hwang (2021) Found that environmental concern positively influenced Taiwanese consumers'
attitudes towards EVs. In their comprehensive study, Wang et al. (2021) Demonstrated that face-consciousness and social norms served as
pivotal elements in determining consumer perceptions of BEVs within a distinctive Chinese cultural framework.

The influence of attitude on EV adoption intention shows differentiated characteristics across different markets. In mature markets, most
studies support a positive relationship. Tanuwijaya & Balqiah (2022) Found that attitude had a significant positive influence on purchase
intention among 826 Jakarta respondents, with attitude being the factor with the largest total effect, having both direct and indirect influence.
Solekah et al. (2023) Established that positive consumer perceptions of EVs effectively promote their intention to make environmentally
conscious purchases among East Java consumers. Riverso et al. (2023) Revealed that attitude exerted a significant positive influence on
BEV purchase intention among Italian participants. However, contradictory findings emerged; Cong et al. (2023) revealed that attitude's
influence on purchase desire was non-significant in both Korean and Chinese countries. Similarly, findings revealed that attitude does not
significantly affect consumers' intention to purchase EVs among Indian consumers (Rafiq et al.,2024). Darma & Padmantyo (2025) Demon-
strated a significant positive association between attitude and EV adoption intention among Indonesian respondents.

Despite these international variations, recent Chinese market research consistently supports the positive relationship. Consumer knowledge
levels positively impacted attitudes, while financial incentive policies without no direct impact on adoption intentions (Wang et al.,2018).
Liao (2022) Confirmed the significant positive influence of attitude in a study conducted during the post-subsidy period in the cities of
Beijing, Shanghai, and Shenzhen. He et al. (2023) Findings revealed that attitude exhibited the most significant positive impact on EV
purchase intention among 423 Chinese consumers. Ji et al. (2024) investigated 867 Chinese consumers' responses to EV adoption. The
findings revealed that attitudes significantly predicted purchase intention, while personal norms emerged as the strongest predictor of
purchase intention, indicating that moral obligations constitute a key motivational force underlying Chinese consumers' new energy vehicle
purchase decisions. Wang et al. (2024) employed an extended TPB framework to investigate the impact of perceived value and consumer
ethnocentrism on domestic EV purchasing behaviour through a survey of 380 potential consumers in Xuzhou, China. The findings revealed
that attitude exerted the strongest influence on purchase intention, surpassing subjective norm and PBC, with attitude serving as a partial
mediator between subjective norm and purchase intention. Perceived value demonstrated the most significant impact on attitude, while
consumer ethnocentrism also positively influenced attitude. Zheng et al. (2025) investigated 379 potential EV consumers across six major
Chinese cities' responses to EV adoption. The findings revealed that attitude significantly predicted purchase intention, while brand asso-
ciation, perceived quality, and brand loyalty shaped consumer attitudes and partially mediated their effects on purchase intention. Critically,
perceived price emerged as a significant negative moderator, indicating that price sensitivity constitutes a key boundary condition that
either amplifies or attenuates the conversion of favorable attitudes into actual purchase commitment in the Chinese EV market.

While empirical evidence remains inconsistent, mainstream literature and theoretical expectations still support attitude's significant effect
on intention to adopt EVs, specifically in the market of China, where the meaningful contribution of intrinsic attitude evaluation is increas-
ingly prominent. Therefore, the research proposes the hypothesis articulated below:

H1: Attitude has a significant influence on intention to adopt electric vehicles in China.

4. Subjective Norm

Subjective norm takes note of the phenomenon in which individuals modify their behaviour in accordance with social and cultural expec-
tations (Bharti et al., 2024). Ajzen (1991) explained that, as the second core construct of TPB, subjective norm reflects the social pressure
perceived by individuals either to participate in a certain conduct or to avoid participating in that behavior. Ajzen & Fishbein (1975). This
concept originates in the year of 1970s from the Theory of Reasoned Action, where researchers propose that behavioral intention was
shaped by the combination of attitude and subjective norm. These beliefs from one's contemporaries, relatives, or friends have a significant
impact on one's conduct, regardless of whether individuals personally endorse these beliefs at an individual level. Prior investigations have
empirically demonstrated that an individual's propensity for environmental action is associated with the positive influence of social norms
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(Madrigal, 2001). Adnan et al. (2018) defined subjective norm as the pressure individuals feel to be present from necessary teams regarding
whether to purchase EVs. Tu & Yang (2019) further distinguished that subjective norm encompasses interpersonal influence (from family
and friends) and external influence (from mass media, expert opinions, and government policies).

The mechanism by which social pressure influences EV adoption decisions varies across cultural contexts. In collectivistic cultures, sub-
jective norm exerts a stronger influence on behavioral intention than in individualistic Western contexts (Wang et al., 2018). Tanuwijaya
& Balqiah (2022) Verified that purchase intention was significantly and positively affected by subjective norm among 826 respondents in
Jakarta. Darma & Padmantyo (2025) Demonstrated that subjective norm did not have any impact on intention to adopt EVs in Indonesia.
Focusing on the Chinese market, subjective norm exhibits unique and complex patterns of influence. Tu & Yang (2019) found that external
influence (expert opinions, authoritative endorsement) played a stronger role than interpersonal influence in Chinese EV adoption decisions,
reflecting Chinese consumers' greater reliance on professional knowledge rather than personal experience. The government has effectively
shaped consumers' subjective norm perceptions through media campaigns and public education. Xu et al. (2019) Found consumers in
Zhejiang Province that the second most promising indicator of the intention to buy an electric car was subjective norm (standardized
importance 84.69%), second only to PBC.

Wang et al. (2021) Demonstrated that a distinctively Chinese cultural factor was the face consciousness, which had a significant influence
on consumers' subjective norm perceptions regarding EVs. The Chinese government's information dissemination policies have promoted
EV adoption by influencing consumers' subjective norm. Zheng et al. (2022) Validated the pathway "from subjective norm to behavioral
intention and ultimately affecting willingness to pay" through 498 questionnaires. Social pressure from significant others serves as a key
factor driving consumers to form EV purchase intentions. Cong et al. (2023) explained the purchase desire of consumers within the Chinese
market was found to be significantly and positively influenced by subjective norm, indicating that EV purchase decisions of the customer
service in Chinese individuals are influenced by the ideas of family and friends as well as media advertising. Personal desire represents the
primary driving force behind purchase intention, serving as the predominant influence in customer decision-making processes. Conversely,
subjective norm operates through an indirect pathway, where it first influences personal purchase desire, which subsequently affects overall
purchase intention. Ehsan et al. (2024) employed an extended TPB framework to investigate Chinese consumers' intentions toward EV
adoption. Subjective norm has a significant positive impact on Shanghai consumers' intention to purchase EVs, ranking second in influence
after personal attitude. The study found that social pressure mechanisms, including influences from family and friends as well as govern-
ment encouragement policies, significantly affected consumer decision-making. Empirical results demonstrated that reference group poli-
cies (such as free parking and traffic restriction exemptions) were more effective in promoting purchase intentions compared to fiscal
incentives (such as subsidies and tax reductions). DeJun et al. (2025) Integrated the TPB with Value-Belief-Norm theory to examine the
impact of social media on green EV purchase intentions among consumers in Shanghai. The findings revealed that social media served as
a complete mediator between subjective norms and purchase intentions, primarily influencing purchasing decisions by shaping individuals'
perceptions of social expectations. The study confirmed that subjective norms have a significant positive impact on green purchase inten-
tions, highlighting the crucial mediating role of subjective norms in the social media environment. Liu & Selamat (2025) Applied TPB,
consumer behavior theory, and government intervention theory to analyze 351 EV consumers in Shandong Province. Their results show
that subjective norm positively influences purchase behavior by validating the role of social pressure and significant others' expectations,
though with weaker effects than incentive policies. The study emphasizes that subjective norms promote purchase behavior through envi-
ronmental responsibility and social identification. Importantly, Chinese "face" culture significantly moderates consumer decisions, leading
the authors to recommend experiential marketing and premium brand building to enhance subjective norms' positive effects.

Despite divergent empirical findings, the theoretical foundation and majority of studies continue to support the important function of
subjective norm, within the Chinese collectivistic cultural context in particular, where government policy orientation and social expecta-
tions jointly reinforce the influence of social pressure on personal decisions. Therefore, this research proposes the hypothesis articulated
below:

H2: Subjective norm has a significant influence on intention to adopt electric vehicles in China.

5. Perceived Behavioral Control

PBC originally emerged from TPB, proposed by Ajzen in 1985 and refined in 1991. Since an evolution of the Theory of Reasoned Action,
Ajzen introduced PBC to explain individuals' behavioral choice process in the absence of full volitional control (Ajzen, 1991). The concept
was initially defined as "an individual's perception of the ease or difficulty of performing a particular behavior, reflecting an individual's
subjective assessment of internal capabilities and external conditions." As research progressed, PBC has been emphasized as playing a
necessary function in advancing pro-environmental behaviors in environmental behavior studies (Bamberg & Moser, 2007).

Within the particular framework of EV adoption, PBC is more precisely defined as "the degree of confidence that consumers have in their
possession of the necessary resources, capabilities, and opportunities to purchase, use, and maintain EVs." (Xu et al., 2019). Solekah et al.
(2023) Conceptualize PBC as "encouragement or resistance perceived by someone to show behavior," EV purchase behavior reflected by
individuals' perceived ease or challenge associated, including considerations of price affordability, maintenance capabilities, and accessi-
bility of purchase locations.

PBC and intention demonstrate varying relationships across different market environments. Tanuwijaya & Balqiah (2022) Found through
structural equation modeling analysis that significant positive effects on purchase intention were demonstrated by PBC, which was estab-
lished as the most influential element among all direct influence variables. However, Solekah et al. (2023) collected data from 239 Indo-
nesian EV users across East Java, revealing non-significant associations between PBC and green purchase intention. Darma and Padmantyo
(2025) conducted a study examining 220 Indonesian respondents through a questionnaire survey using PLS-SEM methodology, with results
showing a significant positive correlation confirming that perceived capability enhances adoption intentions.

Focusing on the Chinese market, PBC presents unique and complex patterns of influence. Huang & Ge (2019) found in their Beijing
research that perceptions of charging infrastructure adequacy provide the most effective indicators of PBC. Participants with EV driving
experience scored 28% higher on PBC than those without experience (Liu et al.,2020). Wang et al. (2021) demonstrated that face con-
sciousness positively influences Chinese consumers' perceived control over EV adoption decisions. However, research findings show di-
vergence. Zhang et al. (2022) found that PBC failed hypothesis validation and was subsequently removed from the model due to insufficient
validity. Conversely, He et al. (2023) demonstrated PBC as a significant direct positive influence on purchase intention, with mediation
analysis confirming that 56% of PBC's influence operates through partial mediation via the desire variable. He et al. (2024) found that PBC
had a significant positive impact on new energy vehicle purchase intention, although its effect strength was relatively weak. Xie et al.
(2025) further deepened the understanding of the mechanism through which PBC operates, focusing on Chinese consumers' online EV
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purchasing behaviour. The research found that PBC had a direct impact on purchase intentions as well as exerted an indirect influence on
actual purchase behavior through purchase intention as a mediating variable. Xu et al. (2025) construct a model based on the integration
of TPB and the Technology Acceptance Model (TAM) and find that PBC is the most significant determinant of EV purchase intention,
showing a strong effect across all regions, particularly in the western region. Attitude and subjective norm also exhibit positive effects,
with a more pronounced impact in the eastern region, reflecting regional differences in technology acceptance and social recognition. Hu
et al. (2025) applied an extended TPB framework to examine Chinese consumers' purchase intentions toward New Energy Vehicles. The
study found that Attitudes toward NEVs emerged as the key determinant of purchase intention, while PBC showed a significant but modest
effect. Environmental knowledge and environmental concern positively influenced purchase intention both directly and indirectly through
the mediating role of perceived value. Notably, perceived risk negatively affected both perceived value and purchase intention, indicating
that consumer concerns about safety, reliability, and costs constitute significant barriers to NEV adoption. In the context of China, many
studies support a favourable association of PBC with intention to adopt EVs, where infrastructure and financial barriers are significant
adoption considerations. This research proposes the hypothesis articulated below:

H3: Perceived behavioral control has a significant influence on intention to adopt electric vehicles in China.

6. Theoretical Foundation

This study employs TPB for several reasons. First, TPB functions to be an adequate theoretical structure that successfully elucidates how
attitude, subjective norm, and PBC engage with the impact on individual intention of behavior, with these three core constructs jointly
predicting behavioral intention, that is, attitude, subjective norm, and PBC (Ajzen, 1991). Second, TPB is considered highly effective in
improving the prediction of consumer intentions toward pro-environmental behaviors, particularly in the field of EV adoption. Asadi com-
bined TPB with the Norm Activation Model in Malaysia and reported that personal norms and perceived responsibility, along with self-
interest concerns, significantly motivated EV acceptance, again confirming that moral imperatives and practical factors often converge
(Asadi et al.,2021). Third, the inclusive theoretical model that has been thoroughly tested across pro-environmental behavior studies is
represented by TPB. Shang et al. (2024) Validated the effectiveness in the context of green product purchase intention with the TPB
framework, using a sample of 419 Chinese university students and employing SEM analysis to find that attitude, subjective norm, and PBC
all had significant positive effects on green purchase intention, confirming TPB's strong explanatory and predictive power in pro-environ-
mental consumer behaviour research.

TPB has been extensively utilized in analyzing variables influencing the behaviors of individuals adopting eco-friendly practices. Wang et
al. (2018) Constructed a comprehensive framework for remanufactured product purchase intention by incorporating TPB with Stimulus-
Organism-Response (SOR), finding that core TPB elements, including PBC, face consciousness, and group conformity, significantly in-
fluenced Chinese consumers' purchase intentions toward remanufactured products, confirming TPB's effectiveness in explaining sustaina-
ble consumption behavior. Qi & Ploeger (2021) Developed a comprehensive framework for integrating a modified TPB with a modified
SOR model within the framework of green food purchase intention, with outcomes showing that green food purchase intention was signif-
icantly influenced by PBC, face consciousness, group conformity, as well as cognitive and emotional attitudes. Li et al. (2023) Incorporated
TPB to investigate the green development behaviour mechanism of construction enterprises, surveying construction companies in China
utilized attitude, subjective norm, and PBC to demonstrate significant positive effects on construction enterprises' green development
behavioural intention, and findings showing that behavioural intention mediated between cognitive factors and actual behavior. TPB
demonstrates strong applicability in EV adoption research. Hasan et al. (2024) Incorporated price value and environmental concern inves-
tigated EV purchase intentions with the consumers of Indian using the TPB framework, which found that environmental concern and price
value positively influenced consumer attitudes, while all three core TPB variables (subjective norm, PBC, and attitude) positively influ-
enced purchase intentions, validating the relevance of the extended TPB model. TPB similarly exhibits excellent explanatory power in the
specific context of the Chinese EV market. Ji et al. (2024) Analysed EV purchase intentions based on Chinese consumer data, confirming
that subjective norm, attitude, and PBC all exerted significant positive effects on purchase intentions. These studies proved that TPB is not
only applicable to individual consumption decisions but can also effectively explain pro-environmental behaviors at the enterprise level.
Wang & Lin(2024) Based on an extended analysis of TPB, found that PBC was the most significant factor influencing low-carbon travel
behavior, followed by subjective norm and attitude, with a partial mediating effect between PBC and low-carbon travel behavior. The
study, which sampled 2,167 residents from four first-tier cities in China (Beijing, Shanghai, Guangzhou, and Shenzhen), found that under
the rapid adoption of NEVs, residents in these economically developed cities with well-established infrastructure had their low-carbon
travel behaviors significantly influenced by the completeness of public transportation infrastructure and environmental knowledge. Jiang
et al. (2025) An integrated SOR model with TPB to examine 658 EV consumers across five Chinese regions. Their findings demonstrate
that while psychological factors, including attitude, subjective norms, PBC, and trust, significantly influence purchase intention, these
factors exert no direct impact on actual behavior. Purchase intention functions as a full mediator between psychological factors and behavior,
indicating the existence of intention-behavior conversion barriers. Notably, policy packages do not directly affect purchase intention but
rather operate through indirect mechanisms involving perceived value and psychological factors, with perceived value demonstrating a
substantial influence on psychological constructs. Xu et al. (2025) Constructed an analytical framework grounded in TPB and TAM to
investigate the determinants of EV adoption intentions. Their findings revealed that consumers in first-tier cities, including Beijing, demon-
strate a stronger propensity toward EV purchases, attributable to comprehensive infrastructure development and elevated environmental
consciousness. Conversely, purchasing decisions among Western region consumers are predominantly shaped by PBC, while attitudinal
factors and subjective norm emerge as primary determinants in eastern regions, highlighting geographical variations in technological re-
ceptivity and social conformity.

However, as China's EV market has rapidly evolved, particularly since 2023 with the surge in PHEV sales (accounting for approximately
35% of total NEV sales in 2024 compared to their penetration in previous years) (CAAM, 2025; IEA, 2025), the market has transitioned
from subsidy-driven to consumer-driven, and empirical research findings have exhibited notable contradictions. The rise of PHEVs reflects
a shift in consumer priorities: alleviating range anxiety, addressing insufficient charging infrastructure, and heightened price sensitivity
(Zhu et al., 2023). This market bifurcation, coupled with regional disparities, technological advancements (battery cost reductions, extended
driving range), and policy adjustments such as trade-in subsidies and purchase tax exemptions extended through 2027 (Ministry of Finance,
2024), has resulted in inconsistent relationships between TPB constructs and adoption intention across different studies (Zhang et al., 2022;
Wang et al., 2024). As shown in Table 1, the significance and magnitude of effects for attitude, subjective norm, and PBC demonstrate
substantial variations.
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Table 1: Factors Influencing Chinese Consumers’ EV Purchase Intentions

Variable Author Year  Effect Key Findings
During the post-pandemic and post-subsidy period in Bei-
Attitude Liao 2022 $1gn1ﬁcant positive  jing, Shangl.lal,'and Shenz'h.en, .the study confirmed th.at atti-
impact tude had a significant positive influence on purchase inten-
tion.
Sienificant positive In cities such as Beijing, Shanghai, and Shenzhen, the au-
Attitude He et al. 2023 img ot p thors found that attitude significantly predicted Chinese con-
P sumers' intentions to purchase electric vehicles.
Based on a survey of 867 Chinese consumers, the study re-
Attitude Ji et al. 2024 Mo.st' mgmﬁcant vealed that a?tltudt? had the mqst significant p051t1v<? 1mpact
positive impact on purchase intention, surpassing the effects of subjective
norms and perceived behavioral control.
.o .. Using an extended TPB framework, the research showed that
Sigiiften ot attitude acted as a mediator between policy incentives and
Attitude Wang et al. 2024  impact (partial me- B . .. policy
e adoption intention, and its influence was greater than that of
diation) I . .
subjective norms and perceived behavioral control.
Significant positive A survey of 370 potential consumers across six major cities
Attitude Zheng et al. 2025 1rqpact (percelvted Qemopstrated that attltud'.e 51gn1ﬁcantly predicted purcl}ase
price as a negative intention, although perceived price was found to negatively
moderator) moderate this relationship.
The study validated a pathway in which subjective norms in-
it Mo i Gl 2022 S1gn1ﬁcant positive ﬂu?nc§q behavioral 1ntent10nf qltlmatsly affectlng consum-
impact ers’ willingness to pay, explaining 49% of the variance in the
model.
Sienificant positive In the Chinese market, the purchase intention of consumers
Subjective Norm Cong et al. 2023 img act P was significantly and positively influenced by subjective
P norms.
Under an extended TPB framework, government encourage-
Subjective Norm Ehsan et al. 2024  Significant impact ~ ment policies were shown to significantly affect consumer
decision-making processes.
Sienificant positive By integrating TPB with social identity theory, the research
Subjective Norm DeJun et al. 2025 img act P indicated that subjective norms primarily influenced purchas-
P ing decisions by shaping individuals' perceptions.
Sttt ot Applymg TPB, consumer behavior theory, gnd' government
L . . . intervention theory, the study found that China's face culture
Subjective Norm Liu & Schmidt 2025 impact (moderated . . . .
significantly moderates the relationship between subjective
by face culture) . .
norms and purchase intention.
Sienificant positive Face consciousness was found to positively influence Chi-
Perceived Behavioral Control Wang et al. 2021 img act p nese consumers’ perceived control over decisions related to
P adopting electric vehicles.
Lo . The research showed that perceived behavioral control had a
Silgiittenn postie significant positive impact on new energy vehicle purchase
Perceived Behavioral Control Zhang et al. 2022  impact (relatively st P p werey pure
- intention, although the strength of this effect was relatively
weak.
.. . Due to insufficient validity, the PBC hypothesis was re-
. . No significant im- L. .
Perceived Behavioral Control He et al. 2023 o moved from the model, and mediation analysis confirmed
p that its impact was not significant.
By integrating TPB and the TAM model, the study found that
. . Not the most sig- perceived behavioral control was not the most significant
g o Cmin| 2ol A% nificant factor factor in determining EV purchase intention, although it had
a strong effect on perceived value and varied by region.
In the extended TPB framework, perceived behavioral con-
Perceived Behavioral Control Hu et al. 2025 Direct and indirect  trol was shown to positively influence purchase intention

positive impact

both directly and indirectly through the mediating effect of
perceived value.

Table 1 reveals several critical patterns regarding the application of TPB in China's evolving EV market. First, attitude toward EV adoption
consistently demonstrates significant positive effects across studies (Liao, 2023; He et al., 2023; Ji et al., 2024; Wang et al., 2024), with Ji
et al. (2024) identifying it as the most significant predictor. This consistency suggests that despite market maturation, consumer attitudes
remain a fundamental driver, though the magnitude varies by context and measurement approach. Second, subjective norm exhibits uni-
formly robust effects (Zhang et al., 2022; Cong et al., 2023; Ehsan et al., 2024; DeJun et al., 2025), reflecting China's collectivist culture
and the importance of social influence in vehicle purchase decisions. Liu & Schmidt (2024) found that this effect is moderated by risk
perception, indicating that social pressures interact with uncertainty concerns in shaping adoption intentions. Third, PBC shows the most
notable variation. While Wang et al. (2021) reported a significant positive impact, Zhang et al. (2022) found the effect to be relatively
weak, suggesting that PBC's role may depend on infrastructure development stages and regional charging network density. The 2024-2025
PHEYV boom has partially circumvented this constraint, as plug-in hybrid vehicles alleviate range and charging anxiety, thereby reshaping
the role of PBC.

These patterns indicate that while TPB's core constructs remain relevant in China's post-subsidy EV market, their relative importance and
interaction effects require contextualization within the rapidly changing landscape characterized by PHEV proliferation, infrastructure
expansion, and policy transitions. Psychological barriers are shifting from "whether to adopt EVs" to "which type of EV to adopt." These
contradictions underscore the necessity of the present study. By empirically testing TPB's core constructs, this research explores how
China's unique post-subsidy, PHEV-dominated, and hyper-competitive market environment reshapes traditional adoption models. The
following hypotheses address these gaps by examining TPB relationships within this transformed context.
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7. Conceptual Framework

The proposed conceptual framework exploring the connections between attitude, subjective norm, PBC, and intention to adopt EV's is
exhibited in Figure 1.

Attitude

Subjective Norm Intention to Adopt

Perceived Behavioral
Control

Fig. 1: Conceptual Framework.

It is predicted that attitude, subjective norm, and PBC impact intention to adopt EVs. Chinese consumers' favourable or unfavourable
evaluation of EVs, the social pressure they perceive from significant others, and their perception of their ability to perform EV adoption
behavior help to explain the changes in intention to adopt EVs. The relationships in the conceptual framework have not been systematically
examined in the Chinese EV adoption context. This research proposes the hypothesis articulated below:

H1: Attitude has a significant influence on intention to adopt electric vehicles in China.

H2: Subjective norm has a significant influence on intention to adopt electric vehicles in China.

H3: Perceived behavioral control has a significant influence on intention to adopt electric vehicles in China.

8. Research Methodology

This study selected 11 prefecture-level cities in Shanxi Province, China, as the research scope. As a major coal-producing province in
China, Shanxi Province is highly dependent on fossil fuel-based power generation while simultaneously promoting EVs. This structural
contradiction makes it a representative case and provides a unique research context for examining how consumers balance environmental
goals with energy realities. (Horton et al., 2021). The target population consisted of potential consumers aged 20-40 with electric vehicle
adoption intentions, representing approximately 7.64 to 8.73 million people across the province. Following Krejcie & Morgan(1970) Sam-
ple size table: the minimum sample size was determined to be 384 at a 95% confidence level. Data were collected through online question-
naires using a snowball sampling method, with measurement instruments employing a 5-point Likert scale. Data analysis was conducted
in two stages. The first stage utilized SPSS for descriptive statistics, reliability analysis, and data cleaning. The second stage employed
SmartPLS for PLS-SEM analysis, a method suitable for prediction-oriented research with flexible assumptions regarding sample distribu-
tion. (Hair et al., 2019).

9. Conclusion

The objective of this research is to unveil the factors explaining the variance in intention to adopt EVs, thereby proposing consumer
behaviour prediction strategies and building effective EV promotion approaches in the Chinese market. The continuation of structural
incentives, such as NEV purchase tax exemptions and vehicle trade-in subsidies, plays a crucial role in sustaining the adoption of new
energy vehicles in China’s post-subsidy era. These policies underscore the need to revise traditional adoption models to better align with
the evolving market environment and consumer behavior in this transformed context.

Future research may further extend the present conceptual model by incorporating broader finance-related and environmental mechanisms.
Variables such as green financing accessibility, ESG-based brand perception, and rebound effects could be examined to capture the struc-
tural factors that shape EV adoption beyond psychological determinants. In addition, future studies could introduce additional theoretical
perspectives and new variables to develop a more comprehensive understanding of consumer behavior in the rapidly evolving EV market.
It may also be valuable to distinguish between BEV and PHEV users, as these groups differ in their risk perceptions and in how they
evaluate price, value, and driving needs. Moreover, future research should consider regional heterogeneity, as variations in infrastructure
development, policy support, and market maturity across different regions may result in meaningful differences in consumer intentions and
adoption behaviors.

References

[1] Adnan, N., Md Nordin, S., Hadi Amini, M., & Langove, N. (2018). What makes consumer sign up for PHEVs? Predicting Malaysian consumer
behavior in adoption of PHEVs. Transportation Research Part A: Policy and Practice, 113,259-278. https://doi.org/10.1016/j.tra.2018.04.007.

[2] Ajzen, & Fishbein. (1975). Belief, attitude, intention, and behavior: An introduction to theory and research. Addison-Wesley Publishing Company.

[3] Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), 179-211.
https://doi.org/10.1016/0749-5978(91)90020-T.

[4] Asadi, S., Nilashi, M., Samad, S., Abdullah, R., Mahmoud, M., Alkinani, M. H., & Yadegaridehkordi, E. (2021). Factors impacting consumers’
intention toward adoption of electric vehicles in Malaysia. Journal of Cleaner Production, 282, 124474. https://doi.org/10.1016/j.jcle-
pro.2020.124474.

[5] Bagozzi, R. P., & Dholakia, U. M. (2002). Intentional social action in virtual communities. Journal of Interactive Marketing, 16(2), 2-21.
https://doi.org/10.1002/dir.10006.

[6] Bamberg, S., & Moser, G. (2007). Twenty years after Hines, Hungerford, and Tomera: A new meta-analysis of psycho-social determinants of pro-
environmental behaviour. Journal of Environmental Psychology, 27(1), 14-25. https://doi.org/10.1016/j.jenvp.2006.12.002.


https://doi.org/10.1016/j.tra.2018.04.007
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/j.jclepro.2020.124474
https://doi.org/10.1016/j.jclepro.2020.124474
https://doi.org/10.1002/dir.10006
https://doi.org/10.1016/j.jenvp.2006.12.002

International Journal of Accounting and Economics Studies 39

[7] Barbarossa, C., Beckmann, S. C., De Pelsmacker, P., Moons, 1., & Gwozdz, W. (2015). A self-identity based model of electric car adoption intention:
A cross-cultural comparative study. Journal of Environmental Psychology, 42, 149—-160. https://doi.org/10.1016/j.jenvp.2015.04.001.

[8] Bharti, K., Jabeen, F., Sadiq, M., & Khan, F. (2024). Does External Attribution Motivate Pessimistic Consumers to Purchase Organic Cosmetics?
Australasian Marketing Journal, 32(1), 19-30. https://doi.org/10.1177/14413582221127319.

[91 CAAM. (2025). A Brief Analysis of New Energy Vehicle Production and Sales in September 2025. China Association of Automobile Manufacturers
(CAAM). http://www.caam.org.cn/chn/4/cate_32/con_5236910.html.

[10] Carley, S., Krause, R. M., Lane, B. W., & Graham, J. D. (2013). Intent to purchase a plug-in electric vehicle: A survey of early impressions in large
US cites. Transportation Research Part D: Transport and Environment, 18, 39—45. https://doi.org/10.1016/j.trd.2012.09.007.

[11] Cheung, M. L., Chau,K.Y.,Lam, M. H. S., Tse, G., Ho, K. Y., Flint, S. W., Broom, D. R., Tso, E. K. H., & Lee, K. Y. (2019). Examining Consumers’
Adoption of Wearable Healthcare Technology: The Role of Health Attributes. International Journal of Environmental Research and Public Health,
16(13), 2257. https://doi.org/10.3390/ijerph16132257.

[12] China Ministry of Commerce. (2025). The general offices of eight departments, including the Ministry of Commerce, jointly issued the ‘Notice on
Doing a Good Job in the 2025 Car Trade-in Program’. https://doi.org/10.1016/j.trd.2019.09.009. https://www.mofcom.gov.cn/syxwib/art/2025/.

[13] Chu, W., Im, M., Song, M. R., & Park, J. (2019). Psychological and behavioral factors affecting electric vehicle adoption and satisfaction: A com-
parative study of early adopters in T China and Korea.

[14] Cong, J., Choi, K.-S., & Tongshui, X. (2023). Factors Influencing the Purchase Intention of EVs Among Korean and Chinese Consumers. Journal
of Korea Trade, 27(4), 77-100. https://doi.org/10.35611/jkt.2023.27.4.77.

[15] Darma, F. S., & Padmantyo, S. (2025). The effect of attitude, subjective norms, perceived behavioral control and environmental concern on electric
vehicle adoption intention. Majapahit Journal of Islamic Finance and Management, 5(2), 1312-1334.

[16] DelJun, K., JuanJuan, Z., Xue, G., & Rasiah, R. (2025). The Predictors of Green Purchase Intention for Electric Vehicles: A Mediation Analysis of
Chinese Working Adults in Shanghai, China. Journal of Information Systems Engineering and Management, 10(32s), 767-784.
https://doi.org/10.1016/j.trd.2019.09.009.

[17] Dutta, B., & Hwang, H.-G. (2021). Consumers Purchase Intentions of Green Electric Vehicles: The Influence of Consumers Technological and
Environmental Considerations. Sustainability, 13(21), 12025. https://doi.org/10.3390/su132112025.

[18] Eagly, A. H., & Chaiken, S. (1993). The Psychology of Attitudes. Harcourt Brace Jovanovich College Publishers.

[19] Hagger, M. S., Chatzisarantis, N. L. D., & Biddle, S. J. H. (2002). A Meta-Analytic Review of the Theories of Reasoned Action and Planned Behavior
in Physical Activity: Predictive Validity and the Contribution of Additional Variables. Journal of Sport and Exercise Psychology, 24(1), 3-32.
https://doi.org/10.1123/jsep.24.1.3.

[20] Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-SEM. European Business Review,
31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203.

[21] Han, H., & Sun, S. (2024). Identifying Heterogeneous Willingness to Pay for New Energy Vehicles Attributes: A Discrete Choice Experiment in
China. Sustainability, 16(7), 2949. https://doi.org/10.3390/sul6072949.

[22] Han, L., Wang, S., Zhao, D., & Li, J. (2017). The intention to adopt electric vehicles: Driven by functional and non-functional values. Transportation
Research Part A: Policy and Practice, 103, 185-197. https://doi.org/10.1016/j.tra.2017.05.033.

[23] Hasan, F., Danish Kirmani, M., Zaidi, N., & Rehman, A. (2024). Environmental Concern and Price Value in Electric Vehicle Adoption: Examining
Intentions of Indian Consumers. Journal of Sustainable Marketing, 1-21. https://doi.org/10.51300/JSM-2024-131.

[24] He, X., Hu, Y., & Hong, Z. (2023). Consumers’ intention to purchase electric vehicles: The moderating role of environmental awareness. Journal of
Environmental Planning and Management, 1-22. https://doi.org/10.1080/09640568.2023.2276060.

[25] He, X., & Zhan, W. (2018). How to activate moral norm to adopt electric vehicles in China? An empirical study based on extended norm activation
theory. Journal of Cleaner Production, 172, 3546-3556. https://doi.org/10.1016/j.jclepro.2017.05.088.

[26] He, X., Zhan, W., & Hu, Y. (2018). Consumer purchase intention of electric vehicles in China: The roles of perception and personality. Journal of
Cleaner Production, 204, 1060-1069. https://doi.org/10.1016/j.jclepro.2018.08.260.

[27] He, Y., Krishnan, V., & Pentang, J. T. (2024). Key Factors Shaping Purchase Intentions for New Energy Vehicles in Urumgqi, China. Journal of
Ecohumanism, 3(8). https://doi.org/10.62754/joe.v3i8.5574.

[28] Hidrue, M. K., Parsons, G. R., Kempton, W., & Gardner, M. P. (2011). Willingness to pay for electric vehicles and their attributes. Resource and
Energy Economics, 33(3), 686—705. https://doi.org/10.1016/j.reseneeco.2011.02.002.

[29] Horton, D. E., Schnell, J. L., Peters, D. R., Wong, D. C., Lu, X., Gao, H., Zhang, H., & Kinney, P. L. (2021). Effect of adoption of electric vehicles
on public health and air pollution in China: A modelling study. The Lancet Planetary Health, 5, S8. https://doi.org/10.1016/S2542-5196(21)00092-
9.

[30] Hu, X., Yusof, R. N. R., & Mansor, Z. D. (2025). Consumers’ Purchase Intentions Towards New Energy Vehicles Based on the Theory of Planned
Behaviour on Perceived Value: An Empirical Survey of China. World Electric Vehicle Journal, 16(3), 120. https://doi.org/10.3390/wevj16030120.

[31] Huang, X., Li, D., & Sun, M. (2025). Fintech and Corporate ESG Performance: An Empirical Analysis Based on the NEV Industry. Sustainability.
https://doi.org/10.3390/su17020434.

[32] IEA. (2022). Global Electric Vehicle Outlook 2022 (Report Global EV Outlook 2022). International Energy Agency (IEA). https://www.iea.org/re-
ports/global-ev-outlook-2022.

[33] IEA. (2025). Global Electric Vehicle Outlook 2025(Report Global EV Outlook 2025). International Energy Agency (IEA). www.iea.org.

[34] Jansson, J., Nordlund, A., & Westin, K. (2017). Examining drivers of sustainable consumption: The influence of norms and opinion leadership on
electric vehicle adoption in Sweden. Journal of Cleaner Production, 154, 176-187. https://doi.org/10.1016/j.jclepro.2017.03.186.

[35] Ji, Z., Jiang, H., & Zhu, J. (2024). Factors Impacting Consumers’ Purchase Intention of Electric Vehicles in China: Based on the Integration of
Theory of Planned Behaviour and Norm Activation Model. Sustainability, 16(20), 9092. https://doi.org/10.3390/su16209092.

[36] Jiang, B., Jhantasana, C., & Seedee, R. (2025). Hierarchical Behavioral Models: A SOR-TPB Framework for Electric Vehicle Adoption in China.
6(2). https://doi.org/10.60027/ijsasr.2026.7985.

[37] Kelman, H. C. (1958). Compliance, identification, and internalization: Three processes of attitude change. Journal of Conflict Resolution, 2(1), 51—
60. https://doi.org/10.1177/002200275800200106.

[38] Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. Educational and Psychological Measurement, 30, 607—
610. https://doi.org/10.1177/001316447003000308.

[39] Lane, B., & Potter, S. (2007). The adoption of cleaner vehicles in the UK: Exploring the consumer attitude—action gap. Journal of Cleaner Production,
15(11-12), 1085-1092. https://doi.org/10.1016/j.jclepro.2006.05.026.

[40] Li, W., Long, R., Chen, H., & Geng, J. (2017). A review of factors influencing consumer intentions to adopt battery electric vehicles. Renewable and
Sustainable Energy Reviews, 78, 318-328. https://doi.org/10.1016/j.rser.2017.04.076.

[41] Li, X., Dai, J., Zhu, X., Li, J., He, J., Huang, Y., Liu, X., & Shen, Q. (2023). Mechanism of attitude, subjective norms, and perceived behavioral
control influence the green development behavior of construction enterprises. Humanities and Social Sciences Communications, 10(1), 266.
https://doi.org/10.1057/s41599-023-01724-9.

[42] Liao, Y. (2022). Intention of consumers to adopt electric vehicle in the post-subsidy era: Evidence from China. International Journal of Sustainable
Transportation, 16(7), 647—-659. https://doi.org/10.1080/15568318.2021.1918297.

[43] Liu, H.-C., You, X.-Y., Xue, Y.-X., & Luan, X. (2017). Exploring critical factors influencing the diffusion of electric vehicles in China: A multi-
stakeholder perspective. Research in Transportation Economics, 66, 46—58. https://doi.org/10.1016/j.retrec.2017.10.001.

[44] Liu,L.Y.D., & You, Y. (2023). FinTech and Green Credit Development—Evidence from China. Sustainability. https://doi.org/10.3390/su15075903.

[45] Liu, P., & Selamat, M. H. (2025). Promoting Sustainable Transport: The Role of Incentive Policies and Subjective Norms in Consumer Purchasing
Behavior in the Electric Vehicle Market in China. Frontiers in Economics and Management, 6(5).


https://doi.org/10.1016/j.jenvp.2015.04.001
https://doi.org/10.1177/14413582221127319
http://www.caam.org.cn/chn/4/cate_32/con_5236910.html
https://doi.org/10.1016/j.trd.2012.09.007
https://doi.org/10.3390/ijerph16132257
https://doi.org/10.1016/j.trd.2019.09.009
https://doi.org/10.35611/jkt.2023.27.4.77
https://doi.org/10.1016/j.trd.2019.09.009
https://www.mdpi.com/2071-1050/13/21/12025
https://www.mdpi.com/2071-1050/13/21/12025
https://doi.org/10.1123/jsep.24.1.3
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.3390/su16072949
https://doi.org/10.1016/j.tra.2017.05.033
https://doi.org/10.51300/JSM-2024-131
https://doi.org/10.1080/09640568.2023.2276060
https://doi.org/10.1016/j.jclepro.2017.05.088
https://doi.org/10.1016/j.jclepro.2018.08.260
https://doi.org/10.62754/joe.v3i8.5574
https://doi.org/10.1016/j.reseneeco.2011.02.002
https://doi.org/10.1016/S2542-5196(21)00092-9
https://doi.org/10.1016/S2542-5196(21)00092-9
https://doi.org/10.3390/wevj16030120
https://doi.org/10.3390/wevj16030120
https://doi.org/10.3390/su17020434
https://www.iea.org/reports/global-ev-outlook-2022
https://www.iea.org/reports/global-ev-outlook-2022
http://www.iea.org/
https://doi.org/10.1016/j.jclepro.2017.03.186
https://doi.org/10.3390/su16209092
https://doi.org/10.60027/ijsasr.2026.7985
https://journals.sagepub.com/doi/10.1177/002200275800200106
https://journals.sagepub.com/doi/10.1177/002200275800200106
https://doi.org/10.1177/001316447003000308
https://doi.org/10.1016/j.jclepro.2006.05.026
https://doi.org/10.1016/j.rser.2017.04.076
https://doi.org/10.1057/s41599-023-01724-9
https://doi.org/10.1080/15568318.2021.1918297
https://doi.org/10.1016/j.retrec.2017.10.001
https://doi.org/10.3390/su15075903

40 International Journal of Accounting and Economics Studies

[46] Liu, R., Ding, Z., Jiang, X., Sun, J., Jiang, Y., & Qiang, W. (2020). How does experience impact the adoption willingness of battery electric vehicles?
The role of psychological factors. Environmental Science and Pollution Research, 27(20),25230-25247. https://doi.org/10.1007/s11356-020-08834-
w.

[47] Ma, S.-C., Fan, Y., & Feng, L. (2017). An evaluation of government incentives for new energy vehicles in China focusing on vehicle purchasing
restrictions. Energy Policy, 110, 609-618. https://doi.org/10.1016/j.enpol.2017.07.057.

[48] Madrigal, R. (2001). Social identity effects in a belief-attitude-intentions hierarchy: Implications for corporate sponsorship. Psychology and Market-
ing, 18(2), 145-165. https://doi.org/10.1002/1520-6793(200102)18:2<145::AID-MAR1003>3.0.CO;2-T.

[49] Qi, X., & Ploeger, A. (2021). An integrated framework to explain consumers’ purchase intentions toward green food in the Chinese context. Food
Quality and Preference, 92, 104229. https://doi.org/10.1016/j.foodqual.2021.104229.

[50] Rafiq, F., Parthiban, E. S., Rajkumari, Y., Adil, M., Nasir, M., & Dogra, N. (2023). From Thinking Green to Riding Green: A Study on Influencing
Factors in Electric Vehicle Adoption. Sustainability, 16(1), 194. https://doi.org/10.3390/su16010194.

[51] Rezvani, Z., Jansson, J., & Bengtsson, M. (2018). Consumer motivations for sustainable consumption: The interaction of gain, normative and hedonic
motivations on electric vehicle adoption. Business Strategy and the Environment, 27(8), 1272—1283. https://doi.org/10.1002/bse.2074.

[52] Riverso, R., Altamura, C., & La Barbera, F. (2023). Consumer Intention to Buy Electric Cars: Integrating Uncertainty in the Theory of Planned
Behavior. Sustainability, 15(11), 8548. https://doi.org/10.3390/sul5118548.

[53] Shang, W., Zhu, R., Liu, W., & Liu, Q. (2024). Understanding the Influences on Green Purchase Intention with Moderation by Sustainability Aware-
ness. Sustainability, 16(11), 4688. https://doi.org/10.3390/sul6114688.

[54] Sheldon, T. L., Dua, R., & Alharbi, O. A. (2022, September 21). Vehicle electrification as an alternative transport fuel technology—Cost-effective-
ness in reducing CO2 emissions. The Future of Global Energy Systems, 17th IAEE European Conference.

[55] Solekah, N. A., Ratnasari, K., & Hirmawan, A. P. (2023). Prediction of Green Purchase Intention for Electric Vehicles: A Theory of Planned Behavior
Approach. Jurnal Minds: Manajemen Ide Dan Inspirasi, 10(2), 297-320. https://doi.org/10.24252/minds.v10i2.40772.

[56] Tanuwijaya, A., & Balqiah, T. E. (2022). Enhancing Purchase Intention of Electric Vehicle: Implementing Theory of Planned Behavior and Green
Purchase Behavior. 369-383.

[57] Tu, J.-C., & Yang, C. (2019). Key Factors Influencing Consumers’ Purchase of Electric Vehicles. Sustainability, 11(14), 3863.
https://doi.org/10.3390/sul 1143863.

[58] Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of the Technology Acceptance Model: Four Longitudinal Field Studies. Management
Science, 46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926.

[59] Wang, C., Wang, L., Zhao, S., Yang, C., & Albitar, K. (2024). The impact of FinTech on corporate carbon emissions: Towards green and sustainable
development. Business Strategy and the Environment, 33(2), 529-543. https://doi.org/10.1002/bse.3778.

[60] Wang, N., Tang, L., & Pan, H. (2017). Effectiveness of policy incentives on electric vehicle acceptance in China: A discrete choice analysis. Trans-
portation Research Part A: Policy and Practice, 105,210-218. https://doi.org/10.1016/j.tra.2017.08.009.

[61] 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. https://doi.org/10.1016/j.techfore.2017.09.011.

[62] 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(1), 123—143. https://doi.org/10.1007/s11116-014-9567-9.

[63] Wang, S., Wang, J., Li, J., Wang, J., & Liang, L. (2018). Policy implications for promoting the adoption of electric vehicles: Do consumer’s
knowledge, perceived risk and financial incentive policy matter? Transportation Research Part A: Policy and Practice, 117, 58-69.
https://doi.org/10.1016/j.tra.2018.08.014.

[64] Wang, S., Wang, J., Yang, F., Wang, Y., & Li, J. (2018). Consumer familiarity, ambiguity tolerance, and purchase behavior toward remanufactured
products: The implications for remanufacturers. Business Strategy and the Environment, 27(8), 1741-1750. https://doi.org/10.1002/bse.2240.

[65] Wang, X., & Lin, B. (2024). Information Management of Low-Carbon Travel Behavior: Based on the Extended Theory of Planned Behavior. Journal
of Global Information Management, 32(1), 1-26. https://doi.org/10.4018/JGIM.349725.

[66] Wang, X.-W., Cao, Y.-M., & Zhang, N. (2021). The influences of incentive policy perceptions and consumer social attributes on battery electric
vehicle purchase intentions. Energy Policy, 151, 112163. https://doi.org/10.1016/j.enpol.2021.112163.

[67] Wu, J., Liao, H., Wang, J.-W., & Chen, T. (2019). The role of environmental concern in the public acceptance of autonomous electric vehicles: A
survey from China. Transportation Research Part F: Traffic Psychology and Behaviour, 60, 37-46. https://doi.org/10.1016/j.trf.2018.09.029.

[68] Wu, M., & Chen, W. (2022). Forecast of Electric Vehicle Sales in the World and China Based on PCA-GRNN. Sustainability, 14(4), 2206.
https://doi.org/10.3390/su14042206.

[69] Xie, Z., Raja Yusof, R. N., & Hareeza Ali, M. (2025). Factors Influencing Online Electric Car Purchase Behavior in China. International Journal of
Business and Management, 20(3), 85. https://doi.org/10.5539/ijbm.v20n3p85.

[70] Xu, G., Wang, S., Li, J., & Zhao, D. (2020). Moving towards sustainable purchase behavior: Examining the determinants of consumers’ intentions
to adopt electric vehicles. Environmental Science and Pollution Research, 27(18), 22535-22546. https://doi.org/10.1007/s11356-020-08835-9.

[71] Xu, G., Wang, S., & Zhao, D. (2021). Transition to sustainable transport: Understanding the antecedents of consumer’s intention to adopt electric
vehicles from the emotional research perspective. Environmental Science and Pollution Research, 28(16), 20362-20374.
https://doi.org/10.1007/s11356-020-12006-1.

[72] Xu, S., Hu, G., & Han, H. (2025). Research on the Formation Mechanism of the Purchasing Behavior of Electric Vehicles with a Battery-Swap Mode.
World Electric Vehicle Journal, 16(2), 85. https://doi.org/10.3390/wevj16020085.

[73] Xu, Y., Zhang, W., Bao, H., Zhang, S., & Xiang, Y. (2019). A SEM—Neural Network Approach to Predict Customers’ Intention to Purchase Battery
Electric Vehicles in China’s Zhejiang Province. Sustainability, 11(11), 3164. https://doi.org/10.3390/sul1113164.

[74] Yegin, T., & Ikram, M. (2022). Analysis of Consumers’ Electric Vehicle Purchase Intentions: An Expansion of the Theory of Planned Behavior.
Sustainability, 14(19), 12091. https://doi.org/10.3390/su141912091.

[75] Zahan, 1., Chuanmin, S., Fayyaz, M., & Hafeez, M. (2020). Green purchase behavior towards green housing: An investigation of Bangladeshi con-
sumers. Environmental Science and Pollution Research, 27(31), 38745-38757. https://doi.org/10.1007/s11356-020-09926-3.

[76] Zhang, B. S., Ali, K., & Kanesan, T. (2022). A model of extended technology acceptance for behavioral intention toward EVs with gender as a
moderator. Frontiers in Psychology, 13, 1080414. https://doi.org/10.3389/fpsyg.2022.1080414.

[77] Zheng, C., Sun, D., Khamarudin, M., Ahmad, A., Wei, H., & Xu, J. (2025). Integrating customer-based brand equity and the theory of planned
behavior to predict electric vehicle adoption in China: The moderating role of perceived price. PLOS One, 20(7), ¢0329224.
https://doi.org/10.1371/journal.pone.0329224.

[78] Zheng, S., Liu, H., Guan, W., Yang, Y., Li, J., Fahad, S., & Li, B. (2022). Identifying Intention-Based Factors Influencing Consumers’ Willingness
to Pay for Electric Vehicles: A Sustainable Consumption Paradigm. Sustainability, 14(24), 16831. https://doi.org/10.3390/su142416831.

[79] Zhu, M., Stern, N., Stiglitz, J. E., Liu, S., Zhang, Y., Li, J., Hepburn, C., Xie, C., Clark, A., & Peng, D. (2023). Embracing the new paradigm of
green development: China’s Carbon Neutrality Policy Framework research report. Grantham Research Institute on Climate Change and the Envi-
ronment, London School of Economics and Political Science. https://www.lse.ac.uk/granthaminstitute/.


https://doi.org/10.1007/s11356-020-08834-w
https://doi.org/10.1007/s11356-020-08834-w
https://www.sciencedirect.com/science/article/abs/pii/S0301421517304895?via%3Dihub
https://www.sciencedirect.com/science/article/abs/pii/S0301421517304895?via%3Dihub
https://doi.org/10.1002/1520-6793(200102)18:2%3C145::AID-MAR1003%3E3.0.CO;2-T
https://doi.org/10.1016/j.foodqual.2021.104229
https://doi.org/10.3390/su16010194
https://doi.org/10.1002/bse.2074
https://doi.org/10.3390/su15118548
https://doi.org/10.3390/su16114688
https://doi.org/10.24252/minds.v10i2.40772
https://doi.org/10.3390/su11143863
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.1002/bse.3778
https://doi.org/10.1016/j.tra.2017.08.009
https://doi.org/10.1016/j.techfore.2017.09.011
https://doi.org/10.1007/s11116-014-9567-9
https://doi.org/10.1016/j.tra.2018.08.014
https://doi.org/10.1002/bse.2240
https://doi.org/10.4018/JGIM.349725
https://doi.org/10.1016/j.enpol.2021.112163
https://www.sciencedirect.com/science/article/abs/pii/S1369847818303425?via%3Dihub
https://www.sciencedirect.com/science/article/abs/pii/S1369847818303425?via%3Dihub
https://doi.org/10.3390/su14042206
https://doi.org/10.5539/ijbm.v20n3p85
https://doi.org/10.1007/s11356-020-08835-9
https://doi.org/10.1007/s11356-020-12006-1
https://doi.org/10.3390/wevj16020085
https://doi.org/10.3390/su11113164
https://doi.org/10.3390/su141912091
https://doi.org/10.1007/s11356-020-09926-3
https://doi.org/10.3389/fpsyg.2022.1080414
https://doi.org/10.1371/journal.pone.0329224
https://doi.org/10.3390/su142416831
https://www.lse.ac.uk/granthaminstitute/wp-content/uploads/2023/02/Embracing-the-New-Paradigm-of-Green-Development-in-China.pdf

