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ABSTRACT

Even though fast development in the global economy and technology has accelerated
human civilization, it has also caused enormous damage to the global natural
environment. Among the several environmental issues, air pollution is a major
pollution problem around the world. The vast increase in private car usages is one of
the major reasons for air pollution. In order to prevent such threats one solution is

moving to cleaner energy vehicles. However, the rate of adoption of cleaner energy
vehicles, such as electric cars, is still low. It is therefore vital, to investigate the factors

that influence consumer green purchase intention towards electric vehicles. On the
other hand, although green marketing and green consumer behavior have been major
interest in today s research field, a careful study of the literature reveals that the green

purchase towards the electrical vehicle has not been thoroughly investigated.

Therefore,the purpose of this study is to determine a clear understanding of factors
that influence consumer green purchase intention towards electrical vehicle. The
research philosophy of the current study is a positivist research paradigm and follows
a deductive approach. A quantitative study was conducted using the questionnaire as
the primary data collection method and the data was obtained from 215 respondents.

The findings of the present study reveal that consumer attitudes towards the electric
car, social influence, environmental knowledge and price have a significant impact on

green purchasing intentions. Furthermore, social influence has been identified as the
salient factor of green purchase intention of the electric car.
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1. Introduction

Even though fost development 1n the globol eCconomy ond te¢hnology hos accelerated
humon ¢ivilization, 1t has also ¢omsed enormous domoge to the global naturol
environment(Tu & Yong, 2019). It ¢on olso be seen that most of the disastrous
environmentol impocts have been ¢omsed by humon irresponsible behavior in both
production and ¢onsumption (Chen, 2011; Marfo and Devoaraj, 2017). Kotler (2011)
lists six mojor environmental ¢hollenges ¢urrently fo¢ing the world; o ¢honge 1n the
¢limote ond as o result ¢Chonge 1n the atmosphere; in¢reased depletion of the ozone
layer; so1l degrodation ond néreased desertifi¢ation; reduc¢ed avoulability of fresh
water ond the depletion of natural resourées; inéreased water ond our pollution.

Among the environmentol 1ssues mentioned above, air pollution 1s a major pollution
problem oround the world that even ¢omses people to die. A¢Cording to the World
Heolth Orgonization (2018), 1t 1s Considered asilent killer ond 4.2 million deaths o¢¢ur
worldwide os a result of this deadly our pollution. The vost inéreose 1n privote Cor
usoges 1s one of the major reasons for our pollution ond, a¢éording to the Internationol
Energy Agency (IEA), private vehi¢les presently consume on averoge of about 36
million barrels of o1l per day, while emitting 14 million tons of ¢arbon dioxide(Song &
Bekhet, 2015). Similorly, 1n Sr1 Lonko, the tronsport sector's share of total nationol
CO2 emissions hos inéreosed ond the tronsport se¢tor continues to be one of the lorgest
emuitters in the Country, a¢¢ounting for 47.7% 1n 2014 (Timilsina& Shresthao, 2009).

In order to prevent su¢h threats ond promote aomore sustounoble e¢onomy, one solution
1s to shift from gasoline to ¢leomer energy vehicles(Tonwir & Homzoh, 2020). BeCause
there 1s growing agreement that electrifi¢ation and the potential to 'decarbonise’ this
sector seems to be importont, os 1t tends to reduce high dependence on fossil fuels ond
reduce Carbon emissions (Song & Bekhet, 2015).

However, the rate of adoption of ¢leoner energy vehiéles, such as electri¢ Cars, 1s still
low ¢ompared to gosoline vehiéles worldwide (Tonwir & Hoamzoh, 2020) ond even
within Sr1 Lonka (Asion Development Bonk, 2019). It 1s therefore vitol, on the basis of
the obove research background ond motivation, to mvestigate the foctors thot
influence Consumer green purchose intention towords electri¢ vehicles.

On the other hand, although green morketing and green ¢consumer behavior have been
mojor interest in todoy’s research field (Hosson, 2014), most of the studies Carried out
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on particular green products only su¢h as orgoni¢ food, organi¢ ¢lothing. To the best of
author’s knowledge there hos been little dis¢ussion on green purchose intention with
regard to vehicle purchases of cConsumers. Further, the studies that fo¢used on vehicles
are almost related to hybrid vehicles ond a.¢areful study of the literature reveols thot the
green purchose towards the electrical vehi¢le has not been thoroughly mvestigoted.
Therefore, a ¢lear understonding of fuctors that influence ¢onsumer green purchose
mtention towords eleétrical vehiéle 1s very essential of present. Moreover, previous
s¢holars like Hortmonn ond Ibonez, (2006); Devi Juwaheer, Pudaruth ond Noyoux,
(2012); Konuk ond Foruk, (2015); Yodav ond Pathok, (2016), stated thot severol
attempts had been mode to onolyze the green buying behavior in western countries
where there hod been minimal research attempts 1n developing ¢ountries. This éreated
a need for further studies obout green buyer behavior to be ¢onducted in those
developing ¢ountries such Sr1 Lonko.

2. Literature Review

2.1.  Greenmarketing, green Products and Electric Car as green product

The global attention towords environmentol 1ssues hos imcéreased significontly over the
post few decades. As a result, people now tend to switch to more sustounoble
¢onsumption potterns thon m the post which ¢reated o growing morket for
environmentolly friendly produéts or green products (Singh & Pondey,2012),
Shamdasoni, Chon-Lin ond Ri¢chmond (1993), defined green producéts as “the produdts
that do not pollute the earth or deplore notural resourées ond thot ¢on be re¢ycled or
¢onserved” (p.490). Oliver ond Lee (2010), posited thot green products are interesting
maorket for firms os environmental 1ssues ond sociol responsibility hos beCome on
importont areo for consumers now.

Moreover, according to Suki (2016) cComponies now have 1dentified the cCompetitive
advontoge for green morketing proctices in the morketplace. As aresult, the componies
not only foc¢us on profits, but they have poud more foc¢us on exploring new methods,
new 1deos ond new strotegies related to environmental friendly business proctices.
Further, 1n today’s business world, there are ¢omponies who ore genuinely trying to
minimize the domoge ¢aused to environment from their business operotions. As ¢ited
by, Suk1 (2016), in cutomobile industry, some well reputed companies hove embraced
sustounoble opprooch 1n their business proactices by applying green te¢hnologies and
mtrodu¢ing hybrid vehi¢les and ele¢tri¢ Cars. Electri¢ Car 1s “oCor that 1s powered by
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on electri¢ motor mstead of a gasoline engine”. Electri¢ ¢or 1s known os electrical
vehi¢les or EV. It uses energy from the rechargeoble batteries which ¢on be re¢harged
by normal household eleétriéity stotions (Bermaon, 2014).

2.2.  Greenpurchase intention

Acc¢ording to Bagozzi (1981), Pur¢hose mtentions ¢on be defined os “the imndividuol
tendency to purc¢hose aparticular good or service in the future”. Pur¢hose intention ¢on
be further defined os the likelthood of on individuol’s readiness to puré¢hase aparticulor
product in the coming future (Wu, Yeh & Hsioo, 2011).Moreover, Wen ond L1(2013),
stated thot when there 1s o higher level of purchose intention, the probobility of
oc¢curring the purc¢hase action will also be in¢reased. On the basis of purc¢hase intention
definitions, Green purchase intention ¢on be defined os "the probobility ond
willingness of an individual to give preference to o green produét over conventionol
products in their pur¢hase behaviour" (Rashid ond Ramli, 2009, p. 134).Hosson (2014)
further defined green purc¢hose intention os the possibility of a ¢onsumer to purchose
environmentolly friendly produéts over non eco-products in their purchose
¢onsideration.

2.3. Thetheory of planned behavior(TPB)

TPB 1s on extension of the Theory of Reasoned Action that influences a person's
behavioral intention on the basis of internal ond external factors (Tonwir & Homzaoh,
2020)."As per TPB, ¢ertoun individual behaviors are dictated by their behaviorol
mtention, which 1s also affec¢ted by individuals' "subjec¢tive norm" and "ottitude" (Tu &
Yong, 2019). Previous studies have indi¢ated ond validoted thot environmentol-
friendly behavior ¢ould be measured through the fundamentols of TPB(Tu & Yong,
2019). From the other hond, the TPB oppeoars to be amodel that has been widely used
to anti¢ipote behavioral intention 1n the field of tronsport researc¢h (Song & Bekhet,
2015). In this existing research, the extension of the TPB 1s being used os the
underlying model, proposing a.¢onceptual framework to examine the factors affecting
the green pur¢haose intentions of Electrical Vehi¢les in Sr1 Lonko.

In addition, previous researchers argued that the appli¢ation of asingle theory alone 1s
modequote to exploun people's behavior(Tonwir & Homzoh, 2020). Additional
variobles therefore play on importont role 1n strengthening the explonation of
behavior. At the some time, the TPB olso allows for the in¢lusion of additionol
variobles, provided thot ¢ertoun voriobles moke o noteworthy contribution to the
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explonation of the behavior provided by the model (Ajzen, 1991). Furthermore, 1n
order to better understond pur¢hose intentions, 1t 1s importont to understond oll the
externol ond internal forces surrounding 1t(Song & Bekhet, 2015). Therefore, aport
from the two fundamentols of TPB; attitude ond subjeétive norm, this study odds
several other voriobles; to mvestigate the green purchase mtentions of electrical
vehicles.

2.4.  Factors affecting green purchase intention

Hosson, (2014) stated thot numerous studies were ¢onducted on the area, “green
¢onsumer behavior” sin¢e 1970’s ond to dote, reseorch hos highlighted some
importont factors that offect green puréhasing intention. Most of the studies 1n green
purchase intention have found that consumers’ attitude towaords green producdts or in
other words environmentol ottitudes have a significont impact on consumers’ green
purchase intention. (Hasson, 2014; Huong, Yong ond Wong, 2014; Ahmod ond
Thyagoraj, 2015; Mohd Suki and Mohd Suki, 2015; Josh1 ond Rehmon, 2016; Marfo
ond Devoraj, 2017; Varshneyo, Pondey ond Das, 2017).

Another set of empirical studies have pointed out that environmentol ¢oncern 1s on
importont determinont of green purchase itention. Josh1 ond Rohmon, (2015), have
¢onducted o study on factors affecting green purc¢hose behavior where he found
environmentol ¢oncern 1s on 1mportont element thot determines green purchose
mtention. The above finding 1s similor to the findings by Lee, (2012) ; Ahmad ond
Thyogora, (2015).

Lin ond Huong, (2012), posited that emotional values ond ¢onditional volues are also
found to be ¢onsidered os importont factor in developing green purchose intention.
Vorshneyo, Pondey ond Das, (2017), have dis¢overed that green ¢onsumption values
play a signifi¢ont role i mfluené¢ing consumers’ green purchose mtention. Hosson,
(2014), ¢ited that empirical findings suggest thot determinonts su¢h as “values,
knowledge, needs ond motivations, ottitudes ond demogrophics, influence green
products”.

According to Chon, (2001), environmentol aworeness, so¢ial influenc¢e, mon noture
ortentation, ecological knowledge have been 1dentified os significont determinonts of
green purchose intention. In the study by Josh1 ond Rohmon, (2015), ¢olle¢tivism,
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so¢ial influence, subjec¢tive norm, knowledge, environmental ¢oncern, personol norm,
personal values, environmentol volue, environmentol oftitude, eco lobeling, green
percerved risk, price are some of the factors affecting green purc¢hasing behavior.

Ahmad ond Thyogaraj, (2015), showed that self-expressive benefits ond
environmental concern have asignificont impact on green purchaose intention. Further,
green brand knowledge ond green brand positioning are found to be determining
factor of green purchase mtention (Mohd Suki, 2016).

Minboshrazgoh, Fatemeh ond Torobi, (2016), 1n their study have dis€¢overed that trust
i lobelling, beliefs ond peréeived environmental responsibility ore signifi¢ont
determining foctors of green purchose mtention ond price are found to be os a
moderator between green purchose intention ond green consumer behavior. Loroche,
Bergeron and G.Barbaro-Forleo, (2001), stated that though consumers are willing to
pay high prices for green products, it may not be true in real. A¢¢ording to Sriworonun,
Gon, Lee, Cohen ond David, (2015), high pri¢e of green products hinder the Customers
from purc¢hasing green products ond moreover ¢ustomers perceive a substontiol gop
between prices of green produéts oand non-green produéts. A¢¢ording those findings
showed that price hos asignificont impact on green purchaose intention.

It appears from the oforementioned investigotions thot numerous studies hove
identified ¢onsumers’ ottitude towords green produéts, social influence, price,
environmentol knowledge ond environmental concern os signifi¢ont determinonts of
green purc¢hose itention. However, thot limited studies ore ovouloble green
¢onsumption volues that ¢reate o gop 1n the existing literature ond need for future
researches. Thus, the Current study attempts to 1dentify the impact of Consumers’ green
ottitude, environmental knowledge, environmental ¢onéern, so¢ial influence, green
¢onsumption volues ond price on green purchose imtention of electri¢ ars i Sr1 Lonko.

2.5. Attitude

Cherion ond Jacob (2012) stoted thot ottitude hos olwoays been ¢onsidered os on
importont foctor n predi¢ting one’s behavior by consumer behaviorists. Attitudes ore
defined as enduring positive ond negative feeling about some person, object, or 1ssue
(Petty, 2018). Hosson, (2014), emphosized the fact thot ottitude hos been condudted as
on 1mportont determinont of behavior ond purc¢hose mtention in green purchose
behavior ond he has further stated thot pro-environmental behavior reloted ottitudes
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ore the Consumers’ responses to the environment. “Environmentol oftitude 1s
1dentified os the judgment on individual has towards the protection ond promotion of
the environment” Cherion ond Jac¢ob (2012), p.120. In addition, when on ottitude 1s
formed towoards on object su¢h as environment, 1t 1s known as environmentol ottitude
ond usually 1t 1s ¢onsidered as point of view of people for porticulor environment
1ssues os ¢ited by Singh ond Gupta (2013). A¢¢ording to Theory of Plonned Behovior
ond Theory of Reosoned Action, ottitude hos a significont impact on developing
purchose 1ntention. Besides, numerous studies hove confirmed thot customer
¢onsumers’ green ottitudes have on effe¢t on green purchose intention (Hortmonn &
Ibonez, 2011; Ahmod & Thyogoroj, 2015; Punyatoya, 2015; Yodav ond Pathok,2016;
Morfo & Devaroj, 2017). A¢¢ordingly, 1t ¢on hypothesize that,

HI: Consumer attitude towards green products has a positive impact on green
purchase intention of electric car.

2.6. Environmental knowledge

According to Fayxell ond Lo, (2003) environmental knowledge ¢on be defined os “ao
generol knowledge of focts, ¢oncepts ond relationships ¢oncerning the naturol
environment ond 1ts eosystems”. Chon ond Lou (2000), indicated thot environmentol
knowledge 1s ¢onsidered os on importont predictor of green purchose intention ond
people with higher environmental knowledge showcose higher willingness to buy
green produ¢ts. The research study by Hosson (2014) also indi¢oted thot
environmentol knowledge 1s ¢onsidered os a key driving foctor in green ¢onsumer
behavior ond further the author added thot with the greater exposure to the “green”
mformation sources affec¢t Consumers’ green purchase imtention.

Although o few studies hove shown o non-signifiCont relotionship between
environmentol knowledge ond purchose mntention (Bong, Ellinger, Hodjimoréou &
Trouchal, 2000), most of the previous empirical evidenée shows thot environmentol
knowledge hos a signifi¢ont impact on green purchosing intentions. A¢¢ordingly, the
following hypothesis 1s developed,

H?2: Environmental knowledge has a significant impact on green purchase intention of
electric car.

2.7.  Environmental concern

Environmental ¢oncern 1s defined os the level of conséiousness of people possess
about the environmental 1ssues ond the degree to whi¢h they are willing to ¢ontribute
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to solve these 1ssues (Dunlop & Jones, 2002). Moloney, Word ond Brouc¢ht (1975),
defined environmentol concern os the “readiness to chonge behavior backed by degree
of emotionality ond environmentol knowledge”. Further, outhor has posited thot
environmentol ¢onc¢ern o¢éurs when on mndividuol possess “ecologi¢al knowledge,
ecological affect, eCological intention ond ecologi¢al commitment™ to environmentol
1ssues 1n the world. A study ¢onduéted by Kim ond Cho1 (2005), dis¢overed thot the
¢onsumers who are highly ¢oncerned for the environment ore more willing to
purchase green products. This positive effect of environmentoal 1ssues on green buying
mtentions hos olso been dis¢overed by mony other s¢holars. (Roberts & Bacon, 1997,
Amon, Horun & Hussein, 2012). Conversely, os there 1s o greot inérease 1n
environmental ¢oncerns all over the society, researchers strongly indi¢ote that this
significont relationship should be further investigated (Song & Bekhet, 2015). Hence
1t1s hypothesized that,

H3: Environmental concern has a significant impact on green purchase intention of
electric car.

2.8.  Green consumption values

According to Hows, Winterich ond Noylor (2014), green ¢onsumption values ¢on be
defined as the, “the tendency to explore the volue of environmental protec¢tion through
one’s pur¢hoses ond ¢onsumption behaviors” (p. 337). Varshneya, Pondey ond Daos
(2017), postulated that green consumption volue refers to showcasing environmentol
prote¢tion through one’s behavior os he hos volues m himself to protect the
environment.

Further, Varshneya, Pandey ond Dos (2017), argued that green ¢consumption volues
moke people aware of their negative impact on the environment ond cud them
sele¢ting more environmentolly friendly products in their purc¢hose ¢onsideration.
There are only a few studies 1n literature deoling with the volue of green consumption
ond, 1n the studies that have been performed on this subject, the majority of studies
have shown that the volue of green consumption 1s a signifi¢ont determinont of green
pur¢hosing mtention ond ¢onsumption behaviour (Zhou,Thogersen, Yojing &
Huong,2013; Haws etal., 2014; Wu & Chen, 2014). Thus, 1t 1s hypothesized that,

H4: Green consumption values have a significant impact on green purchase intention
of electric car.
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2.9. Socialinfluence

Accéording to Deuts¢h ond Gerrard, (1955), social influence ¢on be defined os “astate
where someone ¢omplies with the expectations of onother or Considers the
mformation ocquired from onother os o sign of reality” (p. 629). Turner (1991),
pointed out that so¢ial influenée oééurs when people alter their thoughts, beliefs,
behaviors 1 a¢¢ordance to their so¢iety ond surroundings ond Chen-Yu ond Seock
(2002), stated that people monipulote their thoughts ond octions to comply with the
other groups or society. A¢cording to Marom ond Kongsompong (2000), the
mdividuols get so¢iol mfluenée from “friends, fomily, educators, employers,
professional ¢olleagues, experts, media, associates, salespeople ond even strongers™..

Accéording to Thogersen ond Zhou (2012), so¢ial influence 1s a key factor
behavioral studies because people ask for social verification before trying o new
product ¢ategory ond Loséu &Zinkhon (1999) and Lee (2008) found that peer impoct
wos the most signifi¢ont factor in green purchasing a¢tivity. Moreover, the 'neighbour
effe¢t' has been proven to affect consumers on the purc¢hase of hybrid EVs (Mou et al.,
2008).Besides, Sin¢e Sr1 Lonka 1s a ¢olle¢tivist ¢ulture i whic¢h soéiol norms ore
respected ond individual aéts are influenced by o community to whi¢h one associotes
himself or herself, or which 1s importont to him or her, so¢iol influenc¢e will play o
signifi¢ont role in the purc¢hose (Song & Bekhet, 2015). Thus for the ¢onsidered study,
1t ¢on be hypothesized thot,

H5: Social influence has a significant impact on green purchase intention of electric
car.

2.10. Price

Mony studies have found out thot price 1s the most importont foctor that offeéts
¢ustomer buying de¢isions when purc¢hosing ony product or servi¢e.(Nekmohmud &
Fekete-Farkas, 2020).Similarly, In green morketing, price 1s a signifi¢ont factor thot
mmpocts ¢onsumers’ green purchose itention. Aééording to Mondese (1991),
¢onsumers bec¢ome price sensitive when 1t ¢omes to purchose green products.
Consumer Choic¢e Theory explouns that consumers’ ¢hoices depend on their budget
¢onstrounts olso (HeCou, Deng & L1, 2016). Further, the s¢holor orgued thot higher
prices of green products are o hurdle for green puré¢hosing(Josht & Rohmon, 2015).
However, low ¢onsumer price sensitivity hos been shown to have apositive impact on
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green pur¢hasing behavior ¢onversely, high price sensitivity has negatively affected
green ¢onsumer purchosing behavior (Song & Bekhet, 2015). Since all these foctor
directs that price has a significont impoct on green purchose mtention 1t ¢on be
hypothesized that,

H6: Price has a significant impact on consumers’green purchase intention of electric

car.

3.  Conceptual Framework

Based on the hypothesis developed above ond the review on post literature, the
¢onceptuoal framework for this study has been developed whi¢h 1s depiéted in Figure 1

Consumers’ Attitude towords green products

Environment Knowledge

Environment Concern Green Purchose

Intention

Green ¢onsumption Volue

Price

Soc¢ial Influenée

Figure 1: Conceptual Framework
4.  Methodology

The research philosophy of the ¢urrent study 1s a positivist researc¢h poradigm ond
follows a deduétive approach. The research strotegy ¢hosen for the ¢urrent study wos
survey reseorch ond, as o desériptive study was 1deal for ¢orrying out the present
reseorch, the researcher tried to test the hypothesis formulated to measure the impoct
of attitude, environmentol knowledge, environmental ¢oncerns, green ¢onsumption
values, price ond so¢ial impoct on the green purc¢hase mtention of on eleétri¢ ¢or. Self-
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administered survey questionnaure used os the primory dota ¢olle¢tion method ond
study ¢onducted in o notural environment with o minimal mnterferenée of the
researcher. Further, the ¢urrent study opplied asingle ¢ross se¢tional design to ¢conduct
the study.

The questionnoure ¢onsisted a series of questions that were filled by the respondents
bosed on their level of knowledge. Responses to the voriobles of green purchase
mtention, ottitude, environmentol knowledge, environment ol¢oncéern, sociol
mnfluence, green consumption volues ond price were evoluate dusing five-
poimtLikertS¢ole ronging from 1 to 5 where the 1 meons Strongly Disagree ond 5
meons Strongly Agree. This permits the respondents to indicote their level of
ogreements ond disogreements with the stotements. The reosons for opplying self-
administered approach will be the ¢ost effectiveness, convenience ond speed. The data
¢ollec¢tion was conducted 1n both ways, traditional pen ond poper method os well as the
online survey. All the questions were c¢lose-ended questions os 1t provides
¢onvenience to the respondents. As respondents would portiCipate m the doto
¢olle¢tion without o Compensation, the questionnoure wos developed m o way that
would motivate the respondents to mvolve ond Cooperate 1n Completing the
questionnoure willingly. Further, the questionnoure wos developed in o way thot
minimize response error. After the questionnoure was developed, a pilot study wos
¢arried out to pretest the questionnaoure to 1dentify ond eliminote potentiol problems.

Doto were obtauned from 215 respondents who were sele¢ted using the ¢onvenience
sompling method used by maony other researchers (Mostafo, 2007; Punyatoya, 2015;
Vorshneyo, Pondey ond Das, 2017) who ¢onducéted similor studies.. The unit of
onolysis of this study wos the individual The faétor onalysis wos employed to reduce
the number of researc¢h variables to fewer factors ond determine the share of effect of
the factors ond the goodness of the measuresused 1n the study ossessed by testing the in
struments'reliobilityond validity'. The Toble 1 presents the final stru¢ture of Rotated
Component Matrix. None of the indiators were reported to be weok ond does not
¢orrelate with other factor. All the independent variobles have been loaded to the
respective ¢olumns. Thus, the indi¢at or smentionedin the Toble 1 were used for
further onolysis. The reliobility wos tested using Cron bach’s olpha volue ond
according to the Table 02, the Cronbach’s alphaof all the variobles are greoter thon 0.7
which indicates thot the reliobility hos been estoblished 1n the study. Validity ¢onsists
three types of volidity; ¢ontent volidity, ¢riterion-related volidity, ond Construct
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validity. Content volidity has been tested using post literature, ond os the greater the
¢ontent volidity estoblished, the more the s¢ale 1items represent the domoun or universe
of the concept being studied.As Table 02 indicates, all the ¢onsidered voriobles report
o KMO values greater thon 0.5, AVE volues olso greater thon 0.5 with CR volues
greoter thon 0.7. The significanée volues of all the variobles are less thon 0.05.
Accordingly, 1t ¢on be ¢oncluded thot the Convergent Volidity of the study 1s
estoblished. Asshown 1n toble all shared varionées among ¢onstructs were lower thon
the AVE on the individual ¢onstruéts satisfying disérimiont volidity. Hence 1t ¢on be
stoted that Dis¢riminont Validity also established in the ¢onsidered study.

Table 1: Rotated Component Matrix

Component
1 2 3 4 5 6
ATT1 Pur¢hasing electri€ ¢ar 1s good. 712
ATT2 Purchasing electri€ ¢ar 1s desirable. .760
ATT3 Purchasing electri€ ¢ar 1s enjoyable. .695
ATT4 Purchasing electric¢ Cor 1s wise. .760
ATTS Purchasing electri¢ ¢ar 1s favoroble. .806
ATT6 Purchasing electri€ Cor 1s pleasont. 782
EK1 I know that the products I buy are A77
environmentolly friendly.
EK2 I know more obout re¢y¢ling thon on .830

averoge person.
EK3 I know how to sele¢t product thot 815

reduces woste.

EK4 I understand environmentol phroses on 742
product packoge.
EKS I am very knowledgeoble about .685

environmentol 1ssues.
EC1 I ¢onsider Sr1 Lonka's environment os o 637
major ¢oncern.
EC2 I am emotionally involved in environ 611

ment protection 1ssues in SL
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E¢3 I am worried obout worsening the quality 754
of environment of SL
EC4 1 think about how environmental quolity 776
¢on be improved 1n Sr1 Lonko.

SI1 I learn environmental 1ssues from my 551

friends.

SI2 My friends often recommend eleétri¢ ¢or 7192

to me.

SI13 My friends shore their experienées and 778

mfo about electri¢ cor with me.

SI4 Due to the soéial impaét of soéiol pressure .689

I ¢hoose the electri€ Car.

SI5 Most people who ore important to me T47

would like me to buy eleétri¢ Cor.

GCV1 It 1s importont thot the vehiéle I use .593

does not harm the environment.

GCV2 I ¢onsider the potential environmentol 733

mmpoct of my actions.

GCV3 My purc¢hose habits are offected by my 717

¢oncern for the environment.

GCV4 I am ¢oncerned obout wosting the 754

resourcées of our plonet.

GCV5 I would des¢ribe myself as 772

environmentolly friendly.

GCV6 I am willing be to be in¢onvenienced 1n 804

order to be environment responsible.

P3 If the priée of the eleétrié would be some o .605
others, I would buy 1t.

P4 T will visit for ele¢tri¢ ¢ars in more thon ong .816
store to toke advontoge of low prices.

PS5 I will shop more thon one store to find low 803

prices for electric Cars.
P6 1 will toke extra effort to find lower prices
for ele¢tri¢ Cars.

.829

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
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Table 2 : Validity and Reliability

¥:;d1ty Relobility Test
Stondord KMO BTS CR AVE Cronbach’s| No of
Alpha 1tems
value
0.5< 0.05> | 0.7< 0.5< 0.7<
Attitude 0.898 0.000 | 0.937 | 0.678 0.904 6
Environmentol Knowledge | 0.867 0.00 0.927 | 0.683 0.881 5
Environmentol Conéern 0.820 0.000 | 0915 | 0.702 0.856 4
So¢ial Influence 0.800 0.000 | 0.904 | 0.641 0.856 4
Green Consumption Volues | 0.894 0.000 | 0.898 | 0.668 0.900 6
Price 0.807 0.000 | 0.923 | 0.724 0.869 4
Green Purchase Intention | 0.782 0.000 | 0.913 | 0.790 0.909 4

5.  DataPresentation, Analysis and Findings

5.1. Datapreparation

Added paying nsuffi¢ient attention to data preporation ¢on seriously undermine the
results leading to bios findings ond misinterpretotion (Soaunders, Lewis, & Thornhill,
2009; Malhotra & Dash, 2010; Hour, Black, Babin, & Anderson, 2014). Therefore, the
data preporation pro¢ess which in¢ludes ¢hecking, editing, coding, tronsformotion,
dota ¢leoning, systemati¢ dota adjustment ond finolly the selection of o doto onolysis
strategy (Malhothra & Dash, 2010) was adopted by the researcher for the present
study. Further, 1t 1s importont that the doto meet the basi¢ assumptions underlying the
statistiCal techniques to be used before proc¢eeding with the doto onolysis (Haour et al.,
2014). Hence, the most fundomental assumption in multivoriote onalysis, normaolity
wos tested. As a result, the values of Skewness ond Kurtosis for oll éomponents ore
within a ronge of opproximately +£2 £2, 1t wos ¢on¢luded thot the doto 1s normally
distributed ond qualified for further reseor¢h studies.
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Toble 3 summarizes the Peoarson Correlation values between the independent
variobles ond dependent voriables which are being used for the study os hypothesis.
These Pearson Correlation values may satisfy the lineority assumption that needs to be
there between the voriables ¢onsidered for the hypotheses 1 order to run regression
onalysis 1n the further analysis. A¢Cording to the Toble 03, there 1s o strong positive
¢orrelation between ottitude ond green purchose intention, environmentol knowledge
ond green purchose mtention, ond green purchose mtention ond so¢ial influence.
However, the ¢orrelation between green purchase intention environmentol ¢onéern,
green purchose intention ond green consumption volues, ond green purchase intention
ond price indi¢ates approximotely moderate positive Correlation.

Table 3 : Correlation Analysis

v DV Pearson  Correlation P Velue
Coefficient
Attitude Green Pur¢hose Intention | 0.550 0.000
Environmental Knowledge | Green Purchose Intention | 0.512 0.000
Environmental Conéern Green Pur¢hose Intention | 0.453 0.000
Soc¢ial Influence Green Purchose Intention | 0.606 0.000
Green Consumption Values | Green Pur¢hase Intention | 0.417 0.000
Price Green Pur¢hase Intention | 0.495 0.000

5.2 Data analysis and findings

Regression analysis, whi¢h has two types, nomely o simple lineor regression ond o
multiple lineor regression model, ¢on be used to solve the researéh problem by testing
a specific hypothesis. For multiple lineor regression to be performed two key
¢onditions; the number of independent variables ¢onsidered for regression should be
smaller thon the number of observations ond should not have o perfe¢t correlation
between the variobles perfect Correlotion between the variobles should be satisfied. As
the ¢onditions are met 1n this ¢urrent research study, multiple lineor regressions ore
¢arried out to exoamine the mmpoct of the six independent variobles; ottitude,
environmentol knowledge, environmental concerns, soc¢iol 1mpoact, green
¢onsumption values ond price on the dependent varioble; green puréhose intention.
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Table 4: Model Summary

Model | R | R Squore Adjusted Std. Error of the Durbin-
R Squore Estimote Woatson
1 709 | 503 489 .68654 1.902

Toble 4, Model summary ¢omputed through regression onalysis indi¢ates thot the R
square volue 1s 0.503 which means opproximotely 50% of the variotion 1n the green
purchose intention of electri¢ or 1s explouned by the onte¢edents of the green purchase
mtention. As the R square volue 1s opproximotely equol to 50%, there ¢on be other
factors rather thon ¢onsidered voriobles 1n the ¢urrent study thot would exploun the
green purchose intention of electric Car.

Table 5: ANOVA for Antecedents of Green Purchase Intention of Electric Car

Model Sum of Squares df Mean Square F Sig.
Regression 99.300 6 16.550 35.112 .000b
Residual 98.039 208 471
Totol 197.338 214

The regression model 1s evaluated to 1dentify the impoct of independent variobles on
green purc¢hosing behavior. A¢¢ording to the TobleS5, 1t explouns that the mode lissign
ificontot 0.05 level of significonée (0.000<0.05) ot on F statisti¢ of 35.112. It indicates
thot the overall regression model thot’s been generated 1s statistiCally signifi¢ont ond 1s
a good predictor of the dependent varioble. In other words, the regression model 1s
well fitted ond predicts the dependent varioble; green purc¢hose intention. Therefore,
the resear¢her ¢on build a significont model to identify the influenée from the
onte¢edents of green purchase intention on the green purchose intention of on electri¢
¢ar.
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Table 6: Coefficients Table

Model Unstondordized Coefficients | Stondordized t Sig.
B Std. Error Coeffi¢ients
Beta
(Constont) -.480 293 -1.635 .104
Attitude 222 .081 180 2.739 .007
Environment Knowledge | .243 .086 203 2.814 .005
Environment Concéern 119 .093 .093 1.282 201
Influence .382 .076 330 5.052 .000
Green volues -.096 .090 -.074 -1.072 285
Price 207 .074 181 2.793 .006

It oppears from Toble 4 that Consumer Attitude towords Green Produdts,
Environmentol Knowledge, Soc¢ial Influenée ond Price are signifiCont factors thot
offec¢t green purchose intention of ele¢tri¢ ¢or (Sig. Volue < 0.050). However
Environmentol Con¢ern ond Green Consumption Volues are reported os imsignifi¢ont
factors (S1g. Value > 0.050) of ele¢tri€ ¢or (S1g. Volue <0.050).

The Ccoefficient value of soc¢ial influen¢e 1s 0.382 whi¢h 1ndicates that
peroneunit¢hongeinso¢ialinfluenéeresulta0.382¢hongeingreenpurchasetentionofel
ectri¢ ¢or. A¢¢ordingly, soc¢ial influence 1s the most influenéing ontecedent of green
purchose 1ntention of ele¢tri¢ ¢or in Sr1 Lonka 1s So¢ial Influenc¢e The next highest
¢oefficient value reports from environmentol knowledge whi¢hindi¢ates0.243 ¢honge
1n green purchose intention of electri¢ ¢ar. A¢cordingly, environmentol knowledge 1s
next most importont onte¢edent of green purchase itention of electri¢ Car. Attitude
with a ¢oeffic¢ient value 0.222 1s the third importont factor ond price os fourth with a
Coeffic¢ient value 0.207.

6.  Discussion, Implications and Conclusion
6.1. Discussiononthe findings

The finding from this study suggests thot the consumer’s ottitude toword green
products has a significont impoct on green purchose intention of eleétri¢ ¢or n Sri
Lonko. This finding 1s ¢onsistent with the findings of the post studies by (Mostafa,
2007; Haosson, 2014; Huong, Yong ond Wong, 2014; Josh1 ond Rohmon, 2016). As
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reported 1n the Correlation onolysis, ottitude 1s positively correlated with green
purchose intention of electri¢ ¢or (Pearson Correlation Coeffi¢ient = 0.550, P Volue
=0.00). This indicates that when Sr1 Lonkon ¢onsumers have more favoroble attitude
towards green products, the more likely they form on intention to buy electrié Cor.
Accéording to Leonidou, Leonidou ond Kvosova, (2010), the extent to which a
¢onsumer forms on environmentol ottitude when moking o personal purchasing
dec¢ision always get influen¢ed from Certoun Cultural, political ond ethi¢al foactors.
Author further highlighted that these factors tend to influen¢e ¢onsumers’ dec¢ision
moking m motters related to society as whole also.This 1s a good msight for the
marketers because 1f o particulor morketing strategy 1s oble to eloborate the ethical
responsibility ond ¢ultural volue of o green purchase intention of eleétri¢ ¢ar, then the
¢onsumer 1s more likely to form favorable ottitude towords 1t. This will in turn
formulote apurc¢hase intention towards electri¢ Cor.

The finding suggests that environmentol knowledge has o signifi¢ont impaét on green
purchase intention of electri¢ ¢or. Yodav ond Poathok, (2016), have founded that
environmentol knowledge haos asignificont impact on green purchose intention which
1s 1n good agreement with the results of the present study. Mostafa, (2007), stated thot
the more a consumer knowledgeoble about environmental 1ssue the tendency of that
porticulor ¢ustomer purchasing green produéts 1s high. When ¢onsumers be¢ome
more ond more knowledgeable obout the bod impoact of troditionol vehicle
¢onsumption on our environment ond the green benefits of electri¢ ¢ar, they would
tend to switch to electri¢ ¢or consumption as per the relationship suggested n the
¢urrent study. It ¢an therefore be ¢onc¢luded that, os consumers be¢ome increasingly
aware of the negative impact of traditional vehi¢le consumption on our environment
ond the green benefits of electri¢ Cars, they would tend to switc¢h to electric Cor
¢onsumption os per the relationship suggested in the ¢urrent study.

The finding from this quontitative reseorch study proves that environmental ¢onéern
hos oninsignificont impoct on green purchose mtention of on elecétri¢ ¢or. These results
were Controdicted with the studies ¢onducted by Lee, (2012); Ahmad ond Thyogoroy,
(2015). Ac¢cording to Ahmod ond Thyogoroj, (2015). Similorly,the present findings
present on evidence that green ¢onsumption values have on nsignifi¢ont impact on
green pur¢hose intention of on ele¢tri¢ ¢or. This relationship 1s ¢ontradic¢ting with the
findings of Homer ond Kohle, (19880; Roy ond Goswomi, (2007); Varshneyo, Pondey
ond Dos, (2017).

Consistent with the findings by Chon, (2001); Costo, Zepeda.ond Sirierx, (2014); Joshi
ond Rohmon, (2015), the ¢onsidered research study found thot there 1s a signifiCont
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mmpoact of social influenée on green purchose intention of on ele¢tri¢ ¢or. The
relationship referred to obove 1s highly appli¢oble to Sr1 Lonko. Thus, a¢cording to
Korunarothno, Nootunna ond Sochitra (2017), there 1s o significont so¢iol impoct on
the pur¢hose intention of green products. The authors further elaborated that young
people tend to dis¢uss environmental 1ssues with eac¢h other and to obtoun on opinion
on green products. Morketers should therefore foc¢us on spec¢ifi€ strategies that éreate o
so¢iol impoact on consumers.

As per the findings of the present study, price 1s a signifiCont ontecedent of green
purchaose intention of ele¢tri¢ Car. This relationship 1s ¢onsistent with the findings of
s¢holars like Loro¢he, Bergeron and Boarboro-Forleo, (2001); Sriworonun et al.,
(2015). The Pearson Correlation ¢oeffic¢ient of price 1s 0.495 whi¢h indi¢ates a weok
positive ¢orrelation between price and green purchase intention of an ele¢tri¢ Car (P
value = 0.00). In ¢ontrast, the study by Rodriguez, Locaze and Lupin (2007) indiéated
that 1n western ¢ountries some ¢onsumers ore even willing to pay higher for green
products. Mondese (1991) argued that consumers ore beComing price sensitive when 1t
¢omes to green products. As suggested 1n the present study, even though the sr1 lonkon
¢onsumer 1s very ¢oncerned obout the environment, 1f the price of the EV 1s mu¢h
higher thon expected, he will not buy the vehi¢le. Morketers should therefore devise
pri¢ing strotegies thot ¢on benefit the ¢ustomer as well, or marketers ¢on ¢ooperote
with bonks ond other leasing ¢componies to set up a spec¢ial mnstallment s¢heme for
¢ustomers willing to purchase electric Cars.

6.2. Theoretical and managerial implication

The study hos gone some way towards enhonéing our understonding of green purchose
mtention ond Contributes to the existing literature on foctors influenée on green
purchase tention of electrical vehi¢les with special reference to Sr1 Lankan ¢ontext.
TheoretiCally, this study mdiéates thot in Sr1 Lonka ottitude, environmentol
knowledge, so¢ial influen¢e ond price have a significont impoct on green purchose
mtention of ele¢tri¢ ¢ar. Further, environmentol ¢onéern and green ¢onsumption
volues hove no impact on purchase intention of ele¢tri¢ ¢or. Sr1 Lonkon ¢onsumers
have ¢olle¢tivist Cultural trouts 1 the purchose of vehicle, because social influence
1dentified os the most influen¢ing factor of purc¢hase intention of electri€ Cor.

The findings of this resear¢h provide vorious voluable monageriol impli¢ations; First,
as per the finding, Sr1 Lonkon ¢onsumers are very ¢onéerned obout the environment
1ssues 1 the Country. If amarketer ¢on develop marketing plons to take abenefit of Sr1

Journal of Business Studies,7(1) -19- 2020



Lonkon peoples’ aggressiveness towords environmental 1ssues ond promote ethical
¢onsumption of vehi€les, 1t ¢on result fovorable ottitude towords green purchose
mtention of ele¢tri¢ ¢ar. Sec¢ond, the government orgomizotions ¢on implement
progroms to develop favoroble attitude towords green products thot may hoave on
mfluence ele¢tri¢ Car purchoses 1n the country. The government ¢on orgomize notionol
¢ompougns to ¢reate awaoreness obout the CO2 emission problem 1n the ¢ountry ond
how tronsportotion system makes 1t worse. Further the people ¢on be educated on the
features ond benefits of using on eleétri¢ ¢or. This moy lead to o favoroble attitude
formation towards green puréhose intention of on electri¢ ¢or. Third, a¢éording to the
results 1f consumers beCome mcéreasingly aware of the negative impoct of traditionol
vehicle consumption on our environment and the green benefits of ele¢tri¢ ¢ars, they
would tend to switch to ele¢tri¢ ¢or consumption., It 1s therefore proposed that EV
monufocturers mcrease the opportunities for customers to experience ele¢tri¢ vehicles
1 person, incéreose customer understonding of electri¢ vehicles by emphosizing the
advantoges of o vehi¢le su¢h os green technology utilizotion, optimized driving
efficiency of eleétri¢ vehi¢les cCompared to ¢onventional vehicles ond apositive effeét
on the environment. Fourth, consequently, so¢iol impact 1s a key factor in the green
purc¢hosing mtention of EV, odvertisements ¢on be designed using customer
testitmonials that ¢on have on 1impoct on other customers. Moreover, word of mouth 1s
on effe¢tive way to promote products in Sr1 Lonko. Marketers ¢on use word of mouth
i a.reative woy to rouse aworeness of the benefits of electri¢ ¢ars ond thus en¢ouroge
people to buy them.

6.3 Futureresearch directions

The topi€s 1 this report are restricted to electri¢ vehicles. It 1s proposed thot future
resear¢hers cCompare whether various energy vehicles with different prin¢iples hove
vorious influenées on customer demonds. As the R2 volue of the multiple regression in
the study 1s approximately 0.5, 1t indi¢ates that only 50% of the variotion of purchase 1s
explouned from the ontecedents 1dentified in the study. There ¢on be many other factors
that offect puréhase itention of ele¢tri¢ Car. Future reseorch studies ¢on be ¢arried out
testing the impact of su¢h factors whi¢h were not ¢overed 1n the study. It 1s proposed
that future s¢holars use different methodologies in this study to onalyze electrié
vehicles ond ¢ompore voriotions 1n order to enc¢ourage the growing populority of
ele¢tri¢ vehic¢les. Further, the dota for this study ¢olle¢ted from 215 respondents within
Western Provinée only. Thus, the generalizability of the findings ¢on be enhonced by
extending the sample s1ze ond getting on 1slond wide represented somple.
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