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Sammanfattning 

Under det senaste decenniet har bilindustrin investerat mycket i utvecklingen av 

bättre fordon, när det gäller prestanda, utsläpp och även hållbarhet Den senaste 

utvecklingen har varit introduktionen av elfordon på marknaderna. Elfordonen anses 

vara bättre för miljön när det gäller utsläpp och till och med låg ljudproduktion. FN:s 

mål 7 för hållbar utveckling (prisvärd och ren energi) kräver att alla ska ha tillgång 

till prisvärd, pålitlig, hållbar och modern energi. Detta mål är ofta inriktat på att 

flytta energiproduktionen till mer förnybara källor, vilket gör den mycket relevant för 

elfordon. Elfordon är fortfarande ganska nya på marknaden så det är värt att 

undersöka hur köpintentionen ser ut och hur de interagerande miljöfaktorerna 

bidrar till den övergripande avsikten. 

Denna studie syftar till att undersöka konsumenternas köpavsikt med avseende på 

elfordon och vilken inverkan användarens attityder och riskuppfattningar har på 

konsumenternas beslut. Studien syftar också till att ta reda på hur de 

miljöriskaspekter som är med elfordonen hänger ihop med den övergripande 

köpintentionen. Metoden att samla in data var genom en webbaserad enkät där 

respondenterna fyller i olika avsnitt, resultatet av enkäten studerades sedan och 

presenterades med hjälp av kvantitativa analysmetoder. Resultaten av denna studie 

presenteras med hjälp av tidigare forskning och teoretiska ramverk som är relevant 

med studienamne. 

Studien drog slutsatsen att köpintentionen för elfordon var ganska hög och att 

faktorerna som påverkade avsikterna hade mer att göra med personliga vinster eller 

besparingar snarare än en övergripande oro för miljön. Studien visar också hur 

subtilt våra beteende kan påverkas av sociala normer omkring oss, detta visar sig i 

det faktum att den upplevda initiala motivationen bakom köpintentionen av elfordon 

är omtanken om miljön men på ett djupare insikt visar sig att det vara resultatet av 

sociala beteendesnormer. 

 

Nyckelord: elfordon, köpintention, beteende, perception, teori om planerat beteende 

 

 

 

 

 

 

 

 

 

 



Abstract 

In the last decade the automobile industry has invested heavily in the developments 

of better vehicles, in regards to performance, emissions and also durability. The 

latest development has been the introduction of electric vehicles into the markets. 

The electric vehicles are touted as being better for the environment in terms of 

emissions and even low noise production. The United Nations Sustainable 

Development Goal 7 (Affordable and Clean Energy)calls for ensuring that everyone 

has  access to affordable, reliable, sustainable, and modern energy. This goal is often 

geared towards moving the energy production to more renewable sources, making it 

highly relevant to electric vehicles. Electric vehicles are still fairly new in the market, 

so it’s worth exploring what the purchase intention looks like and how the interacting 

environmental factors contribute to the overall intention.  

This study aims to investigate consumer’s purchase intention in regards to electric 

vehicles and the influences that user beliefs, attitudes and risk perceptions have on 

the consumer’s final decision. The study also seeks to find out  how the 

environmental risk aspects associated with the electric vehicles closely tie into the 

overall purchase intention. The method of collecting data was through a web-based 

survey where the respondents filled out different sections, the results of the survey 

were then studied and presented using quantitative analysis methods. The results of 

this study are presented with the help of previous research and theoretical 

frameworks that are relevant to the study topic.  

The study concluded that the purchase intention for electric vehicles was pretty high 

and that the factors influencing the intentions had more to do with personal gains or 

savings  rather than an overall concern for the environment. The study also shows 

how subtly our actions can be influenced by behavioural  social norms around us, 

this is shown in the fact that the perceived initial motivation behind the purchase 

intention of  electric vehicles is the concern for the environment but on a deeper level 

it proves to be the result of social action norms.  

 

Keywords: electric vehicles ,purchase intention, behaviour, perception, theory of 

planned behaviour 
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1.Introduction 

 

1.1.1 Background 

Transport plays a key role in society and the economy at large. An efficient, reliable, 

and sustainable transport chain is essential for a good quality of life. Despite being an 

important sector, the transport sector has proven to be  a major source of 

environmental pressures on a global scale (EEA,2020). It contributes to air 

pollution, overall climate change and noise pollution. It also leads to large pieces of 

land being allocated to road and transport infrastructure, contributing to changes in 

the eco system (Brown and Steenhof,2010).  

On a global scale, the transport sector is responsible on average for 28 per cent of 

total final energy consumption annually between 2010 and 2018 and consumed 

around 60 per cent of global oil products (EEA,2020).In most of the developed 

countries, the transport sector has proven to be the largest energy user. The amount 

of energy used in the transport sector has increased significantly in relation to world 

population growth and subsequent economic development. The end of the 20th 

century has seen a record of 500 million private cars in use globally (Brown and 

Steenhof,2010).Transport energy demand has been rising faster than any other 

sector. Energy consumption in the transport sector is set to continue to grow, 

predominantly especially in non-OECD countries (Sambandam and Lord,1995). 

There has been an influx in production in the transport sector, specifically in road 

transport. These increases in production and consumption have caused an increase 

in fossil fuels consumption during both the manufacturing and use stages in the road 

transport sector (EEA,2020). The result of these processes on the environment is 

that the carbon dioxide emissions from cars have led to an increase in greenhouse 

gases, with the sector alone being responsible for a quarter of the total greenhouse 

gases in the atmosphere (UNEP,2021). These numbers are on the rise and expected 

to keep rising over the coming years (Brown and Steenhof,2010).  

As of 2017,the estimated annual emissions of carbon dioxide from the transport 

sector currently stands at 35 billion tonnes globally which is  a huge increase from 5 

billion tonnes globally in 1950 (European Commission,2017). This rise in emissions 

of pollutants in the atmosphere has led to the introduction of stricter regulations on 

the manufacture and use of automobiles with a goal to reduce or mitigate these 

adverse effects on the environment.  

Transport (aviation, inland transport, and maritime transport) is a key driver of 

economic and social development and the energy that powers it should be clean, 

renewable, and low carbon if we aim to have a sustainable transport sector 

(EIA,2017). However, overall, transport is not on track to achieve sustainable 

mobility targets. Road vehicles are the largest contributors in energy use in the 

transport sector (EEA,2020). Improving the efficiency and fuel economy of vehicles 

will help  greatly in managing energy demand, saving money, and minimizing 

climate change and air quality impacted by  emissions. With the road transport 

sector shifting towards sustainable mobility. The market has seen a rise of vehicles 
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powered by electricity, it’s becoming necessary to ensure that the electricity being 

used in powering these vehicles is low carbon, and that the respective, responsible 

energy systems are able to manage and cope with the rise and changes in demand 

(EIA,2017).  

 

1.1.2. SDG goals and the transport sector 

At the UN summit on 25 September 2015, world leaders adopted Agenda 2030, 

"Transforming our world: the 2030 Agenda for Sustainable Development”. As a 

follow up to the summit in 2015, we saw the enactment of the SDG Goals in 2017 

(UN,2017). The Sustainable Development Goals are the blueprint to achieve a better 

and more sustainable future for all, they address the global challenges we face, 

including poverty, inequality, climate change, environmental degradation, peace, and 

justice (UN,2017). The agenda adopted 17 global goals that are aimed in increasing 

and promoting sustainable development by 2030 (UN,2017). The agreement was 

enacted so that the world could work together to meet the challenges facing the 

world. The goals were also aimed at strengthening the weak and vulnerable and for 

the world to work as a collective towards a more sustainable world by 2030 

(UN,2017). To create a sustainable world, it is necessary that we protect the planet 

from destruction, by creating a sustainable production and consumption value chain 

where natural resources are managed in a sustainable way.  

Transport is fuelled by energy and can therefore be directly linked to SDG 7 on 

affordable and clean energy (UN,2017). The sector has seen an increase in 

investments geared towards meeting the target of the SDG goal 7. The goal seeks to 

make energy sustainable and readily available to all, it seeks to expand the use of 

renewable energy beyond the electricity sector (UNEP,2021). The transport sector 

can also be linked to SDG goal 13 that seeks to take urgent action to combat climate 

change and its impacts (UN,2017). The goal aims to decrease carbon emissions in the 

atmosphere so it can be said that if we achieve the targets of goal 7 we would be also 

fulfilling the targets set for goal 13. In a bid to keep up with the SDG goals and make 

sustainable mobility a reality, the industry has recently invested huge amounts of 

resources in electric car technology, leading to a greater variety of car models which 

boast of better driving range and better performance on the electric batteries, an area 

that has been holding the sector back a little (IEA,2020). 

 

1.1.3. Electric vehicles 

Global sales of Electric vehicles surpassed two million units for the first time in 2016, 

reports the International Energy Agency (IEA) in its ‘Global EV Outlook´(IEA,2020). 

There has also been growth in the number of charging ports in a bid to keep up with 

the rising increase in electric vehicle use and interest. These factors have contributed 

greatly to making electric vehicles a rising contender in car choice when one is on the 

market for a car.  
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Electric vehicles are increasing in popularity as people get more and more in tune 

with climate change. There is growing concern for the environment and this has led 

to an evaluation into measures that can be applied to save the environment  

(Cunningham & Cunningham, 2017). The increase in electric vehicles in the options 

of cars available is believed to be more realistic and sustainable in the achievement of 

environmental goals than individual car use reduction (Vidyavathi,2012). Electric 

cars are rising in popularity as an alternative to fossil driven vehicles. They are often 

associated with  zero to low tailpipe emissions, less noise than cars driven by fossil 

fuels, and also the promise of low environmental impact in general especially if the 

electricity used to power them is from renewable sources unlike their counterparts. 

Traditional gasoline or diesel cars are often  associated with the following emissions 

of GHG gases: carbon dioxide (CO2), methane (CH4), nitrous oxide (N2O) and 

hydrofluorocarbons (HFCs)during their operational timeline (IEA,2020).  

Sustainable mobility is one of the key factors that has led to the increase in 

production of electric vehicles, but the promise of sustainability from adoption of 

electric vehicles is often not strongly supported by research. Different results on 

electric vehicles sustainability have been known to focus on different aspects, 

resulting in different results, this makes it hard to pinpoint what aspects are relevant 

(Dummet,2017). There has also been research that has taken up the manufacturing 

aspect of electric vehicles that is often ignored when touting electric vehicles as 

sustainable. The manufacturing process of electric vehicles is said to require six times 

more minerals than a conventional fossil fuel vehicle (Dummet,2017). The main 

minerals needed for electric vehicle production are lithium, cobalt, and nickel, it is to 

be noted that these minerals are non-renewable. The mining of these minerals will 

also need to be significantly scaled up to meet the current growing demands of the 

electric vehicle markets, this cannot be sustainable to the environment on a long-

term scale. The mining conditions involved in extracting these minerals have also 

been surrounded with negative aspects such as: exploitation of the sites and poor 

working conditions (Dummet,2017). An increase in electric vehicles means an 

increase in energy demand as there will be an extra sector relying on the current 

electricity being produced. There is also the discussion around the credibility of the  

used in fueling these electric vehicles and the need to ensure that they are from 

renewable sources (Dummet,2017). Renewable energy sources also have a pitfall 

attached to them as they are not always reliable and some of them are also heavily 

weather dependent which points a vulnerability in the extent as to which electric 

vehicles can be fully reliable and eventually see them replace fossil fuel driven 

vehicles (Dummet,2017). A lot of the issues affecting the environment can be said to 

be of societal concern. Understanding social impacts of the environment is essential 

in understanding how we can tackle environmental problems (Stoknes,2015). Studies 

on societal impact often tend to look into the societies risk perception and how 

behavioral action can be influenced and what kind of results these influences provide 

to the environment. Our perceptions of the environment and the actions we need to 

take on an individual level or on a societal level greatly influence our actions towards 

the environment (Franke et al.,2012). Understanding how electric vehicle adoption 

affects the consumer markets means that we have to explore not only the reasons 

why the vehicles are being adopted but also the factors influencing the adoption. 
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These factors can range from; economical, physical, or social in nature and paying 

attention to what kind of factors trigger consumer purchase intention is key in 

understanding how the electric vehicle market is shaping up to take over the 

automobile industry (Hjortol,2013). 

 

1.2 Aim and research question 

The study aims to investigate how user attitudes and risk perceptions influence  

consumer’s purchase intention on electric vehicles. It also seeks to investigate how 

their electric vehicle purchasing intention interacts with environmental impact and 

general environmental awareness. The study’s purpose is to answer the  two 

following questions. 

1. What is the overall consumer’s intention to purchase electric vehicles? 

2. What are the factors associated with user beliefs/attitudes and      

environmental risk perceptions that  influence the consumer’s  purchase 

intention of an electric vehicle? 

 

1.3 Structure of the essay 

The thesis starts with an introduction of the transport sector, specifically road 

transport and the challenges it is currently facing in meeting its environmental goals, 

it also introduces electric vehicles as  a possible solution in meeting its goals or at 

least reduction of the negative impacts associated with road transport. The 

introduction ends with the presentation of the research questions. The next chapter 

presents the previous research and theoretical frameworks that were applied in this 

study. Followed closely is the presentation of the method approach that the study 

employs, which starts with a description of the research design and the study 

sampling. The methods used to collect the data that was later analysed in the study 

are presented alongside the data analysis methods employed in the study as well as 

ethical aspects related to the study. The next chapter presents the results section 

which starts with the representation of the demographics, and then the findings from 

the data analysis. In the discussion section, the results are discussed in the backdrop 

of  the previous research and theory that were selected for the study. The last section 

presents the conclusion of the thesis. At the end the reference list used is attached. 
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2. Previous research and theoretical frameworks 

This chapter presents previous research and the theoretical framework used in this 

essay. They will later be linked to and discussed against the results in the discussion 

chapter. 

 

2.1 Scope and Delimitations 

While conducting the initial research for this paper, I started off with researching on 

electric vehicles as a whole, while doing my research I discovered that the electric 

vehicles came in many forms: namely: Battery electric vehicle (BEV), Hybrid electric 

vehicle (HEV) and Fuel Cell electric vehicle (FCEV)just to name a few. The data 

collection method does have one question that provides two of the varieties as an 

option, but this is done only to give an insight as to whether there is an inkling to test 

out the electric vehicles albeit as a hybrid version. It is therefore important to clarify 

that the paper generalises and classifies all variations of electric vehicles and makes 

no distinction between the various types in the analysis and discussion bits of the 

study. All reference to electric cars within the body of the paper itself is therefore  

done in the context of generalisation and are denoted by the terms: electric vehicles 

or EVs to facilitate simplification of the presentation e.g., in the bar graphs used. 

 

2.2. Previous research on electric vehicles 

Electric vehicles can be seen as a technological innovation that aims to offer an 

increase in benefits for the average consumer in relation to costs incurred, it also 

aims to provide options to the consumer that are sustainable to the environment 

(Franke et al., 2012). Electric vehicles offer a number of advantages that can be 

tempting to the consumer. Some of these options often include and not limited to: 

low emissions throughout operational timeline, economic benefits that promise to 

offer lower operational costs and purchase related incentives such as cheaper road 

tax (IEA,2020). There are also the environmental benefits that promise zero to 

reduced emissions by adapting the electric vehicles as a mode of transportation 

(Hjorthol,2013). These factors are offered to the consumer in order to entice them 

into making the switch from fossil powered vehicles that have been dominating the 

automotive industry for decades. 

Despite all these incentives pegged onto electric vehicles the overall market is still 

hesitant to warm up to the idea of fully electric vehicles, so this has seen the 

introduction of other variations of the fully electric car such as hybrid models, into 

the market as a way to bridge the gap between the expected and anticipated eventual 

move to fully electric vehicles (Franke et al., 2012). The electric cars are lacking in 

market popularity because of factors such as: lower driving distances available for 

the cars, together with the limited number of charging ports available and also the 

variation in cable charge options (IEA,2020). These factors are behind the slow rise 

in the adaptation to electric vehicles. To understand how consumers adapt a certain 

product or item, there has to be research done on the purchase intention of said 
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commodity and this is no different even in the electric vehicle market (Han et 

al.,2017). 

In the case of electric vehicles, the purchase intention on a consumer level has been 

modelled by the help of theoretical frameworks that seek to explain why consumers 

could potentially opt for or against a product (Yan et al., 2020). The most popular 

theoretical model applied in the study of electric cars purchase intention has been 

the Theory of Planned Behavior. It carefully takes into account; the personal beliefs 

and attitudes of the consumer, their risk perception that stems from previous 

experience or knowledge and social norms tied to how the society perceives electric 

cars. Studying about intersectional factors influencing the perception of a product or 

commodity makes it possible to see how these factors interact to influence the 

purchase intention (Hassan & Nasreen,2012). In understanding how risk perceptions 

are formed, researchers often also incorporate a risk perception theory alongside the 

Theory of Planned Behavior to explain the role of risk perception in overall consumer 

behavior (Ekström,1992). This paper will use the aforementioned theoretical 

framework as well as a breakdown analysis of general environmental risk perception 

and consumer behavior, perception, and intention. 

 

2.3 Theory of Planned Behavior 

One of the most comprehensive theories that is used for studying adoption processes 

is The Theory of Planned Behavior (TPB), this is the reason for selecting it in this 

study of the consumer’s purchase intention of electric vehicles. It is a theory founded 

by psychologist Icek Ajzen. The theory of planned behavior (TPB) has been used 

successfully to explain and predict behavior in a multitude of behavioral domains 

(Ajzen,2012).  

According to Ajzen (1991) there are three fundamental factors that influence human 

behavior, they can vary in different situations and also in the extent to which each 

specific factor is applied to a particular situation, but his argument is that all human 

decisions are largely influenced by these three factors.  These factors are attitude, 

subjective norm, and perceived behavioral control.  

Attitude toward the behavior is assumed to be the individual’s pre-set beliefs 

regarding a specific behavior and any related consequences (Ajzen, 2012). The belief 

is then often backed by the notion that performing a certain behavior of interest will 

lead to a specified outcome or experience e.g., that purchasing and driving an electric 

car reduces emissions to the environment.  Whether the perceived outcome or 

experience is positive or negative greatly influences a person’s attitude towards a 

certain behavior. 

Subjective norms are shaped by the perceived social pressure put on us by others to 

behave in a certain way and by an individual’s willingness to follow the views of the 

societal group (Ajzen,2012). Subjective norms rely on two sub factors: injunctive and 

descriptive norms. Injunctive norms are behaviors that one is expected to adhere to 

automatically and its expected that others also follow in a given social situation, they 

are typically enforced socially by the looming threat of disapproval (Ajzen,2012). 
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Descriptive norms often involve the perceptions of which behaviors are typically 

performed around a certain societal group. It’s often based on our own perceptions 

to other people’s behaviors and the juxtaposed influence that this has on our own 

behaviors (Ajzen,2012).  

As attitudes are assumed to be based on behavioral beliefs and subjective norms on 

accessible normative beliefs, perceived behavioral control is assumed to be based on 

accessible control beliefs (Ajzen,2012). It is in simple terms a person’s overall 

perception of the ease or difficulty of performing a certain behavior. Some factors 

that greatly influence perceived behavioral control are presence or lack of adequate 

resources and ability to control barriers to behaviors.  

An example of a simple application of the TPB theory as explained by Brookes (2021) 
can be in the case of smoking. Specifically in the case of a smoker trying to quit 
smoking. A smokers reason for smoking could be that they smoke because it helps 
them to relax, or it looks cool, this can be described as the attitude according to the 
TPB model. Whether the friends and parents of the smoker find it cool, or disgusting 
is the subjective norm according to the TPB model. A smokers belief or lack of on his 
ability to stop smoking would be the perceived behavioral control according to the 
TPB model. In understanding how these factors interact, it is possible to apply the 
model to various research topics. The figure below illustrates how the Theory of 
Planned behavior model can be applied in the case of determining the purchase 
intention. 
 
 

 
Figure 1: TPB model applied to purchase intention. Inspired by Ajzen I. (1991) 
 

 

2.4 Social action Theory 

Risk perception can be described as the ability to determine, understand, and weigh 

the consequences of a specific risk (Zinn,2008). It is often closely linked to risk 

tolerance, which is an individual’s capacity to accept a certain amount of risk 

(Zinn,2008). Risk perception as an umbrella theory can be discussed and explained 

through a number of sub-theories depending on the context of the topic study. This 

paper will take a closer look at social action theory as a subset of risk perception. Our 
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capacity to evaluate and judge a risk often influences our behavior and subsequently 

our actions in relation to the risk. Risk can be explained in objective or subjective 

terms depending on the context (Zinn,2008). 

The Social Action Theory was developed by the German sociologist Max Weber, who 

with this theory aimed to highlight the significance of human behavior as it relates to 

cause and effect (instrumentally rational) in the social sphere (Ospina 

Avendano,2021). Human beings will generally adapt their actions according to social 

contexts and how these actions affect the behavior of others towards them. Social 

action theory seeks to explain the relationship between the behaviors, effects, and 

consequences of human behavior. Its purpose is to show how an individual’s 

behavior can influence the behaviors of other people around them and how it can 

then become a social movement, where it is no longer categorized as an isolated 

behavior, but part of an entire society’s general operational mechanism (Weber et 

al.,1978). Social Action theory acts as a framework in understanding human actions 

in society and how behavior stems from subjectivity and can greatly influence 

societies behavior towards a certain direction. According to Ekström (1992) 

researching human behavior in a societal context heavily relies on existing research 

that shows how sociology is fundamentally essential in understanding human 

behavior, the influences triggering said behaviors and the overall interacting factors. 

The Social action theory can be used to compliment the TPB theory mentioned in the 

chapter above. The key component to the Theory of Planned Behavior (TPB)model is 

behavioral intent that then leads to an action. Intentions are often shaped by our 

attitudes about the likelihood that a certain behavior will have a certain expected 

outcome. In understanding that risk perception is an intent to behave, that leads to 

an action and that most risks perceived by humans have a social nature or context 

attached to it, it’s easy to see then how risk perception and overall human behavior 

go hand in hand in predicting our actions. These aspects show how the two theories 

can complement each other in understanding human behavior. 

However, it is to be noted that the social action theory may not cover all motivations 

for social action. It can sometimes ignore important factors such as power 

distribution and its influence on social action, so it is often applicable in small scale 

research where it is not detrimental to the overall study to take into accounts all 

pitfalls of reliability of this theory. 

 

 

2.5 Central Concepts 

This sub chapter takes an overview into central concepts that take center stage in 

shaping and defining market trends and influencing purchase intention on a 

consumer level. 
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2.5.1. Consumer behavior 

Consumer behavior describes the study of why and how consumers select and use 

products within a specific market environment (Vidyavathi,2012). It aims to define 

the several interactions between the target market and a specific product or brand. 

There have been a lot of changes in the automobile industry in regard to consumer 

behavior and this is always worth exploring (Sambandam & Lord,1995). Consumer 

behaviors and patterns keep changing and these changes towards the electric 

vehicles are heavily influenced by factors such as: lifestyle changes, financial status, 

change in market trends (Vidyavathi,2012). The factors that commonly influence 

consumer behavior in the automobile industry can be divided up into psychological, 

social, and personal factors (Sambandam & Lord,1995). Consumer behavior is very 

significant in determining how the consumers potentially perceive a product and this 

can help to influence or predict how a product will perform in a specified market  

 

2.5.2. Consumer perception  

 Consumer perception refers to how a particular group of targeted customers view 

the company, or the specific products being marketed to them. A consumer will 

always look at a product as an opportunity or a threat so knowing what factors to 

amplify can influence what is perceived by the consumer (Yan et al.,2020). There are 

a number of factors that highly influence the perception of a targeted consumer. 

Price is considered the highest-ranking factor that influences a consumer’s 

perception of a product. Whether a price is high or low tends to influence how the 

customer views the particular product or brand. Higher prices tend to be associated 

with luxury or better quality and lower prices tend to be associated with affordability 

and slightly less quality (Yan et al.,2020). Having lower or higher prices can be a 

factor that consumers consider while deciding whether or not to buy into a particular 

product or brand and either of them can be used effectively in influencing a 

consumer’s perception of a brand. Packaging of the product can also be a factor that 

influences the consumer’s perception. In the case of electric cars, this will be in terms 

of the quality of the material used to manufacture the cars. Using higher quality 

materials or lower quality materials has a direct impact on how a consumer perceives 

a brand and how this directly influences their purchase intention. Brand reputation 

and history also plays an integral role in how a consumer perceives a product or 

brand. Brand reputation is a form of advertising that relies on how longstanding 

consumers perceive the brand and how they then influence others and their opinions 

towards that brand. Take a case of Tesla, it has over the years built a brand 

reputation in the electric car market that just the mention of the brand brings a 

direct association to electric vehicles. Studies and research within the United States 

shows that most consumers who go for electric vehicles prefer Tesla because they 

tend to feel more connected to the brand (Hasan and Nasreen, 2012). Influencing 

and maintaining the consumer’s perception has proven to be very important by 

electric car manufacturers in their bid for increased sales and consumer loyalty.  
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2.5.3. Consumer purchase intention 

Consumer purchase intention is a measure of a consumer’s inclination to buy a 

product or service. The concept can seem quite simple at face value but it’s not as 

black and white as it seems and does not always involve a Yes or No answer.  

Purchase intention can be summed up as the sum total of cognitive, behavioral, and 

affective influences towards adoption, purchase, use of a certain product, brand, or 

service (Yan et al.,2020). There are different models that aim to explain purchase 

intention and the one that is the best fit in explaining consumer purchase intention is 

the Engel- Kollat- Blackwell Model, also referred to as the EKB model. The model is 

often used to organize and describe the growing body of knowledge/research 

concerning consumer behavior. As a comprehensive model, it shows the various 

components of consumer decision making and the relationships/interactions among 

them (Engel et al.,1978). The model breaks down consumer decision making in four 

simple steps that can also be linked to the Theory of Planned Behavior. Information 

processing is the first step in the EKB model, this gives a look into a consumer’s 

cognitive selective exposure, captured attention, understanding and retention of 

stimuli that are directly linked to a specific product that the consumer receives in the 

form of marketing information (Engel et al.,1978). The second step of the EKB model 

is the receipt and retention of the aforementioned stimuli in the central control unit 

of the brain, this aids the consumer when they need to compare different similar 

alternatives. This step gives the consumer an opportunity to employ general specific 

attitudes and personal preferences in the decision-making process (Engel et 

al.,1978). The next step is the decision process and this is triggered at any time 

during information processing, it involves recognizing a problem, internal and 

external search, and evaluation of the problem which in turn leads to the consumer 

arriving at a decision. The last influential step for a consumer’s purchase intention in 

the EKB model is external influences (Engel et al.,1978). This process entails the 

consumer recognizing environmental factors that may influence their purchase 

intention of a specific product. These are often factors such as: income, family, social 

status attached to the product, geographical influences, and culture. Depending on 

what the consumer is out after these factors may act favorably or unfavorably 

towards the purchase intention of a specific product. This model can easily be used to 

break down and understand the three major factors influencing the consumer’s 

purchase intention as explained by the Theory of Planned Behavior. 
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3.Method 

This section aims to explain how the study was conducted. It will give a better 

understanding of which methods were chosen and used and also why they were used. 

It also takes up and describes: the type of approach chosen, the sample selections 

made for the survey, the data collection, the validity, and reliability of the results of 

this study and also ethical aspects that is an essential component of any study that 

involves humans. 

 

3.1. Research Design 

This refers to a system of approach that is taken in order to design and execute the 

study in a way that the researcher is led to a result or conclusion at the end of the 

study. Quantitative research was chosen over qualitative research in this paper’s 

research design. Quantitative research is used when the research ends with 

conclusions. It also attempts to quantify a problem and understand how prevalent it 

is by examining the results and projecting that to a larger population to give a bigger 

picture to the study area (Creswell,2018).  

It is also used when a researcher wants to confirm or deny a hypothesis e.g., a link 

between income and quality of life. Quantitative data tends to be more structured 

and consistent than qualitative data as it mostly uses standard questions for the 

whole sample group which can then be used to make predictions (Creswell,2018). 

The results gotten from quantitative data collection methods can be analyzed 

statistically to show correlation between the factors being examined. Quantitative 

research also tends to be cost effective as depending on chosen method, the cost can 

be reduced to zero. In the case of this paper, the data collection was through a web-

based survey meaning that the researcher could keep costs very low while reaching a 

wider target sample group (Creswell,2018). 

Quantitative research is consequently described by Bryman and Bell (2015) as 

“entailing the collection of numerical data and exhibiting the view of relationship 

between theory and research”. Often the research design is created in a way that it 

tests out a hypothesis that already exists and that has been singled out for the study. 

It was the perfect choice for this study as it fit perfectly with the approach of 

answering the researcher’s question with the help of the selected existing theories. 

 

3.2. Data Collection Method 

The method chosen to collect the data that will be used in this paper is by means of a 

survey. Survey research is a highly effective method of measurement in social and 

behavioral science research (Ruel et al.,2016). Surveys are effective because they 

come in different forms and are very flexible in how you can administer them 

especially in the rise of the technological age. According to Mentz (2012) quantitative 

surveys distributed via the internet are becoming popular as a way to collect data for 

research and this is because it is time- efficient and cost effective, allowing one to 
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capture a lot of data in a compressed time frame. Research can be quite expensive so 

finding a way to conduct one while keeping costs low or non-existent is the selling 

point of using web-based surveys. Web surveys also have some disadvantages that a 

researcher needs to be aware of while beginning the process of structuring and 

creating a survey. These disadvantages can be a survey that uses general questions 

that can have multiple interpretations as FAO (n.d.) states the language used in the 

questions presented in a survey questionnaire can provide varying results during the 

analysis of the data. Another challenge is a survey that doesn’t get any respondents, 

as a researcher, you have to be proficient in the distribution of the survey so as to 

ensure you get the targeted number of respondents. The last challenge that can 

hinder your survey as a data collection methos is bias in the answers you get e.g., if a 

respondent is wary of how they will be perceived, that’s why it’s essential that you use 

clear and concise questions in very simple language that ensures the respondent feels 

no judgement or pressure and can be forward and truthful in their response 

(Mentz,2012). 

Surveys are much more than just questionnaires, they rely on proper design, 

representative sampling, simple language, and appropriate administration of the 

questionnaire (Ruel et al.,2016). The methodological design of a survey can vary and 

this means that they will need to be administered differently. The available 

methodological design can be cross-sectional or longitudinal: cross sectional surveys 

tend to capture a variety of opinions over one point in time while longitudinal 

designs tend to repeat the questionnaire at more than one point in time in order to 

make a comparison (Ruel et al.,2016). The design applied in the survey used in this 

paper was the cross-sectional design as the study only needed to capture the target 

sample group once. 

 

3.3. Survey design and Implementation 

The design of the survey happened in various stages. The goal was to do a pilot 

survey to test out some of the questions as Mentz (2012) advises as its easier to detect 

potential issues and errors as well as make improvements before the survey is 

published out to the public.  However, I decided to focus the lion share of my energy 

and effort in defining and structuring my research questions to suit what I was 

aiming to investigate: this involved using very simple but clear language and having a 

sequence of questions that flowed from start to finish. In survey research, the 

researcher selects a sample of respondents from a population and administers a 

questionnaire to them (Mentz, 2012). One thing I was keen to avoid was having a too 

long survey because I did not want to make it too much of a task for my respondents 

so as not to end up with either: too many incomplete surveys or incorrect answers 

just to complete the survey.  

The aim when creating a survey was first to ensure that it could be completed in 7-10 

minutes this is according to Ruel et al., (2016) the optimal time frame that most 

respondents are willing to voluntarily participate and stay mentally engaged in a 

survey. It was also vital that the questions be divided into thematic blocks that 

ensured that the survey had a systematic flow. Having themes in place for the 
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different sections of the survey also helped me in optimizing the questions and 

ensuring that they fell in the right category.  

The published survey started off with a letter of consent, followed by the actual 

questionnaire that was divided into five thematic blocks and amounted in a total of 

twenty-three questions. The first block consisted of seven demographic questions. 

Demographic questions serve as the first step for the researcher to gain background 

information on their participants. These questions provide context for the collected 

survey data, allowing researchers to describe their participants and better analyze 

their data (Allen,2017).  Common demographic questions explore participants: age, 

sex, country of residence, education, and employment, but can include any 

background characteristics that a researcher believes are essential to the research 

project while maintaining the privacy and anonymity of the respondents 

(Allen,2017). The second block consisted of 4 questions that aimed to figure out 

whether the participants: owned a vehicle, what distances they travelled on a daily, 

weekly, monthly, and yearly level and also to inquire if they already owned an electric 

car. This part is essential to capture as it influences the other following sections.  

The next section contained a matrix design question that aimed to evaluate their 

awareness and opinions on but not limited to what factors promote electric vehicles, 

what is the future of electric vehicles. This section was geared in finding a little about 

their understanding of the rising market for electric vehicles. The forth section 

consisted of two (select all that apply) questions. The third thematic block included 

general statements, but the focus was on the factors that would influence the 

participants in considering an electric car as an option and factors against it, 

respectively. The question offered more than one ‘correct answer’ as it aimed to 

figure out what the most influential factors for and against investing in an electric car 

were according to the respondents and also establish a link between possible 

interacting factors. The fifth section contained the risk perception questions. They 

were 5 and consisted of questions to do with electric cars, emissions, manufacturing 

process of electric cars and out of curiosity added a question regarding the 

informational sources that the participants use to get their knowledge on electric 

cars. I felt it would be curious to examine if this had an influence on the overall 

purchase intention. 

 

3.4. Selection and data collection 

In survey research, the researcher selects a sample of respondents from a population 

and administers a questionnaire to them (Mentz, 2012). The survey was aimed at 

people above the age of 18 with no upper age limit, the survey was also not limited 

geographically so anyone who has access to the internet and came across the survey 

could fill it in from wherever they were. The survey was conducted through 

nonprobability convenience sampling.  Nonprobability convenience sampling is a 

type of sampling where members of the target population that meet certain criteria 

often practical ones such as: geographical proximity, time availability, accessibility, 

willingness to participate are included for the purpose of the research (Etikan et 

al.,2015). This method was selected as it was faster which was beneficial as the 



 

19 
 

research period was quite short. It was also cost and time effective, as the 

respondents could respond easily as they did not need to be assembled anywhere, 

saving both time and monetary resources. It was also easier to reach a wider 

audience when the participating conditions were not limited or niched.  The survey 

was constructed and distributed via the Survey and Report site that is the web-based 

research platform that is facilitated by Karlstad University. The reason for selecting 

this site was because it is recommended by the University and also follows the GDPR 

regulations that are essential when it comes to research studies. 

 

3.5 Method of analysis  

The result was analyzed using quantitative analysis. The data collected from Survey 

and Report was coded and compiled into diagrams and tables with the help of the 

Microsoft Excel program. The analysis was divided into different stages. First was to 

close the survey, the plan was to run it for 2 weeks but extended it to 2 and a half 

weeks as I had not reached my target in terms of participation. The survey ran from 

11th of April 2022 to the 29th of April 2022 and was distributed on the social sites: 

Reddit and Twitter. After this, the survey was closed and the results were then 

transferred to Excel, analyzed, and presented in the results chapter of this paper. 

The questions had different purposes, so it was important to show a clear and 

adapted result. The results therefore employed two different quantitative analysis 

methods. The first is called univariate analysis and as Bryman (2018), explains it is 

used when analyzing one variable at a time. This can be done through diagrams, 

tables, and frequency tables. This method was used only when the total answer to a 

question is to be presented, like in the sections of environmental awareness and 

knowledge on electric cars. The second method is bivariate analysis and again 

Bryman (2018) suggests that it is best applied when comparing two variables, in 

order to show a relationship or lack of it. The method was used in the representation 

of information such as gender and age.  

 

3.6 Sampling Issues 

The reliability and validity of the results of any research depend on creating a solid 

research design, choosing appropriate methods to collect samples or data, and 

ensuring that you conduct the research in a consistent and careful manner (Heale & 

Twycross,2015). Validity of a quantitative research is assured by using appropriate 

scores to measure variations in the study topics e.g., extent to which one thinks 

electric cars improve the environment. You also ensure validity by choosing 

appropriate methods of measurement that are targeted to the specific aspect that you 

would like to investigate, so you should do some prior research to ensure this (Heale 

& Twycross,2015). This was applied in this study by creating survey questions that 

were based on previous established theory that I had researched on but relevant to 

the research that I was conducting. To ensure reliability in a research study, it is 

important that the tools and techniques to collect the data to be used in quantitative 

research are stable, precise, and replicable (Heale & Twycross,2015). While collecting 
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data it is important to ensure reliability by standardizing the conditions. This can be 

achieved by keeping the circumstances as consistent as possible to reduce the 

variations that can be created by the influence of external factors. This was ensured 

in the study by providing the participants with the same information and the same 

conditions to complete the survey. 

 

3.7 Ethical aspects 

According to the Swedish Research Council (2021), it is important that a researcher 

maintains a certain level of ethics while conducting their research. The first thing is 

the protection of the participants on an individual level. The researcher has to ensure 

that the participants are assured of protection of the information they share. The 

research should also ensure that the participants are aware of their free will to 

participate and that the research involves a consent form that provides the 

participant with the option to drop off the study at any time without any 

repercussions (Swedish Research Council,2021). The researcher also has to ensure 

proper handling of the data during and after the research period and should provide 

the participants with accurate information of what happens to the data collected. The 

consent form provided for the survey provided this information and also gave the 

participants the option to opt out of the study at any point.  

A researcher should also ensure that their study is beneficial to society. This can be 

achieved by using appropriate methods to formulate a problem statement that 

reflects a problem that is already existent in society and also adequately state how the 

research aims to solve the problem. In this case, the study was conducted and will be 

distributed in a way that the information in the paper can be used on a societal level 

to help one in decision making or even to create space for open discussions or further 

research in the field.  
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4.Results 

 This chapter contains a presentation of the results of the analysis of the data 

collected through the survey method described above. The results are represented by 

use of descriptive statistics: tables and graphs are  included as a way to simplify and 

visualize the results.  

 

4.1. Demographic Background. 

There was a total of 122 respondents answering the survey. The survey had 

respondents from various countries. There were 20 countries represented in the 

survey, with the majority of the respondents being from the Netherlands. Other 

participating countries were: Germany, U.S.A., United Kingdom, Sweden, Denmark, 

Norway, Hungary, Singapore, Slovenia, Malaysia, Canada, Australia, France, Spain, 

Finland, China, India, Philippines and Cyprus.  

 

The sampled group as represented in table 1 consisted of the following: 52% 

identified as male,46% as female and 2% identified as Nonbinary/Third gender. In 

the different age group categories, the survey had 29% of the sample group belonging 

to the Under 25 years category, 65% belonging to 25-39 years category, 3% belonging 

to the 40-59 age group and another 3% for the 60 years or more age category. When 

it comes to occupation: 63% of the respondents are employed,2% are 

unemployed,28% are students,4% are self-employed and 3% are retired. The level of 

education in the sampled group is as follows: 18% of the sampled group had attained 

high school level, 55% had attained a bachelor’s degree while 27% of the group had 

attained a masters or post graduate diploma. The income level from the sampled 

respondents showed that 114 of the respondents earned yearly below $300,000 while 

8 of them made $300,000- $500,000. the survey also inquired on the type of 

residential areas the respondents lived in and the results show that of the 

respondents:  57% of the sample group reside in urban areas, 25% in rural areas and 

18% reside in suburbs.  

 

Table 1: Demographic representation of the 122 respondents 

Gender Percentile representation of 
Respondents 

Male  52% 
Female 46% 
Nonbinary/Third gender 2% 
Age Group  
Under 25 years 29% 
25-39 years 65% 
40-59 years 3% 
60 years or more  3% 
Education level  
High school 18% 
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Bachelor’s degree 55% 
Masters/ PG diploma 27% 
Income (Yearly-USD)  
Below $300,000 94% 
$300,000- $500,000 6% 
Occupation  
Employed 63% 
Unemployed 2% 
Student 28% 
Self-employed 4% 
Retired 3% 
Type of Residential Area  
Urban 57% 
Rural 25% 
Suburbs 18% 

 
 

4.2. Car ownership and distance travelled.  
 
The survey results show that 7 of the respondents owned no car, 64 of the 
respondents owned one car, 41 of them owned 2 cars and 10 of them owned 3 cars or 
more. The figure below represents the car ownership per household data. 
 
 

 
  Figure 2: The number of cars owned/household                     
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4.3 Commute and general EV questions 
 
The figure below presents the distribution of respondents respective of how much 
they travel certain distances and how frequently they do it. 
 

 
Figure 3: The amount of distance travelled compared to the frequency variables. 

 
The survey asked the respondents if they owned an electric car, a hybrid car or no 
electric car. 14 of the respondents did own a fully electric car, 31 of them owned a 
hybrid electric/petrol car and 77 of them did not own an electric car. The results are 
presented in the figure below. 
    

 
Figure 4: Ownership or lack of electric vehicles 
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on the electric vehicles and 25 respondents were not sure. The results are 
represented in the graph below. 
 

 
Figure 5: Respondents results on the reliability of electric vehicles 

 
By interpreting figure 6, its able to see how the respondents felt about their 
likelihood to buy electric vehicles in the next two years The results below are 
representative of the purchase intention of the consumer in the period of the next 
two years with 58 respondents likely to buy one,14 choosing the will definitely buy 
one,20 are considering but need a little convincing while 24 and 6 respondents are 
unlikely to buy one and definitely not buying one respectively. 
 

 
Figure 6: Respondents likelihood to buy an EV in the next 2 years 

 
 
 

 
 
 
 
 
 

25

24

73

0 10 20 30 40 50 60 70 80

Maybe

No

Yes

No. of respondents

Relaibility of EVs

14

58

20

24

6

0 10 20 30 40 50 60 70

Will definitely buy one

Likely to buy one

Considering but need convincing

Unlikely to buy one

Definitely not buy one

No. of respondents

Likelihood to buy EV in the next 2 years



 

25 
 

4.4. Awareness on Electric Vehicles  
 
This section aimed to find out how much the respondents knew about electric 
vehicles, impact on environment and a prediction of electric vehicle presence in the 
future. It presented the respondents with some key statements regarding electric 
vehicles and the respondents were to respond using: strongly agree, somewhat agree, 
neutral, somewhat disagree and strongly disagree to respond to the statements 
presented.The results are presented in the figure below. 
 

 
Figure 7: Statements on awareness of electric cars, environmental impact and future predictions 
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4.5 Factors for and against EV vehicles 
 
The respondents also got to answer questions regarding what factors could 
potentially influence their decision to purchase electric vehicles and also what factors 
could potentially prevent a purchase of an electric vehicle.  The two figures below 
represent the respective factors in scale of how many times they were selected as a 
factor with the number on the horizontal axis corresponding with the number of 
respondents selecting each factor. The respondents could pick more than one option 
from the selected factors as its reflected in the figures below. 
 

 
Figure 8: Factors influencing respondents decision to purchase electric vehicles 
 
 

 
Figure 9: Factors influencing respondents decision NOT to purchase electric vehicles 
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4.6. Risk perception  
 
In the last section of the survey, the respondents were asked questions pertaining to 
the environment, their views on electric vehicles in relation to the environment and 
which information source they find most reliable to get useful and trustworthy 
information about electric vehicles. The figures below represent the results collected. 

 
Figure 10: Reliable information sources on electric vehicles according to respondents 
 
 
The respondents were also asked about how conscious or not conscious they were 
about the environment in a bid to understand what their perception of their view on 
the environment was. The results below shows the information analyzed. 
 

 
Figure 11: How conscious the respondents are about the environment 

 

 
 
 
 
 

108

57

97

105

103

34

110

0 20 40 60 80 100 120

Internet searches/Online websites

Car magazines

Blogs/Customer reviews

Social media

Youtube/Advertisements

Newspapers

Word of mouth

No. of respondents

Reliable source of info. regarding EVs

10

27

85

0 10 20 30 40 50 60 70 80 90

Not Conscious

Highly Conscious

Somewhat Conscious

No. of respondents

Environmentally Conscious



 

28 
 

4.7 Environmental beliefs  
 
The respondents were also asked how they perceived their choice to buy an electric 
car will influence their overall image to themselves and others. The figure below 
represents the collected data on expected impact of electric vehicle purchase.  
 

 
Figure 12: Expected impact for the respondents after EV purchase 

 
 
In a bid to understand who the respondents relied to on advice regarding an Ev 
purchase. The respondents had to select only one option from the available choices 
and the result are represented in figure 13. 
 

 
Figure 13: Results on who the respondents seek advice on regarding EV purchase 
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Figure 14: Statements regarding EV production and marketing processes. 
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5. Discussion 

 This chapter will aim to discuss and analyse the findings of the research . This will 

be done by identifying and comparing the results obtained from the survey with the 

theoretical framework that is to be applied in this study. 

 

5.1. Methodological discussion 

Using a survey as the method of data collection worked well during the study. It was 

an effective way to get a reasonable amount of data over a short period of time. The 

construction of the survey did not predetermine any specific group as the target and 

this had its advantages and disadvantages during analysis. By not having a niched 

audience, the survey was open to all but this also meant that the collected data was 

also wider and scattered. This can be easily attributed with the data collection 

method used to collect data that was nonprobability convenience sampling, 

according to Etikan et al., (2018), this method offers no specific niche criteria such as 

gender that would easily explain the higher number of male respondents. It was also 

a time limited survey so the amount of people that were able to access the survey was 

limited to a specific time frame. The age representation is also quite scattered which 

can also be attributed with the data collection method, this makes it hard to 

generalize the results. With the low representation of values in some of the variables, 

it as difficult to make representation analysis. 

 

5.2. Results Discussion 

5.2.1. Understanding consumer needs 

The study aimed to form an overall picture of what the respondents need for a car 

were, this is reflected in the questions regarding how many cars a household had and 

the distance travelled over specific frequencies. This was important because 

according to Han et al., (2017) one of the key factors in establishing whether 

consumers will adopt electric vehicles is understanding their general wants  and 

needs. By knowing how frequent the respondents travelled certain amounts of 

distances over specified time frames it was easy to map out what their needs in terms 

of a car looked like. As majority of the respondents already owned at least one car, it 

can be deduced that the respondents generally prefer driving in their own car rather 

than using alternate modes of transport like: buses and railways. The reasons that 

the consumer might have for wanting to travel using their own cars can according to 

Hjorthol (2013) include: comfort, wanting to own their travel time, ability to make 

stops, ability to travel light or heavier and flexibility and freedom to move around 

during travel. The study also investigated how many of the respondents had already 

purchased an electric vehicle or variants of it. This was included to give credibility to 

the studies as Heale and Twycross (2015) explain, while conducting research it is 

vital to understand what factors of the data collected can influence the overall study 

and overlooking how many people already owned electric cars or their variants would 

create research gaps that would make it impossible to explain the  consumer’s 
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purchase intention. Understanding how many people had already opened themselves 

to the electric car markets also sheds light to how consumers think and can easily 

explain what their influences are in regards to purchasing electric vehicles.  

 

5.2.2. Risk Perception and Consumer behaviour 

Han et al., (2017) emphasises the role that trust plays in consumer behaviour. This is 

reflected in figure 4 where the consumers are asked what their trust level is or how 

reliable they think electric cars are. Reliability of electric cars is according to Hjorthol 

(2013) dependent on factors such as: how much distance can be covered per charge, 

availability of charging ports on the chosen travel routes, time required to charge the 

batteries. The study showed that the respondents were of mixed notions as to the 

reliability of electric vehicles. A majority number of the respondents trusted the 

reliability while the rest either did not trust or were not sure as to whether the 

electric cars on the market were reliable. Electric vehicles are fairly new in the 

market and as Han et al., (2017) explains the adoption of electric vehicles is still 

faced with uncertainty within the consumer market and these uncertainties have an 

influence on the purchase intention. 

Consumer behaviour is often generally interlinked to current world trends and the 

electric car market has been gaining popularity according to Brown and Steenhof 

(2010), this is reflected in the study by the number of respondents who were open to 

investing in electric cars in the foreseeable future. With the rising concern for climate 

change especially in regards to reduction of greenhouse gases in the environment, 

there has been an increased concern in the role the transport sector plays in the 

emission of these gases in the atmosphere (European Comission,2017).  

The results of this study also shed light on the factors that could influence the 

consumer to purchase or to not purchase electric vehicles. The factor that the 

consumers felt was the most convincing for purchasing electric vehicles was the price 

in terms of fuel economy. This refers to the expenditure tied to the use of the car.  

Electric cars have been marketed as costing significantly less to use as compared to 

their gasoline counterparts (Franke et al.,2012). This reflects a general consumer 

attitude that an action or commodity is often more attractive and the purchase 

intention increases if there is  a promise to save or spend less. According to Stoknes 

(2015), people’s self-interest and preference of short-term influences how they act 

upon new information and how they respond to communication.  

 

5.2.3 Consumer perception and purchase intention 

Consumer perception according to  Yan et al., (2020) is often linked to how a 

consumer views a product or commodity, he explains that consumers will always 

either view the product  as an opportunity or  a threat and that whatever of the two 

factors is amplified will always reflect the perception of the consumer. This 

connection can be linked to the number of respondents that felt they were likely to 
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invest in electric cars in the foreseeable future as they view it as an opportunity to 

save or spend less and this motivates them to consider purchasing an electric vehicle.  

The second most influential factor was environmental impact and carbon emissions. 

There has been an increase in general concern for the environment and the 

emphasized need to make better decisions so as to save the environment and 

preserve it also for future generations (UN,2017). This concern for the environment 

is heavily emphasized by frameworks like the SDG goals among others that aim to 

preserve the environments overall health. Understanding consumer behaviour is 

taking into account what influences the consumer’s perception. Engel et al., (1978) 

seeks to explain the connection between consumer actions and the  various 

components of consumer decision making including the relationships and 

interactions between these interacting components. Balancing the need to spend less 

and concern for the environment is what the study deduced was the factors 

influencing the adoption of electric vehicles in the sampled group. The concern for 

the environment is influenced by the consumer’s risk perception towards their 

contribution to the environment and whether their contribution is positive or 

negative. Consumers ability to make decisions is heavily influenced by certain risk 

parameters and their ability to feel that their actions can be of some influence to an 

overall cause. In acknowledging that consumers are humans, there is also the factor 

of human behaviour that comes to play in the adoption of electric vehicles. The 

theory of planned behaviour according to Ajzen (1991), can be applied in explaining 

how human behaviour can influence purchase intention. The theory explains that 

three components are essential in decision making processes in humans. These are 

attitudes, subjective norms, and perceived behavioural control. These factors are 

greatly influenced by the consumer’s risk perception. The attitude of a consumer is 

shaped by what pre-set beliefs they attach to an action. If a consumer attaches the 

belief that they are contributing to preserve the environment, then the action they 

choose will always attempt to reflect that belief. Subjective norms come to play in the 

fact that as humans we care about what others think of us and if we believe a certain 

action will be perceived in a positive light then the motivation to perform an action is 

amplified.  

The least influential factor on a consumer’s intention to purchase an electric vehicle 

was brand according to the results reflected on figure 8. There has been a lot of 

development in the field of electric car manufacturing and according to Han et al., 

(2017), this has led to more variety and options for the consumer. More variety and 

options means: flexibility in terms of purchase price, design, and specifications of the 

vehicles. The study reflects this knowledge on the consumer’s part on availability of 

options, which means that the consumers will opt for various options that fit their 

various needs and general preferences. Hassan and Nasreen (2012) explain that the 

ability for a potential consumer to have options not only influences their intention 

but their attitude towards a certain product, it also emphasizes that consumers enjoy 

the ability to choose from a number of options and this factor greatly influences their 

purchase intention.  

Consumer purchase intention is not exclusively tied to what factors may influence a 

consumer to buy, but also takes into account what may influence a consumer not to 
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buy. According to Weber et al., (1978), consumerism is greatly shaped by economy 

and society. In the study, the respondents were given a set of options that might 

influence their decision not to purchase an electric vehicle. It showed that high initial 

purchase cost was a hindrance in the purchase intention for electric vehicles. Han et 

al., (2017) explains the correlation between the high price of an electric car with the 

influence of its adoption in the market There is a high cost involved in the production 

of electric vehicles and this is highlighted by the IEA (2020), as a major challenge in 

the adoption of electric vehicles. Most people can simply not afford the upfront costs 

associated with owning an electric car and coupled with the other parallel factors 

such as: not enough charging ports and limited driving time, has made the process of 

adoption slow and challenging. The respondents felt the high price was unattainable 

for most consumers and this already is a factor that influences the purchase intention 

directly. 

 

5.2.4 Environmental awareness and Informational Sources 

In understanding how environmental factors influence consumer-based decisions, 

the study sought to find out how conscious the respondents were about the 

environment in general. A majority of the sampled group fell in the categories of 

highly conscious or somewhat conscious. Consciousness of the environment can be 

linked directly to a person’s belief and the societal beliefs surrounding the topic 

(Hjorthol,2013). These environmental perceptions were also reflected in the study by 

the presentation of various statements linked to electric vehicles and the 

environment and sought to see what the attitudes and perceptions of the study group 

were. The study showed that most of the respondents felt the electric cars could 

improve the state of the environment as they promise less emissions into the 

atmosphere during their operational time frame (IEA,2020). They also felt that most 

cars will be electric in the foreseeable future, this means that their purchase intention 

is influenced by the outlook of the market on a long-term scale.  

Our sources of information as consumers can greatly influence our cognitive abilities, 

which then influence our decisions and actions (Hassan and Nasreen,2012). The 

study showed that the most reliable source of information was word of mouth, this 

means that the respondents relied on other people’s experience, probably those 

closest to them as their primary source of information regarding electric vehicles. 

Theory backed by Francke et al., (2012) suggests that consumers often build their 

perceptions on a product from what friends and family say and use this information 

to establish whether a product is good or not, which gives form to their purchase 

intention. Establishing whether a product is good or not can be described as risk 

evaluation. A consumer values the risk attached to a product by what the return of 

investment will be in direct proportion to what the price of the product is (Han 

etal,2017). The social action theory according to Weber et al. (1978) seeks to explain 

how a society shapes and forms its approach and attitudes towards a product, action 

or behavior. In understanding the societal context of relying on information from 

those around us we can see that human behavior and actions can be adapted and 

influenced by the society. This can also be tied back to the subsection of subjective 

norms in the TPB model by Ajzen (1978), the study showed also that a high number 
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of respondents relied on the advice and opinion of family and friends regarding 

purchase intention of electric vehicles. Subjective norms are formed by the perceived 

social pressure put on us by others to behave/act in a certain way and by an 

individual’s willingness to be influenced by this societal pressure (Ajzen,2012). The 

reliance on the opinion of family and friends as a reliable source of information on 

electric vehicles as well as valuing their opinion towards the purchase intention of 

said vehicles, we can see how consumer perceptions are influenced and how this then 

shapes the consumer behavior. The study shows that most respondents felt positive 

that the future cars were going to be electric, so it makes sense that the perceived 

behavior promotes the ability to embrace electric cars as the new future. The 

perceived behavioral control subsection of the TPB model (Ajzen,2012) can be 

applied here.  The belief that all the cars will soon be electric, helps the consumer to 

validate their decision by facilitating the need to feel in control of the results of their 

decisions. 

Consumer purchase intention seeks to understand the consumer’s behavior and 

perception from different angles to better explain the interacting factors that 

influence decision making processes (Hassan and Nasreen,2012). It is expected that 

a consumer should have some knowledge on a potential product. Electric vehicle 

manufacturing processes require some minerals that exist in the environment 

(Dummet,2017). These minerals are quite rare in the environment and on top of that 

they are nonrenewable meaning they do not regenerate once mined or extracted. 

Most of the marketing done on electric vehicles focuses on zero tailpipe emissions 

and less noise and less reliance on fossil fuels which is often associated with good 

environmental impact. However, most marketing fails to reveal or simply withholds 

the environmental impact that electric vehicles production puts on the environment. 

Dummet (2017), highlights these negative factors surrounding the mining and the 

production processes of electric vehicles. Environmental impact is not only limited to 

the pressures that an action puts on the environment, according to Cunningham and 

Cunningham (2017), the impact can also be measured on an economic and social 

scale. The mining of the rare minerals involve exploitative labor and processes that 

do contribute to a negative environmental impact (Dummet,2017).  

The study showed that in as much as the respondents were conscious of the 

environment, a majority of them did not understand the impact that the production 

of electric vehicles had on the environment. Consumer behavior can sometimes 

ignore some factors on a product in favor of other more shining factors in a bid to 

promote the purchase intention. As Ospina (2021), explains, social action can 

sometimes ignore some key social influences e.g., distribution of power and 

resources when defining or shaping a societal norm. The study also reflects how 

overall perceptions can vary when it comes to actions. It was revealed in figure 8 that 

the two most influential factors in a consumer’s purchase intention of electric 

vehicles was the fuel price economy and the environmental impact. Figure 14 

however reveals that the consumers feel the environmental impact of the production 

process of electric vehicles is justifiable in parallel to reduced emissions. The 

production process according to Dummet (2017) is not only not sustainable for the 

physical environment but also creates a hostile and exploitative work environment 

for the workers. The study also concludes that in as much as there is overall concern 
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for the wellbeing of the environment, the driving forces towards the purchase 

intention of electric vehicles is heavily of a financial nature. The main factors 

influencing the purchase intention are potential to save on fuel economy and 

government incentives like cheaper road tax for the consumers. However subtle 

interacting factors are opinions of family and friends on electric vehicles and the 

concern for the environment. The theories applied to this study can also be found to 

be relevant in showing that consumer’s purchase intention is heavily influenced by 

our attitudes and beliefs, the perceived opinions of those close to us and the 

perceived societal norms surrounding a product.  

 

5.3 Future Research 

There is room for more research on the topic, by involving a wider audience or a 

more niched sample group, this was because this study was small and it was hard to 

develop a representation analysis on some of the results that had a higher number of 

variables.Qualitative studies on risk perception involved in consumer purchase 

behavior could also be done, this could give a deeper and better understanding to 

what themes take center stage in risk perception for a consumer. Possible future 

research based on this study could also  involve more in-depth analysis of the 

manufacturing of electric vehicles and also the recycling of said electric vehicles at 

the end life stage. These underlying factors coupled with the factors addressed in this 

paper, could shed better light at the purchase intention in the coming years. 
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6. Conclusion 

This chapter seeks to discuss the research questions introduced at the beginning of 

this paper and conclude the study. The study aimed to investigate the consumer’s 

intention to purchase electric vehicles in the backdrop of user influences and risk 

perception. It also seeks to investigate their purchasing intention in regard to 

environmental impact and awareness. The study asked the following questions. 

1. What is the general consumer’s intention to purchase electric vehicles? 

2.What are the factors associated with user beliefs/attitudes and  environmental risk 

perceptions that  influence the consumer’s  purchase intention of an electric vehicle? 

The study concluded that there was a rising trend in the acceptance of electric 

vehicles as the future of sustainable mobility. These trends can be greatly linked to 

environmental influences brough about by the rise of environmental education and 

awareness. The majority of the sample group were in favour of purchasing electric 

vehicles as opposed to fossil fuel vehicles, this was greatly backed by the fact that 

electric vehicles are believed to be less harmful to the environment during their 

operational period.  The study also showed that the greatest influencing factor 

towards the purchasing of electric vehicles was the price/fuel economy with most of 

the sample group believing that they will save more by buying an electric car as 

opposed to fossil fuel. In the same breath its noted that the most limiting factor 

towards embracing electric vehicles was its high purchase cost. Most of the sample 

group, were either starting off their careers or just getting settled in, so the high price 

tag on the electric vehicles was a hindrance despite the desire to purchase among the 

sample group. The majority of the respondents also believed in the reliability of the 

electric vehicles, and this corresponds with the purchase intention being high. In 

terms of environmental risk that the electric cars pose to the environment during the 

manufacturing stage, most of the respondents seemed oblivious to the fact that the 

manufacturing of electric cars posed potential risks to the environment. The 

manufacturing stages  of electric vehicles could prove to be detrimental to the 

environment in future, so the consumer’s awareness could be raised on the topic. In 

conclusion, there seems to be a rise in the acceptance of electric vehicles and its 

perceived positive influence on the environment. There also seems to be many 

interacting factors influencing the purchase intention going up, however there are 

also underlying factors that are not being addressed when it comes to the marketing 

of electric vehicles with regards to its supposed positive impact on the environment.  
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Appendix- 1 Information letter on Survey 

 
Hey, 
My name is Winnie Akoth and I am studying the last year of the program: Environmental Science and 
Risk Management. The study is part of my Bachelor thesis, and it is about Purchase intention of 
electric vehicles on the backdrop of user attitudes and risk perceptions. 
 
Electric vehicles are gaining popularity in the automobile market and they are marketed as the 
future of Sustainable Mobility. The various parts of the survey aims to investigate reasons for or 
against purchasing electric vehicles, awareness of environmental impacts, opinion on current trends 
and predictions of future market trends  
in regard to electric vehicles as well as sources of information on electric vehicles. 
The survey is aimed at those who are at least 18 years of age and is not limited geographically. 
The questionnaire is estimated to take 7-10 minutes to complete. Your participation is highly 
appreciated. 
 
Personal Information 
The personal data is processed according to your informed consent. Participation is voluntary and 
you can revoke your consent at any time without giving a reason. Though, it will not affect the data 
processing before your revoke. All the information we receive will be processed in such a way that 
no unauthorized person can access it. 
 
Karlstad University is the controller for the personal data. According to the General Data Protection 
Regulation, GDPR, you have the right to request from the controller access to and rectification or 
erasure of personal data or restriction of processing concerning the data subject or to object to 
processing. Any complaints about how Karlstad University is processing personal data may be 
directed to the Swedish Authority får Privacy Protection, Integritetsskyddsmyndigheten. Contact 
details to the Data Protection Officer at Karlstad University are dpo@kau.se. For more information 
about how Karlstad University is processing personal data see https://www.kau.se/en/gdpr 
 
Contact information for those responsible for thesurvey  
Winnie Akoth, Student 
winn.seim100@student.kau.se 
 
Syed Moniruzzaman, Supervisor 
 
 
Select the “I agree” button to participate in the survey and approve that Karlstad University process 
personal data in accordance with the current data protection regulation and information provided. 
 
 
 

 

 

 

 

 

https://www.kau.se/en/gdpr
mailto:winn.seim100@student.kau.se
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Appendix 2- Survey 

 

 

What is your gender? 

Male 

Female 

Non binary/Third gender 

Prefer not to say 

What age group are you in? 

Under 25 years 

25-39 years 

40-59 years 60 

years or more 

What is your education level? 

Did not complete high school 

High school 

Bachelors Degree 

Masters/PG diploma 

PhD 

What is your yearly income? 

Below $300,000 

$300,000-500,000 

$500,001-1,000,000  

Above $1,000,000  

Which country do you live in? 

 

What kind of area do you live in? 
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Urban 

Rural 

Suburbs 

What is your current employment status 

Employed 

Unemployed 

Student 

Self employed 

Retired 

How many vehicles do you/ your household currently own? 

0 

1 

2 

3 or more 

How often on average do you make each of the following trips? 

       Less often 

Few  times a Once a        Every 3  Every 6       than 6  

 Everyday week month months months months 

Short distances (0-

50km) 

Medium distances (50-

100km) 

Longer distances 

(100km+) 

Do you currently own an electric car? 

Yes, a hybrid electric/petrol car 

Yes a fully electric car 

No, I do not own an electric car 

Do you trust the reliability of electric vehicles? 

Yes 

No 

Maybe 

How likely are you to consider buying an electric car in the next 2 years? 
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Will definitely buy one 

Likely to buy one 

Considering buying one but need convincing 

Unlikely to buy one 

Definitely will not buy one  
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Below are some statements people have made about the benefits of electric vehicles. For 

each statement, please feel free to pick the option that best describes you 

Strongly 

agree 

Somewhat 

agree Neutral 

Somewhat 

disagree 

Strongly  

disagree 

70% of cars in 2050 will 

be electric 

Electric vehicles save a 

lot of money for car 

buyers 

Electric cars improve  

the state of the                                                                                    

environment 

 

Is owning an electric car  

Advantageous over 

owning a gasoline  

powered car 

 

Electric vehicles can  

100% replace gasoline                                           

Vehicles 

 

Electric vehicles are too  

expensive 

for most buyers 

                                                        

Caring about the environment is  

part of the decision process 

 while choosing whether                   

or not to buy an electric car 

 

The cost to charge an electric 

vehicle is much less than the fuel costs        

for a petrol or diesel vehicle 

 

Electric vehicles are  

environmentally friendly 

because they have zero emissions 



 

45 
 

It is easy to find information regarding       

electric vehicles 

Which of the following would you consider when buying an electric vehicle?(Select all 

that apply) 

Price/Fuel economy 

Environmental Impact/Carbon emissions 

Current trends 

Cost to run/Performance 

Noise level/ease to drive 

Brand 

Resale value 

Cheaper road tax 

What might discourage you from buying an electric vehicle?(Select all that apply) 

Limited options for recharging car 

Limited driving time 

High purchase cost 

Lack of consumer choices 

I dont trust the technology 

Are you environmentally conscious? 

Highly conscious 

Somewhat 

Not conscious 
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From which sources do you get the most knowledge about electric cars?(rate them 

according to how informative the information is) 

 Learn nothing Learn something Reliable source 

Internet Searches /Online 

websites 

Car magazines 

Blogs/Customer reviews  

Social media 

Youtube 

/Advertisements 

Newspaper 

Word of mouth 

 

 

 

How do you think buying an electric vehicle will impact your image 

A positive impact on my image 

No impact on my image  

Negative impact on my image 

How important is someone's advice regarding your car choice being electric?(Select all 

that apply) 

Will consider the opinion of family and friends 

Will only take into account the advice of professionals 

Will consider peer 

suggestions I rely on my own 

knowledge 

Are you aware of the manufacturing processes of electric vehicles? 

Yes  

No 

Electric vehicles require materials that are rare in the environment and thus the cost of 

manufacturing them is costly for the environment, however they do offer zero emissions 

throughout their lifetime. Do you think that the high manufacturing cost on the 

environment is justifiable with zero emissions? 
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Yes 

No  

Maybe 

Do you think government incentives such as cheaper road tax are good enough to make 

you invest in an electric car? 

 
 

 

 

 

Yes 

No 

Maybe 


