
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Electric Vehicles 

 

Factors Influencing the Purchase 

Willingness towards Electric Vehicles 

in China 

Master’s Thesis 15 credits 

Department of Business Studies 

Uppsala University 

Spring Semester of 2019 

 

Date of Submission:  5th June 2019 

Author:  Jian Wang 

                     Wei Zhou 

Supervisor:  Cong Su 

 Lingshuang Kong 



Abstract:  

As China is facing environmental problems, they are producing positive policies in order to 

stimulate the sales of electric vehicles. In addition, China is one of the largest electric vehicle 

markets in the world and the electric vehicles market has a promising growth potential. In light 

of this, this thesis aims to investigate the factors affecting Chinese consumers’ willingness to 

purchase electric vehicles. This thesis draws on rational choice theory to analyze the six 

determining factors including driving range of electric vehicles, charging infrastructure, 

purchase cost, government financial incentives, individual environmental awareness and 

perceived social influence, as electric vehicles are not cheap goods and make consumers take 

full consideration before buying. This study adopts a quantitative approach and conducts a 

survey to investigate this topic. Based on 249 online questionnaires from Chinese consumers, 

this study employs SPSS to conduct a regression analysis to test the six determining factors. 

The empirical results indicate that charging infrastructure, government financial incentives, 

individual environmental awareness and perceived social influence have significant impact on 

Chinese consumers’ willingness to purchase electric vehicles, while our results do not show 

that the driving range of electric vehicles and purchase cost matters in influencing Chinese 

consumers’ willingness to purchase electric vehicles. Meanwhile, this study contributes to the 

research on the consumption of electric vehicles by providing an empirical context of China, 

considering rational choice theory and understanding perceived social influence. Also, this 

study provides relevant suggestions to electric vehicle manufacturers and the Chinese 

government about how to encourage the Chinese to adopt electric vehicles in China.   
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1. Introduction 

1.1 The Growth of Electric Vehicles 

Nowadays, electric vehicles are being developed as an effective solution for the lack of fossil 

fuels and environmental issues, especially with carbon dioxide (CO2) emissions. 

Environmental issues stemming from traditional transportation have been increasing. For 

example, transportation accounts for about a fifth of greenhouse gas emissions (EEA, 2019). 

Another example is about the United States, transportation accounted for the largest portion 

(28%) of total U.S. greenhouse gas emissions in 2016 (EPA,2019). Thus, in view of the 

importance of taking action to address climate change, many governments have implemented 

positive policies to reduce environmental issues which include encouraging people to drive 

electric vehicles (Brady and O’Mahony, 2011). Developed countries have been more active in 

promoting electric vehicles and have greatly improved in recent years. In the first quarter of 

2019, the registered electric vehicles in Europe increased by 41% to 126,885 units (Henk 

Bekker, 2019). In more detail, many European countries have developed long-term electric 

vehicle development plans. For example, the target of France is to keep 2 million cumulative 

electric vehicles by 2020 and Germany aims to maintain 1 million cumulative electric vehicles 

by 2020 (Tan et al., 2014). Meanwhile, the United States has one of the largest market shares 

of electric vehicles. In the early years, it targeted the deployment of over 22,000 chargers, 

including 350 fast chargers by 2014 (Tan et al., 2014). In 2018, the total U.S. electric vehicle 

sales came in at 361,307 unit which is a 70% increase in sales compared to 2017 (InsideEvs, 

2019). These examples indicate that the market prospects of electric vehicles are relatively 

optimistic in developed countries.  

As China is the largest carbon dioxide emitter in the world (Tan et al., 2014), the government 

has started to make positive policies to reduce carbon dioxide emissions. In order to achieve 

this target, China launched the Electric Vehicle Subsidy Scheme (EVSS) in 2009, followed by 

an update in 2013 (Hao et al., 2014). To promote electric vehicle adoption, China also has 

implemented a series of other measures, including macroscopic demonstration policy, 

technical support policy and charging infrastructure policy. Over the past decade, China has 

remained its position as the world’s second largest producer, accounting for 20.5% of global 

vehicle production in 2018 (ACEA, 2019). Therefore, it laid a solid foundation for the 

development of new electric vehicle business in China. For global electric vehicle sales in 2018, 

the largest growth area was China, where sales increased by over 500,000 units to 1.2 million 
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and stood for 56 % of all electric vehicle sales (Gasgoo, 2019). In particular, a typical sample 

was about China’s local brand, BYD, which sold nearly 250,000 electric vehicles in 2018. 

However, the major vehicles’ manufacturers in China are demonstrating their interest in the 

development of electric vehicles (Zheng et al., 2018). Currently, China is the second biggest 

market for vehicle manufacturers in the world. Since the Chinese government has strong policy 

support for electric vehicles, more and more conventional vehicle manufacturers have started 

to invest and develop the business of electric vehicles. 

1.2 Research Purpose 

Acknowledging the rapid development of electric vehicles, an increasing number of 

researchers have paid attention to study consumers’ adoption of electric vehicles. In this 

research field, one important and popular issue is individual willingness to purchase electric 

vehicles and its influential factors (Hidrue, et al., 2011; Peters and Dütschke, 2014; Lieven et 

al., 2011; Turrentine and Kurani, 2007; Thomas, 2009; Egnér and Trosvik, 2018). However, 

the majority of these studies are investigated in Western countries (Egnér and Trosvik, 2018; 

Hidrue, et al., 2011; Turrentine and Kurani, 2007; Lieven et al., 2011; Thomas, 2009; Peters 

and Dütschke, 2014), because the concept of electric vehicles was driven by developed 

countries. In recent years, the developing countries have begun to vigorously promote electric 

vehicles due to the exhaustion of energy and environmental problems, especially in China. 

With the recent development of electric vehicles in developing countries, few researchers have 

started researching electric vehicles in developing countries such as China (Wang and Liu, 

2015; Zhang et al., 2011). But the research of electric vehicles in China is still in the early stage, 

leading to less knowledge about it. 

In general, the most of previous studies have focused on factors affecting consumers to 

purchase electric vehicles from the utility of electric vehicles or the environment, such as 

performance attributes (Burgess et al., 2013), cost (Burgess et al., 2013), charging 

infrastructure (Jensen et al., 2013), government policies (Wang and Liu, 2015). Little research 

has explored the factors from a cultural perspective or social environment (Moons and De 

Pelsmacke, 2012). For example, face consumption (Li and Su, 2007) is a typical consumption 

behavior of Chinese, since Chinese culture is one of the most collectivist in the world (Triandis, 

1995). In fact, the research on electric vehicles is insufficient to understand the decisive factors 

for the purchase willingness of electric vehicles in China. Against this background, this study 
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draws on rational choice theory which is used in several studies on the consumption of electric 

vehicles (Carley et al., 2013; Jensen et al., 2013; Lieven et al., 2011). 

Following the rational choice theory, this study mainly investigates the factors determining the 

Chinese willingness to purchase electric vehicles from three aspects which are utility, 

constraints, and beliefs. Specifically, this study considers the elements of utility, constraints, 

and beliefs to investigate the factors including driving range of electric vehicles, charging 

infrastructure, purchase cost, governmental financial incentives, individual environmental 

awareness and perceived social influence. According to those six factors, the purpose of this 

study is to explore which factors can positively/negatively affect Chinese consumers’ 

willingness to purchase electric vehicles and understand the perception of Chinese consumers 

about electric vehicles. 

1.3 Contributions 

Based on a survey of 249 questionnaires in Chinese from different cities, this study uses 

regression analysis to examine the factors which can positively/negatively affect Chinese 

consumers’ willingness to purchase electric vehicles via SPSS. Our study makes several 

contributions. Firstly, this study draws on rational choice theory as the basis of research and 

then links its three elements to find out the key factors influencing Chinese consumers’ 

willingness to purchase electric vehicles. We identify the utility (i.e. driving range) is not 

important and was considered by the Chinese to make a rational choice to purchase electric 

vehicles. This result challenges the previous studies which indicate the importance and impact 

of driving range of electric vehicles (Carley et al., 2013; Lieven et al., 2011). Also, our findings 

suggest that the constraints and personal beliefs (i.e. governmental financial incentives, 

individual environmental awareness and perceived social influence) are essential to influence 

Chinese consumers’ willingness to purchase electric vehicles. This helps to understand the 

rationales of the Chinese adoption of electric vehicles and contributes to the study on the 

consumption of electric vehicles. Secondly, combined with the special beliefs of the Chinese 

(e.g. collective culture), this study investigates the perceived social influence of the Chinese, 

which is neglected in the literature. By showing that perceived social influence of Chinese 

matters in affecting Chinese consumers’ willingness to purchase electric vehicles, this study 

identifies a new factor influencing the adoption of electric vehicles. Thirdly, the government 

policies on electric vehicles are extensively researched, but few studies have researched this 

area in a more specific way. Our study focuses on governmental financial incentives and found 
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it can reduce the cost constraints and increase Chinese willingness to purchase electric vehicles. 

Finally, China, as a developing country, seems to rarely study the market of electric vehicles. 

The contribution of this research is that most surveyed participants who live in China, then 

reflect the real attitudes and behavior of Chinese towards the electric vehicle. By analyzing 

which key factors will influence Chinese consumers to purchase electric vehicles, it can 

provide positive suggestions to electric vehicle manufacturers and give a clear orientation to 

them when doing business in China.   

1.4 Structure 

In summary, the main parts of this thesis are as follows: Chapter 2 describes the theoretical 

background, including rational choice theory and six influencing factors. Chapter 3 mainly 

introduces the methodology which uses the quantitative research approach. Chapter 4 mainly 

generates the results by conducting the SPSS. Chapter 5, the results will be discussed and 

summarized. Finally, the parts of the conclusion will be introduced in chapter 6 which includes 

the main conclusion, main contributions, and limitations.  
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2. Theoretical Background  

This chapter mainly presents three aspects that contain theory, influencing factors and 

hypotheses. Firstly, the theory has been targeted in rational choice theory. According to rational 

choice theory, there are some points that can be cited in order to understand Chinese consumer 

behavior. Secondly, the six influencing factors have been proposed based on rational choice 

theory and other extensive literature, followed by developing a research model with six 

hypotheses in respect of each influencing factor. 

2.1 Willingness to Purchase Electric Vehicles 

With the fast development of electric vehicles, more and more researchers have started to study 

electric vehicles. In those studies, one major purpose is to investigate individual willingness to 

purchase electric vehicles and its influential factors (Hidrue et al., 2011; Peters and Dütschke, 

2014; Lieven et al., 2011; Turrentine and Kurani, 2007; Thomas, 2009; Peters and Dütschke, 

2014; Egnér and Trosvik, 2018). These studies are generally attended by researchers from 

western countries due to the concept of electric vehicles being driven by developed countries, 

such as the United States (Hidrue et al., 2011; Turrentine and Kurani, 2007; Thomas, 2009), 

Germany (Peters and Dütschke, 2014; Lieven et al., 2011), and Sweden (Egnér and Trosvik, 

2018), etc. But few researchers study electric vehicles in developing countries such as China 

(Wang and Liu, 2015; Zhang et al., 2011). In recent years, the developing countries have 

begun to vigorously promote electric vehicles because of the exhaustion of energy and 

environmental problems, especially in China. According to the report of Global Burden of 

Diseases project, air pollution (e.g. CO2) was responsible for 1.6 million deaths in China and 

4.2 million deaths worldwide in 2015 (Forouzanfar et al., 2016; Landrigan, 2016). Obviously, 

the widespread use of electric vehicles is important for China's development and offers China 

an opportunity to improve air quality by curbing emissions (Wang, 2013). Therefore, it is 

important to understand Chinese consumers' willingness to purchase electric vehicles and study 

what the critical factors are when making their decisions to purchase. 

Based on the literature review, the common factors of the prior research were investigated 

which include: performance attributes (Burgess et al., 2013; Carley et al., 2013; Lieven et al., 

2011), Cost (Burgess et al., 2013; Lévay et al., 2017; Jensen et al., 2013), charging 

infrastructure (Jensen et al., 2013; Skippon and Garwood, 2011; Graham et al., 2012), 

government policies (Wang and Liu, 2015; Gallagher and Muehlegger, 2011), social influence 

(Moons and De Pelsmacke, 2012; Wang and Liu, 2015; Skippon and Garwood, 2011), and 
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environmental awareness (Egbue and Long, 2012; Carley et al., 2013), etc. In general, those 

factors of performance, cost and charging infrastructure, negatively affect consumers to buy 

electric vehicles. The factors of government policies, social influence and environmental 

awareness positively promote consumers’ willingness to purchase electric vehicles. However, 

some studies have different opinions. Lévay et al. (2017) stated that the high purchase cost is 

an important barrier to electric vehicle sales compared to conventional vehicles. But, the study 

of Caperello and Kurani (2012) concluded that although the high purchase cost limits the 

adoption of electric vehicles, the relatively low cost of gasoline is an influencing factor to 

promote the sales of electric vehicles. Krupa et al. (2014) also testified that residents who focus 

on low energy costs are more likely to purchase electric vehicles with a study of 1000 residents 

in the United States. In addition, Graham et al. (2012) surveyed 40 families in UK and found 

that some drivers feel delighted when driving an electric vehicle because of the association 

with environmental benefits, but part of them feel embarrassed due to the poor performance of 

electric vehicles. Furthermore, different researchers have different understandings of the same 

factor. For example, Wang and Liu (2015) think that the government policies include monetary 

incentives (e.g. purchase incentives, charging infrastructure incentives, purchase tax 

exemptions and electricity cost subsidies) and non-monetary incentives (e.g. road tolls 

exemptions and free public charging). But, Wang et al. (2017) regarded the financial subsidies 

as the unique factor of government policies in his study. Therefore, the review of the prior 

researches suggest that the results of these studies are mixed. 

Different factors have been theorized to predict the purchase willingness of electric vehicles, 

and, are considered as a proxy variable for adoption behavior in many studies. (Arts et al., 2011; 

Schuitema et al., 2013). Thus, our literature review shows that consumers’ purchase 

willingness has mainly been studied by focusing on purchase intentions. Furthermore, 

according to the literature review, we summarize that the researchers have adopted the 

following three theoretical frameworks for consumers' research on the willingness to purchase 

electric vehicles, theory of planned behavior (Egbue and Long, 2012; Lane and Potter, 2007, 

Moons and De Pelsmacker, 2012), diffusion of innovations (Peters and Dütschke, 2014; 

Cooper, 2014) and rational choice theory (Carley et al., 2013; Jensen et al., 2013; Zhang et al., 

2011; Lieven et al., 2011). Referring to the definition of diffusion of innovations, it associates 

the purchase willingness of electric vehicles with consumers’ innovativeness, it means that the 

tendency is to purchase new products (Schuitema et al., 2013). The theory focuses on 

innovation and newness, which has little relation to our topic. Therefore, our study directly 
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refuses to use the theory of diffusion of innovations. The theory of planned behavior assumes 

that consumers make decisions referring to rational evaluations of stimuli and the possible 

results (Ajzen, 1991). Similar to the theory of planned behavior, rational choice theory views 

the benefits and utility maximization as the basis of consumer behavior (Green, 2002). 

However, both of the two theories are related to rational evaluations of the consequences, but 

the rational choice theory focuses on benefits and utility maximization, and is more relevant to 

our research topic. Also, Anable et al. (2011) emphasized that rational choice theory is the 

main theoretical paradigm used to understand individual behavior in economics. Thus, this 

study draws on rational choice theory to study the willingness of Chinese consumers to buy 

electric vehicles. 

2.2 Rational Choice Theory (RCT) 

Individual decision-making is the foundation of almost all microeconomic analysis (Levin and 

Milgrom, 2004), it is difficult for individuals to make a purchase decision as a result of so many 

available and good options. The rational choice theory (RCT) has dominated economics for 

more than 50 years, and it is becoming increasingly important in management and marketing 

research (Grüne, 2010). The early neoclassical economists studied RCT, including William 

Stanley Jevons (1832-1885), who argued that agents make consumption decisions so as to 

maximize the utility. Looking back at history, this theory was deeply discussed and developed 

by Becker (1976), Radnitzky and Bernholz (1987), Hogarth (1987), Swedberg (1990), and 

Green and Shapiro (1996). Those advocates of RCT often presume that the individual decision-

making unit in question is “typical” or “representative” of some larger group such as buyers or 

sellers in a particular market. Once individual behavior is established, the analysis generally 

moves on to examine how individual choices interact to produce outcomes. Shortly, the RCT 

tends to explain social phenomena by assuming rational choice at the consumers’ aspect 

(Coleman, 1990; Hechter and Kanazawa, 1997). The core notion of RCT is the process of 

determining what options are better and then choosing the preferred one according to some 

consistent outcome (Levin and Milgrom, 2004). 

Rational choice theory (RCT) generally begins with a consideration of the choice behavior of 

one or more individual decision-making units (Green, 2002). Anable et al. (2011) emphasized 

that RCT is the main theoretical paradigm used to understand individual behavior in economics. 

RCT is a suitable theoretical lens to study the individual consumption of electric vehicles, as 

unlike fast-moving products, electric vehicles are more expensive and an essential part of the 

household property, particularly in China. This makes consumers usually think carefully before 
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buying electric vehicles. The adoption of electric vehicles is generally regarded to be more 

rational and takes more time to consider, because it is a relatively infrequent act of significant 

financial outlay (Anable et al., 2011). This is stressed by Simon (1997), who asserts that 

individual systematically considers the attributes of vehicles and conduct a rational cost-benefit 

analysis in which the outcome is maximized by maximizing personal advantage. To reach the 

maximized benefit, consumers make a consideration and rational evaluation of vehicle brands, 

models and their attributes (Dagsvik et al., 2002; Brownstone et al., 2000).  

2.2.1 Utility 

Consumers prejudge the utility of the purchased goods and then rank the social outcome based 

on utility when making a rational purchase choice (Sato, 2013). This pre-judgment includes 

personal preferences and actual conditions, which means that a rational consumption choice 

usually represents preferences with a utility function, hence, the utility is crucial to be 

considered when rationally consuming (Green, 2002). The utility is particularly important in 

electric vehicles since most of the consumers buy electric vehicles for daily life, which is called 

the daily utility of electric vehicles (Rezvani et al., 2015). The use of vehicles directly affects 

the lives of consumers when they use them for their work commute and travel transportation. 

In addition, Rezvani et al. (2015) emphasizes that the technical utility includes performance, 

speed, noise, range, etc. Particularly, the driving range are more sensitive (Rezvani et al., 2015). 

As the electric vehicle is a recent high-tech product, which has more uncertainties in utility 

compared with conventional fuel vehicles. To consider a utility, this study mainly focuses on 

the driving range of electric vehicle, as it is particularly important for Chinese consumers.  

2.2.2 Constraint 

Consumers are limited by some constraints when they want to buy something, such as budget. 

The financial situation is an effective condition for limiting over-consumption, which is 

particularly true in purchasing costly electric vehicles. The constraints change the costs and 

benefits of alternatives, which emphasizes the importance between subjective constraints and 

objective constraints (Sato, 2013). Due to the effect of constraints, alternatives become a 

critical assumption for consumers. Consumers could make a rational decision to purchase what 

they want, but should depend on their individual condition. Some researchers describe product 

differentiation as an alternative to market segmentation (Evans and Berman, 1982; Mandel and 

Rosenberg, 1981; Neidell, 1983; Pride and Ferrell, 1985; Stanton, 1981). Furthermore, 

Chamberlin (1965) has recognized that it becomes less price elastic when the differentiated 



 9 

product more exactly satisfies consumer wants. Therefore, constraints have been defined as 

that the limits of a set of feasible actions (Wittek et al., 2013). 

2.2.3 Belief 

Personal belief plays an important role in making a rational consumption choice.  For instance, 

generally a vegetarian will not buy meat. Belief presents two distinct interpretations of 

individual behavior: internal and external. In this study, we follow Aguiar and de Francisco 

(2009) suggestion who rejects externalist reductionism and proposes a new definition of social 

identity as a set of beliefs. Thus, the researchers argue that the theory describes “what is 

actually going on inside us when we reason” (Satz and Ferejohn, 1994). The detail assumption 

is that the desires and beliefs are causally linked to the individual’s decision and given that they 

provide reasons for action (Williams, 1981; Hedström, 2005). If a person prefers to choose A, 

not B, it is because the one believes that A better satisfies the desires or beliefs. These internal 

beliefs and desires, which are subjective, promote consumers to make an individual decision. 

According to the environment and specific culture in China, this study focuses on two factors, 

which are individual environmental awareness and perceived social influence. The individual 

environmental awareness mainly focuses on whether Chinese people are willing to buy electric 

vehicles for their environmental protection, while the perceived social influence mainly 

considers the Chinese face consumption in society stemming from their consumer behavior (Li 

and Su, 2007). 

2.3 Influencing Factors 

Sato (2013) clearly states that utility, constraints, and beliefs are critical elements in the 

application of RCT into consumer behaviors. Consumers’ willingness to purchase can be 

affected by these elements, such as utility (personal preferences), budget constraints and 

cultural beliefs. Therefore, to consider RCT, this study mainly investigates the factors 

determining the Chinese willingness to consume electric vehicles from three aspects, which 

are utility, constraints, and beliefs. Under utility, the driving range of electric vehicle is a 

critical factor to be explored. In terms of constraints, three factors including charging 

infrastructure, purchase cost, and government financial incentives may also influence the 

Chinese willingness to adopt electric vehicles. Regarding the belief, the environmental 

awareness and perceived social influence of individuals have been considered as our research 

factors. 

2.3.1 Driving Range  
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In the study by Hidrue et al. (2011), the driving range increments have the highest value, 

followed by charging time, performance, and pollution reduction, it means the driving range is 

the key aspect of electric vehicle attribute and utility to affect individual willingness to 

purchase. Several papers have identified driving range as an essential factor influencing the 

adoption of electric vehicles (Burgess et al., 2013; Carley et al., 2013; Lieven et al., 2011). 

Consumers generally have certain expectations for driving range because the higher mileage 

can reduce their charging time. The increased driving range can improve the utility of electric 

vehicles, which enables consumers to drive electric vehicles to further afield where they want 

to go. This is particularly applied in China, as Chinese people have more long-distance vehicle 

trips for tourist travel and family/friend visits due to the large landscapes of China and Chinese 

intense inner immigration (from one province to another province).  

But, owing to limited technology development, the driving range still has a long way to develop 

and upgrade. It is difficult to break through 1000 kilometers in a short time, for example, 

currently, the famous Tesla models only have a driving range of 335 miles (Tesla, 2019). 

However, due to the short driving range of electric vehicles, it is too short to meet the 

requirements for users wanting to travel long distances. Wang and Liu (2015) demonstrates 

that the short driving range can reduce the consumers’ willingness to buy electric vehicles. 

Thus, whether consumers are willing to accept the current driving range, may depend on the 

utility function of daily use. Thus, the driving range, as a critical aspect of the utility function 

in daily utilization of electric vehicles, can influence Chinese consumers’ preference and 

attitudes to adopt electric vehicles. 

Hypothesis 1: The driving range of electric vehicles has a positive effect on the Chinese 

willingness to purchase electric vehicles. 

2.3.2 Charging Infrastructure 

The constraint of consumption can be from both finance and public environments. The recent 

research has discovered that most consumers not only worried about the driving range but also 

want to drive long distances (Element Energy, 2009; Golob and Gould, 1998). The long-

distance driving of electric vehicles largely relies on charging infrastructure. In other words, 

poor charging infrastructure is one of the critical constraints for long-distance driving. This has 

been stressed by several researchers who identified that developing charging infrastructure can 

facilitate more consumers to purchase electric vehicles because it allows them to drive further 

(Adepetu et al., 2016; Caperello et al., 2015; Javid and Nejat, 2017; Mersky et al., 2016). For 
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potential consumers, they will consider the following factors when purchasing electric vehicles: 

charge-point location, charge-point interoperability, charge cost and the number of charging 

stations (Hardman, et al., 2018). Normally, the charging-points will be installed at the 

following positions, outside of the home, outside of the office, publicly accessible locations 

and highway service stations (Idaho National Laboratory, 2015; Ji et al., 2015; Nicholas et al., 

2017b; Nicholas and Tal, 2014). In China, when buying an electric vehicle, the 4S shop can be 

responsible for the free installation of charging piles, but often only provide home installation. 

It could bring many worries to consumers when driving far away from home, such as business 

trips and long-distance travel. In this sense, the good establishment of charging infrastructure 

plays a positive role in shaping Chinese customers’ willingness to adopt electric vehicles. 

Hypothesis 2: The good construction of charging infrastructure has a positive effect on the 

Chinese willingness to purchase electric vehicles. 

2.3.3 Purchase Cost 

A typical constraint in a simple one-period consumer choice problem is budget (Green, 2002). 

In the constraints of RCT, consumers are limited by budget, so the relationship between cost 

and benefit needs to be fully considered before buying, particularly in the current market for 

electric vehicles because electric vehicles are much more costly than conventional vehicles 

(Turrentine and Kurani, 2007). It may make consumers prefer to buy conventional vehicles 

because they have no choice if they do not have a big enough budget. The higher price of 

electric vehicles is mainly due to the expensive battery pack, but also to the absence of 

economies of scale (Thomas, 2009). Lévay et al. (2017) state that the high purchase cost is an 

important barrier to electric vehicle sales compared to conventional vehicles. In general, as 

Lebeau et al. (2012) state, financial factors are always important for consumers when they 

decide to buy a new vehicle. Thus, the following hypothesis is formulated:   

Hypothesis 3: The purchase cost has a negative effect on the Chinese willingness to purchase 

electric vehicles.  

2.3.4 Government Financial Incentives 

In the study of Wang and Liu (2015), they found that the government policies include monetary 

incentives and non-monetary incentives. The concept of government policy is too big to study 

in depth, so this study only focuses on monetary incentives (financial incentives) of the 

government on electric vehicles, which can actually reduce the financial constraint of 

purchasing electric vehicles. Wang and Liu (2015) clearly identify that government financial 
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incentives can effectively reduce the cost of purchases, thereby encouraging consumers to buy 

electric vehicles. A number of papers have identified that government incentives policies 

promote individuals’ adoption of electric vehicles in China, the United States, Germany and 

Sweden (Wang and Liu, 2015; Gallagher and Muehlegger, 2011; Turrentine and Kurani, 2007; 

Peters and Dütschke, 2014; Egnér and Trosvik, 2018). 

In recent years, the Chinese government's support for the electric vehicle industry has been 

positive, it may be because electric vehicles offer China an opportunity to improve air quality 

by curbing emissions (Wang, 2013). In order to achieve this target, China launched the Electric 

Vehicle Subsidy Scheme (EVSS) in 2009, followed by an update in 2013 (Hao et al., 2014). 

During this time, the Chinese government released a series of financial incentives, such as tax 

credits and tax exemptions. electric vehicles were exempt from purchase taxes from 2014 to 

2017 and the government has renewed the exemption through 2020. China is taking more 

aggressive action to encourage people to purchase electric vehicles. Meanwhile, the local 

governments of China are also supportive of electric vehicles. For example, Beijing and 

Shenzhen started a matching program to provide the same amounts of subsidies as the central 

government. Those positive government incentives have greatly reduced consumers’ budget 

constraints. Therefore, government financial incentives help to improve Chinese consumers’ 

motivation to purchase electric vehicles.  

Hypothesis 4: The government’s financial incentives have a positive effect on the Chinese 

willingness to purchase electric vehicles.  

2.3.5 Individual Environmental Awareness 

Environmental awareness has provided some confusion in environmental psychology research 

about the precise meaning of environmental concern (Bamberg, 2003; Fransson and Gärling, 

1999). Environmental awareness has been linked with reference to individual specific beliefs 

about (Stern et al., 1995) or general environmental beliefs and worldviews (Dunlap and Van 

Liere, 1978). Hansla (2011) further clearly states that environmental awareness is one of 

special belief. Clearly, individual environmental awareness is an important type of personal 

belief. In the notion of RCT, belief is one of the critical elements. Thus, consumers’ 

environmental protection or belief is a potential factor to shape their purchase decision of 

environment-friendly products. Various studies on consumer adoption of electric vehicles have 

indicated that electric vehicles are eco-innovations that have the potential to reduce the 

environmental problems of the transportation sector (Egbue and Long, 2012; Lane and Potter, 
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2007; Schuitema et al., 2013). The role of these environmental-related variables has also been 

found in exploratory studies where some electric vehicle adopters expressed protecting the 

environment as a motivation for their choice of electric vehicles (Egbue and Long, 2012; Wang 

and Liu, 2015; Carley et al., 2013) 

The growth of Chinese environmental awareness has been dramatic in recent years due to 

serious environmental issues and government call on environmental protection. According to 

the report of Global Burden of Diseases project, air pollution was responsible for 1.6 million 

deaths in China and 4.2 million deaths worldwide in 2015 (Forouzanfar et al., 2016; Landrigan, 

2016). It seems that China is trying to solve pollution in different ways. In this sense, electric 

vehicles offer China an opportunity to improve air quality by reducing emissions (Wang, 2013). 

Hence, individual environmental protection awareness can improve Chinese people’s 

motivation to adopt electric vehicles. We propose the following hypothesis:  

Hypothesis 5: The individual environmental awareness has a positive effect on Chinese 

willingness to purchase electric vehicles.  

2.3.6 Perceived Social Influence 

Chinese culture is one of the most collectivist in the world (Triandis, 1995), the Chinese care 

about social identity and others’ perception/impression of themselves. Culture is a system of 

shared knowledge, beliefs, procedures, attitudes and artifacts that exists among a group of 

humans (Gill, 2013). Hence, as Aguiar and de Francisco (2009) argue, social identity is a set 

of beliefs about individuals and that, given the social identity beliefs, consumers make rational 

choices. Chinese people like to gather and play together, thus, one of the core values and beliefs 

of the Chinese is to gain society’s recognition and maintain their social face. As a tradition in 

Chinese culture, consumption is regarded more as a tool to serve higher-order social needs than 

an activity in its own right (Tse, 1996). This generates that Chinese people are likely to be 

influenced by other people's perceptions of consumption decisions. Hence, Chinese culture 

makes Chinese consumption behavior very special.  

With the fast economy development in China, the tendency of Chinese consumption is to pay 

more attention to society’s perception and social face, which is labeled as face consumption 

(Li and Su, 2007). In other words, Chinese people care a lot about other people's perception 

and social influence when consuming.  This is particularly applied in consuming vehicles 

which are extensively used outside. For example, the Chinese often think that driving a luxury 

vehicle can show their identity as a rich person, which may give them a sense of pleasure. In 
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Chinese perception, driving BMW or a Benz generally means you are probably rich person, 

driving an Audi means you are probably government officers while driving a Volvo means you 

are probably a university professor. Following this logic, driving an electric vehicle could 

attract the attention of others and get some unique or better perception from society to maintain 

consumers’ social face, as electric vehicles belong to a new product with new technology and 

are much more expensive than conventional vehicles. This means that gaining society’s better 

recognition and maintain consumers’ social face may drive the Chinese to purchase and use 

electric vehicles. 

Hypothesis 6: The perceived social influence has a positive effect on the Chinese willingness 

to purchase electric vehicles.   

2.4 The Research Model and Hypotheses Summary 

This thesis, drawing on the RCT analyzes six factors influencing the Chinese willingness to 

purchase electric vehicles from three aspects (i.e. utility, constraint, and belief). They are 

driving range, charging infrastructure, purchase cost, government financial incentives, 

individual environmental awareness and perceived social influence. The research model with 

the six hypotheses is illustrated in Figure 1. 

Figure 1 The research model 
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3. Methodology  

In this chapter, the quantitative approach has been decided to be used for this study and to 

conduct a research questionnaire to collect data. Then, developing measurements to test and 

explain our research by SPSS, which includes dependent variables, independent variables, and 

control variables. Finally, the necessary processes were introduced for the purpose of 

eliminating any bias. 

3.1 Research Design 

The quantitative approach was adopted as our research method since it largely relies on 

hypothesis testing. (Lichtman, 2013), and Bryman (2001) argues that the quantitative approach 

shows emphasis on numbers and figures in the analysis and collection of data. Meanwhile, 

most of the mainstream electric vehicle researchers used quantitative analysis as a research 

method (Axsen et al., 2012; Carley et al., 2013; Egbue and Long, 2012; Jensen et al., 2013; 

Krupa et al., 2014; Lieven et al., 2011; Schuitema et al., 2013). More importantly, we mainly 

study what factors will affect Chinese consumers to purchase electric vehicles, compared to 

the qualitative approach, a quantitative approach is more suitable for our research. Therefore, 

this quantitative approach was finally decided as our research method.  

3.2 Questionnaire Design 

Questionnaires that are completed by participants themselves are one of the main instruments 

for collecting social data (Bryman, 2001). It means that the questionnaire has been conducted 

for collecting data in this study. It has two parts. The first part is to collect the background of 

respondents and the second part includes questions about the perception of the electric vehicle. 

It was decided to present the questionnaire in both English and Chinese. The English language 

version was designed firstly and then professionally translated into the Chinese version. 

Bryman and Bell (2012) argue that there may occur huge wastage if the questions have any 

problems since questionnaires are sent out in large numbers. The main problem is that the 

questions are not clear enough so that different respondents may generate different 

understandings. In general, the bias will occur in the study results. Thus, before sending to 

respondents, the pilot test needs to be completed first. We looked for 10 pilot-people around 

Uppsala university in different ages from 18 to 61, especially, all of them are Chinese. Through 

this, the purpose is to make sure every question has no bias. 
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3.3 Sample and Data Collection 

Since it is hard to identify which type of respondents need to choose, non-probability sampling 

is efficient for quantitative research (Saunders et al., 2012). With this approach to sampling, 

the main purpose is to get a representative sample from a much larger population, such that the 

researchers can analyze the data of smaller groups and summarize accurate generalizations 

about the phenomenon of nature (Bryman and Bell, 2012). We targeted the sample to the 

Chinese group because the goal of this research is to study the Chinese’s willingness to 

purchase electric vehicles. In order to balance the sample distribution, some necessary 

measures have also been fully considered. For example, questionnaires were sent to 

participants in different cities, importantly, the male-female ratio and age distribution are also 

appropriately considered. Thus, the questionnaire was designed to collect related data that were 

sent by Wechat. Wechat is the most popular social media platform in China, which has around 

0.8 billion users, similar to WhatsApp and Facebook. In addition, the “questionnaire star” is 

one of the useful APP to carry the contents of the questionnaire and can be compatible with 

Wechat. It has an important function that makes the questionnaire anonymous because 

anonymous surveys may provide for more honest feedback. For collecting enough data, we 

sent almost 700 questionnaires through Wechat. Only 305 respondents were returned for this 

survey, giving a response rate of 43.6%. According to Pallant (2016), the smaller sample size 

should be more than 150. Thus, the sample number can be accepted for this study.   

3.4 Variables and Measurements 

The questionnaire mainly includes three variables which are dependent variable, independent 

variables, and control variables. Meanwhile, respondents were asked to rate the agreeing of 

answers on 7-point Likert scales ranging from “strongly disagree” to “strongly agree” (1 = 

strongly disagree to 7 = strongly agree).  

3.4.1 Dependent Variable 

The purpose of the dependent variable is to explore Chinese consumers’ willingness to 

purchase electric vehicles. Thus, 4 questions were added to test the dependent variable. These 

questions are set to test the degree of respondents who are willing to purchase an electric 

vehicle. Then, we divided these 4 questions into two aspects to measure Chinese consumers’ 

willingness to purchase. The first stage, we directly guide respondents into the topic and 

explore the strength of their willingness to buy. Based on that, we learn more about whether 

consumers have plans to purchase electric vehicles in the next decade (Wang et al., 2017). The 
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second stage, to understand the real needs of consumers by comparing with the purchase 

intention of conventional vehicles, refers to many scholars who have done research on the 

comparison between electric vehicles and conventional vehicles (Palinski, 2017; Gustafsson, 

2015; Graditi et al., 2015).  

 

3.4.2 Independent Variables 

The main effect variables examined were six factors, which are driving range, charging 

infrastructure, purchase cost, government financial incentives, individual environmental 

awareness and perceived social influence. Each factor was measured by at least 3 sub-questions 

which are closely related to factors, and by testing these hypotheses. 

Driving range, the four items refer to Axsen et al. (2012), which measured how the driving 

range of electric vehicles has a positive effect on Chinese willingness to purchase electric 

vehicles. 

 

 

Charging infrastructure, the three items were taken from Axsen and Kurani (2013), it mainly 

collected one piece of information about access to residential recharge infrastructure. We used 

those three items to test the good construction of charging infrastructure, which has a positive 

effect on Chinese willingness to purchase electric vehicles. 

 

WTP1: I am willing to buy electric vehicles.

WTP2: I have the plan to buy electric vehicles in the coming ten years.

WTP3: 
Under a similar price, I prefer to buy electric vehicles compared with

conventional vehicles.

WTP4: Comparing with conventional vehicles, electric vehicles are more attractive.

Willingness to 

Purchase

DR1: The driving range is one of the problems of electric vehicles.

DR2: I want to reduce the electric vehicle times of charges.

DR3:
I have been paying attention to the breakthrough of driving range 

technology of electric vehicles.

DR4:
The higher driving range of the electric vehicles will provide me with

more satisfied.

Driving Range

CI1:
I am satisfied with the current situation of public charge-points of electric

vehicles in China.

CI2: I think the charge-point location is convenient in China.

CI3:
I don't think the existing charge-points will support my long-distance

driving of the electric vehicle.

Charging 

Infrastructure
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Purchase cost, the three items were adapted from the study of Lévay et al. (2017) to explore 

how the high purchase cost negatively affects Chinese consumers’ decision to buy electric 

vehicles. 

 

 

The government financial incentives, these five items have been selected to analyze how 

government financial incentives can effectively promote the adoption of electric vehicles by 

Chinese consumers. All of them were adapted from the study of Wang and Liu (2015). 

 

 

Individual environmental awareness, under this test, we found five items to measure this 

hypothesis based on the study of Krupa et al. (2014). Those items were selected to analyze how 

individual environmental awareness promotes Chinese consumers to buy electric vehicles as 

their transportation. 

 

 

Perceived social influence, the SI2 and SI5 were based on Krupa et al. (2014). The rest of the 

items were taken from Wang et al. (2017). Those items were selected to analyze how the 

PC1: I can afford an electric vehicle.

PC2: I think the price of electric vehicles in China is reasonable now.

PC3:
In general, the price of electric vehicles are more expensive than a

conventional vehicle.

Purchase Cost

GFI1: I know a lot about the government policy of electric vehicles in China.

GFI2: I am satisfied with the financial incentives of electric vehicles in China.

GFI3:
The financial incentives of the Chinese government are a positive

influence to develop electric vehicles.

GFI4:
I think the government financial incentives of electric vehicles are easy to

get.

GFI5: 
The support of Chinese government policies makes me think that electric

vehicles are the trend in the future.

Governmental 

Financial Incentives

IEA1: I think electric vehicles are helpful for environment protection.

IEA2: I have strong environmental awareness.

IEA3: I am willing to pay more to buy environmentally friendly products.

IEA4: I think that our consumption should be responsible for the environment.

IEA5: Driving electric vehicles can reduce current environmental pollution.

Individual 

Environmental 

Awareness
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Chinese perceived that socially this has a positive influence on the purchase willingness of 

electric vehicles. 

 

3.4.3 Control Variables 

This study finds out related background information as a control variable. The element of age 

has been categorized into 6 groups, under 18-24 (Value=1), 25-34 (Value=2), 35-44 (Value 

=3), 45-54 (Value=4), 55-64 (Value=5), and over 64 (Value=6) (Wang et al., 2017). Gender is 

classified into male (Value=1) and female (Value=2). For the personal annual gross income, 

use CNY as the collection monetary unit firstly, then convert it to Swedish Krona, they are 

<37,500 (Value=1), 37,500–112,499 (Value=2), 112,500–187,499 (Value=3), 187,500–

262,499 (Value=4), 262,500–337,499 (Value=5), ≥337,500 (Value=6). We need to attach great 

importance to the educational background of the Chinese, because Chinese people with 

different educational backgrounds have different attitudes towards electric vehicles (Yang et 

al., 2018). According to China's education system, education was divided into 4 levels, 

especially, since China is a developing country, it needs to consider few people are under 

middle school and then there are under middle school (Value=1), high school or equivalent 

(Value=2), Bachelor’s degree or equivalent (Value=3), Master’s degree and above (Value=4). 

This study added driving experience into the control variable as referred to by Wang et al 

(2017), < 3 (Value=1), 3–5 (Value=2), 6–8 (Value=3), 9–12 (Value=4), 13–15 (Value=5), ≥16 

(Value=6). Meanwhile, the respondents’ vehicle buying experience was also taken into 

consideration by this study, it was set as a multiple-choice question because some families or 

individuals may have different vehicle buying experiences. Vehicles are divided into three 

categories based on their energy characteristics, Fuel vehicle (Value=1), Hybrid vehicle 

(Value=2), Electric vehicle (Value=3). In addition, the gap between the rich and the poor in 

China is very large in different areas. Therefore, we use the form of choosing a city to collect 

respondent information, and then we manually enter all the cities into the relevant items, first-

SI1: Other people are positively impressed that I drive electric vehicle.

SI2:
Driving an electric vehicle improves the good ways I am perceived by

others.

SI3: I am proud when I am driving electric vehicle.

SI4: Others perceive I am a rich person when I am driving an electric vehicle.

SI5:
Others perceive me as a fashion person when I am driving an electric

vehicle.

Perceived Social 

Influence 
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tier cities (Beijing, Shanghai, Guangzhou, Shenzhen), second-tier cities (such as capital cities) 

and other cities.  

 

3.5 Common-Method Bias 

A common concern is a common-method bias in one questionnaire (Santangelo and Meyer, 

2011), especially when perceptive measures are used (Podsakoff et al., 2003). In addition, we 

have concerns that some of the participants may fill in the questionnaire casually, that leads 

our survey not to be accurate. Data quality is one of the basics of the study, it is impossible to 

control or ask every participant to write it carefully, since there are a large number of 

questionnaires. In order to eliminate the influence of common-method bias, some necessary 

measures need to be considered. Firstly, the pilot test that has been used as above, was 

mentioned. Secondly, the original questionnaire was written in English. After collection, the 

English version needs to be translated into the Chinese professionally. In this process, both the 

meaning of English and Chinese need to be highly consistent. Thus, we looked for three native 

English translators to confirm its explicitness and appropriateness who are from the UK, the 

United States, and Canada. Thirdly, we set at least three related measurement questions under 

each variable, which are highly correlated with the hypotheses. Meanwhile, we designed these 

questions from shallow to deep, which gives the respondents a positive guide. For example, 

under the dependent variable, in order to test the degree of the respondents’ purchase 

willingness, a simple question has been answered firstly, which is “I am willing to buy electric 

vehicles”. And based on this simple question, a deeper question has been raised about “I have 

a plan to buy an electric vehicle in the coming ten years”. Fourthly, the different types of 

sentences have been taken, such as rhetorical questions. It makes participants feel that those 

questions are not too boring to fill in. Fifthly, most of the questions are declarative sentences, 

and we also set negative sentences. Especially, we marked the “NOT” as a red reminder in the 

questionnaire to prevent the respondents from missing anything due to quick reading, such as 

this sentence “I do NOT think the existing charge-points will support my long-distance driving 

of electric vehicle”. Finally, we calculated the real time to answer a questionnaire in advance 

through 10 participants and then used the average value, the fastest time is 3 minutes and 14 

seconds, the slowest time is 5 minutes and 22 seconds. Thus, If the time displayed on the app 

was less than 4 minutes, those questionnaires must be discarded. 
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4. Results 

The collected data have been conducted by SPSS. Thus, this chapter introduces the results of 

quantitative research including sample profile, factor analysis, reliability analysis, correlation 

analysis, regression and hypotheses results. 

4.1 Sample Profile 

Table 1 illustrates the sample profile of the respondents in this study. For gender, the number 

of males is slightly larger than that of females. In the age group, most of the respondents are 

millennials who are from 25 years old to 44 years old (86.8%). More than half of the 

respondents are married with children, the percentage is 65.9%. Especially in China, since the 

Chinese government has popularized nine-year compulsory education (Cui and Zhu, 2014), so 

it can be understood that no persons of education level are under the middle school age. Most 

of them have Bachelor or Master degrees (96%). In terms of the number of vehicles owned, 

85.1% of the respondents had less than two vehicles in their family. For personal income, the 

overall distribution seems to be more well-proportioned, and the number of respondents with 

more than 337,500 annual salary is relatively small. From the experience of vehicle purchase, 

it can be seen that the feedback of the purchase of electric vehicles is still a minority, only 63 

people have bought, accounting for 25.3%. It is another way to understand that the electric 

vehicle market still has great opportunity to develop, the prospect may be optimistic. Due to 

the large population of China, especially in big cities such as Shanghai and Beijing, the 

government has public additional policies to ease traffic congestion, such as free license plate, 

the normal price of the license plate is expensive. Thus, more than half of the respondents come 

from first-tier cities (63.9%). 
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Table 1 Sample profile 

 

 

4.2 Factor Analysis and Reliability Analysis 

Exploratory factor analysis is to check the interrelationships among a set of variables (Pallant, 

2016). Referring to the requirement, the value of Kaiser-Meyer-Olkin (KMO) should be more 

than 0.6 (Kaiser, 1974) and the Barlett’s Test of Sphericity value should be less than 0.05. In 

our study, the results show that our KMO is 0.871 that means it is good for factor analysis. The 

Barlett’s Test is 0.000 and also meets the requirement. In addition, the lowest value of 

communalities is 0.537, which follows the requirement of the value and should be more than 

0.5 (Pallant, 2016), it means that all the values of communalities are good. For the factor 

loading, there are no significant cross-loadings and even the smallest value is greater than 0.3 

(the lowest one is 0.476). Meanwhile, we also analyzed the dependent variable and found that 

the value of KMO is 0.752, which is good. Therefore, we can conclude that both the 

Item Number Percentage(%) Percentage(%) Number Item

Male 134 53.8 13.7 32 <37,500

Female 115 46.2 32.5 81 37,500 -112,499

26.5 66 112,500-187,499

18-24 11 4.4 12 30 187,500-262,499

25-34 121 48.6 8.4 21 262,500-337,499

35-44 95 38.2 6.8 17 >=337,500

45-54 14 5.6

55-64 8 3.2 70.3 175 Na

>=65 0 0 7.6 19 Fuel vehicle

2.4 6 Hybrid vehicle

Single 66 26.5 25.3 63 Electric vehicle

Married without 

child
19 7.6

Married with child 

(children)
164 65.9 36.9 92 <=3

15.7 39 3-5

Under middle school 0 0 19.7 49 6-8

High school or 

equivalent
10 4 17.7 44 9-12

Bachelor degree or 

equivalent
141 56.6 6.0 15 13-15

Master degree and 

above
98 39.4 4.0 10 >16

0 71 28.5 63.9 159 First-tier cities

1 141 56.6 17.3 43 Second-tier cities

2 32 12.9 18.9 47 Others

3 3 1.2

>=4 2 0.8

Personal annual 

gross income (SEK)

Vehicles purchase 

experience(Multiple 

 choice)

Drive experience

Place of residence

Gender

Age

Marriage status

Education level

Number of vehicles you (your family if you married) own
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independent variables and dependent variables for samples are valid. The results have been 

shown in Table 2. 

The reliability of scale shows how free it is from random error (Pallant, 2016). There are two 

main ways to test the credibility of the data which are test-retest reliability and internal 

consistency. In this study, we finally did the internal consistency to test the reliability. The 

internal consistency can be measured by Cronbach’s coefficient alpha. Then, the Cronbach’s 

Alpha value of independent variables has been shown in table 2, among them, the highest value 

is 0.957 by perceived social influence, and the lowest value is 0.782 by the driving range of 

electric vehicles. In short, all the values are more than 0.7. It means that the data of independent 

variables is considered acceptable since the value of reliability above 0.7 is acceptable 

(Nunnally, 1978), values above 0.8 are preferable (Pallant, 2016). For dependent variables, the 

value of Cronbach’s coefficient alpha is 0.888, that means the reliability of dependent variables 

is good. In the process of analyzing the data, no inappropriate data was found. It may be 

because we took sufficient consideration in the early data collection process to avoid 

unnecessary problems. Therefore, we can conclude that both the independent variables and 

dependent variables for samples are reliable. The results have been shown in Table 2. 
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Table 2 Factor analysis and reliability analysis 

 

4.3 Correlation Analysis 

A Pearson correlation is a number between -1 and 1 that indicates the extent to which two 

variables are linearly related (Pallant, 2016), and there are two results which are positive 

correlation and negative correlation. If the value is -1, it means that the two variables are 

perfectly negatively linear related. If the value is 0, there are no linear relations between the 

two variables. If the value is 1, the perfect positive linear relation has been described. Generally, 

before doing the regression analysis, it is important to test the problem of multicollinearity 

between the independent variables (Pallant, 2016). According to Pallant’s (2016) suggestion, 

Valiables
Labels Communalities Factor Loading

Cronbach's 

Alpha 

Cronbach's Alpha if 

Item Deleted 

DR1: 0.650 0.724 0.782 0.715

DR2: 0.681 0.750 0.730

DR3: 0.537 0.476 0.818

DR4: 0.781 0.802 0.659

CI1: 0.806 0.812 0.788 0.616

CI2: 0.808 0.836 0.621

CI3: 0.671 0.548 0.859

PC1: 0.750 0.835 0.813 0.681

PC2: 0.663 0.649 0.770

PC3: 0.749 0.743 0.766

GFI1: 0.691 0.600 0.831 0.837

GFI2: 0.719 0.701 0.766

GFI3: 0.637 0.672 0.773

GFI4: 0.601 0.612 0.800

GFI5: 0.603 0.540 0.805

IEA1: 0.718 0.831 0.792 0.759

IEA2: 0.734 0.632 0.755

IEA3: 0.710 0.741 0.765

IEA4: 0.663 0.776 0.758

IEA5: 0.689 0.705 0.725

SI1: 0.850 0.880 0.957 0.945

SI2: 0.874 0.909 0.940

SI3: 0.859 0.787 0.946

SI4: 0.841 0.819 0.943

SI5: 0.758 0.702 0.959

Perceived Social 

Influence

Driving Range

Charging 

Infrastructure

Purchase Cost

Governmental 

Financial 

Incentives

Individual 

Environmental 

Awareness
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the correlation between each of the independent variables should be less than 0.7. As we 

observed in Table 3, the highest one is 0.667 and the lowest one is 0.067, therefore, all variables 

will be accepted. 

Table 3 Pearson correlation  

 

4.4 Regression 

The multiple regression is one of the techniques used to describe the relationship between 

dependent variables and several independent variables (Pallant, 2016). This study explores 

what the relationships are between Chinese consumers’ purchase willingness and those six 

independent variables. Therefore, the multiple regression has been used for this study. 

The related values have been shown by running regression.Table 4 shows the results about R 

square, F-statistic, and P-value (sig.). According to the value of R square, we can know that 

55.1% of the variance is explained by this model. In addition, the p-value for the F-statistic is 

0.000 which is less than 0.05. This means this model is of statistical significance.  

Table 4 The result of R square and ANOVA

 

Both T-value and P-value hold the significance levels for the variables. According to Pallant 

(2016), the cutoff for a one-sided test is 1.645 and the P-value (sig.) will be 0.5. In our study, 

all the hypotheses are one-sided. So, if the t-value is above 1.645, the hypothesis is supported, 

meanwhile, the corresponding P-value in the table should be below 0.05. Therefore, we can 

see only the driving range (t=1.483<1.645, P=0.069>0.05) and purchase cost (t=0.725<1.645, 

P=0.235>0.05) are not statistically significant. But the charging infrastructure (t=1.665>1.645, 

P=0.049<0.05), government financial incentives (t=4.112>1.645, P=0.000<0.05), individual 

environmental awareness (t=2.965>1.645, P=0.001<0.05), and perceived social influence 

(t=5.597>1.645, P=0.000<0.05) are  statistically significant. The detailed results of regression 

analysis have been summarized in Table 5. 

Variables DR CI PC GFI EA SI

Driving Range (DR) 1

Charging Infrastructure (CI) -0.067 1

Purchase Cost (PC) 0.142 0.19 1

Governmental Financial Incentive (GFI) 0.406 0.287 0.362 1

Individual Environmental Awareness (IEA) 0.466 0.202 0.51 0.444 1

Perceived Social Influence (PSI) 0.354 0.286 0.612 0.306 0.616 1

R Square 0.551

F 49.455

Sig. 0.000

Model Summary 

ANOVA
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Table 5 Regression analysis results 

 

 

4.5 Hypotheses Results 

Prior to this, a total of six hypotheses were listed, all of them were measured based on Chinese 

consumers. Based on the results of the data processing, it summarizes that the driving range, 

purchase cost and are not directly related to the Chinese consumers’ willingness to purchase. 

But, the charging infrastructure, government financial incentives, individual environmental 

awareness and perceived social influence play positive roles in consumers’ purchase intentions 

of electric vehicles. According to results, it is not difficult to observe that hypothesis 1 and 

hypothesis 3 are not supported. The hypothesis 2, hypothesis 4, hypothesis 5, and hypothesis 6 

are supported. All the result of regression for each factor have been listed in Figure 2. 

Figure 2 The result of regression for each factor 

 

Note: Number shows t-value and P-value; NS= Not Significant  

Factors t Sig.

Driving Range 1.483 0.069

Charging Infrastructure 1.665 0.049

Purchase Cost 0.725 0.235

Governmental Financial Incentive 4.112 0.000

Individual Environmental Awareness 2.965 0.001

Perceived Social Influence 5.597 0.000

t=
5.597,P=0.000

t=2.965,P=0.001
t=4.112,P=0.000

t=0.725,P=0.235(NS)

t=1.665,P=0.049

t=1.483,P=0.069 (NS)

Governmental Financial 

Incentives 

Charging Infrastrcture

Purchase Cost

Driving Range

Individual Environmental

Awareness

Perceived Social Influence

Willingness to
Purchase

V
ariab

les/Facto
rs
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4.6 Summary of Results 

In general, the data of sampling profile, which were collected are in line with the requirements, 

such as the appropriate ratio of male and female. In addition, there was a concern about the 

place of residence because the residence of the first-tier cities occupies 63.9%. This ratio is 

beyond our plan. However, Lin and Wu (2018) summarized the conclusion in their study that 

the residents of the first-tier cities are the main consumer groups of electric vehicles in China, 

which depends on the government’s free license plate policy. Thus, the results of the residence 

have been accepted.  

The reliability analysis was done relative smoothly, and all of the Cronbach’ alpha values show 

the good results, which all are more than 0.7. It’s thanks to those measures, which did a lot of 

the necessary work in the process of questionnaire design, and some problems were avoided in 

advance. In the factor analysis, the value of KMO is good. In the end, the results of Sig. are the 

key value to test the relationship between dependent variable and independent variables. In 

particular, the t-value and P-value directly indicate that the assumptions of hypothesis 1 and 

hypothesis 3 are not supported. And the other four hypotheses (hypothesis 2, hypothesis 4, 

hypothesis 5, hypothesis 6) are statistically significant which have a positive relationship with 

the Chinese consumers’ willingness to purchase electric vehicles. Combined with RCT, the 

reasons why those results occur will be multidimensional analyzed in the next chapter.  
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5. Discussion  

Based on the summary of results, this chapter provides a discussion of each factor influencing 

the Chinese willingness to adopt electric vehicles. Some results are not consistent with previous 

literature so that we discussed the possible reasons to explain that and referred to the actual 

situation in China. 

5.1 Driving Range 

Our research results show the driving range of electric vehicles does not influence the Chinese 

willingness to purchase electric vehicles. It suggests that the driving range of electric vehicles 

is not a critical barrier in purchasing willingness with the present situation in the China market. 

That is, Chinese consumers do not care about the driving range when making a purchase 

decision of electric vehicles. This result challenges the previous studies who confirm driving 

range as a determining factor of the adoption of electric vehicles (Carley et al., 2013; Egbue 

and Long, 2012; Jensen et al., 2013; Hidrue et al., 2011). For example, in the study of Hidrue 

et al. (2011), the driving range increments have the highest value, and Krupa et al. (2014) give 

a conclusion that it is all about driving range and indicates the driving range as one of the 

largest obstacles to electric vehicles’ consumption. Therefore, referring to this result, it means 

that the product utility (e.g. driving range) is not very important in influencing consumers’ 

willingness to purchase electric cars. 

There may be several reasons for this contrasting result. Firstly, with the development and 

renewal of electric vehicles’ technology, the driving range has become more and much longer. 

BYD, is a Chinese local brand of the electric vehicle. In 2016, BYD started to sell QIN-EV300, 

which has the largest driving range of 300 miles (BYD, 2019). With technology development, 

the QIN-EV300 updated to QIN-EV500, and the driving range has risen up to 500 miles (BYD, 

2019). Comparing the changes, the driving range of QIN-EV has been increased by 66.7%. 

Another famous electric vehicle manufacturer is TESLA, as promised during the launch of the 

base Model 3, Tesla has started publishing a new software update that is boosting the Model3’s 

range by 15 miles (Lambert, 2019). With the continuous development of technology, the 

existing driving range of electric vehicles has been significantly improved and can basically 

meet the expectation of consumers. Therefore, Chinese consumers are accepting the existing 

driving range, which may lead themselves not to consider the driving range issue when they 
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intend to purchase electric vehicles. Secondly, when consumers buy electric vehicles, the main 

purpose is to use them for daily life. The existing driving range is generally more than 300 

miles, which may be sufficient for short distance driving. For consumers who live in a city for 

most of the time, the daily use does not give any worry about the driving range. If they plan to 

go far from the city, choosing a train or airplane is a better choice, as recently, China has better 

public transportation between cities by constructing an intensive network of high-speed 

railways. In this situation, the driving range may not be an issue for the Chinese when 

considering adopting electric vehicles. 

5.2 Charging Infrastructure 

This study finds a significant effect of charging infrastructure on Chinese consumers’ 

willingness to purchase electric vehicles. Referring to RCT, we made the assumption about the 

limited charging infrastructure as one of the constraints for consumers to purchase electric 

vehicles. The result shows that it is a constraint factor for Chinese consumers to buy electric 

vehicles. It suggests that Chinese consumers care about the charging infrastructure when 

deciding to adopt electric vehicles. This finding is also in line with the prior research (Caperello 

and Kurani, 2012; Egbue and Long, 2012; Skippon and Garwood, 2011) who state that 

charging infrastructure matters in affecting consumers’ adoption of electric vehicles. 

In general, the electric vehicles, with the existing driving range, cannot support long-distance 

driving. It is imperative to construct charging infrastructure to eliminate the users’ “range 

anxiety” (Wang and Liu. 2015). In recent years, the Chinese government has begun to 

encourage the Chinese people to buy electric vehicles. Moreover, it also gives great support to 

electric vehicle manufacturers (Nengyuan, 2015). With the support of the government, much 

charging equipment can be successfully installed in key locations which means that the 

government starts to help electric vehicle manufacturers eliminate the users’ “range anxiety”. 

According to the demand forecast results by China’s government, the goals of charging 

infrastructure construction are clearly defined referring to the principle of moderate 

advancement. By 2020, more than 12,000 centralized charging and replacement stations will 

be added, and more than 4.8 million decentralized charging piles will be installed to meet the 

demand for charging 5 million electric vehicles nationwide (Nengyuan, 2015). In addition, 

electric vehicle manufacturers are also considering that the lack of charging piles are trouble 

for consumers. So, most of the electric vehicle manufacturers in China positively provide and 

install charging piles for consumers, more importantly, it is free. With the free installation, the 

daily charging has been solved, but the trouble of long-distance driving has not been solved in 
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essence. Therefore, these situations could lead charging infrastructure to be a constraint and 

the charging infrastructure is still important in shaping Chinese consumers’ behavior when 

purchasing electric vehicles. 

5.3 Purchase Cost 

In general, the purchase cost of an electric vehicle is more expensive than a conventional 

vehicle, which may lead to financial constraints for potential consumers. Many studies have 

investigated that the purchase cost is a major factor affecting consumers’ adoption of electric 

vehicles (Burgess et al., 2013; Lévay et al., 2017; Jensen et al., 2013). However, these domain 

findings are challenged by our results, as our results show that the cost of electric vehicles does 

not affect Chinese consumers’ intention to buy electric vehicles. This suggests that high 

purchase cost is not a barrier for Chinese consumers to purchase electric vehicles. 

As mentioned about RCT above, the budget is a typical case of constraint. If the budget changes 

for some reason, the constraints may change accordingly. There are several possibilities to be 

explained in that a high purchase cost does not limit Chinese consumers from purchasing 

electric vehicles.  Firstly, although the one-time purchase cost is high, the daily driving costs 

are lower because the electricity fee is much cheaper than the oil fee. Wang and Liu (2015) 

held that the price of electricity per hundred kilometers for electric vehicles is about 12 CNY, 

which is much lower than fuel vehicles. This is also stressed by the study of Krupa et al., (2014), 

generally, more respondents find fuel savings is an important factor for consumers to purchase 

electric vehicles. The increase in the fuel price might also be a factor that leads consumers not 

to be sensitive and cares about the purchase price of electric vehicles. Furthermore, as Morrow 

et al. (2010) propose, the increases in gasoline prices are a significant influence on a 

consumer’s decision to purchase other types or efficient vehicles, such as electric vehicles. In 

summary, although the one-time purchase cost is much higher, the daily driving costs of 

electric vehicles are reduced. It is another way to reduce consumers’ budgets. Secondly, luxury 

conventional vehicles like BMW, Mercedes-Benz, and Audi are also popular in China. Among 

all the brands sold in China, Audi sold 620,300 units in 2018, and Mercedes-Benz sales were 

slightly lower than Audi, at 513,108 units and BMW's sales volume is 465,044 units. Their 

sales in all brands are ranked as 12nd, 14th and 18th (Bart, 2019). The above information also 

supports that some Chinese consumers are less sensitive to purchase cost and they have the 

ability to afford relatively expensive consumption. It also means that, for some Chinese 

consumers, the budget is not a constraint. 
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5.4 Government Financial Incentives 

The result shows that there is a statistically significant relationship between government 

financial incentives and Chinese consumers’ willingness to purchase. This suggests that the 

policies of government financial incentives can improve Chinese consumers’ willingness to 

purchase electric vehicles and are beneficial to consumers’ adoption of electric vehicles. Our 

finding is in line with the domain notion of the research on the consumption of electric vehicles, 

which highlights that the factor of government financial incentives is a driver of the adoption 

of electric vehicles (Wang and Liu, 2015; Gallagher and Muehlegger, 2011). Hence, the factor 

of government financial incentives matter in increasing consumers’ adoption of electric 

vehicles. 

As consumers, they are rational when buying large or expensive goods (Sato, 2013). The 

Chinese government released a series of financial incentives, such as tax credits and tax 

exemptions. To some extent, it helps consumers reduce purchase costs and budget constraints. 

After a rational analysis, consumers feel that it is less than the original expenditure, so they 

may be more willing to purchase an electric vehicle. Gallagher and Muehlegger (2011) 

emphasized that the tax incentives are more effective to promote consumers to purchase 

electric vehicles than other policies. Further to this studies that use choice experiments have 

found that consumers are more likely to purchase an electric vehicle if the financial incentives 

are available. In terms of RCT, constraints are an important element of the choice process 

(Green, 2002). For some consumers, the purchase cost can be a limiting factor. But if the 

original price is reduced that makes consumers feel they are getting benefits. Also, it shows 

that the original constraints have been changed to be positive. Thus, the result is not difficult 

to understand why the government’s financial incentives can effectively promote the adoption 

of electric vehicles by Chinese consumers. 

5.5 Individual Environmental Awareness 

Our results demonstrate that the environmental awareness of Chinese consumers positively 

affects the Chinese consumers’ willingness on electric vehicle consumption. In RCT, it 

assumes that the desires and beliefs are causally linked to the individual’s decision and given 

that they provide reasons for action (Williams, 1981; Boudon, 2003; Hedström, 2005). The 

words have been linked with reference to specific beliefs about (Stern et al., 1995) or general 

environmental beliefs and worldviews (Dunlap and Van Liere, 1978). Meanwhile, Hansla 

(2011) clearly stated that environmental awareness is one of special beliefs. Thus, according 
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to RCT, consumers rationally consider their belief in environmental awareness when 

purchasing electric vehicles. The result is in line with the prior studies, which focus on the 

impact of environmental awareness on the adoption of electric vehicles. Our findings suggest 

as a personal belief, individual environmental awareness motivates Chinese people to adopt 

electric vehicles. That is, Chinese people with the belief of environmental awareness are more 

likely to be the potential consumers of electric vehicles. 

China is still a developing country and China’s current air pollution situation can be compared 

to that of Western Europe in the 1960s (Fang and Kiang, 2016). Specifically, with China’s 

rapid economic growth, the heavy levels of water and air pollution have been raised, subjecting 

the Chinese residences to heavy health risks (Liu and Diamond, 2005), it may involve the 

broader population in future. Thus, the Chinese Government can now start to care about those 

environmental problems and has implemented a series of policies to avoid those environmental 

issues. Meanwhile, the Chinese government starts to improve Chinese people’s environmental 

awareness with various positive policies in recent years. Electric vehicles have clean energy, 

and the Chinese government is trying to promote and support the development of electric 

vehicles (Nengyuan, 2015). This includes financial incentives policies, manufacturers 

development support policies, and necessary administrative advocacy tools. In order to 

promote the green construction of the city and respond to the call for green environmental 

protection, the promotion of new energy vehicles has been gradually implemented in many 

regions across the country in China. Meanwhile, the proportion of those purchasing electric 

vehicles has been increasing in recent years, driven by government policies such as providing 

free license plates in first-tier cities. In particular, there is news that Hainan Province, which is 

one of the biggest provinces in China, plans to stop selling fuel vehicles in order to protect the 

environment and is also considering prohibiting fuel vehicles from driving on the road by 2030. 

Therefore, those government policies on the promotion of environmental protection play a 

positive role in Chinese consumers’ adoption of electric vehicles. For individuals, Chinese 

residences are receiving more and more attention for environmental protection, it cost the 

Chinese economy $38 billion in 2017 (Ernest, 2018). Seriously, the problem of air pollution 

directly kills 1 million Chinese in 2017 (Ernest, 2018). Especially, in the capital of China, to 

ameliorate the PM2.5 is a major challenge over there, which contributed significantly to the 

poor air quality. Research has also shown that Chinese people's environmental awareness is 

growing (Fang and Kiang, 2016), and promoting them to purchase electric vehicles as their 

transportation. 
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5.6 Perceived Social Influence 

Our study indicates that the perceived social influence of Chinese consumers positively affects 

their willingness to purchase electric vehicles. This means that Chinese who consider and care 

about the perceived social influence of their identity and impression are more likely to purchase 

electric vehicles. It supports the notion of face consumption highlighted by Li and Su (2007). 

As mentioned before, Chinese people are one of the most collectivist in the world (Triandis, 

1995). Chinese people like to gather and play together, it results that Chinese people are likely 

to be influenced by other people's perceptions of consumption decisions. That is, to a large 

extent, the Chinese care about other people's views very much. This is one important belief and 

value of the Chinese, which brings it into purchase behavior. With the special belief and social 

value in China, the tendency of Chinese consumption is to pay more attention to the face and 

social recognition (Li and Su, 2007). Then Li and Su (2017) proposed the notion of face 

consumption, the individual decision may affect others’ perception and cognition in society. 

Chinese consumers may think that driving a luxury car can show their identity as a rich person 

or a wise person or other. It may give them a sense of pleasure. For example, driving an electric 

vehicle may attract the attention of others because electric vehicles belong to a product with 

new technology and as a fashion product. This special social habit makes Chinese consumers 

pay more attention to electric vehicles. Electric vehicles are attached to very special features, 

including environmental awareness, fashion, and high technology. When they drive an electric 

vehicle, they may feel self-sufficient, which may motivate them to buy it. Therefore, the 

hypothesis is established within our expectations at the beginning. Aguiar and de Francisco 

(2009) also argue that social identity is a set of beliefs about oneself and consumers make 

rational choices based on beliefs. Therefore, this result is also consistent with the belief aspect 

in RCT consumption. 
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6. Conclusion  

This conclusion section presents the research findings which are related to the research 

hypotheses, followed by a discussion of research contributions. After that, the relevant 

managerial implications are presented. Finally, we put forward the limitations of our study and 

suggestions for further research. 

6.1 Main Conclusion 

The goals of this survey are to study the consumers’ willingness to purchase electric vehicles 

and to test its six influencing factors. Based on RCT, we investigated the determining factors 

including the driving range, charging infrastructure, purchase cost, government financial 

incentives, individual environmental awareness and perceived social influence. With the 

results of regression analysis by SPSS, except the driving range and purchase cost, the effects 

of the other four factors are all significant for Chinese consumers’ purchase willingness. Firstly, 

the driving range of electric vehicles is not a critical barrier to purchasing willingness. Secondly, 

the good construction of charging infrastructure positively affects the willingness of Chinese 

consumers to purchase electric vehicles. Thirdly, the results do not testify that high purchase 

cost negatively affects Chinese consumers to purchase electric vehicles. Fourthly, the 

government’s financial incentives can effectively promote the adoption of electric vehicles by 

Chinese consumers. Fifthly, Chinese consumers have improving environmental consciousness 

that promotes Chinese consumers to purchase electric vehicles as their transportation. Finally, 

the Chinese perceived social factor has a positive influence on the purchase willingness of 

electric vehicles due to the Chinese face consumption (Li and Su, 2007) and Chinese 

collectivist culture (Triandis, 1995).     

6.2 Main Contributions 

China, as a developing country, seems to rarely study the market of electric vehicles. The 

contribution of this research is that most surveyed participants who live in China, then reflects 

the real attitude and behavior of Chinese consumers to electric vehicles. By analyzing which 

key factors will influence Chinese consumers to purchase electric vehicles, it can be provided 

positive suggestions to electric vehicle manufacturers and given a clear orientation to them 

when doing the business in China. Besides, the more detailed contributions are as follows. 
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Firstly, one of the great innovations of this study is to link the three main elements in the RCT 

with the six independent variables, they are utility, constraints and beliefs. Under the guidance 

of RCT, it indicates that consumers will consider rationally when purchasing goods, including 

electric vehicles. We identify the utility (i.e. driving range) is not important for Chinese 

consumers to make a rational choice to purchase electric vehicles. The current driving range of 

electric vehicles is enough to meet the daily needs of consumers, such as the Tesla models, 

which has 335 miles (Tesla, 2019). Regarding the constraints, the factors of charging 

infrastructure and government financial incentives are significant for Chinese consumers’ 

willingness to purchase electric vehicles, but the purchase cost is not significant. It indicates 

that the constraints will change as external factors change. For example, although the purchase 

cost of electric vehicles is much higher, some Chinese consumers can afford it due to the rapid 

development of the Chinese economy. Furthermore, our findings suggest that personal belief 

is essential to influence Chinese consumers’ willingness to purchase electric vehicles since 

both the individual environmental awareness and perceived social influence are significant. 

Secondly, combined with the special beliefs of the Chinese (e.g. collective culture), this study 

takes the perceived social influence as one of the main factors to investigate. The result shows 

that the factor of perceived social influence has a positive effect on Chinese willingness to 

purchase electric vehicles. This may pose a big challenge to foreign electric vehicle 

manufacturers because the local electric vehicle manufacturers seem to know more about 

Chinese consumers behavior. In comparison, local manufacturers have their advantage even if 

foreign manufacturers have sophisticated technology. Obviously, the sales of local electric 

vehicles manufacturers are increasing year by year, such as BYD and Geely. Therefore, this 

study suggests that foreign electric vehicle manufacturers need to know more about Chinese 

people's beliefs and culture, which will help the development of electric vehicles in China 

market. 

Thirdly, the government policies on electric vehicles are extensively researched, but few 

studies have researched this area in a more specific way. Our study focuses on government 

financial incentives and found it can reduce the cost constraint and increase Chinese 

willingness to purchase electric vehicles. More detail, from the results of the hypothesis we 

know that the government financial incentives can effectively promote Chinese consumers to 

buy electric vehicles. For electric vehicle manufacturers, they need to be vigilant in case the 

Chinese government cancels financial subsidies someday. It suggests that electric vehicle 

manufacturers should prepare a solution in advance to deal with this cancellation. 
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6.3 Limitations and Suggestions for Future Research   

There are several limitations in this study: firstly, due to the limitations of resources, we have 

only studied six major potential influencing factors based on RCT. In fact, there are other 

factors that may affect the Chinese consumers’ purchase willingness, for example, fuel savings 

(Krupa et al., 2014), performance attributes (Wang and Liu, 2015), etc. Secondly, China is a 

developing country. It is inevitable that the gap between the rich and the poor in different cities 

is large, especially the gap between first-tier cities and other cities. However, in our sample, 

the proportion of first-tier cities accounted for 63.9%. This may have a slight impact on the 

results. Thirdly, the interaction between purchase cost and government financial incentives are 

neglected when studying the relevant factors of electric vehicle purchase willingness. Both the 

purchase cost and government financial incentives are not only monetary factors, but also are 

constraints. Obviously, the interactive relationships between them may be complicated because 

the existence of financial incentives can reduce the cost of purchase. In addition, the results 

show that the willingness of Chinese consumers to purchase electric vehicles has no significant 

relationship with the purchase cost. But the government’s financial incentives have a positive 

effect on Chinese willingness to purchase electric vehicles. Thus, it is uncertain whether there 

are additional relationships between them. Furthermore, this study only focuses on China 

market, it would also be invaluable to conduct further research on a global scope. 
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Appendix 1 Questionnaire (English) 

Questionnaire letter 

Dear Everyone, 

This research project focuses on the Chinese consumers’ willingness to purchase electric vehicles. A 

core step of the project is this survey, which is structured into two parts: the first part is personal 

background information, and the second part is for the Chinese perception of electric vehicles. We 

would be very grateful if you could support us by completing this questionnaire. It should take around 

5 minutes and please note that all information will be treated with strict confidentiality and the results 

will only be reported in this study. Furthermore, if you have any questions, please contact us. 

 

Background Information 

Item Choice √ 

1.1 Gender 
Male □ 

Female □ 

      

1.2 Age 

18--24 □ 

25--34 □ 

35--44 □ 

45--54 □ 

55--64 □ 

≥65 □ 

      

1.3 Marriage status: 

Single □ 

Married without child □ 

Married with child (children) □ 

      

1.4 Education level 

Under middle school  □ 

High school or equivalent □ 

Bachelor degree or equivalent □ 

Master degree and above □ 

      

1.5 Number of vehicles you (your family if you 

married) own 

0 □ 

1 □ 

2 □ 

3 □ 

4 or above □ 

      

1.6 Personal annual gross income (SEK) 

<37,500 □ 

37,500 -112,499 □ 

112,500-187,499 □ 

187,500-262,499 □ 

262,500-337,499 □ 

>=337,500 □ 
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1.7 Vehicles purchase experience (Multiple 

choice) 

Fuel vehicle □ 

Hybrid vehicle □ 

Electric vehicle □ 

      

1.8 Drive experience 

< 3  □ 

3–5    □ 

6–8  □ 

9–12  □ 

13–15 □ 

≥16  □ 

1.9 Place of residence: Province： Fill In 

 City： Fill In 

 

Questions about your Perception of Electric Vehicles 

 
Strongly                               Strongly 

Disagree    --------------->      Agree 

1 2 3 4 5 6 7 

Willingness to Purchase 
       

2.1 I am willing to buy electric vehicles. 
       

2.2 I have plans to buy an electric vehicle in the coming ten years. 
       

2.3 Under a similar price, I prefer to buy electric vehicles compared to conventional 

vehicles. 

       

2.4 Compared with conventional vehicles, electric vehicles are more attractive. 
       

Driving Range  
       

2.5 The driving range is one of the problems of electric vehicles. 
       

2.6 I want to reduce the electric vehicle times for charging. 
       

2.7 I have been paying attention to the breakthrough of driving range technology of 

electric vehicles. 

       

2.8 The higher driving range of electric vehicle will provide me with more 

satisfaction. 

       

Charging Infrastructure 
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2.9 I am satisfied with the current situation of public charge-points of electric 

vehicles in China. 

       

2.10 I think the charge-point locations are convenient in China. 
       

2.11 I do not think the existing charge-points will support my long-distance driving 

of electric vehicle. 

       

Purchase Cost  
       

2.12 I can afford an electric vehicle. 
       

2.13 I think the price of electric vehicles in China is reasonable now. 
       

2.14 In general, the price of electric vehicles is more expensive than conventional 

vehicle. 

       

Government Financial Incentives        

2.15 I know a lot about the government policy of electric vehicles in China.        

2.16 I am satisfied with financial incentives of electric vehicles in China.        

2.17 The financial incentives of the Chinese government are a positive influence to 

develop electric vehicles. 

       

2.18 I think the government’s financial incentives of electric vehicles are easy to 

get. 

       

2.19 The support of Chinese government policies makes me think that electric 

vehicles are the trend in the future. 

       

Individual Environmental Awareness 
       

2.20 I think the electric vehicles are helpful for environmental protection. 
       

2.21 I have strong environmental awareness. 
       

2.22 I am willing to pay more to buy environmentally friendly products. 
       

2.23 I think that our consumption should be responsible for the environment. 
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2.24 Driving electric vehicles can reduce the current environmental pollution. 
       

Perceived Social Factor  
       

2.25 Other people are positively impressed that I drive electric vehicle. 
       

2.26 Driving electric vehicles improves the good ways I am perceived by others. 
       

2.27 I am proud when I am driving electric vehicle. 
       

2.28 Others perceive I am a rich person when I am driving an electric vehicle. 
       

2.29 Others perceive me as a fashion person when I am driving an electric vehicle. 
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Appendix 2 Questionnaire (Chinese) 

关于中国人对电动汽车的购买意愿的调研问卷 

问卷信 

亲爱的大家， 

该研究项目侧重于研究中国消费者购买电动汽车的意愿。 该项目的核心步骤分为两部分：第

一部分是个人信息背景，第二部分是中国人对电动汽车的看法。 如果您能够支持完成此调查

问卷，我们将非常感激。 这将话费您大约 5 分钟时间，请注意所有信息都将严格保密，结果

只会在本研究中报告。 此外如果您有任何疑问，请与我们联系。 

问卷基本信息 

  

Background Information 

项目 选择 √ 

1.1 性别 
男 □ 

女 □ 

     

1.2 年龄 

18--24 □ 

25--34 □ 

35--44 □ 

45--54 □ 

55--64 □ 

≥65 □ 

     

1.3 婚姻状况 

单身 □ 

结婚 （无孩） □ 

结婚 （有孩） □ 

     

1.4 教育水平 

中学及以下 □ 

高中及同等学历 □ 

大学及同等学历 □ 

研究生及以上 □ 

     

1.5 已拥有车辆 

0 □ 

1 □ 

2 □ 

3 □ 

4 及以上 □ 

     

1.6 个人税后年收入 (元)  
 <50,000  □ 

50,000–149,999  □ 
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150,000–249,999  □ 

250,000–349,999  □ 

350,000–449,999 □ 

≥500,000 □ 

     

1.7 汽车购买经历 (可多选） 

燃油汽车 □ 

混合动力汽车 □ 

电动汽车 □ 

     

1.8 驾驶经验 （年） 

< 3  □ 

3–5    □ 

6–8  □ 

9–12  □ 

13–15 □ 

≥16  □ 

     

1.9 居住地: 省份： 填写 

 城市： 填写 

 

 

关于对电动汽车的购买意愿的调研问卷 

 

 

 

非常                           非常 

不同意 ----------->     同意 

1 2 3 4 5 6 7 

购买意愿 
       

2.1 我有意愿购买电动汽车。 
       

2.2 我计划在未来十年内购买电动汽车。 
       

2.3 在同等的价格下，相比较于传统汽车，我更喜欢购买电动汽车。 
       

2.4 与传统汽车相比，电动汽车更具吸引力。 
       

续航里程 
       

2.5 续航里程是电动汽车急需解决的问题之一。 
       

2.6 我希望减少电动汽车的充电次数。 
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2.7 我一直在关注电动汽车的续航里程技术的突破。 
       

2.8 电动汽车更高的续航里程会使我感到更满意。 
       

充电设施 
       

2.9 我对中国的公共电动汽车充电桩的现状感到满意。 
       

2.10 我认为在中国的电动汽车充电桩的位置很便利。 
       

2.11 我认为现有的充电站不可以支持我长途驾驶电动汽车。 
       

购买成本 
       

2.12 我买得起电动汽车。 
       

2.13 我认为现在中国市场上的电动汽车的价格是合理的。 
       

2.14 电动汽车的价格普遍比传统汽车贵。 
       

政府财政激励        

2.15 我很了解中国关于电动汽车的政策。        

2.16 我对中国的电动汽车的财政激励政策感到满意。        

2.17 中国政府的财政激励对电动汽车的发展具有积极的影响。        

2.18 我认为很容易获得政府的电动汽车财政补贴，申请流程简单。        

2.19 中国政府政策的支持让我认为电动汽车是未来的趋势。        

个人环保意识 
       

2.20 我认为电动汽车有助于环境保护。 
       

2.21 我有很强的环保意识。 
       

2.22 我愿意花更多的钱去买环保产品。 
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2.23 我认为我们的消费应该对环境负责。 
       

2.24 驾驶电动汽车可以减少目前的环境污染。 
       

社会因素 
       

2.25 别人会因为我开电动汽车而留下积极的印象。 
       

2.26 驾驶电动汽车提高了别人对我的良好看法。 
       

2.27 当我驾驶电动汽车时，我感到自豪。 
       

2.28 当我开电动汽车的时候，别人会觉得我是有钱人。 
       

2.29 当我驾驶电动汽车，别人会认为我很时尚。 
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