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PREFACE 

 

This research project is submitted as part of my final year project in partial fulfilment of 

the requirements for the degree of Bachelor of International Business (Honours) in 

Universiti Tunku Abdul Rahman. The study was supervised by Dr. Foo Meow Yee. The 

tittle of this research project is the factors influencing the purchase intention of electric 

vehicles among Malaysian young adults. The study examines five key factors that 

significantly influence the purchase intention of electric vehicles such as performance 

expectancy, price value, environmental factors, perceived risk, and social influence. These 

factors were carefully selected based on their relevance to consumer behaviour and their 

potential impact on the purchase intention of electric vehicles in Malaysia. Hence, this 

study aims to provide a clear understanding of the behaviours of young adults in Malaysia 

in the context of electric vehicles. 
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ABSTRACT 

 

The automotive industry is undergoing a significant transformation with the rise of electric 

vehicles as a sustainable alternative to conventional fossil-fuel-powered cars. The purpose of 

this study is to find out the factors that will influence the purchase intention of electric vehicles 

among Malaysian young adults. Moreover, this study is specifically focused on the specific age 

group from 18 to 40. The factors studied that can influence purchase intention of electric 

vehicles among Malaysian young adults are performance expectancy, price value, 

environmental concern, perceived risk, and social influence. The study is using a quantitative 

approach. There are 203 sets of questionnaires that have received by using an online 

questionnaire in Google Form from the respondents; however, only 180 sets of questionnaires 

can be usable and analyzed by using the Statistical Package for Social Science (SPSS). The 

result shows that a positive relationship is observed between performance expectancy and 

social influence on intention to purchase electric vehicles. On the other hand, the implications 

of the study for the automotive industry, marketers, policymakers, government, and 

manufacturers are explained. Lastly, the limitations and recommendations will be explained 

and suggested for future researchers to make improvements. This research can contribute to 

the academic understanding of the factors of young adults’ purchase intention towards electric 

vehicles in Malaysia and behavior in the changing automotive industry. 

 

Keywords: electric vehicles, performance expectancy, price value, perceived risk, social 

influence, purchase intention, PE, PV, PR, SI, PI 

 

 

 

 

 

 

 

  

xv



CHAPTER 1: RESEARCH OVERVIEW 

 

 

1.0 Introduction 

 

The purpose of this study is to have a better understanding on Malaysian young 

adults’ purchase intention towards Electric Vehicles (EVs). This chapter will 

include research background, problem statement, research objective, research 

questions, and significance of the study in this research. 

 

 

1.1 Research Background 

 

Nowadays, there are two of the most common types of motorized vehicles, such as 

cars and trucks on the road. Currently, the automotive industry is continuously 

growing and getting more trendier with the market. The industry keeps improving 

in speed, range, safety, comfort, and fuel efficiency consistently. The innovative 

technologies combined with more optimized production processes have made many 

people more affordable to the vehicles in daily life. However, with the increasing 

number of vehicles, the air pollution has become more serious due to conventional 

vehicles heavily reliant on fossil fuels. Due to these concerns, the automotive 

industry is starting to shift towards electric vehicles. Electric vehicles are vehicles 

that use renewable energies like wind, solar, or hydropower to run on electric energy 

as their power source (Brinkmann & Bhatiasevi, 2021). 

 

According to Susskind et al. (2020), Malaysia is one of the highest among ASEAN 

countries for greenhouse gases globally in the year 2015 due to the carbon dioxide 

emissions affected, which were very high at 7.27 million tonnes per capita emission. 

This has been viewed as a threat in the country. This is because many people rely 

on privately owned vehicles rather than the public transportation. Therefore, the 

Malaysian government aims to adopt electric vehicles to help reach its goal of zero 
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emissions by 2050 because it can lower emissions by up to 30%. The National 

Energy Transition Roadmap (NTER) targets Electric vehicles to make up 80% of 

all vehicles by 2040 (Energy Watch, 2024).  

 

In Malaysia, young adults tend to show high awareness, knowledge, and positive 

attitudes when coming to environmental sustainability (Rahman, 2020). According 

to Khazaei (2019), young adults tend to imitate their peers as they can easily be 

influenced when making purchase decisions. This means if their friends, colleagues, 

and relatives highlight the advantages of electric vehicles, there is a high possibility 

young adult will consider purchasing it. Young adults can be grouped at 18 to 30 

years old (Wilkinson & Dunlop, 2020). However, people that are aged 36-40 also 

have similar purchase behaviours with 20s to 30s (Porch, 2019). Therefore, it can 

be considered in the young adult age range group. 

 

Electric vehicles can be described in terms of battery electric vehicles (BEVs), plug-

in hybrid vehicles (PHEVs), and hybrid electric vehicles (HEVs). All these vehicles 

use electricity for improving vehicle efficiency (U.S. Department of Energy, 2021). 

In recent years, electric vehicles have gained market attractions and become more 

popular due to their characteristics as an alternative fuel vehicle (Zhuge et al., 2019). 

There is no denying the fact that electric vehicles will be a great help to solve many 

environmental problems, such as reducing dependence on oil, air pollution, 

environmental protection, sustainable consumption, and so on. These problems 

have been recognised by many countries; thus, they have implemented policy 

incentives to push and encourage people right into the electric vehicles market 

(Zimm, 2021). 

 

According to Siddharta (2024), the automotive market in Malaysia was expected to 

recover and rise by an estimated 12% in 2023 after the Covid-19 pandemic. 

However, the Malaysian Automotive Association (MAA) is still of the view that 

even though Malaysia is not as developed as other countries, it still believes that the 

electric vehicles market will continue to grow in Malaysia because the results show 

that the electric vehicles sales volume increased by about 280% in 2023. 

Furthermore, the Malaysian government has also exempted import and excise 

duties for electric vehicles until 2024. The electric vehicle market might become 
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one of the leading sectors in the Malaysian automotive industry because of the 

incentives. The Malaysian government also subsidizes electric vehicles to 

encourage Malaysians to choose battery power over petroleum power for their next 

vehicle purchase by exempting road tax, subsidizing, providing charging facilities, 

tax incentives for manufacturers, boosting for charging operators for electric 

vehicles infrastructure, and charging stations to be eligible for a 70% tax exemption 

for 3 years (Yusry, 2024). 

 

 

1.2 Problem Statement 

 

The article highlights that many Malaysians are unaware of advantages electric 

vehicles performance. This can lead potential consumers to have concern about 

whether it can satisfy their needs and expectations, then reluctance to have intention 

to purchase electric vehicles without a clear understanding of how it performs 

compared to conventional vehicles. People who are unaware of the advantages may 

perceive electric vehicles as a less attractive option. Additionally, there is a 

knowledge gap about electric vehicles’ performance (Arifin, 2023). This has created 

a need to understand the role of performance electric vehicles. 

 

Next, safety concerns about the functionality of electric vehicles will also become 

a purchase barrier for Malaysians. Each of the electric vehicle models is equipped 

with a high-voltage electrical system that ranges from 100 to 800 volts. This has 

raised people concerns and afraid about the electric vehicles, whether it is 

overcharged, and whether there will ever be an electrical short circuit (Rizon, 2023). 

These concerns are considering viewing as risk concerns from the Malaysians. Thus, 

it is important to examine if these risks discourage people from intentionally to 

purchase electric vehicles and engaging in this behaviour in this study. 

 

In addition, electric vehicles have a high initial cost, which is more expensive to 

purchase. The selling price in Malaysia ranges from RM150,000 to RM700,000, 

which is higher than the purchasing power of middle-class and lower-class groups 

(Yean, 2022). Although the government provides tax relief for purchasing electric 
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vehicles, the higher upfront price remains a significant barrier for many consumers. 

For example, the battery can be expensive due to its degradation over time, which 

means there is a high cost for replacement, adding financial burden and uncertainty 

for consumers (Yusry, 2024). 

 

In contrast to these barriers, study shows that young adult tends to imitate their peers 

as they can easily be influenced when making purchase decisions (Khazaei, 2019). 

Furthermore, Ernst & Young’s (EY) Energy transition consumer insights report that 

81% of Malaysian young adults are willing to pay for sustainable products due to 

environmental concerns (Bernama, 2024). Young adults are viewed as 

knowledgeable about technology which is technology savvy. Some of them also 

have started to enter their prime spending years (Vafaei-Zadeh, 2022).  

 

According to Samarasinghe et al. (2024), the study has focused on graduate 

professionals those under 30 years of age in Sri Lanka’s Colombo district, which 

limits their findings of generalizability and suggests to broaden sample 

demographic. Therefore, this research will broaden the demographic from 18 to 40 

age group and specifically address the unique preferences and concerns of young 

adults in Malaysia. Young adults are viewed as knowledgeable about technology 

which is technology savvy. Some of them also have started to enter their prime 

spending years (Vafaei-Zadeh, 2022). Because this specific group can be influenced 

by their peers, attitudes, and distinct lifestyles toward technology. According to 

Aréchiga et al. (2022), it is considering the demographic can give the reverse effect 

without identifying personalized interventions for specific demographics, which 

strengthens opposition to electric vehicles. 

 

While previous studies have extensively examined many factors such as 

performance expectancy, price, risk of influence on electric vehicles purchase 

intention, this study will incorporate environmental concern and social influence. 

Additionally, Zaino et al. (2024) suggested that further research is important to 

conduct a behavioural study to understand consumer behaviour insights and help 

businesses, government to develop effective strategies and policies, as well as 

encourage broader electric vehicle intention to purchase. This research can address 
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the gap and provide understanding the factors that influence Malaysian young 

adults’ purchase intention toward electric vehicles. 

 

 

1.3 Research Objectives 

 

1.3.1 General Objectives 

 

The main root of this research is to understand the factors influencing the 

purchase intention of electric vehicles among Malaysian young adults.  

 

 

1.3.2 Specific Objectives 

 

1. To investigate the relationship between performance expectancy and the 

purchase intention of electric vehicles among Malaysian young adults. 

2. To examine the relationship between price value and the purchase intention of 

electric vehicles among Malaysian young adults. 

3. To assess the relationship between environmental concern and the purchase 

intention of electric vehicles among Malaysian young adults. 

4. To determine the relationship between perceived risk and the purchase 

intention of electric vehicles among Malaysian young adults. 

5. To evaluate the relationship between social influence and the purchase 

intention of electric vehicles among Malaysian young adults. 

 

 

1.4  Research Questions 

 

1. Is there a significant relationship between performance expectancy and 

purchase intention of electric vehicles among Malaysian young adults? 
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2. Is there a significant relationship between price value and purchase intention 

of electric vehicles among Malaysian young adults? 

3. Is there a significant relationship between environmental concern and 

purchase intention of electric vehicles among Malaysian young adults? 

4. Is there a significant relationship between perceived risk and purchase 

intention of electric vehicles among Malaysian young adults? 

5. Is there a significant relationship between social influence and purchase 

intention of electric vehicles among Malaysian young adults? 

 

1.5  Significance of the Study 

 

The significance of this research is to understand the factors influencing the 

purchase intention of electric vehicles among Malaysian young adults. By 

examining these factors and focus on specific consumer demographic, the 

researchers can understand and gain deeper insights into the reason behind of 

purchase intention for electric vehicles. 

 

Next, the findings from this study can help companies and marketers in creating 

specific marketing strategies and programs for incentives to fit the preferences and 

expectations of Malaysian young adults. By understanding and gaining insights into 

them, this can potentially increase the purchase intention rate of electric vehicles. 

 

Moreover, by understanding the factors influencing purchase intention, this can help 

the government in developing policies to promote the intention to purchase electric 

vehicles. They can make an effective design and implement decision of policies, 

subsidies, and public awareness initiatives to address the barriers to electric vehicles 

purchase intention.  

 

Next, based on the problem statement mentioned, previous studies have overlooked 

this demographic. To fill a gap in the existing literature, this study contributes to 

academic knowledge, which specifically focuses on the preferences and concerns 

of Malaysian young adults based on the purchase intention of electric vehicles. 
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Therefore, this study is expected to enhance and provide valuable insights to the 

body of knowledge about young adults’ behaviour in relation to the intention to 

purchase electric vehicles in developing countries like Malaysia. 

 

 

1.6 Chapter Layout 

This study has a total of five chapters, with the sequence from introduction, 

literature review, methodology, and data analysis to the last chapter being discussion 

and conclusion. The concern of each chapter is explained below: 

 

Chapter 1: Introduction 

 

In the introductory chapter, there is an overview of the study context, explanation 

of the research problem, the significance of the study, and research questions. 

 

Chapter 2: Literature Review 

 

In this chapter, there are all independent variables, and dependent variables will be 

discussed by using relevant journals of other researchers. Proposed research 

frameworks and proposed hypotheses will be developed based on the research 

objectives and research questions. 

 

Chapter 3: Methodology 

 

In this chapter, research and sampling design, which include sampling frame used, 

sampling technique, and sample size of the research, will be discussed. Data 

collection method and proposed data analysis will also be included. 

 

Chapter 4: Data Analysis 
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This chapter will show the results and analyses of the results that are relevant to the 

research question and hypothesis proposed. Other than that, this chapter will also 

include the discussion of descriptive analysis, scale measurements, and inferential 

analyses. 

 

Chapter 5: Discussion and Conclusion 

 

In this chapter, a summary and conclusion of the whole study will be presented, as 

well as discussion of major findings, implications, limitations, and 

recommendations of the study. 

 

 

1.7 Conclusion 

 

This chapter one introduced the research background and problem. Following by 

provided the general and specific research purpose, as well as the significance of 

the study. 
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.0 Introduction 

 

In this chapter, it will provide the theory, independent variables, dependent variables, 

and the research framework. The theory is Theory of Planned Behaviour (TPB). 

The independent variables are performance expectancy, price value, environmental 

concern, perceived risk, and social influence. The dependent variable is intention to 

purchase electric vehicles among young adults. Moreover, conceptual framework 

will also be developed. 

 

 

2.1 Theory 

 

2.1.1 Theory of Planned Behaviour (TPB) 

 

The electric vehicle market has continued to attract the attention of 

researchers who want to understand the factors behind young adults’ 

intentions to purchase eco-friendly vehicles. In this study, will be expanded 

the Theory of Planned Behaviour (TPB) by incorporating additional variables 

that can be used to examine the factors influencing Malaysian young adults’ 

purchase intentions towards electric vehicles. Yeğin and Ikram (2022) stated 

that TPB can identify a consumer’s purchasing intentions and brand 

preferences. There are three factors which are attitude, subjective norm, and 

perceived behavioural control influencing behavioural intention. The attitude 

is an individual’s evaluation of the behaviour in question, usually judged as 

positive or negative. The subjective norm is the influence of others on the 

individual’s behaviour. Perceived behavioural control is when consumers 

conducting the behaviour, how easy they perceive or difficulty, which can 

influence their intention and behaviour (Ajzen, 1991). The TPB is a widely 
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used model. This can be helpful on intentions to purchase electric vehicles. 

By understanding their behavioural intention, it can help to address these 

barriers such as psychological barriers, limited charging infrastructure, short-

term battery life, costs, knowledge gaps, fear, and so on (Yeğin and Ikram, 

2022). Sang and Bekhet (2015) found that environmental concern and 

demographic has a significant impact on the purchase intention of electric 

vehicles. This indicates that it is important to include environmental concern 

into the study and focus on the specific demographic. In addition, Ng et al. 

(2018) explored the TPB framework on members of car communities in Hong 

Kong and identified psychological factors that have a significant influence, 

such as the perceived performance of electric vehicles which better explained 

purchase intention towards electric vehicles. 

 

Moreover, in the recent research, the TPB model has been expanded. 

According to Li et al. (2020), an expanded TPB was used to study the 

relationship between policy mix characteristics and psychological factors. 

They found that consumers can be influenced by both of the purchase 

intentions. Dutta et al. (2021) also showed that the modified TPB model had 

higher predictive power compared with the traditional TPB to examine the 

barriers influencing consumers’ intention to purchase electric vehicles. 

Furthermore, Hamzah et al. (2021) integrated the TPB to investigate 

antecedents of Malaysians’ purchase intention of electric vehicles. As a result, 

it shows with a new and fresh perspective for future research in developing 

economies. Other than that, Yadav and Pathak (2016) highlighted that TPB 

can effectively predict young consumers’ purchase intention of green 

products. 

 

However, Hasan (2021) argued that TPB’s predictive power is limited 

because of its assumptions of rational decision-making and insufficient 

determinants. Not only that, Asadi et al. (2021) stated that TPB only 

emphasized self-interest factors. However, the intention to purchase an 

electric vehicle involves not only innovation adoption behaviour, which is 

based on rational self-interest, but also pro-environmental behaviour (Rezvani 

et al., 2015). Based on previous studies, extended TPB has been used to 
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explain the relationships but has neglected variables such as, price value, 

perceived risk, and environmental. These variables are considered critical 

factors of purchase intention of electric vehicles (Vafaei-Zadeh et al., 2022).  

 

The traditional TPB focuses on attitudes, subjective norms, and perceived 

behavioural control as the primary determinants of intention to purchase. 

Zong et al. (2023) argued that these traditional TPB are not strong enough to 

explain consumers’ purchase intention. Yazdanpanah and Forouzani (2015) 

stated that the TPB model is highly flexible and continues to evolve, with 

several extensions formulated to enhance its predictive power. Ajzen (1991) 

pointed out that it allows to incorporate more variables into the TPB model 

that can enhance the model’s explanation of behaviour if there is a significant 

influence. Therefore, this study will expand the TPB framework by 

incorporating by adding variables of performance expectancy, price value, 

environmental concern, perceived risk, and social influence. 

 

 

2.2 Independent Variables 

 

 

2.2.1 Performance Expectancy (PE) 

 

In the TPB, performance expectancy is considered closely related to attitudes 

toward a behaviour. This is because attitudes are behaviour evaluations that 

can be positive or negative. When consumers repeatedly perform a behaviour, 

it can become bound to strong intentions that can also be influenced by their 

expectations of positive results. Performance expectancy is defined as 

“expectation of performance.” It means a person believes or thinks that 

technology can facilitate their daily task performance and achieve 

performance gains in an effective and efficient ways, as well as provide 

benefits to them. In this context, performance expectancy is regarded as the 

most significant predictor of behavioural intention in understanding consumer 

intention to purchase new technologies (Venkatesh et al., 2012). Jain et al. 
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(2022) stated that performance expectancy is consumers’ expectations about 

how good electric vehicles performance is, which is influenced from 

attributes, such as reliability, performance, and top speed. Comparing to 

conventional vehicles, the electric vehicle has more advantages which can 

provide faster acceleration, noise reduction, and a smoother driving 

experience (Skippon, 2014). There is much research that has proved that 

performance expectancy plays a crucial role and can significantly influence 

the intention to purchase electric vehicles. In the research from Jain et al. 

(2022) discovered that although travel range is often considered the biggest 

disadvantages of electric vehicles, however, this did not strongly hinder 

consumers’ positive perceptions of the performance benefits of electric 

vehicles. Therefore, it has a greater influence their purchase intentions. Zhang 

et al. (2022) also conducted a study which showed that performance metrics 

had a greater influence on consumers’ confidence and value perceptions of 

electric vehicles. According to Gunawan et al. (2022), attitude towards use 

was the most influential factor, which was performance expectancy can 

influence the purchase intention. When consumers perceived high 

performance of the electric vehicles, they tend to form an intention to 

purchase it (Jain et al., 2022). 

 

 

2.2.2 Price Value (PV) 

 

Price Value is defined as consumers’ expectations around cost management 

and the relationship that broadly influences consumers’ purchase intention of 

a product, which is cost-benefit (Wang et al., 2023). In simple terms, price 

value is to be described as how customers control their expectations and 

expenses, as well as how they view a product that can provide cost-benefit to 

them. When the perceived benefits of a new technology and the cost to acquire 

it are balanced, it can influence the consumers’ intention to purchase new 

technology (Vafaei-Zadeh, 2022). Because consumers will evaluate the costs 

and perceived benefits or values. If the benefits or value exceed expectations, 

it will increase their satisfaction level. Therefore, consumers who believe that 
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a product is more about having a price advantage, they tend to have a positive 

attitude towards it (Venkatesh, 2012). 

 

In the research from Khazaei (2019) stated that price value can influences 

potential consumers have intention to purchase an electric vehicle. Currently, 

conventional vehicles are more affordable than electric vehicles. Therefore, 

governments are offering financial incentives such as tax reductions and 

subsidies to make electric vehicles more attractive to consumers. Additionally, 

it has a more lower running costs, such as less expensive than petrol or diesel. 

It can help to lower operating expenses and requires less maintenance than 

conventional vehicles (Alanazi, 2023). The higher the expected reduction in 

long-term costs, the higher the perceived price value. This will enhance 

consumers to save money when they understand that using an electric vehicle 

can reflect high perceived price value. Therefore, they may think that 

purchasing an electric vehicle is significant and appropriate, influencing their 

attitude toward buying the vehicle (Vafaei-Zadeh et al., 2022). According to 

Gunawan et al. (2022) suggested that consumers who perceive a correlation 

between the price and quality of electric vehicles are more likely to have an 

intention to purchase it and show a greater interest in using them. 

 

 

2.2.3 Environmental Concern (EC) 

 

Due to the large amounts affected by the greenhouse gas emissions and 

resulting environmental deterioration in recent years, people are starting to 

purchase the green products, participate in environmental protection activities, 

as well as changing to a low-carbon lifestyle to reduce environmental 

deterioration (Wang et al., 2017). According to Wu et al. (2019), 

environmental concern can be defined as how people aware of environmental 

problems is based on their attitudes, recognition, and how they respond to 

environmental issues. Environmental concern has been confirmed as an 

important factor towards green product behavioural intentions. The 

importance of environmental concern in predicting the intention of 
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purchasing electric vehicles has been highlighted by many studies. For 

instance, the author found that environmental concern had more public 

acceptance and a greater influence on Autonomous Electric Vehicles (AEVs) 

in China. The results indicate that consumers who have a higher level of 

environmental concern are more likely to accept and support the intention to 

purchase electric vehicles, and this also indicates a significant influence of 

environmental concern for encouraging environmentally sustainable 

technologies. Therefore, consumers who have a strong concern and awareness 

for the environment tend to have a positive attitude towards electric vehicles 

due to it can reduce environmental issues like air pollution and climate change. 

However, Karunanayake and Wanninayake (2015) found that environmental 

concern may not influence young adults’ purchase intention. Another research 

study conducted in Zhejiang Province, China, had identified environmental 

concern is a significant predictor that predict the intention to purchase electric 

vehicles. The study showed that consumers who are more concerned about 

environmental problems are more likely to purchase electric vehicles (Xu et 

al., 2019). 

 

 

2.2.4 Perceived Risk (PR) 

 

Perceived risk is considered as a barrier variable that can reduce consumers’ 

confidence regarding acceptance of electric vehicles (Jaiswal et al., 2021). 

According to Wang et al. (2023), perceived risk is defined as some potential 

uncertainties or risk outcomes that cannot be forecast when consumers are 

purchasing a particular good or service. There are five categories of risk from 

the study, which are time risk, economic risk, performance risk, psychological 

risk, as well as physical risk. They discovered that this risk could influence 

consumers’ intentions to purchase electric vehicles. This is because time risk 

can be inconvenient and needs extra time to charge electric vehicles due to 

the limited availability of charging infrastructure. Economic risk is related 

with high cost of purchasing electric vehicles and replacing their batteries, 

which can impact their total expenses. Performance risk is related to 
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uncertainties in things happening in the function of electric vehicles, such as 

charging methods, acceleration speed, and travel range. Psychological and 

physical risks will be involving safety and reliability concerns because of the 

technology’s electric vehicles immaturity so far now.  

 

In addition, Vafaei-Zadeh et al. (2022) stated that risk usually will happen 

when coming consumers are unfamiliar with electric vehicles due to worry 

about high upfront costs and the reliability; thus, improving their 

understanding of electric vehicles can help to reduce their perceived risk. 

While Featherman et al. (2021) argued that some consumers see risk as a bad 

thing, while some consumers see risk as a good thing due to helping them 

process slowly and take more time to take into consideration when purchasing 

a product. According to Zang et al. (2022) discovered that when there are 

fewer consumers with less understanding about electric vehicles, it will 

influence the higher prejudice, as well as influence their purchasing intention. 

When consumers are making decisions and can influenced by risk. So, they 

will consider the risks to find the optimal solution before making the final 

decision. Research from the Kamal et al. (2020) stated that perceived risk 

usually will influence the intention to purchase due to the changes, postpone, 

or cancellation of the purchase order. 

 

 

2.2.5 Social Influence (SI) 

 

Social influence can be defined as the degree to which individuals perceive 

those important others, such as friends, family, or colleagues, believe they 

should use a certain technology or intend to conduct behaviour (Venkatesh et 

al., 2012). Social influence is related to the subjective norms and social 

pressure that influence consumers’ intentions to conduct behaviours. Social 

influence is also considered one of the strongest predictors that can strongly 

influence the intention to purchase electric vehicles because can shaping 

individual’s perception and attitudes when making purchasing decisions. 

There are several empirical studies that have found significant influence on 
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the intention to purchase an electric vehicle. According to Wang and Zhou 

(2019), social influence has a strong influence on the intention to purchase 

electric vehicle. Because consumers are more likely to consider purchasing 

electric vehicles if they perceive and believe that important people in their 

lives support their decision. Other than that, according to Khazaei (2019), 

found that there is a relationship between social influence and the intention to 

purchase electric vehicles. Because individuals often seek advice from their 

social network and approval when making decisions to purchase something. 

Moreover, Yegin and Ikram (2022) mentioned social influence can enhance 

consumers’ knowledge and positive perceptions towards electric vehicles. 

The author stated that young consumers who are more likely to be influenced 

by their peer pressure and societal trends were found to be particularly strong 

in having an intention to purchase electric vehicles.  

 

 

2.3 Dependent Variables 

 

2.3.1 Purchase Intention (PI) 

 

According to Ninh (2021), purchase intention can be defined as actual 

purchase behaviour, and it is a significant indicator. There are many factors 

that can influence this intention, such as the range of charging infrastructure, 

electric vehicle performance, and the price considerations. Xu et al. (2019) 

stated that a person’s intention can strongly influence another person's actions. 

Thus, understanding a person’s intention can help to predict their consequent 

behaviours. There are many studies that have examined to test consumer’s 

actual behaviour through their intention (Zhuang et al., 2021). Rizwan et al. 

(2014) argued that it is very challenging and difficult to measure, count, and 

predict consumer behaviour due to the different situations with the uncertain 

things occurring. According to Gogoi (2013), purchase intention can help to 

understand the consumers’ purchase process and it is an effective tool. 

However, consumers can be influenced by the factors of price, value, internal, 

or external during the purchase process. While Griskevicius et al. (2010) 
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highlighted that during the purchase process, some of the consumers will take 

into consideration into different factors such as performance, social influence, 

cost, environmental, and “lifestyle-image”. This indicates that purchase 

intention views as a crucial dependent variable in understanding consumer 

behaviour towards purchasing electric vehicles.  

 

The TPB can help to explain the reason behind and why consumers have the 

intention to purchase something (Li et al., 2022). Besides that, this also 

indicates how likely a consumer is to purchase an electric vehicle. If a 

consumer has a positive attitudes and favourable mindset with which to make 

a transaction with the seller, then they will take into consideration when 

purchasing a product or service (Gunawardane & Thilina, 2019). However, 

Li et al. (2022) argued that if the consumer’s close friends, family, or 

colleagues have a negative perception towards a product, it will influence the 

consumer less likely to purchase it. Because the subjective norm is an opinion 

that can deliver a message to another person either encourage or discourage 

way and influence their intention to purchase which similar to social influence. 

Samarasinghe et al. (2023) found that social influence can have a strong 

influence on purchase intention. This happened when consumers felt their 

social circle adopting environmentally friendly technologies. Young adults 

may feel motivated to purchase electric vehicles if they feel that doing so will 

reflect positively on their social image or influenced by their friends and 

family.  

 

Furthermore, perceived risk can influence consumers’ purchase intention 

(Pelaez et al., 2019). According to Li et al. (2022), consumers who have a 

high willingness to bear the risk are likely to have the intention to purchase 

the innovative products, while those with a low willingness to bear the risk 

will avoid it and tend to purchase the products which they are familiar with. 

Moreover, according to Costa et al. (2021), it is important to include that 

consumers who have high concern about the environment they tend to easily 

be influenced by the green product. Consumers who have more knowledge 

about environmental issues tend to view green products favourably and intend 

to purchase it. Moreover, it can improve the companies that are producing 
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green or eco-friendly products more favourable by the consumers. This 

indicates that the companies that are producing electric vehicles can become 

favourable to the consumers who tend to have high concern about the 

environment. Not only that, according to Degirmenci and Breitner (2017), 

electric vehicle’s environmental performance is viewed as a significant 

predictor of attitude leading intention to purchase compared to price. This 

means that consumers who tend to be more environmentally conscious are 

likely to purchase electric vehicles to reduce pollution. On the other hand, 

performance expectancy also can influence electric vehicle purchase intention. 

This is because where drivers believe and confident in the performance of 

electric vehicles and tend to show a higher level of purchase intention 

(Samarasinghe et al., 2023). Therefore, the purchase intention of young adults 

in Malaysia may view electric vehicles as an alternative to conventional 

vehicles in terms of long-term efficiency performance. Next, according to  

Asadi et al. (2022), price value is a primary driver of purchase intention. 

Consumers who view electric vehicles as value for money offerings and can 

provide cost-benefit to them are more likely to purchase it. Price value can 

play as a signal of judgment and important antecedent of purchase intention. 

If the higher the consumers’ view of the product as cost-benefit to them, the 

stronger the consumer purchase intention (Zhuang et al., 2021). 

 

 

2.4 Proposed Conceptual Framework 

 

Figure 2.1 Proposed Conceptual Framework 
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Source: Developed for the research 

 

 

  

 

 

 

2.5 Hypotheses Developments 

 

H1: Performance Expectancy has a significant relationship on intention to purchase 

electric vehicles among Malaysian young adults. 

H2: Price Value has significant a relationship on intention to purchase electric 

vehicles among Malaysian young adults. 

H3: Environmental concern has a significant relationship on intention to purchase 

electric vehicles among Malaysian young adults. 

H4: Perceived risk has a significant relationship on intention to purchase electric 

vehicles among Malaysian young adults. 

H5: Social influence has a significant relationship on intention to purchase electric 

vehicles among Malaysian young adults. 

 

 

2.6 Conclusion 

 

In conclusion, chapter 2 reviewed the definition of each independent variable and 

the dependent variable using the past studies. It also explained how TPB framework 

influences the variables by using relevant research materials and the relationship 

between the variables, and proposed a conceptual framework, as well as hypotheses 

of this research being carried out. 

 

 

 

price  value, environmental concern, perceived risk, and social influence.

to  purchase electric  vehicles is dependent  on  the  performance  expectancy,  

Malaysian young  adults’  intention  to   purchase electric   vehicles.  The  intention   

Figure   2.1  is   the   proposed conceptual framework   developed   to   explore   
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CHAPTER 3: METHODOLOGY 

 

 

3.0 Introduction 

 

This chapter will describe in detail the research method and techniques in this 

study. It includes research design, sampling design, data collection methods, 

proposed data analysis tools, and instruments used for this research. 

 

 

3.1 Research Design 

 

Research design is a process that is adopted by a researcher to answer questions in 

a valid way. It is required to be accurate and objective. It is the type of analysis that 

needs to be determined and carried out to get the desired results. The results, good 

or bad, that are received will depend on the research questions. The results of 

research will become weak if the design is poor. Research design is a framework of 

methods that research wants to combine different components in reasonably. So, the 

research problem can be handled efficiently. It is a process on how to process, 

collect, measure, and analyze data (Khanday & Khanam, 2019). This research will 

be using a quantitative method, descriptive research and causal research. 

 

 

3.1.1 Quantitative research 

 

In quantitative research, the collection of numerical data and the application 

of statistical, mathematical, or computational techniques is structured to study 

the phenomenon.  In simple terms, when answering the survey questionnaire 

such as who, what, how much, when, where, how many, and how. The results 

which numerical data can measure and evaluate from a population and 
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theoretical framework using statistical techniques with hypothesis testing. It 

needs to quantify and analyze variables to get results (Apuke, 2017). 

 

 

3.1.2 Causal Research 

 

Causal research is to identify cause-effect relationships between independent 

and dependent variables  

(Lawrence, 2023). This study will identify the independent variables 

(performance expectancy, price value, environmental concern, perceived risk, 

and social influence) and the dependent variable of the causal effect on 

purchase intention of electric vehicles. 

 

 

3.2 Data Collection Methods 

 

 

3.2.1 Primary Data 

 

Information that is collected on the variables of a research topic by researchers 

themselves or under their direct supervision and guidance is known as 

primary data. The data collected must be original, authentic, reliable, 

objective, valid, and previously unpublished. It is very costly and time-

consuming when collecting the primary data (Ganesha & Aithal, 2022). This 

research will use an internet survey to collect data, which is a widely used 

method to reach more respondents efficiently. This method is also able to 

reduce cost and time. The survey of the first section is designed to collect 

information related to the demographic details. The demographic questions 

are about the respondents’ general information, such as gender, age, income, 

and so on. The second section is about the independent variables and 

dependent variables of the research. 
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3.2.2 Secondary Data 

 

Secondary data is the information that is gathered by someone other than the 

current user or used for a purpose different from the original one. For example, 

the data, such as journal articles, internet, databases, textbooks, and case 

studies, are collected from the existing sources for another main research 

objective is also known as secondary data (Pederson et al., 2020). In this 

research, the secondary data will be collected from previous journals through 

the library database provided by UTAR. Moreover, other reliable online 

sources will be used in this study too. By having secondary data can give 

researchers have a better understanding of the factors that influence 

Malaysian young adults’ purchase intention on electric vehicles. 

 

 

3.3 Sampling Design 

 

 

3.3.1 Target population 

 

In this study, the target respondents are young adults in Malaysia who are 

aged 18 to 40 and are interested in purchasing electric vehicles.  

 

 

3.3.2 Sampling Frame and Sampling Location 

 

A sampling frame is a collection of source materials from which a sample is 

drawn. In this research, respondents are aged 18 to 40 in the Malaysia only, 

regardless of location or target area. The sampling frame for this research will 

also include students and young adults in Malaysia who are studying or 

working and are interested in EVs.  

 

3.3.3 Sampling Elements 

Page 22 of 91 



 

The target respondents for this research project are young adults Malaysian in 

the 18 to 40 age group. They may be from different ages, genders, and 

education backgrounds, and different incomes but they have purchase 

intention towards electric vehicles in Malaysia. 

 

 

3.3.4 Sampling Technique 

 

There are two ways to collect data by using sampling techniques, which are 

probability sampling and non-probability sampling. The selected sampling 

technique in this research is non-probability sampling. Non-probability 

sampling is a method in which samples in research procedures are obtained 

where not all individuals in the community have an equal chance of being 

selected (Zikmund et al., 2013). This sampling method is a very quick, simple, 

and cost-effective to collect data (Vehovar et al., 2016). 

 

Convenience sampling is the most used non-probability sampling method. 

According to Obilor & Isaac (2023), convenience sampling is one of the 

advantage methods where a sample is selected from a segment of the 

population that is nearby, readily accessible, or conveniently accessible. The 

sample is selected based on the researcher’s convenience because respondents 

are available at the right time and location. This method is very saving times 

and resources. 

 

 

3.3.5 Sampling Size 

 

Sample size is helping to determine an appropriate number of participants that 

should be included in the research. It may fail to detect an important effect if 

the sample size is too small, while too large sample size can become a waste 

of resources (Singn & Masuku, 2014). Luanglath (2014) stated that a  
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guideline on selecting sample size of the behavioral research created by 

Roscoe, the sample size should be ranging from 30 to 500. Therefore, 200 

respondents will be the sample size in this study. As a result, a total of 203 

sets of responses were received. However, 23 sets of respondents, who are 41 

above age group are cleaned from the survey due to the initial focus being 

young adults who are aged 18 to 40. Therefore, a total of 180 sets of 

respondents will be usable and analysed for actual data analysis. 

 

 

3.4 Research Instruments 

 

 

3.4.1 Questionnaire Design 

 

The questionnaire of this study is conducted by using Google Form in English 

language to distribute to the respondents. There are two sections in this 

questionnaire, which is divided into two sections, A and B. Part A consists of 

demographic information about the target respondents, such as gender, age, 

marital status, education background, monthly income, and number of private 

cars. Part B focused on 5 independent variables and 1 dependent variable. It 

is designed based on the Five Point Likert Scale rating. Respondents are 

requested to select from the range of 1 (Strongly Disagree) to 5 (Strongly 

Agree) based on their understanding. 

 

 

3.4.2 Pilot Test 

 

According to Johanson and Brooks (2010), the feasible lower limit for a pilot 

test is 30 potential respondents. In this study, the pilot test will be conducted 

as a trial run of the questionnaires for each variable by using SPSS Cronbach’s 

Alpha to test for the internal consistency. Therefore, 30 sets of survey 

questionnaires that were distributed to respondents and table 3.1 below shows 
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the pilot test result, which all the variables are above 0.7 and considered 

reliable. 

 

Table 3.1: Pilot Test Result 

 

 

Source: Developed for the research 

 

 

3.5 Construct Measurement 

 

 

3.5.1 Measurement Scale 

 

To evaluate the validity and reliability of a statistical analysis, the scale 

measurement method is conducted. This research will use three measurement 

scales, which are nominal scale, ordinal scale, and interval scale. 

 

 

 

3.5.1.1 Nominal Scale 

 

Nominal scale, the simplest level of measurement, used to assign values to 

items for identification or classification purposes (Zikmund et al., 2013). In 

this study, the nominal scale plays a role to help arrange the respondents into 

Construct Cronbach’s Alpha 

Performance Expectancy 0.811 

Price Value 0.809 

Environmental Concern 0.747 

Perceived Risk 0.739 

Social Influence 0.881 

Purchase Intention 0.730 
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several categories. The questionnaire in Section A of this study will use a 

nominal scale. 

 

 

3.5.1.2 Ordinal Scale 

 

An Ordinal scale plays a role that helps to arrange items into a ranking order. 

For instance, it will rank the items from highest to lowest and from first to 

last. This is a measurement scale that uses ordered variables, such as strongly 

dissatisfied to strongly satisfied (Stephanie, 2020). In this study, the 

questionnaire of the Section A part will be using the ordinal scale, such as age 

group and income. 

 

 

3.5.1.3 Interval Scale 

 

Interval scale is a numeric scale that help to separates the organized group 

into units of equal intervals and ranks the items based on their scales 

(Zikmund et al., 2013). In this study, the questionnaire of the Section B part 

will use interval scale, which is a 5-point Likert scale with a value from 

“Strongly Disagree” to “Strongly Agree.” 

 

 

3.5.2 Origin of Construct 
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Table 3.2: Measurement Instrument and Measurement Scale 

 

Construct Measurement Items Scale Source 

Performance 

Expectancy 

(PE)  

PE1: I believe that electric 

vehicle is useful in my daily life. 

 

PE2: I believe that electric 

vehicle would help me travel 

quickly. 

 

PE3: I believe that electric 

vehicle can increase my 

productivity. 

 

PE4: I believe that electric 

vehicle can increase my 

flexibility in my daily life. 

 

PE5: I believe that electric 

vehicle is useful to reduce my 

household expenditures on 

transportation. 

 

1 = Strongly 

Disagree, 5 

= Strongly 

Agree 

Jain et al. 

(2022); 

Wang et al. 

(2018)  

Price Value 

(PV) 

 

PV1: I think electric vehicles 

provide value for money. 

 

PV2: I think electric vehicles are 

reasonably priced. 

 

PV3: I think electric vehicles are 

economical in the long run. 

 

1 = Strongly 

Disagree, 

5 = Strongly 

Agree 

Venkatesh et 

al., (2012) 
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PV4: I think the price paid will 

match the quality of the electric 

vehicle I get. 

 

Environmental 

Concern (EC) 

 

EC1: I believe that electric 

vehicles are helpful to 

environmental protection. 

 

EC2: I have a high level of 

environmental awareness. 

 

EC3: I am willing to pay more for 

environmentally friendly 

products. 

 

EC4: I believe our consumption 

habits should be responsible for 

the environment. 

 

EC5: I think driving electric 

vehicles can reduce 

environmental pollution. 

 Krupa et al. 

(2014) 
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Perceived 

Risk (PR) 

 

PR1: I worry about incurring 

financial losses with electric 

vehicles because of their high 

maintenance costs and low resale 

value. 

 

PR2: I can’t feel 100% safe when 

I am driving an electric vehicle 

on the road. 

 

PR3: I think using electric 

vehicles could lead to time loss 

(e.g. limited driving range and 

long-time recharging). 

 

PR4: I worry electric vehicles 

cannot perform as well as 

traditional gasoline vehicles. 

 

PR5: I worry that driving an 

electric vehicle may not be 

convenient for me. 

1 = Strongly 

Disagree, 

5 = Strongly 

Agree 

Li et al. 

(2017); 

Wang et al. 

(2018) 
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Social 

Influence (SI) 

 

SI1: Driving an electric vehicle 

would be a status symbol for me. 

 

SI2: Driving an electric vehicle 

can attracts other’s attention, 

which is important to me. 

 

SI3: An electric vehicle would 

reflect my personality. 

 

SI4: Electric vehicles become a 

positive image in society. 

 

SI5: Driving an electric vehicle 

can make a good impression 

about me on the other people. 

 

 

1 = Strongly 

Disagree, 

5 = Strongly 

Agree 

Venkatesh et 

al. (2012); 

Jain et al. 

(2022); 

Kapser et al. 

(2020) 
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Purchase 

Intention (PI) 

 

PI1: I am willing to purchase an 

electric vehicle in the future. 

 

PI2: I am planning to purchase an 

electric vehicle in the future. 

 

PI3: I will prefer to purchase an 

electric vehicle rather than 

traditional vehicle if I need to 

purchase in the future. 

 

PI4: I prefer the advantages of 

using electric vehicles compared 

to the traditional gasoline 

vehicles. 

 

PI5: I intend to adopt electric 

vehicle due to it provides 

environmentally friendly. 

 

1 = Strongly 

Disagree, 

5 = Strongly 

Agree 

Zhang et al., 

(2021); Han 

et al., (2017); 

Castillo et 

al., (2023) 

Source: Develop for the research 

 

 

3.6 Data Processing 

 

 

3.6.1 Data Checking  

 

A pilot test is used to conducted before the final questionnaire to be distributed. 

It is important to collect feedback from respondents and to improve it. 
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3.6.2 Data Editing 

 

Data editing is an important step to check and correct errors, inconsistencies, 

and omissions in collected data. The edited data is to ensure the quality of 

data, validity of research findings, and credibility of research. To ensure the 

accuracy of the result, inaccurate data will be removed (Kumar, 2022). 

 

 

3.6.3 Data Coding 

 

Data coding is the process of arranging and categorizing non-numeric 

information and assigning numeric numbers to these categories. This method 

is very common to a wide range of statistical software and allows for data 

conversions as well as measurement comparisons (CESSDA, 2023). The 

questionnaires that are in the category scales will assign number codes. 

 

 

3.6.4 Data Transcribing 

 

The final step is transferring data collected into SPSS. 

 

 

3.7 Data Analysis 

 

To study the factors influencing Malaysian young adults’ purchase intention 

towards electric vehicles, data analysis will be processed of interpreting data using 

SPSS Statistics to analyze survey data for business decision-making. There are two 

types of statistical techniques, which are descriptive statistics and inferential 

statistics. 
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3.7.1 Descriptive Analysis 

 

In this research, descriptive analysis is referred to as the characteristics of the 

population to answer the following questions of who, where, what, when, and 

how for overall explanation (Siedlecki, 2020). Descriptive statistics is to 

provide a straightforward summary of the sample being studied without 

drawing any inferences based on probability theory. There are tools such as 

frequency distribution tables, percentages, and measures of central tendency 

to summarize data. Descriptive statistics is valuable because it helps to 

summarize data in the form of simple quantitative measures, for example, 

percentages, means, histograms, or box plots (Kaliyadan & Kulkarni, 2019). 

According to Trochim (2020), it explains that descriptive analysis allows 

researchers to measure a big number of respondents using various 

measurements because it can simplify extensive data sets into a more user-

friendly manner for researchers. Hence, the demographic section in section A, 

which includes gender, age, income level, marital status, number of private 

cars, and education background, will be used to compute. 

 

 

3.7.2 Inferential Analysis 

 

 

3.7.2.1 Pearson Correlation Coefficient 

 

Pearson correlation is used to determined strength, significance, and direction 

between all variables. The two-tailed significance level is used to evaluate the 

null hypothesis. The coefficient ranges from -1.0 to 1.0., where -1.0 signifies 

a perfect negative linear relation while 1.0 signifies a perfect positive linear 

relationship, and 0 signifies no linear relationship (Sekaran & Bougie, 2010). 

In this study, this approach is used to explore the relationship between the 

independent variables and dependent variables. 
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3.7.2.2 Multiple Linear Regression Analysis 

 

According to Uyanık & Güler (2013) stated that analysis is a statistical 

technique used to examine the relationship between dependent variables with 

multiple independent variables. This method allows researchers to determine 

which independent variables among performance expectancy, price value, 

environmental concern, perceived risk, and social influence have the highest 

significant impact on the dependent variable (purchase intention). A Higher β 

value means the independent variable has a higher influence on the 

dependent variable. 

 

The multiple linear regression analysis model is formulated as in the 

following: 

 

y = dependent variable 

𝑥𝑖 = independent variable 

𝛽𝑖 = parameter 

𝜀 = error  

 

The multiple linear regression equation in this research is shown as below: 

𝑦 =  𝛽0 + 𝛽1𝑥1 +  𝛽2𝑥2 + 𝛽3𝑥3  +  𝛽4𝑥4 +  𝛽5𝑥5 +  𝜀  

y = Purchase Intention 

𝑥1 = Performance Expectancy 

𝑥2 = Price Value 

𝑥3 = Environmental Concern 

𝑥4 = Perceived Risk 

𝑥5 = Social Influence 

𝛽0 = intercept constant value, and  𝛽1 , 𝛽2 , 𝛽3 , 𝛽4 , 𝛽5 are the coefficients of 

related independent variables related to the dependent variable) 

𝛽1 , 𝛽2 , 𝛽3 , 𝛽4 , 𝛽5 = slope of coefficient 

𝜀 = error  
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3.7.3 Scale Measurement – Reliability Test 

 

Figure 3.1: Rules of Thumb of Cronbach’s Alpha 

 

Source: Hair Jr, J., Page, M., & Brunsveld, N. (2019). Essentials of business 

research methods. Routledge 

 

A reliability test is used to investigate the sign of internal consistency, 

ensuring that the tool used accurately tests the idea and maintains the 

measure’s integrity (Zikmund et al., 2013). Cronbach’s Alpha is used to 

evaluate and determine the internal consistency of data in this research. 

Cronbach’s Alpha can help to measure internal consistency for reliability 

testing and is a specific as well as widely used in social and organizational 

sciences. For example, the degree of internal consistency of a  

questionnaire, or the correlation between the items in a measurement 

instrument. A higher Cronbach’s Alpha value indicates greater internal 

consistency and reliability. This method can ensure the measurement 

instrument give consistent results across contexts and increase the reliability 

of the study (Bonett & Wright, 2015). All variables with alpha values greater 

than 0.7 are considered to have high reliability. Conversely, all variables with 

alpha values lower than 0.7 are considered to have low dependability (Hair et 

al., 2019).  

 

 

3.8 Conclusion 

 

This chapter covers a range of proposed research methods such as research design, 

sampling design, data collection method, construct measurement, data processing 
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and so on. The data will be analysed by using SPSS software and the result of the 

statistical analysis will discuss in following chapter. 

 

 

 

Page 36 of 91 



CHAPTER 4: DATA ANALYSIS 

 

 

4.0 Introduction 

 

In this chapter, the data collected from the questionnaire and the outcome of SPSS 

software will be analysed. The data will be described by using a table, pie chart as 

well as data will be discussed. This will include elements: descriptive analysis, scale 

measurement, reliability analysis, and inferential analysis. 

 

 

4.1 Descriptive Analysis 

 

A total of 203 of sets questionnaire survey respondents have been received. 

However, 23 sets of questionnaire survey respondents have been cleaned from the 

data due to the 41 above age group are not sampling size in this study. Therefore, 

only 180 sets of questionnaires survey are respondents usable and analysable. 

 

 

4.1.1 Respondent’s Demographic Information 

 

There are six questions about the respondent’s demographic profile, such as 

gender, age group, marital status, monthly income, education background, 

and number of private cars.  
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4.1.1.1 Gender 

 

Figure 4.1: Gender 

 

 

Source: Developed for the research 

 

Table 4.1: Gender 

Gender Frequency Percent (%) 

Female 96 53.3 

Male 84 46.7 

Total 180 100.0 

 

Source: Developed for the research 

 

Figure 4.1 and table 4.1 show the demographic information of respondents. 

There are 96 female respondents, which is 53.3%, and 84 male respondents, 

which is 46.7%, in this study. Female respondents are slightly more than male 

respondents. 
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4.1.1.2 Age Group 

 

Figure 4.2: Age Group 

 

Source: Developed for the research 

 

Table 4.2: Age Group 

Age Group Frequency Percent (%) 

18-21 35 19.4 

22-25 61 33.9 

26-30 40 22.2 

31-35 26 14.4 

36-40 18 10.0 

Total 180 100.0 

Source: Developed for the research 

 

Based on figure 4.2 and table 4.2, majority of respondents are in the 22-25 

age group, which is 61 respondents (33.9%). Next, there are 40 respondents 

(22.2%) who fall within the 26-30 age group. Other than that, there are 35 

respondents (19.4%) who fall within the 18-21 age group, followed by 26 

respondents (14.4%) who fall within the 31-35, and 18 respondents (10.0%) 

who fall within the 36-40. 
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4.1.1.3 Marital Status 

 

Figure 4.3: Marital Status 

 

Source: Developed for research 

 

 

Table 4.3: Marital Status 

Marital Status Frequency Percent (%) 

Married 50 27.8 

Single 130 72.2 

Total 180 100.0 

Source: Developed for research 

 

Based on figure 4.3 and table 4.3 of marital status, there are 50 respondents 

who are married, which is 27.8%, and there are 130 respondents who are 

single, which is 72.2%. 
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4.1.1.4 Monthly Income (MYR) 

 

Figure 4.4: Monthly Income (MYR) 

 

Source: Developed for research 

 

Table 4.4: Monthly Income (MYR) 

Monthly Income (MYR) Frequency Percent (%) 

< RM2,000 65 36.1 

RM2,001 – RM3,000 36 20.0 

RM3,001 – RM4,000 19 10.6 

RM4,001 – RM5,000 37 20.6 

RM5,001 – RM6,000 14 7.8 

> RM6,001 9 5.0 

Total 180 100.0 

Source: Developed for research 

 

Based on figure 4.4 and table 4.4 of monthly income in MYR, initially, there 

are 65 respondents (36.1%) who are less than RM2000. Secondly, 36 

respondents (20%) have between RM2,001 and RM3,000. Thirdly, there are 

19 respondents (10.6%) who make between RM3,001 and RM4,000. 

Furthermore, 37 respondents (20.6%) who make between RM4,001 and 
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RM5,000. In addition, 14 respondents (7.8%) who make between RM5,001-

RM6,000. Finally, 9 respondents (5%) have RM6,001 above. 

 

 

4.1.1.5 Education Background 

 

Figure 4.5: Education Background 

 

Source: Developed for research 

 

Table 4.5 Education Background 

Education Background Frequency Percent (%) 

Degree 60 33.3 

Diploma 45 25.0 

Master 7 3.9 

PhD 1 0.6 

SPM 40 22.2 

STPM/Foundation 27 15.0 

Total 180 100.0 

Source: Developed for research 

 

Based on figure 4.5 and table 4.5 of education background, there are 60 

respondents (33.3%) in the group of people with bachelor’s degree. Secondly, 

there are 45 respondents (25%) in the group of people with diploma. In 
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addition, there are 7 respondents (3.9%) are at the master level. Moreover, 

there is 1 respondent (0.6%) is PhD. Subsequently, 40 respondents (22.2%) 

are from SPM. Finally, 27 respondents (15%) are from STPM or Foundation. 

 

 

4.1.1.6 Number of Private Cars 

 

Figure 4.6: Number of Private Cars 

 

Source: Developed for research 

 

Table 4.6: Number of Private Cars 

Number of Private 

Cars 

Frequency Percent 

0 44 24.4 

1 104 57.8 

2 17 9.4 

3 or above 15 8.3 

Total 180 100.0 

 

Source: Developed for research 

 

Based on figure 4.6 and table 4.6 of the number of private cars, there are 44 

respondents (24.4%) who have 0 private cars. Next, the majority respondents, 

which are 104 (57.8%), have 1 private cars. In addition, there are 17 
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respondents (9.4%) have 2 private cars. Finally, there are 15 respondents 

(8.3%) who have 3 or above private cars. 

 

 

4.1.2 Central Tendencies Measurement of Construct 

 

 

4.1.2.1 Performance Expectancy (PE) 

 

Table 4.7: Central Tendencies Measurement of Performance Expectancy 

 

Questions Statement Sample Size, 

N 

Mean Standard 

Deviation 

PE1 I believe that electric vehicle is useful in my 

daily life. 

180 3.73 1.344 

PE2 I believe that electric vehicle would help me 

travel quickly. 

180 3.76 1.279 

PE3 I believe that electric vehicle can increase my 

productivity. 

180 3.64 1.336 

PE4 I believe that electric vehicle can increase my 

flexibility in my daily life. 

180 3.65 1.318 

PE5 I believe that electric vehicle is useful to 

reduce my household expenditures on 

transportation 

180 3.91 1.330 

 

Source: Developed for research 

 

 

First, statements related to performance expectancy are analysed. The table 

4.7 above shows that PE5 holds the highest mean value of 3.91. This indicated 

that most of the respondents strongly agree that electric vehicles can reduce 

household transportation costs. The second highest mean is PE2, which is 

3.76. The third highest mean is PE1, which has a mean value of 3.73. The 
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fourth highest mean is PE4, which has a mean value of 3.65. The smallest 

mean is PE3, which has a mean value of 3.64, which indicates that there is 

less agreement that electric vehicles help them travel quickly. Next, PE1 has 

the highest standard deviation which, is 1.344, and the lowest is PE2 with 

1.279. While PE3, PE5, and PE4 are 1.336, 1.330, and 1.318 respectively. 

 

 

4.1.2.2 Price Value (PV) 

 

Table 4.8: Central Tendencies Measurement of Price Value 

 

Questions Statement Sample Size, N Mean Standard Deviation 

PV1 I think electric 

vehicles provide 

value for money. 

180 3.85 1.096 

PV2 I think electric 

vehicles are 

reasonably priced. 

180 4.12 1.006 

PV3 I think electric 

vehicles are 

economical in the 

long run 

180 4.26 1.052 

PV4 I think the price 

paid will match the 

quality of the 

electric vehicle I 

get 

180 3.99 1.136 

 

Source: Developed for research 

 

 

First, statements related to price value are analysed. The table 4.8 above 

shows that PV3 holds the highest mean value of 4.26. This indicated that most 

Page 45 of 91 



of the respondents strongly agree that electric vehicles are economical in the 

long run. The second highest mean is PV2, which is 4.12. The third highest 

mean is PV4, which has a mean value of 3.99. The lowest mean is PV1, which 

is 3.85, which indicates that less agreement of people think that electric 

vehicles provide value for money. Next, PV4 has the highest standard 

deviation, which is 1.136, and the lowest is PV2 with 1.006. While PV1 and 

PV3 are 1.096 and 1.052, respectively. 

 

 

4.1.2.3 Environmental Concern (EC) 

 

Table 4.9: Central Tendencies Measurement of Environmental Concern 

 

Source: Developed for research 

 

First, statements related to environmental concern are analysed. The table 4.9 

above shows that EC5 holds the highest mean value of 4.23. This indicated 

that most of the respondents strongly agree that electric vehicles can reduce 

environmental pollution. The second highest mean is EC1, which is 4.03. The 

third highest mean is EC3, which has a mean value of 3.98. The fourth mean 

is EC2, which is 3.82. The lowest mean is EC4, which is 3.72, which indicates 

Questions Statement Sample Size, 

N 

Mean Standard 

Deviation 

EC1 I believe that electric vehicles are 

helpful to environmental protection. 

180 4.03 1.141 

EC2 I have a high level of environmental 

awareness. 

180 3.82 1.226 

EC3 I am willing to pay more for 

environmentally friendly products. 

180 3.98 1.108 

EC4 I believe our consumption habits should 

be responsible for the environment. 

180 3.72 1.191 

EC5 I think driving electric vehicles can 

reduce environmental pollution 

180 4.23 1.056 
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that less agreement of people believes their consumption habits should be 

responsible for the environment. Next, EC2 has the highest standard deviation, 

which is 1.226, and the lowest is EC5 with 1.056. While EC4, EC1, and EC3 

are 1.191, 1.141, and 1.108, respectively. 

 

 

4.1.2.4 Perceived Risk (PR) 

 

Table 4.10: Central Tendencies Measurement of Perceived Risk 

 

Source: Developed for research 

 

First, statements related to perceived risk are analysed. The table 4.10 above 

shows that PR3 holds the highest mean value of 4.11. This indicated that most 

of the respondents strongly agree that electric vehicles can lead to time loss. 

The second highest mean is PR5, which is 4.00. The third highest mean is 

PR1, which has a mean value of 3.96. The fourth mean is PR2, which is 3.94. 

Questions Statement Sample 

Size, N 

Mean Standard 

Deviation 

PR1 I worry about incurring financial losses 

with electric vehicles because of their 

high maintenance costs and low resale 

value. 

180 3.96 1.188 

PR2 I can’t feel 100% safe when I am 

driving an electric vehicle on the road. 

180 3.94 1.176 

PR3 I think using electric vehicles could 

lead to time loss (e.g. limited driving 

range and long-time recharging). 

180 4.11 1.118 

PR4 I worry electric vehicles cannot 

perform as well as traditional gasoline 

vehicles. 

180 3.93 1.132 

PR5 I worry that driving an electric vehicle 

may not be convenient for me. 

180 4.00 1.143 
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The lowest mean is PR4, which is 3.93, which indicates that there is less 

agreement of worry that electric vehicles cannot perform as well as traditional 

gasoline vehicles. Next, PR1 has the highest standard deviation, which is 

1.188, and the lowest is PR3 with 1.118. While PR2, PR5, PR4 are 1.176, 

1.143, and 1.132 respectively. 

 

 

4.1.2.5 Social Influence (SI) 

 

Table 4.11: Central Tendencies Measurement of Social Influence 

 

Questions Statement Sample 

Size, N 

Mean Standard 

Deviation 

SI1 Driving an electric vehicle 

would be a status symbol for me. 

180 3.79 1.290 

SI2 Driving an electric vehicle can 

attract other’s attention, which is 

important to me. 

180 3.68 1.360 

SI3 An electric vehicle would reflect 

my personality. 

180 3.67 1.223 

SI4 Electric vehicles become a 

positive image in society. 

180 3.71 1.298 

SI5 Driving an electric vehicle can 

make a good impression about 

me on the other people. 

180 3.84 1.324 

Source: Developed for research 

 

First, statements related to social influence are analysed. The table 4.11 above 

shows that SI5 holds the highest mean value of 3.84. This indicated that most 

of the respondents strongly agree that driving electric vehicles can make a 

good impression about me on the other people. The second highest mean is 

SI1, which is 3.79. The third highest mean is SI4 which has a mean value of 

3.71. The fourth mean is SI2, which is 3.68. The lowest mean is SI3, which is 
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3.67, which indicates that less agreement that an electric vehicle would reflect 

my personality. Next, SI2 has the highest standard deviation, which is 1.360, 

and the lowest is SI3 with 1.223. While SI5, SI4, SI1 are 1.324, 1.298, and 

1.290 respectively. 

 

 

4.1.2.6 Purchase Intention (PI) 

 

Table 4.12: Central Tendencies Measurement of Purchase Intention 

 

Questions Statement Sample Size, 

N 

Mean Standard 

Deviation 

PI1 I am willing to purchase an 

electric vehicle in the future. 

180 3.64 1.364 

PI2 I am planning to purchase an 

electric vehicle in the future. 

180 3.61 1.184 

PI3 I will prefer to purchase an 

electric vehicle rather than 

traditional vehicle if I need to 

purchase in the future. 

180 3.67 1.358 

PI4 I prefer the advantages of 

using electric vehicles 

compared to the traditional 

gasoline vehicles. 

180 3.74 1.273 

PI5 I intend to adopt electric 

vehicle due to it provides 

environmentally friendly. 

180 3.70 1.337 

Source: Developed for research 

 

First, statement related to purchase intention are analysed. The table 4.12 

above shows that PI4 holds the highest mean value of 3.74. This indicated 

that most of the respondents strongly agree that they intend to adopt electric 

vehicle due to it provides environmentally friendly. The second highest mean 
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is PI5, which is 3.70. The third highest mean is PI3 which is, 3.67. Next is 

PI1, which has a mean value of 3.64. The lowest mean is PI2, which is 3.61, 

which indicates that less agreement that they are planning to purchase an 

electric vehicle in the future. Next, PI1 has the highest standard deviation, 

which is 1.364, and the lowest is PI2 with 1.184. While PI3, PI5, PI4 are 1.358, 

1.337, and 1.273 respectively. 

 

 

4.2 Scale Measurement 

 

 

4.2.1 Reliability Measurement 

 

Table 4.13: Reliability Analysis 

Construct Cronbach’s Alpha Number of Items 

Performance 

Expectancy 

0.820 5 

Price Value 0.844 4 

Environmental Concern 0.830 5 

Perceived Risk 0.860 5 

Social Influence 0.773 5 

Purchase Intention 0.801 5 

Source: Developed for research 

 

Table 4.13 shows the reliability analysis result. Performance expectancy with 

a Cronbach’s Alpha value of 0.820, price value with 0.844, environmental 

concern with 0.830, perceived risk with 0.860, and purchase intention with 

0.801 which is considered as good and reliable due to between in the 0.8 to 

0.9 range. Next, social influence with 0.773 which is considered under the 

acceptable range due to between the 0.7 to 0.8 range. 
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4.3 Inferential Analysis 

 

 

4.3.1 Pearson Correlation Analysis 

 

Table 4.14: Pearson Correlation Analysis 

 

Source: Developed for research 

 

Table 4.14 shows the Pearson correlation coefficient with the variables are 

significant at the level of 0.01 (two-tailed), which indicates that the 

correlation of all these variables is statistically significant to dependent 

variables (PI). This table shows that all the independent variables, which are 

PE, PV, EC, PR, and SI have a positive correlation relationship with PI. SI 

has the highest correlation on PI, with correlation coefficient of 0.859, 

followed by PE (0.853), EC (0.677), and PR (0.673). While PV has a 

correlation coefficient value of 0.661, which has the lowest influence on PI 

among all the independent variables. 
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4.3.2 Multiple Linear Regression Analysis 

 

Table 4.15: Model Summary of Multiple Linear Regression Analysis 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .916ª .838 .834 0.39691 

a. Predictors: (Constant), SI, PR, PV, PE, EC 

Source: Developed for research 

 

Table 4.15 shows that the value of R is 0.916, R square is 0.838, and adjusted 

R square is 0.834. This shows that SI, PR, PV, PE, and EC (IVs) may 

contribute 83.4% of the model towards PI (DV). 

 

 

Table 4.16: ANOVA Test 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

Regression 142.249 5 28.450 180.589  

Residual 27.412 174 .158   

Total 169.661 179    

a. Dependent Variable: PI 

b. Predictors: (Constant), SI, PR, PV, PE, EC 

Source: Developed for research 

 

  

  

  

 

 

 

 

 

<.001b

a significant impact on PI.

which indicates that the independent variables of SI, PR, PV, PE, and EC have 

180.589 and a significant   value  is   less  than  0.01 (F  = 180.589,  p  <.001), 

Table 4.16 shows the ANOVA test results. It demonstrates that the F-value is 
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Table 4.17: Coefficients 

 Unstandardized coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

(Constant) -.016 .148  -.105 .916 

PE .458 .051 .474 9.007 <.001 

PV -.056 .062 -.051 -.906 .366 

EC .073 .062 .066 1.180 .240 

PR .010 .058 .010 .174 .862 

SI .501 .052 .484 9.615 <.001 

a. Dependent Variable: PI 

Source: Developed for research 

 

   

   

 

  

   

  

  

  

 

 

 

            

 

 

   

   

   

   𝑥4 = Perceived Risk (PR)

𝑥3 = Environmental Concern (EC)

𝑥2 = Price Value (PV)

𝑥1 = Performance Expectancy (PE)

y = Purchase Intention

Whereas:

  𝑦 = 𝛽0 + 𝛽1𝑥1 + 𝛽2𝑥2 + 𝛽3𝑥3 + 𝛽4𝑥4 + 𝛽5𝑥5

The equation of the multiple regression can be formed as below:

the least influence.

As a result, SI has the greatest influence on PI, while PV, EC, and PR have 

0.484, followed by PE at 0.474, PV at -0.051, EC at 0.066, and PR at 0.010. 

has a higher influence. Based on table 4.17, SI has the highest beta value at 

The beta values represent the influence on the PI, in which a higher beta value 

meaning they do not significantly influence PI.

concluded that hypotheses are rejected because p-values are greater than 0.05, 

that have  a significant influence on PI. In contrast, PV, EC, and PR can be 

concluded that the hypotheses for PE and SI are not rejected, and this means 

PV has 0.366,  EC  at  0.240,  and  PR  at  0.862,  which exceeded. This  can  be 

it indicates at a significant level. PE and SI have p-values of <.001. While 

Table 4.17 shows the coefficients analysis results. When the p-value < 0.05, 
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𝑥5 = Social Influence (SI) 

𝛽0 = intercept constant value, and  𝛽1 , 𝛽2 , 𝛽3 , 𝛽4 , 𝛽5 are the coefficients of 

related independent variables related to the dependent variable 

𝛽1 , 𝛽2 , 𝛽3 , 𝛽4 , 𝛽5 = slope of coefficient 

 

Purchase Intention 

= (-0.016) + 0.458 (PE) + - 0.056 (PV) + 0.073 (EC) + 0.010 (PR) + 0.501 

(SI) 

 

 

4.4 Conclusion 

 

In this chapter, it has included and discussed the data analysis for the study. The 

demographic information of respondents is analysed by using descriptive analysis. 

Other than that, statistical measures used in this research are multiple linear 

regression, Pearson correlation and Cronbach’s alpha. 
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CHAPTER 5: 

DISCUSSION, CONCLUSION AND IMPLICATIONS 

 

 

5.0 Introduction 

 

In this chapter, the findings of this research will be discussed. Other than that, the 

practical and theoretical implications are also to be emphasized. Moreover, there 

are some limitations, and recommendations will also be delivered in this chapter. 

 

 

5.1 Discussion of Major Findings 

 

Table 5.1: Summary Major Findings on Hypothesis Testing 

 

Source: Developed for research 

 

Hypothesis Significant Value 

(Sig.) 

Supported 

/Rejected 

H1: Performance expectancy has a significant relationship on 

intention to purchase electric vehicles among Malaysian young 

adults. 

Sig = <0.001 

(p < 0.05) 

Supported 

H2: Price value has a significant relationship on intention to 

purchase electric vehicles among Malaysia young adults. 

Sig = 0.366 

(p > 0.05) 

Rejected 

H3: Environmental concern has a significant relationship on 

intention to purchase electric vehicles among Malaysian young 

adults. 

Sig = 0.240 

(p > 0.05) 

Rejected 

H4: Perceived Risk has a significant relationship on intention to 

purchase electric vehicles among Malaysian young adults. 

Sig = 0.862 

(p > 0.05) 

Rejected 

H5: Social influence has a significant relationship on intention to 

purchase electric vehicles among Malaysian young adults. 

Sig = < 0.001 

(p < 0.05) 

Supported 

Page 55 of 91 



The purpose of this research is to understand the factors that influence the purchase 

intention of electric vehicles among young adults in Malaysia. Above table 5.1 

presents the summary of the major findings from the hypotheses testing in this study, 

and the following subsection will discuss each of the findings in detail. 

 

 

H1: Performance expectancy has a significant relationship on intention to 

purchase electric vehicles among Malaysian young adults. 

 

Based on the result of the analysis, the performance expectancy has a significant 

relationship on intention to purchase electric vehicles among Malaysian young 

adults. The hypotheses testing is examined through 0.05 p-value, and the 

performance expectancy is less than 0.001 p-value. This are stand by some studies 

of Venkatesh et al. (2012) and Jain et al. (2022), consumers are more likely to have 

the intention to purchase new technologies when they expect high performance 

benefits. This can be seen as performance expectancy is a critical factor of the 

purchase of technology. According to Wang et al. (2018) stated that when 

consumers perceived a high benefits performance of electric vehicles and found 

more attractive, they tend to have intention to purchase them and easily accepted.  

On the other hand, the electric vehicles performance factors, such as efficient, 

reliability, speed (Jain et al. 2022), and driving range (Kapser & Abdelrahman, 

2020), likely attract and influence young adults, which can increase their purchasing 

intention. These perceived benefits can reflect consumer decision-making and 

reinforce customers’ purchase intentions towards electric vehicles (Zhou et al., 

2021). Thus, it is suggested that automotive manufacturers should improve electric 

vehicle characteristics (Castillo et al., 2021). As a result, H1 of this study is 

supported due to the performance expectancy significantly influencing the intention 

to purchase electric vehicles among Malaysian young adults. 

 

 

H2: Price value has a significant relationship on intention to purchase electric 

vehicles among Malaysian young adults. 
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Based on the result of the analysis, the price value has no significant relationship 

on intention to purchase electric vehicles among Malaysian young adults. The 

hypotheses testing is examined through 0.05 p-value, and the price value is 0.366 

p-value, which is exceeded. While previous research shows that consumers who 

perceived price value and view the benefits of a product as outweighing the costs 

can have a significant relationship and increase intention to purchase electric 

vehicles, as well as the Malaysia government also provides incentives and subsidies 

that add to this appeal, which makes it more affordable and attractive choice. 

According to Wang et al. (2023), financial incentives can make more people likely 

to purchase. However, Ivanova and Moreira (2023) found no relationship between 

price factors and electric vehicles purchase intention. Because consumers lack 

information about operating costs, maintenance costs, and the resale market. Dong 

et al. (2020) stated the price factors do not significantly influence electric vehicles 

purchase intention, although the government has provided subsidies as part of its 

electric vehicles related policies. The reason being consumers may focus more on 

the electric vehicles’ performance rather than price considerations. As a result, H2 

of this study is not supported because there is no significant influence price value 

on the intention to purchase electric vehicles among Malaysian young adults. 

 

 

H3: Environmental concern has a significant relationship on intention to 

purchase electric vehicles among Malaysian young adults. 

 

Based on the result of the analysis, the environmental concern has no significant on 

intention to purchase electric vehicles among Malaysian young adults. The 

hypotheses testing is examined through 0.05 p-value, and the environmental 

concern is 0.240 p-value, which is exceeded. Although previous studies such as Wu 

et al. (2019) and Xu et al. (2019) as discussed in chapter 2, recognize that 

environmental concern has influenced electric vehicle purchase intention. However, 

recent research by White et al. (2019) discovered that environmental concern has 

no significant relationship with electric vehicles purchase intention. The reason 

being that environmental concern alone may not predict sustainable behaviours. It 

suggested that environmental concern tends to be more impactful to consumers who 

have strong personal values, mindfulness, and a sense of connection to nature. There 

Page 57 of 91 



is not enough to motivate purchase intention behaviour linked to environmental 

concern without these personal influences. Other than that, according to Lampo and 

Silva (2023), suggested that environmental concern may not be a primary factor 

influencing consumers’ purchase decisions. Consumers might be environmentally 

aware; however, it does not necessarily translate into action when it comes to 

intention to purchase electric vehicles. They might consider environmental benefits 

as “nice to have” rather than necessary. This means that consumers do not see 

environmental concern as their main factor for purchasing; instead, they just 

appreciate the eco-friendly aspect of electric vehicles. Thus, H3 of this study is not 

supported due to there is no significant influence environmental concern on the 

intention to purchase electric vehicles among Malaysian young adults. 

 

 

H4: Perceived risk has a significant relationship on intention to purchase 

electric vehicles among Malaysian young adults. 

 

Based on the result of the analysis, perceived risk has no significant on intention to 

purchase electric vehicles among Malaysian young adults. The hypotheses testing 

is examined through 0.05 p-value, and the perceived risk is 0.862 p-value, which is 

exceeded. Although previous studies such as Jaiswal et al. (2021) and Zadeh et al. 

(2022) found that perceived risk is one of the significant factors that have 

relationship with the purchase intention of electric vehicles. However, the study 

from Astuti & Susanto (2024) found that there is no relationship between the 

perceived risk and purchase intentions towards electric vehicles. This is because 

consumers’ concerns about the risks of electric vehicles are not strong enough to 

hinder their intention to purchase electric vehicles. While there may be some 

concerns or uncertainties raised by consumers, but these are not strong enough to 

hinder their purchase intentions. This indicates that when the consumers’ perceived 

benefits are strong enough, they will tend to remain interested in purchasing an 

electric vehicle. Moreover, Lin and Wu (2017) found that usage cost and charging 

infrastructure may not heavily influence consumers purchase intention. If 

consumers have a lack of understanding of the electric vehicles’ costs, it can reduce 

purchase intention. Additionally, the researchers also found that many people 

actually are preferred to have a home charging. This indicates that concerns of the 
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limited public charging infrastructure may also play a smaller role. Instead, they 

may focus on other factors such as performance and status. As a result, H4 of this 

study is not supported due to perceived risk not significantly influencing on 

intention to purchase electric vehicles among Malaysian young adults. 

 

 

H5: Social influence has a significant relationship on intention to purchase 

electric vehicles among Malaysian young adults. 

 

Based on the result of the analysis, the social influence has a significant relationship 

on intention to purchase electric vehicles among Malaysian young adults. The 

hypotheses testing is examined through 0.05 p-value, and the social influence is less 

than 0.001 p-value. Previous research done by Wang and Zhou (2019) shows that 

social influence has a significant relationship to intention to purchase electric 

vehicles and it can heavily influence young adults’ decisions when they are making 

purchase decision on the new technologies through friends, family, or societal 

expectations. Moreover, these findings also align with Khazaei (2019), there is more 

likely that young consumers will follow peer trends, opinions, and 

recommendations from collectivist societies when considering high involvement 

purchases like electric vehicles. This indicates that Malaysian young consumers 

often follow the behaviour of their peers; they consider and care about the perceived 

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

electric vehicles. As a result, H5 of this study is supported due to social influence is 

significantly influence on intention to purchase electric vehicles among Malaysian 

young adults. 

 

 

5.3 Implication of the Study 

 

 

5.3.1 Theoretical Implications 
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This study has expanded the Theory of Planned Behaviour framework (TPB) 

that incorporate additional variables by understanding what specific factors 

influence Malaysian young adults’ intention to purchase electric vehicles 

from the original construct. This research has identified that the expanded 

additional construct can enhance the traditional TPB predictive of behavioural 

power. All of these play a role to provide a more comprehensive perspective 

on the behaviour. Firstly, the performance expectancy is a significant factor 

that can enhance the traditional TPB constructs and have shown that 

Malaysian young adults are more likely to purchase electric vehicle when they 

have a positive evaluation of performance benefits to them. Secondly, price 

value can influence young adults’ intention to purchase electric vehicles such 

as how a product can bring cost-benefit to them. Next, the social influence is 

another strong significant factor which is subjective norms component of TPB. 

It highlights that Malaysian young adults are more easily influenced by their 

peers when making purchase decisions which significantly influence their 

behavioural intention. While perceived risk and environmental concern are 

other expanded TPB components. Perceived risk has shown the concern did 

not hinder young adults’ confidence to purchase them. On the other hand, 

environmental concern has shown a weaker influence in this study. This 

indicates that Malaysian young adults are more focused on the performance 

rather than environmental benefits when deciding to purchase electric 

vehicles. 

 

 

5.3.2 Managerial Implications 

 

In this study, the findings can provide useful information for marketers who 

try to promote electric vehicle products and build their brand awareness. 

Since Malaysian young adults have a high intention to purchase electric 

vehicles, it is important to understand how to shape an effective marketing 

strategies and support infrastructure investments in the electric vehicle 

industry. By identifying and recognizing the specific factors that influence 

their purchase decisions, it can allow marketers, policymakers, governments 
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and manufacturers to design their approaches and strategies, respectively. 

Additionally, companies could position electric vehicles as practical, trendy, 

and forward-looking options by understanding young adults’ purchase 

intentions, such as performance expectancy and social influence. Therefore, 

this can help to boost the market purchase rate and come out with electric 

vehicles as favourable options for Malaysian consumers. 

 

Other than that, this finding also can provide guidance for understanding 

elements that influence young adult purchase decisions, such as performance 

benefits of electric vehicles. Next, this can help young adults to make 

informed purchase decisions by emphasizing electric vehicles’ societal trends 

and the modern appeal. 

 

Moreover, although electric vehicles can help to reduce environmental 

concern, however, it is not a significant factor for Malaysian young adults to 

purchase. Therefore, manufacturers and marketers should focus on practical 

and economic advantages in their campaigns over environmental appeals. It 

should not be the main focus although eco-friendliness can still be a 

supporting message. Instead, it is suggested that should highlight long-term 

financial savings, performance features, and modern status symbol 

characteristics of electric vehicles. This may better resonate with Malaysian 

young adults. 

 

Lastly, this study has important potential economic impact of supporting 

electric vehicles adoption in Malaysia. There will be more opportunities for 

job creation, like manufacturing, sales, and charging infrastructure, when 

demand is growing. This growth will not only strengthen the automotive 

industry but also create local sources of income and encourage innovation. 

By understanding young adults’ purchase intentions, Malaysia can create a 

more strategic idea to promote electric vehicles and build a strong 

environmentally conscious market that can contribute to economic 

development in the country. 
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5.4 Limitations of the Study 

 

In this study, it is mainly focused on a narrow scope demographic. The focused 

specific group, which is Malaysian young adults. This is because it does not include 

other groups, such as older adults’ perspectives and purchase intention towards 

electric vehicles. Therefore, it may not consider the broader population and did not 

fully reflect purchase intention behaviour towards electric vehicles. The narrow 

focus scope restricts the findings and makes it challenging to draw conclusions that 

represent the entire Malaysian market. 

 

Secondly, the limitation of this study is using a single language of the questionnaire, 

which is English. This is because not everyone is familiar with English, and there 

are three major ethnic groups that speak different languages in Malaysia, such as 

English, Malay, and Mandarin. Some respondents might have faced challenges in 

fully understanding the questions. Therefore, it limits the comprehensiveness and 

accuracy of the information, misinterpretations, and superficial responses. 

 

Thirdly, in this study, an online questionnaire is being used. This approach is 

convenient; however, it limits the direct connection and contact with the participants, 

which reduces the opportunity to physically interact with participants to help them 

explain any questions they did not understand. This can affect the accurate answer. 

Next, it is that not every participant that receives questionnaire will respond due to 

some of the participants tend to ignore it because of a lack of interest or it being 

time-consuming. 

 

 

5.5 Recommendation 

 

Firstly, it is recommended to expand the scope. To have a more broadened 

perspective and purchase intention towards electric vehicles, future research can 

consider expanding broadly to populations such as older adults, diverse regions, and 

diverse cultures. A wider demographic can provide more understanding of purchase 

intentions towards electric vehicles. 
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Secondly, it is recommended to provide a multi-language questionnaire. The future 

researchers should consider providing the questionnaire in multiple languages such 

as Mandarin, Malay, and English to ensure more accurate responses. This approach 

is suitable in Malaysia’s linguistic diversity, and respondents also feel comfortable 

choosing the language they are familiar with it. Hence, this can reduce 

misinterpretations and superficial responses. 

 

Thirdly, it is recommended to use qualitative method. The future researchers can 

consider using face-to-face interviews or focus groups to have a better physical 

interaction with participants such as using open-ended discussion. This can help to 

gather more real-time clarification of questions, meaningful responses, and deeper 

insights. This approach can encourage participants to be more actively engaged in 

the questionnaire and reduce the risk of superficial responses and get more 

reliability responses. 

 

 

5.6 Conclusion 

 

As a conclusion, the research study has shown the main objective, which is to 

understand the factors that influence the purchase intention towards electric 

vehicles among Malaysian young adults. Two out of five independent variables that 

have a significant relationship with purchase intention of Malaysian young adults 

and the other three variables show no significant relationship. This chapter 

summarizes the findings that have been made via the previous chapters and how 

they can be applied to the future of the businesses. Lastly, some useful 

recommendations are also included in this chapter and carry out the future study on 

this topic. 
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1. Reliability Test  

 

 

Independent variable: Performance Expectancy 

 

 

 

Independent variable: Price Value 

 

 

 

Independent variable: Environmental Concern 

 

 

Independent variable: Perceived Risk 
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Independent variable: Social Influence 

 

 

 

Dependent variable: Purchase Intention 

 

 

 

2. Pearson Correlation Analysis 

 

Correlation 
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3. Multiple Linear Regression Analysis 

 

 

Model Summary of Multiple Linear Regression Analysis 

 

 

Anova Test

  

 

Coefficients 

 

 

Page 91 of 91 


