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1. Introduction  

In this section, we will introduce the research background on introduction of electric 

vehicles in the recent years. Based on the changes in the automobile market, we aimed 

to study the purchase intention of the electric vehicles. Detail of the research flow will 

be described and illustrated with a flow chart.  

 

1.1 Research Background 

 

Climate change has already had a recognized effect and raised the awareness of the 

world. Intergovernmental body, Intergovernmental Panel on Climate Change (IPCC), 

was formed to provide governments with scientific information and recommendation 

on human-induced climate change (IPCC, 2021). Global warming and the greenhouse 

effect are one of a kind of consequences associated with the climate change. IPCC 

announced the general indicator to limit global warming to about 1.5 degrees (IPCC, 

2021). Carbon dioxide emission is the main cause of global warming (Lindsey, 2021) 

and it is the primary greenhouse gas produced by human activities (United States 

Environmental Protection Agency, 2021). It is important to maintain to carbon dioxide 

emission in low level. IPCC (2021) forecasted the level of global warming can only 

be limited when the carbon dioxide emission is very low and the global warming of 2 

degrees will be exceeded due to the increase in carbon dioxide emission in coming 

future as illustrated in Figure 1. 
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Figure 1. Estimation and forecast in changes in global surface temperature in relevant 

to carbon dioxide emission from 1950 

 

Sources: IPCC (2021) 

 

Carbon dioxide enters the atmosphere through burning fossil fuels includes coal, 

natural gas and oil. Transportation is regarded as the main human activities resulting 

in the air pollution (United States Environmental Protection Agency, 2021). Based on 

the data in 2018 from International Energy Agency, it revealed almost 74.5% of 

carbon dioxide emitted from transportation with road vehicles while 45.1% of it was 

came from private vehicles (Ritchie, 2020). Figure 2 shows the global carbon dioxide 

emission from various type of transport. 

 

Figure 2. Percentage of global carbon dioxide emission from various types of 

transport 

 

Sources: OurWorldInData (2020) 
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In regard to this, electric vehicles become an instrumental role in environmental 

sustainability to reduce air pollution and to address the climate change. The use of 

electricity as alternative sources of energy to help to improve the air quality through 

reducing emissions of carbon dioxide. Electric vehicles markets become more robust 

in recent years. There is a rapid growth in sales of electric vehicles in all regions 

around the world. Figure 3 shows the trend of global electric vehicles registration and 

sales shares since 2015. According to Irle (2021), the first half year of 2021 already 

recorded 2.65 million of new electric vehicles registered and this is about 168% 

increase compared to 2020.  

 

Figure 3 Registrations of electric vehicles and sales shares in major countries from 

2015-2020.  

 

Sources: International Energy Agency (2021) 

 

Due to the outbreak COVID-19, overall global market of all types of cars was 

significantly impacted by the economic downturn. However, it was noted that the 

registration of electric vehicles increased despite the pandemic. Consumer spending 

on electric vehicles keeps on increasing and the demands on electric vehicles is 

growing. This creates the opportunities on the electric vehicles and challenges on the 

conventional vehicles. In Hong Kong, there is about 18,500 electric vehicles 

registered in 2020 which is about 12.4% of the market shares (Environment Bureau 

HKSAR Government, 2021). Considering the business potential in electric vehicles, it 
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is important to understand and analysis the purchase intention on this product for 

future business strategy planning and continuity of the automobile industry.  

 

According to Fishbein and Ajzen (1975), purchase intention is composed of 

consumer’s evaluation and attitude towards a product and other external factor. 

Meanwhile, it is a subjective judgement for consumer to choose a product and 

becomes an important indicator to predict consumer purchase behavior (Fishbein and 

Ajzen, 1975). In this research, we will examine the consumers’ purchase intention of 

electric vehicles.  

 

1.2 Research Statement  

 

Based on the above research background, this study will be focused on the consumers’ 

purchase intention on electric vehicles in Hong Kong. We have identified a few 

factors in this study that may affect the consumers’ purchase intention which 

including perceived value, brand image, product knowledge, environmental attitude 

and environmental concern. The identified factors will be analysis to understand their 

relations on purchase intention of electric vehicles in Hong Kong.  

 

1.3 Research Aim 

 

The research of this report is aim to evidence the identified factors may have 

significant influences on purchase intention of electric vehicles in Hong Kong. Our 

study will be based on the identified factors on perceived value, brand image, product 

knowledge, environmental attitude and environmental concern to analysis the 
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consumers’ purchase intention.  

 

1.4 Research Objective 

 

The objective of this research activities is to evaluate the influence and correlation of 

perceived value, brand image, product knowledge, environmental attitude and 

environmental concern on consumers’ purchase intention on electric vehicles. This 

study will rely on both primary and secondary data collection to achieve the aim of 

the research. Survey questionnaire will be used as the primary data sources while 

secondary data sources will be retrieved from books and journal; media publications 

and electronic public database from internet and library through government bodies 

and professional association. Full driving license holders in Hong Kong will be the 

target interviewers for this research. Quantitative and qualitative method will be 

applied in this study.  

 

1.5 Research Flow 

 

The flowchart of this research is illustrated as below in the Figure 4. After defining 

the research background, objective and aim, we have to prepare for the literature 

review and develop the theoretical framework for this study. Collected data will be 

analyzed and exanimated the result. Recommendation will be provided based on the 

findings of the research. 

 

 

 

 



10 
 

Figure 4. Research flow of this study 

 

Sources: Illustrated by writer 
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2. Literature Review 

In this section, we will rely on previous studies and research of literature reviews to 

determine the purchase intention on electric vehicles through perceived value, brand 

image, product knowledge, environmental attitude and environmental concern.  

 

2.1 Perceived Value  

 

Zeithaml (1988) believed consumers’ perceptions of price, quality and value are 

critical determinants of purchase intention. Consumers’ perceived value is evaluated 

from their purchase experience and it is based on the quality, service, price, image and 

innovation (Fredericks and Salter, 1995). These factors are closely related to each 

other. Quality productivity is the most efficient and economical way for competitive 

position (Deming, 1982). Strategic quality includes production, processing, service 

and other external factors (Goetsch and Davis, 1994).  

 

2.2 Brand Image 

 

Conveying a brand image to a target segment consumer is an important marketing 

activity (Park, Jaworski and Maclnnis, 1986). Brand image is the awareness of a 

brand held in a consumers’ memory (Keller, 1993). According to Dobni and Zinkhan 

(1990), brand image is important in studying consumer behavior, the willingness of 

purchase is the result of the abstract reality on the branding instead of physical 

attributes and functionality of product. In order to induce purchasing, brand image can 

be linked to functional, symbolic or experiential. (Park, Jaworski and Maclnnis, 

1986).  
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2.3 Product Knowledge 

 

Knowledge of the product may also interfere the purchase decision. Product 

knowledge is the perception of consumers towards certain products as well as their 

previous usage experience (Beatty and Smith, 1987). Park and Leesig (1981) 

evidenced product knowledge of consumers developed base on their product 

familiarity. Brucks (1985) defined perceived knowledge, objective knowledge and 

experience-based knowledge for the measurement of product knowledge.  

 

2.4 Environmental Attitude 

 

Hogg and Vaughan (2005) claimed attitude is a relatively enduring organization of 

beliefs, feelings, and behavioral tendencies towards socially significant objects, 

groups, events or symbols. Attitudes contains the elements of affective, conative and 

cognitive (McLeod, 2018). Gifford and Sussman (2012) believed environmental 

attitude can be better described with preservation and utilization dimensions. It rises 

and falls with current events and vary with age, gender, socioeconomic status, nation, 

urban-rural residence, religion, politics, values, personality, experience, education, as 

well as environmental knowledge (Gifford and Sussman, 2012). Fishbein and Ajzen 

(1975) defined intension as the subjective probability to perform a specific behavior.  

 

2.5 Environmental Concern 

 

Climate consciousness, clean energy and alternative energy sources usage and energy 

saving demonstrates the personality associated with environmental concern (Zimmer, 
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Stafford and Stafford, 1994). Eco-friendly behavior is performed by the consumer to 

express their concern to environment and hence induce purchase intention (Chan, 

2001).  

 

2.6 Purchase Intention 

 

Purchase intention implies the likelihood of consumers’ willingness to buy a product 

(Dodds et al., 1991; Schiffman and Kanuk, 2000). Fishbein and Ajzen (1975) claimed 

purchase intention is the combination of consumers’ evaluation and attitude on a 

product with other external factors. It can be measured by using possible to buy, 

desirable to buy and plan to buy (Zeithaml, 1988). 

 

2.7 Relationship between variables 

 

Previous studies suggested the positive relationship between perceived value on 

consumers’ purchase intention (Dodds et al., 1991). Brand image can help to induce 

purchasing (Park, Jaworski and Maclnnis, 1986). Better understanding of the product 

result a better recognition towards the product (Brucks, 1985). Hence, degree of their 

product knowledge affects consumers’ purchase intention. Chan (2001) described 

consumers with favourable environmental attitude are significantly related to their 

green purchase intention. Kilbourne and Pickett (2008) evidenced consumer 

environmental concern increased with the consumption behavior towards eco-friendly 

goods and services.  

 

It is supported that consumer with high perceived value, high awareness of the brand 

image, better understanding of product knowledge, high environmental attitude and 
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environmental concern will increase the willingness for purchase. We believed that 

there should be a linked relationship between mentioned variables and the purchase 

intention on the electric vehicles. 
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3. Research Methodology 

 

According to Sekaran (2003), the theoretical framework is the conceptual model for 

the plausibility assessments between several factors which have been identified as 

important for the study area. This study will base on the theoretical framework to 

develop a research method with various hypotheses to elaborate the network and 

association between the identified variables deemed to be relevant to the issue through 

surveys, observations and literature review.  

 

3.1 Research Model and hypothesis  

 

This study will be based on the following research model and research hypotheses, i.e. 

Figure 5.  

 

Figure 5. Research model and research hypotheses 

 

Sources: Illustrated by writer 
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3.2 Research Instrument 

 

This study will rely on both primary and secondary data collection method to achieve 

the aim of the research (Boslaugh, 2007). Survey questionnaire will be used as the 

primary data sources while secondary data sources will be retrieved from books and 

journal; media publications and electronic public database from internet and library 

through government bodies and professional association.   

 

An online survey will be performed and created with Google Forms. Wright (2005) 

agreed online survey is to access and offers a higher response rate, large number of 

respondents can be reached out in a short period of time.  

 

3.3 Data Collection and Sample 

 

Full driving license holders in Hong Kong will be the target interviewers for this 

research. This research will be performed in a quantitative and qualitative method. 

Sampling size will be determined based on means and non-probability sample will be 

used in this study. Survey questionnaire will be carried out through snowball which 

aim to achieve a wider population of sampling (Chaim, 2008).  

 

Due to the covid-19, online survey will be performed instead of face-to-face. Google 

form will be created and used as a survey tool. This platform offers easy accessibility 

to can able to deliver a higher response rate in a shorter period of time. The survey 

link will be distributed through social media platforms including What’s app, Signal, 

Wechat, Facebook, Instagram, etc.  
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Collected data will be analyzed with Statistical Package for Social Science (SPSS). 

Furthermore, focus group discussion will be conducted to collect the data from 

interviewers with similar backgrounds for an in-dept understanding of the participants 

in this study. 

 

3.4 Data Analysis and Assessment  

 

The data will be analyzing and evaluated with Reliability Test, Correlation Analysis 

and Regression Analysis.  

 

This study will adopt Cronbach’s alpha value for reliability assessment. Guielford 

(1965) suggested bigger Cronbach’s alpha value shows higher internal consistency. 

The significant level will be demonstrated with the alpha value greater than 0.70 

(Pallant, 2007).  

 

Pearson’s correlation coefficient analysis and simple linear regression will be used to 

examine the correlation level among the variables. Stronger association of the 

variables will have a closer Pearson correlation coefficient. Bias and variance can be 

identified regression analysis. Damien and Webb (2002) highlighted low variance 

algorithms to have relatively low error for small data and low bias algorithms to have 

relatively low error for large data. 
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4. Research Limitations 

This research study is not exempt from its own limitations. The data collection will be 

performed through online survey questionnaires through snowball. This quota 

sampling method lacks of the randomness on the participation of interviewers. The 

larger the sample population, the more it can generalize the results. In order to 

increase the generalization of the study, it is recommended to increase the sample 

population for further research.  

 

5. Work plan 

This research report is target to understand the elements affect on purchase intention of 

electric vehicles in Hong Kong and it will take around 6 months to deliver the result 

and submit the research report. Work plan of this study is scheduled through a Gantt 

chart as illustrated below Figure 6.  

 

Figure 6. Work plan on purchase intention of electric vehicles in Hong Kong 

 

Sources: Illustrated by writer 
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