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CHAPTER 1

1. Introduction

Electric vehicle (EVs) is referring to an automobile propelled by one ore more electric motors

which is using batteries as the sole or collated energy. It is a substitute of traditional internal

combustion engine vehicles which are powered by hydrocarbon fuels. In 2010, there were

about 180 EVs in Hong Kong (0.1% of all new private cars) but grew more than 100 times to

18,500 (12.4% of newly registered private cars) in 2020 (HKSAR Environment Bureau ,

2021). While the growth indicates the acceptance of EVs among Hong Kong public is

increasing in last decade, EVs remains a minority in Hong Kong private car market. The

technology of EVs is more mature, the HK government’s financial incentives and the

growing concerns of air pollution and climate change are some reasons behind the growth.

However, lack of charging facilities, tough demand of battery capacity due to the hilly, hot

and humid environment in Hong Kong and highly well-developed public transport network

are the challenges for EVs to expand the market share of Hong Kong Private car market.

Figure 1: Number of Evs in Hong Kong in 2010 -2020

HKSAR Environment Bureau (2021)
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2. Research background and motivation

According to United States Department of Energy (2022), one typical vehicle using

hydrocarbon fuels would produce 5 to 9 greenhouse gases, carbon dioxide mostly, every year

which is the main contributor to the global warming. As typical vehicles are still dominating

the automobiles market globally that 1.4 billion tons of greenhouse gases were released into

atmosphere in one year only by vehicles in one country in United States. Global warming

derives a series of problems including extreme rainfall, rise of sea level, spread of disease,

reduction of agricultural production and loss of environmental and ecological balance

(HKSAR Environmental Protection Department, 2022) . The change of temperature

accelerated dramatically in last decades and burning of fossil fuels is the main reason behind.

With the raising concern of the global warming, worldwide governments including Hong

Kong strongly promote electric vehicles to replace conventional vehicles to reduce gas

emissions. Offering fist registeration tax (FRT) concessions for EVs is a major measure by

HK government to drive the private car owners to choose EVs instead of conventional

vehicles. The ultimate goal is to attain zero vehicular emissions before 2050. No difference

with the rest of the world, EVs are still only the minority in the automobile market in Hong

Kong (Figure 2) although the significant raise in last few years. With the raising concern on

the environmental impact from greenhouse gas emission, mature technology development of

EVs, strong incentive provided by government, it is justified to conduct a full analysis and

evaluation on how the dependant variables including subjective norms, environmental

concern, product knowledge and brand image would impact the purchase intention of Hong

Kong consumers to buy electric vehicles.
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Figure 2: Electric Vehicles in Hong Kong, 2010-2020

Source: Research Office, Legislative Council Secretariat (2021)

3. Research questions

With the research background, the study would address the questions of the Hong Kong

consumers’ purchase intention of electric vehicle as following:

1. How the four factors which are subjective norms, product knowledge, environmental

concern and brand image would affect the Hong Kong consumer’s purchase intention to buy

buy EVs?

2. What is the correlation between these four factors (subjective norms, product knowledge,

environmental concern and branch image) and the purchase intention to influence consumers

in Hong Kong to purchase EVs?

3. Based on the four factors would influence the purchase intention of consumers in Hong

Kong on buying EVs, what recommendations could be made?

4. Research Aims

The aim of this study is to examine the behaviour of consumer on the purchase intention of

buying EVs. By using theoretical basis, the four factors and purchase intention will be

analyzed to understand the purchase intention of EVs better.
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5. Research Objectives

With the research background and questions, the research objectives are:

1. By examining the subject norms of consumers’ belief of the influence from the

mainstream value and how behavior would be influenced by someone’s value.

2. The consumers’ consumption behavior to be influenced by the level of product

knowledge

3. The purchase intention of consumers affected by the awareness of environmental

concern

4. The influence of consumers’ purchase intention comes from brand image.

6. Research Flow

The study starts by identifying the topic of research which is produced from literature review.

The next step is to build the framework of research including the hypotheses, independent

and dependent variables. Examines the correlation among the variables. Then the research

will be conducted by quantitative and qualitative approaches. The quantitative approach is by

inviting consumers in Hong Kong to conduct 384 questionnaires which the sample size was

calculated by population dispersion estimation. The qualitative approach is through focus

group interview and discussion to generate evaluation of the purchase intention on EVs. Both

approaches would be based on the data and hypotheses analysis on descriptive statistics,

correlation test, regression model and reliability test. At the end, research limitation,

recommendations and conclusions will be provided.
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CHAPTER 2
2. Literature Review

This chapter will explain the correlation between the purchase intention and four factors

(subjective norms, product knowledge, environmental concern and brand image) based on the

definitions from established scholars and researches. Demonstrating different theories and

perspectives, quoting research results to support the explanation of the factors.

2.1 Subjective norms

The definition of Subjective Norms is the influence of someone’s behavior or decision from

others’ perceived expectations (Ajzen, 1991). It is also defined as a norm isolated from the

conscience of human and inner elements (Sumaryono, 2012). Subject Norms are views an

individual would consider as important and would give advice to another to perform a certain

action or not. While the value and mindset behind the decision are also regarded as important

(Wedayanti & Giantari, 2016)

2.2 Product knowledge

Product knowledge is referring to the products and information awareness of consumers

according to Wang and Hazen (2014). The purchase decision of consumer would be

influenced by the level of product knowledge. Consumers could evaluate the attributes and

quality of the products if having higher product knowledge level.

2.3 Environmental concern

The measure of an someone’s attitudes towards the environment is Environmental concern. It

would arose the consumers’ awareness of the consequences on environment by purchasing

certain product though it may not influence the purchase intention of an individual directly

(Newton et al. 2015). For green products particularly, It plays a key role in someone’s

purchase intention and it is an important indicator to forecast the purchase behavior of

consumers (Lee, 2008)
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2.4 Brand image

Brand image is referring to the consumers’ perception of a particular branch. According to

Kotler (2001), It contains a basket of impression, beliefs and ideas held by an individual on

an object. Consumers would accept and remember a brand with positive image. It would

influence a consumer to purchase such service or product with positive image (Finanto et al

2014). Brand image would influence the satisfaction and loyalty of consumer as well

according to Zhang (2015)

2.5 Purchase intention

Purchase intention is one of the main predictors of human behavior (Fishbein and Ajzen,

1997). Some major theories, such as Theory of Panned Behavior (TPB), used by social

psychology to predict human behavior are also used to determine what factors would

influence people’s purchase intention. TPB is proved to be very effective to predict many

different elements of human behavior. Purchase intention is referring to the plans to buy a

certain service or product according to Edi (2011). The analysis of consumers’ intention

could predict whose behavior as the intention of consumers provides the strongest

determinant of the behavior. This relationship is critical to understand the consumers’ actual

behavior.
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CHAPTER 3

3. Research methodology

After the discussion and the purposes of research above, this research is based on the

subjective norms, product knowledge, environmental concern and brand image towards the

purchase intention as the research methodology.

3.1 Hypothesis and Research Model

A research framework (Figure 4) is developed to illustrate the impact of subject norms,

product knowledge, environmental concern and brand image towards the purchase intention

of Electric Vehicles.
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3.2 Research data

In order to achieve the study objective, the study would apply the literature reviews of four

factors (subjective norms, product knowledge, environmental concern and brand image in the

studies of consumers’ behavior which are also factors would influence the purchase intention

of EVs.

3.3 Design of Questionnaires

Based on the research framework in figure 4, the research questionnaire would contain 30

questions. The questionnaire would be conducted in English. The questionnaire would set

Hong Kong people who are aged 30-65 as the target audience. It would be separated into 2

parts: The first part would be multiple choices of answer regarding demographic

characteristics such as gender, martial status, income level and age etc. The second part

contains questions about 4 independent variables: subjective norms, environmental concern,

product knowledge and brand image. “5-point Likert scale “will be used as measure, ranking

from strongly disagree (1) to strongly disagree (7).

3.4 Data Analysis

To achieve the study objective and test the hypothesis, statistical techniques will be used. The

research will apply Social Sciences (SPSS) software version 22.0 which is a well-established

tool by researchers of social science study, will be adopted to analyse the data collected.

3.4.1 Reliability Test

To assess the consistency of the data for the research, Reliability Test will be applied to

check the conformity of the data collected. The acceptable level of reliability level is α of

0.6-0.7 according to the rule generally accepted. 0.8 or above is a promising level while

higher than 0.95 is an indicator of possible redundant according to Netemeyer & Cudeck

(2001)
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3.4.2 Correlation Analysis

To analyse the correlation of 2 variables and they would impact on each other, correlation

analysis will be applied. This tool is widely used to analyse the quantitative data of different

research methods to draw out the trends and patterns.

3.4.3 Regression on Analysis

In order to access how dependent variable is influenced by independent variable(s), the study

would adopt the Simple Linear Regression. This tool would be used to evaluate the

connection between the dependant variable (purchase intention) and independent variables

(subjective norm, environmental concern, product knowledge and brand image, It would

examine how strong the influence of those factors on the the intention to buy EVs.

4.Research limitations

To ensure the research to be completed, clear, logical and objective is the main objective of

the whole research process, there are some limitation due to the operation cost and constraint

of time. The 4 independent variables may not be discussed or covered completely by the

focus group as the different exposures and personal experiences of the members. Moreover,

except these 4 selected factors, there is also impact on the dependant variable (purchase

intention) that are not covered and studied in this research. The geographic location of the

study is set in Hong Kong while the result may be varied if extended to other location or

global.
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