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Abstract 
 In response to the global energy crisis and escalating environmental pollution, many 
countries have decided to halt the production of traditional fuel cars. China has been the 
world's largest producer and seller of electric cars for several years and also dominates the 
online retail market. Chinese consumers are increasingly inclined to purchase electric cars 
through online platforms due to government policies. Although many consumer behaviour 
researchers have been focusing on China's online retail and electric car markets recently, 
there has been limited integration of these two areas in research. Consequently, this paper 
aimed to address this research gap by examining how perceived risk (PR) and environmental 
concern (EC) influence Chinese consumers’ attitudes (CA) to purchase electric cars online. This 
study utilized the Technology Acceptance Model (TAM) to conduct a comprehensive analysis 
of the impact of perceived ease of use (PEU), perceived usefulness (PU), PR, and EC on CA and 
subsequently examine how these factors affect their purchasing intention (PI). A quantitative 
approach was employed, utilising a self-administered questionnaire for data collection, and 
descriptive and inferential analysis methods were applied to process the data in accordance 
with the research objectives. Data collection was conducted by means of online 
questionnaires, and the partial least squares (PLS) structural equation modelling based on 
variance analysis was employed to test the research hypotheses (H). This study enhances the 
applicability of the TAM in elucidating the behaviour of consumers regarding the online 
purchase of electric cars. Furthermore, it offers practical strategies and interactive guidelines 
for policymakers, e-commerce platforms, electric car manufacturers, and other stakeholders 
to steer consumers’ online car purchasing decisions. 
Keywords: Electric Cars, Technology Acceptance Model (TAM), Perceived ease of Use (PEU), 
Perceived Usefulness (PU), Perceived Risk (PR), Environmental Concern (EC), Consumers’ 
Attitudes (CA), Purchase Intention (PI) 
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Introduction 
In recent years, China has confronted formidable energy challenges. Over the past five years, 
statistics from National Bureau of Statistics reveal that the rapid surge in car ownership has 
propelled an average annual gasoline consumption growth exceeding 5%, making energy 
scarcity, particularly gasoline for automobiles, an increasingly pressing issue annually 
(National Bureau of Statistics, 2023). Additionally, Ministry of Environmental Protection 
(2024) report highlights that exhaust emissions from conventional internal combustion 
engine car have emerged as a significant contributor to air pollution, with their pollution share 
steadily escalating over the past five years, further deteriorating air quality. Consequently, 
studying the factors influencing consumers' purchase of electric car is of paramount urgency, 
given their potential to mitigate energy constraints and curtail environmental degradation, 
thereby promoting electric car as a viable solution. 
 
The transition from purchase intention to purchase behavior constitutes a pivotal step in the 
consumer decision-making journey. Over the past five years, research on online shopping and 
electric car purchases has proliferated, yet few studies have seamlessly integrated these two 
domains.  Consequently, this study endeavors to bridge this gap by exploring the multifaceted 
factors influencing consumers' online electric car purchases, a pursuit of paramount 
significance. 
 
An investigation into the challenges of online electric car purchases would necessitate the 
highlighting of several crucial aspects that encapsulate both consumer concerns and 
unresolved issues within the industry and policy domains. Firstly, a significant barrier to the 
widespread adoption of online electric car purchases is the heightened perceived risk (PR) 
that consumers frequently encounter when engaging in such purchases. This risk arises 
particularly from uncertainties regarding product quality and concerns pertaining to after-
sales service guarantees (Zhang & Zhao, 2023). Secondly, environmental concern (EC), which 
is increasingly salient among consumers, are notably prevalent in online electric car sales. 
Despite the significant reduction in carbon emissions and environmental benefits offered by 
the use of electric cars, the environmental impact of their production and battery recycling 
processes cannot be overlooked, as emphasised by Heng et al. (2024). Lastly, government 
policy has played a pivotal role in fostering online electric car sales. To incentivise consumers 
to use more environmentally sustainable travel modes, the government has implemented a 
range of measures, including car purchase subsidies and tax reductions, and expedited the 
development of charging infrastructure, as reported by Abas and Tan (2024). This study 
explored the influence of PR and EC on consumers’ attitudes (CA), and examined how these 
attitudes mediate consumers’ perceived ease of use (PEU), perceived usefulness (PU), PR, and 
EC, ultimately affecting their purchase intention (PI). This study offers valuable insights for 
policymakers, marketers, and industry stakeholders, and establishes a foundation for future 
research on the complex motivations driving consumers to purchase electric cars online. 
 
Literature Review 
The Technology Acceptance Model (TAM), initially proposed by Davis (1989), is designed to 
elucidate and predict individual users’ acceptance of information technology. The core of the 
model revolves around two pivotal constructs: PEU and PU. PEU refers to the extent to which 
users perceive that utilising an information system enhances their work performance, 
whereas PU pertains to the simplicity of use of a system. With the rapid progress of 
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information technology, the TAM has undergone significant extensions, incorporating 
additional variables, notably the TAM2 (Venkatesh & Davis, 2000) and the Unified Theory of 
Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003), to offer a more nuanced 
understanding of user acceptance behaviour in intricate technological environments. 
 
Hypotheses (H) Development 
Effect of Perceived Ease of Use (PEU) on Perceived Usefulness (PU) 
Eryolanda et al. (2024) conducted a comprehensive study on the PU of electric car purchases 
made through online platforms, emphasising that the convergence of convenience, quick 
access to information, and the potential to save money that consumers experience when 
making online electric car transactions, constitutes the cornerstone of perceived utility. 
Several empirical studies have consistently shown that when consumers perceive that a 
technology is easy to use and operate, they are more likely to attribute a greater value to it 
and will be more inclined to adopt and accept it (Förster, 2024; Jumbri et al., 2024; Liu & 
Mensah, 2024). When applied to specific domains, the impact of PEU on PU is particularly 
evident in the fields of online shopping and electric car purchases. For example, Zainol Alam 
et al. (2023) highlighted the significant predictive power of PEU in shaping consumers’ PU on 
online shopping platforms. Similarly, in the context of electric car purchases, Vishwakarma 
(2024) found that potential buyers who perceive that electric cars are easy to operate and 
maintain are more inclined to appreciate their practical advantages. Therefore, based on a 
careful examination of the above premises, the following hypothesis (H) was proposed as the 
cornerstone of this study: 

H1：There is a positive correlation between consumers’ PEU and PU of purchasing electric 
cars online in China. 
 
Effect of Perceived Ease of Use (PEU) on Consumers’ Attitudes (CA) 
In the realm of online electric car consumption, PEU serves as a pivotal factor that influences 
consumer behaviour and adoption. This concept encapsulates the customers’ perceived 
convenience when acquiring electric cars via digital platforms. It comprehends both the 
accessibility and comprehensiveness of the information, as well as the seamlessness of the 
entire transaction process, encompassing factors like the intuitive nature of the purchase 
interface, the time efficiency of the completion of the sale, and the overall satisfaction derived 
from the digital experience (von Böhlen & Šimberová, 2023). Multiple studies have 
consistently demonstrated a strong correlation between CA towards a product, service, or 
technology and the perceived ease and straightforwardness of adoption(Putra et al., 2023; 
Renaldy & Susilowati, 2024; Wang, 2023). The empirical validation of the relationship 
between PEU and CA across various domains underscores its transcendent nature and general 
applicability. For instance, in luxury online retail purchases, Jokhu (2022) found that the ease 
of browsing and completing transactions significantly enhances consumer acceptance and CA 
towards online luxury purchases. Likewise, this relationship was replicated in mobile data 
services, with ease of access and usage emerging as a pivotal factor influencing CA. 
Additionally, the significance of PEU extends to emerging technologies and infrastructure, 
exemplified by its role in fostering the acceptance of electric car charging stations. Vithayathil 
(2023) demonstrated that the intention of consumers to accept electric cars increases when 
they perceive that the charging infrastructure is user-friendly. Consequently, based on a 
thorough examination of the aforementioned premises, this study proposed the following H 
as the foundation of its research: 
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H2：There is a positive correlation between consumers’ PEU and CA of purchasing electric 
cars online in China. 
 
Effect of Perceived Usefulness (PU) on Consumers’ Attitudes (CA) 
Consumers’ attitudes (CA) towards online electric car purchases can be construed as a 
manifestation of their overall stance towards acquiring electric cars via digital channels. This 
attitude arises from the perception that online electric car purchases confer numerous 
advantages, such as improved convenience, time efficiency, broader choice options, 
enhanced capability for a comprehensive price, and configuration evaluations, as well as a 
deeper comprehension of the performance metrics and distinctive features of the vehicle 
(Wang et al., 2024). A comprehensive review of the literature showed that the researchers 
generally agreed that CAs towards a particular product, service, or technology are intricately 
intertwined with their perceptions of the usefulness that results from adopting that product, 
service, or technology, highlighting the importance of addressing consumer perceptions in 
promoting adoption attitudes (Fricke et al., 2024; Pamungkas, 2023; Vishwakarma, 2024). 
This link between PU and CA has been demonstrated in different domains. For example, 
research in the field of electric car technology has highlighted the important role of PU in 
driving CA towards the adoption of electric cars (Salim et al., 2024). Similarly, in the digital 
domain, PU for online banking services has been shown to be a key determinant of CA in the 
mobile data ecosystem (Nasution & Rahmat, 2023). Therefore, based on a careful 
examination of the above premises, the following H was proposed as the cornerstone of this 
study: 

H3：There is a positive correlation between consumers’ PU and CA of purchasing electric cars 
online in China. 
 
Effect of Perceived Risk (PR) on Consumers’ Attitudes (CA) 
In the realm of online electric car purchases, PR constitutes a multidimensional construct 
encompassing the consumers’ subjective assessments of uncertainty and potential negative 
consequences associated with these transactions. According to Hasan et al. (2024), this 
phenomenon covers a broad spectrum of concerns, ranging from vehicle safety and 
transaction security to after-sales service quality, product reliability, and the potential 
infringement of personal privacy. Several studies revealed that PR negatively influences 
consumer perceptions towards novel products/services, thereby affecting subsequent CAs 
(Cabeza-Ramírez et al., 2022; Dones et al., 2023; Shaliha & Marsasi, 2024). The intricate 
interplay between PR and CA has been proven across various industries and disciplines. For 
instance, PR is universally regarded as a notable hindrance to CA in the adoption of cutting-
edge technologies (Featherman et al., 2021). On becoming aware of the PR surrounding the 
adoption and usage of electric cars, consumers tend to harbour negative sentiments, 
ultimately diminishing their adoption intentions (Cabeza-Ramírez et al., 2022). Therefore, 
based on a careful examination of the above premises, the following H was proposed as the 
cornerstone of this study: 

H4：There is a negative correlation between consumers’ PR and CA of purchasing electric 
cars online in China. 
 
Effect of Environmental Concerns (EC) on Consumers’ Attitudes (CA) 
Upon deeper exploration of the ECs influencing online purchases of electric cars, the notion 
of "green consumer awareness" emerged as pivotal. It was defined comprehensively by Frank 
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et al. (2023) as the proactive mindset and tendency of individuals to engage in 
environmentally responsible actions, particularly when selecting electric cars as a means of 
transportation, to mitigate their ecological impact. A comprehensive review of the literature 
showed that researchers generally believed that CA towards a particular product, service, or 
technology are intricately intertwined with their EC about adopting that product, service, or 
technology, emphasising the importance of addressing ECs in promoting CAs (X. He et al., 
2023; Jose & Muhammed, 2024; Malhotra et al., 2024). This link between EC and CA has been 
confirmed in different fields. For example, by studying the behaviour of British car owners, it 
has been found that consumers have a positive attitude towards the idea of owning an electric 
car as they do not want the environment to deteriorate rapidly (H. He et al., 2021). Similarly, 
Zhao (2024) believed that online shopping saves multiple logistics transfers, which 
correspondingly reduce environmental pollution, and also indirectly protects the 
environment. Therefore, based on a careful examination of the above premises, the following 
H was proposed as the cornerstone of this study: 

H5：There is a positive correlation between consumers’ EC and CA of purchasing electric cars 
online in China. 
 
Effect of Consumers’ Attitudes (CA) on Purchase Intentions (PI) 
The phenomenon of the propensity of consumers to purchase electric cars, notably defined 
as a "positive, digital predisposition toward acquiring electric car via online channels", has 
garnered significant attention (Anastasiadou & Gavanas, 2022). A meticulous review of the 
extant literature revealed a universal consensus among researchers, acknowledging CA as a 
pivotal factor influencing PI. This common understanding underscores the imperative to 
integrate strategies aimed at fostering CA into interventions geared towards enhancing PI 
(Anastasiadou & Gavanas, 2022; Li et al., 2024; Zhao, 2024). The intricate interplay between 
CA and PI has been corroborated across various disciplines, reinforcing its central role in 
elucidating and anticipating consumer behaviour. For instance, in the realm of e-commerce, 
CA towards online shopping platforms has been shown to correlate with their subsequent PI 
(Xue et al., 2023). Likewise, the electric car industry serves as a prime example of the pre-
eminence of the consumer attitude-purchase intention (CA-PI) paradigm. Xue et al. (2023) 
observed that individuals harbouring positive sentiments towards electric cars demonstrated 
a heightened PI, reinforcing the notion that a stronger positive conceptual alignment fosters 
more pronounced behavioural commitment. Therefore, based on a careful examination of 
the above premises, the following H was proposed as the cornerstone of this study: 
H6: There is a positive correlation between CA and the intentions of consumers to purchase 
(PI) electric cars online in China. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 5 , No. 2, 2025, E-ISSN: 2222-6990 © 2025 

1223 

Conceptual Framework 

 
 
Methodology 
This research employed a survey methodology as its foundational approach, recognising its 
advantage in producing standardised, quantifiable data on variables and their intricate 
relationships. This standardised framework enables consistent comparisons across 
respondents and aids in identifying patterns and trends in the collected data. To minimise 
self-reporting biases and ensure response accuracy, the survey instrument was carefully 
designed to include only close-ended questions. By restricting the respondents’ responses to 
a predefined set of options, this design reduces ambiguity and enhances the reliability of the 
answers. Furthermore, to enrich the details of the data and allow for a more nuanced analysis, 
a 5-point Likert scale, ranging from "completely agree" to "completely disagree," was 
incorporated into the questionnaire. 
 
This research aimed to establish gender equality among individuals aged 18-70 years, 
ensuring an equal representation of both genders. This age range encompassed individuals 
actively engaged in consumer behaviour, thus making the research findings representative 
and insightful. The questionnaire response collection period was set from March-April 2024, 
ensuring a focused and timely acquisition of data. The primary objective of this study was to 
explore the multifaceted factors influencing Chinese consumers’ online purchases of electric 
cars. Based on the framework proposed by Hoffmeyer-Zlotnik & Warner (2018), the analysis 
focused on the primary study objective, complemented by relevant accumulated data 
specifically targeting Chinese consumers who had successfully purchased electric cars online. 
To ensure the integrity and authenticity of the data, rigorous standards were incorporated 
into the questionnaire design. These standards, based on recent research by Q. Wang et al. 
(2023), required the respondents to have had prior online shopping experience. By excluding 
respondents without relevant experience, the study minimised potential biases and enhanced 
the credibility of the results, providing a clearer understanding of the factors driving the digital 
electric car purchasing decisions of Chinese consumers. The questionnaires were distributed 
through various popular online communication tools in China, including QQ, WeChat, and 
email (Salama et al., 2023). To guarantee the highest data quality and minimise errors 
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stemming from ambiguous, incomplete, or conflicting responses, the study devised a 
thorough data collection strategy. The goal was to distribute 1000 questionnaires to Chinese 
consumers who had purchased electric cars online, specifically targeting three major cities in 
China, namely, Beijing, Shanghai, and Shenzhen. The selection of these cities as research sites 
was influenced by multiple factors. 
 
This study employed interval scales to quantify six constructs that had been tailored for 
distinctly rankable data with substantial value fluctuations (Ferrante et al., 2020). Interval 
scales ensure consistent and uniform spacing between scores, enabling accurate 
assessments(Kaptein et al., 2010). Likert-type scales effectively capture the responses of 
respondents to specific items, facilitating the evaluation of their ratings (Kaptein et al., 2010). 
Consequently, a 5-point Likert scale was adopted for all the variables in this extensive study. 
To thoroughly examine the collected data, two reliable statistical software tools were utilised 
to ensure the rigorousness and validity of the findings. 
 
Data Analysis 
According to Table 5.1, 50.44% of the respondents were male and 49.56% were female. Most 
of them (23.11%) were aged ≥51 years, whereas the smallest proportion (18.22%) were aged 
26-30 years. Most of the respondents hailed from Shanghai (34.89%), had diplomas (22.44%), 
earned ≥CNY20001 (28.67%), had purchased hybrid electric cars online (52%), and had 6-10 
years of driving experience (29.78%). 
 
Table 5.1  
The Respondents’ Profile 

Demographic Profile Frequency Percentage (%) 

1. Gender 
Male 227 50.44 
Female 223 49.56 
2. City of residence 
Beijing    140 31.11 
Shanghai 157 34.89 
Shenzhen 153 34.00 
3. Age (years)   
18-25 87 19.33 
26-30                                               82            18.22 
31-40 93 20.67 
41-50 84 18.67 

≥ 51        104 23.11 
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Table 5.1  
Continued 

Demographic Profile Frequency Percentage (%) 

4. Education level   
High school 94 20.89 
Diploma                                        101           22.44 
Degree  86 19.11 
Post-graduate 85 18.89 
Professional 84 18.67 
5. Income level (CNY)   
≤ 5000 111 24.67 
5001-10000 111 24.67 
10001-20000 99 22.00 

≥ 20001  129 28.67 

   

 
Table 5.1  
Continued 

Demographic Profile Frequency Percentage (%) 

6. Have you ever purchased an electric car online 
before? 

  

Yes 450 100 
No 0 0 
7. If yes, what type of electric car did you purchase?   
Hybrid electric car     234 52.00 
Battery electric car 216 48.00 
8. Driving experience (years):   
≤ 5 98 21.78 
6-10 134 29.78 
11-15 109 24.22 
≥ 16 109 24.22 

Total 450 100 

Convergent validity, a critical dimension in evaluating the psychometric properties of 
measurement instruments, pertains to the degree of positive and meaningful correlations 
between a construct and alternative indicators of the same construct in formative measures, 
encompassing both reflective and single-item approaches. As detailed by dos Santos & Cirillo 
(2023) this conceptual framework underscores the necessity of ensuring coherence across 
varying operational definitions of a theoretical concept. The two primary statistical indicators 
utilised in evaluating convergent validity are external loadings and AVE. dos Santos & Cirillo 
(2023) suggested a benchmark of ≥0.708 for external loadings, signifying a substantial degree 
of convergence between items and the underlying construct. Furthermore, in a partial least 
squares (PLS) model, a reflective item with a loading of <0.4 may indicate insufficient 
representation of the construct and warrants consideration for removal from the 
measurement model. (Rubia, 2019) proposed that an AVE of ≥0.5 signifies a substantial 
variance shared among indicators within the construct, thereby demonstrating a high 
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convergent validity. Adhering to this threshold ensures that the indicators exhibit positive 
correlations and converge appropriately to accurately measure the underlying construct. 
Researchers can ensure the effectiveness and reliability of their measurement instruments by 
adhering to the recommended thresholds of 0.708 for external loadings and 0.5 for AVE, 
thereby accurately capturing the essence of the studied constructs. 
 
As presented in Table 5.2, the AVE for PU (0.726), PEU (0.666), PR (0.65), EC (0.686), CA (0.67), 
and PI (0.658) were all >0.5, surpassing the critical threshold of 0.5. This achievement signified 
that these constructs demonstrated a satisfactory convergent validity, a crucial prerequisite 
for ensuring the reliability and internal consistency of the measurement model. 
 
Table 5.2  
A Summary of the Results of the Reflective Constructs 

Construct Indicator Loading CR AVE 

Perceived usefulness (PU) 

PU1 0.845 

0.909 0.726 
PU2 0.848 
PU3 0.849 
PU4 0.888 
PU5 0.828 

Perceived ease of use (PEU) 

PEU1 0.829 

0.875 
 

0.666 
 

PEU2 0.812 
PEU3 0.811 
PEU4 0.816 
PEU5 0.811 

Perceived risks (PR) 

PR1 0.793 

0.867 0.65 

PR2 0.815 
PR3 0.786 
PR4 0.817 
PR5 0.82 
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Table 5.2  
Continued 

Construct Indicator Loading CR AVE 

Environmental concerns 
(EC) 

EC1 
EC2 
EC3 
EC4 
EC5 

0.822 
0.832 
0.853 
0.797 
0.837 0.886 

 
0.686 
 

Consumers’ attitudes (CA) 

CA1 
CA2 
CA3 
CA4 
CA5 

0.834 
0.82 
0.818 
0.796 
0.822 

0.877 
 

0.67 
 

 
Table 5.2  
Continued 

Construct Indicator Loading CR AVE 

Purchase intention (PI) 

PI1 0.798 

0.873 0.658 
PI2 0.824 
PI3 0.819 
PI4 0.777 
PI5 0.838 

Table 5.3 presents a comprehensive summary of the path coefficient analysis outcomes for 
all the directly hypothesised relationships investigated. The statistical significance of these 
relationships was evident, as their p fell below the threshold of 0.05 at the 95% confidence 
interval. Specifically, PEU -> PU (β=0.587, t=19.941, p=0.000), PEU -> CA (β=0.291, t=6.392, 
p=0.000); PU -> CA (β=0.209, t=5.091, p=0.000); PR -> CA (β=-0.264, t=6.641, p=0.000); EC -> 
CA (β=0.217, t=5.418, p=0.000); CA -> PI (β=0.39, t=10.334, p=0.000). In conclusion, the 
findings of this study confirmed the validity of the aforementioned H. 
 
 
 
 
 
 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 5 , No. 2, 2025, E-ISSN: 2222-6990 © 2025 

1228 

Table 5.3  
The Results of the Path Co-efficient Assessment 
H β M S.D. t p Result 

H1: Perceived ease of use (PEU) -> Perceived usefulness (PU) 0.587 0.589 0.029 19.941 0 Significant 
H2: Perceived ease of use (PEU) -> Consumers’ attitudes (CA) 0.291 0.29 0.046 6.392 0 Significant 
H3: Perceived usefulness (PU) -> Consumers’ attitudes (CA) 0.209 0.207 0.041 5.091 0 Significant 
H4: Perceived risk (PR) -> Consumers’ attitudes (CA) -0.264 -0.266 0.04 6.641 0 Significant 
H5: Environmental concern (EC) -> Consumers’ attitudes (CA) 0.217 0.219 0.04 5.418 0 Significant 
H6: Consumers’ attitudes (CA) -> Purchase intention (PI) 0.39 0.391 0.038 10.334 0 Significant 

The key findings of the H evaluations are concisely summarised below: 
 
Table 5.4  
A Summary of the Results of the Proposed Hypotheses (H) 

H Standard β T Result 

H1 
There is a positive correlation between 
consumers’ PEU and PU of purchasing electric 
cars online in China. 

0.587 7.156 Supported 

H2 
There is a positive correlation between 
consumers’ PEU and CA of purchasing electric 
cars online in China. 

0.291 6.392 Supported 

H3 
There is a positive correlation between 
consumers’ PU and CA of purchasing electric 
cars online in China. 

0.209 5.091 Supported 

 
Table 5.4  
Continued 

H Standard β T Result 

H4 
There is a negative correlation between 
consumers’ PR and CA of purchasing electric 
cars online in China. 

-0.264 6.641 Supported 

H5 
There is a positive correlation between 
consumers’ EC and CA of purchasing electric 
cars online in China. 

0.217 5.418 Supported 

H6 
There is a positive correlation between CA and 
the intentions of consumers to purchase (PI) 
electric cars online in China. 

0.39 10.334 Supported 

 
Discussion and Conclusions 
Discussion 
Correlation between Perceived Ease of Use (PEU) and Perceived Usefulness (PU) 
Hypothesis (H)1 posits a robust and statistically significant positive correlation between PEU 
and PU. Specifically, it states that as consumers’ PEU of a technology increases, CA of the 
usefulness or practicality of the technology will also increase accordingly. The empirical 
results of this study provided strong support for H1, with a statistically significant positive 
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correlation between PEU and PU (β=0.587, p=0.000). This result not only verified H1, but also 
strengthened the theoretical framework of the TAM proposed by Davis (1993). 
 
The comprehensive study underscored the pivotal role of PEU, a fundamental element within 
the TAM, in influencing consumers’ PU of online electric car purchases. This revelation 
emphasised the necessity for strategic interventions during the digital electric car purchasing 
process, focused on enhancing user experience to ultimately drive consumer adoption and 
satisfaction. Consequently, this study recommends that e-commerce platforms and 
automotive manufacturers, acknowledging the significance of PEU, prioritise the design of 
intuitive and user-centric interfaces for their online electric car portals. This should 
encompass the streamlining of the browsing, selection, and checkout procedures, thus 
guaranteeing seamless access to product specifications, facilitating model comparisons and 
enabling customers to make well-informed choices. 
 
Correlation between Perceived Ease of Use (PEU) and Consumers’ Attitudes (CA) 
Hypothesis (H)2 posits a robust and statistically significant positive correlation between PEU 
and CA, suggesting that as consumers perceive technology as easier to use, their favourable 
CA towards adopting the technology increase proportionally. The empirical findings of this 
study robustly supported H2, exhibiting a statistically significant positive correlation between 
PEU and CA (β=0.291, p=0.000).  
 
This study aimed to explore the intricate relationship between PEU and CA towards online 
electric car purchases. Utilising the TAM theoretical framework, PEU emerged as a pivotal 
factor influencing CA towards online electric car purchases. This study sought to broaden the 
current understanding by thoroughly investigating the impact of PEU of online electric car 
purchases on CAs, both favourable and unfavourable, towards engaging in online electric car 
transactions. The objective of this study was to offer practical insights for policymakers, 
automakers, and e-commerce platforms, with the aim of enhancing the user experience and 
ultimately promoting a more favourable CA towards the adoption of online electric car 
purchase practices. 
 
Correlation between Perceived Usefulness (PU) and Consumers’ Attitudes (CA) 
Hypothesis (H)3 postulates a robust and statistically significant positive correlation between 
PU and CA. In particular, as CA of the usefulness of technological operations escalates, their 
attitude towards adopting the technology is predicted to increase proportionately. The 
empirical findings of this study robustly supported H3, with a statistically significant positive 
correlation observed between PEU and CA (β=0.291, p=0.000).  
 
This study delved into the intricate interplay between PU and CA of online electric car 
purchases, extending the theoretical foundations of the TAM. With the rising popularity of 
electric car purchases on online marketplaces, understanding the factor influencing CA has 
become paramount. The primary objective of this study was to empirically validate the pivotal 
role of PU in shaping CA towards online electric car purchases. This study further contributes 
to the understanding of how PU can be a catalyst for CA, ultimately providing valuable insights 
for practitioners and policymakers. The findings of this study will provide information for the 
development of marketing strategies for electric car retailers, emphasising the enhancement 
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of both the online shopping experience and PU, thereby fostering a more favourable CA and 
ultimately boosting online sales of electric cars. 
 
Correlation between Perceived Risks (PR) and Consumers’ Attitudes (CA) 
Hypothesis (H)4 posits a robust and statistically significant negative correlation between PR 
and CA. Specifically, as PR increases, the CA towards the adoption of the technology decreases 
correspondingly. The empirical results strongly supported H4, demonstrating a statistically 
significant negative correlation between PR and CA (β=-0.264, p=0.000). This finding not only 
confirmed H4 but also aligned with previous research that identified PR as a crucial predictor 
of CA. 
 
The present study uncovered PR as a pivotal factor influencing CA. These findings can 
contribute to the development of tailored marketing strategies and robust risk mitigation 
frameworks aimed at enhancing CA and fostering a wider adoption of online electric car 
purchases. Consequently, automakers and e-commerce platforms are advised to implement 
efficacious strategies that emphasise benefits, address concerns, and foster trust, thereby 
substantially elevating CA. On the other hand, misguided or inadequately aligned efforts may 
inadvertently intensify the PR, potentially resulting in the rejection of inherently valuable 
products. 
 
Correlation between Environmental Concerns (EC) and Consumers’ Attitudes (CA) 
Hypothesis (H)5 posits a robust and statistically significant positive correlation between EC 
and CA. Specifically, as consumer concern for environmental issues escalates, it is predicted 
that CA will correspondingly increase. The empirical results of this study provided strong 
support for H5, with a statistically significant positive correlation between EC and CA 
(β=0.217, p=0.000). This result not only validated H5 but also aligned with prior research that 
anticipated EC as a crucial determinant of CA. 
 
Based on the compelling findings of this study that highlighted the critical role played by EC 
in influencing CA towards online electric car purchases, this study aimed to delve deeper into 
the multifaceted CA towards electric cars as an environmentally sustainable alternative to 
improve CA and promote the widespread adoption of online electric car purchases. 
Therefore, it is recommended that policymakers, marketers, and industry stakeholders 
incorporate ECs into their strategies to better align their efforts with the evolving consumer 
sentiment towards ECs, including not only the immediate benefits of reduced emissions but 
also the long-term impact of the ownership of electric cars on climate change and personal 
sustainable development goals, and evaluate the effectiveness of marketing strategies that 
emphasise the environmental advantages of electric cars, thereby leveraging the power of 
ECs to drive sustainable consumption patterns. 
 
Correlation between Consumers’ Attitudes (CA) and Purchase Intentions (PI) 
Hypothesis (H)6 posits a robust and statistically significant positive correlation between CA 
and PI, suggesting that an increase in CA among consumers corresponds to an increase in PI. 
The empirical results of this study provided strong support for H6, with a statistically 
significant positive correlation between CA and PI (β=0.39, p=0.000). This finding not only 
validated H6 but also aligned with prior research that identified EC as a key predictor of CA. 
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This study investigated the intricate relationship between CA and PI in the context of online 
electric car purchases, based on the principles of the Theory of Planned Behaviour. This H 
posits that CA, a pivotal factor, significantly influences the formation of consumers’ PI towards 
online electric cars. By delving into the multifaceted dimensions of CAs, encompassing beliefs, 
attitudes, and evaluations of electric cars and online shopping encounters, this study 
endeavoured to uncover the underlying mechanisms that either facilitate or impede 
individuals’ engagement in this nascent automotive retail paradigm. Consequently, 
policymakers, automakers, and e-commerce platforms are advised to foster positive CAs, 
thereby augmenting their propensity to engage in transactional activities. Enhancing CA 
towards ECs, technological advancements, and the cost-effectiveness of electric cars, coupled 
with promoting positive CAs of the convenience, security, and product variety offered by 
online platforms, can bolster PI. 
 
Conclusions 
This study employs a robust interdisciplinary approach, integrating diverse knowledge 
domains including psychology, behavioral economics, environmental science, and 
information technology, to develop a comprehensive and nuanced analytical framework. This 
multifaceted approach enhances the comprehension of the intricate psychological dynamics 
driving consumers' online electric car purchasing decisions, while offering a valuable 
navigational tool for researchers in adjacent disciplines. 
 
This comprehensive analysis not only broadened the theoretical perspectives but also 
enhanced the practical application of frameworks, such as the TAM, in the complex domain 
of electric car adoption behaviour. By integrating these theoretical constructs into a coherent 
framework, this study clarified the complex interactions among various factors that influence 
the decision of consumers to adopt electric cars. The insights obtained from this research 
provide significant guidance to various stakeholders. For emerging scholars initiating research 
on consumer behaviour, this study provides an empirical foundation and concrete data 
insights, enabling a deeper understanding of the psychological factors and motivations 
underlying the PI towards electric cars. Those responsible for improving online sales platforms 
can reduce consumers’ PR related to electric car purchases and foster trust and confidence. 
Additionally, electric car manufacturers can derive substantial benefits from this research. By 
emphasising the environmental attributes and user experience of their products, automakers 
can actively improve these aspects to optimise consumers’ PI. 
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