


AN EMPIRICAL INVESTIGATION OF ELECTRIC VEHICLE PURCHASE INTENTION IN INDONESIA

Abstract
	The increasing urgency to mitigate climate change and reduce carbon emissions has accelerated the global transition toward sustainable transportation, positioning electric vehicles (EVs) as a key solution to environmental degradation. Despite growing government support and policy incentives, the market penetration of electric vehicles in Indonesia remains relatively low compared to conventional vehicles. This suggests that technological advancements and financial incentives alone may be insufficient to encourage adoption, highlighting the importance of understanding consumer behavioral factors influencing electric vehicle purchase intention. Previous studies have widely applied the Theory of Planned Behavior (TPB) to explain electric vehicle adoption. However, limited research has integrated TPB with perceived value theory while simultaneously examining environmental concern as both a direct predictor and an antecedent of attitude, subjective norms, and perceived behavioral control, particularly in the context of developing countries such as Indonesia. This study addresses this gap by proposing an integrated research model that combines the Theory of Planned Behavior and perceived value theory to explain electric vehicle purchase intention. This study employed a quantitative research design using a structured questionnaire distributed to urban consumers in Indonesia. Data were collected from 344 respondents and analyzed using Structural Equation Modeling (SEM) with AMOS. The proposed model examines the effects of environmental concern, attitude, subjective norms, perceived behavioral control, perceived price, perceived risk, and perceived value on electric vehicle purchase intention. The results indicate that attitude, subjective norms, perceived behavioral control, perceived value, and environmental concern have significant positive effects on electric vehicle purchase intention, while perceived risk and perceived price have significant negative effects. Furthermore, environmental concern significantly influences attitude, subjective norms, and perceived behavioral control, whereas perceived price and perceived risk significantly affect perceived value. This study contributes to the literature by offering a more comprehensive behavioral framework for understanding electric vehicle purchase intention through the integration of TPB and perceived value theory. Practically, the findings provide important implications for policymakers and practitioners to design more effective strategies that extend beyond financial incentives and infrastructure development by addressing psychological, social, and value-based factors to accelerate electric vehicle adoption in Indonesia.
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1. Introduction
Environmental concern has become a prominent topic over the past decades, attracting increasing attention not only from scholars but also from the general public. As consumers play a crucial role in determining which products they purchase, environmental issues have increasingly been incorporated into consumer decision-making processes. This trend has stimulated a growing body of research on green buying behavior, which refers to consumers’ decisions to purchase environmentally friendly products, such as those bearing eco-labels or produced through sustainable processes (Zheng et al., 2021).
Globally, the reduction of environmental pollution through the adoption of green energy has been widely regarded as a viable solution to address climate change and environmental degradation. Strategic initiatives have been formulated to prevent future shortages of energy and natural resources, including the urgent reduction of carbon emissions. Many countries have undertaken sectoral commitments and individual actions to phase out fossil fuel–based energy consumption and promote green energy use in order to protect human health and the environment (Yeğin & Ikram, 2022). In line with the Paris Agreement, global emission reduction targets aim to cut greenhouse gas emissions by 45 percent by 2030 and achieve net-zero emissions by 2050 to limit global warming to 1.5°C.
Indonesia has demonstrated its commitment to climate change mitigation by signing the Paris Agreement in 2016 and ratifying it through Law No. 16 of 2016. This commitment is expected to provide multiple benefits, including protecting Indonesia’s climate-vulnerable regions, strengthening national climate governance, and facilitating access to international funding, technology transfer, and capacity building for mitigation and adaptation efforts. Within this context, the transportation sector has received particular attention due to its significant contribution to greenhouse gas emissions. The rapid growth of vehicle ownership has improved mobility and convenience but has also intensified urban air pollution through increased emissions of particulate matter, nitrogen oxides, carbon monoxide, and sulfur dioxide (Sanguesa et al., 2021)
To address these challenges, various strategies have been implemented, including energy efficiency initiatives, renewable energy adoption, and the development of electric-based transportation systems. Electric vehicles (EVs) are widely recognized as a promising solution to reduce emissions generated by road transportation and mitigate environmental problems associated with mobility. By accelerating policies that support the growth of the electric vehicle industry, EVs are expected to become a key component of sustainable transportation systems (Shakeel, 2022). In Indonesia, the government has reinforced this commitment through regulatory frameworks aimed at achieving net-zero emissions by 2060, including the Minister of Transportation Decree No. 8 of 2023 on climate change mitigation actions in the transportation sector.
Many countries have successfully implemented policy incentives to encourage mass adoption of electric vehicles. China, for example, has introduced comprehensive policy measures, including financial subsidies, a dual-credit policy, large-scale charging infrastructure development, and strong support for research and development (Wu et al., 2021). Similar incentive schemes have been adopted in countries such as Japan, Germany, South Korea, and Vietnam, leading to significant growth in electric vehicle adoption. By contrast, despite recent progress, the electric vehicle market in Indonesia remains relatively small. Although EV sales increased substantially between 2020 and 2024, market penetration remains low compared to conventional vehicles, accounting for less than five percent of total vehicle sales. Moreover, the availability of charging infrastructure, while improving, remains far below long-term targets, limiting broader market adoption.
These conditions indicate that policy incentives and infrastructure development alone may not be sufficient to stimulate electric vehicle adoption in Indonesia. Preliminary research suggests that while consumers express concern about air pollution and environmental degradation and view electric vehicles as cleaner and potentially cost-efficient alternatives, significant barriers remain. High initial purchase prices and perceived risks such as battery lifespan, resale value, and after-sales service availability continue to discourage purchase decisions. This highlights the importance of understanding psychological and perceptual factors that shape consumers’ electric vehicle purchase intention.
The Theory of Planned Behavior (TPB), proposed by (Ajzen, 1991), has been widely used to explain environmentally related consumption behaviors, including electric vehicle adoption. TPB posits that behavioral intention is influenced by attitude, subjective norms, and perceived behavioral control. Prior studies have consistently demonstrated that these three components significantly affect electric vehicle purchase intention (Yeğin & Ikram, 2022; Dutta & Hwang, 2021; Shakeel, 2022). Furthermore, environmental concern has been shown to influence purchase intention both directly and indirectly by shaping consumers’ attitudes, perceived social pressure, and perceived control over adopting environmentally friendly products.
In addition to TPB, perceived value theory provides a complementary perspective by emphasizing consumers’ overall evaluation of the benefits and sacrifices associated with a product (Zeithaml, 1988). In the context of electric vehicles, perceived value is strongly influenced by perceived price and perceived risk. Previous studies have found that perceived value positively affects purchase intention, while perceived price and perceived risk exert negative influences (Asadi et al., 2021; Xie et al., 2022; Deka et al., 2023). However, empirical studies integrating TPB and perceived value within a single framework remain limited, particularly in developing country contexts.
Despite the growing literature on electric vehicle adoption, several gaps persist. First, few studies have simultaneously integrated the Theory of Planned Behavior and perceived value theory to provide a more comprehensive explanation of electric vehicle purchase intention. Second, although environmental concern has been widely recognized as an important determinant of green consumption, its role as an antecedent of attitude, subjective norms, and perceived behavioral control has not been sufficiently explored. Addressing these gaps, this study aims to develop and empirically test an integrated model that combines TPB and perceived value theory, while examining both the direct and indirect effects of environmental concern on electric vehicle purchase intention in Indonesia.
1.1. Research Question
Based on the theoretical gaps and empirical issues discussed in the introduction, this study seeks to provide a more comprehensive understanding of electric vehicle purchase intention in Indonesia by integrating the Theory of Planned Behavior and perceived value theory, while explicitly incorporating environmental concern as both a direct and indirect determinant. Accordingly, this study addresses the following research questions:
RQ1: How does environmental concern influence consumers’ attitudes toward purchasing electric vehicles in Indonesia?
RQ2: How does environmental concern affect subjective norms regarding electric vehicle adoption?
RQ3: How does environmental concern influence perceived behavioral control in the context of electric vehicle purchase decisions?
RQ4: How does attitude toward electric vehicles affect consumers’ purchase intention in Indonesia?
RQ5: How do subjective norms influence electric vehicle purchase intention?
RQ6: How does perceived behavioral control affect electric vehicle purchase intention?
RQ7: How does perceived price influence electric vehicle purchase intention?
RQ8: How does perceived risk affect electric vehicle purchase intention?
RQ9: How does perceived value influence electric vehicle purchase intention?
RQ10: How does environmental concern directly influence electric vehicle purchase intention?
RQ11: How does perceived price affect the perceived value of electric vehicles?
RQ12: How does perceived risk influence the perceived value of electric vehicles?

2. Literature Review
2.1 Enviromental concern 
Environmental concern reflects the degree to which individuals are aware of environmental problems and are willing to contribute to environmental protection. Consumers with a high level of environmental concern tend to be more sensitive to environmental consequences resulting from their consumption choices and are therefore more inclined to support environmentally friendly products, including electric vehicles. In the context of sustainable transportation, environmental concern has been widely recognized as a key psychological driver of pro-environmental behavioral intention (Yeğin & Ikram, 2022).
Previous studies suggest that environmental concern not only directly influences purchase intention but also plays a significant role in shaping the core components of the Theory of Planned Behavior. Individuals who are concerned about environmental degradation are more likely to develop positive attitudes toward environmentally friendly technologies, perceive stronger social expectations to adopt such technologies, and feel greater control over engaging in sustainable behaviors (Dutta & Hwang, 2021). Empirical evidence further indicates that consumers with higher environmental concern exhibit stronger intentions to purchase electric vehicles due to their perceived contribution to emission reduction and environmental sustainability (Yeğin & Ikram, 2022; Shakeel, 2022).
Based on the above discussion, the following hypotheses are proposed:
H1: Environmental Concern has a positive effect on Attitude toward electric vehicles.
H2: Environmental Concern has a positive effect on Subjective Norms regarding electric vehicle adoption.
H3: Environmental Concern has a positive effect on Perceived Behavioral Control in purchasing electric vehicles.
H4: Environmental Concern has a positive effect on Electric Vehicle Purchase Intention.

2.2 Attitude and Electric Vehicle Purchase Intention
Attitude refers to an individual’s overall evaluation of a behavior as favorable or unfavorable. According to the Theory of Planned Behavior, attitude is a primary determinant of behavioral intention, as individuals are more likely to engage in behaviors they evaluate positively (Ajzen, 1991). In the context of electric vehicles, positive attitudes may arise from perceptions of environmental benefits, fuel efficiency, technological advancement, and long-term cost savings.
Empirical studies consistently demonstrate that favorable attitudes toward electric vehicles significantly enhance consumers’ purchase intention. Consumers who perceive electric vehicles as beneficial to the environment and aligned with their personal values are more inclined to consider purchasing them (Moons & De Pelsmacker, 2015; Shakeel, 2022). These findings suggest that attitude serves as a critical psychological mechanism linking environmental beliefs to adoption behavior.
Based on the above discussion, the following hypothesis is proposed:
H5: Attitude toward electric vehicles has a positive effect on Electric Vehicle Purchase Intention.

2.3 Subjective Norms and Electric Vehicle Purchase Intention
Subjective norms refer to perceived social pressure from important others, such as family members, friends, or colleagues, to perform or refrain from a particular behavior. In collectivist societies, social influence plays a particularly important role in shaping consumer decision-making. When significant others endorse environmentally friendly behaviors, individuals may feel a stronger obligation to conform to these expectations.
Prior research has confirmed that subjective norms positively influence electric vehicle purchase intention, as consumers are more likely to adopt electric vehicles when they perceive approval from their social environment (Dutta & Hwang, 2021; Yeğin & Ikram, 2022). Social endorsement of electric vehicles as a responsible and modern transportation choice can therefore enhance consumers’ willingness to adopt them.
Based on the above discussion, the following hypothesis is proposed:
H6: Subjective Norms have a positive effect on Electric Vehicle Purchase Intention.

2.4 Perceived Behavioral Control and Electric Vehicle Purchase Intention
Perceived behavioral control reflects individuals’ perceptions of their ability to perform a behavior, considering both internal capabilities and external constraints. In the context of electric vehicles, perceived behavioral control is influenced by factors such as charging infrastructure availability, technological familiarity, and financial capability.
Empirical evidence indicates that consumers who perceive fewer barriers and greater control over purchasing and using electric vehicles are more likely to exhibit stronger purchase intention (Ajzen, 1991; Shakeel, 2022). Higher perceived behavioral control reduces uncertainty and increases confidence in adopting new technologies, thereby strengthening behavioral intention.
Based on the above discussion, the following hypothesis is proposed:
H7: Perceived Behavioral Control has a positive effect on Electric Vehicle Purchase Intention.

2.5 Perceived Price, Perceived Risk, and Perceived Value
Perceived value represents consumers’ overall evaluation of a product based on a comparison between perceived benefits and perceived sacrifices (Zeithaml, 1988). In the context of electric vehicles, perceived price and perceived risk are critical components influencing perceived value. High purchase prices and concerns regarding battery lifespan, resale value, and after-sales services may reduce perceived value and discourage adoption.
Previous studies have found that perceived price negatively affects electric vehicle purchase intention, as high initial costs remain a major barrier to adoption (Deka et al., 2023). Similarly, perceived risk has been shown to negatively influence purchase intention, particularly when consumers perceive technological or financial uncertainty (Xie et al., 2022). Furthermore, perceived price and perceived risk have been found to negatively affect perceived value, which in turn plays a crucial role in shaping purchase intention (Asadi et al., 2021; Higueras-Castillo et al., 2024).
Based on the above discussion, the following hypotheses are proposed:
H8: Perceived Price has a negative effect on Electric Vehicle Purchase Intention.
H9: Perceived Risk has a negative effect on Electric Vehicle Purchase Intention.
H10: Perceived Price has a negative effect on Perceived Value of electric vehicles.
H11: Perceived Risk has a negative effect on Perceived Value of electric vehicles.

2.6 Perceived Value and Electric Vehicle Purchase Intention
Perceived value has been widely recognized as a key determinant of purchase intention, particularly for high-involvement products such as electric vehicles. When consumers perceive that the benefits of electric vehicles outweigh the associated costs and risks, they are more likely to develop stronger purchase intentions.
Empirical studies confirm that perceived value positively influences consumers’ intention to purchase electric vehicles, as higher perceived value enhances consumers’ confidence and reduces resistance toward adoption (Asadi et al., 2021; Hamzah & Tanwir, 2021). This suggests that perceived value serves as a crucial mediating mechanism linking price and risk perceptions to purchase intention.
Based on the above discussion, the following hypothesis is proposed:
H12: Perceived Value has a positive effect on Electric Vehicle Purchase Intention.

3. Method
3.1 Measures
All constructs in this study were measured using multi-item scales adapted from previously validated studies to ensure content validity and reliability. The measurement items were slightly modified to fit the context of electric vehicle adoption in Indonesia. Responses were collected using a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). Environmental concern was measured using four items capturing respondents’ awareness of environmental issues and their concern about the environmental impact of conventional vehicles. Attitude toward electric vehicles was measured using four items assessing respondents’ overall positive or negative evaluations of purchasing electric vehicles. Subjective norms were measured using three items reflecting perceived social pressure from important others to adopt electric vehicles. Perceived behavioral control was measured using four items capturing respondents’ perceived ability to purchase and use electric vehicles, including perceived access to resources and infrastructure. Perceived price was measured using three items assessing respondents’ perceptions of the affordability and cost-related sacrifice associated with electric vehicles, while perceived risk was measured using four items capturing concerns related to battery durability, resale value, technological reliability, and after-sales service. Perceived value was measured using three items reflecting respondents’ overall evaluation of the benefits of electric vehicles relative to the associated costs and risks. Purchase intention was measured using three items assessing respondents’ willingness and likelihood to purchase electric vehicles in the future. To evaluate the measurement model, confirmatory factor analysis (CFA) was conducted using AMOS. Reliability was assessed using Cronbach’s alpha and composite reliability, while convergent validity was examined through standardized factor loadings and average variance extracted. Discriminant validity was established by comparing the square root of AVE with inter-construct correlations.
Figure 1 shows the theoretical framework of this study based on the Theory of Planned Behavior.
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Figure 1. The Theoretical Framework (Source: The authors, 2025)

3.2 Data Analysis
The collected data were analyzed using Structural Equation Modeling (SEM) with AMOS to test both the measurement model and the structural model. SEM was chosen due to its ability to simultaneously examine complex relationships among multiple latent variables while accounting for measurement error. Prior to model estimation, the data were screened for missing values, outliers, and normality to ensure the adequacy of the dataset for SEM analysis.
The analysis procedure followed a two-step approach. First, the measurement model was evaluated through Confirmatory Factor Analysis (CFA) to assess the reliability and validity of the constructs. Reliability was examined using Cronbach’s alpha and composite reliability, with values above 0.70 indicating satisfactory internal consistency. Convergent validity was assessed based on standardized factor loadings and average variance extracted (AVE), where factor loadings exceeding 0.50 and AVE values above 0.50 indicated adequate convergent validity. Discriminant validity was established by comparing the square root of AVE for each construct with the correlations among constructs, ensuring that each construct was empirically distinct.
After establishing an acceptable measurement model, the structural model was evaluated to test the proposed hypotheses. The overall model fit was assessed using multiple goodness-of-fit indices, including the chi-square statistic (χ²), the ratio of chi-square to degrees of freedom (χ²/df), the Comparative Fit Index (CFI), the Tucker–Lewis Index (TLI), the Goodness-of-Fit Index (GFI), and the Root Mean Square Error of Approximation (RMSEA). The model was considered to have an acceptable fit when χ²/df was less than 3.0, CFI, TLI, and GFI values exceeded 0.90, and RMSEA was below 0.08.
Hypotheses were tested by examining the standardized path coefficients, critical ratios (CR), and p-values. A hypothesis was supported when the standardized path coefficient was statistically significant at the 0.05 level. The results of the structural model provided insights into the direct and indirect relationships among environmental concern, Theory of Planned Behavior constructs, perceived price, perceived risk, perceived value, and electric vehicle purchase intention.

4. Result
4.1 Participants
A total of 345 respondents initially participated in this study. Of these, 183 respondents (53.04%) were female, while 162 respondents (46.96%) were male, indicating that the sample was predominantly female.  The following is a table regarding respondent information.

Table 1. Profile of Research Participants
	Profile
	Frequency
	Percent

	Gender
	Male
	162
	46,96%

	
	Female
	183
	53,04%

	Age
	20-25 Years
	36
	10,43%

	
	26-30 Years
	155
	44,93%

	
	31-35 Years
	117
	33,91%

	
	36-40 Years
	24
	6,96%

	
	>40 Years
	13
	3,77%

	Electric Vehicle Knowledge
	Aware
	344
	99,71%

	
	Not Aware
	1
	0,29%

	Level of Education
	Senior High School / Equivalent
	15
	4,35%

	
	Diploma (D3)
	45
	13,04%

	
	Bachelor’s Degree (D4/S1 – Applied Bachelor/Bachelor)
	241
	69,86%

	
	Postgraduate Degree (Master’s/Doctoral)
	44
	12,75%

	Employment Status
	Employed
	250
	72,46%

	
	Unemployed
	1
	0,29%

	
	Freelancer
	1
	0,29%

	
	Homemaker
	1
	0,29%

	
	Student
	2
	0,58%

	
	Self-employed / Business Owner
	86
	24,93%

	
	Retired
	4
	1,16%

	Monthly Income (IDR)
	IDR 2,000,000 – 9,900,000
	146
	42,32%

	
	IDR 10,000,000 – 20,000,000
	169
	48,99%


	
	Above IDR 20,000,000
	30
	8,70%



4.2 Validity and Reliability Test
The results of the convergent validity assessment indicate that most indicators demonstrate satisfactory outer loading values exceeding the recommended threshold of 0.5. The indicators measuring Purchase Intention (PI) exhibit strong outer loadings ranging from 0.675 to 0.843, confirming good construct validity. Similarly, indicators associated with Attitude (ATT), Subjective Norm (SN), Perceived Behavioral Control (PBC), Perceived Value (PV), and Perceived Risk (PR) generally show high loading values, with the majority exceeding 0.7, indicating adequate convergent validity.

However, one indicator within the Perceived Price (PP) construct, namely PP2, records a low outer loading value of 0.337. As this value falls below the acceptable threshold, indicator PP2 is considered invalid and was therefore excluded from further analysis.
Regarding reliability, the results demonstrate that all constructs achieve satisfactory internal consistency. As presented in Table 2, all constructs report Cronbach’s Alpha (CA) values above the recommended cutoff of 0.7, indicating reliable measurement. Specifically, Purchase Intention (PI) and Attitude (ATT) obtain CA values of 0.845 and 0.862, respectively. Other constructs, including Perceived Behavioral Control (PBC), Perceived Value (PV), and Perceived Risk (PR), also show acceptable reliability levels with CA values of 0.748, 0.814, and 0.840, respectively. These findings confirm that all retained constructs are reliable for subsequent analysis.

Table 2. Results of Data Validity and Reliability Tests
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	Variables and Indicator
	Factor Loading
	Construct Reliability (CR)

	
	Purchase Intention
	
	0,845

	PI1
	I intend to learn more about electric cars.
	0,745
	

	PI2
	I intend to switch to an electric car.
	0,843
	

	PI3
	When I buy a vehicle in the future, I will consider buying an environmentally friendly electric car.
	0,756
	

	PI4
	I want to drive an electric car in the future.
	0,675
	

	
	Attitude
	
	0,862

	ATT4
	Buying an electric car is a beneficial thing.
	0,794
	

	ATT3
	I will feel satisfied with myself if I buy an environmentally friendly electric car.
	0,787
	

	ATT2
	I consider the adoption of electric cars to be a positive thing.
	0,768
	

	ATT1
	I consider the adoption of electric cars to be profitable
	0,815
	

	
	Environmental Concern
	
	0,847

	EC4
	Environmental conditions affect the quality of my health
	0,764
	

	EC3
	I think climate change is a threat to me and my family.
	0,799
	

	EC2
	I think people should change their habits to reduce climate change and protect the environment.
	0,795
	

	EC1
	I am concerned about environmental issues.
	0,688
	

	
	Subjective Norm
	
	0,845

	SN4
	People whose opinions I value would prefer that I buy an electric car.
	0,846
	

	SN3
	The people I care about are what motivate me to drive an electric car.
	0,849
	

	SN2
	When adopting a new car, I will consider the expectations of others close to me.
	0,699
	

	SN1
	People who are important to me want me to buy an electric car in the near future.
	0,847
	

	
	Perceived Behaviral Control
	
	0,748

	PBC4
	It is largely up to me whether or not to buy an electric car.
	0,531
	

	PBC3
	I feel that purchasing an electric car is completely within my control.
	0,633
	

	PBC2
	I am confident that I will be able to afford an electric car.
	0,739
	

	PBC1
	I have a desire to buy an electric car.
	0,784
	

	
	Perceived Price
	
	0,756

	PP4
	I think the cost of replacing an electric car battery is quite expensive.
	0,858
	

	PP3
	I think the maintenance costs of electric cars are lower than those of regular cars.
	0,824
	

	PP2
	I compare the prices of electric cars and regular cars to make sure I get the best value for my money.
	0,337
	

	PP1
	I think the purchase price of an electric car is more expensive than a regular car.
	0,419
	

	
	Perceived Value
	
	0,814

	PV4
	The environmental benefits of electric vehicles meet my expectations.
	0,691
	

	PV3
	I know that electric cars give me more savings because of the higher tax exemptions compared to conventional cars.
	0,720
	

	PV2
	I would buy an electric car because of its positive impact on the environment compared to traditional internal combustion vehicles.
	0,773
	

	PV1
	I know that electric cars offer energy cost savings.
	0,684
	

	
	Perceived Risk
	
	0,840

	PR4
	Buying an electric car might cost me more money.
	0,767
	

	PR3
	An electric car may not be able to meet my travel needs.
	0,820
	

	PR2
	The safety and reliability of electric cars may not be good enough.
	0,835
	

	PR1
	I am concerned about certain risks that are brought to me and my family when using an electric car.
	0,865
	



4.3 Hypotheses Test
Based on the hypothesis testing results presented in Table 3, several structural relationships are found to be significant, while others are not. The relationship between Perceived Value (PV) and Perceived Risk (PR) shows a significant negative effect, with an estimated coefficient of −0.577, a C.R. value of −10.847, and a highly significant p-value, indicating that higher perceived value is associated with lower perceived risk.
In contrast, the relationship between Perceived Price (PP) and Perceived Value (PV) is not significant, as indicated by an estimated coefficient of −0.02 and a p-value of 0.612, which exceeds the 0.05 threshold. This finding suggests that perceived price does not significantly influence perceived value in this study.
Furthermore, the relationship between Attitude (ATT) and Environmental Concern (EC) is found to be highly significant, with an estimated coefficient of 1.464 and a C.R. value of 11.016, supporting the hypothesis that attitude is significantly influenced by environmental concern. Additionally, Perceived Value (PV) has a positive and significant effect on Purchase Intention (PI), as reflected by an estimated coefficient of 0.07 and a C.R. value of 5.993, indicating that higher perceived value leads to stronger purchase intention toward electric vehicles.
However, several other hypothesized relationships, including the effect of Perceived Behavioral Control (PBC) on Purchase Intention (PI), show p-values greater than 0.05 and therefore do not support the proposed hypotheses.
Overall, out of the 12 hypotheses tested, six hypotheses are supported, while six hypotheses are rejected. These results provide a basis for further discussion to explore in greater depth the factors influencing electric vehicle purchase intention and their implications for marketing strategies and policy development related to electric vehicles in Indonesia.

Table 3. Results of the Hypotheses Tested
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	P-Value
	Information

	H1: 	Environmental Concern → Attitude
	0,000
	Supported

	H2: 	Environmental Concern → Subjective Norm
	0,000
	Supported

	H3: 	Environmental Concern → Perceived Behavioral Control
	0,000
	Supported

	H4: 	Attitude → Purchase Intentions
	0,601
	Not Supported

	H5: 	Subjective Norm → Purchase Intentions
	0,070
	Not Supported

	H6: 	Perceived Behaviral Control → Purchase Intentions
	0,126
	Not Supported

	H7: 	Perceived Price → Purchase Intentions
	0,997
	Not Supported

	H8: 	Perceived Risk → Purchase Intentions
	0,060
	Not Supported

	H9: 	Perceived Value → Purchase Intentions
	0,000
	Supported

	H10: 	Environmental Concern → Purchase Intentions.
	0,004
	Supported

	H11: 	Perceived Price → Perceived Value
	0,612
	Not Supported

	H12: 	Perceived Risk → Perceived Value
	0,000
	Supported



5. Discussion
This study provides a comprehensive understanding of the factors influencing electric vehicle (EV) purchase intention by integrating environmental concern and value-based perceptions within the Theory of Planned Behavior (TPB) framework. The findings highlight the pivotal role of Environmental Concern (EC) as a foundational driver shaping consumers’ cognitive and psychological responses toward EV adoption. EC is found to have a significant positive influence on Attitude (ATT), Subjective Norm (SN), and Perceived Behavioral Control (PBC), indicating that individuals who are more concerned about environmental issues tend to develop more favorable attitudes, perceive stronger social expectations, and feel greater control over adopting environmentally friendly transportation options. These results reinforce the argument that environmental awareness functions as an important antecedent that strengthens pro-environmental decision-making processes.
However, contrary to the traditional assumptions of TPB, Attitude, Subjective Norm, and Perceived Behavioral Control do not exert a significant direct effect on Purchase Intention (PI). This suggests that, in the context of EV adoption, positive attitudes and social encouragement alone are insufficient to translate into concrete purchase intentions. One possible explanation is that respondents generally already possess favorable perceptions of EVs, resulting in limited variance across these constructs. Consequently, these factors may act more as background conditions rather than decisive predictors of intention.
In contrast, Perceived Value (PV) emerges as the strongest and most consistent determinant of purchase intention. The results demonstrate that consumers are more inclined to intend to purchase EVs when they perceive tangible benefits that outweigh associated costs and sacrifices. This finding underscores the importance of value-based evaluations—such as economic efficiency, long-term benefits, and environmental gains—in driving EV purchase intention. Moreover, Environmental Concern is also found to have a direct positive effect on purchase intention, indicating that ecological awareness not only shapes intermediary perceptions but can also independently motivate consumers toward sustainable purchasing decisions.
The study further reveals that Perceived Price (PP) and Perceived Risk (PR) do not directly influence purchase intention. These findings suggest that price and risk perceptions may no longer function as primary barriers in the examined context, possibly due to increasing technological maturity, growing public familiarity with EVs, and evolving market conditions. Nevertheless, perceived risk plays an important indirect role by significantly reducing perceived value, indicating that risk considerations still matter insofar as they undermine consumers’ value assessments. Conversely, perceived price does not significantly affect perceived value, implying that consumers may evaluate EV value beyond upfront monetary costs, instead emphasizing long-term and non-financial benefits.
Overall, the findings suggest that EV purchase intention is predominantly shaped by environmental concern and perceived value, rather than by traditional TPB predictors alone. This implies that strategies aimed at accelerating EV adoption should focus on strengthening environmental awareness while clearly communicating the functional, economic, and environmental value of EVs. By emphasizing value creation and reducing perceived risks through improved infrastructure and information transparency, policymakers and marketers can more effectively foster sustainable transportation choices.
6. Conclusion
a. Environmental Concern (EC) has been shown to have a positive and significant effect on Attitude (ATT). The higher the respondents' concern for environmental issues, the more positive their attitudes toward electric vehicles. This indicates that ecological awareness plays a significant role in shaping attitudes toward environmentally friendly products.
b. Environmental Concern (EC) also has a positive and significant effect on Subjective Norm (SN). Individuals with high environmental concern tend to be more sensitive to expectations and social support from their surroundings in the context of adopting electric vehicles.
c. Environmental Concern (EC) has a positive and significant effect on Perceived Behavioral Control (PBC). Environmental concern increases individuals' sense of competence and confidence in making decisions to purchase electric vehicles.
d. Attitude (ATT) does not have a significant effect on Purchase Intention (PI). Although respondents have a positive attitude toward electric vehicles, this attitude does not directly drive purchase intention, so this hypothesis is rejected.
e. Subjective Norm (SN) does not have a significant effect on Purchase Intention (PI). Social norms and pressure from the surrounding environment are not strong enough to directly influence purchase intention for electric vehicles.
f. Perceived Behavioral Control (PBC) does not significantly influence Purchase Intention (PI). An individual's perceived control or ability to purchase an electric vehicle is not yet a primary determinant in forming purchase intention.
g. Perceived Price (PP) does not significantly influence Purchase Intention (PI). Price perception is not a dominant factor in directly driving or inhibiting purchase intention for electric vehicles.
h. Perceived Risk (PR) does not significantly influence Purchase Intention (PI). Perceived risk is not a direct predictor of purchase intention, although the relationship tends to be negative.
i. Perceived Value (PV) has a positive and significant influence on Purchase Intention (PI). Perceived value is the strongest factor driving purchase intention for electric vehicles, particularly in relation to economic benefits, performance, and sustainability.
j. Environmental Concern (EC) has a positive and significant influence on Purchase Intention (PI). Environmental concern plays a direct psychological role in shaping purchase intention for electric vehicles.
k. Perceived Price (PP) does not significantly influence Perceived Value (PV). The perceived value of electric vehicles is determined not so much by price as by long-term benefits and impacts.
l. Perceived Risk (PR) has a negative and significant effect on Perceived Value (PV). The higher the perceived risk, the lower the value consumers perceive of electric vehicles.

7. Implication
This study provides a theoretical contribution by integrating the Theory of Planned Behavior (TPB) and perceived value theory in the context of electric vehicles. This research extends PB theory with environmental concern as a variable. The results of this study indicate that environmental concern significantly influences factors influencing intention (attitude, subjective norm, and perceived behavioral control). In this study, perceived value is more dominant than TPB. The results of this study indicate that perceived value significantly influences electric car purchase intention compared to attitude, subjective norm, and perceived behavioral control.
From a practical standpoint, the findings suggest that electric vehicle manufacturers and industry stakeholders should focus on enhancing perceived value, such as emphasizing long-term benefits, operational cost efficiency, vehicle performance, and environmental contributions, rather than relying primarily on favorable attitudes or social pressure. In addition, reducing perceived risk—for example, through technology education, strong after-sales support, and the development of charging infrastructure—remains crucial, as higher perceived risk is shown to lower consumers’ perceived value. Policymakers can also contribute by implementing environmental awareness campaigns to strengthen environmental concern, which has been found to directly influence electric vehicle purchase intention.
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