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This study focuses on the relationship between consumer attitude towards government policy of new energy vehicles
and the purchase intention. Based on the planned behavior theory, taking behavior attitude, subjective norms, and
perceived behavioral control as the intermediary variables, we analyze how environmental awareness and consumer
attitude to government policy of new energy vehicles affect the intention of purchase behavior. Empirical results
show that attitude towards policy have a positive impact on the purchase intention. The environmental awareness is
intermediated by subjective norms and perceptual behavioral control and then have an indirect impact toward the
intention of purchase behavior, and the attitude towards government policy of new energy vehicles can not only
affect through the intermediary role of the subjective norms and perceptual behavioral control, but also directly
affect the purchase intention. Therefore, the influence of the attitude toward government policy of new energy
vehicles on the intention of consumers is stronger than the environmental awareness. Compared to consumer
environmental awareness as an internal driving factor, attitudes towards policies, as an external driving factor, have
a more significant impact on consumers' intentions to purchase new energy vehicles.
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1. Introduction

The issue of global warming has become increasingly serious, and
automobile exhaust emissions are a major contributor to this problem
in China. To address this issue, it is crucial to accelerate the
promotion of new energy vehicles as a replacement for traditional
fuel vehicles (Chen Zhen, Yanga Lijun, 2021). However, despite the
growing acceptance of new energy vehicles in recent years, they still
lack a significant market share in China. For instance, in 2022, sales
of new energy vehicles in China reached 6.887 million units, a year-
on-year increase of 93.4%, but still fall short compared to traditional
fuel vehicles.

Moreover, the new energy subsidy policy, although ongoing, has
been affected by fraud, leading to a reduction in fiscal subsidies that
is expected to continue. This situation is likely to weaken the sales of
new energy vehicles (Zhou Yan, Pan Yao, 2019). Furthermore, the
purchase subsidy policy for new energy vehicles has been terminated,
prompting the government to reevaluate its promotion policy. This
raises questions about how the government can adjust the direction
of its promotion policy, how consumer purchase intention of new
energy vehicles may change in response to government policy, and
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the impact of policy changes on the development of the new energy
vehicle industry. These are crucial questions that require urgent
attention from the government, automotive industry, and academic
community, as they have both theoretical value and practical
significance.

To address these challenges, the government should focus on
developing a comprehensive promotion policy that takes into account
the current market demand, consumer preferences, and the costs and
benefits of new energy vehicles. This approach could involve a range
of incentives, including tax breaks, subsidies for charging
infrastructure, and initiatives to encourage the adoption of new
energy vehicles by public institutions. Furthermore, the government
should collaborate with the automotive industry to develop new
energy vehicles that are affordable, efficient, and attractive to
consumers.

The changes in government policy are likely to affect consumer
purchase intention of new energy vehicles. The withdrawal of
purchase subsidies may discourage some consumers from buying
new energy vehicles, especially those who are more price-sensitive.
However, other factors such as the environmental benefits of new
energy vehicles, rising fuel costs, and technological advancements
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may continue to encourage consumers to switch to new energy
vehicles. Thus, it is crucial for the government and automotive
industry to work together to ensure that consumers are well-informed
about the benefits of new energy vehicles and that they have access
to the necessary infrastructure to support their adoption.

In conclusion, the promotion of new energy vehicles in China is a
complex issue that requires a multi-faceted approach. The
government and automotive industry must work together to develop
policies that incentivize consumers to switch to new energy vehicles
while ensuring that they are affordable and efficient. By doing so,
China can reduce its carbon emissions, improve air quality, and lead
the way in the development of new energy vehicles.

Consumption is a key driver of economic growth, and fiscal
subsidies were initially implemented to stimulate market demand for
new energy vehicles by reducing the cost of car purchases for
consumers. The objective was to promote the economic effect of
automobile manufacturing enterprises and drive the overall
development of the new energy vehicle industry. Therefore,
evaluating how policy adjustments affect consumer purchase
intention is crucial in determining the efficacy of policy changes and
informing future adjustments.

Our study aims to analyze the drivers of consumer and explore the
factors influencing consumer purchase intention for new energy
vehicles. There are two main contributions of this article. Firstly, we
expand on the traditional planned behavior theory to develop a
decision-making model for new energy vehicle purchase behavior
and discuss the main drivers and influencing factors of consumer
purchase intention. This model provides a theoretical basis for
comprehensively understanding the interaction between consumers'
attitudes towards new energy vehicle policies and their purchase
behavior intentions. Secondly, our study examines the association
between attitudes towards and purchase intention of new energy
vehicle policies, respectively. This clarifies the different impacts of
promotional policies on different market demand groups and
provides support for the new round of adjustments to the promotion
policy of new energy vehicles. Furthermore, this study provides
insights for new energy vehicle companies to develop corresponding
marketing strategies in the post-subsidy era.

Overall, our study provides a comprehensive and systematic
analysis of the drivers of consumer purchase intention for new energy
vehicles, offering valuable insights for policymakers and industry
stakeholders.

2. Literature review

2.1 Purchase intention

Purchase intention refers to consumers' inclination to purchase
goods, and it serves as an indicator for their actual shopping behavior.
In essence, it reflects consumers' subjective willingness to adopt
purchase behavior (Li et al., 2009). Research on the factors that
influence consumer purchase intention can be mainly categorized
into the following three areas:

Firstly, psychological factors significantly impact consumer
purchase intention of new energy vehicles. Kong Deyong, for
instance, believed that psychological factors, which include both
personal and external factors, play a crucial role in consumers'
purchase of pure electric vehicles (Kong, 2018). By positively
influencing consumers' psychology through policies and enhancing
their purchase intention through psychological suggestions, the
choices of individual consumers can create a pro-new energy vehicle

atmosphere in society, eventually changing the attitudes of the entire
population towards new energy vehicles (Sabrina et al., 2019).

Secondly, environmental factors also impact consumer purchase
intention of new energy vehicles. With environmental protection
becoming increasingly important, only those vehicles that align with
social sustainability will be supported, acknowledged, and eventually
purchased by consumers. New energy vehicles, with their ability to
reduce vehicle exhaust pollution and save gasoline, contribute to
improved market competitiveness (Li et al., 2020).

Thirdly, product attribute factors also influence consumer purchase
intention of new energy vehicles. These factors include vehicle
quality, performance, endurance mileage, charging convenience, and
other attributes that relate to vehicle quality and consumer usage
experience (Niu, 2018; Zhou et al.,2018). New energy vehicles,
despite their environmentally friendly nature, remain consumer
goods, and their product factors inevitably impact consumer purchase
intention.

In addition to the previously discussed psychological,
environmental, and product attribute factors, recent research has
identified several other factors that can significantly influence
consumers' purchase intention of new energy vehicles. One such
factor is social influence. According to Zhang, X (2019), social
influence, which includes both normative and informational
influences, can significantly affect consumer purchase intention of
new energy vehicles. Normative influence refers to the pressure that
individuals feel to conform to social norms, such as the desire to be
seen as environmentally conscious. Informational influence, on the
other hand, refers to the impact that social interactions, media
coverage, and advertising can have on consumers' perceptions of new
energy vehicles.

Another factor that can influence consumer purchase intention of
new energy vehicles is perceived risk. Sabrina (2019) found that
consumers' perceived risk associated with new energy vehicles, such
as concerns about their safety, reliability, and resale value, can
negatively impact their purchase intention. Therefore, policymakers
and manufacturers need to take measures to address consumers'
perceived risks and provide them with accurate information to
alleviate their concerns.

In addition, consumers' trust in new energy vehicle technology can
also influence their purchase intention. Tu, JC (2019) suggested that
consumers' trust in new energy vehicle technology, which
encompasses their confidence in the technology's safety, reliability,
and performance, can positively impact their purchase intention.
Therefore, manufacturers should focus on building consumers' trust
in new energy vehicle technology by improving their product quality
and reliability and ensuring their safety.

Lastly, consumers' personal characteristics, such as their age,
income, and education level, can also influence consumer purchase
intention of new energy vehicles. Yin& Li. (2022) found that younger,
more educated, and environmentally conscious consumers are more
likely to have a positive purchase intention towards new energy
vehicles. Therefore, policymakers and manufacturers should target
these groups with appropriate marketing strategies and policies to
promote the adoption of new energy vehicles.

In summary, consumer purchase intention of new energy vehicles
is influenced by various factors, including psychological,
environmental, product attribute, social influence, perceived risk,
trust in technology, and personal characteristics. Policymakers and
manufacturers need to take these factors into account and design
effective policies and products that meet consumers' preferences and
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needs.

2.2 Government policy and purchase intention of New energy
vehicle

The government's policies promoting new energy vehicles have
three main functions: publicity and guidance, tax relief and subsidies,
and vehicle enterprise image and brand building. Each policy impacts
consumer purchase intention in specific ways. Firstly, the publicity
and guidance policy can increase consumers' understanding and
interest in new energy vehicles, thereby improving their consumer
purchase intention, especially in the face of reduced sales volumes
due to a reduction in government subsidies. (Alex et al.,2009; Lou &
Wang, 2017). Secondly, Li et al.,(2017) found that government
subsidies play a crucial role in encouraging consumers to purchase
new energy vehicles; tax relief and subsidies significantly reduce the
cost of purchasing new energy vehicles, making them more price-
competitive than traditional fuel vehicles, thus increasing consumer
purchase intention (Zhang et al., 2019; Klabi & Binzafrah, 2023).
Thirdly, the government can improve consumers' recognition and
trust in the new energy vehicle brand by building the vehicle
enterprise image and brand, thus increasing consumer purchase
intention. This improvement can be amplified through word-of-
mouth publicity among consumers. (Wang et al., 2021).

Moreover, the study found that government policies aimed at
promoting public awareness of the environmental benefits of new
energy vehicles are also important in increasing consumer purchase
intention. Another study by Han et al. (2020) found that the
government's provision of free charging facilities and other support
measures can positively affect consumer purchase intention.

In addition to the above policies, government regulations and
incentives related to the development of charging infrastructure also
play a crucial role in influencing consumer purchase intention. For
example, research by Zheng (2018) found that the availability of
charging stations significantly influences consumers' purchase
intention of new energy vehicles. In addition, the study found that
government incentives to promote the development of charging
infrastructure can increase consumer confidence in new energy
vehicles and ultimately increase their purchase intention.

Finally, some studies have highlighted the importance of
government policies in promoting technological innovation in the
new energy vehicle industry. For example, a study by Yin (2019)
found that government policies aimed at promoting the development
of advanced battery technologies can significantly improve consumer
perceptions of new energy vehicles and increase their purchase
intention.

In summary, government policies play a critical role in promoting
consumer purchase intention of new energy vehicles. The policies
can influence consumer purchase intention through various means,
such as subsidies, charging infrastructure development, technological
innovation, and public awareness campaigns. Therefore, it is
essential for governments to continue to develop and implement
effective policies to promote the adoption of new energy vehicles,
which will ultimately contribute to the development of a sustainable
transportation system.

3. Numerical approach

3.1 Theoretical basis and assumptions

The planned behavior theory was developed by Icek Ajzen, who
found that human behavior is not entirely voluntary, but is influenced
by control. He expanded the Theory of Reasoned Action by

introducing the concept of "Perceived Behavioral Control," which
resulted in the development of a new behavior theory research model
- the planned behavior theory. This theory comprises five factors:
behavioral attitude, subjective norms, perceived behavioral control,
behavioral intention, and behavior. Our research applies the planned
behavior theory to the study of new energy vehicle purchase intention.
Specifically, we focus on analyzing the mediating roles of behavioral
attitudes, subjective norms, and perceived behavioral control
between consumers' environmental awareness, their attitudes
towards policies, and their purchase intention. We construct a
diagram of the influence relationship between the various variables
in our research based on the following assumptions, as illustrated in
Figl.
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Fig. 1.variable relationship model
2.2 Sample selection and data sources
3.1.1 behavior attitude

Behavior attitude refers to an individual's subjective evaluation of
their positive or negative attitude towards a specific behavior (Ajzen
I, 2002). In the context of our research, behavior attitude is mainly
reflected in individuals' subjective feelings towards purchasing new
energy vehicles. A more positive attitude towards the behavior is
associated with a higher likelihood of purchasing a new energy
vehicle. Based on this, we propose the following assumptions for our
research.

H1: Personal purchase intention is affected by the behavior attitude
of new energy vehicle, and the two are positively related. That is, the
more positive behavior attitude, the higher the purchase intention.

3.1.2 subjective norms

Subjective norms refer to the perceived social pressure or influence
from the individual's social environment when considering a specific
behavior (Ajzen I, 2002). In our research, subjective norms refer to
the influence that individuals feel from their social networks when
considering the purchase of new energy vehicles. The stronger the
perceived subjective norms, the higher the likelihood that consumers
will purchase new energy vehicles. Therefore, we propose the
following assumptions in our research.

H2: Personal purchase intention is affected by the subjective norms
of new energy vehicle, and the two are positively related. That is, the
stronger the subjective norms, the higher the purchase intention of
the purchase.

3.1.3 perceived behavioral control

Perceived behavioral control refers to an individual's belief about
their ability to overcome obstacles and successfully perform a
specific behavior, based on their past experience and expectations
(Ajzen 1, 2002). In the context of our research, perceived behavioral
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control refers to personal factors such as life experience, self-
awareness, financial situation, and knowledge of new energy vehicles
that influence the purchase of new energy vehicles. As people's
understanding of new energy vehicles deepens, it can positively
impact their purchase intention. Therefore, our research proposes the
following assumptions.

H3: Personal purchase intention is affected by the perceived
behavioral control of the behavior when buying new energy vehicles,
and the two show positive correlations. That is, the stronger the
control of the perception behavior, the stronger the purchase intention.

Environmental awareness means that individuals pay attention to
environmental protection, sustainable development and other aspects
in their actions, consumption and life, pay attention to the economical
use of natural resources and the reduction of environmental pollution,
minimize the negative impact on the environment, and take positive
measures. measures to improve and protect the environment. In this
paper, environmental awareness means that when consumers buy
new energy vehicles, they mainly pay attention to the reduction of
exhaust emissions and the use of renewable resources instead of fuel
energy, so as to reduce environmental pollution, and use this as a
starting point to promote sustainable development. Create a better
ecological environment. Therefore, this paper puts forward the
following hypothesis.

H4: The personal behavior attitude of new energy vehicle behavior
is affected by the environmental awareness of individuals when
buying new energy vehicles, and the two show a positive correlation.
That is, the stronger the environmental awareness, the stronger the
attitude of its personal behavior.

HS5: The personal subjective norms of new energy vehicles are
affected by the environmental awareness of individuals when buying
new energy vehicles, and the two show a positive correlation. That is,
the stronger the environmental awareness, the stronger its subjective
norms.

H6: The personal perceived behavioral control of new energy
vehicles is affected by the environmental awareness of individuals
when buying new energy vehicles, and the two show a positive
correlation. That is, the stronger the environmental awareness, the
stronger the control of its personal perception.

H7: Personal purchase intention is affected by the environmental
awareness of individuals when buying new energy vehicles, and the
two show positive correlations. That is, the stronger the
environmental awareness, the stronger the personal purchase
intention.

Attitude towards new energy vehicle policy refers to an
individual's perception and feelings towards government policies that
affect the new energy vehicle market. The impact of policy on
consumers may vary based on their personal views and beliefs. In our
research, we aim to explore the relationship between consumers'
attitudes towards the government's relevant policies and their
consumer purchase intention for new energy vehicles. We
hypothesize that consumers' attitudes towards the policy will have a
significant impact on their new energy vehicle purchase behavior.
Therefore, our research proposes the following assumptions.

HS: The personal behavior attitude of new energy vehicle behavior
is affected by the attitudes to new energy vehicle policy of individuals,
and the two show a positive correlation. That is, the stronger the
environmental awareness, the stronger the attitude of its personal
behavior.

HO9: The personal subjective norms of new energy vehicles are
affected by the attitudes to new energy vehicle policy of individuals,

and the two show a positive correlation. That is, the stronger the
environmental awareness, the stronger its subjective norms.

H10: The personal perceived behavioral control of new energy
vehicles is affected by the attitudes to new energy vehicle policy of
individuals, and the two show a positive correlation. That is, the
stronger the environmental awareness, the stronger the control of its
personal perception.

H11: Personal purchase intention is affected by the attitudes to new
energy vehicle policy of individuals, and the two show positive
correlations. That is, the stronger the environmental awareness, the
stronger the personal purchase intention.

3.2 Research methods

Based on the Theory of planned behavior, this study mainly studies
the relationship between consumers' attitudes towards the
government's new energy vehicle policies and their purchase
intentions. Since this paper is based on the Theory of planned
behavior, we take Behavior attitude, Subjective norms and Perceived
behavioral control as three intermediary variables. And the
independent variable of this article is Attention to Policy and
Environmental Awareness, the dependent variable is Purchase intent.
Therefore, the study used Logistic regression model to determine the
relationship between these variables. The Logistic regression model
of this study is set as follows:

Yit:ai+ﬁxit+/uit M

Among them, the dependent variable Y={Pi}T is Purchase
intention; The explanatory variable X={Atp,Ea}T is Attitudes to
policy and Environmental awareness. Then, build a Mediating Effect
Model between Behavioral attitude, Subjective norms and Perceived
behavioral control and Purchase intention

Ews, =, +6a, X, + 4
Mit = BI +:leit + & (2
Ews, =7 + 71 Xy +7.M, + 14

Among them, the explanatory variable and the dependent variable
are the same as above; Intermediary variables M={Atc, Sn, Pbc} T are
Behavior attribute, Subjective norms, and Perceived behavioral
control.

3.3 Variable measurement

The explanatory variables, mediating variables, and dependent
variables used in this article are all derived from the data obtained
from the questionnaire in the Hangzhou area. The measurement form
of the main questions in the survey questionnaire mainly adopts the
Likert five level scale, with each question being a numerical option
from 1 to 5, representing "completely unimportant” to "completely
important". A five levels scale can make it easier for respondents to
determine their location, thereby ensuring more accurate data. The
software used in this empirical analysis is Spss software.

(1) Explanatory variables. purchase intention, the data for this
variable comes from personal questionnaire data obtained in the
Hangzhou area. Ajzen defines intention as the subjective probability
of an individual engaging in a specific behavior, which can be used
to predict the occurrence of actual behavior. In the field of new energy
vehicles, the industry generally has a unified understanding of
purchase intention, that is, the willingness to understand and choose
to purchase and promote new energy vehicles. For example, in Li
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Meixia's (2013) study on the influencing factors and marketization of
pure electric vehicle purchase decisions from a consumer perspective,
consumers believe that in the next five years, China's pure electric
vehicles will move towards marketization, and they will choose pure
electric vehicles when purchasing cars. I believe that I will have a
pure electric vehicle in the next decade to measure consumer
purchase decisions. Therefore, this article sets items based on two
aspects, namely "Do you have any plans to purchase new energy
vehicles" and "Are you saving money to buy new energy vehicles",
and calculates the factors of the variables through variable inversion
for these two questionnaire questions.

(2) Dependent variables. Environmental awareness, the data for
this variable comes from personal questionnaire data obtained in the
Hangzhou area. Environmental awareness can serve as an important
factor in predicting individual pro environmental behavior, reflecting
of understanding and wunderstanding of
environmental issues and protection. Consumers who use electric
vehicles often have stronger pro environmental awareness. Therefore,
based on the research of Wu et al. (2019) and combined with the
actual situation of the new energy vehicle consumption market in
Hangzhou, this article designed corresponding measurement
questionnaire questions, which include three questionnaire questions:
"When driving, I will think about exhaust emissions", "I think new
energy vehicle is helpful to the environment", and "I think I have an
observation to protect the environment", And perform variable
inversion to calculate the factors of the variables for these three
questionnaire questions; Attributes to policy, the data for this variable
comes from personal questionnaire data obtained in the Hangzhou
area. So far, relevant experts and scholars at home and abroad have
conducted extensive research on the marketing performance of new
energy vehicles and the promotion of product sales through
government preferential policies. For example, Wang Xiafang (2015),
represented by Guangzhou City, conducted a special study on
consumers' willingness to purchase new energy vehicles from the
perspective of government policies, selecting direct preferential
policies, indirect preferential policies The three dimensions of
supporting policies have a significant positive correlation with
purchase intention. This article is based on Wang's research and
combined with the actual situation of the new energy vehicle
consumption market in Hangzhou, and designs corresponding
measurement questionnaire questions. The variable includes two
questionnaire questions, namely "Do you think the government's new
energy subsidiary policy can attract you" and "Do you think the
license plate policy for new energy vehicles can attract you", And
perform variable inversion to calculate the factors of the variables for
these two questionnaire questions.

(3) Intermediary variables. In view of the fact that Fishbein's
Theory of reasoned action and Ajzen's Theory of planned behavior
have been very popular and mature in their research on attitudes,
consciousness and behavior, and the academic circles have also
conducted different depth studies on the influencing factors involved

consumers' level

in the mature theory from various directions, and there are very
mature scales for measuring the three influencing factors, namely,
behavior attitude, perceived behavioral control, and subjective norms.
However, since the rise of new energy vehicles has not been long,
there are not many measurement items combined with new energy
vehicles. This article refers to the relevant research of Wang et al.,
and combines the actual situation of the new energy vehicle
consumption market in Hangzhou to summarize and design
corresponding measurement variables. The data of these intermediary

variables are all obtained from personal questionnaire data obtained
in the Hangzhou area. The specific questions are as follows: The
behavior attribute variable contains three questionnaire questions,
namely "If you are ready to change cars, are you willing to change to
new energy vehicles" and "Will you recommend new energy vehicles
to others"; Perceived behavioral control, this variable contains three
questionnaire questions, namely "Do you think new energy vehicles
can meet daily needs", "Do you think new energy vehicles can meet
daily needs", "Your variable conditions support your purchase of new
energy vehicles"; Subjective norms, this variable contains three
questionnaire questions, namely "Does anyone next to you advise
you to buy a new energy vehicle", "Do many people around you use
new energy vehicles", "If people around you buy new energy vehicles,
would you buy them". Finally, the specific questionnaire questions
for these three variables were inverted to calculate the factors of the
variables.

4. Results

4.1 Data source and analysis

In recent years, Hangzhou has increasingly focused on the
development of the new energy vehicle market as the vehicle industry
is a key area for Hangzhou's implementation of the "New
Manufacturing Plan." Hangzhou aims to promote high-quality
development of the new energy vehicle industry and exceed foreign
counterparts. To this end, Hangzhou published the "Fourteenth Five-
Year Plan" for the development of energy conservation and the new
energy vehicle industry in 2021. By the end of 2022, the number of
new energy vehicles in Hangzhou was about 460,000, and the buses
in the main urban area were 100% electrified, leading the promotion
of new energy vehicles nationwide. Hence, Hangzhou is an ideal
source of relevant data for our research, and the convenience of data
collection and comparison strengthens the credibility of our findings
across different groups.

All data used in this research were obtained from online
questionnaires. The questionnaire content was created, verified, and
evaluated by myself, my tutor, and professional teachers, and was
released in April. In total, 1,128 questionnaires were collected, and
1,045 were deemed valid, yielding an effective rate of 92.5%. To
ensure the authenticity and validity of the data, all online
questionnaires were completed by Hangzhou citizens through
WeChat, ensuring the validity of the sample.

4.2 Descriptive statistics

The relevant questionnaire data collected through our previous
survey in Hangzhou, which outlines the basic attributes of the
questionnaire sample used in this study. Among the respondents, the
number of women (51.87%) exceeds that of men (48.13%).
Regarding age distribution, respondents aged under 22 years old
accounted for 17.89%, those between 23 and 32 years old accounted
for 24.21%, those between 33 and 42 years old accounted for 34.55%,
those between 43 and 52 years old accounted for 18.56%, and those
aged 53 years and above accounted for 4.78%. More than half of the
respondents are between 23 and 42 years old, which is consistent with
the actual situation in China. In terms of educational background, the
majority of respondents hold a college degree (45.07%), followed by
an undergraduate degree (29.57%), which is similar to the current
societal trend. The majority of respondents are ordinary staff (45.84%)
in terms of occupation, reflecting the basic situation in Chinese
society. Regarding monthly income, respondents' income is
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predominantly below 30,000 RMB, which is consistent with the wage
levels in Chinese society.

4.3 Empirical analysis
4.3.1 Reliability and validity analysis

Our research conducted Confirmatory Factor Analysis on the
survey questionnaire data. We used SPSS software to perform the
KMO and Bartlett tests. The KMO value obtained was 0.979, which
exceeds the threshold of 0.9, indicating that the data is suitable for
factor analysis. The results are presented in Tabl. Additionally, the
significance value (SIG) in the Bartlett's Test of Sphericity is 0.000,
which is less than 0.05, indicating that the data has a significant
correlation among its variables. Moreover, the "Approximate Chi-
Square" value is 3152.722, and the SIG value is 0.000, which is much
less than 0.05. This indicates that the correlation matrix of the
observation variable in our research cannot be the unit matrix and that
it can reflect the relationship of data from multiple dimensions.
Therefore, the data can undergo factor analysis.

Tab. 1.Test results

KMO sampling
suitability quantity 0.979
. Approximate chi- 3152.722
Bartlett's special square
sphericity test free degree 120
conspicuousness 0
Clone Bach Alpha 0.972

In addition to the confirmatory factor analysis, our research also
tested the reliability of the questionnaire using Cronbach's a
coefficient. The obtained coefficient is 0.972, which indicates that
our research has a high level of reliability. The detailed results also
are presented in Tab 1.

4.3.2 Factor analysis

In our research, we conducted a reverse coding of the questionnaire
variables and re-evaluated the purchase intention of the variable
dimensions related to new energy vehicle attitudes, subjective norms,
perception of behavior control, environmental awareness, and policy
attitudes. We then analyzed the factor load and common factor
variance of these dimensions, as presented in Tab.2. The results of
this analysis met the data requirements for testing an irregular model,
indicating that the approach is feasible.

Tab. 2.Indicator Classification Summary

Variable  Factor loading o coefficient CR Communalities

PI 0.917 0.829 0.841 0.841
PI1 0.849 0.721
PI2 0.838 0.706
ATC 0.879 0.810 0.773 0.773
ATC1 0.849 0.721
ATC2 0.829 0.696
SN 0.936 0.868 0.876 0.876
SN1 0.838 0.705
SN2 0.863 0.744
SN3 0.805 0.652
PBC 0.948 0.865 0.898 0.898
PBC1 0.865 0.751
PBC2 0.817 0.714
PBC3 0.927 0.676
EA 0.871 0.866 0.762 0.859
EALl 0.805 0.762
EA2 0.804 0.651
EA3 0.944 0.649

ATP 0.878 0.872 0.771 0.892
ATP1 0.849 0.771
ATP2 0.810 0.724

4.3.3 Correlation analysis

Based on the analysis of the Pearson correlation between the
dimensions of purchase intention, Environmental awareness,
attitudes towards new energy vehicle policy, behavior attitude,
subjective norms, and perceived behavioral control, our research
shows that the relevant data, as displayed in Tab 3, indicates a
significant positive correlation between each pair of dimensions, with
the Pearson index ranging from 0.7 to 1.0.

Tab. 3.Pearson correlation analysis

PI ATC SN PBC EA ATP
Pl 1
ATC T41** 1
SN .831** 782** 1
PBC .853** .806** .859** 1
EA .815** T75%* .852** .854** 1

ATP .849** 7190** .868** .885** 847** 1

4.3.4 Multicollinearity analysis

In addition, our research conducts a linear regression analysis of
cach dimension to test its unique explanatory power. The specific
results are presented in Tab 4. It is worth noting that all the variance
inflation factors (VIFs) of each variable are greater than 1 but less
than 10, indicating that there is no problem of multicollinearity
among the dimensions.

Tab. 4.Coefficient of variance expansion

Variable VIF Standardization coefficient
ATC 3.289 .009
SN 5.501 194
PBC 6.347 314
EA 4.936 139
ATP 6.192 279

4.3.5 Hypothesis verification

Making relevant path analysis of each dimension, and calculate the
standardization path coefficient and corresponding important
coefficient between each dimension, then verify the assumptions
mentioned in the previous article based on the path analysis results.
In the end, the conclusion is shown in Tab 5, and it can be seen from
the table: When the attitude of new energy vehicles has an impact on
the intention of purchase, this path does not show significant (Z =
0.161, P=0.872> 0.05). Therefore, H1 is not supported.

When the purchase intention of the buyer is affected by the
subjective norms, and its path coefficient value is 0.195> 0, showing
the significance 0f 0.01 levels (Z=2.694, P=0.007 <0.01). Therefore,
H2 is supported.

When the purchase intention of the buyer is affected by perceived
behavioral control, its path coefficient value is 0.314> 0, showing the
significant level 0f 0.01 level (Z=4.133, P=0.000 <0.01). Therefore,
H3 is supported.

When the purchase intention of the buyer is affected by the
Environmental awareness, its path coefficient value is 0.374> 0,
showing the significant level of 0.01 level (Z = 4.955, P = 0.000
<0.01). Therefore, H4 is supported.
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When the subjective norms of the buyer are affected by the
Environmental awareness, the path coefficient value is 0.413> 0,
showing the significant level of 0.01 (Z = 7.122, P = 0.000 <0.01).
Therefore, HS is supported.

When the perceived behavioral control of the buyer is affected by
the Environmental awareness, its path coefficient value is 0.370> 0,
showing the significance of the 0.01 level (Z = 6.728, P = 0.000
<0.01). Therefore, H6 is supported.

When the purchase intention of the buyer is affected by the
Environmental awareness, it does not show significant (Z = 1.838, P
=0.066> 0.05). Therefore, H7 is not supported.

When the buyer's attitude of the new energy vehicle is affected by
the attitude to new energy vehicle policy, its path coefficient value is
0.473> 0, showing the significance of 0.01 level (Z=6.272, P=0.000
<0.01). Therefore, HS is supported.

When the subjective norms of the buyer are affected by the attitude
to new energy vehicle policy, the path coefficient value is 0.518> 0,
showing the significant significance of the 0.01 level (Z =8.926, P =
0.000 <0.01). Therefore, H9 is supported.

When the perceived behavioral control of the buyer is affected by
the attitude to new energy vehicle policy, its path coefficient value is
0.571> 0, showing the significant level of 0.01 level (Z=10.372,P =
0.000 <0.01). Therefore, H10 is supported.

When the purchase intention of the buyer is affected by the attitude
to new energy vehicle policy, its path coefficient value is 0.279> 0,
showing the significant level of 0.01 level (Z = 3.196, P = 0.000
<0.01). Therefore, H11 is supported.

Tab. 5. Dimension Path Analysis

the relationship between the different dimensions of the questionnaire.
Based on these coefficients, we have created Fig2, which illustrates
the path relationships between each dimension.

Our path analysis reveals that the consumer purchase intention is
not directly affected by the attitude towards new energy vehicle
policy. Environmental awareness also has an indirect effect on
purchase intention through subjective norms and perceived
behavioral control. On the other hand, the attitude towards new
energy vehicle policy is positively related to consumer purchase
intention, as shown by the path coefficients. This suggests that
consumers' purchase intention is affected not only by their attitude
towards new energy vehicle policy, but also by their subjective norms
and perceived behavioral control.

Furthermore, our analysis shows that consumers' attitude towards
new energy vehicle policy is related to their environmental awareness,
and this relationship has a significant impact on their purchase
intention. These findings support the premise of our research, which
focuses on the impact of new energy government promotion policies.

In summary, our path analysis provides a comprehensive
understanding of the relationship between the different dimensions of
the questionnaire and their impact on consumer purchase intention.
These insights can be used to guide policymakers and businesses in
developing effective strategies to promote new energy vehicles.

altitide to policy

s

perceived behavioral
control

purchase intention |«

Standardized

b

X - Y path SE
coefficient
ATP — PBC 0.571 0.055
EA PBC 0.37 0.055
ATP SN 0.518 0.057
EA SN 0.413 0.058
ATP ATC 0.473 0.055
EA ATC 0.374 0.056
ATP Pl 0.279 0.089
EA Pl 0.14 0.079
PBC Pl 0.314 0.078
SN Pl 0.195 0.074
ATC PI 0.009 0.077

. 5. Concl
Note: — indicates the path impact reggons

behavior attitude [ environmental
/ aVIor atttw 0.afa*
6.]°¢ awareness

F
o

L subjective norms
4.133
FigeasPath cet@ionship of fzh dimension

0.161 0.872 H1
sion
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0.000 H3

Our research also analyzed the environmental awareness and
attitudes of policy to explore the covariance relationship between
these two variables. According to the results, we can see that the
standardized path system value of the covariance relationship
between the Environmental awareness and the attitude towards the
policy is 1.066, which is larger than 0. Moreover, it also has the
significant level of 0.01 levels (Z = 9.344, P = 0.000 <0.01).
Therefore, our research has the following conclusions. There is a
positive covariance relationship between environmental awareness
and attitudes towards policy.

4.4 Research Summary

Tab 5 presents the path coefficients obtained from our analysis of

Based on the current rapid development of the new energy vehicle
market and the supportive government's attitude towards the industry,
our research analyzed the factors affecting consumers' purchase of
new energy vehicles, with a focus on government promotion policies.
We expanded on the traditional planned behavior theory and
examined the interaction between consumer purchase intention and
their attitudes towards new energy vehicles, subjective norms,
perceived behavioral control, environmental awareness, and policy
attitudes towards new energy vehicle policies through hypothesis
verification. Our research identified several key factors that can affect
consumer purchase intention of new energy vehicles, and our
conclusion indicates that consumers' environmental awareness
positively impact their subjective norms and perceived behavioral
control, their intention.

which ultimately affects purchase
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Additionally, consumers' attitudes towards new energy vehicle policy
have both direct and indirect effects on their purchase intention
through the two intermediary factors mentioned earlier. However, our
research found that consumers' attitude towards new energy vehicles
does not have a direct impact on their purchase intention.

This research can be used as a reference by the Hangzhou
Government, which can effectively propose corresponding policies
based on consumers' environmental awareness and attitudes towards
policies, to promote the stable development of the new energy vehicle
market in Hangzhou and drive the development of the national new
energy vehicle market. This will accelerate the process of replacing
traditional fuel vehicles with new energy vehicles, bringing
convenience to the public's personal transportation while promoting
low-carbon emission reduction in China.

The innovation of our research is to study the response of new
energy vehicle consumers' attitudes to government policies and the
impact of environmental awareness on consumer purchase intention,
and through the analysis of intermediary variables, explore the
impact mechanism of these factors on consumer purchase intention.
Specifically, our research finds that attitude responses to policies
have a more significant impact on consumers' intention to purchase
NEVs than consumers' environmental awareness. In addition, we also
found that consumers' attitudes to policy responses can not only
indirectly affect purchase intentions through the role of mediating
variables, but also directly affect purchase intentions. This finding is
of great significance for explaining the behavioral intention of
consumers to purchase new energy vehicles, and provides a certain
theoretical and practical reference for the development of the new
energy vehicle market.

However, due to limited professional knowledge and thesis writing
experience, our research is not in-depth enough. Furthermore, our
data source is limited to Hangzhou City, Zhejiang Province, so there
are limitations to our conclusions and whether they can be applied
nationwide is unknown. In future research, scholars can conduct
more specific and comprehensive empirical analysis using
nationwide data and adapting the methods described in our research,
while trying to eliminate factors that may affect the results. This will
help verify whether the conclusions reached in our research can be
extended to the whole country and can be used to propose more
relevant policy.
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