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Abstract
ThisǰstudyǰinvestigatesǰtheǰfactorsǰinŴuencingǰconsumers’ǰpurchaseǰdecisionsǰofǰBYDǰǰ

newǰenergyǰvehiclesǰinǰShandongǰProvince,ǰChina,ǰutilizingǰTheoryǰofǰPlannedǰBehaviorǰ(TPB)ǰǰ
framework.ǰByǰintegratingǰattitude,ǰsubjectiveǰnorms,ǰperceivedǰbehavioralǰcontrol,ǰandǰenvironmentalǰǰ
awarenessǰasǰkeyǰvariables,ǰtheǰresearchǰaimsǰtoǰidentifyǰhowǰtheseǰfactorsǰshapeǰconsumers’ǰ
intentionǰtoǰpurchaseǰBYDǰcars.ǰAǰquantitativeǰapproachǰwasǰadopted,ǰwithǰaǰquestionnaireǰǰ
surveyǰdistributedǰtoǰ469ǰvalidǰrespondentsǰinǰShandong.ǰDescriptiveǰstatistics,ǰreliabilityǰandǰvalidityǰ
analysis,ǰandǰmultipleǰregressionǰanalysisǰwereǰusedǰtoǰprocessǰtheǰdata.ǰTheǰųndingsǰindicateǰthatǰ
subjectiveǰnormsǰandǰperceivedǰbehavioralǰcontrolǰhaveǰaǰsigniųcantǰpositiveǰimpactǰonǰpurchaseǰ
decisions,ǰwhileǰenvironmentalǰawarenessǰshowsǰaǰsigniųcantǰnegativeǰeffect.ǰAttitude,ǰhowever,ǰ
didǰnotǰexhibitǰaǰstatisticallyǰsigniųcantǰinŴuence.ǰDemographically,ǰtheǰsampleǰwasǰdominatedǰǰ
byǰyoungǰmalesǰ(18–24ǰyearsǰold)ǰwithǰ juniorǰcollegeǰeducationǰandǰmiddle-incomeǰlevels,ǰǰ
reŴectingǰaǰstrongǰappealǰofǰBYDǰamongǰthisǰgroup.ǰTheǰresearchǰcontributesǰtoǰunderstandingǰ
regionalǰconsumerǰbehaviorǰinǰtheǰnewǰenergyǰvehicleǰmarketǰandǰprovidesǰactionableǰmarketingǰ
insightsǰforǰBYDǰtoǰenhanceǰitsǰmarketǰcompetitivenessǰinǰShandong.ǰ
Keyword:ǰTheoryǰofǰPlannedǰBehaviorǰ(TPB),ǰpurchaseǰdecisions,ǰBYD,ǰEnvironmentalǰawareness

Introduction
Environmentalǰprotectionǰandǰclimateǰchangeǰhaveǰbecomeǰtheǰfocusǰofǰattentionǰforǰ

governmentsǰandǰinternationalǰorganizationsǰworldwide.ǰǰWithǰtheǰsigningǰofǰtheǰParisǰAgreement,ǰ
countriesǰhaveǰcommittedǰtoǰkeepingǰtheǰglobalǰaverageǰtemperatureǰriseǰbelowǰ2ǰ°ǰCǰcomparedǰ
toǰpreǰindustrialǰlevelsǰandǰachievingǰtheǰglobalǰgoalǰofǰcarbonǰneutralityǰbyǰ2050-2100.Asǰanǰǰ
importantǰsourceǰofǰglobalǰcarbonǰemissions,ǰtheǰautomotiveǰindustry’sǰemissionǰreductionǰactionsǰ
areǰcrucialǰtoǰachievingǰthisǰgoal.ǰǰAsǰaǰleadingǰenterpriseǰinǰnewǰenergyǰvehicles,ǰBYDǰactivelyǰ
respondsǰtoǰtheǰnationalǰgoalǰofǰ“peakingǰcarbonǰemissionsǰbeforeǰ2030ǰandǰachievingǰcarbonǰ
neutralityǰbeforeǰ2060”,ǰpromotesǰeffortsǰtoǰaddressǰclimateǰchange,ǰandǰexploresǰcarbonǰfootprintǰ
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standardsǰforǰtheǰnewǰenergyǰvehicleǰindustryǰ(CaiǰLihua,ǰ2024).ǰTheǰautomotiveǰindustryǰisǰfacingǰ
theǰchallengeǰofǰtransitioningǰfromǰtraditionalǰfuelǰvehiclesǰtoǰnewǰenergyǰvehicles.ǰǰBYDǰplaysǰǰ
anǰimportantǰroleǰ inǰthisǰtransformationǰbyǰdevelopingǰgreenǰtechnologyǰproductsǰsuchǰasǰǰ
photovoltaics,ǰenergyǰstorage,ǰandǰelectricǰvehicles,ǰconnectingǰallǰaspectsǰofǰenergyǰacquisition,ǰ
storage,ǰandǰapplication,ǰandǰprovidingǰaǰcomprehensiveǰgreenǰsolutionǰforǰcities.ǰAtǰtheǰsameǰ
time,ǰBYDǰisǰalsoǰpromotingǰlow-carbonǰdevelopmentǰinǰareasǰsuchǰasǰpublicǰtransportation,ǰǰ
engineering,ǰandǰlogisticsǰglobally,ǰacceleratingǰtheǰreplacementǰofǰfuelǰvehiclesǰwithǰnewǰenergyǰ
vehiclesǰinǰtheǰprivateǰcarǰsectorǰ(Songǰetǰal.,ǰ2024).ǰǰAtǰtheǰconsumerǰlevel,ǰBYD’sǰconsumersǰǰ
areǰmainlyǰconcentratedǰbetweenǰtheǰagesǰofǰ25-45,ǰwithǰhigherǰeducationalǰbackgroundsǰandǰ
middleǰtoǰhighǰincomeǰlevels.ǰǰTheyǰareǰconcernedǰaboutǰenvironmentalǰawareness,ǰfuelǰeconomy,ǰ
andǰqualityǰassurance,ǰandǰhopeǰtoǰpurchaseǰaǰcarǰproductǰthatǰisǰbothǰenvironmentallyǰfriendlyǰ
andǰreliableǰinǰquality.ǰǰBYDǰconsumersǰhaveǰincreasinglyǰhighǰdemandsǰforǰtheǰenvironmentalǰǰ
performanceǰofǰcars,ǰandǰtheyǰreduceǰenvironmentalǰpollutionǰbyǰpurchasingǰBYDǰvehicles.ǰǰ
BYDǰconsumersǰalsoǰhopeǰthatǰcarsǰwillǰhaveǰintelligentǰfunctionsǰsuchǰasǰ intelligentǰdrivingǰ
assistanceǰsystems,ǰnavigationǰsystems,ǰandǰintelligentǰinteractiveǰinterfacesǰtoǰenhanceǰdrivingǰ
experienceǰandǰsafetyǰ(Ganǰetǰal.,ǰ2024).

PurchasingǰBYDǰcarsǰoffersǰmultifacetedǰbeneųtsǰthatǰalignǰwithǰbothǰindividualǰconsumerǰ
interestsǰandǰbroaderǰsocietalǰgoals.ǰEconomically,ǰBYD’sǰstrongǰųnancialǰperformanceǰensuresǰǰ
productǰaffordabilityǰandǰlong-termǰvalue,ǰasǰ itsǰrobustǰR&Dǰ investmentsǰdriveǰcontinuousǰǰ
innovationǰinǰbatteryǰefųciencyǰandǰvehicleǰperformanceǰ(Zhang,ǰ2024).ǰPolicy-wise,ǰBYDǰbeneųtsǰ
fromǰChina’sǰsubsidiesǰandǰtaxǰincentivesǰforǰnewǰenergyǰvehiclesǰ(NEVs),ǰreducingǰownershipǰcostsǰ
andǰenhancingǰaccessibilityǰ(Yang,ǰ2024).ǰTechnologically,ǰBYD’sǰleadershipǰinǰgreenǰtechnologies,ǰǰ
suchǰasǰitsǰBladeǰBatteryǰandǰintegratedǰenergyǰsolutions,ǰprovidesǰconsumersǰwithǰreliable,ǰǰ
high-performanceǰvehiclesǰthatǰoutperformǰtraditionalǰfuelǰcarsǰinǰenergyǰefųciencyǰandǰemissionsǰ
reductionǰ(Zhouǰetǰal.,ǰ2024).ǰAdditionally,ǰBYD’sǰcommitmentǰtoǰsustainabilityǰextendsǰtoǰitsǰǰ
supplyǰchainǰandǰcorporateǰstrategies,ǰsuchǰasǰblockchain-enabledǰtransparencyǰandǰcarbon-neutralǰ
production,ǰwhichǰresonateǰwithǰenvironmentallyǰconsciousǰbuyersǰ(Jun,ǰ2023).ǰMarketingǰstrategiesǰǰ
likeǰexperientialǰexhibitionsǰfurtherǰamplifyǰbrandǰappeal,ǰshowcasingǰBYD’sǰsmartǰfeaturesǰǰ
andǰeco-friendlyǰdesignsǰtoǰattractǰtech-savvyǰconsumersǰ(Ganǰetǰal.,ǰ2024).ǰTheseǰadvantagesǰ
collectivelyǰpositionǰBYDǰasǰaǰcost-effective,ǰfuture-proof,ǰandǰsociallyǰresponsibleǰchoiceǰforǰ
Shandongǰconsumers.

Therefore,ǰtheǰresearchǰbackgroundǰofǰBYD’sǰconsumerǰpurchasingǰdecisionsǰisǰcloselyǰ
relatedǰtoǰenvironmentalǰprotection,ǰwhichǰisǰnotǰonlyǰreŴectedǰinǰtheǰmacroǰtransformationǰ
atǰtheǰglobalǰandǰindustryǰlevels,ǰbutǰalsoǰinǰtheǰmicroǰneedsǰofǰindividualǰconsumers.ǰBYDǰhasǰ
metǰconsumers’ǰdemandsǰforǰenvironmentalǰprotectionǰandǰintelligenceǰthroughǰtechnologicalǰ

การประâุมÿâิาการระìับâาíิภาÜีเÜรือÚ่ายการบริหารทรัพยากรมñุษย์�กýุ่มภาÜใí้�Üรัĝงที��6
(HRM�NPST�National�Conference�2026)634



innovationǰandǰenvironmentalǰprotectionǰmeasures,ǰwhileǰalsoǰrespondingǰtoǰtheǰglobalǰtrendǰofǰ
environmentalǰprotection.

ResearchǰObjective
ToǰstudyǰtheǰinŴuencingǰfactorsǰofǰconsumerǰpurchasingǰdecisionsǰforǰBYDǰcarsǰinǰShandongǰ

Province,ǰChina.

Literatureǰreview
PurchaseǰDecisionǰandǰBYDǰConsumers
Aǰpurchaseǰdecisionǰisǰtheǰprocessǰwhereǰconsumersǰidentifyǰneedsǰandǰevaluateǰoptions.ǰ

ForǰBYDǰconsumers—bothǰownersǰandǰpotentialǰbuyers—thisǰinvolvesǰassessingǰproductǰfeatures,ǰ
brandǰimage,ǰprice,ǰperformance,ǰenvironmentalǰattributes,ǰandǰpersonalǰųnancesǰ(Liu,ǰ2024).ǰǰ
ThisǰgroupǰisǰinŴuencedǰbyǰpreferencesǰforǰnewǰenergyǰvehiclesǰ(NEVs),ǰbrandǰperception,ǰandǰ
environmentalǰresponsibilityǰ(Liu,ǰ2024).

TheoryǰofǰPlannedǰBehaviorǰ(TPB)
TheǰTPBǰisǰaǰkeyǰframeworkǰforǰanalyzingǰthisǰdecision.ǰItǰstatesǰthatǰbehavioralǰintentionǰ

isǰshapedǰbyǰthreeǰfactors:ǰAttitudeǰ(anǰindividual’sǰpositiveǰorǰnegativeǰevaluationǰbasedǰonǰǰ
beliefs),ǰSubjectiveǰNormsǰ(perceivedǰsocialǰpressure),ǰandǰPerceivedǰBehavioralǰControlǰ(perceivedǰ
easeǰorǰdifųcultyǰofǰtheǰaction).ǰStrengtheningǰpositiveǰattitudesǰisǰcrucialǰforǰmarketingǰNEVsǰ(Maǰ
Aiping,ǰ2021).

Sinceǰtheǰtheoryǰofǰplannedǰbehaviorǰwasǰputǰforward,ǰitǰhasǰbeenǰwidelyǰusedǰinǰtheǰųeldǰ
ofǰconsumerǰbehaviorǰresearch.ǰTheǰtheoryǰemphasizesǰthatǰindividualǰbehaviorǰintentionǰisǰtheǰ
directǰfactorǰdeterminingǰbehavior,ǰandǰbehaviorǰintentionǰisǰaffectedǰbyǰthreeǰfactors:ǰattitude,ǰ
subjectiveǰnormsǰandǰperceivedǰbehaviorǰcontrol.ǰWithǰtheǰpassageǰofǰtime,ǰscholarsǰcontinueǰtoǰ
applyǰtheǰtheoryǰofǰplannedǰbehaviorǰtoǰdifferentǰconsumptionǰųeldsǰandǰexploreǰtheǰcomplexǰ
relationshipǰbetweenǰitǰandǰconsumerǰdecision-making.ǰFromǰtheǰinitialǰveriųcationǰofǰtheǰbasicǰ
theoreticalǰframework,ǰitǰgraduallyǰdevelopsǰtoǰtheǰdetailedǰanalysisǰofǰvariousǰinŴuencingǰfactorsǰ
inǰspeciųcǰconsumptionǰsituations,ǰwhichǰprovidesǰrichǰtheoreticalǰbasisǰandǰempiricalǰsupportǰforǰ
understandingǰtheǰconsumerǰdecision-makingǰprocess.ǰTheǰTPB’sǰutilityǰisǰwell-established,ǰappliedǰ
toǰdiverseǰbehaviorsǰfromǰlow-carbonǰvehicleǰpurchasesǰ(Yaocuiyan,ǰ2014)ǰtoǰsociallyǰresponsibleǰ
consumption,ǰdemonstratingǰitsǰpowerǰinǰdecodingǰconsumerǰpsychology.

UnderǰtheǰTheoryǰofǰPlannedǰBehaviorǰ(TPB)ǰframework,ǰenvironmentalǰawarenessǰrefersǰ
toǰconsumers’ǰrecognitionǰofǰtheǰimportanceǰofǰenvironmentalǰprotectionǰandǰtheirǰconcernǰ
forǰtheǰimpactǰofǰpersonalǰbehaviorǰonǰtheǰenvironment.ǰǰForǰbothǰexistingǰandǰpotentialǰusers,ǰǰ
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environmentalǰawarenessǰisǰanǰimportantǰfactorǰinŴuencingǰtheirǰpurchasingǰdecisions,ǰasǰitǰrelatesǰ
toǰconsumers’ǰpositiveǰevaluationsǰandǰbehavioralǰintentionsǰtowardsǰenvironmentallyǰfriendlyǰ
productsǰsuchǰasǰnewǰenergyǰvehiclesǰ(Chen,ǰ2020).

Inǰthisǰstudy,ǰthreeǰoriginalǰfactorsǰofǰtheǰTPB,ǰnamely,ǰAttitude,ǰSubjectiveǰNorm,ǰPerceivedǰ
behavioralǰcontrolǰareǰused,ǰtogetherǰwithǰoneǰadditionalǰfactor,ǰrefersǰtoǰEnvironmentalǰawareness,ǰ
areǰtoǰexamineǰtheirǰeffectsǰtoǰpurchaseǰdecisionǰamongǰBYDǰpotentialǰconsumers.

ResearchǰFramework
Basedǰonǰtheǰaboveǰresearchǰhypotheses,ǰthisǰstudyǰestablishesǰtheǰfollowingǰResearchǰ

framework:

H1

H2

H3

H4

PurchaseǰDecision

Attitude

Perceivedǰbehavioralǰcontrol

SubjectiveǰNorm

Environmentalǰawareness

Figureǰ1.ǰResearchǰFrameworkǰ
Source:ǰCompiledǰbyǰthisǰstudy

ResearchǰHypothesis
Basedǰonǰtheǰaboveǰresearchǰreviewǰandǰtheǰrelationshipǰbetweenǰvariables,ǰthisǰstudyǰ

identiųesǰtheǰfollowingǰforeǰresearchǰhypotheses:
H1ǰ:ǰConsumers’ǰattitudesǰtowardsǰBYD’sǰnewǰenergyǰvehiclesǰhaveǰaǰsigniųcantǰpositiveǰ

impactǰonǰtheirǰpurchasingǰdecisions.
H2ǰ:ǰSubjectiveǰnormsǰhaveǰaǰsigniųcantǰpositiveǰimpactǰonǰconsumers’ǰpurchasingǰdecisions.
H3ǰ:ǰPerceivedǰbehavioralǰcontrolǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰpurchasingǰdecisions.
H4ǰ:ǰEnvironmentalǰawarenessǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰpurchasingǰdecisions.

Researchǰmethodology
Thisǰstudyǰadoptsǰaǰquantitativeǰresearchǰmethod.ǰǰTheǰquestionnaireǰwithǰaǰųve-pointǰlikertǰ

scaleǰwasǰusedǰforǰdataǰcollection.ǰǰTheǰexistingǰquestionnaireǰitemsǰfromǰShalenderǰ&ǰSharmaǰ
(2021)ǰwereǰadapted.ǰTheǰquestionnaireǰdesignǰwasǰbasedǰonǰtheǰtheoryǰofǰplannedǰbehavior,ǰ
coveringǰųveǰdimensions:ǰattitude,ǰsubjectiveǰnorms,ǰperceivedǰbehavioralǰcontrol,ǰenvironmentalǰǰ
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awareness,ǰpurchaseǰdecision.ǰǰ Inǰaddition,ǰtheǰquestionnaireǰalsoǰcollectedǰdemographicǰǰ
informationǰofǰtheǰrespondents,ǰsuchǰasǰgender,ǰage,ǰincomeǰlevel,ǰeducationǰlevel,ǰandǰmaritalǰǰ
status.ǰǰtheǰCronbach’sǰαǰcoefųcientǰforǰallǰdimensionǰisǰaboveǰ0.70,ǰindicatingǰhighǰinternalǰǰ
consistencyǰreliability.ǰThisǰsuggestsǰthatǰtheǰscaleǰisǰstableǰandǰreliable,ǰwithǰitemsǰeffectivelyǰ
reŴectingǰtheirǰcorrespondingǰconcepts.

Convenienceǰsamplingǰmethodǰwasǰconductedǰfromǰpotentialǰandǰexistingǰconsumersǰǰ
ofǰBYDǰAutoǰinǰShandongǰProvince.ǰTheǰexpectedǰsampleǰsizeǰforǰtheǰsurveyǰisǰ400,ǰwhichǰisǰǰ
determinedǰbasedǰonǰstatisticalǰprinciplesǰandǰexpectedǰeffectǰsizeǰtoǰensureǰtheǰreliabilityǰǰ
andǰvalidityǰofǰtheǰresearchǰresults.ǰǰTheǰsamplingǰlocationǰisǰlimitedǰtoǰShandongǰProvince,ǰChina,ǰ
becauseǰShandongǰProvince,ǰasǰanǰimportantǰprovinceǰinǰChina,ǰhasǰaǰlargeǰconsumerǰgroupǰforǰBYDǰ
carsǰandǰcanǰprovideǰsufųcientǰsampleǰsizeǰforǰresearchǰ(Dusida,ǰ2024).ǰǰMeanwhile,ǰtheǰeconomicǰ
developmentǰlevelǰandǰconsumerǰbehaviorǰofǰShandongǰProvinceǰhaveǰcertainǰrepresentativeness,ǰ
whichǰcanǰprovideǰreferenceǰforǰBYD’sǰnationalǰmarketǰstrategy.ǰǰ

Dataǰcollectionǰwasǰconductedǰthroughǰonlineǰquestionnaires,ǰdistributedǰthroughǰvariousǰ
channelsǰsuchǰasǰemail,ǰsocialǰmedia,ǰandǰonlineǰsurveyǰplatforms.ǰǰThisǰapproachǰcanǰimproveǰ
theǰefųciencyǰofǰdataǰcollection,ǰwhileǰreduceǰcostsǰandǰensureǰtheǰanonymityǰandǰsecurityǰofǰ
data.ǰǰTheǰcollectedǰdataǰwasǰthenǰanalyzedǰusingǰstatisticalǰsoftware.ǰǰTheǰanalysisǰmethodsǰ
includedǰdescriptiveǰstatisticalǰanalysis,ǰandǰregressionǰanalysisǰtoǰdetermineǰtheǰrelationshipǰǰ
betweenǰdifferentǰvariablesǰandǰevaluateǰtheǰdegreeǰofǰinŴuenceǰofǰindependentǰvariablesǰonǰ
theǰdependentǰvariable.

Results
Aǰtotalǰofǰ469ǰvalidǰsamplesǰwereǰcollectedǰinǰthisǰsurvey.ǰInǰtermsǰofǰgenderǰdistribution,ǰ

79.74%ǰofǰtheǰrespondentsǰwereǰmale,ǰwhileǰ20.26%ǰwereǰfemale,ǰindicatingǰaǰsigniųcantǰmaleǰ
majority.ǰThisǰmayǰsuggestǰthatǰmaleǰconsumersǰareǰmoreǰinterestedǰinǰorǰactivelyǰinvolvedǰinǰ
BYDǰcarǰpurchasingǰbehaviorǰresearch.ǰRegardingǰage,ǰtheǰ18-24ǰageǰgroupǰmadeǰupǰ78.89%ǰofǰtheǰ
sample,ǰformingǰtheǰmainǰcomponent.ǰTheǰ25-34ǰageǰgroupǰaccountedǰforǰ13.86%,ǰwhileǰthoseǰ
agedǰ35ǰandǰaboveǰwereǰlessǰrepresented,ǰsuggestingǰthatǰyoungǰconsumersǰdominateǰtheǰpotentialǰ
BYDǰcarǰbuyersǰinǰShandong.ǰInǰtermsǰofǰannualǰincome,ǰ63.97%ǰofǰrespondentsǰhadǰanǰannualǰ
incomeǰbelowǰ30,000ǰyuan,ǰwhileǰ23.45%ǰhadǰanǰannualǰincomeǰaboveǰ100,000ǰyuan,ǰindicatingǰ
aǰsigniųcantǰmiddle-incomeǰgroup.ǰThisǰmayǰbeǰrelatedǰtoǰBYD’sǰmarketǰpositioning.ǰInǰtermsǰofǰ
educationǰlevel,ǰ51.39%ǰofǰtheǰrespondentsǰhadǰaǰjuniorǰcollegeǰdegree,ǰ28.78%ǰhadǰaǰbachelor’sǰ
degree,ǰ4.05%ǰhadǰaǰmaster’sǰdegree,ǰandǰ11.73%ǰhadǰaǰdoctorate,ǰindicatingǰaǰrelativelyǰhighǰ
levelǰofǰeducation.ǰ
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Inǰtermsǰofǰmaritalǰstatus,ǰ86.99%ǰwereǰunmarried,ǰwhileǰ9.17%ǰwereǰmarriedǰandǰ3.84%ǰ
wereǰdivorced,ǰwhichǰalignsǰwithǰtheǰhigherǰproportionǰofǰyoungǰrespondentsǰinǰtheǰageǰdistribution.ǰ
Inǰtermsǰofǰtheǰnumberǰofǰexistingǰvehicles,ǰ72.49%ǰofǰfamiliesǰownǰoneǰfour-wheeledǰcar,ǰ6.61%ǰ
haveǰtwo,ǰandǰ20.90%ǰownǰthreeǰorǰmore.ǰThisǰindicatesǰthatǰmostǰfamiliesǰownǰatǰleastǰoneǰcarǰ
andǰmayǰbeǰconsideringǰaǰcarǰupgradeǰorǰadditionalǰpurchases.ǰ

Regardingǰself-assessmentǰofǰelectricǰvehicleǰknowledge,ǰ46.27%ǰofǰrespondentsǰareǰatǰ
theǰMiddleǰlevel,ǰwhileǰ18.76%ǰareǰVeryǰHighǰandǰ17.48%ǰareǰVeryǰLow,ǰreŴectingǰvaryingǰlevelsǰ
ofǰknowledgeǰaboutǰelectricǰvehiclesǰamongǰconsumers.ǰInǰtermsǰofǰpurchasingǰexperience,ǰ207ǰ
peopleǰ(44.14%)ǰhaveǰpurchasedǰanǰelectricǰvehicle,ǰwhileǰ262ǰpeopleǰ(55.86%)ǰhaveǰnot,ǰprovidingǰ
aǰdataǰfoundationǰforǰstudyingǰtheǰpurchasingǰdecisionsǰofǰdifferentǰgroupsǰwithǰvaryingǰlevelsǰofǰ
purchasingǰexperience.

Theǰregressionǰanalysis,ǰwithǰpurchaseǰintentionǰasǰtheǰdependentǰvariableǰandǰattitude,ǰ
subjectiveǰnorms,ǰperceivedǰbehavioralǰcontrol,ǰandǰenvironmentalǰawarenessǰasǰindependentǰ
variables,ǰrevealedǰthatǰtheǰmodelǰdemonstratedǰgoodǰoverallǰųtǰwithǰanǰR²ǰofǰ0.875,ǰindicatingǰ
theseǰfourǰfactorsǰexplainedǰ87.5%ǰofǰtheǰvarianceǰinǰpurchaseǰintention.ǰTheǰadjustedǰR²ǰofǰ0.874ǰ
furtherǰconųrmedǰstrongǰexplanatoryǰpowerǰafterǰcontrollingǰforǰsampleǰsizeǰeffects.ǰTheǰF-testǰ
resultǰofǰ815.358ǰ(df=4,464)ǰwithǰp=0.000ǰ<0.01ǰconųrmedǰstatisticalǰsigniųcance.ǰAdditionally,ǰtheǰ
D-Wǰvalueǰofǰ2.028ǰapproachedǰtheǰidealǰ2,ǰsuggestingǰnoǰsigniųcantǰautocorrelationǰinǰresiduals.ǰ

Regardingǰregressionǰeffectsǰofǰvariables:ǰSubjectiveǰNormǰ(B=1.532,ǰstandardǰerrorǰ=ǰ0.089)ǰ
showsǰtheǰlargestǰstandardizedǰcoefųcientǰBetaǰ(0.738)ǰamongǰallǰvariables,ǰwithǰaǰt-valueǰofǰ17.168ǰ
andǰp=0.000ǰ<0.01,ǰindicatingǰaǰsigniųcantǰpositiveǰinŴuenceǰonǰpurchaseǰintentionǰandǰservingǰasǰ
theǰmostǰcriticalǰfactor.ǰPerceivedǰBehavioralǰControlǰ(B=0.484,ǰstandardǰerrorǰ=ǰ0.106)ǰdemonstratesǰ
aǰstandardizedǰcoefųcientǰBetaǰofǰ0.230,ǰt=4.562,ǰandǰp=0.000ǰ<0.01,ǰalsoǰshowingǰaǰsigniųcantǰ
positiveǰimpact.ǰEnvironmentalǰAwarenessǰ(B=-0.220,ǰstandardǰerrorǰ=ǰ0.083)ǰexhibitsǰaǰstandardizedǰ
coefųcientǰBetaǰof-0.102,ǰt=-2.660,ǰandǰp=0.008ǰ<0.01,ǰindicatingǰaǰsigniųcantǰnegativeǰinŴuence.ǰ
Attitudeǰ(B=0.164,ǰstandardǰerrorǰ=ǰ0.106)ǰshowsǰaǰstandardizedǰcoefųcientǰBetaǰofǰ0.077,ǰt=1.549,ǰ
andǰp=0.122>ǰ0.05,ǰwithǰitsǰeffectǰfailingǰtoǰreachǰstatisticalǰsigniųcance.
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Tableǰ1ǰMultipleǰRegressionǰAnalysisǰTable

ǰmodelǰ
Non-standardized

coefųcient
Standardization
coefųcients

t p
B standard

errorǰ Beta

Constantǰ -0.152 0.564 - -0.270 0.788
Attitudeǰ 0.164 0.106 0.077 1.549 0.122
Subjectiveǰnorms 1.532 0.089 0.738 17.168 0.000**
Perceivedǰbehavioralǰcontrol 0.484 0.106 0.230 4.562 0.000**
Environmentalǰawarenessǰ -0.220 0.083 -0.102 -2.660 0.008**

R2 0.875
AdjustǰR2 0.874
F Fǰ(4,464)=815.358,p=0.000

D-Wǰpriceǰ 2.028
Note:ǰTheǰdependentǰvariableǰisǰpurchasingǰdecisionǰintention
*ǰp<0.05ǰ**ǰp<0.01

TheǰmultipleǰregressionǰresultsǰregardingǰtheǰhypothesesǰaboutǰBYDǰcarǰpurchaseǰdecisionsǰ
inǰShandongǰProvinceǰshowǰvaryingǰoutcomes.ǰTheǰhypothesisǰthatǰconsumers’ǰattitudesǰtowardǰ
BYDǰhaveǰaǰsigniųcantǰpositiveǰimpactǰonǰtheirǰpurchaseǰdecisionsǰisǰnotǰsupported.ǰInǰcontrast,ǰ
theǰhypothesisǰthatǰsubjectiveǰnormsǰhaveǰaǰsigniųcantǰpositiveǰimpactǰonǰpurchaseǰdecisionsǰisǰ
supported.ǰSimilarly,ǰtheǰhypothesisǰthatǰperceivedǰbehavioralǰcontrolǰhasǰaǰsigniųcantǰpositiveǰ
impactǰonǰpurchaseǰdecisionsǰ isǰsupported.ǰAdditionally,ǰtheǰhypothesisǰthatǰenvironmentalǰǰ
awarenessǰhasǰaǰsigniųcantǰpositiveǰimpactǰonǰpurchaseǰdecisionsǰisǰalsoǰsupported.
Tableǰ2ǰHypothesisǰTestingǰResultsǰTable
Hypothesis TestingǰResult

H1 Consumers’ǰattitudesǰtowardǰBYDǰhaveǰaǰsigniųcantǰpositiveǰ
impactǰonǰpurchaseǰdecisions.

NotǰSupported

H2 Subjectiveǰnormsǰhaveǰaǰsigniųcantǰpositiveǰimpactǰonǰpurchase
decisions.

Supportedǰ

H3 Perceivedǰbehavioralǰcontrolǰhasǰaǰsigniųcantǰpositiveǰimpactǰ
onǰpurchaseǰdecisions.

Supported

H4 Environmentalǰawarenessǰhasǰaǰsigniųcantǰpositiveǰimpactǰ
onǰpurchaseǰdecisions.

Supportedǰ
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Discussionǰandǰconclusion
ItǰwasǰfoundǰthatǰSubjectiveǰnormsǰandǰperceivedǰbehavioralǰcontrolǰsigniųcantlyǰdriveǰ

BYDǰpurchaseǰdecisionsǰinǰShandong,ǰwhileǰenvironmentalǰawarenessǰunexpectedlyǰhasǰaǰnegativeǰ
impact.ǰAttitudeǰshowedǰnoǰsigniųcantǰeffect.ǰTheǰsample’sǰyouthǰ(18–24)ǰandǰmaleǰdominanceǰ
highlightǰBYD’sǰstrongǰappealǰtoǰthisǰdemographic.

Theǰstudy’sǰųndingsǰresonateǰwithǰnumerousǰpriorǰstudies.ǰForǰinstance,ǰZhouǰJianchengǰetǰ
al.ǰ(2024)ǰemphasizeǰthatǰBYD’sǰsupplyǰchainǰmanagementǰandǰextendedǰwarrantyǰservicesǰenhanceǰǰ
consumerǰconųdence,ǰwhichǰalignsǰwithǰourǰresultsǰonǰperceivedǰbehavioralǰcontrol.ǰDuanǰǰ
Bingǰ(2023)ǰhighlightsǰtheǰroleǰofǰsubjectiveǰnormsǰinǰmarketing,ǰassertingǰthatǰsocialǰinŴuenceǰ
signiųcantlyǰdrivesǰpurchasingǰbehavior-aǰconclusionǰstronglyǰsupportedǰbyǰourǰdata.ǰAdditionally,ǰǰ
YangǰShuhuiǰ (2024)ǰnotesǰthatǰ consumersǰ increasinglyǰfavorǰbrandsǰcommittedǰtoǰgreenǰǰ
development,ǰwhichǰmirrorsǰtheǰsigniųcantǰimpactǰofǰenvironmentalǰawarenessǰobservedǰinǰǰ
thisǰstudy.

Thisǰ researchǰextendsǰtheǰTPBǰbyǰexplicitlyǰ integratingǰenvironmentalǰawareness,ǰǰ
demonstratingǰitsǰindependentǰeffectǰonǰNEVǰpurchaseǰdecisions.ǰUnlikeǰgeneralǰconsumerǰbehaviorǰǰ
studies,ǰthisǰ focusǰonǰShandong-anǰindustrialǰprovinceǰwithǰdistinctǰeconomicǰandǰculturalǰǰ
characteristics-providesǰnuancedǰinsights.ǰForǰexample,ǰGanǰWenxinǰetǰal.ǰ(2024)ǰemphasizeǰtheǰroleǰ
ofǰexhibitionǰmarketingǰinǰNEVǰpromotion,ǰwhileǰourǰstudyǰhighlightsǰtheǰneedǰtoǰtailorǰstrategiesǰǰ
toǰregionalǰdemographics,ǰsuchǰasǰyoung,ǰeducatedǰconsumers.ǰFurthermore,ǰbyǰlinkingǰBYD’sǰǰ
technologicalǰ innovationsǰ (e.g.,ǰBladeǰBattery)ǰ toǰ consumerǰattitudes,ǰtheǰ studyǰbridgesǰǰ
technologicalǰadvancementǰwithǰbehavioralǰtheory,ǰofferingǰaǰcomprehensiveǰframeworkǰforǰǰ
NEVǰmarketǰanalysisǰ(Jun,ǰ2023;ǰZhouǰetǰal.,ǰ2024).

Furtherǰresearchǰmayǰtrackǰconsumerǰattitudesǰandǰpurchaseǰintentionsǰoverǰtimeǰtoǰǰ
examineǰhowǰfactorsǰlikeǰpolicyǰchangesǰorǰtechnologicalǰadvancementsǰinŴuenceǰdecision-making.ǰ
Extendǰtheǰstudyǰtoǰotherǰprovincesǰorǰcountriesǰtoǰexploreǰhowǰculturalǰvaluesǰ(e.g.,ǰcollectivismǰvs.ǰ
individualism)ǰmoderateǰtheǰeffectsǰofǰsubjectiveǰnormsǰandǰenvironmentalǰawareness.ǰInvestigateǰ
theǰimpactǰofǰautonomousǰdrivingǰfeatures,ǰvehicle-to-gridǰ(V2G)ǰtechnology,ǰorǰsharedǰmobilityǰ
modelsǰonǰBYDǰpurchaseǰdecisions,ǰintegratingǰframeworksǰlikeǰtheǰTechnologyǰAcceptanceǰModelǰ
(TAM).ǰTheǰfutureǰresearchǰmayǰalsoǰexploreǰfactorsǰinŴuencingǰcustomerǰloyaltyǰandǰword-of-
mouthǰrecommendationsǰamongǰBYDǰowners,ǰbridgingǰtheǰintention-behaviorǰgap.
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MarketingǰRecommendationsǰforǰBYD
EnhancingǰAttitudeǰthroughǰTargetedǰValueǰProposition
Toǰstrengthenǰconsumerǰattitudes,ǰBYDǰshouldǰemphasizeǰitsǰtechnologicalǰleadershipǰǰ

andǰenvironmentalǰcredentials.ǰForǰexample,ǰpromotingǰtheǰBladeǰBattery’sǰsafetyǰandǰenergyǰ
densityǰandǰhighlightingǰalignmentǰwithǰChina’sǰ“dualǰcarbon”ǰgoalsǰcanǰreinforceǰpositiveǰproductǰ
evaluations.ǰAdditionally,ǰleveragingǰgovernmentǰsubsidiesǰandǰtaxǰincentivesǰforǰNEVsǰcoupledǰ
withǰlong-termǰcost-savingǰnarrativesǰ(e.g.,ǰreducedǰfuelǰandǰmaintenanceǰexpenses),ǰcanǰenhanceǰ
perceivedǰvalue.ǰCaseǰstudiesǰorǰtestimonialsǰfromǰexistingǰusersǰshowcasingǰreal-worldǰbeneųtsǰ
(e.g.,ǰrange,ǰchargingǰconvenience)ǰwouldǰfurtherǰsolidifyǰpositiveǰattitudes.

HarnessingǰSocialǰInŴuenceǰtoǰShapeǰSubjectiveǰNorms
Givenǰtheǰstrongǰimpactǰofǰsubjectiveǰnorms,ǰBYDǰshouldǰimplementǰstrategiesǰtoǰleverageǰ

socialǰinŴuence.ǰThisǰincludesǰIncentivizingǰexistingǰcustomersǰtoǰreferǰfriendsǰandǰfamilyǰtoǰcreateǰ
aǰnetworkǰeffect.ǰBYDǰcanǰalsoǰbeǰpartneringǰwithǰlocalǰinŴuencersǰorǰcelebritiesǰwhoǰalignǰwithǰ
BYD’sǰbrandǰvaluesǰtoǰendorseǰproducts,ǰtherebyǰshapingǰsocialǰexpectations.ǰFosteringǰonlineǰ
andǰofŴineǰuserǰcommunitiesǰwhereǰconsumersǰcanǰshareǰexperiences,ǰreinforcingǰpositiveǰnormsǰ
aroundǰBYDǰownershipǰshouldǰbeǰconsidered.

ImprovingǰPerceivedǰBehavioralǰControlǰthroughǰAccessibilityǰandǰTransparency
Toǰenhanceǰperceivedǰbehavioralǰcontrol,ǰBYDǰshouldǰfocusǰonǰcollaboratingǰwithǰlocalǰ

governmentsǰandǰbusinessesǰtoǰexpandǰchargingǰnetworks,ǰaddressingǰrangeǰanxietyǰandǰimprovingǰ
purchaseǰconvenience.ǰOfferingǰonlineǰconųgurators,ǰhomeǰtestǰdrives,ǰandǰstreamlinedǰųnancingǰǰ
optionsǰtoǰreduceǰdecision-makingǰbarriersǰmightǰbeǰaǰgoodǰidea.ǰEnhancingǰmaintenanceǰǰ
transparencyǰ(e.g.,ǰupfrontǰcostǰestimates,ǰserviceǰappointmentǰapps)ǰandǰresponsivenessǰtoǰbuildǰ
trustǰinǰlong-termǰownershipǰcanǰalsoǰbeǰoccurred.
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