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ABSTRACT

This study investigates the perception towards electric vehicles in Nepal. The study
has employed descriptive and casual comparative research design. This study used
descriptive statistic, correlation analysis and regression analysis to analyze the data.
This study found that employee agreed that infrastructure and technological concern
factor highly affects their purchase intention towards electric vehicle and they believe
that their purchase intention was also high. The correlation analysis shows that the
correlation analysis reveals that environment concern and economic benefit have
significant positive relationship with purchase intention. At the same time, there is
significant positive association between technological concern and purchase intention.
Similarly, correlation value between social influence and the purchase intention is
significant positive. Moreover, correlation value between infrastructure and the
purchase intention is significant positive. The regression analysis shows that there is
significant positive effect of environment concern and economic benefit on purchase
intention. Then, there is also significant positive effect of technological concern on
purchase intention. At the meantime, social influence has significant positive impact
on purchase intention. Finally, infrastructure has significant positive effect on
purchase intention. However, all the factors have significant impact on purchase

intention towards electric vehicle in Nepal.

Keywords: Purchase intention, environment concern, economic benefit, technological

concern and social influence
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CHAPTER -1
INTRODUCTION

1.1 Background of the Study

It is commonly known that the transportation sector plays a major part in both the
primary environmental issues facing the world today and the global climate change.
The Intergovernmental Panel on Climate Change (2007) stated that products derived
primarily from petroleum are used in 95 percent of the world's present transportation
systems, causing the discharge of dangerous pollutants into the atmosphere. Recently,
a number of concerted efforts have been made to better align the transportation sector
with a low-carbon, forward-looking viewpoint. This strategy has the potential to both

mitigate climate change and save fuel costs over the long run.

Concerns about the environment today are pushing the growth and market share of
electric vehicles. In 2018, the perception among Indian automakers that electric cars
are the best substitutes for gasoline-powered cars—which are powered by
conventional diesel or gasoline engines—saw a radical change. For example, the
Indian domestic firms trying to maintain a strong hold on to the high growth phase of
electric vehicles as a means of leveraging them into strategic competitive advantages
in the market are Tata Motors, Mahindra & Mahindra, TVS Motors, and Bajaj; Auto.
Twenty further EV cars are being developed by Nissan Motors. Numerous strategic
partnerships have resulted from this new growing market, including that between Tata
Motors and Fiat, M & M and Ford and Renault, Bajaj Auto and Kawasaki, TVS and
Suzuki, Jaguar Land Rover by Tata Motors, Ssangyong by M & M, and KTM by
Bajaj Auto (Bhalla et al., 2018).

Electricity distribution should be viewed as a spectrum, the efficiency of which may
be gauged from fully autonomous driving with fuel cell or battery electric
technologies to mild hybridization with integrated gasoline and diesel systems (Weiss
et al., 2012; Tamor et al., 2013). In comparison to conventional carbon vehicle
technologies, emerging private transportation alternatives, like the electric vehicle
(EV), provide consumers with high-performing, efficient solutions that emit less
carbon. The goal of this exploratory research is to further the minimal discussion that

has been had thus far on the reasons behind the difficulties that electric transportation



technologies have historically had in spreading into mainstream markets. When
incorporating a sustainable story into this trend, it is important to take into account the
emissions of the vehicle from the point of view of the power generated by it.
Therefore, in order to promote a sustainability-focused agenda, the EV needs to be
demonstrated to have the fewest emissions possible. The issue statement still holds
true when evaluating the application of electricity to a vehicle: one electron should
exit a system as effectively as feasible to create a unit of propulsion. This is because
efficiency is a conventional metric for measuring vehicles. If high efficiency is not
given priority in the endeavor, it is unlikely that the aim of electrifying the

transportation industry would be achieved (Yegin & lkram, 2022).

The upcoming electric vehicle (EV) will employ highly developed, cutting-edge
technology that will provide long-range coverage while maintaining efficiency and
comfort (Winter et al., 2010). Recent studies have examined the possibilities of
electric mobility from an inner-urban, technological, economic, logistical, and
environmental perspective (Bhalla et al., 2018). But studies also shown that electric
cars have significant challenges in developing suitable markets, at least in terms of
public perception and acceptance of these vehicles in India. The transition from fuel-
powered automobiles to electric vehicles (EVs) necessitates extensive outreach and
the establishment of trust within the electric vehicle industry. Nonetheless, there is

still a lot of opposition to EV adoption.

Perception is an ongoing, broad assessment of individuals, things, commercials, or
problems. Because they frequently persist throughout time, attitudes are long-lasting.
The process by which individuals choose, arrange, and interpret sensations is known
as perception. Electricity played a major role in the early history of the automobile
industry. The automotive industry has been researching electric vehicles for several
decades now due to a number of variables, yet the industry will need to overcome
significant challenges in order to effectively commercialize this type of vehicle. The
environmental sensitivity of customers about electric vehicles was one of the aspects
that motivated us to conduct this investigation. We believe that electric cars will play
a significant role in the future and that their introduction will result in a decrease in

the use of fossil fuels. The goal of this research is to determine the degree to which



certain factors influence consumers’ propensity to purchase electric vehicles

(Digalwar & Rastogi, 2023).

Since the government reinstated tax incentives in the first half of 2021, imports of
electric vehicles have increased dramatically; however, the far more significant
battery-operated public transportation industry has not seen a comparable uptick in
imports. Between July 2021 and December 2021, Nepal imported 1,113 electric
vehicles, jeeps, and vans, which is about five times greater than the 249 such four-
wheelers that were imported during the same period in the previous fiscal year. The
government's revenue strategy, which discourages the use of fossil fuel automobiles,
directly led to a rise in the import of electric vehicles. But unlike gasoline and diesel
automobiles, which have a 50% cash margin requirement, electric vehicles have no
such constraint, which has kept battery car prices high. Nevertheless, compared to
petroleum-based vehicles, which are subject to far higher taxes, electric vehicles were
competitive due to the reduction of excise and customs fees. Imports of electric four-
wheelers totaled Rs3.24 billion from July to December of 2021, compared to just
Rs105.1 million in the same period of the previous fiscal year (Nepali Times, 2022).

Considering a very environmentally conscious nation, people in Nepal will look into
electric cars (EVs) if they decide to purchase a car of their own. They'll find that most
of the specifications are shockingly similar to those of any car that runs on fuel. The
cost of the EV is then revealed to them, which may be challenging. In addition to the
price, the lack of charging outlets and unpredictable power outages discourage people

from becoming too enthusiastic about cleaning and greening their place.

Even if the government intends to phase out fossil fuel-powered cars over the next ten
years, the regulations are mediocre at best. In addition to proposing subsidy programs,
the Environment-Friendly Vehicle and Transport Policy (2014) sought to raise the
percentage of electric vehicles (EVs) to up to 20 percent by 2020. However, the
market for EVs declined as the 2020/21 budget proposal increased the total excise and
customs duty rate by 120-140 percent. However, the newly proposed budget
eliminated the disputed increase and restored the previous level of customs fees at just
10%. For individuals who convert from gasoline-powered cars to electric vehicles,

there are also no road or renewal taxes. The Nepal Electricity Authority (NEA) made



a praiseworthy attempt to install approximately 50 charging stations throughout the
nation in the upcoming year. In addition to sapha tempos, or electric three-wheelers,
the province of Bagmati also sought to implement electric buses (Ministry of Finance,

2022).

Although there are many benefits to electric cars (EVs), their mainstream adoption
has been impeded by their high initial cost, long charging times, and inadequate
infrastructure. Despite the advantages of these incentives for EVs, Nepal's EV market
penetration is very low because the nation is still in the early phases of vehicle
electrification. Adoption is not finalized yet. The government needs to look closely at
how the public perceives this new technology before EVs become a mature product to
find problems and roadblocks that need to be fixed before EVs become extensively

used.

The most significant barrier to successfully implementing such regulations and
reaching these goals is accurately estimating and comprehending the expectations and
reservations of consumers. To be more precise, no empirical study has been
conducted that outlines the elements that will influence customers' inclination for
electric cars or the public policy recommendations that the state will make as a result
of this research. Therefore, this study examines the perception of people towards

electric vehicles in Nepal.

1.2 Problem Statement

People's opinions about green products have evolved as the environment has gotten
worse over the past few decades, and they are looking for methods to live "greener"
lifestyles on a daily basis (Chen et al., 2010). The way that people buy cars reflects
how society is always changing and how people are becoming more conscious of the
environment (Kilbourne & Pickett, 2008). As was already noted, figures
demonstrating the market's growth indicate that people increasingly view electric
vehicles as a greener option than traditional automobiles. As seen by the national
benchmark research on consumer attitudes on EVs, it is still a contentious issue and

there is a widespread lack of consensus regarding them.



Coffman et al. (2017) stated that a wide range of factors significantly impact people's
opinions toward electric vehicles. Driving distance, charge time, and car ownership
costs are the main factors to take into account (Coffman et al., 2017). It is believed
that these attributes will have the biggest influence on the adoption of electric

vehicles, and this is further supported by (Rajper & Albrecht, 2020).

Lai et al. (2015) concluded that one of the main reasons driving the adoption of fully
electric vehicles was the impression of cost benefit. Khazaei and Khazaei (2016)
stated the adoption of electric automobiles as a new technology that necessitates new
consumer characteristics as one of the primary problems. Bhalla et al. (2018) found
that customers' attitudes toward buying electric cars were influenced by their degree
of technological confidence and their environmental worries. Adoption backlash is

caused by a multitude of reasons, such as infrastructure, cost, and public acceptance.

Lashari et al. (2021) found that opinions about the environment and the economics in
relation to EV use were the most trustworthy predictors of an EV purchase. It was
also shown that concerns about technology had a detrimental influence on plans to
purchase electric vehicles. Bhat et al. (2022) found that consumers' intentions to adopt
electric vehicles were positively correlated with environmental enthusiasm,
technological enthusiasm, social image, social influence, perceived benefits, and
performance expectancy, and negatively correlated with facilitating conditions and
anxiety. Digalwar and Rastogi (2023) showed that infrastructural and financial factors
had a positive influence on the rate of EV adoption in India, but performance

elements had a negative effect.

One issue noted by the study's researchers is the dearth of quantitative data on the
Nepalese EV market and consumer attitudes of the aforementioned characteristics and
how much they influence purchase intent. The research problem serves as the basis
for the investigation, and the theories employed in the study have a close relationship
with the associated ideas. The crux of the issue lies in the ignorance of consumers'
attitudes toward electric cars as a novelty in Sweden, their purchasing intentions, and
the particular characteristics of electric cars that impact these notions. This study

deals with following issues in context of Nepalese EV market.



1. What is the level of environment consideration, economic benefit,
technological concern, social influence, infrastructure relate to the varying
degrees of purchase intention among individuals considering electric vehicles
adoption?

ii. How do environment consideration, economic benefit, technological concern,
social influence & infrastructure availability effect people’s intention to

purchase electric vehicles in Nepal?

1.3 Objectives of the Study
The general objective of the study is to investigate the People attitude towards electric
vehicles in Nepal. The specific objectives of this study are as follows:

i. To assess the relationship between environment consideration, economic
benefit, technological concern, social influence, infrastructure and purchase
intention when people’s considering electric vehicles adoption.

1i. To evaluate the effect of environment consideration, economic benefit,
technological concern, social influence & infrastructure availability on

people’s purchase intention to purchase electric vehicle in Nepal.

1.4 Research Hypotheses

The following hypotheses are derived from the previously listed study questions.
Thus, the aim of this research was to assess the following ideas concerning the EV
market in Nepal.

1. H;: There is positive effect of environment consideration, economic benefit,
technological concern, social influence & infrastructure on purchase intention to EV
in Nepal.

i1. Hy: There is positive effect of Infrastructure availability on purchase intention to
EV in Nepal.

iii. Hs: There is positive relationship between independent variables & dependent

variables on purchase intention to EV in Nepal.

1.5 Rationale of the Study
Many studies have examined people's opinions on different items; this one focuses

just on electric vehicles in Nepal. The study suggests three constructs to bridge the



knowledge gap: economic benefit, environmental consideration, technical concerns,

and social influence and purchase intention. It also examines how these ideas could

impact Nepal's attempts to establish a climate conducive to the use of electronic cars.

The manager's comprehension of EV marketing strategy and its influence on market

performance has been greatly impacted by the consequences of that research.

Manufacturers and marketers of EV Companies may utilize the study's findings to

gain a deeper understanding of their target market. The following points can be used

to discuss the significance and importance of this study.

It offers facts and information from the perspective of entrepreneurs on EV
marketing techniques, which will aid in the development and enhancement of
appropriate marketing plans for the foreseeable future.

The study also benefits other import and export businesses.

It gives the insights of the relevant study to entrepreneurs, CEOs, and
marketing managers in order to boost the competitive position of EV
Companies. Thus, anyone interested in this study who is teachers, students,
and policy makers in Nepal would gain from it.

The company can build on this study's findings and carry out more research to

develop plans.

1.6 Limitations of the Study

The research study has some limitations. The main limitations of the study are as

follows:

Only Kathmandu Valley is selected as sample area to conduct this study.
Since a single hand performed the research activity, it was not be possible to
collect all the information regarding the market situation.

This study is totally based on the views and responses of 300 respondents.



CHAPTER 11
LITERATURE REVIEW

In this chapter, it is divided into the three sections. The first section is a theoretical
review; similarly, the second section is an empirical review and the third session

addresses research gap.

2.1 Theoretical Review
The theories that reviewed in this study are; the diffusion of innovation theory, theory
of technology acceptance, theory on purchase intent, theory of planned behavior and

the value percept theory.

The Diffusion of Innovation Theory

Innovation and constant evolution have many benefits, but this does not guarantee
that society will accept or adjust to them. Adapting to new developments can be
challenging and time-consuming. Before society accepts an invention, it may need to
mature for a number of years. Here's where the question of how to speed up this
innovation adaptation process becomes really pertinent. The diffusion of innovations
hypothesis (DOI) describes how inventions are spread across society via different
communication channels (Rogers, 1983). Al-Jabri and Sohail (2012) stated that one of
the most well-liked theories that has attempted to look at the various aspects that
affect a person's readiness to accept new innovations or technology in their life is the

willingness of domination theory (DOI).

The success of eco-innovations from the viewpoint of the customer can be thoroughly
investigated using the theory of diffusion of innovations. It could be helpful to
comprehend why various marketing approaches result in various eco-innovation
outcomes (Moon, 2020). Furthermore, the author goes on to describe Eco-Innovations
as those that are less harmful to the environment than traditional or well-established
technologies. Accordingly, any technology or product used in any kind of company
may be categorized as an eco-innovation if its impact on the environment is less than
that of the standard design (Moon, 2020). Eco innovations must compete in the

market with other products just like any other product, however many governments



have implemented various rules to allow companies that have eco-innovations to
challenge the regular market (Sierzchula et al., 2012). This suggests that because of
the benefits they provide for a cleaner environmental impact, EVs may qualify as eco-

innovations (Moon, 2020).

Rogers (1983) mentioned four fundamental elements: time, social structure,
communication channels, and innovation. These four elements make references to the
proliferation of new technology. Rogers (1983) defined innovation as "an idea,
practice, or object that is perceived as new by an individual." Since perception is a
subjective experience, a concept is deemed innovative if it is new to the person.
According to Rogers (1983)'s book, a technical advance might indicate a prospect for
less doubt regarding the technology's knowledge base while simultaneously raising
one type of confusion in the minds of potential customers about its possible impacts.
It was demonstrated by Fliegel and Kivlin (1966) and MacVaugh and Schiavone
(2010) that a number of factors affect how certain innovations are adopted. features
including price, yields, effectiveness, time and pain savings, perceived usefulness, and
technology infrastructures. Furthermore, according to MacVaugh and Schiavone
(2010), there are other "external" elements that affect the adoption of new technology
because they are directly related to the features of outdated technology that innovation

must replace.

Theory of Technology Acceptance

Consumer resistance to the advancement of technology has always existed. Scholars
have made an effort to understand the factors that affect consumers, such as the
uptake, acceptance, and continued use of technology. The technology acceptance
model (TAM), created by Davis in 1989, is one of the most popular frameworks for
analyzing these numerous components (Al-Emran & Shaalan, 2021). According to
Davis (2014), the theory of reasoned action served as an influence for the model
designers as they developed TAM. According to Fred Davis, TAM was created to
give an overview of the idea of computer acceptance and to broadly explain user
behavior across a broad spectrum of computing technologies. In addition, Davis
(1989) noted in his study that TAM was created because consumer perceptions of new
innovations and technologies impact consumers' intentions to utilize them, even when

new technologies are implemented with care and diligence. Davis presents two factors
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that prior studies have demonstrated are critical to understanding technology use

(Chen & Chao, 2011).

The first variable is perceived usefulness. This variable suggests that users should
base their choice to use an application on the potential improvement in results. The
second component is perceived simplicity of usage. This variable states that a product
may not be adopted by a consumer if it is not useful or easy to use; if the customer
feels that the product is difficult to use, they may react negatively. It is made clearer
that there is a relationship between and influence between these two things (Davis,
1989). Furthermore, the author states that the variables can be affected by external

variables.

Theory on Purchase Intent

Although purchase intention is a wide topic with several study facets, the theory of
planned action is the one that is most widely recognized. The idea is explained in the
article by Ajzen (1991) as an expansion of the earlier notion of reasoned action.
Along with discussing the various aspects, it also displays them. Ajzen (1991) posited
the planned behavior is a helpful approach to examine consumer behavior. It is a
hypothesis made up of various elements that all work together to explain a particular
behavior. It uses the conventional definition of buying anything in the context of this
essay. The theory's main goal is to comprehend the factors that affect consumers'
decisions to buy and, eventually, the reasons behind those decisions. With this
information, numerous consumers' tendencies may be examined, and conclusions can

be made that can subsequently be applied to the corporate world (Ajzen, 1991).

Ajzen (1991) explained that the attitude of a person, which is the first variable in the
theory, indicates whether they feel that they completed an action favorably or not. It
goes on to say that any particular action or conduct is instantly viewed as either
partially favorable or negatively. However, the variable of subjective norm captures
any possible social pressure an individual may feel to engage in a particular action,
which manifests when they act in a way that others believe is appropriate (Ajzen,

1991).
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Perceived behavioral control, or the perceived abundance or shortage of necessary
opportunities and resources, presents the control beliefs. It shows that someone is
considering different options and resources and letting them influence the way they

behave (Ajzen, 1991).

Indriani et al. (2019) indicated that attitudes toward green items are directly impacted
by environmental knowledge, and intentions to make green purchases are
subsequently directly impacted by this relationship. This suggests that as customers
become more knowledgeable about environmental issues and potential solutions, they
will become more aware of the products they buy and how they could affect the
environment. Furthermore, this will boost customer desire to purchase
environmentally friendly products (Indriani et al., 2019). In keeping with this, the
authors also note that the findings indicate that attitude is shown to be significantly
influenced by environmental information. These findings concur with a number of

earlier research projects (Wulandari et al., 2015).

In situations when people require opportunities, knowledge, skills, or other resources
to finish an action, they interpret barriers and impediments according to the resources'
accessibility. The idea of planned behavior, which considers how easy or difficult the
action is to complete, is appropriate in these situations (Hansen, 2008). When
forecasting the adoption of electric vehicles, planned behavior control needs to be
taken into account because it requires not only internal resources such as personal
skills and self-efficacy but also external resources such as opportunities and
knowledge; it also reflects the effects of social impact, a variable commonly linked to

the Diffusion of Innovation theory (Liao et al., 2017).

Theory of Planned Behavior

Ajzen (1991) proposed the Theory of Planned conduct (TPB), which is predicated on
the notion that conduct is primarily influenced by social contact. This theory offers a
clear framework for examining the ways in which customers' intents to purchase
environmentally friendly items are influenced by attitudes, individual and societal
traits, and outcome expectations. If influential people encourage someone to do
something (subjective norm) and the person feels good about the encouragement

(attitude), they will be more motivated to pursue that action. The TPB may be
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pertinent to this study because it provides a clear framework for the shift in consumer
behavior from one that prioritizes consumption to one that also considers
environmental issues. This might be as a result of the consumers' immediate
surroundings encouraging them to make purchases that won't hurt the environment as
much. Furthermore, it is the duty of the marketer who has the potential to be a
powerful figure—to inspire consumer demands in the direction of consumption that

causes the least amount of environmental harm.

The Value Percept Theory

Westbrook and Reilly (1983) make a similar argument to LaTour and Peat's: that the
Expectancy-Disconfirmation paradigm may not be the best model to explain customer
satisfaction because comparative standards other than expectations are more likely to
determine customer satisfaction or dissatisfaction. They suggested a Value-Percept
Disparity hypothesis as a counter to the Expectation Disconfirmation paradigm; this
theory was first developed by La Tour and Peat (1979). Westbrook and Reilly
challenge the predictive expectations that serve as a benchmark in the conventional
Disconfirmation paradigm, contending that expectations do not always align with
desires or values associated with a product. On the other hand, what is valued could or
might not match expectations. Values, rather than expectations, have therefore been
suggested as a superior comparing criterion to explain consumer pleasure or
discontent. The value percept theory states that an emotional reaction known as
satisfaction is brought about by a cognitive evaluative process in which an individual
compares their perceptions of an offer to their needs, wants, desires, and values
(Westbrook & Reilly, 1983). As with the Expectancy/Disconfirmation paradigm, a
widening gap between values and perceptions (value-perception) denotes a rising

degree of discontent.

Consumer Beliefs and Behaviour

Perceived mobility need (PMN), which measures the need to be mobile at all times,
rises as a result of growing labor participation, the need for contemporary living, and
the labor market's rising demand for flexibility and mobility (Haustein & Hunecke,
2007). The ever-growing demand for LDVs in the world's emerging markets may be

explained by PMN.
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There is a direct correlation between rising greenhouse gas emissions and
consumption patterns and climate change. The resources consumed and the life cycle
process of a good or service are defined by the purchasing habits and behaviors of the
final customers. The study of consumer behavior focuses on how people choose, use,
and discard goods and services while making purchases in order to satisfy their
requirements and satisfy their desires. All actions related to the acquisition,
utilization, and disposal of goods and services are included in consumer behavior, as
are the consumer's emotional, mental, and behavioral reactions that either precede or

follow these actions (Kardes, Cronley, & Cline, 2010).

Individual consumer behavior is affecting the environment in ways never seen before
(Stern, 2000). It is necessary to have a deep grasp of consumer behavior and attitudes
in order to promote sustainable consumption. While ethical consumption has become
increasingly prominent in consumer behavior in recent decades, research on broad
ethical practices has been restricted to the Consumers Ethics Scale. Eco-friendly
purchasing behavior is still uncommon in the realm of ethical consumerism, despite
persistent pressure from scientists and environmentalists. It has been determined that
adopting green behaviors and moving toward a low-carbon society are urgently
important from a strategic standpoint for the whole society (Kronrod, Grinstein, &
Wathieu, 2011). Unfortunately, emerging markets have not yet adopted this idea
widely, which has led to a lack of commitment and attempts to create a low-carbon

society.

Comprehending consumer behavior is a crucial element in tackling worldwide
environmental issues. By 2020, the whole cost and risk of climate change will be
equal to losing 20 percent of GDP annually, according to Stern's 2000 analysis of the
economics of climate change. On the other hand, taking action would only cost two
percent of GDP. Sustainability adds another layer of complexity to the already

complex issue of consumer behavior.

One of the main things impacting green purchasing is the attitudes and actions of the
consumer. According to Solomon (2016), consumer belief is a gauge of a person's
knowledge and perceptions about a certain item or service, which in turn influences

their attitudes toward it. The idea of being a green consumer has led to the emergence
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of the normative "citizen consumer," who is a conscientious, socially conscious,
anticipatory, and socially conscious consumer whose actions should be morally
justified and who sometimes needs to be willing to make sacrifices. Consumer
attitudes and beliefs have a significant role in pro-environmental behavior and impact

the purchase decision.

Apart from the actions and convictions of the consumer, policies and incentives also
have a significant impact on the purchasing decisions made by the latter. Zhang et al.
(2018) argued that the adoption of electric vehicles is mostly influenced by perceived
risks, perceived environmental advantages, and perceived economic benefits (Zhang,

Baia, & Shang, 2018).

Policies and Taxation for Electric Vehicles in Nepal

The laws that promote the usage of electric vehicles in Nepal were put in place at the
beginning of 1997. When compared to cars powered by petroleum fuels, which had an
import tax of 234 percent, the then-government of Nepal's EV tax was announced in
the national budget at a rate of 231 percent (Shahi, 2017). The government's decision
to impose an import tax of 240 percent on electric vehicles (EVs) was reversed by
lobbyists for internal combustion engines, despite the tax rules for EVs being
established at 10 percent in 2002 (Shahi, 2017). With the introduction of new cars
with internal combustion engines at the same time, this was a significant step
backward for Nepal's future with regard to electric vehicles. Even now, these vehicles

rule the Nepalese auto industry.

The Nepalese government needed an additional 13 years to bring back the 1997 tax
laws pertaining to electric vehicles. The 2016/17 Nepalese Budget eliminated all
import taxes on big EVs intended for use in public transit and lowered the tariff on
private EVs to 10 percent. The tax on public EVs was also lowered to 1 percent
(Ministry of Finance, GON, 2016). The Government of Nepal's Transportation
Management Department states that electric vehicles are not subject to taxes. The
annual tax rate for vehicles powered by gasoline or diesel ranges from NPR 8,000 to
NPR 15,000, contingent upon the engine type (Transportation Management
Department, 2017).
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Nepal has one of the highest rates of vehicle importation globally, with an import fee
of 238 percent. The industries that recycle old batteries and make new ones will only
be required to pay 1 percent of customs charges and no VAT. Private electric car
import duties are 7.5 percent in the South Asian Association for Regional Cooperation
(SAARC), which includes Afghanistan, Bangladesh, Bhutan, India, Pakistan, Sri
Lanka, and the Maldives. However, foreign private electric vehicles from other
countries are subject to an import tariff of 10 percent. For big electric cars utilized for
public transportation, there will be no excise cost and a one percent custom duty

(Upadhya, 2016).

2.2 Empirical Review

Lai et al. (2015) investigated factors influencing the behavioural intention towards full
electric vehicles: an empirical study in Macau. This study examined the variables
influencing people's inclinations to buy fully electric cars. A sample including 308
participants was gathered from Macau's streets. Confirmatory factor analysis and
structural equation modeling were used to examine the gathered data. The findings
showed that perceptions of environmental policies and environmental concerns are
precursors to the perception of fully electric vehicles, which in turn affects the
behavioral intention to buy fully electric automobiles. This study indicates that one
significant factor propelling the adoption of completely electric automobiles is the
perception of economic benefit. What automakers desire for their bottom line is long-
term fuel savings, low power costs, and high energy efficiency. Therefore, the
government needs to do more to promote environmental issues to the general people,
enact strong environmental regulations, and provide long-term financial and strategic

support for electric vehicles (EVs) in order to boost low-carbon transportation.

Khazaei and Khazaei (2016) examined electric vehicles and factors that influencing
their adoption moderating effects of driving experience and voluntariness of use. This
study examined the relationships between social influence, perceived enjoyment,
anxiety, facilitation condition, and intention to use in the Malaysian electric vehicle
market, as well as the moderating impacts of driving experience and voluntariness. To
design the questionnaires for this study, a quantitative technique and sampling will be

employed. Data collection will involve the distribution and collection of
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questionnaires. Multiple regression analysis used to analyze the data. This analysis
showed that one of the main challenges is the adoption of electric cars as a new
technology that requires new customer behaviors. As a result, this study offers a new
conceptual framework and identifies and describes the variables that affect the
acceptability of electric automobiles. The UTAUT and UTAUT2 models are just two
of the many technological acceptance models that are integrated into the framework to
forecast and offer insight into the adoption of electric vehicles. Range anxiety and
environmental concern were included in this study as pertinent add-ons to the model

that was recommended for further investigation.

Wang et al. (2016) investigated predicting consumers’ intention to adopt hybrid
electric vehicles: using an extended version of the theory of planned behavior model.
The main objective of this research was to carry out a thorough analysis and get more
insight into customers' intentions to purchase HEVs. Using an expanded theory of
planned behavior model, 433 respondents were gathered in China in order to forecast
the consumers' intention to purchase hybrid electric vehicles (HEVs) (TPB). The
empirical findings demonstrated that the three main components of the TPB model
attitude toward HEVs, subjective norm, perceived behavioral control, and personal
moral norm partially moderate the relationship between consumers' environmental
concern and their desire to purchase HEVs. The adoption intention is indirectly
influenced by consumers' environmental concerns, which were found to be strongly
positively correlated with attitudes toward hybrid electric vehicles (HEVs), subjective

norms, perceived behavioral control, and personal moral norms.

Degirmenci and Breitner (2017) examined consumer purchase intentions for electric
vehicles: Is green more important than price and range? This study explored into
consumer intentions to acquire electric vehicles. Two empirical studies were carried
out: a survey with 167 more participants who took part in test drives with plug-in
battery electric vehicles and interviews with 40 end-user subjects. Structural equation
modeling was employed to examine the impact of pricing value, range confidence,
and environmental performance on attitude and, consequently, buy intention using the
collected data. This study found that range confidence and pricing value were not as
reliable indicators of EV environmental performance as they previously were.

Considering the importance of global warming, climate change, and air quality, the
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transportation sector has the power to drastically reduce greenhouse gas emissions.
Considering that electricity is produced from renewable resources, EVs are

considered a viable option for transportation in this scenario.

Bhalla et al. (2018) analyzed a study of consumer perception and purchase intention
of Electric Vehicles. It is necessary to research the elements influencing customer
acceptability of these cars in order to understand the commercial success and purchase
intention of electric vehicles among Indians. Buyers of cars are influenced by a
number of elements, including their own perceptions of things like cost, trust,
environmental difficulties, technological advancements, infrastructure, and societal
acceptance. The findings showed that customer faith in technology and environmental
concerns are precursors to perceptions about buying electric vehicles, and that
infrastructure, cost, and societal acceptance are variables that impede adoption. Thus,
the government must take the lead in promoting the sale of electric vehicles by
developing infrastructure, environmental policies, and automotive subsidies or by

lowering bank lending rates.

Malladi et al. (2020) examined the client perception of electric vehicles and its impact
on sales. The objective of the study was to identify the impact of client perception of
Electric Vehicles on the sale of Electric Vehicles. In order to achieve the research
goal, this study employed Pearson product-moment correlation coefficient analysis to
examine the gathered data. The correlation table between EV sales and client
perception components of EV revealed a favorable relationship between client
perception of EV and its effect on EV sales. Furthermore, a high positive correlation
was found in the relationship between the variables that reflect customer perception,
including sales of electric vehicles, comfort level when driving them, social
acceptability, and investment in electric vehicles. However, a weak correlation was
found between the mileage component, electric car sales, and aspects of the customer

experience such as satisfaction of personal desires and personal rating.

Lashari et al. (2021) analyzed consumers’ intention to purchase electric vehicles:
Influences of user attitude and perception. The purpose of this study was to evaluate
at these issues, with an emphasis on the attitudes and views of users. A total of 1,500

valid survey responses were collected, and for an empirical study, research was done
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utilizing regression trees and binary logistic regression. The findings showed that the
two most powerful attitudinal characteristics for predicting an EV purchase were
attitudes of the environment and economy around EV use. Furthermore, it was
discovered that EV buying intentions were negatively impacted by technology
worries. The study's conclusions may offer EV stakeholders useful guidance for
developing marketing plans and a point of reference for enhancing the suitability of

the laws currently in place to encourage EV adoption.

Shandilya and Skotte (2021) investigated people perception towards adoption of
electric vehicle in Kathmandu valley. The purpose of this study was to determine
attitudes, views, and behavioral intentions regarding the widespread use of electric
vehicles as well as the benefits and obstacles facing consumer acceptance. A
questionnaire poll was carried out, and 251 persons were questioned about their
opinions on the use of electric cars. Sociodemographics, human travel behavior,
experience with electric vehicles, attitude, behavior, knowledge, awareness, and
public transit (accessibility, availability, affordability, safety, and comfort) were the
factors utilized to measure perception. For analysis, the Likert scale which has a
rating range of 1 to 5 was employed. In order to evaluate perception, regression and
correlation analysis were also carried out using SPSS. Log frame analysis was
employed for the qualitative investigation. Relatively few people actually buy electric
automobiles, despite data showing that consumers are disposed positively toward
sustainability and electric cars. Restrictions related to cost, infrastructure, and policies

make up the majority of the difference. Evidence-based policy must be addressed.

Vashisth, and Gupta (2021) examined consumer perception towards Electric Vehicle.

The primary goal of the study was to determine the general dynamics and barriers that
prevent consumers from adopting electric automobiles. The one-factor ANOVA test
was one of the statistical techniques and graphic aids used in this investigation. The
study found a strong correlation between the parameters and how an electric
automobile is perceived after evaluating a number of hypotheses. This showed that
income and educational attainment, in addition to demographic traits, have an impact
on consumers' decisions to buy electric automobiles. According to the majority of
respondents, purchasing electric vehicles was highly anticipated in terms of

infrastructure.
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Varghese et al. (2021) investigated a study on consumer perception and purchase
intention of electric vehicles in India. The primary objective of this research was to
examine Indian consumers' perceptions about and intentions to buy electric
automobiles. India is developing regulations that would encourage the sales of electric
vehicles in order to fulfill the UN climate targets of lowering greenhouse gas
emissions, despite the country's environmental challenges. Furthermore, India is
among the world's biggest automobile markets, and the market for electric vehicles
has bright future prospects. This study investigates the issue statement using surveys
and a quantitative methodology. In this study, the impact of variables influencing
Indian customers' perceptions of electric vehicles and their propensity to buy them is

experimentally investigated.

Bhat et al. (2022) analyzed measuring and modeling electric vehicle adoption of
Indian consumers. This study used structural equation modeling to investigate the
effects of eight factors on consumers' intention to purchase electric vehicles:
environmental enthusiasm, technological enthusiasm, anxiety (or perceived risk),
social image, social influence, perceived benefits, performance expectancy, and
facilitating conditions. The study revealed a positive correlation between consumers'
adoption intention and environmental enthusiasm, technological enthusiasm, social
image, social influence, perceived benefits, and performance expectancy. Conversely,
a negative correlation was observed between consumers' adoption intention and
anxiety. This study adds to the little body of literature on the subject in the context of
developing economies. The results of the study might be useful to legislators and

planners in accelerating the real-world adoption of electric vehicles.

Yegin and Ikram (2022) investigated analysis of consumers’ electric vehicle purchase
intentions: An expansion of the theory of planned behavior. This study examined the
behavioral factors that affect the intention to purchase electric vehicles (EVPI) of
consumers residing in Turkey. This study used correlation analysis to analyze the
data. The study showed compatibility with EV purchasing intentions, according to the
CFA results. The SEM findings showed a good correlation between the behavioral
constructs of AT, PBC, EC, and GT and EV purchase intentions. Additionally, our
new ETPB model, which was expanded to include EC and GT, was able to predict

consumers' EVPI, indicating that behavioral constructions are the cause of EVPL
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However, it was discovered that SN had a negative impact on consumers' EVPI; this
finding was inconsistent with other research in the literature but consistent with
certain studies in the literature. Through the disclosure of customer responses and the
augmentation of marketing efforts, this study benefits the electric vehicle (EV) sector.
This result provides a thorough model for future studies on EVs, ETPB, EVPI, and

sustainable consumerism.

Digalwar and Rastogi (2023) assessed of social factors responsible for adoption of
electric vehicles in India: a case study. The main objective of this research was to
assess the social acceptability and sustainability of EVs, identify social determinants,
draw conclusions from the data, and assist in guiding decision-makers and
manufacturers toward a quicker uptake of EVs. The Statistical Package for the Social
Sciences' descriptive statistics, structural equation modeling, and hypothesis testing
tools are used to assess and validate the survey data. The findings showed that while
infrastructure and financial factors have a positive influence on the rate of EV
adoption in India, vehicle performance parameters have a negative impact on EV
adoption. This shows that respondents to the study who give car performance
characteristics the greatest priority have a more indifferent attitude about the

introduction of electric vehicles.

Table 1

Summary of Empirical Review

S.N. Author(s) Variables Methodology ~ Major Findings
Years
1 Laietal. Dependent: Confirmatory The  findings showed that
(2015) Behavioural factor analysis perceptions of environmental
Intention and structural  policies and environmental
Independent: equation concerns are precursors to the
Environmental modeling were perception of fully electric
concern, used to vehicles, which in turn affects the
perception of examine the behavioral intention to buy fully
environmenal gathered data.  electric automobiles. This study
policy, indicates that one significant factor
perception of propelling the adoption of
electric vehicles completely electric automobiles is
and perception of the perception of economic
economic benefit. benefit.
2 Khazaei  Dependent: Multiple This analysis showed that one of
and Intention to use regression the main challenges is the adoption
Khazaei  Independent analysisused of electric cars as a new

(2016) variables: Social  to analyze the technology that requires new
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3 Wanget
al. (2016)

4 Degirme
nci and
Breitner
(2017)

5 Bhalla et
al. (2018)

6 Malladi
et al.
(2020)

influence,
vacillating
condition,
anxiety and
environmental
concern and
perceived
enjoyment.
Dependent:
Intention to adopt
HEV
Independent:
Environmental
concern, attitude
toward adopting
aHEV,
subjective norm,
perceived
behavioral
control, personal
moral norm.

Dependent:
Purchase
Intention
Independent:
Environment
performance,
price value, range
confidence and
attitude towards
electric vehicle.
Dependent:
Purchase
Intention
Independent:
Environment
concern, cost of
vehicle, comfort,
trust, technology,
infrastructure and
social
acceptance.
Dependent:
Purchase of EV
Independent:
Investment on
EV, comfort
ability, social
acceptance,
economical
factor,
availability of
charge station,

data.

This study is
used
correlation
and multiple
regression
analysis.

To analyze the
collected data,
structural
equation
modeling
(SEM) was
conducted.

This study
used
correlation
analysis to
analyze the
data.

In order to
achieve the
research goal,
this study
employed
Pearson
product-
moment
correlation
coefficient
analysis to

customer behaviors. As a result,
this study offers a new conceptual
framework and identifies and
describes the variables that affect
the acceptability of electric
automobiles.

This study found that the three
main components of the TPB
model attitude toward HEVs,
subjective norm, perceived
behavioral control, and personal
moral norm partially moderate the
relationship between consumers'
environmental concern and their
desire to purchase HEVs. The
adoption intention is indirectly
influenced by consumers'
environmental concerns, which
were found to be strongly
positively correlated with attitudes
toward hybrid electric vehicles.
This study found that range
confidence and pricing value were
not as reliable indicators of EV
environmental performance as
they previously were. Considering
the importance of global warming,
climate change, and air quality, the
transportation sector has the power
to drastically reduce greenhouse
gas emissions.

The findings showed that customer
faith in technology and
environmental ~ concerns ~ were
precursors to perceptions about
buying electric vehicles, and that
infrastructure, cost, and societal
acceptance are variables that
impede adoption.

revealed a favorable relationship
between client perception of EV

and its effect on EV sales.
Furthermore, a high positive
correlation was found in the

relationship between the variables
that reflect customer perception,
including sales of electric vehicles,
comfort level when driving them,
social acceptability, and
investment in electric vehicles.




22

10

11

Lashari
et al.
(2021)

Shandily
a and
Skotte
(2021)

Vashisth,
and
Gupta
(2021)

Varghese
et al.
(2021)

Bhat et
al. (2022)

personal rating,
fulfilling personal
needs and
mileage factor.
Dependent:
Intention to
purchase EV
Independent:
Innovativeness,
technological
concern,
economic benefit,
purchase subsidy,
environmental
benefit and social
influence/image.
Dependent:
Purchase
intention
Independent:
Advantage, EV
experience, EV
behavior,
intrastructure and
concern
begavoral.
Dependent:
Adoption EV
Independent:
Overall cost,
sustainable
environment,
pollution
regulations and
technology of the
features.

Dependent:
Purchase
Intention
Independent:
Environmental
concern, value
for money,
driving range and
infrastructure

Dependent:
Adoption
intention.
Independent:

examine the
gathered data.

This study
used binary
logistic
regression and
regression tree
were
conducted for
an empirical
analysis

In order to
evaluate
perception,
regression and
correlation
analysis were
also carried
out using
SPSS

The one-factor
ANOVA test
was one of the
statistical
techniques and
graphic aids
used in this
investigation.

Panel data
techniques,
namely the
pooled
ordinary least
squares
(pooled OLS),
fixed effects
and random
effects
estimators
were
employed for
this study.
To test our
research
model,
diagonally

The findings showed that the two
most powerful attitudinal
characteristics for predicting an
EV purchase were attitudes of the
environment and economy around

EV use. Furthermore, it was
discovered that EV  buying
intentions were negatively

impacted by technology worries.

This study showed people having
positive affinity for sustainability
and electric vehicles, very few
actually owned electric vehicles.
The gap is mainly due to barriers
of cost, infrastructure and policies.
Evidence based policies need to be
addressed.

The study found a strong
correlation between the parameters
and how an electric automobile is

perceived after evaluating a
number of hypotheses. This
showed  that income  and

educational attainment, in addition
to demographic traits, have an
impact on consumers' decisions to
buy electric automobiles.

This study found that
environmental concern, value for
money, driving range and
infrastructure  have  significant
positive relationship with purchase
intention.

The study revealed a positive
correlation between consumers'
adoption intention and
environmental enthusiasm,
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Environmental weighted least technological enthusiasm, social
enthusiasm, square image, social influence, perceived
technological (DWLS) benefits, and performance
enthusiasm, estimation was expectancy. Conversely, a
anxiety, social employed. negative correlation was observed
image, social between consumers' adoption
influence, intention and anxiety.

perceived

benefits,

performance

expectancy and

facilitating

conditions.

12 Yegin Dependent: EV This study The study showed compatibility
and purchase used with EV purchasing intentions,
Ikram intention correlation according to the CFA results. The
(2022) Independent: analysis to SEM findings showed a good

Environment analyze the correlation between the behavioral
concern, attitude,  data. constructs of AT, PBC, EC, and
perceived GT and EV purchase intentions.
behavioral Additionally, our new ETPB
control, model, which was expanded to
subjective norm include EC and GT, was able to
and green trust. predict consumers' EVPI,
indicating that behavioral
constructions are the cause of
EVPL

13 Digalwa Dependent: This study The findings showed that while
r and Public acceptance ysed infrastructure and financial factors
Rastogi ~ for EVs descriptive had a positive influence on the rate
(2023) Igdepepdent: statistics, of EV adoption in India, vehicle

Financial factors, tructural performance parameters had a
vehicle ) . negative impact on EV adoption.
performance equation .
factors and model using
infrastructure SPSS and
factors.. hYPPth351S
testing
2.3 Research Gap

The literature provided several important insights for the investigation, such as the
empirical support for the variable indicators and the theoretical stances that have been
employed to examine customer perception. Nonetheless, a number of information
gaps become apparent, which the study attempted to try and fill. Although there is a
lot of research being done in the automotive industry, very little of it focuses on how
consumers view electric vehicles. This cutting-edge study creates connections with
how customers view electric cars. There is gap between the present research and

previous researches in terms of some objectives, tools used for analysis, period of data
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collection and so on. The topic is also considered as the difference between the
previous researches and the current research. The main objective here is to draw a
genuine conclusion about the customer perception towards electric vehicle
considering the previous studies. In this context, the previous studies can't be ignored
because they provide the foundation to present study. In order to make the research
process efficient and seamless, a wide range of books, journals, articles, and both
published and unpublished dissertations are consulted in order to finish this piece of

study.



CHAPTER III
RESEARCH METHODOLOGY

Research methodology is the disciplined process of addressing a problem by the
systematic collection, documentation, analysis, interpretation, and reporting of data
pertaining to the various facets of a phenomenon being studied. The research
methodology for this paper describes the steps and techniques employed in each phase
of the investigation. This chapter describes research design, population and sample,
and sampling design, nature and sources of data, method of analysis and research

framework and definition of variables.

3.1 Research Design

This study is based on descriptive research design and causal-comparative research
design to deal with fundamental issues associated with the factor affecting purchase
intention towards electric vehicle in Nepal. This study adopts descriptive research
design to analyze the factors of purchase intention in Nepalese automobiles market.
Causal-comparative design is used to find the cause and effect of relationship between

different factors and purchase intention towards electric vehicles.

3.2 Population and Sample, and Sampling Design

The population under study comprises all consumers, dealers, and employees of EV
companies in the Kathmandu valley. However, only 365 questionnaires are
distributed, out of them, 312 questionnaires received but only 300 responses were
valid. Therefore, the sample size of the study is 300. The sampling technique for the

study followed non-probability sampling technique i.e. convenience sampling.

3.3 Nature and Sources of Data, and Instruments of Data Collection

The primary data is developed by the researcher specifically with the goal of
resolving the current problem. Even though obtaining primary data might be
expensive and time-consuming, they are seen to be the most important as they were
gathered through systematic surveys. The survey and interview data were the main
sources of information used in this investigation. A set of standardized questionnaires

with a 5-point Likert scale were given to the respondents.
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3.4 Method of Analysis
Various statistical methods were used in the investigation. The following subsections
discuss the statistical instruments that were employed in this write-what statistical

study to evaluate the data findings:

Mean

The mean, which is obtained by dividing the total number of values by the number of
values, is the arithmetic mean of a range of values or quantities. It alludes to the
average that is examined or utilized to determine the data's central tendency. A
widely used and easily understood metric of central tendency is the arithmetic mean.
To find it, tally up all of the population's data points, then divide the total by the
number point. The mean is computed in this study to determine the average of the
respondents' answers to the various variables in the Likert scale question. On all
samples, the mean value of the answers to the Likert scale question is computed.

- 22X
Mean (X) = o

Where,
> X= Value of responses of each independent or dependent variable

n = No. of statements

Standard Deviation

The standard deviation, which measures dispersion, is used to express how much a
collection of data values vary or are dispersed. The positive square root of variance is
one way to describe it. One helpful characteristic of the standard deviation is that, in
contrast to variance, it has the same units of measurement as the data. There is a larger
deviation within the data set if the data points deviate further from the mean.
Therefore, the standard deviation increases with data dispersion. The SD is computed

for each sample in this study based on the Likert scale responses.

(X -X)*
Standard Deviation (S.D.) = JTL

Where,

X = Value of responses of each dependent or independent variable

X = Mean value of responses of each dependent or independent variable
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n = No. of responses

Variance

Variance is a measure of the variation in numbers within a set of data. The variance of
a set shows how far each number deviates from the mean. To calculate the variance,
take the difference between each value in the set and the mean, square the differences,
then divide the sum of the squares by the total number of values in the set. Based on
replies on a Likert scale, variance is calculated for each sample in this study. Variance
is a statistical measure of how much an observation set varies from another. Variance
is used in statistics for probability distribution since it measures the deviation from an

average or mean.

ANOVA

ANOVA, or analysis of variance, is a group of statistical models and the
corresponding estimate techniques that are used to examine how group averages in a
sample differ from one another. ANOVA is used to examine overall differences in
means as opposed to particular ones. This method evaluates possible variations in a
dependent variable at the scale level using a nominal variable with two or more
categories. In its most basic version, an ANOVA expands the scope of the t-test to
include more than two groups and offers a statistical test to determine if the
population means of many groups are equal. When comparing the means of three or
more groups for statistical significance, an ANOVA is helpful. The Fisher analysis of

variance is another name for this test.

Correlation Coefficient (r)

The correlation coefficient shows how one independent variable and another
independent variable are related. It is a method for determining the relationship
between these two variables. When there is a substantial correlation between the two
variables that is, when changes in the value of the independent variable also have an
impact on the value of the dependent variable there is a correlation coefficient.
Correlation is estimated for Likert scale responses in order to ascertain the association
between independent and dependent variables for each sample in this study.

nEXY - IXZY
— (EX)’\nZY? - (2Y)?

Correlation Coefficient (r) = \/ =
n
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Where,
X = Value of independent variable
Y = Value of dependent variable

n = Number of responses

t- Statistics

It is used in hypothesis testing via Student’s t-test. The t-statistic is used in a t-test to
determine whether to support or reject the null hypothesis. Set up Hypothesis

Null hypothesis (Hp); p = 0 i.e. There is no correlation between the considered
variables.

Alternative Hypothesis (H;); p # 0 i.e. There is significant correlation between the
considered variables.

Test statistic under Hy;

teal. = ﬁ X \/D_-Z
Where,
r = Sample correlation between two variables
> = Coefficient Determination
n = No of Pair of observations
Level of significance: Level of significance &« = 5 percent

Critical Value: Tabulated or critical value of t at o percent level of

significance for (n - 2) degree of freedom obtain from ‘t’ tables.

Decision

1. If calculated ‘t’ is less than or equal to tabulated value of ‘t’ it falls in the accepted
region and the null hypothesis is accepted and if calculated ‘t’ is greater than tabulated
‘t’ null hypothesis is rejected.

ii. If p-value calculated is less than the level of significance i.e. 5 percent, null
hypothesis is rejected and if p-value calculated is higher than the level of significance

i.e. 5 percent, null hypothesis accepted.

Regression
Regression analysis is a statistical approach used to determine the strength of a

relationship between one or more independent variables and one or more dependent
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variables. It covers a wide range of techniques for analyzing and modeling several
variables to find their relationships. Based on responses on a Likert scale, regression
analysis is utilized in this study to ascertain the direction of the relationship between
the independent and dependent variables for each sample. The relationship's
theoretical model is represented by the equation below:
PI=y+ BIEC + B2EB + B3TC + B4SI + BsINF + ¢
Where,

PI = Purchase Intention

EC = Environment Consideration

EB = Economic Benefit

TC = Technological Concern

SI = Social Influence

INF = Infrastructure

Bo = The intercept (constant)

B1, B2, B3 P4 Ps = Coefficient of variables

¢ = Error term.

3.5 Research Framework and Definition of Variables

A conceptual framework is a representation of the relationship the researcher expects
to see between variables, or the characteristics or properties that researcher want to
study. The main objective of this study is to examine the perception of people towards
electric vehicles in Nepal. As it described previously in the related literature review
parts, purchase intention as dependent variable which can be affected by its specific
variables of environment consideration, economic benefit, technological concern,
social influence & infrastructure. In the previous researches of Lai et al. (2015);
Bhalla et al. (2018); Lashari et al. (2021) different factors of purchase intention has
been used for the analysis towards electric vehicle. According to the theory on
purchase intent, the different factors that effect on consumers' decisions to buy and,
eventually, the reasons behind those decisions. Further, theory of planned behavior
proved that the purchase intention is primarily influenced by social influence. In view
of theoretical perspective and empirical review, the following conceptual model is
framed to summarize the main focus and scope of this study in terms of variables

included.
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Independent Variables Dependent Variable

Environment Consideration

Economic Benefit

Technological Concern Purchase Intention

Social Influence

Infrastructure

Source: Lai et al. (2015),; Bhalla et al. (2018); Lashari et al. (2021)
Figure 1 Research Framework of the Study

Independent Variables

Environment Consideration

Environmental considerations are typically centered on the idea that something is
wrong with the environment. The degree to which people are aware of environmental
issues, support attempts to address these issues, and/or express a willingness to
directly contribute to the solution is known as their level of environmental
consideration. Lai et al. (2015) demonstrated that the behavioral intention to purchase
fully electric vehicles is influenced by the perception of environmental legislation and
environmental consideration, which precede the perception of fully electric vehicles.
Bhalla, Ali and Nazneen (2018) showed that people's attitudes regarding purchasing

electric vehicles are predisposed by environmental considerations.

Economic Benefit

The acceptance of a product is sometimes influenced by an individual's subjective
evaluation of its financial advantage. Sales of hybrid automobiles are positively
impacted by growing fuel costs in comparison to gasoline-powered vehicles, as
complete electric vehicles require less upkeep and running costs (Berensteanu & Li,
2011). Lai et al. (2015) stated that one of the main variables driving the adoption of
fully electric cars is the sense of economic gain. Cheap electricity and expensive gas

are two excellent reasons to purchase an electric automobile as opposed to a gas-
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powered one. These are advantages that buyers may take into account when deciding

whether to buy a new vehicle.

Technological Concern

Based on the responses provided, it can be inferred that although people rely on
technology, it is developing at a rate that will eventually exhaust itself. As a result of
this rapid shift, people are either unprepared for it or are unsure of which technology
to utilize. This may be said in light of the fact that although people believe that new
technologies are excellent and helpful, their adoption is extremely sluggish. Bhalla,
Ali, and Nazneen (2018) found that consumers' perceptions of purchasing electric

vehicles were impacted by their degree of technological concern.

Social Influence

Social influence is the extent to which an individual thinks that other individuals,
whose opinions matter to them, feel the same way about a new technology. The
Theory of Reasoned Action model's subjective norm constructs. Social impact is
defined as a subjective norm in the technology acceptance model (TAM2) and the
unified theory of acceptance and use of technology; in other models, social aspects are
referred to as variables. When describing their theory, Thompson et al. (1991) utilized
the term "social norms," acknowledging that it corresponded to a subjective standard

found in the Theory of Reasoned Action model.

Infrastructure

Infrastructure is a fundamental need for each new idea to become a reality.
Innovations that lack infrastructure fail at the inception stage. Roads, recharging
stations, battery exchange stations, and service stations are among the infrastructure
needed to foster a favorable view of electric cars and ultimately encourage their
adoption. Customers are being forced to resist investing in the adoption of electric

vehicles due to the lack of availability or the bad state of the current infrastructure.

Dependent Variable
Purchase Intention
Davis et al. (1989) and Warshaw (1980) defined purchase intention to employ

technology as the degree to which an individual has intentional plans to act or abstain
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from behaving in a specific way in the future. This study was designed to find out
whether consumers thought using EVs was a good or bad idea. The primary focuses
of this study are the intentions of potential consumers to use EV technology and how

those intentions relate to the study's independent factors.



CHAPTER -1V
RESULTS AND DISCUSSION

The main objective of this study is to ascertain People attitude towards electric
vehicles in Nepal, as the researcher covered in earlier chapters. Thus, this chapter,
which is divided into three sections, deals with the discussion's analysis and results.
The demographic profile, descriptive, and correlation analyses of the study's variables
were reported in the first section. The assumptions of the linear regression model were
fulfilled in the second section, and the regression's results were presented in the third
section. For additional statistical analysis, the ratio of the designated dependent and
independent variables as well as the ratio scale measurement were computed using
data analysis techniques. The statistical analysis of the gathered data was conducted

with the assistance of SPSS version 26.

4.1 Results

4.1.1 Demographic Profile of Respondents

This section covers the demographic analysis and interpretation of primary data
collected through surveys. This part looked at the respondents' age and gender
profiles. All the respondents were from the Kathmandu Valley.

Table 2

Gender Specification

Options No. of Respondents Response (percent)
Male 204 68

Female 96 32

Total 300 100

Source: Opinion Survey, 2023

Table 2 shows the distribution of the respondents on the basis of gender. For this
study, information from 300 respondents are collected and analyzed. 68.00 percent of
all respondents are men, indicating that men make up the majority of respondents.
Men make up a higher percentage of the 300 responders than women do. However,
32.0 percent of those surveyed expressed a negative opinion of electric cars in Nepal.
These results suggest that men are more likely than women to own electric vehicles.
This allows the Nepalese EV firm to conclude that both men and women made up the

majority of survey respondents.
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Table 3

Age Description of Respondents

Options No. of Respondents Response (percent)
20-29 60 20

30-39 82 27.33

40 and above 158 52.67

Total 300 100

Source: Opinion Survey, 2023

Table 3 presents the age distribution of the respondents, 52.67 percent of the
respondents are over 40 years old. The age range of 20-29 has the lowest percentage
of people who intend to buy electric vehicles. Nonetheless, the bulk of responders are
elderly. Furthermore, of the respondents, 27.33 percent identified as belonging to the
30-39 age group and 20.00 percent as representing the 20-29 age group. This indicates
that more than half of all EV buyers were elderly people who intended to purchase an

electric vehicle.

Table 4

Annual Income

Options No. of Respondents Response (percent)
Up to 500000 21 7
Rs.501,000- Rs.1000,000 120 40
Rs.1001,000 and above 159 53

Total 300 100

Source: Opinion Survey, 2023

Table 4 states the information regarding annual income level of respondents. The
majority of respondents 53.00 percent have yearly incomes of up to Rs.500,000, 40.00
percent fall between Rs.501,000 and Rs.1,000,000. The remaining 7.00 percent earn
between Rs.1001,000 and above.
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Table 5

Respondent Status

Options No. of Respondents Response (percent)
Student 6 2

Self Employed 36 12

Service (Private/Civil) 111 37
Business 123 41

Others 24 8

Total 300 100

Source: Opinion Survey, 2023

Table 5 also stated information regarding respondent’s status. Most of the
respondents, 41.00 percent are business, 37.00 percent are in private or public service,
12.00 percent are self-employed, 8.00 percent have other sources of income, 2 percent

of respondents are student.

4.1.2 Descriptive Statistics Analysis
The data in this study are analyzed using the mean and standard deviation methods. A
higher mean value indicates that a greater number of respondents concur that the

characteristic may significantly influence purchasing intention.

Environment Consideration

Through descriptive analysis, this section investigates how environmental
consideration affects Nepalese consumers' intentions to buy electric vehicles. There
are four statements related to environmental consideration in this research. A five-
point Likert scale is used to measure the variable. 1 being very disagreed and 5 being
firmly agreed. The mean and standard deviation of the responses are calculated to
observe the respondents' opinions. The standard deviation displays the variation from
the average mean of the respondents, whereas the mean value indicates the average
state of the respondents' feelings. The data presented below represent the impact of

environment consideration on purchase intention of electric vehicle in Nepal.
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Table 6

Environment Consideration

Scale Items of Environment Consideration Mean Std. Dev.
ECI I want to preserve the environment 3.7367 1.18547
EC2 I want to buy electric car because of air pollution crisis ~ 3.8633 1.09330
EC3 I'love to see green environment 3.7867 1.07315
EC4 I care about energy conservation 3.8533 1.05619

Source: Appendix-I

Table 6 presents descriptive statistics for four distinct scale items indicating
customers' environmental consideration with electric vehicles. The item EC2 "I want
to buy electric car because of the air pollution crisis" earned the highest mean score of
all the scale items, 3.8633. The least mean, 3.7367, was found for scale item ECI, "I
want to preserve the environment." It can be inferred that consumers worry about
energy saving and are eager to purchase electric vehicles due to the air pollution

crisis.

Economic Benefit

Through descriptive analysis, this section investigates how Nepalese consumers'
intentions to acquire electric vehicles are influenced by economic benefits. The term
"economic benefit" in this study refers to four claims. A five-point Likert scale is used
to measure the variable. 1 being very disagreed and 5 being firmly agreed. The mean
and standard deviation of the responses are calculated to observe the respondents'
opinions. The standard deviation displays the variation from the average mean of the
respondents, whereas the mean value indicates the average state of the respondents'

feelings.

Table 7

Economic Benefit

Scale Items of Economic Benefit Mean Std. Deyv.

EBI1 I think that electric vehicles could provide the benefit of 3.8167 1.00653
fuel savings

EB2 Expenditure on fuel and maintenance will be reduced 3.8233 1.02744
compared to vehicles with internal combustion engines

EB3 I think that electric vehicles could provide the benefit of 3.7733 1.14001
cheap electricity

EB4 The price of electric vehicles today is quite affordable 3.7900 1.09081
and reasonable

Source: Appendix-I
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Table 7 presents descriptive information for four distinct economic benefit scale items
related to electric vehicles. The highest mean score (3.8233) of all the scale items was
assigned to EB2, "Expenditure on fuel and maintenance will be reduced compared to
vehicles with internal combustion engines." The lowest mean, 3.7733, was recorded
for scale item EB3, "I think that electric vehicles could provide the benefit of cheap
electricity." It may be inferred that consumers believe they would save money on
gasoline and maintenance, and they believe that driving an electric vehicle will result

in fuel savings.

Technological Concern

This section uses a descriptive study to demonstrate how technology concerns affect
people's intentions to buy electric vehicles in Nepal. Four distinct assertions are
included under "technological concern." The likert scale used to quantify this concept
ranged from 1 for strongly disagreeing to 5 for highly agreeing. The mean and
standard deviation of the responses were calculated to observe the respondents'
opinions. The standard deviation displays the variation from the average mean of the
respondents, whereas the mean value indicates the average state of the respondents'

feelings.

Table &8

Technological Concern

Scale Items of Technological Concern Mean Std. Deviation
TC1 I have a lot of fear of new technology 3.8900 .89848
TC2 Eco-friendly vehicles will not be safe overall 3.8500 1.03493
TC3 Eco-friendly vehicles will be difficult to solve 3.7633 1.03807
when unexpected problems occur

TC4 EV is compatible with other technologies 3.8433 .98081

Source: Appendix-I

Table 8 presents descriptive statistics for four distinct technology concern scale items
related to electric vehicles. The scale item "I have a lot of fear of new technology"
(TC1) obtained the highest mean score of all 3.8900. The lowest mean, 3.7633, was
found for scale item TC3, "Eco-friendly vehicles will be difficult to solve when
unexpected problems occur." It can be inferred that consumers are generally afraid of

new technologies and believe that environmentally friendly cars won't be very safe.
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Social Influence

Through descriptive analysis, the condition of social influence is examined in this
part. The term "social influence" in this study refers to four claims. A five-point
Likert scale is used to measure the variable. 1 being very disagreed and 5 being firmly
agreed. The mean and standard deviation of the responses are calculated to observe
the respondents' opinions. The standard deviation displays the variation from the
average mean of the respondents, whereas the mean value indicates the average state
of the respondents' feelings. The data presented below represent the impact of social

influence on purchase intention of electric vehicle in Nepal.

Table 9

Social Influence

Scale Items of Social Influence Mean Std. Dev.
SI1 EVs have a positive image in society 3.7833 1.10171

SI2 People react positively when they see an EV on the road 3.8300 1.04790
SI3 People whose opinions are important to me find EVs 3.8467 1.08030
good

SI4 An EV would reflect my personality 3.8233 1.01763

Source: Appendix-I

Table 9 presents descriptive statistics for four distinct scale items pertaining to
respondents' social influence regarding electric vehicles. SI3 "People whose opinions
are important to me find EVs good" earned the highest mean score of all the scale
items, 3.8467. The lowest mean, 3.7833, was found for scale item SI1, "EVs have a
positive image in society." It can be inferred that those whose opinions matter to me

think favorably of EVs and respond favorably to seeing one on the road.

Infrastructure

This section uses descriptive analysis to illustrate the infrastructure. There are four
distinct assertions in infrastructure. The likert scale used to quantify this concept
ranged from 1 for strongly disagreeing to 5 for highly agreeing. The mean and
standard deviation of the responses were calculated to observe the respondents'
opinions. The standard deviation displays the variation from the average mean of the
respondents, whereas the mean value indicates the average state of the respondents'
feelings. The data presented below represent the impact of infrastructure on purchase

intention of electric vehicle in Nepal.
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Table 10

Infrastructure

Scale Items of Infrastructure Mean Std. Dev.

INF1 There are enough charging stations for electric vehicles 3.8267 1.03611
INF2 The infrastructure for electric vehicles needs to grow 3.9167 1.02301
INF3 There should be monetary benefits such as tax 3.8067 1.00963
exemption, free parking, access to HOV lanes etc.

INF4 A well-established infrastructure will have significant 3.8533 1.02730
control over the purchase intention

Source: Appendix-I

Table 10 presents descriptive information for four different infrastructure scale
components. Out of all the scale items, INF2, "The infrastructure for electric vehicles
needs to grow," had the highest mean score (3.9167). In addition, customers agreed
less with statement INF3, which states, "There should be monetary benefits such as
tax exemption, free parking, access to HOV lanes, etc." (3.8067) than they did with
the other assertions. Thus, it can be concluded that people think that in order to
accommodate electric vehicles, the infrastructure has to grow and that a developed

infrastructure has a big impact on people's intentions to make purchases.

Purchase Intention

This section uses descriptive analysis to demonstrate the state of purchasing intention.
Four distinct declarations are included in the purchase intention. The likert scale used
to quantify this construct ranged from 1 (strongly disagree) to 5 (strongly agree). The
mean and standard deviation of the responses were calculated to observe the
respondents' opinions. The standard deviation displays the variation from the average
mean of the respondents, whereas the mean value indicates the average condition of

the respondents' feelings.

Table 11

Purchase Intention

Scale Items of Purchase Intention Mean Std. Deviation
PI1 I am willing to buy an EV in the near future 3.6700 1.14256
P12 I am willing to spend more money to buy an EV 3.7867 1.02208
PI3 I would recommend others to purchase an EV 3.8167 1.02627
PI4 There is a high probability that my next vehicle 3.7600 1.13727
will be an EV

Source: Appendix-I
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Table 11 shows the individual scale components of purchase intention. Out of the four
scale items, PI3, "I would recommend others to purchase an EV," got the highest
mean score (3.8167 with a standard deviation of 1.02627). Next, scale item PII, "I am
willing to buy an EV in the near future," had the lowest score (3.6700 mean, 1.14256
standard deviation). According to the study's findings, EV consumers in Nepal are

willing to spend more for an EV and would suggest that others get a new EV.

4.1.3 Summary of Descriptive Analysis

To identify perception towards electric vehicle in Nepal, the mean value and the
standard deviation of each dimension was used. Creswel (2012) provided trustworthy
sources from which the decision rule (cut-off point) for the mean values was derived
and interpreted. Creswel (2012) states that the normal values are >4.0=Very High,
3.0-4.0=High, 2.51-3.0= Moderate, 1.51-2.5=Low, and < 1.5=Very Low. Based on
this mean score evaluation, the researcher gave the participants' mean score for each

category of variable descriptions.

Table 12
Summary of Descriptive Analysis

Study Variables Mean Std. Evaluation of
Deviation Mean Score
Environment Consideration 3.8100 85738 High
Economic Benefit 3.8008 79802 High
Technological Concern 3.8367 76339 High
Social Influence 3.8208 78031 High
Infrastructure 3.8508 76452 High
Purchase Intention 3.7583 .80598 High

Source: Appendix-I

Based on Table 12, the result of the study shows that mean score for the purchase
intention is recorded 3.7583 which show the level is high. It shows that all elements
of electric vehicle in Nepal are at high level which all falls in the range from 3.8008 to
3.8508. The mean score value of infrastructure is 3.8508 which is the highest mean
score value compared to the other elements, economic benefit, environment
consideration, technological concern and social influence. This indicates that
infrastructure is the dominant element in this study when it can be evidenced by the
overall value of the highest mean score of 3.8508. In other word, it is obvious that

majority of the respondents agreed that infrastructure is the factor highly affects their
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purchase intention and they believe that their purchase intention level is also high.
Meanwhile, environment consideration (EC), economic benefit (EB), technological
concern (TC), social influence (SI), infrastructure (INF) and purchase intention (PI)
element got an overall mean score of 3.8100, 3.8008, 3.8367, 3.8208, 3.8508 and
3.7583 respectively.

4.1.4 Correlation Analysis

Correlation analysis was carried out to identify people perception towards electric
vehicle in Nepal. The relationship between the dependent and independent variables,
or the inclination to buy an electric car in Nepal, is shown in the following tables.
Correlation analysis was used in this study to determine the connection between the
variables. Using the SPSS software, the researcher determined the correlation
coefficient value for this analysis. The overall link between attributes and the desire to

buy an electric car was the main subject of the correlation research.

Table 13
Pearson Correlation Coefficients of Study Variables
EC EB TC SI INF PI

Environment Consideration (EC) 1
Economic Benefit (EB) 6927 1
(.000)
Technological Concern (TC) 4997 516 1
(.000) (.000)
Social Influence (SI) 6117 5937 4617 1
(.000) (.000) (.000)
Infrastructure (INF) 5537 4887 4877 5067 1
(.000) (.000) (.000) (.000)
Purchase Intention (PI) 7237 7347 677 707 6097 1

(.000) (.000) (.000) (.000) (.000)
**_ Correlation is significant at the 0.01 level (2-tailed).

Source: Appendix-II

Table 13 reveals the correlation test between both dependent and independent
variables using correlation coefficient matrix. The correlation analysis shows that
there is significant position association between environment consideration and
purchase intention with the coefficient of 0.723. Likewise, the correlation value
between economic benefit and purchase intention is as 0.734 which has significant

value 0.000. So, it can be clearly stated that there is significant positive association
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between economic benefit and purchase intention (P<0.05), also correlation value
between technological concern and purchase intention is as 0.677 which has
significant value 0.000 so it can be clearly stated that there is significant positive
association between technological concern and the purchase intention (P< 0.05).
Similarly, correlation value between social influence and the purchase intention is as
0.707 which has significant value 0.000 so it can be clearly stated that there is
significant positive association between social influence and the purchase intention
(P< 0.05). Finally, correlation value between infrastructure and the purchase intention
is as 0.609 which has significant value 0.000 so it can be clearly stated that there is
significant position association between infrastructure and the purchase intention

(P<0.05).

4.1.5 Multiple Regression Analysis

A range of modeling and analysis approaches are used to examine the link between a
dependent variable (purchase intention among electric vehicle customers in Nepal)
and independent factors (environment consideration, economic benefit, technological

concern, social influence).

Table 14
Model Summary
Model R R Square Adjusted R Square  Std. Error of the
Estimate
1 .872° 761 757 39723

a. Predictors: (Constant), INF, TC, SI, EB, EC

Source: Appendix-III

The five parameters defined by the model environment consideration, economic
benefit, technological concern, social influence and infrastructure predicted purchase
intention. Variations in the independent variables are responsible for 76.10 percent of
the observed variability in purchase intention, according to the models' R2 value of
0.761. The other variables that explain the remaining 23.90 percent of the variance in
purchase intention are not explained because they are not part of the model. If

expressed otherwise, the model fits linearly.
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Table 15
Analysis of Variance (ANOVA)

Model Sum of df Mean Square F Sig.
Squares
1  Regression 147.838 5 29.568 187.385 .000°
Residual 46.391 294 158
Total 194.229 299

a. Dependent Variable: EP
b. Predictors: (Constant), INF, TC, SI, EB, EC

Source: Appendix-III

An analysis using ANOVA (F-value) suggests that the influence of dependent
variables may be explained by the greatest number of potential combinations of
predictor variables. The buy intention indicator has a considerable influence,
according to the results. Purchase intention is clearly correlated with the independent
variables, as evidenced by the F-values of 187.385 (p = 0.000 < 0.05) for environment
consideration, economic benefit, technological concern, social influence, and

infrastructure as a proxy for purchase intention.

Table 16

Regression Coefficient of Independent Variables on Purchase Intention

Variables Coefficients t-statistics p-value VIF
Constant -.492 -3.392 .001
Environment Consideration (EC) .180 4.355 .000 2.368
Economic Benefit (EB) 253 5.890 .000 2.221
Technological Concern (TC) 295 7.843 .000 1.560
Social Influence (SI) 262 6.538 .000 1.859
Infrastructure (INF) 123 3.179 .002 1.647

a. Dependent Variable: PI

Source: Appendix-III

Table 16 presents the regression coefficient of environment consideration, economic
benefit, technological concern, social influence and infrastructure and the intercept
value of dependent variable purchase intention. The environment consideration has a
regression coefficient of B of 0.180. Purchase intention increased by 0.180 units if
each environment consideration grew by one, according to the data, and the
environment consideration’s p value of 0.000 shows that it is statistically significant
at the five percent significance level. Hence, this is significant positive effect of

environment consideration on purchase intention towards electric vehicle. The
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regression coefficient () for the economic benefit is 0.253. The data demonstrates
that changes in a single economic benefit unit increase purchase intentions for electric
vehicles by 0.253 units. At the five percent significance level, the economic benefit is
statistically significant, as indicated by its p value of 0.000. Hence, this is significant

positive effect of economic benefit on purchase intention.

Regarding technical concern, the regression coefficient (f) is 0.295. Purchase
intention increased by 0.295 units if each technical worry grew by one, according to
the data. The technological concern's p value of 0.000 shows that it is statistically
significant at the five percent significance level. Hence, this is significant positive
effect of technological concern on purchase intention towards electric vehicle. The
coefficient of regression (B) for the social influence is 0.262. As per the statistics, if
each social influence increased by one, purchase intention would rise by 0.262 units.
The statistical significance of the social impact at the five percent significance level is
indicated by its p value of 0.000. Hence, social influence has significant positive
impact on purchase intention. The coefficient of regression (B) for infrastructure is
0.123. According to the data, purchasing intention would grow by 0.123 units for
every unit improvement in infrastructure. Furthermore, at the five percent significance
level, the infrastructure's p value of 0.002 demonstrates statistical significance. Hence,
this 1s significant positive effect of infrastructure on purchase intention towards

electric vehicle.

4.3 Discussion

The most important goal of the study is to know the perception towards electric
vehicle in Nepal. This study is broadly paying attention on different factors (like
environment consideration, economic benefit, technological concern, social influence
and infrastructure). This research also highlights the association between different
factors and purchase intention. Research and previous literature supports the
relationship between environment consideration, economic benefit, technological
concern, social influence and infrastructure and purchase intention. The research

literature validates that these factors directly influence purchase intention.

The correlation analysis shows that environment consideration is found to have

positive and significant relationship with purchase intention towards electric vehicles.
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This result is consistent with Lai et al. (2015); Varghese, Abhilash and Pillai (2021)
identified positive relationship between environment consideration and purchase
intention. This is also consistent with the finding of Wang et al. (2016); Bhalla, Ali
and Nazneen (2018); Lashari, Ko and Jang (2021). Economic benefit has positive and
statistically significant relationship with purchase intention. The result is consistent
with Lai et al. (2015) which observed positive and significant relationship between
economic benefit and purchase intention. The result is also consistent with Bhalla, Ali
and Nazneen (2018); Lashari, Ko and Jang (2021); Malladi, Rokkam and
Venkteshwar (2020). There is positive and significant relationship of technological
concern and purchase intention. The result is line with the findings of Bhalla, Ali and
Nazneen (2018); mentioned that technological concern has positive and significant
positive relationship with purchase intention. The result is also consistent with

Lashari, Ko and Jang (2021).

At the same time, there is positive and significant relationship of social influence
benefit and purchase intention. This finding is similar with the previous study of
Bhalla, Ali and Nazneen (2018) concluded that social structure had positive and
significant positive relationship with purchase intention. The result is also consistent
with Lashari, Ko and Jang (2021); Malladi, Rokkam and Venkteshwar (2020).
Finally, infrastructure is found to have positive and significant relationship with
purchase intention towards electric vehicle. The result is consistent with Bhalla, Ali
and Nazneen (2018) which observed positive relationship between infrastructure and
purchase intention. The result is also consistent with Shandilya and Skotte (2021);

Varghese, Abhilash and Pillai (2021).

The multiple regression analysis found that environment consideration has significant
positive impact on purchase intention towards electric vehicle. This is consistent with
the finding of Lai et al. (2015). The result is also consistent with Wang et al. (2016);
Bhalla, Ali and Nazneen (2018); Varghese, Abhilash and Pillai (2021); Bhat, Verma
and Verma (2022); Yegin and Ikram (2022). Likewise, the economic benefit have
significant positive impact on purchase intention towards electric vehicle. This
finding is similar with the prior study of Lai et al. (2015); Bhat, Verma and Verma
(2022). This result is also consistent with the finding of Bhalla, Ali and Nazneen

(2018) found that economic benefit or cost had significant positive impact on
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purchase intention. The result is also consistent with Lashari, Ko and Jang (2021);

Malladi, Rokkam and Venkteshwar (2020).

At the same time, the technological concern has significant positive impact on
purchase intention towards electric vehicle. This is consistent with the finding of
Bhalla, Ali and Nazneen (2018); Bhat, Verma and Verma (2022). Then, the social
influence has significant positive impact on purchase intention. This result is
consistent with the finding of Bhalla, Ali and Nazneen (2018); Bhat, Verma and
Verma (2022). Moreover, this study also line with the prior study of Malladi, Rokkam
and Venkteshwar (2020) mentioned that social influence had significant positive
influence on purchase intention. The result is also consistent with Bhalla, Ali and
Nazneen (2018); Lashari, Ko and Jang (2021). Finally, the infrastructure has
significant positive impact on purchase intention towards electric vehicle. This is
consistent with the finding of Bhalla, Ali and Nazneen (2018); Varghese, Abhilash
and Pillai (2021). This is also consistent with the previous study of Shandilya and
Skotte (2021).



CHAPTER -V
SUMMARY AND CONCLUSION

5.1 Summary

A vehicle that has at least one electric engine or foothold engine for propulsion is
called an electric vehicle (EV). The term "EV" is typically used to refer to an electric
car. The client's initial impression of an item is what initiates their interaction with it.
People's perceptions will influence their decision to choose or avoid a particular
brand. When a customer perceives that their enticing things are delivered on time,
they will typically form an opinion. Using EVs for transportation will lessen the harm
that ICE cars do to the environment and contribute to the reduction of fuel imports.
The purpose of the study is to ascertain consumer adoption hurdles and benefits as
well as views, attitudes, and behavioral intentions about the widespread use of electric
cars. The additional objectives are to identify possible barriers to EV adoption, assess
policy responses to solve issues surrounding EV adoption, comprehend a nascent EV

culture, and assess the impact of sustainability on EV purchasing decisions.

The general objective of the study is to investigate the People attitude towards electric
vehicles in Nepal. The specific objectives of this study are to identify the impact of
environment consideration on people perception towards electric vehicle in Nepal, to
analyze the impact of economic benefit on people perception towards electric vehicle
in Nepal, to examine the impact of technological concern on people perception
towards electric vehicle in Nepal, to assess the impact of social influence on people
perception towards electric vehicle in Nepal and to analyze the impact of
infrastructure on people perception towards electric vehicle in Nepal. This study is
based on descriptive research design and causal-comparative research design to deal
with fundamental issues associated with the factor affecting employee retention in
Nepalese commercial banks. This study adopts descriptive research design to analyze
the factors of purchase intention in Nepalese commercial bank. Causal-comparative
design is used to find the cause and effect of relationship between different factors
and purchase intention. All consumers, dealers and employees of EV Companies of
Kathmandu valley are population of the study. It is almost impossible to include the
whole population in the study. Therefore, out of this population, only 300 persons

have been taken as a sample for the study. In this study, descriptive analysis,
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correlation analysis and multiple regressions are applied by using SPSS version 26.
This study used employee retention as dependent variable and environmental
consideration, economic benefit, technological concern, social influence and

infrastructure.

This study found that employee agreed that infrastructure and technological concern
factor highly affects their purchase intention towards electric vehicle and they believe
that their purchase intention was also high. The correlation analysis shows that the
correlation analysis reveals that environment consideration and economic benefit have
significant positive relationship with purchase intention. At the same time, there is
significant positive association between technological concern and purchase intention.
Similarly, correlation value between social influence and the purchase intention is
significant positive. Moreover, correlation value between infrastructure and the
purchase intention is significant positive. The regression analysis shows that there is
significant positive effect of environment consideration and economic benefit on
purchase intention. Then, there is also significant positive effect of technological
concern on purchase intention. At the meantime, social influence has significant
positive impact on purchase intention. Finally, infrastructure has significant positive
effect on purchase intention. However, all the factors have significant impact on

purchase intention towards electric vehicle in Nepal.

5.2 Conclusion

It 1s sufficient to conclude that older consumers make up more than half of all EV
buyers, and that male consumers are more likely than female customers to acquire
electric vehicles. People with substantial annual salaries and their own enterprises
make up the bulk of EV's clients. As per the study's findings, consumers expressed a
strong inclination to purchase an electric car and acknowledged that issues related to

infrastructure and technology plays a major role in their decision.

The correlation analysis concluded that the correlation analysis reveals that
environment consideration and economic benefit have significant positive relationship
with purchase intention. At the same time, there is significant positive association
between technological concern and purchase intention. Similarly, correlation value

between social influence and the purchase intention is significant positive. Moreover,
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correlation value between infrastructure and the purchase intention is significant

positive.

The multiple regression analysis concluded that there is significant positive effect of
environment consideration and economic benefit on purchase intention. Then, there is
also significant positive effect of technological concern on purchase intention towards
electric vehicles. At the meantime, social influence has significant positive impact on
purchase intention. Finally, infrastructure has significant positive effect on purchase
intention. Therefore, all the factors are important for purchase intention towards

electric vehicle in Nepal because these factors have significant impact.

5.3 Implications
On the basis of above summary and conclusion, following implications are made;

i. The finding revealed that environment consideration, economic benefit,
technological concern, social influence that have the more significant positive
influence on purchase intention towards electric vehicle in Nepal. The findings
of this study provide policy makers with a practical understanding of the
factors that are likely to impact purchase intention in the automobile sector.
Thereby attracting and gaining more customers.

i1. Managers of the company will be able to develop more effective strategies for
encouraging interest in purchasing electric vehicles thanks to the study's
comprehension of the factors influencing purchase intention.

i1i. This study contains some of the most recent data, facts, and worries regarding
plans to purchase electric vehicles. Thus, this study should be significant to
owners/shareholders, creditors, debtors, upcoming researchers, and students.

iv. This study provides information on the perceptions of electric vehicle in Nepal
as well as a sound conceptual knowledge of the subject. Thus, future scholars

can use this study as a reference.
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APPENDICES

Appendix-1

Descriptive Analysis

N Mean Std. Deviation

ECl1 300 3.7367 1.18547
EC2 300 3.8633 1.09330
EC3 300 3.7867 1.07315
EC4 300 3.8533 1.05619
EB1 300 3.8167 1.00653
EB2 300 3.8233 1.02744
EB3 300 3.7733 1.14001
EB4 300 3.7900 1.09081
TCl1 300 3.8900 .89848
TC2 300 3.8500 1.03493
TC3 300 3.7633 1.03807
TC4 300 3.8433 98081
SI1 300 3.7833 1.10171
SI2 300 3.8300 1.04790
SI3 300 3.8467 1.08030
SI4 300 3.8233 1.01763
INF1 300 3.8267 1.03611
INF2 300 3.9167 1.02301
INF3 300 3.8067 1.00963
INF4 300 3.8533 1.02730
PI1 300 3.6700 1.14256
P12 300 3.7867 1.02208
PI3 300 3.8167 1.02627
Pl4 300 3.7600 1.13727
Valid N (listwise) 300

Source: SPSS version 26

Descriptive Summary of Variables

N Mean Std. Deviation

EC 300 3.8100 85738
EB 300 3.8008 79802
TC 300 3.8367 76339
SI 300 3.8208 78031
INF 300 3.8508 76452
PI 300 3.7583 .80598
Valid N (listwise) 300

Source: SPSS version 26




Appendix-11

Correlations
EC EB TC SI INF PI
EC  Pearson 1 692" | 499" | 611" | 553 | 723
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
N 300 300 300 300 300 300
EB  Pearson 6927 1 516 | 5937 | 4887 | 7347
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
N 300 300 300 300 300 300
TC  Pearson 4997 | 516 1 4617 | 487 | 677
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
N 300 300 300 300 300 300
SI  Pearson 6117 | 5937 | 4617 1 506 | 7077
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
N 300 300 300 300 300 300
INF  Pearson 5537 | 488" | 487 | 506 1 609"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
N 300 300 300 300 300 300
Pl  Pearson 7237 | 7347 | 6777 | 7077 | 6097 1
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
N 300 300 300 300 300 300

**_ Correlation is significant at the 0.01 level (2-tailed).

Source: SPSS version 26




Appendix-111
Multiple Regression Analysis

Model Summary
Std. Error of the
Model R R Square Adjusted R Square Estimate
1 .872° 761 757 39723

a. Predictors: (Constant), INF, TC, SI, EB, EC

ANOVA®*
Sum of
Model Squares df Mean Square F Sig.
1 Regression 147.838 5 29.568 187.385 .000°
Residual 46.391 294 158
Total 194.229 299

a. Dependent Variable: PI
b. Predictors: (Constant), INF, TC, SI, EB, EC

Coefficients”

Model Unstandardized | Standardized t Sig. Collinearity

Coefficients Coefficients Statistics

B Std. Beta Tolerance| VIF

Error
1 (Constant) | -.492 145 -3.392 | .001

EC 180 .041 191 4.355 | .000 422 2.368
EB 253 .043 250 5.890 | .000 450 2.221
TC 295 .038 279 7.843 | .000 .641 1.560
SI 262 .040 254 6.538 | .000 538 1.859
INF 123 .039 116 3.179 | .002 .607 1.647

a. Dependent Variable: PI

Source: SPSS version 26



People Attitudes towards Electric Vehicles in Nepal
Questionnaire

Dear Valued Customers,
I am conducting a research study on “People Attitudes towards Electric Vehicles in
Nepal”. I am very pleased to have you as my respondent and really appreciate your
contribution to this academic exercise. Your inputs will provide the most valuable
information in disseminating finding for my research project. The information given
will be treated as private and confidential and will only be used for the purpose of this
research only.
Sincerely yours,

Min Kumari Mahat

Name of the Customer (Optional):
1. Gender

a) Male

b) Female

2. Age of Respondents
a) 20-29 years

b) 30-39 years

¢) 40 and above 40

3. Annual Income

a) Up to Rs. 500,000

¢) Rs. 501,000- Rs. 1000,000
d) Rs. 1001,000 and above

4. Respondent Status?
a) Student

b) Self Employed

¢) Service (Private/Civil
d) Business

e) Others



Please indicate the extent of your agreement with the following statement about your

attitude towards electric vehicles in Nepal. Please tick “\” only one statement in each

box.

1 2 3 4 5
Strongly Disagree Disagree Neutral Agree Strongly Agree
S.N. | Items Responses
5 Environment Consideration 11213/4]5

5.1 | I want to preserve the environment

5.2 | I want to buy electric car because of air pollution crisis

5.3 | I'love to see green environment

5.4 | I care about energy conservation

6. Economic Benefit
6.1 | I think that electric vehicles could provide the benefit of fuel
savings

6.2 | Expenditure on fuel and maintenance will be reduced
compared to vehicles with internal combustion engines

6.3 | I think that electric vehicles could provide the benefit of
cheap electricity

6.4 | The price of electric vehicles today is quite affordable and
reasonable

7. Technological Concern

7.1 | T'have a lot of fear of new technology

7.2 | Eco-friendly vehicles will not be safe overall

7.3 | Eco-friendly vehicles will be difficult to solve when
unexpected problems occur

7.4 | EV is compatible with other technologies

8. Social Influence

8.1 | EVs have a positive image in society

8.2 | People react positively when they see an EV on the road

8.3 | People whose opinions are important to me find EVs good

8.4 | An EV would reflect my personality

9, Infrastructure

9.1 | There are enough charging stations for electric vehicles

9.2 | The infrastructure for electric vehicles needs to grow

9.3 | There should be monetary benefits such as tax exemption,
free parking, access to HOV lanes etc.

9.4 | A well-established infrastructure will have significant control
over the purchase intention

11. | Intention to Purchase

11.1 | I am willing to buy an EV in the near future

11.2 | I am willing to spend more money to buy an EV

11.3 | I would recommend others to purchase an EV

11.4 | There is a high probability that my next vehicle will be an EV

Thank You
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