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Abstract 

On the grounds that psychological factors are increasingly used to better explain the 
purchase intention of customers towards electric vehicles (EVs), this study aims to 
examine the critical but less explored roles of resistance to change and the need for 
uniqueness in the purchase intention of EVs besides other conventional factors such 
as perceived value or personal norms. In doing so, this study would help governments 
and managers introduce effective measures to persuade customers to change from 
traditional internal combustion engine vehicles (ICEVs) to EVs. Data was collected 
from 175 respondents in Vietnam and PLS-SEM was utilized to analyze the 
theoretical model. The results illustrate that resistance to change has a significant 
impact on the purchase intention of EVs. In addition, perceived value has the most 
significant effects on willingness to pay and purchase intention of EVs. The need for 
uniqueness also impacts purchase intention through the willingness to pay.  
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Introduction 

Greenhouse gas emissions have been widely considered as an important reason leading 
to environmental degradation (e.g., National Assessment Synthesis Team, 2000). 
Though a wide variety of human activities could result in atmosphere pollutants, the 
transportation system has been well recognized as the main factor causing air pollution 
(e.g., Ju et al., 2019). A possible solution could be the exploitation of great benefits of 
electric vehicles (EVs) in reducing fuel consumption, decreasing exhaust gas emissions, 
and protecting the air (Shi et al., 2016; Hofmann et al., 2016). Indeed, a recent study by 
Liu et al. (2019) demonstrated that EVs can give rise to a 30-50% decrease in carbon 
dioxide emission and a considerable reduction in fuel consumption compared with other 
internal combustion engine vehicles (ICEVs). Especially, in the light of the rapid 
development in battery technology, EVs are becoming less costly and more appealing 
to consumers (Scown et al., 2013). 
 
The market for EVs in such developing Asian countries as Vietnam is highly promising. 
While the main means of transportation in Vietnam are still scooters, motorcycles, and 
electric motorbikes, Vietnam’s economy continues growing steadily (WorldBank, 
2021b) providing Vietnamese with a good chance to possess prohibitively expensive 
means such as cars (Minh, 2020; Asean Securities, 2020). Indeed, the car market of 
Vietnam was the second-fastest developing market worldwide in 2016 and the sales of 
cars in 2020 witnessed a steady growth, stood at 296,634 cars, at 3.3% higher than 
expected (BVSC, 2021; Dylan Pastoor, 2018). Nevertheless, a large number of 
motorcycles and ICEVs heavily contributed to traffic blockage, noise pollution, and air 
contamination, especially in such metropolitans as Hanoi and Ho Chi Minh City (Minh, 
2020). In 2018, Hanoi was identified as one of the most polluted cities in Southeast 
Asia (IQAir, 2018). Similarly, Ho Chi Minh City also released a large amount of carbon 
dioxide, at 38.5 million tons each year (Minh, 2020). 
 
As such, on the grounds that the Vietnamese car market is enormously fruitful, ICEVs 
are widespread and led to serious air contamination. Paradoxically, a feasible solution 
for air contamination, EVs (Liu et al., 2019), has not received enough attention from 
research and policy. Given underdeveloped infrastructure, limited incentive policies 
(Schröder and Iwasaki, 2021), and the effects of other negative factors, the sales of EVs 
in Vietnam has been surprisingly low (Thuy, 2021). This is the case for a large number 
of EV models ranging from iMIEV, Outlander PHEV, Taycan 4S, Turbo, Turbo S to 
Tesla 3 (Thuy, 2021). What is more, little research on the adoption of EVs was 
performed in such developing Asian countries as Vietnam to help facilitate EV 
adoption. Research on electric vehicles in Vietnam was normally conducted for electric 
motorcycles (Jones et al., 2013) and other electric two-wheeled vehicles (Thuy and 
Hong, 2019). To this end, more research on the purchase adoption of electric four-
wheeled vehicles in developing Asian countries is required and this will in turn support 
the development of the EV market in such developing Asian countries (Tuyen, 2021). 
 
Understanding the purchase intention of EVs of consumers is essential for both business 
and environmental reasons. This study would help to provide insights into the 
economical and psychological aspects that could facilitate the acceptance of EVs of 
customers, which in turn helps to increase purchase intention of EVs and ameliorate 
environmental issues. This study devotes rapt attention to human characteristics and 
personality traits such as resistance to change and the need for uniqueness and their 
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effects on the purchase intention of EVs. Though past studies stressed the important 
roles of these psychological factors in purchase behavior of customers in some other 
industries such as online banking or beverage industries (Daniel, 1999; Munir, 2017), 
the relationships between these two psychological factors and the willingness to pay for 
EVs and purchase intention of EVs are rarely examined, providing a gap that needs to 
be filled in. These two psychological factors will be integrated into a Theory of planned 
behavior framework that includes attitude, personal norms, and perceived control to 
create a more complete theoretical framework and increase the predictive power of the 
theoretical model. In doing so, the significant effects of resistance to change and 
uniqueness on purchase intention for EVs will be examined. Subsequently, a more 
complete theoretical framework will be created to better explain the purchase intention 
of customers towards EVs. 
 
 

Theoretical Framework 

This study identifies and investigates the key antecedents driving the purchasing 
intention of EVs. There has been a wide range of theories used to explain purchasing 
intention and adoption of electric vehicles (EVs) such as consumption value theory 
(e.g., Han et al., 2017), rational choice theory (Zhang et al., 2011), or Theory of planned 
behavior (TPB) (e.g., Rezvani et al., 2015). Among these, TPB is one of the most 
commonly used theories to anticipate the intention to buy EVs of consumers. For 
example, Sang and Bekhet (2015) examined the TPB framework with a sample of car 
users in Malaysia and found that environmental concern, consumer knowledge, 
psychological benefit, and demographics significantly affect purchase intention for 
EVs. Similarly, Ng et al. (2018) also investigated the TPB framework with a sample of 
members of car communities in Hong Kong and found significant effects between most 
of the proposed factors. According to TPB, behavior is driven by the intention of a 
consumer to perform that action (Ajzen, 1991) and that intention is considered as a 
proxy of a specific behavior (Sheppard et al., 1988). In the transportation field, TPB is 
also utilized to predict a range of other driving behaviors such as drink and drive 
behaviors (e.g., Rivis et al., 2011). 
 
The TPB approach suggested that an intention is decided by the attitude, subjective 
norm, and perceived control (Ajzen, 1991). The norm activation model is also 
incorporated into the TPB model with the role and direct effects of the personal norm 
to better explain pro-environmental behavior (Bamberg and Möser, 2007). Notably, the 
inclusion of other meaningful variables into the TPB model is also encouraged to 
increase the prediction power of the model (Ajzen, 1991; Sang and Bekhet, 2015). On 
the grounds that psychological factors, for example, the perceived performance of EVs 
(Nayum et al., 2016), personal innovativeness (He et al., 2018), or response efficacy 
(Ng et al., 2018), are increasingly used and help better explain the EV adoption, this 
study shifts the focus onto two salient psychological factors (i.e., resistance to change 
and need for uniqueness) which were added to complement the existing predictors of 
the model. What is more, attitudinal factors towards the environment including 
environmental concern and trust in EVs; personal norms; and perceived control 
consisting of willingness to pay and perceived value (Lai et al., 2015; Ng et al., 2018) 
were also incorporated into the theoretical model to create a more complete theoretical 
framework (Figure 1). 
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Willingness to Pay (WTP) and Purchase intention (PI) 
 
Purchase intention refers to a significant indicator of actual purchase behavior (Chang 
and Wildt, 1994). Purchase intention for EVs might be affected by a large number of 
factors ranging from charging infrastructure, EV design and features, to the willingness 
to pay (Kumar and Alok, 2020). 
 
Specifically, an element of the TPB model is the perceived behavioral control relating 
to the perceived barriers or difficulty to conduct desired behaviors of individuals 
(Ajzen, 2005). These barriers are such situational constraints as opportunities or 
resources (Ajzen, 1991; Bamberg and Möser, 2007). On this ground, the willingness to 
pay a price was also used as a factor that might influence purchase decision of 
consumers in other industries in Vietnam, for instance, in higher education (Le et al., 
2021). 
 
Eco-friendly products are commonly regarded as being more costly than traditional 
products (Essoussi and Zahaf, 2008) and therefore, may be perceived as the main barrier 
to green product purchasing (Paul and Rana, 2012). Nonetheless, the price itself might 
not be a barrier to green purchasing once consumers are will to pay a premium price in 
exchange for more environmental benefits (Olson, 2013). Some recent empirical 
evidence also supported the positive link between willingness to pay and purchase 
intention of EVs (e.g., Moser, 2015). Thus, a hypothesis is proposed: 
 
H1  The willingness to pay is positively related to the intention of consumers to 

purchase EVs 
 
Resistance to Change (RC) 
 
Resistance to change refers to the tendency of individuals to avoid making changes and 
underestimate changes in different contexts (Oreg, 2003). It can also be denoted as the 
tendency to resist the change from an existing vendor to other vendors (Kim and Gupta, 
2012). Resistance to change could be explained by the status quo bias theory in which 
people prefer to sustain current situations or past decisions (Samuelson and Zeckhauser, 
1988). 
 
Resistance to change can be regarded as a unique characteristic of human beings and is 
normally used in other technology adoption (Quinn and Mueller, 1982). When a new 
technology is launched at large, it must satisfy a specific need of consumers that 
motivates consumers to adopt that new technology (Wallis Report, 1997). This 
resistance to change or the inertia of consumers was also found in banking industries 
when consumers hesitate to change from traditional ways of banking to online banking 
(Daniel, 1999). This resistance to change is able to affect the attitude of consumers 
towards online banking (Al-Somali et al., 2009). Regarding EVs, resistance to change 
could also influence the purchase intention of car drivers and would-be car drivers if 
they are prone to resist new changes in technologies and uncomfortable when thinking 
about how to learn very new and strange ways of operating and maintaining EVs or 
how to look for charging stations, together with the long time to charge the EVs 
(Rezvani et al., 2015). Other reasons for consumers’ resistance could be the high costs 
of changing batteries and low EVs reselling prices (Bohnsack et al., 2014). 
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From a relationship marketing perspective, car drivers can resist changing vendors due 
to the pre-established relationships with current vendors and therefore, customers can 
be willing to pay a premium for existing vendors (Bendapudi and Berry, 1997). In this 
case, resistance to change can happen due to both the monetary value and other services 
that customers can benefit from long-term vendors (Smith and Brynjolfsson, 2001). 
Past studies also found a significant relationship between the resistance to change and 
the willingness to pay more in Internet shopping (Kim and Gupta, 2012). As such, 
resistance to change is likely to affect the willingness to pay more for EVs due to their 
existing relationships with current vendors and the costs and inconvenience emerging 
from new changes. This can be the case for both car drivers and would-be car drivers 
because for those customers who are using petrol two-wheelers as scooters or 
motorcycles, the most popular means of transportation in Vietnam, a long-term 
relationship between them and scooter or motorcycle manufacturing firms can also 
exist. This relationship, together with the emerging costs and inconvenience resulting 
from using EVs instead of ICEVs, could impact their willingness to pay and purchase 
intention of EVs. Thus, two new hypotheses are proposed: 
 
H2a The resistance to change is positively related to the willingness to pay of 

consumers for EVs. 
H2b Resistance to change is positively related to the intention of consumers to 

purchase EVs. 
 
Need for Uniqueness (UNIQ) 
 
The need for uniqueness is an element of personality traits that could affect the attitude 
of consumers towards such innovations as online purchasing (Wu and Ke, 2015). Need 
for uniqueness refers to the trait of pursuing distinction in which people acquire, utilize, 
and arrange goods in such ways that could boost their social image and self-image (Tian 
et al., 2001). A desire for differentiation through using unusual products might affect 
product adoption (McAlister and Pessemier, 1982). The adoption of EVs in Vietnam is 
extremely low, suggesting the use of EVs can differentiate a consumer from the others 
(Tian et al., 2001). From this, consumers can become leaders, join in early user groups, 
and attract followers (Fisher and Price, 1992). In addition, almost all EVs models in 
Vietnam such as Tesla Model, Porche Taycan, Nissan Leaf, or VinFast VF e34 have 
nice designs that could make them recognizable and noticeable on the street. This could 
lead to a unique personal style (Belk, 1988) that is likely to facilitate uniqueness (Kron, 
1983). Furthermore, EVs could also provide differentiation via their social and 
environmental value (Wei et al., 2020). With respect to the transportation industry, 
though research on the relationships between the need for uniqueness and purchase 
intention for cars is still limited, past research suggested that the need for uniqueness 
could have impact on the attitude of customers towards luxury cars (Bartikowski and 
Cleveland, 2017). 
 
In addition, unique features of a brand could differentiate a brand from the others and 
lead to the preferences and willingness to pay more for that brand (Kalra and Goodstein, 
1998). Empirical evidence also supported the significant positive relationships between 
the need for uniqueness and willingness to pay for such familiar brands as Coca-Cola, 
branded female clothes, Levi’s jeans, or Reebok (Munir, 2017; Netemeyer et al., 2004). 
We argue that the unique features of EVs can differentiate EVs from other cars and 
could be able to boost car users’ social image and self-image. This in turn can allow car 
users to pay more for a price premium. Thus, two hypotheses are proposed: 
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H3a  Need for uniqueness is positively related to the willingness to pay of consumers 
for EVs. 

H3b Need for uniqueness is positively related to the intention of consumers to 
purchase EVs. 

 
Environmental Concern (EC) 
 
Environmental concern denotes the emotional reactions of consumers towards 
environmental issues such as aversion, sorrow, and compassion (Milfont and Gouveia, 
2006). Environmental concern was found to be significantly associated with such 
consumer behaviors as recycling newspapers, buying environmentally friendly 
products, or helping pro-environmental groups (Kang and Park, 2011). In addition, 
individuals with environmental concern are more likely to buy hybrid electric vehicles 
(Kahn, 2007). Environmental concern is also an important factor affecting purchasing 
intention of EVs (Lai et al., 2015). Consumers who are concerned about the 
environment are inclined to pay a premium to receive more environmental benefits 
(Hansla et al., 2008). Thus, two hypotheses are proposed: 
 
H4a The environmental concern of consumers is positively related to their 

willingness to pay more for EVs. 
H4b The environmental concern of consumers is positively related to their intention 

to purchase EVs. 
 
Perceived Trust in EVs (PT) 
 
Consumers are more likely to purchase a green product when they believe in its ability 
to solve environmental issues. When they trust the effectiveness of a green product in 
resolving environmental problems, they are inclined to purchase that product (Lee et 
al., 2014). Hence, this trust in EVs is a significant antecedent of purchase intention 
(Bang et al., 2000). When customers receive more information about the usefulness of 
green products towards environmental protection, they are more likely to purchase 
these green products and be more willing to pay more for them (Bang et al., 2000). 
Hence, two hypotheses are proposed: 
 
H5a The perceived trust in EVs of consumers is positively related to their willingness 

to pay for EVs. 
H5b The perceived trust in EVs of consumers is positively related to their intention 

to purchase EVs. 
 
Personal Norms (PN) 
 
Personal norms are regarded as an extended factor of the TPB model and refer to the 
normative belief and moral commitment of an individual (Schwartz, 1977). Once the 
personal norms towards a behavior are activated, an individual feels a strong sense of 
moral obligation to perform that behavior, which in turn leads to behavioral intention 
(Schwartz, 1977). Empirical evidence also suggested that PN is positively associated 
with the intention to adopt EVs (Peters et al., 2011). Hence, a hypothesis is proposed: 
 
H6 The personal norms are positively related to the intention of consumers to 

purchase EVs. 
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Perceived Value (PV) 
 
Customers are inclined to choose products based on their functional value (Sheth, 
1983). Regarding EVs, functional values of EVs come from the utility, benefits, and 
practicality of EVs’ functions and tangible features (Schuitema et al., 2013). Empirical 
evidence also illustrated the significant relationships between perceived value and 
purchase intention of EVs (Han et al., 2017). Consumers may also find that EVs can 
bring them benefits but they are reluctant to purchase because of such emerging costs 
as purchasing and maintaining costs. As a result, they are willing to pay a premium for 
EVs but this premium is not considerable (Zhao et al., 2018). Thus, two hypotheses are 
proposed: 
 
H7a The perceived value is positively related to the willingness to pay of consumers 

for EVs. 
H7b The perceived value is positively related to the intention of consumers to 

purchase EVs. 
 
 

Research Method 

Participants 
 
A non-probability sampling technique with convenience sampling method was used for 
data collection (Malhotra, 2006) in which online questionnaires were sent to two 
automotive communities, otofun and otosaigon. These are two among the six most 
popular automotive forums in Vietnam where people can receive useful information 
about new car models and get credible advice about cars (Reviewxehoi360, 2019). We 
expect that the participants from these communities would have considerable 
knowledge of cars and electric cars and are potential consumers of EVs. A similar 
approach was also applied by past research (e.g., Ng et al., 2018).  Besides, online 
questionnaires were also sent to those participants who are interested in this study. After 
removing six incomplete and inappropriate responses from a sample of 181 
respondents, 175 responses were retained for further analyses. The sample comprised 
52.6% male and 46.9% female (Table 1). 
 
Instrument and Measures 
 
Measures of determinants of purchase intention of EVs were adopted from related 
previous research (Table 2). Seven-point Likert’s scales were utilized for measurement 
items and anchored by two points, 1 for strongly disagree and 7 for strongly agree. 
 
Data Analysis 
 
PLS-SEM was used for data analysis to strengthen the ability to process the complex 
model in this study (Sarstedt et al., 2017). The sample size of 175 is regarded as 
adequate for PLS-SEM in this study (Hair et al., 2011). SmartPLS 3.0 (Ringle et al., 
2015) was used to calculate the parameters of SEM. 
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Table 1: Profile of the Respondents 
Characteristic  Rank Frequency Percentage 
Gender  Male 92 52. 6% 

 Female 82 46.9% 
 Not specified 1 0.6% 

Education level  Secondary school or below 1 0.6% 
 College  6 3.4% 
 University  136 77.7% 
 Postgraduate degree  32 18.3% 

Age  18–24 104 59.4% 
 25–34  35 20% 
 35–44  26 14.9% 
 45–54  9 5.1% 

  55 or above  1 0.6% 
Car Driving Yes 56 32% 
License No 119 68% 
Purchasing  Yes 42 24% 
Experience No 133 76% 

 
 

Findings 

Measurement Model 
 
Cronbach’s alphas and composite reliabilities of all measures are above 0.7 (Table 2), 
suggesting good reliability and internal consistency of all measures (Nunnally, 1978). 
All average variance extracted (AVEs) are greater than 0.5, and factor loadings are 
above 0.7, indicating adequate convergent validity of the constructs (Hair et al., 2011). 
 
Fornell-Larcker criterion evaluation was used to evaluate the discriminant validity of 
each construct (Table 3). All square roots of AVEs of constructs are greater than the 
correlations between them and any other constructs, supporting the discriminant 
validity of all constructs in the model (Fornell and Larcker, 1981). Next, 
heterotraitmonotrait ratio of correlations (HTMT), a criterion suggested by Henseler et 
al. (2015) was also applied. HTMT values ranged from 0.082 to 0.781, signaling 
satisfactory discriminant validity regarding HTMT85 (Garson, 2016). 
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Table 2: Evaluation of Measures 

Constructs and items (source) quality criteria Item 
mean SD Standardized 

factor loadings 
Environmental Concern (Lee, 2009) CA = 0.893, CR = 0.933, AVE = 0.824. 
Vietnam's environment is my major concern 6.07 1.165 0.897 
I am emotionally involved in environmental protection 
issues in Vietnam 6.13 1.184 0.940 

I often think about how the environmental quality in 
Vietnam can be improved 5.79 1.316 0.885 

Trust to EV (Chen et al., 2015) CA = 0.925, CR = 0.952, AVE = 0.869. 
I believed in EVs' environmental image 5.74 1.232 0.916 
I think EVs’ environmental functionality is generally 
dependable 5.65 1.260 0.948 

Overall, I believe that EVs’ environmental claims are 
trustworthy 5.55 1.262 0.933 

Personal norm (Peters et al., 2011) CA = 0.849, CR = 0.930, AVE = 0.869. 
No matter what other people do, I think it right to choose 
a car with energy consumption that is as low as possible. 6.00 1.199 0.932 

When making a trip by car, it should burden the climate 
and energy consumption as little as possible. 6.07 1.170 0.933 

Perceived value of EV (Egbue and Long, 2012) CA = 0.833, CR = 0.888, AVE = 0.666. 
EVs need less maintenance 4.27 1.749 0.732 
The style of EV is good 4.71 1.519 0.767 
An EV is more comfortable 4.67 1.383 0.889 
Overall, EVs deliver me good value 4.94 1.372 0.866 
Willingness to pay (Moser, 2015, Ng et al., 2018) CA = 0.881, CR = 0.927, AVE = 0.808. 
I am willing to pay more for environmentally friendly 
products 5.48 1.462 0.880 

I am willing to pay more to ride an electric vehicle 4.93 1.515 0.887 
I am willing to pay more to purchase an environmentally 
friendly EV 5.19 1.472 0.929 

Purchase Intention (Pavlou, 2003; Yang et al., 2016; Wang et al., 2016) CA = 0.926, CR = 
0.944, AVE = 0.773 
Given the chance, I intend to buy an EV 5.17 1.468 0.891 
I recommend that others buy an EV 4.99 1.484 0.889 
If I replace my vehicle, I will consider an EV first 4.82 1.550 0.896 
Given the chance, I predict that I should buy an EV in the 
future. 5.34 1.354 0.869 

It is likely that I will buy an EV in the near future. 4.94 1.508 0.848 
Resistance to Change (Al-Somali et al., 2009) CA = 0.739, CR = 0.843, AVE = 0.641 
I am interested to hear about new technological 
developments 6.04 1.210 0.808 

Technological developments have enhanced our lives 6.22 1.139 0.749 
I feel comfortable in changing and using EVs for my 
transportation activities 5.25 1.362 0.842 

Need for uniqueness (Tian et al., 2001) CA = 0.870, CR = 0.920, AVE = 0.793 
When a product I own becomes popular among the 
general population, I begin to use it less. 4.22 1.869 0.891 

I often try to avoid products or brands that I know are 
bought by the general population. 3.89 2.024 0.909 

Products don't seem to hold much value for me when they 
are purchased regularly by everyone 3.47 1.98 0.870 
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Table 3: Fornell–Larcker Criterion Assessment 
 EC PI PN PV RC PT UNIQ WTP 
EC 0.908        
PI 0.398 0.879       
PN 0.590 0.387 0.932      
PV 0.417 0.701 0.466 0.816     
RC 0.485 0.599 0.540 0.606 0.801    
PT 0.487 0.540 0.552 0.508 0.529 0.932   
UNIQ 0.173 0.427 0.059 0.470 0.296 0.238 0.891  
WTP 0.465 0.598 0.437 0.591 0.553 0.480 0.368 0.899 
 
 
Structural Model 
 
All variance inflation factors (VIFs) ranged from 1.365 to 2.207, well below the cut—
off point value of 5 (Hair et al., 2011), indicating that collinearity was not a problem in 
this model. Second, R² values of endogenous constructs, willingness to pay and 
purchase intention, are at 0.459 and 0.595 (Table 4), correspondingly, suggesting 
substantive predictive power of these two endogenous variables (Cohen, 1988). Next, 
the effect sizes of independent variables on dependent variables ranged from 0.02 to 
0.16 (Table 4), demonstrating the small-to-medium effects of exogenous constructs on 
endogenous constructs. Furthermore, Q² values, the predictive accuracy of the model, 
are above zero (Table 4) for both dependent constructs and are all acceptable (Hair et 
al., 2014). 
 
Bootstrapping was performed with 5,000 samples to examine the significance of path 
coefficients (Table 4). Perceived value has the strongest effect on purchase intention 
(b= 0.38, p<.001), in supporting of H7b. Resistance to change, willingness to pay, and 
perceived trust have significant effects on purchase intention, supporting H2b, H1, and 
H5b, with b = 0.18, p<.05; b = 0.18, p<.05, and b = 0.18, p<.05, respectively. 
Nonetheless, the direct effects of environmental concern (H4b), personal norms (H6), 
and need for uniqueness (H3b) on purchase intention were not supported. In a similar 
vein, perceived value has the strongest effect on willingness to pay (b = 0.27, p <.001), 
supporting H7a. Resistance to change also and need for uniqueness have significant 
effect on willingness to pay with b = 0.19, p<.05 and b = 0.13, p<.05, respectively, 
supporting H2a and H3a. Nevertheless, the direct effects of environmental concern 
(H4a) and perceived trust (H5a) on willingness to pay were not supported. 
 
Robustness Check 
 
To further confirm these mediating effects, SPSS Macro PROCESS (Preacher and 
Hayes, 2008) was also utilized. Regarding the impact of resistance to change on 
purchase intention, the indirect effect through the willingness to pay was significant 
(b=0.22, p=0.048<0.05; CI[0.13,0.32]) and the direct effect of resistance to change on 
purchase intention was significant (b=0.44, p=0.000<0.001; CI[0.26,0.61]). Therefore, 
resistance to change influences purchase intention both directly and indirectly through 
the willingness to pay. Similarly, for the relationship between the need for uniqueness 
and purchase intention, the indirect effect through the willingness to pay was significant 
(b=0.18, p=0.04<0.05; CI[0.1,0.26]). The direct effect was then also significant 
(b=0.18, p=0.0002<0.001; CI[0.08,0.]), signaling a partial mediation for this 
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relationship. Likewise, for the link between perceived value and purchase intention, the 
indirect effect through willingness to pay was significant (b=0.18, p=0.046<0.05; 
CI[0.08,0.26]). What is more, the direct effect was also significant (b=0.53, 
p=0.000<0.001; CI[0.40,0.67]), indicating a partial mediation for this link. Therefore, 
resistance to change, need for uniqueness, and perceived value are all associated with 
purchase intention towards EVs. 
 
 

Table 4: Results of Structural Model Analysis 
Hypotheses  Path f² Result 
H1: WTP -> Purchase Intention 0.18* 0.04 Supported 
H2a: RC -> WTP 0.19* 0.04 Supported 
H2b: RC -> Purchase Intention 0.18* 0.04 Supported 
H3a: UNIQ -> WTP 0.13* 0.02 Supported 
H3b: UNIQ -> Purchase Intention 0.08  Not supported 
H4a: EC -> WTP 0.16  Not supported 
H4b: EC -> Purchase Intention 0.01  Not supported 
H5a: PT -> WTP 0.11  Not supported 
H5b: PT -> Purchase Intention 0.18* 0.047 Supported 
H6: PN -> Purchase Intention -0.08  Not supported 
H7a: PV -> WTP 0.27*** 0.07 Supported 
H7b: PV -> Purchase Intention 0.38*** 0.16 Supported 
R² for Purchase intention 0.595*** 
R² for WTP 0.459*** 
Q² for Purchase intention 0.448 
Q² for WTP 0.351 

* Significant at 0.05 level. 
** Significant at 0.01 level. 
***Significant at 0.001 level. 
 
 

Figure 1: Evaluation of Structural Model 
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Discussion and Implications 

A number of studies have been conducted in the area of EV adoption, nevertheless, 
scant attention has been paid to Southeast Asian countries, especially for Vietnam, the 
country possessing one of the most polluted cities in this Southeast Asia area (IQAir, 
2018). Given that current studies lay heavy emphasis on developed and Western 
countries, more studies should be performed in Southeast Asian countries in light of 
different cultural values in these areas. Even among Southeast Asian countries, Vietnam 
is even a poorer country in which the GDP per capita of Vietnamese is considerably 
lower than that of other Southeast Asia contexts that previous studies have examined 
(e.g., Malaysia) (WorldBank, 2021a). This study was performed in Vietnam and 
therefore its results are able to enrich our understanding of the EV development path of 
this developing country. Besides, this study could help to throw support for policy 
makers and managers in Vietnam in increasing EV adoption. 
 
This study incorporates two important psychological factors that were rarely examined 
in the EV adoption context, resistance to change and the need for uniqueness, into a 
comprehensive theoretical framework to explain the willingness to pay more and 
purchase intention of EVs. TPB model (Ajzen, 1991) and norm activation model 
(Bamberg and Möser, 2007; Manstead, 2000) were also used to explain pro-
environmental behavior and intention (Bamberg and Möser, 2007). In doing so, the 
psychological determinants including self-interest and pro-social stimuli can be 
identified and evaluated (Bamberg and Möser, 2007). The results illustrated that 
resistance to change and the need for uniqueness have significant effects on willingness 
to pay more for EVs. In addition, resistance to change produces both direct and indirect 
effects on purchase intention for EVs whilst the need for uniqueness exerts indirect 
effects on purchase intention for EVs. 
 
First, resistance to change was found to have significant positive effects on both the 
willingness to pay and purchase intention of EVs. Though these relationships were 
examined for some other industries such as Internet shopping or online banking, the 
marked effects of resistance to change on the willingness to pay more for EVs and 
purchase intention of EVs were little explored by past research. This study, therefore, 
makes an important contribution to the body of literature by indicating that resistance 
to change has an essential role to play in the willingness to pay more and purchase 
intention of EVs. As such, marketing efforts should aim to underscore the additional 
values (e.g., attractive monetary value and other services provided (Smith and 
Brynjolfsson, 2001) that could encourage consumers to change and accept EVs. In 
addition, the information with respect to the comfort and convenience of EVs should 
also be highlighted and conveyed to consumers. Furthermore, the government is in a 
position to shape deliberate policies aiming to encourage consumers to change from 
ICEVs to EVs. Such government policies could be government subsidies for EV 
purchases, tax and fee exemption (Kumar and Alok, 2020), highway lane excess, free 
parking policy, or toll tax exemption (Bjerkan et al., 2016). In fact, the Vietnamese 
government still provides limited national policies (Schröder and Iwasaki, 2021) that 
could assist Vietnamese consumers in adopting EVs. 
 
Second, the need for uniqueness was found to have significant direct effects on 
willingness to pay and a significant indirect effect on purchase intention of EVs. 
Though similar findings can be found for some other products such as Coca-Cola (e.g., 
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Netemeyer et al., 2004), however, the full effects of the need for uniqueness on the 
willingness to pay more for EVs and purchase intention of EVs were rarely examined 
in previous studies. On this basis, firms are encouraged to facilitate the creation of 
unique features and advertise these unique features widely to attract those people who 
need a sense of uniqueness. In the meantime, the adoption rate of EVs in Vietnam is 
very low, suggesting that the need for uniqueness is likely to be significantly related to 
the willingness to pay more and purchase intention. In doing so, these early adopters 
are likely to purchase EVs and become leaders, attracting followers (Fisher and Price, 
1992). Thus, EV manufacturing firms should create special packages comprising a wide 
range of special services to attract these pioneers. 
 
Third, the construct of perceived value was found to have the most significant positive 
effects on both the willingness to pay more for EVs and the purchase intention of EVs. 
This finding is consistent with past studies (e.g., Zhao et al., 2018). As such, marketing 
efforts should aim to underline such substantial benefits of EVs as less maintenance, 
distinctive styles, and the reasonable comfort of using EVs (Egbue and Long, 2012). In 
addition, such continuous improvements creating additional features that bring more 
value to consumers would be warranted (Schuitema et al., 2013). Fourth, perceived trust 
was found to be significantly related to the purchase intention of EVs. Hence, marketing 
efforts should emphasize environmental benefits of EVs in detail. For instance, EV 
manufacturing firms should invite environmental experts to present the environmental 
impacts of EVs.  
 
 

Limitations and Further Studies 

This study has some limitations that future studies can tackle. First, further research 
could repeat the study in other contexts of Southeast Asian countries to increase the 
generalizability of the findings. Second, in such developing countries as Vietnam, the 
presence of EVs is still limited and the knowledge of firms and consumers on EVs is 
still incomplete. This can create a promising avenue for further research on EVs and 
related concepts in the management and marketing field in this country. 
 
 

Practical Implications for Asian Business 

This study makes a significant contribution to the body of literature and provides 
practical implications for Asian business. Except for some developed Asian countries 
such as South Korea, New Zealand, or China, other developing Asian countries, for 
instance, Vietnam and Indonesia normally have low EV adoption rates (Statista, 2021b; 
Thuy, 2021) and severe environmental problems (IQAir, 2018). This study puts 
forwards real solutions to address these burning issues. First, Asian EV manufacturing 
firms are encouraged to put increased emphasis on how to reduce the resistance to 
change of customers. In doing so, customers are more likely to change from ICEVs to 
EVs. The primary focus should be on the ease and convenience to use EVs; the low 
switching costs; and the appealing features and styles of EVs. Second, the need for 
uniqueness is also of importance to increase the EV adoption rate. Accordingly, Asian 
manufacturing firms should shift the focus onto continuous improvements with unique 
features and creative styles created. These unique features, together with other 
functional values, are able to help considerably increase the purchase rate of EVs in 
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developing Asian countries. Especially, communication and advertising are of utmost 
importance to deliver the highlighted messages to consumers, given that customer 
knowledge on EVs is normally incomplete. Having thorough knowledge of EVs, 
customers are more likely to increase their trust in EVs in terms of their great 
environmental value. This in turn leads to greater purchase intention and purchase 
behavior for EVs of customers. 
 
Besides the implications for EV manufacturing firms in Asia, this study also offers 
some suggestions for policymakers. Accordingly, national policies established by Asian 
governments are also essential to encourage consumers to begin adopting EVs. A 
notable example is from Vietnam. Whilst such official policies as purchasing subsidies, 
the abolishment of quota policies, and tax exemption (Huang and Ge, 2019) could 
rapidly increase the sales of EVs (e.g., China) (CAAM, 2018), few official incentive 
policies for EVs were shaped by the Vietnamese government (Schröder and Iwasaki, 
2021). In addition, the infrastructure for EVs in Vietnam is underdeveloped in which 
charging stations and service stations for EVs were only built in three provinces, Hanoi, 
Da Nang, and Quang Nam (Schröder and Iwasaki, 2021). Due to the limited 
infrastructure for EVs in Vietnam, local Vietnamese EV manufacturing firms such as 
Vingroup intended to launch from 30,000 to 50,000 completely new charging stations 
to serve their own EVs (Schröder and Iwasaki, 2021). Taken together, introducing 
coherent policies and developing basic infrastructure for EVs also have a vital role to 
play in increasing EV purchasing rates and reducing thorny environmental problems in 
developing Asian countries. 
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