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Abstract 
The purpose of this paper is to evaluate the consumption of EVs in China in a consumer 
behaviour perspective. There is a range of categories of electric vehicles (EVs), but in this 
paper EVs refer to battery electric and plug-in hybrid battery electric cars as available 
products in mass market. What motivate consumers to do certain purchases will be 
examined first. Consumers’ attitudes in EVs will be measured next. Innovation and 
consumer outcomes will be then discussed. This paper will focus on China as it has 
played a significant part in global EVs consumption. 
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1. Introduction 

The electric vehicle is getting more public attentions in recent years. According to IEA (2021), 
the sales of EV have increased from 207,382 in 2015 to 1,159,582 in 2020 and are expected to 
increase to more than 4 million in 2025 in China. Although China has become the biggest EV 
market in the world, the EV sales share is still low (4.6% in 2020). The EV is green product. 
However, consumers seem to have positive attitudes but have relatively not higher desire to 
buy EVs. It is felt that this paper will have a reasonable illustration of how individual and social 
cultural factors influencing consumer’ s buying decisions of EVs.  

2. Motivation 

2.1. Motivation Process 
The occurring of motivation of EVs adoption is a complicated process. According to 
Solomon(2017, p.173), “the motivation occurs when a need is aroused that consumer wishes 
to satisfy”. To be specific, some consumers are not satisfied with conventional vehicles(CV), 
they tend to regard CV as outdated. Compared with conventional cars, EVs indeed have quite 
different attributes that consumers find them to satisfy functional, symbolic and hedonic needs 
(Solomon, 2017). For functional needs, electric vehicles undoubtably can satisfy the need of 
mobility, improving people’s travel efficiency. Just like conventional cars, the functional role of 
EV provides consumers the travel freedom. People can use EV to commute from home to 
workplace, to meet friends and to participate a plenty of activities. This is the basic function of 
EVs, and the prerequisite of being the alternative of CVs. Apart from this, an increasing number 
of consumers intend to buy the electric car because of higher performance. To some extent, 
performance could be presented by the power of engine and speed acceleration. EVs especially 
battery electric vehicles (BEV) generally have better performance than conventional vehicles, 
and EVs tend to have better cruising performance with fast acceleration and smooth driving 
experience (Skippon et al., 2016b).  
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In terms of symbolic needs, EV purchasing can be seen as a symbol of ethical or altruistic 
behaviour (Heffner, Kurani, and Turrentine, 2007). To be specific, in China, as many 
environmental protection measures have been implemented recently including reduction of 
usage of plastic and garbage classification, which means that citizens are encouraged to go 
green. Electric cars can have lower impact on environment than conventional cars. Due to this, 
the bahaviour of purchasing EVs is desirable and applausive, and community members tend to 
believe that EV owners are green consumers and policy advocators. Therefore, the EV functions 
as a symbol of environmental consciousness and a good quality of responsibility. As regards 
hedonic needs, many consumers are living in a digital world, and one of their essential needs is 
the Internet. As many EVs have a central operating system and can receive the software update 
services from brands, consumers find EVs joyful and excited. For one thing, Pearson (1970) 
presents that individuals are inherent novelty seekers, and people are willing to adopt new 
products. They find EVs interesting and innovative, and at the same time, the sensory 
stimulation of driving EV allows consumers to enjoy the fun of technology, as they just play with 
EV. For another, electric cars normally have a unique information and control system. Tesla 
model 3, one of the best sellers in china’s market, contains a 15 inch touch screen, allowing 
users to use maps, navigation, web browser, games, media player , voice assistant and any other 
apps. Like a bigger tablet, the screen in this car adds interaction and entertainment for 
consumers.  

2.2. Motivational Conflicts  
Although electric cars have desirable functions that can satisfy needs of consumers, as a new 
product, the adoption of EV still has undesired outcomes. When it comes to decision making of 
EVs, two or more conflicting ideas may happen at the same time. In this situation, consumers 
desire to get the positive outcomes but wish to avoid the negative ones simultaneously. In this 
way, an “approach-avoidance conflict occurs” (Solomon, 2017 p.176). Firstly, although energy 
and maintenance costs of EV seem to be low, the purchase price of EV is relatively high (Liao, 
Molin and van Wee, 2016b). From a long-term perspective, this conflict can be solved by 
governmental subsidies and advances in technology. The former can lower the buying price, 
and the latter drops the production costs down. From a short-term perspective, consumers 
could be persuaded by markers who tell them that EVs can save money every year even though 
the buying price is relatively high. Secondly, Evs tend to have higher performance with better 
acceleration time, but recharging time is relatively low. For example, EV users may take about 
several hours for a full charge at home (Liao, Molin and van Wee, 2016b). In addition, a 
relatively short driving range may put drivers into risks of dead battery when they are in a long 
trip. These conflicts could be partly solved by distribution of fast charging point nationwide and 
by installation of fast charging for EV owners for free. Thirdly, since low engine noise of EVs 
brings consumers better experience, some consumers begin to worry about the impact to other 
road users. In other words, pedestrians find it difficult to detect the engine noise of EVs, and 
this may increase the risks of traffic accidents (Labeye et al., 2016b). This conflict could be 
solved by improving the accuracy of sensors to alert drivers when detecting potential barriers 
or lives. All in all, consumers are highly motivated when negative outcomes are taken away and 
positive outcomes are presented. 

2.3. Means-end Value Chain 
People are motivated to buy electric cars because they link EV attributes directly to the 
instrumental values, then terminal values to end (Rokeach, 1973). According to Rokeach (1973), 
EVs can form many means-end value chains in consumers’ minds. Firstly, one of the EV 
attributes is the structure. Both EVs and HEVS have the electric motor which is quiet simpler 
than the Internal Combustion Engines(ICE) ( Schuitema et al., 2013b). This means that EV 
owners would spend less time on vehicle maintenance. This brings them the instrumental 



Volume 3 Issue 8, 2022 

DOI: 10.6981/FEM.202208_3(8).0022 

157 

Frontiers in Economics and Management 

ISSN: 2692-7608 

value- effective, getting the terminal value (a comfortable life) to end. The another means-end 
value chain begins from the attribute of no vehicle exhaust. Consumers would get the benefits 
of clean car trail and better air quality, reaching the instrumental value of clean, and then 
realizing the terminal value of a world of beauty. In addition, the low level of noise of EVs can 
be seen as another attribute, which benefits both EV owner and other people. This shows the 
instrumental value of the polite, and the terminal value of a world of peace to end. To 
summarise, consumer can climb up different means-end value chains of the EVs to realise their 
terminal values.  

3. Attitude  

3.1. The Complexity of Attitude 
Allport (1935 p.798) observed that “Attitudes are learned predisposition to respond to an 
object in a consistently favourable or unfavourable way”. This view is widely shared as Blythe 
(2013 p.138) states “Attitude is learned, and no one is born with attitudes”. Therefore, the 
exposure of EV information is the prerequisite for consumers to form their attitude about EVs. 
Consumers potentially know about EVs through many channels such as news about 
government incentive policies of EV, brand advertisements and even word of mouth from 
friends to shape their own minds. However, attitude is complicated and multifaceted, 
consumers can have their public and private attitude. To be specific, national’s policy in EVs has 
been introduced by the National Development and Reform Commission in 2004. It indicates 
that EV industry would be encouraged and supported by the central government (Yuan, Liu and 
Zuo, 2015). For consumers’ public attitudes, many of them show more positive attitudes 
towards EVs development. However, as for their private attitude, they may have more negative 
attitudes about EVs in terms of low charging speed, short driving range and higher prices.They 
are reluctant to share their negative ideas because they do not want to be in an unpopular 
position. 

3.2. Rational and Functional 
To further examine consumers’ attitude in EVs, the ABC model illustrates that attitude has three 
components: Affect, Behaviour and Cognition. Consumers have their feelings, thoughts and 
intentions (Solomon et al, 2016). Avery et al, (2010) also find that the three components are 
hierarchical. One of the three hierarchies is learning hierarchy, which is Cognition-Affect-
Behaviour. When consumer regards their purchasing behaviour as more important, or the 
product is rather expensive, they will follow this kind of hierarchy (Avery et al., 2010 p.163). 
Since a car is relatively expensive, many consumers tend to follow the learning hierarchy. 
Normally, consumers start with gathering more information about EVs, then they form a 
positive feeling towards a brand or a product and be ready to buy it in a certain time. Therefore, 
the information that consumers have gathered is more important, as that is the prerequisite of 
generating feelings. This is why EV brands always introduce new selling points containing new 
functions, new performance, and other distinctive attributes to attract consumers constantly. 
Information is presented for consumers to select and analyse because EV consumers are highly 
involved in buying EVs (Solomon et al, 2016).  
In addition, Consumer’s attitude has its functions. According to Katz (1906 p.163-204), “there 
are four functions of attitudes: utilitarian function, value expressive function, ego defensive 
function and knowledge function”. The electric car can protect our environment, so consumer 
may form the positive attitude of EV as it provides this reward. EVs make our environment 
better. This matches consumer value expression (to be a greener). Some consumers who form 
positive attitude of EVs may not be good at driving manual cars or backing the car into the 
parking space, as many EV brands is developing a more advanced aided driving and parking 
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system than that of conventional cars. This can be seen as the ego-defense function, which 
means that a consumer like EV because driving a conventional car is troublesome and 
demanding. For the knowledge function, the positive attitude towards EV allows consumers to 
think about the climate change, carbon dioxide and air pollution. Although they do not know 
exactly to what extent, driving EV can lessen the impact to the environment, consumers seem 
to recognise what the right things they do and what the desirable behaviour to benefit their 
local environment. 

4. Innovation 

4.1. Innovative Attributes of EV 
“An innovation is any product or service that is perceived to be new by consumers…these new 
products or services occur in both consumer and industrial settings” ( Solomon, et al, 2019 
p.539). As an innovative product, the EVs develop quickly as the rising concern about climate 
change and the advance of battery technology. In addition, it could be the alternative of CVs as 
EVs provide innovative benefits for users. To be specific, EVs provide consumers different types 
of benefits from its innovative attributes. Firstly, the EV provides functional innovations. 
Specifically, EVs are fuel effectively, saving consumers money and reducing the air pollution 
(Hoyer, Macinnis and Pieters, 2018). Secondly, it provides hedonic innovations. For example, 
most electric vehicles can get access to the Internet, interacting with consumers ‘other digital 
devices such as smart phones (Svangren, Skov and Kjeldskov, 2017). Thirdly, EV provides 
symbolic innovations. According to Solomon (2019 p.407), “a symbol innovation is a new 
offering that is used exclusively by a particular group of consumers”. Due to high electrification, 
many electric cars have advanced sensory functions, which helps consumer to detect the 
surroundings of cars. For example, Tesla introduced the guard mode which allows consumers 
to check the safety of the surroundings of their vehicles remotely, especially when their cars 
are not nearby. In this way, EV owners have a unique and higher safety level of the car in 
comparison with CV owners. 

4.2. Successful Adoption 
Solomon et al. (2019 p.544) present that there are five prerequisites for successful adoption of 
innovation product: “compatibility, trialability, complexity, observability, and relative 
advantage”. As for the EVs, it indeed provides the relative advantages in terms of performance, 
fuel efficiency, and exhaust emission. Also, it is undoubtably that EVs could be observed in many 
cities in China. However, EV may be only compatible with the urban life, which means that these 
people in cities normally have less long car trips, and may be more sensitive with energy costs 
of cars. The charging points are intensive in cities, and the energy cost of EV in cities is lower 
than CV. As for those who have high demand of mileage, EV is not quite compatible, because EV 
has a relatively short driving range (Liao, Molin and van Wee, 2016). With regard to the 
complexity, young people may master EV quickly as many electric car have quite similar logical 
operation with digital devices. For example, some famous EV brands in China, including Nio, 
Xpeng, Tesla and LiAuto all developed the car card and the app. The younger generation is 
relatively digital natives, so they find it joyful and efficient to unlock their EVs. However, for 
older generations in China, they may find it difficult to use their smart devices to interact with 
the EVs, as they have accustomed to drive conventional cars, inserting their real key to car door 
locker, hearing the noise of combustion engines. Under this circumstance, they may resist to 
buy EVs, and their attitude of EV functions may be as the “ego defensive” (Katz 1960 :163-204). 
Because of this, more and more EV brands in China are developing different channels such as 
apps, websites, physical shops and the experience area in malls, so consumers have many 
chances to take a trial of EV or to experience when sitting in the electric car, thereby enhancing 
the acceptance of this innovative product. 



Volume 3 Issue 8, 2022 

DOI: 10.6981/FEM.202208_3(8).0022 

159 

Frontiers in Economics and Management 

ISSN: 2692-7608 

5. Consumer Outcomes 

With more and more consumers buying electric cars, the EV production is roaring recently. 
According to IEA (2021), the EV sales have reached 3 million in the world in 2020. This means 
that a large volume of EVs is produced. Inevitably, a huge number of natural resources are 
consumed in EV production. Compared with CV, the production of EV requires different mineral 
resources such as lithium, nickel, cobalt and graphite. In addition, the consumption of copper 
has also increased. For one thing, the EVs contain higher copper than CVs. For another, the rapid 
increase of EV charging stations also consumes large amount of copper (IEA, 2021). The 
consumption of copper ore has made the mining sector a heavy burden in disposal of the mining 
waste including the mine tailings which contain sulphides (Nordelöf et al., 2014).  
Furthermore, in the revolution of electric cars, some are winners, but some have become losers. 
To be specific, the big consumption of EVs leads to a rising price of Cobalt which is the basic 
element of battery production (Banza Lubaba Nkulu et al., 2018, cited in Nelson, 2017). The 
world’s richest cobalt mine is in the Katanga, a region of the Democratic Republic of Congo. 
However, Gongo is one of the poorest countries in the world, and there are many people to dig 
cobalt ore by hand in dangerous conditions to make a living, selling for local companies to get 
money. Despite artisanal mining harms the health of local people because of the exposure of 
heavy metals, and the local authority has put manual mining as illegal behaviour, many people 
still dig cobalt by hand because to some extent, it is the only way for them to feed their families. 
In addition, local property companies have excavated many mining pits, resulting in mine 
tailings, which lead to environmental deterioration in local area. Although the local authority 
and the mining companies who cooperate with EV enterprise claimed that they will be 
responsible for the poor living condition of the local people, this circumstance still cannot be 
reversed in a short term. (Banza Lubaba Nkulu et al., 2018).  

6. Conclusion 

This assignment evaluates EV consumption from motivation, attitude, innovation and 
consumer outcomes perspectives. In terms of motivation, consumers could be motivated as EVs 
satisfy their three types of needs. EVs also provide consumers with distinctive attributes that 
could guide them to reach their terminal values. However, buying EVs still has undesirable 
outcomes that consumers cannot ignore, and the government and EV brands are trying to take 
away these outcomes to make consumers highly motivated. As for attitude, although many 
consumers have positive attitudes to EVs, they also concern more about drawbacks of EVs. 
Normally, consumers start with gathering information about EVs when they have buying 
intention. Therefore, more advantageous information can help consumers to generate positive 
feelings. With regard to innovation, EV provides consumers with functional, hedonic and 
symbolic innovations. However, apart from compatibility, observability, and relative 
advantages, trialability and complexity are more important for successful EV adoption. Giving 
consumers more opportunities to try and adapt driving EVs could reduce their feelings about 
the complexity of EVs. As regards consumer outcomes, there is no doubt that the production of 
batteries and charging facilities consumes more mineral resources including copper and cobalt. 
For poor nations, the exploitation of mineral resources sacrifices local environment and 
wellbeing of residents. Consumers tend to denounce the ‘dark side’ of EV development. Finally, 
it should be noted that a detailed examination of other factors affecting EV consumptions lies 
outside the parameters of this paper. For example, the attributes of plug-in hybrid battery 
electric vehicles (PHEV) and governmental subsidies and incentives to different types of EVs. 
These factors could be included and discussed in further work.  
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