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Abstract

As the number of vehicles in our country continues to increase, the demand for energy is also grow-
ing, leading to a sudden rise in environmental pressure. To improve environmental quality and
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reduce dependence on petroleum energy, new energy vehicles have emerged and quickly captured
the market. Based on this, this paper takes BYD’s new energy vehicles as the research subject, stud-
ying the factors influencing consumer purchases of new energy vehicles under a green context, and
providing certain suggestions for the development of new energy vehicles. This paper empirically
analyzes the factors influencing consumers’ purchase of new energy vehicles under a green context
from four dimensions: product characteristics, economic considerations, policy orientation, and
personal preference. The research hypothesis is proposed in conjunction with scholarly studies, a
theoretical model is designed, and measurement scales are developed. Data relevant to the hypoth-
eses are obtained through surveys, which validate the hypotheses. The conclusions of the study are
as follows: policy orientation, economic considerations, product characteristics and personal pref-
erence all have positive impacts on consumers’ willingness to purchase new energy vehicles under
a green context.
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Figure 1. SOR model
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Table 6. Overall reliability of the scale
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1] [)# 44 Cronbach’s a ZHUAZE] 1 0.947, X—Hfiixm TH AT IBME, RS RA W&
WES—EvE SRR, ISR B A T SE I T ARE .
N T HHBUR IR ) B S AERE B R, NI SR R SO AT TS RE AT, HAE Rk 7 Fos.

Table 7. Reliability statistics of the scale
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DOI: 10.12677/ecl.2025.1461726 185 TR 4TS


https://doi.org/10.12677/ecl.2025.1461726

Prsete

A3 Y FEBEAT (15 FE ST B 487~ , A 4R 1 Cronbach’s o RESEIER 1 0.7 MEIME, IEH] T HdE
Fy e FZ FR A E P RTRT SE A

4.2. BB

N T B ASTIE T T AL) R ) B AR A AR B8 75 RS i UL O I AR RE SR A, A SCHEAT T R T . X — AT
By SPSS 20.0 # A, @id KMO Wl B2 & Bartlett FEKEFER:, BIEIUEEEEAKIEHE. KMO 18R
AT 0.5, WE/RAR & ] OCHRIEALSS, AHERIAT R 7700 Rz, KMO i fies HEin T 1, R E
) B B, &S T ITE . Bartlett BRIZA LG H (78 TR A8 & 8] = BAEE S 12 LI
MOTME . IR IR 0 B KCE p [T 0.05 B, FEARBE RN, A B S T p
B/NT 0.05, JUHIFSEAR & [A1AF7E W3 AH G, AT DA R 74T o

Xof 1) o TR A H B (B G T, RS T O TR R AR B KMO B ARIE B EATSS & Bartlett’s
BB R4 R, Wk 8 Fik.

Table 8. Test of KMO and Bartlett
%% 8. KMO 70 Bartlett B3¢

EURE 2 5 (¥ Kaiser.Meyer.Olkin ¥ & 0.923
EALRTT 2143.797
Bartlett [1ERTE E L0 df 190
Sig. 0.000

MRAEE 8 Fonsdii, A1 KMO [ER(EIAS] 0.923, X—HHEE ST A NG 0.5, UERA
& A AL B AEAE R A G . Bartlett’s BRI FERGIG A0 G112 PR 20 0.000, KT 0.05 FH M
RENEKF, U IX S A B A AR AR R AR SCE, BRI B 7 i 5 AT IR AR . T AR
SR FH 28 Se R B 3R YR B SE AT SO B O, DA TS IAE, DI, FESEAEEATE
IR 5 e o3 A, PR AR AT BT ST — B A LA .

4.3. FHXMSHT
B MM 45 £ 9 Fos.

Table 9. Mean, standard value and correlation matrix
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Table 10. Regression analysis of product characteristics and consumers” willingness to buy BYD new energy vehicles
F 10. oty SEREW L TR RERER)AS R

T S5 A df ¥1J5 F Sig.
EYE 33.414 1 33.414 131.358 0.000b
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Table 11. Regression analysis of economic considerations and consumers’ willingness to buy BYD new energy vehicles
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Table 12. Regression analysis of policy orientation and consumers’ willingness to buy BYD new energy vehicles
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Table 13. Regression analysis of individual preferences and consumers’ willingness to buy BYD new energy vehicles
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