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ABSTRACT

The study overview of the current automotive market in Malaysia, emphasizing the need for a transition to
electric mobility to reduce carbon emissions and dependency on fossil fuels. The problem statement stresses
the necessity of identifying the factors influencing Malaysian consumers' intention to adopt EVs, noting the
potential economic and environmental benefits of widespread EV adoption. The research questions focus on
the consumers' intention to adopt EVs and aim to evaluate the key determinants of EV adoption among
Malaysian consumers. The scope and limitations of the study specify that it concentrates on consumers in South
zone of Malaysia and employs the final version of the Technology Acceptance Model (TAM 1.0) by Venkatesh
and Davis (1996). The study will distribute questionnaires to a representative sample of 345 respondents, and
the findings will be generalized to the regional context. Limitations include the regional focus and potential
variations in consumer behaviour across different areas. The significance of the study lies in providing insights
into the factors driving EV adoption, which can inform policymakers, automakers, and stakeholders in
developing effective strategies for promoting EV usage. This research serves as a valuable reference for
understanding consumer behaviour towards EVs and supporting the transition to sustainable mobility in south
zone of Malaysia.
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INTRODUCTION

In order to prevent environmental degradation considering the rising global carbon emissions, it is imperative
that further environmental protection measures be implemented. One effective way to do this is to encourage
the use of electric vehicles. According to Alanazi (2023), the use of fossil fuels is a primary cause of global
warming and, if unchecked, might lead to catastrophic climate change. The emission of carbon dioxide and
temperature by traditional fuel-powered engine vehicles adversely impacts the environment and society, it
significantly contributing to greenhouse gas emissions (Broadbent et al., 2017).

93% of cars in Malaysia are internal combustion engines, which is almost the highest percentage in the world
(Malaysian Automotive Association, 2023). One of the causes for the low percentage of electric vehicles is also
the low level of public awareness of these vehicles. First, there isn't enough demand. The Malaysian Automobile
Association (MAA) projects that just 2,631 electric vehicles would be sold in Malaysia in 2022. By contrast,
the nation sells roughly 720,000 vehicles overall, of which the former makes up a pitiful 0.4%. Furthermore,
by the end of 2022, there will be over 30 million registered cars in the country, compared to about 100,000
domestic electric vehicles.

Therefore, sales and the overall quantity of electric vehicles are still negligible when compared to fuel-powered
automobiles. It is certain that foreign producers of electric vehicles will be hesitant to establish production
facilities in Malaysia. Since 2022, around 18 million cars have been registered in Malaysia, with one car owned
by every two individuals. There is a very high automobile density. The Malaysian electric vehicle market is
fresh compared to other. Thus, by better knowing Malaysian consumers' choices, local automakers and dealers
can gain from studies on their intentions to buy electric vehicles.
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During the United Nations Climate Change Conference (UNFCCC) in 2009, the Malaysian government vowed
to reduce its annual carbon emissions by 40% by 2020. It is noteworthy, however, that non-renewable practices
and policies are absent from the green industry (Muzir et al., 2022). Since fuel-powered vehicles with
inadequate emission standards are the main contributors to annual greenhouse gas emissions, new solutions
must be developed. The integration of electric vehicle culture into Malaysian economics serves as an example
of a feasible approach. Getting people to adopt and use EVs on a broad scale is the issue, the factors like
infrastructure, after sales services, regulatory legislation, and maintenance costs that will become the key
concerns when Malaysian consumers switch from fuel-powered vehicles to electric vehicles.

The government has announced initiatives including the quick construction of fast charging infrastructure, even
though it still urges people to buy electric cars. These steps may be essential for swiftly reducing the amount of
oil used in the transportation industry. The Malaysian government has, however, taken very few steps thus far
to encourage the switch to electric vehicles. Additionally, this has made consumers less inclined to switch to
EVs.

Despite the rapid growth in sales, electric vehicles still account for a relatively tiny percentage of all vehicles.
In Malaysia, about 720,000 automobiles will be sold in 2022. Customers still appear to favour fuel-powered
cars. It is evident that major players in the electric car industry, including Tesla and BYD, recognize the
potential of the Malaysian market for electric vehicles. Furthermore, as of January 1, 2022, the Malaysian
government will be offering several tax exemptions for both locally assembled EVs and imported complete
EVs.

Customers should expect fewer moving parts in electric automobiles than in traditional ones. Throughout the
course of the vehicle's life, this minimizes maintenance requirements and expenses. The advantages electric
cars have for the environment inspire some buyers. Air pollution and greenhouse gas emissions can be decreased
by driving electric automobiles. Market employment in manufacturing, research and development, and
infrastructure development has been spurred by the expanding electric vehicle industry. In these fields, skilled
labour is in greater demand as the demand for electric vehicles rises. Lastly, the Malaysian government believes
that electric cars achieve public health and environmental objectives. Reducing emissions contributes to better
air quality, cheaper medical expenses for illnesses brought on by pollution, and a smaller total environmental
effect. Governments might also spend money on infrastructure related to electric vehicles, such charging
stations, which can temporarily boost the economy and add jobs.

LITERATURE REVIEW

This chapter delve deep into understand Malaysian consumer beliefs in influencing the choice for sustainable
mobility through the uptake of electric vehicles (EVs). Generally, as the world shifts to adopting sustainable
means of transport in a bid to curb environmental degradation as well as use more environmentally friendly
means instead of fossil fuels, is it important to know the factors that are influential in EV adoption. Introducing
and gradually implementing the use of EVs into this rapidly growing economic environment is Malaysia; it is
crucial to gain a working understanding of its consumers. The review being undertaken here seeks to provide
an analysis and integration of studies that link perceived usefulness, perceived ease of use, attitude towards
EVs, and consumers’ intention towards the adoption of EVs. This is done by evaluating previous studies to
establish lesions, contradiction and eagerly needed study area. In totality, this review aims at enriching the
knowledge of policy makers, industry players, and academicians with imperative findings that relate to
sustainable mobility context in Malaysia.

The concept of sustainable mobility encompasses various dimensions and is closely linked to social issues like
sustainable development and the Sustainable Development Goals (SDG). Sustainable mobility involves topics
such as smart mobility, smart cities, micro-mobility, shared mobility, and Mobility as a Service (MaaS) (Daniela
etal., 2023). It is essential to understand the multidimensional nature of sustainable mobility and its connection
to broader social issues to effectively address challenges in this field (Manuel et al., 2022).

When defining sustainable mobility, it is crucial to consider its implications for marketing strategies like
ecological or green marketing, as well as its alignment with the principles of marketing 3.0 and 4.0.
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Additionally, the adoption models of information systems related to sustainable mobility play a significant role
in shaping consumer behaviours and preferences towards sustainable urban mobility (Gallo et al., 2020).
Understanding these adoption models is vital for promoting the adoption of technological products that support
sustainable mobility goals. In the context of sustainable mobility, it is important to address research questions
such as the topics frequently discussed in the scientific literature on sustainable mobility and the theoretical
frameworks useful for studying adoption models of technological products in this field. By exploring these
research questions, gaps in the literature can be identified and filled, leading to a better understanding of
sustainable mobility and the factors influencing its adoption. Therefore, when defining sustainable mobility, it
is essential to consider its multidimensional nature, its connection to broader social issues, its implications for
marketing strategies, and the adoption models that influence consumer behaviours in the context of sustainable
urban mobility.

Meanwhile, a vehicle that runs on electricity and is pushed by one or more electric motors utilizing energy
stored in rechargeable batteries is known as an electric vehicle (EV). Internal combustion engines (ICEs) in
conventional vehicles generate emissions; in contrast, electric vehicles (EVs) are quieter, more responsive, and
have a higher energy conversion efficiency (McKinsey, 2023). Due to their ability to reduce greenhouse gas
emissions and promote environmentally friendly transportation options, EVs are essential in the shift to
sustainable mobility. In Malaysia, where transportation significantly contributes to national greenhouse gas
emissions, the adoption of EVs is seen as a key strategy to address environmental concerns and promote
sustainable urban mobility (Kalhoro, et al., 2021).

Factor Influencing Customers' Intention

The factors influencing customers' intention encompass a range of psychological, social, and environmental
elements that impact a customer's decision-making process. It can be convenient factors like the capability of
the website and availability of the product, psychological-some aspects put into usefulness and satisfaction,
promotional-some elements like discounts and offers, technical with reference to the website and the product,
and consumer motivation that involves the values and beliefs. For example, research findings show that
attributes like satisfaction and perceived usefulness are crucial factors that affect users’ continuing purchase
intentions which underlines the significance of other variables into marketing initiatives. It is significant for
businesses to consider these aspects since they explain the variances that ought to be managed to improve
customer shopping experience.

Perceived Usefulness

Perceived Usefulness (PU) is a basic idea to comprehend consumer actions, especially in the field of technology
acceptance. It comes from Davis's Technology Acceptance Model (TAM) that was suggested in 1989. The term
"perceived utility" focuses on how much one person thinks using a specific system or technology would boost
their work output or, more generally, make better his/her everyday tasks and actions. For electric vehicles (EVs),
this concept includes advantages people link with switching to EVs such as saving money, helping environment
and improving driving experience.

In Malaysia, the major issue regarding supply of electric vehicles is that electricity price doesn't compete well
with gasoline price and lack in construction for charging infrastructure. When we talk about EVs (Electric
Vehicles), they have less mileage on single charge compared to ICEVs (Internal Combustion Engine Vehicles).
Thus, how to charge quickly becomes a pressing problem which needs solving by electric vehicles (Thean, Hon
& Sade, 2023).

Government incentives, according to some researchers, might promote the usage of electric vehicles more often.
EV adoption may also be aided by their cheaper operating and maintenance expenses. In the end, the initial
greater cost of buying electric cars is offset by a drop in total ownership expenses. Government financial policies
play a crucial role in promoting the use of electric vehicles. Studies have shown that purchase tax reductions
have a significant impact on consumers' purchase intentions. European customers are particularly concerned
about maintenance costs and import taxes for electric vehicles, as evidenced by research conducted by P16tz et
al (2014) and Hidrue et al (2011). These findings suggest that these regulations could incentivize people to buy
electric vehicles.
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The rise of technology continues to enhance the capabilities, safety features, and driving range of electric
vehicles (EVs). Consumers place significant importance on these characteristics. Practical studies indicate that,
in addition to environmental and social factors, vehicle performance is crucial (Amin et al., 2020). In a study
by Egbue and Long (2012), potential buyers identified EV performance aspects such as safety, reliability, and
driving range as barriers to adoption. While the environmental and sustainability benefits of EVs are recognized,
vehicle performance factors often have a greater influence on adoption decisions.

The findings suggest that, even though EV owners are responsive to environmental considerations, the primary
factors influencing their decision to purchase another EV include safety, reliability, cost, and driving range.
Consumers prioritize performance and convenience in their purchasing decisions. Dutta and Hwang (2021)
demonstrated that performance attributes significantly impact consumers' intentions to buy, with individual
decisions being shaped by perceptions and beliefs about vehicle performance.

The driving experience is another crucial factor influencing the decision to purchase electric vehicles (EVS).
While its impact may not be as immediate as cost and financial incentives, it still plays a significant role in
consumer considerations. Research by Kihm and Trommer (2014) suggests that consumers who purchase EVs
often view their performance, quietness, and safety as being superior compare to those of traditional fuel
powered vehicles.

Perceived Ease of Use

Perceived ease of use deals with how easy or hard users consider a particular technology to be as identified by
(Venkatesh & Davis, 1996). It takes an interest in matters concerning usability in terms of whether users
consider the technology simple to use or is considered complex. Regarding the purchase intention, users with
the inclination to adopt new technology accommodation, these users have a better appreciation of the new
technology that would enable them to use them and their intention to purchase the new technology altogether.

In recent years, there has been a noticeable increase in the popularity of EVs, which may pose challenges for
some older and less tech-savvy consumers. Transitioning from a traditional wired phone to a smartphone also
requires a learning curve. This highlights the importance of public relations efforts to raise awareness and
promote social acceptance of electric vehicles, as well as educate consumers on their convenient use.

Consumers' views on the ease of using electric vehicles are influenced by various factors such as awareness,
education, government policies, technology, and personal experience. As the EV market expands and
technology advances, it is crucial for companies in this industry to address these factors to make EVs more
accessible and accepted by a wider population. A key factor that directly impacts perceived ease of use is
consumers' confidence in operating electric vehicles (Muller, 2019). If EVs are seen as user-friendly and
convenient, this positive perception can significantly influence purchasing decisions and improve overall
awareness and acceptance of EV technology.

Additionally, manufacturers and policymakers need to focus on simplifying the user interface and improving
the charging infrastructure to further reduce barriers to adoption. Providing comprehensive education and
information about the benefits and functionalities of EVs can also play a crucial role in shaping positive
consumer perceptions. Effective communication strategies and hands-on experiences, such as test drives and
demonstrations, can help potential buyers feel more confident in their ability to use and benefit from electric
vehicles.

All of these research studies showed significant evidence supporting the moderating effect, as seen in the strong
correlation between how easy people perceive new technologies to be and their intended use. As discussed in
the literature review of this study, previous research has produced conflicting results about the connection
between perceived ease of use and the intention to purchase electronic vehicles. Therefore, it is crucial for this
study to explore this relationship.

Social Influence

The incorporated variable, Social influence (SI) for this study, is defined as an individual’s perception
influenced by their surroundings of people such as family, friends, colleagues, etc., and their belief they should

Page 471

www.rsisinternational.org



ICTMT 2025 | International Journal of Research and Innovation in Social Science (1JRI |CTMT
ISSN: 2454-6186 | DOI: 10.47772/1JRISS 2025

Special Issue | Volume IX Issue XXVI11 November 2025
MALAYSIA

use a particular technology or system (Venkatesh et al., 2003). Social influence is not confined to certain groups;
it can be found in a variety of social contexts and shapes people's beliefs and actions through compliance,
acknowledgment, and acceptance of norms and expectations (Qourrichi, 2023). In these circumstances of EV
usage, social influences like subjective norms and image are the factors that impact urban areas’ working adults’
perception of intention to use EVs from social pressure or support from their social networks.

Previous studies have shown that social influence is a major factor in determining a person's intention to use an
electric vehicle. Based on the study on intention to use electric vehicles in the Himalayan region by using the
UTAUT model, founds no impact in regards to social influence towards influencing EV intention (Singh et al.,
2023). On the other hand, a study carried out to determine the impact of social influence and image towards
initial technology usage, the result shows that social influence does not have a substantial impact on first-hand
usage of technology while image could be a strong predicator on behavioral intention to use EV (Lampo &
Silva, 2022). Although, certain studies emphasis that social influence does not show strong influence in the
context, there are still studies that show intention to use EVs is positively affected by social influence as a
critical factor in UTAUT which subjective norm and image are essential for EV owners (Silva et al., 2022).

Facilitating Conditions

Facilitating conditions is the extent to which a person believes that an organisational and technological
infrastructure is in place to support the deployment of a system or technology (Venkatesh et al., 2003).
Facilitating conditions under EV usage, supportive policies, incentives, and infrastructure are the aspects that
are possible to achieve and encourage working adults in urban areas to use EVs.

Previous studies stated that facilitating conditions have a significant influence on the intention to use electric
vehicles (Singh et al., 2023; Jain et al., 2022). Facilitating conditions like the accessibility of charging stations
and government initiatives are the key players to drive the intention to use electric vehicles. In Malaysia, the
limited coverage of public charging stations is frequently cited as a key obstacle hindering greater EV uptake
(Shakir et al., 2021; Yong et al., 2021), and therefore followed by (Muzir et al. (2022), concluded that perceived
accessibility of public charging stations played a significant role in shaping Malaysian’ specifically working
adults’ intentions to use EVs. Aside from infrastructure, government efforts such as tax exemption, financial
subsidies, etc. are also significant in affecting working adults in urban areas. For example, stimulus plans
launched by European governments and financial incentives such as tax reductions have significantly increased
the number of electric vehicle registrations in Europe (Ajanovic, 2022). Purchasing data on electric vehicles
from multiple nations that provide infrastructure and support policies such as rebates and tax reductions for EV
owners has shown a positive influence on electric vehicle usage (Randmaa et al. 2017 as cited Ramachandran
et al, 2023).

Despite that, a study conducted in Malaysia regarding EV usage indicates that the intention to use electric
vehicles is negatively impacted by facilitating conditions, their respondent included lecturers, postgraduate
students, and employees in Kuala Lumpur (Khazaei, 2019). Hence, it is essential to further study the relations
of facilitating conditions whether it is significance or positive and negative influence on consumers’ intention
to use EVs in South Malaysia.

Changing Effect of Attitude toward EVs

Attitudes represent an individual's subjective experience concerning their intentions and inclinations, making
consumer attitudes towards electric vehicles (EVs) diverse and non-uniform. Attitudes encapsulate evaluations
and judgments about a product or service, reflecting an individual's assessment of a firm, product, or service.
According to past research, attitudes consist of three components: behavioural, affective, and cognitive. The
cognitive component relates to a person’s beliefs, thoughts, and perceptions regarding an object or cause
(Dasharathraj et al., 2020). In the context of electric vehicles, cognitive aspects of attitudes may include beliefs
about the environmental benefits or drawbacks of EVs, and the level of trust or distrust in the new technologies
used in these vehicles. For instance, some individuals might perceive electric vehicles as environmentally
friendly and technologically advanced, while others might have reservations about their reliability or
environmental impact.
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Research on the preferences of electric vehicle consumers in China and found that consumers' environmental
attitudes indirectly impact their intention to adopt electric vehicles. The study revealed a positive association
between pro-environmental attitudes and the acceptance of hybrid electric vehicles, indicating that positive
environmental beliefs can positively influence consumer attitudes towards EVs (Wang et al. 2017). The
intention to adopt electric vehicles (EVS) is influenced by cognitive and subjective norms. Participants with a
stronger inclination towards EVs also showed higher levels of acceptance for the new technologies integrated
into these vehicles and a better understanding of environmental protection in daily life (Kim & Park, 2011).

According to Trivedi and Kishore (2020), attitudes play a crucial role in determining purchase intentions, and
marketers shouldn't undervalue this influence. Sheth and colleagues (2011) noted, however, that while Indian
customers indicate a propensity to buy eco-friendly products, this willingness hasn't always converted into actual
purchases. Rendering to research by Kim & Park (2012) and Julian (2019), consumer acceptance of automobiles
is strongly impacted by views towards technology and environmental protection. As a result, views of consumers
towards electric vehicles can be divided into two primary groups: attitudes towards technology and attitudes
towards the environment.

Attitude towards Environment

Concern for the environment has been listed as major relevant factor affecting consumer takeaway decision in
electric vehicles. While analysing consumers’ choices to determine the factors that influence the decision of an
individual to embrace the use of electric cars, studies have revealed that consumers with a higher attitude
towards conservation are more likely to adapt to the use of electric cars to mitigate their carbon footprint. This
is because electric vehicles are environmentally friendly and provide a sustainable solution compared to the
Internal Combustion Engine vehicles, which are known to contribute significantly to the greenhouse gases
emission (Bryla et al., 2022).

In the same time, it has also been established that the consumers who are concerned with environmental issues
are in a better position to be persuaded by environmental advantages that have come with the products or
environmental disadvantages of not patronizing the product for instance, reduction of air and noise pollution
(Higueras Castillo et al. 2023). Also, one can identify that postconsumer environmental awareness increases a
willingness to pay a premium for electrical cars which are one of the most influential factors influencing the
adoption of new technologies.

Attitude towards Technology

Understanding the attitudes toward technology has emerged as a core way of understanding consumer adoption
of electric vehicles. According to (Chan et at, 2015) the degree of perceived innovation influences the level of
technology acceptance which in this case is the propensity for individuals to purchase electric vehicles since
they consider them to be technologically advanced. This is due to the fact that electric vehicles have some
enhanced features like regenerative braking, enhanced safety, and enhanced performance as is always related to
the improvement in technology (Bennett & Vijaygopal, 2018). It has also been discovered that there is an
increase of consumers changing their decision making on the technological qualities of electric cars due to
technological fluency like; home charging or use of public terminals (Bryta et al., 2022). Furthermore, the
analysis has indicated that consumers, who are tech-savvy, are more inclined to purchase electric cars and can
afford the upgraded technologies that are incorporated in the car industry (Tiwari et al., 2020).

METHODOLOGY

According to Nayak and Singh (2015), research design is a process that aims to establish a plan of activities to
respond satisfactorily to research questions identified in the exploratory phase, including selecting research
methods, operating structures of interest, and developing appropriate sampling strategies. In this context,
research design serves as a strategy that utilizes empirical data to address research questions. Furthermore,
Saunders, et al. (2019) identified three types of research design that is exploratory research, this kind of study
is used by analysts to identify phenomena and comprehend a subject more thoroughly. study that is descriptive
seeks to accurately describe people, places, or things that are pertinent to the study questions. Explanatory study
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is carried out to examine a situation or problem with the aim of elucidating the link between factors. A
descriptive research design to understand consumer intentions to adopt electric vehicles (EVs) in Southern
Malaysia. This approach was chosen because descriptive research can be effectively conducted using specific
data collection methods such as surveys. This design will allow the researcher to collect detailed information
on consumer perceptions, attitudes, and intentions towards EV adoption.

Research Choices

This research adopts a mono-method quantitative approach, where data is collected and analysed using a
quantitative method. This choice is suitable to test the hypotheses derived from the TAM model, as its ability
to measure in numerical and analyse the relationships between the independent and dependent variables.

Quantitative Study

The quantitative study will be employed to conduct the research methodology, the results are able to provide
researcher the with assistance in identifying data in a scientific manner. The reason for applying this method by
collecting quantitative data is to determine the correlations between the independent and dependent variables.
Numerical form will be gathered through quantitative data for data analysis (Noyes et al., 2019).

Hence, the data obtained should be aligned with objective, measurable, and statistical data.
Source of Data

The data for this study will be collected from two main sources: primary data and secondary data. The choice
of data sources is crucial in ensuring the validity and reliability of the findings. Primary data will be collected
through a survey of South Malaysian consumers to gather original data specific to the research questions and
objectives. Secondary data, on the other hand, will be sourced from existing literature, reports, and analyses to
provide context and background information for the study (Data Types and Sources, n.d.).

Primary Data

For this research, primary data will be collected from working adults in Johor, Malaysia, using standardized
questionnaires. The questionnaire will gauge several variables, including perceived usefulness (PU), perceived
ease of use (PEOU), attitudes towards electric vehicles (EVs), and the intention to adopt EVs. Additionally, the
questionnaire will assess social influence (the effect of friends and peers on the intention to use EVS), facilitating
conditions (availability of infrastructure and support for EVs), and environmental concern (awareness and
attitudes toward environmental issues and the perceived impact of EVs on environmental protection). This
approach aims to provide comprehensive insights into the factors influencing the adoption of electric vehicles
in Johor.

Secondary Data

Secondary data sources will be used to provide context and background information for the study. These may
include existing literature on consumer adoption of EVs and the factors influencing purchase decisions,
government reports and statistics related to the Malaysian automotive market and EV adoption, and industry
reports and analyses on the EV market in Malaysia and Southeast Asia. While primary data is essential for
addressing the specific research questions, secondary data can provide valuable insights and help contextualize
the findings (Busayo.Longe, 2020).

Research Location

This study will be conducted in Southern zone Malaysia, an ideal location for this research due to its dynamic
economic growth and significant automotive market, which mirrors the broader trends in South Malaysia
(Institusi Kerajaan, R&D). The study will select participants from various parts of south zone to ensure a
comprehensive sample that reflects the diverse demographics of the state. By recruiting participants from
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different urban and rural areas within Johor, the research aims to capture a wide range of consumer perspectives
on EV adoption. This approach will help in understanding the key determinants influencing the uptake of EVs
in this specific region.

Survey participants will be chosen to represent a variety of regional, ethnic, income, and urban-rural
backgrounds. This diversity is crucial for generalizing the study's findings and ensuring their applicability to
the broader Malaysian consumer market. The research will be conducted in compliance with the regulations
and guidelines set forth by the Malaysian government for conducting research in the country. This includes
obtaining necessary approvals, adhering to ethical standards, and collaborating with local institutions and
organizations as required (Official Portal of Ministry of Economy, n.d.).

Sampling Design and Population

The research will use a basic random sampling design to choose participants from the Malaysian consumer
community. With simple random sampling, every member of the population has an equal chance of being
chosen for the sample. This is a probability sampling technique. Given that the current study is to explore the
factors influencing customers' intentions to use electric vehicles (EVs) this sample strategy is appropriate. The
study can ensure that the sample is representative of the larger population of Malaysian consumers by
employing simple random sampling, enabling more broadly applicable conclusions within this particular area.

The goal of the study is to gather information that appropriately depicts the variables influencing Malaysian
customers' decision to purchase electric automobiles. All members of the public can participate equally in this
method, which makes it possible to identify any patterns or differences in the responses of consumers from
various Johor demographics. Every individual in this population will be given a unique identifier, and the
number of survey participants will be chosen at random using a random number generator.

The study plans to collect responses from 300 participants respondents to ensure a robust and statistically
significant sample size. This approach will help ensure that the findings are reflective of the diverse consumer
base in Johor and provide valuable insights into the regional factors affecting EV adoption, which can then
inform broader national strategies and policies.

Data Collection

This research will employ a survey method for data collection. Questionnaires will be distributed to participants
through various channels. Primarily, a digital version of the questionnaire, accessible via a Google Form link,
will be shared with respondents through social media and other online platforms. This approach ensures rapid
distribution, reduces research costs, and facilitates quick responses. To enhance the accuracy of the responses,
the questionnaires will be distributed in locations such as car dealerships and shopping malls where vehicles
are displayed. Respondents will be invited to scan a QR code to access the Google Form questionnaire.
However, due to concerns about privacy and data security associated with QR codes, paper versions of the
questionnaire will also be provided upon request.

To maximize the response rate, efforts will be made to distribute questionnaires in person whenever possible,
in addition to online distribution. Before respondents complete the questionnaire, the purpose of the study will
be clearly explained, emphasizing that the collected data will be used solely for academic research. This
clarification is intended to encourage greater participation in the survey.

Data Analysis

After collecting data through the online survey, the researcher will use the Statistical Package for Social Science
(SPSS) to examine the data. The comprehensive statistical program SPSS can perform efficient data analysis.
The researcher's interpretation of the findings is also rather straightforward. Several techniques, including
descriptive analysis, reliability analysis, and regression analysis, will be used by the researcher to assess the
data in this study.
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RESULTS AND DISCUSSION

The first objective of this study was to propose a model for understanding the factors influencing customers'
intention to use electric vehicles among consumers in the south zone of Malaysia. The selected independent
variables—Perceived Usefulness (PU), Perceived Ease of Use (PEOU), Social Influence (SI), Facilitating
Conditions (FC), and Consumers’ Attitude (AT)—were included based on their theoretical and practical
relevance to EV adoption.

The framework aligns with established technology acceptance theories (e.g., TAM and UTAUT) and the unique
attributes of EVs as an emerging technology. Here's the rationale for including each element:

Perceived Usefulness (PU), introduced in the Technology Acceptance Model (TAM) by Davis (1989), examines
whether consumers perceive EVs as beneficial, such as by reducing costs or improving environmental outcomes.
This factor is critical in shaping consumer intention, as shown in studies like Kumar and Alok (2020), where the
perceived benefits of EVs, such as lower operational costs, were major drivers for adoption.

Perceived Ease of Use (PEOU) reflects the simplicity or complexity of using EVs. Davis (1989) emphasized its
role in reducing the cognitive effort required for technology adoption. In the EV context, Rezvani et al. (2015)
found that concerns about the complexity of charging and operating EVs negatively impacted their acceptance,
highlighting the importance of user-friendly technology to encourage adoption.

Social Influence (SI) evaluates how social pressures or recommendations affect decisions. Venkatesh et al.
(2003), in the Unified Theory of Acceptance and Use of Technology (UTAUT), identified SI as a key
determinant of behavioral intention. In Malaysia, cultural and social norms significantly influence consumer
behavior. Studies like Noppers et al. (2015) demonstrated that societal trends and peer recommendations play a
crucial role in the adoption of sustainable innovations like EVs.

Facilitating Conditions (FC) refer to the availability of resources and support systems necessary for adoption,
such as charging infrastructure and government incentives. Venkatesh et al. (2003) noted that adequate
facilitating conditions reduce barriers to technology usage. Sovacool et al. (2018) emphasized that a lack of
infrastructure often deters consumers, even if they have a positive attitude toward EVs.

Finally, Consumers’ Attitude (AT), based on the Theory of Reasoned Action by Fishbein and Ajzen (1975),
assesses consumers’ overall evaluation of EVs. Zhang et al. (2014) found that positive attitudes, such as
environmental awareness or interest in innovative technology, are strong predictors of adoption. These elements
were chosen for their robust theoretical foundation, practical relevance, and contextual applicability. Drawing
from established models like TAM and UTAUT, the model reflects specific challenges in Malaysia, such as
limited infrastructure and evolving social norms. By integrating individual perceptions, external influences, and
practical enablers, the model provides a comprehensive framework for understanding the factors influencing EV
adoption.

Second objective is to investigate the factors influence consumers' intention to adopt electric vehicles in South
zone of Malaysia. The first objective of this study was to explore how perceived usefulness (PU), perceived ease
of use (PEOU), social influence (SI), facilitating conditions (FC), and attitude (AT) impact consumers' intention
to adopt electric vehicles (EVS) in the South Zone of Malaysia. Multiple regression analysis was employed to
test the relationships between these independent variables and the dependent variable, intention to adopt electric
vehicles (DV).

The findings revealed that perceived usefulness (PU) was found to have a significant positive influence on
consumers' intention to adopt EVs (p = 0.007). This indicates that when consumers perceive EVs as beneficial
and capable of enhancing their daily activities or productivity, their intention to adopt EVs increases. This aligns
with the hypothesis that PU plays a critical role in shaping behavioural intentions. Studies in Malaysia and other
regions confirm that consumers who recognize the functional advantages of EVs are more inclined to adopt
them. For example, a study by Wang et al. (2021) demonstrated that the perceived economic and environmental
benefits of EVs positively influence adoption behaviour.
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Facilitating conditions (FC) and attitude (AT) have a significant positive influence on consumers' intention to
adopt EVs, with p-values of 0.000 for both variables. Facilitating conditions, such as access to charging
infrastructure, government incentives, and technical support, have a significant positive influence because they
reduce the perceived barriers to EV adoption. When consumers feel that resources and support systems are
readily available, they are more confident about adopting new technologies. Research by Azad et al. (2023)
found that the availability of EV infrastructure significantly impacts consumers' willingness to transition from
traditional vehicles to EVs, particularly in developing countries. This is especially true in the South Zone of
Malaysia, where the expansion of EV-related infrastructure is a critical factor in encouraging adoption. Similarly,
a positive attitude (AT) toward EVs plays a critical role in driving their adoption. A positive attitude toward EVs
significantly influences adoption because attitudes are directly linked to intentions and behaviours. Consumers
with favourable perceptions of EVs, driven by environmental concerns, technological curiosity, and perceived
prestige, are more likely to adopt them. The Theory of Planned Behaviour (TPB) suggests that attitudes strongly
predict behavioural intentions. For example, Lim et al. (2022) found that Malaysian consumers who held positive
attitudes toward the sustainability and technological sophistication of EVs demonstrated higher adoption rates.

However, Perceived Ease of Use (PEOU) and social influence (SI) were found to have no significant influence
on consumers’ intention to adopt EVs, as their p-values (PEOU = 0.280, SI = 0.249) were above the significance
threshold of 0.05. These factors may be influential but not as strong as the main factors when it comes to
influencing the intention to use electric vehicles such as the steps to learn to use electric vehicles. Similarly,
social influence (SI) indicates that peer or social pressure may not be a decisive factor for EV adoption in this
region. Consumers appear to rely more on their individual perceptions and practical considerations rather than
social influence when making decisions about EVs.

In conclusion, the findings indicate that perceived usefulness, facilitating conditions, and attitude are the key
factors influencing consumers’ intention to adopt EVs in the South Zone of Malaysia. These results emphasize
the importance of highlighting the practical benefits of EVs, improving infrastructure, and fostering positive
consumer attitudes. On the other hand, the lack of significance for perceived ease of use and social influence
suggests that these factors may be less relevant in shaping adoption intentions and may require less emphasis in
future strategies or campaigns.

Third Objective is to examine which of the factors has the strongest influence on the consumers’ intention to
adopt EVs in South zone of Malaysia. This study aimed to identify the factor with the most significant impact
on consumers' intention to adopt electric vehicles in the south zone of Malaysia. Based on the multiple regression
analysis results, attitude (AT) emerged as the strongest predictor, with the highest unstandardized coefficient (B
=0.521) and a significant p-value (p < 0.001). This finding indicates that the consumer’s positive attitude towards
electric vehicles plays a critical role in their adoption decision.

Facilitating conditions (FC) also demonstrated a significant influence (B = 0.270, p < 0.001), highlighting the
importance of supportive infrastructure and resources for adoption. On the other hand, perceived usefulness
(PU), while statistically significant (B = 0.105, p = 0.007), showed a relatively smaller effect compared to attitude
and facilitating conditions. Perceived ease of use (PEOU) and social influence (SI) did not have significant
effects on consumers' intention to adopt electric vehicles, with p-values of 0.280 and 0.249, respectively. These
results suggest that while ease of use and social factors may contribute to shaping opinions, they are not the
primary drivers for the adoption of electric vehicles in this region.

In conclusion, the findings emphasize that fostering a positive attitude and ensuring adequate infrastructure and
support systems are crucial strategies for encouraging electric vehicle adoption in South Malaysia.

CONCLUSION

The findings of this study provide valuable insights for stakeholders aiming to enhance the adoption of electric
vehicles (EVs) in the South Zone of Malaysia. The significant influence of perceived usefulness (PU)
demonstrates that consumers prioritize the practical benefits of EVs, such as cost savings and environmental
sustainability. This aligns with the findings of Davis (1989) and Ozaki and Sevastyanova (2011), who
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emphasized that products perceived as beneficial and valuable are more likely to influence behavioural
intentions. Manufacturers and marketers should emphasize the tangible benefits of EVs, such as reduced fuel
expenses, lower maintenance costs, and positive environmental impacts, through targeted advertising campaigns
and promotional strategies.

The significant role of facilitating conditions (FC) highlights the necessity of developing adequate infrastructure
and resources to support EV adoption. This is consistent with Venkatesh et al. (2003) and Wang et al. (2020),
who found that facilitating conditions, including infrastructure and resources, significantly influence the
adoption of new technologies. Policymakers and industry stakeholders should prioritize expanding EV charging
networks, offering subsidies, and increasing public awareness about the availability and convenience of EV
infrastructure. These efforts will help mitigate perceived barriers and enhance consumer confidence in adopting
EVs. Similarly, the strong influence of attitude (AT) underscores the importance of fostering positive consumer
perceptions toward EVs. This finding aligns with Ajzen (1991), who posited that positive attitudes are crucial
drivers of behavioural intention. Additionally, Rezvani et al. (2015) emphasized that promoting environmental
awareness and framing EVs as modern and innovative solutions can shape consumer attitudes. Collaborations
between government agencies and environmental organizations can further amplify these efforts by launching
campaigns that highlight the environmental and societal benefits of adopting EVs.

On the other hand, the insignificance of perceived ease of use (PEOU) suggests that consumers may already
perceive EVs as user-friendly, as supported by Davis (1989), who argued that ease of use becomes less relevant
when technology is perceived as useful. Consequently, stakeholders should focus their resources on addressing
other consumer concerns, such as infrastructure and cost.

Finally, the lack of influence from social influence (SI) indicates that societal norms and peer pressure are not
key determinants for EV adoption in the South Zone of Malaysia. This finding aligns with the study by Silva et
al. (2022), which suggested that personal preferences and practical considerations often outweigh social factors
in technology adoption. Rather than relying on social norms, manufacturers and policymakers should focus on
individual-centric marketing strategies that emphasize the personal benefits of EVs, such as convenience, cost
savings, and sustainability.

In conclusion, the findings emphasize the need for a multi-stakeholder approach involving manufacturers,
policymakers, and marketers. By addressing infrastructure gaps, promoting practical benefits, and fostering
positive attitudes, stakeholders can effectively encourage EV adoption in the South Zone of Malaysia. These
strategies, grounded in previous studies, provide a comprehensive roadmap for accelerating the transition to
sustainable transportation solutions.

ACKNOWLEDGEMENT

We would like to acknowledge the academic staff and the final year project student of FPTT, UTeM that make
the journey of this article publication, a reality.

REFERENCES

1. Ajzen, I, Fishbein, M., Lohmann, S., & Albarracin, D. (2008). The Influence of Attitudes on Behavior.
In The Handbook of Attitudes (pp. 173-221). Lawrence Erlbaum Associates.

2. Alanazi, F. (2023). Electric vehicles: Benefits, challenges, and potential solutions for widespread
adaptation. Applied Sciences, 13(10), 6016. https://doi.org/10.3390/app13106016

3. Alganad, A. M. N,, Isa, N. M., & Fauzi, W. I. M. (2023). Why people do not purchase green cars in
Malaysia: The influence of consumption values on consumers’ attitude towards green cars. Case Studies
on Transport Policy, 12, 101007. https://doi.org/10.1016/j.cstp.2023.101007

4. Alwadain, A., Fati, S. M., Ali, K., & Ali, R. F. (2024). From theory to practice: An integrated TTF-
UTAUT study on electric vehicle adoption behavior. PLoS ONE, 19(3), e0297890.
https://doi.org/10.1371/journal.pone.0297890

Page 478

www.rsisinternational.org


https://doi.org/10.3390/app13106016
https://doi.org/10.1371/journal.pone.0297890

~

. ICTMT 2025 | International Journal of Research and Innovation in Social Science (1JRI |CTMT
- ISSN: 2454-6186 | DOI: 10.47772/1JRISS 2025

Special Issue | Volume IX Issue XXVI11 November 2025
MALAYSIA

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

Amin, A., Tareen, W.U.K., Usman, M., Ali, H., Bari, I., Horan, B.; Mekhilef, S.; Asif, M., Ahmed, S., &
Mahmood, A. (2020). A Review of Optimal Charging Strategy for Electric Vehicles under Dynamic
Pricing Schemes in the Distribution Charging Network. Sustainability, 12, 10160, doi:10.3

Barth, M., Jugert, P., & Fritsche, 1. (2016). Still underdetected: Social norms and collective efficacy
predict the acceptance of electric vehicles in Germany. Transportation Research Part F: Traffic
Psychology and Behaviour, 37, 64-77.

Bennett, R., & Vijaygopal, R. (2018). Consumer attitudes towards electric vehicles. European Journal of
Marketing, 52(3/4), 499-527. https://doi.org/10.1108/ejm-09-2016-0538

Broadbent, G. H., Drozdzewski, D., & Metternicht, G. (2017). Electric vehicle adoption: An analysis of
best practice and pitfalls for policy making from experiences of Europe and the US. Geography Compass,
12(2). https://doi.org/10.1111/gec3.12358

Bryta, P., Chatterjee, S., & Ciabiada-Bryla, B. (2022). Consumer Adoption of Electric Vehicles: A
Systematic Literature Review. Energies, 16(1), 205. https://doi.org/10.3390/en16010205

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User Acceptance of Computer Technology: A
Comparison of Two Theoretical Models. Management Science, 35(8), 9821003.

Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information
technology. MIS Quarterly, 13, 319-340. (TAM)

Dasharathraj, K.S., Smaran, S., Lewlyn, R.R., Nithesh, N., Chetana, B.M., Namesh, M., & Nilakshman,
S. (2020). Barriers to widespread adoption of plug-in electric vehicles in emerging Asian markets: An
analysis of consumer behavioral attitudes and perceptions. Cogent Engineering, 7, 1796198. doi:
10.1080/23311916.2020.1796198

Dutta, B., & Hwang, H.G. (2021). Consumers’ Purchase Intentions of Green Electric Vehicle: The
Influence of Consumers’ Technological and Environmental Considerations. Sustainability, 13, 12025.
https://doi.org/10.3390/su132112025

Egbue, O., & Long, S. (2012). Barriers to widespread adoption of electric vehicles: An analysis of
consumer attitudes and perceptions. Energy Policy, 48, 717-729.

Gallo, M., & Marinelli, M. (2020). Sustainable Mobility: A review of possible actions and policies. Hamed
Khazaei, Ali Khazaei. (2016). Electric Vehicles and Factors That Influencing Their Adoption Moderating
Effects of Driving Experience and Voluntariness of Use (Conceptual Framework).
https://doi.org/10.9790/487X-1812036065

Hardman, S., Chandan, A., Tal, G., & Turrentine, T. (2017). The effectiveness of financial purchase
incentives for battery electric vehicles — A review of the evidence. Renewable & Sustainable Energy
Reviews, 80, 1100-1111. https://doi.org/10.1016/j.rser.2017.05.255

Hidrue, M. K., Parsons, G. R., Kempton, W., & Gardner, M. P. (2011). Willingness to pay for electric
vehicles and their attributes. Resource and Energy Economics, 33(3), 686-705.
https://doi.org/10.1016/j.reseneeco.2011.02.002

Higueras-Castillo, E., Singh, V., Singh, V., & Liébana-Cabanillas, F. (2023). Factors affecting adoption
intention of electric vehicle: a cross-cultural study. Environment, Development and Sustainability.
https://doi.org/10.1007/s10668-023-03865-y

Hoang, T. T., Pham, T. H., & Vu, T. M. H. (2022). Examining customer purchase decision towards battery
electric vehicles in Vietnam market: A combination of self-interested and pro-environmental approach.
Cogent Business & Management, 9(1). https://doi.org/10.1080/23311975.2022.2141671

Huang, T. (2023). Psychological factors affecting potential users’ intention to use autonomous vehicles.
PL0S ONE, 18(3), e0282915. https://doi.org/10.1371/journal.pone.0282915

Jensen, R. H., Svangren, M. K., Skov, M., & Kjeldskov, J. (2019). Investigating EV driving as meaningful
practice. https://www.semanticscholar.org/paper/Investigating-EV-

Kalhoro, M., Yong, H. N. A., & Spr, C. R. (2021). Understanding the Factors Affecting Pro-Environment
Behavior for city rail transport usage: Territories’ Empirical Evidence—Malaysia. Sustainability, 13(22),
12483. https://doi.org/10.3390/su132212483

Kim, S., & Park, H. J. (2011). Effects of social influence on consumers’ voluntary adoption of innovations
prompted by others. Journal of Business Research, 64(11), 1190-1194.
https://doi.org/10.1016/j.jbusres.2011.06.021

Kihm, A., & Trommer, S. (2014). The new car market for electric vehicles and the potential for fuel
substitution. Energy Policy, 73, 147-157. https://doi.org/10.1016/j.enpol.2014.05.021

Page 479

www.rsisinternational.org


https://doi.org/10.1111/gec3.12358
https://doi.org/10.3390/en16010205
https://doi.org/10.3390/su132112025
https://doi.org/10.9790/487X-1812036065
https://doi.org/10.1016/j.rser.2017.05.255
https://doi.org/10.1007/s10668-023-03865-y
https://doi.org/10.1080/23311975.2022.2141671
https://doi.org/10.3390/su132212483
https://doi.org/10.1016/j.jbusres.2011.06.021

ICTMT 2025 | International Journal of Research and Innovation in Social Science (1JRI |CTMT
ISSN: 2454-6186 | DOI: 10.47772/1JRISS 2025

Special Issue | Volume IX Issue XXVI11 November 2025
MALAYSIA

25.

26.

27.

28.

29.

30.

31.
32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

Krishnan, V. V., & Koshy, B. I. (2021). Evaluating the factors influencing purchase intention of electric
vehicles in households owning conventional vehicles. Case Studies on Transport Policy, 9(3), 1122—1129.
https://doi.org/10.1016/j.cstp.2021.05.013

Lashari, Z. A., Ko, J., & Jang, J. (2021). Consumers’ intention to purchase electric vehicles: Influences of
user attitude and perception. Sustainability, 13(12), 6778. https://doi.org/10.3390/su13126778

Lim, Y.J., Perumal, S., & Ahmad, N. (2019). The Antecedents of Green Car Purchase Intention among
Malaysian Consumers. European Journal of Business and Management Research, 4(2).
http://dx.doi.org/10.24018/ejbmr.2019.4.2.27.

Malaysian Automotive Association. (2023). Sales & Production Statistics. McKinsey & Company. (2023,
February 6) What is an EV?. https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-
an-ev

Mdiller, J. M. (2019). Comparing Technology Acceptance for Autonomous Vehicles, Battery Electric
Vehicles, and Car Sharing—A Study across Europe, China, and North America. Sustainability, 11(16),
4333. https://doi.org/10.3390/su11164333

Muzir, N. a. Q., Mojumder, M. R. H., Hasanuzzaman, M., & Selvaraj, J. (2022). Challenges of electric
vehicles and their prospects in Malaysia: A Comprehensive review.
https://www.semanticscholar.org/paper/Challenges-of-Electric-Vehicles-and-Their-Prospects-Muzir-
Mojumder/dda36501ae124fc9c953753447d2a844d90bfb0b

Nayak, J. K. (2015). Fundamentals of Research Methodology: Problems and Prospects. ResearchGate.
Pl6tz, P., Schneider, U., Globisch, J., & Ditschke, E. (2014). Who will buy electric vehicles? Identifying
early adopters in Germany. Transportation Research. Part a, Policy and Practice, 67, 96-109.
https://doi.org/10.1016/j.tra.2014.06.006

Rey-Moreno, M., Periafiez-Cristébal, R., & Calvo-Mora, A. (2022). Reflections on sustainable urban
mobility, Mobility as a Service (MAAS) and adoption models. International Journal of Environmental
Research and Public Health/International Journal of Environmental Research and Public Health, 20(1),
274. https://doi.org/10.3390/ijerph20010274

Roberts, J. A. (1995). Profiling Levels of Socially Responsible Consumer Behavior: A cluster analytic
approach and its Implications for marketing. Journal of Marketing Theory and Practice, 3(4), 97-117.
https://doi.org/10.1080/10696679.1995.11501709

Stone, R. W., & Baker-Eveleth, L. (2013). Students’ expectation, confirmation, and continuance intention
to use electronic textbooks. Computers in  Human Behavior, 29(3), 984— 990.
https://doi.org/10.1016/j.chb.2012.12.007

Thean, B.K., Hon, T.H., & Abu, B.S. (2023). The Role of Environmental Concern in PostPurchase
Satisfaction among Green Car Owners in Malaysia. International Journal of Academic Research in
Business and Social Sciences, 13(4), 384-398.

Tiwari, V., Aditjandra, P., & Dissanayake, D. (2020). Public Attitudes towards Electric Vehicle adoption
using Structural Equation Modelling. Transportation Research Procedia, 48, 1615-1634.
https://doi.org/10.1016/j.trpro.2020.08.203

Trivedi, J. P., & Kishore, K. (2020). Investigating the factors influencing consumers’ purchase intention
for electric cars: an emerging market perspective. International Journal of Economics and Business
Research, 20(2), 117. https://doi.org/10.1504/ijebr.2020.109137

Venkatesh, V., & Davis, F. D. (1996). A Model of the Antecedents of Perceived Ease of Use:
Development and Test. Decision Sciences, 27(3), 451-481.

Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of the Technology Acceptance Model:
Four Longitudinal Field Studies. Management Science, 46(2), 186204.

Wang, S., Li, J., & Zhao, D. (2017). The impact of policy measures on consumer intention to adopt electric
vehicles: Evidence from China. Transportation Research. Part a, Policy and Practice, 105, 14-26.
https://doi.org/10.1016/j.tra.2017.08.013

Wang, S., Li, J., & Zhao, D. (2017). The impact of policy measures on consumer intention to adopt electric
vehicles: Evidence from China. Transportation Research Part A: Policy and Practice, 105, 14-26.

Wang, S., Wang, J., Li, J., Wang, J., & Liang, L. (2018). Policy implications for promoting the adoption
of electric vehicles: Do consumer’s knowledge, perceived risk and financial incentive policy matter?
Transportation Research. Part a, Policy and Practice, 117, 58— 69.
https://doi.org/10.1016/j.tra.2018.08.014

Page 480

www.rsisinternational.org


https://doi.org/10.1016/j.cstp.2021.05.013
https://doi.org/10.3390/su13126778
http://dx.doi.org/10.24018/ejbmr.2019.4.2.27
https://doi.org/10.3390/su11164333
https://doi.org/10.1016/j.tra.2014.06.006
https://doi.org/10.3390/ijerph20010274
https://doi.org/10.1080/10696679.1995.11501709
https://doi.org/10.1016/j.chb.2012.12.007
https://doi.org/10.1016/j.trpro.2020.08.203
https://doi.org/10.1504/ijebr.2020.109137
https://doi.org/10.1016/j.tra.2017.08.013

ICTMT 2025 | International Journal of Research and Innovation in Social Science (IJRI |CTMT
ISSN: 2454-6186 | DOI: 10.47772/1JRISS 2025

Special Issue | Volume IX Issue XXVI11 November 2025

MALAYSIA
44. Wolinetz, M., & Axsen, J. (2017). How policy can build the plug-in electric vehicle market: Insights from
the Respondent-based Preference And Constraints (REPAC) model.

https://econpapers.repec.org/article/eeetefoso/v_3all7 3ay 3a2017 3ai_3ac_3ap_3a238-250.htm

45. Zhang, W., Wang, S., Wan, L., Zhang, Z., & Zhao, D. (2021). Information perspective for understanding
consumers’ perceptions of electric vehicles and adoption intentions. Transportation Research Part D
Transport and Environment, 102, 103157. https://doi.org/10.1016/j.trd.2021.103157

Page 481

www.rsisinternational.org



