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Abstract: With the rapid advancement of battery technology and the demand for environmental
sustainability, new energy vehicles (NEVs) are becoming more and more popular. This research
paper delves into the impact of marketing strategies employed by new energy vehicle companies
on consumers’ purchase intentions. This paper begins by highlighting the unique benefits of NEVs,
such as energy efficiency, environmental friendliness, and improved driving experience. Then, this
research identifies gaps in existing research, particularly the lack of micro-market demand data and
systematic empirical analyses of consumer purchase intentions for NEVs. The paper employs a
quantitative analysis approach grounded in marketing theory to address these gaps and examine
the relationship between NEV companies’ marketing strategies and consumers’ purchase intentions.
The research design involves a questionnaire survey based on the 4C marketing theory, focusing
on consumer demand, cost, communication, and convenience. The survey targets potential NEV
buyers and car owners, and 247 valid responses were analyzed. The results reveal that various factors,
including the price and environmental performance of NEVs, non-fiscal policies, vehicle performance,
and consumer attributes such as education level and environmental awareness, influence consumers’
willingness to purchase NEVs. This study also employs structural equation modeling to explore the
correlations between different issues and identifies three main factors: basic car needs, new energy
needs, and consumer subjective perception. Lastly, the study concludes that while NEV companies
have made significant strides in marketing strategies, there is still room for improvement. We suggest
that companies should offer competitive pricing, enhance vehicle performance, and address consumer
concerns to boost purchase intentions.

Keywords: new energy vehicles; consumers; factor analysis

1. Introduction

With the vigorous development of digital technologies such as artificial intelligence,
big data, cloud computing, mobile Internet, and the Internet of Things, more and more com-
panies are combining traditional transaction methods with new technologies, new channels,
and new customer needs to explore innovative business models and marketing strate-
gies [1]. In practice, enterprises build competitive advantages and obtain market resources
through marketing strategies to achieve long-term economic benefits [2–4]. Companies
such as Apple, Amazon, Tesla, and Alibaba have all achieved considerable development
with the help of a series of successful marketing strategies. Marketing strategy and theory
have always been research hotspots in academia. From the initial conceptual definition to
the continuous enrichment of a large number of theoretical and practical results, marketing
strategies are considered to be able to meet the personalized needs of customers in a fast
and high-quality way, and improve the core competitiveness and market share of the
enterprise to promote the sustainable development of the enterprise [5–8].
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Take the development of the new energy automobile industry as an example. Com-
pared with traditional fuel vehicles, new energy vehicles have apparent power, energy sav-
ing, environmental protection, driving experience, and post-maintenance advantages [9,10].
In recent years, under increasingly strengthened resource and ecological constraints, cul-
tivating the new energy automobile industry has become an intrinsic requirement for
transforming and upgrading the automobile industry and establishing new advantages in
international competition [11,12]. The new energy vehicle industry is still in the “technical
and commercial demonstration” stage. High prices, low market demand, high risks, and
low consumer awareness are common characteristics of emerging industries. Consumer
demand is still to be started. Therefore, giving full play to the driving role of market de-
mand in the new energy vehicle industry has become a common practice in industrialized
countries around the world: at the government level, from the perspectives of tax reduc-
tions and exemptions, financial subsidies, industrial policies, etc., it is necessary to support
automobile companies and consumers from both sides of supply and demand [13–15]. At
the corporate level, new energy vehicle manufacturing forces led by Tesla and BYD are
actively expanding their business scope, and traditional fuel vehicle companies such as
Volkswagen have also begun to spend vast sums of money to compete in the new energy
vehicle sector [16].

However, although NEVs have shown strong sales momentum with the support
of strong subsidy policies and promotional strategies, NEVs still have not shaken the
dominance of traditional fuel vehicles. On the one hand, new energy vehicles have not
achieved leapfrog development in the private consumer market. Relevant research shows
that the increase in energy crisis and environmental awareness are insufficient conditions to
encourage consumers to purchase new energy vehicles [17]. Consumers are very concerned
about new energy vehicles. There are considerable concerns about price, cruising range,
safety performance, and charging convenience [18].

On the other hand, the new energy vehicle market is low in concentration, has few
well-known brands, and lacks effective marketing plans for new energy vehicles, putting it
at a temporary disadvantage in competition with the traditional fuel vehicle industry. At
present, the United States, Germany, France, China, and other countries have successively
announced that they will tighten their subsidy policies for new energy vehicles. New
energy vehicles’ sales growth has slowed, and market competition has become increasingly
fierce. How new energy vehicle companies formulate reasonable and effective marketing
strategies to increase consumers’ willingness to purchase new energy vehicles has become
a significant problem in developing new energy vehicles.

Although some scholars have studied the factors influencing the purchase of new en-
ergy vehicles from different angles and found that economic benefits, vehicle performance,
environmental protection needs, policy orientation, etc., are all critical factors affecting
consumers’ purchase intention [19–22], there are still topics worthy of further exploration.
First, the new energy vehicle industry lacks micro-market demand data. Scholars’ research
on consumer purchase intention is primarily qualitative, and empirical analysis is relatively
weak; second, existing research often focuses on the influencing factors of new energy
vehicle purchases. The empirical list is not theoretical and systematic enough; thirdly, there
is still a lack of research on improving consumers’ willingness to purchase new energy
vehicles from a business perspective.

Based on these gaps, this article attempts to use marketing theory as the cornerstone,
design a survey questionnaire from a more micro perspective of enterprises, and use
quantitative methods to analyze the impact of marketing strategies of new energy vehicle
enterprises on consumer purchase intention, thereby providing new ideas for promoting
the steady development of the new energy industry. The rest of this research is structured
as follows: the second part conducts a systematic review of relevant literature about NEV
development; the third part introduces the questionnaire design of this survey; the fourth
part performs data analysis and testing; and finally, the full-text summary and marketing
suggestions are presented.
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2. Related Works

Consumers’ willingness to purchase new energy vehicles is related to many factors.
Scholars have extensively discussed the impact of new energy vehicle product attributes
and industrial policies on consumer behavior, such as sales price, usage cost, speed per-
formance, etc. Through an online questionnaire survey of 482 Canadian households,
Potoglou et al. found that lower prices and improved environmental performance of new
energy vehicles can effectively promote the use of new energy vehicles. At the same
time, non-fiscal policies such as free parking and setting up dedicated lanes do not affect
consumer purchases [23]. Krupa’s survey of 1000 residents in the United States shows
that consumers pay more attention to the reduction in energy consumption costs of new
energy vehicles but pay less attention to the environmental benefits of electric vehicles [17].
Helveston conducted a joint survey of consumers from the United States and China and
found that both countries prefer new energy vehicles with lower prices and usage costs,
shorter acceleration times, and faster charging processes [24]. Lane and Potter conducted
a unique study on the British new energy vehicle market regarding the support effect of
industrial policies. They concluded that the government’s environmental regulations, oil
price policies, purchase subsidies, and infrastructure construction would significantly affect
the purchase of new energy vehicles [25]. Through a survey of China’s new energy vehicle
market, Zhang et al. found that government policies play a regulatory role in accepting
new energy vehicles [15].

In addition to product attributes and industrial policies, sector scholars have found
that consumers’ attributes also affect their preferences for new energy vehicles. Carley
examined American consumers’ acceptance of new energy vehicles and found that the
higher the education level of consumers, the greater the probability of purchasing new
energy vehicles [26]. Kahn analyzed the willingness of American consumers to buy new
energy vehicles and found that consumers’ environmental awareness is directly propor-
tional to their preference for new energy vehicles [27]; Tu and Yang also reached similar
conclusions in their survey of the Chinese market [10]. Axsen surveyed 508 households in
California and found that the more substantial consumers’ sense of social responsibility,
environmental awareness, and national awareness, the more likely they are to choose new
energy vehicles [28].

Based on the above research, it can be seen that although scholars have conducted a
lot of discussions on the influencing factors of consumers purchasing new energy vehicles,
this research mainly focuses on the three directions of macro policy effects, micro consumer
surveys, and new energy vehicle technology. There are few studies on the aspects of new
energy vehicles. From a business perspective, we explore how to increase consumers’
willingness to purchase new energy vehicles. Based on this, this research conducts a
questionnaire survey on potential buyers of new energy vehicles based on marketing theory,
aiming to analyze the relationship between the marketing strategies of new energy vehicle
companies and consumers’ purchase intentions. This study supplements and enriches the
breadth and depth of existing research on new energy vehicle purchase intention, and also
provides a new perspective for relevant research on the development of the new energy
vehicle industry.

3. Research Design
3.1. Questionnaire Design

Based on the 4C marketing theory as a framework and based on the actual devel-
opment of the new energy vehicle market, a new model is formulated from four aspects:
consumer demand (Consumer), consumer cost (Cost), consumer communication (Commu-
nicate), and consumer convenience (Convenience)—questions from the marketing strategy
questionnaire for energy vehicle companies. As a classic marketing theory, 4C market-
ing theory has been used since it was first proposed by American scholar Lauterborn in
1990. It is consumer demand-oriented, focuses on customer needs and satisfaction, and
recommends that companies reduce consumer purchase costs. At the same time, effec-
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tive consumer-centered marketing communications should also provide convenience for
consumers to purchase and use [29].

(1) Consumer

Consumer needs show diversity and hierarchy. According to Maslow’s hierarchy of
needs theory, consumers’ demand for new energy vehicles extends from essential trans-
portation tools to the pursuit of brand and identity. The survey shows that consumers
usually have commuting, safety, environmental protection, brand, and respect needs when
purchasing new energy vehicles. Based on this, this research generated questionnaire items
and determined eight questions, such as “I pay attention to the appearance design of new
energy vehicles”.

(2) Cost

Consumer Cost is the total cost incurred by consumers in purchasing and using
products, including the time cost and learning cost for consumers to understand new
energy vehicles, the actual price of purchasing new energy vehicles, and other investment
opportunities lost by purchasing new energy vehicles. Cost, subsequent maintenance and
repairs, and insurance costs are factors to consider. Based on this, this research generated
questionnaire items and determined 3 questions, such as “I hope to provide consumers
with car purchase credit, such as “zero down payment car purchase”, etc.”.

(3) Communicate

Consumer Communication is establishing a two-way communication channel between
enterprises and consumers. The 4C marketing theory emphasizes that everything starts
from the consumer’s perspective, regularly collects consumers’ opinions and suggestions,
and processes feedback promptly so as to obtain the value recognition of consumers’
emotional communication; offline 4S stores are not just physical exhibition halls but also
consumer experiences. An excellent venue, explanations and promotions by excellent
sales staff, and patient demonstrations and services by professional test drive guides can
all increase the added value of consumer communication. Based on this, this research
generated questionnaire items and determined three questions, such as “I hope to launch
offline activities such as “free trial””.

(4) Convenience

Consumer Convenience shortens the physical and psychological distance between
consumers and products. For the new energy vehicle market, the “difficulty in charging”
problem is the main reason restricting the further development of the industry. Therefore,
it is imperative to improve the coverage of charging infrastructure. In addition, consumers
are worried about the density of after-sales outlets and the battery life of new energy
vehicles. New energy vehicle companies should actively improve the after-sales service
network of new energy vehicles and reuse existing vehicle after-sales service channels and
facilities as much as possible, providing means and methods of battery maintenance and
upkeep to increase battery life. Based on this, this research generated questionnaire items
and determined three questions, such as “I would like to provide a ‘battery rental’ service
to extend the vehicle life”.

3.2. Questionnaire Basic Information

The subjects of this online questionnaire survey are potential consumers of new
energy vehicles and users who have purchased cars. The content of the questionnaire was
formulated by the author team after repeated revisions based on existing literature. The
questionnaire was based on English and translated into Chinese. Before it was officially
launched, it underwent multiple language translations and simulated filling in to ensure
that the fillers could accurately understand and answer relevant questions.

This questionnaire is divided into two parts. The first part is the basic information of
the respondents, and the second part is a survey of the factors that influence the respondents
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to purchase new energy vehicles. The scope of this survey covers Beijing, Shanghai, Jiangsu
Province, and other regions in China, and a total of 265 questionnaires were collected. In
order to ensure the validity of the questionnaire, this article eliminated questionnaires with
incomplete answers and obvious logical errors and retained 247 valid questionnaires. The
detailed results of the questionnaire are shown in Table S1.

4. Results
4.1. Demographic Analysis

Demographic variables mainly refer to the economic, cultural, and social characteristics
of the research subject. Taking into account the complexity of the survey and the main
purpose of the survey, the demographic indicators of this questionnaire are divided into the
following five categories: gender, age, education level, marital status, and personal income.
Most of the respondents in this questionnaire survey are young people, with an average
age between 26 and 45 years old. Among them, there are slightly more men than women,
most of them have received higher education, and their personal incomes are mostly above
the middle level. The basic information about the interviewees is shown in Figure 1.
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4.2. Questionnaire Analysis
4.2.1. Questionnaire Reliability Analysis

The second part of the questionnaire adopts the form of a five-level scale, aiming to
investigate the respondents’ interest in purchasing new energy vehicles based on the 4C
theory. First, a reliability analysis was conducted on the scale. The Cronbach’s α coefficient
calculation table is shown in Table 1:

Table 1. Cronbach’s α coefficient.

Cronbach’s α Coefficient Standardized Cronbach’s
α Coefficient Terms Samples

0.982 0.985 17 5
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The Cronbach’s α coefficient value of the model is 0.982, and the standardized Cron-
bach’s α coefficient value is 0.985, both exceeding 0.9, indicating that the reliability of the
questionnaire is very good.

Next, statistics on the deletion analysis items of the questionnaire were carried out.
Through the control variable method, the correlation, Cronbach’s α coefficient, and other
indicators before and after the deletion of a certain item were compared to assist in judging
whether the scale items should be revised. The results are shown in Table 2:

Table 2. Statistics on the deletion analysis items.

Question Mean after Deleting
the Term

Variance after Deleting
the Term

The Correlation between
Deleted Items and the

Population after Deleting
the Items

Cronbach’s α after
Deleting the Term

Q1 792.4 57,507.3 0.716 0.983
Q2 792.4 59,284.3 0.89 0.981
Q3 792.4 57,454.3 0.959 0.98
Q4 792.4 61,281.8 0.534 0.984
Q5 792.4 57,704.3 0.909 0.98
Q6 792.4 57,042.8 0.862 0.981
Q7 792.4 58,634.8 0.916 0.98
Q8 792.4 57,666.8 0.893 0.98
Q9 792.4 56,472.3 0.953 0.98
Q10 792.4 59,785.3 0.893 0.981
Q11 792.4 59,158.3 0.909 0.98
Q12 792.4 58,490.8 0.987 0.98
Q13 792.4 54,014.8 0.944 0.981
Q14 792.4 59,458.3 0.818 0.981
Q15 792.4 60,679.3 0.926 0.981
Q16 792.4 57,139.8 0.947 0.98
Q17 790.4 57,618.3 0.99 0.979

It can be seen that after deleting any question, the mean fluctuation of the questionnaire
is extremely small, and the variance fluctuation is also within a certain range, indicating that
the results obtained for each question tend to be stable as a whole. The overall correlation
after deleting any item remains at a high level, and the α coefficient after deleting any item
is less than the standardized Cronbach’s α coefficient value of 0.985. These two results
indicate that the questionnaire questions are designed reasonably and the scale items do
not need to be modified.

4.2.2. Questionnaire Results Analysis

According to the data on the five-level scale, it can be calculated that the average score
of each question ranges from 3.18 to 3.40 points. In general, all questions exceed 3 points
(average score on the five-level scale). This shows that the above issues are all considered
by potential consumers of new energy vehicles to a certain extent.

The questions with the highest scores were “The price of new energy vehicles is higher
than my psychological expectations”, “I attach great importance to the energy saving and
environmental protection of new energy vehicles”, and “I hope to launch offline activities
such as ‘free trial’”, “I pay attention to new energy vehicles”. “The cruising range of energy
vehicles” and “I am concerned about the intelligent services of new energy vehicles” also
exceeded 3.35 points. These results fully demonstrate consumers’ attention to aspects such
as price, sustainability, trial services, battery life, and intelligence. New energy vehicle
companies can conduct more in-depth marketing and more detailed introductions in
these areas.

On the other hand, “I hope to provide consumers with car purchase credit, such
as ‘zero down payment car purchase’”, “I hope to launch exclusive insurance for new
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energy vehicles”, “I hope to add brand exclusive experience stores and community after-
sales service points”, and “I value the “safety of new energy vehicles” scores were all
below 3.22 points. This part of the results reflects that credit plans, exclusive insurance,
exclusive experience stores, and the safety of new energy vehicles are of little significance
in stimulating consumers’ purchase interest. In fact, many traditional vehicle companies
will also provide similar services. New energy vehicle companies may consider more
innovative marketing policies, such as “launching exclusive insurance” instead of “buying
a car and getting insurance”, and “purchasing a car with zero down payment” instead of
“purchasing a car with a low-down payment and low interest rate”.

4.2.3. Structural Equation Modeling

In order to further explore the correlation between problems, this study was then
factor analyzed using structural equation modeling. Prior to this, this study used mul-
tidimensional scaling analysis to obtain the distance matrix (in Table S2) between each
problem, reflecting the degree of difference between the problems. The spatial perception
map obtained by the analysis is shown in Figure 2.
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Figure 2. Spatial perception map.

Combining Table S2 and Figure 2, this study divided factors according to the vertical
dimension and determined that Q1, Q4, Q8, Q10, and Q15 are factor 1; Q17, Q12, Q3, Q11,
and Q2 are factor 2; and Q13, Q9, Q16, Q5, Q7, Q6, and Q14 are factor 3. After bringing
these factors into the structural equation model (SEM), the results are shown in Figure 3
and Table 3.
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Table 3. SEM factor loading coefficient.

Factor Question Non-Standard
Load Factors

Standardized
Load Factors z S.E. p

Factor 1

Q1 1 0.925 - - -
Q4 0.647 0.855 3.047 0.212 0.002 **
Q8 0.86 0.992 5.193 0.166 0.000 ***

Q10 0.63 0.997 5.319 0.118 0.000 ***
Q15 0.486 0.943 4.12 0.118 0.000 ***

Factor 2

Q17 1 0.976 - - -
Q12 0.909 0.997 9.475 0.096 0.000 ***
Q3 1.038 0.963 6.279 0.165 0.000 ***

Q11 0.849 0.952 5.73 0.148 0.000 ***
Q2 0.777 0.873 3.706 0.21 0.000 ***

Factor 3

Q5 1 0.993 - - -
Q6 1.116 0.972 8.245 0.135 0.000 ***
Q7 0.847 0.962 7.197 0.118 0.000 ***
Q9 1.044 0.933 5.491 0.19 0.000 ***

Q13 1.285 0.889 4.211 0.305 0.000 ***
Q14 0.811 0.942 5.913 0.137 0.000 ***
Q16 1.028 0.987 11.029 0.093 0.000 ***

Note: *** p < 0.001, ** p < 0.01.

The following can be seen from the model path coefficient table: Based on Q4 (signif-
icant p-value is 0.002 ***), Q8 (significant p-value is 0.000 ***), Q10 (significant p-value is
0.000 ***), Q15 (significant p-value is 0.000 ***), and factor 2 (significant p-value is 0.003 ***),
the null hypothesis is rejected, and its standard loading coefficients are all greater than 0.4.
It can be considered that it has a sufficient variance explanation rate to express the ability
of each variable displayed on the same factor. Based on Q12 (significant p-value is 0.000
***), Q3 (significant p-value is 0.000 ***), Q11 (significant p-value is 0.000 ***), Q2 (significant
p-value is 0.000 ***), and factor 3 (significant p-value is 0.000 ***), the null hypothesis is
rejected, and its standard loading coefficients are all greater than 0.4. It can be considered
that it has a sufficient variance explanation rate to express the ability of each variable
displayed on the same factor. Based on Q6 (significant p-value is 0.000 ***), Q7 (significant
p-value is 0.000 ***), Q9 (significant p-value is 0.000 ***), Q13 (significant p-value is 0.000 ***),
Q14 (significant p-value is 0.000 ***), and Q16 (significant p-value is 0.000 ***), the null
hypothesis is rejected, and its standard loading coefficients are all greater than 0.4. It is
considered that it has a sufficient variance explanation rate to show that each variable can
be displayed on the same factor. In short, the factor loading coefficients and significance
of each question performed very well, indicating that the factor division was reasonable
and effective.

4.2.4. Factor Analysis

Next is the path analysis between factors. The regression coefficient of the path node
can be considered as a linear regression using the least squares method. Usually, it is
only necessary to observe the p-value and the standardized path coefficient to determine
whether the path (X→Y) has a direct linear impact. If there is significance, it means that
there is an influencing relationship between variables, and the standardized path coefficient
can be used to conduct an in-depth analysis of the influencing efficiency. The regression
coefficient is shown in Table 4.

It can be seen from the model path coefficient table that based on the paired item factor
1→factor 2, the significant p-value is 0.003 ***, showing a strong significance level, then
the null hypothesis is rejected, so this path is valid, and its influence coefficient is 0.859.
Based on the paired term factor 1→factor 3, the significant p-value is 0.10, and there is a
certain level of significance, then the null hypothesis is rejected, so this path is valid, and its
influence coefficient is −0.401. Based on the paired term factor 2→factor 3, the significant
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p-value is 0.000 ***, showing a strong significance level, then the null hypothesis is rejected,
so this path is valid, and its influence coefficient is 1.295.

Table 4. Regression coefficient.

Factor
(Latent

Variable)
→

Analysis Term
(Manifest
Variable)

Unstandardized
Coefficient

Standardized
Coefficient

Standard
Error Z p

Factor 1 → Factor 2 0.665 0.859 0.226 2.94 0.003 **
Factor 1 → Factor 3 −0.338 −0.401 0.206 −1.636 0.10 *
Factor 2 → Factor 3 1.41 1.295 0.292 4.83 0.000 ***

Note: *** p < 0.001, ** p < 0.01, * p < 0.1.

Factor 1: Basic Car Needs

According to the empirical results, the cruising range, safety, group friendliness, credit
services, and product after-sales of new energy vehicles are summarized into factor 1,
reflecting consumers’ basic needs for new energy vehicles as personal transportation tools.

First, cruising range and safety are the primary factors new energy vehicle consumers
consider. Since the cruising range of new energy vehicles directly affects consumers’
convenience of daily use, the longer the cruising range, the higher the practicality of the
vehicle, and the stronger the consumer’s willingness to purchase. Consumers have doubts
about the safety of new energy vehicles. This is mainly affected by the spread of the
insufficient collision resistance of new energy vehicles and the explosion of electric vehicle
batteries in online media.

Secondly, new energy vehicles are increasingly attractive to female consumers. Studies
have shown that women are gradually becoming decision-makers in family car purchases,
and the proportion of female drivers also increases yearly. Therefore, more female-friendly
model designs will help meet consumer demand for new energy vehicles.

Thirdly, credit services and product after-sales are essential decision-making factors
when purchasing new energy vehicles. At this stage, new energy vehicles’ production costs
and sales prices are generally high, and relatively higher-end fuel vehicles can be purchased
at the same price. Consumers hope to alleviate the pressure of paying out-of-pocket for car
purchases through consumption activities such as “zero down payment car purchase”. For
emerging industries, perfect after-sales service can bring more protection to consumers. The
insufficient density of new energy vehicle after-sales service outlets and high maintenance
costs are important reasons why consumers are reluctant to buy new energy vehicles.

What is not very consistent with theoretical expectations is that energy conservation
and environmental protection awareness are not common demands among new energy
vehicle consumers. Although low-carbon products are welcomed by consumers, the
quality of new energy vehicles themselves is the ultimate guarantee for the industry’s
sustainable development.

Factor 2: New Energy Needs

The appearance design, smart services, exclusive insurance, publicity and promotion,
and battery rental services of new energy vehicles are classified into factor 2, reflecting
consumers’ special needs for new energy vehicles as emerging products that are different
from traditional fuel vehicles.

First of all, the appearance design and intelligent services of new energy vehicles are
important factors that attract consumers. By using high-tech materials and novel design
techniques, new energy vehicles present a more fashionable image in appearance, which is
in line with the external image that some consumers pursue. Compared with traditional
fuel vehicles, new energy vehicles usually have more intelligent functions, such as smart
cockpits, intelligent assisted driving, etc., which not only provide consumers with an
excellent car experience but also allow them to experience the charm of technology.
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Secondly, the supporting insurance and battery leasing business of new energy ve-
hicles will also affect consumers’ purchase intention. At present, the new energy auto-
mobile insurance service and pricing system are in their infancy. The pricing of auto-
mobile insurance is on the high side, far exceeding consumers’ expectations. Problems
such as “expensive automobile insurance and difficulty in settling claims” hinder con-
sumers’ willingness to purchase. Models such as battery leasing can reduce the one-time
cost investment of new energy vehicle consumers, thereby increasing consumers’ desire
to purchase.

Thirdly, increasing the publicity and promotion of new energy vehicles can also
improve consumer acceptance. Consumers have a relatively mature understanding of
traditional fuel vehicles, but less knowledge of new energy vehicles. During the car
purchase process, they will have doubts about the brand, quality, price, and after-sales
service of new energy vehicles. Car companies have stepped up publicity efforts to help
consumers learn more about new energy vehicles, thereby eliminating concerns about the
safety and reliability of new energy vehicles.

Factor 3: Consumer Subjective Perception

The opinions of people around new energy vehicles, brand awareness, offline activities,
comfort, energy conservation and environmental protection, price, and charging pile
construction are summarized into factor 3, reflecting that consumers’ subjective attitudes
play an important role in their purchasing behavior.

First of all, the opinions of surrounding people, brand awareness, and offline promo-
tion activities all affect consumers’ purchase intention to a certain extent. Due to the lack of
purchasing experience, product-related knowledge, and cognitive abilities, consumers will
be affected by the opinions or behaviors of relevant groups when purchasing new energy
vehicles. Some consumers may even be forced to purchase new energy vehicles due to
social norms and pressure from surrounding groups. The popularity of famous brands
and the organization of offline trial driving activities can enhance consumers’ trust from a
psychological level, thus increasing their purchase intention.

Secondly, as new energy vehicles are green innovative products, consumers’ pur-
chasing behavior will be affected by personal environmental awareness. Consumers who
advocate for environmental awareness are more inclined to purchase new energy vehicles.
At the same time, consumers who pursue a high-comfort experience are also more inclined
to purchase new energy vehicles. In addition, the perceived value of new energy vehicles
is also an important factor affecting consumers’ purchase intention.

Finally, as an important part of the new energy vehicle consumption chain, the cov-
erage of charging facilities is also a matter of concern to consumers. The populariza-
tion of charging piles and the development of fast charging technology can improve
the experience of using new energy vehicles and have a positive impact on consumers’
purchasing intentions.

Interaction between Factors

There is a significant positive correlation between the characteristic demand for new
energy vehicles and consumers’ subjective attitudes (p = 0.000 ***). The above results
illustrate the importance of the quality of new energy vehicles in the consumer purchase
decision-making process, because its product characteristics will directly affect consumers’
purchasing attitude. In the fierce competition with the traditional fuel vehicle market, the
unique advantages of new energy vehicles in terms of design, performance, configuration,
etc., are the key factors in attracting consumers to purchase.

In addition, the correlation analysis results show that the basic needs of traditional
automobiles promote consumers’ subjective attitudes, but this is not very significant
(p = 0.10 *). On the one hand, consumers have increasingly higher functional require-
ments for new energy vehicles, and functional improvements based on traditional vehicles
cannot fully meet their purchase needs; on the other hand, basic needs have not been
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directly transformed into purchase intentions for new energy vehicles, and it is because
consumers are concerned about issues such as insufficient safety protection, imperfect
after-sales service, and inconvenient charging of new energy vehicles.

5. Conclusions

Cultivating the new energy automobile industry is not only a need to deal with en-
ergy and environmental sustainability issues but also an intrinsic requirement to promote
the transformation and upgrading of the automobile manufacturing industry and the
sustainable development of the transportation industry. In order to clarify the impact of
new energy vehicle companies’ marketing strategies on consumers’ purchase intentions,
this article designed a questionnaire on many marketing factors involved in the purchase
process of new energy vehicles, used structural equation modeling to conduct an empirical
test on the influencing factors of consumers’ purchase intentions, the heterogeneous im-
pact of different marketing strategies on consumers’ purchase intentions was examined,
and the following conclusions were drawn: (1) the primary demand for traditional cars,
the characteristic demand for new energy vehicles, and consumers’ subjective attitudes
all influence consumer purchases and are essential factors in willingness to purchase;
(2) energy saving and environmental protection needs are not the primary factors that
consumers consider when purchasing new energy vehicles; (3) consumer demand for new
energy vehicles is in line with Maslow’s hierarchy of needs theory, starting from basic trans-
portation needs developing towards higher-level characteristic demands; (4) compared
with traditional fuel vehicles, the unique advantages of new energy vehicles in design,
performance, configuration, etc., are the key to attracting consumers to buy.

The results of this study provide data samples for the adjustment and upgrade of
new energy vehicle companies’ marketing strategies: (1) Consumers are very concerned
about the price, cruising range, and intelligent services of new energy vehicles. The team
recommends that relevant companies reward consumers with more favorable prices and
vigorously develop batteries with better battery life and more convenient “human–vehicle
system” interconnection. (2) Consumers are also very concerned about the environmental
sustainability of new energy vehicles. Compared with price and technology, environmental
sustainability seems to be often ignored by the companies involved. The results of this
study mean that companies should not overlook this critical factor in consumers’ purchase
intentions. Our team suggests that car companies can use public service advertisements
or engaging animations to introduce the environmental friendliness of each model to
potential buyers in addition to data-based indicators such as price and technology. (3) New
energy vehicle companies should pay attention to in-depth analyses of consumer demand
psychology. This study shows that consumers’ subjective attitudes affect their willingness
to purchase cars. Consumers not only pursue high-quality products and services but also
pay attention to factors such as brand awareness, opinions of surrounding people, and
brand reputation. Therefore, companies must uphold an attitude of integrity, have the
courage to assume environmental responsibilities, promote the positive role of new energy
vehicles in environmental protection, and demonstrate the large amount of resources and
efforts invested in product innovation, so as to gain the trust of consumers and promote
consumers’ willingness to purchase new energy vehicles.

Regarding the marketing strategies of new energy vehicle companies, this study
suggests that companies can adopt a “factor interaction” strategy and use combination
marketing methods to expand vehicle sales and brand influence further. The results show
a significant positive correlation between the demand for new energy vehicle features and
consumers’ subjective attitudes, so car companies can increase their efforts to promote the
features unique to new energy vehicles differentially. For example, automobile products
related to mobile phone giants such as Xiaomi and Huawei can vigorously promote special
functions such as cockpit interconnection, car–machine systems, and tablet controls to high-
light the differences between the products and fuel vehicles, thereby affecting consumers’
subjective purchase intentions. On the other hand, the basic needs of traditional cars have
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a promoting effect on consumers’ subjective attitudes, but it is not very significant. This
study believes that some NEV brands place too much emphasis on racing parameters, such
as an acceleration time of 100 km. In fact, it is almost entirely unused in daily urban traffic.
The insignificant results also illustrate the consumer’s attitude towards basic parameters.
To sum up, this study believes that NEV companies should have differentiated publicity
and introduce the unique functions that fuel vehicles do not yet have on a large scale to
promote consumers’ purchase intention and achieve better sales performance.

This study also has certain limitations. On the one hand, although this study raises
the statement of “I value the brand awareness of new energy vehicles” related to the brand,
with the direct or indirect participation of Internet giants such as Huawei, Xiaomi, and
Alibaba, brand awareness will be further refined. Transformation is no longer limited to car
brands. For example, Changan Automobile uses Huawei’s smart driving solution in two
models, and some Shanghai Automobile models use Alibaba’s cloud computing services.
Therefore, these models that integrate the giants’ resources do not fully represent their
brands. In subsequent research, our team will further explore this “giant crossover” model.
On the other hand, since the author team mainly focuses on management background, the
design of some questions is relatively superficial and can be further refined in the future.
For example, in the question “Infrastructure supporting facilities”, we chose to construct
charging piles. In fact, more technical means can be considered for this topic, such as
800 V high-voltage platforms and car body-integrated die-casting. We plan to cooperate
with scholars in vehicle engineering, energy and power engineering, and mechanical
engineering in the future to investigate more detailed technical solutions.

Supplementary Materials: The following supporting information can be downloaded at: https:
//www.mdpi.com/article/10.3390/su16104119/s1, Table S1: Questionnaire on purchase intention of
new energy vehicles; Table S2: Distance matrix.
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