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ABSTRACT

In recent years, environmental damage has become a global problem. The cause of environmental damage is air
pollution caused by various vehicle fuels, which produce CO2. This encourages people to care more about the
environment, including the automotive industry. The rise of the environmental movement is encouraging car
companies to produce electric vehicle products to reduce pollution. This research was conducted to determine
and test the effects of environmental concerns, gain motives, and normative motives towards intention to purchase
electric vehicle in Jakarta, and to test hedonic motivation as a mediator of gain motives and normative motives
towards purchase intention. The study included 325 people living in Jakarta who either own or plan to own an
electric car. This research use non-probability sampling techniques with the judgmental sampling method for
sampling. The results of testing in this research used the PLS-SEM model with Smart-PLS system software version
4.0. The research results show that gain motives and normative motives have significant impact towards hedonic
motives. Normative motives and hedonic motives have significant effects towards purchase intention.
Environmental concern and gain motives have no significant impact towards purchase intention. Gain motives
and normative motives influence purchase intention through hedonic motives.
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1. INTRODUCTION

In recent decades, modern lifestyles and industrialization activities have been the main cause
of many negative impacts on the environment (Chan, 2001). The use of vehicles is an example
of a modern lifestyle that contributes to environmental damage due to its impact in causing air
pollution.

According to data from the Ministry of Environment and Forestry, vehicles contribute 44
percent to air pollution. The second largest source contributing to air pollution is steam power
plants with a share of 34 percent, while other sources including households account for the
remaining percentage (CNN, 2023).

Another statement from Sigit Reliantoro, Director of the Ministry of Environment and Forestry
Pollution and Environmental Damage Control Agency, stated that the transportation sector
contributed 44 percent of air pollution in Jakarta, while the remaining 32 percent came from
the industrial sector (CNBC, 2023).

During the period from 1990 to 2016, the transport sector accounted for 25 percent of global
CO2 emissions from fuel combustion. It is estimated that CO2 emissions from the
transportation sector contribute for 50 percent of total global CO2 emissions by 2030 (Huang
etal., 2019).
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From this series of statements, it can be concluded that the transportation sector, especially
private vehicles, is the biggest factor causing air pollution. Therefore, it is important to pay
more attention and reduce the use of vehicles as a step in reducing air pollution. The solution
that can be implemented is to use electric vehicles (EV).

Electric vehicles are a type of vehicle that uses electric power from batteries as a power source
to operate (Xing et al., 2021). Modern battery technology has been applied to the development
of electric vehicle products and transformed into technology-based products (Sabri et al., 2016;
Tu & Yang, 2019). Electric vehicles are considered one of the most promising solutions in
private transportation, promising to reduce negative effects on the environment and save
increasingly scarce fossil fuel resources (Lieven et al., 2011).

However, in order for people to be able to purchase and switch to using electric vehicles, there
are various factors that underlie their behavior in having an intention to purchase electric
vehicles. Therefore, this study objective was to determine empirically the influence of
environmental concern, gain motives and normative motives towards consumers purchase
intention of electric cars in Jakarta with hedonic motives as mediation.

TPB is a theory developed due to the limitations of the original model that addresses behaviors
beyond the individual's full control (Ajzen, 1991). Like Theory of Reasoned Action (TRA), the
primary factor in TPB is the individual's intention to perform a specific behavior. Intentions
can be defined as motivational factors that influence certain behaviors. It reflects how much a
person is willing or how much effort will be made to carry out the behavior. This intention or
interest is formed by three main factors, namely behavioral attitudes, subjective norms and
perceived behavioral control (Ajzen, 1991). Thus, TPB is a description of individual intentions
when doing something, and these intentions are influenced by several factors.

GFT was proposed by Lindenberg & Steg (2007) aims to explain the factors that drive
individuals to behave in specific ways (Steg et al., 2016). The theory is based on the belief that
most behaviors are influenced by various desired goals (Kopetz et al., 2012). In this GFT, three
types of goals are distinguished, namely: gain goals, hedonic goals and normative goals. These
three types of goals describe how a person processes information, responds to it, considers
options and takes action.

Refers to Dunlap & Jones (2002), environmental concern means caring about the environment
and wanting to help solve problems. People who care a lot about the environment often choose
products that are good for the environment because they want to help. A person’s who have
high environmental concern tend to buy products that environmental friendly as a form of their
awareness of the environment (Ruslim et al., 2022).

Refers to Lindenberg & Papies (2019), gain motives mean wanting to get more or better things,
like making money, being respected, or saving for the future. Liobikiené & Minelgaité (2021)
revealed that consumers who feel responsible for the environment and are motivated by gain
motives show high interest in actions that support energy efficiency and resource saving.
Schuitema et al. (2013) have also confirmed that the gain motive is a relevant marker in
consumer decisions towards purchasing green products.

Refers to Lindenberg & Papies (2019), normative motives are all about doing the right thing
and following the rules. This means helping others and keeping the environment clean. People

https://doi.org/10.24912/ijacb.v2i4.557-570 558



International Journal of Application on Economics and Business (IJAEB)
Volume 2, Issue 4, 2024. ISSN: 2987-1972

with normative motives care a lot about doing what they think is right, like helping the
environment or being a good role model (Steg et al., 2014).

Refers to Steg et al. (2014), hedonic motives can be defined as goals that cause an individual
to focus on ways to improve feelings in a given situation, such as: for example, avoiding effort,
seeking immediate pleasure, or seeking excitement. Previous studies conducted by Chahal et
al. (2014) found significant proof that hedonic motives, such as the feeling of increased social
status felt by consumers, can generate positive experiences such as satisfaction and excitement.
This can be interpreted as a factor that increases the tendency to buy a product.

Refers to Yohanna & Ruslim (2021), purchase intention means consumer's willingness to
purchase a specific brand of product. Mustikawati et al. (2021), said that purchase intention is
a type of decision making by consumers in studying several reasons to buy a particular brand.
When individuals feel interested in buying an item, it generates interest that encourages them
to continue the buying process (Ruslim et al., 2022).

2. RESEARCH METHOD

The effects of Environmental Concern on EV Purchase Intention (HI)

Environmental issues are an important factor influencing people's purchase intention to
purchase environmentally friendly products (Al Mamun et al., 2020). People who care about
the environment tend to purchase eco-friendly products to express their care (Ruslim et al.,
2022. Research conducted by Klabi & Binzafrah (2023) said that environmental concerns have
a significant positive impact towards intention to purchase electric vehicles. On this basis, the
authors propose the following hypothesis:

Hi:Environmental concern has a significant positive impact towards purchase intention of
electric vehicle in Jakarta.

The effects of Gain Motives and Normative Motives on EV Purchase Intention (H2 and H3)
Gain motives are one of the factors that can be taken into consideration by someone to have an
interest in buying or purchase intention towards a product. In a study conducted by Liobikiené
& Minelgaité (2021), they managed to find that consumers who have a sense of responsibility
towards the environment and are driven by gain motives have a strong interest in taking various
actions related to saving energy and resources. Apart from that, previous research also explains
that gain motives are an indicator of good consumer decisions in the context of purchasing
environmentally friendly products (Schuitema et al., 2013). Research conducted by Chaturvedi
et al. (2022), said that gain motives have a significant positive towards purchase intention of
electric vehicle.

Normative motives are also can affect someone’s purchase intention. This can be proven by
the many studies that have been conducted and the results show that normative motives can
influence consumer intention to purchase environmentally friendly products (Byerly et al.,
2018; Chaturvedi et al., 2021; Hanss et al., 2016). Research conducted by Rezvani et al. (2018),
says that normative motives have a significant positive effect towards intention to purchase
consumption of sustainable products.

With reference to the above literature, H2 and H3 are formulated as follows:

H>:Gain motives has a significant positive impact towards purchase intention of electric vehicle
in Jakarta.
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Hi:Normative motives has a significant positive impact towards purchase intention of electric
vehicle in Jakarta.

The effects of Gain Motives and Normative Motives on Hedonic Motives (H4 and H5)

Gain motives are one of the factors that can encourage hedonic motives. Someone who has the
goal of behaving well and in accordance with the environment can encourage their buying
interest in electric vehicles. Research conducted by Chaturvedi et al. (2022), said that gain
motives have a positive and significant influence on hedonic motives in electric vehicle.
Research conducted by Fatoki (2022), says that gain motives have a positive and significant
influence on hedonic motives in energy saving behaviour. Research conducted by Chakraborty
et al. (2017), found that gain motives have no influence on hedonic motives in pro-
environmental behaviour.

Normative motives was also one of the factors that have effect on hedonic motives. When
someone has a goal to behave well and in accordance with the environment, it can cause
pleasure or happiness because they feel proud of having done something positive. Research
conducted by Chaturvedi et al. (2022), said that normative motives have a positive and
significant influence on hedonic motives in electric vehicle.

With reference to the mainstream literature, H4 and H5 are formulated as follows:
Ha:Gain motives has a significant positive impact towards hedonic motives.
Hs:Normative motive has a significant positive impact towards hedonic motives.

The effects of Hedonic Motives on EV Purchase Intention (H6)

Hedonic motives are one of the factors that can influence a person’s purchase intention.
Previous research conducted by Chahal et al. (2014), found significant evidence that hedonic
motives such as increasing social status felt by consumers can lead to pleasant feelings such as
satisfaction and joy which can be interpreted as increasing purchase intention for a product.
Refers to the study by Chaturvedi et al. (2022), said that hedonic motives have a positive and
significant influence on purchase intention of electric vehicle.Hence, it is hypothesized as,

Hs:Hedonic motives has a significant positive impact towards purchase intention of electric
vehicle in Jakarta.

The effects of Gain Motives and Normative Motives mediated by Hedonic Motives on EV
Purchase Intention (H7 and HS)

Refers to the study by Khan et al. (2023), stated that gain motives has a significant positive
impact towards intention to purchase organic food, and this effect is mediated by hedonic
motives. Study by Hameed & Khan (2020), found that gain motives has a significant positive
impact towards intention to purchase inverter air conditioners, and this impact is mediated by
hedonic motives. The study by Khan et al. (2023), pointed out that normative motives have a
significant positive impact on intention to purchase organic food, and this effect is mediated
by hedonic motives.

Based on the statement above, the H7 and HS in this study are as follows:

H7:Gain motives has a significant positive impact towards purchase intention of electric vehicle
in Jakarta which is mediated by hedonic motives.

Hs:Normative motives has a significant positive impact towards purchase intention of electric
vehicle in Jakarta which is mediated by hedonic motives.
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Figure 1. Conceptual Framework

This study adopted a descriptive research and cross-sectional approach. The data used in this
study are quantitative and the population consists of people who already own an electric vehicle
or intend to purchase an electric vehicle and live in Jakarta. The sampling technique used in
this study is non-probability sampling plus judgment sampling. The respondent criteria for this
study are those who are 17 years or older, own an electric car or plan to buy an electric car, and
live in Jakarta.

The data in this study was obtained using a questionnaire distributed online using social media
applications, such as WhatsApp, Line, and Instagram. The data collection was conducted in
October 2023 and 377 respondents participated. However, after the selection process, 52
respondents did not meet the predetermined criteria, so only 325 respondents were deemed
eligible to be involved in further research. In addition, the sampling in this study used a Likert
scale consisting of 5 points stating one's agreement or disagreement with each indicator
statement.

This study also consists of 3 exogenous variables (environmental concern, gain motives and
normative motives), 1 mediation variable (hedonic motives) and 1 endogenous variable
(purchase intention). Environmental concern variable was measured using 7 indicators adopted
from Klabi & Binzafrah (2023) and Lee (2008). Then, gain motives variabel is measured using
6 indicators adopted from Chaturvedi et al. (2022) and Khan et al. (2023). Next, normative
motives variable was measured using 6 indicators adopted from Chaturvedi et al. (2022) and
Khan et al. (2023). Furthermore, hedonic motives variable was measured using 5 indicators
adopted from Chaturvedi et al. (2022) and Khan et al. (2023). Finally, the purchase intention
variable was measured using 7 indicators adopted from Chaturvedi et al. (2022) and Klabi &
Binzafrah (2023).

Table 1. Instruments

Construct Items Source
Environmental Concerns about environmental pollution (Klabi &
Concern Nature's balance is easily broken Binzafrah, 2023)
Humans should live in harmony with nature &
If humans destroy nature, it will have serious consequences (Lee, 2008)

Concern about the impact of air pollution

Concern with the current situation of the natural world

A sense of responsibility to protect the environment
Gain Motives Green products can lower the cost of living
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Green products can improve social status

(Chaturvedi et

After-service on green products al., 2022)
No other alternative green products on the market &
Preferential policy for green products (Khan et al.,
Performance on green products 2023)
Normative Have awareness and concern for environmental protection (Chaturvedi et
Motives Have a sense of moral obligation to use green products al., 2022)
Using green products can reduce air pollution and slow global &
warrning (Khan et al.,
Choosing to use green products because of a sense of social 2023)
responsibility
Most people who are important to me support me to use green
products

Willingness to make an extra effort to use green products

Green products bring me happiness and satisfaction (Chaturvedi et
Feeling good when using green products al., 2022)
Feeling safe when using green products &

Hedonic Motives

Feeling easily moved by advertisements for green products (Khan et al.,

Feeling of pride when using green products 2023)
Purchase Intention to purchase green products (Chaturvedi et
Intention High willingness to purchase green products al., 2022)

Likelihood to purchase green products &
Intention to purchase green products in the near future (Klabi &

I will continue to purchase green products even if the quality is lower ~ Binzafrah, 2023)
I will continue to purchase green products even though they are less

convenient

I will still purchase green products even though the design is less

attractive

3. RESULTS AND DISCUSSIONS

This study uses data obtained from respondents' responses through an online questionnaire.
Most of the respondents for this study were women between 17 and 25 years of age who had
completed high school, were students, had an income of less than Rp 150.000.000 and were
unmarried. This research is adopting quantitative research where the data and information used
in it. This research was obtained using a questionnaire via Google forms distributed online
using social media applications, such as Line, WhatsApp and Instagram. From the data
collection process carried out in October 2023, there are total of 377 respondents who
responded to the questionnaire. However, after selection there were 52 respondents who did
not meet the criteria so that the total number of respondents can be used and examined further
in this research, namely 325 respondents. The criteria for a respondent in this research is
someone who already has or have the intention to buy an electric vehicle (car or motorbike)
domiciled in Jakarta and at least 17 years old.

The Results of Convergent Validity

Convergent validity can be evaluated through the AVE value and the loading factor. The AVE
value is considered valid if it exceeds 0.50 (> 0.50), while the loading factor is considered valid
if it exceeds 0.70 (> 0.70) (Hair et al., 2022).

Table 2. The Results of Convergent Validity Analysis

Variable AVE
Environmental Concern 0.559
Gain Motives 0.574
Hedonic Motives 0.690
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Normative Motives

0.682

Purchase Intention

0.649

Based on the table 1, it can be seen that the analysis results show that each variable has an AVE
(Average Variance Extracted) value that exceeds 0.50 (> 0.50), in accordance with the
established criteria. Therefore, it can be concluded that these values can be considered valid.

Table 3. The Results of Loading Factor Analysis

EC

GM

HM

NM

PI

EC1

0.721

EC2

0.710

EC3

0.736

ECS

0.766

ECe6

0.762

EC7

0.790

GM1

0.724

GM2

0.790

GM3

0.713

GM4

0.726

GMeé

0.828

HM1

0.819

HM2

0.851

HM3

0.828

HMA4

0.819

HMS

0.837

NM2

0.836

NM3

0.728

NM4

0.873

NMS5

0.828

NM6

0.856

P11

0.725

P12

0.829

P13

0.770

P14

0.835

PIS

0.845

P16

0.824

P17

0.806

From the table 2, it can be seen that the analysis results of the loading factor value that measures
each indicator on the variable have a value of more than 0.70 so that it can be declared valid
because it meets the criteria. However, in this study there were indicators that were discarded
because they did not meet the criteria, namely EC4, GM5 and NM1.

The Results of Discriminant Validity
Discriminant validity can be assessed from the HTMT, Fornell-Larcker criterion, and cross
loading. A good HTMT value is below 0.85 (<0.85) and the threshold value is still acceptable
if the value is less than 0.90 (<0.90) (Hair et al., 2022).

Table 4. The Results of HTMT Analysis

EC GM HM NM PI
EC
GM 0.373
HM 0.343 0.870
NM 0.478 0.794 0.782
PI 0.322 0.732 0.852 0.714
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Based on the results of table 3, it can be seen that the results of the analysis of the Heterotrait-
Monotrait Ratio (HTMT) value are less than 0.90, so it can be concluded that the value is valid

because it meets the criteria.

Table 5. The Results of Fornell-Larcker criterion Analysis

EC GM HM NM PI
EC 0.748
GM 0.311 0.758
HM 0.307 0.750 0.831
NM 0.415 0.673 0.697 0.826
PI 0.292 0.639 0.768 0.646 0.806

It can be seen from the results in Table 4 that the analysis results of the Fornell-Larcker criterion
value have met the standards and can be declared valid, because the Fornell-Larcker criterion
value of the indicator used by each variable has a value greater than the Fornell-Larcker value
of other variables.

Table 6. The Results of Cross Loading Analysis

Environmental Gain Hedonic Normative Purchase
Concern Motives Motives Motives Intention

EC1 0.201 0.153 0.264 0.156
EC2 0.247 0.254 0.294 0.220
EC3 0.208 0.183 0.269 0.188
EC5 0.235 0.274 0.347 0.254
EC6 0.185 0.196 0.285 0.185
EC7 0.293 0.272 0.367 0.269
GM1 0.305 0.536 0.541 0.452
GM2 0.131 0.626 0.469 0.550
GM3 0.283 0.492 0.516 0.430
GM4 0.201 0.465 0.486 0.385
GM6 0.274 0.682 0.549 0.568
HM1 0.318 0.624 0.609 0.602
HM2 0.263 0.599 0.601 0.668
HM3 0.250 0.619 0.581 0.605
HM4 0.161 0.654 0.548 0.637
HMS5 0.285 0.622 0.559 0.676
NM2 0.346 0.593 0.583 0.559
NM3 0.438 0.468 0.458 0.420
NM4 0.313 0.572 0.578 0.515
NMS5 0.270 0.528 0.567 0.540
NM6 0.368 0.604 0.666 0.609
PI1 0.382 0.476 0.600 0.505

PI2 0.306 0.529 0.682 0.583

PI3 0.365 0.496 0.597 0.542

Pl4 0.159 0.529 0.629 0.525

PIS 0.149 0.528 0.632 0.523

PI6 0.106 0.532 0.596 0.481

P17 0.171 0.512 0.582 0.474

It can be seen from the results in Table 5 that the analysis results of cross-coding values meet
the standards and can be declared valid because the cross-loading values of the indicators used
for each variable are greater than the cross-loading values of the values to other variables.
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The Results of Reliability Analysis

Reliability analysis can be seen through Cronbach's alpha and composite reliability values. The
indicator consistency reliability test can be said to be reliable if the Cronbach's alpha and
composite reliability values are between 0.60 and 0.95. Values above 0.95 are considered
unreliable because these results have repeated values or the same statement value (Hair et al.,

2022).

Table 7. The Results of Reliability Analysis

Variable Cronbach’s Alpha Composite Reliability
Environmental Concern 0.844 0.884
Gain Motives 0.815 0.870
Hedonic Motives 0.888 0.918
Normative Motives 0.883 0.914
Purchase Intention 0.909 0.928

The Results of Data Analysis Assumption

If the VIF value is less than 5, the results of the multicollinearity test can be described as good
(Hair et al., 2022). The table below shows that there is no multicollinearity between the
variables because the VIF value is not greater than 5 (<5), so it can be said that this research is
good.

Table 8. The Results of Multicollinearity Analysis

. VIF Value .
Variable Hedonic Motives Purchase Intention Conclution
Environmental Concern - 1.211 No multicollinearity
Gain Motives - 2.547 No multicollinearity
Hedonic Motives - 2.708 No multicollinearity
Normative Motives - 2.332 No multicollinearity

The Results of Coefficient of Determination (R?)
In this study, the R-Square value of the hedonic motives variable is 0.631, while the purchase
intention variable is 0.616, so it can be said that this study has a moderate influence.

Table 9. The Results of Coefficient of Determination Analysis

Variable R-Square Conclusion
Hedonic Motives 0.631 Moderate
Purchase Intention 0.616 Moderate

The Results of Effect Size (?)

In this study, gain motives and normative motives variables have a strong effect on the hedonic
motives variable because they have a value of 0.391 and 0.183. Then, environmental concern
variable has no effect on the purchase intention variable because it has a value of 0.000. At the
same time, the gain motives and normative motives variables have a weak impact on the
purchase intention variable, with values of 0.006 and 0.039. At the same time, the "hedonic
motives" variable has a greater impact on purchase intention, with a value of 0.317.

Table 10. The Results of Effect SizeAnalysis

Variable Hedonic Motives Purchase Intention
Environmental Concern - 0.000
Gain Motives 0.391 0.006
Normative Motives 0.183 0.039
Hedonic Motives - 0.317
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The Results of Hypothesis Analysis

Table 11. The Results of Hypothesis Analysis

Path P-

Variable Coefficient value Conclusion

Environmental Concern — Purchase Intention 0.014 0.394 Not
Supported

Gain Motives — Purchase Intention 0.077 0.147 Not
Supported
Normative Motives — Purchase Intention 0.188 0.014 Supported
Gain Motives — Hedonic Motives 0.514 0.000 Supported
Normative Motives — Hedonic Motives 0.352 0.000 Supported
Hedonic Motives — Purchase Intention 0.575 0.000 Supported
Gain Motives — Hedonic Motives — Purchase Intention 0.295 0.000 Supported
Normative Motives — Hedqmc Motives — Purchase 0.202 0.000 Supported

Intention

The result of the research hypothesis are as follows:

Hi:

Environmental concern has no impact on purchase intention of electric vehicle in Jakarta.
The situation may be due to the majority of respondents in this study are students, so
although they are concerned about the environment, they have not shown intention in
purchasing electric vehicles. This may be because electric vehicles are perceived as high
end products that have relatively high prices.

: Gain motives has no impact on purchase intention of electric vehicle in Jakarta. The

situation may be due to the lack of infrastructure supporting the use of electric vehicles in
Indonesia and the high price of electric vehicle parts. This leads to the perception that
buying an electric vehicle will not provide any financial or social benefits for them.

: Normative motives has a significant positive impact on purchase intention of electric

vehicle in Jakarta. An individual's intention to act positively towards the environment may
influence their intention in purchasing an electric vehicle because electric vehicles are
considered an environmentally friendly option, allowing individuals to reduce air pollution
levels and maintain environmental health by utilizing them.

: Gain motives has a significant positive impact on hedonic motives. When individuals feel

that spending their money on an item benefits them or improves their social standing, it
can create a sense of excitement and happiness. In this context, electric vehicles are
considered a factor that provides a positive impact, both financially and in terms of social
status, which can cause them to feel a sense of satisfaction and happiness after acquiring
them.

: Normative motives has a significant positive impact influence on hedonic motives. When

individuals have the intention to act in accordance with environmental values, it can bring
a sense of excitement or happiness as they feel proud to have taken positive action. In this
context, electric vehicles are perceived as a more environmentally friendly option, which
can assist them in acting in accordance with their environmental principles.

: Hedonic motives has a significant positive impact on purchase intention of electric vehicle

in Jakarta. When individuals feel excitement or have an intention in a product, it can
influence their propensity to purchase that product. In this context, those who enjoy and
feel satisfied using electric vehicles may be more likely to be attracted and have a greater
intention in purchasing electric vehicles.

: Gain motives has a significant positive impact on purchase intention of electric vehicle in

Jakarta which is mediated by hedonic motives. When individuals feel that their money
spent on a product is worth it or even profitable, this can lead to feelings of pleasure
towards the product and may ultimately influence their intention in purchasing the product.
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In this case, they feel that the investment of money to buy an electric vehicle is worth it or
even profitable so they feel happy and excited and increase their intention to purchase an
electric vehicle.

Hg: Normative motives has a significant positive impact influence on purchase intention of
electric vehicle in Jakarta which is mediated by hedonic motives. When individuals feel
that using a product will encourage good behavior and conform to environmental values,
this can generate feelings of pleasure towards the product and ultimately influence their
intention in purchasing the product. In this context, a person believes that using an electric
vehicle is a good action and has a positive impact on the environment so that it can bring
feelings of pleasure, happiness, and a sense of pride for doing something positive which
ultimately increases a person's intention to purchase an electric vehicle.

4. CONCLUSIONS AND SUGGESTIONS

Based on the analysis results of this study, it can be concluded that environmental concern have
no impact on the purchase intention of electric vehicles in Jakarta. The gain motives will not
affect someone’s willingness to buy electric cars in Jakarta. Normative motives have a
significant positive impact on purchase intention of electric vehicles in Jakarta. Gain motives
has a significant positive impact on hedonic motives. Gain motive has a significant positive
impact on hedonic motives. Hedonic motives has a positive and significant impact on purchase
intention of electric vehicles in Jakarta. Gain motive has a significant positive impact on
electric vehicle purchase intention in Jakarta, mediated by hedonic motivation. Normative
motives has a significant positive impact on electric vehicle purchase intention in Jakarta,
mediated by hedonic motives.

The researcher recommends that next researchers add other exogenous variables such as brand
image, perceived price, perceived quality, attitude, subjective norms, perceived behavioral
control, and price sensitivity, which are included in the model developed by Setiadi & Ruslim
(2020) and Ruslim et al. (2023). The researcher recommends future research to increase the
number of respondents because the current study only involved 325 respondents and can also
expand the scope by involving other cities in Indonesia or even overseas regions, considering
that this study only limits its scope to the city of Jakarta.

Researchers also suggest electric vehicle companies to provide services that can reduce
consumer costs, such as towing services when the battery runs out and increasing the number
of charging facilities for electric vehicles. Companies can also design their vehicles with good
performance and prioritize comfort so that it is expected to increase consumer buying interest
in electric vehicles
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