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Abstract: The purpose of this study is to analyze the factors that influence the intention to purchase 

the Wuling Air EV electric car in Indonesia. The data analysis method used is quantitative primary 

data. The data used in this study used a questionnaire instrument via Google Form from 100 

respondents. The research data was processed using the SPSS Program application. The sampling 

method in this study was non-probability sampling with a purposive sampling technique. The results 

showed that product quality, brand image, and price perception influenced the purchase intention of 

the Wuling Air EV electric car in Indonesia. 
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INTRODUCTION 

The development of automotive industry in Indonesia is developing very rapidly along 

with the development of the needs and demands of the community for environmentally friendly 

transportation facilities. The increase in fuel consumption and the dwindling availability of 

world oil resources that have an impact on the entire world, including Indonesia, have 

encouraged the Government to replace this fuel by building several electric fuel filling stations. 

Related to the problems in the automotive world in Indonesia, there has been a breakthrough 

in the automotive market, namely the emergence of cheap and quality car products, namely 

electric cars. 

An electric car is an electrically powered vehicle that uses one or more electric motors as 

its power source. This car uses a battery as its primary energy source, which can be recharged 

through an external power source such as a charging station or home charger.(Rachmawati & 

Rahardi, 2023). Electric cars do not produce direct emissions when in use, because there is no 

combustion of fuel like in conventional cars that use internal combustion engines. Electric cars 

have become a popular alternative to reduce air pollution and greenhouse gas emissions 
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produced by internal combustion engine vehicles. The success of the electric car trade in 

Indonesia stems from several important factors.(Hidayatulloh & Susila, 2024). First, there is 

government support in the form of policies and incentives that encourage the use of electric 

cars. Second, increasing public awareness of the importance of using environmentally friendly 

vehicles and the need to reduce air pollution. Third, the development of increasingly better 

battery technology and increasingly affordable prices. Fourth, there is cooperation between the 

government, car manufacturers, and energy companies in building adequate electric charging 

infrastructure. One type of Electric Car marketed in Indonesia is the Wuling Air EV electric 

car. (Ardiansyah et al., 2024). Wuling Motors is a Chinese automotive company that produces 

vehicles, founded in 2007. Wuling electric cars are a type of car that uses electricity as an 

energy source to drive its vehicles and are different from conventional cars that use internal 

combustion engines (Internal Combustion Engine). The Wuling Air EV electric car uses 

batteries as the main energy source. The main advantage of the Wuling Air EV electric car is 

that this electric car does not produce harmful exhaust emissions such as carbon dioxide (CO2) 

and other pollutants. This condition makes electric cars a more environmentally friendly choice 

and has the potential to reduce air pollution in urban areas. (Astaginy, 2025) The Wuling Air 

EV electric car began to be marketed in Indonesia in 2022 and has become the best-selling 

electric car and is in demand by consumers.(Li & Setiowati, 2023),(Alif & Prasetio, 2024). 

Data on electric car sales in Indonesia during January - September 2022 are as follows. 

 
Table 1 

Data Table of Electric Car Sales in Indonesia 

 (January – September 2022) 

 
Electric Car Brands Units Sold 

Wuling Air EV 2.708 

Hyundai Ioniq 5 947 

Hyundai Ioniq EV 45 

Nissan Leaf 32 

Mini Electric 13 

Genesis G80 EV 10 

Lexus UX300 E 8 

DESK Gelora Ev\V 6 

Sources: https://www.gaikindo.or.id (2022) 

 

Based on the table above, Wuling Air EV is in first place with 2,708 units and can beat 

electric cars with competing brands. This shows that the Wuling Air EV electric car is the 

electric car of choice because it is more environmentally friendly and has the potential to reduce 

air pollution. Wuling Motor is trying to increase the promotion and sales strategy efforts of its 

flagship electric car. The increase in sales of the Wuling Air EV electric car is greatly 

influenced by the intention of consumers to buy the Wuling Air EV electric car and in this 

regard, many factors influence the intention to buy electric cars, especially the Wuling Air EV. 

Product quality is important for consumers and is very necessary in carrying out its functions 

which include durability, reliability, accuracy, ease of operation, and other attributes and 

values. (Kotler, 2017). Product quality is one of the means to build product or service 

performance. (Kotler, 2017) Product quality is one of the main values that consumers expect 

when deciding to buy the desired product. Brand image is a consumer's perception and belief 

and is stored in the consumer's memory. (Napitupulu, 2023)  

Consumers who have a positive image of a product's brand will be more likely to intend 

and make a purchase. (Kotler, 2017), (Irpan & Ruswanti, 2020). Many car manufacturers are 

innovating their products so many electric car brands are emerging in Indonesia today.(Rayhan 

et al., 2024) Consumers must be more selective in choosing the electric car they will buy. 
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(Triyono et al., 2022). The higher the quality of a product, the higher the consumer's purchase 

intention and purchase.(Kotler, 2017). Brand image is a consumer's perception and belief and 

is stored in the consumer's memory.(Cahyati & Munandar, 2023). Consumers who have a 

positive image of a product's brand will be more likely to intend and make a purchase. (Rahman 

et al., 2023),(Astaginy, 2025). Car manufacturers must innovate their products. Car 

manufacturers must innovate their products. The impact is that many electric car brands have 

emerged in Indonesia today and many factors greatly influence consumer behavior in 

responding to the presence of these electric vehicles. (Gunawan et al., 2022). The perception 

of product prices is often used by consumers when deciding to intend and then deciding to buy 

a product. The price offered will be an exchange for getting benefits from several goods and 

services after owning or using them. (Kotler, 2017), (Agung et al., 2025). Based on the above 

phenomenon, this study is important to be carried out to analyze several factors that influence 

the intention to buy electric cars, especially the Wuling Air EV, for Indonesian electric car 

consumers. Consumers who have a positive image of a product's brand will be more likely to 

intend and make a purchase. (Kotler, 2017). Many car manufacturers are innovating their 

products so many electric car brands are emerging in Indonesia today. Consumers must be 

more selective in choosing the electric car they will buy. The higher the quality of a product, 

the higher the consumer's purchase intention and purchase. (Kotler, 2017).  Brand image is a 

consumer's perception and belief and is stored in the consumer's memory. Consumers who have 

a positive image of a product's brand will be more likely to intend and make a purchase. 

(Rahman et al., 2023), (Astaginy, 2025). Car manufacturers must innovate their products. 

Research hypothesis: 

H1: Product quality influences the purchase intention of the Wuling Air EV electric car in 

Indonesia. 

H2: Brand image influences consumer purchase intention of Wuling Air EV electric car in 

Indonesia. 

H3: Price perception influences purchase intention of Wuling Air EV electric car in 

Indonesia. 

 

METHOD 

Research Scope 

This research is quantitative. Quantitative data is research data in the form of numbers 

and analysis using statistics, to test the established hypothesis. Quantitative data in this study 

were obtained directly through respondent questionnaires as research instruments. (Myers, 

Jerome L., Arnold D. Well, Robert F. Lorch, 2010) Research data in the form of primary data 

were obtained from distributing questionnaires to 100 respondents and supporting data using a 

literature study approach to collect, and analyze information related to product quality, brand 

image, and price perception in influencing Indonesian consumer intentions on the Wuling Air 

EV electric car. The primary data analysis and literature study approach was chosen because it 

allows researchers to explore various sources of relevant information from various literature 

related to the topic being studied. 

 

Data Collection Method 

The data collection method was carried out using primary data sources based on the 

distribution of questionnaires from 100 respondents. Primary data is a data source that directly 

provides data to data collectors or not through intermediaries. The sampling technique was 

carried out through non-probability sampling and purposive sampling. {Formatting Citation}. 

The primary data source used was by distributing questionnaires online via Google form to 

respondents who had met the criteria, including respondents who were Indonesian consumers 

who knew information about the Wuling Air EV electric car but had never bought a Wuling 
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Air EV electric car. The questionnaire data from these respondents will then be collected and 

processed. 

 

Data Analysis Method 

The data analysis method is an activity after data from all respondents or other data 

sources are collected (Myers, Jerome L., Arnold D. Well, Robert F. Lorch, 2010). Data analysis 

in this study is an instrument test, classical assumption test, multiple linear regression analysis, 

Hypothesis testing is used to determine whether there is a significant influence and to determine 

the partial influence between product quality, brand image, price perception (independent 

variables) and consumer purchase intentions of Indonesian consumers on the Wuling Air EV 

electric car (dependent variable), hypothesis testing and determination coefficient test (R2) 

with the help of the SPSS Program. 

 

RESULTS AND DISCUSSION 

The results of multiple linear regression analysis, the results of the model feasibility test, 

and the T-test in this study show the relationship between product quality, brand image, price 

perception, and purchase intention of Indonesian consumers on the Wuling Air EV electric car 

is as follows: 

 
Table 2 

Multiple Linear Regression Test 

Coefficientsa 

The Models 

Unstandardized Coefficients Standardized Coefficients 

B Std. Error Beta 

1 (Constant) 1.622 2.699  

Product Qual ( PQ) .379 .102 .366 

Brand Image ( BI) .352 .100 .290 

Price Perception ( PP) .370 .159 .268 

a. Dependent Variable: Intention Purchase 

Multiple Linear Regression Equation: 

Intention to purchase = 1,622 + 0,379PQ + 0,352BI + 0,370PP+ e 

 

Table 3 

F Test Results (Model Feasibility) 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2834.372 3 944.791 71.317 <,001b 

Residual 1271.788 96 13.248   

Total 4106.160 99    

a. Dependent Variable: Purchase Intention 

b. Predictors: (Constant), Product Quality, Brand Image, Price Perception 

 

Table 4 

t-Test (Partial Test) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta   

1 (Constant) 1.622 2.699  .601 .549 

Product Quality .379 .102 .366 3.707 <,001 

Brand Image .352 .100 .290 3.513 <,001 

Price Perception .370 .159 .268 2.328 .022 

a. Dependent Variable:  Intention Purchase 
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Based on the results of the t-test on product quality, the calculated t-value is 3.707> 1.985 

and the significant value is 0.001 <0.05, these results indicate that the hypothesis is accepted, 

meaning that product quality affects the purchase intention of the Wuling Air EV electric car. 

Based on the results of the t-test on brand image, the calculated t-value is 3.513> 1.985 and the 

significant value is 0.001 <0.05, these results indicate that the hypothesis is accepted, meaning 

that brand image affects the purchase intention of the Wuling Air EV electric car. Based on the 

results of the t-test on price perception, the calculated t-value is 2.328> 1.984 and the significant 

value is 0.022 <0.05, these results indicate that the hypothesis is accepted, meaning that price 

perception affects the purchase intention of the Wuling Air EV electric car. 

 

Product quality influences the purchase intention of the Wuling Air EV electric car in 

Indonesia. 

Product quality has a significant effect on the purchase intention of the Wuling Air EV 

electric car in Indonesia. Product quality has a positive relationship between product quality 

and the purchase intention of the Wuling Air EV electric car. The results of this study indicate 

that the higher the product quality, the higher the purchase intention of Indonesian consumers 

on the Wuling Air EV electric car. Respondents strongly agree that the Wuling Air EV electric 

car has other advantages or functions that are not possessed by other electric car products, and 

has special characteristics that are different from other electric cars, the specifications of the 

Wuling Air EV electric car have been adjusted based on customer needs and has a reliable 

battery life and is environmentally friendly. This is what makes the product quality of the 

Wuling Air EV electric car affect the purchase intention of Indonesian consumers. These 

findings are supported by research by Muslim(Muslim, 2024) conducted on 86 respondents in 

Makassar, stating that product quality partially has a positive and significant effect on the 

purchase decision of the Wuling Ev electric car at PT. Kumala Motor Makassar Branch. 

Product quality can increase consumer decisions to buy Hyundai Brand Cars at PT. Sinar 

Galesong Pratama Palu City.(Oktaviani & Hilal, 2024) The findings of this study are also 

supported by other studies that state that the quality of electric car products affects the intention 

to purchase electric cars (Andre Martinus et al., 2023), (Munthe et al., 2024)(Muntu M, 

Mevander, 2025)(Ekyawan & Rahman, 2022). Other findings state that the price and 

innovation of Wuling electric car products influence the purchase intention of Wuling electric 

cars in Indonesia. (Rahmi Rahayu et al., 2023). 

 

Brand image influences consumer purchase intention of Wuling Air EV electric car in 

Indonesia. 

Brand Image has a significant effect on the purchase intention of the Wuling Air EV 

electric car in Indonesia. Brand image has a positive relationship between brand image and 

Indonesian consumers' purchase intention for the Wuling Air EV electric car. These results 

indicate that the higher the brand image, the higher the purchase intention of Indonesian 

consumers for the Wuling Air EV electric car. Products that have a good brand image and are 

believed by consumers to be able to meet their needs and desires will automatically increase 

consumer purchase intention for the products offered. This will happen vice versa if the product 

has a negative brand image. Indonesian consumers' purchase intention will certainly be lower. 

The results of this study indicate that respondents strongly agree that the Wuling Air EV 

electric car is very popular among the public and is known as an environmentally friendly car 

and has a fairly good reputation and maintenance of the Wuling Air EV electric car is easier, 

and the Wuling Air EV electric car has features that consumers need and there are no features 

the same as other cars and provides comfort in driving. This is what makes the brand image of 

the Wuling Air EV electric car influence the purchase intention of Indonesian consumers. The 

findings of this study are supported by other findings which state that the brand image of 
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electric cars influences the purchase intention of electric cars. The other research results state 

that the brand image and product innovation of Wuling electric cars influence consumer 

intentions to buy Wuling electric cars.(Verado et al., 2023),(Hidayat et al., 2023),(Nugraha et 

al., 2024)(Rahman et al., 2023) The findings of this study are supported by other findings 

stating that the brand image of electric cars influences the interest in buying electric cars. This 

study is not supported by other studies with electric car brands other than Wuling Air 

EV.(Ramadhani & Yuliana, 2023). 

 

Price perception influences the purchase intention of Wuling Air EV electric car in 

Indonesia. 

Price perception has a significant positive effect on the purchase intention of the Wuling 

Air EV electric car in Indonesia. Indonesian consumers' purchase intention for the Wuling Air 

EV electric car. Price perception has a positive relationship with purchase intention for the 

Wuling Air EV electric car. The better the respondent’s perception of the price of the Wuling 

Air EV electric car, the higher the purchase intention of Indonesian consumers for the Wuling 

Air EV electric car. Price is a company policy but of course, consumer purchase intention 

occurs after considering the price of the product. The results of this study indicate that 

respondents strongly agree that the Wuling Air EV electric car has an affordable price, 

according to the quality of its products, and the price is set according to the quality of the 

product. The price of the Wuling Air EV electric car can compete with other electric cars and 

is more economical compared to other similar electric cars, and the price of the Wuling Air EV 

electric car is on its benefits and the price is in the specifications of its product as an 

environmentally friendly vehicle. This is what makes consumer perceptions of the price of the 

Wuling Air EV electric car affect consumer purchase intentions. The findings of this study are 

supported by the findings of a study conducted on 384 consumers of Wuling electric car dealers 

in Madiun, stating that price perception influences the intention to purchase Wuling electric 

cars in Madiun. (Assidiq H Aditya dan Dessyarti S. Robby, 2024). The findings of this study 

are supported by several other studies that state that price perception influences the intention 

to purchase electric cars.(Ekyawan & Rahman, 2022),(Andre Martinus et al., 2023)(Muslim, 

2024). 

 

CONCLUSION 

1. Product quality influences the purchase intention of the Wuling Air EV electric car in 

Indonesia. 

2. Brand image influences consumer purchase intention of Wuling Air EV electric car in 

Indonesia. 

3. Price perception influences the purchase intention of Wuling Air EV electric car in 

Indonesia. 

4. Product quality has the most dominant role the purchase intention for the Wuling Air EV 

electric car in Indonesia. 
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