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Abstract: Gen-Z, the group born between 1997-2012, has emerged as a significant market 
force. As this generation begins to build their careers and gain purchasing power, Gen-Z has 
become a crucial focus for researchers and marketers today. Their purchasing behavior differs 
from previous generations. Growing up with easy access to the internet and digital technology, 
this generation tends to spend more time online and is highly influenced by digital marketing 
efforts. This research aims to examine Gen-Z's purchase intentions toward electric vehicles 
(EVs) in the Jakarta, Bogor, Depok, Tangerang, and Bekasi (Jabodetabek) areas, mediated by 
the Theory of Planned Behavior (TPB). Data was collected from 335 Gen-Z respondents using 
Structural Equation Modeling (SEM) with AMOS. This study found that although individuals 
have a high level of environmental awareness, their attitudes do not always translate into actual 
green purchasing decisions. The research findings can help EV marketing managers develop 
appropriate strategies for targeting Gen-Z. 
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INTRODUCTION 

As the world strives to reduce greenhouse gas emissions from various sectors, electric 
vehicles have emerged as a promising solution from the transportation sector (Gabbar et al., 
2021). As is known, the transportation sector is a significant contributor to carbon emissions 
with a magnitude of about 20% of total global carbon dioxide emissions (Kassem et al., 2020). 
One of the main advantages of electric vehicles is their potential to significantly reduce carbon 
emissions (Speth & Funke, 2021). Conventional vehicles with internal combustion engines rely 
heavily on fossil fuels, which release harmful pollutants into the atmosphere. Electric vehicles 
that use electric power, on the other hand, do not release pollutants. If the electricity used comes 
from renewable sources, such as solar, wind, and hydropower, the impact on reducing carbon 
dioxide emissions will be more significant. Studies have shown that electric vehicles can 
reduce carbon dioxide emissions by 30-50% and increase fuel efficiency by 40-60% compared 
to their conventional counterparts (Asadi et al., 2021). 
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Figure 1. the Asia Pacific region is projected to be the world's largest electric vehicle market, 
with very high growth potential in the coming decade. This opens up great opportunities for EV 

companies, battery manufacturers and related infrastructure providers in the Asia Pacific region 
(Precedence Reserach, 2024). 

 
 

Figure 2. highly developed EV market in Asia Pacific and Europe, Asia Pacific has the largest 
market share (42.14%), indicating that the region is leading the electric vehicle industry. This can be due 

to: high population and urbanization, rapid adoption of Technology, strong government support, 
especially in countries such as China and India (Precedence Reserach, 2024). 

 
Although the trend of EV adoption is increasing, the phenomenon of EV adoption rate 

is still low. The number of electric vehicle sales in the United States in 2023 was recorded at 
only 2.4 million in the USA (Josh Howarth, 2023). This figure is relatively lower compared to 
some developing countries in the Asia-Pacific region (see Figure 2) one of the key factors 
contributing to this gap is the cost of electric vehicles. In many Asia-Pacific countries, 
governments have implemented financial incentives and subsidies to make electric vehicles 
more affordable for consumers. In contrast, the high upfront cost of electric vehicles in the 
United States has been a significant barrier to wider adoption (Broadbent et al., 2018). 

In addition, the availability of charging infrastructure is another important factor. Many 
Asia-Pacific countries have made significant investments in building a comprehensive network 
of charging stations. This makes it easier for consumers to decide to adopt an electric vehicle 
(X. Zhang et al., 2014) (Broadbent et al., 2018). Governments in the Asia-Pacific region are 
indeed more proactive in promoting the adoption of electric vehicles through various policy 
measures. While in the United States, the charging infrastructure is less well developed. The 
widespread unavailability of these facilities, however, is a major hurdle for potential buyers of 
electric vehicles (Broadbent et al., 2018) (X. Zhang et al., 2014). The increase in adoption of 
electric vehicles in the United States that has occurred in recent years is due to factors such as 
decreased battery costs, increased vehicle range, and increased consumer awareness (X. Zhang 
et al., 2014).  

The Asia Pacific Electric Vehicle Market size is valued at USD 107.68 billion in 2023 
and is expected to reach approximately USD 917.33 billion by 2033. This figure is predicted 
to grow at a CAGR of 23.82% from 2024 to 2033. Geographically, the Asia Pacific region 
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dominates the EV market in 2023 and is anticipated to have the highest CAGR of all 
geographies during the forecast period (Precedence Reserach, 2024). The Indonesian 
government has set an ambitious target to reach 2 million electric vehicles by 2025 (Ministry 
of energy and Mineral Resources, 2024).  This Target is to support the desire to reduce 
emissions of 31.89% without conditions and 43.20% with conditions, which are set under the 
Paris Agreement. The Indonesian government has also set a target of Net Zero Emissions 
(NZE) in 2060 (ASEAN Climate Change and Energy Project, 2024). However, compared to 
Asiap Pasifik figures, the adoption rate of electric vehicles in Indonesia is still low, only about 
0.1% of the total motor vehicles in the country (Harsito et al., 2021).  

Based on data from the Indonesian automotive industry association (GAIKINDO), total 
sales of electric cars nationwide reached 23,045 units in January-August 2024 (GAIKINDO, 
2024). The obstacles faced by Indonesia include the relatively expensive price of electric 
vehicles and the lack of adequate charging infrastructure (Gandhi & Hidayat, 2022) 
(Krismadinata et al., 2022). Until 2024, the State Electricity company (PLN) recorded a new 
supply of 1,117 units of SPKLU and 1,839 units of SPBKLU for electric vehicles in Indonesia 
and this should be in line with the above target (PT. PLN (Persero), 2024). In addition, 
Indonesia still relies on fossil fuel power plants, which can affect the environmental impact of 
the use of electric vehicles (Harsito et al., 2021)). Efforts to increase the adoption of electric 
vehicles in Indonesia, such as purchase subsidies and the development of charging 
infrastructure, are still being made by the government.  

Gen-Z, A group born between 1997 and 2012, has emerged as a significant force in the 
consumer market. As this generation begins to build their careers and increase their purchasing 
power, understanding their consumption patterns and preferences has become an important 
focus for researchers and marketers (Mitić & Vehapi, 2021). Existing studies say that Gen-Z 
shows different buying behavior compared to previous generations. This generation, who grew 
up with easy internet access and digital technology, tends to spend more time online and is 
heavily influenced by digital marketing efforts (Ayu Alfyya Fathinasari et al., 2023).  

This generation grew up in an age of easily accessible information, so their 
considerations in purchasing products are often tied to specific issues, such as the environment 
(Mardius et al., 2023) & Gen-Z are interested in following the trend of purchasing 
environmentally friendly products, which can have a significant impact on consumption and 
purchasing patterns in Indonesia. A key challenge for Indonesia is how to meet its growing 
energy needs while reducing its environmental impact and encouraging the adoption of electric 
vehicles among Gen-Z (Mardius et al., 2023). EV adoption has become a critical component 
in global efforts to mitigate climate change and reduce reliance on fossil fuels. However, 
research on the specific factors that influence EV purchase intentions among the younger Gen-
Z demographic is still limited including factors that influence the decision to buy an electric 
car is not yet understood as a whole such as psychological, social, economic and technological 
factors (Hardman et al., 2016) (Yang et al., 2020a) (Rezvani et al., 2015). 

Previous research has revealed that green purchasing attitudes play a full mediating role 
in the influence of environmental knowledge on the purchase intention of electric vehicles 
(EVs) (Mohd Suki, 2016) (Astuti et al., 2022). The subjective norm is a non-significant 
mediator of the impact between government support and EV purchase intention (Boo & Tan, 
2024). 

With increasing concern for environmental sustainability, electric cars (EVs) have 
emerged as a promising solution for reducing carbon emissions from the transportation sector 
(Yang et al., 2020b). One of the key factors of the previous study was perceived behavioral 
control (perceived behavioral control) which refers to the individual's perception of the ease or 
difficulty of performing certain behaviors (Tu & Yang, 2019). Several studies have explored 
the relationship between perceived behavioral control and EV purchase intention, with varying 
results. Another study found that perceived behavioral control, along with other factors such 
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as environmental knowledge, significantly influenced consumers ' purchase intentions to adopt 
EVs (Rezvani et al., 2015). Similarly, a study by (Yang et al., 2020b) showed that perceived 
behavioral control, as part of Planned behavior theory, is a significant predictor of EV purchase 
intent.  

On the other hand, a study found that although perceived behavioral control is a 
significant factor and has a stronger influence on purchase intention (Yang et al., 2020b). 
Overall, the existing literature suggests that perceived behavioral control is an important factor 
in shaping EV purchase intention. Policymakers and industry stakeholders should consider 
strategies to increase consumer control over the resources and information needed to purchase 
EVs, such as improving infrastructure and providing financial incentives. 

This paper aims to examine Gen-Z purchasing intentions for electric cars (EV) in the 
Jakarta, Bogor, Depok, Tangerang and Bekasi (Jabodetabek) regions mediated by Planned 
behavior theory. The number of respondents in this study obtained 349 respondents, with 
appropriate criteria as many as 335 respondentsThis paper aims to examine Gen-Z purchasing 
intentions for electric cars (EV) in the Jakarta, Bogor, Depok, Tangerang and Bekasi 
(Jabodetabek) regions mediated by Planned behavior theory. The number of respondents in this 
study obtained 349 respondents, with appropriate criteria as many as 335 respondents. The 
questions in this study focm. 
 
METHOD 

Data collection was done by distributing questionnaires to Gen-Z in Jabodetabek. A 
total of 356 data entered, but valid only data from 335 respondents loading factor value based 
on the sample used is 0.35 based on a sample size of 250 respondents. This study used structural 
equation modeling tool AMOS to analyze the data. Reliability and validity tests are used and 
then assess measurements and structural models. Mediation analysis was carried out to identify 
the role of latent construction, then reliability and validation tests were carried out, then 
structural measurements and models were assessed. Mediation analysis was performed to 
identify the role of latent constructs. 
 
RESULTS AND DISCUSSION 

To get a clear picture, this study will use thirteen (13) hypotheses to answer the above 
questions. The thirteen (13) hypotheses are: 

H1	 :	 Environment	Knowledge	(EK)	has	a	positive	impact	on	Green	Purchase	Attitude	(GPA)	
which	reflects	that	the	higher	an	individual's	knowledge	of	the	environment,	the	
better	their	attitude	towards	purchasing	green	products. 

H2	 :	 Charging	facilities	(CA)	have	a	positive	impact	on	Green	Purchase	Attitude	(GPA).		The	
accessibility	of	charging	facilities	improves	consumer	attitudes	towards	the	purchase	
of	environmentally	friendly	products,	especially	electric	vehicles. 

H3	 :	 Government	Support	(GS)	has	a	positive	impact	on	subjective	norms	(SN).		Support	
from	governments	reinforces	social	norms	that	influence	individual	decisions	to	buy	
green	products. 

H4	 :	 Price	Perception	(PP)	has	a	positive	impact	on	Perceived	Behavioral	Control	(PBC).		
Perceived	affordability	increases	an	individual's	perception	of	their	ability	to	
purchase	environmentally	friendly	products. 

H5	 :	 Subjective	Norm	(SN)	has	a	positive	impact	on	the	purchase	Intention	(PI).		Social	
pressure	or	group	norms	encourage	the	intention	to	buy	green	products. 

H6	 :	 Green	Purchasing	Attitude	(GPK)	has	a	positive	impact	on	purchase	intention	(PI).	A	
positive	attitude	towards	green	purchases	strengthens	the	consumer's	intention	to	
buy	green	products.	The	subjective	norm	(SN)	has	a	positive	effect	on	the	purchase	
intention	(PI).	Stronger	subjective	norms	increase	the	likelihood	of	individuals	having	
purchase	intentions. 

https://dinastipub.org/DIJEMSS


https://dinastipub.org/DIJEMSS,            Vol. 6, No. 3, February 2025 

2030 | P a g e  

 
Theory of sustainable behavior (TPB) 

Planned hazard theory (TPB) is the idea of hazard control being exercised—some easy 
or hard we think that a hazard will occur. When one thing cannot be solved or generates little 
effort, wiser people develop positive values and maintain them, such as choosing green 
products or adopting sustainable practices (Ajzen, 1991). Real hazard theory has been 
developed experimentally in various studies, especially in the domain of pro-environmental 
hazards (Fang et al., 2017) (Ajzen, 1991). By incorporating additional variables into the model, 
the results of risk theory analysis will be more comprehensive (Ajzen, 2011).  

The theory of planned danger turning into reality, which is supported by evidence, 
subjective norms and existing Hazard controls, is the main predictor of actual danger.  (Ajzen, 
1991). Research has shown that researching other variations beyond the core construction on 
TPB can further enhance our understanding of pro-environmental hazards. For example, 
studies have found that norm-determining factors, which take into account an individual's 
perception of social pressure to engage in a particular hazard, can affect performance in 
understanding the environment. In addition, TPB can be compared to establishing control 
guidelines, which establish the ability of defined individuals to carry out certain responsibilities 
(Ajzen, 1991). 

 
Environmental Knowledge 

As the youngest and most tech-savvy generation, Gen-Z has emerged as a unique and 
diverse consumer segment. This generation is imaged by their intelligent consumer generation, 
strong preference for new technologies, and ethical awareness of environmental sustainability 
(Besc Ltescu, 2019a) (Dabija et al.)., 2020). Recent studies have addressed the level of risk that 
society faces to a sustainable environment (Song et al.)., 2020). In addition, Gen-Z 
communities are more sensitive to top-priority companies, even if it costs them more, as an 
effort to contribute to environmental protection (Dabija et al., 2020) 

 
Charging Availability 

Recent research has identified several key parameters that can be important 
considerations for making an electric vehicle, including drive power, drive power range, drive 
power duration, and drive power location (Yang et al., 2020a) (Rezvani et al., 2015). 

H7	 :	 Subjective	Norm	(SN)	has	a	positive	impact	on	purchase	intention	(PI).	Stronger	
subjective	norms	increase	the	likelihood	of	individuals	having	purchase	intentions. 

H8	 :	 Perceived	Behavioral	Control	(PBC)	has	a	positive	impact	on	purchase	intention	(PI).		
When	individuals	feel	they	can	afford	green	products,	the	intention	to	buy	increases. 

H9	 :	 Green	Purchasing	Attitude	(GPA)	mediates	the	relationship	between	environmental	
knowledge	(EK)	and	purchase	intention	(PI)	where	higher	environmental	knowledge	
encourages	a	positive	attitude	which	ultimately	increases	purchase	intention. 

H10	 :	 Green	Purchasing	Attitude	(GPA)	mediates	the	relationship	between	charging	
availability	(CA)	and	purchase	intent	(PI).		The	availability	of	charging	facilities	
reinforces	the	positive	attitude	that	leads	to	purchase	intentions. 

H11	 :	 The	Subjective	Norm	(SN)	mediates	the	relationship	between	government	support	
(GS)	and	purchase	intention	(PI).		Government	support	influences	subjective	norms	
which	in	turn	increases	purchase	intention. 

H12	 :	 Perceived	Behavioral	Control	mediates	the	relationship	between	price	perception	
(PP)	and	purchase	intention	(PI).		Positive	price	perception	reinforces	behavioral	
control	which	ultimately	increases	purchase	intention. 

H13	 :	 Perceived	Behavioral	Control	mediates	the	relationship	between	Relative	Advantage	
(AR)	and	Purchase	Intention	(PI).		Where	the	relative	superiority	of	a	product	
increases	the	control	of	the	behavior	that	leads	to	the	purchase	intention. 
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Knowledge of electric vehicles, the risks they pose, and finances also play an important role in 
their purchasing decisions (Yang et al., 2020a). To promote widespread adoption of EVs, it is 
necessary to focus on achieving this goal. To increase public awareness, improve power 
support infrastructure ,and increase public awareness and education about the benefits of 
electric vehicles, can help improve public knowledge to make these sustainable vehicles (Yang 
et al., 2020a) (Broadbent et al., 2018). 

 
Government Support 

This is done to reduce the risks posed. The government is the main authority in 
promoting EV (K. Zhang et al., 2018). Several studies have proven the importance of 
government policies, such as subsidies, tax exemptions, and infrastructure development, in 
supporting the rapid growth of the EV market (K. Zhang et al., 2018). Research has proven that 
knowledge of EVs, the risks they pose, and the environmental impacts posed by government 
is a key source of information for understanding EVs (Yang et al., 2020a). This study aims to 
find out the relationship between parents and adopted children, for example, to find out the 
impact of these adoptions and the specific target groups they affect, not yet well studied (Yang 
et al., 2020a). 

 
Price Perception 

Although electric vehicles provide significant environmental benefits, high EV 
purchase prices are a major obstacle to consumer adoption (Rezvani et al., 2015) (Bohnsack et 
al., 2014). Several studies have consistently proven that high adoption of EVs over traditional 
vehicle prices is a meaningful router for many consumers. Nonetheless, the way EVs operate 
could be more appropriate in the long run (Boulanger et al., 2011). 

 
Relative Advantages 

Previous studies have investigated the relationship between relative advantages when 
adopting EVs. The relative advantages that EV has become the basis of research to understand 
EV (Ramachandaramurthy et al., 2022) (Liao et al., 2017) (Rezvani et al., 2015). Research has 
found that the Gen-Z consensus is more centered on by factors of computer literacy, peer and 
Social Research, and social media identity when making purchasing decisions. This suggests 
that the relative relationship of electric vehicles may be very closely tied to" technological unity 
" and established social status among these demographics (Kahawandala et al., 2020). The 
relative superiority of electric vehicles for Gen-Z is a complex and multifaceted issue. While 
the nature of those who understand technology and the environment can make them more 
receptive to the benefits of EV. Other factors such as price, infrastructure, and family changes 
may pose challenges for wider adoption (Kahawandala et al., 2020) (Băltescu, 2019b). 

 
Green Buying Attitude 

With increasing awareness and concern for environmental issues, consumers are 
becoming aware of their development impacts. Previous research has explored the relationship 
between Gen-Z consumers of green products and their propensity to make electric vehicles. 
The literacy that exists today is understood as the knowledge of Gen-Z, who are more aware 
of the environment and look towards sustainable consumption, more sensitively looking at 
environmentally friendly products such as EV (Palomo-domí, 2023) (Yang et al., 2020a). To 
get deeper information, the factors that affect the price of Gen-Z to make electric vehicles focus 
on a certain distance they are included in environmentally friendly products.  And insights into 
factors affecting motor vehicle adoption and Gen-Z sustainable consumption risks (Yang et al., 
2020a). The findings suggest that there is consensus is an important factor in establishing their 
intention to make electric vehicles (Yang et al., 2020a). 
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Subjective Norms 
As the world moves toward more sustainable transportation options, understanding the 

factors that affect the price of buying an electric vehicle is critical. Several studies have found 
the significance of subjective norms in establishing consumer risk, especially in the context of 
green and sustainable products (Pop et al., 2020) (Yang et al., 2020a). Literature is part of the 
subjective norm, which prevails on the social pressure created from significant others to do 
something specific, can change greatly on the individual to make EV (Yang et al., 2020a).  This 
is particularly relevant for Gen-Z populations, who are often more attuned to social change and 
environmental issues when making decisions. This study will discuss, how subjective norms 
affect the behavior of adopting EV among Gen-Z communities. Taking into account these 
changes in subjective norms in the population, entrepreneurs and businesses can develop 
effective strategies to encourage EV adoption and contribute to a more sustainable future (Yang 
et al., 2020a) (Pop et al., 2020) (Bertrandias & Elgaied-Gambier, 2014). 

 
Perceived Behavioral Control 

Gen-Z is known as an intelligent consumer who knows what they want and how to 
achieve it (Bă specifically, age can affect self-performance, making Gen-Z intelligence 
uncertain and unsure when making decisions (Kung, 2023). In the case of electric vehicle 
repairs, the hazard control carried out is an important factor in providing added value. In 2019, 
this study aims to determine the relationship between Gen-Z and Gen-Z in new technologies 
(Kahawandala et al., 2019b) (Kahawandala et al., 2019b)., 2020) (if, 2023).  

 
Methodology 

This paper uses a simplified version of the conceptual framework to understand the 
TPB used (See Figure 3). The Data collected in this study used self-collected questionnaires. 
The questionnaire consists of two parts: Part A and Part B. These sections discuss demographic 
information and people's response to global procurement issues, followed by companies related 
to charging availability (their location being used more for power procurement facilities), their 
governments on government support, respondents ' price perceptions of EVs, relative 
superiority, environmentally friendly purchasing attitudes, subjective norms, perceived 
perceptions of behavioral control with EV purchase intention. 

 

Figure 3. Authors own creation 
 
 
Data Analysis And Results 

Table 1. Demographic Characteristics Of Respondents 
Demographic Attributes %  Demographic Attributes % 
Gender   Pekerjaan  
Female 57,9%  Aparatur Sipil Negara (ASN) 22,4% 
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Male 42,1%  Karyawan Swasta 29,4% 
   Wirausaha 33,8% 
Age   Mahasiswa 14,4% 
<17 years 0%  Ibu Rumah Tangga 0% 
17-21 44%    
22-27 56%  Pendapatan  
   ≤ Rp 5 juta 9,1% 
Pendidikan   Rp 5,1 juta - Rp 10 juta 11,2% 
SMA dan Sederajat 2,1%  Rp 10,1 juta - Rp 15 juta 3,5% 
Diploma I - Diploma III 2,6%  Rp 15,1 juta - Rp 20 juta 48,5% 
Sarjana (S1) 68,2%  > Rp 20 juta 27,6% 
Pasca Sarjana (S2) 26,8%    
Program Doktor (S3) 0%    

 
Measurement Model 

Measurement models are essential in this study to develop and validate sustainable 
consumerism. Validity and reliability testing was conducted to test the validity and consistency 
of the respondents ' answers in measuring a variable (Hair et al., 2020).  Validity Analysis tool 
used through the loading factor and for reliability is Cronbach's Alpha Coefficient. The results 
of the validity and reliability test showed that for a loading factor > 0.35 and Cronbach's Alpha 
Coefficient obtained > 0.60 then all statements in the questionnaire proved to be valid or 
reliable. 

Table 2. Testing The Validity And Reliability Of Variables 

Variabel 
Pengujian Validitas Pengujian Relibilitas 

Factor loading  Simpulan Cronbach 
Alpha Simpulan 

Environmental Knowledge 
EK1 0.904 Valid  

0.933 Reliable 
EK2 0.878 Valid  
EK3 0.853 Valid  
EK4 0.885 Valid  
EK5 0.919 Valid 

Charging Availability 
CA1 0.872 Valid  

0.875 Reliable CA2 0.797 Valid  
CA3 0.858 Valid  
CA4 0.888 Valid  

 
Government Support  

GS1 0.910 Valid  
0.875 Reliable GS2 0.875 Valid  

GS3 0.898 Valid 
 

Price Perception 
PP1 0.834 Valid  

0.896 Reliable 
PP2 0.869 Valid  
PP3 0.787 Valid  
PP4 0.859 Valid  
PP5 0.857 Valid  

 
Relative Advantage 

AR1 0.897 Valid  

0.925 Reliable AR2 0.853 Valid  
AR3 0.869 Valid  
AR4 0.879 Valid  
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AR5 0.885 Valid  
Green Purchasing Attitude 

GPA1 0.890 Valid  

0.925 Reliable 
GPA2 0.878 Valid  
GPA3 0.857 Valid  
GPA4 0.883 Valid  
GPA5 0.877 Valid  

 
Subjective Norm 

SN1 0.894 Valid  

0.929 Reliable 
SN2 0.882 Valid  
SN3 0.859 Valid  
SN4 0.892 Valid  
SN5 0.884 Valid  

 
Perceived Behaviour Control  

PBC1 0.895 Valid  

0.922 Reliable 
PBC2 0.863 Valid  
PBC3 0.868 Valid  
PBC4 0.872 Valid  
PBC5 0.868 Valid  

 
Purchase Intention  

PI1 0.892 Valid  

0.914 Reliable 
PI2 0.832 Valid  
PI3 0.848 Valid  
PI4 0.857 Valid  
PI5 0.896 Valid  

 
Structural Model 

The processing results for fit model testing are shown in table 3. Information from the 
table shows that of 8 fit model testing criteria, there are 5 criteria to produce Fit Model 
conclusions, namely RMSEA , IFI , TLI, CFI and CMIN/DF , one (1) criterion to produce 
marginal conclusions, namely NFI, two (2) criteria to produce poor fit conclusions, namely p-
value Chi-Square and GFI because they have not met the specified fit requirements so that 
research hypothesis testing can be carried out and declared fit. 

Table 3. Model Suitability Testing Indicators 
Types 

Measurement Measurement Decision Model Fit Result 
Processed Decision 

Absolute fit 
measures 

Chi-square low Chi Square 2313,586  
p-value Chi-Square ≥ 0,05 0,000 Poor Fit 

GFI ≥ 0,90 0,738 Poor Fit 

RMSEA ≤ 0,10 0,075 Model fit 

NFI ≥ 0,90  0,872 Marginal fit  
IFI ≥ 0,90  0,913 Model fit  
TLI  ≥ 0,90  0,906 Model fit 
CFI ≥ 0,90  0,912 Model fit 

Parsimonius fit 
meassure CMIN/DF Between 1 to 5 2,888 Model fit 

Source(s): (Hair et al., 2020) 
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Model fit testing is a test that must be carried out as a prerequisite before the research 
hypothesis is tested with the SEM AMOS model. The following testing process with SEM 
AMOS is shown in Figure 3. 

 
 

 
Results And Discussion 

In summary, this study aims to examine the relationship between 8 constructions and 5 
mediations towards purchase intention EV. The results of data processing showed most of the 
hypothesis of direct influence, supported. Environmental knowledge, relative advantage, and 
the mediating effect of green purchasing attitude. When mediated by the theory of planned 
behavior, the results showed that some variables were not shown to have a positive relationship 
such as charging availability mediated by green purchasing attitude and relative advantage 
mediated by perceived behavior control while for other mediations the results were significant. 

The results of this study are not in line with research conducted by (Boo & Tan, 2024) 
where environmental knowledge variables have been shown to have a significant positive 
effect on green purchasing attitude. The study found a significant relationship between the 
variables, except the relationship with environmental knowledge. This is consistent with the 
argument (Joshi & Rahman, 2015) which states, although generally an increase in 
environmental knowledge will lead to a more positive attitude towards green purchasing 
attitude, some studies have found that this relationship is not as easy as it seems. Individuals 
who have a high level of environmental awareness, their attitudes do not always translate into 
actual green purchasing decisions (Joshi & Rahman, 2015).  This phenomenon, known as the 
"attitude-behavior gap," suggests there are other factors influencing consumer behavior beyond 
environmental knowledge.  

Joshi & Rahman (2015) have also examined the relationship between relative 
advantage, which opens up the fact that consumers with a high level of environmental 
awareness may not always buy environmentally friendly products, if they do not feel a clear 
advantage over traditional options. This inconsistency between attitudes and behavior has led 
to calls for a more comprehensive investigation of the factors that influence green buying 
decisions. 

In a review (Joshi & Rahman, 2015) highlighted the need for a better understanding of 
the various factors that can influence green purchasing attitude. They note that although there 
are empirical studies on the various dimensions of green consumption, comprehensive review 
studies on attitude-behavior inconsistency in this context are few.  

One aspect of TPB that has been the subject of debate is the relationship between 
Relative Advantage and Perceived behavioral Control. Relative Advantage, which refers to the 
degree to which an innovation is perceived to be better than the idea it replaces, has been 
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theorized to positively influence perceived behavioral control. However, some studies suggest 
that this relationship may not always be true (Gungaphul & Devi Heeroo, 2022) (Uddin & 
Khan, 2018). 

The relationship between green purchasing attitude and purchase intention has become 
a very interesting topic in the field of sustainable consumer behavior. While some studies have 
found a positive correlation between these two variables (Hoang Yen & Hoang, 2023). Others 
report a lack of significant influence of green purchasing attitudes on purchase intentions (Joshi 
& Rahman, 2015). The discrepancy in the findings of this study requires a closer examination 
of the underlying factors that may contribute to this phenomenon. One of the key factors that 
have been identified as a potential influence on the relationship between Green buying attitudes 
and buying intentions is consumer concern and knowledge of the environment (Joshi & 
Rahman, 2015). According to the TPB, individuals ' attitudes toward a behavior, such as buying 
green, are influenced by their beliefs and perceptions about the consequences of that behavior. 
Consumers who have a strong sense of environmental concern and a better understanding of 
the benefits of green products are more likely to develop a positive attitude toward green 
purchases. 

However, the relationship between attitudes and intentions is not always easy, as other 
factors, such as product attributes, price, and convenience, can also play an important role in 
shaping consumer purchasing decisions. (Hoang Yen & Hoang, 2023) consumers may have a 
positive attitude towards eco-friendly products, but if they find them too expensive or 
inconvenient to buy, they may be less likely to follow through on their intention to buy. 

In general, the respondents have sufficient knowledge about electric cars, and there are 
340 or 96% of respondents out of 14 (4%) who have knowledge about electric vehicles. Since 
research has determined perceived behavioral control to be the most impactful variable 
followed by green purchasing attitude, policymakers can focus on this area to promote EV 
adoption in the Greater Jakarta area. Theoretically, perceived behavioral control has more to 
do with the consumers themselves about whether they think it is difficult or easy to perform a 
behavior. In the context of EV adoption, marketing managers can devise appropriate marketing 
strategies to market EVs to Gen-Z.  

In addition, most respondents are well aware of environmental issues and strong price 
perceptions. So, marketing managers can put more emphasis on EV promotion in areas such as 
EV technology, functions, features, and benefits, as well as long-term cost savings. This idea 
is further supported by the fact that 42.9% of the 146 respondents stated that they agreed and 
36.5% of the 124 respondents strongly agreed that environmentally friendly cars would reduce 
air pollution. Consumers understand the reliability of EVs in protecting the environment and 
agree that it is a valuable decision to corroborate EV buying intentions (Gao et al., 2021). This 
study mentions that consumers tend to protect the environment by changing their behavior to 
be pro-environment because of environmental anxiety. Therefore, marketing managers should 
identify their mix of green marketing strategies taking into account the substantiality of their 
green market segment and the Differentiability of greenness (Ginsberg & Bloom, 2004). Green 
consumers play an important role in influencing their circle or group of friends and family to 
buy EVs to support environmental protection. For better effect, marketing managers can hire 
social influencers and celebrities who have significant influence in bringing out the trend of 
EV riding among their followers. It may be able to promote subjective norms in which 
individuals will behave in a certain way or carry out behaviors when they are under social 
pressure exerted by society. It becomes a motivation for them to act in the same way as the 
majority. 
 
CONCLUSION 

This paper successfully identifies latent constructs that play a role in the decision-
making process to buy an EV. With detailed analysis of path diagrams and structural equation 
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modeling using SEM AMOS, it helps to understand Gen-Z Behavioral Decision Making and 
important measurements in understanding Gen-Z choices in EV buying intentions. 

The use of high fuel combustion vehicles and the manufacturing process of vehicles 
emit various gases harmful to the environment. This has led to deterioration in living areas and 
severely affected human health, which can be seen in conjunction with SDG 13 which is about 
climate action. The SDGs are global Goals adopted by the United Nations in 2015 as a global 
call to action to tackle poverty, protect the planet, and ensure all people enjoy peace and 
prosperity by 2030. To achieve the expected results, everyone must work together by balancing 
social, economic and environmental sustainability (UNDP, 2022). In accordance with the 
United Nations Development Program (UNDP), every country is experiencing the effects of 
drastic climate change due to high greenhouse gas emissions. The climate system has long been 
affected by global Warming that brings irreversible consequences if no action is taken. 
Therefore, this paper highlights the goal of achieving economic growth and sustainable 
development through the reduction of the ecological footprint. In this context, is to reduce 
carbon emissions and consider changing direction towards EV (Charabi et al., 2020). Countries 
that strongly promote and sell EVs can support other regions that have the potential to allow 
EV penetration into their markets. With more advanced technology, the goal will be achievable 
if all countries are willing to join forces for a better environment (Purvis et al., 2019). 

As highlighted by (Venciute et al., 2023), deeper cause-related marketing is urgently 
needed to close the gap between green consumption attitudes and behaviors (Fan et al., 2022). 
Based on the results, we recommend that manufacturers should work to reduce consumer 
mileage anxiety towards EVs such as by including larger battery packs when building cars or 
providing separate backup batteries in the vehicle. In addition, the range and efficiency of EVs 
are inseparable, manufacturers can encourage innovation in EVs by collaborating or seeking 
partnerships with more expertise from other countries so that the exchange of technological 
knowledge can take place in Greater Jakarta. (Shan et al., 2024) suggest that we should have 
flexible energy management strategies for green vehicles to maintain power reliability and 
promote low-carbon transportation (Abdelrahman et al., 2023). Thus, we recommend that 
manufacturers can increase the range of EVs by increasing the energy density of batteries, 
through the use or adoption of lithium-sulfur or lithium-ion batteries (Onat et al., 2014). Not 
only about the battery but the charging infrastructure should also be improved to make EVs 
more convenient to use. In energy management strategies, especially in urban areas, we will 
explore energy management between high-rise residential buildings and hydrogen vehicles 
(Liu et al., 2021). Manufacturers may also seek investment from governments, policymakers, 
or shareholders to increase the number of charging stations and to develop faster charging 
technologies or exchange stations (Wang et al., 2020) or smart energy management systems 
for EVs (Huang & Xue, 2023). 

By utilizing the nature of the subjective norm, sellers must understand that buyers will 
be very concerned about other people's perceptions and views of them in order to pressure 
buyers into certain buying behaviors. As sellers, they can produce effective ads or hire famous 
people who are widely recognized by locals including Internet celebrities. Most of the time, 
social values and special beliefs in Indonesia always make consumers pay more attention to 
fame and recognition, so that marketing managers can create the conception that driving an EV 
can attract the attention of others. As highlighted by (Safari et al., 2018). Marketing managers 
must develop a love of green brands. They have to come out with different sales strategies to 
address Gen-Z groups, including environmentalists or green advocates, early adopters, cost-
conscious consumers, urbanites who have non-identical cultures and opinions towards new 
products. To accelerate the purchase of EVs, the government can launch more incentives 
through the national budget. The most effective way is that the government can provide 
incentives to attract original equipment manufacturers to assemble their EVs locally, which in 
turn can incentivize them to sell domestically. On the other hand, policy makers can collaborate 
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with local bank industries in offering bridge loans at exclusive interest rates to foreign 
manufacturers to entice them to set up their assembly plants in Indonesia. Fortunately, this 
approach is now under the recently announced GoI budget where a full tax exemption for EV 
charging equipment manufacturers is offered (Marwiyah & Rengganis, 2021).  

Lastly, the government should optimize charging infrastructure for EVs by launching a 
strategic framework for EV infrastructure development and planning across Indonesia. The 
Energy Transition Roadmap of the Republic of Indonesia provides a better framework for 
Indonesia to achieve low carbon and remain competitive in the low carbon energy economy 
(National Energy Council of the Republic of Indonesia, 2022). Public charging stations should 
be built as soon as possible to accommodate the increase in the number of EVs sold. This 
implementation can further increase the use and demand for EVs as well as attract investors to 
expand charging points throughout the country (National Energy Council of the Republic of 
Indonesia, 2022). Therefore, the government should strengthen the policy regarding the cost of 
charging, unlike the price of gasoline. Nonetheless, future studies will explore other control 
variables to corroborate the mediation/moderation role of planned behavior theory, looking 
deeper into the consistent relationship between environmental knowledge and green buying 
attitudes (Joshi & Rahman, 2015) where this study has found that this relationship is not as 
easy as it seems. Consumers with a high level of environmental awareness may not always buy 
environmentally friendly products if they do not feel a clear advantage over traditional options 
(Joshi & Rahman, 2015) of course, this also needs to be done more specific research. 

The study found a significant relationship between the variables, except the relationship 
between environmental knowledge. This is consistent with the argument (Joshi & Rahman, 
2015) stating the relationship between environmental knowledge and green purchasing 
attitudes which has become a very interesting topic in the field of Consumer Behavior 
Research. Although it is generally assumed that increased environmental knowledge will lead 
to a more positive attitude towards green purchases, some studies have found that this 
relationship is not as easy as it seems. Although individuals have a high level of environmental 
awareness, their attitudes do not always translate into actual green purchasing decisions (Joshi 
& Rahman, 2015). This phenomenon, known as the "attitude-behavior gap," suggests that there 
may be other factors influencing consumer behavior beyond environmental knowledge. The 
relationship between Green buying attitudes and buying intentions has become a very 
interesting topic in the field of sustainable consumer behavior. While some studies have found 
a positive correlation between these two variables (Hoang Yen & Hoang, 2023). Others report 
a lack of significant influence of green purchasing attitudes on purchase intentions (Joshi & 
Rahman, 2015). The discrepancy in the findings of this study requires a closer examination of 
the underlying factors that may contribute to this phenomenon. 
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