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1. INTRODUCTION

Abstract

Environmental issues such as soil pollution, forest fires, and increasing
air pollution have become significant concerns for both the government
and the public. Rising awareness of environmental preservation
encourages society and industry to seek sustainable solutions, including
the use of eco-friendly vehicles. This study aims to analyze the influence
of environmental awareness, green price, attitude, and financial well-
being on the purchase intention of electric motorcycles in Surabaya. The
research employs a quantitative approach with data collected via Google
Form questionnaires. The population consists of Surabaya residents
interested in purchasing electric motorcycles in the future. The sampling
technique used is non-probability sampling with a purposive sampling
method, resulting in 138 respondents. Data analysis was conducted using
multiple regression. The results indicate that environmental awareness,
attitude, and financial well-being significantly influence purchase
intention, while green price does not have a significant effect. The
coefficient of determination (R? = 0.843) indicates that the model is
capable of explaining 84.3% of the variance in purchase intention, which
can be classified as very strong. The multicollinearity test results show
that all variables have tolerance values greater than 0.10 and VIF values
below 10, indicating that no multicollinearity issues are present in the
model. These findings emphasize the importance of psychological and
economic factors in shaping the intention to buy eco-friendly vehicles.
This research contributes to the literature on green consumer behavior by
integrating the dimension of financial well-being into the purchase
intention model and serves as a reference for the government in
formulating policies related to the development of electric vehicles.

Keywords:
Environmental Awareness; Green Price; Attitude; Financial Well-being;
Purchase Intention.

Changes in public consumption patterns are increasingly leaning toward eco-friendly product choices,
including electric vehicles (EVs) such as electric cars and motorcycles. The Indonesian government has
implemented various incentives and policies to encourage EV adoption, including purchase subsidies, tax
relief, and the development of charging infrastructure. According to data from the Ministry of Industry, the
number of electric vehicles in Indonesia has increased significantly in recent years. In 2022, the number of
registered electric vehicles reached over 25,000 units, a sharp rise from approximately 5,000 units in the
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previous year. This trend continues to grow rapidly, driven by declining battery prices, technological
innovations, and the expansion of charging stations across major cities.

Despite the positive growth trend in electric vehicles, most prior research has focused on electric cars or
green products in general, predominantly within the context of developed nations. This indicates research in
the developing countries remains relatively limited. Most previous studies have focused more on four-
wheeled vehicles than on other types of electric vehicles, leaving a gap in the understanding of electric
vehicles within developing country contexts (Rajper & Albrecht, 2020). Furthermore, these studies
specifically examining purchase intention toward electric motorcycles remain relatively limited, particularly
in the context of developing countries like Indonesia. However, two-wheeled vehicles are the dominant mode
of transportation and contribute significantly to urban emissions. Therefore, research on the determinants of
purchase intention for electric motorcycles in the context of major cities like Surabaya is both relevant and
essential.

Furthermore, rising public awareness regarding climate change and energy efficiency has accelerated
the adoption of electric vehicles. Environmental awareness has emerged as a significant public concern due
to worsening environmental conditions. Environmental concern reflects an individual’s general orientation
toward the environment. The level of environmental concern has been widely recognized as a significant
predictor of environmentally conscious behavior and the intention to purchase eco-friendly products
(Prihatini & Sutanto, 2025; Febrian & Ramli, 2024). This framework implies that environmental awareness is
defined as an individual’s comprehensive understanding of factors influencing humanity, which is
subsequently reflected in their pro-environmental attitudes and behaviors. Thus, someone who has
environmental awarness will be seen frim the knowledge they have, how they respons to the environment and
their behavior toward the environment. As (Sugiarto, A & Gabriella, 2020) explain that environmental
awareness refers to actions or attitudes aimed at promoting understanding of the importance of a clean and
healthy environment.

Environmental awareness encompasses several dimensions, including theoretical knowledge regarding
environmental issues, attitudes toward environmental quality, and environmentally sensitive behavior.
(Neolaka, 2020) identifies four factors that influence environmental awareness: ignorance, poverty,
humanism, and lifestyle. Consumer environmental awareness significantly impacts the willingness to pay a
premium for eco-friendly products. (Mubarok, 2024) reveald that a strong sense of environmental awareness
among the public facilitates higher purchase intentions for green products, as such behavioral intentions are
intrinsically linked to the broader objective of environmental preservation. Moreover, (Mawardi et al., 2022)
observed that environmental awareness did not significantly influence consumer purchase intention when
mediated by attitudes toward green products.

These differences in findings indicate an inconsistency in the literature regarding the influence of
environmental awareness on the purchase intention of eco-friendly products. Theoretically, environmental
awareness is regarded as a core pro-environmental value that shapes behavioral intentions. This perspective
is further supported by recent studies demonstrating that environmental values and awareness play a
significant role in shaping pro-environmental behavioral intentions, both directly and indirectly through
psychological mechanisms such as perceived benefits and environmental concern (Zhao, H., Furuoka, F.,
Rasiah, R. AL. & Shen, 2024; Trinh, K. A., Tran, D. M., & Adomako, 2025). However, this relationship
remains inconsistent, as it is often moderated by contextual factors and product-specific characteristics.
Consequently, re-evaluating the influence of environmental awareness on electric motorcycle purchase
intention within a local context is essential to enrich the existing discourse on green consumer behavior.

Price is another main factor in consumer purchasing decisions, serving as a primary determinant of
purchase intention and a critical element for corporate viability in a competitive market (Kotler, P. & Keller,
2022). (Tjiptono, 2020) asserts that price is the sole component of the marketing mix that directly generates
revenue for a. According to (Kotler, P. & Keller, 2022), price is defined as the amount of money charged for
a product or service, or the value exchanged by consumers to obtain the benefits offered by that product or
service. On the other hand, green products, consumers often incur a price premium, reflecting the superior
quality and eco-friendly attributes of the offering. This 'green price' effectively serves as a financial metric
that incorporates environmental value into the cost of goods or services. Although the acquisition cost of
electric motorcycles is relatively high, they offer significant advantages over internal combustion engine
vehicles, such as zero carbon emissions and potential reductions in long-term operational costs. These
benefits are expected to bolster consumer purchase intention. According to (Tjiptono, 2020), firms set prices
with the strategic objectives of increasing sales, maintaining market share, maximizing profits, and
strengthening brand image. (Bernardo, F. O & Ray, 2024) demonstrated that price exerts a positive influence
on purchase intention. Meanwhile, (Zahro, K., Ahmad, G. N, & Krissanya, 2025) found that price does not
have a significant effect on consumers’ purchase intention toward environmentally friendly products.

These varied research findings indicate that the role of price in forming purchase intention for eco-
friendly vehicles remains inconclusive. From an economic perspective, price serves as a primary determinant
of purchasing decisions (Kotler, P. & Keller, 2022), however, within the context of green products,
consumers frequently face a trade-off between environmental values and financial capacity. Environmentally
friendly products are often perceived as having higher prices, which can pose a barrier for price-sensitive

495



Volume 6 (1), January-June 2026, 494-503, DOL: https://doi.org/10.35870/ijmsit.v6i1.6786

consumers (Shao & Lin, 2024). Nevertheless, recent studies indicate that consumers with strong
environmental concern tend to continue choosing green products despite their higher cost (Al Mamun et al.,
2025). Therefore, empirical testing is needed to determine whether 'green price' is truly a significant
determinant of electric motorcycle purchase intention.

In terms of consumer behavior, attitude is a critical factor to consider throughout the entire purchasing
process, both before and after the transaction. (Solomon, 2020) define attitude as an internal expression of
feelings reflecting an individual’s likes or dislikes, and agreement or disagreement toward an object. Attitude
also reflects an individual’s evaluation, feelings, and behavioral tendencies toward an object, which tend to
be relatively stable (Kotler, P. & Keller, 2022). Consumer attitude is an essential psychological factor for
marketers to understand, as it strongly correlates with behavior. Essentially, the benefits and advantages
offered by a product are aimed at fostering a positive consumer attitude. This is supported from the Studies
by (Purwantini, F & Tripalupi, 2021) found that attitude has a significant influence on purchase intention.
Similarly, (Ningtyas et al., 2021) reported that attitude exerts a positive effect on purchase intention. In
contrast, (Zahrati et al., 2022) found that attitude does not have a significant effect on consumers’ purchase
intention.

Several studies have identified a gap between positive environmental attitudes and actual purchasing
decisions for electric vehicles, commonly referred to as the attitude—behavior gap. Although consumers may
possess a high level of environmental awareness and favorable attitudes toward electric vehicles, these do not
necessarily translate into actual purchase behavior. This discrepancy is influenced by various factors,
including perceived benefits, financial risk, and the readiness of supporting infrastructure (Chaturvedi, P.,
Kulshreshtha, K., Tripathi, V., Algihotri, 2023; Effendi & Salehudin, 2026). This condition suggests that a
positive attitude alone is not always sufficient to drive purchase intention for electric vehicles. Consequently,
re-examining the role of attitude within the context of electric motorcycle purchases in Surabaya is crucial to
clarify its contribution to the green consumer behavior model.

Financial well-being is defined as a state where an individual feels secure and capable of meeting both
current and future financial needs. This concept extends beyond mere wealth or income; it also incorporates
an individual's subjective perception of their financial situation (Diener, E., & Biswas-Diener, 2022). Recent
research by (Silva, A. J., & Dias, 2023) highlights the role of financial status, attitudes, behavior, and
knowledge in overall well-being, with financial well-being acting as a mediator. Despite its importance, there
is limited literature exploring the direct impact of financial well-being on consumer purchase intention.
Therefore, this study introduces financial well-being as a novel variable, specifically within the context of
green products like electric motorcycles. By simultaneously integrating psychological and economic factors,
this study offers a comprehensive empirical approach. The primary objective is to examine whether
environmental awareness, green price, attitude, and financial well-being significantly influence the purchase
intention of electric motorcycles in Surabaya.

Most research on electric vehicle purchase intention has predominantly focused on psychological
factors, such as environmental awareness and attitude, alongside objective economic factors like price.
However, the dimension of financial well-being—defined as an individual’s subjective perception of their
financial security and stability—remains underexplored as a determinant of electric vehicle purchase
intention. This is particularly relevant given that financial well-being influences an individual's ability to
make long-term consumption decisions and high-value purchases (Bureau, 2023). Consequently, integrating
financial well-being into the electric motorcycle purchase intention model constitutes a theoretical
contribution that broadens the perspective of green consumer behavior by simultaneously combining
psychological and economic factors.

This study provides empirical insights into the psychological and economic determinants shaping the
intention to purchase electric motorcycles in Surabaya. By incorporating financial well-being into the green
consumer behavior model, this research addresses a significant gap in the literature. The integration of
psychological factors and subjective financial perceptions within a single analytical framework offers a more
comprehensive understanding of purchase decisions for eco-friendly technology products. From a
management perspective, these findings hold implications for developing more effective green marketing
strategies. Furthermore, within the context of technological transformation, this research supports the
development of a technology-based electric vehicle ecosystem and the formulation of data-driven policies to
accelerate the adoption of eco-friendly transportation.

2. RESEARCH METHOD

This study utilizes a quantitative approach with an explanatory survey design to investigate the
influence of environmental awareness, green price, attitude, and financial well-being on the purchase
intention of electric motorcycles in Surabaya. The study utilizes primary data collected through online
questionnaires distributed via Google Forms over a three-month period. The study population comprises
Surabaya residents identified as potential electric motorcycle consumers—both those familiar with and those
considering the purchase of an electric vehicle. A purposive sampling technique was applied based on the
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following inclusion criteria: (1) individuals aged 17 years or older, (2) residents of Surabaya, and (3)

individuals with foundational knowledge of electric motorcycles. A total of 138 respondents were recruited, a

sample size deemed sufficient for multiple regression analysis (Hair, J. F., Hult, G. T. M, Ringle, C. M., &

Sarstedt, 2021). The research instrument consists of a structured questionnaire, adapted from established

literature and contextualized for electric motorcycles. Respondent characteristics documented include gender,

age, education level, employment status, and annual income. To provide clarity on how each variable is
measured, the operationalization is summarized below:

a. Environmental Awareness is defined as the effort to foster and strengthen an individual's concern for
environmental preservation. This variable is measured through three indicators: environmental
knowledge, attitude toward the environment, and environmental action (Neolaka, 2020).

b. Green Price refers to the cost consumers incur when purchasing eco-friendly electric motorcycles. This
variable is assessed using indicators of affordability, price-quality correspondence, price-benefit
correspondence, and competitive pricing (Inyustisia, A., Sariadi, & Lestari, 2024).

c. Attitude represents an individual’s expression reflecting their beliefs and liking toward electric
motorcycles. It is measured through two primary indicators: beliefs and preferences (Ningtyas et al.,
2021).

d. Financial Well-being describes a state where an individual feels secure and capable of meeting both
current and future financial needs. This variable is measured by indicators of daily financial control,
capacity to absorb financial shocks, freedom of life choices, and long-term financial stability (Bureau,
2023).

e. Purchase Intention is defined as the consumer’s willingness and desire to purchase an electric motorcycle
in the near future. This variable is operationalized through three indicators: purchase interest, purchase
consideration, and replacement intention (Bernardo, F. O & Ray, 2024).

All questionnaire items were measured using a five-point Likert scale (1 = strongly disagree to 5 =
strongly agree). The validity test was conducted using the Pearson correlation method with a criterion of r >
0,40, while the reliability test was performed using Cronbach’s Alpha with a threshold value of > 0,60. The
data analysis process included validity and reliability testing, correlation analysis and coefficient of
determination, classical assumption testing, as well as multiple linear regression analysis and partial
significance testing (t-test). The research framework is presented as follows Figure 1.

Enivromental Awareness (X1)

Green Price (X2)
\ Purchase Intention

. . (Y)
Attitude (X3)

Fmancial Well-being (X4)

Figure 1: Conceptual Framework

Based on the conceptual framework presented in figure 1, this study proposes the following hypotheses to be
tested:

Hi: Environmental Awareness has a significant influence on purchase intention

Ha: Green Price has a significant influence on purchase intention

Hs: Attitude has a significant influence on purchase intention

Ha: Financial Well-being has a significant influence on purchase intention

3. RESULTS AND DISCUSSION

3.1. Respondent Characteristics

Regarding gender, the majority of the respondents were male, accounting for 45 individuals (54%). In
terms of age, the most prevalent range was 31-40 years old, representing 36% of the total sample.
Concerning educational background, the largest group held a bachelor’s degree, comprising 38 respondents
(46%). Professionally, the sample was dominated by private-sector employees and entrepreneurs, totaling 31
individuals (37%). Finally, the majority of respondents reported a monthly income ranging from IDR 6
million to IDR 10 million, accounting for 36 respondents (44%).
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3.2. Validity and Reliability Tests

The validity test is conducted to determine whether the indicators used are capable of measuring
variables with relevant values and variations. According to (Sugiyono, 2022) validity refers to the extent to
which an instrument accurately measures what it is intended to measure. Meanwhile, reliability refers to the
level of consistency or stability of a measurement instrument. An instrument is considered reliable if it has a
Cronbach’s alpha value greater than 0,6.

Table 1. Results of Validity and Reliabitily Test

Variable Pearson Correlation > 0,4 Croanbach’s Alpha>0,6  Description
Environmental Awareness (X1) 0.915 Reliable
X1.1 0,826 Valid
X1.2 0,653 Valid
X1.3 0,725 Valid
X1.4 0,919 Valid
Green Price (X2) 0,913 Reliable
X2.1 0,698 Valid
X2.2 0,737 Valid
X2.3 0,803 Valid
X2.4 0,714 Valid
Attitude (X3) 0,944 Reliable
X3.1 0,754 Valid
X3.2 0,755 Valid
X3.3 0,711 Valid
X34 0,760 Valid
X3.5 0,745 Valid
X3.6 0,674 Valid
Financial Well-being (X4) 0,958 Reliable
X4.1 0,800 Valid
X4.2 0,712 Valid
X4.3 0,683 Valid
X4.4 0,760 Valid
X4.5 0,677 Valid
X4.6 0,716 Valid
X.4.7 0,738 Valid
X4.8 0,655 Valid
Purchase Intention (Y) 0,868 Reliable
Y1.1 0,699 Valid
Y1.2 0,778 Valid
Y1.3 0,661 Valid

Based on Table 1, all questionnaire items are considered valid because each item has a Pearson
correlation value > 0.40. In addition, all variables are considered reliable since they have Cronbach’s alpha
values > 0.60.

3.3. Regression Analysis

The results indicate that, simultaneously, all independent variables have a significant effect on purchase
intention (F = 324.27; p < 0.001). The coefficient of determination (R? = 0.843) suggests that the model
explains 84.3% of the variance in purchase intention, which can be categorized as very strong. The
multicollinearity test shows that all variables have tolerance values greater than 0.10 and VIF values below
10, indicating no serious multicollinearity issues in the model (Table 2). However, the relatively high VIF
values suggest a considerable degree of correlation among the independent variables, although still within the
acceptable threshold. This condition reflects a degree of construct overlap, particularly among psychological
variables such as environmental awareness and attitude, which are theoretically interrelated within the
framework of the Theory of Planned Behavior. It also indicates potential redundancy in the model, where
more dominant variables, such as attitude, may absorb the effects of other variables. Importantly, the
presence of multicollinearity in this context does not undermine the robustness of the model; rather, it reflects
the inherent conceptual interconnections among psychological constructs commonly observed in behavioral
research.
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Table 2. ANOVA

Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics

Model B Std. Error  Beta T Sig. Tolerance  VIF
1 (Constant) 216 328 .660 Sl

Total. X1 239 .062 612 3.144  .032 .909 9.204

Total. X2 -217 124 -.023 -1.141 388 .826 9.087

Total. X3 403 .078 .808 5.134  .000 .629 8.772

Total. X4 .067 .050 479 2360  .018 .506 7.889

R?=0.843 F =324.268;
Sign =.001"

a. Dependent Variable: Total.Y
Source: Processed Primary Data

3.4. The Effect of Environmental Awareness on Purchase Intention

Table 2 shows the regression results indicate that B = 0.612, t = 3.144, and p = 0.032, suggesting that
environmental awareness has a positive and statistically significant effect on purchase intention. This implies
that higher levels of environmental awareness among respondents are associated with a greater intention to
purchase electric motorcycles. Among the measurement indicators, the questionnaire item reflecting
respondents’ concern about the deteriorating environmental quality in Surabaya obtained the highest score.
Awareness of climate change issues and air pollution further strengthens pro-environmental motivation in
consumption decisions. Based on the Theory of Planned Behavior (TPB), individuals with higher
environmental awareness are more likely to engage in environmentally responsible behaviors, including
purchasing environmentally friendly products (Bawono, Y., Fahlevi, Reza. Puspaningrum, D., Apriyanti, E.,
Ainy, N. S., Grashinta, A., Ramadhani, F., Desi, N., Hadi, N., Wijaya, Y., Pudjiastuti, 2025). Moreover,
environmentally conscious consumers tend to perceive electric motorcycles as offering greater environmental
benefits, such as reducing air pollution and greenhouse gas emissions. Therefore, environmental awareness
can be considered a key determinant in enhancing consumer purchase intention, particularly in the context of
green products. These findings are consistent with (Narayani & Hanafiah, 2025), who reported that
environmental concern significantly influences the purchase intention of electric motorcycles (SELIS) among
female Generation Z consumers. However, inconsistencies remain in the literature, as economic factors and
perceived product value are often found to be more dominant, indicating the presence of an attitude—behavior
gap. In other words, high environmental awareness does not necessarily translate into actual purchasing
behavior without adequate financial conditions and affordable pricing (Zhao, H., Furuoka, F., Rasiah, R. AL.
& Shen, 2024).

3.5. The Effect of Green Price on Purchase Intention

Based on Table 2, the regression results indicate that f =—0.023, t = —1.141, and p = 0.388, suggesting
that green price does not have a significant effect on purchase intention. This finding implies that consumers
do not consider green price as a primary factor in making purchasing decisions; instead, they tend to place
greater emphasis on efficiency, technological innovation, and environmental benefits rather than price
considerations alone. Consumers evaluate not merely the nominal price but also the long-term benefits and
environmental value associated with the product. According to Environmental Values Theory, individuals
with higher environmental awareness tend to hold stronger pro-environmental values and are therefore more
willing to pay a premium for environmentally friendly products. The present findings are consistent with
(Zhao et al., 2024), who reported that green price does not significantly influence electric motorcycle
purchase intention in China, as well as with (Simanjuntak, Y. I. Vilaningrum Widyatenti, M.A.D.,
Kurniawati, 2025) who found no significant effect of green price on green purchase intention for
environmentally friendly motorcycles among Generation Z in Java. However, these results contrast with
those of (Fransiska et al., 2025) and (Riansyah et al., 2024), who demonstrated that green price significantly
influences purchase intention, indicating that consumers may still consider price as an important indicator of
the value and benefits of green products.

3.6. The Effect of Attitude on Purchase Intention

The regression results presented in Table 2, the coefficient value of f = 0.808, t = 5.134, and p = 0.001
indicates that attitude has a positive and statistically significant effect on purchase intention. This finding
suggests that consumers’ level of trust and feelings of preference play an important role in shaping their
intention to purchase electric motorcycles. A positive attitude reflects both affective and cognitive
evaluations of electric motorcycles as a viable solution for future transportation. Consumers who hold
favorable attitudes toward electric motorcycles are more likely to develop a strong self-identity as
environmentally conscious individuals, which in turn enhances their intention to purchase. Furthermore, such
consumers tend to perceive the advantages and benefits of electric motorcycles more positively. From a
managerial perspective, firms can design more effective marketing strategies by strengthening positive
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consumer attitudes through promotional activities and educational campaigns related to electric motorcycles.
The results of this study confirm that attitude is a key determinant of purchase intention, in line with the
Theory of Planned Behavior (TPB), which identifies attitude as a central predictor of intention. Consumers
who perceive electric motorcycles as innovative and beneficial products are more likely to exhibit stronger
purchase intention, while positive attitudes also reinforce the alignment between personal values and actual
behavior. These findings are consistent with prior research by (Xu et al., 2020), which demonstrates that
consumer attitudes toward electric motorcycles significantly influence purchase intention. In addition, the
role of self-identity further supports the argument that attitude is not only utilitarian in nature but also
expressive (Zhao, H., Furuoka, F., Rasiah, R. AL. & Shen, 2024). However, contrasting evidence is found in
the study by (He, X., Hu, Y., & Hong, 2023), which suggests that the influence of attitude may weaken when
external barriers, such as infrastructure limitations, become more dominant. This implies that while attitude is
a necessary condition in shaping purchase intention, it may not always be sufficient on its own.

3.7. The Effect of Financial Well-being on Purchase Intention

The regression results presented in Table 2 indicate that financial well-being has a positive and
significant effect on purchase intention (B = 0.479; t = 2.360; p = 0.018). This finding confirms that financial
well-being serves as a significant determinant of electric motorcycle purchase intention, reinforcing the
financial capability perspective and the framework proposed by the Consumer Financial Protection Bureau. It
suggests that consumers’ ability to manage their long-term financial conditions plays a crucial role in shaping
their intention to purchase electric motorcycles. Financial stability provides a sense of security, enabling
consumers to make high-value purchasing decisions with greater confidence. Individuals with stronger
financial conditions tend to exhibit higher risk tolerance toward new technologies. Moreover, consumers with
higher financial well-being are more capable of purchasing relatively expensive products, such as electric
motorcycles, due to stable income levels, and are generally less sensitive to price considerations.
Theoretically, financial well-being reflects individuals’ subjective perceptions of their financial condition,
including a sense of security, financial control, and the ability to meet both present and future needs. This
result is consistent with (Ji et al., 2024), who found that financial well-being significantly influences electric
vehicle purchase decisions in China; however, it contrasts with (Everlin & Dahlan, 2020), who reported that
financial literacy does not directly affect attitudes and purchase intention. Critically, financial well-being not
only enhances purchasing power but also reduces perceived risk associated with innovation, such as
uncertainties surrounding electric motorcycle technology.

4. CONCLUSION

The findings of this study demonstrate that consumers’ purchase intention toward electric motorcycles in
Surabaya is shaped by both psychological and economic factors, including environmental awareness,
attitude, and financial well-being. Among these factors, consumer attitude emerges as the most influential
determinant, highlighting the importance of psychological evaluation in the adoption of environmentally
friendly technology. Furthermore, financial well-being contributes to strengthening consumers’ readiness to
form purchase intentions for relatively high-value products such as electric motorcycles. This indicates that
financial confidence may encourage consumers to consider innovative and sustainable transportation
alternatives.

This study contributes to the literature on green consumer behavior by incorporating financial well-being into
the model of electric motorcycle purchase intention, particularly within the context of urban areas in
developing countries. From a practical perspective, the findings offer valuable insights for producers and
policymakers in designing strategies to promote electric motorcycle adoption. These strategies may include
strengthening environmental awareness campaigns, developing appropriate green pricing strategies, and
providing financial incentives to encourage consumers to adopt electric vehicles. The theoretical implications
indicate that financial well-being enriches consumer behavior models by functioning not only as an objective
economic factor but also as a subjective one. Green price does not consistently emerge as a primary
determinant, thereby challenging the classical assumption that price is the dominant factor in purchase
decisions. These findings support a multidimensional approach to understanding consumer behavior,
particularly in the context of environmentally friendly products. From a policy perspective, the implications
suggest that governments should intensify environmental awareness campaigns, provide financial incentives
to enhance accessibility, and further develop supporting infrastructure.

The limitation of this study lies in its geographical focus, which is limited to Surabaya. As a result, the
generalizability of the findings may be restricted. Future research is recommended to expand the research
scope to other regions and to consider longitudinal research designs in order to better capture changes in
consumer purchase intention toward electric vehicles over time.

500



Volume 6 (1), January-June 2026, 494-503, DOL: https://doi.org/10.35870/ijmsit.v6il.6786

ACKNOWLEDGEMENTS

The authors would like to express their sincere gratitude to the Rector of Universitas Wijaya Kusuma
Surabaya, the Dean of the Faculty of Economics and Business, and the Head of the Research and Community
Service Institute (LPPM) of Universitas Wijaya Kusuma Surabaya for providing financial support and
research facilities that enabled this study to be completed and published.

REFERENCES

Al Mamun, A., Yang, M., Hayat, N., Gao, J., & Yang, Q. (2025). The nexus of environmental values, beliefs,
norms and green consumption intention. Humanities and Social Sciences Communications, 12, 1-14.
https://doi.org/10.1057/s41599-025-04979-6

Bawono, Y., Fahlevi, Reza. Puspaningrum, D., Apriyanti, E., Ainy, N. S., Grashinta, A., Ramadhani, F.,
Desi, N., Hadi, N., Wijaya, Y., Pudjiastuti, S. R. (2025). Psikologi lingkungan (A. Masruroh (ed.).
Widina Media Utama.

Bernando, F. O., & Ray, E. L. R. (2024). Niat pembelian kendaraan listrik dengan faktor pendukung harga,
sikap, norma subjektif, dan kontrol perilaku. Jurnal Ilmiah Manajemen dan Bisnis, 25(1), 59-73.
https://doi.org/10.30596/jimb.v25i1.17764

Bureau, C. F. P. (2023). Financial well-being: The goal of financial education. CreateSpace Independent
Publishing Platform.

Chaturvedi, P., Kulshreshtha, K., Tripathi, V., Algihotri, D. (2023). Exploring consumers’ motives for
electric vehicle adoption: bridging the attitude—behavior gap. Benchmarking: An International Journal,
30(10), 4174-4192. https://doi.org/doi.org/10.1108/B1J-10-2021-0618

Diener, E., & Biswas-Diener, R. (2022). Will money increase subjective well-being? Social Indicators
Research, 57(2), 119-169. https://doi.org/10.1023/A:1014411319119

Effendi, R. C., & Salehudin, I. (2026). Determinants of purchase intention for used electric vehicles in
Indonesia. La Sociale, 7(2), 592—603. https://doi.org/10.37899/journal-la-sociale.v7i2.2924

Everlin, S., & Dahlan, K. S. S. (2020). Faktor-Faktor yang Memengaruhi Sikap dan Minat Pembelian
Milenial Terhadap Asuransi Jiwa. Jurnal Riset Manajemen dan Bisnis (JRMB) FakultasEkonomi
UNIAT, 5(2), 41-60.

Febrian, L., & Ramli, Y. (2024). The influences of environmental knowledge and awareness towards electric
car purchase intention mediated by green purchase attitude. Journal of Sustainable Economic and
Business, 1(4), 201-209. https://doi.org/https://doi.org/10.70550/joseb.v1i4.21

Fransiska, C., Ayuanti, R. N., & Saputra, B. M. (2025). Dampak price, green knowledge, dan electronic word
of mouth terhadap purchase intention pada sepeda listrik di Kediri. Jurnal Ekonomi, Bisnis Dan
Manajemen, 4(4). https://doi.org/https://doi.org/10.58192/ebismen.v4i4.3772

Hair, J. F., Hult, G. T. M, Ringle, C. M., & Sarstedt, M. (2021). A primer on partial least squares structural
equation modeling (PLS-SEM) using R: A workbook (1st ed.). Springer.

He, X., Hu, Y., & Hong, Z. (2023). Consumers’ intention to purchase electric vehicles: The moderating role
of environmental awareness. Journal of Environmental Planning and Management, 68(4).
https://doi.org/https://doi.org/https://doi.org/10.1080/09640568.2023.2276060

Inyustisia, A., Saryadi, S., & Listyorini, S. (2024). Pengaruh green product, green price, dan environmental
awareness terhadap keputusan pembelian produk The Body Shop di Kota Surakarta. Jurnal Ilmu
Administrasi Bisnis, 13(2), 243-252.

Ji, Z., Jiang, H., & Zhu, J. (2024). Factors impacting consumers’ purchase intention of electric vehicles in
China: Based on the integration of theory of planned behaviour and norm activation model.

Sustainability, 16(20). https://doi.org/10.3390/su16209092

Kotler, P. & Keller, K. L. (2022). Manajemen Pemasaran (16th ed.). Erlangga.

501



Volume 6 (1), January-June 2026, 494-503, DOL: https://doi.org/10.35870/ijmsit.v6i1.6786

Mawardi, Pane, D., & Sari, S. (2022). Pengaruh kesadaran lingkungan terhadap niat beli melalui sikap
generasi milineal pada produk ramah lingkungan. In Prosiding Seminar Nasional Penelitian &
Pengabdian Kepada Masyarakat, 122—-127.

Narayani, K. N. P., & Hanafiah, A. (2025). Empirical evidence on the mediating role of attitude between
environmental concern and perceived usefulness toward electric motorcycles adoption intentions
among female Gen Z. Jurnal Ilmiah Manajemen Dan Bisnis, 11(3), 353-368.

Neolaka. (2020). Bisnis dan Lingkungan Hijau. In Bandung. Remaja Rosdakarya.

Ningtyas, Y., Fitria, D., Pradani, Y. S., Arum, N. P., & Maknun, L. (2021). Analisis pengaruh sikap, norma
subjektif, dan persepsi kontrol perilaku terhadap minat beli konsumen pada produk bersertifikat halal.
Jurnal Ekonomi, Sosial & Humaniora, 2(8), 42—49.

Prihatini, H., & Sutanto, J. E. (2025). The role of environmental awareness, personal values, and pro-
environmental behavior as mediating variables on Gen Z’s intention to purchase organic products.
International Journal of Economics, Business and Accounting Research, 9(2), 286-298.
https://doi.org/https://doi.org/10.29040/ijebar.v9i2.16665

Purwantini, F & Tripalupi, F. E. (2021). Pengaruh sikap, norma subjektif, dan kontrol perilaku terhadap
minat beli. Bisma: Jurnal Manajemen, 7(1), 48-55.
https://doi.org/https://doi.org/10.23887/bjm.v7i1.29201

Rajper, S. Z., & Albrecht, J. (2020). Prospects of electric vehicles in developing countries: A literature
review. Sustainability, 12(5), 1-19. https://doi.org/https://doi.org/10.3390/su12051906

Ramdan Mubarok. (2024). Pengaruh Green Marketing dan Kesadaran Lingkungan Terhadap Keputusan
Pembelian Konsumen Pada Produk Aqua di Sukabumi. Jurnal Adijaya Multidisplin, 2(03), 499-509.
Diambil dari https://e-journal.naureendigition.com/index.php/jam/article/view/1407

Riansyah, R. A., Usman, O., & Febrilia, 1. (2024). Pengaruh price dan e-WOM terhadap purchase intention
Wauling Air EV yang dimediasi oleh trust. Nautical: Jurnal Ilmiah Multidisiplin Indonesia, 2(10), 1-8.
https://doi.org/https://doi.org/10.55904/nautical.v2i10.614

Shao, C., & Lin, S. (2024). Perceived value on green consumption behaviour. Humanities and Social
Sciences Communications, 11, 1-14. https://doi.org/10.1057/s41599-024-04005-1

Silva, A. J., & Dias, R. (2023). The role of financial status, attitudes, behaviours and knowledge for overall
well-being in Portugal: The mediating role of financial well-being. International Journal of
Organizational Analysis, 31(2), 1-18. https://doi.org/10.1108/IJOA-08-2022-3385

Simanjuntak, Y. I. Vilaningrum Widyatenti, M.A.D., Kurniawati, L. (2025). Pengaruh green knowledge,
green product, dan green price terhadap green purchase intention sepeda motor Yamaha ramah
lingkungan (Studi pada Generasi Z di Pulau Jawa). Jurnal Akuntansi, Manajemen, Dan Bisnis.
Parsimonia, 12, 7—15. https://doi.org/10.33479/parsimonia.v12i1.1204

Sugiarto, A & Gabriella, D., (2020). Kesadaran dan perilaku ramah lingkungan mahasiswa di kampus. Jurnal
Ilmu Sosial Dan Humaniora, 9(2), 260-271. https://doi.org/https://doi.org/10.23887/jish-
undiksha.v9i2.21061

Sugiyono. (2022). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta.

Tjiptono, F. (2020). Strategi pemasaran: Prinsip dan penerapan (1st ed.). Andi Offset.

Trinh, K. A., Tran, D. M., & Adomako, S. (2025). Environmental knowledge and sustainable consumption
behavior:  Evidence from  Vietnam.  Sustainable  Development, 33(S1), 577-593.
https://doi.org/https://doi.org/10.1002/sd.70013

Xu, G., Wang, S., Li, J., & Zhao, D. (2020). Moving towards sustainable purchase behavior: Examining the

determinants of consumers’ intentions to adopt electric vehicles. Environmental Science and Pollution
Research, 27(18), 22535-22546. https://doi.org/10.1007/s11356-020-08835-9

502



Volume 6 (1), January-June 2026, 494-503, DOL: https://doi.org/10.35870/ijmsit.v6il.6786

Zahrati, Z., Siregar, W. V., & Razif, R. (2022). Pengaruh sikap, norma subyektif, dan kontrol perilaku
terhadap niat beli kuota internet di Kota Lhokseumawe. Journal for Management Student (JFMS),
2(2), 1-5. https://doi.org/https://doi.org/10.35706/jfms.v2i11.6758

Zahro, K., Ahmad, G. N, & Krissanya, N. (2025). Green purchase intention influenced by attitude, norms,
control, and price sensitivity as a moderation. Dinamika Manajemen Dan Bisnis, 8(1).
https://doi.org/https://doi.org/10.21009/JDMB.08.1.3

Zhao, H., Furuoka, F., & Rasiah, R. (2024). The influence of psychological factors on consumer purchase
intention for electric vehicles: Case study from China: Integrating the necessary condition analysis
methodology from the perspective of self-determination theory. World Electric Vehicle Journal, 15(8),
1-6. https://doi.org/10.3390/wevj15080331

Zhao, H., Furuoka, F., Rasiah, R. AL. & Shen, E. (2024). Consumers’ purchase intention toward electric

vehicles from the perspective of perceived green value: An empirical survey from China. World
Electric Vehicle Journal, 15(6). https://doi.org/https://doi.org/10.3390/wevj15060267

503



