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Abstract

:

With the background of China’s new energy vehicles (NEVs) subsidies declining, there is an important practical significance to effectively play the role of the nonsubsidized consumption promotion mechanisms. The nonsubsidized mechanisms for NEVs are classified into two types—concept induction and policy incentives, and differences in the sensitivity of the two types of mechanisms on potential consumer purchase intentions due to differences in urban traffic patterns and consumer education levels are analyzed. The results show that consumers in cities with medium to high traffic pressure are more sensitive to the right-of-way privileges component of the policy incentives, and consumers in cities with low traffic pressure are more sensitive to the charging guarantee component of the policy incentives. Consumers with medium to high education are more sensitive to the pro-environmental component in concept induction, and consumers with low education are more sensitive to the charging guarantee policy component of the policy incentives. Therefore, the implementation of the nonsubsidized mechanisms for NEVs in China should adopt differentiated strategies based on local conditions and vary with each individual.
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1. Introduction


As environmental pollution and energy bottlenecks have become increasingly prominent, the promotion of new energy vehicles (NEVs) is an important measure to promote energy conservation and emission reduction, promote economic growth and transform industrial structure [1]. (NEVs refer to vehicles with new technologies, new structures and advanced technical principles that adopt unconventional vehicle fuels as power sources, with specific manifestations regarding (battery electric vehicles (BEVs), plug-in hybrid electric vehicles (PHEVs) and fuel cell electric vehicles (FCEV) automotive industry patterns). In recent years, China’s new energy vehicles have achieved rapid development in the short term under the encouragement of a series of subsidy-type policies, such as financial subsidies and tax reductions. However, excessive fiscal and tax subsidies have exacerbated the subsidy dependence of NEVs and even triggered a large number of claims of compensation fraud and may face fairness disputes in international trade [2,3]. To this end, China began to implement a “subsidy retreat” plan for NEVs in 2016. Because the commercial competitive advantage of NEVs has not been fully formed, this recession of subsidies is very likely to bring the promotion and use of China’s NEVs into a dark hour [4]. Therefore, effectively play a positive role of the nonsubsidized mechanisms in the promotion of NEVs consumption is a practical issue that deserves attention after the implementation of China’s NEVs subsidy retreat plan.



The key to whether NEVs can obtain a commercial competitive advantage lies in whether NEVs can induce demand in potential consumers. Consumer demand is based in both material and spiritual motivations. Under the implementation of the NEVs subsidy retreat plan, it is necessary for NEVs to stimulate consumer desire to purchase on both the material and spiritual levels through nonsubsidized promotion mechanisms. It is necessary to change from subsidized policies designed to satisfy consumers’ “sense of acquisition in purchase” to nonsubsidized policies designed to satisfy consumers’ “sense of acquisition in use”. Existing research is controversial about the sensitivity on the purchase intentions of potential consumers of NEVs. Gass et al. [5] found that the price concessions of NEVs are an important aspect that affects the sensitivity of consumers’ purchase intentions, and it is more effective than stimulating consumers’ purchase motivation by reducing costs. Oliver et al. [6] proposed that social influence and high-quality word-of-mouth activities have important impact to consumers’ attitudes towards NEVs. Caperello et al. [7] believe that cultivating consumers’ environmental awareness is an important factor that effectively stimulates consumers’ purchasing motivation. Andrenacci et al. [8] found that charging infrastructure can effectively improve the charging convenience of NEVs and has a strong sensitivity to consumers’ purchase intention.



In view of this, based on the subsidy decline for China’s NEVs, this research analyzes the composition of the nonsubsidized consumption promotion mechanisms and the difference of its impact on potential consumers. First, the nonsubsidized consumption promotion mechanisms for NEVs are classified into two types: “concept induction” and “policy incentives”. These two types are compared, and the difference in the sensitivity on the purchase intentions of potential consumers of NEVs is analyzed. Then, the cities where potential consumers live are divided into two types, medium to high and low; the education level of potential consumers is also divided into medium to high and low. Next, the differences in the sensitivity of the nonsubsidized consumption promotion mechanism to potential consumers with different education levels and in different cities are analyzed.



Compared with the existing literature, the possible marginal contribution of this research comprises three main points. (1) This study analyzes the role of the nonsubsidized consumption promotion mechanism in the promotion of NEVs and compensates for the shortcomings of existing literature that has mainly focused on subsidized policies for NEVs. (2) According to the basic understanding that consumer demand is based on both material and spiritual motivations, this research proposes an analytical framework for the nonsubsidized consumption promotion mechanism consisting of concept induction and policy incentives, which provides a reference for further research on and analyses of the nonsubsidized consumption promotion mechanism of NEVs. (3) Based on the two classifications of urban differences and consumer education levels, this paper analyzes the difference in the sensitivity of the nonsubsidized consumption promotion mechanism to potential consumers of NEVs and provides reference evidence for adopting differentiated marketing strategies according to local conditions and vary with each individual.




2. Literature Review and Theoretical Analysis


2.1. Existing Research and Shortcomings


The theoretical research on the purchase intentions of potential consumers of NEVs is mainly focused on three aspects.



The first aspect concerns the impact of NEV product attributes on consumer purchase intentions. Scholars have found that factors such as the price, environmental protection capabilities, use cost, and charging convenience of NEVs have an impact on consumer purchase intentions. For example, Potoglou and Kanaroglou [9] pointed out that a reduction in the price of NEVs and an improvement in environmental performance can effectively promote the purchase of NEVs by consumers. Helveston et al. [10] through a survey of Chinese and American consumers, found that consumers in both countries prefer NEVs that have lower prices and subsequent use costs, shorter acceleration times, and faster charging processes. Li et al. [11] stated that the price of NEVs and their use costs significantly affect consumer utility and that further reducing the price of NEVs and their use costs is an effective way to stimulate demand for NEVs. Hoen and Koetse [12] pointed out that increasing maximum driving distance, reducing charging time and improving the convenience of charging are conducive to stimulating consumer purchase intentions.



The second aspect concerns the impact of the individual heterogeneity of NEV consumers on purchase intentions. Scholars have found that consumer education, age, environmental awareness, social circle and other factors have an impact on purchase intentions. For example, Carley et al. [13] believed that the higher the education level of consumers is, the higher the market acceptance of NEVs is. Knez et al. [14] found that older consumers have a higher probability of buying NEVs, the main reasons for that they are more concerned with issues related to carbon dioxide and other emissions, and they are also attentive about vehicle noise. Kahn [15] reported that consumers’ environmental awareness was in direct proportion to their preference for buying NEVs. Axsen and Kurani [16] found that consumers with a stronger sense of social responsibility, environmental awareness and willingness to support national development are more likely to choose NEVs. Sun et al. [17] pointed out that the proportion of relatives and friends who have purchased NEVs can significantly enhance consumer willingness to buy electric vehicles.



The third aspect concerns the impact of policies for the NEV industry on consumer purchase intentions. Scholars have found that policies such as NEV purchase subsidies, environmental protection regulations, and right-of-way privileges have an impact on consumer purchase intentions. For example, Lane and Potter’s [18] research shows that government environmental regulations, oil price policies, and purchase subsidies significantly affect the purchase of NEVs. Hardman et al. [19] stated that government subsidies can stimulate consumer willingness to purchase NEVs to a certain extent. Larsson et al. [20] found that the purchase tax reduction policy is an important policy tool to promote the development of the NEV industry and stimulate the increase in sales of the NEV market. Irani et al. [21] evaluated the incentive effect of fiscal and taxation policies and found that such policies effectively stimulate consumers’ purchase motivation, which is an important reason for many consumers to purchase NEVs. Bigerna et al. [22] pointed out that the most common policy instruments used to accelerate NEVs’ developments are constituted by vehicle purchase subsidy and infrastructural investments, and compared with subsidies for alternative fuel vehicles, fuel price taxation have a more significant effect on consumers. Ma et al. [23] found that the policy granting right-of-way privileges has a significant positive impact on the popularization of NEVs and can effectively promote consumer purchase intentions.



The existing literature has laid a good foundation for our analysis of the impact of the nonsubsidized consumption promotion mechanisms of NEVs by potential consumers, but there are two shortcomings. First, the existing literature mainly studies the impact of subsidized policies such as government subsidies and tax incentives for NEVs on consumer purchase intentions, while research on nonsubsidized consumption promotion mechanisms is relatively rare. Second, there are few studies concerning the composition and classification of the nonsubsidized consumption promotion mechanism for NEVs. Although a few scholars have conducted analyses of nonsubsidized policy incentives such as the construction of charging stations and the double-points policy (the Parallel Administrative Measures for Passenger Vehicle Corporate Average Fuel Consumption Credits and New Energy Vehicle Credits, the essence is to form a market mechanism that promotes the coordinated development of energy-saving and NEVs by establishing a point trading mechanism) [24,25], the literature has seldom focused on nonsubsidized incentives such as concept induction, and it lacks a systematic analytical framework for nonsubsidized consumption promotion mechanisms.




2.2. Theoretical Analysis and Research Hypothesis


2.2.1. The Composition and Function of the Nonsubsidized Consumption Promotion Mechanisms for NEVs


Consumers have needs on two levels: material and spiritual. The motivation for consumption comes from psychological impulses caused by demand being stimulated at the material and spiritual levels, which further promote consumer behavior [26].



From the perspective of consumers’ spiritual needs, a large number of studies have shown that consumer behavior is directly controlled and regulated by consumer concepts, and environmental awareness has an important influence on the green behavior of consumers [27]. Even if green products have a price premium, consumers with strong levels of environmental awareness will still choose to buy them [28]. A study on the promotion and application of NEVs in North America shows that the purchase behavior of most consumers displays wealth and strong environmental awareness. Some consumers will also buy hybrid vehicles without any subsidies [29,30]. At the same time, consumers will eliminate their own uncertainty about emerging technology products by learning from the attitudes and experiences of others through interpersonal interactions, thereby forming their own attitudes and behavioral decisions [31]. Therefore, stimulating potential consumers’ motivation to purchase goods through concept induction is an important nonsubsidized mechanism in the promotion of NEV consumption.



Considering consumers’ material needs, convenience of use, cruising range and supporting construction have become important factors affecting consumer adoption of NEVs [32]. NEVs have priority rights protection in licensing and on the road, giving NEVs the convenience of a right-of-way privileges over traditional vehicles, which has significantly increased consumer willingness to buy NEVs [33]. In addition, charging stations are important pieces of infrastructure that ensure the convenience of NEVs and help consumers avoid the inconvenience of finding gas stations for traditional-fuel vehicles; charging stations are also an important factor affecting consumer willingness to purchase NEVs [17]. Clearly, direct subsidy policies are not the only way to increase consumers’ sense of material gain. Through non-subsidy policies that improve the convenience of NEVs, consumers can also have a sense of material acquisition.



Based on the above theoretical analysis, this study proposes that the nonsubsidized consumption promotion mechanism for NEVs is composed of two parts: concept induction that affects consumers on the spiritual level and policy incentives that affect consumers on the material level. Concept induction for NEVs satisfies the spiritual needs of consumers. It is mainly carried out through instilling pro-environmental and pro-social perspectives in consumers to reflect consumers’ positive personal image and sense of social responsibility. The pro-environmental perspective includes having a basic understanding of the ecological environment, advocating for environmental protection, engaging in green consumption, and pursuing the harmonious development of the ecological environment and human society. This perspective should lead consumers to pay attention to the green and environmental properties of NEVs and should promote green consumption behavior [9]. The pro-social perspective means that consumers tend to obtain information or opinions from social and interpersonal activities to evaluate and select goods [34]. Consumers consider a particular option only when sufficiently familiar with it. A consumer’s willingness to consider a vehicle type increases through direct exposure to the different platforms, marketing, media attention, and word of mouth [35]. Consumers are extremely cautious about whether they should purchase NEVs, which are an emerging technology product. Participating in social activities and consulting other opinions can help eliminate consumer uncertainty and allow them to form a positive attitude towards NEVs [36]. However, promotion through the use of concept induction is not sufficient to stimulate consumer purchase intentions [37]. Although consumers tend to choose cars with environmentally friendly attributes or consider buying NEVs through the recommendations of others, the price, mileage and charging convenience of NEVs are still the main factors affecting consumer purchases [38]. Therefore, relying only on concept induction to encourage potential consumers to purchase NEVs would be somewhat weak; concept induction needs to be supplemented with policy incentives to solve the actual concerns of consumers and to stimulate consumer desire to buy at the material level.



The policy incentives of NEVs help to meet the material needs of consumers, mainly through granting right-of-way privileges and improving the charging infrastructure, which gives consumers the convenience of NEVs for personal use and a sense of gain at the material level, thereby stimulating consumption behavior. The “right-of-way privileges” policy implements differentiated traffic management for NEVs, gives preferential treatment to NEV owners for license plates and ignoring traffic restrictions, improves the convenience of driving NEVs, and promotes private demand [39]. The charging guarantee policy reduces the time costs of charging for users by increasing the construction of charging facilities, which can alleviate consumer anxiety about the mileage and battery life of NEVs and increase the purchase intentions of potential consumers [40]. Both types of policies stimulate consumer enthusiasm by providing consumers with a use environment that improves the convenience of NEVs for consumers. However, the implementation of the right-of-way privileges policy has had problems with unclear implementation rules and regional differences. There have been different incentives for urban consumers with different traffic pressures, and the fairness and legitimacy of the policy have been doubted. The implementation period for the construction of the charging infrastructure required by the charging guarantee policy is long, the investment is substantial, and the effect on consumer demand is delayed.




2.2.2. The Heterogeneity in the Impact of the Nonsubsidized Consumption Promotion Mechanisms for NEVs


China has adopted measures such as license restrictions and traffic restrictions to intervene in the allocation of road resources based on the traffic conditions in different cities. However, right-of-way privileges are given to NEVs, and the positive incentives to purchase NEVs in some cities with limited license plates and strict driving limits are very significant [41]. In addition, NEVs are emerging technologies and green products, and consumer education is closely related to one’s environmental awareness and social network [42,43]. Differences in education levels will lead to significant differences in perceptions of and attitudes toward different policies. Therefore, it is necessary to analyze the heterogeneity that influences the nonsubsidized consumption promotion mechanism because of differences in city traffic patterns and consumer education.



	(1)

	
Differences in the impact of the nonsubsidized consumption promotion mechanism on consumers in different cities of residence







With the rapid increase in the population and the number of vehicles, the traffic in Chinese cities has gradually increased, and problems such as environmental pollution and traffic congestion have become increasingly serious [44]. To use road resources rationally and scientifically and to minimize traffic congestion and other problems, the Chinese government has adopted differentiated right-of-way policies based on the actual conditions in different cities, including license restriction, driving restriction or non-restriction, and owners of NEVs enjoy the right to receive priority licensing and driving privileges. The granting of right-of-way privileges has greatly reduced the marginal personal cost of purchasing NEVs and has improved the utility levels of consumers. Judging from the implementation of this policy in Beijing, Shanghai, Shenzhen, Guangzhou and other cities, the implementation of the policy granting right-of-way privileges is conducive to enhancing consumer enthusiasm for purchasing NEVs [45]. For cities with medium to high traffic pressure, right-of-way privileges can improve the convenience of consumer travel. This sense of convenience can increase consumer demand and transform consumer desire to buy NEVs into actual purchasing behavior. Charging infrastructure is an important part of the NEV consumption environment, and its effective supply is the basic prerequisite for the consumption and use of NEVs [46]. The charging guarantee policy for NEVs improves the basic conditions for NEV consumption by encouraging the accelerated construction and rational layout of charging infrastructure, thereby improving the basic conditions for NEV consumption and effectively reducing the private costs incurred by NEV consumers. These changes relax the constraints on NEV consumption and increase consumer willingness to buy NEVs [47]. For cities with low traffic pressure, the degree of road resource tension is relatively low, and consumers pay more attention to the convenience brought about by the charging guarantee policy. Therefore, we expect the impact of the nonsubsidized consumption promotion mechanism of NEVs on cities with different traffic patterns to be different.



	(2)

	
Differences in the impact of the nonsubsidized consumption promotion mechanism on consumers of different education levels







Consumers’ individual characteristics are important factors influencing their adoption of NEVs. The individual factors that affect the market acceptance of NEVs mainly include demographic characteristics such as education level and personality characteristics such as environmental protection awareness and herd psychology [48]. Education level has a subtle influence on people’s consumption perspectives and has a profound effect on consumers’ material and intellectual consumption needs. Carley et al. [13] conducted a survey on the market acceptance of plug-in hybrid electric vehicles in the United States and found that consumers with higher academic qualifications have higher market acceptance of electric vehicles than do consumers with lower academic qualifications. Studies have shown that consumers with a high level of education have higher intellectual and cultural consumption needs, their environmental awareness levels are relatively higher, and they are more susceptible to conceptual influences. On the other hand, consumers with a low education level have a higher demand for material consumption and pay more attention to substantive welfare benefits [49]. Therefore, the nonsubsidized consumption promotion mechanism of NEVs are expected to have different effects on consumers with different education levels.



Based on the above theoretical analysis, the following research hypotheses are proposed, and the conceptual model of this research is shown in Figure 1.



Hypothesis 1:

The nonsubsidized consumption promotion mechanism for NEVs has a positive impact on the purchase intentions of potential consumers.





Hypothesis 1a:

Concept induction has a positive effect on the purchase intentions of potential consumers.





Hypothesis 1b:

Policy incentives have a positive impact on the purchase intentions of potential consumers.





Hypothesis 1c:

There are differences in the sensitivity of concept induction and policy incentives on the purchase intentions of potential consumers.





Hypothesis 2:

The sensitivity of the nonsubsidized consumption promotion mechanism for NEVs on the purchase intentions of potential consumers varies across cities.





Hypothesis 2a:

For cities with medium to high traffic pressure, policy incentives are more sensitive than concept induction, and the right-of-way privileges policy is more sensitive than the charging guarantee policy.





Hypothesis 2b:

For cities with low traffic pressure, the sensitivity of policy incentives is higher than that of concept induction, and the sensitivity of the charging guarantee policy is higher than that of the right-of-way privileges policy.





Hypothesis 3:

There are differences in the sensitivity of the NEV nonsubsidized consumption promotion mechanism on the purchase intentions of potential consumers with different educational backgrounds.





Hypothesis 3a:

For consumers with a medium to high level of education, concept induction is more sensitive.





Hypothesis 3b:

For consumers with a low level of education, policy incentives are more sensitive.








3. Methods


3.1. Questionnaire Design and Validity


3.1.1. Questionnaire Design


Given that it is impossible to obtain data on the impact of the NEV nonsubsidized consumption promotion mechanism on potential consumers from a statistical database, this study uses a questionnaire to collect data. The measurement of the pro-environmental perspective is based on the scales of Dunlap et al. [50] and Schultz et al. [51]. The measurement of the pro-social perspective is based on the “social value” item in the PERVAL scale developed by Sweeney and Soutar [52] and the scales of Park and Lessig [53]. The measurement of the right-of-way privileges and charging guarantee incentive policies are based on Keeney’s [54] scale. The measurement of purchase intention is based on the scales of Venkatesh et al. [55]. A questionnaire was formed on the basis of these scales, combined with the characteristics of NEV and the implementation of China’s NEV policies. The measurement items use the Likert 5-level scale method. The questionnaire was improved on the basis of a small-scale presurvey, and the final measurement items are shown in Table 1. Respondents completed the questionnaire after being informed of the implementation of the subsidy retreat for NEVs.




3.1.2. The Reliability and Validity of the Questionnaire


Principal component analysis is used to perform factor analysis on concept induction and policy incentives. The results show that the cumulative explanatory power of pro-environment and pro-social perspectives for concept induction is 75.693% and that the standard load of each variable is greater than 0.5, indicating that it is reasonable to divide concept induction into the pro-environment perspective and pro-social perspective. The cumulative explanatory power of right-of-way privileges and charging guarantee for policy incentives is 70.128%, and the standard load for each is also greater than 0.5, indicating that it is reasonable to divide the policy incentives into right-of-way privileges and charging guarantee incentives.



Before the relationship between variables was tested, the reliability and validity of the scale were tested. The results are shown in Table 2. The overall Cronbach’s α value for the scale is 0.773, which is greater than 0.7. The factor loading for each item is between 0.552 and 0.751; all of which are greater than 0.5 and less than 0.95. The coefficients of each latent variable are greater than 0.7. These results indicate that the scale has high reliability. The KMO value is 0.792, and the Barlett sphere test is significant (Chi-Square = 973.287, df = 15, p = 0.000), indicating that the measurement items have high internal consistency and the research data validity is good.





3.2. Sample Structure and Representativeness


Since 2009, China has established the first batch of 25 NEV pilot promotion cities, and thereafter, the number of pilot promotion cities has increased to 88. Considering that the first batch of 25 NEV pilot promotion cities in China have gone through the whole process of China’s NEV industry policy implementation, the data is complete and has typical representative significance. Therefore, this research selects “limited licensing and restricted traffic” and “non-restricted” sample cities from the first 25 pilot cities of NEVs in China. Taking into account the practical operability, the research samples of “cities with limited licensing and restricted traffic” in this study mainly come from Beijing, Shanghai, Guangzhou, Hangzhou and other cities, and the research samples of “nonrestricted cities “mainly come from Changsha, Chongqing, Hefei, etc. Beijing, Shanghai, Guangzhou and Hangzhou respectively represent several typical types of “restricted licensing” or “restricted traffic” modes adopted in China. Although Changsha, Chongqing and Hefei have not yet implemented strict “restricted licensing” or “restricted traffic” measures, relying on their regional NEV-related industries and manufacturing advantages, they have become typical of the development of NEVs in China that are nonrestricted cities. These cities also represent typical samples of the development of the NEVs market in different geographic regions of China.



In this study, a total of 950 questionnaires were issued, and 856 valid questionnaires were recovered. The sample structure is shown in Table 3. Among the valid samples, there are 409 survey respondents from cities with restrictive policies on licensing or traffic of fuel vehicles, and there are 447 respondents from cities with nonrestrictive policies, accounting for 47.78% and 52.22% of the sample, respectively. There are 405 males and 451 females, accounting for 47.31% and 52.69%, respectively. Respondents aged 18~45 years account for 95.79% of the sample, the 499 respondents with bachelor’s degrees or above account for 58.30%, and the monthly income level with the most respondents was the 3000~10,000 yuan range. An analysis of NEV consumer groups shows that the current consumers are mainly 20–40 years old, have a bachelor’s degree or above, and are in the middle to high income levels [56]. Therefore, the survey samples for this study are highly consistent with the characteristics of potential consumers of NEVs, and the survey samples are representative.




3.3. Model Method and Variable Description


3.3.1. Model Method


Considering that concept induction and the policy incentives in this study are both unobservable latent variables, we use a structural equation model, which is an analysis method used to test the relationship between observed variables and latent variables as well as between multiple latent variables. It is used to conduct path analysis for each variable relationship. Therefore, this study uses a structural equation model (SEM) to test the sensitivity of the purchase intention of potential consumers of NEVs to concept induction and policy incentives.



Since the full model contains six latent variables and 16 explicit variables, the relationships among the variables are complicated, and the analysis results may be unstable when the sample size is limited. To that end, this study combines the measurement items for the different dimensions in concept induction and policy incentives into question item groups, sums the question item groups for each dimension and averages them. The average value obtained is used as the new observation value to reduce any estimation error that may be caused by the small sample size. Based on the descriptions of related variables in Table 4, the structural equation and measurement equation for the SEM can be obtained as follows:


  Y =  γ 1   α 1  +  γ 2   α 2  +  ε 1   



(1)






   X i  =  λ i   α j  +  ξ i    ( i   =   1 , 2 , 3 , 4 ;   j   =   1 , 2 )  



(2)







Formula (1) is the structural equation, where Y is consumer purchase intentions for NEVs; α1 and α2 represent concept induction and policy incentives, respectively; γ1 and γ2 are the corresponding path coefficients; and ε1 is the error term of the structural equation. Formula (2) is the measurement equation for concept induction and the policy incentives”, where Xi is the observed variable capturing latent variable i, λi represents the path coefficient, and ζi represents the error term of the corresponding measurement equation.




3.3.2. Variable Description


Explained variable: Following the research of Wang et al. [57], “purchase intentions for NEVs” is used as the explained variable, and the Likert five-point scale is used to measure the intensity of consumer purchase intentions.



Explanatory variables: Following the research of Jansson et al. [58] and Wang et al., [59] we take concept induction (pro-environmental and pro-social) and policy incentives (right-of-way privileges and the charging guarantee) as the explanatory variables and use the Likert five-point scale to measure the sensitivity of the two types of nonsubsidized consumption promotion mechanisms on consumer purchase intentions for NEVs.






4. Results and Discussion


4.1. Sensitivity Analysis of Impact (I): Urban Differences


4.1.1. Model Path Analysis Results


SEM was used to test the relationships among concept induction, policy incentives and purchase intentions. The model path analysis results for the two types of cities based on traffic load pressure—medium to high (cities with limited licensing and restricted traffic) (Figure 2) and low (nonrestricted cities) (Figure 3)—are shown in Table 5.




4.1.2. Reliability and Validity Test Results


The overall Cronbach’s α values for the two scales in the cities with medium to high and low traffic pressure are 0.819 and 0.728, respectively, indicating that the reliability of the data used in the two studies is good. The factor loading for the two items is between 0.591~0.820 and 0.565~0.751, respectively, which are both greater than 0.5 and less than 0.95. The coefficients of each latent variable are greater than 0.7, indicating that the two scales have high reliability. The KMO values are 0.832 and 0.725, respectively, and the Barlett sphere test is significant (Chi-Square = 633.209, df = 15, p = 0.000; Chi-Square = 416.140, df = 15, p = 0.000), indicating that the data have high internal consistency and good validity. At the same time, the square root of the AVE of each latent variable is greater than the correlation coefficient between the latent variables, indicating that the scale has good discriminative validity.



The goodness-of-fit indices are summarized in Table 6. The actual value of each index in the table exceeds (or in the case of RMR and RMSEA, is below) the critical value, indicating that the theoretical model fits the observed data well.




4.1.3. Main Results and Discussion


	(1)

	
In cities with medium to high traffic pressure, the sensitivity of policy incentives on consumer purchase intentions is significant, while the effect of concept induction is statistically insignificant. Of the policy incentives, both the right-of-way privileges and charging guarantee policies have high sensitivity for influencing consumer purchase intentions. The sensitivity of right-of-way privileges is relatively higher. The data in Table 5 show that the standardized path coefficient for “concept induction → purchase intentions” is −0.044, which fails the significance test; the standardized path coefficient for “policy incentive → purchase intentions” is 0.699, which is significant with p < 0.05. This result shows that in cities with medium to high traffic pressure, only policy incentives have a clear effect on consumer purchase intentions. For the policy incentives, the coefficients of the right-of-way privileges and charging guarantee policies on the purchase intentions of potential consumers are 0.710 and 0.634, respectively, which are both significant with p < 0.001, indicating that the sensitivity of the right-of-way privileges policy is higher than that of the charging guarantee policy. For consumers in cities with medium to high traffic pressure, because they experience traffic congestion and travel difficulties, the right-of-way privileges and charging guarantee policies for NEVs can improve the driving experience and have a high incentive effect on consumer purchase intentions. Of the two policies, right-of-way privileges have a more obvious impact on consumer purchase intentions. Research hypothesis H2a is supported.




	(2)

	
In cities with low traffic pressure, the sensitivity of both concept induction and policy incentives on consumer purchase intentions is very obvious. The sensitivity of policy incentives is relatively higher. For concept induction, the sensitivity of the pro-environmental perspective is higher than that of the pro-social perspective. For policy incentives, the sensitivity of the charging guarantee policy is higher than that of the right-of-way privileges policy. The data in Table 5 show that the standardized path coefficient for “concept induction → purchase intentions” is 0.500, and the standardized path coefficient for “policy incentive → purchase intentions” is 0.596; both of which are significant with p < 0.001. This result shows that in cities with low traffic pressure, concept induction and policy incentives are both key driving factors behind consumers making NEV purchase decisions. The factor loads for the two components of concept induction are both greater than 0.5, and the factor load for the pro-environmental perspective is greater than that for the pro-social perspective. The coefficients of the two factors on concept induction are 0.877 and 0.532, respectively, and both of which are significant. The coefficients of the right-of-way privileges incentive and the charging guarantee incentive on potential consumer purchase intentions are 0.532 and 0.647, respectively, and both of which are significant with p < 0.001. The sensitivity of the charging guarantee policy is significantly higher than that of the right-of-way privileges policy. For consumers in cities with low traffic pressure, because the traffic pressure is relatively small, the driving advantages brought about by the NEV right-of-way privileges policy are less attractive to consumers, and consumers are more concerned about whether the charging problem of NEVs can be solved to ensure the normal use of NEVs. Additionally, the factors in concept induction have an impact on consumer purchase intentions, and the effect of pro-environmental concept induction is higher than that of pro-social. Research hypothesis H2b is supported.




	(3)

	
The sensitivity of the nonsubsidized consumption promotion mechanism of NEVs on potential consumers varies across cities. The impact of policy incentives in cities with medium to high traffic pressure is higher than that in cities with low traffic pressure. The sensitivity of concept induction in cities with medium to high traffic pressure is lower than that in cities with low traffic pressure. The data in Table 5 show that the standardized path coefficient for “policy incentive → purchase intentions” in cities with medium to high traffic pressure is 0.699, which is significant with p < 0.05, and the standardized path coefficient for “concept induction → purchase intentions” is −0.044, which fails the significance test. The standardized path coefficient for “policy incentive → purchase intentions” in cities with low traffic pressure is 0.596, and the standardized path coefficient for “concept induction → purchase intentions” is 0.500; both of which are significant with p < 0.001. These results show that the sensitivity of consumers in cities with medium to high traffic pressure to policy incentives is higher than that of consumers in cities with low traffic pressure, while sensitivity to concept induction is lower than in cities with low traffic load pressure. Cities with medium to high traffic pressure experience more severe road congestion than cities with low traffic pressure do. Policy incentives can effectively solve travel difficulties and licensing anxiety experienced by consumers, and such incentives have a relatively higher effect on consumers in this type of city. However, the sensitivity of concept induction in cities with medium to high traffic pressure is statistically insignificant and is lower than that in cities with low traffic pressure. Research hypothesis H2 is proven.









4.2. Sensitivity Analysis of Impact (II): Difference in Education Level


4.2.1. Model Path Analysis Results


SEM is used to test the relationships among concept induction, policy incentives and purchase intentions. Table 7 shows the model path analysis results for the two types of consumers based on education levels: medium to high (college or above) (Figure 4) and low (high school or below) (Figure 5).




4.2.2. Reliability and Validity Test Results


The overall Cronbach’s α values of the two scales for medium to high and low education levels are 0.779 and 0.824, respectively, indicating that the data used are reliable. The factor loadings for the two items are between 0.544~0.783 and 0.582~0.809, respectively, which are both greater than 0.5 and less than 0.95. The coefficient of each latent variable is greater than 0.7, indicating that the two scales have high reliability. The KMO values are 0.789 and 0.742, respectively, and the Barlett sphere test is significant (Chi-Square = 880.787, df = 15, p = 0.000; Chi-Square = 567.731, df = 15, p = 0.000), indicating that the data have high internal consistency and are valid. At the same time, the square root of the AVE of each latent variable is greater than the correlation coefficient between the latent variables, indicating that the scale has good discriminative validity.



The goodness-of-fit indices are summarized in Table 8. The actual value of each index in the table exceeds (or in the case of RMR and RMSEA, is below) the critical value, indicating that the theoretical model fits the observed data well.




4.2.3. Main Results and Discussion


	(1)

	
For consumers with medium to high education, the sensitivity of both types of the nonsubsidized consumption promotion mechanisms on the potential consumers of NEVs is obvious, but the sensitivity of concept induction is higher than that of policy incentives. For concept induction, the sensitivity of the pro-environmental perspective is higher than that of the pro-social perspective. For the policy incentives, the sensitivity of the charging guarantee policy is higher than that of the right-of-way privileges policy. The data in Table 7 show that among consumers with a medium to high education level, the standardized path coefficient for “concept induction → purchase intentions” is 0.696, and the standardized path coefficient for “policy incentive → purchase intentions” is 0.641; both of which are significant with p < 0.01. For concept induction, the sensitivity coefficients of the pro-environmental and pro-social perspectives are 0.846 and 0.586, respectively, and both of which are significant with p < 0.001. For the policy incentives, the coefficients measuring the influence of the right-of-way privileges policy and the charging guarantee policy on the purchase intentions of potential consumers are 0.613 and 0.643, respectively, and both of which are significant; the sensitivity of the charging guarantee policy is relatively higher than that of the right-of-way privileges policy. These results show that both concept induction and policy incentives are significantly sensitivity for consumers with medium to high education, but the sensitivity coefficient of concept induction is greater than that of the policy incentives. It can be seen that consumers with a high level of education are more advanced in their thinking and perspectives, they have a higher demand for intellectual and cultural consumption, and pursue the abundance of the spiritual world, so their sensitivity to concept induction is relatively higher than to policy incentives. The sensitivity of the pro-environmental perspective is higher than that of the pro-social perspective. Consumers with a medium to high education level learn more about environmental protection and ecological pollution-related concepts, and their environmental awareness is relatively high. The largest feature of NEVs is their ability to protect the environment, reduce energy consumption and reduce ecological pollution. There is a close connection between awareness of environmental protection issues and the consumption and use of NEVs, so the pro-environmental perspective plays a significant role in promoting the purchase intention of consumers with medium to high education levels. Research hypothesis H3a is supported.




	(2)

	
For consumers with low education, the two types of the nonsubsidized consumption promotion mechanism have significant sensitivity on potential consumers of NEVs, but the sensitivity of policy incentives is higher than that of concept induction. For concept induction, the sensitivity of the pro-social perspective is higher than that of the pro-environmental perspective. For policy incentives, the sensitivity of the charging guarantee policy is higher than that of the right-of-way privileges policy. The data in Table 7 show that the standardized path coefficient for “concept induction → purchase intentions” is 0.576, and the standardized path coefficient for “policy incentive → purchase intentions” is 0.639; both of which are significant with p < 0.01. For concept induction, the sensitivity coefficients of the pro-environmental and pro-social perspectives are 0.693 and 0.840, respectively, which are both significant with p < 0.001, and the sensitivity of pro-social perspectives is higher than that of pro-environmental perspectives. For the policy incentives, the coefficients measuring the influence of the right-of-way privileges policy and the charging guarantee policy on the purchase intentions of potential consumers are 0.613 and 0.643, respectively; both of which are significant. The sensitivity of the charging guarantee policy is relatively higher than that of the right-of-way privileges policy. These result shows that both concept induction and policy incentives significantly increase the purchase intentions of consumers with low education, but the sensitivity of policy incentives is relatively higher. Because consumers with a low education level are relatively lagging consumption concept and have a higher demand for material consumption, they are more concerned about policy benefits they can actually enjoy. Therefore, the sensitivity of policy incentives is higher than that of concept induction for such consumers. As a typical emerging-technology product, NEVs are relatively weakly accepted by consumers with low levels of education, and they are more inclined to rely on the opinions and behaviors of others in social interactions to form attitudes towards the consumption and use of NEVs than those with more education. Therefore, sensitivity to the pro-social perspective is relatively higher for this type of consumer. Research hypothesis H3b is supported.




	(3)

	
The sensitivity of the nonsubsidized mechanism to promote the consumption of NEVs to potential consumers differs with the consumer educational background. Regardless of concept induction or policy incentives, the sensitivity of consumers with medium to high education is higher than that of consumers with low education. The data in Table 7 show that the standardized path coefficient for “concept induction → purchase intentions” for consumers with medium to high education is 0.696, and the standardized path coefficient for “policy incentive → purchase intentions” is 0.641; both of which are significant with p < 0.01. The standardized path coefficient for “concept induction → purchase intentions” is 0.576, and the standardized path coefficient for “policy incentive → purchase intentions” is 0.639; both of which are significant with p < 0.01. The results show that the sensitivity of consumers with medium to high education to concept induction and policy incentives is higher than that of consumers with low education. Consumers with a medium to high education level update their concept quickly, and they pay relatively high attention to and understand the policy documents issued by the state and are clearer about the welfare support provided by the policy. The perspectives of consumers with low education are relatively behind, and these consumers generally have a low level of understanding of NEV policies or have inaccurate ideas about the policies. Research hypothesis H3 is supported.







In summary, apart from in cities with medium to high traffic pressure, concept induction has a positive impact on the purchase intentions of potential consumers. Research hypothesis H1a is supported in some cases. Policy incentives have a positive impact on the purchase intentions of potential consumers. Research hypothesis H1b is supported. There is a difference in the sensitivity of concept induction and policy incentives on the purchase intentions of potential consumers, and research hypothesis H1c is supported. Research hypothesis H1 is supported in some cases.






5. Conclusions and Policy Implications


5.1. Research Implications


With the decline in China’s NEVs subsidies as a backdrop, this study analyzes the composition of the nonsubsidized consumption promotion mechanism of NEVs and the difference in the impact of the mechanisms on potential consumers. The results of the study found that the nonsubsidized consumption promotion mechanisms have an impact on consumer purchase intentions. However, there are differences in the impacts on consumers with different education levels and in cities with different traffic patterns. Consumers in cities with medium to high traffic pressure are more sensitive to the right-of-way privileges component of the policy incentives, and consumers in cities with low traffic pressure are more sensitive to the charging guarantee component of the policy incentives. Consumers with medium to high education are more sensitive to the pro-environmental component of concept induction, and consumers with low education are more sensitive to the charging guarantee component of the policy incentives.



To further promote the sustainable development of the NEV consumption market, China should take the role of the nonsubsidized consumption promotion mechanisms in the implementation of the NEV subsidy retreat plan seriously. Specifically:




	(1)

	
At the level of urban differences, cities with medium to high traffic pressure, due to traffic pressure and the strict implementation of the restricted-licenses and restricted-traffic measures, the right-of-way priority policy in the nonsubsidized consumption promotion mechanism should be the primary means. It is necessary to fully develop the convenience of NEVs, continue to protect the priority driving rights of NEVs and highlight the unique attributes and advantages of NEVs in the regional market. At the same time, cities with low traffic load pressure, not only need to rely on policy incentives at material level, but also need to be assisted by concept induction. Only by complementing each other can these mechanisms promote the development of the NEV market to the greatest extent possible. Therefore, the implementation of nonsubsidized policies should be strengthened, and relevant policy documents should be issued to induce consumers to understand and desire to use NEVs at the conceptual level. It is necessary to increase investments in the construction of the charging infrastructure to provide a good environment and reasonable guarantee of charging availability for consumers of NEVs.




	(2)

	
At the level of consumer differences, for consumers with a medium to high education level, it is important to focus on the role of concept induction in promoting the consumption of NEVs and cultivate potential consumers’ pro-environmental and pro-social concepts. In particular, it is necessary to strengthen consumers’ pro-environmental perspectives, hold more environmental protection activities and increasingly promote the advantages of NEVs for environmental protection. For consumers with low education, it is necessary to emphasize the incentive effects at the policy level. While intensifying the implementation of the NEV right-of-way privileges policy, attention should also be paid to the construction and optimal layout of infrastructure, such as charging stations for NEVs, to solve the fundamental concerns of consumers. At the same time, the government and related organizations can hold more informational events about NEVs. Such organizations can also cultivate the opinions of social leaders and enable them to actively disseminate information about NEVs and their own positive attitudes towards NEVs. In this way, consumers can learn about the attributes and policy advantages of NEVs from a wide range of social relationships, thereby eliminating uncertainty in the use of NEVs and enhancing consumer willingness to purchase.




	(3)

	
It is necessary to further focus on the goal of promoting the sustainable development of NEVs, combined with the background of the gradual declining of industry subsidies, promoting the diversification of NEVs subsidized and nonsubsidized consumption promotion mechanisms. On the one hand, change the form of direct consumer subsidy policies to overcome the excessive policy dependence and lack of incentives caused by direct consumption subsidies. On the other hand, further enrich the content of nonsubsidized consumption promotion mechanisms. Combining the market conditions of NEVs in different cities and the social and economic characteristics of consumers and guide the target consumer groups to increase their willingness to purchase and use NEVs in a targeted manner. Make great efforts to promote the formation of a popular and large-scale market and achieve an effective transition and complementary advantages between subsidized and nonsubsidized consumption promotion mechanisms.




	(4)

	
Compared with the subsidy policy, the non-subsidy policy is more oriented towards the NEVs industry and all consumers. From the perspective of non-monetary policy support, it is possible to avoid to a certain extent the equity concerns caused by the government’s “picking of winners” and excessive intervention through subsidy policies. The implementation of the nonsubsidized mechanisms for NEVs in China should adopt differentiated strategies based on local conditions and vary with each individual. The same is true for countries other than China. One size fits all policy measures cannot be adopted, but corresponding incentive measures should be adopted according to national conditions and actual consumer characteristics. Organically combine subsidy policies and non-subsidy promotion mechanisms to promote the sustainable development of the NEVs industry and adjust the proportion of non-subsidy measures based on the facts.










5.2. Research Limitations and Prospects


Based on the current trend of subsidy decline, this research studies the sensitivity of the nonsubsidized consumption promotion mechanism of NEVs to the purchase intention of potential consumers from the perspectives of urban transportation resources and consumers’ education level. However, the research still has the following limitations: (1) Due to the limited sample size of this study, we did not further classify consumers based on the classification of cities, further analysis of consumers with different education levels in cities with different traffic load pressures may bring new research findings. (2) How education level may relate to income levels and thus impact on the difference between the groups regarding the nonsubsidized consumption promotion mechanism. These are our further research directions in the future.
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Figure 1. Conceptual model diagram. 






Figure 1. Conceptual model diagram.
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Figure 2. Model path analysis results. Cities with medium to high traffic pressure. Note: ** represents p < 0.05, *** represents p < 0.01. 
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Figure 3. Model path analysis results. Cities with low traffic pressure. Note: *** represents p < 0.01. 
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Figure 4. Model path analysis results. Consumers with medium to high education. Note *** represents p < 0.01. 
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Figure 5. Model path analysis results. Consumers with low education. Note: *** represents p < 0.01. 
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Table 1. Questionnaire measurement items.






Table 1. Questionnaire measurement items.





	
Latent Variables

	
Measurement Variable Name

	
Measurement Items

	
References






	
Concept induction

	
Pro-environmental

	

	(1)

	
I tend to buy green and environmentally friendly products.




	(2)

	
I am willing to pay higher prices to reduce environmental pollution.




	(3)

	
I will buy NEVs because of their environmental protection properties.




	(4)

	
Using NEVs will help improve the ecological environment.







	
Dunlap et al. [50]

Schultz et al. [51]




	
Pro-social

	

	(1)

	
Using NEVs can show my personality and sense of fashion.




	(2)

	
Using NEVs can reflect a positive personal image and social responsibility.




	(3)

	
If many people buy NEVs, then I will also choose to buy.




	(4)

	
If an individual who is highly influential in my life recommends that I buy an NEV, I will consider buying it.







	
Sweeney and Soutar [52],

Park and Lessig [53]




	
Policy incentives

	
Right-of-way privilege

	

	(1)

	
Priority driving and unlimited traffic privileges encourage me to buy NEVs.




	(2)

	
Priority registration and no license fee encourage me to buy NEVs.




	(3)

	
Exemptions from parking fees and bridge tolls will encourage me to buy NEVs.







	
Keeney [54]




	
Charging guarantee

	

	(1)

	
The number of charging stations and the convenience of charging are important factors that affect my decision to purchase NEVs.




	(2)

	
The price of charging stations is an important factor affecting my decision to purchase NEVs.




	(3)

	
Charging time is an important factor affecting my decision to purchase NEVs.







	
Keeney [54]




	
Purchase intention

	

	(1)

	
I am willing to buy NEVs.




	(2)

	
When I buy a car next time, I will give priority to NEVs.







	
Venkatesh [55]
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Table 2. Results of the reliability and validity tests of the data.
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Latent Variables

	
Measurement Dimension

	
Measurement Items

	
Factor Loading Coefficient

	
Cronbach’α

	
KMO






	
Concept induction

	
Pro-environmental perspective

	
EI1

	
0.594

	
0.728

	
0.749




	
EI2

	
0.604




	
EI3

	
0.707




	
EI4

	
0.718




	
Pro-social perspective

	
SI1

	
0.638

	
0.730

	
0.758




	
SI2

	
0.662




	
SI3

	
0.625




	
SI4

	
0.664




	
Policy incentives

	
Right-of-way privilege incentive

	
PR1

	
0.695

	
0.781

	
0.706




	
PR2

	
0.694




	
PR3

	
0.725




	
Charging guarantee incentive

	
CG1

	
0.731

	
0.789

	
0.762




	
CG2

	
0.552




	
CG3

	
0.751




	
Purchase intention

	
PI1

	
0.753

	
0.785

	
0.756




	
PI2

	
0.779
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Table 3. Sample structure.
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Item

	
Content

	
Number of Respondents

	
Percentage






	
Gender

	
Male

	
405

	
47.31




	
Female

	
451

	
52.69




	
Age

	
18–25 years old

	
254

	
29.67




	
26–36 years old

	
395

	
46.14




	
36–45 years old

	
171

	
19.98




	
46–55 years old

	
25

	
2.92




	
Above 56 years old

	
11

	
1.29




	
Education level

	
High school and below

	
203

	
23.71




	
Junior college

	
154

	
17.99




	
Undergraduate

	
429

	
50.12




	
Graduate and above

	
70

	
8.18




	
Monthly income level

	
Below 3000 yuan

	
140

	
16.36




	
3000–5000 yuan

	
241

	
28.15




	
5000–8000 yuan

	
240

	
28.04




	
8000–10,000 yuan

	
173

	
20.21




	
Above 10,000 yuan

	
62

	
7.24




	
Place of residence

	
Cities with limited licensing and restricted traffic

	
409

	
47.78




	
Nonrestricted cities

	
447

	
52.22
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Table 4. Variable description.






Table 4. Variable description.





	
Variable Type

	
Variable Meaning

	
Variable Name

	
Variable Value






	
Explained variable

	
Purchase intentions for NEVs

	
Y

	
1 (Very unwilling)–5 (Very willing)




	
Explanatory variable

	
Concept induction (α1)

	
Pro-environmental

	
X1

	
1 (Very unwilling)–5 (Very willing)




	
Pro-social

	
X2

	
1 (Very unwilling)–5 (Very willing)




	
Policy incentives (α2)

	
Right-of-way privileges

	
X3

	
1 (Very unwilling)–5 (Very willing)




	
Charging guarantee

	
X4

	
1 (Very unwilling)–5 (Very willing)
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Table 5. Model path analysis results.






Table 5. Model path analysis results.





	
City Category

	
Path

	
Path Coefficient

	
City Category

	
Path

	
Path Coefficient






	
Cities with medium to high traffic pressure (limited licensing and restricted traffic)

	
Concept induction

→ Purchase intentions

	
−0.044

	
Cities with low traffic pressure

(nonrestricted)

	
Concept induction

→ Purchase intentions

	
0.500 ***




	
Policy incentives

→ Purchase intentions

	
0.699 **

	
Policy incentives

→ Purchase intentions

	
0.596 ***




	
Pro-environmental

→ Concept induction

	
0.844 ***

	
Pro-environmental

→ Concept induction

	
0.877 ***




	
Pro-social

→ Concept induction

	
0.650 ***

	
Pro-social

→ Concept induction

	
0.532 ***




	
Right-of-way privileges

→ Policy incentives

	
0.710 ***

	
Right-of-way privileges

→ Policy incentives

	
0.532 ***




	
Charging guarantee

→ Policy incentives

	
0.634 ***

	
Charging guarantee

→ Policy incentives

	
0.647 ***








Note: ** represents p < 0.05, *** represents p < 0.01.
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Table 6. Goodness-of-fit indices of the model.






Table 6. Goodness-of-fit indices of the model.





	Fit Index
	GFI
	AGFI
	RMR
	RMSEA
	NFI
	IFI
	TLI
	CFI





	Actual value of cities with medium to high traffic pressure
	0.985
	0.949
	0.008
	0.066
	0.975
	0.986
	0.965
	0.986



	Actual value of cities with low traffic pressure
	0.967
	0.915
	0.018
	0.050
	0.907
	0.920
	0.928
	0.918



	Recommended value
	>0.9
	>0.9
	<0.05
	<0.1
	>0.9
	>0.9
	>0.9
	>0.9
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Table 7. Model path analysis results.






Table 7. Model path analysis results.





	
Consumer Category

	
Path

	
Path Coefficient

	
Consumer Category

	
Path

	
Path Coefficient






	
Consumers with medium to high education (college degree or above)

	
Concept induction

→ Purchase intentions

	
0.696 ***

	
Consumers with low education (high school or below)

	
Concept induction

→ Purchase intentions

	
0.576 ***




	
Policy incentives

→ Purchase intentions

	
0.641 ***

	
Policy incentives

→ Purchase intentions

	
0.639 ***




	
Pro-environmental

→ Concept induction

	
0.846 ***

	
Pro-environmental

→ Concept induction

	
0.693 ***




	
Pro-social

→ Concept induction

	
0.586 ***

	
Pro-social

→ Concept induction

	
0.840 ***




	
Right-of-way privileges

→ Policy incentives

	
0.613 ***

	
Right-of-way privileges

→ Policy incentives

	
0.313 ***




	
Charging guarantee

→ Policy incentives

	
0.643 ***

	
Charging guarantee

→ Policy incentives

	
0.742 ***








Note: *** represents p < 0.01.
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Table 8. Goodness-of-fit indices for the model.






Table 8. Goodness-of-fit indices for the model.





	Fitting Index
	GFI
	AGFI
	RMR
	RMSEA
	NFI
	IFI
	TLI
	CFI





	Actual value of consumers with medium to high education
	0.977
	0.942
	0.015
	0.082
	0.943
	0.953
	0.910
	0.953



	Actual value of consumers with low education
	0.985
	0.922
	0.012
	0.083
	0.967
	0.980
	0.922
	0.979



	Recommended value
	>0.9
	>0.9
	<0.05
	<0.1
	>0.9
	>0.9
	>0.9
	>0.9
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