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arious international organizations and governments have showed a serious concern towards climV ate 
change, increasing population, depletion of renewable sources of energy, and its effect on environment 
and other environmental issues. With increasing awareness towards the environment, there is a shift in the 

consumption pattern of people towards environmental friendly products. Ottman (1993) explained this shift of 
consumer behaviour towards eco friendly products with the growth of green market. This shifting of consumer 
behaviour has evolved a new business philosophy known as green business. This philosophy has lead to a change 
in various products, their designs, and business practices ; companies have modified their image from conventional 
business to green business. The 1980s witnessed a radical shift in consumer behaviour towards eco-friendly 
products with the emergence of green consumer market mechanisms for environmentally genial organizations 
(Ottman, 1993). 
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Abstract

This study aimed to measure consumer purchase intention of hybrid cars in India and discussed various factors and previous 
studies associated with purchase intention of hybrid cars in different nations. The results serve as a reference for automobile 
companies planning to launch hybrid cars in the near future in India. Five different constructs were extracted from literature for 
measuring intention to purchase hybrid cars in India, including seeking green products information, self image effects, social 
value of hybrid car purchase, emissions importance, and social value of green product purchases that is associated with 
owning a hybrid car in India. Partial least square structural equation modeling was incorporated to establish the relationship 
model. The results indicate that Indian consumers showed relatively high purchase intention towards hybrid cars. Our 
analysis found that seeking green product information, social value of hybrid car purchase, and social value of green product 
purchase is positively associated with hybrid car purchase intention among Indian consumers. However, self image effects 
and emission importance emerge to be negatively associated with hybrid car purchase intention. Indian consumers are yet to 
warm up to the idea of purchasing eco friendly cars known as hybrid cars, and it takes a long time to create awareness among 
Indian consumers towards the advantages of accepting hybrid cars. This study would be helpful for the automobile sector to 
better understand the various dimensions needed for developing a positive intention towards hybrid cars.
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The responsibility of protecting the planet now lies in the hands of every individual and business (Tara, Singh, & 
Kumar, 2015).  This is generating a new form of environment friendly product demand and thus is permitting green 
marketing to emerge into a multidimensional strategic and tactical process. Green marketing comprises of a broad 
range of activities like product modification, fair - trade practices, adopting eco -friendly production processes and 
packaging (Mishra & Sharma, 2012). However, the flip side of the coin is that green products are generally 
expensive and require more maintenance. 
      This research focuses on the study of green consumer behaviour towards high involvement products (that is, 
hybrid cars) in India. According to Corfman (1991), the automobile industry is a high involvement industry 
because preference of automobiles is significant to consumer values and the consumer in a social setting. In order 
to get sustainable success, marketers have to adopt green marketing techniques. The companies who are using 
these green practices in their functioning will achieve sustainable success as people these days have a positive 
attitude towards green products. This research is an attempt to fill this gap by measuring intention to purchase 
hybrid cars in India. The major benefit of hybrid cars is reducing emission and less fuel consumption. However, 
India is yet to take to electric/ hybrid cars, probably because they are considered to be not only expensive to buy, but 
also maintain, and Indians rely more on LPG and CNG instead of electric energy (Naik,2015). 
     There are so many companies who are actually planning to launch hybrid cars in India in the near future. The 
Indian government has also developed a number of legislations to reduce the production and marketing of harmful 
products and promote eco-friendly products (Ramakrishna, 2012). However, the intention to purchase a hybrid car 
in India is yet to be measured. People have started recognizing the benefits of hybrid cars, which will be useful for 
the drivers in reducing their carbon footprint and can also reduce the harmful emissions. In recent years, the 
number of hybrid cars purchasing consumers has seen a growing trend worldwide. However, in India, the 
consumers are yet to warm up to the idea of purchasing eco friendly cars (hybrid cars).

Literature Review

Green purchase intention represents an individual's intention to purchase eco friendly products. Previous research 
into purchase intention towards green products came up with varying results over time. From the last couple of 
decades, consumers have become more aware towards the environment and have started showing an inclination 
towards eco-friendly products (Khandelwal & Bajpai , 2011; Krause, 1993 ; Lee, 2009 ;  Mclntosh, 1991 ; Rahbar 
& Wahid, 2011). The governments of various nations have also showed their seriousness towards environmental 
friendly actions and are promoting products with similar orientations. In 2009, the U.S. government lay emphasis 
on electric vehicles as compared to petroleum and set up a goal of putting one million plug-in vehicles on the road 
by 2015 (Kriz, 2009). Similar steps were take by many European countries, China, Japan, and South Korea, and 
because of these initiatives, growth in the development of pro-plug-in vehicles has shown an increase in these 
regions. In addition, these nations are advancing towards their environmental goals of reducing air pollution and 
emission of greenhouse gases (School of Public and Environmental Affairs, Indiana University, 2011). 
      This shifting trend has put a pressure on the companies to modify and innovate the green products in order to 
sustain themselves in the market and also to meet their comprehensive ethical and moral responsibilities (Saxena & 
Khandelwal, 2010). Due to the attention of the society, more and more companies are willing to accept 
environmental responsibility (Chen, Lai, & Wen, 2006). The pressure on companies due to environmental 
concerns is difficult to ignore and ,therefore, companies should shift their business models that can conform to the 
popular green trends prevalent nowadays (Chen, 2010). 
      Marketers can exploit the green marketing initiative in order to generate and facilitate any trade aim to satisfy 
customers' environmental needs or wants (Polonsky, 1994). The industry may adapt an eco-marketing orientation 
as a planned response to the dynamic environments of the 1990s (Clarke, 2004).The  automobile sector is also not 
untouched with this changing trend, because this sector is assumed to be majorly responsible for adverse 
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environmental effects. Hybrid or electric vehicles is a revolutionary innovation to adhere to this shifting trend. In 
many nations, hybrid cars have been launched and are doing well. Hybrid cars have not yet been launched in India, 
however, there are many companies who are actually planning to launch the same in the near future. Mahindra, 
Toyota, and Maruti Suzuki are planning to introduce vehicles which are clean and green (Naik, 2015). Success of 
these cars is based upon the positive purchase intention of potential car buyers.
     Previous literature shows the different findings in measuring purchase intention of hybrid cars in different 
nations. The positive relationship between environmental attitudes and purchase intention has been established in 
numerous studies in different cultures such as Asian, European, and American and also in various product 
categories such as organic products, timber-based products, and eco-friendly vehicles (Ahmad & Juhdi, 2010 ; 
Chan & Lau, 2001 ; Mostafa, 2007 ; Sinnappan & Abd Rahman, 2011 ; Tarkianen & Sundqvist, 2005). 
     However, there are some studies, which have showed a negative intention towards green products or hybrid 
cars. Malaysian young consumers  were found to be not willing to change their attitudes towards hybrid cars to help 
to reduce the environmental pollution (Tan, 2010 ; Wahid & Abustan, 2009). There are some other studies also 
which explained less awareness and understanding about alternate fuels, and hence showed an adverse effect on 
purchase intention of the same (School of Public and Environmental Affairs, Indiana University, 2011).There are 
very limited research studies that have focused on measuring intention to purchase hybrid cars in different parts of 
the globe.  A summary of these research studies is shown in the Table 1.
     Previous research into purchase intention of hybrid cars has revealed different results for different nations, 
societies, cultures, and time. In a very recent study, Dumortier, Siddiki, Carley, Cisney, Krause, Lane, Rupp, and 
Graham (2015) observed that information on 5 year cost saving and cost of ownership affects the preference of 
consumers over conventional cars. The results of this study found that consumers may have difficulties in 
comparing the value of the 5-year fuel expenditure savings to the vehicle price in a meaningful way. They also 
mentioned that this finding is not consistent with the European study conducted by Nixon and Saphores (2011) 
who found that  5-year savings information did influence stated preferences. 
     Jayaraman, Ng, Stocker, and Kiumarsi (2016) measured environment concerns that motivated intention to 
utilize free bus service in Malaysia and found that people have started taking note of environmental problems and 
the ultimate benefits of using public transport for primary travel to resolve traffic congestion issues. Karunanayake 
and Wanninayake (2015) measured purchase intention of hybrid cars in Sri Lanka by taking product knowledge, 
social influence, price perception, environment attitudes, and perceived risk as independent variables. This study 
revealed that perceived risk, price perception, environmental attitudes, and social influence variables had a 
positive relationship with hybrid car purchase intention. Hong, Khan, and Abdullah (2013) adopted theory of 
planned behavior for measuring purchase intention of hybrid cars in the Malaysian context and found that the 
adoption of hybrid vehicles was strongly influenced by relative advantage, compatibility, pro-environmental, and 
perceived behavioral control. 
     Li, Clark, Jensen, Yen, and English (2013) measured intention to purchase flexible fuel and hybrid - electric 
vehicles in America and found energy security, the environment, and availability of alternate fuel generated 
positive expectations to purchase hybrid vehicles.  Schuitema, Anable, Skippon, and Kinnear (2013) suggested 
that instrumental attributes are important for the intention to adopt electric vehicles because they influence 
emotional responses to electric vehicles (hedonic function) and are used to form and express an identity (symbolic 
function). Maritz Automotive Research (2011) conducted a telephone survey of 1,207 licensed American drivers 
and found hybrid vehicles as their second choice for their next purchase. This survey also revealed that consumers 
had relatively low product knowledge of electric-only and electric-hybrid vehicles and saw electric technology 
vehicles as useful for those who did limited driving. 
     A consistent result observed from the survey conducted by Nixon and Saphores (2011) was that most of the 
consumers were unaware about the impact of motor vehicles on the environment, and therefore, did not understand 
the related government regulations. However, another survey of 2,302 adult drivers in 21 large U.S. cities revealed 
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Table 1. Summary of Previous Research on Hybrid Car Purchase Intentions

Author (year) Context Independent Variables Findings

Dumortier, Siddiki, U.S.A Demographics, previous vehicle  The findings suggested that consumers felt difficulty in 
Carley, Cisney,  ownership, average rank  assessing the savings of the 5- year fuel expenditure
Krause, Lane, Rupp,  (experimental research design) to the vehicle price in a consequential way.
& Graham (2015)     

Karunanayake & Sri Lanka Product knowledge, social influence,     Price perception, social influence, and perceived risk had 
Wanninayake (2015)   price perception, environment a significant impact on purchase intention of hybrid 
  attitudes, perceived risk cars in Sri Lanka.

Hong, Khan, &  Malaysia Attitude, subjective norms, There was a positive association between relative advantage,
Abdullah (2013)  perceived behavioural control compatibility, pro environmental and perceived behavioural
  (theory of planned behaviour) control and hybrid car purchase intention in Malaysia ;
   whereas, no relationship was found between
   subjective norms and hybrid car adoption.

Li, Clark, Jensen, U.S.A Demographics, vehicle and driving There was a significant impact of energy security, the 
Yen, & English,  characteristics, beliefs,  environment, and the availability of alternative fuels, 
(2013)  environmental information along with demographic factors on consumer
   expectations of purchasing alternative-fuel vehicles.

Schuitema, Anable, United  Instrumental, hedonic, symbolic,    Instrumental attributes were found to be very important as they 
Skippon, & Kinnear, Kingdom pro-environmental identity,  were associated with other attributes associated with owning and 
(2013)  car-authority identity using electric vehicles including pleasure of driving (hedonic
   attributes) and identity derived from owning and
   using EVs (symbolic attributes).

Maritz Automotive  U.S.A Survey The findings of this research indicated that people preferred 
Research (2011)   alternate fuel vehicles as their second choice not first. In addition,
   purchase intention may be affected by low consumer
   familiarity and understanding about alternative fuel for vehicles.

Carley, Krauseb, U.S.A Survey The survey discovered that highly educated, concerned regarding 
Laneb, & Grahama,   dependence on foreign oil,  previous owners of hybrid vehicles
(2013)   and environmentally responsive consumers showed an early interest
   in adopting hybrid vehicles. Superior fuel economy, the most
   important tangible advantage of plug-in technology, was
   recognized as favorable by respondents, but failed to exert a
   strong influence on purchasing intentions.

 Soon  et al. (2013) Malaysia Financial condition, consumer Conceptual paper
  awareness, quality of vehicle,
  demographic background. 

Nixon and Saphores  U.S.A Survey Respondents of the survey were unsure about the impact of 
(2011)   motor vehicles on the environment and ,therefore, did not
   understand related government regulations and some of the
   motivations for promoting AFVs. 

Ozaki & U.K  Financial benefits, environmental Financial benefits emerged as a significant factor in hybrid 
Sevastyanova (2011)  benefits and compatibility with vehicle purchase motivation. Consumer willingness and 
  green values,  social norms and social norms conformed to their group influence 
  pressure,  practical compatibility, purchase decisions.
  expression of self, attitude
  towards technology 

Oliver & Lee  U.S. and Korea Seeking green product  A strong relationship was found between green 
(2010) (cross cultural  information,  self-image information seeking and intention to purchase hybrid cars in 
 analysis) congruence, social value U.S. consumers. However, a strong relationship was found between
   social value association and intention to purchase hybrid
   cars among Korean consumers.
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a different finding - consumers who expressed an early interest in adopting electric vehicles were typically highly 
educated, were previous owners of conventional hybrids, were environmentally sensitive, and were concerned 
about dependence on foreign oil  (Carley, Krause, Lane, & Graham, 2013). 
     Soon, Seng, Luen, and Siang (2013) developed a conceptual model to understand the consumption choice of 
hybrid/electric vehicles which comprised of four factors: financial condition, consumer awareness, quality of 
vehicle, and demographic background of consumers. Financial benefits were an important factor in purchasing 
and adoption of hybrid vehicles followed by environmental benefits, social norms, practical compatibility, and 
attitude towards technology (Ozaki & Sevastyanova, 2011). A cross-cultural study in the U.S. and Korea, taking 
U.S. as an individualist country and Korea as a collectivist country was conducted by Oliver and Lee (2010). The 
study found that self-image congruence and propensity to seek information about green products had a  strong 
positive relationship with intention to purchase a hybrid car among consumers from both countries. This study has 
adopted a similar methodology in India to measure  the intention to purchase hybrid cars in India.

Research Methodology

The main objective of this study is to examine the relationship between consumer factors and consumer intentions 
to purchase a hybrid car in India. To do this, we analyzed the relationship between propensity to seek information 
about green products, congruence of green product consumption with self-image, and social value associated with 
hybrid car purchase intentions among various metropolitan cities of India. The target population of this study was 
residents of metropolitan cities in India. Metro people have higher awareness level, higher per capita income, 
availability of infrastructure, and higher socioeconomic development (Datt & Sundharam, 1990 ; Joshi & Mishra, 
2011). 
      There is an abundance of empirical evidence that consumers are willing to pay more for environmental friendly 
products and consideration of environmental issues is an important determinant of purchase decision (Chen, 2008 ; 
Laroche, Bergeron, & Barbaro-Forleo, 2001 ; Oliver & Lee, 2010). Oliver and Lee (2010) considered seeking 
green product information as an important driver to hybrid car purchase intention and thus, a similar measure was 
considered for this study in the Indian context.

Ä    H1 : Seeking green product information is positively related with intentions to purchase a hybrid car.

     Self image comes out as an important independent variable in various hybrid car purchase intention studies 
(Karunanayake & Wanninayake, 2015 ; Ozaki & Sevastyanova, 2011; Oliver & Lee, 2010). Self image reflects 
how the consumer wants to look different in his/her appearance, thinking, abilities, and so on. Timmor and Katz-
Navon (2008) explained this kind of adoption behaviour as the basis of need for absorption and differentiation, 
depending upon the need of reflecting similar or dissimilar in the group. Lash and Urry (1994) also claimed the 

Coad, Haan, & Switzerland Environmental policy, financial Research contrasted voluntary pro-environmental
Woersdorfer (2009)  incentives, intrinsic motivation,  behavior brought on by 'intrinsic motivation' to 
  technology adoption,  enforced compliance due to financial and legal incentives.
  technology diffusion 

Khan & Kar (2009) Canada Financial limitations, consumers’ This paper summarized the key initiatives and policies 
  lack of information, technology adapted by the Canadian government to encourage the 
  challenges purchase of fuel-efficient vehicles, particularly
   hybrid electric vehicles. 

Heffner, Kurani, & California  Denotations and connotations  This study discovered that social meaning (denotations) was
Turrentine (2007) (U.S.A) (Conceptual) associated with personal meaning (connotations) and affected
   both vehicle purchase and use.
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same phenomenon as people's identities are reflected in their consumption, which forms their self image. Self 
image congruence captures how the consumer feels the product relates to his/her view of who he/she is and who 
he/she would like to be (Sirgy, 1982).

Ä    H2 : Self-image effect is positively related to one's intentions to purchase a hybrid car.

Social influence refers to the change in the individual thinking, feelings, attitudes, or behaviors resulting from the 
influence from another individual or group (Rashotte, 2007). Numerous studies have considered social influence 
in measuring purchase intention of green products or hybrid cars (Heffner, Kurani, & Turrentine, 2007 ; Hong et 
al., 2013 ; Karunanayake & Wanninayake, 2015 ;  Ling, 2013 ; Oliver & Lee, 2010). Characteristics like risk, social 
approval, uncertainty may influence the rate of adoption (Kotler & Armstrong, 2012; Roehrich, 2004). Tan and 
Teoh (2000) conducted a study to identify and understand the factors (attitudinal, social, and behavioral control) in 
order to explain the intention to adopt Internet banking services in Singapore.

Ä    H3 : Perceptions of the social value of a hybrid car is associated with purchasing a hybrid car.

Marketers can use the fuel economy and environmental friendly cars as one of their promotional tools in marketing 
to encourage consumers to adopt a hybrid vehicle (Hong et al., 2013). Heffner et al. (2007) mentioned that hybrid-
electric vehicles should be symbolized as environmental preservation due to the usage of less petrol or diesel, 
hence generating fewer harmful emissions. Oliver and Lee (2010) considered emission self efficacy as a construct 
in measuring hybrid car purchase intentions.

Ä    H4 : Perception towards emission importance is positively related to intentions to purchase a hybrid car.

In extension to these constructs, Oliver and Lee (2010) considered social value as another construct for measuring 
hybrid car purchase intention. Different cultures reflect different social values ; consumers in the USA may 
respond differently to social values because of their individualistic culture (Oliver & Lee, 2010).

Ä    H5 : Perceptions of the social value of a green product is associated with purchasing a hybrid car.

Different views of consumers have been found in various research studies in different geographical locations. 
Consumers think that they cannot make any difference by driving a hybrid vehicle. Researchers also found social 
value to be associated with owning a hybrid car because owning of a hybrid car can have different social values 
from other eco-friendly products as purchasing of hybrid car is a costly affair.
      There is lack of a scale to measure the purchase intention of hybrid cars in India. Therefore, we adopted a 
similar scale used by Oliver and Lee (2010) for measuring U.S. and Korean consumers' intentions to purchase a 
high involvement, environmentally friendly product: the hybrid car. Adopted scale comprised of 5 demographic 
questions - gender, age, occupation, qualification, and city (see Table 2) of the respondents. In addition, 21 
statements covered six different constructs, that is, seeking green product information, self-image effects, social 
value of a hybrid car purchase, emissions importance, social value of green product purchases, and hybrid purchase 
intentions. Respondents reported their responses to the questions by noting their level of agreement with each 
statement on a 7-point rating scale anchored by (1) strongly disagree, (2) disagree, (3) somewhat disagree, (4) 
neither agree nor disagree, (5) somewhat agree, (6) agree, and (7) strongly disagree. Selected items, marked with 
(R), were reverse coded. Reliability and validity of the scale are shown in the Table 3.
     The residents of metropolitan cities of India and potential consumer of cars acted as the respondents for the 
present study. These metropolitan cities cover the NCR region, Mumbai, and Bangalore. Online method and 
offline method of data collection was used in order to capture more number of people during the time period from 
February - May 2015. The sample covers businessmen, academicians, and government officials. Convenience 

42   Indian Journal of Marketing • August 2016



(non - probability) and referral sampling technique were used for sample selection. An individual respondent is the 
sampling element. Since the total population of the concerned regions is more than 10 lakh, therefore, 380 
respondents were taken as respondents for this study (Krejcie & Morgan, 1970). 
      Partial least squares (PLS) structural model was taken as an analysis tool for this study. PLS structural modeling 
approach is different from covariance based structural modeling equation approach. This approach is inclined to 
maximizing the quantity of variance explained. PLS structural equation model is composed of three components: 
the structural model, the measurement model, and the weighting scheme. Structural and measurement model are 
components in all kinds of SEMs with latent constructs; the weighting scheme is specific to the PLS approach 
(Monecke & Leisch, 2012). An iterative algorithm solves the structural equation model by estimating the latent 
variables by using the measurement and structural model in alternating steps, hence, the procedure's name, partial. 
The structural model estimates the latent variables by means of simple or multiple linear regressions between the 
latent variables estimated by the measurement model.

Data Analysis and Interpretation

For conducting any research, it is very important to conceptualize the thought. In measuring purchase intention of 
hybrid cars in India, we have adopted methodology that is similar to the one adopted by Oliver and Lee (2010) used 

Table 3. Reliability and Validity of the Constructs

S.No. Construct a AVE Mean Std Dev. No. of items

1 Seeking green product information 0.745 0.571 5.272 0.937 4

2 Self-image effects 0.722 0.669 5.157 1.087648 3

3 Social value of a hybrid car purchase 0.742 0.569 5.372 0.602269 4

4 Emissions importance 0.725 0.647 5.074 1.165048 3

5 Social value of green product purchases 0.734 0.559 5.523 0.63561 4

6 Hybrid car purchase intentions 0.826 0.742 3.374 1.369468 3

Table 2. Demographic Profile of the Respondents

Demographic Characteristics Frequency %

Gender Male  265 69.74

 Female 115 30.26

Age Less than 30 yrs 95 25.00

 30-45 yrs 178 46.84

 Above 45 yrs 107 28.16

Occupation Self employed 119 31.32

 Private employed 179 47.11

 Govt. employed 82 21.58

Education Intermediate 37 9.74

 UG 120 31.58

 PG & above 223 58.68

City NCR 180 47.37

 Mumbai 110 28.95

 Bangaluru 90 23.68
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to measure the same in U.S. and Korea as discussed earlier. The discussed hypotheses were tested using PLS-
structural model, which allowed to avoid multicollinearity assumptions that are usually associated with structural 
equation modeling based on covariance and least square regression. However, we were still able to analyze the 
structure using latent variables instead of reducing the constructs to average scores.
      The analysis is divided into two stages; in the first stage, reliability and validity of the measurement model have 
been analyzed. Cronbach's alpha has been incorporated in order to measure the convergent validity of the reflective 
measure, which provides a measure of the internal consistency of the items based on the assumption that they are 
equally weighted. Cronbach's alpha of each construct is more than its minimum standard of 0.7 as shown in the 
Table 2. The value of  Cronbach's alpha for the construct - seeking green product information (SGPI), self-image 
effects (SIE), social value of a hybrid car purchase (SVHCP), emissions importance , social value of green product 
purchases (SVGPP), hybrid car purchase intentions (HPI) are 0.745, 0.722, 0.742, 0.725, 0.734, and 0.826.  
Discriminant validity was assessed as average variance extracted (AVE). Mean of each construct is greater than 4 
except for hybrid car purchase intention, which shows a positive inclination towards the construct.

Figure 1. Partial Least Square Model
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In the next stage of analysis, all the hypotheses were tested through partial least square structural equation 
modeling. The details of the analysis are shown in the  Figure 1.  The results of PLS structural model is shown in the 
Figure 1.  H1 suggests that there is a positive association between seeking green product information and intention 
to purchase hybrid cars (β = 0.157; p < 0:001). Hence, this path has a significant relation, and it has maximum 
positive contribution in purchase intention. This study supports H1. H2 predicts a positive relationship between 
self image effect and hybrid car purchase intention (HCPI). The result rejects the hypothesis and has a negative 
relationship with the self image effect (β = -0.336; p < 0.05). This path does not have a significant relation. The 
relationship between perceived social value and HCPI has been tested in the third hypothesis (H3). This hypothesis 
is accepted and has a positive relationship between social value and the intentions to purchase a hybrid car             
(β = 0.090; p < 0.001). This path has a significant relation, and it has a positive contribution in purchase intention. 
H4 establishes a positive relationship between perceived emission importance and HCPI. The result of PLS 
structure model indicates that there is a negative relationship between emissions importance and consumer 
intention to purchase a hybrid car in the fourth hypothesis (β = -0.368; p < 0.05). Thus, this hypothesis is rejected, 
and this path is not significant. Likewise, in the fifth hypothesis (H5), that is, social value of green product purchase 
has a positive value (0.091) ; so, this hypothesis is accepted at the 5% level of significance and has a positive 
relation with intentions to purchase a hybrid car. This path is significant ; hence, it suggests a psychological 
reactance against the social value associated with going green that has a positive impact on consumer intentions to 
purchase a hybrid car. 
    Hence, H1, H3, and H5 are accepted and show a positive relationship between seeking green product 
information, social value of a hybrid car purchase, and social value of green product purchases and HCPI. 
However, H2 and H4, that is, self image effects and perceived emission importance do not show any positive 

2
relationship with HCPI.  Finally, the coefficient of determination R  is 0.316 between all independent variables and 
purchase intention. This means that 31.6 % of the variance is explained by the latent variable for purchase intention 

2in the model. Standard value of R  is at least 0.25 (Wong, 2013) ; so, in this case, the independent variable 
moderately explains the dependent variable. This result is consistent with the results obtained  by Oliver and Lee 
(2010) of comparison of hybrid car purchase intention between U.S. consumers and Korean consumers. In the 

2
study of Oliver and Lee (2010), the  R  value was 0.41 and 0.49 in the U.S. model and Korean model, respectively. 
The result justifies a good relationship between social value association and purchase intention of hybrid  cars in 
India also.

Discussion and Conclusion

Decreasing conventional fuel reserves and increasing concerns towards the environment have led to the growth of 
the hybrid car market. This growth is mainly concentrated in developed economies and is gradually widening to 
other developing economies. India is also a very good market because the automobile sector is increasing at a good 
pace, and environmental awareness is also increasing among people. Various car manufacturers are planning to 
launch hybrid cars in the near future in India, and thus, it become worthwhile to measure the intention of Indian car 
consumers to purchase hybrid cars.
     The main aim of the study is to measure the purchase intention of hybrid cars in India. This study would be 
useful for various automobile producers planning to launch hybrid cars in India. Through the literature survey, we 
hypothesized the five constructs that are related to purchase intention of hybrid cars: seeking green products 
information, self image effects, social value of hybrid car purchases, emissions importance, and social value of 
green product purchases that are associated with owning a hybrid car in the Indian market. We expected a positive 
relationship of these constructs with HCPI. In India, the expectation in purchasing a hybrid car is the effect of 
social value of hybrid car on hybrid purchase intention which has had a specific effect in India. However, our 
analysis found that seeking green product information, social value of hybrid car purchases, and social value of 
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green product purchases is positively associated with hybrid car purchase intention among Indian consumers. This 
result suggests that social phenomenon play a vital role in developing intention to purchase hybrid cars as social 
value towards green products and hybrid cars has emerged as a vital construct in developing HCPI. Social 
influence occurs when one's emotions, opinions, or behaviors are affected by others. This result is consistent with 
Ozaki and Sevastyanova (2011), who, in the same context, believed that social norm and consumer willingness to 
comply with group norms can influence their HCPI. In HCPI, social meaning is connected to personal meaning 
(Heffner et al., 2007). Social identity plays a prominent role in possession of new technologies (Roehrich, 2004 ; 
Schuitema et al., 2013). Kotler and Armstrong (2012) mentioned that characteristics such as risk, social approval, 
and uncertainty may also influence the rate of adoption. However, Oliver and Lee (2010) were somewhat 
dissimilar and found that the impact of social value of hybrid car purchases on HCPI was positive in Korea but not 
in U.S., and impact social value of green product on HCPI was positive in U.S. but not in Korea. 
      Further, in this study, self image effects and emission importance emerged as negatively associated with hybrid 
car purchase intention. This result differs from the findings of Kressmann, Sirgy, Herrmann, Huber, Huber, and Lee 
(2006) ; Jamal and Al-Mari (2007) ; and Ericksen (1996). They established that self-image congruency could 
explain consumer's preference and intention to purchase a car.  With the help of the given findings from our study, 
we have concluded that individual decision making heavily influences the perceptions related to social conformity 
and other social issues in purchasing a hybrid car.

Managerial Implications

Buyers are becoming more aware of the environmental issues and are seriously trying to lessen their negative 
effects on the earth by buying eco-friendly products and are being inspired to adopt a greener living behaviour. 
Companies have to understand this shifting phenomenon and need to willingly accept their responsibility towards 
the environment. Companies may benefit by using the initiative of green branding to breed and to support any 
proposed exchange to meet the customers’ needs (Chen et al., 2006). There is a huge cut throat competition in the 
car market in India. Adopting eco-friendly cars may emerge as a competitive advantage and long term 
sustainability model (Khandelwal & Bajpai, 2011). Marketers have to understand the constructs that are related to 
the intention to purchase hybrid cars. 
     One of the most important implications is that social value emerged as an important element in forming 
intention to purchase hybrid cars in India. Social value also plays a prominent role in purchase intention of hybrid 
cars because owning a hybrid car creates a smart and proactive image of an individual in the society. Marketers can 
utilize this social value of possessing this type of product in order to generate conforming behavior towards hybrid 
cars. Marketers should encourage positive word-of-mouth and opinion leadership among Indian consumers. They 
should utilize various platforms where consumers are searching and seeking information towards hybrid cars and 
are trying to communicate the social benefits associated with hybrid car ownership. 
      Marketers have identified some of the consumers who seek information about green products. Marketers may 
not be able to identify some specific environmental values and thoughts in consumers because of poor response 
and lack of information available with the consumers, but awareness among consumers can be increased with the 
help of websites and information in the form of reports. Sometimes, consumers report and participate in web chats 
and demonstrate their involvement with environmentally friendly products and support social initiatives of such 
products. However, sometimes, it is not clear whether good intentions translate into purchase intentions, especially 
for more expensive products like hybrid cars, which are environment friendly. The results of the current study have 
demonstrated that interest and involvement in green product information is related to the purchase intention of 
hybrid cars. In short, we conclude that marketers should focus upon the 'social value' of hybrid cars’ ownership in 
their marketing communications. Also, emission importance should be secondary when it comes to hybrid car 
purchase intentions.
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Limitations of the Study and Scope for Further Research

Measuring intention to purchase a hybrid car is a complex phenomenon as it is undergoing constant and rapid 
development, and hence, it represents a challenging task for research. Though we have taken all possible steps to 
provide the findings in a holistic way, but the present study is also not free from some limitations. This entails that a 
number of limitations can be presented, of which the most substantial are elaborated. However, some of these 
limitations can and should also be regarded as fruitful avenues for future research under a similar scope.
     The research framework of this study is based on five constructs - seeking green product information, self-
image effects, social value of a hybrid car purchase, emissions importance, and social value of green product 
purchases. This means that we could prioritize only a few factors. Future researchers can focus on other theoretical 
models for measuring intention.  The purpose of this research was to measure hybrid car purchase intention. Due to 
constraints, we could not  cover a large number of Indian cities. Therefore, the results of this study cannot be 
generalized for pan- India, but rather, they give an idea to formulate the marketing policies. Future researchers can 
include more cities in the study in order to get better results that can help in the formation of more accurate 
marketing policies. Future researchers can also replicate the same in other developing countries for measuring 
opportunities of hybrid car businesses. Furthermore, future studies should also focus towards the negative 
intention towards hybrid cars to identify reasons as to why some consumers are against the purchase of 
environment - friendly cars.

References

Ahmad, S.N.B., & Juhdi, N. (2010). Organic food : A study on demographic characteristics and factors influencing 
purchase intentions among consumers in Klang Valley, Malaysia. International Journal of Business 
and Management, 5 (2), 105-118. DOI: http://dx.doi.org/10.5539/ijbm.v5n2p105 

Carley, S., Krause, R. M., Lane, B. W., & Graham, J. D. (2013). Intent to purchase a plug-in electric vehicle: A survey of 
early impressions in large U.S. cites. Transportation Research Part D: Transport and Environment, 18, 
39-45.

Chan, R.Y. K., & Lau, L.B. (2001). Explaining green purchasing behavior: A cross-cultural study on American and 
Chinese consumers. Journal of International Consumers Marketing, 14 (2 -3), 9-40.

Chen, Y. - S. (2010). The drivers of green brand equity: Green brand image, green satisfaction, and green trust. Journal 
of Business Ethics, 93 (2), 307-319. DOI : 10.1007/s10551-009-0223-9

Chen, Y. S. (2008). The driver of green innovation and green image -  Green core competence. Journal of Business 
Ethics, 81 (3), 531-543. DOI : 10.1007/s10551-007-9522-1

Chen, Y. S., Lai, S. B., & Wen, C. T. (2006). The influence of green innovation performance on corporate advantage in 
Taiwan. Journal of Business Ethics, 67 (4), 331- 339. DOI :  10.1007/s10551-007-9522-1

Clarke, G. (2004). Understanding green consumer behaviour : Book review. Journal of Consumer Behaviour, 4 (1), 73-  
79. DOI: 10.1002/cb.159

Coad, A., Haan, P., & Woersdorfer, J. (2009). Consumer support for environmental policies: An application to 
purchases of green cars. Jena Economic Research Papers, Ecological Economics, 68 (7), 2078 - 2086. 
doi:10.1016/j.ecolecon.2009.01.015

Indian Journal of Marketing • August 2016    47



Corfman, K.P. (1991). Comparability and comparison levels used in choices among consumer products. Journal of 
Marketing Research, 28 (3), 368-374.

Datt, R., & Sundharam, K. P. M. (1990). The Indian economy (70th ed.). New Delhi: S. Chand and Company Ltd.

Dumortier, J., Siddiki, S., Carley, S., Cisney, J., Krause, R. M., Lane, B. W., Rupp, J. A., & Graham, J. D. (2015). 
Effects of providing total cost of ownership information on consumers' intent to purchase a hybrid or 
plug-in electric vehicle. Transportation Research Part A, 72, 71-86.

Ericksen, M. K. (1996). Using self-congruity and ideal congruity to predict purchase intention: A European 
perspective. Journal of Euromarketing, 6 (1), 41-56. DOI:10.1300/J037v06n01_04

Heffner, R. R., Kurani, K. S.,  & Turrentine, T. S. (2007). Symbolism in California's early market for hybrid electric 
vehicles. Transportation Research Part D : Transport and Environment, 12 (6), 396-413. 
doi:10.1016/j.trd.2007.04.003

Hong, Y. H., Khan, N.,  & Abdullah, M. M. (2013). The determinants of hybrid vehicle adoption : Malaysia 
perspective. Australian Journal of Basic and Applied Sciences, 7 (8), 347-454.

Jamal, A., & Al-Mari, M. (2007). Exploring the effect of self-image congruence and brand preference on satisfaction : 
The role of expertise. Journal of Marketing Management, 23 (7/8), 613-629. 
DOI:10.1362/026725707X2266

Jayaraman, K., Ng, C.H., Stocker, K., & Kiumarsi, S. (2016). Environment concerns motivate intention to utilize free 
bus services : An empirical study in Malaysia. Indian Journal of Marketing, 46 (1), 8-23. DOI: 
10.17010/ijom/2016/v46/i1/85740

Joshi, N., & Mishra, D.P. (2011). Environment friendly car : A study of consumer awareness with special reference to 
Maharashtra State. Information Management and Business Review, 2 (2), 92-98.

Karunanayake, R. K. T. & Wanninayake, W.M.C. (2015). Impact of key purchasing determinants on purchase intention 
of hybrid vehicle brands in Sri Lanka : An empirical study.  Journal of Marketing Management, 3 (1),  
40-52. DOI : http://dx.doi.org/10.15640/jmm.v3n1a4

Khan, M., & Kar, N.C. (2009). Hybrid electric vehicles for sustainable transportation : A Canadian perspective. World 
Electric Vehicle Journal, 3 (3), 551-562.

Khandelwal, U., & Bajpai, N. (2011). A study on green advertisement and its impact on consumer purchase intention. 
Journal of Creative Communication, 6 (3), 259-276. doi: 10.1177/0973258613491661

Kotler, P., & Armstrong, G. (2012). Principles of marketing (14th ed). London: Pearson Publication.

Krause, D. (1993). Environmental consciousness: An empirical study. Journal of Environment and Behavior, 25 (1), 
126-142. doi: 10.1177/0013916593251007

Krejcie, R.V., & Morgan, D.W. (1970). Determining sample size for research activities. Educational and 
Psychological Measurement, 30 (3), 607-610.

Kressmann, F., Sirgy, M.J., Herrmann, A., Huber, F., Huber, S., & Lee, D. - J. (2006). Direct and indirect effects of self-
image congruence on brand loyalty. Journal of Business Research, 59 (9), 955 - 964. 
doi:10.1016/j.jbusres.2006.06.001

Kriz, M. (2009).  Is Obama's goal of putting one million plug-in hybrids on the road by 2015 achievable? Retrieved 
from http://www.highbeam.com.

48   Indian Journal of Marketing • August 2016



Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who are willing to pay more for 
environmentally friendly products. Journal of Consumer Marketing, 18(6), 503-520. DOI : 
http://dx.doi.org/10.1108/EUM0000000006155

Lash, S. & Urry, J. (1994). Economies of signs and space. London: Sage Publications.

Lee, K. (2009). Gender differences in Hong Kong adolescent consumers green purchasing behavior. Journal of 
Consumer Marketing, 26 (2), 87-96. DOI : http://dx.doi.org/10.1108/07363760910940456

Li, X., Clark, C.D., Jensen, K.L., Yen, S.T  & English, B.C. (2013). Consumer purchase intentions for flexible-fuel and 
hybrid-electric vehicles. Transportation Research Part D, 18, 9-15.

Ling, C.Y. (2013). Consumers' purchase intention of green products: An investigation of the drivers and moderating 
variable. Elixir Marketing Management, 57A, 14503-14509.

McIntosh, A. (1991). The impact of environmental issues on marketing and politics in the 1990s. Journal of the Market 
Research Society, 33 (3), 205-217.

Mishra, P., & Sharma, P. (2012). Green marketing: Challenges and opportunities for business. Journal of Marketing & 
Communication, 8 (1), 35-41.

Monecke, A., & Leisch, F. (2012). semPLS: Structural equation modeling using partial least squares. Journal of 
Statistical Software, 48 (3), 1-32.

Mostafa, M.M. (2007). Gender differences in Egyptian consumers' green purchase behavior: The effects of 
environmental knowledge, concern and attitude. International Journal of Consumer Studies, 31 (3), 
220-229. DOI: 10.1111/j.1470-6431.2006.00523.x

Naik, A. (2015). Top 5 hybrid/electric cars in India. NDTV. Retrieved from auto.ndtv.com

Nixon, H., & Saphores, J.D. (2011). Understanding household preferences for alternative-fuel vehicle technologies. 
Technical Report CA-MTI-11-2809. Mineta Transportation Institute, San JosT State University.

Oliver, J. D., & Lee, S. H. (2010). Hybrid car purchase intentions: A cross-cultural analysis. Journal of Consumer 
Marketing, 27 (2), 96-103. DOI : http://dx.doi.org/10.1108/07363761011027204

Ottman, J, (1993). Green marketing: Challenges and opportunities for the new marketing age. New York: McGraw-
Hill.

Ozaki R., & Sevastyanova, K. (2011). Going hybrid: An analysis of consumer purchase motivations. Energy Policy, 39 
(5), 2217 - 2227.

Polonsky, M. J. (1994). Green marketing regulation in the U.S. and Australia: The Australian checklist. Greener 
Management International, 5 (1), 44 - 53.

Rahbar, E., & Wahid, N. A. (2011). Investigation of green marketing tools' effect on consumers' purchase behavior. 
Business Strategy Series, 12 (2), 73 - 83. DOI : http://dx.doi.org/10.1108/17515631111114877

Ramakrishna, H. (2012). Green marketing in India: Some eco-issues. Indian Journal of Marketing, 42 (11), 5-15.

Rashotte, L. (2007). Social influence. The Blackwell Encyclopedia of Social Psychology, 9, 562 - 563.

Roehrich, G. (2004). Consumer innovativeness: Concepts and measurements. Journal of Business Research, 57(6), 
671 - 677.

Indian Journal of Marketing • August 2016    49



Saxena, R.P., & Khandelwal, P.K. (2010). Sustainable development through green marketing: The industry 
perspective. The International Journal of Environmental, Cultural, Economic and Social 
Sustainability, 6 (6), 59-79.

School of Public and Environmental Affairs, Indiana University. (2011). Plug -in electric vehicles : A practical plan for 
progress. Retrieved from http://www.indiana.edu/~cree/pdf/TEP%20Report.pdf

Schuitema, G., Anable, J., Skippon, S., & Kinnear, N. (2013). The role of instrumental, hedonic and symbolic attributes 
in the intention to adopt electric vehicles. Transportation Research Part A Policy and Practice, 48, 39 - 
49. DOI: 10.1016/j.tra.2012.10.004

Sinnappan, P., & Abd Rahman, A. (2011). Antecedents of green purchasing behavior among Malaysian consumers. 
International Business Management, 5 (3), 129-139. DOI: 10.3923/ibm.2011.129.139

Sirgy, J. (1982). Self-concept in consumer behavior: A critical review. Journal of Consumer Research, 9 (3), 287-300.

Soon, W.L., Seng, W.T., Luen, W. K., & Siang, J. (2013). Hybrid vehicle adoption : A conceptual study. Journal of 
Education and Vocational Research, 4 (6), 165-168.

Study shows growing consumer awareness about alternative fuel vehicles... (2011, January 7). Business Wire. 
Retrieved from http://www.maritz.com/en/Press-Releases/2011/Maritz Automotive-Research-Group-
Study-Finds-Growing-Consumer-Awareness-Concerning-Alternative Fuels.aspx

Tan, M. & Teoh, H.S. (2000). Factors influencing the adoption of internet banking. Journal of Association for 
Information Systems, 1 (1), 1-42.

Tan, S.S. (2010). Factors influencing the green purchase behavior of environmental related volunteers in Penang 
(MBA Thesis). Universiti Sains Malaysia, Malaysia.

Tara, K., Singh, S., & Kumar, R. (2015). Green marketing: The new strategic imperative by firms in India. Indian 
Journal of Marketing, 45 (7), 19-34. DOI: 10.17010/ijom/2015/v45/i7/79926

Tarkianen, A., & Sundqvist, S. (2005). Subjective norms, attitudes and intentions of Finnish consumers in buying 
o r g a n i c  f o o d .  B r i t i s h  F o o d  J o u r n a l ,  1 0 7 ( 1 1 ) ,  8 0 8 - 8 2 2 .  D O I  :  
http://dx.doi.org/10.1108/00070700510629760

Timmor, Y., & Katz-Navon, T. (2008). Being the same and different: A model explaining new product adoption. 
Journal of Consumer Behaviour, 7 (3), 249 - 262. DOI: 10.1002/cb.249

Wahid, N. A., & Abustan, I. (2009). Environmental concern: Between consumers' awareness and willingness for 
attitude change (MBA Thesis). Universiti Sains Malaysia, Malaysia.

Wong, K.K (2013). Partial least squares structural equation modeling (PLS-SEM) Techniques Using SmartPLS. 
Marketing Bulletin, 24(Technical Note 1). Retrieved from http://marketing-bulletin.massey.ac.nz

50   Indian Journal of Marketing • August 2016


