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Abstract: This research delves into the purchase intention and actual adoption behavior of
consumers in Fujian Province, China, regarding locally-produced Chinese brand electric
vehicles (EVs) featuring wood interior design (BYD, Jetour, Hongqi, AITO), along with the
key factors influencing these behavioral decisions.

Based on an extended Theory of Planned Behavior (TPB) integrated with the Unified Theory
of Acceptance and Use of Technology (UTAUT), this study introduces Brand Premium and
Aesthetic Value as extended antecedent variables, incorporates purchase intention as a
mediating variable, and considers Fujian's regional cultural background as a moderating
variable to construct a comprehensive theoretical model.

A stratified convenience sampling approach was employed to gather 356 valid questionnaires
from EV consumers in Fujian through both online and offline channels. Partial Least Squares
Structural Equation Modeling (PLS-SEM) using SmartPLS 4.0 was utilized for empirical
analysis.

The results indicate that Attitude, Subjective Norm, Perceived Behavioral Control, Brand
Premium, and Aesthetic Value all have significant positive effects on consumers' purchase
intention for wood-interior EVs. Moreover, purchase intention plays a complete mediating
role between these antecedent variables and actual adoption behavior. Fujian's regional
cultural background (coastal vs. inland) exerts a significant moderating influence on the
structural relationships of the model. The marine cultural characteristics and local natural
material aesthetic preferences enhance the influence of Aesthetic Value and Brand Premium
on purchase intention.

The findings offer empirical perspectives for local Chinese EV manufacturers to optimize
wood interior design and formulate targeted regional marketing strategies for Fujian and
similar coastal markets.
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1. Introduction

In the context of global carbon neutrality objectives and China's robust promotion of the
development of the new-energy vehicle industry, electric vehicles (EVs) have emerged as a
central direction for the transformation and upgrading of the automotive industry (Caduff &
Ranganathan, 2023). With the progressive maturation of core EV technologies such as
batteries and motors, consumers' demands for EVs have transitioned from purely functional
attributes to a combination of functionality, aesthetics, and cultural connotations (Koo &
Yang, 2025). Wood interior design, as a high-end and personalized design element, has been
increasingly employed in mid-to-high-end EVs of domestic Chinese brands such as BYD,
Jetour, Hongqi, and AITO. Its penetration rate in China's mid-to-high-end EV market has
increased from 32% in 2020 to 61% in 2024 (Yi Auto Research Institute, 2024).

Fujian Province, situated on the southeastern coast of China, features a developed economy, a
mature EV consumer market, and distinct regional cultural characteristics, including marine
culture and a strong aesthetic preference for natural materials (Thwe et al., 2025). These
regional traits render Fujian a typical research setting for exploring consumer behavior
towards EVs with wood interiors. Nevertheless, existing research on EV consumer behavior
predominantly focuses on factors such as price, range, and charging facilities (Venkatesh et al.,
2003). Few studies have specifically investigated the influence of interior design elements like
wood on consumers' purchase intention and behavior, particularly lacking empirical research
integrated with specific regional cultural backgrounds.

To address this research gap, this study selects EV consumers in Fujian Province as the
research subject and constructs an extended TPB-UTAUT integrated theoretical model by
incorporating brand premium and aesthetic value theories. The study empirically examines the
influencing factors of consumers' purchase intention and actual adoption behavior towards
EVs with wood interiors, and verifies the mediating effect of purchase intention and the
moderating effect of Fujian's regional culture. The research findings not only enrich the
theoretical research on EV consumer behavior from the perspective of interior design but also
offer practical guidance for domestic Chinese EV manufacturers to optimize product design
and formulate regional marketing strategies.

2. Theoretical Framework and Research Hypotheses

2.1 Theoretical Framework Construction

This research is grounded in the Extended Theory of Planned Behavior (TPB) (Ajzen, 1985;
1991) and integrates the core constructs of the Unified Theory of Acceptance and Use of
Technology (UTAUT) (Venkatesh et al., 2003) to accommodate the technological product
attributes of electric vehicles (EVs). Specifically, Performance Expectancy and Effort
Expectancy from UTAUT are incorporated into the Attitude dimension of TPB, and Social
Influence from UTAUT is aligned with the Subjective Norm dimension of TPB (Martinez &
Lewis, 2016). On this foundation, taking into account the product characteristics of EVs with
wood interiors, Brand Premium (Aaker, 1996) and Aesthetic Value (Homburg et al., 2015) are
introduced as extended antecedent variables. Purchase intention is designated as a mediating
variable (MacKinnon et al., 2011), and the regional cultural background of Fujian is set as a
moderating variable, thereby forming a comprehensive theoretical model to analyze

consumers' purchase behavior regarding EVs with wood interiors.
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2.2 Research Hypotheses

Based on the theoretical framework and existing literature, the following research hypotheses
are put forward:

- Hypothesis 1 (H1): Consumers' attitude towards EVs with wood interiors exerts a significant
positive influence on their purchase intention.

- Hypothesis 2 (H2): Consumers' subjective norm towards EVs with wood interiors has a
significant positive impact on their purchase intention.

- Hypothesis 3 (H3): Consumers' perceived behavioral control towards EVs with wood
interiors has a significant positive effect on their purchase intention.

- Hypothesis 4 (H4): The brand premium of EVs with wood interiors has a significant positive
impact on consumers' purchase intention.

- Hypothesis 5 (HS5): The aesthetic value of EVs with wood interiors has a significant positive
influence on consumers' purchase intention.

- Hypothesis 6 (H6): Consumers' purchase intention for EVs with wood interiors has a
significant positive impact on their actual adoption behavior.

- Hypothesis 7 (H7): Purchase intention plays a mediating role between attitude, subjective
norm, perceived behavioral control, brand premium, aesthetic value, and actual adoption
behavior.

- Hypothesis 8 (H8): The regional cultural background of Fujian has a significant moderating
effect on the relationship between the antecedent variables and purchase intention.

3. Research Methodology

3.1 Research Design and Sample

This study employs an empirical research approach, utilizing a structured questionnaire as the
primary data collection instrument. The questionnaire is composed of three sections:
screening and demographic inquiries (including (gender, age, educational attainment, income,
etc.), measurement items for core latent variables, and open-ended questions. All
measurement items for latent variables are founded on validated scales from existing literature
and are adapted to the research context of electric vehicles (EVs) with wood interiors in
Fujian. A 5-point Likert scale is employed (1 = strongly disagree, 5 = strongly agree).

A stratified convenience sampling technique was utilized to select EV consumers in Fujian
Province as the research subjects. Stratification was carried out based on city
(Fuzhou/Xiamen/Quanzhou/other cities), income level (low/middle/high), and age (18-25/26-
35/36-45/46+). The inclusion criteria for respondents are as follows: (1) being an owner or
potential purchaser of BYD, Jetour, Hongqi, and AITO EV models with wood interiors; (2)
having an interest in vehicle interior design; (3) having resided in Fujian for at least one year.
A total of 420 questionnaires were distributed both online (via Wenjuanxing) and offline (at
EV dealerships and auto shows). After rigorous screening, 356 valid questionnaires were
obtained, yielding an effective response rate of 84.8%.




3.2 Measurement Scales

The measurement scales of the core variables are adapted from well-established literature and
revised for the research context:

Attitude (ATT): 4 items adapted from Ajzen (1991) and Venkatesh et al. (2003), measuring
consumers’ comprehensive evaluation of wood interior EVs in terms of driving experience,
environmental protection, and convenience.

Subjective Norm (SN): 4 items adapted from Ajzen (1991) and Venkatesh et al. (2003),
measuring the social influence of family, friends, and colleagues on consumers’ purchase
decisions.

Perceived Behavioral Control (PBC): 4 items adapted from Ajzen (1991), measuring
consumers’ perceived economic capacity, information acquisition convenience, and after-
sales service accessibility for purchasing wood interior EVs.

Brand Premium (BP): 4 items adapted from Aaker (1996), measuring consumers’
willingness to pay a premium and perceived brand value of wood interior EV brands.
Aesthetic Value (AV): 4 items adapted from Homburg et al. (2015), measuring consumers’
perception of the visual attractiveness, material texture, and luxury of wood interior design.
Purchase Intention (PI): 4 items adapted from Aaker (1996), measuring consumers’
willingness to purchase, recommend, and plan to buy wood interior EVs.

Actual Adoption Behavior (BHV): 3 items adapted from existing EV adoption research,
measuring consumers’ actual purchase, reservation, and information-seeking behavior for
wood interior EVs.

All variables are measured using mature scales adapted from existing literature, with minor
adjustments to fit the context of wood interior EVs. A 5-point Likert scale is adopted (1 =
strongly disagree, 5 = strongly agree).

3.3 Pre-test and Pilot Test

To ensure the reliability and validity of the questionnaire, a two-stage test was conducted
before formal data collection: (1) Pre-test: Bilingual translation and back-translation were
carried out for the English original scales, and 20 Fujian EV consumers were invited to

conduct a small-sample pre-test to revise ambiguous item wording. (2) Pilot test: 130
questionnaires were distributed, and 122 valid responses were obtained. SmartPLS 4.0 was
used for reliability and validity testing, with Cronbach’s o of all constructs ranging from
0.896 to 0.941, composite reliability (CR) from 0.912 to 0.946, and average variance
extracted (AVE) from 0.775 to 0.854, all meeting the recommended standards, indicating
good reliability and validity of the scales.




3.4 Data Analysis Method

This study uses Partial Least Squares Structural Equation Modeling (PLS-SEM) with
SmartPLS 4.0 as the main data analysis method, which is suitable for complex models with
multiple latent variables, mediating and moderating effects, and has loose requirements for
sample size and data distribution (Hair et al., 2018). The data analysis process includes:
descriptive statistical analysis, measurement model evaluation (reliability, convergent validity,
discriminant validity), structural model evaluation (path coefficient test, R?, Q?), mediation

effect test (bias-corrected bootstrapping), and moderation effect test (multi-group analysis,
PLS-MGA).

4. Empirical Results

4.1 Descriptive Statistical Analysis

The demographic characteristics of the sample indicate that: in terms of gender, males
constitute 58.4% and females 41.6%, which is consistent with the current structure of the
electric vehicle (EV) consumer market. In terms of age, individuals aged 26-35 years old
account for 47.2%, and those aged 36-45 years old account for 31.5%, representing the core
consumer group for mid-to-high-end EVs. In terms of education, individuals with a bachelor's
degree or above account for 82.6%. In terms of monthly income, those with an income
ranging from 10,001 to 30,000 Chinese Yuan account for 59.8%. In terms of residence,
Fuzhou, Xiamen, and Quanzhou account for 73.3%. The sample structure aligns with the
characteristics of Fujian's EV consumer market and exhibits good representativeness.

4.2 Measurement Model Evaluation

The outcomes of the measurement model assessment reveal the following: (1) Reliability: The
Cronbach's o values of all latent constructs span from 0.889 to 0.939, and the composite
reliability (CR) values range from 0.910 to 0.945, all exceeding 0.7, which demonstrates
outstanding internal consistency reliability. (2) Convergent Validity: The average variance
extracted (AVE) values of all constructs range from 0.768 to 0.849, all greater than 0.5, and
the factor loadings of all measurement items are higher than 0.707, indicating favorable
convergent validity. (3) Discriminant Validity: The square root of the AVE of each construct
is larger than its correlation coefficient with other constructs (Fornell-Larcker criterion), and
the heterotrait-monotrait (HTMT) ratio is uniformly less than 0.9, suggesting good
discriminant validity. Additionally, the variance inflation factor (VIF) of all items is less than
3, indicating the absence of a severe multicollinearity issue.

4.3 Structural Model and Hypothesis Testing

Bootstrapping with 5000 resamples was employed to test the path coefficients of the structural
model. The findings indicate that all research hypotheses H1-H6 are supported (p < 0.001).
Specifically, attitude exerts a significant positive influence on purchase intention (f = 0.287, p
< 0.001), providing support for HI. Subjective norm has a notable positive impact on
purchase intention (B = 0.215, p < 0.001), validating H2. Perceived behavioral control
significantly and positively affects purchase intention (f = 0.203, p < 0.001), supporting H3.

Brand premium has a significant positive effect on purchase intention (f = 0.198, p < 0.001),
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upholding H4. Aesthetic value demonstrates the strongest positive influence on purchase
intention (B = 0.326, p < 0.001), corroborating HS5. Purchase intention significantly and
positively impacts actual adoption behavior (f = 0.862, p <0.001), validating H6.

The model exhibits excellent explanatory power. The R? value of purchase intention is 0.795,
and that of actual adoption behavior is 0.743, both exceeding 0.75, which suggests strong
explanatory capabilities. The Stone-Geisser Q? values of purchase intention (0.512) and actual
adoption behavior (0.489) are both greater than 0, indicating good predictive relevance of the
model. The effect size (f*) reveals that aesthetic value (0.315) has the most substantial effect
on purchase intention, followed by attitude (0.201).

4.4 Mediation Effect Test

The bias-corrected bootstrapping approach with 5000 resamples was employed to examine the
mediating effect of purchase intention. The findings reveal that the 95% confidence interval of
the indirect effects of Attitude, Subjective Norm, Perceived Behavioral Control, Brand
Premium, and Aesthetic Value on actual adoption behavior through purchase intention does
not encompass 0, and the direct effects of the aforementioned antecedent variables on actual
adoption behavior are non-significant (p > 0.05). This suggests that purchase intention serves
a complete mediating function between the five antecedent variables and actual adoption
behavior, providing support for Hypothesis 7.

4.5 Moderation Effect Test

Multi-group analysis (PLS-MGA) was employed to examine the moderating effect of Fujian's
regional cultural background (comparing coastal cities and inland cities in Fujian). The
findings reveal that there are significant differences in the path coefficients between the two
groups for the relationships of Aesthetic Value — Purchase Intention (_coastal = 0.382,
B inland = 0.257, p < 0.05) and Brand Premium — Purchase Intention (B _coastal = 0.245,
B _inland = 0.152, p < 0.05). This suggests that Fujian's regional cultural background exerts a
significant moderating influence on the aforementioned relationships. Specifically, the
stronger marine cultural characteristics and preferences for the aesthetics of natural materials
among coastal consumers enhance the impact of Aesthetic Value and Brand Premium on
purchase intention, thus providing support for Hypothesis 8.

5. Discussion

5.1 Key Findings

The empirical findings unveil several core conclusions regarding the behavior of Fujian
consumers towards electric vehicles (EVs) with wood interiors: Firstly, Aesthetic Value
emerges as the most crucial factor influencing consumers' purchase intention, which aligns
with the characteristics of Fujian consumers' high level of attention to product design and the
aesthetics of natural materials. The distinctive texture and visual allure of wood interior
design fulfill the personalized and high-end consumption requirements of mid-to-high-end EV
consumers in Fujian. Secondly, Attitude, Subjective Norm, Perceived Behavioral Control, and
Brand Premium all exert significant positive effects on purchase intention, suggesting that
consumers' comprehensive assessment of EVs with wood interiors, the influence of social

groups, perceived purchasing ability, and brand value perception are all important driving
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forces for their purchase intention. Thirdly, purchase intention assumes a complete mediating
role between the antecedent variables and actual adoption behavior. This implies that the
aforementioned factors impact consumers' actual purchase behavior solely by influencing
their purchase intention, thereby validating the rationality of using purchase intention as a
mediating variable within the Theory of Planned Behavior (TPB) framework. Fourthly,
Fujian's regional cultural background has a significant moderating effect, with consumers in
coastal areas being more sensitive to the aesthetic value and brand premium of EVs with
wood interiors. This is closely associated with the more developed economy, open
consumption concepts, and strong preference for natural materials in Fujian's coastal cities.

5.2 Theoretical Implications

This study presents three primary theoretical contributions. Firstly, it enriches the TPB-
UTAUT integrated framework by incorporating Brand Premium and Aesthetic Value as
extended antecedent variables. This framework is well-suited for analyzing consumer
behavior towards high-end electric vehicles (EVs) featuring specific design elements, thereby
expanding the application scope of the TPB and UTAUT theories within the domain of new
energy vehicle consumption. Secondly, it validates the mediating effect of purchase intention
and the moderating effect of regional cultural background in the context of wood-interior EV
consumption. This provides a novel theoretical perspective for exploring the influence
mechanism of regional cultural factors on EV consumer behavior. Thirdly, it selects Fujian
Province as a typical research context, uncovering the characteristics of coastal consumers'
behavior towards wood-interior EVs and enriching the empirical research on regional
disparities in Chinese EV consumer behavior.

5.3 Practical Implications

The research findings offer targeted and practical guidance for local Chinese electric vehicle
(EV) manufacturers (BYD, Jetour, Hongqi, AITO) and marketers. Firstly, optimize the design
of wood interiors and emphasize their aesthetic value. Manufacturers should concentrate on
the research and development of wood interior materials and designs, integrating the
preference of Fujian consumers for natural materials and minimalist designs. They should
introduce wood interior styles that align with regional aesthetic characteristics, such as
utilizing local characteristic wood materials and incorporating marine cultural design elements.
Secondly, strengthen brand building and enhance brand premium. In brand communication,
manufacturers should highlight the high-end positioning and cultural connotations of EVs
with wood interiors. They can enhance consumers' perceived brand value through brand
storytelling and high-quality after-sales services.

Thirdly, formulate regionally differentiated marketing strategies. For coastal cities in Fujian
(Fuzhou, Xiamen, Quanzhou), the marketing emphasis should be placed on the aesthetic value
and brand premium of wood interior designs. For inland cities, the focus should be on
enhancing consumers' perceived behavioral control, such as increasing sales outlets and
optimizing after-sales services.

Fourthly, guide consumers' attitudes and subjective norms. Through social media, auto shows,
and offline experience activities, promote the environmental protection, comfort, and high-
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end attributes of EVs with wood interiors. Leverage the influence of opinion leaders and
social groups to enhance consumers' positive attitudes and purchase intentions.

6. Research Limitations and Future Directions

This study exhibits certain limitations. Firstly, the research sample is confined to Fujian
Province, and the research findings may not be entirely applicable to other regions in China,
particularly the inland and northern regions with distinct cultural characteristics and
consumption preferences. Secondly, the study employs a cross-sectional research design,
which is unable to capture the dynamic alterations of consumers' purchase intention and
behavior over time. Thirdly, the study only takes into account the moderating effect of
Fujian's regional cultural background at the macro-level and fails to explore the impact of
individual cultural values (e.g., environmental values, collectivism) on consumer behavior.
Future research can be expanded in the following aspects. Firstly, broaden the research
sample to other provinces and cities in China and conduct a comparative analysis of consumer
behavior towards wood interior electric vehicles (EVs) in different regions to more
comprehensively reveal regional disparities. Secondly, adopt a longitudinal research design to
track the dynamic changes of consumers' purchase intention and actual adoption behavior
over time and explore the influence of factors such as product price fluctuations and policy
adjustments. Thirdly, introduce variables such as individual cultural values and environmental
awareness as additional moderating variables to further refine the theoretical model. Fourthly,
explore the influence of different wood interior design styles (e.g., traditional solid wood,
light wood grain) on consumers' purchase intention and offer more detailed design guidance
for manufacturers.

7. Conclusion

This research constructs an extended integrated theoretical model of the Theory of Planned
Behavior (TPB) and the Unified Theory of Acceptance and Use of Technology (UTAUT) to
empirically analyze the purchase intention and actual adoption behavior of consumers in
Fujian towards electric vehicles (EVs) with wood interiors of local Chinese brands, as well as
their influencing mechanisms. The findings indicate that aesthetic value, attitude, subjective
norm, perceived behavioral control, and brand premium all exert significant positive effects
on purchase intention. Purchase intention serves as a complete mediator between these
antecedent variables and actual adoption behavior. The regional cultural background of Fujian
has a significant moderating effect on the relationship between aesthetic value, brand
premium, and purchase intention.

The research results not only uncover the core influencing factors and mechanisms of Fujian
consumers' behavior towards EVs with wood interiors but also offer empirical support and
practical guidance for local Chinese EV manufacturers to optimize product design and
formulate regional marketing strategies. In the context of the continuous upgrading of China's
EV consumption market, focusing on product design elements such as wood interiors and
integrating regional cultural characteristics to conduct product innovation and marketing
layout will contribute to enhancing the market competitiveness of local Chinese EV brands
and promoting the high-quality development of the new energy vehicle industry.
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