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Abstract 

The article's goal is to investigate the impact of social media and influencers on the uptake of 

electric vehicles (EVs), with an emphasis on customer purchase intentions and perceptions of the 

sustainability advantages of EVs. The goal of the study is to uncover the main elements influencing 

customers' decisions to purchase EVs and to offer industry professionals and marketers ideas on 

how to use social media and influencers to encourage EV adoption and sustainability. The study 

investigated the role of social media and influencers on EV adoption in Pakistan using a survey-

based research approach. It used five theories and statistical analysis to get its conclusions. They 

also looked at how sustainability-related attitudes influence purchasing intentions when it comes 

to social media and influencers. The study's quantitative methodology relied on statistical research 

to get its results regarding the impact of social media and influencers on EV adoption. Influencers 

and social media can have a big impact on how customers feel about EVs, which can affect their 

purchase intention and how they see sustainability. This has real-world ramifications for 

marketers, business experts, and regulators looking to encourage the use of EVs. The post places 

a strong emphasis on using social media and influencers as powerful tools for encouraging EV 

adoption and supporting sustainability.  
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Introduction 

Due to their ability to reduce fossil fuel byproducts and enhance sustainability, electric vehicles 

(EVs) have recently attracted significant attention (Wu et al., 2019; Koirala and others, 2020; 

Majeed and others, 2021). As governments, businesses, and people work to adopt cleaner, more 

sustainability options, it is crucial to understand the elements that affect the adoption of electric 

vehicles (EVs). As effective techniques for influencing customer behaviour and purchase 

intention, social media marketing and the influence of social media influencers have emerged 

(Nguyen et al., 2019; Huang et al., 2020; Wang and others, 2021).  

In the context of EV adoption, social media marketing has enormous potential for generating 

purchase intention and promoting sustainability (Haque et al., 2023). Regardless, existing 

assessment in this space has fantastically focused in on transient effects, habitually overlooking 

the long impact of virtual diversion displaying practices on EV ownership, use models, and 

overall acceptability related approaches to acting (Budzianowski and Grzech, 2020; 2021), 

López-Nicolás and others Effective strategies for promoting EV adoption and ensuring long-term 

sustainability cannot be developed as a result of this knowledge gap, which presents a significant 

challenge for both academia and industry(Ishtiaq et al., 2023). 

In addition, there has not been a lot of research done on how social media influencers affect 

consumer behavior and the purchase intention electric vehicles (Jamil et al., 2023). Social media 

influencers have developed into opinion leaders who are able to influence consumer preferences 

and actions due to their large online followings and persuasive abilities (Hsu et al., 2020; 2021, 

Kim and Sung; Wu and other, 2022). However, very little research has been done on the use of 

social media influencers to encourage EV adoption and increase purchase intention (Abeid et al., 

2022; 2023), Zhou and co. For academics as well as professionals in the industry, it is essential 

to have a solid understanding of the tools that online (Jiang et al., 2023)entertainment giants use 

to achieve their long-term purchase goals and work with EV reception that is both supportable 

and reliable. 

 

 



Voyage Journal of Economics and Business Research (VJEBR)                                                          Vol.  2 Issue 2  

ISSN (Online): 2959-0841, ISSN (Print): 2959-0833                                                               July to December 2023 

 

 

3 
 

The objective of the study 

The effects of social media marketing activities on electric vehicle ownership, use cases, and 

behavior in relation to sustainability are examined in this paper. In addition, it examines the 

significance of social media influencers in driving purchase intention and promoting electric 

vehicles. The paper aims to fill in these gaps by studying the long-term effects of social media 

marketing activitieson EV ownership, use cases, and behavior related to sustainability(A. Y. 

Khan et al., 2023). Furthermore, there is a deficiency of examination on the specific virtual 

entertainment procedures that are best in expanding EV purchase intention. For electronic word-

of-mouth in the EV industry, it is essential to identify the most significant online entertainment 

methods for increasing EV reception(B. Khan et al., 2023). 

Theory development 

The review integrates the Hypothesis of Arranged Conduct (TPB), Hypothesis of Development 

Dispersion (DOI), Social Mental Hypothesis (SCT), and Hypothesis of Purposes and Advantages 

(UGT) to examine the effect of electronic vehicle, influencers, social media marketing activities, 

and customer experience, satisfaction, and ways of behaving on electric vehicle (EV) reception 

and sustainability(S. Khan, A. Anwar, et al., 2023). 

Literature Review 

 

EWOM 

According to See-To and Ho (2014), several recent studies have identified the influential factors 

that could encourage consumer engagement in electronic WOM(Khan et al.). They demonstrate 

that a strong relationship between consumers and a product, brand, or service is explained by the 

antecedents. According to Ismail and Spinelli (2012), as a result, they generate potential 

responses, shape consumers' perceptions of goods and services, and enable customers to express 

their opinions and make recommendations to other customers(S. Khan, M. Hyder, et al., 2023). 

According to Hennig-Thurau et al., this type of word-of-mouth (WOM) communication is an 

important method for determining consumer opinion. 2004); Due to its wider reach and easier 

accessibility, it is also thought to be more efficient than offline WOM communication 

(Chatterjee, 2001). Customer communication relies heavily on EWOM content, and online 

product reviews are becoming increasingly significant(S. Khan, M. I. Khan, et al., 2023). 
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Customer Experience  

     The emotional responses that a customer experiences at various points during their interaction 

with a business or brand are what Pine and Gilmore (1998) define as the hallmark of customer 

experience (CX). CX should aim to elicit positive emotional responses that foster brand trust and 

loyalty in social media marketing for EV purchase intention. The quality of the customer-brand 

interaction is another important aspect of customer experience (CX)(S. Khan, M. I. Khan, et al., 

2023). This includes things like how easy it is to navigate the brand's social media pages, how 

clear the information about electric vehicles is, and how quickly the brand responds to questions 

and complaints from customers.  

 

Social Media Marketing Activities 

Most organizations utilize social media marketing activities, for example, blogger support, 

publicizing via virtual entertainment destinations, and overseeing content produced by clients to 

assemble Brand Awareness among shoppers (Wang and Kim, 2017). The internet-related 

applications that make up social media are based on the technological and ideological principles 

of Web 2.0, which make it possible for users to create and share content(S. Khan, S. I. Zaman, et 

al., 2023). Because of intuitive qualities empower information sharing, cooperative and 

participatory exercises accessible to a bigger local area than in media configurations like radio, 

television, and print, social media marketing is viewed as the most essential correspondence 

station for spreading brand data. Online entertainment contains web journals, web discussions, 

customer's audit locales, long range informal communication sites (Twitter, Blogger, LinkedIn, 

and Facebook), and Wikis (Arrigo, 2018). One of the key SMMA for EV purchase intention is 

content creation. Huertas-Valdivia et al.'s study says ( 2019), SMMA is a successful method for 

building mindfulness and interest in EVs among expected clients(Lin et al., 2023). 

     Relationship Quality 

One of the vital parts of RQ is trust, which alludes to the conviction that a brand will act to the 

greatest advantage of the client. Zhou et al.'s study found that (2018), trust is a basic part of RQ 

and is worked through predictable and straightforward correspondence between the brand and 

the client(Lin et al., 2023). For SMM for EV purchase intention, brands should lay out trust by 

giving exact and solid data about their items and administrations via social media marketing 

activities(Si et al., 2023). 
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The quality of the interaction, the responsiveness of the brand, and the personalization of the 

customer experience are all correlated positively with RQ, according to a study by Chen and 

Hsieh (2015). Another important aspect of RQ is commitment, which indicates a customer's 

intention to maintain a long-term relationship with the brand(Raees et al., 2023). A 2014 study 

by Riquelme and Román found that trust, satisfaction, and perceived value all have an impact on 

commitment, which in turn has a positive correlation with RQ. For SMM for EV purchase 

intention, brands can upgrade responsibility by offering continuous help and after-deals 

administration, offering faithfulness programs, and making a feeling of local area among clients 

via social media marketing activities(Zaman, Khan, Qabool, et al., 2023). 

Satisfaction 

To determine a company's level of customer satisfaction, it is necessary to compare actual and 

anticipated levels of contentment with the standards established by previous encounters(Zaman, 

Khan, & Kusi-Sarpong, 2023). Satisfaction, according to implementation confirmation theory, is 

a customer's expected level of contentment with the services' performance in relation to those 

expectations(Zaman et al.). Clients generally decide the degree of fulfillment by looking at the 

fulfillment recently experienced and the ongoing one (Pang, 2021). 

Sustainability 

Focusing on the advantages of electric vehicles is one strategy for sustainable social media 

marketing. According to Gössling, Scott, & Hall (2013), research has shown that electric 

vehicles are more sustainable for the environment because they emit fewer greenhouse gases 

than conventional vehicles. According to the Global EV Outlook 2020, 2020, electric vehicles 

are also quieter, cost less to run, and require less upkeep than conventional vehicles. 

Highlighting the availability of infrastructure for electric vehicle charging is another approach to 

sustainable social media marketing. According to the International Energy Agency (2019), a 

barrier to the adoption of electric vehicles is the absence of charging infrastructure. One method 

for moving toward feasible social media marketing activities is to zero in on the advantages of 

electric vehicles(Zaman, Khan, Zaman, et al., 2023).. 

Social Media Influencer 

According to Loeper et al., social media influencers were people who actively used their social 

media accounts, were frequently involved in a particular subject, and also provided new 

information. 2014). Influencers on social media frequently used products that fit their lifestyles 

and posted reviews on their accounts(Zafar et al., 2023). As expressed by Munukka et al. (2016), 
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an influencer could provide an evaluation of a product that would inspire consumers to purchase 

it. In addition, they were able to influence consumers' attitudes and actions by providing the most 

recent information (Liu et al., 2015).  

Brand Awareness 

Brand Awareness is characterized as the capacity of a client to perceive and review a brand in 

various situations (Aaker 1991). Further, Hoeffler and Keller (2002) recognized brand profundity 

from band width and laid out the relationship with Brand Awareness. Furthermore, brand name 

is the most fundamental consider Brand Awareness (Davis, Golicic, and Marquardt 2008). 

Therefore, through brand association, brand awareness will influence purchase intention on, and 

a product with a positive Social media marketing activities (Keller, 1993). 

Brand Loyalty 

At the point when a customer is reliably liking to buy a brand, regardless of the presence of a few 

different brands, a shopper is known to show brand loyalty. According to Berry and Carbone 

(2007), a high level of satisfaction leads to both emotional and rational loyalty, which increases 

the likelihood that a satisfied customer will remain a customer for life. Research has shown that 

brand loyalty is decidedly connected with electronic vehicle buy aim(Alam et al., 2023).  

Purchase Intention                                                                                                                                                              

Electronic vehicle brand awareness and brand image are positively correlated with purchase 

intention, according to research. For instance, a study by Hafeez, Ramayah, and Zakaria (2012) 

found that electronic vehicle purchase intention is positively influenced by both brand awareness 

and brand image.  

Figure 1 

Conceptual Framework            
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     Customer experiences and Relationship Quality 

For example, a concentrate by Liu and Park (2016) inspected the impact of client encounters on 

relationship quality with regards to mark networks via social media marketing. Positive customer 

experiences, like getting social support, learning new things, and having meaningful 

conversations with other community members, were found to have a positive impact on 

relationship quality(Zaman, Khan, Qabool, et al., 2023). In a similar vein, Gupta and Kim's study 

from 2020 looked into how fashion brand relationships were affected by customer experiences 

on social media. Positive customer experiences, such as personalized interactions, prompt 

responses, and engaging content, were found to have a positive impact on relationship quality. 

 

H1: Customer experiences on social media is positively related to Relationship Quality. 

 

Social media marketing activities/SMMA and relationship quality. 

The speculation that social media marketing activities(SMMA) are emphatically connected with 

relationship quality has gathered critical consideration in research. A few investigations have 

investigated the effect of SMMA on relationship quality and have given exact proof supporting 

this relationship. 

Muntinga et al.'s study (2011) researched the effect of social media marketing activities on 

relationship quality with regards to a brand local area. Higher levels of SMMA engagement were 

found to have a positive impact on relationship quality, including trust, commitment, and 

satisfaction. The study emphasized that SMMA strengthens relationships by fostering 

meaningful interactions between brands and consumers. 

 

H2: Social media marketing activities/SMMA is positively related to relationship quality. 

 

Social media marketing and Satisfaction 

The effect of social media marketing activities (SMMAs) on customer satisfaction has been the 

subject of numerous research, all of which have consistently discovered a substantial positive 

association between the two variables. 

For instance, Hsiao et al. (2018) looked into how SMMAs affect consumer satisfaction in the 

hospitality sector. The results showed that efficient SMMAs, including interesting material, 

prompt answers to customer questions, and tailored interactions, greatly increased customer 

satisfaction. According to the survey, SMMAs give brands the chance to interact deeply with 

consumers, meet their needs, and provide a satisfying experience. 
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H3: Social media marketing activities have a significant impact on Satisfaction. 

 

Social media marketing activities and Sustainability 

While the immediate effect of social media marketing activities(SMMAs) on sustainability is an 

arising area of examination, a few investigations have investigated the possible impact of 

SMMAs on advancing economical practices and ways of behaving. 

Goh et al.'s one study (2019) investigated the role of SMMAs in fashion industry sustainability 

promotion. According to the findings, SMMAs were successful in influencing consumer 

attitudes toward sustainable consumption and raising awareness about sustainable fashion 

practices. The study emphasized SMMAs' potential for information dissemination, brand 

promotion, and consumer participation in sustainable discussions. 

H4: Social media marketing activities have a significant impact on Sustainability. 

 

Relationship Quality and Satisfaction 

The hypothesis that the quality of a relationship has a big effect on happiness is supported by a 

lot of evidence. In a variety of contexts and industries, the connection between relationship 

quality and customer satisfaction has been the subject of numerous studies. 

A study by Sirdeshmukh et al., for instance, 2002) examined the effect of relationship quality on 

consumer loyalty in the retail banking industry. Customer satisfaction was significantly 

influenced by relationship quality, which was defined as trust, commitment, and communication. 

To increase customer satisfaction, the study emphasized the significance of establishing and 

maintaining solid relationships with them. 

 

H5: Relationship Quality have a significant impact on Satisfaction. 

 

Sustainability and Satisfaction. 

Carrasco et al.'s study (2018) explored the effect of sustainability on consumer loyalty in the 

lodging business. Customers' satisfaction was positively impacted by hotels that implemented 

sustainable initiatives like reducing waste and conserving energy, according to the findings. 

Customers are more likely to be satisfied with an organization if it places a high value on 

sustainability, according to the study. 

H6: Sustainability is positively related to Satisfaction. 

 

Social media influencer and purchase intention 
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Marketing research has shown that social media influencers have a big impact on people's 

purchase intention. The significant influence that social media influencers have over consumers' 

purchasing decisions has been the subject of numerous studies. 

For instance, Hayat et al.'s study (2020) looked into how fashion product purchase intentions 

were affected by social media influencers. The discoveries uncovered that social media 

marketing activities to be reckoned with altogether affected customers' purchase intention by 

making inspirational satisfaction, trust, and saw esteem towards the advanced items. The review 

accentuated the job of social media marketing influencers as assessment pioneers who shape 

customer conduct and drive buy expectations. 

 

H7: Social media influencer have a significant impact on purchase intention. 

Brand Awareness and purchase intention 

In the field of marketing, there has been a lot of research done on the connection between brand 

awareness and purchase intention. In a variety of industries and contexts, numerous studies have 

demonstrated that consumers' purchase intentionare significantly influenced by their brand 

awareness. 

One more concentrate by Kim et al. (2012) examined the effect of Brand Awareness on purchase 

intention in the style business. Higher levels of brand awareness were associated with increased 

purchase intentions among consumers, according to the findings, indicating that brand awareness 

had a positive and significant effect on purchase intention. The study found that consumers' 

perceptions of quality, trust, and value are influenced by brand awareness, which in turn 

influences their likelihood of purchasing fashion products. 

H8: Brand Awareness have a significant impact on purchase intention. 

Relationship Quality and purchase intention 

Marketing research has given a lot of attention to the connection between how good a 

relationship is and whether a customer will make a purchase in the future. This demonstrates 

how having good relationships affects a customer's purchase intention in the future. 

For example, a concentrate by Morgan and Chase (1994) investigated the effect of relationship 

quality on purchase intention with regards to business-to-business connections. The discoveries 

uncovered that more elevated levels of relationship quality, described by trust, responsibility, and 

fulfillment, decidedly affected purchase intention among purchasers. The review underlined the 
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significance of encouraging solid relationship quality to upgrade client dependability and 

increment buy expectations. 

H9: Relationship Quality have a significant impact on purchase intention. 

Satisfaction and purchase intention 

In marketing literature, a lot of research has been done on the connection between customer 

satisfaction and future intent to buy, highlighting the significance of satisfied customers in 

driving future purchase behaviors. In the context of consumer goods, a study by Oliver (1999) 

examined the effect of customer satisfaction on purchase intention. The discoveries uncovered a 

positive and huge relationship, demonstrating that more elevated levels of consumer loyalty 

prompted expanded purchase intention s among customers. The key to repeat purchases and 

brand loyalty is satisfaction. 

H10: Satisfaction have a significant impact on purchase intention. 

Sustainability and purchase intention 

Marketing research is increasingly focusing on the connection between sustainability and 

purchase intention, highlighting the impact of sustainable practices on consumers' intentions to 

make environmentally conscious purchases. Another investigation by Luchs et al. 2010) 

examined the connection between consumer electronics purchase intention and sustainability. 

Sustainability impacts buyer discernments and buy choices in the hardware market. 

 

Research Methodology 

Data collection and procedure: 

The study was directed to the 384 example size of members utilizing proper strategies like web-

based overviews, in light of the objective populace and examination limitations. Members were 

urged to give genuine and fair-minded reactions. Namelessness and secrecy of members' 

reactions were kept up with all through the information assortment process. Endless supply of 

information assortment, measurable examinations were performed on the gathered quantitative 

data. Analysis investigated connections between social media marketing, influencers, and EV 

reception. 

Common Method Bias 

Normal technique predisposition happens because of the varieties in review reactions on account 

of the review instrument (Podsakoff et al., 2003). Accordingly, the review diminished the 

possibilities of the normal strategy inclinations by following the expected convention. Building a 
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calculated system and adjusting existing scales and measures. We of course found out the 

legitimacy and dependability of the survey on the ongoing informational index (Podsakoff et al., 

2003). 

Poll plan 

An organized poll was created, integrating shut finished inquiries to accumulate quantitative 

information. The survey included factors connected with online entertainment use, influencers' 

effect, buy aim, and sustainability perception. Pilot test to guarantee unwavering quality and 

legitimacy of poll. 

Scales and estimations 

We have taken every one of the develops utilized in the review from prior examinations. Table 1 

shows the insights concerning the develop's sources and the quantity of things. In addition, the 

total poll is connected as Reference section. 

 

Data Analysis 

Respondents Attributes 

The respondents in this study display a different scope of qualities. As far as age, most of 

members fall inside the 18-25 age section, representing 63.50% of the absolute respondents. The 

following biggest gathering includes people matured 26-30, making up 32.20% of the example. 

A more modest extent comprises of people matured 31-40 and those matured 40 or more, each 

addressing 2.10% of the respondents. 

With respect to, the review includes a generally equivalent conveyance among guys and females. 

Male respondents make up 52.60% of the example, while female respondents comprise 47.40%. 

While considering pay, most of respondents fall inside the 15,000-40,000 territory, addressing 

80.70% of the example. The following critical pay bunch is the 40,000-55,000 territory, which 

represents 9.60% of respondents. A more modest extent falls inside the 55,000-70,000 territory 

(4.40%) and the 70,000+ territory (5.20%). 

In general, the review incorporates a somewhat youthful segment, with a higher portrayal of 

people in the 18-25 age range. The orientation circulation is almost adjusted, and most of 

respondents fall inside the lower levels of pay, demonstrating an example that is prevalently 

made out of people with moderate pay levels. 
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Table 1 

Characteristics Frequency Percentage 

    

18-25 244 63.50 

26-30 124 32.20 

31-40 8 2.10 

40+ 8 2.10 

   

Gender   

Male 202 52.60 

Female 182 47.40 

   

Income   

15000-40,000 310 80.70 

40,000-55,000 37 9.60 

55,000-70,000 17 4.40 

70,000+ 20 5.20 

 

Results 

Descriptive Analysis 

The study in this section has examined the internal consistency and the convergent validity, 

summarized in Table 2. The results show that the highest Cronbach’s alpha values are Purchase 

Intention (α=0.85), and the lowest is for customer experience (α=0.744), suggesting acceptable 

internal consistency of the constructs on the data set collected from Karachi, Pakistan (Mohajan, 

2017). The results also show that all the composite values are greater than 0.70, and the AVE 

values are higher than 0.60, confirming that the constructs do not deviate from the requirements 

of convergent validity (Sarstedt et al., 2019). 

Discriminant Validity 

The results show that the square root of AVE values is higher than the Pearson Correlation 

values, suggesting that the constructs used in the study are unique and distinct (Fornell and 

Larcker, 1981). The study has proposed fourteen direct and eleven mediating hypothesis. The 

study tested the hypotheses by bootstrapping. The results related to hypotheses are illustrated in 

Table 5, and measurement and structural models in Figures 2 and 3 

Our results support all the direct hypotheses except the following two (1) Satisfaction affect 

purchase intention (β=0.083, t=0.053, p > 0.05) and (2) Sustainability affect purchase intention 

(β= -0.10, t=0.049, p > 0.05). Of the eleven mediating hypotheses, our results do not support the 

following five hypotheses: (1) satisfaction mediates SMM and Purchase intention (β=0.028, 

t=0.018, p > 0.05), (2) Purchase intention mediates satisfaction and Brand Loyalty (β=0.061, 
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Table 3 

t=0.039, p > 0.05), (3) Purchase intention mediates sustainability and Brand Loyalty (β=-0.007, 

t=0.037, p > 0.05), (4) satisfaction mediates sustainability and Purchase intention (β=0.032, 

t=0.021, p > 0.05) and ), (4) satisfaction mediates Relationship quality and Purchase intention 

(β=0.018, t=0.012, p > 0.05)  

Table 2 

 

Variables Item Loading Cronbach's 

alpha 

Composite 

reliability 

(rho_c) 

Average 

variance 

extracted (AVE) 

      

Brand Awareness BA1 0.895118    

 BA2 0.828627    

 BA3 0.756109 0.769767886 0.867358664 0.686519334 

Brand Loyalty BL1 0.83902    

 BL2 0.843084    

 BL3 0.811319 0.776910004 0.870241372 0.69099404 

Customer Experience C1 0.838878    

 C2 0.88936    

 C3 0.709549 0.744362986 0.855736472 0.666045869 

EWOM E1 0.86607    

 E2 0.830859    

 E3 0.801768 0.78057244 0.871964906 0.694412157 

purchase intention P1           0.88946    

 P2 0.897351    

 P3 0.864341 0.859872045 0.914570617 0.781154325 

Relationship Quality R1 0.848916    

 R2 0.835506    

 R3 0.733321 0.730184937 0.848524898 0.652162972 

Satisfaction SA1 0.809016    

 SA2 0.891588    

 SA3 0.796862 0.778866024 0.871999689 0.694808365 

Social Media 

Influencer 

SI1     0.846273    

 SI2    0.815089    

 SI3    0.880553 0.804989807 0.884458531 0.71864069 

Social Media 

Marketing 

SM1    0.844146    

 SM2    0.781952    

 SM3    0.855067 0.769716613 0.866944052 0.685056353 

Sustainability SU1    0.824101    

 SU2    0.809256    

 SU3    0.840559 0.765385412 0.864482308 0.680192524 
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 Table 3 
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Figure 2 

 

 
 

 

Positive client experience prompts client unwaveringness and fulfillment. The concentrate 

likewise researches the impact of virtual entertainment showcasing on relationship quality (H2). 

social media marketing can improve client connections, steady with earlier literature. 

Additionally, our examination exhibits the effect of virtual entertainment advertising on 

fulfillment (H3). Successful social media marketing activities can further develop consumer 

loyalty.Besides, the review analyzes the connection between online entertainment showcasing 

and supportability (H4). The outcomes uncover a critical positive relationship, proposing that 

organizations that really utilize online entertainment showcasing methodologies are bound to 

accomplish sustainability objectives. Social media is fundamental for advancing reasonable 

practices and conveying ecological drives. 

With respect to connection between relationship quality and fulfillment (H5), the investigation 

demonstrates a critical positive affiliation. This suggests that a solid connection among clients 

and the firm decidedly impacts consumer loyalty levels. Relationship quality is fundamental for 

consumer loyalty. One more imperative finding is the positive connection among supportability 

and fulfillment (H6). The investigation exhibits that feasible practices carried out by the firm 

decidedly influence consumer loyalty levels. Manageability drives can further develop consumer 

loyalty and steadfastness. 
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The concentrate likewise investigates the connection between virtual entertainment forces to be 

reckoned with and purchase intention (H7). The outcomes uncover a critical positive affiliation, 

showing that virtual entertainment forces to be reckoned with fundamentally affect clients' 

purchase intention s. social media marketing activitiesto be reckoned with impact customer 

conduct and buy choices. In addition, the examination explores the connection between Brand 

Awareness and purchase intention (H8). The outcomes show a huge positive relationship, 

recommending that a more elevated level of Brand Awareness emphatically impacts clients' buy 

intentions.Brand Awareness drives client buy conduct. Moreover, the review analyzes the effect 

of relationship quality on purchase intention (H9). The outcomes uncover a critical positive 

relationship, showing that a solid connection between clients furthermore, the firm emphatically 

impacts their buy expectations. This finding upholds past examination underlining the 

significance of relationship quality in driving client steadfastness and buy conduct. Nonetheless, 

not all speculations were upheld by the information. For instance, the investigation didn't track 

down a critical connection among fulfillment and purchase intention (H10).  

Conclusion 

The review made huge commitments by broadening the UTAUT, TPB, and TRA to foster a 

thorough model for looking at repurchase aim. The model researched the effect of different 

variables on e-fulfillment, e-trust, and saw esteem. Key bits of knowledge remember the huge 

impact of e-fulfillment for repurchase goal, with factors like client care quality and data quality 

advancing fulfillment. E-fulfillment was found to intervene the connections between website 

architecture/data quality and repurchase goal. E-trust was seen to fundamentally influence 

repurchase aim, with security assuming a positive part. Seen values, earlier internet based buy 

insight, and e-fulfillment/e-trust are connected to repurchase goal. 

Virtual entertainment and forces to be reckoned with impact EV reception, yet impediments 

exist. First and foremost, one constraint of this study is the somewhat little example size utilized. 

The utilization of a predetermined number of members might limit the capacity to sum up the 

discoveries to bigger populaces. With a bigger and more different example, the review's 

discoveries would have a more extensive relevance and upgrade the outside legitimacy of the 

examination. 

Besides, another limit is the emphasis on a chosen handful social media marketing activities and 

influencers. While the review gives experiences into the effect of virtual entertainment and 
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influencers on EV reception, it may not completely catch the broadness and variety of social 

media marketing activities and forces to be reckoned with accessible in the ongoing 

computerized scene. Various stages and forces to be reckoned with may affect EV reception, and 

subsequently, the discoveries probably won't be illustrative of all conceivable virtual 

entertainment stages and influencers. 

Besides, the concentrate fundamentally centers around the purchase intention of EVs, which may 

not be guaranteed to convert into genuine reception rates. purchase intention addresses people's 

ability to consider or mean to buy EVs, however it doesn't ensure genuine way of behaving. The 

hole among expectation and conduct is a pivotal perspective that warrants further examination to 

acquire a far reaching comprehension of the elements impacting EV reception. 

In spite of these restrictions, the article's discoveries add to the current information on the job of 

virtual entertainment and forces to be reckoned with in advancing manageability and EV 

reception. Future exploration needs to analyze the impact of virtual entertainment and forces to 

be reckoned with on EV reception to acquire down to earth suggestions. 
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