No. 110, 2025
ABRIL-JUNIO

e
4
5
=
=
[
]
<

10
]
)
«
o
=
=
(-]
4
=
I
o
Z
<

UNIVERSIDAD DEL ZULIA (LUZ) ISSN 1315-9984
Facultad de Ciencias Econdmicas y Sociales Esta obra esta bajo una licencia de Creative Commons

Reconocimiento-NoComercial-Compartirigual 3.0 Unported.

Centro de Estudios de la Empresa http://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES




Como citar: Delso-Vicente, A.-T., Diaz-Marcos, L., Universidad del Zulia (LUZ)
Aguado-Tevar, O., y Almonacid-Duran, M. (2025). Revista Venezolana de Gerencia (RVG)

Impact of legitimacy, innovation and economic Ao 30 No. 110, 2025, 789-811
uncertainty on the purchase of electric vehicles in Abril-Junio
the EU. Revista Venezolana De Gerencia, 30(110), ISSN 1315-9984 / e-ISSN 2477-9423

789-811. https://doi.org/10.52080/rvgluz.30.110.1

Impact of legitimacy, innovation and
economic uncertainty on the purchase of
electric vehicles in the EU

Delso-Vicente, Alberto-Tomas*
Diaz-Marcos, Luis**
Aguado-Tevar, Oscar***
Almonacid-Duran, Margarita****

Abstract

The aim of this study is to analyse the interaction between legitimacy, innovation,
uncertainty and purchase intention of electric vehicles (EVs) in Germany, Greece, Spain,
France, Croatia, Ireland and Italy during the period 2016-2023. The partial least squares
structural equation modelling (PLS-SEM) technique is used. Thee main results indicate
that legitimacy has a significant and positive impact on purchase intention, while innovation
affects legitimacy but not directly on purchase intention. Uncertainty moderates these
relationships in complex ways. The findings suggest that strengthening the perception
of legitimacy is crucial to increasing EV purchase intention. Furthermore, strategies that
promote innovation and manage uncertainty can improve market acceptance in these
countries.
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Impact of legitimacy, innovation and economic uncertainty on the purchase of electric
vehicles in the EU

Delso-Vicente, Alberto-Tomas; Diaz-Marcos, Luis; Aguado-Tevar, Oscar y
Almonacid-Duran, Margarita

Impacto de la legitimidad, la innovacion y la
incertidumbre economica en la compra de
vehiculos eléctricos en la UE

Resumen

El objetivo de este estudio es analizar la interaccion entre legitimidad, innovacion,
incertidumbre e intencion de compra de vehiculos eléctricos (VE) en Alemania, Grecia,
Espafia, Francia, Croacia, Irlanda e ltalia durante el periodo 2016-2023. Se utiliza la
técnica de modelizacion de ecuaciones estructurales por minimos cuadrados parciales
(PLS-SEM). Los principales resultados indican que la legitimidad tiene un impacto
significativo y positivo en la intencion de compra, mientras que la innovacion afecta a
la legitimidad pero no directamente a la intencion de compra. La incertidumbre modera
estas relaciones de forma compleja. Los resultados sugieren que reforzar la percepcion
de legitimidad es crucial para aumentar la intencion de compra de VE. Ademas, las
estrategias que promueven la innovacion y gestionan la incertidumbre pueden mejorar
la aceptacién del mercado en estos paises.

Palabras clave: Legitimidad; Innovacién; Incertidumbre; Intencién de compra;
Vehiculos eléctricos.

consumer behavior and determine
market trends.

The electric vehicle (EV) market in Advances in data science and
the European Union (EU) is undergoing digital marketing have generated
significant transformations driven by substantial changes in the automotive
innovation, economic policy uncertainty sector, allowing greater accuracy in
(EPU) and legitimacy, factors that predicting consumer behavior through
influence consumer decision-making. big data analysis (Cohen and Levinthal,
In this context, the present research 1990). In this regard, it is essential
aims primarily to analyze the interaction to examine the relationship between
between innovation, EPU and legitimacy innovation, legitimacy and UPE in EV

1. Introduction

on EV purchase intention in Germany,
Greece, Spain, France, Croatia, Ireland
and Italy, with the purpose of contributing
to the design of public policies and
business strategies that strengthen the
EV market in the EU. The accelerated
transition towards a  sustainable
automotive model underlines the need
to understand how these factors shape

purchase decisions, given that these
factors are now more quantifiable than
in the past. The literature indicates that
innovation improves industry efficiency
(Teece, 1986), UPE affects consumer
confidence (Baker et al., 2016) and
legitimacy reflects the degree of social
acceptance of EVs (Dowling and Pfeffer,
1975). However, political and economic
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uncertainty generates a perception of
risk that can delay purchase decisions
(Bansal and Clelland, 2004; Baker et al.,
2016).

Despite advances in EV research, a
gap is identified in the literature regarding
the joint analysis of innovation, UPE and
legitimacy as determinants of purchase
intention. In this regard, this study
addresses this gap through an integrative
approach that examines the impact of
EPU on consumer behavior, in line with
previous research (Zameer & Yasmeen,
2022 ; Abbasi and Adedoyin, 2021). The
main objective of this work is to analyze
the interaction between innovation, EPU
and legitimacy on the purchase intention
of electric vehicles in these EU countries.
The analysis focuses on assessing the
impact of state legitimacy on consumer
trust and EV purchase intention, the
role of innovation in the perception
of legitimacy and adoption of these
vehicles, and the influence of EPU on
market stability and consumer behavior.
From a methodological point of view,
the research employs the Partial Least
Squares Structural Equation Modeling
(PLS-SEM) technique, together with time
series analysis using dynamic ARDL
simulations (Abbasi and Adedoyin,
2021) and the STIRPAT framework
(Zameer & Yasmeen, 2022 ). The data
analyzed correspond to the period
2016-2023 and come from Eurostat
and national statistical agencies, which
guarantees the validity and reliability
of the findings. The use of PLS-SEM is
justified by its suitability in the analysis
of complex models with relatively small
samples (Hair et al., 2011), allowing to
obtain robust and precise estimates.
In this way, the research contributes to
the study of the EV market by providing
relevant information for the formulation
of public policies and the development of

commercial strategies in the automotive
sector.

2. Theoretical framework

The study of electric vehicle (EV)
purchase intention is shaped by key
factors like innovation, political-economic
uncertainty (PEU), and legitimacy, which
have been researched across disciplines
like business, economics, and political
science. This framework explores how
these variables impact the EV market
in Germany, Greece, Spain, France,
Croatia, Ireland, and ltaly, aiming to
understand market dynamics and
technology adoption in the European
context.

Innovation, crucial for
competitiveness in the EV industry,
involves introducing new products
or processes to improve efficiency
and meet changing consumer needs
(Teece, 1986). Absorptive capacity,
the ability to recognize and apply new
knowledge, drives innovation and
enhances performance (Cohen &
Levinthal, 1990). Innovation also affects
legitimacy, as distinctive innovation can
attract resources and consumer support
(Taeuscher, Bouncken, & Pesch, 2021).
Schumpeter (1934) introduced “creative
destruction,” showing how innovation
transforms industries, while Cohen and
Levinthal (1990) emphasized absorptive
capacity’s role in recognizing and
applying knowledge.

Political-economic uncertainty
(PEU) influences investment and
consumption decisions, affecting market
stability and consumer confidence
(Baker et al., 2016). Studies show PEU
increases carbon emissions as firms turn
to cheaper, more polluting fuels (), with
similar effects observed in China (Abbasi
& Adedoyin, 2021). PEU has gained
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attention for its role in market stability,
with Baker et al. (2016) developing
an index to measure it, linking PEU
to environmental sustainability issues
(Zameer & Yasmeen, 2022).

Legitimacy is key for organizations,
reflecting their acceptance within a
social system based on norms, values,
and regulations (Dowling & Pfeffer,
1975). Higher legitimacy enhances an
organization’s ability to secure resources
and stakeholder support (Zimmerman &
Zeitz, 2002). It is built by aligning with
societal expectations and helps manage
public perception while reducing market
risks. Beyond compliance, legitimacy
also involves perceptions of fairness and
transparency in operations (Sunshine
& Tyler, 2003). In organizational theory,
legitimacy is essential for gaining
stakeholder acceptance and resources
(Dowling & Pfeffer, 1975; Zimmerman &
Zeitz, 2002).

3. Interaction between
Innovation, EPU and
Legitimacy

The study of the interaction
between innovation, EPU, and legitimacy
is crucial for understanding their influence
on electric vehicle purchase intentions.
Innovation can enhance legitimacy
by demonstrating a commitment to
sustainable development and advanced
technology (Teece, 1986), but EPU can
undermine these efforts by creating
uncertainty that discourages investment
and consumption (Zameer & Yasmeen,
2022). Abbasi and Adedoyin (2021)
indicate that EPU has differentiated short-
and long-term effects on emissions and
sustainability perceptions. Therefore,
companies must innovate, manage
uncertainty, and maintain legitimacy to

succeed in the EV market.

Innovation, defined as the
introduction of improved products,
services, or processes to gain competitive
advantage and create value (Damanpour,
1991; Farida & Setiawan, 2022a;
Geissdoerfer et al., 2018), has been
examined through various theoretical
lenses. McCraw (2007) emphasizes
disruptive innovation and entrepreneurial
creativity as drivers of economic
transformation. Diffusion models, like
Rogers’ diffusion of innovations, explain
how new ideas are adopted and spread
(Rogers et al.,, 2014; Wolf, 2022).
Innovation manifests in forms such as
product, service, process, and business
model  innovation (Hermundsdottir
& Aspelund, 2021; Kivimaa et al,
2021). Factors influencing innovation
success include organizational culture,
technology = management, strategic
partnerships, and learning capabilities
(Damanpour, 1991; Hermundsdottir &
Aspelund, 2021). The adoption of ICT
has further facilitated innovation (Hund
et al., 2021; Nylén & Holmstrom, 2015).

In the context of electric vehicles
(EVs), innovation is crucial for shaping
purchase intentions (Xie et al., 2022). The
perception that EVs feature advanced
technology  significantly  influences
consumer decisions. Innovations in
battery efficiency, range, and technology
enhance their appeal (Alanazi, 2023; Liu
et al., 2022), aligning with Omri’s (2020)
findings on the importance of innovation
for adopting sustainable technologies.

The intent to purchase EVs is
heavily influenced by innovations in
this sector (Krishnan & Koshy, 2021;
Lashari et al.,, 2021). Consumers are
more likely to consider buying EVs
when they perceive notable innovations
(Saputra & Andajani, 2023). Innovation
encompasses not only technological
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advancements but also disruptive
changes in design and sustainability
(Higueras-Castillo et al,, 2021b).
Effective communication that highlights
these innovations is vital for influencing
purchase decisions (Bunduchi et al.,
2022). Thus, the perception of innovation
is key to consumers’ willingness to adopt
EVs (Hwang, 2019).

Itis widely accepted that innovation
positively impacts purchase intentions
(Li etal., 2021b; Rezvani et al., 2015). Al-
Adwan et al. (2022) found that innovation
in EVs boosts purchase intent, as
consumers value the adaptability of
innovative companies. Consequently,
a perception of innovation increases
consumers’ willingness to purchase.
Based on this, the following hypothesis
can be formulated: H1b: Innovation is
positively related to the purchase intent
of EVs.

In the evolving electric vehicle (EV)
landscape, innovation is essential for
the credibility of this mobility revolution
(Bohnsack et al., 2020; Han et al,
2022). It serves as the foundation for
legitimizing EVs in the automotive
markets of Germany, Greece, Spain,
France, Croatia, Ireland, and ltaly
(Damanpour, 1991; Farida & Setiawan,
2022b; Geissdoerfer et al., 2018). The
relationship between innovation and
legitimacy has gained academic interest
(Soewarno et al., 2019), with innovation
enhancing state legitimacy by promoting
sustainable growth and public trust in
governmental institutions (Bergek et al.,
2013; Nilsson & Nykvist, 2016).

McCraw  (2007)  emphasizes
that  disruptive  innovation  drives
economic change and supports EV
adoption credibility. Wolf (2022) further
explores how these innovations shape
perceptions of legitimacy and trust.
Innovation takes various forms, including

improved products, services, processes,
and business models (Hermundsdottir &
Aspelund, 2021; Kivimaa et al., 2021),
and in the EV context, it adapts to
consumer needs in the aforementioned
countries (Qu & Mardani, 2023; Lusch,
2015). Thus, innovation influences
perceptions of legitimacy (Bunduchi,
Smart, Crisan-Mitra & Cooper, 2022;
Guo et al., 2019).

Thelegitimacy of EVsis alsoshaped
by process innovation, which enhances
internal efficiencies (Agrawal et al., 2023;
Anand et al.,, 2013). Business model
innovation redefines value creation and
plays a critical role in legitimizing the EV
market (Geissdoerfer et al., 2018; Zhao
et al., 2016). Factors like organizational
culture, technology management, and
strategic collaboration directly impact
perceived legitimacy (Damanpour, 1991;
Hermundsdottir & Aspelund, 2021).
Additionally, adopting information and
communication technologies is vital for
legitimization in the digital age (Hund et
al., 2021; Nylén & Holmstrém, 2015).

A positive relationship is expected
between a company’s innovation level
and its perceived legitimacy (Hoflinger
et al., 2018). This synergy between EV
innovation and state legitimacy highlights
the need for progressive policies to
strengthen the social contract between
the state and citizens, promoting
sustainability (Block & Keller, 2015;
Juntunen et al., 2019). As companies
excel in innovation, consumers in these
countries will view them as more credible,
enhancing their societal legitimacy.

Based on these considerations, the
following hypothesis can be formulated:
H1a: Innovation is positively related to
state legitimacy.

The significance of legitimacy for
organizations has been widely studied.
Meyer and Rowan (1977) asserted
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that legitimacy is vital for survival,
leading researchers to explore actions
that foster it (Lu, 2015). Legitimacy
is defined as the acceptance of an
organization by stakeholders, including
employees, customers, and society
(Suchman, 1995). Foundational theories
help explain the relationship between
legitimacy and purchase intention.
Suchman’s Legitimacy Theory (1995)
stresses the need for social acceptance
through appropriate actions. Institutional
Theory (DiMaggio & Powell, 1983)
examines how legitimacy is achieved
through  policies and innovations,
while Stakeholder Theory (Freeman,
2010) focuses on meeting stakeholder
expectations  (Alexiou &  Wiggins,
2018). These theories clarify how the
perception of legitimacy in EVs, based
on reputation and quality, influences
purchase intentions.

According to legitimacy theory,
organizations must appear justified to
gain social acceptance (Suchman, 1995).
Researchers like Deegan (2002) and
Gray (1996) have studied communication
strategies linking social accounting to
legitimacy. Institutional Theory highlights
the role of environmental norms in
achieving legitimacy, connected to
compliance with standards (Diez-Martin
et al., 2022). Factors like manufacturer
reputation and consumer opinion impact
the legitimacy of EVs (Buhmann &
Criado, 2023; Salari, 2022).

Previous  studies  emphasize
legitimacy and reputation in consumer
decisions (Blanco-Gonzalez et al,
2023; Del-Castillo-Feito et al., 2020).
Companies with strong quality records
are viewed as more legitimate, particularly
regarding high-performance EVs. As EV
legitimacy increases, consumers are
more likely to prefer them.

Research by Parray et al. (2023)

and Stanaland et al. (2011) highlights
the role of reputation and legitimacy in
shaping perceptions. High-quality EVs
are seen as more legitimate, influencing
purchasing decisions (Alanazi, 2023;
Sanguesa et al.,, 2021). As legitimacy
rises, consumers are more inclined to
choose these vehicles.

According to Parray et al. (2023),
the legitimacy of EVs is crucial for
purchase intention, with consumers
considering reputation, quality, and
compliance (Soewarno et al., 2019).
However, research on the interplay
between legitimacy and innovation in
the EV sector is limited, making this
examination particularly relevant.

State legitimacy can greatly affect
purchase intentions. The perceived
legality of a product enhances consumer
trust, as people prefer products
complying with state regulations (Kim
et al., 2008; Nuttavuthisit & Thagersen,
2017).  Ethical justifications  from
companies also boost willingness to
purchase (Van de Ven, 2008; Wilson,
2012). Social consent, reflecting societal
acceptance, is essential for positive
consumer perceptions (Bian & Forsythe,
2012). Thus, consumers perceiving
high state legitimacy are more likely to
trust companies, leading to increased
purchase intentions (Guo et al., 2021;
Stanaland et al., 2011).

Based on this evidence, the
following hypothesis will be tested: H2:
State Legitimacy is positively related to
purchase intent.

Uncertainty is a crucial aspect of
the environment in which individuals
and organizations operate, necessitating
adaptation for survival (Bell, 1982;
Dantzig, 1955; Duncan, 1972; Milliken,
1987). While often seen as negative,
uncertainty prompts actors to take
steps to mitigate it (Mascarenhas,
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1982; Whitecross & Smithson, 2023).
Recent studies suggest an “uncertainty
regulation” approach, recognizing that
functional uncertainty can be actively
managed (Peters et al., 2017). This
model seeks to align internal uncertainty,
related to individual attitudes and
abilities, with a preferred comfort level
(Carriero et al.,, 2018). Individuals’
actions can significantly influence their
uncertainty experience (Peters et al.,
2017; Whitecross & Smithson, 2023;
Yoon et al., 2021).

In the EV market, uncertainty
significantly affects the dynamics between
legitimacy, innovation, and purchase
intent (Ye et al., 2021). This uncertainty
may arise from charging infrastructure,
future costs, or technological
advancements (Unterluggauer et al.,
2022). Purchase intent is shaped by
legitimacy, innovation, and uncertainty
levels (Krishnan & Koshy, 2021;
Lashari et al., 2021). Strategies that
highlight legitimacy and innovation while
addressing uncertainties can enhance
purchase intent (Higueras-Castillo et
al.,, 2021a; Saputra & Andajani, 2023).
Effective communication to reduce
uncertainties is crucial for EV adoption
(Bunduchi et al., 2022; Hwang, 2019).

Griffin & Grote (2020) argue that
aligning uncertainty with innovation
capability affects a company’s perceived
legitimacy. Consumers evaluate EV
purchases based on state legitimacy,
innovation, and uncertainty (Corradi et
al., 2023). Emphasizing the legitimacy
of EVs and innovation while addressing
uncertainties positively influences
purchase intentions (Al-Adwan et al.,
2022; Li et al., 2022). In high uncertainty
contexts, perceived state legitimacy may
increasingly rely on innovation capability,
as consumers view innovation as a sign
of reliability (Hofman et al., 2020; Zhou et

al., 2021). This leads to the hypothesis:

H3a: Uncertainty positively
moderates the relationship between
state legitimacy and innovation.

According to Al-Adwan et al.
(2022), high uncertainty may strengthen
the relationship between innovation and
purchase intention. Consumers tend to
value innovation more when purchasing
under uncertainty, viewing it as a sign of
a company’s adaptability (Pefia-Garcia
et al., 2020). Uncertainty about charging
infrastructure and EV station availability
significantly impacts purchase intent
(LaMonaca & Ryan, 2022). Concerns
about charging access make this area
crucial for research. Thus, the hypothesis
is:

H3b: Uncertainty positively
moderates the relationship between
purchase intention and innovation.

In high uncertainty periods, a
company’s perceived state legitimacy
can greatly influence  purchase
intentions. Consumers may prefer
legitimate  companies to  reduce
uncertainty (Islam & Hussain, 2023; Y.
Wu & Huang, 2023). Market uncertainty
can also affect the legitimacy-purchase
intent relationship (Al-Adwan et al.,
2022; Pavlou et al., 2007). Strategies
emphasizing EV legitimacy, fostering
innovation, and addressing uncertainty
enhance purchase intentions (Higueras-
Castillo etal., 2021b; Saputra & Andajani,
2023; Tu & Yang, 2019). Communicating
legitimacy and innovation effectively
in marketing is critical (Bunduchi et
al.,, 2022; Hwang, 2019). Additionally,
reducing uncertainty through quality
assurance and consumer education
is vital for driving purchase intent
(Angkiriwang et al., 2014; Featherman et
al., 2021). Therefore, the hypothesis is:

H3c: Uncertainty positively
moderates the relationship between
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state legitimacy and purchase intention.

The research model in Diagram
1 proposes that in Germany, Greece,
Spain, France, Croatia, Ireland, and

Italy, better innovation leads to greater
legitimacy (H1a) and purchase intent
(H1b).

Diagram 1
Proposed model and hypothesis

Moreover, legitimacy positively
impacts purchase intent (H2). We also
propose that uncertainty moderates the
relationships between legitimacy and
innovation (H3a), purchase intention and
innovation (H3b), and legitimacy and
purchase intention (H3c).

4. Methodological approach

We have created a dataset from
three publicly available datasets from
European countries. The countries to
be studied are therefore the following:

PURCHASE
INTENTION

We collected data from secondary
sources (The purchase intention from
Eurostat (https://ec.europa.eu/eurostat/,
2023), innovation Scoreboard from
European  Commission  (/nnovation
Scoreboard, n.d.), Economic Policy
Uncertainty (EPU, n.d.), Fragile States
Index (State Legitimacy, n.d.)). These
countries are listed in Table 1. Data
in the datasets was the most recent
available. For this study, we collected
data from 2016 to 2023 incorporating
variables. In addition, we included two
indicators, Purchase Intention. These

Germany, Greece, Spain, France, characteristics are listed in chart 1, along
Croatia, Ireland, and Italy. with their descriptions.
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Chart 1
Descriptions of features
Item Variable Definition source
Trust in the legal system
Legitimacy State Legitimacy Trust in the relationship with the Fragile States

political system Index
Trust in the govern system

Policy Uncertainty EPU Economic Policy Uncertainty EPU index
Innovation Innovation Regional innovation scoreboard Europe_aq

ommission
PI Purchase Intention Purchase intention Eurostat

For methodology, we employed
a multivariate analysis using partial
least squares (PLS), consistent with
prior research (Diez-Martin et al., 2022;
Fernandez-Portillo et al., 2020) that
studied diverse datasets across multiple
countries and variables. SmartPLS
software was used to assess hypotheses
and validate the theoretical framework,
as this technique is robust and offers
greater accuracy than alternatives (Chin
et al., 2003; Sarstedt et al., 2021).

Innovation significantly shapes
consumer behavior in various markets.
Agag and El-Masry’s (2016b) study
in online travel communities shows
that integrating innovation diffusion
theory with the technology acceptance
model and trust elements enhances
consumers’ participation, leading to
increased purchase intentions and
positive word-of-mouth (WOM). This
presents opportunities for businesses in
Germany, Spain, and France to utilize
online platforms for driving innovation
and consumer engagement.

Research by Lu and Chen, and Ma
provides insights into consumer behavior
under uncertainty. Lu and Chen found
that effective communication in live
streaming commerce reduces product
uncertainty, boosting consumer trust and
purchase intentions, particularly relevant

in unstable economies like Greece and
Italy. Ma’s study on logistics shows that
managing delivery times and shipping
charges mitigates perceived  risk,
influencing satisfaction and purchase
intentions, crucial for countries like
Ireland and Croatia facing economic
uncertainties.

Legitimacy, as outlined by Odou
et al. (2023) relates to the perceived
authenticity and ethical standing
of a business. In retail, supporting
local producers and transparently
communicating these efforts can boost
a retailer’s legitimacy, especially in
France and ltaly, where local production
and sustainability are highly valued.
The findings suggest that retailers can
enhance legitimacy and consumer
loyalty by emphasizing support for local
and sustainable practices.

Purchase intention is a key
measure of consumer behavior. Teng and
Lu’s research on organic food in Taiwan
shows that consumer involvement and
motives significantly mediate purchase
intentions. This is relevant for markets
like Germany and Ireland, where organic
and sustainable consumption is on the
rise. Other studies highlight that brand
image (Islam and Hussain), green
innovation (Chen et al., 2021), and
corporate social responsibility (Li et al.,
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2021a) also shape purchase intentions,
particularly in Spain and Greece, where
businesses can leverage these factors
for differentiation and loyalty.

In summary, integrating innovation,
managing uncertainty, enhancing
legitimacy, and focusing on factors
influencing purchase intention are
essential for navigating consumer
markets. Insights from these studies
are particularly relevant for Germany,
Greece, Spain, France, Croatia, Ireland,
and ltaly, where cultural, economic,
and political dynamics impact market
behavior. Businesses in these regions
can adopt these strategies to improve
consumer engagement, build trust, and
drive growth.

5. Uncertainty and intention
to purchase electric vehicles:
Results

This study analyzes the interaction
between state legitimacy, innovation,
and economic policy uncertainty on EV
purchase intention in Germany, Greece,
Spain, France, Croatia, Ireland, and Italy.
Using partial least squares structural

equation modeling (PLS-SEM) with
SmartPLS, several hypotheses were
tested to explore these relationships.

To obtain results, all validation steps
for PLS-SEM were followed, adhering
to guidelines by Hair et al. (2011).
Structural model validation is essential,
and our model achieved a standardized
root mean square residual (SRMR)
value < 0.1 (Williams et al., 2009). The
measurement instrument’'s  reliability
and validity were assessed for Type A
reflective constructs, showing loadings
(A) > .707, Cronbach’s a > .7, composite
reliability > .7, and AVE > .5 (Fernandez-
Portillo et al., 2019). Discriminant validity
was confirmed through the Fornell-
Larcker criterion and HTMT correlations
> .85 (Fernandez-Portillo et al., 2019).

For multicollinearity, Type B
formative construct indicators were
filtered to ensure Variance Inflation
Factors (VIF) below 3.3 (Diamantopoulos
& Siguaw, 2006). All construct VIFs
remained below 5 during structural
model evaluation (Hair et al., 2014).

Subsequently, the structural
equation model is shown (Diagram 2).

Diagram 2
Structural equation model with values
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In the structural model, the
relationships between Innovation (INN),
Legitimacy (LEG), Economic Policy
Uncertainty (EPU), and Purchase
Intention (Pl) are examined. Results
show that innovation positively correlates
with both legitimacy (path coefficient
= 0.569) and purchase intention (path
coefficient = 0.467), indicating that
higher innovation enhances legitimacy
perceptions and increases purchase
intent. This aligns with Agag and El-
Masry (2016a), who found similar results
in online travel communities.

Legitimacy also significantly
impacts purchase intention (path
coefficient = 0.931), underscoring the
importance of perceived ftrust and
authenticity, as noted in studies on
corporate social responsibility (Li et
al., 2020; Islam and Hussain, 2023).
Conversely, EPU negatively affects
purchase intention (path coefficient =
-0.480), suggesting that high uncertainty
diminishes consumer willingness to buy,
as highlighted by Lu and Chen (2021).
However, EPU’s direct influence on
legitimacy is minimal (path coefficient =
0.089), indicating economic and political
uncertainty does not significantly affect
perceived legitimacy.

These findings are particularly
relevant in markets like Germany,
Greece, Spain, France, Croatia, Ireland,
and ltaly, where innovation and legitimacy
can help mitigate the negative effects
of economic uncertainty on purchase
intentions. Fostering innovation and
strengthening perceived legitimacy are
key strategies for enhancing purchase
intent in uncertain economic contexts
(Odou et al., 2023; Khan, Hameed, and
Akram, 2023).

Comparative analysis of structural
models with and without EPU reveals
critical differences. Without considering

EPU, the innovation-purchase intention
relationship is negative (path coefficient
= -0.325), suggesting innovation may
introduce perceived risks in volatile
economic  environments.  This s
consistent with Lu and Chen (2021), who
noted that economic uncertainty can
undermine consumer trust.

In both models, legitimacy remains
a strong predictor of purchase intention,
with path coefficients of 0.660 (without
EPU) and 0.931 (with EPU), highlighting
its importance, particularly in markets like
Germany and France. Studies by Odou
et al. (2023) and Khan, Hameed, and
Akram (2023) support this, emphasizing
legitimacy’s role in enhancing purchase
intentions, especially in green marketing
contexts.

The analysis indicates that
innovation consistently boosts perceived
legitimacy, with path coefficients from
0.5691t00.587, suggesting thatinnovative
products strengthen brand legitimacy,
especially in culturally aligned markets
like Italy and Spain. This is supported by
Agag and El-Masry (2016b) and Chen et
al. (2021), who found higher consumer
acceptance of innovation that resonates
with cultural expectations. Overall, the
analysis suggests that while innovation
enhances legitimacy, its direct impact on
purchase intention varies by economic
context. In stable environments,
innovation positively affects purchase
intentions. Businesses should manage
perceived innovation risks, offering
reassurances such as guarantees and
comprehensive information to build
consumer trust and increase purchase
intentions, even in uncertain economic
times.

The structural model analysis,
enhanced with bootstrapping (diagram
3), reveals key relationships among
innovation, economic policy uncertainty
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(EPU), legitimacy, and purchase intention
(Pl). Results show that innovation
significantly enhances perceived
legitimacy (path coefficient = 0.449),
consistent with Agag and El-Masry
(2016a), who emphasize technological

advancements in building trust. Notably,
EPU mediates the relationship between
innovation, PI, and legitimacy. Innovation
affects EPU (path coefficient = 0.328),
which slightly influences PI (0.001) and
legitimacy (0.311).

Diagram 3
Boostrapping analysis
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This suggests that while innovation
may not directly drive purchase intention,
it shapes perceptions of economic
stability that influence consumer behavior
and brand trust.

Legitimacy’s direct effect on
purchase intention is significant (path
coefficient = 0.467), underscoring
consumer trust’s importance in markets
like Germany and France. Modest
coefficients from EPU to Pl and LEG
imply that transparent communication
about economic uncertainties can
reassure consumers, boosting trust

Y — ———.fNaNf £PU

and purchase intentions—particularly
relevant in volatile regions like Greece
and Spain.

Overall, findings highlight
that innovation must be paired with
strategies to manage economic
perceptions and reinforce legitimacy.
Businesses in Europe can use these
insights to enhance consumer trust and
drive purchase intentions, even amid
economic uncertainty, as noted by Odou
et al. (2023) and Khan, Hameed, and
Akram (2023) (table 1).
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Table 1
Results of hypothesis testing
Standard - .
Path coefficients deviation U stSa_;r_lgtllzc\7|§|0/ P values Hysgltlrjlzss
(STDEV)
EPU -> LEGITIMACY -0,321 0,093 3,473 0,001 Validated
EPU -> PI 0,451 0,123 3,667 0,000 Validated
INNOVATION -> .
LEGITIMACY 0,569 0,101 5,654 0,000 Validated
INNOVATION -> P -0,480 0,148 3,252 0,001 Validated
LEGITIMACY -> PI 0,931 0,132 7,078 0,000 Validated
_E>P|§’| X LEGITIMACY 0,171 0,168 1,013 0,311 Rejected
EPU x INNOVATION -> .
LEGITIMAGY 0,089 0,091 0,978 0,328 Rejected
_E>P|§’| X INNOVATION -0,157 0,185 0,851 0,395 Rejected
The structural equation modeling effective communication.
results, supported by bootstrapping The legitimacy-purchase intention

analysis, reveal significant relationships
among economic policy uncertainty
(EPU), innovation, legitimacy, and
purchase intention (Pl). EPU negatively
impacts legitimacy (path coefficient
-0.321, p = 0.001), aligning with Odou
et al. (2023), who noted that economic

instability erodes consumer trust.
Conversely, EPU positively affects
purchase intention (path coefficient

0.451, p < 0.000), suggesting that
consumers may feel an urgency to buy
during uncertain times, as noted by Al-
Adwan et al. (2022).

Innovation  strongly  enhances
legitimacy (path coefficient = 0.569, p <
0.000), supporting Agag and El-Masry’s
(2016b) assertion that innovative
practices build credibility. However,
innovation’s direct effect on purchase
intention is negative (path coefficient
-0.480, p 0.001), indicating that
perceived risks associated with new
technologies may hinder consumer
purchases, consistent with Chen et al.
(2022), who emphasize the need for
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relationship is the strongest in the model
(path coefficient = 0.931, p < 0.000),
highlighting the importance of trust and
authenticity, as discussed by Bunduchi
et al. (2022). Interaction effects of EPU
with legitimacy and innovation did not
significantly impact purchase intention,
suggesting their combined effects are
minimal due to complex economic
factors, aligning with findings from Chen
et al. (2021) and Islam and Hussain
(2023).

In conclusion, while innovation and
legitimacy drive consumer behavior, their
effectiveness varies by economic context.
Businesses should enhance legitimacy
through transparent communication and
risk mitigation strategies, particularly
in volatile environments, to strengthen
consumer trust and purchase intentions.

6. Intention to purchase
electric vehicles: Discussion

This study provides insights into

the interactions between innovation,
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economic policy uncertainty (EPU),
legitimacy, and purchase intention (PI)
for electric vehicles (EVs) in Germany,
Greece, Spain, France, Croatia, Ireland,
and ltaly. Structural equation modeling
and bootstrapping analyses revealed
key relationships that extend existing
literature.

The findings show that legitimacy
has a strong positive impact on
purchase intention (path coefficient =
0.931), highlighting the importance of
consumer trust, especially regarding
sustainable technologies like EVs.
This aligns with Bunduchi et al. (2022)
and Agag and El-Masry (2016a), who
noted that transparency and corporate
social responsibility enhance consumer
confidence.

Innovation positively affects
legitimacy (path coefficient = 0.569) but
has a negative direct effect on purchase
intention (path coefficient = -0.480).
This suggests that while innovation
boosts perceived legitimacy, it may not
directly increase purchase intentions
due to consumer apprehension about
new technologies. Chen et al. (2022)
emphasize that effective communication
and risk mitigation are vital for converting
innovative features into consumer buy-in.

EPU negatively influences
legitimacy (-0.321) but positively impacts
purchase intention (0.451). This reflects
a complex consumer response to
uncertainty, where decreased trust in
economic stability may drive urgency to
purchase due to fears of rising prices, as
discussed by Al-Adwan et al. (2022).

The moderation effects of EPU
on innovation and purchase intention,
and on innovation and legitimacy,
were not significant. This indicates that
while each factor influences behavior,
their combined effects may vary due
to different economic contexts. This

supports insights from Chen et al. (2021)
and Islam and Hussain (2023) on the
role of economic and cultural contexts in
shaping these dynamics.

7. Conclusions

The study examines the dynamics
between state legitimacy, innovation,
economic policy uncertainty (EPU),
and electric vehicle (EV) purchase
intention in Germany, Greece, Spain,
France, Croatia, Ireland, and Italy. Using
partial least squares structural equation
modeling (PLS-SEM), it explores how
these variables influence consumer
behavior in the EV market. The findings
shed light on the roles of legitimacy and
innovation in market acceptance and
highlight EPU’s complex effects.

This research enhances
understanding of the interplay between
legitimacy, innovation, and EPU in EV
adoption, clarifying innovation’s indirect
role through legitimacy and EPU’s dual
impact on market dynamics.

The insights are valuable for
EU policymakers and businesses.
Governments can boost EV adoption
by reinforcing the legitimacy of policies,
while businesses should align innovation
strategies with efforts to enhance
perceived legitimacy, especially in high-
EPU regions, to sustain consumer
confidence and promote market growth.

However, reliance on specific
databases and PLS-SEM may limit the
findings’ generalizability.  Incorporating
additional data sources and analytical
methods could provide a broader
understanding of the relationships studied.
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