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1 INTRODUCTION

Disasters and natural calamities affect human life and businesses in the area of such disasters. COVID-
19 pandemic is an unprecedented disaster that affected the whole world simultaneously. The COVID-
19 pandemic has disrupted all businesses around the world and led to economic crises. People lost their
life. According to Worldometers (2021), till May 2021 about 165 million people have been affected by
COVID-19 globally and about 3.4 million died. COVID-19 virus was originated in Wuhan, China at the
end of 2019 (Andersen, Rambaut, Lipkin, Holmes & Garry, 2020). The very first death from this disease
was reported on 11" January 2020 in Wuhan, China. On January 23, China imposed a lockdown in
Wuhan. Soon, the virus has spread to other countries. Many countries in Europe reported the first
COVID-19 affected people in January 2020. To avoid loss of life, governments around the world, im-
posed country wide lockdown. The first COVID-19 case was detected in Finland on January 29, 2020
(Tiirinki, Tynkkynen, Sovala, Atkins, Koivusalo, Rautiainen, Jormanainen, & Keskimaki, 2020). In
March 2020 the first state of emergency has been declared by the Finnish government. People were
restricted to gather publicly, schools, public places, and tourist spots were shut down and a travel ban
was imposed. This lockdown and travel ban has confined people in one place. Almost all businesses and
jobs were affected by the pandemic. Due to economic hardship, many businesses were shut down. Many
people lost their job. According to Statista (2021), till November 2020 about 24.4 thousand people lost
their jobs and about 39.2 thousand were temporarily laid off. Due to this effect, the purchasing power of

people has deteriorated considerably.

Like other industries, the car market in Finland has also been affected by the pandemic. Car sales fell by
15.60% in 2020 due to the impact of pandemic and lockdown (Carsalesbase, 2021). The market has not
become normal compared to the pre-pandemic situation. Recently, the Finnish government reintroduced
an emergency state since COVID-19 cases surged. Therefore, companies need to understand the impact
of COVID-19 on buying intentions of customers to make their recovery plan in the post-pandemic pe-

riod.

There are some strong rationales for pursuing this thesis topic. The automobiles industry in Finland is
basically an import-based industry. There is no significant indigenous passenger car brand in Finland.
There are some heavy vehicle manufacturers in Finland. The largest automobile manufacturer in Finland
is Valmet Automotive, which is a contract manufacturer (Autoalan Tiedotuskeskus, 2021). Annual im-

ports of cars in Finland are more than $3 billion which was $3.34 billion in 2019 (Observatory of



Economic Complexity, 2020). Being a globally integrated business, the automobile industry has been
hit hard due to the COVID-19 pandemic. Demands of automobile have fallen, the supply chain has been
disrupted and lockdowns led to factory closures in different countries (Deloitte, 2021). The automobile
market in Finland has also been affected by the COVID-19 pandemic. In 2020, annual car sales have
been plunged to 96,415 units from 114,199 units in 2019 (Carsalesbase, 2021). The pandemic has
changed mobility in the whole world as well as in Finland. The production and supply of cars hit hard
by the pandemic. The impact of the pandemic on different industries shall be last longer, if a proper
remedy is not invented on time. Besides the supply side, the worsened job market and personal economic
hardship have led people to cut extra costs. This may also affect the automobile purchasing intention.
Therefore, automobile suppliers in Finland need to study the intention of customers for buying their cars
in the upcoming days for planning their business. Although the supply chain has become stable world-
wide, the demand side may destabilize the industry. Hence, this research has been undertaken to criti-
cally investigate the impact of COVID-19 on the automobiles purchase intention of customers in Fin-

land.

To fulfill the aim of the research some specific objectives have been set for the research. The first ob-
jective of the research is to analyze the current situation of the automotive industry in Finland. The
second objective of the research is to critically investigate the factors affecting automobile purchase
intention of customers in Finland. The third objective of this research is to analyze and discuss the impact
of COVID-19 on the automobile purchase intention of customers in Finland. The last objective of the

research is to suggest policies for reinvigorating the automotive sector in Finland.

For fulfilling research objectives, a research question has been developed. The primary research question

is “what is the impact of COVID-19 on the automobile purchase intention of customers in Finland?”

From the outcomes of this research, different parties related to automobiles industry in Finland shall be
benefitted. Automobile’s importers and manufacturers in Finland will be benefitted from the research

and will be able to design their recovery plan using the findings of the study.

This thesis has been organized in the following way. The first chapter of the research contains an intro-
duction of the thesis where background of the research, rationale of choosing the topic, research aim,
objectives and research questions were described. The second chapter contains the literature review,
which details of the automobile industry in Finland. The third chapter literature review relevant to the

topic has been done. The fourth chapter contains research methodology which includes a selection of



research approach, research method. The fourth chapter contains analysis and discussion of data. The
last chapter is about the conclusion of the research and recommendations.



2 LITERATURE REVIEW

This chapter focuses on theoretical analysis based on existing literature. Different theoretical concepts
have been discussed here. Literature review contains the background of COVID-19 pandemic, the socio-
economic impact of the pandemic, the impact of the pandemic on automobile industry globally, the
impact of COVID-19 pandemic on the economy of Finland, automobile industry in Finland and different
theoretical models regarding purchase intention.

2.1 COVID-19 Pandemic

COVID-19 pandemic, caused by the SARS-COV-2 virus, is a global pandemic that originated from
Wuhan, China in December 2019. Within a very short span of time, the disease has affected every coun-
try of the world. (Singh, Kumar, Panchal and Tiwari 2020.) This is the third outbreak of the corona virus
in the last two decades by considering the MERS-COV outbreak in the Middle East in 2002 and the
SARS-Cov outbreak in Guangdong, China in 2003. None of these viruses were as deadly as the novel
coronavirus outbreak in 2019. Till February 2020, globally about 119 million people have been affected
by the virus among whom about 2.6 million people died. World Health Organization (WHO) declared
it as global a public health concern in January 2020. (Bodrud-Doza, Shammi, Bahlman, Islam & Rahman
2020.) The virus is spread through close contact with the affected people. The virus is mainly transmitted
through the respiratory route as a result of sneezes, coughs, or even breaths of affected people. Wearing
a mask, washing hands frequently for at least 20 seconds, maintaining distance between two persons and
not touching the mouth, eyes, and nose in the bare hand are some preventive measures against the virus
(Bashir & Shahzad 2020). After one year of research, different organizations invented the vaccine
against the virus. Many countries introduced vaccination programs to take their country to normal situ-
ations. Till date about 21.1% of world population has received at least one dose of COVID-19 vaccines
(Our World in Data 2021). It will take time to bring every person under the vaccination program. The
pandemic has a disastrous social and economic impacts all over the world (Panchal, Kamal, Cox &

Garfield 2021). These impacts have been discussed in the following section.



2.2 Socio-Economic Impact of COVID-19

COVID-19 has induced great social and economic impact all over the world. Governments had to impose
social distancing, travel restrictions, and self-isolations for retarding spread of the virus. Educational
institutions, restaurants, entertainment spots all have been shut down. The economic activity has reduced
much as a result of these measures. The mental and physical health of citizens has deteriorated since the
lockdown (Mittal & Singh 2020).

2.2.1 Deterioration of Psycho-Social Condition

The closure has a significant impact on the mental health of people around the world. Fear and anxiety
have increased among people. According to Panchal, Kamal, Cox & Garfield (2021), about 41% of US
adults have shown symptoms of depression and anxiety which was about 11% in the previous year. A
significant portion of people faced problems in sleeping and eating. The stress also increased the alcohol
consumption of them. Besides the fear of the virus, job loss, pressure for rent, and mortgage all added

to the mental stress further.

Increased domestic and social violence is another side effect of a pandemic. According to Rose (2018),
disaster increases domestic violence against women and children as seen in Bologna, Italy during the
plague and natural disasters. Okur (2016) also emphasized that domestic violence increased during the
crisis period. Previously increase in violence between partners have been observed after Hurricane
Catrina in 2005, earthquake in Haiti in 2007 because of an increase in unemployment, food crisis, in-
crease in disease and other issues. COVID-19 has also increased domestic violence like other disasters.
In the USA domestic violence is reported to increase by about 35% in different states. In the UK, do-
mestic violence increased significantly during the pandemic period. Moreover, social harassment of
COVID affected people by surrounding people is prevalent in all countries. Domestic violence increased
by three times in China during the pandemic. (Mittal & Singh 2020.)

2.2.2 Increase in Healthcare Expense

Healthcare expenses both at the personal and state level have increased manifold during the pandemic.
The virus affected people has faced financial disaster due to incurring out-of-pocket healthcare expenses

in many countries where people are not covered by health insurance. According to Bhattacharya (2020),



many people have become poor in India who required costly treatment like the use of Remdesivir, life
support and long-term treatment as an impact of COVID-19. Health care expenses also increased in
developed countries like Europe and America. The increased healthcare expense became burdensome to

people who lost their job/earnings during the pandemic.

2.2.3 Impact on Economic Growth and Employment

Sometimes governments make injunction to some specific activities. For example, most of the corpora-
tions (including private sectors) of China and Italy are being closed by the government's order. It helps
to avoid infection. Whether it is a government ban or a business decision, stopping business activities
causes regular workers to lose their wages. The situation is even tougher for those who work daily but
are not paid for their leave. Visits to the shopping centers, traveling, going out for social activities, or
other reasons are also being reduced. (Martin, Markhvida, Hallegatte & Walsh 2020.)

Because of the business shut down worldwide, a drastic rise in unemployment and poverty may occur
in underdeveloped nations. According to World Bank, across the Pacific and East Asia, around 11 mil-
lion people are at the risk of falling into extreme poverty (World Bank 2020). After studying the COVID-
19 hit economic condition of four continents, Buheji et al. estimated that 49 million people are the risk
of extreme poverty (Buheji et al. 2020). As per international standard, living on lower than $1.90/day.

The short-term impacts on the economy can decrease long-term economic growth. As the health sector's
resources boosted due to the pandemic situation and the individuals restrict their social events, countries
began to emphasize the infrastructural development less. Students miss the chances of learning because
of the closure of educational institutes. The majority of students could not get back to their institutions;
this impacted especially lower-income families, and their long-term prospects of earning also decreased
significantly (Fernandes 2020). These dropout processes have an impact on the economy and diminish

its human capital.

In the first fourth months, the GDP of the U.S economy is decreased by 4.8%. Experts also predicted
that the economy would fall into a recession with a reduction in the GDP by 5.0% in 2020 (McKibbin
& Fernando 2020). The EC (European Commission) fears that the euro area's economy would face a
recession, and the overall economy of the region would decrease by 7.25% (European Commission

2020). Because of the decrease in trade, tourism, and foreign investment, South-East Asian emerging



countries are also at risk of being hugely impacted by this global economic downturn due to the pan-

demic.

2.3 Increased Poverty and Loss of Human Capital

Except for human loss, the epidemic has a direct economic effect on the lives lost. Each family and
beloved one lost their contribution and the amount they may subsidize to the family income. The rate of
fatalities resulting from COVID-19 is very high among the old group of the societies. Though in many
underdeveloped or developing countries people work till their later age, in most developed countries
people of this age group are not likely to be the main wage earners. Though the risk of death among
middle-aged people is low, many fell ill, and their families had to go through financial distress. (Evans
& Over 2020.)

Channels of Potential Economic Impact of Covid-19
Direct Costs from 5 s
Aversion Behavior
sickness and Mortality _
Government Flrm and Instltutlonal
! Consumer Choices
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Trade and
Health Sector Education Manufacturing Retail Services -
Transport
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Poverty hikes

Short-Run Effects

Long-Run Effects

FIGURE 1. Channels of potential economic impact of COVID-19 (adapted from Evans & Over 2020)

2.4 Impact of Pandemic on automobile industry in the globe

The automobile industry contributes greatly to the world economy. The industry's average turnover is
comparable to the sixth biggest economy on the planet. In 2017, the industry's global direct workforce

was reported to be about 14 million individuals (Kufelovd & Rakova 2020).



Restrictions on people's mobility and a temporary halt in economic growth are likely to result in a sig-
nificant reduction in sectorial production and GDP. Factory closures in North America and Europe are
projected to have resulted in the removal of 2.5 million motor vehicles from production plans, costing
automobile and parts manufacturers US$77.7 billion in missed sales (Kufelova & Rakova 2020).
Backward and forward linkages have negative multiplying effects on the economy, especially in coun-
tries where the automobile industry is a major driver of economic growth, such as Canada, Germany,
China, India, Korea, Japan, Morocco, Mexico, and the United States. Small and medium-sized enter-
prises (SMEs), which hire most of the sector's workers and offer intermediate goods and services to
international automakers, are projected to be hit hard (backward linkages). Transportation (e.g., freight,
ground passenger transport, tourist buses) and services are expected to be impacted by the automobile
industry's closure by forwarding linkages (e.g., passenger car rent and repair services). (Mohd Fazi, B
Nik Mohamed & Bin Basri 2019.)

Plant closures since March 2020 impacted 1.1 million of the 2.6 million direct automotive manufacturing
jobs in the EU. German jobs account for more than half of this amount. Ford Motor Company, General
Motors, and Fiat Chrysler Automobile (FCA) have briefly closed all of their factories in the Americas,
with no end date in sight (Collie, Wachtmeister, Waas, Kirn, Krebs, & Quresh 2020). The automobile
industry may be affected by COVID-19 in the long run. During the coronavirus pandemic, a sustained
truncation of market demand, as countries work through multiple lockdown scenarios, could cause a
global downturn, contributing to a worldwide loss of consumer interest, which would have a major effect

on automakers’ sales and profitability (Vitale 2020).

Automakers may be compelled to redirect money to keep activities afloat, leaving R&D funds for emerg-
ing technology programs and other budgetary ventures dwindling. As production capacity is rationalized
and consolidated, strategic decisions on leaving unprofitable international markets and product segments
can be increased, resulting in a substantial decline in performance (Vitale 2020). Liquidity-strapped
suppliers could succumb too quickly, weakening market conditions, leading to widespread instability
and potentially disastrous repercussions across the automotive industry manufacturing ecosystem. Deal-
ers' failure to adapt to the rapidly changing market conditions could result in a major consolidation in
the auto retailing industry (Vitale 2020).



2.5 COVID-19 pandemic in Finland

Finland reported the first instance of Coronavirus (COVID-19) infection on the 29th of January, 2020.
The COVID-19 pandemic was thought to have begun in Finland in the mid of March, shortly after the
WHO declared the outbreak a pandemic. The government declared a state of emergency across the coun-
try in response to the coronavirus epidemic on March 16th, 2020, and as a result, introduced multiple
physical isolating measures aimed at halting the spread and defending vulnerable groups (Tiirinki et al
2020).

Finland is now facing a second outbreak of the COVID outbreak, after the first wave in the spring of
2020. Since September 2020, the amount of new COVID-19 infections has been rising, exceeding pre-
vious records in April 2020. In terms of the number of recorded cases, Finland is less seriously impacted
by COVID-19 than any of its Nordic counterparts. While Finland has still not implemented a national
shutdown, other steps have been implemented to slow the virus' spreading. Currently, some regional and
national regulations are in effect to prevent COVID-19 from spreading further across the world. The
BioNTech—Pfizer antidote was used to begin the COVID-19 vaccination introduction in Finland on 27th
December 2020. That being said, due to distribution problems and unresolved marketing permissions of
the issued coronavirus (COVID-19) vaccine, the vaccination plan has been postponed, as it has been in
several other countries across Europe. (Ministry of Social Affairs and Health 2021.)

2.6 Impact of COVID-19 on the Economy of Finland

Many experts believe the COVID-19 outbreak would be more politically devastating than the 2008—
2009 financial crisis. The economic catastrophe of COVID-19 can be compared to the Finnish sense to
the deep crisis in the early 1990s, which involved major export losses and a banking crisis (Honkapohja,
Koskela, Gerlach & Reichlin 1999).

The pandemic has many impacts on a small decentralized market like Finland. It can affect economic
confidence, resulting in lower demand and expenditure. Second, government controls have largely sti-
fled certain economic policies. The third influence represents economic dynamics and is mediated by
international commerce and capital markets. Furthermore, the pandemic has a significant and long-term

effect on public budgets, as the government debt rises rapidly. The major consequences are reduced
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economic production and, as a result, reduced tax collections and measures aimed at compensating for

financial damage and stimulating economic growth back to life. (Skrinjari¢, 2020.).

The country's economy was struck badly by the COVID-19 pandemic, with an expected GDP de-
crease of 4% in 2020 (IMF — while the state Ministry of Finance predicts the rate will be 3.3%), owing
mainly to a dramatic decline in private expenditure. Nonetheless, Finland outperformed many other Eu-
ropean nations and is forecast to resume growth at a rate of 3.6 percent in 2021 and 2% in the next year,
as households expand disposable spending and businesses begin to invest again, subject to the worldwide

financial rebound following the outbreak. (Statista, 2021.)

According to the IMF, the adverse economic effect of the COVID-19 outbreak will have a substantial
effect on the employment rate, which is currently predicted to have risen to 8.4 percent in 2020 (from
6.8 percent a year ago) and is projected to climb to 8.6 percent in 2021. However, the rate is expected to
fall from 2022 (7.7%— IMF). Finland is the EU nation most affected by an elderly society and a declining
workforce, which directly affects the country's national economy. (IMF, 2021.) Other problems that the
nation will face include reduced competitiveness of conventional sectors and a need to decrease high
labor costs despite salaries are forecasted to increase in 2021 due to the wage bargaining agreements
(Nordic Labour Journal 2020).

2.7 Finnish Automobile Market

The Finnish automobile demand has oscillated within 95.000 and 165.000 yearly revenues since the
1990s. The demand dropped from a high of over 163.000 sales in 2005 to just below 100.000 sales by
2009. Following that, the industry rose to over 135.000 sales within just two years but then dropped for
the next two years. Car revenues have dropped to the level of the previous 20 years, snapping the winning
streak of five years between 2014 and 2018 (Carsalesbase 2021).

The global COVID-19 pandemic struck the Finnish automobile industry in 2020, triggering major sales

declines.



11

TABLE 1. Automobile sales in Finland Since 2007. Adapted from carsalesbase.com (2021)

Year Passenger Cars Light Commercial Sales Growth
2007 125,285 17.507 142,702 -11.94
2008 132,611 16,395 156,006 025
2009 88,344 8,603 07.037 -37.80
2010 107346 10,821 118,167 2178
2011 121,171 14,346 135,517 14 68
2012 111,147 11,609 122,756 042
2013 103,314 10,621 113,935 -7.19
2014 106,259 10,750 117,009 2,70
2015 108,844 11,522 120,366 2.87
2016 118,986 13519 132,505 10.09
2017 118,581 15,524 134,105 1.21
2018 120,490 15515 136,014 1.42
2019 114,199 14,702 128,901 =323
2020 96,415 12,842 109,257 -15.24

Table 1 summarizes year wise car sales in Finland since 2007. In 2019, demand fell around 114,199

units (-4.9 percent). Since beginning the year on a somewhat negative note (-8%), the industry ended the

year with only one positive month (+2.3%), February. In April, the industry plummeted when the pan-

demic hit; in particular, may saw the sharpest drop in sales this year, with sales dropping by 53.1 percent.

The sector stabilized in the months that followed, hitting -1.2 percent in July, but stayed downward for

the rest of the year, dipping into double digits in August (15.1 percent), October (19.9 percent), and
November (-15 percent). (Focus2Move 2021.)


https://carsalesbase.com/finland-car-sales-data/
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2.8 The theoretical model for measuring purchase intention

Purchase goal refers to a customer's desire to purchase products or services. A purchase plan is the
deliberate intention to purchase products or services in the future depending on one's willingness to
accept (Warshaw & Davis 1985). The probability of consumers purchasing a product or service can be
estimated by evaluating the strength of their purchasing intention; the greater the purchase intention, the
better the odds of purchasing the item (Schiffman & Wisenblit 2019). Many factors influence the inten-
tion of the consumers when choosing a product, and also, the final decision is based mostly on the in-
tention of consumers in combination with broad external factors (Kotler, Keller, Dubois & Manceau
2009). Customers' purchasing intention is measured using a variety of scientific models, the most com-
mon of which are Theory of Reasoned Action (TRA) and Rational Choice Theory (RCT) (Pi Nga, Khoi
& Thu 2019).

2.8.1 Rational Choice Theory (RCT)

A personal decision is the basis of virtually all microeconomic research (Levin and Milgrom 2004); but,
with so many accessible and good choices, it is hard for some people to make a buying decision. RCT
was investigated by early neoclassical economic gurus such as William Stanley Jevons (1832-1885),
who proposed that agents made buying choices to increase utility. In a nutshell, the RCT attempts to
justify social trends by assuming fair customer preference (Hechter and Kanazawa,1997). The central
principle of the Rational Choice Theory is deciding which alternatives are preferable and then selecting
the desired one based on a clear outcome (Levin and Milgrom 2004). Rational choice theory (RCT)
typically starts with looking at the decision-making activity of one or more human decision-making
groups. According to Anable, Skippon, Schuitema, & Kinnear (2011), RCT is indeed the key analytical
model used to explain human actions in economics. An agent systematically considers the characteristics
of vehicles and performs a rational cost-benefit analysis wherein the result is improved by optimizing
personal benefit. To obtain the greatest value, buyers consider and rationally evaluate car brands, their

models, and other attributes. (Dagsvik, Wennemo, Wetterwald, & Aaberge 2002.)

2.8.2 Theory of Reasoned Action-TRA

Fishbein and Ajzen formulated the TRA hypothesis in 1975. This theory assumes that individuals make

choices based on their intentions. The human motives are affected by two variables: attitude of that
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action (for example, if a person is uncertain about an item, their attitude of liking or disliking that item
will contribute to action), and different viewing angles related to that conduct (buyers are almost always
impacted by outside effects, such as friends, individuals who had experience, family or other close rel-
atives). According to the logical action principle, each different commodity or brand affects the desire
to conduct rather than the real purchasing actions. (Pi Nga et al 2019.) In conclusion, the principle of
rational conduct TRA is a statistical method of behavioral intention that is based on a person's attitude
toward actions and the environment (see figure 2). The paradigm is predicated on the assertion that
humans make reasonable decisions to commit or not commit an act based on sufficient facts (Thi Ngoc,
D.D. 2012).

Produt’'s attribute Attitude toward
belief %  behavior
Bhavior Real
intention  [*| behavior
Reference group's L Subjective element
belief

FIGURE 2. Theory of Real Action (adapted from Pi Nga et al 2019).

2.9 Factors Affecting Customer Intention for Automobile Purchase

Prior researchers have suggested interpersonal influence, features, aesthetics, and pricing as the key fac-
tors shaping automobile buying intention (Fung, Jung, Ying, & Wai 2012; Leow & Husin 2015, Sha-
harudin, Mansor, Hassan, Omar & Harun 2011; Lee & Govindan, 2014; Belgiawan, Schm€ocker, Abou-
Zeid, Walker & Lee 2014). The influencing factors found by different researchers are summarized in
table 2.
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TABLE 2. Factors affecting customer purchase intention suggested by different authors.

Price | Aesthetic | Features | Interpersonal | Brand | Reliability
Influence
Fung et. al. (2012) v v v \'
Shaharudin et al. (2011) v V
Belgiawan et al. (2014) \ \
Lee and Govindan (2014) v ' v
Leow, C. S., & Husin, Z. ' \' ' Vv v
(2015)
TOTAL 3 3 5 3 1 1

Adapted from: Kowang, Samsudin, Yew, Hee, Fei, & Long 2018

2.9.1 Pricing

Price is an indicator to stimulate user preferences subsequent to purchasing such products; thus, pricing
could influence consumers' emotional responses toward the purchasing decision (Fung et al. 2012). Fur-
thermore, Wendy & Fader (2009) showed that the degree of relationship between price and purchasing
intention is dependent on the customer's evaluation of the commodity. The research of Lee and Govindan
2014 and Fung et al. 2012) appeared to support and proposed that price plays an important role in car
buying intention.

2.9.2  Artistic Design

According to David & Glore (2010) aesthetics refers to how a person uses their five sensory inputs to
perceive or consider a product. The beauty of a new product is determined by the physical appearance
arrangement and the external feature itself, i.e., the product's aesthetics (Bunnak 2009). Bunnak (2009)
also argued that under the background of a vehicle's artistic, the aesthetic elements should have a mean-
ing that will increase the relevancy of usage engagement. It is made up of aesthetic as well as abstract

valuing for users to determine technical qualities, usefulness, and usability (Leow & Husin 2015).

2.9.3 Features

Belgiawan et al., 2014 argued that the versatility of an item relates to its ability to act in accordance with
the consumer's wishes and expectations, thus adding to the customer's decision to buy. Prior research
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indicated that one of the most significant car features buyers expect is made up of three dimensions,
visibility, adjustability, and functionality of the product designed (Zhan & Vrkljan, 2010). As a result,
automotive manufacturers that are capable of developing and providing such technologies will be likely

to obtain and retain a strategic edge in the auto industry segment.

2.9.4 Interpersonal Influence

The word "interpersonal influence” translates to the beneficial effect on purchasing intention that is af-
fected by personal experience (Fung et al. 2012). Previous research of Zhan & Vrkljan (2010) has dis-
cussed three major types of interpersonal influence on purchasing intention: influence from the car's

innovator, influence from the business maven, and influence from the product pioneer.

295 Brand

The brand is thought to be the individuality of the commodity, which brings meaning to the minds of
consumers (Kotler et al 2009). As opposed to rivals and potential entrants, market awareness lets the
manufacturer increase its operational efficiency. Once there is recognition of the brand, users will be
capable of participating in advertising events via word of mouth. Individuals choose a product or service
due to brand recognition, whereas there are numerous other firms that also sell comparable goods (Jing,
Huang, Ran, Zhan & Shi 2019.)

2.9.6 Economic Factors

Customers' buying and consumption choices are often influenced by economic considerations. The pric-
ing strategy, in particular, is critical to consumers' interest in paying for products. In relation to price
considerations, consumers' income capacity determines their purchase intentions and choices. According
to Thi Ngoc (2012), in the case of products such as automobile, income considerations may influence
the prices that must be charged after buying the goods and also the cost of running the vehicle on a day-

to-day basis.

The professional status and earning capacity impose difficulties when selecting car types. It is also very

popular that the greater an individual's affordability, the higher the standard of vehicles that can be
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purchased. It will assist people in making better decisions. Individuals' lifestyles also play a role in mak-
ing the best choice when it comes to automotive purchases (Moons & De Pelsmacker 2012). In the case
of the buyer's trendy lifestyle, its color, individuality, and specification that extends meaning in the

minds of the public are his or her main preferences (Kowang et al 2018).

2.10 Impact of COVID-19 on Automobile Buying Intention

Market behavior changes caused by coronavirus are having and, therefore, will continue to have an effect
on the automobile industry. For instance, the increase of work-from-home options has lowered the need
for both business and personal cars. How many businesses continue to promote home-working until
things have gone back to normal will determine whether this remains to be the situation. People who no
longer need to drive to their jobs, on the other hand, are even less likely to purchase new cars in the
future; however, we might see a spike in consumers who formerly focused on public transportation now

planning to purchase in a car due to safety issues. (MRLCG 2020.)

According to Capgemini Worldwide (2020), COVID-19 already caused more than half of the partici-
pants to cancel their decision to buy a vehicle. In fact, this is not a positive indicator for the quick revival
of the German automotive industry in the near future. The most common explanation is, of course, eco-
nomic hardship in the coming days, as 40 percent of respondents cited it as the primary reason behind
their decision. Another explanation why so many participants are delaying their purchase is a constraint

on freedom of movement and mobility.

It will never be business as normal when economies rebound economically and socially from COVID-
19. According to Coibion, Gorodnichenko & Weber (2020), consumer trust would be seriously affected
as a result of impending work reductions and wage cuts, causing millions to delay discretionary trans-
actions such as purchasing a car. Consumer trust is shaken worldwide — few people will even contem-

plate purchasing a car after the worldwide pandemic has ended.

Though significant financial incentives from all main players through the automotive industry (straight
from the government, OEMs, dealers, and financiers) seem to work in China, it seems that most of
them are for lease substitutes, purchasing inexpensive versions of expensive versions, or purchasing ve-

hicles to escape mass transit (Gupta, Abdelmaksoud, Jafferany, Lotti, Sadoughifar, & Goldust 2020).
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The COVID-19 outbreak would undoubtedly have an effect on consumers, but the scale of it will be
apparent only after the crisis has stabilized (Ludvigson, Ma & Ng 2020). The only assurance in the
coming days is that production will not linger in a recession in the long run. When it does continue to
revive, customers and their decisions will have a greater influence on goods and services than ever be-
fore. Automobiles manufacturers must then be armed with timely lobbying, hyper-personalized product
variations, and excellent omnichannel customer offerings to transform the improving market environ-

ment into higher sales and margins (Seetharaman, 2020).

2.11 Theoretical Framework & Hypotheses

Based on the above literature review and theoretical analysis, a theoretical framework and some hypoth-
eses have been developed below. It is assumed that total seven factors influence car purchase intention
including COVID 19. It is assumed that pricing of products, car features, aesthetics, peer group influ-
ence, branding and economic factors influence car purchase intention. Besides these six factors COVID
19 is assumed to have significant impact on car purchase intention. Figure 3 demonstrates the theoretical

framework.

Covid-19

-
>

,LCar Purchase In-

tention
Peer group Influ-
ence




Based on the theoretical framework and literature review following hypotheses can be developed.

Hypothesis 1: Pricing has a significant positive impact on purchase intention.

Hypothesis 2: Features have a significant positive impact on purchase intention.
Hypothesis 3: Aesthetics has a significant positive impact on purchase intention.
Hypothesis 4: Peer group influence has a significant positive impact on purchase intention.
Hypothesis 5: Brand has a significant positive impact on purchase intention.

Hypothesis 6: Economic factors have a significant positive impact on purchase intention.

Hypothesis 7: COVID-19 has a significant negative impact on purchase intention.

18
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3 RESEARCH METHODOLOGY

Research methodology refers to the way of designing research. It explains the kind of data to be col-
lected, the way and strategy of collecting data, and the way of analyzing data (Saunders, Lewis & Thorn-
hill 2012). In this chapter, research approach, research method, data collection method, and data analysis
method have been discussed in detail. Moreover, ethical issues and limitations of the research have been
discussed below.

3.1 Research Approach

The research approach is more about the use of hypotheses in the research. The choice of research ap-
proach depends on whether the researcher is using existing theories for developing research hypotheses
and using data for proving the hypotheses. This approach of using existing theories is called the deduc-
tive approach (Saunders, Lewis & Thornhill 2012). On the other hand, the researcher may also develop
new theories from the analysis and findings of the research. This approach is called the inductive ap-
proach (Bryman & Bell 2015). The inductive approach uses a smaller sample size than the deductive
approach (Lichtman 2013). Collected data are analyzed for finding different themes and patterns for
building theories. This approach can be used in cases where existing theories are not available or rele-

vant.

For this research, a deductive approach has been chosen. There are some theories regarding factors af-
fecting customers’ buying intention. A theoretical framework has been developed by the researcher for
exploring the impact of COVID-19 on car purchase intention in Finland. A hypothesis was built assum-
ing that COVID-19 has a significant impact on the car purchase intention of customers in Finland. This
research will test the hypotheses based on existing theories. Therefore, deducting approach is more suit-
able for this research.

3.2 Research Method

Research methods are techniques used for data collection for research. There are different types of re-
search methods which can be grouped into three classes including- Qualitative Method, Quantitative
Method, and Mixed method (Mukherjee, 2019).
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According to Saunders et al (2012), the qualitative method deals with data about behaviors, emotions
and other qualitative aspects. In this method, data are collected through interviews, focus group discus-
sions, observations, analysis of documents, reports, life stories, etc. Non-numerical data are used in this
research method. This method is more relevant to the inductive research approach. In this method data
analyzes are done theoretically by doing analysis of characteristics, market prospects, etc. In the situa-
tions where data cannot be collected quantitatively or where suitable theoretical models are not available,

this method is useful in those cases.

The quantitative method deals with numerical data which can be used for different statistical analyzes
(Saunders et al 2012). In this method data are collected through surveys, observations, screening of
secondary data repositories, experiments, etc. Data are analyzed using different statistical models in-
cluding regression, mean, median, frequency distribution, and other statistical tools. This method is more
relevant to the deductive research approach. This method is widely used in cases where there are avail-
able theoretical models and hypotheses can be developed and tested (Kothari, 2014).

The mixed method is another research method that uses both qualitative and quantitative methods. The
mixed method creates the opportunity for analyzing critical research situations by conducting objective
analysis as well as subjective analysis and providing insight of the researcher on a particular issue (Ko-
thari, 2014).

This research has used the quantitative method. The data on the impact of COVID-19 on automobile
industry in Finland have been collected through a survey. These data have been analyzed using statistical
tools. For analysis of impact, the quantitative method works well. Therefore, this method is suitable for
this research.

3.3 Data Collection Method

In research generally, data are collected from primary and secondary sources. Primary data are collected
directly from original sources. These sources are involved in the field in the real world. On the other
hand, secondary data are collected from different published sources like journals, government reports

and data repositories. (Saunders et al 2012.)



21

For this research, primary data have been collected from Finnish citizens. A survey method has been
employed to collect data. A closed-ended questionnaire has been used which contained different ques-
tions related to the demographic characteristics of participants. The questionnaire has also contained
different questions related to the car purchase intention of customers. The questionnaire also has ques-
tions related to seven dimensions that affect the purchase intention of customers. The opinion of re-
spondents regarding different dimensions of purchase intention has been measured using a 5-point Likert
scale. The researcher used both Google Form and manual email for sending survey questionnaires to
prospective respondents. From the survey effort, only 36 respondents filled up the questionnaire

properly. The analysis has been done based on the responses of these 36 participants.

Some secondary data have also been used in this research. Secondary data have been collected for liter-
ature review and the formation of research hypotheses. Secondary data have been collected from differ-

ent journals, websites, and data repositories like Statista.

3.4  Sampling Method

All adults of Finland having a driving license are the population of this research. But it is impracticable
to collect data from the whole population. As a result, the researcher needed to collect data from a sample
of respondents. At first, the researcher contacted different car dealerships in Finland for collecting the
contact emails of their customers for conducting the survey. But due to COVID-19, car dealerships did
not allow the researcher to contact their customers and refused to provide contact details. Later, as alter-
native, the researcher sent the questionnaire to different persons within the personal circle. Moreover,
the researcher conducted a survey on Bachelor students of Centria University of Applied Sciences. From
the survey, the researcher found only 36 complete questionnaires. Based on these responses the study
was completed. Although a sample of 36 is quite small, the researcher did not have any other options

rather than continue the research with this sample due to the impact of the pandemic.

3.5 Data presentation and Analytical model

Different statistical tools have been used for the analysis and presentation of data. The researcher used
frequency analysis for analyzing the significance of different factors. The results of frequency analysis
have been presented using different charts. For testing the hypotheses developed in the literature review

part, a multiple regression model has been developed. The model is presented below.
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Y = ﬁO + ﬁlxl + ﬁZXZ + ﬁ3X3 + ﬁ4X4 + ﬁSXS + ﬁ6X6 + ﬁ7X7 + €
Here Y= Purchase intention

X1= Price, X» =Features, Xz=Aesthetics, X4=Peer Group Influence, Xs=Brand, Xs=Economic Factors,
X7=Effect of COVID19,

€ = Error Terms
B=Coefticients

Here, Y is the dependent variable and X; to X7 are independent variables. By is the constant item of the
equation. This multiple regression equation has been used for measuring the impact of seven independent
variables on the purchase intention of automobile buyers.

For analysis of data MS Excel and SPSS software have been used.

3.6 Ethical Issues

According to Bryman and Bell (2011), researchers should consider ethical issues e.g. taking informed
consent, maintaining data privacy, not harming the respondents physically, using no inducement or bribe
for participation in the research, etc. There are some ethical issues involved in this research. Firstly, there
is an issue of taking informed consent. Before conducting the survey, the researcher has informed the
respondents about the purpose of the research. After their consent to participate in the survey, the ques-
tionnaire was sent to them. Moreover, the researcher has not used any name and address of the survey
participants. Therefore, the participants will not be harmed due to the publication of the research results.

No inducements have been used for collecting data.

3.7 Limitations

No research is above limitations. There are some limitations of this research. The biggest limitation of
this research is the sample size. The researcher tried to collect data from a wider group of respondents.
The researcher contacted car dealerships initially for taking the contact details and information of their
customers. But due to the pandemic, the researcher is not allowed to communicate with their customers.

As a result, the researcher conducted the survey among graduate students and within the personal circle.
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At last, the sample size becomes 36 which is relatively low for making any strong conclusion. Moreover,
there is a lack of diversification in the sample. Most of the respondents are university bachelor students.

If data could be collected from wider classes of people, the research could be more generalized.
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4 ANALYSIS & DISCUSSION

In this chapter, the findings of the research have been discussed. Collected data have been codified and
given input to SPSS. Analysis has been done using SPSS software. Results from Google Form have also

been used in this chapter.

This section contains the analysis of results derived from the collected data. After collecting and refining
the survey data, analysis has been done. The results of the statistical analysis are presented below. At
first, reliability test has been to discuss the internal consistency of the questionnaire. Secondly, demo-
graphic analysis has been presented briefly. Thirdly, the impact of different factors of purchase intention
has been discussed to fulfill research objectives.

4.1 Reliability Test

This research used a survey method for data collection using a set of questionnaires using the 5-Point
Likert Scale for the measurement of responses. For assessment of internal consistency of the question-
naire itself, a reliability test has been conducted using Cronbach’s Alpha. Lee Cronbach developed this
statistical tool in 1951 for the measurement of reliability of the surveys which use the Likert Scale (Lav-
rakas 2008). According to this scale Alpha greater than 0.7 is ranked as acceptable. This means the
dimension having an Alpha value greater than 0.7 can be accepted as the measurement of one variable.
Alpha has been measured for seven dimensions of the questionnaire which affect purchase intentions of
car buyers. At first, Alphas were calculated using all questions in every dimension. Among them, all
dimensions except Economic Factors had a value greater than 0.7 whereas “Economic Factors” had an
Alpha value of 0.008. As a result, answers to one question have been left and the revised Alpha value is
found 0.728 which is acceptable for this research. The reliability test has shown that the questionnaire

used in this research is acceptable in terms of reliability.

TABLE 3. Cronbach’s Alpha

Alpha without | Alpha after Data Fil-
Dimensions Data Filtering tering
A. Pricing 0.778 0.778
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B. Features 0.783 0.783
C. Aesthetics 0.86 0.86

D. Peer Group Influence | 0.764 0.764
E. Brand 0.877 0.877
F. Economic factors 0.008 0.728
G. Impact of COVID-19 | 0.809 0.809

4.2 Demographic Data

In this part, the demographic characteristics of survey participants have been discussed to understand
the target population. At first, gender of participants has been analyzed. From the analysis, it is found
that about 53% of participants are male and 47% of participants are female which makes the research

more relevant to the real world.

Gender of Participants

B Male ™ Female

FIGURE 4. Gender of Participants

The ages of participants have also been analyzed. From the analysis of the age of participants, it is found
that about 47% of participants are aged between 18-24 years, about 42% are within 25-34 years about
8% are within 35-44 years and only 3% are aged above 45 years (figure 5). It is noticeable that the
participants are at a younger age because the researcher conducted a survey mostly on university students
and within the personal circle. Although this is a limitation of the research, it will help the researcher

understand the buying intention of younger customers.
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Age of Participants

W 18-24 m25-34 m35-44 m45-54

FIGURE 5. Age of Participants

Thirdly, the education of participants has been analyzed. From the analysis it is found that about 61% of
the participants have/studying bachelor degree, about 31% have a high school or equivalent education
and about 8% have a Master’s degree and above. Although most of the survey participants were Bachelor
students, some current students may mark their education level as High School or Equivalent since they
have not completed a Bachelor degree yet (Figure 6).

Education of Participants

M High school or equivalent M Bachelor degree or equivalent

B Master degree and above

FIGURE 6. Education of Participants
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Fourthly, participants were asked about their car ownership. Participants were asked about the number
of cars owned by themselves or their families at this moment. Almost all except 2 participants are cur-
rently own at least a car. Two participants own 3 cars, 16 participants own two cars and 16 participants

own one car (figure 7).

No. of Vehicles Owned

18
16
14
12
10

o N B OO

0 1 2 3

FIGURE 7. Number of vehicles owned by participants

The participants were asked about their income level. It is found that the majority of the participants
have an income level below €30,000 per year. About 28% of participants have income between €30,000
t0 €59,999 And about 19% of participants have income of about €60,000. Since most of the participants

are students, it is natural that their income level will be lower (figure 8).

ANNUAL INCOME

m<30,000 m30,000-59,999 m60,000-99,999

FIGURE 8. Annual income of respondents
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Participants were asked about their driving experience. About 28% of participants have driving experi-
ence of fewer than 3 years. Half of the participants have driving experience between 3 to 5 years. About
16% of participants have driving experience between 6 to 8 years and about 6% have driving experience

above 12 years (figure 9).

DRIVING EXPERIENCE

E<3 m3-5 m6-8 m13-15 m=216

FIGURE 9. Driving Experience of Respondents

4.3 Factors Affecting Purchase Intention

This part analyzes the factors affecting the car purchase intention of customers. Participants were asked
different questions on seven dimensions which were developed in the literature review. The responses

of participants were measured using a 5-point Likert Scale.

4.3.1 Customer’s Intention for Car Purchase

For measurement of the impact of COVID-19 and other factors on car purchase intention at first car
purchase intentions of participants have been measured. Two questions were asked to participants.
Firstly, participants were asked whether they need a car. About 14% strongly agreed and 50% agreed
that they need a car. About 25% remained neutral and only 11% didn’t agree that they need a car at this

moment (figure 10).
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| NEED A CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 10. Results on whether participants need a car.

Secondly, respondents were asked whether they are planning to buy a car. About 11% of respondents
strongly agreed and about 53% agreed to the statement. About 33% remained neutral and 3% disagreed

that they are planning to buy a car (figure 11).

| AM PLANNING TO BUY A CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 11. Responses regarding the plan of customers to buy a car

Thirdly, participants were asked whether they will buy a car in near future. About 11% of participants
strongly agreed and about 42% agreed that they will buy a car in near future. About 39% remained

neutral and about 8% disagreed i.e. they will not buy a car in near future. It is noticeable that although
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64% of participants agreed that they need a car only 53% agreed that they will buy their needed car in

near future. Rest 8% will not buy their car in near future (figure 12).

CUSTOMER INTENTION FOR CAR PURCHASE
IN NEAR FUTURE

M Disagree M Neutral mAgree mStrongly Agree

FIGURE 12. Results on whether participants buy a car in near future

4.3.2 Pricing

Pricing is traditionally a significant influencing factor for any kind of product purchase. Since a car is a
high-value product, pricing has become more important for measuring the purchase intention of custom-

ers. For measuring the impact of car price on purchase intention three questions were asked.

Customers were asked whether the price of a car affects their purchase intention. The results in the
following figure show about 19% of respondents strongly agreed and about 67% of respondents agreed.
Only 14% of respondents remained neutral. This implies that the price of cars affects the purchase in-

tention of almost all customers (figure 13).
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PRICE OF CAR AFFECTS MY PURCHASE
INTENTION

m Neutral mAgree mStrongly Agree

FIGURE 13. Results on the effect of price on car purchase intention of participants.

Participants were also asked whether they think the higher the price the better the quality. The aim of
this question was to explore whether customers value high price cars as better ones. Majority (47%) of
the customers disagreed with the statement. About 36% of respondents remained neutral and 11% agreed

that the higher the price the better the quality (figure 14).

RESPONSES ON THE HIGHER THE PRICE THE
BETTER THE QUALITY

W Strongly Disagree M Disagree M Neutral mAgree

FIGURE 14. Responses on whether participants think the higher the price the better the quality.

Participants were also asked whether they emphasize on price and budget while choosing a car. About
50% of the participants agreed and 22% strongly agreed that they emphasize on price and budget while

purchasing a car (figure 15).
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EMPHASIS ON PRICE AND BUDGET WHILE
CHOOSING A CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 15. Responses of customers regarding emphasis on price and budget while choosing a car.

4.3.3 Features

Features of products is considered as a determining factor for purchase intention for technology-based
products. Since a vehicle is a technology-based product features can be a significant influencing factor
for purchase intention. For exploring the impact of features on customers’ purchase intention, partici-
pants were asked whether they prefer the latest features in their cars. About 56% agreed and 14%
strongly agreed that they prefer the latest features in their cars. About 25% remained neutral in this case
and 5% disagreed (figure 16).

| PREFER LATEST FEATURES IN MY CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 16. Participants’ responses regarding the latest features in the car.
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Participants were also asked whether they prefer fuel-saving and computer technology in their cars.
About 58% of the respondents were agreed and 14% strongly agreed that they want fuel economy and
the latest computer technology in their cars. About 22% remained neutral and 6% disagreed with the

statement (figure 17).

| PREFER FUEL SAVING AND COMPUTER
TECHNOLOGY IN MY CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 17. Participants’ responses regarding fuel-saving and computer technology in the car

The respondents were also asked whether they emphasize most on the features of a car over other di-
mensions while choosing a car. About 72% agreed and 8% strongly agreed with the statement. About
14% remained neutral which implies they consider other factors along with features while choosing a
car. Only 6% disagreed with the statement (figure 18).
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| EMPHASIZE MOST ON FEATURES OF THE
CAR WHILE CHOOSING A CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 18. Participants’ responses regarding emphasis on features of the car

4.3.4 Aesthetics

Vehicles have been upgraded from mere transport to a good for showing choice. A variety of models are
available in the market which differs in design and looks from each other. In the theoretical framework,
it is assumed that aesthetics has an impact on the car purchase decision of customers. For assessing the
impact of aesthetics participants were asked whether they like cars having good design and looking. The
results are presented in the following figure (figure 19). It is found that about 44% agreed and 28%
strongly agreed with the statement. About 28% remained neutral. This implies that majority of the cus-

tomers like cars with good design and look.

| LIKE CARS HAVING GOOD DESIGN AND LOOKING

W Neutral MAgree mStrongly Agree

FIGURE 19. Participants’ responses regarding their liking of cars having good design and look.
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Participants were also asked whether the look and feel of cars affect their purchase intention. About 11%
of participants strongly agreed and 61% agreed with the statement and 28% remained neutral (figure
20).

LOOK AND FEEL OF CARS AFFECT MY PURCHASE
INTENTION

m Neutral mAgree mStrongly Agree

Figure 20. Participants’ responses about the impact of the look and feel on their purchase intention.

4.3.5 Peer Group Influence

Marketing researchers have been considering “peer group influence” as a significant influencing factor
that affect the purchase intention of customers. For analyzing the effect of peer group influence respond-
ents was asked several questions. First of all, they were asked whether they take advice from friends and
family before choosing a car. It is usual that before buying a technological product, a new buyer would
seek for user opinion about the product. From the analysis of results in the following figure (figure 21),
it is found that 8% of respondents strongly agreed and 56% agreed that they take advice from friends
and families before choosing a car. About 19% of respondents remained neutral and about 17% disa-

greed and strongly disagreed.
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| TAKE ADVICE FROM MY FRIENDS AND FAMILY
BEFORE CHOOSING A CAR

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 21. Responses regarding taking advice from friends and family before choosing a car
Secondly, respondents were asked whether the opinion of their friends and family affect their choice of
cars. From the following figure (figure 22), it is found that 25% agreed and 5% strongly agreed that
opinions from their friends and family affect their choice of cars. About 42% remained neutral which
they don’t recognize that are influenced by the opinion of others while choosing a car. About 28% dis-

agreed with the statement.

OPINION OF MY FRIENDS AND FAMILY AFFECTS MY
CHOICE OF CARS

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 22. Responses on whether the opinion of friends and family affects customers’ choice of cars

Thirdly, respondents were asked whether they search websites and social media reviews before buying
a car. The results presented in the following figure (figure 23) show about 11% of respondents strongly
agreed and about 56% agreed with the statement. About 28% remained neutral and the rest 5% disagreed.

This indicates almost all respondents search for online reviews and opinions before choosing a car.
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| SEARCH WEBSITES AND SOCIAL MEDIA REVIEWS
BEFORE BUYING A CAR

m Disagree mNeutral mAgree mStrongly Agree

FIGURE 23. Responses on customers’ search for websites and social media reviews before buying a car.

Fourthly, it is asked to customers whether opinion from social media affect their purchase intention and
choice of car. The result is very overwhelming. About 47% agreed that social media and online reviews
and information affect their purchase intention of a car. About 33% of respondents remained neutral,

about 17% disagreed and about 3% strongly disagreed with the statement (figure 24).

OPINION FROM SOCIAL MEDIA AFFECT MY
CHOICE OF CARS

H Strongly Disagree M Disagree M Neutral mAgree

FIGURE 24. Influence of social media & website opinions on the choice of cars.
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436 Brand

A brand is an intangible identity of a product that helps people identify a product in terms of design,
color, quality, and the perception about a product (Marion, 2015). Branding is a marketing tool that helps
companies distinguish their products from others. To identify the effect of branding on the purchase
intention of customers respondents were asked whether the brand is the most preferred factor to them
for choosing a car. The results demonstrated in the following figure (figure 25) show about 3% of re-
spondents strongly agreed and 36% agreed with the statement. About half of the respondents remained

neutral and 11% disagreed with the statement.

BRAND IS THE MOST PREFERRED FACTOR TO
ME FOR CHOOSING A CAR

W Disagree M Neutral mAgree Strongly Agree

FIGURE 25. Responses on consideration of brand as the most preferred factor for choosing a car.

Another question related to branding has been asked. Respondents were asked whether they like car
brands having good fame and elegance. The results in the following figure (figure 26) demonstrate that
about 14% of respondents strongly agreed and 33% agreed. About 42% remained unbiased and about
11% of respondents disagreed with the statement.
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| LIKE CAR BRANDS HAVING GOOD FAME
AND ELEGANCE

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 26. Whether respondents like car brands having good fame and elegance

The last question regarding the branding of cars asked was whether branding of cars by companies af-
fects the purchase intention of customers. About 14% of respondents strongly agreed and about 33%
agreed that branding influences their purchase intention. About 33% of respondents remained neutral

and about 20% denied that branding affects their purchase intention of cars (figure 27).

BRANDING OF CARS BY COMPANIES AFFECT
MY PURCHASE INTENTION

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 27. Participants’ responses regarding the effect of branding of cars on purchase intention
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4.3.7 Economic factors

Economic factors like income, employment, inflation, general economic conditions, etc. affect every
economic decision of a person. Since car purchase requires a significant economic and financial involve-
ment economic factors may affect the car purchase intention of customers. To measure the effect of
economic factors on car purchase intention of customers, respondents were asked whether they consider
income and repayment capacity before choosing a car. The results presented below (figure 28) imply
that about 44% of respondents strongly agreed and 45% agreed with the statement while only 11% re-
mained neutral. This implies almost all respondents consider their income and repayment capacity before

choosing a car.

| CONSIDER MY INCOME AND REPAYMENT
CAPACITY BEFORE CHOOSING A CAR

B Neutral MAgree M Strongly Agree

FIGURE 28. Responses on consideration of income and repayment capacity before choosing a car.

Customers were also asked whether they prefer to drive their old car if the economic situation is tight.
About 11% of respondents strongly agreed and about 67% agreed with the statement. About 19% of

respondents remained neutral and 3% opposed the statement (figure 29).
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| PREFER TO DRIVE OLD CAR IN TIGHT
ECONOMIC SITUATION

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 29. Responses on whether customers prefer to drive the old car in tight economic situation.

Another question regarding economic factors asked whether respondents would change/buy a car if their
income level changes. The following figure (figure 30) shows about 14% strongly agreed and 42%
agreed with the statement. About 25% remained neutral and about 19% disagreed with the statement.

This means the majority of the customers will change or buy a car if their income level changes.

| WILL CHANGE/BUY CAR, IF MY INCOME
LEVEL CHANGES

W Disagree M Neutral mAgree mStrongly Agree

FIGURE 30. Whether respondents will change or buy a car, if their income level changes.
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4.3.8 Impact of COVID-19

Covid-19 has devastated the whole world with the death of over 3 million globally. Like other countries
government of Finland also imposed a countrywide lockdown several times for restraining the spread of
the virus. It is assumed that COVID-19 has some impact on the car purchase intention of customers. For
assessing the impact of COVID-19 some questions were asked to respondents. Firstly, respondents were
asked whether their income level has been affected by the pandemic. The responses in the following
figure (figure 31) demonstrate that about 47% of respondents agreed that their income level has been
affected by COVID-19. About 3% of respondents remained neutral while 31% disagreed and 19%
strongly disagreed that their income level has been affected by the COVID-19 pandemic.

MY INCOME LEVEL HAS BEEN AFFECTED BY
COVID-19 PANDEMIC

MW Strongly Disagree M Disagree M Neutral Agree

FIGURE 31. Responses on effect of the COVID-19 pandemic on income level.

The respondents have also been asked whether their preference of cars has been affected by the pan-
demic. The results in the following figure (figure 32) show only 8% of respondents agreed that their
preference for a car has been affected by the pandemic. About 50% of respondents remained neutral,
about 42% (22%+20%) disagreed that their choice of cars has been affected by the pandemic.
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MY PREFERENCE FOR CAR HAS BEEN
AFFECTED BY THE PANDEMIC

m Strongly Disagree M Disagree M Neutral mAgree

FIGURE 32. Responses on whether the preference for the car has been affected by the pandemic.

The survey participants were also asked whether they want to delay their purchase decision because of
travel restrictions and the economic crisis led by COVID-19. The results show that majority of the re-
spondents are agreed and strongly agreed (61%+8%) with this statement. About 11% remained neutral
and the rest 20% either disagreed or strongly disagreed that they want to delay the purchase decision
(Figure 33).

| WANT TO DELAY MY CAR PURCHASE DUE TO TRAVEL
RESTRICTIONS AND ECONOMIC CRISIS LED BY COVID-19

Em Strongly Disagree M Disagree M Neutral mAgree M Strongly Agree

FIGURE 33. Customers’ delay of car purchase due to the COVID-19 pandemic.

Lastly, the participants were asked whether they prefer budget cars during the pandemic to cut their
costs. In response about 3% strongly agreed and about 28% of respondents agreed with the statement
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that they want to purchase budget cars during the pandemic. About 50% of respondents remained neutral

about 19% disagreed or strongly disagreed with the statement (see figure 34).

| PREFER BUDGET CARS TO FULFILL MY BASIC
NEEDS DURING PANDEMIC

W Strongly Disagree

MW Disagree

Neutral

Agree

M Strongly Agree

FIGURE 34. Responses on the preference of budget cars during pandemic.

4.3.9 Impact Analysis using Regression Method

To analyze the level of impact of different variables on the purchase intention of customers regression

analysis has been done. In the regression analysis Purchase intention has been used as the dependent

variable and 7 dimensions used in the theoretical framework have been used as the independent variable.

The model summary in the following table shows an R-Square of 0.580 which means 58% variation in

the dependent variable “Purchase Intention” can be explained by the independent variables used in the

model. The significance of the model is 0.00 which means the model is acceptable for analysing the

dependent variable.

TABLE 4. Model Summary

Adjusted  R|Std. Error of
Model |R R Square [Square the Estimate
1 7612 .580 AT75 47611

a. Predictors: (Constant), AVG_Covidl9, AVG_PEER,
AVG_FEATURE,
AVG_EF, AVG_PRICE

AVG_Aesthetics,

AVG_Brand,
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TABLE 5. ANOVA Table

Sum of
Model Squares df Mean Square [F Sig.
1 Regression [8.752 7 1.250 5.515 .0002
Residual  |6.347 28 227
Total 15.099 35

a. Predictors: (Constant), AVG_Covidl9, AVG_PEER, AVG_Aesthetics,
AVG_FEATURE, AVG_Brand, AVG_EF, AVG_PRICE

b. Dependent Variable: AVG_Intention

The coefficients table below shows price, feature, peer group influence, branding, and economic factors
have a positive impact on the purchase intention of customers. Among these variables price is significant
at 1% level, the feature of vehicles is significant at 10% level, peer group influence is significant at 5%
level and branding is significant at 10% level. On the other hand, aesthetics and COVID-19 have a

negative impact on purchase intention but both variables are insignificant.

The coefficients below imply that if the price of the car changes in favour of customers by 1%, the
purchase intention will increase by 0.466%. If features of the car increase by 1% purchase intention will
increase 0.275%. If peer group influence increases by 1%, purchase intention will improve by 0.352%.
If branding increases by 1%, purchase intention will improve by 0.199%. On the other hand, COVID-

19 has decreased purchase intention by 0.039% although the result is insignificant statistically.



TABLE 6. Coefficients Table

Unstandardized  Coeffi-

Standardized

cients Coefficients
Model B Std. Error  [Beta t Sig.
1 (Constant) -.579 1.603 -.361 .7120
PRICE 466 147 444 3.170 .004
FEATURE 275 138 .253 1.988 .057
Aesthetics -.060 139 -.061 -.430 671
Peer Group In-
352 134 342 2.627 014
fluence
Brand .199 115 .233 1.738 .093
Economic Fac-
.004 199 .003 .022 .983
tors
Covid19 -.039 .100 -.050 -.392 .698

a. Dependent Variable: Buying Intention

4.4 Discussion

46

This segment has critically discussed the findings analyzed in the previous segment. From the analysis

it is found that the variables and dimensions used in the research are consistent. Cronbach’s Alpha test

proved that the 07 independent variables which may affect the purchase decision of Finnish automobile

buyers are internally consistent.

From the analysis of demographic data, it is found that most of the participants are young aged below

35 years. This research’s findings can be used by companies to understand the car buying intention of

younger people in Finland. Most of the participants are graduate students. Among the participants, all

participants except 2 have at least one car. The income level of the majority of participants is below
€30,000. According to OECD (2021), per capita income in Finland is about €33,449. Because most of

the participants are students, it is natural that their income level will be lower than full-time jobholders.
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Despite not having car ownership by some participants, most of the participants have driving experience

and driving license.

From the analysis of customer purchase intention data, it was found that the majority of participants have
the intention to purchase a car. They argued that they need a car. The majority of the participants also
have opined that they will purchase the car in near future. This implies the purchase intention of cus-

tomers for a car.

Among the seven variables, it is found that the price affects the purchase intention of customers. Most
of the respondents have opined that the price of a car influences their purchase decision. If the price of
a car is lower relative to its features, customers may intend to purchase a car. The study found that most
of the participants do not think that a car will be of higher quality merely because of its high price. There
are other factors for determining the quality of a car. The research found that a significant majority of
respondents consider a car’s price and their personal budget before buying a car.

The research examined whether the features of cars influence purchase intention. From the research, it
was found that the majority of the participants want the latest technological features in their car. It was
also found that the majority of the participants emphasize the latest features as the sole factor for choos-

ing a car.

The research has revealed that the aesthetics or design of a car has a good influence on purchase inten-
tion. Most of the respondents agree that they like cars with attractive designs. They also agreed that the

look and feel of a car affect their purchase intention.

From the analysis of results related to peer group influence, it is found that the majority of the customers
take advice from friends and family before buying a car. This is due to having inexperience regarding a
specific car brand or model. If others have prior experience of using a car, it is easier for the forthcoming
buyers to take the decision on that car model or brand. The analysis also revealed that although customers
take advice from friends and family their opinion influences the purchase intention of about one-third of
participants. Others did not recognize that they are influenced by the opinions of others. It is also found
that most of the probable customers search websites and social media to find out detailed information
and review about their prospective car model. About half of the participants agreed that online and social
media reviews influence their purchase intention. Customers are discouraged to buy a car which has a

negative review online.
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The analysis related to branding implies about one-third of respondents consider the brands as the most
preferred factor for their purchase intention. About half of the respondents prefer brands having good
fame and elegance. They also recognized that the branding of cars affects their purchase intention. It is

an indication for companies, which shows the necessity of branding for attracting more customers.

From the analysis of economic factors, it is found that almost all customers consider their income and
repayment capacity before making a purchase decision. The majority of respondents recognized that
they will continue to drive their existing car (if any) in case of any personal tight economic situation but
they will change their car when their income level changes.

The analysis in the above section reveals that the income level of less than 50% of respondents has been
affected by COVID-19. The majority said their income level has not changed. This is maybe due to
government aid during the pandemic. A very small portion of customers agreed that their preference for
car has been affected by the pandemic. This implies despite the pandemic customers did not change their
choice. But the majority of participants agreed that they want to delay the car purchase due to travel

restrictions and the lockdown situations led by COVID-19.

From the regression analysis, it is found that price of the car, car features, peer group influence, branding
and economic factors have a positive impact on the purchase intention of customers. Among them, price
of a car, car features, peer group influence, and branding have a significant impact. If the price of cars
decreases, purchase intention will increase. It is also found that if new features of cars are incorporated,
the purchase intention of customers increases for that model. The results also reveal that peer group
influence has a significant impact on purchase intention. Positive social media and peer group reviews
increase the purchase intention of customers for a particular model. It is also found that branding im-
proves the purchase intention of customers. The study also revealed that economic factors like income
influence purchase intention significantly. If the income level rises, customers become interested to buy
new cars. The findings revealed that the COVID-19 pandemic has an insignificant negative impact on
the purchase intention of car buyers. Therefore, the hypothesis that COVID-19 has a significant negative

impact on purchase intention is rejected.

Thus, some hypotheses of the research have been proved and some hypotheses have not been proved
from the research.

Hypothesis 1: Pricing has a significant positive impact on purchase intention. [Accept]
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Hypothesis 2: Features have a significant positive impact on purchase intention. [Accept]
Hypothesis 3: Aesthetics has a significant positive impact on purchase intention. [Reject]
Hypothesis 4: Peer group influence has a significant positive impact on purchase intention. [Accept]
Hypothesis 5: Brand has a significant positive impact on purchase intention. [Accept]

Hypothesis 6: Economic factors have a significant positive impact on purchase intention. [Reject]
Hypothesis 7: COVID-19 has a significant negative impact on purchase intention. [Reject]

The findings of this research are supported by the findings of Kowang, Samsudin, Yew, Hee, Fei, &
Long (2018). In that research, the authors found that price, aesthetic, features, and interpersonal influ-
ence have a significant impact on the purchase intention of Malaysian car buyers. They emphasized
aesthetics most. But this research has found that price has the most significant impact on purchase in-
tention. After that peer group influence and car features are the second and third important factors that
affect purchase intention. The research of Asghar, Iftikhar, Ejaz, Baig, Hafeez & Khan (2019), revealed

that branding affects the purchase intention of cars in Pakistan.
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5 CONCLUSION AND RECOMMENDATIONS

This chapter contains the conclusion of the research. The conclusion has been drawn based on findings
from the above chapter. Some recommendations have also been made based on the findings of this re-

search.

5.1 Conclusion

This research aimed to critically investigate the impact of the COVID-19 pandemic on the automobiles
purchase intention of customers in Finland. For fulfilling its aim, primary research has been done. Data
were collected from a sample of respondents from Finland. In the previous chapters, collected data have
been analyzed. Moreover, before doing the analysis, a literature review has been done using existing
published data. Based on the literature review and analysis and discussion, the conclusion can be made

according to research objectives.

The first research objective was to analyze the current situation of the automotive industry in Finland.
From the literature review, it is found that at present Finland does not have its own automobile brand in
the passenger car segment. It has some contract manufacturers like Velmet Automative which produces
cars for different brands. Due to the smaller market size and lack of suitable entrepreneurship Finland
couldn’t build its car brand although its neighboring country Sweden is home to some renowned auto-
mobile brands like Volvo, Scania and SAAB. Finland depends on imports for its internal demand of

automobiles.

The second research objective was to critically investigate the factors affecting the automobiles purchase
intention of customers in Finland. From the analysis, it can be concluded that the price of cars has a
significant positive impact on the automobiles purchase intention of customers. If the price becomes
down, buyers become interested to buy a new car. It can also be concluded that features of cars have a
significant positive impact on vehicle purchase intention. Customers expect the latest features in cars
including fuel-saving and computer technologies. This implies there is a prospect of new technology
cars including electric vehicles in Finland. The research also concludes that peer group influence has a
significant positive impact on purchase intention. Besides recommendations from friends and family,
prospective customers search internet sites and social media for reviews of a particular car model. Social

media and online review sites influence customers’ purchase intention significantly. Lastly, it can also
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be concluded that branding has a significant positive impact on purchase intention. Customers see brands
as an icon of reliability and elegance. Therefore, it is crucial for car brands to brand them suitable for

their target segment.

The third research objective was to analyze and discuss the impact of COVID-19 on the automobile
purchase intention of customers in Finland. From the findings of the research, it can be concluded that
COVID-19 has an insignificant negative impact on the purchase intention of automobile customers. Alt-
hough customers want to delay their car purchase plan due to pandemics, most of the customers do not

want to change their choice of cars because of the pandemic.

5.2 Recommendations

Based on the finding of the research some measures are suggested generally for automobile companies.
As Finland does not have any significant automobile brand of its own in the traditional automotive seg-
ment, the government can motivate companies to establish new brands in the electric vehicle segment.
Although some initiatives have been taken by some private sector companies, those initiatives are not
enough to meet global competitors like Tesla. More aggressive initiatives are required from both the

private and public sectors to establish new brands in this industry.

Since most of the customers are sensitive to pricing, car companies may provide periodical price offers
to boost their sales in the pandemic era. Customers focus on the latest features in the cars. Therefore,

automotive companies should bring new models in Finland market having the latest technologies.

Customers are heavily influenced by peer group recommendations and online reviews on social media
and other sites. Companies should make a planned investment on social media advertisements and han-

dle online reviews cautiously to create a positive image of their car brands.

Companies should continue to invest in branding. In the age of social media and the internet, the signif-
icance of branding has not been reduced at all. Companies should plan and develop their brand wisely

according to their target segment.

Since COVID-19 has a negative impact on automobile buying intention and customers want to delay

their purchase, companies need to plan their manufacturing according to the movement of pandemic. A
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recovery plan should be made by both the companies and the government to return to the pre-pandemic
state of the industry.

5.3 Further Research

Based on this research extensive research can be undertaken in the future. There is scope for further
analysis of buying intention of customers for new technology cars like electric vehicles. Further research
can also be taken for analysis of the impact of social media on customers’ buying behavior of automobile
in Finland. Based on the findings of the research further research can be undertaken for exploring the

impact of COVID-19 on other business sectors by taking a larger sample.
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APPENDIX 1/1

Survey Questionnaire

Dear Respondent

I have been conducting this survey as part of my research project under Bachelor Program at Centria
University of Applied Sciences, Finland. The aim of this research is “To explore the impact of COVID-
19 on Buying Intention of Automobiles Customers in Finland”.

I request you to answer all questions to the best of your knowledge. The responses will be used for
academic purpose remain confidential. Completion of the whole questionnaire will take less than 10
minutes.

Questions
Please tick (\) your answer & write on blank space (where applicable)

Section I: Background Information

Description Choice Tick (\)
I.1. Gender Male ]
Female O
Other ]
1.2. Age 18-24 o
25-34 O
35-44 O
45-54 O
55-64 O
> 65 O
1.3. Education Under middle school O

High school or equivalent
Bachelor degree or equiva-
lent

Master degree and above O

O

1.4. Marital Status Single

Married without child
Married with child (children)
Engages

oo |o|o

I.5. Number of Members in Family

VIS WINF-

I.6. Number of vehicles you/ your family (if mar-
ried) own

N O
O
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3 i
>4 O
[.7. Annual Income (EUR) <30,000 O
30,000-59,999 O
60,000-99,999 O
100,000-199,999 i
> 200,000 O
1.8. Driving Experience <3 O
3-5 O
6-8 O
9-12 O
13-15 O
216 ]
Section I1: Factors Affecting Purchase Intention
Strongly Disa- | Disagree Neutral Agree Strongly Agree
gree
1 2 3 4 5
SL Questions Responses
no.
Purchase Intention
| need a Car 11213415
| am planning to buy a car 112345
| want to buy a car in near future 112 |3|4]|5
A. Pricing 1 |2 |3 |4 |5
1 Price of car affects my purchase intention 1 |2 |3 |4 |5
2 | think the higher the price the better thequality |1 |2 |3 [4 |5
3 | emphasize most on price and my budgetwhile |1 |2 |3 (4 |5
choosing a car
B. Features
4 | prefer latest features in my car 1 |2 |3 |4 |5
5 | prefer fuel saving and computer technologyin |1 (2 |3 |4 |5
my car
6 | emphasize most on features of the car while 1 |2 |3 |4 |5
choosing a car
C. Aesthetics
7 | like cars having good design and looking 1 |2 [3 |4 |5
8 Look and feel of cars affect my purchase deci- 1 |2 |3 |4 |5
sion
9 | prefer look of car to other features if I am 1 |2 |3 |4 |5
asked to choose one option
D. Peer Group Influence
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10 | take advice from my friends and family before 3 |4 |5
choosing a car

11 Opinion of my friends and family affects my 3 |4 |5
choice of cars

12 | search websites and social media reviews be- 3 |4 |5
fore buying a car

13 Opinion from social media affect my choice of 3 |4 |5
cars

E. Brand

14 Brand is the most preferred factor to me for 3 |4 |5
choosing a car

15 | like car brands having good fame and elegance 3 |4 |5

16 Branding of cars by companies affect my pur- 3 |4 |5
chase intention

F. Economic factors

17 | consider my income and repayment capacity 3 |4 |5
before choosing a car

18 | prefer to drive old car in tight economic situa- 3 |4 |5
tion

19 I will change or buy car, if my income level 3 |4 |5
changes

G. Impact of COVID-19

20 My income level has been affected by COVID- 3 |4 |5
19 pandemic

21 My preference for car has been affected by the 3 |4 |5
pandemic

22 | want to delay my car purchase due to travel re- 3 |4 |5
strictions and economic crisis led by COVID-19

23 | prefer budget cars to fulfill my basic needs 3 |4 |5
during pandemic




