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on the relationship between facilitating conditions and purchase intention has not 

been comparatively strong. This can also be explored by employing a mixed method 

to examine the psychological aspects of purchase intention. As this study is primarily 

based on reasoning related to the effect of perceived risk on purchase intention utilizing 

�
�� �	��	� %������ �
�� ������� ��� ������"��� ���$� ���� '�� �������������� "��������� ������

other theoretical models as well. Commercially, the impact of branding and customer 

perceived brand values would lead to the reduction of perceived risks in selected 

contexts, and therefore, future research can be undertaken to measure brand image 

and perceived brand values in order to investigate whether they change the impact of 

perceived risk on purchase intention or not. 

Conclusion

The study presents and validates performance expectancy, effort expectancy, social 
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intention of customers of AFVs in Sri Lanka. However, though it is cited in previous 

studies that facilitating conditions is the most important factor in the automobile 

research context relating to AFVs, this study concluded that the impact of facilitating 

conditions on the purchase intention of AFVs in Sri Lanka was comparatively low. This 

was attributed to perceived risk, which was treated as a moderating variable of this 
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purchase of AFVs, especially in Sri Lanka. 
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