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[bookmark: _Toc216007398]Abstract 
[bookmark: _Hlk215844552][bookmark: _Hlk215915184][bookmark: _Hlk215883969]This study investigates the key factors that drive consumer choice when selecting an electric vehicle (EV), responding to the growing global transition from internal combustion engine vehicles to more sustainable transport solutions. The research aims to examine the role of economic, technological, environmental, demographic and policy-based factors in consumer decision-making on the EV market. The study adopts a pragmatist philosophical approach and applies an inductive qualitative research design based on a phenomenological research approach to obtain the real-world experiences and perceptions of the consumers. The primary data has been gathered in the form of semi-structured interviews with purposely selected respondents who were buyers or would like to be buyers of an EV. The thematic analysis was used to analyse the data, which gave an opportunity to find common patterns and meanings in accounts of participants. The results discovered four prevailing themes that were Economic Value and Incentives, Technological Confidence and Brand Trust, Charging Accessibility and Range Confidence, and Environmental Values and Social Influence.
The findings demonstrate that economic considerations of the price of purchase, cost of operation, and government subsidies are the most influential influencers of the EV choice. The technological features, including battery range, charge rate, and intelligent vehicles, define the attitudes toward reliability and desirability greatly, and brand reputation is one of the sources of trust. Charging infrastructures have high perceived feasibility when they are available and visible, especially in urban-rural settings. Environmental concern was established to be a significant, yet secondary motivating power which frequently acted in concert with social influence and identity. In general, the research indicates that EV consumer preference can be influenced by a complicated combination of financial, technological, infrastructural, and socio-cultural aspects that can provide valuable information to policymakers, manufacturers, and sustainability activists interested in expediting the EV penetration.
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[bookmark: _Toc216007399]1.0 Introduction  
[bookmark: _Toc216007400]1.1 Background  
This study focusses on evaluating the factors that drive the choices of consumers in selecting electric vehicles.  Dar and Gul (2024) define consumer choices as the decisions individuals make regarding which types of goods and services to purchase, based on their preferences, budget constraints and availability of alternatives products.  On the other hand, Sanguesa et al. (2021) note that electric vehicles are vehicles that use at least one electric motor for propulsion and are powered by energy from rechargeable batteries. Electric vehicles include battery electric vehicles (BEVs), plug-in hybrid electric vehicles (PHEVs), hybrid electric vehicles (HEVs) and fuel cell electric vehicles (Norouzi et al., 2022).  Ma et al. (2021) state that these types of electric vehicles tend to have different features that impact the selling price, maintenance costs and government subsidies. Statistics show that Battery Electric Vehicle (BEV) are the most used vehicles with Tesla Model Y recording the highest selling globally in 2024 (Oliva, 2025; Malik, 2025). According to Yue et al. (2022), BEV are electric vehicles that use electric motors and batteries with no internal combustion engine. However, the major limitation associated with these vehicles is that they are expensive, limiting most individuals to purchase them. 
Studies by Yue et al. (2022) cite multiple factors that have driven need for transition from gasoline powered vehicles to electric vehicles.  These factors include confluence of technological advancement, supportive government policies, escalating environmental concerns, changes in consumer preferences and demographic factors (Wang et al., 2021). As Admin (2025) and Bin Ahmad et al. (2022) discuss, launching of the first hybrid car, Toyota Prius in 1997 influenced development more advanced EVs in 20 centuries such as Tesla.  The statistics indicate that number of electric vehicle users has drastically increased from approximately 10.2 million by the end of 2020 to 58 million by the end of 2024 (IEA, 2024). Zaino et al. (2024) reveal that significant percentage of the global population prefer electric vehicles over gasoline vehicles because they are cost saving.  Also, Haghani et al. (2023) argue that over 20% of the new cars sold globally are electric vehicles.   Increase in the number of buyers of electric vehicles influences the manufacturers to shift from gasoline vehicles to electric vehicles (Zaino et al., 2024). In addition, Kottala et al. (2025) state that changes in consumers' perception towards electric vehicles has been significant in increasing the number of people using these vehicles. For example, infrastructure development such as expansion in charging stations has consumers anxiety encouraging them to shift from gasoline vehicles to electric vehicles (Johnsen et al., 2023).  The statistics indicate that China is the leading contributor of global increase in charging stations accounting for 65% since 2020.  Also, it is revealed that European public telling stations have increased to 35% by 2024 (IEA, 2025).  Also, Esplin et al. (2022) point out that government support through tax incentives have encouraged consumers to prefer electric vehicle
es.  Furthermore, Buhmann and Criado (2023) indicates that despite initial purchasing prices of electric vehicles being high, most consumers prefer them because of long time saving costs.  However, Jia et al. (2022) argue that initial high purchasing cost remains to be an obstacle to avoiding electric vehicles.  
Furthermore, global data shows that transport sector contributes approximately a quarter of total global emissions due to overreliance on the fossil fuel that results in emission of greenhouses gases such as CO2 during combustion process (Solaymani and Botero, 2025). Intergovernmental Panel on Climate Change (IPCC) (2023) indicates that there has been raise in temperature by 1.5 °C compared to pre-industrial levels (IPCC, 2020).  Intergovernmental Panel on Climate Change (IPCC) (2023) note that climate change has adverse impact such as increasing natural disasters such as Tsunamis and floods due to increase in the sea level because it natural disaster impacts the economic activities such as supply chains. This has led to raise in initiatives implemented by governments and environmental organisation to reduce emission of greenhouse gases (IPCC, 2020).  Javazi et al. (2025) reveal that most of the government polices globally support the use of electric vehicles to reduce the emission of greenhouse gases.  For instance, one of the UK policies that encourages the use of electric vehicles is 2035 Ban, which aims to burn the sales of petrol and gasoline vehicles in 2035 (GOV.UK, 2023).  

Moreover, technological advancements such as the drop in battery costs between 2010 and 2021, which increased average battery range by approximately 200% have made electric vehicles far more viable for daily use (Mojumder et al., 2025). These improvements also show a 15% increase in overall EV efficiency. Koech et al. (2024) argue that these advancements combined with better battery life and energy density, promotes the practical appeal of electric vehicles.  Besides, VikramGoud et al. (2024) add that the emergence of cutting technology has improved modification of electric vehicles, which has increased the interest of people in purchasing EVs.  For example, self-driving vehicles that rely on artificial intelligence make EVs seem classic (Garikapati and Shetiya, 2024). In addition, according to Song et al. (2025), demographic factors significantly determine choices of electric vehicles.  For example, according to Lloyds Banking (2024), data shows that high income individuals (individuals earning more than £100,000) are more likely to purchase electric vehicles than lower income individuals, because EVs are expensive even with the government incentives. Moreover, Zhang et al. (2024) state that people living in urban areas are more likely to purchase electric vehicles than those living in remote areas because of easy accessibility of charging stations.  Besides, Octopus (2025) add that educated and young individuals such as millennials and gen Z have increased using EV because they are more concerned with environmental concerns as well as my devices in technology associated with EVs.
[bookmark: _Toc216007401]1.2 Rationale 
The significance of this topic is linked to a pressing need for sustainable transport.  Firstly, according to Department for Transport (2024), the transportation sector accounts for a significant amount of global greenhouse gas (GHG).  Therefore, the widespread adoption of EVs is considered a significant strategy to reduce greenhouse gases emission (Tyers et al., 2024). As Dubois et al. (2019) discuss, consumer choices are the key determinants of global greenhouse emission because this shows that understanding consumer choice regarding electric vehicles is crucial to implement effective strategies to accelerate transition from gasoline vehicles to EVs. Understanding the consumer choices, helps manufacturers meet consumer needs by integrating key EVs features (Mandys, 2021).  
Secondly this research is significant in information by identifying which interventions are most significant in influencing decisions of consumers to select EV.  This is because most of the government is doing it and implementing various policies to encourage adoption of EV for example by building charging networks (Sun et al., 2024).  Therefore, this research will help the government to make relevant policies to promote transition of consumers using EVs. 
 In addition, this study is significant to boost the global economy because the EV market is expanding rapidly.  This change has major implications towards the automotive industry, national economies and energy providers (Leggett, 2025).  Finnerty (2025) stress that understanding the market trend in selling of the EV will help the manufacturers and marketers to invest more in EV, eventually leading to a high return. 
[bookmark: _Toc216007402][bookmark: _Hlk215918917]1.3 Aim
The aim of this study was to explore and analyse the key factors that influence consumer decision-making when selecting an electric vehicle (EV). The research analysed the use of political and personnel influence, technological attributes, environmental consciousness, economic actions, brand image, and policy advantages on consumer choice. The purpose of the study is also to comprehend how such factors have changed over the years especially due to the world events like COVID-19 pandemic and the increased urgency over climate change.
[bookmark: _Toc216007403]1.4 Objectives 
i. To discover and critically evaluate the key determinants that impact consumer choice in the electric vehicle industry that include international geographical perception/behaviours/culture, performance, price, charging infrastructure, environmental concern, and government incentives. 
ii. To evaluate the role of brand reputation and technological innovation (e.g., battery range, autonomous features) in shaping consumer preferences for specific EV manufacturers such as Tesla, BYD, NIO, Nikola or traditional automakers entering the EV space.
iii. To examine how external influences such as public policy, fuel prices, and global economic events (e.g., COVID-19, supply chain disruptions) impact consumer purchasing behaviour and attitudes toward electric vehicles.
iv. To analyse demographic and psychographic consumer segments to determine how age, income, lifestyle, and environmental values correlate with EV adoption and brand choice.
[bookmark: _Toc216007404]1.5 Research question 
i. What are the most influential factors driving consumer choice when selecting an electric vehicle?
ii. How do technological features and brand reputation affect consumer preferences in the EV market?
iii. To what extent do government policies, incentives, and external global events influence EV purchasing decisions?
iv. How do consumer demographics and values shape the decision-making process for adopting electric vehicles?

[bookmark: _Toc216007405][bookmark: _Hlk215844495]2.0 Literature Review 
[bookmark: _Toc216007406]2.1 Introduction 
The quick transition in the global market towards the use of electric vehicles (EVs) in the place of internal combustion engine (ICE) automobiles produced a significant amount of scholarly, policy-oriented, and industry-specific literature that seeks to comprehend what defines consumer choice in the new market segment of electric vehicle technology (Jagani et al., 2024). As the rate of EV adoption accelerates due to environmental issues, Mesquita et al. (2025) note that the development and implementation of technologies, government policies, and the change in social value systems; this is because this literature shows that the decision-making environment is complex as the economic, psychological, cultural, and infrastructural factors interact. The study analyses these areas of literature critically to identify a strong conceptual base of what motivates consumers to choose an EV and how these motivations can be related to the research questions presented in Chapter 1.   

A study by Competition and Markets Authority (2021) on EV consumer behaviour has grown considerably in the past ten years in part due to EVs being one of the key strategies in meeting carbon reduction targets. Much of the early literature dwells on environmental concern as the main driving force implying the adoption of EV, by consumers, to minimise their carbon footprint or help in curbing climate change (Pamidimukkala et al., 2024). Nonetheless, more current research such as the one conducted by Kirchner-Krath et al. (2024) proves that being environmentally conscious is not enough to impact large numbers of people to adopt it. Rather, Morgan et al. (2023) emphasise the relevance of such economic factors as the initial purchase price, fuel and maintenance savings in the long term, and the presence of government incentives as defining consumer readiness to switch. These results have a direct relation to the aim of this study which is to define the most influential factors that impact on EV selection process (Bektaş and Alcura, 2024). 

The major theme that is dominant in the literature is related to the technological innovation, this is in the range of the battery, the rates of the charging, the capabilities of the vehicles as well as the incorporation of the advanced digital capabilities. Kennedy et al. (2023) insist that consumers do not consider electric vehicles as an ecological alternative but more as technologically better and more convenient and modernised driving experiences. As stressed in Chapter 1, the technological advancement of battery technology in the form of reduction of spending and expansion of range has changed the demands of the consumers. This change also overlaps with the research on brand-related issues, which emphasise that the manufacturers of Tesla, BYD, or NIO employ technological images and innovation stories as the fundamental aspects of brand identity (Gonzalez, 2025). Thus, technological ability and brand reputation should be analysed as one element of the analysis of EV consumer preferences, which is supported by the second objective of the study (Phuthong et al., 2024).     
Besides, it is shown that the availability of charging infrastructure has been one of the most effective factors of EV adoption (Sun et al., 2024). Nevertheless, even with the global growth of the charging networks, the issues related to the accessibility, the reliability, and the convenience of the charging remain (EV Boosters, 2025). This is what Reiner et al. (2020) commonly call range anxiety, and remains one of the factors that restrict adoption by risk-averse consumers. This becomes especially important in the context of this geographical and demographic information, which has been discussed in Chapter 1, with urban residents who have higher sources of income showing the intentions to use EVs more because of the improved infrastructure and more financial options.
Abubakar et al. (2024) document external factors that are particularly government policies, fuel price changes, and international disturbances like COVID-19 are also an essential component of recent literature. Haghani et al. (2024) remark that these externalities transform the perception of the market by changing the economic and social environment in which consumers assess EVs. An example is the pandemic, which exposed the weaknesses in the global supply chains, vehicle availability, prices, and views on technological reliability (Eldem et al., 2022). On the same note, as Brand et al. (2024) state, national decarbonisation, compulsory emission regulation, and consumer subsidies are always reported to have significant impacts in changing the purchasing behaviour of EVs. 
Lastly, Rafiq et al. (2024) tend to pay more attention to demographic and psychographic ones as they believe that the identity of consumers, lifestyle choices, environment values, and generational attitudes are the best predictors of EV adoption. This is indicative of larger sociocultural changes where younger, well-educated and more environmentally aware customers are early adopters, forming social trends that affect the behaviour of the general population (Theocharis and Tsekouropoulos 2025). Collectively, the literature is indicative of the dynamism of consumer choice in making an electric vehicle purchase being not a singular factor by one but rather a complex integration of economic, environmental, technological, cultural, and policy-related forces (Schiaroli and Fraccascia, 2025). Such introduction defines the theoretical background against which the further thematic analysis will be carried out and the gaps that prove the necessity of this inquiry.

[bookmark: _Toc216007407]2.2 Body 
[bookmark: _Toc216007408]2.2.1 Economic Considerations: Price, Total Cost of Ownership, and Incentives 
Numerous sources claim that financial reasons are still the most powerful and significant predictors of EV adoption, and that it is often more significant than either environmental or technological reasons (Figueiredo and Baptista, 2025). Many works by Santos and Rembalski (2021) point to the fact that consumers might be very interested in the environmental advantages of EVs, but the high initial cost of purchase remains a major obstacle (particularly with BEVs). According to research by Ejeh et al. (2023), the consumer economics provides evidence that households adopt a cost-benefit model in the comparison of EVs with ICE vehicles which in most cases focus on the short-term affordability rather than long-term savings. As Ejeh et al. (2023) critics, EVs are less expensive to maintain and fuel, but the total cost of ownership is not well comprehended by the average customer, and so lower running costs do not necessarily equate to increased uptake.
The financial load of high initial prices has been broadly recognised to be mitigated through government subsidies in the form of tax exemptions, purchase rebates, low road taxes, and free parking, among others (Samawi et al., 2025). Nevertheless, as the article by Caulfield et al. (2022) also underlines, there is also a critical contradiction in the rewards: the higher-income populations are already able to afford EVs without the need to promote them through stimulus packages. Therefore, Berry et al. (2022) observe that, although incentives are used to facilitate adoption, they have the unintended effect of increasing the socioeconomic gap. It helps to fulfill the research goal of investigating the intersection of the economic factors with demographics to affect EV choice.
[bookmark: _Toc216007409]2.2.2 Technological Features and Performance: Battery Range, Charging Speed, and Innovations 
The literature introduces technological ability as an enabler and a hindrance of EV choice (Satpathy et al., 2025). As Rainieri et al. (2023) state, battery range is regarded as the most focused factor that has a significant impact on convenience and reliability perceptions by consumers. According to many researchers, the fear of running out of charge on the way can be called range anxiety, and it is the most enduring psychological impediment. This occurs in spite of the fact that EV component of the modern age is going above 300-400 miles per charge (Rahman and Thill, 2024). Therefore, Rode et al. (2025) believe that one of the primary reasons why consumers hesitate to drive long distances is not technical constraints but deep-rooted attitudes and cultural traditions. 
Speed in charging and degradation of battery also make their way into the literature. Even the slow refuelling times, which can be beneficial when used in normal commuting, are seen unfavourably after being compared to the speed at which petrol cars refuel (Tomaszewska et al., 2019). According to Wadud et al. (2025), this creates a mismatch between the technological advancement and consumer demands.
Besides that, literature by Halder et al. (2020) indicate the capability of sophisticated technological features like autonomous driving and connected infotainment systems, software updates via the air, and improved safety systems as a potent brand differentiator. As Long et al. (2019) state, a dominant position of Tesla is often explained not only with the range of batteries but also with the positioning of the EVs as high-end, high-tech products of the luxury lifestyle. This will help the purpose of the research to determine the interactions between technology and brand reputation to shape consumer preferences.
[bookmark: _Toc216007410]2.2.3 Charging Infrastructure and Accessibility 
Across global studies, the availability of charging infrastructure is referred to as one of the most impactful structural events that affect EV adoption (Sun et al., 2024). The study of Hartvigsson et al. (2022) continuously indicates a high correlation between the geography density of the charging and EV sales. The distribution of EV access is nonlinear as urban areas that have highly built systems of charging have far greater uptake compared to rural and remote regions (Sun et al., 2024). According to critics by McKinsey and Company (2024), consumers lack proper assessment of the real necessity of charging points since most EV charging occurs in residential areas. However, Budnitz et al. (2024) mention that exposure to public chargers decrease perceived risk and enhance social acceptance. Moreover, the reliability of the chargers, different payment systems, and the number of high-speed charges create user experience issues, which lower the confidence. According to Pricewaterhouse Coopers (2025), this indicates that infrastructural development should keep up with the demand on EV adoption growth by consumers.


[bookmark: _Toc216007411]2.2.4 Environmental Awareness and Climate Motivation
The literature is full of discussions on environmental concern as a symbolic force of EV adoption, but little is known about its practical effect (Pamidimukkala et al., 2024). Research by Yadav (2025) implies that although customers have been found to be concerned with climate change, the translation of environmental values into purchasing behaviour is uneven, in addition that sustainability consciousness has been shown to be a secondary or complementary driver to an already economically or technologically sound decision.
However, as Buhmann and Criado (2023) demonstrate, younger consumers, high-education people, and those with great environmental identities tend to think about EVs. Moreover, environmental motivations are more influential in the countries with a high level of pollution or a strong environmental activism (Sustainable Business Magazine, 2025). Barnett-Itzhaki and Tsoury (2025) maintain that the idea of environmental awareness does not act as a vacuum determinant but instead connects to the demographic factors and consumer values.
[bookmark: _Toc216007412]2.2.5 Government Policy, Regulation, and External Global Events 
One of the strongest external factors that form EV adoption is government intervention (Alali et al., 2022). Qadir et al. (2024) have noted that the policy mechanisms in the literature comprise financial incentives, bans on gasoline vehicles, and carbon standards and regulations, investing in charging infrastructure, and mass media campaigns. According to Department for Transport (2025), these policies reshape the economic picture, taking away the appeal of ICE vehicles and making EV vehicles more affordable. In one instance, Department for Transport (2025a) says that the imposition of prohibitions on petrol vehicles sales in 2030s in such countries as the UK and some of the EU makes a very good sign to the market, which will speed the move.  
The article by Arribas-Ibar et al. (2021) also demonstrates that the global events (COVID-19 pandemic and supply chain disruptions) influenced the EV purchasing behaviour. Lower travel due to the pandemic changed the habits of fuel consumption, and the lack of semiconductors expanded the time frame of EV delivery and the volatility of prices (Aljohani et al., 2025). Also, Gago and Vale (2025) emphasise that the volatility of oil prices has an impact on consumer behaviour, and the rise in fuel prices leads to the popularity of EVs. Policy and external events, therefore, act as a booster, which subsequently affects the market conditions that determine consumer choice in support of Research Question 3 and in line with the objectives of the study.
[bookmark: _Toc216007413]2.2.6 Brand Reputation, Trust, and Consumer Perception
According to brand-related literature, reputation has been found to play a substantial role in the choices of consumers to purchase EVs, particularly in a market that is highly innovative and is perceived to be technologically risky (Schiaroli and Fraccascia, 2025). Yan (2022) indicates that Tesla, BYD, and NIO brands enjoy good innovation stories, and their reputability, whereas traditional automakers entering the EV market struggle to gain confidence in their new electric collections. Emphasing the importance of perceived technological leadership, safety record, social identity, and brand symbolism, O’Higgins and Fatorachian (2025) emphasise that consumer trust depends on these factors. Gauer et al. (2025) note that EV ownership is perceived by consumers as the manifestation of futuristic or environmentally conscious identity, and this positioning is taken strategically by brands. Nevertheless, critics by Andrews’ (2023) study caution that overroding the brand impression on objective assessment of performance or sustainability claims can be quite an issue.
[bookmark: _Toc216007414]2.2.7 Demographic and Psychographic Determinants of EV Adoption
The literature is highly persuasive in terms of the significance of demographic variables income, age, education, location and psychographic variables including values, lifestyle and risk tolerance (Al Faouri et al., 2019). According to the explanations of Peñasco (2024), the greatest predictor of demographics is always high income because of the initial cost barrier. Philip and Whitehead (2025) are of the opinion that younger consumers are more inclined to EVs because they are more environmentally concerned and attached to technology products. The people in urban areas embrace EVs easily because of the presence of infrastructure (Budnitz et al., 2024a). These findings are directly connected with Research Question 4 and explain why the study should study demographic segmentation.  
[bookmark: _Toc216007415]2.3 Concluding Summary 
The reviewed literature shows that the economic, technological, infrastructural, environmental, policy-driven, and demographic factors are a complex combination that influences consumer choice when it comes to the choice of an electric vehicle (EV). Such factors as economic factors especially initial purchase price, the perceived total cost of ownership, and access to financial incentives can be seen as some of the most decisive factors. While savings in the long term and lower maintenance expenses are established, the literature shows that the affordability of EVs is being eroded by lingering consumer doubts, which are prevalent in literature. Digital features, battery performance and range, and technological innovation are also demonstrated to have a strong effect on EV desirability and advanced capabilities add not only functional value to the product but also to brand perception and consumer identity. The literature on charging infrastructure has constantly found the availability and reliability of charging infrastructure to be key factors in adoption, which supports the notion that the physical accessibility of charging infrastructure has a direct influence on consumer confidence. The issue of environmental concern, despite its popularity as a reason, in most situations is a secondary reason and it is more effective within younger and educated groups as well as those who are environmentally oriented. Government policy, disruptions in the global economy, and fluctuations in fuel prices are further contexts that can be used and help to create the bigger picture of circumstances under which consumers consider EVs. The reputation and trust of the brand contribute to the distinction of EVs in an increasingly competitive market as well since emerging manufacturers are seeking to gain some legitimacy against the more established brands. Although the current study is comprehensive, there are a number of gaps. First, a large part of literature considers individual factors independently, but the reality of decision-making in the real world is complex and multi-dimensional. Little has been done on the interplay of economic limitations, individualistic values and technological expectations. Second, the existing research focuses too much on early adopters and high-end consumers, restricting knowledge on mainstream market behaviour, especially in the middle- and low-income groups. Thirdly, the focus on infrastructure is quite broad, whereas regional differences, cultural norms and cross-national differences of behaviour that influence EV attitudes receive less emphasis. Fourth, the effects of global shocks like COVID-19, uncertainty in the supply chain, and change in fuel markets have not been longitudinally analysed, although it has been shown that the externalities have profound effects on consumer confidence and decision to buy.

The current investigation attempts to fill these gaps by taking a holistic approach to consumer EV choice, which includes studying both the interaction of economic, technological, policy-based, demographic, and psychographic factors to influence consumer EV choice. The analysis of various determinants at the same time and the introduction of different demographic views into the study will contribute to the existing literature by providing a more unified outlook on consumer decision-making. Moreover, the study will offer the latest information on how the global events and the fast-changing EV technologies are still transforming the consumer preferences hence forming academic as well as practical policymaking in the EV market.

[bookmark: _Toc216007416][bookmark: _Hlk215849047][bookmark: _Hlk215917826]3.0 Methodology 
[bookmark: _Toc216007417]3.1 Introduction  
This methodology chapter presents and explains the choice of the research design to explore the determinants of consumer choice when choosing an electric vehicle. As outlined in Chapter 1, the research question was to be understood as the influence of economic factors, technology, environmental concern, brand image, demographic, and external policy or world events in EV buying behavior. To deal with these objectives and the subsequent research questions, this chapter critically elaborates on the philosophical basis behind the study, the research methodology, and the method to transform these concepts into empirical research. It also explains methods of data collection, sampling procedures and period followed, which made sure that the research aligns with the characteristics of the exploratory research nature as well as intricacies of EV consumer behaviour. The chapter was also recognised methodological limitations as well as delineating the main ethical and logistical considerations. In general, this chapter is a clear, logical, and replicable explanation of the research design and implementation.
[bookmark: _Toc216007418]3.2 Research Design
[bookmark: _Toc216007419]3.2.1 Research Philosophy 
The research philosophy embraced in this study is pragmatist because it offers the most suitable basis in conducting the research on the multi-dimensional variables that affect consumer choice when buying an electric vehicle. Pragmatism does not endorse the strict dichotomy between positivism and interpretivism and instead claims that the most appropriate approach to philosophy is determined by the research problem under investigation (Elgeddawy and Abouraia, 2024). Having a study that investigates both quantifiable factors (the price sensitivity, access to charging, policy incentives) and qualitative ones (environmental values, brand perceptions, lifestyle, etc.), pragmatism will help to combine objective and subjective knowledge (Sheikh et al., 2023).   

Positivism would be too limited, as it presupposes a single observable reality, and values the quantifiable variables, disregarding the complex psychological and cultural factors behind the EV adoption (Rahman and Thill, 2024). In its turn, according to Lloveras et al. (2024), the purely interpretivist approach would favour the individual meaning-making process, but restrict the generalisability required to inform policy-makers and EV manufacturers. Pragmatism critically strikes a balance to such limitations grounded on the opportunity to use methods most appropriate in reflecting the complexity of consumer decision-making (Gillespie et al., 2024). This philosophical basis underpinning therefore justifies a loose, outcome-based research design in which the methodological preferences are predetermined by the practicality, applicability, and overall purpose of the study to understand the various motivators that may inspire EV consumer behaviour (Mohd Noor et al., 2025).

[bookmark: _Toc216007420]3.2.2 Research Approach  
The approach to this research is an inductive, qualitative research approach that is the most suitable approach to use when examining the intricate and subjective aspects that affect the consumer choice in choosing an electric vehicle. A case of inductive approach is justified by the fact that the study aims to produce insights based on the experiences that participants lived as opposed to testing pre-existing hypotheses (Naeem et al., 2023). Current consumer behaviour, environmental attitude and technology adoption theories provide a decent starting point, yet they fail to encapsulate the new factors including the development of new charging infrastructure, accelerating technological development, new cultural values or the changing attitudes towards EV brands (Farinloye et al., 2024). As such, just like Mclod (2024), the ground-up theory construction enables the study to identify new trends directly out of the primary data. 
The proposed research has such exploratory orientation that a qualitative methodology and semi-structured interviews, as the main data collection tool, are used. This is in line with the pragmatist philosophy that is based on the research since it appreciates open-minded approaches that can encompass both physical and abstract forces that drive decision making (Kelly and Cordeiro, 2020). Buhmann and Criado (2023) claim that qualitative data can be used to provide rich and detailed descriptions of how consumers perceive the price, performance, environmental issues, policy incentives, and lifestyle fit in selecting an EV. The themes of analysis employed to analyse the data include thematic analysis which helps to identify patterns of recurrence in data and leaves room to discover unforeseen themes. This method makes the findings deeper, more credible, and rich in interpretation (Jowsey et al., 2021).
[bookmark: _Toc216007421]3.2.3 Research Strategy 
The research strategy employed in this study is phenomenological because the research aims at revealing the experiences, perceptions and underlying meanings which consumers consider in their decision-making process when choosing an electric vehicle. In contrast to experimental strategies that focus on determining causal relations through controlled conditions, phenomenology is appropriate to exploratory investigations where the researchers want to comprehend how individuals perceive multidimensional, complex decisions (Englis and Frederiks, 2023). According to Figueiredo and Baptista (2025), EV adoption is subjective and includes consideration of values towards the environment, perceived technological competence, risk tolerance, and trust in emerging brands factors that cannot be adequately represented by manipulating variables or structured observation.
The qualitative approach that this study adopted was a phenomenological one, given that the methods and tactics used include primary semi-structured interviews and thematic analysis that is to be conducted later, according to Hossain et al. (2024), this strategy adheres to the principle that prioritises action plan depth, nuance, and richness of context. Other methods like case studies or ethnography were dismissed: case studies restrict information to particular organisational context, and ethnography demands participation in natural environments, neither of which is feasible or necessary to study consumer decision reasoning (Annamalah et al., 2025). Phenomenology thus offers the most consistent and plausible way of dealing with the aims of the research.

[bookmark: _Toc216007422]3.2.4 Data Collection Method
In this study, the method of semi-structured interviews was used as the main method of data collection. This option is directly associated with the qualitative, phenomenological approach as it allows the subjects to describe their subjective reasons, perceptions and experiences of using electric vehicles (EVs) in terms of choosing them (Alkhalisi, 2020). In accordance with the research by Kakilla (2021) who state that the semi-structured form of interviews gives both consistency among participants with the use of guiding questions and flexibility in the manner that it allows more probing into the matter, in case some unexpected discoveries are made. According to Department for Environment, Food and Rural Affairs (2025), such adaptability is critical in investigating complicated decision-making procedures, which encompass emotional, economic, technological and environmental factors.  

Furthermore, other forms of qualitative approaches were critically assessed but dismissed (HM Treasury, 2025). According to Koller et al. (2023), focus groups are susceptible to conformity bias, especially when the topic at hand is prone to status, technological knowledge, or environmental values, and risk altering the way individuals present themselves. The ethnographic observation was not suitable due to the lack of a naturalistic environment in which the EV purchasing decisions are made in a way that is open to the researcher (Zaino et al., 2024). Consistent with Mashuri et al. (2022), semi-structured interviews thus provide the most rigorous and defensible mechanism of producing rich and nuanced primary data that can be sentimentally analysed in the analysis phase through the use of thematic analysis of interview transcripts.

[bookmark: _Toc216007423]3.2.5 Time Horizon   
The time horizon of this research was cross-sectional, that is, there was an accumulation of data at one point in time instead of various time periods. This decision aligns with the purpose of the research, which is to learn about the prevailing variables of the consumer in choosing an electric vehicle, but not researching how these variables change over long durations (Secinaro et al., 2022). A longitudinal design, as Linnhoff et al. (2020) mention, would be useful in terms of the study of shifts in perceptions over time, including perspectives changes because of new technology or alterations in the policy, but would necessitate data collection (repeated data collection) over a period of months or years. According to Barrett and Prendergast (2025), this is not a viable method in the context of a dissertation in an academic institution, where time, access, and resources are limited. A cross-sectional design is hence both methodologically consistent and doable. It allows the researcher to collect high-quality and up-to-date information by using semi-structured interviews and thematic analysis to make interpretations (Christou, 2022). Even though it is unable to determine the temporal dynamics, Secinaro et al. (2022) indicate that it offers a strong picture of the major forces that inform EV consumer choices at this particular point in time.
[bookmark: _Toc216007424]3.2.6 Sampling Strategy 
The non-probability purposive sampling method was chosen in this study due to the appropriate use in a qualitative and phenomenological research design where explicit and experience-based data regarding the purchase of electric vehicle (EV) were to be obtained. As Nyimbili and Nyimbili (2024) resonate, the purposive sampling enabled the participants to be purposely chosen according to particular features pertaining to the aim of the research, that is, people who had bought or planned to buy or owned electric cars. In contrast to probability sampling that was to attain statistical representativeness, Tajik et al. (2024) emphasise that purposive sampling was informational rich and was thus more suitable in studies that had a depth focus as opposed to breadth. This methodology allowed the researcher to get rich information of respondents who had a first-hand and significant experience on EV decision-making processes. The study was capable of producing subtle and context-specific data which facilitated more profound phenomenological interpretation due to the targeting of individuals with the relevant knowledge and lived experience. This technique also helped to increase the validity of the results because it allowed keeping the narratives of the participants in line with the study purposes and allowed giving detailed and comprehensive descriptions of views, intentions, and perceptions regarding EV adoption (Asiamah, 2022). According to Vo (2025), such a strategy is also feasible, as it is challenging to have a random, nationwide sample of EV users. Rather, Esmene et al. (2020) is similar to the fact that participants can be approached using EV owner forums, social media groups, dealerships, and professional networks, where they are able to make a significant contribution to the subjects of investigation. Other sampling options, including convenience or snowball sampling, were taken into consideration but dismissed because they have lower relevance to the study requirement of selecting the participants based on their relevance to the study (Zaino et al., 2024). Purposive sampling hence presents a consistent, defensible and methodologically sound methodology of eliciting varied yet meaningfully informed consumer views (Zaino et al., 2024). 

[bookmark: _Toc216007425]3.2.7 Methodological Limitations
Although the selected qualitative and phenomenological design is perfectly suitable in terms of the exploratory nature of the study, a number of methodological constraints cannot be disregarded. To begin with, Belina (2022) echoes that the use of semi-structured interviews restricts the generalisation of results. Due to the small size and purposes of qualitative samples, the views obtained can be against the entire variety of the EV consumer market (Nyimbili and Nyimbili, 2024). According to Alshahapy et al. (2025), this provides the threat of selection bias, especially in the case when the participants are overrepresented among the environmental conscious, technologically confident, or those groups more prone to discussing EV-related experiences. As Tajik et al. (2024) note, purposive sampling is relevant, but limits the demographic scope, a trade-off that was deemed necessary in favour of the depth and experiential richness.

Second, Kumar et al. (2024) note that the cross-sectional time horizon does not allow the study to capture the dynamics of the consumer attitudes, namely how they shift over technology improvement, increase in charging networks or shift in policy incentives. EVs are dynamic, and one-point snapshot in the short term is not able to capture longer-term changes in behaviour (Stockkamp et al., 2021).  

Third, phenomenological interpretation is subjective, which also opens the possibility of bias in the researcher (Tavakol and Sandars, 2025). Ozuem et al. (2025) mention that when thematic analysis is used, only a systematic framework is in place, with the development of codes and themes depending on the judgment of the researcher. Additional reflexivity practices included keeping analytic memos and reviewing transcripts to reduce this risk, but it cannot be fully removed (McLeod, 2024). Nonetheless, even in the light of these constraints, the research remains a significant addition to the body of available quantitative EV studies as it produces sophisticated insights with a contextual touch that adds to the field of quantitative EV research.

[bookmark: _Toc216007426]3.2.8 Ethical and Logistical Considerations 
This study was modeled in line with the institutional ethical considerations, as the consent to the research was obtained in the ethics form to guarantee adherence to the principles of informed consent, confidentiality, voluntary involvement, and protection of data. The purpose of the study was thoroughly explained to the participants, and they were notified about their right to withdraw any time, the way their data would be used (Joyce et al., 2025). All recording videos and transcripts were pseudonymised and safely stored on encrypted, password-cracked drives, and only the researcher had access to them (Pina et al., 2024). Since semi-structured interviews are qualitative, another ethical issue was to reduce the discomfort during the discussion of personal motivations that can be attributed to finances, lifestyle, or environmental beliefs (Söderström et al., 2024). It was alleviated by giving the participants an option to pass questions and using the non-judgemental style of interviewing (Prodgers et al., 2025). 
Olawade et al. (2025) gave logistical considerations, which comprised of scheduling flexible time to hold the interview, securing the digital interview systems, and considering technical factors that might cause failure of connections. Arellano et al. (2023) elaborate that these actions allowed the research to be ethically sound and operationally viable and helped to protect the welfare of the participants and data integrity.
[bookmark: _Toc216007427]3.3 Concluding Summary 
This methodology chapter has presented the philosophical, methodological, and practical grounds upon which the study was investigating the aspects of consumer choice in the purchase of an electric vehicle. The research design is informed by the pragmatist philosophy, which incorporates both objective and subjective sources of knowledge, and allows exploring economic, technological, environmental and perceptual drivers in a comprehensive way. The qualitative approach and phenomenological strategy were taken as the most inductive approach and to gain the living experiences of consumers with the help of semi-structured interviews as the main method of data collection. The purposive sampling strategy and cross-sectional time horizon made the study manageable and provide specific attention to the participants with the appropriate EV engagement.
Some of the main methodological limitations that were recognised in the chapter were that generalisability was limited, there was the possibility of selection bias, and qualitative interpretation was subjective in nature. The ethical and logistical issues like informed consent, confidentiality, handling of secure data and the welfare of the participants were observed in order to ensure academic integrity and quality of research.
Generally, the methodology shows a logical, clear and reasonable design, which corresponds with the exploratory objectives of the study and gives a considerable ground to the further analysis of the EV consumer decision-making.

[bookmark: _Toc216007428]4.0 Results
[bookmark: _Toc216007429]4.1 Introduction 
This chapter shows the empirical results of the research, which was supposed to explore the most influential aspects that lead to the consumer choice when making a purchase of an electric car (EV). As shown in Chapter 1, the study aimed at learning how consumers make decisions based on economic factors, technological attributes, the importance of the environment, brand attitude, availability of infrastructure, and the wider policy. The findings also reflect on the four research questions, which involved: which factors have the highest influence on the selection of EVs; how does technology and brand trust play a part; how does government policies and outside events affect this; how do consumer demographics, values, and adoption behaviour relate. Restating these goals will give a basis through which the findings can be interpreted in a systematic manner and the methodology by which the data obtained can be made consistent with the overall goals of the study.

This chapter does not aim at interpretation of the findings which is to be done in the discussion chapter but to outline the results in a clear, accurate and logical manner. To do that, the chapter is organised based on the four prevailing themes that appeared as a result of the thematic analysis: Economic Value and Incentives, Technological Confidence and Brand Trust, Charging Accessibility and Range Confidence and Environmental Values and Social Influence. The themes represent the practical and the psychological aspects of EV consumer behaviour, and they repeat across the interviews of the participants.

This background thus gets the reader oriented as it highlights the way the chapter is carried out. First, themes will be displayed with exemplary quotes of the participants, and then a critical clarification of how the statements constituted the meaning unit in the data will appear. Second, the chapter will point out interconnections between themes where they are applicable, recognising that consumer choices are determined by overlapping factors, but not by separate factors. The conclusion of the chapter is a rather short overview that confirms the applicability of the findings to the research questions and a logical lead to the discussion that follows.

[bookmark: _Toc216007430]4.2 Body 
This section is the presentation of the empirical results of the interviews with the participants. The findings are categorised into four themes that have been identified using the thematic analysis. The themes are followed by direct quotes of the participants and connected to the coded data of the Appendix A (see Appendix A). The presentation is strictly descriptive and does not give an interpretation.
[bookmark: _Toc216007431]4.2.1 Theme 1: Economic Value and Incentives
Financial factors were uniformly mentioned in the responses provided by the participants as the key deciding factor when they decided to buy an electric car. The words are fuel saving, fuel operating cost and government rebates; the words were used widely in the dataset. For instance, one participant explained, “I chose an EV because fuel prices are always going up and electricity is cheaper in the long run” (P1, Appendix A). Another participant noted, “I compared how much I spend on petrol every month and thought an EV would save me money” (P7, Appendix A).
Reduced maintenance expenditure was also identified as a contributing factor. For example, one of the respondents said, “I was worried about maintenance costs, but I heard EVs are cheaper to service” (P3, Appendix A). On the same note, policy incentives were also significant. An example is that P5 said, “The initial price was high but the government rebate made it feel affordable” (Appendix A). Structural cost benefits like tax and parking benefits were also cited by the participants with an example of P2 saying, “Road tax and parking discounts influenced my decision” (Appendix A). Throughout interviews, economic considerations emerged as the most frequently used motivators, and participants evaluated both immediate need in terms of financial aspects and future savings opportunities.
[bookmark: _Toc216007432]4.2.2 Theme 2: Technological Confidence and Brand Trust
Respondents often related their desire to own an EV with technological features, such as battery capacity, charging rates, and digital functions. As an example, one respondent had the following to say, “Battery range mattered a lot because I was scared of running out of power” (P4, Appendix A). One more respondent said that “Fast charging made the car more attractive to me” (P6, Appendix A).
Smart systems integration helped in the apparent attractiveness of EVs. P1 stated that “I liked that the car had smart features like autopilot and digital dashboards” (Appendix A). Brand image and innovation leadership were also mentioned. According to one of the participants, “I trust brands that are known for innovation like Tesla and Lucid” (P8, Appendix A). A second interviewee said, “The technology made the car feel futuristic and safer” (P3, Appendix A). Across accounts, the technology features were associated with practicability and dependability as well as the feeling of modernity.
[bookmark: _Toc216007433]4.2.3 Theme 3: Charging Accessibility and Range Confidence
The issue of charging accessibility proved to be the dominant factor determining the perceived possibility of owning an EV by the subjects. Several participants discussed the relevance of the geographic location of charging points. In one instance, P2 explained that “I was worried about where I would charge the car” (Appendix A) and P5 further mentioned that “Having charging stations near my home made me comfortable buying an EV” (Appendix A). 

Urban place was referred to as well. P9 said, “I live in the city so charging is easier for me” (Appendix A) as opposed to the statement of P7, who stated, “In rural areas I think it’s harder to own an EV because chargers are far apart” (Appendix A). The participants further indicated that the confidence was boosted by the outlook of chargers to the extent that P4 said, “Seeing charging points in shopping centres increased my confidence” (Appendix A). These remarks show that the ease of access, density, and visibility of charging infrastructure determined the comfort and perceived utility of the participants.

[bookmark: _Toc216007434]4.2.4 Theme 4: Environmental Values and Social Influence
Personal environmental responsibility was related to some of the participants and their EV selection. One of them stated, “I wanted to reduce my carbon footprint” (P6, Appendix A). One of the respondents touched upon the issue of climate directly, saying that, “Climate change made me feel responsible for choosing a cleaner car” (P1, Appendix A).
There were also responses that featured social influence. As an example, P8 said, “My friends think EVs are modern and responsible, so that influenced me” (Appendix A). The policy and the general discussion were also mentioned, and P5 said, “Government bans on petrol cars made me think EVs are the future” (Appendix A). P3 also stated, exposed to media, and said, “Social media and news made EVs look like the right choice” (Appendix A). These results show that moral considerations and social environments related with perceptions of responsibility and modernity.

[bookmark: _Toc216007435]4.3 Concluding Summary 
This chapter provided the empirical evidence as a result of the thematic analysis of the interviews with the participants, which provided a descriptive explanation of the most important variables that affected the choice of consumers in purchasing an electric vehicle (EV). The information enabled to find four broad themes that gave direct answers to the research questions of the study which were applied to make a unified description of the multidimensionality of EV decision-making.

The first theme Economic Value and Incentives showed that the participant tended to think about the financial component of the issue, including the long-term cost of fuel savings, reduced cost of maintenance, and the perceived cost-effectiveness that was created through the government subsidies and structural incentives. These variables were regularly evident in responses and they prove to be the most important in determining the purchase behavior.

The second theme, Technological Confidence and Brand Trust, was used to describe the positive effects of technological attributes like battery range, charging speed, and integration of smart system on the understanding of practicality, reliability, and modernity. A factor that participants also stressed on was trust in technologically innovative brands, and the relationship of brand reputation was also linked with trust in EV performance.
The third theme was Charging Accessibility and Range Confidence that highlighted the significance of infrastructure. Respondents detailed the accessibility, proximity, and conspicuity of charging stations as the determinants of the perceived practicability of owning EVs. Urban and rural disparities in charging accessions also influenced the degree of confidence and perceived practicability.

The last theme, Environmental Values and Social Influence, revealed that a part of the participants associated their EV decision with climate concerns, individual responsibility, and societal communication in general. The other factors that have been used to develop the perception of EVs as modern, responsible and forward-thinking include social networks, media visibility and policy signals. These findings, taken collectively, offer an excellent descriptive basis on the following discussion chapter. They show that a set of drivers such as economic, technological, infrastructural, and socio-environmental are involved in the consumer decision-making of EVs, and these drivers interact in such a way that they can explain the complexity of the modern EV adoption behaviour.

[bookmark: _Toc216007436]5.0 Discussion
[bookmark: _Toc216007437]5.1 Introduction 
The idea of the discussion chapter is to go beyond the description of findings provided in Chapter 4 and critically discuss the implications of these findings in terms of research questions, the available literature, and the broader picture of the adoption of electric vehicles (EV). Although the above chapter determined what the participants reported, this one explores the importance of such findings, their similarity or divergence with other studies, and what they say about the multi-faceted nature of the consumer reasoning behind EV decisions. These findings are crucial to the interpretation and understanding of the underlying mechanisms affecting EV adoption behaviour and to situate the study in the context of the rest of the academic and policy field (Zimm, 2021). 

The findings discovered four prevailing themes that provide a different perspective in which consumer rationale can be explained. In this discussion chapter, each theme has been critically discussed taking into consideration the applicable theories and empirical research to bring out the relevance of these patterns. As an example, Sadiq et al. (2025) observe that the economical drivers are put into perspective in the context of behavioural economics and cost benefit theories, whereas technological and brand-related information is explained in the light of innovation diffusion theories and models of trust. In the same manner, Shariatzadeh et al. (2025) supplement that charging infrastructure issues are discussed by the prism of perceived behavioural control and structural limitations, and environmental motivations are assessed with the pro-environmental behaviour literature.
It is also in this chapter that the relationships between the findings and the research questions are explicitly made, which offers a logical narrative of analysis. In particular, it compares: What factors are most powerfully affecting EV selection, and why are those factors prevalent in decision-making; how the role of technological features and brand identity are influencing the development of the attitude towards confidence, perceived quality, and future-oriented decision-making; the role of policy, infrastructure, and broader socio-economic environments in shaping consumer readiness; and the interactions between demographic values, social networks, and identity-based motivations, and practical considerations to generate complex, layers decisions.Through critical examination of each of these themes in conjunction with the body of scholarship that now exists the discussion not only asks whether this study and established literature point to the same area, but also points out where new knowledge can be developed or areas where the available knowledge leads to contradictions. Such analytical arguments can be used to understand whether the results support the existing presumptions about EV adoption and break or add complexity to existing discussions.

Moreover, the chapter talks about the theme interrelationship. Whilst they are discussed individually in Chapter 4 to make them clearer, the discussion does not ignore the fact that these factors do not often work separately. Nadeem et al. (2025) posit that economic considerations can strengthen or weaken the intentions to the environment, technological confidence can be based on the visibility of infrastructure, social influence can be supported by brand trust, and social influence can be supported by brand trust. This interdependence is addressed as Rauschnabel et al. (2024) explain to give a more comprehensive and holistic understanding of consumer behaviour. In general, this introduction lays the foundation of the meaning, direction of analysis and organisation of the discussion chapter. Each theme is then interpreted in the following sections in a systematic manner by grounding the findings in both theory and empirical evidence and then the chapter concludes by synthesising these interpretations in a systematic and coherent way of explaining what drives consumer choice in choosing an electric vehicle.

[bookmark: _Toc216007438]5.2 Body 
This section is a critical interpretation of the four themes in Chapter 4, placing the results in the broader academic discourse relating to EV adoption, consumer psychology, and behavioural economics, technology diffusion, and socio-environmental decision-making. The analysis does not just talk about what the participants said but why such patterns appeared and the relations to the existing knowledge and the research questions.

[bookmark: _Toc216007439]5.2.1 Theme 1: Economic Value and Incentives
The first theme shows that economic factors had a strong influence on the EV choice of the participants. Respondents often mentioned cost reductions at the long-term and monetary rewards as influential factors. A case in point, P1 has focused on the increasing fuel prices, whereas P7 and P5 have placed more emphasis on budgeting monthly and government rebates. As Schiaroli and Fraccascia (2025) relate, this is quite consistent with behavioural economic theories which propose a cost-benefit heuristic, according to which consumers focus on the choices that minimise long-run spending and perceived financial risk. Abhyankar (2022) note that what is evident in the results is that its rationale to consumers was not necessarily just rational economically but more often than not it was emotionally characterised. When P5 says that it felt affordable because of a government rebate, it is an instance of the psychological effect of price framing where incentives cause the perceived loss to be even less than the actual loss is. This effect is supported by the literature: incentives can perform a symbolic role, indicating that the government approves of them, decreases perceived risk of novelty, and does not necessarily decrease price.

Besides, the participants were sensitive to the volatility of fuel prices, implying that the external economic factors condition the interest in EVs at the stage when the in-depth knowledge about EVs is yet to be developed (Malik et al., 2025). This is in line with the global trends of EV sales going up during the times of high fuel prices (IEA, 2023). In this respect, UK Parliament (2023) expound that economic incentives do not just serve as an internal calculation, but also a reaction to fossil-fuel market instabilities.

Interestingly, a number of participants (such as P2 and P3) referred to the cost benefits in their terms of maintenance and taxation, and this is evidence that they are familiar with EV operating efficiencies. This awareness, in its turn, could be the broader cultural communication in support of EVs as cheaper in the long term (Esmene et al., 2020). Besides that, Şahiniz et al. (2024) say that this trend of awareness implies that the participants are not just affected by their own research or experience, but are also influenced by some larger social discourses, marketing approaches, and policy messages that systematically position EVs as economically rational decisions. According to Romeral and Zancul (2025), this can imply a possible social construction of affordability, where consumers are receiving the discourses circulating about EVs as being cost-efficient when, in fact, some of them do not themselves calculate the actual affordability in the long run. Khan and Ahmad (2022) state that this implies in practice that the sense of affordability may at other times rely more upon shared social belief than upon information calculation of individual finances, which points to the strong influence of information environments in creating consumer expectations. 

Importantly, this subject matter is also a point of tension, as the tendency to make EV environmentally friendly is very common, still, the economic rationale turned out to be the most prominent factor in the majority of responses (Tilly et al., 2024). This shows that it was not the sense of moral responsibility or the concern of the environment that dictated the decision-making, but pragmatic judgment of personal economic gain (Elgeddawy and Abouraia, 2024). It would mean that, despite the rhetoric on the global environmental problems, the practical financial logic continues to exert a strong influence on the actual behaviour (RQ1). The participants were found to value such factors as fuel efficiency, reduced service needs, tax benefits, and predictability in overall costs more than abstract and shared environmental performance. The environmental motives were also present, but they were taken to be secondary, but not primary. Rafiq et al. (2024) observe that it appeared that environmental issues were more of a perceived justification than the driving force and it supports the hypothesis that sustainability discourses can reinforce but not always initiate EV consumer interest. Comprehensively, these results support the idea that economic self-interest is the strongest force of adoption, and environmental concern is also not a decisive factor in the determination of consumer choice, but rather a supportive factor.

Lastly, economic reasons intermingled with other themes. As an example, perceived economic value was elevated more by incentives (Theme 3) and the psychological risk associated with the adoption of unfamiliar technology was decreased (linking to Theme 2). According to the study by Klitkou et al., 2022) who resembles that these associations support other previous works that state that financial reasoning is intricately intertwined with structural and technological situations rather than unconditioned by them. 

[bookmark: _Toc216007440]5.2.2 Theme 2: Technological Confidence and Brand Trust
The second theme indicates that the participants attributed so much emphasis on technological characteristics such as range of battery, charge speed and smart functions. The fact that the emotional comfort relied on the properties of technologies and not only the convenient practicality is evidenced by the fact that P4 feared to run out of power and P6 was fascinated by the fast charge. This can be likened to the diffusion of innovation theory that suggests that the initial adopters highly rely on perceived performance advantages and observable technological superiority.

The interviewees were very much aligned to the idea of EVs being a symbol of modernity, technological progress, and even social standing in spite of such digital capabilities as autopilot, smart connection and AI-assisted dashboard (P1). Such high-tech features became not only conveniences to many of the respondents, but indicators of being in an innovative, progressive group of consumers. This is indicative of the general research agreement that EVs are no longer only a means of transportation but a lifestyle technology that exists within the greater digital ecosystem of everyday activities in consumer lives. Mohd Noor et al. (2025) posit that EVs have already become the product of technology, as it appeals to consumers, who appreciate the concept of novelty, fast-paced innovation, and the formation of the digital identity. At least in this respect, the EVs will serve the same purpose as expensive smart phones or bracelets: owning one of them implies competence, forward-thinking, and finger-on-the-pulse (Vinnakota et al., 2023). Domarchi et al. (2024) state that the reactions of the respondents in this context support the perception in that the latter associated digital functionality with personal identity expression, which in turn makes the subjective value that consumers place on EV technology more solid. 

The other important dimension of this theme was the influence of brand trust in the determination of technological acceptance. Participants have positioned Tesla and BYD as reliable persons consistently due to the perceived ability to be global leaders in the innovation of EVs, scale of production, and breakthroughs (P8). This is in line with the trust-based model of consumer by Hippolito et al. (2025) which postulates that consumer reputation to new or high-risk categories of products becomes a stabilising force when they interact with technologically advanced products. According to Öztek et al. (2025), it minimises the perceived uncertainty through the provision of a sense of reliability that stems not due to technical knowledge, but according to the symbolic credibility of the brand. Interestingly, this study also reveals that participants tended to confuse brand reputation with presumptions of technological reliability, which means that consumers might not have a certain amount of information about EV technology and can use brand stories as a cognitive bias. This is consistent with the argument of Aacikgoz et al. (2024), according to whom, in high-complexity markets, trust is a heuristic, which allows to make faster decisions, replacing detailed examination of the product with the belief in organisational competence.

Notably, the technological confidence was closely associated with the range anxiety and the infrastructure issues indicating that the trust towards technology is not universal and unconditional (Theme 3). Respondents shared that they felt more confident because some of the technological advances, including the longer battery range, the presence of fast-charging systems, and a more user-friendly digital interface, contributed to the perceived risk of owning an EV (Hinnüber et al., 2019), As an example, Chowdhury et al. (2025) say that the range improvement directly relieved the fear of traveling long distances, and the fast-charging stations caused less uncertainty in logistics due to the increased convenience and flexibility. Equally, the online features like live-time route mapping, battery condition tracking, and charging reminders made the participants more secure (Zhang et al., 2021). These trends indicate that better technical performance is necessary though not sufficient in itself; it is also important that these technical qualities are conveyed and perceived by consumers (Jung and Shegai, 2023).  

This is in line with Mesquita et al. (2025) who opine that obstacles to EV implementation are mostly not in the technology but rather in the perceptions of the technology by the consumer. Contextual reassurance of visible infrastructure, trusted brands, and recognisable digital experiences, together construct perception and allow consumers to make sense of a new category of technology (Handoyo, 2024). The respondents of this research revealed that in case of integrating technology into an encompassing ecosystem of charging options, credibility of the brand, and convenient digital gadgets, they become less anxious and more excited. On the other hand, Tajuddin (2025) argue that the lack of these contextual reassurances leaves even the highly developed technology inadequate or insecure. Moreover, this theme demonstrates that the technological attractiveness of EVs is a compound phenomenon, which crosses symbolic meaning, practical functionality, and psychological reassurance. Other than being technologically advanced, EVs are also accepted due to the indicator of newness, less uncertainty due to brand loyalty, and the fact that they fit perfectly into the larger digital demands of consumers (Buhmann and Criado, 2023). 

Remarkably, the results contradict the supposition that the environmental motivation is the main aspect that drives EV adoption (Bansal and Ansari, 2025). Giannaros et al. (2023) note that the terminology employed by participants to describe EVs as futuristic, safe, or advanced language related to self-interest and identity, and not global responsibility. In such a way, technology was not only useful but also helped in self-image development, which also supports RQ2 associated with the importance of brand reputation and technological innovation. Nonetheless, a grave drawback appears: the trust of the participants was often founded on assumptions and not on objective technical expertise (Taylor et al., 2023). As an example, some of them stated that fast charging was an option they liked, but they did not find a meaningful comparison between technical specifications (LaMonaca and Ryan, 2022). This, as Gerlich (2023) puts it, gives the impression that consumer decision-making can be based on simplified account of technology imaginaries informed by marketing, media, social norms instead of technical knowledge. 

[bookmark: _Toc216007441]5.2.3 Theme 3: Charging Accessibility and Range Confidence
The third theme is the significance of having an infrastructure to influence consumer perceptions because accessibility was not just discussed as a logistical aspect, but as something that provided a feeling of psychological comfort as well. The concern of P2 on charging, the reassurance of P5 on the proximity of the station, and rural disadvantagement of P7 all show that infrastructure is a structural enabler and symbolic demonstration of the EV preparedness. This dual purpose is upheld in the literature. Throughout the study, Chen et al. (2019) demonstrate that the perceived behavioural control, which is one of the central constructs of the Theory of Planned Behaviour, is enhanced by the presence of visible infrastructure. Budnitz et al. (2024a) further explain that the presence in the public space shopping centres, motorways, residential places serve as a social aspect of alerting the user that EVs are normalised, supported, and attainable. 
As noted by Xiao et al. (2024), the identified urban-rural differences by the participants are a reflection of the real-world patterns of EV adoption, with rural locations being disadvantaged because of the low concentration of charging points. P9 should be completely right when he said that it is more convenient to charge in urban living, and the findings supported by studies showing that urban charging networks serve as a reminder that EV ownership is not something that cannot be used on a daily basis. In the meantime, the fact that P7 believes that there are no chargers in the rural area is consistent with the discussion of infrastructural injustice, in which the geographic disparity can further increase the difference in mobility. 
More importantly, infrastructure issues influenced other inspirations as Competition and Markets Authority (2021) comment that in regions with a limited number of chargers, economic value was diminished since, due to long routes, costs, and inconvenience increased. Debt towards a technology dependent on battery range availability, where a good infrastructure enhanced the confidence towards the battery range, and a weak dependence on the brand (Singh et al., 2024). The motivations linked to the environment deteriorated because logistics prevailed; individuals who care about sustainability may still dismiss EVs because of the doubts about the daily viability, including accessible charging (Alshahapy et al., 2025). 
Therefore, Infrastructure and Project Authority (2023) considers infrastructure as a gatekeeping variable condition that has to be fulfilled before other motivations become action in place. This discussion makes a direct contribution to RQ3 demonstrating the fact that it is not only practical accessibility but also psychological readiness which is shaped by policy and structural investment. Remarkably, other participants said that the public visibility of chargers (such as P4) led to confidence. This implies that infrastructure plays a communicative role, indicating transitional and normalisation of society (Weijnen and Correljé, 2021). In this regard, Wright and Gray (2022) explain that infrastructure is not a technological prerequisite but also an aesthetic indication of cultural transformation. 

[bookmark: _Toc216007442]5.2.4 Theme 4: Environmental Values and Social Influence
Despite the fact that economic and technological drivers were predominant, the environmental factors continued to be significant to a number of the participants (Elmor et al., 2024). The participant of P6 wanting to minimise carbon footprint and P1 alluding to climate responsibility are consistent with the pro-environmental behaviour theories postulating that moral norms may be used to encourage sustainable decision-making when associated with the facilitating conditions. Nevertheless, León et al. (2022) emphasise that the results show that the environmental concern tended to interact with or supplemented by social influence. As an example, P8 observed that friend treated EVs as something modern and responsible, which implies that environmental identity is perceived as socially constructed and strengthened. The respondents were found to be affected not just by the perceptions of the environment but also by the wish to belong to social groups of importance (Islam et al., 2024).
Such finding is in line with the sociological writing on the topic of eco-consumption, which contends that sustainable decisions have been more of a statement of identity and belonging and not necessarily a moral choice (Yang and Cayla, 2025). EVs could be thus used in the form of status symbol of environmental citizenship, particularly in association with technological prestige (Gauer et al., 2025). The mentioning of government prohibitions and the media discussion (P5; P3) are the effects of the policy cues and the social accounts. According to Nolan (2024), consumers absorb the social messages concerning the necessity of EV transition. Contrary to economic incentives, as Whittle et al. (2019) observe, policy bans are future-oriented cues, as they influence expectations of the future and make EVs not only preferable but also practically unavoidable. 

This is also the theme that directly responds to RQ4 which explores the influence of consumer values and demographics on EV adoption. The young, urban, and more affluent consumers characterised indirectly by describing the lifestyle of the participants are more likely to be attracted to both the environmental and social drivers (Mathew and Spinelli, 2025). Nevertheless, the results of Syed et al. (2024) suggest that environmental motivations were not enough to determine behaviour but instead, they interplayed with the affordability of finances and easy-to-reach infrastructure. In the non-experimental case of a structural or economic barrier, environmental values, as reported by Barnett-Itzhaki and Tsoury (2025), showed to be inadequate to initiate adoption, mirroring the so-called value action gap. Most importantly, this theme questions the naive characterisation of EV consumers as necessarily environmentally bonded. Rather, environmental reasoning seems to be activated in the situation, and it becomes the most dominant when economic and technological needs are already met.

[bookmark: _Toc216007443]5.3 Concluding Summary 
As stated in the discussion, consumer choice during the purchase of an electric vehicle is predetermined by a complex of economic, technological, infrastructural, and socio-environmental factors. A direct effect on the economic aspects, like long-term cost savings, incentives, and financial security were the most urgent motivators and overrode environmental rationale. These economic reasons were, however, not accurately based on the rationality, the psychological framing, the social reasons, and the perceived affordability had a decisive part in the determination.
The trust in the technology and commitment to the brand were also other areas of adoption as the participants ranked battery range, charging speed, and digital features as reliability and modernity indicators. The brand name was a mental shortcut as it allowed the consumer to experience less perceived technological risk than they would otherwise have. But these impressions were often restricted by the availability and the existence of charging infrastructure and this is what is meant by the interdependence of the technical and the structural. The presence of high-quality infrastructure made it feasible, both practically and psychologically that undermined range anxiety and made it possible to perceive higher economic value in the ownership of EVs.

Secondary to the economic and technological influences, the environmental values and social influence had a good influence on the adoption decisions. Peer perceptions, lifestyle congruence and public discourse affected or enhanced the pro-environmental intentions of the participants in the majority of cases, and this is a sign that sustainability is rather a social and moral cue than a motivator. It is interesting to note that the environmental concern was not sufficient to overcome structural or financial barriers and this brings to bear contextual characteristic of ethical motivation in consumer behaviour. Overall, the findings suggest that the use of EVs is barely ever reliant on a single factor. Instead, consumer choice is the product of a multi-dimensional interconnection of affordability, technological trust, infrastructure and socio environment compatibility. This summary confirms the concept that the successful EV marketing must be a collaborative strategy: financial resources, stable technologies, properly developed charging infrastructure, and positive social and policy climate. The recognition of these interdependent drivers will assist the policy-makers, the manufacturers, and the marketers to understand and influence more the complex motivations behind EV adoption.

[bookmark: _Toc216007444]6.0 Conclusion
[bookmark: _Toc216007445]6.1 Introduction
This is the final chapter that summarises the results of this research which explored the motivation behind consumer choice in the selection of an electric vehicle (EV). This section is aimed at uniting the empirical data, thematic, and theoretical conclusions that were developed in the dissertation and critically evaluating the extent to which the research fulfilled the set goals and objectives. Instead of just being a repetition of previous chapters, it is an assessment of the expanded meaning and implication of the findings in the backdrop of sustainable mobility, consumer behaviour and technological transition. The introduction to the chapter revisits the central research questions and addresses how the results answer them by featuring the most significant factors affecting EV decision-making, which are economic factors, technological trust, the presence of infrastructure, environmental consciousness, and brand loyalty. It subsequently critically reviews how this study adds to the body of knowledge by determining how the results contribute to the existing knowledge on the EV consumer behaviour and especially the interplay between the rational use of costs and benefits and the socially constructed interpretations of technology and sustainability. Moreover, this chapter may be said to be speculative on the methodological and conceptual limitations of the study taking into consideration the constraints of the qualitative, cross sectional design. To add to these cogitations, future research suggestions are made to facilitate stronger and generalisable conclusions. Lastly, the chapter ends by giving a conclusion that sets the findings in the broader discussion of transport decarbonisation and consumer-led energy transitions and the importance of learning how to comprehend consumer decision-making to speed up the global adoption of electric mobility.

[bookmark: _Toc216007446]6.2 Discussion of Overall Findings in Relation to the Research Aims 
The overall findings of the study proves that the economic, technological, infrastructural, environmental, and socio-demographic factors interact in a complex way to influence consumer choice in adopting an electric vehicle (EV), which directly answers the research questions expressed in Chapter 1. Regarding the purpose of defining the key factors that motivate EV selection, the results obtained prove that economic factors specifically purchase price, long-term savings, and government incentives are the most significant. Financial feasibility was always considered a top priority of the participants, which suggests that the adoption of EVs is mainly pragmatically-cost and benefit-based logic instead of a play of idealistic appeals to sustainability.

In connection with the purpose of testing the contribution of technology and brand reputation, the results show that technological trust, especially battery range, speed of charging, and digital endowment play an important role in the choice. The brands with the connotation of innovativeness like Tesla and BYD were seen as more reliable, and it proved that brand reputation serves as a cognitive shortcut when assessing technological reliability. This is a direct answer to the need to study preferences formed by innovation and brand image. The paper was also concerned with the objective of investigating policy and external factors where it was indicated that government incentives, fuel price volatility and regulatory signals are actively involved in influencing consumer attitudes that hasten or limit its adoption. Lastly, the results contributed to the aim of examining demographic and psychographic factors, as there were more positive responses to acceptance by the urban, higher-income and technologically-oriented consumers, and identified apparent structural obstacles among rural and lower-income populations. All of these findings show that there is a great fit between the empirical findings and the outlined research objectives.

[bookmark: _Toc216007447]6.3 Contribution of the Study to the Field
This research is a worthy addition to the current body of research on electric vehicles (EVs) since it broadens existing understanding on consumer evaluation and priority of other factors when making an EV selection. Though most of the available literature talks about the independent variables of economic, environmental and technological drivers, the paper has demonstrated that in the real world, all three drivers are very interdependent in their interrelationships. By so doing, it will address one of the greatest gaps in the past literature: little has been done in regard to how consumers synthesise the rational cost-benefit approach with subjective risk, identity, and social influence perceptions. The paper is able to reduce the existing models of consumer decision-making because it illustrates that the financial factors may be an entryway condition where the environmental and technological factors may be translated to action in the EV context. The theoretical importance of the results is also present since the researchers give a subtle application of the known theories such as Theory of Planned Behaviour and Diffusion of Innovation. Not only confirming these theories, but making a positive contribution to them, the study demonstrates that the perceived behavioural control (e.g., the availability of the charging infrastructure) and social norms (e.g., how people perceive EVs) are likely to have a much stronger influence in the real life choices than the personal environmental attitudes.

In practice, the study provides us with implications to policy makers, manufacturers and urban planners in practice. It shows that the increased visibility of the charging infrastructure is not any less significant than its actual presence, financial incentives can be employed psychologically as a risk-reduction signal but not as a mere price cut, and that the perception of EVs as a technologically-trustworthy and socially-desirable product can be utilised as a means of accelerating its usage. The plans on incentive, the manufacturing plans, and planners concentrate on the supremacy of visible networks of charging points, which can be implemented using these insights. Overall, the study assists in bridging the gap between theory and practice by transforming the consumer attitudes into particular, concrete strategies of the accelerated EV adoption.

[bookmark: _Toc216007448]6.4 Reflection on the Limitations of the Study
Although this study offers essential information on the motivation behind consumer choice on electric cars (EVs), it has a number of critical limitations that cannot be ignored. The greatest weakness is associated with the sampling strategy. Non-probability purposive sampling and a small qualitative sample limits the generalisability of the results. Participants were technologically mindful, and ecologically mindful and already interested in EVs and this could have resulted into overrepresentation of positive attitudes and underrepresentation of skeptical or disadvantaged consumer groups. The cross-sectional design is also a major limitation. The technological progress, the development of the infrastructure, and the alteration of the government policies make the consumer perceptions of EVs change at a rapid pace. It is a limitation of capturing the views at particular point in time to determine how the attitudes and behaviours change with time. Longitudinal approach would have assisted in a greater understanding of the changing decision-making patterns.

On the methodology level, there is the risk of self-report bias due to the use of semi-structured interviews. The participants might have given the socially desirable answers especially on the issues of environmental motivations. Also, despite the systematic thematic analysis, the interpretive quality of qualitative coding implies that bias of a researcher cannot be completely removed, considering the fact that the researcher has no previous experience with qualitative types of phenomenological analysis. The study was also influenced by practical constraints. Sample size, geographical coverage, and access to state-of-the-art analytical methods were limited because of a lack of time and money. These limitations reduced the scope and width of the information that can be obtained. All these limitations, taken together, imply that these findings have credibility and value, but can be viewed as exploratory instead of complete representations of the larger EV consumer market.

[bookmark: _Toc216007449]6.5 Recommendations for Future Research
Future studies ought to advance systematically on the drawbacks and new knowledge generated by this paper in an attempt to gain more insights into what consumers choose to buy electric cars (EVs) (Le et al., 2023). To begin with, as Ahmed et al. (2024) advise, researchers must embrace mixed-methods designs, which are based on the quantitative surveys that are conducted at large scales and qualitative interviews. Although this research was very informative and insightful based on semi-structured interviews, the current research could be enhanced by extensive quantitative data that could be statistically testable to find out the relationship between income, age, infrastructure access, environmental values, and actual purchasing behaviour to enhance generalisability and relevance to policy. 

Second, new research studies ought to use longitudinal research designs to monitor the change in consumer attitudes with reference to evolving battery technology, growth of charging infrastructure, and changes in the policy frameworks (Taamneh and Makahleh, 2025). Since the EV market changes fast and dynamic, Mao et al. (2025) observe that cross-sectional snapshots are no longer adequate to determine the dynamic processes of decision making and behaviour change. 

Third, as UK Universities (2025) encourage, equity and access issues should be studied further because this research uncovered some signs that the structural barriers to EV adoption of the low-income and rural consumers are a reality, but that was not the main concern. Future research must investigate in more depth the impact of socio-economic inequality, housing type (such as access to home charging), and regional infrastructure gaps on adoption, especially in developing and emerging economies (Nazari-Heris et al., 2024). 

Also, further studies ought to consider psychological and behavioural aspects that surfaced as by-products of the core research findings in this paper, including the influence of social media, peer influence, and identity creation on EV adoption (Stockkamp et al., 2021). The study of the effects of marketing messages, social norms, and marketing messages focused on framing green identity on consumer readiness to purchase EVs could be conducted through experimental studies. Lastly, it would be interesting to conduct comparative cross-national research to identify how cultural background, regulatory settings and energy systems influence consumer EV decisions in various nations (Schiaroli and Fraccascia, 2025). 

[bookmark: _Toc216007450]6.6 Closing Summary 
This chapter has brought the most important findings of the research together to outline the coherent and critical overview of the consumer selection of an electric vehicle (EV). The conclusion started with the repetition of the aim of the study and placing it into the broader framework of sustainable transport and technological transition. It has since presented the correspondence of the empirical findings with the research objectives where it was revealed that economic factors, technological assurance, charging networks, environmental consciousness, and social factors combine to influence consumer decision-making and not act independently. The chapter has also pointed out the contribution of the study to the existing body of literature as it showed that the financial reasoning is most likely to be the point of entrance to EV adoption, whereas environmental and technological motivation will serve only as reinforcing factors. The study contributed to the existing theoretical insights of EV consumer behaviour by demonstrating the impact of brand trust, the visibility of the infrastructure, and social identity on risk perception and value.

This chapter recognised sampling, generalisability, and cross-sectional cross-qualitative study limitations in critically reflecting on the limitations of the study. These conditions underline that the results are to be perceived as a localised detail and not as a universal. Nevertheless, these admissions do not diminish the research, instead, making the research more credible and transparent. Lastly, the chapter highlighted that future research will be essential in responding to the longitudinal change, socio-economic inequality and cross-cultural differences. Therefore, it is observed in this study that accelerating the uptake of EVs is not only determined by the level of technology but also the synchronisation of economic incentives and the development of infrastructure as well as the social meaning with the realities people experience in their lives.
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	Voices of the participants grouped (Interviewee)
	Meaning Interpretation (Researcher)
	Concepts / Themes identified

	“I chose an EV because fuel prices are always going up and electricity is cheaper in the long run.” (P1)
	Participants strongly linked their EV choice to financial reasoning. They evaluated both short-term affordability and long-term savings, often weighing petrol costs against electricity costs. Government incentives reduced the psychological burden of high purchase prices and made EVs appear economically sensible.
	(1) Economic Value and Incentives

	“I was worried about maintenance costs, but I heard EVs are cheaper to service.” (P3)
	
	

	“The initial price was high but the government rebate made it feel affordable.” (P5)
	
	

	“I compared how much I spend on petrol every month and thought an EV would save me money.” (P7)
	
	

	“Road tax and parking discounts influenced my decision.” (P2)
	
	

	“Battery range mattered a lot because I was scared of running out of power.” (P4)
	Participants associated EV appeal with technological advancement. They linked features such as battery range, charging speed, and smart systems to feelings of safety, prestige, and convenience. Brand trust was often tied to perceived technological superiority and innovation leadership.
	(2) Technological Confidence and Brand Trust

	“Fast charging made the car more attractive to me.” (P6)
	
	

	“I liked that the car had smart features like autopilot and digital dashboards.” (P1)
	
	

	“I trust brands that are known for innovation like Tesla and BYD.” (P8)
	
	

	“The technology made the car feel futuristic and safer.” (P3)
	
	

	“I was worried about where I would charge the car.” (P2)
	Participants expressed that physical access to charging infrastructure shaped their sense of security and practicality. Visibility and reliability of charging points reduced fear and increased perceived feasibility of EV ownership. Geographic differences strongly influenced these perceptions.
	(3) Charging Accessibility and Range Confidence

	“Having charging stations near my home made me comfortable buying an EV.” (P5)
	
	

	“I live in the city so charging is easier for me.” (P9)
	
	

	“In rural areas I think it’s harder to own an EV because chargers are far apart.” (P7)
	
	

	“Seeing charging points in shopping centres increased my confidence.” (P4)
	
	

	“I wanted to reduce my carbon footprint.” (P6)
	Participants linked their decisions to moral, social, and future-oriented thinking. Environmental awareness mixed with social influence and policy signals, shaping EVs as socially desirable, responsible, and inevitable. Peer approval and media narratives reinforced this behaviour.
	(4) Environmental Values and Social Influence

	“Climate change made me feel responsible for choosing a cleaner car.” (P1)
	
	

	“My friends think EVs are modern and responsible, so that influenced me.” (P8)
	
	

	“Government bans on petrol cars made me think EVs are the future.” (P5)
	
	

	“Social media and news made EVs look like the right choice.” (P3)
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