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[bookmark: _heading=h.n97omrejx4gp]1. Introduction 
The modern Indian automobile market is going through prominent changes towards electrification and it is attracting major international EV manufacturers to maintain a stable business base. However, foreign brands are operating in a highly competitive environment dominated by different domestic players, while the market is getting saturated and the gap is developed based on driving Indian customers, who are value-conscious and loyal, to focus on the foreign alternatives in terms of selecting automobiles. In this respect, this research is based on presenting a viewpoint related to the factors influencing customers' acceptance of a foreign electric vehicle brand in India.
[bookmark: _heading=h.er94w78h36f0]1.1 Background 
The passenger vehicle industry of India is experiencing a prominent acceleration and retail sales are developing 107% year on year to 31,823 units in June 2026 (ET Auto, 2026).  However, the landscape is competed by domestic giants, such as Tata Motors and Mahindra, that have around 39% and 23% of market share respectively (Singh, 2026). Currently, the market size in India is $5.7 billion (EVBoosters, 2025). Despite acute market competitiveness, different global brands have focused aggressively on entering the Indian market. The brands are named as Vietnam's VinFast and China's BYD, capturing early market shares of 3.80% and 2.22% in H1 2026 (Yen, 2026). Thus, this study will consider how the consumers’ preferences for EVs can impact on Acceptance of Foreign Electric Vehicle Brands in India.
[image: India's Electric Vehicle market projections | EVBoosters]
Figure 1: Future route in the Indian EV market
(Source: EVBoosters, 2025)
[bookmark: _heading=h.xbsjfq1445qg]1.2 Aim 
The aim of the research will be to evaluate Factors Influencing Customer Acceptance of Foreign Electric Vehicle Brands in India. 
[bookmark: _heading=h.wgbw47prgta7]1.3 Objectives 
· To examine the factors impacting Customer Acceptance of Foreign Electric Vehicle Brands in India
· To analyse the reasons behind developing purchasing intentions for Foreign Electric Vehicle Brands in India
· To find out the issues based on the penetration into the Indian market by Foreign Electric Vehicle Brands 
· To recommend feasible strategies through which the acceptance of foreign electric vehicle brands can be developed in India
[bookmark: _heading=h.qsu365m6k95s]1.4 Research question 
1 What factors influence Indian consumers' acceptance of foreign electric vehicle brands?
2 What are the reasons behind developing purchasing intentions for Foreign Electric Vehicle Brands in India?
3 What are the issues based on penetrating into the Indian market by Foreign Electric Vehicle Brands?
4 Which can be the feasible strategies through which the acceptance for Foreign Electric Vehicle Brands can be developed in India?
[bookmark: _heading=h.m6qdt9iw17ju]1.5 Significance of the research 
The research may have effective academic and practical significance in terms of understanding how the electric vehicle market in India is experiencing a prominent development in recent era. The valuation is projected to range from $18.79 billion in 2025 to $31.09 billion in 2026 (Singh, 2026). In Western India, the dominance of foreign EVs is highest. In terms of understanding how the price and brand value are playing crucial roles in drawing consumer attention for foreign electric vehicles, this research will bridge a vital literature gap based on which international market entity strategy is followed by the foreign brands in highly cost-conscious economies. 
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Figure 2: Growth of EV market in Indian regions 
(Source: Marketresearchfuture, 2026)
[bookmark: _heading=h.bwlegavgjd3q]1.6 Rationale 
The rapid expansion of India’s electric vehicle market has led to a structural shift for foreign brands, though the entry barriers are steep.  The core issue is based on showing the electric passenger vehicles market in India had a 4.5% market penetration from 2025 to 2026 (EV reporter, 2026), when the volume is highly consolidated. On the other hand, competitors such as Tata Motors exhibited a prominent market share of 38% and as a result, the manufacturers may face a highly competitive market barrier in India while maintaining consumer trust and operational feasibility. The issue is critical if the global brand decides to invest in the Indian EV market and the projected $61.15 billion EV market valuation in 2026 will also be affected (Marketresearchfuture, 2025). The problem needs critical investigation because the Indian market has reached an economic inflexion point. Furthermore, cumulative allocations may cross ₹25,000 crore under Production-Linked Incentive (PLI) schemes, which are forcing international automakers to choose between local manufacturing commitments or losing market accessibility. 
[image: ]
Figure 3: Growth of the Indian EV market
(Source: Marketresearchfuture, 2025)
Thus, this research will shed light on this issue for understanding different variables, such as price hike, the infrastructural gap as well as brand trust, can impact consumers’ buying habits in India. Additionally, understanding the socioeconomic impacts will cover an academic gap by highlighting the usefulness of the technology acceptance model for supporting the market entry by automobile manufacturers. 
[bookmark: _heading=h.exxglsx28sqh]2. Literature review 
[bookmark: _heading=h.z6svhthqxpjc]2.1 Introduction
This section is critically focused on understanding the opinions of previous researchers based on consumer decisions regarding particular technology and brand usefulness. It is evident that for understanding the market penetration mode of companies, assessment of psychological and socioeconomic variables is important. Therefore, considering the opinions of different researchers, this literature review has established a theoretical framework to analyse how Indian consumers evaluate and accept foreign electric vehicle (EV) brands.
[bookmark: _heading=h.4ergogfyy8sz]2.2 Factors influencing Indian consumers' acceptance of foreign electric vehicle brands 
Consumers’ acceptance towards foreign automotive technology is based on some distinct psychological and behavioural aspects. In this regard, Kwesi et al. (2026) mentioned that the primary driver is consumer brand equity awareness that is directly linked with product choice in a highly competitive market. Additionally, it is also evident that if brand awareness, perceived quality, and brand trust are high, the consumers’ buying intentions are automatically developed (Kumar et al., 2026). Apart from that, Alsmadi et al. (2024) noted that the usability of the incorporated technology plays a key role in determining how buyers filter information and select technology. Different psychological elements, such as the usefulness and longevity of products, the marketing channel and customers’ reviews, also act to impact on consumers’ buying patterns of EVs (Ngo et al., 2026). Additionally, consumer engagement with advanced systems acts as a mediating variable, which transforms initial consumer curiosity into a concrete willingness to adopt international technological brands (Sahoo et al. 2025).
[bookmark: _heading=h.cuzljxvxw8hv]2.3 The issues based on penetrating into the Indian market by Foreign Electric Vehicle Brands 
The foreign EV brands may face different types of market friction due to structural consumer scepticism regarding post-purchase security. As mentioned by Srivastava et al. (2026), the main challenge is maintaining consumer trust post purchase that is directly linked with product quality and after-sales service. At the time of entering into a foreign market, different international brands have to overcome local preferences and this creates a barrier for them to impact the local customers, overcoming the domestic identity alignment issues (Bizuneh, 2025). It is also evident that local dealership networks, robust battery warranties, and visible servicing infrastructure- all factors act as necessary for the foreign brands to attain customers’ trust in the wider Indian market. 
[bookmark: _heading=h.fycw6xg6d32y]2.4 Aligning theories and model
In order to understand the consumers’ purchasing habits for foreign EV brands, it is important to incorporate academic frameworks that can shed light on personal utility and social and motivational factors. In this aspect, Jayawardena et al. (2026) described that technology adoption is greatly impacted by social motivation and based on this, individuals can choose or reject advanced and smart innovation. These aspects can be linked directly with the Unified Theory of Acceptance and Use of Technology framework. Through this framework, the price, social influence as well as facilitating conditions of the brands can dictate consumers’ purchasing behaviour. In support of this, Simonetti et al. (2025) stated that in the recent era, the consumer brand choice is directly impacted by their personal buying habits and external social factors in the changing business environment. 
[bookmark: _heading=h.qp5hlqsmdv9t]2.5 Literature gap
The current literature study has critically considered the aspects of technology acceptance and brand equity across the emerging economies. However, a prominent gap exists in terms of how behavioural buying patterns of the customers can be linked with the large-scale automotive transition. Moreover, a data gap is seen in terms of mapping foreign EV market entry strategies against the price consciousness and infrastructure-based psychology of Indian consumers. 
[bookmark: _heading=h.l7aqvs70n9gp]2.6 Conceptual framework 
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Figure 4: Conceptual framework
(Source: Self-developed)
[bookmark: _heading=h.5v76hcxsa6tf]3. Research methodology 
[bookmark: _heading=h.wglym6iyyfw]3.1 Research approach
This research proposal will consider inductive research. Besides, the consideration of an inductive approach will be helpful to gather theoretical results based on the topic. Moreover, the research objectives will be met critically by linking between theoretical evidence and the numerical aspects related to the topic. 
[bookmark: _heading=h.4ys1p8ig7gh9]3.2 Data collection methods
There are mainly two types of data collection methods, such as primary and secondary (Ganesha and Aithal, 2022). In this research, the secondary data collection method will be followed to collect adequate theoretical insights based on the aspects through which consumers’ purchasing habits are impacted in India for foreign EV brands. Mainly Science Direct will be used, but Google Scholar will also be considered for the collection of peer-reviewed journal articles. 
[bookmark: _heading=h.bbcdwbplyfr6]3.3 Source selection 
In order to complete this study, 10 prime sources will be chosen along with 10 supporting materials. The sources will include journal articles, online articles, corporate websites, company websites, industry reports, and newspaper articles. 
[bookmark: _heading=h.1ocfrle4aw1e]3.4 Sampling strategy
The stratified random sampling technique will be used for selecting the theoretical sources for this research. The sources within the time frame of 2020 to 2026 will be focused and the rest will be rejected. Initially, around 100 sources will be separated and only 20 will be finalised as the main and support sources for this research. 
[bookmark: _heading=h.50797uzcy6mf]3.5 Analysis techniques
Among the two main types of data analysis, such as qualitative and quantitative (Schoonenboom, 2023), the research will focus on qualitative data analysis through the Thematic Codebook approach. The coding will be done through the development of categories, sub-themes, as well as final themes. Around 5 themes will be developed based on the topic and the real-world data collected will be applied to those themes to meet the research objective critically.
[bookmark: _heading=h.b8cyipc2c1j0]3.6 Ethical considerations 
This research will consider key ethics such as maintaining data confidentiality and data anonymity while applying to the context of the research. Along with this, no third-party involvement will be entertained and plagiarism will be avoided. 
[bookmark: _heading=h.ymvzzpdldelk]4. Expected findings 
This recent study will focus on understanding the factors that have a prominent impact on Indian consumers’ acceptance of foreign EV brands. Based on the preliminary understanding of the scenario, consumers’ brand trust is based on after-sales support and the battery warranty frameworks (Harnaningrum et al. 2026). These are effective in dictating the purchasing intention of consumers in emerging markets. Furthermore, the involvement of numerical data and linking them with the theoretical aspects will be helpful to present a significant effect of Foreign EV brands on the psychology of Indian consumers. Practically, the anticipated outcomes can be helpful to present strategic implications, highlighting that global automakers can adjust their pricing model and infrastructure development to align with the value-conscious Indian consumers. In short, the research will present a practical roadmap for successful international market entry by foreign EV brands 
[bookmark: _heading=h.xjvwntfgnilm]5. Limitations
This research may encounter limitations, such as a shortage of time and a lack of credible theoretical sources that will require paid access. In order to manage the shortage of time, it will be necessary to develop a proper time plan at the initiation of the research and follow it throughout the completion. Apart from that, it will be necessary to check which sources need paid access for analysis; therefore, in place of those sources, credible online articles can be considered to minimise the impact of the limitation. 
[bookmark: _heading=h.pi7ajwepyr1v]6. Timeframe
	Activities
	Week 1
	Week 2- Week 3
	Week 4- week 5
	Week 6
	Week 7- week 8
	Week 9-10
	Week 11- week 12
	Week 13- week 14
	Week 15

	Selection of research topic
	
	
	
	
	
	
	
	
	

	Setting a literature review 
	
	
	
	
	
	
	
	
	

	Setting the data collection method
	
	
	
	
	
	
	
	
	

	Collection of secondary sources
	
	
	
	
	
	
	
	
	

	Final screening 
	
	
	
	
	
	
	
	
	

	Data analysis 
	
	
	
	
	
	
	
	
	

	Developing conclusion and recommendations 
	
	
	
	
	
	
	
	
	

	Final editing and submission
	
	
	
	
	
	
	
	
	


Table 1: Timeframe
		(Source: Self-created)
[bookmark: _heading=h.qajixf4mqlzo]7. Conclusion
Thus, it can be concluded that this research can be effective in understanding modern perspectives of Technology Adoption, along with the level of acceptance among Indian consumers. The foreign EV brands can focus on consumer psychology to establish brand trust and thus, they can be able to overcome the international market entry barriers. The proposal has included a critical discussion over the research method, expected outcome as well as the probable limitations of the study. Maintaining a succinct Gantt chart and following it throughout the research will be effective in maintaining the quality and completing the research within the due schedule. 
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