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[bookmark: _Toc237356999]1.1 Introduction 
The global automotive sector is undergoing a transformational shift with the growing popularity of electric vehicles (EVs), as government, automakers and consumers increasingly see these as a key tool to reduce greenhouse gas emissions and support sustainable mobility. Globally, EV sales have been kept alive by the development of batteries and tougher environmental law as well as public funding for charging stations. The EV market is growing quickly, with global sales surpassing 17 million units in 2024, representing over one fifth of all new vehicles sold worldwide, reported IEA (2025).
With the support of initiatives like the FAME scheme, Production Linked Incentive (PLI) programme and state-level EV policies, India has become one of the fastest-growing EV markets. Despite the slow pace of adoption, EV sales in India were estimated to be around 2.03 million units in 2024, representing 7.7% of new vehicle sales, and the market is on fast growth trajectory as per Niti Ayog (2025), with a national target of 30% EV penetration by 2030. Consumer attitudes towards technology, luxury, reliability and sustainability have a significant impact on EV adoption. This chapter offers background to the study, defines the problem of the study, states its aim, objectives and questions, elaborates the rationale and significance of the study, frames its scope, and summarizes the general structure of the dissertation.
[bookmark: _Toc237357000]1.2 Background of the Study
As the world is seeing an accelerated shift towards sustainable transportation, the automotive sector is undergoing a rapid transformation towards electric vehicles (EVs), in response to rising environmental issues and the introduction of new technologies and government policies. Climate change is also a driver of investments in electric mobility, as is the desire to lower greenhouse gas emissions and the global push for a net zero carbon target. IEA (2025) reported that global EV sales rose from less than one million units in 2016 to around 18.8 million units in 2024, and are projected to reach over one-quarter of all new car sales worldwide in 2025, showcasing the EV sector's impressive progress.
India is one of the fastest-growing EV markets in the developing world. Government policies, rising fuel costs and heightened environmental consciousness have given a boost to the country's EV industry. According to Niti Ayog (2025a), EV sales in India rose by nearly 50,000 units in 2016 to almost 2.08 million in 2024 and the Government target sets 30% of all sales to be EVs by 2030. The government has been a key player in catalysing this transformation through several initiatives such as the Faster Adoption and Manufacturing of Electric Vehicles (FAME) scheme, the Production Linked Incentive (PLI) scheme for batteries for the Advanced Chemistry Cell and for the automotive industry, and reduction in Goods and Services Tax (GST) on EVs from 12% to 5%. These policies have helped to incentivize car manufacturers, increase charging station infrastructure, and make EVs more affordable for customers.
Technological advances have also significantly enhanced the appeal of EVs, in addition to policy measures. The value proposition of EVs (Mo et al., 2022) has been improved through new battery technology, longer range, greater charging speeds, connected vehicles and smart mobility solutions. Simultaneously, climate issues such as urban pollution and CO2 emissions have added momentum to consumer demand for cleaner modes of transport, making sustainability a growing factor in the decision for acquiring a vehicle.
The luxury car segment has also seen significant changes in India. In addition to technology-packed brands, the traditional luxury manufacturers including Mercedes-Benz, BMW and Audi are increasingly offering technology that is integrated into their vehicles, connected to digital solutions, self-propulsion and smart driving. Hence, luxury has evolved from prestige, craftsmanship, and brand heritage to include innovation, high-tech, and sustainability (Dhingra and ET Auto, 2026). The evolving competitive mix demands that perception of various value propositions be understood when purchasing an EV.
In addition, the automotive industry is seeing a change in the behaviours of consumers between generations. Younger consumers (especially Generation Z and Millennials) tend to be more enthusiastic about technology, digital ecosystems and environmental sustainability, while Generation X consumers tend to look for reliability, durability, functionality and brand reputation. It is therefore important to understand the changing perceptions of the consumers across the generations for manufacturers and policy makers to push the EV adoption and chart a strategy to cater to the various expectations of the fast-evolving automobile market in India.
[bookmark: _Toc237357001]1.3 Research Problem
Although electric vehicles (EVs) have been growing in popularity, India's penetration into the EV market is still low, especially in the passenger car sector. While government initiatives such as the FAME scheme, Production Linked Incentive (PLI) scheme and tax incentives have encouraged market growth, consumers continue to face concerns related to high purchase costs, charging infrastructure, range anxiety and battery reliability, resulting in mixed perceptions towards EVs (Sandhu, 2024). Despite favourable policy support, these challenges continue to affect purchasing decisions.
Previous studies have focused on the factors affecting purchase intention based on theories including the Technology Acceptance Model (TAM) and Theory of Planned Behaviour (TPB). The studies have been primarily on variables such as environmental concern, perceived usefulness, social influence and facilitating conditions to better understand consumers' intention to adopt EVs. But, the understanding of broader perception than purchase intention has received comparatively less attention (Jain and Singh, 2024).
Moreover, little research has been done to compare if consumers see the EVs as a symbol of traditional luxury, defined by brand prestige and status, or as a technology-based product, providing innovation, connectivity and smart features. Furthermore, there are few empirical studies that explore these perceptions within Generation Z, Millennials and Generation X in the Indian context. Addressing this research gap will provide manufacturers and policy makers with a more complete picture of consumer perceptions, and enable them to develop more effective EV adoption strategies.
[bookmark: _Toc237357002]1.4 Research Aim
The aim of this study is to explore consumer perceptions of electric vehicles in India and examine how traditional luxury values, technology-oriented perceptions, and generational differences influence attitudes towards EV adoption.
[bookmark: _Toc237357003]1.5 Research Objectives
The objectives of this study are:
· To analyse consumer perceptions of electric vehicles in India.
· To compare the influence of traditional luxury values and technology-oriented attributes on consumer perceptions of electric vehicles.
· To examine generational differences in consumer perceptions of electric vehicles in India.
[bookmark: _Toc237357004]1.6 Research Questions
The study seeks to answer the following research questions:
1. How do consumers perceive electric vehicles in India?
2. How do traditional luxury values and technology-oriented attributes influence consumer perceptions of electric vehicles?
3. How do perceptions of electric vehicles differ across generations in India?
[bookmark: _Toc237357005]1.7 Rationale of the Study 
The Indian electric vehicle (EV) market has seen significant growth over the years, driven by various factors such as government incentives, technological advancements, and increased environmental awareness. While there has been positive policy support and growth in charging infrastructure, EV adoption is still not as extensive as expected, highlighting that market growth is not a panacea for widespread EV adoption. A study by Yadav and Yadav (2024) indicated that the attitudes, perceived value and behavioural preferences of consumers still affect the decision to purchase EVs, and it is important to understand the factors that affect consumer perceptions.
The Indian automotive industry is also seeing a change, with established luxury brands like BMW, Mercedes-Benz, and Audi becoming head-to-head with technology-driven brands that focus on software integration, smart connectivity, and digital innovation. For consumers, this means that they now not only think about prestige, comfort and brand heritage, but also technology, sustainability and intelligent features. This change in consumer's perception is a cue to consider if the traditional luxury values or technology-backed features have more influence on the perception of an electric vehicle (Gautam and Bolia, 2024).
In addition, each generation has different tastes and preferences and younger generations tend to be more open to newer technologies than older generations. It is important to recognize these differences so that they can be considered in marketing strategies and promote EV adoption. The results of this study will help manufacturers in positioning products, helping marketers in creating communication strategy and helping the policy makers in designing the initiatives to address the concerns of the consumers and to speed up the transition towards sustainable mobility in India (Vikas Nimesh et al., 2024).
[bookmark: _Toc237357006]1.8 Significance of the Study 
This study makes important academic and practical contributions to the growing body of research on electric vehicle (EV) adoption in India. Academically, it builds on the previous work as it looks at perceptions instead of just purchase intent, which has been the focus of many previous studies. Research on EV perceptions has explored different factors such as environmental issues, cost, charging infrastructure, and consumer attitudes toward EV use, while less research has focused on the multi-faceted nature of EV perceptions, specifically the interactions among traditional luxury features and technology-related features (Yadav and Yadav, 2024). This study set out to fill this gap and provide a comparative perspective in the Indian automotive market.
The study also contributes to the literature by examining the differences in perception of EVs between Generation Z, Millennials, and Generation X to gain a more complete understanding of how age influences the perception of EVs. The results support the rising body of knowledge on consumer behavior in emerging EV markets (Vikas Nimesh, et al., 2024).
In the real world, it will also support EV manufacturers in determining the most important consumer attributes, which will assist them in their product development and positioning strategies. The results will also be used to create more effective promotion mixes to meet the tastes and preferences of different groups of buyers. Furthermore, the results of the study can be used by the policymakers to design EV consumer-centric policies, awareness campaigns and incentives to address current challenges in EV adoption and to support India's long-term sustainable mobility goals.
[bookmark: _Toc237357007]1.9 Scope of the Study 
This research study is aimed at the Indian consumers' perceptions of the electric vehicles (EVs), specifically the impact of traditional luxury values, technology-oriented perceptions, and generational differences on the attitude towards EV adoption. The study explores consumer perceptions on EVs through a review of the evidence found in academic research, government reports and industry publications. In particular, the study examines the perceptions of the Generation Z, Millennials, and Generation X in order to analyze the differences in consumer expectations among the age groups (Gautam and Bolia, 2024). The research is an interpretivist approach and inductive method that uses only qualitative secondary data from credible and publicly available sources.
The study does not include hybrid vehicles, commercial EVs and international market comparison since it is focused on Indian passenger EVs market. It also does not use primary data collection methods like surveys or interviews, does not use quantitative or statistical analysis. Therefore the results are conclusions drawn from themes extracted from the literature without empirical testing of hypotheses or numerical relationships.
[bookmark: _Toc237357008]1.10 Dissertation Structure 
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[bookmark: _Toc237300012]Figure 1 Structure of a dissertation
(Source: Self-created)
This dissertation is organised into six chapters. Chapter One presents the research background, problem, aim, objectives, research questions, rational, significance and scope and structure of research. The literature review in Chapter Two examines the current research on the evolution of the EV market, consumer perceptions, traditional luxury values, technology preference and generational differences, and the gap in the existing literature. Chapter Three discusses the research methodology which is comprised of research philosophy, research approach, research strategy, data collection and data analysis techniques, thematic analysis and ethics. The results of the thematic analysis of the secondary data are presented in Chapter Four. The findings of this research are discussed in Chapter Five and compared with the existing literature. Chapter Six concludes, summarizes and discusses the key findings, limitations and recommendations for future research and practice.
[bookmark: _Toc237357009]1.11 Chapter Summary 
This chapter presented the research background and the research problem associated with the perceptions of electric vehicles among the consumers of India. It presented the research aim, objectives, research questions, significance and scope of the study. The following chapter critically reviews the literature relevant to consumer perceptions, luxury values, technology-oriented preferences and generational differences


[bookmark: _Toc237357010]Chapter 2: Review of Literature
[bookmark: _Toc237357011]2.1 Introduction
This chapter critically appraises the current literature that is relevant to the Indian context for EV perception from the consumer's point of view. It starts with an overview of the global and Indian EV industry and how environmental considerations, government policies, and technology have shaped the EV landscape. This chapter then examines the subject of consumer perception and the factors which affect consumers' perceptions of EVs. Specific focus is placed on the traditional luxury values (brand prestige, heritage and exclusivity) and on technology-driven attributes (innovation, smart connectivity, and digital ecosystems). Throughout the review, similarities, contradictions and limitations in existing literature are critically analysed to establish the gap in the literature. Lastly, the chapter builds a conceptual framework that is the backbone of the study and serves as the theoretical and conceptual basis for the research methodology elaborated in Chapter 3.
[bookmark: _Toc237357012]2.2 Overview of the Electric Vehicle (EV) Market 
2.2.1 Global EV Market
In recent years, the global market for electric vehicles (EVs) has been booming in response to growing awareness of climate change, tougher emission standards and technological advances. IEA (2025), reported that in 2024, global sales of electric vehicles surpassed 17 million, accounting for over one-fifth of all new car sales globally, cementing EVs as a pivotal element in the journey towards low-carbon mobility.
The shift to EVs is closely tied to global net zero emission pledges, and transport is one of the biggest contributors to GHGs (Patel et al., 2024). The study further stated that the government's actions, such as financial incentives, charging infrastructure development and regulatory support have helped to drive the adoption of EVs in many countries. The study focuses mainly on the policy mechanisms, though, consumer perceptions are received with limited attention, though it is recognised that technological improvements alone do not guarantee uptake.
Furthermore, Singh et al., (2022) pointed out that governments around the world have provided subsidies, tax measures, and infrastructure investments to promote EV uptake as well as bolster local EV production. Even so, the advantages of these policies vary from country to country due to economic conditions, infrastructure preparedness, and consumer confidence. These mean that policy support and consumer attitudes are required for successful electrification.
Besides, the large vehicle companies, including Tesla, BYD, BMW, Mercedes-Benz and Volkswagen, have also invested heavily in EVs by introducing technologically advanced EV models and increasing their EV battery production capacities (IEA, 2025). All of this has resulted in greater competition in the market and an explosion of innovation that has also created new expectations for seamless software integration, intelligent connectivity and sustainable mobility among consumers.
2.2.2 Indian EV Market
The Indian government's innovative policies and increased investments in sustainable transportation are propelling India towards becoming one of the fastest-growing EV markets in the world. The Government of India has taken several steps towards EV adoption such as the Faster Adoption and Manufacturing of Electric Vehicles (FAME) scheme, the Production Linked Incentive (PLI) scheme, reduction in Goods and Services Tax (GST) on EVs, and separate measures for the development of charging infrastructure (Singh et al., 2022).
Similarly, Patel et al. (2024) found that such initiatives have contributed to the growth of domestic production and markets. But according to the findings, the availability of charging stations is still not a major factor in the widespread adoption of EVs in India and high purchase costs and range anxiety are still the biggest issues.
However, Sandhu (2024), suggested that while the market conditions have been made conducive to the adoption of EVs, lack of public charging infrastructure, concerns around battery life and insufficient awareness about long-term economic gains have limited consumer confidence. The study also indicated that greater advancements in battery technology, accessibility to charging, and standardisation are crucial for driving adoption.
Overall, from the literature, it is seen that the Indian EV market has immense growth potential because of the supportive government initiatives, technological advancements, and growing involvement of the EV manufacturers. While the market is growing quickly, however, there is still significant variation in consumer adoption, as technology, infrastructure and consumer psychology continue to impact the decision to buy. Hence, knowing consumer perceptions has become more crucial than ever for manufacturers and policymakers to meet India's long-term objectives of electrification and sustainability.
[bookmark: _Toc237357013]2.3 Consumer Perceptions of Electric Vehicles
Consumer perception is the act whereby people interpret, evaluate and form opinions about a product, based on their knowledge, experiences and beliefs (Oplanić et al., 2026). Consumer perception in the case of EVs is related to their value, their functionality, their environmental impacts, and their technical characteristics. Perceived value is the assessment of the value from what consumers receive based on the costs they pay; while consumer attitude is consumers' positive or negative assessment of EV adoption. The findings of the study conducted by Yadav and Yadav (2024), suggested that consumer perceptions are influenced by personal values along with attitudes and behavioural reasoning and not only by economic factors.
Purchase cost is one of the most influential factors in the consumer perception. As cited by Mittal, Garg and Pareek (2024), despite reduced operating costs and the government incentives, high initial purchase prices are still a significant hurdle in the adoption of EVs in India. . The study concludes that consumers still value upfront affordability over long-term savings. In the same manner, Dhar (2024), observed that the price of the vehicle to purchase is one of the factors that greatly affect the perception of consumers and their intention to purchase an EV in India. However, Gupta et al. (2024) revealed that consumers' environmental awareness and cost savings in the long run overcome the concern about price, suggesting that price can be offset by value.
Range anxiety defined as fear of not having enough battery power to make a trip is another key factor. Kumar et al. (2024) found that range anxiety is a major factor impacting consumer attitudes towards EV uptake, with concerns about battery range impacting confidence in the technology. Likewise, Yadav and Yadav (2024), identified range anxiety and inadequate charging infrastructure as key reasons discouraging Indian consumers from adopting EVs. However, See et al., (2024), cited that consumers are now more interested in the advanced vehicle functionality and digital technology than in driving range, suggesting that the significance of range anxiety is likely to diminish over time as battery technology improves.
Another key factor that influences consumer perception is environmental concern. Gupta et al., (2024b) found that environmental awareness among consumers tends to foster positive attitudes toward EVs, as they connect them with reduced carbon emissions and sustainable transportation. However, Parilla (2025), suggest that environmental concern alone does not lead to purchasing decisions unless it is accompanied by price, infrastructure and reliability attributes. The conflicting results suggest that values in the environment can be used to promote positive attitudes but have limited power to promote adoption.
In addition to environmental and economic factors, brand image and vehicle performance and reliability have significant impact on consumer perceptions. Consumers are highly attuned to brand reputation, safety, performance and reliability when considering EVs, especially in growing markets where there is still significant technology uncertainty (Gupta et al., 2024a). Likewise, Dhar (2024), found that the positive effect of performance expectancy on consumer perceptions and purchase intentions. Moreover, the positive impact of government incentives, such as subsidies and tax measures, boosts consumer confidence by easing financial constraints. But Xue et al., (2023), claimed that incentive schemes are ineffective without enhancement of infrastructures, product quality and consumer awareness.
The literature as a whole shows that the perception of EVs is complex and depends on the interplay of economic, technological, environmental and psychological factors. While the impact of cost, charging infrastructure, and environmental factors on consumer perceptions is widely accepted, the varying roles played by range anxiety, perceived value, and government incentives indicate that EV market penetration is still very context-dependent. This underscores the importance of conducting more qualitative studies to gain insight into the Indian consumers' perceptions of these factors in assessing EVs.
[bookmark: _Toc237357014]2.4 Traditional Luxury Values in the Electric Vehicle Market 
Traditionally, luxury automobiles have been associated with brand prestige, heritage, exclusivity, premium quality, superior craftsmanship and social status. Luxury cars are always viewed as symbols of wealth and personal achievement and also social identity rather than just a means of transportation for consumers. Based on the luxury value theory by Kapferer, luxury products are raised by their exclusiveness, emotional bonds, and symbolism, whereas mass-market products are not. (Wang, Sung and Phau, 2024). With the growing mainstreaming of electric vehicles (EVs) into the premium car category, researchers have posed the question whether these traditional luxury attributes still play a role in consumer choice or whether they are being replaced by technology.
The study conducted by Habeeb Agoro and Solomon (2025), revealed that personal and social values have still been found to influence the attitude of the consumers towards EV adoption in India. Beyond the environmental focus, the study proposes that symbolic aspects are still playing a significant role when consumers consider the purchase of a premium EV, as they often equate it with social recognition and status.
Likewise, Kumar Singh (2024), revealed that consumers feel luxury EVs offer prestige and environmental awareness, enabling them to express wealth and sustainability. The study further suggested that there was a positive relationship between brand reputation and perceived exclusivity with the consumer decision, particularly in premium car segment.
But there are other research studies that dispute the persistence of traditional luxury values. In India, a study by Bhasin and Srivastava (2024), concluded that social image was not significantly affecting consumers' EV purchase decision, while environmental benefits and economic advantages as well as technological performance were seen as stronger influencing factors in EV adoption. The results suggest that consumers consider the functional aspects more and more than the symbolic prestige of EVs, especially in growing markets, where price and performance are still key issues.
Additionally, See et al., (2024) claimed that today's EV consumers are increasingly seeking cars with advanced functionality, software connectivity and excellent handling capabilities over brand heritage and exclusivity. The analysis further indicated that they can rely on technological amenities and digital quality, in addition to traditional luxury features, to justify a premium price.
Another question is the nature of luxury itself, and how it is evolving. Arora and Singh (2024), argued that luxury has become synonymous with innovation, sustainability, and intelligent mobility for consumers as opposed to prestige or heritage. Luxury is transforming from a symbol of possession to an expression of sophistication, technology and eco-friendliness. There are conflicting views in the literature about the importance of traditional luxury values in EV markets. While others have argued that brand prestige, heritage and exclusivity continue to play a role for consumers, some studies have indicated that technological performance, sustainability and functional value are now the reasons people are buying EVs. The divergent results indicated that traditional luxury values are not being lost but rather redefined in the changing landscape of the EV market; more research is needed on how the symbolic and technological attributes of EVs are weighted by consumers when considering premium EV options.
[bookmark: _Toc237357015]2.5 Technology-Oriented Perceptions of Electric Vehicles 
Digital technologies have rapidly evolved, changing the perception of EVs (electric vehicles) and innovation is becoming a key characteristic of the value of a vehicle. Modern EVs are considered intelligent mobility platforms that include artificial intelligence (AI), advanced battery systems, smart connectivity and autonomous driving functions. As a result, EVs are being judged by more than just their mechanical performance, but rather their technological sophistication.
Wang and Khan (2024), found that OTA updates, product innovativeness, and driving experience are crucial factors that boost consumers' purchase intention through strengthening their trust and satisfaction. The research contended that OTA technology helps vehicles continuously evolve after the point of purchase and deliver a living ownership experience that traditional cars cannot offer.
Likewise, Zhu et al., (2024) discovered that technological trust has a significant impact on consumer satisfaction with EVs. The study further demonstrated that consumers are more satisfied when intelligent technologies, digital connectivity and vehicle performance meet or exceed expectations. However, the research made it clear that complexity of technology can also affect satisfaction if the consumers do not understand the new technology or if it is not reliable.
Artificial intelligence and autonomous driving technologies have further bolstered perceptions of technology orientation. Park and Kim/Moon (2025), stateD that AI-driven autonomous driving systems enhance consumers' perception of innovation and convenience. However, the study argued that technological advances are not sufficient, as safety concerns and perceptions of risk and trust continue to hinder public acceptance.
What is also becoming clear is how today's EV manufacturers have influenced consumer expectations, particularly Tesla and BYD. What Tesla is well known for is its software defined vehicles, and its smart connectivity and OTA updates, making the cars a perpetual product evolution. But in recent years BYD has emerged as a formidable competitor, with its new battery technology, intelligent driving systems and cost-effective innovations all challenging Tesla's technological supremacy. All of this points to the fact that consumers now identify higher value with technology as opposed to brand history.
The researchers are not completely certain, however, that technology has completely replaced prestige altogether. Wang and Khan (2025), stated that innovation, digital ecosystems and connected services are turning into key purchase drivers as they increase the perceived value of ownership over an extended period of time. Zhu et al., (2024), however, indicated that technological superiority is not always sufficient to ensure positive perceptions by consumers, and technology can only positively influence the satisfaction of the consumers if it is combined with brand trust, perceived quality and reliable performance.
In summary, the research shows that technology features, ranging from AI, smart connectivity, battery improvements, autonomous driving, and OTA software updates have revolutionized the way consumers view EVs. However, the ongoing discussion of if technological innovation can completely replace prestige, indicates that consumers are looking for a mix of advanced technology, reliability and brand credibility when considering modern electric vehicles.
[bookmark: _Toc237357016]2.6 Generational Differences in Consumer Perceptions of Electric Vehicles 
The perceptions that consumers have of EVs differ based on the generation, as each generation has different values, lifestyles and priorities when purchasing a product. Sustainability, technological familiarity and financial ability and risk perception are some of the values that power EV perceptions among the generations. Manufacturers and policymakers should understand these differences, and develop solutions and policies to directly tackle these challenges in order to promote EV adoption. Generation Z is generally recognised as the most technologically connected and environmentally conscious generation. Le, Jabeen and Santoro (2023), found that young consumers are more willing to take up EVs as they are strongly interested in innovation, digital technologies and environmental sustainability. The research also indicates that technology-first lifestyles foster an understanding of EVs as contemporary and socially conscious products among Generation Z. However, Higueras-Castillo et al., (2023), cited, that younger consumers have positive attitudes toward EVs, but there are still barriers in purchasing such vehicles due to limited charging facilities and low prices. These findings suggest that a positive perception is not necessarily a positive buying action.
However, Millennials are more likely to consider things on a case-by-case basis while still keeping up with new technology. Le, Jabeen and Santoro (2023), found that millennials are environmentally conscious but also consider the economic benefits, convenience, and performance factors of EVs. The study further identified that self-identity and technology acceptance positively correlate each other and both are significant factors to drive EV purchase behaviour among Millennials, especially in emerging markets. Likewise, Zaino et al. (2024) noted in the systematic review that generally, EV adoption among the Millennial generation is high, as they believe EVs are innovative solutions that are in line with sustainable lifestyles. However, the review also finds that high purchase costs and charging concerns remain to temper adoption decisions.
Generation X is more conservative in their EV attitude than younger generations. Higueras-Castillo et al., (2023b) found that older consumers value reliability, brand trust, cost-effectiveness and long-term value more than novelty of the technology. Likewise, Dcosta, Graul and Sajid Bin Hasnat (2024), showed that perceived reliability, battery durability and ownership costs were significant factors in EV adoption among mature customers who tend to need more proof of long-term performance when buying new technologies.
The literature is largely unanimous on the fact that the attitude of Generation Z and Millennials towards EVs are more favorable than that of Generation X, but there are some important debates. Higueras-Castillo et al., (2023c), argued that age per se is not an important determinant of EV adoption, as availability of infrastructure, financial incentives, and technology trust are other factors that affect all consumers. Similarly, Pamidimukkala et al., (2024), on the global review stated that consumers of all generations are influenced by the purchase price, charging station availability, and other barriers.
[bookmark: _Toc237357017]2.7 Critical Evaluation and Research Gap 
There are many factors influencing the uptake of EVs in the literature; however, there are some important conceptual and methodological gaps. The views of consumers are influenced by a mixture of economic, technological and environmental variables, not by any one of them. For instance, Yadav and Yadav (2024) identified the main enablers and inhibitors for EV adoption in India as purchase costs, charging infrastructure, environmental concerns and government incentives. Similarly, the study by Jain and Singh (2024b), concluded that attitudes, perceived behavioural control and green nudges significantly influence consumers' behavioural intentions towards EV adoption.
But there are conflicting views on how important these are relative to each other. According to Balasubramanian et al., (2024), consumers focus more on functional aspects of EVs like price, performance, and charging ease rather than environmental factors at the time of purchase. Conversely, Yadav and Yadav (2024), claimed that environmental values and government incentives play a crucial role in reinforcing positive consumer attitudes, but these impacts are partially mitigated by range anxiety and infrastructure constraints. These contrasting results suggest that what consumers perceive depends on the market context and the demographic group.
Another great weakness is the prevailing focus on purchase intention over more general consumer perceptions. While models such as the Technology Acceptance Model (TAM), Theory of Planned Behaviour (TPB) and Behavioural Reasoning Theory (BRT) are well able to explain consumers' intention to buy EVs, they offer a narrow understanding of consumers' interpretations of EVs as products. Additionally, the majority of studies use quantitative survey techniques and statistical modelling, which detect significant relationships among variables but lack the ability to extract subjective information regarding the meanings of consumer perceptions. There are fewer studies that employ mixed methods in the Indian context.
Another disparity lies in the lack of comparison between traditional luxury attributes and attributes related to technology when assessing EVs. Previous research tends to focus on these constructs individually, instead of studying their interactions in relation to consumer perceptions. Further, there have not been many studies that have contrasted these perceptions between the generations of Gen Z, Millennials, and Gen X in India. This study aims to bridge these gaps, as it is a qualitative secondary research study that aims to explore how the combination of traditional luxury values, technology-driven preferences and generational differences influence consumer perceptions of EVs in India.
[bookmark: _Toc237357018]2.8 Conceptual Framework 
The conceptual framework is used to analyze the factors influencing consumers' perceptions of electric vehicles (EVs) in India. This study suggests that the three key concepts affecting consumers' perception of EVs are traditional luxury values, perceptions of technology, and generational differences, based on critical literature review. The constructs are interrelated and together explain consumers' attitudes towards EVs.
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[bookmark: _Toc237300013]Figure 2 Conceptual Framework
(Source: Self-created)
The findings from previous studies indicate that luxury values such as brand prestige, heritage, exclusivity and premium quality are still affecting consumers' evaluation, especially in the premium car segment. However, the values are now being questioned as consumer expectations have grown and the technology-driven mobility options have emerged. Similarly, perceptions of technology, such as innovation, artificial intelligence, smart connectivity, battery technology, and digital ecosystems, are also significant, particularly for those who seek advanced technology experiences, have proven to have a significant impact on EV attractiveness. Furthermore, the literature reveals that the preferences for purchasing sustainability, innovation, reliability, and long-term value differ among generations, with Gen Z showing a preference for sustainability, Millennials for innovation, and Gen X for reliability and long-term value.
Considering these results, the present research explores the effect of these three constructs as a composite on consumer perceptions of EVs, which is the central phenomenon being discussed. The conceptual structure is then designed for the analysis of the relationships that are identified in the literature and would guide the thematic analysis that would be conducted in the following chapters.
[bookmark: _Toc237357019]2.9 Chapter Summary 
This chapter critically analysed the literature regarding the perception of consumers towards electric vehicles (EVs) in global and Indian market. The review revealed that consumers are driven by environmental issues, price, charging accessibility, technology and brand image. It also found that the traditional luxury values and technology-based qualities are both influencing consumers' perceptions; however, there are currently conflicting conclusions about which are more influential. In addition, the literature suggests that age differences affect EV perceptions, with younger consumers typically valuing technology and sustainability more than older consumers. But little qualitative work has been done, and comparatively, addressed these relationships within the context of India. Thus, the conceptual approach evolved in this chapter helps to analyze these themes and answer the research questions in the following chapters.


[bookmark: _Toc237357020]Chapter 3: Research Method
[bookmark: _Toc237357021]3.1 Introduction
This chapter describes the methodology used to study the perception of Indian consumers about electric vehicles (EVs). It clarifies and justifies the method adopted to meet the research aim and objectives. This chapter addresses the research philosophy and the research approach used in the study, the research strategy and the general research design. It then outlines how qualitative secondary data was collected and the thematic analysis technique used to explain the findings. The chapter also addresses the quality concerns and trustworthiness of the research and the ethics employed throughout the research process. The methodological decisions make the research systematic and are in line with the study's philosophy of interpretive research, an inductive approach, and the qualitative study objectives.
[bookmark: _Toc237357022]3.2 Research Onion 
Saunders et al. (2023) have developed a research onion to identify and explain the right research method for research projects. These layers involve research philosophy, research approach, research strategy, research choice, time horizon, and techniques and procedures. The layers provide a logical guidance for the researcher to make decisions on methodology in accordance with the research aim and objectives (Tengli, 2020). The research onion under consideration in this study is set to be used as a research instrument in the research process, while ensuring a consistency of the methodology, from the philosophy to the approach, from research method to data analysis and interpretation.
[bookmark: _Toc237357023]3.3 Research Philosophy
Research philosophy is the set of beliefs and assumptions about nature of knowledge, nature of reality and how knowledge is created in a research study (Saunders et al., 2023). It establishes the basis for methodological decisions and drives research approaches, strategies and data collection methods. Based on different philosophical viewpoints, researchers can approach research problems from various angles as a function of the nature of the research.
One of the popular philosophy that is usually adopted is positivism which believes that reality exists in the objective sense and can be measured by observable facts with quantitative techniques. Usually, positivist research requires hypothesis testing and the application of statistics to give rise to causal relationships (Park, Konge and Artino, 2020). On the other hand, interpretivism states that reality is socially constructed and that each person has their own unique set of beliefs, values and contexts through which they interpret their experiences (William, 2024). Therefore, interpretivist research aims to be meaningful, not to make laws.
Another philosophical view is that of Pragmatism which says that the methods of research should be chosen based on the research problem and that it is not necessary to hold only one philosophical view. Qualitative and quantitative research methods are frequently used together to develop pragmatic solutions (Kaushik and Walsh, 2019). Realism, on the other hand, recognizes the existence of some reality outside of the individual and also the fact that man's interpretations affect his understanding of reality.
This study is of the interpretivist type, due to the emphasis on establishing an understanding of how consumers perceive EVs rather than statistically significant relationships. The concept of luxury values, technological innovation and generational preferences are subjective consumer perceptions that are influenced by experiences, beliefs and social contexts. Moreover, the study is qualitative secondary, and it does not test hypotheses but rather it interprets meaning and patterns. Thus, interpretivism is the most suitable philosophy for attaining the research goal of understanding consumer perceptions on EVs in India.
[bookmark: _Toc237357024]3.4 Research Approach
Research approach is the methodology that researchers use to build knowledge and draw conclusions from the research results (Saunders et al., 2023). There are two major research methods used: deductive and inductive. Deductive – starts with theory and hypotheses and then tests these with empirical evidence. It is often linked with research based on positivism and quantitative methodologies which aim to research causal relationships using statistical analysis (Mohammed, 2024).
An inductive approach, on the other hand, starts from the observation and evidence, and patterns and theories emerge as part of the research work. In contrast, inductive research aims to examine and interpret the phenomenon being studied, rather than pretest hypotheses, to gain a deeper understanding (Mohammed, 2024).
The research method used in this study is Inductive method where the aim of the study is to find out the perceptions of the consumers of the EVs in India from the available qualitative secondary literature. There will be no attempt to test hypotheses or validate existing theories as is the case in the research (Mohammed, 2024). It rather looks for patterns and themes in academic research, government reports and industry reports, to gain insight into the traditional luxury value, the technology-related perception and the differences between generations and how these influence consumer perception. The inductive approach is thus the one that is suitable because it fits the use of thematic analysis, the development of the theory from the evidence that is reviewed, and the study's interpretivist philosophy, which is qualitative secondary research.
[bookmark: _Toc237357025]3.5 Research Strategy
Research strategy refers to the overall plan that is designed for gathering and analyzing data to fulfill the goals of the research (Sileyew, 2019). The decision on the research strategy to be used is guided by the research problem and the type of information needed to answer the research questions. Survey strategies are often employed in quantitative research for gathering standardised data on a large sample using the same questionnaire. Case study research provides an in-depth analysis of an organisation, event or phenomenon in its natural setting; experimental research, on the other hand, investigates causality by manipulating variables in a controlled setting. Ethnographic research, on the other hand, is a form of research that involves extended observation and participation in a specific social or cultural context.
The method of this study is a qualitative secondary research method because it is suitable to be used to explore the perception of consumers about electric vehicles (EVs) using existing documentary evidence (Cheong et al., 2023). The data for this research are qualitative in nature and include textual information from peer-reviewed journal articles, government documents, reports from NITI Aayog and International Energy Agency (IEA) and reliable industry reports from firms like Deloitte and McKinsey. The study does not attempt to gather primary data but it systematically analyzes the reported results, discussions and interpretations of these documents to gauge consumer perceptions, traditional luxury values, technology-centric attributes and generational variations in the Indian EV market.
A qualitative secondary research method offers a broader and more credible and authoritative evidence from various sources, but with a shorter time and less cost than primary data collection, and also allows to compare the evidence across different studies and contexts (Cheong et al., 2023). While the strategy is based on existing published work, there is a lack of control over the scope and quality of that original evidence; however, the care taken selecting credible sources addresses this. It is therefore deemed suitable as it reflects the interpretivist philosophy and inductive method and facilitates a systematic thematic analysis of the qualitative secondary sources of data.
[bookmark: _Toc237357026]3.6 Research Design
Research design refers to the general plan for gathering, analysing, and interpreting data to meet the research goals effectively (Saunders et al., 2023). It guarantees that the chosen methods are suitable to address the research questions and that they align with the research philosophy and goals.
The qualitative research design is used for this study because it aims to explore and interpret consumers perceptions of electric vehicles (EVs) and not to quantify relationships between variables. The qualitative research is suitable for the understanding of meanings, opinions and experience and provides opportunity to explore complex social phenomena in depth (Khanday and Khanam, 2023). The study is also cross-sectional since qualitative secondary data is collected and analysed at one time.
The other research in this field is of secondary document analysis design. The unit of analysis is qualitative textual data in the form of peer reviewed journal articles, government publications or quality industry reports. Instead of producing primary data, the study examines the reported findings, discussions and interpretation of consumer perception, traditional luxury values, tech-friendly consumer features and generational variations in the Indian EV market. This design supports the interpretivist philosophy and inductive approach by enabling themes to emerge from documentary evidence, making it appropriate for achieving the research objectives.
[bookmark: _Toc237357027]3.7 Data Collection Method 
The qualitative secondary data obtained from documentary data was used in this study to understand the perception of consumers towards electric vehicles (EVs) in India. Documentary analysis was deemed suitable since it allowed systematic analysis of the evidence available from credible published sources that did not require the collection of primary data (Bowen, 2009). The documentary data consisted of published journal papers, government reports, industry reports, consumer market reports regarding consumer perceptions, traditional luxury values, technology oriented preferences and generational differences.
The literature search was carried out following a structured approach in the Scopus, ScienceDirect, Emerald Insight, Wiley Online Library and Google Scholar databases. Additional policy/ market perspectives from Government publications of the International Energy Agency (IEA) and industry reports from Deloitte were also included. The studies were chosen based on the following inclusion criteria: published between 2021 and 2025, article written in English, relevant to the goals of the research and source credibility (Snyder, 2019). After screening for title, abstract and full-text, 15 documentary sources were located for detailed analysis.
Textual extracts which related to the research objectives were systematically noted and arranged before the analysis. These were a variety of academic, government and industry views on EV adoption and consumer behaviour. The resulting document data were then used to create the dataset for an inductive thematic analysis, as presented in Chapter Four. To increase transparency and support trustworthiness of the research (Lincoln & Guba, 1985), the detailed literature search strategy, documentary source inventory and coding framework are included in the appendices.
[bookmark: _Toc237357028]3.8 Data Analysis Technique 
Qualitative secondary information obtained from documentary sources were analysed with thematic analysis. It is an accepted qualitative technique for discovering, categorising and analysing patterns in textual data. Thematic analysis is a flexible method for analyzing qualitative data that can help researchers discover themes and ensure transparency during the analysis process (Ahmed et al., 2025).
The detailed analysis of the study data was conducted by following the six steps thematic analysis method proposed by Braun and Clarke. The first phase, which is the familiarisation was repeated reading of the selected documentary sources to achieve a global understanding of the qualitative data (Cresswell, 2010). The second phase consisted of systematically coding the relevant textual evidence of consumers' perceptions of EVs, traditional luxury values, and technology-oriented attributes and generational differences (Ahmed et al., 2025). The third stage involved aggregating similar codes to form more general themes that contained the repeating patterns in the documentary data.
In phase four, the themes identified were examined to make sure that they captured the coded evidence and met the research goals. The fifth phase was the development of the themes and their refinement with a clear and better understanding of concepts. Lastly, the themes were interpreted by drawing inferences between the themes and connecting them with the consumer perception of EVs research questions and knowledge (Ahmed et al., 2025).
The final analytical framework comprised four themes: consumer perceptions of EVs, traditional luxury values, technology-oriented perceptions and generational differences. Themes identified through qualitative secondary data, which directly related to the research objectives. Since the thematic analysis was seen to be the most appropriate analytical technique to help in the systematic interpretation of the subjective meaning from various documentary sources, without imposing any preconceived theoretical assumption, it was decided to use the technique in this study.
[bookmark: _Toc237357029]3.9 Research Quality (Trustworthiness) 
This study is based on the qualitative research design, therefore, the research quality is assessed according to Lincoln and Guba's (1985) research framework of trustworthiness, which includes credibility, transferability, dependability and confirmability. Peer-reviewed in the form of journal articles, government documents and trusted industry reports were used to ensure the findings were based on reliable and authoritative sources, improving credibility. Transferability was ensured by giving a clear description of the research context so that the reader can decide whether the findings of the study can be transferred to similar contexts. Data dependability was ensured by having a clear and systematic research process, such as clearly stated inclusion criteria, documented literature selection process, and a structured thematic analysis (Ahmed, 2024). Lastly, confirmability was enhanced by using the right reference of the literature reviewed and systematic coding of the secondary data to ensure that the findings were interpreted based on the literature reviewed but not personal opinions. These measures, together, provide a greater level of rigour and credibility to the study.
[bookmark: _Toc237357030]3.10 Ethical Considerations 
No human participants were involved in this study, as it is based solely on secondary data gathered from publicly available academic publications, government reports and industry sources and informed consent was therefore not required. Ethical standards were upheld by using only credible and authoritative sources, and by providing accurate citations and references, as well as acknowledging all ideas properly to avoid plagiarism. The findings were presented in an objective and non-distorted manner and presented in a non-selective way. Moreover, academic integrity throughout the research was achieved by following the ethical guidelines of the University and being honest, transparent and accurate in the collection, analysis and interpretation of secondary data.


[bookmark: _Toc237357031]Chapter 4: Findings, Results, Analysis and Discussions
[bookmark: _Toc237357032]4.1 Introduction
The findings of the documentary analysis conducted to explore the perception of consumers regarding EVs in India is presented in this chapter. The results were generated by an inductive thematic analysis of 15 documentary sources, including peer-reviewed journal articles, government reports, industry reports and market reports. The procedure of the analysis was systematic, which included familiarisation, open coding, category development and theme generation. The representative coding examples in this chapter are followed by the full coding framework, coding trail and supporting evidence in Appendix B. The chapter also presents the discussions that shows how previous studies support the findings of our current study
[bookmark: _Toc237357033]4.2 Documentary Analysis Process
4.2.1 Familiarisation with Documentary Data 
Documentary analysis began by re-reading 15 documentary sources, which included peer-reviewed journal articles, government reports, industry reports, and market reports. Key points such as consumer perception, luxury value, the preference for technology and inter-generational differences were identified. Reflective notes and analytical memos were made to detect patterns of ideas prior to formal coding.
4.2.2 Open Coding Process 
The approach used was of an inductive open coding type, in which descriptive labels were given to meaningful extracts from the documents, without using pre-determined codes. The ideas were compared repeatedly in each of the fifteen sources for patterns. The result of this process were codes addressing affordability, environmental concern, charging infrastructure, technology, luxury perceptions, and attitudes of consumers. Examples appear in Table 1 and the full coding framework is detailed in Appendix B.
[bookmark: _Toc237300077]Table 1 Representative Open Coding Summary
	Documentary Extract
	Initial Code
	Source

	High interest rates and sticker prices
	High Purchase Cost
	Deloitte (2024)

	Range anxiety and charging infrastructure
	Range Anxiety
	Deloitte (2024)

	Environmental concern
	Environmental Concern
	Yadav & Yadav (2024)

	Brand image and social symbolism
	Brand Image
	Zhu et al. (2025)

	Digital innovation
	Digital Innovation
	Kottala et al. (2025)



4.2.3 Category Development 
These "related" codes were systematically categorized into larger, more abstract analytic categories in order to minimize redundancy and to establish the more abstract concepts. For instance, environmental codes were combined in Environmental and Sustainability Drivers and technology codes in Technology and Innovation. Economic, luxury, consumer and generational codes were also treated in the same manner.
[bookmark: _Toc237300078]Table 2 Development of Categories
	Initial Codes
	Analytical Category
	Initial Codes
	Analytical Category

	Environmental Concern, Environmental Benefits
	Environmental and Sustainability Drivers
	Environmental Concern, Environmental Benefits
	Environmental and Sustainability Drivers

	High Purchase Cost, EV Affordability
	Economic Considerations
	High Purchase Cost, EV Affordability
	Economic Considerations

	Technology Trust, Digital Innovation
	Technology and Innovation
	Technology Trust, Digital Innovation
	Technology and Innovation

	Brand Image, Social Status
	Luxury and Symbolic Value
	Brand Image, Social Status
	Luxury and Symbolic Value

	Consumer Perceptions, EV Adoption Intention
	Consumer Adoption and Perception
	Consumer Perceptions, EV Adoption Intention
	Consumer Adoption and Perception



4.2.4 Theme Development 
The analytical categories were reviewed and combined into four broad themes that emerged from the documentary sources and that recurred throughout the data. These themes were consumer perceptions, traditional luxury values, technology oriented preferences and generational differences, which gave the analytical framework for the following findings
[bookmark: _Toc237300079]Table 3 Development of Themes
	Analytical Categories
	Final Theme

	Consumer Adoption and Perception; Environmental and Sustainability Drivers; Economic Considerations
	Theme 1 – Consumer Perceptions of Electric Vehicles

	Luxury and Symbolic Value; Vehicle Quality and Performance
	Theme 2 – Traditional Luxury Values

	Technology and Innovation; Infrastructure and Functional Challenges
	Theme 3 – Technology-Oriented Preferences

	Generational Characteristics; Cultural Context
	Theme 4 – Generational Differences



4.2.5 Theme Refinement
Themes were developed by repeatedly comparing with the documentation and coding framework. The consistency and conceptual clarity of the categories were checked so that each category accurately represented the documentary evidence and was clearly differentiated from the other categories.
[bookmark: _Toc237357034]4.3 Theme 1: Consumer Perceptions of Electric Vehicles
Consumer perception of EVs was found to be the most significant theme across the fifteen documentary sources from the documentary analysis. While consumers were generally aware of the environmental and economic benefits of EVs, their confidence was also shaped by concerns about affordability, infrastructure, policy support, and overall confidence in switching to new vehicle technologies. All these factors contributed to the attitude of EV adoption in the Indian market.
The evidence from the documentary analysis was found to always be positive in terms of consumers' perception of EVs when it comes to environmental awareness. Yadav and Yadav (2024), Chawla et al., (2023), Gupta et al., (2024), and Kottala et al., (2025) reported that the issues of concern, ecological awareness, and EV perceptions of sustainability are key factors that motivate consumers to adopt EVs. Likewise, the IEA Global EV Outlook (2025), indicated that EV adoption continued to grow at the global level, with growing public acceptance of sustainable transport solutions. The results indicate that the issue of environmental responsibility has become a factor playing a role in consumers' purchasing choice.
In addition to environmental considerations, affordability was another major factor that impacted consumer perceptions. Deloitte (2024) noted that high purchase price and escalating vehicle costs are affecting consumer interest in EVs, and Yadav and Yadav (2024) as well as Singh and Paul (2025), cited the cost of acquiring an EV as a significant barrier to adoption. The evidence in the documentary shows that consumers have recognized the economic advantage in the operating cost savings of such an investment, but the high initial investment remains a deterrent to many potential buyers.
The other infrastructure-related issues also had an impact on consumer perceptions in the documentary sources. Deloitte (2024), Kumar et al. (2025), and Singh and Paul (2025) all pointed out that charging infrastructure, range anxiety, and accessibility were barriers that affect consumers' adoption of EVs in real practice. Such concerns were more prominent in the Indian context, where charging stations are still far less distributed than in more developed EV markets. This made the traditional, expensive, heavy and polluting internal combustion engine car appear more dependable for day-to-day use.
Consumers' perceptions were also influenced by government policies and institutional support. The documentary evidence emphasized that subsidies, financial incentives and policy measures are important factors to encourage EV adoption. The IEA (2025), report, Deloitte (2024), and Yadav and Yadav (2024), showed that supportive government interventions enhance affordability and consumer confidence, and help broaden market acceptance. The results suggest that public policy is still a relevant tool for lowering EV ownership risk perceptions.
In general, consumer perceptions of EVs were a mix of environmental and economic benefits they saw, as well as concerns about affordability, infrastructure, and policy support. However, the evidence in the documentary shows that raising the consciousness of the environment is not enough to make the adoption process fast unless there are infrastructure improvements and favorable policy measures. As a result, consumer perceptions are still multidimensional and continually changing due to technological and market advancements.
[bookmark: _Toc237357035]4.4 Theme 2: Traditional Luxury Values
The second theme examined the ongoing impact of traditional luxury perceptions on EV consumer perceptions. While there has been an increased focus on sustainability and technological innovation in purchasing decisions, the evidence found in the documentary material suggests that consumers still link luxury cars with traditional quality, performance, brand and social status.
The quality of products and performance of vehicles were emphasized across multiple sources of documentation as a consideration for EV evaluations. Chawla et al., (2023) found that perceived quality was one of the key factors influencing consumer preference, while Gupta et al., (2024) indicated that vehicle performance and reliability were key factors in the purchasing decision process. The results indicate that many of the same quality attributes consumers are accustomed to in high dollar traditional IC engine cars remain on their radar when considering EVs.
Product performance was not the only aspect of luxury that was extended, however; symbolic and social meanings were also included. Zhu et al., (2025) highlighted the significance of brand image, social symbolism, and perceived status in influencing EV consumer satisfaction. Likewise, Reuters (2024), pointed out that the global EV market is increasingly focused on "tech luxury", as automakers attach high-end design and branding to their use of cutting-edge technology to appeal to luxury buyers.
The documentary evidence, therefore, indicates that the expectations of consumers for luxury have changed, not gone away. The factors that influence the reputation of a brand like quality, prestige, and social recognition are still important, but they have started to become mixed with technology and sustainability. Therefore, the luxury image has come to include traditional luxury features, as well as new technological features in the growing EV industry.
[bookmark: _Toc237357036]4.5 Theme 3: Technology-Oriented Perceptions
The third big theme was technology-oriented preferences, as consumers have come to place even more emphasis on technological innovation in their assessment of EVs. Advanced vehicle technology, digital connectivity, Battery performance and trust in technology were all identified as key factors across the documentary sources in terms of influencing purchasing intentions.
The results of the document-based research showed that consumer perceptions of electric vehicles was positively affected by technological innovation. Kumar et al. (2025) found that technological anxiety and technology trust were important factors influencing the intention to adopt, and Jaiswal et al. (2025) revealed that consumers' perceptions of technology were directly linked to their attitudes and behavioural intentions via a perception–attitude–intention relationship. In a similar fashion, Kottala et al. (2025) emphasized digital innovation and perceived technological value as factors driving consumer purchase intentions.
Although the positive perceptions, a number of sources in the documentary material pointed to technological challenges. Deloitte (2024), Singh and Paul (2025), and the IEA Global EV Outlook (2025) shared similar concerns about charging infrastructure, battery range, charging time, and reliability of technology. The results indicate that customers not only consider the innovative availability but also how easy and reliable the functions are to use in actual driving situations.
In general, technology-oriented preferences are a blend of an attraction towards new technology and a careful assessment of the risk of new technology. Based on the documentary evidence, consumers are increasingly looking at EVs for advanced technological features, as well as infrastructure, reliability, and usability concerns. This means that technological innovation has emerged as a critical factor that shapes consumer preferences in today's EV industry.
[bookmark: _Toc237357037]4.6 Theme 4: Generational Differences
The last theme that emerged from the documentary analysis concerns the perception of the consumers regarding the electric vehicles and their difference between the generations. The evidence from the documents shows that each generation has a different set of factors that affects their buying decisions, even though environmental sustainability and technological innovation were appreciated by all consumer groups. The environmental awareness, digital literacy, social influence, and cultural context showed more differences.
Overall, the documentation indicates that younger consumers have a higher level of acceptance of EVs than older consumers. Ghouse et al. (2025) concluded that generation Y and generation Z have positive attitude towards sustainable products but the motivations behind the purchase intention were different for each generation. Attitude, digital literacy, eco-friendly behaviour, and perceived behavioural control were the major factors influencing Generation Y consumers, while environmental knowledge and subjective norms were the major factors influencing Generation Z consumers. These results suggest that both generations are open to sustainable consumption, but they do have different ways of making their decisions.
Additionally, Higueras-Castillo et al. (2024) confirmed that cultural context affects consumers' intentions to buy EVs. Their cross-cultural analysis revealed that adoption behavior is a function of the national and social context, meaning that technological and economic factors are not sufficient to explain consumers' preferences. Likewise, Jaiswal et al. (2025) found that there are gender differences in behavior, which further accounts for the differences in EV uptake.
All in all, the documentary evidence indicates that perceptions among consumers differ among the various demographic groups. Technological innovation and environmental issues seem to appeal to younger consumers, and as is typical, the culture and demographics influence purchasing habits. The results indicate that more targeted approaches – taking into account the different priorities of generational groups should be employed in order to encourage EV uptake by manufacturers and policy makers.
[bookmark: _Toc237357038]4.7 Discussions
[bookmark: _Toc237357039]4.7.1 Discussion of Theme 1: Consumer Perceptions of Electric Vehicles 
The results showed that consumers' perceptions of EVs can be categorized into three areas: environment, economy, and function. While respondents were generally good about the environmental benefits of EVs, affordability and charging infrastructure/battery performance were still a factor in their purchasing decisions. The results align with the existing literature and indicate that EV adoption depends on a mix of environmental motivation, financial calculations, and practical usability, not just one or two of these factors.
Environmental Benefits
Results revealed that environmental awareness has a positive effect on consumers' perception of EVs. EVs are becoming more well-known to consumers as a sustainable mode of transportation that can help decrease carbon emissions and mitigate climate change. The findings are in line with Gautam and Bolia (2024), who found that consumers who are concerned are more likely to act in an environmentally responsible manner and are more likely to have a positive attitude towards EV adoption. The research revealed that consumers' awareness about sustainability is a crucial factor influencing their decision to buy EVs in India.
Likewise, Kumar et al. (2024) suggested that environmental propensity and climate awareness positively impact attitudes towards EV adoption by enhancing consumers' willingness to promote cleaner transportation. The current results therefore support existing studies which showed that the environment is still one of the most significant factors that drives consumers' perception. The findings also suggest, however, that environmental awareness is not enough to ensure buyers' decisions. Instead, before purchasing EVs, consumers consider environmental benefits as well as financial and functional concerns. This indicates that sustainability is an important motivator, but also needs to be meaningful to convert positive attitudes to actual purchasing behaviour.
Economic Considerations
The results showed that another significant factor was the economic factor in the consumer's view. Consumers recognized the reduced running and maintenance expenses of EV ownership, but noted that the high upfront price tag was still a major worry. Government incentives were seen favourably as they would make it more affordable, but were not thought to be enough to remove the financial obstacle entirely.
The results align with those of Yadav and Yadav (2024), who found that despite the subsidies and environmental benefits of EVs, purchase cost remains one of the most significant impediments to EV adoption in India. Their findings indicated that financial incentives have a positive effect on consumer attitude toward adoption, but have an indirect effect when other practical issues are not addressed.
Likewise, Gautam and Bolia (2024) found that consumers consider the TCO of a product by weighing initial expenses with long-term savings on fuel and maintenance expenses. The present results confirm previous research and show that consumers are increasingly aware of the economic benefits of EVs, but are sceptical due to the high up-front cost. This shows that despite encouraging government policies, affordability remains a factor in consumers' perceptions
Functional Concerns
The results also showed that the two most important functional barriers affecting perceptions are charging infrastructure and range anxiety/battery reliability. Accessibility to charging stations, especially in rural areas, was a concern for consumers, and range anxiety and battery longevity concerns diminished the trust consumers had in owning the vehicle for the long haul.
The results confirm the previous studies. Despite advancements in battery technology, Patel et al. (2024) found charging infrastructure to be the primary challenge for EV adoption in India as existing charging infrastructure remains inadequate to encourage EV purchasers.
Similarly, Yadav and Yadav (2024) discovered range anxiety, infrastructure and battery performance trust issues are significant drivers of EV adoption hesitancy. While technology has made batteries more efficient and vehicles more capable, confidence has not kept pace, as infrastructure has not yet caught up to technology.
[bookmark: _Toc237357040]4.7.2 Discussion of Theme 2: Traditional Luxury Values 
The results showed that the traditional luxury values are still affecting EV perceptions, but that they are changing. The perception that high quality electric vehicles are associated with high prestige brands and high quality and exclusivity, still has a hold on consumers. The findings also suggest, however, that sustainability and technological innovation are changing the definition of luxury. The findings are in line with the recent luxury branding literature that indicates that there is a shift in the requirements of premium consumers to a mix of brand heritage and innovative, environmentally responsible products.
Brand Prestige
The results showed that the prominent luxury brands like BMW, Mercedes-Benz and Audi still enjoy brand prestige and consumer confidence. Their established reputation in engineering excellence, quality and premium customer experience has a positive impact on their image of their electric vehicle products. Recent research from Prandelli, Wang and Weijo (2024) suggests that strong luxury brands lessen the perceived risk of consumers using new technologies as the brand's reputation instills confidence and trust in the quality and reliability of the product. Even as it moves towards electric mobility, luxury branding is still a key factor that influences consumer choice.
Heritage and Exclusivity
The results also indicated that heritage and craftsmanship and exclusivity are still significant elements in driving consumer perceptions. Premium materials, refined design and superior build quality remain a sign of status and reaffirm consumers' social identity. The results align with recent research, which indicates that luxury consumers still appreciate authenticity, craftsmanship, and heritage, as this helps to distinguish premium brands from their mass-market competitors (Prandelli, Wang and Weijo, 2024). However, it is also evident that consumers are increasingly demanding luxury brands to integrate these features with sustainable business models and innovation.
Changing Meaning of Luxury
The results indicate that the concept of luxury is progressively defining its sense by sustainability, innovation and technology. Intelligent connectivity, environmentally friendly production and digital services are a premium trait for consumers. This aligns with recent literature which holds that luxury brands are now redefining value by incorporating sustainable resources, smart connections, and digital interactions into their products, while maintaining their legacy. The luxury now doesn't only mean exclusivity but also innovation and eco-friendly practices (Dasgupta, 2024).
Synthesis
In conclusion, the results confirm the recent literature on luxury branding, showing that traditional luxury values are not totally ignored but are evolving as a result of sustainability and technological innovation. As the definition of luxury evolves in the EV field, modern consumers have come to expect high-quality vehicles to be as both intelligent and eco-friendly as the prestigious brands they are bought under.
[bookmark: _Toc237357041]4.7.3 Discussion of Theme 3: Technology-Oriented Perceptions 
The results showed that one of the most powerful factors influencing consumer perceptions of EVs is technology oriented. Consumers are now connecting EVs with smart mobility, digital connectivity and ongoing technological developments. The findings also identified that advanced technologies create greater perceived value and consumer confidence but with some concerns about reliability and technological trust. The results align with the recent studies by Panichakarn et al. (2024) which found software and digital attributes as key competitive differentiators in the global EV industry.
Smart Technology
The results indicated that consumers are very aware of the importance of smart technologies, such as artificial intelligence (AI), connected vehicle systems and integrated digital ecosystems. Voice assistants, connectivity with a smartphone and personalised digital services increase convenience and make driving more enjoyable. The results align with recent reports on software defined vehicles, calling AI-powered personalisation and connected services as the "new pillars of customer experience and consumer satisfaction". Software quality is as critical as mechanical performance in the eyes of consumers when they assess EVs, as vehicles become more connected (Schuett, 2024).
Vehicle Innovation
The results also showed that consumers were more positively influenced by the development of better batteries, over-the-air (OTA) software updates and autonomous driving technologies, which enhance performance and convenience. Ongoing software updates enable manufacturers to continually upgrade the software functionality after the vehicle is sold, and improvements in battery technology alleviate range anxiety and boost driving efficiency. The results echo Palanichamy's (2022) list of major game-changers that will shape the future of the automotive sector: OTA updates, cloud connectivity, and intelligent operating systems. But also the literature has highlighted the emergence of new concerns brought with the rise of digitalisation, such as cybersecurity and consumer trust, which show that innovation needs secure and reliable technologies.
Technology as a Competitive Advantage
The results indicate that technology is an important source of competitive advantage in the luxury EV market. Software-defined vehicles, easy OTA updates and incredibly integrated digital system, as well as battery innovation and technology developed with low costs, have changed consumer expectations, such as that of Tesla, and enhanced their competitiveness, as has happened to BYD. These findings corroborate recent research by Rawat (2026) who concluded that the competition now extends beyond the conventional engineering discipline to the software side, the digital experience and intelligent mobility solutions. Manufacturers are therefore increasingly competing on innovation, not just brand heritage.
Synthesis
Overall, the results are in line with the latest published research, indicating that the perceptions of the technology have become a key component in consumers' assessment of EVs. Perceived value and competitiveness are greatly improved by AI, connectivity, battery innovation and software-defined vehicles. Maintaining consumer trust, though, calls for manufacturers to strike a balance between speed of innovation and reliability, cyber security and long-term product performance.
[bookmark: _Toc237357042]4.7.4 Discussion of Theme 4: Generational Differences 
The results showed that there are different perceptions on electric vehicles (EVs) among different generations of consumers. The Generation Z generation values technology and innovation, sustainability, whilst the Millennial generation values technology and environmental responsibility combined with affordability, and the Generation X values reliability, brand trust and long-term ownership value. These findings support the Generational Consumer Behaviour Theory which states that a person's value, purchase decisions and technology adoption is shaped by how they were shaped during their early years in life (Jain and Singh, 2024).
Generation Z
The results showed that Generation Z is the most technology-oriented and sustainable transportation group. Consumers from this group view EVs as smart, eco-friendly and tech-savvy objects that fit in with their tech-savvy lifestyle. The results align with the recent study conducted by Ghouse, Shekhar and Chaudhary (2024) in which they had found that the younger generation's purchase intent is closely tied to their environmental knowledge and digital engagement. Similarly, a recent study from India revealed that Gen Z is most closely identified with advanced technology and innovation as the primary attribute of EVs, indicating a keen interest in smart mobility solutions.
Millennials
It also revealed that Millennials take a more balanced perspective when considering EVs. They like innovative technology and sustainability, but are also very conscious of financial payback and affordability. This discovery dovetails with recent research showing that the Millennial generation considers green products in relation to economic usability and environmental care. Millennials are more likely to evaluate the total cost of ownership of an EV before buying it, as opposed to Generation Z who are mostly focused on the appeal of technology. These results thus support earlier studies that identified Millennials as being pragmatic consumers who value sustainability and value and economic benefits..
Generation X
The results indicated that Generation X is more conservative in their attitudes towards EV use in comparison. Reliability, trusted brands and long term ownership value are more important than technological novelty. The results confirm generational consumer behaviour theory that states that older consumers tend to be less risk-averse and more brand loyal when it comes to new technologies. Therefore, well-known brands like BMW, Mercedes-Benz, and Audi remain popular and continue to grow in popularity among this age group due to their reputation for quality and reliability (Shoaib, 2025).
Synthesis
Overall, the results of this study provide strong support for the generational theory of consumer behaviour as the findings showed that there are different decision-making criteria for evaluating EVs between generations. Generation Z cares about innovation and sustainability, Millennials want a blend of innovation, affordability and the environment, and Generation X is looking for reliability, trusted brands and long-term value. The generational gap indicates that manufacturers need to implement specific marketing strategies to meet the different expectations and buying intentions of different consumer segments.
[bookmark: _Toc237357043]4.7.5 Overall Discussion and Link to Research Objectives 
The discussion shows that the research aims have been achieved, as the four interconnected themes identified and discussed were linked to these aims. The results of the analysis indicate that the consumer perception of EVs is multidimensional, shaped by environmental, economic, functional and psychological aspects. While traditional luxury attributes are still key, their significance is changing as sustainability and technological advancements become essential features of high-tech vehicles. The conversation also underscores the role of technology in shaping consumer preference, with a focus on intelligent connectivity, software innovation and digital ecosystems. Last but not least, there are differences in consumer expectations and purchase intentions between generations, which are prioritising different attributes. Together, these findings validate the conceptual framework of the study, showing that the traditional luxury attributes and technology-based perceptions, along with generational differences, collectively impact consumer perception of EVs in India.
[bookmark: _Toc237357044]4.8 Chapter Summary
The chapter gave a summary of the insights gained from the documentary analysis conducted to investigate the perception of consumers with respect to EVs in India. The fifteen documentary sources consisted of peer-reviewed journal articles, government documents, industry documents, and market documents, which were analysed using an inductive thematic analysis approach by familiarising, open coding, developing categories, generating themes and refining themes. Analysis led to four broad themes: Consumer Perceptions of Electric Vehicles, Traditional Luxury Values, Technology Oriented Preferences, and Generational Differences. These results combine for an overall picture of the factors associated with EV adoption, and serve as the analytical context for the discussion and interpretation of the findings shown in Chapter Five.


[bookmark: _Toc237357045]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc237357046]5.1 Introduction
The study on consumer perception on electric vehicles (EVs) in India comes to an end in this chapter, with an emphasis on traditional luxury values, techno-oriented perception and intergenerational differences. Thematic analysis of 15 secondary documentary sources in chapter 4 has been used to generate the findings, which have been used to form the conclusions. The chapter concludes by summarising the key findings and providing an evaluation of the results in the context of the three research questions. It then offers practical and theoretical suggestions based on the study with a discussion of the limitations of the study. Lastly, the chapter suggests future research directions to help advance the understanding of consumer perceptions and EV adoption within the Indian car market.
[bookmark: _Toc237357047]5.2 Summary of Main Findings
5.2.1 Overall Consumer Perceptions of EVs 
The results show that the perception of EVs in India is multi-faceted, encompassing environmental, economic and functional attributes. Overall, consumers see EVs as a more sustainable means of transport and consider EVs as having lower environmental impact and emissions. But positive perceptions of the environment are tempered by the practical issues. Even with the possibility of long-term operating savings, high initial purchase costs continue to be a problem. The issue of charging stations, range anxiety and battery endurance are also factors that affect consumer trust and EV adoption. It was found that government policies, subsidies and institutional support in general would make adoption affordable and consumers feel confident, thereby encouraging adoption. Overall, EV adoption cannot be explained by environmental awareness alone, but results from the interaction of sustainability, economic value, infrastructure and perceived functional reliability.
5.2.2 Traditional Luxury Values 
The results show that traditional luxury values still hold true in the premium EV market. Brand image, prestige, social status, exclusivity, perceived quality and level of vehicle performance still play a role in the minds of consumers when assessing luxury EVs. The results also show that the concept of “luxury” of automobiles is evolving. Traditional luxury is not being replaced but is being melded with technology and sustainability. So it seems consumers are looking at premium EVs both symbolically and functionally. This indicates the value of traditional features like heritage and prestige, however they are no longer enough to define a premium EV experience. In the EV Market, the traditional luxury is still significant but has been changing.
5.2.3 Technology-Oriented Preferences 
Another key factor affecting consumer perceptions of EVs was technology-oriented preferences. There is a growing consumer perception of EVs as innovative, smart, connected, advanced battery, AI and intelligent driving. The software-based aspects, such as over-the-air updates, also help to foster perceptions of innovation and continuous product development. By enhancing the overall EV ownership experience, these technologies can boost the perceived value and attractiveness of EVs. The results suggest, however, that technological improvements do not necessarily lead to positive perceptions by consumers. Technology needs to be reliable, understandable and usable for consumers, and trust in technology performance continues to be vital. Technology has thus emerged as a major attribute of EV value, but it needs to be backed by reliability and infrastructure, and confidence in the technology.
5.2.4 Generational Differences 
The results show that there are distinct differences between generations in their perceptions and assessment of EVs. Generation Z is more interested in innovation, digital technology, environmental sustainability and technology-driven mobility. Perceptions are strongly linked to environmental awareness and digital engagement. Millennials have a more holistic view, including affordability, economic value and overall ownership costs along with technological innovation and sustainability. Generation X values reliability, trusted brands, battery longevity and value, and is more inclined towards proven performance than technology. The disparities suggest that generations do not consider EVs in the same way. Rather, the EV value is dependent on the generational expectations and criteria for decision making. Overall, Gen Z prioritises innovation and sustainability, Millennials seek a balance between innovation, affordability and environmental benefits, while Gen X prioritises reliability, trusted brands and long-term value.
[bookmark: _Toc237357048]5.3 Conclusion Based on the Research Questions
5.3.1 Conclusion for Research Question 1 
RQ1: How do consumers perceive electric vehicles in India?
The study brings to the conclusion that the perception of EV towards consumers is positive, though with conditions in India. The association with EVs is to sustainable mobility, low emissions and more responsible mobility. The results suggest that environmental awareness is an important factor in positive perceptions, and potential future operating savings are also a factor in perceived value of EVs. But the positive perceptions are limited by some practical and economic issues. Upfront costs are another significant hurdle, especially when consumers put the initial investment into EVs in comparison to traditional vehicles. Competitions over charging stations, range anxiety, and battery life reliability only exacerbate the doubt about daily usability and future value. Practical barriers can be overcome with policy measures, but as the findings show, these can be supplemented by government incentives and policy support to improve the affordability and consumer confidence of the product. So, people's attitudes toward EVs are not solely about the environmental advantage. Instead, they show how environmental values, economic considerations, functional practicality and confidence in EV technology play a multidimensional role in perception as identified in this study.
5.3.2 Conclusion for Research Question 2
RQ2: How do traditional luxury values and technology-oriented attributes influence consumer perceptions of electric vehicles?
The study presents an understanding of the traditional luxury values and technology oriented attributes that affect the perception of electric vehicles, especially in the premium segment. Brand prestige and reputation, exclusivity, social status, perceived quality and performance are still key issues for luxury EVs. The results suggest that there is a growing expectation of technological sophistication with these attributes. Innovation, smart connectivity, digital ecosystems, intelligent driving features and advanced battery technology have become important components of the perceived value of modern EVs. Not everything is made with the help of technology, but it is aiding in the redefining of the concept of luxury in the automotive industry. The results indicate that there is a growing consumer expectation for premium EVs to have symbolic value as well as advanced functionality. This is a significant change from luxury being traditionally connected to heritage and status to innovation, sustainability and intelligent mobility. The study thus suggests that the current luxury of EVs is more heritage and technology than prestige. This finding aligns with the conceptual framework that shows that traditional luxury values and perceptions of technology have direct and interrelated effects on EV perceptions.
5.3.3 Conclusion for Research Question 3 
RQ3: How do perceptions of electric vehicles differ across generations in India?
The study finds that there are significant differences in the interpretation and evaluation of EV's for the different generations. Generation Z shows a greater technological innovation and digital engagement orientation, as well as a greater environmental sustainability orientation, indicating that EVs are viewed as technologically advanced and modern products. The Millennials are more balanced in their evaluation, as they are interested in technology and sustainability, but are focused on economic value, affordability and total ownership costs. Generation X, however, has more faith in reliability, trusted brands, battery durability, and value over a long period of time, showing a greater preference for established performance and technological safety. While there are differences, environmental sustainability and technological development are appreciated by all generations, but in different proportions and interpretations. Hence, it is not possible to consider the EV perceptions of consumers in India as a homogenous market. The results also show that generational attributes affect how consumers perceive the value proposition of an EV and what attributes are most important to them. Therefore, a differentiated strategy for different consumer generations is needed rather than a unified communication, product-positioning or policy adoption to the entire consumer population.

[bookmark: _Toc237357049]5.4 Recommendations
The results offer some interesting takeaways for manufacturers, policymakers, and researchers interested in the EV market's growth in India. The recommendations are dedicated to the various priorities identified across the consumer groups, and to take into account the evolving luxury/technological value relationship.
[bookmark: _Toc237357050]5.4.1 Practical Recommendations
Recommendation 1: Develop Generation-Specific Marketing Strategies
It is important that EV manufacturers apply generation-specific marketing strategies, and not the same marketing messages for all consumers. Promotional communication with Generation Z must focus on technology, digital, sustainability and intelligent mobility. Manufacturers should be able to mix technology and environmental advantages with affordability, operating savings and total cost of ownership for Millennials. Communication for Generation X needs to be more about reliability and safety, trusted brands, durability and long-term ownership value. This differentiation in positioning would enable manufacturers to better address the differing priorities identified each generation.
Recommendation 2: Reposition Luxury EVs Around Heritage and Technology
The luxury components of the past and prestige, craftsmanship and exclusivity should be carried forward by luxury EV manufacturers, combined with the new, technologically advanced features. The results indicate that the consumer is no longer satisfied with the familiar luxury dimensions of the premium vehicle, but also expects innovation, connectivity, sustainability and intelligent elements. Hence, the manufacturers must target modern EV luxury as a blend of heritage and tech sophistication, not as an either-or choice between technology and traditional luxury.
Recommendation 3: Improve Consumer Confidence in EV Technology
Consumers need to be more confident in batteries, charging infrastructure, range anxiety and technological complexity, which can be enhanced by manufacturers and policy makers. Consumers should be informed with clear information about battery performance, battery warranty, anticipated battery life and after sales service. More reliable and accessible charging infrastructure should be provided as well. While technological innovation makes EVs more appealing, the results show that technological innovation needs to be accompanied by reliability, ease of use, and trust, as well.
Recommendation 4: Strengthen Consumer-Centred EV Policy
Further action should be taken to promote the expansion of charging infrastructure, awareness raising campaigns, financial incentives and battery technology. But policy ought not to be limited to financial support, but should also take into account the practical issues affecting consumer confidence. Access to reliable data, such as information on EV ownership, battery performance, charging availability and long-term benefits, could help mitigate uncertainty. A consumer-centred strategy will therefore complement the current incentives by tackling the identified economic, infrastructural and informational constraints in the study. The results suggest that the government can facilitate the adoption of a new product, but it is not enough to remove the wider barriers to consumers' perceptions of the product.
[bookmark: _Toc237357051]5.4.2 Theoretical Recommendations
The study also offers a number of theoretical implications for future studies on the EV. Firstly, the focus on purchase intention should be expanded to explore the perceptions of consumers with regards to EVs, such as their perceptions of EVs as sustainable products, luxury products, technological products and lifestyle products. The study's literature search revealed that the general perceptions were not given as much attention as the purchase intention.
Secondly, the traditional concepts of luxury and technology need to be analyzed on a combined basis, rather than separately. The results suggest that the definition of luxury is evolving, as technological sophistication and sustainability are combined with luxury EVs. Third, future conceptual models should take generational differences into account because EV value is different for different generations. This further supports the conceptual framework of the present study, which highlights the contribution of traditional luxury values, technology-oriented perception and generation gap in explaining consumer perception about EVs in the Indian context.
[bookmark: _Toc237357052]5.5 Limitations of the Research
The results of this study must be viewed with certain limitations. First, the research was based on qualitative secondary data as opposed to primary interviews, survey or observation. Thus the researcher could not investigate the experiences and meanings of individual consumers in India but relied on the information and interpretation already shared in published work. A structured screening process was used to identify the 15 documents for analysis.
Second, it can be argued that the relatively small amount of documentary sources may not provide the scope of perspective that is reflected in the analysis. While academic, government, and industry sources were looked at, other perspectives or themes might have emerged from a larger documentary data set.
Thirdly, the secondary research allows little control over the methods of the primary research. The evidence available for comparing the two may be affected by differences in the samples, geographical coverage, research designs, and definitions of consumer groups. This is a limitation of the analysis of existing research.
Fourth, qualitative and inductive design precludes the statistical testing of relationships, or the strength of differences between generations. The results are thus thematic interpretations and should not be treated as generalisations from a statistical perspective. Finally, the study intentionally narrowed its scope to the Indian passenger EV market, and did not include hybrid vehicles or comparisons with other markets.
[bookmark: _Toc237357053]5.6 Recommendations for Future Work
This study can be refined through future research, with the addition of primary qualitative research. Semi-structured interviews, focus groups or consumer ethnography can help to gain direct insights into the perception of EVs by consumers, especially the meaning consumers give to the concepts of luxury, technology, sustainability and reliability.
A quantitative generational comparison can also be carried out in the future involving the generation Z with the Millennials and the Generation X. A larger study could investigate whether the differences found in this thematic analysis are statistically significant, and could provide an analysis of the relative importance of issues such as technology, affordability, sustainability and reliability.
Comparisons of consumer perceptions of premium EV brands, such as BMW, Mercedes-Benz, Audi, Tesla and BYD, could be conducted in more detail in the future to gain deeper understanding of how traditional luxury and technology-driven luxury differ. Longitudinal study would be beneficial too, as consumer perceptions could evolve in the future as charging infrastructure and battery technology and availability evolve. This kind of study could include a comparison of how range anxiety changes over the years, the importance of technology, and how traditional luxury changes over the years.
Lastly, future research could include other consumer attributes such as income, education, geographic, urban-rural, gender, and prior EV ownership. When correlated with generation, this analysis would give a better understanding of the variation in EV perceptions in the Indian market.
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[bookmark: _Toc237300080]Table 4 Literature Search Strategy
	Database / Source
	Search Terms Used
	Filters Applied
	Results Retrieved
	Studies Included

	Scopus
	"Electric vehicles" AND India AND consumer perception
	2021–2025, English, Journal Articles
	48
	5

	ScienceDirect
	"Electric vehicle adoption" AND India
	2021–2025, Research Articles
	37
	3

	Emerald Insight
	Electric vehicles AND consumer behaviour
	2021–2025, Peer-reviewed
	21
	2

	Wiley Online Library
	EV adoption AND India
	2021–2025, Research Articles
	19
	1

	International Energy Agency (IEA)
	Global EV Outlook
	Latest report
	1
	1

	Deloitte
	Global Automotive Consumer Study
	Latest report
	1
	1

	Reuters
	Electric vehicle market, China and India
	2024–2025
	2
	1

	Google Scholar
	Consumer perceptions of electric vehicles India
	2021–2025
	64
	1

	Total
	—
	—
	193
	15





[bookmark: _Toc237300081]Table 5 Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Published between 2021–2025
	Published before 2021

	English language
	Non-English publications

	Peer-reviewed journal articles
	Editorials, opinion pieces and blogs

	Government reports
	Unverified online sources

	Industry reports from recognised organisations
	Commercial advertisements

	Focus on EV consumer perceptions
	Studies unrelated to consumer perceptions

	Indian context or internationally relevant EV perception studies
	Hybrid-only or commercial vehicle studies
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[bookmark: _Toc237300082]Table 6 Documentary Source Inventory
	No.
	Source
	Type
	Year
	Purpose

	1
	IEA Global EV Outlook
	Government Report
	2025
	Global EV market

	2
	Deloitte Global Automotive Consumer Study
	Industry Report
	2024
	Consumer behaviour

	3
	Reuters Beijing Auto Show
	Industry News
	2024
	Luxury & technology

	4
	Yadav & Yadav
	Journal
	2024
	Barriers & motivators

	5
	Chawla et al.
	Journal
	2023
	Consumer preference

	6
	Kumar et al.
	Journal
	2024
	Technology anxiety

	7
	Zhu et al.
	Journal
	2024
	Consumer satisfaction

	8
	Jaiswal et al.
	Journal
	2025
	Technology acceptance

	9
	Gautam
	Journal
	2024
	Consumer attitudes

	10
	Ghouse et al.
	Journal
	2025
	Generational behaviour

	11
	Higueras-Castillo et al.
	Journal
	2024
	Cross-cultural adoption

	12
	Hariprakash
	Journal
	2024
	Consumer perception

	13
	Gupta et al.
	Journal
	2024
	Consumer perception

	14
	Kottala et al.
	Journal
	2025
	Digital innovation

	15
	Singh & Paul
	Journal
	2025
	Adoption barriers
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[bookmark: _Toc237300083]Table 7 Deloitte (2024)
	Documentary Extract
	Initial Code

	"High interest rates and sticker prices may be causing consumer interest in EVs to soften in some markets."
	High Purchase Cost

	"Many challenges continue to stand in the way of wider EV adoption, including range anxiety, charging time, and availability of charging infrastructure."
	Range Anxiety

	"Consumers surveyed say price, product quality, and performance are the top factors when considering a new vehicle purchase."
	Product Quality

	"Consumers in developing markets such as India and Southeast Asia are more interested in connected vehicle features."
	Connected Vehicle Features



[bookmark: _Toc237300084]Table 8 Reuters (2024)
	Documentary Extract
	Initial Code

	"The battle for consumer attention in China's electric car market is being fought over touches of 'tech luxury'."
	Tech Luxury

	"BYD unveiled the U7, its third ultra-luxury model under the Yangwang brand."
	Luxury EV Positioning

	"Domestically designed advanced driving assistance systems similar to Tesla's Full Self-Driving (FSD) were marketed by several automakers as key selling points."
	Advanced Driver Assistance

	"Battery maker CATL unveiled a lithium iron phosphate (LFP) battery with a driving range of more than 1,000 kilometres."
	Battery Innovation



Yadav & Yadav (2024)
	Documentary Extract
	Initial Code

	"The qualitative study identified the 'reason for' (subsidies, environmental self-image, trend, and environmental concern)."
	Government Subsidies

	"The qualitative study identified the 'reason for' (subsidies, environmental self-image, trend, and environmental concern)."
	Environmental Concern

	"The qualitative study identified the 'reason against' (trust issues, lack of infrastructure, range anxiety, and high initial cost)."
	Charging Infrastructure

	"The qualitative study identified the 'reason against' (trust issues, lack of infrastructure, range anxiety, and high initial cost)."
	High Initial Cost



[bookmark: _Toc237300085]Table 9 Gautam (2024)
	Documentary Extract
	Initial Code

	"This study delves into factors influencing EV adoption, exploring socioeconomic determinants, technical specifications, cost considerations, and policy impacts."
	Socioeconomic Factors

	"It also assesses the role of charging infrastructure accessibility."
	Charging Infrastructure

	"The research identifies key socio-economic factors driving consumer choices and perceptions of EVs."
	Consumer Perceptions

	"The findings will guide policymakers and businesses in developing effective strategies to promote EV use."
	Policy Support



[bookmark: _Toc237300086]Table 10 Jaiswal, Kant & Mehta (2025)
	Documentary Extract
	Initial Code

	"The study aims to test a perception-attitude-intention linkage framework."
	Perception–Attitude Relationship

	"Behavioral intentions are directly predicted by UTAUT measures with attitudes."
	Technology Acceptance

	"The mediating and moderating paths between facilitating conditions and intentions do not support the model."
	Facilitating Conditions

	"Men have a stronger effect than women on behavioral intentions to prefer battery electric cars."
	Gender Difference





[bookmark: _Toc237300087]Table 11 Ghouse, Shekhar & Chaudhary (2025)
	Documentary Extract
	Initial Code

	"Gen Y's purchase intentions are shaped by attitude, digital literacy, eco-friendly behaviour, and perceived behavioural control."
	Generation Y Behaviour

	"Gen Z's intentions are also affected by environmental knowledge and subjective norms."
	Generation Z Behaviour

	"The study highlights the importance of digital literacy and eco-friendly behaviour."
	Digital Literacy

	"The study provides significant insights into the factors determining green consumer behaviour among Gen Y and Gen Z."
	Green Consumer Behaviour




[bookmark: _Toc237300088]Table 12 Zhu et al. (2025)
	Documentary Extract
	Initial Code
	Supports Theme

	"Research has shown satisfaction is rooted in the integration of perceived value, quality, and trust."
	Perceived Value and Trust
	Theme 3 – Technology-Oriented Preferences

	"Secondly, the exploration of social status in the context of EV satisfaction requires further development."
	Social Status
	Theme 2 – Traditional Luxury Values

	"Consumers weigh both rational dimensions, such as technological functions, and emotional dimensions, such as social symbolism and brand image, in shaping their satisfaction."
	Brand Image and Social Symbolism
	Theme 2 – Traditional Luxury Values

	"The findings demonstrate that social influences exert a more direct and substantial impact than technological trust."
	Social Influence on Satisfaction
	Theme 3 – Technology-Oriented Preferences



[bookmark: _Toc237300089]Table 13 Kumar et al. (2025)
	Documentary Extract
	Initial Code
	Supports Theme

	"The findings reveal that environmental propensity, subjective norms, perceived behavioral control, and attitude towards EVs are the primary constructs influencing customers' intention to adopt EVs."
	Consumer Attitude Towards EVs
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"Subjective norms is the most prominent factor influencing customers' intention to adopt EVs in India and Australia."
	Social Influence on Purchase Intention
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"Understanding barriers such as driving range anxiety, charging infrastructure, and financial considerations can help design effective policies."
	Functional Barriers to EV Adoption
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"This study integrates environmental propensity into the theory of planned behavior… Additionally, it emphasizes the importance of range and technology anxiety in the TPB model for EV adoption."
	Technology Anxiety
	Theme 3 – Technology-Oriented Preferences



[bookmark: _Toc237300090]Table 14 Chawla et al. (2023)
	Documentary Extract
	Initial Code
	Supports Theme

	"This study examines the impact of ecological awareness on Electric Vehicle (EV) acceptance and usage."
	Ecological Awareness
	Theme 1 – Consumer Perceptions

	"We used factor analysis considering six distinct factors including Charging Time, Innovation, Perceived Quality, Perceived Affordability, Awareness, and Comfort."
	Perceived Quality
	Theme 2 – Traditional Luxury Values

	"Charging Time, Innovation, Perceived Quality, Perceived Affordability, Awareness, and Comfort."
	Innovation
	Theme 3 – Technology-Oriented Preferences

	"Consumer loyalty, power efficiency, charging system, and consumer acceptance have a moderate effect."
	Consumer Acceptance
	Theme 1 – Consumer Perceptions



[bookmark: _Toc237300091]Table 15 Higueras-Castillo et al. (2024)
	Documentary Extract
	Initial Code
	Supports Theme

	"This study examines the factors influencing the intention to adopt electric vehicles in India and Spain."
	EV Adoption Intention
	Theme 1 – Consumer Perceptions

	"The integrated UTAUT2-VBN model is a valuable tool for explaining the differences in adoption intention across cultures."
	Cross-Cultural Differences
	Theme 4 – Generational/Cultural Differences

	"The national cultural system plays a significant moderating role."
	Cultural Influence
	Theme 4 – Generational/Cultural Differences

	"The study offers valuable insights into the factors influencing electric vehicle adoption in different cultural contexts."
	Cultural Context
	Theme 1 – Consumer Perceptions





[bookmark: _Toc237300092]Table 16 Narayani & Hariprakash (2024)
	Documentary Extract
	Initial Code
	Supports Theme

	"The transition to electric vehicles (EVs) is emerging as a sustainable solution to address environmental degradation and rising fuel costs."
	Environmental Benefits
	Theme 1 – Consumer Perceptions

	"Adoption intention is significantly shaped by social image, environmental concern, and performance expectations."
	Social Image
	Theme 2 – Traditional Luxury Values

	"Performance expectations."
	Performance Expectancy
	Theme 3 – Technology-Oriented Preferences

	"Strategies that raise awareness, improve infrastructure, and match marketing to changing customer demands."
	Infrastructure Improvement
	Theme 1 – Consumer Perceptions



[bookmark: _Toc237300093]Table 17 Gupta et al. (2024)
	Documentary Extract
	Initial Code
	Supports Theme

	"Many people recognize that electric vehicles are better for the environment."
	Environmental Friendliness
	Theme 1 – Consumer Perceptions

	"There are still those who are worried about the price, the performance, the convenience, and the limited range."
	Range Limitation
	Theme 1 – Consumer Perceptions

	"Environmental friendliness, cost, power levels, convenience, price, and safety."
	Vehicle Performance
	Theme 2 – Traditional Luxury Values

	"Targeted approaches including education, technical advancements, and legislative interventions."
	Technology Advancement
	Theme 3 – Technology-Oriented Preferences




[bookmark: _Toc237300094]Table 18 Kottala et al. (2025)
	Documentary Extract
	Initial Code
	Supports Theme

	"Consumers' perceived value has a positive effect on sustainability perception and purchase intentions."
	Perceived Value
	Theme 3 – Technology-Oriented Preferences

	"Digital innovation and environmental concerns dynamically influenced the perception of sustainability."
	Digital Innovation
	Theme 3 – Technology-Oriented Preferences

	"Sustainability perception had the greatest effect on consumers' intention to buy an electric car."
	Sustainability Perception
	Theme 1 – Consumer Perceptions

	"Investing in user-centric digital platforms and emphasizing both economic and environmental benefits."
	User-Centred Technology
	Theme 3 – Technology-Oriented Preferences



[bookmark: _Toc237300095]Table 19 Singh & Paul (2025)
	Documentary Extract
	Initial Code
	Supports Theme

	"The four themes diverged by incorporating the grounded theory approach: acceptability, affordability, accessibility, and awareness."
	Four Dimensions of EV Adoption
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"The key findings reveal significant barriers and drivers under each identified theme including concerns about charging infrastructure, anxiety, and risk associated with this innovation."
	Charging Infrastructure and Range Anxiety
	Theme 3 – Technology-Oriented Preferences

	"The hefty acquisition cost of ECs and low level of awareness."
	High Purchase Cost
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"While positive perceptions regarding the environmental benefits of these vehicles exist, trust-building in the technology remains crucial for widespread EC adoption."
	Technology Trust
	Theme 3 – Technology-Oriented Preferences



[bookmark: _Toc237300096]Table 20 IEA Global EV Outlook (2025)
	Documentary Extract
	Initial Code
	Supports Theme

	"Electric car sales exceeded 17 million globally in 2024, reaching a sales share of more than 20%."
	Global EV Market Growth
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"Competition and declining battery prices are improving affordability, though progress is uneven."
	EV Affordability
	Theme 2 – Traditional Luxury Values

	"Improving charging coverage, capacity and integration is key to growing adoption of electric vehicles."
	Charging Infrastructure
	Theme 3 – Technology-Oriented Preferences

	"Policy support and relatively affordable electric car imports from China played a central role in increasing sales in some emerging electric vehicle markets."
	Government Policy Support
	Theme 4 – Generational/Cultural Differences


[bookmark: _Toc237300097]Table 21 Category Development
	Initial Codes
	Category

	Consumer Perceptions, Consumer Attitude Towards EVs, Consumer Acceptance, EV Adoption Intention, Four Dimensions of EV Adoption
	Consumer Adoption and Perception

	Environmental Concern, Environmental Benefits, Environmental Friendliness, Ecological Awareness, Sustainability Perception, Green Consumer Behaviour
	Environmental and Sustainability Drivers

	High Purchase Cost, High Initial Cost, EV Affordability, Socioeconomic Factors
	Economic Considerations

	Charging Infrastructure, Charging Infrastructure and Range Anxiety, Infrastructure Improvement, Range Anxiety, Range Limitation, Functional Barriers to EV Adoption
	Infrastructure and Functional Challenges

	Connected Vehicle Features, Technology Acceptance, Technology Trust, Technology Anxiety, Technology Advancement, Advanced Driver Assistance, Battery Innovation, User-Centred Technology, Digital Innovation
	Technology and Innovation

	Product Quality, Perceived Quality, Vehicle Performance, Performance Expectancy
	Vehicle Quality and Performance

	Tech Luxury, Luxury EV Positioning, Brand Image and Social Symbolism, Social Image, Social Status
	Luxury and Symbolic Value

	Social Influence on Purchase Intention, Social Influence on Satisfaction
	Social Influence

	Generation Y Behaviour, Generation Z Behaviour, Gender Difference
	Generational Characteristics

	Policy Support, Government Subsidies, Government Policy Support
	Policy and Institutional Support

	Cultural Context, Cultural Influence, Cross-Cultural Differences
	Cultural Context



[bookmark: _Toc237300098]Table 22 Theme Development
	Analytical Categories
	Final Theme

	Consumer Adoption and Perception; Environmental and Sustainability Drivers; Economic Considerations; Policy and Institutional Support
	Theme 1 – Consumer Perceptions of Electric Vehicles

	Luxury and Symbolic Value; Vehicle Quality and Performance
	Theme 2 – Traditional Luxury Values

	Technology and Innovation; Infrastructure and Functional Challenges; Social Influence
	Theme 3 – Technology-Oriented Preferences

	Generational Characteristics; Cultural Context
	Theme 4 – Generational Differences



[bookmark: _Toc237300099]Table 23 Theme Evidence Matrix
	Final Theme
	Supporting Documentary Sources

	Theme 1 – Consumer Perceptions of Electric Vehicles
	Deloitte (2024); Yadav & Yadav (2024); Gautam (2024); Kumar et al. (2025); Chawla et al. (2023); Higueras-Castillo et al. (2024); Hariprakash (2024); Gupta et al. (2024); Kottala et al. (2025); Singh & Paul (2025); IEA (2025)

	Theme 2 – Traditional Luxury Values
	Reuters (2024); Zhu et al. (2025); Chawla et al. (2023); Hariprakash (2024); Gupta et al. (2024); IEA (2025)

	Theme 3 – Technology-Oriented Preferences
	Deloitte (2024); Reuters (2024); Kumar et al. (2025); Jaiswal et al. (2025); Zhu et al. (2025); Chawla et al. (2023); Kottala et al. (2025); Singh & Paul (2025); IEA (2025)

	Theme 4 – Generational Differences
	Ghouse et al. (2025); Higueras-Castillo et al. (2024); Jaiswal et al. (2025); IEA (2025)



[bookmark: _Toc237300100]Table 24 Coding Audit Trail
	Documentary Extract
	Initial Code
	Analytical Category
	Final Theme

	"High interest rates and sticker prices may be causing consumer interest in EVs to soften in some markets."
	High Purchase Cost
	Economic Considerations
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"Many challenges continue to stand in the way of wider EV adoption, including range anxiety..."
	Range Anxiety
	Infrastructure and Functional Challenges
	Theme 3 – Technology-Oriented Preferences

	"The qualitative study identified the 'reason for'... environmental concern."
	Environmental Concern
	Environmental and Sustainability Drivers
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"The study aims to test a perception–attitude–intention linkage framework."
	Perception–Attitude Relationship
	Consumer Adoption and Perception
	Theme 1 – Consumer Perceptions of Electric Vehicles

	"Consumers weigh both rational dimensions... and emotional dimensions such as social symbolism and brand image."
	Brand Image and Social Symbolism
	Luxury and Symbolic Value
	Theme 2 – Traditional Luxury Values

	"Digital innovation and environmental concerns dynamically influenced the perception of sustainability."
	Digital Innovation
	Technology and Innovation
	Theme 3 – Technology-Oriented Preferences

	"Gen Z's intentions are also affected by environmental knowledge and subjective norms."
	Generation Z Behaviour
	Generational Characteristics
	Theme 4 – Generational Differences

	"The national cultural system plays a significant moderating role."
	Cultural Influence
	Cultural Context
	Theme 4 – Generational Differences
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influencing their perceptions of EVs.
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