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[bookmark: _Toc241218756]Abstract 
Chapter 1 introduces the factors influencing Indian customer acceptance of foreign electric vehicle (EV) brands in India. This research has established the growing importance of the competitive position of foreign brands, EV adoption. It has also covered challenges created by consumer trust, price sensitivity, infrastructure technological perceptions, and domestic competition. The chapter defines the research aim to evaluate Factors Influencing Customer Acceptance of Foreign Electric Vehicle Brands in India.
The chapter 2 is based on considering the key theoretical sources and discussing the topic by dividing into different areas. In this regard, it is mentioned that while entering the Indian market, foreign electric vehicle brands may face a complex environment, including regulatory policies, infrastructure ineffectiveness and structural market frictions. Along with this, the gap of previous studies and the conceptual framework connecting the core variables are developed. 
An interpretivist research philosophy has been employed to support the interpretation of behavioural influences, consumer perceptions, and contextual market conditions. An inductive research approach is adopted to allow patterns and themes to emerge from the existing evidence rather than testing predetermined hypotheses. Secondary data are collected from industry reports, corporate sources and peer-reviewed journal articles, and credible online materials, with recent sources published between 2020 and 2026.
Chapter 4 has involved collection of data and analysing them through thematic codebook approach. 20 sources were chosen and the stages of thematic development such as development of initial codes, categories, subthemes as well as themes were followed. 3 main themes were developed and the 20 sources were used to analyse the themes critically. 
Chapter 5 discusses the key secondary findings that highlights customer acceptance of foreign EV brands in India. It justifies by supporting evidence that relates them to the research questions, literature and theoretical framework. The discussion has covers price, identifies brand trust, charging infrastructure, perceived value, technological usefulness, after-sales support and local market adaptation. These have interconnected of the customer’s acceptance for the foreign brand. 
Chapter 6 is the conclusion and recommendations part including linking the findings with objectives, identifying the values of the study, limitations of the study, along with recommendations and future scope of the study. Apart from that, the reflective statement is included to highlight the value of the study and showing how it can be feasible for the future exploration in the same field. 
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[bookmark: _Toc241218757]Chapter 1: Introduction 
[bookmark: _5tmm9fihk4oe][bookmark: _Toc241218758]1.1 Research Background 
The automotive industry in the global market is undergoing a significant transition from internal-combustion-engine vehicles to electric mobility. This transition has been driven by environmental concerns, government support, technological development, and changing consumer preferences. Within this technological transition, India has emerged as an important market for the growth and sale of electric vehicles (EVs). In this market, as consumer interest is growing, investment has also been increasing from manufacturers. The image below shows that in May 2026, total EV registrations were 25880, which was 14323 in May 2025 (Autopunditz, 2026). This indicates that customers’ engagement with electric mobility in India has been growing, which generates opportunities for both international and domestic automotive manufacturers. 
[image: ]
[bookmark: _Toc238759260]Figure 1.1: EV passenger car registration
(Source: Autopunditz, 2026)
The development of the Indian EV market has been occurring in a highly competitive environment that has been dominated by established domestic manufacturers. In the above image, it has been identified that Tata Motors and Mahindra are major domestic competitors, alongside foreign companies such as China-based BYD and Vietnam-based VinFast (autopunditz, 2026). These companies are also seeking to strengthen their position in India. The presence of these international brands has demonstrated that foreign manufacturers have strengthened their business in the Indian market for EV expansion. The availability of foreign EV brands has influenced customer acceptance. Indian consumers have evaluated foreign EVs according to factors such as trust, brand awareness, perceived quality, technological usefulness, price and product longevity. Brand awareness, perceived quality and brand trust can influence the purchase intentions of Indian customers (Dhar, 2024). 
[image: ]
[bookmark: _Toc238759261]Figure 1.2: India’s EV adaptation
(Source: Statista, 2025)
Customers' engagement and perceived technological usefulness shape acceptance of innovative products for Indian customers. The above image shows that in India, the EV sales rate has shrunk from 2023 to 2024, from 6.4% to 5.6% (Statista, 2026). In this context, foreign buyers are also concerned about after-sales services, dealership networks, battery warranties, along with the servicing infrastructure. This has strongly influenced the customer’s confidence to make the purchase decision from the unfamiliar brand.  
[bookmark: _m7hbirmbhl15][bookmark: _Toc241218759]1.2 Research rationale 
The research rationale has arisen from the rapid growth of India's EV market alongside the increasing entry of foreign EV manufacturers. Indian market presents considerable growth opportunities for foreign brands, mainly to compete with established domestic manufacturers. It has also responded to consumers whose purchasing decisions might be strongly influenced by trust, price, availability of services, along with quality and longevity (Arora and Singh, 2024). Tata Motors has a strong domestic market position, creating competitive barriers that foreign manufacturers may encounter by attempting to establish themselves in India.
From an academic perspective, it has been distinguished from normal EV adoption and compared with the acceptance of foreign EV brands. The factors that mainly influence Indian customers are showing social status, brand equity, technology acceptance, and consumer trust. However, this research is also justified to find out the way in which factors increase interaction within the context of foreign EV brands and Indian consumer behaviour. The authors highlight that from 2026 to 2030, the EV adoption target in India might be 30% (Khati, 2026). This research is also justified to support the evaluation of the relationship among price consciousness, foreign EV market-entry strategies, and infrastructure-related perceptions that impact Indian consumers. 
The research is also relevant as it helps in a better understanding of customer acceptance, which can assist foreign EV manufacturers in developing appropriate market strategies. Factors such as pricing, charging infrastructure, after-sales support, battery warranties and brand trust may need to be addressed to reduce consumer uncertainty (Kale, 2026). This research therefore delivers useful insights to investigate how the foreign manufacturers seek to improve their market acceptance. This research also contributes to academic understanding of consumer behaviour and technology acceptance in India's developing EV market. 
[bookmark: _3e63fakhq2it][bookmark: _Toc241218760]1.3 Problem Statement 
India's electric vehicle (EV) market is growing rapidly, generating opportunities for employment in the international automotive manufacturing industry. This has supported the industry in entering the global market. However, the growth of the EV market faces barriers in automatic translation for customer acceptance of foreign EV brands. Foreign EV manufacturers can compete with domestic EV brands such as Tata Motors and Mahindra. This benefits from brand recognition, existing customer familiarity, and established market networks (See Wei and Homer, 2025). It has been identified that the competitive environment is also considered a significant challenge for foreign EV manufacturers that are seeking to build market presence in India. As per the news report of The Economic Times, BYD targets double-digit growth by launching a premium EV in India (The Economic Times, 2026). 
A key problem in the Indian EV market is that Indian customers might perceive foreign EV brands and compare them with established domestic manufacturers. The customer’s acceptance can be influenced by factors including perceived quality, brand awareness, price, consumer trust, technological usefulness, and perceived reliability. This research helps to identify that brand awareness and brand trust can influence purchase intention. In the same way, young customers have also considered technology-related perceptions and their intention to engage (Bommanavar and Malipatil, 2025). This indicates that Indian customers accept innovative products in the case of EVs However, these factors are not responsible independently; consumers may also evaluate the availability of servicing facilities, charging infrastructure, maintenance support and battery warranties. These factors have been deciding whether to purchase an unfamiliar foreign EV brand. 
The central research problem is that there is limited understanding of the specific factors that have strongly influenced Indian customers’ acceptance of foreign EV brands. This particular gap concerns the relationship among foreign EV market-entry strategies, Indian consumers' consciousness and infrastructure-related perceptions. 
[bookmark: _7dlftjj3jlc][bookmark: _Toc241218761]1.4 Research aim, objectives, research questions 
Research aim 
The research aims to evaluate Factors Influencing Customer Acceptance of Foreign Electric Vehicle Brands in India.
Research objectives 
● To examine the factors impacting Customer Acceptance of Foreign Electric Vehicle Brands in India
●To analyse the reasons behind developing purchasing intentions for Foreign Electric Vehicle Brands in India
● To find out the issues based on the penetration into the Indian market by Foreign Electric Vehicle Brands
● To recommend feasible strategies through which the acceptance of foreign electric vehicle brands can be developed in India
Research questions 
1   	What factor influence Indian consumers' acceptance of foreign electric vehicle brands?
2   	What are the reasons behind developing purchasing intentions for Foreign Electric Vehicle Brands in India?
3   	What are the issues based on penetrating the Indian market by Foreign Electric Vehicle Brands?
4. What are the feasible strategies through which acceptance for Foreign Electric Vehicle Brands can be developed in India?
[bookmark: _vw51k8lpc784][bookmark: _Toc241218762]1.5 Research significance 
This research is highly significant in the context of EV practices, as it examines Indian customers’ acceptance of foreign electric vehicle (EV) brands. This foreign market growth is rapidly developing the Indian automobile market. This research helps to identify those foreign manufacturers struggle in a highly competitive market against established domestic brands, particularly Tata Motors and Mahindra. This has supported strong market positions, where consumers are relatively focused on value and brand loyalty. 
From an academic perspective, the research is heavily linked to existing literature by bringing together technological, consumer-focused, and market-related factors. These factors strongly affect foreign EV acceptance among Indian customers (Higueras-Castillo et al., 2024). This research mainly focuses on identifying price, infrastructure and brand trust as important variables and their contribution to foreign EV market-entry strategies. These have been strongly connected with the infrastructure-related perceptions and price consciousness of Indian consumers. 
From a practical perspective, the findings may help foreign EV manufacturers to understand why Indian consumers may accept or reject foreign EV products. Issues relating to after-sales service, battery warranties, dealership networks, and servicing infrastructure are highly relevant to foreign EV market penetration (Feng et al., 2025). 
The research significance also considers policymakers and industry stakeholders by identifying consumer-related barriers to wider foreign EV adoption. Overall, this study delivers a more context-specific understanding of customer acceptance and contributes to knowledge about the growth of India's increasingly competitive EV market. 
[bookmark: _hxk6vzhygblf][bookmark: _Toc241218763]1.6 Theoretical framework 
The theoretical framework supports explaining the reasons why Indian consumers may accept or reject foreign EV brands. This research primarily draws on the Unified Theory of Acceptance and Use of Technology (UTAUT) and the Technology Acceptance Model (TAM). In this context, TAM is relevant for understanding the way consumers assess the usability and usefulness of EV technology (Musa et al., 2024). In contrast, UTAUT delivers a broader explanation by identifying factors such as price, social influence, and facilitating conditions (Mensah and Khan, 2024). TAM help to explain how consumers' perceptions of technological usefulness influence Indian customers' acceptance, whereas UTAUT can help to assess the roles of social influences. These are highly facilitating conditions such as infrastructure and growth. These theories have been used alongside variables through the literature review, covering perceived product quality and price, to support examining customer acceptance of foreign EV brands in India. 
[bookmark: _b65uopqsqn9m][bookmark: _Toc241218764]1.7 Dissertation structure 
The dissertation has been conducted through five chapters. Chapter 1 mainly introduces the research topic by covering background, problem statement, research aim and objectives, research questions and theoretical framework. Chapter 2 comprises a critical review focusing on the existing literature on consumer acceptance of foreign EV brands. Chapter 3 explains the process of data collection, including the secondary research approach and thematic analysis. Chapter 4 presents the secondary data findings based on selected data sources and analysed by creating themes. Chapter 5 focuses on the discussion of the findings in relation to the research objectives and theoretical framework. Chapter 5 concludes the dissertation by summarising the key findings and presenting practical recommendations. 

[bookmark: _Toc238759262]Figure 1.3: Dissertation structure
(Source: Self-develop)


[bookmark: _Toc241218765]Chapter 2: Literature Review 
[bookmark: _Toc241218766]2.1 Introduction 
The global transition towards sustainable mobility has increased demand for electric vehicles nowadays. It has become a core strategy for managing modern transportation by reducing carbon emissions and dependence on fossil fuels. For example, in India, the automotive sector is undergoing rapid transformation, driven by a range of sustainable government policies and rapidly changing consumer purchasing habits. However, while domestic manufacturers can manage their market position, but certain foreign EV brands face acute market friction in the Indian market to establish their business base. From this point of view, this literature review has evaluated a range of theoretical and empirical studies based on the acceptance of foreign EV brands in India. For this purpose, the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT) are taken into consideration. Along with this, this chapter has identified related structural barriers, penetration issues, as well as previous studies' gaps, developing a culminating conceptual framework to develop a succinct study. 
[bookmark: _Toc241218767]2.2 Trends of using EVs throughout the globe 
An analysis of international market trends shows a bipolar world dominated by China, Europe and the United States, plus a universal transformation in charging networks and power electronics technologies. China is seen as a leader in manufacturing aggressiveness and policy support in the country, while European markets focus on strong carbon reduction targets, and USA markets are the ones that are growing steadily, with strong policy support. In this aspect, Akinsooto et al.   (2025) highlighted that in each of these major zones, the shift towards vehicle electrification extends beyond the realm of luxury passenger vehicles to include a wider range of vehicular fleets, commercial transit, and multi-category electric mobility. Technological evolution is one of the bases for this global evolution. Gnanavendan et al.   (2024) considered the critical future trends of EV technology, focusing on the ability to overcome key operational hurdles by improving high-efficiency drivetrains, battery management systems, and thermal stability. 
These basic engineering advancements go to the heart of driving range and reliability in every geography and region, thus delivering a response to consumer uncertainty around range. At the same time, the ability to scale up is a fundamental aspect of global EV expansion. Alsharif (2025) showed that there is a transition towards high-power fast charging networks, smart grid integration and standardised interoperability protocols across the globe. However, infrastructure deployment can serve two purposes, such as increasing the public charging station network can balance high V2C ratios in rapidly expanding districts, and smart charging strategies can reduce possible peak load impacts on a regional grid (Alsharif, 2025). Together, these sources offer a roadmap for a global EV market that will see continued progress in vehicle adoption (Akinsooto et al.   2025), infrastructure ecosystems (Alsharif, 2025) and regional market maturation (Khaleel et al.   2024), all while remaining in harmony with the advancement of core power electronics innovations (Gnanavendan et al.   2024).
[bookmark: _Toc241218768]2.3 Aligning theories and models
Application of proper theoretical frameworks is necessary to understand how consumer acceptance of foreign electric vehicle brands is assessed through understanding their applicability, strength and contextual boundaries. As mentioned by Lee et al.   (2025), the Technology Acceptance Model acts as a foundational paradigm, considering the mode of adopting technology and perceived usefulness and perceived ease of use. In terms of aligning with automobile innovation, PEOU is effective in understanding the operational mode of automated features, digital interfaces and charging software. On the other hand, PU is based on understanding the utility metrics, such as driving range, battery efficiency as well as long-term cost reduction. However, the discussion by Lee et al.   (2025) appears crucial to emphasise TAM’s inherent parsimony along with analytical limitations when applied to high-involvement, capital-intensive consumer purchases. Depending on micro-level cognitive evaluation can be a limitation for understanding the multi-attribute nature of vehicle acquisition. 
As per the words of Xue et al.   (2024), to explain the applicability of TAM theory, it is stated that researchers rely on discussing the unified theory of acceptance and the use of technology framework critically. In this regard, the discussion by Xue et al.   (2024) and Yang et al.   (2024) highlighted that UTAUT introduces core pillars, such as Performance Expectancy, Effort Expectancy, Social Influence and Facilitating Conditions. In the context of managing foreign EV entry in India, an approach to adapt high performance expectancy is necessary. In this regard, Wei et al.   (2024) and Yang et al.   (2024) mentioned that the adoption of superior technology helps manage consumer adoption contingent and developing a charging network with local service accessibility in India. Along with this, the concept of UTAUT is effective in highlighting the price value and hedonic motivation to showcase dimensions for evaluating foreign entrants competing against existing dominant domestic automobile entities (Wei et al.  , 2024). 
[image: ]
[bookmark: _Toc238759263]Figure 2.1: TAM
(Source: Mugo et al.   2021)
As opined by Lee et al.   (2025) and Yang et al.   (2025), the development of a competitive critique of these theories and models has highlighted that when TAM provides a precise discussion of individual psychological perception, the UTAUT is focused on highlighting the process of navigation through a complex market environment. Neither of the models is applied in an isolated manner. The above-developed figure is based on showing how external variables act in developing perceived usefulness along with perceived ease of use to maximise users’ attitudes to accept the technological changes (Refer to figure 2.1). In support of this, Yang et al.   (2025) and Xue et al.   (2024) stated that facilitating conditions and social influence impact the cognitive utility of consumers on actual behavioural intentions. Wei et al.   (2024) and Yang et al.   (2024) shed light on a unique aspect that high-price sensitivity and brand reliance impact on managing perceived value and structural readiness that can overcome abstract technological barriers. Furthermore, giving critical emphasis to TAM becomes crucial to highlight the structural and socio-economic environment through which the complex adoption barriers facing foreign EV brands in India have been systematically analysed. 
[bookmark: _Toc241218769]2.4 Psychological and Behavioural Drivers of EV Acceptance 
As mentioned by Pei et al.   (2025), there is a range of cognitive friction points developing anxiety among consumers related to the development of psychological barriers while making payments for EVs.  It is highlighted that acceptance of foreign EV brands in India is based on understanding the psychological and behavioural challenges affecting high-involvement purchasing decisions. The objective books are mainly based on battery efficiency to handle operational constraints, while the subjective risk is focused on enhancing cost-benefit calculations and fostering cognitive dissonance during the evaluation phase (Pei et al.   2025). In the comments of Chen et al.   (2024), psychological resistance is influenced by issues focused on demand flexibility and charging behaviour, while consumer attitudes are impacted by psychological perceptions of convenience and flexibility. While discussing the aspect of foreign automotive entrance, psychological anxieties are considered the main factor. In this aspect, Pei et al.   (2025) and Chen et al.   (2024) discussed that, in the case of Indian consumers, non-domestic brands with increased vulnerability based on spare parts availability, grid compatibility and long-term service management are crucial to reach the psychological threshold to increase consumers’ adoption. 
In terms of analysing underlying risk, the behavioural intention can be governed by applying the concept of social behavioural interaction, aligning with a simplified decision-making model. In this aspect, Handarujati (2024) stated that aligning the concepts of the Theory of Planned Behaviour (TPB), Norm Activation Model (NAM), and TAM can be effective in understanding how personal moral norms and pro-environmental attitudes establish a favourable baseline for purchase intentions for electric cars. As per the words of Rani et al.   (2024), in emerging countries such as India, the application of a unified TAM-SOBC (Stimulus-Organism-Behaviour-Consequence) framework finds that external environmental stimuli always have a prominent role in linking the internal cognitive and psychological states before translating into concrete adoption behaviours. The critical analysis of literature developed by Handarujati (2024) and Rani et al.   (2024) mentioned that high environmental consciousness and positive social pressure are the controlling factors to cover the systemic attitude-behaviour gap. As a result of this, it can be easier to transform consumers’ purchasing habits into actual acquisition without clear functional reassurance and manageable financial risk. Additionally, it is clear that foreign EV brands can depend on generalised sustainability messaging or technological prestige and often fail to stimulate purchase intentions. Sometimes, they do not directly dismantle the cognitive burdens that are rooted in local operational uncertainty.
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[bookmark: _Toc238759264]Figure 2.2: Psychological and Behavioural Drivers of EV Acceptance
(Source: Lai et al.   2025)
In the comments of Domarchi et al.   (2024), emotional coherence may frequently impact on the decision-making pattern frequently, and as a result of this consumer choices within the electric mobility landscape can be differentiated. The figure is based on highlighting how psychological and behavioural aspects, such as environmental concerns, perception of electric vehicles, and reception of economic benefits, are all combined to directly impact on behavioural retention (Refer to Figure 2.2).  Emotional coherence is defined as the combination of individual self-identity, affective state and the product features. When it is seen that socio-psychological drivers are aligned with environmental consciousness, it can foster a favourable predisposition for investing in sustainable transport solutions such as green vehicles (Vătămănescu et al.  , 2025). It is seen that if foreign EV brands face emotional detachment in the market, it can be tough for them to maintain longevity in the Indian market. As a result of this, market resistance is faced. In this aspect, Domarchi et al.   (2024) and Rani et al.   (2024) opined that in the Indian market, where emotional loyalty is controlled by domestic incumbents, such as Tata Motors is greatly influenced by national identity and service ubiquity in the wider market. In order to overcome these barriers, foreign EV brands need to emphasise their technological stability and develop emotional resonance to sustain brand trust and secure post-purchase positive behaviours among Indian consumers. 
[bookmark: _Toc241218770]2.5 Market Penetration Barriers and Structural Friction faced by Foreign Electric Vehicle Brands in India
As per the words of Mondal and Suman (2025) and Ka et al.   (2026), one of the main obstacles for international manufacturers to enter the Indian market range is based on macroeconomic and policy-related governing constraints. In this regard, it is mentioned that while entering the Indian market, foreign electric vehicle brands may face a complex environment, including regulatory policies, infrastructure ineffectiveness and structural market frictions. The common challenges that are faced by EV brands in India are related to local regulatory policies, a complex technological environment, and government tariffs and so on. In this regard, Meskine et al.   (2025) highlighted that the absence of a standardised policy framework may hamper long-term business efficiency and lead to structural uncertainty and financial risk for foreign entrants. Apart from that, different international brands are seen to face different types of competitive parity with domestic options and it makes them bound to apply premium price segments targeting only a narrow portion of demographics. 
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[bookmark: _Toc238759265]Figure 2.3: Factors for EV adoption 
(Source: Goel et al.   2021)
Mondal and Suman (2025) described that these factors affect overall volume growth and market penetration. The figure is based on showing the prominent aspects through which the levels of acceptance of EVs by Indian consumers can be denoted (Refer to Figure 2.3). As opined by Aithal (2025), the policy-based pricing strategy acts as a disadvantage for managing aggressive market demands, with foreign EV brands beating domestic leaders, such as Tata Motors. Additionally, the researchers mentioned that domestic manufacturers may have significant advantages related to the utilisation of a localised supply chain, management of extensive sales and service, along with handling long-standing customer trust. Supporting this, Shah (2024) highlighted that adopting first-mover initiatives and cost-effective vehicle platforms can be suitable for domestic brands to reach the potential market segment and it affects the smooth entry of foreign brands. On the contrary, Mondal and Suman (2025) mentioned that local players benefit from strong alignment with government electrification mandates and local component sourcing schemes.
As per the words of Shah (2024) and Aithal (2025), foreign entry can be managed by the local supply chain and dealer density, which are based on investing a huge amount of capital and managing operational-level functions through applying a contingency plan. As per the words of Pandey and Li (2026), managing the institutional and competitive dynamics is focused on enhancing consumer risk perception. Therefore, the systematic analysis has found that EV implementation may face barriers in emerging markets, such as India, is greatly influenced by the lack of public charging stations and inadequate technical development, creating doubt among consumers regarding operational viability. Meskine et al.   (2025) found a critical finding through the analysis that, when choosing EV brands, most of the percentage of consumers focus on the possible risks related to long-term after-sales support, spare parts availability, along with effective battery performance under any climatic conditions. 
Thus, it is stated that these operational challenges directly impact on consumers’ purchasing decisions and develop passive barriers related to product reliability of products and resale values. It is critically mentioned that without emphasising large-scale investment in localised charging infrastructure and effective service networks based on managing their business superiority, the foreign brands may face issues in the emerging automobile market throughout the globe.
[bookmark: _Toc241218771]2.6 Factors influencing Indian consumers’ acceptance of foreign electric vehicle brands
According to Higueras-Castillo et al.   (2024) and García de Blanes Sebastián et al.   (2024), analysis of customers’ acceptance rate for foreign electric vehicles in India is based on considering the complex pattern of interactions, changes in cultural values, along with cognitive awareness factors. Regarding this, it is highlighted that cultural adaptation of EVs is linked to a consumer attitude towards green mobility and this is critically impacted by technological innovation and cultural orientation of the emerging market. In terms of discussing the views of García de Blanes Sebastián et al.   (2024), it is evident that in the emerging market of the automobile industry, positive attitudes of consumers are important for shifting towards electric mobility. Additionally, changes in behavioural intentions are also responsible for enhancing perceived functional advantages related to green innovation. In terms of analysing the aspect of foreign EV brand entrance, Indian consumers consider technological sophistication, build quality, along with the social value of the product and these factors are responsible for leading consumers’ interest and impacting favourable baseline attitudes (Higueras-Castillo et al.   2024). However, favourable attitudes often seem to be insufficient for converting the adoption of foreign brands and their offerings among consumers within the local market of an emerging economy. 
In the view of Arora and Singh (2024), in terms of managing India’s mobility transition, consumers’ adoption decisions are managed by functional economic and social environmental motivators. In this respect, empirical research studies have found that environmental consciousness develops a moral value for driving the green transition. Supporting this view, Arora and Singh (2024) stated that for managing the green transition, Indian consumers are critically reliant on value consciousness, managing the cost of ownership and operational economy to enhance the sustainability transition. Foreign EV brands are seen to have a market position as luxury or high-end lifestyle products. As per the views of Gupta et al.   (2024), the transition process in emerging economies highlighted that the purchasing intention of foreign EVs can be influenced by consumer awareness and the development of operational knowledge regarding innovative products. On the other hand, information manipulation and limited consumer knowledge regarding the utility of electric vehicles may create cognitive bottlenecks and reduce the perceived value of foreign EV brands' entrance.
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[bookmark: _Toc238759266]Figure 2.4: Factors influencing Indian consumers’ acceptance of foreign electric vehicle brands
(Source: ÖZ, 2022)
As per the thoughts of Champahom et al.   (2024) and Schvartz et al.   (2024), the competitive discussion between conventional internal combustion engine users and EV adopters has made it clear that there is a permanent perception gap regarding operational barriers and customer decision-making in the emerging markets. In the case of non-EV users, the perceived risk barrier centres on charging availability, initial acquisition cost and resale values in comparison with hard-core EV users. In this regard, the systematic analysis by Schvartz et al.   (2024) stated that the developing automobile sector can support foreign brands to handle user-specific perception issues by providing warranty, protection, battery health guarantees and transparent cost benefits. Furthermore, it is also evident that the level of customer acceptance for EV brands in India is directly reliant on price sensitivity, comprehensive consumer education and strategic external support from the government (Arora and Singh, 2024; Gupta et al. , 2024; Schvartz et al. , 2024).
[bookmark: _Toc241218772]2.7 The issues based on penetrating the Indian market by Foreign Electric Vehicle Brands
As mentioned by Rehman and Jajja (2025), the shift to EVs in India creates an exciting growth opportunity, but foreign electric vehicle (EV) original equipment manufacturers (OEMs) face a harsh reality when they try to enter the market due to structural, economic, and supply chain challenges. Three overlapping thematic areas emerged from the current literature on the EV ecosystem in India, such as vulnerabilities in the local value chain, price sensitivity and lack of competition in domestic markets and constraints on strategic resource deployment. One of the big challenges for foreign investors is the weaknesses of the domestic supply chain, especially in the production of batteries and the availability of critical minerals. Dhairiyasamy et al.   (2024) pointed out that India's EV infrastructure has been greatly hindered by reliance on imported raw materials for batteries, as well as on fragmented supply chains. The problem is exacerbated by the fact that for foreign brands, regulatory initiatives like the Phased Manufacturing Programmes. 
Cho et al.  (2025) pointed out that the car industry is undergoing a transformational shift and companies need to constantly adjust their strategies to meet the changes, which is very difficult for international companies who do not have established vendor networks and supply relationships in India as their established domestic companies do, as opined by Rehman and Jajja (2025). In addition to the complexities of the supply chain, the Indian passenger vehicle market is extremely price sensitive, directly competing with the propositions that foreign brands of EVs typically use. Arora and Singh (2024) showed that while overall cost of ownership, long-term value and functional affordability are significant, the high initial cost of purchase continues to be a significant barrier to widespread consumer adoption in India. As commented by Aithal (2025), Tata Motors Limited has gained a strong foothold in the Indian EV market with its aggressive pricing strategy in local markets, a vast distribution and servicing network and the benefit of being an early player. 
Domestic market giants occupy a lot of market share by simply modifying existing cost-effective platform architectures to EV applications, thus forming a formidable competitive barrier to entry for foreign brands trying to gain market share in the lower- and mid-tier segments where mass volume is located. In addition, building a footing that is operationally viable in India requires strategic agility and not the tried-and-tested playbooks of international expansion. Pathak et al.  (2024) recognised how EV business model innovations, such as partnerships on charging stations, battery-swapping plans and niche business model selections like two-/three-wheeler vehicles or fleet operators, are closely linked to each other and are essential to localized business opportunities in India's EV market. Foreign brands usually focus on the private four-wheeler passenger market, which doesn't experience the same growth rates as the commercial and two-wheeler markets. While getting established in the market, the key is to know the right mix of resources and deploy them for mid- to long-term growth as described by Cho et al.   (2025). 
Pathak et al.  (2024) stated that many companies often underestimate how well their technology fits the conditions they are operating in developing markets, whether that's temperature extremes affecting battery thermal management, sparse charging infrastructure, and different road systems. Foreign EV brands are facing a complex scenario of market entry barriers in India, including the high tariff structures and the strong incumbent dominance with high consumer price sensitivity, unless they significantly re-align their resource allocations and business models (Dhairiyasamy et al.  2024; Aithal, 2025; Arora and Singh, 2024).
[bookmark: _Toc241218773]2.8 Reasons behind developing purchasing intentions for Foreign Electric Vehicle Brands in India
Dhairiyasamy et al.  (2024) remarked that Electric Mobility in India is a big growth opportunity, but foreign Original Equipment Manufacturers (OEMs) of EVs face immense structural, economic and supply chain challenges when attempting to enter the Indian market. One of the main challenges facing international players is the high level of criticality in the local supply chain, especially in the production of batteries and critical minerals (Dhairiyasamy et al. 2024). Fully Built Units or Completely Knocked Down kits are imported at high import duties, while building local supply chains is a massive initial investment by foreign OEMs. Strategic adaptation is a continuous process that is very challenging for international firms as they do not have any pre-established vendor networks and supply links in India, unlike the incumbent domestic firms, to navigate through the transformational shifts in the automobile industry as noted by Rehman and Jajja (2025). 
On this point, Arora and Singh (2024) highlighted how, apart from the complexities of supply chains, the Indian passenger vehicle market is very price sensitive, directly conflicting with the premium pricing models used by foreign EV brands. COO (total cost of ownership) and perceived LTV (long-term value) and functional affordability are some of the key factors influencing consumer purchase decisions in India, with high upfront cost of acquisition being a key deterrent for wide consumer adoption. Aithal (2025) reported that market leaders, such as domestic companies, have the ability to dominate the market by adapting existing, cost-efficient platform architectures for EVs and establish a high competitive barrier for foreign brands to enter the lower and mid-tier market segments where mass volume can be achieved. In the work of Pathak et al (2024), they concluded that India requires strategic agility to achieve an operational footprint – opportunities in India's EV market are very much about 'business model innovation' at the local level. 
Cho et al.  (2025) pointed out that the key to mid-to-long-term growth in market entry is to find and use effective combinations of resources. European companies often underestimate the fit between their technology and the unique operating environment of developing markets, including the effects of extreme weather on battery thermal management, insufficient charging infrastructure, and diverse road infrastructure. Khaleel et al.  (2024) noted that the global transition toward electric mobility is at a fast pace due to environmental demands, advancements in technology, and policy support in a tri-polar world defined by China, Europe and the United States. In these key geographies, the shift in consumer adoption goes beyond luxury passenger vehicles to include a wider range of vehicle types, commercial transit vehicles and multi-category electric mobility (Akinsooto et al.  2025). Gnanavendan et al.  (2024) pointed out that future trends in EV technology focus on the solution of basic operational issues by advancing high-efficiency drivetrains, battery management architectures and thermal stability. At the same time, global EV expansion is inextricably linked to infrastructure scaling, with the global charging market rapidly transitioning from low-power to high-power fast charging networks, and smart-grid integration and standardised interoperability protocols becoming increasingly critical to reduce peak load pressures on regional power networks (Alsharif, 2025). 
Gupta et al.  (2024) found that consumer willingness to purchase EVs in emerging markets is strongly affected by their awareness and functional understanding of EVs' features and environmental advantages. Samarasinghe et al.  (2024) found that the non-users assess EVs based on perceived usefulness, environmental attitude and performance expectancy. However, Sharma et al.  (2024) pointed out that positive expected emotions like pride, excitement and self-satisfaction play a crucial role in BEV purchase intentions, and that global branding frequently accentuates the expected status and prestige of ownership. Dhar (2024) examined consumer perception and the intention to buy in the changing market of India and concluded that the factors influencing consumers as they consider the purchase of electric vehicles are perceived reliability of the brand, safety rating and advanced features of the vehicle. In the built environment, performance credibility, driving range assurance, and charging convenience serve as the key prerequisites for driving consumer interest towards actual purchase intent (Thakur et al.  2025). Higueras-Castillo et al.  (2024) undertook a cross-cultural analysis, and the results indicated that expectations towards adoption depend on cultural values, social influence and openness to international innovations, which obviously favours foreign brands with good international references. Suvittawat (2024) showed that agility of the supply chain and particular characteristics of the vehicle directly affect the intention to purchase, thus confirming that foreign OEMs with responsive service and reliable supply chains are better able to build consumer confidence in emerging markets.

[bookmark: _dxw8yimo1ssv][bookmark: _smf3o8ocja9o][bookmark: _Toc241218774]2.9 Literature gap 
The literature review supports substantial evidence regarding technology acceptance, electric vehicle adoption, and consumer purchasing behaviour. However, several literature-based gaps remain concerning the specific acceptance of foreign EV brands in India. Existing literature-based studies tend to examine general EV adoption instead of distinguishing between foreign brands and domestic brands. In the literature review, it is observed that research finds social influence, perceived usefulness, and facilitating conditions to be important determinants of technology acceptance through TAM and UTAUT. Other studies have emphasised emotional responses, price sensitivity, reliability, infrastructure and environmental awareness. A further gap concerns the relationship between psychological consumer factors and structural market barriers. The literature separately identifies charging infrastructure, after-sales support, supply-chain weaknesses, high acquisition costs, regulatory conditions and domestic-brand dominance as important barriers. However, limited attention is given to the way structural conditions interact with consumers' perceptions of usefulness, trust, value, and technological performance when evaluating foreign brands.
[bookmark: _ata62u6es5r8]Moreover, the published studies have also identified purchasing intention drivers such as environmental consciousness, awareness, reliability, safety, advanced features and charging convenience, there remains insufficient integration of these variables with foreign-brand market-entry challenges. It is also observed that there is a gap in integrating technology-acceptance perspectives with psychological and structural factors, economic factors, and other factors to explain customer acceptance of foreign EV brands in India.


[bookmark: _Toc241218775]2.10 Conceptual framework 
Factors Influencing Customer Acceptance of Foreign Electric Vehicle Brands in India
Psychological and Behavioural Drivers of EV Acceptance 
Technology Acceptance Model 
Market Penetration Barriers and Structural Friction faced by Foreign Electric Vehicle Brands in India
Factors influencing Indian consumers’ acceptance of foreign electric vehicle brands
The issues based on penetrating the Indian market by Foreign Electric Vehicle Brands


[bookmark: _lc3uzmhwnxds]















[bookmark: _Toc238759267]Figure 2.5: Conceptual framework
(Source: Self-developed)
[bookmark: _Toc241218776]2.11 Summary 
This chapter summarises the reviewed literature concerning global EV development along with customer acceptance of foreign EV brands in India. UTAUT and TAM were identified as the principal theoretical foundations; however, behavioural, psychological, and structural factors were also examined. The literature review has also found a gap in integrating these dimensions, particularly within the context of foreign EV brands in India. The proposed conceptual framework therefore combines TAM and UTAUT with consumer, economic and market factors that focus on purchasing intention and customer acceptance. 
[bookmark: _4k8394ii8ukw]

[bookmark: _Toc241218777]Chapter 3: Research Methodology 
[bookmark: _7flxpgottgv4][bookmark: _Toc241218778]3.1 Chapter Introduction 
This methodology chapter introduces the methodological choices which are required to investigate the factors influencing customer acceptance of foreign electric vehicle (EV) brands in India. The aim of this research is to evaluate the effective factors that influence customers' expectations by examining the reasons responsible for customers' purchasing intention. These methodological choices have supported identifying issues affecting the market penetration of foreign EV brands. Interpretivism philosophy focuses on existing evidence concerning attitudes, consumer perceptions, purchasing intentions, trust, and market experiences. An inductive research approach is intended to develop theoretical findings mainly based on industry and academic sources, which support the design of meaningful themes.
[bookmark: _73mnp5x3xjk][bookmark: _Toc241218779]3.2 Research Philosophy 
[bookmark: _GoBack]Research philosophy has been defined by underlying assumptions concerning the way knowledge can be understood and generated. In research methodology, two commonly discussed philosophical positions are interpretivism and positivism. Positivism is defined by assuming that reality can be objectively measured and observed (Khanday et al., 2024). Whereas interpretivism focuses on emphasising the interpretation of experiences, meanings and social contexts (William, 2024). In this research, an interpretivist philosophy has been adopted and considered appropriate because this study seeks to understand Indian consumers' acceptance of foreign EV brands. 
In this research, the interpretivist position is justified as the identified research questions cover the significant factors that influence the Indian customer’s acceptance, the reasons behind the development of their purchasing intentions and the particular barriers to the foreign brands' experience, along with the strategy to increase their acceptance. These research questions are important for understanding market and customer perspectives instead of testing a predetermined statistical relationship. Interpretivist philosophy supports secondary data analysis focusing on real-time data evidence (Mehrad et al., 2024). Furthermore, the study focuses on the secondary data collection process on Indian consumers’ expectations for foreign EV brands. It focuses on interpreting findings from published studies and other secondary sources. Consequently, an interpretivist philosophy delivers stronger alignment with the qualitative thematic analysis that is embedded with secondary contextual evidence. An interpretivist perspective covers contextual factors to be examined collectively instead of treating consumer acceptance as a single objective that is considered a measurable variable (Ash, 2024). The research philosophy supports focusing on the Indian context. Consumer acceptance of foreign EV brands can be influenced by price consciousness, local preferences, trust, brand identity, infrastructure and after-sales support. 
[bookmark: _dv81l8kj8mw3][bookmark: _Toc241218780]3.3 Research Approach 
An inductive approach has been adopted in this research, which mainly covers evidence-based observation by developing broader concepts and patterns (Kumar and Ujire, 2024). This approach supports an explanation of findings, which mainly leads to appropriateness. In this research, the deductive approach has been rejected, as in this case a single predetermined hypothesis delivers limited value (Robinson and Bailey-Rodriguez, 2026). With the help of interpretivist research philosophy and an inductive approach, it supports examining existing evidence relating to consumer acceptance of foreign EV brands. This approach is also justified by identifying influencing factors that help to investigate market-entry challenges and consumer purchasing intentions. 

The appropriateness of an inductive approach is higher as the research investigates a relatively developing market phenomenon. It also covers the acceptance of foreign EV brands within India's rapidly expanding EV market. The secondary literature review helps to investigate how in-depth analysis of behavioural buying patterns can be directly connected with the wider automotive transition. These supports answering how foreign EV market-entry strategies are related to infrastructure-related concerns of the brand and Indian consumers' price consciousness. Interpretivist research philosophy is important for an inductive approach that has been employed to develop a methodological strategy for secondary data (Lyhne et al., 2025). Instead of restricting the investigation to factors that can be identified through the emergence of the literature review. For the secondary database, variables such as brand trust, perceived quality, after-sales service, price, technological usefulness and infrastructure can be examined by collecting different sources, which are grouped into broader themes. This approach is consistent with the proposed thematic codebook method, in which categories, sub-themes and final themes are developed from the collected evidence. The approach delivers flexibility while maintaining a systematic analytical process.
[bookmark: _3pbhkdndbaj][bookmark: _Toc241218781]3.4 Research Strategy 
In this research, a qualitative secondary strategy has been selected based on a structured review of academic sources. This research strategy covers systematically screening, identifying and analysing existing evidence instead of collecting new information directly from consumers. The qualitative strategy supports an imperative, grounded and clear understanding of secondary literature findings (Bouncken et al., 2026). This research is driven by secondary data to support the development of theoretical insights for identifying the factors influencing purchasing behaviour towards foreign EV brands in India. This methodological strategy has incorporated academic journal articles alongside relevant industry and media sources, along with corporate materials (Lim, 2025). This research has developed the ability to examine both theoretical explanations focusing on consumer behaviour. 

A secondary research strategy is highly justified in this research by supporting the identified research questions.  This can effectively address existing literature concerning EV adoption, consumer behaviour, technology acceptance, brand trust and international market entry. Secondary research selection is justified as this allows the study to compare evidence from multiple existing investigations and market sources for academic analysis. Qualitative research is supported by data saturation, which ensures the collection of new patterns and new themes (Sabnis and Wolgemuth, 2024).  The appropriateness of this strategy is effective, as the research seeks to find out the broad patterns instead of measuring the attitudes of one particular group of respondents. Existing studies deliver evidence concerning diversified consumer contexts. In this case, company information and industry reports can contribute evidence about foreign-brand challenges and market conditions. The combination provides support for interpreting diversified sources. Another significance of this research strategy is that it guides the focus to the Indian context by using secondary evidence. It is required to interpret the influencing factors such as infrastructure, price consciousness, after-sales service and brand trust. 
[bookmark: _ivsncxniakcq][bookmark: _Toc241218782]3.5 Source Selection
Secondary sources have been selected in this research according to credibility, recency, relevance and direct connection with the research questions. In this research, for collecting secondary data, a total of 20 sources has been identified, consisting of approximately 10 primary sources and 10 supporting materials. The sources include industry reports, peer-reviewed journal articles, online articles, corporate and company websites, and newspaper materials. For secondary qualitative research, the already existing sources, such as recorded content documents, are considered (Ahmad and Wilkins, 2025). Special priority has been given to peer-reviewed academic literature because it delivers theoretically and empirically informed evidence on consumer behaviour and EV adoption. The selected sources need to be published between 2021 and 2026. (Coe et al., 2025). Source selection has been done according to their ability to effectively contribute evidence relating to the research objective. Secondary Sources have been selected, focusing on social influence, consumer acceptance, purchasing intention, and brand trust. Besides this, it also covers perceived quality, technology acceptance, infrastructure, after-sales service and foreign-brand market penetration. The academic materials that are unrelated to foreign brands, EV adoption, consumer behaviour or the Indian market are excluded, as these do not have significant meaningful comparative evidence for secondary data analysis. 
[bookmark: _90upmz30wqgx][bookmark: _Toc241218783]3.6 Data Collection Method 
In this research, secondary data collection has been conducted through systematic document and literature searching. There are two types of data collection methods generally used in research; however, in this case, primary survey or interview has been rejected. The principal academic databases and search platforms identified as reliable for this research are those that help locate peer-reviewed journal articles. Additional evidence has been obtained from corporate websites, company information, credible industry reports, and relevant newspaper or online sources where contextual information has been delivered about the Indian EV market. Primary data collection is the actual process where the information is directly collected through participants, considering accuracy, relevance and reliability (Midamba et al., 2025). Secondary qualitative data collection delivers rich data which are easily accessible and cost-effective (Squire et al., 2024). 

Selection of secondary data collection is highly justified due to the research focusing on synthesising existing knowledge about a rapidly developing EV market. It delivers evidence collected from multiple studies and market sources by comparing them. Search terms include consumer acceptance of EVs, foreign electric vehicle brands in India, brand trust, EV purchasing intention, and electric vehicles. Secondary data has a significant advantage as it emphasises pre-published sources, which mainly help minimise research bias (Verma et al., 2024). Technology acceptance and EVs, Indian EV consumers, and foreign EV market entry have also been used for finding secondary materials. The method also supports focusing on the research's inductive orientation because findings have emerged from a broad range of existing evidence instead of being restricted to predetermined questionnaire variables.
[bookmark: _ytc1cvdnpwko][bookmark: _Toc241218784]3.7 Sampling Technique 
This research has used purposive sampling of secondary sources, es which supports deliberately selecting the sources as per relevance and ability to answer the research questions. Purposive sampling has been used for selecting and collecting data that has been employed for maintaining the appropriateness of the research (Lim, 2025). The collection process begins by translating the research questions into several key search concepts. Retrieved sources have been screened according to title and abstract or summary information. A total of 20 sources have been selected, of which 10 articles are considered primary sources based on these codes; themes have been generated. The other 10 articles have been used for justification and supporting the findings. The evidence has been organised and recorded based on publication year, source type, research context, key findings and relevance to the research questions. 
[bookmark: _myk67mt7kcgb][bookmark: _Toc241218785]3.8 Data Analysis 
The collected secondary evidence has been analysed by using qualitative thematic analysis via a thematic codebook approach. Thematic analysis has support to deliver guidance d for systematically identifying, organising, and offering insight into patterns of meaning (themes) across a data set (Kushnir, 2025). It has been explicitly defined as qualitative analysis, which states that coding involves categories, sub-themes and final themes. Secondary data findings have developed with approximately five themes expected to emerge from the evidence. The analysis is therefore organised as a structured progression from individual evidence to broader patterns. In this initial stage, it is familiarisation with the selected sources. These sources repeatedly record findings that directly relate to the research questions. In the second stage, it covers developing initial coding that helps to develop relevant statements, and findings are assigned descriptive codes (Ahmed et al., 2025). Evidence concerning consumer confidence in foreign manufacturers is considered as evidence from the sources based on which initial codes, like brand trust, have been developed. This evidence concerning repair facilities or battery warranties may be coded as after-sales support. In the same way, evidence concerning affordability supports the development of codes such as price sensitivity. 
Thematic analysis has been suitable for this research because the research seeks to find out the recurring factors influencing consumer acceptance across diverse secondary sources. This is a systematic mechanism for organising complex technological, behavioural and market evidence into interpretable themes. It also aligns directly with the proposal's planned thematic codebook approach. This thematic analysis has been associated with an inductive approach and an interpretivist philosophy of the study, in which support for themes is developed from patterns identified across the evidence. It also enables findings from academic research to be considered alongside industry and market evidence, thereby supporting a broader understanding of the factors influencing foreign EV acceptance in India. The codes are subsequently compared and grouped into broader categories. Related categories are then developed into sub-themes and final themes. Possible themes emerging from the proposal's literature include consumer trust and brand perception, price and value considerations, technology acceptance and perceived usefulness, infrastructure and after-sales support, and market-entry and local adaptation challenges. These themes are treated as analytical possibilities and are confirmed or modified according to the evidence obtained during the final analysis.
[bookmark: _2mauujpi3fvp][bookmark: _Toc241218786]3.9 Ethical Considerations 
The research has maintained academic integrity by accurately representing the collected data based on the selected sources. Appropriate citations and referencing have been provided whenever ideas, evidence or data from external sources are used. As per the ethical principle, manipulating evidence has also been avoided to support predetermined conclusions. Contradictory findings have been gathered where relevant, and sources have been assessed critically, mainly to support the expected outcome (Swain, 2025). Particular care has been taken when using company websites and newspaper articles because such sources may reflect organisational or editorial perspectives. Academic evidence has received greater weight when establishing theoretical conclusions. Identifying secondary data sources includes journal articles, online articles, corporate websites, company websites, industry reports and newspaper articles, all collected from reliable and valid sources. It is committed to avoiding any kind of manipulation of information by acknowledging the original authors. 
[bookmark: _9g22s01n17wp][bookmark: _Toc241218787]3.10 Methodological Limitation 
The methodology has several limitations; for example, First, reliance on secondary sources indicates that there is a lack of control over the original data collection methods.  Consequently, differences between sources have negatively impacted comparability. Second, the restriction in accessing some high-quality academic publications creates a barrier for data interpretation. Third, the relatively focused source pool might not capture every available perspective on foreign EV acceptance in India.
[bookmark: _sxs6fvjnshr2][bookmark: _Toc241218788]3.11 Chapter Summary 
The secondary data collection method has also covered the required recommendations for designing feasible strategies that are beneficial for foreign EV brands. To meet the identified research objectives, an interpretivist research philosophy and an inductive research approach have been adopted for this research. A qualitative secondary research strategy has been employed, which supports identifying and using published academic literature. This research strategy supports practical conditions that have negatively impacted foreign EV brands in India. The necessary data have been collected from industry reports, academic literature, relevant online material, and corporate information. 


[bookmark: _Toc241218789]Chapter 4: Findings and analysis 
[bookmark: _Toc241218790]4.1 Introduction
This chapter is developed based on obtaining empirical and the theoretical results from secondary literature study which has been analysed systematically and qualitatively. The analysis centres on context of consumer acceptance of foreign electric vehicle (EV) brands in India. A rigorous, thematic coding approach is applied that has helped to evaluate different sources critically and understanding the market penetration barriers from the academic, industry and corporate community. Thus, the main aim of the chapter is focused to the issues foreign original equipment manufacturers (OEMs) encounter in India and how they can overcome them to make their product competitive in the changing market of sustainable mobility in India.
[bookmark: _Toc241218791]4.2 Sources used
A total of 20 secondary sources were critically reviewed for this study, including 13 peer-reviewed journal articles and 7 industry reports, market intelligence reports, and corporate reports. The sources involved global market trends, theoretical acceptance models (TAM and UTAUT), consumer psychological factors and local structural entry barriers in emerging markets.
[bookmark: _Toc241218792]4.3 Development of source statements and initial codes 
	SL NO
	Source
	Statement
	Initial codes

	1
	Higueras-Castillo et al. (2024) 

	Cross-cultural factors influencing the intention of consumers to adopt electric vehicles. 
	· Cross-cultural adoption
· Adoption intentions
· Consumer attitudes

	2
	Samarasinghe et al. (2024) 

	Non-user perspectives on factors driving purchase intention toward electric vehicles. 
	· Non-user perspectives
· Purchase intention
· Adoption barriers

	3
	Arora and Singh (2024) 

	Investigating dual drivers behind EV purchasing decisions within the Indian market transition to green mobility. 

	· Green mobility transition
· Purchase motivators
· Emerging market dynamics

	4
	Al Shurideh et al. (2025) 

	Consumer and economic influences on EV adoption, examining attitudes as a mediator and demographic factors as moderators.
	· Economic influences
· Attitude mediation
· Demographic moderation

	5
	Schvartz et al. (2024) 

	Systematic review mapping key purchase decision factors in the Brazilian EV market. 

	· Systematic literature review
· Regional market drivers
· Decision factors

	6
	Venus et al. (2024) 

	Consumer perceptions, attitudes, and expectations regarding electric vehicles across European markets. 
	· European consumer perception
· Market readiness
· Attitude mapping


	7
	MSX (2025) 

	Evolving consumer expectations and changing needs driven by automotive electrification. 

	· Changing consumer needs
· Electrification impact
· Industry adaptation

	8
	Goswamy et al. (2024) 

	Insights into how consumer demand is actively driving the electric vehicle shift in India. 

	· Consumer-driven demand
· Transition drivers
· Indian automotive shift

	9
	Deloitte (2025) 

	Consumer evaluation balancing EV advantages against practical obstacles like charging speed, infrastructure, and battery safety. 

	· Trade-off evaluation
· Infrastructure availability
· Battery safety concerns

	10
	Joghee et al. (2024) 

	Examination of consumer decision-making patterns specific to the SUV market context in India. 

	· SUV market dynamics
· Decision-making process
· Vehicle segment preferences

	11
	Astuti and Susanto (2024) 

	Uncovering underlying structural challenges and hidden factors inhibiting EV adoption in Indonesia. 
	· Adoption barriers
· Hidden friction factors
· Emerging economy obstacles

	12
	Sun and Lee (2024) 

	Evaluating EV adoption intentions through an Extended Technology Acceptance Model framework. 
	· Extended TAM
· Perceived usefulness
· Technology acceptance

	13
	Song et al. (2025) 

	Role of marketing communications in driving purchase intention for luxury EVs in China, mediated by brand preference and perceived value. 
	· Marketing communications
· Perceived value
· Luxury EV segment


	14
	Xue et al. (2024) 

	Applying Innovation Resistance Theory to evaluate consumer hesitation and purchasing barriers. 

	· Innovation Resistance Theory
· Consumer hesitancy
· Functional & psychological barriers

	15
	Gupta et al. (2024) 

	Exploring consumer adoption intentions with awareness and knowledge serving key mediating roles. 
	· Information mediation
· Consumer awareness
· Domain knowledge


	16
	Pamidimukkala et al. (2025) 

	Utilizing the Extended Theory of Planned Behaviour to evaluate consumer adoption intentions. 
	· Extended TPB
· Behavioural control
· Subjective norms

	17
	IBEF (2025) 

	Industry overview detailing market growth trajectory, policy developments, and EV innovations in India. 
	· Market growth projections
· Technological innovations
· Industry trends

	18
	IEA (2025) 

	Global tracking of electric car adoption trends, market statistics, and international outlooks. 
	· Global market trends
· EV outlook
· Adoption trajectories

	19
	Fortune Business Insights (2024) 

	Commercial market size analysis and revenue forecast for the Indian electric vehicle market through 2029. 
	· Market size forecast
· Financial growth trends
· Commercial projections

	20
	Tsai et al. (2025)

	Examination of consumer decision-making patterns specific to the SUV market context in India. 

	· SUV market dynamics
· Decision-making process
· Vehicle segment preferences


[bookmark: _Toc238753111]Table 4.1: Development of initial codes
(Source: Self-created)
[bookmark: _Toc241218793]4.4 Development of categories
	Initial codes
	Category
	Frequency of initial codes

	· Extended TAM 
· Perceived usefulness 
· Extended TPB 
· Behavioural control 
· Subjective norms 
· Innovation Resistance Theory 
· Consumer hesitancy 
· Consumer attitudes 
· Decision-making process 
	Psychological and Behavioural Frameworks
	9

	· Infrastructure availability 
· Battery safety concerns 
· Trade-off evaluation 
· Adoption barriers 
· Hidden friction factors 
· Functional & psychological barriers 
	Infrastructural and Operational Constraints
	6

	· Information mediation
· Consumer awareness 
· Domain knowledge 
· Marketing communications 
· Perceived value 
· European consumer perception 
· Changing consumer needs 
	Informational and Perceptual Drivers
	7

	· Green mobility transition 
· Purchase motivators 
· Emerging market dynamics 
· Economic influences 
· Attitude mediation 
· Demographic moderation 
· Regional market drivers 
· Systematic literature review 
· Consumer-driven demand 
· Transition drivers 
· Indian automotive shift 
· Emerging economy obstacles
· SUV market dynamics
· Vehicle segment preferences
· Luxury EV segment 
· Non-user perspectives
· Purchase intention 
· Cross-cultural adoption 
· Adoption intentions 
	Market Dynamics and Socio-Demographic Drivers
	19

	· Electrification impact 
· Industry adaptation 
· Market growth projections 
· Technological innovations 
· Industry trends 
· Global market trends 
· EV outlook 
· Adoption trajectories 
· Market size forecast 
· Financial growth trends 
· Commercial projections 
	Industry Macro-Trends and Projections
	11


[bookmark: _Toc238753112]Table 4.2: Development of categories 
(Source: Self-created)

[bookmark: _Toc238759268]Figure 4.1: Frequency of initial codes
(Source: Self-created)
[bookmark: _Toc241218794]4.5 Development of subthemes and themes
	Sub-themes
	Main Themes

	· Behavioural decision-making models (TAM, TPB) 
· Innovation resistance, non-user barriers, and consumer hesitation 
· Socio-demographics and cross-cultural adoption intentions 
	Theme 1: Behavioural Decision-Making and Consumer Psychology

	· Infrastructure availability and charging network limitations 
· Range anxiety, battery performance and safety concerns 
· Trade-off evaluations between practical obstacles and EV benefits 
	Theme 2: Operational Friction and Infrastructural Bottlenecks

	· Role of consumer awareness and domain knowledge as mediators 
· Marketing communications, brand preference, and perceived value 
· Segment dynamics across luxury vehicles, SUVs, and regional markets 
	Theme 3: Strategic Marketing, Knowledge Mediation and Market Dynamics


[bookmark: _Toc238753113]Table 4.3: Development of Themes 
(Source: Self-created)
[bookmark: _Toc241218795]4.6 Theme frequency findings
	Themes
	Frequency

	Theme 1: Behavioural decision-making models, consumer attitudes, and psychological barriers significantly dictate initial consumer adoption intentions across diverse demographic and cross-cultural populations
	9

	Theme 2: Infrastructural deficiencies, charging availability, and battery performance/safety concerns act as critical operational bottlenecks limiting full EV adoption
	6

	Theme 3: Strategic marketing communications, perceived value framing, domain awareness and segment-specific dynamics directly influence market transition and consumer preferences.
	26


[bookmark: _Toc238753114]Table 4.4: Theme frequency findings
(Source: Self-created)

[bookmark: _Toc238759269]Figure 4.2: Theme frequency findings 
(Source: Self-created)
[bookmark: _Toc241218796]4.7 Source classification 
	Primary Category
	Secondary Methodological / Focus Domain
	Sources Included
	Count

	Peer-Reviewed Academic Journals
	Theoretical Frameworks and Modelling Studies (TPB, Extended TAM, UTAUT, IRT)
	· Higueras-Castillo et al. (2024) 
· Sun and Lee (2024) 
· Xue et al. (2024) 
· Pamidimukkala et al. (2025) 
· Tsai et al. (2025)
	4

	
	Empirical Consumer and Behavioural Research (Non-user attitudes, decision factors, awareness)
	· Samarasinghe et al. (2024) 
· Arora and Singh (2024) 
· Al Shurideh et al. (2025) 
· Gupta et al. (2024) 
	4

	
	Regional and Segment-Specific Studies (Emerging economies, luxury EVs, SUV markets)
	· Schvartz et al. (2024) 
· Joghee et al. (2024) 
· Astuti and Susanto (2024) 
· Song et al. (2025) 
	4

	Industry Reports and Market Intelligence
	Consulting and Consumer Insight Reports (Consumer expectations, trade-off evaluations)
	· Venus et al. (2024) 
· MSX (2025) 
· Goswamy et al. (2024)
· Deloitte (2025) 
	4

	
	Global and National Market Forecasting (Growth trajectories, innovations, macro trends)
	· IBEF (2025) 
· IEA (2025) 
· Fortune Business Insights (2024) 
	3


[bookmark: _Toc238753115]Table 4.5: Source classification
(Source: Self-created)
[bookmark: _Toc241218797]4.8 Mapping the sources with themes 
	Theme
	Corresponding Sources
	Source Count

	Theme 1: Behavioural Decision-Making and Consumer Psychology
	· Higueras-Castillo et al. (2024) 
· Samarasinghe et al. (2024) 
· Arora and Singh (2024) 
· Al Shurideh et al. (2025) 
· Sun and Lee (2024) 
· Xue et al. (2024) 
· Pamidimukkala et al. (2025) 
	7

	Theme 2: Operational Friction and Infrastructural Bottlenecks
	· Schvartz et al. (2024) 
· Deloitte (2025) 
· Astuti and Susanto (2024) 
· Tsai et al. (2025)
	4

	Theme 3: Strategic Marketing, Knowledge Mediation, & Market Dynamics
	· Venus et al. (2024) 
· MSX (2025) 
· Goswamy et al. (2024) 
· Joghee et al. (2024) 
· Song et al. (2025) 
· Gupta et al. (2024) 
· IBEF (2025) 
· IEA (2025) 
· Fortune Business Insights (2024) 
	9


[bookmark: _Toc238753116]Table 4.6: Mapping themes with sources 
(Source: Self-created)

[bookmark: _Toc238759270]Figure 4.3: Mapping sources with themes
(Source: Self-created)


[bookmark: _Toc241218798]4.9 Thematic tree Initial codes
Subthemes
Themes
· Cross-cultural adoption
· Adoption intentions
· Consumer attitudes
· Non-user perspectives
· Purchase intention
· Adoption barriers
· Green mobility transition
· Purchase motivators
· Emerging market dynamics
· Economic influences
· Attitude mediation
· Regional market drivers
· European consumer perception
· 
· Changing consumer needs
· Electrification impact
· Industry adaptation
· Consumer-driven demand
· Transition drivers
· Indian automotive shift
· Trade-off evaluation
· Infrastructure availability
· Battery safety concerns
· Adoption barriers
· Hidden friction factors
· Emerging economy obstacles
· Extended TAM
· Perceived usefulness
· Technology acceptance
· Marketing communications
· Perceived value
· Luxury EV segment
· Information mediation
· Consumer awareness
· Domain knowledge
· Extended TPB
· Behavioural control
· Subjective norms
· Market growth projections
· Technological innovations
· Industry trends
· Global market trends
· EV outlook
· Adoption trajectories
· Market size forecast
· Financial growth trends
· Commercial projections
· SUV market dynamics
· Decision-making process

· Behavioural decision-making models (TAM, TPB) 
· Innovation resistance, non-user barriers, and consumer hesitation 
· Socio-demographics and cross-cultural adoption intentions 
· Infrastructure availability and charging network limitations 
· Range anxiety, battery performance and safety concerns 
· Trade-off evaluations between practical obstacles and EV benefits 
· Role of consumer awareness and domain knowledge as mediators 
· Marketing communications, brand preference, and perceived value 
· Segment dynamics across luxury vehicles, SUVs, and regional markets 
Theme 1: Behavioural Decision-Making and Consumer Psychology
Theme 2: Operational Friction and Infrastructural Bottlenecks
Theme 3: Strategic Marketing, Knowledge Mediation and Market Dynamics

























[bookmark: _Toc238759271]Figure 4.4: Thematic tree
(Source: Self-created)
[bookmark: _Toc241218799]4.10 Thematic analysis 
Theme 1: Behavioural decision-making models, consumer attitudes, and psychological barriers significantly dictate initial consumer adoption intentions across diverse demographic and cross-cultural populations
As per the words of Joghee et al. (2024), in order to make the initial purchasing decisions for foreign electric vehicles (EVs) in new markets such as India, there it is needed to analyse multifaceted cognitive assessments and psychological hurdles. According to the theoretical paradigm, the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT), the Perceived Usefulness (PU) and Effort Expectancy (EE) and Performance Expectancy (PE) directly affect consumer adoption intention (Al Shurideh et al. 2025; Pamidimukkala et al. 2025; Sun & Lee, 2024). The disadvantages mainly include the initial investment required for the purchase and the development of subjective risk and cognitive dissonance due to the unfamiliarity with non-domestic brands (EIA, 2024; Joghee et al. 2024). 
There are a range of factors, which are responsible for dealing with the service for a long period. Additionally, the lack of spare parts and grid compatibility, are weighed against functional utility or needs, such as battery efficiency and driving range (Astuti & Susanto, 2024; Xue et al. 2024). There are also some other cognitive challenges impacting on demographic factors and social norms in cross-cultural settings (Al Shurideh et al. (2025) and Venus et al. (2024). The inclusion of theories such as the Theory of Planned Behaviour (TPB) and Innovation Resistance Theory (IRT) shows that once pro-environmental attitudes and high moral norms are present, a general tendency towards green mobility exists (Arora and Singh, 2024; Pamidimukkala et al., 2025; Sun and Lee, 2024). It is highlighted that when the local consumer hesitancy is not addressed, foreign brands often struggle to overcome it (Higueras-Castillo et al. 2024; Venus et al. 2024). As a result of this, while domestic companies had an emotional resonance and relied on their national brands, foreign OEM's need to actively minimise functional and psychological risk perception to overcome passive resistance (Samarasinghe et al. 2024).
Theme 2: Infrastructural deficiencies, charging availability, and battery performance/safety concerns act as critical operational bottlenecks limiting full EV adoption
The main physical barrier to meet the demands of EV adoption and market penetration are based on operational friction and structural inefficiencies for foreign EVs in India (Deloitte, 2025; IEA, 2025; MSX, 2025). First of all, it is mentioned that Public charging network is not adequate. There is low public charger density and no standardised charging network's interoperability protocols create high level range anxiety for prospective buyers (Samarasinghe et al. 2024; Schvartz et al. 2024). In order to overcome the physical challenges, it will be needed to introduce non-users and potential adopters to conduct in-depth trade-offs, considering the theoretical environmental and economic advantages of electric vehicles (Astuti and Susanto, 2024; Fortune Business Insights, 2024; IBEF, 2025). Purchasing dilemma among consumers is supported by battery performance and safety when subjected to extreme weather conditions and uncertainties over battery degradation. It is highlighted that foreign firms have to pay high tariff rates for imported Completely Built Units (CBUs) or Complete Knock down (CKD) kits compared to domestic companies, which can build on low-cost platform architectures and source components locally (Deloitte, 2025; MSX, 2025; Schvartz et al. 2024). In short, it is clear that foreign EV brands may not be able to gain mass market volume without extensive private investments in localized high power fast charging networks, thermal management adaptations for regional climate and robust service ecosystems (Fortune Business Insights, 2024; IBEF, 2025; IEA, 2025). 
Theme 3: Strategic marketing communications, perceived value framing, domain awareness and segment-specific dynamics directly influence market transition and consumer preferences
Strategic marketing communication, domain awareness and segment specific market dynamics are strong drivers for market transition and consumer brand selection. The domain awareness and consumer knowledge serve as crucial mediators between consumer consciousness of the environment and actual purchasing decisions (Song et al. 2025; Gupta et al. 2024). There are cognitive roadblocks such as information asymmetries around TCO, battery life cycles and localized operational savings that make it difficult to widespread adoption (Deloitte, 2025; Gupta et al. 2024). Consumers' brand preference is significantly influenced by strategic marketing campaigns focusing on the perceived value, green attributes, and technological advantages of the products, mainly in luxury and specialized segments of SUVs (Joghee et al. 2024; Song et al. 2025; Tsai et al. 2025). 
The market dynamics reveal a pattern of different adoption curves for different vehicle segments, with commercial vehicles, two-wheelers and low-cost domestic vehicles leading the way in driving uptake at the lower end of the market, while foreign OEMs need to focus on brand-specific green positioning and targeted communication to secure market shares at the premium end (Fortune Business Insights, 2024; Goswamy et al. 2024; IBEF, 2025). Moreover, custom marketing strategies are found to reduce country-of-origin biases through enhancing brand trust and emphasising on the better consumer experience attributes (Song et al. 2025). A sense of perceived value can be created by aligning marketing strategies with regional economic conditions, filling knowledge gaps, and focusing on value that resonates with the local market, all of which will contribute to achieving long-term EV adoption and EV brand equity (Goswamy et al. 2024; Gupta et al. 2024).
[bookmark: _Toc241218800]4.11 Summary 
Thus, it can be summarised that this chapter has considered the chosen source critically and develop the thematic analysis to meet the objectives thoroughly. The thematic codebook approach is followed here and gradual development is done through development of initial coding, categories, sub themes and the final themes. Three themes are developed which have met the objectives and analyse how the entry of foreign EV brands in India can be impacted by external factors. 


[bookmark: _Toc241218801]Chapter 5: Discussion 
[bookmark: _6ewuqsr6hw4n][bookmark: _Toc241218802]5.1 Chapter introduction
This discussion chapter focuses on discussing and interpreting the secondary findings presented based on selected primary sources in Chapter 4. This supports the research aim, objectives, research questions, and theoretical framework. The research aims covers evaluating the factors highly influencing customer acceptance of foreign electric vehicle (EV) brands in India. The study adopted qualitative secondary research and thematic analysis mainly to generate recurring patterns across academic, industry and corporate sources.  Therefore, this chapter moves beyond describing the findings by explaining their meaning and critically comparing them with previous research. It has considered TAM and UTAUT, which have been used to assess whether the findings can address the literature gap.
[bookmark: _f5o2lnpkb4yh][bookmark: _Toc241218803]5.2 Summarise the key findings 
The secondary findings in Chapter 4 indicate that Indian customer acceptance of foreign EV brands in India is influenced by an interconnected combination of technological value, economic considerations like price, consumer perceptions, operational support and innovative infrastructure. These factors have strongly influenced foreign-brand market-entry conditions. This finding has been consistent with the thematic approach designed within Chapter 4, where evidence has been collected from 20 secondary sources. The sources include 13 peer-reviewed journal articles and seven industry, market intelligence and corporate reports. It has been demonstrated that Indian consumers evaluate foreign EV brands through overlapping considerations. The considerations are perceived reliability, brand trust and product quality. These considerations have emerged as important influences on customer acceptance. To accept foreign EV products, Indian customers need confidence, brand reliability, technological innovation, and product safety. It has been identified that perceived safety ratings, reliability, performance credibility, advanced features, driving range and charging convenience are important. These are highly important and influence purchase intention. The findings therefore suggest that technological superiority has not automatically translated into acceptance among Indian customers. To maintain this engagement, foreign brands need to establish credibility and show concern to reduce consumers' uncertainty about ownership.
It has also been found that perceived value and price were particularly important. Indian consumers have been shown to be strongly value-conscious, which shows the impact of a high initial purchase price. This can restrict acceptance even when consumers have recognised the technological and environmental advantages of EVs It has been identified that long-term value, total cost of ownership, and functional affordability are important considerations (Kharbanda et al., 2024). In this case, high acquisition costs mainly create a barrier for Indian customers. Thus, the purchasing intention of Indian customers does not depend on EVs being desirable, however consumers mainly focus on financial commitment, product quality, brand, and trust. 
Consumer awareness and technology acceptance influence Indian customers’ acceptance of foreign EVs They may respond positively to adopt EV technologies; however, their knowledge is limited regarding EV functionality (Gao et al., 2023). Due to a lack of Indian customers’ knowledge, this is mainly responsible for creating uncertainty and reducing perceived value. The secondary findings consequently indicate that communication and education are important to understand how technological innovation increase customer safety and lowers the impact on the environment. 
Battery performance, charging infrastructure, and after-sales support represent major practical conditions to identify the factors influencing Indian customers. Consumers are concerned about battery performance, spare parts, charging availability, warranties and long-term servicing (Adnan et al., 2024). These services strongly demonstrate that acceptance extends beyond the vehicle itself to the wider ecosystem required for ownership. 
Besides the opportunity, foreign EV brands suffer from structural market-entry barriers, which include supply-chain weaknesses, domestic competition, price sensitivity, and regulatory conditions. These barriers are responsible for increasing customers' intention to shift towards local adaptation. The foreign EV brands also face market competition against domestic manufacturers related to servicing networks, local supply chains, established distribution, and consumer trust (Joghee et al., 2024). Consequently, foreign brands need to combine localisation, consumer-focused strategies and infrastructure development. These findings are highly significant to meet the research questions by demonstrating that acceptance is multidimensional. Consumer acceptance heavily depends on foreign brands that can simultaneously deliver acceptable value and credible technology. This influences trustworthy support, operational convenience, and sufficient adaptation to Indian market conditions.
[bookmark: _sx2xdyx4iz6n][bookmark: _Toc241218804]5.3 Discussion of themes 
Consumer trust and brand perception – RQ1
The secondary finding is relevant to the first research question, which is identifying the factors that influence Indian consumers' acceptance of foreign electric vehicle brands. The findings indicate that brand perception and trust are central indicators for increasing Indian customers' foreign EV acceptance. Consumers intend to engage with foreign EV brands due to their advanced technological characteristics, high brand value, and perceived manufacturer reliability (Song et al., 2025). This increases the acceptability of foreign brands through supporting ownership over the vehicle's lifecycle. These factors are highly responsible in the Indian automobile industry, mainly in leading high-involvement purchases, developing the perceived risk that can substantially influence the decision-making process. 
The secondary finding supports this interpretation, as it is identified that brand reliability, safety and advanced vehicle features play an influential role in changing consumer considerations. The finding has been associated with driving range, performance credibility, and charging convenience with purchase intention (Rehman et al., 2025).  However, the findings suggest that positive perceptions of foreign technology are insufficient by themselves. Consumers may strongly recognise the technological sophistication of foreign vehicles. This mainly creates the remaining uncertainty about service accessibility, reliability and long-term ownership. It has been demonstrated that foreign brands need to transform technological credibility into broader brand trust and brand credibility. 
Price, value and purchasing intention – RQ1 and RQ2
The findings have also evaluated the second research question, which includes identifying the reasons behind developing purchasing intentions for foreign EV brands in India. The evidence delivers suggestions on what mainly influences the purchasing intentions of Indian customers. It leads consumers to perceive a reasonable relationship among performance, price, operating cost and long-term value.
This is strongly significant in the Indian context, as consumers are described as highly price sensitive. Lower operating costs and environmental benefits may increase the attractiveness of EVs in the Indian market (Dutta and Padmanaban, 2025). Initial acquisition cost is an important barrier when entering a new market for international brands. In contrast, customers appear to evaluate whether the overall ownership proposition is highly economically meaningful. This finding also helps demonstrate that foreign EV brands may struggle when they launch premium products in the Indian market, where customers are highly price sensitive (Rehman, 2025). When consumers perceive foreign brands as offering expensive luxury or lifestyle products, their potential market becomes influenced by consumers with greater purchasing power (Hamzah and Pontes, 2024). Consequently, Indian customers ‘acceptance requires foreign manufacturers mainly to demonstrate functional and financial value.  It has relied heavily on international brand image in the global automobile industry.
Technology acceptance and perceived usefulness – RQ1 and RQ2
Technology is another important factor that shows that consumer value depends on advanced features, technological sophistication, vehicle performance and battery efficiency. However, technology is responsible for this acceptance only when consumers understand the usefulness of advanced technology. Limited consumer knowledge can create uncertainty related to the practical benefits of EV ownership. This finding directly connects with the Technology Acceptance Model (TAM) from the perspective of Indian customers. TAM focuses on perceived usefulness, which is related to battery efficiency, driving range, and long-term cost reduction (Sun and Lee, 2024). Young customers are highly attracted by automated features, digital interfaces, and charging systems. In this case, foreign brands need to communicate technological benefits in terms that consumers can connect with everyday mobility instead of presenting technology. 
Infrastructure, after-sales service and facilitating conditions – RQ1 and RQ3
Charging infrastructure and after-sales support are important factors where consumers may hesitate to purchase a foreign EV. Customers face threats related to inadequate charging facilities, and there might be uncertainty concerning repairs, spare parts, lack of sufficient warranties and battery performance. This demonstrates that customer acceptance is affected by the wider ecosystem of electric vehicles. This finding is strongly connected to UTAUT theory, particularly focusing on facilitating conditions. UTAUT considers performance expectancy, social influence, effort expectancy, and facilitating conditions, which are important dimensions of technology adoption (Ahmad et al., 2024). In the Indian EV context, charging networks and accessible local servicing can determine whether consumers believe that EV ownership is practically feasible. 
Market-entry barriers and local adaptation – RQ3 and RQ4
The third research question highlights issues faced by foreign EV brands when penetrating India. The findings demonstrate that these problems extend beyond consumer attitudes. Foreign manufacturers suffer issues related to critical-material constraints, high costs, supply-chain weaknesses, regulatory complexity, and strong domestic competition (George, 2024). Domestic automobile companies in India possess comparatively high advantages as they have established distribution systems, vendor networks, servicing capabilities and customer trust. On the other hand, the fourth research question has been concerning feasible strategies that focus on competitive pricing, consumer education, local networks, and stronger charging service infrastructure, and supply-chain localisation are important. The secondary evidence highlights that battery-swapping models, charging partnerships, and alternative business models have also supported local opportunities. These themes have demonstrated that market penetration and consumer acceptance cannot be treated independently (Jahan et al., 2024). Structural conditions have influenced consumer perceptions, where consumer expectations have simultaneously determined the market by measuring foreign brands' market strategies. 
[bookmark: _3nrwmrxuc3rz][bookmark: _Toc241218805]5.4 Linking with literature review 
The secondary findings have broadly supported the literature reviewed  here it extends it by demonstrating the relationship among market-level barriers and consumer-level acceptance. The literature review supports finding a significant gap, as it has examined EV adoption instead of distinguishing among domestic and foreign brands (Chen et al., 2024). It has found limited integration between structural conditions and psychological factors. These have influenced after-sales support, supply-chain weaknesses, acquisition costs, charging infrastructure, and regulatory conditions (Handarujati, 2024). The present secondary findings support the previous literature findings that reliability, charging convenience, safety and technological performance have an influence on modern Indian customers (Samarasinghe et al., 2024). These characteristics are as important as these influences on consumer purchase intention. The current findings have reinforced this argument; however, they indicate that these characteristics are particularly important for foreign brands, as consumers need additional confidence to engage with unfamiliar manufacturers. 
The findings also support the previous literature review, as price sensitivity and perceived value can change customers’ purchase intention (Domarchi et al., 2024). Long-term value, total ownership cost and functional affordability have influenced Indian consumers' EV decisions. However, high acquisition costs also generate barriers for foreign brands to maintain long-term customer engagement (Domarchi et al., 2024). The current findings have reinforced the argument that economic considerations are highly important, as this supports generating positive environmental or technological attitudes (Al Shurideh et al., 2025). 
However, linking with the existing literature, it has been demonstrated that positive attitudes of customers have not necessarily resulted in foreign-brand acceptance (Mondal and Suman, 2025). The literature indicates that consumers add value by building quality, technological sophistication, and social commitment. On the other hand, unfavourable customer attitudes and insufficient information are responsible for operating barriers in an emerging-market context (Meskine et al., 2025). This suggests that acceptance is conditional on practical feasibility that builds good relations between the brand and customers. 
The findings also extend through the literature by aligning market-entry conditions with consumer acceptance. Previous research has separately demonstrated that supply-chain weaknesses, charging infrastructure, domestic competition, price control and regulation are key barriers (Mondal and Suman, 2025). The present study shows that these factors, together with perceived usefulness, trust, value and technological performance, increase customers’ expectations of foreign EV brands (Venus et al., 2024). This has also been addressed: greater integration between psychological factors, economic conditions, and technology acceptance influences the structural market barriers. 
The theoretical support covers TAM, which provides a quality explanation of consumers' perceptions (Sun and Lee, 2024). However, UTAUT delivers a broader understanding via effort expectancy, performance expectancy, and social influence, which drive the market share of foreign EV brands (Pamidimukkala et al., 2025). The findings demonstrate that these technology-acceptance dimensions influence infrastructure and innovation that help to change the market conditions. 
The linking between the literature review and secondary findings has partially bridged the identified literature gap. It is mainly responsible for eliminating the gap because the study is based on secondary evidence. It provides support to directly measure Indian consumers' responses to foreign EV brands. Nevertheless, it contributes by integrating technological, consumer, economic and structural dimensions and driving toward a single interpretation of foreign EV acceptance in India. This represents the primary contribution of the research and delivers ae context-sensitive explanation instead of treating EV adoption as a purely technological decision. 
[bookmark: _i14bp1lztcy2][bookmark: _Toc241218806]5.5 Data Interpretation 
The findings can be interpreted as demonstrating that customer acceptance of foreign EV brands in India is conditional. This is highly conditional instead of an automatic process. Consumers mainly appreciate the environmental benefits along with technological innovation. This acceptance depends on the overall ownership proposition that reduces perceived technological, financial and operational risks (Astuti and Susanto, 2024). It can be interpreted that perceived usefulness is dependent on the customer’s satisfaction and review through a practical approach. TAM delivers a useful explanation as young consumers adopt technology (Sun and Lee, 2024). In this case, they mainly perceive it as useful and manageable. In the EV context, this usefulness has been associated with battery efficiency, driving range, advanced features and long-term cost savings. However, the findings mainly indicate that perceived usefulness has been weakened by the charging infrastructure. This is highly insufficient for consumer confidence in after-sales support. The usefulness of an EV is not determined by the technical specifications of the vehicle. This is also influenced by the environment, where the demand for electric vehicles has been growing. 
In a similar way, UTAUT share a broader explanation of performance expectancy, which helps to explain why consumers add value to technologically advanced vehicles (Pamidimukkala et al., 2025). These are highly facilitating conditions which mainly focus on explaining the importance of servicing, charging networks, and other supporting infrastructure. Social influence is also relevant, as attitudes towards EVs have been influenced by social perceptions and cultural values. The literature identifies performance expectancy, social influence, and facilitating conditions as relevant to technology acceptance. Consequently, foreign brands need to build technological credibility, which influences social adaptation and practical acceptability.
These findings indicate that economic value moderation has influenced technological attractiveness. Indian consumers' emphasis on information mediation, infrastructure availability, battery safety concerns, and subjective norms (Tsai et al., 2025). This helps to explain the way premium positioning may restrict foreign brands' ability to achieve wider market acceptance. 
It can be interpreted that trust is an important mechanism for controlling perceived risk. Customers have shown concerns related to repairing spare parts, regarding battery life, and product warranties. These repair facilities support the foreign brands in gaining customer trust and help to control market uncertainty (Song et al., 2025). Evidence suggests that battery-health guarantees, warranty protection, and transparent costs can support these brands in addressing these concerns. Thus, trust-building mechanisms can reduce the perceived risk which has been associated with an unfamiliar foreign manufacturer. Conversely, consumer expectations concerning service, price, and reliability create pressure on foreign manufacturers to localise their operations. 
The interpretation suggests that foreign EV brands need to avoid treating the Indian market as a simple extension of an international strategy. Evidence indicates that battery-swapping initiatives, behavioural control, local charging partnerships, alternative business models, and customers' attitudes have delivered market opportunities. Localisation can help brands respond to Indian operating conditions based on purchase motivators and the green mobility transition (Schvartz et al., 2024). Overall, the data indicate that this acceptance has emerged from the interaction among perceived value, customer loyalty, advanced infrastructure, technological usefulness and facilitating conditions (Goswamy et al., 2024). The findings deliver an important theoretical interpretation of the study as it combines the individual-level perspective of TAM. This focuses on the wider environmental perspective of UTAUT, and it connects both with economic and structural factors identified in the literature.
[bookmark: _v6kvcrhc9wih][bookmark: _Toc241218807]5.6 Limitations of findings
The findings have been interpreted with several limitations. First, the research heavily relies entirely on secondary qualitative evidence, where the data has not been collected directly from Indian consumers. Consequently, the findings reflect the interpretations reported in existing academic, industry and corporate sources instead of direct consumer experiences. The methodology recognises that secondary research delivers limited control over the original methods used by other authors. This is responsible for reduced comparability between sources. Another limitation in this research context is the insufficiency in methodology and sample selection across the selected sources; this has affected the consistency of the evidence. Some sources examine foreign EV brand adoption among Indian customers, and some sources generally focused on EV adaptation of customers which create data ineffectiveness which not effectively contribute to meet research objective relevantly. Third, the source may not capture the perspective concerning foreign EV acceptance in India, due to the restricted access to some high-quality academic publications, which also affects data interpretation. 
[bookmark: _6z114ex1a393][bookmark: _Toc241218808]5.7 Chapter summary 
The findings have also demonstrated that market penetration of foreign brands and consumer acceptance are mutually connected. Foreign brands face domestic competition, local supply-chain weaknesses, substantial investment and regulatory requirements. These structural constraints can increase vehicle prices or impact service accessibility, which subsequently affects consumer perceptions.  A technologically sophisticated foreign EV might attract consumer attention by controlling the product price. This can create interest among customers and develop long-term engagement between Indian customers and foreign EV brands. 



[bookmark: _Toc241218809]Chapter 6: Conclusion 
[bookmark: _Toc241218810]6.1 Concise summary of the key findings
Thus, it can be summarised this research has considered thematic analysis to meet the research objectives in a critical manner. The thematic analysis shows that the foreign EV brands may face acute market and infrastructure issues, while entering into Indian automobile sector. In this respect, the research has explored that integrating the Technology Acceptance Model (TAM) and Theory of Planned Behaviour (TPB), consumer acceptance relies on perceived usefulness (low running costs, advanced software ecosystems) and effort expectancy (ease of driving). Thus, it can be prominent that the current research paper becomes helpful to explore the probable business environment for foreign EV brands in India. 
[bookmark: _Toc241218811]6.2 Linking with objectives
Objective 1: To examine the factors impacting Customer Acceptance of Foreign Electric Vehicle Brands in India
The literature study has shed light on how the foreign EV brands are accepted in India. For supporting the analysis, psychological perceptions and functional evaluation models are included which include Technology Acceptance Model (TAM) and Theory of Planned Behaviour (TPB) (Sasidharan and Venkatakrishnan, 2024). These primary drivers include perceived usefulness (fuel savings and advanced software ecosystems) and perceived effort expectancy (ease of charging, operational ergonomics). In the same way, the analysis has found how the consumer confidence is being limited due to perceived functional risk, which includes concerns about battery reliability in regional climates, as well as battery resale value and brand reputation. 
Objective 2: To analyse the reasons behind developing purchasing intentions for Foreign Electric Vehicle Brands in India
The purchasing intentions are impacted by maintaining a balance between altruistic concerns about the environment and self-interested TCO (total cost of ownership). It is evident that pro-environmental attitudes trigger brand consideration but explicit purchase intentions only make sense when they are offset by a high initial retail premium. It is also related to the initial price of the purchase and the operational cost savings. The psychological mediators such as the communications on battery life cycles, extended warranties, and digital tech integration become important in reducing post-purchase dissonance.
Objective 3: To find out the issues based on the penetration into the Indian market by Foreign Electric Vehicle Brands
It is needless to highlight that regulatory, infrastructural and competitive constraints pose huge hurdles for foreign Original Equipment Manufacturers (OEMs) in terms of market entry costs (Anumula, 2025). In addition to this, poor public fast charging infrastructure, inflexibility of installing chargers at home in urban apartment buildings, and the strong dominance of the local market by established companies are some of the prominent issues exploiting low-cost, localised supply chains and extensive service networks.
Objective 4: To recommend feasible strategies through which the acceptance of foreign electric vehicle brands can be developed in India
The research has found that regulatory obligations need local content of value addition and reduced tax rates for foreign OEMs have created an obstacle to their operations, even as they struggle to overcome other hurdles by moving away from direct import and towards local assembly (CKD). As per the findings, it is highlighted that OEMs must invest in infrastructure for charging batteries together, target high-end SUVs that are not so price-sensitive, and carry out clear TCO marketing campaigns to make it easy for customers to realize the financial win of investing in a battery-powered car. 
[bookmark: _Toc241218812]6.3 How the study has addressed the literature gap highlighted earlier 
The studies have explicitly discussed about the general adoption of Electric Vehicle (EV) in developed countries or EV adoption in domestic India without considering the interconnection of the two. In this regard, the concerned research has filled the gap by introducing a novel structural emerging-market barriers specific to foreign Original Equipment Manufacturers (OEMs) in India, as well as establishing a theoretical framework that combines technology acceptance models (TAM, TPB, UTAUT). Additionally, the study has offered a comprehensive framework for understanding how foreign automotive players can overcome consumer scepticism and market structural barriers. 
[bookmark: _Toc241218813]6.4 Value of the study
Theoretically, the study seems valuable in terms of analysing with the help of theoretical models namely TAM, and Innovation Resistance Theory (IRT) by demonstrating that in emerging markets the structural infrastructure and pricing scheme (based on tariff) directly impact the individual's cognitive evaluation of "Perceived Usefulness" and "Perceived Risk”. Considering the basic model, the research has discussed the role of the macro-environmental entry barriers as moderating variables between individual purchasing intent. On the other hand, practically, the study provides an automotive manager and foreign OEM strategic blueprint with the key messages of localised Knocked-Down (CKD) assembly to avoid import tariffs, specific penetration of high-margin premium segments and transparent Total-Cost-of-Ownership (TCO) marketing.
[bookmark: _Toc241218814]6.5 Limitations of the study
The main limitation centres on the fact that the study is focused to consider only secondary qualitative literature and published industry reports, thus reducing the direct control over primary data sampling, survey demographics and empirical validation of the Indian market. Additionally, rapid regulatory changes and short battery chemistry cycles, such as the changes in FAME/PM E-DRIVE subsidy programs, could result in market conditions that change more quickly than the published academic literature. Lastly, regional geographic differences across different states in India's diversity present certain infrastructural variations that are not completely captured by secondary synthesis
[bookmark: _Toc241218815]6.6 Recommendations
· Leveraging Localised Knocked down (CKD) Assembly
Foreign OEMs should move towards developing their assembly facility in the country and collaborate with domestic tier-1 suppliers. This will be effective in reducing tariff penalties, thereby providing a competitive retail price according to domestic purchasing power. 
· Co-Investing in Dedicated Charging Corridors
Foreign players need to work with private infrastructure companies and local power utilities in India to set up high-power fast charging stations (Raj, 2024). Along with this, key intercity roads and cities can be established to overcome range anxiety and develop trust in the companies. 
· Entering into the high price segments or niche markets
The market with the lowest price sensitivity should be targeted first when entering the Indian automobile market (Malhotra and Srivastava, 2024). It is important to build brand equity in high margin categories as a good operational basis for scaling into price sensitive mass market categories. 
· Customising Thermal Management Systems for Regional Conditions
R&D teams will be expected to tweak battery pack architectures and active cooling systems to guarantee performance stability, safety and longevity in India's harsh climatic conditions.
[bookmark: _Toc241218816]6.7 Future scope of the study
The future research can focus on developing the study from secondary qualitative synthesis to primary empirical evaluation. In this regard, application of quantitative methodology, such as structural equation modelling through a number of demographic factors can allow researchers to measure the statistical weight of models, such as technology acceptance model and innovation resistant theory in India. Additionally, scholars should investigate consumer behavioural responses to evolving regulatory frameworks. 
[bookmark: _Toc241218817]6.8 Reflective statement
Thus, I can mention that this research is effective enough to highlight a most prominent area of business that is market expansion based on invention of technology that is electric vehicles. Therefore, I can say that this research must bring a new path for future business researchers to explain how different countries are accepting electric vehicles and the difference of acceptance with India. Moreover, the research is valuable enough to consider the secondary qualitative data analysis process that can meet the research objectives by following the thematic codebook approach. I have consulted the methodology with my professor as well as batch mates to understand each and every aspect before completing the research. I think that this study will contribute effectively in future to understand how Indian market is gradually changing to accept EV and how the infrastructure needs to be changed for supporting the change. 
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