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How EV consumer adopters are 
shaping sustainable mobility 



EV consumers are the ul�mate drivers of sustainable mobility adop�on. As they navigate the 
transi�on from tradi�onal to electric vehicles, their preferences and concerns are shaping 
product development, infrastructure deployment, and policy ini�a�ves in the evolving EV 
marketplace. 

To be�er understand how consumer adopters and other key stakeholders are naviga�ng the 
transi�on, TCS conducted a global survey. We asked consumers of all ages:

The TCS Future-Ready eMobility Study shows that many consumer adopters are clear on the 
barriers to adop�on, par�cularly around high upfront costs. Despite these worries, they’re 
increasingly embracing EVs, spurred by improving technology, expanding model choices, and 
growing awareness.
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Which EV factors are most important when shopping or buying?

How important are incen�ves and which ones are most a�rac�ve?

Would you purchase a used EV?

What is the maximum you’re willing to spend on an EV?

of consumers are            
likely to consider an EV 
for their next purchase

Essen�al takeaways

64%

iden�fy inadequate 
charging infrastructure 
as a significant factor 

to adop�on

60%

of consumers say a 
200-300-mile range per 

charge is acceptable

41%

say they’re likely to 
purchase a used EV

33%
Only

Executive summary 
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An evolving outlook on mobility
The consumer adopters’ outlook has enormous influence on the pace of the EV transi�on. 
Fluctua�ng confidence – pulled one way by high costs, infrastructure and range concerns, and 
another by temp�ng incen�ves – can make it difficult to predict where sen�ment will se�le.   

Our study reveals a mix of encouraging signs and persistent challenges that comprise the current 
mindset. On the posi�ve side, the majority of consumer adopters – nearly two-thirds – say they 
are likely or very likely to consider purchasing EVs as their next vehicle (see Figure 1). Increased 
interest could signal a shi� beyond early adopters as EVs become a more prac�cal choice for 
everyday consumers.

However, this interest does not indicate a clear shi� in preference to EVs globally. Consumers in 
the US, for example, are much more inclined to purchase EVs than their counterparts in Japan. 

1%
11%

23%

40%

24%

Very likely Likely Neutral Unlikely Very unlikely

Likelihood of consumers considering purchasing an                                                 
EV as their next vehicle

Figure 1. How likely are you to consider purchasing an electric vehicle as your next vehicle? 

say they are likely or very likely to consider an EV as their next vehicle purchase

of US 
consumers

72%
of Japanese 
consumers

31%
VS
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With less-developed public transporta�on, US consumers may be more eager to purchase EVs, 
par�cularly as range limita�ons become less of a concern. In fact, more than a quarter of Japanese 
consumers (26%) reported they will rely on public transport or rideshares instead of purchasing a new 
vehicle, compared to just 4% for US consumers.

Similar variance in preferences can be seen across age groups, with younger demographics showing the 
highest likelihood of making the transi�on (see Figure 2).

While consumers show a growing willingness to consider EVs, this openness does not extend to used 
EVs. Despite cost being a major concern, only just over a third of consumer adopters say they’re likely or 
very likely to purchase a used EV (see Figure 3).  

Figure 2. How likely are you to consider purchasing an electric vehicle as your next vehicle? 

Figure 3. How likely are you to consider purchasing a used electric vehicle?

18-25 years old 26-35 years old 36-45 years old 46-55 years old 55+ years old

Consumers under 35 are the most likely to consider buying EVs

Very likely Likely Neutral Unlikely Very unlikely

42%
27% 22% 20% 26%

47%

21%

6%

33%

31%
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2%

35%
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3%

52%

16%
5%

33%

8%
17%

Very likely 12%

Likely 22%

Neutral 26%

Unlikely 25%

Very unlikely 15%
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When it comes to regions and age groups, United Kingdom & Ireland and younger demographics show 
the strongest willingness to purchase a used EV (see Figures 4 and 5).

Figure 4. Regional outlook: How likely are you to consider purchasing a used electric vehicle?

NA UKI Con�nental Europe APAC

Likely/Very likely Neutral Unlikely/Very unlikely 

34%

20%

46%

36%

26%

38%

32%

34%

34%

25%

26%

49%

Figure 5. Age outlook: How likely are you to consider purchasing a used electric vehicle?

18-25 26-35 36-45 46-55 55+
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Younger demographics also express greater sa�sfac�on with the EV choices available in the market (see 
Figure 6). 

While appealing to a younger market is a posi�ve sign for the future, the industry needs to overcome key 
challenges for acquisi�on, including cost and charging, and range issues (see Figure 7).

Foremost among these challenges, the cost of ownership is a cri�cal factor when considering EV 
purchases. The older the consumer, the more important the cost of vehicle purchase and maintenance 
becomes, with 81% of over-55s ci�ng this as a cri�cal factor (see Figure 8).

Most 18-to-35-year-olds like the current choice of EVs for sale

of consumer adopters 
surveyed across all age 

groups say they're sa�sfied 
or very sa�sfied with the 
current variety of electric 

vehicle models available on 
the market

55%

Very sa�sfied Sa�sfied

Neutral Unsa�sfied Very unsa�sfied

18-25 years old

26-35 years old

36-45 years old

46-55 years old

55+ years old

25%

9%

11%

8%

9%34%38%19%

37%27%22%6%

41%32%14%2%

68%16%7%

50%8%17%

Figure 6. How sa�sfied are you with the current variety of electric vehicle models available on the market?

Figure 7. Which of the following factors is most important to you when considering purchasing an electric vehicle?

Costs and charging �mes remain consumers’ biggest purchase factors

Charging infrastructure

Range

Cost of vehicle & maintenance

Charging �me

Simplicity/overall ease of use

Safety concerns

70%

66%

60%

48%

33%

22%
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Figure 8. Which of the following factors is most important to you when considering purchasing an electric vehicle?

Vehicle and maintenance costs are especially important for older consumers

36-45 years old

67%
59%

68% 73%
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With cost top of mind for consumers, how much are they ul�mately willing to spend on an EV? Most 
state they are only willing to pay up to $40k, just slightly above the average global price of a new vehicle 
(see Figure 9).

Over a third of North American respondents indicated some willingness to pay higher maximum 
amounts, as well as younger demographics (see Figures 10 and 11). 

Figure 9. What is the maximum amount you would be willing to pay for an electric vehicle, 
considering your budget and financial constraints?

Figure 10. Regional outlook: What is the maximum amount you would be willing to pay for an
electric vehicle, considering your budget and financial constraints?

A majority of consumers will pay up to $40K for an EV
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Figure 11. Age outlook: What is the maximum amount you would be willing to pay for an 
electric vehicle, considering your budget and financial constraints?

Between USD$60k-$80k

More than USD$80k

Between USD$20k-$40k

Between USD$40k-$60k

50%

18-25 26-35 36-45 46-55 55+

The maximum amount consumers are willing to pay for an EV could reflect a hard limit based on their 
budget and desired features. When it comes to premiums, few consumers say they would be willing to 
pay one for an EV over its ICE counterpart. 

This reluctance to pay higher premium prices suggests that consumers have not fully accepted the belief 
that EVs offer long-term cost savings over the vehicle lifecycle, par�cularly as unpredictable costs and 
access to charging systems make it more challenging to validate lower cost of ownership. Easy and 
equitable access to affordable charging systems could be a vital factor in consumers’ willingness to pay a 
premium for EVs over similar ICEs.
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54%
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70%
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39%
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0%
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The majority of consumer respondents say the sweet spot for an acceptable EV range on a single 
charge is 200-300 miles, which is easily accommodated by newer EV models (see Figure 12).  Yet 
that s�ll leaves nearly half (49%) of consumers that say they don’t yet have EV op�ons with 
sufficient range (300 or miles or more on a single charge). 

Another significant alignment concerns the role of governments in con�nuing to incen�vize EV 
adop�on un�l it has reached cri�cal mass. Most consumer adopters surveyed say financial perks 
impact their purchasing decisions, more so than other incen�ves (see Figure 13).

Acceptable EV rangeon a single charge

200-300 miles

100-200 miles

More than 400 miles

300-400 miles

18%

31%

41%

10%

Figure 12. What would you consider an acceptable range for an electric vehicle to meet 
your regular needs on a single charge?

Figure 13. Which type of incen�ve would be most likely to persuade you to switch to an electric vehicle?

Financial considera�ons top the list of consumer adopter incen�ves to switch to an EV

Tax credits

Free charging for a certain period

High occupancy vehicle lane (HOV) access

Preferen�al parking

Rebates or discounts

Subsidy for installing home charging sta�ons

81%

67%

57%

55%

22%

18%
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Figure 14. Which type of vehicle are you most likely to choose for your next purchase?

Transition models: Accelerating EV adoption
Though they may slow BEV sales in the short term, hybrids may be the stepping-stone to 
mobility electrifica�on. With the poten�al for lower emissions and fewer fossil fuels without 
requiring a full commitment to the uncertainty of the exis�ng BEV infrastructure, many 
consumer respondents see hybrids as an a�rac�ve gateway op�on. When asked about the 
specific type of vehicle they’re likely to select for their next purchase, consumers across all age 
groups said they were likely to choose a hybrid over a pure BEV (see Figure 14).

Charging ahead to an electric future
Our analysis of the survey results shows that consumer adopters are increasingly open to 
transi�oning to EVs. However, concerns around charging infrastructure and range anxiety 
con�nue to shape their decisions. For many, hybrids will serve as a prac�cal middle route 
between fueling convenience and the uncertain�es of electrifica�on. 

To win them over, the industry must con�nue to evolve the infrastructure, making EVs as 
seamless and compelling as tradi�onal ICEs. Clearer incen�ves, expanded charging networks, 
and improved ba�ery efficiency will be key to easing consumer hesita�on.  The EV stakeholders 
that can simplify the journey and eliminate compromise will shape the future of mobility. 

Consumers older than 55 are the most likely to shop for hybrid vehicles

Average of consumer adopters 
surveyed across all age groups who say 
they're likely or very likely to choose a 

hybrid as their next vehicle purchase vs 
24% for BEV and 21% for ICE 

48% 18-25 years old

26-35 years old

36-45 years old

46-55 years old

55+ years old

Hybrid BEV ICE No car -- will rely on public 
transporta�on

50%

50%

43%

49%

53% 28% 9% 11%

14% 25% 12%

23% 30%

32% 14% 5%

4%

25% 25%
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Study Demographics  

The general consumer popula�on (at least 18 years old) who choose to purchase or use 
electric vehicles

Consumer Adopters
"the Shoppers" (n=233)

EV Consumer Adopters 

Japan

Canada

United States

Netherlands

Denmark

Germany

Switzerland

France

Ireland

UK

Belgium

Norway

Finland

Australia

New Zealand

Sweden

Country representa�on



Anupam Singhal
President – Manufacturing, TCS

Naresh Mehta
Global Chief Technology Officer, Manufacturing, TCS

Subhash Sakorikar
Global Head – Manufacturing Industry Excellence, TCS

Lakshminarayanan Parthasarathy
Global Head – Smart Mobility, TCS

Executive champions

The execu�ve champions would like to thank the following contributors to this study:

This study was made possible by the dedica�on and effort of countless team members. A special thank 
you to these individuals for their collabora�on and support: 

Srilatha Bezgoan

Mansha Dhingra

Savio Sanjay Dmello

Ma�hew Hardeman

Pravir Kumar Rai

Laura Rudolph

Bhuvaneshwari K S

Swarnil Saxena

Tia Thomas

Sobha Varghese

Anant Haidale
VP and Business Head – Manufacturing 
Americas, TCS

Rakesh Devpura
Business Head – Americas, Manufacturing, TCS

Sudeep Mazumdar
Business Head – UK, Manufacturing, TCS

Nithin Thomas
Director – Smart Mobility, TCS

Edzil Gonsalves
Global Head – Automo�ve, TCS

Guruda� Trivedi
Head – Strategy, Manufacturing, TCS

KV Sarma
VP and Business Head – Europe, APAC & MEA, 
Manufacturing, TCS

Abhinav Kumar
Chief Marke�ng Officer, TCS

Rohaan Mishra
Global Head of Marke�ng, Manufacturing, TCS

Vikrant Gaikwad
Global Head, Industry Marke�ng Group, TCS

Ramit Rastogi
Business Head – Americas, Manufacturing, TCS



For the most up-to-date content and 
news, download the ‘TCS Perspec�ves' 
app for your iOS and Android device.

TCS Future-Ready Mobility
As the world accelerates toward electric mobility, TCS is commi�ed to enabling manufacturers and other EV 
stakeholders to navigate the evolving landscape and thrive in this defining era. Our future-ready mobility vision is 
rooted in technological innova�on, strategic collabora�on, and deep domain exper�se.

TCS drives transforma�ve change across the mobility value chain, spanning 
vehicle design and development, gigafactory planning and execu�on, 
digital pla�orm enablement, deployment of genera�ve AI solu�ons, and 
hyper-personalized customer experiences. With a focus on driving 
sustainable mobility and delivering measurable value, TCS partners with 
customers to shape a bold and sustainable future. For more informa�on, 
visit: tcs.com/what-we-do/industries/manufacturing

About the study

The TCS Future-Ready eMobility Study surveyed five segments that play a cri�cal role in shaping a successful EV 
transi�on. The 1,300+ respondents from across 18 countries and 12 industries ranged from manufacturers and 
charging infrastructure builders to consumer and commercial adopters and industry influencers. Comprising 200 
of the 1,308 respondents, the EV consumer adopter segment – the ‘Shoppers’ –  represents a global, 
cross-genera�onal consumer popula�on who choose to purchase or use electric vehicles.
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About Tata Consultancy Services
Tata Consultancy Services is an IT services, consul�ng and business solu�ons organiza�on that has been 
partnering with many of the world’s largest businesses in their transforma�on journeys for over 56 
years. Its consul�ng-led, cogni�ve powered, por�olio of business, technology and engineering services 
and solu�ons is delivered through its unique Loca�on Independent Agile™ delivery model, recognized as 
a benchmark of excellence in so�ware development.

A part of the Tata group, India's largest mul�na�onal business group, TCS has over 601,000 of the 
world’s best-trained consultants in 55 countries. The company generated consolidated revenues of US 
$29 billion in the fiscal year ended March 31, 2024, and is listed on the BSE and the NSE in India. TCS' 
proac�ve stance on climate change and award winning work with communi�es across the world have 
earned it a place in leading sustainability indices such as the MSCI Global Sustainability Index and the 
FTSE4Good Emerging Index. For more informa�on, visit www.tcs.com


