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Abstract— This research investigates the marketing strategies influencing Electric Vehicle (EV) adoption from a
consumer perspective, with a specific focus on the Bangalore market. As India's technology and startup capital,
Bangalore presents a unique demographic and a critical testbed for sustainable mobility. The study utilizes a descriptive
research design, gathering primary data through a structured survey of 100 current and potential vehicle owners in
Bangalore. Secondary data from academic journals and industry reports provide a theoretical backdrop. The analysis
reveals that while government subsidies (35%) and lower running costs (25%) are primary motivators, the 'Test Drive
Experience' (40%) is the most influential marketing activity in the final purchase decision. The most significant barrier
to adoption remains 'Lack of Convenient Charging Infrastructure' (35%), followed by 'High Upfront Cost' (30%). The
findings suggest that generic, national-level marketing campaigns are insufficient for the discerning Bangalore
consumer. A hyper-local, digitally-led, and experiential marketing strategy is crucial for accelerating EV adoption. The
paper concludes with actionable recommendations for EV manufacturers, including the creation of tech-park-based
experience zones, location-specific digital marketing, and partnerships with residential communities to address charging
concerns.

Keywords: Electric Vehicles (EV), Consumer Behavior, Marketing Strategy, Adoption, Bangalore, Sustainable
Mobility, Experiential Marketing.

INTRODUCTION

Bangalore, the vibrant heart of India's digital economy, stands at the confluence of technological innovation, rapid
urbanization, and mounting environmental challenges. The city's notorious traffic congestion and deteriorating air quality
have created a pressing need for sustainable transportation solutions. In this context, the adoption of Electric Vehicles
(EVs) is not just a policy goal but an urban imperative. As a city with a young, tech-savvy, environmentally conscious,
and relatively affluent population, Bangalore represents the most promising and crucial market for the success of India's
electric mobility ambitions.
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1. The Bangalore Context: A Prime Market for EVs

The unique demographic profile of Bangalore makes it an ideal ecosystem for EV adoption. The city is home to a large
population of early adopters who are open to new technologies and are influenced by global sustainability trends.
Furthermore, the daily grind of navigating dense traffic makes the benefits of EVs—such as silent operation, no
clutch/gear, and lower running costs—particularly appealing. The Karnataka government's proactive EV policies and
incentives further bolster this favorable environment.

2. The Role of Marketing in Driving Adoption

While policy support and product technology are foundational, the bridge between a promising market and widespread
adoption is built by effective marketing. The decision to purchase an EV is a high-involvement one, fraught with
consumer anxieties about range, charging, battery life, and resale value. Marketing's role is to educate, build trust,
alleviate these fears, and create a compelling value proposition that resonates with the specific needs and aspirations of
the Bangalore consumer.

3. The Need for a Consumer-Centric Approach

EV companies cannot rely on one-size-fits-all marketing strategies. A campaign that works in Delhi may not be effective
in Bangalore. Understanding the specific perspectives, pain points, and decision-making triggers of Bangalore's
consumers is paramount. This study, therefore, delves into the consumer psyche to uncover which marketing strategies
are most effective in this unique urban landscape, aiming to provide a clear roadmap for stakeholders looking to
accelerate EV adoption in India's Silicon Valley.

REVIEW OF LITERATURE

1. Kumar, A., & Reddy, S. (2022). Factors Influencing Electric Vehicle Purchase Intention in Urban India: A
Multi-City Analysis.
This study conducted a comparative analysis of consumer attitudes towards EVs across several Indian metros. The
authors found that while environmental concern was a stated motivator, the key drivers for purchase intention were
economic benefits (lower running costs) and government subsidies. The research highlighted that "range anxiety" and
"lack of visible charging infrastructure" were the most significant deterrents. This provides a broad national context,
against which this paper will analyze the specific nuances of the Bangalore market.

2. Sharma, P., & Gupta, R. (2023). The Impact of FAME-II Subsidies on Consumer Decision-Making for Electric
Two-Wheelers.

Sharma and Gupta's research focuses specifically on the role of government incentives under the FAME-II scheme. Their
findings indicate that subsidies have a direct and significant positive impact on the consideration and purchase of electric
two-wheelers, particularly in the price-sensitive segments. The study argues that clear communication of the final, post-
subsidy price is a critical marketing task. This paper will assess how this factor plays out among the relatively higher-
income consumers of Bangalore.

3. Joseph, M., & D'Souza, K. (2024). Experiential Marketing and High-Involvement Purchases: A Case of Electric
Vehicles in Bangalore.

This recent case study, focused on Bangalore, emphasizes the power of experiential marketing. The authors argue that for
a product like an EV, which represents a significant shift in user experience, the ability to see, touch, and drive the
vehicle is paramount. They found that immersive experiences at "EV Experience Centers" and extended test drives had a
much higher impact on purchase decisions than traditional advertising. This supports a core hypothesis of the current
research.

4. Singh, T., & Nair, L. (2023). The Influence of Digital Marketing and Social Media on EV Adoption Among
Indian Millennials.

Singh and Nair explore how digital channels are shaping perceptions of EVs. Their study reveals that YouTube reviews,
influencer endorsements, and discussions in online communities (like Team-BHP) are highly influential sources of
information for millennial buyers. They conclude that a strong digital presence and an effective content marketing
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strategy are essential for building brand credibility and addressing consumer queries proactively. This is particularly
relevant for Bangalore's digitally-native population.

5. Hegde, V., & Prasad, R. (2022). Overcoming Range Anxiety: A Study of Charging Infrastructure Perception
and Reality in Bangalore.

This Bangalore-specific study maps the existing charging infrastructure against consumer perception. A key finding was
the significant gap between the actual number of charging points available and the public's awareness of them. The
authors suggest that marketing efforts should focus not just on promoting the vehicle, but also on "marketing the charging
network" through dedicated apps and real-time availability information to alleviate range anxiety.

NEED OF THE STUDY

While extensive research exists on EV adoption at a national level, there is a scarcity of studies that focus specifically on
the consumer perspective within the unique socio-economic fabric of Bangalore. National-level data often masks the
specific local factors that can make or break a market. Bangalore's distinct combination of traffic patterns, tech-savvy
consumers, high levels of digital literacy, and specific lifestyle aspirations requires a tailored marketing approach. This
study is needed to provide EV manufacturers, marketers, and policymakers with granular, data-backed insights into the
motivations and barriers of Bangalore's consumers, enabling the development of hyper-local strategies that are more
effective and resource-efficient.

OBJECTIVES OF THE STUDY
e To analyze the level of awareness and perception of Electric Vehicles among consumers in Bangalore.
e To identify the key factors and motivations influencing the decision to purchase an EV in the Bangalore context.

e To evaluate the effectiveness and reach of various marketing channels and strategies (e.g., digital, experiential,
traditional) currently used by EV companies.

e To understand the primary barriers, anxieties, and concerns preventing consumers in Bangalore from adopting EVs.

e To propose targeted marketing strategies specifically designed to resonate with the Bangalore consumer and accelerate
EV adoption.

RESEARCH METHODOLOGY:
Type of Study

A descriptive research design was employed to capture a detailed snapshot of consumer attitudes, perceptions, and
responses to EV marketing strategies in Bangalore.

Sources of Data

e Primary Data: Collected via a structured questionnaire from vehicle owners and prospective buyers in Bangalore.
This provides direct, current insights into the consumer mindset.

e Secondary Data: Sourced from academic research papers, government reports (e.g., NITI Aayog), automotive
industry publications, and credible news articles to build a robust theoretical framework.

Sampling Plan

o Sampling Unit: Individuals aged 21 and above, residing in Bangalore, who either own a personal vehicle (two-
wheeler or car) or intend to purchase one within the next two years.

o Sample Size: A sample of 100 respondents was collected to ensure a reliable quantitative analysis.
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e Sampling Technique: Convenience sampling was utilized. The online survey was distributed through social media
platforms (LinkedIn, WhatsApp groups) targeting Bangalore-based professionals and residents. Physical surveys were
also conducted near major tech parks and shopping malls in areas like Koramangala, Whitefield, and Indiranagar.

Tools & Techniques of Data Collection

A structured questionnaire was the primary tool, featuring a mix of demographic questions, multiple-choice questions,
and 5-point Likert scale questions. The questionnaire was designed to quantify factors influencing purchase decisions, the
perceived effectiveness of marketing channels, and the significance of adoption barriers.

PROBLEM STATEMENT:

Despite Bangalore being an ideal market for Electric Vehicles—with its tech-savvy populace, government support, and
pressing traffic problems—the rate of adoption has not yet reached its explosive potential. The core problem is a
likely disconnect between the generalized marketing strategies employed by EV manufacturers and the specific,
nuanced expectations and concerns of the Bangalore consumer. Companies may be failing to address hyper-local
issues such as charging availability in dense residential apartments, the desire for technologically advanced features
beyond basic mobility, and the influence of the local tech and startup ecosystem. This research addresses this problem by
identifying this gap and providing a consumer-driven blueprint for marketing success in Bangalore.

ANALYSIS AND INTERPRETATION
Table: Survey of Consumer Perspectives on EV Adoption in Bangalore (N=100)

Parameter Response Category No. of | Percentage
Respondents

Age Group:
21-30 45 45%
31-40 38 38%
41-50 12 12%
Above 50 5 5%

Primary Motivation to Consider an EV:
Government  Subsidy / | 35 35%
Lower Price
Lower Running & | 25 25%
Maintenance Costs
Environmental Concern 22 22%
Better Performance & Tech | 18 18%
Features

Most Significant Barrier to Purchase:
Lack of Convenient | 35 35%
Charging (Home/Office)
High Upfront Cost 30 30%
Range Anxiety / Fear of | 20 20%
Getting Stranded
Concerns about Battery Life | 15 15%

& Replacement Cost
Most Influential Source of Information:
Online Reviews (YouTube, | 42 42%

© 2025, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM.EVIS008 | Page 62



http://www.ijsrem.com/

g’ \33
%;"Zﬁ INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT (IJSREM)

e-Journal

w SPECIAL EDITION - VOLUME 09 EVIS -2025 SJIF RATING: 8.586 ISSN: 2582-3930
Auto Websites)
Friends, Family, or |28 28%
Colleagues
Company Website /120 20%
Showroom Visit
Social Media Ads / | 10 10%
Influencers

Most Effective Marketing Activity:

Test Drive Experience 40 40%
Informative Digital Content | 28 28%
(Videos, Blogs)
Special Offers / Financing | 22 22%
Schemes
Traditional Ads (Newspaper, | 10 10%
Radio)
Statement: "I would trust a new EV brand if it has
good reviews from the Bangalore tech
community."
Strongly Agree 38 38%
Agree 41 41%
Neutral 15 15%
Disagree 6 6%
Total 100 100%
Interpretation

The data gathered from Bangalore's consumers paints a very clear picture:

1. Youth-Driven Market: With 83% of respondents under the age of 40, the Bangalore EV market is overwhelmingly
young and dynamic. Marketing strategies must be modern, digital-first, and align with the values of millennials and Gen
Z.

2. Pragmatism Trumps Idealism: While environmental concern is a factor (22%), the primary motivators are tangible
financial benefits: government subsidies (35%) and lower running costs (25%). This indicates that marketing
messages should lead with a strong "Total Cost of Ownership" (TCO) argument, clearly demonstrating long-term
savings.

3. Charging is a Hyper-Local Problem: The top barrier is not just a general lack of charging stations, but the lack
of convenient charging at home or the office (35%). This is a crucial nuance. Consumers are not worried about highway
charging as much as they are about their daily charging routine. This finding reinforces the insights from Hegde & Prasad
(2022).

4. Experience Sells, Content Informs: The Test Drive Experience is rated as the single most effective marketing
activity (40%). This confirms the hypothesis from Joseph & D'Souza (2024) that for a disruptive product like an EV, a
hands-on experience is non-negotiable. Following this, informative digital content (28%) is key, showing that consumers
do their research online before seeking an experience.
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5. Digital Word-of-Mouth is King: Consumers place the most trust in online reviews (42%) and their immediate
social circle (28%). This is significantly higher than direct company communications. The strong agreement (79%) that
reviews from the local tech community would build trust highlights the power of hyper-local social proof in this city.

SUMMARY OF FINDINGS:

1. The potential EV buyer in Bangalore is young (83% under 40) and primarily motivated by financial benefits like
subsidies and lower running costs.

2. The most significant barrier to EV adoption is the perceived lack of convenient charging options at home and the
workplace.

3. The single most influential marketing activity is the physical test drive experience, underscoring the importance of
experiential marketing.

4. Consumers rely heavily on digital sources like online reviews and YouTube for information, trusting them more than
traditional advertising.

5. There is a strong "community effect" in Bangalore, with peer recommendations and endorsement from the local tech
community being highly influential in building brand trust.

SUGGESTIONS:

Based on the consumer perspective from Bangalore, EV companies should adopt the following targeted marketing
strategies:

1. Develop Hyper-Local Experiential Marketing:

e Set up "EV Experience Zones" and pop-up test drive centers in major tech parks (e.g., Manyata, EGL, ITPL) and
popular weekend spots (e.g., Orion Mall, Phoenix Marketcity).

o Offer "Commute-length Test Drives" that allow potential buyers to take the vehicle on their actual office route to
experience its performance in real-world Bangalore traffic.

2. Create a "Bangalore-First" Digital Content Strategy:

e Produce video content showcasing EVs navigating iconic Bangalore roads (e.g., Silk Board junction, Outer Ring
Road), emphasizing ease of driving in traffic.

o Collaborate with Bangalore-based tech and auto influencers on YouTube and Instagram for authentic reviews.

e Develop a "Bangalore Charging Map" feature on the company website and app, highlighting charging points in and
around key residential and commercial areas.

3. Address Charging Anxiety Head-On:

e Launch marketing campaigns focused on "Apartment Charging Solutions," partnering with Resident Welfare
Associations (RWAs) to install community charging points.

o Actively market these partnerships, e.g., "Now with dedicated EV charging at Prestige Shantiniketan." This provides
tangible proof and builds confidence.

4. Lead with a Clear Financial Value Proposition:

e Use digital ads and website landing pages with a "Total Cost of Ownership Calculator" tailored for Bangalore,
factoring in local fuel prices and electricity rates.

e Clearly communicate the final on-road price after all central and state subsidies, removing ambiguity for the
consumer.
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5. Leverage the Tech Community for Social Proof:
¢ Run exclusive corporate programs and offer special test-drive events for employees of major tech companies.

e Encourage early adopters to share their experiences on social media and professional networks like LinkedIn, creating
a powerful network effect of trusted peer reviews.

CONCLUSION

The path to mass EV adoption in Bangalore is paved with consumer understanding. This research clearly indicates that
the city's consumers are pragmatic, digitally savvy, and deeply influenced by their immediate environment and social
circles. While the desire for a cleaner, more sustainable future exists, the purchase decision is ultimately driven by
tangible benefits, convenient solutions to practical problems, and trusted, hands-on experiences.

EV manufacturers who move beyond generic marketing and embrace a hyper-local, experiential, and digitally-native
strategy will win the trust and business of the Bangalore consumer. By addressing the specific charging anxieties of
apartment dwellers, leveraging the credibility of the local tech community, and allowing the product experience to speak
for itself, companies can transform Bangalore from a market with high potential into India's leading city for electric
mobility.
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