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Management Summary

Charging Profiles 
Based on driving, housing, and charging behavior:

1 Five charging profiles emerge 
based on behavior

Charging behavior is primarily influenced by 
factors that individuals can hardly change 
themselves. Seven criteria are decisive:

1. DRIVING: km/weekday, km/year
2. HOUSING: type of home, size of town
3. CHARGING: charging locations, 

occasions, frequency

The ___ group is the largest behavioral 
segment, at around __%.

Cluster shares depend on recruitment and are 
therefore estimates only.

Homebodies High-Mileage 
DriversCity DwellersCommuters Occasional 

Chargers
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Charging Persona Study 2026

Management Summary

Charging Personas
Based on values, beliefs, and attitudes:

2 Four personas emerge based on 
personality

An analysis of values, beliefs, attitudes, and 
personal preferences reveals distinct 
segments of EV drivers. 

The Pragmatic Researcher, typically an early 
adopter of electric mobility, remains the 
strongest segment.

Status-Driven 
Comfort Buyers

Relaxed 
Newcomers

Cost-Conscious
Drivers
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Cluster shares depend on recruitment and are 
therefore estimates only.
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Management Summary

Charging offers target people with specific usage habits (= charging profiles). 
Behind each profile are corresponding personas:

3 Mapping Charging Profiles and 
Personas

Comparing charging profiles and personas 
shows which target groups can be reached 
with which offers. 

These personas form the basis for product 
managers, sales, and marketing of products 
and services in the electric mobility 
ecosystem. 

…
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Charging Persona Study 2026

Objective

Background: 
− As market share grows, user groups are becoming increasingly heterogeneous, 

and classic target-group models fall short.

− At the same time, the number of charging providers, services, and tariffs is 
growing sharply: to compete effectively, companies need a deep understanding 
of charging profiles and charging personas in order to target offers and 
communication at attractive segments.

Research questions:
− How can charging profiles be clearly segmented based on housing, driving, and 

charging behavior (use cases, charging locations, charging occasions, mileage, 
etc.)?

− What values, attitudes, and mindsets toward mobility, technology, and innovation 
distinguish EV drivers from one another?

− What charging personas (“buyer personas”) emerge from this, and what 
requirements do these personas place on the offer?

− Through which channels, with what content and messaging, can each persona be 
reached most effectively along their buyer journey?
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Charging Persona Study 2026

Sample

Survey:
− Target group: BEV drivers (no plug-in hybrids), no quotas

− Survey method: Online survey (CAWI)

− Country: Germany 

− Recruitment: Access panel 

− Interview length: 15–20 min

− Fieldwork: June 2026

Sample:
− Total sample: N = 1,016
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Methodology

Challenge

Representativeness of the results for the German BEV 
market

Study participants were recruited online through open recruitment. This 
means the sample reflects the structure of BEV drivers in Germany well, 
though not perfectly. For the results, this means: the descriptions of the 
personas and charging profiles are unaffected by this and remain fully robust. 

Only the shares of the individual personas within the overall target group 
may shift slightly through representative weighting. As a reference, we have 
KBA data on the representative distribution of BEV drivers by age, gender, and 
state. This makes it possible to weight responses to represent persona shares 
in the market accurately.

The weighting based on the real-world distribution is available in the 
customer dashboard and can be activated there. The shares shown in the 
report are unweighted figures.
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Methodology

Approach

Relationship Between Charging Profiles and 
Charging Personas 

Charging behavior is mainly influenced by housing situation, car 
usage habits, and individual charging options. It says little about 
the person themselves. Charging profiles and personas are 
therefore determined independently of one another. 

› Charging Profiles:
Development of the charging profiles based on individual 
charging behavior. Charging profiles show how EV drivers 
move within the charging ecosystem. This reveals pain points 
and needs for products and services. 

› Charging Personas:
Development of the personas based on personality. The 
personas show what makes the target group tick and how best 
to reach them. 

…describe

ATTITUDES

How do I market my 
offer? Through which 

channels and 
messages do I reach 

the target group?

mutual 
matching for 

each 
respondent
(Matching)

CHARGING 
PERSONAS

…describe

BEHAVIOR

What pain points do 
target customers 

have? Which products
and services do they 

need?

CHARGING 
PROFILES

REACHABILITYNEEDS 
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Methodology

Approach

Step 1:
Determining Charging Profiles

Extensive analyses were conducted over several years as part of USCALE’s 
charging studies, identifying three factors relevant to charging behavior: 
housing situation, driving behavior, and charging habits. The Charging 
Profiles were derived from the seven most important questions (“Golden 
Questions”) in these areas.

Step 2:
Determining EV Personas

In the second step, EV drivers were surveyed on their values, attitudes, 
and behavior regarding aspects related to e-mobility.
A K-modes clustering approach was used to develop the personas. The 
Golden Questions used to determine the charging profiles were not used 
for the persona clustering. 



12 © USCALE GmbH

C
H

A
R

G
IN

G
 P

E
R

S
O

N
A

 S
T

U
D

Y

Methodology

Approach

Step 3:
Matching Charging Profiles and Personas

Charging behavior depends heavily on housing situation and driving behavior, 
and less on persona. To make the personas usable for product and service 
development, they are compared with the charging profiles.

Step 4:
Mapping Charging Profiles and Personas to Offers

The EV personas are applied to specific provider and service questions. 
This makes it possible to show which products and services are used 
particularly by certain personas and how messaging can be optimized. 
All USCALE charging studies include the charging profiles. This makes it 
possible to derive which products the target group is open to. 

Charging Profile 1

Charging Profile 5

Charging Profile 3

Charging Profile 2

Charging Profile 4
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Charging Profiles

Charging Locations

CommutersHomebodies High-Mileage 
DriversCity Dwellers

“Where do you charge your 
[brand + model]?”

(multiple answers possible)

Occasional
Chargers
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EV Personas

Overview

Status-Driven
Comfort Buyers

Relaxed 
Newcomers

Cost-Conscious
Drivers

Matthias Lea Julian

Pragmatic
Researchers

Thomas
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EV Personas

Notes on the Presentation.

Simplified presentations of matrix 
question results, using delta charts 
throughout.

Most of the attributes surveyed were measured on a 5-
point scale. All scale values were used for clustering. 

To highlight the differences between segments in the 
following charts, only the “strongly agree” values were 
used. The dashboard accompanying the study shows all 
values. 

The delta values describe the difference between these 
values and the average of all respondents.

-5%

-5%

-4%

6%

Affinity for Technology

Morgens (7-12 Uhr)

Nachmittags (12-17 Uhr)

Abends (18-22 Uhr)

Nachts (24-7 Uhr)

10%

8%

38%

71%

share of 
“always/strongly 

agree” only

49%27%10%Morgens (7-12 Uhr)

50%33%8%Nachmittags (12-17 Uhr)

3%15%45%38%Abends (18-22 Uhr)

6%8%14%71%Nachts (24-7 Uhr)

10%

13%

Delta to the average across 
all segments
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EV Personas

Persona 1: Pragmatic Researchers

Thomas
43 · Engineer

“I want to know what I’m buying. And I don’t want to pay more for it than I have to.”
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EV Personas

Persona 1: Pragmatic Researchers (Demographics)

0%

-3%

0%

0%

7%

-2%

-2%

0%

Education Level

Lower secondary school certificate

Intermediate secondary school certificate

university entrance qualification

Technical college diploma

University degree

Vocational training certificate

Other qualification

No formal qualification

3%

9%

19%

8%

37%

23%

1%

0%

Employment Situation

-2%

0%

8%

-4%

-2%

-1%

-1%

1%

Fully remote

Mostly remote

Mostly on-site

Fully on-site

Field-based or frequently traveling

Shift work

Other

Not employed

6%

10%

40%

28%

5%

3%

1%

7%

7%

-7%

0%

0%

Gender

male

female

divers

no answer

70%

30%

0%

0%

Income

-2%

-1%

0%

2%

0%

3%

1%

-3%

< 1.000 €

1.000 – 1.999 €

2.000 – 2.999 €

3.000 – 3.999 €

4.000 – 4.999 €

5.000 – 6.999 €

7.000 – 10.000 €

> 10.000 €

0%

5%

15%

24%

20%

22%

10%

4%

-5%

0%

3%

2%

0%

Generations

Gen Z

Gen Y

Gen X

Babyboomer

Traditionals

24%

51%

20%

5%

0%
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