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Objective

Initial situation:

— After the early adopters, the early majority segment is now switching to e-
cars, which has higher expectations.

— The purchase process for e-cars differs from that of a combustion car, and
retailers are faced with the task of adapting their processes.
Questions:

— What information needs do e-car buyers have? What expectations do they
have of websites, car dealers, test drives, configurators and processes?

— What are the strengths and weaknesses of the various brands? Who can
the industry learn from?

— What are the differences between dealer and online sales?

— Where and how do sales organizations and marketing need to adapt
websites, processes and dealer trainings?

— What are the differences between EV and combustion buyers? What are
the differences between different EV target groups?
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Survey
Survey:
— Target group: BEV shopper, orderers and owner
ICE shopper and owner as reference
— Survey: Online-Survey (CAWI)
— Market: DACH
— Recruting: Social Media, Access Panel *
— Lenth of Interview: 15 - 20 min
— Field phase: May - June 2024

Sample size:

— Total sample: N = 4,445 BEV (+409 ICE) *  The majority of participants from the
thereof: Social Media Panel belongs to early
~ Shoppers: N = 2,586 BEV (+239 ICE) Y ontes o ity
— Orderers: N =232BEV (+4ICE) group as INNOVATORS.
— Drivers: N =1,627 BEV (+166 ICE) The respondents from the Access

Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.
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Study Structure

The scope of the survey depends
on where the respondent is in the
purchasing process:

Shoppers are questioned in
detail about the shopping
process.

Orderers are additionally
questioned about the
configuration and the
conclusion of the contract.

Drivers who took delivery of
their car no more than 12
months ago are asked about
the conclusion of the
contract, hand-over and
follow-up.
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Shoppers

,I'm looking for an
electric car.”

,EV has been
ordered, but not yet
delivered”

Drivers

Ll drive an
electric car
(< 12 months).”

Purchase Funnel

General Interest

Motivation

— (intend.) loyalty
Chinese cars
online/offline

Scope of the survey
(N = 2,586)

Scope of the survey
(N =232)

Scope of the
survey
(N =1,627)

»
Ll

Shopping

Info needs / sources
OEM / dealer websites
Brand events / dealer
visits

Test drives

USCALE

Buying & Post-Purchase

Configuration

— Conclusion of contract
Hand-over

Follow-up

Scope of the survey
(N =1,627)
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Key KPI: Propensity to Buy a Brand

The challenge: Achieving brand
propensity in the purchase funnel.

The decision to buy a car from a particular Shopping Funnel
brand depends on the experiences a buyer

makes at a number of touchpoints during \/ \/ \/ \/ \/

the purchasing process. OEM Dealer Brand Dealer Test
website website event visit drive

»
!

Ideally, the willingness to buy from a brand
is positively confirmed and reinforced at
each touchpoint.

After the purchase, further experiences
influence the willingness to buy again and

recommend the brand. v v v

The impact of the experience on the Con- Hand- Follow- Re-Pur-
propensity to buy achieved at each tracts over up chase
touchpoint is the central KPI of this study.

Buying and Post-Purchase Experiences

v
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>
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— Online vs. Offline Purchase

Shopping Phase

— Information Sought

— OEM and Dealer Website Visits
— Brand Events and Dealer Visits
— Test Drives
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Manhagement Summary

Disappointing experiences in the
sales funnel
EV buyers is high. Manufacturer steps of the purchasing process:
and dealer websites, advice at
dealerships and test drives are

. . OEM website TA7% 0 [ yes
correspondingly important. partially
Dealer website - 18%
[ no
The experiences of shoppers Dealer visit - 19%
and buyers show the poteptlal ‘ Brand events 20%
of manufacturers and retailers in _
the sales process. Test drive 5% . )
o “Have you ... been
Contracts 25% convinced and
Handover 21% 7% encouraged to buy a
car of this brand / this
Follow-up 27% | 16% dealer / to have made

the right decision
when choosing this
brand / this dealer?"
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Interest in Chinese Cars and Used Cars

Chinese Cars: Interest

A good third is either open to a Chinese car or unsure. Approximately a quarter
is strictly against buying a Chinese car.

Tesla

'3%

Non-Premium

BEV (all)

dont't know

3% 3% 4%
1 yes r‘ r ‘
no

35% 38% 33%

38%

maybe

N =2,818 N = 627 N =1,612 N =579
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“Would Chinese car
makes also be an
option for you?”

ICE

41%

N =243
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Interest in Chinese Cars and Used Cars

Chinese Cars: Definition

L e e g W TR R R R -
- — e e e S w e e . N B e “When do you qonsideracar
make to be a 'Chinese make'?”
(multiple answers possible)
BEV (all) Non-Premium Tesla

s

'
'
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)
:
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m
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N
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N =570

z
I
()]
N
~N

N =2,818 N =1,612
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Interest in Chinese Cars and Used Cars

Chinese “Brands”

Buyers from the next segment are less familiar with EV brands and their origin than the
innovator segment.

BEV (all) Innovators* Next Segment*

BYD 92% 100% 65%
Jaguar
MG 75% 90%
Polestar
Smart

Tesla
Volkswagen
Volvo

None of these

N =630 -2,818 N =2,188 N =630
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Shoppers

“Which of the following makes
would you consider to be a
‘Chinese make' in this context?

(Multiple answers possible)

The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.
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Online vs. Offline Purchase

Reasons for Online Purchase

T @ W T G - — G W W . e
Ty ww N B W @ S P QN e TR ———.

BEV (all)
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Premium

Non-Premium

USCALE

Shoppers

prefer online OR both ok = yes

“What makes an online
purchase attractive to you?”

(multiple answers possible)

ICE
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Online vs. Offline Purchase

Reasons for Dealer Purchase

B I e e I e e I e e
g P —— A . G .

BEV (all) Premium Non-Premium

- e o o (- I —
—
-
—

—— —— - — ——
----—--m -* --"
———-—---ﬂ --n --n

N = 2,498 N =570 N =1,497
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Shoppers

prefer dealer OR both ok = yes

“What makes a purchase from a

retailer attractive to you?”
(multiple answers possible)

ICE
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Information Sought

Information Needs on Charging

W T — e — O gy WL e amp—
T — g w Ny e— @ m— @S e —

BEV (all)
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I ‘

N =710

Next Segment*

*

N =328

USCALE

Shoppers

Info need on vehicle charge tech
= yes

“What charging topics did you
have questions about?”

(multiple answers possible)

The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.




Information Sought

Information Sources vs. Assessment

While innovators appreciate YouTube, the next segment also finds great help
from car dealers and magazines.

Innovators*
3,0
Podcasts YouTube
2,8 1 forums & blogs
26 4 friends
' Facebook o drivers
electrician ®— associations
journals
2,4 4 “e——Instagram
. sales
Compal‘lson porta| .
portals — website OEM website
i leasing
2,2 .
provider
. /. OEM videos
" insurance
[
.%§ 2,0 car pool ®—car dealer
€35 ®  manager
5a energy
“_E 8 18 supplier . . . .
0% 20% 40% 60% 80% 100%
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Information sources

Information

helpfulness

USCALE

Shoppers

“Where did you find out about EVs?”

VS.

“How helpful is/was the information

Next Segment*

you received?”

2,8
journals
drivers
forums & blogs associations
car dealer
Podcasts YouTube ./
26{ e .
insurance .
electrician ) friends
car o'ol OEM videos
man%ger\‘ OEM website
Ie'asing . comparison
. ortals
provider \ P
2,4 - Different
Facebook ener?.y scales due
supphier to different
Instagram sales answering
portal behavoir of
website the two
target
20 groups
0% 20% 40% 60%

Information sources
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Shopping Phase: OEM Website Visit

OEM Website: Information Sought

O R ey e e . @ . W - ——

- e g TR W R e ey g e t—
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BEV (all)

N = 2,087

Next Segment*
_—

SR

z
I
Ul
o))
S

*

USCALE

Shoppers

“What specific information were
you looking for on the
website?”

(multiple answers possible)

The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.




EV RETAIL STUDY 2024

20

Shopping Phase: OEM Website Visit

OEM Website: Tech Content Searched for

T Sl W — . _— W W gy, @ en gy, m aR e
S e —_— W gy gy —

— -

- -
-

— -
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BEV (all)

N = 1,743 - 2,111

i) |
e

")

N = 1377 - 1,642

!

!

Next Segment*

*

N = 366 - 469

USCALE

Shoppers

charging tech data OR range
data = yes

“What information must a
manufacturer's website for an
EV display in any case?”
(multiple answers possible)

The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.
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Shopping Phase: OEM Website Visit
Recommendation for OEM websites

Most of the recommendations on the OEM website relate to the content

and the organised presentation of this content.

© USCALE GmbH

N =1,040

USCALE

Shoppers

“Do you have any
recommendations for car
manufacturers regarding their
websites in general?”
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Buying Phase: Configuration

Configuration Type of Shopper

ICE drivers and drivers of premium cars find it more important to
individualize their cars.

BEV (all)

Premium

very unimportant very important

quite unimportant

quite important
29%

of some importance

N = 4,445 N = 992

© USCALE GmbH

Non-Premium

N = 2,651

Tesla

N =802

USCALE

,Now briefly to the vehicle
configuration:

How important is it to you to
configure your car as
comprehensively and individually
as possible yourself?

ICE

N =409
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Buying Phase: Configuration

Configuration Type of Shopper
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luln.olnl.h‘h‘l.

USCALE

»,How important is it to
you to configure your

- car as comprehensively
- and individually as
B possible yourself?”

- -
- —
- -

I

b

»

l

—

.
1

S

|

211 L

"

N = 4,455
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Buying Phase: Configuration

Rating of Configurator

e eeem e e me—
- .-
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(excl. “don’t know” and sorted by
“too many options”)

N =23-2145

USCALE

“The makes that
came into question
for you:

How would you rate

the configuration
options?”
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Post-Purchase Phase: Hand-over

Hand-over Duration

From the perspective of the next segment, the handover period should
be longer than for innovators.

© USCALE GmbH

< 5 min

5to 15 min

15 to 30 min

30 to 45 min

45 to 60 min

60 to 90 min

> 90 min

don’t know

N =1,372

BEV (all)

30%

25%

Innovators*

1%

N =1,035

Next Segment*

1%

N = 337

*

USCALE

Drivers

Explanation at hand-over #
nothing

“How long did the vehicle hand-

over process for your [make]
take?”

The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.
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Post-Purchase Phase: Hand-over

Hand-over: Explanations

Especially when it comes to charging, app functions and driving an EV, “What was explained or done
the next segment expects more attention during the handover. for you during the Veh'c'eé‘je”g;

(multiple answers possible)

BEV (all) Next Segment*

*  The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.

N = 1,627 N = 1,283 N = 344
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Summary

Decision Factors (sHOPPERS)

- —— . ————— — . ——— . —
e ——— - - — . — ——

USCALE

- Orderers Drivers

“Which of the following factors
are or were particularly
important to you when

choosing your vehicle?”

(multiple answers possible)

EV RETAIL STUDY 2024

© USCALE GmbH

The majority of participants from the
Social Media Panel belongs to early
EV adopters and more tech-savvy
people. The report refers to this
group as INNOVATORS.

The respondents from the Access
Panels are generally less tech-savvy
and switched to an EV later. The
report refers to this group as the
NEXT SEGMENT.
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Summary

Decision Factors (owNErs)

T T —— L — - ——— - ————

“In summary, what were the
m-“ - .— ~- -.- reasons that ultimately led you
——— - — . — - e e - — to choose the [make]?”

(multiple answers possible)

Online Buyers
-—
-
-
-

31 © USCALE GmbH N = 1,859 N =1,51 N = 348 N =1,010 N = 515

BEV (all)

EV RETAIL STUDY 2024
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Summary

Achieved Brand Buying Propensity

At all stages of the purchasing process, the level of brand propensity achieved is lower than
for ICE buyers. Among buyers, only the top 3 brands were at the same level as ICE buyers.

Shopper:

»,Have you been convinced
and encouraged to buy a

Brand 100 1 car of this brand / this
propensity . . 84% dealer?”
achieved [%] 80 1 71% 72% 75% 69% 73% o/‘*82% 71%
63% *74% Jt 71% Buyer:
60 A 62% . 60% ,Have you been convinced
51% —56% .
47% 0 549 58% to have made the right
40 - ° decision when choosing
42% —e— ICE this brand / this dealer?"
- 30% 31% -
20 ) 24% 24% TOP3
19% - BOTTOM3
O T T T T T T T T 1
OEM  Dealer Events Dealer Test Con- Hand- Follow-
Website Website Visit Drive tracts over up
Stages of the Stages of the
shopping funnel buying funnel

32 © USCALE GmbH



USCALE

Summary

Reasons for Non-Purchase: All Brands

,And why didn't you buy the

. . . . other brands you were
Price is the most common reason for rejecting a brand. Ranks 2 and 3 are followed by the originally interested in?"

still small variety of models and the technical specifications.

»,Schlechte

,kein Frunk

rice other ~ —a Onlinedienste, zu e
P S kleine Batterie” (Mercedes, bitte!)
erst im Aufbau” image other .
not in car policy 8% % #ZU ggrlnge“ ]
64% : dealer / service 5<y4%1% equipment / Ladeleistung
,,Bephenkonzept other brand more o technology : -
bei Skoda war attractive /gy, ‘[ ~technisch veraltet }
besser” .
quality concerns 6%
N = 4,445 E ,Schlechte V 7% .Kein Fahrzeug mit
“ o . assendem
SOt no suitable offer model variety R:umkonzept"
9% insufficient
,hichts ;
gefunden” ,Wunschfahrzeug

noch nicht
bestellbar”

,ZU konserva-
tives Design”

33 © USCALE GmbH



34

Summary

Performance in the Purchase Funnel: MG

Brand Propensity Achieved = “yes”:

"Have you been convinced and encouraged to buy
a car of this brand / this dealer...?"

90
§'
> 80
(O]
3 70
S
S 60
2 50
(7))
& 40
o
(@]
& 30
2
S 20
Q10
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OEM Website
Dealer Website

|
—
o
o
w

Events
Dealer Visit
Test Drive
Contracts

Average = BOTTOM3

Hand-over

® MG

Follow-up

Reasons for Non-Purchase:
"And why didn't you buy the other brands you

were originally interested in?"
price
@ /_\A
other

90%

N =11

N =100

USCALE
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SCALE YOUR USER
SCALE YOUR BUSINESS

Axel Sprenger

Managing Director
USCALE GmbH

mail axel.sprenger@uscale.digital
fon +49 172 - 1551 820
web  www.uscale.digital
post  Silberburgstrasse 112
70176 Stuttgart
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EV Satisfaction Study 2024 (DACH)

Focus studies on all touchpoints

USCALE delivers user research on all touchpoints of the e-mobile customer journey.

© USCALE GmbH

Business
Models

re:thinking custamers

resthinking customers

g’i‘fsp’.’ CEP Smart Charging
=g Study
Services Study
Charging
@
Wallbox Private Public Charging
Pricing Study Charging Study ~ Study
Charging Charging
Persona P t
Sty aymen

Study

wwwwww

USCALE

Charging
Driving
Two
Customer Purchase
J O u r n e y S re:thinking customers recthinking customers
. EV
EV Retail Financing and
Study Insurance Studly
Usage
EV EV
Satisfaction After-Sales
Study Study
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