Electromobility Attractiveness Index 2026

How are automotive brands performing in the international
race? And which manufacturers are leading globally?

This infographic provides a brief glimpse into our new BEV
study. Our analysis includes numerous additional insights,
including findings on used battery electric vehicles.

The complete rankings show who is catching up, who is
falling behind, and who is setting the pace internationally.

Get in touch with us.
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Top 3 considered brands by private consumers for new battery electric vehicles

home market a clear winner
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More rankings, more details?

Tesla is losing ground
in its home market
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Top 3 considered brands by private consumers for used battery electric vehicles

the used car market are nearly on par
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Hyundai

Hyundai takes the lead Toyota also remains
in the used car market number one in used cars
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What really drives purchase decisions
Percentage of very important factors across 5 markets for new battery electric vehicle
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Low experience and limited infrastructure still hold markets back

Share of respondents who have never
driven an battery electric vehicle

Share of respondents who do not have access
to charging infrastructure
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Across all markets, the majority of consumers lack firsthand
experience with battery electric vehicles.

In many countries a large majority
still lacks access to charging infratructure

From interest to purchase decision: How mature is the electromobility market?

Which powertrain wins when the purchase decision becomes concrete?
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New cars 56% 45% 93% 82% 55%

Share of respondents who

the next 3 years.
Of which BEV
45% 36% 66% 48% 21%

Share of respondents who
would choose a battery
electric vehicle (BEV)
when buying a new car.

China leads clearly with both the highest new-car share and the strongest BEV penetration
Purchase intention for new cars is lower in Germany but with a strong BEV share

Demand for new cars is in India very high strong BEV share

UK & US lag behind, with comparatively low BEV purchase intention

Used battery electric vehicles: Customers are highly selective

Strict customer acceptance criteria for used battery electric vehicles

Factor 2: Previous owners

Strict limitation to 1 previous
owner across all markets

Factor 1: Age

Maximum up to 3 years
(Germany is extremely
strict: max. 2 years)

Factor 3: Mileage

Low mileage preferred Germany:
< 30,000 km. China: 30,000-60,000 km.
India: 60,000-100,000 km

Customers set tight boundaries for used electric vehicles: concerns about battery degradation and technological aging are narrowing the market to young,
low-mileage vehicles.
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Study basis and methodology at a glance

The BearingPoint Electromobility Attractiveness Index 2026 is based on an international online survey of 10,020 drivers and potential car buyers in Germany (n = 2,001),

the United Kingdom (n = 2,002), the United States (n = 2,000), China (n = 2,014), and India (n = 2,003). The survey was conducted between 22 January and 27 March 2026.
Due to the online survey methodology, the survey in India and China primarily focuses on the urban population.The samples in each country were quota-based by age, gender,
and region, and subsequently weighted to ensure a representative and internationally comparable view of the target groups surveyed.
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