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Introduction 
 
Without question, transportation is rapidly adapting to new global environmental realities.  

As more consumers and businesses across Western Europe opt for electric vehicles (EVs), 

there is reason for optimism in the fight to suppress CO2 emissions. But, while the ongoing 

growth of EVs will contribute to lower levels of greenhouse gas emissions there will be 

growing pains, at least in the short term. In particular, existing and prospective users of EVs 

will face challenges that have a direct impact on CX. 

 

No matter the country, EVs are a new phenomenon and are becoming very popular as an 

alternative to traditional petrol-guzzling transport. With this comes the need for objective 

information that buyers can trust, especially by providing them with details needed to make 

an informed choice when buying an EV.  Equally, for the manufacturers and retailers of EVs, 

having the best CX in place to communicate seamlessly has never been more important, as 

the before, during and post-sale periods will each bring distinct challenges.  Without this, EV 

brand loyalty will be a pipe dream. 

 

And then there is the matter of consumers charging an EV.  This has become one of the 

biggest hurdles in green vehicle adoption, and one that has the potential to slow the growth 

of EVs if handled incorrectly from a CX perspective.  These were all topics discussed in detail 

at the most recent Icon round table held in Q1 2022, which included experts from across the 

EV ecosystem. Their views are discussed in this report. 

 
 

Avoiding an EV knowledge gap 
 
Probably the biggest challenge highlighted in Icon’s EV round table is the potential 

knowledge gap that could emerge in terms of information that buyers and owners need, 

relative to what is made available by manufacturers and retailers.   

 

Participants emphasized that there is a major disconnect between what buyers of EVs 

anticipate regarding the cost of vehicle ownership versus the reality.  Even though 

consumers of EVs tend to be from higher-income demographics, aside from contributing to a 

greener environment there is an expectation that owning one will save them money.  And, 

while to some degree this is true in terms of savings on petrol or combustion-related 

maintenance, there is a higher upfront purchase cost that many do not expect.  In 

jurisdictions without government subsidies for EV buyers, this may exclude many from 

becoming EV owners.  Being up-front about these costs should be a priority for 

manufacturers and sellers of EVs. Otherwise, the relationship with prospective consumers 

will be tainted from the start. 

 

 



 

 

 

Equally, the moment of purchase is a concern.  Round table participants noted a worrying 

trend of ‘panic-buying’ among EV purchasers, leading them to buy a vehicle that may not be 

the best one for their needs.  Therefore, providing accurate information on different models, 

options and chargers have never been so important, and this remains a point in which 

dealerships and manufacturers must align. Otherwise, customer trust is compromised at the 

point of purchase. 

 
 

The Key CX challenges facing EV post-sales support & brand loyalty 
 
Once the EV owner leaves the dealership with keys in hand, then comes the challenge of 

ensuring long-term brand loyalty.  One of the most interesting facets of the Icon EV round 

table was the idea that as this vehicle segment gains popularity, new brands that exceed in 

post-sales support will rapidly gain consumer preference.   

 

An important element is making certain that existing owners of EVs have the opportunity to 

provide their own feedback on the experience of owning one of these vehicles, and act on 

concerns that they identify in their own user experiences.  

 

The round table participants were clear that as brands in the EV space find a pecking order, 

the rise to the top will be based on pre-and-post sale service.  It will be essential for dealers 

and manufacturers to differentiate based on proactive communications throughout the EV 

consumer lifecycle. This will require a channel strategy that permits EV buyers to 

communicate using both voice and digital means. In turn, having the right analytics in place 

will help develop a customized view of each consumer. 

 
 

Testing for EV success 
 
For most EV buyers, this is their first vehicle of this nature.  Thus, the ability to experience an 

EV beyond a simple test drive is crucial.  Getting used to how an EV accelerates, handles on 

the motorway, and brakes in a tight situation, all count in terms of what model to buy.   

 

Given that EVs are a relatively new mode of transport, and have a distinct flavor unto 

themselves in terms of how they handle, it is also clear that a simple one-hour test drive 

does not suffice for prospective new buyers.  Even though most western locations are 

planning on moving to 100% EV new vehicle sales by 2035, uncertainty about green options 

could push some to stay with traditional petrol-powered cars. 

 

To avoid such a scenario, dealers must consider that making EVs available for extended 

periods is important. Still, it is only half the battle.  Before the testing phase even begins, 



 

 

there is the issue of preconceptions and reality.  According to those taking part in the 

roundtable, one of the things that manufacturers and dealers need to do before a 

prospective buyer gets into a car is have a sense of what is being said about EVs down to the 

individual model. Controlling this narrative as much as possible is essential for strong word-

of-mouth reputation management.   

 

Much of this means ensuring the information that is being shared on EV forums or social 

media is accurate and up to date.  It also means working with content moderators to remove 

posts that are erroneous and could do brand reputation.  Beyond this, manufacturers should 

open an ongoing dialogue with existing owners to make certain that they have what they 

need to evangelize their EV experience to prospective buyers.  As mentioned by one 

participant in the round table, many potential buyers get the bulk of their pre-purchase 

knowledge from existing owners that live nearby. Thus, maintaining dialogue with this group 

is vital.  

 
 

Charging as an ongoing EV challenge 
 
Perhaps the biggest single challenge the EVs faces in the near-medium term is making 

certain that vehicle owners have access to charging facilities.  The problem of demand for 

EVs not meeting the required supply of charging stations is rapidly becoming the biggest 

pain point in this transport sector.  As was noted by a round table participant that specializes 

in all matters EV-charging, many owners have to try 3 charging points before finding one 

that has space (known commonly as the ‘triple jump’).  For those drivers that use 

commercial EVs, accessing these charging stations can be even more of an issue, based on 

where they circulate.   

 

This means that the pressure is on the dealers and manufacturers of EVs to ensure that as 

much information is made available to existing owners about charging to generate solid 

brand loyalty. Round table participants stated that this ranges from providing as much up-to-

date around where EV drivers can charge their vehicles through their own networks and 

forums to ensuring as much accurate information on third-party forums or social media 

channels.  Not being proactive in this regard will only drive frustration among owners and 

erode brand loyalty. 

 
 

Conclusions 
 
As consumers and businesses shift to greener alternatives, the proliferation of EVs is likely to be 
among the most pronounced changes in the broader economy.  However, with the growth of EV 
use by consumers and businesses, there will be heavy pressure from a CX perspective. 
 



 

 

For the firms manufacturing these vehicles, as well as those selling them, accurate product and 
network information are vital to the user experience.  By doing so, there will be increased 
stickiness between the consumer and the associated brands.  Also, these efforts need to be 
considered in regard to both direct communications with existing customers and those interested 
in taking on an EV. All this must reflect the scope of channels and external ones that EV buyers 
consult for information on prospective purchases.  And, maintaining a strong focus on charging 
information will remain an essential facet of success in EV CX for any company building or selling 
these vehicles. 
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