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MESSAGE TESTING PARTNER: BSP RESEARCH
EV Education Advertising Effectiveness

About BSP Research
BSP Research is a U.S.-based independent research and 
polling firm with two decades of experience in public 
opinion, messaging, and data analysis, especially across 
diverse and under-represented communities.

This firm emphasizes cultural competence in research 
design and interpretation to ensure results accurately 
reflect the perspectives of diverse audiences. Recognized 
for rigorous methodology and expertise in survey design, 
focus groups, and analytical interpretation.

Analytical Approach & Methods
BSP’s approach prioritizes high-quality, representative data 
so that insights are reliable and actionable.

Their research includes both qualitative (e.g., focus groups) 
and quantitative (e.g., polling) methods tailored to specific 
audiences and communications objectives. 

Credibility & Track Record
Works with a broad array of clients including political 
campaigns, advocacy organizations, academic 
institutions, media outlets, and community groups.

Known for producing research that reaches key 
decision-makers and contributes to strategic 
communications, policy discussions, and public 
understanding.

Certified as a Minority-Owned Business, underscoring 
its leadership and perspective in research on diverse 
populations. 
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METHODOLOGY

• Total N=1,800 adults in the United States (+/- 3.1%)
• All respondents have a driver’s license and none own electric vehicles

• Defined four geographic tiers based on propensity to purchase an EV
• Tier 1 (N=600): CO, CT, DC, DE, MD, MA, MN, NJ, NM, NY, OR, PA, RI, VT, VA, WA

• Tier 2 (N=500): AZ, FL, GA, HI, IL, IN, ME, MI, NV, NH, NC, OH, TX, UT, WI

• Tier 3 (N=300): AL, AK, AR, ID, IA, KS, KY, LA, MS, MO, MT, NE, ND, OK, SC, SD, TN, WV, WY

• California (N=400):

• Field Dates: June 22-June 30, 2026

• Survey completed online, and available in English and Spanish

EV Education Advertising Effectiveness
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KEY 
FINDINGS
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BASELINE INTEREST IN BUYING AN EV
How interested are you in buying an electric car, truck, or motorcycle? [Baseline response]

June 22-June 30, 2026   N=1,800 (+/-3.1%)

EV Education Advertising Effectiveness

21

19

23

25

13

14

14

14

14

13

32

32

30

33

33

33

36

33

27

41

TOTAL INTERESTED
65

TOTAL INTERESTED
67

TOTAL INTERESTED…

TOTAL INTERESTED
61

TOTAL INTERESTED
74

Total

Tier 1

Tier 2

Tier 3

California

Not at all interested Not too interested Somewhat interested Very interested 2025
Total Interested

58

59

56

52

73
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INTEREST IN PURCHASING EV AFTER FIRST MESSAGE 
EXPOSURE (BY MESSAGE THEME)
How interested are you in buying an electric car, truck or motorcycle? (Somewhat interested and very 
interested responses illustrated).

June 22-June 30, 2026   N=1,800 (+/-3.1%)
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65

67

63

62

68

73

71

75

73

73

Total (+8)

Gas (+4)

Cost (+12)

Charge (+11)

Choice (+5)

Somewhat/Very Interested: Baseline2025
Total Interested

Base: 58
After 1st: 64

(+6)

N/A

Base: 59
After 1st: 69

(+10)

Base: 58
After 1st: 64

(+6)

Base: 58
After 1st: 60

(+2)
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REACTION TO STATIC DIGITAL ADS
[After viewing digital ad collage] When thinking about the ads you just saw, what is your reaction?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

63

62

62

62

32

32

32

32

6

6

6

6

Gas Savings

Cost Savings

Charge

Choice

Positive Neutral Negative

N/A

Positive: 51
Neutral: 41

Negative:  7

Positive: 50
Neutral: 45

Negative:  5

Positive: 55
Neutral: 39

Negative:  6

2025
Reaction
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PLATFORM RECALL FOR DIGITAL ADS
[Among those who recall seeing digital ads] Where have you seen these ads? Select all that apply.

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

65

31

28

43

6

64

33

29

52

3

72

35

31

40

5

65

32

25

49

5

Social media (such as Instagram or Facebook)

Outdoor billboards or another outdoor digital
ad

Music streaming apps (such as Spotify)

Online digital ads or banners

Don’t remember

Gas Savings Cost Savings Charge Choice
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RECALL AND REACTION TO GAS SAVINGS BILLBOARD
Do you recall seeing this billboard or have you heard any news about it on social media, local media 
coverage, in the press, etc. before we showed to you just now?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

Recalls seeing 
billboard ad

23

No recall seeing 
billboard ad

77

Reaction to billboard ad
Thinking about the billboard you just saw, what is your reaction?

Interest in EV after exposure to billboard ad
If you saw the billboard on a highway or over a gas station, would it make you more 
interested in an EV?

57 37 6Total

Positive Neutral Negative

64

36
Total
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REACTION TO ANIMATED DIGITAL ADS
[After viewing animated digital ads with NO SOUND] When thinking about the ads you just saw, what is 
your reaction?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

65

63

63

29

31

32

6

6

5

Cost Savings

Charge

Choice

Positive Neutral Negative

Positive: 57
Neutral: 36

Negative:  6

Positive: 57
Neutral: 37

Negative:  6

Positive: 57
Neutral: 37

Negative:  7

2025
Reaction
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REACTION TO ANIMATED DIGITAL ADS (VIDEO)
[After viewing animated digital ads WITH SOUND] When thinking about the ads you just saw, what is your 
reaction?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

66

67

66

28

27

28

6

6

6

Gas Savings

Cost Savings

Charge

Positive Neutral Negative

Positive: 61
Neutral: 32

Negative:  6

Positive: 60
Neutral: 34

Negative:  6

2025
Reaction
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REACTION TO VIDEO ADS
[After viewing video ads WITH REAL PEOPLE] When thinking about the ads you just saw, what is your 
reaction?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

66

65

64

27

27

28

7

8

8

Gas Savings

Cost Savings

Charge

Positive Neutral Negative
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PLATFORM RECALL FOR VIDEO ADS
[Among those who recall seeing digital ads] Where have you seen these ads? Select all that apply.

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

64

42

39

37

3

57

46

43

34

3

65

50

39

26

3

Social media (such as Instagram,
Facebook, YouTube, etc)

Streaming services (such as Hulu,
Disney+)

TV (ABC, CBS, NBC, broadcast
networks)

Online digital ads

Don’t remember

Gas Savings Cost Savings Charge
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DETAILED REPONSE TO ADS: GAS SAVINGS THEME
[After all Gas Savings ads] Thinking about the ads you just saw, overall, how much do you agree that they 
communicated each of the following?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

80

78

73

14

15

20

5

6

7

EVs can save you money every month on gas

EVs save you money by not buying gas

You can save up to $2,000 a year not buying gas

Agree Neither Disagree
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DETAILED REPONSE TO ADS: COST SAVINGS THEME
[After all Cost Savings ads] Thinking about the ads you just saw, overall, how much do you agree that they 
communicated each of the following?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

79

77

77

76

76

16

16

15

17

17

5

7

7

7

8

EVs need fewer repairs than gas cars

EVs have lower maintenance costs than gas
cars

An EV can save you money

Driving an EV can save you thousands of
dollars over the lifetime of the car

I can save money by switching to an EV

Agree Neither Disagree 2025

Agree: 69
Neither: 22

Disagree:  9 

Agree: 68
Neither: 21

Disagree: 11 

Agree: 73
Neither: 18

Disagree:  9

Agree: 72
Neither: 19

Disagree: 10 

Agree: 69
Neither: 19

Disagree: 12
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DETAILED REPONSE TO ADS: CHARGING THEME
[After all Charging ads] Thinking about the ads you just saw, overall, how much do you agree that they 
communicated each of the following?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

82

81

80

80

79

77

75

74

13

14

15

15

16

15

18

17

4

5

5

6

5

7

7

9

Charging an EV can be done while you
sleep

EVs have enough range to take you
where you need to go as part of a daily…

Charging an EV is easy

Charging at home is simple

Fast charging makes it possible to
charge an EV quickly

Charging an EV is as easy as charging a
phone

EVs can go farther than I expected

EVs have enough range to go on long
trips

Agree Neither Disagree

A:80    N: 15   D: 5

A:77    N: 16   D: 6

A:78    N: 14   D: 8

A:75    N: 18   D: 7

A:74    N: 18   D: 8

A:77    N: 15   D: 8

A:72    N: 19   D: 9

A:66    N: 21   D:13

2025
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DETAILED REPONSE TO ADS: CHOICE THEME
[After all Choice ads] Thinking about the ads you just saw, overall, how much do you agree that they 
communicated each of the following?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

78

76

76

76

71

69

69

18

19

18

18

19

24

17

5

5

6

6

11

7

14

EVs are available in many sizes and vehicle
types

There are new EV options to choose from

There are EV options that fit different
lifestyles

EVs have cool features

EVs fit most people’s lifestyles

There are used EV options to choose from

An EV would fit my daily life

Agree Neither Disagree

A:75    N: 19   D: 6

A:74    N: 20   D: 6

A:72    N: 21   D: 7

N/A

A:62    N: 25   D: 13

A:70    N: 22   D: 8

A:59    N: 23   D: 18

2025
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DETAILED REPONSE TO ADS: ALL THEMES
[After all ads] Thinking about the ads you just saw, overall, how much do you agree that they 
communicated each of the following?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

70

69

68

68

67

67

66

65

65

14

14

16

16

16

16

16

18

17

16

17

16

17

17

17

18

17

18

I am more likely to learn more about EVs

I am more likely to explore EV options after
seeing this

I am more likely to consider an EV

I am more likely to take a test drive

I am more likely to consider an EV because it
is easier than I thought

I am more likely to talk to someone about EVs

I am more likely to purchase an EV than a gas
car for the cost savings

I am more likely to visit ElectricForAll.org

I am more likely to purchase an EV

Agree Neither Disagree

A:69    N: 17   D: 14

A:63    N: 20   D: 17

A:62    N: 20   D: 18

A:60    N: 21   D: 19

A:58    N: 23   D: 19

A:61    N: 21   D: 18

A:57    N: 22   D: 21

A:59    N: 22   D: 19

A:55    N: 24   D: 21

2025
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COMPARISON: REAL PEOPLE VS DIGITAL IMAGES
You were just shown two different creative approaches of communicating. Which is more effective at 
making you more interested in purchasing an EV?

June 22-June 30, 2026   N=1,800 (+/-3.1%)

EV Education Advertising Effectiveness

10

8

10

40

40

41

39

40

38

11

11

11

Gas Savings

Cost Savings

Charge

Animated ads with no real people Real people testimonial ads Both about equally Neither
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INTEREST IN PURCHASING AN ELECTRIC VEHICLE AFTER 
FULL SURVEY EXPOSURE — BY TIER (NET EFFECT OF ALL 
PERSUASION MESSAGES)
How interested are you in buying an electric car, truck, or motorcycle?

EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

65

67

63

61

74

74

76

74

70

81

Total (+9)

Tier 1 (+9)

Tier 2 (+11)

Tier 3 (+9)

California
(+7)

Somewhat/Very Interested: Baseline Somewhat/Very Interested: End of Survey

Base: 58
End: 67

(+9)

Base: 59
End: 69

(+10)

Base: 56
End: 61

(+5)

Base: 52
End: 66

(+14)

Base: 73
End: 77

(+4)

2025
Total Interested
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EFFECTS OF MESSAGING BY RACE AND AGE
EV Education Advertising Effectiveness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

65

58

74

82
75

86 86

75

55

37

73

66

84 86

79

91 92

81

67

47

74
68

86 87

76

88
91

83

69

52

Total… White… Latino… Black… Asian… 18-29yr… 30-39yr… 40-49yr… 50-59yr… 60+yrs…

Baseline After 1st Theme End of Survey

2025
Total Interest

Base: 58
1st: 64

End: 67
(+9)

Base: 49
1st: 57

End: 59
(+10)

Base: 78
1st: 82

End: 84
(+6)

Base: 75
1st: 76

End: 78
(+4)

Base: 63
1st: 68

End: 72
(+10)

Base: 75
1st: 79

End: 80
(+5)

Base: 72
1st: 79

End: 81
(+9)

Base: 64
1st: 68

End: 69
(+5)

Base: 49
1st: 51

End: 56
(+7)

Base: 30
1st: 41

End: 45
(+15)

% Responding 
“Yes.” Open
to EVs

Highest Levels 
of Openness
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EFFECTS OF MESSAGING BY GENDER, EDUCATION, AND 
INCOME

% Responding 
“Yes.” Open
to EVs

Highest Levels 
of Openness

June 22-June 30, 2026   N=1,800 (+/-3.1%)

65

76

55
58

60

77

55

61

72

83

73

81

66
69 69

80

66
71

77

86

74

81

69 71 71

81

67

75
79

86

Total
(+9)

Men
(+4)

Women
(+14)

<=HS
(+13)

Some College
(+10)

4yrDegree
(+5)

<=$39k
(+12)

$40k-$69k
(+14)

$70k-$99k
(+7)

$100k+
(+2)

Baseline After 1st Theme End of Survey

2025
Total Interest Base: 58

1st: 64
End: 67

(+9)

Base: 66
1st: 69

End: 70
(+4)

Base: 51
1st: 60

End: 63
(+13)

Base: 56
1st: 63

End: 67
(+11)

Base: 55
1st: 61

End: 62
(+7)

Base: 63
1st: 69

End: 70
(+7)

Base: 50
1st: 59

End: 63
(+12)

Base: 54
1st: 62

End: 63
(+9)

Base: 68
1st: 71

End: 73
(+5)

Base: 75
1st: 78

End: 79
(+4)
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EFFECTS OF MESSAGING BY HYBRID OWNERSHIP AND 
POLITICAL VARIABLES

% Responding 
“Yes.” Open
to EVs

EV Education Advertising Effectiveness

Highest Levels 
of Openness

2025
Total Interest

Base: 58
1st: 64

End: 67
(+9)

Base: 83
1st: 90

End: 87
(+3)

Base: 55
1st: 61

End: 64
(+9)

Base: 56
1st: 63

End: 64
(+9)

Base: 50
1st: 56

End: 57
(+7)

Base: 65
1st: 56

End: 63
(-2)

65

91

60

72

61 62
67

53

73

93

69

78
72

68
74

67

74

90

71

81

72 70
76

66

Total
(+9)

Hybrid
Househld(-1)

Non-Hybrid
Househld(+11)

Democrat
(+9)

Independent
(+11)

Republican
(+8)

RegVoter
(+9)

NotRegVoter
(+13)

Baseline After 1st Theme End of Survey

Base: 67
1st: 74

End: 77
(+10)

Base: 60
1st: 66

End: 68
(+8)
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SUMMARY
& FINAL 
THOUGHTS

RESEARCH
SUMMARY
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SUMMARY
Message Testing on Electric Vehicles 

• The entire sample is shifted more favorably toward EVs, both starting and ending the study 
more supportive than comparable moments in 2025 results.

• All of the messages resonate positively, and all the ad-types (including static images, digital 
animations, and live action commercials) test well. 
• Respondents pretty clearly prefer ads with actual people.

• Cost savings remains the most convincing message.
• Latino, Asian American and Black respondents at both the beginning (pre-message) and the 

end (post-message) of the survey were significantly more open to EV purchases than White 
respondents.

• The messages have larger effects among cohorts who start the survey less likely to purchase 
EVs, while they have smaller effects among groups who were already enthusiastic about EVs.

• The gap between being curious about EVs and being ready to purchase narrowed from 14 
points to 5 points between the 2025 wave and the 2026 wave.

• Gaps were closed with the hardest-to-reach audiences, including adults 60+ (+22 points), rural 
markets (+18 points), women (+18 points), women (+18 points), lower-income households (+17 
points) and those with a hugh school education (+15 points).
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THANK YOU!
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