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DISCLAIMER

The statements and conclusions in this report are those of the contractor and not necessarily those
of the Califormia Air Resources Board. The mention of commercial products, their source, or their
use in connection with material reported herein is not to be construed as actual or imphed
endorsement of such products

DISCLAIMER
The contents of this report reflect the views of the authors, who ars

responsible for the facts and the accuracy of the information ?resented
herein. This document is disseminated under the sponsorship of the —
Department of Transportation, University Transportation Centers Program,
in the interest of information exchange. The U.S. Government assumes 1o
liability for the contents or use thereof.
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ABSTRACT

We report the results of a survey of the potential demand for electric vehicles (EVs) among
a subset of California households. We Iimit our analysis to one group of potential hybrid
households. These households own two or more hight duty vehicles and buy new vehicles
of the body styles we expect will be offered as electric vehicles. These characteristics
identify households who may be able to incorporate at least one limited range vehicle into
their household vehicle holdings with no, or minimal, affect on household lifestyle choices.
We define hybrid households to be those households that choose an electric vehicle in the
choice exercises m the survey. We formulate our central research question as the hybrid
household hypothesis. It states that potential hybrid households will choose to include at
least one EV 1n their household fleet of vehicles, thus becoming hybrid households.

We believe that this subset of potential hybrid households buys between 35 and 45 percent
of all new, light-duty vehicles sold in California every year. The survey instrument was
adminstered to households who belong to this subset of households in 6 metropolitan
areas of Califorma. Four hundred and fifty-four households completed and returned the
questionnaire.

The hybrid household hypothesis is supported by our respondents’ choices. In two
different choice scenarios, nearly half our sample mdicates they would choose an electric
vehicle as their next new vehicle. Even among those who indicate their next new vehicle
would be either a gasoline or natural gas vehicle, some indicate they would choose an EV at
some point in the future.

Based on the responses to the vehicle choice exercises and on the share of the market that
our sample represents, we find the market potential for EVs to be 13 to 15 percent of the
annual, new light-duty vehicle market in California Based on past annual sales of 1.4
million new, hight-duty vehicles in California (a typical market during the past few years),
the EV market share represents between 186,000 and 213,000 vehicles annually. This 1s
subject to several assumptions, most importantly that, besides smaller EVs, consumers will
be able to choose from midsize EVs that have driving ranges between 60 and 150 mules and
that EVs will be priced comparably to gasoline vehicles Even if the former 1s not true, and
only sub-compact and compact body styles are available, the potential market for EVs
among hybrid households will be no less than 7 percent of the new hight-duty vehicle
market.

We believe therefore, there 1s sufficient household consumer interest in EVs to satisfy the
mandated 2 percent level of sales of zero emussion vehicles (ZEVs) in the year 1998 as well
as the 5 percent level 1in 2001 given current EV technologies To meet the mandated level of
10 percent of hight-duty vehicle sales 1n the year 2003. will require erther that advances in
electrical storage technology allow for mid-size electric vehicles with driving ranges of 60
to 150 miles or the sale of sufficient smaller EVs to the market segments not surveyed for
this study—commercial and government fleets and households that do not meet the
potential hybrid household definition used 1n this study
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EXECUTIVE SUMMARY

Introduction

The California Air Resources Board will soon require that auto-makers offer for sale “zero
emuission vehicles” (ZEVs) n California. Starting 1n 1998, the auto-makers subject to this
mandate will be those who sell more than 35,000 vehicles in California whose laden weight
is less than 3,750 1Ib. They must offer for sale ZEVs in sufficient numbers that at least 2
percent of all the vehicles (under the weight limut) that they offer for sale, are ZEVs. This
mandate 1s flexible in two ways: sales of ZEVs weighing between 3,750 Ib. and 5,750 Ib.
are not required, but any such ZEVs will count toward the mandate and auto manufacturers
can obtain credits from other manufacturers who exceed their quotas. This 2 percent level
increases to 5 percent 1n the year 2001. In the year 2003, the mandate changes in two

ways. First, any auto maker who sells more than 3,000 vehicles that are under the 3,750
Ib. weight limit will be subject to the mandate. Second, the proportion of ZEVs offered for
sale nises to 10 percent. Currently, the only type of vehicle to meet the ZEV defimition is
electric-powered vehicles (EVs) that store their energy in battenies. The idea behind the
mandate is to kick start a competitive industry for clean cars that need no emissions systems
testing, suffer no long term degradation of emissions control equipment, and will help to
eliminate emmussions from urban centers in California.

Market research for ZEVs 1s difficult because, besides having no tailpipe emissions, electric
vehicles are different from gasoline vehicles in ways which are unfamiliar to consumers,
most notably the way in which energy to drive the wheels is stored, used and replenished.
Compared to the fuel tanks of gasoline vehicles, which store at least 300 miles of fuel,
current EV battery technologies store a very imited amount of energy. Current EVs must
be recharged after 60-120 mules of use depending on the type of batteries and vehicles.
Compared to refueling gasoline vehicles, recharging electric vehicles can take hours,
depending on the voltage and sophistication of recharging equipment. However, there are
potential advantages to electric vehicles which mitigate these limuts, primarily that
recharging can take place at many locations where cars are parked, including home, work
and public parking, thus ehiminating special trips to refueling stattons. EVs can also be pre-
cooled, heated or defrosted while they are being recharged. Electric vehicles will have new
driving, braking and sound characteristics which may appeal to some drivers. Additionally,
electric vehicle costs and maintenance schedules will be different, offering advantages to
some users. Finally, some drivers who dislike gasoline for its smell, toxicity or
combustion dangers as well as prefer a vehicle with no tailpipe emissions may prefer
electric propulsion.

The limited range and long recharge times of EVs have been seen by market analysts as
either a fatal flaw or a minimal himatation. Econometric models of stated preferences purport
to show almost no market for EVs. Travel behavior studies which study travel patterns,
purport to show sizable markets We report here the results of a survey for the electric
vehicle market designed to resolve this conflict. In the absence of established purchase
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preferences or habits for EVs which could be measured in conventional surveys, we
investigate here a central research question we call the kybrid household hypothesis:

A driving range limit on one household vehicle will not be an important
barrier to the purchase of an EV by a potential hybrid household.

Underlying this hypothesis, 1s the assumption that electric vehicles could be compliments
to gasoline vehicles in many multi-vehicle households given some of the advantages listed
above. A hybrid household is one which combines electric vehicles and gasoline vehicles
into its household fleet. We limut our analysis to one group of potential hybrid households.
These households own two or more light duty vehicles and buy new vehicles of the body
styles we expect will be offered as electric vehicles. These characterstics 1dentify
households who may be able to incorporate at least one limited range vehicle into their
household vehicle holdings with ne, or minimal, affect on household lifestyle choices. We
believe that our subset of potential hybrid households buys between 35 and 45 percent of
all new, light-duty vehicles sold in California every year.

Based on the hybrid household hypothesis, and on the share of the market that our sample
represents, we predict the market potential for EVs to be 13 to 15 percent of the total, new
light-duty vehicle market in Califorma. Based on a projected sale of 1.4 million new, light-
duty vehicles in California (a typical sales number from the past few years), the EV market
share represents between 186,000 and 213,000 vehicles. This is subject to several
assumptions, most importantly that, besides smaller EVs, consumers will be able to choose
from mudsize EVs that have dniving ranges between 60 and 150 miles and that EVs will be
priced comparably to gasoline vehicles. Even if the former is not true, and only sub-
compact and compact body styles are available, the potential market for EVs will be no less
than 7 percent of the new light-duty vehicle market, still above the 5 percent level.
Additionally, this analysis has not included potential commercial fleet sales.

The hybrid household hypothesis is supported by our respondents’ choices in the survey.
In two different choice scenanos, nearly half our sample indicates they would choose an
electrnic vehicle as their next new vehicle. We believe therefore, there is sufficient consumer
interest in EVs to satisfy the mandated level of sales of 2 percent zero emission vehicles
(ZEVs) in the year 1998 as well as the 5 percent level in 2001, even if EV technologies are
limzted to currently available technologies. To meet the mandated level of 10 percent EVs in
the year 2003, will require either that advances in electrical storage technology allow for
mid-size electric vehicles with dniving ranges of 60 to 150 miles or the sale of sufficient
smaller EVs to the market segments not surveyed for this study—commercial and
government fleets and households that do not meet the potennial hybrid household
definition used in this study.

Survey Design

Our survey was designed to overcome some of the himitations of previous EV market
research; primarily we strove to inform participants about EV technology and to help
participants assess the effects of electric vehicle technology on therr lifestyle. The survey
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was developed to test what we call the hybrid household hypothesis. This hypothesis is
implicit in much previous work, but has not been explicitly tested.

The survey was administered through the mail. It consisted of 4 parts.

Part One: A preliminary questionnaire of household vehicle holdings, previous
vehicle purchase patterns, demographics and environmental attitudes.

Part Two: A three day travel diary, a map for recording household activity
locations, and questionnaire based on these two for the two primary drivers 1n the
household.

Part Three: A 15 minute informational video on electric and natural gas vehicles
and CARB’s ZEV mandate, as well as a set of magazine and newspaper articles on
electric vehicles, the electric vehicle industry and the mandate. The information
packet was designed to present a balance and variety of information. References for
the articles are in Appendix B.

Part Four: A set of new car purchase experiments that included two different new
vehicle purchase situations. The first, Choice Situation One, included electric
and conventional gasoline fueled vehicles. It was designed to test the hybrid
household hypothesis. Choice Situation Two was a more complex market
scenario with a number of alternative fueled vehicles including reformulated
gasoline, natural gas vehicles and hybrid electric vehicles, 1n addition to three types
of electric vehicles.

It 1s important to understand that the choice expeniments are not intended as forecasts or
predictions of future vehicle market scenarios. They are intended to maximize the
information we gain about household response to driving range limits and home
recharging As such, the differences and similarities between vehicle types expressed in the
choice experiments are a blend of existing, expected, and experimental design features For
example, it 1s both an exusting and expected feature of electric and natural gas vehicles that
they will have shorter driving ranges than gasoline vehicles. It 1s part of our experimental
design that we have limited natural gas vehicles to ranges that are shorter than those already
demonstrated for some natural gas vehicles.

Another intentional design feature of the choice experiments 1n Pagt Four was that we do
not use purchase prices to differentiate vehicles that use different fuels and propulsion
systems Prices are used to distinguish between body styles, trim levels, and optional
equipment, just as they do 1n today’s car market. Prices of alternatively fueled vehicles are
kept roughly comparable to gasoline to keep the focus of the study on consumer response
to limited range and home recharging. These are the two fundamentally new attributes of
electric and, to a lesser degree, natural gas vehicles.

Thus, one potential criticism of this study may be that we have priced EVs too low The
price of EVs 1s a central 1ssue in the ZEV debate, but it 1s a hughly uncertain and politicized
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vaniable. Some auto companies claim that electric vehicles will be priced at much more than
gasoline vehicles. Most of this concern comes from the currently high price of batteries.

We counter this argument thus. It is true that the price for an EV with a certain driving
range and the cost of building that EV are related through the cost of the battery. But the
performance levels we offer in EVs are in many cases very modest, and well within the
technical feasibility of existing EV and battery technology. For example, we define a range
class of “community EVs” that are modest mn terms of their range and performance; several
examples of such vehicles are already on the road. We see little reason for such vehicles to
persistently cost any more than gasoline vehicles of comparable body styles. Our price
assumption is far more speculative when we consider longer range, mid-size electric
vehicles and we address thus 1ssue in our analysis and conclusions.

Sample design

The survey was aimed at a specific portion of the light duty vehicle market-—households
with two or more cars, who buy new cars, who have at least one vehicle they purchased
new that 1s not a full size van, sedan, truck or sport utility, and who have a logical location
to recharge a vehicle while it 1s parked at home. Seven hundred forty such households were
recruited from 6 metropolitan areas of Califormia. They were offered $50 to complete the
survey. 454 households completed all four parts of the survey, a total response rate of
61%. We compared this sample to other, larger sampies from studies of the new car buyer
market. We conclude our sample is representative of households that buy new cars.

Testing the Hybnd Household Hypothesis

To state the hybrid household hypothesis 1 a form we can test, we must make the
following assumptions. Our sample selection critena define what we believe to be the
largest and most likely group of potential hybrid households. We assume that over a long
period of ime, hybnd households will choose to buy an EV about one in every N times
they buy a new vehicle, where N is the number of vehicles they own. Given that we have
found in previous work that about 8% of households who meet our selection criteria are
unable to adapt to limited ranges because of their travel needs, and that our sample in this
survey owns on average 2.43 cars per household, then the hybrid household hypothesis
becomes:

H,: at least 38% of our sample will choose an EV for their next new vehicle.

The hybrid household hypothesis 1s supported by our respondents. In fact, more
households chose an EV than the hypothesis predicts. In the most robust test of our
hypothesis, Choice Situation One, participants were offered a conventional gasoline vehicle
in all vehicle body styles or a moderate range electric vehicle (80-100 mules) in all but fuli
sized vehicle categories.

46% of our sample chose an EV over a gasoline vehicle for their next household vehicle.
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Explanations other than the hybrid household hypothesis, such as environmental attitudes,
income, age, sex or education, do not explain the distribution of choices as well as does the
hybrid household hypothesis. These other household characteristics do contribute in less
significant ways to explaining to the size and development of the market.

Travel patterns of participants

Among the reasons the hybrid household hypothesis is that most households’ travel
patterns are not a serious barrier to use of an electric vehicle. We note the following:

e The median one way commute distance of participants in this study is 10 miles;
e  90% of all one way commute distances in this study are under 35 mules;

¢  90% of cntical destination distances are under 50 miles, where the critical
destination distance is the distance to an important destination a person needs to
reach even if an “unlimited” range vehicle 1s not available.

Range . recharging ., battery and vehicle body choices
In Choice Situation One, EVs were offered 1n seven body styles. EVs were offered
with two different battery packs that had different ranges and costs:
e Type 1 was standard equipment and offered 80 or 100 miles driving range
(depending on body style}—37% of those who chose an EV chose this battery;

e Type 2 cost $1,200 more and offered 100 or 120 miles driving range (depending
on body style)—63% of those who chose an EV chose this battery

The graph below illustrates the distribution of Type 1 and Type 2 battery choices, showing
the concentration of Type 2 choices in mud-sized vehicles categones.

40% -
35%
30% -

25%
20%

Type One
B Type Two

15% -+
10% A
5% -
0% +

Sports Compact Small Small Compact  Md- Minivan
Car Pick-up Sport Sedan Sedan sized
Utility Sedan
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In Choice Situation Two, range and recharging choices were far more complex. In this
more detailed scenario, households were offered a wider range of vehicles, including
natural gas fueled vehicles (NGVs) with 80 or 120 miles of range, and hybrid electric
vehicles with 140 and 180 miles of extended range (40 and 80 miles of battery only range).
Replacement battery prices (minus core refunds) in this groups ranged from $800 for a
small conventional lead acid battery pack in the neighborhood electric vehicle (NEV) to a
$4,000 advanced battery pack in the Regional Electric Vehicle.

Types of vehicles offered in Choice Situation Two

Neighborhood electric, range 40 miles, top speed 40 mph (small sedan only)
Community electric, range 60 or 80 mules, top speed 75 mph (no full size styles)
Regional electric, ranges 120 to 150 miles, top speed 85 mph (no full size styles)

Hybrid electric, ranges 140 or 180 (40 or 80 on batteries), top speed 85 (no full
size styles)

5. Compressed natural gas, ranges 80 or 120, all body styles
6. Reformulated gasoline, range same as current gasoline vehicles, all body styles

Distnibution of vehicle choices in Situation Two

- WS T NS R

Compressed natural gas: 88 households, 19%
Reformulated gasoline: 154 households, 34%

Range groupings of vehicle choices in Situation Two {includes NGVs)
e 75 households chose vehicles with 40-80 miles of range
e 112 households chose vehicles with 120-130 miles of range
e 106 households chose vehicles with 140-180 mules of range
e 154 households chose vehicles with ranges similar to existing gasoline vehicles.

Home refueling/recharging capability.

s 246 households chose vehicles which refuel or recharge both at home and away-
from- home (EVs and NGVs plus home refueling apphance).

I. Neighborhood electric: 19 households, 4%
2. Community electric: 28 households, 6%
3. Regional electnc 119 households, 26%
4. Hybrid electric: 44 households, 10%
5.
6.

¢ 206 households chose vehicles that refuel away-from-home only (NGVs without a
home refueling appliance and gasoline vehicles).

Interpretations of range and recharaing choices and vehicle refueling habits

As noted in several of our previous studies, understanding consumer response to driving
range requires careful attention to household fleet composition, consumer leamning
processes (especially as consumers have previously not considered the impact of reduced
range on lifestyle choices), changes 1n vehicle range instrumentation, and the recharging
infrastructure (home and away-from-home).
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We find in this study that consumer travel patterns are less of an obstacle to limited range
vehicles than 1s lack of experience and knowledge with electric vehicle technology.
Additionally, previous market research has failed to consider consumer response to the
whole package of likely EV features, including precise range instrumentation and new
recharging infrastructure. Further, they did not present new vehicle choices in the context
of the household’s fleet of vehicles. The findings we report in the body of the report on
consumer travel patterns, use of existing range instrumentation in gasoline vehicles, and
refueling behavior give evidence that gasoline vehicles currently do not meet consumer
wants for much of their local driving tasks, a job that electric vehicles may do better.

Finally, 1t has been argued by others that to make it 1n the market, electric vehicles must
have equivalent ranges and refueling times as gasoline vehicles. We believe this is an
extreme and unwarranted position. We argue tnstead there ts a viable niche market for
“short” range electric vehicles i multi-vehicle households, just as there are niche markets
for pick-up trucks and minivans.

We believe from the results of this study and previous studies we have done, that it 1s more
important to provide a less expensive battery capable of providing 60 to 100 miles of range
than to develop an expensive battery for vehicles with 200-250 miles of range The
margmal utility for electric vehicles with ranges above approximately 150 miles will rapidly
approach zero so long as there are gasoline vehicles on the road which have 300-400 miles
of range and can be refueled in less than 5 minutes. The utility of EVs with short ranges
and home recharging lies primarnily in their complementary relation to gasoline vehicles in a
hybrid household to provide diversified, personal transportation services.

Choices of body stvles

The most commonly chosen body style for any vehicle type was md-sized sedan (114
households), with minivan (64 households) a distant second, followed by compact sedan
(41 households), and small sedan (39 households). The single most frequently selected
vehicle m our study was a mud-size regional electric sedan (41 households). At present we
have not seen any mid-size regional electric vehicles demonstrated, although expected
advances in batteries combined with light weight matenals could fulfill this expectation by

the year 2003.

If electric storage technology does not advance to allow mud-size electric vehicles with
ranges up to 140 miles by the year 2003, then given the results of this survey, the EV
market potential for smaller and shorter range vehicles represented by our sample is about
7% of annual, new light duty vehicle sales. Additional EV sales to commercial and
government fleets and to other household market segments would be required to meet the
10% mandate level

Vehicle choice and intended trip use

The body style a household chooses 1s shaped by a defining purpose for that vehicle. While
a household may use a vehicle for all types of travel, the choice of a particular body style is
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often determined by the desire to access one particular type of activity. Thus, while one
household member might commute to work everyday in a sport-utility vehicle (SUV), the
reason the household bought a SUV, rather than any other body style, may have been to
access recreation activities on weekends. In this case, the defining purpose is weekend
recreation travel, not commuting. We recognize that not all vehicles are purchased for
purely utilitarian reasons. We allow households to choose vehicles simply for styling and
appearance. Below are the defining purposes for the body styles of the vehicles chosen in
Situation Two by all participants.

e Commuting to work or school: 188 households, 47%

e Vacation or weekend travel: 91 households, 23%
e Chauffeur children: 44 households, 11%
¢ Looks and styling- 36 households, 9%
e Hauling loads: 19 households, 5%
e Business errands: 16 households, 4%
e Chauffeuring clients: 8 households, 2%

These defiming purposes affect what types and sizes of vehicles are chosen. For example,
70 of the 90 households who said vacation travel was the defimng purpose of their vehicle
choice chose natural gas or reformulated gasoline vehicles in Choice Situation Two. The
majority of the twenty remaining "vacation" choosers selected the longest ranged regional
electric. Similarly, those choosing "hauling loads" selected natural gas and reformulated
gasohine. Within the defining purposes of "commuting” and "chauffeuring chuldren”, more
households choose regional EVs than chose gasoline vehicles.

Life-cycle: Effect of age and presence of children on choices

We found in previous research (Turrentine et al 1992) that households of mid-aged adults
with children favored EVs more than other household types. We surmised that these
households had stronger ties to community health goals (for their children), more routine
driving patterns and higher mncomes. We also found that households of retired persons
tended to reject EVs more strongly than other household types. We find similar resuits in
this current study. Households of two or more adults whose youngest child 1s 15 years old
or younger are more likely to buy a regional EV than they are to buy a gasoline vehicle.

We develop a model that links household life cycle, and defining purpose of the next new
vehicle to vehicle type choices. Analyzing life cycle, defining purpose for the vehicle, and
vehicle type choices reveals that young families were very much more likely to choose an
EV than any other type of vehicle, 1if thesr defining purpose for the vehicle was either to
chauffeur children or commute to work or school Commuting in general was associated
with a hugher probability of choosing an EV, regardless of life cycle. Among those
households that did not choose EVs were those retired households selecting a vehicle for
weekend and vacation travel.
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How green is the market?

Prior to the ZEV mandate there had been little politicizing of automobile purchase choices
along environmental lines. Fuel efficiency has never really entered consumer deliberations
about vehicle purchases in the same way that some EV proponents and opponents assume
emissions will. Primarily because of uniform vehicle emission standards (until the advent
of CARB’s low emission vehicle program), consumers have not chosen among cars
differentiated by, or marketed based on, their emissions. Certified differences in emissions
of new cars are minor and not advertised to consumers. Neither are differences in
emissions part of any public health campaign. Thus a zero emission vehicle market 1s an
entirely new development.

It remains to be seen what consumers will do in this market. It isn't clear yet what the
social context of such a household choice will be. We don't know the extent to which car
makers will want to promote or differentiate vehicles on environmental attributes, whether a
public health campaign will be waged to draw consumer attention to the emussions benefits
of ZEVs or ULEVs, or what kinds of promotional and counter-promotional infrastructure
will be put 1nto place by communities and interest groups to influence consumers.

Any number of opinion polls and market research projects (including our own) have shown
broad public support for electric vehicles. Despite such general support, there are serious
doubts about whether consumers will shoulder any of the financial burden of electric
vehicles. Our previous research, though informal, seems to confirm the opinion that not
many consumers will pay extra for electric vehicles. Cars are already expensive: the buyers
we interviewed were already stretching their budgets to buy the cars they wanted Large
additional cash (or credit) outlays for “green” autos were not realistic for most of these
households. Only a munority of affluent, environmentally conscious households could
afford to pay premium prices to express their environmental proclivities through therr
automobile purchases. While we expect these buyers to Le important in the early years of
EV markets and to influence other buyers, their numbers are small and should not be
counted on for reaching mandates in later years of the market.

In thus survey though, a high percentage of all our participants put the environment high on
their list of concerns They show strong support for electric vehicles and public health
campaigns. Over 3/4 of our respondents thought that environmental problems are the
biggest, or among the biggest, crises of our times. Automobiles are seen as a significant
source of pollution Nearly half our respondents (46%) perceive gasoline to be extremely
toxic, and another 37% perceive it to be somewhat toxic. These findings suggest a
pervasive concern with environmental degradation and public health, and a perception that
gasoline and gasoline vehicles are an important part of the problem.

While we find that practical issues of cost and usefulness dominate the final decision to
purchase an electric velucle among the majonty of our participants, environmental concerns
have a strong influence over their information search behavior. That 1s, their concern for
low emussions encourages them to seek out and evaluate electric vehicles for purchase
consideration. Finally, all things equal, most households are more interested in electric
vehicles rather than gasoline vehicles because of the emissions benefits.
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Conclusions and recommendations

The results of this study give strong evidence of a market for EVs large enough to fulfill the
year 1998 and 200! mandates with current electric vehicle and battery technologies. Our
results indicate that fulfilling the year 2003 mandate will require either EVs having
advanced batteries and mid-size body styles (in particular md-size sedans and minivans),
or sufficient sales of EVs to commercial or government fleet and to household market
segments outside our sample of potential hybrid households.

We believe that it is more important to market less expensive battery-powered EVs capable
of providing driving ranges of 40 to 120 mules than to develop more expensive battery-
powered vehicles with ranges 1 excess of 150 miles. So long as people persist in believing
EVs must mumic the long range and short fueling times of gasoline cars, practical EVs will
elude us until new electric energy storage technologies can be commercialized. However,
we argue that the utility of short range, home recharged EVs lies in their complementary
relation to gasohne vehicles and in their ability to provide diversified transportation services
in a hybnd household. Marketed as such, 1t appears to us that both the state of the art 1n
technology and consumer demand are adequate to launch the market for ZEVs.

Thas study assumes EVs will be priced comparably to gasoline vehicles. There are concerns
that EVs will cost much more. We recommend that the California Air Resources Board
investigate the probable prices of mass produced EVs and 1dentify strategies to mitigate
large price differences, if such differences should be found to exist. For meeting the 1998
mandate, such an investigation should focus on determining the costs of small and compact
vehicles with driving ranges from 60 to 150 miles. There is a demonstrated need to
convince policy makers and consumers that such vehicles are technologically viable and
economically competitive with gasoline vehicles. For meeting the 2003 mandate or long
term goals, the possible price of mass-produced mud-size EVs should be investigated.

The estimate we offer for the portion of the annual hight-duty vehicle market represented by
hybnid households (35-40%) 1s conservative. Given the importance of understanding the
nature of the stocks of vehicles that households buy and own (at the household level, not
some aggregate level) 1t is important that data on household vehicle stocks be publicly
available. This data could offer a better estimate of the hybrid household segment.

The many different possible designs of hybnd electric vehicles pose complex research,
policy and market problems. Consumer response to hybrnid EVs, whether a particular
hybrid EV design satisfies ULEV or ZEV defimtions, and the technological hurdles to
building a hybrid EV are all intertwined. We tested household responses to one possible
hybrid EV. In the near future, CARB may wish to mnvestigate more fully household
response to hybrid vehicles

Finally, we suggest that CARB or the appropriate state agency prepare consumers for the
coming market for electric vehicles by educating potential hybrid households of the
possible benefits and lifestyle imphications of EVs in a household fleet.
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INTRODUCTION

The California Air Resources Board will soon require that auto-makers offer for sale “zero
emission véhicles” (ZEVs) in California. Starting in 1998, the auto-makers subject to this
mandate will be those who sell more than 35,000 vehucles in California whose laden weight
is less than 3,750 Ib. They must offer for sale ZEVs in sufficient numbers that at least 2
percent of all the vehicles (under the weight limut) that they offer for sale, are ZEVs. This
mandate is flexible in two ways, that ZEVs sales in weight categornies between 3,750 1b.
and 5,750 b. will count for credits and that manufacturers can obtain credits from other
manufacturers who exceed their quotas. This 2 percent level increases to 5 percent in 2001.
In the year 2003, the mandate changes in two ways. First, any auto maker who sells more
than 3,000 vehicles that are under the weight Iimit will be subject to the mandate. Second,
the proportion of ZEVs offered for sale rises to 10 percent. Currently, the only type of
vehicle to meet the ZEV definition 1s electric-powered vehicles (EVs) that store their energy
in batteries. The 1dea behund the mandate is to kick start a competitive industry for clean
cars that need no emissions systems testing, suffer no long term degradation of emissions
control equipment, and will help to eliminate emissions from urban centers in California.!

The auto-makers are resisting and criticizing the mandate, claimung consumers will not
want these electric vehicles because of their limited driving range. Given current vehicle
technologies, the only type of vehicle that will meet the zero emission definition is electnic
vehicles (EV) that store their energy in batteries. But currently available batteries have low
energy densities, which results 1n greatly reduced driving ranges compared to gasoline
vehicles. Also, typical battery recharging times are measured in hours, not minutes.
Limited range and long recharge times create uncertainty and skepticism about the
possibility of selling battery electric vehicles to consumers habituated to long driving ranges
and quick, ubiquitous refueling.

Market research on ZEVs 1s difficult because, besides having no tailpipe emissions, electric
vehicles are different from gasoline vehicles 1n ways which are unfamihar to consumers,
most notably the way 1n which energy to drive the wheels is stored, used and replenished
Compared to the fuel tanks of gasoline vehicles, which store at least 300 mules of fuel,
current EV battery technologies store a very limited amount of energy. Most existing EVs
must be recharged after 60-120 miles of use depending on the type of batteries, vehicles
and dnving Compared to refueling gasoline vehicles, recharging electric vehicles can take
hours, depending on the voltage and soplustication of recharging equipment. However,
there are potential advantages to electric vehicles which mutigate these himits, primanily that
recharging can take place at many locations where cars are parked, including home, work
and public parking, thus eliminating special trips to refueling stations EVs can also be pre-
cooled, heated or defrosted while they are being recharged. Electric vehicles will have new

MThrou ghout this report we use the terms *“car”, “automobile”, “hight-duty vehicle” and “vehicle” interchangeably We do so
for variation tn the text In each instance, unless expressly defined otherwise, we mean light-duty passenger cars and trucks,
including minivans, pickup trucks and sport utility vehicles
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driving, braking and sound characteristics which may appeal to some dnivers. Finally,
some drivers who dislike gasoline for its smell, toxicity or combustion dangers as well as
prefer a vehicle with no tailpipe emuissions may prefer electric propulsion.

This report summarizes the responses to a statewide survey and other research by the
authors on consumer response to limited range, electric vehicles?. We conceptualize
household response to hmited range vehicles as the hybrid household hypothesis. We
develop the hypothesis in greater detail below, but it can be stated simply as: potential
hybrid households will find EVs to be practical and desirable choices for at least one of
their household vehicles. A household that combines EVs and gasoline vehicles in its stock
of vehicles is one example of what we call a hybrid household. In contrast to a hybrid
electric vehicle that combines electric and heat engine drive systems 1n one vehicle, a hybrid
household chooses two vehicles with different types of energy systems and then must
allocate household travel accordingly. We note that a household that chooses a hybrid
electric vehicle is also a hybrid household.

This research directly tests whether consumers will buy EVs in sufficient numbers to
satisfy the ZEV mandate. Our conclusions are based on the results of a statewide survey of
households that buy new cars. The survey is the culmination of three years of research into
the household market for EVs. As such, we include results of some previous studies that
provide insights germane to our research design. We define our central hypothesis-—the
hybnd household hypothesis—in the next section. We follow that with a discussion of our
research and survey instrument design. That section includes a review of past research,
including our own and that of other researchers, that was instrumental in our formation of
the hybrid household hypothesis and guided the design of our survey instrument. Next we
describe how we selected our sample and compare it to other samples of new car buyers
and other samples of households. We develop the details of our estumate of the proportion
of the total light-duty vehicle market that we believe our sample represents. We then report
the results of our test of the hybnd household hypothesis and provide an expanded
discussion of the choices of driving ranges and vehicle recharging options made by our
respondents. We develop a detailed image of one plausible future light-duty vehicle market
and use that image to explore changes in household vehicle choices and the types of
households who buy EVs. The last section of results provides an in-depth discussion of
environmental dimensions of vehicle choices within our choice experiments and their
possible implications for the sale of environmentally more benign vehicles. We close with a
section of summary conclusions and recommendations.

2in fact, the survey includes natural gas vehicles too We address both electric and natural gas vehicles in this report, but
the fundamenta! premuses of this research, the basic design features of the survey instrument, in fact, the very reason for
tius entire study 1s the market for electric, not natural gas, velicies We include natural gas vehicles because they are part of
a plausibie future scenano for hght-duty vehicles, because they are intermediate between EVs and gasoline vehicles on
certain vehicle attnbutes, and because our onginal proposal to one of the sponsors of this research ncluded an assessment

of the market potential of natural gas vehicles

PAGE 12



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

THE HYBRID HOUSEHOLD HYPOTHESIS

In a broad sense, the nitial target markets for EVs are commercial, utility and government
fleets and the growing number of multi-car households. We focus on the household market
in this report. The new technical features of electric vehicles indicate a niche market for
consumers; multi-vehicle households that prefer to specialize the types of vehicles 1n their
household fleet. In such a market miche, EVs should not be seen as simple one-for-one
substitutes for ICEVs. EVs offer new limstations as well as new capabilities. They
comprise an alternative travel technology that owners must learn to integrate with familiar
gasoline vehicles.

Who are Hybrid Households?

A household that combines electric and gasoline vehicles 1n 1ts stock of vehicles is one
example of what we call a hybrid household. In contrast to a hybrid electric vehicle that
combines electric and heat engine propulsion systems in one vehicle, a hybrid household
chooses two vehicles with different types of energy systems and then must allocate
household travel accordingly. We note that a household that chooses a hybrid electric
vehicle 1s also a hybrid household.

The criter1a used to select households for this study identify those whom we believe
represent the largest single group of potential hybrid households. These households already
make vehicle purchase decisions that render the formation of a hybrid household fleet most
plausible—they already own multiple vehicles, they buy new vehicles, and they own at
least one vehicle of the body-styles most likely to be offered as EVs.

This group does not represent all households that may buy EVs Other potential EV buyers
include: households that do not buy new cars but would buy a new car to buy an electric
vehicle; households that do not own vehicles of the likely EV body-styles, but would buy
one to get an electric vehicle; and single car households that would become two car
households by purchasing an EV. These households would have to make some change to
their vehicle purchase behavior in order to buy an EV. To focus only on those households
who face the least barriers to EV purchase, we exclude them from the sample for this study
and focus only on those we have defined to be potential hybrid households.

The hybrid household hypothesis

With our defimition of a hybrid household, we can state the research hypothesis—the
overarching question to be answered by thus study. We call this the hybrid household

hypothesis:

A driving range linut on one household vehicle will not be an important barrier
to the purchase of an EV by a potential hybrid household.
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If the hypothesis s true, then we expect over a long period of time (long relative to the
period of time between new car purchases within a househotd) that potential hybrid
households will actually choose to buy an EV about once every N times they buy a new
car, where N is the number of vehicles they own. Thus if a household in our sample
maintains ownership of two vehicles over a long period of time, we assume that 1/2 of the
time they buy a new car, it will be an EV This is based on the assumption that a hybnd
household always maintains ownership of at least one long range vehicle. (We assume for
this study that such a vehicle will be a gasoline vehicle but conceivably it could be a hybrid
electric, natural gas, methanol or some other type of vehicle).

Based on our interactive stated preference mterviews we know that not all potential hybrid
households will find a limited range vehicle to which they can adapt (Kurani, et al 1994).
In that study, four of the fifty one households were unable to find a hmited range to which
they could adapt. (We note that we did not include hybrid EVs in that study and all four of
those households might have overcome any of their range problems through the use of a
hybrid EV of the type we 1ncluded 1n this study.) As an imtial extension of that result, we
hypothesize that 8 to 10 % of our sample of potential hybrid households in this study will
also be unable to adapt to any of the imited range vehicles offered. We call such
households non-hybrid households.

Now, this study does not cover a long period of time. We do not observe repeated choices
by households across time; we ask only about the next new vehicle purchase decision We
have only a cross-section of this one group of potential hybrid households. We make the
following strong assumption. All the factors that determine whether the next vehicle
purchased by these households is an EV or an ICEV are distributed throughout our sample
such that 1/ of our households choose to buy an EV for their next new vehicle, where
is the average number of vehicles owned by all households. In the sample t =2 43 The
potential hybrid households that do not choose to become hybnd households by purchasing
an EV in this, their next new vehicle purchase decision, are either non-hybrid households
(as defined above) or stmply remain potential hybrid households—perhaps choosing to buy
an EV at some point in the future.

We can now state the hybnd household hypothesis in 2 manner that can be tested. If the
hybnid household hypothesis and its related assumptions are true, then about 8% of our
survey sample are in fact non-hybnd households and will not choose an EV. Of the
remaining 92% of our sample, 41% (1/2.43 x 100%) will choose to buy an EV and thus
become hybrid households. The other 59% will choose to buy an ICEV this time, but
remain hybnid households who may buy an EV at some later date. Thus we restate the
hybnid household hypothesis as:

H,: We expect the proportion of our original sample of respondents who
choose an EV in this study to be about 38% (41% of 92%)
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How many hybrid households are in the California new car market?

The target period for the study 1s 1998-2003, the first five years of the ZEV mandate.
Therefore we need an estimate of the likely level of new cars sales starting in 1998. The
California light-duty vehicle (under 6000 Ib.) market in 1992 was about 1.4 million
vehicles (Polk 1992). The national new car market was largest in 1988, decreasing every
year until 1993. New light-duty vehicle sales in California have followed these trends.
Thus, despite the fact that many studies, especially those of the auto companes, forecast
continued growth of vehicle sales, it would be prudent not to forecast auto sales much over
the 1992 or 1993 levels In this study, we use 1992 as a representative year, thus we base
our market share estimates on a total 1998 market of 1.4 million vehicles in California.

For the purposes of this study, we divide this annual market into four market segments:

1. Commercial and government fleets, 2. Single vehicle households, 3. Potential Hybrid
Households and 4. Multi-vehicle, non-potential hybrid households. This last segment
includes a number of multi-car households that fit our hybrid household definition, but are
unable or unwilling to adapt to a limited range vehicle. They include households whose
vehicle use patterns require long distance capabulities for all their vehicles; households that
want only full-sized vehicle body styles, or households that demand that the newest vehicle
always be a long range vehicle (because the other vehicle is either not new or not
maintained well enough to serve as a long distance vehicle) We estimate that porential
hybrid households buy between 35 and 40% of all new vehicles 1n California every year.

Given these market size estimates, we can restate the hybrid household hypothesis in terms
of total vehicle sales. If the annual sales in California for light duty vehicles are 1.4 million
vehicles, if our sample buys between 35 and 40% of new light-duty vehicles, and if 38%
of potential hybrid households choose an EV, then...

..... we expect 13.3 Figure 1: California light duty vehicie market for 1992
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RESEARCH AND SURVEY INSTRUMENT DESIGN

Previous market research on EVs

Some auto companies and other critics have lobbied to dismantle the California ZEV
mandate, primarily on the grounds that consumers will not buy electric vehicles. Car
companies have argued that their research shows that electric vehicles are going to cost
more than comparable gasoline cars, yet consumers will want to pay less because of the
range himitations. Conservative sales estimates 1n turn lead to yet higher cost estimates
because costs are spread over few vehicles. High cost estimates iteratively reinforce
minimal EV market estimates.

There are problems in relying on auto company sponsored research as a basts for public
policy. The market for automobiles is highly competitive and thus a proprietary area of
research. Information generated by the car companies about the market is rarely openly
presented and debated.

Much of the publicly available research on markets for EVs has focused on predicting the
size of the market at the expense of understanding market dynamics for a fundamentally
new consumer product Many of these studies have relied upon convenient rather than
approprate data samples. Almost all, we believe, rely on an implausible set of assumptions
regarding consumer behavior. Such shortcomings exist precisely because there are no sales
data for EVs. In the absence of sales data, researchers have tried three methods to develop
estimates of EV market potential—attitude studies, travel behavior analyses, and stated
preference surveys.

These three resecrch streams present an apparent paradox. Atutude studies and travel
behavior analyses tend to show EVs to be a practical and desired technology, but stated
preference studies typically conclude consumers are unwilling to consider EVs at anything
but "fire sale” prices. Thus paradox calis for close scrutiny of the methods and findings n
these studies.

Attitude Survevs

A number of amitude surveys and some focus group studies by auto manufacturers, electric
utithities and auto market analysts have found a sizable percentage of consumers who are
interested in, and favor, electric vehicles and other alternatives to gasoline (Buist, 1993;
Kirchman, 1993; Fairbanks, Maulin and Associates, 1993; Dohring 1994). It appears that
electric vehicles in particular have a special fascination over other propulsion systems
because they have the most progressive technical and environmental image (Turrentine, et
al, 1992). However, these attitudes are far removed from vehicle purchase and use; they
represent the 1deals of consumers and not their full decision process. Additionally, these
studies often report conflicting attitudes. They report that on the one hand consumers
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strongly favor electric cars, but on the other. want similar driving range as their gasoline
vehicles.

An important flaw exists in those attitude studies that start with the premise that the market
for EVs 1s a "green" market. These studies unduly constrain their search for EV market
segments. Ford Motor Co. (Buist, 1993) reported using this approach; first, find the
environmental consumer, and then cull those willing to pay the purchase price premium
Ford projects for EVs. This approach may be interesting to manufacturers for several
reasons. It captures those consumers with certain strong convictions about EVs; 1t may
identify some consumers who are willing to pay more for an EV than a gasoline vehicle;
and it may even identify consumers who have not previously purchased a new vehicle, but
might buy an EV. However, many of those with strong environmental convictions have
neither appropriate vehicle use nor purchase behavior to consider buying an EV. By
hmiting the possible buyers of EVs through this “green” filter, studies such as Ford's
eliminate a wide set of consumers for whom EVs offer practical advantages as part of a
household fleet. We have found in previous studies (Turrentine, et al, 1992) and in this
work that broader Iifestyle 1ssues are better primary filters for the EV market than are
environmental convictions.

Travel Behavior Studies

Travel behavior studies (sometimes called “constraints analyses™) have largely focused on
the issue of limited range. Typically such studies attempt to count the households that have
more than one vehicle and travel habits that can accommodate a limited range EV. The .
primary assumption in these studies is that potential EV-owning households must have at
least two vehicles. The other common assumption is that there can be no pattern of vehicle
use in the household such that all household vehicles travel beyond the expected range of
EVs on a daily basis. The data used in these studies often come from the Nationwide
Personal Transportation Survey (NPTS) or the American Housing Survey (AHS). The
NPTS contains a one day travel diary. The AHS asks only about typical travel and
commute travel. For examples of these constraints analyses, see Deshpande (1982),
Kiselewich and Hamilton (1982) and Nesbitt, et al (1992).

In general, such studies conclude that 55 to 60 million households could accommodate a
100 mile range vehicle. This is based on the finding that more than 90 percent of two car
households could use one vehicle with 100 miles of daily range and that most "second”
cars are used more than 100 miles on only a few days per year.

One of the more recent of these studies added a further constraint—the household must
have a logical place to recharge the EV. They found about 28% of American households
(28 million households) could accommodate an EV (Nesbutt, et al, 1992). Greene (1985)
used the travel behavior approach but distinct data; he analyzed multi-day refueling diaries,
and inferred underlying distributions of travel. He concluded that with 95% probability,
half of all household vehicles travel less than 105 miles per day on 95% of all days. There
was no substantive difference between vehicles in single and multi-car households.
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A recent study by General Motors, aimed at understanding the market for electric vehicles,
concurs that the majority of any household's travel required minimal range or passenger
payloads (Dables, 1992). Potential EV owners kept three-week driving logs 1n that study.
GM reported 84% of their sample drove less than 75 miles a day and in only 5% of trips
were more than two persons in the car.

All these studies present reassuringly large market potentials. But the limitation of the travel
behavior approach is that it doesn't measure consumer preferences or observe vehicle
purchases. While measuring a "potential market", these studies don't examine attitudes or
social processes that will shape consumer hifestyle choices. Additionally, they analyze
vehicle stocks, not new car sales. Skeptics of the potential market for EVs have criticized
constraints analyses, arguing that regardless of how people actually use their vehicles,
consumers probably won't give up unlimited range or fast refueling of ICEVs. Hamilton
complained that such studies were merely wishful thinking (Hamilton, 1983). The third
approach to EV market studies, stated preference techniques, appear to support this
argument quite forcefully.

Stated Preferences

Stated preference studies of vehicle markets present consumers with choice sets of
vehicles, then ask which one vehicle from each choice set they would be willing to buy.
Each vehicle 1s described by attributes common to all the vehicles. The attribute levels are
varied over several trials to elicit different choices. With this data, econometric models can
be used to assign partial utihity values to consumer preferences for vehicle attributes The
partial utilities for driving range have often been used to estimate a purchase price penalty
for limuted range vehicles

Virtually every stated preference study has estimated huge average price penalties for
limzted range vehicles. For example, consider the average discount yoa would have to give
on a 50 mile range vehicle, compared to a 200 mile range vehicle, as estimated by the
following three studies: Morton, et al (1978), $10,000; Beggs and Cardell (1981),
$16,250; and more recently, Bunch, et al (1993), $15,000. In a slightly different study,
Calfee (1985) calculated household-specific price penalties. The range of estimated
penalties is large, but many are close to the average penalties reported above—even for
consumers who chose EVs.3 Considering that the average price of a new automobile in
1991 was $16,700 (MVMA, 1992), these studies suggest that, on average, consumers
would be indifferent to the choice between two cars that were identical, except one was free
and had a 50 mule range, and the other, for which they must pay full price, had a 200 mile
range. Using these large average penalties for limited range, projected EV sales are very
low. Market penetration estimates in these studies range from 2% down to 0%.

3The vanable of range 1s separated from other refueling or recharging attributes such as type of fuel, speed of recharging or
refuching We selected from the data in these studies the 50 mule range to fit the bottom end capabilities of EVs and the 200
mule range to represent the possible result of advanced battery technology These advanced battery systems have been
demonstrated 1n full pack size but not yet perfected All prices are in $1991
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We are skeptical regarding this conclusion for two reasons. First, the average utility is
irrelevant to the dynamics of market development. The average penalty for hmited range
makes an apparently compelling argument for those opposed to the introduction of EVs
But "average" consumers are not, by definition, the first buyers of somethuing new. Itis
the distribution of disutilities that matters. The appropriate objective of an econometric
approach then, would be to determine how many consumers assign positive, or relatively
small negative, total utilities to EVs as compared to gasoline vehicles. Our second reason
for skepticism is the underlying assumptions regarding consumer behavior in stated
preference studies and the contradictions to these assumptions we find in our work. We
address these issues next.

The underlying assumptions about consumer behavior contained in these econometric
models seem untenable to us. A complete critique 1s provided elsewhere (Turrentine and
Sperling, 1992). Here, we focus briefly on the charactenstics of preferences. In order

to make inferences about the value placed on driving range, it must be assumed that
respondents have well formed preferences for range. Preferences have specific properties,
e.g. transitvity and communativity. Most importantly for purposes of forecasting future
market shares, preferences must be stable or there must be enough longitudinal data and
an adequate theoretical understanding to also forecast the rate of change of preferences.
These are highly speculative assumptions for attributes with which consumers have no
experience. We have shown consumer "preferences” for driving range shift dramatically
based upon small increments of information. Such shifts are evidence of instability and
may result in non-transitivity of "preferences” for different driving range, home recharging,
and other novel attributes of EVs (Kurani, et al, 1994).

Preceding market research by ITS-Davis

Our critigues of many previous studies were developed 1n the course of completing two
years of preparatory research for this statewide survey It was during this time that we
observed the behaviors that lead us to examine the state of consumer “preferences” and to
explore the conflict between the conclusions of stated range preferences and actual travel
behavior. As part of a drive test clinic of electric, compressed natural gas and methanol
fueled vehicles in 1990 in Pasadena, California, we conducted 11 focus groups with drive
clinic participants (Turrentine, et al, 1992). In the focus groups, we elicited initial estimates
of needed driving range from each participant at the start of the session. Then we discussed
range needs in a number of different ways. We asked participants,to estimate their actual
daily driving, and then to make trade-offs between range, fuel prices and vehicle prices to
explore the stability of their initial range need estimates. The primary finding was that
participants’ stated preferences for range were extremely volatile and changed dramatically
under the influences of new information, attitudes expressed by other group members, and
attempts of the moderator to influence responses by suggesting range related problems.
Some respondents’ stated needs increased, but overall, there was a pattern of drastic
reductions 1n stated daily range needs. This finding suggested there was a learning curve
for driving range With conventional gasoline technology, driving range 1s an infrequent
problem for even the most extreme driving needs, so households have not paid attention to
thewr own travel routines in a way that would help them evaluate the impact of a limited
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range vehicle on their hfestyle. While our sample was small and the setting informal, we
found nothing to support the extreme average penalties reported in stated preference work,
if people did reflect on their range needs.

We then developed an innovative household interview techmque we call PIREG (Purchase
Intentions and Range Evaluation Games) Fifty-one suburban California households kept
one week diaries of their driving and participated in a two hour interacnive stated preference
interview. By interactive, we mean the role of the interviewer was not to ask questions, but
rather assist the household mm forming what they thought were the important criteria for
evaluating the utility of limited range vehicles. We learned from the PIREG interviews that
a range limit on one household vehicle was not a barrier for most of these households. The
problems caused by a range limit were few and were solved rather easily by common
vehicle allocation strategies (Kurani, et al, 1994). In that work, we first formulated the
hybrid household hypothes:s.

Design of the survey instrument

The preparatory work reported above lead us to conclude that innovative survey methods
were needed to provide both consumers and researchers with an adequate context to
understand and measure potential consumer demand for products that embody
fundamentally new attributes. As the review of previous studies shows, standard
techniques were clearly not resolving the issue of consumer response to the limited range of
battery electric vehicles. Overall, the goals of this research were to educate households
about potential EV technologies and their Lifestyle impacts. Only then do we offer a
plausible future market scenario in which we ask whether they would buy an EV.

Fundamental Design Assumptions

Any research design makes basic assumptions that are not themselves directly tested, but
serve as the foundation upon which the research is built We describe three basic premuses
that shape the design of this research and the survey instrument. First, households are the
fundamental unit of vehicle purchase and use decisions. Second, the research instrument
must create an information context appropriate to the decisions being studied. Thurd,
research that relies upon hypothetical choices can, and should, be improved through the use
of reflexive designs that allow respondents to construct images of their own lifestyles
Additionally, we also discuss what might be the most controversial portion of our research
design—our choices of vehicle prices in the Choice Situations.

Household based study

We assume the unit of automobile purchase and use decision-making 1s the household We
designed the survey instrument so that all members of the household can participate. If the
household members makes joint decisions in the Choice Situations, they report this in Part
Four of the questionnaire. In households that contain more than one person, the structure
of the household relationships and responsibilities will affect such fundamental choices as
vehicle body style and amount of household resources commutted to vehicle purchase. A
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Newsweek study of new car buyers reported that only 8% of respondents said they were
not influenced by their spouse. Children played a role in vehicle choice in most households;
only 27% of households reported not being influenced by children. Adult children are the
most independent in making their own vehicle purchase decisions, still the majority (56%)
are influenced by their parents (Newsweek 1991).

In the long term, households move through life cycles, defined by the size of the
households, the age of its members and their employment status. Such life cycles have
been shown to exert a systematic influence on vehicle purchase choices. As a corollary to
this assumption about household decision making we add: households’ vehicle purchase
decisions are made within the context of the vehicles they already own. In particular, it is
the attributes of vehicles that the household already owns that exert the greatest influence on
the formation of the choice set from which the household selects its next vehicles.

As a final design choice based on the choice of the household as the unit of analysis, we
chose a mail out/mail back survey that required households to spend several days to
complete the questionnaire. The Newsweek study cited above reported that on average,
households required six weeks to make a car purchase decision. Thus a telephone survey
would be an mappropriate context to pose vehicle purchase questions. (Telephone contact
could be used to retrieve responses to a questionnaire households had had time to ponder )

Lifestyle and Life cycle

Two important concepts in thus study are lifestyle and Iife cycle. Life cycle refers to the
composition of households as they move through some developmental phases that affect
travel needs and wants, and therefore affect decistons about the composition of each
household’s fleet of vehicles. Life cycle phases are defined primarily by the presence of
children, the age of children, the age of heads of households, the presence of one or two
heads of household, and school, work or retirement status of household members These
developmental phases are not universal; there 1s much variation in the population as to what
constitutes a household.

Lifestyle, on the other hand, relates more to the consumption goals of a household as those
are shaped by social class, ethnicity, local values and other recerved values. Significant
lifestyle expressions include choices of home location, recreation and other expressive
activities, and career. Lifestyle and life cycle can overlap considerably when choice of a life
cycle 1s an expression of consumption choices rather than simply an expected pattern. One
example would be retirement A household may become a “retired household” (a life cycle
change), without altering its hifestyle, or the household may chose retirement as part of a
lifestyle change. The importance of “lifestyles” to this study is that, especially in multi-car
households, vehicles are a strategic technology for achieving lifestyle goals and travel
patterns are at the heart of the orgamization of hifestyle goals. For some households, limited
range creates severe blocks to lifestyle plans. In others, electric vehicles may become a
more appropriate expression of values, as well as a practical technology to achieve their
lifestyle goals.
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Information rich survey

Consumers do not have adequate knowledge of electric vehicles to form preferences or to,
make hypothetical choices that reliably reflect real purchase intentions. A frequent comment
from our previous work was that respondents were surprised that EVs look and drive like
conventional vehicles. Many respondents expect EVs to look futuristic and perform like
golf carts. In our drive test in Pasadena, most respondents said the EVs performed much
better than they expected.

In this statewide survey, we don’t have vehicles for participants to test drive. Instead we
offer an informational video that shows a number of natural gas, electric, and hybrid
electric vehicles being refueled, recharged, driven on city and freeways, being parked, etc.
We found that for many participants, this visual information was a necessary adjunct to
written materials for grasping the fundamentals of EV use. We also included reprinted
articles on EVs from the popular press. Finally, we included detailed brochure-like
information on each of the hypothetical vehicles being offered to participants in the choice
section of the survey.

Reflexive Survey Techniques

The purpose of reflexive techniques is to reflect back to subjects their own behavior and
decisions as contcxt in which they can learn the impacts of new technologies or 1deas on
their lifestyle choices. This study was designed to reflect back to participants the impact of
a limited range vehicle on their lifestyle. We used a number of methods to encourage this
reflection and learning, including travel diaries, maps of household activity locations and
reflexive questioning. The reflexive questions refer back to the diaries, maps and earlier
questions 1n the survey to link vehicle choices to real elements of the household’s life. This
study was designed to both educate participants on the design features of electric vehicles
and the effects of a daily range budget as well as home and away-from-home recharging on
their lifestyle as we would expect in a real purchase situation.

Overview of the survey instrument

Thus survey was divided into four parts and was designed to be completed over several
days to encourage critical evaluation of the options. A copy of the entire survey (except for
the video and maps) is included in Appendix A. The four parts are summarized below.

Part One. Imtial survey of household vehicle holdings, purchase intentions for next
new vehicle, demographics, and environmental attitudes.

Part Two: Three day travel diary for two primary household vehicles, a map on which
the household plotted thetr activity locations, and a survey of the travel and
refueling patterns of the two primary drivers.

Part Three: Information video and reprinted articles from major media that explain and
demonstrate distinct refueling and recharging routines, emissions and other
new features of compressed natural gas, battery powered electric, hybrid
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electric and neighborhood electric vehicles. References for the reprinted
articles are given in Appendix B.

Part Four: Household is presented with two Choice Situations for their next vehicle
purchase. The first situation is a test of the hybrid household hypothesis. The
second situation develops a more detailed picture of market segments for
electric vehicles. We explain this section in greater detail immediately below.

Vehicle Choices in the ITS Survey

The automotive market place 1s complex, with a broad range of vehicle brands, body styles
and models. The trend 1s toward increasing diversity with each new model year. This
complexity is increased greatly by the itroduction of alternative-fueled vehicles. They
introduce entirely new lines of market segmentation. We use the following terms
throughout this discussion and this report to distinguish between vehicles and market
segments for those vehicles:

Vehicle type refers to the type of propulsion system, i €., electric, gasoline, or natural gas
Body style refers to the shape and design of the body, e.g., sedan or minivan.

We include two Choice Situations 1n Part Four of the questionnaire. Each 1s constructed as
a distinct experiment. Situation One 1s designed as a robust test of the hybrid household
hypothesis. It makes relatively few assumptions about EV technology or future markets for
vehicles. It is a choice between a conventional, gasohne-fueled vehicle and a hmited
ranged, home recharged, electric vehicle. This is a simple test to see how many households
select a limited range vehicle as their next vehicle. Situation Two is designed as one
plausible market scenano that could occur in the next five to ten years. That market includes
six vehicle types: reformulated gasoline, compressed natural gas, hybrid electric, two types
of freeway capable battery electric, and a neighborhood electric. Because it 1s much ncher
in detail, this scenario relies on many more assumptions than does Situation One. Thus
richness of detail though allows us to build a more detailed image of market segments
defined by vehicle types, body styles, and driving range.

In both scenarios, we offered electric vehicles only in the body styles we expect them to be
offered in during the next few years. These EV body styles include sports cars, small
sport-utility vehicles, small (sub-compacts) sedans, compact sedans, mud-size sedans and
minivans. Gasoline and natural gas vehicles were offered 1n the full range of body styles,
including full sized sedans, pick-ups, vans and sports utility vehicles

Part Four of the questionnaire included two booklets, a Price-Workbook and an Answer
Booklet. The Price-Workbook contains eight vehicle brochures, one for each of the two
vehicle types in Choice Situation One and one for each of the six vehicle types in Choice
Situation Two. Each brochure is a two page folio One page is a description of the vehicle
type and the other is a one page price sheet. The price sheet 1s formatted as a table of body
style and vehicle options, as well as prices. Participants recorded their vehicle choices 1n
the Answer Booklet. Part Four ends with a few final de-briefing questions about household
decision strategies and post-survey perceptions of EVs.
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It is important to understand that the choice experiments are not intended primarily to be
forecasts or predictions of future vehicle market scenarios. They are intended to maximize
the information we gain about household response to driving range limits and home
recharging. As such, the differences and simularities between vehicle types expressed 1n the
choice experiments are a blend of existing, expected, and experimental design features. For
example, it is both an existing and expected feature of electric and natural gas vehicles that
they will have shorter driving ranges than gasoline vehicles. It 1s part of our experimental
design that we have himited natural gas vehicles to ranges that are shorter than those already

demonstrated for some natural gas vehicles.

As an example, the information contained 1n the Price Workbook brochure for the electric
vehicle offered in Choice Situation One is shown on the next page. The associated price
sheet 1s shown on the following page. All brochures for all vehicle types have a moderate
promotional tone, drawing attention to the distinct features of each vehicle type.

PAGE 25



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

Electric vehicle

{Description provided in Chotce Situation One.)
Recharging: Do most of your refueling at home; no gasoline on your hands or fumes.
Slow charge 110 volt wall socket (8-10 hours if batteries fully discharged).
OR

Normal charge Install a 220 volt (2-4 hours if batteries fully discharged) circuit and
outlet 1n your garage, carport or driveway of your home, condominium or apartment.
Utility rebates available for installing new circuit.

Optional Fast charging: Recharge up to 80% of your battery in around 20 minutes at
special fast charge stations.

Optional Solar: panels for roof and hood provide 10 extra miles on sunny days or can
extend range by offsetting air-conditioning load.

Electricity Costs: 1-2 cents per mile, when charged at might,
6 cents per mile for daytime charging
Battery pack options:
Type 1. 80-100 mules per charge depending on model, (replacement cost $1200).
Type 2: 100-120 mules per charge depending on model, (replacement cost $2000).

New range instrumentation: Indicates how many mules are left on the vehicle. "Smart
mstruments” estimate range based on how you drive.

Drive train: 120 horsepower, 3 phase, alternating current motor (no transmission in
electric vehicles)

Top speed: 80 mph (speed 1s governed at 80 mph to reduce drain to batteries)
Acceleration: 0-60 1n 10 seconds (some sports models faster).

Air conditioning: Interior of vehicle pre-cooled or heated while recharging.
Option: Heat-pump, high efficiency air conditioning

Maintenance: Battery and check up service each 10,000 miles Battery life estimated at
25,000 miles

Warranty: 2 years or 24,000 miles warranty on electronics, 8 year or 100,000 mile
warranty on motor and drive train, 25,000 mile warranty on batteries.

Meets Zero Emissions Vehicle requirements for State of California ($4,000
tax credits)

No smog check required
Economy models come with AM FM radio, pre-cooled and heated seats.

Standard models come with AM/FM and Cassette, anti-lock brakes, drivers air-bag,
power windows and cruise control .

Luxury models come also with CD Stereo system, heat pump climate control, dual
airbags, all power accessories, sunroof, keyless entry
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Table 1: Electric Vehicle Price Sheet from Choice Situation One

Body Sports car{Compact; Small | Small |Compact|Mid-size | Minivan
Style: two-seater|pick-up:isport-utility] .sedan®| sedan | :sedan: o
o 50 Y o e o o
Choose economy, standard or luxury
(air conditioning included in luxury model)
Economy | $17,000 |$13,000:] $14,000 [$14,000] $17,000 | $19,000-] $19,000
Base price o . D - 0 C 0. 0 PO N A o
Standard $20,000 | $16,000 | $17,000 |$17,000.4 $20,000 522;009% $22,000
Base price o - I o 0 o - ]
Luxury $24,000 | $20,000 ] $21,000 $2‘I,’000, $24,000 -$26,000 | $26,000
Base price 0 R 0 T DRE. 0 O g o]
Tax Zero Emission Vehicle Tax Rebate: Subtract $4000
Rebate from base price above
Choose battery type / preferred range option
Type 1 100 miles | 80.miles 80 miles }100 miles| 100 miles | 80 miles ;| 80 mies
standard o O o e . o 0. o
equipment R T <ot
Type 2 120 miles | 100 miles] 100 miles 120 miles| 120 miles | 300 miles | 100 miles
battery $800 $800 $800 - .$800, $800 $800+ | $800
o o o o o - © o
Choose options
(heat pump atr conditioning standard for luxury model)
Fast $900 - $900 " $900 -$900-..] $900 $300 $900
charge o 0, o 0. o - o
setup )
solar $1200 $1200 | $1200 $1200 $1200 $1200 $1200
panels o c o o o o o
setup . - - R
Four door not not not $1000 | $1000 $1000 - not
“applicable |applicable] applicable O s A o o - -japplicable
Wagon or not 8800 4 not ~$800 $1000 | .$1000- not
extended applcable | o, applicable .0 o o applicable
cab o Lo
heat pump $800 $800 . $800 %800 $800 $800 $800
air o 'Q e c o o o o
condition
Please add your base price, subtract tax rebate, and add options.
Total price of your package $ .00
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Vehicles Prices in the Choice Situations

Another difficulty in designing EV market studies is that the prices at which electric
vehicles will be sold in the future are extremely uncertain. The price of a single vehicle will
be a complex function of development and production costs and total vehicle sales. These
in turn depend on the precise performance characteristics of the EVs being offered for sale.
Longer range electric vehicles will cost more to build, will therefore be priced higher, and
likely will be sold in minimal numbers. Implicit i our premuse that the market for EVs can
be segmented by driving range is the assumption that many more, lower cost, shorter range
EVs can be sold than indicated by previous research. In order to focus on consumer
response to driving range and home recharging, we designed choice situations in which al}
vehicle's prices are roughly comparable. With the exception of optional equipment and
replacement costs of batteries, the base prices of all vehicles in this study are made
equivalent through purchase incentives for ultra-low and zero emission vehicles. Thus
respondents had littie incentive to choose between vehicles based upon price alone.

One potential criticism of this study may be that we have priced EVs too low. The price of
EVs 1s a central issue in the ZEV debate, but 1t is a highly uncertain and politicized vanable.
Some auto companies claim that electric vehicles will be priced at much more than the
$4,000 price differential between gasoline and regional electric vehicles we use in this
study. Most of this concern comes from the currently hugh price of batteries.

We counter this argument thus. The cost, and therefore price, for an EV is related to
driving range. The technical features and performance levels we offer in EVs are in many
cases very modest, and well within the capabilities of existing EV and battery technologies.
For example, we define range classes of “neighborhood” and “community” EVs that are
modest in terms of their range and performance; several examples of such vehicles are
already on the road. We see little reason for such vehicles to persistently cost any more than
gasoline vehicles of comparable body styles (We note that neighborhood EVs are offered
to respondents at prices very much lower than any other vehicle type.)

Thus, by examining whether the market can be segmented by range, we design a study that
both focuses on driving range and speaks to the 1ssue of future prices for EVs. If we
demonstrate there exists a viable market for shorter range EVs, then the discussion of
prices for those vehucles (under conditions of large-scale production) 1s made much less
speculative. The technologies to bu:ld those vehicles, and their prices, are better known
than those of the hoped-for super battery.

The prices of gasoline and reformulated gasoline vehicles presented in the study are based
on average prices of a sample of gasoline vehicles in each vehicle size class. We used price
data from the 1992 model year (Automotive News Market Data Book, 1993). For example,
we took the average base price of the five best selling compact sedans in 1992 to provide

a standard price for the compact gasoline and reformulated gasoline sedans All vehicles
were offered with economy, standard and luxury option levels to reduce bias based on the
perceived image of any class of vehicles That 1s, we did not want responses biased by the
possibility that compact cars are generally percetved to be “economy” cars. Differences
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in prices between option levels were also calculated based on 1992 prices. The price of
options such as six cylinder engines, air-conditioning, automatic transmissions, etc., were
also based on 1992 prices. No vehicle brand names were used.

The base price of electric, hybnid, and compressed gas vehicles were higher than gasoline
vehicles of the same body style (see Price Work Book in Appendix A to see all prices). We
offered “ZEV™ or “ULEV” credits that largely offset the higher offered purchase prices,
thus equilibrating the final purchase prices of electric, natural gas, and gasoline vehicles.

The use of purchase incentives was meant to communicate a plausible scenario. We found
in previous studies that many respondents had heard that EVs are expected to be expensive,
so these participants already expect higher prices. We explain that those prices reflect early
market costs and that the government may play a role in fostering development of the
market by attempting to mitigate the initial purchase price penalty of new vehicle types.

The replacement prices of lead acid batteries for neighborhood and community electric
vehicles i Sttuation Two are based on prices and recycling value of currently available
lead-acid, deep-discharge battenies. The replacement costs of advance lead acid batteries
used 1n the EVs in Sntuation One are based on expected prices for Horizon advanced lead
acid battenes and their expected recycle value. The replacement costs for the batteries in the
regional electric vehicles in Situation Two are based on expected mass production prices of
Ovonic’s nickel metal hydride battenies and their expected recycle values.

Perceptions about EVs before and after the survey

Because of the large amount of information we provided to our respondents, we wanted

to gather some sense of the impact of that information on their general perceptions of
electric vehicles. The process of completing their travel diaries and maps, reviewing the
informat.onal matenal, and completing the choice exercises generally improved respondents
opintons of EVs.

We asked participants at the start and end of the survey to respond to a number of
statements about EVs. They were asked to indicate which statements best matched their
opimion of EVs. Multiple responses were allowed. Their responses are tabulated m Table 1.
On the whole, respondents were more likely to believe EVs will work with a hittle planning,
will be clean and will be cheap to operate after the survey than they were before the survey.
In Part One, 58 percent of our sample of potential hybrid households believed EVs would
work with a little planning. After they had completed the survey, 70 percent thought so.
Sixty-eight percent thought “EVs are clean cars” prior to the main survey, 81.5 percent
thought so afterward Opinions of EVs’ speed and performance also improved, though not
as dramatically Only a tiny fraction of respondents felt “EVs are a bad 1dea”, either before
or after the questionnaire.

Additional information regarding electric vehicles improved general perceptions of EVs.
Thus speaks to the possible changes and improvements in consumer response to EVs as
more information 1s made available to consumers in the remaining time betweem now and

the year 1998
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Table 2: Initial and post-survey opinions of EVs

Frequency in Part

Frequency 1n Part

Answer: ___ One pre-survey Four post-survey |
EVs are a bad idea 9 15
EVs would work with planning 264 316
EVs are small cars 156 118
EVs are cheap to operate 101 181
EVs are clean cars 310 370
EVs are not powerful 172 146
EVs are fast cars 9 34
EVs pollute like any other car 12 12
EVs are just golf carts 34 30
Never heard of EVs 5 -
Know very little about EVs 183 -

Note: - not asked at end of questionnaire
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SAMPLE DESIGN AND SELECTION

We selected households we believe belong to the largest and most likely group of potential
hybrid households. Our selection criteria were that households: own two or more vehicles;
buy new vehicles; own one 1989 or newer vehicle and one 1986 or newer vehicle; and at
least one of their vehicles not be a full sized sedan, van, sport-utility vehicle or pick-up
truck. The ages of recruited participants were matched to the age distribution in the
California new car market. We sought to fill quotas for minivans, sports utility vehicles,
and sedans based on recent proportions of those vehicles in the California market. Also, we
matched the split of foreign and domestic makes, S0-50 1n California, of the most recently
purchased vehicle.

A total of 740 households were recruited by 8 market research firms in 6 metropolitan areas
of California: the San Francisco Bay Area, Sacramento, Fresno, Santa Barbara, Los
Angeles and San Diego. Participants were selected by each market research firm from their
own data bases to fill our survey quotas. Each firm then contacted the households to see 1f
they would be willing to participate 1n the study Participants were offered an incentive of
$50 because of the time demands of the survey and to keep the study from being biased
toward those interested in the subject.

Percentage of participants to compiete survey

Of the oniginal 740 households we recruited, 454 completed the study. Between 60-80% of
the recruats from each market firm completed the study except for one firm was unable to
deliver more that 35%. To compensate for that low rate of completion, a second round of
recruiting was contracted for the Los Angeles and Santa Barbara areas. The final,
composite response rate was 61%. The relatively high rate of completion 1n this study gives
higher confidence that the sample was not biased to those interested mn alternative fueled
vehicles

How representative of the market are those who completed the study?

The sample selection criteria we use to identify potential hybrid households are different
from those used in any other study of the market for light-duty vehicles. Because of thus, 1t
is difficult to establish how our sample compares to other households that buy new cars. It
1s even more difficult to determine how our potential hybrid households compare to
households who buy only used cars. The greatest difficulty is establishing what percent of
the total market for new hght-duty vehicles our sample of potential hybrid households
represents. Because of the importance of this last problem, we present several comparisons
of our sample to those 1n other studies.

In the next few paragraphs we present various demographic measures of our sample and
compare them to two other studies of the auto market, an R.L Polk study of new vehicle
registrations 1 1992 and a nationwide Newsweek survey of 13,692 new car buyers
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conducted in 1990. We also make some comparisons to the national sample of households
in the Nationwide Personal Transportation Survey (NPTS). These comparisons provide a
sense of how our sample of new car buyers compares to samples in other studies of the
total light-duty vehicle market.

Life cycle

This is a study of households. One comprehensive measure used in transportation research
to capture the effects of different household structures is the life cycle. The most significant
aspects of life cycle measures are the number, age, work or school status and family
relationships of people in the household. We adapted the 10-category life cycle measure
used by the Nationwide Personal Transportation Survey (NPTS). In our sample, only 6 of
the 10 categories have an appreciable number of households in them because of our
sampling scheme and the correlation between life cycle definitions, mcome and vehicle
ownership. Our sample contains very few households of single adults—with or without
children. We make one modification to the NPTS definitions. We distinguish households
of adult children living with their retired parents from other types of all adult households.
Figure 1 below shows the distribution of the ITS survey respondents across life cycles.

Figure 2: Life cycle distribution of the ITS-Davis sample

Adults w/ hetr parents

2 + adults, >65, no child
2 plus adults, child> 16
2 plus adults, child 6-16
2 plus adults, child < 6
single adults w/ child
2or more adults, no chiid

sn gie adults, no child
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Percent of households

Note The age categones for children refer to the age of the youngest child in the household
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The life cycle distribution of our sample does not appear to precisely match that of the
Newsweek study. However, the differences are small and the same general distributions
are evident in both samples. In the Newsweek study, people were asked if they were
married; we do not specify whether the adults in the household are married or not. Also,
the ages of children used to distinguish different life cycles are not the same in both studies.
Still, households of two, non-retired adults with no children at home make up the largest
group in both samples. They account for about 37% of our sample and 32% of the
Newsweek sample. While households of two adults whose youngest child is less than 6
years old constitute about 18% of our sample, households of married adults whose
youngest child 1s less than 6 years old made up 10% percent of the Newsweek sample.
Households of two adults whose youngest child was between the age of 6 and 16,
inclusive, were about 18% of our sample; households of married adults with children
between the ages of 5 and 17 constituted 17.3% of their sample. Households of adults
whose youngest child living at home was older than 16 made up 14% of our sample;
married adults with children 18 and older made up 9.1% of their sample. We conclude
overall though that our sample is similar to the much larger (and national) Newsweek
study. Nothing about the life cycle distribution of our sample appears so different that it
would lead us to belhieve our sample is not representative of households that buy new cars.

The age distributions of tl female and male household heads in our sample are shown in
Figure 2. The median age for women in our study was 43 and for men, 45. The median
age of all people in the 1990 Newsweek study was 44.6. That study reported only the age
of one person in the household.

Figure 3: Age distributions of heads of households in ITS-Davis sample
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Household income

We believe our sample accurately reflects the incomes of multi-car households that buy new
cars. The median income reported for our sample was $60,700. This does not compare
closely to the Newsweek study that reported a median income of $48.000. However, that
study included one car households, nearly half (47% ) of whom had incomes under
$30,000. Only 5.5% of our households had annual household incomes less than $30,000.
Seventeen percent of all the households in the Newsweek study earned under $30,000 per
year. While it appears the average household income is higher in our sample, the difference
is largely attributed to the absence of one vehicle households in our sample.

Figure 4: Frequency distribution of household income in the ITS-Davis sample, 1993%

2100,000

Current_Vehicle Holdings

One of the primary household selection criterton for this study was that households own
two or more cars. In Table 2 below, we compare the number of vehicles owned by
households 1n cur sample with household vehicle ownership in the sample of new car
buying households in the Newsweek study and the national sample of all households in the
NPTS. The NPTS data includes all households, not just households that buy new cars
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Table 3: Household vehicle ownership for three samples

Number of Vehicles
Sample: None One Two Three Four or more
ITS-Davis 0% 0% 67% 23% 10%
Newsweek 0% 23% 40% 19% 17%
1990 NPTS 11.5%  33.7% 37% 17.3% (three or more)

Clearly, we have sampled households that not only buy new cars, but currently own

more cars than either the national sample of new car buyers in the Newsweek study or

the national sample of all households in the NPTS. (The Newsweek sample contains a
higher proportion of households that own four or more vehicles.) This is likely due to our
additional selection criteria on the age of the vehicles. The newest vehicle in our households
could be no older than a 1989 vintage vehicle—four years old at the time of our survey.

In Table 3 we compare the body styles of the vehicle holdings of our sample with the
distribution of new light duty vehicle registrations in 1992. We did not have access to a
more recent version of the Polk report, but the data are no more than two years older than
the data on the vehicle holdings of our sample. Still, since there is a trend toward greater
sales of sport-utility vehicles and minivans to all households, it seems that our sample
owns fewer of these vehicles than we might expect. Still, the differences appear small.

Table 4: Comparison of vehicle body styles in ITS-Davis sample to new vehicle

registrations

=

Sample:
ITS-Davis 72.5 % 11.5% 16%
1992 new vehicle 66.2% 14.9% 16.9%

Body Styles

Sedans and  Sports utility  Pick-ups and
sports cars  and minivans full sized vans

registrations for California!

1 Source R.L Polk, 1992
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Table 4 and 5 compare the distribution of domestic and foreign vehicles makes in our
sample with that of new 1992 vehicle registrations. As in Table 3, the vehicle registrations
data are from Polk. While the sample of domestic makes is slightly skewed toward Ford
vehicles, this is due to the nature of the data base of one of our market research firms. The
bias is slight, and overall the makes of vehicles owned by our households are distributed
similarly to the distribution of all vehicle registrations i 1992.

Table 5: Distribution of domestic makes in the ITS-Davis sample compared with

distribution of registrations of new domestic light duty vehicles in CA

Domestic Manufacturer
Sample: GM Ford  Chrysler | Total domestic
ITS-Davis 18% 26% 8% 52%
All 1992 CA 22% 21% 10% 53%
Registrations

Table 6: Distribution of foreign makes in the ITS-Davis sample compared with

distribution of registrations of new foreign light duty vehicles in CA

Foreign Manufacturer
Sample: Toyota Nissan Honda Other | Total foreign
Davis study 15% 8% 13%4 12% 48% -
Al 1992 CA 14% 7% 10% 15% 47%
Registrations

We conclude that our sample of potential hybrid households meets the original sample
selection criteria we set. We conclude that the national NPTS sample is not an appropnate
basis from which to determine what portion of the market for new cars our sample
represents. Further, we conclude that, while neither is an ideal source, the Newsweek
study and the Polk registration data will provide an adequate basis to provide an 1nitial
estimate of the proportion of the light-duty vehicle market our sample represents.
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HYBRID HOUSEHOLD HYPOTHESIS - IS IT SUPPORTED?

Choice Situation One is the most robust test of the hybrid household hypothesis. It 1s a
fairly simple scenario in which we make relatively fewer assumptions. The scenario
contamns a simple choice between moderate range electric vehicles—80 to 120 miles—and
conventional gasoline fueled vehicles. Prices of the vehicle types are made comparable
through purchase incentives, yet still reflect that there may be potentially higher purchase
costs for EVs. Participants are not offered electric vehicles 1n full sized body styles.

We hypothesized above, that over a long period of time, the hybnid household hypothesis
would predict that roughly 38% of our sample of potential hybrnid households should
choose an electric vehicle in any given year. The results 1n Figure 2 show that even more
households choose an EV than the hybrid household hypothesis predicts. Almost half of
our sample, 46%, said they would purchase an electric vehicle as their next new vehicle.

Figure 5: Percentage of households choosing EVs in Choice One
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Competing explanations of EV choice

The hybrid household hypothes:s predicts that 38% of our sample will choose an EV. We
observe that 46% of our sample does so. Thus the hybrid household hypothesis explains
about 83% of observed vehicle type choices Below we present a discussion of why more
households chose EVs than the hybrid household hypothesis alone predicts. We present a
series of charts that show the relative effects of household attitudes and demographics on
vehicle type choice. In each chart, we show how many households chose EVs or gasoline
vehicles. If these other vanables do not affect vehicle type choices then we would expect
the ratio of EV choosers to gasoline choosers for each response level of these attitudinal
and demographic variables to be the same as the overall response rate across all levels and
equal to the proportions predicted by the hybrid household hypothesis—38% EV to 62%
gasoline. Significant deviations from this ratio would indicate these other variables are
affecting vehicle type choices.

Initial Likeliness to Buy an EV

Of all the vaniables to compete with the hybrid household hypothesis as explanatory factors
of EV and ICEV choices, the existence of a prior willingness to buy an EV 1s the strongest
alternative explanation. Prior to presenting any mformation about electric vehicles or
choices of electric vehicles, we asked respondents the following question:

Question 1.20. Given what you know about electric vehicles, if an electric car
was available to buy next time you buy a car, how likely would you be to purchase
one, if it were the same price as a gasoline car?

(1) Very unlikely (2) unlikely  (3) not sure  (4) likely (5) very likely

Responses to this question, cross-tabulated by the choice of an electric or gasoline vehicle
in Situation One are ilustrated in Figure 6. The number at the top of each column 1s the
total number of people in that response category. The shaded area within each column
shows the proportion of those people who chose an EV. The line across the chart at 38%
indicates the proportion of EV choices predicted by the hybrid household hypothesis For
example, we see that 67 households stated they were very unlikely to buy (1) an EV in Part
One of the questionnaire. Of these, only 25% chose an EV n Situation One. This is less
than the 38% predicted by the hybrid household hypothesis.

The figure shows that nitial likeliness to buy an EV had an effect on subsequent choice of
an EV. A very high percentage of those who felt they were likely to buy an EV chose an
EV. A very high percentage of those who felt they were unlikely to buy EVs, chose
gasoline vehicles. We note though, that nearly half our entire sample was undecided (3),
yet even among this group, the ratio of EV to gasoline choices exceeds the predictions of
the hybnid household hypothesis. While a pre-disposition to buy an EV indicates a strong
likeliness of choosing an EV, it does not appear as :f even a moderate pre-disposition to
buy an EV is a prerequusite for choosing an EV.
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Figure 6: Initial willingness to buy an EV by vehicle type choice in Situation One
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Environmental Attitudes

In addition to pre-conceptions regarding EVs, more general environmental attitudes have
been used in attempts to identify market segments for EVs. In order that our measures of
environmental attitudes would be most comparable to those in other studies, we asked
people about these attitudes in Part One, before they had completed their travel diaries and
activity maps, before they had seen the information on electric and natural gas vehicles, and
before they had completed the choice exercises.

We present here an analysis of the effect of two measures of “environmentalism” on
choices between electric and gasoline vehicles in Situation One. The first measured how
important people believe environmental problems are compared to other problems. Rather
than a simple scale of “importance”, we asked people to indicate the degree of hifestyle
change they believe they must make to solve environmental problems. The responses to
this question are cross-tabulated by choice of vehicle type 1n Situation One. The data are
presented in Figure 7. The text of thus question was:
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Question 1.12. How would you characterize your feelings about the world's
environmental problems?

1. The biggest crisis and challenge of our times. The solutions require immediate
international effort and major changes in our economies and lifestyles.

2. Among our biggest problems. The solutions require cooperation of government and
citizens. Time to reconsider our lifestyles and make changes.

3. Environmental problems exist, and need some attention, but are minor compared to
other problems in our world.

4. Environmental problems are not an important problem. There is no need to change
the way we live.

Figure 7: Lifestyle changes to solve environmental problems by vehicle type choice in
Situation One
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Note The number of households in each category 1s given by the number at the top of each column. Thirty-eight percent 1s
the predicted proportion of EV choices under the hybnid household hypothesis
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The degree to which people felt the solutions to environmental problems will require life
style changes 1s correlated to their choice of an electric or gasoline vehicle. First, we note
that only 3 households indicated they believed environmental problems simply are not
important (Life Change = 4), so these people are dropped from Figure 7.. In Figure 7, we
see that a strong belef that lifestyle changes are warranted to solve environmental problems
is associated with a greater likeliness of choosing an EV. People who do not believe
environmental problems are particularly pressing are more likely to choose a gasoline
vehicle, though more than a third of these people choose an EV.

Willingnes ay_more for non-polluting goods

The second measure of environmental attitudes was willingness to pay for less polluting
products. In the guestionnaire, we asked the following question in Part One. Responses are
cross-tabulated by vehicle type choice in Situation One. The data are presented in Figure 8

Question 1.17. How much more are you willing to pay for products which don't
pollute compared to products which do pollute?

0 0% 1. 3% 2. 5% 3. 10% 4.20% 5. 230%

There 1s neither a statistically significant nor well-ordered relationship between willingness
to pay more for goods that are less polluting and the choice between an EV or ICEV 1n
Situation One. Only the relatively few people willing to pay virtually nothing more for non-
polluting products chose EVs at a rate less than that predicted by the hybrid household
hypothesis. Households willing to pay as little as 3 percent more for less polluting products
chose EVs more frequently than predicted by the hybrid household hypothesis

Demagraphics_and Income

Age and sex of household heads had little systematic effect on choices between electric
and gasoline vehicles in Situation One. The average age of female and male heads of
households was not significantly different between households that chose electric or
gasoline vehicles. There was no systematic or significant relationship between age of
household heads and vehicle type choices. Households with younger female and male
heads of household were neither more nor less likely to choose an EV than households
with older female or male heads of household. Many other studies have found that younger
buyers were more receptive to EVs than older buyers. We believe the reason our study
finds otherwise is that, once households take time to reflect on their travel needs, the travel
patterns and vehicle purchase habits of young households make them less likely, though
not unlikely, buyers for EVs
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Figure 8: Willingness to pay for green products and Choice One

100% -
65 57 100 135 60 34
u—
%« -
feons X
255
5
50% + s
do Sy il & o i
;oo Il - 5
W f B £ PRI AR
38% v:/ﬁ‘& :m»,: 4‘ . 47558 o&i ) s 88 &
i & B
k , o _
oy
B 5 e
e S . e
et i Dig -
ey : :
t%‘{}\ff{f;\&r, P ; : -
0% e leEes] | BPaad Ll
(=]
L1 ) nas <

B Electne [ Gasotine

Note The number of households 1n each category 1s given by the number at the top of each column 38 % 1s the predicied
proportion of EV choices under the hybnd household hypothesis The response categones 0 to 5 are defined 1n the text

Neither was household income a significant variable in explaining choices between electric
and gasoline vehicles. Figure 9 on the next page shows there was no systematic effect of
income on the choice between electric and gasoline vehicles. In all income categories but
one, more households chose EVs than we expected based on the hybnd household
hypothesis. It does appear that a higher proportion of lower income households in our
sample chose EVs than the overall sample proportion. Some of the higher income
households also chose EVs more often than the whole sample, but the highest income
households chose EVs only as often as the sample proportion. The test of the hypothesis of
independence indicates there 1s no statistically significant relationship between income and
choice of an electric or gasoline vehicle in Situation One.
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Figure 9: Household income by vehicle choice in Situation One

100% -
[- 24 32 61 64 79 59 35 23 55

50% A
38%
A
Yo :
S ML
¢ b oo st Sl
e T Sz
0% el - =
2 3 4 5 6 7

Electrnic D Gasoline

Note The income categories are 10,000s of thousands of dollars The category number corresponds to the lower
limut of the category, e g., category 2 1s $20,000 to $29,999 Category 10 1s open-ended, $100,000+

The number at the top of each column indicates the number of households in that income category.

Why do so many households choose an EV?

The choices of our respondents indicates the hybnd household hypothesis is plausible. A
driving range limit on one vehicle is not a substantial barrier to the purchase of an EV by
our sample of potential hybrid households. In fact so many households chose an EV n the
choice exercise, that their numbers far exceed our prediction We find there exists a hugh
level of pre-disposition to buy EVs across much of our sample, and this prior willingness
to consider buying an EV 1s associated with a greater likeliness of choosing an EV 1n
Situation One. A greater sense that immed:ate hifestyle changes are required to address
environmental problems is also associated with an increased hikeliness to choose an EV,
but even those households who are relatively unconcerned about environmental problems
chose EVs at a rate almost equal to that predicted by our hypothesis Neither willingness
to pay more for less polluting products nor household income provide a systematic
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explanation of the high rate of EV choices. Age and sex of household heads are also
relatively uninformative.

We offer two non-exclusive explanations for why so many households chose EVs. First,
only after households have considered the lifestyle impacts of limited range and have been
given increased information about EVs, do their environmental attitudes begin to shape
vehicle purchase decisions.

The second relates to a possible artifact of our research design. It may be that more of our
sample of potential hybrid households chose an EV 1n the choice exercises than would
actually choose an EV for their next vehicle. The immediacy of the survey process or the
newness of EV themselves may make households indicate they would buy an EV for thewr
next vehicle, when 1n fact, their EV choice would be delayed until some later time. In terms
of our assumptions, the long-term EV purchase rate may be proportional to the number of
vehicles the households own (i from page 40), but early in the market, across all potential
hybrid households, they may buy EVs, or say they will buy EVs, at a faster rate than
imphed by our assumption.
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RANGE, RECHARGING AND BATTERIES

The decision to purchase a limited range vehicle is a new consideration for households. The
limited range of electric vehicles 1s considered by all researchers to be among EVs’ defining
features and by many to be a fatal flaw. We agree the range himitations of electric vehicles
are a central feature that will reduce their market appeal for many users. We argue however,
that limited range is not a fatal flaw, but rather a new attribute on which the market for
vehicles will be segmented.

Moreover, previous research has not framed the response of consumers to limited range in
a sophisticated way. We argue that consumer response to limited range is conditioned by
many varnables: the travel routines of households and the subsequent allocation of driving
tasks; and demand for home recharging, away-from-home slow charging (such as a
workplaces), and fast charging at special stations. Additionally, the instrumentation of
electric vehicles is still mdimentary—given the limited range of electric vehicles and the
differences in refueling locations, range imnstrumentation will play a major role in consumer
responses to electric vehicle range.

Travel Routines of households and range selections

As stated in the hybrid household hypothesis, households’ travel routines and their ability
to complete those routines will be central to decisions to purchase any type of limited range
vehicle. With that said, this next statement will sound somewhat contradictory; while travel
routines are central to our study, in the sample we have chosen, differences 1n travel
routines between households have only a minimal effect on vehicle type choices. The
reason for this (as found in many prior travel behavior studies, including those reviewed in
the Introduction of this report) is that seldom do any multi-vehicle households encounter
situations 1n which they could not access their routine activity space using their fleet of
household vehicles—even if that fleet contains one limited range vehicle. That 1s to say,
rarely do households use all their vehicles simultaneously to accomplish long range travel.

Providing a complete assessment of the households’ routine activity spaces 1s beyond the
scope of this study. However, we expect that so long as the vehicle holdings of multi-
vehicle households include at least one “unlimited” range vehicle, then vehicles with ranges
of 80 to 100 miles (as offered 1n Situation One) would suffice for 90-95% of all travel days
for all such households We do provide the following indicators of the geographical extent
of the routine activity spaces of households in our sample in Table 7. As found in other
travel behavior studies, the vast majority of households in our sample have routine and
important destinations well within the range of an electric vehicle.
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Table 7: Activity Space of Participating Households

Median one-way commute distance 10 miles
Ninetieth percentile of one-way 35 miles

commute distances

Median distance to the critical 11 miles

destination!

Seventy-fifth percentile of distance to 23 miles

the critical destination

Ninetieth percentile of distance to the 50 miles.
critical destination

1 The cntical destnation 1s an acfivity destination the driver feels they must be able to reach even if an “unlimuted” range
vehicle 1s not available Different households, indeed different drnivers in the same household, will have different activities
that define the crnitical destinaiion In general, the critical destination i1s some activity location that 1s central to defining
the household’s lifestyle goals

Driver response to range information

In this section we explore the complexity of driving range. We demonstrate why we believe
that consumer preferences for range are a complex function of vehicle instrumentation, the
intended use patterns for the vehicle, and the convenience of home refueling compared to
station refueling. This study was designed to allow drivers to reflect on these three aspects
of driving range.

Econometric studies conceptualize household preferences for dnving range as a continuous
vanable. Econometric models use continuous preferences for range to estimate consumers’
partial utilities for driving range, regardless of the fuel being used. Several of these studies
purport to show that consumers attach very high cost penalties to short range; estimated
average penalties are often equal to the purchase price of the vehicle.

In our research, we found this approach to be erroneous for several reasons. First,
consumers usually have little experience with differences in range. Typically they have
owned and driven only vehicles with driving ranges equivalent to modern motor cars.
Those consumers who have expenienced ranges different from gasoline cars are most likely
to have experimented with longer ranges in diesel vehicles or vehicles with two fuel tanks
Lacking any basis in experience, households are ill-prepared to consider the effect of a
range limit. Respondents in imterviews and focus groups exhibited responses to driving
range that indicated they had no well-formed preference. Further, several households in our
statewide survey sample demonstrated they were unfamibiar with the range of the gasoline
vehicles they now drive. Figure 10 illustrates the vehicle ranges that drivers in our study
reported for their vehicles. One-third of our sample reported implausibly low ranges for the
vehicles they have been driving for months or years.
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Figure 10: Perceived range of household vehicles in ITS-Davis sample
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We had previously found in interviews with car drivers that the driving range/fuel level
instrumentation of gasoline vehicles is relatively imprecise for day to day use and gives
them only an approximate sense of how much fuel, and thus how much range, is left in the
tank at any point in time. Existing fuel instrumentation on most gasoline vehicles shows
fuel reserves varying from full to empty on an analog scale. Very few cars have
mstrumentation that reports remaining miles of range. A few luxury vehicles now have this
added feature of digital range instrumentation. However, they still use the same internal
float mechanisms in the tank as do cars equipped with analog gauges and therefore are of
dubious accuracy. We know of one such vehicle with a digital range readout that simply
switches to a “low fuel” warning when the estimated range falls below 50 miles.

We highlight the importance of experience with short range by examining driver
mformation about fuel levels i their current gasoline cars and their responses to that
mformation. Most current fuel gauges advise drivers to refuel either by an indicator
warning hight that flashes on at a low fuel point or simply by an needle entering an “empty”
indicator range on an analog dial. Five hundred thirty-four drivers 1n our study (59% of
drivers) reported they have a low fuel warning light in the vehicle they most often drive.
We asked these drivers how many miles they thought they could still travel when that
warning light comes on.

e 25% thought there was less than 15 miles of range on the vehicle
e 25% thought there was 16-30 miles of range on the vehicle

e 25% thought there was 31-45 miles of range on the vehicle
e 25% thought there was 46-80 miles of range on the vehicle

In addition to the wide range of behiefs about how much range is left on a gasoline vehicle
when the low fuel indicator light goes on, these drivers showed a wide range of responses
to that information. We asked both primary drivers in the household when they typically
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refuel. The responses of those drivers who had low fuel indicator lights are shown in
Figure 11. Fewer than 15 percent of these drivers use the information provided by the low
fuel indicator hight to determine when they typically refuel. Some participants try to
circumvent the limited accuracy of current range imstrumentation by using odometer
readings and an estimate of their fuel economy to determine when to refuel. However, the
vast majority of these drivers, and of drivers who do not have a low fuel indicator light,
refuel when their analog gauges indicate they have one-eighth or more of a tank of gas left.

Herein lies the difficulty in assuming people have formed a preference for driving range
that encompasses the driving ranges of EVs. Based on their assessment of when they
refuel, most drivers refuel their cars when they have between 40 and 80 miles of range
remaining. The instrumentation on their vehicle makes 1t difficult to do otherwise. They are
looking to replenish their range back to 1ts full amount, at just about the distance at which
an EV (based on current technology) would still be somewhere between half and fully
charged. Thus clearly indicates very few drivers have experience operating their gasoline
vehicles with the same types driving range as EVs will have, even when fully charged.

Figure 11: Refueling behavior of dnivers in the ITS-Davis sample
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We see a need for much more accurate range information being provided to drivers of EVs.
To explore the effect of improved range information, we asked respondents to imagine their
own vehicles were equipped with accurate, digital gauges that provided information on the
number of miles of travel left in ! mile increments. We then asked them to consider
refueling in a variety of situations. We learned that the point at which people refuel is not
just a function of distance, but also of familianity with the area or region in which they are
driving and their proximity to home.

If people are close to home or are in a familiar area, then on average they would wait until
there were only 25 miles worth of gasoline left before refueling; half the sample would wazt
until there were only 10 miles left. In an unfamiliar part of town, the average driver would
refuel with 42 miles left; half would wait until only 30 miles range remained. Lastly, if they
were driving on a long highway trip and did not know how far 1t was to the next fuel
station, the average driver refuels with 68 miles of range left; half would wait until only 50
miles remained. Based on these, it 1s clear the fuel tank capacity, reserve range and existing
range instrumentation of gasoline vehicles are clearly designed for long-distance, highway
travel situations, not for around town driving mn which more accurate instrumentation and
knowledge of daily travel routines would figure more strongly. The singular 1ssue for
gasoline refueling and preference for the range of gasoline vehicles is the intended use of
the vehicle—whether 1t 1s intended for long distance touring or local and regional use.

Range Choices by Households in Situation One

The hypothetical electric vehicle choices m Situation One in Part Four of the questionnaire
included vehicles with ranges based upon types of batteries we expect to be available by
1998. The electric vehicles offered in Situation One were designed with advance lead acid
battenies in mind (see page 3 of the Part Four Price Work Book in Appendix A). The
battery prices used in the choice expernnments were chosen after consultation with several
battery companies regarding expected mass production prices.

Situation One: Initial choices in a limited hypothetical market for EVs

In Simation One, respondents were provided only a limited selection of EV driving ranges.
We offered two battery options, a Type One standard battery pack that is included in the
base price of the vehicle. The Type One battery offered 80 miles of range in most vehicles,
and 100 nules of range in Sports cars and Small (sub-compact) Sedans. The replacement
cost, after core rebate, was given as $1,200. The optional Type Two battery pack offered
an additional 20 miles of range for $800 more than the Type One battery. The replacement
costs of the entire Type Two battery pack, after core rebate, was given as $2,000. The
intention of this price increment was to offer additional range at a high price, to see how
many consumers felt an additional 20 miles was very important. As seen in Figure 12,
almost two-thirds of the EV choosers in Situation One choose the extra 20 miles of range
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Figure 12: Choice of battery type in Situation One

Type Two 4
63% M

Type One
37%

Type One 1s the base battery, Type Two 1s the optional, longer range battery

In addition to a choice of two driving ranges, participants were offered a fast charging
option. We described fast charging as the ability to obtamn 80% of a full recharge in about
20 munutes at special recharging stations Current research indicates such recharging is
technically possible. This option was priced at $900. This is one example of an attribute
whose level we assigned based on the conditions and intentions of our experimental
design. We have no particular reason to believe that fast charging capability might actually
cost that much. However, we specified this price here simply because we wanted
consumers to have to make a strong commitment 1 order to get fast charging. If we had
offered it for free, there would be no reason not to take 1t, and therefore no reason for
households to reflect on whether they actually wanted it. In order to further increase their
reflection on this choice, if the household selected fast charging, they were also asked to go
back to their activity map from Part Two of the questionnaire and indicate at least one
location on their map where they would like a fast-charging station to be located.

Overall, 70 % of those households that chose an EV as therr next new vehicle also chose
fast charging. Choice of fast charging was strongly related to battery choice as shown m
Figure 13. Among those who chose the longer range, Type 2 batteries, 83% also selected
fast charging. Among those who chose the base Type 1, only 49% chose fast charging too.

If we look at the body styles choices of those who chose each battery type, shown in
Figure 14, we find that those who chose a mid-size sedan, compact pick-up truck or sports
car are more likely to have also chosen the longer range battery. Households that chose
small and compact sedans and small sport uttlity vehicles were more likely to stay with the
base Type One battery Buyers of munivans evenly split on range choice.
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these services. This data could be of use to those promoting infrastructure
development.

. Finally, one of the primary findings and underlying premises of this research is that
currently households are not well informed about electric vehicle technologies. We
recommend that in the interests of fulfilling the development of the markets described in
this study, that the state assist the design and implementation a marketing campaign that
educates potential hybrid households about the potential benefits of electric vehicles and
fosters their exploration of the lifestyle implications of electric vehicles
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RECOMMENDATIONS

I.

One assumption in our choice experiments is that EVs will be priced comparably to
gasoline, natural gas and other alternative fueled vehicles. There are concerns by many,
including the OEMs, that EV costs will be higher. We recommend that the California
Air Resources Board investigate the probable prices of mass produced EVs and identify
strategies to mitigate large price differences, if such differences are found to exist. If the
focus is upon reaching the 1998-2002 mandate years, we recommend that analysis
center upon the costs of small and compact vehicles with driving ranges from 60 to 150
miles and mid-size vehicles with ranges of 60 to 80 miles. We believe we have
demonstrated there is sufficient demand for such EVs to exceed the mandated sales.
Given that, there is a need to support policy makers and inform consumers with the
evidence that such vehicles are technologically viable and economucally competitive
with gasoline vehicles. If the focus is upon reaching the mandated levels of 2003 and
beyond, our research suggests an evaluation of the probable prices of mass-produced
mud-size electric vehicles with driving ranges of 100 to 150 miles would provide
direction for continued growth of the EV market in the next century.

Given the importance of understanding the nature of the stocks of vehicles that
households buy and own (at the household level, not some aggregate level) it is
important that data on household vehicle transactions and stocks be publicly available.
The single most uncertain aspect of this research is our estimate of the share of the
annual hight-duty vehicle market that our potential hybrid households represent. We
have had to construct what we believe is a plausible estimate from two different
sources, neither of which is entirely satisfactory. We have been given some private
indications from researchers with access to proprietary data bases that our estimate is
probably conservative. If our potential hybrid household segment does represent a
larger share of the market than we have assumed, then the market shares for EVs are
larger than stated in this report.

. The many different possible designs of hybrid electric vehicles pose complex research,

policy and marketing problems. The issues of consumer response to hybnid electric
vehicles, whether a hybrid EV satisfies the ULEV or ZEV definitions, and the
technological hurdles to building a hybrid EV are all intertwined. We have only tested
household responses to one possible hybrid EV. At some point in the near future,
CARB may wish to investigate more carefully the impact of hybrid EVs on both the
light-duty vehicle market and emissions. We have demonstrated 1n this survey research
the types of research technmques required to assess both

. Also, this report covers a small portion of the results of this survey. Qur choice

experiments were designed to answer questions beyond those merely of market
segments for EVs. For example, we can assess demand for recharging under different
scenarnios of recharging infrastructure development. These scenarios can include fast
charging at stations, opportunity charging at other away-from-home locations, and
home recharging. The survey included spatial, temporal and intensity of demand for
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Household market segments for EVs

Analysis of household life cycles indicates that younger families in our sample are more
likely than other households to buy EVs while older households are less likely. Also, in
households with no children, households in which the heads of household are middie-aged
are more likely than other households without children to choose an EV. We showed that
these changes are related to the defining purpose of the vehicle being chosen. Young
famibes are most likely to chose a vehicle whose defining purpose 1s to chauffeur children.
Sixty-two percent of households in which the youngest child 1s less than 16 years old and
whose defining purpose for the vehicle the selected in Situation Two was chauffeuring
children, chose an EV. Retired families were more likely to have assigned weekend and
vacation travel to their next new vehicle, and therefore were more likely to have chosen a
gasoline or natural gas vehicle. Households 1 all life cycles that contained working adults
were likely to assign commuting as the defining purpose of their next new vehicle. These
households were likely to choose an EV, but especially young families. Sixty-seven
percent of households whose youngest child was less than 6 years old and whose defining
purpose for the vehicle selected in Situation Two was commuting, chose an EV.

We make the following observation about the class of non-freeway neighborhood EVs
The life cycle groups that do, and do not, choose NEVs must be interpreted with care.
While we did expect households of middle age parents with children to be more responsive
to EVs (based on prior research), the low cost of NEVs confounds any expectations we
may have had based on household imncome. The apparent disinterest toward NEVs shown
by households made up of retired persons should not dissuade us from believing that
households of retired people will be an important market for NEVs. These households in
particular highlight the :importance of the specific community 1n which the NEV might be
used. While it is possible that retired households in our sample did not choose NEVs
because they do not foresee enlarging their stock of vehicles and because they tend to
define the purpose of their next new vehicle as weekend and vacation travel, we have
documented elsewhere (Kurani et al, 1995) that within appropriate environments, retired
househoids will be important NEV market segments.
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Just as EV hobbyists and affluent environmentalists act early in the market, so to do some
electric utilities and government agencies supportive of the emerging EV market. These
fleet buyers are important to build momentum and to insure the mandate level 1s met in its
first years. After waiting for EVs to prove themselves reliable among EV hobbyists and
affluent greens, hybrid households begin buying EVs. Every year thereafter, the hybrid
household segment grows, eventually becoming the most significant market segment.

Range and Body Style Market Segments for Electric Vehicles

None of the segmentation strategies that we applied to the households in this study were
as successful in identifying buyers of EVs as were two of our initial premises—identify
potential hybrid households and segment the market by demand for driving range. We
defined potential hybrid households to be those who own more than one vehicle, buy
new vehicles and own at least one vehicle that is not of a full-size body style. Within this
population a driving range limit on one household vehicle is not an important barrier to the
purchase of an EV. These households do show wide vanation in just how low that range
limit can be. The ability and willingness of different households to chose electric vehicles
of different ranges defines market segments based on the technological feasibility of
supplying EVs to a sufficiently large market to meet the ZEV mandate.

In addition to driving range, vehicle body style will affect the ability of manufactures to use
existing EV technology to provide the types and styles of vehicles our households say they
will buy. Across electric, natural gas and gasoline vehicles, mid-size sedans constitute the
single most frequently selected body style. Existing batteries will not provide the driving
range we offered in the longest range class of EVs in mid-size vehicles. So those potential
hybrid households that want a mid-size vehicle will either have to wait, or choose to buy a
smaller, or shorter range, vehicle. In Figure 24, these households would enter the market
later than buyers of smaller cars, or would join their ranks in order to buy an EV sooner.

Within a rich information context that allows them to become familiar with the novel
attributes of new types of vehicles and to reflect on the impact of those attributes on their
lifestyle choices, households demonstrate flexibility and adaptability when faced with
choices of new vehicle technologies. Our analysis of the affect of body style, and the
intended use of the next new vehicle demonstrates that households will construct very
different household fleets of vehicles if offered an expanded array of vehicle types.
Households change the intended body style of the next new vehicle and the defining use of
that body style choice. Households tend to choose smaller vehicles than they indicate they
would prefer. Yet this is not due to any onerous constraint imposed by the lack of full-size
EVs in the choice situations. The shift to smaller vehicles 1s evident even in those
households that chose gasoline and natural gas vehicles. Households also assigned
dsfferent defining trip purposes to the vehicles they chose. These shifts in intended use of a
vehicle were related to the type of vehicle chosen. A choice between a vehicle whose
defining purpose is to commute to work or school or to chauffeur children and a vehicle
whose defining purpose is to take weekend and vacation trips or to haul large loads
separates households that chose an EV from households that chose natural gas or gasoline
vehicles.
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main household market segments—EV hobbyists, affluent environmentalists, and hybrid
households. We discuss fleets and other households secondarily.

Hobbyists, Affluent Environmentalists and Hybrid Households

We have already entered the phase where EV hobbyists and affluent, environmentalists are
shaping the emerging market. EV hobbyists have been building EVs and converting
gasoline vehicles to electricity for years. Many of these people are not interested 1n buying
an OEM electric vehicle; building their own cars 1s what they do. But many others are part
of the entrepreneurial and consumer vanguard of the emerging EV market (Kurani and
Turrentine, 1994). They are not only early buyers of EVs, they are among the technological
innovators and business risk takers. Their numbers are of course small compared to the
total market, but they are busy creating the future of electric vehicles. Also among the
consumer vanguard are affluent, environmentally conscious buyers. These consumers will
be very influential in both promoting and illustrating the use of EVs.

Figure 24: Our Concept of the Potential Development of the EV market

A Vision of How the EV Market Will Develop

Other household
segments and fleets

| Hybrid Houscholds [N

' Affluent Greens

EV hobbyists ®

1995 ){ 2003 to0 2010
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We believe from the results of this study and previous studies we have done, that it 1s more
important and more profitable to market less expensive battery-powered EVs capable of
traveling between 40 and 120 mules than it is to develop more expensive battery-powered
vehicles with ranges 1n excess of 150 miles. The marginal utility for electric vehicles with
ranges beyond 150 miles will be small so long as there are gasoline vehicles on the road
that have 300-400 miles of range. Therefore, so long as people persist in believing that EVs
must mimic the long range and short refueling times of gasoline cars, practical and
profitable EVs will elude us until new electric energy storage technologies can be
commercialized. However, we argue that the utility of short range, home recharged EVs
lies primarily in their complementary relation to gasoline vehicles, in therr ability to provide
diversified transportation services in a hybrid household. Marketed as such, it appears to us
that both the state of the art in technology and consumer demand are adequate to launch the
market for ZEVs.

Households are the unit of analysis

We designed this survey to allow the household to participate in the vehicle purchase and
use decisions. The choice of households as the unit of analysis has several corollaries.
Analysis of households implies the choice of the next new vehicle is made within the
context of the household’s resources, including the vehicles it already owns. It implies that
the value a household places on a vehicle being considered for purchase is partly a function
of the vehicles the household already owns, not just on the attributes of the vehicle being
purchased.

Do household members make decisions together about vehicle purchases and use? Over 70
percent of the households 1n our sample indicated that more than one person in the
household was involved in the decision-making process. The households most likely to
have only one person making the decisions were households of one adult whose youngest
child 1s older than 16. Do households consider their existing vehicle holdings when making
vehicle purchase decisions? The evidence here is less direct, but the fact that households
will change from a preferred body style and will change the defining purpose for a
particular vehicle indicates they are considering not only what vehicles they own, but all the
vehicles they will own once they have actually purchased their next new vehicle.

An Image of EV Market Development

We present an image of the development of a market for electric vehicles in Figure 24. The
concepts illustrated are based the results of this survey and the preceding three years of
market research the authors conducted at ITS-Davis. We show conceptually how we
believe the market will grow through the increasing participation in the market for EVs by
new market segments over time The image we develop in Figure 24 is not a forecast. It is
a tool to organize the results of several different research projects we have undertaken in the
past four years. We do not put a precise time line on the development depicted in the figure;
the rate of development of the market is contingent on the marketing of technologies
assumed in this study and the promotional efforts of industry and government to insure a
stable policy and market development context We will primarily address the role of three
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there are about 98,000 ZEVs sold in 1998, about half this many more, or a total of about
150,000 ZEVs, will need to be sold in the year 2003. If mud-size vehicles can be built that
have the range capabilities of our regional EVs, the market potential for electric vehicles
expands to between 13 and 15 percent of the light-duty vehicle market, or between 185,000
and 215,000 vehicles. Thus this development alone would allow the ZEV mandate to be
fulfilled. If changes and improvements to energy storage technologies do not allow for
mid-size electric vehicles with ranges up to 140 miles by the year 2003, then it would
appear that approx:mately 50,000 EVs would have to be sold to market segments that are
not represented in this study.

Though we offered only one of many posstble different hybnd EV designs to our
participants, we note that if “range-extender” hybrid EVs are built, and sold as ULEVs, the
total electrified share of the light-duty vehicle market rises to between 16 and 19 percent

Validation of Hypotheses and Research Design Assumptions

The Hybrid Household Hypothesis

The basic conclusions of this study substantiate several of our research design hypotheses
and assumptions. The hybrid household hypothests has been supported strongly by the
evidence in this study. Within our sample of porential hybrid households a driving range
limit on one household vehicle is not a significant barrier to the purchase of an EV.

To reiterate our definitions for readers who have passed over earlier sections, a hybrid
household is a one that combines electric and gasoline vehicles in its stock of vehicles. In
contrast to a hybrid vehicle—that combines electric and heat engine drive systems in one
vehicle—a hybrid household chooses two vehicles with different types of energy systems
and then must allocate household travel accordingly. We note that a household that chooses
a hybrid electric vehicle is also a hybrid household. For purposes of this study, we defined
potential hybrid households as those households who own two or more light-duty vehicles,
own at least one vehicle that is not a full-size vehicle, own relatively newer vehicles, and
buy new vehicles We note this definition specifically excludes several types of households
that may buy EVs. However, we believe that the barriers to EV purchase and use faced by
the households that meet our selection criteria are inherently smaller than those faced by
households outside our sample. We discuss this further in the following section on market
development. In fact, the responses to the survey indicate an even greater market share for
limited range, home recharged electric vehicles

The market for EVs will be seamented bv demand for driving range

We have demonstrated that our assumption that the market for EVs can be segmented by
driving range is true. Any number of households opted for shorter range electric vehicles
when longer range EVs were available. Any number of households opted for a short range
EVs when long range gasoline vehicles were available. It is precisely this demonstrated
willingness of households to choose shorter range vehicles that opens up the market for
ZEVs to electric vehicles that can be built and sold based on today’s EV technology
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CONCLUSIONS

The Market for ZEVs

Throughout our research, we have emphasized the role of fundamentally new attributes of
limited driving range, home recharging, and zero tailpipe emissions on likely consumer
response to electric vehicles. Given that emphasis, this survey was based on a mix of
assumptions. Some are grounded in demonstrated technologies. Others are based on
expected developments. Still others were chosen because they furthered our primary
cause—to understand how households that own more than one car are likely respond to
the mux of new and famihiar attributes represented by EVs.

Based on our assumptions about our sample and on demonstrated EV technologies, the
results of our choice experiments indicate there 1s adequate consumer demand for electric
vehicles to meet or exceed the 1998 CARB mandate for the sale of ZEVs in Calhiformia.
These vehicles include small (sub-compact) and compact sedans, wagons, sport-utility
vehicles, pick-up trucks and sports cars with driving ranges of 60 to 150 miles and mid-
size body styles with ranges of 60 to 80 miles. Based on the conclusions reported here, we
believe that the potential market for these vehicles will be no less than 7 percent of the total
Light-duty vehicle market. Based on a projection of 1.4 million new hght-duty vehicle sales
in California in 1998, this represents the sale of 98,000 electric vehicles. This estimate does
not include any sales to commercial or government fleets, nor does it include any sales to
households who lie outside our sample of potential hybrid households.

The mandate requires in 1998 that 2 percent of light-duty vehicles offered for sale be ZEVs
For purposes of the mandate, only light-duty vehicles whose laden weight is less than
3,750 Ib. are subject to the mandate. Also, in 1998, only manufacturers who sell more than
30,000 vehicles per year in California are subject to the mandate. Again, using a total Light-
duty vehicle sales projection for the year 1998 of 1.4 million vehicles and adjusting for the
laden weight limit and the limit on affected manufacturers, we believe the ZEV mandate will
require that no more than 20,000 ZEVs be offered for sale in 1998.

By the year 2003, the ZEV mandate requires that 10 percent of hight-duty vehicles offered
for sale in California be ZEVs. The same weight restriction applies, but all vehicle
manufacturers who sell more than 3,500 light-duty vehicles in California will also be
required to meet the mandate. To meet these higher sales figures will require one or more of
the following: sales of EVs of the same body styles and range capabulities described above
to households that do not meet the definition of a potential hybrid household used 1n this
study; sales of such vehicles to commercial and government fleets; or the development of
electrical energy storage technologies that allow the construction of mid-size electric
vehicles with driving ranges up to 140 mules.

The size of the market gap between sales of vehicles based on current technology and the
year 2003 requirement 1s about 50 percent of the projected ZEV market demand. That ss, 1f
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Summary of environmental responses

We believe only a small group of affluent, environmentally motivated consumers will be
able to purchase EVs if they are sold at high prices—a widely expected, but not necessary,
condition of the early EV market. Most car buyers we have interviewed in previous
research have already stretched their budgets to buy the cars they own. But as we have
discussed here and elsewhere, consumers demonstrate very positive attitudes towards EVs
and express a willingness to investigate the potential purchase and use of electric vehicles.
Once they begin these investigations, we believe a significant number (indeed, most) of
potential hybrid households will find their adaptations to EVs with driving ranges of 100
miles or less are so minimal that the environmental benefits will overshadow these minor
adjustments in travel. Thus while we do not expect most potential hybrid households to pay
high premiums, we do expect them to choos¢ EVs over gasoline when all else is equal (or
nearly equal) to gain environmental benefits. The environmental attitudes expressed 1n this
study show that there 1s broad support for the 1dea of zero emissions vehicles and a
government sponsored campaign to promote clean transportation alternatives such as EVs

While affluent consumers can be counted on for a small percentage of sales of higher priced
vehicles in the early years of the market, efforts to create a green market should be targeted
at hybrid households The goal should be to provide high quality, high amemty, short
range electric vehicles at comparable prices to gasoline vehicles and to promote the health
benefits as well as the practicality of electric vehicles to this market segment. The efforts of
government to support sales among this segment should be measured and constant, an
effort at a reliable partnership with a critical set of clients, a partnership not unlike that of
curbside recycling programs.

Several historical processes coincide with the introduction of ZEVs. There is still
widespread belief that environmental problems are among our most important and
mmmediate 1ssues Environmental problems are seen as so important that they warrant
lifestyle changes and most people are willing to pay something more for products that are
less polluting. The process of mtroducing alternatives to gasoline will embody other
historical processes that have not been previously addressed. As electric vehicles become
available, and consumers are able to act on their environmental and health concemns through
the purchase of EVs, not only tailpipe emissions, but contact with, and smell of, gasoline
itself may be stigmatized in a similar manner to tobacco smells

PAGE 97



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

Responses of participants to current environmental problems

We also probed about how this group is currently responding to environmental problems.

17 households said they are actively protesting environmental problems
315 households said they are working on their own lifestyles
82 households said they are sympathetic but uninvolved

36 households said they working on other problems but not the environment

We asked what are the major obstacles to better environmental lifestyles in their own hives

L

54 households said they are too lazy

109 households said they don’t have enough time

175 households said the world is not set up to do the night thing
28 households said green products cost too much

20 households said green products don’t work as well

We also asked what kinds of things they are doing to improve the environment. On this
question they could check more than one category.

435 households said they recycle

383 households said they conserve water

191 households said they buy green products

164 households said they try to reduce car use

126 households said they make donations to action groups
13 households said they take direct political action

4 households said they do nothing

In a question designed to elicit attitudes about how environmental problems should be
handled, we asked participants How we should handle the disposal of toxic household
bartteries which have become a problem in landfills?

6 households agreed we should fine manufacturers
16 households agreed we should make disposable batteries illegal
195 households agreed we should develop a commumty disposal program

235 households agreed we should have a public education program to encourage use of
rechargeable batteries and alternatives.
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Table 28: Vehicle type choice in Situation Two by perceived gasoline toxicity.

Vehicle Type Perceived gasoline toxicity Total
Count Highly Toxic Moderately  Relatively  Don’t Know
Toxic Safe

Neighborhoods EV 22 11 2 3 38
Community EV 22 27 2 2 53
Regional EV 116 85 18 12 231
Hybrid EV 30 28 7 20 85
Gasoline, Reform 130 113 22 35 300
Natural Gas 81 62 6 16 165

401 326 57 8 | sn
Chi-square Test Chi-Square Prob.>chi-square
Likehihood Ratio 34 827 0 0026
Pearson 36 827 0 0013

The cells in Table 29 shown in bold contain more households than the null hypothesis of
independence predicts. These cells verify the conclusions of the correspondence analysis.
The test statistics for Table 29 indicate we reject the hypothesis that perceptions of
gasoline’s toxicity and choice of vehicle type are independent .

Though the smell of gasoline does not elicit systematic choices of vehicie type, we believe
it may become an important symbol of gasoline as an environmentally inferior fuel. We
note two recent news stories that indicate our posttion 1s plausible First, a story regarding
alleged adverse health effects from exposure to reformulated gasoline vapors during vehicle
refueling in Wisconsin received national coverage. Second, a major oil company has begun
an advertising campaign touting that its fuel pumps have been refitted with improved vapor
recovery systems and higher speed fuel delivery systems. We note that refueling is the one
occaston when motorists are in closest proximity to gasoline. While the advertisements do
not point this out, the new pumps clearly have the capability to reduce consumers exposure
to gasoline fumes by reducing the exposure time and the level of vapors.

It is possible that like the current anti-cigarette campaign, consumers may become more
sensitized to the smell of gasoline. The campaign against smoking gained momentum when
the dangers of “second-hand smoke” were documented. However, the social mores that
support the campaign were formed over the last few years. One stumulus to this social
change was the smell of cigarette smoke. Many negative images of smoking have their
basis in our sense of smell, e.g., the smell of someone else’s smoke rumning your dining
experience or your dry cleaning bill to remove the smell of co-workers’ smoke.
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figure 1llustrates which rows or columns are distributed more like each other. The
horizontal axis separates vehicle types into one group of pure electric and natural gas
vehicles and another group of reformulated gasoline (RGV) and hybrid electric vehicles.
Also, people who do not believe gasoline is particularly toxic or do not have an opinion are
located on one side of this axis—the same side as those who chose a gasoline vehicle or
hybrid EV. People who believe gasoline is moderately or strongly toxic are located on the
other side with the groups of people who chose electric and natural gas vehicles.

The distribution of vehucle type choices in Situation Two is more similar among households
who believe gasoline is toxic than it is to households who do not believe, or do not know,
whether gasoline is toxic. Further, a belief that gasoline is toxic is associated with a greater
likeliness to choose a pure electric or natural gas vehicle than we would expect if
perceptions of gasoline toxicity and vehicle type choice were independent. It is interesting
to note, that the hybrid electric vehicle, whose range extender motor runs on reformulated
gasoline, is perceived to be more like a gasoline vehicle than an electric vehicle on the
attribute of gasoline toxicity.

Figure 23: Correspondence Analysis of Gasoline Toxicity and Vehicle Type Choice in
Situation Two
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offer consumers this opportunity. We developed this hypothesis after hearing several
participants in focus groups and interviews discuss their dislike of the smell of gasoline. To
examine this issue, we asked our respondents about their perceptions of the toxicity and
smell of gasoline.

We find that people generally have very negative perceptions of gasoline. In Figure 22, we
see that nearly half our sample percerves gasoline to be extremely toxic. Only 7 percent
perceive 1t to be relatively safe. Equally important, very few people are undecided, only 10
percent indicate they don’t know whether gasoline 1s toxic. Almost everyone has an
opinion of the toxicity of gasoline. and almost all those opinions are strongly or moderately
negative. Perceptions of the smell of gasoline are less strong, but still quite negative.
Almost two-thirds (63%) of our respondents find the smell of gasoline unpleasant and only
11% find it pleasant. Twenty-six percent of respondents indicate they don’t particularly
notice the smell of gasoline.

Figure 22: Perceived Toxicity of Gasoline
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10%
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37%
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We find there is a correlation between the perceived toxicity of gasoline and respondents
choices of vehicle types, but not between perceptions of the smell of gasoline and vehicle
type choices. We show the results of a correspondence analysis between vehicle type
choices 1n Situation Two and perceptions of the toxicity of gasoline in Figure 23. The
cross-tabulation of the data 1s given in Table 29. Since we asked both respondents 1n each
household, to respond to these questions, the sample size in this table is larger than the

number of households.

Recall that correspondence analysis presents a visual presentation of the relationships in a
cross-classification table. Each point represents a row or column from the table and the
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We have made every effort to reduce the problem of simplistic and overly optimistic
answers. We did so by better educating the consumer about the features of electric vehicle
technology and by grounding household responses to EVs in their own behavior. Because
we would expect some optimism, we emphasized practical impacts of EV technologies on
household lifestyle choices and expressions. We allowed respondents to express their
environmental opinions and attitudes toward the environment separate from vehicle
purchases making it clear that such attitudes are not compromused by a decision to purchase
something other than an electric car. Only after they have spent several days chronicling
their travel and activities and learning about EV technology do we ask them to express a
purchase intention.

One important type of influence on consumer purchases in an actual market for electric
vehicles will be social and cultural issues. These are dependent on many historical
variables, such as consumer education programs, the political climate, the promotional
efforts of auto companies and communities and the sense of urgency about the quality of
air. Below we explore some attitudes about such market vanables.

Are we poised to faunch a green transportation market?

When we sought alternative explanations to the hybrid household hypothesis, we looked
first at environmental attitudes. We found that no single measure of environmentalism
explained choices between EVs and gasoline vehicles as well as our initial hypothesis But
we find several reasons to believe that we live in a society still very concerned about the
environment. Based on those concemns, we believe certain historical conditions are correct
for the beginning of a new environmental ethic in the market for private transportation
services.

There is a high degree of concern with the environment. Recall from Figure 7 that 80% of
our respondents felt environmental problems were the biggest, or among the biggest, of
our times. With different degrees of urgencys, all these people felt lifestyle changes will be
required to solve environmental problems. We showed that concern translates into a greater
likeliness of choosing an EV. Lastly, virtually the entire sample indicates they will pay
something more for products that are less polluting. Sometimes this 1s very little, 3%, and
some times 1t is substantial, 30% or more.

Perceived toxicity and unpleasantness of gasoline

Another historical process, concomitant with a developing market for ZEVs, is evolving
consumer perceptions of gasoline itself and the possibility of directing a public health
campaign against this fuel when cleaner alternatives become available. In the absence of
any alternatives, consumers cannot overtly express their perceptions of gasoline. The smell
and perceived toxicity of gasoline are background issue for consumers. That is, without an
alternative product in the market for comparison, little concern is voiced by consumers
about exposure to gasoline and researchers have not asked about these perceptions. We
believe that as alternatives come to market, perceptions of gasoline may become more
important influences on consumer choice and politics Electric and natural gas vehicles
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In the case of electric vehicles, there are large differences of opinion as to whether some
consumers will be sufficiently motivated by their environmental concerns to pay a premium
for a clean vehicle. Recent opinion polls have shown wide popularity for the idea of zero
emissions vehicles and electric vehicles in particular (e.g., Dohring 1994). In our own
preliminary work on the EV market, we found the idea of EVs to be immensely popular
with a group of Pasadena residents who test drove EVs (Turrentine et al 1992).

As discussed in the introduction to this report, some market studies have tried to identify
consumers with particularly strong environmental sentiments—the green consumers who
might be willing to pay a premium for electric vehicles. Whule this strategy is attractive to
car makers who wish to identify those who will pay more for thewr products, it unduly
constrains the potential market and fails to identify those consumer whose lifestyles match
well the capabilities and characteristics of electric vehicles.

Understanding the "feel good” effect in surveys

Understanding the impact of social concerns on consumer responses to hypothetical choice
situations, such as those posed about electric vehicles, is a thorny issue. There is the risk
we may elicit what some researchers call “feel good* answers, especially in studies of
consumer attitudes toward things perceived to be socially desirable. After all, who is
against clean air? But the feel good label overemphasizes the affective (emotional) quality of
consumer responses and under emphasizes their political, expressive and communicative
intentions. In responding to a hypothetical question, consumers may be expressing both an
affective intention to pay higher prices for an electric vehicle (the "feel good"” or "I'm a
good person” answer) but may also be taking the opportunity to express a political opinion
they hope will influence the policy outcome of the survey. In a real purchase situation, they
may not be able to carry out their affective intentions or express their political opinion.
What blocks them is their budget, not their sincerity. Such optimism 1s not solely
constrained to social issues such as clean air. We see evidence in this survey of unfulfilled
wants and desires with respect to more prosaic features of the cars our respondents would
like to buy—a higher than expected percentage of households expressed the intention to
buy a sports car or a full size car for their next new vehicle than we would expect based on
actual vehicle registrations and sales.

Dealing with thus problem is not easy, yet it affects the confidence researchers can have

in whether responses to their hypothetical choice experiments mirror “real” purchase
mtentions. We cannot second guess consumers mtentions. On the other hand, we must
expect a certain amount of optimism among CONSUMETs 1t a survey situation if we are
presenting something socially desirable, whether 1ts a zerc emussion vehicle or a shiny red
sports car. And such optimism should not be merely written off as "feel good" answers
Consumers are expressing desires. In the case of the shiny red sports car, the response of
manufacturers would not be to simply dismiss the overly optimistic desires of consumers,
rather they would find a way of giving the consumer what they want within the
households’ budget.
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HOW GREEN IS THE MARKET?

The most significant reason for introducing electric vehicles is their potential to reduce
emissions from the transportation sector. However, when the source of emissions are the
vehicles operated by the millions of households in California, the environmental benefits
of ZEVs will only be realized when large numbers of consumers cooperate towards
attaining those benefits. Thus far, California has not imposed prices on energy and
pollution that would encourage private choices that would produce improved environmental
quality The inability to appropriately price resources, products and services so that private
choices actually achieve socially desired goals 1s a classic problem in a free marketplace. It
is one reason that governments intervene 1n markets to ensure public health and security
and to protect access to basic resources and rights. In the case of zero emissions vehicles, it
is widely believed that some public subsidies of electric vehicles may be necessary to insure
sales and spur innovation. Still, there remains the possibility that some consumers will be
so motivated by the environmental benefits of ZEVs that they would buy electric vehicles
even if they were priced much higher than gasoline vehicles. These consumers are green
buyers.

Consumers have shown an increasing tendency 1n the recent past to purchase green goods
or to participates in some other form of environmental consumerism (Turrentine 1995)
Such activism has not always been predictable. The electric vehicle market, as a green
market, has its own peculiarities that we discuss below. Of course environmental concerns
vary from region to region, and person to person. Some studies of green consumerism
show that education levels have a significant effect on environmental concern, as does
location—those who live in urban centers linked closely to an area of scenic beauty are
regularly among the most environmentally progressive.

Green products have been successfully marketed at a premum a price, but most often these
products are common and relatively low cost items—recycled paper products are one
example. Wealthy home owners have been willing to invest larger sums 1n energy
efficiency products (Turrentine 1995). Additionally, consumer demand for some products
has lead to new regulations, such as the Montreal Protocol, 1n 1992, which controls ozone
aggressive products That agreement resulted from consumer boycotts of ozone damaging
aerosols (Kempton 1994). Consumers have also shown a willingness to participate in
community sponsored recycling programs when curbside pickup is provided.

Californmia has some of the strongest environmental sentiments, as well as some of the
strongest movements to reduce regulation Despite the current conservative trend in
American politics, replete with 1ts backlash against top down environmental regulation (as
part of a more general backlash against percerved government “mterference”), there 1s still
widespread support for environmentalism as a way of life in American society. Polls
continue to find that some 80% of Americans consider themselves to be environmentally

concerned (Kempton 1994).
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At the bottom of Table 28, we see that across our entire sample 46 percent of households
chose one of the electric vehicles, 19 percent chose a natural gas vehicle and 34 percent
chose a reformulated gasoline vehicle. Among households whose youngest child is § years
old or younger and whose defining purpose for the vehicle they chose in Situation Two
was either commuting or chauffeuring children, approximately two-thirds chose one of the
EVs. Across all life cycles (except households whose youngest child is between the ages of
6 and 15 inclusive), more than half of the households whose defining trip purpose for the
vehicle they chose in Situation Two was commuting chose an EV. Equally dramatic, no
retired household that defined their Situation Two choice by weekend and vacation travel
chose an EV.

Summary of Life cycle Definitions of Market Segments

Using the life cycle definitions from the Nationwide Personal Transportation Study, we
identify some groups of households that are more likely to buy electric, natural gas or
gasoline vehicles Households with two or more adults (with or without children) appear
more likely to buy EVs than are households of retired persons or households of single
adults whose youngest child is older than 15. We offer no conclusions about other single
adult households with children because so few appear in our sample Households of two or
more adults whose youngest child is 15 years old or younger are more likely to buy a
regional EV than they are to buy gascline vehicle. These are the only households that we
can say are more likely to buy one particular type of EV than a gasoline vehicle. However,
for all life cycle groups, all EVs taken together are chosen more often than are gasoline or
natural gas vehicles.

We do observe differences across life cycle groups in the reasons why households choose
a particular body style. Households of two or more adults who have young children chose
commute vehicles and vehicles to chauffeur children. Households of two or more non-
retired adults with older children primarily chose commute vehicles. Households of two or
more adults who have no children at home either chose their next new vehicle for weekend
and vacation travel or based on vehicle styling.

Analyzing life cycle, defining purpose for the vehicle, and vehicle type choices reveals that
young fanulies were very much more likely to choose an EV than any other type of vehicle,
if their defining purpose for the vehicle was either to chauffeur children or commute to
work or school. Cornmuting in general was associated with a higher probability of
choosing an EV, regardless of life cycle. Among those households that did not choose EVs
were retired households who selected a vehicle for weekend and vacation travel.
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Table 28: Observed vehicle type choices for selected subsets of life cycle category
and defining purpose, percent

Household life cycle and defining Situation Two vehicle type choices
purpose of the body style chosen in of these households,%!
Situation Two
W
Two or more adults, youngest child is younger Electric 62
than 16 years old (C1As, C2As), defining Natural Gas 12
purpose is to chauffeur children. Reformulated Gasoline 26
Two or more adults, youngest child 5 years old Electric 67
or younger (C1As), defining purpose is to Natural Gas 14
comrmute to work or school Reformulated Gasoline 19
Two or more adults, youngest child is between Electnic 47
6 and 15 years old, inclusive (C2As), defimng Natural Gas 21
purpose 1s to commute to work or school Reformulated Gasoline 39
Two or more adults, youngest child is 16 years Electric 59
old or older (C3As), defining purpose 18 to Natural Gas 9
commute to work or school Reformulated Gasoline 31
Single adult, youngest child 1s 16 years old or Electric 60
older (C3SA), defining purpose 1s to commute Natural Gas 0
to work or scheol Reformulated Gasoline 40
Two or more adults (not retired), no chuldren Electnic 52
(COAs), defining purpose is to commute to Natural Gas 14
work or school Reformulated Gasoline 33
Two or more retired adults, no children, _ Electric 0
defining purpose 1s weekend and vacation Natural Gas 50
travel Reformulated Gasoline 50
All households Electric 46
Natural Gas 19
Reformulated Gasoline 34

1 “Electric” includes REVs, CEVs, NEVs and Hybnids
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Table 27: Observed distribution of vehicle type chosen in Situation Two by life cycle
and defining purpose

Vehicle Type: ANl Electric vehicles (includes hybrids, NEVs, CEVs, REVs)

Defining purpose of Chosen Life cycle Total
Body Style
Observed Count COAs ClAs C2As C3As L

| Commute ] 25 21 16 18 8¢
Chauffeur Children 2 i1 10 1 24
Weekend/Vacation 8 2 1 3 14
Styling 6 1 2 3 12
Total 1! 41 35 29 25 H 130
Vehicle Type: Natural Gas
Defining purpose of Chosen Life cycle Total
Body Style
Observed Count COAs ClAs C2As C3As
Commute | 5 5 7 2 19
Chauffeur Children 2 1 2 3 8
Weekend/Vacation 2 0 5 13
Styling 4 0 1 0 5
Total 17 8 10 0 | 4
Vehicle Type: Gasoline H
Defining purpose of Chosen Life cycle ‘ Total
Body Style
Observed Count . COAs ClAs C2As C3As
Commute 19 7 1 0 | 47
Chauffeur Children 0 5 4 0 9
Weekend/Vacation 17 8 8 4 37
Styling 5 G 0 1 6
Total 41 20 23 15 99
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children, weekend and vacation, and styling) and the four most common life cycle
categories (all households with two or more adults, with or without children of any age).
About 60 percent of our entire sample is in this sub-sample- We collapse all EV types mto-
one category of vehicle type and retain reformulated gasoline and natural gas as distinct
types. The observed distribution of households within the table identified by this three-
variable model is shown in Table 27.

The model that best fits this data 1s consistent with the set of relationships shown in Figure
21. The decision-making process this model represents assumes that a household's life
cycle is determined by choices made either pnor to, or external to, vehicle purchase
decisions. Given that a household is in a particular life cycle, 1t chooses a body style for the
vehicle 1t will purchase next based on the travel needs of the household through the
assignment of a defining purpose for the vehicles being considered for purchase and the
fleet of vehicles the household owns. Once a defining purpose is chosen, the household
then chooses the type of vehicle—electric, natural gas, or reformulated gasoline. The effect
of this decision-making process on vehicle type choices can be seen in Table 28 where we
show some of the observed vehicle type choice frequencies.

Figure 21: Model structure for life cycle, defining purpose and vehicle type

Lde Cycles:

C1As—Two adults (not retired), youngest child less
than 5 years old

C2As—Two adults (not retired), youngest child
between the ages of 5 and 16, inclusive

C3As—Two adults (not retired), youngest child older
than 16

C3SA—Single adult, youngest child older than 16

'

Defining Purpose.

Commute to work or school
Chautfeur children

Weekend and Vacation travel
Vehicle Styling

l

Electric
Natural Gas
Gasoline
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We have established there 1s a statistically significant relationship between defining purpose
and life cycle within the sub-sample of our potential hybrid households that both belong to
one of the four Jargest life cycle groups and chose one of the four most frequent defining .
trip purposes. Next, we compare their choices of a defining purpose for the vehicle selected
in Situation Two and their defining purposes for their preferred body styles. This provides
insights into whether the choice set of vehicles we provided to our respondents affected
their choice of defining purpose. That is, by offering households a greater variety of
vehicles, did we allow them to reshape their vehicle holdings i ways they could not 1n a
market that offers only gasoline vehicles? The answer to this question appears to be yes.

Table 26 on the previous page shows the cross-classification of the defining purpose of
the preferred body style by life cycle for these same 275 households. This table also
indicates there is a significant relationship between these two variables in this sub-sample,
but examination of the table indicates the same type of relationships do not exist in this
table as in Table 25. Over all life cycle groups, fewer households stated the defining
purpose of their next new vehicle was to commute to work or school. This is especially
true in households with older children. Also, nearly half the households with the youngest
children stated the defining purpose of their preferred body style was to chauffeur children.
Across all four hife cycles, households were more likely to express that vehicle styling
defined their preferred body style choice than they were to state that vehicle styling defined
their body style chotce 1n Situation Two.

Thus, there exists a relationship between life cycle and both the defining purpose of the
preferred body style and the defining purpose of the chosen body style.# Not only 1s
there a statistically significant change in the distribution of defining purposes of the
preferred body styles and the chosen body styles, but the changes are different within
different life cycle groups. Households chose to own different sets of vehicles in our
choice experiments, than they had imagined they would own at the beginning of the
questionnaire. The differences are related to the composition and age of the households.

To test for the combined effects of life cycle and defining purpose on the types of vehicles
chosen 1n Situation Two, we estimate a model that includes all three variables.> Again, we
restrict our analysis to the four most common defining purposes (commute, chauffeur

4 To test whether the differences between these two tables are significant requires we construct an hypothess test based on
log-hinear models of the three vanables in question—Ilife cycie group, defimng purpose of the preferred body style and
defimng purpose of the chosen body style. We construct the test by calculating a hikelihood rauc chi-square for a modet n
which we hold the distnibution of the fitted values constant across hife cycle categories and another 1n which we aliow the
fitted values to vary by life cycle We condition both models on the joint distribution of defining purpose of the preferred
body style and defining purpose of the chosen body style. The likelihood ratio chi-square for the first model 1s 96 62, with
48 degrees of freedom, that of the second model 1s 79 28, with 45 degrees of freedom The difference of two chi-square
measures is 1tself chi-square distrnibuted, with degrees of freedom equal to the difference in degrees of freedom Thus the
likelihood rauo for our test 1s 17 34, with three degrees of freedom Based on the preceding result, we reject the nuli
hypothesis that the jomnt distribution of defining purposes is independent of hfe cycle category

5 We estimate a log-linear model that includes hife cycle, defimng purpose and vehicle type of the chosen vehicle 1n
Situation Two The model that best reproduces this table includes interactions between hife cycle and defiming purpose and
between defining purpose and vehicle type The likelthood ratio chi-square 1s 24 63, with 24 degrees of freedom Thus, we
do not reject the null hypothests that the distribution generated by the model 1s the same as the observed distribution
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Table 25: Defining purposes for the vehicle chosen in Situation Two by life cycle

groups
Defining purpose
chosen in Life cycle Total
Situation Two
Count COAs ClAs C2As C3As
Commute 49 33 34 30 146
Chauffeur Children 4 17 16 4 41
Weekend/Vacation H 32 12 9 12 65
Styling RS 1 3 4 23
Total | 100 63 62 50 275
Test chi-square Prob.>chi-square
Likelthood Ratio 39 380 0 0000
Pearson 36 848 0.06000

Table 26: Defining purposes for the preferred next car in Part One by life cycle groups

Defining purpose of

next purchase in

Part One Life cycle Total

{prior to choices

offered in our study)

Count COAs ClAs C2As C3As

Commute 39 22 28 22 111

Chauffeur Children 12 29 11 6 58

Weekend/Vacation 25 10 12 12 59

Styling T 2 11 10 47
100 63 62 50 275

Test chi-square Prob.>chi-square

Likehihood Ratio 37 562 0 0000

Pearson 37 788 0 0000
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Figure 20: Correspondence analysis of life cycle and frip purpose
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Life cycle groups

COAs = no cluldren, two are more adults (not retired)

CiAs = youngest child age 5 or less, two or more adults (not retired)

C2As = youngest child between the ages of 6 and 15 inclusive, two or more aduits (not retired)
C3As = youngest child aged 16 or older, two or more adults (not retired)

C3SA = youngest child aged 16 or older, singie adult (not retired)

NCRAs = no children, two or more retired adults

Codes for the defining purpose of the body style choices
1 = commute

2 = chauffeur children

4 = business errands

5 = weekend and vacation

6 = haul large loads

7 = styling

1.25

Within this sub-sample, there is a statistically significant relationship between life cycle and
defining purpose. While nearly half or more of households in each life cycle chose a
commute vehicle, households whose youngest child 1s 16 or older were most likely to
choose a commute vehicle. One-fourth of all households whose youngest child is younger
than 16 chose a vehicle for chauffeuring children. Households with no children were the
most likely to have chosen a vehucle for weekend and vacation travel and for its styling.
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Table 24: Defining purpose of selected vehicles by life cycle category in Situation Two

Defining purpose of

chosen vehicle type Life cycle Total
in Situation Two

Count COAs ClAs C2As C3As (C3SA NCRAs
Commute 63 36 38 32 5 2 ‘ 176
Chauffeur Children 7 18 16 ¢ 1 46
Business Errands 5 I 2 4 0 2 14
Weekend/Vacation 37 15 10 13 2 8 85
Haul large loads 9 3 2 2 1 0 17
Vehicle Styling i 19 1 3 5 2 2 32
Total E’ 140 74 71 60 10 Jlg_—l 370

The correspondence analysis 1n Figure 20 shows that households with young children tend
to define the use of their next new vehicle chosen in Situation Two differently than do
households with older children or no children. Households in which the youngest child 1s
either less than 5 years old, or between the ages of 5 and 16, are more likely to define their
next vehicle by its use to chauffeur children than are any other households. Households of
retired adults (NCRAs) are distributed differently than all other households. Half of retired
households chose a vehicle for weekend and vacation travel. All remaining households are
distributed more like each other and less like retired households and households with
young children. Though the majority of households with older children and households of
adults with no children chose a commute vehicle, they are also the most likely to have
chosen vehicles for hauling loads and for the styling of a particular vehicle.

Table 25 shows the distribution of the 275 households who belong to the sub-set of
households from Table 24 who satisfy the following conditions-

« they belong to one of the four largest life cycles in our sample; and

« they chose one of the four most frequent defining purposes for the vehicle they
chose 1n Situation Two.
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These tentative conclusions point to the complexities of identifying market segments for
such diverse vehicles as those in this study. In addition to life cycle, income too, appears
to have little explanatory power. For example, both the groups from which no household
chose a NEV—single, working adult with youngest child older than 16 and retired adults
with no children—on average have the lowest incomes. Thus we might conjecture that
higher income households are more inchined to buy NEVs than lower income households.
Yet households in life cycle C1As (youngest child age 5 or less, two or more), chose
NEVs, REVs and HEVs more frequently than we expect (under the hypothesis of
independence) and on average had lower incomes than the two adult households with
older children (C3As).

Casting further doubt on the role of income on vehicle choices in our sample, we observe
that households 1n category C1As were more likely to choose the relatively expensive
regional and hybrid EVs than expected. In fact, we saw in Table 22 that these households
were just as likely to have chosen a regional EV as they were to have chosen a reformulated
gasoline vehicle. Households with the lowest average incomes—retired adults and single
parents with older children—disproportionately chose gasoline vehicles. This could be
related to income as gasoline vehicles were shightly cheaper than other types of vehicles,
even after purchase incentives for natural gas and electric vehicles. On the other hand, in
retired households 1t may also have to do with conservatism on the part of older
consumers. Faced with fixed incomes, they may be less willing to experiment with a new
vehicle type. In households of single adults with older children, household members make
relatively autonomous decisions about vehicle purchases. Cross-classification of life cycle
by decision-making strategies used to choose vehicles in Situation Two shows that one
person made the decisions 1n households with one adult in which the youngest child 1s
older than 16 Thus despite their high household vehicle ownership, individuals within
these households make autonomous vehicle purchase decisions and may not have the same
flexibility to use more than one vehicle as do individuals in households that make
cooperative decisions about vehicle purchases and use.

I;ife cycles, Body Styles and Defining purpose

We do expect there to be a relationship between a households’ life cycle and the body style
it chooses. We examine here the question of whether the lack of full size body styles for
EVs restricts vehicle choices by households in specific life cycles. Cross-classification
analysis reveals the choice of body styles, within the broad categories of "EV body style”
and "non-EV body style" was mdependent of life cycles Therefore, we examine whether
the choice of a defining purpose, rather than of a body style per se, was limited by the
absence of full-size electric vehicles.

The defining purpose of the vehicle chosen in Situation Two 1s cross-tabulated by life cycle
in Table 24. This table contains only those households that chose one of the six most
frequent defining purposes and belong to one of the six largest life cycle groups. Still, there
are a large number of sparse cells, so we do not report tests of independence for this table.
We explore the relationship between life cycle and the defining purpose through the
correspondence analysts shown in Figure 20 and through analysis of sub-sets of Table 24.
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Table 22: Life cycle groups and EV choices in Situation Two

Vehicle Choice Life cycle ‘ Total
Observed Count COAs CliAs C2As C3As C3SA NCRAs
Tig;hborhood EV l 4 6 1 5 0 0 16
Community BV | 13 2 5 2 1 1 24
Regional EV I 38 24 27 17 1 4 111
Hybnd EV 21 11 3 6 2 1 |
Gasoline, Reform. | 55 25 26 22 7 o | 144
Natural Gas 32 11 3 6 79
Total Count 418

The five hife cycle classifications are defined as follows

COAs = no children at home, two are more adults (not retired)

C1As = youngest child age 5 or less, two or more adults (not retired)

C2As = youngest child between the ages of 6 and 15 inclusive, two or more adults (not retired)
C3As = youngest child aged 16 or older, two or miore adults (not retired)

C3SA = youngest child aged 16 or older, single adult (not retired)

NCRASs = no children at home, two or more retired adults

Test chi-square Prob.>chi-square
Likelihood Ratio 30 612 0 2022
Pearson 28 067 03048

The nurnber of cells with expected counts less than 5 does not invalidate our concluston not to reject the null hypothesis

Table 23: Vehicle Choice by Age of the female head of household for households in
life cycle COAs—no children, two or more adults younger than 65 years.

Vehicle Type Age Category of the Female Head of Household Total
Choice
Observed Count 18 t0 35 361045 46 to 55 56 to 65
AllEVs 19 9 16 22 -" 66
Natural Gas 12 9 7 3 31
Reformed. Gas || 17 5 20 6 48

“ 48 23 43 31 145
Test chi-square Prob.>chi-square
Likelihood Ratio 16 381 0.0118
Pearson 16914 0 0096

The age category of the female and male heads of household are so lghly correlated that both are equivalent proxies for the
age of the household The table of vehicle choice by age of male head of household leads to the same conclusions
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Life Cycles and Electric Vehicles

In a previous study (Turrentine, et al 1991), we identified a group of middle-age adults
who responded more favorably to EVs than people in other age groups. Based on that
conclusion and other results from that study, we speculated that households in the life
cycles that contain middle-aged parents with children responded favorably to EVs because
they tended to: have higher household incomes; own more vehicles and have more vehicles
per driver; have more routine driving patterns; and be more cogmzant of fuel savings and
life cycle costs. We also surmised they had stronger ties to their communities than
households without children. What these conclusions revealed was a complex set of
relationships between the market for EVs and household structure. Therefore, we do not
expect responses to vehicle types in this study to be a smooth function of progression
through a series of life cycle classifications.

Table 22 which shows choices of vehicle type in Situation Two cross-tabulated by life
cycle The celis shown in beld indicate those combinations of vehicle type and life cycle
that occur more often than we would expect under the hypothesis that vehicle type and life
cycle are mndependent of each other. When we examine Table 22, we see just the sort of
complex relationships discussed above, It is impossible to discern any orderly relationship
based on age and number of people in the household. Neither can we reject the nuil
hypothesis of independence. It would appear as if life cycle has no systematic impact on
differences 1n the vehicle types chosen by households.

Despite that conclusion, we make a one observation about Table 22. Households with two
or more adults younger than retirement age, whether or not they have chuldren (life cycles
COAs, C2As, C2As and C3As) were more likely to choose an EV than were households

of retirement age adults (NCRAs). This conclusion is clouded by the NPTS life cycle
definitions that fail to distinguish between young adults who do not have children and older
(but not yet retired) adults who do not have children (if they ever had them) living at home

If we select the households that belong to the group “COAs” (no children at home, two or
more adults younger than retirement age) and look for a relationship between vehicle type
and age of the household members, we get the results tabulated in Table 23. (We have
grouped all EVs together 1n one category.} Withn this sub-sample of households, the
households whose female head 1s in the age group 56 to 65 years chose EVs more often
than expected under the hypothesis of independence. The younger age groups chose natural
gas and gasoline vehicles more often than expected. Thus the NPTS life cycle definitions
mask some important differences in vehicle choices.
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whose defining purposes are commuting, chauffeuring children, weekend and vacation
travel, or vehicle styling, the distribution of choices of a defining purpose for the vehicles
chosen in Situation Two is different from the distribution of defining purposes for the
preferred body styles of these households. (Likelihood Ratio Chi-Square = 24.29; degrees
of freedom = 3). Also, the transitions between defining purposes are not symmetrical
(Likelihood Ratio Chi-Square = 26.72; degrees of freedom = 6).

Simply put, this somewhat arcane statistical discussion tells us we are more than 95%
certain the changes we observe in households’ defining purposes for their next new
vehicles did not occur by chance alone. Faced with a new choice set of vehicles from
which to choose, households will change the defining use of their next new vehicle to
allow incorporation of a novel vehicle into their vehicle holdings. Table 21 shows a strong
shift toward commuting as the defining purpose of the vehicle chosen in Situation Two and
a lesser shift to weekend and vacation travel, with a shift away from chauffeuring children
and vehicle styling. These changes in defining purpose also define choices of vehicle type.
Households that chose any of the electric vehicles were more likely to say the defining
purpose of the body style they chose was commuting. A disproportionately large number
of households that chose gasoline and natural gas vehicles state that weekend and vacation
travel or hauling large loads determined their choice of body style.

The effects of life cycle and income

Household life cycles are typically defined in terms of the number, ages and relationships
of people in a household. The “cycles” are intended to capture the effects of: the presence
or absence of children; children entering “school years”; children obtaining their own
driver’s license; children leaving home; and the concomitant aging and retirement of their
parents. Income 1is not an explicit element 1n most life cycle definitions, never-the-less, life
cycles are correlated with income. We adapted the 10-category life cycle measure used by
the Nationwide Personal Transportation Survey (NPTS). In our sample, only 6 of the 10
categornies have an appreciable number of households in them because of our sampling
scheme and the correlation between life cycles, income and vehicle ownership. Our sample
contains almost no households of single adults—with or without chuldren—except those in
which the oldest child was older than 16 years.

The definitions of the life cycle categories that do appear in our sample are given below

¢ COAs = no children at home, two are more adults (not retired)
* C1As = youngest child age 5 or less, two or more adults (not retired)

* C2As = youngest child between the ages of 6 and 15 inclusive, two or more
adults (not retired)

* C3As = youngest child aged 16 or older, two or more adults (not retired)
« C3SA = youngest child aged 16 or older, single adult (not retired)
* NCRASs = no children at home, two or more retired adults
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Figure 19: Mosaic Plot of Table 21
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Note NEWTRIPO 1s the defining purpose of the preferred body style of the household’s next new vehicle identified 1n Part
One NEWTRIP?2 1s the defimng tnp of the body style chosen m Situation Two

Tnp codes are the same as in Table 21
1 = commute

2 = chauffeur chiidren

5 = weekend/vacation

7 = styling

While we show the statistics for the test of independence between the defining purpose of
the preferred body style and the chosen body style below Table 21, this hypothesis 1s of
hittle interest in this case. We expect that people will not change the defining purpose of
their body style choice. Thus we expect to reject the null hypothesis of independence and
such a test does little to inform us about the nature of the changes we do observe. Two
other hypotheses provide greater mnsight. The first 1s a test for marginal homogeneity. If
Table 21 displays marginal homogeneity, then the defining purposes of the chosen body
styles in Situation Two are distributed in the same way as the defining purposes of the
preferred body style. Marginal homogeneity implies that the same number of people define
their preferred body style by each purpose as define their chosen body style by each
purpose. The second hypothesis is a test for symmetry. In a symmetrical table, as many
households will change to a particular defining purpose as change from that purpose. The
null hypotheses are that symmetry and marginal homogeneity exist in Table 21.

We reject both these null hypotheses. The marginal distributions (the row and column
totals) are significantly different. Across the sub-sample of potential hybrid households
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determined by one of these four trip purposes were less subject to change than were the
choices of households whose preferred body style was determined by one of the defining
purposes not included in Table 21.

Table 21: Defining purposes for the chosen body style in Situation Two by defining
purpose for the preferred body style in Part One

Defining purpose of Defining purpose of preferred body style

chosen body style in in Part One Total

Situation Two

Observed Count Commute Chauffeur Weekend/

E&

Commute 90 19 25 27 I 161

Chauffeur Children 6 26 8 2 | 4

Weekend/Vacation 19 5 31 2 I 7

Styling 8 0 5 17 30
123 60 69 58 310

Test chi-square Prob.>chi-square

Likelsthood Ratio 102 153 0 0000

Pearson 116 290 0 0000

Figure 19 shows a mosaic plot of the data in Table 21. Given the defining purpose of the
preferred body style, the mosaic plot shows the percentage of households that chose each
of the four defining purposes for their chosen body style in Situation Two. For example,
nearly three-fourths of the people who state that commuting to work or school
(NEWTRIPOQ =1) defines their preferred body style retain that defining purpose when
choosing a body style in Situation Two. However, fewer than half the people who chose
one of the other three defining purposes retain that same defining purpose. In particular, 71
percent of the households for whom the defining purpose of their preferred body style was
vehicle styling shifted to some more practical application to define their choice of a body
style in Situation Two. Forty-three percent of those households who initially indicate that
chauffeuring children and 45 percent of those who indicate weekend and vacation travel are
the defining purposes of their likely next new vehicle stay with that choice.
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Figure 18: Correspondence analysis of defining purpose and vehicle type choice
in Situation Two
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Note. Tnip purposes are identified as

1 = commute

2 = chauffeur children

3 = chauffeur business clients
4 = business errands

5 = weekend/vacation

6 = haul large joads

7 = looks/styling

8 = other

The largest group of people (90 of 310) stated the body style of their next new vehicle
would be defined by its use as a commute vehicle and then retained this same defining
purpose when they chose a vehicle in Situation Two. All told, 53 percent of the households
whose defining purpose for their preferred next new vehicle was commuting to work or
school, weekend and vacation travel, chauffeurtng children or vehicle styling chose a
vehicle based on that same defining purpose in Situation Two. These households are
indicated by the diagonal shown in bold in Table 21. Since fewer than half of all
households retained the same defining purpose between their preferred and chosen vehicles
(Table 19), we conclude that the choices of households who preferred body style was
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For the vehicles chosen in Situation Two, the commute trip is by far the most common
reason for choosing a particular body style across all vehicle types except reformulated
gasoline and natural gas. We see that a substantial number of gasoline and natural gas
vehicles were chosen for weekend and vacation travel. Seventy of the 90 households who
said that weekend and vacation travel was the defining purpose of the body style they chose
in Situation Two, chose natural gas and gasoline vehicles Not surprisingly, households
that chose the EVs with the longest range, regional EVs, make up the majority of the
remaining households that chose a weekend and vacation vehicle. We also note that despite
the fact that many more people chose a reformulated gasoline vehicle than chose a regional
EV (151 to 119), within the defining purposes of commuting and chauffeuring children,
regional EVs outnumber gasoline vehicles.

Figure 18 is a graphical representation of the data in Table 20. Correspondence analysis
provides a visual image of the relationships in a cross-classification table. In particular,
correspondence analysis illustrates 1n which rows (and columns) the data are distributed 1n
simular proportions. Rows (and columns) that lie on one side of an axis indicate the data are
more alike than rows (and columns) that lie on opposite sides of that axis. We see that all
the EV types are grouped together on one side of the y-axis (c1) and natural gas and
gasoline vehicles together on the other side of the axis. Thus, the defining trip types of all
the EVs tend to be distributed more like each other and less like those of the ICEVs. This
axis places weekend/vacation travel and hauling loads on the same side of the axis as
gasoline and natural gas vehicles. It also separates them from other defining purposes. The
correspondence analysis illustrates how the choice between an EV or an ICEV and the
defining trip type are related.

The overall shift toward commuting and weekend/vacation travel suggests these two trip
types may define choices between electric and ICE vehicles since only ICEVs were offered
in the larger body styles appropnate for hauling loads and i long ranges su:table for travel
to weekend and vacation destinations that tend to be further from home than other, more
routine, activity locations. We examine these shifts in more detail next.

A review of Table 19 shows that four of the defining purposes—commute trips, weekend
and vacation travel, chauffeuring children, and vehicle styling—account for two-thirds of
the households’ choices. To explore the relationship between vehicle type, body style, and
the defining purpose in greater detail, we select for further analysis only those households
whose defining purpose for both their preferred body style and their chosen body style in
Situation Two were one of these four defining purposes. The data on defimng purpose
from these 310 households are cross-tabulated in Table 21. The diagonal shown 1n bold
shows the households that did not change their defining purpose from that of their
preferred body style.
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When presented with an expanded variety of vehicles in Situation Two, most households
redefined the defining purpose of their next new vehicle. The diagonal shown in beld in
Table 19 indicates those households that did not change their defining purpose between
their preferred body style and their chosen body style. Taken together, they constitute less
than half the sample. Offered an expanded variety of vehicles, our sample demonstrates a
wﬂlingnes§ and abulity to redefine the uses of the vehicles they plan to acquire next. This
reinforces our belief that market research based only on past vehicle purchase behavior will
fail to identify markets for radically new vehicles such as ZEVs.

We now determine whether the choice of a vehicle type is associated with defining
purposes. We expect to see that the defining purposes of natural gas and gasoline vehicles
are weekend and vacation travel and hauling large loads more often than we would expect.if
defining purpose and vehicle type were independent. This is because natural gas and
gasoline vehicles can be quickly refueled away from home, have longer ranges (in the case
of gasoline vehicles) and come i full-size body styles. The cross-tabulation of vehicle type
by defining purpose from Situation Two 1s shown in Table 20.

Table 20: Vehicle type choice by defining purpose in Situation Two.

Chosep Vehicle || Defining purpose of the chosen body style in Situationi
gi{fxzt;gn Two we Total
Count 1 2 3 4 5 6 7 8 |
Neighborhood EV i 11 2 0 1 0 0 0 4 | 18
Community EV 13 1 0 2 1 5 3 28
Regional EV 57 20 1 7 13 3 11 7 119
Hybrid EV 22 4 4 2 4 1 4 3 44
Gasoline, Reform 56 1 5 46 10 11 13 151
Natural Gas 29 11 2 0 24 4 5 7 Li 82
Total 188 47 8 17 9% 19 36 37 | 442

Note: Trp purposes are identified as

1 = commute

2 = chauffeur chuldren

3 = chauffeur business chents
4 = business errands

5 = weekend/vacation

6 = haul large loads

7 = looks/styling

8 = other
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We asked households to :dentify the defining purpose each time they were asked to indicate
a preferred body style or a body style choice. Thus, we asked them to identify the defining
purpose of their preferred body style in Part One of the survey, and again in choice
Situation One and Two. In Table 19, we cross-tabulate the defining purpose for the
preferred body style of their next new vehicle as stated in Part One of the survey by the
defining purpose of their chosen body style in Situation Two. The column totals in Table
19 show that commuting to work defined the preferred body style of the next new vehicle
for about one-third of our households, followed by weekend/vacation travel, hauling large
loads, vehicle styling and chauffeuring children. The row totals show a pronounced shift
across the whole sample toward commute trips and hauling large loads as the defining
purposes of the body style choices in Situation Two.

Tabie 19: Defining purposes for the chosen body style in Situation Two by defining

purpose for the preferred body style

Defining

g Egg;;ebggy Defining purpoisg ;2 r]:lgf]eerred body style

style in Total

Situation Two

Count | 1 2 3 4 5 6 7 8

1 ] 96 19 2 3 25 4 27 18 IL 188

2 6 26 o 0 8 o 2 2 44

3 4 0 1 0 2 0 0 1 8

4 0 ) 9 4 0 1 0 16

5 19 15 1 0 31 3 12 10 01

6 3 ¢ 2 1 13 c 0 19

7 8 ¢ 1 5 0 17 5 36

8 5 2 0 2 10 0 7 11 37
B “ 137 62 4 17 86 20 66 47 439

Note Trip purposes are identified as

1 = commute

2 = chauffeur children

3 = chauffeur business clients
4 = business errands

5 = weehend/vacation

6 = haul large loads

7 = looks/styling

8 = othei
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vehicles are sub-compact. compact and mid-size vehicles and minivans that have ranges of
60 to 80 mules, sub-compact and compact sedans, small sport-utility vehicles, compact
pickup trucks with ranges between 60 and 150 miles, and Neighborhood EVs. The market
share these vehicles (not households) represent would likely be larger than this estimate as
we include in our sample neither several types of households who may buy EVs nor fleets.
Additionally, if storage technologies for electrical energy are improved to the point where
mid-size vehicles achieve our regional EV range capability, the market for EVs will more
than double.

The importance of body styles to the market for EVs should not be overstated based on
people’s prior preferences for the body style of their next new velucle. The fact that one-
third our sample 1magine their next new vehicle to be a full-size vehicle appears to be bad
news for EVs. However, we found that such prior preferences for body style had no
correlation to either the body style choices made by households or the choice among EVs,
NGVs and ICEVs. The large proportion of people who chose a smaller body style than
they preferred and the lack of any affect of this on choices between types of vehicles
suggests that such body style shifts are not perceived as large sacrifices of lifestyle goals.

Changes in the Defining Purpose

We have argued that households make vehicle purchase decisions within the context of
their entire stock of vehicles. We saw n the previous section that, within our choice
experiments, households will choose a vehicle of a different body style than they had
previously indicated they preferred. Further evidence of households’ willingness and
ability to construct a fleet of specialized vehicles to accomplish their travel needs is
provided by changes in the defining purposes for their next new vehicles. While a
household may use a vehicle for all types of travel, the choice of a particular body style is
often determined by the desire to access one particular type of activity. Thus, while one
household member might commute to work everyday in a sport-utility vehicle (SUV), the
reason the household bought an SUV, rather than any other body style, may have been to
access recreation activities on weekends. In this case, the defining purpose is weekend
recreation travel, not commuting. When offered new vehicle types with different range,
speed and recharging or refueling charactenistics than they have been offered before,
households may make different choices of vehicles based on changes to the defining
purpose of their next new vehicle. We define these seven categones of defining purposes:

Commute to work or school on a regular basis;
Chauffeur children or other non-drivers;
Chauffeur business clients and associates;

Run business-related errands;

Take weekend and vacaton trips;

Haul large loads;

Vehicle Styling and Other.

We recognize that not all vehicle purchase decisions are made for purely practical reasons.
As seen 1n the list of defining purposes, we did allow households to indicate that vehicle
styling or some other non-travel related reason defined their choice of a particular body
style and vehicle type.
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Choice of electric vehicles and the preferred body style

It appears that prior preference for a larger or smaller body style affects neither actual
choice of a body style from within the broad categories of “EV body style” and “non-EV
body style” (Table 16) nor choices from within the broad categories of vehicle type (Table
17). We wish to determine whether these prior preferences for body style affect the choice
of a specific type of EV—NEV, CEV, REV or HEV. The data to investigate this question
are shown in Table 18. Agam, we conclude that even within the most specific vehicle type
classifications, choice of vehicle type is not related to choice of body style. The fact a
household may prefer that their next new vehicle be smaller or larger does not affect their
choice of the specific type of EV or of any type of vehicle in general. Households are able
and willing to imagine and rethink their entire expected vehicle holdings when offered an
expanded variety of vehicles. '

Table 18: Detailed vehicle type choice by grouped body choice in Situation Two

Vehicle Type Preferred Body Style Total
Choice
Observed Count “EV Body Style” “non-EV Body Style”
Neighborhood EV 12 6 18
Community EV 21 5 26
Regional EV 81 37 118
Hybnd EV 27 15 42
Gasoline, Reformed 96 53 149
Natural Gas Vehicle 52 33 85
Total 289 149 438

Test chi-square Prob.>chi-square

Likelithood Ratio 4.239 0 5155

Pearson 3 998 0 5498

Summary of body style choices in Situation Two

Given the assumptions in our choice experiment. our sample represents a market in which
at least 7 percent of new, light duty vehicles sold will be EVs, given available technologzes.
These households indicate they would buy, as their next new vehicle, an EV. These

PAGE 70



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

Table 17: Body style choice by choice of electric, natural gas, or gasoline vehicle in
Situation Two

Body Style Choice Vehicle Type Choice Total
Observed Count Electric Natural Gas Gasoline Observed
Expected Count Count
full size sport-utility ! - 11 24 35
0 12.74 22.26
full size pickup - 5 6 11
0 4.00 7.00
full size sedan - 3 14 17
0 ' 6.19 10.81
full size van - 2 4 6
0 2.18 3.82
small sport-utility 17 3 5 25
13.13 4.32 7.55
compact pickup i 13 10 10 33
17.33 5.70 9.97
compact sedan 23 8 15 46
24.16 7.95 13.89
mid-size sedan 61 21 36 118
61.97 20.40 35.64
minivan 26 15 23 64
33.61 11.06 19.33
small sedan 31 3 6 40
21.01 6.91 12.08
sports car 17 6 S 32
16.80 5.53 9.66
188 87 152 427
Test chi-sguare Prob.>chi-square
Likelthood Ratio 2475 0074
Pearson 2422 0085

Note Because it 1s 1mpossible within our research design to choose full-size EVs, thase cells of the table are “structural
zeras” and the formula for computing the expected values in all other cells must be modified to account for the fact those
cells do not contain zeros by chance, but by design Thus, the expected values in this table cannot be obtained by reference
to the row, column, and table totals as would be the case if there were no structural zeros
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saying we are testing to see whether the column percents 1n Table 16 are equal in each row.
The chi-square statistic tell us we cannot reject the null hypothesis. The choices between
electric, natural gas and gasoline vehicles made by our sample were independent of their
preferred body style for their next new vehicle. That is, the choice of propulsion system
was not determined by a prior preference for a particular size class of vehucle.

Table 16: Chosen vehicle type in Situation Two by preferred body style

Chosen Vehicle Type Preferred Body Style Total

Observed Count

Column Percent “EV Body Styles” “non-EV Body Styles”

EVs 141 63 204
48.79 42.28

Natural Gas 52 33 85
17.99 22.15

Reformulated Gas 96 53 149
33.22 35.57 |

289 149 438

Chi-Square Test chi-square Prob.>chi-square

Likelihood Ratio 1923 0 3822

Pearson i 928 0 3813

Note The category “EV” includes households that chose NEVs since this tabulation does not rely on actual body style
choices, but only on the pnior preferred body style

Having established that a prior preference for a full-size body style does not appear to
deterrmune choices between vehicle types, we now wish to determine whether actual body
style choices affect vehicle type choices. In Table 17 on the following page, we compress
the data from Table 13 into fewer categones. We suppress the “wagon” variation of each
body style into the corresponding size class (e.g., compact station wagon is recoded as
compact sedan), eliminate all NEV choosers since their body style choices are treated as
being entirely different than any other body styles, group all other EVs into one category,
but separate ICEVs 1nto natural gas and gasoline vehicles.

According to the data in Table 17, we conclude that choices of vehicle type were
independent of choices of body style, given our design restrictions on possible vehicle type
and body style choices. Given that people could not have chosen a full-size EV, there does
not appear to be a relationship between chosen vehicle type and chosen body style.
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These data tells us that, irrespective of their vehicle type choice, the vast majority (80%) of
all households chose a vehicle that was of the smaller “EV body styles”. Within the group
of 358 households who chose “EV body styles”, the proportion of electric to ICE vehicles
is nearly equal. Only 15 percent of households (69 of 446) actually chose one of the larger
“non-EV” body styles in the choice experiment. The zero values in the table are part of our
research design. Households that chose EVs, cannot choose a non-EV body style;
households that chose a gasoline or natural gas vehicle cannot chose a NEV body style.

Next we consider whether the body style choices in Table 14 reflect the households’
preferences for body styles. In Part One of the questionnaire, we asked households to tell
us about the next new vehicle they thought they would acquire. We asked them what the
body style of that vehicle was most likely to be. We define this to be their preferred body -
style. If we group households’ preferred body styles 1n the same groups (EV and non-EV)
as we did their chosen body styles and cross-tabulate chosen by preferred body style, we
get the data in Table 15.

Table 15: Chosen body style in Situation Two by preferred body style for
next new vehicle

Chosen Body Style Preferred Body Style for next new vehicle Total
in Situation Two

Count “EV Body Styles” “non-EV Body Styles”

“EV Body Style” 259 90 349
“non-EV Body Style” 14 52 66
Total 273 142 | 415

Note Households that chose NEVs are excluded from this table since they could not have expressed a prior preference for a
NEV body style based on fammhanty with such body styles

First we note that the column totals indicate a third of our sample (142 of 415) indicated
they preferred a full-size body style for the vehicle they thought they would next acquire If
the lifestyle choices expressed through their desire for a larger vehicle were particularly
important, then we would not expect households to choose smaller body styles in the
Choice Situations. Our first clue that a preferred, larger body style is not a binding
constraint on vehicle type choices is contained in Table 15. Of the 142 people who, prior to
Situation Two, indicated they preferred a large vehicle, nearly two-thirds (90) chose a
smaller vehicle in the choice experiment.

The question remains, do the people who prefer a larger car, forego an EV in order to get
their desired body style? In Table 16 we cross-tabulate the preferred body style group by
the motive power of the chosen vehicle type in Situation Two. We have split the ICEV
category mnto reformulated gasoline and natural gas. In this table we test the null hypothesis
that choice of vehicle type 1s independent of the preferred body style. This is the same as
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Household Fleet Formation

As part of their decision context, households make vehicle purchase decisions based, in
part, on the vehicles they already own. During any given vehicle purchase decision,
households consider whether to add another vehicle to their holdings or replace an existing
vehicle. They consider what types of travel the new vehicle 1s expected to accomplish and
how other travel will be apportioned to other household vehicles (or other modes of travel).
In this section we analyze the vehicle choices made in Situation Two, our future market
scenario. We look for changes in body style choices and vehicle use assignments. We
discuss the impact of household life cycle on these vehicle and body style choices.

Changes in Body style

We have stated that body styles choices are a reflection of household lifestyle. To analyze
whether households make lifestyle adjustments to buy an EV, adjustments that are reflected
by changes m their body style choice, we first define two groups of body styles. Body
styles in which EVs are offered—small, compact and mud-size sedans and wagons, small
pickup trucks and SUVs, and minivans—are defined as “EV body styles”. The full-size
vehicles that were only offered as ICEVs are defined to be “non-EV body styles”.
Neighborhood EVs are defined as their own “NEV body style”. These definitions apply
regardless of the source of motive power. For example, a compact, natural gas powered
sedan 1s an NGV of an EV body style. Body styles are grouped by these definitions and
cross-tabulated by motive power (EV or ICEV, where all EVs are grouped in the EV
category and reformulated gasoline and natural gas vehicles are grouped together in the
ICEV category) in Table 14.

Table 14: Chosen motive power by chosen body style category in Situation Two

Chosen Motiveﬁ Chesen Body Style Category Total
Power
Count “EV body styles” “NEV body “non-EV body

styles” styles”
EVs 188 19 0 207
ICEVs 170 0 69 239
Total 358 19 69 446
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percent mandate in the year 2003 will depend on sales to these other market segments or
advances in ZEV technology that bring mid-size vehicles up to the regional EV performance
level. This last is potentially very important. If EV technology makes this advance, large
new markets, well beyond the mandate requirements, will be opened.

Table 13: Chosen body style by vehicle type

Body Style Vehicle Type Total
Observed Count ﬂ NEV CEV R_EV HEV  Gasoline NGV ‘

NEV 19 - - - - - 19
SUV, full size - - - - 24 11 35
SUV, small - 3 7 7 5 3 25
compact pickup - 2 9 2 10 10 33
compact sedan - 3 13 5 14 6 41
compact wagon - 1 0 1 1 2 5
full size pickup | - - - - 6 5 11
full size sedan - - - - 12 3 15
full s1ze van - - - - 4 2 6
fuil size wagon - - - - 2 0 2
mid-size sedan - 4 41 13 35 21 114
mid-size wagon - 0 2 1 1 0 4
minivan - 3 20 3 23 15 64
small sedan - 7 17 6 6 . 3 39
small wagon - 0 g 1 0 0 1
sports car - 5 8 4 9 6 32
Total 19 28 117 43 152 87 446

Note Cells marked with a dash indicate body style/vehicle type combinations that were not available in the choice set
"SUV" 15 an acronym for sport-utility vehicle
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Market Segments by Vehicle Body style

In this section, we describe the market represented by the vehicle type and body style
choices of our sample. This description provides clues to ZEV market development and
provides insights into the types of life style changes households made to incorporate a
limited range, electric vehicle into their vehicle holdings—i.e., to become hybrid
households. The body style and vehicle type choices made in Situation Two are cross-
tabulated 1n Table 13. The remainder of this section is devoted to understanding the
distribution of choices shown in thus table. We explore the impact of these results on the
ZEV mandate. We see how households made these body style choices and how they
structured their vehicle holdings to accomplish their desired travel. We look at households’
adaptations through changes in body style choices and changes in the intended uses of their
vehicles. Lastly, we examine the role of household demographics and income on vehicle
type and body style choices.

We wamn the reader that this section 1nvolves more technical and complex analysis that in
other sections of thus report. This is because of the more demanding task of examining
multiple variables and special sub-sets of our sample.

Body styles and the ZEV Mandate

The row totals in Table 13 show that across all propulsion systems, the single most
common body style choice is a mid-size sedan. Minivans are a distant second, followed by
compact sedans, small sedans and full-size sport utility vehicles. (NEVs of course are only
offered in one of the special NEV body styles.) The single most frequently chosen vehicle
is a mid-size, regional electric sedan, representing about 9 percent of the total sample.
Though some of the major motor vehicle manufacturers are developing EVs in mud-size
body styles, the range capability of the regional electric vehicles 1n our study have to date
only been demonstrated in compact and small (sub-compact) vehicles.

If the single largest market segment (defined by vehicle type and body style) for any vehicle
in our sample has not as yet been demonstrated in an actual vehicle, what are the prospects
for the ZEV mandate? NEVs and CEVs of all body styles have either already been
demonstrated or are straightforward applications of existing EV technology. Furthermore,
regional EV capability has been demonstrated in small and compact body styles. Fifty-four
of the households who chose a regional EV also chose one of these small, “EV body
styles”. NEVs, CEVs and these smaller REVs represent 23 percent of the vehicles chosen
by our sample. Subject to the same assumptions regarding the conversion of our sample
proportions to California market shares as made previously, these households represent
approximately 7 percent of the annual new light-duty vehicle market in Califormia. This far
exceeds the 2 percent mandate in the year 1998

Based on this analysis, the ZEV mandate can be met in its first few years with sales of
vehicles that have already been demonstrated to households in our potential hybrid
household sample. We remind the reader that our sample includes neither the several types
of households who may buy EVs but are not in our sample, nor fleets. Meeting the 10
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Instead, it appears that those who defected from gasoline to natural gas chose a vehicle
that was intermed:ate between gasoline and electric vehicles. Twenty of the 56 people
who defect from gasoline to natural gas said the most important reason was their belief
NGVs would more economical than gasoline vehicles. Indeed, the costs of each vehicle
type in the survey were structured so that NGVs were intermediate between electric and
gasoline vehicles. Nineteen people choose NG Vs because they could refuel them at home
(a characteristic of EVs) and another 11 said they chose an NGV because it refueled faster
than EVs (a characteristic of gasoline vehicles).

EV Shares of the New Light Duty Vehicle Market from Situation Two

We estimate the lower bound on the annual market share for the neighborhood, communty
and regional EVs in our study to be between 13 and 15 percent of the new light-duty
vehicle market. If we include hybrid EVs, the annual market share for electrified vehicles
rises to between 16 and 19 percent.

The choice probabilities in Table 11 do not themselves represent annual new car market
shares. To provide a lower-bound estimate of annual market shares we must make three
adjustments outlined below and previously discussed 1n detail in the Hybrid Household
section. First, recall our sample of potential hybrid households buys between 35 and 40
percent of the new cars and hight duty trucks sold in California every year. Second, we
hypothesize that over a long period of time, hybrid households will choose to buy an EV
once every N times they buy a new car where N is the number of vehicles they own.
Third, we found in previous work that about 8% of another sample of potential hybrnid
households were unable to adapt to limited ranges because of their travel needs.

Given the assumptions in our experimental design, the market share estimate above must be
regarded as a lower bound for the following reasons. The estimate assumes that people
who did not choose an EV for their next new vehicle will never chose an EV. This ignores
those households that did not choose an EV 1 thus choice exercise, but will buy an EV
during a later vehicle purchase decision. Further, our sample of potential hybrid
households does not mclude representatives of all households who may buy EVs. Other
households that may buy EVs include:

» households that do not now buy new cars but would do so to buy an EV;
o households that become two car households by purchasing an EV; and

¢ households that do not now own cars of the likely EV (or NEV) body styles but
would buy such a vehicle in order to buy an EV.

While this study sheds no light on the number of households 1n the first two categories, we
do observe that some households chose smaller vehicles than their “preferred” body style
when they chose an EV in the Choice Situations If households in our sample will change
body styles 1n order to choose an EV, we surmise households outside our sample may too.
We return to this issue 1n a later section on how households select their vehicle holdings
Lastly, this market share estimate for EVs 1s extremely conservative because it does not
include any potential EV sales to commercial or government fleets.
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Defectors from gasoline vehicles

Households that defected from gasoline to one of the EVs support our argument that the
market for EVs can be segmented by dnving range and that an expanded choice of driving
range options can pull some households into the EV market that otherwise would choose to
buy gasoline vehicles. Not surprisingly, the largest group of defectors from gasoline to
EVs chose regional EVs. Seventeen of these 24 households indicated they switched to an
EV because the REV provided them with adequate driving range. Nine others indicate they
switched because they believe REVs were the best “environmental” vehicle.

While we expect longer range EVs to bring some gasoline vehicle choosers into the EV
market, we also see that the availability of shorter range, lower cost EVs encourages some
households to switch from gasoline vehicles. Fourteen households defected from gasoline
to a community or neighborhood electric vehicle. This is too few to provide a basis for
discussing their motivations for choosing short range EVs, but the simple fact that any
households that previously chose a gasoline vehicle would choose a low cost, short range
EV 1s evidence that the entire market for EVs does not depend on the development of long
range batteries. We note these choices of short range vehicles were substantiated by the fact
that within this group of households, NEVs and CEVs were also the most frequently
selected “second best” vehicle type.

Defectors to hybrid electnic vehicles reflect the complex charactenstics of HEVs. Nearly
equal proportions of these households stated that the fact HEVs are cleaner than gasoline
vehicles, more economucal than gasoline vehicles, or can be refueled at home as their
reason for switching from gasoline. In many ways in our expernimental design, HEVSs are
more like natural gas vehicles than they are like either gascline or "pure" electric vehicles.
HEVs and NGVs can both be refueled at home or away-from-home. Both are cheaper to
operate, but more expensive to buy, than gasoline vehicles. Both have limited range
compared to gasoline cars, but longer range than most of the electric vehicles. The
perceived simulanties between these vehicles are seen in the "second best" vehicle choices
of households that defect from gasoline to HEVs. These households second choices are
most frequently reformulated gasoline and natural gas vehicles The one feature that
distinguishes HEVs from NGVs is the lack of full-size body styles for HEVs. Yet we saw
above that body style choices do not play a large role in the defection of EV choosers in
Situation One to natural gas in Situation Two. We return to a discussion of the role of body
styles in defining vehicle markets in a later section.

We hypothesized that the defectors from gasoline to natural gas very much wanted a cleaner
car, but were unwilling to give up a full-size vehicle in Situation One—that is, they would
have chosen an EV in Situation One if EVs had been offered in full-size body styles. This
hypothesis is based on the fact that limited driving range and the ability to refuel at home
are common to NGVs and EVs—only body style is markedly different. Our respondents'
choices do not support this hypothesis. If the hypothesis 1s true, people who chose natural
gas vehicles 1n Situation Two should also have chosen full size body styles in both
Situation One and Two—only 12 of the 56 defectors to natural gas did so
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(electric or gasoline) in Situation One. When offered an expanded array of alternative fuel
and electric vehicle options, 113 of 241 (47%) households defected from gasoline. Half of
these defected to one of the variety of electric vehicles and half defected to natural gas
vehicles. Fifty-eight of 211 households (27 percent) defected from electric vehicles to either
gasoline or natural gas, with about half defecting to each type.

Table 12: Vehicle type transitions from Situation One to Situation Two

Situation Two: Situation One Total
Observed Count Electric Gasoline _ B
Neighborhood EV 9 10 l‘ 19

Community EV 24 4 28

Regional EV 95 24 119

Hybrid EV 25 19 44

Gasoline, Reform 26 128 154

Natural Gas i 32 56 88

Total EE 211 241 452

Defectors from EVs

We originally hypothesized that defectors from EVs to natural gas and reformulated
gasoline may have been motivated by an attitude that NGVs and reformulated gasoline
vehicles were “clean enough” and allowed the household to go back to a preferred body
style. However, we find little evidence that body style choices motivated switches between
vehicle types. Only 4 of the 26 people who defected from electric to gasoline and 9 of the
32 who defected from electric to natural gas chose a full-size vehicle that was not available
to them as an EV Most defectors from EVs to gasoline vehicles (16 of 26 households)
indicated that a desire for longer range motivated their choice. These statements were
contradicted though by the fact their most frequent "second best” choice was a natural gas
vehicle—a vehicle that shares the limited range of EVs. Those who defected to natural gas
did not provide a clear consensus as to why. Some, but not all, the defectors perceived
NGV:s to be more economical, more reliable and safer than EVs. We return to the role of
body styles in defining market segments later in this section.
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Regional Electric Vehicles

The regional electric vehicle was presented as having longer range (120 to 150 miles
depending on battery options and body style), higher performance, and a longer lasting
battery (50,000 miles as opposed to 25,000 miles) than community EVs. Additionally, fast
charging was offered as a $900 option. They were eligible for a $4,000 ZEV purchase
rebate. A total of 119 households chose regional EVs (26.3 percent).

Hybrid Electric Vehicles

Hybrid electric vehicles were also offered with two battery packs—40 or 80 mile electric-
only range—and an additional 100 miles range from a 40 hp reformulated gasoline engine,
for total combined ranges of either 140 or 180 miles. The HEV we offer was a "range
extender”. The vehicle operates on battery power until it reaches a pre-determined depth of
discharge. At that point, the IC engine provides power for battery charging. Of all the
possible hybrid EV designs, we chose this as a representative hybrid because 1t was
relatively simple to explain and 1s intended only to extend range, not to provide continuous
base power, peak power, or to meet some other performance goal. A $1,000 Ultra-Low
Emussion Vehicle (ULEV) rebate was offered on the purchase of a hybrid EV. A total of 44
households chose hybrid EVs (9.7 percent).

Compressed Natural Gas Vehicle Vehicles

Compressed natural gas vehicles (NGVs) were offered in the complete range of vehicle
body styles including full-size. Households that wanted an NGV had a choice of two range
options—80 or 120 miles. A home refueling appliance was offered separately under lease
or sale from the gas utility. NGVs came with a $1000 rebate for meeting ULEV enussions
standard. Eighty-eight households (20 percent) chose an NGV. Twenty-one of these (22
percent of NGVs), were vehicles with full-size body styles not offered as electric or hybrid
electric vehicles. Forty-one percent of households that chose an NGV also chose to buy or
lease a home refueling appliance.

Reformulated Gasoline Vehicles

Reformulated gascline vehicles were described as identical to today's gasoline vehicles
in every way except that their emissions were improved to meet Low Emussion Vehicle
(LEV) standards. LEVs were not offered a tax credit. A total of 154 households chose
reformulated gasoline vehicles. Forty-eight (31% ) of these vehicles were of the full-size
body styles not available as electric or hybrid vehicles.

Transitions in choices of vehicle type between Situation One and Two

Households frequently chose different types of vehicles in Situation Two than they had
chosen n Situation One. These transitions are tabulated in Table 12. The cells highlighted
1n bold indicate the number of households that defected from their original type choice
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Table 11: Vehicle type choices in Situation Two

Vehicle Type Choice !{ Count Probability Cumulat:ve Prob.
Neighborhood EV | 19 0.042 0.042
Community EV 28 0.062 0.104
Regional EV 119 0.263 0.368
Hybrid EV 44 0.097 0.465
Gasoline, Reform 154 0.341 0.805
Natural Gas Vehicle 88 0.195 1.000

Total 452

Neighborhood Electric Vehicles

Neighborhood electric vehicles were described as non-freeway vehicles with a top speed of
40 mules per hour and a range of 40 miles. They were offered in three models—2, 3 and 4
seat sedans—with the option of a convertible top. Despite their low top speed, we specified
the NEVs were fully certified to meet the Federal Motor Vehicle Safety Standards. Fast
charging was not offered as an option to reinforce the image of a NEV as a vehicle intended
for local travel. The prices at which NEVs were offered were substantially lower than any
other vehicle type. Households could chose NEVs that ranged in price from $5,500 to
$10,000 depending on seating and other options. Buyers were given a $2,000 zero
emission vehicle (ZEV) credit.

A total of 19 households (4.2 percent of the sample) selected NEVs. This is unexpectedly
large, but we had very little 1n the way of previous studies to gauge response to this type of
vehicle. However, the number of NEV choosers might have been even higher according to
comments made by participants—some respondents complained about the boxy styling of
the only NEV presented 1n our informational video.

Community Electric Vehicles

The community electric vehicle was presented as a moderately priced electric vehicle, with a
60 mile range as "standard equipment" and 80 mile driving range as an $800 option. Fast
charging was not offered. CEVs were available 1n all the “EV body styles”—small,
compact and mid-size sedans and wagons, small pickup trucks and sport-utility vehicles
(SUVs), and minivans. In this class of EV, body style did not affect range. As with all
other vehicle types expect NEVs, CEVs were offered in three trim levels and with other
additional options. They were eligible for a $4,000 ZEV purchase rebate. A total of 28
households (6.2 percent of the sample) chose a community EV.

PAGE 59



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

Table 10: Range, speed and sample price characteristics of vehicles in Situation Two

Driving Top Speed, Comparative
Vehicle Type: : Range, miles mph Prices, $x1000!"
Neighborhood Electric Vehicle (NEV) 40 40 35-7.1
Community Electric Vehicle (CEV)? 60 or 80 75 8.0-168
Regional Electric Vehicle (REV)2 120 or 140; 85 11.5 - 22.1

130 or 150
Hybrid Electric Vehicle (HEV)? 3 140 or 180 85 14.0 - 24.9
Natural Gas Vehicle NGV)* 80 or 120 -3 95-174
Reformulated Gasoline Vehicle (REV) —3 —3 10.0 - 18.9

1 Comparative prices are calculated for a sub-compact sedan The lower limut 1s for the lowest trim level and no
other options added The upper limut 1s for the luxury trim level, and all available engine, transmission and
energy storage options Price includes the different purchase incentives for the different vehicle types The sub-
compact sedan 1s used for comparison because 1t is most similar in body style to the Neighborhood Electric
Vehicle, which is only offered in one body style. The actual price “paid” by our respondents is of course 2
functon of their actual choice of vehicle type, body style, trim level and other options

2. Vehicle range depends on body style and choice of battery options

3 The battery-only driving range options are exther 40 or 80 mules.

4 Range depends on choice of one or two fuel cylinders.

5 Comparable to existing gasohne vehicles

The vehicle type choices made by the households in Situation Two are summarized in
Figure 17 and Table 11. As Figure 17 indicates, the single largest vehicle type group is
reformulated gasoline vehicles, followed by regional EVs and natural gas vehicles The
frequencies in Table 11 show that 34 percent of households chose a reformulated gasoline
vehicle, 26 percent chose a regional EV, and 20 percent chose an NGV. All EVs, including
hybrid EVs, account for 47 percent of the vehicles chosen in Situation Two.

Figure 17: Frequency distribution of vehicle type choices in Situation Two

Neighborhood Electric
Community Electnc
Regional Electnc
Hybnd Electnic
Reformulated Gasoline

Natura! Gas
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CHOICE SITUATION TWO: A FUTURE MARKET SCENARIO

Choice Situation Two represents one plausible future market for personal, private
transportation. In Situation Two, the households revisit thewr purchase decision about their
next new vehicle 1n a more detailed scenario. Households choose from a set of vehicles that
mcludes expanded driving range options for EVs, natural gas vehicles that have some
features of both EVs (shorter range and the possibility of home recharging) and gasoline
vehicles (full-size body styles and away-from-home fast refueling—faster than electric fast
charging) and reformulated gasoline vehicles. To insure that households reconsider their
vehicle choices rather than just repeat them, we do not offer households vehicles in
Situation Two that are identical to those 1n Situation One At the very least, households
who chose an EV in Situation One must choose an EV with either shorter or longer driving
range in Situation Two. Even the reformulated gasoline vehicles in Situation Two are not
identical to the gasoline vehicles offered in Situation One. Thus the expanded range choices
for EVs in Situation Two tests our hypothesis that the market for EVs can be segmented by
demand for driving range. We sought additional insights into households’ choices in
Situation Two by asking them to indicate both their first and second choice of vehicle type,
again, where vehicle types are defined by the propulsion systems (and within the electric
vehicle type, by range and speed).

This section develops the 1mage of the market for private motor vehicles within our sample
of potential hybnd households. We discuss market segments defined by vehicle types and
body styles. While we have already established that the market for EVs can be segmented
by demand for range, we provide more evidence in this section. Further, we examine
households’ choices of vehicle holdings, not just the purchase of one vehicle. We see the
impact of changes in the travel needs that the next new vehicle 1s expected to fulfill. We
also look at vehicle choices made by houscholds 1n different life cycle categories. These
categories are defined by the age and relationships of people in the household.

Types of EVs offered in Situation Two

We observed 1n previous work that many households shift their driving range choices as
they began to explore what 1t meant to be a hybnid household (Kurani et al, 1994). These
shifting choices within households and the very different range choices made by different
households suggested an EV market segmented by demand for range. We used this idea to
create four classes of electric and hybrid-electric vehicles in our survey. Range, speed and
sample price characteristics of all the vehicle types offered are summarized in Table 10
Complete descriptions of vehicles and options are in the survey document in Appendix A.
The vehicles with the shortest driving range are neighborhood electric vehicles (NEVs).
They are also defined to be non-freeway capable. Community electric vehicles (CEVs)
have longer ranges and top-speeds compared to NEVs that make them capable of traveling
on freeways Regional electric vehicles (REVs) have still longer ranges and higher top
speeds. We also offered our respondents a hybrid electric vehicle (HEVs) that has the
longest (total electric plus ICE) driving range of any electric vehicle in our study.
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Conclusions

As noted in several of our previous studies, understanding consumer response to limited
range requires careful attention to household fleet composition, consumer learning
processes (especially as consumers have previously not considered the impact of reduced
range on lifestyle choices), the recharging infrastructure (home, work, and station
recharging), and possible changes 1n vehicle range instrumentation.

As in previous studies, we find here that consumer travel patterns are less of an obstacle to
limited range choices than are lack of experience and knowledge among consumers with the
technology of electric vehicles. Additionally, previous market research has failed to
consider consumer response to the whole package of EV instrumentation, recharging
infrastructure and home recharging. Further, participants in many prior studies were not
presented vehicle choices in the context of their overall fleet composition. The findings
presented here on household travel patterns, use of current gasoline instrumentation, and
refueling patterns add further evidence that gasoline vehicles currently do not meet
consumer wants for much of their local driving tasks; a job that electric vehicle technology
may do better.

Finally, some have argued that to make it 1n the market, electric vehicles must have
equivalent driving ranges and refueling times to gasoline vehicles. We believe this is an
extreme, and now insupportable, position. Such goals are unreachable for battery powered
EVs; they are also irrelevant. We argue there is a viable niche market for electric vehicles as
complements to long range vehicles in multi-vehicle households.

We believe from the results of this study and previous studies we have done, that it is more
important, and will be more profitable, to market less expensive battery-powered EVs
capable of providing driving ranges of 40 to 120 miles than to develop more expensive
battery-powered vehicles with ranges 1n excess of 150 miles. The marginal utility for
electric vehicles with ranges beyond 150 will be small so long as there are gasoline vehicles
on the road that have 300-400 miles of range. Therefore, so long as people persist in
believing that EVs must mimic the long range and short refueling times of gasoline cars,
practical and profitable EVs will elude us until new electric energy storage technologies can
be commercialized. However, we argue that the utility of short range, home recharged EVs
lies primarily in their complementary relation to gasoline vehicles, in their ability to provide
diversified transportation services in a hybnd household. Marketed as such, 1t appears to us
that both the state of the art in technology and consumer demand are adequate to launch the
market for ZEVs.
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In addition to choices of range, households made choices of refueling and recharging
capabilities and locations. Their choices are shown in Table 9. Households that chose
Neighborhood EVs and Commumnity EVs were limited to home recharging only. Buyers of
Regional EVs had the option of purchasing the ability to recharge at a fast charging station,
as in Situation One. In addition to refueling at stations, households that selected natural gas
vehicles had the option of purchasing or leasing equipment to allow them to slow fill their
tanks at home. A home refueling appliance was offered that they could either buy for
$2,500 or lease for $60 per month. Hybrid EVs had the built in option of refilling with
gasoline at a station and recharging from an electric outlet. Fast charging was offered as an
option for hybrid EVs. Reformulated gasoline vehicles can only be refueled at gas stations.

Table 9: Home and away-from-home refueling choices in Situation Two

Home and Away-from-Home Away-from-Home Refueling Only
Refueling

Neighborhood EVs 19 Natural gas without 52
home refueling

Community EVs 28 Reformulated 154
gasoline

Regional EVs 27

without fast charging "

Regional EVs with 92

fast charging

Hybrid EVs 44

Natural gas with 36

home refueling

Totals ) 246 206

Over half the sample, 246 households, chose vehicles that could be recharged or refueled
both at home or away-from-home. Away-from-home locations could be either an electrical
charging site at such locations as large employers and shopping malls, a specialized fast
charging station, or a compressed natural gas filling stations. This suggests to us that home
recharging and refueling may be a highly valued attnibute of electric (and possibly natural
gas) vehicles. We touched earlier on the combined role of home recharging and 1mproved
dnving range instrumentation to mutigate and largely eliminate any day-to-day difficulty that
a mited driving range mught create The large proportion of households that select a
vehicle capable of restoring its driving range while parked at home is consistent with the
argument that many households believe this to be true.
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wish to simply observe whether different households will choose vehicles of distinctly
different range from along some distribution of driving range possibilities. Figure 16
provides evidence the market for EVs can be segmented by demand for driving range and
that some households will buy vehicles built with existing EV and battery technology.

Figure 16: Driving range choices (by group) in Situation Two
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In addition to observing range choices across the whole sample, we wished to track
individual household’s range choices from Situation One to Situation Two. In order to
force households who chose an EV in Situation One to reconsider their choice in Situation
Two, we intentionally did not offer EVs 1n Situation Two that are identical to those in
Situation One. At the very least, the household must decide whether 1t wants more or less
range Thus the absence of EVs with driving ranges between 80 and 120 miles from
Situation Two is a design feature of our choice experiment, not an expected development in
a future market for EVs.

Of the households who chose an electric vehicle in both Situation One and Two, 19% (39)
chose a shorter range EV in Situation Two than they had selected in Situation One. More
dramatically, 46% of the households who had chosen a gasoline vehicle 1n Situation One,
chose a shorter range electric, hybrid electric or natural gas vehicle in Situation Two.
Across all vehicle types, 32% of households chose a shorter range vehicle in Situation Two
than they had chosen in Sttuation One. We conclude that households will make choices
from across a spectrum of range possibulities. A sizable portion of our sample chose very
short range vehicles, even when offered longer ranges in the same type (electric or natural
gas) of vehicle. Thus 1s further evidence that the market for EVs will be segmented by
demand for dnving range

PAGE 54



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

Table 8: Vehicle choices by range for electric and natural gas vehicles in
Situation Two

Number of

Households
Vehicle Type Range, choosing Range

miles and Type

Neighborhood EV o 40 19
Community EV with Type I batteries 60 10
Community EV with Type II batteries 80 18
Natural gas vehicle with single tank 80 28
Natural gas vehicle with double tank 120 60
Regional EV with Type I batteries! 120/130 52
Regional EV with Type [ batteries! 140/150 63
Hybrid EV with Type I batteries 140 6
Hybrid EV with Type II batteries 180 37
Reformulated gas vehicle 300 154

1. Range of regional EV 1s also dependent on body style

Figure 16 shows the data from Table 8 in categories that illustrate a feature of our research
design. As we mentioned above, 1t is not part of our research design to estimate price
elasticities for driving range or average price penalties for imited range. Instead, we
designed groups of vehicles defined by three types of energy storage technologies. The
Neighborhood and Community EVs and the shorter range Regional EVs are based on two
battery technologies that are already commercially available or have been demonstrated 1n
on-road vehicles. The longer range regional EVs are based on battery technologies widely
expected to be commercially available before 1998.

In our experimental design, the single tank, low range CNG vehicles are grouped with low
range EVs, and hybrid EVs and higher range CNG vehicles are grouped with longer range
EVs. The CNG range categories are not based on differences 1n available and expected
technology, but on our specific desire to create an “intermediate” vehicle between electric
and gasoline vehicles.

What this means 1s that range choices 1n our study are “lumpy”. We have respondents make
only two vehicle choices, not several as 1s the case 1n many stated preference studies. We
make no inference of some underlying distribution of “preferences” for range. Rather we
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The greater than two-to-one preference for Type Two batteries among mud-size vehicle
buyers must be interpreted with care. We specified that given the same type of battery,
mid-size vehicles, compact pick-up trucks, and minivans would have shorter ranges than
the smaller vehicles. For example, the Type Two battery provides 100 miles of driving
range in a compact sedan, but only 80 miles in a mid-size sedan. The distribution of driving
range choices (as opposed to the battery type choices in Figure 12) are shown in Figure 15.
The darker shading indicates mid-size sedans, minivans, small sport-utility vehicles and
compact pick-up trucks. Households that chose these mid-size body styles tend to buy the
longest range they could, given their body style choice. Range is not seen as so important
that households abandon a body style choice, 1n order to get the longest range EV possible.

Figure 15: Driving range choices in Situation One, miles

80 100 120

Note Dark shading indicates larger body styles, hght shading indicates smaller sports cars and compact sedans

Range Selections in Situation Two

Two reasons for the specific design of Situation Two were to test our premise that the
market for EVs may be segmented by demand for driving range and to test whether there 1s
a market for EVs that can, and are, being built with current technology We find evidence
that both are true.

The variety of dniving range options offered to respondents 1n the second choice experiment
are shown 1n Table 8. As in Situation One, EVs (except Neighborhood Electric Vehicles)
were offered with a Type One base battery or a longer range, more expensive, Type Two
battery. A hybnd electric vehicle with 40 or 80 miles range on 1ts electric propulsion system
and an additional 100 miles of range from a “range extender” ICE was offered Natural gas
vehicles were offered with one or two CNG storage cylinders The number of households
who selected each range option 1s also shown in Table 8.
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Figure 13: Choice of battery and fast charging option in Situation One
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Figure 14: Battery choice and vehicle body style in Situation One
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APPENDIX A

Thus appendix contains Parts One, Two, and Four of our survey instrument. Part Three
was an mformational video produced for the survey and reprinted articles from
newspapers, magazines, and newsletters. We do not have permussion to distribute the
copyrighted articles in this report. References are provided in Appendix B If you wish to
review a copy of the video, please contact the Untversity of Califormia Transportation
Research Center located at the University of California, Berkeley.

Part One: Household demographics, fleet holdings, environmental attitudes
Part Two- Diary, Map and Travel behavior questions

Part Three: Video (not included but available from University of California
Transportation Research Center, Berkeley ), Reprinted articles—because of copyright
laws, we do not include articles which were offered to participants

Part Four. Vehicle choice answer book & Price work-book




PART ONE: Household Description

The information in this section will be used onfy for descriptive
purposes. We need to know how well our respondents match the
descriptions of households who buy new cars in California.

For each household member (except household heads) please enter
one of these numbers under ‘relation”:
= child of one or both of the household heads;
2= other family relation of one of household heads;
3 = person unrelated to one of household heads.

Under *Work status" please use these descriptions:

1 = family care giver, not employed outside the home;
full- or part-time employed at an away-from-home location;
full- or part-time employed in a business focated at home,
presently unemployed;
retired.

i

Under *"Student status® use these descriptions:

1 = non-student 2 = student. 3 = pre-school

Drivers |

I Person| Relation Work | Student| License |
‘ | Status| Status | yes/no j

1 emale
H-hold Head

Male H-hold |
Head

()N )

Oloi~N{D MW




Page 2 Part One

You and your cars
Your Househclid's Motor Vehicles

1.1. How many motor vehicles (cars, vans, or light duty trucks} does
your househoid own?

Vehicles total

1.2. Please fill in the tabie below. If you own more than three
vehicles, include the three most recently acquired vehicles
which your household drives on a regular basis.

If used less than monthly (like an RV used for vacations), write
an X next to its make.

| BAVPLE T VEHICLE 1 ] VEHICLE 2 | VEHICLE 3 |

Ford
Model Taurus
B«ody Style station
; wagon
| Model Year 1992
Own or Lease Lease
Acquired new or gnew
fused
| Air conditioned | Yes
All-Wheel Drive {No
or 4x4
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1.3. Now, consider the next new household vehicle you believe you
are likely to acquire. How soon do you believe your household
will buy or lease its next new car, van or light duly truck?

Qwithin the next 6 months.

Gbetween 6 months and 1 year from now.
Qbetween 1 and 2 years from now.
Qbetween 2 and 5 years from now.
Cmore than § years from now.

1.4. What is the body style of this new vehicle most likely to be?

sports car (JSport utility vehicle
DCompact pickup truck U Full-size pickup truck
LIsmat wagon/hatchback DCcmpact wagon/hatchback

[XMid-size wagon/hatchback [JFull-size wagon/hatchback
(JSmall sedan (sub-compact) DCompact sedan

LXMid-size sedan ClEuli-size sedan
LI Mini-van LIFull-size van
(JOther (specify )

1.5 People often buy a specific body style with a certain type of
trip in mind. For example, a household might buy a sport utility
vehicle with a ski trip in mind, even though most days they
would use it to commute to work. Please complete this
statement in the way that best describes why you are interested
in the body style and size of the vehicle above :

We would buy this style and size of vehicle to:
Check only one box

Jcommute to work or school on a regular basis

(U chauffer children or other non-drivers

[Ichauffer business clients and associates

(Jrun business errands

[Jdtake weekend and vacation trips

[dhaut targe loads

[dt/we chose the body style because of the way it looks
Wother (specify: )
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1.6. Of the vehicles you now own which one will this new vehicle

replace?

o None, it will be an addition to our vehicles.
L} Vehicle 1 (from table on 2nd page)

J venhicie 2
L3 vehicle 3

[ A household vehicie not listed on the first page

1.7. Is there another style or size of vehicle you are also
considering in addition to the one you indicated in question 1.4?7
If so, what is this other likely body style choice?

[JdNo other body style choice
DTSports car

[LdCompact pickup truck
(JSmat wagon/hatchback
LI Mid-size wagon/hatchback
(JSmall sedan (sub-compact)
LI Mid-size sedan
(IMini-van
(Jother (specify.

DSpor‘t utility vehicle

[ Fuli-size pickup truck
[(dCompact wagon/hatchback
(dFull-size wagon/hatchback
DCompact sedan

L Full-size sedan

LIFull-size Van

1.8. Going back to the body style and size you indicated in 1.4, think
about all the vehicles your household will own after buying this
new vebhicle. Including yourself, what is the largest number of
people you would absolutely want this new vehicle to carry?

(done
Utwo
UThree
JFour
Five

six
(Jseven
JEight
LINine

(dTen or more
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1.9. What type of luggage or cargo must this vehicle be able to
carry?

The vehicie my household will next acquire must be able
to carry the equivalent of at least:
{Check onily one of the following boxes)

a few bags of groceries.

Dluggage for a weekend trip for two.

Diuggage for two for an extended trip.

Dtuggage for four for an extended trip.

Chuggage for more than four people for an extended trip.
Dlarge bulky items such as fumiture, lumber, large boxes, etc.

1.10. I plan to regularly use roof racks, bicycle racks, ski racks or
similar equipment on this vehicle to increase ifs cargo capacity.

LIno Clves

1.11. Within the general body styles and sizes of vehicles in which
you are interested, which, if any, specific makes and models
would you consider buying?

no specific makes and models considered yet.

First Choice: Make:

Model;

Second Choice: Make;

Model;

Third Choice: Make;
Model;
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REDUCE

RECYCLE | \

i

REINVEST

Your opinions about products

and

1.12.

activities designed to improve the environment.

How would you characterize your feelings about the world's

environmental problems?

1.13.

(3 The biggest crisis and chalienge of our times. The
solutions require immediate international effort and
major changes in our economies and lifestyles.

L Among our biggest problems. The solutions require
cooperation of government and citizens. Time to
reconsider our lifestyles and make changes .

[} Environmental problems exist, and need some attention,
but are minor compared to other problems in our worlid.

(J Environmental problems are not an important problem.
There is no need to change the way we live.

Pick what you think are the 1st , 2nd and 3rd worst
environmental problems from the following list?

Write 1, 2 and 3 on the line next to your three selections -
leave the other options blank.

Utility power plants
Household waste
Ozone Depletion
Pesticides

Qil spills -
Green House Effect
Rainforest destruction
Farmiand errosion
Automobiles

Other
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1.14. How would you describe your response to environmental
probiems?

Check only one box

0 Actively protesting abuse of the environment.

o Working on my own to make changes in my lifestyle.

2 Sympathetic, but not working on environmental problems
[ More active in other problems than environmental ones.

1.15. What things do you do to solve environmenial problems?

Check all boxes that apply
[J participate in recycling
J purposefully reduce my use of cars
support environmental groups with donations
3 participate in political actions to stop pollutors
| purchase 'green’ products
[J conserve water
o nothing
(3 other

1.16. Which do you think is the biggest obstacie in your life to
helping improve the environment.

Check only gne box

[J 1| have been too lazy to make the changes

[J 1 don't have enough time

{3 The world is not set up to do the right envsronmentai thing
J “Green" products cost too much

[J “Green producis just don't work as well

[J other

1.17. How much more are you willing to pay for products which don't
pollute compared to products which do polilute?

Llow (3% Lis% LJ10% d20% Waow sow Dioow
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Some questions about your home

1.21. Do you rent or own your residence?

CRent CJown

1.22 Is your residence a single family home or one of a multi-family
unit?

[(Jsingie family home

[JCottage or “granny flat* located on property with another,
but separate, residence )

DDuplex, triplex, or four-plex (some residences in each unit
share at least one common wall)

DApartment or apartment style condominium

LI Other (please specily: )

1.23 Do you have space to park at least one of your househoid
vehicles reserved solely for your household's use?

[INo reserved parking spaces. We park all vehicles either in a
shared use lot or on the street.

[dYes, we have at feast one reserved space in a shared use
parking lot

E]Yes, we have at least one reserved on-street parking space

[dyes, we have space to park at least one of our vehicles on
our own property (either in a driveway or in a garage/
carpaort).

1.24. If your residence has a garage (or car port) do you regularly
park at least one of your vehicles in the garage or carport?

iNo dyes
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1.18. Scientists have found that the household batieries, like those
used in fashlights, are a serious toxic wasie problem in focal

fandfill.

Which one of the ideas below do you think is the best response to
the problem?

Check only gne box

[J Battery manufacturers should be fined for the costs of
clean-up.

[ Disposable household batteries should be illegal.

J set up a collection program to keep used batteries out of

landfill. -
O consumers should be taught and encouraged to use and
recycle alternatives, like rechargeable batteries.

1.19. Which of these statements fit your opinions best?
Check all boxes that apply

[ electric vehicles are a bad idea

[l electric vehicles would work with a fittle planning
(Jelectric vehicles are not much better than golf carts
[ electric vehicles are small cars

[ electric vehicles will be cheap to operate

(J electric vehicles are clean cars

(Jelectric vehicles are not powerful enough

[J electric vehicles are fast cars

[J electric vehicles pollute like, any other car

(I y/we've never heard of electric vehicles before
[Ji/we know very little about electric vehicles.

1.20. Given what you know about electric vehicles, if an elsctric car
was available fo buy next time you buy a car, how likely would
you be to purchase one, if it were the same price as a gasoline

car?

LIvery unlikely Wunlikety Cnot sure
Wikely Jvery likely
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1.25 Please indicate the category which includes your household's
total pre-tax income for tax year 1993.

[Jo - $9,999 1$60,000 - $69,999
(1$10,000 - $19,999 (J$70,000 - $79,999
(J1$20,000 - $29,999 (J$80,000 - $89,999
(J$30,000 - $39,999 (1$90,000 - $99,999
[1$40,000 - $49,999 Llgreater than $100,000
(1$50,000 - $59,999 (ddecline to state

1.26 How many of your household members contributed to this 1993

tax-year income?
persons

Thank you for completing PART ONE. Check to see if you
missed any questions.

Put PART ONE back into its envelope and put it in the mail
as soon as you can.

Your next step is to go to PART TWO and begin your 3 day
travel diaries.



Full name of household
member filling out this booklet

Car one

Full name of primary driver of car one

Car two

Full name of primary driver of car two

PART TWO:
Post-Diary Household Travel Questionnaire

Dear Participant,

By now you have completed a three day survey of your driving. At
this point you should clear a table, spread out your diary, pull out
the red and black pens from your diaries, this gquestionnaire, and the
map in PART 2 with the two sheets of bright dots, (the dots are for
use with the map questions on pg. 4).

There are two copies of this questionnaire, one for each of the two
primary drivers in your household. Please be sure that each driver
fills out their own copy. There is one map to be shared by both
drivers.

in this section, we want to learn more about your household travel
patterns. The next set of questions use the map and diaries as
reference.
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Questions &bout your travel diaries.

2.1. How typical was the number of trips you took each day during
the diary period?
[ t made a typical number of trips all three days
[J | made fewer trips than typical on:
ddayt [Qday2 Udays
(2 { made more trips than typical on:
QJdayt1 dday2 [ddays

2.2. How typical were the daily distances you traveled each day
during the diary?
LJ 1 traveled a typical distance on all three days
LJ | traveled fewer miles than typical on:
Qday1t Qdayz ddays
L) | traveled more miles than typical on:
Uday1 dayz [ddays

2.3. Thinking about your trave! in general, not just the diary days,
would you say the distance you travel is about the same every
day or do you travel very different distances each day?

[J Almost always the same distance each day
[J About half the time, the same distance each day
[J Seldom the same distance each day

2.4. What is the longest trip you almost always make weekly,
even if you didn't happen to make it during this diary?

Destination:

Nearest intersection:

One-way distance in miles:
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2.5. What is the longest trip you almost always make monthiy,
even if it didn't happen during this diary?

Destination:

Nearest intersection:

One-way distance in miles:
2.6. Recalling which vehicles you have labeled “car one® and *car

two®, how often do you use each of these cars for a trip more
than fifty miles from home?

Carone [ daity [J weekly [ monthly (I rarely (3 never
Car two 3 daily o weekly | monthly 2 rarely [ never

2.7. How often might both cars be used for trips more than fifty

miles from home gn the same day?
Both cars [J daily L3 weekly 3 monthly 1 rarely LJ never

2.8. How often do you swap or trade cars with the other principal
driver in the household?

Qdaily (d1or 2 days a week L1 or 2 days a month rarely never

2.9. When you take a trip out of town, do you tend to use car one or
car two?

[J aiways car one [ usually car one
(X either car equally
(3 usually car two [J always car two

2.10. Which car is used for vacation travel?

(J always car one [ usually car one
[} either car equally
(J usually car two [J always car two
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Now for the map.

Mark your important destinations.

Using the colored dot labels, mark on the map the several

destinations listed in the table on the next page. Write the symbols
from the table on the dots with the black pen. Use the orange dots
for Driver #1 and the green dots for Driver #2. Stick the

dot/symbol in the right location for your household on the map.

Here is an example of a dot with a work location symbol.

i any of these destinations are off the map, place the dot and
symbol for that destination in the map margin in the direction of

that destination.

If any of these destinations are the same for both drivers, overlap

one green and one orange dot.
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y Location Symbol
Home H
Work. w
Schools (all that you or your children access by car). S$1,82,...
Usual grocery store. G
One important location -- a church, theater, club, R

restaurant, sporis venue or other place you consider an
important part of your life.

Most often visited family or friends. F
Doctors Office, Dentists Office D1,D2
Emergency Medical Services E
Usual gas station (if there is gne you most always use) X

Mark vyour longest regular destinations.

- Using the dots, mark the destinations of your longest weekly and
monthly trips (from questions 2.4 and 2.5) with the symbols L W
(fong weekly) and LM (long monthly) on the map. If either is not on
the map, put its symbol in the map margin in the direction of the
destination. If you have already marked either destination with one
of the symbols from the table of destinations above, please mark it
again with the LW or LM.
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Draw a boundary around where you live.

Draw a boundary on the map around the area in which you do most of
your activities (Red Pen for Driver 1, Black Pen for Driver 2) --
working, shopping, attending school, regularly visiting family and
friends, other socializing and recreation, banking, business or
personal errands -- in short, draw a boundary around the area in
which you live. If part of this area is off the map, make a note in the
map margin. Use the locations you have already drawn on the map
plus any other activities you consider important to your lifestyie to
help you define this area.

l.ocating one last important destination.

Is there any one destination either inside or outside the boundary
you just drew, or even off the map, which you feel you must be able
to reach on any given day no matter what? It can be one you have
alfready marked or one you have not marked yet. It is the kind of
place that if your car was in the shop, and the other car was gone for
the day, you would go to the trouble to borrow a car, rent a car, hire
a cab, or make some other arrangements in order to get there.

2.11A. important Location

2.11B. Please estimate the one-way travel distance miles

2.12. Of your destinations marked with symbols on the map, which,
if any, would you be willing to reach by walking, bicycle or
transit? (use same destination symbols in boxes below)

Walking:

Bicycle:

Bus or rail transit:
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2.13. Not counting vacation travel, do you ever rent cars to travel in
your local area, for instance, when you have out-of-town guests,
or one of your cars is in the shop?

INo Cves

2.14. Do you have family or friends nearby from whom you fesel you
could borrow a car in an emergency situation?
(INo ves

2.15. Look back over your trip diary and your map. How easily could
you have completed travel in your diary if you had not been able to
drive on any freeway or expressway?

Choose gne answer.

without ever

i ome_changes to the routes | drove or by some other
change | could have completed gli 3_diary days without
travelling on a freeway or expressway.

[} with some_changes to the routes | drove or by some other
change, | could have completed gt least 1 d day without
travelling on a freeway or expressway

(J 1t would have been impossibie for me to complete even 1 of
my diary days without travelling on a freeway or urban
expressway.
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Questions About Refueling Your Car ﬁh

2.16. in the household vehicle you drive most often, how many miles
total can you drive on a full tank of fuel? (not miles per gallon I)

miles

2.17. Is this vehicle equipped with a “low fuel® indicator light?

UINo (if no, skip to 2.18){JYes (Answer 2.17A)

2.17A. If yes: When the light first comes on, about how
far do you think you can drive before you run out of gas?

more miles

2.18 Do you personally refuel the household vehicle you most often
drive?
Check one statement below which best applies.

(d1 always refuel the vehicle | most often drive.

1 refuel this vehicle more than half the time.

LX1 refuel this vehicle about half the time.

LI refuel this vehicle less than half the time.
2.19 Do you routinely refuel your car while making other trips or do

you make a special trip?
Choose one statement.

Yy nomally refuel on my way {o work or school.

] normally refuel on my home from work or school.
[J1 normally refuel while making trips other than going fo or
from work or school.

[d1 normally make a special trip just to refuel.

(Jt have no routine of refueling.
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2.20. If you are also the person who-most offen refuels the other
household car, do you routinely refuel it while making other
trips or do you make a special trip to refuel the other car?

(Jt dont refuel the other car.

A normally refuel on my way {o work or school.

] nommally refuel on my home from work or school.

Y normally refuel while making trips other than going to or
from work or school.

] normally make a special trip just to refuel.

[J1 have no routine of refueling.

2.21. Which one of these statements below best describes when you
choose to refuel?
Answer either A,B,C or D

A ¥ try to refuel as soon as the tank gauge reaches a
certain level, and that level is:

(3 more than half full.

[} between one half and one fourth.
[J between one fourth and one eighth.
(3 tess than one eighth.

[d on empty

B (11 use the odometer to tell me how far | have driven and
refuel according to how far | have traveled.

C {1 use the low fuel indicator light and refuel when:
[dthe light first flashes on.
LJthe light stays on steadily.
(Jsome time after the light stays on steadily.

D  [JOther (Please describe;
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2.22 How do you find the smell of gasoline?
unpleasant  [IDon't notice [Pleasant

2.22A Q@Gasoline is ---{chocse gne)

X Extremely toxic = [J Somewhat toxic
(J Relatively safe [J Don't know

Question 2.23 asks you to imagine different situations. Try to
imagine yourself in each of the situations. Look back over your maps
and diaries if it helps.

2.23 If you had a gas gauge which told you exactly how many miles
of gas you had left at all times, how low would you let the tank
get (in miles) before you refilled it at the first available gas
station in each of these situations?

23A. If you were driving in an unfamiliar city and you don't

know how far it is to the next gas station.
miles

23B. If you were driving in a familiar area, within 5 minutes of

tamiliar gasoline stations.
- miles

23C If you were driving on a long highway trip and you didn't
know how far it was to the next station.
miles

23D If you were retuming home and trying to decide whether
to fill today or leave it until tomorrow.
miles

if you travel to work or make trips during the day related fo your
work, please tumn to the next (and last) pages of this section.
Otherwise, skip to PART THREE now.

CHECK TO SEE IF YOU SKIPPED ANY PAGES
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Trips to Work and Work-Related Travel

2.24 How many days per week do you commute {o your workplace?

dZero (Go to 2.27) [Jone UTtwo UThree
Qrour  UFive (JMore than five

2.24A If you commute one or more days per week, how far do
you commute (one way)?
miles

2.25. Do you ever take a carpool, a vanpool, or some other form of
transit to work?

(J 1 take a carpool or vanpool at least once a week

(3 1 take a bus or train at least once a week

(3 1 walk or bike at least once a week

[J 1 take a carpool or vanpool occasionally, but not every week
[d 1 walk or bike occasionally, but not every week

1 1| take a bus or train occasionally, but not every week

i always drive alone in one of our cars.

2.26. At work, what is the shortest continuous amount of time your
car is parked either in a parking lot provided by your employer
or in public garage? (Be sure to consider trips you might make
during the day which would interrupt this time.)

Wnever (J1-2 hours
533-4 hours ﬂmore than 4 hours

2.26A. Is this length of time fairly regular from day-to-day?

{JAiways parked for the same length of time
[Jusually parked for the same length of time
L Aimost never parked for the same iength of time

CONTINUED ON BACK
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2.27. Not counting your drive to work, how often do you also

drive your own car for other work related trips -- say, to

call on clients, attend meetings, or do other business errands--
during the day?

D\!inually everyday.

LJAt teast once a week.

LJAbout once a month.

[ltLess than monthly.

LINever drive my car for work related trips.

2.28 If you need to travel for work related purposes during the
course of your workday and you do not wish to take your own
car, are other vehicles available for you to use?

CINo dves

You are now done with PART TWO.

Keep PART TWO diaries and the map out for use in PART
FOUR.

But for now, you are ready for PART THREE which is not
‘much work at all, just watching a 15 minute video and
reading some reprinted magazine articles.
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PART FOUR
Answer Booklet - Start Here |

Instructions
In Part Four you will pretend you are shopping for your next vehicle.

While this study is about the potential market for new types of environmentally
improved vehicles, please don't be too idealistic - give us your best prediction of
what purchases you would make given your lifestyle plans, your budget along with
your ideals; we understand that cars are expensive and central lifestyle tools. On
the other hand don't be too skeptical- these vehicles will be available, much as we
describe them and they have features which suit many lifestyles.

Part four has 2 booklets, the one you are reading - the “Answer Booklet" and th
“Price Workbook" which is legal sized and stapled along the side. Both are
divided into 2 alternative purchase situations for your next vehicle. You will
choose a vehicle for each alternative situation.

In Situation One you will choose between 2 types of vehicies, electric and
gasoline.

in Situation Two you will choose between 6 types of vehicles:
reformulated gasoline, compressed natural gas, hybrid electric, regional
electric, community electric, and neighborhood electric vehicles.

The "Price Workbook" has the full descriptions and price sheets for the vehicle
types in Situations 1 and 2.

-instructions continued inside -

[
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Use the price sheets like a workbook.

» The prices will not be the same between vehicle types. Hybrid Vehicles for

example cost a bit more because they are a complex technology.

» Also, the taxes will not be the same., The federal and state governments are

offering purchase price tax credits to Ultra-Low Emissions and Zero Emissions
Vehicles to soften the higher prices of these new technologies in the early
market (This is a 1 time, not an annual tax credit).

e Assume that for all vehicles, the financing, car insurance and such is the same.

» Each price sheet lists several body styles in boxes across the top (like minivan,
sports car, ect....) Note {i o 2 n hne

Sport Cars are 2 seaters like Mazda Miata, Porsche Targa.

Small Sedans are small 4 seat sedans like Honda Civics, or GM Geo.
Compact Sedans are larger, like GM Saturns or Toyota Corolias.
Midsize Sedans seat five or six, like the Ford Taurus, Toyota Camry
Fullsize Sedans are like the Olds 98, Cadillac Seville, Buick LeSabre
Minivans are - well - minivans

Small Sports Utility are like the Suzuki Samurai

Fullsize Sports Utility include Jeep Cherokees and Ford Explorers

Compact Pick-ups are like the Ford Ranger.
Fulisize Pick-ups and Vans are like Ford F-150s and Dodge Ram Vans

* in the column underneath each body style in the Price Workbock are the base
prices for ihree levels of trim - economy, standard and luxury models.

* Below the trim choices are options like engine size, different sized battery
packs for electric vehicles and air conditioning (and their added cost).

-go to next page-



Part Four Answer Booklet page 3

Tum to Situation One (pages 1-5) of the Price Workbook and look at the
descriptions and price sheets for electric and gasoline cars. Choose the electric ¢
gasoline vehicle, a body type, a trim package (economy, standard, luxury), options
add the costs, subtract any tax credits - then retum to this booklet and put your

answer in 1.1 below.

1.1 Situation One selection Enter Your Selection here
Example g

Vehicle type electric

Body style compact pick-up

Trim package economy

Tax Credit $4,000

Options type 2 batiery

heat pump air

solar panels

fast charge

Price (minus tax credits{$12,700
if any)

1.2. People often buy a specific body style with a certain type of trip in mind. For
example, a household might buy a sport utility vehicle with a ski trip in
mind, even though most days they would use it to commute to work. Please
complete this sfatement in the way that best describes why you are
interested in the body style and size of the vehicle above :

We would buy this style and size of vehicle to:

Check only one box
Jcommute to work or school on a regular basis

(dchauffer children or other non-drivers

[ chauffer business clients and associates

[Yrun business errands

[Xtake weekend and vacation trips

Uhaut farge loads

LJ/we chose the body style because of the way it looks
(Jother (specify: )
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1.3. in PART ONE (which you already mailed to us), you told us which of your
current vehicles you would replace next (or that you would add a vehicle
next). Has anything changed? Are you still thinking to replace the
same vehicle with the selection above? (or would selection be an addition?).

L1 No change, the same vehicle will be replaced (or same added vehicle)

L1 Yes, we changed our minds, the selection above would replace a different
vehicle.  Name of your vehicle to be replaced

L} vYes, we changed our minds, we won't replace any vehicles, the selection
above would be an added vehicle to our household.

1.4. Who would be the main driver of the selection above?

If your selection for situation one is:a gasoline vehicle, skip to 1.8
an electric vehicle, go to 1.5.

1.8 The 1st and 2nd most important reasons we chose the electric vehicle
were.

Sielect gnly one 1st choice and one 2nd choice, mark 1 and 2 - leave
rest biank

it is the most economical vehicle

the environmental benefits

the fiexibility of recharging at home and other locations
electrics will be the car of the future

safety of refueling and operation

it's the most mechanically reliabie vehicle

other

1.6 Did you drop a preferred body size or style to get the electric,
yes o (if yes go to 1.7) no O (If no, skip to Situation Two)

1.71f yes, which of the styles below would have been your preferred body style?
full sized sedan [  full sized sports utility [ full sized van or pick-up J

Electric vehicle choosers are done with Situation One, gkip to

Situation Two on page 6
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1.8 The 1st and 2nd most important reasons we chose the gasoline vehicle

were.
Select only one 1st choice and one 2nd choice, mark 1 and 2 - leave

rest blank
safety of refueling and operation

proven reliability of gasoline vehicles

emissions benefits
the gasoline vehicle is most economical
could not get the body style we/l wanted in the electric coflumn
the ease of refueling

greater refueling range

other

consider choosing the electric vehicle -answer A

A.We did not consider the eleciric vehicle because ......

(check gll that apply)
we wouldn't want a car with range limits

recharging sounds like a hassie

electrics don't come in the body style we/l wanted
environmental benefits are small

we need our next car for out of town travel

our next car must handie heavy loads

[J other

LAO000

If you did consider the electric but chose a gasoline vehicle -answer B

B [ we considered the electric vehicle because of .....
[J home recharging

[J environmental benefits check all that apply
LJ other

but ......
J range limitations and /or check all that apply

L3 size tlimitations
[ the tack of preferred body styles

[ other
...... made an electric vehicle impossible given our [ifestyle,

Gasoline choosers are now done with Situation One, go to Situation Two on
page 6
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Situation Two
In Situtation Two (pages 8-19) of the Price Workbook you will find 6 vehic
types. Below is very short description of those vehicles.

Page 8. Compressed natural gas vehicles: 80 or 120 miles of range
home refueling option, available in all body types, $1000 Ultra-Low Emissions tax

rebate.
Page 10. Reformulated gasoline vehicles 300 miles range, redesign

for lower emissions, Low Emissions Vehicle (no tax rebate on LEV).
Page 12. Hybrid electric vehicles: Both electric battery and small
gasoline motor, 40 or 80 miles of range on battery, 180 miles with gasoline,

$1000 Ultra-Low Emissions tax rebate.
Page 14. Community electric vehicles: lower priced electric, 60 or ¢

miles of range, $4000 Zero Emissions Vehicle tax rebate.
Page 16. Regional electric vehicles: high performance battery electri

130 or 150 miles range on sports car (140 on midsized), battery life 50,000 or 5

years, $4000 Zero Emissions Vehicle tax rebate.
Page 18. Neighborhood electric vehicles: iow priced, small 2, 3, anc

seat non-freeway electric, $2000 (small vehicle) Zero Emissions Vehicle tax
rebate.

Now go to Situation Two in the Price Workbook and choose a vehicle type, bo
style and options, add the costs, subtract any tax credits,answer any questions on
the price sheet of the vehicle you choose and then return to this bookiet and enter
your Situation Two selection in 2.1 below.

2.1 Situation Two Selection Enter Your Selection here
Example 4

Vehicle type regional electric

Body style compact pick-up

Trim package economy

Tax credit $4000

QOptions type 2 battery

heat pump air
solar panels
extended cab
Total Price (minus tax |$74,800
credits il any)
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2.2.People often buy a specific body style with a certain type of trip in mind. For
example, a household might buy a sport utility vehicle with a ski trip in
mind, even though most days they would use it to commute to work. Please
complete this statement in the way that best describes why you are
interested in the body style and size of the vehicle above :

We would buy this style and size of vehicle fto:

Check only gne box

L commute to work or school on a regular basis

LY chauffer children or other non-drivers

[Jchautfer business clients and associates

(Jrun business errands

(Jtake weekend and vacation trips

(Jhaul large loads

LXi/we chose the body style because of the way it looks

(Jother (specify: )

2.3 In Part One and for Situation One you told us which of your vehicles you
would replace next (or some of you said that you would add a vehicle next).
Has anything changed? Are you stili thinking to replace that same
vehicle given your ‘Situation Two' selection above? (or would Situation
Two selection still be an addition?).

L No change, the same vehicle will be replaced (or same added vehicie}
[J Yes, we changed our minds, the selection above would replace a different

vehicle
‘ Name of your vehicle to be replace

[J Yes, we changed our minds, we won't replace any vehicles, the selection
above would be an added vehicle to our household.

1.4. Who would be the main driver of the selection above?

in the table below, find the vehicle type you selected for Situation Two and go to
the questions for that vehicle type. Ignore questions for other vehicle types.

A. Compressed natural gas skip to page 8
B. Reformulated gasoline skip to page ¢
C. Hybrid electric skip to page 10
D. Community electric skip to page 11
E. Regional electric skip to page 12
F.

Neighborhood electric skip to page 13
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A. Compressed natural gas vehicle

If you selected the: gasoline vehicle in Situation One, skip to 2
electric vehicle in Situation One, go to 2.4.

2.4. The 1st and 2nd reasons l/we swilched to the natural gas vehicle were
Select only one 1st choice and one 2nd choice - leave the rest blani

it's more economical than the electric

it's more reliable than the electric

we wanted a larger vehicle

it's environmentally cleaner

it has home refueling

natural gas seems safer than the electric vehicle

it refuels faster than the electric

we were always most interested in the natural gas vehicle
other

2.5 The 1st and 2nd reasons l/we switched to the natural gas vehicle were

it's more economical than the gasoline
it's more reliable than the gasoline
we wanted a large vehicle
it has home refueling
natural gas seems safer than the gasoline vehicle
it refuels faster than the electric
we were always most interested in the natural gas vehicle
other

2.6 My / our second choice to natural gas vehicle was  Check only one

1 neighborhood electric [ hybrid electric [J regional electric
L) reformulated gascline [J community electric

Natural gas choosers are done with Situation Two, skip to page 14
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B. Reformulated Gas Vehicle

One, skip to 2.
One, go to 2.7.

if you selected the: gasoline vehicle in Si
electric vehicle in Si

2.7 The 1st and 2nd reasons l/we switched to the reformulated gasoline

vehicle were
Select gnly one 1st choice and one 2nd choice - leave the rest blank

its more economical than the electric
its more reliable than electric

its easier to refuel than the electric
it has better range than the electric
it refuels faster than the electric
other

2.8 After reformulated gasoline, my second choice was.

| compressed natural gas a hybrid electric L3 regional electric
2 neighborhood electric J community electric

Reformulated choosers are done with Situation Two, go on to page 1
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C. Hybrid electric vehicle

it you selected the: gasoline vehicle in Sijtuation One, skip to
electric vehicle in Situation One, go to 2.9

2.8 The 1st and 2nd reasons lwe switched to the hybrid electric vehicle wei
Select only one 1st choice and one 2nd choice - leave the rest blani

it refuels and recharges at more locations.

It has more range than the battery only electrics.

it's has home recharging and liquid fuels.

it's cleaner than gasoline.

We were always most interested in the hybrid electric vehicle

other

2:10 If you chose the gasoline vehicle in Situation One, complete this statement.
The 1st and 2nd reasons I/we switched to the hybrid electric vehicle were
Select only one 1st choice and one 2nd choice - leave the rest blank

it's more economical than the gasoline vehicle.

it's more reliable than the gasoline vehicle.

We were always most interested in the hybrid electric vehicle.
it's cleaner than gasoline.

it has home refueling

Hybrid seems safer than the gasoline vehicle

other

2.11 Did you drop a preferred body style to get a hybrid? yes Q nold

2.12 If yes, Which of these styles would you have chosen? Check only one
full sized sedan [  full sized sports utility [ full sized van or pick-upD

2.13 My second choice vehicle type to the hybrid electric was

Ll compressed natural gas (J reformulated gasoline L regional electric
| neighborhood electric O community electric

Hybrid choosers are done with Situation Two, now skip to page 14.
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D. Community electric vehicle

skib to 2
e, go to 2.14

If you selected the: gasoline vehicle in Situatio
electric vehicle in Situatio

2:14 The 1st and 2nd reasons //we chose the community electric vehicle wer
Select only one 1st choice and one 2nd choice - leave the rest blank

The purchase price is lower than other electrics.
it's more reliable.

The range satisfies our driving needs.

The cost of batteries is lower.

We wanted home recharging

other

2.15, If you chose the gasoline vehicle in Situation One, complete the following

statement.
The 1st and 2nd reasons l/we chose the community electric vehicle were.

Select only one 1st choice and one 2nd choice - leave the rest blank

it costs less to run.

Iit's more reliable than the gasoline vehicle.

it's the best environmental vehicle.

— . lt's price was much better.

We decided we didn't need the range of a gas vehicle after all.
other

2.16 Did you drop a preferred body style to get a community electric? yes [J no

2:.17 If yes, Which of these styles would you have chosen? Check only one
full sized sedan [  full sized sporis utility [ full sized van or pick-up [J

2.18 My second choice vehicle type to the community electric was

O compressed natural gas J reformutated gasoline
3 regional electric D neighborhood electric O hybrid electric

Community Electric Choosers are finished with Situation Two, now
to page 14.
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E. Regional Electric Vehicle

if you selected the: gascline vehicle in Situation One, skip to 2
electric vehicle in Situation One, go to 2.18

2:19 The 1st and 2nd reasonsl/we chose the regional electric vehicle were..
Select only one 1st choice and one 2nd choice - leave the rest blank

We needed more range.

Better performance.
We wanted fast charging.
We can afford the extra costs.
other

2:.20 If you chose the gasoline vehicle in Situation One, complete the following

statement.
The 1st and 2nd reasonsreason l/we switched to the regional electric were..

Select only one 1st choice and one 2nd choice - leave the rest blank

it's more economical.
it's more reliable.
Iit's the best environmental vehicle
The regional electric provided the performance we wanted.
We decided we could use the range of an electric.
The regional electric provided the range we needed
other

2.21 Did you drop a preferred body style to get a regional electric? yes J nod

2.22 If yes, Which of these styles would you have chosen? Check only one
full sized sedan [  full sized sports utility [d  tull sized van or pick-upD

2.23 My second choice vehicle type to the regional electric was

3 compressed natural gas [J reformulated gasoline
l community electric J neighborhood electric ] hybrid electric

Regional electric chcosers are done with Situation Two, go to page
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F. Neighborhood electric vehicle

if you selected the: gasoline vehicle in Situation
electric vehicle in Situati

2.24 The 1st and 2nd reasonsl/we chose the neighborhood electric were.
Select only one 1st choice and one 2nd choice - leave the rest blank

Home recharging meets all our needs.
We have experience with a small car and like it
The range satisfies our driving needs
The cost of batteries is fower than other electrics
The purchase price is lower than other electrics
We don't need highway speeds
We have thought of owning a small car in the past
other

2.25 If you chose the gasoline vehicle in Situation One, complete the following
statement.

The 1st and 2nd reasons //we swilched to the neighborhood electric were
Select gnly one 1st choice and one 2nd choice - leave the rest blank

It's more economical to run.

it's more reliable than the gasoline vehicle

it's the best environmental vehicle

lt's price was much betier than the gasoline vehicle.

We decided we could use the range of an electric after all
other

2:.28 My second choice vehicle type to the neighborhood .electric was

3 compressed natural gas J reformulated gasoline
. regional electric (3 community electric O hybrid electric

Go to next page.....
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Final

Questions

2.27 Which of the following expresses best the way your househol
made decisions.

3
d
.
3

One person made all the decisions
Two persons decided together
Choices were determined by the person who would drive the car

other

2.28 If more than one person was involved in the decisions, were there major

disagreements to be settled?

J yes O no

it yes, disagreements over what? (Check up to two boxes)

C
Ll
Ll
o
m
L
.
C
-

the practicality of electric vehicles

the practicality of home recharging or refueling
the safety of electric vehicies

the safety of compressed gas vehicles

the practicality of compressed gas vehicles
the importance of clean cars

which vehicle was the most economic choice
Which vehicle was the most realistic choice
other,

2.29 We asked this question before; which of these statements fit your

opinions best?

Check all that apply

L electric
L electric
3 electric
(J electric
U electric
L electric
D electric
[ electric
Jelectric

vehicles are a bad idea

vehicles would work with a little planning
vehicles are not much better than golf carts
vehicles are small cars

vehicles will be cheap to operate

vehicles are clean cars

vehicles are not powerful enough

vehicles are fast cars

vehicles pollute like any other car
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2.30 Anything you want to add or comment about the study?

Thank you for your hard work.

Put the car diaries, the map and PART TWO questionnaire
together with both PART FOUR booklets into the return
envelope with the $2.90 cent postage stamp, and put into th
mail as soon as is possible.

A check will be generated for you by the market research
company who contacted you as soon as we receive this pack
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PART FOUR
Price Workbook

Situation one

Electric Vehicle
Gasoline Vehicle

1. Read descriptions & price-worksheets for both vehicle types above

2. Choose gascline or electric vehicle, body style, options, add costs,
subtract any tax credits.

3. Answer any questions on the price sheet periaining to the vehicle
you have chosen.

4. Go to the Answer booklet, re-enter your selection on page 3 and
answer a few questions about your choice.

7 Uonenne
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Page 2 )
Electric vehicle

Recharging: Do most of your refueling at home; no gasoline on your hands or fumes.
Slow charge 110 volt wall socket (8-10 hours if battenes fully discharged).

o8
Normal charge Install a 220 volt (2-4 hours if batteries fully discharged) circuit and

outlet in your garage, carport or dnveway of your home, condominium or
apartment. Utilty rebates avaflable for installing new circuit.

Optional Fast charging: Recharge up 10 80% of your battery in around 20 mmutes at
special fast charge stations.

Optional Solar: panels for roof and hood provide 10 extra miles on sunny days or can
extend range by offsetting air-conddioning ioad.

Etectricity Costs: 1-2 cents per mile, when charged at night,
6 cents per mite for daytime charging
Battery pack options:
Type 1. B0-100 miles per charge depending on model, (replacement cost $1200).
Type 2: 100-120 miles per charge depending on mode!, (replacement cost $2000)

New range instrumentation: Telis precisely how many miles are left on the vehicle
*Smart instruments” estimate range based on how your drive.

Drive train' 120 horsepower, 3 phase, aliernating current motor (no transmission in
electric vehicles)

Top speed- 80 mph (speed 1s governed at 80 mph to reduce dramn to batteries)

Acceleration 0-60 in 10 seconds (some sports models faster).

Air conditioning: interior of vehicte pre-cooled or heated while recharging

Option. High performance heat-pump, high efiiciency air conditioning

Maintenance Battery and check up service each 10,000 miles. Battery life estimated at
25,000 miles

Warranty: 2 years or 24,000 miles warranty on electronics, B year or 100,000 mile
warranty on motor and dnve train, 25,000 mile warranty on battenes.

Meets Zero Emissions Vehicle requirements for State of California ($4,000
tax credits)

No smog check required

Economy models come with AM FM radio, pre-cooled and heated seats.

Standard models come with AM/FM and Cassette, anti-lock brakes, drivers air-bag,
power windows and cruise control

Luxury models come also with CD Stereo system, heat pump climate control, dual
arrbags, all power accessories, sunroof, keyless entry
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[ Body St w*‘ﬁmmm Compact »M!d,;slzoz Minivan
ody Styte k *sscda'ii’éﬁ sedan ““sodan“ )
BElved 0O R
Choose economy, standard or fuxury
( i model)
el Q :
GnEg 0 ke
Luxury * $24,000 onb B3¢ 321 000 |
Base price (] f*&»@%\,«»« AR
Tax Rebate; * Zero Emission Ve uc e Tax Rebate
Subtract $4000 from base price above
Choose beattery type ! preferred range option
Type 1 100 mules 1x<B0miles 4 BOmies [ul00milesy 100 mves [2BO0inies
standard L el *:1 O jgEmEy 0 el
equipment B S Sl e
Type 2 120 miles 1 :900 mdes § 100 miles 1320 miles -] 120 miles mmnﬂes";» 100 miles
battery $800 |'¥’ 38007 B5  $800 SBDO 1 $800
i) E“ﬁé’a‘l?’*@y‘ %{ of'}:; ] < SR ’im,wt;c in
Choose options (heat pUmMp e condst:onmq standard for luxury modef}
Fast charge $900 73900, ssoc 528005 1 $900  |,..78900.. .§ $900
setup Bany s ”‘"*a%’z%" s B R
solarpanels | $1200 | $12005% 81200 £¥81200:: 1 $1200 1191200 .7 $1200
seup = I W] i b G ,‘% zr. ¥ ]
Four door not -aiol not $1000, «4 $1000 | $1000 not
applcable | applicable | applicable | <)% O |-~ 05 4 appicable
Wagonor not 8800 . not . <3800 $1000 $1000 aot
extended caly apphicable k=) apphicable | 137 g .| applicable
heat purp $800 ~$800 $800 » 8800 -f  $800 - -$800 .. $800
air conditon (] LIRS o s B G [B§ 0
Please add your base price, subtract tax rebate, and add options.
Total price of your package $ 6o

if you choose this type of vehicle, please answer questions below
1. Can you specify some destinations (away from home) where you would like
to be able to NORMAL CHARGE (220V/2-4 hours} your electnic vehicie
while it is parked

Location 1
Location 2

Use green dots and the red pen and mark those locations on map or on margn
with the symbol NC.

2. {f you chose FAST CHARGE, can you specify some destinations where you
would bke to find a FAST CHARGE STATION (80% in 20 minutes).

Location 1
Location 2

Use green dots and the red pen and mark those locations on map or on margin
with the symbol FC.
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Gasolife V8Hjdjece Workbook

Fuel and mileage This vehicle runs on regular grade gasoiine, gets between 38 and
18 miles to the galion (4-8 cents per mile) depending on the model

Powered by four, six or eight cylinder fuel injected combustion engines. Available in all
sizes and models.

Maintenance: Oil change each 7,500 miles, Lube, safety check, belts, exhaust , minor
tune up and safety check every 25,000 miles, major service at 75,000

Warranty: Four year or 50,000 miles on emissions system. Three year or 36,000 miie
power tramn {engine and transmission): warranty, fwo year or 24,000 miles on rest
of vehicle.

Options: Four wheel drive, air conditioning(standard on luxury models) four door models,
and automatic transmission

Meets Transitional Low Emissions Vebicle requirements for State of
California

Annual smog check required _

Economy: models come with AM/FM radio, and manua! transmission (air conditioning is
optional)

Standard: models come with AM/FM and Cassette, manual or auto transmission, ant-
lock brakes, drivers air-bag, power windows and cruise control (air conditioning 1s
optional)

Luxury: models: come also with CD Stereo system, automatic climate control, dual
awbags, all power accessories, leather seats and sunroof, keyless entry
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Sports jCompact] Smali |Compact]WMidsize [Fullisize] Minivan g;l‘w:lzod
cer -2 1pichs sedan [‘sedan ] sedan ckup™;
gf c:g seats o (g Q Arull sizel 5HE 614
a Small ?ﬁ? S sports [Eullsgized
So0 ] spon- ot ity | Fivan’
S ] wtity [0S0 Qo
‘ Dl 0 Laian A,
Choose economy, stendard or fuxury
Econony $13,000 %9.0 swooo 2«313,090 $15.000 [.$17,000: $15.000 %@ww
Baseprice | O ol O [en Q [0
Standard | $16,000 :sxamnn 313 000 [::516,0003f $18,000 [:$20;000 | $18,000 |3$15/600..
Basem o Q .,%g @@I rEa %&g% D wiw ‘QE ﬁwf;?!
Lencery $20,000 *3,15,009 $17,000 §320’000 322 000 }.324.000 § $22,000 %iﬂ“ﬂmm
Base price [ o} 0 BEar| o Pax 0 em
Chooss engine size
4cylinder | standard [istandand | siandard | l%@w}% standard rm
Q e O E%E%"f G
Gcyinder | $1000 |=$7000 ;] $1000 %1909; $1000 xstandard/% smoo ystandard
O FpRd O Pras W@l QO jaen
8 cyfinder $2000 [.amolzad @Ol fioomol s, not "31000 °} $2000 | .$1000
] avalable | avalable | wvalable | avaiable |- T3 <1 [ T3
Choose options
{ar conditrorung and automatic transmission standard for kixury models)
Automatic | $900 ,@5900 #4 $900 |, 8900 1 '$900 59001 §900 [:x3900
trans. - m%,w ] 10 "}E\;}i - O e ] "&9;».% ] ;;3,.‘7‘” JEAY,
Wagons and |  not $1000 ] not [.$1006 | $1000 |.$1000 /| not | ~51000
extded cabs {applicable] . (., japphcable} I3~ 3 > japplicable} © [0,
Four door not | mot-.{ not $1000 | $1000 | $1000.] not #$1000 -
mode! apphcable japplicabié japplicable] ‘3 ° . '@, " iapphcable}.”. T3
Four wheel not $2 090 4 82,000 | $2.000 | $2,000 A52,00q 1 82,000 | .$2,000
drive available §." ST} "] =L Q 371 Q9 0.
Arr $800 SGOO .4 $800 -$800 o $800 $800~ 4 $1200 $800
conditonngg ®] 8.1 D 2 . Q 0 =]
Please add your base price, and options.
Tota! price of your package $ .00

1 if we were to give you the vehicle you chose above for only $1000, with
ail the amenties and features you wanted and in your favorite color, but it
only had a three gallon fuel tank which you could not replace or alter, would

you take such a vehucle for your vehicle

Qyes

no

2. Hf no, Would you take 1t if you knew you could refill the tank each rught at home

Jyes Qno
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Situation two

Compressed Natural Gas
Reformulated Gasoline
Hybrid Electric
Community Electric
Regional Electric
Neighborhood Electric

1. Read descriptions & worksheets for each of the 6 types above.
2. Choose one of the six vehicle types.
3. Answer any questions on the price sheet about your selection

4. Go to Answer Booklet, page 6, re-enter your selection there and
answer a few questions.
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Compressed natural gas vehicle

Natura! gas: The same clean and safe fuet used for heating and cooking at your home.
Natural gas has been used for decades m New Zealand, Canada and other
nations m place of gasoline to power vehicles. Available in all sizes of vehicles
through full sized vehicles. Clean fuel and low engine wear. mpact resistant
compression tanks, made of spun aluminum and wrapped with fiberglass

Refueled: at quick-fill stations m about ten minutes,

Optional Home Refueling Appliance: can be slow filled ovemight, 6-8 hours when
empty.

Driving Range: Smngle cylmder (80 miles range)

Double cylmder (120 miles range)

Fuel price: the equivalent of paying 70 cents per gallon for gasoline

Dedicated: natural gas only vehicle — not a dual-fueled conversion- optimized for high
octane natural gas, same high performance as gasoiine.

Powered: by 4, 6 or 8 cylinder fuel injecied combustion engines. Available in all sizes
and modeis.

Meets California Ultra-Low Emissions Vehicles standards ($1000 tax
credits).

Annual smog check required

Maintenance: Fuel cylinder safety test required every five years Oil change each 7,500
miles, lube, safety check, belts, exhaust , minor tune-up and safety check, every
25,000 miles, major service at 75,000 miles, replace belts, catalytic converter

Warranty: Lifetime warranty on cylinders. Four year or 50,000 mile on emissions system.
Three year or 36,000 mile power tram warranty, two year or 24,000 mile warranty
on rest of vehicle {same as reformulated gasoline)

Economy: models come with AM/FM radio, and manual transmission (air conditioning s
optionat).

Standard: models come with AM/FM and cassette, manual or auto transmission, anti-
lock brakes, dnivers aw-bag, power windows and cruise control (air condtioning s
optionat)

Luxury: models come also with CD Stereo system, automatic climate control, dual
arrbags, all power accessones, leather seats and sunroof, keyless entry.

CREAQGERECAOCRBOEECCCECEHOPEGARLERECOCRARGIROCORREOAROROGORORCER AT RORRCAGRRE

ome refuelin liance

The Sultzer Home Refueling Appliance 1s suggested for compressed gas vehicle
owners who drive more than 20,000 miles per year or whe value highly the
convenience of home refueling it is offered for sale and for iease The gas company
1s offenng a $400 rebate on purchase, and two months free on one year lease

Do you want home refueling? QOnc Qyes
Choose O _purchase $2500 or Q lease $60 per month

1. If you chose the home refueling option, how often might you expect to use away from
home fast refueling stations ?

a daily a weekly 3 monthly ] rarely L3 don't know
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COMPRESSED NATURAL GAS PRICE SHEET

Sports |[Compact
Body car -2 picka:ps

Style

Fuit »\:tzcd

Choose oconony, standard or luxury
Economy * $13.500 {8 sw 500 ,’5833,’50013 $15,500 ;317;590; $15,500 ]&J%OO«
a mf‘ % RS Y

eav] 0 ek o i __{
Standard® | $16,500 |$12,500 313 500 [3516:500 $16,600 $16,500 |231550
o e o a5 e T
Fuxury * $20,500 |% z.soo $16,500 |:$20.500 | $22,500 |$24.500 l szz 500 }:$1 9,500,1,
o Q ?*ii Q@%&q Q ”}3@,@;‘% O [E8es
Tax Tax rebate for Ultra I.ow Emission Vehicie,
rebate Subtract $1000 from base price

Choose engine sire
4cylinder | standard |.standard { standard |:standard { standard dﬁggmot%i standard lnotavaﬂabie

g :o~x4 0 =401 0 QO joslod
€ cyfinder $1000 **smoof $1000 }.:8$30600-~.] $1000 ndard { $1000 |watandard -
o w0 a0 okl g |soes
8 cylinder $2000 |- #mol: 4 mot jiosmot.. aot [.$1000:] $2000 [.$7D00
a available | available | available” | avadable o717 QO ju I

Choose fusl tank setup

——

Single fank | Standard Slandard | Standard | ‘Standard | Standard | Standard j Standard ¥Standard
80 miles Q ™ot Q POEs] O (@08 0 Rany
Double tank not :i$1000~] nmnol (4853000 § $1000 [.$1 000.:7 $1000 §1000
10mies |avalsble [ O avaiable " ' 377 Q -y O Q-

cm:’osr options (air cond. and auto- transmission standard for fuxury

models
Automatic $900 |-.8900 ;] €900 SQOva §800 |- *°$900 .4 §900 $900 -
trans. g Q4] 0 =< Q 4. Q - Q>
Wm and not $1000. not -$1000 $1000 $1 000 not . %1000
extded cabs |applicable] (3 . {applcable] -LI.., Q <0 lappicable} D
Four door not .mof | not $1000 | $1000 $1000 - not -$1000
ekl applicable japplicable {apphcable o ) " japplicable .
Four whee! not $2,000 { $2,000 | $2.800 $2,000 | 52,000 | $2,000 $2,000
drve available | 0 . Q o | Q 41 Q 2
A $800 $800 | $800 -$800 $800 $800 $1200 $800

; Q js ) 0 O O 0 2

Please add your base price, subtract tax rebate and add options.

Total price of your package $ .00

if you choose this type of vehicle, please answer quesuons below

L T R L P T P T T Y T Y T PR Y T Y escaene

2. if you chose the Compressed Natural Gas Vehicle - can you
specity some destinations {away from home) where you would like to
find a FAST FILL station (ten minutes to fill a tank)

Location 1
fLocation 2

Use green dots and the red pen and mark those locations on map or on
margn with the symbol FF
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Reformulated Gasoline Vehicle

Fuel and mileage This vehicle runs on reformulated gasoline, which s a less polluting
type of gasoline, is not different in any other ways from previous gasoline vehicies,
gets between 18 and 38 miles to the galion depending on the model.

Powered: by 4,6, and 8 cyiuider fuel injected combustion engines Available in all sizes
end models.

Options: Four wheel dnve, air conditioning (standard on fuxury models) and automatic
transmission.

Meets Low Emissions Vehicle requirements for State of California

Annus! smog check required

Maintenance: Qif change each 7,500 miles, Lube, safety check, belts, exhaust , minor
tune up and safety check every 25,000 miles, major service at 75,000

Warranty: Four year or 50,000 miles on emissions system Three year or 36,000 mile
power train {engine and transmission) warranty, two vear or 24,000 miles on rest
of vehicle.

Economy: models come with AM/FM radio, and manual transmission (air conditioning is
optional)

Standard: models come with AM/FM and cassette, manual or auto transmission, anti-
lock brakes, drivers arr-bag, power windows and cruise control (air condiioning 1s

optional)
Luxury: models come also with CD Sterec system, automatic chmate control, dual
airbags, all power accessories, leather seats and sunroof, keyless entry
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BEFORMULATED GASOLINE PRICE SHEET

Small acti Midsize Fgli;sizc Mcnci!vun Ful‘l‘:xxod
sadan ssedan’ Iple gpw
g? ({z Q G Pl size %“m ﬂ%
4 Small ,e‘;c,ﬁ?%& sports Fnlt‘%s’lzed
| spori- Q%éfiq%é«fm utility »xwxln; e
Q ke, aihed
Choose oconomy. standard or luxury
Economy | $13,000 I@s@gﬁ $10,000 [:613.000:] $15,000 Fs}'moo $15,000 ,,««szz.og )
Base price o a lmfi 4 O beDad O 5 E}i&
Standard $16,000 512@003 $§13,000 QS‘JS;OOO;! §18,000 };320, $18,000 siS‘lS?OOO
Baseprice | O3 |HNLINE] O [ERled é‘?«;’ﬂw”% FEQTR
Luxury $20,000 ?6216’000’ $17,000 éSZO,DOQ’ $22,000 524~000 $22,000 '%;"\,3193)90«
Base price Q pE g Q QO #0%H Q pbEmys 0 s
Choose engine size
4cyinder | standard |'standard | standard |-standard }{ standard |’ :not ¢+ { standard [nol available
O jaeBid O |edbDis O ; O fgimed
Goylinder | $1000 |.$1000%f $1000 61000 i $1000 w $7000 | standard ~
o |eord o %0 o Lhohd o o
8 cylinder $2000 “nol not not not $1000 $2000 $1000
avaiable’ | available |savalablei] avatable |7 50 %..] O |
Choose options
{air condtioning and automatic transnussion standard for koxury modetls)
Automatic $900 ««59003’\? £900 ’»13900 3 $900 }{;‘15900\;5 $900 :5900
frans. O |5 0O (22034 O |[EBRsy Q Qg
Wagonsand | not [-$100047 not |.$1000 { $1000 |:$1000-] wnot |. swoo
extded cabs |appiicable} “- Q4 applicablel. T17:i] O #:1Q g <{apphcablel” -
Four door not | w0l < f not [*8] DDO $1000 }-$1000. not $1000
rodal applicable |apphcable jappicable]” Qs 4 3 < LY applicable o T
Four whee! not :$2.000-§ $2,000 32.000 -{ $2,000 | $2,000 | $2,000 -$2,000
drve available | [ o] Q Q0 Q0 =] Q
Ar $800 $80OG $800 3800 $800 $800 $1200 |. $8BOC
condiuoneg Q {=~-8 Q -Q 1 O 0
Please add your base price, and options
Fotal price of your package $ .00
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Hybrid electric vehicle

Range Extender: Hybnd vehicie has small engine to extend range of batiery powered
electric, has 40 horsepower reformulated gasoline engine to provide extra miles
and gasocline refueling for long trips. Gasoline range extender automatically starts
when batteries drop to preset level.

Battery Options:

Type 1. 40 miles on batteries, additional 100 miles on range extender (combined 140
miles)- recharge time on 220 volts is 1-3 hours depending on leve! of battery
charge - reptacement cost of batieries = $1000.

Type 2: 80 miles on batieries, additonal 100 miles on ranger extender {(combined 180
miles) - recharge time on 220 volis is 2-4 hours depending on level of battery
charge - replacement cost of batieries = $1700.

Fast Charging: option available for Type 2, recover 80% charge in 20 minutes at fast
charge station.

Top speed: 75 mph (speed is govemed fo reduce drain o batteries).

Accelerates: 0-60 ;m 13 seconds {some sports models faster}

Standard air conditioning: Interior pre-cooled or heated while recharging

Optional alr conditioning: High performance heat-pump, high efficiency air
conditioning (for driving)

Meets California Ultra-Low Emissions Vehicles standards ($1000 tax
credits)

Annual smog check reguired

Maintenance: Oil change each 7,500 miles, iube, safety check, beks, exhaust, minor
tune-up and safely check, every 25,000 miles, major service at 75,000 miles,
replace belts, coolants, catalytic converter on range exiender. Battery check-up
every 10,000 miles, estimated replacement &t 25,000 miles.

Warranty: 4 year or 50,000 mile on emissions system. 3 year or 36,000 mile power train
and electronics warranty, 2 year or 24,000 on rest of vehicle 25,000 mile warranty
on batteries

Economy: modeis come with AM/FM radio, and manual transmission (ar conddioning ts
optional)

Standard: models come with AM/FM and Cassette, manual or auto transmission
(electrics do not have transmissions) anti-lock brakes, drivers air-bag, power
windows and cruise control {(ar conditioning ts optional)

Luxury: models come also with CD Stereo system, automatic chmate control, dual
airbags. all power accessores, leather seats and sunroof, keyless entry

ane . eee

1.Would you expect to use the range extender on any of your diary days ?

Car One Diary CIDay 1 aDay 2 aDay 3
Car Two Diary (dDay 1 Upay 2 (dpay 3

2.Would you expect lo use the range extender to get to your critrcal
destination? uyes Wno

3 How often mught you expect to use the range extender?

U daly U weekiy 3 monthv - 3 rarety L} don't know



HYBRID ELECTRIC VEH!CLE PRICE SHEET
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[Body Style Sports z] Compact |:Mid.sizéd] Winivan
car sedan [isedan
two-
seater
Choose economy, standard or Juxury
air condmonmgmduded i luxury model)
Econony” $18,000 e :55000'* $18000 $20,000
_g_aupna Q =] Q
tandard ° $21,000 42$18,000 321 000 $23000
Base pnce ] ég %%% RS o)
Diary “Base | $25,000 822 000 $25 000 [9S270003 $27,000
prce Q 3 ?§¢45q£%§ [a) O n]
tax Rebate * Ultra-Low Emission Vehicle Tax Rebate
Subtract $§1000 from base price above
Choose battery type / preferred range opfion
Type 1 Q Fi ] sitdgesr) a Cietang a
&5 s Standard gésﬁﬂ Standard %@ﬁ?ﬁ%}% Standard %@nﬂmﬂ%‘ Standard
iyps2 $1800 18 $1800 swoo :a%xfgg 31800
80 miles a Rairt. Q éﬁf% %5
Fastcharge $900 90 $900 ssoo }”‘ﬁ« 90 »s‘ 3900
Type 2 only Q0 s g Q "”%ﬁ 1 e ﬁg?m”
Choose options
(heat pump air condntioninistandard for luxury model)
S04 panels $1200 | 3120035 $1200 M;siaao $1200 *«51200" $1200
setup Q *"éﬁa»ﬁ%’*v Q w ] m’w Q R 223” Q
Fowr door not >,no( not ,433 $10600 }iu 53000 not
appilicable Qpﬂbﬁ%& 4 applicable Wé&?“’%}“ Q AEA Sﬁé’@%% _applicable
Wagon or not 53800 % % not 1338800z, $1000 ~bsmoow not
extendedcsb | apphoable |5 055 0] appheable |oian A o . | _applicable
heal pump air $800 Wsaoow, $800 \x,\saoow, $800 saqm $800
Q s L Q o o] -3 Q

Please add your base price, subtract tax rebate, and add options.
Total price of your package $ 00

LA AR AR AR EANEEEEEEEEREEEEEREEREEREER R XN N N I R R T R A R R RS

. if you chose the Hybrid Vehicle - can you specify some destinations (away from
home) where you would like to be able to NORMAL CHARGE (220V/2-4 hours) your
hybrid electric vehicle while it 1s parked.

Location 1
Location 2

Use green dots and the red pen and mark those locations on map or on margin
with the symbol NC.

5. If you purchased FAST CHARGE, can you specify some destinations
where you would like to find a FAST CHARGE STATION (80% in 20
minutes).

Location 1
Location 2

Use green dots and the red pen and mark those locations on map or on margin
with the symbol FC
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Community electric vehicle

Recharging Do most of your refueling at home; no gasoline on your hands or fumes

Slow charge 110 volt wall socket (8-10 hours if batteries fully discharged) Or Normal
charge Install a 220 volt (2-4 hours if battenes fully discharged) circuit and outlet in your
garage, carport or dnveway of your home, condominium or apariment Utility rebates
avadlable for installing new circust.

Optional Fast charging: Recharge up to 80% of your battery in around 20 minutes at special
fast charge statons

Optional Solar: paneis for roof and hood provide 10 extra miles on sunny days or can extend
range by offsetting air-conditioning load

Electricity Costs: 1-2 cents per mile, when charged at night,
6 cents per mile for daytime charging
Bettery Options:
Type 1 60 miles per charge Warranteed to 25, 000 miles {replacement cost $800)
Type 2- 80 mules per charge Warranteed to 25, 000 miles (repiacement cost $1200)

New range instrumentation: Tells precisely how many miles are (sft on the vehicle (smart
mstruments estimate range based on how you drive)

Drive train: 60 horsepower, three phase, altemating current motor (no transmission in electnc
vehicle)

Top speed" 70 mph (speed is governed to reduce drain 1o battenes)
Accelerates 0-80 in 13 seconds (some sports models faster)
Standard sir conditioning: Intenor pre-cooled or heated while recharging

Optional air conditioning: High performance heat-pump, high efficiency air condttioning (for
dnwving)

Maintenance: Battery and check up service each 10,000 mules.

Warranty: 3 years or 36,000 miles warranty on electronics, 8 years or 100,000 mile warranty on
motor and dnve train, 25,000 mile warranty on battertes.

Meets Zero Emissions Vehicle requirements for State of California ($4,000 tax
credits)

No smog check required

Econcmy: models come with AM/FM radio, pre-cooled and heated seats

Standard: models come with AM/FM and cassette, anti-lock brakes, dnvers air-bag, power
windows and cruise control

Luxury: models come alse with CD Stereo system, heat pump climate control, dual airbags,
all power accessones, sunfoof, keyless entry
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0 Smalil szSmallzs] Compact Wlid-ﬁsizoht Minivan
Body Style kig:nsso:t:rr = l?k up por:?utﬂtty éﬁs’é&t&ﬂ}% sod‘:m %?“%3@ 0
ﬁ 5 ’:’E& NMSQJ:E% s
Choose economy, standard or fuxury (air conditioning included in {uxury
model}
Economy * $15,000 125000/ s12 000 8120004 $15.000 lﬁgmmog $17,000
Basepe | OV |iuiciee . o
Standard * $19,000 333‘15%00 4 815 000 $20.000
Base price Q m sgs 4?110 i 2
Luxury * §$22,000 ﬁ 9*0 319 000 2 [ 24,000
Baseprice | O ﬁf& o | e zﬁ»& G
Tax Rebate| = Zero Emission Vehicle Tax Rebate
Subtract $4000 from base price above
Choose battery type / preferred range option
Type 1 6Cmiles | 2360 miles 60mies |60 milesiyl 60 miles |60 rml?s%»;:i 60 miies
St e {8 "8 |8 D
equipment S T S o
Type 2 80miles | -BOmies 4 80mies | B0 mtag& 80 mies | “BOmies:’] B0 miles
battery $600  -31860057  $600 w;m 3;;5 $600 | NS6005¢4 8600
Q S O SR g vy a
Cheoose options (heat pump atr_conditioning standard for luxury modet
Fast charge | not available [not.avaiiable { not available notava:latg“e not available fnotavailable { not evailable
setup e sagan Faeh o "‘“"*é’ e
solar panels $1200 /31200 3 $1200 Z:$120013F  $1200 °i$$‘120 024  $1200
selup a |-m.xd 0 |[Ewaed "o [Payd] o
Four door not = /zmotw 7 not S 310005%; $1000 }:4$1000. not
appiicable | -afplicable”| applicable | 7EYELY 0 & @?& applicable
Wagonor not »gwseooa;‘ not R XSBOBM, $1000 | #51000%, not
exterxied cab apphcable w{' s {g»\-«@@ appliceble >§ %%@ (:M’:\, & & {f;{?_ appiicable
heat pump $800 |, $800- 5500 |2, %800 il $800 173800 " $800
ak condition 0 T Q SRS a D Rty O

Please add your base price, subtract tax rebate, and add options.

Total price of your package $

00

It you choose this type of vehicle, please answer questions below

PP A RAS R A AT AR E LR A RTT AP ARPOL RN RSP UAEREREARERANGET LIRS TETRANE SRS

1. Can you specily some destinations (away from home) where you would ke
to be able to NORMAL CHARGE (220V/2-4 hours) your electric vehicle

while 1t is

{Location 1

Location 2

parked.

Use green dots and the red pen and mark those locations on map or on margmn
with the symbol NC.

2. if you purchase FAST CHARGE, can you specily some destinations where
you wouid hke to find a FAST CHARGE STATION (80% in 20 munutes).

Location 1
Location 2

Use green dots and the red pen and mark those locations on map or on margin
with the symbol FC
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Regional electric vehicle

increased Range. The regional electric offers longer range and battery life.
Recharging: Do most of your refueling at home; no gasoline on your hands or fumes.

Slow charge 110 volt wall socket (8-10 hours if batteries fully discharged). Or
Normal charge install a 220 volt (2-4 hours if batteres fuily discharged) circurt and
outlet in your garage, carport or dnveway of your home, condominium or aparntment
Utility rebates available for mstalling new circud.

Optional Fast charging: Recharge up to 80% of your batiery i around 20 minutes at
special fast charge stations.

Optional Solar: panels for roof and hood provide 10 extra miles on sunny days or can
extend range by offsetting air-condtioning load.

Electricity Costs: 1-2 cents per mile, when charged at night,
6 cents per mile for daytime charging
Battery Options
Type 1. 120-130 mies per charge Warranteed to 50,000 miles or 5 years {replacement cost
$3,000 - financing available).
Type 2. 140-150 miles per charge, Warranteed to 50,000 miles or 5 years {replacement cost
$4,000- financing available).

New range instrumentation Telis precisely how many miles are left on the vehicle

Drive train: 130 horsepower, three phase, aliernating current motor (There 1s no
transmission in electnc vehicles)

Body: aluminum space frame construction.

Top speed: 85 mph (speed is governed to reduce drain to battenes).
Accelerates: 0-60 i 8-8 seconds (some sports models faster).

Standard air conditioning: interior pre-cooled or pre-heated while recharging

Optional air conditioning: High performance heat-pump, high efficiency air condttioning
(for use while dnving)

Maintenance: battery and check-up service each 10,000 miles

Warranty. 3 years or 36,000 miles warranty on electronics, 8 year or 100,000 mile warranty
on motor and drive tran, 50,000 mile warranty on batteries.

Meets Zero Emissions Vehicle requirements for State of California ($4,000 tax
credits)

No smog check required
Economy: models come with AM/FM radio, pre-cooled and heated seats

Standard. models come with AM/FM and Cassette, anti-lock brakes, drivers air-bag, power
windows and cruise control

Luxury: models come also with CD Stereo system, heat pump chmate controi, dual airbags,
all power accessories, sunroof, keyless entry
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; ¥4 Compact |:Mid-size®] Minivan
Hody Style é::%;;:;- Sie 3 soJ:n : w%%%g%é jm
. 3 D K RS )

Cheose economy, standard or luxury (ar conditioning included in luxury

model}
Economy ¢ $18,500
Base price a
Standard * | $21,500
Base price
Lacury * $25,500
Base price g : ‘
Tax Rebaie| * Zero Emussaon Vehicie Tax Rebate

ubtract $4000 from base price above

Choose battery type / preferred range option
T 1 130miles 20smiles i 120 miles 30muesiz] 130mules 120 rtul&s
standard o |G 5
Type 2 150 miles ;Mgomiesﬁg 140 miles |- 4350:mileS¥1 150 mules danmlss 140 rmles
battery $1500 srsggﬁg $1500 ﬁ;’é?;swgo 1 $1500 sxsoo

j g e ,.Wyf“ Q s;tzé‘n oéf;’u‘:::) Q “% AM‘;

Choose o ttosns (heai pump air conditioning standard for luxury mode
Fast charge $900 g QO(IMV< $900 128900 $200 243900 $900
setp = n:%&% o |iton 1 Qo ’%@%ﬁ =
solar panels | $1200 %leDO;gxi $1200 &gnzgv &4 $1200 }i48$1200; 1 $1200
s&up D ',,1,;5 D )““@\& D @
Four door not P not :}1 $1000 Ws not

appicable |-applcabiey] applicable | i ww' [ I b ”z@"%‘?ﬂ applicable
Wagonor not oo SBO0% 5 not ZHB800N:A]  $1000 v@swoow not
extended cab applicable | ~- "3 2 ° applcable ¥ ’agw X a) W“Eiv, §<x applicable
heat pump $800 | -7$800 4 $800 | 28BOD.-° | $B00 |.+380D77|  $800
air condition 0 |.o@:%4 Q ﬂ:ﬁ% "‘%«1 =] g <=

Please add your base price, subtract tax rebate, and add options.

Total price of your package $ DG

If you choose this type of vehicle, please answer questions below

VEACLEE TSI AR S TS CR LR LR R R R LRI I LRSI R EEEEE RN OIAG TR ARG A E O AR E RS TR

1. Can you specify some destinations (away from home) where you would lke
to be able to NORMAL CHARGE (220V/2-4 hours) your electric vehicle

while it s parked.

Location 1

Location 2

Use green dots and the red pen and mark those locations on map or on margin

with the symbol NC

2. If you purchsed FAST CHARGE, can you specify some destinations where
you would like to find a FAST CHARGE STATION (80% in 20 minutes).

Location 1

Location 2

Use green dots and the red pen and mark those locations on map or on margin

witnn e symbol FC.
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Neighborhood electric vehicie

Neighborhood electric vehicle: is designed for around the town driving. Easy
parking, handling and use. Comes as two passenger version or with small rear
seat for two addtional passengers Cargoe room for four bags of grocernies.

Vehicle length: 1s 11 ft, wadth is 5 #t, can park in small places, tuming radius 15 ft.

Top speed: 40 mph.

Accelerates: 0-40 in 15 seconds..

Range: 40 miles.

Curb weight: of the vehicle is 1200 Ibs.

Composlie structure: is fully crash tested and passes all federal crash safety.

Optional airbags:

Electricity Costs: {ess than 1 cent per mile for electnctty.

Recharges: 2-4 hours on 110 voli slow charge depending on the charge level of the
battery. 1.2 hours on 220 volts normal charge. Replacement cost of battery back
is Just $500

Fast charge: not available for neighborhood electric.

Optional sclar: panels, offers 7 miles extra of range on sunny day

Standard air conditioning: Interior pre-cooled or heated while recharging

Optional air conditioning: High performance heat-pump, high efficiency arr
conditioning (for dniving)

Service is minimal

Warranty: Motor and dnive tram warranteed for ten years or 100,000 miles. Battenies are
guaranteed for 20,000 miles

‘The neighborhood electric is not intended for highway driving.

Meets California Zero Emissions vehicle standards for non-freeway
vehicles. Qualifies for $2000 tax credits.

Standard: comes with AM/FM radio, pre-cooled and heated seats

Luxury: models come aiso with CD Stereo system, heat pump clmate control, dual
awbags, all power accessories, sunroof, keyless entry



NEIGHBORHOOD ELECTRIC PRICE SHEET

Body Style Two- seater Four
ody soater
Choose economy, standard or luxury

- {air_conditioning included m tuxury)

Economy * §5,500 ‘j s X §7,000

Base price Q m Q

Luxury ¢ $8,500 m«» ;,;s 000 Soshas §10,000

Base price 5] SRsE ?3% Q

Tax Rebale | = Small Electric Vehicle Tax Rebate
iSubtract $2000 from base price above
Choose options (heat pump air conditioning standard for
Juxury _model)

Fast charge not available ’;;‘;‘c‘;ﬁ%?xmm Ye ity not avaiiable

setup g SEICN T A

Convertible $800 1‘}// ol % $8°D:'"§ éi. 7 $800

{aot with g g:;i’gf;[ ,,kg,:’,gwm« U

solar panels) v e

Solar panels $600 o vﬁ,,is w{:& 2, §600

setup a R 0

heat pump $800 * 52,8800, . 2 $800

ar condition a O Q

Please add your base price, subtract tax rebate, and add options.

If you choose this type of vehicle, please answer questions below

Total price of your package $ 00
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1. Can you specify some destinations (away from home) where you
would like to be able to NORMAL CHARGE (220V/2-4 hours) your

electnic vehicle while i is parked?

Location 1

Gcatlon 2

Use green dots and the red pen and mark those locations on map or on

margin with the symbol NC.



THE HOUSEHOLD MARKET FOR ELECTRIC VEHICLES

APPENDIX B

References to the articles on electric and natural gas vehicles included in Part Three of the
survey instrument.

—A cleaner way to drive. San Jose Mercury News p. 11E. Monday, November 25, 1991.

—BART Electric connectiorn. Bay Area League of Women Voters Bay Area Monitor. p.3.
May/June 1993.

—The big three’s current examples. Autoweek p. 18. December 13, 1993. (This 1s a sidebar to a
longer article on electric vehicles )

Cogan, R. Electric vehicles. Powerplay on the auto circuit Motor Trend. October 1993.
Gromer, C New age of the electric car. Popular Mechanics. February 1994

Levander, M Jump-starting an industry. San Jose Mercury News p. 1D. Monday, April 26,
1993






