Journal of Service Science and Management, 2024, 17, 464-477

X/
%*

“‘ g‘e:lseenat:.féﬁ https://www.scirp.org/journal/jssm
94¢% Publishing ISSN Online: 1940-9907
< ISSN Print: 1940-9893

A Study on the Product Demand of New Energy
Vehicles Based on the Kano Model

Sitan He, Yutong Zhang, Mingshuo Tian, Ruijie Li, Ke Chen

Business School of Beijing Institute of Fashion Technology, Beijing, China

Email: 2967744294@qq.com

How to cite this paper: He, S. T., Zhang, Y.
T., Tian, M. S., Li, R. J., & Chen, K. (2024).
A Study on the Product Demand of New En-
ergy Vehicles Based on the Kano Model.
Journal of Service Science and Management,
17,464-477.
https://doi.org/10.4236/jssm.2024.175026

Received: September 25, 2024
Accepted: October 21, 2024
Published: October 24, 2024

Copyright © 2024 by author(s) and
Scientific Research Publishing Inc.

This work is licensed under the Creative
Commons Attribution International
License (CC BY 4.0).

http://creativecommons.org/licenses/by/4.0/

Abstract

With the continuous advancement of technology, the new energy vehicle
(NEV) industry has become an important direction for the development of the
global automotive industry. For China, it is not only one of the seven strategic
emerging industries but also a key opportunity for the transformation and up-
grading of the automotive industry. This study is based on the Kano model to
systematically classify and prioritize the demand for new energy vehicle prod-
ucts, aiming to reveal the complex relationship between product characteristics
and user satisfaction, and to provide strategic guidance for demand manage-
ment and product development in the new energy vehicle industry. Through
in-depth analysis, this paper identifies the essential attributes, performance at-
tributes, excitement attributes, and indifferent attributes of new energy vehicle
consumer demands, providing targeted product improvement and market
strategy formulation for new energy vehicle companies. The research results
show that battery life, safety, and after-sales service are essential attributes of
new energy vehicles, while charging power, price, and brand recognition are
performance attributes. Endurance, environmental performance, and other at-
tributes are considered excitement attributes, which can significantly enhance
consumer satisfaction and loyalty. In addition, factors such as price and the
distribution of charging stations have a relatively small impact on consumer
satisfaction and are classified as indifferent attributes. The study also found
that with the development of the market, consumers’ demand for emerging
features such as intelligence and connectivity is growing, which puts forward
new requirements for the direction of product development of companies. The
study provides demand management and product development strategies for
the new energy vehicle industry, helping companies to enhance user satisfac-
tion and strengthen market competitiveness. It also provides a reference for the
government to formulate relevant policies to promote the healthy development
of the new energy vehicle industry.
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1. Introduction

Currently, a new round of technological revolution and industrial transformation
is booming globally, with technologies related to automobiles, energy, transpor-
tation, and information communication accelerating integration. Electrification,
connectivity, and intelligence have become the trends and directions for the de-
velopment of the automotive industry. New energy vehicles integrate new energy,
new materials, and transformative technologies such as the internet, big data, and
artificial intelligence, promoting the transformation of automobiles from mere
modes of transportation to mobile intelligent terminals, energy storage units, and
digital spaces.

According to the research by Zhu Can and others, domestic and international
scholars’ research on the promotion and application of new energy vehicles mainly
focuses on aspects such as technological development, system design and optimi-
zation, energy management, market promotion strategies, policy impact, environ-
mental and economic assessments, charging infrastructure construction, and con-
sumer behavior analysis, to promote the popularization and sustainable develop-
ment of new energy vehicles (Zhu, Lin, & Xiang, 2020). According to the research
by Wang and others, factors affecting the sales market of new energy vehicles in
China include environmental concerns, energy efficiency, charging infrastructure,
etc. The study provides a more objective consumer interest perspective by analyz-
ing internet comment data (Wang et al., 2020). The research by Liu Yanan and
others shows that safety, energy conservation and environmental protection, and
high-quality after-sales service are essential attributes of new energy vehicles,
while endurance and price are the expected attributes of consumers. The article
also points out that the government’s tax cuts and financial subsidies can effec-
tively enhance consumers’ willingness to purchase new energy vehicles (Liu et al.,
2021). Xiong Yongging and Xu Wen propose in their research that as the demon-
stration and promotion of new energy vehicles continue to deepen, “functional”
policies show better stability and gradually increasing significance compared to
“selective” policies, suggesting that policymakers should gradually shift from fo-
cusing on “selective” policies to “functional” policies (Xiong & Xu, 2021). Zhang
Zhe in his thesis proposes that the application of artificial intelligence technology
in intelligent connected new energy vehicles not only optimizes the intelligence
level of the car but also significantly enhances driving safety and user experience
(Zhang, 2024).

In summary, existing research has analyzed the development of the new energy

vehicle market from multiple perspectives, but there is a general lack of research
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on the key emerging field of intelligence. Intelligent technology not only repre-
sents innovation at the technical level but also has a profound impact on consum-
ers’ usage experience and purchase decisions. Given the digital environment in
which Generation Z has grown up, their high acceptance and dependency on in-
telligent technology, existing research has not fully captured the specific needs and
preferences of this group for intelligent functions of new energy vehicles. There-
fore, this study will build on existing Kano model research, incorporating intelli-
gence and other needs, to further explore how intelligent features can become a
new driving force for the development of the new energy vehicle market, thereby

enhancing consumer satisfaction and market competitiveness.

2. Kano Model and Theoretical Foundation

The Kano Model is a tool used to understand and categorize customer needs, pro-
posed by Japanese scholar Noriaki Kano in 1984. By analyzing the relationship
between product features and customer satisfaction, the model divides require-
ments into five categories: Must-be Quality, One-dimensional Quality, Attractive
Quality, Indifferent Quality, and Reverse Quality. When applying the Kano Model,
it can reveal the complex perception of customers towards products or services
and guide companies on how to more effectively meet these needs (Tang & Long,
2012). The specific Kano Model is shown in Figure 1.

Must-be Quality (M): These are the basic functions that consumers consider
should be inherent in a product or service. They are the needs that meet the most
basic expectations of users. If these needs are met, user satisfaction will not signif-
icantly increase; however, if they are not met, user dissatisfaction will significantly
increase.

One-dimensional Quality (O): These needs are the standards that users hope
the product or service can achieve. User satisfaction is directly proportional to the
degree of satisfaction of these needs. If the expected needs are met, user satisfac-
tion will correspondingly increase; on the contrary, if they are not met, user satis-
faction will decrease.

Attractive Quality (A): These features exceed user expectations and can bring
surprises to users. When a product or service includes these characteristics, it can
greatly enhance user satisfaction and pleasure, even if users did not explicitly ex-
pect them. However, if these features are lacking, users generally will not feel dis-
satisfied.

Indifferent Quality (I): Whether these needs are met or not, they have no sig-
nificant impact on user satisfaction. Users usually do not notice the presence or
absence of these characteristics.

Reverse Quality (R): These are the characteristics that users do not want in a
product or service. If these characteristics exist, they will reduce user satisfaction.
User satisfaction is inversely proportional to the provision of these characteristics
because not all users have the same needs or preferences.

In this study, by calculating the Better-Worse coefficient, the specific impact of

different needs on user satisfaction is further analyzed.
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Figure 1. Kano model diagram.

3. Research Design

3.1. Gathering Consumer Demands for Purchasing New Energy
Vehicles

This study employs the methodological function of CiteSpace knowledge map-
ping, as proposed by Chen Yue and others in their research, which is based on co-
citation analysis theory and social network analysis, capable of revealing the key
paths and knowledge inflection points in the evolution of academic fields (Chen
et al., 2015). This study will draw on its theoretical foundation and use the
CiteSpace tool to identify research frontiers and consumer demands in the field
of new energy vehicles.

On China National Knowledge Infrastructure (CNKI), a comprehensive quan-
titative study analysis was conducted on publications from 2010 to 2024 with the
keyword “new energy vehicles”. After conducting a thorough search for core jour-
nals, CSSCI, and CSCD-included journals, a total of 1206 related documents were
collected. After a meticulous screening process that excluded non-academic doc-
uments such as conference abstracts and calls for papers, 1000 high-quality liter-
ature samples were finally selected for creating a keyword co-occurrence knowledge
map to reveal the research focus and themes in the field of new energy vehicles
(Figure 2).

By analyzing the timeline map, this study tracked the trend of keywords, iden-
tified research dynamics, and potential new research directions, while the burst
term analysis revealed phenomena of significant increases in the number of doc-
uments within specific periods, which may indicate new research issues or trends.
The results show that China’s research in the field of new energy vehicles mainly
focuses on industrial policies, power battery technology, government subsidy pol-
icies, technological innovation, and charging facility construction. However, there
is a lack of research on market demands from a consumer psychology perspective

in existing literature.
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Figure 2. The keyword cooccurrence knowledge map.

Therefore, based on the CiteSpace analysis, this study adopted non-directed in-
terviews to collect car purchase demands from 30 target users and potential users
of new energy vehicles, with interviewees aged between 15 and 30 who have a cer-
tain understanding of new energy vehicles and their related policies and infra-
structure. Combined with the 17 demand attributes proposed by Liu Yanan and
others, and in response to the development of new technologies and policies, this
study updated and expanded the demand attributes.

The newly added demand attributes include new energy indicators, intelligent
assisted driving, driving experience, exterior design, personalized options, vehicle
body materials, charging station layout and convenience, old car replacement, and
intelligent interconnection, while removing attributes that no longer meet the cur-
rent market demand, such as priority for license plates, technology, infrastructure,

and government promotion.

3.2. Questionnaire Design and Data Collection

The survey questionnaire consists of two main parts:
The first part aims to collect basic information about the participants, including
age, education level, whether they currently own a new energy vehicle, and their

purchase intentions.

Table 1. Example of positive and negative questions in the kano questionnaire.

Question

Very Unimportant Unimportant Neutral Important Very Important

New energy electric vehicles have
excellent after-sales service
New energy electric vehicles do
not have excellent
after-sales service
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Table 2. Kano evaluation result analysis comparison table.

Service Demand

Negative Question (Without XXX)

Very . Very
Important Neutral Unimportant .
Important Unimportant
Very Important Q A A A o
Important R I I I M
Positive Question N 1 R I I I M
(With XXX) cutra
Unimportant R I I I M
Very Unimportant R R R R Q

a. M—Must-be Quality; O—One-dimensional Quality; A—Attractive Quality; I—Indifferent Quality; R—Reverse Quality; Q—

Questionable Answer.

The second part is the core section, involving the Kano model questionnaire,
which requires participants to make positive and negative evaluations of 17 de-
mand characteristics of new energy vehicles. The evaluation uses a five-point Lik-
ert scale, ranging from “completely unimportant” to “extremely important” (for a
specific example, see Table 1). Based on the feedback from the Kano question-
naire, referring to the Kano evaluation result analysis comparison table (see Table
2), the Kano category of new energy vehicle demand characteristics is determined.
To ensure the reliability of the questionnaire results, this study will exclude the
data of participants who have reverse characteristics or problems in their answers.

Introduction to the Principles of Questionnaire Design:

The design of the questionnaire is based on the principles of clarity, relevance,
neutrality, and conciseness. Clarity ensures that the questions are easily under-
stood by respondents. Relevance ensures that the questions are related to the re-
search objectives. Neutrality ensures that the questions do not lead or bias the

respondents. Conciseness ensures that the questions are brief and to the point.

4. Data Analysis

4.1. Basic Situation

In this survey, a total of 185 questionnaires were collected. After screening, 9 ques-
tionnaires that did not meet the requirements were excluded, and 176 valid ques-
tionnaires were confirmed, with an effective recovery rate of 95.1%. The descrip-
tive statistical analysis results of the survey samples are shown in Table 3: In terms
of age distribution, respondents aged 15 to 30 accounted for as high as 82.9%. In
terms of educational background, respondents with a university degree or higher
accounted for 68.9%. Among all samples, 72.7% of respondents expressed their
intention to purchase new energy vehicles. Overall, both the number of question-
naires returned and the data quality met the expected goals of the study.

4.2. Analysis of Consumer Satisfaction of New Energy Vehicles
Based on Kano Model

According to the Kano evaluation result analysis comparison table, the Kano
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Table 3. Statistical analysis of survey samples.

Percentage
Characteristic Variable Option Frequency %) &

()

Male 96 54.55
Gender

Female 80 4545

Under 15 0 0
Age 15 to 30 146 82.95
Over 31 30 17.05
High School or below 22 12.5
Associate Degree 31 17.61
Education Level Bachelor’s Degree 90 51.14

Postgraduate or
33 18.75
above

Intention to Purchase New Yes 128 72.73
Energy Vehicles No 48 27.27
Ownership of New Energy Yes 93 52.84
Vehicles at Home No 83 47.16

attribute values for the 17 demand indicators of new energy electric vehicles were

obtained. The indicator with the maximum attribute value was selected as the final

Kano attribute classification for that demand indicator. The summary results of

the Kano attribute classification for the demand indicators of new energy vehicles
are shown in Table 4 (Li, 2009).

Table 4. Statistical table of kano attribute classification of new energy vehicle demand indicators.

NieI:liler Indicator M (@) A I AtlfraiEZte
1 Battery Life 7.39% 10.23% 31.82% 36.36% I
2 Safety 2.84% 2.27% 27.27% 39.2% I
3 Endurance 4.55% 4.55% 47.73% 24.43% A
4 Environmental Protection 7.96% 7.96% 35.23% 30.11% A
5 Charging Power 23.86% 26.7% 11.93% 13.07% O]
6 Price 8.52% 1.14% 8.52% 63.07% I
7 Brand Recognition 0.57% 5.11% 39.77% 25% A
8 Corporate Promotion 32.39% 5.11% 6.82% 34.66% I
9 After-Sales Service 41.48% 5.68% 2.48% 22.73% M
10 Smart Connectivity 23.3% 36.93% 17.61% 8.52% O]
11 Government Subsidies 36.93% 6.25% 2.27% 30.68% M
12 Old Car Replacement 34.09% 2.27% 3.98% 32.39% M
13 New Energy Indicator 38.64% 2.27% 8.82% 37.5% M
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Continued
14 Intelligent Assisted Driving 13.64% 45.45% 12.5% 6.25% o
Charging Station
15 Distributi 9.09% 1.14% 14.775 57.39% I
istribution

16 Vehicle Body Material 17.05% 27.27% 21.59% 17.61% o

17 Driving Experience 44.89% 7.39% 4.55% 28.98% M

18 Aesthetic Design 46.02% 7.39% 3.98% 22.16% M
Personalized

19 Customizati 49.43% 6.82% 2.27% 21.59% M
ustomization

Indifferent Quality (I):

Battery Life, Safety, Price, Corporate Promotion, Charging Station Distribu-
tion. These attributes are not significantly noticed by customers and do not largely
impact their satisfaction. They are considered baseline expectations or not critical
to the customer experience.

Attractive Quality (A):

Endurance, Environmental Protection, Brand Recognition. These are the excit-
ing features that can significantly enhance customer satisfaction if excelled in.
They are not typically expected but can differentiate the product in the market.

One-dimensional Quality (O):

Charging Power, Smart Connectivity, Intelligent Assisted Driving, Vehicle Body
Material. These attributes have a direct impact on customer satisfaction. Improve-
ments in these areas will be directly rewarded with increased satisfaction, while
neglect may lead to dissatisfaction.

Must-be Quality (M):

After-Sales Service, Government Subsidies, Old Car Replacement, New Energy
Indicator, Driving Experience, Aesthetic Design, Personalized Customization.
These are the fundamental requirements that customers expect to be present.
They are critical to customer satisfaction, and their absence can lead to significant
dissatisfaction.

Table 4 categorizes the demand attributes of new energy vehicles and analyzes
them based on the principles of the Kano model. The Kano model analysis calcu-
lates the satisfaction influence (SI) and dissatisfaction influence (DSI) for each
demand attribute to determine how sensitive consumers are to changes in these
attribute levels, with the aim of identifying which demand attributes are more
likely to enhance consumer satisfaction when improved. Although the Kano ques-
tionnaire can classify the demand attributes of new energy vehicles and determine
their categories within the Kano model, it cannot directly judge the sensitivity of
consumer satisfaction to these attributes. Therefore, it is necessary to further an-
alyze the satisfaction sensitivity of consumers to the various demand attributes of
new energy vehicles, and to determine which demand attributes have higher sat-
isfaction sensitivity by calculating the SI and DSI, thereby more effectively im-
proving consumer satisfaction.

Better refers to the satisfaction coefficient after addition, with results ranging
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from 0 to 1, indicating that providing a certain attribute will increase consumer
satisfaction, and the closer the value is to 1, the greater the impact on consumer
satisfaction; Worse refers to the dissatisfaction coefficient after elimination, with
results ranging from —1 to 0, indicating that not providing a certain attribute will
decrease consumer satisfaction, and the closer the value is to —1, the greater the
impact on consumer dissatisfaction (Han, 2019). The calculation formula is

shown as follows, and the calculation results are shown in Table 5.

Better/SI=(A+0)/(A+O0+M+I) (1)

Worse/DSI=-1x(0+M)/(A+0+M+1) )

Table 5. Calculation results of better-worse coefficients for new energy vehicle demand

attributes.

Serial Number Indicator Better/SI Worse/DSI
1 Battery Life 49.01% -20.53%
2 Safety 41.27% -7.14%
3 Endurance 64.34% -11.19%
4 Environmental Protection 53.15% —19.58%
5 Charging Power 51.13% —66.92%
6 Price 11.89% -11.89%
7 Brand Recognition 63.71% -8.06%
8 Corporate Promotion 15.11% —47.48%
9 After-Sales Service 11.72% —64.84%
10 Smart Connectivity 63.16% —69.74%
11 Government Subsidies 11.19% -56.72%
12 Old Car Replacement 8.59% -50%
13 New Energy Indicator 12.42% —47.06%
14 Intelligent Assisted Driving 74.45% -75.91%
15 Charging Station Distribution 19.31% -12.41%
16 Vehicle Body Material 58.5% —-53.06%
17 Driving Experience 13.91% —60.93%
18 Aesthetic Design 14.29% —67.14%
19 Personalized Customization 11.35% -70.21%

Using the Better/SI value as the vertical coordinate and the absolute value of
Worse/DSI as the horizontal coordinate, with the average value of SI at 34.13%
and the average value of DSI at —43.2%, the demand attribute quadrant map was
plotted using SPSS, as shown in Figure 3.

The Better-Worse matrix analysis results indicate that the Must-be attributes
include personalized customization, after-sales service, driving experience, and

aesthetic design, etc. (see Figure 3). These attributes are the basic attributes that
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Figure 3. Better-Worse coefficient map.

new energy vehicles must have, and without them, consumer satisfaction will sig-
nificantly decrease. Consumer attention to new energy vehicles is mainly reflected
in the degree of realization of personalized customization, the timeliness of after-
sales service, the comfort of driving experience, and the attractiveness of aesthetic
design. The premise of developing intelligent and connected technologies is to
ensure the safety performance and overall quality of the products, so that consum-
ers can have a higher level of trust in new energy vehicles, thereby promoting the
widespread application and healthy development of intelligent and connected
technologies in the industry.

The One-dimensional attributes include vehicle body material, charging power,
smart connectivity, and intelligent assisted driving. These attributes reflect the
competitive strength of new energy vehicles, and improvements in expected at-
tributes will increase consumer satisfaction. When new energy vehicles have more
durable vehicle body materials, more efficient charging power, richer smart con-
nectivity functions, and more advanced intelligent assisted driving technology,
consumers will favor new energy vehicles more.

The Attractive attributes include safety, brand recognition, endurance, envi-
ronmental protection, and battery life. Attractive attributes are the most con-
cerned parts for consumers and are also the attributes that can most enhance con-
sumer loyalty and satisfaction. The results show that safety is one of the important
factors consumers consider when choosing new energy vehicles, and well-known
brands can often provide more reliable product quality and service security,
thereby increasing consumer trust. Consumers tend to choose models with strong
endurance, and strengthening the above aspects can greatly enhance consumers’
willingness to purchase new energy vehicles.

The Indifferent attributes include price and charging station distribution. This
indicates that the provision or lack of these attributes will not significantly affect
consumer satisfaction. Starting from the user’s perspective, this article believes
that as time goes on, the focus of consumer attention to new energy vehicles may

change, making attributes that were originally not valued become important.
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Therefore, governments and enterprises should pay close attention to market dy-
namics to ensure that promotional strategies keep pace with consumer needs, and
promote the popularization of new energy vehicles by optimizing communication

messages.

5. Results Analysis and Strategies

5.1. Strategic Countermeasures for New Energy Vehicle
Enterprises

Strengthen the Development of Intelligent and Connected Technologies: In the
era of digital transformation, the development of intelligent and connected tech-
nologies for new energy vehicles has become a key force in promoting industry
progress. As pointed out in the research by Hao Hao and others, with the contin-
uous advancement of artificial intelligence technology and the wave of mobile in-
ternet, the popularization of intelligent connected systems for new energy vehicles
has integrated aspects such as smart roads, communication networks, and cloud
technology, thereby developing a series of vehicle functions that meet actual con-
sumer needs (Hao, Cai, & Tao, 2022). This indicates that enterprises should pri-
oritize the development of intelligent and connected technologies. Develop ad-
vanced intelligent driver assistance systems, infotainment systems, and functions
that enable remote vehicle control and optimized traffic flow through connected
vehicle technology. Technological innovation in intelligent and connected tech-
nologies can not only enhance product competitiveness but also provide consum-
ers with a safer, more convenient, and personalized driving experience.

Provide High-Quality After-Sales Service: In the new energy vehicle market, the
quality of after-sales service directly affects consumer satisfaction and loyalty. As
emphasized in the research by Wang Jia and others, with the increase in the num-
ber of new energy vehicles, after-sales service issues have become increasingly
prominent, and enterprises must improve the quality and efficiency of after-sales
service (Wang & Fang, 2019). To enhance consumer satisfaction and establish
long-term customer relationships, new energy vehicle enterprises should take the
following measures: Enterprises should build a comprehensive after-sales service
network to ensure the timeliness and accessibility of services. This includes setting
up service centers in major cities and sales areas, as well as providing mobile ser-
vice vehicles to cover a wider area. Establish a rapid response customer service
system so that consumers can get timely support and solutions when they encoun-
ter problems during use. Companies can use modern technological means such as
mobile applications to provide vehicle usage guidance, fault self-diagnosis, online
appointment maintenance, and other services, thereby enhancing the user expe-
rience.

Strengthen Brand Building: Brand is an important asset of an enterprise, and
for new energy vehicle enterprises, strengthening brand building is key to winning
the market. Companies should shape a unique brand image through precise mar-

ket positioning and communicate brand value through various channels. Use
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digital marketing, social media, and offline activities to establish effective commu-
nication and interaction with consumers, enhancing brand awareness and repu-
tation. At the same time, companies should also focus on the quality of products
and services to ensure that every consumer contact strengthens the positive per-
ception of the brand. Through continuous brand building, new energy vehicle en-
terprises can stand out in the competitive market and win consumer trust and

loyalty.

5.2. Government Policy Support Suggestions

Increase the Number of New Energy Vehicle License Plates in Restricted Cities:
To further promote the popularization and application of new energy vehicles, the
government can consider increasing the number of license plate quotas for new
energy vehicles in restricted cities. This measure can not only alleviate the envi-
ronmental pressure brought by traditional fuel vehicles but also promote the de-
velopment of the new energy vehicle industry. For example, in the 2024 quota for
small passenger cars in Beijing, the quota for new energy vehicles was increased
to 80,000, while the quota for ordinary vehicles was reduced to 20,000. This policy
adjustment helps to guide consumers to purchase new energy vehicles and also
injects new vitality into the new energy vehicle market.

Increase the Pilot Work of Intelligent and Connected Technologies: To pro-
mote the development and application of intelligent connected vehicle technol-
ogy, the role of the government is crucial. Zuo Zhigiang and others proposed a
review of the optimization and control of mixed traffic systems based on vehicle-
road-cloud integration, emphasizing the importance of intelligent roadside infra-
structure, the improvement of vehicle terminal equipment rates, and the construc-
tion of city-level service management platforms (Zuo, Liu, & Wang, 2023). These
measures can promote the innovation of intelligent connected vehicle technology.
Consider increasing investment and support for pilot projects of intelligent con-
nected vehicles, by establishing intelligent roadside infrastructure, improving the
equipment rate of vehicle terminals, and establishing city-level service manage-
ment platforms to promote the development of intelligent connected vehicle tech-
nology. These pilot projects are important steps in exploring various application
scenarios of intelligent connected vehicles and lay the foundation for the large-
scale promotion of future technologies. Through these pilot projects, different in-
telligent connected vehicle technologies can be tested and evaluated for perfor-
mance in actual traffic environments, providing valuable data and experience for
policymakers to develop more effective policies and measures.

Strengthen Market and Public Opinion Regulation: The government should
strengthen the supervision of the new energy vehicle market, especially against
malicious attacks and the spread of false information about new energy vehicles.
By establishing a cross-departmental information sharing mechanism, regularly
summarizing fire and major accident information, and accelerating the estab-

lishment of a vehicle accident reporting system, those who conceal accident
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information or do not cooperate with the investigation can be suspended or can-
celed the subsidy qualification of the models involved according to the severity of
the situation. The government can work more closely with the media to guide
public opinion to correctly understand the problems in the development of the
new energy vehicle industry and enhance consumer confidence in new energy ve-
hicles. Through these measures, malicious attacks on new energy vehicles can be

cut off at the source, ensuring the healthy development of the industry.

6. Conclusion

This study uses the Kano model to meticulously classify and analyze the product
demands of new energy vehicles, aiming to reveal the relationship between con-
sumer demands and product characteristics, thereby providing strategic guidance
for demand management and product development in the new energy vehicle in-
dustry. The results of the study reveal the diversity and complexity of consumer
demands for new energy vehicles and clarify the extent to which different demand
attributes affect user satisfaction.

Through the application of the Kano model, this study classifies the demand
attributes of new energy vehicles into Must-be, One-dimensional, Attractive, and
Indifferent attributes. Must-be attributes such as battery life, safety, and after-sales
service are the basic conditions that consumers believe products must meet, and
the satisfaction of these attributes is a prerequisite for companies to gain market
access. One-dimensional attributes such as charging power, price, and brand
recognition are positively correlated with consumer satisfaction, and improve-
ments in these attributes by companies can significantly enhance consumer satis-
faction. Attractive attributes such as endurance and environmental performance
exceed consumer expectations and can greatly enhance consumer satisfaction and
loyalty. Indifferent attributes such as price and the distribution of charging sta-
tions have a relatively small impact on consumer satisfaction, and companies may
not receive corresponding market returns on these attributes.

The study also found that with the continuous development of the new energy
vehicle market, consumer demand for emerging features such as intelligence and
connectivity is growing. This indicates that companies should pay more attention
to the application of these emerging technologies in product development to meet
consumers’ pursuit of high-tech and intelligent products. Future research can fur-
ther explore the impact of emerging features such as intelligence and connectivity
of new energy vehicles on consumer demands, and how to better meet consumer

demands through technological innovation and market strategies.
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