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INFLUENCE OF ONLINE CHANNEL INFLUENCERS TOWARDS
ELECTRIC VEHICLE BRAND TRUST
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ABSTRACT

Influence of Online Channel Influencers Towards Electric Vehicle Brand Trust. Collect data from
400 influential people in the electric car industry, analyze the data with descriptive statistics and test
statistics, differentiate it using t-test and One-Way Anova as well as evaluate relationships using Regression.
Most of the respondents were female, aged 22-25 years. The five influencers' attributes were very high:
influential personality, fan relationships, expertise, reputation and experience respectively. There are three
influencers' attributes that affect brand trust: Personality: Providing up-to-date information, straightforward
information, reasonable information, reliability and expertise is the best in modern technology. It can
provide insightful advice, good leadership and relationships with fan pages. Women were more receptive

than men in all areas and trust in influential electric car brands was found to be highly scored. When
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classified by brand origin, the perception of influencers differed in personality and popularity. European-

originated brands have a higher level of awareness than American and Asian-originated brands.
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