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ABSTRACT

This investigation examines the relationship between perception and
meaning on automotive exterior designs in New Zealand and Taiwan. The
Visual Product Experience framework [Warell, 2007] categorises perception
and meaning Impression, Recognition, Appreciation, Association and
Comprehension. This study uses the VPE framework to examine the
perception and meaning of the specific car models from BMW and Lexus in
two markets. It did so through the collection of qualitative data from
guestionnaires conducted through a semi-structured interview, with a total
of 60 participants in automotive-related events in both New Zealand and

Taiwan.

The background of this project was established through the secondary
research that explored a wide range of topics including the theoretical
knowledge review, characteristics of the markets and design philosophies
of the car brands. Through these researches, the differences in the market
characteristics and design focuses of the brand BMW and Lexus are

verified.

The findings indicate that the BMW 320i has strong visual impression on

consumers in both markets with regard to aesthetics and identity. This

strong visual impression was attributed by the overall coherent visual
composition of the 320i. The design features of the Lexus 15250 were more

recognised by Taiwan consumers than New Zealand consumers.

The visual features designed to express and describe on both cars were
perceived consistently by consumers in both market. Interestingly, the
Lexus Armowhead motif was not recognised as an overall visuadl
appearance, but as individual details. However, the grille of the Lexus as
not consistently indicated as a signifier of the Lexus brand. This was in
contrast to the BMW ‘Kidney Grille', which was consistently recognised as a

BMW signifier.

The results of this study were consistent with the findings of the literature
review. This is evident because the participants from Taiwan strongly
associate the cars with their values in society. Between the two markets,
differences in interpretation of the design features is apparent, Taiwan

consumers appreciates smaller details more than New Zealand consumers.

The VPE framework is proven to be a highly comprehensive model in this
research project. This is because it allows categorisations and hence an
inclusive understanding on the design intents and analysis on the 320i/1S250

both in the secondary and primary research design and analysis.
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Chapter 1.  INTRODUCTION

In the contemporary global economy, designing for markets with different
socio-cultural backgrounds has become a centiral issue for both product
companies and industrial designers. This research seeks to examine the
relationship in product perception and meaning between a Western and
Eastern market, specifically focusing on automotive design. By further
understanding the culturally influenced perception of motorcars, different
characteristics on visually perceived meanings and preferences between

these markets can be identified.

1.1 Background and significance
A vast amount of marketing-related research commissioned by product
companies has been conducted to understand different market
characteristics and consumer preference. The scope of such market
research is often limited to overall consumer preferences, which reqguire
periodical updates to maximise product competitiveness. Moreover, the
reasoning and meaning behind aesthetic preferences has not been the

focus of most of this marketing research.

The field of research that studies the relationship between human
perceptions on products is still in its infancy compared to other related

academic fields of arts, marketing and psychology. This topic is, however,

gaining increasing interest amongst academics, industries, designers, and
design schools around the world. This all-round interest has grown in
importance in the light of academic research which offers more authority
to designers’ communication and design decision-making; a
decision-making process which has up to now relied upon the designer's

subjective reasoning to support her/his own preferences and opinions.

Within newly established theories and research on product meaning and
perception, few [e.g. Fieliner, Stridsman-Dahlstrom, 2004] have investigated
the relationship between internal and external perceptions and meanings
in product design. This comparative research study focuses on car design
and markets in New Zealand and Taiwan. [t will focus on mapping the
visual features of two cars with a different design focus, but from the same
market range for compatibility. As a basis for the design and discussion of
the primary research, the market profile of the 3201 and BMW will be

compared against the 15250 and Lexus.

In this study, the word “Consumer” refers to members of the public who
might experience the products, either through visual perception or physical
interaction, but not necessarily owning the product. This research aims to
examine the visual experience of perception and meaning on automotive
exteriors. “Experience” is the process through fime whereby people

encountered the event which resulted a psychological reaction. This



process contributes to people's memories of a particular feeling that
occurred through the event, and contributes to their impression of the

process.

1.2 Central proposition
The central proposition of this research states that cultural values have a
major influence on the process of meaning and perception in cars. This
project will cover two aspects of the meaning in design; this includes the
intended meaning from the car manufacturers, and the perceived
meaning of exterior design on consumers. To understand the various
aspects of perception and meaning of automotive designs, a framework is
required to allow the analysis and identification of the intended meanings
at various levels, including formal aesthetics and design semantics. This
research adopts the Visual Product Experience (VPE) framework by Warell

(2007) as its base structure.

1.3 Research aim
The aim of this study is to examine and evaluate the relationship between
product meaning and visual perception of two automotive designs in two
markets. Animportant aspect of the literature review is to identify theories
and other frameworks on the topic of design semantics as the basis for this

research.

This research seeks to address the following questions:

[ | What visual elements are perceived as signifiers (i.e. carry meaning)
and what meanings are conveyed by those visual elementse
How are the two cars perceived and interpreted in the two markets?
What visual elements are perceived as characteristic for the selected
models (i.e. are visually distinctive)2

| Are there any differences in perception and meaning in different
marketse What are those differences?

| What are the intended messages and aesthetic qualities from the
point of view of the manufacturers (i.e. the internal design intent) 2

[ | Do internal intentions and external perceptions map? What are the
differences and coherencies?

[ ] What are the implications for designg




1.4 Scope of research
This research project is limited to assessing the differences in the perceived
meanings of two cars for consumers based in different cultures. The
selection of cars for this research is based on the differences in their
associated brand heritage and design focus. The selected car models are
the 320i by German car maker BMW, and the 18250 from Japanese car
maker Lexus. The chosen countries for this study are New Zealand and
Taiwan. This selection of New Zedland is due to its significance as a
Western country, and the ease of access to local literature and participant
groups. Similarly, the selection of Taiwan is based on ifs
Confucius-influenced socio-cultural background and the geographizal

and language differences to New Zealand.

The selected focus participant group is car enthusiasts due to their potential
interest and likelihood of having good levels of knowledge in the design
and styling of cars. Although it is desirable to study perception from a
targeted consumer group, this particular group is not included in this
research as the project's aim is to study the relationship between meaning
and perception of cars in different markets. This exclusion is also due to
potential responses bias if the participant groups are included on the
customer database from a premium car brand. Also the accessibility to
the database of the targeted consumers raised issues over customer

privacy.



Chapter2. METHODS - SECONDARY RESEARCH

This chapter covers literature reviews on theories relating to design
semantics and background research on the cars and associated brands,
and investigates the culture and market of the two countries in this project.
Research on existing knowledge and background information serves as
context for the design, analysis and discussion of the primary research.
Figure 2-1 indicates the sections in this chapter and how they relate to this

research project:

ction 2.2:
‘What do YOU think about this car?, Design intent of 320i/15250
_ A - —— »Section 2.1:
erceah na nd eanmaof automotive Literature review
b - = -y
design inNew Zedland and fafwan]

Section 2.3:
Background study of markets
»Section 2.4:

Literalure review on

research methods

Figure 2-1. List of sections relating to the research aim.

2.1 Literature review
The aim of this literature review is to evaluate the existing body of
knowledge under the categorisations of the VPE framework [Warell, 2007].
As identified in the central proposition, this review also covers the
socio-cultural influences as a factor in meaning interpretation. The VPE
framework will first be introduced to establish its categorisations to allow a
comprehensive understanding of the relationships between visual
perception and meaning of products. This section then reviews the
current body of knowledge on physical aesthetic design and semantics.
Emphasis is placed on cross-examining the VPE framework with other

contemporary frameworks.

2.1.1 Visual Product Experience framework
The Visual Product Experience (VPE) Framework [Warell, 2007] is a
theoretical model which outlines how products are visually perceived at
various levels, based on Sensory, Cognitive and Affective modes in the
perception process. The VPE framework is structured into two models: one
on the pure visual perception of products without meanings; and the other
focusing on the meanings interpreted through this visual experience.
Figure 2-2 displays the relationships between the domains. The dashed
lines in black represent domains that are interrelated. The colour coded

lines indicate the relationship between the modes. The purple dots
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2.1.2 The role of aesthetics in design
It is essential for a product to attract consumers through a desirable
differentiation in the appearance products. The term “aesthetics" is “The
study of the mind and emotions in relation to the sense of beauty” [Stein &
Urdang, 2006]. Historically, the word ‘aesthetics' (4£sthetik) was first used
by the German philosopher Alexander Gottlieb Baumgarten (1714-1762) in
1750. Baumgarten defined aesthetics as ‘sensual knowledge' in his work,
derived from the Greek word 'aisthetes’, which means one who perceives.
Before the 1980s, aesthetics were studied under the field of psychological
science [Julian Hochberg, 1964; Westerman, 1976] but this shifted due to
disagreeing critiques amongst researchers in the field [Pye, 1978].
Referring to Figure 2-3, the history of research in aesthetics has been
extensively reviewed by Mond (1997) who described it as the “information
one gathers through senses rather than through logical perception” [Mong,
1997:24]. Essentially, the notion of aesthetics adopted in this research is the

study of the effect of product gestalt on human sensations.

According to Taiwanese literature on the understanding of aesthetics [Zhao,

2006:30], one approach taken is the abstract science of human perception
and recognition of one's surroundings through sensory experiences related
to different models of emotions. [Zhao. 2006:1] Although certain
methods have been established aiming to measure the human reaction

and perception towards colour, sound and form. The science of

aesthetics today might not be categorised as an individual form of
knowledge, due to the lack of systematic methods [Zhao, 2006:1], and the
subjective nature of opinions. Zhao's identification of the lack of
systematic methods further emphasises the importance of theoretical
models such as the VPE framework [Warell, 2007] with its categorisations of

aesthetic-related perceptions and interpretations.

Aesthetics
the study of the effect of (physical) gestalt (configuration) on sensations
technology Iindustrial desing art Architecture

creating the creating the gestait creating creating the
pestalt of principles of (serial-produced) the gestalt gestait of bulldings

of function useful articles of Ideos and plant
Examples of objects:
concretising principles merial-produced useful works of music. buildings. plant for
of funcuon In products articles like literature, environments and
and systems machinegs, INStruments. painting. drawing landscapes, systems

tools, furmiture, work-
clothes: colour conditioning, art, theatre.
graphics and marking for dance. fiim. video
identification, safety and etc. Installations
standard: camouflageing

sculpture, graphic for cdwealling. traffic
and production

Figure 2-3. Relationship between the notion of Aesthetics and fields of design
[Mond, 1997:24).




2.1.3 Formal aesthetics
A product communicates its value and identity by presenting its
appearance and functions. Of the five senses, visual perception is
considered the most dominant and can override or influence experience
from the remaining four perceptions. For example, a chair that doesn't
“look Comfortable” can often have an impact on tactile and hepatic

experience and hence the overall experience of using the chair.

The formal aesthetics of products relates to the physical attributes or design
features of products. The Gestalt theory [Proust, 1993] describes the holistic
experience of an event or objects that is based on various parts or
attributes that function as a whole. The understanding of this theory is
based on Mond (1997). This theory can be applied to different sensory
models and is not limited to the forms of the products. Table 2-1 lists the
principles of the Gestalt theory as discussed by Mond (1997:35) with
examples of physical attributes on automotive exteriors.  In the example of
automotive design, it suggested that the stronger the gestalt, the stronger
the visual experience, and hence the potentially stronger perception or
interpretation of the exterior of a car. The symmetfrical Gestalt principle is
less emphasised in this research. This is because, like majority of the industrial
designed products, the exterior of a car consists of a series of symmetrical

parts and components to compliment the car as a whole object.

In formal aesthetics, Muller [Muller. 2001:82] summarised different theories
including Berlyne's (1971) suggestion based on the physical attributes of
products. This suggests that having a moderate complexity in product
form, instead of maximisation or minimisation, optimises the visual
perception of the viewer and hence stimulates a pleasant experience.
Warell [Warell. 2001:58-59] on the other hand discusses the nofion of
“aesthetic appreciation”. This involves Minimalist, and Semantics
aesthetics; which was further integrated into his VPE framework in 2007.
From the literature review of formal aesthetics, modes from the VPE
framework have the most comprehensive structure with clarity in their

categorisations.

Through the use of form and ordering principles, certain features of an
object form are often designed to comprehensively and clearly define in
order to avoid ambiguity in consumer recognition and interpretation.
Such features are called "Explicit features” and often relate to the design
intent. For example, a classical car could have a distinctive grille
referencing, but this specific grille design is model-specific and not a
brand-specific feature. Part of this research aims to analyse and examine
how these explicit features are perceived and interpreted by consumers

from different markets.



Table 2-1. Key principles of Gestalt theory in formal aesthetics and relation to automotive design [Mond, 1997:35]. NOTE:: Descriptions on the principles adopted from Mond, but
original theory by Marcel (1993).

Gestalt Description: Visual examples by Moné Relation to car exteriors: Examples

principles: (1997)

Proximity The closer the grouping of This grouping of features serves a similar function, one example
parts, the clearer the gestalt 888 88 is the grouping of elements and features on the interior and
instrument cluster
10000
00c0d 0oooco
ooooo
Similarit iti imi iti
Y The repetition of similar or O O OO OO O O The use of repetitive elements and curves to create brand
same elements OO0O0000OOOO | recognition and visual coherence
OO000ee0O
00000 eeO
Area Smaller areas are more easily Complex and smaller features such as headlights and grille are
perceived than bigger areas E perceived strongly amongst the car body that has a larger
regardless of the colour tone area and simpler surface transition
Symmefry Symmetrical composition Similar to most of the sophisticated and industrialised products,
creates gestalt "‘E,Elé’ qig I:HEFI the compositional arrangement are symmetrical
2
a b c

' llustrations by Mond (1997:36-39)
2 Diagram from Warell (2001) original by Tjalve (1979). a. Symmetrical, b. Asymmetrical, c. Visually imbalance



Enclosedness

The positive shape or
enclosed space are more
easily perceived as a whole

Elerments such as the headlights or grille consists of enclosed
shapes and hence create stronger gestalt

The use of line work on the body to express the sense of flow or

movement

The use of lines or shapes in a group to create stronger

perception

‘The good The flow of lines or curves

curve that are constructed in a
visually continuous manner

Common The grouping of movements

movement in the same direction creates
gestalt

Experience Recognition of a gesture,

shape, or functional
movement based on existing
understanding of the
object/shape

Car features such as the door handles are usually expected to
be found along the bone lines and open upwards




2.1.4 Meaning communication
To understand how the cars in this research are visually perceived, one must
examine the process of "meaning communication". All communication
firstly requires perception. Human perceptions are based first on the
“sensory experience" [Warell, 2007] which involves any perception by the
five senses. From the sensory experience, people develop “cognitive
experiences” [Warell, 2007] involving interpretations on the subject
perceived. “Semantics” is the scientific study of people's interpretation of
signs [Mond, 1997; Warell, 2001]. To achieve differentiation between
products expressing brand identity, products are often designed with
“semantic function” by embedding signs within products to signify the
intended messages to consumers.  Within different types of signs,
“semiotics” focuses on the study of signs in relation to their symbolic or
iconic aspects [Mond, 1997]. Mond (1997:42) based his approach on the
transmission model from Shannon [Shannon & Weaver, 1948:379-423] with
the design message and communication as the product gestalt,
transmitted info a message and interpreted by the receiver, as shown in
Figure 2-4. Further, Figure 2-5 identifies the potential difficulties relating to
the design message and this process of communication. One of the key
potential difficulties relating to design is designing with unclear and
ambiguous semantics; this can be seen in many emerging automotive
brands where the design language and brand-specific cues are not

developed enough to achieve the desired level of brand recognition.
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However, one potential drawback of the transmission model is its lack of
emphasis on social and cultural-related aspects in product perception and

interpretation.

message signal message

@ transmitter J~:I'||:|"u1|zl-— recelver ‘

noise

source of
I disturbance I

e

Figure 2-4. Flow of meaning communication based on the transmission
communication model by Shannon and Weaver [Mond, 1997: 43].

As a result of disturbances there can be:

incorrect information

design with unclear and

unclear message ambiguous semantics Jfor decision making
@ transmitter channel recelver target
« difficuities in « flaws In . tw-ltmu » physioiogical « paychologicat
CooDerating construction and prodults defickencies oeficiencies
» INCOMpEtenc manufacturing + puor marketing « tradition
« Eradition . + preconceptions

Figure 2-5. Flow and potential disruptions of meaning communication based on the
transmission communication model by Shannon and Weaver [Mond, 1997: 45].



Derived from the transmission communication model, researchers [Muller,
2001; Crilly et al,. 2004] described various processes of communication
models. The communication function suggested by Muller (2001),
displayed in Figure 2-6 includes secondary aspects from the internal
intention to the perceived meaning of products. Consumers are generally
unaware of the designer's intentions to communicate using the product as
a medium. Therefore the consumers' perception solidly relies on their
experience with the product through interaction. This experience could
occur in the context of interaction in real time, the imagery product of the
goods, or word of mouth impression. The model shown in Figure 2-7
identifies the basic framework for communication relating to perception
and meaning [Crilly et al,. 2004]. However, this categorisation of functions
and process shows a lack of consideration of the cultural and social

contexts that this research is investigating.

Communitative functions

of product form

=

Space structuring . Sign-carrying

‘ features features T
Qualitative GQuaniitive Prutoty_rpirfal Behavioura lq!-pical
ordening of ordening of categorisation categorisation

. : (denotation primary (connotation
spatial form spatial form ction) idcondaty ki)

Figure 2-6. Categorisation on the communication functions of product form [Muller,
2001:301].

S Environment (Channel) — ..,\

DESIGN PRODUCT SENSES
TEAM (Transmitter) {Recelver)

RESPONSE (Destination)

Figure 2-7. Basic framework for design as a process of communication based on the
Transmission Model by Shannon and Muller [Crilly et al,. 2004].

2.1.5 Design and identity
In the context of product design, ‘“identity" is the consumer's
meaning-related interpretation of semiotic signs from a product [Warell,
2005), based on one's understanding of the brand and social-cultural
values. This meaning-related aspect in visual product perception is
categorised by Warell (2005) into three modes based on the sensory and
cognition experiences identified in the last section. A "Brand" is a
collection of symbols, marks, logos, or words that represent and distinguish
an economic entity from its competitors [Thompson, 1996:95]. This is
established from aspects such as the company culture, value, or identity
with the aim to gain business success. As it is desirable for companies to
create products that convey brand identity, designers adopt the use of
“brand-specific" features through the repetition of certain design cues
across the product range [Mond, 1997:102]. However, the use of

brand-specific features relies on the degree of “fraceability” within the
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products. The term traceability relates to the manner or degree a specific
product's physical design contains and references back to the branding
image of the company. For a product to be traceable, the meaning has
to be successfully and profitability interpreted by, at least, the targeted
consumer. Examples of culturally influenced factors would be identifying
that certain styling or colours of car exteriors are more popular in certain
markets. As a design semiotic example, Audi was very unpopular when it
first entered the Chinese market due to people being unfamiliar with Audi
as a name and their interpretation of the four circle-shaped logo. In
Chinese culture the circle symbolises bad luck or death. Later the
company refocused its branding strategy and re-promoted the logo as a
"good omen”, and Audi has since gained popularity amongst consumers in

China.

Today, the majority of consumers still have a tendency to associate product
values with its country of origin; this often has a significant influence on the
semantic interpretation of products. For example, some people still hold
strong stereotypic perceptions towards Japanese, German and Italian cars.
In the last decade, researchers have started to include cultural aspects
when examining product identity. Amongst these studies, Karjalainen's
discussion on global identity and local flavours [Karjalainen, 2004:41] and
how these meanings can be perceived differently in different cultures has

been useful in understanding semantic transformation through product
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design for this research project. While Karjalainen's focus is on the
‘semantic transformation' from brand identity to product design, his
research did not focus on how products are perceived by consumers and if

the interpreted meanings are desirable for the product and its brand.

Various researchers [Sandstrom, 1973; Gros, 1983; Vihma, 1925] have
attampted to categorise the different functions of perception. However,
this review of the literature revealed that the terminology is inconsistent,
with little comprehensive understanding of semantic functions. On the
other hand, Warell's (2005) VPE framework clarifies the relationship
between perceptions in ‘presentation’ and ‘representation’, each with
three sub-modes that covers the various aspects discussed by other

researchers.




2.1.6 Design semantics

Following on from the literature review on design and identity, this section Amongst the literature exploring design semantics [Mond, 1997;
examines the various categories in meanings-based interpretation of Norman ,2004; Crilly et al,. 2004:558; Warell, 2005] term usage is sometimes
physical aesthetics. This section is separated into two parts the first is inconsistent between theories, and the emphasis of the majority of the
based on semantics, and the second on semiotics which further examines literatures is on specific aspects of semantics; few [Crilly et al,. 2004; Warell,
the types of signs. Semantics is the study of signs relating fo the ‘identity’ 2005] offer an overall perspective. Table 2-2 shows Mon&'s [Mond, 1997:
aspect of product design. Semiotics is the study of sign functions with 82-111] categorisation of the semantic functions into Description, Expression,
further categorisation into icon, symbols, and index signs [Mond, Exhortation, and Identification. On the other hand, Norman established
1997:53-55]. three semantic methods, namely Affordances, Constraints and Mappings.

aimed at contributing to usage design related to the visual appearance of
a product [Norman, 2004]. However, although these categorisations are
related to the function and form of products, it has not been further

researched in the context of this research in automotive exteriors.

Table 2-2. Semantic design functions by Moné [1997) and its relation to automotive design.

| Describe | Express Identify
= The appearance or feature on a The descriptive aspects that a productis  The product function which appeal to A certain range of aspects and
% product which suggests functional intended to signify the receiver as commands or requests characters that are designed to be
T aspects to the user (express stability, common appearance, recognised as representing the
8 lightness, flexibility) company brand
The shape of door handles are designed  Use of bone lines and belt lines at an Expression of high speed in the design of  Brand-specific features that create
to suggest its function and movement angle to express the stance and forward  a sports car through consistent emphasis  brand recognition by repeating physical
through pulling movement of a car in details features across models



Semantic aesthetics categorized by Warell (2001) is a combination of both
the semantic functions and semiotic signs identified in Table 2-2 and 2-3.
As discussed on the significance of cultural and social influences on the
interpreted meaning of a product, the Representational dimension of the
VPE framework incorporates these factors with the semiotic and semantic
functions. This particular model of Representation is ideal for examining
the various meanings occurring from product experiences since it includes
meanings relating to value, cultural, social, and interpretation on the

signifiers that function as symbols or icons or indices.

Table 2-3. Types of signs in meaning interpretation [Mond, 1997:53-55].

g Visual or physical Signs relating to social Understanding of forms
8 similarity fo what it and cultural or physical construction
g signifies interpretations based on its functional

L purpose

= The use of proportion A premium car might Features such as a

g- and stance to express symbolise wealth and wheel on a car signifies
8 the type vehicle hence social hierarchy movement as the

B function of a car

Based on the transmission model discussed in the section on product
communication, Figure 2-8 identifies the context of product consumption
[Crilly et al,. 2004:558]. The authors categorised response outcomes into

Aesthetic, Semantic, and Symbolic interpretations. The terms adopted by

Crilly et al. (2004) are varied and some have overlapping or ambiguous
definitions that are potentially unclear to understand visual perceptions
and meanings. After reviewing the framework, it has been identified that
the categorisation of the consumer response domains lacks a sense of
clarity and definition. That is, the types and terms under the visual
references are fragmented and incomplete. Would it aid understanding
of product meaning and perception if the categories on symbolic and
semantic were combined? For example, the metaphoric reference is a
highly subjective interpretation of the product by the consumers, and the
term similar products relates to the repetition of a particular product to

consumers.
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Figure 2-8. Framework on product communication and semantics
[Crilly et al,. 2004:558]




2.1.7 \Visual experience
As identified in the review of the framework by Crilly et al,. (2004), further
clarification is required to develop a comprehensive framework that would
aid the existing body of knowledge. In the context of this research, and
based on a similar theoretical background, Warell (2005) developed a
clear concept which aimed to assist industry understanding and
demonstrate the importance of design in products. However the
limitation of the VPE framework lies in the lack of definition within the base
descriptions of theories by other researchers. This lack of clear definition
could potentially create confusion due to the missing description and
structure under each model. Although deeply interrelated, each model in
the VPE is well-defined with references to the key findings from the literature
review. These levels of definitions allow an in-depth understanding of the
“layers" of consumer perception, relating to product design, including

social and cultural related interpretations.

Most recently, Desmet and Hekkert (2007) intfroduced a general framework
that is based on the emotional experience contributed by aesthetic and
meaning perceptions as shown in Figure 2-9 and 2-10. This system is based
on the user perspective, however the framework is too generalised and
therefore requires further development and sub-categorisation.  This
framework shares a parallel perspective to Warell's modes of Affective,

Emotion and Association, and to a certain degree on Recognition. As the
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aim of this research is not focused on the emotional aspect of product

perception and meaning, this framework will not be further investigated.

emotional
experience PRODUCT
fc appraisal 5 J
B ] ' .
- . aesthetic experience
f TS ey experience of meaning
concern )} - { product
TR wsee-product foteraction

Figure 2-9. (left) Basic model of product emotions by Desmet and Hekkert (2007:62).
Figure 2-10. (right)] Framework of product experience by Desmet and Hekkert
(2007:60).
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2.1.8 Lliterature review discussion and evaluation
It is commonly recognised that one value belonging to a specific culture
might not be appreciated in the same manner by people from another
culture. The process of perception and meaning by Crilly at al, (2004) is
categorised by the aesthetic, semiotic, and semantic functions. However,
this system lacks resolution and completeness in its structure and
terminology, which makes the framework difficult to adopt into the primary
research of this study. Furthermore, the content coverage of both Crilly's
(2004) theory and the framework from Desmet and Hekkert (2007) is
comprehensively considered by Warell (2007] in his framework between the

perception and meaning in product experience. In comparison, the




researcher found the VPE framework more adoptable and comprehensible
for an articulated analysis on visual perception and meaning in the context

of this research.

After evaluating the existing literature to fulfil the aim of this research, the
theories cover a broad spectrum, from physical design forms to the
meanings it could signify. Although culture-related understanding in
design semiotics is one of the two most embraced topics in this field of
research [Desmet and Hekkert, 2007:63], the review on existing literature
idenfified that there is a lack of studies involving inter-cultural comparisons
and the examination of whether a design is perceived as intended.
Through this secondary research on the frameworks of product perception
and meaning, it is apparent that Warell's (2007) Visual Product Experience
framework is the most comprehensive theory on which to orientate the
primary research. This is due to the high level of clarity in the
categorisations and the inter-relationships of the VPE framework.
Moreover, Warell's research has a stronger emphasis on cultural or
social-related aspects of product perception and meaning. By
conducting this review on current literature, a theoretical base has been
established with a comprehensive framework for this project. The
framework wil be used to conduct the secondary research on the

background of cars in this project and in the primary research.

Although there are exercises and studies conducted on transferring brand
identity to another unrelated product design, it is rare to find published
research focusing on the relationship between the intended design
message and how it is perceived [Fiellner, Stridsman-Dahistrom, 2004;
Karjalainen, 2004]. As this field of research is still new, a large amount of
research is still required to gain further knowledge. This study of car
enthusiasts both in New Zealand and Taiwan will contribute to this research

field and potentidlly identify areas for future research.



2.2 Design intent of cars
To examine the consumers' perception of the 320i and 15250, the intended
meaning lies in understanding the relationship between the internal and
external perception of the design of BMW and Lexus cars. Figure 2-11
shows the type of vehicles selected for this research amongst common
passenger cars. The selection of premium car models in this research is
due to the likelihood of a higher level of focus in the design of formal
aesthetics and the prominent branding images. The models 320i and 15250
are also popular models within BMW and Lexus due to their relatively
compact size and a more modern design image. Compared to other
luxury models as illustrated in Figure 2-12, the 320i and 1S250 as premium
sports sedans, have a slightly different design language in that they are a
mix of sports car and luxury four door sedan. The country of origin of the
automotive companies and the level of establishment in the New Zealand
and Taiwan markets is also a factor for consideration in a comparative
study between consumer perceptions of the two cars and their associated

brand.

As the aim of this background research is to identify the design intentions of
the 320i and 15250, the majority of the information is based on official or
authoritative sources analysing or critiquing the designs. The design
philosophy of a car company is largely influenced by the company's brand

identity. This identity is greatly influenced by the company culture, which is
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largely developed over time through the history of a company. The history
and company culture of BMW and Lexus will be briefly introduced based
on the written material appended in Appendix C. Following from this, the
research findings on the design philosophy will be intfroduced in relation to
the brand heritages or country of origin. Based on the introduction of the
above aspects of the cars, the exterior designs of each car will be
examined and categorised under the VPE framework [Warell, 2007] to

establish a structured understanding of the design of the 320i and 1S250.

Paszenger Car Sports Car
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Figure 2-11. Target market and type of vehicle for the cars in this research
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Figure 2-12. Proportion and stance of common domestic motor vehicles.

Figure 2-12 categorises the
proportion and type of stance in
automotive design, which signifies
the type of vehicle. In the context

of this research, the intended
brand recognition of the 320i and
IS250 is as a premium sports sedan.
The sports sedan consists of a
three-box proportion with a higher
and shorter rear box to convey the
stance

cab-forward suggesting

dynamism.
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2.2.1 History and company culture of BMW

Figure 2-13. Logo of the BMW Motor company [BMW International, 2007].

Bayerische Motoren Werke AG (BMW) as a car manufacturer has a unique
company history regarding its origin in the high-tech aviation production
industry. This origin of manufacturing capability suggests that BMW has a
strong knowledge base in aerodynamics and solidity in material qualities.
Based on this company history, BMW promotes itself as a design-orientated
automotive company and puts a strong focus on the driving experience of

their cars.
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Branding and profile

Through researching how BMW has positioned itself, the branding emphasis
could be identified as a semantic intention of BMW cars. This kind of
branding imagery is highly desirable for BMW to communicate through the
design of their car models. By promoting its culture, BMW established ifself
as a brand with heritage, constantly challenging traditional aesthetics to
develop innovative designs [BMW USA, 2007]. Based on its history and
country of origin, BMW's brand image in most markets around the globe
has been widely perceived as a luxury car brand, with emphasis on
performance. BMW also promotes aerodynamic engineering as company
strength, based on its manufacturing capacity and origins. In addition,
BMW promote themselves as an independent company with high emphasis
on quality and innovation in automotive design. For comparison purposes,
it is essential that the target markets for the BMW 320i and Lexus 15250 are
identified to ensure an equal market target. The 3 series is BMW's sports
sedan range which targets the younger age segment of consumers who
desire a sportier sedan in the luxury market. Based on this younger
generation market focus, the 3 series has a strong emphasis on the driving
experience and sportiness in its design language. Moreover, the 3 series is
the most important model range for BMW as it has an iconic value,
referencing back to the earliest company history. The 3 series is also the

most popular model amongst the BMW models.



Design philosophy

BMW, as an automotive brand, has a long history of strong emphasis on
design and quality that is less limited by conventional engineering and
production procedures. It is interesting to discover that throughout BMW's
history there are a series of brand-specific features, the numbers of which
are slowly increasing fo achieve a high coherence between models and
an expression of brand identity. The new design philosophy of “flame
surfacing” is a form language created by BMW that consists of concave
and convex directional changes aimed at being “expressive and
entertaining aesthetics”. This new style of surface freatment has been
controversial amongst the designer community, especially between the
European and American designers. The new styling direction is based on
BMW's recognition of the increasing emphasis of individuality amongst
consumers, and each model of BMW in the premium sector is designed with

a different expression for different consumers [BMW USA, 2007].

However, from a review [Cox. n.d.] of BMW's new design direction,
including opinions from prominent artists and designers based in the USA,
attitudes varied with just over half of the designer/artists appreciating the
new design of BMW. A summary of these designers/artists reviews is listed
in Appendix B. Interestingly, the interview outcome showed that the
majority of comments agreed that there is a trend, and a few commented

that BMW is leading the frend in automotive styling [Cox. n.d.]. These

critiques on the 320i would be a useful reference to examine the new BMW
design language, and therefore gain further understanding of the

consumer response.

Flgnying wrlgce

Aeraodynamic desdgn - Stream line design of 320 fexbrmesichar Vi

Floming surtoce

Figure 2-14. Diagram illustrating brand-specific features of BMW on the 320i.
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Compared to other automotive brands, BMW cars contain a high number
of brand-specific features across their exterior design, as indicated in Figure
2-14. One of the approaches for creating visual brand identity through
products is by developing a series of features or elements that is shared
across the company's product range. In comparison some newly
established automotive companies, like Lexus, have a smaller range of
brand-specific features. The new design direction of BMW has developed
the concept and usage of brand-specific features into a surface treatment
across the models. As car designs are based on proportion, lines and
surface, this innovative use of concave and convex surfaces on BMW cars
essentially creates the whole car as a brand-specific feature. Table 2-4
summarises the brand-specific features of BMW with quotes or descriptions

to determine the meanings associated with each feature.

Table 2-4. Brand-specific features of BMW with intentions or descriptions from BMW
USA (2007).

Brand-specific features Intention

Aerodynamic Design Form Follows Function

Flame Surfacing expressive and entertaining aesthetics

Bring light and form across surfaces

Hofmeister Kink
Kidney Grille
Roundel Logo
Quad Headlights

visually attractive and distinctive

symbolic BMW feature

Logo representing the company's heritage

Elegant and powerful
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Design of model 320i

To understand how BMW promotes the model 320i, Table 2-5 lists a series of
expressions and any correlated features used officially in marketing
materials. The purpose of this exercise is to establish the internal
perceptions of the model 320i and any explicit features to allow an

examination on how these expressions are perceived by consumers.

Table 2-5. Expressions used by BMW on the model 320i [BMW, 2007].

Descriptor Features
Dynamic Well-defined Whole design, Shark Fin Antenna
% Versatile Innovative N/A
-3; Elegant Sleek/Lightness Whole design
% Modern High-tech/Stylish N/A
Desirable Confident/Focused | N/A
2 Sporty Powerful/Athletic Whole design (long wheel base
and hood). DLO. Rear end.
Comfortable Luxuries/Enjoyable N/A

As a luxury sports sedan, the 3 series has been designed fo express
sportiness, dynamism and elegance [BMW International, 2007]. Officially,
the identity of the 3 series has been described by BMW as “uncompromised,
authentic and exhilarating to drive.” [BMW USA, 2007]. If is evident from
the description of the model identity that there is a strong emphasis on
performance in the 320i as a sports sedan. Various online videos were

published by BMW [BMW USA, 2007] featuring its head design directors




talking about the design of BMW models. In infroducing the design of the
320i, Bangel and Van Hooydonk [BMW USA, 2007] spent a considerable
amount of the video time showing the 320i in motion, both from afar and in
close-up shots, expressing movement by emphasising the surfaces and its

reflection.

The design of the 320i is a cohesive combination of features referencing
from the M3 and § series, bridging between the performance sports car
and the luxury quality [BMW USA, 2007]. Compared to the 5 and 1 series,
the design language in 3 series is more conventional with less variation in
surface tension; but in turn, it visually expresses more volume to emphasise
the size of the car. The surface treatments of the 320i were inherited from
the 5 series to provide a reference to the higher class sedans within the
BMW range. Llines along the side of this model originated in its previous
models, but are now enhanced with the Flame surfacing which makes this 3
series more sculptural than the older models. Like most of the car designs,
BMW also has a strong focus on the DRG in the design of the 320i [Car
Design News, 2005]. Table 2-6 and Figure 2-15 identifies the explicit
features of the design of the 320i. The integrated flow of curve from the
hood to bumper (Power Dome) has changed the Kidney grille radically
from its original form, composition and order. Furthermore, the Whiskers
chrome placed around the Kidney grille is based on the 5 series, aiming to

visually emphasise this brand-specific feature [Car Design News, 2005].

Table 2-6. List of model-specific features of the 320i and intentions proposed by BMW,

Model-specific features

Coupe-like DLO

Intention
Express Sportiness by referencing a
Coupe-like curve that is incorporated

with the Hofmeister Kink

Power Dome

Visually enhancing Kidney Grille

‘Whiskers' chrome around Kidney Grille

Visually enhancing Kidney Grille

Larger Wheels Express sportiness with larger wheels

Bone line Visually enhance the length of the car
through flow of line along the side

Corner on tail Visually widen the rear of 320i for a
sportiness stance

Tail lights Visually widen the rear when the lights

are on in the dark

Shark Fin Antenna

Expressing dynamic agreesiveness
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Whiskers Chrame
Power Dome

Laiger wheels

Coupe-like curve Corner trealment

Shoulder line 1ardie

divided inlo 2 seclion

Figure 2-15. Model-specific features of the 320i
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2.2.2 History and company culture of Lexus

Figure 2-17. Toyota Logo

Figure 2-16. Lexus Logo

Lexus is the premium car division of the Japanese car maker Toyota motor
company established almost two decades ago. After the brand Lexus
was successfully accepted in its main target market in America, it has been
newly infroduced to other markets such as New Zealand and Taiwan.
Although the history and culture of Lexus is relatively short compared to
other premium car companies, such as the Mercedes Benz and BMW, it is
the most well-known of the Asian car companies in the luxury market sector.
The company has gained international success and recognition over its
relatively short history; which could influence the consumer's brand
impression as to what they associate Lexus with. With Japan as its country
of origin, Lexus offers an interesting case for the comparison of brand
perception and the association of a brand's country of origin, such as the

electronic brand Sony.

Branding and profile

Due to the relatively young company history of Lexus, the branding is
focused on a young executive image with thoughtfulness in ifs attention to
details. Lexus as a brand, takes advantage of the general impression of
Japanese products as being high-end innovative technology with quality
assurance. Both traditional and modern Japanese formal aesthetic
qualities have also been included in recent branding strategies. One of
the main aspects in Japanese art, well-known and recognised in the
international market, is its simplicity and elegance in traditional and modern
architecture and object design. Initially, Lexus branding targeted its
biggest competitor - Mercedes - but now it is also targets BMW consumers
by promoting its driving dynamics. As brand, Lexus has been commented
as having "a peculiar mix of prestige and novelty" [Top Gear, 2005, para.

31].

Rather than focussing a strong emphasis on exterior design or creating
strong design cues for brand recognition, the company has established
itself through their cars’ mechanical performance and technological
advancement. In terms of the company's extra-curricular social
involvement, Lexus actively sponsors Sky TV's artistic movie channel Rialto,
along with prestigious singing contests, in order to promote their brand as

prestigious, luxury, and elegantly artistic [Lexus, 2007b].
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The uniqueness of this company is its short but successful history in the USA,
and its gaining of popularity in certain Asian and European countries, along
with the fact that Lexus's reputation was not built upon any design tradition.
This serves as an excellent case for this comparative study as BMW has a
long history of design-oriented company focus. Lexus, on the other hand,
has started to emphasise its design philosophy through establishing the
L-Finesse, rather than through technological development. This aims to
build up depth in design and consumer association of the brand. The
company also uses its short history as a strength: i.e. not having "heritage

baggage" and offering more modern looks.

Design philosophy

“A journey to refocus Lexus design based on the two factors that we believe
define both the history and future of Lexus: the intensity of being at the
‘leading edge' and the depth of ‘finesse"."”

Wahei Hirai - Managing officer of Lexus Global Design. [Top Gear, 2005].

As a young premium brand in the market, the focus of Lexus is towards
innovative engineering for performance and interior comfort. Lexus's new
L-Finesse design philosophy is drawn from the seamless anticipation of
Japanese hospitality and the unigque gestures of Japanese martial art.
According to Mr W, Hirai [Forrest, 2005], the philosophy of L-Finesse ("L"

stands for Leading Edge) is to emphasise the design direction towards a
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“contemporary and dynamic position in the premium market."
Automotive reviews approach the L-Finesse philosophy as it is designed - at
an in-depth level — and not merely imitating the physical attributes of
Simplicity and Elegance in Japanese aesthetics. The design philosophy
originates from certain ways of Japanese thinking that lead to the creation
of aesthetics, and includes the metaphor of Japanese culture as faultless
hospitality. Lexus describes this fraditional hospitality value as Seamless
Anticipation. An example that demonstrates the value of faultless
hospitality is the tea ceremony: the focus of the tea ceremony is not only on
consuming the tea itself, it is also on the experience of calmly waiting in a
particular spatial setting and anticipating the tea [Top Gear, 2005, para.

17-18].

Lexus designed this philosophy, which combines salesmanship and product
experience, with the aim of creating a complex semantic experience and
personal relationship with the consumer. This aims to create brand
recognition through word of mouth, as in some undesirable cases, people
could associate a brand with its country of origin. However, as identified in
the introduction chapter, the visual aesthetics of cars or any other products
are the key to strong product impression and recognition. This research
seeks to examine the importance of visual aesthetics on car design in

relation to consumers' perceptions of the associated brand images.




A design essay on the design philosophy L-Finesse [Forrest, 2005, para. §]
described the philosophy of "Leading Edge designs of finesse" as a logical
approach fo the majority of innovative car design studios. The essay
emphasised the need for design anthropology rather than technology, and
commented that design by Lexus is overshadowed by its technological

advancement.

The unigueness of the L-Finesse is its symbolic value relating to both modern
and traditional Japanese aesthetics, some of which have been widely
appreciated in the field of art, interior design, and architecture. However,
the proposed brand-specific design language of sharp line fransitions in
different directions is radical for automotive design. Lexus also claim that
the philosophy has been moderated for different cultures in its global
market and “in tune with your needs and ways of thinking” [Lexus,
2006-2008]. This is an area that will be examined in this study on the

comprehension/association model under the VPE framework.

For example, the asymmetrical style and imbalance of flower
arrangements in traditional Japanese culture and a hallmark of Japanese
aesthetics [Cars and More, 2007] has been adopted in the design of the IS
series to "“aftractively express tiny things". [Top Gear, 2005] The key
L-Finesse design philosophy also draws on Japanese iconography such as

the 'Arrowhead’ motif (see Figure 2-18) a gesture inspired by the rapid and

yet fluid change of direction of “Kirikaeshi”. The use of the Arrowhead
motif is most apparent in the composition of the C-pillar of 15250.
Compared to BMW with its larger brand-specific feature vocabulary, Lexus
has only two features as listed in Table 2-7. As the L-Finesse is a newly
developed design philosophy, its brand-specific features could potentially
be less recognised by the consumers due to unfamiliarity with

brand-specific features.

Table 2-7. Brand-specific features of Lexus with intentions or descriptions.
Brand-specific feature Intention

Arrowhead Motif Swift yet rapid change in directions

Lexus Logo Signifying the brand
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Figure 2-18. Brand-specific design features on the 15250.
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Design of model 15250

The model 18250 is the second production model that was designed to
express the philosophy of L-Finesse by Lexus. According to Lexus [Cars and
More, 2005], the IS model has fully incorporated elegance and sweeping
coachwork lines with concave and convex surface tension that has been
interestingly described using the word “intriguing”. The design of the
overall form of the 1S250 has also been emphasised in the media as
“incisive simplicity”, “intriguing elegance”, and “pure”. Most are fo be
further enhanced by the design of individual elements [Top Gear, 2005].
Again, Lexus emphasised its attention to fine details, which is part of
Japanese culture and aesthetics.  Proportionally, the new IS model is
slightly bigger than previous IS models. The front and rear overhangs have
been shortened to proportionally highlight the lower visual centre of gravity,
producing a broad and robust visual impression aiming to compliment the
IS250 as a luxury sports sedan. According to an official source on the
design of the 18250, the exterior features are described as “Each element,
observed individually, has the power to intrigue but also fo inform.” [Lexus,

2007].

Table 2-8 lists expressive terms used by Lexus for describing the design of the
IS250. This is to establish an understanding of the internal perceptions in
Lexus for the comparative discussion between the car model and

consumers' external perceptions. This list of expressions and descriptors will




be further analysed in Section 3.2 on design analysis, to understand the
relationship between these expressions and the formal aesthetics of the
1S250.

Table 2-8. Expressions use by Lexus for marketing the 15250.

Descriptor Feature
- Luxury High quality/Exclusive N/A
‘g Sporty State of motion/aggressive Overall.
i’.‘_ Distinctive Unique/Refined Rear end,
; Confident Bold N/A
§ Simple Seamless/Flowing (Panel alignment)
Style Elegance/Visually arresting N/A
Evocative Exqguisitely beautiful N/A

Table 2-9. Brand-specific features on the 15250 proposed by Lexus.
Twin-barrel Headlamp - Expressing aggressiveness
- Disposition the lights higher than the grille to express
speed and agility
Grille - Signifying the 18250 as within the sports vehicle range
by Lexus
- Vertical elements in the grille is designed to
compliment the coachwork
- Expressing Sporttiness
- Enhancing the narrowing belt-line along the car

Door mounted mirror

Coachwork Expressing a Clean and Muscular line confinuing from
bonnet onto A-pillar
LED tail lights - Expressing uniqueness and unexpected sporting

design, and infriguing elegance

Table 2-9 lists the model-specific features of the 1S250 and these features
are illustrated in Figure 2-19. Compared to the design intents of the 320i,

the 15250 has a smaller brand-specific and model-specific design

vocabulary.
Line Flow
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Figure 2-19. Indications of model-specific features on the 15250.
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From a review of the 15250 featured on a well-known automotive design
website [Hull, 2005, para.l], the front and rear of the 1S250 has been
criticised as highly complex. However, in the design statement from Lexus
this visual appearance has been described as “intriguing elegance”. Next
the commentator described the body section of the 1S250 as too plain with
too little surface interest on a relative large surface plan with a narrow bone
line; the wheel arches were pulled too tight and achieved a low stance
visual appearance; the tail lights were criticised as being too plain and, to
certain extent, the lights appeared dated; and rear bumper was visually
too heavy. Finally, the door mounted side mirror, a model-specific feature
design of the 1S250, appeared to the critic as proportionally too big in its

design context [Hull, 2005, para. 6).

“L-Finesse is a fidy adjective being used to describe finished products. But
on its own, the necessary depth is missing to convincingly commence the

birth of one.” [Forrest, 2005, para. 9]

The quote above from the design review [Forrest, 2005] suggests that the
philosophy - and hence the new designs developed so far - lacks
coherence in physical design language to form an effective gestalt
experience. This perspective is also reflected in the lack of brand-specific
and model-specific elements, including design aspects on the composition,

complexity and coherence of the design as a whole. Furthermore, the
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relationship between the design of the 15250 and L-Finesse philosophy was
questioned in this essay [Forrest, 2005: para. 5]. This is based the argument
that the emphasis on aerodynamic form and surface is a common practice

amongst car designers and engineers and not unique to Lexus in L-Finesse.




Summary of findings - design intent of the 320i and 15250

Table 2-10 is a summary of key findings in this section on the brand values
and identities of BMW and Lexus. Referring to the literature review, there
are various levels of perception and interpretations of the product forms.
The design of the 320i/1S250 will be analysed and examined as part of the

primary research using the VPE modes as a basis for the research design

and the comparative analysis findings.

Table 2-10. Summary of findings on the 320i/15250 based on secondary research.

EECTRES RIS BMWARS s 0 e Loxps 18280 T T A

Country of origin
History as
premium car
brand

Main branding
expression
Design intent in
different markets
No. of
brand-specific
features

No. of
model-specific
features

Existing reviews
on the design

German

Long

Established in most parts of
the globe

“"uncompromised, authentic,
and exhilaration to drive”
Not specific

- BMW's new design
language relates to
contemporary design trend
-commented on that BMW is
leading the trend in
automotive styling

Japan (by Toyota)

Short

Established in American
market

“the pursuit of perfection”

Global consumer recognition

- Design of Lexus models
overshadowed by its

technological advancement.

- criticisms on the design of
the 15250

2.3 Background study - markets
To understand how, as luxuries goods, the 320i and I1S250 are perceived,
and the meaning they have to consumers in different markets, this section
focuses on exploring cultural significance in consumer perceptions towards
premium products. This secondary research focus on premium products
rather than premium cars is due to the lack of comparative literature on the

consumption frends of premium cars.

The term “Value”, in the context of this research, relates to a set of
standards which is highly regarded by a person or business entity. This is
further defined by the following quote from Oxford English Dictionary:

“The principles or standards of a person or society, the personal or societal

judgment of what is valuable and important in life.” [Thompson, 1996: 1017]

The concept of people's affective emotions occurring from consuming
luxury goods is an established theory in Western culture [Campbell, 1987;
McCracken, 1988]. This consumption pattern is now a worldwide
phenomenon but differs in different cultural contexts with different
consumption motives [Belk, 1988b; Wong and Ahuvia, 1998:424]. The
popularity of luxury product consumption in most parts of the globe creates
a huge international market, with an established value of around $60 billion

based on the study of 14 luxury product categories by McKinsey & Co back
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in 1991 [Dubois & Duquesne, 1993]. Today, this figure is likely to have

increased considerably.

Figure 2-20 is a study of the characteristics described in Table 2-11, of
various European and Asian counfries by Schwartz (1992) with the
characteristics and country of study highlighted in two colours. This study
by Schwartz (1992) suggests that New Zealand and Taiwan as two markets

have opposite market characters due to differences in values.
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Figure 2-20. Cultural characteristics of various countries including New Zealand and
Taiwan [Schwartz, 1992].

32

Table 2-11. Summary of consumption behaviour in Australia and New Zealand.

[Schwartz, 1992].
Categories
Collectivism

Definition

This represents values where the interests of the person are
not viewed as distinct from the group; the vaolues emphasise
the maintenance of the status quo, propriety and
avoidance of actions that might disturb the traditional order.

Intellectual and
Affective
Individualism

Values that view the person as an aufonomous enfity
entitled to pursue his or her own goal. Intellectual
individualism emphasises self direction, with flexibility of
thought and feelings. Affective individualism is concerned
with stimulation and hedonism and may be a polar opposite
to collectivism.

Hierarchy Representing individual values associated with humility and
powers that emphasise the legitimacy of hierarchical roles in
society.

Mastery Concerns over the social environment through self assertion.

It represents active efforts to modify one's surroundings and
get ahead of others through emphasis stimulating activity
and changing social behaviour.

Social Concern

Value express concern for the welfare of others and oppose
the hierarchy and mastery types of values.

Harmony

Emphasis on harmony with nature together with other
aspects such as the ‘'world at peace' and ‘social justice’.




Individual members are the basis of societies, and hence influence the
overall culture of a region or a country. It is crifical to understand the
concept of self-awareness and the interactions between individuals to
understand a culture [Markus & Kitayama, 19921]. Previous research [Lebra,
1992; Markus & Cross, 1990; Markus & Kitayama, 1991] categorized the
concept of self-awareness into: inner private self, including emotion,
memories, or desire; and outer public self which focuses on social
representation and acceptance. Furthermore, referring to Figure 2-21,
Western culture is described as an independent self concept, while Eastern
Confucius culture is inferdependent based. Referring back to the two
categories within self-awareness, the independent oriented culture focuses
more on the inner private self while the interdependent culture is more
concerned with the outfer public self. Referring to Figure 2-21, the
researchers further mapped out the parallel market characteristics in both

cultures and different fraditions.

With the established cultural value differences between the two markets in
this study, New Zealand and Taiwan will be individually discussed with
literatures focusing on the market characteristics. Interestingly, based on
non-empirical sources, there is a pattern in the relationship between
people’s sensitivity in noticing details, and their written language. There is
also a pattern that Asian designers are more sensitive to details, and in

comparison, the Western designers tend to focus on a design holistically.
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Figure 2-21. Parallel characteristics in culture and fradition between Western and
South-East Asia [Wong and Ahuvia, 1998:429].
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2.3.1 Culture and history of New Zealand
This section explores the historical background of New Zealand that forms
the cultural context of New Zealand as a market. New Zealand is a
relative young nation with a population of 4.2 milion, with Maori people
inhabiting the land before the European settlement. With the
establishment of European settlements the influence of Western culture was
established in the country. Despite the conflicts between the Western and
Maori cultures, New Zealand today is internationally regarded as a Western
country, and part of the Commonwealth system. The opening of the
nation to immigration has led to a growth in population and a diverse
culture within the country. According to the 2006 census, 22.9% of the

New Zealand's citizens were born overseas [Statistics New Zealand, 2006).

Like most Western nations, New Zealand has been affected by World War Il
the 'baby boomers' and ‘Generation X' in terms of the attitudes towards
society and personal values [Lawson et al, 1996:37]. Unlike their parents,
more emphasis on education is placed on the 'Generation X' for
competitiveness in job searching and career development. This results in
delaying the family establishments of marriage and child rearing, and

stimulates stronger consumption power.
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2.3.2 Consumption trend in New Zealand
Although New Zealand is categorised as a Western country with majority of
the population as ‘Caucasians’, there are certain degrees of difference in
culture due to the country's compact size and broad social and
economical profiles. This diverse mix of cultural and social groups make
New Zealand a common testing ground for new products and technology,
often placing it ahead of Australia on the adoption of new technological
products [Lawson et al, 1996:128]. Compared to Australia, New Zealand
has a stronger British influence and this cultural aspect contributes to
consumer preferences in consumption [Lawson et al, 1996:126].
Furthermore, the value of competitiveness is weaker in New Zealand
compared to Australia; for example, when the same comparative
advertisements are played in Australasia, they are less effective in New

Zealand [Lawson et al, 1996:127].

In a study conducted in 1989 by the University of Otago on consumer
behaviour and attitude differences [Lawson et al, 1996:108] the outcome
showed that Caucasian place more emphasis on sports, overseas news,
and personal conduct. In contrast, the Maori and Pacific Islander groups
have stronger family-oriented values. These self-focused consumer
attitudes support the theory of differences between the independent

tradition in Westerners and interdependent values in Eastern culture. The




consumption preference and atfitude also matches with cross-cultural

comparisons on cultural values.

2.3.3 Culture and history of Taiwan
Taiwan is a young Mandarin speaking country with a population of
approximately 23 milion. Today, Taiwan is the only Chinese-originated
country that still uses Traditional Chinese characters on a daily basis.
Referring to Figure 2-22, the Traditional Chinese character is the most
original written Chinese format, and hence is more complex in its details.
This research seeks to examine if consumers based on a different language

structure are more sensitive in perceiving visual features.

y K 3 2z <5
ie Ak =
g
Figure 2-22. Word "Orchard" in Traditional Chinese (Left] and Simplified Chinese
characters [Right).

As the Republic of China, the history and political unstableness of Taiwan
has in turn influenced the unstable economical environment today. This
economic instability and preservation of traditional Chinese philosophy
(Confucius), has strong influence on the capitalist-focused culture and

education system in Taiwan. Appendix D presents the background

research and literature review on the Culture and History of Taiwan. Today,

the cultural characteristics of Taiwan are still influenced by the Confucius
philosophy. The values that influence the market characteristics are

illustrated in Figure 2-21 [Wong and Ahuvia, 1998].

2.3.4 Consumption trend in Taiwan
Due to the lack of studies on consumer trends in Taiwan, a range of
literature has been reviewed to offer a more comprehensive perspective.
These include media studies conducted on ads to reflect the independent

and interdependent value of Western and Eastern cultures.

As Brannen (1992a) pointed out, the consumption behaviour in Asia is
commonly perceived by Westerners through their own materialist value,
with litHe understanding of the cultural values of Asia. This means that
cultural values greatly influence people's understanding interpretation and
perceptions in their daily lives. However, despite similarities in products
between Western and Eastern countries, in its social aspect the motivations
for consumption are rather different. This relates to the meaning of certain
products to the consumers, which are deeply rooted in one's local and

cultural context and are hard to convey [Linton, 1936].
The study of Western and Eastern conspicuous consumption by Wong and

Ahuvia in 1998 pointed out that East Asia is becoming, or has become, the

central focus in the global high end luxury market [Wong and Ahuvig,
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1998:242]. This is because the Asian market contributes to approximately
50% of the export figures for one of world's biggest French luxury brand
groups, MHLV - Moet, Hennessy, and Louis Vuitton [Wong and Ahuvia,
1998:242]. There are also numerous other luxury brands from France, and
other countries such as Germany, Switzerland, Italy, United States of
America, and United Kingdom. Furthermore, this figure does not represent
total Asian consumption, as it excludes Asian customer purchases in retails

outside Asia.

Figure 2-23 draws from the latest global market sales revenues of LVMH
group in 2007 on four major luxury goods categories. Interestingly,
accessory products that communicate their branding externally through
product material and logo have a higher sales figure in Asian countries.
These include fashion, leather goods, watches, jewellery, and alcohol; with
comparisons drawn with one other category of consumer goods, perfume
cosmetics. Although there are other factors which influenced the
consumption pattern, compared to makeup or skincare products, items
such as bags and watches are common accessories that have a longer
product life and communicate thier values externally. This finding supports
the interdependent and independent cultural differences in luxury goods
consumption and preference. For example, an inner-self focused person
would be likely to prefer skincare products for him/herself rather than

external goods, such as a bag which she or he would use for a certain

36

peiiod of time. One other consideration is that (with the exception of
Japan and Singapore) the majority of countries in Asia are still developing
or categorised with third world country status and lower average incomes.
Yet, people in these countries still constitute a large market sector in the

high end fashion accessories categories.

Fashion and Leather goods  Watches and Jewellry M France

Rest of Europe

B United States
Japan
Rest of Asia

B Other markets

Perfumes cand Cosmetics Wines and Spirits

Figures based on The LVMH sales revenue at June 30, 2007
By geographic regon of delievery

Figure 2-23. LVMH sales revenue in first half of 2007 [Louis Vuitton . Moet Hennessy,
2007:6 - 9]

According to Cheng and Schweilzer's (1996) findings on advertising in the

United States and China, American ads stress the experience of interacting




with the products, and Chinese ads have less emphasis on the affective
experience. From another study by Tse, Belk, and Zhou (1989) which
focused on Hong Kong (as one of the most westernized regions in Asia)
China and Taiwan, it was found that television ads in Hong Kong focused
more on the process of experiencing the products than ads in China and
Taiwan. This is also evident from a media studies exercise on sports car ads
at Auckland University. This found that Lexus focuses its particular ads on
the car's technological performance, while European brands such as BMW

strongly emphasised the driving and riding experience.

With behaviour defining one's own identity and values through a colleclive
group environment, it is essential for the majority of the East Asians to obtain
luxury goods to reflect one's identity, or to be socially appropriate [Miller,
1984]. Within the branding choice, this interdependent culture also
reflects the purchasing decisions involved in the product's manufacture
and country of origin. As Han & Schmitt [1997) pointed out, the Asian
community places more emphasis on the country of origin as a way of
associating with a specific group. Based on the researcher's own
observation, a lack of cultural identity and confidence in the Taiwanese has
greatly contributed to the phenomenon of favouring European, Japanese,

and recently Korean brands and style, over locally produced goods.

Hung's (2006) recent study on the difference between the Taiwanese
market and the global market in high-end fashion brands further supports
the analysis by Wong and Ahuvia (1998) on Western and Eastern cultures.
In Hung's study, the researcher commented that although the Taiwanese
culture is changing, it is still currently a family and social group orientated
culture [Hung, 2006:481]. Taiwanese consumers are less sensitive in their
appreciation of the design of a garment as a work of art, but are more
aware of the value it represents and its purpose to serve as a reinforcement
of one's social status. In the three case studies on the popularity in Taiwan
of the international fashion brands Gucci, Alexander McQueen and Issey
Miyake's, Alexander Mc Queen was the least successful brand in
Taiwanese market due to its independent orientated brand value and thus

the low degree of recognition.

2.3.5 Summary of finding on market backgrounds
Table 2-12 is a summary of the background of New Zealand and Taiwan in
the political, social, and cultural context. This is extracted from the study
conducted by Guliz and Russell in 1995 on the level materialism in different
cultures from a Western perspective; New Zealand was one of twelve
countries studied. The countries studied by Guliz and Russell [1995] were
mainly Western-crientated along with a few Western-influenced countries

with strong traditional cultures, such as India, Turkey, and Israel.
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Main ethnic group

Language structure
Political Status
Population change

Time*

Thought and

communication

pattern®

Religion*

Competitiveness*
Social Behaviour*

Value*

In addition, Table 2-13 summarises the findings on New Zealand and

Taiwan's cultural values and consumption patterns.

New Zealand
European origin (English,
Scotland, Ireland)

Table 2-12. Comparative background summary of New Zealand and Taiwan.

Taiwan
Chinese origin
{Mainland China)

English

Mandarin

Stable and democratic

Unstable and democratic

Immigration

Emigration

P-time — more relaxed
attitude towards time

M-time — Utilising time as
much as possible for
efficiency

Direct/linear

Indirect/circular

Secularised/Christianity

Confucius values as part of
educational material

Low

Moderately high

Independent

Interdependent

Affective individualism and
low hierarchical order

Collectivism and high
hierarchical order

consideration on how people perceive an individual. The New Zealand
market values solidity and modesty in products and this could be
contributed by a product's country of origin or word-of-mouth publicity. In
contrast, the character of the Taiwanese market is one of more conspicuous
consumption behaviour contributed to by the collective value in local
culture and emphasis on portraying success through materialistic gain. In
this aspect, goods in Taiwan rely heavily on marketing strategy and how a
product could portray the achievement and social economical status of its
user.

Table 2-13. Findings summaries on New Zealand's and Taiwan's cultural identity.

Key overall findings

Countries with dynamic social and economical environments have the strongest

level of materialism. (Includes changes in cultural, society structure, political, or
modernisation through extensive emigration orimmigration flow.)

Both New Zealand

and Taiwan have weaker cultural identity with their short histories compared
to other European and Asian countries, such as Japan and Korea.
However, the value of individualistic opinion and behaviour in New Zealand
contributes to the lower degree of conspicuous consumption. The general
trend in the New Zealand market could be characterised by high

individualistic values and low levels of hierarchical order, which means less
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Less developed countries show similar patterns but a stronger level of materialism
New Zealand Taiwan*

- Long history of opening immigration
and intake of refugees

- Diverse culture contributed to the
phenomenon in the lack of cultural
identity

- Has large amount of emigration due to
the unstable political environment

- Starting to emphasise on local culture
and identity in recent years

- Not Applicable - developed country with lower than
average income compared to most of

the Western countries

Finding conclusion:

- The notion of seeking identity through materialistic means due to the lack of

confidence and identity in individual and society
*country not studied in the research by Guliz and Russell (1995).



2.4 literature review on research methods
This section discusses the research methodologies adopted by Warell (2006)
for conducting his research on cultural-related differences in the meaning
and perception of automotive design. Unlike research methods in the
field of science or engineering, the results of affective design research are
qualitative due to the subjective nature of human perceptions and
interpretations. Therefore, this review of current research methods is
limited to the affective design research studies. Although academically
there are various studies on building brand identity through product design,

there are very few case studies that focus on meaning and perception

from the consumer's perspective [Warell, 2006; Fiellner, Stridsman-Dahlstrom,

2006].

In his research design, Warell (2006) adopted a semi-structured interview
approach with a visual verbal questionnaire. This adoption of qualitative
methodology allows a greater focus on the data collected to fulfil the
research aim. As indicated in the literature review section discussion, the
selection of a framework for this study on perception and meaning of
products, Warell's framework was found to be highly comprehensive.
Warell's questionnaire research method approach contains several
sections that originate from the categories in his framework. This is to
ensure that data collected are appropriate to the research aim, and that

guestions are phrased in a way that would minimise ambiguous responses,

and avoid the researcher's personal interpretation. The interview is to
ensure that the participants understood the questions and also for the

researcher to fully understand the written responses.

Specific research design techniques were adopted by Warell when
designing the questionnaire. For instance, the use of a visual analogue
scale (VAS) instead of a quantitative numerical scale to indicate the
participant's level of preferences would allow more flexibility and accuracy
on the level of agreement or disagreement [Gould et al, 2002]. However,
the use of a VAS as a tool might contribute to participants giving less
extremely high or low rankings. Furthermore, most of the ranking questions
allow participants to leave a written comment to further clarify their

marking for the questions.

In summary, the questionnaire method adopted by Warell (2006) in his Paris
Auto Show research is more focused on finding data specifically on the
research aim and is more flexible in conducting the research.  This section
reviewed the research methods relating to the research on human
perception of products, the specific method design for conducting the

primary research will be introduced in Chapter 3.
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Chapter 3. METHODS - PRIMARY RESEARCH

Following the review of research methods in Section 2.4, this chapter
infroduces the primary research method design for this project. Adopting
the study method used by Warell (2007), this user-focused approach seeks
to gain more understanding of the research questions. To build on the VPE
framework [Warell, 2007] by examining consumer perception and meaning
of cars, this research will be conducted through a case study on differences
in consumer perception. The case study will be conducted in a
visual-verbal questionnaire format through a semi-structured interview in
two different markets. To ensure differences in market characteristics for a
meaningful case study, New Zealand will be studied as an example of a
Western country and Taiwan as an Eastern country. The selection of these
two countries is supported by the background study on markets in Section
2.3, which explored the history, culture, and consumption pattern of these
two countries. The questionnaire was translated into Mandarin with English

sub-text for the Taiwan parficipants.

With reference to the secondary research and analysis on the 320i and
1S250, BMW and Lexus are ideal companies for this case study comparison
due to their differences in branding and design focus. BMW is a
well-established brand with a long history and design-orientated focus.

Lexus is a relative new brand to both countries in this case study and the

company emphasis is on innovative engineering and less on exterior

design.

Participatory

Theoretical

Figure 3-1. Timeline of the primary and secondary research process.

Although it would benefit the automotive design industry, the purchase
consumer group is not the focus in this study due the difficulties in accessing
premium car dealers' customer databases and their customers' potentially
biased preference and opinion of its preferred brands. The question on
personal income is not included in this questionnaire due to a potential
cause of discomfort for the participants. Furthermore, the annual income
of a person does not fully reflect one's savings, purchasing ability, or

consumption value. The target consumer group has expanded, as car




companies today offer competitive hire purchase schemes fo boost their
sales and hence make the premium cars more affordable than before. By
comparison, car enthusiast participants with design knowledge would be a
more appropriate target group for the purpose of this research. The
selected participant groups for this research are, therefore, car enthusiasts
who have strong interests in cars but are not necessarily members of the

potential purchaser group.

To locate the car enthusiasts as the participant group, this primary research
was conducted at an automotive-related event in both countries. The
researcher could not identify any auto-related events with the same
content in both countries due to the cultural and economic differences,
and timeframe for this research. Due to this difficulty, the New Zealand
study was conducted at a classic car show and the Taiwan study was
conducted at a modified and car parts expo. Both venues offered the
opportunity for locating people who are interested in cars; furthermore,
both venues required admission fees and this further suggested the

likelihood of locating car enthusiasts as participants in the venues.

3.1 Design analysis on the 320i/1S250
As indicated in Figure 3-1, analysis on the visual format of the 320i/1S250 is
required for designing the field research questionnaire. The findings from

this section are critical for the analysis and discussion between the intended

meanings embodied in the features and how these signifiers are perceived
by consumers in different markets. This visual format analysis will be based
on the existing automotive design focuses of: 1) proportion; 2) line; 3)
surfaces; and 4] details; and will be conducted in the structure used by

Warell [2001] displayed in Figure 3-2.

Form Entity Level 1 The Volvo Basic Sign Cs F Aesihetic Orgsn Model
Supenor Freduct Gestat Dvstited - Conmeding Supetel Produc! Gestalt Sugmrnr Product Gemaht
Identity Brand
Communicate Vaues
Form Enfity Levet 2 Characteristic Shapes [= tive Functions A Organ taodel
I agher Qrder Form Elemoms Distreated - Conrmeding Higghar Oveder Foam Ebemands  Mgbe Codet Porm Dierent

Propes
Creals Connections
7 Forms

l'g‘f'!
i
§§g

Form Entity Level 3
Levwer Urrder | oom | lements

Tha Signilying Curve

Communicative Functions Aesthetlc Organ Model
Denzrele - Conrecting

Lower Order Form Elemerds  Lower Order Forr Elemants

Create Linty
Define Form Elerneria

W

Form Entity Level 4 The Finn Element C L A Organ Model
Flih Flermarms Cyvacrele - Umcarmung ‘Filth Elements’ Filth Flamass

Idwitiy Brand

Oo

Figure 3-2. Visual format analysis structure [Warell, 2001:113]
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The design of the 320i/I1S250 will first be analysed on their formal aesthetics
to understand the relationship between the primary and secondary form
elements [Warell, 2001]. This will allow a basic understanding of the level of
coherence between the form elements, which will allow further analysis to
determine whether stronger overall design coherence contributes to the
level of visual experiences. Once the formal aesthetic language has been
analysed, the investigation moves onto the meaning-related internal
perceptions based on the research from BMW/Lexus' marketing materials.
Establishing the proposed expressions will allow the researcher to assume a
relationship between the embodied Gestalt principles in the expressions,
based on the analysis of the descriptions of these terms. This assumption of
the relationship between the expression terms and embodied Gestalt
principles will allow analysis and discussion on the features indicated by
consumers, and an examination of the relationship between the two.
Through understanding the relationship stated above, implications for
design could potentially be made. Lastly, this analysis focuses on the
brand-specific and model-specific features proposed by BMW/Lexus for a
comparative analysis between the intended signifiers, and to determine

whether the meanings intended are perceived in the same manner.
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3.1.1 Design analysis of the 320i
This section focuses on understanding the design of the 320i, what design
elements contribute to the visual appearances of the 320i, and how this

design conveys the brand identity of BMW.

VPE: Appreciation

Appreciation in the VPE framework in the context of this research focuses
on the perception of the visual elements of the cars rather than on
meaning interpretation. A wide range of visual elements were idenfified
including the use of Gestalt theory to examine the key features of the 320i
as a visual composition regardless of any associated meanings. Figure 3-3
analyses the formal aesthetics of the 320i, based on the four design focuses
stated earlier, for a level of overall consistency between the primary and
secondary elements of the design as a whole. As displayed in Figure 3.2,
the formal design language consists of a series of lines that define the
characteristic shape of the car. Repetitions of these lines along the form
on the sides are designed to create a strong visual experience [BMW
International, 2007]. Furthermore, on level three of the analysis, it is evident
that both the front and the rear end of the 320i consists of strong groupings
of line transitions, which creates a strong kinship between the visual

elements when perceived as a whole.
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Figure 3-3. Summary of visual elements of the 320i based on automotive design conventions [based on

analysis structure by Warell, 2001].
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Surface Complexity

* Images extracted from official BMW 3 series Catelogue.

Figure 3-4. Analysis of the surface tension on the BMW 320i to understand surface complexity.
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The surface fransitions of the 320i is
illustrated in Figure 3-4 with lines indicating
the surface tension through the use of
concave and convex changes in vertical
and horizontal directions. The surface
complexity of the 320i is described by
BMW as it ‘catches the light', making the
car appears to be in ‘constant
movement'. The element and
composition of the 320i's Kidney grille and
Quad headlights are highly complex,
along with the other brand-specific
features such as the 'Flame surfacing'
involving complex surface transitions.
The double grille consists of layers of
details and is set back from the front to
emphasise the shape of the grile. As
part of the research aim is to examine if
the perception of features are as
intended, the brand-specific and
model-specific features will be examined
in relation to the visual complexity of

composition.




Visual analysis of the 320i - VPE: Association

Association in the VPE framework focuses on the meaning-related signs in
products including the brand-specific cues and proportional stance of the
car body. Asindicated in Section 2.2 on design intent of the 320i and 15250,
product type recognition could be achieved through the proportion and
stance of the car exterior. Table 3-1 indicates the brand-specific and
model-specific features of the 320i that are illustrated in Figure 3-5. To
understand the visual properties of these features, an assumption is made

on each feature relating them to the Gestalt principles. This assumption,

based on the feature's formal aesthetics, will allow an understanding of
how these features are incorporated into the primary and secondary form
elements discussed earlier in this section. This analysis of the formal
aesthetics of the features in appended in Appendix E and gives a basis for
the comparative analysis of the primary research results. This could also
possibly provide an explanation between the formal aesthetic attributes

and consumer perceptions of the field research outcome.

Table 3-1. Brand-specific features of the BMW 320i with official intentions or descriptions [BMW USA, 2007].

Intentions
Provides a flowing aesthetics

Brand-specific Features
Aerodynamic Design

Gestalt Principles

Similarity. ‘The good curve’

Flaming Surface

expressive and entertaining aesthetics

Similarity.

Hofmeister Kink visually attractive and distinctive

‘The good curve'

Kidney Grille symbolic BMW feature

Similarity. Symmmetry. Enclosedness

Roundel Logo

Logo representing the company's heritage

Experience

Quad Headlights
Model-specific features
Coupe-like DLO

Express Elegance and powerfulness

Express Sporfiness by referencing a Coupe-like curve that is incorporated | ‘The good curve'
with the Hofmeister Kink

Enclosedness. Symmetry. Areqa. Proximity

Composition of Down Road Graphic Visually enhancing Kidney Grille

Common movement, Proximity. Symmetry

‘Whiskers' chrome around Kidney Grille | Visually enhancing Kidney Grille

Physical atiributions

Proximity. Common movement

Formal Aesthetic features

Larger Wheels Express sporfiness with larger wheels

Similarity

Bone line Visually enhance the length of the car through flow of line along the side

‘The good curve'

Corner on tail

Visually widen the rear of 320i for a sporty stance ;i

Tail lights Visually widen the rear when the lights are on in the dark

Area. Enclosedness

Shark Fin Antenna

Expressing dynamic and aggressiveness

Experience
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Brand-specific features
Symbolises Brand Image

A. BMW Logo
B. Kidney Grlle
C. Quard-Headlights

Model-specific features
Convey Individuality of
Model

A. Chrome Details to
Enhance Kidney Grille

B. Intergrated Airdam with
Crille

C. Large size wheels

Brand-specific features
Symbolises Brand Image

D. Hofmeister Kink
E. BMW Logo

Model-specific features
Convey Individuality of
Model

D. Coupe-like curve of DLO

E. Shoulder line

F. Tail Lights Emphasis
Honzontality

G. Corner treatment at
Rear

Figure 3-5. Table illustrating the visual signifiers intended by BMW..

46




This research sets out to test whether the brand-specific features have been
successfully perceived as BMW-only, and how they have been interpreted
by consumers under the keywords. Referring to Figure 3-5 illustrating the
brand-specific features proposed by BMW, it is apparent that the design of
headlights and front grille are the most prominent brand-specific aspects in
the design of the 320i. They are also the most obvious elements as they
are positioned in the frontal area of the car and likely to be prominent due
to their strong referencing of Gestalt principles. The following diagrams
examine the consistency and use of the grille and headlights across BMW
models as brand-specific features. Listing from the top to bottom are the
grille/headlights from BMW's lower priced models to its higher retail price
sporfs car model. The left column shows the feature in black and white
while on the right the same images are lightened with coloured lines to
ilustrate the language of element composition. The black lines are used
for identifying the line transition and the red lines identify the quantity and
direction of elements. The M series is not included in this analysis as it is an
enhanced variation of various BMW models. As BMW's signature feature,
the Kidney grille has been greatly modified under the new design direction,
from the positive element to a semi-negative element. Some critics
comment on this as moving away from the original BMW design philosophy.
The primary research outcome will identify if the Kidney Grille is still
successfully perceived by consumers in model recognition within the new

design language.
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Figure 3-6. Comparative examination the Kidney Grille as a brand-specific feature

adoption across BMW models.
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Other than the outer shapes and the elements within the features, Figure 9
3-6 and 3-7 also has a series of brown lines representing the flow of lines

near the headlights. This aims to examine the relationship between the

flow of line and the shape of the headlights; that is, the level of integration £ 8
between the headlight as a feature as the body of the car. Although (9? f‘.-‘,
some of the shape and line transitions are inconsistent, the shape and : :,
secondary element compositions of all the headlights are fully infegrated ;%) g
intfo the body work. The overall adoption of brand-specific features is (: 2
consistent amongst BMW models. The brand-specific features will be '§ :?;
summarised together with the brand-specific features at the end of this ok =
section in the structure of the VPE framework for a coherent overall E ;;é;:
understanding on the design of the 320i. . f:
Visual analysis of the 320i - VPE: Comprehension o =
The Comprehension mode in the VPE framework focuses on any values, Q 2
ideas or notions that are intended to be conveyed through the design of

the 320i. The descriptions of these official expressions with the correlated 0 )
Gestalt principles are listed in Appendix E. The expressions and correlated

Gestalt principles will be compared to the field research outcome in order B &
to identify any pattern in the markets that exists in the types of features % = %

comprehended or associated with the expressions. It will also identify any
Figure 3-7. Comparative examination of the Quad Headlights as a brand-specific

relationship between the analytical principles assumed with the expression
feature adoption across BMW models.

and the features indicated under that specific expression.

48




Design analysis of the 15250

This section focuses on understanding the design of the IS250 in relation to
the L-Finesse design philosophy, and examines the level of cohesiveness
between Lexus' signature brand-specific Arrowhead Motif. Just like the
analysis on the 320i discussed earlier, this section will also investigate what
design elements confribute fo the visual appearance of the 15250 and how

this design conveys the brand identity of Lexus.

VPE: Appreciation

A wide range of physical design attributes are identified in this analysis, in
relation to the Gestalt principles, to examine types or strategies conducted
by Lexus in the design of the 1S250. Figure 3-8 displays the analysis of the
IS250 based on the four main design criteria in automotive design.
Compared to Figure 3-3 on the analysis outcome on the 320i, the I1S250 has
weaker primary and secondary form elements, as the characteristic shape
is less confinuous and the kinship between visual features is wedaker
because it is less concentrated compositionally. As consumers could
appreciate visual features based on their formal aesthetics instead of the
meanings associated with the features, this design appreciation analysis
examines the key features of the 15250 emphasised as brand-specific and
model-specific. Table E-3 in Appendix E lists the key visual features
identified officially by Lexus with its features' relating to the Gestalt

principles.
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Figure 3-8. Summary of visual elements of the 15250 based on automotive design
conventions [based on analysis structure by Warell, 2001].

Lower order form elements
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Surface Complexity

Surface complexity in

Figure 3-9. Analysis of the surface fension on the Lexus IS250 to understand surface complexity.
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This part of the analysis examines the
changes in surface tension. Similar to
many of the cars in production, most of
the surface transitions on the 15250 are
concave surfaces and involve less
complex directional surface tension. This
simplicity in surface is evident in the Figure
39 and one can see that the grille is
treated as part of the surface change
and not set backwards as in the 320i.
Furthermore, this simpler surface
treatment could possibly visually increase
the volume of the car being in ‘constant
movement'; which is intended in this

particular design [Lexus, 20074, b].



Compared to the complexity in the main visual features of the BMW 320i
identified in Figure 3.4 and 3.5 and features on the 1S250 in Figure 3-9, the
grille on the 15250 is simpler with fewer elements and a simpler element
composition.  The vertical grille was emphasised as a feature symbolically
represenfing the sports vehicle category in Lexus. However, this
differentiation through different griles between the SUV, Premium, and
Sports range could potentially confuse the consumers in their recognition of

brand-specific features.

Similar to some Lexus models, the headlights on the IS range consists of
sharp corners that do not incorporate any line flows. For functional
reasons, the majority of the headlights on cars are of high elemental
complexity as indicated in the visual format analysis [Warell. 2001].
Although they contain a large number of elements, the headlights of the
IS250 are simpler compared to the 320i. Ofher than the multi-angle
surface which is designed to reflect the lights, the sides between the
headlight components have a simple chromed surface treatment. When
in use, the lights light up as an individual light siream, in comparison to the

lights on the 320i which light up as multiple circular lights.
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Visual analysis of the 15250 - VPE: Association

This section on the Association mode in the VPE framework focuses on any
expressions that are intended to be conveyed through the design of the
IS250. Table 3-2 identifies a series of expressive keywords representing the
intended meaning of the 15250 that is promoted by Lexus [Lexus, 2007]. To
ensure all meanings identified for this research are intentions of Lexus and

not the researcher's own interpretations, both the expressive terms and

As mentioned in the design intent of 15250, L-Finesse is designed “in tune
with your needs and ways of thinking" to achieve a sirong visual
experience for consumers based in markets with different cultural
backgrounds. However, expressive terms used in L-Finesse are mostly
highly subjective terms relating one's personal preference and cultural

background of aesthetic taste, which leads to the question: How has Lexus

descriptors are based on official Lexus market material [Lexus, 2007]. moderated the design to fit a global market?

Table 3-2. Brand-specific features of the Lexus 1S250 with intentions or descriptions from Lexus (2007).
Brand-specific Features Intentions
Swift yet rapid change in directions

Gestalt Principles
Arrowhead Motif Similarity. Symmetry. Proximity
Lexus Logo N/A - symbolic

Model-specific features

Signifying the brand

Twin-barrel headlight clusters - expressing aggressiveness Symmetry. Exclosedness. Proximity
- disposition the lights higher than the grile to express
Speed and Agility

Grille - Signifying the 15250 as part of the sports vehicle range by | Enclosedness. Proximity
Lexus

- vertical elements in the grille to compliment the
coachwork through highlighting

- Express Sporfiness

- enhancing the narrowing belt-line along the car

Formal Aesthetic features
Physical aftributions

Door mounted mirror Experience.

Coachwork Express a Clean and Muscular line continuing from bonnet | 'The good curve'
to A-pillar
LED tail lights - Express unigue and unexpected sporfing design, and Enclosedness. Proximity

intriguing elegance
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Brand-specific features Brand-specific features

. i Symbolises Brand Image _EeTD Symbglises Brand Image
C S S L : 9 P 3 :% R T 8
4;-:%_7{_ B~ A A. Lexus Logo C. Lexus Logo
5 . = f ] B. Arowhead Motif D. Arrowhead Motif
=~ o~ ‘G— ] . ____r-.'._l- f

Model-specific features
Convey Individuality of
Model

A. Twin-bamel Headlights
B. Grile

C. Door-mount mirror

D. Line-work

Model-specific features
Convey Individuality of
Model

E. LED Tail Light

Figure 3-10. Table illustrating the visual signifiers intended by Lexus.




As lllustrated in Figure 3-10, Lexus as a brand lacks an elemental feature
that signifies its brand identity, since the Arrowhead Motif relates to kinship
between visual features. This lack of a brand-specific elemental feature
indicates that the design language of Lexus is unlikely to be associated as
brand-specific. =~ Referring to Table 3-1 and the identifications of
model-specific design emphasis, a key visual feature of the 320i is the
headlight and the grille. For a comparative analysis between the 320i and
the 15250 the grille and headlights have been compared across all Lexus
models to examine any brand or model-specific relationship between the
cars. As indicated in Table 3-2, the 1S250's grille consists of vertical
elements that are specifically designed for the sports range of vehicles, as
intended by Lexus. However, there is an inconsistency between the use of
this grille feature as both LX and RX models are SUV cars, but these two

vehicles each have a different grille design.
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Figure 3-11. Study of brand-specific elements across Lexus models.
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Figure 3-12. Study of brand-specific elements across Lexus models.

In addition, Figure 3-12 illustrates that the design of headlights from Lexus is
inconsistent as the element compositions consist of various shapes and line
transitions. Referring to the black lines on Figure 3-11, the sharp angular
corners and high positions of the headlights consists of the brand-specific
design  motif. However, this comparative outcome also shows
inconsistency between models in formal design language as the LX and SC
models have a more geometrical shaped light. Relating to the form and
ordering principles of the Gestalt theory, the corners of the headlights do
not compliment or continue the common movement of the secondary lines,
identified as brown lines. This research on the brand-specific features and
proposed brand-specific features reveals that internally Lexus has a lower
level of coherence in its adoption of brand-specific design cues in its

models.

Visual analysis of the 15250 = VPE: Comprehension

The descriptions of these official expressions with the correlated Gestalt
principles indicates that in comparison to the expressions adopted by BMW,
the terms adopted by Lexus are more tangible and hence potentially
create a lower level of consumer comprehension towards the design. The
expression terms and descriptions for associating to the Gestalt principle

are listed in Appendix E for further reference.
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Discussion

Based on the officially published information regarding the design
directions and intended expressions of the 320i/1S250, this design analysis
section analysed the formal aesthetics of these two models to establish the
visual relationship between various levels of form elements. The outcome
of the Visual Format Analysis [Warell, 2001] illustrated in Table 3-3 indicates
that the BMW 320i has stronger visual aesthetics based on its
comprehensive relationship between the form elements. In terms of the
level of refinement and complexity in level four form elements, it is also
apparent that between the design of the 320i and the 1S250, the 320i has
stronger visual aesthetics, since the main design features consist of more

layers of detail and refinement.

As discussed in this section, the 320i also has stronger brand identity design
than the 15250 due to the larger number of brand-specific and
model-specific features of BMW compared to Lexus. Next, in the analysis
using the Gestalt principle on the model expressions in the 320i/I1S250, the
findings indicate that some of the wording used by Lexus is non-explicit and

more tangible.
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These findings, based on the design analysis, will be incorporated into the
design of the questionnaire for the field research. This is to ensure that
data collected from the field research is appropriate and expilicit in order to
enable robust comparative analysis of the outcomes to answer the

research aims.

Table 3-3. Findings comparison of form elements between the 320i and 15250.
Types of Comparison

findings 320i 15250
Form elements
Level 1] L= /}/—ﬂ:ﬂ
< <} | o
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Finding: 320i has stronger and cohesive relationship between the levels of
form elements




3.2 Aim of primary research
The aim of this primary research is to explore the research questions listed as
follow:
A. How are the two cars perceived and interpreted in the two markets?
B. What visual elements are perceived as characteristic for the selected
models (i.e. are visually distinctive)?

C. What visual elements are perceived as signifiers (ie, carry meaning)?

This section systematically introduces the research aim and in designing the
guestionnaire and planning for field data collection. Table 3-4 identifies
the types of questions required to answer the research questions. For clarity
in the categoerisation of the findings chapter for analysis and discussion, the
questions required are also further categorised into the brand-specific and
model-specific question types under the VPE modes. The description
diagrams in Figure 3-13 visually explain the relationship between the tables
and the research aim. The first two columns are used to generate the
questions to ensure a comprehensive finding for further analysis and
discussion. The remaining two columns in this table represent the

sub-models for the categorisation of analyses for the discussion chapter.
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Table 3-4. Research question analyses for questionnaire design for field research.

Research Questions:

Aim for the questionnaire study

Focuses on
Brand/Model

VPE mode

A. How are the two cars perceived and Al. Level of brand distinctiveness Brand Impression
SR pretediR T I RREEas? A2. Level of model distinctiveness Model
A3. Level of brand appeal Brand Association
Ad. How strongly was the perception on the brand? Brand Association
A5, Level of model attractiveness Model Appreciation
Aé. How was the brand values perceived? Brand Association
A7. How consumer perceived the car models 320i/15250% Model Recognition
AB. Continuity of brand identity across models Brand Recognition
A9. Coherence of brand-specific features on the model 320i and 15250 Model Recognition
B. What visual elements are perceived as B1. Ranking on official descriptive keywords on visual attributes of the design/s Model Appreciation
characteristic for the selected models
(Le. ke visually dislinclive)? B2. Features that are perceived with descriptive terms on visual design properties -
C. What visual elements are perceived as | C1. Ranking on official expressive keywords describing o the car design/s Model Comprehension
signifiers ( i.e., carry meaning)?
C2. Features that are perceived with official expressive terms on design features -
C3. Features that are perceived as brand-specific - Association
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3.3 Research design

Amongst the ethnographic research methods for context mapping
(including various observations, interviews, and participatory techniques),
there are degrees of formality used for different types of research. The
strict structure in a formal interview has the downside of limiting the findings
to participants' arguments and reasoning. On the other hand, a casual
interview is designed for a completely open outcome. This study was
conducted through an informal, semi-structured and open-ended interview
approach aiming for a focused finding, whilst allowing flexibility through the
semi-structured interview responses in arguments and opinions about the
320i and 1S250.

A traditional questionnaire based on muliiple choice boxes and rating
scales is only effective in gaining understanding of explicit consumer
responses. One of the aims of this questionnaire is to understand how
consumers perceived the physical exterior design of the 320i and I1S250 on
both the direct presentational level and the dimension of representative
meanings. As these findings require deeper understanding of the

consumers in how they feel and think about the visual elements, a series of

visual stimuli were added to the questionnaires for obtaining this information.

To gain understanding of these perceptions relating to design features, this
questionnaire included two pictogram sections where participants were

asked to identify any specific features by drawing on the images provided.
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Furthermore, participants were required to identify a specific quality or
expression rating for the design from a list of keywords that was provided

earlier with a series of analogue scale questions.

The participatory testing on the 320i and 15250 questionnaire was first
conducted by the researcher and secondly by a member of the public
with no specific interest in automotives. The purpose of this test was to
ensure that the questionnaire's structure and questions were appropriate

and had a logical flow with clear wording.

Following from Table 3-4 in Section 3.2, this section will further develop these
questionnaire objectives using a table structure to identify the exact
phrasing of the question to ensure the finding is valid for academic study.
The full questionnaire is appended in Appendix F, including the visual stimuli
that were shown to the participants. This questionnaire is categorised into
five sections focusing on how a car is perceived visually and what these

perception mean to the recipients:

3.3.1 Section 1: Participant background
3.3.2 Section 2: Brand Impression

3.33 Section 3: Model Impression

3.34 Section 4: Model Appreciation
3.35 Section 5: Model Expression
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3.3.1 Section 1: Background information

Table 3-5. Research design section 1: Participant background.

Question Text Method Questionnaire Aim & VPE Mode
1 Do you consider your self a car enthusiast? Understand the degree of interest in cars as this study Multiple choice -
T focuses on car enthusiasts boxes
2 2 How much do you know about cars? Understand the level of knowledge on automobiles Multiple choice -
o boxes
§ 3 What is your age group? Background information on the age range of Multiple choice -
= participants boxes
‘S_ 4 Which ethnic group do you belong to? Background information as Multiple choice -
:;:-“ New Zealand is a country with diverse ethnic group boxes
= 5 How long have you been living in New Indication on the level of potential experience or Multiple choice -
';‘:' lealand? influence of New Zealand culture on participant boxes
.f-f é What is the brand and model of your dream Indication of vehicle type preference and potentially Multiple choice -
§ care the aesthetic style preference boxes
60 i adel it ko I
7 On what basis do you choose the brand Indication of core value that the preference is based Open-ended -
above as your dream car? on
Section one of the questionnaire is designed to gain background Figure 3-14 illustrates the relationship between the research aim analysis
knowledge of the participants in order to identify any specific pattern of and design of the questionnaire. The structure and aim of this section is
car type preferences in New Zealand and Taiwan. The type of questions listed in Table 3-5 with various methods used for the different types of data
include: the level of interest in automotives, including the basis of their collected. This table has the same structure and layout as the rest of
dream car selection; the participant's ethnic background; and how long tables in this section. After the questions have been identified, the aim of
fhey have been pc[] of the New Zealand/Taiwan culture. the QUESﬁOﬂ is stated along with the 1YDS of methods used. Referring to

the questionnaire design section, the last column identifies the
questionnaire aim and the VPE mode it relates to for further categorisation

with the results in the Findings chapter.
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Section 2;: Model expression

Table 3-6. Research design section 2: Brand Impression.

Question Text
Please write a word/sentence that you would associate
with BMW/Lexus:

Identify how consumers perceived the brand
associated with the 320i/15250

Method

Questionnaire Aim & VPE Model
A4. Recognition
Multiple Model

How appealing do you think BMW/Lexus is?

Determine the degree of brand appeal

Multiple choice

A3. Association

€ . . boxes
3 arfin rEntear rore Undersarnding ]
g 10 Do you consider BMW/Lexus a premium/luxury car brand? | How the brand image has been perceived? VAS A7. Association
o 1 How distinctive is BMW/Lexus compared to other car How different is the brand compared to its VAS Al. Impression
g brands? competitors
o~ | |
,_5_ 12 Do you think cars manufactured by BMW/Lexus share People's perception on the continuity of design | Multiple choice A9. Comprehension
b certain gualities that make them belonging to the same quality across models from the brand boxes
2 “family"?
13 Have you ever experienced cars manufactured by BMW Reference fo examine if the level of perception | Multiple choice -

before?
(including driving/sitting in the car)

on the brand/model is influenced by actual
physical experience with cars from BMW/Lexus

boxes

This section aims to identify the consumers' model-related perceptions to

firstly identify how the brand BMW/Lexus is perceived before more of the

specific questions are asked on the perception and interpreted meanings

of the models 320i/1S250. Question 13 in this questionnaire is designed to

examine whether the perception of BMW/Lexus is influenced by the

participant's previous experience with vehicles from this brand.

With

reference to the research methods review section, VAS in the methods

column stands for Visual Analogue Scale.
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3.3.2 Section 3: Model impression

Table 3-7. Research design section 3: Model Expression.

Question Text Method Questionnaire Aim & VPE Model
14 Referring to the picture above, do you think | Perception on the 320i/1S250 relating to its brand Multiple choice A10. Recognition
8 this model is typical for BMW/Lexus? identity boxes
g 14a. Why pporting
% 15 On the bar below and referring to the images | Comparison of attractiveness and distinctiveness across - -
g provided, please indicate how attractive and | 7 car models in the same class and targeting the same
g distinctive you think each caris? market segment
5;_5 15A-G. Atfractiveness - VAS A3. Appreciation
o
] 15A-G. Disfincfiveness : VAS A2. Impression
. 16 How strongly would you like to drive/own this How strongly did the consumer perceived 320i/15250 Multiple choice A8. Multi model
BMW/Lexus? boxes Associc

1da. Whiye (O] al]

From this section onwards, the remaining three questionnaire sections focus
solidly on how the 320i/I5250 is perceived. The purpose of section three is
to establish how people perceived the vehicles from an overall perspective
both with and without the interpretation of meanings. A series of images
on other vehicle models targeting the same market segment is placed
together to identify how distinctive and atiractive the 320i/I1S250 is
compared to other car models on the market. This question is conducted
by showing the parficipant visual stimuli and requiring the participant to

identify the answer using VAS while viewing the imagery.
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3.3.3 Section 4: Model appreciation

Table 3-8. Research design section 4: Model Appreciation.
Question Text

Method Aim & VPE Model

17 Referring to the photos provided, please mark on the bar to | How the aesthetic values are perceived by the consumers VAS
indicate what you think about the 320i/15250's appearance: | based on a range of descriptive keywords provided

B1. Appreciation

17A. Distinctive/Well-defined

17B. Consistent/Uniform

17C. Harmonious/Flowing

17D. Beautiful/Stunning

17E. Interesting/Fascinating

17F. Ugly/Non-appealing

17G. Balanced/Proportional

17H. Sleek/Elegant

Section 4: Model appreciation

171. Simple/Clean

18 Referring to the photo, please mark on the picture below to | How specific features are been perceived based on the Pictogram
keywords in question 17

indicate the features of the car that appeals to you.

B2. Appreciation

This section is designed to identify how consumers appreciate the visual
elements and appearances of the 320i/1S250 holistically and analytically.
The participants were shown black and white images depicting the
fronf-side and rear-side corners of the 320i/IS250. The holistic perception of
cars was conducted through participants giving a VAS rating, assessing the
visual quality of the 320i/1S250 based on viewing the imagery. Following
this, the same images were shown again and participants were asked to
indicate features using the visual attributes listed in the VAS question. The
purpose of this was to understand how participants analytically perceived

the designs. Part of the research aims at examining the different attributes

of impression to see if the marks for keywords correlate with the pictogram
outcome. Table in Appendix E clarifies the terms that are listed in section
four of the questionnaire by defining the terms in accordance with the
definitions and how the terms relate to the Gestalt principles. Terms listed
in Table 3-8 are selected as a set of different visual qualities and used to
gain a comprehensive understanding of the various perceptions from
consumers. This analysis on how these terms relate to certain Gestalts will

serve a base for the analysis and discussion of the findings.
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Section 5: Model expressions

Table 3-9. Research design section 5: Model expression.

Question Text

bar to indicate what
appearance:

Referring to the photos provided. please mark on the
you think about 320i/15250's

Expression terms for 320i and 15250 questionnaire desig

How the aesthetic values are perceived by the consumers
based on arange of expressive keywords provided

Questionnaire Aim

C1. Appreciation

8 Term Descriptor Term Description

g @ 19A. Dynamic Well-defined g 19A. Luxury High quality/Exclusive

i -g 19B. Versatile Innovative w | 19B. Sporty State of motion/aggressive
[ & | 19c. Elegant Sleek/Lightness E 19C. Distinctive | Unique/Refined

e & | 19D. Modem High-tech/Stylish W | 19p. Confident | Bold

.'g g 19E. Desirable Confident/Focused § 19E. Simple Seamless/Flowing

‘E 19F. Sporty Powerful/Athletic 19F. Style Elegance/Visually arresting
“ 19G. Comfortable Luxuries/Enjoyable 19G. Evocative Exquisitely beautiful

20 Referring to the photo, please mark on the picture
below to indicate the features of the car that appeals

fo you. (example given)

How specific features are been perceived based from the
keywords in question 20

Pictogram -

20.A-G

z C2. Appreciation

20H.

Identify which features are been perceived as brand-specific -

C3. Comprehension

This section of the questionnaire focuses on

perceptions and interpretations of the 320i/1S250.

the meaning-related

The yellow highlight in

Table 3-% is the list of terms intended to express the design of the 320i/1S250.
The use of official expressive terms will allow comparative analyses
between the internal and external perceptions of these two cars. The

structure of this questionnaire section is the same as the previous section on
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mcdel appreciation, enquiring on holistic model comprehension following
analytical comprehension. As this section relates to meanings of the
design perceptions, the pictogram section has an additional keyword
asking the participants to indicate any features that symbolise the brand

BMW/Lexus on the 320i/1S250.




Chapter 3. Methods - Primary Research

3.4 Discussion
To understand consumer perceptions towards two different car designs, this
chapter is based on the secondary research outcome that covered the
theoretical base and the background of the two markets and design of
two cars. The questionnaire design in the primary research study, the
design analysis of the two car designs, and the use of explicit expressions
drawn from official sources allow a validated comparative analysis of the

outcome between internal and external perceptions of the 320i/15250.

Referring o Appendix C for the full questionnaire, the questionnaire sections
are designed to initialy establish the participants' background, and then
move from brand-related questions towards questions relating to the
consumers' understanding of expression-intent by BMW/Lexus. The VAS
answering method was commonly used in this section to indicate precise
perceptions for the participants. Furthermore, the design of the pictogram
sections in the questionnaire was to examine consumers' visual perceptions
towards the 320i/I1S250 analytically, by indicating visual features on the
images. Comparing the VAS and the pictogram outcomes on visuadl
attributes and expressions of the 320i/1S250, a relationship between the
holistic and analytical levels of perceptions can be understood. This
understanding will potentially establish the patterns of consumer
perceptions which could be implemented into the design process in

automotive design; or justify design decisions relating to form and ordering

of the car exterior. Furthermore, an understanding between the holistic
and analytical perceptions and understanding of designs will open up
topics and areas for further research between the formal aesthetics and
visual experience. The semi-structured approach was chosen to allow a
deeper understanding of participants’ responses and to answer any queries
they might have regarding the questions. It also allowed the researcher to
gain full understanding of the open-ended comments given by participants
supporting their VAS or multiple choice answers. In the following chapter

(Findings) the outcome of the field research will be described.
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Chapter4. FINDINGS

The aim of this research is to understand how consumers perceive
automotive designs in different markets that have a different cultural
context. Referring to Chapter Three on Primary Research Design, the
questionnaire was designed based on the research questions, aiming fo
cover perceptions in both presentation and representation domains.
Appendix G presents the overall questionnaire outcornes in four sets: first
the outcomes for the 320i in both markets and then those for the 1S250.
Due to the scale of this research and to achieve a flow in presenting the
findings, the summarised tabulated findings are attached in Appendix H.
Each table number is prefixed with an 'H' and the findings are categorised
under the questionnaire sections to allow easier cross referencing to the

questionnaire questions.

As identified in the last chapter, the participant groups are compatible
because this research was conducted at automotive-related events in
New Zealand and Taiwan and targeted car enthusiasts. The data
collection in both markets was conducted by semi-structured interview with
the guestionnaire on a clipboard and a pen provided by the researcher.
The participants were randomly selected and no personal information was

recorded; all 60 participants voluntarily participated in this research.
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The New Zealand study was conducted at a classical car show in Pukekohe,
a town near Auckland well- known for ifs sports car racing facility. This
classical car show was an admission-only outdoor event with a popularity
contest amongst the viewers held at the end of the show. The field research
was carried out in an area where the on-show vehicles were displayed.
This venue selection resulted in a minority group of participants giving lower
than average responses, based on their comparison between classical and
contemporary car designs. On average, the questionnaire took the
participants a maximum of 15 minutes to complete. Some participants

commented that the questionnaire was too long.

The Taiwan study was conducted at an admission-only automotive
modification and automotive parts expo in the capital city Taipei.
According to the official expo organiser, this expo is Taiwan's largest annual
automotive-related event, attracting local and international visitors. The
field research was conducted in the same manner as the New Zealand
research but, for the market-related comparison of this study, only show
visitors who appeared to be local were approached. On average, the
participants in Taiwan spent 20 minutes on each questionnaire and were

contemporary car enthusiasts rather than classic car enthusiasts.




4.1 BMW in New Zealand
As identified in the Infroduction, the key findings of this field research on the
320i from the Classical Car show are appended in Appendix H in Tables
H-01 to H-05. Overall, the results from the first section of questionnaire
indicate that the New Zealand participants consisted of a diverse mix of
age groups dominated by people in their 40s; the respondents had a good
level of interest and knowledge in automotives; and the most popular
dream car preference was the super cars, followed by premium, and

classical cars (Table H-01).

The outcome of section two (listed in Table HO2), shows a mixture of positive
and negative written comments which are further supported by
medium-level ranking outcomes for the questions. The maijority of the
participants associated the brand BMW as a premium car brand and very
few connected BMW with mechanical performance. A few commented
on the commonness of BMW cars on roads, and that the exterior styling of
BMW cars did not appeal to them due to their strong preference for other

vehicle categories such as SUV or Classical.

The outcomes from section three of the questionnaire are presented in
Table H-03. The main emphasis of this section is to examine model
impressions across seven cars in the same market segment. Based on the

exterior design of these models, BMW 320i was not rated as the most

distinctive car, but was recognised as the most attractive car. The results
indicated that cars by Cadillac and Volvo have the largest mark variation
between their distinctiveness and attractiveness ratings. The majority of the
respondents recognised the exterior of the 320i as a BMW model, with
comments based on brand-specific features of BMW such as the Kidney
Grille.

Table H-04 shows resulls from the fourth section which focus on visual
appreciation.  The results show inconsistency between consumers'
appreciation viewing pictures of the 320i and actually identifying features in
the pictograms. Overall, the strongly perceived attributes in the outcome
for question 17 had low average marks, between 50 and 60 out of 100.
Unsurprisingly, the grille was the strongest feature identified in the various

written comments.

It is evident from the fifth section on Model Expression (Table H-05) that
participants responded differently to viewing the pictures and identifying
features in the pictogram. The average mark for the strongest expression
outcome for question 19 was between 50 and 60, which is similar to the
model appreciation section from Table H-04. The finding from this model
expression section shows that participants strongly perceived the whole car

and Kidney Grille as strongly expressive.
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4.2 BMW in Taiwan
Tables H-06 to 10 in Appendix H present the findings from the BMW Taiwan
study. Referring to Table HO06, the background information of the
participants is similar to the New Zealand study. The participants came
from a wide range of age groups, dominated by people between the ages
of 20 and 30. In general, the respondents have a good level of interest in
cars with an outcome of 3.3 out of 5, where 5 represents strongly interested.
However, they are not as knowledgeable as the New Zealand respondents.
The most popular preference of dream car was for super cars, followed by

premium vehicles and classical cars.

Overall, the written comments from section two of the survey (Table H-07)
are mostly positive with even the negative comments having relatively high
rankings, compared to the New Zealand public. Furthermore, the
Taiwanese participants gave a higher average ranking on the VAS than the
New Zealand 320i participants.  Similar to the New Zealand outcome, the
Taiwan results indicate that people mostly associate BMW with its visual

appearance and its representational values.

The outcomes from section three of the questionnaire are shown in Table
H-08. Asin the New Zealand results, the BMW 320i was not rated the most
distinctive car, but was recognised as the most attractive car. One

interesting result is that although Mercedes Benz was frequently mentioned
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in the dream car question, it was not amongst the top three strongest cars
marked for attractiveness and distinctiveness. The level of interests in the
320i is dominated by a mix of aesthetic appreciation and representative

association from the respondents.

Table H-09 shows the results from section four focusing on aesthetic-related
appreciation. Compared to the New Zealand survey results, the strongest
expressions from questions 17 and 18 are inconsistent. However, the
keywords for strongest holistic appreciations are similar to the New Zealand
findings. The results from this section match the overall positive responses,
as the only negative expression keyword is rated the weakest expression by
the consumers. The overall whole design of the 320i was rated as the

strongest feature of the design by the Taiwan consumers.

It is evident from Table H-10 that the participants responded differently to
viewing the pictures and indicating features in the pictogram. Compared
to the New Zedaland study outcome, the average marks for the strongest
expression outcome in question 19 are higher. From this model expression
section the findings show that participants strongly perceived the car as a

whole as most expressive.

It is interesting to note that Taiwanese participants' focus on the features on

the front of 320i as being brand-specific and only the logo was identified on




the tail of the car. Although the whole car has been widely identified
under various expressive keywords, the overall design of the 320i is not

perceived as brand-specific.

4.3 Lexus in New Zealand
Tables H 11 fo 15 in Appendix H present the findings from the study of the
Lexus 15250 in New Zealand. Table H11 lists the findings from section one on
the New Zealand participant backgrounds. In general, the respondents
have a good level of interest in cars and their level of knowledge in cars is

similar to the BMW New Zealand outcome.

Table H12 summarises the results from section two of the survey on brand
impression. Overall, the written comments relating to the country of origin
were largely negative, and the positive comments were mainly based on
performance aspects such as engineering and durability. Furthermore,
the New Zealand participants gave similar levels of average rankings
compared to the BMW participants. One interesting finding on brand
image association in question 10 is that two participants recognised Lexus
as a premium brand only because it is a competitor to car maker BMW.
Compared to the BMW New Zealand study, there were fewer participants

who had experienced Lexus cars before.

The outcomes from section three on Model Impression are shown in Table
H-13 with its main emphasis on examining model impressions across seven
cars in the same market segment. Similar to the BMW finding on question
15, BMW, Mercedes Benz and Audi were rated the most distinctive and
attractive cars and in the same order. The level of interest in physically
experiencing the 15250 is moderately high in New Zealand, with only one
participant giving comments relating to the representational value of the

design.

Table H-14 displays the finding summaries of section four on the
questionnaire, Model Appreciation. The number of pictograms indicated
by the Lexus participant was less compared fo the BMW study from New
Zealand and Taiwan. Furthermore, the Lexus study findings show that
there is no particular expression that was strongly perceived by the
consumers analytically. Furthermore, there is a dramatic difference
between consumers’' holistic and analytical perceptions, this is because the
visual appearance of 15250 has been analytically perceived as
Ugly/Non-appealing! The results from this section match the large amount
of negative perception and responses as the only negative expression.
keyword is rated as one of the strongest expression by the consumers.
Unsurprisingly, a wide range of features including the whole car were

identified as 'Ugly/Non-appealing'.
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Table H-15 displays the findings of section five, Model Expression. Unlike the
BMW studies, Lexus participants responded very closely to viewing the
pictures and identifying features in the pictogram. The average marks for
the strongest expression, from the outcome of question 19, are low
compared to the New Zealand study outcome, being only in the 50s range.
The findings from this section suggested, therefore, that no particular
features are particularly strongly perceived by participants. One
interesting finding from the perceived expressions of Lexus from the New
Zealand consumers is that there is a wide mix of features that were
perceived by the participants compared to BMW's results, which the frontal

portion of the vehicle attracted most of the attention.

4.4 Llexus in Taiwan
Tables H-16 to 20 in Appendix H presents the findings from the study of the
Lexus 15250 in Taiwan. Table H-16 lists the findings of section one of the
questionnaire.  Similar to the New IZeadland study, the Taiwanese
participants came from a wide range of age groups, dominated by people
aged between 20 and 30 years old. In general, the respondents had a
stronger level of interest and average level of knowledge in cars compared
to the Lexus participants in New Zealand. The most popular preferences of

dream cars were the premium brands, and secondly some super cars.

Overall the written feedback shows a mix of positive and negative
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perceptions towards Lexus as a brand. Referring to Table H-17, there is
frequent emphasis on the country of origin and preference for European
cars over Japanese. Most of the parficipants' physical experience with
Lexus cars perceived the 1S250 positively based on their experiences.  This is
evident because consumers, who had not physically experienced Lexus
cars, mostly allocated lower marks and negative written comment
associating Lexus as an economical car. Compared to the BMW

outcomes, the Lexus results generally show lower average rankings.

The outcomes from section three are shown in Table H-18 with the main
emphasis on examining model impressions. Lexus has not been strongly
recognised by the Taiwan participants. Interestingly, Cadillac was rated
both highly atfractive and distinctive by the Taiwan public while the New
Zealand participants perceived the Cadillac as less attractive but highly
distinctive. Unlike the BMW outcome, the responses on the level of interest
in the 1S250 show that there is a lack of perception on the representational
values of the 1S250 or Lexus. The country of origin has been highly

associated with positive and negative comments by participants.

Table H-20 shows results from section five focusing on meaning-related
appreciations from the Taiwan public. Similar to other questionnaire
outcomes, the strongest expressive terms appreciated by the Taiwan

participants for question 17 and 18 are mostly inconsistent. Under close




investigation, the term ‘Ugly/Non-appealing' has the weakest holistic
perception in Taiwan, but analytically from the pictogram outcome, there is
a considerable amount of indication of the features on the frontal portion
of the 15250. Surprisingly, the strongest feature perceived by the Taiwan

participants is the flow of form from the hood continuing onto the beltline.

From Table H-20 it is evident that there is a strong correlation between
consumers' holistic and analytic perceptions on the 1S250. This is because
the same expression has been strongly comprehended on both the VAS
and pictogram outcome. The average marks for the strongest expression
from the outcome of question 12 on model expression under the VAS
method are lower compared to Taiwan BMW study. Similar o question 17
and 18 on model appreciation, the strongest features are the line work from
the front onto the belfline, and the headlights. It is interesting to note that
the Taiwanese participants only strongly identified the logo at the front and

rear of the 1IS250 as being brand-specific.
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Chapter 5. ANALYSIS AND DISCUSSION

The findings on consumer perception of the BMW 320i and Lexus 1S250 will
be presented in logical steps of product experience. This includes the
initial visual impression, differentiating these two cars from their competitors,
visual perceptions of the cars, and interpretation of the various meanings.
The categorisations of visual experiences of the 320i/IS250 are based on the
VPE framework modes [Warell, 2007]. Figure 5-1 displays the primary and
secondary relationships between the chapter sections and research
questions to clarify the focus in each section. Figure 5-2 introduces the
colour coding within the analysis table in this chapter for easy reference

and understanding on the relationship between outcomes.

This chapter starts with an analysis and discussion of consumer perceptions

of the 320i and I1S250 in both markets (section 5.1). Referring to Figure 5-1,

this section analyses all four sets of outcomes individually as a foundation
for the remaining three comparative sections in this chapter. To avoid
repeated analysis and discussions in the body text, the information
presented in this section focuses on answering research questions B and C
listed in Figure 5-1. As research question B and C focus on the consumers'
visual perceptions of the 320i/1S250 with and without related meanings, the
analysis and discussions of the VPE modes of Impression, Recognition, and

brand association will be appended in Appendix |, due to its secondary
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relationship to the aim of this section. The remaining sections focus on the
comparative analysis and discussion referring to specific research questions

that are structured under VPE modes.

Based on the analysis of the key findings from section 5.1, section 5.2
analyses the differences and similarities in perception between BMW and
Lexus in the same markets. This comparison examines how cars with

different design intents are perceived and interpreted by consumers.

Thirdly, the analysis and discussion in section 5.3 shifts from looking at the
differences between the perception of the 320i/1S250 in different markets to
the cultural-related influences between New Zealand and Taiwan. This
inter-market comparison on the differences and patterns in consumer
perceptions wil suggest how culture and social values influence

consumers' perception on the same designs.

Based on the previous three sections, section 5.4 examines the relationship
between the intended and external perceptions of the design of the
320i/15250. Through this comparative analysis and discussion the research
aim of mapping these various perceptions of 320i/IS250 is possible. This
section will thus provide arguments for the implications on automotive

design.




Sections on
anlaysis and discussion

[Seclion 5.1:
Consumer Perceptions on 320i/15250

Seclion Focus:

BMW in New Zealand
BMW in Taiwan

Llexus in New Iealand
Lexus in Taiwan

Fechion 5.2:

Consumer Perceptions between
|BMW/Lexus

Section Focus:
1BMW (NZ/Tw)
Vs

Lexus (NZ/Tw)

[Sechion 5.3
Consumer Perceptions between
New Zealand/Taiwan

Section Focus:

New Zealand (NZ/Tw)
vs.

Taiwan (NZ/Tw)

[fechion 5.4:
Internal and External Perception

Section Focus:

BMW (internal) Lexus
vs.

BMW (External) Lexus

Relatins to Research Aim
m—— Primary ==== Secondary

Research Questions

A. How are the two cars perceived and interpreted in

7 khe two markets?

B. What visual elements are perceived as characteris-
tic for the selected models?

C. What visual elements are perceived as signifiers
(i.e. carry meaning)? And what meanings are
conveyed by those visual elements?

D. Do internal intentions and external perceptions
imap? What are the differences and coherencies?

IE. Are there any differences in perception and
imeaning in different markets? What are those
differences?

Figure 5-1. Relationship diagram between the various comparative discussions and the research questions.
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Figure 5-2. Description of the colour coding on text in the analysis and comparison tables.
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5.1 Consumer perceptions on 320i/1S250
To understand what visual elements are perceived and interpreted in
different markets, the section entitled 'VPE: Appreciation' analyses and
discusses findings on consumer perceptions; specifically on the formal
aesthetics of the 320i/I1S250. First, the strongest holistic perceptions of the
320i/1S250 will be presented with features indicated in the pictogram
questions, which examines the relationship between the visual attributes
and the features under which they were appreciated. Figure 5-2

describes the colour coding of text for analysing the outcome. The Gestalt

principles embodied in the attribute and the feature will then be compared,

searching for a pattern of trends in how consumers perceive visual features
on the 320i/1S250. The purpose of this is fo gain understanding of the
relationship between the features appreciated and the visual attributes.
Next, the strongest feature from the pictogram findings will be analysed by
comparing the Gestalt principles related fo both the visual feature and the
descriptive attributes for a ‘common’ Gestalt principle. To conclude the
VPE: Appreciation section, the strongest attributes, based on the analytical
perception findings, will be analysed in the same manner as the VAS

analyses mentioned earlier.

A similar analysis process to that used in the model appreciation section
was conducted for the VPE mode: Comprehension, which focuses on the

meaning-related perceptions of the visual aesthetics of the cars. The

purpose of adopting the Gestalt principles is to examine whether there is
any specific type of quality in a feature that correlates to certain attributes
or expressions. Such understanding will allow the establishment of a
system that could potentially help designers to justify their design intentions

on automotive designs.

Overall, the participants consisted of a mix of gender and age groups,
ranging from teenagers to over 60 years of age. Compared to other types
of methods, such as multiple choice and open-ended questions, the
pictogram questions were the most time consuming. This is because
participants spent most of their time thinking and analyzing in order to
identify their visual perceptions and understanding on the design of the
320i/15250. Also, the majority of the participants had the tendency to

indicate similar rankings for scale bars that appeared in a set.

One major reflection on the Taiwanese participants is their notion of
identifying the car brands before answering the scale ranking questions for
attractiveness and distinctiveness on cars. Compared to the New Zealand
participants the majority of the Taiwan participants had more difficulty
identifying features on the pictograms. In comparison, the New Zealand
participants identified more frequently with the pictograms. However,
Taiwanese car enthusiasts identified more features than the New Zealand

participants.
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5.1.1 BMW in New Zealand
The 320i questionnaire partficipants had an above average level of interest
in motorcars. At the same time their level of knowledge in motorcars is
also above the average. The participants were, therefore assumed to
have knowledge on the super car brands. Their level of interest in motor
vehicles could explain why the super car brands were strongly identified as
the dream car by é out of 15 participants. Interestingly, the main criterion
for the dream car selection was the visual appearances of a car rather
than performance. This type of vehicle preferences could also be
influenced by the independent cultural context of New Zealand; the notion
that goods are perceived as a source of pleasure rather than an emphasis
on their representational values. For this reason the dream car selections
were based on the visual aesthetics of cars which further emphasises the
importance of visual perception in products to gain differentiation from
one's competitors. It will be interesting to examine the study outcomes
from Taiwan since the Taiwanese market is characterised by conspicuous

consumption behaviour due to its interdependent culture.

VPE: Appreciation

Table 5-1 lists the findings on the appreciation of visual elements based on
viewing the images of the 320i. They are not particularly strong as shown
by the average marks in the 50s out of 100. Interestingly, under

comparison, the most appreciated terms all share similar visual
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characteristics, identified under the Gestalt theory, with stronger emphasis
on the lines of the 320i, as indicated in Figure 5-2. The next part of the
discussion is based on the analysis of the pictogram findings on consumers'

appreciation of the visual elements.

Table 5-1. Findings on highly appreciated qualities on VAS.

Finding Summary Gestalt's physical attributes

1. Simple/Clean (56.6/100) ‘The good curve'. Similarity.

Common movement.

2. Harmonious/Flowing (56.3/100) ‘The good curve'.

Common movement.

3. Consistent/Uniform (54.7/100) Similarity. Common movement,

Level2 C ferat
Shopes Higher order form

elements
L ///-’:::; - Convey form properties
= Sl . - Connection between basic

forms

Level 3. Kinship Between Fea-
tures Secondary order form
b elements =Y

\

Ly - Convey overall coherence
ol

e an 'ﬁ - Secondary connection to -:‘“—___:: Vo

s enhance the basic form

Figure 5-3. Design analysis of 320i on the flow of lines and line transitions.




Table 5-2. Strongly ranked (1st) attributes on the 320i by New Zealand participants.

Strongest VAS Attributes Gestalt Principles
Intended design feature included
1. Simple/Clean (56.6/100) ‘The good curve'. Similarity.
Common movement.
Freahimear= i |
Overall car exterior Similarity. ‘'The good curve'
Aerodynamic Design. Flame Surfacing
Side of 320i Similarity. 'The good curve'
Bone line. Flame Surfacing
Quad headlights Enclosedness. Area. Proximity
Air dam (corner) Common movement. Proximity.
Part of Down Road Graphic
Rear Bumper Area. Enclosedness
Flame Surfacing
| Lower rear side area -
| Flame Surfacing

Holistically, the atiribute Simple/Clean was the most widely appreciated
visual quadlity on the 320i. Unexpectedly, the quality of Simple/Clean is not
widely indicated in the pictogram section and no feature was commonly
appreciated. This could possibly be because the embodied Gestalt
principles relating to this quality are based on the overall shape and visual
relationship between elements. As indicated on Table 5-4, there is a lack
of coherence between the embodied ordering principles of features
indicated and the attribute. Overall the features appreciated as
Simple/Clean commonly share the physical attributes relating to repetition,

line continuity, grouping of elements, and the use of positive shape.

Figure 5-4. Features on 320i indicated as Simple/Clean in New Zealand.
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The attribute of Harmonious/Flowing in the 3200 has been highly
appreciated both from the VAS results and the pictogram findings. The
strongest perceptions of Harmonious/Flowing on visual features are the
continuous lines and, unexpectedly, the front DLO cormner. Other features
indicated also share similar Gestalt principles, relating to ‘the good curve'
and ‘Common movement'. It is evident that both attributes Simple/Clean
and Harmonious/Flowing share the same Gestalt principles based on the
definition of these terms. However, the type of responses on the
pictogram are slightly different. The attribute Harmonious/Flowing were
perceived and indicated with more use of line and arrow. One other

fascinating finding from this exercise is that the type of keywords used could

possibly be influencing the mode of response.

RS e S X P e

Figure 5-5. Features on the 320i indicated as Harmonious/Flowing in New Zealand.
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Table 5-3. Strongly ranked (2nd) atiributes on the 320i by New Zealand participants.
Strongest VAS Afiributes

Gestalt Principles

Intended design feature included

2.Harmonious/Flowing
(56.3/100)

Line flow

‘The good curve'. Common movement.

‘The good curve'. Common Movement
Bellline, Aerodynamic Design

Side panels (incl lower one)

‘The good curve’
Flame Surfacing

Bone line

‘The good curve'. Common Movement

Kidney Grille

Area. Similarity. Proximity.
Whiska's chrome details

Front slope of DLO

Common movement-

Roof

‘The good curve'-




Table 5-4. Strongly ranked attributes on the 320i by New Zealand participants.
Strongest VAS Aftributes Gestalt Principles

Intended design feature included
Consistent/Uniform (54.7/100)

Similarity. Common Movement.
Features

these features all share the Gestalt principle of 'Common movement'

together with the quality Consistent/Uniform.

Bone line ‘The good curve'. Common Movement
Bone line i
Rear Bone line Common movement
Flame Surfacing
Door handles Experience. Common movement
Flame Surfacing 1
Kidney grille Area. Similarity. Proximity.
Whiskas chrome details

Similar to the attribute Simple/Clean, the terms Consistent/Uniform were not
strongly indicated under the pictogram methods but were highly
appreciated in the VAS results. However, a feature relating to this
particular attribute was very consistently indicated by New Zealand
participants. One striking finding was that the grille, as a feature, was
strongly perceived as Consistent/Uniform. When referring to the
background research relating key features and the Gestalt principles, the
grile is a highly complex element with a high degree of ‘Similarity'. This
could possibly explain this outcome that the grile has been strongly
perceived as ‘consistent/uniform’. This also supports the argument that

features and attributes that have similar physical order principle are often

perceived together. This is based on the outcome that the remaining

Figure 5-6. Features on the 320i indicated as Consistent/Uniform in New Zealand.

three features are all in the same area along the bone line of the 320i, and
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Amongst all the features indicated under the various attributes, the front
grile as a visual element has been strongly appreciated by the New
Zealand participants. Table 5-5 is based on the visual analysis study. The
Kidney Grille is categorised under three Gestalt principles of Similarity,
Proximity, and Enclosedness. The large number of elements positioned
within the double grille created a strong and clear Gestalt, which is the
most appreciated visual element in the New Zealand study. Based on the
pictogram findings, the grille was appreciated under various keywords; the
strongest appreciated terms are listed in the right hand column in Table 5-5.
Furthermore, the ‘Whiskas' chrome detail was added fo the 320i to
emphasise the grile as a brand-specific feature, and based on the
pictogram outcome, the chrome detail possibly contributed to consumers'

strong visual perception of the Kidney Grille.

Table 5-5. Comparison between the visual attributes of the feature and terms
appreciated with the feature.

Kidney Similarity. Proximity. Eclosedness
grille Proximity. Similarity. Area. Enclosedness Distinctiveness
Well-defined

The key feature of this research is to understand consumer perception of
cars using different types of guestionnaire methods to determine how
people holistically and analytically perceive cars. Following on from
analyses and discussions of the most frequently indicated features from the
pictogram findings, subsequent analysis focuses on the attributes that were
strongly indicated by New Zealand participants. Comparing the VAS and
pictogram findings on consumers' appreciation of the 320i, the same set of
attributes of visual qualities are being perceived differently. This suggests
that people perceive a car differently when viewing an image of the car
and when identifying features on the image. This inconsistency in the
outcome between different models of perceptions could possibly be due
to the participants' weaker ability - as non-designers - to describe forms and
elements of cars. The following pages will analyse and discuss the findings
of the pictogram outcomes on attributes, as shown in Table 5-6, and
investigate the relationship between the visual implications of the terms

and the features indicated based on Gestalt principles.

Table 5-4. Findings on highly appreciated atiributes on pictogram.

Similarity. Common Movemenl. Consistent/Uniform

'The good curve', Commeon Movement.

Harmonious/Flowing

‘The good curve'. Similarity.,

Common Movement.

Sleek/Elegant

‘Similarity’ and ‘Common movement' are the common principle in Kidney Grille and

descriptive terms listed above !
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Strongest Pictogram Affributes
1. Distinctive/Well-defined
14 indications

Gestalt's physical attributes
Proximity. Similarity. Area.
Enclosedness

2. Balanced/Proportional

Proximity. Similarity. ‘The good curve’.

13 indications
3. Harmonious/Flowing ‘The good curve'.
10 indications Common movement.




Table 5-7. Strongly indicated (1st) attributes on the 320i by New Zealand participants.

pnge oqra A pute 2510 Dle

1. Distinctive/Well-defined Proximity. Similarity. Area. Enclosedness
DRG Common movement. Proximity. Symmetry
Composition of the frontal area
Kidney Grille Area. Similarity. Proximity.
Whiskas chrome details
Quad headlights Enclosedness. Area. Proximity
Air Dam Common movement. Proximity.
Part of Down Road Graphic
Wheel arch Area. Enclosedness
Flame Surfacing
Bone line ‘The good curve'. Common Movement

The terms Distinclive/Well-defined as visual atfributes have the most
indications amongst the terms provided. However, comparatively these
terms were not as strongly appreciated under the VAS outcome. Referrng
to Table 5-7, the Gestalt principles between the term and features identified
shows a high degree of consistency in the principle ‘Proximity'. This
consistency suggests the notion that consumers sub-consciously perceive
the visual elements that have similar Gestalt principles as the specific
descriptive terms.  Figure 5-7 identified that consumers mainly appreciated
the attribute on the frontal part of the 320i as distinctive and well-defined.
This matches the design intentions of BMW, as the frontal portion of the 320i
was highly emphasised with a design that integrated the bumper into the

hood and wheel-arches. Interestingly, Gestalt principles relating to the

Kidney grille as a visual element are a total match with the Gestalt principle

of the descriptive terms Distinctive/Well-defined.
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Comparing the visual features indicated as Distinctive/Well-defined, this
outcome shows a lesser degree of consistency in the embodied Gestalt
principles between the features appreciated. Figure 5-8 and Table 5-8
indicates that consumers mainly appreciated the overall feature and visual
continuity of the lines on the panels as Balance/Proportional.  Surprisingly,
the Shark Fin antenna was appreciated under this particular term but this
visual element has a different Gestalt principle to the attribute. This could
possible relate to the antenna complimenting the overall exterior through its

symmetrical design as a small feature on top of the DLO curvature.

Table 5-8. Strongly indicated (2nd) attributes on the 320i by New Zealand
participants.
Strongest Pictogram Aftributes Gestalt Principles

Intended design feature included

Proximity. Similarity. ‘the good curve’
Features
Overall exterior ‘the good curve'. Similarity.
Aerodynamic Design. Flame Surfacing
Air Dam Common movement. Proximity.
Part of Down Road Graphic
Quad Headlights Area. Proximity. Enclosedness.
Side of hood Area. Enclosedness
Flame Surfacing
Line flow ‘the good curve'. Common Movement
Aerodynamic Design
Roof ‘the good curve’
Bone line and Lower side ‘the good curve'. Common Movement
panels Bone line. Side
Shark Fin antenna Experience
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Figure 5-8. Features on the 320i indicated as Balanced/Proportional in
New Zealand.




The features that have been indicated as Harmonious/Flowing are mostly
surface and line flows. Consistency of the Gestalt principles between the
attribute Harmonious/Flowing and the features indicated is strikingly high.
This match supports the notion that consumers perceived the ‘hidden
principles' between expression attributes and physical features coherently.
Interestingly, the Kidney Grille was indicated by one participant with this
descriptive attribute, but the Gestalt principles do not match with the

principles relating to Harmonious/Flowing.

Table 5-9. Strongly indicated (3rd) attributes on the 320i by New Zealand participants.
Strongest Pictogram Gestalt Principles

Attributes Intended design feature included
3. Harmonious/Flowing ‘The good curve'. Common Movement.
Features
Kidney Grille Area. Similarity. Proximity.
Grille
Front slope of DLO Common movement.
Line flow ‘The good curve'. Common Movement.
Aerodynamic Design
Roof ‘The good curve'.
Side (includes bone line. ‘The good curve'. Common Movement.
Lower side panels) Bone line. Side, Flame Surfacing

Figure 5-9. Features on the 320i indicated as Harmonious/Flowing in New Zealand.
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VPE: Association

Table 5-10. The strongest expression on pictogram findings of brand-specific
associations on the 320i by New Zealand participants.
Gestalt Principles

Intended design feature included

Strongest Pictogram Expressions

1. Brand-specific (x12)

Features
Power Dome

Similarity. Proximity. Enclosedness.
Common movement.
DRG Common movement. Proximity.

Wheels Similarity

Roundel logo at rear Experience

Rear area (upper middle) ‘The good curve'

Overall design of 320i Similarity. ‘The good curve'
Aerodynamic Design. Flame Surfacing

The most highly associated expression of the 320i, as indicated in the
pictogram, is the meaning of what represents BMW as a brand. The visual
feature of Power Dome is the strongest feature associated as
brand-specific. The only brand-specific features that were not indicated
by New Zealand consumers were the Quad headlights and the Hofmeister
Kink. The model-specific feature, such as the wheels, was also associated
as brand-specific by the participants. The strong association of the grille is
based on BMW's long history of adopting this shape and form language.
The discussions of this feature in model appreciation also indicate that the
grille creates a strong Gestalt experience. Compared to the Kidney Grille,

the Hofmeister Kink has been less emphasised by BMW as a design feature,
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and therefore is not as highly associated as the Kidney Grille. However,
BMW's Quad headlights were not associated as an individual visual

element. This could possibly be due to the modifications and refinement

of the brand-specific features under the new design direction.

Figure 5-10. Features on the 320i indicated as Brand-specific in New Zealand




VPE: Comprehension

The participants perceived the 320i as part of the BMW family, based on the
familiarity of the brand-specific features. This comprehension of
brand-specific features is based on the continuous repetition or integration
of these features into car models by BMW over time.  Amongst the features
mentioned in the open-ended questions, the Kidney GCrille was most

commonly indicated by participants.

Table 5-11 identifies the expressive qualities that were strongly
comprehended with the 320i by New Zealand consumers. Similar to the

findings of descriptfive atiributes discussed in the last section, the strongly

comprehended terms on VAS are different from the pictogram perceptions.

However, as these expressions have an abstract and intangible nature that
rely more on personal interpretation than on the visual appearance of the
320i, it will be fascinating to examine the comprehension finding between
the two markets later in this chapter. Could it be that consumers' visual
perception of a car's image is based on their connection with values and

not visual features?

The next few pages will follow a similar pattern in presenting analysis and
discussions. The aim of this analysis is to examine whether the same
pattern of correlation in Gestalt principles exists between the expressive

terms and features indicated under these terms.

Table 5-11. Strongly associated terms from VAS outcomes.

Strongly Comprehended
Expressions
1. Modern (60.5/100)

High-tech/Stylish

Gestalt Principles

Similarity. Symmetry. Experience.

2. Comfortable (58.1/100)

Luxuries/Enjoyable

‘The good curve'. Common Movement. Experience.

3. Desirable (55.7/100)

Confident/Focused

Common Movement.
Any ordering principle that are strongly adopted.
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Table 5-12. Strongly comprehended (1st) expression on VAS and features indicated
from the pictogram findings on the 320i by New Zealand participants.
Strongest VAS Physical attributes
Expressions d

1. Modern (60.5/100)

Features

) feature included

Similarity. Experience.

Overall car exterior

Similarity. ‘The good curve'
Aerodynamic Design. Flame Surfacing

DRG Common movement. Proximity.

Air dam Common movement. Proximity.
Part of Down Road Graphic

Wheel arch Area. Enclosedness
Flame Surfacing
Side Mirrors Symmetry. Enclosedness. Experience

The expression ‘Modern' from the VAS finding was widely appreciated by
New Zealand car enthusiasts.  Interestingly, the expression of ‘Modern' was
not widely indicated in the question with the pictogram method. However,
when analysing the terms in the research designs section, the term
‘Modern' is an abstract and tangible term, as modern in this context
presents the contemporary style. Therefore the ‘contemporary style' is the
current trend rather than referring to any historical styles or frends. As
mentioned in Section 2.1, the principle Symmetry is not included in the main
part of this analysis due to the nature of automotive design. However, the
side mirrors is one of the few features that was identified as Symmetrical,

notable since mirrors could be designed in an asymmetrical manner on
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cars. Through analysing the features indicated as Modernrelating to the
Gestalt principles, it appears that no specific features correlated strongly
with the Gestalt principle of '"Modern'. This inconsistency in related Gestalt
principles between the expression and features of the 320i suggest that
tangible terms such as ‘Modern' could be difficult to associate with specific
visual features. This raises the gquestions: are expressions with an intangible
nature harder for consumers to indicate? Or, is it that the consumers have
perceived the overall design with such expression? The remaining highly

associated terms will be analysed to clarify the questions above.

Figure 5-11. Features on the 320i indicated as Modern in New Zealand.




The expression of Comfort in visual perceptions of the 320i was only highly
appreciated in the VAS outcome and not in the pictogram findings.
Figure 5-12 displays the pictogram outcome. This finding indicates that
there are no features that have a particularly strong association with the
notion of Comfort. Interestingly, a participant associated the interior
space of the 320i by identifying the Day Light Opening as Comfortable.
This new finding also supports the pattern of correlation between the
various atfributes and visual elements indicated with these attributes. This
is likely because that the weaker or intangible an expression is, the less the
association between this attribute and the features of the 320i. The Gestalt
principle of 'Experience’ is less adopted in the exterior design language of
cars as it is meaning-related or function-use-related and could be based on

the user's understanding or experience of cars with similar function.

Table 5-13. Sirongly comprehended (2nd) expression on VAS and features indicated
from the pictogram findings on the 320i by New Zealand participants.
Strongest VAS Expressions Physical attributes

Intended design feature included

2. Comfortable (58.1/100) ‘The good curve'. Common Movement.

Experience

Overall design of 320i Similarity. ‘The good curve'

Aerodynamic Design. Flame Surfacing

Daylight Opening (Interior) Experience
Not in the context of this study
Wheels Similarity

SR

Figure 5-12. Features on the 320i indicated as Comfortable in New Zealand.
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Table 5-14. Strongly comprehended (3rd) expression on VAS and features indicated Kidney Grille is a highly complex element with a high degree of Similarity
from the pictogram findings on the 320i by New Zealand participants.

Strongest VAS Expressions

and Proximity. This could possibly be explained because the grille has
Intended de )
3. Desirable (55.7/100) Common Movement. Any ordering
principle that are strongly adopted.

been strongly perceived as Consistent/Uniform with its elements highly

ordered.

Overall car exterior Similarity. ‘The good curve'
Aerodynamic Design. Flame Surfacing
Power Dome Area. Similarity. Proximity.
Grille. Air dam
Air dam Common movement. Proximity.
Composition of Down Road Graphic
Quad headlights Area. Proximity. Enclosedness.
Tail lights and corner Area. Enclosedness. 'The good curve'.

Common Movement
Rear wheel arch, corner freatment
Roof (DLO) ‘The good curve'

Surprisingly, the grile as a feature was strongly perceived as Desirable.
Opposite to the expression Comfortable, the term Desirable is more strongly
perceived under the pictogram methods as being more symbolic towards
the brand impression, in terms of desirability of owning this car. Moreover,
the grille was very consistently perceived. Table 5-14 is based on the
background research listing the Gestalt principles relating to the attribute

and features indicated in Figure 5-13. Based on the analysis of expression

terms (see Section 3.2 and Appendix E), the term Desirable lacks a
descriptive association and could be associated under any principle that's Figure 5-13. Features on the 320i indicated as Desirable in New Zealand.

been strongly incorporated into the design. In the design of the 320i, the
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Akin to the model association outcome, the Kidney Grille is one of the most
commonly indicated features on the 320i, together with the design of the
whole car. Table 5-15 lists the expressions that are comprehended with the
Power Dome and Table 5-16 lists the same information with regards the
whole design of the 320i. Interestingly, the Power Dome consisting of the
Kidney Grille and the air dam was indicated as one visual feature, a
model-specific feature that was emphasised by BMW on the 320i. It
appears that the integrated grille has been perceived by New Zealand
participants as the same visual feature as intended by BMW. Furthermore,
as highlighted in blue in Table 5-16, there is a correlation in the embodied
Gestalt principle of 'Common movement' between associated expressions

and the visual feature.

Table 5-15. Comparison between the physical attributes of the feature and the terms
comprehended with the front grille area.

Feature
Power dome

Gestalt Principles
Similarity. Proximity. Enclosedness.
Common movement.

Comprehended
Expressions

- Brand-specific

Common Movement Desirable
Or Any ordering principle that are
strongly adopted

‘The good curve'. Common Movement Dynamic

Similarity. 'The good curve'. Elegant
Common Movement
Summary ‘Common Movement' is the main Gestalt principle

comprehended with the Power dome

The overall design containing various forms and ordering principles, such as
continuity of lines, surface and proportion is highly refined, as identified in
the visual analysis of the 320i. This refinement in design language on the
320i has been widely indicated by the New Zealand consumers through
their various comprehensions. However, there are several ways of
explaining this outcome. One is that comprehension of the overall design
of the 320i is based on the refinement of this design; or secondly, it is the
result of the consumers’ lack of ability to indicate specific visual features,
and therefore generalises the perceptions. This issue will be analysed and

discussed in the section on the BMW and Lexus comparison.

Table 5-16. Comparison between the physical attributes of the feature and the terms
associated with the design of 320i as whole.
Feature Gestalt Principles

Comprehended

Design of 320i Similarity. ‘The good curve' Expressions
as a whole
‘The good curve'. Common Movement. Dynamic
‘The good curve'. Elegant
Relation indefinable Versatile
imilarity. Symmetry. Experience. Modern
1 f and any ordering Desirable
principle that are strongly adopted.
Proximity. Similauity. Area. Enclosedness Sporty
‘The good curve'. Common Movemen| Comfortable
Experience.
= Brand-specific

Summary ‘Common Movement', ‘The good curve’ and ‘similarity’ are the

Gestalt principles correlated with design of the 320i as a whole
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Table 5-17. Strongly comprehended (2nd) expressions on the 320i by New Zealand

participants.

Strongest Pictogram Expressions

2. Elegant (12 indications)

Kidney Grille including air dam
and logo

Gestalt Principles

Intended design feature

Similarity. ‘The good curve'.
Common Movement

sim"arifv. Proximily Enclosedness
Common movement.

Power Dome

Common Movement. "ioximil

Enclesadness

Wheels Similarity

Quad Headlights Fnclosedness Symmetry. Area. Proximily
Side Mirrors Experience

Top of DLO ‘The good curve'

Lower side panel detail -

Rear overall ‘The good curve"

Rear corner

‘The good curve'. Common Movement

Overall design of 320i

Similarity. ‘The good curve’'
Aerodynamic Design. Flame Surfacing

‘Common Movement' and ‘Similarity’ are the main Gestalt principles
correlated with Elegant and features indicated by consumers

The findings from the New Zealand study on model association indicate
that the expression of elegance in the 320i has been strongly
comprehended by participants. Table 5-15 lists the Gestalt principles
relating to both the expression and features indicated under Elegant in
Figure 5-15. It is evident that the formal aesthetics of continuing lines and
smooth curves have been perceived as Elegant in New Zealand.

Moreover, the other embodied Gestalt principles, identified in orange in
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Table 5-17, are all similar to each other. These correlations between the
formal aesthetic qualities embodied in the expression and features
comprehended, supports the pattern that occurred in the model

appreciation section discussed earlier.

Eﬂ-ﬁh 2 ':':;'?;_L...:'-;'::_h..-r"‘? e

Figure 5-14. Features on the 320i indicated as Elegant in New Zealand.




The expression of Dynamic has been widely associated with a range of
visual elements or features. This strong correlation of Gestalt principles
between the expression and features associated is another example
supporting the pattern of how meanings and visual attributes on

automotive design are perceived by consumers.

Table 5-18. Strongly comprehended (3rd) expressions on the 320i by New Zealand

participants.
Strongest Pictogram Expressions Gestalt Principles

Intended design feature included
3. Dynamic (10 indications)

Features

‘The good curve' . Common Movement.

Kidney Grille including logo Proximity.
Common Movement.

Air dam Common Movement. Proximity,

Frontal corner

Shoulder ine ‘The good curve'
Wheels ‘The good curve’
Top of DLO ‘The good curve'
Tail lights and corner Area. 35§ ‘The good curve’ .

Common Movement

Panels, corner freatments.

Overall design of 320i Similarily. 'The good curve’

Aerodynamic Design. Flame Surfacing

Figure 5-15. Features on the 320i indicated as Dynamic in New Zealand.
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Following from the analysis and discussion on findings from the New
Zealand study of the BMW 320i, it is evident that the 320i as a car and BMW
as its associated brand has been highly perceived as a premium
car/company with good automotive designs. The coherence of the
design of the 320i from details in the car as a whole could possibly
contribute to the strong perceptions of visual aesthetics in the 320i instead
of other marketing emphasis, such as the performance of the car. This
suspicion that consumers perceive coherent and refined designs more
successfully than weaker designs with less refinement could only be
discussed in the section on BMW and Lexus after the four set of studies
have been discussed. The following paragraph will summarise the

discussions sections listed under the VPE modes.

These discussion findings are important as they suggest how New Zealand
consumers perceived the exterior of the 3201 and demonstrate the
comprehensiveness of the VPE framework as a theory.  As a highly refined
design, the 320i has made a strong consumer impression in the New
Zealand study since the model was rated as both highly attractive and
distinctive amongst other cars in the same market. Furthermore, the
consumer recognition of this model correlates with BMW's intended brand
image of heritage and reputation; on aesthetic design and performance;
and the type of brand image that has been established through the

brand's achievements and its cars. These independent self-concepts are
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values that are emphasised by people from Western cultures, such as the
New Zealand Western-dominated culture. The overall appreciation and

comprehension of the 320i show a pattern of correlating Gestalt principles

- between the descriptive/expressive attributes and features indicated.

However, the atfribute/expression strongly perceived under the VAS
(holistic perception) method differs from the indications of the pictogram
(analytical perception) based on the same attribute/expressions. This
pattern of differentiation in the level of perception between these two
research methods was more prominent in the model expression analysis.
This suggests that consumers perceived the internal expressions differently,
one based on the subconscious comprehension of the 320i and BMW, and
the other based on visual comprehension through indications of visual
features. The next section follws a similar structure and analyses and

discusses the findings from Taiwan's BMW outcome.




BMW in Taiwan

The findings show that the Taiwan consumers who participated in this
research had a similar level of interest in automotives, but were not as
knowledgeable as the New Zealand participants. The outcome shows
that participants in Taiwan's BMW study have an above average level of
interest in cars with the average outcome of 3.3/5, with five representing
'strongly interested'. However, the average level of car knowledge was
only 2.5/5, with five representing 'knows everything about cars'. This
weaker knowledge in cars likely contributed to the dream car selection
responses showing 12 out of 15 participants indicated premium car brands
as their dream cars instead of the super car brands. One reason for this
could be Taiwan's geographical setting and the higher prices of super cars
in the region than in New Zealand. Less super cars are seen on the road,
and therefore people have less design knowledge and are unlikely to be as
familiar with the super car brands. However, it could also possibly relate to
people's values regarding the representational value of the more
well-known premium car brands: the greater the representational value *he
greater likelihood that the owner of a particular car brand is recognised as
‘successful and rich'. Nine out of 15 dream car selections were based on
the visual appearances of the car, and surprisingly in the Eastern culture

context, only two indications were based on representational values.

VPE: Appreciation

Referring to Appendix F, based on the seven images of cars targeting the
same market, the top three cars that rated the most attractive are shown in
Table 5-19. Surprisingly, and unlike the New Zealand outcome, BMW was

rated less attractive than Lexus by the Taiwanese BMW participants.

Table 5-19. The most attractive cars indicated in Taiwan based on selections of seven
premium cars.

- Visual stimuli of cars provided as part of the questionnaire

N

1. Lexus 2. BMW 3. Audi
{avg mark; 67.9/100) (avg mark: 65.8/100) (avg mark:52.0/100)

Also, referring to Table H-03 and H-08, it indicates that the cars appreciated
in these two markets are different. However, although the cars are ranked
differently, the average marks given by New Zealand consumers on the
same models are lower than the Taiwan outcome. The high average
marks given by Taiwan consumers could simply be due to the fact that
these models are perceived more strongly in Taiwan; or due to the
interdependent culture that people responded indirecily to the questions.
Part of the analysis focus in this section on Taiwan BMW will be idenfifying

patterns in responses relating to correlations and average marks.
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Following the individual research analyses on the 320i and the 15250,
differences in appreciation between the 320i and 15250 will be further

examined in the comparative discussions of the brands,

Table 5-20. Finding on highly appreciated qualities on the analogue scale and

pictogram.
Finding Summary Gestalt's physicalattributes

1. Simple/Clean (76.1/100) ‘The good curve'. Similarity.
Common movement,

‘The good curve'.
Common movement.

‘The good curve'. Similarity.
Common Movement,

2. Harmonious/Flowing (71.6/100)

3. Sleek/Elegant (71.3/100)

Table 5-20 displays the results from Section Four of the questionnaire,
focusing on aesthetic-related appreciations. Akin to the New Zealand
study results, the perceptions between viewing an image and indicating
actual features on the same image are inconsistent. This suggests that, in
both markets, the same design could be perceived differently between
appreciations based in the holistic and analytical perceptions. Two out of
the top three most appreciated attributes on the 320i perceived by Taiwan
consumers were the same attributes as those indicated by the New Zealand
participants. However, the average marks indicated in Taiwan were higher
than for the New Zealand outcome. These results match the overall
positive responses since the only negative response, Ugly/Non-appealing

was the weakest rated expression in Taiwan. [t will be interesting to
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examine how the term 'Ugly/Non-appealing’ is rated in the Lexus study and
in the comparative discussion between the two vehicles. The most
appreciated attributes using VAS and pictogram findings will be analysed
and discussed using the same structure as in the New Zealand study.
However, the overall pattern of differences in modes of perceptions that
was established in the New Zealand BMW section will not be repeated in this

section.




Table 5-21 lists the visual elements indicated on Figure 5-17 that were
indicated with the atfribute Simple/Clean in the pictogram findings, and the
Gestalt principles, relating to both the attribute and the features.
Surprisingly, the features indicated with this attribute by the Taiwan
consumers are highly cohesive, with a large number of participants
perceiving the overall design of the 320i as Simple/Clean. Moreover,
consumers appreciated the formal aesthetic gualities relating to the primary

form elements on the 320i as Simple/Clean.

Table 5-21. Strongly ranked (1st) attributes on the 320i by Taiwan participants.

Strongest VAS attributes Physical attributes
Intended design feature included
1. Simple/Clean (76.1/100) ‘The good curve' . Similarity.
Common movement.
[feawrests =
Overall design of 320i Similarity. ‘The good curve’
Aerodynamic Design. Flame Surfacing
Line flow ‘The good curve’ . Common Movement
Aerodynamic Design
Side of the hood Area. ‘The good curve’
Flame Surfacing
Bottom side area ‘The good curve' . Common Movement
Wheels Similarity

Figure 5-16. Features on the 320i indicated as Simple/Clean in Taiwan.
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Table 5-22. Strongly ranked and indicated (2nd) attributes on the 320i by Taiwan
partficipants.
Strongest VAS Attributes

2. Harmonious/Flowing (71.6/100) ‘The good curve' . Common movement.
* strongest atiribute in pictogram

Overall design of 320i Similarity. ‘The good curve'
Aerodynamic Design. Flame Surfacing

Grille and headlights Area. Similarily. Proximity. Enclosedness

Quad Headlights Area. Similarity. Proximity. Enclosedness

Corner of DLO and hood ‘The good curve’

Side area and line feature Area. ‘The good curve'

of the hood Flame Surfacing

Bone line ‘The good curve’

DLO ‘The good curve' . Common movement.
Interior Experience.

Not covered in this case study

Door handles Similaiity, Experience.

Table 5-22 lists the features indicated in Figure 5-18 by the Taiwan
consumers that were perceived as ‘Harmonious/Flowing'. This attribute
was also the most highly appreciated attribute analytically in the
pictogram section. Interestingly, the interior of the 320i was perceived as
‘Harmonious/Flowing' by Taiwanese consumers. As the quality of car
interiors are less visible from the windows, this design feature relies on
expectation or experience of BMW cars. Does this suggest that the

experiences of tactile comfort contribute to how people visually perceive
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the care Amongst the features such as the door handle and the curve
between the hood and DLO indicated under this atfribute, it is apparent
that the Taiwanese consumer notices more smaller design details than the
New Zealand consumer. This particular culture-related finding will be

discussed in the market comparative section.

Figure 5-17. Features on the 320i indicated as Harmonious/Flowing in Taiwan.




As identified in Table 5-23, the embodied Gestalt principles in the features
listed and the attribute of 'Sleek/Elegant' are highly coherent. This high
level coherence is similar to the analysis on the attribute 'Sleek/Elegant’.
However, both of these attributes were not as strongly appreciated in the
pictogram section. This new pattern of specific terms that are
appreciated more cohesively relating to its embodied Gestalt principle is
fascinating. This suggests that certain visual attributes are more

successfully appreciated by consumers.

Table 5-23. Strongly ranked (3rd) attribute on the 320i by Taiwan participants.

Strongest VAS Attributes Physical atiributes
Intended design feature included
3. Sleek/Elegant (71.3/100) ‘The good curve'. Similarity.
Common Movement.
Overall design of 320i Similarity. ‘'The good curve'
Aerodynamic Design. Flame Surfacing
Air Dam and close detail Common movement. Proximity.
Part of Down Road Graphic
Quad Headlights Area. Similarity. Proximity. Enclosedness
Side Mirrors Symmetry. Enclosedness. Experience
Bone line ‘The good curve’
DLO ‘The good curve'
Rear end ‘The good curve'
Tai lights Area. Enclosedness

Figure 5-18. Features on the 320i indicated as Sleek/Elegant in Taiwan.
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The visual features that were strongly appreciated in the pictogram findings
are the Kidney Grille and the design of the 320i as a whole. Table 5-24 lists
the embodied Gestalt principles of these attribute and features. The
Kidney Grille as part of the Power Dome is also the strongest feature
appreciated by the New Zealand consumers. Furthermore, the attributes
appreciated with the grille are similar; consumers from both countries
appreciated this brand-specific feature as 'Distinctive/Well-defined' and
‘Consistent/Uniform'. However, as mentioned in this section, the Taiwan
outcome indicates that the Taiwanese consumer perceives visual features
or attributes in a similar manner. This is evident as less attributes were

appreciated with the Kidney Grille.

Table 5-24. Comparison between the physical attributes of the feature and the terms
appreciated with the front grille area.
Feature Gestalt Principles

Appreciated attributes

Kidney Grille Similarity. Proximity. Enclosedness.

(including Common movement.

BMW logo) Proximity. Similarity. Area. Distinztive /Well-defined
Enclosedness (x4)
Similarity. Commmon Movement. Consistent/Uniform (x3)
Experience. Interesting/Fascinating (x1)

Summary ‘Similarity’ is the most correlated Gestalt principle between the
design feature and appreciated atiributes

Compared to the Kidney Grille, the whole design of the 320i is appreciated
with more visual attributes. As suspected, the whole of the 320i also
consists of various features and details, and therefore the correlation of
Gestalt principles is also weaker. These strong appreciations on the 320i
suggest that this highly refined automotive design has been perceived
strongly as a whole. Moreover, this might also suggest that the ‘flame
surfacing' design language on all exterior surfaces of the 320i has
confributed to the high level appreciations of the design as a whole. This
speculation will be further discussed in the analysis and discussion on model

associations when examining the features indicated as 'brand-specific’.

Table 5-25. Comparison between the physical attributes of the feature and terms
appreciated with the front grille area.

Feature Gestalt Principles Appreciated attributes

Design of 320i | Similarity. ‘The good curve'

as a whole ‘The good curve'. Similarity. Sleek/Elegant (x4)
Common Movement,
Area. Enclosedness. Simple/Clean (x4)
‘The good curve'. Harmonious/Flowing (x3)
Common Movement.
Proximity. Similarity. Balanced/Proportional (x2)
'The good curve'
Similarity. Common Movement. Consistent/Uniform (x2)
Multiple principles. Beautiful/Stunning (x1)

a 2 good 2 e Mo orrelated Gestalt p ple betwee
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Based on the embodied Gestalt principles indicated in Table 5-26 based on
Figure 5-20, the attribute of ‘Balances/Proportional’ shows a strong pattern
of correlation in perceptions between different visual features relating to a
specific descriptive quality.  This is the first case in this study where
consumers appreciate the curve of BMW's brand-specific feature, the
Hofmeister Kink. Surprisingly, unlike the New Zealand BMW findings, no
visual features on the front of the 320i have been indicated with this
attribute. This difference between features appreciated in different
markets will be discussed in the comparative analysis between the two

markets.

Table 5§-24. Strongly indicated (2nd) attributes on the 320i by Taiwan participants.
Strongest Pictogram Affributes Physical attributes

Intended design feature included
2. Balanced/Proportional Proximity. ‘The good curve’. Similarity.
(13 indications)

Overall design of 320i Similarity. ‘The good curve'
Aerodynamic Design. Flaming Surface

DLO “The good curve"”

Hofmeister Kink "“The good curve”

Bone line "The good curve"

Bottom side area ‘The good curve'. Common Movement

Wheels Similarity

Rear end “The good curve"

Figure 5-19. Features on the 320i indicated as Balanced/Proportional in Taiwan.
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Table 5-27 displays the list of Gestalt principles embodied in the attribute
‘Distinctive/Well-defined' and features appreciated with this term, and
Figure -21 indicates the features that were appreciated with this attribute.
It is evident that features on the front area of the 320i have more
correlations between the embodied Gestalt principles. Moreover, these
features are more strongly appreciated by the consumers, as there are
more indications, compared to features on others areas of the 320i. This
strong correlation of Gestalt principles between the attribute and features
indicated further evidence for the suggestion that Taiwan consumers
perceived the design more coherently with embodied form and ordering

principles.

Table 5-27. Strongly ranked (3rd) attributes on the 320i by Taiwan participants.

Strongest pictogram atiributes Physical attributes
Intended design feature included
3. Distinctive/Well-defined Proximity. Similarity. Area. Enclosedness
E 10 indications)
Kidney Grille Similarity. Proximity. Enclosedness.
Common movement.
Air Dam Common movement. Proximity.
Composition of Down Road Graphic
Quad Headlights Area. Similarity. Proximity. Enclosedness
Shark Fin Antenna Experience
Bone line “The good curve"
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Figure 5-20. Features on the 320i indicated as Distinctive/Well-defined in Taiwan.



VPE: Association
As expected, the Kidney Grille was strongly associated with BMW's brand

identity. However, unlike the New Zealand outcome, the grille was mainly
perceived in Taiwan without the middle portion of the air dam. Other than
the association of the grille and logo, the Quad headlights - as a
brand-specific feature - were perceived as a whole feature including the
upper frontal portion of the 320i. Surprisingly, there is no brand-specific
association on the design of the 320i as whole. This suggests that the
brand-specific feature of flame surfacing has been highly perceived by
consumers in Taiwan, but not in the brand-specific manner intended by

BMW.

Table 5-28. The strongest expression on the pictogram findings, the brand-specific
associations of the 320i by Taiwan participants.

Strongest Pictogram Expressions Gestalt Principles
Intended design feature included

1. Brand-specific (14 indications)

Features

Kidney Grille Enclosedness.

Frontal area i MOV i
Composition of Down Road Graphic. Grille.
Headlights

Air Dam imilarity

Side area and line feature Area. yd cury

of the hood Flaming surface. Headlights

Roundel logo at rear Experience

Shark Fin antenna

ity s

Figure 5-21. Features on the 320i indicated as Brand-specific in New Zealand.
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VPE: Comprehension

This section analyses how the expressions proposed by BMW are perceived
by consumers in Taiwan with the strongest expressions perceived based on
the VAS and pictogram findings. These questions were asked in the same
manner as the questions on model appreciation, but this fime the terms are
expressive instead of descriptive while using the same visual stimuli.
Surprisingly, the most comprehended expressions in Taiwan are the same
expressions indicated in New Zealand. The next few paragraphs will

discuss how the visual elements are perceived relating to these expressions.

As listed in Table 5-29 and displayed in Figure 5-23, the visual elements and
embodied Gestalt principles indicated by Taiwan consumers are strong
comprehensions on the Greenshouse of the 320i, associating the interior
with the expression 'Comfortable’. Also, the overall design of the 320i has
been perceived as expressing 'Comfort'. One unusual perception of
‘Comfort' on the 320i is the wheels. The researcher speculates that this
comprehension might relate to the suspension of the car and hence a
more Comfortable ride. Interestingly, the same features were also
indicated by the New Zealand consumers. Thus, do people's associations
of 'comfort' in the riding experience influence their comprehension of visual

elementse
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Figure 5-22. Features on the 320i indicated as Modern in Taiwan.

Table 5-29. Strongly comprehended (1st) expression on VAS, and features indicated
from the pictogram findings on the 320i by Taiwan participants.
Strongest VAS Aftributes Physical attributes

eature inc
‘The good curve'. Common Movement.
Experience.

1. Comfortable (75.6/100)

Features

Overall design of 320i

Similarity. ‘The good curve'
Aerodynamic Design. Flaming Surface
Wheels Similarity

Interior Experience
Not covered in this case study




The expression of ‘"Modern’ is strongly perceived by the Taiwan participants
both in the VAS and pictogram outcomes. Although not identified as an
embodied Gestalt principle in the expression '‘Modern’, the features
indicated in the Taiwan study show a high level of comprehension of
features relating to Gestalt's 'Area’ principle fo ‘Modemn'. As the ‘Area’
principle and the whole of the 320i is likely to relate to the surfacing of the
320i, this finding suggests that the 'flame surfacing' is perceived as
expressing ‘Modern’'. This is fascinating in reference to the designer
reviews on the 320i by Car Design News (n.d). Overall, the interviewee
commented that BMW's new design language correlates or leads the
current frend in design and arts. As the term 'Modern' refers to ‘he
contemporary style, this comprehension of the surface and overall design
suggests that the 320i has been perceived as ‘Modern’, part of the internal

intention.

3
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Figure 5-23. Features on the 320i indicated as Modern in Taiwan.

Table 5-30. Strongly comprehended (2nd) expression on VAS/Pictogram, and
features indicated from the pictogram findings on the 320i by Taiwan participants.

Strongest VAS and Pictogram
Attributes

2. Modern (74.1/100)

Features
Overall design of 320i

Physical attributes
Intended design feature included
Similarity. Symmetry. Experience.

Similarity.
Aerodynamic Design. Flam surfacing

Air Dam

Similarity.

Quad Headlights

Side area and line feature
of the hood

Areo Similarity. Proximity. Enclosedness

Flaming surface. Headlights

Quad Headlights

Front wheelarch

Similarity. Proximity. Enclosedness.

Flame surfacing

Greenhouse

Tail lights and corner

Enclosedness.
Common Movement
Panels, corner treaiments
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One main discovery from the pictogram indications regarding the
Table 5-31. Strongly comprehended (3rd) expression on VAS and features indicated

‘Desirable’ features is the specific indication of the BMW logo as indicated from the pictogram findings on the 320i by Taiwan participants.

in Figure 5-25 and Table 5-31. Referring to the example of the Strongest VAS Aftributes Physical attributes

i . . ) . o Intended design feature included
interpretations in Mainland China of Audi's logo, the logo is insignificant as 3. Desirable (71.7/100) Common Movement. Any ordering
a visual element when the perceivers do not understand the meaning it principles that are strongly adopted.
symbolises. This symbolic comprehension of the logo further proves the m —

Overall design of 320i Slmitarity. ‘'The good curve'.
pattern of representational perception discussed earlier: that Taiwanese Aerodynamic Design. Flam surfacing
consumers perceive visual elements with their suggestive meanings. This Xkt )

Kidney Grille oty Proximity. Enclosedness.
suggests that a BMW logo symbolises wealth, personal achievements, and > A movemZni
therefore style of a BMW model. This confrasts with the New Zealand BMW Logo
findings: the New Zealand consumer mainly indicated the Kidney Grille with Interior

Not covered in this case study

the logo together as 'Desirable’. However, this pattern on suggestive
interpretations on cars is not absolute as participants in Taiwan also highly

comprehended the overall design of the 320i as '‘Desirable’.

Figure 5-24. Features on the 320i indicated as Desirable in Taiwan.

106




The overall design of the 320i is the strongest feature perceived by
Taiwanese consumers. This strong perception of the whole 320i indicates
that the refined and coherent design, with the flame surfacing feature on
the body work, is successfully perceived. Table 5-32 lists the expressions
indicated with this feature and the Gestalt principles embodied within the
features and expressions. Excepting the expression of '‘Modern', dll of the
other expressions have the embodied Gestalt principle of ‘The good curve’,
which correlates with the principles on the design feature. Referring to the
model appreciation of the 320i, the attributes indicated also correlate with
the same Gestalt principle of ‘The good curve'. This supports the pattern
that there is a closely correlated relationship based on form and ordering
principles in consumers' perceptions and interpretations between both

descriptive and expressive terms and visual features.

The strongest two expressions comprehended with the whole 320i are
‘Modemn' and ‘Comfortable’. As the term '‘Modern’' relates more to the
visual aesthefics, and the expression 'Comfortable’ relates more to
suggestive meanings, the emphasis that the Presentation and
Representation domains of VPE are inseparable.  Although it was
discussed earlier that Taiwanese consumers perceived car designs
suggestively, visual aesthetics still plays an essential role in the visual product

experience of cars.

Table 5-32. List of expressions comprehended with the overall design of 320i as the
strongest feature perceived by Taiwan consumers.

Feature
Design of 320i
as a whole

Summary

Summary
from model
appreciation

Gestalt Principles
Similarity. 'the good curve'

Similarity. Symmetry. Experience.

Appreciated attributes

1. Modern (x5)

‘The good curve'.
I Experience

2. Comfortable (x5)

Similarity. ‘The good curve’.

3. Elegant (x3)

moi ! Any ordering
principles that are strongly adopted

4. Desirable (x3)

‘The good curve'.

5. Dynamic (x1)

‘The good curve' is the most correlated Gestalt principle between
the design feature and expressions

‘The good curve' is the most correlated Gestalt principle between
the design feature and appreciated attributes
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Table 5-33. Strongly comprehended (3rd) expression on pictogram and features
indicated from the pictogram findings on the 320i by Taiwan participants.
Strongest VAS and Pictogram i

Atftributes 2nde in fec

3. Elegant (10 indications) Similarity. ‘The good curve'.
Common movement

Overall design of 320i Similarity. ‘The good curve’
Aerodynamic Design. Flam surfacing

Air Dam Similarity.

Side Mirrors Symmetry. Enclosedness. Experience

Quad Headlights Area. Similarity. Proximity. ficlosedn

Greenhouse “The good curve".

Table 5-33 lists the features that have been perceived as ‘Elegant', as
displayed in Figure 5-26. The continuous line flow of the 320i and the whole
design has been interpreted as 'Elegant' and as expected from previous
analysis and discussions, the embodied Gestalt principles correlate
between the comprehended expression and features. Surprisingly, no
feature from the rear view of the 320i has been perceived as ‘Elegant’ by
the Taiwan consumers. However, the headlights, the curve of DLO, and
the whole 320i have all been perceived by consumers from New Zealand
and Taiwan as Elegant. The similarities in features comprehended
between the markets suggest that the modelspecific features of
coupe-like DLO, the whole design of the 320i, and the headlights have
successfully been interpreted by consumers. Referring to Figure xx, the

Taiwan consumers' perception of features that are ‘Sleek/Elegant' in
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regards the rear of 320i were similar to the New Zealand resulfs.

the rear of the 320i was not perceived as 'Elegant’ in Taiwan.

. L T e
s 2 3 2 e e e e

Figure 5-25. Features on the 320i indicated as Elegant in Taiwan.

Strangely,




5.1.2 Lexusin New Zealand
This section examines the findings from the gquestionnaires for Lexus in the

New Zealand market. The level of enthusiasm for cars is 3.6/5, where five is
strongly interested in cars; and the level of knowledge is 3.1/5. Both of
these outcomes indicate that the participants in the Lexus study are similar
to participants in both of the BMW studies, enabling the comparative
discussions between markets and companies presented in the following
sections. The most common car brand indicated in the dream car
preference question was the classical cars from Chrysler.  Akin to the BMW
New Zealand outcome, 12 participants based their dream car selections on
the visual aesthetics and appearances of a car. Only two out of 15
participants based their dream car preferences on the social and cultural
representational values of the car/brand. This outcome matches the
independent cultural characteristics of New Zealand as indicated in the
chapter on secondary research. This statement is based on Western
culture's emphasis on individualistic qualities in products, such as visual

appearance, rather than the representational values.
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VPE mode: Appreciation

Table 5-34 indicates that car design was strongly appreciated by the New
leadland participants. Referring to the lower than average marks awarded
in brand impression and recognition, it is assumed that the 1S250 has not
been strongly appreciated as appealing compared to the other six designs
by premium car brands. The next part of this discussion will focus on the
visual features that were indicated by New Zealand participants relating to
the descriptive attributes. This aims to identify how the aesthetic design of
the 18250 has been perceived in the New Zealand market and the number
of indications there are compared to the 320i study outcome in the same

market.

Table 5-34. The top three most appealing car designs based on selections from seven
cars targeting the same market segment.

Visual stimuli of cars provided as part of the questionnaire

The VAS and pictogram findings on consumer appreciations of the 15250
(Table 5-35) show a high level of inconsistency between the VAS and
pictogram perceptions of the design. Both the VAS and pictogram
outcome is weaker compared to the 320i responses, and it is interesting fo
note that the perceptions of the 15250, based on the two different methods,

contradict each other, as the pictogram finding indicates that New

2. Mercedes Benz 3. Audi
(avg mark: 52.4/100) | (avg mark:50.1/100)

o))
1
=
c
o
[
-
o
o
@
o
|
(o)

1. BMW
(avg mark: 53.8/100)
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Zealand consumers visually perceived the 1S250 as ‘Ugly/Non-appealing'.

Table 5-35. Findings on highly appreciated gualities on the analogue scale and
pictogram.

Finding Summary

1. Simple/Clean (55.5/100)

Gestalt's physical atiributes

Area. Enclosedness

2. Sleek/Elegant (50.1/100)

‘The good curve'. Similarity.

Common movement.

3. Balanced/Proportional (48.1/100)

1. Beautiful/Stunning (9 indications)

Proxirity. Similarity. ‘'The good

curve'

Multiple principles

2. Ugly/Non-appealing (7 indications)

Pictogram

Disruptions of ‘'The good curve'.
Comment movement

Multiple keywords that has 8 indications




Following the same format as the previous discussions on the 320i, Table
5-36 lists the features indicated in Figure 5-27 with its embodied Gestalt
principles to analyse whether there are specific Gestalt principles that are
commonly perceived. Surprisingly, the visual features appreciated as
‘Simple/Clean’ were mainly elements of, and not in, the overall design of
the 185250, as in the BMW response. This difference in perception in these
two different designs suggests that, compared to the 320i, the IS250 has a
less refined and cohesive design language as a whole design and hence

not perceived as an overall design.

Table 5-36. Strongly appreciated (1st) visual attributes on VAS and features indicated
from the pictogram findings on the 15250 by New Zealand participants.

Strongest VAS attributes Physical atfributes
Intended design feature included

1. Simple/Clean (55.5/100) ‘The good curve'. Similarity.
Common movement,

Grille including the logo Enclosedness,

Headlights Enclosedness,

Bone line <

Rear corner from the side Similarity.

Wheels Similarity.

Design of the rear end Similarity. '

Figure 5-26.

Features on the 15250 indicated as Simple/Clean in New Zealand.

11



The overall design of the 1S250 and various surface transitions on the
bodywork has been perceived as 'Sleek/Elegant’ by New Zealand
consumers. Both the overall design and surface transitions mostly relate to
Lexus's new brand-specific feature, the Amowhead Motif. This rapid
change in the directions of corners was perceived and indicated with lines
and arrows as displayed in Figure 5-28. This outcome suggests that the
visual quality of the Arrowhead motif has been appreciated in New

Zealand.

Table 5-37. Strongly appreciated (2nd) visual attributes on VAS/Pictogram and
features indicated from the pictogram findings on the 15250 by New Zealand
parficipants.
Strongest VAS and Physical attributes

Pictogram Atiributes Intended design feature included

2, Sleek/Elegant (50.1/100)

Features

Similarity. ‘'The good curve'. Common movement

Overall design of 15250 Similarity. Proximity
Arrowhead Motif
DLO ‘The good curve'.

Line flow along the hood Similarity. Proximity.

Form of the car Common Movement.
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Figure 5-27. Features on the 15250 indicated as Sleek/Elegant in New Zealand.




There were no features indicated on the rear image of the 15250 and
therefore this image is not shown as part of Figure 5-29 on consumers’
indications of visual features that appear ‘'Balance/Proportional’.
Interestingly, two parficipants indicated the tight line transitions on DRG with
the visual guality of Balanced. Referring to Table 35-38 in this section, the
correlations between the embodied Gestalt principles are contributed by
the lack of embodied Gestalt principles and therefore the constant
repetitions of principles embodied in the Arrowhead Motif as it is widely

adopted on the kinship between features.

Table 5-38. Strongly appreciated (3rd) visual attributes on VAS/Pictogram and
features indicated from the pictogram findings on the 15250 by New Zealand
participants.

Strongest VAS and Physical attributes

Pictogram Afiributes Intended design feature included

3. Balanced/Proportional | Similarity. ‘The good curve'. Proximity.
(48.1/100)

Overall design of 15250 Similarity. Proximity. [Arrowhead Motif)

Down Road Graphic Similarity. Proximity. [Arrowhead Motif)

Figure 5-28. Features on the 15250 indicated as Balanced/Proportional in New
lealand.
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Unlike the outcome for the 320i, the strongest visual feature on the 15250
appreciated in New Zealand is the Twin-barrel headlights. Moreover
referring to Table 5-39, there are almost no correlations between the
embodied Gestalt principles of the attributes and features indicated. This
lack of correlation is due the 1S250's less refined design language, as
discussed in the visual analysis of the model. This difference in the pattern
of perceptions between the 320i and the 15250 is very likely to be
design-related, as a similar pattern of correlations between the embodied
Gestalt principles exists in the 320i outcomes in both markets. Interestingly,
the attribute ‘Ugly/Non-appealing' and ‘Beautiful/Stunning’ are the most
appreciated atfributes based on the pictogram outcomes. This further
reinforces the opinion stated earlier that there are contradictions between
the perceptions of the 1S250 from the New Zealand outcomes. Further
analysis will be conducted on the most appreciated attributes in the
pictograms to examine what types of features are perceived as

‘Ugly/Non-appealing' by New Zealand consumers.
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Table 5-39. List of attributes appreciated with the overall design of the 15250 as the
strongest feature perceived by New Zealand consumers.

Feature
Twin-barrel
Headlights

Summary

Gestalt Principles Appreciated attributes
Enclosedness. Proximity. (no. of indications)

Similarity. Comn Mover I 1. Consistent and Uniform (x3)
Proximity. Similarity. Area. 2. Distinctive/Well-defined (x2)
Enclosedness

Multiple principles. 3. Beautiful/Stunning (x1)

‘The good curve'. 4. Ugly/Non-appealing (x1)

‘The good curve'. Similarity. 5. Simple/Elegant (x1)

There is no correlated Gestalt principle between the design

features and attribute




The attribute ‘Beautiful/Stunning’ in this context is defined as a form or
features that is visually attractive. Due to the definition of this atfribute,
there are no embodied Gestalt principles defined with this attribute.
However, as discussed before, the majority of the embodied principles in
the visual features on the 15250 are the same principles as the
brand-specific design language of the Arrowhead motif, widely adopted in
the car. The features indicated are visually presented in Figure 5-30 and
Table 5-40 also indicates that only one visual element has been indicated
more than once. This lack of any unified perception on any specific
features suggests that the design of the 15250 is weaker compared to the

320i, and hence perceived differently by consumers.

Table 5-40. Strongly appreciated [1st) visual attributes on pictogram and features
indicated from the pictogram findings on the 15250 by New Zealand participants.
Strongest Pictogram Physical attributes

Aftributes Intended design feature included
1. Beautiful/Stunning Multiple principles.

(9 indications)

Overall design of 15250 Similarity.
Arrowhead Motif

Grille

Line flow along the hood Similarity.

Twin-barrel Headlights

Bone line 5
Rear portions of the car Enclosedness. Proximity

Figure 5-29. Features on the 15250 indicated as Beautiful/Stunning in New Zealand.
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Table 5-41. Strongly appreciated (2nd) visual attributes on pictogram and features

indicated from the pictogram findings on the 15250 by New Zealand participants.
Strongest Pictogram Physical attributes
Attributes Inte BC
2. Ugly/Non-appealing Disruptions of ‘The good curve'. Comment
(? indications) movement

eqatur |

Overall design of 15250

Similarily. Proximily

Arrowhead Motif

Grille Enclosedness. Mioximily
Twin-barrel Headlights Enclosedness. Fioximily
Wheels Similarity

Rear corner from the side Similarity

In contrast, the other highly appreciated attribute of the 1S250 is
‘Ugly/Non-appealing' (see Table 5-41 based on features indicated in Figure
5-31). Compared with other pictogram outcomes, the frontal features
such as the grille, air dam, and headlights have been perceived with the
‘Pleasant’ attributes as well as being indicated as 'Ugly/Non-appealing' by
other participants. As the definition of ‘Ugly/Non-appealing’ is a
contradiction of 'The good curve', the visual analysis of the 15250 suggests
the design of this car is not as defined, and the use of the Arrowhead motfif
could possibly be visually unpleasant due to its fight line transitions. It is
apparent that the design of the 1S250 is not as visually pleasing for some
participants in New Zealand and this will be further compared and

discussed in the section between BMW and Lexus.
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Overall, no specific features have been indicated strongly, that is, with
more than three indications on any of the design features of the 1S250 under
any specific descriptive attributes. This outcome suggests that the design

of the 1S250 has not been strongly perceived, as discussed earlier in this

section.

Figure 5-30. Features on the 15250 indicated as Ugly/Non-appealing in New Zealand.



VPE mode: Association

Table 5-42. Features indicated as 'Brand-specific’ on the 15250 by New Zealand
participants.
Pictogram Atftributes

1. Brand-specific (4 indications)

Features

Physical atiributes
Intended design feature included

Logo Experience

Grille Enclosedness, Proximity
DLO ‘The good curve'

Rear portions of the car Enclosedness, Proximity

Unlike the 320i associations in both markets, the associations of
brand-specific features on the 15250 are poor in New Zealand with only four
visual elements (displayed in Figure 5-32) indicated in the pictogram
method. Table 5-42 indicates the embodied Gestalt principles identified in
the features. However, as the numbers of features indicated are so small,
there is a lack of pattern or explanation on the visual relationship between
these features. The only brand-specific feature of Lexus that has been
indicated with by New Zealand consumers is the logo of Lexus. Although
various features have embodied the Arrowhead motif design language,
similar to the Flame Surfacing of BMW, the Arrowhead motif is a feature that
is related to the overall design of a car exterior. Based on the lack of

indication on the overall design of the 1S250, this suggests that although the

design of the Arowhead motif is mostly been appreciated between the
visual elements, it has not been associated as a feature that contributes fo

the whole appearance of 15250.

Figure 5-31. Features on the 15250 indicated as Brand-specific in New Zealand.
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VPE mode: Comprehension

Table 5-43. Strongly comprehended (1st) visual attributes on pictogram and features
indicated from the pictogram findings on the 1S250 by New Zealand participants.
Strongest VAS/Pictogram Gestalt Principles
Attributes Intended design feature included

‘The good curve'. Common Movement

1. Simple (53/100)

Features

Door mounted side mirror Experience.

Wheels Similarity.

Side of 15250 -

Rear of the boot ‘The good curve'. Area.

Compared to the BMW outcome, the average marks from the VAS
questions on the 1S250 are lower in New Zealand. The expression 'Simple’
in this context is defined as 'Compositions of car exterior and features that
are combined through the use of smooth continuous line or surface'.  This is
perceived strongly in the VAS and pictogram method, and in Figure 5-33
the features indicated as 'Simple' by New Zealand participants correlate
with internal design intents. As indicated in Table 5-43, there is a lack of
correlation between the embodied Gestalt principles and between the
expression and features identified. This lack of correlation is due to the low
number of indications on features and the plain design language of the

IS250 based on the results from the visual analysis.
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Figure 5-32. Features on the 15250 indicated as Simplistic in New Zealand.



The expression ‘Luxury’ and features comprehended is listed in the bottom
half of Table 5-44, and Figure 5-34 which identifies the features and how
they were indicated. Interestingly, the side of the 15250 and side mirrors
that were perceived as 'Simple' are also perceived as ‘Luxury'. Does this
mean that the expression 'Simple' relates with the expression’ Luxury'2  The
following paragraph will analyse the third strongest VAS attribute to

examine this relationship.

Table 5-44. Strongly comprehended (2nd) visual attributes on pictogram and
features indicated from the pictogram findings on the 18250 by New Zealand
participants.

2. Luxury (51.4/100) ‘The good curve'. Experience
eq

Door mounted side mirror Experience

Greenhouse ‘The good curve'

Side of 15250 ”

Figure 5-33. Features on the 15250 indicated as Luxurious in New Zealand.
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Table 5-45. Strongly comprehended (3rd) visual attributes on pictogram and features
indicated from the pictogram findings on the 15250 by New Zealand participants.
Strongest VAS/Pictogram Gestalt Principles

Attributes Intended design feature included

3. Style (47.3/100) Strong adoption of any specific
principle to create clear gestalt

Features

Front corner Proximity

Crille Enclosedness, Proximity

Bone line Similarity

Rear portions of the car Enclosedness, Proximity. ‘The good curve'.
Wheels Similarity

Overall IS250 Similarity. Proximity

Arrowhead Motif

Referring to Figure 5-35 identifying the features indicated with the
expression ‘Style’, the perceptions are scattered with no coherent features
that are perceived by more than one participant. This suggests that the
design of the 15250 is not strong in creating a strong visual product
experience; which is a statement based on the visual format analyses.
There are no embodied Gestalt principles specifically under the expression
‘Style’; instead, it is a strong adoption of any Gestalf principle to create a
strong visual perception. When examining the Gestalt principles in Table
5-45, it is apparent that the principle of 'Similarity’ and 'Proximity' are closely
correlated from the features indicated. The principle of 'Similarity and
Proximity' in this design relies on the repetition of curves/elements and the
grouping of these similar elements, as in the repeated curve or feature in

the Arrowhead Motif of Lexus. This correlation between the Gestalt
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principles suggests that the Arrowhead Motif has been perceived strongly

as ‘Stylish' by New Zealand consumers.

Figure 5-34. Features on the 15250 indicated as Stylish in New Zealand.



The strongest feature perceived by New Zealand consumers is the side of
the 15250 with a tfotal of only nine indications and three expressions
comprehended with the design listed in Table 5-46. The Gestalt principle
of 'Common Movement' is the most closely correlated principle between
the expressions indicated. However, as the side of the 1S250 lacks a form
ordering language, this outcome suggests that the visual quality created
through the grouping of movement in the same direction, defines the form

language of the side of the 1S250.

Other features such as the logo, headlights, and rear side of the boot all
have relatively strong perceptions from consumers with a total of seven
indications for each feature. The logo of Lexus is incorporated into the
grile and interestingly, this brand-specific feature is perceived individually
without the surrounding grille elements. This perception of the logo without
the grille suggests that, due to a weak design identity of 15250, only the

brand logo has been perceived by consumers in New Zealand.

The comprehension of model in the 15250 between the VAS and pictogram
method in New Zealand shows a high level of correlations. This is evident
as the strongest expression indicated under the VAS method is also the
strongest expression perceived in the pictogram section. This correlated
pattern of perceptions suggests that the design of the 1S250 is perceived

incoherently as the majority of the features indicated under the

attribute/expression have only one or two indications. The next section
analyses and discusses how the Taiwanese consumer perceives the 15250
and Lexus. This will examine whether the Taiwan participants perceive the
IS250 in a similar manner to the New Zealand consumers and whether the
design is perceived with strong suggestive associations, similar to the BMW

Taiwan discussion.

Table 5-46. List of attributes comprehended with the overall design of the 15250 as the
strongest feature perceived by New Zealand consumers.
=ls 2 = » P pile Rppre giea a D =
Side of 1250 - 0. of indicatio
1.Simple (x3)

‘The good curve'. Common
Movement

Common Movement. Proximity. 2.5porty (x3)

Similarity

Strong adoption of any specific 3.5tyle (x3)

principle to create clear gestalt

Summary ‘Common Movement' is most correlated Gestalt principle between

the design features and attribute
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5.1.3 Lexus in Taiwan
In general, the Lexus participants in Taiwan had a higher level of interest in
auvtomotives than the New Zealand participants, with the average of 3.7/5.
However, similar to the BMW responses on participant backgrounds, the car
enthusiast participants in the Lexus study in Taiwan had a slightly lower level

of knowledge in automotives, with an average of 3/5.

Nine out of the fifteen responses on dream car preferences were based on
the premium car brands. Referring to the BMW Taiwan discussion on
participant backgrounds, this high degree of preference of premium cars
by the Lexus participants in Taiwan is likely to be due to their lower level of
knowledge in cars, their culture, living standards, and the geographical
position of Taiwan. However, relating to the written responses given for the
reasons for their dream car selection, only five participants indicated
visual-related appearances while eight participants indicated the
performance of the car. This stronger emphasis on the performance than
the visual aesthetics of cars suggests that the Lexus participants were more
focused on the speed and mechanical advances, such as the stereo. This
suggests that the responses on the brand appeal of Lexus might relate to its

engineering advances.

122



VPE mode: Appreciation

As indicated in Table 5-47 on the ranking of cars based on their appeal, the
15250 wass not strongly perceived as a visually appealing car by the Taiwan
consumers. In comparison, the 320i was indicated amongst the most

strongly attractive designs.

Table 5-47. Top three most appealing cars based on selections of seven cars
targeting the same market segment as the 320i and 15250.

Visual stimuli of cars provided as part of the questionnaire

1. BMW 2. Mercedes Benz 3. Cadillac
(avg mark: 70.3/100) | (avg mark: 62.6/100) | (avg mark: 57.3/100)

Table 5-48 lists the strongest descriptive attributes appreciated by the
Taiwan consumers and the Gestalt principles embodied within these
aftributes. As discussed in the Lexus study outcomes, there is a close
correlation between the perceived attributes of the 15250 when the same
questions were asked in VAS and pictogram. This correlation of attributes is
highlighted in the red-coloured text in Table 5-48. Compared to the New
Zealand Lexus outcome, the average rankings and the number of

indications in the pictograms questions were slightly higher in Taiwan.

Table 5-48. Findings on the highly appreciated qualities on analogue scale and
pictogram.

Finding Summary Gestalt's physical atfributes

1. Harmonious/Flowing (64.5/100)

‘The good curve'.

Common movement.

2. Simple/Clean (63.4/100) Area. Enclosedness

3. Sleek/Elegant{59.3/100)

‘The good curve'. Similarity.

Common movement.

1. Harmonious/Flowing (16 indications) | ‘The good curve’.

Common movement.

2. Simple/Clean (15 indications) Area. Enclosedness

Pictogram

Similarity.

Common movement.

3. Consistent/Uniform (10 indications)
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Table 5-49%. Strongly appreciated (1st) visual attributes on VAS/pictogram and
features indicated from the pictogram findings on the 15250 by New Zealand
participants.

Strongest VAS and Pictogram attributes Physical attributes

Intended design feature included

1. Harmonious/Flowing ‘The good curve'.
VAS: (64.5/100) Pictogram: (16 indications) Common movement.

Headlights and area of front cormner Proximity. Enclosedness

Top of Greenhouse ‘The good curve'

Common movement
‘The good curve'
Enclosedness. 1o«imih

Belt line continuing to the bonnet

LED tail lights

Common Movement

Similarity. Proximity
‘The good curve'

Line work across the boot

Curve of C pillar on DLO

The attribute of 'Harmonious/Flowing' is the strongest atfribute in the
pictogram with a total of 16 indications. As indicated in Figure 5-36, the
features perceived by the Taiwan consumers are much more coherent,
indicated by the higher number of repetitions indicating the features.
Furthermore, the embodied Gestalt principles are more correlated
between the attribute and features in this study than in the New Zealand
outcome. The correlated Gestalt principles are indicated in the blue text
in Table 5-49 and the strongly appreciated features are highlighted in red in
the left hand column. The strongest visual element perceived by the
Taiwan consumers was clearly the continuous line along the body which

has the embodied Gestalt principles that matches the principles relating to
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the afttribute. This suggests that a design that has weaker visual
appearance based on visual format analysis can still be perceived

cohesively, depending on market context.

Figure 5-35. Features on the 15250 indicated as Harmonious/Flowing in Taiwan.




Compared to the analysis on the feature indicated as
‘Harmonious/Flowing', the outcome on the attribute ‘Simple/Clean’
displayed in Table 5-50 shows a lack of correlations in Gestalt principles
between the two. However, when examining the features indicated, as
displayed in Figure 5-37, there is a lack of coherence between the features
perceived as '‘Simple/Clean'. This supports the discussion on the emerging
pattern that there is a close relationship between the embodied Gestalt
principles in atfributes/expression and features indicated. The indication
of the twin exhaust pipes supports the discussion that Taiwanese consumers

have the tendency to notice the smaller and finer details of a car.

Table 5-50. Strongly appreciated (2nd) visual attributes on VAS/pictogram and
features indicated from the pictogram findings on the 15250 by New Zealand
participants.

Strongest VAS and Pictogram attributes Physical attributes
Intended design feature included

2. Simple/Clean Area. Enclosedness

VAS: (63.4/100) Pictogram: (15 indications)

Grille including the logo Enclosedness.

DLO ‘The good curve’',

Belt line Common movement.
‘The good curve'.

Rear corner from the side Similarity.

LED tail lights Enclosedness. |

Design of the rear end Similarity. 1o

Curve of C pillar and line along the side Similarity. Proximily

Exhaust pipes Symmetry

Figure 5-36. Features on the 15250 indicated as Simple/Clean in Taiwan.
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The features indicated as ‘'Sleek/Elegant' from the Taiwan outcome are
listed in Table 5-51 and indicated in Figure 5-38. Referring to the pattern
identified earlier regarding the levels of correlation between the Gestalt
principle and how strongly the feature/s are perceived with the attribute,
although this outcome shows a close correlation, there is no strong
appreciation of any particular feature. As stated earlier about the
assumption that, formal aesthetics consists of strong primary form elements
are perceived as ‘Elegant'. Interestingly, no feature on the rear of the
IS250 was perceived as 'Sleek/Elegant' from the Taiwan outcome. This is
possibly due to the lower level of ordering and coherence on rear of the

1S250, as discussed in the Visual Format Analysis earlier.

Table 5-51. Strongly appreciated (3rd) visual attributes on VAS and features
indicated from the pictogram findings on the 15250 by New Zealand participants.

Strongest VAS atiributes Physical attributes
Inter ign fec
3. Sleek/Elegant (59.3/100) ‘The good curve'. Similarity.
Common movement.
FedlfRe Bt o ks |
Top of Greenhouse ‘The good curve'
Belt line Common movement. ‘The good curve’
Upper frontal portion ‘The good curve'
Twin-barrel headlights Symmetry. Enclosedness. Proximity
Side of 15250 .
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Figure 5-37. Features on the 15250 indicated as Sleek/Elegant in Taiwan.




Table 5-52, List of attributes appreciated with the continuous line on the 15250 as the
strongest feature perceived by Taiwan consumers.

Feature Gestalt Principles Appreciated attributes

Longitudinal | Common movement, (no. of indications)

line from ‘The good curve’

hood to the | ‘The good curve'. Common movement. | 1.Harmonious/Flowing
beltline: (x7)

Similarity. Common movement 2. Consistent/Uniform (x2)

Area. Enclosedness 3. Simple/Clean (x2)

‘The good curve'. Similarity. 4. Sleek/Elegant (x1)

Common movement.

Summary ‘Common movement' is most comelated Gestalt principle between
i

the design features and attribute

As indicated in Table 5-52, the strongest feature appreciated by the Taiwan
consumer has the embodied Gestalt principles that match the strongest
attributes it is appreciated with. With the exception of ‘Simple/Clean’, all
attributes appreciated with the feature of the continuous line along the
1S250 have the embodied quality of '‘Common Movement'. Interestingly,
compared to the BMW's appreciation of features between the markets,
the Lexus results have a wider variation in outcomes from the different
markets. This is evident from the side of the 1S250 being the most strongly
appreciated feature from the Lexus New Zealand study, while the strongest

feature appreciated in Taiwan is ‘the continuous line’. This suggests that

different qualities of design are perceived differently in the different markets.

This suggests that less-refined qualities of design are perceived differently in

the different markets, while a well-refined design shows a more similar

pattern of perception.
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Consumer appreciation on the design of the 15250 relating to the attribute
‘Consistent/Uniform' shows no apparent pattern in the features indicated or
relations between Gestalt principles in Table 5-53. Referring to Figure 5-39,
the visual format analysis, the line flow on the 15250 lacks refinement and
could be visually perceived as exceedingly plain, or as a design that has a
‘lack of depth'. While the New Zealand consumers’ emphasised the
headlights as features that were 'Consistent/Uniform’, the features on the
IS250 indicated as 'Consistent/Uniform' by the Taiwan consumers mostly
related to the use of curves on the design. This market-related difference
between consumer perceptions will be compared and discussed later in

this chapter.

Table 5-53. Strongly appreciated (3rd) visual attributes on pictogram and features
indicated from the pictogram findings on the 15250 by New Zealand parficipants.

Strongest Pictogram attributes Physical attributes
Intended design feature included

Similarity. Common movement
Features
Grille including the logo Enclosedness, Proximity
Logo experience
Top and side of DLO ‘The good curve'
Belt line (to the hood) Common movement
‘The good curve'
Side skirt Common movement
Design of the rear end Similarity. Proximity

128

Figure 5-38. Features on the 15250 indicated as Consistent/Uniform in Taiwan.



VPE mode: Association

Table 5-54 lists the indicated features that are perceived as brand-specific
by Taiwan consumers and Figure 5-40 displays an indication of these
features. Overall, consumers in Taiwan perceived the Lexus logo as
brand-specific. The other brand-specific feature - the Arowhead motfif -
has not be associated with the brand Lexus. This association on only the
company logo is also apparent from the BMW Taiwan outcome. However,
the number of associations on just the logo in the BMW ocutcome was less
than the number associations on the logo in the Lexus outcome. This
pattern of associating the logo as an individual visual element in Taiwan
possibly relates to the stronger representational association of brand image

than visual aesthetics, in the context that the formal aesthetics is weaker.

Table 5-54. Features indicated as '‘Brand-specific’ on the 18250 by New Zealand
participants.

Strongest Pictogram Aftributes Gestalt Principles
Intended design feature included
Features
Logo Experience
Line along bonnet Common movement. ‘The good curve'

Figure 5-39. Features on the 15250 indicated as Brand-specific in Taiwan.
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VPE mode: Comprehension

Table 5-55 lists the expressions strongly comprehended by consumers at a
holistic and detailed level of the 1S250. Unlike the BMW 320i outcome that
was discussed, the expression of Modern and Sporty was perceived
cohesively in both the VAS and pictogram outcomes. Interestingly, the
highly comprehended expressions share the common Gestalt principles of
Common movement and Similarity. However, compare to the expression
Confident, the nature of the terms Simple, Sporty and Distinctive are more
descriptive relating to formal aesthetics. This suggests that holistically the
consumers in Taiwan visually perceived the 15250 as Confident, but in detail

it was contributed the Distinctiveness of the 1S250.

Table 5-55. Strongly comprehended expressions on the VAS and Pictogram
outcomes from Taiwan consumers.
Expressions Gestalt's physical attributes

1. Simple (40/100) ‘The good curve’. Similarity.
Common movement.

2. Sporty (54.5/100) Common movement. Proximity

3. Confident (52.7/100) Similarity. Area. Enclosedness.

1. Simple (x13) ‘The good curve'. Similarity.
Common movement.

2. Sporty (x14) Common movement. Proximity

Pictogram

3. Distinctive (x10) Similarity. Area. Proximity
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The quality of 'Simple' is the most highly comprehended expression in
Taiwan, both in the VAS and pictogram sections as indicated in Figure 5-41
and Table 5-56. Compared to the New Zealand 1S250 study, the features
indicated by the Taiwan consumers were more coherent, having a greater
number of repeated indications. However, this pattern of cohesive visual
comprehension from the Taiwan Lexus is weaker under expressive terms
than the descriptive keywords. The finding from this analysis and discussion
indicates that the internal expression of Lexus has been perceived by
Taiwanese consumers as a stronger visual comprehension. Also, the
average marks indicated under the expressions are slightly higher than

those indicated by the New Zealand consumers.

Table 5-56. Strongly comprehended (1st) visual attributes on VAS/Pictogram and
features indicated from the pictogram findings on the 15250 by New Zealand
participants.

Strongest VAS and Physical atiributes

Pictogram attributes Intended design feature included

1. Simple ‘The good curve'. Similarity.

VAS: (60/100) Pictogram: (x13) | Common movement.

Side of 15250 .

Belt line Common movement. ‘The good curve’
Twin-barrel headlights Symmetry. Enclosedness. '

Spot light Similarity. Froximity. Area.

Rear design of 15250 Similarity. 7ro

LED tail light Enclosedness. ol

Figure 5-40. Features on the 15250 indicated as Simple in Taiwan.
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Amongst the many types of features perceived and interpreted as 'Sporty’',
the model-specific feature of the headlights had the strongest
comprehension for consumers in Taiwan, in both the VAS method and
pictogram. Referring to Figure 5-42 and Table 5-57, the front of the 15250
consists of visual elements that are designed with the language of the
Arrowhead motif, and it is this particular area of the 15250 that has been
interpreted as 'Sporty'. This finding indicates that Lexus' design language

of the Arrowhead motif is interpreted as expressing 'Sportiness’.

Table 5-57. Strongly comprehended (2nd) visual attributes on VAS/Pictogram and
features indicated from the pictogram findings on the 15250 by New Zealand
participants.

Strongest VAS and Physical atiributes

Pictogram attributes Infended design feature included

2. Sporty VAS: (54.5/100) Common movement. Proximity
Pictogram: (x14)

Side of 15250 C

Belt line Common movement. ‘The good curve'.
Door mount side mirrors Experience.

Twin-barrel headlights Symmetry. Enclosedness. Proximity.
Spot light Similarity. Proximity. Area.

Frontal area ‘The good curve’. Similarily. Symmetry. Proximity.
Rear design of 15250 Similaiity. Proximity.

LED fail light Enclosedness. Proximity.

Wheels Similarity
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Figure 5-41. Features on the 15250 indicated as Sporty in Taiwan.



Referring to Figure 5-43, the side of the 15250 is the visual feature with
strongest consumer perception of the expression 'Confidence’ in the VAS
method. These stronger perceptions of the side of the 1S250 potentially
suggest that larger surfaces have a tendency to be interpreted as
‘Confident’. Interestingly, the rear upper side of the rear bumper has also
been noticed by the Taiwanese consumer. Referring to the BMW Taiwan
discussions and the model appreciation of the 15250, this further supports
the notion that Taiwanese have the tendency to identify smaller or minor

features on cars.

Table 5-58. Strongly comprehended (3rd) visual attributes on VAS and features
indicated from the pictogram findings on the 15250 by New Zealand participants.
Strongest VAS attributes Physical attributes
Intended design feature included

Similarity. Area. Enclosedness.
Features
Side of 15250 -
Lines along the bonnet Common movement. ‘The good curve'
Greenhouse Common movement. ‘The good curve'
Symmetry. Enclosedness. Proximity.
Rear design of 15250 Similarity. Proximity.

Figure 5-42. Features on the 15250 indicated as Confident in Taiwan.
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The strongest features indicated as the most expressive are the continuous
line along the 15250 and the headlights, as listed in Table 5-59 and 5-60
along with the expressions used to interpret them. The line along the
bonnet continuing to the belt line is also a strong feature appreciated with
these attributes. This visual flow of the 18250 was also highly
comprehended by the New Zealand consumers, as indicated by the same
expressions highlighted in red. This suggest that features embodied with
Gestalt principles such as '‘Common Movement' or 'The good curve' often
have strong visual flow. This visual flow on the 1S250 is commonly
interpreted with expression such as 'Style', ‘Simple’, and 'Sporty' as

intended by Lexus.

Table 5-59. List of expressions comprehended with the confinuous line on the 15250 as
the strongest feature perceived by Taiwan consumers.

Feature Gestalt Principles Appreciated

Longitudinal | Common movement, expressions

line from ‘The good curve' (no. of indications)
hood to the | Strong adoption of any specific Style (x3)
beltline: principle to create clear gestalt
‘The good curve'. Common movement Simple (x3)
Common movement. Proximity. Similarity Sporty (x1)
Similarity. Area. Proximity Distinctive (x1)
Summary ‘Common Movement' is most correlated Gestalt principle between

the design features and attribute
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In Taiwan the headlights have been strongly perceived as an expressive
visual element, but in New Zealand they were highly perceived based on
their physical attributes. However, the strongly perceived/interpreted
features on the 1S250 are the same between these two markets. Does this
outcome suggest that visual elements within a constrained area with
grouping of parts have the tendency to express ‘'Sportiness' or
‘Confidence' to Taiwanese consumers? This question will be further
examined in the section that compares the markets and the intended and

perceived meanings of the 1S250.

Table 5-40. List of expressions comprehended with the continuous line on the IS250 as
the strongest feature perceived by Taiwan consumers.

Feature Gestalt Principles Appreciated expressions

Twin barrel Symmetry. Enclosedness. Proximity. (no. of indications)

Headlights Common movement. Proximity. Sporty (x4)

Iy, Area. Enclosedness. Confident (x2)
‘The good curve'. Simple (x1)
Common movement.
Strong adoption of any specific Style (x1)

principle to create clear gestalt

ily. Area. Proximity. Distinctive (x1)




Table 5-61. Strongly comprehended (3rd) visual attributes on Pictogram and features
indicated from the pictogram findings on the 15250 by New Zealand participants
Strongest Physical attributes
Pictogram attributes Intended design feature included

3. Distinctive (x10)

Similarity. Area. Proximity

Features

Side of 15250 -

Logo Experience

Bell line Common Movement. 'The good curve'

Door mount side mirrors Experience

Twin-barrel headlights Symmetry, Enclosedness. Proximity.

Spot light Similarity. Proximity. Area

Frontal area ‘The good curve'. Similarity. Symmetry. Proximity
(including Air dam)

Rear lights Enclosedness. Proximity.

Surprisingly, the strongest expression of Distinctiveness (Figure 5-44) based
on the pictoegram findings shares similar features to those indicated as
‘Sporty' (Figure 5-42)by the same group of consumers. This close
correlation between the types of feature indicated could potentially
suggest a visual relationship between the expressions. This finding
suggests that the visual quality of ‘Sporty' has a closer correlation to the
expression ‘Distinctive’. Referring to the expression definitions in Table 3-2,
these two expressions share similar gualities as they are both based on
achieving visual outstanding in a ‘showy' manner. Again, the specific

indication on the lights on the rear bumper of the 15250 indicates that

Taiwanese consumers nofice smaller and finer details on automotive

design.

Figure 5-43. Features on the 15250 indicated as Distinctive in Taiwan.
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5.2 Perceptions between Cars
Based on the analysis and discussion on consumers' perceptions of the 320i
and the 15250 relating to the research aim, this section explores on how
these two cars and their associated brands are perceived in the same
market. The outcome of this section will be patterns or theories that relate
to the how the 320i and I1S250 have been perceived by consumers. The
pattern or trends will allow the researcher to identify whether consumers’
appreciation and comprehension of the 320i/IS250 actually contribute to
the perceived and associated appeal of these two cars. Do consumers
based in the same market perceive features with certain Gestalt principles
coherently as a market characteristice Are certain descriptive attributes
or expressions correlated with features of any specific Gestalt principles?
Other than answering the research questions, the findings from this section
are to establish a base for the discussion in the next section on
market-related comparisons of consumer perceptions and interpretations.
The discussion is structured in the same order of VPE modes used for the two
cars earlier in this research. This structure is to achieve a flow in the

comparative discussion between the modes of perception.
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5.2.1 BMW and Lexus in New Zealand
This section aims to establish market characteristics relating fo how
consumers in New Zealand tend to perceive and interpret car designs.
The overall responses on the dream car selection between BMW and Lexus
participants are listed in Table 5-62. Overall, the main vehicle-type
preferences suggest that consumers in New Zealand prefer vehicles with
strong characters as both super cars and classical cars have bold and
distinctive visual characters. The content in the last column on
coincidence between the findings, indicates the similarities and differences
between the two findings in New Zealand. This correlates with the types of
car indicated, which suggests that New Zealand consumers place strong
emphasis on the visual appearances of cars over other factors such as the
performance, value, or rarity of the design. The next part of comparison is
based on how the 320i/IS250 is initially perceived by consumers and
whether these impressions are mostly based on the visual appearance of

the cars, referring to consumers' motives for their dream car selection.

Table 5-62. Summary of the main preferences of dream car from New Zealand
consumers.

Correlation

Super cars Classical cars No
Visual Visual Visual
aesthetics Aesthetics aesthetics




Referring to Table 5-63 on the findings on brand impressions, the VAS
findings on brand distinctiveness of BMW scored higher average marks than
Lexus. Also, it is clear from the written responses that the brand impressions
on Lexus are largely based on criticisms relating to the visual aesthetics of
Lexus models. Therefore, BMW as a brand has stronger consumer
impression than Lexus. The finding indicated in the last row suggests that
the 320i is rated as the most distinctive car by both groups of participants
and the 15250 is not amongst the top rankings. This indicates that the 320i
has a stronger model impression than the 15250 amongst the consumers

who participated in this study.

Table 5-63. Brand impression between BMW and Lexus findings from New Zealand.
Correlation

Brand distinctliveness 55.1/100 46.5/100 No.
Main written responses  ifelaleBal=ltifelel= Criticism on NO:
and innovative visual Visual
design appearances aesthetics
Model distinctiveness 1. BMW 1. BMW Yes:
compare to other six 2. Audi 2. Benz Same
cars in same market 3. Benz 3. Audi vehicles

The majority of the consumers perceive BMW cars as carrying the brand
identity of BMW. This strong recognition on BMW's brand identity amongst
models and the consumer emphasis on visual appearances suggest that
BMW is more highly regarded due to its visual appearance that conveys the

brand image of BMW, However, the finding listed in the last two rows of

Table 5-64 shows that consumers are equally interested in physically
experiencing the 320i and 15250 based on the visual appearance of these
cars. BMW was more strongly recognised as a premium brand compared
to Lexus and interestingly, Lexus was regarded as a premium car brand

because it competes with BMW.

Table 5-64. Brand recognition between BMW and Lexus findings from New Zealand.
Correlation

Brand identity amongs! [RPAE 7/15
models of BMW/Lexus agreements agreements
Consumers' interest in 3.3/5 3.2/5 Yes
driving/owning
320i/18250
Wil RV =l CHelo s =1 Visual aesthetics | Visual aesthetics Yes
Recognitions of 63.6/100 54.6/100 No.
BMW/Lexus as

premium brands

Main written responses  R:ifelaleNatelfi{sle =]
and visual
appearances

Lexus is BMW's No
competitor

Table 5-65. Model appreciation between BMW and Lexus findings from New
Zealand.
Correlation

Model atfractiveness : Yes:

Same cars
cars on the same

market
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Table 5-63 and 5-65 indicates that the same vehicles regarded as highly

distinctive by consumers are also perceived as highly appealing. However,

referring to Appendix G, the car model by Cadillac has the biggest
variation between high model distinctiveness and low model appeal. This
implies that the level of a car's distinctiveness perceived by consumers in
New Zealand is likely to correlate to its level of appeal; but only in the
context that the car exterior is perceived as strongly distinctive, as

demonstrated in Table 5-63 and 5-65.

Table 5-66 is a summary of discussions from Section 5.1 indicating the key
attributes that were highly perceived in the VAS and pictogram sections of
questionnaires, and how the visual features indicated relate to the
attributes. The High level of correlation between attribute and features
indicates an approximate 80% or higher of matching Gestalt principles
and Med level is categorised by the an approximate 50% of matching
correlation.  Overall, only the visual attribute of 'Simple/Clean’ was
appreciated by consumers at a holistic level on both the design of the 320i
and the 1S250. These common perceptions of visual attribute possibly
indicate that the visual aesthetics of the 320i and the I1S250 both have the
same visual quality. However, this research indicates that although the
two car designs could be perceived with the same visual quality, this does

not indicate that consumers appreciate these two designs at the same

Table 5-44. Model appreciation between BMW and Lexus findings from New Zealand.
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level. This is evident in the strongest indicated atiributes: one is
‘Beautiful/Stunning’, and the other is the opposite, 'Ugly/Non-appealing’.
Interestingly, features indicated under 'Ugly/Non-appealing’ were mostly
on the front of the 1S250 that were embodied with the Gestalt principle of
‘Proximity'. As ‘Proximity’ relates to the grouping of features and the down
road graphics, it is an area on the 15250 that consists of features embodying
the Arrowhead motif. This indicates that overall the New Zealand
consumer does not appreciate the design language of the Arrowhead
motif. The differences between VAS and pictogram results indicated that
visual attributes demonstrate differences in consumer perceptions between
the holistic and analytical level. The key to this section is to identify how
formal aesthetics and expressions related the design of the 320i/IS250

confribute towards consumer acknowledgment of the design quality.

Comparing the coherences in atfributes perceived between the holistic
and analytical levels, only the 320i has been perceived coherently
between these two levels. This coherence could possibly suggest that
designs that have been coherently perceived between how people 'think’
and how people ‘describe’ a design create a strong visual product
experience for the consumers. However, this will be further discussed in the

model comprehension of this comparative discussion.



Correlation

Perception of cars

relating to atfributes

1. Simple/Clean (56.6/100) - HIGH 1. Simple/Clean (55.5/10 Yes:
Whole 320i (‘The good curve'. Similarity) No strongly appreciated feature Perceived as
2. Harmonious/Flowing (56.3/100) - HIGH 2. Sleek/Elegant (50.1) - HIGH ‘Simple/Clean’
flow of line (‘The good curve'. Common movement.) No strongly appreciated feature
3. Consistent/Uniform (54.7/100) - HIGH 3. Balanced/Proportional (48.1/100) - HIGH
Kidney Grille [X) Air dam (Similarity. Proximity)
Kidney Grille including air dam and logo on top - HIGH Twin-barrel headlights - NONE No.
Distinctive/well-defined (Similarity. Proximity. Enclosedness) Consistent/Uniform. Distinctive/Well-defined (X)
1. Distinctive/Well-defined (x14) - Med 1. Beautiful/Stunning (x%) - HIGH
> Kidney Grille (area. Similarity. Proximity) Rear of 15250 (Enclosedness. Proximity)

[Dnc”y”?gl 2. Balanced/Proportional (x13) - Med 2. Ugly/Non-appealing (x?) - HIGH

percepfions) Whole 320i ['The good curve'. Similarity) Whole 15250 [Proximity — grouping and repetlition of Arrowhead Motif)
3. Harmonious/Flowing (x10) - HIGH -
flow of line (‘The good curve'. Common movement.)

BMW has been strongly perceived based on its distinctiveness in design

As indicated in Table 5-66 on consumer brand appreciation from the New language. This higher perception on the presentational side of BMW
Zealand outcomes, surprisingly the level of appeal between the 320i and further indicates that, despite the consumers’ existing values or preferences,
the 15250 is almost the same, despite BMW having a higher brand impression a well-designed car could still appear attractive to those consumers.

and recognition than Lexus. However, this similarity in the level of appeal is
based on different consumer focuses on cars. Some BMW participants

preferred other types of vehicle to premium sports sedans and therefore
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Table 5-47. Brand and model association between BMW and Lexus in New Zealand.

BMW Lexus Correlation
Average 3/5 Average 3.1/5 Yes
- prefer other vehicle - lack of responses No

types such as SUV - quality and

- Commonness of BMW | functionality

models on roads - associate with Japan
and Toyota

- mixed association

- Country of origin and
visual appearances

- mixed association

Consumers'

brand - Brand image as an

association expensive brand

Table 5-67 indicates the findings relating to consumer recognition of the
brands of the cars. The consumer association on BMW and Lexus shows a
mix of positive and negative association between both brands. The
consumer association of Lexus with its country of origin and mother
company, Toyota, indicates that country of origin is a large factor in
consumer association towards a brand. Depending on the country, this
could be undesirable as people often hold existing impressions or
prejudices towards certain countries and the types of products it commonly
produces. However, this association on car brands could be overcome
firstly by strong visual appearance to gain product
distinctiveness/recognition, and secondly in the interior and performance

of the car.
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Table 5-48. List of visual features indicated as Brand-specific in New Zealand.
BMW (x12 indication)

Lexus (x4 Indications)

- Kidney Grille including air dam and | - Lego

- Roundel logo at rear

2 logo - FDrLogi grille

2 - Frontal area i

8 - . -Greenhouse

o E Composition of DRG, Grille, and - Rear boot area of 15250
E .3 Headlights.

§ 3l - Wheels

o

=

o

&

- Rear area (upper middle) *
- Overall design of 320i

Table 5-68 lists the visual elements that were perceived by New Zealand
consumers as brand-specific on the 320i/15250, for comparison between the
two designs.  As Lexus does not have a well-establish brand-specific design
language, based on the visual format analysis section in Chapter Two, it is
not surprising that the 15250 only has a total of four indications by consumers
on the brand-specific features. The lack of indication on the overall car or
the 15250 as brand-specific, plus the model appreciation outcome
indicating the 1S250 as 'Ugly/Non-appealing’, all strongly suggest that the
language of the Arrowhead motif could potentially create a visual
disturbance, and therefore a weaker overall visual experience. However,
features indicated as brand-specific, such as the front of the 1S250 also
consist of the design language of the Arrowhead motif, which suggest that
the Arrowhead motfif is perceived more strongly as an individual or small

group of features rather than on the overall holistic level.



The 320i was perceived strongly as brand-specific compared fo the 1S250.
It is fascinating to note that the Kidney Grille, as an individual element, was
perceived together with the middle air dam of the 320i and the Roundel
logo on the bonnet as one visual feature. This strong association of the
320i as a BMW logo reflects higher brand recognition and an appreciation

of the formal aesthetics of the design.

The next part of comparative discussion focuses on how the official
expressions of the 320i/IS250 have been perceived, and which design has
been perceived more strongly, in order to understand whether correlations
in Gestalt principles between expression and features will contribute to a

stronger consumer comprehension.

Earlier in the model appreciation comparisons, an assumption on close
correlations between the holistic and analytical perceptions resulting in
stronger visual product experience was discussed. However, this
discussion is not valid in the model expression findings as the 1S250 is
comprehended as weaker than the320i, despite the strong cohesiveness
between VAS and pictogram perceptions. There is a correlation
relationship between the Gestalt principles embodied in the expressions
and features indicated. This is based on the analysis of the VAS and
pictogram outcomes which showed the strongest VAS-based expressions

all lacked any correlation between the two, while the pictogram -based

expressions had a correlation pattern.  Also under comparison, the 320i has
a higher level of consumer comprehension as both the average marks and
number of indications on pictogram is higher than for the 15250. This
stronger pictogram comprehension on the 320i matches the relationship
that the higher the correlation between expression and features, the
potentially stronger the visual experience and consumer interpretations.
This relates to the description of the expressions; there are words that are
highly tangible, which cause certain individual interpretations and hence
harder to indicate at an analytical level. Through the background
research on the 320i/1S250, it was apparent that expressions proposed by
Lexus are more tangible than most of the expressions used on the 320i.
Therefore, for an effective comprehension and understanding of the
intended design language, the wording of the expressions must be highly

articulated.
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Table 5-69. Model comprehension between BMW and Lexus findings from New Zealand.
BMW

Expression ~ Level of correlation on Gestalt principles
between affribute and feature (None, Med, High)

strongest feature indicated (correlation of Gestalt principle
between expression and strongest feature/expression)

1. Modern (60.5/100) - None
Whole 320i, and side mirrors (X)

. expression and strongest feature)

Lexus

Expressions - level of correlation on Gestalt principles between
attribute and feature

strongest feature iﬁdlcaléd (correlation of Gésiolt principle between

1. Simple (53/100) - None
Side of 15250, and wheels (X)

(holistic perception)

2. Comfortable (58.1/100) — None
Greenhouse (interior) (X)

2. Luxury (51.4/100) - Med
No strong features (X)

3. Desirable (55.7/100) - None
Headlights, and Kidney Grille (Area. Proximity)

3. Style {47.3/100) - Med
No strong feature (X)

Correlation

Yes:
All expressions
have low
correlations

est visual Kidney Grille including air dam and logo on top - HIGH

Desirable, and Brand-specific (Common Movement)

1ent in pictogram

Continuous line along 15250 - NONE
Simple, Sporty, Style [X)

Whole 320i - Med
Dynamic, and Elegant ['The good curve')

t attributes

1. Brand-specific (x12) — N/A
Kidney grille including air dam and logo

1. Simple (x7) - None
Side of 15250, and wheels (X)

2. Elegant (x12) - Med
Whole 320i (Similarity)

3. Style (x6) - Med
No strong feature (X)

3. Dynamic (x10) - Med
Whole 320i, and wheels ['The good curve'.)

3. mulliple expressions
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5.2.2 BMW and Lexus in Taiwan

Table 5-70. Summary of the main preferences of dream cars from Taiwan consumers.
Correlation

Type of vehicle indicated Premium cars | Premium cars
Main motive for preferences RUHVsll Performance Yes
aesthetics Visual
appearance

This section presents a comparative analysis based on the discussions of the
Taiwan studies on the 320i and 15250 in section 5.1. Table 5-70 indicates the
types of vehicles and preference motives identified by the Taiwan
consumers. The results of these studies indicate a strong pattern of
premium cars as the consumers' dream car selection, based on the visual
appearance and performance. It is somewhat surprising that no strong
emphasis in the suggestive values was noted in the participant responses as
the literature review on market background proposed. This surprising
finding suggests that in the interdependent cultural context of the Taiwan
market, the visual appearance of cars is still the strongest reason for motor
vehicle selections. However, more research on this topic needs to be
undertaken before the link between the visual expressiveness or
distinctiveness and the level of consumer appreciation/comprehension in
car designs is more clearly understood. This opens up two different
speculations: one is the geographical context and living standards of

Taiwan, and the lower level of knowledge in cars as discussed in section 5.1;

the other is the higher level of social associations on premium cars in a
suggestive contfext. As no conclusions could be made on these
speculations without further comparative analysis, this topic will be

re-discussed at the end of this section.

Table 5-71. Brand impression between BMW and Lexus findings.

Correlation,

Distinctiveness 63.4/100
compare to other car

brands

43.3/100

Main written responses  I4Ele] Country of origin

appearance (+ve/-ve)
Model distinctiveness 1. BMW 1. Cadillac Yes:
compare to other six 2. Lexus 2. BMW Same cars
cars in same market 3. Cadillac 3.Benz

Table 5-71, showing the findings on consumer appreciation, indicated that
similar car models were perceived as highly distinctive. Referring fo
discussions on the New Zealand outcomes amongst the seven cars in the
model appeal question, the model from Cadillac had the largest variation
in average marks between model distinctiveness and model appeal.
However, these differences in the average marks are smaller in the Taiwan
study suggesting that sironger visual distinctiveness has a stronger
correlation to a higher level of consumer appreciation in car designs. One
unanticipated finding was that the 15250 was perceived as more attractive

than the 320i, while the 320i was perceived as more distinctive. However,
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on an overdll average, the 320i has stronger model attractiveness when
averaging the ranking between all participant outcomes from the Taiwan

study.

Table 5-72. Brand recognition between BMW and Lexus findings in Taiwan.
Correlation

13/15 6/15 agreements
agreements
sumers' interest in 3.9/5 2.8/5 No
320i/1S250
Main written responses Representatio | Country of origin No
nal Visual
Value based appearance
scognitions of 72.3/100 57.5/100 No.
XUS s premium
Main written responses Price value of | Country of origin No
BMW models Visual
Country of appearance
origin

As indicated in Table 5-72, BMW has a stronger level of the distinctiveness
amongst other automobiles as perceived by consumers. The written
responses indicate that Lexus' lower brand impression is based on people’s
associations with Lexus' country of origin and its mother company, Toyota.
In comparison, BMW's visual distinctiveness in its models has been highly
perceived by consumers in Taiwan and reflected in the written responses.

The 320i is also rated as the highly distinctive by both groups of participants.
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The brand BMW has much stronger consumer recognition on the visual
qualities of its models, conveying stronger brand identity than Lexus. This
strong recognition on visual brand identity of BMW also explains the Taiwan
consumers' strong interests in physically experiencing or owning the model
320i over the 1S250. Another correlated finding was that this strong level of
interest in experiencing the 320i is based on the car's representational
values in Taiwan's social context. In contrast, the lower level of interest in
experiencing the 15250 is largely due to the associations of the country of

origin and simply the lower recognition of the visual aesthetics of the IS250.

Table §-73. Model appreciation between BMW and Lexus in Taiwan.
Correlation

Model attractiveness 1. Lexus 1. BMW Yes:
All indicated

amongst six other 2. BMW 2. Benz
cars on the same 3. Audi 3. Cadillac BMW
market

A summary of the analysis and findings from Section 5.1 on consumer
perceptions of the 320i/1S250 follows (in the same format as used in Section
5.2.1 on model appreciation in New Zealand). Unlike the New Zealand
study outcome, consumers in Taiwan appreciate the design of the 320i and
IS250 at a holistic level with the same visual attributes. This suggests that
consumers perceived the 320i and 1S250 as having certain common visual
qualities but the design of the 320i was perceived more strongly with higher

average ratings.



The designs of the 320i and the 15250 have been appreciated as
‘Harmonious/Flowing', both holistically and analytically. Surprisingly, the
design of the 18250 has a higher level of coherence between holistic and
analytfical perceptions with two matching visual attributes. Despite this
coherence between the different modes of perception, the design of the
IS250 is still not perceived as strongly as for the 320i. However, this finding
can be explained in that the 1S250 is perceived with one strong feature
while the 320i has two strongly perceived features, with one feature
representing the overall design of the 320i. These suggest that the level of
coherence between design features, in relation to the primary and
secondary form elements, is critical for achieving a strong visual experience
for car exteriors. This statement is supported by the strong indications on
attributes of 'Balanced/Proportional’ and 'Distinctive/Well-defined' at an

analytical level of consumer perception on the 320i.

Under close examination between the discussion summary in Table 5-74
and the visual format analysis, the whole 320i design and the C-pillar,
indicated as the main features perceived as 'Balanced/Proportional’,
largely relate to the primary form element of continuous line flow and larger
line transitions compared to the 1S250. The grille as a visual feature also has
the form language that creates a strong Gestalt experience. The grille
indicated as the main feature for the attribute 'Distinctive/Well-defined' is a

strong secondary form element with a high level of kinship between other

features on the front of the 320i. This finding indicates that a well-refined
car design with cohesive form elements is likely to be perceived more
strongly than a car that shows a lower level of overall cohesiveness in its

form elements.

Contrary to expectations, the comparison between the levels of brand
appeal (Table 5-75) did not find a significant difference between BMW and
Lexus as a car brand. However, BMW is still rated as more appealing than
Lexus in Taiwan. Following from the comments given on Lexus in brand
and model impression/recognition, the written responses relating to brand
appeadl is also largely based on the association on Japan and Toyota.
Although this outcome is similar to the New Zealand study, New Zealand
consumers' association on Japanese car brands and Toyota are mostly
negative. This indicates that Lexus as a Japanese brand has been
interpreted more positively in Taiwan than in New Zealand. Following on
from consumer perceptions on brand appeal; one interesting finding is that
BMW as a premium brand has been perceived a lot more strongly in Taiwan
than Lexus, despite the similar levels of perceptions on brand appeal. This
stronger association on BMW as a premium brand is largely based on the
price value of BMW cars and their couniry of origin. In contrast, Lexus’
lower level of association is mainly based on the country of origin and visual

aesthetics of Lexus cars.
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Table 5-74. Model appreciation between BMW and Lexus findings from Taiwan.

BMW

Aftributes - Level of correlation on Gestalt principles
between afiribute and feature (None, Med, High)

strongest feature indicated (comelation of Gestqﬂ principle
| between atirlbute and strongest feafure)

1. Simple/Clean (76.1/100) - HIGH

Lexus

Attributes - Level of comrelation on Gestalt principles between aftribute

and feature

attribute and strongest feature)
1. Harmonious/Flowing (64.5/100) - HIGH

| sirongest reuh.n'e Indicaied (correlaﬁon of Gestalt prlnclp!e hetween :

Correlation

Yes:

Whole 320i (‘The good curve'. Common Movement) The continues line (Common movement) Same attributes
2. Harmonious/Flowing (71.6/100) - Med 2. Simple/Clean (63.4/100) - None coherently
Whole 320i, and bone line ('The good curve'. Common The continues line, and rear area of 15250 (X) indicated
movement.)

3. Sleek/Elegant (71.3/100) - Med 3. Sleek/Elegant (59.3/100) - Med

Whole 320i, and headlights (Similarity. ‘'The good curve’) No strongly appreciated feature (X)

Kidney Grille including logo - HIGH Continues line - HIGH Yes:
Distinctive/well-defined (Similarity. Proximity. Enclosedness) Harmonious/Flowing (Common movement, ‘The good curve') One attribute
Whole 320i - Med - coherently
Sleek/Elegant, Simple/Clean ('The Good curve') indicated

1. Harmonious/Flowing (15) - Med
Whole 320i, and bone line (‘The good curve'. Common
movement.)

1. Harmonious/Flowing (x16) - HIGH
Continues line (Common movement)

2. Balanced/Proportional (x13) - HIGH
Whole 320i, and C pillar curve ('the good curve'. Similarity)

2. Simple/Clean (x15) - HIGH
The continues line, and rear area of 15250 (X)

3. Distinctive/Well-defined (x10) - HIGH
Grille including logo [Proximity. Similarity. Enclosedness.)

3. Consistent/Uniform (x10) - Med
Lexus logo. and the continues line




Table 5-75 indicates that the consumers in Taiwan associate the country of
origin more strongly, based on the country's image and reputation in the
automotive industry. This is similar to current international concern on
‘Made in China' products and consumers' negative association with the
quality of Chinese-made products. This finding suggests that, in relafion to
premium car brands, a German brand is still regarded more highly than a

Japanese brand.

Table 5-75. Brand/model appreciation between BMW and Lexus in Taiwan.
Correlation

Level of appeal Average 3.3/5 Average 3.0/5 Yes:

BMW/Lexus Similar marks
Main written - based on visual - the country of origin No
responses appearances

Consumers’ - Representational - the country of origin Yes

brand values
association

The consumer's written responses on consumer's association with
BMW/Lexus are based on the suggestive values of BMW, and the country of
origin with Lexus. These two types of comments are largely based on the
suggestive values of the brand relating to group norms rather than
individual attitudes and tastes. This finding from Taiwan correlates with the
findings from the secondary research, that is, that Taiwan as an Asian

country is interdependent.

Table 5-76 indicates the visual features that were perceived as
brand-specific on the 320i/1S250. The frontal area of the 320i is the main
area of this car that was perceived as brand-specific. One interesting fact
is that the Kidney Grille in Taiwan has been perceived as an individual visual
element including the logo, but without the air dam below it. On the other
hand, the IS250 has only two features indicated as brand specific elements:
the Lexus logo without the front grille, and the continuous line from front to
the side. As the part of the aim of this research is to understand how visual
aesthetics of car exteriors are perceived as carrying brand identity, this
outcome for the 15250 indicates that the 1S250 as a design has a weaker
expression associated with the brand identity than the 320i. Furthermore,
the Taiwan consumers are more sensitive to details when perceiving a car's
exterior. This is based on the comparison outcome that the Kidney grille
has been indicated as an individual feature, and there are more

indications on the Lexus logo on the design of 15250.

Table 5-76. Model association on Brand-specific features indicated between BMW
and Lexus in Taiwan.
BMW (x12 indication)

Lexus (x10 Indications)

- Kidney Grille -Logo
- Frontal area of 320i - Une along the bonnet
- front and side corner
- Air dam

- Logo at rear

Brand-specific
Features indicated

- Shark fin antenna
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Table 5-77 displays the discussion summaries from Section 5.1 on model
comprehension by Taiwanese consumers. In comparison, the 1S250 has
been perceived more coherently between holistic and analytical
perceptions than the 320i. However, the 320i has higher average VAS
marks and pictogram indications. This indicates that the 320i has been
perceived more strongly with the expressions intended by BMW than the
1S250.

The only coherence between the holistic and analytical consumer
perceptions on the 320i is the quality of ‘Modern', mainly on the design of
the 320i as a whole and the headlights. Based on the descriptions on the
expression keywords, the expression 'Modern' is highly intangible with large
variations on individual interpretations as it often refers to the contemporary
style. . However, this strong interprefation of the 320i as expressing
modernity correlates with the secondary research finding from the Car
Design News designer interviews that BMW's new design direction
correlates with the current design trends in areas such as architecture,
sculpture, and fashion. Therefore, this finding indicates that the holistic
design quality of the 320i, consisting of strong and coherent designs in
primary and secondary form elements, are being strongly perceived as

‘Modern'.
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The expressions of ‘Simple', and ‘Sporty’ on the 15250 was coherently
perceived with features indicated in the same area on the design. This
indicates that the consumers in Taiwan mainly interpret the larger surface
areas and continues lines as 'Simple’. On the other hand, the headlights
and spot lights consist of the Lexus' Arrowhead motif and are perceived as

Sporty.

As discussed in the types of visual features that are strongly perceived in
model appreciation, the features indicated on the 15250 were elemental
while the 320i was more strongly comprehended as a whole design. As
the 320i has been perceived more strongly than the 1S250, this finding
correlates with the statement that a well-refined car design with cohesive
form elements is likely to be more strongly interpreted than a car that shows

lower levels of overall cohesiveness in its form elements.



Table 5-77. Model comprehension between BMW and Lexus outcomes in Taiwan.

Lexus Correlation

Exprelslons = Level of correlatior _on Geﬂuﬂ principles belwaen
| affribute ond feature -

‘J Comfon‘oble (75. 6!100} - None 1. Simple (60/100} Med Yes:
Whole 320i, and DLO (interior) (X] Side of 15250, The continues line, and rear of 15250 (X) Most expression
2. Modern (74.1/100) - Med 2, Sporty (54.5/100) - Med have moderate
Whole 320i, and headlights (Similarity) Headlights, and spot lights (Proximity) formal aesthetic
3. Desirable (71.7/100) - Med 3. Confident (52.7/100) - Med coherences
Whole 320i, DLO (interior), and Logo (Experience) Headlights, and side of 15250 (Similarity. Enclosedness)
Strongest visual Whole 320i - Med Twin-barrel headlights — High

Gl ChiRlaNelleifole /eyl Nodern, and Comfort (‘The good curve') Sporty and Confident (Proximity. Enclosedness)

- The continues line — High
Style, and Simple (Common movement, ‘The good curve')

1. Brand-specific (x14] — N/A 1. Simple (x13) - None
Kidney Grille including logo Side of 15250, The continues line, and rear of 15250 (X)
[anahyseal 2. Modern (x13) - Med 3. Sporty (x14) - Med
perceptions) Whole 320i, and headlights (Similarity) Headlights, and spot lights (Proximity)
3. Elegant (x10} - Med 3. Distinctive (x10) — Med
Side mirrors, and whole 320i (X) Air dam, and mainly based on front area of 1IS250 (Similarity. Proximity)

149



5.3 Comparison between market characteristics
Based on the discussion outcome in Section 5.2 focusing on similarities and
correlations, this section compares these market-based discussions by
exploring any market-related pattern of perceptions and interpretations.
Any established pattern or characteristic will be discussed under the various

modes of perceptions from the VPE framework.

Background

Comparing the main selections of dream car, the New Zealand consumers'
main selections were based on cars that rarely appear on roads, have bold
formal aesthetic language and create a visual experience that is
potentially highly expressive. This result may be explained by the fact that,
as a Western country, the New Zealand participant prefers cars that
potentially create a bold visual experience due to participants' wish to be
viewed distinctively as an autonomous entity with his/her own intellectual
character. Taiwanese participants, in contrast, have stronger preferences
for premium cars based on their visual quality and performance. As
premium cars are more commonly known in the society compared to the
super cars, the suggestive messages of the car are more likely to be
interpreted by other members of society in Taiwan. It can thus be
suggested that Taiwan consumers interpret the design of a car associatively
with strong collective values and potentially less on the merit of the visual

experience.
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VPE mode: Impression

BMW and its model 320i are both more strongly perceived by consumers in
New Zealand and Taiwan compared to the Lexus 1S250, based on the
distinctiveness of their visual quality design. However, both the 320i and
15250 have been perceived more strongly by Taiwan consumers than New
Zealand consumers according to the outcomes of both sefs of
questionnaire. The criticisms on the visual quality of the 1S250, with its lower
average marks, correlate with the visual format analysis finding in Section
3.1. This implies that the level of coherence in a car's formal aesthetics
(primary and secondary form elements) correlates with the level of visual

impression in both New Zealand and Taiwan.

VPE mode: Recognition

Both the New Zealand and Taiwan outcomes show that the patterns of car
exterior that are rated by consumers as highly distinctive are also likely to be
perceived as highly appealing. BMW models have been strongly
perceived in both markets with stronger brand identity than Lexus. Thiis
suggests that a car brand with stronger brand-specific design language is
more strongly recognised as carrying brand identity by consumers in New
lealand and Taiwan. The New Iealand consumers show an almost equal
level of interest in physically experiencing the 320i and 15250, while the
Taiwan consumers indicated a much higher level interest in the 320i. This

potentially suggests that consumers with an independent self-concept, a



New Zealand market characteristic, judge a car by its actual merit, and
therefore are more wiling to tfry newer car brands than Taiwanese

consumers.

» Apprecialion
The model 320i has stronger model appreciation than the 1S250 both in the
holistic and analytical perception modes. Holistically, under VAS
outcomes, New Zealand consumers appreciate the 320i and 15250 with the
same visual guality of 'Simple/Clean'. On the other hand, the Taiwanese
consumers appreciate the 320i and 1S250 more cohesively than New
Zealanders .with the same visual attributes amongst the top three strongest
rankings. However, analytfically, while the 320i has been perceived with
the same visual attributes in New Zealand and Taiwan, the 15250 has been
perceived dramatically differently in the New Zealand and Taiwan
outcomes. The outcome on the 15250 in New Zealand indicates that the
Arrowhead motif is perceived more strongly as an individual or small group
of features rather than on the overall holistic level. This indicates that
because the 320i has strong primary and secondary form language, both
the New Zealand and Taiwan consumers interpreted the design cohesively
at an analytical level. The implication for design is that the level of
coherence continuity between design features, in relatfion to the primary

and secondary form elements, is crifical for achieving a strong visual

experience for car exteriors rather than the individual elements, such as a

headlight or a single curve along the side of the car.

Comparing the strongest features on the 320i/IS250 appreciated in New
Zealand and Taiwan, the Kidney Grille was strongly perceived in both
markets but the 320i as a whole was also perceived strongly in Taiwan. On
the other hand, the headlights on the 15250 were perceived as strongly in
New Zealand and Taiwan. The New Zealand consumer visually perceived
the Kidney Grille on the 320i as following the continuity of lines, while the
Taiwan consumers perceived the grille more as an individual feature.
Compared to the 320i findings, the headlights on the 15250 were indicated
in the same manner in both markets. When analysing these features with
the format analysis outcome in Section 3.1, it can therefore be assumed
that the New Zealand consumers have a pattern of perceiving features
consisting of stronger directional qualities relating fo the primary form
elements. In contrast, the Taiwan consumer has the tendency to perceive

features confined to the outline of the feature.

Comparing the relationships between the embodied Gestalt principle of
the attribute and feature indicated in New Zealand and Taiwan, it is
evident that there is a strong relationship between the embodied Gestalt
principles on visual attributes and the features indicated. The implications

for design practice, and research and suggestions are listed below:
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A. Validating Gestalt principles in automotive design as a tool for design
language development and validating the designer's decisions relating to
the form and ordering aspect.

B. Potential for further research to develop a ‘form library' based on the
Gestalt principles patterns discovered in this research.

C. Visual attributes can be used to describe properties in an automotive

design in a contemporary context.

The comparative analysis on consumer comprehension of the 320/1S250 will
seek to establish if any pattern in model appreciation exists in this research

and establish implications for design and further research,

VPE mode: Association

Consumers in both markets similarly perceived the level of brand appeal
between BMW and Lexus. However, BMW has a stronger consumer
association on brand as a premium automotive company in both markets.
Moreover, Taiwan consumers indicated the strongest association.
However, the basis for how these two brands are perceived correlates with
the market characteristics shown in the secondary research. The New
Zealand outcome is based on the brand heritage and visual appearance
of BMW models; the Taiwan outcome is based on price, value of BMW

models, and the country of origin. Both of these outcomes further supports
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the consumer characteristic discussed in the Background paragraph of this
section. Furthermore, in relation to consumer associations on premium car
brands in Taiwan, a German brand is still regarded more highly than a
Japanese brand due to the tendency of preferring Western goods over

Eastern imported goods.

In both markets, the 1S250 has weak consumer association on features
carrying brand identity, except for the company logo. Comparatively, the
Kidney Grille on the 320i has been strongly associated with representing
BMW. This finding also correlates with the design analysis of the320i and
IS250 that indicates that BMW's Kidney Grille has been cohesively adopted
in all BMW models; in comparison, on Lexus models there is a lack of
brand-specific features. This coherent finding between the New Zealand
and Taiwan outcomes suggests that the higher the consumers' familiarity
with a model's specific design feature as belonging to the same car brand,
the stronger the consumer association of that specific feature as
brand-specific. ~ Although one could argue that BMW has other
brand-specific features that have been incorporated into the model
designs, the headlights potentially lack consumer familiarity due their high
complexity in elemental composition making them hard for the general
public to familiarise. The other feature - the Hofmeister Kink - also lacks
visual distinctiveness due to the nature of its form language and the

feature's position on the car. It is therefore likely that connections exist



between the visual complexity of features and the level of consumers'
familiarity with the feature. As this is outside the limitations of this research,
this assumption will not be further explored, but is noted as a potential topic

for further research.

Comprehension
Based on the level of comprehension on expressions relating to the two
models, the design of the 320i has been more strongly perceived than the
I5250. Although there are no relations between the holistically and
analytically comprehended expressions, the expression describing the
design of the 320i has been interpreted cohesively by New Zealand and
Taiwan consumers both holistically and analytically. Conversely, the 15250
has a higher cohesiveness between the expressions that were
comprehended holistically and analytically; but the correlations between
consumers in the different markets are poor. As identified in the model
appreciation discussions, this cohesive pattern in design interpretation
between markefs for the 320i is also apparent. The 15250 is also shown to
be highly inconsistent in consumer appreciation between markets. This
consistency between consumer comprehensions in different markets
supports the design implication regarding the importance of primary and
secondary form elements that was discussed in the model appreciation
paragraph. This implies that a well-refined car design with cohesive form

elements is likely to be interpreted more strongly than a car that shows

lower levels of overall cohesiveness in its form elements, in both New

Zealand and Taiwan markets.

The strongest feature perceived on the 320i as expressive in New Zealand is
the Kidney Grille, which was also perceived as the feature with the
strongest visual attributes in model appreciation section. The Taiwan
outcome indicates that although both the grille and the 320i as a whole are
the most strongly perceived visual atiributes, only the overall 320i has been
strongly comprehended in Taiwan. Comparatively, the 1S250 outcome
between model appreciation and model comprehension in New Zealand
shows consistency; however, the Taiwan outcome shows variations similar
to how the 320i was perceived, as mentioned above. When analysing
these findings, it is somewhat surprising to note that the Taiwan consumer
indicated the continuous line along the 15250 as expressive, contradicting
the consumer patterns stated in model appreciation. This suggests that in
the context of expression-related model perceptions, the New Zealand
consumers perceived features that are visually outstanding as expressive.
In contrast, the Taiwan consumers have a pattern of perceiving features

that relate the primary visual elements of a car as expressive.
Comparing on the relationships between the embodied Gestalt principle of

the official expressions and features indicated in New Zealand and Taiwan,

it is evident that the relationship between the embodied Gestalt principles
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on visual attributes and features are weaker in model expression. However,

these outcomes are not surprising as these official expressive terms are
more tangible than the descriptive attributes and hence have a less
correlative pattern and there is still a moderate level of correlation of this
pattern. Therefore, as discussed in the model comprehension section on
the New Zealand market, effective comprehension and understanding of
the intended design language are crucially affected by on the wording of
the expressions; thus, the wording of expressions to describe a car design is

crucial, and it must be highly articulated.

Overall

T The overall outcome between New Zealand and Taiwan indicates that
the 320i and its associated brand have been more strongly perceived in
both markets compared to the Lexus 1S250. However, the New Zealand
research shows lower average marks and rankings as a general trend (in
the range between 50 and 60 out of 100),compared to the Taiwan
consumers [ average marks and rankings ranged between 60 and 75 out of
100) based on the comparison outcome. This suggests that the Taiwan
consumer perceived the 320i and 15250 more strongly than the New
Zealand consumer. I is difficult to explain this result, but it might be related
to intferdependent values in Taiwanese culture, whereby luxury brands are

perceived more strongly. This also provides an explanation for the New

154

Ilealand outcome: due to independent self-concept and the less
distinctive visual aesthetics of the 320i and 15250 in term of consumers'
dream car preferences, the participants in New Zealand were less

attracted to the 320i or IS250.



5.4 Internal and External
This section compares the intended and the external design perceptions of
the 320i and 15250. As identified in the previous discussion sections, both
BMW and Lexus have been perceived as premium brands, but BMW and
the 320i were more strongly perceived by consumers in both markets. This
comparative discussion seeks to understand which visual features were
perceived as intended by BMW and Lexus, and discuss why one feature
was more successfully perceived than another. Furthermore, the analysis
seeks to examine if any coherent form ordering principles contribute to a
stronger visual comprehension from the viewer. Through understanding
the relationships of how meanings are comprehended or associated with
certain types of formal aesthelic attributes, tools for the design process

could potentially be established to:

A. Validate the relationship between formal aesthetics and perceptions
through academic research.

B. Create a library of expressive terms with recommended formal aesthetic
attributes for design processes.

C. Provide an external reference for designers to justify their design

decisions on brand-specific and model-specific features.

541 BMW
This section identifies the similarities and differences in consumer recognition,

association, and comprehension of BMW and the 320i.

VPE: Recognition

In both markets, there is strong consumer recognition of BMW cars as
carrying a correlated visual brand identity across the car models.
Comparing written responses from New Zealand and Taiwan, it is
fascinating to find that consumers in Taiwan gave precise descriptions
about why they perceived BMW models as brand-specific. This correlates
with discussion in the cross market comparison that Taiwanese are more

sensitive to details than New Zealand consumers.

The consumers' interests in physically experiencing the 320i are moderately
high in both markets with the Taiwan outcome indicating stronger interest
than New Zealand. The written comments for the level of interest indicate
different motives: the New Zealand consumers focused on the aesthetics of
the 320i, while the Taiwan consumers focused on how the car would
enhance their personal image externally. The focus on visual aesthetics
amongst New Zealand consumers explains the lower average mark of 3.3/5,
as the 320i has a plainer and less distinctive visual appearance compared

to the design of the consumers’ dream cars.
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Table 5-78. External perceptions on the BMW 320i between New Zealand and
Taiwan.

BMW 320i New Zealand Taiwan

i Renlelale gl 12/15 agreements

13/15 agreements

Formal aesthetics and
highly level of recognition
of the Grille and front of
car as brand-specific

' interest in 3.3/5 3.9/5

wning 320i

Comfort levels and visual
appearances

Visual aesthetics

Written responses

Representational
Value based

VPE mode: Association

Table 5-59 compares consumers’' brand-specific associations in different
markets. The internal and external perceptions map moderately, as not all
of the intended brand-specific signifiers were perceived by consumers.
The feature that was not specifically indicated in both markets is the
Hofmeister Kink. In contrast, the strongest associated feature is the Kidney
Grille on the 320i, as referred to in the discussion in Section 5.1, and
consisting of a strong and coherent adoption of multiple Gestalt principles.
This indicates that consumers in both markets are more familiar with the
grile as a BMW-specific feature. However, the grile was perceived
differently between the markets. The New Zealand consumers indicated
the grille as a composition including the air dam, while the Taiwan

outcomes indicate the grille and logo only. As discussed in Section 5.3, the
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Taiwan consumers perceived a design with more focus on the details than

the overall design at a holistic level.

It is apparent from Table 5.58 that the

strongest visual elements share similar formal aesthetic principles. These

principles relate to the repetition of similar elements and primary/secondary

form elements relating to the gesture of continuing lines.

Table 5-79. Indication of intended feature types on visual elements with the findings.

Strongest Pictogram

Expressions in
New Zealand

Feature types:
Brand-specific / model-specific /

None

Strongest Pictogram
Expressions in
Taiwan

Brand-specific (x12 indications) Brand-specific (x14 indications)

Features

Kidney Grille Brand-specific Brand-specific Kidney Grille
including air dam Model-specific Model-specific including logo
and logo

Frontal area Model-specific Model-specific Frontal area
Wheels Model-specific Model-specific Air Dam

Roundel logo at
rear

Brand-specific

Brand-specific

Headlight including
the corner of front
wheel arch and
hood

Rear area (upper
middie)

Model-specific

Brand-specific

Roundel logo at rear

Overall design of
320i

(Flame surfacing,
aerodynamic

design)

Mpderate Gestalt principle correlation:

Brand-specific
Model-specific

Similarity. (and primary form elements)

Model-specific

Shark Fin antenna

Moderate Gestalt principle correlations:

primary form elements on the lines
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Figure 5-44. Feature associated as brand-specific in New Zealand. Figure 5-45. Features associated as brand-specific in Taiwan.
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VPE mode: Comprehension

As indicated on Table 3.1 in Section 2.3 showing the design intents of BMW,
the expressions used generally described the holistic visual appearance of
the 320i. This lack of linkage of the expressive terms to any specific feature
suggests a lower level of understanding between features and expressions,
which this research seeks to explore. Due to this lack of linkage to details,
this comparative analysis will only be conducted on expressions with
correlated visual features. Comparing the indicated features perceived
as ‘Sporty' in New Zeadland and Taiwan, the rear of the 320i was not
perceived as BMW intended. However, the front portion of the 320i,
consisting of a large number of features, was highly comprehended as
intended by consumers in both markets. Furthermore, the Taiwan
consumers more strongly comprehended the front of the 320i as 'Sporty’

than the New Zealanders.

Comparing the number of features indicated in New Zealand and Taiwan,
the Taiwanese consumers indicated more features. Furthermore, more
types of features were indicated, including some smaller details such as the
rear corner of the 320i. This reflects the assumption that Taiwanese are
more sensitive to details. Interestingly, consumers from both markets
perceived the Shark Fin Antenna as ‘Sporty'!l  Although this feature was not
described as ‘Sporty', the researcher believes that the form of antenna

serves an iconic, associative visual feature to the consumers.
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Figure 5-47. Indications on the expression 'Sporty' on the 320i in Taiwan.

Table 5-80. List of intended expressions on the 320i and any related design features.

Descriptor Features
Dynamic Well-defined Whole design.
é Versatile Innovative N/A
% Elegant Sleek/Lightness Whole design
é’ Modern High-tech/Stylish N/A
; Desirable Confident/Focused | N/A
§ Sporty Powerful/Athletic Whole design (long wheel base
and hood). DLO. Rear end.
Comfortable Luxuries/Enjoyable N/A




QOverall, the discussions in this section indicate that as receivers of the 320i
design, consumers in Taiwan perceived the signs more strongly than the
New Zealand consumers. That the Taiwanese consumers perceived the
signs more successfully is based on their attention to details and familiarity
with BMW and its brand-specific features. The familiarity of the brand
image has strongly suggestive meanings to consumers in Taiwan as a form

of external representation of one's self image.

5.4.2 Lexus
This section identifies the similarities and differences in consumer recognition,

association and comprehension of Lexus and the 1S250.

VPE: Recognition

Table 5-81 compares consumer recognition of the 15250 between the
markets. These outcomes indicate that the design of the IS250 has been
poorly recognised as conveying brand identity. Furthermore, although
there was a lack of written responses in this area, the comments made are
mostly related to the visual appearance of the 15250, This finding supports
the assumption that the 15250 is perceived weakly because the Visual

Format Analysis outcome of this car is weaker than for the 320i.

Consumers in Taiwan indicated a lack of interest in physically experiencing
the 15250, with an average mark considerably lower than in the New
Zealand study. As discussed in section 5.2, this lower level of interest is
possibly confributed to by Taiwan's cultural emphasis on  the
representational values. Furthermore, the higher level of interest in the 320i
in Taiwan also supports the assumption that BMW as a brand is more
commonly recognised and associated with in Taiwan due to its

well-established brand image.
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Table 5-81. External perceptions on the Lexus 15250 between New Zealand and
Taiwan.

Lexus 1S250 New Zealand

igelgle Rls[SIgi i Aelplolsls MM 7 /15 agreements

>f BMW

6/15 agreements

Equal split of opinions
relating to visual
aesthetics and
performance
Consumers' interest in 3.2/5 2.8/5

Visual appearances

drivin wning 320i

Written responses Visual aesthetics Country of origin

Visual appearance

VPE mode: Association

Reflecting on the low levels of brand-specific recognition of the Lexus
models in both markets, Table 5-82 indicates that the brand-specific
association of features on the 15250 is poor in both markets. The
Arrowhead motif of L-Finesse has been perceived as Lexus-specific in the
New Zealand market but the Taiwan outcomes indicate no evidence of
association with the Arrowhead motif. The New Zedaland consumers'
association with the Arrowhead Motif over an area on the 15250 supports
the previous discussion on the 320i, that New Zealand consumers perceive
car design at a more holistic level. Furthermore from the Taiwan study, the
large number of indications of the Lexus logo on the 1S250 supports the
assumption that Taiwan consumers are more sensitive to the details of a

design. However, the intended brand-specific features were poorly
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associated by consumers in Taiwan as there is only one indicated feature

that is non-iconic.

Table 5-82. Indication of intended feature types on visual elements with the findings.
Feature types: Strongest Pictogram
Brand-specific / model-specific / Expressions in

Stjongest Pictogram
Expressions in New

Zealand None Taiwan
Features Features
Logo Brand-specific | Logo Logo
Grille Model-specific | Line along Grille
bonnet
DLO Brand-specific - DLO
Rear portions of the Brand-specific - Rear portions of the
car car

Low level of Gestalt correlation of No level of Gestalt correlation.

‘Enclosedness’, and ‘Proximity’.
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Intendad lealwes

Figure 5-48. Features perceived as brand-specific in NZ. Figure 5-49. Features perceived as brand-specific in Taiwan.
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VPE mode: Comprehension
The feature-specific expression, ‘Distinctive’, has a poor level of analytical

perception amongst consumers in New Zealand, with only three features

indicated (Figure 5-49). Compared to this, although the Taiwan consumers
perceived a wider range of features as 'Distinctive’, (see Figure 5-50), only Figure 5-50. Indications on the expression 'Distinctive’ on the 15250 in New Zealand.
one indication at the rear of the 1S250 was intended to be 'Distinctive’.
Although all the intended features were not perceived by consumers, the
features commonly perceived as 'Distinctive’ in both markets were the front
grile and the headlights. This common indication, suggests a correlation

between the form language of these visual elements and the expression

‘Distinctiveness'. Referring to Section 5.1.4 analysing the Gestalt principles
and the expressions, the headlight, grille and the rear spot light all share the

Figure 5-51. Indications on the expression ‘Distinctive' on the 15250 in New Zealand.
common Gestalt principle of ‘Proximity'! It can be assumed therefore that

features with a strong 'Proximity' principle correlation are likely to be

perceived as 'Distinctive’. Table 5-83. Expressions intended by Lexus and any correlated features.
Descriptor Feature

= Luxury High quality/Exclusive N/A

g Sporty State of motion/aggressive Overall.

E Distinctive Unique/Refined Rear end,

; Confident Bold N/A

§ Simple Seamless/Flowing (Panel alignment)
Style Elegance/Visually arresting N/A
Evocative Exquisitely beautiful N/A
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Chapter 6. CONCLUSION

The aim of this research is to examine and evaluate the relationship
between visual perception and interpretations of car designs. The
research questions have been answered through investigations on a holistic
and detailed level between consumer perceptions of the 320i and 1S250.
The theoretical context of this research is based on the Visual Product
Experience framework by Warell [2007] conceptualised in the literature
review, and a primary research study. By reviewing the current body of
knowledge on design and perception, the content of the VPE framework
was validated as the most comprehensive framework to use in the context
of this research. It also established a formal aesthetic theory on the Gestalt

theory for the primary research design and analysis.

Furthermore, the secondary research identifies a gap in the existing body of
knowledge comprising a lack of comparative case studies on consumer
perceptions of car exteriors between markets. This primary research
extends the findings of the secondary research on the backgrounds of the
320i/1S250 and their associated brands, and provides an understanding of
their intended design concept and expressions.  As validated through the
literature review findings on the lack of research on inter-market consumer

perceptions, the last section of the secondary research examines the

market backgrounds to understand the social and cultural context for the
comparative  study. The secondary research has provided a

comprehensive base for the design and analysis of the primary research.

This research process, through adoption of the VPE framework, has been
highly beneficial in gaining an in-depth understanding of the various levels
of visual experience of the 320i and 1S250. This project demonstrated that
the structure in the VPE framework can be adopted for various analyses
that consider both on the presentation and representational side of
product perception and interpretation. The Gestalt theory of form
ordering principles has proven to be an effective tool under the VPE modes
to understand the relationship between the ordering principles of formal
aesthetics and consumers' visual experiences on the exterior of the

320i/15250.

This thesis has investigated relationship between perception and meaning
through comparative discussions of the 320i and 15250 in different markets.
The following conclusions (listed under each research question) can be

drawn from the current study.
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How are the two cars perceived and interpreted in the
markets?

The 320i and its associated brand BMW are both strongly perceived by
consumers in both markets. Further, Taiwan consumers perceived
BMW/320i more strongly than New Zealand consumers with an
interdependent cultural influence. To clarify this, the key findings are listed

below:

New Zealand

B The brand impression and recognition of BMW is based on consumers'
independent values, judging the brand base on its heritage and
design aesthetics.

| Lexus was largely judged with strong existing opinions and prejudice
towards its country of origin and mother company, Toyota.

| The independent culiure of New Zealand has influenced the
consumers' considerably high level of wilingness to physically
experience the 15250 despite the lower level of model impression and
recognition.

B The model 320i was perceived based on the visual aesthetics, based
on the coherence between primary and secondary form elements.

m  The model I1S250 was perceived weakly, based on the lack of overall
coherence between the forms. This is partially contributed to by the

brand-specific design language of the Arrowhead motif as it
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emphasises sharp line transitions and does not contribute to the

overall visual coherence.

Taiwan

T The brand impression and recognition of BMW is based on
consumers’ interdependent values in judging the brand, based on its
suggestive meanings in society as a premium brand.

Lexus was largely judged with both criticism and compliments towards
Japan as the country of origin.

Taiwan consumers are less wiling to physically experience the 15250
based on the lower level of model recognition.

The model 320i was perceived on a visual aesthetics base, based on
the coherence between primary and secondary form elements.

The model IS250 was perceived more weakly than the 320i, based on

the lack of overall coherence and harmonious form language.



The outcome of the research is shown in Table é-1, which shows only the
strongest visual features indicated by consumers, and the main visual
attribute under which it was appreciated. Overall, the grille on the 320i in
New Zealand and Taiwan were consistently appreciated as
‘Distinctive/Well-defined'. Also, consumers from both markets perceived
the twin-barrel headlights on the 1S250 as the strongest visual element.  This
shows that the 1S250 is perceived differently in the two markets, which is
largely contributed to by the weaker form and ordering design of the 1S250.
The level of coherence in a car's formal aesthetics (primary and secondary
form elements) correlates with the level of visual impression; that is, the
design of the 320i has been perceived more strongly than the 15250 in New

lealand.

Table é-1. List of features strongly perceived as characteristic for the 320i/1S250 in
both markets.
New Zealand 320i 15250

Strongest feature Kidney Grille Twin-barrel Headlights

Distinctive/well-defined Consistent/Uniform.
Distinctive/Well-defined

Visual attributes

Taiwan
Strongest feature 1. Kidney Grille

2. Overall 320i

Continuous line along 15250

What visual elements are perceived as signifiers and whal
meanings are conveyed by those visual elements?

In both markets, the 320i was strongly perceived as visually conveying the
brand identity of BMW. In both markets there is a pattern on model
comprehension for the 320i. This indicates that the strongest visual features
appreciated by consumers were also perceived as highly expressive. In
conftrast, the continuous line along the 15250 is perceived by consumers

from both markets as strongly expressive.

As indicated in Figure 6-2, the frontal area of the 320i has been strongly
associated as brand-specific in both markets, based on the consumers'
familiarity of the design language. In contrast, the brand identity of the
IS250 was poorly perceived except for the association between the logo

and the brand.

Table é-2. List of features strongly interpreted as expressive for the 320i/15250 in both
markets.

Visual aftributes 1. Distinctive/well-defined Harmonious/Flowing
2.Balanced/Proportional,

Simple/Clean

Strongest feature 1. Kidney Grille Continuous line along 15250
2. Overall 320i
Expression 1. Desirable. Brand-specific Simple, Sporty, Style

2. Dynamic. Elegant
Talwan

Strongest feature Overall 320i 1. Twin-barrel headlights

2. Continues line along 15250

Expression Modern. Comfortable 1. Sporty. and Confident

2. Style, and Simple
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Figure é-1. Features perceived as BMW-specific between the markets
(Left:New Zealand. Right:Taiwan).

Figure 4-2 Features perceived as brand-specific between the markets (left: New
Zealand. Right: Taiwan).
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Are there any differences in perception and meaning in the
different markeis? What are the differences?

The major difference in consumer perception and interpretation in New
Zealand and Taiwan is that the New Zealand consumers largely perceived
the 320i/1S250 based on their independent personal values, with emphasis
on their visual distinctiveness or uniqueness. In contrast, the Taiwan
consumers perceived these two cars based on their representational
collective values. The New Zealand market characteristic is that
consumers with an independent self-concept judge a car by its actual
merit, and therefore are more wiling to itry newer car brands than

Taiwanese consumers.

Based on the written responses and the pictogram outcomes from the
Taiwan study, the Taiwanese consumers perceive more details on a design
than New IZealand consumers. This finding supports the secondary
research reporting on the relationship between complexity in the language
format and sensitivity to details. This assumption also relates to the design
focus of Lexus and the consumer perception outcomes on the 1S250. The
L-Finesse design language of the Arrowhead motif has been poorly
perceived at a holistic level, but more commonly perceived as a feature
detail or a small composition by consumers in both markets. This possibly
reflects that, as an Asian company, Lexus' design focuses on the individual

details.



Regarding how the formal aesthetic attributes are perceived without
meanings, the New IZealand consumers have a pattern of perceiving
features such as the bone line and DLO. These features consist of strong
directional qualities relating to the primary form elements. In comparison,
the Taiwan consumers have the fendency to perceive the design as a

whole entity.

w is the design infent been perceived and interpreted?
The 320i has been more strongly perceived as BMW intended, based on the
harmonious yet distinctively balanced visual aesthetics.  As the main visual
feature intended by BMW, the Kidney GCrille has been successfully
perceived by consumers as representing BMW. BMW's brand-specific
design language of using flame surfacing for expressing a state of motion

and elegance is also strongly perceived by consumers in both markets,

The outcome has shown that, due to a lack of coherence and refinement

in the primary and secondary visual form elements in the design of the 15250,

this car model was poorly perceived by consumers in both markets. This
phenomenon was more evident in the New Zealand market due to the
market character that a design is often judged independently without
suggestive association of the brand image. The Arowhead motif

proposed by Lexus' L-Finesse has been perceived at an elemental level

with one clear brand-specific association and not the overall design

gesture intended by Lexus.

What are the implications for design?

The most obvious finding emerging from this study is that a car design with
stronger formal aesthetics is perceived more successfully than a weaker
design. This effect is the same for the different markets with different

social-cultural values and characteristics, as shown in this study.

As mentioned in the secondary research, the higher the level of consumer
familiarities for a specific visual feature to a car brand, the stronger the
consumer association that that specific feature is brand-specific.
Therefore, to achieve brand identity through visual aesthetics, it is essential
for companies to establish a range of brand-specific design vocabularies
and incorporate them into their models. Visual elements that consist of
highly complex compositions and weaker directional ordering of elements
are harder to familiarise. This is evident in this research outcome
comparing the brand-specific features of the 320i. In this case, the Quad
headlights are not perceived strongly as a brand-specific feature when
compared to the 320i Kidney Grille. There is therefore a connection
between the visual complexity of features and the level of consumers’

familiarity with the feature.
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The implication for design is that the level of coherence continuity between
design features in relation to the primary and secondary form element is
critical for achieving a strong visual experience for car exteriors, but not the

individual elements

The result indicates a strong relationship between the embodied Gestalt
principles on visual attributes and features indicated. However, this
relationship between the embodied Gestalt principles on visual attributes
and features indicated is weaker in model expression. The implication for
design is that the visual attributes can be used to describe formal aesthetic
properties in automotive design in a contemporary context. This research
outcome, identifying the relationship between the Gestall principles
perceived and interpretations, offers a source for validation of the

designer's decisions relating to the form and ordering aspects.
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6.1 Evaluation
The secondary aspect of this research focuses on four key aspects: the
theoretical background, the design, the market background, and the field
research tools, such as the VAS indication method. Overall, a wide range
of sources has been drawn upon, ranging from foreign literatures focusing
on the market characteristic of Taiwan, to materials from private
organizations such as BMW and Lexus. These mixed areas of literature and
background research have served to gain different perspectives on how
and why consumers from different market backgrounds visually perceive
the same designs, giving authority to the primary research analysis and

discussion.

The primary research was designed based on the research tools and
official design intentions of the 320i/1S250 to ensure validity in the research
outcomes for comparison between BMW and Lexus. The consumer
groups in this exploration are comparable because the venues for the field
research were chosen to target car enthusiasts from amongst the general

public group.

To gain a range of perspectives, outcomes from the field research was first
analysed individually and then categorised under the VPE modes. Based
on these categroisations, comparative discussions were drawn between

the markets and the two car designs. Lastly, comparison were drawn



between the design intentions and the external perceptions, aiming to
examine what and why specific visual features were interpreted as

brand-specific.

6.2 Area for further research
As identified in the literature review, the field of visual design perception
and interpretation is a newly established research field requiring further
research. The outcome of this research study identifies areas and topics

for further investigation within this field, as listed below:

Table 6-3. List of potential further research topics.

Type of topic

VPE framework
[Warell, 2007]

Potential research outlook

Exploring each mode in the VPE
framework to gain further
understanding.

Purpose of the research
outlook

Build up the theory to gain
understanding on the
visual product experience
as research for design.

Visual
appreciation

Relationship between language
complexity and sensitivity to
details on design.

Understanding of
perception
characteristics between
different ethnic groups.

Further research to
establish a method of
mental fraining for
designer or design
education.

Formal aesthetic
appreciation and
comprehension

Further provide the validity of
Gestalt principles in automotive
design.

Validate the designer's
decisions relating to the
form and ordering
aspect.

Develop a ‘form library’
based on the patterns
discovered in this
research and based on
the Gestalt principles.

Visual product
association and
comprehension

Research into culturally related
perceptions with more case
studies.

Establish a set of
geographical based
guidelines or references
for designing products
targeting multi-cultural
markets.
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Note

* Position of the Greenhouse in relation to the whole
design. Pushing the Greenhouse forward is a significant
woy of expressing dynamism. In the opposite,

a Calb-packward expresses a reloxed gppearance.

Figure A-1. Glossary — terms and definifions..

~zommons

&
K.
L.
M.

Daylight Opening (DLO)

- curve of the side window
designed to be a visual feature
Wheelarch
Body section
Beltline
Bone line
A-Pillar
B-Pillar
C-Pillar
Greenhouse (Padiglione)

- Windows of the passenger
cabin including the DLO

Hood
Down Road Graphic (DRG)
Airdam
Cab-forward*
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Review of BMW's new design aesthetics by artists/designers in
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Artists/Designers

Tom Matano

Table B-1. Summary of designers and artists opinion on the looks of the new BMW designs [Cox, n.d].

Questions asked during the interview
1.General comments on the look of

new BMWs

2. Are BMW's design trends paralleling
trends in design and architecture?

3. Anything significant that will add a
new way of looking at BMW designs?
BMW needs visual brand identity
development like the Mercedes-Benz
and Audi.

Other comments

Lewis de Soto

Problematic because the design is
overly conceptual and do not elicit
desire (do not harmonise as a whole).

This is a new design direction for BMW
and not an evolution.

Visual design cues use across
models is inappropriate for ifs
large models such as the 7 series
due to the lack of detail.

Larry Eisenbach

Do not like the front. The headlights
and the carved lower hemispheres.
The emotional expression of the frontal
portion is 'sheepish' and not a BMW

characteristic.

Yes, in architecture but questions this
desire to make the flamboyant
impression as it could be something
less than timeless.

Brand image and its associated
meanings are important for products.
Simplicity and honesty is the further the
trend of formal aesthetic design
language, BMW should be careful.

14 lack BMW's visual identity

loosing its visually holistic quality. New
design trends far too extreme.

Michael Hui Great new design direction from the Interior and exterior of BMW car - -
BMW and each model has its own designs reflects the design of Gehry's
visual uniqueness. MoMA in Bilbao.

James Tong Too much surface details that it is - - -

Bill Barranco

Teutonic, bold, aggressive, self
confident, and distinctive.

Yes, the glass architecture, tottoo
designs, and street clothing.

Innovative design languages
from BMW,

Teresa Spafford

Likes the design details as it is bold and
darling.

In general, European designs
appreciate the new design
direction of the BMW more than
the American designers.

Jason Alread

New design from the BMW is incredibly
beautiful and expressive.

Direct minimalist intentions on the
interior of BMW models.

Truman Pollard

Too complex in details and is exploiting
shocking values of humanity.

Ken Saward

Evolutionary design that is appropriate
for its targeting markets.
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BMW

History and company culture

This section aims to introduce the history and company culture of BMW
automotive for this comparative study. Originating in Germany in the early
1910s within the aviation manufacturing industry, Bayerische Motoren
Werke AG (BMW) based its Roundel logo on the rofating motfion of an
aircraft propeller in the blue sky. Referring to the BMW logo in section 2.2.1,
the colours of blue and white symbolise the Bavarian flag and express the
brand's cultural heritage [BMW International, 2007]. The automotive
sector of BMW was established in the mid 20t century and the model 2002
revolutionised the American market, as the world's biggest auto market.
Model 2002 filled the market gap by combining sports car and muscle car
qualities intfo a premium sports sedan. Ever since then, the 3 series models
have been regarded as the benchmark within the company and
promoted as "uncompromised, authentic, and exhilarating to drive” [BMW

USA, 2007]

In the history of BMW cars, there is a constant focus on consumer's
experience and reflecting market needs through innovative designs.
When examining the culture of BMW as a car maker, the company has a
long history” of involvement in motor sports suggesting a high level of
performance amongst BMW cars. More recently, BMW has expanded its

commitment in social development into cultural and arts related activities

such as BMW Car Art [BMW New Zealand, 2007]. Furthermore, the general
impression of Germany's engineering standard enhances BMW as a
premium car maker with original designs and high mechanical

performances.
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Lexus
History and company culture

This section will focus on introducing the history of Lexus as a luxury
automotive brand with a company culture that is deeply influenced by
Japanese culture. Lexus is a brand name conceived over almost two
decades ago by the Japanese company Toyota Motor as its luxury car
division and later developed its overall aim as “the pursuit of perfection".
Originated as military truck manufacturer, Toyota moved into the
commercial automotive market after the Second World War period
focusing on economic motor car production and soon become one of
Japan's largest automotive companies. Lexus was originally designed to
target the American market and was first introduced in 1989. It was aimed
at the luxury segment of the automotive market its product emphasis on
technology and performance, and with a competitive price that was
slightly lower than its competitors. Today, Lexus is a widely recognised
premium car brand in most parts of the world and has beaten its

competitors in terms of the sales record in the USA market [Lexus, 2007b].
The culture and propriety of the company lies within its technological and

engineering innovations. This is evident from past company

advertisements where the focus was on technological advancement
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amongst its competitors to provide a luxurious driving and riding experience

[Lexus, 2006-2008, & 2007b].

Although the history and culture of Lexus is relatively short, it is one of the
best known Asian car companies in the luxury market sector. Lexus has
gained international success and recognition over its relatively short history;
which could influence the consumer's brand impression as to what they
associate Lexus with. With Japan as ifs country of origin, Lexus offers an
interesting case for the comparison of brand perception and the
association of a brand's country of origin, such as the electronic brand
Sony. Compared to the design history of Lexus amongst other luxury car
brands, Lexus is a young brand with less heritage and is less establishment in
New Zealand or Taiwan compared to its sales in the US market. However,
this lack of company heritage creates opportunity for a fresh approach in

the culture of Lexus.
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Market backgrounds: Culture and history of Taiwan

A-9



Culture and history of Taiwan

Politically, the current government originated from China's National party
promofing democracy. In confrast, the current Chinese culture in China is
considerably different from Taiwan due to the communist government and

the historical influences of the Cultural Revolution.

Historically, Taiwan has been ruled by both a Western and an Eastern
country; and later on was further influenced by the American system for
political reasons.  In the early days, unstable political situations caused the
local government to place high level of control on the freedom of speech.
During the period that the island was ruled by the Japanese, the whole
country was enslaved to produce raw materials for Japan. This resulted in
a loss of cultural identity and a strong emphasis on capitalist values. These
unstable political backgrounds jeopardised the development of arts and
aesthetic culture in Taiwan. Due to this political background, the people
were forced into developing capitalist values to achieve financial stability
and a sense of security. Although the country has developed dramatically
in many ways, this value issue is still evident in the educational planning and
emphasis today. Students were discouraged from participating in art and
craft subjects and these subjects are commonly regarded as no more than
an exfra-curricular activity.  Amongst the subjects in school, music and art

classes were often squeezed out by the "main subjects" to allow more
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study or teaching fime for examination preparation. It is only during the
last decade that values in arts and design are starting to gain public and
tertiary recognition.  According to Zhang (2005), it is hard for art
departments to gain enough recognition or attention amongst the
departments within Universities for substantial funding. However, although
certain universities did not have an arts department in the early days an arts
departments are being opened following line with the frend of educational
emphasis from the government. Today, the value of arts, design, and
local culture are starting to gain positive momentum amongst both the
government and the people in Taiwan. This could possibly relate fo a

better level of education in the country today.

The Confucius philosophy is originates from ancient China and was the
fundamental to the education system in the Chinese history. Until now, a
considerable amount of the teachings are still deeply rooted in the culture
in East Asia today. Since the Taiwanese did not go through the Cultural
Revolution that took place in mainland China, the value of Confucius
philosophy is more widely recognised in the society. Wong and Ahuvia
(1998) identified five aspects in this philosophy which greatly influences

Taiwanese culture and consumption trends:

Interdependent Self-Concepts: this is based on a relatively high degree of

collective values in individuals that stem from relationships between people.



Depending on one's family, education and values, the majority of Asians
have a strong tendency towards "a configuration of roles expressed in

self-other expectations,"” [Chu, 1985: 252]

Individual and Group Needs: While Western culture values personal
pleasure in life and nonconformity, the Eastern culture often values
conformity over certain self-opinions to minimize conflicts in social relations.
This is evident in the Confucius teachings that proposed “in order fo be a
man or a sage, it is necessary to perform one's duties first, not to claim one's

rights" [Lau & Kuan, 1988:50-51]

The Legitimacy of Group Affiliations: When an individual perceives group
values and opinions fogether with the individuals within the group, they
naturally personally accept judgments and comments made by the group.
These groups could be within the family, workforce departments, or
regionally oriented. Again this is almost the opposite case in Western
society as in most cases people are judged as an individual basad on its

character and integrity [Wong and Ahuvia, 1998:427].

Hierarchy: In Asia today. strong social orders are still prominent [Markus &
Kitayama, 1991: 236; Triandis, McCusker, & Hui, 1990], this correlates to the
five cardinal relations in Confucius philosophy emphasizing the value of

class and order. Although this is apparent in Western cultures, the value of

individual achievement are often weighted over the group that this person

belongs to (Hofstede & Bond, 1988; Wheeler et al., 1989).

The Value of Humility: This particular aspect of Asian culture is diminishing
because of the intfroduction of modern capitalism in Asia and contributes
to the large wealth differential amongst the population [Max Weber, 1963].
With new modern ideas being intfroduced in Asian countries, the value of a
large portion of the younger generation has changed radically into
expressing one as an individual through exaggeration in style and

consumption of luxury goods.

The analysis on Confucius philosophy in this section provides an overview of
the Taiwanese/Chinese culture that contributes to the nation's
consumption behaviour. The next section wil further explore the

consumption pattern and market nature in Taiwan.
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Appendix E

Design analyses: Visual attributes and expression analysis



Table E-01. Definition and relation to physical attribute principles of the ¢ categories on physical description.

Terms on categories of physical Relation to Gestalt Principles
attribute

A. Distinctive/Well-defined Characteristic/Outline clearly Proximity. Similarity. Area.
Difference between one and another in an outlined and clear manner Enclosedness

B. Consistent/Uniform Compatible or in harmony/Unvarying Similarity. Common
Conforming to a compatible standard or appearance Movement.

C. Harmonious/Flowing Forming a pleasing or consistent whole/smooth continuous ‘the good curve'. Common
A holistic appearance that is smooth or in a continuous flow Movement.

D. Beautiful/Stunning Pleasing to the eye/extremely attractive or impressive Multiple principles.
A form or feature that is visually attractive

E. Interesting/Fascinating Causing curiosity/Capture the interest of; attract Experience.

Something that attracts attention through causing curiosity by adoptling an unprecedented
shape/feature or gestures for emotional attachment

F. Ugly/Non-appealing Unpleasant to the eye/not be of inferest ‘The good curve'. Common
Something that is visually unpleasant or disturbing which resulted in unattractiveness Movement.

G. Balanced/Proportional Even distribution of weight or amount/comparative ratio Proximity. Similarity. ‘the good
Distribution of proportion/shape in a comparative ratio that are visually pleasing curve'

H. Sleek/Elegant Smooth and glossy/refined ‘The good curve’. Similarity.
Aesthetic appearance that are consists of physical qualities of smooth and glossy in a refined manner Common Movement.

I. Simple/Clean Not compound or complex/complete, clear-cut Area. Enclosedness.

Aesthetic appearance that are complete and not complex
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Table E-02. Expression terms from BMW with description and relation to the Gestalt theory.

Expression terms

Descriptor

Definition
!

Definition of descriptor/s

(Definﬁion in the context of automotive design)

Relation to Gestalt form ordering
principles

A. Dynamic Well-defined Of motive force. Qutline clearly ‘the good curve'.
Common Movement.
force in actual physical attributes that are clearly outlined
B. Versatile Innovative Having many uses. Bring in new methods, ideas, efc Relation indefinable
New ways of achieving multiple functions
C. Elegant Sleek/Lighiness Refined. Smooth and Glossy/Cleanness Similarity. ‘the good curve’.
Common Movement
Overall composition, surface that are refined a smooth and simple manner
g, D. Modern High-tech/Stylish In current fashion. Mechanical arts/fashionable, elegant Similarity. Symmetry.
= Experience.
g‘ Visual appearance that are refined in the Modern (contemporary) aesthetics and of
high precision and engineering
E. Desirable Confident/Focused Worth having or doing. Bold/state of clear definition Common Movement
: s h
The boldness and clarity in physical attributes that makes the product ‘worth having' Any Swleng principie that ars
strongly adopted.
F. Sporty Powerful/Athletic Rakish, showy. Vigour, energy/physically strong or agile Proximity. Similarity. Area.
Enclosedness
Feature that appears strong and dashing with expressiveness
G. Comfortable Luxuries/Enjoyable State of physical well-being Extremely comfortable/pleasant, experience ‘the good curve'.

High level of physical comfort
experience

such as curve or softness that creates a pleasant

Common Movement.
Experience.




Table E-03. Expression terms from Lexus with description and relation to the Gestalt theory.

Lexus 15250

Expression terms

A. Luxury

B. Sporty

C. Distinctive

D. Confident

E. Simple

F. Style

G. Evocative

Descriptor

High quality/Exclusive

State of motion/
aggressive

Unique/Refined

Bold

Seamless/Flowing

Elegance/Visually
arresting

Exquisitely beautiful

Definition

Definition of descriptor/s

(Definition in the context of automotive design)

A material object conducive to
sumptuous living

High grade of excellence/limited to
object or people designated

Highly refined details and use of ma
excellence and comfort
Flashy/Showy

terial or curves to convey the notion of

Gesture of movement/forcefulness

Gesture of exterior or features that expresses momentum force and power

Having a special noticeable quality

Incomparable/very sublle, precise, or
exact

Noticeable quality of incomparable subtle/precision on design

Full assurance

Striking or conspicuous to the eye

Boldness in exterior design that are vis

Not compound or complex

vally conspicuous

Combined in an inconspicuous
way/smooth continuous

Compositions of car exterior and features that are combined through the use of

smooth continuous line or surface
Characteristic

Refined/capable of attracting visual
attention

Characteristics of exterior design that are design to attract visual attention

To produce or suggest through
artistry and imagination a vivid

Extraordinary characters that give
great pleasure

impression of reality

Suggestive meaning of visual pleasure through exterior design

Relation to Gestalt principles

‘The good curve'. Experience

Common Movement.

Similarity

Proximity.

Similarity. Area. Proximity

Similarity. Area. Enclosedness

‘The good curve'. Common

Movement

Strong adoption of any specific
principle to create clear gestalt

Strong adoption of any specific
principle to create clear gestalt
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Appendix F

Research design: questionnaire* on the 320i/15250

* Original size in full A4 pages



Visual imagery for both questionnaires on 320i and 15250

Figure F-1. Common imagery used in both the 320i and 15250 questionnaires
aiming for the questions regarding the model distinctiveness and atiractiveness
(Left: pagel. right: page 2).
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BMW 320i in English (for the New Zealand research study)

Figure F-2. Visual imagery of the 320i for the semi-structured interview.
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Part 01: Participant details

Please lick in the baxes to indicale your answer.
L Do you consider your self a car enthusiast?
T 2 Os

4. Whal is the brand and model of yow dieam car?

[Ja s

kot ot ai averoge Absciutely
2. How much do you know about cars?
LI 2 s 14 (18
HMathing average Everything
3. Whal is your age group? .
[Munder2o  Tzoae  [laoass w49 [loss [ hboveoyean
4, Which efhnic group do you belong lo?
l _]A:nar- __Zuropear Koo I—hacif: Iz ander
[ akera Oiher
5 How long hove you been living in New leoland?
255 thon lyear | -2 -_‘5 yEar of o

A e grg ialfa Bomreo ston Maorin [ 14Jc: -"Eer.!!g-,
[ Teraw T‘»C:mi fac E]C.’-.—.'; er [ Tooswon |:._]DJi'13‘;.:
=rrar [ Fiot | Fora [ IGIAC Heraa
[:Ll\r Jred _‘T'..IZ\ Joguar leep i
[ icn"bcv;:h.-q | } lia-!d Tover [_ h_ea(.“ r-lLifc oln
hotus [ htarerst !__]J-.!ayba:*- |:]M:uca l_ b
rl.ler-:ece'.-aer._: Aitubiche Wissan eugeot
WPorche !.. kenaul Feob-royce [ ksos Chuoan
t-..-:un [ _:ch:;fo | .-]Velvswage'\ ]‘-"clvc
[ letner
Please wiile down the model name
1. On what basis do you choose the brond above as your dream car?

Pal

rt 02: Brand Impression

B. Flease wiite a word/sentence thal you would associale with BMW:
¥ How uppeolingi do you think BMW is? .
h [z s 4 s
Mot atal average very appeakrg
Fa.  Why?
10. Do you consider BMW a premivm/luxury car brand?
L

ratat al lep ol the class
10a. Why?
11.  How dislinclive is BMW compared lo other car brands?

rotat ol vary cut standing
o, Why?
12. Do you think cars manulactured by BMW share cerlain qualities thal makes them

belonging to the same “family”?

Tes o

12a. If yes, what kind of quality is it?

13.

Have you ever experienced cars made by BMW belore?
{including driving/sifing in the car)
Tes lo

Figure F-3. Page 1, section 1 of the BMW 320i questionnaire.

Figure F-4. Page 2, section 2 of the BMW 320i questionnaire.
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Tes

14a. Why?

Part 3: Let's focus on the model 320i now

14.  Referring o the picture above. do you think this model is lypical for BMW?

Car A

1 Attractiveness

2 Dstinctiveness

Car B

1. Attractiveness

2 Ditinctvensss

Ty afracTve

15.  On the bar below and relerring to the images provided, please indicale how
ATTRACTIVE and DISTINCTIVE you lhink each cor ls. [see examrple Below)

very appeoling

|

stards out

I

| ]
notar ol '
rot atall
notatal
L
not at all
| (IS -
rctat all

vary appealing

stonds out

Figure F-5. Page 3, section 3 of the BMW 320i questionnaire.

CarC

1. Altractiveress

2 Distinctiveness

CarD

! Aftroctiven=ss

2 Distnctivaness

CarE

1. Attractiveness

2 Distirctiveness

Car F

7. Attroctiveness

2 Distnctiveness

Cor G

T Attroctiveress

2. Dustinctiveness

rot at all

|

i
very oppealinrg

net at all

notat all

stanas oul

very appealing

nat ol all

stancs out

not atall

notaf al

very appealing

it !

starcs out

rot at all

L
not of all

A
not at all

vary Qppeaing

N

stanas out

— 4
vary appealing

|

nict ot ol

16.  How slrongly would you like fo drive/own this BMW?

Ch 2

Mot ot all

léa. Why?

—A

stanags cut

<

Vary ruch

Figure F-é. Page 4, section 3 of the BMW 320i questionnaire.




Part 04: Model appreciation

17.  Refering fo the pholos provided. please mark (1) on the bar below to indicate what
you lhink aboul BMW 320i's appearance,

A. Distinctive/Well-defined

B. Consistenl/Uniform

C. Harmonious/Flowing

D. Beautiful; Sfunning

E. Interesting/Fascinaling

F. Ugly/Non-appealing

G. Bolanced/Proportional

H. Sleek/Elegant

l. Simple/Clean

not al ol

not ol ail

‘o o great axtent

to o grecl extent

nat ol all

oo gf_e_are_ﬂe nt

notal all

‘o o grecl sxtan}

not al all

nat of all

not al gll

not of all

nof ot all

‘oo greaol axtant

ek
to o grect edent

to o grect exten)

|

;;E'éul extent

to o grect extent

18.  Relening to the pholo below. please mark on the piclure below to indicate lhe
features of lhe cor that oppeals to you, Please further idenlify the marking wilh the key
words below. (see example below)

Suzintve/Well-defired
CTensistent/Ur formr
Hormoric.i/Flowrg
Beo.ulfiamning
Irteresting/Fasc roting
UglyiHer-appeaing
Ea'arced/Froporicra
Sleek/Slegant
Srmcle/Clear

—TOMTmMOGm

18b.

Figure F-7. Page 5, section 4 of the BMW 320i questionnaire.

Figure F-8. Page é, section 4 of the BMW 320i questionnaire.
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20. Refeming to the pholo below, please mark on the picture below fo indicale the
fealures of the cor that appeals to you. Please further identify the marking with the key
Part 05: Model expressions words below. (see example below)
A, Jynamic
. S L e e 8 Vemotis
1¥. Relening lo lhe photo next page, please mark (1) on the bar below to indicale how A dynamic ‘;( &, Bigor
you think BMW 320i is. . -'@:Q-.J;Q . D. See
" - = E.  Cetrobls
] E ipo
A. Dynamic  weidefned L | b _L‘ o G Cn;‘:“’cfg",l.
not at ol fo a great extent : = Any vituo feoturer that craracter: BRIW
B. Versalile nnovarve
riot at all to a great extent
” Leek
C. Eegani Lightnen ! = = 3
nctat all {o a great extent
D. Modern ‘;.f,:-w- |
rot ar all fo a great extent
E. Desirable ;:f:‘:;“ |
notar all fo a grear axten?
Powertul
F. Sporty Acnbwm': L — —
riot at all o a great extent
G. Comlodable fompane [ -
rctat all to a great extent
Figure F-9. Page 7, section 5 of the BMW 320i questionnaire. Figure F-10. Page 8. section 5 of the BMW 320i questionnaire.



BMW 320i in English and Mandarin (for the Taiwan research study)

Figure F-11. Visual imagery of the 320i for the semi-structured interview.
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Part 01: & A\ i§ 41 Participant details

WAHMMI S AR S AL M rleose fck in the Boxes to indicatle your anwer.

1. =2 T H EAY Do you comider your self a car nthusiant?
h [E] Ca O4 s
L4 T rororos + ¥ cverape I £ avschrey

2. S T 5 How much do you know aboul cors?

Lh ]2 ]2 4 []s
Ey R vemeg + ¥ averoge NnE eaenorng
3 frtryts 3 s 4 A7 whot bs your oge group? o
2ULE o -2 [l | lsg-se Clo s
4. T 0884 A Y Does your ethnic group Belong fo Asion?
'y Cls &
5. oM M ¥ £ MR Do you permenanity live in Taiwan?
i [ra
& i b A Ferd @l M- F7 whot i ine brand and model of your deeom car?
cura [ laito 2omes [“laston Mastie r_]&ud. l_rﬁerﬂey
[_]BMW It:l:“crddlnc I—l'\'_'hrysler i baewoo F bo-hcn:u
[ [Ferari |_k-ov [rerd [lemc [ Handa
Hyundoi I hmzu ”Jaguur rbeep -]
amborgreri no'\d Fover P L__!_'mc:ir.
Lotus [“hasserat Maybach Aarda L_ddiri
[ baercedas-ter: [ hanuoisni [ Fiissan rbeugeol
orsche rberau‘i rho'ls-?oyce ab uboru
wzuki ayota chkowagen —i\!olvo
Other

FHeae wiile down the model nome

e Rty R ed b tnte’
on what basls do you choose the brand above os your dream car?

Part 02: jLit fp 3. Brand Impression

8. W - 5T AT emw o) LT

Piease write o word) that you would with Baw
9. AU GETmwt A G T mT;_nmgue\rumlmnm Py
[h 2 b [l s

EZ4F woaral X cienge I ® azsoirey

fa. AR why?

10, 8 Yemw LB #0057 Do you consider BMW @ premium /kuxury car brand?

LPLg norgron TR opctrrecan

10a. A1HA7 why?

1. Aflet bl PR AW E ST T ST
How distinclive is BMW compared 1o ainer car brands?

L

LEAR rateo 1) ¥4 5] wery curniznging

1a. 587 why?

12 4 %emw s A )25 8 4 e m sl o nsy
Do you think cars manutachured by BMW share cerain qualifis: that makes them belonging to the same “family™?
5 1%

120, B 4. ML 4 5610 & MH X #yes whot kind of quality b i

13, Gofslww T8 (LBRFAMET)
Have you ever experienced cars made by BMW belore? [inchuding difving/sitfing in ine car)

[[e Clag

Figure F-12. Page 1, section 1 of the BMW 320i questionnaire.
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Figure F-13. Page 2, section 2 of the BMW 320i questionnaire.




Part 3; Let's focus on the model 320i now.

14 w¥9rM S 5L ATV | BE R ERE Y
Relferring to the picture above. do you think this model s fpical for Ban?
2 [ e

lda. AR why?

15 @l a2 BN R G RN NN T B
On the por below ond refeming ko e imoges provided, pleass indic ale how ATTRACTIVE and DUTINCTIVE you think
eOchcotis [ee €30I e DECH |

l ik g g j‘-e'. snmctie

L WAL A natato

Car A

VA arrzziaean

L
Faailh n
DM Sormsroasesn |

Lo u'n. nat :'_:u

Car B

TR A asctveten

L
ERAilh neraron AERL A vy eirec

SHAA Sorncteenen L |
ErANR nsara it B W R ey outncine

N EARD N e aaens

S aecteers

2 #ma Sincrienen

$IH aresctveran

2 Haq Disrcriaman

IR amzctueres

2 WA oinncreren

CarF

a3

q amcctversn

z A ounncreenen

CarG

Ly

R aractveresn

2 R oisnctvenen

14.
Ly
Eol o 3

1é6a.

MG & o

RS narars

L SHM rarer s

f:b.‘({\i h notonce

L L A

1 Bt A wayemraziee

3
BENA ey cirzive

i “f: f_l_.l: 8%y aitactve

LERUH ragc

Fll *’Tﬂ.—.;‘. Shtrst e

it AL A veryamazive

LESUH raror s

+ i"{;‘l b onztaroe

Ly AMN roroo

.S SR LT UART L~

How shongly would you like to drive/own this BMW?

tigraral

Bt AT wny?

() Ll
¥ % cvenge

BAENH cecsirare

d
b EAL 3] A ey ctactve

HERH ey sarstee

Lk Cls

il ® aciowrey

Figure F-14. Page 3, section 3 of the BMW 320i questionnaire.

Figure F-15. Page 4, section 3 of the BMW 320i questionnaire.
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Appendix F

Part 04: & it it ¥ Model appreciation
17 @R =T HaME T, G S Gl mes s
Refeming o the pholos provided. please mark (1) on fhe bar below lo indicale what you think about Bamw

2201 s appeoronce.
A. HH 4/ M- | |
Oislinclive/well-defined & 4 T 14 8 norara A ERE 1z ageat srtert
B. (S NI | |
Eutsiant o THAUA raroa HERE] roagrest axnene
c: p2. 8- LTS
Harmanious Howing
LS THEA notaton TR 12 o great even
D. did e/ iR
Beoutiul/stunning " = 4
ETLFUA noraral 1K R 122 great eren

E. U LoTE TR H A ] J
inleresting Foscinahng — J

LV 1A noraton iR 120 great erent

F.  smeEamilh
Ughy/Non-appeaiing —

TERILN rotares # % W5 roagest enent
G. ERL LN TR S TR l |
o d EFRUA notato BE RE] oz grez e
H. L e 2 W T TS
sleek/tegant |
L S1A rarore T RS roagrea extent

L DRSS R Y
Simple/Clean

' |

i
AT TUA noratoe A KR o et e

18, HUMAN: FRGUALLTHEER, KIERD— 500 T oMt T2 B AN HE
Retering lo the photo below. pleots mark on the picture below lo indic ote the features of the caor thal appeals 1o you.

Please further identily the morking with the key A 11 RS0/ 1881 ML Dacatve/wekcetnes
woids below. (124 example below) LR
D b3 ERLE RS T

i/ A MLy IFteselt ng Fais naicg

s/ RN UghiTior-Sppesing
G, Lainig A R toonces FIpomors
Ho s ek Tael egart
BEAYER L NES Troecasn

[N AT B
E

Figure F-146. Page 5, section 4 of the BMW 320i questionnaire.
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Figure F-17. Page 6, section 4 of the BMW 320i questionnaire.




BMW 320i in English and Mandarin (for the Taiwan research study)

T T T

Figure F-11. Visual imagery of the 320i for the semi-structured interview.
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Lexus 1S250 in English (for the New Zealand research study)

Figure F-20. Visual imagery of the 15250 for the semi-structured interview.
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Part 01: Participant details

Please lick in the boxes lo indicate your answer.
1. Do you consider your self a car enthusiasi?

3 Whal is your age group?

4. Which ethnic group do you belong fo?
[ lPacifr. lsander

| s . Suropear [ haasi
okeka ker —— =
5. How long have you been {iving in New lealand? .
| ]Le:s thion lvear I h-a 5 veorn or more

|j';.;:ur I ]Vc-bc:wege-\ e }ufc:lvc

[ lotner

Please wiite down the model name

F 7 On what basis do you choose the brand above as your dream car?

Fols-Toyce } _|Sooo [ Euoon

wnder 20 20-23 30-35 I-_--Q-.l'? IMISC-—S? I -!aocve 60 years

| -]r's:."o ]Al‘c Romeo [ ]A:!-:—n Marin [ l*\.;ci —-Eer.ﬂey
[t [leaaitaz [ Jonnzer r“bae\-.:':» [ losingtsy
l:lf-a_»rra» [ et |:|F.:»-a !tk:.‘-.’-c : croa

[ Tvuros [heuzu _Joguar [ |Jeep a
I}‘Jn"b(‘:’gn-'\ ) and Jover [ howus [ hircon
[hotus [ [ Maveazh nda:ea [ b

1} ]T-le-ceae, Ben ﬁh-‘nfuh-l'.h‘- b “izson E sugeot
I—IF';".f.Fe . E

[ 2 s s s
Hot ot al average Absotely
2 How much do you know aboul cars?

L) 12 B [)4 [1s
Hathing avarags Everyihing

Figure F-21. Page 1. section 1 of the Lexus 15250 questionnaire.

Part 02: Brand Impression

8. Please wiile a word/sentence that you would associate with LEXUS:

9. How oppealing do you think LEXUS is? - =
I T: [ 4 5

Mot ot all average very appeolng

fa, Why?

10. Do you consider LEXUS a premivmyluxury car brand?

rct ot of top of the cios

11.  How dislinclive is LEXUS compared lo other car bronds?

L

rot ot of very oul standing

Tla. Why?

12. Do you think cars manulactured by LEXUS share cerlain qualifies that makes them

belonging fo Ihe same “lamily”?
Tes o

12a. It yes, what kind of qualily is it?
13. Have you ever experienced cars made by LEXUS before?

{including driving/sitfing in the car)
fes lo

Figure F-22. Page 2, section 2 of the Lexus 15250 questionnaire.
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.[ DETC fix F

CarC

! Aftractivensss

Part 3: Let's focus on the model 15250 now.

rol at all very appealing

2. Distinctiveress | = |
not at all stands out
CarD
! Altractiveress L i
not at ol very appeolrg
2 Distinchveress I N— -
not ot -all stonds cut
CarE
T Atractiveress e |
rot atall veary appealing
14.  Relening fo the piclure above. do you think this model is typical for LEXUS?
lyes | o 2 Distinctiveness L - I
not ot al stano: out
140, Why?

CarF

1. Alractiveness

15.  On the bar below and relerring fo the images provided, please indicale how

not at ol ppeafing
ATIRACTIVE and DISTINCTIVE you lhink each car is. [1ee example below]
| 1 | 2 Dishrctivensss L e |
not at s 1 any atracte not ot al stanos out
ek Car G
3 ' Alractivenass
Altractiveress ! | : rot at all very appeaiing
rot at all very appealing
= 2 Distinctiveness I B |
2 Distncliveness | — not ot all stargs out
not ot all stands out
14.  How slrongly would you like lo drive/own this LEXUS?
CarB ; o s
|, Attfractveness L | L (W Ll S e
not at all very appealing Mot at all neutrgl vary ruch
2 Distinctiveness | 4 >
rot of ol dondsaut léa. Why?
Figure F-23. Page 3, section 3 of the Lexus 15250 questionnaire. Figure F-24. Page 4, section 3 of the Lexus 15250 questionnaire.
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Part 04: Model appreciation
17, Relerring lo the pholos provided. please mark (1) on the bor below to indicale whal
yvou think aboul LEXUS 15250's appearance.

A. Distinctive 'Well-defined not .at all o qreof-_lder-k
|

8. Consistent/Uniform not gt all 1o a great sxtent

C. Harmonious; Flowing not ot afl ] ‘0 o great exten|
|

D. Beauliful/Slunning nat of all 10 o graol sxtent
| |

E. Interesting: Fascinating naot ot al ‘o o grect =xtert

E— |
‘o o greot sdtern)

F. Ugly/Non-appealing not c.iuq-l.

|
G. Balanced/Froportional not of all to o greaf extert
H. Sleek/Elegant -.:u.‘lol all oo gfeaf'eéte‘r.f
I. Simple/Clean not ol all oo great extent

18. Refering lo the pholo below, please mark on the picture below o indicate the
features of the car thal oppeals lo you. Flease lurther idenlify the marking wilh lhe key
wards below. (see example below)

Jitcint va/Well-defrad
CensistentflUe forr

Brou'tdiifunning

“ToTmmOn®»

-3 rarpiing/fasc rating
[ ﬂ Ugly/Her-appealing
2 ‘- £ Bo'arced/Froportiora
| Sy ) Sleed (Slegant

Simcle/Cleor

18a.

18b.

Figure F-25. Page 5. section 4 of the Lexus 15250 questionnaire.

Figure F-26. Page 6. section 4 of the Lexus 15250 questionnaire.
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Appendix F

20. Referring to the pholo below. please mark on the picture below to indicate the
Part 05: Model expressions features of the car that appeals lo you. Please further identify the marking with the key
words below, (see example below)
19.  Refening to the pholo nexl page. please mark (1) on the bar below o indicate how A parie ;. l.s\::::vn{ o
you think LEXUS 15250 is. i C. Datinclive
e ‘(‘@ # - C. Contdent
High ouoety ’ 3 . E Benpcity
A, Luxury Exchurve | : - | by & ;fo.cn-m
ot at all o Qmeatexten) K Any visual feotores thot croroctent LEXUS
D veer
Shate-of 20a
Stote of matan 3
8. Sporly Aggreive |
rot at all to a great extent
C. Distinclive ooy I -
rnot at all fo a great extent
D. Confident So'a |
rol at all to a great extent
E. Simple it I
not at all to a great extent
Eegarce
F. Shyle Visuaky amertng — —
rct at all o a great extent
G. Evocalive Eguinry cecuthd | E
rot at all to o great extent
Figure F-27. Page 7, section 5 of the Lexus 15250 questionnaire. Figure F-28. Page 8, section 5 of the Lexus 1S250 questionnaire.



Lexus 15250 in English and Mandarin (for the Taiwan research study)

Figure F-29. Visual imagery of the 15250 for the semi-structured interview.



Appendix F

Part 01: 4 4, % #| Paricipant details

AN A S B BAIL, rlease fick in the boxes lo indicale your answer.

1. =t # W B Do you consider your seif a cor enfwsiont?

[ il b Os Oa Os
AT usreral ¥ ¥ oveoge AT Azsoirey
2, A RN 58 nowmuch do you know about can?

I} (Y] [k 4 15
EP TN nerag + B coeoge NE eenmnag

3 fr e 18 &7 what is yow oge group? y
H:a ¥ r_lw-w l—lm: !__l-.:.n I‘Lm [l it

4. T (5 025 % A9 Doss your ethnic group belong 1o asian?

l 4 [ |.!:-t
5. 1 E MR8 4 M Do you permenantty live in Taiwan?
L £ 3
6, frddl P RATOIEREM—E7 whatis the brand ond model of you dreom car?
I l&:am i Ko Romeo ton Martin wol .ﬁ-i‘er-lley
I_-hMW r]Cclcu loc rk:hr\rs‘er [ baewoo [j Sinatid
[ JFarran it [Faore [lemc croa
|—i-|runoon l—hu:u n—Juguar [_hup [ ]‘iu
amborghini and Rover exu incoln
Uc?us [ hozerat r_}dovnach [_ fAazoa B
Marcedes-Benz tubishi Missan beugen!
anche enault I_hcls—iovce 500k uban:
. Buzukd [—hovolo |—1Voluswnoe-\ [ ]Vdvo
[ bi'wf

Fleawe write down fie model name ——

T Evitgdgnd ¢SGR R
‘On whal basis do you choose the brand obove o your dreom cor?

Part 02: i1k fp & Brand Impression

B, W T RN s gt
Fease wiite o word/senfence that you would ossociote with LEXUS,

. WAL G s F 8 A n? Mqaflndﬂdummu:unh_’
1 2 [k [

s

L EF nereral $ R ziemge il E Azsorey

fa. KA why?

10, o Wueos A — S AL R 00579 Do you consider LEXUS o premium/luaury car brand?

AAEE norarar WM e ropcttracan

10a. A8 why?

1. 4wl dimppes b Gt § SHRTETY
How disfincitve is LEXUS compored bo ofther cor brands?

TEAY roios H TN ey ot nanang

1la. MR wyt

12 AR Tuexu s liAvidT A embFoing
00 you think cars manviochued by LEXUS share cedain qualifes thal makes them belonging lo e same “family"?
% 1y

120, 4o F 6, Ml &5 0335 X0 & M I o yes, what kind of quality is #7
13, bkl )T 47 (LA ANET)

o Have you ever experienced can made by LEXUS before? (including driving/siing in the car)
[lg a5

Figure F-30. Page 1, section 1 of the Lexus 1S250 questionnaire.

Figure F-31. Page 2, section 2 of the Lexus I1S250 questionnaire.




Part 3: Let's fecvs on the model 15250 now.

14, D E WadiE - 4 R R = oy R R Y
Reterring lo ihe piclute obove. do you nink this model i hypical for LEXUS?

mr ¥

a. HiFAY why?

15, EHMEA-S MR- R L] i M 1R
©On the bar below and refemng fo the images provided, plsase indicale how ATTRACTIVE ond DISTINCTIVE you Fhink
eochcoris (s $1orm s e Decw

I L A B e

LESRIA raters
Car A
L T srveren e e — it st
EaM3LL nzrano A XA ey emazie
z o ara | |
LPANA rato e BE NN e sivrctue
Car B
4l amsorveren |
ERASL st XA A vevomooe
: WA Dimmcrveran | |
Er AN rare e M, ey cirtrcrve

AR Avazreren | |
ERRIL norarze il WY A ey onacive

D YR Dimncrvenss |

}
LraHn roto o # EUH e gutrete

CarD
CM A amcoivaren i
ERRI A norores N BRI A vy stractie
2 1M Ditnctienen | ]
L RAM raror s REHH e zivrstve

CarE

. E L QST

FRAI A raorar NXAAL A vy ciaston

2 H WA Susnervsman | =SSR SS RS === | |
Lr AN rarar s HEHM ey cutrarve
CarF
AN srzzteeren ]

ER=Lilf morores N BRI A vevenactie

2 WA Disnctveran | |
L RAH rora BEH e sivectoe

Car G

LA R Arcziosren L ’ |
EARIE raara 1 qg| A ervamastve

2 VA Disnctcenen | |
LR roror HEHH e girate

16 ML ALold R GG L RLARANE— 487
Haw shrongly would you like lo dive/own fhis LEXUs?

1 L2

LT neratar “ % gverage NE assoire

Téa. AFRT wh?

Figure F-32. Page 3. section 3 of the Lexus I1S250 questionnaire.

Figure F-33. Page 4, section 3 of the Lexus 15250 questionnaire.
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18. H“AUNAN: FAGUALECHA N0 MERS—F0F T MM T X B rW¥Ba
Relersing lo the below, i on fhe picture below lo indicote the feafures of the Inhat o 3
Part 04: & it iz § Model appreciation - b:::m m:”’:“h"‘:“t" o “n g s = sttt
ase furiner n L &,/ = PR R
V7. MM R oY MM T, SN ahsaso i el b 4 oA RRRARE = DichivelWekoelneg
words below. (1ee example below) E SRR/ ME® Consmenundorm
Referming fo the pholos provided, please mark (I} on the bar below ko indicate what you hink about LEXUS
19250°s appearance. C EREWS/ ANS HOmonio it/ Sning
C. #aaiftte teourilusunning
E S8/ AMRILE  wesngiracacing
A o8 o/ 15 0 L I FE awmey/ Eaailh Ul lor-cppesing
G s/ K14 ewances/Sropariora
PRSI BN s FEAN etk EORwa/ives, "::r u::::lrr
L OBREAS A ALF NS srpeiciean
B, e R/ F |
Coasistent/unilorm L FLA notaral i ERE] 102 great aven
. b2 R RN T |
monkoul/flowing
i : L4 51N rotator B ¥ RE| roagrear enent
D. PR $ 20 l ]
bl shunning : E——
= F LERUN raora K RE] oo gresranen
E. LR Lo TE S W H A | |
inferesling/'Fascinaling [
L RiLN raroa K R oo grear extent
F. LTI 2 L B [ " 18b.
(Mon-appealing
e ASFuEA noraroe W ERE 135 gre0 excen
G. (R0 b] TREEET 1 | l
. i LTETEWA rororai 4) A ®E) roageateent
Ho e/ s |
Sleek/Elegont )
Lf Tl noraran W ERE 120 great ecem
L FET SR ST |
simple/Clean
EERUA rmaa £ FRE] toagrextenen

Figure F-34. Page 5, section 4 of the Lexus 15250 questionnaire.

Figure F-35. Page 6, section 4 of the Lexus 15250 questionnaire.




Part 05: 4 it £ 1 ) Model expressions

19. #iEre HUGE IR e T 9 ST T +T i N

weferring fo the phalo nexl poge. please mark (I} on the bar below 1o indicate how you think LEXUS 15250 is.

A §%um HALE  AAn
Ly "
Ly FuA soatol ilns% S = 37Tt srem
B. EH M %laun
Spocty = = = e =,
LA rotara #ERE cozgres sme
- ity dAmet
C. fisng
Disinchve ekl |
L =
TexALN retos HEBERE] roagresreutes
D. 4 E®/mHy) "
confident p52-] L |
Er Rl norea HERE ccgererey
& ¥l vy
E. Bxa # o
simple
rERUA raca BRI toqgres ente
F. & @y wndh o NN

Shile Eggarce
WiLG STeINg

rRGA nctars

G, i) UL e 1

Evocafive Exgusry ceovit’

LERLuh nnac

IR R w0 gres ecer

20, HHRATE FLGUAL G0, MR- 5 a)f b onMil | & B W

Relering o the photo below, pleais mork on the piciure below o indicale the featwres of the cor that appeals fo you
Pleose furfher identify the marking wilh the key words below. [1ee sxomple below)

A KB oy

B oEhAnn Smory

C. Wy Swtinctive

2 N SRR Conloent

E B Sirpe

= H B tyle

> WAL Evocatve

H (L ALEXUSERISE,  viswol feotires 'mot chorocters LEXUS

Figure F-36. Page 7, section 5 of the Lexus IS250 questionnaire.

Figure F-37. Page 8, secfion 5 of the Lexus 15250 questionnaire.
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Appendix G

Findings: Full field research findings
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BMW 320i New Zealan

Table G-1. Questionnaire outc

d outcome
ome of the BMW 320i from the New Zealand study.

Questions in the BMW 3. uestionnaire Bl

Ql. C 2 2 2 3
Q2. 2 4
Q3. W &0+
Q4. E ot European
Qs. ] 5+ 5
Q6. Merce Mitubish 72 wrangler
Q7. * 1 Syr Used to owr it look
Q8. Please wiite o wor
Q9. How appealing ou think BMW is?
Qfa. Why? use there are oad pric d much rather have a Jeq
Q10. Do you consder BMW a premiurr cor brand? r 43 8 8
Q10a. W! ) = ook pretft
Qll. Ho BMW compared fo other cor brands? 22 100
= &0 ) er t Whee it
esthe
er BMV Holde! o o] the =

¥ 41 74 9

62 47 46 77 56

25 50 4 44

2 50 73 45

) 5 Py
: Disfincti 48 a 43
Attra 7€ 5 >
& 2 56 86 47
e/own this BMW 2 3 4
Mot my first © fca I 5 a new mode|
78 35 45
' 75 44 43 62

78 43 38

44 49 41

44 36 El 61

4 16 50

82 42 4%

79 50

43 39 45
'Q20a. Dynamic 49 42 44 47
Q20b. verstale 46 42 46 56
'Q20c. Elegant 8 45 52 46 48
Q20d. Modem 71 51 &0 63 61
'Q20e. Desirable 61 52 73 ;‘
Q20f. Sporty 71 53 40 &0 J:
'Q20g. Comfortable 72 46 52 64 8




ix G - e e e

Append

3 5 5 5 1 2 5 4
4 4 4 3 2 4 4 4
40-50
Pakeha Asian
5+ 5+ 5+ 5+
Chrysler Hemi 'Cuda Ferrar Aston Martin DB! Porsche
| ike them Long time favourite brand ( eqrance rformance |
Prolific not for me a car for men stable
2 1 2 1 4 4
Just lo ot a fan of BMW cof ol mo ooks the same (not distinctive O many wheej toor year i car not er|
3 8 44 72 85
high price 3 because BMW think they are bo many whee| fron tf with mpany hifrce rang f the
76 80 5 15 78
k= r B d BMW is different rept formance with long ©
No n
ortability
ye: [
= ye: ye no
se it e ike one (the gpe fror yme the grill

59 6 9 ) 2 4
23 3 4 4 1 9 48
71 33 5 1 42 65
7. 42 4 43 65
80 B 5
44 7 2 64 39
21 2
80 71 3
78 71 36 42

42 7 6 & 48

42 7 5 4 48

4 1 ) 3 3 5

| don't like the brand nothi enjoy (dnving the coar)

67 17 15 72
79 62 17 18 66 62
a3 62 18 17 66 76

46 1 4 8 69

37 1 17 15 6
8 50 65

56 46 o4
85 57 & 11 &3
85 77 19 2 79
85 50 3 10 31 62
82 53 14 8 46 28 ]
24 51 2 9 36 38 52 71
94 69 ) 9 68 46 8 6
25 &8 3 11 &0 38 65 59
25 70 4 11 70 33 35 75
94 49 20 12 50 48 75 51
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Q10. Do yo

Ql0a.

57.3

Q1. Hov

compared to other car brands?

ique and ¢

Qlla.

Q12. Do you think car monufactured by BMW share

artain

Jualties that makes them bek

the

ique and con

Ql2a. Why?
Q13. H ol

rs made by BMW bef

Q14. Do you think r

is typic

)l for BMW 2

desgn and curves

Qlda. Why?

30.5

Ql5.

249

Ql5.

49.2

Ql5.

55.1

Ql5.

54.1

Ql5.

54.7

Ql5.

359

Ql5.

47.7

Ql5.

35.9

Ql5.

35.1

Ql5.

Ql5.

55.0

Ql5.

43.9

Ql5.

44

442

3.3

/e/own this BMW 2

pecial appealng toit

gent desgn

51.2

54.7

&9 95 56.3
48 47.3
48 43.2
39.5

81 85 50.3

e 52.8
92 2 56.6
55 83 49.0 5
Fad 57 44.7 Q20b.
56 97 51.0 Q20c.
26 o4 60.5 Q20d.
57 99 55.7 Q20e
80 &8 53.5 Q20f. Sporty
56 74 58.1 Q20g. Comfortable
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NEW ZEALAND CAR-RELATED event NEW ZFALAND CAR-RELATED event
Summary for Q.19 in Model Appreciation Summary for Q.12 in Model Appreciation
A.Distinctive/Well-defined B.Consistent/Uniform

Figure G-1. Features appreciated by New Zealand consumers as distinctive/well-defined (left).
Figure G-2. Features appreciated by New Zealand consumers as consistent/uniform (right).
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NEW ZEALAND CAR-RELATED event NEW IEALAND CAR-RELATED evenl|
Summory lor Q.17 in Model Appreciation Summary for Q.19 in Model Appreciation

C. Harmonious/Flowing D. Beaulilul/Stunning

P W

Figure G-3. Features appreciated by New Zealand consumers as harmonious/flowing (left).
Figure G-4. Features appreciated by New Zealand consumers as beautiful/stunning (right).
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NEW ZEALAND CAR-RELATED even! NEW ZEALAND CAR-RELATED eveni
Summary for Q.19 in Model Appreciation Summary for Q.19 in Model Appreciation
E.Interesting/Fascinaling F. Ugly/Non-appealing

Figure G-5. Fealures appreciated by New Zealand consumers as interesting/fascinating (left).
Figure G-é. Features appreciated by New Zealand consumers as ugly/non-appealing (right).
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Visual imagery for both questionnaires on 320i and 15250

Figure F-1. Common imagery used in both the 320i and 1S250 questionnaires
aiming for the gquestions regarding the model distinctiveness and attractiveness
(Left: pagel. right: page 2).
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NEW IEALAND CAR-RELATED even! NEW ZEALAND CAR-RELATED evenl
Summary lor Q.21 in Model Expression Summary for Q.21 in Mmodel Expression

A. Dynamic B. Versalile
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Figure G-10. Features comprehended by New Zealand consumers as Dynamic (left).
Figure G-11. Features comprehended by New Zealand consumers as Versatile (right).
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Appendix G

NEW ZEALAND CAR-RELATED event NEW ZEALAND CAR-RELATED evenl
Summary for Q.21 in Model Expression Summary for Q.21 in Model Expression
C. Elegant D. Modern

Figure G-12. Features comprehended by New Zealand consumers as Elegant (left).
Figure G-13. Features comprehended by New Zealand consumers as Modern {right).

A-48



NEW IEALAND CAR-RELATED event NEW IEALAND CAR-RELATED event

Summary lor Q.21 in Model Expression Summary for Q.21 in Model Expression
E. Desirable F. Sporty
R T TR T | T v T i

JEYEE

Figure G-14. Features comprehended by New Zealand consumers as Desirable (left).
Figure G-15. Features comprehended by New Zealand consumers as Sporty (right).
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Appendix G

NEW ZEALAND CAR-RELATED event NEW ZEALAND CAR-RELATED event
Summary tor Q.21 in Model Expression Summary for Q.21 in Model Expression
G. Comfortable H. Brand specific

Figure G-14. Features comprehended by New Zealand consumers as Comfortable (left).
Figure G-17. Features associated by New Zealand consumers as Brand-specific (right).
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BMW 320i Taiwan outcome

Table G-2. Questionnaire outcome of the BMW 320i from the Taiwan study.

Guestions in the BMW 320i questionnaire Bl
. B2

axtenor de
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Appendix G

TAIWAN Car-related event TAIWAN Caor-related event
Summary for question in Model Appreciation Summaory for question in Model Appreciation
A.Distinctive/Well-delined B.Consistent/Uniform

R T e e e

Figure G-18. Features appreciated by Taiwan consumers as distinctive/well-defined (left).
Figure G-19. Features appreciated by Taiwan consumers as consistent/uniform (right).
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TAIWAN Cor-related event! TAIWAN Car-related event
Summary for question in Model Appreciation Summary for question in Model Apprecialion

C. Harmanious/Flowing D. Beaulilul/Stunning

Figure G-20. Features appreciated by Taiwan consumers as harmonious/flowing (left).
Figure G-21. Features appreciated by Taiwan consumers as beautiful/stunning (right).
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Appendix G

TAIWAN Cor-related event TAIWAN Cor-related event
Summary for question in Model Appreciation Summary for question in Model Appreciation
E.Interesting/Fascinating F. Ugly/Non-appealing

Figure G-22, Features appreciated by Taiwan consumers as interesting/fascinating (left).
Figure G-23. Features appreciated by Taiwan consumers as ugly/non-appealing (right).
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TAIWAN Car-related event TAIWAN Car-related event
Summary lor question in Model Appreciation Summary for question in Model Appreciation

G. Bolonced/Proportional H. Sleek/Elegant

Figure G-24. Features appreciated by Taiwan consumers as balanced/proportional (left).
Figure G-25. Features appreciated by Taiwan consumers as sleek/elegant [right).
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Appendix G

TAIWAN Car-related event
Summary lor question in Model Appreciation

I. Simple/Clean

Figure G-26. Features appreciated by Taiwan consumers as distinctive/well-defined (left).
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TAIWAN Car-related Event TAIWAN Car-related Even!
Summary for question in Model Expression Summary lor question in Model Expression

A.Dynamic B, Verslile

Figure G-27. Features comprehended by Taiwan consumers as Dynamic (left).
Figure G-28. Features comprehended by Taiwan consumers as Versatile (right).
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Appendix G

TAIWAN Car-related Event TAIWAN Cor-related Even!
Summary for question in Model Expression Summary for question in Model Expression
C. Elegant D. Modern

Figure G-29. Features comprehended by Taiwan consumers as Elegant (left).
Figure G-30. Features comprehended by Taiwan consumers as Modern (right].
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TAIWAN Car-related Event TAIWAN Car-related Event
Summary for question in Model Expression Summary for question in Model Expression

E. Desirable F. Sporly

Figure G-31. Features comprehended by Taiwan consumers as Desirable (left).
Figure G-32. Features comprehended by Taiwan consumers as Sporty (right).
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Appendix G

TAIWAN Cor-related Event TAIWAN Car-related Event
Summary tor question in Model Expression Summary for question in Model Expression
G. Comlortable H. Brand Specilic

Figure G-33. Features comprehended by Taiwan consumers as Comfortable (left).
Figure G-34. Features associated by Taiwan consumers as Brand-specific (right).
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Lexus 1S250 New Zealand outcome

Table G-3. Questionnaire outcome of the Lexus 15250 from the New Zealand study.
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Appendix G

NEW ZEALAND CAR-RELATED evenl NEW IEALAND CAR-RELATED event
Summary for question in Model Appreciation Summary for question in Model Appreciation
A. Discintive/Well-delined B. Consistent/Uniform

Figure G-35. Features appreciated by New Zealand consumers as distinctive/well-defined (left).
Figure G-3é6. Features appreciated by New Zealand consumers as consistent/uniform (right).
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NEW IEALAND CAR-RELATED event NEW IEALAND CAR-RELATED event
Summary lor gquestion in Model Apprecialion Summary lor gqueslion in Model Apprecialion

C. Harmonious/Flowing D. Beaulilul/5tunning

Figure G-37. Features appreciated by New Zealand consumers as harmonious/flowing (left).
Figure G-38. Features appreciated by New Zealand consumers as beautiful/stunning (right).
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Appendix G

NEW ZEALAND CAR-RELATED event NEW ZEALAND CAR-RELATED event
Summary for question in Model Appreciation Summary for question in Model Appreciation
E. Interesling/Fascinating F. Ugly/Non-appealing

Figure G-39. Features appreciated by New Zealand consumers as interesting/fascinating (left).
Figure G-40. Features appreciated by New Zealand consumers as ugly/non-appealing (right).
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NEW ZEALAND CAR-RELATED event NEW ZEALAND CAR-RELATED event
Summary for guestion in Model Appreciction Summary for quesiion in Model Appreciation

G. Balanced/Proportional H. Sleek/Elegant

Figure G-41. Features appreciated by New Zealand consumers as balanced/proportional (left).
Figure G-42. Features appreciated by New Zealand consumers as sleek/elegant [right).
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Appendix G

NEW ZEALAND CAR-RELATED event
Summary lfor question in Model Appreciation

I. Simple/Clean

Figure G-43. Features appreciated by New Zealand consumers as simple/clean (left).
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NEW IZEALAND CAR-RELATED event NEW LEALAND CAR-RELATED event
Summary for question in Model Expression Summary for queslion in Model Expression

A. Luxury B. Sporly

Figure G-44. Features comprehended by New Zealand consumers as Luxury (left).
Figure G-45. Features comprehended by New Zealand consumers as Sporty (right).
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NEW ZEALAND CAR-RELATED event NEW ZEALAND CAR-RELATED event
Summary lor question in Model Expression Summary for question in Model Expression
C. Distinclive D. Confident

Figure G-46. Features comprehended by New Zealand consumers as Distinctive (left).
Figure G-47. Features comprehended by New Zealand consumers as Confident (right).
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NEW ZEALAND CAR-RELATED event NEW ZEALAND CAR-RELATED event
Summory for question in Model Expression Summary for question in Model Expression

E. Simple F. Style

Figure G-48. Features comprehended by New Zealand consumers as Simple (left).
Figure G-49. Features comprehended by New Zealand consumers as Style (right).
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Appendix G

NEW ZEALAND CAR-RELATED event NEW IFALAND CAR-RELATED event
Summaory for question in Model Expression Summoary for question in Model Expression
G. Evocative H. Brand Specific

Figure G-50. Features comprehended by New Zealand consumers as Evocative (left).
Figure G-51. Features associated by New Zealand consumers as Brand-specific (right).
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Lexus 18250 Taiwan outcome

Table G-4. Questionnaire outcome of the Lexu

s 15250 from the Taiwan study.
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TAIWAN CAR-RELATED event TAIWAN CAR-RELATED event
Summeary lor guestion in Model Appreciation Summary lor question in Model Appreciation

A. Discintive/Well-delined B. Consistent/Uniform

Figure G-52. Features appreciated by Taiwan consumers as distinctive/well-defined (left).
Figure G-53. Features appreciated by Taiwan consumers as consistent/uniform [right).
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Appendix G

TAIWAN CAR-RELATED event TAIWAN CAR-RELATED even!
Summary for question in Model Appreciation Ssummary for question in Model Appreciation
C. Harmonious/Flowing D. Beaulilul/Stunning

Figure G-54. Features appreciated by Taiwan consumers as harmonious/flowing (left).
Figure G-55. Features appreciated by Taiwan consumers as beautiful/stunning (right).
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TAIWAN CAR-RELATED event TAIWAN CAR-RELATED event
Summaory for question in Model Appreciotion Summary for question in Model Apprecialion

E. interesting/Fascinating F. Ugly/Non-appealing

Figure G-56. Features appreciated by Taiwan consumers as interesting/fascinating (left).
Figure G-57. Features appreciated by Taiwan consumers as ugly/non-appealing (right).
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TAIWAN CAR-RELATED event TAIWAN CAR-RELATED event
Summary for question in Model Apprecialion Summary for question in Model Appreciation
G. Balanced/Praoporlional H. Sleek/Elegant

Figure G-58. Features appreciated by Taiwan consumers as balanced/proportional (left).
Figure G-59. Features appreciated by Taiwan consumers as sleek/elegant [right).
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TAIWAN CAR-RELATED event
Summary for gquestion in Model| Appreciation

I. Simple/Clean

Figure G-40. Features appreciated by Taiwan consumers as simple/clean (left).
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TAIWAN CAR-RELATED event TAIWAN CAR-RELATED event
Summary lor question in Model Expression Summary for question in Model Expression
A, Luxury B. Sporty

Figure G-61. Features comprehended by Taiwan consumers as Luxury (left).
Figure G-62. Features comprehended by Taiwan consumers as Sporty (right).
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TAIWAN CAR-RELATED event

TAIWAN CAR-RELATED event
Summary {or question in Model Expression Summory for question in Model Expression
C. Distinctive

D. Conlident

Figure G-63. Features comprehended by Taiwan consumers as Distinctive (left).
Figure G-é4. Features comprehended by Taiwan consumers as Confident (right)
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TAIWAN CAR-RELATED event TAIWAN CAR-RELATED even!
Summary for question in Model Expression Summary for question in Model Expression

F. Style

Figure G-45. Features comprehended by Taiwan consumers as Simple (left).
Figure G-éé. Features comprehended by Taiwan consumers as Style (right).
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TAIWAN CAR-RELATED even! TAIWAN CAR-RELATED even!
Summary for gqueslion in Model Expression Summary for gquestion in Model Expression

G. Evocalive

H. Brand Specilic

Figure G-67. Features comprehended by Taiwan consumers as Evocative (left).
Figure G-68. Features associated by Taiwan consumers as Brand-specific (right).
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Findings: Summary
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Finding on the 320i in New Zealand:

Table H-01. Summary of findings of Section 1 on the participant backgrounds of BMW 320i in New Zealand market.

0 ue 0 D Cl 0 »

1 Level of interest in cars B above average enthusiasm in cars (3.3 out of 5)
0 = 2 Level of knowledge in cars B above average interest in cars (3.3 out of 5)

3 Age B from under 20 to 60+
x : 4 Ethnic Group B majority of the participants are European (11 ouf of 15)
3 5 Time living in New Zealand B most has been in New Zealand for 5 years or more (12 out of 15)

= 6 Dream Car ®  Super cars has been most commonly identified (6 out of 15)
7 Reason for dream car selection m 11/15responses relates to visual appearance of the cars

Table H-02. Summary of findings of Section 2 on the brand preceptionof BMW 320i in New Zealand market.

No. Question Focus VPE mode Finding Summary
8 Association with the brand BMW Association [ | Mix of positive and negatlive comments. Mostly regarding the premium brand rather
than performance
t 2 social-related associations
| | 2 perceptions influenced by the country of origin
_5 9 Brand appeal Association ] 3 out of § (in the scale that 1is the strongly disagree and 5 is strongly agree)
E ?a. Written responses u Few prefer other types of vehicles
E' u Commented as BMW cars are too common the road
‘l_g 10 Perception on brand image Association u 63.6 out of 100
g 10a. Written response u There are commenits relates to brand heritage and aesthetics
~N 11 Brand distinctiveness Impression | 57.3 out of 100
-E 11a. Written response | Comments relates to aesthetic features of BMW cars and some commented as been
E highly consistent between models
12 Brand-specific cues Recognition [=1 12 out of 15 participants agrees BMW cars share brand-specific cues
12a. Written response u Lack of written responses
| | Written responses commented on comfort levels and aesthetic features or appearances
13 Experience cars by BMW - | ] 12 out of 15 participants have physically experienced BMW cars
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Table H-03. Summary of findings of Section 3 on the model impression of BMW 320i in New Zealand market.

Section 3: Model Impression

A-92

Question Focus VPE mode Finding Summary
14 Brand-related model recognition Recognition =} 12 out of 15 respondents agrees on 320i as a typical BMW model
14a.Written responses o Comments based on the familiarity of aesthetic features across BMW models
15 Rating between 7 vehicles on: -
A: Attractiveness Appreciation
(Displaying the top three results &
only)
1. BMW (54.1/100)
B: Distinctiveness Impression
(Displaying the top three results
only)
1. Mercedes-Benz (55.1/100) 2. Audi (55/100} 3. BMW [54.7/100)
16 Level of interest in 320i Recognition | 3.3 outof 5

16a. Written responses

] Comments on brand and aesthetic-related preferences




Table H-04. Summary of findings of Section 4 on the model appreciation of BMW 320i in New Zealand market.

Section 4: Model Appreciation

Question Aim

VPE mode

Finding Summary

17 Model Appreciation Appreciation ] 1. Simple/Clean (56.6/100)
(Displaying the top three results | 2. Harmonious/Flowing [56.3/100)
only) ] 3. Consistent/Uniform (54.7/100)
Features indicated in pictogram
1k
18 Pictogram on model appreciation Appreciation | Kidney Grille that was associated with the following keywords:

(terms appreciated with the
strongest feature)

Highly appreciated terms and
visual elements appreciated with
[Displaying the top three results
only)

1. Distinctive/Well-defined 2. Consistent/Uniform
3. Harmonious/Flowing 4. Sleek/Elegant

2;:.-—-- C o —

a 1. Distinctive/Well-defined (14 indications)
B 2. Balanced/Proportional (13 indications)
] 3. Harmonious/Flowing (10 indications)
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Table H-05. Summary of findings of Section 5 on the model expression of BMW 320i in New Zealand market.

Question Aim VPE mode Finding Summary

19 Model Expression Comprehension | ® 1. Modern (60.5/100)
(Displaying the top three results ] 2. Comfortable (58.1/100)
only) u 3. Desirable (55.7/100)

Features identified

1 2 3

20 Pictogram on model expression Comprehension | ® Kidney grille including the air dam area (total: 10 indications)

(Strongest features) Association 1. Brand-specific (x5) 2. Desirable (x3) 3. Dynamic/Elegant (x1 each)
8 Whole vehicle (total: 10 indications)

1. Dynamic/Elegant (x2)

2. Versatile/Modern/Desirable /Sporty/Comfortable/Brand-specific (x] each)

High comprehended expressions in
the pictogram question
(Displaying the top three results
only)

Section 5: Model Expression

1. 1. Brand-specific (12 indications)

2. 2. Elegant (12 indications)
3. 3. Dynamic (10 indications)
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Finding on the 320i in Taiwan:

Table H-06. Summary of findings of Section 1 on the participant backgrounds of BMW 320i in Taiwan market.

K Question topic Finding Summary
5 1 Level of interest in cars ] above average enthusiasm in cars (3.3 out of 5)
§_ 2 Level of knowledge in cars i average interest in cars (2.5 out of 5)
’%‘, g 3 | Age n from under 20 to 59
?Cj g 4 Ethnic Group ] all participants are Asian
e 5 Permanently living in Taiwan m majority of participants lives in Taiwan (13 out of 15)
._5_ a 6 | Dream Car B mosily on premium car brands (12 out of 15)
§ 7 Reason for dream car selection " 9/15 relates to visual appearances

=) 2/15 relates to social and cultural value

Table H-07. Summary of findings of Section 2 on the brand perceptions of BMW 320i in Taiwan market.

Question topic Finding Summary
8 Association with the brand Association 14 out of 15 responses are positive
BMW 6/15 responses relates to social and cultural values
2/15 are based on visual appearances
9 Brand appeadl Association 3.6o0utof 5

2a. Written responses 5/15 are visual-related appreciation

3/15 relates to social and cultural values

1 commented on that BMW cars are too common the road
72.3 out of 100

5/15 positively relate the high price, which reflects BMW as a premium brand

10 Perception on brand image Association
10a. Written response

3/15 associate BMW as a premium brand based on its country origin.

1 associated with the country of origin

64.3 out of 100

A mix of positive and negative 5 comments about visual appearances

1 Visual brand distinctiveness Impression
11a. Written response

Section 2: Brand Impression

12 Brand-specific design cues Recognition 12 out of 15 participants thinks BMW cars share brand-specific design cues

12a. Written response Moderate number of written responses
Formal aesthetics and highly level of recognition of the Grille and front of car as brand-specific

12 out of 15 participants have physically experienced BMW cars

13 Experience cars by BMW -
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Table H-08. Summary of findings of Section 3 on the model impression of BMW 320i in Taiwan market.

Question topiic VPE mode Finding Summary
14 Brand-related model recognition Recognition E 13 out of 15 respondents agrees on 320i as a typical BMW model
14a.Written responses n 12 out of 15 who responded with written comments are based on the familiarity of

aesthetic features across BMW models

15 Rating between 7 vehicles on: -
A: Attractiveness Appreciation

v )

(Displaying the top three results only) P I

Section 3: Model Impression

1.Lexus (67.9/100) 2. BMW (65.8/100)
B: Distinctiveness Impression
(Displaying the top three results only)
1. BMW (64.9/100) 2. Lexus (62.7/100) 3. Cadillac (53.1/100)
16 Level of interest in 320i Recognition ] 3.9 outof 5
16a. Written responses a 5 comments are based on the aesthetic quality

] 4 based on the representational image of BMW
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Table H-09. Summary of findings of Section 4 on the model appreciation of BMW 320i in Taiwan market.

No. Question topic VPE mode Finding Summary

17 Model Appreciation Appreciation u 1. Simple/Clean (76.1/100)
] 2. Harmonious/Flowing (71.6/100)
] 3. Sleek/Elegant (71.3/100)

Features indicated from pictogram

1. = 2 R 3 g .
18 Pictogram on model appreciation Appreciation El Kidney Grille that was associated with the following keywords (total:8 indications):
(Strongest appreciated features) 1. Distinctive/Well-defined (x4) 2. Consistent/Uniform (x3)

3. Interesting/Fascinating (x1)
ol Whole vehicle (total: 16 indications):

1. Sleek/Elegant (x4) 2, Simple/Clean (x4)
3. Harmonious/Flowing (x3) 4. Balanced/Proportional (x2)
5. Consistent/Uniform (x2) 6. Beautiful/Stunning (x1)

Section 4: Model Appreciation

Highly appreciated terms with visual
elements indicated
(Displaying the top three results only)

[ 1. Harmonious/Flowing (15 indications)
<] 2. Balanced/Proportional (13 indications)
@ 3. Distinctive/Well-defined (10 indications)
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Table H-10. Summary of findings of Section 5 on the model expression of BMW 320i in Taiwan market.

No. Question topic VPE models Finding Summary

19 Model Expression Comprehension n 1. Comfortable (75.6/100)
u 2. Modern (74.1/100)
] 3. Desirable (71.7/100)

Features identified

d iae 2.
20 Model expression on Comprehension =] Whole vehicle:
pictogram Association 1. Modern (x5) 2. Elegant (x3)
(Strongest expressions) 4. Comfortable (x5) 5. Dynamic (x1)

Highly comprehended
expressions

[Displaying the top three results
only)

Section 5: Model Expression

1. Brand-specific (14 indications)

2. Modern (13 indications)
3. Elegant (10 indications)
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Finding on the 15250 in NZ:

Table H-11. Summary of findings of Section 1 on participant background of Lexus 15250 in New Zealand market.

Question topic Finding Summary

1 1 Level of interest in cars u above average enthusiasm in cars (3.6 out of §)
é 2 Level of knowledge incars | B above average interest in cars (3.1 out of 5)
:g E 3 | Age m  from under 20 to 59
‘? % 4 Ethnic Group @ largely European
= 5 Time living in New Zealand | B Mostly 5 years or more (14 out of 15)
.é a 6 Dream Car = mostly on premium car brands [mostly Chrysler)
§ 7 Reason for dream car m 12/15 relates to visual appearances
selection u 2/15 relates to social and cultural value

Table H-12. Summary of findings of Section 2 on the brand perceptions of Lexus 15250 in New Zealand market.

No. Question topic . Finding Summary

8 Association with the brand Lexus Association | 13 out of 15 responses are positive
[ 5/15 responses relates to the country of origin
[ | 4/15 are based on visual appearances
9 Brand appeal Association ] 3.1 outof 5
= 9a. Written responses i 3/15 commented positively on quality and functionality
-.-?, @ 3/15 relates to country of origin/Toyota
§ | Lack of written response (5 empty)
:El 10 Perception on brand image Association | 54.6 out of 100
3 10a. Written response | 5/15 relates branding image of Lexus and 2 highly recognised it as being a competitor of
2 BMW
&~ [ ] 1 commented on perceiving this brand as Toyota and not Lexus
E [ | 3 perceived the brand based on low safety-related quality
E n Brand distincliveness Impression [ 46.5 out of 100
s 11a. Written response L A mix of positive and negative 4 comments about visual appearances
12 Brand-specific cues Recognition n 7 out of 15 participants thinks Lexus cars share brand-specific cues
12a. Written response | 3 comments based aesthetic features, and 3 on quality and performance
u Lack of written responses (? empty)
13 Physically experience cars by Lexus - u 8 out of 15 participants have physically experienced Lexus cars
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Table H-13. Summary of findings of Section 3 on the model impression of Lexus 15250i in New Zealand market.

Question topic

Finding Summary

14 Brand-related model recognition Recognition B 11 out of 15 respondents agrees that 15250 is a typical Lexus model
14a.Written responses & 9 out of 15 who responded with written comments, mainly relating to
visual-appearances including the shape of the car

15 Rating between 7 vehicles on: -
- A: Attractiveness Appreciation
2 [Displaying the top three results only)
¢
o
E
T
2 2. Mercedes Benz (52.4/100) 3. Audi (50.1/100)
i B: Distinctiveness Impression
5 (Displaying the top three results only)
2
[/}
" =

1. BMW [56.4/100) 2. Mercedes Benz (54.4/100) 3. Audi {50.2/100)
16 Level of interest in 320i Recognition i 320utof§
16a. Written responses | 4 comments are based on the aesthetic quality
| 1 based on the representational image of Lexus
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Table H-14. Summary of findings of Section 4 on the model appreciation of BMW 320i in Taiwan market.

Question topic VPE models Finding Summary
17 Model Appreciation Appreciation 1. Simple/Clean (55.5/100)
[Displaying the top three resulis only) 2. Sleek/Elegant (50.1/100)

3. Balanced/Proportional {48.1/100)

Features identified from pictogram

1 2 3.
18 Pictogram on model appreciation Appreciation u Headlights (8 indications):
(Strongest Visual Feature) 1. Consistent and Uniform (x3) 2. Distinctive/Well-defined (x2)

3. Beautiful/Stunning, Ugly/Non-appealing, Simple/Elegant (x1 each)

Section 4: Model Appreciation

Highly appreciated keywords
(Displaying the top two results only)

B 1. Beautiful/Stunning (% indications)
=4 2. Ugly/Non-appealing (? indications)
B Multiple keywords that has 8 indications
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Table H-15. Summary of findings of Section 5 on the model expression of Lexus 15250 in New Zealand market.

Question topic

19 Model Expression
(Displaying the top three results only)

Features indicated that is perceived
under the sfrongest VAS rankings of terms

VPE mode

Comprehension

Finding Summary

| 1. Simple (53/100)
] 2. Luxury (51.4/100)
5] 3. Style (47.3/100)

20 Pictogram on model expression
(Strongest visual features)

Comprehension
Association

o Side of the vehicle (x? indications):
Simple. Sporty, Style (x3 each)
] Headlights, Logo, Upper portion of boot [x7 each)

Section 5: Model Expression

Highly comprehended keywords
(Displaying the top two results only)

1. Style (xx indications)
2. Simple (xx indications)
Multiple keywords
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Finding on the 1S250 in Taiwan:

Table H-16. Summary of findings of Section 1 on participant background of Lexus 15250 in Taiwan market.

Section 1: Participant

Background

Question topic

Finding Summary

1 Level of interest in cars a above average enthusiasm in cars (3.7 out of 5)
2 Level of knowledge in cars [ above average interest in cars (3.0 out of 5)
3 Age ] between 20 and 59
4 Ethnic Group 2 all participants are Asian
5 Permanently living in Taiwan ] maijority of participants lives in Taiwan (13 out of 15)
b Dream Car = mostly on premium car brands (? out of 15)
B 4 on super car brands
7 Reason for dream car selection el 5/15 relates to visual appearance
B

8/15 relates to engineering performance
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Table H-17. Summary of findings of Section 2 on the brand perceptions of Lexus 15250 in New Zealand market.
Finding Summary

Question topic

VPE models

Section 2: Brand Impression

A-104

Association with the brand Lexus Association L} 12 out of 15 responses are positive
| 4/15 are based on the country and company of origin
9 Brand appeal Association " 3.0 out of 5
9a. Written responses B 2/15 are visual-related appreciations
L 6/15 relates to the country of origin
o 10/15 positive comments
10 Perception on brand image Association ] 57.5 out of 100
10a. Written response | 6 out of 12 responses are positive comments
m 3/15 associated the car with the country of origin
3 4/15 perceptions are based on the visual appearances
mn Brand distinctiveness Impression ] 43.3 out of 100
11a. Written response o 5 negative comments
a] é comments relating to the country of origin
12 Brand-specific cues Recognition i 6 out of 15 participants thinks Lexus cars share brand-specific cues
-4 1 participant do not have enough knowledge on the brand to provide an opinion
12a. Written response n 5 written comments and 3 are aestheticrelated appearances
] 1 association with the country of origin
13 Physical experience cars by Lexus - 2] 10 out of 15 participants have physically experienced Lexus cars




Table H-18. Summary of findings of Section 3 on the model impression of Lexus 15250i in New Zealand market.

Question topic VPE mode Finding Summary
14 Brand-related model recognition Recognition | 8 out of 15 respondents agrees on 15250 as a typical Lexus model
14a.Written responses [ ] 7 out of 9 who responded with written comments are based on the familiarity of aesthetic

features across Lexus models

15 Rating between 7 vehicles on: -

A: Attractiveness Appreciation

_‘gz (Displaying the top three results only) -l\
E —
[+
E
% 1. BMW (70.3/100) 2. Mercedes Benz (62.6/100) 3. Cadillac {57.3/100)
? B: Distinctiveness Impression
'2 (Displaying the top three results only) .- \.,\
o p—
3 =T
[
w)
1. Cadillac (73.3/100) 2. BMW (67.6/100) 3.Mercedes Benz (63.3/100)
16 Level of interest in 320i Recognition ] 28 outof 5
16a. Written responses | | 3 comments are based personal association with the country of origin
] 3 comments based on the aesthetic appearance of 15250
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Table H-19. Summary of findings of Section 4 on the model appreciation of BMW 320i in Taiwan market.

Question topic
17 Model Appreciation
[Displaying the top three results only)

Indicated features

VPE models
Appreciation

Finding Summary

3 1. Simple/Clean (60/100)

B 2. Sleek/Elegant (50.1/100)

B 3. Balanced/Proportional (48.1/100)

Highly appreciated keywords
(Displaying the top three results only)

Section 4: Model Appreciation

1. 2, 3.
18 Pictogram on model appreciation Appreciation Longitudinal line from hood to the beltline:
{Strongest Visual Feature) 1. Harmonious/Flowing (x7) 2. Consistent/Uniform (x2)
3. Simple/Clean (x2) 4, Sleek/Elegant (x1)

2, 3.
1. Harmonious/Flowing (16 indications)
2. Simple/Clean (15 indications)
3. Consistent/Uniform (10 indications)

mEE -
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Table H-20. Summary of findings of Section 5 on the model expression of Lexus 15250 in New Zealand market.

Section 5: Model Expression

No.

Question topic

VPE mode

Fi

nding Summary

19 Model Expression Comprehension ] 1. Simple (60/100) 2. Sporty [(54.5/100) 3. Confident (52.7/100)
Indicated Features
(Displaying the top three results only)
20 Pictogram on model expression Comprehension u Longitudinal line from hood to the beltline (8 indications):
(Strongest features) Association 1. Style, Simple (x3 each) 2. Sporty, Distinctive (x1 each)
L Headlights:
1. Sporty (x4) 2. Confident (x2) 3. Simple, Style, Distinctive (x1)
Highly comprehended keywords
|Displaying the top three results only)
| [ 2
] 1. Sporty (14 indications)
[ | 2. Simple (13 indications)

3b.

3a. Distinctive, and 3b.Brand-specific (10 indications each)
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Analysis and discussion
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BMW in New Zealand - VPE: Impression

To achieve recognition and affective experience from consumers, a car
exterior will firstly need to be differentiated from the consumers. This could
relate to both the consumers' perception of the car brand or impression on
the model it self. The questionnaire findings indicate that participants in
New Zealand do notf regard the brand BMW as highly distinctive.  Although
the average mark is only 57.3 out of 100 in brand distinctiveness, the
comments are mostly positive and relates to BMW's brand heritage and
innovative aesthetfics. The written feedbacks suggest that NI car
enthusiasts have focuses particularly on the visual appearance of a car,
and the history and culture of a brand. This participant focus on visual
aesthetic impression and brand heritage matches with the finding from
literature review on market characteristics; that culture of NZ is independent
as there are minimal amount of comments relating to the representational

meanings in BMW such as “"BMW is a rich man's car".

Table I-1. Top three most distinctive cars based on selections of seven cars targeting
same market segment.

Visual stimuli of cars provided as part of the questionnaire

1. Mercedes-Benz 2, Audi 3. BMW

Order of ranking

{avg mark: 55.1/100) (avg mark: 55/100) (avg mark: 54.7/100)

The NI participants found the three cars displayed in Table xx to be the
most distinctive amongst the seven premium car images provided. The
close range of these average marks suggested that these three cars were
perceived fairly equally by the New Zealand participants. This finding also
reflects the focus on car exterior impression in NZ on visual aesthetics and
brand heritage as all three brands have strong emphasis in exterior design
with brand-specific features, and an established history as a premium car
maker. Interestingly, all of the cars are European and all have been
identified both as the most distinctive and most appealing exterior design.
This raised the question that if stronger impression equals stronger visual

recognition?

VPE: Recognition

When asked "Do you think cars manufactured by BMW share certain
qualities that make them belonging to the same “family"¢ 12 out of 15
participants agreed that BMW cars share similarities between its models.
The main open-ended responses following this question indicated that
consumers comprehended the visual aesthetics of BMW cars and the
comfort level of the interiors and visual features. Amongst the visual
features, the front grille is the only visual element that was identified and

other comments are based on general features such as the ‘look’, 'shape’,

A-109



and 'front of the car'.

Shown on Table xx, the three most highly attractive car designs from the
seven car images provided were also strongly perceived as distinctive.
This except a difference in the order and the mark span is also larger than
model distinctiveness findings amongst the seven cars.  Although rated as
the most distinctive from other brands when the responses was indicated
under the VAS method (without any visual comparison between cars).
BMW's 320i was siill rated as the most distinctive when this question was
asked again with visual stimuli.  This suggests that the level of differentiation
on the design of car exterior does not directly reflect the level of positive
perceptions that the car is appealing. For example, a car exterior could
look very different from its competitors' but with respect to the visual style
and coherence; this ‘different-locking’ car could be less atiractive to
consumers. The key of this research is to examine this relationship between

the visual presentation of cars and how exterior designs are perceived.

Table I-2. Top three most atiractiveness cars based on selections of seven cars
targeting same market segment.

Visual stimuli of cars provided as part of the questionnaire

o
=
=

c

2
e

L

7]
i
o]

3. Mercedes-Benz
(avg mark: 49.2/100)

1. BMW 2. Audi
{avg mark: 54.1/100) (avg mark: 50.6/100)
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Wren asked to provide an open-ended comment for the marks given
relating to how appedling BMW is as a brand; a large number of
pa:ticipants simply have stronger preferences in other types of vehicles
such as SUV or Sports cars (rather than BMW). This preference for certain
types of cars is likely to be subject to personal factors such as personality,
values, and social influence. Relating to the written comments, cne other
major reason for the medium level perception on the brand BMW is its

vehicles are too commonly seen the roads.

VPE: Association

Based on the open-ended question on what consumers associate the
brand BMW with, there is a mix of positive and negative written comments,
and surprisingly there are a large number of associations connected with
BMW on a partficular premium brand rather than associated with the
performance or visual aesthetics of the cars themselves. However, as
expected, there are only two comments given each relating to the social
value of the brand and the other on the country of origin of BMW
respectively. This contradicts with the market characteristic research
findings and the brand impression outcome discussions that the association
of BMW is based on its brand class image and not related to individualistic

or self-enjoyment associations.



Based on the VAS outcome on question "Do you consider BMW a premium
car brand?", the perception on BMW as a premium car brand is to highly
recognised by the consumers, with 63.6/100 positively referring back to
BMW's brand heritage and the visual appearance. Moreover, based on
the open-ended responses, the association with BMW as a premium brand
was greater than other aspects such as in luxury comfort, performance, or
design identity. In comparison across all the written comments, there are
a small number of associations to the country of origin. There are also only
a small number of society-related associations such as BMW as a brand
representing financial wealth.  This outcome supports the finding from
market-related literature review that the unique culture and value in
Western countries tend to value individuality and personal achievement

more than family association of wealth.

This higher level of brand value association is further supported by an above
average level of interests in physically experiencing the model 320i that is
3.3/5. This model-related preference is mainly based on the exterior design
of 320i. Which based on the background research is a well considered
design with aftention to details. Although both brand and model
recognifion are largely based on visual appearance; the recognition on
BMW is also based on the history and reputation of the brand. This means
that the interpretation of BMW is likely to be reflected in questions relating to

physical design features and will be discussed in later section.
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BMW in Taiwan - VPE: Impression

The model distinctiveness of 320i was asked twice in the questionnaire with
different visual stimuli in VAS method. One question was based only on the
perception of the photos of 320i and comparing to other cars on the
market with comments mainly associated with the visual aesthetic quality.
The second one was conducted together with a total of seven images of
cars including 320i and 15250 that are in the same market for a comparison
against the other six cars. The outcome of these questions, in average
marks of VAS, was almost the same with one being 64.3/200 and the other is
64.9/100. Surprisingly, Lexus has been perceived as highly distinctive by
Taiwanese participants next to 320i. With the model impression analysed
and discussed, the next paragraph discusses how 320i/BMW are been

interpreted.

Table I-3. Top three most distinctiveness cars based on selections of seven cars
targeting same market segment.

| Visual stimuli of cars provided as part of the questionnaire

Order of ranking

1. BMW 2. Lexus 3. Cadillac

(avg mark: 64.9/100) (avg mark: 62.7/100) (avg mark:53.1/100)
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VPE: Recognition

Overall, the model 320i has been perceived by 13 Taiwanese consumers as
a model that carries the visual identity of BMW. This strong recognition of
320i as a BMW model indicates that the brand-specific features on 320i
have possibly been positively perceived by consumers. This recognition on
brand-specific visual elements will be investigated in model association
discussion on the indicated visual features that are interpreted as

brand-specific.

When asked about "how strongly would you like to drive/own this BMW?2"
through multi choice and open-ended methods, Taiwanese participants
show a high level of interest in model 320i with an average mark of 3.9/5,
where a mark of five represents ‘strongly interested'. However, the
numbers of comments given by consumers related to the representational
images of BMW cars car are more than the open-ended commented
discussed in VPE: Impressions. Furthermore, there are strong recognitions in
the aesthetic qualities of 320i as a motivation for the consumers wanting to
drive/own this car. Refering to the literature review on market
backgrounds between characteristics of Western and Eastern culture,
Taiwan as an Eastern country is suspected as being highly inter-dependent.
This increase in representative comments relating to 320i indicates how the

general cultural and social value in Taiwan influences people's perception



of a car. The model 320i are increasingly been recognised as a car

suggesting social and wealth status.

On consumer's perceptions of BMW cars that were instantly required as a
BMW product, the outcome from Taiwan's BMW guestionnaire shows that
12 out of 15 participants recognises cars by BMW based on the visual
appearance of the car. Magjority of the comments given are based on the
formal aesthetic gualities of cars, for example, the shape and grille of the
car. Interestingly, are participant commented that the design of BMW
cars as a whole signifies the car as a BMW model. Similar to the New
Zealand BMW outcome, this visually-related recognition on BMW models

were also highly perceived by Taiwanese participants.

Based on the high level of brand-related recognition as analysed above, it
is not surprising that the iconic BMW series 320i is recognised instantly as a
BMW car. Despite the mixed comments from the designers/artists' reviews
conducted by Auto and Design reporters, the new 320i designed under the
new BMW design direction has successfully been perceived by consumers.
This recognition of 320i as a BMW car will be further examined VPE:

Association with visual elements that was indicated as 'brand-specific’.

VPE: Association

It is evident from the open-ended responses in question ‘Please write a
word/sentence that you would associate with BMW", that BMW as a brand
has been highly regarded by Taiwanese consumers with 14 out of 15
positive comments. Out of these 14 positive comments, a large
percentage associated BMW with the brand’s representational values, i.e.
promoting the owner/driver's success and wealth status. Unlike the New
Zealand study outcome on brand association, only two written responses
on the question above related to the quality of visual appearances of BMW
cars. This strong focus on the brand’s presentational values suggests that
Taiwan as an inter-dependent oriented culture perceiving brands mainly
based their perceive social and wealth status. The lack of confidence in
aesthetic opinions could also contribute to this pattern of association
representational values; this is because people that are less confident in
aesthetic judgement are likely to think that the big and expensive brands

must have an ‘attractive’ design.

When the participants were asked if they perceive BMW as a premium
brand, the outcome indicates a high level agreement of 72.3/100 that BMW
is a high end automotive brand. This strongly association with the brand
image is largely based on the high retail price of its models. As the last
paragraph indicates that consumers in Taiwan perceived BMW mainly

based on its suggestive meanings, this further finding suggests that the
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suggestive meanings associated are based on the price of BMW cars;
which in turn suggests the owner's wealth and therefore success. This
correlates with the literature review on the two markets, Westerner's
independent culture and Easterner's inter-dependent culture; which will be
analysed specifically in the comparative discussion section between these

two markets.

BMW's brand appealingness rating in Taiwan is 3.3/5, where the number
‘five' indicates strongly appealing. Surprisingly, the written comments
supporting the indicated marks suggest that participants regard BMW as
averagely appealing mainly based on the visual appearances of the
models from BMW. However, three participants indicated their marks
based on the suggestive social values of BMW. This mix of higher
percentage of visual-aesthetics contradicts the finding discussed on the
last paragraph. Table xx below lists the features that has been associated
as BMW-specific by the participants for the next part of analysis and

discussion.
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Lexus in New Zealand - VPE mode: Impression

The level of perception in the brand distinctiveness of Lexus is relatively low
in New Zealand with an average of 46.5 out of 100, compare fo the BMW
outcome of 57.3/100. Four participants criticised the visual appearances
of Lexus models in the open-ended comments. Referring fo the study on
continuity in the use of brand-specific features, across Lexus models, the
front grille and headlights have inconsistent design languages between the
car models. This criticism on the visual aesthetics of Lexus suggests that
Lexus models have a weaker design in its formal aesthetics; and less
coherent approach to its design language. In the outcome for the
question on model distinctiveness, the same cars were perceived strongly
visually distinctive amongst the participants. These suggest that the New
lealand participants in both BMW and Lexus studies have the same visual

preferences as consumers in the same market.

Table 1-4. Top three most distinctiveness cars based on selections of seven cars
targeting same market segment.

| Visual stimuli of cars provided as part of the questionnaire

1. BMW 2. Mercedes Benz 3. Audi
{avg mark: 56.4/100) (avg mark: 54.4/100) (avg mark:50.2/100)

Order of ranking

VPE mode: Recognition

While only seven out of 15 consumers agree that Lexus cars share
brand-specific cues; there were eleven participants agree that 1S250 is a
typical Lexus model with nine comments based on visudlly-related
appearances of this Lexus mode. Interestingly, only half of the comments
relates to Lexus' adoption of brand-specific features with the formal
aesthetic features, and the other half of the comments provided were
based on their performance. This low level of brand-identity in Lexus
model with higher level of recognition for the 1S250 as a Lexus model
contradicts with each other, as how could one identify 1S250 as a Lexus
model when one think that Lexus cars lack brand identity?2 This might be
explained as Lexus being a relatively new Japanese premium brand has a
design language that are less developed and refined. Which could
possibly suggest that people do not know what is a ‘Lexus-looking car' as
they all look the same and because the models all look the same, more

participants think that 1IS250 is a Lexus mode.

As identified in the last section that the brand distinctiveness of Lexus is
weaker than BMW, this lower level of impression explains the weak
recognition of Lexus as a premium car brand. One third of the written
comments supporting this lower average mark of 54.6/100 (on brand image
recognition) relates to Lexus as a competitors of BMW and recognises the

brand as an individual one. There is also a recognition that is based on the
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country of origin of Lexus and its image of economical car maker.
Furthermore, three commented on that they interpret Lexus as a brand with
models that are less safe. As the comments demonstrate, New Zealand
participants perceive Lexus as a premium brand because the company
placed it self with BMW and not as an individual premium brand. The
following paragraphs aims to identify if 15250 has been perceived weakly

based on this low brand recognition.

When asked about how strongly they would like to own 1S250, the average

mark is 3.2/5 where five representing the strongest interest in owning this car.

Surprisingly, this mark of 3.2 is supported by four comments that are based
on the visual aesthetics of I1S250 and one based on the representative
values of IS250 as a premium car. This outcome suggests that although the
brand image was not perceived strongly, the model image is still based on
the visual recognition of consumers. To further understand how 15250 is
perceived in New Zealand, the next section discusses how 15250 has been
assessed based on the set of descriptive attributes relating to the visual

perceptions on this car.
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VPE mode: Association

When asked on the opinion on how appealing they perceived Lexus is,
consumers indicated an average mark of 3.1/5 with a lack of written
responses supporting the marks given. This lack of written responses and
average marks in brand appealingness indicates that Lexus are not
perceived strongly; also the lack of written opinion suggests that consumers
have a lack of brand association on Lexus in its appedlingness.
Furthermore, the written opinions also lack a coherent area of opinion.
The only two types of correlated opinions are on premium quality and
functionality of Lexus models, and the other relates to the association of

Japan with its economic car manufacturing industry.

Although not highly rated as an appealing brand, when asked about how
they associate with the brand Lexus; the consumer outcome are mostly
pleasant with only two responses that relates to unpleasant associations
with Lexus. While five written opinions relate to the country of origin, only
four responses are relate to the visual appearance qualities of Lexus. This
high level of brand association with the country of origin indicates that
consumers hold pre-existing opinions or prejudice on the country that is
associated with a car brand. Furthermore, the lower level of consumer
association with visual appearances suggests that the visual appearances

of Lexus models are not as strong as the company claims to be.



Lexus in Taiwan - VPE mode: Impression

When asked to rate how distinctive they think Lexus is compare to all other
cars on the market through a VAS question, the outcome of brand
distinctiveness rating is low with an average of only 43.3/100. This low
average is a result of the negative impressions with the brand, which
consists of one third of the total written responses. Amongst the written
responses, a total of six participants commented on the country of origin
with Lexus and out of these comments; some regarded Japanese products
highly and some associated with the economic car producer Toyota as
Lexus' mother company. This written response indicates that Taiwanese
consumers based their perceptions of a brand on the association with its
country of origin. This is more prominent especially when the cars are

imported from Western countries.

Based on the model distinctiveness questions (VAS rankings) on the design
of seven cars targeting the same market segment as Lexus 1IS250 indicated
in Table xx; it reflects the low level of brand impression. This also reflects the
weaker visual aesthetics based on the visual format analysis. The next part
of discussion focuses on how Lexus/IS250 has been recognised by
consumers in Taiwan and if IS250 is perceived as carrying the brand identity

of Lexus.

Table I-5. Top three most distinclive cars based on selections of seven cars targeting
same market segment.
Visual stimuli of cars provided as part of the questionnaire
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o) 1. Cadillac 2. BMW

3. Mercedes Benz
(avg mark: 63.3/100)

[avg mark: 73.3/100) (avg mark: 67.6/100)

VPE mode: Recognition

Although consumer indicated that as a brand, Lexus is weaker in ifs
distinctiveness, but it is regarded slightly higher in brand recognition as a
premium brand with an average ranking of 57.5/100. However, compare
to the BMW outcome in Taiwan, Lexus still less recognised as a premium
brand with only six positively-related supporting comments from the
participants.  This recognition is mainly based on the association with the
country of origin, and their visual aesthetics. Essentially, this outcome
indicates that Lexus is not regarded highly in Taiwan and it is possibly due to

its country of origin and weaker visual aesthetics.
When asked about their opinions if Lexus models look 'similar’ and belong

to one ‘family', the outcome indicates that just under half of the

participants perceive Lexus cars as sharing brand-specific qualities.
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However there was a lack of written responses, only three of these
recognitions are based on visual appearances. This lack of written
comments is prominent in both Lexus studies, and it is suspected that this
pattern is due to the weaker brand image and visual aesthetics in the

design of 1S250.

Similar to the Lexus outcome from New Zealand, Lexus models are
perceived with less degree of brand-specific qualities in Taiwan but the
model 1IS250 is perceived by eight participants as a ‘typical’ Lexus car. The
majority of the written comments identified that participants based their
opinion on 15250 being a Lexus ‘looking' car, due to their familiarity of
aesthetic features across Lexus model. It is suspected that this
contradictory outcome in opinions, between the brand-identity in Lexus
models and the recognition of 1S250 relating to its brand, is based on the
same discussion in the "Lexus New Zealand VPE mode: Recognition” earlier
section. Reflecting on the weaker outcomes in brand and model

recognition, the results were expected, where the consumers indicated a

very low level of interests in owning or driving 1S250, with an average of 2.8/5.

Again amongst the limited written responses, the low level of interest in
IS250 is based on the consumers’ association with the country of origin, and
the aesthetic appearances of the Lexus model. This further supports the
statement that the design of IS250 is weaker and less refined comparing to

320i in this research.
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VPE mode - Association

In the outcome from the question on how appealing 1S250 is in the eyes of
consumers in Taiwan, the outcome is 3/5 indicating that Lexus are nof
regarded as especially appealing. Supported with the fact that one third
of the written responses are associated with negative-based meanings, just
under half of the written feedbacks associate Lexus with its country of origin.
However, these lower levels of perception of appeal on Lexus still have
more visual features perceived with the descriptive attributes amongst

consumers in Taiwan,

Despite the low recognitions on Lexus, majority of consumer associate this
brand with positive comments, which four of them is based on the
association on the country of origin. As discussed before in literature
review, Taiwan has the culture of moderating its opinions on conformity
bases. This culture of moderating opinions could possibly confribute to this
outcome on the low brand impression and recognition, but comparatively

large numbers of positive-related brand association.



	What do YOU think about this car_234-275.pdf
	20005
	20006
	20007
	20008
	20009
	20010
	20011
	20012
	20013
	20014
	20015
	20016
	20017
	20018
	20019
	20020
	20021
	20022
	20023
	20024
	20025
	20026
	20027
	20028
	20029
	20030
	20031
	20032
	20033
	20034
	20035
	20036
	20037
	20038
	20039
	20040
	20041
	20042
	20043
	20044
	20045
	20046




