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Abstract 

Car interior styling and features are a crucial part of vehicle design with a huge impact on the 

user experience. Chinese female consumers‟ car interior needs and preferences have not been 

extensively studied. This study explores Chinese females‟ car interior requirements and 

expectations via a series of questionnaires designed to elicit preferences, attitudes and special 

expectations of female consumers in different age groups and in comparison with male 

consumers. Following theoretical review and analysis of the survey results, a virtual car 

interior landscape based on the survey results is modelled and further tested in a new survey. 

The results illustrate Chinese female consumers‟ car interior requirements and preferences, 

including spacious interiors and functional smart storage, that these vary with the age of the 

consumer, and also that there are significant gender differences, with males having different 

opinions on most aspects of the car interior features. This justifies the female focus of the 

research. 

By revealing the special preferences and expectations of Chinese female consumers for 

automobile interiors, the study provides a unique reference for developing new design 

strategies for vehicle interiors.  
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Chapter 1 Introduction and overview 

The general aim of this research is first to identify the features of a car‟s interior that 

influence Chinese females and to determine their preferred car characteristics, and second, to 

design a car interior based on these data and test the new design on a random sample of 

Chinese females. 

An extensive literature review found that 80 percent of all car purchase decisions are 

influenced by females in the US (Fairley, 2014) and that the orientation of the car market 

may be shifting from male to female. Fairley (ibid) also claims that a car‟s interior is more 

important than a car‟s exterior to some extent for female car consumers. As the largest 

automobile-consuming country in the world (Chen, 2010), China has 663 million female 

consumers (Wang, 2014), and 70 per cent of all purchase decisions are made by females (Hao, 

2015). This may indicate that Chinese females‟ purchase decisions would significantly affect 

the auto industry in China. However, there is very limited literature and research on female‟s 

car purchasing decisions. Furthermore, this gap in the literature is especially evident in the 

context of Chinese female‟s car purchasing decisions with the scope limited to their car 

interior preferences and requirements. Consequently, the problem is that there are few cars on 

the Chinese car market which are targeted at female consumers. Given the enormous 

influence females have on car purchases, understanding the particular buying preferences of 

Chinese female car consumers‟ is of great interest to the Chinese car industry. Therefore, 

there is an opportunity to conduct potentially important new research in this specific and 

relatively unexplored aspect of Chinese automotive consumer preferences.  

 

The new knowledge derived from this research is a set of new guidelines that can be applied 

to the design of car interior to accommodate the preferences of Chinese female consumers.   
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The motivation for conducting this research stems from a masters research project the author 

completed in 2016 on “The concept of car exterior design for the Chinese market”. Since then,  

the author continued researching in the areas of car design for the Chinese market and built a 

comprehensive knowledge in the field. This research is an extension of the author‟s previous 

master‟s research project that revealed that Chinese female preferences and needs for car 

interiors is still an unexplored area for the automotive market. Therefore, it is essential to 

build new knowledge in this area to guide further research and future developments in the car 

market. 

 

1.1 The Research Problem  

China is the largest automobile-consuming country in the world (Chen, 2010) with 663 

million female consumers (Wang, 2014), representing 70 percent of all purchase decisions 

made by females (Hao, 2015). Given the enormous influence of female car consumers, this is 

of great interest to the Chinese car industry and for international auto companies hoping to 

expand into the Chinese market.  

The problem is that there are few cars on the Chinese car market which are targeted at female 

consumers. Furthermore, there are no guidelines that can be applied to the design of car 

interiors to accommodate the preference of Chinese female consumers.  

 

1.2 Research context and scope 

Although the growth of China‟s economy has been slowing in recent years, Chinese female 

consumers‟ buying behaviour is still leading some industry markets in the world, especially 

in luxury products (Horton, 2016) and cars (Burkitt, 2011). “Chinese women are becoming 

more powerful and more independent in luxury market” says Geoffroy de-la-Bourdonnaye. 

Managing director of Maserati China. Christian Gobber (Burkitt, 2011) also claimed “Chinese 
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female car buyers who achieved success in their business reward themselves with luxury cars 

such as Maserati” More and more Chinese women now control their financial decisions and, 

more importantly, the decision of car purchasing in their family increasingly depends on their 

car preferences and financial attitudes. The context for this research is the Chinese auto 

markets female consumers‟ car purchasing decisions with the scope limited to the influence 

of their car interior requirements and preferences on their purchasing decisions, with 

consideration for age differences and gender comparisons. Regional difference and 

demographic composition can be considered for further research. 

 

1.3 Research Questions 

There are several specific questions in this research listed below that will be answered by 

tailored research methods to address the research problem. The research questions are: 

1). What aspects of Chinese female consumers‟ preferences and attitudes will affect future 

Chinese car interior design.  

2). Do Chinese male and female car consumers have different preferences and requirements 

for car interior functions and design elements? 

3). Do different age-groups of Chinese female car consumers have their own special 

preferences and attitudes on car interiors? 

4). Does marriage affect Chinese female car consumers‟ decisions?  

 

1.4 Research Aims 

The aim of this research is to investigate and identify the specific interior design features that 

appropriately meet the demands of Chinese female consumers with a view to deriving a set of 

new guidelines that can be applied to the design of car interiors to accommodate the 

preferences of Chinese female consumers. A related aim is to determine and acquire an 
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understanding of Chinese female car consumers‟ car interior requirements and preferences. 

 

1.5 Research process and structure  

1.5.1 Chapter plan flowchart 

 

Diagram 1. Chapter plan flowchart 
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1.5.2 Chapter 2. Literature review overview 

An extensive literature review identified and examined existing research in this area, 

identifying gaps in the knowledge and analysing the interior design of existing best-selling 

cars. A focus of the literature review is to establish any previously identified interior design 

advantages and disadvantages with respect to the Chinese female car market.  

 

1.5.3 Chapter 3. Theoretical Development, methodologies and methods overview 

To answer the four research questions, a pragmatic approach was adopted with a research 

strategy of investigating and understanding the problem (Punch 1998:3).  

The first step of this process identified the research problem and formulated the research 

questions that led to the research aims. 

 

The second step determined the methodologies and methods used to answer the four research 

questions.  

The selected overarching methodology is mixed-method research (Babbie, 2002), involving 

both quantitative and qualitative methods and survey research that is further detailed in 

Chapter 3.  

 

The third step of this research process outlines the strategies applied to help answer the 

specific research questions and realize the aims. To answer the research questions two 

surveys with questionnaires are used as detailed in Chapter 3. 

 

The final step is to justify and verify the chosen research methods and research methodology. 

The theoretical model for this research is encapsulated by the epistemology of 

constructionism and the theoretical perspective of symbolic interactionism.  
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This research will assist in determining how Chinese females' preferences and buying habits 

affects the interior design of cars targeted for sale in China and offer new insights into their 

inter-relation. The new knowledge derived from this research are guidelines/criteria that can 

be applied to the design of car interiors to accommodate the preferences of Chinese female 

consumers. These new guidelines/criteria may provide valuable assistance for designers. 

Research methods were adopted to include advice from 3 professional car designers in China, 

they were interviewed together discussing how to structure the research.   

 

The next chapter is the literature review, which will discuss existing research in the area of 

car design for female consumers in general, and Chinese female consumers‟ purchasing 

behaviour and philosophy.  
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Chapter 2. Literature review 

Introduction 

The aim of the literature review is to explore and evaluate existing research in the area of 

Chinese females‟ car interior preferences, requirements and purchasing decisions, in order to 

understand the current extant knowledge of Chinese females‟ attitudes to car interior design.  

 

This information will underpin the subsequent survey research and data analysis to determine 

the actual car interior preferences of Chinese female consumers and their car purchasing 

decisions. 

 

Chinese women‟s changing life styles and consumption patterns have influenced world 

industries due to their high level of education and participation in the labour force (Sin, So, 

Yau and Kwong, 2001). This phenomenon may cause considerable concern and re-evaluation 

through many related industries and incidentally create great opportunities for designers, 

researchers and marketers to explore a new market, targeted at Chinese female consumers. 

China is the biggest automotive retail market in the world ("China: the World‟s Largest 

Automobile Market ", 2020) and obviously has a large population of potential female car 

consumers, which is a function of the Chinese female population and the increasing growth 

of the disposable income of Chinese people (“China‟s resident disposable income rises 6.5% 

in 2018”, 2020). Any market of this magnitude will be hotly pursued by all major auto 

manufacturers and provide a new challenge for them to determine Chinese female car 

consumers‟ special and unique car preferences and requirements, especially in the area of car 

interior design, because previous research of Chinese consumers‟ car preferences and 
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requirements (Moore, 2016) has indicated that Chinese consumers focus more on the car 

interior than the car exterior.  

This literature review will consider existing car interior design especially directed at female 

consumers in order to reveal existing conceptions of their car interior preferences. In addition, 

it will expose current research on Chinese female‟s purchasing decisions and buying habits. 

Two special situations which may reflect Chinese female‟s car purchasing decisions will be 

explored. These are the Chinese consumers' face-related consumption habits and influences 

of Chinese traditional cultures on Chinese consumers‟ buying habits and preferences. In 

China‟s collectivist culture, “face” for Chinese represents social reputation, which indicates 

that individual Chinese do not treat themselves as an independent unit, but as a social link, to 

such as one‟s relatives, family members, spouse, parents or even colleagues (Li & Su, 2007). 

Chinese women‟s purchasing decisions and special situations in this chapter are  explored in 

order to determine extant information from existing research. Finally, Chinese female 

consumers‟ self-concept and related purchasing psychology, preferences and buying habits 

for different products will be investigated, which will involve buying preferences from 

different age groups, Chinese female white-collar workers‟ consumption behavior, Chinese 

female consumers‟ impulsive consumption etc. to further examine Chinese female consumers‟ 

buying preferences due to the limited sources dealing directly with Chinese female‟s car 

interior preferences. These findings may enlighten the proposed survey research by their 

requirements of other products. 
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The catalogue of the literature review is as follows: 

Section 2.1 Car interior design for female consumers, and  

Section 2.1.1 Female-oriented cars selected from social media with their interior characters. 

These two sections will identify existing research on actual car interior design for females 

and the different car interior taste between male and female car buyers. This will address the 

research question: “Do Chinese male and female car consumers have different preference and 

requirements on car interior functions and design elements?” 

Section 2.2 Chinese women's purchasing attitude and consumer psychology,  

Section 2.3 Chinese consumers' face-related consumption habits,  

Section 2.4 Influences of Chinese traditional cultures on Chinese consumers‟ buying habits 

and preferences, and  

Section 2.5 The different age groups of Chinese female consumers subdivided according to 

various researches.  

Section 2.6 and 2.7 futher invetigate and explore Chinese female consumers‟ purchasing 

decision in detail.   

These six sections will identify Chinese female consumers‟ purchasing attitude and consumer 

psychology. They will address the research questions:  

“What aspects of Chinese female consumers‟ preferences and attitudes will affect future 

Chinese car interior design.” 

“Do different age-groups of Chinese female car consumers have their own special preference 

and attitudes on car interiors?” and 

 “Does marriage affect Chinese female car consumers‟ car decisions? “.  
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2.1 Car interior design for female consumers 

Exploring the specific preferences held by Chinese female consumers for car interior design 

is the central concern of this chapter. Superficial, cosmetic decorations can be applied to any 

car therefore we shall instead endeavour to identify the integral features that appeal to 

Chinese female consumers. 

Compared with technically restrained car exterior design, which is often affected by 

aerodynamics and a variety of mechanical parameters, car interior design provides more 

specific design elements, such as interior preferences and personal requirements, for car 

designers to satisfy car consumers (Karlsson, Aronsson & Svensson, 2003) while still 

meeting ergonomic and safety requirements.  

Thus, this research for female car consumers‟ interior preferences can not only explore their 

needs, but also offer new business opportunities for car manufactures. To achieve better sales, 

the appearance of a car's interior is increasingly important for car consumers (Leder & 

Carbon, 2005). 

Little research has been conducted on car interior designs in terms of female preference for 

curved design elements or other interior design features and materials, and virtually nothing 

specific to Chinese female consumers‟ car interior preferences. Most car interior design 

studies are multi-gender, therefore, to understand whether e.g. curved design or other interior 

design features and materials are preferred by Chinese female consumers, this research will 

include in the survey design elements or features from these multi-gender car interior studies. 

 

According to Jindo & Hirasago (1997), White (2001) and Welch (2002), car consumers are 

paying closer attention to a car's interior, such as a comfortable driving experience, 
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convenience/ease of use of interior functions, quality of materials and finish, than to engine 

power or fuel consumption. Luxuriousness of car interior materials, such as faux-wood 

decoration, leather materials, matte or glossy materials and chrome decoration, are applied in 

car interior design to draw the attention of car consumers by many car manufactures (White, 

2001). Innovative interior designs have evolved in parallel with car exterior designs and the 

way in which the design elements mentioned above have been incorporated with particular 

reference to female customers is considered in the following paragraphs. 

 

In 2002, the automobile company Volvo released a concept vehicle that claimed, „designed 

by women for women‟ (Hanlon, 2004). This was an outstanding advance, a milestone in car 

design history that cannot be ignored, even though the concept vehicle eventually did not 

release to the market. Its uniqueness and typicality of being a specific car designed by and for 

females is worthy of detailed consideration. The „Your Concept Car‟ was a specialized design 

for the „independent professional women‟ and this idea, and the whole car design process 

from the Volvo all-women design team, was intended to express the main concept of this car: 

„designed by women for modern people‟. One of the female designers, Marti Barletta, even 

expressed a theory guiding this design process that „If you meet the expectation of women, 

you exceed the expectation of men‟ (Hanlon, 2004). It is not clear whether this theory has 

established effectiveness or not, but it could be a useful hypothesis for interior car design that 

by designing specifically for women, men‟s requirements will also be met. YCC („Your 

Concept Car) presented car design ideas that were concerned significantly with female 

customers‟ car interior requirements, which are essential for this study. First of all, compared 

with performance and style, women consumers pay more attention to the „smart (convenient 

and well organised) storage‟ in the car that can appropriately handle things that they routinely 

carry, such as handbag, phone, dressing case, gym bags and so on. Hanlon (2004) describes 
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that YCC replaced the area of gear lever and handbrake with storage for those typical female 

accessories, within convenient reach. Ms. Christiansen, one of the female designers, also 

claimed that the YCC concept car has a focus on its storage ability, such as fold-back seats 

which can make space for shopping and short-trip traveling luggage (Madslien, 2004). 

Additionally, the Volvo design group found out that women consumers preferred a car with 

an easy & convenient way to enter and exit (Hanlon, 2004), so YCC designers made a series 

of modifications in the car interior and exterior to attract women consumers. For example, the 

ground clearance can be adjusted up and down automatically by opening the door; the drive 

seat, steering wheel and side bolster can also be adjusted automatically for a comfortable 

entry. Thirdly, driving vision is another high priority on lady consumers‟ wish-lists (Hanlon, 

2004) and a comfortable driving experience is also a high priority for this female design team. 

For example, they even design a gap in the middle of the headrest for women with ponytails 

and a body scanning system that can automatically adjust seat, mirrors, steering wheels and 

pedals (Madslien, 2004). Last but not the least, YCC designers developed a convertible seat 

pad with eight options, such as dark brown leather, linen and wool Bouclé (Hanlon, 2004), 

for enhancing female‟s driving experience and the replaceable seat pad is designed for 

different occasions (Madslien, 2004). To conclude, the Volvo concept car „YCC‟ does 

provide a series of ideas and data regarding women‟s needs for this study. Some of these 

innovations will be applied later in the design‟s progress and survey research to test whether 

these ideas are suitable for Chinese female consumers or not. It can also be clearly seen from 

the report that the Volvo designers focus more on the car interior design than the car exterior; 

this might be a sign that indicates female consumers pay more attention to car interior from 

the Volvo female customer research. 

The Volvo auto company is not the only car manufacturer that realizes that the car market is 

shifting from male-dominated to women-oriented. According to research from Toyota, due to 
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the increasing income and disposable salary of young women (Mckenny, 2016), at age 20 to 

30 they prefer to buy new cars compared with young men who mostly buy second-hand cars. 

Lenore Fletcher, who is working for Mitsubishi as senior manager of corporate 

communications, mentions that almost all car companies, which are aimed at young car 

buyers, have similar results: those small cars are very popular among young women, and 

advertisements of small cars are more targeted to female consumers (Mckenny, 2016). Nissan 

Micra can be an example of a small car that is targeting female consumers according to Ross 

Booth, Nissan‟s general manager of market and public affairs. He also mentions that the 

vision planning for Nissan Micra is to be an extension of young women with a „fun driving‟ 

experience, which is the reason that Nissan Micra has one car model but comes with 11 

different choices of car colours (Mckenny, 2016). The Nissan Micra is a super mini 

hatchback from Nissan Motor Company Ltd that was only targeting Europe, Oceania and the 

Japanese domestic car markets at the time of its release and has subsequently been released 

onto the Chinese car market in recent years. However, as mentioned by Nissan‟s general 

manager (Mckenny, 2016), the Nissan Micra is a small car for young women consumers, 

therefore this car should be considered in this research with a further investigation into its 

interior design conducted. 

 

1) The Generations of Nissan Micra 

The generations of Nissan Micra have received positive feedback on its interior design in 

several car reviews, especially its excellent backseat-space design as a small hatchback. 

Beissmann (2015) claims that the 2015 Nissan Micra ST has a comfortable front seat with a 

high position, providing good sights for small statured drivers; tall side windows offer a 

decent rear view. He also mentions a few highlight details from its interior, for example the 
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buttons, dials and all finger touch buttons have a quality feeling; a useful glove box, door bins 

with handy spaces for litter or personal belongings (Image.1), and the split-folding back seats, 

providing more space for users as luggage room on short-trips -which makes it a very useful 

inner city car (Kennedy, 2014). Peskett (2012) confirms the Micra‟s back seats design, which 

makes rear-seat passengers feel comfortable even in such a light hatchback (Image. 2), 

because the elastic fabric covers a recess for placing back seat passengers‟ knees that negates 

the lack of leg room. 

                        

Image 1. The interior of Nissan Micra               Image 2. The interior of  Nissan Micra 

As we view these interior design features in detail with the small city hatchback Nissan Micra, 

it may be assumed that there also are a few popular city cars (such as Fiat 500, Mitsubishi 

Mirage, Volkswagen Polo and Ford Fiesta) which are direct rivals of the Nissan Micra in the 

small inner city car market DeGasperi (2013) and these may also target female consumers. 

These popular city hatchbacks may have similarities of interior design elements with the 

Nissan Micra, and these differences of interior design elements also merit study; therefore, 

interior design for popular inner city hatchbacks in the Chinese car market will be explored in 

this research. 
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2) Fiat 500 and Fiat 500C 

The Fiat 500 has been called the car with „the most adventurous‟ interior design in this class, 

DeGasperi (2013), although it has been pointed out that it has the tightest leg and headroom 

compared with other inner-city hatchbacks, its cream-colored steering wheel combined with 

circular piano black dash buttons (Image. 3) establish a high-grade driving environment for 

users. Fiat Company has a similar customization color strategy to the Nissan: The Fiat 500 

and 500C both have several colors to choose from to customize their car's interior & exterior 

(Lawson, 2016). Lawson (2016) claims that the Fiat 500C has a higher driving position, with 

its surrounding glass cabin, offering a wide, impressive front view (Crawford, 2016), and its 

headroom is much more spacious than the Fiat 500. The wrapped leather steering wheel 

(Image. 4) of the Fiat 500C received high praise from users, providing a comfortable feeling 

of grip (Crawford, 2016). There is a shortcoming in the interior design for the Fiat 500 series 

mentioned by most of the above car reviewers: that the steering wheel is a bit too close for 

tall drivers and only allows for rake adjustment. However, if the Fiat 500 series were 

designed for female car consumers, this would be an advantage for female drivers. As most 

females are smaller than males (Touraille & Gouyon, 2008), the distance between steering 

wheel and female drivers would be perfect. 

 

          

Image 3. The Fiat 500                                   Image 4. The Fiat 500C 
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From the two inner city hatchbacks that have been discussed, it can been seen that interior 

design for these two hatchbacks both concern female car consumers, catering to the female 

driving experience, female‟s requirements on colors and space for storing their belongings.  

 

Designing cars specifically for female consumers is not a recent trend (Gotthardt, 2019). 

Gotthardt (2019) also states that early on, car manufactures became aware of the significance 

of the comfort, reliability and accessibility of car interiors for female consumers; she 

describes an interesting example about the old car interior design approach in order to support 

her opinion: „old famous car interior design intends to make their interior like a living room 

for female users, such as car seat designing as a deep-buttoned leather settee with arms‟. 

Another impressive detail that showed in Gotthardt‟s (2019) article is that during the post-

war years US car manufactures employed female designers in order to pinpoint the demands 

of the female car market, advocating the car as a moving living room and applying feminine 

colors, such as pink, to car interior design. Since then more and more car companies have 

started to employ female car designers into this „boys‟ club‟ for the purpose of exploring 

women‟ demands and thereby extend their business due to the fact that 85% of car purchases 

are made by women (Newman, 2019). These female car designers provide essential feminine 

perspectives for car interior design. For example, Fonseca, Nissan Design America Senior 

Color & Materials Designers, hold the same fundamental idea for car interiors as the above-

cited „old elite car interior design‟in  that they are attempting to design cars which act as a 

second home for women and which can let them feel „a sense of peace and harmony,' offering 

a private space away from home; Nora Arellano, Toyota Principal Designer Engineer, 

emphasizes that car design has been a vital part in daily life and she adds that what car people 

drive nowadays has gradually become an important life decision; Volvo‟s Director of 

Interaction Design, Christine Lindberg regards the car interior's function as a combination of 
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simple, elegant and interactive, a package in which all the interior elements have to be 

integrated; Helen Emsely is a car designer who took inspiration for interior design ideas from 

being a mother (Kelly, 2013). The General Motors Executive Director of Design for Global 

GMC and User Experience also mentions some overlooked interior design details such as 

easy-clean water-proof seat fabrics, the location of cup holders and arm rests and indicates 

the importance of easy entry into rear seat (Kelly, 2013).  

To conclude, locating the „women‟s market‟ and their demands, in other words, „what women 

really want‟, are common targets and projects for every car company of every generation. 

Gotthardt (2019) assembled her research on female requirements in car interior design and 

found out that in the 1920s, female car designer Galloway, devoted herself to designing 

lighter cars with easier handling and spacious storage; after eighty years, the Volvo „YCC‟ 

concept car designers did very similar things: easy handling and better storage for its concept 

car interior,. Meanwhile, many female car designers point out the idea of designing the car 

interior as a private place and second home. Therefore, reliability, comfort and accessibility 

will be three main principles for the car interior design and features for female car consumers. 

 

2.1.1 Female-oriented cars selected from social media with their interior characters.   

 

Cars that attract female consumers are often reported on social media in the public domain. 

The authenticity of information from the public domain is questionable and most cars 

selected from social media for female consumers focus on the characteristics of affordability, 

fuel efficiency, safety or ease of driving: characteristics which are not relevant to this 

research. However, due to the limited publication resources relevant to the range of this 

research and some of the ideas and concepts from social media concerning car interiors and 

female consumers‟ preferences, it is worthwhile to review information from the public 



 
18 

domain in order to find out that whether this information will help to build the research and 

further survey design. Some of the cars that are mentioned on social media from different 

countries that may not be available in the Chinese market will be reviewed due to their 

female-oriented nature. This section in the chapter will look at cars mentioned in the public 

domain whose interior features are designed for or preferred by female consumers.   

 

Some commonalities emerge from a survey of social media posts, for example the priority of 

ease of use and convenience: versatility is another central feature represented.  

 

Most social media posts relating to the automotive preferences of female consumers generally 

contain little mechanical data or technical specifications of the cars, rather they focus upon 

the exterior features, fuel efficiency and price. There are interior details from some of these 

car reviews that may prove useful for this research and future design surveys. For example, 

Elliott (2011) mentions a few interior details that women prefer, they are: second-row 

captain‟s chairs and fold-out table from 2012 Mazda 5, keyless remote entry, sports leather 

steering wheel, cooled glove box, and optional leather seats from 2011 Saab 9-5 and the 

sliding rear seat of the 2011 Chevrolet Equinox. 

 

Further, the comfortable cabin layout of the 2016 Honda Accord with five seats, and the 

modern interior with spacious cargo capacity of the 2016 Honda HR-V, which is considered 

specially designed for single women for short trips, and its simple interior design is being 

praised by Threewitt (2016); This reporter (2016) also claims that a functional vehicle with 

generous cargo space will be more attractive to female consumers, such as the 2016 

Chevrolet Malibu with its spacious interior and trunk space, the 2016 Volvo XC90 with its 

family-oriented seating capacity, the maximized usage of interior space by the 2016 MINI 
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Cooper Clubman and 2016 Honda HR-V. Burke (2016) has a similar opinion to Threewitt 

(2016) that female car consumers prefer buying versatile vehicles. Similarly, Alexander 

Edwards of Strategic Vision automotive division says “Women are looking for practically and 

versatility” (Halvorson, n.d.).    

 

The interior and cargo space may be significant factors for women in their choice of vehicle, 

as is the driving experience.  He lists vehicles with a roomy interior and trunk that his 

research suggests will attract women consumers, such as the Ford Focus, the Honda Fit, and 

the Mazda 3(Gold, 2017). 

 

In the U.S. the number of female owners is greater than that of males of the 2009 Volkswagen 

Tiguan, Volkswagen Beetle, Hyundai Tucson, Kia Sportage, Nissan Rogue, Volvo V50, 

Volkswagen Eos, Honda CR-V, and Nissan Sentra (“Top 9 cars women buy than men”, 

2017). There are a few cars that appear repeatedly in other social media and these cars will be 

further explored for their interior design. 

 

From James' survey (2016), female car consumers prefer the Subaru Forester, Toyota 

Highlander, and Toyota Prius, which differ from those of males; however, cars like the Tesla 

Model S with its high-tech interior appeal equally to male and female consumers; Toyota 

Prius is another car that is highly preferred by female consumers in James' 2016 survey for its 

spacious interior space. The Subaru Forester and the Toyota Highlander also are highly 

sought after by women because of their spacious interior (James, 2016).   

 

There is an interesting experiment conducted by General Motors that male car interior 

designers wore skirts, long nails and high heels while driving cars in order to further explore 
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the female driving experience (Halvorson, n.d.). “Women are more complicated than skirts, 

purses and nails” an anonymous transportation designer retorted, and claims that functional 

interior storage, such as a special space for their purse and easy entry will attract female 

consumers (Halvorson, n.d.). Tim Greig, interior designer at General Motors enhances the 

previous concept that female car consumers often ignore the overall feature of cars and pay 

attention to details; Greig also makes the example that if men and women have five demands 

when buying a car, then women will have additional five requirements which are not 

priorities but still significant. Car makers, which can explore and satisfy women‟s additional 

five demands, will have products which will satisfy both women and men (Halvorson, n.d.). 

 

Thiel (2017) indicates a study from TrueCar.com that the Volvo S40, Nissan Rogue, VW Eos, 

VW Beetle and Hyundai Tucson were the top five best-selling cars among female consumers 

in 2012. A study from iSeeCars.com that the five cars that female consumers wanted most 

were Hyundai Tucson, Nissan Versa, VW Beetle, Kia Forte and Ford Fiesta. The 2015 Nissan 

Murano SL is a car that a female consumer describes as having “home feelings” and VW's 

Golf SportWagen TSI is famous for its cargo space and popularity amongst female consumers 

(Gray, 2015). 

 

To conclude, as we can see that different social media have their own female-oriented car list 

and most of the cars on these lists have little commonality. Popular cars that are mentioned 

and appear in different women-oriented car lists will be further studied and explored in this 

research, such as the Volkswagen Beetle, the Hyundai Tucson and the 2015 Nissan Murano. 
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Interior review of the Volkswagen Beetle 

     

Image 5. Volkswagen Beetle interior 1           Image 6. Volkswagen Beetle interior 2 

Volkswagen Beetle is one of the popular female-oriented cars that most of social media 

mention; the front space of Volkswagen Beetle is roomy enough for two adults and the front 

seat with its supportive character will make them even more comfortable (Ganz, 2017); and 

the interior design of Volkswagen Beetle is enhanced by some interior details, for example, 

its abundant storage and well-designed cup holder; the door-mounted pockets are formed 

from flexible bands in order to better keep loose belongings; the storage bin near the gear 

shifter and armrest with its flip-up lid are both perfectly suited for wallet, mobile phone and 

electronic devices (Nikolic, 2015).    

 

Interior review of the Hyundai Tucson 

   

Image 7. Hyundai Tucson interior 1         Image 8. Hyundai Tucson interior 2 

The Hyundai Tucson received the second highest number of comments related to female-

oriented vehicles. The interior of the Hyundai Tucson is praised for its spacious interior and 

functionality (2017 Hyundai Tucson-review, 2017); the numbers (4) of bottle/cup holders and 
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the smartphone sized under-armrest tray below the air controls enhance the practical interior 

utility of the Hyundai Tucson (Anderson, 2017). 

 

Interior review of the 2015 Nissan Murano 

   

Image 9. Nissan Murano interior 1            Image 10. Nissan Murano interior 2 

Although there are very limited sources mentioning Nissan Murano as a female-friendly car, 

the Nissan Murano is described as having “a homely feel” by female consumers for its 

interior (Maclean, 2017), which is very important for this research. “Home feeling” will be a 

key phrase for the further survey design; therefore, the interior of Nissan Murano will be 

integral to this chapter to find out why female consumer describe it as “feeling homely”. The 

spacious and comfortable interior and decent cargo capacity (Halvorson, 2015) may be 

reasons that female car consumers can treat its interior as their second home. 

To conclude, the car reviews and social media commentary discussed in the section show that 

female-oriented cars have some common characteristics in their interior design, such as 

roomy interior space, functionality, versatility and decent interior details that provide for the 

driver's convenience. Therefore, these common characteristics will be included in the 

research surveys detailed in the research methods in chapter 3. 
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2.2 Chinese women's purchasing attitude and consumer psychology 

Chinese females' social status has risen to a high altitude since the Chinese reform and 

opening polices enacted in 1979 (Garnaut, Song, & Cai, 2018). Accompanying the rapid 

development of the economy, Chinese women attained higher levels of education and more 

disposable income. Chinese women have gradually started to take charge of both family and 

business issues, making important decisions in the home and workplace, which enhanced 

their independent consciousness and changed their value and consumption habits (Zhan, 

2013). Chinese female consumers have begun to be a vital purchasing power and dominate 

the market's buying direction in the Chinese consumer market. This chapter will explore 

Chinese females' purchasing attitudes and consumer psychology in order to identify the 

purchasing attitudes of different age groups and family roles. This broader focus is driven by 

the very limited amount of extant specific information on Chinese female car purchasing  

imperatives. 

 

According to the Chinese Sixth National Census (“Chinese National Census Bureau – 

Census”, 2010), China's female population comprised 48.73% (653 million) of the total 

population. More than 50% of the urban population is female and 74.9% of the female 

population is in the labour force, which shows that more than 300 million females live in 

cities and 66% (over 200 million) of them have a job. They have gradually shifted from 

traditional purchasing preferences, items such as food, daily necessities, clothes& cosmetics, 

to fashionable and high-end purchasing preferences, for instance travel, gym membership, 

digital products, luxury goods, real estate and vehicles (Zhan, 2013). 
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The 21st century has been called 'her century' in China, not only due to the improvement of 

Chinese females' status, but also because it reflects the significance of Chinese women in the 

consumer market, taking the lead in the social network and public opinions (Zhan, 2013).  

Lin (2011) claims that projects and companies which focus on Chinese female consumers 

should consider their products, functions, promotions and advertisements coming into the 

area of reducing Chinese women's stress and providing convenience of life style. Zhan (2013) 

indicates that Chinese women's consumer psychology reflects their life style and buying 

attitudes. Marketing strategies which target Chinese female consumers should consider 

factors that influence Chinese female consumer psychology in order to analyse any 

connections between Chinese female consumers and products, providing theoretical 

foundations to this research. Consumer psychology reflects consumers' lifestyles (Zhan, 

2013); a consumer's personality, temperament, values, social role and self-conception affect 

their consuming behaviour (Kotler, 2007). Kotler (2007) explains self-conception as the 

certain social status of the individual that they have gradually formed in the process of 

socialization. Chinese female consumers' self-concept must differ from other countries 

according to this theory, and also because of different national conditions. Lu (2005) 

considers consumers' values and social role are more important than their personality and 

temperament in their consuming behaviour, because personality and temperament are innate; 

consumers' values and social role are the product of different acquired social experiences, and 

these acquired social experiences will come into consumers' self-concepts.  

 

Lu (2005) proposes a system for understanding Chinese female consumers' self-concept as 

five dimensions (5F), which are Family, Feeling, Freedom, Fashion and Fervor. 
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Zhan (2013) has developed more detail about the 5F theory from Lu (2005), which is 

specialized for current Chinese female consumers, as follows: 

1. The Family type of Chinese female consumers usually dedicates their life to family, 

focusing much more on their family's quality of life and happiness than their own. Therefore, 

they prioritise  the quality and functionality of products, especially electronics and household 

articles, over famous and luxury brands in their purchasing decisions. 

2. The consumptive attitude of Chinese female consumers who pay attention to emotional 

consumption will show some special characters in their purchasing decisions, such as price 

sensitivity, hard-nosedness, and laying emphasis upon ambience, because they focus on the 

affective meaning of products and brands. 

3. The Freedom type of Chinese female significantly consume cosmetics and the services of 

hairdressers and beauticians; they pay attention to these decorative products to highlight 

themselves in social activities. 

4. The 'strong woman' type of Chinese female consumers keep a watchful eye on products of 

education and knowledge in order to continually promote themselves in their business and 

career; they are willing to prove their social status and lifestyle by utilizing top brands and 

services. 

5. There is a special type of Chinese female consumer who concentrates on their inner world, 

according to the theory of Lu (2005), that have very limited consuming desires. Zhan (2013) 

has indicated that this type of Chinese female consumer does not spend too much time on 

shopping and is indifferent to fashion trends, however, they are more brand loyal than the 

other four types. They are willing to consume products of education to enrich their lives.  
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It can be seen that contemporary researchers have subdivided Chinese female consumers into 

different group by their complicated personal needs and other factors. It may be impossible to 

satisfy all Chinese female consumers with one product. In this research, Chinese female 

consumers‟ preferences and requirements on car interior design will be subdivided by age 

groups; the reason is that the identified five types of Chinese female consumers‟ purchasing 

decisions are influenced by their different life experiences, which are linked and interact with 

each other (Zhan, 2013), and life experience may result in changing attitudes over time. 

According to Zhu (2009) research in Shanghai, the „affective type‟ and the „Freedom type‟ of 

Chinese female consumers will gradually transfer to the „Strong Women‟ type and end as 

„Family‟ type with time. Zhu (2009) points out those females in the age between 25 and 30 

are chasing fashionable products in order to present themselves. During this period, they 

appear to be characters of the „affective‟ and „Freedom‟ type; females aged between 31 and 

40 are „strong women‟ types, seeking for promotion and a successful career; females in the 

age between 41 and 45 will be the „Family‟ type. They take charge of the purchasing decision 

in their family, being indifferent of their own needs, and this becomes a common situation in 

this group of Chinese female consumers. Different age groups have their different buying 

habits and preferences. For example, younger female consumers focus on products of style 

and beauty; unconventional, dynamic and unique products will be extremely attractive to this 

group; products of efficiency and practicability will take senior female consumers‟ attention 

(Zhu, 2009). 

Zhu's (2009) survey took place in Shanghai city, representing Chinese female „buying habits 

only in Shanghai city; however, as the biggest city in the world, Shanghai has a population of 

over 23 million, 11 million of whom are female, according to Shanghai Statistical Bureau 

(2010). Zhu's method of subdividing age groups will be applied in this research as a 

representative sample of Chinese female consumers‟ preferences and needs in Chinese 
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metropolises, such as Beijing, Guangzhou and Shenzhen. This finding determines that 

different age groups have different tastes on products, therefore, separating Chinese female 

age groups in this research project has been identified as an appropriate approach.  

Therefore, the survey questionnaires in this research will ask for participants‟ age to indicate  

different age groups‟ specific taste from feedback of questionnaire, corrlating with litetature 

findings.  

 

2.3 Chinese consumers' face-related consumption habits 

'Face consumption' is defined as a special cultural value which reflects people‟s buying habits 

in chasing personal social values (Ting-Toomey, 1988, Hu, 1944), and it is derived from 

others‟ perspectives and evaluations (Yang, 2013). In western countries, sociologists have 

described face as a form of public image that people from different social brackets chase, and 

pointed out that this image can be damaged, maintained or reinforced (Brown & Levinson, 

1978). Brief explanations of Chinese face consumption include: “Purchases, which are not 

for practical needs, but merely to show off and gratify the owners‟ vanity, are called „face 

consumption‟” (Chen, 2012), and “the motivational process by which individuals try to 

enhance, maintain or save self-face, as well as show respect to others‟ face through the 

consumption of products” (Su & Li, 2007). 

Or “I am not what I think am. I am not what you think I am. I am what I think you think I am” 

(Schuller, 1982). 
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Face-related consumption has been part of Chinese custom for centuries. 

(“The effects of Chinese face consumption”, 2012). After the Reform and Opening Policy, 

Chinese consumers‟ needs and preferences on commodities have shifted from practical 

requirements to psychological needs and showing off their social status, enabled by the rapid 

development of the Chinese economy. Therefore, Chinese consumers‟ special and famous 

„face consumption‟, which has become one of the dominant influences upon Chinese 

consumers‟ buying habits (Ibid), should be an important consideration in this research. 

For furter detail on the literature of Face Consumption see Appendix 1 

 

To conclude, as a vital characteristic of Chinese consumers‟ buying behavior, face 

consumption is one of the most indispensable approaches to seeking social identity, values 

and approval in the daily life of Chinese people. Furthermore, face consumption highly 

affects Chinese consumers‟ purchasing decisions and buying habits. Exploring the 

characteristics of Chinese face consumption has become a priority for companies intending to 

develop and extend their business in the Chinese market. Young Chinese consumers exhibit 

very strong purchasing desire through face consumption as a result of social pressure and the 

desire to show off their exclusive personality and success. Some researchers have indicated 

that the buying behavior of Chinese female consumers is less influenced by face consumption 

because Chinese females experience less pressure from society compared with Chinese males. 

However, given rapid changes in the status and opportunities for employment of Chinese 

females, it is unsurprising that face consumption has also appeared among Chinese females, 

especially young females, in their work and daily lives. It can be seen that face consumption 

has effects on the purchasing decisions and buying behavior of Chinese females.  
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Therefore, understanding the effects of face consumption on Chinese female consumers‟ 

purchasing decisions and buying behaviour is an important consideration. To understand this 

behaviour it will need to be included in the research survey questionnaires.    

The next section will discuss and explore the effects of Chinese traditional culture on Chinese 

females‟ buying habits and purchasing decisions.  

 

2.4 Influences of Chinese traditional cultures on Chinese consumers’ buying habits and 

preferences 

Chinese traditional culture defines the unique culture, including material culture, spiritual 

culture, and special national characteristics that has been created and developed by the 

Chinese nation during its history. Traditional culture differs from the fast-growing popular 

culture, which is born in the evolution of communication technology, stimulated by 

consumerism within the industrial society (Shi, 2016).  

 

Culture has characteristics of national identity, nationalities and group; different nations 

created different styles of national culture within their unique environmental, social and 

historical conditions, therefore, consumers from different cultures have different consumption 

behavior (Wang, 2009). Consumption behaviors are not only affected by income levels, but 

are also influenced by a few non-economic factors, such as traditional culture, personal 

qualities and religion. Due to the effect of cultural influence upon consumers, different values 

and requirements of commodity appear in consumers who have different cultural 

backgrounds, which affect their buying behaviors and preferences on shopping, making 
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different purchasing decisions (Wang, 2009). 

 

The influence of Chinese traditional culture and values is the reason for Chinese consumers' 

behavioral difference (Zhou, 2016). According to Chinese cultural research, the Chinese 

nation, which has several thousand years of continuous historic culture, has totally different 

values, cognitive views, and ways of managing, living and life to that of western culture 

(Zhou, 2016), therefore simply using western marketing strategies in the Chinese market 

without understanding Chinese particular cultural effects may not be effective. Cultural 

influences should be considered in the development and attempted popularization of products 

and commodities.  

 

Zhou (2016) has listed a few Chinese cultural values that may have important effects on 

Chinese consumers' buying behavior: 

1. The culture based on the “Root”. The “Root” culture is a family-centered culture that 

presents Chinese emphasis on relationships by blood and ethical values, which functions as 

one of the Chinese most fundamental cultural values (Wang, 2009). In Western culture, 

although family members have responsibility with each other, the responsibility is limited 

compared with Chinese “Root” culture, Chinese family members concentrate on each family 

members' requirements and their family's interests, taking family requirements as the priority: 

personal requirements have always the lowest priority (Shi, 2016). Shi (2016) makes an 

example of the Chinese' famous real estate consumption for the “Root” culture's influence on 

buying behavior. There are over 80% of Chinese from north China who consider that 

happiness is directly related with houses, which is an incredible concept for western 

consumers.  According to Shi's (2016) research, no matter whether buying a house or renting, 
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houses for western consumers are more of a way of living. However, Shi (2016) indicates 

that because of the Chinese traditional “Root” culture, houses' significance is beyond that of 

merely buildings and way of living for Chinese consumers; it is a “carrier” (which means 

fundamental) of the family and contains the meaning of 'living and working in peace and 

contentment.'  

 

Under the effect of Chinese “Root” culture, Chinese people's family values, family 

dependency and family responsibility are much stronger than Western people and thus a 

single Chinese family always can be seen as a consumer unit (Zhou, 2016), Wang (2009) 

found out that Chinese personal buying behavior always associates closely with whole family, 

therefore, Wang (2009) suggests that the promotion, advertisement and image creation of 

products and commodity should emphasize emotions and feelings between family members. 

Chinese people also have quality of diligence and thrift, because Chinese traditional culture 

advocates the value of 'keep the natural law and abolish selfishness,' therefore, Chinese 

family and personal consumption behavior emphasizes frugality and penny pinching, 

opposed to luxury consumption and immediate gratification (Pang, 2010). However, this 

quality only has manifested itself to a proportionally lesser degree of Chinese people recently; 

the younger Chinese generation is more affected by Chinese face consumption as previous 

research has illustrated, showing off their identity by luxury consumption and enjoying 

immediate gratification.  

 

2. Harmony culture: harmony culture indicates that Chinese people pursue the balance 

between nature and human society (Shi, 2016), letting nature take its course and trying to live 

in harmony with surrounding environment (Wang, 2009). Under the influence of this culture, 
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Chinese consumers focus more on the internal meaning of commodities and products. For 

example, Chinese people like flowers, such as plum, cymbidium, bamboo and 

chrysanthemum, as decorations. The reason is not because of their beauty and features, but 

that these four flowers contain implied meaning of great qualities in Chinese (Shi, 2016). 

Wang (2009) advises that companies which have the purpose of extending their business in 

the Chinese market should incorporate a strategy of 'harmony culture' meaning into product 

design, designing products with an appearance of satisfaction and humanistic spirit.  

  

There are two case studies from Zhou (2016) that shows how the international companies 

Nestle and Coca-Cola changed their marketing strategies to fit Chinese consumers‟ buying 

behavior relating to Chinese traditional culture.  

1. Nestle Company once attempted to extend its black tea business in the Chinese market and 

made a new concept for its black tea brand as “Western youth, Western living style and 

Western tea”. However, Nestle Company did not understand Chinese tea culture 

appropriately. China has over 2000 years‟ tea culture and drinking tea in China requires a 

special place of quietness, freshness, comfort and neatness to properly experience tea and 

more importantly, the art of the tea., Because of this, the Nestle Company failed in their plan 

for expanding their black tea brand into the Chinese market.   

 

2. Coca-Cola Company, on the other hand, has developed excellent marketing strategies 

based on Chinese traditional cultures, earning a good reputation with Chinese consumers. For 

instance, Coca-Cola promotes their products in the day of Chinese lunar New Year with 

special Chinese traditional cultural symbols, such as the traditional dragon dance with 
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shaking drums, pasting special Chinese cultural spring poems and short films of reunion of 

family members in Chinese lunar New Year day, which have received a significant positive 

response from Chinese people. More importantly, the color red, which is festive and 

propitious in China, has been applied into all these promotions in Chinese lunar New Year; 

engaging with Chinese consumers and stimulating their buying desire.  

 

Wang (2012)‟s research determines another two cultural factors, which are collectivism 

orientation and Confucian values respectively, that will affects Chinese female consumers‟ 

buying behavior and purchasing decisions. Collectivism orientation espouses a theory that 

individuals should focus on group purpose and pay less attention to their personal intention 

(Triandis, 1999). Confucian values have established social values for China for over 2000 

years; that every human being is a social being that should interact with others, and the basic 

concept of Confucian value is respecting one's parent and elders, listening to and obeying 

their teachings (Sim, 2018). 

 

Due to the cultural factors of collectivism orientation and Confucian values, Chinese female 

consumers will purchase luxury products, especially highly visible products, such as luxury 

watches, jewelry and handbags, in order to show their social status and wealth to others, 

paying attention to people's opinions and chasing products with public meanings and 

symbolic values; otherwise they may feel they might be isolated from their social group 

(Wang, 2012). Wang (2012) claims that the influence of blood relations and family are vital 

effects for female consumers‟ buying preferences and decisions in China; the pressure from 

relatives and family members push them to search for an easy way to achieve personal 
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success; the symbolic meaning of luxury products provide a shortcut to respect and an 

indulgence of vanity for Chinese female consumers from people around them.  

 

To conclude, these ineradicable Chinese traditional cultures deeply affect Chinese consumers‟ 

buying habits and purchasing decisions.  Companies should consider and apply Chinese 

traditional elements into their advertisements and designs in order for their products to 

succeed in the Chinese consumer market. Cultures can be seen as a lens; Zhou (2016) 

explains people look at products though these lenses (Cultures). Therefore, cultural 

influences will be included in the research survey questionnaires to understand Chinese 

consumers‟ car buying behaviours. 

 

2.5 The different age groups of Chinese female consumers subdivided according to 

various researches  

Hu‟s (2010) research focuses on cosmetics for Chinese female consumers. He classifies 

Chinese female consumers into two different age groups when it comes to cosmetics 

purchasing:  

1. Members of the first group are aged between 18 and 30 years old, have a stable income, 

have no obligation to take care of the elderly for the moment, have no children, are 

unmarried, have plenty of leisure time and are not concerned about the price of cosmetics. 

2. Members of the second group are aged between 30 and 55, have children and ageing 

parents, have high economic pressure, and pay attention to the cost of cosmetics.  
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Chen (2011), on the other hand, subdivides Chinese female consumers into another three 

groups by age in research on Chinese female consumers‟ clothing preferences. 

1. Members of the new class, aged between 20 and 40 years old, are business and property 

owners, foreign employees, film stars, estate businesswomen, writers, lawyers, and so on. 

These women pursue famous brands in line with their personal image, receive emotional 

satisfaction from engaging in purchasing behaviour, and have no concern about price. The 

symbolic meaning of a commodity is more important than its practical use for the new 

class. This class focuses on famous brands because it considers the birth and symbols of 

famous brands, and the effort that goes into maintaining brand reputation, echo with its 

concept of pursuing a high-quality life.  

2. Businesswomen whose average age is between 30 and 45 years old have good economic 

foundation and cultural quality and emphasize and pay attention to lifestyle. Members of 

this group of Chinese female consumers possess their own favourite brand.  

3. Young white-collar workers aged between 20 and 35 have a stable income and high social 

status. This group of Chinese female consumers has strong consumption ability and 

buying desire, and pursues quality in clothing, lifestyle and taste. They are sensitive to 

fashion trends and weak when it comes to rational consumption. Young white-collar 

workers focus on their own feeling about a product, as well as the interest and additional 

value of a commodity, showing off their personality and enjoying psychological 

satisfaction by purchasing and using famous products. 

 

Hou‟s (2014) research on Chinese females‟ buying behavior, which argues that Chinese 

female consumers have buying habits influenced by a strong desire to follow commercial 

trends, has divided Chinese female consumers into two groups by age: 
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1. One type is single professional women aged between 26 and 36 years old. This type of 

Chinese female consumer has a high level of knowledge, culture and consumption ability 

with economic independence, and a strong autonomous ability in learning and living, 

giving her a requirement for a high quality of life. 

2. Middle-aged women between 35 and 55 years old have a variety of roles in the family, 

with strong family values and their consumption mainly being for family living, as well 

as purchasing commodities for the elderly, children and their husband. They have 

autonomy when it comes to purchasing behaviour in their family.  

 

Research on Chinese female consumers‟ behavior in second or third level cities also divides 

Chinese female consumers by age group. (“When the public targeting…” 2010), which 

classified three groups of Chinese female consumers by age and buying habits.  

 

1. Successful women: 60 per cent of successful women are aged between 20 and 34, and 54 

per cent are married. They are willing to experience new things, closely follow fashion 

trends and help to lead trends. 

2. Traditional women: 60 per cent of traditional women are over 35 years old and 95 percent 

are married. They do not enjoy adventure, are barely interested in new things and are 

willing to spend money on the next generation.  

3. Pragmatic women: 38 % of pragmatic women are between 20 and 25 years old. They 

focus on cost performance and frugality, but do not necessarily buy cheap commodities 

all the time. They are willing to purchase foreign brands because these represent quality 

as far as they are concerned.  
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Several pieces of research in this chapter indicate that the main purchasing power in the 

Chinese consumer market is held by the group of females aged between 18 and 35 years old. 

Cui‟s (2010) research focuses on young Chinese females‟ consumption decisions and may 

also cover some of the preferences and concepts of consumption held by the group of 

Chinese female consumers who hold most purchasing power.  

 

Cui (2010) indicates six dimensions to young Chinese females‟ consumption decisions: 

1. The type of young Chinese female consumer that chases fashion trends. This type of 

young Chinese female consumer likes to consume fashionable goods, such as those with a 

popular and attractive style, in order to stimulate her happiness.  

2. The type of young Chinese female consumer that enjoys leisure and entertainment and is 

willing to spend a significant amount of time shopping, which she considers to be an 

essential part of life. 

3. The type of young Chinese female consumer that only purchases affordable commodities, 

does not engage in impulsive consumption, is keen to compare products and prefers 

products with a low price and high value. 

4. The type of young Chinese female consumer that has brand loyalty. This type of young 

Chinese female consumer patronizes her favourite stores and buys products from her 

favourite brand. She does not easily shift to purchasing her favourite products from other 

brands.  

5. The perfectionist type of young Chinese female consumer. This type of young Chinese 

female consumer has high expectations that commodities will have high-end quality and 

be of a high standard. She does not care about the price of commodities and considers the 

higher the price the better the quality.  
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Cui (2010) adds that most young Chinese female consumers who are unmarried can be seen 

as demonstrating this type of perfectionism, pursuing products with a high quality and 

ignoring price. Married young Chinese female consumers, on the other hand, focus on 

products with functionality and practicality.   

6. The impulsive type of young Chinese female consumer who does not plan her shopping 

behaviour but instead responds to momentary impulsions. She is neither a perfectionist 

consumer nor cares about the price and brand of a commodity.  

 

To conclude, this section illustrates different type of Chinese female consumers by their age, 

further indicating that Chinese female consumers in different age will make different 

purchasing decision. This would be one of the vital elements in this research as it strongly 

supports the original idea of dividing Chinese female car consumers by different age groups 

as follows:  

 

2.6 The luxury consumption motivation of Chinese females  

There are two different types of motivation when it comes to the luxury consumption of 

Chinese females: social consumption motivation and individual consumption motivation.  

 

Zhong (2014) also suggests that there are connections between luxury consumption and 

Chinese female consumers‟ ages, incomes and education levels. Chinese female luxury 

consumers tend to be aged between 22 and 45 years old. The greater is the age and income 
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level of Chinese female luxury consumers, the weaker is the influence of social factors on 

their luxury consumption and the stronger are their individual needs to engage in luxury 

consumption. The lower the age and income of Chinese female luxury consumers, the 

stronger is the impact of social influence on their luxury consumption and the weaker are 

their individual needs to engage in luxury consumption. This is because older Chinese female 

consumers have more rational consumption behavior and seek luxury products to express 

their personality and goal of enjoying life.  

 

Zhong (2014) has listed six motivations of luxury consumption among Chinese female 

consumers:  

 

1. The motivation of symbolic identity  

Chinese female consumers pay more attention to the symbolic value of products than their 

material or functional value. 

 

2. The motivation of conformity 

Chinese female luxury consumers who have this motivation aim to acquire the identity of 

others for themselves. This motivation of luxury consumption is based on social needs. 

 

3. The motivation of conspicuous consumption 

Chinese female luxury consumers with conspicuous motivation buy high-priced goods to 

show off their fortune as a result of their vanity.   
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4. The motivation of expressing personality  

This type of Chinese female luxury consumer tends to buy products which are consistent with 

her self-image, expressing her taste and personality to others.  

 

5. The motivation of self-enjoyment 

This type of Chinese female luxury consumer focuses on the satisfaction of her inner feelings, 

purchasing luxury products simply to reward her or maintain her happiness.  

 

6. The motivation of pursuing quality 

Chinese female luxury consumers who have this motivation pursue exquisite and unique 

quality products that offer a special consumption experience. 

 

Private car can be seen as a luxury product; this section classifies Chinese female consumers‟ 

purchasing decision on luxury products by different age group and different buying 

psychology, and also claims that Chinese female consumers focus more on the symbolic 

meaning of products, which is significant for the research survey questionnaires to follow in 

this research.  
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2.7 The connection between women’s self-concept and automobile purchase decisions 

The proportion of female drivers increased from 20.9 percent in 2002 to 38.9 percent in 2009 

in China, and more than 51 percent of Chinese private car consumers are female. He (2012) 

mentions that cars, as high-value durable goods, are not only a means of transport for Chinese 

female consumers but are also a symbolic tool communicating their self-concept and 

reflecting their self-image.  

 

He (2012) points out that designing a small car body in a beautiful color is no longer enough 

for Chinese female consumers. Instead, they care more about the car interior because they are 

actually driving and experiencing it. This is in contrast to men‟s preference for the car 

exterior. He (2012) has subdivided different automobile purchase decisions into five self-

concept dimensions: 

 

1). The automobile purchase decisions of the “fervor-self” type of Chinese female consumer  

This type of Chinese female consumer focuses on the development of her career and herself, 

desiring to spend more time and energy on her career and self-development. Therefore, her 

demand for cars emphasizes convenience. In addition, this type of Chinese female consumer 

also considers purchasing cars that can reflect her identity and communicate that she has a 

successful career. She requires a high-level private car because she is pursuing career and 

business success. Therefore, advertisements that emphasize the identity of professional 

people and that successful women deserve a car attract this type of Chinese female consumer. 
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2). The automobile purchase decisions of the “freedom-self” type of Chinese female 

consumer. This type of Chinese female consumer is more concerned about her own feelings 

and bringing convenience into her life is also a reason why she desires to purchase a car. She 

prefers a low-key lifestyle and is not affected by others when it comes to the decision to buy a 

car. Such women pursue inner satisfaction, so car advertisements should be meaningful and 

promote the purchasing of cost-effective products. These women are looking for cars with 

good performance at a reasonable cost. Because this type of Chinese female consumer does 

not like to highlight her personality in public, she tends not to be a fan of conspicuous car 

designs.   

 

3). The automobile purchase decisions of the “family-self” type of Chinese female consumer 

This type of Chinese female consumer considers economic factors more than her own 

requirements when it comes to car purchasing decisions. She focuses on her family 

requirements and is not affected by others or the public in general. She chooses cars with safe 

characteristics and cares about performance and practicality.  

 

4). The automobile purchase decisions of the “fashion-self” type of Chinese female consumer 

This type of Chinese female consumer is eager to express herself and hopes to attract the 

attention of others. Therefore, she focuses on cars with a fashionable design and personality.  

 

5). The automobile purchase decisions of the “feeling-self” type of Chinese female consumer  

This type of Chinese female consumer is easily influenced by surrounding people and tends 

to change her final purchasing decision according to the opinions of others and based on 
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salespeople and advertisements. Therefore, good advertising and media coverage can 

stimulate demand for cars among this group.  

This section identified five different types of Chinese female car buyers‟ that base their car 

purchasing decision on taste and buying psychology. These five groups will also be included 

in the research survey questionnaires.  

 

Conclusion and contribution to following research process 

To conclude, the above findings from various existing researches that targeted Chinese 

female consumers and car interior design specialized for female consumers have illustrated a 

broad range of Chinese female‟s preferences and buying habits. Some of the findings directly 

point out female consumers‟ car interior requirements and preferences. For example,  

1). Female car consumers prefer car interior design with characteristics of convenience and 

storage ability.  

2). Driving vision and a comfortable driving experience also are important interior elements 

for Chinese female car consumers. 

3). Young women prefer “fun” driving experience.  

4). Many female car designers point out the idea of designing car interior as a private place 

and second home. 

Some of the findings indicate: 

5). Chinese female consumers‟ unique buying phycology, which is trigged by Chinese 

traditional culture and Chinese special situations, such as face-related consumption, family-

oriented consumption, impulsive consumption and preferred products with symbolic meaning.  
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6). Other findings can separate specific group of Chinese females into different car interior 

preferences and requirements by differences of age, income and social status and different 

characteristics of self-concept.  

7). Existing researches strongly support the original idea of dividing Chinese female car 

consumers by different gender, age and married/unmarried status, because all these groups 

have different buying habits and tastes on products. 

Together, these research findings illustrate comprehensive aspects of Chinese female 

consumers‟ requirements and preferences for products, both emotionally and functionally. 

This information will inform the survey research design to determine important elements of 

car interior design in the context of female preferences. Furthermore, previous research of 

Chinese consumers‟ car preferences and requirements from previous master research (Moore, 

2016) also has provided some useful interior design elements for this research, such as the 

requirement for spacious interior design and an LED dashboard.  

Therefore, in this research survey questionnaires will be utilised and designed to take into 

account Chinese female‟s functional and psychological/emotional requirements and 

preferences of car interiors, as identified in the literature review, in order to build a more 

complete image of Chinese female car interior requirements and preferences.  
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Chapter 3 Theoretical development, methodologies and methods 

3.1 Research plan flowchart  

 

Diagram 1. Research plan flowchart 
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3.2 Research Theoretical model 

As this research relies on how information is preceived and interpreted by participants (in the 

way of written questionnaires) an epistemology of constructionism and theoretical 

perspective of Symbolic Interactionism is chosen to support and justify the research (Babbie, 

2002). 

The nature of the research questions supports using a Constructionist/ Symbolic 

Interactionism approach due to the importance of the historical and cultural context and the 

fact that all of the questions are socially dependent.  Further, a Constructionist/ Symbolic 

Interactionism approach is an appropriate means to qualify and interpret Chinese female car 

consumers' social and cultural demands and preferences in regard to the unique traditional 

Chinese culture. 

Constructionism refers to the way that people interact with the ideas and artefacts of others 

and that knowledge is organizes by people‟s interactions (Moore, 2004). The main ideology 

of this epistemology is the assembly of different people‟s mind in different ways (Crotty, 

1998, 8). Constructionism is a theory of knowledge in sociology, which posits that all 

knowledge is a human construction via singular interactions with one another and the 

environment. A social context is essential for the development and transmission of any 

knowledge according this theory. Whereas objectivism identifies that truth and meaning can 

exist in objects independent of any consciousness, the constructionists disagree, believing 

that meaning can manifest only when consciousness and objects interact as thought cannot 

exist independent of mind. Therefore, according to constructionism consciousness is the 

precondition for meaning (Crotty 1998: 42-43). 
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The epistemology of constructionism is appropriate for this research as it involves collecting 

feedback from participants by various approaches. In the context of constructionism, any 

single participant‟s opinion will be vital and reflecting of other participants‟ opinions and 

their conscious interaction with objects (Crotty 1998: 42-43). Deriving from a constructionist 

epistemology, the purpose of this research and the questions posed, the theoretical 

perspective underlying this research relates to interpretivism under the special banner of 

symbolic interactionism, which examines participant‟s actions and behaviour within their 

own social experience. 

Symbolic Interactionism is a sociological theory that endeavours to provide a frame of 

reference for interpreting how people interact concerning the symbolic values of their world 

and how these in turn affect individuals' behaviour. 

The three fundamental interactionist principles are: 

1.  “That human beings act towards things on the basis of the meaning that these things have 

for them”, 

2. ” That the meaning of such things is derived from, and arises out of‟ the social 

interactions that one has with one‟s fellows”; and that 3. 

3. “These meanings are handled in, and modified through, an interpretive process used by 

the person in dealing with the things he encounters” (Blumer 1969: 2). 

Symbolic Interactionism posits that interaction and communication occurs due to symbols, 

linguistic and other, that we share. Symbolic Interactionists believe that individuals must see 

themselves as social objects and to achieve this they need to empathize with others to map 

their outlooks and locate themselves within the social context.  
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Symbolic interactionism in the context of this research identifies Chinese female car 

consumers‟ behaviour and examines Chinese female consumers‟ sociality and cultural 

behaviour. To respond to the purpose of this research and offer information relevant to 

answering the presented questions, survey research will be used to collect data. 

 

3.3 Research Methodologies 

The methodologies chosen for this research to answer the research questions are survey 

research, quantitative research and qualitative research. The reason for choosing these three 

methodologies is discussed in the following subsections. 

 

3.3.1 Survey research 

Surveys can help identify the needs of a population by capturing information/data from a 

broad population to help researchers answer research questions and solve problems 

(Sapsford, R 2006). Data is obtained by asking standardized questions to a sample of 

respondents via various written or verbal methods involving questionnaires and interviews 

(Babbie 2002: 240), (Floyd J, 2014).  

Due to limited sources in the area of Chinese female car consumers‟ interior needs, survey 

research is the most appropriate method to answer the research questions. Floyd (2014) 

claims that surveys are the only way to provide reliable information regarding people‟s 

income and purchasing attitudes. 

Therefore, survey research can provide the information required to help identify Chinese 

female car interior preferences. 
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3.3.2 Quantitative approach 

In this study, quantitative research is applied through the use of Likert scales. Likert scales is 

a method where a numeric value can be given to qualitative research data so that the data can 

be analyzed and interpreted by using Quantitative research methods. Qualitative research is a 

methodology of inquiry where the data collected is non-numeric and seeks to interpret the 

data to help understand certain aspects of social life within a targeted population or place. 

Quantitative research involves empirical investigation of observable phenomena through 

mathematical, computational or statistical methods where the data is in numeric form 

(Sapsford, 2011). 

The reason why quantitative research methods are chosen for this research is because it can 

measure variables and facilitates understanding of the relationship between the variables 

(Sapsford, 2011).  

The multiple-choice questions are a recognized method to determine what participants prefer 

(“Assessing by Multiple Choice Questions”. n.d.). The questionnaire identifies the 

preferences of specific features from participants. 

Likert scales are also used in the questionnaire as they are a psychometric rating method used 

to represent the attitudes or opinions of participants (Mcleod, 2008). It is the sum of 

responses to several Likert items that constitutes a Likert Scale (Wuensh, 2005), Likert scales 

are utilized to gauge how a subjective design feature is perceived by giving it an objective 

value. 

Likert scales utilize fixed choice response formats and are designed to measure attitudes or 

opinions (Bowling, 1997; Burns, & Grove, 1997). Likert-type or frequency scales transfer the 

strength/intensity of experience into a visual and measured representation; this will be a 
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central method for this research. Likert scales will be utilized in most of the questions in the 

first survey as it will enable preferences regarding individual car elements to be identified. 

 

3.3.3 Qualitative approach 

Qualitative research methodology is applied in this research by written feedback and 

examining published literature. 

Written feedback is used to determine the participant‟s preferences in this research, which can 

help the researcher to identify the participants‟ previous car interior choices and indicate their 

future buying habits. 

 

3.4 Research methods 

The method applied to address the research questions is questionnaires.  

In this research, the use of two surveys gathered data on Chinese female‟s car interior 

preferences and requirements via a questionnaire in each survey.  

The aim of the surveys in this research is to collect data on Chinese female car consumers‟ 

buying habits, cultural influences on their purchasing decision, interior tastes and preferences 

regarding various aspects of questions of car interiors, cultural and circumstance influences in 

order to find out their car interior preferences and needs. The collection of this data is one of 

the most important steps in this process.  

 

Likert Scale style questions were applied in these two questionnaires because they are able to 

provide an objective measure for something that is subjective in nature. Face to face 
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interview were also conducted with the aim of gathering data from feedback to the second 

survey. 

 

The first questionnaire gathers specific details of the Chinese female consumers‟ car interior 

preferences. The result from the first questionnaire was divided into different generational 

groups of Chinese female car buyers. These groups represented different social classes, 

having their own special requirements. As such, data gathered in this questionnaire helped 

drive this study and because age structure or age issues are a key factor affecting car sales in 

China it also allowed this study to focus on particular ages or social groups. The survey was 

conducted in China and distributed to the general public. 

The first questionnaire employs a standard method of collecting data, from a sample of the 

Chinese population, in order to identify (“Choosing appropriate research methodologies” 

n.d.), the Chinese female consumers‟ preferred car interior elements. 

In this first survey, the first questionnaire was posted online to the general public via an 

expanding network of contacts to offer their feedback. Over 300 volunteers constitute the first 

group.   

Based on this feedback, the data from the first survey provided design guidelines to build a 

new virtual 3D CAD car interior concept model to accommodate the preferences of Chinese 

female consumers. Then realistic images of a car interior concept were generated from the 3D 

CAD model.  

In the second survey, the realistic concept car interior images were used in a second 

questionnaire, which utilizes the same method, to collect data from another group of over 300 

voluntary participants. This questionnaire was prepared to access; a) the Chinese female 

consumer‟s response to the new virtual 3D car interior design, b) the accuracy of the design 
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guidelines and c) further reveal and identify car interior preference and buying habits of 

Chinese female car consumers.    

 

There are two techniques used in the questionnaires, in order to collect information from 

Chinese female car consumers; multiple choice questions and written feedback. The reasons 

for applying these two methods are as follows: 

 

3.5 Data analysis of quantitative and qualitative research 

Collected quantitative data, from Likert scale questionnaire, was coded and entered into IBM 

SPSS to pave the way for analysis. 

 

Qualitative data generally pertains to recordings and notes (Sapsford, R 2006), in this 

research, the qualitative data comprised words/notes, which comprise personal terms and the 

meanings of preferences or needs from participants. Data displayed by graphs and charts was 

used to analyse the written feedback from the questionnaire because graphs and charts 

organize, compress and assemble information (Keith, P, 2005). In this research, feedback was 

displayed and analysed for its similarity and difference. 

 

The next chapter looks at the first questionnaire design and illustrates how the questions are 

organized and designed from the findings of the literature review. 
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Chapter 4. Survey 1 - Questionnaire design 

The aim of the first survey questionnaire is to identify Chinese female car consumers‟ 

preferences regarding various car interior elements. The elements and options were identified 

from the literature review as key factors in ascertaining the participant‟s specific 

requirements and preferences.  

Based on these key features the first questionnaire was composed to further investigate and 

verify their importance. 

Importantly, to ensure the feasibility and reliability of the survey and questionnaires their 

design was guided by the University of Canberra‟s statistician. This was to ensure that the 

questions were suitably formulated so as to eliminate ambiguity and the data collect directly 

contribute to answering the research question.The statistician also advised on appropriate 

methods for analysing the data. 

There are three techniques used in the first questionnaire in order to collect information from 

Chinese consumers: multiple choice questions, Likert scale and written feedback. The 

reasons for applying these three methods are as follows: 

The multiple-choice questions are a recognized method to determine what participants prefer 

(“Assessing by Multiple Choice Questions” n.d.). 

Likert scales are used in most of the questions in the first survey because they are a 

psychometric rating method that can gauge how a subjective design feature is perceived by 

giving it an objective value. This is previously noted in more detail in section 3.2.2,  

For example, to test whether participants would like or would not like the car element of a 

“smiley face” seven potential choices were utilized: 
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Very much like 

Like 

Like a little 

Neutral 

Mildly dislike 

Dislike  

Strongly dislike 

 

Written feedback is also used to determine the participant‟s preferences. For example, asking 

what is their most important belongings that they take into car and what is the car interior 

design elements that will make them feel “comfort” and “convenience”. 

 

4.1 Personal Information 

Obtaining personal information was the first part of the first questionnaire. Although this 

research focuses on Chinese females' car interior preferences, it is also vital to understand and 

demonstrate whether Chinese male and female car consumers have different car interior taste; 

therefore, gender will be the first question in this survey. 

 

One of the most important pieces of information needed by this survey is the participant's age, 

to establish whether different age-groups of Chinese female consumers have different car 

interior preferences. This age based data is important to help the car industry address 
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different market segments among different female age groups. The main purchasing power of 

Chinese females‟ rests with those between the ages of 18 and 55 (Hu, 2010). This age group 

are expected to lead fashion trends and be the frontier consumers of fashion goods, as well as 

to express their own personality and receive social recognition through fashion goods. 

Therefore, engaging ideas or opinions of car interior from this age group of Chinese female 

car consumers may lead to new car interior design trends. 

Occupation is another significant factor which may affect car purchasing choices, because 

different occupations may prefer different requirements for a car interior; for example, 

Chinese white-collar workers occupy the middle-level of social status in Chinese cities. In 

addition the lifestyle of Chinese female white-collar workers represents the mainstream of 

modern Chinese life in cities, and their ideas, social values and outlook on life are closely 

related to modern Chinese society where consumerism prevails. 

 

Marriage status is another key question that need to be included in the survey, because 

married Chinese consumers show stronger face consumption related buying behavior than 

single Chinese consumers according to the research of Xia (2016). Whereas, according to Hu 

(2012), Chinese female consumers' age between 18 and 30 and unmarried do not pay much 

attention to the price of products. 

Cui (2010) indicates that most young Chinese female consumers who are unmarried can be 

seen as demonstrating a type of perfectionism, pursuing products with a high quality and 

ignoring the price. On the other hand, married young Chinese female consumers focus on 

products with functionality and practicality.   
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Yang (2013) claims that 60 per cent of Chinese women are over 35 years old and 95 per cent 

of those are married. They do not enjoy adventure, are barely interested in new things and are 

willing to spend money on the next generation.  

Therefore, Chinese female consumers may make different purchasing decision depending on 

whether or not they are married.      

Below are the questions relating to personal information from the first survey: 

Question 1. What is your gender? 

Question 2. What year were you born in?  

Question 3. What is your current marital status?    

Question 4. What is your occupation? 

 

4.2 Chinese male and female consumers’ preference and requirements on car interior in 

current car market.  

Questions about Chinese male and female consumers‟ preference and requirements on car 

interior details and design elements will be shown in this chapter. These questions explore car 

interior taste based on cars in current car market. Questions are based on findings from the 

literature review and focus on important car interior elements that would attract Chinese 

female car consumers.  
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Question 5. Please use the panel below to rank design styling of 2 gear shifters. 

(1=do not like it at all…10=like it very much)  

                          

Image 11. Design styling of gear 1           Image 12. Design styling of gear 2 

 

Question 6. Please use the panel below to rank those car interior layouts. 

(1=do not like it at all…10=like it very much) 

This question contains images of car interiors. Some are of the best-selling cars on the current 

Chinese market. In these ten car interiors images, the car‟s brand logos, interior textures and 

colours were removed to avoid brand identification and the potential consequent bias so that 

participants can focus on their cars‟ interior design and elements.  

 

Image 13 Car interior layout 1                           Image 14 Car interior layout 2                                                             
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Image 15 Car interior layout 3                          Image 16 Car interior layout 4                                                             

  

Image 17 Car interior layout 5                          Image 18 Car interior layout 6                                                             

  

Image 19 Car interior layout 7                          Image 20 Car interior layout 8 

   

Image 21 Car interior layout 9                          Image 22 Car interior layout 10 
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Rate the overall interior layout and style from 1 to 10 

Rate the central control layout and style from 1 to 10 

Rate size of central digital output and input from 1 to 10 

Rate position of central digital output and input from 1 to 10 

Rate styling of analogue input and output from 1 to 10 

 

Question 7. Please use the panel below to rank those car interior color combinations. 

(1=do not like it at all…10=like it very much) 

To test what car interior color combination attracts Chinese participants, a 3D digital car 

concept interior model was built (by Rhinoceros 3D software) and images of the model, with 

different color combinations, were generated. The selected car interior color combinations are 

based on best-selling cars „interior color combinations in current Chinese car market (Wan, 

n.d. & Piao, n.d.). 

For this question, the initial intention was to insert photographs of current cars interiors with 

the car logo removed; however it was realised that participants could still recognize some of 

the cars interiors and therefore give a high score for their preferred car brands. Therefore, to 

avoid brand bias, for this question a 3D car interior was built and popular car interior color 

combinations were applied to the model. It needs to be noted that although it is difficult to 

match the exact car interior colors in the 3D modelling software, the colours are a very close 

match to the actual colours. Furthermore, it is also recognised that some colour deviations 

may occur in the actual question when viewed by respondents.  

 



 
60 

Color combination group 1 

       

Image 23 Car interior colour combination 1   Image 24 Car interior colour combination 2   

 

Color combination group 2 

        

Image 25 Car interior colour combination 3   Image 26 Car interior colour combination 4 

 

       

Image 27 Car interior colour combination 5    Image 28 Car interior colour combination 6  
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Color combination 3 

       

Image 29 Car interior colour combination 7   Image 30 Car interior colour combination 8   

 

Color combination group 4 

       

Image 31 Car interior colour combination 9   Image 32 Car interior colour combination 10   

Color combination group 5 

       

Image 33 Car interior colour combination 11 Image 34 Car interior colour combination 12   
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Image 35 Car interior colour combination 13   

Color combination group 1                         (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

Color combination group 2                         (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

Color combination group 3                         (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

Color combination group 4                         (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

Color combination group 5                         (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

 

4.3 Requirements and Needs for Car Interior Elements for Chinese Female Consumers 

According to He (2012) research on Chinese female consumers‟ automobile purchasing 

decision revealed that Chinese female consumer focuses on the development of their career 

and themselves, by spending more time and energy on their career and self-development. 

Therefore, an important car requirement is an emphasis on convenience. 

Car interior details which can provide Chinese female consumers with convenience are a 

comfortable diving experience, a home like feeling, smart storage for belongings and good 

cargo space. These were identified as vital convenience elements in the literature review.  

The questions designed to uncover preferences relating to convenience are as follows: 
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4.3.1 This question is about smart storage for female belongings, such as smart storage 

for hand bags, gym bags, drink bottle and so on.  

 

Question 8. Use the panel to rank the storage space for car interior.  

(1=do not like at all….10=like very much 

1. Storage space for handbags and personal belongings  

2. Storage space for small items, such as wallet, smart phone or keys 

3. Storage space for umbrella and books  

4. Storage space for coins  

5. Storage for water bottles  

 

4.3.2 The following two questions ask whether or not respondents are satisfied with 

current car interior storage and details;  

 

Question 9 is about car interior storage satisfaction. Respondents ticked Yes or No to this 

question and then elaborated on their choice with written feedback to a subsequent question, 

for example:  

If participant ticks YES, then the question follows “what are the car interior design element 

that you like the most?” 

If participants tick NO, then the question follows “what car interior elements do you dislike 

most in current cars” 
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Q9 Are you satisfied by current car interior storage? 

YES,  

What car interior design element do you like the most: _______________________ 

NO,  

What car interior elements do you dislike most in current cars: __________________? 

 

Question 10. "What car interior details can make Chinese female drivers feel convenience?" 

This question required written feedback; although this question collected many different 

opinions, they are all worthwhile in answering the research question. 

 

Q10. What car interior details can make Chinese female drivers feel convenience? 

Please write down your answer: __________________________________. 

 

4.4 The Influence of Chinese Women's Purchasing Attitude on Car Interior Design. 

According to Lin (2011), projects and companies which focus on Chinese female consumers 

should consider their products, functions, promotions and advertisements focusing on 

reducing Chinese women's stress by providing lifestyle convenience. Zhan (2013) indicates 

that Chinese women's consumer psychology reflects their lifestyle and buying attitudes. 
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Question 11 asked participants about what car interior elements that they consider can reduce 

their stress. This question let participants include their own ideas as written feedback. 

Q11. What car interior elements do you consider can reduce your stress? 

Please write down your answer: __________________________________. 

 

Lu (2005) proposes a system for understanding Chinese female consumers' self-concept as 

five dimensions (5F), which are Family, Feeling, Freedom, Fashion and Fervor. 

Question 12 concerns self-concept where the question is:  

Q12. When you make a purchasing decision, what is the first thing you consider from the list 

below? 

1. Family use 

2. Affective   

3. Fashionable 

4. Promoting social status 

5. Practical 

 

4.5 Traditional Cultural Influences on Car Interior Choice for Chinese Female 

Consumers. 

In this section, questions will focus on how the different Chinese cultural traditions affect 

Chinese female consumers' purchasing decisions and car interior preference and to what 
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extent do Chinese female consumers pay attention to cultural influences, such as face 

consumption, on their car interior choice? 

 

4.5.1. Face-related consumption 

Lu (2005) claims Chinese consumers focus more on decoration, packaging and the cultural 

meanings of products than the products themselves and subdivides Chinese consumers' face 

consumption into 4 types: relatives, friends, neighbors and guests. 

Question 13 tested the influence on car purchasing by face-related consumption by asking: 

 Q 13. Do you think a car‟s interior would gain/increase your social status? YES or NO? 

 

As over 60% of Chinese show off their social status through their private cars (Huang, 2012), 

it is essential to ask about the influence their relatives, friends, neighbors and guests have on 

their car purchasing decisions. This question is especially important as Chinese peoples' 

buying behavior is found to be highly affected by friends and relatives (Su and Li, 2007). 

Furthermore, according to Xia's (2016) research, the buying behavior of Chinese consumers 

is easily affected by others in terms of both their daily consumption habits and luxury 

products purchasing. 

Q14. Which group below can affect you on the car purchasing decision the most? 

1. Family members 

2. Relatives  

3. Friends  

4. Neighbors  
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Research by Su and Li (2007) has indicated three distinct characteristics of Chinese face 

consumption: obligation, distinctiveness and other orientation. Obligation implies that, as 

they are subject to social pressure, Chinese consumers tend to buy the same or the same type 

of product as their friends or colleagues in order to reduce social difference. Meanwhile, 

Zeng (2010) indicates that Chinese female consumers care greatly about the opinions of those 

around them when undertaking purchases, because they consider that the opinions of friends 

or colleagues indicate whether the purchase is suitable or not. They believe that the opinions 

of friends or colleagues can be seen as the opinion of society and the times in which they live. 

 

Q15. Which group below would you ask for advice on purchasing a car initially?  

1. Family members 

2. Relatives  

3. Friends  

4. Neighbors  

The following two questions relate to face-consumption. Because most of Chinese would 

deny that they engage in face-related consumption, two questions were designed to test 

whether they purchase products based on face-consumption. 

Q16. When you consider car interior, which do you think the most important on the below list? 

1. Face consumption 

2. Social status 

3. Personal requirements  

4. Family requirements  

Q17. When you purchase a car, which factors below would affect you the most? 
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1. Family friendly (such as spacious interior space) 

2. Functional  

3. Practical  

4. Fashionable interior design 

5. Status enhancing 

 

Under the influence of harmony culture, Chinese consumers focus more on the internal 

meaning of commodities and products; Wang (2009) advises that companies which have the 

purpose of extending their business in the Chinese market should incorporate a strategy of 

'harmony culture' meaning into their product design, designing products with an appearance 

for satisfaction and a humanistic spirit. 

Question 18 attempts to determine whether Chinese female car consumers are affected by the 

harmony culture when purchasing private vehicles. The question asks if safety or special 

Chinese traditional cultural symbols are important. Furthermore, are these elements desired in 

car interiors?  

Q18. Is it an appropriate idea that car interior elements are  designed with some good 

meanings, such as safety or special Chinese traditional cultural symbols? 

Please write down your answer: __________________________________. 

 

According to Wang (2012), due to the cultural factors of collectivist orientation and 

Confucian values, Chinese female consumers will purchase luxury products, especially 

highly visible products, such as luxury watches, jewelry and handbags, in order to show their 

social status and wealth to others, paying attention to people's opinions and chasing products 
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with public meanings and symbolic values; otherwise they may feel they might be isolated 

from their social group. Therefore, luxury car interior design may attract Chinese female car 

consumers' attention; interior elements with golden color, faux-wood material or any other 

shining decoration, which could let Chinese female car consumers feel confidence in social 

activity, will be tested in the following question. 

Q19. Which kinds of car interior elements make you feel that it is luxurious?  

Which kinds of car interior elements make you feel luxury?  

Please write down your answer: __________________________________. 

 

4.6 Chinese Female Consumers' Preferences and Needs on Other Products May Reflect 

Their Requirements and Preferences on Car Interior Elements. 

According to Wen (2008), Chinese females' purchasing psychology is classified into three 

different catalogs: psychology of emotional consumption; psychology of impulsive 

consumption; and psychology of pursuing affordable consumption. 

 

4.6.1. Chinese females who have a psychology of emotional consumption look for 

symbolic meaning in commodities.  

For example, they focus on the brand name of products, and they imagine the feeling of using 

products before purchasing them. 
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Question 20. Do any car interior design elements contain symbolic meaning such as safety or 

comfort?  

Yes 

Please write down your answer: __________________________________. 

No 

 

The symbolic meaning of a product is more important than its practical use by Chinese 

female consumers whose age are between 20 and 40 years; businesswomen whose average 

age is between 30 and 45 years old have good economic foundation and cultural quality, and 

emphasize and pay attention to lifestyle (Chen, 2011). 

 

It may be important to provide some special names on the car interior design elements or the 

interior space which have symbolic meaning of 'creative home feeling', 'safety /private space', 

' high quality‟ or 'new lifestyle' in order to shed light upon Chinese female consumers' 

purchasing desires. 

 

4.6.2. Impulsive consumption caused by emotional triggers, with 46.1 percent of Chinese 

females purchasing when in an extremely happy or depressed mood in order to express 

happiness or release stress (Wang, 2012).   

A comfortable car interior space with appropriate color may release stress and gain happiness 

when Chinese females finish their work, sitting in the car; for this character of Chinese 
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female consumers, it may test which car interior colors could release their stress or gain 

happiness when they open the car door; and their opinions of a comfortable interior car space. 

According to the literature review, comfort, convenience and spaciousness are three 

significant factors that mostly concerned by Chinese female car consumers, therefore, it may 

be important to indicate which the most important factor is for Chinese female car consumers.  

 

Q21. How do the following car interior elements contribute to your driving experience? 

(10 being the most important, 1 being the least important.) 

Comfort, (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

Convenience, (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

Spaciousness (1, 2, 3, 4, 5, 6, 7, 8, 9, 10) 

 

In the literature review, Zeng (2010) indicates that a better way to stimulate Chinese female 

consumers to engage in impulsive consumption behavior is for a product to emphasize 

fashion and personality, integrate function, and reflect comfortable usage. This is because 

Chinese female consumers concentrate on the detail and cultural background of products and 

tend to change their buying decisions based on this. 

 

The following question about cultural background or traditional design elements was asked in 

the survey in order to test whether or not Chinese female consumers require cultural 
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background or traditional design elements in car interior design, if so, what they would like to 

see. 

 

Q22. Do you feel it is important that car interior design include Chinese traditional elements? 

YES 

Please write down your answer: __________________________________. 

NO 

Please write down your answer: __________________________________. 

 

To conclude, these 22 designed questions were answered by Chinese male and female 

participants, and their feedback was applied as design evidence for building the experimental 

3D car interior modelling to further test Chinese female consumers‟ car interior requires and 

needs.  

The next chapter will discuss the data analysis from feedback of the first survey. 
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4.7. Survey 1 - Data analysis 
 

Data analysis - Introduction  

A total of 290 participants took part in the first survey from China with 154 female 

participants and 135 male participants; 230 (79.31%) participants own a car and 230 (79.31%) 

participants have the thought of buying a new car in the next few years.  

 

There are four types of questions in the first survey which include: rating scale questions, 

Likert-type scales, written feedback and true/false respectively. Questions with rating scale 

and Likert-type scales were analysed by SPSS. Questions with written feedback and 

true/false were analysed using Excel.  

 

There are four specific research questions listed below (that align with the research questions 

in section 1.3) that will be answered in this chapter by tailored research methods. The 

research questions are: 

1). what aspects of Chinese female consumers‟ preference and attitudes will affect future 

Chinese car interior design. This will be significant in this research, as it will reveal what 

female consumers‟ primary requirements and preferences in car interior design are. This 

question aligns with research question 1 (refer section 1.3) 

 

2) Is there gender difference existing on car interior preferences and requirements in Chinese 

car market? This question aligns with research question 2 (refer section 1.3) 

 

3). Do different age-groups of Chinese female car consumers have their own special 

preference and attitudes on car interiors? Are there diffrences between married/unmarried 

Chinese female car consumers?  This question aligns with research question 3 (refer section 
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1.3) 

4). Does marriage affect Chinese female car consumers‟ car decisions? 

This question aligns with research question 4 (refer section 1.3) 

 

In this chapter, the feedback of the first survey will be divided into two sections in order to 

explore research question 1, 2 and 3. Research question 4 will be answered at the second 

survey question.   

 

The first section will identify the gender difference on regarding the responses to each 

question on the first survey. The second section will identify the female participants‟ 

preferences and needs for car interior influenced by their ages. 

 

4.7.1 Gender differences regarding response to First Survey questions 

This section will identify the male & female participants' preferences on selected car interior 

features, layouts, colours and important factors of car interiors etc. the further goal is to find 

out the differing tastes, opinions and cultural influences on car interior preferences between 

male and female participants. The survey result also determines whether or not gender 

difference exists on car interior preferences and requirements in the Chinese car market.  
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Question 5 Please use the panel below to rank design stylings of these 2 gears. 

 (10= Like very much.......1 = do not like at all) 

                          

Image 36. Design styling of gear 1                          Image 37. Design styling of gear 2 

  

Chart 1. Chinese male and female participants‟ preference on design styling of a gearshift. 

Above chart shows Chinese male and female‟s preference on design styling of a gearshift.  
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It can be seen on this bar chart that Chinese female participants prefer styling of gearshift 2 

(Image 37) (7.2 point); on the contrary, Chinese male participants pay more attention to the 

design styling of gearshift 1 (Image 36).  

As a result, the experimental 3D concept car interior styling will apply to the design styling 

of gearshift 2 (Image 37) to further explore their preference at the second survey. 

 

Question 6. Please use the panel below to rank those car interior layouts. 

(1=do not like it at all…10=like it very much) 

  

Image 38. Car interior layout 1                         Image 39. Car interior layout 2 

   

Image 40. Car interior layout 3                         Image 41. Car interior layout 4 

 

Image 42. Car interior layout 5                           Image 43. Car interior layout 6 



 
77 

  

Image 44. Car interior layout 7                          Image 45. Car interior layout 8 

   

Image 46. Car interior layout 9                         Image 47. Car interior layout 10 

 

Question 6.1 Participants‟ preference on interior layout and style by gender difference and 

age groups. 

 

Chart 2. Overall participants‟ preference on interior layout and style.  
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Chart 3. Male participants‟ preference on interior layout and style. 

 

 

Chart 4. Female participants‟ preference on interior layout and style. 

 

The above three bar charts respectively illustrate overall (290) participants‟, male participants‟ 

(135) and female participants‟ (153) preference on interior layout and style of 10 selected car 

interior layouts (Image 38 to Image 47).  

It can be seen on these three charts that interior layout 3 (Image 40) received the highest 

score (7.5) from both male and female participants, interior layout 1 (Image 38) is ranked the 

second-highest score (7.3) and their preference on interior 6 (Image. 43) is close to interior 

layout 3 and 1. On the contrary, the remaining interior layouts seem not to attract both male 
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and female participants. Additionally, male and female participants‟ preference on 10 

selected car interior layouts is similar.     

Question 6.2 Rate the central control layout and style from 1 to 10  

(10= Like very much............1 = do not like at all) 

 

Chart 5. Overall participants‟ preference on central control layout and style. 

 

Chart 6. Male participants‟ preference on central control layout and style. 
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Chart 7. Female participants‟ preference on central control layout and style. 

The above three bar charts (bar chart 5, bar chart 6 and bar chart 7) show male and female 

participants‟ preference on central control layout and style of 10 selected car interiors.  

Central control layout and style of car interior layout 3 (Image 40) has been ranked as the 

most favorite one among all 10 car interior layouts; Preference of central control layout and 

style of car interior layout 1 (Image 38) is close to car interior layout 3. And interior layout 6 

(Image 43) received the third-highest score on central control layout and style.  

There is minuscule difference between male and female preference on central control layout 

and style of 10 interior layouts. Male participants have close preference on central control 

layout and style on car interior 1, 3 and 6.  
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Question 6.3 Rate sizes of central digital output and input from 1 to 10  

(10= Like very much............1 = do not like at all) 

 

Chart 8. Overall participants‟ preference on the size of central digital output and input. 

 

Chart 9. Male participants‟ preference on the size of central digital output and input. 

 

 

 

 

7.5 

6.7 

7.5 

6.6 6.6 

7.2 

6.8 

6.3 

7.2 

6.4 

5.6

5.8

6

6.2

6.4

6.6

6.8

7

7.2

7.4

7.6

Interior
layout 1

Interior
layout 2

Interior
layout 3

Interior
layout 4

Interior
layout 5

Interior
layout 6

Interior
layout 7

Interior
layout 8

Interior
layout 9

Interior
layout 10

7.6 

6.9 

7.6 

6.8 6.8 

7.4 

7 

6.4 

7.4 

6.7 

5.8

6

6.2

6.4

6.6

6.8

7

7.2

7.4

7.6

7.8

Interior
layout 1

Interior
layout 2

Interior
layout 3

Interior
layout 4

Interior
layout 5

Interior
layout 6

Interior
layout 7

Interior
layout 8

Interior
layout 9

Interior
layout 10



 
82 

 

Chart 10. Female participants‟ preference on the size of central digital output and input. 

Three bar charts exhibit 290 male and female participants‟ preference on the size of the 

central digital output and input of 10 selected car interior layouts.  

The preference on the size of the central digital output and input of 10 car interior layouts 

between male and female participants is close. 

Car interior layout 3 (Image 40) received the highest score (7.6 from male participants and 

7.5 from female participants) mong all selected car interior layouts. Meanwhile, the size of 

central digital output and input of car interior layout 1 (Image 38) shares similar preference 

with that of car interior layout 3. On the contrary, the size of central digital output and input 

of car interior 8 (Image 45) was ranked the least liked by male and female participants.  
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Question 6.4 Rate positions of central digital output and input from 1 to 10  

(10= Like very much............1 = do not like at all) 

 

Chart 11. Overall participants‟ preference on the position of central digital output and input. 

 

Chart 12. Male participants‟ preference on the position of central digital output and input. 
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Chart 13. Female participants‟ preference on the position of central digital output and input. 

Bar chart 11, 12 and 13 shows 165 female participants‟ and 135 male participants‟ preference 

on the position of central digital output and input of 10 selected car interior layouts.  

Male participants and female participants share similar preference on the position of central 

digital output and input of each car interior layout.  

The position of central digital output and input of car interior 3 (Image 40) and 1(Image 38) 

both received the highest score (7.4) from 135 male participants. On the other hand, the 

position of central digital output and input of car interior 1 got the highest score (7.4) from 

female participants and preference on the position of central digital output and input of car 

interior 3 from female participants is the second favourited one (7.4) among 10 car interior 

layouts.  
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Question 6.5 Rate styling of analogue input and output from 1 to 10  

(10= Like very much............1 = do not like at all) 

 

Chart 14. Overall participants‟ preference on the styling of analogue input and output. 

 

 

Chart 15. Male participants‟ preference on the styling of analogue input and output. 
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Chart 16. Female participants‟ preference on the styling of analogue input and output. 

Above three bar charts illustrate 165 female participants‟ and 135 male participants‟ 

preference on the styling of analogue input and output of 10 selected car interior layouts.  

The styling of analogue input and output of car interior layout 1 (Image 38) shares the highest 

preference between both male and female participants and that of car interior layout 3 (Image 

40) received second-highest score from all participants.  

 

To sum up, car interior layout 3 has been ranked the most favorited car interior layout in the 

interior elements of layout and style, the central control layout and style, the size of central 

digital output and input and the position of central digital output and input; interior layout 1 

received the highest score on the car interior element of styling of analogue input and output. 

Car interior layout 3 and car interior layout 1 are highly liked by all participants. Meanwhile, 

male and female participants have similar taste on these 10 selected car interior layouts.  
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Question 7 Rate these car interior colour combinations below. 

(10= Like very much............1 = do not like at all)   

Car interior colour group 1 

         

Image 48. Car interior colour combination 1    Image 49. Car interior colour combination 2 

 

 

Chart 17. Overall participants‟ preference on car interior colour combination group 1. 

 

 

Chart 18. Male participants‟ preference on car interior colour combination group 1. 
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Chart 19. Female participants‟ preference on car interior colour combination group 1. 

Above three charts show male and female participants‟ similar preference on car interior 

colour combination group 1.  

Car interior colour combination 1 (Image 48) is scored 7.4 by male participants and 6.6 by 

female participants. Female participants scored similar point on each car interior colour 

combination in colour group 1, while male participant prefer car interior colour combination 

1. 
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Car interior colour group 2 

       

Image 50. Car interior colour combination 3   Image 51. Car interior colour combination 4 

       

Image 52. Car interior colour combination 5   Image 53. Car interior colour combination 6 

 

 

Chart 20. Overall participants‟ preference on car interior colour combination group 2. 
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Chart 21. Male participants‟ preference on car interior colour combination group 2. 

 

Chart 22. Female participants‟ preference on car interior colour combination group 2. 

Chart 21 and chart 22 illustrate 135 male participants‟ and 165 female participants‟ taste on 

car interior colour combination 2 respectively 

It can be seen on chart 20 and chart 21 that there is different preference of male and female 

participants on each car interior colour combination. Car interior colour combination 4 

(Image 51) was scored the highest point (6.9) in this group by male participants, but female 

participants more like car interior colour combination 6 (Image 53). Both male and female 

participants ranked the car interior colour combination 1 as the least liked, which may be 

because of many chrome elements in this car interior colour combination.   
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Car interior colour group 3 

        

Image 54. Car interior colour combination 7    Image 55. Car interior colour combination 8 

 

Chart 23. Overall participants‟ preference on car interior colour combination group 3. 

 

 

Chart 24. Male participants‟ preference on car interior colour combination group 3. 
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Chart 25. Female participants‟ preference on car interior colour combination group 3. 

Above three bar charts determine 290 participants‟ preference on car interior colour 

combination group 3. Male participants show the same taste (7.2) on each colour combination 

in this group; Female participants ranked car interior colour combination 7 (Image 54) (6.8) a 

bit higher that interior colour combination 8 (Image 55) (6.6). 
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Car interior colour group 4 

           

Image 56. Car interior colour combination 9    Image 57. Car interior colour combination 10 

 

 

Chart 26. Overall participants‟ preference on car interior colour combination group 4. 
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Chart 27. Male participants‟ preference on car interior colour combination group 4. 

 

Chart 28. Female participants‟ preference on car interior colour combination group 4. 

Bar chart 27 and 28 shows 135 male participants‟ and 165 female participants‟ taste on car 

interior colour combination group 4. Female participants have same preference on each car 

interior combination in this group; however, male participants pay more attention to car 

interior combination 10 (Image 57). 
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Car interior colour group 5 

         

Image 58. Car interior colour combination 11 Image 59. Car interior colour combination 12 

 

Image 60. Car interior colour combination 13 

 

 

Chart 29. Overall participants‟ preference on car interior colour combination group 5. 
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Chart 30. Male participants‟ preference on car interior colour combination group 5. 

 

 

Chart 31. Female participants‟ preference on car interior colour combination group 5. 

Above three bar charts illustrate male and female participants‟ similar taste on car interior 

colour combination group 5. Both male and female participants scored car interior colour 

combination 12 (Image 59) as their favorite car interior colour combination and 11 (Image 58) 

as the one they least like.  

 

To conclude, car interior colour combination 12 (Image 59) has been ranked the highest point 

(7.5) in all 13 different car interior colour combinations by male participants, and also 

received the highest score (6.8) from female participants. Car interior colour combination 1 
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(Image 48) is scored second highest (7.4) by male participants and car interior colour 

combination 6 (Image 53) and 7 (Image 54) are female participants‟ second choice.  

 

Question 8. Rank the car interior storage spaces for personal belongings below 

(10= want very much............1 = do not want at all)   

1. Handbags  

2. Small items (wallet, smart phone)  

3. Storage for umbrellas, documents and books  

4. Coins  

5. Water or drink  

 

 

Chart 32. Overall participants requirement on 5 different car interior storage spaces. 
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Chart 33. Male participants requirement on 5 different car interior storage spaces. 

 

 

Chart 34. Female participants requirement on 5 different car interior storage spaces. 

Bar chart 32 and 33 shows 135 male participants‟ and 165 female participants‟ similar 

requirements on five car interior storage spaces.  

Storage spaces for water bottle and drink is high demanded by both male and female 

participants; meanwhile, storage spaces for small items, such as wallet and smart phone, is 

also required by female participants as having the same important as storage spaces for water 

bottle and drink (both scored 7.7 points). Interestingly, male participants‟ second demand in 
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the car storage is for handbag. Car interior storage spaces for coins is no longer needed in the 

car based on its ranking in above three bar charts.  

Question 9. This question is about car interior storage satisfaction, which will be asked as 

written feedback, for example, ticking Yes or No in this survey. Further question will be 

shown at different answers by written feedback:  

1) If participant ticks YES, then the question “what is the car interior design element that 

you like the most?” 

2) If participants tick NO, then the question “what car interior elements do you dislike 

most in current cars” 

 

 

Chart 35. female participants‟ car interior storage satisfaction.    

There are 91 Chinese female participants who voted YES, and their following answers are 

written feedback. Therefore, this research will take 3 of the most common feedback into 

consideration for the next concept car interior design part, which are: LED screen, centre 

control and smart storage.  
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63 Chinese participants are not satisfied with current car interior and their answers will be 

shown with 3 of the most common feedback, which are small interior space, poorly designed 

centre control and not enough space for small items. 

To conclude, the reasons that Chinese female participants like/dislike the current car interior 

are similar; they concern 3 vital car interior elements: interior space, centre control design 

and smart storage for personal belongings; therefore, these 3 car interior elements will be the 

priority for the coming experimental 3D car interior design elements.  

 

Question 10. What car interior details can make Chinese female drivers feel convenience? 

This question is answered by written feedback; therefore, the most common feedback is 

picked for the data analysis. 56 out of 290 participants voted smart storage as the most 

common feedback to this question. 37 of them are female participants. Therefore, it may 

indicate that when Chinese female participants consider convenience in cars, they will focus 

on smart storage. 

 

Question 11. What car interior would reduce your stress on a long trip.  

In this question, the most common feedback from Chines female participants are: “mobile 

phone or iPad”, however, these 2 products are not belonging to the car interior. In this case, 

there is a creative idea about passenger LED screen, which will be designed facing the 

passengers upper to the passenger storage compartment, to test whether it works on Chinese 

female car consumers or not.  
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Question 12. When you think of a car interior how would you rank the following interior 

features in order of importance? (10 being the most important, 1 being the least important). 

Interior decoration 

Interior space 

Smart storage  

Easy to use/functions 

 

Chart 36. The importance of four different interior factors. 

This chart shows the importance of four different interior factors. According to the chart, the 

importance of those factors is slightly different between male and female participants.  

Chinese female participants consider car interior decoration as their priority; interior space, 

smart storage and easy to use/functions are given similar scores by female participants. Easy 

to use/functions, however, is the priority to Chinese male participants.  

To sum up, Chinese male car consumers may focus on the functional usage of car interior 

while Chinese female car consumers take car interior decoration as a priority compared with 
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other car interior factors. Interestingly, in the feedback from question 6, three of the most 

preferred car interior layouts and styles chosen by Chinese female participants are three cars 

interiors with the least car interior decorations. Therefore, easy to use/functions may be the 

answer for Chinese female participants.  

 

Question 13. Do you think decent car interior would gain/increase your social status? YES or 

NO? 

 

Chart 37. Whether decent car interior gains social status or not. 

There are 81 out of 154 (52.60%) Chinese female participants think decent car interior car 

gain/increase their social status, while 67 out of 135 (49.63%) Chinese male participants 

consider their social status can be increased by decent car interior.  

Over half of Chinese female participants think a decent car interior can increase their social 

status while there are slightly less than half of Chinese male participants consider their social 

status can be gained by a decent car interior.  
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Question 14. Which group below can affect you on the car purchasing decision the most? 

5. Family members 

6. Relatives  

7. Friends  

8. Neighbours  

 

Chart 38. Which group can affect Chinese female on the car purchasing decision the most. 

 

It can be seen from the above chart that both Chinese female (131 out of 154, 85%) and male 

participants (116 out of 135, 85%) will be affected mostly by family members when they 

want to buy a car, which indicate that Chinese car consumers‟ purchasing decision is mainly 

family oriented.   
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Question 15. Which group below you would ask for advice of purchasing a car initiatively?  

5. Family members 

6. Relatives  

7. Friends  

8. Neighbours  

 

Chart 39. Which group Chinese female would ask for advice of purchasing a car initiatively. 

 

From above chart, it can be seen that when Chinese female car consumers want to purchase a 

car, nearly 60% (92 out of 154) of them would ask for advice from family members and 29% 

would seek answers from friends; however, Chinese male car consumers consider family 

members (49%) and friends (38) are both reliable for advice on buying a car.  

 

To sum up, question 14 and 15 illustrate that compared with Chinese male consumers, 

Chinese female consumers more rely on family members when they purchase a car, from 

which can be seen that a Chinese female car consumers‟ purchasing decision is mainly based 

on family members‟ opinion.  
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Q16 When you think of a car interior how you would score those following factors in order 

of importance 

1. Face consumption 

2. Social status 

3. Personal requirements 

4. Family requirements 

 

Chart 40. The importance of four factors for the 154 female and 135 male participants. 

This chart illustrates the importance of four factors for the 154 female and 135 male 

participants when they consider essential factors of car interiors. Based on the chart, the 

factor of personal requirements is the least vital factor for both male and female participants. 

Factors of 'face' consumption and social status seem to be crucial for all participants in this 

research. There are, however, differing opinions on the factor of family requirements, male 

participants take the factor as the most important among the four, contrarily female 

participants voted it a low score meaning it is not vital for their car interior. 
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Question 17. When you purchase a car, which factors below would affect you the most? 

5. Family friendly (such as spacious interior space) 

6. Functional  

7. Practical  

8. Fashionable interior design 

9. Status enhancing 

 

Chart 41. The importance of five different factors when participants purchase a vehicle. 

This chart illustrates the importance of five different factors when participants purchase a 

vehicle. According to the chart the factor 'family friendly' receives the lowest score from 

male participants, meaning it is least essential for the male participants compared to the other 

factors. In contrast, the factor of 'status enhancing' is the only factor that is crucial to the 

female participants and it is the only factor that is important to both male and female 

participants.  
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Question 18. Are there any appropriate cars interior designs with good meaning or with 

Chinese traditional cultural symbols that you want to see in the car? 

In this question, over 60% of Chinese female participants (97 out of 154, 62.99%) and nearly 

60% of Chinese male participants (80 out of 135, 59.25%) do not think that a car interior can 

represent any good meaning or Chinese traditional cultural symbols.  

 

Question 19. Which kinds of car interior elements make you feel luxury?  

This question is the type of written feedback, the most common feedback will be shown. 

Chinese female participants consider touching LED screen and other related new tech interior 

functions would make car interior luxury; however, male participants focus on the texture of 

car interior, such as leather seat or real-wood trim decorations.  

 

Question 20. Does any car interior design that you know of contain symbolic meanings, such 

as safety or comfort? If yes, please indicate below.  

Most of participants (both male and female) do not think any car interior design contains any 

symbolic meaning. Combined this feedback with results of question 18, the idea of designing 

special names on the car interior design elements or the interior space with symbolic meaning 

of 'creative home feeling', 'safety /private space', ' high quality‟ or 'new lifestyle' in order to 

shed light upon Chinese female consumers' purchasing desires may well not work on Chinese 

car participants.  
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Question 21. How do the following car interior elements contribute to your driving 

experience? 

Comfort, Convenience and Spaciousness 

(10 being the most important, 1 being the least important.) 

 

Chart 42. Three factors that will influence the driving experience from female and male 

participants. 

This chart indicates the results of three factors that will influence the driving experience from 

the 154 female and 135 male participants. The factors of comfort and convenience seem to be 

unessential to the female participants (scoring less than 6 out of 10), but important to male 

participants. The factor of spaciousness however is vital to both male and female participants. 

Overall, female participants pay attention to the factor of spaciousness when related to the 

driving experience whereas the male participants associate the factor of convenience with the 

driving experience. 
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Question 22. Do you feel that it is important that car interior designs have Chinese traditional 

elements?  

If YES/NO, please write down a simple reason. 

In this question, nearly 60% of Chinese female participants and 56.3% of male participants 

are not interested in Chinese traditional elements in cars; the most common reason for 

answering “No” to this question is “it does not matter”.  

 

To conclude, the feedback of this questionnaire illustrates that although Chinese female and 

male participants show different car interior taste and purchasing decisions, which answered 

the research question 2 (Is there gender difference existing on car interior preferences and 

requirements in Chinese car market?), they still have similarities in their attitude to Chinese 

cultural influence, for example, Chinese male and female participants have the same attitude 

to designing Chinese traditional patterns, Chinese traditional cultural symbols, cultural 

background or traditional design elements in cars interiors, which is that both Chinese female 

and male participants think those traditional patterns are unnecessary in cars; therefore, the 

conclusion can be made that Chinese male and female consumers‟ car interior buying habits 

and purchasing philosophy are affected by some special Chinese traditional cultures, such as 

Chinese traditional face consumption, to some extent; however, Chinese female and male car 

buyers do not consider that Chinese traditional patterns assimilating into car interior design is 

significant. 

Next section will analyse the feedback from different Chinese female age groups. 
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4.7.2 Female age groups preference 

This section will identify female participant‟ preferences and needs for car interiors 

influenced by their age. This research has divided 153 female participants into three different 

age groups. The first group is age under 27 (59 participants), the second group is from age 

27~39 (79 participants) and the third age group is from age 41~52 (13 participants). (Some of 

results are computed by SPSS. See Appendices) 

 

Chart 43. Female age groups‟ ranking score on 2 gears‟ design stylings. 

This bar chart illustrates the three different female age groups‟ preferences on 2 different gear 

stylings.  

Despite different scores from the three female age groups, their preferences on these on 2 

gears‟ design stylings have similarity: these 3 Chinese female age groups all prefer the gear 

design styling 2.  
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Image 61. Car interior layout 1                         Image 62. Car interior layout 2 

   

Image 63. Car interior layout 3                          Image 64. Car interior layout 4 

  

Image 65. Car interior layout 5                         Image 66. Car interior layout 6 

  

Image 67. Car interior layout 7                         Image 68. Car interior layout 8 
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Image 69. Car interior layout 9                         Image 70. Car interior layout 10 

 

 

Chart 44. Preference on 10 interior layout and styles by 3 Chinese female age group. 

The above bar chart illustrates 3 Chinese age groups‟ preference on 10 selected car interior 

layouts and stylings. It can be seen on the chart that overall car interior stylings 1(Image 61), 

2 (Image 62) and 3 (Image 63) received these 3 female groups highest attention, especially 

car interior styling 1 and 2; therefore, those 3 car overall interior layouts and styling will be 

employed in future concept car interior styling design.  
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This chart also indicates that 3 Chinese female age groups have similar taste in car interior 

layout and styling, because they voted the highest score on the same car interior models (car 

interior 1, car interior 2 and car interior 3) and the lowest score on car interior 4 (Image 64). 

Interior elements on car interior styling 4 should be avoided in future 3D car interior design.  

 

 

Chart 45 Preference on 10 selected car interior central control stylings by 3 female age 

groups. 

Chart 3 illustrates different Chinese female age groups‟ opinions on 10 selected car interior 

central control stylings. It shows that 3 Chinese female age groups mainly focus on car 

interior central control styling 1 (Image 61), 2 (Image 62) and 3 (Image 63). Car interior 

model 5 (Image 65) is ranked as the most favourite central control styling by female age 

group 1 but the other 2 groups prefer central control styling in car interior models 1 and 2. 

Interestingly, car interior central control styling 4 is only voted as the most disliked model by 

age group 1, other 2 groups gave average points to this central control styling.  
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Chart 46. Preference on size of central digital output and input from 10 selected car interior 

by 3 female age groups. 

This chart shows 3 different female age groups‟ preference on the size of the central digital 

output and input from 10 selected car interior models. The size of the central digital output 

and input at car interior model 5 (Image 65) received high attention by female age group 1 

and age group 3 and an average score by female age group 2.  

The size of central digital output and input of car interior model 4 (Image 64) is ranked the 

lowest score by female age groups 1 and 2.  
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Chart 47. Preference on position of central digital output and input 6 from 10 selected car 

interior models by 3 different age groups. 

This chart shows 3 different Chinese female age groups‟ opinions on at each car interior 

models. Car interior model 3 (Image 63) and 5 (Image 65) are scored the highest point 

position of central digital output and input and the second-highest points by these 3 female 

age groups.  

The position of central digital output and input of interior car model 4 (Image 64) is ranked 

very low by female age group 1 (5.4 out of 10, compared with the highest score by this group: 

7.6 on car interior model 3).  
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Chart 48. Preference on styling of analogue input and output from 10 selected car interior 

models by 3 different female age groups. 

Bar chart 6 determines 3 female age groups‟ preference on styling of analogue input and 

output from 10 selected car interior models.  

It can be seen on this chart that car interior model 3 (Image 63) ranked the highest point by 

female age group 1 and 2; female age group 3‟s favourite styling of analogue input and 

output is from car interior model 5 (Image 65), which also scored the second-highest point by 

the other 2 female age groups.  

Styling of analogue input and output from car interior model 4 (Image 64) is scored the 

lowest by female age group 1 (5.5 out of 10) and given average points by the other two age 

groups.  

 

7.0 

6.4 

7.5 

5.5 

7.4 

6.4 6.3 

5.6 

6.5 6.4 

7.0 6.9 7.1 

6.4 
6.7 6.6 6.4 6.5 6.6 6.7 

7.2 

5.8 

7.1 

6.4 

7.4 
6.9 6.7 

5.7 

6.5 

5.8 

0.0

1.0

2.0

3.0

4.0

5.0

6.0

7.0

8.0

Styling of
analogue
input and
output 1

Styling of
analogue
input and
output 2

Styling of
analogue
input and
output 3

Styling of
analogue
input and
output 4

Styling of
analogue
input and
output 5

Styling of
analogue
input and
output 6

Styling of
analogue
input and
output 7

Styling of
analogue
input and
output 8

Styling of
analogue
input and
output 9

Styling of
analogue
input and
output 10

Age group 1 (age under 27) Age group 2 (age 27~39) Age group 3 (age over 40)



 
117 

Overall, the above 5 charts illustrate that these 3 female age group have similar taste in the 

selected 10 car interior models. Car interior model 1 (Image 61), 3 (Image 63) and 5 (Image 

65) are their most preferred interior models and car interior model 4 (Image 64) is these 3 

groups‟ most disliked interior model. Therefore, any future 3D car interior model should 

strongly consider car interior design elements from car interior models 1, 3 and 5, looking for 

their design ideas and patterns, and avoid design elements and patterns from car interior 

model 4.  

 

 

Chart 49. Female age groups' ranking score on smart storages. 

The graph illustrates three female age groups‟ opinions on 5 different car interior storages, 

which are handbags, small items, storage for umbrellas, documents and handbooks, coins and 

water bottle or drinks. 
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Overall, it can be seen on this chart that smart storage for handbags, small items and water 

bottles are essential for all 3 Chinese female age groups, while smart storage for coins is 

ranked the lowest score by all 3 groups, which may mean this storage is no longer important 

for Chinese female car consumers.  

To be specific, female age group 1 (age under 27) consider car interior smart storage for 

water bottle is the most important interior storage and interior storage for small items is the 

second-most important; female age group 2 (age between 27 to 39) consider interior smart 

storage for handbag, small items and water bottles are vital in cars equally; female age group 

3 (age over 40) thinks that, except for smart storage for coins, the other 4 interior storages are 

crucial, because this group gave high scores to the other 4 interior storages.   

 

 

Chart 50. Influence on driving experience on different female age group. 
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This graph illustrates the three female age groups‟ opinions on three different aspects which 

influence their driving experience, which are comfort, convenience and spaciousness 

respectively.  

Female age group 1 has similar opinions with female age group 2, these 2 groups consider 

„spaciousness‟ is the most important factor that can affect their driving experience. (as well as 

„comfort‟ for female age group 1).  

Interestingly, female age group 3 (age over 40) has the opposite opinion with other 2 age 

groups, female participants at this age think „convenience‟ is the significant factor for driving 

a car. Female participants at this age group voted low scores at all of these three factors, 

which may imply participants in this age group do not pay attention to driving a car.  

 

 

Chart 51. Female age groups' ranking score on interior features participants. 

This chart indicates 3 different female age groups' opinion on 5 interior features, which are 

interior decoration, interior space, smart storage, east to use and interior material respectively.  
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Chart 51 to Chart 55 Female age groups' ranking score on 5 different interior colour 

combinations 

Following graphs compare ranking scores to six different car interior colour combinations 

from 3 different female age groups.  

Car interior colour group 1 

          

Image 71. Car interior colour combination 1     Image 72. Car interior colour combination 2 

 

Chart 52. Three different age groups‟ opinions on three interior colour combinations.  

This chart shows female age group 1 prefers car interior colour combination 1 (Image 71), 

female age group 1 has similar taste on both two car interior colour combinations.  
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Female age group 3 likes the car interior colour combination 2 (Image 72) much more than 

car interior colour combinations 1, and car interior colour combination 2 above is ranked the 

highest point (7.3 out of 10) at all car interior colour combinations at this question by female 

age group 3.  

 

Car interior colour group 2  

         

Image 73. Car interior colour combination 3    Image 74. Car interior colour combination 4 

         

Image 75. Car interior colour combination 5    Image 76. Car interior colour combination 6 
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Chart 53. Three different age groups‟ opinions on four interior colour combinations. 

This bar chart illustrates that interior colour combination 6 (Image 76) is female age group 

1‟s most liked car interior colour combination at above 4 photos. Female age group 2 has 

same preference for interior combination 4 (Image 74) and 6 (Image 76). Female age group 3 

voted low scores on every interior colour combination above.  
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Car interior colour group 3  

         

Image 77. Car interior colour combination 7    Image 78. Car interior colour combination 8 

 

 

Chart 54. Three different age groups‟ opinions on two interior colour combinations.  

From above chart, it can be seen that 3 different age groups have similar opinions on those 

two interior colour combinations. And interior colour combination 7 (Image 77) is scored the 

highest point (7.1 out of 10) at all interior colour combinations by female age group 1.  
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Car interior colour group 4 (interior colour combination 9 and 10) 

         

Image 79. Car interior colour combination 9  Image 80. Car interior colour combination 10 

 

Chart 55. Three female age groups‟ opinion on two interior colour combinations. 

This chart indicates female age group 1 voted a low score for both two interior colour 

combinations, while other 2 female age groups have similar taste on the above two interior 

colour combinations.  
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Car interior colour group 5 (interior colour combination 11, 12 and 13) 

          

Image 81. Car interior colour combination 11  Image 82. Car interior colour combination 12 

 

Image 83. Car interior colour combination 13 
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Chart 56. Three female age groups‟ taste on interior colour combination black & red.  

Above three interior colour combinations reveal three female age groups‟ taste on interior 

colour combination black & red. The interior colour combination 11 (Image 81) received the 

lowest score from all 3 groups, while they have similar preference on interior colour 

combination 13 (Image 83). Female age group 2 voted the highest score (over 7 point) at 

interior colour combination 12 (Image 82) in all five interior colour combination groups.   

To sum up, different female age groups have different preference in car interior colour 

combinations, for instance, photo 7 (Image 77) is the most preferred interior colour 

combination by female age group 1, female age group 2 likes interior colour combination 12 

(Image 82) the most and interior colour combination 2 (Image 72) received female age group 

3‟s highly attention; however, these 3 female age groups‟ taste on interior colour 

combinations still have similarity, for example, they prefer any interior colour combinations 

combined with black colour.  
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Chart 57. Important interior factors on different female age groups.  

The chart indicates three female age groups‟ opinions on five important interior factors by 

ranking scores, which are family friendly, functional, practical, fashionable interior design 

and status enhancing respectively.  

It can be seen on the chart that female age group 2 and 3 have similar opinion on the car 

interior factor of family friendly, while female age group 1 voted this factor as the lowest 

score among all factors. This phenomenon may imply that female age group 1 (age under 27) 

has the characteristic of self-concept; participants in this group more focus on themselves, 

because they also ranked fashionable interior design as the second-most significant factors. 

However, three female age groups have close opinions on the interior factors of status 

enhancing, which illustrate that compared with other interior factors, status enhancing is the 

most important interior factor for female participants. 
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Chart 58. Important interior requirements on different female age groups. 

Above graph shows three female age groups‟ opinions on four significant car interior 

requirements, which are face consumption, social status, personal requirements and family 

requirements respectively.  

All three female age groups have similar opinion with the requirement of face consumption, 

which receive the highest score from all three female age groups. On the contrary, personal 

requirements get the lowest score from these three female age groups. The requirement of 

social status is the second-most important interior requirement for these three female age 

groups. 

Overall, opinions of four interior factors from the three different female age groups are 

similar, face consumption is the most important factor for all groups; the requirement of 

social status takes the second place; family requirement of car interior may not significant for 

female participants and they do not care about personal requirements of a car interior. 

To conclude, this study reveals Chinese female participants‟ different opinions and 

preference on car interior details, layouts, color combinations and factors. It shows that 
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although these 3 different Chinese female age groups have different taste on car interior 

elements and details, they all focus on the face consumption and status enhancing that a car 

interior can provide.  

The next chapter will assemble the car interior elements that are favoured by Chinese female 

participants in feedback from the first survey, helping to formulate drawings for a 3D concept 

car interior design guide lines. 
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4.8. Survey 1 - Resulting design guide-lines 

This chapter gathers the information from analysis of feedback from the first survey, and 

incorporates it into a virtual 3D car interior CAD model in order to reveal Chinese female 

consumers‟ actual car interior needs and requirements. 

 

4.8.1 Preferred car interior color combination by Chinese male/female participants 

Based on the feedback of question 6, designed interior color 12, which is showed below, 

received the highest score as the selected car interior color combinations from both Chinese 

male/female participants; car color combination 8 also ranked the highest score from female 

participants, therefore, color combination project black/dark red and color combination 

project black/light grey will be chosen for the vital 3D car interior compute model. 

          

Image 84. Car interior color combination 12     Image 85. Car interior color combination 8 

 

4.8.2 Required car interior smart storage by Chinese male/female participants 

As showed on the feedback of question 3, smart storage for water bottle and drink cup is the 

most wanted feature for both Chinese male/female participants for a car interior and Chinese 

female participants also scored smart storage for small items, such as wallet and smart phone, 



 
131 

as their most wanted. Therefore, smart storage for a water bottle and small items will be a 

focus in the coming 3D car interior compute model. 

 

4.9 The most preferred car interior layout and style by Chinese male/female 

participants  

This paragraph will discuss, and analyse the chosen three car interior layouts which Chinese 

participants preferred, to expose the similar and different car interior design elements that 

attract Chinese participants.  

Meanwhile, the interior design of Volvo YCC will be involved, because it is the first concept 

car that is announced “designed by women for women” (Hanlon, 2004).   

This paragraph will also discuss the least preferred car interior layout by Chinese female 

participants in order to avoid incorporating disliked car interior elements into further 3D 

concept car interior design.   

Of the three car interior photographs showed below, photograph 3 (Image 86), Photograph 1 

(Image 87) and Photograph 6 (Image 88) ranked the first, second and third preferred car 

interior layout and style, centre control, digital output and input design of 10 different 

selected car interiors.  
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Image 86. Car interior layout 3                      Image 87. Car interior layout 1 

  

 

 

Image 88. Car interior layout 6 

The idea of hiding the car logos was to avoid brand identification; however it is now 

important to reveal what these three cars are, finding what comments these car interiors have 

generated in the public domain and then analyse and incorporate the valued car interior 

elements into further research.  
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4.9.1 Car interior layout 3 and 1 2018 Bentley Continental GT (2018 version, 2016 

version) 

        

Image 89. Car interior layout 3 (2018 version)  Image 90. Car interior layout 1 (2016 version) 

As is known to all, the Bentley Continental GT is one of the most luxurious cars in the world; 

its interior contains a high-tech dash board and electronic display, fine leather seats, hand-

polished wood trim and first class handcraftsmanship, which are highly praised in all social 

media; however, these luxury details, especially texture, are photoshopped to simple lines in 

this research in order to prevent participants recognising them and the brand of this car. Its 

interior design still rated as the most and the second-most preferred car interior design from 

selected ten car interior layouts. One of the reasons may be because of its simple and clear 

interior layout design. They both have fluent and dynamic design lines, flowing from the door 

area to the area of central control.  
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4.9.2 Car interior layout 6 2019 Skoda Scala  

  

 

 

Image 91. Car interior layout 6 

The interior design of 2019 Skoda Scala does not have any spectacular design elements at the 

first glance, its interior design is being called common by most of the public domain and car 

review magazines. Its uncluttered dash board design with a neat dynamic waistline (BBC Top 

Gear, n.d.) offered a feeling of spacious interior space and simple but high-tech interior 

layout. 

 

4.9.3 Interior layout of Volvo YCC 

  

Image 92. Photograph YCC 

Volvo YCC has a huge smart storage for personal belongings in the center console, which is 

a double-storage design: outside compartment for small items, such as keys and smart phone; 

the one behind the outside compartment is big enough to keep handbag and laptop; there is a 
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garbage can for waste paper on the side of compartment, the theory of these design ideas are 

to make it convenient and easy for the drive to reach their belongings at anytime (2004, 

Hanlon). Reviews in the public domain about Volvo YCC concept car interior are mainly 

describing its unique smart storage design and position; this concept car is designed by three 

female car designers, therefore, convenient, spacious and multifunctional storage are a high 

priority in their car.  

 

4.10 The least preferred car interior layout by Chinese female/male participants.  

Image 93. Car interior layout 10                      Image 94. Car interior layout 2 

The reason that I focus on both the most preferred and the least preferred car interior layout 

and style is to embrace positive car interior elements and avoid negative ones.  

Interestingly, the least liked car interior layout is from the Mercedes-Benz S series, which is 

one of the popular luxury cars in the Chinese car market, as well as the second-least liked car 

interior layout 2, which is from BMW 5 series 2018. These two cars both have been regarded 

as the most popular sedans in the Chinese car market for decades, therefore, the feedback 

further reveals the Chinese female consumers‟ face consumption behaviour: they pay more 

attention to famous car brands than actual car interiors. (These two car interior layouts are 

also the least liked by male participants).  
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It can be seen in the above two car interior layouts that the Mercedes-Benz S series looks too 

complicated and disordered at the two sides of doors; and BMW 5 series 2018 has similar 

issues, but in the areas of central control and gearshift. Also, compared with the most 

preferred car interior layouts 1 and 2, which have clean and dynamic interior design lines 

across center control from the door side, the interior waistline of these two cars have been 

divided into several individual parts from centre control to door side.  

 

4.11 New Design guidelines derived from the first survey 

This chapter lists the design guidelines/criteria for the design of car interiors to suit the 

preferences of Chinese female consumers. These are the criteria that resulted from the 

analysis of the survey 1 feedback that will guide the new concept. This is the new knowledge 

that is uncovered by this research and it will explain how to test and refine these criteria in 

the next chapter. 

Criterion 1; the type of gear stick design that Chinese car consumers prefer is showed on the 

photograph of Gear stick 1, which is a disc type design, shifting speed by spinning the gear. 

Criterion 2; the clean and dynamic car interior layout and style, with less interior decorations, 

are highly ranked by both Chinese male and female car consumers as is the design style of 

central control.  

Criterion 3; Chinese car consumers prefer concise, clear and easy-to-understanding central 

digital output and input as well as the styling of analogue input and output of Car interior 

layout 3.  

Criterion 4; car interior colour combination black/red is the colour combination in car interior 

that Chinese car consumers prefer. 
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Criterion 5; storage spaces for water bottle and drink is highly demanded by both male and 

female participants; meanwhile, storage spaces for small items, such as wallet and smart 

phone, is also required by female participants at the same degree of important as storage 

spaces for water bottle and drink. 

Criterion 6, passenger LED screen, which will be designed facing the passengers above the 

passenger storage compartment, to test whether it works on Chinese female car consumers or 

not.  

 

To conclude, some car interior design elements that are highly ranked by Chinese female 

participants will be involved in the next research process: generating a 3D car interior model. 

Examples are the required car interior color combination, smart storages for handbags, water 

bottle and small items, circular design elements, dynamic waistline and simple and clear 

overall interior layout. Design elements from paragraph 10 (Mercedes-Benz S series) and 2 

(BMW 5 series 2018) will be avoided, such as their complicated central control design and 

massive functional switches at both sides of the doors.  

The next chapter will show preliminary sketches of a concept car interior and the choice of 

one for further 3D modelling design.  

 

 

 

 

 



 
138 

4.12 Survey 1 – Resulting new car interior design and explanation. 

This chapter explains how this 3D concept car interior model responds to the feedback of the 

previous survey. Design ideas and elements of this concept car interior model will be listed in 

this chapter in detail. The experimental 3D concept car interior layout styling involves the car 

interior details and elements that are derived from the previous survey and are preferred by 

Chinese female participants. It is recognised that there may be other car interior details which 

have not been explored that may also be important, even to the extent of overiding some of 

the preferences in this research. These are unknown and therefore will not be discussed in this 

part of the research. They are possible topics for further research. 

4.12.1 Preliminary car interior sketches 

There are 5 preliminary car interior sketches (hand generated) below in order to illustrate the 

concept car interior design progress and how the design elements and ideas of 3D concept car 

interior layout originated. 

     

Image 95. Car interior sketching 1                      Image 96. Car interior sketching 2 
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Image 97. Car interior sketching 3                      Image 98. Car interior sketching 4 

 

Image 99. Car interior sketching 5 

Car interior design elements and ideas of the above 5 preliminary car interior sketches are 

based on the feedback of first survey. The final version of preliminary car interior sketching, 

which assembled and organized reasonable car interior design ideas, is shown below: 
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Image 100. Final Car interior sketching 1 

The next paragraph will show the 3D concept car interiors, and then clearly illustrate the 

design explanation of each car interior element. 

 

Image 101. Concept car interior layout 1       
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Smart storages: ①, ②, ③, ④, ⑤, ⑥ and ⑩ 

LED screens: ⑦, ⑧, ⑨, ⑩ 

Vents: ①① 

 

4.12.2 Car interior color combination 

According to survey question 7, Chinese female participants have the highest preference for 

the red/black color combination in car interiors; therefore, the final concept car interior model 

is composed mainly with this red/black color combination. As shown as above at Photo 1.  

 

The symbolic meaning of the color red in Chinese traditional culture represents love, jubilant 

happiness and luck; it is used in traditional weddings on the wedding dress and decorations; 

for Chinese Luna New Year and also for other formal celebrations. Meanwhile, in ancient 

China, beautiful girls were called “red faced” and their living room were called “red 

building”; and nowadays, Chinese still use those appellations colloquially. These traditional 

cultural values may still have influence upon Chinese females (Qu, 2019). 

 

The color black in Chinese traditional culture represents “water” in one aspect, symbolizing 

justice and equity, giving a sense of steadiness or prudence. The color black represented the 

common people's pursuit of and yearning for a living of righteousness in old China (Hu, 

2014). The findings of the first survey show that Chinese female participants are looking for 

car interiors with a “homely” feeling. Therefore, these two colors both have positive 

associations in China, more importantly, represent a positive way of living with love and 

righteousness. That may be the reason that Chinese female car consumers prefer the red/black 

palette in cars. 
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4.12.3 Car interior smart storage spaces 

Based on the survey question 8, Chinese female participants prefer a car interior with 

functional smart storage for their personal belongings. 

 

Storage space ④ and Storage space ⑤ are common car interior storage spaces; 

Storage space ① is designed for the female user's larger sized handbag. It can be slid back in 

order to insert the whole handbag; 

Storage space ② and ⑥ are both intended for the temporary storage of small items; Storage 

space ② is usually for car key; and Storage space ⑥ are intended for stowing temporary 

documents, such as temporary paper car license. 

There is water bottle storage area behind storage space ②. As referred to in survey question 

9, Chinese female participants pay the most attention to water bottle storage of all the smart 

storage appointments in the car interior; therefore, this storage space is located close to both 

driver and passenger.   

⑩ is both LED touch screen and smart storage. The user can simply press the screen to open 

it up, depositing their smart phone or wallet within. 

Under the LED screen ⑩, there is a place for keeping items such as a pen. 

 

All these designs for smart storage spaces are based on feedback of the previous survey; their 

functions and the satisfaction of Chinese female consumers will be tested via the next survey 

to check whether these designs for smart storage satisfy another separate group of Chinese 

participants. 
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4.12.4 Car interior LED screens 

LED screens, as we can see the feedback from question 12, is the second-highest significant 

car interior element for Chinese female participants. Their preference for the position of the 

central digital output and input and the styling of the analogue input and output are illustrated 

in survey question 16. Therefore, designs for LED screens ⑦, ⑧, ⑨, ⑩ reveal their 

preferences. LED screen ⑧ is designed for entertainment purposes on long trips for 

passengers only and will be tested in the next survey, to see whether Chinese female 

participants prefer LED screen ⑧ or their mobile phone for entertainment purposes on long 

trips. 

 

4.12.5 Car interior vents 

The shape of the car's interior vents is also a crucial car interior element for Chinese female 

participants, according to survey question 10. Survey question 15 is designed to reveal their 

preferences in this area. We can see that Chinese female participants prefer circular designs 

for the shape of car interior vents. 

 

Interestingly, survey question 16 indicates that Chinese female participants only like circular 

design elements appearing in car interior vents. There is an example shown in the survey, 

question 16, in which car interior (layout 6) has circular design elements for most of its car 

interior features, such as all the LED screen, vents, every button and dashboard; however, this 

car interior layout was voted the lowest score by Chinese female participants; and for the 

most-preferred car interior layouts, only the vents feature a circular design element, therefore, 

circular design elements should  only appear in the vents' design for Chinese female 

consumers. 
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Image 102. Concept car interior layout 2       

①② Stream lines of the interior design 

 

4.12.6 Car interior overall layout 

It can be seen on survey question 16 that Photo 1 and Photo 3 have been voted by Chinese 

female participants the highest and second-highest preferred car interior layout. The common 

design elements of these two car interior layouts are, first of all, that they have a simple and 

clean stream-lined design running across the whole car interior from left to right, as shown in 

①②. Secondly, there is also a straight and concise line going across the dashboard from the 

center console. Thirdly, compared with other car interior layout photos shown in question16, 

the top-three Chinese female participants‟ preferred car interior layouts are compact and 

explicit, illustrating every car interior function simply and clearly. Therefore, the overall 

layout of this concept car interior is designed in accordance with  the above three main 

principles. 

 

To conclude, all the car interior design elements and principles used in this 3D concept car 

interior design are based on evaluation of survey feedback and personal understanding; others 
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may have different thoughts on feedback of this survey from Chinese female participants. 

This research is mainly to provide a basic car interior design guild line, explore Chinese 

females‟ car interior preferences and develop a way of car interior design thinking and 

approach. The next chapter will examine this 3D concept car interior via another survey of 

300 Chinese participants (both male and female) in order to quantify their satisfaction with 

this model, testing and refining design guidelines and further indicate Chinese female car 

consumers‟ needs. 
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Chapter 5. Survey 2 – Questionnaire design feedback and data results  

This chapter describes the feedback from the second survey and analyses the resulting data. 

The aim of this survey was to find out if the „Concept Car Interior‟ specifically designed to 

accommodate Chinese female consumers was preferred by Chinese female consumers. This 

survey involved 300 Chinese participants of which 156 were female and 144 males. In the 

survey participants were presented with 6 car interiors, 5 from existing car interiors (these 

were the most preferred by Chinese female participants in the first survey) and one of the 

„Concept Car Interior‟ design.  This chapter has 3 parts:  

The first illustrates the Chinese female preference for each car interior layout and reveals 

their preferences on each interior detail compared to the concept car's interior, such as smart 

storage and the LED screen.  

The second part indicates and compares the different gender‟s preferences on different car 

interior layouts compared to that of the concept car's interior elements.  

The third part discusses the car interior preferences by married/unmarried female groups and 

different female age groups. 

In this survey, to ensure that the participants choices were not biased by brand identity, the 6 

car interior images were presented as follows:  

a. On a black background with white line work to illustrate the interior detail and 

features. 

b. All surface textures and distinguishing brand logos were removed.  

c. The perspective angle in all images was as close as possible 

A further 3 coloured images of the concept car interior at the same perspective angle, but 

different to those of the black and white images, were also included. 
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These 6 black and white images and 3 coloured images are shown below:   

  

Image 103. Car interior layout 1                        Image 104. Car interior layout 2 

        

Image 105. Car interior layout 3                        Image 106. Car interior layout 4 

       

Image 107. Car interior layout 5                       Image 108. Car interior layout 6 
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Concept car interior styling 

 

Image 109. Concept car interior design photo 3 

 

Image 110. Concept car interior design photo 4 

Below is a description of the elements numbered in the above two coloured concept car 

interior images:  
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Elements No. 1 is storage for holding large size handbags. 

Elements No. 2 is storage for placing small items, such as car key and wallet.  

Elements No. 3 is storage behind storage 7 which is a smart storing space for pen, as shown 

on photograph 2. 

Elements No. 4 is common storage space for umbrella and documents 

Elements No. 5 is common storage space for umbrella and documents.   

Elements No. 6 is a temporary storage, keeping temporary paper work such as temporary 

driving license.   

Elements No. 7 is hiding behind an LED screen. This small storage is also for saving small 

items, such as a mobile phone.  

Elements No. 8 is for two water bottles. 

 

Image 111. Concept car interior design photo 5 
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Elements No. 9 is LED display used to display the car's speedometer/fuel gauge and 

ventilation controls etc. 

Elements No. 10 is LED display for displaying virtual switches, such as A/C switch and 

combination switch.  

Elements No. 11 is the main screen to show functions such as playing music, as well as maps, 

navigation, Bluetooth and phone call.  

Elements No. 12 is passenger LED screen, for long trip entrainment and support navigation.   

Elements No. 13 is ventilator grille styling. 

 

5.1 Part 1 156 Chinese female participants’ opinions on 6 selected car interior layouts 

Part 1 shows 2 charts; the first chart illustrates the 156 Chinese female participants‟ opinions 

on 6 selected car interior layouts and their interior details; the second chart shows their 

preference on each of the car interior details from the experimental 3D concept car's interior. 
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5.1.1 Chinese female participants’ preference on each car interior layout.

 

Chart 59. 156 Chinese female participants‟ opinions on the six selected car interior 

layouts from different perspectives. 

This bar chart shows the 156 Chinese female participants‟ opinions on the six selected car 

interior layouts from different perspectives. All 6 car interior layouts have received positive 

evaluations by the 156 Chinese female participants (6 to 7 points out of 10). This chart 

illustrates their different preferences on each car interior layout. 

It can be seen on the chart that car interior 3 (Image 105) (the experimental concept car 

interior) ranked the highest score on overall interior layout design among all 6 car interior 

layouts, as did its center control layout design and other input and output designs. However, 

Chinese female participants prefer LED screen styling and LED screen position on the car 

interior layout 6 (Image 108) than the other 5 car interior layouts. 
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Note: It is possible that the slightly different visual angle might to some extent account for the 

different perception of the LED screen, which is in fact almost identical in interior 6 and 

interior 3 

To conclude, the experimental concept car interior received positive results from Chinese 

participants. In particular its overall interior layout is well liked by these 156 Chinese female 

participants. Its LED screen styling may not be as successful, which scored the third-highest 

points amongst these 6 car interiors. Its LED screen styling design ranked slightly lower than 

car interior 5 (Image 107) and obviously lower than car interior 6; future research should take 

car interior LED screen styling 5 (Image 107) and 6 (Image 108) into consideration combined 

with car interior 3 (Image 105) when exploring Chinese female car consumers‟ preferences 

and needs for car interior LED screen design. 
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5.1.2. Chinese female participants’ preferences on each car interior detail of the 

experimental concept car's interior styling. 

 

Chart 60. 156 Chinese female participants‟ satisfaction with each experimental concept car 

interior detail. 

This chart illustrates the 156 Chinese female participants‟ satisfaction with each experimental 

concept car interior detail. 

The chart clearly shows that all concept car interior details received an average of 7 out of 10 

points, which is a positive result for this research. LED screen styling 12 ranked the highest 

by score at 7.99, indicating that Chinese female participants have high demand and 

preference for the passenger LED screen. 
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Smart storage 1, which is a spacious car interior storage for a handbag, received the second-

highest point score (7.91) among all the concept car interior details, demonstrating that 

spacious handbag storage is an essential car interior element for Chinese female car users. 

Overall, each concept car interior detail design received positive feedback from Chinese 

participants, which provides some support for this research approach. It also suggests that 

Chinese female car users require spacious handbag storage and a passenger LED screen, 

which most of the cars in the current Chinese car market lack. 

   

5.2 Part 2 Different preferences and requirements of 6 selected car interior layouts 

between Chinese male and female participants 

Part 2 focuses on different preferences and requirements of 6 selected car interior layouts 

between Chinese male and female participants. It also shows their different opinions on each 

interior detail of the experimental 3D concept car's interior styling. 
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5.2.1 Preferences on each car interior layout and concept car interior detail by gender 

 

Chart 61. The preferences, by gender, on 6 selected car interior layouts. 

This chart shows the preferences, by gender, on 6 selected car interior layouts. It clearly 

indicates Chinese male and female have different tastes in car interiors. Chinese female 

participants like the overall experimental concept car interior the most (7.34), however, 

Chinese male participants voted it the second-lowest score (6.70), which can be seen as a 

significant difference between Chinese males and females. 

Another interesting finding in this chart is that the most preferred car interior layouts (car 

interior layout 2 (Image 104) to car interior layout 5 (Image 107)) have received higher 

scores from Chinese female participants than that of the Chinese male participants. In 

contrast, car interior layout 1 (Image 103) is ranked as the most preferred car interior layout 

by Chinese male participants and received the lowest score from Chinese female participants. 
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5.2.2 Preference on centre control layout by gender

 

Chart 62. Chinese male and female participants‟ preference on 6 selected car interior centre 

controls. 

The above chart shows Chinese male and female participants‟ preference on 6 selected car 

interior centre controls. Car interior 3 (Image 105) (the experimental concept car interior) is 

ranked the highest (7.19) by Chinese female participants, but received an average response 

(6.97, the average point of all 6-car interior centre control) from the Chinese male 

participants. Interestingly, Chinese male participants show their interest in the centre controls 

of car interior layout 1(Image 103); however, Chinese female participants scored its centre 

control as their second-least favourite. The centre control of car interior 4 (Image 106) ranked 

the lowest score from both male and female participants. 
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5.2.3 Preference on LED screen styling by Chinese male and female participants 

 

Chart 63. Chinese female and male participants‟ opinions on 6 selected car interior LED 

screen stylings. 

This bar chart illustrates Chinese female and male participants‟ opinions on 6 selected car 

interior LED screen stylings. The LED screen styling of Car interior layout 6 ranked the most 

preferred by both Chinese female and male participants. The LED screen styling of the 

experimental 3D concept car has scored the third-highest point (7.21) among all 6 selected 

car interiors by Chinese female participants and the lowest point by Chinese male participants. 

 

 

 

 

5.2.4 Opinions on LED screen position by Chinese male and female participants 
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Chart 64. 300 Chinese participants‟ preference on 6 selected car interior LED screen position. 

This chart shows 300 Chinese participants‟ (144 male participants and 156 female 

participants) preference on 6 selected car interior LED screen position. The LED screen 

position of car interior 1 (Image 103) scored the highest points (7.42) by male 

participants and an average score (7.25, the third-highest point among all 6 selected car 

interiors). Chinese female participants voted LED position from car interior layout 6 (Image 

108) as their favorite (7.34) and this LED screen position also received average scores (7.20) 

from male participants. 

The LED position of experimental 3D concept car interior ranked the second-most favored by 

Chinese female participants and second-least favored (6.94) by Chinese male participants. 

The LED position of Car interior 4 still ranked the least preferred by both Chinese male and 

female participants. 

5.2.5 Preference on other inputs and outputs by Chinese male and female participants 
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Chart 65. Chinese male and female participants‟ opinions on input and output configurations 

of the 6 selected car interior layouts. 

The above chart indicates 156 Chinese female participants and 144 Chinese male participants‟ 

opinions on input and output configurations of the 6 selected car interior layouts. 

Interestingly, Chinese male and female participants show common preference for the inputs 

and outputs of car interior 3 (Image 105) (the experimental 3D concept car interior), voted 

this detail as their most preferred (female) and the second favorite of the male participants. 

However, Chinese male and female participants show significant divergence on the detail of 

car interior 1 (Image 103): Chinese male participants voted it as their most liked while 

Chinese female participants ranked it as their least liked. 

To sum up, the above 5 bar charts, which are concerned with the car interior details from the 

6 selected car interior layouts, indicate different car interior preferences and tastes by Chinese 

male and female participants. Although Chinese male and female participants gave positive 

feedback to these interior details, significant gender difference of car interior preference can 

be seen from the above results: Chinese female participants voted a higher score (over 7 
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points) than Chinese male participants most of the time. This may illustrate that Chinese 

female car consumers are more easily satisfied on car interiors than Chinese male participants 

and that Chinese male car consumers are more critical of car interiors compared to Chinese 

female consumers. 

 

5.2.6 Gender difference on each car interior detail of experimental 3D concept car 

interior styling.

 

Chart 66. Chinese female and male participants‟ opinion on each car interior detail from the 

experiment 3D concept car interior design. 

This bar chart explores Chinese female and male participants‟ opinion on each car interior 

detail from the experiment 3D concept car interior design. Although all 3D concept interior 
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details received over 7 points by both Chinese male and female participants, there are still 

different preferences and requirements remaining between different genders. 

This chart shows significant different tastes on smart storage 1 (for large size handbag), LED 

screen styling 11(center LED screen) and LED screen styling 12 (for passenger usage) by 

different gender: Chinese female participants were highly satisfied with those 3 designed 

concept car interior details while Chinese male participants gave them average scores. 

Chinese male participants are interested in smart storage 6, which is a temporary storage, 

keeping temporary paper work such as a temporary driving licence, but Chinese female 

participants have the least interest in it. The most preferred concept car interior details for 

Chinese male participants are the concept LED screen styling design 9 and 10 (7.65 point, the 

highest point by male participants), which are for speedometer/fuel gauge and ventilation 

controls etc. respectively. However, Chinese female participants show average feedback on 

those (7.54 and 7.44 point). 

Smart storage 3, which is behind LED screen 10, which is a smart storage space for pen, and 

smart storage 7, which is hiding behind an LED screen, for saving small items, such as 

mobile phone received the lowest score (7.31) by Chinese male participants and a low score 

(7.45) by Chinese female participants. This may indicate that Chinese participants are not 

fond of hidden storages. 

To conclude, this chart illustrates feedback and results from Chinese male and female 

participants on designed concept car interior details, further exploring their preference and 

requires on car interior. Chinese female car consumers have the most interest in LED screen 

for passengers and smart storage for large handbag near the driver's seat and passenger seat; 

however, Chinese male participants voted relatively uniformly for all concept car interior 
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details, only showing a bit more interest in 2 concept LED screen stylings. These findings 

may indicate that Chinese female car consumers care more about in/convenience and having 

fun while driving or seated; and Chinese male participants focus on practical usage for car 

interior details. 

 

5.3 Part 3 Feedback and results of the second survey by different Chinese female groups 

Part 3 discusses feedback and results of the second survey by different Chinese female groups. 

This part is divided into two Chinese female groups; married/unmarried female group and 

female age groups respectively. Chinese age groups will be divided as age 19-26, 27-37 and 

over 40. (as this research has no female participants whose age is 38, 39 or under 19). The 

first female age group is set at 19 to 26 for two reasons: first, the average age for a Chinese 

female to get married is age 26, according to Chinese official data at 2019 (Stats.gov.cn, 

2012); secondly, most Chinese females have been working for few years before considering 

their first car at the age of 26. 

Feedback from married/unmarried Chinese female groups. 

(Chinese married group has 106 Chinese female participants and unmarried group contains 

50 Chinese female participants). 

 

 

 

5.3.1 Preference on 6 selected car interior layouts by married/unmarried female group 
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Chart 67. Chinese female unmarried groups‟ opinion on 6 selected car interior layouts. 

 

Chart 68. Chinese female married groups‟ opinion on 6 selected car interior layouts. 
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Those 2 charts above illustrate Chinese female married/unmarried groups‟ opinion on 6 

selected car interior layouts. It can be seen on the first chart that the unmarried group of 

Chinese female participants have similar taste in all 6 car interior layouts and their interior 

details; however, the married group of Chinese female participants is more critical of each car 

interior layout. 

Although the unmarried group has similar preferences on all 6 selected car interior layouts, 

the first chart still indicates that car interior 3 (Image 105), which is the experimental concept 

car interior design, has been ranked slightly higher than the other 5 car interior layouts. 

The second chart shows that the married group ranked car interior 6 (Image 108) as their 

most preferred car interior of the selected 6 car layouts, and each car detail of car interior 6 is 

voted the highest score by this group. The experimental concept car interior layout, which is 

car interior 3, is scored as their second preferred car interior layout. 
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5.3.2 Opinions on each concept car interior detail by married/unmarried female group 

 

Chart 69. The differences and similarities of car interior preference and needs on the 3D 

concept car interior details by married/unmarried group. 

This line charts illustrate the differences and similarities of car interior preference and needs 

on the 3D concept car interior details by married/unmarried group. 

The married Chinese female group has high demand on the large size handbag storage (8.08), 

which is the smart storage 1, while unmarried Chinese female group considers the smart 

storage 1 as of average importance among interior elements of all those designs of car interior 

storage. Another significant different car interior requires on the 3D concept car interior 

details by these two groups is smart storage 3, which is a smart storage space for a pen; 

Married group ranked average score (7.64) on it and unmarried group ranked it as the lowest 

preferred car interior storage (7.03). 
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LED screen styling 9, which is for speedometer/fuel gauge, also shows those two groups‟ 

differing taste. Married group scored it at 7.71 points and Unmarried group scored 7.16, 

which may indicate that these two group have different preferences on car LED screen styling 

9. 

This chart also determines these two Chinese female groups‟ similar tastes on these car 

interior design elements. Specially the LED screen styling 11, which is for passengers, has 

been ranked very highly (the highest point by unmarried group and the second-highest point 

by married group). 

To sum up, there are significant different car interior preferences and requirements between 

married and unmarried Chinese female car consumers. These two group have different 

demands on the car interior storage 1 3 and 4; married Chinese female car consumers may 

require more storage space in car while unmarried Chinese female car consumers consider it 

not important compared with other interesting car interior functions, such as the passenger 

LED screen. The passenger LED screen is also much desired by married Chinese car 

consumers, this may indicate that married Chinese female car consumers demand not only 

practical functions, but also entertainment functions to relax in cars. However, unmarried 

Chinese female car consumers only prefer more entertainment functions in cars and consider 

interior storage space not essential. 

The following paragraphs discusses the feedback of Chinese female age groups from the 

second survey. 
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5.3.3 Preference on 6 selected car interior layouts by different Chinese female age 

groups 

 

Chart 70. Age group 1 (19-26). 

 

 

Chart 71. Age group 2 (27-37). 
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Chart 72. Age group 3 (over 40). 

The above 3 charts illustrate 3 Chinese female age groups‟ opinions on 6 selected car interior 

layouts. Chinese female age group 1 has 50 female participants, age group 2 has 87 female 

participants and age group 3 has 19 female participants. 

Age group 1, which is the unmarried group, shows similar taste on selected 6 car interior 

layouts and their preference for car interior 3 (Image 105) (the experimental concept car 

interior styling) is slightly higher than others. 

Age group 3 (age over 40) is similar to age group 1. Chinese female participants whose age is 

over 40 consider these 6 selected car interior layout stylings have only slight differences with 

each other. However, age group 3 voted a higher score on each car interior detail than that of 

age group1 (Image 103), which may indicate that compare with female age group 1 (younger 

generations), female age group 3 are easily satisfied with car interior layout and styling. 

Chinese female age group 3 considers that car interior layout 2 (Image 104) is more suitable 

for their car interior preference because they voted each detail of car interior layout 2 higher 

than the rest of the selected car interior layouts. 
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It can be clearly seen on chart 2 that this Chinese female age group (over 40) is much more 

critical of selected car interior layouts and styling than the other two age groups. Each car 

interior detail is ranked differently, some of them get a very low score and some of them get a 

high score. This may indicate that Chinese females at this age are more likely to express their 

attitude and preference than other age groups of Chinese females. Car interior layout 6 

(Image 108) is their most preferred car interior styling and car interior layout 3 (Image 105) is 

ranked as their second-favorite. Although the LED screen styling of car interior 5 (Image 107) 

is given a high score (the second-highest score among all 6 LED screen styling), other details 

of this car interior styling do not get their approval. 
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5.3.4 Opinions on each detail of concept car interior by different female age group 

 

Chart 73. Chinese female age groups‟ opinions on each detail of experimental concept car 

interiors. 

The above line chart illustrates 3 Chinese female age groups‟ opinions on each detail of 

experimental concept car interiors. 

It can be seen on this chart that age group 1 (19-26) and age group 2 (over 40) have 

similarities on these interior details of concept car interior styling, because they have similar 

preference on 9 (9 out of 13) concept car interior details, and they gave all those concept car 

interior detail over 7 (7 out of 10) points. 

Age group 3 is more critical of those concept car interior details compared with the other 2 

age groups; for instance, this group scored the lowest point for smart storage 8 (6.67) and the 

highest point on smart storage 5 (8.25). 
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Chinese female age group 1 voted average rating on the smart storage 1, which is for a large 

size handbag; however, other 2 Chinese female age groups were highly satisfied with  this 

smart storage (8.05 out of 10, the second-highest score by those two age groups). 

Smart storage 2 (behind LED screen 10, which is a smart storing space for a pen) is ranked 

the lowest score by Chinese female age group 1 (age between 19-26) but received average 

score by the other two female age groups. 

Age group 3 (over 40) indicates a high demand for Storage 5, which is a common storage 

space for umbrella and documents, because this group gave the highest score (8.25) on this 

smart storage. The other 2 groups both gave it an average score. 

Another significant different car interior preference among those 3 age groups is smart 

storage 8 (for water bottles). Chinese female age group 3 voted the lowest score on it but the 

other two age groups have similar positive feedback on this storage space. 

These three Chinese female age groups also have different taste on concept LED screen 

stylings, for example, smart storage 10, which displays virtual A/C switch and combination 

switch, is not highly satisfactory to age group 3 (aged over 40) but the other two age groups 

consider it important, which is the same as the feedback of concept LED screen 12 (passenger 

LED screen). 

To sum up, different female age groups show different tastes and demands on car interior 

details, but they also display similarities. The younger generation (age group 1 and 2) require 

new-tech and entertainment functions in cars, for example, Chinese female age group 1 and 2 

are both satisfied with the passenger LED screen (concept LED screen styling 12) and virtual 

A/C switch and combination switch on the LED screen 10 with its hidden smart storage. On 

the contrary, older Chinese female age group 3 (age over 40) voted a lower score on those 
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high-tech car interior functions and put more focus on practical usage of interior space and 

functions, because this group ranked all smart storage and the ventilator grille styling higher 

than all of concept LED screen stylings. 

 

Conclusion 

The feedback from the second survey is positive, giving abundant information about Chinese 

male and female‟ car interior preference and requirements. More importantly, the feedback 

helps this research to explore in detail Chinese female car consumers‟ demands and car 

interior choices by their age and married/unmarried status in order to answer the research 

questions. 

The next chapter is the final conclusion, which will clearly list different car interior 

requirements and preferences by Chinese gender difference, married/unmarried Chinese 

female groups and different Chinese female age groups. It also will discuss the limitations of 

this research and provide recommendations for future research. 
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Chapter 6. Discussion and conclusions 

This research explores Chinese female car consumers‟ interior preference and needs. For 

example, Chinese female car consumers require a spacious car interior, entertainment car 

interior functions, such as passenger LED screen, and multifunctional smart storage for their 

numerous personal belongings. It determines that their car buying behaviour is mainly 

affected by face consumption; other Chinese traditional cultures barely influence their 

purchasing decision. This research also indicates the different car interior tastes between 

Chinese male and females‟ car consumers: Chinese male car consumers focus on the practical 

usage of car interior, while Chinese female car consumers pay more attention to gain social 

status by car interior style and decorations. Moreover, it shows female age difference of their 

car interior tastes and requirements. 

 

This chapter will review the results and findings of this research based on Chinese female‟s 

preferences and requirements for car interior design and discuss the contribution of this 

research regarding actual car design and the Chinese car market. Recommendations for future 

researches will be drawn to further assist with Chinese females' car interior demands and 

needs as well as to inform the car interior design process. 

 

Four research approaches were applied in this research in order to explore Chinese female 

consumers‟ car interior preferences and needs, all of which necessitated planning and design. 

These four research approaches are as follows: 

1. Literature review was undertaken to understand Chinese female consumers‟ car interior 

preferences, requirements, purchasing decisions and buying habits. From this information 

patterns and trends emerged, car interior design elements with characteristics of 
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convenience, storage ability and comfortable driving experience. These criteria are 

gathered for analysis to inform survey design. 

2. A survey was conducted to confirm Chinese female consumers‟ car interior preferences 

and requirements, also to test whether or not special Chinese situations, which are 

Chinese traditional culture, face-related consumption, family-oriented consumption, 

impulsive consumption and preferred products with symbolic meaning, affect Chinese 

female car consumers‟ car interior demands and needs. The result of this survey 

confirmed findings from the literature review and supported car interior design ideas of 

characteristics of convenience, storage ability and a comfortable and entertainment 

driving experience. 

However, the research result indicates that Chinese female consumers‟ car interior 

preferences and buying habits are barely influenced by Chinese special situations, such as 

Chinese traditional culture, impulsive consumption and preferred products with symbolic 

meaning. Their car interior choices are more likely triggered by age differences, marriage 

condition and face consumption. 

1. A virtual experimental 3D concept car interior styling model was generated based on 

the Chinese female preferred car interior elements from the survey. This 3D concept 

car interior styling focused on design ideas gathered from feedback of the first survey, 

which does not cover every car interior detail and design element. 

2. A second questionnaire was designed to test the Chinese female consumers‟ reactions 

to the experimental 3D concept car interior styling and verify the claim regarding the 

preferred car interior elements and Chinese female participants‟ requirements. The 

survey provided positive feedback regarding the 3D concept car interior styling and 

also further indicated the relationship between a Chinese female consumers‟ age and 
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the different car interior choices and requirements under married/unmarried 

circumstances. Furthermore, the findings of this survey confirm gender difference on 

car interior taste. 

 

The new guidelines/criteria for the design of car interiors to suit the preferences of Chinese 

female consumers are listed below. These are the criteria that resulted from the analysis of the 

survey 2 feedback and is the new knowledge that has been uncovered in this research. The 

results of this research revealed that the design of a car interior specifically for Chinese 

female car consumers should consider the following criteria: 

 

6.1 Car interior design guidelines for Chinese females’ car interior preference to answer 

the first research question. 

Criterion 1. The type of gear stick design that Chinese female car consumers prefer is showed 

on the photograph of Gear 1 (page 92), which is a disc type design, shifting speed by 

spinning the gear. 

 

Criterion 2. The clean and dynamic car interior layout and style with less interior decorations 

is highly ranked by both Chinese male and female car consumers as well as the design style 

of central control.  

 

Criterion 3. Chinese female car consumers prefer concise, clear and easy-to-understanding 

central digital output and input as well as the styling of analogue input and output, which is 

shown on page 93, Car interior layout 3.  
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Criterion 4. Car interior colour combination black and red is the colour combination in car 

interior much preferred by Chinese female car consumers.  

 

Criterion  5. Storage spaces for water bottle and drink is highly demanded by female 

participants; meanwhile, storage spaces for small items, such as wallet and smart phone, is 

also being regarded by female participants as equally important as storage spaces for water 

bottle and drink. 

 

Criterion 6. Passenger LED screen, designed facing the passengers above the passenger 

storage compartment, has been approved by feedback in the second survey and is highly liked 

by Chinese female car consumers. 

 

6.2 Chinese gender differences of car interior tastes are listed below to answer the 

second research question.  

Criterion 7. Chinese male and female car consumers show different taste on car gear stick 

design. Chinese male car consumers prefer a traditional gear stick while female car 

consumers pay more attention to new rotary gear stick design. 

 

Criterion 8. Chinese male and female car consumers have similar taste on interior layout and 

style, central control layout, the size of central digital output and input and the positions of 

central digital output and input. 
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Criterion 9. Chinese male and female car consumers have same preference on the car interior 

colour combination. They both pay more attention to car interior colour combination 

black/red. 

 

Criterion 10. Chinese male and female car consumers both focus on the car interior features 

of easy to use/functions, among four car interior features which are interior decoration, 

interior space, smart storage and easy to use/functions.  

 

Criterion 11. Most of Chinese female car consumers think a decent car interior can increase 

their social status and only a few Chinese male car consumers have a similar opinion. Status 

enhancement has been proved a crucial factor for Chinese female car consumers but has less 

influence on Chinese male car consumers. 

 

Criterion 12. Chinese female participants consider touching LED screen and other related 

new tech interior functions would make for car interior luxury; however, male participants 

focus on the texture of car interior, such as leather seat or real-wood trim decorations.  

 

Criterion 13. Both Chinese female and male consumers‟ car purchasing decision are highly 

affected by family members, which may indicate that Chinese car consumers‟ purchasing 

decision is mainly family oriented.     
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6.3 The differences of Chinese age groups’ car interior tastes are listed below to answer 

the third research question.  

Criterion 14. The younger generation (The first group is age under 27, the second group is 

from age 27~39) require new-tech and entertainment functions in cars, for example, Chinese 

female age group 1 and 2 are both satisfied with the passenger LED screen (concept LED 

screen styling 12) and virtual A/C switch and combination switch on the concept LED screen 

10 with its hidden smart storage. 

 

Criterion 15. Older Chinese female age group 3 (age over 40) shows less interest in those 

high-tech car interior functions and put more focus on practical usage of interior space and 

functions, this group ranked all smart storage and the ventilator grille styling higher than all 

of concept LED screen styling at the second survey. 

 

6.4 The differences of Chinese female Married/Unmarried group on car interior design 

to answer the forth research question. 

Criterion 16. Chinese female married group has similar taste on car interior layouts with 

Chinese female unmarried group, but the Chinese female married group is a bit more critical 

for car interior layout design. 

 

Criterion 17. Married Chinese female car consumers require more storage space in car while 

unmarried Chinese female car consumers consider it not important compared with other 

interesting car interior functions, such as the passenger LED screen. 
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Criterion 18. Unmarried Chinese female car consumers only prefer more entertainment 

functions in cars and consider interior storage space not essential. 

 

In summary the research revealed that Chinese female car buyers prefer, and are attracted to, 

a car interior with spacious and convenient smart storage as well as technologies and with 

entertainment functions.  As found in the survey results the importance of these elements is 

that they represent their way of living: Chinese female car consumers whose age is over 30 

are focused on family-oriented and functional usage; while China's younger generation of 

female car consumers chase new-tech trends in cars. 

 

6.5 Recommendations of future car research 

Car interior design nowadays is a sophisticated design area requiring comprehensive 

knowledge. This research only covers limited aspects of car interior design elements with a 

general proportion of car interior color combinations. Car interior textures, car seats and 

ergonomics are also significant car interior elements which could strongly affect Chinese 

female car consumers‟ choice. 

Human preference is a complex field for societal research. There may be many other Chinese 

special situations that could influence Chinese female car consumers‟ preferences and 

requirements. Whether there are different car interior taste between Chinese female car 

consumers and female car consumers from other countries could be a platform for further 

research. 
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Appendix 1 Face Consumption 

Face consumption has become a common consumer psychology for Chinese consumers; 

luxury products have progressed beyond their original meaning of usage, transferring into a 

status symbol, showing off and gratifying one's vanity. Lu (2005) subdivides Chinese 

consumers‟ face consumption into 4 types: relatives, friends, neighbours and guests. The 

characters of Chinese face consumption are diverse, the core value of face consumption is 

self-respect and relationship, Lu (2005) claims. Chinese consumers focus more on decoration, 

packaging and the cultural meanings of products than the products themselves. According to 

the Chinese Youth Social Research Centre (Huang, 2012), 84.2% of 1,104 participants 

acknowledged their behaviour of face consumption. Been & Zipser (2017) mentions that 

Chinese consumers, who were born after 1980, have become the main car consumers in 

Chinese car market; over 50% of Chinese who have owned a car or planned to buy car in a 

very short time is between age 22 to age 35. Huang (2012) also ranks the top 3 commodities 

which Chinese consumers would purchase motivated by face: the first is clothing; there are 

75.3% of participants who would buy clothing to satisfy their behaviour of face consumption; 

the second is gifts, Chinese consumers would shop luxury gifts for their superiors or seniors 

to demonstrate their respect; the third is cars, over 60% of participants would show off their 

social status by their private cars. 

 

Xia (2016) has forwarded a different opinion from the above perspectives on Chinese buying 

behaviors in traditional Chinese collectivistic culture, pointing out differences between the 

young generation and their parents and grandparents when it comes to buying behavior in 

China. Xia (2016) has argued that, because of the One Child Policy of 1978, most children in 

China born after 1980 had no brothers and sisters, so became the most important members of 

their families and were treated as “little kings or queens”. Thus, compared with their parents, 
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they received better education and were given much more disposable pocket money. In 

addition, China has been hugely impacted by western countries since 1992, when the Chinese 

economy experienced explosive growth and Chinese people‟s horizons were greatly widened 

under Chairman Deng Xiaoping‟s Open Door Policy. Consequently, Chinese young 

generations should be considered as particularly individualistic in a traditional collectivistic 

culture (Xia, 2016). However, although the Chinese young generation can be seen as 

possessing an individualistic character, face consumption is much stronger among them 

compared to the older generation (Xia, 2016). Therefore, Xia (2016) has determined that 

different types of face consumption have different influences in the cases of the Chinese 

young generation and preceding generations. For example, according to Xia‟s (2016) 

research:  

1. Young Chinese consumers who have received higher education are much more 

influenced by face consumption than low-educated young Chinese consumers;  

2. In small cities, senior citizens with traditional ways of thinking are more strongly 

influenced by face consumption than younger generations. However, the generation of 

Chinese born in the 1990s engages in more face consumption than preceding generations 

in the context of big cities; 

3. Married Chinese consumers show stronger face consumption related buying behaviour 

than single Chinese consumers; 

4. Chinese young female consumers appear to be less influenced by face consumption when 

making purchasing decisions than young male consumers. 

 

As China‟s largest luxury consumer group, young Chinese consumers appear to be greatly 

influenced by face consumption. Previous researchers have questioned why the Chinese 

young generation, many of whom have been treated as individuals and learned to dismiss 
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Chinese traditional culture, and many of whom have received higher education and have been 

more affected by western culture than their parents, seem to be much more influenced by face 

consumption in their buying behavior than older Chinese generations (Xia, Mather, &Gonth, 

2014). According to Xia‟s (2016) research, young Chinese consumers are chasing social 

approval and belonging when they engage in face consumption. China is a country with a 

population of over 1.3 billion. As a result of its large population, limited social resources in 

terms of education, job position and job opportunities can restrict the future development of 

younger Chinese people. In addition, young Chinese who have received higher education are 

expected to experience success in large cities. Facing such pressure from parents and family, 

young Chinese show belligerence in every social area to improve their ability, and face 

consumption becomes one of the most important ways that young Chinese consumers 

demonstrate their desired social identity.  
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Appendix 2 Statistical data from Survey 1 

SPSS data results for the feedback of first survey 

Chart 36 The importance of four different interior factors  

Group Statistics 

 

Gender N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Interior 

decoration 

female 154 6.26 1.159 .093 

male 135 6.32 1.105 .095 

Interior space female 154 5.92 1.473 .119 

male 135 5.98 1.623 .140 

Smart storage female 154 6.06 1.326 .107 

male 135 5.96 1.261 .108 

Easy to use female 154 6.00 1.338 .108 

male 135 6.38 1.369 .118 
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Chart 40 The importance of four factors for female and male participants when 

they consider essential factors of car interiors 

                         Group Statistics 

 

Gender N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Face consumption female 154 6.48 1.061 .085 

male 135 6.14 1.066 .092 

Social status female 154 6.30 .995 .080 

male 135 6.20 1.074 .092 

Personal 

requirements 

female 154 5.30 1.663 .134 

male 135 5.86 1.631 .140 

Family requirements female 154 5.72 1.615 .130 

male 135 6.22 1.605 .138 
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Chart 41 The importance of five different factors when participants purchase a 

vehicle 

Group Statistics 

 

Gender N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Efficient female 154 5.50 1.480 .119 

male 135 6.08 1.437 .124 

Family friendly female 154 5.69 1.365 .110 

male 135 5.72 1.383 .119 

Practical female 154 5.60 1.686 .136 

male 135 6.02 1.664 .143 

Fashionable female 154 5.96 1.135 .091 

male 135 6.02 1.219 .105 

Status 

Enhancing 

female 154 6.48 1.061 .085 

male 135 6.08 1.085 .093 
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Chart 42 Three factors that will influence the driving experience from female and male 

participants. 

Group Statistics 

 

Gender N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Driving Exp Comfort female 154 5.90 1.731 .140 

male 135 6.04 1.623 .140 

Driving Exp 

Convenience 

female 154 5.80 1.511 .122 

male 135 6.28 1.394 .120 

Driving Exp 

Spaciousness 

female 154 6.08 1.495 .120 

male 135 6.02 1.494 .129 
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4. 1 Female age groups 

Chart 49 Female age groups' ranking score on smart storages  

 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Storage Space 

Handbags 
59 7.25 2.248 .288 

Storage Space Small 

items 
59 7.85 2.207 .283 

Storage Space 

Umbrellas, documents 

and books 

59 6.95 2.075 .266 

Storage Space Coins 59 5.52 2.034 .260 

Storage Space Water 

bottles 
59 8.03 2.156 .276 
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                               One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Storage Space 

Handbags 
79 7.34 2.400 .263 

Storage Space Small 

items 
79 7.28 2.270 .249 

Storage Space 

Umbrellas, documents 

and books 

79 6.54 2.233 .245 

Storage Space Coins 79 5.49 2.059 .226 

Storage Space Water 

bottles 
79 7.34 2.297 .252 
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One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Storage Space 

Handbags 
13 8.01 1.922 .641 

Storage Space Small 

items 
13 7.57 1.922 .641 

Storage Space 

Umbrellas, documents 

and books 

13 7.47 1.986 .662 

Storage Space Coins 13 6.13 1.936 .645 

Storage Space Water 

bottles 
13 7.89 2.571 .857 
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Chart 50 Influence driving experience on different female age group 

 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Driving Exp Comfort 59 5.89 1.683 .216 

Driving Exp 

Convenience 
59 5.70 1.449 .186 

Driving Exp 

Spaciousness 
59 5.93 1.442 .185 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Driving Exp Comfort 79 6.01 1.794 .197 

Driving Exp 

Convenience 
79 6.03 1.552 .170 

Driving Exp 

Spaciousness 
79 6.46 1.550 .170 
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One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Driving Exp Comfort 13 5.11 1.667 .556 

Driving Exp 

Convenience 
13 5.32 1.581 .527 

Driving Exp 

Spaciousness 
13 4.73 1.225 .408 
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Chart 51 Female age groups' ranking score on interior features 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Interior 

decoration 
59 6.34 1.138 .125 

Interior space 59 6.00 1.457 .160 

Smart storage 59 5.93 1.332 .146 

Easy to use 59 5.94 1.365 .150 

Interior material 59 6.02 1.423 .156 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Interior 

decoration 
79 6.26 1.172 .150 

Interior space 79 6.00 1.483 .190 

Smart storage 79 5.86 1.277 .163 

Easy to use 79 5.78 1.358 .174 

Interior material 79 6.00 1.483 .190 
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One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Interior 

decoration 
13 5.27 1.323 .441 

Interior space 13 4.21 1.364 .455 

Smart storage 13 4.73 1.414 .471 

Easy to use 13 5.81 1.054 .351 

Interior material 13 5.84 .928 .309 
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Chart 57 Important interior factors on different female age groups  

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Family friendly 59 5.01 1.435 .158 

Efficient 59 5.46 1.519 .167 

Practical 59 5.51 1.715 .188 

Fashionable 59 5.82 1.150 .126 

Status 

Enhancing 
59 6.26 1.061 .116 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Family friendly 79 6.15 1.347 .172 

Efficient 79 5.59 1.462 .187 

Practical 79 5.93 1.652 .212 

Fashionable 79 6.01 1.115 .143 

Status 

Enhancing 
79 6.74 1.047 .134 
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One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Family friendly 13 6.27 .866 .289 

Efficient 13 4.94 1.424 .475 

Practical 13 4.94 1.740 .580 

Fashionable 13 5.58 1.202 .401 

Status 

Enhancing 
13 6.42 1.093 .364 
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Chart 58 Important interior requirements on different female age groups 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Face consumption 59 6.39 1.064 .117 

Social status 59 6.18 1.095 .120 

Personal 

requirements 
59 5.34 1.743 .191 

Family requirements 59 5.62 1.594 .175 

One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Face consumption 79 6.58 1.067 .137 

Social status 79 6.63 .897 .115 

Personal 

requirements 
79 5.42 1.593 .204 

Family requirements 79 5.98 1.658 .212 
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One-Sample Statistics 

 N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Face consumption 13 6.73 1.118 .373 

Social status 13 5.79 .601 .200 

Personal 

requirements 
13 4.94 1.509 .503 

Family requirements 13 4.94 1.667 .556 
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Appendix 3  Survey samples 
 
 

Sample questions from survey 1 

Q1. What is your gender? 

◯Female 

◯Male 

◯Other  

 

Q2. What year were you born in?  

 

 

Q3. What is your current marital status?    

◯Married  

◯Unmarried  

◯Divorced  
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Q4. What is your occupation? 

 

Q5. Please use the panel below to rank design styling of 2 gears. 

(1=do not like it at all…10=like it very much)  

               

Design styling of gear 1                     Design styling of gear 2 

 

Design styling of gear 1 

Do not like it at all                                                                           like it very much                      

 

Design styling of gear 2 

Do not like it at all                                                                           like it very much                      
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Sample questions from survey 2 

Q1. What is your gender? 

◯Female 

◯Male 

◯Other  

 

Q2. What year were you born in?  

 

 

Q3. What is your current marital status?    

◯Married  

◯Unmarried  

◯Divorced 
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Q4. Please use the panel below to rank those car interior layouts. 

(1=do not like it at all…10=like it very much) 

 

Car interior layout 1 

Rate the overall interior layout and style 1 from 1 to 10 

Do not like it at all                                                                           like it very much                      

 

Rate the central control layout and style from 1 to 10 

Do not like it at all                                                                           like it very much                      

 

Rate size of central digital output and input from 1 to 10 

Do not like it at all                                                                           like it very much                      
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Rate position of central digital output and input from 1 to 10 

Do not like it at all                                                                          like it very much                      

 

Rate styling of analogue input and output from 1 to 10 

Do not like it at all                                                                           like it very much                      

 

 

Car interior layout 2 

Rate the overall interior layout and style 1 from 1 to 10 

Do not like it at all                                                                           like it very much                      

 

 


	Question 12. When you think of a car interior how would you rank the following interior features in order of importance? (10 being the most important, 1 being the least important).



