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ABSTRACT 

 
This is a consumer-oriented market. Understanding consumers, exploring needs 

and thus meeting their diversified needs are all corporations trying to do. With 

advanced manufacturing techniques, consumers do not need to particularly worry 

product quality. When products are all made of fair quality, how do corporations 

differentiate their products and to attract consumers? In addition, internet usage is 

widespread so information is flooding. Consumers do not need to know a specific 

product via traditional media such as commercials so traditional media is not as 

beneficial as before. Some scholars point out that product design has been recognized 

as a new marketing tool to differentiate products and to enhance the added value. 

Automobile history has been more than hundred years. From the first car to more 

than hundreds of them offered on the market, car has faced with the same situation as 

mentioned above products. Now it is easier for consumers to purchase a car which was 

a luxury product. Moreover, female drivers increase and due to their buying potential, 

car manufacturers are endeavoring to offer cars that attract females. 

This research is to understand the relation between exterior design of the 

automobile and consumer perception. Through a questionnaire and statistical analyses, 

the research shows that consumers regard automobile design very important. The 

research also finds out that consumers with different demographic segmentations such 

as age, income, education and car-buying experience, do not perceive automobile 

design differently. However, there are differences between male and female consumers 

in perceiving automobile design, and the findings can be applied to future exterior 

design of the automobile.
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