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Abstract

In order to investigate the influencing factors of users’ automotive premium perception, an automo-
bile premium perception questionnaire was used to investigate 200 consumers. We start from the
product characteristics and delves into the semantic level. Based on the improved Canopy-Kmeans
algorithm, it analyzes user reviews on professional automobile websites and explores the influencing
factors of advanced feeling in cars. We used methods such as correlation analysis, multiple linear
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regression analysis, and mediation effect analysis to explore the relationship between the influencing
factors and the perception of advanced feeling in users. The results show that brand and concept can
predict consumers’ perception of automobile premium through the complete chain mediation of price
and fuel consumption, product service, styling and performance. Additional features can also predict
consumers’ perception of a vehicle’s premium sensibility through the full chain of price and fuel con-
sumption, styling and performance, and product service. However, neither the brand nor the addi-
tional features can directly affect consumers’ perception of the advanced sense. Our research reveals
the factors that affect consumers’ perception of automotive premium, and provides suggestion for
product design, development and brand building of automobile enterprises.
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1. 53|

KA i PR ERRE B AT R TT  i[1]. BEEFEZET 2.0 FARBEN T35, WL
HOTE Bl 4 Y A = R M B4 o IRE R BURI R RN T A3 T — M 2R 525 71, AT LAY
SR TR AE G AE, ST LU — A A E . AN S, T HER A R I R H
A PRI ATV, AT R I E SR M R A, AT AR R ?

Loureiro F1 Kaufmann Ay — ;i IR 25 ROZ RE W S AL 45 1 2 & R Dh A 1tk 00 75 i () 3R ARZ,
R NAEAL . mi i SRVERE, (RIS BE A SR SR ZU I BRI AN RAEPE AR, 17X SRR AR SRR — L,
BEZS T H P 6738 . ATEE . B AR I AN 2 AL [2] . Al 25 N SRAE T4 2 A R 300 LR v 42 1 9
T W IR E VR B R, SR BN, ML R 9 I SRR A IR TER, R
JR A SCRISCACAME IAE FE RS S 1, 35 T ¥ 2 00 SR R [3].  H AiH i A oy my st B 2 4
PR, Rahman $2&H 7 gus E By v, e RS M. BIR. BE H MU S BA 8 Ak, Ty
M7EH i FEHI[4]. Mohiuddin SF@ LIRS T —MEZ, UNEBUBE LT BANYEEEA R n s
FHLE), BREFIN, RAMRAE, BUEMER, SErham, REAEWRE 5. T LR, A
WA, SRRV RFEOA AT S B L5 & P, BRBE I 2 V0 20 I O3 R SR . A ARk,
HAT R RS SOR 5 25 1E 1 s b

AL ARERDT TR mF R Horh, AR R AN 2 e MR B 25 2 i e — A il sy
AR ERRE . BN SIS A S m R A 1R R, SRS T 2% X[6]. De Barnier 5 A
FOAE T =R P Al i i A R, RILX = HHA — MM R E R R, KR T
ot E R[]

PR F DX 7 b 5 8 Ty A AR A ARRAE 0T D& A AN [ (R R o, g ke A AN e
PR BB AL TR T P SRS E A iE. AT SR, A e RE RS AR T
HRL R AR [8] 0 — LU AL G 1) SE AR A DA S S B RO, Q7™ i BRI Y o 2 1) i A R
s ELAES RS B 1 S L LA SR R 1 SR A2, T B R A il R AT DU AE A PR AR A
PLRTE 9] thAh, Shi &8 NI s FEBOARIRST 1 B ih 56 220 7= A E b sema, 45 5B, =385
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e A BLBR e il B BRI [10] o

A S, HibliES T2 RS2 M) R R B S 20 K m GURCA Frsgd, ROV Bk
F BT 9 R S DI REM B G. B, Kamp B4 1A BT I IT, SRR, VR R
PURSZRN R TR TE AL BEREMIARF RO BERE (5, RAIK TP 98 /N T P2 BGE LA Ht iR
FBERT ASR T FH P08 Jo e P i 4156 24 DA 2 B AR TR 45 SR [11]

77 iR S5 AE — i FE P S e UK I . Osaki AT Kubota 38 it 7F 7t H A ] P32 2 =] 1) g B
TE RS R I, AT IR 5% 4 G o A A A R 0 [ 12] 0 AN ] PRV 2 o R 2 B AR [ 4D ) 24 I 25 A 5 i
55, AR SEb 5 N A BRI A5 Je A 55, AT 2 RE MR 338 WA i SR I

B, MRINREE 75 R SRR ARG RAT S5 A ORI — R SRR B, IR B ARG T
st B HRG5 4 2 W) RN P SR B L o T LA MIBR IR 5T 52 i LR 42 R ot A Ul P52 5 A T 3R A o o 5 7 [13]
WETURE, gt R A RIS E RS A6 5 P B A P 52 56 38 IR AR, T B S
A S5 o RS R SR 3 A 9K [14]

77 ALV E T 2 BRI AT, BRSSO i (D B, B 2 RO 2 1O BB AE . (HEL
R LB o . BhAh, B2 DURARHIE N T, SRZ RGVEHEBE G b, Rk, XAt
MiE, IR AL S RFAE 2 S B e SRR 7 DL R IR e R E R e SRR R
Al ? 7 TR il RS A At — AR L .

NRTE LB, AT TR GO BB B A, P28 IR R U AR R 2, R P 2 o PR T
Ho, S5ESORYEHR, Bt DB S IR 5P USSR R AR

2. MREFHE
2.1. RMR

AR L EOV SRR 025 240 4310135, AR 212 4. TRk TCRUREAS S, A )3
200 13, [EIWCEN 94.3%., HRAEE D AE 18~60 % . Hh B 89 4, Loit 111 % . ARG E4L kB
BACBEZS L 24

22. fiRIR

2.2.1. RESEBRBRMNE)E

SR BAT G ] VR G U R 8, B 30 MBI b TN S B —E R ), B
WAL, o BH(RR . FARERI AP RIS NZ T (B B 3etE. IR MRt tE) . R
2708 5 4. %8R 1 Cronbach’s o {5/ 0.897, #%-4r & & Cronbach’s a {H¥J KT 0.6.

2.2.2. AR

AT R L 1 8 VR AT Bl Uit , AT 0w APERRE . WS E, fKHE Canopy-k-
means SVEHEATIEG T RSSO R ZRAE L A R AR SR ST e PP AL B . JEICRENERERT 1. 2 FYiATE
VE RN R R YL SERAL . 2%, S S5 RS I B R SRR AILIR s (A% S REFE P ade U2 AR AT 4%
77 At RS B B PR IR A T A RE P B AR N PR SRR B o S
fnfifle BN REIE IR 4a Sk R ARG PRI R R D72 th 6 NERE, 13 DEFILFEAK.

23. MIRF*E

I SCAS TR SR A e A YR FERAL B3, FIE R YR B B IR IR U DL B
CVAER B ER PP . 34T 2 70 A7 HrR iy 25 52 PR 25 TP eV e R A R 9% &R
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2.4. BIRALTE

R i SRR AT AL . B S R 3R Th o B A5 - A 2 4IRS 2y R SRR RN ) 2 i A
NIRFE B BIER7r. HEGE IR IES 7340

3. IRER
3.1. #RgT RAEX ST

HAR B AR TS %tu%% 1R, S8 SRBR G m BRI A 4 2 1 AH 5 (r=-0.173, p < 0.05).
Wbk SOmFE. P2 R IRSS . G B RRE L R BRI BN T e 1 5 IR A R R R AR oy B R IR A DG
BT R SRBIXAEE, HATA R R 2R E I EHEER.

Table 1. The correlation analysis results between the total score of car high-end perception and various influencing factors (N = 200)

=1 RESRRBMES S ZHWARERX2ERN = 200)

A M SD 1 2 3 4 5 6 7
1) mH 5B 2.797 0.754 1
2) ks e 3.772 0549  -0.021 1
3) RS 4228 0.388  —0.038  0.438" 1
4) &R R AERE 4.257 0.326  —0.109  0.434™  0.589™ 1
5) R R 3E A 4.248 0.434  -0.091  0.201™ 0.379™  0.424" 1
6) Ktinzhse 4.290 0.417  —0.094 0.355™ 05117 0558~ 0.316" 1
7) =Rk 95710 11417 -0.173" 0.470™ 0.545™ 0.672™ 0.347"  0.439™ 1

¥E: "p<0.05 "p<0.01, ™p<0.001,

3.2. ZEVINHh

VRSP RS &, %520 N 2 A E R TN &, 3547 2 Ja 2k 1A 43 At (Multiple Lin-
ear Regression Model). 53R E7R, HARRABAE ¥, R?=0.509, F(1,200)=35.354, p<0.001. &%
SR EIR, VIF=1.019~1.961, UiHI&KRARILLMEEIR. K, DW=1.969, Bl —[ik%zFylAqTr
FEEAK . B & R FZAE R TINAR &, RESGURIE AR BT 2 uRA . BARSEE W% 2.

Table 2. Coefficient table of regression model for factors influencing automotive luxury perception (N = 200)
2. AESKBREHEREYIEE R BEFRN = 200)

TR AR B SE B t
A Sk g -1.634 0.76 -0.108 -2.151"
Wtk BoMFE 3.810 1.191 0.183 3.199™
e 5.021 1.952 0.171 2.572"
A v Re 16.090 2434 0.460 6.611""
i L YR 0.993 1.471 0.038 0.675
B nThse 0.220 1.713 0.008 0.129

e AR BN S. p<0.05 “p<0.01; “p<0.001.
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3.3. mERESIMAESRBHTNERKLE

FRAR T R B 0 B I T e 6H VR 2 v SRR R B RN AN B 2, (H MK SRS Rl i, R A
o 20 SR S P REAFAE IO BCR o DR AT IR N IR R A RS BRAIE 3T

At B e B N TN AR &, ANA% SRR 77 IR S5 AE Y R The rh AR B, P I e R AN
SERA R, BRI AL

GEREOR, R RS R Sl FE(B = 0.254, p < 0.001). 7RSS (8 = 0.271, p < 0.001) ik 74 K
fE(8=0.170, p < 0.001) ¥ B A ELH IE M B A% B2 BERE X7 IR 45 (8 = 0.267, p < 0.001) Flie 71U Jz 1k
fE(8=0.124,p < 0.001) LA B E M FMAEA s 7= i ik g xh& 8 X PERE(B = 0.347, p < 0.001) KA B 4% 1E 7]
TR o 240 R AR 77 SR SS 38 7Y e Mk RS AR e R B R R YR 2 e R, R R B
HEREEH(B=1.183,p=0.801), HRZAFERBIIRE mPEA B2 E R TAEH B =3.773, p <0.001;
£ =4.931,p<0.05; f=16.642, p < 0.001). HEAKLEHE, W% 3.

Table 3. Regression analysis between variables
= 3. TEEEYFZH

4R Ar T A £ R2 F B t
Mk Kt FE it R T P A 0.040 8.309 0.254 2.883™"
i R R B 0.280 38.357 0.271 4916
e
A% S i FE 0.267 6.115™*
o R R A 0.429 49.164 0.170 3.870™*
IER K Re A% B2 THFE 0.124 3.464™
=ik 0.347 6.489"*
o R R A 0.512 51.158 1.183 0.801
A% S i FE 3.773 3.160™*
T IR
P i R4 4.931 2.581"
iR e PERE 16.642 7.184™*

JE: "p<0.05, “p<0.01, *p<0.001.

3.4. Mgk imFe. FRBRFSMEELEEERERESSRESRRZENTRNMERRLE

K ZE B0 IAE S 808 7047 Bootstrap {26 o RS EAT #E— AR IS . BORERY, T T N
T+ 7.934, HEBOMAER 87.03%. TR A B SR A R R BRSNS, B, fi A S
FE 77 i R 55 A T R Ak REAE it R B R4 R U PO S8 4 e o BB L 4. i
TRE 77 il IR 25 R Y P e AR B S A A A B R AR R AL 1

3.5. MimnIhEExHRESHBRNTNERKRLE
PLI InTh B AT AR &, e SomkE. &8 L ThRe A= AR S A A28 &, P 1 e B R ol 45
R, W@ AR, REIR, MHmIhaexmas Sl #E(B = 0.467, p < 0.001). &Y R HRE(B =

0.361, p < 0.001)F17™ it ik 55 (8 = 0.216, p < 0.001) 351 BA7 B3 I [m) FRNAE F s A S o Fent i B R M B (B =
0.161, p < 0.001) /=& AR %5(B = 0.163, p < 0.001)# KA EHEIE M FIER s &8 R REXS ™= f 55 (8 =
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0.448, p < 0.001) E A BEAHL LR TMAER o 400k SlikE 88 R VERE . 7= IR 55 R0 Bt I 2 e [R] B Tt v,
LRI, B NThEERE B E (8 = 0.489, p = 0.284), H A =ANKIE BN 4 m s 5.3 15 1 7
MER (B = 3.719, p < 0.001; £ = 16.905, p < 0.001; #=5.067, p<0.01). EAKLERE, W% 5,

Table 4. Analysis of the mediating effect of price, fuel consumption, product service, styling, and performance on the influence
of brand and concept on the sense of luxury in automobiles

F A4 MBEMFE TRRSMER KM EEE MBI Z IR E SRR T RN BN

Effect BootSE BootLLCI  BootULCI  H 425 & bk
R AN 7.934 1.305 5.361 10.515 87.03%
Ind1. i B — 4% — = 2% 0.957 0.479 0.192 2.044 10.50%
Ind2. i i — e 45 — = % 1.338 0.693 0.094 2.855 14.68%
Ind3. i il — 1 e — = ) 2.826 0.757 1.337 4.275 30.99%
Indd. i il — A% — I 45— = ) 0.334 0.212 0.018 0.837 3.66%
Ind5. i f — A% — PERE— = 2 0.523 0.268 0.111 1.138 5.73%
Ind6. i i — AR & — PE g —~ = 2 1.566 0.518 0.677 2.687 17.18%
Ind7.ffB — A% — R 55 — Mt — ) 0.391 0.171 0.111 0.781 4.29%
=]
y’ 7= RS 0347
0.124™
MR R > i 7 K e
0.254™ 0.271 4.931" 16.642***
0.170™* 3.773"*
1.183 R
3 KA

¥E: "p<0.05, "p<0.01, "p<0.001,

Figure 1. Chain mediating model of price, fuel consumption, product service, styling, and performance in the influence of
brand and concept on automotive luxury perception
B 1. MWMgomfE. mRRSMER R EERE KBS SFESREEMPER P AiRE

Table 5. Regression analysis between variables
5. TEEEYIZH

g AT g T A% £ R2 F B t
A% S FE M hozhae 0.126 28.612 0.467 5.349™*
M hozhae 0.375 59.086 0.361 7.665™*

IR K M RE

A% S I FE 0.161 4.482™*
B I Thee 0.425 48.247 0.216 3,520
e A% S I FE 0.136 3,157
G PR 0.448 5.492"**
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B I TheE 0.511 50.872 0.489 0.284
o ks K h#E 3.719 3.099™
= RN
G PR 16.905 7.099"
F= ik 5.067 2.609™

JE: "p<0.05, “p<0.01, *p<0.001.

3.6. MR, EREMENTRRSEMMES RESRBZERPMERRE

KRR ZRXAEZH0A 3 Bootstrap V2% 1 /1RSI AT #E— PRI . S5 RERW], BB AT
11516, 5 RABER) 95.93%. T MEINDIRE X4 M PUR I SN AR 2, Bk, g SOl i
T R A BE R it AR 55 76 it o S B RV 2 i RS i R e A TR o BAREE AR 6. I Rg SOMAE
TR R E REAT ™ it R 25 1 i =X AR ] kA R AL 2.

Table 6. Analysis of the mediating effects of price, fuel consumption, design and performance, and product services on the

impact of additional features on the sense of luxury in automobiles
= 6. MBEIMAE . ERR MR~ MRS EMI NN REXT R FE S RS P A 247

Effect BootSE BootLLCI ~ BootULCI  FA2%08 5 L
KA N 11.516 1.711 8.377 15.130 95.93%
IndL. B I — 4% — = 2 1.737 0.674 0.578 3.225 14.47%
Ind2.ff} in— e — = 6.103 1.448 3.560 9.208 50.84%
Ind3.Jf i — R %% —~ = % 1.096 0.636 0.126 2.569 9.13%
Ind4. Bt in— i 4% — PERE— = 2 1.268 0.465 0.534 2.326 10.57%
Ind5. BN — 4% — R 45— = % 0.322 0.175 0.044 0.714 2.68%
Ind6. B — 1 g —~ Ik 55— = % 0.819 0.430 0.107 1.790 6.82%
Ind7. B} i — 17— 1 B — R 55— = 2% 0.170 0.099 0.021 0.407 1.42%
50 To b
y R 0,448
0.136™*
i R e > ERRE
0.361 6.905"* 5.067**
0.467",
0.216™ 3.719™
0.429 N
B RERYE

JE: "p<0.05, “p<0.01, *p<0.001.

Figure 2. Chain mediating model of price and fuel consumption, styling and performance, and product services in the influence
of additional features on the luxury perception of cars

B 2. g Rimse. SRR RN mRSEM M S ES R WP P rRE
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4. g

BT I, o J B B AR BRI Dy 5 FE P VR v R R N 1) B BN AN (B3 X 5 DA I 7 — 3
Keller 1A ey F7= i L% LA o 15, LU O3 i RRERAEL, ELAA R A 5 2L 1 R A R AN 2
HEWE S [15]

EROR i S B0 P VR e R RN () B RN AN S, (L R B d T A B R L R R
55 R 1Y R P R 1) 58 A 2Q R AR RS VR 28 m R P A RO o X U0 P AR B 1) SRR IR AN B2
F SRR, M 2 IR TT A IR B RS HRER, MR U DA AR T AR I
TERATRE, i B B bR B PR E AN R B[] XM, 3T 3% SRR 52 R T AT AR o
B, RN R SN BRI 45 R I B R R [16] . (H2, SRR BE SRS B SR A
JRIERIT o Y B30T v i o R R B B 22 2 B AR B (RS [17 ] e R Y B R A T
FL A AE LR AT AN LR s B RS R MR ARG 55, Eunju Ko %5 AU A sy 1) b A2 LA
T, SRR SRR S EUIRSS, TETT BIRA R T Z s RS R RS R A R, 8
1o Ty e s I T 0 B R 28 S AR B IE M BLREBE UK 5 TH 2 IR B Bk R g 18]

Fhh, BATRKI, MR EmPUR AR R R BIAST A TR, MR Emek
IR BN AN R o GBI AR TR TRV m BRI s AL, g5 RN BEnTh e iE AN
W BOHIAE S I8 B R P RE AN IR SS  TE A B S A R B B AR R . TESERRAE G, BT
RE -5 AV PRI E A At 2% I 2 35 (R 30 B A7 AE 6 A DG, DO REIC BB 2 0 SR 2% 51 S M A% 108 20 61 o 5 114
IRENZE T o PEBEVRZE TR S AR M 0, A b S T 45 w5 B X T B N (0 e AL A R AR A B O
T RS N AAE R AR 22 A I SRR, (R R EEERI[19], AT
BRI A FAME AN R A58, A Re A5 9 58 I (0 B AR R BN = A [20]

B IR RB BRI IR AN, FARMTES H i AR 2 HSEILEMR, S48 5 AT
MR C T T o Pzl S = RS . BT Bt R R B R e, TR G521k
VA R RORERE s B P BT 2R ARG

5. &

(1) R B MBI Ty B AN BE L T FH P V2 s R R A

(2) i B 2 RS T RS AN R SRE S 7 ot I 55 A 2R R M RE Y e 4 b A N D 0 R v )
IRF . RSB G SRR RS SR R R B ILIEA SR, AR AR P IR ST . &
RRAERE R BLEA S 7 ARk 55 A B Kk g 2 BLIEAR R

(3) MEInThaeAe s E T ks A FE . 3 B Kk e R o R 5 1) 5 A i b A T A R IR A v R
D MR LA XS G R e MEREAN i IR S5 1 RILIEA K . G R e MERE 5 7 i IR 55 B IEAH .

E&WE

AW Z BIHLAA A T — BRI H (Y202353149) . #H #l @5 PR O AR B8 SR R
SRS B RHI H TR O B2 Ry (R 5 s S0 0 DU 7T(20222006) L EE K5 2021 SEHH
FEACE T B H TRE OB 22500 28 b2k R & U B it 7T (j92d202101) 1 B B o
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