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“Your Car Looks Like You

Consumer Evaluation of Anthropomorphized Products

|

Kenya Hirashima Rei Arai
Daiki Ito Shingo Kajita
Akinori Ono

Keio University
Faculty of Business and Commerce
Tokyo, Japan




Have you ever seen my face?



T —_—

My name is Audi A3.



Do you like my face?



How about me?



S ————

Which face do you like?
Why do you think so?



X Today’s Contents X
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1. INTRODUCTION
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X Anthropomorphism

Some researchers have investigated anthropomorphism, which
means the tendency for consumers to attribute human
characteristics to nonhuman objects. (eg., Guthrie, 1993)

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS

100




X Anthropomorphism for cars

Consumers anthropomorphize cars’ headlights as eyes and their
front grilles as a mouth. (e.g., Coss, 2003; Erk, Spitzer, Wunderlich, Galley, and Walter, 2002)

Does anthropomorphism have any effect on consumer
preference?

101



X Landwehr, et al. (2011)

1. They considered a 2 (slanted and arched eyes) x 2 (upturned and
downturned mouths) product design.

. The perception of “friendliness” and “aggressiveness” from
products’ “faces” leads to consumer preference.

. Products with slanted eyes and an upturned mouth are the

most preferred by consumers.

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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X Problem 1

1. They considered only a 2 (slanted and arched eyes) x 2 (upturned
and downturned mouths) product design.

Downturned
mouth




X Problem 2

2. They considered only two factors of product personality
(friendliness and aggressiveness).

aggre ssive:

Is it enough to consider two factors of product personality?

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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X Problem 3

3. They insisted that a certain “face” was the best, implying that
they implicitly assumed homogeneity in preference for product
designs/images.

Different personals prefer different faces.
i S 105




X Limitations of Landwehr, et al. (2011)

In sum, there are three problems in Landwehr, et al. (2011).

Problem 1
They considered only a 2 (slanted and arched eyes) x 2 (upturned

and downturned mouths) product design.

Problem 2
They considered only two factors of product personality

(friendliness and aggressiveness).

Problem 3
They insisted a certain “face” was the best: They implicitly assumed

homogeneity in preference for product designs/images.

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS 106



X Research question

We have two research questions.

Study 1

Study 2

= INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS 107



2. STUDY 1
\. gl

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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X The aim of Study 1

Research Question 1

Is it enough to consider only a 2 x 2 product design
with only two factors of product personality?

We try to a uestion by
con y1

The aim of Study 1

To solve these problems of Landwehr, et al.(2011),
we adopt a 4 x 3 design with four factors of product personality.

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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X Increasing patterns of products’ “faces”

Landwehr, et a/.(2011) Our study

They considered a 2 (slanted and We consider a 4 (slanted, arched,

arched eyes) X 2 (upturned and squared, and round eyes) x 3

downturned mouths) product design. (upturned, downturned, and horizontal
mouths roduct desin.

Qm l ) O O D
= = | | ==_

These designs cover only 25% of
the Japanese light vehicles’ These designs cover 92% of the
designs. Japanese light vehicles’ designs.

We adopted twelve patterns of cars’ “faces”.




X A previous study of personality

Brand personality (Aaker, 1997)

It is defined as “the set of human characteristics associated with a
brand.”

She asked the respondents to rate the extent to which one-
hundred-fourteen personality traits describe each of ten brands.
Then, she conducted exploratory factor analysis to summarize the

personality traits. W

=active 12 %
adventurous 1
-ageless 123/45

We follow Aaker’s procedure (1997)
to extract new factors of product personality.

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS 111




X Our Procedure

Respondents
227 university students in Tokyo; 216 were valid (95%).

Procedure

We followed Aaker’s procedure, but asked respondents to describe
each of the twelve patterns of cars’ “faces” instead of ten brands.
Exploratory factor analysis was utilized.

X twelve patterns of “faces”

5

*active 1272 4@
*adventurous 96

-ageless 123

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS 112




X Results of the exploratory factor analysis

Factorl Factor2 Factor3 Factor4
: Active .8 —0.01 —0.16 —0.17

: Confident We nam ed —0.09 0.00 -0.13

: Aggressive —0.08 —0.17 —0.12

: Athlete ”Vita | ity” —0.23 0.08 — 5

:Leader —0.07 0.34 0.01

RN

: Friendly 0.80

: Smooth 0.79
: Corporate We name d 01 0.77

:Happy “ 7”7 1so 0.77
:Warm

& W

()]

X,
X,
Xas
X,
X,

~N

:Intelligence

: Practical We named

:Mature

:Responsible “Intelligence”].
: Hard—Working —

o o

=

o

N

: Surprising

:Unique We named
: Special

: Tasteful luniquenessn

o4 Original —

o o
= O

o
w

|-t>< r—\>< |-t>< |-\>< |-r><
S
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X The highest score of each factor

Uniqueness ‘ Warmth

Uniqueness

' INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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Summary of Study 1

Problem 1 Problem 2
They considered only a 2 (slanted and
arched eyes) x 2 (upturned and

downturned mouths) product design.

They considered only two factors of
product personality
(aggressiveness and friendliness).

) -
Research question 1

s |t.enou.gh to consider only a 2 x 2 product |
design with only two factors of product personality? — =

Study 1
We considered a 4 x 3 design with four factors of product personality to

answer the research question 1.

=V=VY=V=NA
W o
\ J _ Uniqueness
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3. STUDY 2

[ e e———

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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The aim of Study 2

Research Question 2
Is it true that the car with slanted eyes and
an upturned mouth is the best?
(Is consumer preference for anthropomorphized
products homogeneous?)

WERA K- uestion by
con y 2

The aim of Study 2

To find heterogeneity in consumer preference for
anthropomorphized products.
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& .
X A previous study of consumer preference

Self-congruity (Sirgy, 1985)

Consumers prefer products with high congruity between the
consumers’ actual/ideal images and product image.

“mm | want to be
i ' O id!

1
- . L\ “
XN (O) ;
7/

We follow Sirgy’s procedure (1985) to estimate the
causal relationship between personality congruity and
consumer preference.
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X Sirgy’s procedure

Procedure 1
To measure consumers’ actual/ideal images.

Procedure 2

To measure the images of each of four brands.

Procedure 3
To measure the consumer preference of each brands.

119
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X Our procedure

Procedure 1
To measure consumers’ actual/ideal personality.C

Procedure 2

To measure the perceptions of personality from the twelve
patterns of “faces.”

Procedure 3

To measure the consumer preference for the twelve
patterns.

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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X Our procedure

Procedure 1
We asked the respondents to rate the extent to which the

four personality traits describe their actual/ideal
personality.

Actual personality

-vital 12@4567 -vital

-warm 12345(g7 *warm 12340367
intelligent  12(34567 ‘intelligent 1234567
-unique 1230567 -unique 12304567
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X Our procedure

Procedure 2

We asked the respondents to
rate the extent to which the four
personality traits describe each
of twelve products’ “faces.”

Procedure 3

We asked the respondents to
rate the extent to which they like
each of twelve products’ “faces.”

—

1234567

don’t likeatall 123 4@6 7 extremely like

“warm 12 3@5 67
“intelligent 1 2@45 67
unique 1234597

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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Our procedure

T .
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X Results of the multiple regression analysis

Congruity between the consumer’s actual
personality and product personality

Congruity between the consumer’s Ideal
personality and product personality

Note:*"is significant at 1% level. "is significant at 10% level.
SRC=Standardized Regression Coefficients

Consumers prefer products with high congruity between the
consumers’ actual/ideal personality and product personality.
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X Effects of Congruity

Congruity between
the consumer’s actual
personality and
product personality

Consumer
preference of
the products

Congruity between
the consumer’s ideal
personality and
product personality

Note:"""is significant at 1% level;
" is significant at 10% level
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X Summary of Study 2

Problem 3
They insisted a certain “face” was the best.

Research question 2

Is it true that the car with slanted eyes and upturned mouth is the best?
(Is consumer preference for anthropomorphized products homogeneous?)

Study 2
We found heterogeneity in consumer preference for product designs/images

to answer research question 2. 6 Q’ e
\.




4. CONCLUSIONS
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X Academic implications

1

~ Three problems of L Solut . "
Landwehr, et al. (2011) : olutions In our researc
|

1. We identified twelve patterns of
patterns of faces. faces.
EI=I=]=

2. They considered only two 2. We identified four factors of product
factors of product personality. personality.

friendliness aggressiveness E Vitality ] [ Warmth } -

3. They assumed homogeneity 3. We found heterogeneity in consumer
in consumer preference for preference for product designs/
oroduct designs/ima images.

e A
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X Managerial implications

Car manufacturers and dealers should make a
personality map to match their customers’ needs and/or
prevent cannibalization.

INTRODUCTION STUDY 1 STUDY 2 CONCLUSIONS
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* Limitations and future research

T .
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Which face do you like?
Why do you think so?



Vitality

If you prefer the left car, it might be because
you want to be a person with



Vitality

MINI CONCEPT 3

If you prefer the right car, it might be because
you want to be a person with warmth.
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TRUST US!!!
GIRO

HELP ME!!!

CONSULTANTS

F

Professor Ono Seminar, Keio University
TAKASHI IREI / YUKI SATO / YUMIKO NAGASAWA / SHINICHI MASSAKI
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Increase the sales by 20%



Targeting




New market

40s~ female market

.
Current target B

\

20s~30s female market

2,

/

L 8

e
Ww te"ge
¢
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Targeting

20s~30s female market

k
/I
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0][o] ASIC Cole Haan
Lakuchin-Kirei-F o GIF Chelsea Pump

PROBLEMS

t 3

Product
Promotion

v ©,
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TARGET

Not tor the young

BACKGROUND PROBLEM ADVERTISING

PROMOTION {52



28%

of the female workers
exercise after their work

[ W

=

2.0 _

TARGET BACKGROUND PROBLEM ADVERTISING PROMOTION 153
MAPION Co. 2009 http://blog.mapion.co.jp/release/2009/04/090407_12356.html



Lack of Busy
motivation g

Why doesn’t

)
:I :I % woman choose
“walking” as a

way of exercise?

74°
=4

2.0 _

TARGET BACKGROUND PROBLEM ADVERTISING PROMOTION 154
MAPION Co. 2009 http://blog.mapion.co.jp/release/2009/04/090407_12356.html



Pa ssen We propose commute

walking.

Almost passengers don’t have

a concrete destination these days.
If advertisement give them purpose,
they follow that.

JR Higashinihonhttp://www.jeki.co.jp/idoush:



Women-only Carriage of Tokyu.
1,159,350 passengers peraday

The number 0f20s~40s women passengers

52,350,000 per a month

Advertising Cost

D

We can carry out the advertisement effectively.

YA RY
=N

TARGET BACKGROUND PROBLEM ADVERTISING PEMOTION 156
ASASHI Co. http://www.oricom.co.jp/special/ryokin/




TARGET BACKGROUND PROBLEM ADVERTISING
MMD LABO http://mmd.up-date.ne.jp/news/detail.p



® g, »
%’ 3 é D"m“ y 1. You get 10 Nolulu points
if you use Tokyu-line in the

range of your season

D tickets.

2. You get 20 Nolulu points
if you get off at any stations
outside the range of your
season tickets.

e O
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Imagine

A Phrase will be popular among office ladies



Wanna walk one station with GIRO?

(GIRO&EUNSDEE B&oEERTIH)



Qs and As (10min)
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