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The Users Imagery Knowledge Acquisition of Automotive Modeling Design

YAO Xiang, HU Hong—yan, LI Zhuo
(Xiangtan University, Xiangtan 411105, China)

ABSTRACT: It makes clear user intent and acquire user knowledge in automotive modeling design. Through user research
methods and statistical analysis, it reduced the dimension of automotive design imagery vocabulary. It acquired the

automotive representative modeling design and the representative automotive sample, to reduce redundant information
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interference , and make it more effective for the designer to carry automobile design in the prophase design process.
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Tab.1 Clustering experiment questionnaire
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Fig.1 Representative car based on the target user group

2.2.2 AERMEEGORIL i1k

H 1RSI A SPSS B, BRI T3 B ik
FIF- B E SR ik AT 20 A o R0 A R 2 AR H 1
FUE A BOLA B 1 LA R VF 2 185 2 2R Z (811
HRAR | RIDRR AR OC HE A DI LA A8 2 H A R — 2
IR — AT, U LA T
JEBERH R ME B o AR T 73 B i vh B 2 B
PREIRHIEE R T 1, AR 2] 3N AR A 7, B R BU#
FEAR S BTN F T 90.405% , UL 2., B L4 T b S ik
P A HIAE B o

®2 BRELEFAHHER

Tab.2 Results of imagery words factor analysis
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