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Brand Attributes Chracterisitcs of Hyundai Automobile Styling
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ABSTRACT: For shaping the brand attributes, characteristic of automobile styling is studied by taking Hyundai as an
example. Firstly, characteristic modeling elements are distinguished through the survey of designers' need and consumers'
recognition. Secondly, automobile samples are collected to search for the characteristic modeling elements and characte-
ristic modeling style of Hyundai through logistic regression. It turns out that, "shoulder line with the folding shape" and
"grille with the shape of flying wing" are the most obvious influential factors of brand attributes of Hyundai automobile.
By testing other samples through consumers' survey, it shows that "shoulder line with the folding shape of 15 degree" and
"grille with the shape of flying wing" are the most characteristic modeling elements and modeling style of Hyundai auto-
mobile.
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Fig.1 Questionnaire of headlight
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Tab.1 Coding of modeling style
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Tab.2 The brand attributes evaluation matrix of samples
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S 3 3 2 1.53 1
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Tab.3 Model fitting information of modeling elements
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Tab.4 Parameter estimates of modeling elements

i1t FRfEiRZEWald  df  BEME
[=0] -15.104 3.524  18.375 0.000
Sh=1]  -11.837 2960  15.989 0.000
B%[=2] -8514 2400 12.579 0.000
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Tab.6 Parameter estimates of modeling style
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