The semiotics of [ uxury mi

culture and the I mplicat.

and branding of I nternat.|
Shang Shi

Submitted in accordance with the requir

Doct ®Prhidfosophy

The Univerdssity of Lee

School of Design

September 2018



The candidate confirms that t he wor k submi!t

credit has beraf gierne whasoctle@@ms made t o
This copy has been supplied on maeewinaglr st
and that no quotation from the thesis ma

acknowhnent.

E 20The University of Leeds and Shang Shi



Acknowledgements

This thesis could not have been compl eted
peopl e. Firstly, | pwdurad y!l| iskwepetroi sbank Pmg
Cheungesuppolmt throughout the study, both &

Secondl yli kewbaol dhank the secondary member s
Professor Stt el pahnedn aWled Dr Ki shorenda,dha, f
understanding, and support. Thirdly, | woul

past four years who have supported me thro

advice.

Furthermore, I woul ppid e &ieattioonn xtpao etslse my a rat
contributors invol viedirhehroutgmeuandheosatud?yp

data collection phase.

Finally, I womy ds upker tt ondthwamrkk ofalflamil y
t het seeho have didrieactcltyl yorsuipporordt hdédipaseind

four years.



Abstract
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and sustains competitive advantages for fi
research is conducted by undérusxtuarnyddmogb itlhiet
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Chapter I Introduction

This chapter presents an overall outline of
background, the research gap, the research
thsed s structure. To est abdhiaph et hdsapeesamdh

over vi érveCloifsneet aut omob &l e nma okl éfcthtiisonr esear c
devel ops the statement that British |l uxury
their mar ket coempCGhiineyvyenmasrsketin. thhi s overyv
the researcher to cotmidgatto oah dreend @ & ryc ht hien vce

drivef sil uxury mobilityo in China.

1. Research background

This research develops the statalmehuxthgapt |
automotive) brand, China is n@w nzadvVvsietsal p a
play a significant role in deciding its ov

The evidence that corroborates this statemi

1. China i sl atrhgee sgs e cnoardk et for l uxury produ
automobil es,anlkiwerl d eirny t he worl d (Bain & Co
2013) .

2.China i-gr awifraggtand significant mar ket for
For instance, thensSbacetutyemns &Mod oTr aMaer s (
argues that Chtil ma gness tkodrte Bgbeudiolredh cars (see T
111. ahalb|1e2) 1.

1Culrtad drréfveerr she motivation of peoplesod6 behaviour i

1



Tabllel:UKbui | t aut omobi

| es

export vol

% change

EU28 634,168 535,908 18.3

Asia 220,682 60,804 262.9

America 151,472 94,716 59.9

Other Europe 136,516 52,861 158.3

Australasia 25,565 11,072 130.9

Africa 21,067 13,450 -17.6

(Source: SMMT, 2015)
Tablle2zUkbui |t automobile top 10 Asian

2014 2009 % change
China 137,410 19,417 607.7
NETOET 16,625 12,195 36.3
South Korea 13,337 2,315 476.1
Untired Arab
9,619 2,590 274.3
Emirates
Saudi Arabia 3,138 787 298.7
Taiwan 3,105 543 471.8
India 2,836 309 817.8
Kuwait 2,548 1,259 102.4
Hong Kong 2,362 551 328.7
(Source: SMMT, 2015)

3. Chi na
2012, s al

and t hi

( McKinsey

of

number

& Company,

occupied

i 4 atrlgee sd e anam k e t

premium and

2013,

9 %

umes by

expor

f oyraugroenmiburmheand | I

l uxurmi |dutoonmo b i

of t he

p. 4) .

over al |l



As a result, Il LA brand€hame &Bympgéetei reghdf iodr
nineteen | LA brands are baguprn emgady.r Haceh
these brands i s i ksehear et oo fe nthhaencper of i t abl e C
Gasgoo.com (2012) develop the claim that t
Chinese l uxury automotive mar ket among C
Ameri can,anarmd alntdesl iare: 79.08%, 10.16%, 3.7
Theompetitiveness of British I LA brands i ¢
German and Japanese algluArbrvésn Aaud(ie.og. ,Lexus,
113 ahild) .

Tabl12e3:1.2010 Luxury car sales in China 2012

SEIES The Market
Sales of Sales Sales of
rank of origins share of
origins rank of brands
origins countries origins
countries brands 2010
countries  of brands countries
1 Audi 236,294
2 BMW 165,248
1 Germany 572,859 79.08% 3 Mercedes 157,366
8 Porsche 13,922
19 Maybach 29
4 Lexus 57,981
2 Japan 73,627 10.16% 9 Infiniti 10,598
10 Acura 5,048
3 Sweden 31,588 4.36% 5 Volvo 31,588
6 Land Rover 23,128
11 Jaguar 3,052
4 UK 27,157 3.75% 12 Bentley 642
15 Rolls-Royce 287
18 Aston Martin 48




7 Cadillac 18,188
5 USA 18,314 2.53%
16 Lincoln 126
13 Maserati 459
6 Italy 845 0.12% 14 Ferrari 295
17 Lamborghini 91
724,390
(Source: Gasgoo.com, 2012)
Tablle4d: 1J. D Power Band Rating 2018 in the
Performance
Quality Sales Custom
and design | Dependability
overall satisfaction service
overall
BMW ~on ~one ~on ~on ~on
Jaguar ~on nonne noe noe oo
Lexus noan A A noe ~on
Mercedes-
Benz
Audi ~onon AN A ~on oo
Infiniti ~onon A ~nononn ~on non
Acura ~onon nonoe nonnn noe ~on
Among the Best Better than most About average The rest
(Source: J.D Power, 2018)
The reliable quantitative data from Bai
SMMT, and Gasgoo.com supporBtaedéh QGompamowys
and McKinsey a&eCdampamyBi g Thr ee

2Tot al |l y5 bstsdarags srefer

t o i
4

mportant, a

é

di

0O management

nd one

star

e
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ar
Tu
Ma
po
on
me
t h
Ch

1.
De
w h
ac

i n

| so knownThas oMBBY antdii mmg are¢dupearfor mance
general |l sedrdamogtnhie iodmsalrtyi (gthe Economi s
rauskis, 20Xx4.,0ifcgr smer e&Szcmgerba, 2014). T
nufacturers and Tradersat(i ®MMT )h aits dra | Rirsi tai
sition in the automotivVveadhndgsBEhH ne6&asggc
l ine platform in Chinat.hée hrea gt niemwfsl wweérratnina
dia in the Chinese automotivebehdesesy. |
at BCi breamdsLneed to improve their mar k.
i nekmar ket .
.2 Why desigm?and brandin

th the rlagpgidc atle cchenwel op msriti ofhe¢ ., g.i,t Meclha

ch more expensive to create a distinct c¢

rporations through the f actOdr9s adffanmri inge
10) . I n this situaofber desbaddi andnal add
nsumer s t o measdre vakeber ianngds . Therefor
i scussion of |l LA brandsé design and branc
l uably afsfaerhea practical approach to enh
mpetitiveness.

2Dels i gn

sign refers to intellectual activities as
i ch are applied widely to different I N
ttii wis adids siupl i nes, such as groanp hdiecs idgens,i g
terigr acdha@sitgenxti l e design. As expounded b

SMBB efers to threiceishdhmoosukbbmpEaKinmos s yarnyd CG
Bain

4B2Bef ebagisntedstusi ness



ADesign i s when designers design a design t
p. 1Bh)e. def i reistiigonn bcefc odnes marne t h@mpnlaicae atsed p
|l eveiNlodbel | aureadvbkitAmati sanepti st, econom
Her bert Al exand2e0r019i ndoens c(rli%dle6s t he desi gn a
i mproves t he current st 201 %5 51 mawm,ge 4099 8 )t
contemporary desi gsesdithei mleisrt enleg mich a & ruaica |i |

and innovative di mensions of both the des
Pushed by soci al and technol ogicsak desgel op
stratregecin various industriesgsuch as mar
However, tHescestaordof creating a brandos
through design (e.g., packagi ng, graphic o

i mportant as prewvwseds Deseéegnchlrguaply play
rol e i n famrdmicrognpa rlkerd weintehn tt h(el oamaddnasigsno, n
2006 ; Manni ng, 2010) . Besi des, Boom puts

relationship with the productiogp, i s8héhshgn

mar gi nal ( Boom, 2015) . MAr asudc ctelsastf ubwnst pow
mar ket competitiveness is sepporteadl bygbot at
(Bryson. et al ., 2006). Thus, LA draessarc

desigbramdli ngsstnatbagi Ehinese mar ket .

1.2.2 Branding

The English waoradb|lfybraamdese pgrmo t he Mi ddl e Age
argues that etymology tells wus that It S
brand, whicattrled'es s@8h®inkli mgs may have spr ea
brand in EBnghanedvemwthual |l ynt ocohpodat ¢é¢g | an
Previous studies define a brand as dAsimply
di stinguished from its competi CowkongMur ph

199Arcording to AMAOGs definition:



A branmame, aterm, 6l gthesisgmbodr a combi nat
intended to identify the goods or services:t

di fferentiate them fromngompestoicti @ants onhAmdr

Current research tahpepevaresw ttch atalai doataend r ef e
or service of a particular busi ness, whi c
presentati @881 A&8kéul] tzt and Barnes, 2000) .
brand is a set of intangi dlye faogs ethse: birta nar
but also for consumers. Therefore,- any malil
screen smartphone, bud tomé yi Rpphne. |Besi daun,
i's an i nestcapfabmed e@ram desi gn, consumption,
Br angdhismappr agaahcat creates and sustains compe

firms, and finally delivers the profits (M

Trda ti onal l vy, brandi mpa ritsa addf tbeann acgosnssdind e r eMl
or gsaniions have paceadasmgschanmomanamement at't
the functional areas of adverting, visual
than on brand d ogathittyyhhangabt a0 year s, i ts

ha been sedcbgbhh in theory and in practice.

Brandisngan essenti al approdclcofrporbusonsesbe
emphsesi providing comdusmatrissf giemqaui aemeofit al
way (Schultz and Barngegsatt2600p. i Bomani et a&m
used brandi ng me tbhroadn df oarwPaprfetneeestsidthawe v e r ,

an advanced branding strategy is to build
i ma®%9e whi ch r erfteircsultaor aaspaci ati on of a bra

( Aark,e 1991, Kel |l er, 1998; Riezshaeaxes20@?2,; I

SBrand awareness will Seetdiomc bs e driam dd estqauii It yi. n

SBr anmawgel | be di sicluSeic d oinn dd &4 eir tayn.
7



brand has i1 ts uni qutceo nbpreaand oirnsa gcea nt hnaetver i n
has been HBMenecédemar ket opponent for the | ast
experienced WorWar Walr, landVotrhe changes of
Bot h of tfhrearm c@ememany an d -efnodc unsa rokng & rh,eH ohw eg h
B MWOG s brand personality I S eBenz@®dy Thdfe
consumer will never 4{BiexzBMWY &ike phameueed e s

brands thaeanopglvidfor matdon to be identifie

1.3 Research gap

By the evidence currently availabl e, it se
driver is an underlying determinant of C C
McCorta andlmMaBhoMoabj, 2011). British I|ILA

theald¢ural fixiuregr smodfi Cht na. This study aim

practical design and br&€hdnegestiLat egpins s mt
cultural drivers.

The available tvyitdtbatecsluggee i s precious
study skeeciatu i s kheff hamaworsoci al i nteract.i
Kl uckhohn, 1945; Linton, 1947) . For an in
croswssl tur al mar ket s, a seti ngf sumiaftiegd ede sia

ma x isemit hei r mar keti m oanpeh irtdegrtiedinteels rmaarrok, 199

Therefore, under the premise that foll owi ni
an international brand could applyesa part.i
according to the regional ,marFrekretadso,c ull9t9ur)e
Semi otic analysis is a wuseful and practical
semiotic perspective, culture plays a role

(Sapir 1955898@&) ckThus, any consumer behavi



given cultdreomanmédani ng. Meaning refers to
generated fromfsigansoeanmdadctehei t | be detail e
in ChapByrunder.staotdingakt her semiotic mean
mobilityoBriiniGhti nays coo plod ait mprove their c
and brandingi maBilapteigaiesl LA c oirnpporroavte otnlse icro

mar ket competitiveneds in the Chinese mar k.

Howevterr, eseadgnihat the potential gaebsergrthega
cul t veraanli ng of a category (e.g., aut omobi |l
phones) .iThe CaAvaial able evidence seems to su
generate diff erfeerte nmte ama rnigssds namd fcul tur al

Gupta, RO0li)nstan2d,06Aslsaamggests that the ¢

meaning of colour is much more complicated
research indicated (e.g., t heodcoilmull 983 ud
Mor eover, after t he Puoi enh al(917869 6 tClus & ur al

Chinese economilc9 r2e)f,orcno n(sluOMme8r s have redef.
meanings for numerous phenomena and object:
in China QFar tLer, 2204) . Thus, this resear

cudrtal meaniommal offl pxeursy mobilityo in China

l14Research questions

The primary resseartcdhh sq uesteiaamch ar e

1. What are the cul turnaolbinteiatnyion gisn oQdh ifnl eusxeu rcy

2. Furthermore, bbwudal t meawidegs ginnfacmd br an

strategy for the I LA brand in the Chinesete



The secondary r eisreatricihs qruessegaaromnhs ar e

1. What are the denotatmeki mMetaywyonigs GCGhi iéseal

2. What are the cogsobatinvexmegnmGbi heéese
culture?

3. What are the myth meanings of #Aluxury mo

4. How these meanings of Aluxury mobilityo

preferamntciesydes, and choices in China?

15Ai m and objtehce irveesse arfc h

The aimodedbéeinvesdculgtaurealt hmeani ngs of Al u
in China via semiotics.

The researchi sobjexpli aien how the cuyl tur al r
mobilityo and consumersod ae¢si aunueesonpeect ed
China. The deseasthuwillin a broaderonsense

the discussions of desigooapdrbhtaondsstihee:
t his resedaerncth fwiltlhei syntagmatic structure

pardi gm of eflfaxtus yasasaci ated with mobil ity I

The research odjeevcetliseet a2 mi wbtatsocesd practi cal
gui deflm ntehe design and br amdgiomrgtstornat evhioe sa
seeking to either heeakeknsboi ng pmproventi

automotive mar ket .

10



16Thesis structure

Thi s

secti

Chapt
primpdc¢
chapt
defin
di scu
di scu

defin

Chapt
assoc
met ho

ar ea

Chapt

cul tu

geogr

thesis is structured intorsduenochapt

on.

er | | ictoenrtaatiunrse trheevilew concerned with
es of culture, semiotics, luxury good
er into four sections. The dfi rtshe sect
i tion of c ulatndr esoicn oaoghr opelcogpy | vy, (
ss anofovtehei eemi ot i cs fi rcahneepwtoerrk . wiTlhli
ss the definition of l uxury goods, a

i tiidn togf. mob

er [ 11 startws owi tthhea mern daod ot egi € al c
I at edmpa rtar yesoshwtdei @$¢ and design resear
ds are preferable, where an existing

doeg . ndthisexiresearch wilrmetulbseedg.ual itat

er mor e, the researtc hiey tslted emosti nappwi

itative data <collection met hod for t hi

ng the story bepédinenhkdespapt erci waht 64 h
cdudcettelm vi ew desiingen yfdorr gt chie sa mstd msdeyn d
view design. Finally, this chapter wi

view analysis method (Aflexample is s

er 'V seeks toaminmcp vefr Itdx>urmytirmolmel it
re. Myta ameianiogl icsoncept i n semiot.i

aphical, historical, political, soci ol

a sSign s( Balr9t8hre . This chapteirl iwmtiyl i nrex@hiome

cul tbyr g evClrwnaege hi ctiemy dnd eamat ur e.

11



This chapter imelcideonst hrThe dub st section
review of Chinese tradictiabdbhgl tbel domahawal
in ancie@onfChe inani smhaphen Uhscussed the Y
and i1its influence on Chinese culture and C

t he -wihweoe | carriage and Jiao. The thnrd sect

cul tur al val ues, c uglotoudrsa | ¢ odni svuennpst i foar, lawnxdu |
meaning of |l uxury mobility.

Chapter Vt hartguewsl t ur al meani ngs of l uxury
essential for I LA brands to undernsusatnd Chi |

be understood during telsesi.r FlrloGn gerbahiagsiyn g2
April 2016, 3 0 niinstheerdv iienwsf owerr ed iffif er ent Ci
chapter anal yses what are the important a
participants pdwrrdmagsitnhgeipr odcLeCss. Thheraough tF
Apositiondohgs chohaapter ddkeinsactwests add t bennot at |
cultural meanings of luxury mobility in Ch

chapter CGhcopaesscul tafualur pemobnygsty in Chi

Chapter Vi bsrtiaerftl ywiitnt roduced the mdstory a
a brand is a navigation picture in classics
Age, a brand is trade-qmaakstsy hglthede ICrheagpd retr |
di scussed br ainglninfgi cpdmaty nmarsketi ng rol e bec
fbor andi tefghue el ement of brand equity includ
awareness, perceived quality, and brand i masa

a bepgdreaei ved quality forrdarmde Icoynaslutne.r Rinma

chapter will preopoeeed praetseml ogui del ines f
branding strategies of I LA corporations wh.
i mprove their existing position in the Chi

12



Chapter VII concludes t he tahregsh ess thiyoms samrd |

objectives were fulfilled, d ectoanitlrii rbgu ttelse teo
the broader school of knowl edge, providing
in the

aesantamdg pi hmveorakh abnb awanpd eert e d .

13



Chapter Il Literature review

Bef ore approaching to uncover the cultural

this study needs to understandgowhlat ainsgl cul

mobility, and Mianzi i InarCatiwunrees er ecwil egw rneu s tTFl
a theoretical framework outlining the cult
mobility, and discuss the definition of M
Litereatreview i s structured as foll ows:

2.1 Whcaul tiu&hi? section introduced the etymo
di fference betweeaticun.tufTlRemndhicd vesécti on
definition of culture in anthropology and
2. 2 Sieans ott heoryT hdwerswicgw on i nt rtolisesicgend t he
the structure of the sign, the | evels of me
code in semiotics theory.

2.3 WhnaotbiilsThy8 section introducedetwo el e
devel opment of | and mobi lodwadVvotddar n t hi s s e
2.4 Mianzi in -Chisesectulbonunetroduced one
cul tural values-MinanChii.nese cul ture

2. 3umma+fThi s section isidegwmwemacdyy pdfert. he |

2.1 What ei?s cul tur

2. 1. letTyhneo Ifogcyu la ur e
Since the term mahgamee ptnb,0 dti eiss st udy mus
etymol ogy and definition of cu#BuB€) Marcu

considered therfm MmTtulttawrwde ithhéditseTuscul an

"Al'so called Tuscul anae Di sputatiosnpst aEnghspsh: Tus
14



Cicero sle8d 3tthe expression ACultura ani mio
the idea of t he . Mghimaoi snotpahiincsalt hseoudevel opt
phil osophical soul iI's the hhuimpme dty. spinr itthea
century, Gerlman ojawrpipsetr,| Spaomuel|l -P6BDdhdbad (1
chall enged Cicerods ddhipdlid dicepdi,ls amr gtuitnige t |
spiritual perfection of human devel opment.

Cul tursboto refer

=]

Cul ture t hreeft®@rgpeescsinadlt educati on attaining
of the soul according to teleological con:
to how human beings overcome t haritri foirdeg,i neé

become fully human) (Vel kley 2002, p. 15

For Bothbro and Pufendor f, ACul turao means

o

evel opment (or refinement) to overcome pri

-

esult of this seavdlaop oemptosi bacibairliity). As
above, andLMtddl esiEkt ¢ he66 ate 15th century)

1]

Culturao had not yet acquired the modern
defined what ACulturaodo means, theistody nov
of culture in the 18dd cfphtEahdpentBer mag t h
phil osopher, one of the central Enltightenm
1804) used t he Ger man t er m-c WiBti il Wdaitnigan t an

explained what (Ekdritg,Atlem8me)nt i s

which is a series of books written by Marcus Tulliu
| awyer, and philosopher.

8The Enlightenment, also khowkraschhe LAgSiofcl Reasasn
and in German: Aukkl&ctutomg) was @phiiwosophical mov e me

the 18th century.

gGermandbﬁdél'il]”.bMeaning: education, formation. Wherein philo

15



According t o va ddeedf ilnyi (tAil9dn59p,r o Bi | dungo mean
and educated in English. d&8H0&81n sagGfodert tf hre re d
explanation. ddd didBs dBiulm@ddngo i s an intel i
destyand experience shar endd bay etstaameit raceihwii cu a |l
group. Meanwhile, France Enlightenment phil
1778) ,-Jalcecanes Rousk®Aad) ,( ladd Vauwveh@ad)yues (

al so developed t hehcdreaemtd Caufl tturee Fr en

Unl i ke Cicernf andr Pemdemipieor s had argued ACul

the state or the result of human devel opmer

than the process. For France philosopher s,
refi nement of t htea fituena(te,.t gmuwmwddc() e . gni , manner
et hics, knowl edge) . The definition of the
very similar during the Age of Enlightenmei
Besides, following Johamsm h®dtatrfsr isaid hHarsd &,

phil osopheu miWioll el 803157)6 7gi ven a further def.i
(Ger man: Kul tur) du?.i nGe rtnhaen Rsocnhmaonl taircs esrtaar |
the term fKsdlotheer aitsa irnecfteriwor | dvi egd ( Ger m.
held by each ethnic group (Bruford, 1975).

I n theceh3tuhlr y, foll owing Enlightenment and
mannet thhers to a process of both personal and cul tural
10AIstoh,e known as Romanticism or the Romantic period, was

intell ectual movement A{tbhye tnhied delned ooff t1h8et hl Bcyehn tcuernyt ur y ) . I
I ndustrial Revolution (from 1760 ntloi gshotneentmemmet baentdw esecni eln8t2il
ratisahabn of nature, Euscope smhaitwveéedutad i smplaadi the gl orif

past .

16



humani sts such as German ant hf@®dI) o gainsdt G

Engl i sh tpobew Afantocll &8 8()182t2arted teptexbdbend t

culture. Culturesoeiatese ptr@gmeedge ,v aruisawsms, s
arts), attitude, value, l i festyle, and bel
Furthermore, t hey es tassr tae dmetacs uur 2e oa u ldtewgrr e e

the sthatmanoiment al devel oprh@&nt eamd uirhe fgihn emé |
used heret oot heetdewcwilltiure or the culture of
society;d owecdibkt mrseed hetreehd oprierhieseidve, unc

cul ture, oof trhuel ecdulctluases i n society. For ex

iterary such as fAacquiringhes)| taceor @irndia
this school eefhhhtngragp on nwasddoorcenrbe n
sophisticated t hleoranoitrmfelrue nTcheids tthe t heo
evolutionebhyyLMor gh®#81)18dmBd the idea of Soc
by Herbert Sbhped&er (1820

On the other hand, peopl eed nt tehet elr8rh hiil €Lelntt

al one. For examgl eNewihahin8OHBMEN lused t he phr
Aintell ecimahisulwrurtedgqg, rather than to us

( Newman, 2009). Bagby (1959, p.73) points

ACul turedo mMmaanhbiangedeki berate effort to
sme object. We must al ways s phetahke ocfu | fttuhree

of the artso; we cannot speak of #dAcul ture

2.1.2 Cutitwaria oaand

Bef@exeamining the definitsosai mpl eutoupercei
ACisai il omd® addgauisriesi | ar meaning. Bahteibamo d er n
was first recorded in English in 1772. The

French adjectivet hé&ami nicilieliinsb falpdn s
17



Asomet hing thatzencezgaashng ©Do. @hubd,t ct He fteer m

Acissvtiilemners teedibetciwvvdricome pri mioti ve hun

Since the middle of the 18t#r erecilt usyholaar s
defineshtin @inwi lais a r esulsts roaft hbega ditgh dahi evai Ipir

usage of MAculsaiuare® iamdEmgliiviH iand French h;

(e. g., Tyl or, 1871; Gahddémwepiosegy BNA3)s.oc
st udpoei nt out tthiea#l®d thr icnegnt uri es i n French
culture shared the ssameé ome aarioen g stywiedythy Mau o i
(Kroeber and Kl uckhohn 1952; Bagby, 1959;
sociologists, cul taumree beaefctaere tthe i I 9 tph edemt L

Some sociologi sts ayisdetimpotne df rtoom i leséc uess!| tcuir
Lester Walrdl&nldB 4AUl bi on -ISm&ad) . (AB5pirevi ousl y
AKul turo in German not only refley sréloatdéde r
to the worldview (whefKhudadawmsKulntot r g e ¢ miedh t «
(Engl i sd&ati ocni)vidne ost (Wgnonymd®03) . Thus, |

Aculdoaoite saitliiono are two different concept s:

ACisation is the dmralelaisregl, ctontr ol of the
i mpul ses by rseo,cien ythe€udtt uer hand, i's the
sciemade a@G vwséal1ion is one side of what we ca

whol e body of technicalnaecwlud dgmee,ntpr dme stsh,e
skil |l for subdui ng andesdnmpdooeysi nngo tn anteucreasls

i mply a high sategoprpe( AfbBoni &0605) .

German sociologist-18bB)egoWebsessabbaB6d & at Ci

whol e method and mechanism to contr ol t he ¢«
of l'ivimgiagdi bhial I the aspect of i fe,
int ercour s e, aesthetics val ue, bel i ef and |

18



Australianstarahdephobol ogi st -IV95 Mo raroqiu eCsh i
t hatsadiiwinl ii s a paMagoudar PulMurz000). Bas
of Weber,. Rwebretrot2 0K 3P 1demonstrates that:

Cigatliiton is simply a bodyl oknpwlaedge abndan
collection of technical means for contr
condrigti ons of val ues, of nor mat iawee prin
hi storicédlly unique

Thus | saitliion i s Ai mpersonal 6 and niidbej ecti v

verified by determining whether the speci
same operwiibnoccasion the same results,

t hed .

On the other imkmandh,orouwlgthdrye per sonal and s
because no ffearldy adeficned set of oper at.i
determining théhidesbhbhaedenesubet ween the t
accoundissaitloionrmmws| at i vaen d atthueg euni que (noncun

character of cul tulrle2)(.Merton, 1936, 109

Thugsul tur al aspects tend t o be mor e robi
di sseminat e, aenvdo lbet iumnsd titeedn alni g i € ment s. B
cul t warnt aulr efs@o(rel.dgv.i ew) can rsed adre pri mhti waece
group. Thuscutherkeoins af ways eamdtiiean t han
Some gsmayp not have atnlde i mrtaedtliecdlual knowl e
coll ection ors tfearhna cratl r onlslaivrag ersa tainrde b(ag .b@.
peopl es) . Thus,sckEmg luisseh eésipechagklerase HAANnci en
cultureo or fAAati @&ntHomgowset ,Enigvikidsgph ed peaa

to use Apriomat hee t heh bhogdvpirldimi t i v

19



2.1.3 Cantthurrcepalnogy

The thesis is moving doenfimawitom ©dnssiuddrurte
ant hropology. Anthropol ogy i s sa agslypoebcatl di s«
humankind within past ralnyd apnrtehsreonpto |soogcyi eitsi ec
cul tur al diversity in ClassiQ)all nGreercter g it
contemporary anthropoltbayigsnatedcaall deve

i hhk%centurmi eesur ope and the UnitedoSdianegs (

to Segal and Yanagisako (2005), in the | at e
thetaean disomplnew interdisciplinary field:
gl obal stuéitdéds, cvartiuvdues) .

Thentahr opol ogy di sce pdiisreu $vicasesofont hdr bi o
(e,ghe origins, physical deeel spmesaj), andt
sociocul turalcudltamerndt dleev.ed . oOpmantd, bsebtcebtabk)c
ohumankind. Anthropology haslsewéehabpslbdiy
Linguistic anthropology, Archaeol ogical ant

Cultural anthropology.

I n the United Stataes,ommoanilal iarctl urdeplo Iwa g yh i
ant hhropology (or sociocul tchr af &orlbpepoé¢hbkag]
France and the United Ki nigstiognt)i, n gSupicsi hael d afnri
cul tural ant hropol ogy. Each of these subdi

research metbBowsthovdeging topiclslt)of resea

I n ahehropology field, culture is mainly s
which applies a variety of met hods to exa
humans (Christopher, 2083p. t@ul tad aly asthrn

surveys, paetivan ,paand ofbi el dwor k as researct

20



Tab2ll: Social anthropology subdivisions

Also known as physical anthropology.

{fo][ofe[[e=IW-Nal{sl e e el [Ts}YA Biological Anthropology is a scientific discipline of human
beings from the biological perspective (e.g., human

evolution, human genetics, human behavioural ecology).

Also known as anthropological linguistics, initially called

linguistically.

TV Te-Nalial (o o Lol [eJe}YA Linguistic Anthropology is an interdisciplinary study of how
language works in all its different forms and how it changes
across time and space (e.g., the social uses of speech, the

relationship between language and culture).

Archaeology is a study to deduce modes of ancient pe o
behaviour and practices through inspecting their material
Archaeology

remains (e.g., Artifacts, faunal remains, and human-altered

landscapes).

Social anthropology is studying the relationships among
persons and groups (such as minorities, subgroups,
dissidents). Social anthropology is more related to sociology
Social anthropology

and history in that it helps develop the understanding of

social structures, typically of others and other populations

(Ingold, 1994).

Cultural anthropology is a branch of anthropology focused

Cultural anthropology

on the study of cultural variation among humans.

As a vital bran€ul ourahthnopolbpoyogy raise
centuryO, lnhd8f7ounder of cultural ranthropo
(18B8B21,applied high cul taurde tvheam eprl opw sceaud taur

of religiom'.slavdlhuts process, foll owing KI
21



Tyl or devel oped aadl ederf ianthmooapolfogiul tur e.

of his omowstwdrakm, Pr ivhoiltuinvee 1Gu ITtduroe, di scuss

Cul turesabroaivibken in its broad ethnogra
compl ext whimt¢leudes knowl edge, bsetlone,f, art,
and any other capabilitias sancd ehtabintesnbaeaq

(Tyl or, 1871, p.1).

Thi s sgtruedeys awi t h the definitiaomnhobpoubgurcal
perspective: culture is the shareda and | ec
community or group of peopl9é& 3() Ty ITchre, clo87cde,p
of culture becamealoniededsthfe astsemopol ogy s
ti me. Cul tural ant hropologists argue that
(such as eknowlleed, art) througdattidoed | ear ni
socsadli®mupeopl e |l ivirmeqgvimotméfdseonftten hav
di stinctive cultures (Cunha, 20149 ngCul tur
the soci al I ntvearta cotmicmrnodanp @& r emartair bemav it d e

wor |l d. Gothwuoalbl ogi sts mai nl vy use gual it
participant observati omnyl teurhanlo gaoampar, i samrd

cul ture.

2. 1.4 Caudctiuorleo g yn

Soci ol ogy iisn astdu dyiimpdpamensedy 6Eecgal rel at
soci al interaction, and culture). Soci al a
i nst ammngnhci ent philosophers -cud®h7 aBC)Pl and
Confuci us4d{d5BC)BCGEmpitmepsdr t ance of odiefsf.er ent

The I nstsaittount i ohalmoder n Sociology was c hi
LE.g., People are | ipvhiincg ciinr ctuhnes tsaanntee ,g ebougtr adi f f er en |
living inethbusamcméfédgrent geographic circumstance.

22



soci ol ogi st £mi F1eQ 10Ur kihne itnh e( 1I18a5t8e 19t h cen
1992) . Since haurreamm oagtl iyviitnifdsuencedabyg soci

t hiendi vi dual és ¢bei aleseacchl|l esgpypebBokexstensi

examplehe scope of edocatogyg, ideVudese, i n
military, religion, social <capital, soci al
Taditi onarlessa@aicdler s primarilyitasge va am@ad.i
guantitative methods to study society. | nf

twentieth ,cemhearynterpretative and her men

become the standalryds inse tshoocdise ttyoo ana

I n the sociology fiiedld, cacrud d ptr s @ nsm®dasm g neasnsye
bran¢henmainly studied by Sociology of <cultu
sociology of culture i samdcd fod rielri, a oo e ceomt
banch devredmmptelde fi ntersecti on nkeéetrwepeord ogyci
I n the | ate l19dMmhce¢nwmsopherBursapgd-l1883Karl Me
Emil e Dur kReli7m , ( 1a8n5d8 Max-1Weber dét8bdped ec
theory. For Ger mdmsepheolidapnes tg,-1 GBS B,

cul ture r efuertrievdattioont hoef ¢ ndi vi dual s t hr oug

fortmshave been objectified in the course of

The concept of woalptiwmaler ®adcibyl oMWl W28 Ger m:
1933)i odoowgi sts such as-18Bb81J)ne dt hwe b3 6 0(s1, 8 6a8Bs
product of t h@ulitcwr alursad dit @lcaagys ewdas-nr & he En
speaking world. Cultural sociologists mainl
and hreumtei cadilryg (dmocmeani ef assca rsd o sogl 8 d rot

study culture.

2The cultural turn is a relational movement in soci

whiemphsestihe i mportanced uafe dtnudcdwicig@lcwlci ences.
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Jeffrey C. Alexander (born 1®B9Th ismmowatogy

of culture and cultural sociology regard

essentiodl sparoeatdyi.ngActco Al exander

One woul dt kmaoyr et htartadi ti onal soci ol ogy of c
culture as a dependent variable that proc:
actions and institutions, prdvials nmorienp ul

mata&lrior i nstrument al f orces.

Speaking of culturetbatsoculot ogg issiggemes.
explained by something else entirely sepa

it skddaking of the soci otlhoagty aoxf@ fcaunlptouweer s

|l iestudyihegfihar do: variables of soci al st
sets of ,nexzmimegsuperstructures and ideol c
real and tangible social force.

I n this approach, culturmeoadmecdepsesndefnhined
varable: it is more or | ess confined to pa

soci al relations {6Al.exander, 2003, pp.>5

Thus, the critical di fference between the |

Sociology of culture sees csulanraeplpaso ac hd etp €

regards the cul tural phenomena as a produc:
Cul tur al sociology sees culture as an inde
that regards all, or most, soci al phenomen:
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Tablle2:2 . Ehemt s ofi nc uslaotcuiroel

0gy

The value in cultural theory means whether something is

ascribing worth to do it: it is the judgments of what is
1. Values acceptable or unacceptable, important or unimportant, right
or wrong, workable or unworkable, in a community or

society.

2. Language The communication system.

Refers to the beliefs (somet

3. Beliefs
action (e.g., an opinion, faith, or worldview!3).

Mores (norms of moral)
In sociology, norms refer to
distinguish the difference
the manner, custom, usage,
between right and wrong.

4. Norms or habit. The two types of
Folkways (norms for routine,
social norms are mores and
casual interaction) draw a
folkways:

line between right and rude.

E.g., manual or automated
The way of production
manufacturing.

E.g., the choices of language
The way of communication
content.

5.Behavioural patterns

The way of organising

significant events

E.qg., a festival or a particular

practice.

How people satisfy their

E.g., food, security, sex,

basic needs entertainment.

Mainly are material culture, which refers to the physical
6. Artefacts evidence of one culture such as the architecture,

technologies, artistic creations.

BWorldview (or a comprehéodrdived swoshavieedwhyi @ fgh oup
about the world and their relationship to it (Edgar
contain natur al phil osbmby, ©8Bbégs, and ethics (Pa
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The modes of the organisation;

7. Social institutions the relationships regarding governance, production,

socialising, education, knowledge creation, arts.

Similar to the Anthropol 8gcrcalodetahi debnni

cul tcame expadhdoromast or social phenomena.
Macionis (2010), culture camaberdali dedt ur
(neprhysical ideas) and material ca¥ture (ph

2.1.5 Discussion

Cul t varne iinscr mgi ekypbemmamenrndon,studi ed by ant!
and soct ol ®gygn iIincredibly complex phenomenc
define it because this term has tob many d
ant hhropol ogy' s e seMemwhsatlre ,cEodnwaerpdt sB., Tyl or 0
cultural anthropobhopghrbpobmgyg' snpr®ohci pal

This study agrees with the daenftihnriotpioolno goifc acl
per spectuirwe:i sculhte shar edouarn dp altetaernnnesd ahbeel h a
community or group of people (Tyl or, 1874,
of culture became one of the essential i deeé¢

ti me. Cul tural antthriompdil wigd alss aarguger dthms

(such wvalsedkne, belief, art) throcaghobhhandear
socgsadliiomupeopl e |iving in different enviror
l' iving in the other geogirlalphofct enrltamstdins

cul tuCersha, 2014).

“ Nomaterial culture and matnedr itaol bceulrted reev aanrte otnwoy ti

archaeol ogical studies.

BEdward B.spTawlherrr English anthropol ogi st
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Sociology of culture also proposes a si mi/l
Paul Leder asehs enmpahtascul t ur ék niosvl @ahmpee s har e
mtruc(luederach, 1995, p.%and Blatlhc oR'&| Pharlsion
emphasescultthan ee hiasvitohuer bpat tienhet haedcan bea
from their elders and pass(Lomtoo, thé&6yYpup
Parsons, 1949, p. 8).

This study disagreestwiet detvkeil ® panefmit niotf i @ e .c
in reeams, ysomeubepavbtubednbe | earned from
generation. Thus, culture can be passed on
the same ages. Hof stedesest @1, fpoubpdaksosein
hot inherited. o Thargefl ®erngpmenwliteu rse ailswaay s ¢
because it exists al most entirely in the
behavi ousv praitdalereodn g t he young generation (.
style and patlngcbabr wrsitt, e ab plavvied@mv 06 s eas

t o faornme w ec wslhtaured and | eaned by peopl e.
Cul tur al ant hropologists mainly wuse qualit
observation, et hnogt aphwn] godnparias®n to s

Culture pl ays a Siatign g i daaaelt siromtier aicrt i an a

motivations of behaviour in the contempor al

2.2 Semiotics theory overview

Besides culture anthropology and sociol ogy

t o studyThculnourte.strai ghtf oireoviairds diedoifai §t od

1 Ralph Linton is a American anthropol ogi st

“ Talcott PAmsonsanssaciologist
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culture and the signs in the given culture.
the meani ngheemigmtsi cisn fi eld refer to more
(e. g., road sigmscithopigngns signd take
i mmat er imasA ¢gn can be a word, a sound, an i

a colour, a ,podp Hdaegwmagé®&mbert o, 1965) .

2.2.1 The model s of sign

Ths section's discthesmodeaelwswhl cpoidetsct obe
consofsdmBdgrrdidanaussure and Charltewvo Sander
men who are regarded as the pioneers who of
contemporary Saumiournei andg. Peirce offered

models of the sign.

2.2.1.a Saussureds Model
Saussur epedde vceolmoppr ehensi ve frameworks of sen
perspective. Saussure named the firset term

which was generally used amsofbothesearly Fi

Saussurebds semieotwicdetl lye cardioepseeabre mi ot i c fi e

t hough contemporary semiot-i icsguwissutaild ys & noicc

research (Chandl er, 2007) . Il n Saussureds b
he offercs (pabytgdgdimodel , whi ch sdrsg wydusr(es e®i ¢n
22. 1) :

l.a Asignifier ot h(esifgonrinh iocfantth)e si gn

2.a Asignifiedde(aaisgmicfiia®) on it | inks to

28



Signifier

Signified

Fig2r@. Baussuredsgmodel of

(Sour ce: Baaussesdu roen, 1698 3 ,Chpagpn.dd=r, 2007, p

Saussure argues that f@Aa sign is the combin
(Saussur e, 1983, p.67). A singangibhat ¢ be ms
the sigh tamkmseni btgautee sa sas quen,iagtd omcept , a men't
i mage, an i mpressiomn$aas sheeraem: n )i gari fi ed (S
1983) . From a |linguistic semiotic perspec
clian that a |l inguistic signn dobkejse mitsb tcto ncsd rs |
of a sound pattern and an association. Thi
as a fAphystihcet ndn eochtjse ctto a signi fiedr(an ass
a mentalommprEsesiexampl e, a | inguwigstoifc sig

(see eRi.dPur2

1. A si gntihfei esround patteenoof the
2. A signtife edonac eppetr eonfni al plant with an e

trunk.
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Figure 2.2.2: A sound pattern and an

(Source: Based on S686ssCadmendid®®B3, mp.plB)H

There is evidence in favour eorf iSsa utshseu rpehdyss ir
form of a sign such as what we heairedtouch,
i's thengmedanithe sign such as,awlkhat ewé & Hpet in
2002; Chandl er, 2007) . I n semiotics, Asign

form (signifier in Saussureds term) of the

2.2.1. b Pierce's Mode

Peirce was nanpbhAmeosomlasri gwh y respected foo
contri buhtei ofncsuntdoi ntg of pragmati smsi gompar e
model Peirce offers a Atriadicdo or three p:
model , the Asign vehicleomeanthegsofgpthsent
existing in both itf®citnt Prepreteamnmtr gard iat si

(see Ri.Qur3e
1. Thepresenittahmend orm of the sign;

2. Thewterpretdart ment al i mage of the sign;

3. Thebj echweni ver sal me@mi ng of the si
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Interpretant

Representamen Object

FigurazP®irce's model of the sign
(SouBaseed on Eco 1982, p.59; Chandl er,

Sil verman (198 3r)e psruegsgeensttasmetnh asthar e a si mi | &
si gner ; Nt esshaarreet ani | ar definition with sic
there is an apparent difference.Poeeitrweeeen t h

(1958) develops the claim that a sign repr ¢
form of amnmtjnwérphéwdfisbhet sigmekeioet he
Therefore, the interpretant represents a p
receiver and create a newlThug,hnhteeprenhahts
be -irret erpreted, w hliicrhi tiesd onsadme doBEs@ @& 2 see
Figare. 4) :

FigureuUgl 2mdted semiotics

(Source: Based on Chandler, 2008,
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Besi des, Peirce featured an adeintpoheas el e
mad e | of the sign. The object communicates
| aw) to-rteltei segn Chandl er (2008, p. 33) ar
provides a place for materialit® sndgnreal it
Peidcseebdilsasimo an opaque | abelled bottle

The process of understanding this sign are

1. Theepresenittahneenf i rst object that is perc
| abel ;

2. Théenterprettrenpet esent amen pr owinddshtathlee i nf
boltd contains another object;

3. Theobj ectt he perception or knowl edge to

contains.

The object is an essenti al and easily negl
information of Asbmetbloitnd ed s wanaeodtdheebh o u't
purpose besaopaquce. This information may b
6noticing thre frachaed Otblmaen dlexthanlpl e, a vi sual

~

Astopo csemes iFs$ag. udp.e5 (

't is worth noti Bautsatr ebsemedidgapf esenti ame
Pierceds model (which is also called fisign
of t he si gwmehiTchlee siisgnt he form t hat a sign
combination of its form (ssiiggnn fv elsliuad leeé)S aaun d
model ; i napdbnyetcantin Pi erceds model ) . Fol
research used sigmified to describe the i

meaning in this thesis (cf. Jacobson 1995;
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Interpretant
the idea of “I should stop my car”

the idea of “cars should be stop when
see this sign”

Representamen Object

FigureARx@mpl e o0fs Proidrecle of the sign

1. Thepresentaamen al, red fstioggmboamg wint It ;

2. Thewterprettdiret i dea of @Al should stop my

3. Thebj ectcsa must stop

22.2 The structure of sign

To analysis the meaning of a signgt it IS
el ements and the relationships of t hese ¢
Russ-American | inguist and | it elr8Bi6982heori s
usetshe term that "syntagmatic" and "parad
conceSytnst.agmat i ¢ ainad grag atdwog mactdel s of meani
Saussure argues that three types of systemi
account whenawagyagn (Silverman 1983, p. 10;

pp.-83) :
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1.The relations bet weegnmiaf iseidg;gni fi er and a
2The relationships between a sign and all

3The relationships betweemnd s$itgn and the

Briyefslpeaki ng 2(.8e,e tFhegusryent agmat i c" tihsi st he cc¢
antdhasgtdthi st {e.rgunning cat). The paradi gmat
as "a#hh-es$ hi st {e.ggel ection of the Ica&st word

for "tdofy"oor "fox").

-

the | Running |8 _cat | %,
» 2
O o
: o2
I:E Sleeping E Dog Q@
5 3
s 2
E Fox +°
< Syntagmatic (structure) >

Figuke& ZXSyntagmatic and Paradigmat i
( Socuer: Based on Chandler, 2008, p. 8

Syntagmatioc thef esriggnt s hori zontahcsestnuogur :
posiomning); smaller syntagms can construct
suctured signi ftiree ddmli ndeedl i mearsi ngs ( Jacc
Saussure, 1986). For instance, -faamcalid nBds n |

automobil e croe etrfreas ep@, @K p (seedee gu2zd. 2.

This object i &vopdpor aed mateiivead @ e noob o »xa
fwoodenobbeocaatuse it shares the same syntagm
contemporary automobile.
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Figur#& 2Zr.hz. wWob Beret | e

(Soerclnternational Business Ti mes,

Besides, a | ot of the Holl ywood movies prop
the f Il yiFng ttha XEb ®Mm&ntAudi RARE0200k,e Fi gur e

2. B).. These autdmokri Itdhe mode of -cmo bialnidt v (
howear ) ; however, these future cars stildl

modern cars.

Fig2ar8The future automobile in Hollywgc
The syntagmathied psanaldysriednalp i nnovative des:s
branding strategies in the real wor |l d. F

devel oping a fl ywiing paw@oeoglpieli eBued&dtd tion be t ¢
reall flight condi FEiigounr2®).s2i mecreo M0o0Obli4l (usseees t h
"flying car" to define their product. Howe
product uses a changed synwiaggmatootyeamparrca u
aut omolih é ips ot ot ype 3.0 caomhainde sprtilveat e ai |
syntagmati,d eatdi @mgtdwersda gn revolution in the

private aircraft industry.

35



Figue®A@roMobi l prototype 3.0
(Source: Ré&ndMobil,

Paradi gmat it ot hreefeersti cal (concerning Subs
framewor k of the sign (Saussure 1983, Si |

paradigm is a gomiugnioffakbkd gmheabers bel ong t

defining classification, but in which each
design is a syntagmatic meimbtmmyofdi &t tomat
paradigmatic selections. Baednimmd teiyc Mauh csiamer eo

wooden texture i n whhaecihir wii dted narposede d ing mas t
class,Emerg@gtes A380 first class). tThats wood
shares the same meaning with t &feadtgsadi ti one
the comvwadntciherry oak furniture): the idea

and the feeling of conldr.t prestige (see F

Fi g@r QT he Paradigm of wooden textur

Theyntagmatic and paradigmanicndaearadtyandi ng
meaning andt hemnpdesvigmg and bFandemgmpteat ed

interior design with,tthlree cvweaden otakx tonree) (ce
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practi cnalstdreastibggpy ! t 84 beand; Tesla electric
paradigmatic evolutionary selection of au:
powertrain. Syntagmati c and paradigmati c
investigate tmhg odl thd uaxluir tpgeasnei nc u@Chiur e. Af
understanding the syntagmatic structur e, t
hownd why a par sitauflbar Asliugcnuitipvema br | i iy a

di fferent given cul tyra, dt Heffagnrignmgg.nimf i er ma:

2.2h2 Tevels of meaning

Apart from Peirce, mo st desasrell Yo p 8 d mit diteii @ ¢
t heories Ibiammgeuwi sotni ¢ krhrewldedh@agaed( Sagissur e, I
Bar t,lmemsl Roman Jakobson). Hence, there i s .
significant eemcepts are connected to | ingl
t his research daoceiss cnuosts i bnv oolfv &1 1snegcutiisotni'css
di scussi®nomesnnevercalt heongesgswbnthalpl agl es
semi oti cs:r orpleest, o rdienalo atn@d &t mypytnh. These | in

theories are necessary to understand diff el

2.2.3.a Rhetorical tropes

Compared to thel di ngiiedtoire cal tropes refe
cont ai rcotnmotsatciivad iadosns in its meaning: they
that fAdoes not mean what they sayo (Orton)
Hawkes, 200 3, p.59). @&tbpdstoffleti aevameahb
asaying, #Athi g cihs hleil pen dpéeraodptl @&n davht he unf ami
t he f ami lanadro h(nLsaokno, f f2 00 3) .

Il talian political phil osopher alldd44hetori

devel op tthatclmeitmphor, met,angmyrosynaceodh
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centralint rhoipse sb8 ok e ridNeav

1744, TRah)le Blowever,
met aphor and

is a trope that
metonymy is a

adopltaxobson;

(c. f. Gi

Tabl2.:12The

Tropes

Metaphor

Metonymy

Synecdoche

Irony

bbs,

similar comparison

1993;

met ony my

swhhebrys
Chandl

For example

Jakobson

al so

foupesen@radrrcyr o

from

er

a linguistic
(1956)
itrh et hoen st ehmei

wi del vy

cstiidce , f iae In
hi goaf i ghes sthige ;04 pmitr a ghnaantdi,
t seosp et hteh apa reantpihgansait i ¢
adopted

2007) .

Meaning

relatedness

iGi ve meod iHel p me
substitution
relatedness category AiMy whee AMy vehi
opposite association Al t i s t Al t 1 s tq
an

A ent aphoifibeidtedrioregdr essi on

comparison

concept

gener at eadn oftrhaem
(Jakobson,

met aphlordicani fi er. 6ofr

mar ket ,
t he

t hat
2211} :

or

Mi t subi

form of

1956) .

combi

object

For

s hi

to

us es

ng t

t h&aoreki marcy gqduyada t vy

a

l i ngui sti d heexampl e,

t he

he ani

of

under st and

vi sualctmet(damho

mal s

nNese i g sudi shi

abstract
with TeBe me@ahiofg mel sagpsh b g
anot her

, S iwdhn icfhi ecro mmudii fcfaet reesn t

faheviissiasackcxampl e,

and

empha

aut on



Figur®l 2Mi2t subi shi Pajero Ani mal Il nsti
(SouMcéesubishi 2009)

Met onyy i s ammtiliercasbingopre associated and
signified to ssuemitdttiudse (aWioltdenmn, 1987) . Be

(1956) develops the claim that metonymy i s

l generally i nvol viecsaln urnglsaotbisot nwsebd egxnti wa e d

Al ong similar l i nes, Lakoffheandl alioonnsbat
met onyms typically involve sdit hecd&awatsnoci at
i ndexical subst fctruotkim na o fi rbdiesxtingalsy;esludfs a r
per son.

Il n conclusi on, met aphor and metontyony ar e

understand t htheweminoitnigcsi,n Someti mes anal og
process of interpreting meaning more confu
not d/i rseaqtnliit y uehenieani ng,fgo vFeo rmei nas thaanncde c ar |
t hi socloommmect serteviot dsifdni fi ed: a dominant S
meani nigi wd me vy awhri cthand i mpossible in thi

recessiveheiigsoreftioendy miict ustuibognbippf t hi s cont e xt

Il n semiotics, denot atwboheamd tondefaheonhhnete
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2. 2.DEnmtation and connotation
Denotation and connotation refer to two t°

signardd etrhedAigingdf iobndesbdbsati on:and connot

1. Asetdeordotatgrniamidemot st gnjefi ed

2. Aset of cemngotiainidewsomeoosagni fied.

Denotation refers t,antdhe csada®igehcda wdoomal, off i @
sgn, which keeps the same meaning in any ¢
Chandl er, 2008). The denotative meaning (d
t hatplpeeocan find in the dictionary. The par
signdbeer not haf deatot i ve me(aen.ign.g, otfe xa ss iag mw
communi cate the same meaning i n2ld2ofrf erent

souddfferent tenors).

Hello Hello

FigarRB2Helol ® s er i f-s earnidf staynpsef ac e

However, connotati oncurlafuerrasl taondt hpeer soaiaal
ideol ogical, emotional) associations of a s
The connotative meani ngi gn@gebreintf(Ceemcg.ed by

the soci alculltausrsal|l amadk grndwmndci ty) .

For exampl @13 FKi gponnree oX. Jeepds campaign post
you wantbhe pester’' sepri matrlyesigoepod | ogos,
ofisee whau eweaent gtomansgled he ial Igugstafdteiomtofcan
another illustration of a penguiThewbhen t he

signifiers communicate a denotative meanin
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giraffe or aepengdtuhienn.pubghwesve commer ci al C amg
commu cate a connotative meaning: it is fre
want to go and to see whatever you want t
Mor eover, this connotative mefahy ndemarndibreg
on tbhdiance's age,saoch pertsiomailldeays of fHJee,

what you wanto or AJeep is a creatdoive and |

Figure 2.2.13: Jeep campaign from Leo

(Source: Leo ,Bu2hle22)t France

Understanding the concept of denotation an
research: one of the projecs$'ssncovericag
connoet ameé ani nxguroyf nolbd | it wd tuneChABesa@a «Chi

cul tluwxeuyry ommbaréstyhe same denotative but a2

meanitrh@gm <£bhnese cultures (cf. Zeng, 200C
example, the connfoweadailiiveg meappe@gno€hina si
the idea that a woman cheats on her husbanc

not mean any differ entnod@dn ateisvee gme/@&mi ncgu | it
Furthemamonder significant connceedpst tion He ng

undéonsd in thisnyneésearch: the
41



2.2 .My.tdh

As the | ast section discussed, denotation
systems to understand the meaning, which ¢
and second Thevel s-creda bBeghemi compated with
denotanhdoweonnotation in semiotics: My t h. I
wi || point to the I|iterature ,BpdFIenghi sttt
Rol and Bar4bB&8¢98)(1Wwhb f ocus @&shebni nivineystthiogl aotgiyc

of myths.

LE NAUFRAGE
DE RIVA-BELLA

DU MANS

Level Meaning

15t Denotation a young, black soldier saluting the (unseen) French flag:

2"d: Connotation The idea of uniting and patriotic;

The idea of France is a nation that is committed to eradicating

3'9: Myth

racism.

Figur® A2 f2a.neoxuasmpl e from Barthes
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The myth is a critical concept i n semiotioc
historical, political, secsiocli agi ®mfb nof anad
(Barthes, 1987). Myth is above the denotat:i
1961). Barthes (1987, p.125) offelrsveal f amol

meaning from a semiotic pleBasrpteltead var d sese tFi

myth i1 sl aex geymptreerpr esehei d@mi nant i deol ogi
soci al and cultur al context (Barthes 1987)
example communi eatéeé anelringme@r which i1 s more

its connotative meaning.

For anot hkeeappa&menpe Samur ai warriors have a
battl e: to cut their enemyods heads off.
behaviour pattern is a signifier that si g

Figure&Phe. siegeri vgeneagragrbeg anni ncompl et e me
without myth (e.g., -“iecé&igearewi2l. 2. 26t toadeel
| evel meaning without the samur ai myt h) . I
(1980) argue that myth camebephegtr @&etdhas
idepth culture analysis in a regional ma t
strategy may communicate their consumer s’

| LA brands. For instance, Awhite el ephanto
assocnathat trsemeroehsenny usel ess and unwanted

the cost is too expensive) in western cult:?u

a positive connotative association as the

represents t he imaclirthead &odm ghiast sel
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o5 e,
4 / }.'“““ u‘“
il

o

xxxxx

Level Meaning

15t Denotation Kill their enemy;

2"d: Connotation Symbolise the victory of this battle;

A form of fisacrifice to

3'9: Myth

(Joseph, 1976, p.98)

Figur®5 20R2i Koj i ma aYwa#tuanrioy obsyhiUt ag

2.2.4 Codes

Saussure argues that the relationship bet we
from a |linguistic pesspechbvagi @Bsunhdapennt:
of agreement (Saussur e, 1983) . For i nstan
di fferent ter,mdutcon nfs@éulidr éem Chinese and
Ger man. Al l of these terms share tdhe same
Howeverr,eltahed onships between the associat:i
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pattern, fof( Sthtus)rece iBaumo ar e notprbiamsecidp loen a

There is a semiotic system (socially or cul
signified. I n sémcosiyss emthhissdesmiri bed as
essential concepakomsecrmi b29@€@;s.Chandl er, 2

Codes cotnssyatems t hat attach meaning to
syntagmatic and paradigmatic strutrure (J:
Besi des, Hal | argues that codes play a sig
1980). Similarly, tkes @aocdesocfi allamgubage |l ¢ a:
or conventions that hseve i me ean gwivdeenl yc urletcuor
samur ai Secmde)cs could not exps$saimpamwthiyc wal ari

meaniwmg hout t hMaosr ecoovnetrr,acGh.and| erndemp laa e s

the fiprocedur al systemso rather than the
p.148). Therefore,eilistarnsdsthgaidulcamt alt omaia
(e. g., behaviouranda emlteanomesnombj@ceemdi ng

cul tures s cod

The avail ablbggesti dehtrcentdsedsi viindiongroups i s Vv
the code is a framewoir&l thiaveexiwhischnc outr
i mplicit rul es and constrictions. The proe
typologides: ofGucoaud (1975) suggest that or
into three groupsandogbcahl| ; aésbhoefttihce pe
photography. EX®) (df9f8€r,s paBé& way that divi

groups: tonal codes, i ccoomdiecs, cadcegd,ori cahocgc
stylistic codes, codes of perception, codes
codes qgdndarsdiebi | i ty, codes of the unconsci

Chandler (2D0®®) @fpf dMds8 otnheeunme tuhryadd of prit oend
by tkRissarch. There are three types in this

may consicsotdeosf: ssuobci al coatdsi ntexpuek atodes
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Chandl er (2008) argues t hat hi s met hod [

requirements of knowl edge:

Typet hle worl d (soci al knowl edge) ;
Type 2: the medium and the genre (textual

Type 3: the relatiophslmpdbéi wgenpu@diygmeandi .

At the macroscopic |l evel, all semiotics cod
Soci al codes plabodaete system to understa
instance, people generally ident iwfoy ktt he so
cl ot hes, hairstyl e, eati ng habiist baencda utshee w

t h®oci al cockeda(i laaomdiulaygecodes, caomimodi ty
behaviour al codes) Ilink these signifiers t
suit to the i dea ofcod |baursoi)n e sCshnaanndll®esr) fi(w2i 0t0Oh8

of fers an example in his framework:

Tabl2.:2 Socdead co

Sub-codes Examples

Verbal language phonological, syntactical, lexical sub-codes

Bodily codes the facial expression, gestures
Social codes
Commodity codes Jewelleries, automobiles
Behavioural codes protocols, rituals, and games

(Soubaeered on Champg.l e¥64B)200 8,
A simple example lhdw sped@mll e podmasaintde i r

respeocdtoeopl e follow the codes that do not

in thelwrcend Ap gyl e, 1993, 1998, Dyer, 1992
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l)Japanese generally | ook at the

polite and respect;

2)In Nigeri a,

and respect;

@le optl et Mo peodpll ®

3)I n Kenya,opt ke do tnhoenior l@rka wa tt o

respect ;

)l n the past,

ot her 6s

n

from higher

show polite

within many cul tures,

at a man freely;

55 Peopl e do not | ook at a disabled

Mor eover, t he

dur ati oni rofolgwaes dilfofoeri enmgt

a

wom

strange

ad

signifies distf &uehthtneamea nsengi,ad c it oale st ouc hi n

tal king, aodngtersuatr etshe compl ex

Tabl2.:2Text ual codes
Sub-codes Examples
Scientific codes mathematics;

SoCIi

Aesthetic codes within the
various expressive arts
(poetry, drama, painting,

sculpture, music)

classicism, romanticism, realism;

Textual codes Genre, rhetorical and

stylistic codes

narrative (plot, character, action,

setting), exposition, argument, description;

dialogue,

Media codes

Photographic, televisual, film

format);

, radio,
newspaper, and magazine codes, both

technical and conventional (including

(Source

: based 200n0 8C klapnpd) |

a7
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Current appeamrxshto validate the view that f
every text i sCadessetploafy stihgensr.ol e t hat I i nl
particular meaning; Chandler argue&. 3hat ir
do not define the mmeanl hgmst of heexkange of m
links to (Chandl er, 2007). Al ong similar I
that codes are a fApreferred reading'’ t hat

sign chaennwohtat ever an i ndibwi.dueale wodnttsh et hvem
fundamendadesuibn textual codes is genre coc

of content in a specific range.

|l nterpretative codes are connected tightly
myhs from the inter gr ettateirvenhamadesi;ntenm ptrlet
protec(semgthab.l eThRe 2i.Mt)erpretaticedesdes he
perceptual codes (e. g., vi sual percepti ol

Il ndi vidualism, | iberalism).

Talbe2 24 I nterpackdsative

Sub-codes SENIES

perceptual codes

visual perception

ideological codes Individualism, liberalism, feminism, racism,
Interpretative
materialism, capitalism, progressivism,

codes

conservatism, socialism, objectivism,

consumerism, and populism;

(Source: based on CHhlanOd)l er, 2008, pp

2. 2.5 Discussion

Design semiotics and brfainadl d* mi fod @ &£img oatriec &

semiotics and chksr and esieegsntsetd sengdnirhd aemisngs,

48



]

el ated to design and branding strategies.
semiotics focus on whastt rkaitnedg yo fg enmeearnai t negss atnt
are understood in the igsi vefmf ectli veor enet 8@ hi
investigate various design and brawmding st
symbeloigani ti ve human phenomena because both
be regarded as fAsemiotic constructiono (Ka

Boom, 2015) .

There i smonwgrwhabdemic evidence corroborati
new role of semiotics in design fields. A
about design semiotics can be searched on
|l i brary system eSdmicdtiivdes imres ednatdi gpast i on f or
design .sakudexsigpd eand Kim (2006) carried o
anal ysis of Korean <costume <colours in cul
perspective. One of their HWKew fairreditnhges moss

frequently used colours during -T9%k0)J,0s@&Dn ¢

these colours acted as cultur al codes with
Fan (2003) applied setnhieotmeca nainnagl yosfi svitsou arle \
sigasd howvetrteegd i n American farm adverti s
years. Lending suggests that semiotics is a

and marketers to have a more sophisticated
and interpretatginssn dfanrvyiosaippd( 2€Hd t he quan
analysis of the meanings and the charact
significantatf ipredbipdnge'iss culhturel mabywwclkgr ohed
significant factors to .afHoewsthvaetr hg@e meami ng
prably not (this study involved over 2000

Mor eover, mar keting and brand management
i mportance of signs and meanings. Approxim

brand semi otdarsc hceadn obne rtshiet yuna f Leeds onli
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system. Kotler (2003) argues that a brand
meaning and associations. Al ong similar I

Manning (2010) develop t hemecntaalm atshsaotc iaa thiro

Semiotics also is an effectioe meahddngf
studiugsh as Sl omer (2006) applies semiotic:
meani ndbuifness cards'’ cosmmuSi oaner ¥s adspdoi

convincguwg!| yhatr claudisneasrs@ hatslse gpercepti on
business cards can be influenced,tbtye t he di
types amd dtsHe)mathkeerfifanler (2007) applies sem
how the consumers onfi cHylsr i(deEBUsaEE tprefirec We a n c

i mage of their vehicles and the role of k

purchase deci si ons. Oswal d (2012) di scus
influences the consumers in developing coul
Oswél emphasiisregs tbruand | iteracy plays a sign
strategy. The awagigleslhlse dvhiedemrcaendds i nnove
communi cati on, paclkagipmgp,duadyv dretsii ginpg | ed |
analysis are t+tooarad Cooosnd meert sc uwi | | instant|
these innovations as t Hasen icrun awatei o(nfsoror:
examples, see Norman an&88)Verganti, 2014, P |
Semiotics is an inquiry and analysis mode
idesign and bndodtry now: some agencies su
Brand, who pr ébvaisceed s eemieatricchs i n their servi
such as Semiotic Alliance, Space Doctor s,

specialise in agpliracdctds amiswt islugxtges @ami ot i ¢ s
an acciumwae®ti gataod meabodes the valwue of

communi cat i oy (2Wals2R ) apcph. el

BJenni fer Vasilache is a S&ewoiNo€knsultant for I nt e
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Hol |l ywood gives a misleading i magel90f what
Accordin@ttao of h&aeosdkaeldl net wor k, there are 2
Semiotic Thinking Group, which 1is the bigc¢
group in the soci al netidoarkh e rTdh ea sa utt heo r s am|
(for more speciM)i b s@atchpp admditiixas howher e a
54 people titled with the confoundet, ol 7
CEO, and 79 people are titled director of 1
Vi ew, 12 people are working oml g hworfkieng iol
mar keting and 70 people workinggirmutphe fi e
key me nfbcerrme d t he international associati
Semi of est, which organises conferences and
the arebhied saemi otics. They have held fout
London, Bar cel,oamad, PShamsghmaThket research

organi ses an annutaenhamacei nigepcompaimi ti ve e
brand communicati ons virae sseeamicoht iscosdti(eTthye rma
seems fair toemiugtgiecs itdhhaa useful rtadol to

dri vehras hel p amrecode cawldt ur al®, eRlO@mdhts (Sab

This study wil!/ use Saussureds Model of s
Al uxury mobilityoThis Ghiudgsevi ¢ Ul taprpd.y syn
paradi gmati c ahadblgsxewsr yt oma bniWkei nyg skef tceurl t ur e
understanding the syntagmatic structur e, t

howand why ar paritgindaunfidagir u x ur y . mdhbeinlhii tsy

research will discuss,tbhe sBextahl codddesobdf f
and the interpretative codes of the dominar
as a myth). Finalklbyerthde f $§euent WwiuvxMuelya me ¢
YWe.g., Professor Robert Langdon, who is a fictional

Code (2006) and Angels & Demons (2009)

2 Deni se Sabet is Vice GM and executive director in
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mobiol nt€hinese culture: the myntdh dresarnian g, b ec

meaning

2. What is M™Mobility

Mobility contains sever al meanings in diff
mobility icamntar t hsisgmiyfuidef emsbilbi tt he move
humans, ani mal s, and gomdpl daeetly m@minalc eq.uilc
ability to transportdowithabnhspospatitonr Col
mobility has a f arocsumelsl earn stchoep ed iassc uists i fo n
movement rather than the others ((ye.tp. , car
introduce the essential concepts of transp:

2.3.1 The two el ements of transport

The first element i n mobliulrietty lind rtarsda msugd rutr
fixed installations that allow a yebhicle t
terminal, and facilities for parkiamg and me
cable transport, the entire cwoanys tfrourc ttehde. VAd

and watercraft can avoid this since the ai

buil tvemowtehey require fixed infrastructur e

Terminals such as airports and stations ar

freight canréeé treamsdéne vehicle or mode to

transport, terminal s idnttegr at eovw rdiiddreg,en
interchanging between modes, to take advan:
For instance, airportto atihe lcintkys cceomtnreecst aar
The terminals for automobiles arecegmrking
operate from simple stops (Cooper, 1998) .
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transhi pmenHowsume,scargo I s transpoirnted dir

of production to the point of wuse.

The second el ement i n mobilnokgi visng heewiede
used for moving people and goods. Unli ke tF
along with the cargo and rhiedderbsy. aUnd a&lslse b
mus cploewer , the vehicle must provide its proc
doneoudr a steam engine, combustion engine,
or a . odkwdatvbeyr means of propulsion al so ex
toocveht energy into movement, which i s mo
wheel s, pamdedrlesassudr ev.ehi cles are classifie
is used to steer and drive forces against
or skied. A 4tricvoemmmdrs & thef fmof or vehicles. H

such as people movers anfduldomeaurtaopriad etdr. a e

include wagons, bicycl es, mot or vehicles (
railed vehicles (traisns,badatasms,) ,a mpahtiebricoruasf
(scwpwewpell ed vehicl e, ehpolvaenrecsr,af g |, i acaoidortcerras

spacecraft

Tabl3®x.:22The brief hssngrandfinwekbntliens
Time Vehicle using and inventions
Between 4000 - Boats were used between 4000 - 3000 BC in Xia (Ancient China),

3000 BC Ancient Egypt, and the Indian Ocean.

4000-3000 BC There is evidence of camel pulled wheeled vehicles.

Around 1350

Railways began reappearing in Europe.

Cardinal Matth&us Lang wrote a description of the Reisszug, a
funicular railway at the Hohensalzburg Castle in Austria.
The line initially used wooden rails and a hemp haulage rope. It was

operated by human or animal power through a treadwheel.

53



Nicolas-Joseph Cugnot constructed the first full-scale, self-propelled

mechanical vehicle or car.

Ivan Kulibin developed a human-pedalled, three-wheeled carriage

The 1780s with modern features such as a flywheel, brake, gearbox, and
bearings.
1783 The first balloon vehicle was built.

Richard Trevithick built and demonstrated his Puffing Devil road
1801

locomotive.

The "Dandy horse," also called Draisienne or Laufmaschine, was the
1817

first human means of transport to use only two wheels in tandem

Karl Benz built (and subsequently patented) the first automobile,
1885

powered by his own four-stroke cycle gasoline engine.

Otto Lilienthal began experimental gliding and achieved the first
1885

sustained, controlled, reproducible flights.

1903 Wright brothers flew the first controlled, powered aircraft.

1907 The first human-crewed helicopter (Gyroplane No. 1) was built.

1961 Vostok vehicle carried the first human, Yuri Gagarin, into space.

1969 Apollo Program first human-crewed vehicle landed on the moon.

2.3.2 The development of |l and mobil ity

The first generation -pdwedraend (ntbR)i | makbyi liist yH
transport of people or-pogweddPs modiing thyu mam mu
i nto tdneossero Tab3l.e2 2A1l t hough humans can W ¢

infrastructure, transport can be enhanced t
t hhreuman power swi tshucvhe haisc lbe cy c IMog satnidon nl i ne
has i ncreased speedbtamar | mali Iciatpya.ci Hoywever,

remains theefeiat omnmslnadodedri sacnosangpghegsiscvale,
exercise. Il n under develsopeHP omo biinlaictcye sissi bslo

the only type avail abl e.
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Tabl3.:2 Modbusmagnfower ed | and mobility

Examples
Crawling; Walking; Running; Sprinting; Climbing and
Non-vehicles mode mountaineering ice skating, roller skating, and inline

skating

HPVs (Human-powered
Skateboards, Bicycle.

vehicles) mode

The second generation @foweaed HéaP)I imoypil st
use of workipgopiheée mal)sio VHbumeants may ri de sorm
animals directly, or harnessgebemry wheeréedr

vehicl es f od ahn dg hdeur astpiecen .

Tabl3x.:2The mobilianyi mmdamplees motbi l ity
Mode Examples
Animals domesticated for Camel; sled dog; elephant; horse; donkey; mule; moose;

transport ostrich; ox; reindeer; sheep

carriage (e.g., Brougham; phaeton; rock-away); chariot
(ancient form sometimes used in combat, later a racing
Animal-powered vehicles machine, later a name for something entirely different in
carriages); cutter; dray; bullock cart; sledge (e.g., sledge;

sleigh); trolley; van

The I ndustri al Revolution in the 19th cent |

The third generation -pbwé¢raedstmEmm keentgg i s ¢

inventicbomwmsel hbyfotboweel| i cation in road anc
l and transport i ndependent of human or an
capacity increased rapidly, allowing speci e
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| ocated i rydede nndaetnutrla | r esst ceuprocweesr. e dT hvee hfiicrl se
was designed and quite poss?tbINy dmbsiglpth by F.
Cugnot -1(8107425 constr ucdecal eaphres @dilfrl setd fmelclh an i
vehicle or <car in 176¢ea( EROVWIT)ophBdhi al 8Br7i, t ¢
imnmentor Fran-ois | slaB8a2c8 )dedeRiigamzd( h15%2 own

internal combustion engineo and wused it to
be powered by a mixture of hydrogen and

Noweb er 1881, Frenche iTmwant®o rdeGuwsntsavw at ed

wor ki ng-whd ehlresce) car power ed by el ectrici-
Exposition of El ectricity, Pari s (Wakefie
German engineers (inc¢cl Wdi hgl @otMalybabhDaBamde
Marcus) were working on the problem at abou
1929) generally is acknowledged as the i nve

Gl ancey, 2013) .

2.3.3 Moto car

A car is a wheeled Mmototraepbpateddtnisan.onMos
say they run primarily on roads, seat one
mai nly transport pedmplBdd, Germdanlersgine desiggen goods.
and automotive engineer, K a r |  bBik The Benz Patent-Motorwagen, widely

regarded as the world's first practical moto car (Glancey, 2013). It is a vehicle

designed to be propelled by an internal combustion engine (see Figure 2.3.1).

The original cost of the car in 1885 was 600 German imperial marks,

approximately 150 US dollars (equivalent to $4,086 in 2017). In 1879, Benz

was granted a patent for his first engine, which had been designed in 1878.

Many of his other inventions made the use of the internal combustion engine

feasible for powering a vehicle.

21t is not known witt'hs ovepdtediumtcye sisff ufCduryb ibauis | t or r ar

expeditions, 2007; Setright, 2004)
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Casyr came into gl obal use during the 20t h c¢
depend on them. The yearmold8e8r6n icsara esg abridetdn
when Ger man i nveantteonrt eKda rhli sBv@ezagpw®géeé e nt Car s
became widely avaiDabl eenhurntyh.e @ma | gf 21t he
accessible to the masses was the 1908 Model
by the Ford Motor Company. Carsewerehewgpi d
repl aceedraminmalar r i ag eHso waenvdé iccoakrt tisegye It @n

be accepted in Western Europe and other pal

Figure 2.3.1: -MdteorBeaangerPat ent
(Source: -Blemzed2316)

Cars have many functiomiatolfeatoaredri sucd, a
par ki ng, comfort for passenger daddicbmbdéboal f
features and controls have bedens,hadnlaekdi ntgo v
t hem progressivel ye. gmogaer croenpdrexi n camer

conditioning, navi-gatientsysaemmenahnd in
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Further mof# e,el tcdaanndc gpaoswelriende vehi cl es compe
decades, with gasoline internal combustion
the 1910s. Alpihotugnd waes n gpiurse desi gns have
to compete with tphiestcoonnvaenndt icornaank shaft desi

version of the Wankel engine has had more

Cars in use in the 2010s are propekl édedby a

byf ossi l fuel.s'"Vedd mmld esst iuosni ngchl asr rrd thiavne | f
fl exfiubelle vehi cles and natur al gas vehicles
some countries. El ectric car sgarwhsi chhi sweorrey
began to becacmaldogmmeail able in 2008.

The costs of opee atthengf eae caafr aocqgdiurdi ng t he

payment s, repairs and maintenance, fuel , d
fees, taxes, and insurance. Thead®stlsamd sc
use, road congestion, @iarl tpholclautei,om,ndp whIsip
the vehicle at the end of iits 1ife. Road t

i nj-uelyat ed deaths worl|l dushdeonWoPkdeHeatt al O
argues that road traffic acuriykd atte darde att hes

wor |l dwi dear 'Tsh ebienncelfuidiesmamd transportation,

independence, and convenience (Setright, 2
the number ®o¥ercaXs2%walsi llion vehicles, up
( Stsa tai. 2018). The numbers are increasing r

and other nesesdycondustesal Plunkett researc

2.3.4 Discussion

Compareith trasgppotbtoontreamobility has a f
i tf ocuses on hdunsacruésssi mgvement , rat her t ha
Transporting Infrastructure and vehicle ar:
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The first and second gener afpower eodf (IHPN)d 1

mobility -podeArdmafAy) Mmodmlthe I ndustrial R
19th century fundamentally changes mobil i
mobility-posseenrdinéd car (or automobile) 1is

used Mheportaticam. dMdsay tti loenysamiulny pem mr oads
seat one to eight peopl e, have four tires,

than goods. Cars became widely available i/

Mobility of the future. |

Daimler promotes autonomous driving sustainably and comprehensively.

= Fuel consumption comblned 242117100 km;

Figure 2.3.2: Mobility of the future campaign

(Source: Mercedes-Benz.com Innovation, 2015)

Mobility has a far smalilsemnussd amge hagnainté sf anou
rather than the wotthertsoanctpngras gart ati on. T
mobility in thiisdisviudwalrsefaemnmrd dgrooups'’ geog
whet her by foot, by the ani malb,i lart yb y omentohve

or be moved freely and smomthégerftr oymegrl ac

concept of mobility becomes notable in the
example, Transport Systemsgse@atarpueyve mtndt Na
2Transport Systems Catapult iisstaabliinmmtberdath yo nl rmmgewnaty
Nesta is an innovation charity.
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explores how people see and wuse transport

ServiteoddbnMeamwhmobi |l ity is now a term use

brands (e. gBen zVMes cperddodoit li iotnyy, diseeh&i Qutr er e

23 .)2 This study | imited the research scopc¢
di scupsrsagnal | and mobility.

2.4 Mi &Mz ineise cul ture

Mianzi (literally mgans &dancess€htnabeconcery
its pervasionwe Chnmhles@reasonal . rklianzionséaf ess
a combined idea of one's dignity and authc
withe Western concept Mifamzipuitsata ocno nocre pti gir
by Conf wci £minsgmci ani sm emphtabesi nhher par snom
relationship. Thus, Chinese people showin
manners when i nteriach mign ewsiela i aaol titlRuert s For
exampl e, i f they think something is bad ¢
straightf orewaprrde svwayt htea r opi ni on, as they
ot hers. Nowadayswi hthhgeh eurp pseorc ical la sssttaht oursi t(ywh o
knowl edge, weabkhnpng, gaod influential) usu
amount off nMiCamnnia, Mi angtoodnabe unde

"Give someone Mianzi" Jvemehsns CkBhoesaespe
someone, oOr recognise someone's authority"
"D not give someone Mifanzi " (mMeeamlss ,doChnionte
respect someone oOor recognise one's authori:

2This study was undertaksesi bhrocogbi aegawethdastech

March 2015.

24 The paper will discuss in detail Confucianism in C
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Mi anzi altsoo trheel aptreesst i ge mai ntained by ones

through one's success or soci)al position (-
"Having Mianzi" (adj pctrieveyr sChioneseanet hi ng,
behaviour can promote someepatatdbgnity, a
"Lost Mi anzi" (agl] ectiowe,” DOhinmags ertave Mianz
Chinese:) refers to ssoommeet hbhenlgava our i's sha
humiliating.

Meanwhi |l e, Mi anzi i's in particular for the
Confusion argues: "A gentleman can be kil

(Book of Rites L RuxingM aldicgan Bwe namoeal g
i mport atnh e itirhbarnadi t i onal Chi neweveu|tunabkoma
situationsaonbfeodli dnzi for,ahdscbHihnegng, f a
friend's Mianzi, his family's Micanzii,cadnd

thdme individual's Mianzi

Il n @hiwearing luxury, easingnduduryj nigi Vium
high and stable incomes. This expression of
"Having Mi anzi " (adj et  MvredmeChomed®: di gni

aut hority and resepeetci dIrloyn methweesn strang

interaction. An explicit expression of hi g
expand their soci al net work (someti mes, i
chanceduto this culture of china, a | ot of
onl consuming the original value of the p

y
products) of the goods but consuming for t
d

uct: thecpwmsi tional f

Sever al manufactured products attain the s
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design, guality, durability or perfor mance

comparable substitutes (Parker, and Doyl e,
i ndepentlleatt goods' qguality, consumers gener
goods have the highest quality in the mar k
l uxurious by the public simply because the

such goods tend to swgniffyhbhe whochagunge

Whi |l e
t heir

not necessarily being better (in qual

|l ess expensive aseb ptuirtchtase,d twh e he tihte

purpose of di splaying the wecaolntohmihafs t he

phenomenon is called conspicuous consumpt.i

Vebl en

i dent i

goods are named after American econc

fied conspicuous consumption (Vebl en

synonymous with superior @gaoaodsisamdeVelylperns ¢

| uxury goods for which the quantity demande
an apparent contradiction of the | aw of del
good as its price rises]ophnghdeeamandt cunva
to & hrar e, high qualuxyry agdoesapmesitvmed | t
l uxury good has the positioning function.
status wi l | gain more dignity, aut hority e
goods consumesatiwsfidacthhon through others’
becausexafry product s’ rare feature

Al so functioning as positional goods, t hey
fashdesni gner handbags, and |l uxury cars whioc

ratheamrspite, the high pricesl uaxskkreyd gooordst'h

posi ti
conspi
p5) st

exper.i

onmhkésathem desirable as status sym
cuous consumption and conspicuous | e
ated that wWelsd eplna ce nitsiugnreers | mport anc

eneceegstSoAusstihan consumers wil |l put mo r
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Vi sible possessions. They al so state Asi ans

more I mportance on the symboilnign palbhe,c.at

Consumin@antori M one of the most critical

l uxury goods consumer s. Chinese peopl e bel
"Having Mianzi™" (adjectiae, tiChi hegsery pro
promote ointey,s autgmority and reputation. Ch
turned the meaning of l uxury goods from a
expensive goods to a functional good. We a

esseal feature for a proidfufcer emcédriasnndsi grii f
the I LAGs branding and design strategies be

Mobility is changed in the Chinese cultura

2. ummary

This study agreesf wtctht the Haenbtirhnraot pcoal hotgoircaal l
per sipeet culture is the shared and | earned

community or group of people (Tyl or, 1874,

of Culture became one of theiaeseeiti Bl TiTdke
ti me. Cul tur alaragmtehrtcpal ognidsitvsi dual s or gr c
(such as knowledge, belief, ar sat itohnr oaungdh t |
social Thapeopl e | iving in differfeertendnvi r «

geographic circumst amawe odi satgien)c twivlel coufltteun

2014) .

Theemi otthhecosr y osveecrtviioenw st art ed wihteh sa gai s ci
model s, which descofi bae ssiwghna.t Tchoen stiwsot smai nst
of thearei qarddressed directly by Ferdinand

Sanders Peirce, t wo men who are regarded
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foundation of semiotics bSyendoorttiecsproysa rayn sien
and anal ysidelnodacocwe ptecdheandesugeaed and br an
i ndustBas ¢ heewindemnace ently availabl e, It see
thaemiotics is a useful toolt hat umdalep sd eacnadd

andncode clud meurrtad?, (e2a0bledt) .

Mobility has acbae smdlilscfuessu ssgs hamands mo
compawietdh transport.Toe teamsmobt httgnin thi
tondividuals and gr ou,pswh gtelogrr talpy i fcmmd tmanlobby |

or by mechani cadbtnyeiatnos .molvte iosr abne moved fr e

from placéntoepleateyears, the concept of n
in the western automotive industry. This s
st uwiyl | mai ntystogpessgmal iltayn.d mobi |

This study wil!/ use Saussureds Model of s
Al uxury mobilityo in Chinese culture. First

paradigmatic analysusy tmobinlvietstd giam eCliiil nes

c

nderdsithagn t he syntagmatic structur e, t his

how and why a particular signifier stands

research will discuss thectieadt wald ecso dbd s fanfo
and the intceaggproeft atthhevedocnoi nant i deol ogy 1in
as a myth). Finally, the study wil/|l uncove

Chinese cul ture.

> Denise Sabet is Vice GM and executive director in
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Chapter Ill Methodology

mar (2011, p.88) defines research as a
servations to explain and find answers f
eks to understand the cultural meanings
mi oti cs. Ton aax hmenreert haast i sfactory at the
pertly metrmodaltegy i s required. However,
nd the broader scope of social sciences)
possi bl e. Resear chi nusntdietruttaikoenn ivsi tthhe s

ocedure of enquiry,dsusitnigr cagpgh owhii ah ea nree

ntributes to that i nstitution's body of
ntribute to the knowledge of "lhxxmry mob
ademi a, the conthy bwgiim@ rn es earht eecvteat hod
formation (throughcaanfuisrerh utl henepg hioldod @mlyi) «
the researcher, and hraopdtuddect habntl ool roi ggyi niasl
ructured as foll ows:

.1 WhetseiagsThh8® section introdueepguntpesaef.i

weal d research.

2 Resear chThiasr asle gtmson i ntroduced the de
i stemol ogy, met hodol ogrygd uacnedd tthheen d ehfiisn ist
sitivism and interpretivism.

3 Formul ating thegvtWhleisse agedht ined hortor oduc e
ructured interview as a research method.
4démth interVhewsdesign i ntr oseuceecd itohne p e

thod in study, and howttha awish dro ndneasiirgen &
sit@gmlect the participant'he n"Mecagramny eiwnf o
ocedure) .

5 I nterview aThalsyssectmetnhoidntroduced the
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"sttruurced semantic analysis" as the I ntervie
aut hor gave a&am eéeéhampihterview analysis meth

3. mma+Tyhi s section i smet hbsaudmoraa gy erf. t he

31What i s RPesearch

Dawkidmedg i neasl sroecsiearch as "the deliberate s
increase under st akhmnowlge aaga’ o(f Dawdibissp,n 200 6,

and McCartanrawiuled t heseoarechseeking answer

probl ems faced el atedpebpéelkds, rat her t han
primarily with advancing academic discipl:@i
pl17). It is wpebpheté,iseredterédhtoian the har

thahe maj orsictiye ntesi alnd doecsdwrhnfdedealoh
ofReaNor Réesearch, Robaomaplevicdleassi fying th

pur pasneeswbd I research. These)Ylare (see Tabl e

Tabl eIhelintroduction of four core purpose

Purposes Introduction

Exploratory research is undertaken in fields where there is a lack of
S]] 1e]g established knowledge. As a result, it is a useful purpose when the concern

is to develop foundations for further research.

Descriptive research involves a more rigorous approach to making careful
documentation of a phenomenon. Here an existing knowledge base and
Descriptive

theory is added to or proven true, by using a set of more precise methods

(e.g., this typically involves measurement and quantitative methods).

Explanatory research concerns why a perceived phenomenon (or set of

phenomena) occurs (or coincide). Here investigations are typically geared

Explanatory

more towards the identification (and isolation) of causal relationships

between phenomena.
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Emancipatory research is concerned with enacting (through the research)

positive influence in the field being studied; emancipating, empowering or

Emancipatory

emboldening those immediately involved during, and following the

research activity.

(SourRebson and Mc&artan, 20

Each of these epurapadsdas eirrevnal vapprotalcd t o re
formul ation of guestionsmomet apgpolopgy.at and

coll ection met hods.

However, Robs®ah motresearch project 1is not
single one of tripose aifmd heThespwmrch projec:

in the process of it being conducted. Addi i

"While one purpose waldr awjsaatl ,| ya bpa rcteind u lad

be concerned with more thamCaméeé amyr 20d&") .

Thus, a research project may be wunderstooc
whi ch i s achieved through s,evedesta isbmanig er
phemenon it may first need to beorexgprnyred

combi nathenawmdve).

Met hods al one cannot produce significance |
i s within the structure of a metmgdol ogy
where methedsveégsg. focus groups, wor kshop
findi ngescadammlti sh research objectives. The
the | arger research patwreafdorgem a hreeyt hsoudboslcor g yb

effectively constructed.
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Tabl e 3. 1.-p2u:r pTohsee ssuobf f our core purposes r

Purposes Type Sub-purposes

1. Tofind out what is happening,

particularly in little-understood

situations.
Almost exclusively of 2. To see new insights
Exploratory
flexible design 3. To ask questions

4. To assess phenomena in a new light

5. To generate ideas and hypothesis for

future research

1. To portray an accurate profile of

persons, events or situations

May be of flexible and/or | 2. Requires extensive previous knowledge
Descriptive
fixed design of the situation to be researched or

described, so that you know appropriate

aspects on which to gather information

1. Seeks an explanation of a situation or
problem, traditionally but not
necessarily in the form of causal

May be of flexible and/or relationships

Explanatory
fixed design 2. To explain patterns relating to the

phenomenon being research

3. Toidentify relationships between

aspects of the phenomenon

Almost exclusively of 1. To create opportunities and the will to

Emancipatory

flexible design engage in social action

(Source: RobsotQ) 2002, pp. 59
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32Research paradi gms

As cited in this seinssedertihvee dt efrrnmo np aTrhaodmagsm |
Structure of Scientific Revolutions. Her e
scientific knewl|l avhge hstrrawetcad |l y transform
when scientific breakthroughesoacpar a8pegami

as "achi veemérecths share two characteristics

1: Sufficiently unprecedent eedd hteo eatt tsa alwagn
from competing modes of scientific activit’
2: Sufficemrdhoed yt @ plesmaveems |f cgorttlse ofegefoibne

of practitioners to resolve.

Kuhn wuses the term to retfhea ttroansgeainfaitd o
esselntprai nci ples in astronomy frdmu€operni
to Kuhn, paradi gms aruer ensi doefl yk naocwcl eepdtgeed (sctorri
practamceés met hods rodi ndmguwierdy )t hrough period
science"” activityods®urpiamgpdi gm'se pemponent
fundamentane teetett sr defined and supported t
coec n. Kuhn describegtWwhéparmdiagmni sbiovesy (
emerging from an anomaly being found in th
transformatieetabtars gesmtgifroel y new paradi gm
Adherence to a pamsbtiygmhei subssenption to e

shape the ki ndsseeokfi nkgn coawclteidvgiet y bei ng undert

3221 Ontology,arepi metemod olgygy

However, for this revi ew, a research para
position t heacrees etahrecnseerl vpels wit hksocwent i f i c
and unknown. Terre Blanche argues that a r e

parts: eptet egmpmldognet hodolTdhey r(ezs®E®8)c.h struc
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must repreebhmrtent | ogic poemti oe par abdegma

and deployment of the research met hods.

Guba states that ontol ogy refers to the f
phenomenon; or its fundament al underl ying

aspects of the phenomenon's existence beyo
in general, undergyt ared.erlShus, tdiret dlundament ;

the currents |ldamprse hugrosni art.

Furthermore, Guba describes epi stemol ogy
phenomenon. It is how the ontological nat u
known; throwegh dwrgi sensneasuardneax pl amaytnii dn

(Guba and L)i.ncoln, 19914

Met hodol ogy refers to the epistemological s
the ontology of phenomena into knowing. Th
of data col Irecst icomfprgauceeddu t o achi eve the
et al ., .2008sepe@pch paradigiml secss$ at eenenel e
of a set of fundamental beliefs held by res
t heir approach t o eexniesw iknngo vkl neodwgl ee dt ghee,y tuhn c o

their research, abhaoduth oav weisrti g asmed describ

Throughoutwi hihs horsyociwalr |l dnd eseat ch, many I
paradigms have been established anldd compet
of social scwaearnlcke raensdearecal (andowbBus sdasi g
description of these fundament al positions

upon ontol ogy,andadpimett eémalod pyg vy .

32.2 Positivism vs indmrpretivism (construc

| n t he broadest ter ms, t he researe her mu ¢
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fundamental theoretical positions of positi
to as constructivism). As above, this dec

particul aroréehat koanswshepgdgte they seek to gen

322. a Positivism

Positiuwusem bDacuncovering objective knowl ed:

upon the philosophy of Auguste Comte, and
View of Posstpessmi@afhssdnrieva o "formé a s
synthesis of al | hmman aocdn Beptdigerss” 190@® ,

Auguste Comte's Vview, the social worl d (t|
together in groups) i s-spurbejce cste taos!| favhred annae rnutr
of behaviour and external to humasat pey cept
peopl e' s sioncitane wsoaamhed way the natur-al wor |l c
through challenging scientific observation

t hat when hkttgudtoe mCbated the field of soc

wi shed teocahl. "physics

Thus, to positivists, to acquire knowledge
the wunifying | aws that shape soci al behayv
complnetoifo t wo aims ar e: "to generalise our
sysmati se the art of soci al l'ife" (Comte ar
Generalisation refers to the extension of a
where applicabl e. digne doiong psroo,xi kmad wlfe el d -
together to be ie@erseFoicexamwmplacadliost or i ¢

medi a mhgbtybe extendtehdr cduog ht ed eenveirsaloinsat i on
their similarities. Systesmi sattbe, applitbat
scientific methods andttbei eni ntiplesseér ¢
(and thus "systematise") the soci al wor | d.

approach new phenomena (where generalisat
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esxathl i shed sci emtriinige npethed phenomenon in
known system of knowl edge production and
190Where either two activities are wundert a

research are2.Jjlsee Tabl e 3.

Tabl2z13Four principles of positivist reseat

Principles Explanation

Determinism Other phenomena generate a phenomenon;

Empiricism The collection of evidence to verify a hypothesis;

Parsimony A phenomenon is explained in its simplest terms;

The local phenomenon may be perceived to reflect upon the wider

Generality

world.

As a consequence dofhpoBesevpstnprpkess of ¢
begimnéd wi set of theojraetriepaleswemdeartpivreniofgd h
an uhyeng system of | aws governs the soci
From this, a hypothesis is deduced, posi ti

patterns predi cotbesde rbvye dp rleawisous | vy

Empirical measutremart ¢ehmi m&gednt ot had t he
hypothesis is proven to beantdr ge.neRar sitmorey,

t hat any phenomena studied are understood:

and in its place with a broader system (bot
paramsd in its general reWht i e nitnhaet eo tbheel ri ekfn
of positivism is that there is a fundament

govermhendmemiach -obeumposition concedes that
of this systemrean clhenplcoeins,j dchreogbsolodt e.

Scientifiy, DPegpmpmer states that this concess
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"The ol d scienti-foifc cieddali ngf demontsea meabl e
proven to be an idol . The ntaekneasn d tf o rn esvciiteal
that every scientifiinc tsetnatagamevret frou setv erre md
be corroborated, but every corroboration i

again, are tentative" (Popper, K.R. 2002,

As a resultthebeyposi heve-dbtuti ewesd ead ,fitrealt
gua&sbsol ute and subject to modification as
be known; or new methods of 8 ashurne nseoncti al e
sciences, there has beentbéegapplceati oppob
Keat argues etnhaat ctohnisse giuse nocfet of a confl ati o
positivism as a singular entity when these
upon sever al di stinct Dapprn oepoldedrd isyKeamt j n280
soci al sciences may fporri matrs | yadlk a«fri tonses
individual s' subpnedctiheerexdpeti emceof their
instances that affirm or contradict a stat

criticisms, the most signifi(csaenet T@&fh2wveh i3c h &

Tabl2z23. The key <criticisms that Guba prese
Key criticisms Explanation
Humans, unlikely objects, "cannot be understood without
1. Exclusion of meaning reference to the meanings attached by human actors to
and purpose their activities." As such, there is a requirement for a

gualitative dimension to research with the human.

The etic (outsider) theory brought to bear on an inquiry by
2. Disjunction of grand an investigatoré may have |
theories with local emic (insider) view of studied individuals."
contexts The qualitative study encourages the discovery of emic

knowledge.
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3. Inapplicability of
general data to individual

cases.

4. Exclusion of the
discovery dimension in

the inquiry.

5. The theory-leadenness

of facts

6. The underdetermination

of theory

7. The value-leadenness of

facts

8.The interactive nature of

the inquirer-inquired into a

dyad

Statistical data has no relevance to the individual
experience. Qualitative data collection highlights the

disparity between trends and single actors.

Attempting to verify an existing hypothesis, "glosses over
the source of those hypothe]
Here reducing research to verification removes the

possibility of uncovering new phenomena.

Positivism's statement of hypotheses theory defines the
nature of supporting facts in the research. This feature
provides no likelihood that supporting evidence is sought
that is independent of the a priori theory and hypothesis.
Qualitative research casts the net more comprehensive for

the kinds of evidence that may support a hypothesis.

Known as the problem of ind
only may theory shape the kinds of supporting evidence
that is found - but that different theory windows may
support certain kinds of evidence. In this case, selection of

the most applicable theory is arbitrary.

Just as theories and facts are not independent, neither are
values and facts. Indeed, it can be argued that theories are
value statements. Thus putative "facts" are viewed not only
through a theory window but through a value window as

wel | é

Positivism places the researcher in an observing
relationship with the phenomena studied. With human
subjects especially, it is impossible not to interact; and thus,

influence findings through research in practice

(Guba, and Lincol n, 1994,

74

p .

108)



As above, posi tivi std roens edeertpcehe md pmeerda theysp okt ehse
being proven t et ®eatvareyiomg fchd greee. Thi s f €
a narrower focus compared to other resea

variables are aceouheedyporheédeifs iesd made,

variables are controlled for during the re
highlight vital drawbacks. These are mainl
1. Aloss of reference to the individual's
2. An ovemrsixdre of a priori geemade rad b jreud teisv et

phenomena;

3. The unwieldiness of a priori theory and
This feature is also reflected in criticisn
for poséeseawlmer ein the data sought i's the
di sproves the research hypothesis; with |1
out comes. I n doing so, emer gent vari abl es

identifying amdewmpeéedctdddd i e§gsiegmh . research,

research task®sdmidsalnfd actchhenmobeeadse users as

possible; who may have many uniquely indivi
ol dingxaspieg theory of a phenomeson and
probl emati c. Thus, cont empdr asrcyi echesi giny pri €s
involves interpretive approaches.

3.2.2.b I nterpretivism

I nterpretivism is inverssabofipwpsofi vhemfih
produces. As suclh,s oiidrhd ens ,t hree seoari@ah t ends
cl ai ms rosfaluintiw.e Sarantakos notes equate to

contribution of soci al and cul tur al me c han

Whel ndividual s are viewed as r ed-ctthheng uni ¢
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influence of broader "membhapi sme'i vi desalado

result in similar oa@itrcdimeisdudlns taehries wiaewe dvl
uni quely to tthlee siocfilabenwoe | @df broader " mech
upon maniyduiandi vmay resul t in similar out cc
individual and their subjectivity alone, t

pervasive nature of broader effects which
champi oniima@i wihcual ' tsh e uibrteecrtprvattiyve al so i
perceivedohctheacyperceptions. Schutz al so
of people's conceptions of phesaonnde nmau sctanno
be viewed as potentially unreelpiaaming ak®cshut
(1994, p.43) presenwlki ot heirl kelyaxe it ocbsma

this research:

1. "Adherence to the central el ement s of

reason, motives) is quite difficult to

not al ways present.

2."1t is not possirbeseeatroc hkenrosw gwahient hae rt r u e

t he respondent s meani ngs, Account s

-

espondents may vary and be competing."”

3. "I nterpretivist cannot addresadthe fac
meanings and interpretéasiand, thetlohkhs, "

4., "I nterpretivism is conservation in tha
structures of conflicts and hence the p
Thus, core criticicanched dceantererartowred appr

1. The di fficul ty roefs pionntdeernptrse;t ibnogt ht htehr ou g h
communication of subjective meanings and
2. The primacy of focus on the perasfoanalt mear

popuolnast iof responamrdansy itso t heisr. uni que e
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As such, this research is poised to take ar
sever al concerns must be addppssend swhnghit e

research; not oeepns$tahendgi ndengsdp

33Formul ating the regyarch met hodol

3.30Qnlt ol ogy and epistemol ogy
The first task fodomultatiisngsttuldeg rnestear ch me

confirm the ontological a.ntd iesp i ussteefnuwoll otgd cra
t he research qguestions and i deanlt i ABpd t he
epi stemol ogi cal Phrespecttiare ht guteak é ons add
research ariengthltee pfralmaocw research question

cul tural meanings of Al uxury mobilityo in
these cudniumgd imef orm design and branding s

in the Chinese market? uElse i 9ecomda&ry reseal

1. What are the denotative meanings of Al ux:

2. What are the connotative méamiesgs of Al u:
cul ture?

3. What are the myth meanings of #Aluxury mo

4. How t hese maxmnirrygsmodfi Ifiltydo are connected

preferences, attitudes, and choices in C

(0]

The research question woud dapspurgogeecsht itsh atth ea
appropriate position to take (thus primar.i

Thidecision is informed by the notion that:

1. The research area iIs fledgeling (the semi

7



China),; tkReretermdj taonal l uxury m&bility
required.
2. Consuming luxury auto icoerl yi snoltii kvealtye dt @ r e
3. As design research, there is a |l atent bi

veri fication.

3.3.2. Link betpweseens ransde adractha pcuorl | ecti on me
Specific data collection methods age mor e
each research purpose (Robson and Mc Cart a
achieve a description, it S mor e suitab
me aumre nt . Because quantitative data and an
with a means to réperexpkei menenpgtefbdbéect.

anal yses and discussiamregonkeccwgsarohngl yinvb
research hypothesi scoma®ctbeen npthven way,

approachmesr earpreci se means of description;
generate nuneergi.caer idadla ur veys, rating sc

measurement ) .

To explore a phenomenreonnd e dso praorr peH eorf e agiu alpietna
met hods surveys (unl es-endedk)i gmay ¢ on sbter adr
researchi"slopoheaver unanticipated facets o
studied. tdiekpg ht hing,erivn ews , ethnographi es,
groupssadeto gather as much data around th
as possible. Qualitatibwee dmenteh dodest os &r vae ytsh er
framewor k i s -dtor idetvley opp ml imod e gener al und

studied phenomena

Similarl yar ementdhadddss ol at e )( arhde mpeeascwerieved c al
of two coinciding phenomknianfDbegpemasawm.go tomer

the nature of theapmenotmeraost utdeedbove may
78



exampwe, phenomena’' magliatseadness expl or ed t
observation, et hnography and focus group:

relatioynsthhen mae measured through experi mer

To emanci pat e, met hods are required which
context of theembewemema&| amdnt stakehol der
the overall purpose of thisyrpseposédsatCtcwhiece
mi ght be considered research objectives)
met hodol ogi cal design beyondpibéemaohdgment
wi | | (Henark, €017, p.121). Not abl vy, the purpose of thi
emanci patweny.rr,dHstehaer ch enter prieseoesl 6giuc al
upon the three otheworcloder psiepocles Dlieseapu

be dgedi from the primary r-gsesatrtcbngluestion

The primary research question:
1. Descri@ftiowmltural meanings of "luxury mob

2. Expliogow t hese meiamfionrggsu itctheend i nes of desi

{e)

branding strlae egyAflmrand in the Chinese n

The secondary research questions:

1. Expl oraft itomet daei ve meanings of "l uxury mc
2. Expl oraft icotnenot ati ve meanings of "l uxury
3. Expl oraftnidoimut the myth meanjings of "Il uxu
4. Descriptibohe relationship between the <cu

mobility" asd poefemences, attitudes, an
Each of the above questions requires its s

1. The denotative memwriings ydf il uWkhurnyese cu

expl oorheodught a suitable qualcietsat wvy e hd & tux U
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user s.
The connotative meanings of "luxury mobi

expl otrheodught a suitable qualdg twittihvel uxauray

user s.
The myth meanings of "l uxury enopliddrig y" ir
t hought the | iterature review (ancient

research).

Adescriofti ohe relationship between cul tu
mo b i"l tatnyd consumer s’ preferences, attitud
be achieved twsiosgbftpe) an@g2) and (3).
Anexpl oraft henl LA brand's new design and b

be achidvedubging the relatipnship ident

. 3.3 Qualitative or quantitative
suggestepmpe aibfoive,data colmoecet isaun t metl eo d sh
hers wunder the wumbrella of certain reses:
ovides further detail on t hairsc he fsftercatt.e gGe
¥ omprqiusaent i tative or gqualitative, or a co

ani veamet hods awhee rper eaf elraarbgiee quant ity of
forehand, easily captured. Her e, knowl ed
incidieg wvaridabuced from data via measu
ference. Thus, datd usuUadulngb.eeases (capyas,
rough scientific measur ement using sens
thods are most appr opprairatde gwn talsi mmnt st @d
eory base, and a priori hypot hesi s al |
rification of a research <cl ai m. The qual

scribe and the meani ngssubojfe cctesn.t rlhihfeet hweonre
iansk in interviewing is to understand the

y (Kvale, 1996) .
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Qualitative met hwtteraeranpeeistablgepool of |

research area does not exist. These method
-boht in terms of various forms of testimony
t hemes whichguamengpd.i vk research interview
factual and a MHeamiveg sl eselal |y more diffic
a meaning | @986b). (Khabe, data usually are <c
text g(i,a i nterviews, afsec s¢ uglyoup@dservation,
This research wil/l use qualitative researc

as t he most qappi ¢ pta @leleecati aminn mehihoodstudy

|l nterviews are beneficial ifcarpagetst'i rex ptelre es
The interviewede pctahn iprufrosrunea tiinon around t he
(1999) argues t hat intervi-ews tmmay chddael use

respondents to quegttisathlmaitneagebteogses furt

Among the three | eading types of the inter)\
structured interview; unstructured-intervi
strueduinterviews method. Thiielt el scopen i
of the data collected explores, with as mu
respondent s'-tehxeper iiesncaens under |l ying structu

kinds of fi ndinndg sRo(bMcoGar t200n6, p. 278):

"Il nterviewers have their shopping | ist of
them, but they have considerable freedom i
their exact wording, and in thefamewnt of

topics

334Whyn-depth ithterview

This research wil/ use qualitative researc
81



as the most qappioptiate datai ot hestisamnudm
|l nterviews are beneficialpdotri giepanhng’ tdxps
The interviewede pctahn iprufrosrunea tiinon around t he
(1999) argues t hat intervi-ews t may n 8 eviudsue

respondents to quegsttisathlmartneagebteogses furt

Tk seasmiructured lionwtsertvhieew easearch to mainta
scope for participants to offer unexpected
providing a rationale to the questions the
activitysuThareemi nt er wihew palrdo calplamws t o
their views, attitude, and opinion in thei

not insert his personal opinion during the

Thus, this method can provide daliaabloe het ot

researtco i dentify the semiotics of luxury i
met hod can explain how the cultural meanin
toaut omobil es’ comesumenr hrienfae.r eBesi des, t h
i nteewvcannot get xphrtiti mgntnd 'ons ha&f l uxur
participants of the wunstructured interview
dat a, as the unstructured i ntedgviineew ainsd ar g

interview topic).

3.4dépth interview design

Thiesctsi on outlines the interview process.

interviews with ILC owners, and in general,
l ong intervi®w tiendlrenmivgwev. progressed throu
segutially: t he hiedtud redi, e w omalsucd e d, anal yse

then compared with other interviews.
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341Par t i seilpeacntti on

The objective of the interview was to exp
purchases. The tar get, pvapulaa tCiha m,e steladiryg/fea
owned an | LC. The cul tur al meani ngs of "

understood along two axes:

The first one | s giges pyrtiarp hsytheycavenodganisedo n s (
along with the size of the luxury markets). Accor di ng to the report
& Company (20I8bhl @),24N0s&cetes from Tier 1,
from Tier 2 occupih@di Bé%eshaxkasyotonsuming
2010. Aihcseasg in tohsamption in Tier 2 and 3 cities is driving the trend

towards premiumisation. Thus, Tier 1 and Tier 2 cities will be leaders in

consumption of premium and luxury products (Nielsen, 2014).

Table 3.4.1: 2010 luxury mar ket shares of

The share of

City Tier Number of City Chinese Luxury

goods market

Tier 1 cities Beijing, Shanghai

E.g., Tianjin,
Tier 2 cities 9 30% Chongging, Foshan,

Shenzhen.

E.g., Xi'an, Taiyuan.

Tier 3 cities 25 25%
Dalian.
E.g., Lanzhou,
Tier 4 cites 620 (Roughly) 22%
Tieling

(Sourcenséd&élgK& Company, 2013, p. 24)
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T h second one is the Chinese consumer behaviour?®.

1. Forthe luxury goods market, post-80s, post 90s buyers are distinct in their
attitudes and purchase motivations compared to middle-aged buyers.

2. According to the report by Nielsen (2014), there is 51% repurchase buyer
for the general Chinese automobile market, 34% Post 80s/90s and 45%
Female occupies the total Chinese market.

3. For general Chinese automobile market, thesedan i s the most p
car type, which occupies 6BRurdel) Chi nese

Others (Sport, Corssvoer)

MPV

Suv

Sedan

0% 10% 20% 30% 40% 50% 60% 70%

m Market share

Figure3 . 4214 Passewregesmleshibgl type in Chi
(Source: E&NESM&E, 2015, p.12)

To coll ect reliabl e, comparabl e qualitativ
(recently) ILC owners. The ideal participants' age groups should cover Post
80s/90s (20-30), middle-age (30-40 and 40-50). Besides, at least 33% of the
ideal participants should be female (or the male ILC owner's partner, such as

their girlfriend or wife). Due to the time limitation, the author cannot interview alll

26 T h €hinese consumer here refers to Chinese luxury goods consumer, and Chinese car

consumer.
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Tier 2 and Tier 3 cities' participants. Thus, this research will select all Tier 1

cities (Beijing and Shanghai), one city from Tier 2 and another one city from

Tier 3 as the geography condition for the participants (see Table 3.4.2).

Thl e 23. Rarticipant selection summary (A)
Location Age groups
City Tier City 20-30 30-40 40-50
2 Males 2 Males 2 Males
Beijing 9
1 Female 1 Female 1 Female
Tier 1
2 Male 2 Male 2 Male
Shanghai 9
1 Female 1 Female 1 Female
1 Male 1 Male 1 Male
Tier 2 Tianjin 6
1 Female 1 Female 1 Female
1 Male 1 Male 1 Male
Tier 3 Dalian 6
1 Female 1 Female 1 Female
Total 10 10 10 30
Al s o, Chn snemer scohave to pay expa
included in the price ocfhashieng LtChse Iwhsn.
costs of most I LCs in the Chinese mar ket
Uu. S. price (.3efeccDalbi eMc3Ktidnsey & Company
Chinese consumers define the top of autc
t hleuxury car. Thus, most of I LA bands' mo d e
Chinese market Mor eover nthe scki fafsedreesst caln
according t t hel targeting market. Thus,
be divedl eméebsfour
1. ELC: Eretvrey | uxury, or cem@BMW 3eSecutisye
Lexus | S series).



2. MLC: -sMizde | uexxuercyut iome BMEr & 6eri es; Lexus
series JRguar X

3. HLC: -eéindhl uxusiyzeokuxeuitddMWar ss;grdaeguar

X, J.
4. Super | uxeurdya,baarsg (i ni , Bentley),
Tabl e3:3.P4.ice examples of |1 LCs in the Chine:

The highest
Lowest price

Series price in China
in China (GBP)

(GBP)
3 series 320 32,800 39,680
520 43,560 45,700
5 series 525 46,660 69,860
BMW 528 55,060 65,560
730 89,800 102,800
7 series 118,800
740 143,800
(72,060 in UK)
250 37,500 39,980
IS 250 F Sport 40,980 40,980
Lexus 250 34,800 44,900
300h 37,800 49,900
ES
350 55,000 65,400
XF XF 51,800 80,800
79,800
XJL 89,800
Jaguar (61,690 in UK)
XJ
XJL SC 89,800 142,800
XJL SC 5.0 222,800 242,800
(Source: autohome.com, 2016)

86



This study selects three ILA brands from three counties: B MW
Lexus

phase of the research more accurate. B MW,

I LA

stratfergamest hr ee

t his

brands

globally,

sd wlddy aslh€Ed Cc WL €r

Jaganad
representiegi gtnhr ee
di fferent

a.rSohce Hhere€€is an excellent

f orm Xa pam,mtadBaageutae analysis and comparison

Lexus

arutnit aii pant ST hew me

possibility that the researcher cannot recruit the super-luxury car owners,

i deal

maist icoiup a

Tabl 34: 4 Model s

s el

be

t he

ecti

on f

owners

the i deal

The price in
ILA Class ILA Class Models
China (GBP)
BMW 3 Series E.g., 320
ELA 32,800-44,900 IS E.g., 250
Lexus
ES E.g., ES 300
BMW 5 Series E.g., 525
MLC 37,800-80,800 Lexus ES E.g., ES 300h
Jaguar XF E.g., XF
BMW 7 Series E.g., 730
HLC 89,800-242,800
Jaguar XJ XJL
(Source: autohome.com, 2016)

As ment i ®encetdl oMW $mor e

from Ger man,

o4) :t hese

part.i

maornkpeett icd i veness

Lexus and JagudB &a&asMe liTmbCldamtugrar 1) ci pant

selection can bTeabd e5).i3ghndesd r(esseeear c h - wi | | us

random sampd,jngs mehboi deal participants ne

mentioned above. Al s o, snowbal | sampling wild!@ be a

participant may i1 dentify potentHeffnheparti ci

200.7)Thi s resear ch wvhiilnle sceo |aluatboontoattiev ewidteha | G |

87



the penitent(lhad$ paiyltli wifdaetre a mar keting repi
| LC comspumérerence to the retailer one year
Tdl e 53. Rarticipant selection summary ( B)

BMW 6 4 8 18

Lexus 4 4 0 8

Jaguar 0 2 2 4

Total 10 10 10 30
3.4.2 Interview design
For uncovering the cultural meanings of "I
interview, dher stbedlyniugsuee s . One of t he mc
techniqued!| wasi an ( Adl er and AdlIl er 2002) ,
subjects are uncosdlovdsabdse twhde holjheamt of s
shifts discussion from the wse$spohbenbébabet
and opinion of othersinTbhevreweprobhecobused
di scussion iIinsdéeeTalBjterd.idews (
Befaohe interview starts, the researcher wi

Consent

i n

researcher

Apple;nda xctohpey Coofnsens

For mpam@aat 6 py aad toir orime i oinn Slhiecee d i s

Focmesded in Appendi

evigdr tiindiopamttsh t his study is int

"why they purchased theaitrerivié@w" . thel Irewierag
debrief the iIintedviamwwgprodcdeurqaesti ons i f
to ask.
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Tabl e6: 3l Atproceadur es

Section Procedures

Search and identify the participants; Introducing self and this study
(also send the Information Sheets and the Consent Forms to the

participants);

Confirm whether the participants will participate in or not; If yes,

Before the
Design the timetable of all interviews;

interview starts
Select a suitable time and location for the participants;

Inform the time and locations and confirm with participants;

Send the prepared questionnaire to the participants;

Re-confirm with the participants (two days before the interview).

Welcome participant. Let participant read and sign the Consent

Form, then start briefing;

During the
Start audio recording. Start with easy, familiar questions. Use
interview
emotionally neutral and encouraging interview skills (e.g., nodding,

smiling, looking interested).

Inquire them if there is additional information they would like to offer;

At the end of Thank participant for their participation;

each interview Record ends. Make notes immediately after the interview about

observations.

Data protection Fully anonymised

For uncovering t hef culluxwuray meehkainliintgys" i n Ch
t wpuesti swenrgeirre@ared f-otrr tdbttusedii ntervi ews,

participant' s ne(ceédebdrey)3di.Mmf.or mati on
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Tabl4erl: 3Two questionnaires for the interviey

A: Personal profile

Participant code

Living city

Gender

Age group

The luxury class of the

purchased car

Occupation

The main field of business

B: The purchased luxury car profile

Purchased model (What?)

Purchased time (When?)

Original budget (How much?)

Main task or activities (What?)

Main passengers (Who?)

Time for made decision (How long and why?)

Dealership visits (How many times and why?)

Other owned luxury cars (Which one, how many and when?)
Besides information on personal profil e an
resear cher wi |l I|-stdriwctusrse d | viee ssteimdns wi t h pa

interview (.8ee ETaacbhl ep a3r.t4i ci pant shares the
buyipmpcasxsh saas: why he decided to buy a ne\
occurred, is any other people were invol vec
was about more than just whe pasbi abpantté
hi msel f, an expitdys s(itbenf fonfe rh 2007, p.113).

p.705) argues that "the truths of narrat.
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representation of a past worgdg df hdwt f omget |
bet ween past, present wenld Gwidduerres '™ (Tihd S1)i dt
idea of i demtairryat iane, seamel y that i ndi vic
moul ding past and present events into a st

they(Hdeefner, 2007, p.114).

Tabl e8:13ntde.r e meetwr sCt ured questions

C: Personal opinions on "Luxury Mobility"

1. Could you tell me about your car purchase?

1 When?
Follow 2 How?
on: 3  Why?
4  Have you ever considered any other models/brands?

2. What information did you seek before and during your purchase?

1 Adverts? Brochures? Website? Friends? Social media?
Follow

2  When?
on:

3 Why?

3. What were features most important in your purchase decision?

1 What is the importance of these factors in your
Follow
consumption preference?
on:
2 Why?

4. What are the main weaknesses that you identified in your luxury
automobile?

1 What is the importance of these factors in your
Follow
consumption preference?
on:

2 Why?
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5. Do you also use any other luxury mobility (e.g., by train, by flight)?

1 What?
Follow

2 When and Where?
on:

3  Why?

According to (Heftfhreerd,i e2aQu07%, spy.mblo7l)i,c meani
the most challebnhgrrmngewawitbf sbhe |l pgeratni cainpga
Coul ter (1995) warn that consumer s can h
explaining the symbolic meanings attached
del i berately conceal symbol i canctddmuisngs nor
some <casegseaheher would revise the proto
participants mor e comfortabl e to under st :
Meanwhi | e, t he resaaijaoalser twaehhind gquaé s o based
effective t hegy eseroen diem tesl: i rdantflior, ma thieomr es e ar
woul d select a technique that is the most a
If the first met hod does nomi | Vi elpd | y e soulht
techniques. For examplaen,netdhipsr ormgg esa rtcoh guusi e

ietview. According to McCracken (1988b) ani

Pl anned prompts are questions or .ellincitat.
cont faetptrionngpt s are used to sustain discus
Panned prompts werferdeuvdleopend e vi ew and
across all intebhbeawashg prompts were chos

interview and often wené.unique for each

Each interview wil!/| be a quiceht ,cacnomhakaea al
participantandekeé happwedo share their vie\y

could be inside participants' |1 LAs (which ¢
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potential yphba&ceshemaoffice room or meeting

wor k psl.acMo set ianft etrtvi ewvisorwe || |ad et oemer esear che
engaged in interviews and encourage the p
informati on (there i s ac hpo s swiblill i t gt erhvaite
participants i n oma pil rtsemrarddetwh i siuncthe ravsi eav  w
take 80 minutes, which is enough to <coll

participant can be concentrate.

3.5 Interview analysis method

The aim ohgaamal ysdi vidual interview was to
i mortandl L@ puhrchase and, useclredipmgndanys cL
meanings that emerged. Afteretphd niPiaseavcle
the researcher wil Imeiannviensgt iogfa tl eu xtuhrey cmuolbti u rie
mar ket t horoowignhg tphreocteadul ed " structured sem

(the author given an example of the interv]

Step -1i sRening and Transcriptions

The reseatrbhhee &asrces of data from each i1
priolfe tablhesj oarecording of the interview,
during the interview. Interview analysis b
which i ncl udesi nlitiesrtveineiw galgiasi tnieim €Trhg sprrcec es s
us rtedvadtwhat heward during the interview. " S

controls the pace of the recording playbac

di scussion that are odr ,pa2Gdc,ulmrllmt.erlenstn

thigistening e@merwwsesh ectasnew i nf ormati on e me|
the researcher mi ssed during the I|ive ses
transcription data from the Il nterviews Wwo

according t o (Straux,s w@whidsgyCoubedtiakrIs%0 e
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tranpctcron

( An

exampl e

shown i n

Appendi x

1)

transcribe only the information from the |
n . .
rel evant (HefXneAn @eampl . @aL8an intervi e
shown i nx Apbkendi
. O For the business etiquette, my Maybe in Tier 2 or Tier 3 cities
The first thing is that | trust Another culture In ?"’"" It i le still need to buy a
may all small firms in some firm has a high-end Luxury car, peop y
LEXUS. The cars made by LEXUS cheid g i i high-end Luxury car to tell other
< s industry need to buy a high-end and | also hired a professional 9! Lxury ¢
always have outstanding stability. Luxury car to add Mianzi to driver, so | do not need to worry people their how rich they are,
themself and their firms. This aboutit. how rauch moitey they can niake,
In the same luxury level, culture may work worldwide. — -
German luxury cars have less ?.v;’:r!tenor dis'"g of Lexus ES Free after-sale service means they do
stability and comfort. I3 very clegant. not making any money from after-sale
So I know and trust LEXUS a lot g Y
s A : ) service. So | do not need to make
because it provides high brand value. Controlling is not the key tra decisions. This will lot
factors that | am looking for. Ao O, (8 N SIVE RO
energy and time for me.
1 would not consider high-end —
luxury car with this budget. The first thing is that | trust I need an elegant, comfort
LEXUS. The cars made by LEXUS middle-class luxury car with good | | Free after-sale service means they do

St

Besides, the interior design of German
luxury car at this level is a disaster
compare with LEXUS ES 300h.

more like a tool of production rather
than a tool of transporting.

always have outstanding stability.

Most importantly, all the LEXUS
hybrid cars can get six years free
after sell service; this makes
everything even better.

stability for daily trainspotting.

I never consider this Boycott
Japanese goods activities when
1 buy these two cars.

not making any money from after-sale
service. So I do not need to make
extra decisions. This will save a lot
energy and time for me.

I would not consider high-end

Luxury car to add Mianzi to themself
and their firms. This culture maybe

I would not consider high-end

driver, so | do not need to worry

never be a key buying factors for the
owners of middle luxury buyers.

::;l;hrye;af;"ﬁ:d;'g'izz;;?;::: o ] nged an elegant, comfort luxury car with this budget. works worldwic{e, but | think in this_

works worldwide, but | think in this fidcle:class iooury car with good 0 the h ghvend Loy car o

situation, the hig;v»end Luxury caris sabyilty for detly g p ; it ore k8 # too, of production [eifer
’ 1 will say the oil consumption will than a tool of transporting.

extra decisions. This will save a lot

luxury car with this budget. For personal mobility, Shanghai
For the business etiquette, my Free after-sale service means they do people always consider what their
firm has a high-end Luxury car, | prefer a sedan than a SUV not making any money from after-sale primary needs is. Like me, | do not
and | also hired a professional b itis more comfortable service. So | do not need to make need to buy a high-end Luxury car to
add the Mianzi. | can show my identity

about it. | I do not care about engine power. | energy and time for me. through other methods.

Figubk: 3An e xtamapelceo nopfosed chart

ep 2 Decomposition interview records

Ac
2008 escriptive i

(

cortdo ngot h to grounded theory met hodol

0gYy

nt er vi records must be "

1990, p

e w

Strauss and Corbin, 62).s Mehaantwhi | €

o tewadhmew findinhger, dhculre scealrl ect verb dat

t he

own .i.nepemdbeenntt ences " . I n this study,

hese two methods as reference Secondl vy,
nterview record into "decompdsedhachartg.nh’
ritical phrases i n teheidiargteavihv il ewd @ 's3 emo may:
nterview record. The researcher put each
ndependent , movable word cell on a bl ank
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int emmrwicow d

cesl I(see bF1

Step 3: Ca

was deco

yure 3.

mposed

this wawrd nto a

tegorising luxury mobility

The resear
chamnsg ass

moved t he

of T uxury amnotbarliigtyi cchbdr)s.e eAdd grudiend .t o

i ssues rev

cher i dent

igned these

word cell s with s

i fied s

wor ds

I mi |l ar keywords

I mi |l ar key

char a

withrahermpeci fi

phr a:

t he

e aelgeod iiems toHe lawaxtury mobil ity cha

t hecadmposition chart

t he coor di

meaning of

nate sglsasem ffyarngf warntdheposi ti oni

s, proper definit

l uxury mobkeéity

in the Chi

Besides, a Hybrid car contains
many new technologies. It is
quite fun to try new technolo-
gles. Lexus is very competitive
in the Hybrid car field.

I would not consider high-end
luxury

| want to mention that the
but it
is not very important to me.

The backseat space is enough,
even though

So | know and trust LEXUS a lot

Usually, | do not use it (in-car
entertainment). However, my
Kid sometimes will use it to
watch the cartoon.

The driy ,
is sufficient for me.

I never consider this

when

The first thing is that | trust
LEXUS.

1 buy these two cars.

is not the key
factors that | am looking for.

because it provides high brand value.

I will say the will
never be a key buying factors for the
owners of middle luxury buyers.

The outlook of Lexus ES 300h
is outstanding and unique. | like

The interior desing of Lexus ES |

1 do not care about engine power. |

Besides, the interior design of German
luxury car at this level is a disaster
compare with LEXUS ES 300h.

For the business etiquette, my
firm has a high-end Luxury car,
and | also hired a professional
driver, so | do not need to worry
about it.

Luxury car to add Mianzi to
themself and their firms. This
culture may work worldwide.

For personal mobility, Shanghai
people always consider what their
primary needs is. Like me, | do not
need to buy a high-end Luxury car to
add the Mianzi. | can show my identity
through other methods.

Luxury car to add Mianzi to
themself and their firms. This
culture may work worldwide.

] and comfort. | it very much.
for daily trainspotting.

Most importantly,
hy Is C
a

I need an elegant,

| prefer a sedan than a SUV

stability and I I—l I need an elegant, comfort

I can show my identity through other
methods.

| how much money they can make.

Fig

ub2: 3An e x ampelgioncghfa rct
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StepPo4ds:i ti oning the field facts

I n this step, the researcher rated and po.

corodi nate system establ iThe dr d snwldtrhakn treaatrd i e

system constructed by the horizont al axi s
puchase deéebesivenrti cal axis representing t
mobility" can biengustehfeulc uilnt uamdl ynseani ng of
the ChinetgsemafFkbGumnead3 FS54)Eme h3 word cel | w
rated independenadaxgspnusheg a constant comg
comparg each interview recenrds't(Examplye mobi
shown i nb5b)gure 3.

The horixazesntiasl daefined with the di mensi on
purchase decriisglotn; otnhe hdetkmen sfiaocnt oafs nmdmt e

purchase decision on the | eft;

1. The di menismpmomf a€t ors that effects purchascs

right;
2. Thedi mensuonnmp®fract ors that effects purcha
l eft ;
3. The di mensilounx vorfy hmogbhi | ity on the top;
4. The di mensd axuofy Imoewi |l ity on the bottom
The purogosestabli shing such a coordinate sy
in Figb6G)e i3s amalt yse the individual i ntervie
gener al pattern of | uxur yFimoablillyi,t yt hceo masuu nhio

uncover the culftddakxumgamomgs ioyThiem t he C
t he autdhiosrc uwsisl la cmr eaantd vber adrecsiimgg princi pl e

mar ket competitiveness for | LA brands.

96



meRSSemS———= o= (e | I -

i_ ‘ayew uea Aayy Aauow yonw moy

L ——.
i
i
i
i
i
i
i
UV SS—

S e B e R

i

i

i

|

i

i

i

i

i

_ Jamod aujbus Jnoge aies jou op | _ :
T |
1

i

i

i

I

i

i

Jayyo ybnouyy Anpuapi Aw moys uea |

pojui09 ‘yuebajs ue pasu |

b e ety et B H B

‘yonw Aian 1 _

ayl| | ‘anbjun pue Buipuejsino si
4oog S3 Snxa7 4o joojno ay |

T T T

ayj Joj si103aey Buifng Aay e aq Jarau

oied  SnxI72u) /e Apuepodu jsop
op \mmﬁ Suealll 9JINISS 9[es-iv}je 99l _r

*s19Anq Ainxnj ajppiw jo siaumo

an Ape i 1

19)39q uaAa buiyyfiona
SayeW SIy} 20IAISS [[9S Jaje
201 sieaf xis yab uea siea pLghy

o~

T
i
i

.............. +.||I.|.I.IL

I
oL !
's189 OM) 8say) Anq | frmmmmmimmrm oo mde e L_
usaym Bunjoo| we | jey; siojoe} 6 :
SIy} JapISU09 JaAau | [idY ayj jou si i
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ *
m m ._ m 7 i
_ : m i i 8 i
...................... owdojuatoyns st | __l_ .l ____ i
— s Jeas JaALp 3y ] ‘U00}IBI 3] YoJem _ 4 ”
‘spoyjau m 0} 31 8sn [jim sawpawos pry | i i
s =1 Aw Yanemoy ‘(uswuepous [i== === 1
bnoy; uana " Jea-uy) 31 asn jou op | Ajjensn | ; 9 |
I— ‘ybnoua s| aoeds jdasyoeq ay | : ; ; i i
¢ I . el SRR oo i i
1 : : " "apImpjiom yom Aew aimyno | |
pue Aygel Y00E ST SNXIT Yjm - josway) | |
19}SesIp e s [aA3] SIy} J 1ed Amnxny b fanxn7 |
ueursag) Jo ubisap o, ua-yBiy 1apisuod jou pinom :
ANS & uey) uepas E&ﬂ‘_ 9 Jo ubissp - pus-ynly i3pi jou pjnom | o ybnos |
quebaja ue pbau | || 3 snxa70 bu sy -suy| Anuapt Aw moys ueo | ‘1zueny ayy ppe |
I i 0y pzumul 016D Aunxng pus-ybiy e Anq o} pasu |
burgodsures fjiep 1o . ‘PIoY 180 pLghK ayp uy U Areuiid ¢
..... pouido pue Jinq / aApnadwos Aiaa si snxa] 'saib e djdoad |
- -ojouy9a} mau A1y oy unj ayinb  [0ssed jo4 :
..... Shr | \mEM s1 )] salBojouysady mou Auew [~ |
‘SNX31 gxmu | sureyuoa sea pughy e ‘sapisag !
ysnay | Jeyyly Buny) ysy oyy ik — b m

|||||||||| [ —— S ——— U H U U U AU S
| I
Ainxn| ybiy ! “

I ey A . Ao .

c ha

e xaormpd red iofat erts (sAt)em

: 3An

gub2

Fi

97



Lo L e e e e e e

i | | | | | | i

m vy .8 19 oH o P

| S S S S S A S :

| I I | | I | |

| m i | | : ; o0l

; 3 I ‘Play seo pugAy agpur | i o4 Bunjooj we | jeys siopoey | e

: : Ainxnj annnadwoa AiaA si snxaq salb : Aay ayj jou si :

i i | pus-ybry sapisuoa jou pjnom | -0jouyaa} mau A1y oy unj ajinb f i 6

; S — — — s1] ‘saibojouyoa) mau Auew | _ “amod auibua Jnoge a1ea jou op | —_u .............

i i i Sulejuo? 182 pLIGAH e ‘sapisag i i

i i i 400§ S SNXIT yym a.1ed ‘uoopIed 3y} yajem i i ]

i o i I3JSESIP © SI [9A3] SIlj} J& Jeophunxa | : L o} 31 asn jum sawmauios pry ; v

i " | uewwen jo ubisap soLiapur ayp ¢ W “1oA9MOH “(juswurenajus  PIPPIW JO SIaUMO

i i ] _ Py e ybnoy usAd Yea-y) j1 asn jou op | Ajiensn |9 A3y & q sensu /

Juey On_F__ e _ ’ _ ’ ybnoua si a9eds jeasyoeq ay| | T — ay fesim | | e odw

I 1 L 1

! ] ‘Bunyodsures Ajiep 1oy i J

! _‘ I 1 r r i i ‘opimpliom yuom Aew ainyga |

: A pJ pue : : ! : .

m ‘yonw A1an j1 e i i i " s189 OM) asay) Anq | G

i ayl| | “anbiun pue Buipug}sino si 4 Y "aw 0} juepoduit Aianjou sy | uaym )

! 400€ S SnXa7J0 Yoopno ay| "spoyjaus ¥ing 1] S} Japistioa Jaast |

i masp! Aw moys ueo | 43 jeyy uopusui o} Juem | 03 182 Aunxn pua-ybiy e Anq oy peau | V

1 1 . B

1 Jojwod Q:mmm\m uepasau| | [~ R jou op | ‘aw ayI7 sl spasu bWE.:Q .........

i i 119} Jeym 1apisuod sAemye ajdoad e

i [T i wuBupuc 4 imuassad 104

m ANS e 19)32q uans buiyyhiana Jijnoqe ——— =

i 2 SoMeW S[U) ‘3IAI3S [[3S Ja}je Auiiom 0} paau jou op | os ‘1oAlIp i Z

m "anjeA pueiq :m\n* m03m>°&n& 1 asnesaq gmm uea sied .O:Q\AC n \W:ONWkaO\Q e pally osje | pue m

i 10/ & SNXTT }sn4) pue mouy | os /€ Apuepiodw ysopy 189 ~.¢=§q pus-ybiy e sey Ly T

m ! — OOy SuTonr ounuoS 9[eS-19)Je 9914 Aw 0:03&.:0 ssauisnq sy} jo4 m P

3 !

!

1

i

L

o

c ha

e xaormpd red iofat erts (Bt)em

: 3An

gube

Fi

98



fact s

t thees if ¢i hed rdi

e ol
m ! Ainxn] mon " : |
[ e emn e o T e AR S R 2 e TR R A S e R S St e s e R R P R e TR R R e Ll e memaes J
| | m | | | m | i | | | i |
m I - R T A N T R I m m
i SOTSRI— R I N [EUSE—— e [ IS dE o o A e | SO U . i
_ m 3 3 3 " A : i : : _ m |
| | i | i | | i | i | S |
i [ i i i i i I ! I ! ! !
_ o frxmemesrmars e S st e Ty P rssimmtnes A ! _
| | 1 | | | | 1 I
i [ i i i i " ‘stafng Amxnj ajppiw o sisumo | 6 i i
| | 1 | I I | 1 I
m S £ S e e 3 o S RS | B : I ay} 1o} si0joef Buifng Aay e ag sarsu T——— ; i
! i i i i | | m ay) fes jum | [ i i
_ | m i m m m _ 8 !
| ! 1 1 | | 1 : 1 |
i Besesnune TR - H———— eonsanenl R SIS foo s1e0 omy asayp Anq [ |- i i
! ! ! ! ! | | R ) ! !
k _ . _ " ! _ ” SIY} 13PISUOI JBARU | L .
juepodw) |- fremememees At et EETER fomemmemee — T d_ -] juepodwiun
| I I L - L | |
i i i i : i i ) i i
_ _ famny | “ 1 ng auw o} juepoduij Aianjou sy | ! S : |
| I . | 1 I
_ | pua-ybly sopisuod Jou pinom | 10} Bupyoo] we | Jelyy si0}oey : 3 ! > m ! m
! ! ) jey) :oE ol Oy ! .
| " “ ! Aoy i sou sy _ : |  uemod suibus jnoge aiea jou op | _ g " "
m " -yew ued Aayy Asuow yanw moy " " I _ : : “ . b " "
| 1 I . 1 |
m “uooy| "pjaly 182 pLGAH ay) ul i 'spoyjow soypo ybnoayy | “ "
R == B TS g e S ¢ |
: ‘ 4 s w 4anamoy (i - ] i i
| caamer i Ml seo-up)y asnjouf s ‘salbojoujas) mau Aueus ‘ybnoua sy aoeds NMM o..H =M>a ......... i |
i 1 1 | uewas o ufisap soudr SUIEJu02 189 pLqAH e ‘sapisag I i : Y Z ! m
m "anfen pueiq ybiy sapiaosd ji asneoaq [ T e | || Aw ‘spanbie ssauisng ay 104 m ........... " "
! 101 B SNXI TS pue mouy [0S | Lo cies a0 sxa || | . ; . ! |
! , : ; _ i _ _ ! | i _
i I op Ady) suBal a2IAISS ajes-Ja}je a9l _ jsniy | yeyp si Buyy sy ay) |i I I ! ! ' !
TSR e (PE— [ TN (S PR L — |
| I I 1 I
| | Aol m | m
Lo B A R e T T T T e e SR A R e s e e i A

99

Figub®ARB.exampl e ngf




i i i i i
i i Ainxn| mo | m |
1 1
IR e = ———— L — I — ]
i i i i i i i i i i i i i i
! ; ! ) ! ! ; ; ;
m v, & ¢+ 0 a3 410 H 0 P m |
i (A e e e e e R dmememememem dmememememem dmememememem . T i
! ! m “ _ _ A m _ _ _ | _ |
! ! | | ! ! i ! ! ! ! ol ! !
i i i i i i i i i i i i i
! oot oo SRS S R M R s  BaE s e 4 :
i i i i i i i ! ! ! ! ! ;
m ! ] “ | : w _ _ _ L6 |
i i i i i i i i I ! ! ! ;
i bemmmammems s - mr—smamamT Rt pae jommsmememn T Rms 1 mms A—mmemnmamn A—cmamn s 1 _
i I i i i i i i i i i i i
i i i i i i i i i i i 8 i i
! ! m _ _ | ! | _ _ ! w _
i e e e B Bt e B s s R e i i A femEr e 1 i
i i i i i i i i i i | I I
i i ] i i i i i i i i / I i
d _ _ _ | _ ! | m d
epodwy |- SR— R— SUNUUNE S— SR— — . | i-] juepodwiun
g . i i i i i I 1 ! . .
| | i i i i i i i i i 9 i i
[ I i i i i H i i i i i i
! A T T I T ] ] ] I v_!!!liii:_ !
i i i i i i i i i i i i i
i i i | i i | | | i o g | i
m L _ L L [ I R SN | DO | SO | SN } !
! T T CoTTTTTT coTTTTTT [ i [ _ [ ! ! _
i i i i i i i i i i i i i
i i i i i i i i i i i 14 i i
! A L [ IS [ I SR | SR | S | RS | - J !
i _‘ i r r i q i i i i i i
i i i i i i i i i i ! ! !
i i @ i _. | @ @ i i i _‘ ! € ! |
i i i i i i e e [ S | W ,.|i_ |||||||||||||| i i
: [EPESERE b EESTETS PR b e (R ) R, O J 4 J S s ! 4 !
! ! | 1 | | | | 1 | ! ! !
i i i i i i i i i i | I I
i i i i . i i i i i i i c i i
: b O e b R dmemememimem T Joememememem foemimemimem oo ! !
! ! I I 1 [ 1 | 1 ! ! ! !
i i i i i i i i i i i i i
i _ i . i i i ‘ i i i i ! 8 ! I
Liisaaars s L | TR, { | PTI, (NR s (R ———— [ ——— s oo i R— d
1 ] 1 I |
_ | Ainxn| ybiH ! : "
1 1
.r ||||||||||| ..r |||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| 4 e i S S P ok DL e e e & |

chart

e X a mpHhde cofmposed

Fi gubS@®AmB .

100



3. Gummary

This chapter starts withhodaoolgoad!|r ewvinsw de f
associated wi t h c-oenhudmesr aarnyd sdoecsiiagln rese
pur poseswoorfl d eraelsearch, the definitions of

i s ont ol ogpyoge,pioshioégygd t he di fference of

S
—

evips e} |

Thi s research wil |l use qualitative Tresear
structured intervi ewsnsmertehso dt.h alth iwsh isled etchte
data coll ectedeeppl tsr etbop aemd ptrhe stsh t hei r vi e
and opimnmheinr i Inatnhgeu aigretser vi ewer does not i n
opinion during the conversation. This meth

gualitative data to hdaealep stemodti @eseaycimobol

in China. Meanwhideaen explsaimethhow t he cul tu
"luxury mobiliayt omominlecd’'edc aewsumar Chriraefher
Besi des, the structured interview coafnnot 0
l uxuohi Im ty, and the partiicntpeamuvise w fmatyh en c
provide reliable qualitative dat a.

To collect reliable, comparable qualitative data for the i nt e y the ideal
participants are (recently) ILC owners. The ideal participants' age groups
should cover Post 80s/90s (20-30), middle-age (30-40 and 40-50). Besides, at
least 33% of the ideal participants should be female (or the male ILC owner's
partner, such as their girlfriend or wife). This study selects three ILA brands
from three counties:BMW f r om Ger man, Lexus fotmshapan,
to make the analysis and comparison phase of the research more accurate.
The models that participants o®Wh€dMLE this
and HILhG s resear chrawidloim saenp&a i mgn met hod, a:

participante e e dnehtionedabave (ded Table 3.6.1):
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Tabl el3P&rti ccitpiaonnt SSuenhnear y

(o

verall)

Location Age groups Total
City Tier City 20-30 30-40 40-50
2 Males 2 Males 2 Males
Beijing 9
1 Female 1 Female 1 Female
Tier 1
2 Male 2 Male 2 Male
Shanghai 9
1 Female 1 Female 1 Female
1 Male 1 Male 1 Male
Tier 2 Tianjin 6
1 Female 1 Female 1 Female
1 Male 1 Male 1 Male
Tier 3 Dalian 6
1 Female 1 Female 1 Female
Total 10 10 10 30
ELA MLA HLA Total
BMW 6 4 8 18
Lexus 4 4 0 8
Jaguar 0 2 2 4
Total 10 10 10 30
For uncovering the cultural meanings of "I
interviedy wéedtoducshni ques. The researcher u
pr ot ocol to guide the di scuislsea,ont hhen rtehsee airnc
woul d al so adjust technigues based on how
respondent s!Eaicnhf arnwatirivaobeev a qui et, comfort
maki ng parti acgiep arhtagd pfagendél o0 s hare their views
The aim of analysing an individual I nt er vi
i mportanitLQG@ opurhcehase and, useclredipmgidany s c L
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meanings that emerged. Afteretphd riPiaseawvcle

t he researchgeart ewitlhle icnuletsutria l meahbhhepg of I
Chinese market through the foll owing proce
anal.yFsiinsalel mutthlor gave an example of the in

i nethast section of this chapter.
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Chapter IV Chinese traditional luxury mobility

This chapter seeks to uncover the myth mea

culturemeaMytnlp i s a <critical concept i n s
geographical, hamsooiicladgi all iasscoadi ati on o
198A) so, as Chapter 11 discussed, the myth
and connotativaptlervewi | ITheésplcchre | uxury m

cul tur e ibnyg rChviineews e hi st ourye .an@h amtcarenltV |Ghi

traditional l uxury mobility is structured .

41Chinese traditioefhdls cwictturoanl iwalawe mpr e h ¢
of Chinese traditional cul t wnrtali dweall wgsy, ia
ancient-C&€hfoai ani sm.

42Yufu system i n -ThiisnesectCudn uirretroduced th
and discussed its culftlwreennce on Chinese
43Chinese trayimolimhi sy sgati on introduced t
l uxuriyl mbpy in Chiwdeelscsulcaure agtewand Ji ao.
44Luxury good in-Thisesectubnuratroduced w

good is, andtirtadi@Rimmesie d¢uwl tur e.

45Summaryhs section is a summary of the Ch
mobility chapter.

4 . AQhinese traditional cul tur al val ue

Anci ent China was a feudal society dominat

Confuciani sm,s aRwiosmk n(oRwn di a, EliriMdeda: as
a tradition, a philosopélyi,giaomel agwayn, ofa ¢
or only a way oflfthel icfoer e( Yiadoe,a 200f0 0Qo.nf uci ani s

cultivation of morality and the ethics of |
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4. 1. Yy Eamlf uci anism (The Confucius's and Me
Confuci ami sindeiosl ogy devel oped from the f amo
Confuwsce. 45791 BAGY i nguncreed Schools &f Thougt
The ideology of Confucius itdhet hroaff.idyalastttlye
Confucianl pamaphases arhmeei onpolmamamony (both in
and society)y ©OndeheCooff alcian argued the pr
include) R@&j3, ((and : L. (

1.R®n (benevol ence,; humaheonésshei fumhae bpi

expresaksndeessl)Tay, 20

2Y3 (righteousness) is the imay,;ntenance of
3.L. (proper rites) I's the regulation of
determines how a person <shaulld feppropri at

Menci us28(93 7TRC) i s anot her tphenteundvehtoi onf f
Confuciani sm. Based o0 nen@anufsu cdi éuesel r'so @ehdornu g h t
(see Tabllda sdet hicaltsgmstlemmdes R®n (Benevol
(Righteous)i,t &), (gpmdphrd r(knowl edge) :

"Forgivehethg aaadackblet starting point for R®n
when doingthhegwienghe starting point for
are the starting point for LW tiThge poidgimer
for Zh3® (Menci us, Gongsun Chou Shang, 6) .

2’The Hundred Schools of Thowgheé pKChioesehies and s
fl ourished from the 6th century to 221 BC in ancien
Legalism, Taoism, &etc.

28Mainl)stoetodajeg1 age of Western ZfTdd BYnasty period
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Tabllel14Four

Duan

Four Duan Philosophers
Chinese English Confucian's explanations Mencius's explanations
Forgiveness and kind-
Rén () Benevolent Kindness
hearted
The maintenance of justice Can feel guilty when doing
Y( ™M) Righteous
and moral principles the wrong thing
The regulation of ritual
norms and propriety that
L. )( Proper rites determines how a person Modesty and humility
should appropriately act in
their life
The judgment of good
Zh( ) Knowledge X
and evil
( By he author, &Ga@geobidé¢ tnigon ar WC,ambgi3;

Ear ICgnfuciani sm
a cocr d i
relationships’
of Qi
.49 heB@ wer e

state

547 t
of Qi

correct

monar c h,

ng to

way

and

Learner ' s Di

to govern

hi s mj

son hies ston"ct(sAnaYaenyuan,

Confuci

us

22 Duke

490

BC

Jing mds&®Qi; (€hed

argues filial

490

i n (tSlhpeg i @i mensde Aut umn
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cti

eamp hiarsd iswisd utal s

t he

nweéerrt hes

BC)

onary,

their sociabncthessaondetrperftsami
ethics. During the
was compelling. Duke Ji
a | ot of

and QOhocnef uxuikues Jaaskgedf CQOQnf uci us:

country?"
11; The

pi ety and

was the

period.

2015)

shoul

Spring

w eheoru ghhugkfeu |J icno n

Confuc

taeher ni stehe

Anal

l oyal ty

|l or d



and the monarch uncondi ti onaldtgkerei gpheto pd red s h

wrong of t he oofr dreirhsi a0Cil Barsestiecng; Xunzi, Zi da
al so argued that the interpersonal rel atic
class is interrelated:

" f the monarch treats, hhssmmhnsséeerawith

monar ch aspear domes mefd atrlc h t r eatadohgi sormi ni s

hor se, his minister wi || view the monarc
monarch treats his minister as nobody, hi
amnemy" (Mencius, Lilou Xia, 3).

Conf uci uMe nsc iaunsefss o€t hiint er per sonal relation
cl ass (e. g., the monarch, the father, anc
responsibility and obligation(thesmi nTheégrs

son, and wife) kil hg] yaehded trhud sepde cctifass wi | |

ruling class with full |l oyal ty. Further mor
most <critical el emeonutntiry 'ya i &0 d thiet yefe xtthe t h
monarch is not that i Mpart adkdn.o(wMle hWairursi ,n gJ i

States period Confucianism schok3d3b RBCh: Kua

"To respect for one's parents, elders and

the upper cHiarsdkd ,t mantdheé el ower c | asosl,l oiws t he

t hestjiuee and principle, rather than one's
virtue" (Xunzi, Zidao, 1) .
The Confucianism et hical interpersonal rel

for theel asud;edi he mpmd s easltit, hg@ < | rasssiptoyn sa rbd |
obligatThenphil osophy of early GCanfuXumanism
Kaun)gblki mi taetdindecl| aspaist iacuulhaorrliyt yf or t he

aut hqnihtey e mpeirnogrr, tthhee lkor d) . It advocated
107



foll owghheouwus and principle, rather than t
Bef athkan dynasties, all/l Hundred School s of
the dominant positioncobs dudresdgnlge stihmintd s
monarch' espowkeal mbsdadoeg ds or kings in the
period refused to use Confucianism as a don
systemowever, the Confucianism etmhdcal pri

learned during the-2Walr rBiChg pXtra toeds C M4 /b .c

4. 1.2 Confucianism in Han Dynasty

Legalism (Fa Ji)ahsChiiome s@ant social and eth
during the Qin Dynasty. Legalism (or F a

guestions on how a society ideally should f
consolidation of the weadnd satnat epotwer a ohi

increased ojradear ,stsaebciuriittyy ( Yuri, 2014) .

Af ter t he establi shmen2020fBCttthe HalroDygwns
Confucianism gradually restored. During ¢ttt

Ha®, his primary peltoicahsaoakeedat ewehi s aut

soci al stability, and expand produ<ctive sc
deel oped philosophy as a systemt bkamoci al
Dynasty.

Il n 134 BC, Emperor Wu oft iHam afccRkerngedZhdreg
(Chinese; 117104 BC) to promote Confucianism
ideol ogy of sopbi &albsatphttpent Diymalst y. Dong Zho
absormaedgt her Hundred Schobbkgabfsmholgbisihe.

and YadgiYewmrl oplerdarmcmeawf Confuciani sm.

30Emperor Wu of Han (1&MBiCHe avias etnhpee o7dtrhd & e

dynascf€lyi.naHirei gn | asted 54 years.
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https://en.wikipedia.org/wiki/Emperor_of_China
https://en.wikipedia.org/wiki/Han_dynasty
https://en.wikipedia.org/wiki/Han_dynasty
https://en.wikipedia.org/wiki/China

On the morality side, based on Ear|
deweled an ethical system called Fi
moralities, and each of t hem i

standard and t he code of moral ity
contempor ary gahnidn elsie{ evg&liyll eea | piety,

nct hdes

Tabl 8224 . Fi ve Chang
Meaning
Refers to Subcategories Meaning
Benevolent; the excellent feeling Sha( ) Forgiveness
Rén () virtuous human experiences when wOn )X Gentle
being altruistic. Ligng ( ) Kindhearted
Yi(m) Righteous means to act and behave accordingtothe L ( )
Zh@ng ( Loyalty
Xido () Filial piety
It refers to the cultural regulations for
Jie( ) Principles; Integrity
L() ancient Chinese lifestyle, ethics, and
behaviour. Ji Ln) ( Frugal
Rang () Modesty; Humility
GOng) ( Respectful
Nature, the source, the content, and The judgment of
Zh( ) the effect of knowledge; Learning; et right and wrong
Wisdom. Yana) ( Brave
One's action is consistent with his Chég( ) Honesty
X (H)
words. Ligdn () Incorruptible
On the ethical interpersonal rel ationshi
Confucius and Mencius' sZéaxmplgamat eonpdaskisrest
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https://en.wikipedia.org/wiki/Ren_(Confucianism)
https://en.wikipedia.org/wiki/Yi_(Confucianism)
https://en.wikipedia.org/wiki/Li_(Confucianism)
https://en.wikipedia.org/wiki/Li_(Confucianism)
https://en.wikipedia.org/wiki/Xi%C3%A0o

i nterpersonal relationship betwgenket hva nr ul
and Yamegcondbyateael dadwt the ruling class i
ruled class. He discussed in itihh@ c¢chnha®es petrIsa
Yang side) is ,anddpnobkepvbhentul ed cl ass (1
vi ojJaenndt humbl e ( Loufx uurhieanStprDenwy and Autumn An
Yi nbei ) . Dong Zhongshu argued that the et
rel asthiign shoul d be:

The minister should fit his monarch, the ¢
shoul d fit (bLeurx uhrusabnaandbew of the Spring ar
Yi) .

Dong Zhongshu's Confucianism i s the mainstr
Han Dynasty wuntil 3®EmpHeeuode GuahgwiEastern H
restored Han B®ghabttyhseh i BRsHear Dy nasty (202
the Confucianism schol&drandbaes| ofedomdnuy i &
For example, EmperorCleumnyWwiu ©EH)i, = enha: :cihn

is a combined ideology of the Carfiddcingni st
practiceToAgg han, Chapter 42 and 44). Thus

an inconsistent mainstream ideology in Eas"

Accordi ngut lanmséduH( Suzhongxiaozhan¥%, 1), E1
was an admirer '"sfocCanf wanida reit sumn c7a9 Ap. hD .|, o soonp
the orders of EmptehtGomfZltamgpi ecfm Bamol ar com

a conference to di scustsenatn dCotnof udcei vaenli ocspm as o

31Emperor GuangwuQ ( GhibnbsBeCsAD) was one of the many de

the Western Han i mperial family, who founded the Ea

2Emperor Zhang of Han-B@BCHi.Degewas the Eastern Han':

emper or .
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et hical p hti hEassotpehryn fHarn e mpitrheki sThissi esuli
t he c ocnef ehraedh been recorded and edited in an
Hu Tong (Chimpep@e®nfucianism is often charact
of social and ethical phByYosbehgfifratheof t Wi
Han Confucianism ¢ exlhongogwultth' sa,s PBgwmei Lthedanw

explanation of ethicap int@&8apeHsoidahgresat

"The emperor is the guidance of his minis-
his son; the husband is the guidanm¢ce of hi
1) .

The redefined ethical interpersonale:rel ati c
R ). The Gang ) Chnne&€fhenese means gui danc:

Compare with Confucius and Mencius's thou
emphasised theulrdl edkel meseshesponsibility
the ruling class. i Thesentdebtomy Coef d@irug ¢
phil osopdhhwever s incredibly similar -to the

233 BCheas a famous LegtaH@hsinmesehoNaarr iinmg St

peri od. Han Fei's philosophy aleolcawe@ot ha
code) rat her t han follow the sagaci ous p
interpersonal relationship is the ruled cl &
The minister serves his monarch, the son
serves hmred. hTlkkdaempire wil!/l be able to gc¢
follow these three orders; the empire wil/|

monarch or capalblte cimiamgelAe hompatueé et mini s

38 jiweil Hanwenjila (Fhihesan ancient book by unknowr
described the value, and ideology in Western Han. F

interpersonal relationstiipp.as Three Gang (Chinese:
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cannot invade the monamghhnisesnamudlthoirs tryot ewi

(Hanfei, Hanfei Zi, Zhongxi ao) .

The Three Gang is a Legalism ideology, rat
whimahny previ qeslgat ud0@3) mi sunderstood. Tt
Three Gang in Bai Hus3omglias tem&Lokablcy ud a

t hought . Confeaicusis andinMerper sonal rel e
emphasi sed-ctltas sr slhiougd d take responsibil it
advocated that the ethic of intergkersonsal r
and principle. I n conomasesmph®8sai séldd fTbagt gl
shoul d al ways -olbaeys tithrecomudiitnigonal | y. It ad
code is far essenssahdt panncighteoilihe Thr e
t heeoildogy of Legalism, insteadgofi déonfogyi an

Before the HsaeeDValalseCy4dn flucdi)ani sm advocat ed
emperor ' ssrasthosgaewywdme Cobnfucianism to becor

ideol ogy. TxhtrreeemeGayn gs eemepmregtolm $ s,t ktkldaehtoern 't g

aubhi(tpyat ri archy), and the authority of t h
tur med€onfuciiaantiosm dictatorship tool for th
the emperor, to ensChiveapeB@pdiede , aQltiirarg e
culture belimrvietsy tdife tcloemtf ami ly i s one of t

This continuitwomaeakhZw fathectsttoul d have

family 3hetihteag@aughter's chihledfanmn hwoulsd smon

which results i n ntghlel dvaeid htt @ ri mlodr ibteit he f
Thus, in tradits omalso@hihmes anowveael wel ue for
daughter. This tradition al so prsampetrdrt he
to woman. ' To avoid thiug dsittriyattihen,r eaech ft

34Family heritageopefty,s Ifasdiinayls sr,ell athidgns, knowl edg

handcraft stkohdoodr famd Il tyhédi story and title.
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par

(

f ol

a

(1

S

| east one baby boy. Meanwhi |l esri @alkorstuirgreriyn
f ojbregnant women, so that mo st Chinese
chil dr enenitn. tainnce s
Table 4.1.3: Dynasties in Chinese history
Period
of
c. 2070-
c. 470 Xia Dynasty
c. 1600 BC
c. 1600-
c. 500 Shang Dynasty
c. 1046 BC =
w0
>0
Western Zhou 1046-771BC E
N
. >
c. 1046- c. 791 or Zhou Spring and Autumn 2
256 BC c. 868 Dynasty 770-476 BC
Eastern Zhou
Warring States
476-221 BC
221-07 BC 14 Qin Dynasty
206-202 BC 5 Western Chu o
=}
T
g
Western Han 202 BC-9 A.D.
202 BC- Han
405
220 AD Dynasty Eastern Han 25-220 AD
Further more, ancient China is an agricult
forcesr Hosn@econstant survival pressur e
Every family needs efficient human power
ensure pbdntiltuli sfeoough to survive for
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https://en.wikipedia.org/wiki/Zhou_dynasty#Eastern_Zhou

member3,gelneras s omsanlt war ski ITlheuds ,| aloo I mpr c
ability to rleesmnger ri,dhinslegusefsgrtunate), it i
t hat mul tiipve) (g&mereati ons of the family
Overall, mo st anciiegnotu Ih@ghvieneas e | dragné | numb e |

popul ati ons.

Confucianism after Eastern Hadual2s0 2s BCUl de
take responsibility according to their soci

the family member swswhohe@ulfd miedsygamdsi wdtfee pri or

the individual's interest. According to ti
emperor, thaendparheenthsusband have the absol ut
deci dier trhieni ster, chi%.d,Tehaepdr wi ¥ s8,' stnhdee s &€ § h
wlhol e famd [tyhe husband are more i mportant t|

The Three Ganagonagnsdh uDosngFiZvhe Chang became t |
idea of Confucianism since Bai Hu Tong' s t
400 year s, which | ki flegthel eb,astilse feotrhitchse o
rel at s,amsihiChi nese cul tur edesolpoogrypt i eabh mphd,
ethnic Han Cihaon es ¢oeflsifiadodisat heir ethnic nam
t he Han 3Dy ifhceltlydwinmagty al so sf oclulotwerde Haon u s
Hu TongCenfmmeoi ani sm as the primary ideol ogy
Chang is the main guiodeliinnerfper stamal etr il @

|l ifestyle, prGChioneséycalffeceéiing ancient Chi

SSFor e.g., the parents can decide the area of work
not matter i f tnhoai.r children wil/ or
%The authos Wwishgbeei s iHa2n0 OpsSewad.e3 h2) name that wide

used by the people who governed by Han Empire as th
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4. 1. 3 iComifsam nowadays

I n 1840, the Great British tEm@inrge Doypneansetdy t
with its cannon. Aft erl84h2e) Fainrds tS eQpoi nudm O/airu
(1856 to 1860), the ruling elite realised

mi |y ttagachnmbhmggt sar and 1 tdhb@ortfou iraers eworel dvi
The ruling elite suggested Empress Dowage
machi nes, scienamdi ¢r &inowtedhpai cal and di

through the establrirsbamentctemlding ddehefntsairl at h e
French Walr8 8(51)8 8 4t h el afpiarnsets eS iWh& 9 5)1,8 9wWe st er n
devel oped technol ogyChshesaglpyeopmpast erd nds

making peoptitlkegQlisnes®a traditional cul ture.

After tiheR&Xv mlheat Remubltihc of China (ROC) re
Dy na

2]

ty on February Twe Ihfotutsyaenadr 31 2Ch i enrecs eed

auto

(@)

racy. The crisis of Chinese tsadition

also erupted. During tHREEIOWMEY , Fyuwnetmiy sovem

S
—
(]

| ecphuiall s ommalr s aggressively eriticise
especially Confuciani sm. Confucianism ideo

position since that ti me.

Then in 1949, the Communnst hBaCihyinldeWamt ed
The Communi st Party of China (CPC) establ i

China (PRC) in Beijing. Duri nh9 naé)e, rMaaqn
Zedong's thought, Social i sm, Communi st bec
Chi na.pafyheand inate @ametssnor e i mportant than
interests andsf{amiagwdiss, nted9®st Hof st ede, 2
due to Socialism and Communi s hweppgere @lraod £t
% The thought of the May Fourth Movement includes sc

Marsxm ( Soc.i al i s m)
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at hat ti me. Thushi ghbheer psacbcuisahlatisanari ch peop
workers have a higher soci al status than
soci al status than | andl ords) . Il n the past
passive period of the worlrde'ds teoc d¢tmhgemyl eavned |

country,

During the reign of Mao Zedong, ' i ving sufyg
incredibly scarce in China. To meet everyor
the PRC government forced the p€bpheseo | i

peophlacve to use statibary aeampa nrdi ckee r ofsaerei.c

Hunger at that time is widespread. For Chi
the necessary | iving s,uapmlliee s, bsauncaphe aacsh )f, r ui
bie and ew&bchalism and Communi st al so ir
c o n sputmboerh a vi oauause of Socialism and Communi
of product s, ideol ogy, .anHarmiilfteern y( 89 7 7% ,0 m|
states:

"1t is well Kknown thaérducommpet bieaheéxgyhans

Chinese did not consume Western products
equal l-kynowen It hat the |l ack of Western inf]

beyond +ichesmonmpti on o-madef ewmmadi 6regs. '

Af ter ecoon i ci nr elf9 7 8, Socialism with Chi
became the official ideol ogy forcr@RCi amgd P
a socialist mar ket economy dominated by t
claimed by the CPC, in mheThpei haopyl s'tagkRep
of China government maintained that it has
devel opedamainyt t hebooyaconmemptiate its new
system. I n the early ti me ofsaencdo ncouritcurreef

strongdnycChnhkese peophatdscll tPestpyllee of Chi na
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confi danadi ti onal Chi ne.s €l hcuusl,t wrees taenrdn vl ail fuee

culture are trendy at that ti me.

Since the start of economic refor ms, Chi n;
fastggotwi ng key economies .Choda; i BMladdies ovro,r |
secolnadr gest economy , by heomiomdId' GDBi ggest €
secolnadr gest i mporterCIloA, pbPoAoldisy iTrel 2@0¥ 3a ph, 2
China is a recoegpbasd,antchbadsart hwe wor |l d' s n
massive standing alranmygeasde dbaehfegmeecoUddS. Secr
ofdef enc2e013). The People's Republic of Chi:i

the U.N. Security Council. Chli nand si rafl sromal
organi sations, i ncl Pdhicndg i ¢ h&Ec AP&RQI ¢c( A€o0 ape
BCI3M, BRI,CS® . SCO (Shanghai €xotoipoenr)atama C
WT O . With economic development, Chinese
confidence of tlsenat riadde alioogiya,| evsapleucei al | 'y C

Mencius's Confuciani sm.

4. 2 Yufu system in Chinese culture

By the effect of Li in Confuciani2sOn6 Fi ve C
BC) to Qing Dynasty (AD 1644 to 1912), ea
req@ulions for | ifestytl Réudrud Shyesh aeevm o uCrh i meelslee
38 The Baadeg€hi-haddyaanmar forum for regional - cooper at|
regional organi sation of Asian nations.

9BRI CS 1t &fievres maj or emerging national economi es: Br

South Africa.
VThe20 is an inteorrnatthieo ngeolv efronrnuerm tfs and central ban

maj or economies.

HYWTO eftto sWorl d Trade Organisation
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-|- ; i teral: the regulation of travelling
regul ation ti agdt rweems pg arg (al so i ncludes u
decorativenpahtleavgeshancd cl ot hes) to disting
di fferent soci al classes. Ystfaw iSdenteimf y so rae
soci al status. The prag .t i ean@laamdi aflalba urcss, of
transportsaingd nceltohtondes r eifdlecitd eliftbiftee eampbkec
only the embpbermrown apmelweae yell ow silk cloth

dragon “%hattern

Yufu System is one of o¢he essewmeral2z, 00elry
i mperi al China. Thet hpgruif ma rSyyssft teanc tsihammw d fh e

Emperor's Majesty, to @fisomnouidshai ywpeeobal
prevent oVWe(rWu, |2u0x0u7r,y p. 6l 7s) .a Ysudtu dSfy sttleen
i the ity system f oildsteamr hexdymasgsiyon of i mper |
i deol®@hgiynese traditional ,Pohfiuacicahi sindevalouw
against inegodl s tisghliwarytsg rt Hhen pfreiudrailt ys.oci ety

rel ati owesdn pt betvarious c¢classes is unequal

The current Chinese gowdr ninmmeanvte | §tiinlgl amas v
regul ations (only the government of ficers
Comparing to the iimperial Yufu System, tr
travelling and wpanrveagoiveguy athedersit y| e. Fo

exampl e, der0iOn3g, 1Hhee& éli gdhov er n mekPrto voifnfciicaelr  (

Governor, Mayor ) i' s not all owed to own | ux
Lincoln, and Cadill ac.
42People who try to wear the yellow silk clothes wi-t

most of tdyenantcy.ent

Bl n Chimesyiel: L 0
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4.3 Chinese tradbtiilongl | uxury m

There is two mainstyemmbttatdyti on@hi hagse tr
one i s -whheeeltswocarriage, whipowedst tdei oemeby
one is Jiao, whicpowsreddi ven by human

4. 3. 'whrevwl s carri age

The -wiwesslcarriage has at | eastCBi 080 Vbar sw
wheel carriage was craliliedacbieeqftChCimies&, wh
means car. According to ancient Chinese | it
the <chariot i n waastsy née.lBWOOA0 BICa . Dyhe eat
archaeological evidence of chani ¥t¥mxiun Chi

According to Book of Documen s peopbtekl ofvi 8
in Shang Dynasty usedatlt e daggimanamnirklsayrf ge

members and most of the |iving stuff would

Meanwhi |l e, most rSeh adnogi npge obpulsei nveess. Mobi |l ity
both migration and trade:-poweried)t omobhialridt y
transfer t heufhfeaavnyd |bi wsiinngelssste Ic ac ayror. i ague® s at
the mobi b&Ehmaegd®feopl e. Shamg mpedploenshdwe n

ani mal resource for the carriage because tI
creatures. For example,uactTordom@guearo tLlge hD
“Yinxu (Chi)neisse:t he site of ancient city of Yin, th

Dynasty. Yinxu was discovered in 1993, at Anyang, H

“The Book of Documéhtsi §Cbnreod&i theoFi aaclCkas Chir

text. It is a collection of the historical record o
Bl n Leshi Chungiu L Zhong¥sa ¥4 &, GU4NYueChilAege:
e nx
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(an ancient area 1 n Shang Dynasty in Chin
el ephasntmi | it s ¥hoegpoa Ji, Gu YaetiTt4). Af
Chinese people fiamd | yatcthloseashodsmessti cat e

transport.

The wWweel s carri agessepisplteasnann tradition
l uxury mobsd itbdr-geeveawd mobi I(iftayst f edtl lerxae Dl
superb st dwmbealls carri agepdweveal by baltl ed
I n ancient China, the chariot was the most

chariot'si diprsdvivdil igh emoda mmaryderoror seni or

such as archer or spearman; thecklka&rcginng val
to kil t he enemy. Chinese ancient chariot
(135046 BC) . According to prekheowss ahdter a

Hi storian; L¢shi  Chd'ncogimuma,n dkeidn g3 OMBu Cohfa rZ hoot us
cavadnmd 45f@a@0rymen in the Battle of Muye (
of King Wu of Zhou in this war | ed to the

Chinese anci enta chhiagh otte cbhencoalrmoeg yrletaiclhietdar y w
its golden age in the Sprirdyanwvd l1Autou MV 6p éBr
Both of the military thought and met hods of
mature stage. I n the7 B& tst hnaerried tuGlealn g mu war .
t he Han Dynax20y A®O0,6 tBhCe cavhhryoikebéanokd t

military area, as cavalry ipiiovwit hesbadv amrec a:d

47King Wu of Zhou )( Oiai sn etsheeo ff itrhset Zkhionagnady magty of

Chi na.

“Happie@@32 BC, between State of Jin and State of the
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Table 4. 1. Dynasties in Chinese history
Period
of
. s
220-280 AD 61 Three Kingdoms @,
(&
5
) zZ
Western Jin 265-316 AD o S
Jin S =
266-420 AD 156 5 I
Dynasty 5 o
Eastern Jin 317-420 AD © 3
w
o
S
=y
420-589 AD 170 Northern and Southern Dynasties @
>
581-618 AD 38 Sui Dynasty w
c
=
5
618-907 AD 289 Tang Dynasty @
907-960 AD 54 Five Dynasties and Ten Kingdoms
Northern Song 960-1127 AD
960- Song
319
1279 AD Dynasty
Southern Song 1127-1279 AD
1271-
98 Yuan Dynasty
1368 AD
1368-
276 Ming Dynasty =
1644 AD =1
@
1644- ¢
268 Qing Dynasty @
1912 AD
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The -whweel carriage is mainly wused as a ve
passengers in daily | iCat-pabfeteerre dt hceariHama g &y
another crucipadweARd) amiomal i ty ipmarAmnciteont C
t he Hhpoorwseer ed carr i-magwer et ec xrartitdgege can | oad
whil e .s|Tohwesr, -pbwercatwbeinage ally wused for
goods. | n Halnd tsi oYru,fcdtahsesglyoewo pl e such as bu
class havkeege poivdrei vé&wehdeios ecTahrursigavg e .

cl ass peopl e mai nl ydrichems & arnnhieageatdd et he
transporting method. Some wemtitdgs bosi natstsl

i hheihi pping team.

Il n the earlky WesaesnoHanhDynasty, the horse
| otg me war. According to the Book of Han,
t woheel carriage driven by feuarsmapmgencet al
and ministepowseddcaatimagy a¥.biThhkeea pupper
cl asweeradd so forced to use cattle as driven
hor sepower I's adequate. During28beADhy ee
pur suo mfgo rct became f as hdroinvaebn heé. & loTsh ec acrartital gee
became popul ar among royalty and nobility

transporting.

During West8d6 ADh, (X6HBuUu regul ationol i mite:t
usacatdrnieveni age. While this | aw was opened
420 ADRtdrieven bacemagée he primary transport
ordinary people. However ,-6 1a8f tAD) ,t hteh i Suif abs

flourished and fasted debiinéeég. among royal:

YAccording to Book o&lL Hap. LCBhilesd: Zhi I
Foo i X
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During the Sonlg2 DYy nAabB)t,y hObs0apygwesedsf mr Mi
pur pso(stkeven s®gngt hRynastyds cavalry'ss faamba
weakert tTdaammg Dynasty due to the shortage of
ti me, mostaspperchoose Jiao (sedsantilcadiairr),
priyamobility. For exampl e, in the Al ong
Festival (3lk)e, Ftilpaurpr idmary transporting met
l'ife are Jipoweard ecatTrhieagr al-dei wédn cadrnrdieag:

mai nly focusegdoadmrs walitppi ndhe Song Dynasty.

FiguB®: 4Al ong the River Duriny the Qingnm

4. 3.2 Jiao

Jiao (Chjné&sglish: Sedan-l €vha, rgaimrsi ead whye et
more h-cmaniers transporting vehicle in anci

di vi si ons:

5°Along the River During the QingmimsgaFesyiintaln (Chir
Zhang Zedulaln4 5§)10i86 Song Dynasty. It captures the da

|l andscape of the capital, Bianjing (today's Kaifeng
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1. Jiao takes the form of open <chairs or
(Chinies)ye or Light Ji o (Chinese:
2. Jiao takesenbkosbng ndbom called Warm Ji

) or Dark Jiad. (Chinese:

HumaGarriers wil.| attempt to tranbsyer t he
efficiently <carrying tpoolceasr ruyp ®admuXichéeadd @ a @ h o u
called Jianyu, (Chteesaé: means s hobuelidegr car
of ficialliwonamedhe?>SoAhgc dDrydciarsg yt o Records ¢
Hi storian? HEGRliune&ha people startedg tXo ause

Dynasty. §he arpahbeel ogical evidence o f Ji
di scovered % n HMbeguwdwio found in Hougudui
people already have the mature skills to m

early Warring States period.

During the pmerOyonda sf2rgoonf BZ) t o Tan§O0Dynasty
AD) , most of the wupper-det bsg endhsetemhesi nclayr ru saeg €
and ride a horse as their transporting mett

sufficient mobbibaréeg. in the pl a

1 Jioaused call ed Buni;anvu( CICihneyseedai vyi (Chiboe e :

The Song Dynasty.

2The Records of the Grand, Hi st ar ihdrst (0Chicraé s ed:o c ume
China finished around 94 BC by theed#Han; dynadby offi
90 BC). The work records tbgehdatgryYeflrowsEmpenge 0]
BC) to the reign of -&EmpBC€Cpr Wu of Han (141
53Hougudui (€hingséd:s a Warring States period tomb i

was cohiver ed dulr97n9g, 1a%7 8Gushi , Henan province, China.
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Comparetwahebée -Heuseed Xiaao'isageriisthiactali tval u

can provide flexible and comfortable mobi

mountain area orhérampeoral ipaidee (Book of
t heamad Hi st ori alhhhe ZYwuwfaun grzegul ati on in this
privilegeyalftyunto use the Jiao. Thus, Ji ac
met hod only for royalty. For exampl e, Admc

painting fivergmathatet@mpbBaldstr@rhehdiofg with
consort with a Jiae aadarireiresd alsy heaisg httr amermp o

(see Fi3gure 4.

FiguBz 4Admonitions of tHae n@o wgt
(Jin Dynasty?® by Gu Kai z

During the Tang Dynasty, the Yufu regulatio

to use Jiaod have been used for mofHe than

““Emperor oGhedmgi BE1l Chinleswas an emperor of the Chi
Dynasty ruling from 33 wuntil 7 BC.

SAdmonitions of the Couft )nssracscesdéh(6hi Casarse
Dynasty painting on sil K ;by . -GB&Kai zhi (Chinese:

5GZhusmHide§ets a historical document by, WaOn3gs Dec hen
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Jiaomoitsjust comdommarbd el,uxwrsy mobi |l ity, but
signifier (expression) that signifi,ed the
and nobl eJiiado€ nst irbeggcuad naet iaoncul t ur al code dece
et hnic Han Cliiome8®0cyletause For exampl e, The
Receiving the Tibetan Envoy narrated that E
Mi ni ster of Songts2@n Gampo. The Emperor di
meeting with a prime missisteng kKHoawav unilaa
take theanopem dodfd) carr i-iemaibtyi ntgwot o asih ew
maj esty (s&3 .Figure 4.

FiguB& <Z£mperor Taizong Recéiving the Ti

After tthenel ovmg bet ween each Kingdom during

Ten Kingdoms p8&iwvbBddiatnyp DYhastyods cultural

infl swammea fi cantly weakened. Ji ao thiencgame a
metd of or every class. The excessive popul at
al so made Jiao become the primary | uxury n

widely used transporting mehdeeold ¢ ar rdii agpe, C:

1116), in Song Dynasty.

S"Emperor Taizon@4®f¥, ThRegs668B name Li Shionmiin, was t
the Tang dynasty of China, ruling from 626 to 649.
8 Emperor Taéizwinmgg Rtete Ti betan Envey a( Ghilkepea:ii nti ng

by Yan Liben (Chtnre®®)0 of the Tang Dynasty.
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donkey. The rteeanssoomeinfo hhbdbssepioamaeirnl y used f ol
military pRwem $Swon,g tlhyenastyds cavayriyss corm

far weaker than the Tang Dynasty due to t he

Emperor Taizong of SomMm@BRLhwmeesecond emper c
of the Northern Song Dynasty in China. H
Dynastyos Yufu r eguulpapteironc I[taos sh's Sighsl @ egihatl tshtea
chose a compromise Yufu systemyf,ornodbao:i toyn
haviee tprivilege to use warm Jiao (which ta
Af ter -Schreg JIWanr-$284)115the Jin Empire defeate
and conquest northern China. Thus, t he Sor
China andhedttathd SSOonuwgt (Deyrnma st y. The capital
Song Empire was Lin"an (now Hangzhou), whi
the ,titntee road is too wet to ride a horse,

the accidentprpaomecel del vy

EmperornGaoftoSong (Chibk®2%7) was the first
of the Southern Song Dynasty in Lhaoas | n
regul:atainopn peopl e can also use warm Ji ao, [
at the sameengtnteen shetehget tYautfiuon on t-he quant
carrimThushe soci al statuvadi dtfialulmbemnJddadf er
carriers. Meanwhi | e, Emperor Gaozong of So
of APwhewol s carriage.i &dbteffl @d¢ adwhipser ep

carriage,thbhecmomstnhgpopul ar | uxury mobility i

Besi Oe$spre the Song Dawyaniansltyy tpaekre so dt,h el ifaoor m
bed or Chair. I nJ itahoe' sS osnigg nD yfnidcsdtnyt, sit ram d veat i
taake the enclosing room, cnaal dlee dJ iwaaor nmodriea
gorgeousi gamidf i canmtplry vamgr avwel comfort when

sitting inside of Jiao.
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Mi ng Dynasty was "one of the greatiealt eras
stabihumgnimi story"™ (Edwin, John, Al bert,

Dynasty, The HYpgwhi Binpedomany i mperial offi
to avoid the i mperial odfftierert hse ipmpedaod ee.ntP edh
are -moyami lfy members | ost their privilege
emperor of the Ming Dynas1457)hedJdnggtai EBRp
adjusted the Yufu regul-a8b6ns HoWweveéem, talhe.!
regul ations of Ji ac iamnndstsitirli cter ypemet iec thla
di fferent quantity of carriers, colour, ma
social c¢class; the people who come from the

same as etichlea suspeps .

For the human neonyr dehse rEempwelraor iis the onl
use-meth powe e dBedni apoo wer ed Jdracd liwx war yhidgiha o
Qing Dynasty, only Prince, duke, and | mper.i
it i nsowts iachae of Beijing (mphier ecgapiGtahle ro fR ot
family members and the seniomenhmpewealkdof f

Jiao when they are trhHowdétiemngc onut-mefy Bes g i4

powered Jiao whenBeravepgli @gdinargecofi zen:
wea | tthhye y) aceen-mesne ke n4 powered Jiao. The only
ordinary citi-memspowensed Hina® i s at a wedd

from awseapehy famil yneano plodvea teo alciaa8r y hi s b
to their weddi nfgnens8rpeomoenr ed Ji ao wedding i
l uxury in Ming Dynasty. Most ofmearheoror2di nar

men powered Jiao wedding.

¥ The Hongwu Empanej, (p828oNahnmhamprgZhwas the foundeée
first emperor of China's Ming dynasty.

6 an Emperor 6s funeral, the Enmnpemrr opodvse rceodf fJdinad.s ¢ al
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For the colour regul ati on,moRoey aclo |foaumi |syu cnhe
red and gol dieanl; oafhfei ciempecran only use Dbl ue
people wasmlpB&tthe Yufu regulation or insu
| ower (el,gsdi nasypa@aonweal thy ordichasyg citiz
i mperial stuff) cadanéeyetraseparfdiag metho
mobi.Thé yMing Dynasty also is the | ast 1 mpe
by ethnic Han Chinese, and ethnic Han Chi n

of the Chumhasieopo( FBI, 2016)

Figure 4. Qi #Dgy nJaisatoy i n

Manchu people JYChonestehnic Man Chinese est
DynastylqgqL1®d¥44 Manchu peoeptlheniacr emiomoer iotfi e sh ei
To consolidatepower ppoi tuta the ethnic Har
Emperor decided to conti nuel deolusgey Mda mdg Niyn
Dynastyoés culture to or,€enfukbéaGhemabaedpea

regul ation) . Thus, fortyuabubsyg mebdl it he, s@in
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regul ation of Jiao from Ming Dynasty. Furt
Mi ng Empire, Chinese people (no matter eth
mi nority Chiereas @) elpadiye rdoeott eadf semi oti c cod

dfif er ent cl asses of Ji ao.

For the wupper c¢class, Jiao provided advance
avoid the bumps caused by road roughness.

mor e i ntelalniyg &t vtethamc |l e, so the HPtomobil it
operate. However, from a cultural point C
oppresssot her humans for comf ort and vani
humanity's innbdsendaanhk 8Pdearriage as the 1

respect than usgengkitmhgesAPosavanity fully s

4 . 3Sudnmary

The excessive population and shortage of hc
a primary luxury Aacaarsgiondg itndg, Yneainhsohly ZNajnil i
Emperor's reign i n aMien ga nDhyunad s tsya,| atrfye noafv ear b
is 20 Likawkres)yg;. t hel asgdhepedwlwera,ldé& 40 Li a
Liang for Butcher; 40 Li amgr $e®rwas odon) Li dh
Hiring two workers definitel yhocrasne dfeotr ntohree
weal thy peopl e. For a junior imperial of fi
meanwhi |l e, he can get four workers and one

i mpalriof ficerds benefits).

% Yuanshu Zaji (Qhiimesa: historical docuB@nh)t by Shen
Mi nDgynasty. The text records the politics, economy,
Dynasty.
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nsequentl vy, the officers ifmeehdi Blongabyn
vertheless, for the upper c¢class (the wea
ancient Chinaeffleabi ve moghbbrgeshdnani d

rrier plays a different roltutmstthlee dJii &a@

rriers from the human to the domesticat e

om a seirempeictuwiepgwhéel nmachinery driven

pl ace the Ilwhedftedewebycdomesticated ani |
trogression. Howeared-wh ekewlt hc aorfr i Aga ar e |
inese traditional l uxury mobility in anc
ina has three |l evels of cultural meaning:
tdheenot ati ve kacél ,Chi nes epodwenraesdt;y, c ahtotrlse
wer ed, amawédmuenanmobi l ity is a |imited re
us, compdruex uwiyt mouwn | i ty, | uxury mobil ity

dinary peopleecamrmot i aef onecda.ni Mg of trad

xury mobility iftbaéenttmobi eExppnsive, e
t he connottraadivtei olneavle | Chi nese | uxury mob
nctional features tlhuaxnu rtyr ando btiilbistayl .t @Feoirn ees
r-rsewer eedhewb carriage is the mobheity tha
t-fdwer esdhhewb carriage is the mobility th
e Jiao is the mobility that rparddaviidensal an
i nese rhaubxiulriyt y ' s conndtsat avecoméantng mo
raightforwardatvo ngpenodt ¢ j ttyi me

the myth | evel, due to the meticulous a
| tur e, the people who can own tthhee | uxury
ftupge@opl e, and royal me mbeo s unihnugs , t hpee o
not andveonnot at.i viechemrecaensienngi ng t he featur
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l uxury womabepr eglkingher soci al statwigs.h Thus,

traditionuad uchr pteypaii ti onal Chinese |l uxury
meani sfpadanepresemwnetr ppselr ass soci al identit
4 . l4uxury goods in Chinese culture

4. 4.1 What 13 luxury goods
Il n economics, a |l uxury good Whirchupmam&kred ¢

increases more than pr opoA tliuxnueslylayy cadtirracsd |

to a "necewheng domand i ncreases proportion
(Vari an, 1992) . Luxudirnyc ogneo desl alsavei a8y hiogh d
peopl e ebeweard t hy, they will buy more | uxu
definition of | wreurax cpoadngwitlol tthhleardegr ee

Thus,-cal bed | uxury gofodopglt ®) omac ogribreaunp me

at different i,acwmalridayre pst dpes ghuying | uxui
t hreicoll ection but starting collecting | uxu
Seer al manufactured products attain the st :
design, guajort yperdfuaorabanaddg yt hat are remar k.
comparable substitutes (Parker, and Doyl e,
independent 'of qualei tgyooodsonsumers generall )

goods have the highest quadiawye ipendhei vread k
l uxurious by the publ itchreoil nep loyf bsetcaatuusse styhmreb
such goods tend to signi fsye twheo paucrgcthiarse ntgh
Whil e not necessarily being better (in qual
téir | ess expensi ve sulbles tpiutructheass,e dt hwa steh itthee
purpose of di splaying the weecaolntohmi o f t he s

phemenon is called conspicuous consumpti on.
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Vebl en goods are named after Ameirri wwmo €&d 0I5
identified conspicuous consumption (Vebl en
synonymous with superior goodsrandyyYelsl en

| uxury goods for which the quantity demande

an appamémntndcction of the | aw of demand. C
good as its pricsd nriame =,p svphridogh dreersanldt cur ve
to tke hmhamgh qualitlyuxwamy exedecsasimost urad | t

l uxury good has thenpodi tcill e@mirng xfpumrssi on

status wil|l gai n ,naonrde rdeisgoreictty ,f raount hootrh erys .
goods consumer ssfwicltli ohavwehrsagh ot her s’ en
becausexafry producst s’ rare feature

Al so f umcst ipoonsiintgi onal goods, they include e

f ashdesni gner handbagsyvhiarhd alruex urny deeanrtasnd b e «
rat heredrpiatne,d t he high pricesl agkheg Hoobdshe
positionmhkésatbhetmedasi salatus symbols in t
conspicuous consumption and conspicuous | e
p5) stated that We s teemrpnh a choersdsounmecr s e xwpoeurlide n ¢
Souethst Asian complhangu®sé wecl y vi si lhleg posses
al so state Asians, relative to Westerners,
symbolic value, at | east when codnuscutmiinsg i n
very "Hav,i&dg Miaanziromote onedrsd digmuttat i @au.
The i deanzoif iMi sitghmealLfA cbarnandf orecause Chine

mobilitysmanwsuamamge the meaning of | uxury

The United St aees ahgesbeerwrgtonal . mastket fo

estimated to continue t or ybegotohdes |neaardkientg ipne
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with a value of 62.5 billion eur &sf o(rStati s
l uxury goods accemnutntoffflooy @rr3asperEconomi st I
Uni t 2015) . Il n 2012, China surpasged Jap
mar ket (CNN, 2013). China's luxury consump!
gl obal mar ket (Export to Chinagexatr®)d. | n

to grow over the next ten years because of

total ofe8BO6sbiobti$®bh. 2 trillion (Zargani, 2
is now a vital part of its global growth, ¢
rel in deciding its overall strength in the

4. 4.2 Luxyprtyfomro ngiufmtnag i n Ch

Gi ft{tgnge somebobdtyuaegchan)trace back to the
BC256 BC)CoMiudi ani sm's debvelogpmemnd t ure be
mai nstream culture, such as between the mo
and student s, coll eagueLonfamdi amamim ystmen
emphashesegssée¢ of propri et.y Cahnidn epsreo ppeero peltei gsuae
g ftdwlgt ure i s mtiaviotiang imarmeoiny among hier
relationships (Chan et al ., 2003r)e.f eTrlse ttoe
exchanges of products and services that <co
but by the conc(eYau;ofl 999c;i plrooye h t2y0sOtlu)d.i eG f
gap in the Iliterature on gifting culture i
packs of expensive cigarettes is the socia
2011; Ding and Hovell s 201 3Ho.ngl Kywn(@Zu®leg) fan
in family relations. Wang et al. (2011) ar

the socialndhnhermaictmtyemance of the balance [

and individual needs. The prewsous study a
2The | argest ten markets include Japan, China, Unit
France, United Kingdom, Brazil, Spain, and Switzer/l
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The previobso stdtudgusased an original Chi ne

(Chinfese:has become well known to Western n
guanxi can be viewed as soci al net wor king
per sonal rel ati amshieps steldatbiy®induit dulmd | € € spow

mai ntaining the relationships (Chan et al .,
infrastructures of moder n Chin ar e of t en
accelerating the pace and efsfitchiaetncen aobfl ec

companiaecscetsos scar ce resour ces or componen:H

approval of Dbusiness activities.

Il n this situation, l uxury gifting is a soc
assists; it is a proper metpheondlteo abrrei lree sst o
ad cautious when they face risk. Direct b
i mpolite. They would Iike to take risks f

relationship with them rather than the st
broawdmrf ficial serlvasebmwhadherhmh and stronger
Chinese proverb fiwhen people give you a pl
|l nfl uenced by Confucianism Chinese peopl e

etiquette. Gi fting siksi ldn toor glii unielndy aasmde i satom e |

relationship. Thus, it is common to expres:
through gifting in Chinese culture. Preci ol
a deep link (within fanriileyndmse)mb eNaos mualtotveerr si

for expressing the thankfuiofdndiradspectviacre

gift must be appropriate to the soci al st a:

By the end of 2012, t heChnienwa ' cse nctornmaphu nli esa d ep

headed by Xi e3isepi ngh,e edxepirer mi nati on of p

corruption. Chinese governme-gt f tpiong chadna
tremendous | mpaqicftd.iomgtAlluxmirtyed al | kinds of
invol ves govesnmAht hot §htchrey dp e@aplye wstail | | h
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right to give and receive luxury gifts, th
diver of |l uxury consumption in the Chinese
Company (2012, 20130y emgmeowohen al Imayemdrand
expected to slow dowro tion 220% 2i)n ZONhh3I u(m 1 g

automobile for gifting, usually only happert
close relationship (parents and children,
automobile coontaeival mechhmn everyday | uxur

l uxury fashion.

4. 4.3 Luxury Mi@amguming for

As mentioned in 2.4 Mianzi in Chinese cult
because of its pemv&binesemadhuterpat sonshi
Mi armrzeif er s to a combined i dea of one' s di

overl aps somewhat with the Western concept
also relates to the prestige maintained b

t hr oughs uoccrcee'sss or s@OChah @wosal iTohne2 0Mddst p. 4

i mporctuantural drivers of Mianzi of | uxury g

"Having Mianzi (adj pctrieveyr sChionesanet hi ng,
behaviour can promote someor@'us adii@mi.ty, a.
"Lost Mianzi" (aglj ect iowe, " DOH iamgdc:afadMect i
Chinese:) refers to something or some beh

humi |l iating.

Modern China's economy has rapidly devel op
reforimh Whis rapid economic development, C
socstadatus gap betawved nl dwesr ugnpatstsee r ecent de
Meanwhil e, the middle class al so Twaunst,s to b

bothwepper and mmiededdl e hcolweisnsgy t he soci al stat.
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While theraliYumw ©yYy$tem in modern China,

class | ostoftihfef ereitrhggdf rom ot hers. Al so, Chi
to own | uxury goods i se," Hahiimegs)eMi aszit'he( ac
| uxury product can promote one's dignity,

o «Q >

-+

=y

n

ng and Ahuvia (1998, pb5) staempghabnteWest
doni c expereaesntc eAs iSaonu t doenrspuhnaespi gsbelwiicllly

Si bl e possessstiaotnes .AsTihaenys ,alrseol ati ve t o Wes

re i mportance on the symbolic v®&uee, at |
the unigwd uardé mdrd ufxeery product s, peo
oducts <culturally ©posictiiaoln stthaetnusse.l vielse ac

ver of consumingoruxbeyupeodectperience o0
I que, b raanndd -dveakllugen e d p rtohdeu ceaxspraensdsi on of

cial status that | uxury produces represe.|

eppuer cl asschamadsmhadldeot o nNsauence | uxury pr
r a clear expression of higher seoyci al st
ed a clear expression of higher soci al S
this situation, t e s @ onm agrmeghisn aalr ep rnoodt u cj
|l Ueot h materi al and; tihnenyataerred ad o rpsrwndiuncg s )
ditionam vaAkuéukury product: the positio
nction refers to some expansivef trhee pr
gher soci al status for the buyers. Due t
od has the posiitdlhnmalge sf ulncxuroyn, goavdhds un
pression of higher soci al s taatdu 3 ewiplelctg a
om solt heury goods blhuagwe ssavtiildf adtsioon t hro

vy and jeal ousy because oodfuctthse. rare feat:

China, wearing luxuies,eamndngrl wxuwmmgy, ulxi

gh and stable i nmoonfeshi glhhers ex@ir&lssstoat us
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"Having Mi anzi" (adj et wvel ghometse: oneods

aut hord tiesapnect from others, especially Db
interaction. An explicit exprebdeneni oftaig
expand their soci al network (someti mes, i
chance). Due to t hoits ocfulChurnee soef |cuhxiunray, cao nls
only consuming the original value of the p

producttlse godods but consuming for the addi:

product: the positional function.

Both consumidg faxkugyfgbong and consuming | L
are two cultural drivers of consuming | ux
l uywumaut omobile for gifting, usually only h;

a very close relationshjiphgpbhaerdtandnadi fhbei

Al uxury automobile contains much more value
as luxury f aosbksiuaom .ngTHwsx,urcy mobi Icirtivt ifcarl Mi
cultureadrc¢omsumihng | uxuryn mGbi huelstguré&or gi
Weat her having Mianzi becomes an essenti al

This culture differeince drsd sdgxiidgn catnrta tf g i
t he meani ng of l uxury consuming IS chang

significlabhAdd obbr arhdki ng and design strategie

| uxury consuming Iis changed in the Chinese
45Su mmay
Confucianism is an ideology developed fro

Chinese philosopher ConfpaintuisculFam semyh £oa:
i mportance )of wR®nafd) Li_n (morality. Second]|
argued that the ethical system should inclu

L. (proper rite), and Zhs3 (knowl edge) . Th
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scharppepsed San Gang and Wu s@hamsg,a nCoindfeuoclic

became the mainstream soci al and et hical p
affects modern Chinese cultural value.
By the eff)ledtn oCfonf uc(i ani am, e¥sfemt®wydt ggrovieg

tooh over 2,000 years !l of i smaersitali c€Chicrul t ut

transporting, weasialgl (kailmds i onfcldiedcesr at i ve
vehicles and clothes), to distinguish the
System is a set of culstowriall c©sddhd utsa i dent i

Al so, by the effect of Confuciocanigsmtibhgt anc
consuming luxury goods for Mianzi are two
goods. However, consuming a |l uxury automo

hapmemmong the people who have a very <clo

their caoasbdnéenan@ wilfuex,urlyovaeurtsomobi | e cont
mor e val ue t han common l uxury goods such
consuming luxury mobilicrytfoal Mcahtzur e sdra
consuming luxury mobilitey.fdeaghietri h@avi mgCl
becomes an essential feature for a product

significant for branding and deosfi gnuxsutrryat e
consuming is changed. This culture differ
branding and design strategies because the

changed in the Chinese cultural context.

Twavheel s carriage (mapowky edrtyidveerr ey ) hamnse
Jiao are two tradition Chinespulakuoy apdi
shortage of horsepower also made Jiao beco
met hod. Jiao turns the Jiao carriers fron
ani mabm. aFscieegstpiefcitad svipng-whbeel nmachi nery dr

by HP, td heemwlhaeed ed vehicle driven by dom
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chnical retrogression. Hwohweeevl e r ¢ a rbroitahg eo fa
ading Chinese trgdiniamali ehuxC€hy nmobiLuikxu

cient China has thamriendsivel s of cultur al

the denotative | evel, lpowarcdd; ;Chcaesslee
wer ed, amawédmuendanmobi l ity is a |imited re
us, cwempBAruecnury mobility, |l uxury mobility
di nar yc amenop!| eaf f or d. The denotive meanin
Xury mobility is that i1t i s expansive, e
the connotative | eveyl  motbrialdiittyi opmrad v i Glhei si
nctional features tlhuaxnurby rdd y.i of@ad e€ha mpels
r-sewer eedhewb carriage is the mobility tha
t-fdwer eshhewb carriage is the momfbrty th
e Jiao 1is the mobility that rparddatliidens an
i nese l uxury mobilityls a o nmaomfadri tv,e nma
raightforwardgdatvo ngpenodt ¢ j ttyi me

the myth | evel, due Yuf u hree gnelta tciuo no uisn at
| tur e, the people who casnualwiny tthkee | ruixah )
ftupge@opl e, and r olyhauls , mepmeloeprlse. ar e consul
notative and connotative meaning. They

Xurbyi lmay can representThaushi gchoemp agedi awi
aditionuad uLhrpemabdi ti opalt Chinese | uxury
anisgthat it can r eptrcdsaesnst stohce ad wn edretnst i u
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Chapter V The cultural meanings of luxury

mobility in China

Cul tmeahi nbexwfy imbChieygessenti &IAt dr ands

under sChamdese | LC, camdoaimetmesnt be under st oc
dur i ngl LtRhueicrhasi ngFrprmo cFeesbsr.uary 2016 to Apr
reearcher finishdbu30 didtfeCkrinFdve&csitneapt er

wi || explore luxury mobi Itihamn ail np & heeisree se ¢ |
interhawet/erThel tmeani ngaxofy mobChisthg

structured as foll ows:

5. 1 Ove-Mvii'ewsection i shdmpme Dovelrtviuircal of C
meani nlgsx wrfy imo bGHIiina.

5. Anal yescitsi osnPAnNahgasdctsi choo@aeadmscusbeng
cultural meaning difference among the diff
5. Anal yescitst sscAn al ys¢ st @fnoose@ a@mscusbeng

cul tural meaning difference nantohnignat.he di f f
5. Anal yescitsti bsn-dra |l yssicdtihorfieoes @ a@dm scusbBéng

cul tur al meani ng dirfsfnerGhnicnrea.among gende
5.Bheul t meahi nlgsx wrfyt ymo bG:Hhiinsa secti on summar
the 1 mportant f aecGhoirnse steh altu xium fyl uceanrc buyer
deci.Fiiomlhliys, secti ondanasctcateiswat aheve, and 1

meani ngxafry mobility in Chinese culture.

5.1 Overview

This study intervi(swed Tab [Hoavetvikicrgl ) g tte & e
chal |l engufmdde al parthaetpaat ched alla the re

I i mi t efdort iemkea mp |l e:
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1. The r ecsemrathefri nd T35 ckELl @, amal ML C4bBbuyer :
2. The reseamntc¢chéeérind T1 city, femal e, HLC

Tabl e:Tohel .plartici pantéBA)profile summary
Participant Participant Age The luxury class of
City Tier  Gender
code 1 code 263 the purchased car

1101 BMW 730 (HLC)
2101 T1 Male 40-50

1210 BMW 730 (HLC)

1211 2102 T1 Male 30-40 BMW 730 (HLC)

1105 2103 T1 Male 20-30 BMW 730 (HLC)

1102 Jaguar XF (MLC)

1212 2104 T1 Male 30-40 LEXUS ES (MLC)

1213 LEXUS ES (MLC)

1103 BMW 325 (ELC)
2105 T1 Male 30-40

1104 BMW 320 (ELC)

1106 BMW 325 (ELC)

1214 2106 T1 Male 20-30 LEXUS IS (ELC)

1215 BMW 325 (ELC)

1107 Jaguar ES (MLC)
2108 T1 Female 40-50

1216 Jaguar XF (MLC)

1108 BMW 325 (ELC)
2109 T1 Female 30-40

1217 BMW 325 (ELC)

1109 BMW 320 (ELC)
2110 T1 Female 20-30

1218 LEXUS IS (ELC)

1319 1319 T2 Male 40-50 BMW 730 (HLC)

1320 1320 T2 Male 30-40 BMW 730 (HLC)

88 The patre icoggm Ruped the participants who come from
and Shahgha
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1321 1321 T2 Male 30-40 BMW 525 (MLC)
1322 1322 T2 Male 20-30 BMW 730 (HLC)
1323 1323 T2 Female 30-40 Jaguar XF (MLC)
1324 1324 T2 Female 20-30 BMW 320 (ELC)
1425 1425 T3 Male 40-50 Jaguar XJL (HLC)
1426 1426 T3 Male 30-40 Jaguar XJL (HLC)
1427 1427 T3 Male 30-40 Jaguar XF (MLC)
1428 1428 T3 Male 20-30 LEXUS IS (ELC)
1429 1429 T3 Female 40-50 BMW 520 (MLC)
1430 1430 T3 Female 20-30 LEXUS IS (ELC)

7

6

5

4

3

2

1 1 I

0

Beijing Shanghai Tianjing Dalian

m Male mFemale

FigutltEThe participant @b profile summ

Thi s clwapt ermptrheeseinmport ant and uni mportant
participants during théedhrouglt phefcthasal gg p
fposi tionjidnlgi schahdpt er ddeinsoctuastsievde talned conno
meamgs |l akury imobCHIiiWiagt h tdhes cruessweldt i n Chapt e
Chinese traditional l uxury mobilitly, t his

meani(nadtenot,abinwnetand vrey,t af b vel )imo bA.hliintay
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JAGUAR
23%

ELC
40%

BMW
57%

MLC
30%

FigureThpdrR2icipantsodé(g@yofile summar

According to the dahmananahegsdsi BISm€hhapd e5,
t he data analiynsitsh ipsr escteudduyr e

Step Restenirmgpsamd pti ons

An exampr etefanewripgtisbown i Appendi x

Step 2: Dedompeatsvaineswomi pti ons

Step 3: siCmg elgoxury mobility characteristi cs
Af ter Step 1 andrtSaretp 2nd threi mppl tanti m@c
Chinese | uxury car bugresummsprdilrhceh ai snep odretcai nsti
factors are strongléy diercfilsueomci Md It hHer eb Kkyeer
fitted with a Mircrionsotfhte \Woesdi td amlncdbeg read .
anaségnor e yeéadaebkl e2)5. 1.
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Tabl e2 Be.aldi ng sc dlgxo stiie oni ng

chart

Positioning function

For personal Mianzi

For business Mianzi

For personal identity

Performance

Power

Control

Safety

Unimportant factor®4

Comfort

Dependability

New technology

In-car entertainment

Design Overall

Exterior Design

Interior design

Driver seat space

Back seat space

Road noise cancelling

Brand value

Brand
Custom service
Price/budget Key factor.

Cost After-sale service cost Unimportant factor
Oil consumption cost Unimportant factor
Boycott Japanese goods
awareness

Others Unimportant factors

Environmental protection

awareness

Bsi ded he

price of the

car i s one of

4 Thé&ni mportamwt | {f amtooar be shown in the

thtpttr chdseedecingi 6he
145
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i mportant factors buyers


http://www.baidu.com/link?url=3azbDtazGdFP6MTo_R6hzcezf1EVuBx9s3neFcn38Bg2-TCSmoQQk3P_TnM4bKPsauioURyIxah2v3o4OeH3qbWGgjVTfL_W9zHqsov6nPx-cc7x0_vn-wwiiTmS6Zp7

Al most all the partfiicriptandesciide tthleesd sd luuwddyg e
t he most val usathled rc anre etdlsat Ffoirt exampl e, an
buynrMdL C oHLE&, as t hreMLpQ iockHeL G0 fi sa t oo expansi v
their meadagwhthHleC buyer wnELC nmML @,uyasa he

or she ctame aliifoghar price for the extra perf
to this factor ciudtootl|l.dimesédétsg tf @alcd or wi |
di scussed in the | ater sectionpsabgonitnwou

chat.

Il n contrast, stthhatsc dght'esd ys affienn dyi sp ear f wbrimaenrcsea |
uni mportant factor thetCal ML@arnand ihidls@ tsd .u dA
guaranthegaf aty perfor mamde satf lgdod mance
amondg ffeuraoty scdrm® s malhlent o r stthrewakgekne t
competig.i v@etmempout ast stialit-@&| @i ser,ciobst
consumpbes®mmsi gant i e noungfhleu ehrec IBuU ydeerci si on.
Thesme mportastwifdicstdesasleadt eirn setche e, f aaitdor s

woul d not be ®oBowg o@ghan. t he p

Step 4: Positioning the field facts
According to the participant selJSection met!l
4. he ul tur al meanings of fAluxury malgilityo
t wo agxeeosg.r aphi ¢ ¢ oconsdimer belaniairs. &urtdermore, age
and gender are two critical conditions that may form different consumer

behaviours(Sal eth , 201 3) .

Al soeach section ceamtoauiprss ddv eirsaltehassuibe r t
di ffehemwedde buying factors by separating
groupscomatieng different groups, the overa
il lustrated to di scusisdetnrtei fkye yt hfea cctwlrtsu raanld

l uxuryy.mobi l it
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5. 2nal ysi s segetogornapohniec condi ti ons

Anal ysi someicms onho umcdwers hi Ipe tbreaueteunr a l

meaning of l uxwcroyn soonleirlsi t yeags aphi €hiconadi:
Thukg partwern@anhesen dmdnSBanTdglhaigTi anj in (
and DaljaandTBe¢ divided i nEachogrolowengpav e ¢
the participants who come from different ¢
age groups. Moreovertichepage sdiesthseeafmethhgr pa g
Lastly, the luxury cars that the participa
same |luxw@vyertahe ,i nformation of four groups

are susmhaf(see table 5.2.1):

Tabl e:Mna2sylsie otnigommsu mf or mat i on

Age The luxury class of
Group Participants | City Tier Gender
the purchased car
Group 1. A 4 Mixed Male 40-50 HLC
Group 1.B 3 Mixed Male 30-40 HLC
Group 1.C 5 Mixed Male 30-40 MLC
Group1.D 4 Mixed Female 20-30 ELC

The partitchapalnyt si sonseradpi &dnar e-5fgl éHL C45

owners who come frosne®abflfegj)5en2t. city tiers
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Tabl e:MAn.a2l.y si so nsge cotuipo M

Participant Participant The luxury class of
City Tier  Gender

code one code two the purchased car

1101 BMW 730 (HLC)
2101 Tl Male 40-50

1210 BMW 730 (HLC)
1319 1319 T2 Male 40-50 BMW 730 (HLC)
1425 1425 T3 Male 40-50 Jaguar XJL (HLC)

Participant cOolhde ftavpt ®&rlD 1f 0050)T 1HaMENleer s( 4
Busi nMisssheland ,vadtyreogle nd adriilvietry seast ®emace

service

High luxury

''''' i i A i
2 ® ®
3 ® 0 .‘ )
4 § L)
5 i

-------------- ¢ >
& i i

Unimportant I . ; I Important
7 i i
8
9
10 v
J I | H G F E | D ¢ B A

Figure 5 :T2IMA (ed5®)-B MWHL C
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Participant c ©ohdee ktewo fla3clt9o:r G50)f oML 0 20 wraée res :( 4

Persaomalnhebnd ,vxad amd soirgn

High luxury
B A— ey e Yo M s b
A W C XS S — oo Bl N TR
2 > Y
3 ® e}
4 ®
5
------------- = =
[ Unimportant ) PRUSRRSOEN PS—— U R —— SRV PR RIS DN R—— S ——— lmponant
{8
9
L1000 | |
e : ________ SN NN [ USRI (R _Y. e S s e S s T s e
i J I i H G F | E B | C B A

Figur el31T22Ma k(ed-50)-B MWHL C

Participant code keyp offd @0 ré#0) fe HE ner s
Persdomalnebnd watl edd,soirgaic k sea.t space

High luxury

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,
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Figure 5 :T23M& (ed56@)-2 & g eHaLrC
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The partitchigpasdnyt si sons@rcdabagr mal, e-85, HLC
owners who come frofmmlid&dherznt city tiers

Tabl €3:/na2l.y si so nsger cotBipo n

Participant Participant Age The luxury class of
City Tier  Gender
code one code two group the purchased car
1211 2102 T1 Male 30-40 BMW 730 (HLC)
1320 1320 T2 Male 30-40 BMW 730 (HLC)
1426 1426 T3 Male 30-40 Jaguar XJL (HLC)

Participant cohde kewp R24O0RorO8I0)f A WhEermal e ( :
Buse siBli apelbnd ,vxad edd soifrgenpendagbaarty

entertai nment

High luxury
3 A o0
T e @ ...
2 o
3 @]
4 | ®
5 |
~~~~~~~~~~~~~~ -« g
Unimportant |- [ important
[_unimportant |- [_tmeo
8 :
9
10
_________________________________________________________________________________ Yoo
J [ H G F | E D o B A

Figur4& S TAMa k(e340)-BMWHL C
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Per s dMn alpbg a n d

ci

pant

cdolde

kewp fl8RO0OO0TM40)f A wh2rmal e

,Vvxad edd soirg n

Important

i High luxury
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Tabl e4:MAn.a2l.y si so nsger cot@ipo n

Participant Participant The luxury class of
City Tier  Gender

code one code two the purchased car
1102 Jaguar XF (MLC)
1212 2104 T1 Male 30-40 LEXUS ES (MLC)
1213 LEXUS ES (MLC)
1321 1321 T2 Male 30-40 BMW 525 (MLC)
1427 1427 T3 Male 30-40 Jaguar XF (MLC)

Participant code kewp R4O60d0r00)f Hh Wh2rmal e

Per somalphbe and ,vxad aeidd soirgn

__________ e ‘ ..
""" 2 | e ee o
2 ®est | Tleee efed

4 '
5 ... ® | : :
: . 3; .

Unimportant {-i-------f-mememee oot 1 + | Important

4 : ‘ !
8 | ® i
9
***** 1 Tl
J | H G F E | D o B | A

Figur& 2 I2Mal(e340)-LexasdaguverC
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Participant code keyp fl8Quor3s)f awvL CT 2 mal e

owner PerMdioam@aehnd ,eatl edd soirg n

High luxury

7777777777 A

A
Y
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The partitchigpadnyt si sonsegrcdum fDenaledb, 2L C

owners who come fromllieéherznt city tiers

Tabl e:Mn a2l.ysbs i so nsger cotipo n

Participant Participant The luxury class of
City Tier  Gender

code one code two the purchased car

1109 BMW 320 (ELC)
2110 T1 Female 20-30
1218 LEXUS IS (ELC)
1324 1324 T2 Female 20-30 BMW 320 (ELC)
1430 1430 T3 Female 20-30 LEXUS IS (ELC)
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Tabl e:Mna2l.y si sonspeacrttiiocn pants i nformation

Participant Participant The luxury class of
City Tier
code one code two the purchased car
1101 BMW 730 (HLC)
2101 Male 40-50
1210 BMW 730 (HLC)
1211 2102 Male 30-40 BMW 730 (HLC)
1102 Jaguar XF (MLC)
T1
1212 2104 Male 30-40 LEXUS ES (MLC)
1213 LEXUS ES (MLC)
1109 BMW 320 (ELC)
2110 Female 20-30
1218 LEXUS IS (ELC)
1319 1319 Male 40-50
BMW 730 (HLC)
1320 1320 Male 30-40
T2
1321 1321 Male 30-40 BMW 525 (MLC)
1324 1324 Female 20-30 BMW 320 (ELC)
1425 1425 Male 40-50
Jaguar XJL (HLC)
1426 1426 Male 30-40
T3
1427 1427 Male 30-40 Jaguar XF (MLC)
1430 1430 Female 20-30 LEXUS IS (ELC)
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