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Abstract 
In recent years, the consumption of medium and high-end automobiles, as an important 
driving force for domestic demand, has become the focus of many Chinese researchers. 
As one of the national pillar industries, the healthy development of medium and high-
end automobiles is of great importance to developing China's economy in the new era. 
Important meaning. This paper takes the consumer behavior of medium and 
intermediate car culture as the research object and studies the development model of 
China's medium and intermediate car culture. Consumer preference is the basis for 
research. This paper analyzes the medium and intermediate car culture, cultural 
development model, and consumer behavior theory. Through many documents, this 
paper elaborates on the current situation of automobile culture outside China in detail 
to find the similarities and differences and lay the foundation for the research direction 
of medium and high-end automobile culture. 
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1. Introduction 

Medium and intermediate cars are the leader of modern industry and the symbol of modern 
life. It integrates the most cutting-edge technologies in essential industries such as machinery, 
chemical industry, energy, electronics, and information and is the crystallization of advanced 
achievements in modern scientific and technological progress and cultural development in 
human society. The production of the intermediate car industry is organically and closely 
integrated with the development of the industry and its fundamental economic characteristics, 
that is, how to equate the use, humanistic characteristics, and aesthetic tastes of intermediate 
car with the development and innovation of intermediate car. The combination of new 
technology, design, craftsmanship, and driving performance makes the intermediate car 
cultural atmosphere formed by consumers' demand preferences and behavior habits become 
the internal driving force and basis for the development and innovation of intermediate car. 

2. Status of the Intermediate Domestic Car Market 

Judging from China's current consumption level and the production-grade of intermediate car, 
intermediate car with a price of more than 200,000 yuan are considered Luxury car in the eyes 
of consumers, and luxury cars with a price of more than 500,000 yuan. Taking Shanghai Buick, 
Guangzhou Honda Accord, Shanghai Passat B5, and FAW Audi A6 as examples, the prices of 
these four intermediate new cars are mainly between 200,000 and 500,000 yuan. , it should be 
more intense, but because each manufacturer has a good grasp of its characteristics. So that the 
cars of the same grade have a more accurate subdivision in the market, and there is no fierce 
competition[1]. Judging from the annual sales in 2020, the sales volume of sedans reached 9.24 
million, of which 4.36 million were intermediate sedans, with a market share of 47%. 
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3. Research on the Characteristics of Automobile Consumers 

This paper analyzes the characteristics of consumer car buying behavior in a specific car market. 
This paper conducted a market questionnaire survey and analyzed a sample of 10,000 people. 
From the perspective of purchasers, the leading car buyers are 25-50 years old, accounting for 
84.28% of the total car buyers, 25-35 years old. Car buyers accounted for 45.17%, and in terms 
of gender, they were mainly male. 84.43% of car buyers had a monthly income of more than 
2,000 yuan. Car buyers were mainly managers, government employees, teachers, and private 
owners. From the perspective of purchasing objects, the consumption of economical cars has 
become mainstream. From the perspective of purchase reasons, the primary purpose of car 
owners to buy a car is to commute to get off work and daily life, while short and medium-
distance travel, picking up customers, business social networking, etc. have also become 
essential uses of car purchase[2] , see Fig. 1. 
 

 
Fig. 1 Current situation of China's intermediate cars market 

 
From the perspective of car purchase location, 4S stores have become the prominent place for 
car owners to purchase cars. From the perspective of purchase time, most car owners choose 
to buy during promotions and auto shows. From the perspective of purchase method, 70.3% of 
car buyers choose a one-time payment, while because China's auto credit market is not mature 
enough, mortgage loans through banks only account for 29.7%. This paper finds out through 
market research and compares the family car consumption intentions of different characteristic 
consumer groups. According to the survey, in the family car consumption cognition survey, 76.4% 
of the respondents believe that it is more convenient to have a car; 44.3% of the respondents 
believe that a family car is a necessity of modern life; 27.7% of the respondents think that the 
feeling of driving Very good; 19.4% of the respondents believe that a family car is a proof of 
personal success; 17.7% of the respondents believe that the traffic is not good now, and it is 
troublesome to buy; 12.8% of the respondents think that the price of a family car is still high; 
9.8% of the respondents believe that it is not necessary to buy a car privately; 1.9% of the 
respondents agree that buying a car follows the trend, others buy it, and they also buy it[3]. The 
characteristics of changes from the perspective of China's auto consumer groups and 
psychology pointed out that the auto consumer groups are getting younger and younger, and 
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the pursuit of fashionable new cars is particularly concerning[4]. When buying a car, consumers 
value product individuality, focus on personal preference and tend to low and intermediate cars. 
Consumers' car consumption habits have changed, and services such as car beauty, after-sales 
service, car leasing, car insurance, consumer credit, parking services, and scrap recycling have 
increased. Consumers no longer only pay attention to price when purchasing a car; their brand 
cars are sought after[5]. 

4. Elements of Car Culture in Medium and Intermediate Cars 

4.1. Humanistic Elements of Automobile Culture 
Since the birth of the car, whether it is the pursuit of the performance, safety, appearance, 
interior, and other aspects of the car itself, or the improvement of road planning, environmental 
protection, etc., all reflect the core value of "people-oriented." Cars serve human beings and 
make human life better. Therefore, the design of medium and intermediate cars in all aspects is 
based on improving human life and continuing improvement[6]. At the same time, the 
development of automobiles is also inseparable from the efforts and pursuits of predecessors. 
The car giants who have significant influence and driving force in the development of the 
automobile industry, their indomitable, enterprising, and innovative spirit is also in the 
automobile culture--an indispensable part of the human element, see Fig. 2. 
 

 
Fig. 2 Analysis of China's automobile sales market data by 2022 

4.2. Aesthetic Elements of Automobile Culture 
With the advancement of industrial technology, the car's shape is also constantly changing, and 
even the exterior color of the car has become colorful. Automobile aesthetics culture is the 
combination of scientific and technological achievements and the development of aesthetic 
concepts, and it is also the pursuit of external forms based on maintaining performance. Popular 
models of different eras represent the technological level and aesthetic concept at that time and 
also form an automobile aesthetic culture with distinctive characteristics of the times. 

4.3. Service Elements of Automobile Culture 
A car from the factory to use until scrapped. Its entire process is accompanied by service. The 
company's business philosophy is different, and its service methods, standards, and staffing 
also have their characteristics. This is a marketing and after-sales service culture based on 
company culture. In addition, with the popularity of automobiles in thousands of households, 
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the service industries derived from auto beauty, auto insurance, auto maintenance, auto rescue, 
etc... The service characteristics and standards formed by these industries constitute the service 
elements of auto culture. Another component. These services affect not only consumers' car 
experience but also a company's car sales and reputation. 

4.4. Technical Elements of Automobile Culture 
The development of intermediate car is inseparable from technological progress in other fields. 
Technological progress in materials, energy, machinery, manufacturing, and many other fields, 
or innovations in aesthetic design and management methods will bring new opportunities to 
the automotive industry. Development opportunities. The automobile is a crystallization of 
human wisdom that integrates multidisciplinary research results. The advancement of 
technology promotes the advancement of automobile manufacturing, and the advancement of 
automobiles breeds the emergence of new automobile culture. Technology breeds new culture, 
and new culture promotes the development of technology. Technical elements are an 
indispensable part of automobile culture. 

4.5. Social Elements of Automobile Culture 
The formation and development of medium and intermediate car culture are closely related to 
the social background of a specific period. For example, the appearance of the early "Beetle" car, 
the pursuit of environmentally friendly cars at this stage, etc., are all related to the colonial era 
in which they live. The social conditions and needs of different times have also formed the 
characteristics of automobile culture in different times, see Fig. 3. 
 

 
Fig. 3 Consumer cultural factors of intermediate cars 
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5. Analysis and Research on Consumer Behavior of Intermediate Car 

5.1. Buyers of Intermediate Car 
Currently, the age of the leading car buyers in China's intermediate car market is concentrated 
in the 35-60-year-old segment, accounting for 64.28% of the total car buyers, of which 45.17% 
are car buyers between the ages of 45 and 45. People buying cars is becoming a trend. 
Regarding gender, males still dominate, accounting for 72.86%, and the group of female car 
buyers is also on the rise. The monthly income of car buyers is concentrated in more than 8,000 
yuan, accounting for 8,143%, indicating that the income level of consumers has generally 
increased, most of which are 8,000-13,000 yuan. Car buying by the working class has become a 
trend inseparable from China's auto consumer services transformation. The occupations of car 
buyers are mainly managers, government employees, teachers, and private owners, accounting 
for 95.71%, which not only shows that the social class of consumers is concentrated in the 
middle and upper classes but also shows that ordinary people are no longer discouraged from 
cars. The proportion of official vehicles tends to decline, while the proportion of private vehicles 
has risen sharply. 

5.2. Buyers of Intermediate Car 
About 46% of car buyers choose cars with a displacement of 1.6L to 1.8L, and 22.3% of users 
choose 1.3L-1.5L. Economical cars are the mainstream of consumption. Among the many 
Chinese auto brands, the top three manufacturers most trusted by consumers are FAW Toyota, 
Shanghai Volkswagen, and FAW Volkswagen. Among domestic brands, Chery ranks first with 
35.7% of car users' choice rate. Regarding car color choices, black accounted for 42.3%, white 
accounted for 23.7%, and silver accounted for 24.7%. 

5.3. Reasons for Buying Intermediate Car 
The sedans of 200,000 to 350,000 yuan are the primary vehicles in the intermediate car market. 
84% of car owners purchase cars for commuting and daily life. Negotiation and business 
networking accounted for 19.7%. In terms of brands, Rolls-Royce is more focused on leisure 
use. 90% of the respondents take short-distance travel as one of the reasons for purchasing a 
car, and 36.7% of the respondents regard long-distance travel as one of the reasons for 
purchasing a car. This is similar to Rolls-Royce. The positioning of the Les Sport is related to the 
model. Compared with other brands, Mercedes-Benz is more used for work and business 
networking, and 56.7% of respondents answered that business negotiation and networking are 
essential for car buying. 

5.4. Where to Buy Intermediate Car 
When consumers buy cars, about 72% of them choose car 4S stores because 4S stores have a 
complete set of service systems in the minds of consumers, and consumers can obtain the 
professional quality and after-sales service quality of car marketers. Approved. From this point 
of view, 4S stores have won the trust of most consumers with their four-in-one functions of 
vehicle sales, spare parts supply, maintenance services, and information feedback. 4S stores 
should be a better marketing channel for manufacturers. 

5.5. Buying Time of Intermediate Car 
The 41% of the respondents choose to buy during the promotion, and 23.7% choose to buy 
during the auto show. In order to ensure that consumers have more opportunities to participate 
in corporate activities, preferential promotions and auto shows of auto dealerships are usually 
carried out on holidays. 3.6 Purchase methods With the development of the economy, 
consumers' ability to pay has been dramatically improved. 70.3% of car buyers choose one-
time payments, and 29.7% use bank mortgage loans. One-time payment has become the 
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primary payment method for current car consumption. This shows that the Chinese auto 
consumer group has strong actual purchasing power and that the consumption mode of the 
auto consumer group is still relatively traditional and conservative, but on the other hand, it 
also reflects that the Chinese auto credit market is not mature enough. Analysis of Influencing 
Factors of Purchase Behavior Because cars are expensive and durable, consumers will be more 
cautious when purchasing a car. In addition to considering the main factors such as the model, 
price, safety, fuel consumption, engine performance, and after-sales service of the car, purchase 
behavior will also be affected by other influence of factors (such as cultural factors, social 
factors, personal factors, media factors, etc.). 

6. Marketing Research based on Consumer Behavior of Intermediate Car 

Combined with the field investigation of the intermediate car market, the marketing factors that 
affect Chinese consumers' car buying behavior are summarized as follows: 

6.1. Cultural Factors of Luxury Car Consumers 
Social culture is understood from a broad perspective. Culture refers to the sum of material 
wealth created in the historical development of human society. It includes not only material 
wealth produced by human beings and various services provided but also values, ethics, 
customs, and habits. , behavioral norms, religious beliefs, and other awareness categories. 
Different ethnic groups and different societies have very different cultural connotations. 
Chinese people have strong self-awareness and pursue perfection, comfort, and affordability. 
These social and cultural factors have a broad and profound impact on automobile consumer 
behavior. Each culture consists of several smaller cultures that bring a more defined sense of 
identity and belonging to a cultural group. Members of cultural groups not only share values 
with the mainstream culture but also have their unique way of life and behavioral norms. In car 
consumer buying behavior, the influence of culture is more immediate and essential, and 
sometimes even ingrained. 

6.2. Social Factors of Luxury Car Consumers 
Social factors often affect the purchase behavior of China's intermediate car consumption 
market. These factors are social class, reference group, family, role, and status. (1) Social class. 
Social class refers to a person's position in society or the position occupied in the social 
structure. A person's social status is different. The value orientation is also different. Car 
consumers will pay attention to whether it conforms to their identity and status when choosing 
a model, and sometimes even consider that their car cannot be more advanced than the 
superior car. (2) Reference groups refer to groups that directly or indirectly influence an 
individual's attitude. The reference group is what people follow and act as guides. Without 
objective standards, individual consumption choices are often based on group standards. Car 
owners' clubs are very active in China; this group organization is a specific reference group. 
Choosing a brand of a car represents cultural and hobby recognition of that brand. Car 
enthusiasts need such an organization to interpret car culture, provide comprehensive service, 
and even protect. At the same time, manufacturers can also further strengthen their brand 
building. 

7. Conclusion 

Compared with Europe and the United States, China's intermediate car industry started late 
and developed relatively slowly. However, with the recent development of the national 
economy, China has also entered the era of intermediate car consumption. Chinese researchers' 
research on automobile consumption mainly focuses on the entire large automobile 
consumption market in China and has achieved fruitful results. However, the research on the 
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consumption of intermediate car mainly focuses on its development status and strategy, and 
there is a lack of research results on the characteristics and marketing behavior of intermediate 
car. With the continuous improvement of Chinese consumers' income and the maturing of the 
automobile consumption environment, the size of the intermediate car market will continue to 
expand and exert a driving solid effect on the entire automobile market.  
In short, correctly judging the psychology of consumers is a necessary ability for marketers, and 
it is also a way to serve customers well. Only by correctly grasping the consumer psychology of 
the leading players in the current intermediate car consumption market can we make a correct 
assessment and market demand for the future consumer market, establish and develop long-
term exchange relationships with consumers, and expand our market share. Combined with the 
economic trend of China and foreign countries, grasp the market direction, then carry out 
targeted advertising, and selectively carry out marketing activities to achieve a win-win 
situation between enterprises and consumers. 
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