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Abstract

Younger consumers have become a dominant force in the Chinese automobile market.
However, their aspiration to own luxurious cars contradicts their ability to purchase them.
This study explores methods for expediting car-buying experience among young consumers
when acquiring domestic national vehicles. This study conducts a desktop survey and reports
the results of a systematic literature review synthesis aiming to provide the young buyers with
a sense of luxury and exclusivity in their vehicle purchases. The survey covered buying
experience, VR in shopping and personalized virtual shopping. This study found the younger
generation is interested in using virtual reality (VR) technology—which enhances
interactivity and immersive environments, fosters inclusivity and personalization, and
expedites decision-making. Through the immersive virtual engagement, national automotive
dealers could provide an effective and customized purchasing approach for young users as if
they would undergo the traditional luxury car-buying experience. The results contribute to
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understanding consumer behavior in the context of personalized virtual shopping experiences
and propose a conceptual framework for expediting the buying experience among the young
Chinese car buyers. The results advocate adopting immersive VR technologies tailored to
accommodate customers’ personalities. This approach seeks to offer a cost-effective,
customized purchasing avenue, affording young users a luxurious car-buying experience
while expediting the entire process in the context of the Chinese automotive market. Future
studies are recommended to extend the realm of personalized virtual shopping experiences
within the automotive sector and develop a framework for applying VR to automotive

marketing.

Keywords: Automotive Marketing, Expediting buying experience, VR in shopping,
Personalized virtual shopping, Sustainable Design Informatics
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1. Introduction

Younger Chinese consumers are poised to dominate the future automotive market; thus,
China is expected to experience significant growth in vehicle ownership (Chen, Lawell, &
Wang, 2020). Their proclivity for embracing the latest trends and technologies, coupled with
a strong inclination towards establishing emotional connections with their purchases,
underscores younger consumers’ distinct behavior (Chen, Rahinah, & Azmi, 2022). In recent
years, due to China’s drive towards new energy smart cars, this effort has gained unanimous
praise both domestically and internationally. According to the China Automobile
Manufacturers Association, the Chinese car brand BYD’s sales surpassed Tesla’s in 2023,
making it the world’s largest-selling new energy smart car.

Moreover, the government has implemented policies to strongly support the development of
China’s domestic cars to dominate the global auto market. The younger generation is a key
target for domestic cars, as they have not yet formed strong attachments to car brands
(Hwang & Kandampully, 2012). This presents an opportunity for domestic new energy smart
cars to gain the recognition and purchasing power of this young group. However, increasing
demand for domestic cars among young consumers with limited budgets requires significant
time and effort. In the pursuit of owning luxury cars, such ownership may be long in coming,
and traditional purchasing approaches may not resonate well with these younger consumers.

It is hereby proposed in this study to provide this market segment with an optimal car-buying
experience, albeit through virtual reality (VR) technology. Such initiatives are crucial not
only for meeting the evolving needs and preferences of younger consumers but also for
catalyzing the growth of domestic car sales within the Chinese automotive market. This study
concurs with previous research that has underscored the significant impacts of psychological
dimensions—such as emotion, personality, and cognitive aspects—on the car-buying
experiences of young individuals in China. Both Barrera and Ponce (2021) and Liem and
Martin (2015) have emphasized the pivotal role played by psychological dimensions in
shaping the preferences of Chinese youth, particularly in strengthening the relevance of
emotional and cognitive aspects within the decision-making process.

To instill a sense of luxury in young users purchasing inexpensive cars, this study aims to
investigate how individual differences in personality traits and emotional responses impact
the perception of luxury. With this understanding, future research could design targeted
strategies to enhance the perceived luxury of budget vehicles. This approach is intended to
facilitate a deeper understanding of the psychological factors contributing to luxury
perception, enabling the development of marketing and design initiatives that resonate with
the emotional and personality profiles of young consumers. By following this direction, the
research underscores the importance of considering the emotional experiences and
personalities of younger consumers in their decision-making process when purchasing a car
(Barrera & Ponce, 2021).

Manufacturers are recommended to offer more customizable options for car interiors, such as
color schemes, upholstery materials, and tech features, to meet the emotional requirements of
younger consumers (Hudson, 2021). Additionally, understanding emotions in the car-user
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experience is expected to aid in developing adaptive assistance systems and improving safety
and driving experiences (Steinhauser et al., 2018). Bayart et al. (2020) also suggest that car
manufacturers should consider personalization features by providing more customizable
options for young buyers. Future studies are recommended to analyze whether car
manufacturers can consider perceived enjoyment to cater to the personalities and emotional
needs of young buyers before purchasing a car.

The conclusion asserts that to instill a sense of luxury in the acquisition of budget-friendly
domestic vehicles for young buyers, it is essential to understand the impact of individual
personality traits and emotional reactions on the perception of luxury. The following presents
the results of the desktop study and outlines a conceptual framework to enhance the
car-buying experience for young Chinese car consumers. The goal of this exploration is to
identify and analyze in depth the car purchasing strategies that are in line with China’s young
population.

2. Research Methodology

The study employs the “Systematic Literature Review Synthesis Process” (Ibrahim &
Mustafa Kamal, 2018 in Masiran et al., 2020) to identify relevant literature and establish a
theoretical background for research ideation. This typology is recognized in the literature
review field (Rousseau, Manning, & Denyer, 2008; Yu & Watson 2019; Templier & Paré,
2015) and proposes the main research question to contain three constructs: “WHO”,
“WHAT”, and “HOW?”, in defining the element being impacted, the knowledge that is
required to solve the problem, and the targeted impact by the study (Ibrahim, 2011 & 2020).

The study selected “Expediting Buying Experience” as the “HOW” construct. Eighty-four
literature articles were identified in Google Scholar and Scopus databases using keywords
related to “Expediting Buying Experience,” such as buying experience, VR in shopping, and
Personalized virtual shopping. After title search and filtering eighty-three full research papers
from 2002 to 2023, a total of fifty-eight journal articles were identified. A detailed review
was conducted on each article concerning their respective significant findings by prior
scholars, how it could support future studies, and what aspects need to be improved to
enhance the overall car sales in the market. The abstracts were then assigned to sub-topics
based on their existential importance, as any new emerging topics may not have sufficient
literature articles.

The outcomes of this activity produced a synthesized summary for each topic, which was
then further cross-analyzed, integrated, and prioritized towards highly probable solutions for
providing young buyers with a luxurious feeling and expediting buying decisions when
buying affordable cars. The Point of Departure (POD) Tree Diagram was used to synthesize
and summarize selected articles with high potential (Ibrahim & Mustafa Kamal, 2018). The
documentation and synthesis process were documented using the online EAGLE System.

3. The Younger Generation

This part deeply discusses the literature review of various difficulties, psychological
motivations and preferences faced by young consumers when choosing and purchasing
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automobiles. The goal is to reveal the distinctive characteristics of young customers in the
automotive industry and the needs they pursue.

3.1 Challenges of Young Chinese Car Buyers

China’s younger generation’s thirst for high-end brands has become a remarkable social
phenomenon. Even with a tight budget, they still have firm dreams of acquiring luxury cars, a
trend that has been studied (as described by Joy et al., 2012). Despite the possible economic
challenges of acquiring a car, the desire for high-end enjoyment remains strong, suggesting
that consumers value the symbolic and experiential value of an object more than its utility.
This trend not only reflects the increasing demand of consumers but also highlights the social
and cultural value of luxury ownership in the cultural context of modern Chinese society.

We need to delve into the nuanced preferences of young customers, understand how
technology is driving their shopping, and explore strategies to meet their expectations for
glamorous luxury experiences. To sum up, the enthusiasm of emerging consumer groups for
high-end experience highlights the evolution trend of China’s consumer market, in which
symbolic and experiential values increasingly penetrate into the process of consumer choice.
The goal of this study is to grasp and meet the preferences of the younger generation of
consumers in order to provide excellent service in the process of car purchase, which is
essential to follow the future consumer trends and market strategies.

3.2 Youthful Psychology in Car-buying

Academic research highlights the key role of the psychological aspects of young car buyers in
their car buying experience, including emotional, personality and cognitive elements. These
factors are crucial to the formation of Chinese youth’s preferences, especially the importance
of emotional and cognitive factors in their choice process. Chen, Rahinah and Azmi (2022)
provide insight into the specific factors that influence car purchase choices, combining
personal preferences with a preference for cutting-edge technology features. Similarly,
O’Connor et al. (2022) make a point of view was put forward: to optimize the car purchase
process of consumers through five personality traits. The strategy is endorsed by Row, Kim,
and Nam (2020), who highlighted the importance of emotional engagement in the automotive
industry.

Just as Haerani et al. (2019) and Azmi et al. (2022) suggest, the paper highlights the role of
atmosphere in shaping customer feelings and proposes an effective strategy to promote the
emotional bond between the car and the consumer. As proposed by Hudson (2021) and
Quintelier (2014), strategically consider the interior space of customized cars and understand
the important role of psychological factors in shaping the car purchase orientation of young
Chinese consumers. Only by deeply grasping and properly solving these problems, can the
automobile manufacturing industry tailor its products to the special needs of this group,
which may quietly change the demand trend of the national automobile market covering a
wider level.

Although car dealers can’t manipulate the living environment and salary status of young
people, they can still prioritize and deal with their psychological satisfaction needs. Future
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research can reveal how people’s unique personality traits and emotional responses shape
their perception of high-end goods, and then build strategic programs aimed at enhancing the
perception of luxury attributes of economic vehicles. This study reveals that deepening the
understanding of the psychological aspects of luxury perception can help domestic
automobile manufacturers to launch more targeted marketing strategies and product designs,
which are more in line with the emotional and personality needs of young customers.

3.3 Youthful Preferencesin Car-buying

In view of the consumption mentality of young people, it is particularly important to improve
the car purchase process to cater to their unique preferences (Baltas & Saridakis 2013). It is
worth noting that Ru, Qin, and Wang’s research (2019) and Agosto’s research (2002) all point
out that the space feeling inside the vehicle plays a vital role in the car purchase choice of the
younger generation. Understand the importance of this dimension of experience, so that
relevant parties in the automotive field can plan strategies and implement innovations to meet
the fine needs and expectations of the younger generation of Chinese consumers, thereby
enhancing their motivation to buy cars.

In addition, as suggested by Zong, Zhang, and Jiang (2019) and Meena, Singh, and Jodha
(2021), the fast pace of urban life requires everyone to work together to make the process of
buying a car easier. Improving the efficiency and convenience of the transaction process has a
decisive impact on motivating young shoppers to make quick choices. The study advocates a
strategy of using accessible and low-cost technologies to cater to the specific needs of young
consumers. This strategy plays a key role in maintaining their enthusiasm and sense of
participation in the process of car purchase.

In light of the constantly evolving consumer landscape, it is crucial for the automotive
industry to closely consider the younger generation’s desire for luxury experiences despite
their financial limitations. Future research could explore the potential of leveraging
technology to enhance sales strategies. This could include offering a range of cost-effective
alternatives that allow young Chinese consumers to customize their cars’ interiors according
to their unique preferences. By providing options for various interior designs at lower costs,
automotive companies can increase marketing flexibility and appeal. This approach would
enable sales teams to not only meet the diverse tastes of young consumers but also enhance
the likelihood of closing sales with local domestic cars, thereby ensuring consumer
satisfaction.

4. Expediting Buying Experience

This section discusses expediting buying experience into buying experience, VR in shopping,
and personalized virtual shopping.

4.1 Buying Experience

The buying experience is a series of steps and interactions in the shopping process, covering
all stages from initial understanding to after-sales service (Pham & Sun, 2020). The factors
affecting buying experience include commodity display, service attitude, convenience of
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transaction and follow-up customer communication. Positive buying experiences help shape
consumer satisfaction, loyalty, and word-of-mouth recommendations (Mishra et al., 2021).
Negative experiences often cause customers to stop coming back. Therefore, this study agrees
that shaping the ultimate consumer experience requires insight into the voice of consumers,
creating a smooth and uninterrupted service, and cultivating positive feelings in the process
of customer consumption.

Researchers Tan, Foo, and Kwek (2004) revealed a study that consumers’ personality traits
may play a role in the positive emotional display of service workers. Therefore, the study
suggests that car dealers should focus on exploring the personality and preferences of
consumers, so as to create a pleasant car purchase process. As highlighted by Daqar and
Smoudy (2019) in their discussion, this study provides insight into the possibility of
providing a customized customer service experience across the entire shopping journey. By
providing personalized customer service, car dealerships can create a sense of value and trust
with their customers, which could improve the overall buying experience.

Hinterhuber, Snelgrove, and Stensson (2021) proposed that joint value creation should be
central to customer and supplier relationships. Applying this principle to the car buying
experience, there is potential for car dealerships to create a win-win situation by providing
value-added services that align with their customers’ preferences. For example, car
dealerships can offer test drives that cater to the individual needs and preferences of their
customers. Drawing on this, Halim (2018) highlighted the importance of using advanced
technology to improve efficiency and reduce costs. Car dealerships can leverage technology
to streamline the buying process and provide customers with a seamless experience. Using
the online car trading platform, consumers can easily buy new cars at home, which has
become an alternative strategy.

Recent studies (Ahearne et al., 2022; Grewal & Roggeveen, 2020) showed that in the future,
the interaction between buyers and sellers may no longer rely mainly on face-to-face dialogue.
The study points out that the integration of emerging interaction methods and technologies is
of great significance for accelerating the process of consumer choice. To facilitate feedback
on this proposal, the study plans to increase the emphasis on online pavilions, online
interactions, and virtual reality experiences. If the automotive industry intends to enhance the
experience of car purchases, the shopping process of consumers may become more complex,
which requires more detailed insight into the perception, emotion and action response of
consumers.

In order to enable young consumers to enjoy a premium experience when choosing affordable
models, it is crucial to optimize every step of their car purchase process, from initial
awareness formation to subsequent customer service support (Pham & Sun 2020). Key
elements include excellent product display, customized customer assistance, smooth buying
and selling process, and engaging after-sales communication (Mishra et al., 2021). Tailoring
services to individual preferences has been shown to foster positive emotions (Dagar &
Smoudy, 2019). Additionally, leveraging advanced technologies like online platforms and
virtual reality could streamline the process and enhance the luxury feel (Halim, 2018; Grewal
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& Roggeveen, 2020). Integrating these elements could create a luxurious experience for
budget car buyers.

Taking into account the findings of the above study, this study reveals that the integration of
customization and virtual reality technology may create a novel and efficient shopping
experience for young consumers. Therefore, this discussion proposes that automobile
manufacturers should pay attention to the unique attributes of consumers, create collaborative
value with consumers, customize the interactive experience of consumers, streamline their
car purchase process, and provide consumers with a smooth and uninterrupted service
experience with the help of cutting-edge technology. In order to enhance the car-buying
experience of young Chinese consumers and promote sales growth, this article will discuss
the possibility of using virtual reality to enhance the car-buying experience.

4.2 VR in Shopping

In anticipating a greater focus on digital showrooms, online chats, and virtual reality
experiences, this paper discusses the possibilities for expediting the car-buying experience for
young consumers.

The pervasive impact of digitalization on industries, customer behaviors, and sales models
within the automotive sector has been highlighted by Bacher and Manowicz (2020). This
transformation encompasses various aspects of business and sales models. Bhatti, Mohan,
and Singh (2021) emphasize the revolutionary potential of digitalization in intelligent electric
vehicles, targeting subsystems like autonomous navigation, driver assistance, health
monitoring, and power systems. In online automobile sales, traditional platforms utilizing the
Internet and mobile devices (Mahi, Maliha, & Sakib 2020) may be more acceptable to a
mature clientele compared to younger demographics.

The digitalization of the automobile purchasing process has been facilitated by advancements
in virtual technology. This recommendation is supported by Huséar et al. (2022), who assert
that augmented reality (AR) has emerged as a tool for transferring the 3D dimension to
customers, allowing for the personalization of car models based on individual preferences.
Moreover, current publicly available applications enable users to choose the car’s type, color,
design, and equipment and project the configured car into space using a mobile phone.
Beyond marketing, Henriques and Winkler (2021) recommend extending the utilization of
VR in automotive marketing research while reminding researchers to be critical of factors
such as hardware and software specifications, stimulus quality, and survey objectives.

Compared to AR, VR technology can provide young consumers with a more immersive
buying experience during car customization. This personalized design meets the customer’s
expectation of the feeling of interior space in the process of car purchase. In addition, a
scholarly inquiry has highlighted the role of environmental constructs in generating purchase
intent, both in real and online spaces (Azmi et al., 2022). An Ambient atmosphere covers a
variety of sensory stimuli, such as vision, hearing and touch, which work together to create a
perceptual impression of a specific area or scene (Kim & Dey 2016). Azmi et al. (2023)
highlighted the profound role of atmosphere elements in virtual spaces in enhancing user
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satisfaction and entertainment experiences.

In addition, virtual reality may become a fashionable means to enhance customers’
experience of the shopping process, and research shows that it has a positive effect on user
experience (UX) and can improve consumption desire. Research by Kang, Shin, and Ponto
(2020) showed that VR can help provide a richer product selection. Research showed that,
Pettersson, Karlsson, and Ghiurau (2019) jointly confirmed that there is a link between
virtual reality and user experience scores. In addition, studies have revealed that the
whole-body immersion experience of virtual reality (VR) is enjoyable and recognized by the
elderly (see the work of Arlati et al., 2021). For young people who are skilled in science and
technology, this thing may contain higher practical efficiency. Virtual reality technology can
enhance customers’ pleasure in the shopping process (Lau & Lee 2019). The broad
implications of this study highlight the key role of exploring virtual reality technology in
optimizing the shopping experience and enhancing consumer pleasure.

Furthermore, Elboudali et al. (2020) built a framework that incorporates virtual reality (VR)
technology, with the aim of using customer interaction in VR malls to gain insight into
customer behavior. Research shows that with the help of a virtual car model experience,
consumers can deeply understand the characteristics, shapes and functions of vehicles in an
immersive interactive space. The service guarantees to simplify the car purchase process by
reducing the number of times buyers visit the dealership, thus saving valuable time and
energy for consumers.

According to the analysis of this study, with the help of virtual reality technology, a new,
highly participatory and customized shopping atmosphere may be created, which may not
only accelerate the car purchase process of young Chinese consumers, but also significantly
improve their shopping experience satisfaction, thus having a fundamental positive impact on
the car purchase process. By means of fictional scenes, automobile dealers can deeply grasp
the valuable opinions of customers and efficiently meet their requirements, thus improving
sales performance and revenue. Therefore, this study strongly recommends the use of
immersive virtual reality technology to create an interactive and stimulating car purchase
experience, so as to help young Chinese consumers accelerate the car purchase process.
Virtual reality technology, which is expected to improve vehicle evaluation and satisfaction
selection, can unlock deep customer insights for marketing experts.

4.3 Personalized Virtual Shopping

Personalized virtual shopping process can significantly accelerate the shopping experience of
consumers, thereby enhancing the overall feeling of automobile consumers and meeting their
personalized needs. This paper analyzes the penetration of personalized virtual experience in
automobile consumer behavior.

As an emerging technology, virtual reality is rapidly integrating into public life, and it has the
ability to transform the customer’s experience of the purchase process. Recent academic
research has shown that panoramic virtual reality (VR) scenes can significantly enhance the
interactive experience of consumers, thereby stimulating their purchase motivation (Kang,
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Shin, & Ponto, 2020), and that the technology can also help optimize the operational
efficiency of network platforms and promote product sales growth (Park & Kim, 2023). In
the virtual reality shopping space, it is still unknown how consumers’ personality affects their
purchase decisions (see Schnack, Wright, & Elms’s research in 2021), although it has been
confirmed that personality traits can affect the feeling of virtual reality experience (Aranha et
al., 2018). In addition, in the process of building a virtual shopping experience, in addition to
focusing on individual characteristics, it is also necessary to take into account privacy
protection, cognitive level, and the user’s previous experience in the use of technology and
other aspects (see the research results of Riar et al., 2022). Their research reveals that
motivating customers to participate in the study and evaluation of personalized online
shopping processes can ensure a satisfying, convenient and sales-promoting digital shopping
experience.

Other researchers, such as Pillai, Sivathanu, and Dwivedi (2020) and Laukkanen et al. (2022),
have also pointed out this point. Studies have shown that for Al retail stores, customers’
shopping intentions can be predicted based on their perception of the practicality of
technology, the convenience of use and the degree of personalized customization. In addition,
virtual reality technology can significantly enhance its influence on consumer choice. In the
process of car purchase, digital scenarios can streamline the personalized settings of vehicle
functions and provide useful vehicle information, which helps to enhance the interest of
young consumers in car purchases. The work by Ameen et al. (2021) highlighted that
overcoming psychological and cultural difficulties is essential to promote the popularity of
self-service shopping systems, which is supported by De and Johar’s research (2020). By
addressing these challenges, the virtual car-buying experience will become more accessible
and broaden its base of potential customers. Additionally, Smink et al. (2019) and Rhee and
Choi (2020) point to personalization, spatial presence, and social role as contributors to
building positive attitudes toward products and enhancing purchase intentions in virtual
shopping environments.

Purchasing a car by a young consumer is akin to purchasing a home by a family. Despite
Azmi et al. (2023) findings, potential homebuyers would still want to visit and experience an
actual show house. Therefore, the same can be assumed for young customers when they are
in the market to purchase a car. Their study did not include the personality traits of the
homebuyers nor their cognitive ability. It is here that this study proposes to enhance
personalized virtual shopping experiences by integrating aspects of individual shopper
personality traits with the aim of expediting the buying experience among young Chinese car
buyers. Supporting individual personality traits through VR technologies could also promote
sustainable consumption and enhance empathy, flow, and spatial presence in their shopping
experiences. In fact, another benefit of VR is allowing young customers to fully immerse
themselves in a virtual environment and explore car models in detail. Therefore, this study
posits that VR technologies could enhance the buying experience for young Chinese car
buyers by supporting their personality traits, enhancing previous experience with the
technology, and applying cognitive ability for decision-making to purchase.

100 http://ijssr.macrothink.org



ISSN 2327-5510

\ M ac rot h i n k International Journal of Social Science Research
A Institute ™ 2025, Vol. 13, No. 1

5. Discussion

This section presents the cross-analyses, integration, and prioritization of highly probable
solutions for expediting the buying experience among young car buyers. The results are
presented in the Point of Departure (POD) Tree Diagram (see Figure 1) to find an efficient
and cost-effective way of purchasing that matches the character traits of young people. A
likelihood scenario is envisioned where young buyers using VR technology could have an
immersive experience of their preferred car and make simple interior customizations, thus
allowing these potential young consumers to experience an efficient and personalized buying
experience during the purchase process. In light ofthis opportunity, this study
recommends considering the context of a young person’s personality, technology familiarity,
and cognitive ability.

This study has revealed a notable receptiveness among millennials towards Virtual Reality
(VR) technology. It found VR technology could significantly augment the interactive and
immersive environment for young consumers. Inthis context, this study proposes that
VR facilities could deliver a better understanding of domestic automobiles to young
consumers while fostering their inclusiveness and personalized experiences. This study posits
that increased engagement with VR technology could potentially expedite the
decision-making process for customers. For automotive companies, integrating VR
technology may represent a promising avenue to enhance customer engagement and
ultimately drive sales.

Enhancing Car-buying

Experience with VR
A combination of personalized S i
nofpe Personalized VR Approach for |
SR Youth Enhancing the car- |
techm_)logy, and immmrsive VR ) buvi g
experiences can expedite the buying e T I uying process
;‘lpegmw T e T advanced technology, immersive VR I . .
e experiences, and consideration of Using VR technologies |
young C:inese_buylm‘ personality | that take into account |
traits and emotional experiences can | f s
5 5 customers‘ personalities|
Personalized VR Technology for expedite the car-buying process I ers p . 1
Carbuying to provide an effective, |

| customized, and 1

Utilizing personalized, immersive VR a .
technology that considers young | immersive purchase

‘ 1
g iy g naliyy Gt Enhancing Car-buying with | method that provides |
'e:::‘nenf:es can pmvxdf: valuable insights Personalized VR | young users with a
pedite the car-buying process s |
Personalized VR technology | luxury car-buying |
integrated with advanced customer exPanence and . 1
Enhar!dng the Car-l)uy'ln_g . service, can significantly expedite | ultimately expedites the
Experience with Personalization the car-buying process among car-buying process for
- . young Chinese buyers, in China |
Combining personalized customer enhancing emotional value and | young buyers in C
service and virtual purchase intention
reality can increase emotional value | 1
and purchase intention and ent L e e = o — -

the overall buying experience

Figure 1. Point of Departure (POD) Tree Diagram for Expediting Buying Experience
(Adapted from Ibrahim & Mustafa Kamal, 2018)
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In today’s competitive automotive market, car companies are recommended to provide a
buying experience that caters to the needs and preferences of young Chinese consumers.
In view of this, it is essential to consider their personality traits, previous experience with
technology, and cognitive ability for decision-making. To this end, further studies are
needed to obtain information on customers’ personalities and preferences. Subsequently,
more studies could be conducted to develop personalized virtual surroundings in which the
cars could be presented, the features highlighted, and the language used in the product
descriptions. Based on the POD Tree Diagram development in Figure 1, this paper also
proposes a conceptual framework for using VR technologies that take into account
customers’ personalities to provide an effective, customized, and immersive purchase method
that offers young users a luxury car-buying experience, ultimately expediting the car-buying
process for young buyers in China. Figure 2 illustrates how the key elements interact to
form a conceptual framework for future research.

Element 3

Element 2

Luxury Car

Buying
Experience

Element 1 Customization

. Offering a virtual
reality experience

Efficiency

Providing
personalized and
attentive customer
@ service

Providing effective
car-buying process

Figure 2. Proposed Conceptual Framework for Expediting Buying Experience Among the
Young Chinese Car buyers

A pilot survey was conducted based on the conceptual framework, utilizing a 5-point scale
questionnaire. A total of 50 responses were collected from participants in China, see Table 1.
The demographic profile of the respondents indicates that the majority (56%) are aged
between 23-32 years. The gender distribution is balanced, with an equal representation of
male and female participants, ensuring a range of perspectives in the analysis. Educational
backgrounds are diverse, with approximately one-third of respondents having completed
junior high or high school, while 14% have attained postgraduate degrees or higher. In terms
of income, the majority of respondents (48%) fall within the mid-to-upper income bracket,
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earning between 8,100-10,000 CNY. Additionally, 70% of respondents already own a car,
suggesting they have prior experience with the car-buying process. The remaining 30%, who
do not currently own a car, represent potential future buyers. Overall, the sample comprises a
group of young, financially capable consumers, a significant portion of whom are already
familiar with car ownership. This makes them an ideal target audience for exploring how VR
technologies can be utilized to enhance the car-buying experience.

Table 1. Respondents background analysis

Age (years old) Frequency Percent Cumulative Percent
18-22 12 24 24

23-27 14 28 52

28-32 14 28 80

33-35 10 20 100.0

Total 50 100.0

Gender Frequency Percent Cumulative Percent
Male 25 50 50

Female 25 50 100.0

Total 50 100.0

Level of Education Frequency Percent Cumulative Percent
Junior high school 15 30 30

High school 15 30 60

College 13 26 86

Postgraduate or above 7 14 100.0

Total 50 100.0

Income Level (CNY) Frequency Percent Cumulative Percent
Below 3,000 0 0 0

3,000-5,000 7 14 14

5,100-8,000 13 26 40

8100-10,000 24 48 88

Above 10,000 6 12 100.0

Total 50 100.0

Own Cars Frequency Percent Cumulative Percent
Yes 35 70 70

No 15 30 100.0

Total 390 100.0

From Table 2, it was found that most young people have generally positive attitudes towards

103 http://ijssr.macrothink.org



ISSN 2327-5510

\ M ac rot h i n k International Journal of Social Science Research
A Institute ™ 2025, Vol. 13, No. 1

new experiences (M = 3.48, SD = 1.282) and technology (M = 3.52, SD = 1.216). Similarly,
the preference for personalized and unique shopping experiences (M = 3.52, SD = 1.328)
suggests a moderate interest in customization.

When it comes to familiarity with Virtual Reality (VR) technologies, respondents are fairly
familiar with VR (M = 3.7, SD = 1.074). The willingness to use VR for purchasing a car is
even higher (M = 3.96, SD = 0.989), indicating a strong openness to adopting this technology
for car buying. The influence of VR on car-buying decisions is also significant (M = 4.02, SD
=0.937), showing that VR test drives could substantially impact purchasing choices.

In terms of specific aspects of the VR car-buying experience, the results show that efficiency
(M = 3.48,SD = 1.282), customization (M = 3.54, SD = 1.281), and immersion (M =
3.58, SD = 1.311) are all viewed as moderately important. Among these, immersion is valued
slightly more than efficiency and customization.

Overall, the data suggest that respondents are generally receptive to using VR in the
car-buying process, particularly valuing its capacity to influence their purchasing decisions
and offer an immersive experience. Furthermore, the survey supports the potential of VR
car-buying to evoke a sense of luxury among younger consumers, aligning with and
supporting the proposed framework.

Table 2. Descriptive analysis data

Item N Minimum  Maximum Mean Std. Deviation
I am open to new experience 50 1 5 3.48 1.282
I enjoy trying out new technologies 50 1 5 3.52 1.216
I prefer personalized and unique shoppin
Preterp que sioppig 1 5 352 1328
experiences
The level of familiarity with Virtual Reality
. 1 5 3.7 1.074
(VR) technologies
The willingness to use VR for purchasing a car 50 1 5 3.96 0.989
The influence of virtual reality on car buying
. 1 5 4.02 0.937
decisions
The efficiency on VR car-buying experience 50 1 5 3.48 1.282
The customization on VR car-buying
. 50 1 5 3.54 1.281
experience
The immersion on VR car-buying experience 50 1 5 3.58 1.311

6. Conclusion

This study presents the findings derived from a comprehensive desktop survey encompassing
aspects related to the buying experience, the potential application of Virtual Reality (VR) in
shopping, and the methodology of personalized virtual shopping. The primary objective is to
give young buyers a perception of luxury and exclusivity in their vehicle acquisitions,
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notwithstanding budgetary constraints, aiming to bolster overall car sales. The results
advocate for adopting immersive VR technologies tailored to accommodate customers’
personalities. This approach is expected to offer a cost-effective, customized purchasing
avenue, affording young users a luxurious car-buying experience while expediting the entire
process in the context of the Chinese automotive market.

The results of this study provide an understanding of consumer behavior in the context of
personalized virtual shopping experiences and propose a conceptual framework for
expediting the buying experience among young Chinese car buyers. This study is
significant in guiding car dealers to improve the efficiency and effectiveness of car sales
strategies targeted at the younger consumer demographic by using VR technology. The
proposed conceptual framework contributes to advancing personalized virtual shopping
experiences within the automotive sector.
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