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Abstract 
To propose products that are attractive to customers, it is important to grasp user needs.  

However, attracting users is not only a matter of function and price. “Kansei” quality, which 
appeals to users’ feelings and needs holistically, is also important. To improve kansei quality, we 
need to understand the criteria users employ in determining attractiveness. 

New values are created constantly with the times, and these values are becoming increasingly 
more diverse.  In meeting these values it is not enough to merely increase our product lineup 
and have customers choose from among them, but to propose products that fit each user’s values 
based on a precise understanding of them. 

In this study we focused on the “feeling of quality,” one aspect of kansei quality, and devised 
an evaluation axis for it based on vehicle bench-marking.  We also researched preferred images 
for car interior products within groups that had been classified by preference tendencies and 
values in subjective experiments.  In this report we introduce some case examples.
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内装製品に求められる質感調査

 
 

 

 

 

 
 

 
 

 

 
 

 

 
 
 
 
 
 
 
 
 
 
 

 

 

 
 

 

 
 
 
 
 
 
 
 
 

 
 

 

 

 
 
 
 
 
 
 
 
 

 

 
 

 

 

 



20

内装製品に求められる質感調査

 
 
 
 
 
 
 
 
 
 

 

 
 

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

 

 

 

 

 
 
 
 
 
 
 

 
 

 
 

 
 
 
 
 
 
 
 

 
 

0 100

18
86 136  

 
 
 
 
 
 
 
 

 
 

 

 

 



21

内装製品に求められる質感調査

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

A B

C D
 

 
 

 

 
 
 
 
 
 
 

 
 

 

C

C

  

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 
 



22

内装製品に求められる質感調査

 

 

 

 
 

 

 
  

 

 
  

 
 


