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The study aims to demonstrate how the use of the design process can align a brand's
strategy with the interests of its target audience through a digital product based on a case
study. Currently, Lexus internal studies show that there is a possibility to meet the needs of
new audiences, beyond the traditional ones (men, 50+). In order to achieve this goal, the
following objectives have been defined: communicate the brand and its cars’ main values
and philosophy, namely ecology, economy, safety and comfort;, promote its services and
products; and design an interface that guarantees users easy, pleasant and attractive
navigation. The work process consisted of identifying the brand’s strategy and values,
identifying users, analyzing the main competing brands in the market, and designing a
prototype within the framework of User-Centered Design, for which it had to address
crucial issues such as the application of character models, UX and Ul design, the creation
of wireframes and user flows, interface design and the development of usability tests. The
results demonstrate that it is possible to align the strategic interests of brands with the
needs, objectives and expectations of users in a context of increasing global concerns of
citizens related to reuse and sustainability. In this sense, it is vitally important that brands
adopt Design processes in order to converge their own brand interests with people's
demands.

1. Introduction

The research arose from a proposal by the Salvador Caetano
Group (official representative of the Lexus brand in Portugal) for
developing an official website meant specifically for promoting

better safety. This technology also results in low pollutant
emissions, thereby having a reduced impact on human health.
These attributes are valued by the identified market segments
(women and youth) that are typically more conscious about
environmental concerns.

pre-owned Lexus cars in the Portuguese market. e The "Lexus Safety System" available on a significant sample

of used cars: this system avoids a considerable volume of

According to Lexus Portugal, its clientele is mainly males,

aged 50 and above. However, studies done by the brand regarding
the used cars sector in the Portuguese market show that Lexus
products and services have a high potential for growth in new
market segments such as women and youth, aging 30 and above.
This potential is associated with certain intrinsic factors of the
brand, namely:

Hybrid Technology: in the first half of 2020, 99% of Lexus
used cars available for sale had hybrid engine technology.
Cars with this technology are all equipped with an automatic
gearbox, which facilitates the driving experience and ensures
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accidents through alerts and direct intervention in the driving
process. Safety is an attribute particularly valued by women
and families that have children.

The reliability of the cars: there is a proven low probability of
breakdown, especially of the type that renders the car non-
functional and non-operable. The reliability factor in the used
car sector specifically appeals to younger clients who have a
greater probability of acquiring pre-owned cars at more
accessible price points.

Additionally, certain extrinsic factors also affect purchase

decisions, such as:
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e Lexus' main competitors in the premium segment (BMW,
Mercedes-Benz, Audi, and Volvo) do not have a specific
focus on the female audience in their used-vehicle programs.
Therefore, there lies an opportunity for gaining advantage
through leveraging a differentiating element.

e C(itizens tend to be more aware of the more environment
friendly motorizations (hybrid and electric). The supply of
competing engines in their used-vehicle programmes is
predominantly diesel, and there is little to no supply of more
eco-friendly engines.

For this set of factors, Lexus Portugal has considered it timely
and pertinent to develop a communication strategy that caters
specifically to women and youth.

The current official Lexus Portugal website, in this regard, is
presently the only source for accessing pricing and availability
rated information of pre-owned Lexus vehicles. However, it does
not provide the user with a pleasant and properly informed brand
experience. According to Lexus Portugal, this has been a
restrictive factor in its approach to the new market segments, and
has, therefore, affected used car sales targets.

The research has accordingly required multidisciplinary skills
and expertise to develop a communication strategy that answers to
the concerns and expectations as outlined by to Lexus Portugal.
The study took into account not only internal studies made
available by Lexus Portugal, but also references related to car sales
and drivers' consumption habits [1-3].

2. General and specific objectives

The main objective is to verify if the design process can make
the users' needs converge with the brands' strategic lines by
developing a digital platform through a case study.

To achieve the general objective, a further number of specific
tasks were listed:

e To make an integrated list of the objectives proposed by
Lexus for the new online platform, and systematize the entire
work process to be developed — Together with the teams of
Lexus Portugal and Portugal-based advertising agency
Caetsu (responsible for advertising and communication at
Lexus Portugal), a workplan was created to analyse all
information and define the research aims and the stages of the
development process.

e To develop a comparative analysis of the main online
reference platforms in order to make a note of good solutions
and potential problems. The objective of this analysis was to
contribute to a better understanding of the identified market
and to arrive at a starting set of guidelines towards designing
the new solution.

e To use a design methodology that, close to the User-Centred
Design framework, allows to design an online platform
capable of aligning the interests defined from the brand
strategy and the user experience in general terms.

3. Methodologies

The methodology adopted aimed to apply key practices
associated with process design, namely UX and UI Design, the
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application of persona models, the creation of wireframes and user

flows, the design of interfaces, and the development of usability
tests [4—6]. The process consisted of analysis, discussion and
resolution making in a collaborative manner among the various
stakeholders regarding the different problems associated with the
design and development of the online platform [7, 8]. The research
process involved, besides the researchers (from the Digital Design
area), teams from Lexus Portugal (namely, the General
Management, the Marketing team and the Sales team), and the
advertising agency Caetsu, alongside a select number of test users
[9, 10].

Towards initiating the design process, the research team met
with executives from Lexus Portugal and Caetsu with the purpose
of: comprehending the philosophy of the Lexus brand; discussing
the objectives of the new online platform to be developed;
discerning the market and the target audience; and defining the
strategies and the work process [11-13].

In order to better understand the respective market, a
comparative analysis was developed taking into consideration the
online platforms belonging to Lexus’s main competitors such as
Mercedes-Benz, BMW, Audi, and Volvo, alongside websites of
multi-brand vendors such as StandVirtual and CarNext. This made
it possible to map the brand's territory, and gain an understanding
of the communication that has been developed with audiences
online.

Later on, a further set of meetings were held with Lexus
Portugal and Caetsu for presenting the analysis results and defining
the structure of the information architecture pertaining to the
online platform [14].

Correspondingly, the third phase of the project, saw the design
of the online platform being supported through the building of an
extensive collection of visual elements, in order to expedite the
development of the project. Subsequently, visual prototypes were
developed, wherein, the interface design incorporated concepts
and graphic language previously defined by Lexus [15].

The last phase of the research was dedicated to the
development of a high-fidelity prototype, and to carrying out
usability tests in order to observe user behavior, detect problems,
and make the required improvements towards guaranteeing the
best possible experience [16].

4. Comparative analysis of the online platforms of the main
competing brands

In order to arrive at an effective overview of the main
competing brands’ strategic approach, an analysis of the respective
online platforms was first conducted. The platforms of Mercedes-
Benz, BMW, Audi, and Volvo were hence analysed, alongside
with two premier multi-brand used car platforms in Portugal,
StandVirtual and CarNext.

The goal was to study the strengths and weaknesses of each of
the online platforms, with the objective of obtaining relevant
knowledge to be later applied in the development of the new Lexus
online platform [17,18].

The development process began with an analysis of the
navigation structure and the identification of the various
functionalities of each of the online platforms. As can be seen in
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Table 1, BMW's online platform was found to be the most
complete in terms of functionalities and it also had the most
extensive communication strategy. The brand's website was not
limited to only providing search tools for its wide range of cars,
but also provided the possibility of accessing further detailed
information about its services — which was illustrated and animated
with photos and videos, that were emotionally engaging, and
emphasized the brand's core values and philosophy.

Table 1: Identification of the functionalities of the online platforms of competing
brands (January, 2020). Source: own elaboration

Mercedes BMW Audi Volvo Stand Car

F -Benz Virtual Next

eatures
Login/Logout X X
Favorites X X X
Comparator X X
Configurator X X X X X X
News X X X
Product
Highlights X X X X X
Testimonies X
Image
Galleries X X X X X X
Videos/ X
Animations
Languages X
Prices X X X X X X
Produc§ X X X
Promotion
Contacts for + X X X X X
info.
Content sharing
(email / social X X
media)
Contact
directly by X X X X
email
Responsive
website X X X X X X

Such ‘emotional’ communication strategy alignment with
brand values was also adopted by Volvo, although not emphasized
to the same degree as BMW. Volvo's used-vehicle website was
mainly designed around car search and selection tools, and it was
careful to present the information in an appealing way through
presenting eye-catching images and titles, wherein some of the
brand's concepts and values were conveyed. Another interesting
feature of Volvo’s website was the use of thumbnails of car models
in the configurator tool on the main page. This detail helps the user
to perform an easier and more informed search. The least positive
point of this website was the detailed presentation of each selected
car, which revealed certain inconsistencies with the information
organization and hierarchy.
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Hallmark of Mercedes-Benz’s used car website, on the other
hand, was the simplicity of the search process, however,
weaknesses pertaining to the content were apparent, particularly in
terms of the lack of information about the advantages of acquiring
a used car at the brand's official dealers. In addition, there was a
lack of information about the brand's mission and vision, as well
as images and graphics that could connect users emotionally to the
brand’s values and principles.

Of all the examples analysed, Audi's website was clearly the
least interesting. The search tools were not optimally functional,
and represented an obstacle in accessing information. In both the
mobile and desktop versions of the website, several poorly
distributed and organized information text blocks made it difficult
to read the content. The website interface was also noticingly
unattractive, replete with monochrome tones and outdated
graphics. The photography of the vehicles though was of high
quality which somewhat accentuated their perceived value.

Furthermore, the websites of Stand Virtual and CarNext were
analyzed. These represent the largest and most popular online
portals in Portugal for buying and selling used cars from most
major brands. They were primarily directed at private entities and
individuals.

Although the communication strategy of Stand Virtual and
CarNext was different from what is intended by the Lexus group,
they were considered important references since they dominate the
used car sales market. Unlike Lexus, the target audience of the two
companies is eclectic, seeking a diverse variety of cars from
different brands.

Overall, both websites had a well-structured homepage with
good content hierarchy. They did not have spaces dedicated to
lifestyle concepts, wellness, or promotional texts. Both websites
focused on two objectives: product search through filters,
strategically positioned at the beginning of the page and easy to
navigate; and inviting the user to make their product available for
sale on the respective online platform. There was also a
‘testimonials’ section in CarNext’s platform, which augmented the
credibility of the service. This feature was considered a good
reference and was correspondingly adopted in the development of
the new Lexus platform.

In summary, it was found that, with the exception of BMW, the
websites of the competitors were mainly limited to working as
online platforms for searching and promoting vehicles available
for sale.

BMW's website was the one that proved to be the closest to the
intended solution for Lexus Portugal, providing relevant
information about the brand and its services; and exploring images
and videos with a more emotional outlook. However, the website’s
graphic and image component was not as refined as the brand's
main website (bmw.pt), for the Portuguese market.

In accordance, the proposed prototype for Lexus Portugal
intends to create a greater degree of integration between the main
website of Lexus Portugal and its pre-owned division, presenting
coherent solutions with the same level of graphic and image
quality.
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Following this competitor review, the corresponding
developed work focused on the design and development of the
Lexus used car online platform that was presented.

5. Online platform development

The design process of the online platform was developed along
the following phases, in conjunction with regular feedbacks from
the Lexus Portugal and Caetsu teams:

5.1. Interviews and definition of the Personas

The concept of personas was created to define the target
audience of the digital solution under study. Personas are fictional
personalities that can characterize potential users, representing the
aspirations and attributes of a target group that a brand entity seeks
to communicate with. Such idealization process can help
understand the needs, experiences, behaviors, and ambitions
associable with the target users. Personas are meant to simplify the
design process, from the point of view that all processes are
developed from the perspective of the user in order to ensure the
best user experience for the target audience [19-21].

In order to define the personas and to generate a better
understanding of the overall context of Lexus’s used car market
segment, including the aims and aspirations of the brand and its
customer segment, a set of interviews was conducted with Lexus
Portugal executives (CEO, Sales Manager, Brand and Product
Director, and Digital Marketing Manager) and the creative lead
from Caetsu responsible for Lexus’ communication and
advertising. The interviews were of a structured type, previously
scripted, and consisted of open questions.

Through these interviews it was found that the Lexus client is
mainly male, over 50 years old, and is positioned in the upper to
upper-middle class social bracket. However, the brand's goal is to
extend its target audience to younger age groups, from the age of
30 onwards, and particularly to the female public. It was also found
that Portuguese customers are still unclear about the main
advantages of hybrid technology. Moreover, when the customer
visits a dealer of the brand, the vast majority have no knowledge
about the available after-sales services or customization options for
used cars.

These results reinforce our conviction about the need to
develop an online platform that is not simply a search tool for used
cars available for sale. Decision making when buying a car is
increasingly influenced by previous online searches, before even
visiting the physical sales stands [22]. For this reason, it is essential
to make the complete information set available online: not only
about the products, but also about the brand, the offered services,
the sales conditions, and technological specifications, among other
related data.

The personas were developed with the support of the Lexus
Portugal’s and Caetsu’s teams. In defining the personas (as shown
in Table 2), the research thus took into account not only the type
of usual customer, but also the youth and female target segments
that Lexus also wants to reach out to.

Three types of personas were defined, two female and one
male. The majority are female, contrary to the results on the type
of wvisitors that Lexus Portugal has had on its website
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(www.lexus.pt). In 2020, the majority of visitors to Lexus
Portugal's website (approximately 65%) were male, with an
average age of close to 45 years.

Table 2: Analysis grid of different personas.

JOAO
45 years old

LEONOR
28 years old

SOFIA
55 years old

Architect in a studio in

Team coordinator, in

Medical specialist at a

Lisbon and a an information Coimbra Hospital
technology lover. technology company.
Features: Features: Features:

Jodo feels the need to
buy a car that promotes
safe, pleasant driving
and, if possible, with a
low environmental
impact. He is looking
for an excellent driving
experience, but above
all he wants a good
deal. During his
research, Jodo realized
that there are several
technological solutions
that cover sustainability
concerns, and
economic and
technological
consumption, without
giving up comfort and
luxury.

Despite finding various
platforms for car sales,
and looking for the best
price, he prefers to
invest in a safe
purchase.

Besides all issues
related to the product,
Jodo has doubts
regarding the choice of
the car brand and, for
that, he tries to research
the benefits and
conditions offered by
the various brands in
their proprietary
websites.

Leonor lives far from
her job and her old car
is beginning to show
the need for
replacement with a
more modern option
that is safe and
comfortable. As her
everyday commutation
is long, she is looking
for an economical and
durable solution. These
constraints encourage
Leonor to search for
brands that have low
maintenance cost,
extended warranty
services, and which
offer excellent after-
sales customer service.
Beyond these concerns,
Leonor is also aware
that this is an important
purchase and should be
very well considered,
which leads her to
research, systematically
and carefully, in trying
to rationalize the
choices as much as
possible.

Sofia usually leaves
work late, and at the
end of the day, enjoys
her ride home relaxing
in a car that offers
unmatched comfort and
luxury. She is looking
to upgrade from her
present one and
promptly searches on
her phone for the best
deals available. She
immediately quits from
websites that feel
clunky or too
complicated, and gives
clear preference to
websites that are easy
to navigate on her
phone, and which
provide the most
relevant information
upfront. Sofia considers
it fundamental that the
contents made
available on the
website are presented
in a language and style
that is simple, direct
and easy to understand,
and which does not get
too technically
complex. She knows
the Lexus brand well as
it is a frequent choice
of her family members.

This type of majority audience is represented in the persona

identified with the name Jodo. This persona is also close to the type
of Lexus customer, which is characterized by its focus on
economy, the environment, security, reliability and technology.

However, the brand aims to change this trend and ensure that
the younger and female audiences who visit the website do so
successfully. The personas Leonor and Sofia intend to represent
these customers’ segments.

The persona Leonor represents the younger age group, which
generally has less purchasing power. For this reason, buying a
semi-new or used car can be a good option. They are people who
buy cars for a long period of time and therefore prefer to make a
slightly higher investment in the purchase in order to guarantee that
it is a safe and reliable investment. Therefore, they prefer cars with
high reliability, low maintenance costs and safety.

The persona Sofia represents the oldest age group, which
usually has little availability and patience to seek information,
especially in digital media. For this reason, it is fundamental to
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have an online platform with good usability and that presents in a
direct and brief way the main attributes of the brand's products and
services. Although the typical client of the brand is male and above
50 years, the female gender is also important. According to internal
Lexus Portugal studies, the female gender usually has a high
influence on the purchasing decision of a relative, namely the
partner (boyfriend or husband).

5.2. Information architecture

According to Garrett [23], the success of the user experience
depends upon the designer’s consideration of the following set of
assumptions in the construction of information architecture [24,
25]:

e Strategy: represents what the user expects from the digital
product.

o Objectives: requirements and specifications of functionalities
that the product should meet.

e Structure: definition of hierarchies and content organization.

e Survey of technical limitations and usability of the product.

o Skeleton: design of the organization of the elements that will
constitute the interface.

o Surface: corresponds to the final phase of the digital product,
what the user interacts with.

In accordance with the needs as outlined by the Caetsu and
Lexus team, a set of features and sections were defined for the
digital product. The navigation experience was first established for
the online platform to be well structured. During this initial stage,
difficulties and possible obstacles regarding the user’s experience
was also anticipated [26].

L HOME

[ S\G?;IN \J

4 SER HAS
ACCOUNT?
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PRODUCT
[ FILTER RESULTS J

ot OPEN PRODUCT J

P FE DETAL
( no W o ves 1
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CREATE ACCOUNT P 5 . < 2
—— CONTACT FOR FINDA ‘ LEXUS EXPERIENCE ADVANTAGES 1_
[ MOREINFO. || cARDEALER | |  (TESTMONALS) | | J
CHECKEMAL ||  Loo ]
) - - \ - 1 . ! .
N MODELA MODEL B “ MODELC H MODELD J
FORGET h h ’ )
PASSWORD
1
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[ RECOVER J
& PASSWORD y
«[ CHECK INBOX J

Figure 1: User flow diagram
5.3. Wireframes and user flows

After characterizing the personas and defining their main
needs, the first low fidelity sketches, or wireframes, were created.
These sketches were made by means of basic representation
through shapes, with the objective of studying the disposition of
contents and the functionality of each page. The sketches were at
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first drawn manually and then transferred digitally, allowing the
skeleton of the online platform to be visualized.

Further on, in order to study the sequence of steps for the user
to accomplish a certain task, user flows (as shown in Figure 1) were
developed towards establishing performance parameters for each
task. User flows are considered fundamental for the organization
of wireframes in order to understand step by step the user's
navigation intentions. For the development of the user flows the
Sketch software was used, allowing to test the interaction between
the different wireframes through simple graphic representations.

After this first phase, the first screens were designed, and later
on, a set of detailed drawings, typography, icons, buttons, and
other interactive elements were added, which completed the
navigation paths and the linking between pages and sections.

5.4. Interface design

It was deemed fundamental for the interface to incorporate a
visually pleasant layout, which could help users to read,
concentrate, and perform tasks without hinderances. The interface
was also finetuned to generate predictable user behavior and
provide the user a sense of control when using the product.

When an interface has a nice layout, it helps users to read,
concentrate, perform tasks better and increase real and perceived
usability [27, 28]. The interface should generate predictable user
behavior and give the user a sense of control when using the
product.

54.1.  Grid

Grids are practical tools in the structuring process and are
responsible for the consistency and visual organization of the
design and the elements that build the interface, and were thus
considered essential in the design of the website [29].

Later on, a number of concepts linked with Responsive Web
Design were used in order to create an interface that would be
capable of adapting to various mobile devices, in accordance with
the individual/situational preference of each user [30]. This was
also done to create a cohesive, harmonious and balanced visual
composition, towards ensuring optimal adaptability and to follow
a structured logic throughout the procedure.

Due to the multiplicity of screen sizes, it was decided to define, in
the desktop version, the current most used resolution in Portugal:
1366 pixels wide [31].

The grid used to build the desktop version of the platform was
divided into twelve columns, each sixty pixels wide, with twenty
pixels column gaps. At the end of each page, a margin
corresponding to ten pixels was also incorporated.

In order to ensure a responsive layout that would adapt seamlessly
to the interface format, similar parameters were considered: a
screen width of 360 pixels (most prevalent locally), and a grid
divided into twelve columns, each twenty-seven pixels wide and
with a column gap of four pixels.

5.4.2.  Color Palette

The design process in urderlined by the notion that the
selection of the chromatic palette, during the UI Design process,
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does not depend squarely on aesthetic sense, but on the intention
behind the application of each element. This could be so in terms
of capturing viewer attention to certain points, transmitting certain
sensations; improving navigation; or creating a sense of harmony
between all the elements that make up the interface [32].

Color, however, is a fundamental part of communicating
Lexus' history. The selected color set (as shown in Figure 2)
mainly emphasized on bringing softer tones in order to convey the
brand's luxury positioning and subtle refinement. A predominance
of neutral colors was also meant to highlight the contextual
photographs of environment and lifestyle in conjunction with
products of the brand. More luminous colors were additionally
used in some details to highlight the aspect of technological
contemporaneity in the brand, and capture the user's attention to
certain informative or interactive elements.
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CMYK
RGB B/1!

. WEB #B9C0C2

Nagles Yellow
PANTONE 74 0%
CMYK C/2 M/34
RGB R/246 G
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CMYK MI94
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WEB 261,

Azure Blue
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Copper Brown
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WEB #

Black
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CMYK C/69
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WEB #43464

Solar Flare

PANTONE 159

CMYK C/8 M, 18 K
RGB R/221G/95 BNG
WEB #DB6024

Burgundy Red
PANTONE 7421

CMYK
RGB R/10¢
WEB #5691

SkyBlus
PANTONE
CMYK
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WEB &
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PANTONE 75

CMYK
RGB R/169

WEB #A9ACA

Hybrid Blue
PANTONE 274¢
CMYK M.

RGB R/t

WEB #13248

Figure 2: Brand Lexus Colour Palette
5.4.3.  Typography

Bahat [33] views the use of the right typography as
fundamental to guaranteeing readability, accessibility, hierarchy,
and graphic balance. In digital products typography strongly
influences the overall usability of the interface.

It is also one of the defining elements of a brand's visual
identity. In the platform, the typographic family adopted was
"Nobel" by Adobe Fonts, designed by Tobias Frere-Jones. It is a
Sans Serif font, with several typographic styles and is suited to
work correctly on digital media.

5.5. Design of the online platform screens for the mobile and
desktop versions

According to Marketest [34], in the last 10 years, the use of the
Internet through mobile devices has registered substantial growth
in Portugal, especially through smartphones. As can be seen in
Graph 1, in 2018 Internet use through smartphones surpassed
desktop access. This trend has been determined to continue [34].
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Graph 1: Internet use by platforms. Source: Marktest (2019)

For this reason, the design of the different screens of the
platform focused on a mobile first approach and was then adapted
to the desktop version. The strategic decisions that guided the
design process behind the different screens were as follows:

e Homepage: Since it would be the first page that the user
would have access to when visiting the website, the
information and tools considered most relevant for the Lexus’
target audience were highlighted, such as information on the
advantages of the Lexus Select Service; information about the
Lexus’ experience (including access to testimonials from
Lexus customers); and the possibility of searching
immediately for available semi-new cars. As can be seen in
figure 3, on the homepage there is a predominance of
photographs and graphics that are positioned to accentuate the
environment and the identity of the Lexus brand. In this way,
the above mentioned objective of designing an online
platform that reflected the Lexus philosophy and a user-
friendly experience, was addressed.

DESTAQUES LEXUS SELECT
EXPERIENCIA LEXUS

ENCONTRE O SEU
LEXUS SEMINOVO

;;

LEXUS CT

DESTAQUES LEXUS SELECT

EXPERIENCIALEXUS

e -,

Figure 3: Lexus Homepage (mobile version)
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Configurator: Represented by the search and filter section of
the homepage, the configurator was incorporated in a subtle
manner, and not emphasized, with a view to provide the user
greater freedom of choice in navigation. In the configurator
the images of the car models were highlighted, allowing an
easier, faster and more informed search.

Testimonials: The "Testimonials" section was created with the
aim of reaching out through personal narratives, towards
building trust and empathy between the user and the brand. In
this section testimonials from Lexus vehicle owners were
presented, alongside promotional videos and informative texts
about the cars.

"Start" buttons: In the introduction to the "Lexus Advantages"
page, ignition-style start buttons (similar to those found
physically on Lexus cars and used to actually start the car’s
engine) were strategically applied. Through this type of
elements, the intention was to involve the user with the visual
ethos of the brand and its cars.

Dark Mode: The introduction of a view mode with a
predominance of dark tones was applied on pages such as
"Lexus Select Advantages" and "Testimonials", towards
ensuring eye comfort, and for garnering greater concentration
in reading on higher text density sections.

Quiz: on the online platform a Quiz component was created
(as shown in Figure 4), entitled "Discover the ideal Lexus for
you", with the aim of bringing communication between the
user and the brand closer. In this section, the users have an
option to answer a small questionnaire in order to identify and
share their main preferences. Upon obtaining the users' inputs,
the website employs a set of algorithms to suggest the most
suitable car model. The analysis of the inputs also provides
real-time availability of suggested options, and the respective
store locations with available stock. The results that do not
directly match the user's needs, are displayed towards the end
of the search page. This strategy was intended to contribute to
increasing empathy between the users and the brand.

Descubra o modelo Lexus
que melhor combina
consigo.

Para nos ajudar a descobrir o modelo mais
indicado para si, gostariamos de saber um pouco
mais sobre os seus interesses.

Figure 4: Quiz section (mobile version)
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Product listing: In this area the main characteristics of each
car is presented, providing relevant information to viewers
with illustrated icons that allow for an easier and faster reading
experience. Also incorporated in the section are images of the
respective cars, that are aligned to a predefined presentation
standard, in order to ensure consistency and good image
quality. Additionally, information pertaining to test-drive
locations nearby is included.

As mentioned earlier, the mobile version of the platform was

designed first, and then ported to the desktop version (as shown in
Figure 5).

Seminovos Lexus

ENCONTRE O SEU LEXUS SEMINOVO

SELECIONE © MODELD

Lexus LS

Quilometragem (KM)

SELECT

Figure 5: Homepage details (desktop version)
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5.6. Prototype

Upon concluding the designing of each screen of the mobile
and desktop versions in the ‘Sketch’ application, the software
‘Invision’” was used to prototype the online platform. Through this
software, animations and transitions between screens were
produced and applied. This allowed a better understanding of the
flow and navigation of the website, before moving on to the
usability testing phase of the prototype.

5.7. Usability tests

The usability tests were composed of a series of actions that
were aimed to evaluate and verify the user's ease of use of the
interface. The tests were conducted with users representing each
persona for whom the product was being developed. The
participants carried out a list of tasks and objectives, while being
analyzed to provide observations on behavioral data [35].

There are several methods to study and evaluate usability.
According to Nielsen [16], through 5 users, 85% of the usability
problems of the product or service can be detected.

Throughout the development of the online platform several
usability tests were performed in order to obtain a constant
feedback from users and make the necessary improvements
accordingly. This process helped reach the last phase of the work
with a reduced number of errors and inconsistencies in the
interface design.

For the last usability tests, towards attaining further rigor in the
analysis method, six individuals (two for each of the three defined
personas), men and women aged between 27 and 58, were selected
for the sample.

The tests consisted of observing and evaluating user behavior
in performing the following tasks:

o  Enter the website and find the car configurator.
e Select a car and find the respective data sheet.

e Take the test to find out which car is right for you and ask for
more information about it.

e (Create a user account on the website.
e  Find out more about Lexus Select and its benefits.
¢ Qo to the testimonials page of former Lexus vehicle owners.

Users were also asked to indicate the difficulties, indecisions
and doubts they encountered.

The tests lasted an average of 12 minutes per individual.
According to the observations made, the following findings stood
out:

o All users were able to accomplish the proposed tasks without
demonstrating difficulty in finding the intended goal.
However, in task 3, there was some indecision on the part of
two of the users to start their task (by clicking on the button
"The Lexus for you"). Taking this result into account, it was
considered necessary to further highlight this functionality on
the website, and subsequently improve it.
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e The icons designed for the presentation of the car's technical
data were highlighted by five users. These users considered
this option an important aid in reading the contents.

e Older users took more time than newer users in performing
the tasks. However, the difference was small.

After the usability tests, the same users were also asked to
answer a short questionnaire towards assessing the level of
satisfaction they experienced while using the online platform. The
questionnaire was set to examine key areas such as the interaction,
the perception of the information, the usefulness factor, and an
overall impression of the website. In Table 3 the questions that
have been asked to users are presented.

Table 3: The questions asked to users to evaluate the level of satisfaction
experienced while using the online platform.

QUESTIONS

Perception and quality of the information

All the information on the website was readable?

Did you understand all the content of the website?

Is the information on the website well organized by the different parts of
the website?

Usefulness

Has the website enabled you to become more enlightened about the brand's
products?

Did the website clearly conveyed the advantages of buying a Lexus used
car?

Has the website aroused your interest in getting to know the brand and its
services better?

Interaction

Was the interaction with the website easy?

Did you find what you wanted easily?

Was the navigation through the website easy or did you ever felt lost?

Overall assessment

What is your overall assessment of the website?

Is there anything you would improve on the website?

If you answered "Yes", what would that be?

The results of these tests were reasonably positive. The tests
demonstrated a high success rate in the overall fulfillment of tasks,
identifying only minor problems that were correspondingly solved.
The level of user satisfaction, based on the feedback obtained
through the questionnaire, was high and thus determinative of the
prototype’s market-readiness.

6. Conclusions

As for the first of the specific objectives, the joint work with
Lexus and the Caetsu agency allowed, in the first instance, to
identify that the brand's strategy, beyond a better conversion ratio
of the digital platform, was interested in promoting values related
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to the circular economy, sustainability and responsible use of
natural resources, which was a fully consistent action with offering
a new life to used cars, even more so when these vehicles are
almost entirely hybrid vehicles. Secondly, it allowed, in line with
its strategy, to identify and model typical users based on the
research data that the brand already had.

Secondly, the study concluded that, with the exception of
BMW, the websites of the competing brands were mainly limited
to serving as search tools for their respective used cars available
for sale. The analysis of the competing brands, together with the
collaborative research actions developed with the Lexus Portugal
and Caetsu teams, provided a comprehensive understanding of the
second-hand car segment in Portugal, and gave an idea of Lexus'
target audience.

Regarding the third secondary objective, the methodological
foundations of the design and development process of the online
platform facilitated the realization of a viable solution by strictly
adhering to the key principles of UX and UI design to achieve
cohesion between the different elements of the process, such as the
application of character models, information architecture, the
creation of frameworks and user flows and the conceptualization
of appropriate interfaces.

In addition, usability tests were conducted to evaluate user
acceptance and identify areas for improvement. Once the
necessary changes had been made, the prototype was submitted to
the management of Lexus Portugal, which subsequently approved
it and granted permission to move on to the execution phase, with
a view to making it public in the coming months.

Thus, the results presented allow to claim that the online
platform designed in this research can align the strategic interests
of Lexus with those of its users, allowing Lexus Portugal to have
a distinctive and even more complete solution compared to
competing brands and entities, and to provide users with a solution
more suited to their needs, goals and motivations.

Although user studies indicate a good result in terms of
usability and user experience, in the future it’s necessary to carry
out further testing of the implemented product, in order to
iteratively add improvements to it.

Based on the results, it is understood that the process employed
in this research can be used in those cases where the strategic
interests of the brands are to be aligned with those of the previously
identified target audiences.

The process used in this research is intended to be the basis of
a model that helps brands to align their strategic interests with the
needs, expectations and objectives of their potential users. All of
this is done from a design perspective and with the aim of turning
their audience (potential customers) into satisfied users.
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