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Abstract 32 

Intelligent Speed Assistance (ISA) is a technology which can reduce car crashes by informing 33 

the driver that they are speeding or directly intervening to reduce the vehicle’s speed. Car 34 

salespeople can play an important role in raising customers’ awareness of ISA and its 35 

benefits; however, no research has examined how car salespeople present ISA to their 36 

customers. Through online semi-structured interviews with 12 UK car salespeople and open-37 

question responses from 48 UK customers who had recently bought an ISA-fitted car, we 38 

explored how car salespeople presented ISA and how best to deploy behavioural 39 

interventions in real-world sales to promote its use. We found that the salespeople’s approach 40 

towards presenting ISA: (i) can depend on wider organisational factors (e.g., salesperson 41 

training or aftersales care for customers) related to selling ISA-fitted cars; (ii) considers the 42 

customer’s level of interest in ISA during the vehicle presentation phase; and (iii) can 43 

enhance drivers’ understanding of ISA. These results offer important practical 44 

recommendations for researchers and practitioners in deploying behavioural interventions to 45 

promote the use of ISA and reduce fatal driving crashes.  46 

 Keywords: Speeding; Intelligent Speed Assistance; Advanced Driver Assistance 47 

Systems; Car Salespeople; Car Showrooms   48 



The Presentation of Intelligent Speed Assistance Systems in Car Showrooms: Insights 49 

from Car Salespeople and Customers 50 

1. Introduction 51 

Driving over the speed limit (or speeding) is common in the UK with 44% of cars in 52 

2023 exceeding the speed limit on 30 miles per hour (50kph) roads, and 45% of cars 53 

exceeding the speed limit on motorways (Department for Transport, 2024a). Speeding 54 

contributed to 21.1% of all fatal UK collisions (Department for Transport, 2024b), and to 55 

11,775 car-related deaths in the USA, in 2023 (National Highway Traffic Safety 56 

Administration, 2025). As reducing road traffic crashes is one of the United Nations’ 57 

Sustainable Development Goals on Good Health and Wellbeing (United Nations General 58 

Assembly, 2015), decreasing speeding rates constitutes an important public health target to 59 

achieve this goal. Thus, increasing the public’s awareness of practical approaches to speed 60 

reduction is paramount in efforts to reduce speed related deaths.  61 

Technological innovations are one approach to reducing speeding. Intelligent Speed 62 

Assistance (ISA) is an Advanced Driver-Assistance Systems (ADAS) feature which uses an 63 

internal vehicle camera to automatically detect speed limit signs and/or a satellite navigation 64 

system to assess the current speed limit. ISA uses the speed limit to advise - or intervene on - 65 

drivers who are speeding to lower their speed. Specifically, advisory ISA systems inform the 66 

driver when the limit is exceeded (e.g., through visual displays on the dashboard, audible 67 

alarms, or vibration in the accelerator pedal), leaving the driver to decide whether to reduce 68 

their speed or not. Intervening ISA systems automatically reduce power to the vehicle until 69 

the vehicle returns to the speed limit. In this way, the technology is designed to enhance 70 

passenger safety and comfort, as well as to make driving more sustainable and time-saving, 71 

while harmonising traffic (Asadi et al., 2021). ISA can also assist drivers in avoiding 72 

speeding-related fines (Ryan, 2019) and drivers generally perceive ISA as useful (Day et al., 73 



2023; Reagan & Cicchino, 2025). Field study trials involving ISA demonstrate that drivers 74 

reduce their speed which corresponds to estimated reductions in injuries (Lai et al., 2012; 75 

Regan et al., 2006). These benefits support the utility of ISA as a practical solution to reduce 76 

speeding-related crashes and since 2024, all new cars manufactured in the European Union 77 

must have a form of ISA installed (European Commission, 2022).  78 

Despite its benefits for reducing speeding, public usage of advisory and intervening 79 

ISA is still low when compared to other types of ADAS such as Cruise Control (Kaye et al., 80 

2024; O’Hern & Louis, 2023). ISA may not fit drivers’ needs as they may perceive 81 

intervening ISA as reducing their control over the vehicle (Day et al., 2023). To address the 82 

low rates of public ISA acceptance, previous research has consulted the opinion of drivers 83 

(Reagan & Cicchino, 2025) and role safety stakeholders (e.g., car manufacturers and police 84 

and crash investigators; Day et al., 2024) to understand what factors can promote ISA use, as 85 

well as designing behavioural interventions that strengthen intention to use ISA (Özkan et al., 86 

2025). By embedding this accumulated knowledge into real-world driving contexts, and 87 

employing behavioural interventions, researchers and practitioners can jointly promote ISA 88 

to reduce speeding and related road traffic crash risk.  89 

Car salespeople are ideally placed to promote ISA at the point of purchase when 90 

customers choose a vehicle fitted with ISA. However, we are not aware of any prior research 91 

that has examined how they present ISA to customers. Salespeople can introduce ISA to their 92 

customers and discuss the benefits of the technology for enhancing the driving experience. In 93 

this regard, if salespeople can effectively promote ISA features to customers, then this might 94 

lead to higher engagement with ISA, and a greater reduction in speeding rates and crash risk. 95 

Furthermore, the car showroom can serve as an important context for deploying behavioural 96 

interventions aimed at promoting ISA usage. As such, the present study offers a qualitative 97 

exploration into the ways in which car salespeople present ISA features to their customers, 98 



and how this might inform strategies to enhance presentation of ISA to customers at the point 99 

of sale.  100 

1.1 What Factors Promote the Acceptance of ISA Among Drivers? 101 

 Previous research indicates that drivers’ acceptance and subsequent use of ISA is 102 

influenced by their perceptions of ISA. Vlassenroot et al. (2011) found that drivers accepted 103 

ISA if they thought that the technology was effective and if they had tried it during a test 104 

drive. Reagan and Cicchino (2025) offered a representative sample of US drivers one of three 105 

descriptions of ISA types used in Europe (ISA as an advisory warning, as a supportive 106 

accelerator pedal, or as an intelligent speed limiter) and measured a composite score of 107 

drivers’ acceptance of keeping ISA turned on in their next vehicle when driving on different 108 

types of roads. After controlling for drivers’ perceived effectiveness and usefulness of ISA, 109 

drivers who saw ISA as an advisory warning were more likely to accept using it in their next 110 

vehicle when compared to drivers who saw ISA as a supportive accelerator pedal and drivers 111 

who saw ISA as an intelligent speed limiter. A review of the benefits of using advisory and 112 

intervening ISA (Ryan, 2019) also suggested that younger and inexperienced drivers were 113 

more likely to turn off ISA, despite believing that using ISA reduces fuel consumption and 114 

injury severity. In a driving simulation study, Carsten et al. (2020) found that intervening ISA 115 

helped drivers to reduce their speed when driving on roads with 40 mph (64 kph) or lower 116 

speed limits, but not on roads with higher speed limits. This evidence suggests that ISA may 117 

be used more often by certain drivers (i.e., older and more experienced drivers) and in certain 118 

circumstances (i.e., roads with speed limits of 40mph or less). Promoting a positive attitude 119 

towards ISA can help increase its acceptance and adoption by a wider range of drivers and 120 

encourage more general use of ISA rather than in specific situations.  121 

 To enhance the use of ISA, empirical research also highlights the roles of promoting a 122 

positive attitude towards ISA and minimising negative beliefs towards the technology. 123 



Holding a positive attitude towards ISA has previously been found to correlate with 124 

intentions to turn ISA on in the vehicle (Özkan et al., 2024) and reduce intentions to override 125 

the system (Özkan et al., 2024; Rowe et al., 2021). Özkan et al. (2024) also found that 126 

behavioural (e.g., keeping within speed limits), normative (e.g., other people would agree 127 

with keeping ISA on in the vehicle), and control (e.g., driving in zones with variable speed 128 

limits) beliefs were associated with having a positive attitude towards ISA and intentions to 129 

keep ISA on in the car. Additionally, Rowe et al. (2021) found that these beliefs, drivers’ 130 

attitudes, and social norms were associated with intentions to override ISA. In a trial of an 131 

educational intervention, drivers reported increases in intentions to use ISA in comparison to 132 

a control group (Özkan et al., 2025). By basing this intervention on the Theory of Planned 133 

Behaviour (Ajzen, 1991), the intervention was designed to address drivers’ negative beliefs 134 

and increase their positive attitudes towards ISA technology. Further qualitative evidence 135 

from Day et al. (2023) found that drivers considered road safety (e.g., reducing crashes 136 

involving pedestrians or cyclists), driver control and autonomy (related to choice in 137 

overtaking other vehicles through overriding ISA), choice and enforcement (whether ISA can 138 

be switched on and off), and their driver identity (feeling competent to drive their own car) as 139 

important factors that can promote positive attitudes towards using ISA. The insights from 140 

another qualitative study with road safety stakeholders (i.e., road safety representatives, 141 

police and crash investigators, insurance brokers, driver trainers, car manufacturers, policy 142 

makers, and representatives from motoring organisations) suggested that drivers who did not 143 

think of speeding as normative and had ISA as an optional feature may also be more likely to 144 

use ISA (Day et al., 2024). Together, this evidence suggests the importance of promoting a 145 

positive attitude and addressing negative beliefs about ISA amongst drivers, which can be 146 

accomplished through successfully deploying behavioural interventions. Thus, it is important 147 

to explore how salespeople can promote drivers’ positive attitudes and reduce their negative 148 



beliefs towards this technology through effective showroom presentation. Obtaining insights 149 

from salespeople can also aid understanding of how to employ behavioural interventions in 150 

sales contexts to promote ISA acceptance and use. 151 

1.2 How do Salespeople Present and Sell Cars? 152 

To our knowledge, the transport literature on ADAS has not yet specifically examined 153 

how salespeople present ISA in showrooms. When examining how salespeople present 154 

ADAS more broadly, Nandavar et al. (2023)’s qualitative study suggests that some drivers 155 

learned how to use ADAS through salespeople’s explanations of the systems. Furthermore, 156 

Reagan et al. (2023) suggest that sellers who explain ADAS technology well to drivers can 157 

enhance drivers’ trust and understanding of these systems. Car dealership employees in Wang 158 

et al. (2025) indicated that they conduct training on ADAS for all customers which can 159 

include aftersales training activities. This training includes vehicle presentation, informing 160 

customers about ADAS and their benefits for safe driving, and conducting test drives (Wang 161 

et al., 2025). Together, this evidence suggests that salespeople can play an important role in 162 

familiarising drivers with ADAS, such as ISA, and promoting its usage.  163 

However, there is evidence that salespeople may not present drivers with sufficient 164 

information about ADAS to allow them to become more familiar with the technology 165 

(Hungund and Pradhan, 2022; Kaye et al., 2022). Boelhouwer et al. (2020) found that a 166 

quarter of the drivers in their sample reported that their salesperson did not familiarise them 167 

with ADAS at all, and only eight percent of all drivers were able to try ADAS on a test drive. 168 

Almost one fifth of the salespeople in the Boelhouwer et al. (2020) study reported that they 169 

never present ADAS features to their customers and one quarter reported that they did not 170 

have the right information or training to present ADAS effectively. The salespeople presented 171 

ADAS features through verbal explanation, test drives, and the car manual. A study by 172 

Abraham et al. (2017) had researchers posing as customers and probing the extent to which 173 



17 salespeople from luxury, mass-market, and safety-focused car brands presented ADAS to 174 

them. Six of these salespeople provided thorough explanations of requested ADAS, seven 175 

provided satisfactory explanations, and four salespeople provided poor explanations. The six 176 

salespeople who provided thorough explanations had a combination of extensive online and 177 

hands-on training, whereas the four salespeople who provided poor explanations had only 178 

web-based, but not hands-on training of ADAS. Furthermore, Lubkowski et al. (2021) 179 

indicated that only 16.6% of the drivers who received any training on ADAS in their sample 180 

received formal training (a class or a detailed instruction) whereas all other drivers who 181 

received training were given a non-detailed overview by their salesperson. These drivers 182 

learned mostly by trial-and-error after purchasing their car or through the owner’s manual. 183 

Thus, while salespeople are well placed to explain and promote ADAS systems like ISA to 184 

customers, they may not present this information to drivers or know how to present this 185 

information effectively to drivers. 186 

To supplement our understanding of the ways in which salespeople present safety 187 

features to customers, insights from the broader psychology and marketing literature suggest 188 

certain factors that can enhance the salespeople-customer relationship and enable salespeople 189 

to present ISA effectively. One such factor could be the salesperson’s orientation in the sales 190 

process. Arndt and Karande (2012) suggest that car salespeople can possess a mixture of 191 

customer or sales orientation. A customer orientation refers to satisfying the customers’ 192 

needs, whereas a sales orientation involves  putting company goals first (Arndt & Karande, 193 

2012, p. 354). Thus, car salespeople who exhibit a more pronounced customer orientation 194 

may be more likely to discuss safety features with customers to meet their driving needs 195 

(such as through educating the customer on the safety benefits of ISA). Conversely, car 196 

salespeople who exhibit a more pronounced sales orientation may be more likely to discuss 197 

safety features to up-sell the customer’s vehicle choice (such as by noting the benefits of ISA 198 



to enhance the customer’s positive perception of the vehicle). Previous research suggests that 199 

salespeople who exhibit a sales orientation may be perceived as more dishonest (Felcher, 200 

1995; Walker, 2007) which could negatively impact the customers’ car purchasing 201 

experience (Babin et al., 1999). In addition to honesty, more knowledgeable salespeople are 202 

more likely to be perceived as trustworthy (Kennedy et al., 2001). Knowledgeable 203 

salespeople may also exhibit cooperativeness and enthusiasm for the vehicle, which has been 204 

previously found to promote the purchase of electric vehicles (Matthews et al., 2017) and 205 

could similarly influence the uptake of ISA-fitted cars. Finally, salespeople who listen to, 206 

understand, evaluate, and respond effectively to their customers’ queries enhance the drivers’ 207 

trust and satisfaction with the salesperson-customer relationship (Ramsey & Sohi, 1997). The 208 

importance of these factors in establishing trust between salespeople and customers could 209 

apply specifically to the promotion of ADAS like ISA as part of the general car sales process. 210 

1.3 The Current Study  211 

In this study we investigate the presentation of ISA during showroom sales from the 212 

perspectives of both salespeople and customers. By considering this multi-stakeholder 213 

perspective, we will also assess how emerging behavioural interventions can be best 214 

deployed in real-world sales contexts. Specifically, we aim to answer the following research 215 

questions:  216 

RQ1. How do car salespeople (from the perspective of car salespeople and customers) 217 

present ISA features to customers? 218 

RQ2. What aspects of the sales process inform how a behavioural intervention could 219 

be most effectively deployed in real-world sales? 220 



2. Method 221 

2.1 Participants 222 

 We collected interview data from 12 car salespeople (11 male, 1 female), between the 223 

ages of 26 years and 34 years (M = 29.50 years, SD = 2.54 years) who worked in either 224 

independent (N = 11) or brand-specific (N = 1) UK showrooms. We recruited this sample by 225 

advertising in car salespeople-oriented groups on LinkedIn. Participants were invited to take 226 

part in an interview about the ways in which they present ISA features to showroom 227 

customers who are looking to purchase a new car. The first author then sent a pre-interview 228 

questionnaire to the participants in which the salespeople provided their written consent and 229 

demographic data. All salespeople had experience of presenting cars with ADAS features to 230 

showroom customers and 10 salespeople had experience in presenting cars with intervening 231 

ISA. The authors had no previous association with the participating salespeople. 232 

Table 1 shows the demographic details of the salespeople sample including whether 233 

the salespeople had experience of driving a vehicle with ISA, the city within which their 234 

showroom is located, and the type of vehicles their showroom sells. The salespeople were 235 

remunerated with a £20 Amazon voucher. Following the interviews, we also collected survey 236 

data from 48 customers (28 male, 20 female) between the ages of 23 years and 70 years (M = 237 

42.88 years, SD = 12.52 years) who had purchased a car with intervening ISA through the 238 

Prolific Academic platform (https://www.prolific.co). These drivers were participants in a 239 

larger investigation into the use of ISA while driving who were presented with an additional 240 

set of questions to capture insights about their experience of purchasing ISA-fitted vehicles. 241 

Participants were remunerated at a rate of £6 per hour for their participation in the survey. 242 

The study procedures were approved by the Research Ethics Committee of our institutions 243 

and were pre-registered on the Open Science Framework (osf.io).  244 

—Table 1 around here— 245 

https://www.prolific.co/
http://osf.io/


2.2 Data Collection 246 

 We created an interview schedule (see Supplementary Online Material) after 247 

consulting the previous literature on drivers’ ISA acceptance and use (Özkan et al., 2024; 248 

Reagan & Cicchino, 2025) and the ways in which salespeople present ADAS to customers 249 

(Boelhouwer et al., 2020; Reagan et al., 2023). The first author then conducted one-to-one, 250 

semi-structured interviews online with each salesperson via Google Meet. During the 251 

interview, the researcher first informed each salesperson about ISA. The participants then 252 

answered questions that explored their perception of customers’ typical experience of 253 

considering purchasing a car in their showroom, their experience in presenting cars with ISA, 254 

their personal opinion of ISA, how they thought ISA could be best presented to customers, 255 

and their perception of the salient factors for customers when considering ISA. At the end of 256 

each interview,  the participant was offered the opportunity to freely discuss any other factors 257 

that they thought could influence the presentation of vehicles with intervening ISA. The 258 

researcher offered to send each participant a copy of their transcribed interview and thanked 259 

them for their participation. We did not conduct any repeat interviews with the participants. 260 

Interviews took 30-39 minutes (M = 34.58 minutes; SD = 3.17 minutes) and were audio-261 

recorded and automatically transcribed using Google Meet. The lead author manually 262 

checked and edited the transcripts to ensure their veracity.  263 

 To obtain data from customers with ISA-fitted cars, we included a question (Did your 264 

car salesperson present intervening Intelligent Speed Assistance to you when you were 265 

considering purchasing a vehicle?) within a larger survey to understand whether salespeople 266 

presented the ISA technology to customers during the point of sale (see the Supplementary 267 

Online Material for survey items). Customers who answered ‘Yes’ (n = 8, 17%) to this 268 

question were asked to discuss this experience using seven open-ended questions. 269 

Conversely, customers who answered with ‘No’ (n = 19, 40%) or ‘I do not remember’ (n = 270 



21, 43%) answered three open-ended questions about whether the salesperson presented them 271 

with any safety information about the vehicle, what they would have liked to learn about ISA 272 

at the point of sale, and in what ways salespeople could best present ISA to customers.       273 

2.3 Data Analysis 274 

We analysed the interview data corpus using reflexive thematic analysis by following 275 

an inductive approach outlined by Braun and Clarke (2021). In reflexive thematic analysis, 276 

the researcher’s positionality serves to minimise the bias that can emanate from their 277 

understanding of the broader literature. To do this, the first author maintained a reflexive 278 

journal in which they noted interesting information from previous literature and actively used 279 

this knowledge to minimise the bias that could have occurred during designing the interview 280 

schedule, the interviewing process, the creation of the survey items, and in analysing and 281 

reporting the data. Importantly, the first author is a male research associate who is a non-282 

driver with an outsider perspective of road safety and thus focused on the experiences of 283 

salespeople and customers. However, the first author also had experience in organisational 284 

settings and is familiar with the attitudes and emotions that could lead people to accept 285 

technology through reading previous research. After his familiarisation with the road safety 286 

literature, the first author had an informed understanding of how drivers and other 287 

stakeholders perceived and used ISA, as well as a good understanding of how car salespeople 288 

presented vehicles to their customers. The other authors are experienced drivers, and two of 289 

the authors have previously conducted research into public acceptance of ISA and risky 290 

driving behaviours in general. Their familiarity with the research context and vehicle-291 

purchasing experiences constitute an insider perspective to the data, and may have focused 292 

them towards the presentation of ISA within showrooms rather than the experiences of 293 

salespeople. However, the combination of these different perspectives and foci of exploration 294 



constituted a strength as it created a compensatory, reflexive practice which allowed us to 295 

holistically explore the data.     296 

To analyse the data, the first author initially wrote research notes for each interview 297 

with their immediate reflections. The same author then analysed the data by inductively 298 

coding separate chunks (e.g., a paragraph or a sentence) in NVivo 14 (Lumivero, 2023). The 299 

second author analysed 15% of the interview corpus to ensure that the first author’s generated 300 

codes had high content validity, and to suggest additional codes due to differences in 301 

perspective. The research team discussed and agreed on the resulting themes, which resulted 302 

in different perspectives contributing to a wider understanding of the themes and conclusions.  303 

To establish whether our sample of salespeople offers in-depth insights to answer the 304 

research aims, we determined our sample size on the basis of the concept of information 305 

power (Malterud et al., 2016). A study is defined as having strong information power when 306 

the study has a narrow research aim, requires a specific sample of the target population, uses 307 

established theory, has a high level of quality of dialogue, and involves case comparisons 308 

(Malterud et al., 2016). Qualitative studies that meet these criteria  require less participants 309 

than studies that do not meet this criteria. In the current study, we explored a narrow research 310 

aim (how ISA is presented to customers at point-of-sale and its implications for intervention 311 

development) by interviewing a specific group of the broader salespeople population (those 312 

salespeople who sell cars with ISA). The data from the recruited salespeople also offered rich 313 

insights and detailed information on the addressed topics as evidenced by the average 314 

interview length of approximately 35 minutes. We also linked our insights to established 315 

theory that considers how the sales orientations, knowledge about products, and listening 316 

behaviour of the interviewed salespeople could influence the presentation of vehicles (Arndt 317 

& Karande, 2012; Kennedy et al., 2001; Matthews et al., 2017). The insights from the 318 

interviewed salespeople stabilised across cases during our iterative data collection and coding 319 



process which indicated that further data collection may not enrich our understanding of the 320 

research aims. Together, these considerations indicated to us that the collected data from the 321 

interviewed salespeople offers sufficient information power to answer the set research aims. 322 

We also note that our approach aligns with empirical work examining the number of 323 

interviews needed for thematic code development; in their dataset, Guest et al. (2006) 324 

reported that the majority of thematic codes were identified within the first 12 interviews. 325 

Due to these reasons, we decided against conducting any further interviews beyond the 326 

original 12.  327 

At this stage we felt that the interview data could be enhanced by consulting the 328 

customers’ perspectives for two related reasons. First, upon analysing the interview data we 329 

noted that the salespeople exhibited positive attitudes towards and appreciation of ISA when 330 

discussing how they presented it to customers at the point of sale. As such, these salespeople 331 

often presented ISA in as much detail as possible which limited our understanding of 332 

situations where customers did not receive as much information about ISA. Second, and as an 333 

extension of our preregistration plan, we wanted to consult customers’ perspectives as they 334 

may have discussed factors about the presentation of ISA that were important for them but 335 

might not have been considered by salespeople. The customers’ insights allowed us to 336 

corroborate the data from salespeople and to better understand the point of sale context in 337 

more depth. Although possible, it is unlikely that the current sample of customers bought cars 338 

from the same salespeople that we interviewed. Thus, when presenting the themes below we 339 

present insights generated from salespeople and provide more depth through presenting 340 

customers’ perspectives wherever possible.   341 

3. Results and Discussion  342 

To better understand the role of salespeople in promoting ISA, salespeople and 343 

customers were asked, respectively, whether they present ISA to customers or whether ISA 344 



was presented to them at the point of purchase. While all salespeople presented ISA to 345 

customers and exhibited a positive attitude and appreciation of ISA, only 17% of customers 346 

(n = 8) reported that their salesperson presented ISA to them during the process of purchasing 347 

their ISA-enabled vehicle. A further 40% of customers (n = 19) stated that they did not 348 

receive any information about ISA from their salesperson, and 43% (n = 21) stated that they 349 

did not remember whether they received any ISA information from their salesperson. Only 350 

four customers (8.33%) explicitly mentioned that they went on a test drive to try ISA when 351 

driving. These results suggest that, in general, customers may not receive an appropriate ISA 352 

presentation or that they might not remember the specifics about ISA amidst other 353 

information presented during purchase. Customers’ low level of recall of ISA information 354 

despite the salespeople' s enthusiastic approach towards ISA suggests that salespeople can 355 

present ISA to all customers at multiple points during the sales process and even reiterate the 356 

benefits of ISA at the point of purchase to make it more prominent in customers’ minds. In 357 

this way, future research can test whether this increased presentation of ISA is associated 358 

with increases in drivers’ use of ISA. If presenting ISA during the sales process is not 359 

feasible, presenting information about ISA and its benefits directly to drivers can increase the 360 

likelihood of them using ISA while driving (e.g., Özkan et al., 2025).          361 

Next, to understand how car salespeople can effectively present ISA to their 362 

customers (RQ1), we discuss (i) the organisational factors that can influence ISA 363 

presentation, (ii) how salespeople present vehicles to customers before discussing ISA, and 364 

(iii) how salespeople present ISA to customers. By combining insights from salespeople and 365 

customers we offer insights towards best practice presentation of ISA at point-of-sale (RQ1) 366 

and suggest implications for intervention development (RQ2). However, due to sampling 367 

mostly salespeople with experience of presenting ISA, we can only offer suggestions as to 368 

what factors may prevent salespeople from presenting ISA. Table 2 summarises the 369 



implications as initial guidance for designing and testing point-of-sale behavioural 370 

interventions aimed at increasing ISA adoption. 371 

—Table 2 around here— 372 

3.1 The Organisational Factors that Influence ISA Presentation  373 

 Several organisational factors that affect how salespeople present vehicles equipped 374 

with ISA were mentioned (see Figure 1).  375 

—Figure 1 around here—    376 

In line with research investigating training on how to present ADAS (Boelhouwer et 377 

al., 2020), the extent to which salespeople were trained in ISA presentation varied 378 

considerably, which could have influenced not only how often they presented ISA but also 379 

the way in which they did so. Training sessions in four showrooms were led by an expert 380 

from the car manufacturer, in one showroom by an expert in safety technology, and in three 381 

showrooms salespeople learned about ISA from their colleagues or from the internet. 382 

Salespeople reported that the more formal training sessions often focused on presenting the 383 

functionality of the ISA technology (i.e., how the system operates, how to 384 

activate/deactivate), with less emphasis placed on presenting the benefits of ISA (i.e., its 385 

potential to improve road safety, reduce speeding, and support drivers in complying with 386 

speed limits): 387 

We had a training process in the showroom and other places where the experts in 388 

using this technology do a kind of training to tell people who are car dealers and also 389 

train you on how to present this technology to your clients…The training was 390 

basically designed to teach and intimate car dealers on how this technology works 391 

and how to present them to your client. Different features and the rest of the stuff. 392 

(Salesperson 10) 393 



The extent to which showrooms prioritised selling more cars with ISA technology 394 

could also impact how salespeople present ISA. Specifically, salespeople who worked in 395 

showrooms where selling ISA-equipped cars is prioritised, reported that presenting ISA was 396 

mandatory or very strongly encouraged, whereas salespeople in other showrooms could 397 

decide whether or not to present ISA. However, salespeople often suggested that they 398 

prioritised customers’ safety above the car sale as Salesperson 8 rhetorically asked ‘if the 399 

[customer] is unsafe, who is buying the car from me?’.  400 

Placing a premium on safety could also explain why some salespeople engaged in 401 

aftersales care activities related to ISA. For example, Salesperson 12 had recorded videos that 402 

demonstrate how customers can use ISA which were distributed after car purchase: 403 

I put myself in a car and I have to show them the different buttons and the different 404 

clicks on how to use them. And I'll also video myself driving while I'm talking and 405 

explaining it to them. 406 

As another example, Salesperson 8’s showroom was preparing a community-based 407 

workshop to promote ISA and answer customers’ questions. Finally, three salespeople noted 408 

that ISA could be further promoted through social media videos.  409 

These organisational factors suggest that initiatives that aim to promote customers’ 410 

ISA use should consider the content of salesperson training, the extent to which showrooms 411 

prioritise selling cars with ISA, and broader showroom efforts to promote ISA. For example, 412 

the salesperson training could include a discussion of the driver benefits of using ISA so that 413 

customers see it as a helpful addition to their driving experience. To enhance their safety 414 

focus and optimise ISA presentation to customers, showrooms could also test evidence-based 415 

behavioural interventions which supplement the broader showroom efforts to promote ISA 416 

use. Nonetheless, as most salespeople in our sample appeared in favour of ISA use and 417 

presentation, other salespeople may not be as willing to present ISA or to attend training 418 



sessions. Showrooms may also place a premium on other vehicle considerations (such as 419 

comfort or safety). In such cases, customers can learn about ISA through being presented 420 

with unobtrusive information at the start of the sales process or learn about ISA post 421 

purchase.  422 

3.2 Presenting a Vehicle Before Discussing ISA  423 

 All salespeople indicated that their primary role was to understand customers’ car 424 

preferences and offer them a range of appropriately priced vehicles. Some salespeople stated 425 

that they presented ISA only if they understood that the customer was interested in 426 

purchasing a car fitted with ISA, whereas other salespeople gauged the customer’s level of 427 

interest by asking them if they had heard of ISA. As such, these salespeople may exhibit a 428 

customer orientation (Arndt & Karande, 2012) and support the drivers in their choice of safe 429 

vehicles. However, if the conversation is driven by the customer’s interest, Salesperson 5 felt 430 

that customers did not consider ISA to be the most important part of the sales process: 431 

It could be towards the end where after they are satisfied with either comfort or 432 

luxury or the looks of the car, fuel consumption and all of that… the beauty and the 433 

make of the car, that's when they come to asking about the safety part of the car. 434 

Salespeople also noted that they interact with different types of customers who 435 

express various levels of interest in ISA. Specifically, salespeople noted that customers with 436 

families and those who were more technology-savvy often expressed a desire to learn and use 437 

ISA because it addressed their driving needs. In line with wider research on drivers’ 438 

acceptance of ADAS (Koteczki & Balassa, 2025), salespeople suggested that older drivers 439 

may want to use ISA but distrust the technology, whereas younger drivers may be interested 440 

in how the technology works but might think that ISA does not fit their driving needs. 441 

Additionally, customers and salespeople both suggested that confident and uninterested 442 

drivers may not express desire to learn more about ISA, whereas well-informed customers (n 443 



= 5) did their own research prior to visiting the showroom. Thus, at the initial vehicle 444 

presentation stage, salespeople need to establish the extent to which the customer is interested 445 

in ISA before presenting it in detail. Indeed, prioritising other car considerations or features 446 

could be why many customers (n = 19) reported that they did not receive any safety 447 

information, which echoes the findings of Lubkowski et al. (2021): 448 

No, nothing was mentioned during the sale. I came across the [ISA] feature in the car 449 

manual when I saw it was already switched on on purchase. This should definitely be 450 

mentioned on purchase. (Customer 28) 451 

In line with previous research which suggests that car salespeople could be viewed as 452 

dishonest by customers (Felcher, 1995), two customers also reported that they thought that 453 

salespeople were simply trying to obtain more money from the sale. Customer 15 describes 454 

this when discussing how salespeople can best present ISA: 455 

A short video would be a good way to present it as sometimes you switch off and think 456 

they are just trying to get an add-on sale. 457 

Ideally, behavioural interventions implemented at this stage should aim to promote 458 

ISA to every customer. However, these interventions should be tailored to the customer’s 459 

level of interest in ISA and aim to present information which is in line with their driving 460 

needs. Adopting such a customer-oriented approach in the design and implementation of 461 

behavioural interventions offers plentiful opportunities for increasing the public’s awareness 462 

about the benefits of ISA. As one example, interventions could present ISA technology and 463 

its benefits to enhance customers’ understanding of ISA as well as prompt customers to ask 464 

more targeted questions about it to their salesperson. In situations where the salesperson is 465 

perceived as more dishonest, trained showroom staff could present the ISA technology (in 466 

line with Abraham et al., 2017) to enhance drivers’ trust in ISA. Yet, if customers appear 467 



uninterested in the technology, alternative measures may need to be devised to make ISA 468 

appear more appealing to these customers.  469 

3.3 Presenting ISA 470 

3.3.1 Presenting ISA Technology and/or its Benefits for the Driver 471 

While we expected that salespeople would present ISA technology and its benefits to 472 

the customer, some salespeople and customers stated that salespeople only discussed ISA 473 

rather than providing customers with hands-on experience of the technology (e.g., during a 474 

test drive). Nonetheless, this is in line with the results of Boelhouwer et al. (2020), which 475 

stated that salesperson training may not be sufficient to present the technology effectively. On 476 

occasions when salespeople presented the benefits of ISA to customers, the salespeople 477 

suggested that the initial presentation of the technology helps to pique customers’ interest and 478 

to promote positive affect towards the technology:  479 

You could say that ‘ISA to me is a co-driver, it is a car co-driver, it helps you stick to 480 

your speed limits by reading road signs, it also [comes] with a front camera and 481 

checking GPS data’. When you say something like that it interests a customer who 482 

wants to explore intelligent assistance and it will drive the customer to ask you for 483 

that and then I would explain ISA...So you let the customer know that ISA is very 484 

important and is very vital if you want to adhere to the legal speed limits and all of 485 

that and you go further to show the customer how it works. (Salesperson 4) 486 

This appeared to be an effective strategy because some customers who received 487 

adequate and warm sales experience factored it into their decision to buy the ISA-fitted 488 

vehicle: 489 

Yes, the way the salesperson presented ISA did influence my decision to purchase the 490 

car. By clearly explaining how the system works and emphasizing its safety benefits, I 491 

felt more confident about the added value ISA brings. The demonstration of its real-492 



world application and the reassurance that it could help prevent speeding made the 493 

feature stand out. Knowing that it could make my daily driving safer gave me more 494 

peace of mind and contributed positively to my choice. (Customer 29) 495 

 Overall, the effective salesperson presentation of the ISA technology and its benefits 496 

can help customers to understand and use it. Nonetheless, some salespeople may simply 497 

present ISA technology without advocating for its benefits which could be because their 498 

training centres on this aspect. As such, embedding behavioural interventions at this stage of 499 

the sales process could focus on presenting how ISA can enhance the customer’s driving 500 

experience and allow the salesperson to focus on presenting the technology and enabling the 501 

customer to use it. 502 

3.3.2 Discussing Potential Perceived Disadvantages of ISA 503 

All salespeople suggested that promoting ISA also requires a careful consideration of 504 

the perceived disadvantages of ISA for customers. Similarly to previous research on 505 

presenting ADAS technologies (Reagan et al., 2023), and given that ISA is a new technology 506 

for most customers, salespeople may need to enhance customers’ trust in driving an ISA-507 

fitted vehicle. To do so, Salesperson 11 tells other salespeople to present ISA as a tool to 508 

support, but not replace, the driver: 509 

I have people I tutor and what I do is I just try to tell them ‘Number one, you must 510 

make sure you build that trust with your customers. You must and you have to 511 

reassure your customers that the ISA is a support tool, not full automation, it's not 512 

taking over the whole car and you just have to give them the answers to everything, 513 

set things all right, tell them that the system is just there to help, but it's not infallible 514 

or restrictive’.  515 

In line with previous work on drivers’ attitudes towards ISA (Day et al., 2023, Özkan 516 

et al., 2024), salespeople and customers noted that one of the most common perceived 517 



disadvantages of intervening ISA is that drivers feel that they will not be in control of their 518 

vehicle. For example, many customers were surprised when their car started slowing down as 519 

they could not see how the intervening ISA technology works. To mitigate customers’ fears 520 

of losing control over their vehicle, Salesperson 12 repeatedly stated to them that ISA is 521 

‘assistive, not autonomous’. In this way, the salesperson can play an important role in 522 

presenting ISA by mitigating its perceived disadvantages. Other strategies included 523 

discussing the improving accuracy of ISA and presenting overriding options to remind 524 

customers that they are in control of the vehicle: 525 

They're not really interested in overriding it, but I do present that so that they know 526 

that they're still in charge even when they have the system, and not have a system that 527 

totally overrides them. So I present that just for the knowledge that you're still in 528 

charge of the car. (Salesperson 5) 529 

Discussing how to mitigate the perceived disadvantages of ISA (e.g., feeling in 530 

control, improving accuracy, overriding options) can be important for customers who are 531 

sceptical about the ISA technology. This can take the form of persuasive information 532 

delivered in plain English as discussed by Customer 15: 533 

Breaking down the cost per safety element - sharing the likeliness of avoiding 534 

penalties, providing warnings, advising it is only informative, reminding it can be 535 

switched off, perhaps reading quotes from other drivers with pros and cons too.  536 

 As such, designing behavioural interventions that seek to enhance ISA use should 537 

consider challenging the important ISA disadvantages perceived by customers as well as how 538 

salespeople already deal with these perceived disadvantages. As an example of behavioural 539 

intervention that considers the perceived disadvantages of using ISA for drivers, Özkan et al. 540 

(2025)’s behavioural intervention embeds driver autonomy and overriding ISA to promote its 541 



use. By adapting similar interventions with the salesperson’s approach to presenting ISA, 542 

future research can test whether deploying such interventions increases drivers’ ISA use.      543 

3.3.3 Using Materials and Test Drives to Present ISA  544 

 In line with research demonstrating the effectiveness of practical training on the 545 

acceptance of ADAS systems (Pełka & Rosinski, 2025) and research on providing ADAS 546 

training to young people (Wang et al., 2025), salespeople and customers were adamant that 547 

the effective presentation of ISA should include an informational discussion of the 548 

technology and its benefits, coupled with a practical demonstration of ISA during a test drive. 549 

This is in line with Boelhouwer et al. (2020) who suggested that only a small percentage of 550 

their driver sample was invited to a test drive of ADAS technologies. To advance customers’ 551 

knowledge of ISA and its benefits, the salespeople in our study used either the car manual, 552 

videos that present the technology, or virtual simulators that place the ISA technology within 553 

the car and show customers how it works. Salesperson 11 also used a bespoke paper guide 554 

created in-house that signposted the customer to the ISA-related section in the car manual: 555 

It's a manual. It's a printed document. So, it's not really bulky to read and it's actually 556 

a summary and it points out to the main vehicle brochure that lists the ISA features 557 

for that model. So yes literally the manual is a pointer to the main vehicle brochure. 558 

Although not all salespeople used materials of this sort, customers reported that when 559 

doing so salespeople can enhance customers’ knowledge about ISA and give them an 560 

opportunity to refer back to the material after the spoken presentation.  561 

The written word, I learn about things best by reading and I can go back to check 562 

details. I feel that by giving info verbally a person can rush over details and relevant 563 

information can be missed. (Customer 25) 564 

Furthermore, all interviewed salespeople reported using test drives as part of their 565 

presentation of ISA, noting that test drives provide an opportunity to mitigate the 566 



disadvantages and showcase the benefits of ISA. Specifically, Salesperson 2 reported using 567 

test drives to enhance customers’ trust beyond the virtual simulator that he had used with 568 

customers beforehand: 569 

I think the test drive is what makes them more trustworthy, because when they test it, 570 

a couple of them get very excited about the whole situation [as] they do not know 571 

about it. So having to see it, it gets them really excited. It gives them a mindset that 572 

this is really great and ‘I didn't know this could really help me a lot’. So during the 573 

simulator they are excited, during the test drive as well they are more excited about it 574 

when they tend to test these things and when they tend to see it in action. 575 

Other salespeople used test drives to demonstrate the accuracy of ISA (also important 576 

for drivers in Vlassenroot et al., 2011), to reassure them and increase their confidence in 577 

driving with ISA (in line with Reagan et al., 2023), and to educate customers on how ISA 578 

adapts to specific road zones and situations (which was important for drivers in Day et al., 579 

2023). The four customers that were offered a test drive noted that test drives helped them to 580 

understand how their driving experience changes when driving an ISA-fitted vehicle: 581 

Yeah, I think ISA could be shown in a more hands-on way. Like maybe letting 582 

customers test it properly during the drive, so they can feel how it works instead of 583 

just hearing about it. A short demo video at the dealership would help too, showing 584 

real examples of it in action. Just talking about it isn’t enough, especially since it 585 

affects how the car actually drives. (Customer 8) 586 

Thus, when deploying behavioural interventions that aim to enhance ISA use, 587 

researchers and practitioners should consider the content of the materials that salespeople 588 

utilise so that the intervention can optimise customers’ understanding of ISA. Additionally, 589 

salespeople suggested that test drives help to advance customers’ practical knowledge of ISA. 590 



Thus, behavioural interventions can also focus on motivating the customers to request and 591 

take a test drive to experience the ISA technology. 592 

3.3.4 The Role of the Salesperson in Presenting ISA Effectively 593 

 Salespeople are also key to ISA being presented effectively. Specifically, we found 594 

that salespeople can use their positive experience of driving with ISA to emphasise its safety 595 

benefits, educate the customer about how it can positively affect their driving experience, and 596 

offer advice on appropriate use. This is in line with previous research which suggests that 597 

salespeople who listen to their customers enhance their trust and confidence in the 598 

salesperson-customer relationship (Ramsey & Sohi, 1997). To offer a warm and interesting 599 

presentation of ISA which can help entice customers to purchase ISA-fitted vehicles, 600 

salespeople with a personal interest in ISA, and previous experience of using it when driving, 601 

could offer their customers more complete and personalised guidance. This fits with 602 

Matthews et al. (2017) who found that cooperative and enthusiastic salespeople were more 603 

likely to sell electric vehicles. Salesperson 5 epitomises this by suggesting that his positive 604 

experience with and opinion of ISA motivates him to introduce the technology to a greater 605 

extent: 606 

I so well appreciated the technology, and the fact that it is helpful in some of the 607 

aspects that humans or all drivers are a bit careless about. So having a system that 608 

could checkmate a whole lot of them to me is something that is out of this world. I so 609 

appreciate the technology that's on my end and that is why I introduce it as much as I 610 

can to my client.  611 

Placing a focus on driver safety could also prompt salespeople to present ISA to 612 

educate drivers about how ISA can change their driving experience. This is in line with 613 

Kennedy (2001)’s theoretical model which suggests that by being knowledgeable about their 614 

vehicles salespeople can increase customer’s trust in the salesperson and the product. For an 615 



example of imparting such knowledge to customers, Salesperson 6 suggests that customers 616 

could benefit from a gradual adaptation of their driving behaviour by paying attention to the 617 

ISA technology: 618 

After presenting the information, there is also a particular something that I usually 619 

tell them. You have to be focused and also don't ever neglect any sign coming from 620 

this ISA because any sign coming from ISA is a warning to you. So you need to 621 

observe it and also make an amendment of how you drive. 622 

However, customers may still experience difficulty in adapting to the technology. In 623 

such cases, Salesperson 12 uses reassuring language to help the driver to monitor their 624 

dashboard more efficiently: 625 

People have been reaching out to me that they've been having difficulties and then I 626 

tried to let them know that with time they would meet up with the standard of having 627 

to look at their dashboard, look at the road, and also check their rear view mirrors 628 

and other things like that. 629 

By understanding, evaluating, and responding effectively to their customers’ worries 630 

(Ramsey & Sohi, 1997), salespeople can offer effective service that also builds trust in ISA. 631 

Altogether, by utilising the salesperson’s experience, the aforementioned strategies could 632 

effectively enhance customers’ trust and understanding of how ISA can benefit their driving 633 

experience. In line with research on the situational acceptance of ADAS (Novakazi et al., 634 

2020), some customers noted that salespeople could go even further by describing how ISA 635 

can be useful in specific situations, such as in areas with variable speed limits or in 636 

construction zones: 637 

I would have liked more detailed information on how to customize or temporarily 638 

override ISA, especially in situations where quick acceleration might be necessary, 639 

like overtaking. It would also have been helpful to understand how ISA interacts with 640 



GPS accuracy and speed limit data updates—particularly in areas where road signs 641 

might not be clear or recently changed. A demonstration of real-life scenarios, like 642 

entering variable speed zones or construction areas, would have made me feel more 643 

confident in how the system responds. (Customer 16) 644 

Therefore, effective behavioural interventions to promote ISA use should be designed 645 

by considering the role of the salesperson in presenting ISA to customers so that they can 646 

manage drivers’ expectations about adapting to ISA over time. These behavioural 647 

interventions could focus on educating the customer about ISA technology and its benefits in 648 

an accessible way, allowing salespeople to use their own experience with ISA to persuade 649 

customers that it can enhance their driving experience. For example, salespeople’s experience 650 

of driving in specific situations could supplement the content of informative materials to 651 

provide a warm and informative presentation of the benefits of driving with ISA. As the 652 

customers in the current study placed a premium on understanding how ISA can affect their 653 

driving experience, allowing salespeople to present the ISA technology and its benefits in this 654 

informative way can enhance the sales of ISA-fitted vehicles.  655 

However, the interviewed salespeople expressed mostly positive attitudes towards 656 

ISA and some even engaged in aftercare sales activities. Other salespeople may not hold 657 

similar views and may not readily engage in presenting ISA to promote road safety. These 658 

salespeople may also disengage from testing behavioural interventions which could reduce 659 

their feasibility and effectiveness. In such cases, customers could be familiarised with ISA 660 

through broader showroom initiatives (such as Q&A sessions or video materials) or through 661 

regional policies that mandate the fitment of ISA in all new cars (Day et al., 2024). 662 

3.4 Limitations and Considerations for Future Research 663 

 While our findings offer valuable insights for understanding how salespeople present 664 

ISA to customers and allow us to draw implications for deploying behavioural interventions 665 



to promote customers’ use of ISA, these results are subject to two important limitations. First, 666 

our sample of car salespeople was self-selected and they were made aware through the 667 

recruitment material that they were being interviewed about how they present ISA. As such, 668 

our recruitment strategy may have involved some self-selection bias, with salespeople who 669 

have more positive attitudes towards ISA (and road safety in general) more likely to take part. 670 

Future studies could sample salespeople with positive and negative attitudes to ISA to 671 

identify any differences in presentation techniques. Future studies could explore these factors 672 

further by adopting unobtrusive data collection methods (e.g., Abraham et al., 2017) or 673 

recruiting salespeople and customers with less experience of ISA.  674 

Similarly, we collected the customer data only from drivers who had bought an ISA-675 

fitted car. While this approach provided a broader perspective on the sales process than 676 

provided by our sample of salespeople, it remains possible that these drivers are not 677 

representative of broader customer behaviour. For example, the present findings cannot 678 

identify why some drivers chose not to buy a car with ISA, and whether this was influenced 679 

by the salesperson’s presentation of ISA. The findings of the current study suggest that some 680 

customers may not be interested in safety features while others may have done prior research 681 

on the safety features in their preferred vehicles. However, we provide some evidence that the 682 

effective presentation of ISA can influence the purchase of an ISA-fitted vehicle. Future 683 

research can sample customers who were presented with ISA information, but declined to 684 

purchase such vehicles, to shed more light on why customers do not opt to buy ISA-fitted 685 

cars.  686 

 Future research should focus more closely on the materials that salespeople use to 687 

present ISA. Although the current research allowed us to explore the range of different 688 

materials currently used by salespeople (e.g., videos, simulations, car manuals), we did not 689 

focus on their content. Additionally, presenting ISA through these different mediums could 690 



impact customers’ understanding and subsequent adoption of ISA technology, and could be 691 

considered at the intervention design stage. Thus, understanding the content of these 692 

materials, and how they are used, will support the design and implementation of interventions 693 

to promote the use of ISA in specific showrooms.   694 

3.5 Conclusion 695 

 The present work is the first exploration into how salespeople in car dealerships 696 

present ISA to customers and how behavioural interventions should be designed to promote 697 

the presentation of ISA to customers. Our qualitative insights from car salespeople suggested 698 

that their approach towards presenting ISA can depend on wider organisational factors (e.g., 699 

training, policies, aftercare) that aim to promote the sale of ISA-fitted vehicles. As such, 700 

developing an industry-standard, evidence-based approach to learning about ISA could 701 

minimise the differences between showrooms in presenting ISA and encourage its wider 702 

public adoption. Perhaps due to these organisational factors, we noted a mismatch between 703 

salespeople’s enthusiastic approach to presenting ISA and customers’ recall of being 704 

presented with ISA information, which suggests that salespeople need to adopt a bespoke, 705 

customer-oriented approach to presenting ISA and making it memorable for customers during 706 

the sales process. By navigating the different preferences of a diverse set of customers while 707 

initially presenting vehicles, the interviewed salespeople sought to understand customers’ 708 

level of interest in ISA and aimed to match their presentation approach to the customer’s 709 

driving needs. To effectively present ISA in detail and make this presentation memorable, 710 

salespeople should discuss the technology and how it can benefit the customer’s driving 711 

experience. This discussion should also challenge the customers’ perceived disadvantages of 712 

ISA by providing additional materials (e.g., car manuals and videos) and offering test drives 713 

to advance the customer’s knowledge and practical experience of the technology. Salespeople 714 

can also promote the sales of ISA-fitted vehicles by communicating their personal positive 715 



experiences of driving with ISA, emphasising customers’ safety, and offering advice on 716 

adapting to driving with ISA. Together, these insights from the current study can support the 717 

design and implementation of targeted behavioural interventions to promote the use of ISA 718 

amongst customers during the sales process. To reiterate the importance of ISA and increase 719 

its adoption and use, some interventions could also be deployed at the point-of-purchase.      720 

 721 

References 722 

Abraham, H., McAnulty, H., Mehler, B., & Reimer, B. (2017). Case study of today’s 723 

automotive dealerships: Introduction and delivery of advanced driver assistance 724 

systems. Transportation Research Record, 2660(1), 7-14. 725 

https://doi.org/10.3141/2660-02 726 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 727 

Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T 728 

Arndt, A. D., & Karande, K. (2012). Is it better for salespeople to have the highest customer 729 

orientation or a strong fit with their group's customer orientation? Findings from 730 

automobile dealerships. Journal of Retailing and Consumer Services, 19(3), 353-359. 731 

https://doi.org/10.1016/j.jretconser.2012.03.009 732 

Asadi, M., Fathy, M., Mahini, H., & Rahmani, A. M. (2021). A systematic literature review 733 

of vehicle speed assistance in intelligent transportation system. IET Intelligent 734 

Transport Systems, 15(8), 973-986. https://doi.org/10.1049/itr2.12077 735 

Babin, L. A., Babin, B. J., & Boles, J. S. (1999). The effects of consumer perceptions of the 736 

salesperson, product and dealer on purchase intentions. Journal of Retailing and 737 

Consumer Services, 6(2), 91-97. https://doi.org/10.1016/S0969-6989(98)00004-6 738 

https://doi.org/10.3141/2660-02
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/j.jretconser.2012.03.009
https://doi.org/10.1049/itr2.12077
https://doi.org/10.1016/S0969-6989(98)00004-6


Boelhouwer, A., Van den Beukel, A. P., Van der Voort, M. C., Hottentot, C., De Wit, R. Q., 739 

& Martens, M. H. (2020). How are car buyers and car sellers currently informed about 740 

ADAS? An investigation among drivers and car sellers in the Netherlands. 741 

Transportation Research Interdisciplinary Perspectives, 4, 100103. 742 

https://doi.org/10.1016/j.trip.2020.100103 743 

 Braun, V., & Clarke, V. (2021). One size fits all? What counts as quality practice in 744 

(reflexive) thematic analysis?. Qualitative Research in Psychology, 18(3), 328-352. 745 

https://doi.org/10.1080/14780887.2020.1769238 746 

Carsten, O., Ezenwa, A., Tomlinson, A., & Horrobin, A. (2020). ISA interface study. Institute 747 

for Transport Studies, University of Leeds. 748 

https://environment.leeds.ac.uk/download/downloads/id/5102/isa_interface_study_acc749 

essible.pdf   750 

Day, M., Norman, P., Poulter, D., Özkan, Ö., & Rowe, R. (2023). The adoption and 751 

application of Intelligent Speed Assistance by private motorists: user and non-user 752 

perspectives. Transportation Research Part F: Traffic Psychology and Behaviour, 99, 753 

262-273. https://doi.org/10.1016/j.trf.2023.10.016 754 

Day, M., Norman, P., Poulter, D., Özkan, Ö., & Rowe, R. (2024). Stakeholder perspectives 755 

on the adoption and application of Intelligent Speed Assistance in UK vehicles. 756 

Journal of Transport & Health, 38, 101868. https://doi.org/10.1016/j.jth.2024.101868 757 

Department for Transport (2024a, July 18). Vehicle Speed Compliance Statistics for Great 758 

Britain: 2023 GOV.UK. https://www.gov.uk/government/statistics/vehicle-speed-759 

compliance-statistics-for-great-britain-2023/vehicle-speed-compliance-statistics-for-760 

great-britain-2023  761 

https://doi.org/10.1016/j.trip.2020.100103
https://doi.org/10.1080/14780887.2020.1769238
https://environment.leeds.ac.uk/download/downloads/id/5102/isa_interface_study_accessible.pdf
https://environment.leeds.ac.uk/download/downloads/id/5102/isa_interface_study_accessible.pdf
https://doi.org/10.1016/j.trf.2023.10.016
https://doi.org/10.1016/j.jth.2024.101868
https://www.gov.uk/government/statistics/vehicle-speed-compliance-statistics-for-great-britain-2023/vehicle-speed-compliance-statistics-for-great-britain-2023
https://www.gov.uk/government/statistics/vehicle-speed-compliance-statistics-for-great-britain-2023/vehicle-speed-compliance-statistics-for-great-britain-2023
https://www.gov.uk/government/statistics/vehicle-speed-compliance-statistics-for-great-britain-2023/vehicle-speed-compliance-statistics-for-great-britain-2023


Department for Transport (2024b, November 28). Reported Road Casualties Great Britain: 762 

Fatal 4 - Speed Factsheet, 2023 GOV.UK. 763 

https://www.gov.uk/government/statistics/reported-road-casualties-great-britain-fatal-764 

4-factsheet-2023/reported-road-casualties-great-britain-fatal-4-speed-factsheet-2023 765 

European Commission. (2022). General vehicle safety regulation (EU) 2019/2144. 766 

https://eur-lex.europa.eu/legal-767 

content/EN/TXT/HTML/?uri=PI_COM:Ares(2021)2243084&rid=1 768 

Felcher, M. (1995). " Professors"," Get-Me-Dones", and" Moochers": How Car Salespeople 769 

Experience Their Customers. Advances in Consumer Research, 22(1). 611-616. 770 

https://research.ebsco.com/c/gsg2mj/viewer/pdf/q435343bb5. 771 

Guest, G., Bunce, A., & Johnson, L. (2006). How many interviews are enough? An 772 

experiment with data saturation and variability. Field Methods, 18(1), 59-82. 773 

https://doi.org/10.1177/1525822X05279903 774 

Hungund, A. P., & Pradhan, A. K. (2022). A survey on knowledge and perceptions of 775 

advanced driver assistance systems in Massachusetts drivers. Traffic Injury 776 

Prevention, 23(sup1), S222-S224. https://doi.org/10.1080/15389588.2022.2125228 777 

Lai, F., Carsten, O., & Tate, F. (2012). How much benefit does Intelligent Speed Adaptation 778 

deliver: An analysis of its potential contribution to safety and environment. Accident 779 

Analysis & Prevention, 48, 63-72. 780 

https://doi.org/https://doi.org/10.1016/j.aap.2011.04.011 781 

Kaye, S. A., Nandavar, S., Yasmin, S., Lewis, I., & Oviedo-Trespalacios, O. (2022). 782 

Consumer knowledge and acceptance of advanced driver assistance systems. 783 

https://www.gov.uk/government/statistics/reported-road-casualties-great-britain-fatal-4-factsheet-2023/reported-road-casualties-great-britain-fatal-4-speed-factsheet-2023
https://www.gov.uk/government/statistics/reported-road-casualties-great-britain-fatal-4-factsheet-2023/reported-road-casualties-great-britain-fatal-4-speed-factsheet-2023
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=PI_COM:Ares(2021)2243084&rid=1
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=PI_COM:Ares(2021)2243084&rid=1
https://research.ebsco.com/c/gsg2mj/viewer/pdf/q435343bb5
https://doi.org/10.1177/1525822X05279903
https://doi.org/10.1080/15389588.2022.2125228
https://doi.org/https:/doi.org/10.1016/j.aap.2011.04.011


Transportation Research Part F: Traffic Psychology and Behaviour, 90, 300-311. 784 

https://doi.org/10.1016/j.trf.2022.09.004 785 

Kaye, S. A., Watson-Brown, N., Lewis, I., Oviedo-Trespalacios, O., & Senserrick, T. (2024). 786 

Perceived effectiveness of traditional and technology-based speeding-related 787 

countermeasures. Transportation Research Part F: Traffic Psychology and 788 

Behaviour, 104, 348-358. https://doi.org/10.1016/j.trf.2024.06.010 789 

Kennedy, M. S., Ferrell, L. K., & LeClair, D. T. (2001). Consumers' trust of salesperson and 790 

manufacturer: an empirical study. Journal of Business Research, 51(1), 73-86. 791 

https://doi.org/10.1016/S0148-2963(99)00039-9 792 

Koteczki, R., & Balassa, B. E. (2025). Systematic literature review of user acceptance factors 793 

of advanced driver assistance systems across different social groups. Transportation 794 

Research Interdisciplinary Perspectives, 31, 101486. 795 

https://doi.org/10.1016/j.trip.2025.101486 796 

Lubkowski, S. D., Lewis, B. A., Gawron, V. J., Gaydos, T. L., Campbell, K. C., Kirkpatrick, 797 

S. A., ... & Cicchino, J. B. (2021). Driver trust in and training for advanced driver 798 

assistance systems in Real-World driving. Transportation Research Part F: Traffic 799 

Psychology and Behaviour, 81, 540-556. https://doi.org/10.1016/j.trf.2021.07.003 800 

Lumivero (2023). NVivo (Version 14). www.lumivero.com 801 

Malterud, K., Siersma, V. D., & Guassora, A. D. (2016). Sample size in qualitative interview 802 

studies: guided by information power. Qualitative Health Research, 26(13), 1753-803 

1760. https://doi.org/10.1177/1049732315617444 804 

https://doi.org/10.1016/j.trf.2022.09.004
https://doi.org/10.1016/j.trf.2024.06.010
https://doi.org/10.1016/S0148-2963(99)00039-9
https://doi.org/10.1016/j.trip.2025.101486
https://doi.org/10.1016/j.trf.2021.07.003
http://www.lumivero.com/
https://doi.org/10.1177/1049732315617444


Matthews, L., Lynes, J., Riemer, M., Del Matto, T., & Cloet, N. (2017). Do we have a car for 805 

you? Encouraging the uptake of electric vehicles at point of sale. Energy Policy, 100, 806 

79-88. https://doi.org/10.1016/j.enpol.2016.10.001 807 

Nandavar, S., Kaye, S. A., Senserrick, T., & Oviedo-Trespalacios, O. (2023). Exploring the 808 

factors influencing acquisition and learning experiences of cars fitted with advanced 809 

driver assistance systems (ADAS). Transportation Research Part F: Traffic 810 

Psychology and Behaviour, 94, 341-352. https://doi.org/10.1016/j.trf.2023.02.006 811 

National Highway Traffic Safety Administration (2025). Overview of motor vehicle traffic 812 

crashes in 2023. (Traffic Safety Facts Research Note. Report No. DOT HS 813 705). 813 

National Highway Traffic Safety Administration. 814 

https://crashstats.nhtsa.dot.gov/Api/Public/ViewPublication/813705 815 

Novakazi, F., Orlovska, J., Bligård, L. O., & Wickman, C. (2020). Stepping over the 816 

threshold linking understanding and usage of Automated Driver Assistance Systems 817 

(ADAS). Transportation Research Interdisciplinary Perspectives, 8, 100252. 818 

https://doi.org/10.1016/j.trip.2020.100252 819 

O'Hern, S., & Louis, R. S. (2023). Technology readiness and intentions to use conditionally 820 

automated vehicles. Transportation Research Part F: Traffic Psychology and 821 

Behaviour, 94, 1-8. https://doi.org/10.1016/j.trf.2023.02.001 822 

Özkan, Ö., Norman, P., Rowe, R., Day, M., & Poulter, D. (2024). Predicting drivers’ 823 

intentions to voluntarily use intelligent speed assistance systems: An application of 824 

the theory of planned behaviour. Transportation Research Part F: Traffic Psychology 825 

and Behaviour, 104, 532-543. https://doi.org/10.1016/j.trf.2024.06.003 826 

https://doi.org/10.1016/j.enpol.2016.10.001
https://doi.org/10.1016/j.trf.2023.02.006
https://crashstats.nhtsa.dot.gov/Api/Public/ViewPublication/813705
https://doi.org/10.1016/j.trip.2020.100252
https://doi.org/10.1016/j.trf.2023.02.001
https://doi.org/10.1016/j.trf.2024.06.003


Özkan, Ö., Rowe, R., Norman, P., Day, M., & Poulter, D. (2025). Increasing drivers’ 827 

intentions to use Intelligent Speed Assistance: a randomised controlled trial of a 828 

theory of planned behaviour-based intervention. Transportation Research Part F: 829 

Traffic Psychology and Behaviour, 111, 238-249. 830 

https://doi.org/10.1016/j.trf.2025.03.003 831 

Pełka, M., & Rosiński, A. (2025). Evaluation of the Effectiveness of Driver Training in the 832 

Use of Advanced Driver Assistance Systems. Applied Sciences, 15(15), 8169. 833 

https://doi.org/10.3390/app15158169 834 

Ramsey, R. P., & Sohi, R. S. (1997). Listening to your customers: The impact of perceived 835 

salesperson listening behavior on relationship outcomes. Journal of the Academy of 836 

Marketing Science, 25(2), 127-137. https://doi.org/10.1007/BF02894348 837 

Reagan, I. J., & Cicchino, J. B. (2025). ISA in the USA? The likelihood of US drivers 838 

accepting and using intelligent speed assistance. Transportation Research Part F: 839 

Traffic Psychology and Behaviour, 109, 242-254. 840 

https://doi.org/10.1016/j.trf.2024.12.004 841 

Reagan, I. J., Cicchino, J. B., Teoh, E. R., & Cox, A. E. (2023). New and used vehicle 842 

buyers’ awareness, understanding, and trust in advanced driver assistance systems. 843 

Transportation Research Part F: Traffic Psychology and Behaviour, 92, 44-55. 844 

https://doi.org/10.1016/j.trf.2022.11.009 845 

Regan, M. A., Triggs, T. J., Young, K. L., Tomasevic, N., Mitsopoulos, E., Stephan, K., & 846 

Tingvall, C. (2006). On-road evaluation of intelligent speed adaptation, following 847 

distance warning and seatbelt reminder systems: Final results of the TAG SafeCar 848 

project. Monash University Accident Research Centre Reports, 253, 270. 849 

https://doi.org/10.1016/j.trf.2025.03.003
https://doi.org/10.3390/app15158169
https://doi.org/10.1007/BF02894348
https://doi.org/10.1016/j.trf.2024.12.004
https://doi.org/10.1016/j.trf.2022.11.009


https://www.monash.edu/__data/assets/pdf_file/0020/217262/On-road-evaluation-of-850 

Intelligent-Speed-Adaptation,-Following-Distance-Warning-and-Seatbelt-Reminder-851 

Systems-final-results-of-the-TAC-SafeCar-project.pdf 852 

Rowe, R., Maurice-Smith, M., Mahmood, M., Shuja, A., & Gibson, D. (2021). 853 

Understanding intentions to override intelligent speed assistance prior to widespread 854 

availability: An application of the theory of planned behaviour. Accident Analysis & 855 

Prevention, 151, 105975. https://doi.org/10.1016/j.aap.2021.105975 856 

 Ryan, M. (2019, September 5). Intelligent speed assistance technologies: A review. 857 

Proceedings of the ITRN2019. https://www.researchgate.net/profile/Margaret-Ryan-858 

8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-859 

6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies860 

_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d7796952861 

99bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-862 

Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-863 

Speed-Assistance-Technologies-A-Review.pdf  864 

United Nations General Assembly. (2015, September 25). Transforming our world: the 2030 865 

agenda for sustainable development (Resolution A/RES/70/1). 866 

https://sdgs.un.org/2030agenda  867 

Vlassenroot, S., Molin, E., Kavadias, D., Marchau, V., Brookhuis, K., & Witlox, F. (2011). 868 

What drives the acceptability of intelligent speed assistance (ISA)?. European 869 

Journal of Transport and Infrastructure Research.-Delft, 11(2), 256-273. 870 

https://repository.uantwerpen.be/docman/irua/666721/cc3f3919.pdf  871 

https://www.monash.edu/__data/assets/pdf_file/0020/217262/On-road-evaluation-of-Intelligent-Speed-Adaptation,-Following-Distance-Warning-and-Seatbelt-Reminder-Systems-final-results-of-the-TAC-SafeCar-project.pdf
https://www.monash.edu/__data/assets/pdf_file/0020/217262/On-road-evaluation-of-Intelligent-Speed-Adaptation,-Following-Distance-Warning-and-Seatbelt-Reminder-Systems-final-results-of-the-TAC-SafeCar-project.pdf
https://www.monash.edu/__data/assets/pdf_file/0020/217262/On-road-evaluation-of-Intelligent-Speed-Adaptation,-Following-Distance-Warning-and-Seatbelt-Reminder-Systems-final-results-of-the-TAC-SafeCar-project.pdf
https://doi.org/10.1016/j.aap.2021.105975
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://www.researchgate.net/profile/Margaret-Ryan-8/publication/335722660_Proceedings_of_the_ITRN2019_5_th_-6_th_September_QUB_Margaret_Ryan_Intelligent_Speed_Assistance_Technologies_A_review_Intelligent_Speed_Assistance_Technologies_A_Review/links/5d779695299bf1cb80956e6b/Proceedings-of-the-ITRN2019-5-th-6-th-September-QUB-Margaret-Ryan-Intelligent-Speed-Assistance-Technologies-A-review-Intelligent-Speed-Assistance-Technologies-A-Review.pdf
https://sdgs.un.org/2030agenda
https://repository.uantwerpen.be/docman/irua/666721/cc3f3919.pdf


Wang, M., Perry, M., Hungund, A., Reineke, S., Pradhan, A. K., & Roberts, S. C. (2025). 872 

How can teen driver education be enhanced with ADAS training: Stakeholder 873 

perspectives. Journal of Safety Research, 94, 180-192. 874 

https://doi.org/10.1016/j.jsr.2025.06.021 875 

Waller, V. (2007). The challenge of institutional integrity in responsive regulation: Field 876 

inspections by the Australian Taxation Office. Law & Policy, 29(1), 67-83. 877 

https://doi.org/10.1111/j.1467-9930.2007.00246.x 878 

https://doi.org/10.1016/j.jsr.2025.06.021
https://doi.org/10.1111/j.1467-9930.2007.00246.x

