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An empirical approach to consumer buying behavior

in Indian automobile sector
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7. Concluding remarks

The present research work attempted to study the relationship between advertisement
effectiveness and consumer buying behavior of automobile customers for central India. Even
though the study was carried out at selected showrooms of major automobile companies
operating in central India; the research outcomes and suggestions may be generalized to the
automobile players across the country as the products and services offered by
other companies are highly standardized. Research results suggest that advertisement
effectiveness and its specific dimensions for automobile sector which strengthen it positively
influence a customer’s buying behavior. The acceptance of research hypothesis confirms that
advertising agencies and practicing managers must be focussed while planning an
advertisement campaign and should pick up the relevant advertisement effectiveness
dimensions strategically during the design and development stage of a product-specific
advertisement. A strategic implementation of research outcomes of present study will
constructively influence consumer’s buying behavior which will lead to greater profitability and
sustainability of automc

S dons OIS 7

S35ye L Slp 9095 Olhe GOUS Bpae wys sy 5 Sl (LB gdbly gdnllhae 4 plasl slo gl I8

slaledl 5 laaaly tad plodl WS e Jas (5Sye ditn )0 45 93095 pge SlaS L Cusiie Sloeliiols o dmllae dudl 55

Oad s a8 34 ple bhwgd oud £l Olads 5 OYguama 1) sl P:’“Rj 28aS dgb 3o 93085 Jalge 4 Olgd e |y (Galod

WS e Cagll y Ol 45 gyd95 s §lp O Gefag sl 5 Ol s (IS 45 wass e GLES (Baod pulbd ditws ok 3yluill

$3ySlae Olyide 5 il glaoly &S WS e auls daghs dudid Bpdy it (S Ria S w5 kB g9y e 150 Gl

Job 55 SuFiliul Cyge di 1y Olids (b gdbgye oloyl Wl 5 Wbl Syt Hbld GusS Sy S323delip 0 5> Wb

shb pole gdallhe Lhmgh lassly Suiiliel ghe! Sy .auS Cullay Jyaoe-ols guld Sy §dmwgl 5 2k Gdlo e

aslgs Oue Yok 53 53395 Oylod Gl 5 i G)5logw 4 yoie & 391 Adles Gila Wy 48y §g) Gloadjle S0

® —=m

4zg3

>

ko

Canyd b JolS oud das )3 dllie degd sl sl dazy3 )l Gilowd g3 b 0l
dole SIS ol i LudSS) dseud b ol o (ialn9 J0B) 5y

dwolé S Ll 0uds dos 3 OYBa (p Juuds Gesxiws (Gl

000 *

aizye Ol i oKy 5



http://iranarze.ir/%D8%AC%D8%B3%D8%AA%D8%AC%D9%88/
http://iranarze.ir/consumer+buying+behavior+indian+automobile+sector

