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Abstract. This study sought to ascertain the general perceptions regarding the significance
attributed to various passenger motor vehicle brands among Generation X, a demographic group
that constitutes most car purchasers. The research was carried out in the province of KwaZulu-
Natal, where data was gathered from four higher education institutions. A study was conducted
utilising a quantitative, descriptive, and cross-sectional research design. The survey method was
employed to collect data from a sample of 400 individuals affiliated with a university as either staff
or students belonging to the Generation X cohort. The data was analysed using descriptive statistics
by means of the SPSS version 23. The research examined distinct brand dimensions, specifically
focusing on factors associated with quality, value, personal and group identity, status, and family
traditions. The results of this study indicate that a significant proportion of the participants
expressed agreement with the notion that their selection of a vehicle brand was influenced by
factors such as perceived quality, value, individual and collective identity, social status, and family
traditions This study could provide valuable insights to scholars, professionals in the industry, and
motor vehicle brand manufacturers, enabling them to develop a comprehensive comprehension of
the challenges faced within the industry, academia, and consumer domain pertaining to the
perceptions surrounding various motor vehicle brands. Moreover, the results of this research can
serve as a valuable tool for identifying a more suitable marketing approach to enhance consumer
attitudes towards automotive brands.

Keywords: brand, motor vehicle, quality, preferences, generation X
JEL Classification: D21, D23.

The passenger motor vehicle industry is characterised by intense competition. Consequently,
before finalising a purchase, consumers are presented with various alternatives to evaluate and
scrutinise. In order to cater to the demands of consumers effectively, automakers must possess a
comprehensive understanding of their needs and the influences exerted by their peers. Additionally,
automakers must offer vehicles that align with the unique specifications of everyone. According to
existing literature, motor vehicle manufacturers have the potential to enhance customer or user
service through the implementation of contemporary and validated structures and procedures for
customer connectedness management. The automotive industry in South Africa plays a crucial role
in the overall economy by producing and exporting motor vehicles and their components (Mashilo
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& Moothilal, 2022). According to Barnes, Black, and Duxbury (2016), the industrial sector in South
Africa plays a crucial role in both the domestic and international economies, accounting for
approximately 10% of the country's manufacturing exports. The automotive industry, characterised
by the global distribution of goods and the oversight of prominent multinational corporations, is a
highly internationalised sector. The manufacturing sector is the most significant industry globally,
boasting a production output that rivals the economic scale of the sixth-largest national economy.
The industry sector assumes a significant role as a primary contributor to research and development
investments, influencing societal and technological advancements. According to Lamprecht and
Tolmay (2017), the industry exhibits significant intensity and technical sophistication in its
production processes and products. Gastrow (2012) asserts that the rise in industry competition has
prompted automobile companies to relocate their production bases from developed to developing
countries, aiming to capitalise on low-cost production advantages. The global distribution of car
products has become extensive, with a limited number of internationally renowned companies
exerting significant control over the market. With the increasing proliferation of vehicle models, it
has become imperative for managers to prioritise growth and cost-reduction strategies to enhance
the competitiveness and profitability of their businesses. Carrington, Neville, and Whitwell (2014)
have noted that adopting green technology and eco-friendly motor vehicles is currently debated
among scholars and practitioners. Consequently, motor companies must strategically advance,
proficiently promote eco-friendly vehicles, and allocate resources towards consumer education.
Hence, automotive manufacturers must furnish consumers with comprehensive information,
enabling them to acquire the necessary knowledge to effectively comprehend the benefits and make
informed comparisons between environmentally sustainable motor vehicles and their non-eco-
friendly counterparts. According to the report by the Department of Trade and Industry (2015),
there is a notable emphasis on the increasing complexity of vehicles. This complexity is driven by
the need to meet customer expectations for enhanced safety, fuel efficiency, overall efficiency, and
quality. The report emphasises the heightened pressure car manufacturers face to acknowledge
consumer preferences, national preferences, and emerging market segments to sell vehicles and
effectively enhance their market presence. The prospects of an entity in the industry are contingent
upon its ability to exhibit adequate flexibility to adapt to the various pressures it encounters
promptly. These trends have significant implications and are on the rise within the supply chain of
automakers. Therefore, this study aimed to ascertain vehicle brand perception among Generation X
in South Africa.

LITERATURE REVIEW

Generation X brand preferences and consumption patterns

Moore (2012) asserts that marketing firms and automobile manufacturers acknowledge the
significance of technological advancements in motor vehicles, yet they persist in falling behind in
integrating novel technologies to comprehend the preferences and behaviours of Generation X
consumers. The author additionally highlights that in contrast to Generation Y, marketers in the
motorsport industry tend to overlook and neglect the Generation X demographic. Generation X
encompasses individuals born between 1961 and 1981, constituting a demographic cohort that
exhibits comparatively smaller proportions when juxtaposed with Generation Y and the preceding
baby boomer generation.

The characteristics exhibited by individuals belonging to Generation X bear certain
resemblances to those observed among the Baby Boomers. The term "latchkey children” refers to
the offspring of Generation X, who are currently of working age because predominantly women
from the Baby Boomer generation entered the workforce and pursued employment in various
industries. Generation X, situated amidst two prominent generations, is widely regarded as a
transitional cohort between the preceding generation that upholds traditional values and the
succeeding generation that embraces technology (Berkup, 2014). According to Varsha and Saumya
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(2012), the Generation X demographic segment is responsible for acquiring various goods and
services for household use and caring for young children. This demographic constitutes the most
significant proportion of parents within the nation, with a substantial number of them having
entered the housing market as first-time buyers during the period of the housing bubble.
Automobiles, mainly those catering to families and luxury segments, significantly influence the
market. The purchasers and proprietors of Generation X automobiles seek to comprehend the
attributes of these vehicles and the rationale behind their necessity (Varsha & Saumya, 2012).

Branding

Dlamini (2016) posits that perception can be understood as a cognitive process whereby
consumers construct and interpret mental representations, forming a comprehensive and significant
understanding. Customers' evaluation of a product or service's utility is contingent upon their prior
experiences and perceptions. According to the author, consumer perceptions are influenced by their
prior experiences, motives, and beliefs about specific products and services they have encountered.
In the study conducted by Stylidisa, Wickmana, and Sdderberga (2015), it is argued that in the
contemporary global economic landscape, automobile manufacturers must develop and manufacture
products that align with the preferences and requirements of their customer base. The magnitude of
this challenge is amplified within the premium segment of the automotive industry. Merely
adhering to a "zero defects" quality standard is inadequate within this fiercely competitive industry.
The optimal advantage will be attained when a customer possesses a comprehensive quality
comprehension. To address the dimensions of perceived quality, numerous automotive
manufacturers across various vehicle brands have prioritised comprehending customer preferences
and requirements. Brand commitment pertains to how consumers perceive and engage with brands
and the strategies employed to effectively communicate with different target generations within the
brand communication process. Brand commitment is predicated upon various dimensions of
customer behaviour, including but not limited to brand purchasing, brand usage, brand attitudes,
fulfilment, and brand image (Kim et al., 2014)

Perceived brand quality

Quality refers to the evaluation made by customers regarding the overall excellence or
superiority of a given product or service. The concept of perceived quality in the automotive
industry pertains to cognitive recognition or brand performance, predominantly influenced by the
automotive company (Polyakova & Mirza, 2015). The attainment of higher quality standards is also
associated with cultivating a positive attitude among customers, particularly when these standards
align with their preconceived expectations (Camacho et al., 2021). According to Alfakih et al.
(2022), product consistency is the primary determinant of satisfaction in the luxury motor industry.
Brand and value-added services are important factors in customer satisfaction among South African
motor vehicle buyers. There exists a positive correlation between automobiles possessing superior
brand quality and the loyalty exhibited by customers. The significance of this matter is particularly
pronounced for manufacturers, as the quality of a brand can potentially decrease the likelihood of
customers switching to a different brand of vehicle, encompassing both the core product and
associated services.

Perceived value

Perceived value can be described as the comprehensive evaluation made by consumers,
considering the benefits received and the sacrifices made concerning the usefulness of the product
(Yusiana & Widodo, 2020). Empirical research conducted in marketing and the automotive industry
has frequently embraced the utilitarian or functional perspective in assessing the value of products
in terms of their quality relative to the prices paid, commonly referred to as value for money. By
adopting this approach, companies that offer high-quality products at competitive prices can
generate value that ultimately leads to customer satisfaction. The value component holds significant
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importance within the luxury automotive industry, as it can generate optimal efficiency and
substantially impact customer satisfaction. Return on investment holds particular importance within
South Africa (Kapferer, and Valette-Florence, 2021).

The existing body of research on motor vehicles also highlights the impact of value on loyalty
intentions. The selection of a motor vehicle is heavily influenced by its value, which encompasses
both the benefits gained and the costs incurred. Value serves as a concrete measure of the vehicle's
utility in fulfilling the requirements of the service meeting (Xie and Chen, 2014). This assertion
holds relevance within the context of luxury automobile manufacturers, as the perceived value of
their products substantially influences customer loyalty and intention to engage with the brand on
social media platforms. The role of quality is crucial in shaping individuals' perceptions of value.
Within the automotive industry, the attributes of quality and reliability hold significant importance
as they directly influence the perceived value, particularly within the luxury vehicle segment.
According to Coelho, Bairrada and de Matos Coelho, (2020), more positive brand performance and
quality drivers will ultimately lead to increased customer value.

Personal identity

According to the study conducted by James, Kim, and Lee (2014), it has been observed that
products possess distinct personality images, which can be categorised into two main categories:
adult image and child image, also known as the product-age image. From a semiotic perspective,
there is a scholarly curiosity in examining the function of products as conveyors of meaning,
specifically the messages conveyed through products. Product imagery refers to the collection of
meanings an individual retains in their memory, encompassing personal and social connotations.
The term "branding™ refers to the collection of meanings and associations that distinguish a product
or service from its competitors. Brand personality or character entails attributing human-like
qualities to a product or brand. It is commonly accepted that products possess a personality image
akin to that of individuals. Brand image refers to the overall composition of an object, including its
advertising, as well as the customer's disposition and the attitudinal screen through which they
perceive it (Joshi & Gargi, 2021).

Group identity

The purchasing behaviour of customers in developing countries is influenced by their group
identity. According to Bai, Wang, and Gong (2019), consumers establish distinct associations
between brands and specific connotations, which subsequently contribute to forming group
identities. Felix (2013) highlights various factors, including social history, sociological dynamics,
and psychological mechanisms, that contribute to the development of brand loyalty. The author
posits that brand loyalty can be attributed to a combination of nostalgia and a longing to recreate the
favourable conditions of one's childhood. These factors are seen as influential in fostering brand
loyalty, as they contribute to establishing family traditions associated with specific brands. The
author suggests that a shift does not primarily influence this loyalty in the perceived trustworthiness
of family members.

Wang and Li (2021) and Yang et al. (2020) assert that brands are frequently promoted within
the familial framework, communicating connotations associated with family utilisation and
customs. Certain familial connections to brands are established solely through exposure, while
others are formed due to a family's deep emotional connections to specific brands. Moreover,
scholarly investigations have provided evidence that intergenerational influence substantially
impacts the decision-making process regarding product and brand selection and the development of
brand loyalty. The researchers discovered that the presence of familiar brands originating from their
home countries played a significant role in assisting newly arrived immigrants in coping with
homesickness and addressing the challenges associated with their transition into a new environment
(Strizhakova et al., 2008).
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Family and tradition

According to Bresciani, Giacosa, and Vrontis (2016), family and tradition entail more than
simply adhering to traditional production methods. Instead, it involves utilising contemporary
techniques and equipment whenever necessary to ensure the creation of high-quality products and
the provision of exceptional services. This approach fosters customer retention and satisfaction,
enhancing overall business performance. The authors assert that companies allocate significant
technological investments to meet customer demands. They argue that innovation and tradition are
not mutually exclusive, but rather a combination of both has played a pivotal role in attaining and
sustaining a competitive advantage that is environmentally and socially responsible.

The topic of how consumers utilise brand meanings to convey aspects of product identity has
been extensively discussed by scholars. Bagozzi et al. (2021) emphasise that branded products serve
as representations of the self. The authors elucidate that brands are symbolic entities contributing to
consumers' self-perceptions and attitudes. The authors elucidate that brand personalities function as
culturally specific and culturally shared beliefs. This phenomenon underscores the intricate
interplay between individuals and their respective cultural contexts (Mao et al., 2020).

Status

The connotation and cost of branded merchandise frequently serve as indicators of social
standing. Consequently, numerous organisations establish a connection between their brands and
elevated social positions. Hence, acquiring a prestigious brand implies that the consumer also
possesses a significant social status. Studies conducted in Western markets have revealed a
significant association between conspicuous consumption and the utilisation of branded products to
display one's social status. Moreover, several studies have provided evidence suggesting that
consumers residing in developing nations prefer Western brands due to their function as indicators
of social status (Karoui, and Khemakhem, 2019; Strizhakova et al., 2008).

RESEARCH METHODOLOGY

This study employed a descriptive, quantitative, and cross-sectional research methodology.
According to Saunders, Lewis, Thornhill (2009), quantitative research encompasses data collection
techniques that support the utilisation of formally structured questioning, wherein the researcher
predetermines response choices and administers them to a substantial number of participants. A
sample size of 400 participants, consisting of both students and lecturers, was chosen through a
simple random sampling method. The researcher employed a questionnaire as a measurement
instrument due to the descriptive nature of the study and its convenience in collecting data from a
substantial number of respondents concurrently. A structured questionnaire was formulated by
drawing upon the findings of the literature review. The questionnaire was derived from a previously
validated instrument on the significance of branded products, developed initially by Strizhakova,
Coulter, and Price (2008). The researchers employed a seven-point Likert scale, as Bearden,
Netemeyer, and Haws (2011) suggested. The present study employed Cronbach's alpha model to
evaluate the reliability of the collected data. Reliability pertains to the frequency at which the
measurements obtained from a data collection instrument are devoid of random errors. The
Cronbach’s alpha coefficient is computed by partitioning the items of the measurement scale into
two subsets, followed by calculating the average scores for each subset and subsequently correlating
them. This procedure is employed to assess the internal consistency of the measures. The
Cronbach's alpha coefficient values range between 0 and 1, where 0.6 and above indicate adequate
internal consistency (Hao et al., 2022). Table 1 shows that all the reliability scores were above the
acceptable threshold of 0.6.
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Table 1
Reliability statistics

N of Items Cronbach’s Alpha

A Quality factor and Items 5 0.799
B Value factors and items 3 0.627
C Personal identity factors and Items 5 0.832
D Group ldentity factor and items 5 0.776
E Status factor and items 5 0.804
F Tradition factors 5 0.762

RESULTS AND DISCUSSION

Generation X perceptions of the quality factors and motor vehicle brands

Based on the observed level of significance presented in Table 2, the Chi-Square test results
suggest a statistically significant difference in the scoring patterns of the participants about the
statements assessing quality factors and motor vehicle brands (P < 0.05). As an illustration, a
significant proportion of the participants (88.2%) expressed concurrence with the assertion: "The
brand name serves as a crucial means of obtaining information regarding the longevity and
dependability of the automobile™ (Al). When analysing the assertion, "I can infer significant
information about a motor vehicle based on its brand name" (A2), it was found that 84.7% of
respondents agreed with this statement. Furthermore, most participants, specifically 88.9%, agreed
with the assertion, "l utilise brand name as an indicator of quality when acquiring motor vehicles"
(A3). In addition, a significant majority (88.8%) of respondents indicated that their selection of a
motor vehicle brand was influenced by the perceived quality associated with the brand (A4). In line
with this finding, most respondents (81.2%) agreed that a motor vehicle's brand name provides
substantial insights into its overall quality (A5).

Table 2
Generation X rating of the quality factors and motor vehicle brands
Entirely Mostly Somewhat Neither agree Somewhat Mostly agree  Entirely agree Chi
disagree disagree disagree nor disagree agree Square
n % n % n % n % n % n % n % p-value

Al 5 356 9 6.3% 1 0.7% 2 1.4% 16 11.2% 54  37.8% 56  39.2% 0.000
A2 5 35 4 28% 4 2.8% 9 6.3% 24 16.8% 49 34.3% 48  33.6% 0.000
A3 3 21% 3 2.1% 1 0.7% 9 6.3% 21 147% 40 28.0% 66  46.2% 0.000
A4 4 28% 4 2.8% 2 1.4% 6 4.2% 21 147% 32 22.4% 74 517% 0.000

AS 3 21% 3 2.1% 7 4.9% 14 9.8% 28 19.6% 47 32.9% 41  28.7% 0.000

Generation X perceptions of value factors and motor vehicle brands

Based on the level of significance presented in Table 3, the Chi-Square test reveals a
statistically significant difference (P < 0.05) in the scoring patterns of the participants concerning
the statements that assess value factors and motor vehicle brands. The data reveals that most of the
respondents (65.8%) expressed agreement with the statement, "I select vehicle brands based on my
alignment with the values represented by the brand” (B1). In a similar vein, most of the participants
(72.1%) agreed with the assertion "I make vehicle purchases that align with my values™ (B2), while
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62.3% of the respondents concurred with the statement "The values upheld by a company influence
my decision when selecting a motor vehicle" (B3).

Table 3
Generation X rating of the value factors and motor vehicle brands
Entirely Mostly Somewhat Neither Somewhat Mostly Entirely agree Chi
disagree disagree disagree agree nor agree agree Square
disagree

n % n % n % n % n % n % N % p-value

B1 14 98% 11 7.7% 6 42% 18 126 31 217 35 245 28 19.6% 0.000
% % %

B2 6 42% 13 91% 5 35% 16 112 21 147 45 315 37 25.9% 0.000
% % %

B3 18 126% 15 105 4 28% 17 119 20 140 37 259 32 22.4% 0.000
% % % %

Generation X perceptions of group identity and motor vehicle brands

According to the statistical significance level presented in Table 5, the Chi-Square test reveals
a significant difference in the scoring patterns of the participants about the statements that assess
group identity and motor vehicle brands (P < 0.05). The data reveals that most of the respondents
(51.8%) expressed disagreement with the statement, "Using my choice of vehicle helps me connect
with other people and social groups™ (D1). Similarly, a more significant proportion (57.4%)
expressed disagreement with the assertion that they purchase a motor vehicle brand to establish
connections with individuals and social circles (D2). The discrepancy between the substantial
number of participants who expressed disagreement regarding the social motivation behind vehicle
purchases and the relatively low percentage (47.6%) who disagreed with the assertion "I feel a
connection with individuals who share the same automotive brand as me" (D3) was unexpected.
However, a significant proportion of respondents, specifically 40.6%, agreed that they experience a
sense of connection with individuals who share the same brand of motor vehicle as themselves.

Furthermore, a significant proportion of respondents (45.5%) expressed their disagreement
with the assertion that their choice of motor vehicle brand reflects their desired associations (D4),
whereas an equal percentage (45.5%) concurred with this statement. Notwithstanding this, a
majority (62.3%) of the participants disagreed that their selection of motor vehicle brand conveys
any information about the individuals they prefer to associate with (D5). Based on the account, it
can be inferred that most participants did not assign significant importance to group identity factors
when deciding on purchasing a motor vehicle brand.

Table 5
Generation X rating of group identity and motor vehicle brands
Entirely Mostly Somewhat Neither agree ~ Somewhat agree  Mostly agree  Entirely agree
disagree disagree disagree nor disagree
n % n % n % n % n % n % N %

D1 40 28.0% 22 15.4% 12 8.4% 10 7.0% 25 17.5% 20 14.0% 14 9.8%
D2 45 315% 25 17.5% 12 8.4% 16 11.2% 16 11.2% 20  14.0% 9 6.3%
D3 36 252% 24 16.8% 8 5.6% 17 11.9% 25 17.5% 18  12.6% 15 10.5%
D4 34 238% 17 11.9% 14 9.8% 13 9.1% 28 19.6% 20  14.0% 17 11.9%
D5 55 385% 22 15.4% 12 8.4% 14 9.8% 17 11.9% 11 7.7% 12 8.4%

Chi
Square

value
0.000

0.000
0.001
0.007
0.000
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Generation X perceptions of status factors and motor vehicle brands

According to the statistical significance level presented in Table 6, the Chi-Square test
results reveal a significant difference in the scoring patterns of the participants regarding the
statements assessing status factors and motor vehicle brands (P < 0.05). The data reveals that most
of the participants, specifically 54.6%, expressed agreement with the statement that they
consciously refrain from selecting automobile brands that do not align with their perceived social
standing (E1). Similarly, nearly half of the participants (49.0%) agreed with the statement, "I utilise
motor vehicle brands as a means to convey my social standing” (E2), whereas 42.7% held a
contrary viewpoint. Similarly, 47.6% of respondents agreed, "l make choices regarding motor
vehicle brands based on their association with my social class” (E3), whereas 39.9% held a contrary
viewpoint. Moreover, a majority (63.0%) of the participants concurred that their choice of motor
vehicle brands indicates their social standing (E4). Therefore, it is comprehensible that a majority
(70.0%) of participants concurred with the notion that they "express their accomplishments through
the motor vehicle brands they utilise and possess” (E5). Based on the aforementioned information,
it can be inferred that the participants exhibited a greater consensus regarding the association
between the make of an automobile and the owner's financial status and social standing.

Table 6
Generation X rating of status factors and motor vehicle brands
Entirely Mostly Somewhat Neither Somewhat Mostly Entirely agree Chi Square
disagree disagree disagree agree nor agree agree
disagree
n % n % n % n % n % n % n % p-value
E1l 26 182% 15 105% 13 9.1% 11 77% 28 19.6% 25 175% 25 17.5% 0.021
E2 28 196% 21 147% 12 84% 12 84% 29 203% 21 147% 20 14.0% 0.037
E3 26 182% 23 16.1% 8 56% 18 126% 24 16.8% 23 16.1% 21 14.7% 0.100
E4 22 154% 13 91% 10 7.0% 8 56% 37 259% 28 19.6% 25 17.5% 0.000
E5 13 9.1% 6 4.2% 7 49% 17 119% 25 175% 33 23.1% 42 29.4% 0.000

Generation X perceptions of traditional factors and motor vehicle brands

This section pertains to the conventional determinants and automotive manufacturers. The
findings about the participants falling within the age range of 1964-1976, commonly called
Generation X, will be presented. According to the statistical significance level presented in Table 7,
the Chi-Square test results suggest a statistically significant difference in the scoring patterns of the
participants about the statements assessing traditional factors and motor vehicle brands (P < 0.05).

Table 7
Generation X rating of traditional factors and motor vehicle brand
Entirely Mostly Somewhat Neither agree Somewhat Mostly Entirely Chi Square
disagree disagree disagree nor disagree agree agree agree
n % n % n % n % n % n % n % p-value
F1 41 287% 11 77% 9 6.3% 23 161% 22 154% 21 147% 16 112 0.000
%
F2 50 35.0% 23 16.1% 17 11.9% 11 77% 15 105% 16 112% 11 7.7% 0.000
F3 35 245% 18 126% 19 133% 16 112% 19 133% 24 16.8% 12 8.4% 0.014
F4 45 315% 14 98% 11 7.7% 14 9.8% 18 126% 23 16.1% 18 126 0.000
%
F5 63 441% 21 147% 12 8.4% 9 6.3% 14 98% 12 84% 12 8.4% 0.000

The data reveals that most of the respondents, specifically 42.7%, expressed disagreement
with the notion that they purchase motor vehicle brands due to the significance of this practice
within their families (F1). Conversely, 41.3% of the respondents indicated agreement with this
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statement. Similarly, a more significant proportion (63.0%) of respondents’ express disagreement
with the assertion, "I utilise vehicle brands that my family has used or currently uses” (F2). In a
similar vein, most respondents, specifically 50.4%, expressed disagreement with the statement "I
purchase motor vehicle brands that evoke memories of my family" (F3), whereas 38.5% indicated
agreement. In addition to the findings, a more significant proportion (49.0%) of the participants
disagreed that their choice of motor vehicle brands indicates their social standing (F4), whereas
41.3% of respondents agreed with this statement. However, a significant majority of 67.2%
expressed disagreement with the statement, "I purchase a motor vehicle brand that my parents have
purchased or currently own" (F5). Based on the findings, it can be inferred that many participants
refrain from purchasing automobiles due to familial customs and practices.

CONCLUSIONS

The present study aimed to examine the perceptions of passenger motor vehicle brands
among individuals belonging to Generation X in the province of KwaZulu-Natal, South Africa. The
results of this study indicate that a significant proportion of the participants agreed with the notion
that their selection of a vehicle brand was influenced by factors such as perceived quality, value,
personal and collective identity, social status, and familial customs. According to the study's
findings, brand managers and marketers in the motor vehicle industry must prioritise enhancing
marketing and promotional strategies. This strategic emphasis is crucial for establishing greater
relevance and attractiveness to the intended target market, ultimately leading to a notable surge in
the sales of their respective motor vehicles. The level of competition within the motor industry
sector is highly intense. The implementation of an appropriate marketing strategy has the potential
to confer a competitive edge on motor vehicle brand enterprises. This study is anticipated to yield a
favourable outcome by contributing to developing a sound marketing strategy for manufacturers of
motor vehicle brands. Consequently, this improvement is expected to enhance the reputation of
their motor vehicle brands and elevate customer satisfaction levels.

REFERENCES

Alfakih, K.A.A., Saraih, U.N., Al-Shammari, S.A., Abdulrab, M., Rehman, A. and Al Mamary,
Y.H.S., (2022). Determinants of the Malaysian Cars Brand Loyalty: Mediating Effect of
Brand Satisfaction. Journal of Industrial Integrationand  Management, 7(04), pp. 555-598.

Bagozzi, R.P., Romani, S., Grappi, S. and Zarantonello, L., (2021). Psychological

underpinnings of brands. Annual review of psychology, 72, pp. 585-607.
Bai, L., Wang, M. and Gong, S., (2019). Understanding the antecedents of organic food purchases:
The important roles of beliefs, subjective norms, and
identityexpressiveness. Sustainability, 11(11), p.3045.
Barnes, J., Black, A. and Duxbury, A. (2016). Automotive policy and inclusive growth: what
have we learned? Journal of International Development, 5(6), pp. 4-14.

Bearden, W. O., Netemeyer, R. G. and Haws, K. L. (2011). Marketing scales: multi-item
measures for marketing and consumer behaviour research. 3™ ed. Thousand Oaks, CA:
Sage.

Berkup, S. B. (2014). Working with Generations X and Y in Generation Z period: management of
different generations in business life. Mediterranean Journal of Social Sciences, 5(19), pp.
218-229.

Bresciani, S. Giacosa, E. and Vrontis, D. (2016). Tradition and innovation in Italian wine family

businesses. Italian Wine Family Businesses, 118(8): 1883-1897.

Camacho, L.J., Ramirez-Correa, P.E. and Salazar-Concha, C., (2021). Consumer ethnocentrism and
country of origin: Effects on online consumer purchase behavior in times of a
pandemic. Sustainability, 14(1), p.348.


https://doi.org/10.26661/2522-1566/2023-3/25-02

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 3 (25), 2023

Carrington, M. J., Neville, B. A. and Whitwell, G. J. (2014). Lost in translation: exploring the
ethical consumer intention-behavior gap. Journal of Business Research, 67(Suppl.):
2759-2767.

Coelho, F.J., Bairrada, C.M. and de Matos Coelho, A.F., (2020). Functional brand qualities and
perceived value: The mediating role of brand experience and brand
personality. Psychology & Marketing, 37(1), pp.41-55.

Department of Trade and Industry (DTI). (2015). Presentation on SA automotive sector.
Department of Trade and Industry: PPC Presentation: Automotives. Pretoria. South
African Department of Trade and Industry (DTI).

Dlamini, H. L. 2016. Customers’ perceptions towards product quality in automotive small and
medium enterprises in Durban Metropolitan Area. Master’s Degree in Management
Sciences in Business Administration, Durban University of Technology. Available:
https://openscholar.dut.ac.za/handle/10321/167 (Accessed 15 April 2019).

Felix, R. (2013). Multi-brand loyalty: when one brand is not enough. Qualitative MarketResearch

17(4): 464-480.

Gastrow, M. (2012). A review of trends in the global automotive manufacturing industry and
implications for developing countries. African Journal of Business Management, 6(19):
5895-5905.

James, J. D., Kim, Y. K and Lee, J. L. (2014). A reconceptualisation of brand image.
International Journal of Business Administration, 5(4): 1-11.

Joshi, R. and Garg, P., (2021). Role of brand experience in shaping brand love. International
Journal of Consumer Studies, 45(2), pp. 259-272.

Kapferer, J.N. and Valette-Florence, P., (2021). Which consumers believe luxury must be
expensive and why? A cross-cultural comparison of motivations. Journal of Business
Research, 132, pp.301-313.

Karoui, S. and Khemakhem, R., (2019). Consumer ethnocentrism in developing
countries. European Research on Management and Business Economics, 25(2), pp. 63- 71.

Kim, K., Park, J. and Kim, J. (2014). Consumer—brand relationship quality: when and how it
helps brand extensions. Journal of Business Research, 4(67): 591-597.

Lamprecht, N. and Tolmay, A. S. (2017). Performance of South African automotive exports
under the African Growth and Opportunity Act from 2001 to 2015. International Business &
Economics Research Journal, 16(2): 8-12.

Mashilo, A.M. and Moothilal, R., (2022). Black Economic Empowerment in the automotive
manufacturing  industry: a case for  productive  capacity  development
transformation. Transformation:  Critical Perspectives on Southern Africa, 109(1),
pp.112-138.

Moore, M. (2012). Interactive media usage among millennial consumers. Journal of Consumer
Marketing, 29(6): pp. 436-444.

Polyakova, O. and Mirza, M., (2015). Perceived service quality models: are they still
relevant? The Marketing Review, 15(1), pp.59-82.

Saunders, M. Lewis, P. Thornhill, A. (2009). Research Methods for Business students.
Documentary secondary Data. 3" ed. London. Pearson education.

Strizhakova, Y, Coulter, R. A. and Price. L. L. (2008). The meanings of branded products: a
cross-national scale development and meaning assessment. International Journal of
Marketing Research, 25(2): pp. 82-93.

Stylidisa, K. Wickmana, C and Sdderberga, R. (2015). Defining perceived quality in the automotive
industry: an engineering approach. In CIRP 25th Design Conference Innovative Product

Creation 2015. Haifa, Israel: Elsevier, 1-6. Available: www.sciencedirect.com (Accessed 22
April 2022).

Varsha, J. and Saumya, P. (2012). Navigating Generation Y for effective mobile marketing in

India: a conceptual framework. International Journal of Mobile Marketing, 7(3): 56-  65.


https://management-journal.org.ua/index.php/journal
https://openscholar.dut.ac.za/handle/10321/167

Mhlongo, B. & Msosa, S.K. (2023). Vehicle brand perception among generation X in the South African higher
education  sector. Management and  Entrepreneurship:  Trends of Development, 3(25), 19-29.
https://doi.org/10.26661/2522-1566/2023-3/25-02

Wang, Y. and Li, M., (2021). Family identity bundles and holiday decision-making. Journal of
Travel Research, 60(3), pp.486-502.

Xie, L. and Chen, C.C., (2014). Hotel loyalty programs: how valuable is valuable
enough?. International Journal of Contemporary Hospitality Management, 26(1),
pp.107-129.

Yang, L.W., Aggarwal, P. and McGill, A.L., (2020). The 3 C's of anthropomorphism:
Connection, comprehension, and competition. Consumer Psychology Review, 3(1),
pp.3-19.

Yusiana, R. and Widodo, A., (2020). Green perceived value and green satisfaction to green
trust Rumah Karung Goni consumers. Advances in  Natural and Applied
Sciences, 14(2),pp.55-63.

CIIPUMAHATTS BPEH/IIB ABTOMOBLIIB CEPE/] IOKOJITHHA X
Y CEKTOPI BUIIIOI OCBITH IIIBAEHHOI A®PUKHU

Bright Mhlongo Steven Kayambazinthu Msosa
Department of Marketing, Mangosuthu University PhD, Department of Marketing,
of Technology, Mangosuthu University of Technology,
South Africa South Africa

Ile nmocmijkeHHs Malo Ha MeETI 3’ACyBaTW 3arajbHE YsBJIEHHS LIOJ0 3HAYCHHS, SKe
MIPUITMCYETHCA PI3HAM MapKaM JIETKOBUX aBTOMOOLTIB cepell MmoKoiHHs X, nemorpadidyHoi rpym,
SKa CTAaHOBUTH OLIBIICTh MOKYMIB aBTOMOOLTIB. JlOCHi/PKEHHS MTPOBOAMIOCS B MPOBIHIIL
KBazyny-Haran, ne nani Oynum 310paHi B 4OTMPHOX BHUINMX HABYAIBHMX 3akianax. JlocmimkeHHs
OyJl0 TpPOBEJEHO 3 BUKOPUCTAHHSAM KIJIbKICHOIO, ONHMCOBOTO Ta IEPEXpPECHOro u3aiHy
JOCTKeHHs. MeToi OonuTyBaHHS BHUKOPUCTOBYBaBcs Uil 300py aaHux 13 BuOipku 400 ociO,
OB’ SI3aHKX 3 YHIBEpPCUTETOM (CITiBPOOITHHKIB, CTYICHTIB), 110 HAJIEXKATh 10 KOTOPTH MOKOIIHHS X,
Jani Oynu mpoaHali3oBaHi 3a JOMOMOTOK0 OIMKMCOBOI CTAaTHCTUKH 3a gormomoror SPSS Bepcii 23.
JlocnmipKeHHsT BHMBYAIO pI3HI acleKTH OpeHIy, OocoOJIMBO 30Cepe/DKYyIOUHMCh Ha (akTopax,
OB’ SI3aHUX 3 SAKICTIO, LIHHICTIO, OCOOMCTOIO0 Ta IPYIHOBOIO 1IEHTUYHICTIO, CTaTyCOM 1 CIMEHHUMU
TpaauLisiMU. [HIYCTpis JETKOBUX aBTOMOOIIIB XapaKTepPU3YEThCA TOCTPOIO KOHKypeHIiew. OTxe,
nepesl TUM, SIK 3aBEPLIMTH MOKYIKY, CIOYKMBadl IPONOHYIOTh Pi3HI aJbTEpHATUBU IS OLIHKU Ta
perenbHOro BuUBYeHHS. Jlig Toro, mo0 eQgeKTUBHO 33J0BOJBHUTH BHUMOTH CIIO)KHBAdiB,
aBTOBHUPOOHMKM TOBHHHI BOJIOAITH BCEOIYHUM PO3YMIHHSAM iXHIX TOTpe® 1 BIUIMBY, SKHI
3MIIACHIOIOTH 1XHI Kosierd. KpiM Toro, aBTOBUpOOHHKHM MOBUHHI IPOMOHYBAaTH TPAHCIOPTHI 3aco0w,
SIK1 BIATIOBIAAIOTh YHIKQAJIBHUM XapaKTEPUCTHKAM KOXKHOTO. 3T1IHO 3 ICHYIOYOKO JITEPaTyporo,
BUPOOHMKHM aBTOMOOUIIB MalOTh IMOTEHLIa] JUIs TMOKpalleHHs OOCITyroBYBaHHsS KII€HTIB abo
KOPHCTYBaYiB MNUISXOM BIIPOBAPKEHHS CYyJacHUX Ta MIATBEP/UKCHUX CTPYKTYp 1 TpOUExyp s
yIPaBIiHHS MiIKIIOYSHHSIM KITI€HTIB. Pe3ynbTaTs IbOro JOCHIHKEHHS CB1IYaTh MO Te, 10 3HAYHA
YaCcTHMHA YYaCHUKIB BHCIOBWJIA 3roAy 3 AYMKOIO, IO Ha BHUOIp MapKd TPAHCTIOPTHOTO 3ac00y
BIUTUHYJIH Taki (PakTopH, SIK SKICTh, IIHHICTb, IHAWBIAyaldbHa Ta KOJEKTUBHA 1JIEHTUYHICTD,
coLiampHU cTaTyc 1 cimMeilHl Tpanuuii. JlocnmipkeHHS M03BOJMIIO HAJAaTHU ILIHHY 1H(opMallio
HAYKOBIIM, IpodecioHanaM raiysi Ta BUpOOHHKAM aBTOTPAHCIOPTHHUX 3ac00iB, J03BOJIAIOUU iM
PO3BHHYTH BCceOIUHE PO3yMIHHS MPOOJIEM, 3 SIKUMU CTUKAIOTHCS MPOMHUCIIOBICTh, HAYKOBI KOJa Ta
CMOKMBaYi, MOB’sA3aH1 3 YSABJIEHHSAMH PO pi3HI Mapku aBToMOOLIiB. KpiM TOro, pe3ynbraTi 1bOro
JOCITIDKEHHST MOXXYTh CJIYTyBaTH I[IHHAM IHCTPYMEHTOM JUIsl BU3HAY€HHS OUIBIN BIAMOBIAHOTO
MapKETUHTOBOTO IMiAX0 Ty JUISI TOKPAIEHHS CTABJICHHS CIIOKUBAYiB IO aBTOMOOUTHHUX OpEH/IB.

Kurouosi ciioBa: OpeHy, aBTOMOO1ITb, SIKIiCTh, YIIOJA00aHHS, TOKOMIHHS X.
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