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Abstract : The purpose of this study was to examine the existence of Inter-generational Influence (IGI) between two successive
generations in the selection of automobile brands. IGI was examined between mother-daughter dyads and father-son dyads. A
total sample of 320 respondents (80 fathers and their 80 sons, 80 mothers, and their 80 daughters) from the upper-middle class
was selected. Three important findings from this study are; (a) the difference in proportion of agreements Brand-In-Use versus
Brand-In-Mind appeared to be statistically significant in the Automobile product category. Thus agreements Brand-In-Use
situation between parent and child has more agreements than Brand-In-Mind situation; (b) the difference in proportions
between women and men (women means mother-daughter dyad agreement, and men means father-son dyad agreement) is
statistically significant in automobile brand preferences. This means that mother-daughter dyad brand preferences, both brand-
in-mind and brand-in-use are more significant than that of a father-son dyad, and (c) dominance of the top three brands has
been exhibited in automobiles both Brand-In-Use and Brand-In-Mind. These three brands hold more than 57% of auto brand
preferences. This means that the three brands occupy distinct and strong positions in the minds of consumers. These results
reflect that there is significant evidence of IGI presence between parent and adult child. Marketers of auto brands need to
understand this sort of influence on their target consumers.
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