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The Relationship Between Dimensions Consumer
Involvement And Demographic variables of Brand
Audiences

Ms.Dina Mohamed Omar Meshall*
Abstract:

When choosing a brand, consumers are influenced by determinants.
Their choice may depend on the perceived importance of the brand to
them and the extent to which it fulfills the desired aspects of
enjoyment, or it may have become a symbol for them, and they can’t
afford any consequences or problems when purchasing or using it. For
an individual to reach a high or low level of Involvement, there are
precedents that determine their degree of Involvement, including the
demographic characteristics of each consumer.

The consumer Involvement of men and women, different age
groups, and high, medium, and low socioeconomic status differ in
terms of their interest, enjoyment, and the symbolism that the brand
represents for them, as well as the expected risks and consequences of
using it. Hence, the study examines the relationship between
demographic variables and the dimensions of consumer Involvement
for the brand audience for a high- and low- Involvement consumer
product for electronic devices (Apple and Sony), and a
telecommunications service (Vodafone and WE).

Keywords: Consumer Involvement, Brand, Demographic variables.
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