
LIST OF TABLES AND GRAPHS
Sr. Table Table Title

Page
No.

1. 1-5 Sample distribution as per demographic profiles. 29-32
2. 6 Sample distribution for brand awareness of digital cameras. 33
3. 7 Sample distribution as per ownership of Camera Brand. 34

4. 8
Sample distribution as per reliable source for digital camera 
information

34

5. 9-15
Sample distribution as per preference rating for selection 
features.

35-38

6. 16 Sample distribution as per brands role in decision making. 39

7. 17-21
Cross tabulation for demographic profiles and camera brand 
owned

40-43

8. 22 Sample data as per purpose of buying Camera. 44
9. 23 Sample data as per period of camera purchase. 44
10. 24 Sample data as per preferred mode of camera purchase. 45
11. 25 Sample data as per awareness about types of digital cameras. 45
12. 26 Sample data as per possession of type of camera. 45
13. 27 Descriptive Statistics for general features preferred. 46
14. 28 Descriptive Statistics for technical features preferred. 47
15. 29 Sample data as per price range preferred for future purchase. 48
16. 30-34 Cross tabulation for price preferred and demographic profiles. 49-53
17. 35-37 Sample data as per brand recall for the cameras. 54-55

18. 38-40
Sample data as per Top of mind recall for the above camera 
brands.

55-56

19. 41-43 Sample data as per Ad recall for Camera Brands. 56-57

20. 44-46
Sample data as per Celebrity Impact on minds of the 
respondents.

57-58

21. 47 Sample data as per Same Celebrity Endorsing Many Brands. 59

22. 48-55 Sample data as per Feelings about advertisement and celebrity 
personality features.

59-69

23. 56 Sample data as per Advertisement opinion for Brands. 70
24. 57-63 Sample distribution as per demographic profiles. 72-74

64 Sample distribution for awareness of camera brands. 75
25. 65 Sample distribution as per Brand Ownership of Camera. 76

26. 66-72 Cross tabulation as per brand ownership and demographic 
profiles.

76-80

27. 73 Sample distribution as per reliable source for digital camera 
information. 81

28. 74-80 Sample distribution as per preference rating for selection 
features. 81-84

29. 81 Descriptive statistics as per brands role in decision making. 85
30. 82 Sample distribution as per Period of Camera Purchase. 86
31. 83 Sample distribution as per Preferred mode of Camera Purchase. 86
32. 84-85 Descriptive Statistics for general and specific features preferred. 87-88
33. 86 Descriptive Statistics for technical features preferred. 90

VII



Sr. Table Table Title Page No.

34. 87-89 Sample distribution as per Brand Recall for the Cameras. 92

35.
n Q Sample distribution as per Top of mind recall for the above

Camera Brands.
93

36. 93-95 Sample distribution as per Ad recall for Camera Brands. 94

37. 96-98
Sample distribution as per Celebrity Impact on minds of the 
respondents.

95

38. 99
Sample distribution as per Same Celebrity Endorsing Many 
brands

96

39. 100
Sample distribution as per Advertisement opinion for
Brands.

97

40. 101-108
Sample data as per Feelings about advertisement and 
celebrity personality features.

97-108

41. 109 Chi-Square for Gender and Brand Ownership 109
42. 110 t-test for general features by individuals and professionals. 104
43. 111 t-test for technical features by individuals and professionals. 105

Sr. Graph. List of Graphs Page.No.
1 1 Feelings about advertisement for Brands. 60
2 2 Feelings toward Brands. 61
3 3 Attractiveness of celebrity. 62
4 4 Trustworthiness of celebrity. 64
5 5 Expertise of celebrity. 65
6 6 Celebrity Familiarity 67
7 7 Celebrity likeability. 68
8 8 Adjective that describes for Brands 69

BAKU. B-lASAtitB KHAhDEK '.H UBUnill
SHiVAJl UNIVERSITY. KOLHAPUR.

VIII


