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The most relevant dimension in promoting cars is indulgence: this dimension refers to the level to which people try to control their impulses and desires, depending on the way they have been raised. Relatively weak control is known as "indulgence" while "Restraint" refers to relatively stable control (Hofstede, 2010).
I think so because the dimension with the highest scores on the Hofstede's chart for Sweden is the indulgence. Therefore, it means that the Swedish culture is that of indulgence. Consequently, the Swedish people exhibit the willingness to realize their desires and impulses related with having fun and enjoying life. It seems they tend towards optimism and a positive attitude. Besides, they place a certain degree of significance on leisure time, spend as they wish and act as they deem fit (Jones, 2007).
The general idea for promoting the selling of automobiles in Sweden will be an advert promoting quality consciousness, variety-seeking, and analysis of anticipated regret. For instance, the advert will begin with an impeccably dressed driver driving to work in an exotic car, through a congested street with old cars  to a posh suburb. Then the driver will park the car cautiously to avoid scratching the car with the guidepost. Lastly, the advert will conclude with the driver alighting from the car; he will then take a look at how the car is parked without a scratch and then smile.
The objective of the idea is to influence Swedish people’s emotions and desires for an exotic car. Consumers might feel obliged to buy the brand or product because it  could be liked or accepted by other or is a better choice than others. Since the Swedish people are of indulgence dimension, they are more appealed to advert that exudes happiness and motivation.
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