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AB5TRACT

srudy'ng rhe fdciors ,nf uen. h9 .oisuher behdv,olr s o rask ihdi every yedr

h6 d drg€ 
'nfuence 'n rhe horkethg ne.ision process of the conpdnies

Id?trrifyhg ohd uhde6tofding d lfer.hr .ulrures of con5um€.s dr€ the kay

srmreqies for hdrk€rers As harkers ore b€coh n9 hore.ompennve, rhe need

for undersrohd h9 .onsuhers in d,ffer€nr curdrd rs d priorry n hdrkeritrg

ocriviries All culro.ol zahents hdve ro be thoroughty unde.iood before

consuh€r behdviour is rhe decson proc€ss* aid o.rr of p€ope 
'nvolved

buylng ohd usng Produ.ts aqlrure 5.very rhihg thdt peop€ hdfe dhd rh hk

h ,lonnun( Norlh d'v6'oh, diff€renr erhn'c amups such ds roh , hus n dnd

blrgher v€ 50, rhB r€sedr.h s doh€ 
'n 

l .N d'vis'on ro srudy the c! turol

dff€renc€s ber{eah rhe thre€ cohhunir e5 dnd ,rs hpa.i on conslme.

behaviour towar& durdbe goods.In ord€r to siudy rhe hpo.tofcuiureon

.onsuner behov,our rowards durobe goods, lour dinenslons wer€ .onJdered

(Power disronc€, Indivduo sh co ed v,sh, A{ds.u ihily Fennisn .nd

The structlred q!4ronndre wos used to

re5p0nd.nrs tor rh 5 srudi Th?.o ?d?d doro

a 4t vnqi doro trch 2oo

hds been onolyz€d dhd evo udled

1.
Froh rhe reseor.h il ms found thoi rn rhe roh cnd bapgher conmunry, peopte

ve roqerher (collectivi5n curure), rhey feerthredien by uncefrd'n of unkmwh

stuoiioa5 (uncertonry ovodoh.e ctrhure) oid there s hequoltt h pouer



Sut, nrhz hus h cohhunil.y, re3pondehrs hoke purchds'ng d€cision dlohe wilhin

rha fdhily (Ihdivduolish and Maculinlry cu rur€), rhzy feel rhraoren by

unc€rrain or unk own srudrions (Unc€doinry ovolddnce cuhu.e) and there is

inequaliry in power (Powar disrdhce cuhufe).

Th€ tffil dd burgher respondenis behov. ih rhe sdhe hdin€r wheh they

purchde du.db e goods bced on iheir cuh!.e Bot, th€ hus im r€spondehrs ore

diffe.€nt froh the iohil dnd burqher raspondehrs ih consumer behdviour

,
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