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ABSTRACT

Studying the factors influencing consumer behaviour is a task that every vear
has a large influence in the marketing decision process of the companies.
Identifying and understanding different cultures of consumers are the key
strategies for marketers. As markefs are becoming more competitive, the need
for understanding consumers in different cultures is a priority in marketing
activities. All cultural elements have to be thoroughly understeod before

entering new markets.

Consumer behaviour is the decision processes and acts of people invelved in
buying and using products, Culture is every thing that people have and think as

members of a society.

In Manmunai North division, different ethnic groups such as tamil, muslim and
burgher live. So, this research is done in M.N division to study the cultural
differences between the three communities and its impact on consumer
behaviour fowards durable goods. In order to study the impact of culture on”
consumer behaviour towards durable goeds, four dimensions were considered

(Power distance, Individualism - Collectivism, Masculinity - Feminism and
.
* Uncertainty avoidance), -

rl

The structured questionnaire was used to collect primary jda‘ru from 200

respondents for this study. The collected data has been analyzed and evaluated.
i'\ I

.).
From the research it was found that in the tamil and bargher community, people

L}

live together (Collectivism culture), they feel threaten by uncertain or unknown
situations (Uncertainty avoidance culture) and there is inequality in power

(Power distance culture).



But, in the muslim community, respondents make purchasing decision alone within
the family (Individualism and Masculinity culture), they feel threaten by
uncertain or unknown situations (Uncertainty aveidance culture) and there is

inequality in power (Power distance culture).

The tamil and burgher respondents behave in the same manner when they
purchase durable goods based on their culture. But, the muslim respondents are
different from the tamil and burgher respondents in consumer behaviour

towards durable goods.
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