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Özet
İşletmelerin uluslararası ve çokuluslu pazarlarda ve global rekabet ortamında
daha etkin rekabet edebilmeleri için yöneticilerin sözkonusu pazarların niteliklerini ve
kendi ürünlerinin özelliklerini çok iyi değerlendirmeleri gerekmektedir. Çokuluslu pazarlar
işletmelere aynı anda fırsatlar sunmakta ve çok sayıda zorlukları da beraberinde
getirmektedir. Bu noktada, çokuluslu pazarlara sunulan ürünlerin etkin şekilde
konumlandırılması ve çokuluslu pazarlardaki tüketicilerin tüketim ve satın alma
davranışlarını etkileyen faktörlerin önceden belirlenmiş olması, işletmelerin sözkonusu
pazarlarda rekabet başarısı elde edebilmeleri için gerekli olan en temel kriterler olarak
görülmektedir. Bu nedenle, bu çalışmada çokuluslu pazarlarda tüketicilerin davranışlarını
belirleyen ve etkileyen belli başlı faktörlerin neler olduğu üzerinde durulmakta ve
incelenmeye çalışılmaktadır.
Anahtar Kelimeler: Tüketici davranışları, Alışveriş eğilimi, Çokuluslu pazarlar,
çokuluslu işletmecilik.

Abstract
In order to compete in the market, the multinational companies’ (MNCs) should
evaluate the major characteristics of the market and their products. The markets bring the
companies both essential opportunities and difficulties and threats. In other words, the
companies have to develop effective competitive strategies in order to survive in the market.
At this point, the effective positioning of the products, the effective determination of the
factors influencing consumer behaviours in the market can be considered as the critical
factors for the achievement of the success of the companies. Therefore, in this study, the
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factors that influence the consumer behaviour within the multinational markets are tried to
be examined.
Key Words: Consumer behaviour, Shopping orientation, Multinational markets,
Multinational business..

1. Introduction
Globalization has been seen particularly at the beginning of 1980s and there have
occurred many changes in marketing and other functions of the companies. With those
changes, all of the companies have existed face to face in a common market. In this new
global market, the core of success has become to identify the consumer perceptions and
requirements. Moreover, customer needs have become homogeneous and product-service
quality has reached up high levels in global markets. All those factors and the growing
competition have been the major factors that that the companies concern about.
In order to compete in the market, the companies’ managers should evaluate the
major characteristics of the market and their products. The markets bring the companies
both essential opportunities and difficulties. In other words, the companies have to develop
effective competitive strategies in order to survive in the market.
Moreover, it is suggested that according to the segment perspective, innovating by
continuously adjusting customer value may lead to new customer segments 1 . It was stated
that 2 the companies “should not only focus on the most demanding customers by offering
more sophisticated (often expensive) products, but also on less demanding customers (the
lower tiers of the market) by offering cheaper and more convenient products”. Thus, such
an innovation refers to the emerging customer segment and value creation trough product
positioning and brand management. It is mentioned that many successful companies have
based their market activities on this principle and this was seen as a way of competing.
In this context, it is mentioned that 3 the companies operate in increasingly
dynamic and turbulent environments characterized by intense competition, uncertain
market conditions, faster technological changes and shorter product life cycles. At this
point, the effective positioning of the products, the effective determination of the factors
influencing consumer behaviours in the market can be considered as the critical factors for
the achievement of the success of the multinaltional companies (MNCs).

2. Literature Review
Consumers or customers creating markets are different from each other variously:
like their requests, sources, which places they are in, attitudes in buying and ways of
1

Logman, M., Logical brand management in a dynamic context of growth and innovation. Journal
of Product & Brand Management, Vol.16, No.4, 2007, pp.257–268, p.261.
2
Christensen, Raynor and Verlinden, 2001 as cited in Logman, M., Logical brand management in a
dynamic context of growth and innovation. Journal of Product & Brand Management, Vol.16,
No.4, 2007, pp.257–268, p.261.
3
Rodríguez-Pinto, J.; Rodríguez-Escudero, A.I.; Gutiérrez-Cillán, J., Order, positioning, scope and
outcomes of market entry. Industrial Marketing Management, Vol.37, 2008, pp.154–166, p.154.
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attractiveness. Consumer prefers different kinds of product causes heterogeneous
preferences (Diffused preferences) in market. The market consists of consumption units
needing different kinds of products from each other is called heterogeneous market.
Markets related with consumer items like house, automobile, garment are rather
heterogeneous 4 .
Investigating the factors influencing consumer behaviour is based on principle of
dealing with necessities relative homogeneous as to one by one group in perspective of
need differences. In brief, identifying the factors influencing consumer behaviours is the
process of demonstrating the different dimensions that impact the shopping orientation and
buying behaviours of the consumers.
Moreover, identifying the factors influencing consumer behaviours is the process
of identifying the potential customers and their specific characteristics and determining the
likely factors that influence their purchase behavior. The key to a successful identification
is the ability to capitalize on similarities within a consumer category that are important
from a marketing point of view 5 . Aim of this process or period is to build up a marketing
mix or program that will adjust better to individuals’ needs in chosen a market section.
Consequently, this approach accepts that all buyers are not the same because the
factors affecting their purchase behaviour are different. Even when people buy the same
product, the needs they are satisfying with the product’s purchase and use can be different.
Several reasons exist for identifying the factors influencing consumer behaviour. A
diverse and changing market can be better satisfied, and communication and distribution
within a market segment can be more focused and specific than with a mass-market
approach. The search for competitive advantage may force this approach. 6
Determining needs of different consumer groups as sub-sections of market, and
identifying the factors influencing consumer behaviour provide the following advantages
for the companies 7 ;






Consumer needs are considered better and responded.
The most attractive and profitable sections of market are inclined.
Because of being thought separately message and means, influencing tactics
become more active and profitable.
Changes and developments in market are observed better.
Generally marketing is done better and sources are used more profitably.

4

Mucuk, İ., Pazarlama İlkeleri, 14th Edition, Istanbul: Turkmen Publishing, 2004.
5
Piercy, N.F.; Morgan, N.A., Strategic and Operational Market Segmentation: A Managerial
Analysis. Journal of Strategic Marketing, Vol.1, 1993, pp.123-140.
6
Husted, S.W.; Varble, D.L., Principles of Modern Marketing. Alyyn&Bacon Publishing, 1999.
7
Mucuk, İ., Pazarlama İlkeleri, 14th Edition, Istanbul: Turkmen Publishing, 2004, pp.103-104.
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3. General Explanations on the Subject
3.1. Identifying the Factors Influencing Consumer Behaviour
It is indicated that it is certainly reasonable to inquire about the consumers’
shopping behaviors, such as the motivations underlying where they shop and why they shop
and what they buy. 8 It is seen that many factors interplay to affect consumers’
decisionmaking process that can directly influence their purchase behavior.
It is indicated that there are several factors that influence the consumer behaviour
as seen on Table 1.
Table 1. The Factors that Influence the Consumer Behaviour
Geographic factors
Demographic
factors
Psychographics
factors

influence the consumer behaviour by region of the country or
world.
influence the consumer behaviour according to demographic
variables such as age, gender, ethnic background, and income.
influence the consumer behaviour based on the characteristics
such as personality, motive, and life style.

Geo-demographic
factor

is a multivariable factor that influence consumers based on the
neighborhood lifestyle categories. It combines geographic,
demographic and psychographics factors.

Cultural factor

influence the consumer behaviour based on the values and
beliefs of the individuals.

Source: Kotler, P., Armstrong, G..Marketing: An Introduction. 6th Edition, New Jersey:
Prentice Hall, 2003.
As it is mentioned above, in identifying the factors that affect the consumer
behaviour, researchers look at a number of different influences on consumer behavior.
According to Griffin and Ebert 9 four of the most important factors are geographic-cultural,
demographic, psychographics, and product-use variables.

8

Sidin, S.M.; Rahman, M.A.; Rashid, Z.A.; Othman, N.; Bakar, A.Z.A., Effects of social variables on
urban children’s consumption attitude and behavior intentions. Journal of Consumer Marketing,
Vol.25, No.1, 2008, pp.7–15.
9

Griffin, R.W.; Ebert, R.J., Business, 5th Edition, New Jersey: Prentice Hall, 1999.
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a) Geographic-Cultural Variables
Geographic variables are “the geographical units, from countries to neighborhoods
that may be considered in developing a segmentation strategy” 10 . These patterns affect
decisions about the marketing mix for a huge range of products. Although the marketability
of some products is geographically sensitive, others benefit from nearly universal
acceptance. Clearly, marketers must keep track of changes in geographic and cultural
patterns. The Turkish population, for instance, has been moving west for the past few
decades. Revitalization of urban areas has also led to marketing changes, particularly in
deciding where to locate stores.

b) Demographic Variables
Demographic variables describe “populations, including such traits as age, income,
gender, ethnic background, marital status, race, religion, and social class” 11 . Depending on
the marketer’s purpose, a targeted segment could be a single classification (aged 20-34) or a
combination of categories (aged 20-34, married with children, earning 1000 YTL-3000
YTL). For example, in its attempts to reach younger readers, a company targets advertising
at specific demographic groups, especially families with parents under the age of 50 who
have children at home and households with incomes of more than 15000 YTL anually.
In addition, marketers should know about today’s teenagers. As it is known,
teenagers are comfortable enough with computers to be the primary force behind family
technology purchases. They are also passionate about sports (especially basketball and
football), watch about 6 hours of television a day, and love MTV, Power TV, Kral TV and
music videos. Therefore companies that target teenagers can recognize that music channels
have extraordinary power in the teen market and consider it a perfect vehicle for reaching
teens.

c) Psychographics Variables
Members of a market can also be segmented according to such psychographics
variables as lifestyles, opinions, interests, and attitudes. One company that has combined
demographic and psychographics variables to get a better picture of its market is Starbucks
Coffee Co., which has expanded its original coffee bean shops into coffee bars. Among the
trends observed by Starbucks, for example, is the nationwide push for sobriety: Young
urbanites out for a night on the town are often looking for an alternative to alcohol.
Moreover, Starbucks fans enjoy the stylish coffee bars with lattes, mochas, and espresso
drinks.

d) Product Use Variables
Product use variables include the ways in which consumers use a product, their
brand loyalty to it, and their reasons for purchasing it 12 . A women’s shoemaker, for
10

Griffin, R.W.; Ebert, R.J., Business, 5th Edition, New Jersey: Prentice Hall, 1999, p.278.
11
Skinner, S.J., Marketing. Boston: Houghton Mifflin Publishing, 1990, p.113.
12
Mucuk, İ., Pazarlama İlkeleri, 14th Edition, Istanbul: Turkmen Publishing, 2004, p.107.
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example, might identify three segments: wearers of athletic, casual, and dress shoes. Each
individual is looking for different benefits in a shoe. A woman buying an athletic shoe, for
instance, may not care much about its appearance but will care a great deal about arch
support, sturdiness, and traction in the sole. A woman buying a casual shoe will want it to
look good and feel comfortable. A woman buying a dress shoe may require a specific color
or style and may even accept some discomfort in a fragile shoe.
In the literature, it is implied that besides those factors as being the sub factors, the
three factors significantly influence the consumer behaviour which are personality factor,
culture factor, and customer orientation factor. These are the mostly examined and
investigated factors within the empirical researches in the literature. Therefore, in our study,
these three factors were selected to constitute the sub-area of the broad research topic. We
specifically focused on these three factors as they have taken the attention of the
researchers recently. Moreover, we have noticed that especially the multinational
companies try to find out the factors influencing the consumer behaviour in order to target
the right segment and to promote their services and products in a more effective way. One
of these factors is the consumer orientation factor. Therefore, as a sub-area subject, we
examined more specifically how the multinational companies especially consider the
consumer orientation factor that affects their purchase behaviour of the products and
services which these companies offer.

3.2. The Personality Factor Influencing Consumer Behaviour
In this part, we will try to present the association between consumer personality
and the consumer behaviour. Justifications for the examination of the effects of personality
on the consumer behaviour were derived from the literature which suggests that individual
personality affects consumer behaviour 13 . Individual personality traits and consumer
purchase behaviour are important aspects in marketing management, especially in targeting,
market segmentation, brand management etc. areas. 14 . Therefore, in here it is tried to
explore the relationship between individual personality traits and consumer behaviour. It
will be tried to discuss that individual personality traits account for differences in the values
sought by the consumer and lead to different types of consumer behaviour.
In literature it is mentioned that by giving importance to understand customer
personality traits based on the customer’s relationship orientation, the companies identify

13

Kotler, P.; Armstrong, G., Marketing: An Introduction, 6th Edition, New Jersey: Prentice Hall,
2003; Allsopp, J.F., Personality as a determinant of beer and cider consumption among young men.
Personality and Individual Differences, Vol.7, 1986, pp.341-347; Bennett, R., Communicator
credibility, personality factors and customer responses to comparative advertising claims. Marketing
Intelligence & Planning, Vol.15, No.2, 1997, pp.85–96; Matzler, K.; Bidmon, S.; Krauter, S.,
Individual determinants of brand affect: the role of the personality traits of extraversion and openness
to experience. Journal of Product & Brand Management, Vol.15, No.7, 2006, pp.427–434.
14
Kotler, P.; Armstrong, G., Marketing: An Introduction, 6th Edition, New Jersey: Prentice Hall,
2003; Keller, K.L., Conceptualizing, measuring and managing customer-based brand equity. Journal
of Marketing, Vol.57, January, 1993, pp.1-22.
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their valued customers’ orientation so that they may concentrate their efforts on creating
awareness, creating purchase behaviour, building trust, commitment, and delivering
satisfaction, etc.. For example, as it is implied, marketing programs directed towards
customers who desire a relationship with their service provider should concentrate on
building and maintaining customer trust and commitment to the store by considering the
customers’ personality traits 15 . Moreover, it is emphasized that while consumer personality
traits cannot be controlled by the companies, segmenting consumers according to their
desire for commercial relationships, could be useful that it offers a guide to the companies
as to which segment relationship efforts are likely to be most effective 16 .
In marketing research, personality traits have been adopted to study a variety of
emotional responses, such as emotions and customer satisfaction 17 and customer purchase
18
behaviour . For example, the concept of hedonic value that was related with consumer
behaviour as it is indicated that the concept pursues the subjective, emotional, aesthetic and
symbolic aspects of consumption 19 . Chaudhuri and Holbrook 20 defined hedonic value as
“the pleasure potential of a product, whereas utilitarian value is conceptualized as the
ability of a product to perform functions in the everyday life of a consumer”. In this respect,
it has been proposed that “individuals who score high on openness may also be more open
to affective responses to brands and perceive and experience brand-related affect stronger
than closed individuals” and “the personality trait extraversion is positively related to the
hedonic value of a product and brand affect” 21 .

15

Garbarino, E.; Johnson, M.S., The different roles of satisfaction, trust, and commitment in customer
relationships. Journal of Marketing, Vol.63, April, 1999, pp.70-87.
16
Bove, L.; Mitzifiris, B., Personality traits and the process of store loyalty in a transactional prone
context. Journal of Services Marketing, Vol.21, No.7, 2007, pp.507–519.
17
Matzler, K. ; Faullant, R. ; Renzl, B. ; Leiter, V., The relationship between personality traits
(extraversion and neuroticism), emotions and customer self-satisfaction. Innovative Marketing,
Vol.1, No.2, 2005, pp.32-39.
18
Matzler, K.; Bidmon, S.; Krauter, S., Individual determinants of brand affect: the role of the
personality traits of extraversion and openness to experience. Journal of Product & Brand
Management, Vol.15, No.7, 2006, pp.427–434.
19
Mano, H.; Oliver, R.L., Assessing the dimensionality and structure of the consumption experience:
evaluation, feeling and satisfaction. Journal of Consumer Research, Vol.20, 1993, pp.451-466;
Chaudhuri, A.; Holbrook, M.B., The chain of effects from brand trust and brand affect to brand
performance: the role of brand loyalty. Journal of Marketing, Vol.65, April, 2001, pp.81-93.
20
Chaudhuri, A.; Holbrook, M.B., The chain of effects from brand trust and brand affect to brand
performance: the role of brand loyalty. Journal of Marketing, Vol.65, April, 2001, pp.81-93.
21
Matzler, K.; Bidmon, S.; Krauter, S., Individual determinants of brand affect: the role of the
personality traits of extraversion and openness to experience. Journal of Product & Brand
Management, Vol.15, No.7, 2006, pp.427–434.
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Moreover, the researchers have recognized that it is important to identify what
types of consumers are inclined to engage in marketing relationships 22 . It is also implied
that the consumers with personality traits with a strong social element are more likely to
desire a relational orientation from a company and this was explained as “their
interpersonal orientation would make them both more willing and able to communicate and
interact with the company in order to establish and maintain this desired orientation”23 .
In this respect, it is seen that there are a number of empirical supports for the
association between personality and the consumer behaviour. Among those studies, a
significant positive association was found between the consumer personality trait and
relationship commitment to the beauty retailer 24 . By following the Big Five Personality
Trait Model 25 , a positive association was found between customer personality traits of
agreeableness, conscientiousness, extraversion and emotional stability and his/her trust of
the retail store and commitment to the retail store 26 .
Thus, it is found important for the companies to understand the basic patterns of
consumer behavior so that they can know who they are dealing with and how they will
stimulate the purchase behaviour. In this issue, Albanese 27 has constituted groundwork for
many of these personality differences in marketing context and studied how personality
relates to shopping and other activities. Albanase 28 has identified four distinct categories
of customer personality such as “the normal shopper who spends less than they earn, save
for future purchases; the neurotic shopper who spends an excessive amount of time
shopping, exhausting anyone who shops with them; the compulsive or primitive shopper
who is driven to spend money he/she does not have on things he/she does not need and
then tend to hide purchases in the original wrapping with the price tags still on them; and
22
Bove, L.; Mitzifiris, B., Personality traits and the process of store loyalty in a transactional prone
context. Journal of Services Marketing, Vol.21, No.7, 2007, pp.507–519; Odekerken-Schroder, G.;
de Wulf, K.; Schumacher, P., Strengthening outcomes of retailer-consumer relationships: the dual
impact of relationship marketing tactics and consumer personality. Journal of Business Research,
Vol.56, 2003, pp.177-190.
23
Guthrie, J.P.; Coate, C.J.; Schwoerer, C.E., Career management strategies: the role of personality,
Journal of Managerial Psychology, Vol. 13, No. 5/6, 1998, pp.371-386.
24
Odekerken-Schroder, G.; de Wulf, K.; Schumacher, P., Strengthening outcomes of retailerconsumer relationships: the dual impact of relationship marketing tactics and consumer personality.
Journal of Business Research, Vol.56, 2003, pp.177-190.
25
See in Luthans, F., Organizational Behaviour, 11th Edition, New York: McGraw Hill, 2008;
Robbins, S.P., Organizational Behaviour, 10th Edition New Jersey: Prentice Hall 2003; Carrell,
M.R.; Jennings, D.F.; Heavrin, C., Fundamentals of Organizational Behaviour, New Jersey:
Prentice Hall, 1997; Gordon, J.R., Organizational Behaviour A Diagnostic Approach, 6th Edition,
New Jersey: Prentice Hall, 1996.
26
Bove, L.; Mitzifiris, B., Personality traits and the process of store loyalty in a transactional prone
context. Journal of Services Marketing, Vol.21, No.7, 2007, pp.507–519
27
as cited in Linn, V., Buy the way neurotic? psychotic? what type of shopper are you?. Pittsburgh
Post-Gazette, December, No.19, 2007, pp.7-8.
28
as cited in Linn, V., Buy the way neurotic? psychotic? what type of shopper are you?. Pittsburgh
Post-Gazette, December, No.19, 2007, pp.7-8.
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at last the psychotic shopper who is shopping to the extreme as buying everything in sight
and the behaviour results in serious financial and legal problems”.
On the other hand, a study examined service complainers and non-complainers on
the basis of four personality characteristics “perceived control, Machiavellianism, selfefficacy, self-monitoring and attitude” toward complaining behaviour of the customers 29 .
The results of their study have indicated that attitude toward complaining, perceived control
and self-monitoring were having significant affects on complaining behaviour 30 . In the light
of the literature, it is recognized that previous researches have linked several personality
characteristics in the studies related to consumer behavior such as purchasing, risk-taking,
societal influence, changes in attitude, compulsive buying, brand preference, and
complaining, etc. 31 . Therefore, it is supposed that in order to understand why consumers
behave the way they do, it is important to look at what factors influence individuals in their
subsequent behaviors such as individual personality traits. Consequently, as the researchers
have addressed the relevance of personality in determining the consumer behaviour
patterns, it can be suggested that there is an association between personality and consumer
behaviour.

29
Bodey, K.; Grace, D., Segmenting service “complainers” and “non-complainers” on the basis of
consumer characteristics. Journal of Services Marketing, Vol.20, No.3, 2006, pp.178–187.
30
Bodey, K.; Grace, D., Segmenting service “complainers” and “non-complainers” on the basis of
consumer characteristics. Journal of Services Marketing, Vol.20, No.3, 2006, pp.178–187.
31
Mowen, J.C.; Speers, N., Understanding compulsive buying among college students: a hierarchical
approach. Journal of Consumer Psychology, Vol.8, 1999, pp.407-430; Taylor, S.; Hunter, G., An
exploratory investigation into the antecedents of satisfaction, brand attitude and loyalty within the
B2B eCRM industry. Journal of Consumer Satisfaction, Dissatisfaction and Complaining
Behavior, Vol.16, 2003, pp.19-35; Keaveney, S.M.; Parthasarathy, M., Customer switching behavior
in online services: an exploratory study of the role of selected attitudinal, behavioral, and
demographic factors. Journal of Academy of Marketing Services, Vol.29, No.4, 2001, pp.374-390;
Bodey, K.; Grace, D., Segmenting service “complainers” and “non-complainers” on the basis of
consumer characteristics. Journal of Services Marketing, Vol.20, No.3, 2006, pp.178–187; Matzler,
K.; Bidmon, S.; Krauter, S., Individual determinants of brand affect: the role of the personality traits
of extraversion and openness to experience. Journal of Product & Brand Management, Vol.15,
No.7, 2006, pp.427–434.

189

Doç. Dr. Aslı KÜÇÜKASLAN EKMEKÇİ

3.3. The Cultural Factors Influencing Consumer Behaviour
In the literature, there are a number of implications that demonstrate the
association between culture and the consumer behaviour. It is implied that culture has
influences on the consumer behaviour 32 . National culture and consumer behaviour are
important issues in understanding marketing management issues and consumer
behaviours 33 . Therefore, under the broad subject, by examining the culture factor, it is tried
to investigate the influence of cultural aspects on the consumer behaviour.
Culture, which is one of the factors affecting human behavior, can be described in
many ways. It is defined that the national culture is the composition of the common beliefs,
norms, traditions, and behaviour patterns of the individuals 34 . To the individual consumer,
the culture influences the perception of the consumers and making the purchasing decision.
Beliefs, values, logic and decision rules are also basic components of a culture and they are
internalized. In this respect, it is indicated that people’s behavior is not random or
directionless, but comes from these basic components of culture. Thus, “people’s behavior
is both a component and a reflection of the culture in which they are embedded” 35 .
In marketing and international marketing literature it is mentioned that giving
importance to understand cultural aspects throughout the customer relationships and
building the marketing and customer relations processes on the basis of cultural
considerations are essential for the companies to identify the customers’ needs,
expectations, and various consumer behaviour patterns. There are a number of studies about
the influence of national culture on consumer behaviour which show that different cultures
react differently to products and services and the marketing processes of the companies. 36
32

Kotler, P.; Armstrong, G., Marketing: An Introduction, 6th Edition, New Jersey: Prentice Hall,
2003; Gong, W.; Li, Z.; Stump, R., Global internet use and access: cultural considerations. Asia
Pacific Journal of Marketing and Logistics, Vol.19, No.1, 2007, pp.57-74; Yeniyurt, S.; Townsend,
J.D., Does culture explain acceptance of new products in a country? An empirical investigation.
International Marketing Review, Vol.20, No.4, 2003, pp.377-396; McCort, D.J. ; Malhotra, N.K.,
Culture and consumer behavior: toward an understanding of cross-cultural consumer behavior in
international marketing. Journal of International Consumer Marketing, Vol.6, No.2, 1993, pp.91127.
33
Kotler, P.; Armstrong, G., Marketing: An Introduction, 6th Edition, New Jersey: Prentice Hall,
2003; Czinkota, M.R. ; Ronkainen, I.A., International Marketing, 5th Edition, FortWorth, TX: The
Dryden Press, 1998.
34
Shein, E., Organizational Culture and Leadership, Canada: John Wiley and Sons Publishing,
1997.
35
Baligh, 1994 as cited in Gong, W.; Li, Z.; Stump, R., Global internet use and access: cultural
considerations. Asia Pacific Journal of Marketing and Logistics, Vol.19, No.1, 2007, pp.57-74.
36
Eves, A.; Cheng, L., Cross-cultural evaluation of factors driving intention to purchase new food
products-Beijing, China and south-east England. International Journal of Consumer Studies,
Vol.31, No.4, 2007, pp.410-425; Dwyer, S.; Mesak, H.; Hsu, M., An exploratory examination of the
influence of national culture on cross-national product diffusion. Journal of International
Marketing, Vol.13, No.2, 2005, pp.1-27; La Ferle, C. ; Edwards, S.M. ; Mizuno, Y., Internet
diffusion in Japan: cultural considerations. Journal of Advertising Research, Vol.42, No.2, 2002,
pp.65-79.
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For example, it was reported that “consumers in different countries have
distinctive perceptions of, and attitudes to, products” 37 . The study 38 has investigated
consumers’ thoughts on new food products in England and China and the results indicated
that the influences on choices were related with personal beliefs as they were important in
intention to purchase than the influence of other people. The results also show that the
Chinese, as a collectivist culture, placed more emphasis on others’ opinions than their own
beliefs and this was linked to a cultural aspect among Chinese.
Another study 39 has presented a cross-national research on internet adoption and
internet using behaviour of the individuals by incorporating the cultural dimensions. In this
study, the national culture classifications of Hofstede 40 were used to examine how these
cultural dimensions help explain variations in country internet use and access rates and the
results provided supporting evidence linking all of Hofstede’s cultural dimensions to
nations’ internet using behaviour.
In this subject, another study 41 investigated the relationship between national
culture and adoption of new products, ideas, and behaviour to suggest a framework for
distinguishing between innovative and imitative behaviour. In this study, four dimensions
of Hofstede were used to distinguish national cultures and the results of the study indicated
that certain dimensions of culture were a key factor in determining consumers’ adoption of
new products.
Furthermore, another study 42 has provided implications for the cultural influences
on the wine purchase behaviour of Chinese people and the findings of their study suggested
that wine was a symbolic product rather than a necessity product in China; therefore, image
was an important attribute for selling wine in China. Besides, it is implied that limited wine
knowledge tended to make Chinese consumers rely heavily on price for their wine
purchasing decisions and Chinese consumers’ high awareness of France as a wine making

37

Eves, A.; Cheng, L., Cross-cultural evaluation of factors driving intention to purchase new food
products-Beijing, China and south-east England. International Journal of Consumer Studies,
Vol.31, No.4, 2007, p.410.
38
Eves, A.; Cheng, L., Cross-cultural evaluation of factors driving intention to purchase new food
products-Beijing, China and south-east England. International Journal of Consumer Studies,
Vol.31, No.4, 2007, p.410-425.
39
Gong, W.; Li, Z.; Stump, R., Global internet use and access: cultural considerations. Asia Pacific
Journal of Marketing and Logistics, Vol.19, No.1, 2007, pp.57-74
40
as cited in Gong, W.; Li, Z.; Stump, R., Global internet use and access: cultural considerations.
Asia Pacific Journal of Marketing and Logistics, Vol.19, No.1, 2007, p.58.
41
Singh, S., Cultural differences in, and influences on, consumers’ propensity to adopt innovations.
International Marketing Review, Vol.23, No.2, 2006, 173-191.
42
Liu, F.; Murphy, J., A qualitative study of Chinese wine consumption and purchasing: Implications
for Australian wines. International Journal of Wine Business Research, Vol.19, No.2, 2007, pp.98113.
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country and their deep-rooted positive beliefs about French wines caused difficulties for
marketing other foreign wines, such as Australian wines, in China. 43
In this respect, the impact of materialism, individualism and collectivism as the
dimensions of culture on American and Korean consumers’ perceptions of the positive and
44
negative roles of price was examined . They also examined the influence of price
perceptions on consumers’ ongoing search behaviour. The results have indicated that these
value orientations positively and negatively influenced perceptions of the positive and
negative roles of price, which in turn influenced ongoing search behaviour. 45
Another implication for the influence of culture was recently presented examining
how national culture affects consumption patterns of life insurance across countries 46 . The
researchers have indicated that because of the uncertainty and ambiguity inherent in the life
insurance product, consumers were more likely to respond according to their cultural
prescriptions.
In the light of the literature, it is suggested that the behavioural patterns
characteristic of a particular culture, express the shared values and beliefs of that culture
and culture not only affects the specific products people buy but also the structure of
consumption, individual decision-making and communication about the product 47 . As it is
demonstrated, the empirical studies of consumer behaviour have also addressed the role of
culture in the consumers’ decision-making process, motivation to take further action, forms
of communication, purchase behaviour, etc. Consequently, it is supposed that in order to
understand consumers’ behaviours, it is essential to consider the factors influencing
individuals in their behaviour patterns such as cultural aspects. Therefore, we can address
that there is a relevance of culture in determining the consumer behaviour patterns and
cultural aspects influence the consumer behaviour.

3.4. The Evaluation of How Consumers’ Shopping Orientation Influence
Consumer Behaviour in Retail Markets
In this part of our study, we will try to present the association between consumers’
shopping orientation and their consumer behaviour in multinational markets. It is supposed
that they have a strong association and thus the multinational companies use the advantage
43
Liu, F.; Murphy, J., A qualitative study of Chinese wine consumption and purchasing: Implications
for Australian wines. International Journal of Wine Business Research, Vol.19, No.2, 2007, pp.98113.
44
Watchravesringkan, K.; Yurchisin, J., A structural analysis of value orientations, price perception
and ongoing search behaviour: a cross-cultural study of American and Korean consumers.
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45
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of segmenting the multinational markets on the basis of consumers’ shopping orientations.
The consumers’ shopping orientations and the multinational market segmentation are the
important aspects in marketing management, especially in targeting, market segmentation,
brand management etc. areas 48 . Therefore, in this sub-area of our study, we will try to
identify the influence of shopping orientation on consumer behaviour and to evaluate the
segmentation of the multinational markets on the basis of consumers’ shopping orientation.
Before evaluating segmenting multinational markets on the basis of consumers’
shopping orientations, it is required to understand the multinational market concept. It is
mentioned that retailing has changed with the changes in the customers’ features such as
psychological, demographical, perceptional, behavioral etc.. In today’s marketplace, the
consumers became more sophisticated and demanding during with the availability and
differentiation of products, services, information, and technology, as well as a new
abundance of retail stores and channels 49 . Besides, it is implied that the shopping
experience of the consumers became an important element of consumers’ lives, and
consumption became an expression of the consumers’ self or self-image 50 . Therefore, as a
response, many multinational companies try to understand the features of the consumers
and to analyze their shopping orientations by considering different driving factors in order
to be effective in their multinational marketing activities and to gain higher competitive
advantage 51 .
In multinational markets the consumers are different from each other variously like
their requests, sources, which places they are in, attitudes in buying and ways of
attractiveness. Consumer prefers different kinds of product causes heterogeneous
preferences in the market. The market consists of consumption units needing different
kinds of products from each other is called heterogeneous market. Markets related with
consumer items like house, automobile, garment are rather heterogeneous. When we
suppose that that ten people are asked what kind of house or automobile they want to have,
probably all of them will want to have different kinds of these items.
Market segmentation based on principle of dealing with necessities relative
homogeneous as to one by one group in perspective of need differences. Briefly, market
segmentation is 52 “the process of separating a heterogeneous complete market to consumer
groups (section or segments) needing relatively similar products.”
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In this respect, segmentation is the process of dividing a market into groups of
potential customers who share similar defined characteristics and who are likely to exhibit
similar purchase behavior. The key to a successful segmentation strategy is the ability to
capitalize on similarities within a segment that are important from a marketing point of
view 53 . Aim of this process or period is to build up a marketing mix or program that will
adjust better to individuals’ needs in chosen a market section. Thus, market segmentation is
“the division of markets in a variety of ways into homogenous groups of buyers, to form
differentiated targets for marketing strategies and programmes” 54 . Hence, a market segment
exists in result of segmentation process. It defines people or organization group sharing one
or more than characteristic quality leading needs of relatively similar product. 55
It can be mentioned that after business management separates a complete market
into many sections like that, it chooses target market for itself one or more than sections
that it will be very successful; and then it builds up a marketing mix for chosen every
section separately. Thus, market segmentation can be defined as the process of dividing a
total heterogeneous market into homogenous market groups consisting of people who have
relatively similar product needs; therefore they are also the clusters of needs. It is assumed
that it can be represented with only a demand curve. However in this context, it is pointed
out that there are some demand curves, which are different from each other in real life
instead of the whole demand curve.
It is indicated that consumer product markets can be segmented based on the
characteristics of the individuals, groups or organizations. The key issue is to identify
characteristics that create segments that exhibit different response patterns to marketing
mixes. 56
As it is mentioned above, in identifying multinational market segments,
researchers look at a number of different influences on consumer behaviour. Previously, the
studies are focused on the concept of shopping orientation as it has importance in predicting
the consumer behaviour in multinational markets.
In this context, for a better analysis the concept of shopping orientation should be
defined. Shopping orientation is described as “lifestyles specific to shopping behavior” and
the consumers may differ in shopping styles that are often elaborated with shopping
activities, interests, and opinions 57 . It is indicated that there are four types of shopper
groups classified as: economic, personalizing, ethical, and apathetic shoppers 58 : consumers
have various orientations during the shopping process which were identified with four
53
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shopper-orientation profiles such as “economic shoppers” who view shopping as a
necessary task; “personalising shoppers” who value the social networking integral to
shopping; “ethical shoppers” who see shopping as an activity influenced by their views as
to what is right or wrong, and “apathetic shoppers” who dislike the activity.
Moreover, it is stated that there are economic and recreational shoppers as
economic shoppers tend to engage in price search activities and preferred a retailer store
with lower prices and recreational shoppers are focused on the service quality including
store furniture and variety of products 59 .
In this respect, it can be suggested that determining needs of different consumer
groups as sub-sections of market provides several advantages composing different
marketing program for each group according to their shopping orientations. For example,
by segmenting the multinational markets on the basis of consumers’ shopping orientations
consumer needs are considered better and responded, the most attractive and profitable
sections of market are inclined, because of being thought separately message and means,
grabbing becomes more active and profitable, the changes and developments in market are
observed better, and generally marketing is done better and sources are used more
profitably.
For instance, a study was conducted to investigate the consumers’ shopping
orientations, recreational or functional and related them to consumer perceived value 60 . The
findings of the study revealed that consumers’ shopping orientation, a recreational or
functional shopping approach, and significantly
affected consumers’ value perceptions when they shopped 61 . Hence, the implications of the
study suggest that the retailers could try to target the perceived values of the consumers in
order to increase their profitability and then they could try to focus on the consumers’
shopping orientation segmentation in their retail marketing.
Another study examined the place of segmenting the multinational markets on the
basis of shopping orientation in multinational market environment. The results of the study
implied that the multinational companies should plan to pioneer new markets with multichannel marketing strategies and segmenting the markets on the basis of shopping
orientations of the consumers and demographics 62 . Therefore, it can be suggested that the

59
Choi, J.; Park, J., Multichannel retailing in Korea Effects of shopping orientations and
information seeking patterns on channel choice behavior. International Journal of Retail &
Distribution Management, Vol.34, No.8, 2006, pp.577-596.
60
Yu, L., Cross-Shopping and Shopping Orientation: Consumer Perceived Value in Today’s
Dynamic Retail Environment. A PhD Dissertation Submitted to the Faculty of The Graduate
School at The University of North Carolina, 2006.
61
Yu, L., Cross-Shopping and Shopping Orientation: Consumer Perceived Value in Today’s
Dynamic Retail Environment. A PhD Dissertation Submitted to the Faculty of The Graduate
School at The University of North Carolina, 2006.
62
Choi, J.; Park, J., Multichannel retailing in Korea Effects of shopping orientations and
information seeking patterns on channel choice behavior. International Journal of Retail &
Distribution Management, Vol.34, No.8, 2006, pp.577-596.

195

Doç. Dr. Aslı KÜÇÜKASLAN EKMEKÇİ

effectiveness of the marketing within the multinational markets would be effected by the
factors such as the demographics and shopping orientations.

4. Conclusion
It is supposed that the consumer behaviour would be a function of different factors
such as cultural, economic, personality, geographic, psychographics and social
environment. In the marketing business of any organization, it is essential to understand the
customers’ perceptions as these perceptions are mostly attributed to various factors.
Consequently, as we have discussed above, it can be mentioned that in every
industries especially in the multinational markets the consumers can be classified by
different purchase orientations towards shopping and by various factors influencing their
behaviour. Identification of these orientations may help the multinational companies to
target their market and segment the multinational markets on the appropriate basis. As the
consumer shopping process is a series of interlinked stages including information
collection, evaluation of alternatives, the purchase itself and post purchase evaluation 63 , it is
also important that the consumer behaviour and the shopping orientations are the influenced
by several other factors such as personal needs, personality types, demographics, and
cultural values.
At this point, it is mentioned that as competition in the multinational marketplace
increases, the need for more precise segmentation tools becomes greater 64 . Therefore,
identifying the factors influencing the consumers’ behaviour would be important to provide
a perspective of consumer behaviour and market segmentation. The multinational
companies should use different methods including shopping orientation as a basis for
segmentation and try to determine the specific factors that influence the consumer
behaviour.
In this contect, as it was mentioned, in order to compete effectively in the market,
the major characteristics of the market and the products of the companies should be
evaluated. It is known that the markets bring the companies opportunities but also a number
of difficulties and threats. Therefore, the companies have to develop effective competitive
strategies in order to survive in the market. At this point, the effective positioning of the
products, the effective determination of the factors influencing consumer behaviours in the
market are considered as the critical factors for the achievement of the success of the
companies especially in multinational arena. Therefore, in this study, the factors that
influence the consumer behaviour within the multinational markets were examined.
The purpose of the study was to understand the effective identification of the
factors influencing consumer behaviours in the multinational markets and the role of the
determination of these factors in pursuing competitive advantage and success within these
markets. In this respect, as a concluding point, it can be suggested that because of
63
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globalization and new business patterns and the changing nature of consumers and the new
customer expectations, companies feel the necessity to act strategic in the market and to
reach up the target markets and sustain maximum customer satisfaction in order to compete
and survive within the multinational markets. Therefore, the structure of the multinational
markets should be evaluated and the various factors that influence the consumer behaviours
should be defined effectively and the companies should focus on how to attract the
consumers and how to appeal to them. As further, the companies should accept all these
aspects’ and processes’ contributions to the overall competitive advantage and success of
the company within the multinational markets.
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