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ABSTRACT 

 

This study aimed to 1) uncover the participants� attitudes when a purchasing 

decision touches any element of their culture, 2) assess consumers� view on marketers in 

terms of consideration of their needs and cultural backgrounds, 3) identify the 

commonalities among the participants� purchasing decision-making processes and 

consuming habits across cultures, and 4) indicate the features that would urge consumers 

to buy a certain product and the factors that would make a product valuable. The sample 

was comprised of two groups, Arabs and non-Arabs (i.e. Saudi citizens and US citizens.) 

The survey was conducted from February 01, 2008 through March 07, 2008 and yielded 

453 participants.  

Significant differences were found between the two groups when buying a product 

that doesn�t adhere to four out of six elements of culture. Both groups showed low 

satisfaction towards marketers� consideration of their cultural backgrounds. Participants� 

ranking of characteristics that urge them to purchase a certain product put high quality as 

the most important feature and money savings next. The ranking of elements that create a 

perception of a valuable product suggested that Arabs tend to reflect the habit/repeat bath 

model and non-Arabs tend to prioritize the sentimental values of products. 
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INTRODUCTION 

Each community has its own and different culture that is shaped throughout 

hundreds of years through a set of major elements known as values, norms, ideologies, 

customs, social classes, and traditions. The constant interaction between any society and 

the individuals belonging to it leads to a sort of formation of consumers� preferences and 

behaviors that are supposed to be in compliance with the core values of the society. 

The purpose of this study is to understand how cultures affect consumers� 

behavior in different aspects and to uncover the factors that accompany consumers� 

decision-making processes in different cultures.  

Integrating the main internal and external factors that are related to the study, five 

research questions were developed in a self-administered questionnaire form to find 

logical answers and tested explanations to a myriad of aspects from the consumer's 

perspectives. These five research questions were as follows: 

RQ1: What elements of culture have the strongest effect on consumer behavior? 

RQ2: How do participating consumers from different cultures view marketers� 

awareness of their needs, cultural backgrounds, and purchasing habits? 

RQ3: What are the commonalities with the purchasing decision-making and consuming 

habits across different cultures? 

RQ4: What product characteristics urge consumers to purchase a certain product? 

RQ5: What elements create a perception of a valuable product from different cultural 

perspectives? 
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LITERATURE REVIEW 

As the study focuses on several aspects related to cultural differences and their 

effect on consumer behavior and purchasing decision, literatures on the market 

environment, purchasing decision making, and product features as perceived by 

consumers were viewed to help to understand how and to what extent could culture 

elements and culture differences influence the consumers� view of markets, marketers, 

products, and the decision-making processes.  
 

The market environment 
 

The market environment and its surroundings or what's known as environmental 

characteristics of the market or context market constitute an important factor in steering 

consumers� behavior and the way consumers make their purchasing decisions. According 

to Abu Gahaf (2003), those market surroundings could be captured through the following 

forces:  

The first force is the economic environment that affects consumer behavior and 

can be detected by observing three basic mechanisms:  

! The increase or decrease of the financial income of the family either increases its 

purchasing amount of goods and services or decreases it. 

! The escalating degree of optimism or pessimism about the future of the country 

where one lives lead to either a reduction or raise in consumer purchases of goods and 

services.  

! Conditions like booming, busting, and recovery, or what is known as the business 

cycle would have an effect on purchasing habits. When the economy is in a national 

prosperity, the unemployment rate would decline, and the volume of production 

would increase, which reassures consumers with the required financial resources for 

immediate spending.  

The second force that is related to the market environment and plays an important 

role in steering consumers� behavior is the governmental policies that are strongly 

influenced by the political status of any country. These government policies could 

include the fiscal, monetary, and public policies that might be reflected in many aspects 

such as the following: 
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! Fiscal and monetary policy: The government can affect consumer behavior and the 

overall market through taxes or by raising interest rates on loans.  

! The government can also affect consumer behavior through restricting choices by 

imposing additional costs or high fines aimed at consumers� protection, or rationalize 

their behavior.  

! Controlling procurement processes, payment methods, or imposing ceilings for the 

acquisition of certain goods would affect consumer behavior and the decision making 

processes. 

! Prohibiting deceptive or certain types of advertisements influence the overall market 

and consumer behavior.  

! A government can also influence consumer behavior through providing the 

infrastructure services that facilitate purchasing processes. 

Technology is the third force of the market environment. It has an obvious and 

strong role that could influence consumers� behavior and the overall market directly and 

indirectly. The effect of technology can be seen through the different applications it 

provides to enhance and develop commodities, distribution, and consumption of goods 

and services that are produced. Moreover, the impact of technological progress on 

consumer behavior and the overall national economy can be observed through several 

different aspects including, for example:  

! Changing the flow of information methods about the market and available 

alternatives and chances.  

! Providing new and improved goods and services.  

! Providing automation and self-operating machines to make purchasing more flexible.  

! Making stereotypes goods more profitable (Abu Gahaf, 2003).  

The overall economic situation where the consumer is located and the consumer�s 

financial, social, educational, geographical status, all play strong roles in creating the 

consumer�s perspective, judgment, and, ultimately, in making a purchasing decision and 

reacting to products or services.  

All these aforementioned factors are some of the components that make up the 

consumer�s culture. The researcher will elaborate on other aspects that shape consumers� 
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behavior in different cultures and how they build consumers� perception toward products 

and their characteristics.  
 

Cultures and Purchasing Decision Making 

 

As noted by Turely and LeBlanc (1993), consumer behavior is an extremely 

complex process, which eventually leads to a much more complex decision-making 

process. This perspective presents buying behavior or purchasing decision making as a 

problem-solving model in which consumers go through a number of decision processes 

(Mowen, 1988).  

Mercer (1996) believes that the awareness, interest, understanding, attitude, 

purchase, and post-purchase (AIUAPR) model is the most practical and simple one to 

apply in most cases that are related to buying behavior because it reflects directly the 

consumer�s decision-making process. As suggested by this model, the process does not 

start until consumers become aware of the existence of a product, and that awareness 

does not occur until a particular message about a specific product or service reaches the 

consumers and gains their attention.  

Kardes (2001) suggests several ways to gain the consumer�s attention such as 

designing salient or vivid ads or ads that could put them in a good mood. However, in 

order to continue the process, the conveyed messages in these ads must be of interest to 

the consumers and capable of convincing them after they understand it. This is why 

marketers adopt and implement several types of persuasive techniques when they design 

their messages to consumers, trying to modify an individual's perspective by changing the 

interests, knowledge, and beliefs that lie beneath that perspective (Miller, 1980.) 

Afterward, a specific positive attitude will be created.  

After consumers understand the message by linking it to their need and form a 

positive attitude toward a product or service, the purchasing decision will take place at 

some point depending on the occurrence of the need. However, after the consumer 

purchases the product for the first time, the process could stop and will not occur again 

for a certain product, or it could happen again depending on the consumer�s experience 

and how satisfactory it was. That is known as the repeat purchase step in Mercer�s (1996) 

AIUPR model. 
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Engel et al., (1997) suggest that the consumer�s purchase decision making process 

goes through five stages. Namely these stages are 1) problem recognition, 2) information 

search, 3) alternatives evaluation, 4) purchase decision, and 5) post-purchase evaluation. 

Although these steps and models are straight forward, an important and essential 

factor that strongly affects the final outcomes of buying decision making and cannot be 

isolated or ignored is the difference of cultures. 

To understand the role culture plays in forming consumer behavior and 

purchasing decision making, it is imperative to look at some of the definitions that have 

been documented and acknowledged by experts in the field. Kroeber and Kluckhohn 

(1952) recognized more than 160 definitions of culture.  

As described by Doney et al., (1998), a myriad of different definitions of culture 

from the perspective of several scientific fields such as sociology, anthropology, 

psychology, and communication had been suggested. An example of recognizable 

definitions of culture is one written by Hofstede (1984), when he defined culture as "the 

collective programming of the mind that distinguishes the members of one group or 

category of people from another� (p.21). According to Hofstede (2001), �the mind stands 

for the head, heart, and hands - that is, for thinking, feeling, and acting, with 

consequences for beliefs, attitudes, and skills� (p.10). Brodbeck et al., (2000) contributed 

to Hofstede's definition by explaining that the programming of the mind is composed of a 

frequently adopted set of beliefs and values that define the �shoulds� and the �musts� of 

life for those who adopt them.  

In his review of Marieke de Mooij�s book �Consumer Behavior and Culture,� 

Lukosius (2004) states that Mooij believes that culture and consumer behavior are closely 

tied together and "untying the rope" is an almost impossible task. 

As noted by Raju (1995), consumer perception, consumer loyalty, and attitudes 

towards marketing/consumerism are the main dimensions of buying behavior that are 

critical and important to marketers when it comes to dealing with different cultures. A 

consumer�s perception of a certain product that is provided by a certain company might 

vary completely from one country to another and among cultures. 

In a distinguished effort, Samli (1995) shed light on four of the most important 

studies that have extensively examined the subject of culture and made substantial 
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progress towards a deeper understanding of the relationship between it and consumer 

behavior. According to Samli (1995), the intellectual property of those four studies are 

due to Riesman, Hall, Brislin, and Hofstede and was summarized by him as shown in 

Table 1. 

As cited in Samli (1995), Riesman has modelled three types of people and three 

types of behavior to illustrate different cultures. The first type represents the inner-

directed people who are self-motivated, individualistic, and self-reliant when it comes to 

searching for information about products or items they want to consume. The second type 

represents those individuals who are usually influenced by others when it comes to 

making purchasing decision. The third type represents those who rely strongly on the 

past, traditions, and their habits when they are to make their purchasing decision. 
 

Table 1: The four major studies of culture 

Key 

Investigator 

Classification or Key 

Factors 
Premises Implications 

Riesman 

1953 

 

Inner directed 
Other directed 
Tradition directed 

There are different cultural 
groups with different 
orientations. 

Consumers will behave 
conservatively in tradition 
oriented, more individualistic in 
inner directed, and be 
influenced by social factors in 
other directed. 

Hall 

1976 

High context 
Low context 

High context societies 
emphasize human interaction, 
unwritten and casual 
communication, and 
integration.  
Low context societies 
emphasize just the opposite. 

Consumers are more influenced 
by others in high context 
societies and are more 
influenced by mass media in 
low context societies. 

Brislin 

1993 

Individualistic 
Collectivistic 

In individualistic societies 
people are more independent. 
In collectivistic societies people 
are influenced by others. 

Consumers in individualistic 
societies are more influenced by 
mass media and consumer 
information. In collectivistic 
societies, certain others are very 
important in consumer decision. 

Hofstede 

1983 

Individualism and 
collectivism, 
uncertainty avoidance, 
power distance, and 
masculinity / 
femininity 
classifications. 

Behaviors differ significantly 
on the basis of any and all four 
of these dimensions. 

Consumers, avoiding 
uncertainty, considering power 
distance, and paying attention to 
gender will influence 
substantially different marketing 
practices than their counterparts 
in different cultures.  

Source: Samli, A. C. (1995). International Consumer Behavior: Its Impact On Marketing Strategy 

Development. Westport, CT: Quorum Books. 
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On the other hand, Hall�s study of culture was cited in Samli (1995) who 

described it as a widely-used classification which divides culture into two main parts, 

high context and low context. In the high-context culture, consumers rely heavily on 

interpersonal communications and are influenced by others, like friends, more than any 

formal efforts or documented presentations or messages. However, in low context 

culture, consumers depend on written materials and mass media. 

Brislin (1993) came up with the third major classification of culture. He put 

forward two types of cultures. The first is collectivistic culture where people who belong 

to it are strongly influenced by others more than mass media or even themselves when 

they are to make their purchasing decision. Meanwhile, the second type is individualistic 

culture where people are more influenced by media when they make their purchasing 

decision. 

Hofstede (1983) used four different classifications to group cultures and people 

who assimilate them on the basis of five factors as shown in Table 2. Hofstede's 

classification of cultures can be used for predicting consumer behavior and achieving 

proper design of marketing practices in different cultural environments quite effectively. 

Grant & Steven (2006) state that many aspects influence purchasing behaviour 

such as social (culture, sub-culture, social class, reference groups, and family), 

technological, political, economic, and personal factors (motivation, personality, self-

image, perception, learning, beliefs, and attitudes.) 

While customers in China perceive products �made in America� positively 

(Zimmerman, 1996), some customers in some Middle East countries perceive this 

oppositely. Johnson and Johnson (1993) noticed as well that Eastern Germans do not 

value the country of origin of expensive products as importantly as the Western Germans 

do. In terms of price and quality relation, Raju (1995) believes that while a positive 

relationship between price and quality exists in most cultures, the high inflation in 

developing countries forces consumers to disregard the price and search for another 

attribute to evaluate quality.  
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Table 2: Hofstede's classification of cultures (1983) 

           Culture 

Groups 

Factors 

Individualism VS. 

collectivism 
Power distance Uncertainty avoidance Gender 

Information 

In individualistic 
society, 
information is 
sought and 
perceived by the 
individual. In 
collectivistic 
circumstances, 
information is 
shared by the group 

Search for and use of 
information lead in 
the direction of: 
Enhancing power in 
countries where 
power distances are 
large, and 
eliminating 
inequalities in small 
power distances 
countries 

In countries where 
uncertainty avoidance is 
strong, information 
relating to uncertainty 
reduction is critical 

Information 
dissemination 
formatted for 
gender differences 
is likely to be 
effective 

Purchase 

Behavior 

For individualistic 
societies, internal 
motivation; for 
collectivistic 
societies, external 
motivation 

Inequals are treated 
unequally whereas 
unequals are treated 
equally. 

Purchase behavior relies 
on external assistance in 
risk aversive societies. 
Purchase behavior is 
more self-reliant in most 
weak, uncertainty-
avoiding countries 

Sex roles made 
more prominent or 
somewhat reduced. 
Products that are 
sex-role driven, 
versus products 
that are sexual, are 
purchased 

Affinity to 

new Ideas, 

new products, 

and new 

services 

Individualistic 
societies� ideas are 
gained by 
individual search. 
In collectivistic 
societies, ideas 
come from the 
group 

New ideas may be 
used to enhance 
power gaps or may 
be used to eliminate 
power gaps. 

In risk-diversion 
societies, affinity to new 
ideas are in the areas of 
risk reduction 

Masculine 
societies- more 
reliance on self-
sought ideas. 
Feminine societies 
- more reliance on 
interactive 
influences 

Values 

Values related to 
individual or the 
group is prevalent 
depending upon the 
two ends of the 
spectrum 

Enhancing power 
versus disseminating 
power are to be used 
equally. 

For the societies where 
uncertainty avoidance is 
important, values are to 
be reinforced 

Societies with 
more male or 
female leanings are 
to be treated 
accordingly 

Consumption 

Patterns 

Consumption 
Patterns are 
influenced by 
personalized 
cognitive effects. 
Decisions are 
internal in 
individualistic 
societies. 

Unequals� 
consumption 
patterns are unequal 
and treated as such. 
Other inequality may 
be partially 
eliminated 

Consumption patterns are 
geared to risk avoidance; 
consumption patterns are 
riskier 

Consumption 
patterns may 
favour males or 
females. 
Consumption 
patterns may 
favour either sex. 

Source: Samli, A. C. (1995). International Consumer Behavior: Its Impact On Marketing Strategy Development. 

Westport, CT: Quorum Books. 

 
 

Cultural influence in Turkey can be observed as consumers rely on word of mouth 

communication to evaluate quality more than price. The traditional norms in many 
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Middle Eastern countries are not in agreement with the materialistic values that are 

emphasized by companies in Western countries, which makes it very difficult for these 

companies to use the same values if they want to penetrate those markets.  

 Suleiman (2000) believes that a society's values, beliefs, customs, and traditions 

(culture elements) structure the individual�s purchasing and consumption behavior by 

dominating the following three aspects:  

Firstly, it determines the structure and philosophy of consumption: the culture of 

the community molds the philosophy and the layout of its members� consumption of 

goods through the values and beliefs associated with the culture itself. For instance, the 

philosophy of consumption in Western societies is centered on well-being and glorifies 

enjoying life, while in Eastern communities, the consumption philosophy reduces the 

exaggeration of enjoying life and demands individuals to maintain a balance between the 

physical and spiritual aspects of life.  

 Suleiman (2000) describes how local social habits affect consumption patterns of 

individuals in Saudi Arabia in several ways such as:  

! Going to malls or shopping centers is the number 1 recreational activity for the Saudi 

woman who loves shopping and habitually buys something every time she goes 

shopping. 

! Wedding ceremonies are one of the most widespread activities in the Kingdom. On 

average, Saudis go to ten wedding ceremonies each year and the minimum that a 

middle-class woman spends to buy a new dress to attend the wedding is $400, as well 

as taking valuable gifts for the bride.  

! People prefer to buy children's wear that is imported from Italy or Spain. 

Nevertheless, the clothes that are imported from Asian countries are of poor quality in 

their perception. 

Secondly, social habits determine the sort of products to be sold within societies 

such as:  

! Islamic culture forbids the consumption and the exchange of certain foodstuffs like 

pork or liquor. 

! Hindu culture prohibits the slaughter or eating of beef.  
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Thirdly, social habits identify the reasons of purchasing: Consumers buy products 

according to the culture of their communities for reasons including: 

! They believe that the purchased good or service will meet their need and will perform 

perfectly. 

! They purchase and consume certain products for their symbolic meaning. An example 

of this could be seen in the correlation between purchasing and consuming certain 

types of foods during national events and religious holidays such as beef, sheep, and 

camels during the Eid Al-Adha in Muslim nations or turkeys during the Thanksgiving 

celebration on the last Thursday of November in the United States of America.  

Another important cultural aspect that strongly influences decision making is the 

social class versus lifestyle variable (Raju, 1995.) While the middle class in developing 

countries is known to be very traditional and the upper class more westernized mainly in 

values and consumption patterns, the type of products that are consumed differ from one 

class to another. That occurs as a result of what types of products are culturally known to 

resemble each class and become a status symbol. Abu Gahaf (2003) believes also that the 

rules and standards governing the conduct of individuals belonging to a certain social 

class affect the types and prices of goods and services they buy. 

Language and the way or direction people read written scripts is also another 

component of culture that has its own influence on consumer behavior. Baker and Abu-

Ismail (1993) provide an example of one marketer who tried to promote his firm's 

detergent in a Middle-Eastern country. They mentioned that �advertising for the detergent 

featured dirty clothes piled on the left and clean clothes stacked on the right. Reading 

right to left, as consumers in the Middle-East frequently do, the message was clear: soap 

soiled the clothes� (p.42). 

A study of Japanese and Chinese consumers found that the Japanese are more 

�right-brain� oriented and the Chinese are more �left-brain� oriented than the American 

consumers (Jacobs et al., 1993). This indicates that emotional ads would appeal more to 

the Japanese while factual ads would best fit the Chinese.  
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Product Features and Valuable Items 

Many researchers devoted their efforts to study the relations between product 

features and quality evaluation (Holbrook and Corfman, 1985; Nowlis and Simonson, 

1996), price and product features (Hauser and Simmie, 1981; Yoon, 1991), and quality 

evaluation and price (e.g. Lambert, 1980; Shugan, 1985.) However, no empirical work 

has yet been reported (Eunsang and Valerie K., 1990.) 

By the beginning of the 21st century, Brownstein (2001) suggests that in order to 

reach a full understanding of consumer behavior towards any group of products, it is 

important to know how the individual consumer perceives product features. Product 

features correlate to each other at complex and important levels, both in a positivist 

manner (Fishbein, 1967) and an interpretivist logic (Holbrook and Hirschman, 1982.) 

Therefore, perceived product features are highly complex units because they have from 

the consumer�s perspective a rich internal order that is hierarchically structured. 

On the other hand, the term �valuable� refers to any luxury item that is of large 

physical size and high price or of only high price like laptops or sports cars. In brief, 

valuable items could refer from a consumer perspective to any expensive thing. However, 

an item that is considered expensive to someone or to a group of people might be 

considered less expensive to other persons or other groups of people.  

Considering a product or service either expensive or inexpensive and valuable or 

valueless, and the type of response that a consumer holds toward a product is formed by 

several variables including personal (internal) or situational (external) variables or an 

interaction of both (Kardes F. 2001), and also by the sort of judgment that a consumer has 

shaped towards that product as a result of the cognitive continuum (Wyer, 1974.)  

The American Heritage Dictionary of the English Language defines the term 

valuable as �having considerable monetary or material value for use or exchange.� It also 

defines it as �something of great importance, use, or service: valuable information; 

valuable advice,� and �having admirable or esteemed qualities or characteristics: a 

valuable friend�. 

Abu Gahaf (2003) states that effectiveness and efficiency of products are the main 

two dimensions that are found to be associated directly to either considering products 

valuable or valueless, and in an outstanding effort, he categorizes into three types the 
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tools or features that create value for goods from the consumers� perspectives in 

accordance with the roles played by the consumer as follows: 

First, tools to create value for products from the user viewpoint are divided into 

three main areas as shown in Table 3.  
 

Table 3: Tools create product value from the user perspective 

Performance 

(Economic value) 

Social 

(Social value) 

Sentimental 

(Sentimental value) 

! Level of quality.  
! Innovation  
! Meeting the demand for a 

large scale. 
� Guarantees and credit. 

! Exhaustive price 
! Supply / available quantity. 
� Mental picture of the 

declaration of a commodity. 

� Product�s ability to control the 
emotional benefits that are 
perceived by others. 

Abu Gahaf,  Abdulsalam. (2003). Building Marketing Skills, Casablanca University. 

Second, tools to create value for products from the standpoint of the buyer as 

shown in Table 4. 
 

Table 4: Tools create product value from the buyer perspective 

Services Appropriateness Privacy or personal side 

! Readiness, knowledge, and 
experience of salesmen. 

! Post-purchase support. 
! Maintenance services. 
� Product demonstration and 

usage explanation. 

! Appropriateness of dealing 
and payment methods. 

� Automatic registration of 
financial transactions  

� Individual attention and respect 

Abu Gahaf,  Abdulsalam. (2003). Building Marketing Skills, Casablanca University. 

 
Third, tools to create value for products from the point of view of the person who 

actually pays the expenses and can be displayed according to three areas, as shown in 

Table 5. 
 

Table 5: Tools create product value from the financier perspective 

Price  Security or credit Funding  

! Low prices as a result of 
reduced profit margins. 

� Low prices as a result of 
increased productivity or 
production volume, or 
mechanization, etc. 

! Accepting credit card 
payments. 

� Installment payment methods 

� Leasing and lending 

Abu Gahaf,  Abdulsalam. (2003). Building Marketing Skills, Casablanca University. 
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RESEARCH PURPOSE 
 

The purpose of this study was to understand how cultures affect consumers� 

behavior in different aspects and to uncover the factors that accompany consumers� 

decision-making processes across cultures.  
 

RESEARCH QUESTIONS 

The study focuses on several aspects related to cultural differences and their effect 

on consumer behavior and purchasing decisions. Therefore, how and to what extent could 

cultural elements and cultural differences influence the consumers� view of markets, 

marketers, products, and the decision-making processes were examined through a 

questionnaire that was designed to answer the following research questions: 

RQ1: What elements of culture have the strongest effect on consumer behavior? 

RQ2: How do participating consumers from different cultures view marketers� 

awareness of their needs, cultural backgrounds, and purchasing habits? 

RQ3: What are the commonalities with the purchasing decision-making and consuming 

habits across different cultures? 

RQ4: What product characteristics urge consumers to purchase a certain product? 

RQ5: What elements create a perception of a valuable product from different cultural 

perspectives? 
 

SURVEY METHODOLOGY 

The survey was conducted from Feb 01, 2008 through Mar 07, 2008 and yielded 

453 participants. Self-administered questionnaires were distributed to US citizens 

including those who are currently enrolled in FSU and to Saudi citizens in Saudi Arabia 

including college students in Riyadh, Saudi Arabia.  

The researcher utilized Qualtrics survey software to design, distribute, and collect 

data online. The questionnaires comprised six sections.  

The first section of the questionnaire consisted of four questions. Each question 

was based on a five-point Likert scale and aimed to disclose how the participants view 

their home countries� marketing environment.  

The second section encompassed seven questions to measure on a five-point 

Likert scale the impact of elements of cultures on the participant�s interaction with 
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products they need to purchase. This section was used to uncover the differences among 

the varieties of cultures when a purchasing decision touches any element of culture.  

The third section comprised nine questions to measure on a five-point Likert scale 

how the participants, as consumers across different cultures, view marketers and 

manufacturers in terms of consideration of their  needs, cultural backgrounds, and 

consumptions habits.  

The fourth section consisted of eight questions to identify the commonalities on a 

five-point Likert scale among the participants� purchasing decision-making processes and 

consuming habits across different cultures.  

The fifth section comprised two questions. The first aimed to indicate in a ranking 

list the features that would affect the consumers� decision and encourage them to buy a 

certain product. On the other hand, the second question aimed to rank the factors that 

would make a product valuable from the consumer�s point of view.  

The sixth and last section of the questionnaire was developed to collect 

demographic data from participants and was used for dual purposes: creating the sample 

profile and assessing possible linkages with egalitarianism. 

The entire questionnaire was first drafted in English. As the survey sample 

consisted of participants from Saudi Arabia, the questionnaire was translated into Arabic. 

After the Arabic translation was completed, the back-translation method (Green and 

White, 1976) was used to translate the questionnaire back to English again to eliminate 

possible discrepancies or dissimilarities.  

As an additional quality practice, a pilot test took place to insure clarity and ease 

and make any necessary modifications prior to starting of the survey and data collection. 

The pilot test involved a sample of thirty participants that represented equally the sample 

groups. After data collection, SPSS software was used to compute and compare data and 

then do all necessary analysis of the results. 

The T- test for independent samples was utilized to compare between the groups 

of this study and to compute the significant differences among their responses. 
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SAMPLING AND DATA COLLECTION 
 

 The researcher has coordinated with the International Center and Communication 

Department at Florida State University (FSU) and the Research Center in King Saud 

University (KSU) in Riyadh, Saudi Arabia, to assist in distributing the questionnaires of 

this study. As the study participants were made up of two major groups, (i.e. US citizens 

that included FSU students and Saudi citizens that included KSU students), the study 

adopted a representative convenient sample method. The questionnaire was designed and 

published online and a link to the survey page was sent to international students at FSU, 

US citizens including FSU American students, and Saudi citizens including KSU Saudi 

students.  
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RESULTS 
 

Since this study aimed to uncover a myriad of aspects that are related to cultural 

differences and their effect on consumer behavior, the statistical analyses were conducted 

at two levels � a total combined sample and Arabs sub-sample versus the non-Arabs sub-

sample. Frequencies and percentages were shown for the scores of the total combined 

sample on each research question followed by the result of the appropriate statistical test 

that was conducted to address each research question for Arabs as the first sub-sample 

versus the non-Arabs as the second sub-sample.  
 

Demographics 
 

 

As profiled in Table 6 below, about 70% (N=318) of the total sample were of 

Arabian ethnicity and 30% (N=135) of the total were of non-Arabian ethnicity. The 

participants who were of Arabian ethnicity consisted of people from Saudi Arabia, 

Kuwait, the United Arab Emirates, and Bahrain. On the other hand, the individuals of 

non-Arabian ethnicity consisted of people from the United States of America, Korea, 

China, and Europe.  
 

Table 6: Ethnicity groups of the sample 

318 70.2 70.2

135 29.8 100.0

453 100.0

Arabs

Non Arabs

Total

Valid

Frequency Percent
Cumulative

Percent

 

 

As shown in Table 7, approximately 53.5% (N=243) of the participants were 

males, while females comprised 44% (N=200), and 2.2% (N=10) chose not to answer this 

question. Singles were the biggest group in this study as they represented 56.5% (N=256) 

of the total participants and married individuals came as the second biggest group and 

represented 37.7% (N=171) of the total. The remaining participants were either divorced, 

widowed, or did not answer that question as seen in Table 8.  
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Table 7: Distribution of gender among the sample 

243 53.6 54.9

200 44.2 100.0

443 97.8

10 2.2

453 100.0

Male

Female

Total

Valid

SystemMissing

Total

Frequency Percent
Cumulative

Percent

 

 

 

Table 8: Distribution of marital status among the sample 

171 37.7 38.7

256 56.5 96.6

13 2.9 99.5

2 .4 100.0

442 97.6

11 2.4

453 100.0

Married

Single

Divorced

Widow

Total

Valid

SystemMissing

Total

Frequency Percent
Cumulative

Percent

 

 

The study found five age groups as seen in Table 9. The largest group was the age 

group between 26 and 35 years old representing about 42.5% (N=192) of the total 

sample; the age group under 25 years old was the second biggest group representing 

41.7% (N=189) of the total. Individuals between 36 and 45 formed 9.1% (N=41) of the 

total sample, and the remaining two age groups were the group of 46- to 55-year olds and 

the group of 56-65-year olds who structured 3.3% (N=15) and 1.3% (N=6) of the total 

sample respectively. 
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Table 9: Distribution of age among the sample 

189 41.7 42.7

192 42.4 86.0

41 9.1 95.3

15 3.3 98.6

6 1.3 100.0

443 97.8

10 2.2

453 100.0

Under 25 years

26-35 Years

36-45 Years

46-55 Years

56-65 Years

Total

Valid

SystemMissing

Total

Frequency Percent
Cumulative

Percent

 
 

 

Almost three quarters (N=336) of the participants were Muslims and more than 

15% (N=70) were Christians. Atheist, Buddhist, Hindu, and Jewish represented other 

religions.  

 

Table 10: Distribution of religions among the sample 

70 15.5 15.8

336 74.2 91.9

6 1.3 93.2

4 .9 94.1

2 .4 94.6

8 1.8 96.4

16 3.5 100.0

442 97.6

11 2.4

453 100.0

Christianity

Islam

Buddhism

Hinduism

Judaism

Atheist

Other, please specify

Total

Valid

SystemMissing

Total

Frequency Percent
Cumulative

Percent

 
 

 

In terms of the highest level of education completed by participants as shown in 

Table 11, about 30% (N=135) had already completed some college where only about 

25% (N=114) were college graduates. Exactly 19% (N=86) of the total completed some 

graduate school and approximately 13% (N=58) earned their graduate degree were only 
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9.7% (N=44) and 1.3% (N=6) were high school graduates and had less than high school 

diploma respectively. 
 

Table 11: Distribution of education level among the sample 

6 1.3 1.4

44 9.7 11.3

135 29.8 41.8

114 25.2 67.5

86 19.0 86.9

58 12.8 100.0

443 97.8

10 2.2

453 100.0

Less than high school

High school graduate

Some college

College graduate

Some graduate school

Graduate degree

Total

Valid

SystemMissing

Total

Frequency Percent
Cumulative

Percent

 

 

As seen in Table 12, participants who were students at the time the study was 

conducted represented more than half of the total sample (N=233) and those who were 

full-time employeees structured more than 31% (142) of the total sample. The sample 

also covered more than 9% (N=42) who were in between jobs and exactly 4% (N=18) 

part-timers.  

The annual household income of the sample varies in distribution. More than half 

of the participants possessed less than $20 thousand annually and slightly less than one 

quarter (N=110) earned from $20,000 to $39,999 a year. Slightly less than 11% (N=48) 

earned from $40,000 to $59,999 annually and only 4.4% (N=20) had an annual income 

from $60,000 to $79,999. Only 2% (N=9) and 4.2% (N=18) earned from $80,000 to less 

than $100,000 and more than $100,000 correspondingly. 
 

Table 12: Distribution of employment status among the sample 

233 51.4 53.1

142 31.3 85.4

18 4.0 89.5

4 .9 90.4

42 9.3 100.0

439 96.9

14 3.1

453 100.0

A student

Full time employed

Part time employed

Retired

In between jobs

Total

Valid

SystemMissing

Total

Frequency Percent
Cumulative

Percent
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Since several statements were employed to examine each of the six research 

questions, the findings were presented for every statement in every set of the 

questionnaire that would reflect the results of all the six questions of this research. The 

data were shown for the two groups for easy comparison and the findings of the 

conducted statistical test that would reflect the result according to the statements and the 

objective of each research question. 

 

RQ1: What elements of culture have the strongest effect on consumer behavior? 

The findings corresponding to the first statement of (RQ1) are summarized in 

Table 13 and 14. The results indicate that there was a significant difference between 

Arabs and non-Arabs when it comes to buying a product they need even if it does not 

adhere to the ideology or religion of the community they live in, t (448) = 5.92, p < 

.0001, equal variances assumed. That is, the average score of Arabs (M = 2.48, SD = 

1.67) was significantly different from that of non-Arabs (M = 3.50, SD = 1.57). 

The findings corresponding to the second statement of (RQ1) are summarized in 

Table 13 and 14. The results indicate that there was a significant difference between 

Arabs and non-Arabs when it comes to buying a product they need even if it does not 

adhere to the norms of the community they live in, t (287) = 4.34, p < .0001, equal 

variances not assumed.  That is, the average score of Arabs (M = 3.21, SD = 1.48) was 

significantly different from that of non-Arabs (M = 3.81, SD = 1.25).  

The findings corresponding to the third statement of (RQ1) are summarized in 

Table 13 and 14. The results indicate that there was a significant difference between 

Arabs and non-Arabs when it comes to buying a product they need even if it does not 

adhere to the values of the community they live in, t (446) = 4.34, p < .0001, equal 

variances assumed. That is, the average score of Arabs (M = 3.21, SD = 1.48) was 

significantly different from that of non-Arabs (M = 3.81, SD = 1.25).  

The findings corresponding to the fourth statement of (RQ1) are summarized in 

Table 13 and 14. The results indicate that there was a significant difference between 

Arabs and non-Arabs when it comes to buying a product they need even if it does not 

adhere to the customs of the community they live in, t (275) = 3.6, p < .0001, equal 
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variances not assumed.  That is, the average score of Arabs (M = 3.32, SD = 1.45) was 

significantly different from that of non-Arabs (M = 3.82, SD = 1.27).  

The findings corresponding to the fifth statement of (RQ1) are summarized in 

Table 13 and 14. The results show that there was no significant difference between Arabs 

and non-Arabs when it comes to buying a product they need even if it does not adhere to 

the language of the community they live in, t (445) = .221, p = .826, equal variances 

assumed. That is, the average score of Arabs (M = 4.20, SD = 1.19) was not significantly 

different from that of non-Arabs (M = 4.18, SD = 1.13).  

The findings corresponding to the sixth statement of (RQ1) are summarized in 

Table 13 and 14. The results show that there was no significant difference between Arabs 

and non-Arabs when it comes to buying a product they need even if it is not compatible 

with the class of the community they live in, t (446) = .52, p = .959, equal variances 

assumed. That is, the average score of Arabs (M = 3.92, SD = 1.32) was not significantly 

different from that of non-Arabs (M = 3.93, SD = 1.24).  

The findings corresponding to the seventh statement of (RQ1) are summarized in 

Table 13 and 14. The results indicate that there was a significant difference between 

Arabs and non-Arabs when it comes to buying some thing to assimilate with the 

community around them, t (305) = 2.5, p = .013, equal variances not assumed. That is, 

the average score of Arabs (M = 3.76, SD = 1.54) was significantly different from that of 

non-Arabs (M = 3.41, SD = 1.22).  
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Table 13: Statistics for RQ1- Elements of cultures that have effect on consumer

behavior

318 2.48 1.699 .095

132 3.50 1.570 .137

317 3.21 1.483 .083

132 3.81 1.255 .109

316 3.01 1.463 .082

132 3.61 1.424 .124

315 3.32 1.451 .082

131 3.82 1.274 .111

316 4.20 1.194 .067

131 4.18 1.133 .099

317 3.92 1.320 .074

131 3.93 1.242 .108

317 3.76 1.547 .087

131 3.41 1.221 .107

Ethnicity
groups

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Statement 1: I would buy a product I need even if it does

not adhere to the Ideology/Religion of the community I

live in

Statement 2: I would buy a product I need even if it does

not adhere to the Norms of the community I live in

Statement 3: I would buy a product I need even if it does

not adhere to the Values of the community I live in

Statement 4: I would buy a product I need even if it does

not adhere to the Customs of the community I live in

Statement 5: I would buy a product I need even if it does

not adhere to the Language of the community I live in

Statement 6: I would buy a product I need even if it is not

compatible with the Class of the community I live in

Statement 7: I would buy some thing to assimilate with

community around me

N Mean
Std.

Deviation
Std. Error

Mean

 

 
 

 

 



 

23 

Table 14: Independent Samples T-Test for RQ1- Elements of cultures that have effect on consumer behavior

1.599 .207 -5.919 448 .000 -1.019 .172

-6.115 263.585 .000 -1.019 .167

7.443 .007 -4.052 447 .000 -.596 .147

-4.339 287.485 .000 -.596 .137

.000 .992 -3.987 446 .000 -.600 .150

-4.032 251.657 .000 -.600 .149

8.156 .004 -3.436 444 .001 -.501 .146

-3.625 274.961 .000 -.501 .138

.366 .545 .221 445 .826 .027 .122

.225 254.887 .822 .027 .120

.146 .703 -.052 446 .959 -.007 .135

-.053 256.681 .958 -.007 .131

17.494 .000 2.275 446 .023 .345 .152

2.507 304.613 .013 .345 .138

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Statement 1: I would buy a

product I need even if it does

not adhere to the

Ideology/Religion of the

community I live in

Statement 2: I would buy a

product I need even if it does

not adhere to the Norms of the

community I live in

Statement 3: I would buy a

product I need even if it does

not adhere to the Values of the

community I live in

Statement 4: I would buy a

product I need even if it does

not adhere to the Customs of

the community I live in

Statement 5: I would buy a

product I need even if it does

not adhere to the Language of

the community I live in

Statement 6: I would buy a

product I need even if it is not

compatible with the Class of

the community I live in

Statement 7: I would buy

some thing to assimilate with

community around me

F Sig.

Levene's Test for
Equality of
Variances

t df
Sig.

(2-tailed)
Mean

Difference
Std. Error
Difference

t-test for Equality of Means
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RQ2: How do participating consumers view marketers� awareness of their needs, 

cultural backgrounds, and purchasing habits? 

The first statement in Table 15 and 16 summarizes the findings corresponding to 

one aspect related to (RQ2). The results indicate that there was a significant difference 

between Arabs and non-Arabs when it comes to their view on marketers in their own 

countries and whether they consider their need prior to designing products, t (278) = 4.18, 

p < .0001, equal variances not assumed. That is, the average score of Arabs (M = 2.43, 

SD = 1.18) was significantly different from that of non-Arabs (M = 2.89, SD = 1.01).  

The second statement in Table 15 and 16 summarizes the findings corresponding 

to another aspect related to (RQ2). The results indicate that there was a significant 

difference between Arabs and non-Arabs when it comes to their view on marketers in 

their own countries and whether they consider their cultural background prior to 

designing products, t (446) = 2.16, p = .031, equal variances assumed. That is, the 

average score of Arabs (M = 2.57, SD = 1.14) was significantly different from that of 

non-Arabs (M = 2.82, SD = 1.09).  

The third statement in Table 15 and 16 summarizes the findings corresponding to 

the third aspect that was related to (RQ2). The results indicate that there was a significant 

difference between Arabs and non-Arabs when it comes to their view on marketers in 

their own countries and whether they consider their consuming habits when they design 

campaigns, t (276) = 2.85, p = .005, equal variances not assumed. That is, the average 

score of Arabs (M = 3.14, SD = 1.27) was significantly different from that of non-Arabs 

(M = 3.48, SD = 1.08).  

The fourth statement in Table 15 and 16 summarizes the findings corresponding 

to the forth aspect that was related to (RQ2). The results indicate that there was a 

significant difference between Arabs and non-Arabs when it comes to their view on 

marketers in their own countries and whether they understand what type of products suit 

them best, t (444) = 5.27, p < .0001, equal variances assumed. That is, the average score 

of Arabs (M = 2.30, SD = 1.07) was significantly different from that of non-Arabs (M = 

2.88, SD = 1.00).  

The fifth statement in Table 15 and 16 summarizes the findings corresponding to 

the fifth aspect that was related to (RQ2). The results indicate that there was a significant 
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difference between Arabs and non-Arabs when it comes to their view on whether their 

cultural background was always regarded by most marketers in their own countries, t 

(442) = 3.25, p = .001, equal variances assumed. That is, the average score of Arabs (M = 

2.36, SD = 1.09) was significantly different from that of non-Arabs (M = 2.74, SD = 

1.18).  

The sixth statement in Table 15 and 16 summarizes the findings corresponding to 

the sixth aspect that was related to (RQ2). The results indicate that there was no 

significant difference between Arabs and non-Arabs when it comes to their view on 

whether their consuming habits was always regarded by most marketers in their own 

countries, t (442) = .084, p = .993, equal variances assumed. That is, the average score of 

Arabs (M = 2.81, SD = 1.14) was not significantly different from that of non-Arabs (M = 

2.82, SD = 1.02).  

The seventh statement in Table 15 and 16 summarizes the findings corresponding 

to the seventh aspect that was related to (RQ2). The results indicate that there was no 

significant difference between Arabs and non-Arabs when it comes to their view on 

whether most products provided by marketers in their own countries tended to meet their 

requirements, t (324) = .656, p = .512, equal variances assumed. That is, the average 

score of Arabs (M = 3.07, SD = 1.14) was not significantly different from that of non-

Arabs (M = 3.13, SD = .84).  

The eighth statement in Table 15 and 16 summarizes the findings corresponding 

to the eighth aspect that was related to (RQ2). The results indicate that there was no 

significant difference between Arabs and non-Arabs when it comes to whether they 

believe that most marketers respect consumers� cultural background, t (442) = .645, p = 

.520, equal variances not assumed. That is, the average score of Arabs (M = 2.53, SD = 

1.14) was not significantly different from that of non-Arabs (M = 2.60, SD = 1.10).  

The ninth statement in Table 15 and 16 summarizes the findings corresponding to 

the last aspect that was related to (RQ2). The results indicate that there was a significant 

difference between Arabs and non-Arabs when it comes to whether they believe that 

most marketers in their own countries bow to their consuming habits, t (444) = 4.75, p < 

.0001, equal variances assumed. That is, the average score of Arabs (M = 2.09, SD = 

1.13) was significantly different from that of non-Arabs (M = 2.65, SD = 1.16).  
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Table 15: Statistics for RQ2- Participants view of marketers

318 2.43 1.186 .067

130 2.89 1.013 .089

318 2.57 1.140 .064

130 2.82 1.096 .096

318 3.14 1.269 .071

129 3.48 1.083 .095

317 2.30 1.075 .060

129 2.88 1.005 .088

316 2.36 1.094 .062

128 2.74 1.179 .104

314 2.81 1.143 .065

130 2.82 1.018 .089

315 3.07 1.142 .064

130 3.13 .839 .074

316 2.53 1.142 .064

128 2.60 1.096 .097

316 2.09 1.135 .064

130 2.65 1.159 .102

Ethnicity groups

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Statement 1: In my country, most marketers consider my

needs prior to designing their products

Statement 2: In my country, most marketers consider my

cultural background prior to designing their products

Statement 3: In my country, most marketers consider my

consuming habits when they design their campaigns

Statement 4: In my country, most Marketers understand

what type of products suit me best

Statement 5: In my country, my cultural background is

always regarded by most marketers

Statement 6: In my country, my consuming habits is

always understood by most marketers

Statement 7: In my country, most products provided by

marketers tend to meet my requirements

Statement 8: In my country, I believe that most

marketers respect consumers’ cultural backgrounds

Statement 9: In my country, I believe that most

marketers bow to my consuming habits

N Mean Std. Deviation Std. Error Mean
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Table 16: Independent Samples T-Test for RQ2- Participants view of marketers

13.34 .000 -3.920 446 .000 -.465 .119

-4.186 278.356 .000 -.465 .111

1.603 .206 -2.163 446 .031 -.254 .117

-2.199 248.579 .029 -.254 .115

5.267 .022 -2.666 445 .008 -.339 .127

-2.850 275.725 .005 -.339 .119

2.534 .112 -5.272 444 .000 -.581 .110

-5.424 252.692 .000 -.581 .107

.931 .335 -3.254 442 .001 -.381 .117

-3.152 220.224 .002 -.381 .121

3.322 .069 -.084 442 .933 -.010 .116

-.088 268.825 .930 -.010 .110

13.47 .000 -.579 443 .563 -.064 .111

-.656 323.978 .512 -.064 .098

.421 .517 -.645 442 .520 -.076 .118

-.656 244.125 .513 -.076 .116

2.195 .139 -4.751 444 .000 -.565 .119

-4.708 235.680 .000 -.565 .120

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Statement 1: In my country,

most marketers consider my

needs prior to designing their

products

Statement 2: In my country,

most marketers consider my

cultural background prior to

designing their products

Statement 3: In my country,

most marketers consider my

consuming habits when they

design their campaigns

Statement 4: In my country,

most Marketers understand

what type of products suit me

best

Statement 5: In my country,

my cultural background is

always regarded by most

marketers

Statement 6: In my country,

my consuming habits is

always understood by most

marketers

Statement 7: In my country,

most products provided by

marketers tend to meet my

requirements

Statement 8: In my country, I

believe that most marketers

respect consumers’ cultural

backgrounds

Statement 9: In my country, I

believe that most marketers

bow to my consuming habits

F Sig.

Levene's Test
for Equality
of Variances

t df
Sig.

(2-tailed)
Mean

Difference
Std. Error
Difference

t-test for Equality of Means
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RQ3: What are the commonalities with the purchasing decision-making and 

consuming habits across different cultures? 

Table 17 and 18 summarize the findings corresponding to (RQ3). The results 

indicate that there was no significant difference between Arabs and non-Arabs in the only 

two aspects related to purchasing decision making and one out of six aspects that were 

related to consuming habits. Specifically, there was no significant difference between 

both of them when it comes to comparing between alternatives before making a 

purchasing decision, t (439) = 1.51, p = .131. That is, the average score of Arabs (M = 

4.14, SD = 1.11) was not significantly different from that of non-Arabs (M = 3.97, SD = 

1.06). Also, there was no significant difference between both of them in purchasing what 

they want rather than what they need as a consuming habit, t (442) = .549, p = .583. That 

is, the average score of Arabs (M = 2.74, SD = 1.20) was not significantly different from 

that of non-Arabs (M = 2.68, SD = 1.08). The third aspect that asserted no significant 

difference between Arabs and non-Arabs was related to gathering information about 

products prior purchasing it, t (441) = 1.20, p = .230. That is, the average score of Arabs 

(M = 3.45, SD = 1.25) was not significantly different from that of non-Arabs (M = 2.60, 

SD = 1.05). 

Table 17: Statistics for RQ3- Commonalities with purchasing decision-making and

consuming habits across cultures

318 3.68 1.372 .077

128 3.09 1.328 .117

315 3.01 1.273 .072

128 2.49 1.122 .099

315 3.75 1.245 .070

127 3.37 1.133 .100

315 3.06 1.230 .069

126 2.79 1.078 .096

315 4.14 1.110 .063

126 3.97 1.058 .094

317 2.74 1.199 .067

127 2.68 1.083 .096

317 3.45 1.256 .071

126 3.60 1.051 .094

316 3.84 1.158 .065

127 3.16 1.035 .092

Ethnicity
groups

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Arabs

Non Arabs

Statement 1: If money is available, I buy whatever I

want

Statement 2: I buy a product if it’s a new brand to

try it out

Statement 3: Cost is the main factor in determining

whether I buy a certain product

Statement 4: If the product is fashionable, I tend to

buy it

Statement 5: I usually compare between alternatives

before I make my purchasing decision.

Statement 6: In general, I usually purchase what I

want rather than what I need

Statement 7: In general, I usually gather information

about a product prior to purchasing it

Statement 8: In general, I think foreign made

products are of high quality

N Mean
Std.

Deviation
Std. Error

Mean
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Table 18: Independent Samples T-Test for RQ3- Commonalities with purchasing

decision-making and consuming habits across cultures

1.107 .293 4.190 444 .000 .596 .142

4.249 241.694 .000 .596 .140

1.748 .187 4.007 441 .000 .517 .129

4.226 265.197 .000 .517 .122

2.980 .085 2.996 440 .003 .382 .128

3.119 254.452 .002 .382 .123

3.406 .066 2.218 439 .027 .278 .125

2.346 260.873 .020 .278 .118

.862 .354 1.513 439 .131 .175 .115

1.544 240.675 .124 .175 .113

2.918 .088 .549 442 .583 .067 .123

.574 255.579 .567 .067 .117

8.602 .004 -1.202 441 .230 -.152 .127

-1.297 272.379 .196 -.152 .117

3.449 .064 5.796 441 .000 .684 .118

6.080 258.523 .000 .684 .113

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Equal variances
assumed

Equal variances
not assumed

Statement 1: If money is

available, I buy whatever I

want

Statement 2: I buy a

product if it’s a new brand

to try it out

Statement 3: Cost is the

main factor in determining

whether I buy a certain

product

Statement 4: If the product

is fashionable, I tend to

buy it

Statement 5: I usually

compare between

alternatives before I make

my purchasing decision.

Statement 6: In general, I

usually purchase what I

want rather than what I

need

Statement 7: In general, I

usually gather information

about a product prior to

purchasing it

Statement 8: In general, I

think foreign made

products are of high

quality

F Sig.

Levene's Test for
Equality of
Variances

t df
Sig.

(2-tailed)
Mean

Difference
Std. Error
Difference

t-test for Equality of Means

 

 

RQ4: What product characteristics urge consumers to purchase a certain product?  

Table 19 summarizes the findings for (RQ4). Slightly less than 60% (N=245) of 

the total ranked high quality as the most important characteristic that effects their 

decision and encourages them to buy a certain product. Meanwhile, about 17% (N=69) 



 

30 

ranked high quality as the second most important characteristic and only 12% (N=50) 

ranked it as the third most important characteristic.  

Approximately 20% (N=82) ranked the product being money saving as the most 

important characteristic and 28% (N=117) ranked money saving as the second most 

important feature while only 14% (N=60) ranked it as the third most important feature. If 

the product is time saving was ranked as the most important feature by 8% (N=34) of the 

participants and ranked as the second most important feature by approximately 13% 

(N=52) of the total sample. Table 19 shows the specified percentages of each product 

characteristics as given by the participants. 
 

 Table 19: Participants ranking of characteristics that motivate them to buy a certain product 

Ranked as # 

Product's Characteristic 

1 2 3 4 5 6 7 Total 

The product is High 

Quality Count 245 69 50 22 18 11 1 416 

% within total sample 59% 17% 12% 5% 4% 3% 0% 100% 

The product is 

Money Saving Count 82 117 60 61 43 39 14 416 

% within total sample 20% 28% 14% 15% 10% 9% 3% 100% 

The product is 

Time Saving Count 34 52 90 95 82 48 15 416 

% within total sample 8% 13% 22% 23% 20% 12% 4% 100% 

The product is User 

Friendly Count 13 65 81 94 70 83 10 416 

% within total sample 3% 16% 19% 23% 17% 20% 2% 100% 

The product is 

Safety Enhancing Count 23 53 72 77 116 57 18 416 

% within total sample 6% 13% 17% 19% 28% 14% 4% 100% 

The product is 

Security Enhancing Count 15 50 46 43 61 155 46 416 

% within total sample 4% 12% 11% 10% 15% 37% 11% 100% 

The product is 

Nicely Packaged Count 4 10 17 24 26 23 312 416 

% within total sample 1% 2% 4% 6% 6% 6% 75% 100% 

 

 



 

31 

RQ5: What elements create a perception of a valuable product from different 

cultural perspectives? 

As seen in Table 20, about 57% (N=165) of the Arabs ranked famous name-brand 

as the most important element that would make a product valuable. On the other hand, 

only 22.5% (N=27) of the non-Arabs thought that this element is the most important one. 

However, more than 37% (N=45) of the non-Arabs ranked the product being of a special 

memory as the most important element that would make a product valuable. In contrast, 

less than 21% (N=60) of the Arabs group ranked the same element as the most important 

one. Neither group ranked the product as valuable if it was endorsed by their favorite 

celebrity as the most important element at all. Both groups were almost similar in ranking 

this element as only 4.5% (N=13) of the Arabs and 3.3% (N=4) of the non-Arabs ranked 

it as the second most important element that would make a product valuable. As seen in 

figures 1 and 2, Arabs highly value products from a famous name-brand as 57% of them 

rank it as # 1 and 21% rank it as #2. On the other hand, non-Arabs highly value products 

that have a very special memory as 38% of them rank it as # 1 and 23% rank it as # 2. 

The order of ranking elements that create a perception of a valuable product could be 

interpreted for both groups as follows:  

 

Table 20: Arabs VS. non-Arabs ranking of elements that make products valuable 

 Arabs Non-Arabs 

First  The product is valuable if it is a famous name 

brand 

The product is valuable if it has a very 

special memory

Second  The product is valuable if it has a very special 

memory 

The product is valuable if its price is over 

$1000

Third  The product is valuable if its price is over $1000 
The product is valuable if it is an old antique 

(older than 20 years) 

Fourth  The product is valuable if it is an old antique 

(older than 20 years) 

The product is valuable if it is a famous 

name brand

Fifth  The product is valuable if it is a new fashion 
The product is valuable if its size is bigger 

than   X   feet

Sixth  The product is valuable if its size is bigger than   

X   feet 
The product is valuable if it is a new fashion 

Seventh  The product is valuable if it was endorsed by my 

favorite celebrity 

The product is valuable if it was endorsed by 

my favorite celebrity 
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Non Arabs Ranking of valuable product 

0%

5%

10%

15%

20%

25%

30%

35%

40%

Ranked as # 1 by 13% 38% 23% 19% 3% 4% 0%

Ranked as # 2 by 27% 23% 12% 23% 7% 6% 3%

Ranked as # 3 by 17% 9% 19% 20% 14% 13% 8%

Ranked as # 4 by 18% 16% 15% 8% 14% 17% 13%

Ranked as # 5 by 15% 6% 22% 13% 13% 14% 18%

Ranked as # 6 by 8% 4% 8% 6% 28% 22% 24%

Ranked as # 7 by 3% 4% 2% 11% 21% 25% 34%

The product is valuable 

if it is an o ld antique 

(older than 20 years)

The product is valuable 

if it has a very special 

memory

The product is valuable 

if it is a famous name 

brand

The product is valuable 

if its price is over $1000

The product is valuable 

if it is a new fashion

The product is valuable 

if its size is bigger than   

 X   feet

The product is valuable 

if it was endo rsed by my 

favorite celebrity

Arabs ranking of valuable product

0%

10%

20%

30%

40%

50%

60%

Ranked as #  1 by 8% 21% 57% 11% 4% 0% 0%

Ranked as #  2 by 19% 16% 21% 18% 19% 4% 4%

Ranked as #  3 by 16% 20% 10% 19% 18% 8% 8%

Ranked as #  4 by 16% 15% 4% 17% 18% 16% 13%

Ranked as #  5 by 15% 15% 4% 14% 16% 21% 15%

Ranked as #  6 by 14% 10% 3% 12% 12% 29% 20%

Ranked as #  7 by 12% 3% 1% 9% 13% 22% 40%

The product  is valuable 

if  it  is an old ant ique 

(older  than 20 years)

The product  is valuable 

if  it  has a very special 

memory

The product  is valuable 

if  it  is a f amous name 

brand

The product  is valuable 

if  it s price is over  $1000

The product  is valuable 

if  it  is a new f ashion

The product  is valuable 

if  it s size is bigger t han  

  X   feet

The product  is valuable 

if  it  was endorsed by 

my f avor ite celebr it y

Figure 1: Arabs ranking of elements that make products valuable 

 

 

Figure 2: Non-Arabs ranking of elements that make products valuable 
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DISCUSSION 

 

This study was designed to investigate six areas that are related to cultural 

differences and their effects on consumer behavior. First, the researcher examined what 

elements of culture have the strongest effect on consumers� behavior in both cultures. 

Significant differences were found between Arabs and non-Arabs when it comes to 

buying a product that doesn�t adhere to four elements of culture out of six.  

As far as religion or ideology, it seems to be a very sensitive issue in Arab 

communities, and Arabs were found to be more culturally conservative toward it as more 

than 60% of the Arabs in this sample disagreed to buy a product if it doesn�t adhere to the 

religion and only 22% agreed to do so. In contrast, only 31% of the non-Arabs refused to 

buy a product if it doesn�t adhere to the religion and more than 50% agreed to do so 

despite its adherence to the religion.  

On the other hand, Arabs were found to be somewhat liberal when it comes to 

buying products that do not adhere to the norms of their communities as about 32% of 

them disagreed and more than 40% agreed to do so. On the contrary, the non-Arabs were 

found to be very liberal as only 17.5% of them disagreed and about 64% agreed to buy 

products that do not adhere to the community�s norms. Moreover, Arabs were almost 

divided equally in their opinions about buying products that do not adhere to the values 

as 40% of them disagreed and 35% agreed in comparison to non-Arabs who leaned 

liberally as more than half of them agreed to buy a product even if it doesn�t adhere to 

values and slightly less than one quarter disagreed to do so.  

As far as buying products that do not adhere to customs, the percentage of liberal 

individuals were higher among Arabs as slightly more than 45% agreed to buy them and 

slightly more than 30% disagreed to do so comparing with the non-Arabs who tend to be 

very liberal in this aspect as less than 17% of them disagreed and more than 61% agreed.  

The percentage of agreement among Arabs towards buying products that do not 

adhere to these elements was found to be less than the agreement of the non-Arabs in all 

cases, especially when related to religion. Consequently, the percentages of disagreement 

among them found to be greater than the non-Arabs. One could argue that Hall�s 
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classification of societies as high context/low context societies and the extent of which 

individuals are religious are critical keys to explain this phenomenon.  

As 99.4% of the Arabs reported to be Muslims, where a majority of individuals 

obey the instructions of The Qur�an (the Holy book of Islam), which encourages people 

to love others, respect elders, and enhance relationships and where they live in societies 

where human interaction is emphasized, consumers are more likely to be influenced and 

maybe socially observed by others such as friends, relatives, or religious leaders. This 

social observation would make them more cautious to avoid any religious discrimination 

and social rejection that might occurs as a result of their purchasing decisions. On the 

other hand, non-Arabs are more influenced by media as they live in low-context societies 

that do not emphasize integration but encourage equality in relations. 

In contrast, in the United States, there is a separation between church and state 

which leaves no aspects of Christian law to be enforced by the government. In this case, 

purchasing religiously forbidden products does not raise any fear of getting in trouble 

with the law, nor of being branded as un-Christian or anti-social, which in the opposite 

are serious crimes that create social problems for the individual in some Arab and some 

Islamic societies mainly in countries where this study�s participants live. Therefore, 

consuming religiously-sensitive products would not force any social rejection in countries 

where separation of church and state exists. 

Although the result of the statistical test show no significant difference between 

Arabs and non-Arabs when it comes to buying a product they need even if it does not 

adhere to the language of the community they live in, but it is of a significant important 

in the cultural differences context. This finding may suggests a great improvement in 

terms of openness to other cultures as languages are one of the major elements for 

cultural dialogue and may become the main bridge for more interaction between cultures 

and of more benefit to international marketers.  

Second, the researcher examined how participating consumers from different 

cultures view marketers� awareness of their needs, cultural backgrounds, and purchasing 

habits.  Significant differences were found between Arabs and non-Arabs in six aspects 

out of nine when it comes to how they view marketers.  
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Both Arabs and non-Arabs were found to be not satisfied with marketers when it 

comes to how far marketers consider and understand their needs, consuming habits, and 

cultural backgrounds. Although there was a mutual disagreement, Arabs recorded higher 

percentages than non-Arabs. However, an interesting result was found in regards to 

participants� opinions about marketers� consideration of their consuming habits when 

designing campaigns. Both groups were satisfied and recorded higher agreement 

percentages as 42% of Arabs and 52% of non-Arabs agreed with this particular aspect. 

When participants were asked whether they think marketers consider their need prior to 

designing their products, approximately 55% of Arabs disagreed with that and only 19% 

agreed. On the other hand, about 34% of non-Arabs disagreed and more than one-quarter 

of them agreed. 

When participants were asked whether they think marketers consider their cultural 

backgrounds prior to designing products, about 51% of Arabs disagreed with that and 

only 22% of them agreed and slightly less than 34% of non-Arabs disagreed and about 

29% of them agreed.  

In regards to how participants agreed with the statements that says most marketers 

understand what type of products suit them best, about 62% of Arabs disagreed and only 

14% of them agreed. In contrast, more than 33% of non-Arabs disagreed to that and 

about 26% of them agreed to it. 

When participants were asked to specify their level of agreement or disagreement 

with the statements that says their cultural background is always regarded by most 

marketers, more than 61% of Arabs disagreed and only 16% of them agreed. On the other 

hand, exactly 39% of non-Arabs disagreed and about one-quarter of them agreed to it. 

More than 70% of Arabs disagreed with the statement that says most marketers 

bow to their consuming habits and about 12%of them agreed with that. Meanwhile, 

exactly 45% of non-Arabs disagreed and slightly more than one-quarter of them agreed. 

These findings could be a direct measure to assess the performance of marketers 

from the participants� point of view with respect to the appreciation of the needs, cultural 

backgrounds, and purchasing habits and the satisfaction level as a result of expectation 

and fulfilment. However, it may be the outcome of indirect factors that influenced the 

low level of consumers� satisfaction. Among those indirect factors are consumers being 
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enable to pay the cost of products or facing high reduction of discretionary income due to 

inflation, economic recession, consumer confidence, fuel prices, inflation, and interest 

rates or maybe consumers� dissatisfaction with the overall economic policy of a 

government or the economic environment as suggested by Abu Gahaf (2003.) These 

indirect factors could put marketers at blame as they have a direct relationship with 

consumers and consumers recognize them as needs providers and consequently the level 

of consumer satisfaction decreases.  

On the other hand, the high level of participants� satisfaction with marketers in 

terms of consideration of their consuming habits when designing campaigns, could be an 

indicator of advanced campaign planning and advertisement designing. 

In the third section, the researcher examined the commonalities with the 

purchasing decision-making and consuming habits across different cultures. The results 

indicate that there was no significant difference between Arabs and non-Arabs in three 

aspects related to purchasing decision making and consuming habits. In another way, no 

differences are signs of similarities and commonalities across both sub-samples.  

Both Arabs and non-Arabs agreed by higher percentages on comparing between 

alternatives before they make purchasing decision as 77% of Arabs and 70% of non-

Arabs reported so, compared with only 11% of Arabs and 8% of non-Arabs who 

disagreed. Also, higher percentages from both groups agreed that they gather information 

about a product prior to purchasing it as more than 51% of Arabs and more than 56% of 

non-Arabs stated so, compared to 25% of Arabs and 18% of non-Arabs who disagreed 

with this statement.  

On the other hand, commonality across the two groups was found in their attitude 

towards one of consuming habits. More than 43% of Arabs and about 46% of non-Arabs 

disagreed with purchasing what they want rather than what they need statements in 

comparison with 29% of Arabs and 22% of non-Arabs who agreed with that statement. 

The findings are well-matched with Engel�s (1997) stages of consumer�s purchase 

decision-making and fully support the predefined processes. Moreover, consumers in 

both groups proved to be practical and to have high control of their purchasing habits as 

the majority of them focus on needs rather than wants.  
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Fourth, participants ranking of the characteristics that urge them to purchase a 

certain product show that high quality is the most important feature and money saving 

comes next. The ranking order put time-saving, user-friendly, safety-enhancing, security-

enhancing, and nicely-packaged respectively in the list as seen in Table 19. One could 

argue that the participants ranking follows a logical order as products of high quality 

would likely possess a decent level of safety, security, time-saving, and durability than 

others of lower quality. In addition, usually high-quality products offer good warranty 

and prompt post-purchase services, which make them in the long-term considered 

possessing the second most important feature: money-saving.  

The nice packaging feature appeared at the bottom of the list as an important 

indicator of the participants� high degree of awareness and understanding. They 

perceived the outer appearance or the nice packaging as a temporary feature that would 

disappear once a product is purchased.  

The fifth section investigated what elements create a perception of a valuable 

product from different cultural perspectives. The order of ranking elements that create a 

perception of a valuable product suggest that Arabs tend to reflect the habit/repeat bath 

model as 57% of them ranked a famous brand name at the top of the list. Famous-name 

brands are usually perceived to be of high quality, and, as stated by Abu Gahaf (2003), 

the level of quality is the first element that creates value for products from the user 

viewpoint and it belongs to the performance category that is strongly tied to the economic 

value of products.  

On the other hand, non-Arabs tend to prioritize the sentimental values of products 

as 38% of them ranked a product being of a very special memory at the top of their list. 

As suggested by Abu Gahaf (2003), a product�s ability to control the emotional benefits 

that are perceived by others comes as the first element that creates value for products 

from the user viewpoint and it belongs to the emotional category that is strongly tied to 

the sentimental value of products. 
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LIMITATIONS 

 

There are two limitations that need to be acknowledged regarding this study. The 

first limitation concerns the nature of participants in this research. Since the online survey 

questionnaire was the only utilized tool to gather the raw data, this might have prevented 

unintentionally some individuals from being a part of the convenient sample and 

consequently the study did not capture their valuable input. Reasons could lie on their 

being unable to access the web either by chance or because of the used tool or, 

furthermore, because they were illiterates. In general, reaching the population sample is 

still an issue in online data collection methods and in traditional ways as well (Samúel L. 

et al., 2007.) 

The second limitation has to do with the extent to which the findings were 

analyzed. Although this study had captured valuable demographical data that could have 

been used to provide deeper analysis of subcultures, it had to analyze only higher level of 

data due to the predefined purposes and research questions. For instance, this study did 

not intend to analyze and compare the responses of Arabs who were located in the US 

versus those who were located in their home countries nor to analyze the responses of the 

non-Arabs who were located in the Arab countries versus those who were located in their 

home countries during the time this study was conducted. However, by gathering this 

specific demographical information, the researcher aimed to prepare for a future study in 

the same field. 
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FUTURE STUDIES 

 

This study found that more than 50% of the participants encountered changes in 

their purchasing behavior as a result of being in communities different from their mother 

culture, but whether and how they have impacted consumers� behavior in communities 

they currently live in is still ambiguous. 

Any future studies that attempts to disclose the influence of different cultures on 

consumers� behavior will need to make every effort to investigate the effects of the 

existence in a multicultural environment on consumers in comparison with a specific 

cultural context. This is a very essential need as more extraordinary subcultures are 

blending into standard cultures and exchanging back and forth many characteristics 

which would amend consumers� behavior rapidly and might create a need to revisit some 

theories in the field for further development.  

Future studies should also focus on the disclosure of the impact of social 

mobilization against certain products on consumer behavior and purchasing decisions and 

to understand motives or barriers that drive or prevent individuals to stand with or against 

social mobilization from cultural perspective. 
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APPENDIX A: HUMAN SUBJECT APPROVAL 
 

Office of the Vice President  For Research 
Hum an Subjects Com m ittee 

Tallahassee, Florida 32306-2742 
(850)  644-8673 . FAX (850)  644-4392 
 

APPROVAL MEMORANDUM 
 

Date:  11/ 19/ 2007 
 

To:  Ahmad Alkhalaf 
 

Address:  901 Riggins Rd., Apt  114 

Dept .:  COMMUNI CATI ON 
 

From:  Thom as L. Jacobson, Chair 
 

Re:  Use of Human Subjects in Research 
Master Thesis-  Cultural Differences and their affect  on consumer behavior 

 

The applicat ion that  you subm it ted to this office in regard to the use of human subjects in the proposal 
referenced above have been reviewed by the Secretary, the Chair,  and two m embers of the Human 

Subjects Com m it tee. Your project  is determ ined to be Expedited per 45 CFR § 46.110(7)  and has been 
approved by an expedited review process. 

 
The Human Subjects Comm it tee has not  evaluated your proposal for scient ific merit ,  except  to weigh the 

r isk to the human part icipants and the aspects of the proposal related to potent ial r isk and benefit .  This 

approval does not  replace any departmental or other approvals, which may be required. 
 

I f you subm it ted a proposed consent  form  with your applicat ion, the approved stamped consent  form  is 
at tached to this approval not ice.  Only the stamped version of the consent  form  may be used in recruit ing 

research subjects. 
 

I f the project  has not  been completed by 11/ 11/ 2008 you m ust  request  a renewal of approval for 

cont inuat ion of the project. As a courtesy, a renewal not ice will be sent  to you prior to your expirat ion date;  
however, it  is your responsibilit y as the Principal I nvest igator to t im ely request  renewal of your approval 

from  the Comm it tee. 
 

You are advised that  any change in protocol for this project  m ust  be reviewed and approved by the 
Com m it tee prior to implementat ion of the proposed change in the protocol.   A protocol change/ amendment  

form  is required to be subm it ted for approval by the Com m it tee.  I n addit ion, federal regulat ions require 

that  the Principal I nvest igator prompt ly report,  in writ ing any unant icipated problems or adverse events 
involving r isks to research subjects or others. 

 
By copy of this m em orandum, the Chair of your departm ent  and/ or your m ajor professor is rem inded that  

he/ she is responsible for being inform ed concerning research projects involving hum an subjects in the 
department, and should review protocols as often as needed to insure that  the project  is being conducted in 

compliance with our inst itut ion and with DHHS regulat ions. 

 
This inst itut ion has an Assurance on file with the Office for Hum an Research Protect ion. The Assurance 

Num ber is I RB00000446. 
Cc:  Steven McClung, Advisor 

HSC No. 2007.733 

Subject Use of Human Subjects in Research - Approval Memorandum  

From Human Subjects <humansubjects@magnet.fsu.edu>  

Date Monday, November 19, 2007 12:31 pm 

To aaa07@fsu.edu  

Cc Steven.McClung@comm.fsu.edu  
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APPENDIX B: THE DATA QUESTIONNAIRE IN ENGLISH 

Culture and Consumer Behavior 
 

Please take a few minutes to fill out this survey on cultural differences and their effect on consumer behavior. 
Participation is voluntary and all results are confidential to the extent allowed by the law.  
Completion of the questionnaire is implied consent to use the data you have provided. You must be at least 18 
years of age to participate. The data will be stored under lock and key on file on campus until one year after the 
study has been completed. All e-mail correspondence will be kept confidential and will be destroyed one year 
after the study has been completed. If you have any questions, please contact Ahmad Alkhalaf at 
aaa07@fsu.edu or The Florida State University IRB at 850.644.8673 located at 2010 Levy Ave, Bldg B, Suite 
276, Tallahassee, FL, 32310. Thank you for your participation. 
 

View on marketing environment 

Please  circle any of the numbers from 1 to 5 below that best reflect your opinion.  
 

In general, I  believe that the economic 

environment in my country is…………………………… Very weak 1 2 3 4 5 Very strong 

In general, I  believe that the social structure       

in my country is……………………………………………… Very complex  1 2 3 4 5 Very simple  

In general, I  believe that the effectiveness         

of the educational system in my country is……….. Very poor 1 2 3 4 5 Very strong 

In general, I  believe that the political status        

in my country is…………………………………………….. Very unstable 1 2 3 4 5 Very stable 

 

Culture and Purchasing Decisions 

Each culture has its own characteristics. Sometimes not all individuals adhere to the culture they 
belong to. For each statement below, please circle the response that reflects your opinion. 

 
Strongly 
disagree    

Strongly 

agree 

I would buy a product I need even if it does not adhere to the 
Ideology/Religion of the community I live in�������..     1 2 3 4 5 

I would buy a product I need even if it does not adhere to the Norms of the 
community I live in��������������..     1 2 3 4 5 

I would buy a product I need even if it does not adhere to the Values of the 
community I live in��������������..    1 2 3 4 5 

I would buy a product I need even if it does not adhere to the Customs of 
the community I live in�������������.    1 2 3 4 5 

I would buy a product I need even if it does not adhere to the Language of 
the community I live in������������..    1 2 3 4 5 

I would buy a product I need even if it is not compatible with the Class of 
the community I live in��������������.    1 2 3 4 5 

I would buy some thing to assimilate with community around me�   1 2 3 4 5 
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Review of Marketers 

For each statement below, please circle the response that reflect your believe. 
 

 
Strongly  
disagree    

Strongly 

agree 

Most marketers consider my needs prior to designing their products������..� 
   

1 2 3 4 5 

Most marketers consider my cultural background prior to designing their products.. 
1  2 3  4 5 

Most marketers consider my consuming habits when they design their promotion 
campaigns������������������������������ 

   

1 2 3 4 5 

Most Marketers understand what type of products suit me best����������.. 
   

1 2 3 4 5 

My cultural background is always regarded by most marketers������.����..   
   

1 2 3 4 5 

My consuming habits is always understood by most marketers����������.. 
   

1 2 3 4 5 

Most products provided by marketers tend to meet my requirements�������.. 
   

1 2 3 4 5 

I believe that most marketers respect consumers� cultural backgrounds������. 
    

1 2 3 4 5 

I believe that most marketers bow to my consuming habits ������.������ 
    

1 2 3 4 5 

Purchasing Styles 

For each statement below, please circle the response that reflects your attitude. 
 

 
Strongly  
disagree    

Strongly 

agree 

If money is available, I buy whatever I want�����������������.. 
    

1 2 3 4   5 

I buy a product if it�s  new�����������������������.. 
    

1 2 3 4   5 

Cost is the main factor in determining whether I buy a certain product���� 
   

1 2 3 4   5 

If the product is fashionable, I tend to buy it������������������ 
   

1 2 3 4   5 

I usually compare between alternatives before I make my purchasing decision. 
   

1 2 3 4   5 

In general, I usually purchase what I want rather than what I need����. 
   

1 2 3 4   5 

In general, I usually gather information about a product prior to purchasing it.  
   

1 2 3 4   5 

In general, I think foreign made products are of high quality������� 
    

1 2 3 4   5 

If you were not born in this country or have not been in this country for more than 10 
years, do you think that your purchasing style has changed since you arrived to 

this country? Yes # No # N/A # 
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Products’ Features 

 
Many products have one or several features. What do you think are the features that would affect your 
decision and encourage you to buy the product? Please rank the features by writing a 1 next to the 
most important feature, 2 next to the second-most important feature and 3 next to the third-most 
important feature and so. 
 
  

____ The product is Time Saving 

____ The product is Money Saving 

____ The product is Safety Enhancing 

____ The product is User Friendly 

____ The product is High Quality 

____ The product is Security Enhancing 

____ The product is Nicely Packaged 
 

 

 

Customers differ in defining valuable products or items according to how they perceive it. Please 
rank the factors you think make a product valuable by writing a 1 next to the most important factor, 2 
next to the second-most important factor and 3 next to the third-most important factor and so. 
 

 
____ The product is valuable if its price is over $1000 

____ The product is valuable if its size is bigger than   X   feet 

____ The product is valuable if it is an old antique (older than 20 years) 

____ The product is valuable if it was endorsed by my favorite celebrity 

____ The product is valuable if it is a famous name brand 

____ The product is valuable if it has a very special memory 

____ The product is valuable if it is a new fashion 

 

Demographic I nformation 

The following information is needed for classification and comparison purposes only. Please indicate 
the classifications that best describe you by marking the appropriate box. 
 

* My gender is� 

 
Male  #    Female    #   
 

* My Marital Status is � 
 

Married #      Single # Divorced # Widow # 
 

* My age is� 
 

Under 25 years # 26-35 Years # 36-45 Years # 

46-55 Years # 56-65 Years # 66 Years or older # 
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* My ethnic background or my nationality is: 
 

White/Caucasian # African 
A i

# Hispanic # 

Asian American # European # Chinese # 
Saudi # Korean # Other # Please specify 
 

* My religion is � 
 

Christian # Muslim # Buddhist  # 

Hindu # Jew # Atheist # 
Other # Please specify____________   
 
 

* The highest level of education I have completed is� 
 

Less than high school # High school graduate # Some college # 

College graduate # Some graduate school # Graduate degree # 
 
* My annual Household income is� 

 

$19,999 or less # $20,000 - $39,999 # $40,000 - $59,999 # 

$60,000 - $79,999 # $80,000 - $99,999 # $100,000 or more # 
 
 

    
THANK YOU VERY MUCH FOR COMPLETING THIS SURVEY! 
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APPENDIX C: THE DATA QUESTIONNAIRE IN ARABIC 

 اإلختالفات الثقافية وسلوك المستهلكين
 

أشكرك مقدما على تخصيصك لبضع دقائق من وقتك لملء هذا االستقصاء عن االختالفات الثقافيه وتأثيرها على سلوك         
إآمال   . ولإلحاطة فإن المشارآة طوعيه وستعامل جميع النتائج آوثائق سرية الى اقصى حد يسمح به القانون         . المستهلكين 
 سنة على األقل للمشارآة     18يجب أن يكون عمرك  . تبيان يعتبر بمثابة موافقة ضمنيه إلستخدام البيانات المعطاة هنا            هذا االس

سيتم الحفاظ على سرية جميع مراسالت     . سيتم حفظ البيانات بملف مغلق لمدة عام آامل من إآتمال الدراسة           . في هذه الدراسة 
اذا آان لديك اي اسئلة ، يرجى االتصال بـ         . ا بعد سنة واحدة من انتهاء الدراسه      البريد االلكتروني ومن ثم يتم التخلص منه         

 والواقعة في  850.644.8673  على الرقم IRB او جامعة والية فلوريدا  aaa07@fsu.edu: أحمد الخلف على العنوان 
  Levy Ave, Bldg B, Suite 276, Tallahassee, FL, 32310 2010:  العنوان 

 
 

 ئة التسويقنظرة حول بي
 

 . والتي تعكس رأيك على افضل وجه5 الى 1الرجاء وضع دائره حول احدى االرقام من 

ضعيفة جدا  1 2 3 4 5 قوية جدا  ................بشكل عام، اعتقد ان البيئة االقتصادية في  بلدي 

معقدة جدا  1 2 3 4 5 بسيطة جدا   .................بشكل عام، اعتقد ان البنية االجتماعية في بلدي

ضعيفة جدا  1 2 3 4 5 قوية جدا  ............بشكل عام، اعتقد ان فعالية النظام التعليمي في بلدي 

 .................بشكل عام، اعتقد ان الوضع السياسي في بلدي  غير مستقر جدا 1 2 3 4 5 مستقر جدا

 
 الثقافة وقرارات الشراء

 

. نا ال يتقيد آافة األفراد بجميع ما تمليه عليهم عناصر ثقافة المجتمع الذي ينتمون اليهاحيا. لكل ثقافة خصائصها

 . والتي تعكس رأيك على افضل وجه5 الى 1الرجاء وضع دائره حول احدى االرقام من 

موافق 
بشده

  غير موافق 

         بشده

 ..عتقد او ديانة المجتمع الذي اعيش فيه سأشتري منتج احتاجه حتى وان لم يكن يتماشى مع م 1 2 3 4 5

 ..........سأشتري منتج احتاجه حتى وان لم يكن يتماشى مع قواعد المجتمع الذي اعيش فيه  1 2 3 4 5

 ............سأشتري منتج احتاجه حتى وان لم يكن يتماشى مع قّيم المجتمع الذي اعيش فيه  1 2 3 4 5

 .........ه حتى وان لم يكن يتماشى مع عادات المجتمع الذي اعيش فيه سأشتري منتج احتاج 1 2 3 4 5

 .............سأشتري منتج احتاجه حتى وان لم يكن يتماشى مع لغه المجتمع الذي اعيش فيه  1 2 3 4 5

 ......سأشتري منتج احتاجه حتى وان لم يكن يتماشي مع الطبقه االجتماعيه التي انتمي اليها  1 2 3 4 5

 ......سأشتري منتج ما اذا آان سيساعدني على ان اآون مقبوال في المجتمع الذي اعيش فيه  1 2 3 4 5
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 نظرة على المسوقين
 

 والتي تعكس رأيك على افضل 5 الى 1بالنظر الى المسوقين في بلدك، الرجاء وضع دائره حول احدى االرقام من 
 .وجه

موافق 
بشده

  غير موافق 
         بشده

 ...................... ........... .معظم المسوقين يضعون في اإلعتبار احتياجاتي قبل تصميم منتجاتهم  1 2 3 4 5

 ................ ........... ...معظم المسوقين يأخذون في اإلعتبار خلفيتي الثقافية قبل تصميم منتجاتهم  1 2 3 4 5

 .. .......ون في الحسبان عاداتي االستهالآية عندما يصممون حمالت الترويج معظم المسوقين يضع 1 2 3 4 5

 .................................... ........... ......معظم المسوقين  يعرفون نوعيه المنتجات االفضل لي  1 2 3 4 5

  ................ ..............................خلفيتي  الثقافيه دائمًا ما تكون محط إهتمام معظم  المسوقين  1 2 3 4 5

 ....................................... ........... ..........عاداتي االستهالآية مفهومة عند معظم المسوقين 1 2 3 4 5

 ...... ........... .........................يميل المسوقين الى توفير معظم المنتجات التي  تلبي احتياجاتي  1 2 3 4 5

 ..... ........... ..............................اعتقد ان اغلب المسوقين يحترمون الخلفيه الثقافيه للمستهلك  1 2 3 4 5

 ..... ........... .....اعتقد ان معظم المسوقين يتنازلون عن اشياء آثيرة إلرضاء عاداتي االستهالآية  1 2 3 4 5
 

  الشراءأساليب
 

 . والتي تعكس رأيك على افضل وجه5 الى 1الرجاء وضع دائره حول احدى االرقام من 

موافق 
بشده

 غير موافق 
         بشده

 ............................................ ........... ...........اذا آان المال متاح ، اشتري أي شيء اريده  1 2 3 4 5

 ........................................................... ........... ........... .....شتري المنتج اذا آان جديداا 1 2 3 4 5

 ................ ........... ....التكلفه هي العامل الرئيسي في تحديد ما اذا آان لي ان اشتري منتج معين  1 2 3 4 5

 ......................................... ........... ........... الشائع ، فانا أميل الى شراءه اذا آان المنتج هو 1 2 3 4 5

 ..... ........... .قبل ان اتخذ قرار الشراء ) منتجات او خدمات أخرى مشابهه(عادة اقارن بين البدائل  1 2 3 4 5

 .................... ........... ..... ثر من تلك التي احتاجها بشكل عاًم،  أشتري المنتجات التي أريدها أآ 1 2 3 4 5

 ........................................ ........... ........بشكل عام ،اجمع معلومات عن المنتج قبل شراءه  1 2 3 4 5

 ................. ........... ........................بشكل عام ،اعتقد ان المنتجات االجنبية ذات جودة عالية  1 2 3 4 5

  نعم   #   #  ال  # ال ينطبق
 أعوام، هل تعتقد ان 10اذا لم تكن من مواليد هذه البلد او لم يمضي على وجودك فيها اآثر من 

اسلوب الشراء الخاص بك قد تغير منذ وصولك هنا؟
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 خصائص المنتجات

 
 

في اعتقادك ماهي السمات األهم التي من شأنها أن تؤثر على قرارك في . للعديد من المنتجات سمه او عده سمات
مقابل ) 2(مقابل اهم سمه ، والرقم ) 1(شراء منتج ما؟ الرجاء حدد أهم السمات بالترتيب، وذلك بوضع الرقم 

 .مقابل اهم ثالث سمه وهكذا) 3(اهم ثاني سمه و الرقم 
    

 المنتج يوفر الوقت  ____

 وفر المال المنتج ي ___

 المنتج يعزز السالمة ___

 المنتج سهل الستعمال ___

 المنتج ذو جودة عالية ___

 المنتج يعزز األمان ___

 المنتج ذو تغليف أنيق ___
 

في اعتقادك ماهي العوامل األهم التي تجعل منتج ما ذو . لكل شخص نظرته الخاصه للمنتجات ذات القيمه العاليه
مقابل اهم ) 2(مقابل اهم عامل ، والرقم ) 1( أهم العوامل بالترتيب، وذلك بوضع الرقم عالية؟ الرجاء حدد قيمه

 .مقابل اهم ثالث عامل وهكذا) 3(ثاني عامل و الرقم 
 

 

  ريال سعودي 3750المنتج ذو قيمة إذا آان سعره أعلى من  ___

 ><المنتج ذو قيمة إذا آان حجمه اآبر من      ___

  عاما20قد مضى عليه اآثر من ) عتيقا(ذا آان قديمًا المنتج ذو قيمة ا ___

 المنتج ذو قيمة اذا آان يستخدمه أحد المشاهير المفضلين لدي ___

 المنتج ذو قيمة اذا آان يحمل اسم عالمه تجارية شهيرة ___

 المنتج ذو قيمه اذا آان له ذآرى خاصة جدا ___

 ةالمنتج ذو قيمة اذا آان هو الموضة السائد ___
 

 المعلومات الديموغرافيه
 

الرجاء تحديد االجابات التي تصفك على أفضل . ستستخدم المعلومات التالية ألغراض التصنيف والمقارنة فقط
 .  على المربع المناسب√وجه وذلك بوضع إشارة   

  

 ...الجنس  •

  ذآر #  أنثى       #   
 

 ...الحالة االجتماعية  •

 متزوج # أعزب       # مطلق # رملأ #
 

 ...العمر  •

#  سنه45 � 36من  # #  سنه35 � 26من    سنه25أقل من 

#  سنه65 � 56من  #  سنه66أآبر من  #   سنه55 � 46من 
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 ...العرق أو الجنسية  •
 

 امريكي أبيض # أمريكي من اصول افريقيه # أمريكي من اصول اسبانيه #

 أمريكي من اصول اسيويه # اوروبي # صيني #

 عوديس # آوري # اخرى     _______________  فضال حدد #

  

 ...ديانتي هي •
 

 المسيحية # اإلسالم #  البوذية #

 الهندوسية # اليهودية # ال ديني #

 أخرى ...................................... فضال حدد #  

 

 ... أعلى مستوى تعليمي أآملته •
 

 أقل من الثانوية العامة # لثانوية العامةاآملت ا # أدرس حاليا الجامعه #

 متخرج من الجامعه # احضر حاليًا دراسات عليا  # اآملت دراسات عليا #
 

 ...حاليًا أنا •
 

 طالب # موظف دوام آامل # موظف دوام جزئي #

 متقاعد # ابحث عن عمل #  
  

 ...الدخل السنوي  •
 

  ريال سعودي75,000أقل من  # ريال سعودي150,000 � 75,000من  #  ريال سعودي225,000 �150,000من  #

 ريال سعودي300,000 �225,000من  #  ريال سعودي375,000 � 300,000من  #  ريال سعودي450,000 �375,000من  #

 
 

 شكرا جزيال على استكمال هذه الدراسه
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