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Abstract

It has been suggested that marketers must undérstdtural differences in order to
develop their marketing programmes across bord&raversely, it is also argued that
defined groups, in different countries, can be dtgd in a similar way. These two
perspectives raised the question thatwhich extent should marketing programmes be
standardised across the worldThe issues of Standardisation versus Adaptation
global marketing have received substantial attenfrom researchers over the past
three decades. Opinions have varied, and the debateues, lively, today. This has
stressed the importance of cross-countries markgiingramme research for practical
and academic alike. This research sets out to tige¢e how suppliers of global
companies presently interpret the need for adaptati an emergent and increasingly
relevant market (Libya) and how Libyan consumemsctdo their decisions through
identify the influence of foreign marketing prognar®s on their buying behaviour. Also,
to determine how Libyan consumers are influenced rbgrketing programmes

according to individual characteristics to builthadel for their buying behaviour.

The research consists of two phases to study teggfomarketing programme in Libya
from two different points of views. Firstly, usingtructured interviews with the
managers of four home appliances subsidiary agentsbya, the actual degree of
marketing programme standardisation currently aztbptfor fast-moving
consumer/household goods was determined in Libyarkeh Secondly, using a survey
of 805 randomly chosen consumers, located in thm@er urban conurbations (Tripoli,
Benghazi and Sabha), the research identifies vatabifs should be taken as significant
variables in understanding the impact of foreignrkeing programmes on Libyan

consumers.

The findings showed that foreign companies tenajpioly a standardisation perspective
to their marketing activities, but that this isther consistently, nor — to some degree —
effectively applied. Furthermore, the research ata: that buying behaviour of Libyan
consumers was more a function of individual diffexe than of localised adaptation
variables. In conclusion, the thesis may be st#tatl the understanding of consumer
characteristics within the regional context (Aral@im) is the key consideration in

designing marketing programme for this part ofwueld.
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1. CHAPTER 1: INTRODUCTION

In marketing everything chang and
everything matters so the perfect plan of
today can become the reason for failure
tomorrow (Keegan 2004:16)

1.1. Research Background
Marketing has become one of the most importanttfans of organisations, if not the

most important. Peter Drucker comments on thatdmsiclering the two most important
functions of business amarketingandinnovation These functions generate income

for the organisations and the rest are merely ¢bstscker, 1999).

Therefore, the modern concept of marketing embottiesmain thinking line of the
managerial process in the business today. It isvtiie business seen from the point of
view of its final result; that is, from the consursepoint of view (Levitt, 1983;
Brownlie and Saren, 1992; Christia al., 1999; Drucker, 1999). Accordingly, the
study of consumer behaviour is the starting pofrthe marketing process, where the
task is analysing consumers’ needs and desiresthemddeveloping products which
satisfy these needs and desires. However, the stadeing of consumer behaviour is
not an easy matter; it is linked to many factord affects, which make it a complicated
process (Arnoulet al.,2004; Blackwelkt al.,2006; Armstrong and Kotler, 2008).

Marketers are interested in how consumers behavartts their marketing programmes.
They are concerned about how the consumers cofeidirate the company’s
offerings, as achieving customer satisfaction is ohthe most important competitive
advantages. However, consumer behaviour is affebeda number of personal,
psychological, cultural and social factors whicmmat be controlled, but can be dealt
with, and even be benefitted from (Kotler, 2003hefefore, it is important for
marketers to be acquainted with these factors, thedimpact they can have on
consumer behaviour in order to produce an effectmarketing programme.
Accordingly, the need to study the impact of margetactivities on the consumer

behaviour within the context of buying processemikere.

The marketing literature has provided an analy$i€amsumer behaviour that it is
affected by various factors (e.g., Kotler, 2003)hkr, 2007). However, do these factors

13



have equal force-effect? Do the changes in busieegsonment contribute to reduce
some of these factors’ effects on consumer beh&¥idine knowing of how these
factors interact is the way to answer the eternsstion in the marketingwhy

consumers buy?

The marketing concept holds that marketing prograsmill be more effective when

they are tailored to each target group, and trge applies to foreign markets (Kotler,

2003). While some literature does indicate thigrehis no an empirical evidence to
support this view. Indeed, there are cultural cogeaces in the lifestyle groups that
can be targeted in a similar way (Levitt, 1983n,Jdi989; Lindridge and Dibb, 2003).

Conversely, there is evidence that the culturdedéhces override lifestyle similarities

(Mooij, 2004). Consequently, the pendulum of stadrethis area has swung between
the need for the adaptation and the need for stdisddéion (Soares, 2004).

Dawar Parker and Price (1997) suggested that tedom which said that ‘when you
crossed borders from one country to another cousigrything changed’ has been a
conventional wisdom. However, in their study, whathiveyed 800 individuals from 36
different nationalities, this was questionable. Tdeta showed that a difference in
nationality does not necessarily mean a differemce&€onsumer behaviour and the

cultural factor should not be taken as an impon@aniable in many marketing decisions.

This is also indicated by a study conducted on aorss from Britain and Portugal
which found that the cultural values did not havstrang influence on the consumer
behaviour (Soares, 2004). The studies showed arkaivia decrease of the influencing
role of cultural values (cultural factors) as aaritifier of consumer behaviour and this
is also supported by a study of consumers fromUhied States and China, which
showed more similarities than differences in theirying behaviour (Johnson and
Chang, 2000).

The marketing literature indicates that marketelns want to sell goods and/or services
across national borders face an extremely complemt®n (McCartyet al., 2007).
However, a high degree of similarity and homoggnéittween markets in terms of
consumers, context and so forth might facilitates ttask. Although this can be
attributed to various factors, such as the transédwility of their operations, economic

freedom and competition, the key variables areethibat relate to consumer behaviour

14



(Viswanathan and Dickson, 2007). The focus in te&earch is on the cultural factor’s
potential impact on the consumer behaviour, as agthe feasibility of taking it as an

important variable in the design of marketing pesgmes.

Here, cultural factors appear the most complicatednderstanding of the model of
consumer behaviour (Armstrong and Kotler, 2008)wkler, the cultural factors’
effects have been reduced (Levitt, 1983). Also, thredency of the business firms to
implement the standardisation strategy (Jain, 198&thek, 2006), especially for large
companies which operate in the international market met with an increasing
influence of individual characteristics on consunbehaviour (Dawaet al., 1997).
Therefore, the current research intends to invatighe causal examinations and
explanations for determining to what extent douralk and/or individual factors impact

Libyan consumer perspectives on foreign marketiogammes.

1.2. Aims of the Research
This PhD sets out to investigate the effect of rafing programmes on the buying

behaviour of Libyan consumers. Specifically, it aito:
1. Identify the influence of foreign marketing progna@s on the buying behaviour
of Libyan consumers.
2. Determine how Libyan consumers are influenced byketang programmes
according to individual characteristics to build naodel for their buying
behaviour.

Research Problem

1.3. The Research Problem and Questions
The question of whether to adapt or standardiseketiag programme across

international markets has created a lively debateecent years. Opinion has swung
between the need 1) for adaptation and 2) for stalishtion (Soares, 2004), and this
remains a point of both practical and academic @etoglay (Viswanathan and Dickson,
2007).

The dilemma, though, has become more complex witk.t Economic, political and
social turbulence now characterise an increasigtyipalised marketplace (Kotler and
Caslione, 2009) and the range of factors likelyinact standardisation/adaptation

decisions is more diverse than ever. Clearly, diffies of understanding and

15



application are exacerbated when the cultural itemtf a company and its target
market look likely to clash, and this situationnkat many international operators face

when entering Arab/Muslim markets (Marinov, 2007).

As Libya has encouraged international trade in megears (Porter, 2007), and this
once-closed economy is now attracting interest frimmeign companies (Rennack,
2006), Libya provides a good opportunity for reskain this area. Since 2003, when
UN sanctions were lifted, Libya has made substhptiagress on economic reforms as
part of a broader campaign of international regragion (The World Fact Book, 2010),
and it has taken great strides in re-building reteships with the global community
(Porter, 2007). Libya’s laws concerning foreigndea investment, and commercial
identity were relaxed in 2000 (Porter, 2007). Hoare\despite relaxation of barriers to
entry, Libya is still seen as a capricious businasgronment, and this has served to
stifle regional commercial ambitions (The Econom2gt10). Libya revised commercial
characteristics and a growing awareness of itsniessi potential, therefore, coupled
with, a limited empirical understanding of marketingenerally, in developing
economies (Jain 1989; Ozsomer and Simonin, 200d,) specifically, a lack of Libya-
based consumer research (US & FCS, 2006). Henbga'si place in a concurrently
emerging and fast-growing Arab market makes thiggpecially intriguing focus for

study.

Understanding how suppliers interpret the needdaptation and, also, how consumers
react to their decisions is now an imperative ii$ thart of the world. This research
seeks to address these issues, using fast-movimgueer white goods as a context,
through answering the following questions whichfaxgfold and maybe stated as:
Q.1 To what degree do foreign companies adapt/starstartheir marketing
programmes in Libya?
Q.2 How are Libyan consumers influenced by these foreignarketing
programmes?
Q.3 To what extent do cultural and/or individual fastormpact on Libyan
consumer perspectives toward foreign marketingraroghes?
Q.4 What are the key cultural and/or individual facttinet should be taken as
significant variables in understanding the impdanarketing programmes for

Libyan consumers?
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For the first question, interviews were conductathwnarketing managers from the
four major home appliance suppliers in Libya: SHARRiIlips, LG and Hitachi. The

Libyan market has been subject to recent dynamamgé (Porter, 2007) and though
some of their products were available during Likyabcialist era, all companies are
effectively new market entrants, developing aneeirtiunderstanding of the Libyan
market. For the remaining three questions, a magjeestionnaire survey of 805
randomly chosen consumers, located in three majbanu conurbations (Tripoli,

Benghazi and Sabha) was conducted. Analysis wagdva data from both sources.

1.4. The Research Hypotheses

In order to investigate the questions and test thtistically in this research project,
nine hypotheses are addressed below. These hypetta@s developed through the
review of literature on consumer buying behaviond anternational marketing mix

strategies. The construction of these hypothesdisasissed in greater detail in chapter

5. Then, the hypotheses are tested and evaluatddpier 8.

Hypothesis 1
The Libyan consumers’ responses toward 4P’s cadigiréheir buying behaviour

Hypothesis 2
The behavioural aspects of Libyan consumers arkieinéed by their individual

characteristics.

Hypothesis 3
The behavioural aspects of Libyan consumers aresatlgulinked with buying

behaviour toward 4P’s.
Hypothesis 4
The used indicators can predict the behaviourat@spof Libyan consumers as one

construct

Hypothesis 5

The foreign marketing programmes in Libya influemceconsumer buying behaviour.
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Hypothesis 6
The degree of standardisation is a significant aldei in influencing on Libyan

consumers.

Hypothesis 7
The foreign marketing programmes under researtlibiyan market are standardised.

Hypothesis 8
The foreign home appliances companies in Libya sisglar 4P’s with their home

country market

Hypothesis 9
The factors of product features, mode-of-entry dagarters-subsidiary relationship and

the level of Competition influence on the degrestahdardisation.

1.5. Research Methodology and Methods

In recent years, there has been a growing bodynofvledge and research into the
effect of marketing stimuli on consumer behaviottoyard and Mason, 2001;
Malhotra, 2004). Generally, this research has bé&emded strongly to adopt
quantitative methods as researchers have wantedriafion based on extrapolating
from a sample to a general population (Hague, 20&&nilarly, the quantitative
research is used within this project for yieldiresults that are representative and

generalisable for the total population.

Although, qualitative approaches are very usefulegplaining consumer behaviour,
the nature of the research’s objectives requiresudimg on specific factors and
determines their statistical effect on specificibgybehaviour characteristics. Also, the
research aims to contribute to the debate betwaenardisation and adaptation. Hence,
its findings must be comparable with other studi€sis can be provided by the

guantitative method.

Consequently, a questionnaire was used for catigdtie bulk of the data, and this is
the most common instrument used to collect prirmayket-related data (Kotler, 2003).
The selection of the questionnaire was necessaigoftecting information from a large

number of consumers, which reflects their respoasekreactions towards the foreign
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marketing programme. Besides, interviews, howeweere conducted with the
managers of foreign marketing campaigns in Libylae $tructured interview was used
in order to establish actual marketing practice amdevelop an index of adaptation,
finding out why specific approaches were adopted would, cleadyehrequired in-

depth interview (Ozsomera and Simonin 2004).

1.6. Research Context
This research has adopted the structure of thetitnaal four Ps marketing mix

(Product, Price, Promotion and Place) which hasnbesed for representing the
implementation of international marketing progransnrenumerous studies (Ozsomera
and Simonin, 2004; Siraliova and Angelis, 2006; wAsathan and Dickson, 2007).
Furthermore, some of international companies inhbme appliances industry adopt
the four Ps in their marketing strategies acrogsworld (Ronkainen and Menezes,
1996; LG's Growth Strategies in India, 2006). Thembined association of
internationally distributed white goods and thePZs‘provides a fixed backdrop against
which to consider other contingent variables metevant to this study. However, the
present research considers all aspects of the tiagkmix from a market entrant
perspective (assuming service elements to be p#redocal, distribution, aspect of the
programme). Here, although marketing managemeatatiire includes numerous
marketing paradigms such as 7Ps (e.g., Vargo arsth,u2004), the relationship
marketing (e.g., Grénroos, 1994) and interactiveketing (e.g., Peattie and Peters,
1997), in the particular case of this researcmauiie four Ps as a framework appears
appropriate, as this research focuses on markétpdementation in an emerging

market (Libya) of a single category of consumedpicds (home appliances).

‘Market’ is, of course, an entity with immense indet diversity, and any individual
study will be inevitably selective. It has beenafted, though, that international home
appliance manufacturers were early to recognisedn@mercial promise of the region.
Therefore, this product category was chosen asitexofor the research. Additionally,
this product category is appropriate (TVs, refregers and air-conditioners), because
these products are considered as high involvent&etfyet al., 1995). Also, there are
international companies which have, recently, eatéhe Libyan market in the home

appliances industry.
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1.7. Contribution of Thesis to Knowledge
The marketing thinkers, Armstrong and Kotler (200i@ve said that the question of

whether to adapt or standardise the Marketing Misoss international markets has
created a lively debate in the recent years. Tiegalure has indicated that there is
limited number of empirical studies in the area infernational marketing on

standardisation issue in lesser developed counagethey mostly have concentrated in
the developed countries (Jain 1989; Ozsoeteal.,1991; Ozsomer and Simonin 2004).

Also, the research that studies all aspects ofajlotarketing programmes across the
world are limited (e.g., Gentrgt al., 1995; Ryanst al., 2003; Siraliova and Angelis;

2006). Therefore, the need for empirical studietha area of international marketing
on standardisation issues in the developing casthias risen. For that, the current
research contributes to the existing knowledge mmpigcally investigating (1) the

actual marketing practices of all overseas playiersne product category, in a single
Arab subsidiary market (Libya) and (2) how consuwsriarthis market response/behave
towards these foreign marketing practices, in otdegather evidence to determine
whether or not the standardisation can be suppaatedi whether the national culture is

more or less relevant.

By taking into account the growing awareness towaineé Libyan market in recent year
(Rennack, 2006; Porter, 2007) and the culturallanity of Libyan consumers to those
in other parts of the Arab World (Hofstede, 200thjs research offers, potentially,
insight into a concurrently emerging and growin@Bmarket, as Libya can stand as a
proxy for this nation. Therefore, understanding hewppliers presently interpret the
need for adaptation in this part of the world aal$p, how consumers react to their

decisions is now an imperative.

Moreover, this present project is, as far as tlsearcher is aware, the first to address
such issues in the Libyan market and, accordintf\key value is in the area of context.
The homogenousulture and the application of developing Western-sgt®nomies
across most Arabic speaking countries (e.g., Tpnch88; Souiden, 2002; Assad,
2007) make Libya, despite the potential for Arabuiarity, a representative country

for this nation. Therefore, this research, throudgveloping a complex model of

" Most of the current borders of the Arab World ¢be¢n Arabic countries) were drawn by European
imperial powers during the 19th and early 20th ggnfe.g., Sykes—Picot Agreement in 1916).
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consumer buying behaviour, will facilitate the camgtive understanding of

Libyan/Arab consumers’ buying behaviour towardfitreign marketing.

1.8. Thesis Structure

The report is divided into nine chapters. The folllg has been formulated as the
chapter plan.
The first chapter is an introduction which corsisf the research background,

the research problem and questions, research ¢pntethodology and thesis structure.

In chapter two, Marketing Function and Marketingpd?amme, the current
standing of an old and ongoing debate about thek&fimmg Mix was discussed.
Furthermore, the chapter concludes by naming th@oppiate Marketing Mix as
structure for investigating the consumers’ respdoserd the international marketing

programmes.

In chapter three, Consumer Behaviour; the Key TddWarketing, an overview
on the studying consumer behaviour as a centrat iopmarketing and the different
models of consumer behaviour are discussed throenygjawing the relevant literature.
Furthermore, the chapter previews the culturaled#iices in consumer behaviour and

its importance for marketing considerations acomastries.

In chapter four, the standardisation debate ibalanarketing, an overview on
the consumer behaviour across national borderstandlations with the decisions of
the global marketing programme is discussed. Fortbee, the debate of
standardisation versus adaptation through histowwarview, and a review of the
advantages and disadvantages of each perspectiveddressed. Further, the chapter

previews potential factors which may affect therdegf standardisation.

In chapter five, Conceptual framework, using thewvent literature, which was
discussed in the previous three chapters, the bvewaceptual framework of this
research is identified. This framework, which isambination of consumer behaviour
and influences, was depicted considering the stdisddion degree of marketing

programme.
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In chapter six, Research Methodology, the resealesign formulation is
previewed and the justifications of the usage afative methods are provided. Then,
the measurements and scales development procéisstimted. Further, the sampling,

fieldwork reflections and the data preparation@esented.

In chapter seven, Data Analysis and Results, tha daalysis process and
procedures are discussed in the first part. Thergepart identifies the actual marketing
practices in Libyan market and, then, the potenfettors in the degree of
standardisation are examined. The consumers’ buyebaviour toward foreign
marketing and their behavioural aspects are ardlged presented in the third part. In
the fourth one, the relationships between reseaactables are evaluated within the

research framework.

In chapter eight, Discussion, findings from eaclsesrch phase (manager
interviews and consumer survey) are summariseddisalissed within the research
guestions context. The overall model of researddifig which illustrates the key

relationships between constructs is presented.

In the ultimate chapter, Conclusion, the major dasions about the research
problem are underlined. Then, the methodologicahtrifmution and managerial
implications of this research are followed by direes for further research and

recommendations for doing research in an Arabitecdn
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2. CHAPTER 2 LITERATURE REVIEW: THE
FRAMEWORK OF MARKETING PROGRAMME

Marketing boasts a rich array of

concepts and tools (Kotler 2003:8)

2.1. Introduction
The business environment has passed, rapidly, dhr@everal developing changes

(Ohmae, 1989; Kotler, 1999), which have resultedignificant shifts, transfers and

modifications in management. One of the most imgdrtchanges might be the
consumer now is considered as a determinant of whatsiness is. Marketers realise
that to effectively generate the demand, custorheuld replace product, and this has
raised the big philosophy of today’s marketing; ethiscustomer is bos&CIB) (Kotler

et al., 2010). Clearly, it is the customaftone whose willingness to pay for goods or
services, so that what the customer buys has Heerdécisive factor for keeping

businesses in existence (Drucker, 1999).

Undoubtedly, the marketing function has achieveddgh importance among the other
major functions of organisation, after it has ewal\through many stages (Hombwig

al., 1999; Brady and Palmer, 2004; Kotedral.,2010). These stages have witnessed the
development of marketing topic from its first appeee in the first part of the
twentieth century in the USA, to the modern markencept today (Kotler, 2005).
Similarly, the marketing activities that can inflhee the buyer have passed through the

evolution levels over recent decades (Covietlal.,2002).

The Marketing Mix has been prone to suggestions mwudlifications from many
marketing scholars and researchers. Although thgoiog debate surrounding the
Marketing Mix as a marketing management tool, emgirstudies of what the key
marketing variables are (Gronroos, 1994) and hosy ttontribute to the marketing
success (Constantinides, 2006) have been negleki@dever, there is wide acceptance
of the Marketing Mix among the marketers who idgntit as the controllable
parameters likely to influence the consumer buyirggess and decisions (Kotler, 2003;
Brassington and Pettitt, 2003).
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This chapter provides an overview on the curreaniding of debate about the elements
of Marketing Mix via reviewing the relevant litetme. Furthermore, the chapter
concludes the appropriate elements structure of Magketing Mix in order to

investigate the consumers’ response toward thenatienal marketing programmes.

2.2. An Overview of the Marketing Management
Process
Over the years, marketing function has evolvedughomany stages relating to its role

in the company. The function of marketing, recentlys taken a place as the integrative
function where the consumer has become the cangofunction of the company
(Homburget al., 1999; Kotler 2003).This recent perspective of rierketing function,
calls the discussion about the marketing concepbriter to well-understand the
marketing role in business and, then, toward custeniro start with, it is necessary to
address the various definitions of the marketingese definitions have emerged
through different marketing eras, from the starinadfustrial revolution until beyond the

information revolution (Jobber, 2007).

Marketing, as an activity, has been known from regldime ago. Particularly, since

human beings started knowing the specialisatiobusiness. However, marketing as a
concept has appeared in subsequent era of spati@lisMarketing concept has passed
through many stages from the earliest times ofstrial revolution until present (Rudd

and Morgan, 2003). In the early stages, the wonthafketing was used for referring to
the selling and distribution. Then, it was consatkas one of major organisation’s
functions, before it has become a function of whmiganisation (Kotler 2003; Jobber

2007).

Marketing has been defined from two perspectivesias and managerial. A social

definition shows the role marketing plays in socidthis implies that marketing can be
used as an instrument for delivering a high stahadrliving. Kotler (2003: 15) has

presented a definition that reflects the role otketing in the society. He has stated
that “marketing is a social process by which indidals and groups obtain what the
need and want through creating, offering and freslghanging products and services
of value with others”. Yet, this definition just@lis one side of the coin. It does not

reveal the required activities for marketing preeti However, this dimension is
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included in the definition of marketing from the maaerial perspective which is
discussed below.

American Marketing Association (AMA, 2007) definesrketing as “an organisational
function and a set of processes for creating, comeating and delivering value to
customers and for managing customer relationshypaiy that benefits the organisation
and its stockholders”. This definition describesrkating as a managerial process.
Clearly, a company needs an efficient managementitygcto implement marketing,
effectively, in practice. In this context, marketeshould set marketing goals for a
company considering internal resources and mangpeorbunities, plan and execute of
activities to meet these goals and measure progoessd their achievement. These
tasks represent the process of marketing managgiketier 1999; Dibbet al., 2006).
With a more in-depth view, Kotler (1999) has ilkaded that marketing management
process consists of five basic steps as follows:

1. Research (R).
Segmentation, Targeting and Positioning (STP).
Marketing Mix (MM).
Implementation (I).
Control (C).

o M D

The steps above reflect the three levels of margethinking; that is, strategic
marketing (STP), tactical marketing (MM) and adrsirative marketing (I and C).
Each level is critical for the success in marketifigese steps come after the primary

concerned with the provision of information abowrkets (R) (Jobber, 2007).

The effective marketing starts with efficient markesearch. For this research to be
useful, it must reveal different segments from comsrs who have different needs and
desires. Marketers need to target the segmentsévat opportunities for growth and
that the company could satisfy in a superior walgerl; the company will have to
position its offerings, in each target segmentthsd target consumers could appreciate
how the company’s offering differ from competitorsffers. After developing the
tactical marketing mix, the company should impletrieand use control measures to
monitor and evaluate results. The feedback showdubed for improving both
marketing strategy and tactics (Kotler 1999; Déblal.,2006).
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In applying this model on the global marketing areib can be realised that the global
marketers may have concern for a strategic maxkstiage (STP) more than the tactical
(MM) and administrative (I and C) marketing. Themef, on a strategic level, general
marketing policies may be considered, but whepites to operative and tactical levels,
specific marketing activities have to be address®ti considered. In this context, some
researchers (Michelet al., 1998) debated that, in the middle of road between
standardisation and adaptation strategy, markstarglardise the strategic elements of
marketing programme and localise the technical .ofiédés is because although a
company can standardise the strategic marketingegits, this does not imply that the
tactical marketing ones must be standardised (tdwve; Melewar and Vemmervik,
2004). This idea can also explain the terntharik globally and act locallywherethink
refers to strategic marketing, whaet refer to the tactical and administrative marketing
(Svensson, 2002)

The question that emerges here is, in which margelével, from the three above,
should marketers be more aware. In other wordschviievel is more exposed to
marketing failure? However, it is not easy to answs a company must be good in the
three levels and has a consistent performancehie\ae its marketing goals. Also, in
each level a company would face different threhtd must be decreased, or even

avoided.

In some cases, a company can be successful iegitraind tactical marketing, but it
fails in the administrative marketing (Kotler, 1999%owever, some marketing
literature showed that in the USA, 75% of new prduservices and businesses fail in
spite of all efforts in market research, produatedepment and commercial lunch (Hall,
2001). Moreover, a study of 150 senior marketerdJih showed that marketers are
good at creating value for customers, but pooapturing the full value of this back to
the business. They are good at starting projecis|ess successful at managing them
with focus and sustained effectiveness (PA ComsyiGroup 2002a, cited in Rudd and
Morgan 2003, p.165).

These failures can be ascribed to a failure in tdwtical marketing, because it is
marketing departments who handle the tactics mixgus group of marketers,
strategies, financial types and operational pedpletler, 2004). Some marketing

departments reduce the tactic marketing mix to ondwo functions; selling and
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promotion. There are many reasons beyond this tedusuch as the factors related to
philosophy of management and the nature of indusigwever, the most important
affecting factor might be the uncertainty towardtedmining which mix is an
appropriate or eveideal mix for their marketing activity which has attradt many
researchers to debate (e.g., Reid, 1980; WaterseamubBulte, 1992; Groénroos, 1993;
Rafig and Ahmed, 1995; Peattie and Peters, 1997seWand Sirohi, 2005;
Constantinides, 2006; Zineldin and Philipson, 2007)

2.3. The Elements of Marketing Programme
This current research investigates the effect ofketang programmes on consumer

buying behaviour and to what extent do the foremympanies in Libya adopt
standardisation/adaptation perspective in theikimgrprogrammes implementation. As
discussed above, this investigation lies in thédacmarketing stage (MM). Therefore,
this section focuses on the tactical marketingasgnted by marketing programmes.
Marketing programme is defined as “the numeroussa®ts on the mix of tools to use”
(Kotler, 2003:15). These decisions are a functiormiany marketing variables. The
American Marketing Association (AMA, 2007) has defil the decision variables in
marketing as “the variables corresponding to thgomanarketing functions that
influence revenue and profit. They are summarisetié well-known four P’s”. Here, it
can be realised that the four P's (4P’s) are camsil as the key variables in the
decision making process in marketing. This is beeamost of the other elements of
marketing mix (Ps), which have been suggested irkatiag literature, are subsumed
under these key variables (Kotler, 2005). Also,séhekey functions (4P’s) are
distinguished by controllability and manageabildapd, therefore, the company uses
them to pursue the desired level of sales in tlmgetamarket. The four Ps have
considered a common classification of these factorsnost cases (Kotler, 2003;
Constantinides, 2006; Zineddin and Philipson, 2G0MA, 2007).

2.3.1. The 4Ps: Dominant Marketing Management
Paradigm?
Generally, the Marketing Mix framework is one oktmost important paradigms in

marketing management that identifies market dewvetys, environmental changes
and trends. These factors are likely to affectftitere of the mix as theoretical concept
and, also, are the favourite management tool oketisng practitioners (Constantinides,
2006). Specifically, the four Ps of the marketingx nmave become the universal

marketing model, or even theory, and they have an&ihh impact on the practice of
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marketing as well (Gronroos, 1994). However, thisr@ considerable debate in the
marketing literature about whether the four Ps edBct, Price, Promotion and Place
(distribution) — can be considered as adequatetifimx for representing marketing
activity (e.g., Waterschoot and Bulte, 1992; Grisr01994; Rafig and Ahmed, 1995;
Peattie and Peters, 1997; Kotler, 2005; Constal@#i2006; Zineddin and Philipson,
2007). In this context, the taxonomical issues iarkating are considered not only
extremely important, but also extremely difficufurthermore, as the concept of the
marketing mix is one of the basic ideas of marlgtihis makes it a critical issue to
classify (Waterschoot and Bulte, 1992).

As the Marketing Mix is considered the useful misamework for marketing efforts
toward consumers, marketers have to take into atceun designing the mix — the
significant cultural, social, demographic, politieamd economic influences, as well as
the rapid technological advances which have, récemansformed consumer behaviour
(Armstrong and Kotler, 2007). Many researchers estihe view that the past twenty
years consumer has become different; demanding,vido@listic, involved,
independent, better informed and more critical (ttet983; Jain, 1989; Dawaat al.,
1996; Lindridge and Dibb, 2003). These changes Hatensified the pressure on
marketers to switch from mass marketing approadio@gards methods allowing
personalisation, interaction and direct dialog viitea consumer (Constantinides, 2006).
Consequently, under such circumstances, the questai remains is whether the mix
will survive as the primary marketing tool, or whet it may require further research

and debate.

As mentioned above, although the marketing mix eph¢s one of the key concepts of
marketing theory, its common framework (McCarthy®s in 1960's) has been,
increasingly, under attack. This is because ofidka that different marketing contexts
need different marketing mixes. However, most @stns have come from the services
marketing area (context), which suggest an extengedketing mix with some
additional elements to the four Ps (Rafiqg and Ahni€®5). Here, in order to properly

the debate about the usefulness of the four Pigjtéai historical overview is necessary.

The roots of the four Ps extend back to the notibheil Borden in the early 1960’s.
He determined a set of 12 elements. Namely; (1pymb planning (2) pricing (3)
branding (4) channels of distribution (5) persaselling (6) advertising (7) promotions
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(8) packaging (9) display (10) servicing (11) plegsihandling and (12) fact finding and
analysis. These elements are the first to have Hesaribed by the term “marketing
mix”, which was suggested to him by Culliton’s (8y4description of a business
executive as “mixer of ingredients” (Rafig and Aldnd995; Zineldin and Philipson,
2007).

Borden did not consider the elements to be inwotaid suggested that other different
lists may also be appropriate. Some researcher fisygested that marketing variables
should be divided into two parts; the offering @wot, packaging, brand, price and
service) and methods and tools — distribution chinmpersonal selling, advertising,
sales promotion and publicity (Rafig and Ahmed, 3,9€onstantinides, 2006).
However, this suggestion can be considered asi@atlen from the four Ps. In the mid
1960’s, Jerry McCarthy introduced the scheme whsckhe most popular marketing
mix framework today. He regrouped and reduced Bosd&2 elements to create the
now popular four Ps (Product, Price, Promotion &teite). Each of these categories
consists of a mix of elements in itself (Watersdhaod Bulte, 1992; Kotler, 2005;
Constantinides, 2006; Zineldin and Philipson, 2007)

Latterly, other researchers have indicated that fthe Ps mix is simplistic and
misleading and, therefore, it needs to be extenidddclude additional factors. Also,
some critics have reported that the four Ps may oertain important activities and so
more factors were introduced to join the traditiofeur Ps. For example, People,
Process and Physical evidence were added by BodnBimer in 1981. Also, Public
opinion and Political power were added by Philipti&oin 1984 (Kotleret al, 2010).
However, according to Kotler, (2005) many marketagjvities that might appear to be
left out of the marketing mix are subsumed undex Brnof the four Ps. Some authors
have proposed adding other Ps to the marketing snish as Packing, Personal selling,
Passion, Politics and Public opinion. However, Ragks actually subsumed under
Product or Promotion, and Personal selling andi®asse subsumed under Promotion.
Regarding to the Politics and Public opinion, ttee out of the taxonomy of the
marketing mix, because the philosophy of the margenix — as a marketing stimuli —
requires that all the involved elements must betrotiable and manageable by the
company (Kotler, 2005; Armstrong and Kotler, 200@bber, 2007).
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The embrace for the marketing mix, especially fronarketing executives and
practitioners, can be ascribed to their need farketang tools that can be controllable
and manageable. However, in the goods marketingefinsork the product, promotion
and pricing of the product is more controlled bynuf@acturer than the distribution
(Rafig and Ahmed, 1995), because, in some casessetees tend to delegate the
distribution activities to channel intermediariés these intermediaries facilitate the
distribution to ultimate consumer, some productstcess is dependent on their
efficiency (Kotler, 2003; Dibket al., 2006). However, consumers, in some cases (e.g.,
electronics products), have concerns for brand pamee and physical appearance of
products more than the retailer reputation in tpeirchase criteria (Dawar and Parker,
1994).

2.3.2. The Marketing Mix: What are the Most
Important Tools?
An important criticism holding that the marketingxnjust represents a seller’s point of

view toward the market, not consumer’s view. Thisa has emerged as a response for
the circumstances change which relates to era liieocatalogues, credit cards and
mobile phones in every room. Furthermore, the wordd been transformed by the
Internet, wireless and other information and nekivay technologies (Mootee, 2004).
In responding for this situation, the four Ps carcbnverted to the 4Cs. This converted
mix encourages marketers to study consumer wardsnaeds in place of product
(Customer value), forget price for understandirggdbnsumer's cost to satisfy that want
(Cost), think about convenience to buy, not plagenfienience) and the matter is not
how to promote, rather, focus on communication wiinsumer (Communication)
(Lauterborn, 1990). Consequently, it can be comeui¢hat this conversion provides
significant insights for the research which aimsetglore the consumers’ response
toward the marketing activates. In this contextspite of the 4Cs model emerged in
1990’s, it has been — and still is — an acceptéllmework in the consumer research
(Armstrong and Kotler, 2008).

The view put forward above shows that the marketiixyhas been criticised. However,
the four Ps are still considered to be a memorairid practical framework for

marketing decision-making (Dibét al., 2006). Meanwhile, it is true to say that this
paradigm is seems beginning to lose its position few approaches have been

emerging in marketing research. The globalisatidnbosiness and the evolving
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recognition of the importance of customer retendod market economies among other

trends, reinforce the change in mainstream maré@ronroos, 1994).

As previously mentioned, most important criticistaghe four Ps have come from the
service marketing context. Vargo and Lusch (200#yehsuggested that the services
marketing model should now be considered the damimeodel. Furthermore, it should
be applied to the services and goods. They haveedrghat marketing inherited a
model of exchanging from economic, which focused tangible resources and
transactions. Accordingly, they believe that a messpective has emerged and revised
logic to focus on intangible resources. The authage explored this evolving logic
and corresponding shift in perspective for markgtischolars, practitioners and
educators through reviewing the marketing litemtufor supporting their claim, the
authors have reckoned the need for the new logithéoidea that the goods are
becoming vehicle for the services provision. Howewthis allied with the fact that
consumers are now increasingly interested in seswements of their goods purchases.
Consequently, the 7P’s mix of service (the four+#PPeople, Process and Physical)
might be considered the default marketing mix fdlr @ganisational offerings,

irrespective of whether they are goods or services.

In supporting Vargo and Lusch’ (2004) suggestiompreoos (2006) compared a
service logic to a goods logic. He concluded tleavise logic fits best the context of
most goods producing businesses today, particulamlythe situation of viewing

marketing and consumption from a value creatiospestive. Therefore, service-based
marketing concepts and models fit such situatiarigch are better than using models
based on goods logic. This conclusion is similarthe one communicated by the
service-dominant logic presented by Vargo and Lu&®04). Although this study

support the notion that the service-based markesimguld be taken account as the
paradigm of marketing practice, the author refertieat in the case of marketing
physical product, applying goods logic, only, inrketing may very well work, because
customers do not consume and evaluate goods asese(Wilson, 1991). For example,
the influence of service provider on service qydktg., hospitality in a hotel) is greater
than the seller’s influence on goods’ quality (¥.in a store). Also, the consumer can
return unsatisfied goods, but he/she cannot doWitis services. In addition, when

developing and applying models based on servide,ldgs important to remember that
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one must not neglect the power of concepts thatlaveloped as part of goods-based
models.

In the context of the argument about the dominibthe service logic versus the goods
logic in marketing, some literature has dealt défely with this argument. In this
context, Levitt (1981) categorised firms’ offerings terms of their inclusion of
intangible and tangible elements; there are fiinas (1) offer pure service (e.g., banks)
(2) offer service with supporting goods (e.g., aoowmdation and meals in hotels) (3)
offer goods with supporting services (e.g., ins&iinand repairing services of
electronic goods) (4) offer pure goods (e.g., st@ohpAccordingly, he debated that
because firms’ offerings are different, focus sddag on asking what is the appropriate
and effective approach for a firm’s offering, ratitban asking which logic should
dominate marketing practices. Further, Aubrey Wil$b991) has argued that although
services are frequently called service productsy #hould not be marketed in the same
way as products. Moreover, he has considered hieateickoning of marketing services
as intangible goods is myth. The service marketiegds a different and more sensitive
approach for services’ features. However, it hasnbdebated that the services like
banking, airlines and retailing services are préslt@o and are called service products
(Armstrong and Kotler, 2008).

Clearly, there is a common agreement in the margetiterature that the goods
marketing techniques require modifications to berapriate for marketing services.
However, all authors have debated that in ordervaluate whether the service
prevision (7Ps) or the four Ps marketing mix are dominating model, and to which
extent, the field research is needed in order twige practical findings, which might

be more significant in this context.

Empirically, Rafig and Ahmed (1995) reported th&ere is a high degree of
dissatisfaction with the 4Ps framework among Euampacademics. This is as a result
of field study conducting a survey on professoissistant professors and research
students in UK and Denmark. However, most of thissatisfaction was from the
industrial and services marketing perspective. @osely, the areas where the four Ps
are thought to be most useful are introductory rmetamg and consumer marketing.
Additionally, the 4Ps framework was also thoughtb® most relevant for consumer

marketing. Here, it can be realised that resporsiemhckground (the marketing
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perspective) influenced their considerations towandrketing paradigm, as the
traditional marketing mix has emerged in consumarketing (Kotler, 2003), whereas
the 7Ps emerged in service (Vargo and Lusch, 280d)the relationship marketing in
the industrial marketing (Gronroos, 1994). As thessults were produced from
empirical research on marketing academics, thetiguethat appears here is that, what

are the actual marketing practices from marketmagftioners’ point of view?

Coviello, Brodie, Danaher and Johnston (2002) saidhe marketing managers’ view
toward different marketing paradigms. They investgl how different types of firms
relate to their markets through an examination redirt actual marketing practice,
including both transactional marketing (the Marketing Mix to attract and satisf
consumers) andelational marketing (the retention of consumers and relahgrs
management) which the firms apply in their marké&te study of 308 firms comprising
five groups of managers in USA, Canada, Finlanded&m and New Zeeland, showed
that the consumer goods’ firms are more transaatiomarketing — which reflects,
mainly, the traditional marketing mix — than thehert types of the firms under
investigation. Furthermore, contemporary marketpgctices are dominated by the
practice of transaction and the other marketing@gghes are implemented to a lesser

degree.

The researchers have ascribed the firms’ tendentransactional marketing practice to
the lack of capability for applying relational mating approach. This approach
requires some tasks, such as building an interpatsmd face-to-face communication
(between customers and specialists marketers imoroes services) and loyalty.

Moreover, the dominion of transactional marketiag te also attributed to the fact that
the transactional approach is more measurable tti&mther ones. However, getting
better measures, especially in terms of finanaethi® impact of marketing programmes

is the one of most significant challenges that retmts face today (Kotler, 2005).

In replicating Coviello, Brodie, Danaher and Jobn& (2002) research, Brady and
Palmer (2004) explored contemporary marketing pradh a context that integrates
transactional and relational marketing in orderdepond more directly to the issues
associated with theory, practice and implementatidrey conducted a survey on 39
managers at middle-management level from USA, Caniishland, Sweden and New

Zeeland. Their findings supported the diversitynafrketing practice, but also showed a
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continuing focus on the traditional practice ofatting new customers. Moreover, the
investigation provided evidence that the dominanicthe marketing mix concept still

prevails with the focus of resources on produaipmtion, prices and distribution.

Although the empirical evidences on the exact eold contribution of the marketing
mix to the success of commercial organisationsoidirsited, several studies confirm
that the four Ps mix is, indeed, the trusted conw@platform of practitioners dealing
with tactical/operational marketing issues (Congtgaies, 2006). An important support
for this came from the findings of research coneddiy Zineldin and Philipson (2007).
It included 20 companies via semi-structured, iptdenterviews in Sweden, Finland
and Denmark. The respondents were asked to rangtdbements related to their own
implementations of the four Ps and new marketing@gches (relationship focus). The
results showed that no company used the new agpfoaenarketing practice, such as
the relationship marketing approach. The studiethpamies fell into two categories;
companies that merely utilised the marketing cohoéphe four Ps and the others that
were blending a relationship and transactional etamg mix. Similarly, a survey of
senior marketers in UK concluded that most marketmactitioners focus on the
traditional domains, such as understand what cust®nvant and give it to them (PA
Consulting Group, 2002a, 2002b, cited in Rudd ldilodgan, 2003:165).

Furthermore, in the context of the argument on mi@mg mix, a critique of the 4Ps is
that this mix leads to the performing of mass miankeefforts which have often been
directed and controlled. Here, technology providasopportunity for micromarketing
and better control of marketing relationships. Efere, Interactive Marketing appears
as another marketing paradigm which is a more iefftcalternative. This marketing
approach is reliant on the technology systems énntlarketing process. Further, it is
about more, and more two-way, interaction betweeadycers and consumers.
Increasingly, there will be opportunities for comsrs to drive the exchange process, as
they find information electronically on companigspducts which interest them and
initiate contact (Peattie and Peters, 1997).

However, the effectiveness of Interactive Marketaygproach, inconsumermarkets,
depends on the availability of technology systemsamputer networks that allow
marketers to link directly into customers. It iscessary to mention here that in other

contexts (i.e., business-to-business and serviceketiag), this approach can be
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implemented with less dependency on such facilitidkso, these technological

requirements of this approach might embody bartiersnplement it across countries
(Melewar and Stead, 2002). However, its dependém@pnsumer markets makes the
success of this approach cross-world is moot; ésihem the international marketing

operations. International companies want their mi@mg instruments to be applicable
even in the countries that have not an adequatastnficture for such this marketing
system. Marketers concern with the infrastructwaliability as one of the market
characteristic cross-countries, which affects thearketing programmes. For instance,
in the promotional activities, a company finds litsevith a lacking infrastructure,

compelled to create its own channels of commurooatvhere no mass media exist to

cater to large swathes of the market (Dawar andt@tedhyay, 2000).

Overall, it seems clear from the discussion abtwat 4Ps, 7Ps, relationship marketing
and interactive marketing are different marketimgpraaches. Each one has pros and
cons. Also, the feasibility of adoption of each @®pends on some determinants (e.g.,
the nature of industry, market and consumer), gscarthem is a viable option for all
companies. Further, each paradigm, as mentionddredras emerged in different
marketing disciplines and is linked with it. Foraexple, 7Ps has emerged in service
(vargo and Lusch, 2004), the relationship marketingthe industrial marketing
(Gronroos, 1994) and the interactive marketing remerged in which new
communications technologies allow marketers linleclly into customers (Peattie and
Peters, 1997).

From the management point of view, it might be adythat the four Ps may have been
helpful at one time, at least for marketers of comsr packaged goods. Furthermore,
the use of various means of competition became w@@nised. Consequently, the four
Ps might be never applicable to all markets, andlitdypes of marketing situations
(Grobnroos, 1994). However, the majority of markegtipractitioners consider the
Marketing Mix as the toolkit of transaction marketi for operational marketing
planning. Moreover, market leaders trust the formpérational marketing planning
based on 4Ps paradigm much more than the new ergargirketing approaches, such
as Relationship Marketing which focuses on creatiient relationships from the start
satisfy and retain existing customers (Rafiq ananad, 1995; Constantinides, 2006;
Zineldin and Philipson, 2007).
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In conclusion, the question remains: how we carerdghe whether the four Ps
adequately represent marketing activity? The anslgpends on many various factors
surrounding the marketing environment. Researchsrsvell as managers should be
more able to determine and judge marketing instnismeon their objectives,

interactions, and restrictions (Waterschoot andteBul992). However, the argument
about this notion does not mean that the Ps themsehlnd other concepts of the
managerial approach such as market segmentatigniratekd, the marketing concept

would be less valuable than before (Grénroos, 1994)

Kotler (1999, 2005) has contributed significantlythis debate about the four Ps. He
has referred that marketing scholars can alwaysvaaté elements (Ps) to the list of the
marketing mix. However, the question is fwhat tools constitute the marketing mix?’
but rather What tools are becoming more important in the mankemix?’ In other
words, marketers should focus on the critical elet(s® in their marketing mix no
matter how many tools that the marketing mix issisted of (e.g. 4Ps, 7Ps or 9Ps). The
role of a good marketing mix is to be more helgfuldesigning marketing strategy.
Marketers see the four Ps as a filing cabinet ofstohat could guide their marketing

planning.

Overall, the essence of the marketing mix concefiie idea of a set of controllable and
manageable variables at the administration of ntisdkemanagement which can be
used to influence on consumer (e.g., Shapiro, 1B8%ig and Ahmed, 1995; Zineldin
and Philipson, 2007). Moreover, the marketing miasworiginally developed as a
suitable concept for marketing of consumer prod¢Ctnstantinides, 2006). Although
this concept have been prone to criticisms in tesfrmearketing logic (Vargo and Lusch,
2004; Gronroos, 2006), some research has provideéree that the dominion of the
marketing mix concept still prevails with the focos the four Ps, especially for
consumer market products (Covield al., 2002; Brady and Palmer, 2004). However,
under the argument above, the core idea in marketmains that the innovative
response to consumer behaviour, no matter whethesdctional, relational or based-
service marketing approach was adopted. Moreovennapany can adopt more than
one approach for its marketing practice. But, ie #irategic marketing management,
using a new approach together with the traditidéoat Ps; requires vision and creativity
as well as leadership and discipline (Mootee, 20G4nsequently, taking into account

that the purposes of the current research is testiyate the influence of marketing
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programme on consumer buying behaviour within hoappliances context in a
developing market, the framework of the four Ps barconsidered, confidently, as a
suitable paradigm for representing such marketinggrammes in the consumer

products markets.

2.4. Conclusion
As demonstrated in Chapter 1, this current reseamgbstigates the influence of

international marketing programmes on buying betavdf Libyan consumers, in the

home appliances industry. Further, it aims to detee the degree of standardisation for
the international marketing programmes in Libya.isThhapter discusses different
marketing management paradigms, in order to idewtifich one of these approaches is
appropriate to be used as a framework to study wrness’ responses toward the

international marketing activities in this curreesearch.

Marketing has attracted researchers’ attentioménbusiness world during the past six
decades. Marketing concepts evolved in differeas edf human lives. For example,
marketing focus was, generally, on product managénme 1950s and 1960s, on
customer management in 1970s and 1980s and on Ionandgement in 1990s and
2000s (Kotleret al., 2010). Each era has produced different marketppyaaches and

paradigms. This chapter provides an overview of dedate on some marketing
paradigms (i.e., 4Ps, 7Ps, Relationship Marketimgl dnteractive Marketing).

Marketing literature (e.g., Grénroos, 1994; Peatie Peters, 1997; Vargo and Lusch,
2004; Constantinides, 2006; Zineldin and Philips2@07) has showed that each of
these approaches has advantages and disadvantdgesihe context of marketing

implementation (e.g., nature of industry, marked anostomers) plays a crucial role in

the feasibility of the adopted paradigm.

In the particular case of this current researcle, titaditional marketing mix (4Ps)

appears as an appropriate framework to adopt gystg the actual foreign marketing

practices, and their influence on consumer buyielgaviour. The reasons beyond this
selection are that, firstly, this research investtg marketing activities of foreign new
entrants in an emerging market in a developing tguhibya). Secondly, this research
aims to determine the standardisation degree @igormarketing programmes in the
level of implementations. Accordingly, by takingtanaccount that the consumers of

emerging/developing markets have less experienttemarketing compared with those
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of developed markets, using the traditional 4Pa ftamework of investigation satisfies

the context of this current research. Moreovemastioned earlier, the research aims to
contribute to the debate between standardisatiah afaptation and, therefore, its

findings must be comparable with other studies. Tm&rketing research that has
investigated this issue in the Arab World (e.g.cMilla et al., 1998; Souiden, 2000,

2002), used the traditional marketing mix as a &emrk in their analysis, so that

adopting the similar framework will facilitate thenderstanding of foreign marketing

activities in the Arab World context.

In addition, the selection of the four Ps in therent research can be justified by the
consideration that for the controllability and mgeability of the four Ps, this mix is
suitable for representing the international margtprogrammes, which the current
research investigates (e.g., Samiee and Roth, B2§Pnansket al.,1993; Dawaket al.,
1997; Shaw, 1994; Ozsomera and Simonin, 2004; i®maland Angelis, 2006;
Viswanathan and Dickson, 2007). Also, some of mational companies in the home
appliances industry, which the current researchstigates in, adopt the four Ps in their
marketing strategies across world (Ronkainen andhddes, 1996; LG's Growth
Strategies in India, 2006).

However, the investigation of the current reseaclextended to some issues that
cannot be studied via the four Ps. Some of theseegsare related to the influences on
buying behaviour, such as the ethno-national iteritie country of image and reliance
on producer information (Lundstroat al., 1998). The others are related to the business
environment such as competition, headquarters-dialogi relationship and mode-of-
entry (Jain, 1989). Accordingly, the research exndess to sufficiently cover the use of
the four Ps, which provides comparable findingsooe hand, and investigation of the
various factors which are extended to the traditionarketing mix (e.g., those relating

the buyer behaviour and international marketinggEammes), on the other.
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3. CHAPTER 3 LITERATURE REVIEW: CONSUMER
BUYING BEHAVIOUR TOWARD THE MARKETING
PROGRAMME

The aim of marketing is to knc
and understand the customer so
well the product or service fits him
and sells itself (Drucker 1999:59)

3.1. Introduction
The increasing concern with research on consumgngbehaviour started when the

modern marketing concept emerged. This conceptilsdn the idea that the producer
should see the product from the consumer’s pointeat (Drucker, 2001). Accordingly,
instead of offering the product which they thinkttthe consumer needs, the producers
should explore what the consumer wants and ofertthhim/her (Kotler, 2003). In the
future, the insights of marketing will be relied an increasing adoption of this view.
Consumer power will grow and marketing stimuli i under pressure because of the
emergence of demanding consumers who will be haaeatisfy, and so less loyal
(Moynagh and Worsley, 2002).

Consumers have adopted a different and more coatptiqperspective of themselves in
relation to wider world (Howard and Mason, 2001gnde, marketers have to fight to
attract consumers by using all their tools, witteesp and efficiency. According to
David and Bridger (2001), the challenges facing panies regarding the new
consumer are centred around the fact that (1) pea not pay attention to
advertisements as (2) a consumer today is exposadiss communications, he/she will
not accept any untrue information (3) no more lavainopolies, because of opening
borders (4) no more cost-oriented, but consumemnted. Under these situations the
promotion activity becomes not enough and compdmaee to do great effort in the all

marketing activities.

Marketers consider the consumer behaviour as oeecttoward their activities.

Therefore, they seek to be acquainted about thenemaof consumer’s response for
marketing. Furthermore, they attempt to study tbesamer characteristics and their
influences on consumer consideration of marketingg@mmes. One of the most

important competitive advantages can be achievexdigih the knowledge of company
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about how consumer considers its product’'s featyrese and promotional activities
(Armstrong and Kotler, 2008). The consumer is iaflced by cultural, social,
psychological and personal factors. They are aotrollable, but they can be managed
(e.g., Kotler, 2003; Peter and Olson, 2008). Thhs, key idea to well-manage these
influences is the good understanding of the facttracture and the extent of their
effects on buying behaviour. Clearly, this can hedynpanies to produce an effective

marketing programme.

However, as these effecting factors are subjechémge (Pressey and Selassie, 2003),
they represent a critical challenge to marketensthis context, the cultural factors
might be the most complicated ones, as culturalesahave dual integrated influences;
internal in the consumer soul (e.g., psycholog@adl personal factors), and as an
external factor (e.g., the social factors) (Mo&p03b). Moreover, the study of culture
is a challenging undertaking, because its primaou$ is on the broadest context of

social behaviour (Schiffman and Kanuk, 2000).

Besides the cultural influences, there are othetofa which have a broad and
significant impact on consumers across societibs. Marketing literature has indicated
that globalisation represents one of the strong#ktences on consumers across the
world (Levitt, 1983; Wolfe, 1998; Kotler, 2003; Tleds and Rawi, 2004). One aspect of
globalisation is the convergence of income, medid technology, which in turn is
expected to lead to homogeneous consumer beha@bumae, 1989; Bird and Steven,
2003). However, this convergence thesis is beingeasingly questioned (Mooij
2003a). Furthermore, there is no consistent thieateperspective that confirms the
impact of cultural forces on purchasing behaviond,aconsequently, identifying the
culturally related differences in buyer behaviosr a primary concern for both
international marketers and researchers (Slowikoeskl., 1997). However, although
it is so difficult to understand the consumer beébawvin a prediction way (Wolf, 1998),
marketing researchers are still trying to answer shme question that has emerged

since half a century ago; why consumers buy.

Generally, marketers have tended to focus on ptoditicbutes, as they are easier to
contemplate in measurable terms than human behagkailer, 2003; Jobber, 2007).
The study of consumer buying behaviour is the giamt of marketing management
process (see section.2.3, Chapter.2). The marketaslx starts with exploring

4C



consumer’s needs and wants, then, working on againd offering products that
satisfy them. The understanding of consumer bebavonot an easy task, because it
relates, and involves, with many factors and iniltes which make it very complicated.
Hence, it is necessary to mention that the cumesgarch does not aim to provide an
understanding and explanation for consumer buyiglgatiour. Rather, it focuses on
specific factors and determines their statisticéot on certain buying behaviour

characteristics.

This chapter provides an overview on the consure@abiour issues as a central topic
in marketing via reviewing the relevant literatuFewrthermore, it discusses the various
models of consumer behaviour and endeavours tobiextiie role of marketing
activities in the buying process. Moreover, thepteapreviews the cultural differences
in consumer behaviour and its importance for mamgetonsiderations across countries.
In conclusion, the chapter addresses an overalehmfdconsumer behaviour and how

its influences interact between each other.

3.2. Consumer Behaviour: the Central Topic in
Marketing Management
In one of the largest economies in the world (US#gnsumer spending accounts for

two-thirds of nation’s economy (Blackwedt al., 2006). Also, consumers around the
world annually consume an estimated 65 trillionlasl worth of goods and services
(The World Fact Book, 2007). This importance hassed the study of consumer
behaviour to gain vast popularity around the woddd, accordingly, makes

understanding consumer behaviour a vital issue anketing. This issue has become
increasingly important, because consumers are amgrand income distribution is

more uneven in most nations (Jobber, 2007). Monedke force of globalisation, mass
media and technology affect consumers across tile ywehich drive their behaviour to

be more changeable and complicated (Kotler, 198@)nce, the understanding of
consumer behaviour represents an important chaléemgnarketers. Also, they have to
shift their organisation’s perspective from beingoquct-centred to market and
consumer-centred (Levitt, 1975; Kotler, 1999; Sti02).

Marketers want to use marketing in aiming to affgwt brand choice and purchase.
They realise that consumer’s considerations towaadketing activities play a critical

role in marketing success. For example, consuraéiigides toward advertising would
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impact how a marketer would communicate with coretisnconsumers' brand loyalty
and/or price consciousness, which would relate @ pricing considerations of a
marketer. Therefore, marketers must understanaffeeting relationships between the

aspects of consumer behaviour and their marketingik.

Marketers attempt to focus on the consumer behavwimough studying the buying
motivations. They rely on the information aboutshemotivations in designing their
marketing programmes. Accordingly, what marketardeavour to do is arouse the
motivations, and drive them to buying a certaimbdrarl his task, however, is not as easy
as described. Buying behaviour is different frone @onsumer to the other and, also, it
is influenced by the change of various surroundiobaracteristics (Kotler, 2003;
Blackwell et al., 2006; Jobber, 2007). Therefore, the first stepumalerstanding of
consumer behaviour, influences and its interrefstidps is discussion of the consumer

behaviour’s definitions.

Consumer buying behaviour has many definitions. Widely used definition of
consumer behaviour is that presented by the Amedarketing Association (AMA)
(2007). They have defined it as “the dynamic itéom of affect and cognition,
behaviour and the environment by which human betogsiuct the exchange aspects of
their lives”. It can be noted, here, that; a) tbgnitionincludes any construct or process
that refers to memory structures or self-construb), Affect refers to the
attitude/intention formation process and its outespsuch as attitudes toward an entity,
either material (e.g. products) or abstract (em.ethnic group) and cBehaviour
includes individual choices and patterns, such adianusage or shopping (Luna and
Gupta, 2001). It can be realised that this debnitiescribes the consumer behaviour as
a consumption process that involves exchanges asdirtteractive and influencing
interrelations with the environment’s factors. Thigamic nature provides important
insights for developing marketing programmes. Intdbutes to explaining why
marketing strategies that work in one time or orsk®t may fail at other times or in
other markets (Peter and Olson, 2008).

Generally, from reviewing the consumer behaviotarditure, it can be concluded that
the designing of marketing activities is subjected the understanding of the
behavioural process. Also, the identifying of thetemtial consumer is a determining

factor in the targeting activity. Therefore, alktlklimensions of behavioural process,
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dynamic nature and individuals (consumers) idergtfon are important. However,
marketers should be concerned with the surroundifiuences of consumers.
Consumers highly vary in their individual charaidics and preferences, which
interact between each others and, consequenthgaimgn their choices among various
products (Peter and Olson, 2008).

The marketing literature (e.g., Hawkies$ al., 1998; Kotler, 2003; Blackwelkt al.,
2006; Jobber, 2007; Peter and Olson, 2008) hasieegl the array of factors that affect
on consumer through various models of buying behaviMost of these models are
involved in the similar streams; they are centradie idea that the marketing stimuli
and other environmental influences are convert¢ol iesponses inside the consumer
mind. Therefore, these models focus on the undeistg of this process, depending on
the analysis of the buyer characteristics, enviremial influences and buyer’s decisions
process itself. Accordingly, the next sectionshi§ thapter discuss these characteristics,
influences and process, then address the app@pniadel for the particular case of this
current research design; the selected product @yt€gome appliances), the research

field context (Arabic speaking countries) and thesiarch contribution.

Before going through in the discussion of buyerrabteristics and behavioural aspects,
it is necessary, here, to identify the reason lakthie selection of these factors. In other
words, justifying why have this set of factors bedosen to be investigated in the
current research context. Consumer buying behavimoadly, interact with all facets
of being a consumer, including environmental, doarad cultural factors as well as
marketing stimuli and so forth. It can be said thidspects of consumption have been
investigated by consumer researchers in differeobtext and using different
approaches (McCartgt al.,2007). However, as this current research aims teraéne
whether or not the standardisation can be suppartedvhether the national culture is
more or less relevant, the consumer issues thaldwmmiimportant to focus on are that
those firms interested in marketing their prodwatsoss countries and relate to how
foreign companies would approach their marketinggm@ammes in the different

countries of interest.

The literature in marketing management contextgyasstgd that the most important
behavioural aspects are those towards marketimytsuch as preferences, risk taking,

reliance on producer’s information and responsadweertising in order to understand
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consumer buying decisions. These aspects provid&iluexplanations for consumer
behaviour research (e.g., Dawar and Parker, 1984aet al.,1997; Lundstronet al.,
1998; McCartyet al., 2007). So, the selection was in order to achiee rédsearch
contribution; developing model of buying behaviairLibyan consumers toward the

foreign marketing.

Overall, the factors that are discussed in thigtdrahave been chosen based on their
non-hypothetical (theoretical) relationships witke tkey constructs of this research.
They are; models of consumer buying behaviour, etar§ programme (stimuli) and

foreign marketing across countries (standardisatsoradaptation).

3.3. Behavioural Aspects
For the purposes of this research, the most impbaispects are those toward marketing

stimuli. Marketers know that the behavioural aspéetve an interactive influence with
other environmental factors. Consumer research ixesnthe behavioural aspects such
aspreferences, shopping behaviour, risk taking, red@on producer’s informatioand
response to advertisingo understand consumer buying decisions. Alsoh aspects
give useful explanations for consumer behaviouremthey are correlated with

individual characteristics (Dawat al.,1997).

3.3.1. Consumer Preferences
Market segment can be built up on consumer prefesenThey are identified as how

much consumers value the product’'s features amtbwatts (Kotler, 2003). Some
studies showed that these preferences, such ag'gamage, play a significant role in
determining consumer attitudes, because consumégbt nvalue the country of
manufacturer more than the price, reliability, lwraxame and other product’s attributes
(Knight, 1999). Here, as the country of origin eefs the way that consumers perceive
other countries and their products, it is interednwith culture and national context
(Balabaniset al.,2002). However, this consumer’s preference vdras one nation to

another.

It can be argued that, in normal circumstancesswmers should have a patriotic
tendency to their domestic products. This is whas whowed by the study on 1,954
Yugoslavian consumers, which aimed to compare cuaswevaluations of various
attributes of products of Slovenian versus domestigin ones, and explored their

effects on domestic purchasing behaviour (Vida Bmatrovic, 2001). The findings

44



revealed that under normal supply/demand conditiorthe market, consumers prefer
domestic products, primarily due to their patridgelings. Also, the study showed that
the consumers’ evaluations are influenced by idiosysies of socioeconomic

conditions. Consequently, it is not only importaoiv consumers perceive products of
a specific country of origin per se, but how impdriproducts are perceived relative to

alternative offerings within the same product catgg

On the contrary, existing empirical evidence, tHoligited, suggests that consumers in
developing economies view products from developaahtries more favourably than
products from their own country (Ettenson, 1998)supporting this, a study on more
than 1,000 Nigerian consumers with selecting telews and cars as a context, showed
that the country-of-manufacture is significantly rmamportant than price and other
product’s attributes in consumer preference. Alb® study revealed that Nigerian
consumers have a negative image of the 'Made irridiglabel, rating it lower than

labels from more economically developed countri@isechuku and Onyemah, 1999).

However, the obsession of consumers in developmtcies with foreign products
could be ascribed to their experience with thesmlywts (ibidem). This experience
maybe has been accumulated through pioneer brantie ipast. For example, Libyan
consumers (as a group) have long memories Male in USAs products which were
dominant on the Libyan market and so they consud&. products are to be high-
quality (US & FCS, 2006). The interesting pointdés that as for political reasons,
USA products stopped entering Libya in the earla9 and have been just allowed to
re-enter Libyan market in 2006 (Metz, 1987; The Wdtact Book, 2007). This might
indicate that the country image of some productddcde built in consumer’s mind
indirectly (e. g., global media exposure). Howewbg fact that can be generalised is
that the consumers in the developing economies di@mwestic products less favourably
than products from more advanced countries (Ettens@93; Okechuku and Onyemabh,
1999).

3.3.2. Shopping Behaviour

Another behavioural aspect that attracts marketeosicern is shopping behaviour,
which can be analysed by three critical factorgellef consumer satisfaction, number
of trips to shop and amount spent (Davetsal., 2001). Although this analysis of

shopping behaviour includes consumer satisfaciiors not dealt with depth in the
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models of consumer behaviour. The study which addpts analysis found the

satisfaction of a shopper was linked with store cspimere. However, this does not
contribute to well-understanding of consumer bebawibecause the study of shopping
behaviour has to be concerned with how consumeemals/her choices in the store,
not just concerned with the physical aspects (nurobérips to the shop and amount

spent).

However, the consumers can be categorised int@tawps according to their shopping
behaviour; loyal and non-loyal (bargainer) conswsr(®veisbuclet al.,2000). Clearly,
many marketing researchers have discussed andriesmip] examined the brand
loyalty via different views, within different conts (e.g., Bloemer and De Ruyter,
1998; Cater and Cater, 2009; Ruiz Moletaal.,2009; Yi Lin, 2010). However, in this
research, the focus is on the consumer loyaltyusisg pattern of consumer shopping
behaviour. Nevertheless, a study on consumers tiho@e European countries and USA
showed that former consumers are not particulaidynd-loyal (McCartyet al., 2007).
However, recently, shoppers tend to be motivatezhgty by thrift and they search for
a good bargaifMoynagh and Worsley, 2002). Consequently, the pgigssues have
attracted more attention today, from both consunard companies (Kotler and
Caslione, 2009).

The study of shopping behaviour helps marketetsetacquainted with the influences

on purchase decision, which are attitudes to otaedsunanticipated situational factors
(Kotler, 2003; Chandran and Morwitz, 2005). Thesetdrs can intervene between the
purchase intention and the purchase decision ibulyeng process. However, shopping
behaviour and its influences are subjected to ttoelyct category. For example, in

purchasing the shopping goods such as home apg#iatite consumer makes an effort
in comparing, seeking for information and evalugtialternatives instead of the

convenience goods, such as packed food, wherdabessof buying process are highly
intersected (Kotler, 2003; Jobber, 2007).

In the home appliances domain, Bayus (1992) usedd#ta of syndicated consumer
telephone survey of 60,000 American householdstudysthe brand loyalty. This

research measured the brand loyalty as the pratyadfilpurchasing the same appliance
brand as the one previously owned. It seems timee smajor home appliances are

generally expensive and they have a certain amoiunsk associated with them, it is
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reasonable to expect that a household will purctresseame brand as previously owned,
assuming there was a positive experience and aetitsh with this brand. Here, the
perceived risk appears to play a significant raldhdme appliances’ purchasing, and it

is discussed in the next section.

3.3.3. Perceived Risk

Generally, consumers modify, postpone or even atlmit purchase decisions with a
high influence of perceived risk (Dowling and Siagell994; Kotler, 2003), which
represents another behavioural aspect. Accordindetyvis and Janiszewski (2002) the
perceived risk consists of three types. The fypetis financial risk; when consumer
feels that the product will not meet his/her expgohs based on the amount of money
required to pay for it. Second, performance riskcllexists when the product function
does not meet, well, consumer need and desiresettawconsumers are selectively
looking for information that suggests the produdt deliver desired benefits for them.
The third type of perceived risk is the social rigkhappens when consumer thinks that
the purchase of a certain product will make otlieirsk less highly of him/her (Soares,
2004). In this current research, consumer was teglexs the unit of analysis. Therefore,
it is appropriate to classify consumers accordm¢he risk perceived behaviour, rather
than classify the behaviour itself. Accordingly,nsamers are classified into three
segments according to their response to risk; tagler, impercipient and risk avoider
(Ha, 2002).

Undoubtedly, consumers, in most cases, attempédace the risk in their purchase
decisions by gathering information from friends awmither resources. However, an
empirical study showed that the relationship betwia#ormation search and perceived
risk cannot be confirmed (Soares, 2004). Similavpurali (2001) did not support the
argument thatsuggests a positive relationship between perceiriskl and
consumers' preferender interpersonal information search. This can be bedri
to that in a high risk situation; the consumer wilideto engage in an extensive search

and explore a wide variety of sources (Soares, 2004

Some consumers tend to keep buying the same boaadotd any potential risk from
their view and, consequently, they become brandtognsumers to the brands that are
well known, or known to them (McCartgt al., 2007). This produces an increasing

effect of brand or product familiarity (Kahn, 1999he product familiarity embodies
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an important factor in product evaluation and cbpliecause familiarity with a product

class or a certain brand will diminish the effe€tsome behavioural aspects such as
country image (Lundstronet al., 1998). Furthermore, the familiarity with a brand

impact on a consumer's confidence toward the basagl also, his/her intention to buy

the same brand. In addition, a consumer's attitoard a specific brand is affected by

his/her familiarity with the brand (Larocle al.,1996).

Marketers must understand the factors that havenfuence on the risk feeling of
consumers and provide information to help consunerseduce the perceived risk
(Kotler, 2003). Clearly, gathering information lsadonsumers to be more exposed to
producer’'s messages. However, the information’satiffeness depends on how much

the consumer relies on it.

3.3.4. The Reliance on Producer’s Information
The reliance on producer’s information is a onéhefbehavioural aspects which has an

influence on the consumer response toward markgtiogramme. Some research has
yielded that the consumer evaluates the persof@aniation source (e.g., friends and
family) as more reliable than the commercial messadn this context, marketing
literature has indicated to the importance of Waokddouth (WOM) as influence on
some consumer behaviour patterns (e. g., Broadbiaag Marshall, 1995; Mattila and
Wirtz, 2002; Podoshen, 2008; Chung and Tsai, 2dd@mson, 2009). WOM is an
informal mode of communication between individuatncerning the evaluation of
goods and services (Chung and Tsai, 2009). Spaltyfiche effect of WOM as a type
of personal information source is concentratedhi ppre-purchase information search
stage of buying process (Mattila and Wirtz, 200R8¢cordingly, marketers seek to
invest more effort in WOM through forming strongedi with their customers, as
customers with strong ties, might provide positW®M about the brand (Chung and
Tsai, 2009). Reversely, dissatisfied customersccbel as a source of negative WOM,
which have nojust a major influence on the buying behaviour of ash@roadbridge
and Marshall, 1995; Gianfranco and Mitchell, 2018)t also can have a severe effect

on the reputation of brands (Thomson, 2009).

The interesting insight is that some research basaled that there are no significant
differences in the use of WOM in response to theclmase between consumers who

have different characteristics (e.g., Jewish and-Jewish; Podoshen, 2006, African
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and non-African; Podoshen, 2008). However, crossh@imarketing research has, also,
showed that the evaluation of personal informasioarces is slightly the similar for the

consumers across countries (Dawar and Parker T884aret al., 1996).

Literature in consumer behaviour has generatedubigagights for marketers to deal
with how a consumer evaluates the promotional ngessaln this context, as the
advertising context can induce effective reactioitscan be developed to lead
consumer’s evaluation to consider it as a reliabfermation source. The consumer
reliance on an information source in the purchasestbns is a function with many
factors. For example, consumers who purposely @selthrough e-commerce usually
obtain information about a specific brand throughious online sources, such as the
Google and Bing search engines (Rowley, 2000; Mdlsav, 2008). Furthermore, in
most cases, the consumer tends to rely on someriafmn source according to his/her
other behavioural aspects and/or their individusracteristics (Mager and Hulpke,
1990; Peter and Olson, 2008). However, the rapidngd of technology and
development in media are driving the consumer’siuasimns of the information

sources to be more changeable over years (Mod@#20

As previously mentioned, consumers seek to obtdormation which helps them with
product/service evaluation, decision-making andicéidn of risk related to purchases.
Therefore, there is a strong link between the mekaon information source and the
perceived risk (Soares, 2004; Podoshen, 2008; Claum Tsai, 2009). Marketing
literature has indicated that the consumers, wieol@wv concern withperceived risk
tend to consider the brand information and repaiagis a relied information source (Ha,
2002). Furthermore, a study of 3,372 consumers fifoor countries, explored
consumer style in aiming to determine if the infatian from advertising helps him/her
to make better buying decisions. The study extdhitet thebrand-loyalconsumers are
somewhat responsive to advertising, while infororatseekers consumers are more
likely to believe that advertising is an informaisource. Generally, consumers showed
a moderate level of responsiveness to advertiditogCarty et al.,2007). In this context,

a research on 165 consumers showed that advertisgrgtion has an indirect influence
on brand attitude and its effect is an importar¢einant for the information about the
product’s attributes (Tenet al., 2007). However, a study conducted on 619 consumers

from eleven countries, investigated the influenoesconsumer’s electronic product
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information search activities, showed that the comers rely on friends more than

salesperson and advertising (Dawtal., 1996).

3.3.5. Response to Advertising

Advertising is an important element in the markgtiprogramme, as it is the most
prevalent aspect of promotional activities. Thusarkaeters have to design the
advertising message carefully and be watchful abwaiincluded information, because
irrelevant information may weaken consumer’s bslief the product ability to deliver

the benefit (Meyvis and Janiszewski, 2002). Alsdvew consumer understands that
advertising cannot be a real and helpful instrumtsaif, its representation must be
discounted (David and Bridger, 2001). Generally akp®g, to be successful in

advertising, marketers should realise that the ididirgg is the art of persuasion.

The key factor in designing the advertising messagedts sufficient and critical
informative content (Tai and Chan, 2001). Howewvdiereas advertising should not be
information-laden like an engineering descriptiar fa product, it should include
information about the advertised product (Levit93p Also, the adjustments of the
advertising message across the world are diffaretgrms of the information (Sciulli
and Taiani 2001). For example, compared with adsmg from the US, advertising in
the UK has been found to be less informative, nemtertaining, and more likely to use
a soft sell rather than a hard sell approach (MiyGaral.,2007). However, this can be

attributed to some factors, such as the ProduetCifcle (PLC) in each market.

The aim of advertising is to put something in tlemsumer’s mind that could change
their attitude or motivates consumer to act (Pater Olson, 2008). Marketers should be
concerned with how advertising affects consumenther words, they should research
into consumer’s response to advertisivghich is an important behavioural aspect. In
marketing literature, there is a considerable debabut how advertising works. There
is no single theory which can explore how all atiserg works, because it has varied
tasks (Jobber 2007). However, research has shosinhttw a consumer responds to
advertising message through many models, which baaéred on the notion that the
consumer response consists of cognitive, affecive behavioural stage (e.g. Lavidge
and Steiner, 1961; Vakratsas and Ambler, 1999;8{02003; Blackwelkt al., 2006;

Armstrong and Kotler, 2008). It can be said thatte models attempt to analyse the

advertising effect through behavioural stages. dloee, the study of advertising effect
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in the buying process context provides more undedihg and distinguishing for the

stages of advertising’s effect.

Accordingly, marketers design advertising in ortieaffect consumer behaviour in the
stages of buying behaviour. Typically, the advargssupposed to be an influencing
factor in every stage as the following scenariotha first stageneed recognitionit
arouses and motivates consumer need and desiree(Kd903). In the second stage,
information search it provides persuasive information about prodatttibutes and
features (Levitt, 1993). In the last two stagpsrchase decision and post-purchase
behaviour advertising could affect people that share inigles making (e.g., family;
Maksudunov, 2008). Also, it provides informatiorattustifies the purchase decision
and, consequently, reduces the cognitive dissondratemay happen (Bettman, 1971;
Smith, 1993).

In this context, a study on 327 Libyan consumersciwtaimed to identify the TV
advertising effect on their buying behaviour ineign home appliances purchasing
(Busnaina, 2006). The study measured the advegtisiituence on buying behaviour
(representing by the buying process) using fouratées according to AIDA model —
Awareness, Interest, Desire and Action — (Strongb1@ited in Kotler 2003:568). The
results showed that advertising has a significalé m motivating buying behaviour
and the highest effect of advertising was in negedsing stage, whereas, the lowest one
was in the purchase decision stage. This resulbeaascribed to various circumstances
surrounding consumers, such as relative high patdeke foreign home appliances in
Libya, or the low power-purchase of Libyan conswnerduring the study’s time —

which might be considered as barriers for purclaasien.

As a consequence, the buying process can be coedide an appropriate measure for
the effect of marketing activities on consumer véta. The framework of buying
process reveals how consumers mentally procese, stetrieve and use marketing
information in the decision making process. Heitgerovides an appropriate context to
analyse how consumers react toward marketing pnugees, which is the key purpose
of this current research. Further, the stages ofinguprocess interact with buyer
characteristics and surrounding factors. For exantpe stage of alternative evaluation
which clearly reflects the consumer’s preferencesiniluenced by the individual

characteristics (e.g., age and gender) (Mourab12®uccinelliat el, 2009). Also, the
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method of shopping also affects this stage. Ina@gimg environment, for instance, this
stage becomes more structured and constrainedyrasimers able to collect product
information and make comparisons between the diffierproduct offerings from

different providers, even across national boundgfRowley, 2000).

3.4. The Influences on Buyer Behaviour
The current research investigates the causal esdioms and explanations for

determining to what extent do cultural and/or imdid)al factors impact Libyan
consumer perspectives on foreign marketing prograsanTherefore, besides the
behavioural aspects, the buyer characteristics taedexternal influences on buyer
behaviour should be deemed and studied. The foexesis on those characteristics and
influences that have been investigated in the ntiaudeliteratures and showed a
potential effect as determinants of consumer'sarses and purchase patterns (e.g.,
Dawaret al.,1997; Lundstronet al.,1998).

3.4.1. Individual Characteristics
As the buyers are, mostly, those who take the @sehdecision; their individual

characteristics impact this decision. These charatics (also known as buyer or
personal characteristics) embody the internal facto consumer behaviour and they
are shaped based on some ingredients, whichaggeegatedinto the consumer’s
themselves. According to marketing literature (eJohnson and Chang, 2000; Kotler,
2003; Jobber, 2007; Peter and Olson, 2008), thdsaracteristics consists of
consumer’'s age, marital status, level of educatiommber of children and
socioeconomic status. The latter refers to occapatasset wealth, international
exposure and disposal income (Nader, 1969; Dagtaa)., 1996; Batraet al., 2000),
which have effects on consumer behaviour (e.g.swmer’'s preferences; Roth, 1995).
Consequently, marketers should take them into adctw develop the marketing
programme effectively. Furthermore, there are otblearacteristics which can be
considered from an individual perspective, suchliestyle, personality and self-
concept (Armstrong and Kotler, 2008). However, giug such characteristics requires
focus on aertainproduct or brand choice to examine these charattst effects on it.
In other words, the unit of analysis in such resleahould be the selected product or
brand choice. Therefore, as the current researsesilgates consumer buying
behaviour toward different products and brands, fteis in this section is on the

previous five ones.
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As the individual characteristics contribute tohg the aspects of buying behaviour,
marketers and academics seek to understand thamen®ehaviour through studying
his/her characteristics. Further, it has been d@ebat the marketing literature that the
influence of individual characteristics has ovetad the influence of cultural factors on
buyer’'s behaviour (e.g., Levitt, 1983; Jain, 198&war et al., 1996; Mooij, 2003b;
Kotler, 2003; Lindridge and Dibb, 2003). Therefotbe study of the consumer’s
individual characteristics has an increasing imgoaee in the consumer and marketing

research.

In some developing countries it has been suggekttdhese characteristics determine
the consumer purchase pattern and that they ptagnéficant role in the consumption
of foreign products (Lundstromet al., 1998). Here, marketers analyse consumer’s
characteristics in aiming to tailor their offers, match the needs of different kinds of
consumers (Mooreet al., 1994; Chandran and Morwitz, 2005). Understanding t
characteristics’ effect helps marketers to exptbeeother factors that affect the model
of buyer behaviour. Hence, they seek to understiued relationship between the
consumers’ characteristics and some behaviourakcéspsuch as consumption attitudes

and product adoption.

In this context, Wang, Dou and Zhou (2008) haveestigated the attitudinal and
personal antecedents of consumer new product aiopising syndicated data from a
large random sample of Chinese consumers. Theiirealpesearch has demonstrated
that social-demographic characteristics have soant influence on new product
adoption behaviour. Also, they have suggested yoaing, high income and well
educated consumers tend to accept market innogatioore quickly. Their results
confirm that demographics and psychographics tegetan be effective discriminating

variables for new product adoption.

Clearly, these results imply that consumers chadngeyjoods and services that they buy
over their life. For example, tastes in food, fturé and recreation are often age related.
However, buying behaviour is also influenced by tmarstatus, level of education,
number of children and socioeconomic status (Ko@2803; Peter and Olson, 2008).
Accordingly, marketers often defined their targetarkets in terms of such
characteristics and develop appropriate products raarketing programme for them
(Jobber 2007).
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Marketing today has an increasing tendency to deenh target the segments that
transcend national borders in all parts of the aéel. g., Ohmae, K 1989; Griffith and
Ryans Jr, 1995; Dawar, and Chattopadhyay, 2000yafiathan and Dickson, 2007).
Therefore, marketers are concerned about the diftexs between segments that have
the same individual characteristics from natiomation. Although the idea that the
national culture of consumer behaviour dominateghkr individual characteristics still
exists (Hofstede, 2005), more of the empirical aesle indicate that it is possible to find
a consumers group that has the same individualactaistics across the world
irrespective of their nationalities (Dawar and &yl 994). This can be attributed to the
recent growth of the middle class across the wd@kdroi, 2003). The increasing
emergence of such class indicates that people nighhore convergent in different

countries.

In a situation of global marketing with free-flowinnformation, technology crossing
borders, the emergence of global media, increasmtsuener sophistication and
purchasing power (Kotler, 1999; Steenkamp and lddést 2002) marketers need a
framework of individual characteristics to facitéathe understanding of consumer
behaviour today. Specifically, they seek an undeding of consumer buying
behaviour patterns and, also, the influencing coress’ characteristics on buying
foreign products. Mager and Hulpke (1990) endea@uo provide a framework of
Chinese consumers through sstudying some individoatacteristics such as income,
education and occupation. They revealed that theaeacteristics substantially play a
role as a determiner of the purchase of expensiveign goods. Furthermore, their
results showed that the education, age, and in@méighly correlated to information

search and product knowledge.

In this same context of foreign products, a redeasarvey on 1,253 consumers
examined the impact of selected individual chars&ties on Taiwanese consumers’
intentions to purchase Japanese versus US refiagereonducted by Lundstrom, Lee
and White’s (1998). The results showed that theemeatucated consumers have been
found to be less conservative for buying domestadpcts. They are also likely to be
less patriotic and rate foreign products more faably than domestic products. In
investigation of the country image, the findingsvéaupported the positive correlation
between higher income and the tendency to evafoeg&gn products more favourably.

They concluded that those consumers with intentionsirchase US-made refrigerators
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were young, well educated and well-off. Althougle tifferences were moderate, this
finding indicated that individual characteristiantinue to be an important factor in the
marketing of foreign goods. Lundstrom, Lee and WAhi{1998) research resembles the
investigation of the current research, as it stlidieme individual characteristics and
their impact on selected foreign products. Theenirresearch attempts to determine
how Libyan consumers are influenced by marketingg@mmmes according to

individual characteristics to build a model foritheuying behaviour.

However, there are many forces acting on consurabawour. Besides the individual
characteristics, the consumer’'s decisions are altres the complex interplay of
psychological, social and cultural factors (Peted ®lson, 2008). Furthermore, the
point that makes understanding of consumer behavinare complicated is the
interactive relationships between these factors. iRstance, the consumer’s age, as
individual characteristic, has an interactive effem psychological ones, which
produces various patterns and different resporéem®, many marketers offer products
and services toward the individual's cognitive a&gegnitive age may remain static for
a number of years until a major life occurrence (Msuken and Barry, 1995) and,
therefore, marketers tend to use the cognitiveasge variable in market segmentation.
However, this might represent a problematic vaeatdr marketers (Birtwistle and
Tsim, 2005). For example, in the well-known caseFofd Mustang automobile, the
company designed its automobile to appeal to yqeuaple who wanted an expensive
sports car. But it found that many Mustangs wenelpased by the older buyer. It then
realised that its target market was not the chigiohlly young, but the
psychologically young (Kotler 2003:289). Similarip, mature female’s preferences, a
study on 150 consumers showed that they do not dbeomological age to be the same
as their cognitive age and nearly everyone felt thay belonged to an age group
younger than their actual age. Furthermore, it dotlvat cognitive age contributes more
than chronological age to understanding how matoeresumers view themselves and

how they consume (Birtwistle and Tsim 2005).

Consequently, investigating cognitive age proviaesketers with a better grasp of how
consumers see themselves, their attitudes andegoestly, their buying behaviour.

Therefore, to obtain better understanding of tlir@mce psychological on consumer’s
individual characteristics and vice versa, marlsetenay apply the science of

psychography which uses psychology with demographic better understand
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consumers (Kamakura and Wedel, 1995; Kotler, 20@3). discussed previously,
buying behaviour cannot be analysed with isolafiogn studying all variables in the
model of consumer behaviour such as individual attaristics, psychological and
social factors. Thus, as the individual charactiessare discussed above, the following
section discusses some psychological and socitdriacAgain, the psychological and
social factors that have been chosen to be disgdusghis chapter are those that relate
to this particular research context. The next seactidiscusses those factors that
marketing literature has showed that they are dej@endent with consumers’ responses
toward marketing and his/her purchase decisiors, (Kotler, 2003; Peter and Olson,
2008).

3.4.2. Psychological and Social Factors
Effective marketing efforts are those that forecakere/how psychological factors’

effect are moving, and those are able to be ahktiebm (Kotler, 1999). A consumer’s
buying choices are influenced by a number of psipgdical and social factors that have
varying impacts on his/her behaviour (Jobber, 20@&ter and Olson, 2008). Most
marketing scholars and researches who study theuower behaviour within marketing
management’s perceptive, have discussed the pggibal factors in the context of the
model of consumer behaviour and buying process, (Bawkinset al., 1998; Kotler,

2003; Blackwellet al., 2006; Jobber, 2007; Armstrong and Kotler, 2008ePand

Olson, 2008). Here, in this section, the major psymgical factors’ dynamic can be

discussed through previewing how consumer resptmdsarketing stimuli.

A promotional message often aims to arouse the tesdis sufficiently pressing to
direct consumer to seek satisfaction of the nedelry, this aroused need represents
the motivation(Wolfe, 1998), which leads consumer to be readgcto Then, consumer
acts according to his/h@erception(Krishnaet al.,1991; Srivastava and Lurie, 2001)
which refers to selection, organisation and inttgmon for information, to form a
meaningful picture of the world (Armstrong and Kotl2008). When consumers act,
they learn.Learning here can be identified as change in an individudEhaviour
arising from experience (Van Osselaer and Alba0200hese influencing factors can
be used by marketers to build up the demand far pheduct (Dibb and Simkin, 1997).

Through passing into psychological factors, congsnaequireattitudesthat influence

their buying behaviour. Here, attitudes refer teacription of consumer favorable and
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unfavorable evaluations, feelings and tendenciesittd an object or idea (Bagozzi
al., 2002; Jobber, 2007). However, consumer’'s attitudess difficult to change.
Therefore, marketers would be advised to desigim greducts’ features into existing
attitudes rather than trying to change them (Ko2&03). Nevertheless, there are some
companies that succeeded in changing attitudesdotair products (Ciet al.,2007).
Consumer’s attitudes are considered a crucial faictothe studying of consumer
behaviour. Moreover, the consumer’'s response toketiag programme can be
measured by attitudes, sentiment and purchasetionefe.g., Gaski and Etzel, 1986;
Holbrook and Batra, 1987; Tery al., 2007; Gaski, 2008). This description above, for
psychological factors and how they influence buylredaviour, is adopted in much of
the literature of consumer behaviour (e.g. Shuttd €arlante, 1998; Kotler, 2003,
Solomonet al, 2006).

Despite a long history of attitude research foundadthe premise that attitudes are
formed primarily as the result of cognitive leagniprocesses, some researchers have
argued that there are other influences which alsg p substantial role in attitude
formation (Boduret al., 2000). As mentioned, buying behaviour researchuires
studying all factors that may influence on it. Atlgh marketers cannot control such
factors, they should take them into account. Moeepwith the increasing openness
that the world commerce witnesses, consumers hawdeaexposure and easy access to
global cultures through media and mobility, empéasill be tended to shift toward
social factors and cultural values to obtain morarketing effect (Roth, 1995).
Therefore, the marketer seeks to explore the Vasalset of social structure which
contributes significantly to shaping the consumigituagle toward marketing activities
(Rachel, 1999). Here, the strongest role in thigext is played by the family influence
(Armstrong and Kotler, 2008).

Maksudunov (2008) investigated the family influemcethe consumer home appliance
purchasing behaviour in Kyrgyzstan. The study idetli267 consumers and examined
this influence through identifying whether the fayris the main source of information
on home appliances purchase; who in the familyectdlinformation, who evaluates the
alternatives and who makes the last purchase dacisihe results showed that
consumers rely on their family as a main informatspurce. Regarding the unit of
purchase decision, the study revealed that motreadschildren are who mainly collect

the information about home appliances, and evalh&t@lternatives before purchasing.
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Whereas, fathers are who make the last purchasdegsidn. However, these roles
might vary widely in different countries and sociddsses (Kotler, 2003). For instant,
family members had a stronger influence on a coessnchoices than in countries in

which the family plays a less prominent role, sasHUSA (Luna and Gupta, 2001).

However, clearly, family members can strongly iefige buyer's behaviour, because
they have a direct communication with him/her. Hgnmembers’ affecting role is
exhibited in the purchase decision stage in buypngcess, especially, when the
decision is related to a product that may haveatharuse (Johnson and Chang, 2000).
Although with this effect, consumers usually chopseducts appropriate to theile
and statusin many groups that they belong to, such as irgiits and clubs. A role
here refers to the activities people are expeatederform according to the group’s
members (Solomoat al, 2006; Armstrong and Kotler, 2008). Also, constmeocial
role has a significant effect in other patternspafchasing, such as impulse buying
behaviour, and marketers, therefore, consider itaasormative factor for many

dimensions of consumption (Rook and Fisher, 1995).

As mentioned earlier, beside the family, consumegsaviour is also influenced by
external factors which exist in his/her surroundieigvironment such aseference
groups, social rolesand status Reference groups refer to an actual or imaginary
individual group which has a significant effectiodividual’s evaluations, aspiration or
behaviour (Lindridge and Dibb, 2002; Solometal., 2006; Jobber, 2007). Consumers
are often influenced by these groups to which theyot belong. Marketers endeavour
to attract consumers to their offers by using syrclups in promotional messages (Luna
and Gupta, 2001), because they realise that refergroups can be a critical source of
brand meanings for consumers (Escalas and Bettn2895). However, the
effectiveness of the groups’ effect is dependinghow much the offered product is

visible to others whom the buyer respect.

These influences are changeable as much as thgelratthe external environment of
consumer (Pressey and Selassie, 2003). Therefoee,external factor, generally,

represent a critical challenge to marketers. Hiee cultural factors might be the most
important, difficult and complicated ones. This dam ascribed to the fact that the
culture values can be considered as integratedeinéles in the consumer soul (e.g.,

cultural personality), and as an external influen@eg., social factors) in the same time
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(Mooij 2003b). Moreover, the study of culture istaallenging undertaking, because its
primary focus is on the broadest component of $dmhaviour in an entire society
(Schiffman and Kanuk, 2000). However, this curnegearch studies the behaviour of
consumers in one particular country (Libya), witline homogenous culture (Arab)
(Metz, 1987; The World Fact Book, 2007), and exgdothe impact of marketing
programmes that emanate from different countrysajio global operators. Therefore,
coming discussion of the culture is centred onctieural influences within the context

of consumer buying behaviour toward marketing stimu

3.4.3. Culture Factors

Cultural factors represent a set of broad and de#pences on the consumer. Also,
there are some differences in consumers’ behawdhich can be ascribed to the
cultural factors’ effect (Slowikowski and Jarrai®97). Therefore, marketers need to
understand how culture plays the role of underlyibgterminants of consumer
behaviour, and what the changes are in it (e.gnrnjel976; Blackwellet al., 2006;
Jobber, 2007; Kotler 2003; Peter and Olsen, 2008).

To start the discussion of culture influence, ihécessary to come across the culture’s
definition and concept. Culture can be considegetha norms, beliefs and customs that
are learned from society and lead to common patefrbehaviour (Slowikowski and
Jarratt, 1997). The key component of culture is thkies which determine what is
considered socially acceptable behaviour. Thesendeavalues also determine the
forms of social organisation, such as the familguation and social class system
which characterise a society. Clearly, as consuraegsthe society’s members, their
buying behaviour is related to the culture in savesys. In this context, culture can be
defined as the sum total of learned beliefs, vahm$ customs that serve to direct the
consumer behaviour of members of a particular $pdrea country (Schiffman and
Kanuk, 2000).

Furthermore, Armstrong and Kotler (2008:129) haeéned the culture as ‘the set of
basic values, perceptions, wants and behaviouraddaby a member of society from
family and other important institutions’. It can fEalised that this definition reveals the
interaction between psychological, behavioural @adial factors which serve the
purposes of studying culture in consumer behavamntext. Accordingly, consumer

culture can denote a social arrangement in whiehré¢tations between the lively culture
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and social resources of a society (Arnould and Tpsomn, 2005). Thus, marketers and
researchers in consumer behaviour have to explone donsumers have gained their

culture, and where does culture come from.

According to Hofstede (2005), culture consists aftgrned ways of thinking, feeling
and reaction that are acquired and transmitted Iyndily symbols, constituting

distinctive achievements of human groups. Furtherhas considered the traditional
ideas (e.g., historical derived and selected) aseisential core of culture. Moreover,
Hofstede (2001) has support the notion that nationlural value systems are more
stable over time, and the element of national celtcan be carried forward from
generation to generation. Therefore, countries tilee Arab World (22 countries) that
have shared norms and value (e.g. those derived fstam), customs (e.g. Arabic
tribes), history (e.g. Islamic and Ottoman Empaayl language (Plain Arabic), tend to
be having highly convergent national culture. Raitirly, this is extremely applicable
within one country of them. For example, Libya (theldwork area of the current
research) can be considered an appropriate cowftthe national culture. This is
attributed to 97% of Libyan population are Muslindgabic speakers and consider
themselves as Arab (Metz, 1987: The World Fact BA0K7).

From this, it can be implicated that culture is miaiderived from traditional
transmitted values continually. Then, these valideng with customs and basic
attitudes, become the rules that govern the whadeety. This idea can justify the usage
of nationality as a surrogate for culture, becaalsenembers of a given national group
typically share a similar history, language, anditipal and educational environment
(Dawar and Parker, 1994). Moreover, the culturailuence examining in the
nationality context (national culture) has a sigr@iht mediated impact in some aspects
of consumer behaviour (Birgelest al., 2002; Soares 2004). However, as mentioned
previously, the current research investigates thesal examinations and explanations

to determine the influence of national culture @oylan consumer buying behaviour.

In this context, the point that should be distirstneid is that culture does not denote,
here, to the identity, but it can connote it. Gallgr identities consist of people’s

answers to the question afhere do | belong?(Hofstede, 2005). However, marketers
are concerned with the effect of identity on consuilvehaviour. For instance, a study

showed that Japanese consumers with high ethnorahtidentity scores have a high
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purchase intention for Japanese-made appliancesré&%, consumers who are more
open to foreign cultures tend to choose US-madéaaqmes (Mager and Hulpke, 1990;
Lundstromet al.,1998). However, this can be, also, ascribed tacthatry of origin’s

influence.

From the discussion above, it can be concluded tteatstudy of culture generally
requires a detailed examination of the charactdotafl society, including such factors
as learning, knowledge, customs, technology andiymts that give a society its
distinctive flavour. Accordingly, it is not easy define culture’s boundaries (Schiffman
and Kanuk, 2000). In addition, there are limitatiavhich should be taken into account
when measuring culture. For example, the learnagegahat stem from culture are not
easy to measure, because each individual is umaire way specific product attributes
and brands are evaluated. Also, the validity oturel research can be hindered by

generalisations about nations (Slowikowski andalgrt997).

Another drawback in studying culture in consumehawour context is that factors
other than culture, which differs across countnieay drive the observed differences in
behaviour. In other words, non-cultural factors rhayconfounded with cultural factors.
For example, if a variable per capita income issodered as an appropriate definition
of culture, differences would be found between armmuntry and one with high Gross
Domestic Product (GDP), in which case, the rejectibsimilarity is justified. Whereas,
in comparing persons with similar incomes acrodsupes (even with very different
average countries’ incomes), statistical differenoeght be not found. Then, here, the

rejection of similarity may not be warranted (Dawad Parker, 1994).

However, while the differences in national wealtmanitially explain differences in
some aspect of consumer behaviour across courttrarg, is, nevertheless, no empirical
evidence of converging consumer behaviour acrossitdes (Mooij, 2003b) On the
contrary, when countries converge with respectht® national wealth, GDP cannot
serve as a variable for explaining variance. Winei point is reached, culture becomes
the only useful explaining variable (Mooij, 2003aJherefore, an important
consideration for marketers is determining the bggroach to market their product or
service across national borders. It has become thed the answer to this is not as
simple as complete standardisation or adaptatiod, the appropriate approach may

consist of a complex set of variables (McCaatwl.,2007).
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Both marketing researchers and practitioners emgao understand consumer buying
behaviour internationally. Clearly, this contribsitdo producing and developing
numerous models to explain the major influencesconsumers’ buying behaviour
(Soares, 2004). However, in the coming sectionfedit models of consumer
behaviour are addressed (e.g., impulsive and pthooesumer behaviour) and then the

appropriate model for the context of this curr@search is concluded.

3.5. A Framework of Influences on Buyer Behaviour
The buyer’s response toward marketing stimuli catneounderstood with the isolation

of all surrounding influences. Therefore, the resleers in marketing have developed
different models in aiming to explain the interaetirelationships between these
influences. In marketing practice, most large conmgm research consumer buying
decisions in great detail in order to answer quoestiabout consumer behaviour,
motivations and influencing factors. Marketers saudy actual consumers’ purchases
to find out what they buy, where and how, but, @@y about why the consumer buys is
not easy, because it extends deeply within thewrness mind (Blackwelkt al., 2006;
Jobber, 2007).

A number of theories — applicable to both domeatid international markets — have
been developed in an attempt to explain consumeaeur (e.g., Ajzen and Fishbein,
1980; Rook and Fisher, 1995) and there are numermgels that seek to elucidate
relevant interactions (e.g., Peter and Olson, 2088nstrong and Kotler, 2008).

Generally, these theories and models have beetedrspecifically to predict/explain

the consumer’s response toward key marketing stiaod, as both internal (e.g.,
psychological) and external (e.g., social) factars at play, marketers have found it
necessary to assess both the relative and abdolpmrtance of key features. And
though there is no universal solution to the margblems that arise, it is increasingly
possible to compute the situational relevance ofiéactor’s importance, or to establish

which factor(s) are the most relevant under spesituational conditions.

Overall, as previously noted, there are severalaisothat seek to explain interacting
influences on consumer behaviour, but this curmesearch requires a model that
associates marketing stimuli, external influenagyithg process and consumer choice in
a manner that fully accommodates the influencesbayer behaviour. This current

research aims to (1) identify the influence of foeeign marketing programme on
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consumer buying behaviour and (2) determine to wdwent do cultural and/or
individual factors impact on consumer perspectivesvard these programmes.
Therefore, it is necessary to use consumer behavimdel that address all these
variables. Namely, they are the marketing progran{#igs), the stages of buying

process, the individual factors and the externzbis.

Armstrong and Kotler (2008) offer a consumer bebavimodel (Figure.3.2) that takes
into account most key variables. Their model dbserthe consumer’s response to
those stimuli/influences that impact the consumeriisd (black box), and demonstrates
how these are converted into a set of observaBlgorses regarding choice, purchase
volume and timing. These influences and charatiesisre important for the current
research, as it investigates the significance efkéty cultural and/or individual factors
as variables in understanding the impact of mamgetprogrammes for Libyan
consumers. Further, this current research invassgauyer’'s behaviour within the
context of the area (the Arab World) that has rextilittle attention from marketing
researchers (Tuncalp and Erdem, 1999; Souiden,, Z0P; Assad, 2007). Also, it
studies consumers in an emerging market (Libya) tvnee not had much experience
with foreign products like Western consumers haleerefore, using such a relatively
basic model (Stimulus-response Model), as the bafisconceptual argument

development, appears appropriate for the parti@alae of this current research.

Figure.3.1: Stimulus-response Model of Buyer Behawur

/Marketing and other stimuli \ / Buyer’s black box \ Buyer responses
Marketing Other Product choice
Product Economic Buyer characteristics Brand choice
Price Technological Buyer decision process Dealer choice
Place Political Purchase timing
Promotion Cultural Purchase amount

Social
e WV, e WV, \ J

Source: (Armstrong and Kotler, 2008:130)

According to Armstrong and Koler (2008), their mbdeplains the consumer’s
response toward stimuli. Namely, marketing stinaumd the other influences (shown in
Figure.2.3) enter into the consumer’s mind (black)bwhere they are turned into a set

of observable buyer responses (certain decisiéssiliscussed in Chapter.2, marketing
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stimuli are represented in the elements of marggimmgramme. Basically, they consist
of the four P’s. Regarding other influences, theigten surrounding circumstances and
environment of consumer. The difficulty exists iowhthe human brain makes buying
decision, as consumers do not generally give veligble answers if they are asked
why they bought a product (Edwards, 2005). Here, thodel illustrates that in

consumers’ black box, the buyer’s characteristidhiénce how he/she perceive and
react to the stimuli. Also, the buyer's decisiorogess itself affects the buyer's
behaviour.

Although this model includes most of surroundinfiuences on buyer’s behaviour as
well as marketing stimuli, it could be debated Videetor not such a model is useful to
explain consumers’ behaviour across countries. Wuoeld business is becoming
increasingly cross-cultural and many marketers tairanter new international markets
(Luna, and Gupta, 2001). Thus, an understandingoaf culture influences consumer
behaviour across borders has emerged as an impdastare for both marketers and

researchers (Soares, 2004). This issue is dedltnitt.

3.6. International Consumer Behaviour
The foregoing discussion in marketing literaturdigates that the marketers who want

to sell goods and/or services across national berfiece an extremely complex
situation (McCartyet al., 2007). This can be attributed to various factarshsas the

transformability of their operations, economic fteen and competition. However, the
key variables are those that relate to consumeawetr (Viswanathan and Dickson,
2007). Globally, consumer culture can be descriagda woven network of global
connections and extensions through which local ucedt are increasingly
interpenetrated by the forces of transnational tahpand the global mediascape
(Arnould and Thompson, 2005). Therefore, as preshouliscussed, cultural factors
represent the most complicated factors set in whaleding of consumer behaviour
(Armstrong and Kotler, 2008). Marketers seek toarsthnd the impact of culture, as
ignoring culture’s influence may lead multinatioffians to centralise operations with a
lack of local sensitivity, which reduce their ptafiility (Mooij, 2003a). However,

obtaining a high level of local cultural sensitwilong with considering global

orientation is not an easy task, due to continuthgnges at both levels (Vida and
Dmtrovic, 2001).
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There are many variables which contribute to calthange, leading to convergence or
differences in consumer behaviour. In some cowtriensumers are exposed to the
products of the same scientific discoveries in fibren of modern technology which
plays an important role in culture change. Thisyéwer, supports the idea of cultural
universal where all societies will become more Em{Hofstede, 2005). In contrast,
although marketing infrastructures are increasinglynilar across borders (e.qg.,
European countries; Gracia and Albisu, 2001), nafialifferences in some consumer
preferences and habits still exist (McCaetyal.,2007).

However, cultural universal which refers to gendraian behaviours that have been
observed to be common across cultures, is stilstipreable. Marketing literature has
indicated that some behaviours are likely to bevensial, whereas others are not (Mager
and Hulpke, 1990). Therefore, marketers should rstaed the extent to which key
behaviours vary from one culture to another. Moegpthey should be concerned with
local business conditions, legal restrictions, atfter culture-bound structural factors

which affect the implementation of their marketstgategies (Dawar and Parker, 1994).

It can be realised that the consumer research ifigus the culture influence across
countries are extremely valuable to internationalkaters. This is because they need
significance insights with respect to cultural diffnces and/or segments of consumers
that transcend countries and cultures (McCattgl., 2007). Particularly, in marketing
products internationally, understanding culturahgtices can be useful in assessing
whether a single strategy can be effective in dffé national environments, or whether
several strategies should be adopted, each geardbet different cultural setting
(Slowikowski and Jarratt, 1997). This has generategll documented debate over the
best approach to international marketing. Initigparticipants in the debate tended to
take one of two extreme positions on this issubgeeia global (standardised) marketing
strategy or a multinational (adaptive) approacty.(eVida and Dmtrovic, 2001;
McCarty et al.,, 2007). However, the debate on standardisation addptation

perspective in marketing is discussed in Chapter.4.

3.7. Conclusions
In this chapter the concept of consumer buying biela were discussed. Further, the

buyer’s characteristics and behavioural aspects vefiewed. The chapter also showed

how the influences on consumer behaviour interath wach other and the buying
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process. Then, the discussion was initiated withdbbate of which influences in the
model of consumer behaviour can be considereditisatito marketers’ consideration

in their marketing programmes.

The changing natures of the consumer and the emaigat, alongside globalisations’
effect (Jobber 2007; Kotler 1999) have caused areasing importance of studying
consumer behaviour. Accordingly, the organisatigrésspective has been converted to
be consumer-centred (Levitt, 1975; Stock, 2002)is Téddso encourages marketing
researchers to focus on more understanding of guyaiaviour, which has produced a
growing knowledgeable body of consumer behaviowtl@€¢, 2003; Blackwelkt al.,
2006; Jobber, 2007). Therefore, in marketing litene there are many definitions
which describe consumer buying behaviour from déifé perspectives. However, the
buying behaviour’s explanation from behaviouralspective is the one widely adopted,
because it exhibits the dynamic nature of consuipehaviour, which provides

important insights for development of marketinggreanmes (Peter and Olson, 2008).

As previously discussed in this chapter, both marseand researchers are concerned
with how marketing stimuli and other environmentafluences are changed into
responses inside the consumer's mind. They reseeocisumers in detail using
different theories and models of consumer behawdhich provides understanding of
consumer behaviour (e.g., Blackwel al., 2006; Peter and Olson, 2008; Armstrong
and Koler, 2008). Most presented models provide etstdnding of the buying
behaviour based on the analysis of buyer’'s chaiatts, environmental influences and
the buyer’s decisions’ process itself. Furthermtrey show the role of these influences
in each of the stages of buying process. Accorgjnglarketers seek to understand
buying behaviour using the consumer’s responsertbweeir stimuli in the context of
these stages (Kotler, 2003).

In this context, the marketers’ task is not easg thuthe changing nature of internal
influences (e.g. personal and psychological fagtasswell as the external ones (e.g.
social and cultural factors) which makes it morenpticated (Pressey and Selassie,
2003; Blackwellet al., 2006). Here, the cultural factors appear the rropbrtant and
complicated ones (Mooij, 2003b; Schiffman and Kgar2000). Thus, understanding the
culture effect on consumer behaviour represents ainghe marketing challenges.

Moreover, as some differences in consumers’ bebawwwe ascribed to the cultural
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factors’ effect (Slowikowski and Jarratt, 1997); rketers also need to understand how
culture plays the role of underlying determinants consumer behaviour (e.g.,
Blackwell et al.,2006; Jobber, 2007; Armstrong and Kotler, 2008).

As seen in the previous review, many scholars ifiedt culture from different

approaches. However, this chapter does not intendrgue that the use of a few
dimensions totally covers and describes the diffege between cultures, but it does
constitute a simple, practical, usable shortcuh#ointegration of culture for the current
investigation. Thus, the usage of nationality asi@ogate for culture will be adopted in
the current research (Dawar and Parker, 1994). @dmsbe justified by the notion that
national cultural value systems are more stabler ¢mee and that the element of
national culture can be carried forward from getienato generation (Hofstede, 2001),

which is applicable for the fieldwork area (Libya).

Although with this reduction for the culture’s asg® model of consumer behaviour
still has various arrays of variables, which makeunderstanding slightly complicated.
However, it can be said that this complication afdel of consumer behaviour can be
ascribed to the interactive interactions betwesrintiuences (Blackwelét al., 2006).

As shown in Figure.3.3, the individual charact@&sstare the core components of
consumers themselves (e.g., age, gender and eshjcafionsumer develops his/her
own personal behavioural aspects based on thesactwstics as well as some
psychological patterns and influenced by varietyeafernal variable. The external
influences can be classified to groups from mankegierspective; the marketing stimuli
(the elements of marketing programme) and the enmental influences (e.g., social

and cultural factors).

Consumer produces needs and desires which requyieadgodecisions to satisfy. As
consumer encounters relevant situations, the coessirdecision process is activated.
Consumer engages in actions and a process thé telmeed arousal stage until the
purchase decision and then getting the actualfaetiisn tool (product or service). As
consumer exposes to various feelings, informatiod experiments through buying
process, this process yields experiences and dtopss They produce in turn

influence the consumer by affecting the externéticies.
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Figure.3.2: Overall Model of Consumer Behaviour
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Distributior Experiences &

Acquisitions

Adapted from: (Hawkinst al.,1998; Lekakos and Giaglis 2004)

This model, which is adapted from that presente¢iawkins, Best and Coney (1998),
captures the general structure and process of omrsbehaviour with focusing on the
buying process context. Furthermore, although nhiglel does not contain sufficient
detail to predict particular consumer behaviouis itonceptually sound and views the
consumer behaviour via marketing management’s petisye. Moreover, it includes a
clear distinction between the variables that irdenaith consumer behaviour. This
provides an appropriate contrast to the currentared that aims to investigate the
effect of these variables with focus on specificialales and determine their statistical
effect on buying behaviour characteristics of Livgamnsumer.

This current research also contributes to the delbsttween standardisation and
adaptation. The marketers’ considerations aboutdiwgsion of both strategies are

which produce the marketing stimuli in the moddiefiefore, the next chapter addresses
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the debate between the standardisation and adaptp@rspective. Furthermore, it
investigates issues of the convergences and diffesein consumer behaviour in the

marketing programme’s designing across-borders.
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4. CHAPTER 4 LITERATURE REVIEW: THE
STANDARDISATION DEBATE IN GLOBAL
MARKETING

The global competitor will see

constantly to standardise its offering
everywhere. It will digress from this
standardisation only after exhausting all
possibilities to retain it (Levitt, 2006:134)

4.1. Introduction
As a successful development of international mamgelies in think global and act

local’ (Wills et al., 1991), companies today are able to offer theirdpod across
borders. They seek for competitive advantagesasahmarkets, which can be achieved
via conducting marketing programmes according te tustomer's requirements
(Reichel, 1989). Also, in the global context, anfirsuccess, or failure, is highly
influenced by whether the firm can compete effedgivin world market (Melewar and
Stead, 2002). For instance, many U.S. companiesre@cegnising not only the
opportunities, but also the necessity of marketimagr products internationally, because
of saturated markets and intense competition froath bdomestic and foreign
competitors (Belch and Belch, 2007).

Therefore, while understanding consumer behaviond &erving the needs of
consumers are difficult enough for companies magetvithin the borders of a single
country, the companies operating in many marketdiffarent countries could find this
task intimidating (Armstrong and Kotler, 2008). &aldition, taking into account the
close relationship of marketing activities to thesimess environment and the economic
aspects, such a task can be more difficult (ScBQAP). In spite of consumers across
the world having some common behavioural aspedasvatues, attitudes and customs
may vary greatly (Dawar and Parker, 1994; Dawaral., 1996; Soares, 2004).
Marketers who intend to operate in internationalrkets must understand such
differences and adjust their marketing programneesatisfy consumers in different
countries. Sometimes the differences are obvious aiservable, but they are more

subtle in others.

It can be said that when the differences in consupedaviour are a result of their
physical environments, such as climate and thentdolyy level, they can be managed

(Parker, 1999b). Conversely, however, those diffeee which are attributed to
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emotional, attitudinal and sentimental factors arere elusive for marketers to deal
with. Also, it still does not identify why the behaural differences may exist between
individuals from a minority and the dominant majgriThe explanation for this may lie
in the culture’s influences (Lindridge and Dibb,02). Therefore, the cross-cultural
differences embody difficult challenges for intetonal marketers (Peter and Olson,
2008). However, the world today is shrinking rapjdbecause of the effects of
globalisation, faster communications, transportatd financial flows (Kotler, 1999;

Melewar and Stead, 2002; Steenkamp and Hofsted&?)20’he world map today,

accordingly, is a competitive map, showing the @l of financial and industrial

activity, and the boundaries between countries tergely disappeared (Ohmae, 1989).

Some literature (e.g., Levitt, 1983; Dawart al., 1997; Usunier, 2000; Vida and

Dmtrovic, 2001; Bird and Steven, 2003; Viswanathamd Dickson, 2007) has

supported the notion that the speed, spread aedgsir of these changes drive the
consumers across countries to behave similarlyuimarous aspects of their buying
behaviour. Moreover, marketing strategies thattfaifecognise the similarities among
markets can be at a competitive disadvantage @.M¥83; Kotler, 1986; Ozsomera
and Simonin, 2004). Therefore, marketers shouldvéiiehful toward the convergences

and differences in consumer behaviour.

Marketers must decide on the degree to which thély adapt their marketing
programmes to meet the unique cultures in variowskets. As the process of
standardisation provides a firm ability to emplayitar marketing methods across
geographies, with diverse political, economic, amarketing infrastructures (Griffitat
al., 2002), marketers, on one hand, want to standartiise offering in order to
simplify operations and take advantage of cost ecocs. On the other hand, adapting
marketing efforts within each country can resulphogrammes that better satisfy the
needs of local consumers (Armstrong and Kotler, 800rhe emphasis in this
discussion has been almost exclusively on the toffdeetween satisfying cultural
factors and achieving economies of scale (Soll690). However, the big issue today
is not whether to go global but, rather, how ttotahe globally standardised marketing
concept to fit each business (Quelch and Hoff, 1$6tar, 2005).

However, the degree to which international marketiprogrammes must be

standardised or adapted has been a contentiowes frssmore than three decades now
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(Theodosiou and Katsikeas, 2001). The questiontatiaer to adapt or standardise the
marketing programme across international marketscheated a lively debate in recent
years (Ryanset al., 2003; Soares, 2004; Viswanathan and Dickson, 200fjs
guestion has deep roots in marketing literatureabse it originated with the question
of how to treat international promotion (Rosen al., 1989). Furthermore, for the
increase in world trade and the onward march obajlsation, the decisions on
standardisation and adaptation of marketing sti@degill continue to be an important
issue for academic research and marketing pra¢8cauh, 2000; Luna and Gupta,
2001; Viswanathan and Dickson, 2007).

This chapter presents an overview on the consurbehaviour across national borders
and its relations with the decisions of the glolarketing programme via reviewing
the relevant literature. Furthermore, it discusbesdebate of the standardisation versus
adaptation through a historical overview and byiewing the advantages and
disadvantages of each perspective. Moreover, tlagteh previews potential factors

which may affect the degree of standardisation.

4.2. Consumer Behaviour across Borders
As mentioned above, understanding consumer behawoross countries is quite

difficult to deal with (Soares, 2004). However, nieare some models in marketing
literature that have endeavoured to explain howsseultural factors influence on
consumer behaviour. Furthermore, the cross-cultamapirical research has found
significant differences in consumer characteristiggeferences and purchasing

behaviour among different countries (Theodosiou latsikeas, 2001).

Marketers must take into account cross-culture eddfices when they develop
marketing programmes cross-borders (Daetaal., 1997; Dawar and Chattopadhyay,
2000; Theodosiou and Katsikeas, 2001; Kotler, 206®wever, the frequencies of
similar cultural changes in many societies aroumel world are steadily increasing,
which might create similar marketing opportunitiesnany societies (Peter and Olson,
2008). The convergences in consumer behaviour hawvenly occurred due to cultural
diversity, but also due to other influencing fastosuch as physio-economic forces,
climate, terrain and the effectiveness of commuitoa (Rosenbloonet al., 1997;
Parker, 1999b).
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In this notion, Peter Drucker (2001) presented ardepth explanation. As he
considered that the culture impact of the technpledar grater than the economic one,
he ascribed these convergences to the emergenpsyohologically global middle
classes. The idea beyond this is that the middiesah half-developed countries do not
see themselves as a part of their economy, but@eateof the worldwide developed
economy. In other words, they have a tendencygartethemselves more as citizens of
the world than as representatives of their ownveatiultures. However, this is also
applicable to the middle classes in Eastern Eumpe their considerations toward
Western cultures (Usunier, 2000; Bird and Stev@®@32. In this context, Assad (2007)
indicated that the emerging middle class in thebAforld countries (i.e., Saudi Arabia)
which is characterised by surplus income and Westducation, has driven Arabic
countries to be more consumer societies. Accorgdintiie inter-market consumers
segments who share patterns of preferences andibehacross borders have been
emerged globally (Samiee and Roth, 1992; Soarégl)20

4.3. Segments of Consumers across Borders
The efforts that have been made in marketing reBeéw understand consumer

behaviour have contributed to develop models ofrtfagor influences on consumers
internationally (e.g., Papavassiliou and Stathaktg®) 1997; Luna and Gupta, 2001;
Zou and Cavusgil, 2002; Viswanathan and Dickso®,720In terms of similarities and
differences, their focus is centred on the prefessrof consumers in distant parts of the
world (Jain, 1989). Clearly, the developed modelshis context have been criticised
for some limitations (e.g., delimitation of someighles like economic and behavioural
factors), which have made them complicated to pygractice (Luna and Gupta, 2001).
Accordingly, the international marketing activitideas not been accompanied by
systematic study of the differences in buyer behavin various countries, as the task
of proposing an integrating framework for such essaifers considerable difficulties
(Soares, 2004).

The researchers who view consumer wants and nedasirg homogeneous argue that
the standardisation of some marketing activitig® ddvertising, is more effective as it
allows for the lowering of costs via economies@dle (Ryant al.,2003). This can be
ascribed to the idea that the groups of consummediffierent countries may have more
in common with one another than with other conssniethe same country (Ozsomera
and Simonin, 2004). For instance, a study of tdems1 25 countries showed that
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teenagers around the world not only tend to driss, dut also they are very similar in
the things they enjoy. They watch many of the satmaws, the same movies, videos
and music (Tully, 1994, cited in Blackwedt al., 2006, pp.63-64). However, such
similarity is not new as Elinder (1965) indicatéat the great differences that still exist
between different parts of the world (e.g., Easd &viest and North and South), are

likely to be overlooked.

Likewise, a study on 401 Consumers from Saudi Axalkuwait and the UAE found

thriving consumer segments that transcend natiboahdaries of Arab countries and
which share similar needs and preferences (Souid@62). However, this can be
attributed to the fact that, despite the Arab iasty, there is a notable deep rooted
convergence between Arabic speaking countries.,Asoiden (2002) has mentioned
that some multinational companies have realised #md, therefore, they tend to

standardise their marketing plans to each segneeassthese Arabic countries.

Segmentation is an important issue, because itshetpnpanies to improve their
marketing effectiveness; it can lead to more datisfcustomers, improved
competitiveness, increasingly efficient resourcdocaltion and better-designed
marketing programmes (Lindridge and Dibb, 2002). rdbwer, with increasing
competition in the global marketplace, internatiosegmentation has become an ever
more important issue in developing, positioningd @elling products across national
borders (Hofstedet al., 1999). Here, the international companies may taageertain
inter-market segment which consists of similar @us of customers and extends over
the country’s borders (Samiee and Roth, 1992). Kind of segments, however, is also

called the global segment (e.g., Dawaal.,1996)

The emerged global segments have produced impoitsights regarding the
understanding of consumer behaviour cross-natipri8lbares, 2004) and one of these
insights is global culture (Aldeat al., 1999). Its members are characterised by higher
levels of education and they use the available sieatravel and communication to be
more connected with the world both physically airtually (Dawaret al., 1996; Bird
and Steven, 2003). However, in societies wheradittonal orientation is prevalent, the

aspects of global culture are too limited.
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According to Wills, Samli and Jacobs (1991), magketvho face such a situation have
to develop a strategy based on the target cultdere, the nature and degree of
consumer involvement (e.g., high involvement; fdoey involvement; credit cards) are

important factors in such strategy (Quelch and Hb€86; Soares, 2004). However,

cultural considerations play a crucial role in tharketing of global consumer products.
In this context, a modified product, could leadigher sales in each major market, and
the additional revenue may more than cover prododtadvertising modification costs

(Kotler, 1986).

Generally speaking, the consumer personal usagkigo(e.g., food products, clothing
and jewelry) appear as culture-bound products. Sroducts clearly require major
local adaptation in marketing mix more than thesotiet are likely to be culture-free
ones (e.g., Coca-Cola and digital cameras) (Sah@99; Kotler, 2005). Products,
however, will be less culture-bound if they aredudy young people whose cultural
norms are not ingrained, or people who travel tghodifferent countries and share
across cultures (Quelch and Hoff, 1986). Neverglenarketing managers should be
aware of dissimilarities across cultures, as coesitcan be grouped according to the

type of cultural effect (Mooij and Hofstede, 2002).

In this context, Lindridge and Dibb (2002) investiegd whether culture can be used to
segment the market of brown goods (television sati€o equipment, music systems
etc). They selected the category of these prodicttudy the impact of a range of
cultural values upon the buying behaviour of 2,1Bfitish Indians and British

Caucasians consumers in order to significant diffees between them. The findings do
little to support the argument that culture is aadle variable for market segmentation.
Furthermore, although a significant difference viasnd (e.g., British Indians were

greater attached to their immediate family morentl@aucasians), the amount of
similarity between the two groups suggests thatucell should not be used as a

significant variable in segmentation.

Theoretically, the adaptation/standardisation debaty appear to be managerial issues
(Cateora and Graham, 2005). But understating teisi® needs empirical studies on
cross-culture consumer behaviour (Luna and Gupt@)lR as the customer

homogeneity is a critical factor on standardisastnategy (Viswanathan and Dickson,
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2007). Accordingly, it can be said that the isswésstandardisation and cultural

differences on consumer behaviour are the two sifld® same coin.

The homogeneity of consumers within countries erdsd debatable issue in recent
years (Theodosiou and Katsikeas, 2001; Grifthal., 2002; Ryanset al., 2003;
Viswanathan and Dickson, 2007). In this contextrkegers need to explain what the
meaning of consumer homogeneity is. Does it meaat thonsumers are
demographically similar to each other, or doeseamthat there is a similarity in wants
and needs, or does it mean similarity in percegtiaf brand loyalty and risk
perceptions? Clearly, the number of variables tr# could use to define consumer
homogeneity is vast (Viswanathan and Dickson, 20Béwever, in the context of the
marketing management research, the homogeneitgrafueners, mostly denotes to the
consumer response toward the marketing programifesoflosiou and Katsikeas, 2001;
Griffith et al., 2002). The latter definition of homogeneity is tquappropriate for the
current research’s investigation which focuses @n hibyan consumers respond to the

foreign marketing programmes.

As the high homogeneity in the consumer respons¢héo marketing mix across
countries, clearly, facilitates the applicationstdndardisation strategy, it embodies one
of the significant factors in the global marketiteglay. The next section previews the

factors and circumstances that have contributédei@merging of global marketing.

4.4. Global Marketing Today

Globalisation is no longer just a nice word; it las increasing effect on the world
business (Ohmae, 1989; Szymanskial., 1993). Globalise, as a word, means that
makes world-wide or universal. In the marketing teaty as a term, it denotes the
global process of spreading objects and experietacai corners of the world (Jafari,
2008). Theodore Levitt (1983) was the first whoseai this in marketing. He realised
that the powerful technology force drives the wdddard a converging commonality,
which results in the emergence of global marketscofding to Levitt (2006), these
markets are characterised by standardised consusnétsaccordingly, offer benefits
from enormous economies of scale in production,agament and marketing. Clearly,

this idea has contributed to the emergence of ¢jlmbaketing debate.
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Cateora and Graham (2005) summarised the substastission that the global
marketing management has undergone thought. 149fA6s the argument was framed
as ‘standardisation vs. adaptatitnin the 1980s it wasdlobalisation vs. localisatich
or “Think local, act locdl In the 1990s it was dlobal integration vs. local
responsiveness Recently, the basic issue is whether the gldi@inogenisation of

consumer tastes allowed global standardisatioheofrtarketing mix.

It is worth to mention here that some marketingréiture has referred to global
marketing by the terms of universal marketing (eDmwar and Parker, 1994; LeBlanc
and Herndon Jr, 2001) and international marketiagy.( Aspelundet al., 2007;
Yeniyurt et al., 2006). Furthermore, Svensson (2002) discussedisiceepancy of this
concept. He indicated that despite the widespreadeiof the global marketing concept,
it is often used to represent typically internasiband multinational marketing activities.
Also, the concept recognises that there has to balance and harmony between
marketing activities in terms of issues such asndaedisation/adaptation,
homogenization/tailoring and similarities/differesc The latter refers to how
international marketers would deal with consumeith @ifferent cultures from global
perspective. Accordingly, in this current reseaafitthese three terms are used to refer
to the marketing activities (e.g., programmes ang) rihat are implemented across

countries.

As a consequence of global marketing, marketiegdiure has discussed the trends that
are driving the growth of emerging global culturelats impact on the obsolescence of
national cultures from various perspectives. Bindl &teven (2003) have viewed that
the responsible forces for the emergence of a blobHure are drawn from the
globalisation effects (e.g. world trade and telecmmications). However, several
factors have accelerated globalisation, such aggdétion, information ubiquity,
improvements in infrastructure and reduction ofiaratlistic barriers (Parker, 1999a;
Schuh, 2000). In this context, Usunier (2000) hasstered that globalisation is an
implicit assumption that people today are all cogirey towards a modern lifestyle.
These forces have contributed to the perceptiontiieaworld has grown smaller and to

the reality of increased interdependence.

An interesting insight for this is that today’s Wbpopulation of almost 6 billion speaks

less than 4000 languages, whereas around 1908siestimated that 1.5 billion people

77



spoke approximately 6000 native languages (Daw991 cited in Bird and Steven,
2003, pp.397-398). Furthermore, people today evieeyes are more and more able to
obtain the information that they want directly frath corners of the world. They can
see for themselves what the tastes and preferemees other countries, the styles of
clothing now in fashion, the sports and the life=ty Consequently, with such world
openness, the old geographic barriers could bedoelevant (Levitt, 1983; Ohmae,
1989). Notwithstanding, converging consumer’s tsted preferences across countries

is still debatable in the marketing literature (Mp2003).

Although with such supporting observations of angng one-world village (McLuhan,
1962), they cannot explain either the emergenagadifal culture or the degree to which
it is being embraced. As marketers enter new iateynal markets in the coming
decades, an understanding of how culture influemeesonsumer behaviour will be
crucial for both managers and consumer resear¢bens and Gupta, 2001). However,
there is no doubt that this emerging culture amdvtiorld changes have a great impact
on the world business (Achrol and Kotler, 1999; dridge and Dibb, 2002). For
instance, it is obvious that the advent of therimge and intranet has accelerated the
process of mining all markets for relevant inforioat Also, for the features that can be
included in new products, which can be found angmion the planet (Parker, 1999b;
Sahay, 1999)

In the past, most western companies paid littlendithn to international trade. Their big
market was at home, which was teeming with oppdras But, today the situation is
very different; all kinds of organisations are gpimore global (Clausen, 2003;
Armstrong and Kotler, 2008). With more global irfhces on consumers around the
world, it has been argued that a global marketirgntation is now necessary, and
standardisation of the basic marketing elemerfisndamental to such a global strategy
(Rosenbloomet al., 1997) and, therefore, in many industries, natidnaiders are
becoming less important (Steenkamp and Hofsted@2)2@urthermore, the evidence
drawn from the literature suggests that there aabdvreasons for international
companies to follow the globalisation of marketi@@jraliova and Angelis, 2006). This
can be attributed to the fact that these globalpzomies see the world as one market and

develop trans-national brands.
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In such considerations, companies have to answee $@asic questions about the target
position in their markets, the global competitiand their strategies around the world
(Armstrong and Kotler, 2008). Therefore, global keters must be watchful for ways
to compete effectively in multiple countries whiégmultaneously controlling costs
(Dawaret al., 1996). Unfortunately, this task is combined witicreasing competition
in world economies which requires them to develdfecéive global strategies to
achieve a sustainable competitive advantage imnat®nal markets (Theodosiou and
Katsikeas, 2001). For some companies, enteringgionmarkets is a necessary evil, as
if they stay in their domestic market to play safet only might they lose their chance
to enter other markets, but also risk losing theime markets (Armstrong and Kotler,
2008). However, acquiring a global perspective ieguprior planning and organisation
(Cateora and Graham, 2005). Furthermore, compahgasgo to global markets may

face highly unstable governments, currencies agil tnade barriers.

In this context, Levitt (1983) argued that multioatl firms should seek to target
consumer segments which span the globe, and thefibifom the scale economies of
global branding. Farley and Lehmann (1994) sinyladve argued that markets do not
abruptly change when borders are crossed; theyosugips argument with empirical
evidence of similarity in international market respe to equivalent marketing efforts.
Clearly, this supports an increasingly acceptedvvibat international marketing
campaigns can often be standardised to a greantextéhout alienating local
consumers (Dawaet al., 1996). However, the circumstances of global marketthe
past two decades have created both new opporsi@itid new problems (Armstrong
and Kotler, 2008). Therefore, the most importanallemge that the international

marketers face is how to design their global mamggbrogrammes.

4.5. Deciding on the Global Marketing Programme

Despite the common marketing commandment todapasgloball’ not all companies
need to venture into global markets to survive (stnong and Kotler, 2008). However,
the decision of being global depends on severabfacsuch as the threats in the home
market, and the profit opportunities that the in&tional markets might include (Parker,
1999a). Also, when the product — that is targeteldet launched globally — is not highly
culture bound, it will be easier to market globatyn others (Quelch and Hoff, 1986;
Kotler, 2005). Furthermore, the level of consumptarientation in different markets is
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an important cross-cultural factor that companiésuid consider in developing

international marketing strategies (Peter and QI2608).

4.5.1. How to Target International Markets
As mentioned in chapter two, the process of mangethanagement consists of three

stages; strategic, tactical and administrative wtarg. The first starts with
segmentation and includes the tasks of targetidgpasitioning (Kotler, 1999). Clearly,
the traditional international segmentation methoadgpears inadequate to the
globalisation reality and, therefore, the quesfinga global segmentation and targeting

approach became an important topic in internatioreketing research.

Marketers should avoid the trap of focusing on anty as the primary segmentation
variable, because the framework marketing managefees, R, STP, MM, | and C;
Kotler, 1999) and environment variables such agipal, economic, cultural, climate,
language groups, media habits, age and incomediheulised for international market
segmentation (e.g., Baalbaki and Malhotra, 1993e@a and Graham, 2005). Taking
into account both the framework and variable waddtribute to well identification of
segments that could be targeted with a uniform starl strategy (Soares, 2004).

In this context, Hofstede, Steenkamp and Wedelq198ve identified different types
of international target market selection and ddfdiation strategies. First, one option is
to develop specific products for specific segmeBiscond, a single segment may be
targeted by a bundle of products (market spect#ispto pre-empt competitive efforts
and capture the variety-seeking tendencies of coessl Third, basically the same
physical product can be developed for multiple segis1 When a company has sorted
out the target market selection, marketers shakld tlecisions on the mode of entry.

Selecting the most appropriate modes of entry endifferent countries is one of the
most relevant strategic decisions that a companst mdopt during its global process
(Queret al.,2007; Reineet al.,2008). Kotler (2003) suggests that companies fawve

different modes of foreign market entry which amparting, contractual agreements,

strategic alliances and foreign direct investmeéitlj (Cateora and Graham, 2005).

Marketing literature investigates the mode of emtegision and the perceived risk as

interactive variables (Forlamit al.,2008). For example, when companies perceive high
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uncertainty levels in the target country, they ereahe mode that provides high control
like full-ownership FDI (Tayloret al.,, 2000; Brouthers and Brouthers, 2003).
Conversely, some research indicates that globalpaoies tend to apply the lower
levels of entry like exporting or indirect entry,hen they intend to penetrate the
markets of the developing countries (Schuh 200@fitr et al., 2002). Clearly, such
companies prefer the lower level to avoid intewrai risk within an environment
characterised by a high level of uncertainty. Tisewrch for flexibility that enables
them to modify decisions and benefit from the loggpport in order to have access to

resources (Quesat al.,2007), or even leave the country market with mummloss.

However, the decision of entry mode is influencgdother factors such as the size of
the firm and the nature of industry. Furthermohe position of marketing function in
the firm also affects the decision. Forlani, Pas@itathy and Keaveney (2008) have
supported this notion through an online survey Bregecutives of the US business that
entered the Japanese market. They investigatedethgonship betweerest entry
mode and the marketing function. Their results showedignificant relationship
between increasing levels of ownership in managassessments dfest entry mode
and their beliefs about the criticality of contino the marketing function. Additionally,
they concluded that the managers tend to percameéeést risk-return situation to be
mixed-ownership entry modes, and delegate the rtiagkdunction to the local

agent/partner.

The significant role which is played by culturaffdiences between target counties’
markets in determining the suitable mode of a caompa the foreign markets should
also be mentioned. A study on 471 Spanish entepiisdicated that a greater culture
differences reduces the likelihood of using entrgtegies that imply a high resources
commitment level. The higher-commitment formulae ased by Spanish enterprises
when they enter culturally closer areas, such asofeu or Latin America. The
researchers ascribed this to the firm’s preferdicecollaborating with local agents
after seeing the difficulties to apply its own rioes in a culturally distant target country
(Queret al., 2007). Clearly, the issue that dominates suclatin is the convergences

and differences between consumers across foreigketsa

Furthermore, a key challenge for a company woulthdoe to effectively deal with the

structure of heterogeneity in consumer needs adyosgers in aiming to target them
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(Levitt, 1983; Quelch and Hoff, 1986; Jain, 198%eehkamp and Hofstede, 2002;
Soares, 2004). These differences, mostly, have besmmsidered as a market
segmentation variable (Lindridge and Dibb, 2002).ahy case, it seems clear that
whatever marketing approach that a global compatopts, the existence of market
segments that transcend national boundaries shwmilde neglected (Soares, 2004).
However, a standardisation strategy would be mfextave when the marketers take
consumers across countries themselves, rathecthaniries, as the basis of identifying
the segment to serve (Jain, 1989; Grifétral.,2002).

4.5.2. Designing a Marketing Programme
As discussed, companies who intend to enter foregigrkets mostly aim to achieve the

benefit from the enormous economies of scale idyton, distribution, marketing,

and management (Levitt, 1983). Obviously, this pess a tendency in marketing
departments to adopt the standardisation persgedior instance, using interviews
with managers of corporate or regional headquartgchuh (2000) observed that six
out of the eight cases in his research showed la dégree of marketing programme
standardisation. Moreover, most of the adjustmanthe marketing programme were,
mainly, among the non-core elements in a minimummelleand to meet legal

requirements, such as labelling content and pacttegign.

Broadly, with any adopted perspective (standardisabr adaptation) marketing
strategy has two aspect@rogramme and process. According to Jain (1989),
"programme" refers to various aspects of the margemix (e.g., product design,
product positioning, brand name, packaging, rgtaite, basic advertising message,
sales promotion and media allocation) and "processlies tools that aid in
programme development and implementation. With yapgl these aspects on the
marketing management model (R, STP, MM, | and (Jd£p1999), it can be realised
that the programme lies between the strategic acttcal marketing tasks, whereas the
process is an administrative marketing task. Howesehuh (2000) has referred to that
the concept of marketing programme standardisaiamderstood, in some cases, as
using a common product, price, distribution andwmpston programme on a worldwide
basis. But, as the debate between adaptation andastlisation has been miscast as a
dichotomous decision (Rosenblo@mal.,1997), the question that remains is centred on

which and to what degree should these elementddqged or standardised.
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Standardisation strategy is not so much an alletihing proposition as it is matter of
degree. In a wide-angle view, the decision is action in trade-offs between the
advantages of standardisation and adaptation. il dbntext, perhaps one of the
successful marketing practices is that conductetl®yElectronics. The company had
launched its Primian refrigerator for Arabic cougsr It includes a special compartment
for storing dates, because the dates are theititnaal staple fruit which can be spoiled
easily. Further, the company has presented golggl@l-inch flat-screen television
that sells for 80,000 U.S. Dollars in the MiddlesEanarket. The company conducted
this as a tribute to the Arab states of the Per§aif's famous affinity for gilded
opulence (Elizabeth, 2005).

Here, it can be realised that a) although the camponent of the two products is
global, the company provided local aspects tofyatisrtain consumers’ preferences, b)
these aspects targeted two levels; all Arabic camsand the Arab states of the Persian
Gulf which can be considered as a sub-segmentedittmer one. Although LG, in this
case, conducted these adaptations to satisfy alfagtors, a company may adapt their
products’ features to satisfy certain circumstanioesome country. For example, the
Turkish firm Arcelik marketed an inexpensive pladtvin-tub washing machine in Iraq
in the immediate aftermath of the war in 2003 (Gaemt and Thomas, 2008). This

adaptation was to meet specific economic situation.

4.5.2.1.Global Product /Communications Strategies
International marketers must decide the appropmageketing programme for their

foreign markets which satisfy organisational ohjexst and market needs. Keegan and
Green (2005) presented a model of strategic madkegtommunication alternatives in
global marketing which is commonly used in markgtiiterature (e.g. Jain, 1989;
Millar, 1989; Samiee and Roth, 1992; Rosenbloetal., 1997; Theodosiou and
Katsikeas, 2001; Kotler, 2003; Powers and Loyk#® 720

According to this model, a company can produceg@éoral version of its product, such
as Middle Eastern version as discussed above inhthee appliances market.
Furthermore, the company can go deeply to modgypibduct according to cities or
even districts. However, international marketemsséme instances, may need to adapt

their products locally to superstitions or beliefhe example that illustrates the latter is
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McDonald’s marketing mix in dealing with Muslims cdinJews. They have been

compelled to serve Halal meat in Islamic countaed Kosher in Israel (Vignali, 2001).

In terms of promotion activity, some internatiomadrketers adopt the same marketing
communication mix that they used in the home cgunitowever, even in highly
standardised promotion campaigns, some adaptatiaig be required to meet cultural
differences. For example, French perfume compamethe Arab World often run
different versions of their advertising, withlly dressed women (Boulby and Laroche,
2000). This can be ascribed to the Arabs’ attitudesrd sensuality.

Alternatively, a company might follow the strategf/‘communication adaptation’ in
foreign markets, which requires a full adaptatidntteeir advertising message along
with media selection according to its availabikiyd effectiveness in the target country.
A company might have no choice except to changé tdvertising message. For
example, a company like Dulux paints would havdidifty in transferring their
promotion campaign to the Arabic speaking countrigdess they change their
advertising message that includes dogs. This iauscdogs are seen as dirty animals
by Muslims (Melewaet al.,2000)

4.5.2.2.Pricing Strategies
The previous Keegan and Green's (2005) model ptestre potential strategic

alternatives in terms of the product and promotiBuat the decisions of international
marketing programmes deal with the other elemehtmarketing mix which are not
included in the model. Theodosiou and Katsikea®128howed that the international
pricing strategies depend on the level of simyabietween home and host countries in
terms of customer characteristics, legal envirortirezonomic conditions, and stage of

the product life cycle.

According to Kotler (2003), companies have threeiads to set their prices in different
countries. First, set a uniform price everywhergjclv would result in quite different
profit rate in different countries and, consequenthe price being too high in poor
countries. Second, set a market-based price in eaghtry. The key disadvantage in
this is neglecting the differences in the actuatdoom country to country, which
would result in uncontrollable reshipping the prodio the high-price countries.

Therefore, the third choice is to set a cost-bgsex in each country, but this strategy
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might have a negative effect in countries whereptaduct costs are high. However,
purchasing transactions have been changed ovevdhd, contributing to harmonising
global pricing. For instance, the Euro, as thecdadficurrency of the European Union,
has reduced the amount of price differentiatiomiirly, online purchasing and credit
cards enable consumers to buy the product diréaiy the company or dealer offering
the lowest price. This also forces firms toward enstandardised international pricing.

4.5.2.3.Global Distribution Channels

Some marketers think that their task is done oheeproduct leaves the factory, and
they take the decisions of pricing and promotionlevthey should be watchful toward
their products move across borders. However, @kdive to other areas of marketing,
the international distribution issues have beeghdlly neglected in marketing literature
(Rosenbloonet al.,1997).

Generally, international marketers prefer to woithviocal distributors when they first
enter a country, as they consider them well-knogéadble about the local conditions.
Moreover, the foreign entrant may not have thatwkedge, or may not have the
flexibility to adapt to these various local prefeces. For example, Pepsi Cola might
view the Indian market as a single entity in itsbhgll marketing programme whereas, to
an Indian soft drink producer, it is a number oftidict consumer markets, all with

different preferences (Dawat al.,1997).

However, some international firms complain that ltseal distributor does not invest in
business growth and follow a firm’s policy, nor sh@nough information. Similarly,
local distributors complain of insufficient suppormpossible goals and confusing
policies (Arnold, 2000). These two parties’ comptaireveal that there is a missing link
in the chain, which is the comprehension of locawmnstances from global perspective
and vice versa. Unfortunately, there is no panaseasolve these conflicts. Therefore,
international marketers must select an approprdigtributor based on in-details
research and invest in them, then set up perforen@oals to which they can agree
(Rosenbloonet al.,1997; Kotler, 2003).

In this context, and based on the same idea of pilevious Keegan’'s model,
Rosenbloom, Larsen and Mehta (1997) presented &Infmdglobal distribution. They

addressed that the key decision areas of globaildison strategy are the design of the
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marketing channel and the management of the matkethannel. These two areas
(design and management) can be adapted or staseldrdepending on the target
market conditions. However, although this modelvjates firms operating in global
markets with a basic starting point for developimgd managing their distribution
channels, in marketing practice, the implementstiah these strategies are quite
complicated. Also, as the model depends on HalB®Q) taxonomy of culture which is
limited by two dimensions (low-context/high-contegtilture), the communications

across cultures may be more greatly complicatedl thadel illustrates.

Additionally, the decision of the global distriboii strategy is a function with many
factors. The pricing problem has important effeots profitability and long-term

relationships with distributors, because the odfgrpricing practices in two countries’
authorised channels may cause an unauthorised elhanemerge (gray markets). This,
in return, will alter sales and profits in the awiked channels (Yangt al., 1998).

Additionally, a cost-benefit approach embodies aeyiconsideration and the firm’s
experience in other markets may govern directiancloannel change (Griffith and
Ryans Jr, 1995). Furthermore, some researchersaiedi that the role of norms in the
control of global channels of distribution is anpiontant consideration for marketing
managers. This is because of these norms provitiegdaily standard operating
procedures for the global network of relationshipshe distribution channel (Harvey
and Novicevic, 2002). In general, however, the tigvag global distribution channel
is a continuous process, within numerous interactiactors relating to finance,

marketing and administration considerations.

This may reveal that international marketers carsiie marketing programme as one
unit. In other words, this means that the adoptedree of standardisation in one
component of the marketing mix (e.g. price) shookdthe same on the others (e.g.
product, promotion and distribution). However, migional firms can adopt various
degrees of standardisation to different componehtsarketing programmes. Also, the
influence of potential external factors on the nedirkg strategy is different from

element to another. Chung (2009) has indicated lib#t the cultural and economic
environments are positively associated with theiaghof product adaptation strategy,
whereas no significant relationship was identifiregiarding the promotion element.

Some literature has debated that the appropriageedeof standardisation, for most
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products, varies from one element of the marketimg to another. Here, strategic

elements like product positioning are more easdpdardised (Quelch and Hoff, 1986).

Similarly, Siraliova and Angelis (2006) considetédt the basic product, brand names
and advertising messages are more likely to bedatdised than packaging, pricing,
promotion, and distribution which need to be adadpt#lso, a survey among brand
managers in firms operating in Canada supports. thisrevealed that brand

standardisation was practiced to a much highereggetitran advertising standardisation,
with the most used combined strategy involving draame standardisation and non-
standardisation of advertising. Furthermore, thedifigs clearly indicated that

companies tend to “brand globally, advertise Ig¢dlfandler and Shani, 1992).

However, in the reality of marketing practice, thieture may be slightly different,
because of the global marketing, chiefly, depermishe relative extent to which the
degree of standardisation is desirable and feagiRtesenbloomet al., 1997). For
example, a study on more than 2,000 Korean andel¢Sision commercials revealed
that cultural differences were the reason beyonddyxing different television
advertising between countries. This was in orderfacilitate the supervision of
advertising for the international advertising magragn Korea and the US (Miracks
al., 1992). Further, some researchers have reportédhinaulture context should also

be considered in global product decisions and ntisdstrategy (Willset al.,1991).

Conversely, Szymanski, Bharadwaj and Varadaraja®93)l investigated the
standardisation of the pattern of resource allooattmong marketing mix across
national markets in terms of similarity or dissianity across the U.S., U.K., Canada
and Western Europe. Their findings suggest thatiimational business that employs a
similar pattern of marketing mix when serving thesl) U.K., Canadian and Western
European markets would find that the standardis@groach evokes similar
performance responses in these Western marketsewowsimilarity of behaviour
response patterns and preference structures erafites to gain economies of scale by
standardisation strategies. But, if a firm wer@pproach two widely divergent market
segments with the same advertising message andagiagk differences in the
underlying consumer preference structures and rsgp@atterns would make them
ineffective. This is because the advertising messagl packaging would not match the
needs of each market (Griffigt al.,2002).
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The challenge facing international marketing mamage to decide which marketing

mix elements they should standardise or adapt, rumth@t conditions, and to what

degree (Jain 1989; Theodosiou and Katsikeas 20WiExefore, when they face such a
decision on standardisation and adaptation isgbeg,need sufficient market research
and an appropriate model to be able to formulateketimg programme. Generally

speaking, the global marketing approach providesdirategic options to firms. First, a
firm can adapt its marketing programme to the attarsstics of each culture. Second, a
firm can standardise its marketing programme aceosariety of cultures (Peter and

Olson 2008).

Johansson and Yip (1994) have also developed almbdgobal strategy. The model
was designed to explain why American and Japanes#i Mational Companies
(MNCs) might differ in their perceptions of industglobalisation potential, in their
desired global strategy response, in their orgéioisaly derived ability to implement
global strategy and in their resulting performanthe instrument that was used is
interviews with senior executives at 36 worldwidesinesses belonging to some of the
largest American and Japanese MNCs. The resultseshthat the Japanese firms have
more globalised strategies than do the Americand, that this factor affects their

performance favourably.

It is clear that from the discussion above thatdbeisions of the marketing programme
in terms of standardisation and adaptation are rigre on many variables, such as
product, firm’'s resources, profit opportunities, rket conditions and consumer
characteristics (Yip, 1989; Jain, 1989; Theodosind Katsikeas, 2001; Soares, 2004).
Therefore, the standardisation and adaptation sssuglobal marketing are still under
the spotlight of marketing research and practideedlGriffith et al.,2002). Moreover,
the extent to which the elements of the marketimmg@amme should be standardised
across markets, or adapted, in order to accommaiifééeent foreign market conditions,
requirements and preferences has received focaanmds attention at both the

conceptual and the empirical level (Theodosiouleai$ikeas, 2001).

4.6. Adaptation Stet

Anyone who browses through the pages of marketilegature will realise that the

standardisation perspective is the contemporaryimiiee debate, because it has been
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produced from the technological and global effe€srthermore, the literature has

indicated the positive relationship between rapiéinges in technology and global

standardisation (e.g., Samiee and Roth, 1992). deimte has passed through some
stages, from the black and white view, with thed@amental question of whether the

global homogenization of consumer tastes alloweta)l standardisation (Sandler and

Shani, 1992; Cateora and Graham, 2005), until tlestipn about which elements of the

marketing strategy should be standardised, anchtd degree (Samiee and Roth, 1992;
Shaw and Richter, 1999; Siraliova and Angelis, 2006

Over the last four decades, the standardisatiosuseadaptation debate has dominated
the international marketing literature includingheamer behaviour research, and this
debate is still very active (Soares, 2004; Sirai@nd Angelis, 2006). Rosenbloom,
Larsen and Mehta (1997) have considered that #relatdisation perspective has often
been viewed as an efficient strategy for globalkegars while others have argued for
relative merits of adaptation since the early 1966lowever, some scholars favoured
the perspective that consumers were converging, (eegitt, 1983; Ohmae, 1989; Yip,
1989) where marketers adopted the combination ofincon segments in different
country markets to designate the target market (1889; Siraliova and Angelis, 2006).

However, opponents to standardisation believe thdture maintains a powerful
influence on buying behaviour, and that the apgatemogeneity of preferences might
hide differences in several aspects of consumeawetr (Walters, 1986; Belk, 1996;
Manrai and Manrai, 1996; Viswanathan and Dicksd)7). This should not neglect
significant elements of the local culture such asglage and religion which are still
intact and quite visible in the global landscapsuiler, 1996). However, the debate is
still alive, and remains unresolved. Some schadt@se attributed this to the lack of
underlying theoretical framework (e.g., Ryagisal., 2003). Further, there are some
elements in the marketing programme have receivechrfess attention, such as brand
standardisation (Sandler and Shani, 1992), digtabwf global markets (Rosenbloom
et al., 1997) and pricing strategy (Theodosiou and Ka&ske2001), whereas much
attention has been focused on the product and gromelements (Jain, 1989; Shaw
and Richter, 1999).

However, producing an integrated framework of adirketing programme’s elements

would take a long time and enormous amount of effdlearly, this should be made by
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researchers and executives simultaneously as tigate of programme standardisation
has to include many variables along with the mamgetmix such as financial

performance, competitive and implementation asp€sthuh, 2000; Sustar, 2005).
Also, marketing programme standardisation has atip®srelationship with other

factors such as centralisation and customer sittyil@@zsomera and Simonin, 2004).
Undoubtedly, the rapid changes in technology anelatgr emphasis on capacity
utilisation favour global programme standardisati@specially where marketing
infrastructure is well developed (Reichel, 198%$t 2000).

This has driven some MNCs to benefit, substantiglgm standardisation via cost
reductions. Siraliova and Angelis (2006) showedt tiienagers of MNCs indicate
marketing programmes as being more standardisteiBaltic region than globally or
in one particular country, but less standardiseah tim the Central and Eastern Europe
(CEE). The researchers investigated most elemdntsadketing programme in these
regions. The collected data does not support tpethgsis that MNCs operating in the
Baltic States adapt their marketing programmegénrégion. Nevertheless, some of the
respondents pointed out that product instructioesti@nslated into the local language.
Also, the package design and product names aretisoesechanged to meet some

cultural and legal requirements.

One particularly interesting insight was in thediimg that there was a slight difference
in the degree of standardisation viewed by managedscustomers, as managers view
marketing programmes as being more standardisedctigiomers view them. This was
justified by the fact that the people in the Baltegion are looking for a Western
experience, and perceive themselves as an integradf the United Europe. Thus, they
potentially accept occurring standardisation anill wew marketing programmes as
being more adapted than standardised. This, howeaer be also attributed to the
emergence of a global modern culture and the cgewee of local cultures.

Nevertheless, it cannot replace national cultudesigier, 2000; Bird and Steven, 2003).

In this context, Shaw and Richter (1999) conduaedtudy of the marketing mix
standardisation of the top 500 German and Britwhganies. They revealed that whilst
British and German companies generally standattisie marketing mix activities to a
high degree, there are a number of differences dmiwthe two countries. British

companies were found to standardise aspects ofrtfeketing mix to a greater degree
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than their German counterparts. However, the stlidyfind that there is a generally
high degree of standardisation across all elemeitee marketing mix. Similarly, a
study that surveyed 298 exporting firms in Slovediscovered that the strategies of
marketing standardisation that were adopted by gensaof Slovenian firms, is similar

to those adopted strategies by most of the firms fother countries (Sustar, 2005).

As mentioned above, the tendency of the global firowards standardisation
perspective has been produced by the tenet thgilgpewant to buy thebest and
cheapesproducts, no matter where in the world they aoglpced. Accordingly, people
become genuinely global consumers (Ohmae, 198%.t€hdency has faced a contrary
view which considers that differences in consumehaviour and cultures have been
identified as forming a key tenet of market prognaen(Lindridge and Dibb, 2002).

Consequently, the debate, in recent years, haseceoh the pros and cons of pursuing
a strategy of total standardisation across countriersus complete adaptation to
individual markets (Szymanslet al., 1993). Therefore, the next lines preview the
strengths of the both marketing perspectives thatketers are supposed to utilise.
However, standardisation, in particular, does neammarketing by averages or mean
that all tastes run together into one amorphoussmésiniversal appeal. Also, it does
not mean that the appeal of operating globally nessothe obligation to localise
products. The truth is a bit more subtle (Ohma&9)9Hence, the next two sections do
not deal with the debate in terms of the favousw@idardisation, or in favour of an
adaptation approach, but they focus on a continigantework that suggests degrees of
standardisation (Viswanathan and Dickson, 2007).

4.6.1. Why Standardisation?

As mentioned earlier, most marketing literature $tased that standardisation is a more
attractive strategy if markets are viewed as nedfiti homogeneous, while adaptation
becomes necessary if they are viewed as heterogen@wmsenbloonet al., 1997).
Clearly, this is the key tenet that governs theptida of one strategy; along with how it
will serve the firm to achieve its marketing goaoponents of a standardisation
approach argue that world markets have become rhomogeneous and that a
standardised approach can generate advantagegtihegoconomies of scale and greater
efficiencies (Levitt, 1983; Ohmae, 1989). The ecuimwof scale is one of the most

observed and measurable benefits that standadtisesin provide. Obviously, when
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using a similar marketing programme in multiple cwoies, economies of scale will
lead to a reduction in the average costs of maretctivities (Quelch and Hoff, 1986;
Schuh, 2000; Steenkamp and Hofstede, 2002; Blatletell., 2006; Peter and Olson,
2008). Further, standardisation strategy allowedp@mnies to use universal or regional
media (e.g., pan-Arab media; Melewaral., 2000) which enables global companies to
better control and facilitate cost reduction due@tonomies of scale in their marketing

programmes.

A majority of firms stated that a standardised apph provided a consistent image
across markets. In addition, these firms felt $tahdardisation allowed companies to
use pan-Arab media, enabled better control ovelitgyuend facilitated cost reduction

due to economies of scale in advertising production

Further, the standardisation could serve the compan the introduction of new
products in international markets (Samiee and R&892), the presentation of a
consistent image across markets (Harvey, 1993)attdr coordination and control of
global operations (Theodosiou and Katsikeas, 208bever, the key point to note
here is that the consumers' preferences acrossatié have changed and seem to have
a tendency to be more Western. Many product idems the US, for example, have
been adopted in Europe, and nowadays are just mson as they are in the US.

Therefore, the marketing of these ideas becomes amt more global (Reichel, 1989)

Over all, the merits of global marketing standaatcn connote to the economics of
scale in production which can be an important mamgecompetitive advantages for
global companies. Further, standardisation cortefbuo the transfer of experience
across countries through improved coordination iatebration of marketing activities.

Moreover, the marketing standardisation providesrdity of markets, by spreading the
portfolio of markets served brings an importanbsiiy of revenues and operations to

many global firms (Cateora and Graham, 2005).

However, the decision to adopt the standardisasivategy can be framed in the
guestion of under what circumstances can a compsaflyits products in foreign

market(s) without changing product, promotion, @rar place and earn a good return
(Kotler 1986). It can be said that the loyalty ofeirnational marketers is toward the

marketing programme that enables them to answergtnestion. This programme lies
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between the highest degree of standardisation daptation. Consequently, marketing
managers seek to implement the global marketing tombines the benefits of
standardisation (e.g., lower costs, better qualitith the benefits of adaptation (e.qg.,
close to needs of consumers) (Steenkamp and Hefs28®2). Also, many companies
use an in between approach; standardising theic baerketing strategy, but localising
the communication mix to fit each market (Belch &wdch, 2007).

4.6.2. Why Adaptation?

Contrary to the standardisation perspective, soragketing literature has stated that
marketing strategies for one country cannot beneldd to other countries without
adaptation. They have ascribed this to the assompliat the differences in national
culture across countries produce divergent consupediaviour that needs adapted
marketing offerings (Mooij and Hofstede, 2002). kiting managers should be
mindful toward this, as when a product with the samand name is sold in different
countries; it can be difficult and sometimes impolssto sell them at different prices
for example (Quelch and Hoff, 1986). Therefore, sogiobal companies adopt their
marketing activities to local tastes. This, ceffigimequires some prior tasks such as
managing decentralising marketing activities (Cete@nd Graham, 2005) and

cooperating with local representatives (Solber@020

International marketing can be tailored to unigbaracteristics with resultant enhanced
consumer satisfaction in different cultures (Will$ al., 1991). When the market

programme is adapted and tailored according toifsp@eed of local consumers, then
it can give an advantage to increase market shatewofitability (e.g., Lindridge and

Dibb, 2002; Steenkamp and Hofstede, 2002; PeteOdswh, 2008). Furthermore, some
of the notable international product successes lwme from product adaptation.

Philips, for instance, began to earn a profit ipaia only, after it had reduced the size
of its coffeemakers to fit in the smaller Japanesehens (Kotler, 1986). This because
even in countries that are apparently culturallyilgir, such as the European Union
(EV), differences in customer needs continued teigieand there were still differences

in the criteria that consumers used to make de@si@iswanathan and Dickson, 2007).

In this context, some American companies in thet&ldr their products to local needs
and tend to adapt their advertising to the locatketa(Siraliova and Angelis, 2006).

However, the differences between the EU and USAeas#ly observed. For example,
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the differences in the houses’ size between USiyélaand Europe (small), Europeans
tend to want physically small products (e.g., hggiriformance equipment) that can be
hidden in a closet, whereas Americans prefer large (e.g., giant speakers) that rise

from the floor of living rooms (Ohmae, 1989).

Although there are some companies would adopt atapt in achieving more
opportunities, some of them implement this perspecas a response to the target
market's conditions. Reichel (1989) considered thiaé successful marketing
programmes for Europe market are those that caadbeted to the laws and to the
intermediary’'s preferences. And, understandingochll market conditions in many
countries may be a fruitful exercise for managenemérms of increase in the level of
their knowledge (Solberg, 2000).

From the discussion of the standardisation and tatap above, the issue can be
summarised in two views. The first argues for aidgpmarketing programme to local
cultures. Secondly, argues that cross-culturaedifices can be ignored in some cases.
Also, between them, many standardisation/adaptadegrees exist. Some marketing
researchers (Agrawal, 1995; Michell al., 1998) suggested that there is a “middle of
the road” mix of standardization; as there arelairties as well as differences in global
markets, companies can standardise to an extenttl@m adapt where required
(Melewar and Stead, 2002). This perspective hdids & more effective marketing
strategy, using a combination of the two approadsesbe developed after a careful
evaluation of the possible factors that can affeetmarketing mix effectiveness in the
target countries. For example, according to Agrai@885), in such diverse markets as
European, Arabic and Latin American countries, BMMEd a common advertising
theme (i.e., high quality) and at the same timepadato the local market conditions
depending on each market characteristics (e.giurEsin construction, economy and
unique suspension system). However, some globdteteas adopt a different approach.
It is based on the notion that, as marketing iacive part of the culture process and,
accordingly, it both changes and is changed byumjltmarketing strategies can be

developed to influence the culture directly.

Some researchers have indicated that one longtrategy may be able to change
cultural values and behaviour (Defleur and Dent@91; Peter and Olson 2008). Some

years ago, Nestlé marketed vigorously to convinaghers in some Third World
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countries to change from breast-feeding to usingpany’s baby formula products.
DeFleur and Ball-Rokeach (1989) explained thatkigne technique in this is the theory
of persuasion, which can be used to affect theurmulin aiming to change some
behavioural patterns across world. The theory,flgries implemented through the
strategy of (1) launching persuasive messages deéhe, for individual, social

behaviour, or the cultural requirements for actibims will govern the activities that the
communicator is trying to elicit (2) if definitionalready exist, the task becomes

redefining those requirements.

Besides the Nestlé’'s example, this strategy has bsed successfully for many decades
in the advertising to reshape thinking about a pebdWhen cigarette advertisers
realised that half of the population (women) washwying cigarettes, and if they could
redefine the norms to get women to smoke, the@ssabuld soar. Hence, they designed
advertising campaigns to get women to take up #toét kvhich was a tough assignment,
because — just after World War | — it was widelyabbshed stereotype among the
public that women who smoked had loose morals. Oginosuch campaigns, they
changed this habit successfully, from socially weptable to acceptable (DeFleur and
Ball-Rokeach, 1989). Also, McCracken (1986) expdairhow advertising can create
symbols and transfer the value of luxury produ&es Automobiles — in past times — into

a symbol for the values of natural living.

Consequently, it should be noted that marketingroamications can be a powerful tool
to shift or reshape some behavioural patterns girawltural manifestations (Luna and
Gupta, 2001). However, whichever approach a firnopégl there are internal and
external factors that play a significant and intéxee role in shaping the marketing

programme across countries.

4.7. Potential Factors in the Degree of
Standardisation
When a company decides to target market(s) abraadnight face various

environmental factors, such as government regulstioclimate and competition. These
factors could push the company toward more int@natl customisation (Kotler, 1986).
Further, culture plays a significant role in deaismaking. For example, in many ways,
Japanese MNCs apply a different perspective tharNibrth American MNCs as they

seek markets across national boundaries (Jain amckeft, 1995). Therefore,
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identifying the conditions that affect the implertagion of an international strategy has
become the main focus of the standardisation debath conceptually and empirically
(Soares, 2004).

The literature has discussed numerous factors hbae an effect on the global
marketing strategy. As illustrated in Figure.4. &rketing researchers (e.g. Kotler, 1986;
Jain, 1989; Samiee and Roth, 1992; Zou and Cavu&§®6; Papavassiliou and
Stathakopoulos, 1997; Rosenbloosn al., 1997; Solberg, 2000; Theodosiou and
Katsikeas, 2001; Siraliova, J and Angelis, J 200@®)e provided a classification for
these factors which can fall into four broad categgo (1) macro-environmental factors,
including economic, legal, cultural, physical, atemographic (2) micro-environmental
factors, such as the structure and nature of catigmet customer characteristics,
attitudes and behaviour (3) firm-specific factargluding the degree of centralisation
in decision making, the relationship between headgus and local subsidiaries
corporate orientation and the firm's experiencénternational operations (4) product
and/or industry factors, such as the nature of yotdstage of product life cycle,
cultural specifically of the product and produanibarity of foreign customers. Further,
Melewar, Pickton, Gupta and Chigovanyika (2009d&td the factors that influence
executive decisions to standardise or adapt intiemal advertising programmes. They
revealed that competition, culture and languageca&iibn, marketing infrastructure and
consumer tests and habits, behaviour and experiroe important, in no particular
order. However, the standardisation marketing,omes cases, could withstand across
different markets. Here, some factors like homodgne consumer behaviour and/or in

markets environment represent a critical effecs@anathan and Dickson, 2007).

In their research on 505 subsidiaries of MNCs frmuar countries, Theodosiou and
Katsikeas (2001) indicated that the extent to whigiNCs standardise their
international pricing strategies depends on theedegf similarity between a) a firm's
home and host markets in terms of economic comdifitegal environment, customer
characteristics, and b) stage of product life cy@le interesting finding was that the
level of similarity in the distribution infrastruate between the two markets does not
play an important role in the determination of thegree of international pricing
standardisation. This can be attributed to theowmif pricing that firms adopt across
markets, as a defensive measure against the grayem@mports of unauthorised

intermediaries) that are completely out of theintcol.
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However, a key critique here is that these resuly be ascribed to the fact that the
vast majority of their sample firms originate iretunited States, Germany, Japan or
another developed nation. Thus, they have conditieraconomic, industrial and
market development. Thus, the researchers mighiupequite different results in other
different market environments, as more diverseetméronments of countries/markets,
the more likely a firm is to standardise its makgtactivities (Griffith et al., 2002).
Conversely, when the environment between the tavgemarkets is different, it would
imply that a firm faces a different set of consitaiin both markets which makes

standardisation strategy is difficult to implemé@iswanathan and Dickson, 2007).

Figure.4.3: Potential Factors in the Degree of Stafardisation
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The differences in the business environment arengrortant concern affecting the
feasibility of marketing strategy across counti@@ain, 1989). Therefore, international
marketers must carefully analyse the major enviremal forces in each market where

they compete. These factors are important not onlgssessing the potential of each
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country as a market, but also in designing and emginting marketing programmes
(Belch and Belch, 2007).

Nowadays, global companies operate in the marksgpkcross the world that is
characterised by an increasingly economic, polittcal social turbulence (Kotler and
Caslione, 2009). Unfortunately, there is no singgst way to avoid such a situation.
One of the key challenges here is to show how gpemy can build a value system that
emphasises seeing and thinking globally (Ohmae,9198ome companies hire
marketing managers with an international backgrotandchieve such a value system.
Also, these managers can reduce the detrimendtefof cultural differences between
corporate and subsidiary marketing managers (18i89). Further, this may spare the
management from those disenchanted subsidiary reesado were supposed to have
commitment with the local autonomy and to adappiteducts to the local environment
(Quelch and Hoff, 1986). The company should be hfatctoward this, because its
competitive position in one country market is siguaintly affected by its competitive
position in other countries (Johansson and Yip4)l9Blowever, the competition plays
a critical role in the development of marketingagtgy and, consequently, in decisions
on the degree of standardisation of marketing esgsat(Viswanathan and Dickson,
2007).

As the degree of marketing standardisation is atian in many factors and the
marketing programme consists of many elementgeiins logically that this will evoke
a spectrum of degrees for each marketing activiyifith et al., 2002). A study

conducted on Slovenian firms showed that the staligigion strategy for the
international marketing mix is different and largedonditioned by the strategy for
product, whereas the strategy of price, distributend promotion is determined

primarily by the degree of strategic standardisatibthe marketing mix (Sustar, 2005).

Other researchers indicated that an element of etiagkmix might be more dependent
on the influencing factors. For instance, marketthgnnels cannot be standardised as
the difficulty due to differing regulations, infiagcture, market characters and the
condition of industry (Rosenblooet al.,1997). In addition, Sandler and Shani (1992)
found a significant relationship between the eletmasf the marketing mix and the
standardisation strategy. They showed that thedatdisation strategy was used more

for durable products, rather than non-durable pectgjualthough it tends to be
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advertising that distinguishes product categoryenehs no significant relationship was
found between the strategy and the brand age. lisleev@iraliova and Angelis (2006)

demonstrated a relationship between marketing feiments, company image and the
degree of marketing programme. They concluded ghabmpany that has a strong
image can worry less about trying to adapt accgrdtinthe local market, because their

customers are expected to accept its productssas it

Undoubtedly, the customer is an essential condideran the decisions of the
marketing programme (Viswanathan and Dickson, 2087J the consumer related
determinants are quite important in this contextel@war et al., 2009). Consumer
orientation and preference structures across nmdfééct the firm to standardise, or
adapt its offering (Griffithet al.,2002). Therefore, the degree of marketing programm
cannot be studied, unless the variables that redatensumer behaviour were taken into
account. Also, the management tools and mecharsisoh as target market selection,
choice of entry method and timing decisions shdagdconsidered, because they are
closely interrelated with the marketing-mix decisi@nd predetermine the available

strategy options and the effectiveness of the ntizwstrategy.

4.8. Conclusion
In this chapter the issues of consumer behaviotwsacborders were reviewed. The

segmentation in international markets, the decssioha global marketing programme
and their considerations were initiated within thlisntext. Further, the debate of
standardisation and adaptation were addressed aldthgpreviewing the potential

factors that affect the degree of standardisatidhe marketing programme.

As discussed in the previous chapter, the constmmngng behaviour is a variable-rich
topic. The answer of the questionrwly consumers b@y requires profound
understanding for all integrated and surroundintu@mces (Blackwellet al., 2006
Peter and Olson, 20P8As such task is not easy within a country bordstsdying
consumer behaviour in international markets woutdeyen more difficult (Soares,
2004). This difficulty can be attributed to the twoentations. On one hand, the cross-
cultural empirical research has indicated significadifferences in consumer
characteristics, preferences and purchasing belmav@omong different countries
(Theodosiou and Katsikeas, 2001). On the other ,htral convergence of cultures,

similarity of demand, low trade barriers and tedbgal advances are enabling firms
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to sell standardised products using standardisellatiag programmes (Ozsomera and
Simonin, 2004).

However, it can be said that convergent consumenssa different countries’ market
embody a tempting opportunity for international keders (Jain, 1989). Here, some
global circumstances contribute to the emergenc®oe$umers segments across borders
(Souiden, 2002; Bird and Steven, 2003). As the es&fal segmentation process can
lead to more satisfied customers and better-dedigraketing programmes (Lindridge
and Dibb, 2002), on the international level, isH@ecome a more important issue in
developing, positioning and selling products acroeagsonal borders (Hofstedst al.,
1999).

The presence of similar clusters of customers acnasional boundaries that have the
same characteristics (Samiee and Roth, 1992) majyirhmat it would be well-
applicable to target them by the similar markefimggramme. However, in marketing
practice, the situation is different, where marketbave to take into account many
factors, options and alternatives in their decisioh marketing strategy. Nevertheless,
the emergence of such segments has increasedetsgupr on the marketers to market
their products internationally because of the isgegompetition from both domestic
and foreign competitors (Belch and Belch, 2007)cakdingly, the international firms
have a tendency to follow the globalisation of nedirkg (Siraliova and Angelis, 2006).

International marketers in such situations haveespnnciple issues to undertake; they
are related to how to develop a product for glahatkets and how far to standardise
the marketing programme across countries (Saha@9)1®ere, although a firm could

offer a relatively standardised marketing mix imigr cultures (Luna and Gupta, 2001),
the focus on the local preferences may enable ittme fo achieve a significant

competitive advantage (Dawat al., 1997). Accordingly, the international marketing
decisions lie between these perspectives (Kotld32 Also, the balance and harmony
between marketing activities in terms of issueshsas standardisation/adaptation,
homogenisation/tailoring and similarities/differescrepresent typically international

and multinational marketing importance (Svenss6022

In order to implement this, marketers use a wigescgum of management tools and

mechanisms than the marketing mix. The selectioiargfet market, mode of entry and
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timing decisions are closely interrelated with tharketing mix decision. Furthermore,

they predetermine the available strategy optiorkstha effectiveness of the marketing
programme (Schuh, 2000). Therefore, the programnaadardisation/adaptation

decisions have to be analysed together with siigtegnsumers, cultural and business
environment considerations. Moreover, marketers ehdo decide, with these

considerations, which elements of the marketingtsyyy should be standardised or
adapted, and to what degree across internationgtetsa(Shaw and Richter, 1999;

Siraliova and Angelis, 2006). However, for most darots, the appropriate degree of
standardisation varies from one element of the etarg mix to another, and strategic
elements like product positioning are more easilystandardise (Quelch and Hoff,
1986). Also, a certain product is easy to selltandard form any where in the world
like Coca-Cola, whereas other products, such asitéwe, may require major local

adaptation (Kotler, 2005).

Consequently, the programme standardisation decsiould be analysed together with
these other strategic marketing decisions (SchQ@0R The next chapter presents the
conceptual framework of the current research, ooy all the research themes that

were discussed above and previously in chaptedZan
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5. CHAPTER 5: CONCEPTUAL FRAMEWORK

“strong theoretical and conceptual
frameworks are needed, integrating
constructs from the different research
traditions and disciplines" (Douglas et al.,
1994: 300)

5.1. Introduction
Based on the literature review, this chapter dbesria set of broad ideas and previews

the research concepts in order to make them easynonunicate to each other. Using
insights from the marketing literature (e.g. Jaih989; Papavassiliou and
Stathakopoulos, 1997; Hawkiret al., 1998; Noble and Mokwa, 1999; Schuh, 2000;
Vida and Dmtrovic, 2001; Chandran and Morwitz, 200%swanathan and Dickson,
2007), a framework is designed to serve as a go&ébr this current research. The
purpose of the framework is to identify relevanttéas that are likely to affect

consumer buying behaviour and marketing prograntar@ardisation.

The framework is built on three considerations thet derived from the sets of
variables of consumer behaviour, marketing programamd potential factors on
marketing strategy which influence on the degreetahdardisation. First, consumer
buying behaviour is a function of many internal aedternal factors that have
interactive effects (Hawkinet al.,1998). Second, the marketing programme decision is
not a dichotomous one between complete standadiisand complete adaptation;
rather it includes different degrees (Quelch andfHbD986). Third, the numerous
relevant internal and external factors have a tatowy effect on the decision of
marketing programme in terms of the degree of stahsiation (Jain, 1989;
Viswanathan and Dickson, 2007). In this chaptes,dbnceptual framework (Figure.5.8)
illustrates the areas of these three dimensiomseliss the interactions with each other.
Furthermore, the used measurement model spedaificati this research is discussed

and identified

5.2. Consumer Buying Behaviour
In the past marketing literature, marketing conaeg@s$ centred on the singular focus of

market, and then it shifted to the focusing ongheduct. According to Keegan (2004),
the contemporary concept of marketing has movedriyhe old concept and concepts
of the twentieth century to thstrategic conceptThe idea here is that everything

matters in marketing, not only the product and thistomer, but everything in the
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external environment including the competition,htealogy, government and culture.
Also, everything that the company controls, whatefeit was the four Ps or the
extended marketing mix (7P’s), or even any otherketing approach, as perceived and
experienced by the customer. Companies that impiethés concept of marketing are
market driven and driven by everything that mattersheir customers. Accordingly,
the significant role of consumer behaviour in mérig strategy can be realised, and
this is also applicable on international marketilmgthe particular case of this current
research, which is discussed in Chapter 2, thetibadl marketing mix (4Ps) appears
as an appropriate framework to adopt in studyimgaittual foreign marketing practices,
and their influence on consumer buying behaviodr.is| therefore, possible to
hypothesise the following:

« The Libyan consumers’ responses toward 4P’s cardigrretheir buying
behaviour
(Hypothesis 1)

As discussed in Chapter 3, consumer behaviourligeimced by different factors; some
being internal factors, other being external. Thiernal factors are based on some
ingredients that are aggregated into the consunsernse of self. These variables are
called individual characteristics also known as buyer personal, demographical
characteristics such as age, stage in life cycimber of children, socioeconomic status
and occupation. Some studies showed that suchatbBeastics have a strong influence
on consumer behaviour, and contribute in shapingpasumer opinions (Dawat al.,
1996, 1997). Moreover, in some developing countriieese characteristics determine
the consumer purchase pattern and play a greatimolee consumption of foreign
products (Lundstromet al., 1998). Therefore, marketers attempt to measuré suc
characteristics’ influences for tailoring their @f$ to match the needs of different kinds

of consumers (Chandran and Morwitz, 2005).

A consumer with his/her individual characteristeduces manyehavioural aspects
which have an interactive influence with other eommental factors. In marketing
management context, the most important aspectshatetowards marketing stimuli
such as preferences, risk taking, reliance on m®ds information and response to
advertising in order to understand consumer buyiegsions. These aspects provide
useful explanations for consumer behaviour, whay tre correlated with individual
characteristics (Dawaat al.,1997; Peter and Olson, 2008) and play a significaletin
determining consumer attitudes (Knight, 1999; Ok#&ech and Onyemah, 1999).
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Furthermore, studying behavioural aspects, suchmhg behaviour, helps marketers to
become acquainted with factors that influence thechmase decision (Kotler, 2003),
because they can intervene between the purchasgiort and the purchase decision in
the buying process. All these behavioural aspectsewdiscussed in Chapter.3.
Therefore, in this context of these aspects antackexistics, the analysis of this current
research is planned around three propositions:

» The behavioural aspects of Libyan consumers ateanted by their individual
characteristics.
(Hypothesis 2)

» The behavioural aspects of Libyan consumers arealbulinked with buying
behaviour toward 4P’s.
(Hypothesis 3)

» The used indicators can predict the behaviouralea$p of Libyan consumers as
one construct
(Hypothesis 4)

As mentioned before, buyer behaviour research resj@ccounting for all factors that
may influence on it. Consumer’s behaviour is aldtuenced byexternal factorssuch
as social and cultural factors which have a sigaift effect on individual’s evaluations,
aspirations or behaviour (Lindridge and Dibb, 2088Jomonet al, 2006). Therefore,
marketers concern about these factors (Johnso€hadg, 2000; Solomoet al, 2006)
and consider them as a normative factor for manyedsions of consumption (Rook
and Fisher, 1995). Further, some marketing reseadibates that the cultural factors
embody an important variable in these influencesarnketing decisions (Mirack al.,
1992). However, some research showed that consumessonses depend on their
individual characteristics more than culture (Daetal.,1997).

The current research intends to isolate the ndtmuiture effect by studying consumers
from the same context (Libyan/Arab context) and estigate the correlation,
relationships and causality, between this varialple the other ones. Also, the research
focuses on specific factors and determines thaitistical effect on specific buying
behaviour characteristics. Namely, it investigaties consumer’s buying behaviour
toward the foreign marketing programmes and thadstalisation degree of these
programmes as well as the potential factors thaaghthe standardisation decision. In
other words, this research seeks to answer whethaot the standardisation can be
supported and whether the national culture is neotdess relevant. This question leads
to the following propositions:
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* The foreign marketing programmes in Libya influerare consumer buying
behaviour.
(Hypothesis 5)

* The degree of standardisation is a significant &ale in influencing on Libyan
consumers.
(Hypothesis 6)

5.3. Marketing Programme
As discussed previously, the consumer behavioonésof the affecting factors on the

decisions of marketing programme. Also, in inteioval marketing, the homogeneity
of consumer response to the marketing programmyes @lasignificant role in the ability
of a company to standardise their marketing progmaniGriffith et al., 2002) and in
determining the degree of international strateggndardisation (Theodosiou and
Katsikeas 2001). Basically, this response can ben@ed through product, promotion,
price and place (Viswanathan and Dickson, 2007)wéi@r, the issues of the elements
of marketing programme and its implementationsiternational markets are discussed
under section.2.4 (Chapter.2), and section.4.5h2aj&r.4) respectively.

The current research discusses the designing dfatirag programme across borders.
Particularly, it examines the significance of thational culture factor to marketers,
when they make the decisions of marketing mix ctsslers. To this end, first of all,

identify the influence of foreign marketing prognam®s on consumer buying behaviour,
for each one of their elements. Second, determove ¢onsumers are influenced by
marketing programmes according to individual chim@stics. Accordingly, the

investigation of this research is centred on thestjan of whether the cultural factors

on the consumer buying behaviour still have anctifig role, or it becomes decreasing.

Some of the conceptual frameworks in marketingdiigre (Jain, 1989; Luna and Gupta,
2001; Melewar and Vemmervik, 2004) revealed that tonsumer behaviour issue
represents a critical determinant of designing tierketing programme across the
world. Further, the standardisation of the marlkgetimix depends on the global
homogenisation of consumer preferences (CateoraGaaddam, 2005). Even so, these
frameworks have addressed this issue with diffetemmhs such as consumer profile
(Papavassiliou and Stathakopoulos, 1997), existesfceustomer (Schuh, 2000),
customer similarity (Ozsomera and Simonin, 2004)st@mer perceptions (Siraliova

and Angelis, 2006) and homogeneity of consumeroresp (Viswanathan and Dickson,
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2007). The current framework illustrates the degreenarketing standardisation as a
function of consumer buying behaviour toward the'kafing programme with taking
into account the surrounding external variableghin current research, this discussion
on the degree of standardisation leads to thewallp propositions:

* The foreign marketing programmes under researchLilmyan market are
standardised.
(Hypothesis 7)

» The foreign home appliances companies in Libyadisglar 4P’s with their
home country market
(Hypothesis 8)

5.4. Potential Factors on the Degree of
Standardisation
For the purposes of the current research, the enfling factors on the degree of

standardisation decision are cited in Figure 5.8oaganisational and environmental
factors, competition and economy, besides the enites of consumer behaviour. The
aggregatingof the factors that were suggested in the liteeattan be ascribed to the
fact that the research aims to gather evidence etermhine whether or not the

standardisation can be supported, and also tordeterwhether the national culture is
more or less relevant. However, such determinatsomot extended to the whole

operations of marketing strategies, because itimesjan integrated strategic evaluation

process.

Accordingly, the framework includes the potentiattbrs that influence on the degree
of standardisation for the foreign marketing prognaes in the Libyan market of home
appliances. Therefore, some of the influencingdiactvhich have been determined in
the literature are excluded, because they are enctluntry level, such as market
infrastructure and environment. Also, they have emual effect on all companies

operating in Libyan market. Consequently, they aot able to reveal significant

differences between the companies in Libyan matketvever, the selected factors in
this research are discussed in detail in the nbgpter. The researcher, therefore,
hypothesise the following

» The factors of product features, mode-of-entry, daearters-subsidiary
relationship and the level of Competition influeno® the degree of
standardisation.

(Hypothesis 9)
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5.5. The Research Framework
The conceptual framework represents an interreladiothe theories involved in the

research questions. Here, the level of researcstiqus is closely related to the extent
of the framework, because it is designed to proeidar links from the literature to the

research goals and questions. Accordingly, thiseatirresearch requires a conceptual
framework that explains the possible connectionwéen its key variables (Kent, 2007)
and exhibits the direction of causality between kieg constructs of the research.
Therefore, the conceptual framework is previewed identify and account for

occurrences of actions, behaviours and relatiossimphe collected data through the

descriptors in its cells.

As the current research aims to (1) identify théuence of foreign marketing
programmes on the buying behaviour of Libyan coremsn(2) determine how Libyan
consumers are influenced by marketing programmesordinng to individual
characteristics to build a model for their buyinghbviour, it seeks to answer the
following questions:
Q.1 To what degree do the foreign companies adapt/atdisd their marketing
programmes in Libya?
Q.2 How are Libyan consumers influenced by these foreignarketing
programmes?
Q.3 To what extent do cultural and/or individual fastoimpact on Libyan
consumer perspectives toward foreign marketing narognes?
Q.4 What are the key cultural and/or individual facttnst should be taken as
significant variables in understanding the impdanarketing programmes for

Libyan consumers?

As shown in Figure 5.8, these research questicns@ddressed in the framework. It is
noticed that most questions (Q2, Q3 and Q4) takéaee on two positions or more,
whereas only the first question (Q1) occupies dies is because Q1 investigates the
actual adopted perspective (standardisation/adapjabf the foreign companies’
implementations of their marketing programme. Thufalls between the cells dthe

Degree of Standardisaticand Marketing Programme

As discussed previously, consumers are exposdtetmarketing stimuli, and they aim

to affect their behaviour positively toward tharketing ProgrammeHere, the cell of
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Consumerrepresents the interactive influences inside tbasemer’'s mind. They
produce needs and desires that pass through thesstdBuying ProcessTherefore,
Q2 which seeks how consumers are influenced byidiormarketing programmes is

addressed between these three cells.

However, the consumer is also exposed to otherredtenfluences which are included
in the National/Cultural ContextMarketing literature indicated that these faciesy a
significant role in affecting consumer behaviourdaresponse toward marketing
programmes. The framework illustrates that the neatf the interactive influences
between the four cells is circular, because theswamer's experiences and acquisitions,
which are produced from his/her buying behaviowyehreturning effects on both
Marketing Programmend National/Cultural ContextThese effects can be considered
as a feedback of market research of the formeaarah added individual experience of
the latter. Hence, Q3 aims to answer to what exderdultural and/or individual factors
impact on consumer perspectives toward marketingrammes is marked between the
cells of National/Cultural Context Consumer Buying Processand Marketing

Programme.

As Q4 relates to the factors that should be takensignificant variables in the
marketing programmes, it falls between the cellsTlbé Degree of Standardisation,
National/Cultural Contextand Influencing Factors Through a searching review of
Figure 4.8, it can be seen that the arrow comiom ftheNational/Cultural Contextell

includes all the interactive influences betwe@onsumer Buying Processand

Marketing Programme. Accordingly, this framework can provide appropeiat
explanations of the research themes, and illustratav they are associated in the

research questions.

Consequently, this framework defines the conceptsoasumer behaviour, marketing
programme and potential factors on marketing sisat@nceptually and illustrates the

interactive relationships between them within theearch questions context. Clearly,
this is in order to develop the measurements fesehconcepts which define them

operationally(Blunch, 2008).

Measurement can be defined as the process of agsigymbols or labels to properties

of persons, objects, events, or states in accoedawith specific rules to represent
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guantities or qualities of attributes (Greetnal., 1988; McDaniel and Gates, 1998). In
this context, the labels should have the same aaterelationship to each other as the
research constructs have. Measurement issuesharefdre, deeply intertwined with
operational definitions of concepts (Greenal., 1988; Soares, 2004). This is, also,
because these definitions can be considered aglao define simply the research’s

involved concepts, in terms of the instrument acpss used to measure them.
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Figure.5.4: Overall Model of Consumer Behaviour
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Generally in marketing research, the key construéta research reflect its variables
(independent and dependent). Some variables camméasured directly, such as
demographic characteristics (i.e., using a numbeears to determine the age), but other
variables cannot, such as attitudes which requiteatéery of questions with particular
scales (e.g., Likert Scale). Hence, operationalisthe research constructs enables
researchers to identify the properties and chanatitss (vhat the concept denotes&jd
the range of cases to which the concept will bdiegggwhat the concept connotgsih
order to produce appropriate and valid measurem@aesring, 1999). In Chapter.6
(section.6.3), the key constructs and variablethisfresearch will be discussed as well as

the used measurements. Also, the measurementaenasidressed in Appendix.4 and 5.

5.6. Measurement Model Specification
(Formative/Reflective)
Before going further in formulating the methodologynd discussing the research

measurements and analysing the collected dataiofdkearch, it is necessary to address
the debate regarding measurement model specificatiothe marketing research. The
discussion, here, is centred on the direction akahbty between the latent variable and its
indicators and, accordingly, specifying the typenoéasure. This specification is quite
important, as the misspecification could affect tenclusions about the theoretical
relationships among the constructs that are draam fthe research (Jarve al., 2003).
However, the extent to which this misspecificatiompacts the estimates of the
measurement model was not, yet, demonstrated itketag research. Although some
researchers have discussed the nature of indicatthre quality of measures
(Diamantopoulos and Winklhofer, 2001) and the agapions of Structural Equation
Modelling (SEM) (Fornell and Bookstein, 1982) in nketing, they did not develop a
comprehensive set of criteria that can be usegdoify the type of measure. In this context,
may the first attempt to systematically evaluate appropriateness of measurement model
specifications in marketing was that conducteddyid, Mackenzie and Podsakoff (2003).

There are two types of the indicators; formativd eeflective (Blunch, 2008; Jarvet al.,
2003). The formative indicators are that form ofirde the latent variable, whereas the
reflective ones are that the correlation shouldteimong them for the same latent variable.

Namely, the direction of causality is from constrtccmeasure in the reflective type, and it
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is reverse in the formative one (Blunch, 2008)hia formative indicator model, one of the
typical examples is the indicators of person’s comgtion of alcoholic (latent variable)

beverage where indicators such as consumptionef bene and whiskey form the latent
variable (consumption of alcoholic). In contrast,agpropriate application of the reflective
indicator model could be the include constructsatiitudes, as attitudes are generally
viewed as a predisposition to respond in a congigtéavourable or unfavourable manner

toward an object.

As mentioned, Jarvis, Mackenzie and Podsakoff (2Q@I8) have developed a set of
conceptual criteria that can be used to determimetiver a construct should be modelled as
having formative or reflective indicators. Briefthey demonstrated that a construct should
be modelled as having formative indicators if tleofving conditions prevail; (1) the
indicators are viewed as defining characteristicthe construct (2) the indicators do not
necessarily share a common theme (3) eliminatingndicator may alter the conceptual
domain of the construct (4) a change in the vafugne of the indicators is not necessarily
expected to be associated with a change in aebther indicators, and (5) the indicators
are not expected to have the same antecedentsoasdquences. Reversely, a construct

should be modelled as having reflective indicaibtise opposite is true.

Here, it is worthy to mention that the level of ding plays a critical role in the model
specification, as whether a construct is viewedradimensional or multidimensional may
depend on the level of abstraction that defines dtwestruct (Jarviget al., 2003). For
example, in marketing mix, the product is definedbaing composed of several different
facets; the product’s levels, such as the benkeéit the customer is really buying (core
benefit), the core physical components (basic mtdand the product’s attributes that
buyers normally expect when they purchase thisybfexpected products) (e.g., Kotler,
2003; Peter and Olsen, 2008). Although these fazaatsbe considered as being separate
constructs, at the abstract level of marketing rifigy are all integral parts of a product in

the marketing literature.

However, the measurement model specification mighinore complicated in some cases,
as the process of measuring a construct may exterm consisted of more than one

dimension using the two types of indicators (forinetnd reflective). These combinations

112



of multi dimensions and types, produce four posstécond-order factor models derived
from the fact that ‘a First-order construct canéaither formative or reflective indicators,
and those First-order constructs can, themseleesijtber formative or reflective indicators
of an underlying Second-order construct’ (Jareis al., 2003: 204). Applying these
possibilities on the current research’s key coms$tru(consumer’s response toward
marketing and behavioural aspects) reveals thaapipeopriate model is Reflective First-
order, Formative Second-order (Type Il in Jaatigl.,2003: 205), as the constructs in this
research are multidimensional composite constrettsion-contingent influences (see
Figure.5.9). The connections between the lateriabbas and their manifest indicators in
this research’s measurement model are discussedetaml within the SEM analysis
(sction.7.7.1, Chapter.7).

As mentioned above, using the AMA'’s definition @insumer behaviour (Luna and Gupta,
2001; AMA, 2007), the consumer’s response towardketang stimuli are measured via
consumer sentiment, which is generally acceptedsurean the consumer research. Also,
this measure has been examined through factor @isadyd validation tests for over two
decades (Gaski and Etzel 1986, 2005; Gaski 2008j)e,Has shown in Figure.5.9, the
construct of consumer’s response toward marketimgramme (4P’s) consists of four
different types of non-contingent influence; Praguerice, Promotion and Distribution

which is measured by reflective indicators (thengan questionnaire, Appendix.1).

These four First-order dimensions are modelled easgbrelated to a Second-order non-
contingent consumer’s response toward four Ps’toaecis(Gaski 2008: 201). Similarly, the
construct of consumer behavioural aspects, in tmegt of the international marketing
research, consists of six different patterns (FéireaSecond-order). They are ethno-
national identity, openness to foreign culture,nalg of product quality, shopping
behaviour, advertising effect and perceived risla@r and Parker, 1994; Dawer al.,
1996a, 1996b, 1997; Lundstroet al., 1998; Okechuku and Onyemah, 1999; Weishefch
al., 2000; Soares, 2004), which are measured byctafeindicators (Reflective First-

order).
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Figure.5.5: Measurement Model (Reflective Slorder, Formative 2" order)
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The criteria of Jarvis, Mackenzie and Podsakoff0@20203) were applied on all the
multidimensional indicator constructs of this regsba Table 5.1 shows the decision of
determine whether a construct is formative or otile (last column), which was made
on the basis of the nature of relationships betwibercurrent research’s measures and

their constructs.

Table 5.1: Measurement Specification of the ResedrdFormative/Reflective)

Key Constructs

Construct’s

Components

Indicator/Scale

Measurement Type (Decision)

| (1** Order)
(2™ Order)
5 items on Reflective 1st order, Formative
Response to Product )
Likert 5-point 2nd order
] 5 items on Reflective 1st order, Formative
I Response to Price ] )
& Likert 5-point 2nd order
*E Response to 5 items on Reflective 1st order, Formative
>
.g Promotion Likert 5-point 2nd order
@
S Response to 5 items on Reflective 1st order, Formative
sl . . .
i Distribution Likert 5-point 2nd order
c
> _ ) Formative 1st order, Formative
m Purchase Intention 1 item on MCQ
2nd order
Influencing Factor on 3 items on Formative 1st order, Formative
Purchase Likert 5-point 2nd order
) ) 4 item on Reflective 1st order, Formative
Signals of quality ] )
Likert 5-point 2nd order
) ) 6 item on Reflective 1st order, Formative
Perceived Risk ] )
Likert 5-point 2nd order
%) Ethno-national 3 items on Reflective 1st order, Formative
(8}
% Identity Likert 5-point 2nd order
% Openness to Foreign 4 items on Reflective 1st order, Formative
E Culture Likert 5-point 2nd order
>
o 4 items on Reflective 1st order, Formative
@ Ad effect ] )
m Likert 5-point 2nd order
Aspects of Shopping 4 items on Reflective 1st order, Formative
Behaviour Likert 5-point 2nd order
Reliance on producer Formative 1st order, Formative
) ) 1 item on MCQ
information 2nd order
Demographic ) Formative 1st order, Formative
o o 9 item on MCQ
Individual Characteristic 2nd order
Characteristics International ) Formative 1st order, Formative
3 item on MCQ

Exposure

2nd order
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This research adopts the deductive approach, gsiagtitative methods (see Table 6.4,
Chapter.6) to investigate the effect of theoretfaators on hypothesised relationships.
Namely, it aims to test the research framework eamog the consumer buying
behaviour and marketing influences. Thus, the dtzive method is appropriate to
examine the relationships in such a framework (@h@009). The justifications of the
adopted methods and designs in the current resasgciddressed in Chapter 6. Further,
the investigation of the relationships shown inufg5.9 using SEM is illustrated in
Chapter 7.

5.7. Conclusion
The standardisation and adaptation issues in glolmlketing are still under the

spotlight of marketing research and practice alieiffith et al., 2002), and have
received research attention at both the conceftual Viswanathan and Dickson, 2007)
and empirical levels (e.g., Theodosiou and Katsk@801). In this context, there are
some elements in the marketing programme havevextenuch less attention such as
brand standardisation (Sandler and Shani, 199trilition of global markets
(Rosenbloomet al., 1997) and pricing strategy (Theodosiou and Kagske2001),
whereas much attention has been focused on theigradd promotion elements (Jain,
1989; Shaw and Richter, 1999).

However, producing an integrated framework of tHebgl marketing programme
would take enormous efforts from researchers amagives simultaneously, because
the decision of programme standardisation hasdlodie many variables (Schuh, 2000;
Sustar, 2005), along with the external influencleat thave interrelations with the
consumers’ culture (Miracleat al., 1992). These factors play a significant and
interactive role in shaping the marketing programaeeoss countries, whatever the

perspective that a company adopts.

As discussed in Chapter.4, marketing literature pessented taxonomy of these
potential factors. It falls into four categories gt are; macro-environmental, micro-
environmental, firm-specific, and product/industactors (Kotler, 1986; Jain, 1989;
Samiee and Roth, 1992; Zou and Cavusgil, 1996; \Ragdiou and Stathakopoulos,
1997; Rosenbloonet al., 1997; Solberg, 2000; Theodosiou and Katsikeas,1;200
Siraliova and Angelis, 2006). As the companies iimgtiement the strategic concept of

marketing are market driven and driven by everghimat matters to their customers
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(Keegan, 2004), the customer is an essential ceradidn in the decisions of the
marketing programme (Viswanathan and Dickson, 20@énsequently, the degree of
marketing programme and consumer behaviour canadtidied apart, and must be

analysed together with other strategic marketirgsiens (Schuh, 2000).

Therefore, this chapter provides a framework toettgy a comprehensive view of
consumer behaviour and marketing programmes inrnat®nal markets, using
integrated relevant theoretical and empirical regeatudies reported in the relevant
literature. It illustrates how the involved resdamoncepts are operationally measured,
with specifying the measurements’ types. Accorlyinghis chapter embodies a
converting stage in the current research betweelitédrature review (Chapters 2, 3 and
4) and the data analysis and results (Chapter 17)thé following chapter, the
methodological aspects of this research will bes@néed via discussing the
methodological questions involved in consumer bgyaehaviour research in general,

and the issues pertaining to the study in particula



6. CHAPTER 6: RESEARCH METHODOLOGY

There is no such thing as qualitative data.
Everything is either 1 or O (Fred Kerlinger,
citedin Miles and Huberman, 1994:4

6.1. Introduction
The preceding chapters reviewed the literature @mketing programme, consumer

buying behaviour and the standardisation debaggoinal marketing. They discuss how
marketers design their marketing tools, and implanteem in an attempt to affect
consumer buying decisions, and how marketers atiyr marketing practices on
global scale. Moreover, chapter five addressesvanath conceptual framework of the
research which identifies the research conceptss(ouer buying behaviour and the
standardisation degree of marketing programme) aemoelly and operationally
through measurement development process. Alsand@surement model specification
was discussed. Therefore, the purpose of this ehaptto consider the theoretical
foundation and the methodology issues to builddlbeks of empirical studies designed

to investigate associated relationships betweenethearch constructs.

The current chapter presents the methodologicalsiderations, methods and
techniques that were used to guide the data cwlieqirocess for this research.
Furthermore, the measurements and scales develogpraess is illustrated. As this
research focuses on specific factors and deternthnads statistical effect on certain
buying behaviour characteristics, the investigatidrbuying behaviour is conducted
from the marketing management perspective. This @gder to contribute to the debate
between standardisation and adaptation. To obh&nthe research was designed based
on the study of (1) a large sample of Libyan constsvia questionnaire and (2) some

interviews with the managers of foreign marketinggpammes in Libya.

Although the current research does not aim to pevan understandingand
explanationfor consumer buying behaviour, it deals with nunosrfactors of consumer
behaviour and marketing management. However, coasuesearch is a vital field of
inquiry, as it combines data from people with theadry of consumer behaviour to
generate useful information for marketefgnould and Thompson, 2005). Marketers

face big challenges in getting enough knowledgaiabonsumers, because they intend
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to learn more about how human brains and minds &bxkarying stages of life (Wolfe,
1998). Clearly, researching on consumer behavieurot an easy task. Further, with
taking into account the cultural and social issaesoss countries, this task becomes

more complicated (Luna and Gupta, 2001).

One of the key questions in marketing researcho® bonsumers view and value the
performance of the marketing programmes that séwem (Gaski, 2008). On the global
level, some researchers have studied this viewooswmners from many countries, in an
attempt to investigate their behaviour in differemtional cultural contexts toward
certain marketing practices (Dawair al., 1997). In applying this, the current research
rotates this idea to be studying consumers fronséimee cultural context with different
individual characteristics, who are exposed to ifpremarketing programmes from

different country-origins.

According to Craig and Douglas (2005), the currezgearch can be classified as a
descriptive type which is conducted in a single ntou and aims to broaden the
understanding of its consumer and market. This ofpesearch is generally used when
the researcher has not a sufficient knowledge athmutarget country. Therefore, it is
an appropriate one for the current research, a® tisea lack of information about
Libyan consumers and market (US & FCS, 2006).

According to the documents of the National Assaearaof Scientific Research in Libya
until 2006, neither the buying behaviour of Libyamsumers, nor the actual marketing
practices of foreign companies have ever beenesfuoiefore (NASR, 2010). Thus, the
present research could be considered as a fieshpttto provide basic knowledge about
consumer buying behaviour in Libya, toward the iigmemarketing practices. Although
some literature in marketing research has indictted the exploratory research just
aims to discover the ideas, it is appropriate for problem about which little is known
(Churchill and lacobucci, 2005), Accordingly, thmssearch is exploratory in nature,
based on empirical work in the form of a surveydumted on Libyan consumers, and
the interviews with marketing managers that werdewtaken into the study of thier

foreign marketing practices in terms of the stadidation issues.

This chapter is organised as follows: first, theegrch design formulation of this

research is previewed. It includes the adoptedarebke philosophy, strategy and
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approach. Also, the justifications of the usagegoéntitative methods are provided.
Second, the tests of the validity and reliabilifylee used measures are provided via the
experts’ judgment and the pilot study. Then, thm@ag, fieldwork reflections and the
ethical considerations of the research instrumemes discussed. Finally, the data
preparation and analysis are presented in theéasion in order to pave the way for the

data analysis and the discussion of research sasuthe next chapter.

6.2. Research Design Formulation
A research design involves the selection of mettaas procedures for accomplishing

the study and acquiring the information needed ¢Ges al., 1988). It depends on how

much is known about the research problem (Churahill lacobucci, 2005). Regarding
to the major purpose of the current project, aaededesign may be defined as the
specification of the way in which data will be @udted, constructed, analysed and
interpreted, to enable the researcher to draw weadadescriptive and explanatory
inference. Accordingly, this section, at first, tjies the appropriateness of the adopted
philosophical approach in this research. Then, rdviews the components of the

research design, which are exhibited in Table 6.4.

6.2.1. The Philosophical Approach of the Research

All research is centred on assumptions about h@awtbrld is perceived and how we
can best come to understand it (Hughes, 1980; Reslgy 1983). This is what is called
the research philosophy (also known research pgmgdDeshpande, 1983). In the
business and social sciences research, there are different philosophical schools.
However, the two key philosophies are positivisrd amerpretivism (Easterby-Smitt

al., 2002). Positivism relies on the observation talvan objective perception of the
external real world. Here, the world should be msnalependent object of the mind of

the observer. In other words, the key idea of thstwism is that ...

“...the social world exists externally, and that psoperties should be measured
through objective methods, rather than being irddrisubjectively through sensation,
reflection or intuitiori (Ibidem: 28).

In this context, the positivism philosophy can lefined as a set of epistemological
perspectives of science which hold that the sdientiethod is the best approach to
resolve research problem (Hackley, 1999). It is timorto mention here, the

epistemology embodies the relationship betweenréadity and the researcher, whereas

methodology is the technique used by the reseatohdiscover that reality (Carsat

12(C



al, 2001). Accordingly, the theories put forward abdwtw to interpret research

findings are in fact epistemological theor{&erring and Thomas, 2005).

In the interpretivism philosophy, the emphasislé&ced on the way in which the social
world was created in reality, and through meaniridswever, the latter approach
involves subjectively understanding the meaningntbes and different aspects of

phenomena (Hughes, 1980; Hanson and Grimmer, 2007).

There is an argument about the dominion of usingitigtsm in consumer research.
However, there is a notable tendency toward adgptin® positivist precepts in an
attempt to quantify identified behaviours in thield (Peter and Olson, 1983,
Hirschman, 1993; Stiles, 2003). Moreover, the dtere of consumer research has
indicated that the search for causal relationsamisal explanations is often conducted
via positivism adoption (Hunt, 1991). Here, theaialiquestion may therefore be, is the
positivism an appropriate philosophy for consumesearch, and particularly for the
current research. To this end, it might be necgsgampreview the key differences

between the two philosophies.

6.2.1.1.Positivism versus Interpretivism
The differences between positivist and interpretiesearch approaches can be

characterised in a number of ways. Nonethelesg;ltheacterisation shown in Table 6.1
is the one of those widely accepted (Deshpande3;1d8rker, 2003; Weber, 2004).
The table exhibits the domains that enable theareker to distinguish between the two

philosophies. Also, it illustrates the current @sé’s features that match each domain.

It is notable from Table 6.1, the positivists supgdly believe that the research’s
objects have qualities that exist independent efrésearcher, whereas, interpretivists
believe that the qualities that they ascribe to digects of research are socially
constructed (Weber, 2004). Regarding to the rebeagproach, the positivism

philosophy relies on the fundamental theory, thedudting what kind of observations

will demonstrate the truth. In interpretivism, tmesearcher moves from specific
observations to broader generalisations and theohe other words, the researcher
focuses on meanings, tries to understand what ppdrmang and then develops ideas
through induction from data (Hackley, 2003; Hark2003). Here, the literature has
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indicated that the research that adopts positivigpically, uses the deductive approach
(Deshpande, 1983; Easterby-Snettal, 2002).

Table 6.2: Implications of Positivism and Interpretvism

The domain of o o
) Positivism Interpretivism Current research
difference
Research object has inhergnResearch object is
) qualities that exist interpreted in light of Consumer Buying
Research Object| ) ]
independently of the meaning structure of Behaviour
researcher researcher’s experience.
Investigating the
Theory ] ) )
Deductive Inductive theory of marketing
Transference ) ) ) )
(Theory confirmation) (Theory discovery) influence on
Approach ]
consumer behaviour
Quantitative Qualitative )
Preferred o ] Measuring a
(e.g. statistics, content (e.g. Hermeneutics, o
Method ] statistical effect
analysis) phenomenology)
Validity of adopted
Validit Certainty: data truly Defensible knowledge measurements in
aliaity . . . .
measures reality claims guestionnaire and
interview
Interpretive awareness: )
o ] The level of internal
o Replicability: research researchers recognise and ] ]
Reliability o consistency in the
results can be reproduced | address implications of
) o research measures
their subjectivity.
Producing
Generalisability | Statistical probability Theoretiedstraction generalisable findings
to Libyan population

Adapted from (Deshpande, 1983:199; Easterby-Setithl, 2002;30; Harker, 2003:81;
Weber, 2004:iv)

As researchers who adopt the positivism focus aitsfan aiming to formulate
hypotheses and then test them, they need to ussearch method that can serve this
aim. The positivists view the world as synonymouthwhe quantitative paradigm that
can be measured, whilst the interpretivists viewa# the qualitative paradigm
(Deshpande, 1983; Hunt, 1991). Consequently, ttantijative method is appropriate
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for the positivists as they seek large amountsngpigcal data that they can analyse

statistically to detect underlying regularities.

Because of the positivists rely on the empiricahgthey seek to examine its validity
and reliability in a different way that the integgivists conduct. Positivists, supposedly,
strive to collect data that are true measures alitye(Easterby-Smitret al, 2002).
Research methodologists within the positivist tiadi have articulated different types
of validity that need to be considered like, intrivalidity and external validity.
Furthermore, positivists seek to ensure that tmeiasures would yield the same results
on other occasions. If so, they consider that ttesults are reliable (Deshpande, 1983;
Weber, 2004). On the other hand, interpretivistswithe validity from different
perspectives. They are concerned that their claimosit the knowledge — that they have
acquired via their research — are defensible. Alsy believe that research is reliable if

researchers can demonstrate interpretive awaréhesser, 2004).

In some types of research — depends on its purpdle reliable observations need to
be examined statistically. The researcher seekdetermine how reliable a given
measurement, is at predicting general behavioobtain the generalisability for results.
It should be realised that the meaning of genetailisy varies considerably with the
philosophical viewpoint adopted. Interpretivists nswler that the findings are
generalisable when the ideas and theories, whinbrgéed in one setting, will apply to
another (Harker, 2003). Whereas, positivists exantm what extent does the study
confirm or contradict existing findings in the safredd, and will also be present in the
whole population (Easterby-Smitt al, 2002). Once their results achieved this, they
consider them generalisable findings. In the fiiathis preview, the best explanation
can be that, the positivism philosophy focuseshendbject and investigates it through
actual observations that can be generalised. Omttier hand, in interpretivism, the
object is interpreted in the light of studying telh and surrounding meanings to the

object.

Over all, the last column in Table 6.1 reveals tha current research’s features (object,
approach and method ... etc) highly correspond timeadits of positivism as follows:
e The current research’s aims which seek to idertiy influence of foreign
marketing programmes on the buying behaviour ofy&rb consumers and

determine how Libyan consumers are influenced byketiag programmes
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according to individual characteristics, which emiypahe measureable and
independent objects of the researcher.

* The research seeks to confirm the theory of margeéffect on consumer
behaviour, and standardisation perspective in ntiakethrough deductive
approach.

* It employs the fieldwork data — which are collecteid valid and reliable

measurements — in statistical tests in aiming ¢alpce generalisable findings.

Accordingly, the positivism philosophy is adoptedthe current research, as it is the
appropriate philosophy for the research purposes @mtribution. However, it is
difficult to state that the current research isghy(100%) positivism (Weber, 2004), as
even the positivism research includes some int&five works and vice versa.
Similarly, although this current research adopésgbsitivism philosophy, it crosses the
borders between the two philosophies by conducome interpretative works on the

interviews’ responses (see section.6.5).

6.2.1.2.The Research Perspective

When the researcher selects a philosophy to adboist,does not mean that he/she
formulates the philosophical approach of the rededn consumer research, Marsden
and Littler (1999) have argued that the researbhsrto determine dialectical concept,
which offers a more useful framework for guidingtheither the static or abstract
concepts associated with the traditional positiaisd interpretivist philosophy. The idea
of the dialectical concepts is that how the redearwiews the causes of consumer
behaviour.

According to Marsden and Littler (1999), the resbar could consider that; the
material environment shapes consumer behaviour gffiddism), the consumer
behaviour is in a process of continuous motion #athsformation (Change), the
consumption is interconnected with other forms wflan behaviour (Totality), or the
changes in consumer behaviour as arising from it¢ernal contradictions
(Contradiction). The consumer behaviour can be etgwifrom any of these
considerations. However, as the current researcptadhe model of consumer buying
behaviour which includes internal and externaluefices, it deems all the views above

in the investigation of buying behaviour.
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Further, the researcher who studies consumer balrakias to determine the research
perspective. In the literature of consumer resetlrete are five general perspectives of
consumer behaviour, which are cognitive, behaviourait, interpretive and post-
modern (lbidem). The cognitive perspective is thpprapriate one for the current
research, because it focuses on how consumerslipgntess, store, retrieve and use
marketing information in the decision making pracé8ybout and Artz, 1994). Also,
the idea of this perspective is that consumerseamosed to the information such as
mass media, promotion and personal selling thatdcoiluence on their behaviour
(Marsden and Littler, 1999).

In the conclusion, of the last two sections abdhe, selection of a certain research
philosophy and perspective is not a rhetoric mattéhen the researcher adopts the
research philosophy, this means that he/she ddasvéirte of thinking and determines

how the research will produce its findings. Howeube discussion of the differences
between the research philosophies in the sociahsek literature tend to focus on the

meta-theoretical level more than the choice ofapdemethods.

Weber (2004), in this context, has indicated tiha&t tesearchers who are labelled as
positivists tend to use certain kinds of researethwds in their work, such as surveys
and field studies. Interpretivists, on the othendyaend to use other kinds of research
methods in their work, like case studies and phesraygraphic studies. Therefore, it
would be a more productive discussion if it wasatie to well-understanding why

different researchers choose different researchadst

6.2.2. Research Strategy: the Application of
Empirical Study in this Research
Before discussing the research strategy, it issseacy, here, to mention that the current

research investigates the marketing effect on guesubuying behaviour, using the
empirical data that was collected via consumer esunAlso, it focuses on specific
factors and determines their statistical effect epecific buying behaviour
characteristics. This is because it aims to comtebto the debate between
standardisation and adaptation. Therefore, thearelser adopts the deductive approach
(also called the “top-down” methods of reasonindogical partitioning) which means
reasoning from the particular (theoretical buyingh&viour characteristics) to the

general (the marketing effect on consumer behayi®ossiter, 1989; Hackley, 2003).
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The research design does not depend on the resapprbach only, because it also
depends on the type and strategy of research. Asianed above, the current research
is conducted in a single country (Libya), wherer¢his a lack of the information about
consumers and market (US & FCS, 2006). Thus, tlerggive type is the appropriate
one for this research. Furthermore, the adoptedtsire of the current research form is,
primarily, an external influence, which involvesetimpact of exposure to direct or
indirect influences from other cultures (foreignrketing programmes) on behaviour
patterns (Consumer buying behaviour) (Belk, 1988dcin Craig and Douglas,
2005:166).

According to Craig and Douglas (2005) the exteinfilence can be studied in two
types of study; direct and indirect. Direct infleen(shown in Figure.6.10a) can be
examined through individuals who travel or live fomperiod of time in other cultural
contexts. The study here can be designed to contipatgehaviour of these individuals,
with other individuals from the same group who hénaal a little or no exposure to
external influence on relevant variables. Similaity the current research, consumers
were asked about their exposure to other cultimesigh their mothers’ nationality and
travelling out of Arabic speaking countries. Thiasain order to compare their buying
behaviour with other consumers who have not hatl suposure to reveal its probable

effect on buying decisions.

The study of indirect influence (shown in Figuré@), on the other hand, focuses on
the passive exposure to mass media, informatiatimuli from other culture contexts.
Individuals can be influenced through satelliteetidion and advertising from other
countries. Likewise, the current research invesgg#he influence of foreign marketing
programmes from different countries on Libyan caneu behaviour in one culture
context. Thus, this current research examines ltbct and indirect source of

influence.
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Figure.6.6: External Culture Influence Studies
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The above adopted type and structure should beedavut via an appropriate strategy

that enables the researcher to make warranteceimdes. However, making inferences

in social sciences’ research is quite complica@sdhe researcher draws them based on

the observations of social life. In this contexhere are three basic types of

observational strategies, which are mainly catsgdribased on the size of population.

These strategies are (1) variable-oriented resegattodre the inferences are drawn from

a large number of population (2) case-based relseaitrere the inferences are drawn

from a single or very small number of cases (3)eeagented research, where the

inferences are drawn from a small number of caBesdyy and Collier, 2004; Gerring

and Thomas, 2005).

The variable-oriented strategy is used when theares aims to make statistical

inferences capable of being generalised to a maigelt population than that used for

the study. Similarly, the current research invedtg the consumer buying behaviour on
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a sample from Libyan consumers which can be gesedaln aiming to build a model
for their buying behaviour. Therefore, the variabteented strategy (also called
mathematical) is used in this research (Ragin, 1@83fring and Thomas, 2005) to

obtain the research aims and achieve its contabuti

6.2.3. Research Methods: Which Techniques were
used in this Research?
In the discussion of the research methods, somstithe term of method is used to

refer to the research methodology. However, thénotetlogy denotes to the theories of
how the use of methods enable researchers to deavanted inferences to conclusions,
whereas, method consists of the techniques thappepriately used for the creation,
collection, coding, construction and analysis oftadaConsequently, the research
methodology embodies all the considerations abaw lthe researcher comes to
understand the phenomena, and it governs the nettied can be used to well-
understand the research problem and questionsefbnes the chapter as a whole is
presented to illustrate, explain and justify the@dd methodology in this research,

while, this section particular is allocated to diss the used methods of this research.

When the researchers determine the research stritagis to be used, they have to
select which research methods will match the rebeabjectives and the determined
strategy. The three-fold typology of the researtatsgy discussed in the previous
section, relates to the broad distinction betweealitative and quantitative research
method. The key distinction, here, is between nashthat measure particular

phenomena, and those that describe and make gualjiadgments about them.

Generally speaking, the variable-oriented resedssfds to have an affinity with
guantitative methods, and the case-based and caswedl research tends to have an
affinity with qualitative ones (Ragin, 1997). Buhe researcher has to be watchful
toward the assumption that this affinity is comeléthis is because the case-based and
case-oriented researches often employ multi-methesigns, in order to develop a
holistic understanding of the case(s), and toehi the researcher may well collect and
analyse some quantitative data. However, the apptepess of the quantitative
methods with the variable-oriented strategy is bletaas this strategy enables the
researcher to make inferences with large powergeferalisation which can be

provided through the quantitative methods. In theent research, the generalisation is
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important issue. This is because of the researuhstigates the effect of foreign
marketing practices on a sample of Libyan consumiarsaiming to generalise the
produced findings to Libyan population, in orderdi@w a framework for their buying

behaviour toward these practices.

In marketing literature, there are many researeh lths studied marketing influence on
consumer behaviour (e.g. Gaski and Etzel, 1986;dbatwal., 1996; Lundstronet al.,
1998; Howard and Mason, 2001; Shoham and Brend8;28lalhotra, 2004; Jin and
Suh, 2005; Gaski, 2008). Generally, this researh been trended strongly to adopt
qguantitative methods, because researchers haveedvamformation based on
extrapolating from a sample to a general populafidague, 2002). Similarly, the
quantitative method is used in the current reseawehich studies a sample of
consumers in Libya, to produce representative figslithat can be generalised to
Libyan consumers. Moreover, the current researatearours to contribute to the
debate between standardisation and adaptation.eH@adindings must be comparable
with other studies. This can be provided by thentjtetive method (Ozsomera and
Simonin, 2004).

Although the qualitative methods might be useful daplainingconsumer behaviour,
the nature of the current research’s objectivesiredocusing on specific factors and
determine their statistical effect on specific Imgyi behaviour characteristics.
Furthermore, the research aims to propose and tesiearch framework concerning the
consumer buying behaviour and marketing influen¢sisown in chapter five).
Therefore, the quantitative method is appropriatexamine the relationships in such a
framework (Chung, 2009).

As discussed in Chapter.5, the research framewefikeb the concepts of consumer
behaviour, marketing programme and potential factan marketing strategy
conceptually and illustrates the interactive relationshipsweetn them within the
research questions context. Then, the measurehdee concepts which define them
operationally were discussed in the measurement development ggdsection.6.3).
Sequentially, after the discussion of researchgdefsirmulation in the previous section,
the next section illustrates how these measures weed in the research instruments;

questionnaire and interview schedule.



6.2.4. The Design of Research Instruments
As discussed previously, the empirical study ofsthesearch is mainly based on

consumer survey. A questionnaire (see Appendixhikyefore, was used for collecting
the bulk of data, as it is the most common instmimesed to collect primary market-
related data (Kotler, 2003). Also, interviews we@nducted with the managers of
foreign marketing campaigns in Libya to establidhether, or not, foreign marketing
campaigns, that are currently conducted, contampgsely adapted aspects. And, if
they did, to what extent these aspects are applibd. development process of the

questionnaire and interview schedule was carriedstollows.

6.2.4.1.The Questionnaire Design

The self-completion questionnaire was constructed \aritten in English and Plain
Arabic (the national language) simultaneously, ideo to produce two versions. The
Arabic version is the one that was delivered to nbgpondents. Because of this, the
issues of translation and back-translation becoppam@nt. Researchers rely on back-
translation via two independent translators todiate and back-translate the instrument
to the target respondents’ language (Geisinger4)19%owever, back-translation might
be not sufficient to capture the cultural and lisga differences in the case of
completely different languages (i.e., English armdlAc) and it should be followed by
an extensive pretesting in different countries é8kamp, and Hofstede, 2002).
However, back translation would be necessary wileeeresearch sample includes
people (respondents) who are either bilingual omfrmore than one nationality or

language (Soares, 2004), but this case is applidd particular research.

Generally, the efficient translation demands goondwedge of original language and
the one into which it is being translated. Also,réxuired a good knowledge of
technical aspects of the context, as literal megns not a condition of good
communication (Milovano¥, 1999). In this context, Geisinger (1994) presgnde
method to achieve such quality of translation whgbased on a review of translation
by experts. These experts must be fluent in botguages, knowledgeable about both
cultures, and expert in both the characteristicd #re content measured on the
instruments (Essoo, 2001). This method has beendfawseful in some academic
research in the Middle East (e.qg., Jafari, 2008)Armab world (e.g., Youssef, 2006).
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In this present research, the first version of rdmearch instruments was prepared in
English. Then, it was translated to Arabic by hé&ipm professional colleagues in
academics and business who are fluent in Engligsh Anabic. In order to achieve
validated translation, three bilingual speaker etspésee Appendix.3.A) who were
familiar with the cultures involved were asked &view the translation of research
instruments to Arabic in aiming to ensure that tised Arabic version have tlsame
meanings/information of original English one.. Bo#rsions (Arabic and English) were
compared and changes were made until a final versas agreed on as a result of this

process.

As the respondents, who were targeted by the queestire, are general public (Libyan
consumers in the streets and shops), the quessibosld be written in a widely
understandable language, style and structure (Malh@007). To achieve this, the
researcher discussed these issues in the Arabgiomewith Libyan experts (see
Appendix.3.A) who reviewed the research measuresnésge section.6.2.5.1). The
guestions were phrased as simply as possible tonmig ambiguities during the data
collection. Also, they were pre-tested through giitet study which is previewed in the
section 6.4.2 (Lundstroet al.,1998).

The questionnaire was consisted of different scales categories depending on the
research construct. The closed-questions approashadopted in some parts of the
questionnaire such as the demographic items. Théi-ibemn Likert scales are
commonly used and recommended question format feasoring latent consumer
behaviour constructs such as attitudes, beliefsrahaes (DeVellis, 2003; Soares, 2004,
Burns and Burns, 2008). Likewise, most questiord tere designed to measure the
consumers’ responses were in Likert 5-point “stipnagree to strongly disagree”
scales (reverse-coded where appropriate). LikgroiBt, particularly, was selected in
order to allow using the collected data in mostidiaal tests, as some needed tests in
this research just accept the responses that aa¢ least 5-point scale (e.g., SEM and
CFA) (Blunch, 2008). Also, Libyan experts mentiongdat Likert 7-point is
inappropriate, because Libyan respondents are faoréiar with Likert 3-point and 5-
point. Regarding to the sequencing of questioreséisearcher determined the order of
questions based on the scenario of buying prodésite(, 2003; Jobber, 2007) rather
than based on the research constructs’ order (siroppendix.4) or using the random

method.
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6.2.4.2.The Design of Interview Schedule

The structured interview was used in this researsith covered the issues relating to
the level of marketing programmes standardisatiohitbyan market. The key concern,
here, was in formulating questions, such as torerthiat the necessary information was
obtained and miscommunication was avoided. Simtlarthe questionnaire, the
guestions were simply phrased. This is becausehaduld be expected that the
respondents are not sufficiently familiar with somé& the academic marketing
terminology. However, the interviews were admimsteby the researcher himself in

order to ensure that the questions were correatigrstood by the respondents.

The structured design is appropriate for the in¢sve, because the interviewees were
asked about what they actually practice in marketinot for their opinions or
evaluations about it, which may require conductamyin-depth interview (Ozsomera
and Simonin, 2004). The interviews' questions figlto three parts (1) general
information regarding the company’s brand, marletd sales (Souiden, 2000) (2) the
actual marketing practices in Libyan market (3) prmeential factors on the degree of
standardisation. As the interviews with marketinganaigers were face-to-face,
structured and written, their schedule (see Appi2di was designed to last

approximately 45 minutes each.

Both respondents to questionnaire (consumers) rdrdviewees (marketing managers)
were informed that their participation is voluntaand they are free to withdraw at any
time without giving any reason, and without any licgtions for their legal rights

(Malhotra, 2007). These rights are addressed irfrtrg page of each instrument (see

Appendix.1 and 2).

6.3. Measurement and Scaling of the Research

Concepts
Generally speaking, there are two broad alternsitigedeveloping items to be used in

research instruments. The first approach aimsltevatems to emerge inductively via
gualitative processes such as introspective minpipimg (Wycoff, 1991) or individual
brainstorming (Camacho and Paulus, 1995) or, morenally, via interviews and/or
focus groups comprising independent agents witartiqular knowledge or interest in
the variable(s) under consideration (Birtwistle argdim, 2005; Hanson and Grimmer,

2007). The second approach is identifying selecind using ready-made items that
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have been used successfully in the past. In thigoapgh of developing measures,
Churchill (1979: 67) encourages researchers towdraithorough review of literature

in which the variable is used™oth to ensure that conceptual domain are specifi
through the synthesis what is already known anddemtify measures that have,

previously, worked effectively for other researcher

In some cases, where the phenomenon being cornsidsrdotally new, then a
qualitative approach is the only real alternatiwat, even where existing phenomena are
being examined (e.g. consumer behaviour) a quabteipproach can provide new
insights and help configure alternative measuras ey improve on those that have
already been used. However, the benefits of therskapproach are that items have
been found, by other researchers, to make an apgt@gontribution to both construct
reliability and construct/content validity. A fughadvantage is that results from new
studies can be compared, on a direct basis, teetfrosn past studies, and this is
especially useful for the study of consumer behavievhere cross-cultural or

longitudinal benchmarking might be a major, or ptitd, objective.

As the current research adopts the deductive appralae development of measures is
guided by the review of the relevant literatureléwelop the theoretical definition of the
constructs under examination (Hagt al., 2008). This section previews the
measurement development process. This procesgdstaith a literature review to
generate a large pool of items that represent waricategories of the effect of
marketing programmes on buying behaviour. The gaadritems, then, were evaluated
in terms of the extent to which a specific settefrs reflects a content domain, and this

resulted in a reduced set of items (DeVellis, 2003)

The adopted measures in this research are, maixisting measures (see the ‘source’
column in Appendix.4 and 5). Similarly, their iterasd scales were developed through
selecting and adopting the ones that have beeniosée literature (e.g., Gaski and
Etzel 1986, 2005; Dawaet al., 1996, 1997; Lundstronet al., 1998; Okechuku and

Onyemah, 1999). This adoption can be justified it the current research seeks for
comparable finding with the literature in order d¢ontribute to the debate on how
consumers responded to international marketingrefbee, this research studies the
behaviour of consumers from one national contexini@ particular country (Libya), but

explores the impact of marketing programmes tharete from different country-of-
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origin global operators. As mentioned earlier, tiadure of the research’s objectives
requires focusing on specific factors and determitineir statistical effect on specific
buying behaviour characteristics. In this contektjs necessary to state that this
research just focuses on measuring the consunmesgobnses toward the aspects of the
foreign marketing programmes and it does not gdeipth into consumer psychology
which might need qualitative research to develgrapriate measurements.

The used measures are fall into three types insterfrthe level of development; (1)
Existing measures which their items and scales Haaen developed by previous
studies (2) Composed measures which are existitigeititerature, but their items and
scales have been adapted according to the cumsaanch (3) New measures which

their items and scales have been developed adhdli$ research’s purposes.

As mentioned in section 1.4 (Chapter.1), this atrresearch uses (1) the questionnaire
and (2) structured interview to collect data frorbylan consumers and marketing
managers of the foreign marketing programmes iryd.ikespectively. Accordingly, in
the following sections, the adopted measuremeritsemuestionnaire and the interview
schedule are reviewed. Further the measurementlmpdeification and the measures
types are discussed. The process of questionnadrengerview design is discussed in
detail in the next chapter. Also, the measureg&mwh variable and their sources, which

are derived or adapted from, are illustrated in éppx.4 and 5.

6.3.1. The Measures of the Consumer Survey
The consumer survey will be conducted through domsaire to collect consumers’

answers about the factors which are investigatethencurrent research. Hence, the
sequence of adopted measures in the questiondare, is based on the research

variables as follows:

6.3.1.1.Individual Characteristics
In order to determine how Libyan consumers ares@rited by marketing programmes

in accordance with their individual characteriséesl to build a model for their buying
behaviour, the questionnaire included the sectfew ‘things about the consumer”. The
questions were about the individual demographiaatdiaristics that have a probable
influence on buying behaviour in the marketingrétere (e.g., Nader 1969; Dawetr

al., 1996, 1997; Armstrong and Kotler, 2008; Gaski, @00rhey are; age, gender,

marital status, level of education, occupationerinational exposure and disposable
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income. Most of these questions were formulatedvioiiti Choice Questions (MCQ)

with an open choice in some of them as shown imjtlestionnaire (see Appendix.1).

As previously discussed, the adopted structureettrrent research form is, primarily,
an external influence, which involves the impactexiposure to direct or indirect
influences from other cultures (foreign marketimpgrammes) on behaviour patterns
(Consumer buying behaviour) (Belk, 1988, cited irai§ and Douglas, 2005:166).
Therefore, the international exposure, was meagtredgh three questions about what
is the language(s) that consumer speaks (besidbiclravhat is his/her mother’s
nationality and how many countries that he/she Visged (beside Arab Wor)d
Regarding to thalisposable income, it was measured via two items;quantity of
home appliances products that consumer boughtifast year, and the estimated cost

of his/her purchased home appliances as a pereeotdds/her monthly income.

6.3.1.2.Consumer’s Response toward Marketing
Practices
The American Marketing Association’s definition asnsumer behaviour is adopted in

this research. The definition expresses that theswoer behaviour isttie dynamic
interaction of affect and cognition, behaviour atigé environment by which human
beings conduct the exchange aspects of their’lii@&serican Marketing Association
2007). Affect, here, refers to the attitude/intentformation process and its outcomes
(Luna and Gupta 2001). For the research’s purpdbesfocusing is on the consumer
attitudes/intention towards marketing stimuli whiake representing the elements of
marketing programme. They were measured via conssemgiment which is generally
accepted in the consumer research and has beennexthrough validation tests for
over two decades (Gaski and Etzel 1986, 2005; G23b8). The consumer sentiment
index has been deemed as a barometehoWw“marketing is doirigin the eyes of
consumers (Gaski and Etzel 1986; Gaski 2008). Tihissan appropriate measurement

for the purposes of this research.

The influence of marketing programmes on consumginiy behaviour was measured
via sentiment and attitudes towards the basic foarketing practices. Despite the
lively debate about considering the four Ps aspitewalent and indispensable element
of marketing (Rafig and Ahmed, 1995; Constantinid#306; Zineldin and Philipson,

2007), the current research adopted these compoasrthe framework of the foreign
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marketing programme (Kotler, 2003). The majoritynwdirketing practitioners consider
the four Ps as the toolkit of transaction marketangd archetype for operational
marketing planning (Grénroos, 1994). Furthermore,isi considered a familiar
framework in the consumer research and marketiragtiges (Subrahmanyan and
Gomez-Arias, 2008). The debate about considering f8s as the prevalent and
indispensable element of marketing (Constantinid$)6; Zineldin and Philipson,

2007) was discussed in chapter 2.

Consumer sentiment toward marketing programme weesared by the phrases shown
in Appendix.4; Libyan consumers were asked abootdywrt features, prices levels,
promotion messages and distribution channels. Tiestopns were based on Likert 5-
point scale of five down to one, being “stronglyres to “strongly disagree”

respectively, but some of them were negatively wdrdith reverse scoring.

In view of the fact that the current research sisdihe marketing practices of the
foreign companies that operate in Libyan markes itery necessary to investigate the
consumer attitudes toward the philosophy of suampamies (Gaski and Etzel 1986;
Gaski 2008). These attitudes were measured bygfiestions displayed in Appendix.4,

which also were based on Likert 5-point scale ¢fsity agree” to “strongly disagree”).

6.3.1.3.Purchase Intention
As discussed in chapter 3, the purchase intensoa prior stage of the purchase

decision in the buying process. Therefore, it ipanant to determine the intention
levels and examine the potential factors which rrduence on it. Moreover, the

responses from the question of purchase intentieasmrement were developed to
contribute significantly to the model of Libyan lg behaviour which the current

research endeavours to build.

The five exhibited phrases in Appendix.4 were usedeasure the level of purchase
intention. These levels were from “definitely willy” to “definitely will not buy” the

home appliances in the next six months (Tahgl, 2007). The items were based on
MCQ formula. Also, the two factors which intervebetween the purchase intention
and the purchase decision were used in measuragntbntion. The questions were
about the consumer’s attitudes toward others, amahticipated situational factors

which play a critical role in adjusting consumepsrchase intention (Sample and
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Warland, 1973; Kotler 2003). The questions weralusereveal the influence extent of
these factors. They were based on Likert 5-poiates¢‘'strongly agree” to “strongly

disagree”).

6.3.1.4.The Measures of Behavioural Aspects
As the number of consumer behaviour dimensionshim literature is large, the

dimensionalisation task is daunting (Clark, 1990)erefore, sorting them, through all
possible dimensions, to identify and justify thestnappropriate ones for the research’s
purposes would be an efficient way to proceed. Adiogly, the behavioural aspects
which embody specific patterns of consumer behaweere studied. They consist of
reliance on producer information, consumer’s peiees, response to advertising, risk

taking and shopping behaviour (Davedral.,1997).

In measuringthe reliance on manufacturer informatiothe measurement that was
suggested and developed by Dawar, Parker and @98¥) was used through MCQ
formula. The questions shown in Appendix.4 askepaadents whether they often rely
on messages in commercials, salesperson, medisorapeétsonal friends when
purchasing foreign home appliances. In additiomsomers were asked whether the
information received from manufacturer “may or nrayt be helpful for the decision

that they have to make” (Meyvis and Janiszewski220

The consumer preferencegre measured by a question with five choices.sGorers

were asked about their considerations in home apgdis purchasing, in terms of the
safety that the product provides, salesman’s adyigee, brand name, latest model of
product, country of origin (Dawaet al., 1997), which reflect their preferences.
Respondents were asked to select the three mosttanp choices when they buy home

appliances, from their point of view (Pos¢ al.,2002, Okechuku and Onyemah, 1999).

Some research showed that the purchase decisiconstimer might be influenced by
his/her belief that purchasing imported productargng, because it hurts the domestic
economy (e.g., Shimp and Sharma, 1987). This ist whaalled in the literature
“ethnocentrism”, which is considered as one of comsr preferences. Lundstrom, Lee
and White’'s (1998) measures were used to measuwreethno-national identity.
Furthermore, the country image plays a significaolie, as one of consumers’

preferences, in determining of consumer’s attitu@@@sechuku and Onyemah, 1999).
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The three questions exhibited in Appendix.4 weredu® measure the role of country
image based MCQ formula (Lundstrahal.,1998).

Furthermore, the openness to foreign culture waasored in aiming to reflect the
respondent’s acceptance of what is not indigenouthé home country. Also, these
measures were used to reveal the indirect intemmatiexposure. The four questions
shown in Appendix.4 were based on Likert 5-poiraleg“strongly agree” to “strongly

disagree”) (Sharmat al., 1994; Lundstromet al., 1998). Additionally, as the home
appliances have a high level of quality uncertaimtizich would be implying the use of
signals, a brand name was investigated as a sifpabduct quality (Dawar and Parker,
1994). The questions were based on Likert 5-patatesof five down to one, being

“strongly agree” to “strongly disagree” respectiydbut some of them were negatively

worded with reverse scoring.

The risk takingbehaviour was measured through the six questiosglaged in
Appendix.4. They were also scored on Likert 5-paicdle above. The consumers were
asked about the financial, performance, physicdl sotial risks respectively (Soares
2004).

The advertising effeavas assessed by the two items scale “unpleaseadfoit” and
“unexciting/exciting” (Holbrook and Batra, 1987; figgcet al., 2007). Moreover, the
advertising response was measured by four itemsedefrom AIDA model (Strong
1925, cited in Kotler 2003:568), which explains twsumer response for advertising
message. The questions were based on Likert 5-pmake (“strongly agree” to

“strongly disagree”).

In measuringshopping behaviourthe four items exhibited in Appendix.4 were used
identify two types of shopping behaviour; loyal mmers to their seller and non-loyal
customers (Weisbucadt al, 2000).

6.3.2. The Measures of the Interview Schedule
As mentioned earlier, this research consists of piases in order to know how local

suppliers presently interpret the need for adapiaith Libyan market (Phase 1) and to
investigate how Libyan consumers react to the fpreiompanies’ marketing decisions

(Phase Il). As the measures of the second phasaddressed in the previous section
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(the measurements of consumer survey), this sedismusses the measures of the latter

one.

The operational definitions of the standardisatomstructs are debatable, because it
the standardisation degree can be identified fnemtiews; customers and marketers.
Further, there is no consensus among scholars atdwatt constitutes a standardised
process (implementation) or programme (aspecth@fnarketing mix) (Samiee and
Roth, 1992). However, since the current researcdoicerned with the actual level of
marketing programme standardisation, rather thah ideal levels of these constructs,
respondents were given instructions reminding tlienconsider the current state of
their operations (Ozsomer and Simonin, 2004). Thesze the measures reflect the

managers’ perceptions of the actual practice.

6.3.2.1.The Standardisation Levels of Marketing
Programme
The range of the standardisation levels was ilistr through the questions about the

marketing activities that constitute the marketprggramme. The important point to
note is that, determining the level of marketinggzamme standardisation could also
reveal the level of marketing programme adaptatimtause the two perspectives can

be considered as the two sides of the same coin.

As mentioned in chapter 2, the marketing managemetess consists of five basic
steps which are; R, STP, MM, | and C (Kotler 19B&b et al., 2006). The STP step
reflects the strategic marketing, which should baducted on a top management of
company. As the current research investigatesatteal marketing practices of the
foreign companies via their agents in Libya, thesjions shown in Appendix.5 were
developed to measure the tactical marketing (MM) administrative marketing (IC).
Also, the marketing managers were asked about tieiket research (R) which should
be conducted prior to the steps above (Jobber, )200dwever, most items of the
measurement were derived from the relevant liteeatinat has studied the actual level
of marketing programme standardisation (Ozsoetex., 1991; Szymansket al, 1993;
Ozsomer and Simonin, 2004).

The measures of the actual level of marketing pnogne standardisation were used

through structured interviews with marketing mamagé-urther, their answers were
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studied with the consumers’ answers in order wsithte the potential effect of the
degree of marketing standardisation on consumeaietr. Hence, the qualitative data
that were produced from the interviews need to teverted to quantitative ones.
Generally, however, when direct measures are dlaijast on a qualitative formula, a
specific model would be required to convert thelitpiive expectations responses into
a quantitative series (Smith and McAleer, 1995; KeBenedict, 2009). This

converting process is discussed further in se@i@n

As identified earlier, this current research sdeksstablish, ‘to what degree do foreign
companies adapt/standardise marketing programmed.iliga?’. The interviewees’
answers were scored to reflect three levels ofdstatisation perspective which are;
Standardised, Slightly Adapted and Adapted. The smea that is exhibited in
Appendix.5 was based on the structured designddiitian, the questions were used in
a dichotomous yes/no formula, in order to transléte qualitative scenario into
guantitative parameters (Kemp-Benedict, 2009).

The relationship between the levels of marketimgpamme’s effect and the degree of
standardisation are studied. In the questionnamasumers were asked about which
brand they bought, or prefer to buy. The brandeg,lrepresent the companies who are
operating in Libyan market. This question was on@/formula with. The answers to
this question were correlated with the consumetirsemt questions. These questions
measured the effect of foreign marketing programnmesrder to investigate the
relationship between the degrees of standardisatanh its effectiveness on buying

behaviour of Libyan consumers.

Furthermore, the standardisation of marketing @ogne was measured with 12
guestions which were based on Ozsomer and Simof#8®4) measurement. Here, the
interviewees were asked “comparing the situatiorthiea Libyan market and in the
parent company’s home market, how similar or ddfdrare the following marketing
programme elements for your major product (lineJXe marketing elements are;
Product(product physical characteristics, brand namepautkaging) Promotion(sales
promotion, product positioning, advertising themagdia allocation and advertising
copy), Pricing policy and Distribution (customer service and the role of sales force).
The answers for these items were based on Likedi® type statements, from very

similar to very different.
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6.3.2.2.The Potential Factors in the Degree of
Standardisation
There are many models and frameworks that hav&ritited and determined the factors,

which influence on the degree of standardisatiantlie marketing programme across
countries (e.g. Kotler 1986; Jain 1989; Papavassdind Stathakopoulos 1997; Schuh
2000; Alashbaret al.,2002; Zou and Cavusgil 2002; Melewar and Vemmer2i04;
Ozsomer and Simonin 2004; Siraliova and Angelis620fiswanathan and Dickson
2007). The literature has explored a number ofuariting factors on the degree of
standardisation which is mostly centred on the dsiens of market, environment and

organisation, as well as the internal and exteawbrs that affect consumers.

As this research investigates the foreign markgtimgrammes in Libyan market, some
of the influencing factors — which have been deteeah through the past research —
were excluded. This is because they are regarddweatountry level, such as market
infrastructure and environment. Accordingly, sueltdrs would have an equal effect
on all companies operating in Libyan market anérdfore, they could not illustrate

significant differences between these companies.

The interview questions (displayed in Appendix.®ra&vabout product features, mode
of entry, headquarters-subsidiary relationship aodmpetition. The research
investigates the potential significant relationshgiween these factors and the degree
of standardisation in marketing programme. Theifigd of this investigation aim to
contribute to develop the research framework amdige some insights for the future
research. Specifically, for the research in manketprogrammes of international

companies which are operating in one country market

Product featureshave emerged as one of the potential factors itfilstence on the
degree of standardisation across countries, becshiea a product meets a universal
need, it requires a minor adaptation across glamakets. Then, the standardisation
marketing programme will be facilitated (Jain, 1R8Blowever, in identifying the
potential influence of this factor, Kotler (1986a% suggested a model for the
international decision process in the form of Algon to determine the level of
marketing programme design. Accordingly, the messwf the interview (shown in

Appendix.5) were about the potential influences tv@ derived from Kotler's model.
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The interviewees were asked three questions, testilite how their marketing

programmes are influenced by the product featurésrms of standardisation.

Mode-of-entnyincludes broad choices for strategies that cateloeded from a company

which targets a particular country (see Figure.430me literature has determined
mode of entry into five strategies which are; iedir exporting, direct exporting,

licensing, joint venture and direct investment (Kngt 2003; Schuh, 2000). As the
current research investigates the foreign markgtmogirammes in Libyan market, the
available entry modes for the foreign companieseunrdsearch are those allowed by
Libyan commercial law. Although the Libyan law refeto these optional modes by
slightly different terms to the literature, theyeamder the similar levels of entry in the
literature. Libyan market, companies have five majations; set up a branch office,
establish a joint venture/joint stock company vatlocal firm, establish a representative
office, enter Libya under the provisions of investihlaw and entering through local
agency (US & FCS, 2006) . The interviewees wer@asbout their mode of entry to
Libyan market from these options. This was in orttelinvestigate the relationship

between the mode of entry of foreign companiesthed adopted level of marketing

programme standardisation in Libya.

Headquarters-subsidiary relationshipould illustrate the conflicts that may arise
between the foreign company and its subsidiary ibyd The quality of this
relationship plays a significant role in marketimgpgramme across borders, because if
the conflict is effective, it is likely to discouga programme transfer (Jain, 1989). The
interviewees were asked “does the consensus betymelfas a subsidiary) and your

headquarters have key standardisation issues?”.

Competitionis another potential factor on the standardisafidre competition-related
factors that might impact decisions concerning #atagm/standardisation were
established. Here, competition refers to the actaadl potential offerings, and
substitutes, available elsewhere in the market thight represent a threat to sales
(Kotler, 2003). Also, the absence of a current poténtial competition may attract the
company to standardisation tendency (Jain, 1988).marketing managers were asked
about considerations in their marketing decisions distinguish the levels of
competition that might affect them. Four questishewn in Appendix.5 were used for

each element of marketing programme, to refleat kenels of competition.
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6.4. Reliability and Validity

The reliability and validity are critical and fundental issues in the scale evaluation
process (Malhotra, 2007). Although both reliabilagd validity can be considered as
the measures of the scales quality, they focus iffiereht questions. ‘Whereas
reliability concerns how much a variable influengeset of items, validity concerns
whether the variable is the underlying cause ah&&ovariation’ (DeVellis, 2003: 49).
However, as the reliability pertains to the extenwhich the scale produces consistent
results if a repeated measurement is made (Geeah, 1988), the perfect reliability
may or may not be perfect validity. This is becatis systematic error may still be
present (Malhotra, 2007).

In the literature of research methods, the clasdifin of validity is various. However,
there are three major methods of estimating thiglitsalof a data collection instrument
(e.g., DeVellis, 2003; Craig and Douglas, 2005;r8uand Burns, 2008). They are Self-

Evident Measures, Pragmatic Measures and Conateliclity.

The first method refers to the fact that the insent appears to measure what it is
supposed to measure. This includes (1) face waliditvalidity of appearances that
disguises the real intent of the assessment andcdBjent validity; it involves
comparing the content of the measurement technigube known literature on the
topic and validating the fact that the tool doggresent the literature accurately. The
second method to estimate validity, essentiallgtstéhe practical value of a particular
research instrument or tool and focus on the measemt performance. This method
includes (1) concurrent validity; the extent to ethithe measurement truly represents
the current status of performance and (2) predictialidity; the extent to which the
measurement will predict future performance. Thst lmajor method (Construct
Validity) provides the highest level of validatiaand it is the most complex. This
method deals with the validation of the construce.,( theory or proposition) that
underlies the research. Here, the researcher aganthe theory that underlies the

thesis or research question.

Besides, Burns and Burns (2008) referred to theoitapce of another type of validity,
which is population validity (also called exterwnallidity). This type relates to whether
a sample of participants responses are an accasaessment of the target population.

However, there is no need for a researcher to airallithese validity tests, rather,
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he/she select those which ascertain the qualitrgsgarch measures (Burns and Burns,
2008). The selection of the validity method in ae@rch is directly related to the level
of the study design. For example, exploratory dpsee designs where there is a little
knowledge about the phenomena, self-evident messurght be sufficient, whereas,
the predictive research demands the highest degreealidity testing. Also, the
selection depends on the availability of methodliappon. For example, predictive
validity is established by measuring the trait reovd waiting to see if the event occurs
as predicted. Then, the instrument can be usddasitfidence to discriminate between
people on the basis of expected outcome. Furthertest of construct validity needs to

compare a number of other instruments that test familar construct.

As discussed in the previous sections, the natdir¢his research is exploratory
descriptive using consumer survey (consumer’s mesg® toward foreign marketing).
Also, it does not seek to predict a certain buydr&haviour, as the investigation
includes a number of different marketing programraad products. Moreover, this
current research aims to develop a framework wiactlitates the understanding of
buying behaviour of Libyan consumers. Accordingtiie pragmatic measures of
validity are inappropriate, as they focus on priddicvalidity. Also, it is difficult to
apply the test of construct validity in this resgarThis test requires two stages data
collection on the same sample which is so diffetban the current research design.
The current research depends on collecting respdra® a large sample of consumers

(805 respondents) in order to produce generalisalidts.

Therefore, in the current research, the self-evided external validity were examined
via experts’ review and statistical tests. Furthenen the internal consistency method

was used on the pilot study to determine the riitiplof the scales.

6.4.1. The Experts’ Review

The experts’ review (also known as experts’ judgiewmas adopted to obtain the
content validity (Theodosioet al.,2001; DeVellis, 2003). This type of validity refks

the extent to which the content of a measuremdidcie and captures the intended
constructs that are to be investigated (Peterso@Q;2Burns and Burns, 2008). This
review provided significant insights to ensure ttie set of items reflects the content
domain and demonstrates an adequate coverage mégbarch themes. The researcher
contacted a number of experts in the area of coesupehaviour, international

marketing, marketing management, mass media andl sotence. They were asked to
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evaluate the measures in order to ascertain theg th matching between the scales and
objectives of the research, and to assess theasiiivset meaningfulness of the scale
(Peterson, 2000).

Eight experts from Libya, the UK and USA (their files are listed in Appendix.3A)
were asked to fill in the evaluation form (see Amik.3B) which reflects their review
for the measurement items. The measurement and gealuations from six of them
were received. This response rate (6/8) is stitesentative. As these six experts were
three Western (1 from UK and 2 from USA) and thré®/ans, they provided external
and domestic critical views of the research ins&ota in balance. These two views
were appropriate for such research which studies dffiect of foreign marketing

programmes on consumers from one single country.

The analysis of these evaluations provided theareker with confidence for most of
the measures. The analysis of the experts’ respowses conducted statistically to
determine which items were recommended by the &xp€he results showed that the
direction of causality between the variables an&suees, and the type of constructs
(Formative/Reflective) (Jarvist al., 2003) were recommended with high rates from
83.30 % up to 100 %. Furthermore, the experts’ watan of the items of the
questionnaire and interview’s schedule showed thaist of the items were
recommended, though some items needed to be remdvatged, amended or revised.

Accordingly, the items fell into four levels.

The first level is the recommended items. They wée% of the instruments’ items.
The second level is the revised items which weré/dl8As shown in Table 1 and 2
Appendix.3C, these items were discussed with tipersisory team and revised. The
third level is the changed items which represedtedo of the items. All these items
were replaced to more improved ones (see TablepBerdix.3C). The fourth level is
the removed Items. As addressed in Table 4 Appe3@jy¥ust 5 % of the questionnaire
items were removed, because they obtained low salnethe normative side of
representativeness for the research aims, and wexee other recommended items that
measure the same aspects. After revising the itemd, discussing them with the
supervisory team, the questionnaire and the irgervguestions were written in the

final forms, and ready for the fieldwork.
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Even though the research instruments obtained aaptable level of the content
validity in the experts’ review, it can be saidtthi@ questionnaire responses obtained a
population validity which is a type of the externallidity (Burns and Burns, 2008)
which ascertains to what extent is the sample yeapresentative of the target
population. In accordance with this, as shown iatise 6.4, the random stratified
sampling was used in this research. Also, the sampk a large size (1,157 consumers)
which reduced the sampling errors to 2.88 %. Cameseity, the high representativeness

of the current sample provided an acceptable lefvile population validity.

6.4.2. Pilot Study

Before the whole sample was surveyed, a pilot sumweas conducted. The main
purpose of the pilot study was to resolve in adeamany possible problem in terms of
guestionnaire distribution, respondent understapdind assess, and/or confirm, the
reliability of the questionnaire scales. Regardmthe sampling of the pilot study, there
is no generally accepted method or guidelines t®rdene the pilot sample size
precisely, because this matter is left to the dison of the researcher (Gillett, 1989).
However, the literature has recommended that ipilet sample was about 60, the bias
would probably be small enough to be ignored. Iddeenen the size exceeds 60, the
need to adjust for bias is no longer present (Adand Shiffler, 1987, 1989; Essoo,
2001). These concerns were considered to accompligfood level in the scale
development process. The current pilot sampling wasigned to consist of 90
individuals (Libyan consumers) who were selectedugh the same method of the
whole research sample (shown in section 6.3). @h&pte size was 90 in order to cover

the three Libyan regional capitals (3 x 30 = 90).

In determining reliability of the current researtine internal consistency — which is the
most common method — was used for establishinghiéity in such research (DeVellis,
2003). The internal consistency of scales is tyjyiassessed using Cronbach’s Alpha
coefficients. This technique is very useful in deping the scales of such research, as
it indicates if the items are measuring the samesttoct (Burns and Burns, 2008).
Internal reliability of questionnaire’s items wassassed using Cronbach’s Alpha. The
scale produced an alpha of 0.793 which indicategoad acceptable reliability
(Reynaldo and Santos, 1999; Burns and Burns, 2088p, the reliability of each
individual scale is shown in the last columns ie tAbles of Appendix.4. The other

items in the questionnaire were derived as forreatieasures, which do not require a
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reliability test (Jarviget al.,2003). This result reveals that the different dddptems in
the questionnaire have significant correlation. €&mpuently, the pilot survey revealed

no major problem areas.

6.5. Sampling

The sample size of this research, as shown in TéBlesize was determined based on
the table of Krejcie and Morgan (1970: 608). It wassigned to consist 1,152
individuals, who were randomly chosen from the oegi capital cities of Libya;
Benghazi, Tripoli and Sabha, on a stratified ba&s.the whole Libyan population,
clearly, is distributed normally, this random saimgl was selected to contain
differences in the individual characteristics amdnigyan consumers in these cities.
The sample’s individuals were defined as adulty@&rs and above) Libyan consumers,
who live in Libya and have, at least, reading anding skills. This is because of the

data collection tool is a self-completion questiaing.

Table 6.3: The Target Population and the Sample Siz

City Population Adults’ Population Sample
Benghazi 619,119 430,878 384
Tripoli 991,821 730,643 384
Sabhah 117,908 80,311 384
Total 1,728,848 1,241,832 *1,157

*The maximum of sampling errors (95%) = 0:98 1,157 = +/- 2.88%
Source: (Libyan Census, 2006: 89-92)

In calculating the sampling errors, the samplehaf tesearch showed significantly an
acceptable margin of errors (as 2.88% is less 8%h with a confidence interval of
95% and probability of 50%. Furthermore, as thees wo attempt in the sampling
process to select certain sample elements oversptitecan be considered that the
sampling bias errors did not occur. It is notaldeehto say that .."the concept of error
does not imply incorrectness but acknowledgemextttkiere is a variation between the
parameter and the static used to estimdtdBurns and Burns, 2008:184). Therefore,
the results of this research satisfy the consigeratf generalisation issues.

For the second part of the research with intervigwsrder to gathering evidence to
determine whether or not the marketing programme.ibya are standardised, the
researcher, first of all, determined the numbefoogign companies in Libyan market.

The documents of the Libyan Chamber of Industrywshdhat there are seven
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companies which are GE, LG, Philips, Sharp, Yorkat¢hi and Delonghi. Interviews
were, then, conducted with the managers who arponsible for the marketing

campaigns of these companies.

The researcher identified the person in each coynpédr is the most qualified to
provide the required information, meet the knowkslgjlity criterion for key
information and willing to participate (Theodosiand Katsikeas, 2001). However, the
owner manager was the person interviewed in an omma@aged agency, wherever the
marketing function was performed primarily by hi@n the other hand, where an
agency had an established marketing department a&peaialised function, the

marketing executive manager was considered as tisé suitable respondent.

6.6. Fieldwork

During the course of the fieldwork in Libya, thesearcher visited the three cities
mentioned in Table 6.2. As these cities are théoned capitals of Libya, they were

selected to distribute the questionnaire in thehis vas in order to reflect the buying
behaviour of Libyan consumers from these regiomg] # obtain a representative
sample of their individual characteristics. Thesimtews with marketing managers were
conducted in two cities which are Benghazi and dlijias the marketing departments

of the target foreign companies in this researcrewethese two cities only.

The questionnaire was delivered to consumers by, harainly in home appliances
shops. A 70 % response rate was achieved. Thesaiddyquestionnaires were 805 of
1,152. Libyan people were helpful and willing torggapate in the research. The
process of questionnaire distribution was basediwoa the respondents a choice to fill
the questionnaire immediately, return it later. Mothem demonstrated commitment

in returning the questionnaire with careful answers

Regarding to the response rate in interview, tiseascher conducted four interviews
with the managers of foreign marketing programmeisitoya, out of the seven planned
ones. These four foreign companies (LG, PhilipgrBland Hitachi) are still operating
in the Libyan home appliances market, whereaspther three companies (York, GE
and Delonghi) left the Libyan market during thetlaso years for financial and

administrative concerns. As with consumers, manketmanagers had a positive

reaction in answering the interview’s questionseyrthosted the researcher in their
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offices to conduct the interview. These positivgpeats contributed to finishing the

fieldwork in its planned time-schedule.

6.7. Data Preparation for Analysis
After data collection, the raw data was sortedssifeed and coded in particular tables,

in order to produce information that can be interpd and understood. This process
was carried out through questionnaire checking,ingpénd transcribing (Malhotra,
2007) In the data coding, some considerations were takém account, such as
reversed words in some questions. Also, the guesifoconsumer preferences (see
Appendix.1) was coded through the permutation &ssify the preference groups from
the consumers’ choices (Poseal.,2002; Okechuku and Onyemah, 1999). Further, the
question about the work in the questionnaire wategoaised according to the
respondents’ jobs. They were seventeen jobs wieithnto nine broad categories (i.e.,
Business/Professional and Education/Academic). I18ityj the questions that asked
about the consumer’s disposable income in terni®ofe appliances ‘how many home
appliances products that you bought in the lastdeand ‘please estimate the cost of
your home appliances as a percentage of your moimbbme’ were categorised into a
decreased numbers of segments. The two re-catatjonigrocesses were conducted to

satisfy the requirements of some statistical testg, Chi-Square).

In the preparation of the interviews’ data, as nueg@d above, some interviewees’
answers were required to be converted into quanttedata for the purposes of
empirical analysis (Smith and McAleer, 1995; KemgnrBdict, 2009). Qualitative data
— in some cases — can be represented in mathehetjmassions by a constant or a
variable. However, as this process involves hunoagment, there is not a prescribed
association between a scenario and a parameteg. Valdeed, it is difficult even for

experts to pick quantitative parameter values inoasistent way (Kemp-Benedict,
2009). The following paragraph explains how thsues was sorted out in this current

research.

As identified earlier, this current research see¢blish, ‘to what degree do foreign
companies adapt/standardise marketing programnrekifga?’. In order to develop
classification for foreign marketing programmes liifbya through determining its
degree of standardisation, the interviewees wekedasbout their actual marketing

practices (shown in Appendix.5) in marketing reskamproduct decisions, pricing,
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promotion, distribution and marketing control, onthaiee-point scale constituted as
‘Standardised’, ‘Slightly adapted’ or ‘Adapted’. Ala 6.3 demonstrates the used
technique through identifying the two questionst tivere asked in each marketing
practice to reflect different degrees of standatiti;. The researcher provided the
interviewees with some examples for the marketargns that the questions included.
For instance, the term of potential product wasy@{died by packing, installation and

warranties (Kotler, 2003). For more explanation wblbow the dichotomous yes/no
formula technique which was used, to translategtieditative scenario into quantitative

parameters (Kemp-Benedict, 2009), it is necessapydsent one scenario as follows.

One of the interviewees was asked if he adaptsptitential product’'s components
according to the desires of Libyan consumers, sischroduct packing and accessories.
He said‘yes, the instructions on the air conditioner’s [xaare in Arabic, and we adjust
the length of the tube between the internal andreat unit according to the average of
the walls’ thickness of Libyan buildingsOn the other handhe confirmed that they do
not adapt the basic product, such as air conditipower and system, according to
the desires of Libyan consumers as they just matkeith standard international
features Consequently, these answers were quantisedds, ‘we do minor adaptation”
(v)) and“No, we do not apply core adaptation(x) which enable the researcher to

categorise them in “Slightly Adapted” level.
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Table 6.4: The Scale of the Standardisation Levels Marketing Practices

The Standardisation Levels

The Marketing Activity Standardised Slightly Adapted
Adapted
We use the ready-made information about Libyan % v
Marketing Research consumers .
We carry out the surveys or research on Libyan % % v
consumers
We adapt the product packing (Potential product)
; : . X v v
L according to the desires of Libyan consumers
Product Decisions — .
We adapt the product decisions (basic product) v
; : ; X X
according to the desires of Libyan consumers
Brici We adapt the discount levels according to Libyanketa X v v
ricing We adapt prices according to Libyan market e X v
We adapt the sales promotion campaign according ta
) X v v
Promotion Libyan market
We adapt the advertising message according to hibya % % v
consumers
We adapt the flows and levels of distribution chelnn % v v
Distribution according to Libyan consumers
We adapt the system of distribution channel acogrtth % % v
Libyan consumers
We collect feedback from the selling points abaibyan
consumer to prepare suggestions for the marketing X v v
department in the mother country
Marketing Control | The marketing department in the mother country estju
the specific reports and information about Libyan % % v

consumers to consider them in the design of manfeti
programme

v" Mark means “Yes”

x Mark means “No”
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6.8. Conclusion
Although the current research investigates the woes buying behaviour toward

marketing programmes in one country, dealing withstimer research and studying the
surrounding influences is not an easy task (Wd#98; Luna and Gupta, 2001; Kotler,
2003). Therefore, the adoption of the appropriatearch design is a critical issue in

such research to obtain and validate its contiouCraig and Douglas, 2005).

As the methodology can be considered as the bbdggeen the theoretical base of the
research and the empirical study, the researclepilepared a background for it. This
was conducted through reviewing the relevant liteea (chapters 2, 3 and 4) and
operationalising the research concepts (Chaptev.H)ustrate the dynamic of buying

behaviour, which is the unit of analysis. It emlesda highly appropriate dependant
variable of this research which investigates thesamer's decision — of whether or not
to buy a product — in the context of the consunesearch targeted toward companies
selling goods (Bazerman, 2001). In this chapte, nfethodological considerations in

carrying out consumer behaviour research were s&srlj suggestions were made on

how to deal with them, and the adopted researcigr@ss presented (Table 6.4).

Table 6.5: The Adopted Research Design

Research Philosophy

Mainly Positivism

Research Perspective Cognitive
Research Approach Deductive
Research Type Descriptive

Research Structure

External influences study

Unit of Analysis

Consumer buying behaviour

Information Sources

Consumers and marketing managers

Research Strategy

Variable-oriented

Research Method

Quantitative

Research Instruments

1. Hand delivered, self-completion questionnaire

2. Face-to-face, structured interview

Research Sampling

Stratified random

Research Constructs

The first column in Table 6.2 and 6.3
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The previous sections highlighted that the exteimfalences research cannot be treated
as a mere attempt to understand buying behaviowoon$umers in a single country
(Craig and Douglas, 2005). In point of fact, therent research applies the constructs
of consumer behaviour (Gaski, 2008), which are comlyn used on global levels
(Dawar et al., 1997; Luna and Gupta, 2001), to study the consurmers the same
cultural context, who are exposed to foreign mankestimuli from different country

origins.

In particular, methods of data collection for th&udy were consumer survey
(questionnaire) and structured interview with mérig managers. Both methods were
employed, because the building of consumer buyiegabiour model toward the
foreign marketing requires data from the two viefRegarding to dealing with the two
different types of data (qualitative and quant&}j the researcher used a technique to
convert the collected qualitative data from theelimews into quantitative ones (see
Table 6.3) (Kemp-Benedict, 2009).

Generally, this chapter concluded, with an overviahe appropriate criteria, that the
current research needs to adopt every single coempon the design above (shown in
Table 6.5), as its data are combined from peopéndgiemers and managers) and
theoretical issues (Arnould and Thompson, 2005y i@tsly, this is in order to produce
information and results that are (1) useful for keters who are concerned about
developing western-style economies (2) leading ¢vetbp a model of consumer
behaviour in the context of Arabic speaking cow@#tr{(3) contributing to the lively
debate between standardisation and adaptation gotingp in terms of the national

culture’s role in global marketing.

In the following chapter, the collected data analymterpretations and the examination

of the proposed model will be presented.
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7. CHAPTER 7: DATA ANALYSIS AND RESULTS
PRODUCED FROM THE INTERVIEWS AND
CONSUMER SURVEY

The contents of every database are
structured to correspond to insights that
are already recognised, not ones that are
not (Coyne, et al., 2007:72)

7.1. Introduction
In this chapter, the data analysis is conductedinggato the presentation and discussion

of the empirical results of the current researchis Ttask requires the processes of
ordering, manipulating, and interpreting data ttaobanswers to the research questions
(Greenet al., 1988). As the purpose of the data analysis igddyce information that
will help address the problem at hand, it embothesfundamental stage in the project,

which links between the collected data and thetwadindings.

As mentioned in the previous chapter, this curresearch employs the data that were
collected from two sources; marketing managersamsumers. Hence, it is necessary
to address the strategy of data analysis prionggtesentation of results. According to
Malhotra (2007), the selection of the data analysisategy begins with the

considerations of problem definition, developmeinthe approach and research design.
As these considerations were discussed in ChaftesTable 6.4), the focus, here, is
centred on the selected analysis techniques anchwkilect the construction of the

research objectives (Kent, 2007).

As mentioned earlier, the current research con$ist/o phase. In analysing marketing
managers’ responses (Phase 1), the descriptivgsasas manly used. In the consumer
survey (Phase Il), the data analysis strategy )isgdidplaying descriptive statistics (2)

drawing statistical inferences (3) evaluating resieahypotheses against data (4)
explaining discovered relationships between vagisb(lbidem). These strategy’s

processes appears appropriate for such research vghilesigned as a descriptive type
(Craig and Douglas, 2005) with cognitive prospextfiMarsden and Littler 1999) and

external influences structure (Belk, 1988, cite€imig and Douglas, 2005:166).

Accordingly, this chapter is structured into fowargs. The next section describes the
data analysis process and procedures. In sec@priffe results produced from the

interviews with marketing managers are presentdths® 1). They demonstrate the
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actual marketing practices in Libyan market; thies potential factors in the degree of
standardisation are examined. In section.7.4, tmswmers’ responses toward foreign
marketing, their attitudes toward the companiesilogbphy and their behavioural
aspects are analysed and presented (Phase Il)lyFimasection.7.8, the proposed

relationships between research variables are eealwéthin the research framework.

7.2. Data Analysis Process
As mentioned previously, the research data weréeated from (1) the marketing

managers of foreign companies in Libya and (2) ambyonsumers. The analysis of
consumer data is conducted at the mass (aggredated) whereas the data that were
collected about the companies are analysed indiiglufor each company. The

individual level, here, is necessary in order teerd the differences in their marketing
practices and relationship between each adopteckelarf marketing standardisation

and consumers’ responses toward it.

According to the current strategy of data analydi®ve and the research process
(shown in Figure.7.11), descriptive statistics (érgquencies, means and percentages)
are used in the first phase (managers interviewsg\teal the companies’ features and
the perceptive of their marketing programmes. B dhcond phase (consumer survey)
the descriptive statistics are also used to dematesthe individual characteristics and
buying behaviour aspects of Libyan consumer. Beythisi the ANOVA, multiple-
regression, cross-tabulation and Chi-square tests employed to investigate the
relationships between the dependent and independeables. Besides, and to build a
model for buying behaviour of Libyan consumers, AM®ackage of statistical
techniques (SEM/CFA) were used to specify, estimagsess, and present the model in

an intuitive path diagram to show hypothesisediarahips among variables.
As the data analysis process was presented abdwaelkt four sections preview the

data analysis using the statistical tests abowe,saow the results which are produced

from the fieldwork.
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Figure.7.7: The Marketing Research Process

The research type

Descriptive

Cognitive

Examine findings of
previous research in
consumer behaviour|
and global

marketing issues

A

Examine the theory
of consumer buying
behaviour and
standardisation
perspective

Design Research

Problem identifying the effect of
foreign marketing programmes on th
buying behaviour of Libyan
consumers

Variables Consumer Buying
Behaviour (DV), Individual
Characteristics (IV) and Foreign
Marketing Programme (IV).
Structure Direct/Indirect External
Influences Studies.
InstrumentsQuestionnaire and
Interview

Sampling Stratified Random
Analysis StrategyDisplay descriptive
data, draw inferences, evaluate
research hypotheses and explain
relationships.

The Fieldwork

A 4

Phase | Large
consumer survey
(805 consumers)

A 4

Phase Il
marketing
managers
structured
interview

Analyse quantitative
data using statistical
techniques to
produce
generalisable result

Source: (Craig and Douglas, 2005: 28)
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7.3. Research Phase I. Marketing Managers
Interviews
The interviews’ questions to the marketing manageese centred about what they

actually do in Libyan market in terms of the maikgtprogrammes that are directed to
Libyan consumers. In other words, the conductedrimgws reveal the actual foreign
marketing practices in Libyan market. For ethicahgiderations, the current research
does not reveal these companies by their namdseimmnalysis or results. Rather, the
letters/labels (Co. A, Co. B, Co. C and Co. D) ased to refer to them. This is in order
to achieve the avoidance of the information risktfeese companies. The companies’
names are only appeared in the next section (coeggprofiles). Further, the names
are also displayed in the analysis of data thaewetlected from consumers, as in this

instance, they embody consumers’ preferences.

7.3.1. Who are the Companies under Research?
Before the analysis of marketing practices, it s$&ful to provide some information

about the companies under investigation. As meatopreviously (see section.6.5),
there are four foreign home appliances companiesatipg in Libyan market. They are
SHARP, Philips, LG and Hitachi. The researcher cmtedd four interviews with the
persons who areesponsible fothe marketing activities in these companies. Tablie
illustrates the underlying information about thesempanies in Libyan market. The
information in the table is mainly collected frohetinterviewees, but some of them are

from these companies’ official websites.

It is necessary to mention here that the structimeviews were conducted with these
four foreign companies’ suppliers (agents) in Libyis was in order to know how
these suppliers presently interpret the need faptdion in Libya. In other words, the
interviewees provided information through their \wess about marketing

implementations of these foreign companies in Libyearket.



Table 7.6: Information about the Companies under Rgearch in Libyan Market

(El Helal Club Shops)

Mother The international ) ) Mode of Entry Entry time to Offered products in
Company’s logo The interviewee )
Country market (Local Supplier's name) the market the market
) Local Agency Electronics and home
SH ARP Japan 164 countries Sales Managger ) 5 years ago )
(Al Ethaar/ Jebel Ali Co) appliances
) Local Agency Lighting, electronics
Netherlands 60 countries Owner Managder ) 16 years ago )
(El Reef Electrical Products) and home appliances
. Marketing Local Agency Electronics and home
Korea 80 countries ) ) 15 years ago )
Manager (LG International/Akida Company| appliances
Local Agenc Electronics and home
HlTACHI Japan 45 countries Sales Managers geney 5 years ago )
appliances

158



From the table above, it is notable that all congmroperate across countries and,
therefore, they are appropriate for such researbithwinvestigates the marketing
implementations across the world. Although the foampanies are different in the
entry time, they have entered Libyan market throtlghh same mode. This adopted
mode of entry (Local Agency) is a less involved msaf operating in-country as it
does not highly involve local incorporation such fmeign direct investment.
Nevertheless, some other companies in other indasthan home appliances, do not
rely on this mode is somewhat discomfiting, becatlmy consider the individuals

serving as agents have little relevant technicé¢gal experience (US & FCS, 2006).

In spite of the fact that the entry time reveaks ¢bmpanies presence in Libyan market,
it does not reflect the entry time of their produand brand. This is because most of
these brands have been available in Libyan maederd the entry times via exporting,
or state owned institutions in the past Libyan ali&in era. Only Hitachi Company’s
products have entered at the same time of its .eR&egarding to the other companies’
presence in Libyan market, Philips Company hasotdest entry time. However, the
company was operating only in lighting products kesrand it has entered in home
appliances market in Libya a few years ago. Consettyy except LG Company, the
three other companies have entered in home appBanoarket in Libya —
approximately — half decade ago. It is worthy ofic®here that the local agency of LG
company has the oldest entry time to home appl&aneket in Libya. Also, it was the
only company that has a marketing division. Thigldamply to the fact that the period
of experience in Libyan market plays a role in depig the position of marketing

function in the company’s subsidiary.

7.3.2. Standardisation Degree of Foreign Marketing
Programmes in Libya

(Items in Appendix.5, I: a to f)

As addressed previously (see section 1.2), theeoumesearch seeks to answer four
guestions. In this section, the presented and sksclresults are in order to answer the
first question (Q1)to what degree do the foreign companies adapt/statise their
marketing programmes in Libyd&able 7.6 exhibits the range of the standardigati

levels which were illustrated through the questiohinterview about the activities of
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marketing programme (see Appendix.5). The measureprecess of these questions is
discussed in section.6.5 and Table 6.3.

Table 7.7: Standardisation Levels of Foreign Markehg Programmes in Libya

e [l Eig Co. A Co.B Co.C Co.D
Activity
Marketing Research Standardised Slightly Adapted Adapted Standardised
Product Decisions Standardised Standardised Slightly Adapted  Slightlgpted
Pricing Standardised Slightly Adapted Adapted Standardised
Promotion Standardised Slightly Adapted  Slightly Adapted Stadised
Distribution Adapted Adapted Adapted Adapted
Marketing Control Standardised Slightly Adapted Adapted Slightly Aealp

The table above reveals the marketing practicélseofour companies in Libyan market
according to the interviewees’ answers. Generdlyy companies tend to apply
standardisation perspective in most of their mamgeactivities. This might support the
notion that it is easier for companies to utilisstandardised strategy in countries with
lesser developed economies when compared to ecoalynileveloped and advanced
countries (Melewaret al., 2009). However, this is with considering that Btlg
Adapted level does not reflect the adoption of #alsgn perspective in the marketing
programme. As mentioned previously (see sectioj).&kghtly Adapted level means
that the company just conducts minor modificationgheir marketing programme to

satisfy Libyan market conditions.

However, the only exception from standardisatiothes distribution, which was highly
adapted across the four companies. The mother auegauthorise the distribution
management to the local agency and give absolsedion in respect of stocking,
flow and outlet choice. Local Libyan agencies admffiexible approach to distribution
using both major retailers and small shops, alkrffy a free delivery service. This
conforms to a general model of international mankemix structure whereby, in a
goods marketing framework, product, promotion amitipg are more likely to be

centrally controlled than is ‘place’ (Rafig and Abady 1995). In this context, some
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products’ success, which is dependent on the eetafficiency (Kotler, 2003; Diblet

al., 2006) may explain this delegation.

Beside the notable row of distribution activity the table above, the column of
company C appears different than the other companidis company does not
completely standardise any component of their niamgeprogramme. Its marketing
manager demonstrated that the local agency requesisving some features in the
home appliances, because Libyan consumer doesa’thesn. Also, they request a
certain design of the TV’s remote-control which yalm consumers are familiar with. In
contrast, the company A adopts the standardisgi@spective in most elements of
their marketing programme. The marketing activitidghe other two companies fell

into between Standardised and Slightly Adaptediseve

7.3.3. The Differences between the Home
Countries and Libyan Market

(Items in Appendix.5, I: g)

In order to obtain a more detailed picture on tbei@ marketing practices of foreign
companies, the interviewees were also asked toidwoa view on the degree of
similarity between specific marketing programmetdieas in, a) Libya and, b) their
home country (Appendix.5: Ozsomer and Simonin 2004gre, the purpose is
identifying the elements of marketing programmet i@ most and least standardised
across countries (Ozsomet al., 1991). The marketing mix element with the highest
mean rating is the brand name, which is considasetthe most standardised element of
marketing programmes worldwide (Alashbah al., 2002). However, the other two
product-related elements are mostly standardisbdremas distribution practices are the
least standardised element of the marketing miis hcan be ascribed to the flexible
distribution strategy that the local agencies addpe managers interviewed remarked
that in distributing home appliances, they depemd tieeir relationships network,

especially the personal ones.
As the products under investigation are televisiagefrigerators and air-conditioners

which mainly target families and householders, marable similarity exists in the

product positioning element.
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Table 7.8: Similarity Levels for Marketing Programme Elements

Marketing Mix elements Means *
Product Product Physical Characteristics 4.75
Brand Name 5.00
Packaging 4.25
Promotion Sales Promotion 2.25
Product Positioning 4.25
Advertising Theme 3.50
Media Allocation 4.00
Advertising Copy 3.75
Pricing Pricing policy/method 4.00
Distribution Distribution Channels 1.00
Customer Service 4.00
Role of Sales Force 4.00

* Scale Values: 1 (Different); 5 (Similar)
The high mean the high similarity

7.3.4. Factors Affecting Marketing Programme
Standardisation

(Items in Appendix.5, II: ato d)

The literature of global marketing has presentedymaodels to determine the factors
which influence on the degree of standardisatiantlie marketing programme across
countries (e.g., Kotler, 1986; Jain, 1989; Siradi@and Angelis, 2006; Viswanathan and
Dickson, 2007). Mostly, these factors exist in tin@rket, environment and organisation,
as well as the consumers’ responses toward magkeTine interviewees were asked
about product features mode of entry headquarters-subsidiary relationshipnd

competition(see Appendix.5). This was in order to contribtotéhe research framework

(see Figure.5.8) and provide some insights fofuh&e research.

7.3.4.1.Product Features

In order to determine thproduct featuresas the potential influencing factors on the

degree of standardisation across countries, theemod the international decision

process was used (Kotler, 1986; Jain, 1989). Tlenirwees were asked about the

required changes of their products to enter Libyearket (see Appendix.5). As the

standardisation marketing programme will be faaiit when a product meets a
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universal need, or requires a minor adaptation sscrglobal markets (Jain, 1989;
Viswanathan and Dickson, 2007), the three questioer® designed to illustrate how
their marketing programmes are influenced by prodéeatures in terms of

standardisation. The product’s features embodyyackacern for the foreign marketers
in some countries in the Arabic World. The natur¢éhe regions’ legal system can pose
several problems to foreign companies. According-¢onidou (1991), there are a
number of compelling factors which require somedpt adaptations in some
countries of the Arab World. These include, for rapée, cultural factors (e.g., the
prohibited consumption of certain products by Islaand legal factors (e.g., specific
quality standards). However, Libya and some otheab#& speaking countries have

modernised their legal system and bring it closghé western standards.

Table 7.9: The levels of home appliances adaptation Libyan market

The product features
. Co. A Co.B Co.C Co.D
adaptation
Do home appliances require
some changes to enter Libyan No No No No
market?
Does the company develop &
regional home appliances No No Yes No
design?
Do you use universal brand
) Yes Yes Yes Yes
names, packing, and colours?
o ] o ] universal o ]
) _ .| Similar with Similar with ) Similar with
The home appliances decision ] ) ] brand with ) ]
o international | international ) international
in Libyan market regional
markets markets ] markets
design

From the table above, most of home appliancesufeatin Libyan market are quite
similar with the international market. Only Co. €vélops a regional products design to
meet the consumers’ needs and preferences in Aspb&king countries. The tendency
to market the similar product with the internatibmearkets in Libya can be ascribed to
the fact that electronic products and home appdiarare considered most appropriate
for global brand strategies (Jain, 1989; Daetaal., 1997; Kotler, 2005).
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7.3.4.2.Mode-of-Entry

In the investigation oMode-of-entryas another factor that can influence on the degree
of standardisation, all foreign companies of hompliances in Libyan market entered
via Local Agency (see Table 7.5). However, the LLdagency choice as the low level
and indirect entry mode is appropriate for thesamanies who market similar products
across countries. Furthermore, global companies tiepply such level of entry when
they intend to penetrate the markets of the devmdopountries (Schuh 2000; Griffitst

al., 2002). All four managers reported that headqusasgare happy with this means of
instituting a foothold in the Libyan market. Theappeared, too, to be no intention to

change this arrangement for the foreseeable future.

7.3.4.3.Headquarters-Subsidiary Relationship

The interviewees were asked aboutteadquarters-subsidiary relationship order to
illustrate the conflicts that may arise betweenftireign company and its subsidiary in
Libya (Local Agency). They were asked if there mnsensus between them (as a
subsidiary) and their headquarters with key stafidation issues (Appendix.5: Jain,
1989). The managers’ responses reveal that the@ ¢ensiderable consensus on
standardisation issues between the foreign compamie their local agencies. However,
relationships between the two parties were not lmttifee, and it was clear that
suppliers believed their priorities should, ultielgif hold dominion over those of their
local partner. The local manager for Company @,eeample, complained of head
office demands for sales-person training at exabigysame time that the agent needed
full employee cooperation for the preparation afizad financial reports. Consequently,
the headquarters-subsidiary relationship in theectiranalysis can be considered as a
motivating factor which contributed to transfer #tandardised marketing programmes

from the companies’ mother countries to Libyan neark

7.3.4.4.Competition-Related Factors

As mentioned earlier (see section.5.4), this ingatbn is not extended to the whole
operations of these companies, because this tapkires an integrated strategic
evaluation process, whereas this research focusesarketing implementations in
Libyan market. Therefore, the competition levels,aaother influencing factor on the
degree of standardisation are studied via the \i@ees’ perspective about the
considerations toward competitors in their marlgtiecisions. This was in aiming to

reveal the level of competition that they are opegain, from their point of view. Here,
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the Competitionrefers to the actual and potential offerings, audbstitutes that a

company might consider (Kotler, 2003).

The results showed that three local agencies (An@ D) evaluate current competition
at the home appliances market level only (directcategory competition) but that
Company C widened its perspective to include péssibbstitutes — or other products
in other categories that might represent altereapending opportunities (indirect
competition). This observation implies that Compahys more aware of the wider
impact/nature of competitors, and has a differaetwvof the market. Jain (1989)
suggested that a relatively low level of competitwas likely to foster a tendency
toward standardisation, whereas in high competititarkets organisations may feel
compelled toward adaptation. It was noted earlat tCompany C’s products were
adapted more than those of other, competing, casrseppliers and it may be that — as
a consequence of its wider/more nuanced perspeetivié identified adaptation

imperatives that other organisations didn't.

The findings that have resulted from the interviemslysis above (Phase 1) provide a
clear picture of the actual foreign marketing piaag in Libyan market. Also, the

results exhibit market-related influencing factomn the adopted degree of
standardisation. Generally, these results supmonesconclusions of Michell, Lynch

and Alabdali (1998). They concluded that multinatibcompanies tend to treat the six
Arabian Gulf States as a single market with onlyenivariations between each state.
Also, they found that the level of intensity of costition and integration of the

marketing function were influencing variables ore thlegree of standardisation.
However, in order to answer the remaining reseaigtstions (Q2, Q3 and Q4) (see
section.1.2), the analysis and results above shoelldombined with the results of the
major questionnaire survey of Libyan consumers $Bh#). This is presented in the

next sections.
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7.4. Research Phase II: Consumer Survey

7.4.1. Characteristics and Features of the
Research Sample

(Items in Appendix.1, Part.l)

A questionnaire assessing knowledge, intentions laglthviours toward consumer
foreign home appliances products was completed(®y (80% response rate) Libyan
consumers in the three regional capitals (seecse6btéd). Participated consumers in this
research are the general public. They represeritesietit segments of gender, age,

marital status, education, work and other charesties as detailed in Table 7.9.

Table 7.10: Respondents’ Profile

Gender (n)

Male (438)

Female (367)
Marital Status (n)

Single (499)

Married (289)

Divorced (12)

Widowed (5)
Education Level

% Under the university level 30.80

% University level and higher 69.20
Work

% No answer 43.20

% Business and Professional 31.60

% Education and Academic 13.20

% others 12.00
Average Age (years) 31.2
Asset Wealth

Percent Owning 1 Home 63.60

Percent Owning 1 Car 47.00
International Exposure

% Having Visited> 2 Non-Arabic Countries 35.50

% Speaking 1 Language 44.60

% Speaking 2 Languages 3.10

% Non-Libyan mother 13.10

16¢



Table 7.9 revealed that this sample profile reviethe same society structure of Libyan
population in terms of the rank — based on frequenof gender and marital status’
segments. This is because the last Libyan Cenf@6)2eported that the percentages
of male, single and married were 50.73%, 53.60%5%P2. respectively which are quite

close to the percentages of the research samplenshorable 7.9.

Furthermore, an appropriate match was appearedebatwhe product category and
sample’ profile. Table 7.9 shows 63.60% of samplmiag at least one house. Also, as
the home appliances are sharing-use products betf@e@ly’s members, the nuclear
and extended families are mainly targeted segmantise consumer life cycle (Peter
and Olson, 2008). Moreover, the young couples, @alpe in the Arabic World, prefer
to set up their own households to form nuclear ar(Assad, 2007). The current
sample’s average age (31.2 years) slightly matthed-time marriage average age in
Libyan population (32.5 years), which is the agat thibyans start in to prepare the
family nest, and buying home equipments and appdisifLibyan Census, 2006).

Additionally, as the current research aims to sttliy direct and indirect marketing
external influences, the research should investight buying behaviour of those
visiting another culture and those who have alitil no exposure to external influences
(Craig and Douglas, 2005). Similarly, the samplarahterised in Table 7.9 showed a
considerable international exposure through spegafareign language(s) and visiting
more than country outside the Arab World, whiclapgpropriate exposure to examine
their buying behaviour toward foreign marketing gmammes in Libya. Some
marketing researchers have indicated that such essigraf consumers who are
graduated from foreign universities, use Englishgleage in their business and
continuously exposed to foreign cultures has besnarkably increased in the Arab
World (Leonidou, 1991; Tuncalp and Erdem, 1999)

7.4.2. Disposable Income and White Goods
Purchases
(Items in Appendix.1, Part.l)

In order to determine how Libyan consumers arau@rited by marketing programmes
according to their individual characteristics, th@rent research sought to inspect —

beside the characteristics above — their socio@oan status (Dawaet al., 1997).
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Although these statuses are often measured thrgugbtions about income, asking
direct questions about income is very sensitive Libyan culture. Therefore,
participants were asked to estimate their dispesabtome for home appliances

purchases as a percentage of their monthly income.

Here, it is necessary to mention that the monthlyoine was used as the base of
estimation, because the majority of official trect8&ans in Libya are conducted on such
base (e.g. salaries, taxes and personal loannmetéd). Also, they were asked that did
they purchase white good(s) in the last year andfivhich brand. The latter two
questions were in aiming to reveal the consumethensample who were involved in
home appliances buying decision recently, and veinands did they prefer, or which

preferred brand to buy.

Table 7.11: Disposable Income and White Goods Purakes

Disposable income as a percentage of monthly income %
1% : % 25% of monthly income 12.80
26% : % 50% of monthly income 61.40
51% : % 75% of monthly income 9.60
75% : % 100% of monthly income 9.20
Over 100% 7.00
The purchased home appliances in the last year

Did not purchase 32.80
Purchased 1 Home Appliances Product(s) 67.20
The most 5 preferred brands in home appliances pulases

LG 34.90
Daewoo* 8.70
SHARP 7.30
J.V.C* 4.50
Sony* 4.50
32 different brands** 40.10

* Exported products. There is no Local Agency ibylain market
** These brands include Hitachi (1.3%) and Phili{@s6%)

The table above illustrates that the highest peagenof consumers (61.40%) estimated
that the home appliances purchases, cost them apiely half of their monthly
income. The percentages of the disposable inconoeeakimplies to the fact that
although the companies’ efforts toward reducing hbene appliances prices, they did

not well-match the majority of Libyan consumersrghasing power. Regarding to the
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sample features in terms of home appliances puechmaest of participants (67.20%)

were involved in white goods buying decision, aisteone time in the last year.

In determining the most preferred brands in thesoarers’ purchases, a considerable
superiority existed for LG Company. This can beriasd to the fact that the local
agency of LG Company has a good experience (15syearthe home appliances
market in Libya. Moreover, it cares more about ma#rlg activity comparing with the

other three companies under investigation.

7.4.3. The Purchase Intention Level of Libyan
Consumers

(Items in Appendix.4, I: e and f)

Five items were used based on MCQ format to meatheelevel of consumer’'s
purchase intention in the next six months of hompliances purchasing (Yi, 1990;
Tengat el, 2007). Participants’ responses in the top sutetabllable 7.11 showed that
22.2% of them have a high level of intention, whilst 9.2% decided that they will
definitely not buy home appliances in the next signths. The two factors which
intervene between the purchase intention and tlmehpse decision were measured.
Consumers were asked about (1) their attitudesrtbivee others who are surrounding
consumer, such as his/her family, friends or nesgind (2) unanticipated situational
factors, which play a critical role in adjustingnsoimer’s purchase intention (Kotler,
2003). The unexpected advice from a salesman osttine was used as a proxy of the

latter factor.

As the analysis of multiple-regression is a muliage statistical technique that can be
used to analyse the relationship between a singlgemtlent variable and several
independent variables (Fox, 1997), it was carriedto investigate the factors between
the purchase intention and decision (Peter, 1981hough this test can be conducted
on purpose of the prediction of the dependent biavith a set of independent

variables, the purpose of the analysis here isjectively assess the degree and
direction of the relationship between dependentiaddpendent variables (Burns and
Burns, 2008).
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A standard multiple-regression was performed betwtbe level of purchase intention
(DV) and the three items which embody the influegdiactors on the intention (friend,
family and salesmen) as IV’s. The adjusted squaredtiple correlation was not
significantly different from zeroR= 0.430, P> 0.0% and the variation in the DV was

not explained by the set of IV’s, as the value wasus.

Table 7.12: The Purchase Intention of the Next Sikonths

How likely are you to buy home appliances products the next 6 months?

Response choices n %

Definitely will 179 22.2
Probably will 195 24.2
Not sure one way or the other 276 34.3
Probably will not 81 10.1
Definitely will not 74 9.2
Total 805 100.0

Model Summary **

Model R R Square Adjusted R Square  Std. Error of the Estimate
1 .040* .002 -.002 1.201
ANOVA**
Model Sum of Squares df Mean Square F Sig.
1 Regression 1.863 3 .621 430 .731*
Residual 1155.732 801 1.443
Total 1157.595 804

* Predictors: (Constant), A salesperson, My frieng, fisimily could change my purchase decision
** Dependent Variable: How likely are you to buy hapgliances in about the next 6 months?

Coefficients*

Unstandardised Standardised

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.424 214 11.335 .000
My friend could change my
purchase decision. .014 .051 .012 285  .776
Advice from one of my
family could change my 043 055 034 783 434
purchase decision
A salesperson in the store
could change my purchase -.013 .041 -.011 -307 .759

decision.
* Dependent Variable: How likely are you to buy hapgliances in about the next 6 months?
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Accordingly, the results above demonstrated thatattvice from friend, one of family
members and the salesman in the store, do notgpdynportant role in affecting the
purchase decision. This result can be ascribeletdtiying process of products such as
home appliances, where the consumer makes an affthre stages prior the purchase
decision (Kotler, 2003). In spite of the statisiggignificant regression, the three items
above reveals a remarked tendency of participantsonsider these advices as their
mean values were 3.74, 3.84 and 3.66 respectivkly 8.00). However, some research
on some Arabic speaking countries (e.g., Gulf Stateonidou, 1991) mentioned that
the decision to buy major home appliances as vgdthair actual purchase is usually the
business of the family head, which might explair timdependency of purchase

decision in the current results.

After the previous preview of the sample charasties, disposable income and white
goods consumers’ purchases, the next sectionsisnctimpter present the buying
behaviour, attitudes and behavioural aspects ofdribconsumers toward the foreign

marketing programmes in Libya.

7.4.4. Consumer’s Response toward Foreign
Marketing Practices

(Items in Appendix.4, I: a to d)

The results presented in this section are relat¢de answering of the second research
guestion (Q2);how are Libyan consumers influenced by these foreaitarketing
programmes As mentioned in chapter 6, the current reseadibpts the cognitive
perspective (Marsden and Littler, 1999), which &e&s1 on how consumers mentally
process, store, retrieve and use marketing infoomah the decision making process
(Tybout and Artz, 1994). Therefore, the influend¢emarketing programmes on buying
consumer behaviour is investigatddough adapted measures of attitudes, sentiment
and consumer evaluation toward marketing (Gaskiksndl, 1986; Dawaet al., 1996;
Gaski and Etzel, 2005; Gaski, 2008). Also, the entrresearch adopted the four Ps as
the components of the marketing programme, as coasiuying behaviour in the
global marketing context has been studied, evethénArab World (e.g., Souiden,
2000), via customer response to the marketing (Wiswanathan and Dickson, 2007).

However, the debate about considering the marketing(MM) as the prevalent and
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indispensable element of marketing (Constantinid$)6; Zineldin and Philipson,

2007) was discussed in Chapter.2.

The consumers were asked in the questionnaireAgpendix.1) about the elements of
foreign marketing programmes in Libya. As exhibiiedAppendix.4, 31 items were
used to reveal the behavioural influence of theeifpr marketing programmes on
Libyan consumers through the weighted mean valdegadicipants’ responses. As
discussed in chapter 5 (see section 5.6.1.2 anibiséc6.3), the adopted measurement
of the consumer’s response in this research ieBR®&fe First-order, Formative Second-
order (Type Il in Jarvist al.,2003: 205).

Although this measure has been examined througbrfanalysis and validation tests
for over two decades (Gaski and Etzel 1986, 20G&k{z2008), its items were purified
down to five items apiece per Cronbach's alphaitemd-to-total correlation evidence
(Gaski, and Etzel, 1986, 2005; Gaski, 2008). Thiscgic purification was conducted
because this measure (consumer sentiment) is @esidased on Churchill's
measurement development process which requires suadidlation procedures
(Churchill and lacobucci, 2005; Gaski, 2008). Alsbis items reduction procedure
provides more validity for this measure in the Hert statistical analysis (CFA/SEM).
Consequently, the used items in this analysis (8 = 20 items) are those have
acceptable item-to-total correlation in Cronbaddisha test (shown in Table 7.13),

whereas the other 11 items were eliminated beaafuselow correlation.

Before discussing these items’ scores, the leviet®sumer’s response which reflects
the marketing influence should be addressed anthieep. Table 7.13 illustrates the
three levels of marketing influence (No, Moderated &High Influence). They are
calculated based on the weighted means of consunesponses, which is a common
method to study consumer’s response, attitudessatisfaction (e.g., Gaski and Etzel
1986, 2005; Vlachost al.,2003; Kim and Stoel, 2005; Rice, 2005; Gaski 206®re,

it is necessary to mention that as the items warg&ikert 5-point scale, the influence
fell into three levels, whereas it would fall intour levels with using Likert 7-point
scale. This is because the influence levels (meelerad high) should be equal to the

agreement scale (Agree and Strongly Agree).
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Table 7.13: The Levels of Marketing Influence basedn Consumers’ Responses

) Strongly Neither Disagree Strongly

The Likert scale Agree (A) )

Agree (SA) (N) (D) Disagree (SD)
The values of

5 4 3 2 1

responses
The weighted

Mean >4.00 | 4.06 Mean > 3.00 Meag 3.00
means
The marketing .
) High Influence| Moderate Influence No Influence
influence

* The negatively worded items are with reverseaisgo

Table 7.13 reports the means of the four questts af the components of marketing
mix for Libyan consumers. The weighted means ofrttagketing mix elements show
that only the product decisions and distributionaratels have an influence on
consumer’s response, as their weighted means wesdeg than 3.00. Whereas the
promotion activities and pricing decisions could significantly affect the consumer’s
responseweighted M < 3.0p

The used items are illustrated in brief in Tabld37(see Appendix.4 for all and
complete items). In the promotion-related items,cén be realised that Libyan
consumers reported that most foreign advertiseméatsiot consider the values of
Libyan society M1 = 2.27, SD = 1.14B Also, they viewed that the foreign advertising
is annoying M = 2.87, SD = 1.13)% not enjoyableNl = 2.97, SD = 1.20%and makes
false claimsi = 2.40, SD = 1.07p
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Table 7.14: Means and Standard Deviation of the Maeting Influence

Marketing Weighted
Mix Items in brief Mean Std. Deviation  Mean
Product Products have consistant quality * 3.47 1.0943.47*
Products have good guarantee * 3.54 1.088
Maintenance and repairing 3.00 1.138
The expected quality of products * 3.61 0.988
| am satisfied with products * 3.71 0.992
Price Most products are overpriced 2.73 1.136 2.68
The lower price could be still profitable 2.11 Q0
Most prices reflect reasonable costs * 3.32 0.993
The changing in prices is unjustified. 2.47 0.987
The pricing considers Libyan market 2.78 1.114
Promotion  Ad is annoying 2.87 1.134 1.70
Ad makes fales claims 2.40 1.070
It is better if Ad was eliminated * 3.12 1.167
| enjoy Ad 2.97 1.204
Ad doesn't consider the society 2.27 1.143
Distribution  Most stores serve their customers well * 3.29 1.1153.35*
Most retail salespeople are very helpful * 3.54 01B.
Most stores provide an adequate selection * 3.42 079
The assistance in stores isn't as expected * 3.16 1.091
Most retailers provide adequate service * 3.36 18.0

* Moderate Marketing Influence (4.00Mean > 3.00)

However, in global advertising, marketers often toy balance between using one
advertising everywhere and adjusting it to matathedomestic market context. This is
what embodies a critical challenge to internationadrketers (Kotler, 2003). For
example, the interviewed Philips local agent inylaibmentioned that the Local Agency
in Libya requested from Philips Company to chanbe &dvertising copy which
included children, as this theme is not desirabtelLfbyan consumer in the advertising
of electronics and home appliances. Further, soesearchers who have studied
marketing/advertising in the Arab World (e.g., Brdend Tuncalp, 1997; Souiden,
2000) concluded that the global companies shoul@éfally examine contents of
advertising message prior to advertising launchibegause the cultural sensitivities in
the Arab World which should be considered. For gXemnthere is a certain consensus
in the Arab World that nudity, vulgar words and usfesexual symbols should be

banned. However, standardised advertising themasbeaeffectively used, but the
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creative expression and media mix are most sustept the need to adapt (Melewar
et al.,2009).

In influence of pricing decisions, most price-rethtitems produce low means. The
lowest two in Table 7.13 were as a resulthaf consumers’ thought thadrapanies could
charge lower price and still be profitab{® = 2.11, SD = 0.94)) andtheir feeling that the
changing in home appliances’ prices is unjustifiédi = 2.47, SD = 0.98). Here, it can be
said that the international pricing strategies delpen the level of similarity between
home and host countries in terms of many factore¢@osiou and Katsikeas, 2001).
Also, as the results above (see Table 7.6 andr@vBaled high standardised product
decision of the foreign companies in Libyan marketould be difficult and sometimes
impossible for such companies to sell their prosluat different prices (Quelch and
Hoff, 1986). Consequently, their prices could nottch well the consumers’
circumstances in different domestic markets. Intiast, Libyan consumers considered
that the prices of foreign home appliances refleetsonable costdi(= 3.12, SD =
1.167. With comparing this item’s mean with the othees of price-related items, it
could imply that Libyan consumers are not satisfigth the profit margin that the

foreign companies/local agents calculated.

Most product-related items, in contrast of promoti&nd pricing decisions, showed
considerable influence of marketing on consumezsponseNl > 3.00). Participants

provided significant positive responses toward happliances’ features, quality and
guarantee. Only post-purchase services were extledethe items’ means were equal
to 3.00 (No Influence). However, the weighted meé&tthe product influence was the
highest one in the marketing mik (= 3.47). This result can be justified by the fact that
many of foreign home appliances companies devéiep product based on a regional
level (e.g. Middle East and North Africa) in aimibg satisfy the consumers’ needs in
these areas (Elizabeth, 2005; Ghemawat and Thd@@8), regardless of their mode of

entry to Libyan market.

In the results of consumers’ responses toward igtalition channels, all distribution-
related items have a mean greater than 3.00. Libgasumers appear satisfied with in-
store servicesM= 3.29, SD = 1.11p and the variety of selectiotM(= 3.42, SD =
1.079. The weighted mean was 3.35, which reveals aifgignt influence of the

distribution activity. However, the analysis of thaterviews (see Table 7.6)
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demonstrated that the distribution activity washhigadapted to Libyan market by all
the four companies. The interviewees reportedtti@imother companies authorise the
distribution management to their local agencieeréfore, it can be concluded that the
adaptation of distribution activity enabled it tdfeat positively the consumers’

responses toward marketing.

7.4.5. Consumers’ Responses toward the Foreign
Companies under Research

(Items in Appendix.4, I: a to d and Items in Appendb, |: a to f)

In the investigation of the relationship betweenswoners’ responses and the degree of
standardisation, Libyan consumers were asked awbith brands they bought, or
prefer to buy (see Table 7.10). These preferreddsranclude the four companies under
research who are operating in the Libyan marked,the home appliances of the other
33 chosen brands which grest exported to Libyan market. The used cross-talorati
enables to identify significant relationships amamparisons between the marketing
influence levels (see Table 7.12) and the degrestamidardisation in the marketing mix

of the companies under investigation (see Table(B&rns and Burns, 2008).

Table 7.14 exhibits how many consumers in the rekesample prefer each brand of
the foreign companies under research (see thedneigs in total column). It is notable
that Co. C attracted more consumers than the titinee. 281 consumers reported that
they prefer its home appliances, whereas Co. A,BCand Co. D just attracted 59, 5
and 11 consumers respectively. Here, the supsriofiCo. C might be ascribed to their
efforts toward marketing mix adaptation, and theeftdness about the marketing

function.

Regarding to the frequencies and percentages ofucocers across the levels of
marketing influence, it can be recognised in Tablet that the four companies — even
the other 33 brands — just produced high influemta few consumers, while there is a
moderate influence on a considerable number of waoess. Furthermore, in each
company’s marketing mix, the product decisions tnedhighest influence on consumer,

and then the distribution channels came as thendeiofluencing element (see the first
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and fourth rows in each company’s sub-table underttvo columns of moderate and

high influence).

The interesting result is that the relationshipweetn the standardisation level of the
marketing mix elements and the marketing influerme consumer cannot be
significantly approved. For example, Company standardisedproduct decisions had
influence on consumers (31 moderate and 18 high i@an itsadapteddistribution
channels (26 moderate and 15 high). Whereas, tmep@oy D’sadapteddistribution
channels had influence on consumers (2 moderate Sarfiigh) more than its
standardisegpromotion activity (2 moderate). Consequentlyaih be concluded that in
the four studied companies the degree of standdimligadaptation does not play a

critical role in the effectiveness of the marketmix elements.



Table 7.15: Marketing Influence across the ForeigiCompanies (Percentages/Frequencies)

Companies under The standardisation Consumers across the levels of marketing influence

Marketing Mix Total**
investigation levels No Influence Moderate Influence High Influence
Product Standardised 16.9 (10) 52.5 (31) 30.5 (18) 100 (59)
Co. A Price Standardised 86.4 (51) 11.9(7) 1.7(1) 100 (59)
Promotion Standardised 67.8 (40) 27.1(16) 5.1(3) 100 (59)
Distribution Adapted 30.5 (18) 44.1 (26) 25.4 (15) 100 (59)
Product Standardised 0(0) 100 (5) 0(0) 100 (5)
Co. B Price Slightly Adapted 80 (4) 20 (1) 0(0) 100 (5)
Promotion Slightly Adapted 40 (2) 60 (3) 0(0) 100 (5)
Distribution Adapted 40 (2) 40 (2) 20 (1) 100 (5)
Product Slightly Adapted 28.5 (80) 431 (121) 28.5 (80) 100 (281)
Co. C Price Adapted 76.2 (214) 21.7 (61) 2.1(6) 100 (281)
Promotion Slightly Adapted 71.2 (200) 24.9 (70) 3.9(11) 100 (281)
Distribution Adapted 33.8 (95) 39.9 (112) 26.3 (74) 100 (281)
Product Slightly Adapted 9.1 (D) 54.5 (6) 36.4 (4) 100 (11)
Co.D Price Standardised 81.8 (9) 9.1(1) 9.1(1) 100 (11)
Promotion Standardised 81.8 (9) 18.2 (2) 0(0) 100 (11)
Distribution Adapted 36.4 (4) 18.2 (2) 455 (5) 100 (11)
Product 27.2 (122) 50.1 (225) 22.7 (102) 100 (449)
The other 33 price 71.3 (320) 27.2 (122) 1.6 (7) 100 (449)
brands*** Promotion 65.5 (294) 29 (130) 5.6 (25) 100 (449)
Distribution 35.9 (161) 39.9 (179) 24.3 (109) 1829

* All values are percentages of the sample. Numipepsiientheses are frequencies.
** Note: Table does not sum to 100 due to roundifegsf
** Exported products. There is no Local Agency iryaibmarket
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Nevertheless, it cannot be neglected that Co. @iketing mix which is generally most

adapted — as there is no standardised element-ihas a considerable superiority over
the other three companies in terms of the influeomeconsumers. Therefore, these
results could imply to the fact that the adopteshdardisation level of some elements in
the marketing mix does not affect its ability inogucing positive influence on

consumers’ responses. Whereas, the adopted staademal level of the marketing mix

as a whole could prevent it to influence on congsneffectively. To investigate such a
potential relationship, it needs an extended detertion of the whole operations and
strategies of these companies out side of Libyavéver, as mentioned previously (see
section 5.4), this task requires an integratediesira evaluation process beyond the

marketing practices, which is out of the curresteach’s aims.
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7.4.6. The Marketing Influence on Consumers and
the International Exposure

(Items in Appendix.4, |: a to d and Appendix.1, Rar4 to 6)

As presented in Table 7.9, the participants wemsead to international cultures. As
the international exposure was measured throughviglted country(s) (2) mother’s
nationality (3) speaking language(s) (Davedral., 1996), the levels of the exposure

were determined via the average of the three items.

Table 7.16: The Levels of International Exposure

The items The responses Value

Visited country(s) No one
1 Country
> 2 Countries

Speaking language(s) No one
1 Language

> 2 Languages

Mother’s nationality Libyan
Arab
Non-Arab

W N P W DN P WwDN R

The levels of international exposure based on meamlues Mean*

No Exposure 1.00
Low Exposure 1.00 < M 2.00
High Exposure 2.00 < ™ 3.00

* The mean of the three items’ values above imeasponse (questionnaire)

Table 7.15 illustrates the values which were gitethe responses, and the determined
levels based on the means of the three items i emestionnaire. The above
preparation of the international exposure levels Wwaaiming to investigate potential
significant differences between the participantowiave no exposure, low and high
exposure in terms of their responses toward treigormarketing programmes in Libya.
As there is one Independent Variable (V) in thistance (International Exposure)
which is split into three categories (levels), & eray ANOVA is appropriate as it seeks
to demonstrate significant differences between thgéegories of the IV on the
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Dependant Variable (DV) (the consumers’ responeethé 4P’s) (Burns and Burns,
2008).

Table 7.17: Consumers’ Responses to 4P’s on the énbational Exposure Levels
(ANOVA)

ANOVA
Consumer Response toward the Element of Marketingrogramme
Promotion Product Price Distribution
International Exposure F F F F
Between Groups 2.984* 0.632t 0.7622 1.9563

* The mean difference is significant at .05 lex&pb(= 0.051)
1 Not Sig (0.532) 2 Not Sig (0.467) 3 Not Sig (0.142)

A one way ANOVA was employed to examine the diffexes in the means of DV (the
four elements of marketing programme) associatet thie effect of the international
exposure levels. The main ANOVA results appearabl& 7.16. This reveals that the
effect of the international exposure levels wasyaignificant Sig = 0.05) on the

consumers’ response to promotidn @, 802) = 2.98% whereas, the effect was not

significant over the remaining three elemeisig$ 0.05.

These results could be an indication that the mtdprice and distribution of the
foreign companies affected the consumers who @fgyhinternational exposed and the
other who are not or low exposed similarly. Accogly, the direct international
exposure did not play a significant role in constsheesponses toward these elements
of foreign marketing. In contrast, Libyan consumerssponse toward foreign
promotion activities differs significantly acrodsetr international exposure levels. The
responses mean of Libyan consumers who are higtpggsed to the foreign cultures
were the highest on&(= 2.86, SD = 0.78 This might be ascribed to that fact that the
consumers who are highly international exposed kspddeast one foreign language,
which enables them to understand/accept the stdisddr promotion messages more

than those who are less international exposed.

The research sample showed that there are 204 (2ZWgumers who had no
international exposure. Also, there was no sigaificdifference in their responses
toward the three elements of marketing (see Talle)Tvith the other consumers, who
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showed international exposure. Therefore, in otdgsrovide more explanation of the
results above, the responses of the non interretexposed consumers on the items of
culture openness were analysed in Table 7.17. WMais in aiming to reveal their
acceptance of the other culture aspects and tepdematernational exposure indirectly
(Sharmeet al., 1994; Lundstronet al.,1998).

Table 7.18: Openness to the Foreign Cultures of Nomnternational Exposed

Participants

Level of agreement on 5-point Likert scale (%)

Items of Culture Openness SA A N D SD Total

I like to keep up with 24 (49) 485(99) 14.7(30) 7.8(16) 4.9(10) (P04)
international affairs

lalrtn interested in foreign 24 (49) 41.7(85) 12.7(26) 18.1(37) 3.4(7) 1204)
Ccultures

lenjoyforeignfilmsand 206 (42) 35.3(72) 8.3(17) 24(49) 11.8(24) (BD4)
TV pro grams

| make special effort to meet157 (32) 36.3(74) 17.6(36) 20.6(42) 9.8 (20) 0 {P04)
foreigners

All values are percentages of the sample. Numlpepaientheses are frequencies.
Note: Table does not sum to 100 due to roundifegsf

Table 7.17 illustrates that there is a marked meeein the percentages of consumers
toward the strongly agree and agree response il @&am. Also, the highest
percentages of consumers were answAggdein each item (48.5%, 41.7%, 35.3% and
36.3%). Moreover, the weighted mean value of tlieses was 3.72, which indicates a
considerable positive response toward the cultupenoess. Consequently, the
similarity of the foreign marketing influence onblyan consumers in the three levels of
international exposure can be ascribed to the derable positive attitudes of

consumers who have not international exposure e openness to foreign cultures.

Here, the result that the non international expdsigan consumers have positive
attitudes toward the openness to the foreign est@ppears contradictory. However,
there are a number of barriers for Libyan consunter&xpose directly to foreign

culture (outside the Arab World). For example, &g foreign languages and travel
abroad outside the Arab World cost them much. Alsere are many difficulties to get

visa of some countries for Libyans.
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7.4.7. Consumers’ Attitudes towards the Foreign
Companies in Libyan Market

(Items in Appendix.4, II)

As the current research studies the marketing ipescof the foreign companies that
operate in Libyan market, it is needed to investighe consumer attitudes toward the
philosophy of such companies (Barksdale and Dardlei2; Gaski and Etzel, 1986;

Gaski, 2008). These attitudes were measured thréuidms to determine consumer

reactions to business policies and practices.

The answers to the items in Table 7.18 demonstrae respondents consider the
foreign companies in Libya place consumer satigfacbefore all other business
interests. More than 45% (13.8% + 31.4%) of allpoeglents agreed that business
operates on the philosophy that the consumer isyswight. Approximately 41%

(14.8% + 26.6%) of those responding agreed thatttike buyer beware" is the guiding
philosophy of most manufacturers, and 35.3% wemeenain. However, the mean of
the second item was less than the first one. 43B2#2% + 31.1%) of respondents
agreed with the idea that the foreign companiedoselshirk their responsibility to

consumers, while 47% (15.3% + 31.7%) thought thalstmcompanies are more
interested in making profits than in serving thesaamer. The interesting result is that a
majority of respondents (71.8%) agreed that adliogovernment regulations are

needed.

The level of uncertain response is relatively Highseveral of the items in Table 7.18.
This can be justified by that those items requikeewledge in terms of business
policies and activities which are generally beyahe direct experience of many
consumers. Therefore, the mean values were usédebi® percentages tvoid the

effect of uncertain response.
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Table 7.19: Consumers’ Attitudes toward Foreign Maketing Philosophy

Level of agreement on
5-point Likert scale (%)
Items in brief SA A N D SD Mean Std.D

Companies operate on the philosophy

“Let the buyer beware” is the guiding

philosophy of most foreign companies* 14.8 26.6 35.3 194 4 271 1.062
Most foreign companies seldom shirk

their responsibility to the consumer.  11.2 311 37 175 3.2 329 0.988

Companies are more interested in
making profits than consumers* 15.3 31.7 28 20.5 4.6 2.67 1.101

The government have to impose
restrictions on the marketing activities* 29.8 42 15.4 10.4 2.4 2.14 1.032

* Negatively worded with reverse scoring in mealtgkation
Note: percentages do not sum to 100 due to rounelifegts

It can be realised that the items that were neglgtiworded showed means less than
3.00, whereas the positively worded ones have medmes greater than 3.00. In
general, participants indicated remarked posititetudes toward the marketing
philosophy of the foreign companies in Libya. Thesult calls the discussion about
how Arabian consumers view the activities of glob@ainpanies. In this context, Stoher
(2009) concluded that Arabian consumers see theeseals a part of globalised world
and living at the crossroads where products froe East and the West meet. Also,
these consumers have become well-informed dueotzabmedia (i.e., satellite TV and

internet) which contributes to their acceptanctefglobal commerce (Marinov, 2007).

7.4.8. The Behavioural Aspects of Libyan
Consumers
(Items in Appendix.4, Ill: ato e)

The results presented in this section are relaieitie answering of the third research
guestion (Q3)to what extent do cultural and/or individual factormpact on Libyan
consumer perspectives toward foreign marketing gagnes In order to investigate
how Libyan consumers are influenced by marketinggmmmmes, the behavioural
aspects which embody specific patterns of consupedaviour were studied. They
consist of reliance on producer information, constm preferences, response to

advertising, risk taking and shopping behaviournyBeet al.,1997).
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7.4.8.1.Reliance on Producer Information
The two items based on MCQ and Likert 5-point fariisae Appendix.4) were used to

measure the consumers’ reliance on the informakiahproducer provides. Consumers
were asked whether they often rely on messagesnmmercials, salesperson, media
and personal friends when they purchase foreignehappliances. Also, consumers
were asked whether the information received frommumfecturer is helpful for the

decision that they have to make (Meyvis and Janiskie 2002).

Table 7.20: Relied Information Source across Markeng Influence

When purchasing home appliances, | often rely on

Commercials Salesperson Media Personal Friend: Total
n 60 89 41 615 805
% 7.5% 11.1% 5.1% 76.4% 100.0%

The helpfulness of information received from manufaturers

Level of agreement on 5-point Likert scale (%)

Iltems in brief SA A N D SD Mean Std.D
The information received

from manufacturers is 11.4 43.5 17.5 23.4 4.2 3.35 1.085
helpful for the purchase

decision

Note: some percentages do not sum to 100 due taliog effects

Top sub-table in Table 7.19 exhibits the percergagfe participants for each relied
information source. It can be realised that theomij of consumers (76.4%) rely on
their personal friends as an information sourcenfume appliances purchasing, whereas
11.1% of participants rely on information that sahen provide. Media (5.1%) and
commercials (7.5%) have quite low percentages. hesults can be attributed to the
fact that Libyan consumers tend to rely on infoiigrathat provide through direct and
interactive communication (personal friends andcesakn). This result supports the
effect of personal information source in the preepase information search stage of

buying process (Mattila and Wirtz, 2002).

The analysis of the consumers’ responses towardht#pfulness of information

received from manufacturers produced an interesgésglt. The sub-table appears next
in Table 7.19 shows that in spite of the promotigiormation have low percentages
(commercials 7.5% and media 5.1%), approximateBp 55 consumers consider that

the information received from manufacturers is hélpn their purchase decision
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(M=3.35, Std. D = 1.08p This result could be an indication that the hdlp
information does not guarantee the consumer’smediaMarketers must understand that
consumers are selectively looking for informatibattsuggests the product will deliver
desired benefits for them (Meyvis and JaniszewB2; Kotler, 2003), and they will
considered such information as helpful. Here, markehave to invest more effort,
efficiently, in personal information source (e.gVOM) through forming strong ties
with their customers, as customers in strong tigghtiprovide positive WOM about the
brand (Chung and Tsai, 2009).

As the current research aims to determine how coassiare influenced by marketing
according to their individual characteristics, tiedationships between each consumer
behavioural aspect and his/her characteristics iwasstigated. This investigation
contributes to answer the research question abeutpact’s extent of cultural and/or
individual factors on Libyan consumer perspectiviesvard foreign marketing
programmes. The individual characteristics whidah pharticipants were asked about are;
age, gender, marital status, level of educatiosupation, international exposure and
disposable income (Dawaat al., 1996, 1997; Armstrong and Kotler, 2008; Gaski,
2008). In order to currying out the cross-tabulatohi-Square test, the participants’
answers about the individual characteristics (I\Ylestions (see Appendix.1l) were
classified into two or more sub-categories. Sinylathe participants were also

categorised based on their relied information segi/).

This technique was conducted in the investigatibrithe relationships between the
individual characteristics and the other behavibaspects (the next four sections) with
using Chi-Square test. Some categories of the iohai¥v characteristics and/or
behavioural aspects weaggregatedn one segment through coding together. This was
because a category with very low frequency willduee cells that have expected count
less than 5 in the cross-tabulation, which affeet $ample in terms of approximating
the theoretical Chi-Square distribution (Burns &uoans, 2008).

The research examined subjects' use of variousuptomiformation sources as a
function of individual characteristics. Table 7. @@ws the Chi-Square test which was
conducted to determine whether there was an as®ocidbetween consumers’

individual characteristics and the relied informatisource in their home appliances

purchase.
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Non-significant relationships were present for dividual characteristics, while the
other 3 characteristics show a significant relafop with one or two relied information
sources. The level of education associated withrreé on commercial€hi-Square =
6.126, df = 1, p = .013)The type of consumer’s occupation or job hasgaicant
relationship with reliance on commerciaSh{-Square = 9.620, df = 3, p = .0223nd
on personal friendsQhi-Square = 9.044, df = 3, p = .029Table 7.20 also reveals a
significant association between the level of ingional exposure and reliance on
salespersonGhi-Square = 6.007, df = 2, p = .0p0and personal friend€hi-Square =
9.024, df =2, p = .01}

Table 7.21: Use of Information Sources, by Individal Characteristics

Chi-Square Tests

Chi-Square Value

Individual characteristics Commercials Salesperson Media Friends
Age 7.512 1.089 0.795 1.745
Gender 0.402 0.997 0.010 0.157
Marital Status 1.479 1.714 0.222 2.123
Level of Education 6.126* 0.760 1.590 2.316
Occupation (Work) 9.620* 6.664 3.061 9.044*
International Exposure 2.634 6.007* 2.490 9%024
Disposable Income 4.358 3.338 1.467 3.689

* The Chi-Square value is significant at .05 level

These results could be an indication that theee sgynificant relationship between the
factors relating to social class (education andupation; Peter and Olson, 2008) and
consumers reliance on commercials as an informasoarce in terms of home

appliances purchase. Also, the level of internati@xposure was significantly related
to the interactive information sources (salespeesuh friends). Further, the interesting
results were that there is no any significant retethip between Libyan consumers’
reliance on media as information source and thearacteristics. This might be an

indication that media information affects all thegments of consumer characteristics
similarly.



7.4.8.2.Shopping Behaviour of Libyan Consumers

The study of shopping behaviour in the context ohsumer behaviour research is
concerned with how consumer makes his/her choitdise store; it is not just number
of trips to the shop, customer purpose and amaqentgAckermana and Tellisb, 2001,
Vida and Dmtrovic, 2001; Puccinellet al., 2009). Therefore, four items (see
Appendix.4) were used to identify two types of ghiog behaviour based on their
loyalty; loyal customers to their seller and nogabcustomers (Weisbuddt al, 2000;

Mcim, 2001). Additionally, participants were askatout the importance — in their
purchase decision — of choosing the store compavittyg brand, which is embodies a

considerable aspect of shopping behaviour.

Table 7.21 exhibits the consumers’ responses totese items descriptively. The two
categories of customers (Loyal and Non-loyal) weeéermined based on the level of
agreement. Accordingly, the majority of consumérsase the store based on gathered
during previous purchasing (80.6%), also 86.5%hefrt prefer to buy from the store
that they know before. In contrast, more than 78&ansumers reported that they

prefer to go shop around to find different offenaf different sellers.

Although the latter result seems contradictoryirat Sight, it can be justified by that the
third item asked customers in the information deatage I(go around to find different
offerg, while the others were about the decisiboh{oose a store, | prefer to buy and
choosing branfl This is because consumers — in some cases -h@w aound to
eliminate or reject some choices from their dedis@lternatives, such as what
consumers often do in the internet shopping (Druck@01). In the other words, when
a consumer seeks to find different offers, it doesmean that he/she are not loyal to a
certain store. However, the weighted mean valuethefthree items were used to
categorise customers into two groups accordin@peo shopping behaviour (Loyal and
Non-loyal) (Weisbuclet al.,2000).
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Table 7.22: Loyal and Non-Loyal Customers

Types of shopper based on the level of agreement

Loyal Non-loyal

Items in brief SA A N D SD Total
I choose a store according 22.1 58.5 8.1 9.6 1.7 100
to previous purchasing. (178) (471) (65) (77) (14) (805)
| prefer to buy from the 34 52.5 6.5 6 1 100
store that | know before. (274) (423) (52) (48) (8) (805)
| prefer to go shop around 26 52.5 9.4 9.6 2.5 100
to find different offers* (209) (423) (76) (77) (20) (805)
ﬂ‘r‘)’;‘:‘;”n% tt;]r:rr]‘oc'r'fo Q;‘I’rzg 11.7 30.3 14.3 35.9 7.8 100

(94) (244) (115) (289) (63) (805)

store
* Negatively worded with reverse scoring in mealtgkation

All values are percentages of the sample. Numipepsiientheses are frequencies.
Note: Table does not sum to 100 due to roundiregptsf

In the consumers’ responses toward the last itet®% of consumers reported that
choosing brand is more important than choosingestotheir home appliance purchases,
whereas, 43.7% considered choosing store is moporiant. Here, the level of
agreement and disagreement wslightly balanced. Nevertheless, participants tended
to consider choosing store is more important thenkrand in their home appliances
purchase. However, this might call for the deb&ieua whether the retailer could be as

brand, and retailer image (Mcim, 2001).

In order to whether there was an association betweensumers’ individual
characteristics and the customers types basedeinstopping behaviour (Loyal and
Non-loyal), the Chi-Square test which was conductédevealed that there is no
significant relationship between the shopping b&hag and any one of individual

characteristics

7.4.8.3.Factors Influencing the Preferences of
Libyan Consumers
Consumers’ preferences were, firstly, measuredugiir@asking participants to select the

three most important choices when they buy homdames, from their point of view
(Pose, et al., 2002; Okechuku and Onyemah, 1999). These choieflects the
considerations in terms of the safety that the pecog@rovides, salesman’s advice, price,
brand name, latest model of product, country afior{Dwar and Parker, 1995; Dawar
et al.,1997).
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Table 7.23: The Criteria for Choosing Foreign HomeAppliances

The 3-choice groups that have the highest percentag

The most three important Frequency Percent
Product safety in using/ Brand name/ The latestiyzd 96 11.9
Product safety in using/ The best price/ The Igtestiuct 87 10.8
Product safety in using/ The best price/ Countrgrigin 78 9.7
Other 33 different choices 544 67.6
Total 805 100

The consideration that consumers ranked it as the ast important ones

The considerations Frequency Percent
The safety in using that product provides 535 66.5
| search for the best price for me 156 19.4
| search for a certain brand name 55 6.8
| depend on the salesman’s advice 33 4.1
| search for the latest product 15 19
| search for a certain country of origin 11 1.4
Total 805 100

The top sub-table in Table 7.22 shows the 3-chgroeps that have the highest three
percentages according to consumers’ answers. Tueigrsafety choice was ranked the
most important one in the three groups. Moreover,sub-table appears next illustrates
that 66.5% of participants ranked the choice tife”safety in using that product
provide$ as the most important objects that they considetheir home appliances
purchase. This result can be attributed to thereaifiselected products in this research
(televisions, refrigerator and air-conditioner),casmsumers go through a risk-reduction
process in reaching a purchase decision. Alsostipports the emergence of the safety-
conscious consumer segment across the w(Bid Tse, 1999; XL and Heiden
Association, 2003)The second important consideration was the chdi¢¢ search for
the best price for niewith 19.4%. This importance of price implies twetslightly low
level of consumers’ purchase power, as Table 7el@als that more than 87% of
participants estimated the cost of home appliaie@sore than 50% of their monthly
incomes. This result supports the finding of Vakspoulou, Siomkos and Mylonakis’
(2006) study on Muslim consumers in Greece, as foegd that seeking for the best
price is a key criterion in selecting and buyingm®o appliances. However, new
consumers, generally speaking, tend to be seekdoyio prices (David and Bridger,
2001).
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Further, as the home appliances are slightly higted (see Table 7.10), and have a
high level of quality uncertainty, consumers tenduse signals for this (Dawar and
Parker, 1994). Four items on 5-point Likert scakravused to investigate consumers’
use of brand, price, the physical appearance amddfailer reputation as signals of
home appliances quality. Table 7.23 reports thpamses to the four items through
means. Brand was the highest scave=3.91), followed by price M = 3.21) and the
retailer reputationN] = 3.20). The three score were, generally, significaiitX 3.00)
which indicate that brand, price and the retaigputation are important as signals of
home appliances’ quality. In contrast, participastiewed that the physical appearance

is not important in quality evaluatioM(= 2.61).

Table 7.24: Means and Standard Deviation of Signdlse

Items in brief Mean Std. Deviation
| use Brand name as a signal of quality for purcftaome appliances 3.91 0.960
| use Price as a signal of quality for purchasiomb appliances 3.21 1.218
| use the Physical Appearance as a signal of gualit 2.61 1.149
| use the Retailer Reputation as a signal of quédit home appliances 3.20 1.188

However, this supports the last results (see Tal@R), as salesman’s advice, price and
brand as considerations in home appliances purcivase most important than the
latest model of products. Moreover, it might beeresting that the general rank of these
signals from Libyan consumers’ point of view is Banwith the consumers in USA, as
Dawar and Parker (1994) demonstrated that the toeard signals were ranked highest,
whereas the retailer reputation ones were lowedd, the mean price signals were
ranked between them. This, however, might superidea that consumers across the
world, even in the Arab World, have become moréalised in terms of their buying

behaviour.

Because of this research investigates the behali@spects of consumers from the
same cultural context (Libya), it requires testiogindividual differences in signal use.
28 ANOVA tests were conducted to investigate tHeatfof characteristics on signals
use. Most tests (82%) revealed no meaningful diffees in signal use across individual
characteristicsp( > .05. However, ANOVA showed significant effectp € .05 of
gender(F (1,804) = 5.697, education levelK (4, 801) = 4.35%and occupationH (3,

802) = 2.852 on price use. In physical appearance use, onigan level has effect
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(F (4, 801) = 2.50%» Also, only the ageH (3, 802) = 2.50% has effect on retailer

reputation use.

In spite of the statistically significance of somiéferences, these results could be an
indication that the individual characteristics, gelly, did not play a significant role in
Libyan consumer’s use of these signals. Conseqguemiih respect to all participants
have the same cultural background (Libyan/Arabtaan be said that the use of brand
name, price, physical appearance and retailer agpotas signals of home appliances
quality are likely to be driven by cultural factmore than the individual one. However,
the nature of product category selected in thisaesh (home appliances) might also
affect the usage of quality signals, as this prodiategory is not quite personal

products like clothes and jewellery.

Libyan consumers’ preferences for the foreign hoampliances were, secondly,
investigated through three factors. Participanteevesked about the country image, the
ethno-national identity and the openness to foreigiture (Sharmeaet al., 1994;
Lundstromet al., 1998). In country image, consumers were asked fxmch country
they believe the white goods have a high degreteatfnological and prestigious, and

from which country they prefer to buy.

Generally, Table 7.24 exhibits that a majority @pondents in all three items reported
three countries, as the other countries have & dput percentages. The results in the
table below reveal that Japan has a good imagé&jyah consumers’ preferences. This
is because 37% of participants reported that hopmpdiaances made in Japan show a
high degree of technological innovation, and 38.824¢hem prefer to buyMade in
Japan’s home appliances. This result is supported by tleeipus analysis in Table
7.10, as the most five preferred brands in homdiappes purchases included three

Japanese brands.
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Table 7.25: The Country Image of Foreign Home Appénces

Appliances made in the following countries show aigh technological degree %
Japan 37.5
USA 25.7
Italy 25.1
Other 13 different countries 11.7

Appliances made in the following countries are pragjious

USA 45.7
Italy 29.7
Japan 12.2
Other 15 different countries 12.4

| prefer to buy the appliances made in these counis

Japan 38.3
Italy 28.8
USA 22.6
Other 14 different countries 10.3

Regarding to the country that Libyan consumers idenst produces prestigious home
appliances, 45% of consumers believe that whitedgaoade in USA are prestigious.
However, Libyan consumers have long memories Wtde in USA products and
they consider them are assumed to be high-quali§ & FCS, 2006). Accordantly,
they consideMade in USAas prestigious, because prestige is often deriaetydrom

the technical superiority and high quality (Vigner@nd Johnson, 1999).

The interesting result produced, here, is that rigority (approximately 80%) of
consumers who reported thaflade in USA’s products are high technological,
prestigious and we prefer to buy thevaere 18-37 years old. This age segment does not
have a sufficient experience with USA productsfaaigolitical reasons, USA products
stopped entering Libya in the early 1980’s and hbeen just allowed to re-enter
Libyan market in 2006 (Metz 1987; The World FacoB@007). Although the country
image has an influencing role on product evaluatitven consumers become familiar
with the country’s products (Lundstroet al., 1998), this finding suggests that the
country image could be built in consumer’s mindiriadtly without such familiarity.
Here, it can be said that the information througingmitting mechanisms (e.g., mass
media) might be more influencing than the informatabout a country which can be
obtained via direct contact with the country (Balaiset al.,2002).
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In order to gain in sight into the differences bedw the consumers segments based on
their individual characteristics, a comparison lesw the mean values of the ethno-
national identity and the openness to foreign cal{Sharmaet al., 1994; Lundstronet

al., 1998), and characteristics was conducted. Forctirestructs that had multiple
indicators, a grand mean was taken. A one way ANGN&s employed to examine
these differences and the results are presentEabile 7.25.

ANOVA table shows that the effect of individual cheteristics on consumers’ ethno-
national identity was not significant overall,@s 0.050f all F values. In the openness
to foreign culture, there were significant effedf gender, level of education and

international exposure where theirvalues were g < 0.05

Table 7.26: Consumers’ Preferences on the Individu&haracteristics (ANOVA)

ANOVA

Ethno-national identity Openness to foreign culture
Individual characteristics F Sig F Sig
Age 1.963 0.118 0.720 0.540
Gender 0.870 0.351 9.734* 0.002
Marital Status 1.916 0.148 0.861 0.423
Level of Education 2.050 0.086 5.052* 0.001
Occupation (Work) 1.482 0.218 0.731 0.534
International Exposure 0.204 0.816 11.189* 0.000
Disposable Income 0.833 0.504 0.522 0.720

* The mean difference is significant at .05 level

In gender differences analysis, the male resposdeete more open to foreign culture,
because the mean of their responsés:(3.80) was greater than the females’ o=
3.62. This can be ascribed to the nature of Libyaniedpcwhich tends to be a
masculine society (Metz, 1987). Furthermore, as MAdQ@eveals the effect of level of
education on openness to foreign cultyrest hoctest was conducted. It indicates that
the means for university and postgraduate levalsndt differ significantly, but both
differed significantly from the mean of primary ahajh school levels. This suggests
that possession of a high degree is an importatdrfan the openness to foreign culture,

but it does not matter which high degree consurnesgsses.
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In the analysis of international exposure, post hest revealed that the means for
consumers who have lovi(= 3.77) and high M = 3.97) international exposure did
not differ significantly, while both differed sidigantly from the mean of those who
have not international exposur# (= 3.50). This result is quite reasonable, as the
participants who are internationally exposed, ndtenavhich exposure level, supposed

to be more open to foreign cultures (Dawaal.,1997).

7.4.8.4.Perceived Risk and Risk Taking Behaviour

The perceived risk embodies the uncertainty thatsemers face in their purchase
decision about meeting their needs and desireghwkia significant tool in consumer

behaviour research (Staffort al., 2005; Veloutsou and Bian, 2008). The risk was
measured through the six items (see Appendix.4g.ddnsumers were asked about the

financial, performance, physical and social rigdspectively (Soares, 2004).

Table 7.27: Mean Scores for Perceived Risk Measures

The type of risk  Items in brief Mean Std. Deviation

Financial The purchase will lead to a financial loss* 3.65 oar

The purchase would not meet my expectations ba\sed3 s

on the amount of money required to pay for it* 1.068
Performance An unfamiliar product would function poorly* 3.44 .0b4
Product would not meet your needs and desires* 234 1.075
Physical Product would not be safe or would be harmful* 3.40 1.081
Social Purchase will make others think less highly of you 2.96 1.865

The weighted mean of the overall perceived rigk 3.40

* Perceived Risk (Mean > 3.00)

Table 7.26 shows a remarked perceived risk in génehere the weighted mean score
were greater than 3.00 out of 5.00. This is cowddchused to the nature of selected
products, as the perceived risk is a function & tdchnology and innovation level of
products (Hirunyawipada and Zolfagharian, 2005)e Tiighest mean score were the
financial risk items ¢ = 3.65, M = 3.5§. However, this can be justified by that the
prices of the selected home appliance in this rekewere slightly high in Libyan
market. Also, Libyan consumers revealed — in thevipus analysis — a notable
carefulness toward price, as 71% of participarpened that the home appliances cost
them approximately a half of their monthly inconfese Table 7.10). Furthermore, the
most price-related items produce low values of rmgaee Table 7.13) and consumer

ranked ‘search for the best pritas one of the most important considerations @&irth
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home appliances purchases (Table 7.22). Howeveheinnternational marketing, the
pricing issues have attracted more intention iremégears from both consumers and

companies (Kotler and Caslione, 2009).

Table 7.26 reveal that Libyan consumers have a nieabke perception toward the
physical risk M = 3.40). Also, as shown in Table 7.22, Libyan consumenssiered

choosing a safe product is the most important rasite in their home appliances
purchases. However, Arabian consumers appear diffan terms of the perceived
physical risk across the Arab World countries. &mmples, Souiden (2000) found that
consumers in Morocco, Tunisia, Oman and the UAE gaglatively strong interest to

the products safety (vehicles) more than consumesaudi Arabia and Kuwait.

The social risk was at the lowest level of percaptfM = 2.96). This can be, also,
attributed to the nature of the selected produass,the home appliances are less
personally involved and, therefore, they could affect negatively perception of
individuals toward each other. Further, some stithethe Arabic World indicated that
consumers tend to emulate with Western lifestylehigir leisure products purchases
(Assad, 2007).

Because of this research aims to gain in sight ih® differences between the
consumers segments based on their characteriSicbefg and Engelberg, 2005;
Veloutsou and Bian, 2008), the crucial question rttesrefore be which extent the
individual characteristics could explain the vadanof perceived risk. Therefore, a
comparison between the mean values of the percensdd and the individual

characteristics was conducted (Soares, 2004).

A one way ANOVA was employed to examine these diffiees and the results are
presented in Table 7.27. It is notable to mentioat this research does not seek to
predictthe scores of perceived risk based on consumbesacteristics. Rather, it aims
to identify if their significant differences in cemmers’ perceived risk which can be
explained by their characteristics. Hence, the iplelliner regression test was not

applied.
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Table 7.28: Perceived Risk on the Individual Charateristics (ANOVA)

ANOVA
Financial. R Performance. R Physical. R Social. R
Individual
characteristics F Sig F Sig F Sig F Sig
Age 0.880 0.451 1.225 0.299 0.692 0.5b7 1.284 D0.27
Gender 0.004 0.951 1.536 0.216 1.010 0.315 0.970.3250
Marital Status 0.665 0.515% 1.127 0.325 3.144* 0.040.772 0.463

Level of Education| 0.941 0.439 0475 0.7%4 0.934 .444 | 0.488 0.745
Occupation (Work)| 0.884 0.449 0.262 0.8%53 0.791 7705 1.395 0.214

International 3.462* 0.032| 2432 0.08§ 1.025 0.339 0.380 0.684
Exposure

Disposable Income| 2.543* 0.038 1.602 0.1f2 2.721*029 | 3.032* 0.017

* The mean difference is significant at .05 level

ANOVA table shows that the effect of individual cheteristics on perceived
Performance. R was not significant overall,pas 0.05 of all F values. In perceived
Physical. R, there was a significant effect of narstatus £=3.144, P < 0.0%.
Married participants showed the highest perceivegsigal. R W1 = 3.53). Post hoc test
indicates that the mean of married consumers d#fgnificantly from the mean of
singles. This is can be explained by the fact fimathe Libyan society, the marriage is
more a family than a personal affair and a civihttact, where husband and wife
themselves responsible to the other family memfdetz, 1987). Therefore, they are

more concerned about product safety or harmfulgfay R).

The international exposure showed a significarda@fbn Financial. RR=3.462, P <
0.095. The consumers who have high international exmosweport the highest
perception for Financial. R = 3.92). Post hoc test revealed that the mean for high
international exposure differ significantly frometmeans of no and low international
exposure, but there was not significant differebeaveen the means of the two latter
ones. This result could be an indication that thghllg international exposed
participants are more knowledgeable about the ipescbf foreign companies in terms
of reducing the material quality of the exporteddurcts to the Third World in aiming
to satisfy its conditions (Ghemawat and Thomas,8200herefore, they are more
mindful toward the amount of money that they ththke home appliances in Libyan
market deserve it.



The disposable income characteristic has a sigmifieffect on the three types of
perceived risk. In the financial risk, the partmipps who has the lowest disposable
income (home appliances cost is 75% up to over 1@d%heir monthly income)
showed the lowest perception of the financial 8k = 3.67). However, this can be
justified by that the lowest disposable income esiwconsumer to buy a cheapest
product in the store, regardless of his/her expectaabout whether this product will
meet the amount of money or not. Regarding to thesipal risk, post hoc test revealed
that the only significant difference was betweem iteans of the two highest segments
of disposable incomes (home appliances cost is 3%-2nd 26%-50% of their monthly
income), whereas there was not significant diffeesbetween the means of the other

segments.

ANOVA also shows a significant effect of disposableome on the perceived social
risk. However, as the Arabic culture is collectipeople often appreciate individuals
who stand out, and do not do anything to cause snenelse public embarrassment
(Hofstede, 2001; Assad, 2007). The highest meamevd = 3.61), which reflects the
level of perception, was produced from the middégmsent's responses (home
appliances cost is 51%-75% of their monthly incantégre, people in this level of
income are more concerned about social embarrasstparchase will make others
think less highly of ydu This is because they try to keep themselves so@al level

which equal to the highest income levels and, englime time, above the lowest ones.

7.4.8.5.Consumers’ Response toward Advertising
Advertising evaluation was assessed by MCQ queswidh an open choice. The

provided ones were; unpleasant/pleasant and umexeiciting (Edell and Burke,
1987; Holbrook and Batra, 1987; Teagal., 2007). Table 7.28 shows that 47.5 % of
consumers considered the foreign advertisementgeasant and 7.5 % considered it as
exciting. The participants who reported that theyld not provide a consideration
about, and the advertising is not persuasive warge gow percentage (7.6%).
Generally, it can be said that Libyan consumerlapositive disposition to watch the
foreign advertising. Therefore, well-developed atlsang can influence their buying

behaviour successfully (Levitt, 1993).
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Table 7.29: Libyan Consumers’ Considerations towardroreign Advertisements

How do Libyan consumers consider advertisements %
Pleasant 47.5
Unexciting 25.8
Unpleasant 11.6
Exciting 7.5
No Consideration* 5.2
Not Persuasive* 24
Total 100

* Aggregated from the participants’ responses t® tfpen option

In the investigation of the advertising effect e tonsumer behavioural response, four
items derived from AIDA model (see section.3.3.3\¢re used to reveal the
consumer’s response toward advertising (VakratsasAanbler, 1999; Strong, 1925,
cited in Kotler, 2003:568). This model is often diseith the marketing mix to explain
the consumer behavioural process toward the promatiimuli (Kotler, 2003; Aryal,
2005).

Similarly to the determination of the marketing lugihce (see Table 7.12), the
advertising effect was measured through the me&able 7.29 illustrates that the
foreign advertising has a moderate role in mothgtbuying behaviourM = 3.16).

However, the strength of advertising influence wasied to the different response

stages.
Table 7.30: Means and Standard Deviation of the Adbdrtising Effect

AIDA Items in brief Mean Std. Deviation
Awareness  Most advertising attracts my attention 3.00 1.213
Interest When | see products, ad images appear in my mind *  3.40 1.153
Desire | do not plan to buy until | read or watch ads abjou 3.26 1.224
Action | have been exposed to ads about my purchasedqisodu 2.98 1.167
The weighted mean of AIDA’s components 3.16

* Moderate Advertising Effect (4.00Mean > 3.00)

The analysis demonstrated that the lowest advagtisifect was in driving consumer to
take the purchase decisiav € 2.98). This indicates that the foreign advertising coul
not motivate Libyan consumer sufficiently to take fpurchase action. This result can

be attributed to various circumstances surroundmgsumers, such as the high prices
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or the lack in their purchase power which mightcbesidered as barriers for purchase
action. Also, foreign advertising attraction hag smnificant influence on Libyan
consumers Nl = 3.00. This result can be explained by the past restiéble 7.12
showed remarkable negative consumers’ sentimenartbvioreign advertising and
Table 7.28 revealed that 25.8% of participants icemsdoreign advertising unexciting.
Clearly, designing and launching an effective atingrin the Arab World is not an
easy task for international companies. Some relaarthis region (e.g., Michell and
Al-Mossawi, 1999; Souiden, 2000; Fanhal.,2002) has indicated that the international
marketers should well-understand cultural sensigisiand Islamic religion’s effects

in relation to effective advertising in the Arab YMbcountries.

In contrast, the highest effect was in the stagattoficting consumer interedt = 3.40).
The latter result can be explained by that the woms interest was centred on the
advertising content, which is the home applianessthe consumers’ response toward
them was the highest one (see product-related itefiable 7.12).

The consumer’s feelings and emotions have an itigeaeffect with his/her cognition
for advertising message (Vakratsas and Ambler, 1998re, as the first impression
about the advertisement often induces these ensottbe designing of advertisement
copy may affect consumers’ responses (Teingl., 2007). Therefore, it is necessary to
investigate the relationship between consumerssidenation about the advertising and
its effect on them. ANOVA analysis was carried tmutlemonstrate differences between
consumers’ considerations on the consumers’ reggaiosvard advertising (Burns and
Burns, 2008). It is important to mention, heref tiw correlation test is not appropriate,
as it requires determiningertain advertisements, whereas this research investigates

generally, the consumers’ responses toward thégfoeedverting activity.

Table 7.30 exhibits the means differences analg§iconsumers’ responses using
ANOVA test. From the top sub-table, it can be retisgd that there is considerable
differences between the means of consumers’ respadnsthe six considerations. It is
not surprising that the consumers who reported thatadvertisements are existing
showed the highest advertising effemt € 3.4833, Std. D = 0.763)2In the main
ANOVA sub-table appears next, the effect of the eamtising consideration was
significant overall E (5, 799) = 15.134, p<.001 These results could be an indication

that the advertising context can generate, ancceda consumer’s overall responses, as
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how consumers view the advertisements may not belyriggered very quickly, but

may also affect subsequent processing (Tedrad.,2007).

Table 7.31: Consumers’ Considerations on the Adveding Effect (ANOVA)

Descriptive

The consumers’ responses toward advertising on AIDA

95% Confidence
Interval for Mean
N Mean Std.D  Std.E Lower B | UpperB Min Max

Pleasant 383 3.3610 .75744 .03870 3.2849 3.4371 15 5.0
Unpleasant 93 3.0296 .91177  .09455 2.8418  3.2173 1.0 5.0
Exciting 60 3.4833 .76312 .09852 3.2862 3.6805 1.5 5.0
Unexciting 208 2.8498 .84804 .05880 2.7338 2.9657 1.0 5.0
No Consideration 42 29643 .96836  .14942 2.6625  3.2660 1.0 5.0
Not Persuasive 19 2.6184 .94784 .21745 2.1616 3.0753 1.0 4.8
Total 805 3.1615 .85228 .03004 3.1025 3.2205 1.0 5.0
ANOVA

The consumers’ responses toward advertising on AIDA

Sum of Squares df  Means Square F Sig*
Between Groups 50.523 5 10.105 15.134 .000
Within Groups 533.483 799 .668
Total 584.006 804

* The mean difference is significant at .05 level

Further, thepost hoctest was conducted to identify where significaifitedences lie
among the six considerations. The analysis showatl the means for pleasant and
exciting did not differ significantly, bout bothftéred significantly from the mean of
the rest (the other 5 considerations). Moreovest poc indicates that the means for no
consideration and not persuasive both did not diignificantly from the mean of
unpleasant and unexciting. This suggests that vehennsumer views advertising as
exciting or pleasant, it embodies an importantdaat the adverting effectiveness on

consumer behaviour.

As this research aims to investigate the buyingbielur of Libyan consumers and how
are they influenced by their individual charactiécss Chi-Square was carried out to
investigate the relationships between the advedigffect and these characteristics.

The cross-tabulation Chi-Square values are pregémf{€able 7.31.
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Table 7.32: The Relationships between the Advertisg Effect and the Individual

Characteristics
Chi-Square Tests

Individual characteristics Chi-Square Value df Sig % variation*
Age 19.353* 6 0.004 0.000
Gender 1.437 2 0.487 0.237
Marital Status 6.629 4 0.157 0.025
Level of Education 18.521* 8 0.018 0.000
Occupation (Work) 24.102* 12 0.020 0.000
International Exposure 14.647* 4 0.005 0.000
Disposable Income 15.871* 8 0.044 0.002

* The effect of (Sig) squared which embodies tiptaened variance by individual characteristic

Significant relationships were presented for 5 vidlial characteristics. Only the
gender Chi-Square = 1.437, df = 2, p = .48and marital statusChi-Square = 6.629,
df = 4, p = .157 did not show significant ones. Consequently, éh@re associations
between the 5 individual characteristics of Libyamsumers (marked in Table 7.31)
and the advertising effect on them, whereas tleemn®i between the gender and marital
status. However, the home appliances advertisitenafse appeals in home or family
atmosphere, as the home appliances purchase gqressaagpto be made with some other
individual in mind (Kotler, 2003). This can expldime latter result, because, generally,
there is no gender or marital status focus in thadr appliances advertising in Libyan

market.

The significant relationships above suggests tmatiawer education, and the younger
age segment of participants showed the highestésing effect M = 3.63 M = 3.30).
Advertising literature has referred that the age education levels can be considered as
determinants of the advertising effect (Smith, 1998th et al., 2007), as there is a
relationship between educational attainment andctresumer’s ability to understand
the advertising message (Meleveadral.,2009).

Further, the higher international exposure tengrtmuce a high advertising effedl (

= 3.24). The familiarity of consumers who has a high rinégional exposure with the
foreign advertising could explain the latter res@liso, as the occupation could imply
to the lifestyle (Armstron and Kotler, 2008), itrche said that the lifestyle play an
important role in advertising effect. In the rete$hip between the disposable income

and advertising effect, the middle segment (hon@iapces cost is 51%-75% of their
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monthly income) showed the highest advertising atffeHowever, managers
interviewed mentioned that they try to focus onsteegment as they think that it

embodies the majority of Libyan population.

7.5. Model Development: Behavioural Aspects and
Buying Behaviour
The results presented in this section are relaietthé answering of the last research

guestion (Q4)what are the key cultural and/or individual factdfst should be taken
as significant variables in understanding the impa¢ marketing programmes for
Libyan consumersAs mentioned in chapter 1 (see section 1.3), iésgarch aims to
build a model for buying behaviour of Libyan consmtoward the foreign marketing
programme of home appliances in Libyan market. Duiging behaviour is measured
through the consumer’s response to the foreign etigmd mix. The conceptual
framework (see Figure 5.8, Chapter 5) depicts #search hypotheses — via research

questions — about the relationships between vasabl

The previous sections, in this chapter, presenter @nalysis and results of the
relationships between (1) the degree of standdroiisand consumer buying behaviour
toward the foreign marketing programme (using Gtassilation test) (2) the marketing
influence on consumers and the international exgo$NOVA) (3) the individual
characteristics and the behavioural aspects (Grared. However, to obtain a full
investigation of the research framework, the retathip between buying behaviour
toward the marketing programme (4P’s) and behasioaspects should be identified.
This relationship needs to be examined in a priegictvay to confirm theoretical
predictions, testing whether a specified set ofstaets has influence on the other.
Confirmatory Factor Analysis (CFA) provides suclkhieique. CFA, which plays an
important role in SEM, can confirm that the facstructure or model is robust (Burns
and Burns, 2008).

SEM has received a growing interest in the recaarkating literature (e.g., Alashban
al., 2002), because it allows researchers — especmalighavioural theories — to test the
derived models and behavioural theories with madega (e.g., Joreskog and S6rbom,
1982; Larocheet al., 1996; Bagozzi, 1994; Mourali, 2001; Jarve al., 2003;
Chintaguntaet al., 2006; D’Esopo and Almquist, 2007; Nguyest al., 2008).

Nevertheless, in the behavioural research, resegehie not able to observe causation
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(a force from cause to effect) like experimentaleaach. Rather, they just observe the
fact that two factors (in this research; behavibaspects and consumer’s response) co-
vary and time sequence. In this context, co-vagnisndication of a possible existence
of a causal relationship, in one direction or tlibeo and the time sequence is the
occurrence of the first factor generally followey the occurrence of the second one.
Accordingly, such observation can be an indicafmmthe first variable being a cause
of the second, but not the other way round (Blu2€i98; Garson, 2009).

Before going further in the SEM analysis, it is @sgary to refer to the measurement
model specification which was discussed in chaptésee section 5.6.3). As mentioned
earlier, the measurement model of this currentareseés constructs is Reflective First-

order, Formative Second-order (Type Il in Jamisal., 2003: 205), because they are

multidimensional composite constructs of non-caydimt influences (see Figure 5.9).

The first construct is the consumer’s response itdwaarketing programme (4P’s). It
consists of four different types of non-contingerftuence; Product, Price, Promotion
and Distribution (Gaski and Etzel 1986, 2005; Ga&B08) which is measured by
reflective indicators (the items in questionnaif)e second construct is the consumer
behavioural aspects. In the context of the intésnat marketing research, this
construct consists of six different patterns (FdiveaSecond-order); ethno-national
identity, openness to foreign culture, signals widpict quality, shopping behaviour,
advertising effect and perceived risk (Dawar antké&a 1994; Dawaet al., 1996a,
1996b, 1997; Lundstrorat al.,1998; Okechuku and Onyemah, 1999; Weisheical,
2000; Soares, 2004), which are measured by refeedtidicators (Reflective First-

order).

In coming sections of this chapter, SEM/CFA is amtdd in order to investigate the
relationships between each four different influermfe the marketing programme
(Product, Price, Promotion and Distribution) ande tBix different patterns of
behavioural aspects (ethno-national identity, opsanto foreign culture, signals of
product quality, shopping behaviour, advertisinigefand perceived risk) individually.
The investigation of these relationships, which iar@ne dimension of the construct
(Formative Second-order), fall into six sub-modélgjure 7.12 shows an example of
these six models between the Perceived Risk anmhflnences of the four Ps. Further,

to obtain such sub-model, it requires running th&wation estimating process four
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times (for each P). Accordingly, the whole modethe behavioural aspects (6 aspects)
and the response to the marketing programme (resptm the 4P’s) requires 24

calculation estimating process. In this section)y the results and graphs of the
significant sub-models are addressed. The latenablas shown as ellipses, the

indicators as rectangles and the circles as therfother than latent variables affect
the result of measurement; which are estimatedrser®he double-headed arrow

between the latent variables depicts the possiblesal effect (covariance). In this

context, covariance indicates that the possibititya correlation between the latent

variables as consequences (Blunch, 2008). The arcownecting a latent variable with

its indicators show the causal links. Here, becahsevariation in the consumer’s

response on the scale would be mirrored in vanatio its indicators, the arrows points

from the latent variables towards its indicators.

Figure.7.8: An Example of CFA Path Diagram

The Relationships between Perceived Risk and Infliee of the 4P’s

1

@ 1

1

@ 1
:

:

The relationship between behavioural aspects ansurner’s response to the marketing
programme is analysed to evaluate the researchthiwg®s using the computer

programme AMOS.18 (Analysis of Moment Structuré)sIworthy to mention that the

objective here is to contribute to develop a mad&lonsumer buying behaviour toward

the foreign home appliances marketing programmekibga. This can be obtained

20¢



through investigating the causal relationship betwebehavioural aspects and
consumer’s response, and comparing the directtedfed relative importance of these
variables’ components. To achieve this, the sulaibjes can be restated in
consideration of the use of SEM:

1. To establish the variables (Behavioural Aspectiuémcing buying behaviour
of Libyan consumer toward foreign marketing prognaes (4P’s) in home
appliances purchases.

2. To identify the extent to which these variablegtdes and constructs influence
buying behaviour.

3. To compare the relative importance of factors asmstructs influencing buying

behaviour of Libyan consumer in home applianceshmases.

In this context, SEM provides a ready means ofresttng and testing the theoretical
structures with the relationships between them thed measures. It seeks to explain
the structure or pattern among a set of latenalbées, factors and constructs, which are
measured by manifest indicators (Blunch, 2008)threr words, SEM investigates the
systematic effects of theoretical (non-hypothegisddctors on hypothesised
relationships, and compares hierarchically reldtesbretical structure with the ability
to take measurement error into account (MacKerZ2001). Further, it provides better
model visualisation through its graphical modellingerface (MacKenzie, 2001,
McDonald and Ho, 2002; Garson, 2009). Thus, SEMyaisawas undertaken as a

statistical methodology,

Generally, the process consists of two main padaditions); the first one is to ensure
that the measurement model describes the connsdiiemveen the latent variables and
their manifest indicators. Secondly, the structurabdel, which describes the
connections among the key latent variables (bukiglgaviour and behavioural aspects)
(Jarviset al.,2003). However, in the current analysis, the cphead framework of this
research is used in the examination above. Thimdweork is derived from the
consumer buying behaviour models in the marketiegature (Jain, 1989; Hawkiret

al., 1998; Kotler 2003; Lekakos and Giaglis 2004; Vieathan and Dickson, 2007).
Also, the reliability and validity of its constriecand measurements were examined (see
Chapter 6, section 6.2.5.2 and Appendix.4).
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Table 7.32 shows the latent variables, their corapt;mand the indicators (items) of
each indicator. The latent variables were measbyedummated Likert scales of its
items in the questionnaire. The internal consiste(&lpha was used to test the
reliability of these constructs (Nunnally and Beemns, 1994; Burns and Burns, 2008).

The Alpha values are shown in Appendix.4.

Table 7.33: The Latent Variable Indicators

Key Constructs  Label in graph Construct's Componens Indicator/Scale
) R.Product Response to Product 5 items 5-point
Buying ) ) ) )
. R.Price Response to Price 5 items 5-point
Behaviour to
ap’ R.Promo Response to Promotion 5 items 5-point
s
R.Place Response to Distribution 5 items 5-point
Sig.of.Qual Signals of quality 4 item 5-point
Pre.Risk Perceived Risk 6 item 5-point
Behavioural Eth.N Ethno-national Identity 3 items 5-point
Aspects Cul.Open Openness to Foreign Culture 4 items 5tpoin
Ad.Effect Ad effect on the behavioural response tets 5-point
Sho.Behaviour Aspects of Shopping Behaviour 4 itérpwint

7.5.2. Model Estimations and Evaluation
As mentioned previously and shown in Figure.5.@ type of current measurement

model is Reflective L Order and Formative"2Order. Therefore, the investigation of
these relationships, which are in one dimensiothefconstruct (Formative Second-
order), fall into six sub-models. Namely, each eoner's behavioural aspect (e.g.,
Perceived Risk, see Table 7.12) was tested via SEMAwith the consumer’s response
toward the four components of marketing programmthwreflect his/her buying

behaviour. In this section, the estimations andluateon for each sub-model are

presented.

The behavioural aspects and buying behaviour mea@el estimated by SEM using
latent constructs in (see Table 7.32). The goodtfii-models (shown in the panels of
Appendix.7) depict the hypothesised causal strastlifhe sub-models were evaluated
by measures of fit provided by AMOS. In the modedlaation, there is no ideal way to
present the fit indices. However, some authorsmeaend reporting chi-square (CMIN),
goodness-of-fit index (GFIl), adjusted goodnessioiiatlex (AGFI), root mean square
residuals (RMR) and root mean square error of apmation (RMSEA) (Bredahl,
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2001; McDonald and Ho, 2002; Garson, 2009). Regagrth CMIN, as the model chi-

square is so conservative, this test may be misiga@e., in the case of complex
model and/or large sample). Accordingly, a sigific chi-square is not a reason by
itself to modify the model and, therefore, a moch be accepted (good-fit) if other

model fit measures support the model (Garson, 2009)

This set of goodness-of-fit measures are basedttorgfthe model to sample moments
using comparing the observed covariance matrikeécone estimated on the assumption
that the model being tested is true (Blunch, 2088ye, model good-fit evaluation is so
critical. It determines if the model being testémdd be accepted or rejected. These
tests do not demonstrate that particular pathsimitte model are significant. However

significant path coefficients in poor fit modelgarot meaningful (Garson, 2009).

Table 7.33 reveals the recommended measures gtlite for goodness-of-fit. All the

other indicators’ results are listed in AppendiXis notable from the table that the
Response to Price is not listed. This is becausk €6t of the Response to Price and
the Behavioural Aspect did not generate any gobdifidel. Also, it can be noted that
the Shopping Behaviour aspect produced acceptectlsgdood-fit) with the three

responses toward the marketing programme. Howelier,absence of a significant
relation between the other latent variables (Respaim Price and the Behavioural
Aspects) imply to the independency nature of coressimesponses towards the foreign
pricing decisions from the effect of behaviourapexds. Presumably, this raises the
question of whether the cultural context can cbote to our understanding of Libyan

consumer buying behaviour towards the foreign pgaecisions.
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Table 7.34: Model Fit Summary

Response to Product and Behavioural Aspects*

Behavioural Aspects CIMN RMR GFlI AGFI RMSEA
Ethno-national Identity 0.000 0.05 0.980 0.962 0.05
Shopping Behaviour 0.00 0.05 0.978 0.961 0.04

Response to Promotion and Behavioural Aspects*

Behavioural Aspects CIMN RMR GFlI AGFI RMSEA

Signals of Quality 0.000 0.05 0.983 0.971 0.04
Ethno-national Identity 0.007 0.04 0.988 0.978 0.03
Shopping Behaviour 0.002 0.04 0.985 0.975 0.03

Response to Distribution (Place) and Behavioural Ascts*

Behavioural Aspects CIMN RMR GFlI AGFI RMSEA
Signals of Quality 0.015 0.36 0.988 0.979 0.29
Ethno-national Identity 0.012 0.04 0.988 0.978 0.03
Openness to Foreign Culture 0.002 0.03 0.986 0.976 0.03
Shopping Behaviour 0.001 0.04 0.984 0.973 0.03

* The model is good fit when:
p (CMIN) > 0 .05, GFE 0.90, AGFE> 0.90, RMR< .05, RMSEA: .05

Generally, the values show a good fit of the madedsich indicates the covariance
between some behavioural aspects and buying bahanwards 3P's is significantly
different from zero at the 0.05 level. In other d&rthe ability of this model in the
explanation of the consumer’s responses toward=e tbomponents of the marketing
programme (Product, Promotion and Distribution) alneir relationship with his/her
behavioural aspects was statistically accepted.owslicgly, these accepted models
provide an opportunity to go further to investigéte statistical relations in order to
reveal that if there is significant causal relasioip between the latent variables, and

they are time sequences (covariance).

Table 7.34 exhibits the results of the covarianod aorrelation between the latent
variables (Response to the 4P’s and Behaviouraké&sp As mentioned previously,
testing the relationships between the latent véagain a poor-fit model, clearly, is
meaningless. Hence, Table 7.34 illustrates ther@wvee and correlation tests for the

good-fit models.
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Table 7.35: Correlations and Conversances betweehe Latent Variables

Response to Product and Behavioural Aspects

Behavioural Aspects Covariance C.R Correlation
Ethno-national Identity 0.007 0.248 0.012
Shopping Behaviour 0.002 0.275 0.229

Response to Promotion and Behavioural Aspects

Behavioural Aspects Covariance C.R Correlation
Signals of Quality -0.013 -1.612 -0.106
Ethno-national Identity 0.025 2.523 0.175

Shopping Behaviour 0.000 -0.131 -0.149

Response to Distribution (Place) and Behavioural Asects

Behavioural Aspects Covariance C.R Correlation
Signals of Quality 0.124 3.826 0.231
Ethno-national Identity -0.052 -1.797 -0.083
Openness to Foreign Cultdre 0.081 2.587 0.124
Shopping Behaviour 0.004 0.422 0.234

* Covariance is significant as the Critical Rati€.R) > 1.96

The table shows three significant covariance m@hstips between the latent variables.
In this context, the significant covariance is adic¢ation for the possible existence of a
causal relationship between the two latent vargble Table 7.34, the behavioural
aspect of Ethno-national Identit¢¢v = 0.029 played a significant role in Consumer’s
Response toward the foreign Promotion activity. this context, some marketing
literature (e.g., Mager and Hulpke, 1990; Lundstremal., 1998) has stated that
marketers are concerned with the effect of thigeispn consumer behaviour, as it has a

significant effect of the purchase intention.

Similarly, consumer’ considerations about SigndlQuoality (Cov = 0.124 and his/her

Openness to Foreign Cultur€qv = 0.018 have causal relationship with Consumer’s
Response toward foreign Distribution channels inybi Here, this result implies that
the Openness to Foreign Culture is an importartbfdn determining acceptance, and

purchase intention (Sharnet al., 1994; Lundstromet al., 1998). Regarding to the
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aspect of Quality Signals, it is not surprisinditw it has a significant relationship with
consumer’s response toward marketing, becausashpisct is likely to be universal and
has a significant influence on consumer buying bieha (Dawar and Parker, 1994).
Consequently, as mentioned in the research que¢@el), these three individual
preferences can be taken as significant variablesmderstanding the impact of foreign

marketing programmes for Libyan consumers.

Although the Goodness-fit tests (Table 7.33) deiteent the model can be accepted or
rejected and the covariance test reveal the sagmifirelationships between the latent
variables (Table 7.34), they do not establish gaaticular paths within the model are
significant (Garson, 2009). Therefore, the investan of relationships here focuses on
interpreting the path coefficients in the model.

In Table 7.35 and Table 7.36, the good-fit conddicteodel show a number of
significant connections between the latent varglaad their manifest indicators. As
mentioned previously, these connections embody rtfeasurement model, which
illustrates the direct effect of each indicatoritsmlatent variable (Jarvist al., 2003;
Blunch, 2008). This effect and the relative impoda were estimated through the
standardised regression weights (Garson, 2009).tWhetables exhibit the values of
standardised structural coefficients of the indicaieffect in the latent variables. It can
be noted from the table that the indicators witimisgl (@) were selected as references
by assigning the value of 1.0 to their path in otdeestimate the remaining paths. This
selection was conducted based on the factor asalgsithese two indicators have the

heaviest load on the dimension represented byateatl variable.

The interpretation of the standardised weight ibl&&.35 is that when a standardised
structural coefficient is 0.265 (in the case of ibslicator of Response to Product with
Ethno-national Identity), this means when the lateriable Response to Product goes
up by 1 standard deviation, the first Responsertalitt’s indicator goes up by 0.265
standard deviations (Blunch, 2008; Garson, 2008il&ly, Table 7.36 shows the
standardised structural coefficient of the BeharablAspects’ indicators. The table
shows that most paths are significant in differeviels. Obviously, this reveals the

ability of the indicators in explaining the latesatriables (McDonald and Ho, 2002).
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Table 7.36: Standardised Structural Coefficients othe Response toward the 4P’s

The Behavioural Aspects

Latent

variable Indicators/Items Signals of quality Ethno-national Identity Cultu@penness Shopping Behaviour

Product Products have consistant quality 0.265* 0.273*
Products have good guarantee 0.417* 0.430*
Maintenance and repairing 0.404* 0.414*
The expected quality of products 2 0.716* 0.713*
| am satisfied with products 0.651* 0.637*

Promotion  Ad is annoying 0.960* 0.692* 0.685*
Ad makes fales claims 0.663* 0.662* 0.667*
It is better if Ad was eliminated 0.481* 0.480* 0.479*
| enjoy Ad 2 0.143* 0.146* 0.142*
Ad doesn’t consider the society 0.520* 0.519* 5291+

Distribution  Most stores serve their customers well @ 0.700* 96”6 0.694* 0.687*
Most retail salespeople are very helpful 0.651* .656* 0.658* 0.666*
Most stores provide an adequate selection 0.537* 0.573* 0.571* 0.570*
The assistance in stores isn’t as expected 0.246* 0.249* 0.251* 0.253*
Most retailers provide adequate service 0.575* 574« 0.576* 0.575*

2 Reference Indicator

* Significant at p < .01
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Table 7.37: Standardised Structural Coefficients othe Behavioural Aspects

Latent variable

The Response toward marketing programme

Indicators/Items Product Promotion Distribution
Signals of quality I use Brand name as a signal of quality for purciteiome appliances 0.162* 0.163*

I use Price as a signal of quality for purchasioghe appliances 2 0.570* 0.566*

| use the Physical Appearance as a signal oftyuali 0.554* 0.547*

| use the Retailer Reputation as a signal of tufdr home appliances 0.421* 0.433*
Ethno-national Identity | feel guilty if | choose to buy foreign productges domestic products @ 0.633* 0.634* 0.632*

The purchasing of goods from other countries sheunly in necessity 0.877* 0.874* 0.880*

Buying foreign products hurts our economy and tgumen 0.579* 0.582* 0.577*
Cultural Openness I like to keep up with international affairs @ 0.340*

| am interested in foreign cultures 0.797*

I enjoy foreign films and TV pro grams 0.543*

I make special effort to meet foreigners 0.672*
Shopping Behaviour | choose a store according to previous purchasing. 0.600 0.561

| prefer to buy from the store that | know before. 0.694 0.748

| prefer to go shop around to find different offér 0.012 0.006

Choosing brand is more important than choosingesto 0.287 0.272

a8 Reference Indicator

* Significant at p < .01
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In the standardised structural coefficients of Response toward the four Ps (Table
7.35), all the standard weights were highly sigaifit o < .01) across the tests of the
four behavioural aspects. The indicators'thé expected quality of productsad is
annoying’ and ‘most stores serve their customers welere the highest standardised
structural coefficients in Response to Productpfertion and Distribution respectively.
Regarding to the indicators of the behavioural e Table 7.36] use Price as a
signal of quality for purchasing home appliangesie purchasing of goods from other
countries should be only in necessiyid’l am interested in foreign culturesiere the
highest standardised structural coefficients im&lg of quality, Ethno-national Identity
and Cultural Openness respectively. Consequentéget significant indicators can be

considered as crucial determinants and predicfaitsedr latent variable.

By contrast, it is notable in Table 7.36 that thehdwioural aspect of Shopping
Behaviour does not produce any significant standaddstructural coefficient. , these
insignificant scores might be attributed to thet that as this latent variable’s indicators
(Shopping Behaviour) were used to identify two tyjpé shoppers (Loyal customers to
their seller and Non-loyal customers) (Weisbueh al, 2000; Mcim, 2001), the

respondents’ answers fell into two extremes whielerelase the indicators’ relative
important. Accordingly, the aspect of shopping b&har cannot be predicted

significantly by the used indicators within its aBbnships with consumer Response

toward Product and Promotion decisions in Libyamkaga

Consequently, as the variables and indicators is riiodel are derived and adapted
from the marketing literature (Hawkins et al., 198&tler 2003; Lekakos and Giaglis
2004; Viswanathan and Dickson, 2007), the produstahdardised weights of the
indicators — which reflect their relative importanand direct effect — will contribute to
re-depicting the research framework (see Figure Gitapter 5) to be a representative
framework for the buying behaviour of Libyan consuwntoward foreign marketing
programmes in home appliances purchases. Howeverresults’ model of Libyan
consumer buying behaviour is presented and disdussecluding insignificant

relationships in chapter 8.
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7.6. Chapter Summary
The tasks that conducted through the stage of alzddysis converted the raw data to

usable information. As this current research seeksonfirm the theory of marketing
effect on consumer behaviour, and standardisatemnspective in marketing through
deductive approach, hypotheses derived from thé&etiag literature were investigated

empirically, and in chapter 8 (Table 8.38) theyaveonfirmed or disconfirmed.

The data were collected from two sources (marketirapagers and general public
consumers in Libya) in order to study the foreigarketing programmes in Libya from
two different views. Accordingly, two phases wermldwed in this analysis (1)
exploring the degree of marketing programme statisi@tion currently adopted from
the foreign companies in Libyan market and (2) idging the consumer buying
behaviour towards these programmes. In the firgtsph descriptive statistics (e.g.,
mean and percentages) were used to determine tiwl adegree of marketing
programme standardisation and the decision inflingnfactors. In the second phase,
various statistical tests were used besides theridége ones. This was in order to
investigate the interrelationships between thealdeis and influences of consumer
buying behaviour (see Figure 5.8, Chapter 5). Mai@lross-tabulation test, ANOVA,
Chi-square and SEM/CFA were conducted to testitirefeance of these relationships.
The selection of this statistical package was basethe adopted research design (see

Table 6.4, Chapter 6) to satisfy the exploratortyreaof the analysis.

In this research, the foreign marketing practicesibyan market and the influencing
factors on standardisation decision, which repreties first phase, were determined
and analysed. Also, the consumer buying behaviowards these practices the
relationships between the constructs of the consumedaviour framework, which

represent the second phase, were investigated \aidaéed. The discussion of the

findings is provided in the next chapter.
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8. CHAPTER 8: DISCUSSION

In the behavioural and social sciences, you can
never prove a causal relationship; you can
only render it probable (Blunch, 2008: 11)

8.1. Introduction
As mentioned earlier in Chapter 1, this thesis seisto investigate the effect of

marketing programmes on the buying behaviour ofyaib consumers through (1)
identifying the influence of foreign marketing praghmes on the buying behaviour of
Libyan consumers (2) determining how Libyan constamage influenced by marketing
programmes according to individual characterist@wsuild a model for their buying

behaviour.

In addressing these aims, a framework of consumgng behaviour with internal and

external influences was developed from the releliterature (see Figure 5.8, Chapter
5), and the interrelationships between the varg@ahlere investigated (Chapter 7).
Figure 8.13, below, demonstrates how the concdptiseoframework and the research

objectives are addressed within the overall strectd the thesis.

The figure reveals the process and the key stafjisearesearch. Briefly, Chapter 1
provides an introduction to the thesis, outlines @ims, identifies the research problem
and delineates the methodology. Then, ChaptersaBd3! represent the theoretical part
of the thesis. Each one contributes to a sub-frasnewMarketing Programme,
Consumer Buying Behaviour and Standardisation Dmutiswhich are subsequently
drawn together and discussed in Chapter 5. Alsopthasurement model specification
were determined and discussed. Adopted methodsidtar collection are described,
justified and validated in Chapter 6, whilst resdtom the framework investigation are
set out in Chapter 7. Subsequently, in this chaflérapter 8), findings from each
research phase are summarised and discussed thighiesearch questions context and
the major conclusions about the research problemthen, underlined in Chapter 9.
The aim of this chapter is to provide a detailedtye of the project by bringing
together the research findings and contribution@dasumer Behaviour and Marketing

Management.
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Figure.8.9: The Thesis Overview
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This chapter is organised in the following mannersection 8.2, findings from each
research phase (manager interviews and consumeeyjuare summarised and
discussed within the research context and framevigw& Figure 5.8, Chapter 5). Based
on this section, major conclusions about the reseproblem are underlined (Section
8.3). In Section 8.4, the theoretical and manabemalications of this research are
addressed. Limitations followed by directions fartfier research are presented in the

ultimate section.

8.2. Discussion of Research Findings
In this section, an overall evaluation of reseahgfpotheses is presented. Here, the

structure is according to the sequences of the fesgarch questions (see Section 1.2,
Chapter 1).

8.2.1. The Degree of Adaptation/Standardisation in
Libyan Market

(Research Question 1)

According to the structure of the research con&r@8ppendix 4) and the interview

schedule (Appendix 2), the discussion of findingse, falls into two categories.

8.2.1.1.The Criteria

As identified in Chapter 1, this research seeksilyi to answer,tdb what degree do
foreign companies adapt/standardise marketing pragnes for Libya?'To obtain this,
interviewees’ answers were analysed and interpretedtablish an aggregate response
for each of six marketing programme activities (3able 7.6, Chapter 7). The results
showed that the ‘distribution’ was the only acivib be adapted by all four home
appliance companies. In Libya, all companies deéegistribution activities to local
agencies, and give absolute discretion in respkestazking, flow and outlet choice.
Local agencies in Libya adopt a flexible approachdistribution using both major
retailers and small shops, all offering a free\a®l service. This conforms to a general
model of international marketing mix structure wéigy, in a goods marketing
framework, product, promotion and pricing are mbkely to be centrally controlled
than is ‘place’ (Rafig and Ahmed, 1995).

In the analysis of the marketing activities of foer local agencies, Company C was

one significantly different supplier, as none sfmarketing activity categories remains
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standardised. This was typified by the fact th&t kbcal agency requests from its home
company to remove/add some products’ feature depemd the Libyan market
conditions. On the contrast, Company A appliesan@ardisation’ perspective in most
marketing activities of its programme. Howeverthe Arab World markets, the foreign
companies might find themselves are compelled @&r throducts according to the
specific needs of this region, including, for exdmpunique climate conditions (e.g.

dusty atmosphere and high temperature) (Leonid@@dq Y1

Besides, managers were also asked to provide a wiewhe degree of similarity
between specific marketing programme features)ihjlaya and, b) their home country
(Ozsomer and Simonin, 2004). The results (see Table Chapter 7) showed that
‘brand name’ was the most common feature, follovegdtwo other product-related
elements; packaging and physical characteristiosukprisingly, distribution practices
were the least standardised element, with manadgeckring that suppliers depend
substantially on maintaining personal relationshis the local distributers. They also
suggested that the home appliances products, eflipediave shared characteristics

which enable them to use the universal appealndits.

8.2.1.2.The Decision Factors

In order to provide, more, a detailed view on tteadardisation decision and contribute
to the development of the research framework, thheanding factors of the marketing
standardisation decision were studied. Using thiernational decision process’ model
(Kotler 1986; Jain, 1989), the research investijatee factors that influenced
adaptation/standardisation decisions. Interviewesre asked what product adaptations
they believed were necessary to facilitate enttp inibyan market (see Table 7.8,
Chapter 7). The results exhibited that Company r@aies different. It is promoting a
regional product design policy for Arab speakingumnies, whereas the product
features are not to be especially relevant foratier three companies. This general
tendency toward the maintenance of standardiseduptdeatures appears partially a
function of electronic products/home appliancesalvhbeing considered, especially,
suitable for globally standardised market stratedizawaret al.,1997; Kotler, 2005).

Preferred ‘mode of entry’ was also investigatede Tasults showed that all foreign
suppliers of home appliances for the Libyan madssd ‘local agency’ as a means to

establish their presence. This appears to be &ivedia well-supported strategy for
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penetrating markets in developing countries (ScR0BQ; Griffith et al.,2002), and all
four managers reported that headquarters was hajipythis means of instituting a

foothold in the Libyan market.

In the evaluation of the headquarters-subsidialgtionship managers revealed that
there was a considerable consensus over a rangesuds, not least in respect of
standardisation/adaptation, and that perceiveddeveaccord were a major factor in

forming the characteristics of current marketinggsgammes.

Also, this current research investigated the coitipeirelated factors that might
impact decisions concerning adaptation/standaidisaAs the results showed that three
local agencies (A, B and D) evaluate current coitipetat the home appliances market
level only (also called direct or category competif, whereas Company C’s
perspective includes possible substitutes (alskeaahdirect competition), it implies
that Company C is more aware of the wider impatiheaof competitors, and has a
different view of the market. In this context, JaI'989) suggested that a relatively low
level of competition was likely to foster a tendgrtoward standardisation, while in
high competition markets organisations may feel pelled toward adaptation. Further,
with taking into account that Company C’s produetye adapted more than those of
other, competing, overseas suppliers, it may be¢ thaas a consequence of its
wider/more nuanced perspective — it identified &afégn imperatives that other

companies did not.

8.2.2. Buying Behaviour and the Degree of
Standardisation
(Research Question 2)

The second question in this researchhiew are Libyan consumers influenced by
foreign marketing programmes®sing (1) AMA’s definition of consumer behaviour
(Luna and Gupta, 2001; American Marketing Assoeigti2007) as a context with (2)
the cognitive approach (Marsden and Littler, 1998¢ foreign marketing influence
was measured based on the mean values througteaylzt20 items which reflects the
consumers’ evaluation toward the foreign markepinggrammes (see Table 7.12 and
7.13, Chapter 7). The Marketing Mix framework (4Pisas used to represent the
marketing programme aspects in the home appliaobgan market, as it prevails the

research on global marketing programme (e.g., @esa and Simonin, 2004; Siraliova
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and Angelis, 2006; Viswanathan and Dickson, 200&nehose conducted in the Arab
World (e.g., Souiden, 2000, 2002). Also, it is coomty used by some international
home appliances companies across the world (Romkaamd Menezes, 1996; LG's
Growth Strategies in India, 2006).

Results showed that the consumer’s interest wasapity focused on the ‘distribution’
channels (the most adapted), followed by the ‘petidaspect of the marketing mix
(coincidentally, the least adapted). Besides thispost half the sample (46.4%)
expressed a high level of purchase intention towhaedforeign home appliances. By
contrast, consumers’ responses to foreign ‘prombtactivities in Libyan market
revealed that it is not influencing on their buyinghaviour on the aggregated level (for
all companies in Libyan market). Similarly, consusie@valuation for home appliances
‘pricing’ was under the influence cut-off scofd € 2.68). It is also worth noting that
the results showed a little difference in reactie@tween consumers with 1) high, and 2)
low exposure to international influence (Craig dbduglas, 2005), and that those
experiencing little prior international contact dmmstrated a surprisingly elevated

openness to foreign culture.

As discussed above (section 8.2.1), the four compamder research adopt different
degrees of standardisation in their marketing @gnes. To obtain full answer to the
guestion above, therefore, the consumers’ respdosesd each marketing programme
were identified. Using cross-tabulation (see Tabl@é4, Chapter 7), the levels of
marketing influence, based on the mean values (sd®e 7.12, Chapter 7), were
identified across the foreign companies. The rediitistrated that Company C, again,
is significantly different in terms of the influemcof marketing programme on
consumers: its offering attracted more consumess tthe other three companies.
Taking into account that Company C is (1) differémtthe position of marketing

activity in a company, (2) concerning about the petition level and considering the
local context, this implies these factors might &oipon the level of marketing influence

on Libyan consumers.
The cross-tabulation analysis, also, showed thatetlis no significant relationship

between the degree of standardisation and theeimflel of marketing mix component on

consumers. However, the superiority of Companyh@ (host adapted marketing mix)
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in this instance indicates that the cross-mix sdagidation might play a significant role

in effectiveness of the marketing programme.

8.2.3. Behavioural Aspects and Individual
Characteristics
(Research Question 3)

To answer the third research question, which agksvhat extent do cultural and/or
individual factors impact on Libyan consumer petpes toward foreign marketing
programme®’ the impact of the individual factors was exandinsing ANOVA, Chi-

square and regression. Regarding to the cultubrfs, the sample individuals are
Libyans, and live in Libya. Therefore, they haveaetly the same local culture
(Libyan/Arabic; see Section 3.9, Chapter 3), sa #wgy differences in their consumer
behaviour could be more confidently ascribed taviddal factors, because the cultural

variablesjn this instanceare constant.

Factors examined (Nader, 1969; Dawaal., 1996, 1997; Armstrong and Kotler, 2008;
Gaski, 2008) were: key demographics, reliance auymrer information, preferences,
response to advertising, risk taking and shoppiabite. The results showed that an
individual’'s economic situation, education leveldanccupation/work were the most
important behavioural modifiers and that, generaliyying behaviour was more a
function of individual difference than of marketimgix, country-of-origin or localised

adaptation variables.

This finding tends to support the idea that globaltural convergence, universally
adopted demand factors, low trade barriers, andntdogical advancement (Levitt,
1983; Ozsomera and Simonin, 2004) may well combioe override cultural

distinctiveness, especially in developing econonsiesh as Libya. In this context, a
continuing growth in middle-eastern cosmopolitanitas been noted by Souiden
(2002), whilst Drucker (2001) has commented ontémelency of the middle-classes in
emerging markets to regard themselves more asew#tizof the world than as

representatives of their own, native, culture.
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8.3. The Results’ Model of Libyan Consumer Buying
Behaviour

(Research Question 4)

As the current research contribute to provide ustdeding of Libyan consumer buying
behaviour toward foreign marketing, the fourth, aftdnate, research question‘wghat

are the key cultural and/or individual factors thahould be taken as significant
variables in the marketing programmes for Libyansiimers?’As illustrated in Figure
8.14, the research results, in this chapter, anensated, aggregated and summarised
within the context of research questions. Heréhig section, the focus is mainly on the
significant interrelationships in order to produceepresentative framework for buying

behaviour of Libyan consumer.

To begin with, an overall evaluation of this res#és hypotheses is presented. Table
8.38 illustrates the proposed relationships betwibenresearch’s constructs with the
used analysis and the general assessment. Thesss thedl into two parts (A and B)
according to the information source (Phase | andThen, these relationships and
influences are depicted in Figure 8.14. This figdistinguishes between three types of
results; Supported, Partly Supported and Rejeatéidences. Also, it reveals which

relationship was investigated in which researclspha

Figure 8.14 shows the four foreign home appliarcmapanies are present in Libyan
market via four local agencies. Based on the imgry analysis, these companies
delegate some marketing activities to their agantsbya, and keep full control on the

others. Clearly, the delegated marketing activitiess more locally adaptable, whereas
the standardisation would be facilitated for theeos (Quelch and Hoff, 1986; Jain,
1989; Theodosiou and Katsikeas, 2001). Althouglwvas expected that the foreign
companies standardise their offerings in Libyankegras a result of their short time
and the lowest level presence (Schuh, 2000; Griéfital.,2002), the results showed a
range of marketing standardisation in these prograsa However, the analysis

revealed that the highest adaptation level betwbenfour companies, excluding the
distribution channels, was just Slightly AdaptedgsTable 7.6, Chapter 7). Also, the
local agencies of these companies consider thakahienarketing aspects which they
conduct, again excluding distribution, are quitmikir with these ones in the home

countries’ markets.
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From the local agents’ point of view, the degrelestandardisation that they implement
are influenced by a set of factors. As shown iruFeg8.14, by lined and dashed arrows,
the results exhibited that the product features mwodle of entry embody significant
factors. In the level of competition and headquarsubsidiary relationship, the
influence was partly confirmed. This is becauséalgh company C (has the most
adapted marketing) identified the competition leddferently than the other three
companies (have less adapted marketing), this wssfficient to approve that the

competition level has a link with the standardsatilegree for each company.

224



Table 8.38: Overall Evaluation of the Research Hypbeses

A) The research Hypotheses of the Phase | (intervies) Analysis/Measurement Results*

H.7 : the foreign marketing programmes in Libyarrkeaare standardised. New developed criteriahef standardisation degrees

Local Agent of Company A Marketing research, 4P’s and Marketing Control Supported

Local Agent of Company B Marketing research, 4P’s and Marketing Control Partly supported
Local Agent of Company C Marketing research, 4P’s and Marketing Control Rejected

Local Agent of Company D Marketing research, 4P’s and Marketing Control Partly supported
H.8 : the used 4P’s in Libya are similar with tharte country market Descriptive statistics (weightezhn value)

Product Physical Characteristics, Brand & Packing Supported
Promotion Sales, Positioning, Media & Advertising Partly supported
Pricing Pricing policy & method Supported
Distribution Channels, Customer Service & Sales Force Rejected

H.9 : The factors, below, influence on the degrestandardisation Exploratory descriptive throbdBQ

product features The model of the international decision process Supported
Mode-of-entry The options for legal commercial presence in Libya Supported
Headquarters-subsidiary relationship Consensus with key standardisation issues Partly supported
The level of Competition Considerations toward competitors Partly supported
B) The research Hypotheses of the Phase Il (consunmsirvey) Analysis Expected value Results Sig Ressl|

H.5: he foreign marketing influences on consumeiriyibehaviour

Product Weighted mean M>3 3.47 Supported
Pricing Weighted mean M>3 2.68 Rejected
Promotion Weighted mean M >3 1.70 Rejected
Distribution Weighted mean M>3 3.35 Supported
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Table 8.38: Overall Evaluation of the Research Hypiheses (Continued I)

Analysis/Measurement

Results

H.6: the degree of standardisation is a signifie@niable in influencing on Libyan consumers.

Product standardisation
Pricing standardisation
Promotion standardisation
Distribution standardisation

Cross-mix standardisation degree

Grtmbulation (percentages and frequencies)

Standardisation degree/consumer’s responses Rejected

Standardisation degree/consumer’s responses Rejected

Standardisation degree/consumer’s responses Rejected

Standardisation degree/consumer’s responses Rejected

Standardisation degree/consumer’s responses Partly supported

H.2: the behavioural aspects of Libyan consumezsrdluenced by their individual

characteristics. Analysis Value/Result Sig

Use of Information Sources** Chi-Square - .05 Partly supported
Shopping behaviour** Chi-Square - >.05 Rejected
Consumers’ preferences** ANOVA - .05 Partly supported
Perceived risk** ANOVA - .05 Partly supported
Consumers’ response toward advertising** Chi-Square - .05 Partly supported
H.3: the behavioural aspects is causally linkedh witying behaviour toward 4P’s Analysis Value/Result Sig

Product
Pricing
Promotion
Ethno-national Identity
Distribution
Signals of Quality

Openness to Foreign Cultures

CFA/ Covariance

CFA/ Covariance

CFA/ Covariance

CFA/ Covariance

CFA/ Covariance

.025

124
.081

> .05 Rejected
>.05 Rejected
Partly supported
.05
Partly supported
.05
.05
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Table 8.38: Overall Evaluation of the Research Hypheses (Continued Il)

H.1: the responses’ toward 4P’s can predict bupielgaviour Analysis Value/Result Sig Results
Product** S. Regression - <.01 Supported
Pricing** S. Regression - <.01 Supported
Promotion** S. Regression - <.01 Supported
Distribution** S. Regression - <.01 Supported
H.4: the used indicators can predict the behagiaspects as one construct Analysis Value/Result Sig

Signals of Quality** S. Regression - <.01 Supported
Ethno-national Identity** S. Regression - <.01 Supported
Openness to Foreign Cultures** S. Regression - <.01 Supported
Shopping behaviour** S. Regression - > .05 Rejected

* Supported: all constructs’ components are siguaifit
Partly supported: some constructs’ componergsissignificant and/or the thesis confirmation dedurther test
Rejected: all constructs’ components are insigait
** There is no single test value under, as theistiaal analysis was conducted on two or more saiables. The details are provided in the analyatdes (Chapter.7).
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Figure.8.10: Relationships between Variables of thResearch Framework
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As shown in Figure 8.14 under the Phase |, thedoreompanies arranged with their
agents to design marketing programmes using diffategrees of standardisation. Then,
their local agents who do conduct the marketinglé@mentations in Libyan market to
consumers. As in marketing literature (e.g. KotBQ3; Jobber, 2007; Peter and Olson,
2008), marketing programmes are supposed to haugflaence on consumers, Libyan
consumers were asked to evaluate the offeringsk@tiag) of foreign home appliances

companies which reflects such influence.

In Figure 8.14, the arrows which point from the keding programme represent the
influence of the four Ps on the consumer. It isedathat the PricingM = 2.68 and
Promotion M = 1.70) of the foreign companies have no influence oryaibconsumer
(lighted-arrows). By contrast, the Product decigidn= 3.47) (highly standardised) and
Distribution channelsM = 3.35 (highly adapted) have influence on consumer (glark
arrows). This implies that the impact of standati® degree is insignificant, as the
latter two represent the two extremes of markest@ndardisation in the foreign

marketing programmes in Libyan market.

Nevertheless, the analysis of consumer responsesdahe less affecting ones (Price
and Promotion) reveals that they need to be moaptad, as consumers were strongly
agreed aboubreigncompanies could charge Libyan consumers lower @rstill be
profitable and advertising does not consider the society’s valués. there are some
external and internal influences on such consumevaluation, the analysis went
further into consumer’s internal factors. The caonstds preferences of Signal of
Quality, Ethno-national Identity and Culture Opessmeshowed a significant relative

importance as a construct using their indicataesr(s) (see Table 7.35, Chapter 7).

Further, the interrelationships between the behamioaspects and some individual
characteristics were examined (see Section 7.6pt€h&). Generally, the level of
education, work, international exposure and displesancome have significant effects
on behavioural aspects. Moreover, using Chi-sqaatk SEM/CFA, these aspects and
characteristics were examined. The individual ottaréstics do not produce a
significant impact on the consumer’s response tdwlae four Ps (lighted-arrow). In the
behavioural aspects, three consumer’s preferenames $ignificant casual relationship

with the consumer’s response toward marketing pmogne. They are Ethno-national



Identity with consumer’s response to Promotion @ignal of Quality and Openness to

Foreign Culture with consumer’s response to Distidn (dashed-arrow).

The top dashed-arrow point in the consumer’s respoepresents a considerable effect
of only the cross-mix degree of standardisation on tlgparse, as cross-tabulation (see
Table 7.14, Chapter.7) exhibited insignificant tielaship between the consumers’

responses and the standardisation degree of tHeatimy mix components individually.

Overall, in order to answer the fourth researchstjar, the key findings from Table
8.38 and Figure.8.14 are present briefly in threeedsions followed by concluding

impression as follows:

» The actual foreign marketing in Libyan home appliarces market
In general, the marketing programmes of the studggdign companies showed a
tendency towards the standardisation perspectitiey Tell into different degrees of
standardisation/adaptation. However, only the ithgtion channel was highly adapted
in all companies’ programmes. Only Company C cotslimeuch adapted marketing
activities through its agent, as its programme dmesnclude any Standardised activity.
This company showed superiority over the othereto@mpanies in terms of marketing
influence on consumer and consumers’ preferencedehdf-entry and product features
play a critical role (as motivations) in the degadestandardisation. But, the level of
competition and headquarter-subsidiary relatiorsspre not confirmed as influences

on the standardisation decision.

* The interrelationships between internal influence®f Libyan consumer
Based on the literature of consumer research (Datwvat., 1996, 1997; Gaski, 2008),
specific behavioural aspects and some individuatadteristics were selected to study.
Libyan consumers revealed various behavioural a@spdabey were significantly
influenced by some of their individual charactécst which are: education, work,

international exposure and disposable income.

» The influence of foreign marketing programmes on Libyan consumer
Using measures of attitudes, sentiment, and cons@vauation toward marketing
(Gaski and Etzel, 1986; Dawat al., 1996; Gaski and Etzel, 2005; Gaski, 2008), the

influence of marketing programmes which reflectad four Ps(Viswanathan and
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Dickson, 2007), on buying consumer behaviour waestigated. Product decisions and
distribution channels have an influence on consumsfing behaviour, whereas the
promotion and pricing have not. However, the faneimgarketing programmes in Libya
consequently produced the highest level of purchiagntion onjust 22% of the
sample. Also, consumers reported that they purchdseme appliances from the
companies under research’s brands as percentagesirsirigure.8.14. There is not a
significant relationship between the marketing uefice and the degree of
standardisation in the four Ps individually, bugrénis in the degree of the four Ps as a
whole. The consumer’s response toward four Ps, rgyeis not influenced by
individual characteristics. Further, the some b&haal aspects have causal effect on

the consumers’ responses toward the four Ps.

8.4. Concluding Impression
From the research findings above, a concluding @sgion emerges. The observed

pattern of results suggests that the marketermptieg to target Libyan market would
do well to focus on the elements of their marketomggrammes, which showed the
highest influence, and linkable with Libyan consushébehaviour. In this instance,
Libyan consumers showed a considerable satisfatdiwards foreign home appliances’
features and quality in general, which was theaedmeyond the moderate influence of
product decision. Also, they mostly use the braach@ as a signal of quality (see Table
7.23, Chapter 7).

Here, an opportunity has appeared to foreign markgbward more support for their
brand image in the consumer’s mind. Further, tmeim companies could make more
effort to improve their sales power in Libyan mdrkas Libyan consumer revealed
positive responses towards salespersons, tendemonsider their advices and reliance
to use personal contacts (salespeople, friends).c@ytrast, although the foreign
advertising has a moderate influence in motivabaging behaviour (see Table 7.29,
Chapter 7), using advertising-oriented marketinggprmme in Libya seems dangerous
for the foreign companies. The foreign companiesstmact with caution, as the
commercials were the lowest information source tliayan consumers rely on (see
Table 7.19, Chapter 7). Also, consumers revealatlttte current foreign advertising in
Libyan market does not consider the values of Libgaciety, which contributed to the
low influence of the foreign promotion activitiesegé Table 7.13, Chapter 7). In this

context, Souiden (2000) has raised the importaficailbure sensitivities in the Arab
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World which should be considered in any advertisaatvity (e.g., nudity and vulgar
words should be banned).

In the following, and ultimate chapter, the majonclusions from the research problem

are underlined. Also, the implications of this @sf are followed by directions for

further research and recommendations for doingarekén an Arabic context.
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9. CHAPTER 9: CONCLUSION

The possibility of applying a standardised
marketing programme among less developed
countries is not investigated yet (Souiden,
2000: 69)

9.1. Concluding Remarks
In the marketing literature (e.g., Kotler, 2003bBer, 2007; Peter, and Olson, 2008), it

has been suggested that marketers must understdiodat differences in order to
develop their marketing programmes across bordawaversely, it is also argued that
individuals of our day have become a more consumitdyire, rather than belonging to
any one culture (Firat, 1995; Tunc, 2009) and,dfee, defining groups, in different
countries, can be targeted in a similar way (Levi83; Jain, 1989; Lindridge and
Dibb, 2003; Peter and Olson, 2008). This streskesirhportance of cross-countries
marketing programme research for practical and exoad alike (Soares, 2004;
Siraliova and Angelis 2006; Viswanathan and Dicks2i07).

The general idea of this thesis was triggered bwitt'e tipping-point article for the
emergence of global markets (Levitt, 1983; Ko#eial., 2010), which has encouraged
many researchers to investigate this issue withencontext of marketing management
(e.g., Jain, 1989; Schuh, 2000; Theodosiou, andsikeds, 2001) and consumer
research (e.g., Dawat al., 1994, 1996, 1997; Vida and Dmtrovic, 2001; S0a2664).
Through using, besides the constructs of thesargdsesome measures and design of
another consumer research (e.g., Gaski and Et286;1 undstromet al., 1998; Luna
and Gupta, 2001; Gaski, 2008), this thesis candmsidered as a further stride in this

journey.

The current research sought the extent to whichitf®vdea toward convergent
consumers across the world can be applicable inctméext of North African/Arab

World countries. To obtain this, the research itigated the foreign marketing
practices from three different country-of-origindo{land, Japan and Korea) in one
particular country (Libya) and its influence on samer buying behaviour in this
country. In this context, the current research getb@a slightly different approach than
the previous empirical research; which focused @ngarative, country-versus-country
analysis (e.g. Dawaat al.,1997; Soares, 2004).
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Through answering research questions (see Sectdn Chapter 1), the research
determined the standardisation/adaptation degretheofforeign marketing in Libya,
identified the response of Libyan consumers tow#hidsmarketing and the key cultural
and/or individual factors that should be taken igmiicant variables in the foreign
marketing for these consumers. Accordingly, thesg@né research does not aim,the
first phaseto evaluate the cross-countries marketing stiesegf the foreign companies
and,in the second oneo explain the consumer behaviour in the subselamarkets.
Rather, (1) it established the actual marketingctire and developed an index of
adaptation, and (2) focuses on specific factorsdatdrmines their statistical effect on

specific buying behaviour characteristics.

However, this thesis provides insight into a conently emerging and growing Arab
market which has received relatively little attentifrom researchers (Souiden, 2000),
via knowinghow suppliers presently interpret the need for adaptan this part of the
world, and how consumers react to their decisions. It may beedtahat the
understanding of consumer characteristics witha rikgional context (Arab/Islam) is
the key consideration in designing marketing progree for this part of the world.
Further, the buying behaviour is a function of indual difference more than of
localised adaptation variables are supported by tesearch, which contributes to
answer the general question in global marketingaieh (e.g. Jain, 1989; Dawetral.,
1994, 1996, 1997; Vida and Dmtrovic, 2001; Ozsonsard Simonin, 2004; Soares,
2004; Viswanathan, and Dickson, 2007) ‘whether ot segmenting and designing
marketing programmes on the basis of nationalitpasessary for consumers across

countries in a particular region (in this instangeab World)'.

This region consists of 22 countries, across twdinents, with a combined population
of approximately 358 million people, the majoritiywhich are Muslims, using Arabic
as the official language (League of Arab State4020The interesting point is that the
consumers in these countries are unique due taubhe effect of Arabic culture and
Islamic sub-culture. On one hand, some researatbnaumers across Arabic speaking
countries (e.g., Souiden, 2000, 2002) have imgled the culture/national boundaries
are less important criteria than individual factorglesigning marketing programmes in
this region. Also, the shared religion and valustemn between these countries attract
marketers to apply standardised marketing in tcesatries’ markets (Marinov, 2007).

Taking into account that the Islamic religion issab-culture (Kotler, 2003; Jobber,
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2007; Peter, and Olson, 2008), which crosses thadaries and, in most cases, is quite
bound with Arabic culture, some research, on themohand, has suggested that the
marketers who decide to enter this market, generadlve to think in terms of cultural
symbols and religiosity (Vassilikopouloet al., 2006; Rehman, 2010; Stephenson,
2010).

Therefore, with growing awareness of business iabAslamic markets (Marinov,
2007), this research would encourage researchersomouct additional empirical
investigations of consumer behaviour across thdiAforld’s markets. This research’s
findings suggest that for mainstream home applisnsegmenting on the basis of
nationality is probably unnecessary. As internalomarketers must make decisions
about many additional elements of the overall mamgeprogramme, however, insights
on the ones that have impact on the consumersisnptirt of the world, and their
universal behavioural patterns would be highly ukeFhe current project might offer

encouragement in this direction.

This chapter presents the research contributiotheéotheoretical development. Also,
any managerial implications of this research amresked. Limitations and directions
for further research are presented, followed byqeal reflections which are provided

in the ultimate section.

9.2. Theoretical Contribution
The theoretical contribution of this research projcuses on testing the theory of

consumer buying behaviour within global marketimgtegies in aiming to generalise
the findings throughout consumers in a certain areg{North Africa/Arab) and
providing insights toward more research on some égspirically investigated areas in
this discipline. As this research consists of twages in order to obtain both marketers
and consumers’ point of view toward marketing pcas in Libya, the theoretical

contributions were produced from both phases.

Mostly, the research in global marketing is conddctising a sample of consumers,
who are from different nationalities and/or couedri and have similar individual
characteristics, through purposive sampling (alalled judgment sampling). This is
because the researchers need exactly the same ofpesspondents from each

nationality (or from each country) to ascribe, ¢dently, any difference in their buying
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behaviour to their nationality/culture, as the typé respondent (i.e., individual
characteristicshere is constant variable. For example, Dawar, Paiked, Price (1994,
1996, 1997) used a purposive sample selected frenstudents of the international
MBA programme at major European business schoobbtain the same type of
respondents (e.g., education, age, experiencet \@sséth and international exposure)

in order to ascribe any difference in their buylehaviours to the nationality variable.

This current research makes a notable theoretigatribution through adopting a
reverse perspective. The researcher used a staténdom sampling to investigate the
behaviour of consumers from exactly the same nalti@ontext in one particular
country (Libya), and explores the impact of mamkgtprogrammes that emanate from
different country-of-origin global operators. Acdorgly, in this present research, the
national/cultural context izonstantvariable so that any difference in behavioural
patterns can be, confidently, ascribed to the tyy@agspondents (e.g., their individual
characteristic). As the Arab World countries havsirailar national culture (Souiden,
2002; Hofstede, 2001; League of Arab States, 20th®, perspective might facilitate
the research towards more understanding of consieleaviour in these countries.
Also, it provides, via using a large random sampgeneralisable findings on the

selected country’s population (Libya) and contfolssampling bias.

Another key theoretical contribution pertains tce thriteria to measure degree of
standardisation in the marketing programme. Mostp@vious works in this area
determine the standardisation degree of marketimmgugh asking the subsidiary to
provide a view on the degree of similarity betwepecific programme features in, a)
host and, b) parent country (e.g., Ozsorne¢ral., 1991; Michell et al., 1998;

Theodosiou, and Katsikeas, 2001; Ozsomer and Sim&#04). In the present research,

a specific index was developed based on reviewiagriarketing literature.

The significant contribution of the newly developadex of this current research is that
it was designed to determine the actual marketmagtjce. In other words, subsidiaries
(interviewees) were not asked to provide their vaewthe markets similarities like past
research; instead, they were asked what they actlmin that market (Libya) in terms

of the standardisation/adaptation degree. Thisoeapry approach might be more

appropriate when there is little prior knowledg®uaibthe research field (e.g., a country
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market or industry) which is the expected casatein some developing countries (i.e.,
Libya).

The development process of the measure in thisuelsavas based on (1) the work of
Ozsomer, Bodur, and Cavusgil (1991), Ozsomera amadrsn (2004) and Szymanski,
Bharadwaj and Varadarajan (1993) and (2) the mademarketing management
process (Kotler 1999; Dibét al.,2006) using structured interviews with major fgrei
home appliances suppliers (see section.6.5, Chépteéftilising the global marketing
literature (e.g., Jain, 1989; Solberg, 2000; Keegatd Green, 2005; Viswanathan and
Dickson, 2007), a three-point scale (Standardis&lightly Adapted’ and ‘Adapted’:
see Table 6.3, Chapter.6) was established. Théseamwere implemented within the
analysis of consumer survey (Phase ll), to invastighe relationship between the
adopted degrees of standardisation and its eftandiss on buying behaviour of Libyan

consumers (see Table 7.14, Chapter.7).

In addition, although the degree to which inteoradi marketing programmes must be
standardised or adapted has exercised academiasdig than three decades now
(Sandler and Shani 1992; Theodosiou and Katsiké84;2/iswanathan and Dickson
2007; Armstrong and Kotler 2008), the attentiort theve been given to the elements of
marketing programme was not balanced. Some magkptimgramme elements such as
brand (Sandler and Shani, 1992), distribution (Rbkeom et al., 1997) and pricing
strategy (Theodosiou and Katsikeas, 2001) havevextéittle attention, whereas others
product and promotion, especially, have been ektelysresearched (Jain, 1989; Shaw
and Richter, 1999). This research contributes ® eRisting body of research via
considering all key aspects of the marketing moafra market entrant perspective —
assuming service elements to be integrated witkenlacal, distribution, aspect of the
programme (Kotler, 2005) — and is, as far as tlsearecher is aware (e.g., Souiden,

2000), the first to address such issues in a Lilbgarket context.

9.3. Managerial Implications
The global marketing issues embody a great awasefaslocal and international

marketers alike. In order to design more effecsitrategies, marketers everywhere seek
a deeper understanding of how consumers and matiftisacross countries (Dawat
al., 1996; Soares, 2004). The current research cotgslio the existing knowledge on

associated decision-making criteria in an emerdiogt market, and the consumer
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buying behaviour toward the foreign marketing ineoproduct category (home
appliances), in a single Arab subsidiary markebyh). However, based on Hofstede’s
(2001) definition of national culture, most Arabucdries that have shared norms and
values (e.g. those derived from Islam), custonts @rabic tribes), history (e.g. Islamic
and Ottoman Empire) and language (Arabic), tenidltee a highly convergent national
culture. In this instance, Libya — with 97 % of pégtion are Muslims, Arabic speakers
and consider themselves as Arab (Metz, 1987) —stamd a proxy for this nation in
terms of consumer/marketing research. Accordirtbly,current research’s findings also
provide a point of departure for establishing tfieativeness of differing marketing

programme strategies in the Arab World markets.

Taking all marketing programme’s characteristicdo ilmccount, Company ‘C’
demonstrated the highest overall level of adaptaéind was distinctively different to
the other three. Also, Company ‘C’ was the mostlwstablished of all overseas
consumer electrical suppliers in Libya and was dife only one to have a formally
designated marketing department. It is uncleacoofse, whether this says more about
the nature of Company ‘C’ itself, or whether it pides evidence of necessarily
divergent behaviour between new, and more matatears into Libyan market. Is, for
example, a broadly standardised approach percéiyettwcomers as the best start-up
option? And, by contrast, is a more adapted amprdikely to be the best solution for
sustained market longevity? On the other hanthencase of Company ‘C’, it may be
that the presence of a specialist function natyigdle rise to a more complex outcome

or, indeed, that this had resulted in a more camsitlistrategic approach being applied.

Generally, the results evidenced broadly consersuygdort for a standardised approach
to the marketing of consumer electrical goods ibyhi (Company ‘C’ excepted) and,
obviously, standardised marketing programmes wiltarlikely occur when an offering
meets a universal need, or requires only minor tatiap to match consumer wants
(Jain, 1989; Viswanathan and Dickson, 2007). It \waeresting to note that, for all
suppliers — including Company ‘C’ — the adopted mofientry (Local Agency) is that
which involves the lowest level of direct local atvement. This implies a consensus
for a relatively ‘arms-length’ approach to emergamgd/or uncertain markets and, it can
be concluded that, this approach provides an apptepbalance of independence and
access to local resource (Q@eral.,2007) with the potential, if required, for leavitite

market with minimal financial and administrativesdiption.
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On the basis of empirical evidence, the resultsgsesigthat for mainstream home
appliances, at least, segmenting on the basis tddnadity is probably unnecessary.
Rather, it is possible to use the same marketingramme across countries, if they are
targeting a similar type of consumer. Further, asyan consumers are culturally
similar to those in other parts of the Arab Worldof{stede, 2001), a standardised
approach would likely be successful across the Aralid, with continuing perceptions
of Arab insularity perhaps misplaced (Souiden, 2062ced with the effectiveness of
globally efficient marketing programmes from thkek of Japan, Korea and Holland,
local manufacturers in Libya and also others in Alnab World, would need to work
especially hard to succeed and may need to idesfiécific niche segments where a

culturally-specific appeal might be more relevant.

9.4. Limitations and Further Research Directions
Growing evidence of converging/homogeneous intewnat demand implies that

marketing standardisation may be both attraciveéfeasible (Dawaet al.,1996, 1997,
Keegan and Green, 2005; Viswanathan and Dickso@y7;28rmstrong and Kotler,
2008). This is likely to be a function of both merland offering and, perhaps, just as
importantly, of how manufacturer/local agency rielaships are managed (Jain, 1989;
Solberg, 2000). Therefore, the need appears heteaw more about the effectiveness
of observed marketing decisions and how the likalth of success of these decisions

might be maximised.

As mentioned before, this research consists ofghases, with the first exploring the
impact of foreign marketing programmes on an insiregly relevant market and the
second reporting on consumer reactions to thesdetiag programmes and on the
extent to which observed standardisation/adaptatemisions impact these reactions. It
would be interesting to know more, for example, wbbow manufacturers both
rationalise and support, operationally, the marigeprogramme decisions they make,
and to study — in more detail, and in differentduct categories — the attitudes and
opinions of local agents. In circumstances wherapamies make conscious decisions
to place substantial reliance on local partnersethe a need, on both sides of the

manufacturer/agent dyad, for good understanding.

Subsidiary managers need to better understand tveir role and how they can

maximise and exploit local customer and market Kedge on their partner's behalf.
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Similarly, manufacturers need to understand how theght better support and foster
relationships with local subsidiary managers. Tobeus on international marketing to
date has concerned the extent to which oversegdistgpunderstand and recognise
how local culture affects consumers; but in a globwrket environment where

international uncertainty and an increased potefargproduct standardisation coincide,
developing a better cultural understanding of ldnainess managers will be equally as

relevant.

There are clearly limitations to this research. Télatively small number of overseas
manufacturers available for study means data volisnmecessarily constrained, whilst
the used purposefully systematic approach to daitaction limits the richness of the
research output. However, it provides a usefulighiinsight into overseas market-
entrant behaviour in Libya. Further, though focusedone specific product category,
and on one patrticular interpretation of how ‘maikgtprogramme’ might be defined,
this study provides a useful point of departure fisther work in an increasingly
important context.

Also, the limitation of this research includes séleg one category of products (home
appliances), and using the key marketing pract{d®ss) to determine their influence
on buying behaviour. Replications of this reseandth additional product categories
would be worthwhile. Further research could bey,adxtended to investigate the whole
marketing operations of these companies throughntegrated strategic evaluation

process.

9.5. Personal Reflections: Recommendations for
Doing Research in an Arab context
As this current project was conducted on consunmemse particular country (Libya)

and explores the impact of marketing programmetseiranate from different country-
of-origin global operators, it is a good opportyrfior me to provide some reflections
on doing research within this discipline (marketprggramme and consumer behaviour)
in such context (North African/Arab). So, in thiction, | share my experience and the

knowledge that | learned from this research journil my fellow travellers.

Through browsing the marketing literature, it cam $een that the research which

investigates issues in non-English/European cositdkbugh limited, was conducted
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chiefly by researchers who are from the host caemt(e.g., Michellet al., 1998;
Alashbanet al.,2002; Souiden, 2002; Janetlal.,2006; Ozsomera and Simonin, 2004).
Clearly, a native researcher better understandseniswn national context. However, it
can be debated that the differences between thedisBEfifuropean and other
international contexts (e.g., culture, language dniness climate) embodies a
substantial barrier for English/European researchier penetrate such international
research, specially when this foreign context rguably, misunderstood in the world

today (i.e., Arab/Islamic context).

As a result of studying my PhD programme in UK,ngsiiterature written in the
English language and conducting the fieldwork stiilyan Arab context (Libyan
consumers and Libyan marketing managers), | urmmeisthe key differences that
might embody barriers to do an empirical researchiab context using Libya as a
proxy. This enables me to provide some recommenakatirelating to research
instruments design and data collection. Clearlgs¢htasks are considered as a critical

stage of research, as any mistake in them couddtatie research conclusion.

The first difficulty was due to using two complstalifferent languages in researching
instruments design; Arabic and English (e.g., d#f¢ alphabets, writing system and
direction and sentence structure). In facing sughnoblem, although with using back-
translation method, researchers have to be watobwfdrd some words’ meanings and
sequences of the questionnaire items. This is Isecaluthe huge difference between the
two languages and the way that they are appliedsdoial settings (e.g., low-
context/high-context culture; Hall, 1990). Also, nmost Arabic countries, participants
prefer to answer closed-end questions, which arepime cases, inappropriate for some
types of research methodology (e.g., grounded ¥edxs mentioned earlier, the
research instruments (questionnaire and intervidvedule) were originally prepared in
English and then translated, carefully, to Araliwe(national language). In order to
avoid language risky mistakes, | adopted the egpetiew to validate both versions of
the research instruments. My research measuresmamdments were reviewed by six
academic experts in marketing (3 native Arabic frioimya, and 3 native English from
UK and USA). The three native Arabic experts rewdwthe questionnaire and

interview’s questions in both languages, becausie second language is English.
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Generally, the secondary sources of informatiomanacro level are available in most
Arabic countries. But, in the countries that suffem a lack of reliable information, a
researcher should depend on the primary data théshé collects (Tuncalp, 1988;
Tuncalp and Erdem 1999). Also, even to get secondiata, a researcher needs a good
personal network. In my research interviews, lis¢ill my personal and social networks
to reach the marketing managers of foreign compganigibya (LG, Philips, Sharp and
Hitachi). This method (personal and social netwprssured a warm welcome and

positive reaction in answering the interview’s gieess.

In the questionnaire phase, the distribution ofstjoenaire was a challenging task in
Libya. | faced two problems; first, it is difficulo draw a probabilistic sample based on
the addresses in most Arabic countries, as theeaséds are not provided in the official
census and the other listings that can serve agls@nframes for representative sample
(e.g., voter registration records and survey dfuakts) do not exist. Also, the telephone
records could not be used due to cultural consider® Second, there is no postal
delivery of personal mail to homes; rather, peaglly on post office boxes for the

delivery of their incoming mail. In such situatignis order to achieve a probable
random sample, | used the home appliances stdresélected product category in this
research) as distribution points. Again, | utilisey personal and social networks to

deliver the questionnaires to the customers, dtovss in these stores.

The problems discussed above show a research iscdeeArab World with a focus on
Libya. My given recommendations about these probleamfortunately, are not the
ideal way to resolve them, but they are outcomes ofjelilt and objective work to face
such circumstances. | hope that my experience edghtribute to the knowledge
available in the Arab World and provide invaluaiieights for the researchers who
plan to conduct empirical research on this regiorfacilitate such difficulties and

unexpected problems.
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NOTTINGHAM®
TRENT UNIVERSITY

A questionnaire of the PhD research under thedftle
The Effect of Marketing Programmes on Buying Behawur of Libyan

Consumers

Marketers must decide on the degree to which théy adapt their marketing
programme to meet the unique cultures in variouketa. On one hand, they want to
standardise their offering in order to simplify op@ons and take advantage of cost
economics. On the other hand, adapting marketifugtefwithin each country results in
programmes that better satisfy the needs of lamadumers. The question of whether to
adapt or standardise the marketing programme agrtwational markets has created

a lively debate in recent years.

| am carrying out a survey in order to study thigestion. This research is being
conducted simultaneously in three Libyan citieschhare: Benghazi, Tripoli and Sabha.
It is a study designed to contribute to the undeding of how Libyan consumers are
influenced by foreign marketing programmes. The é@@ppliances products have been

chosen to illustrate this influence.

| ask for your help by answering the enclosed goesaire. | depend on your answers!
The survey is easy and it will only take you abdst minutes to complete. The

questionnaire is confidential and data will be tiedaon the mass level only. There are
no right or wrong answers! Please answer all qoiestin a way that best describes your

behaviour.

I inform you that your participation is voluntagmd you are free to reject or withdraw
at any time without giving any reasons and withimplications for your legal rights. In
the case of withdrawing, your collected date wilt be used.

Many thanks in advance for your contribution!

Izzudin Busnaina

Nottingham Trent University



Part | - A few things about yourself

1.Are you

Male () Femalel )

2.Your age

(18-27 years) J (28-37 years) ] (38-47 years) ) (48-57 years) J
(58-67 years) J (68 years and above)

3.Your marital status
Single(J Married( ] Divorced( ) Widowed( ]

4.Your mother’s nationality

Libyan () Arabic () Foreign (Not Arabic) )

5. The language(s) that you speak (except Arabic)

None( ) English(J)  French Italian(J  Other please specify.........
6. How many countries that you visited (except Arab Wdd Countries)

Non () One country ] Two countries ) More than two countries’)

7. Your level of education
Just read and write]) Primary school J  High School or equivalent)

Graduated from university or equivalént Postgraduate degrée

8. YOUr WOrk: ..o

9. Do you own...One car ) Two cars_ ) More than two carsJ) No car( ]
10.Do you own... One housé ] Two house§ ] More than two houses)

No houses)

11.Could you please estimate the quantity of home apphces products that you

bought in the last year? Please write the number ithe boxes.

Air-conditioners(_J Televisions_ Refrigerators_J

12.Could you please estimate the cost of your home dmmces above purchasing
as a percentage of your monthly income? Approximately ............... %
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Part Il — The foreign marketing programme of home appliances in Libyan rarket

IMPORTANT
The questions of this questionnaire regardinty the foreign marketing activities i

-

Libyan market foithe air-conditioners, televisions and refrigeratos

13.Did you buy a home appliance product in the last §ears? Yes ( JNo (]

If you answered with “Yes”, please write the brandame of your
purchase: ................c.....e.
If you answered with “No”, please write the branéme that you intend to

buy: ...

14.How do you consider advertisements
Pleasant ] Unpleasant ) Exciting(J) Unexciting() other: ..........

15.1 often rely on messages i€ommercials ) Salesperson]) Media O

Personal Friends) when purchasing home appliances.

16.How likely are you to buy home appliances products... In about the next 6

months?
Definitely will () Probably will(_] Not sure one way or the
other(] Probably will not" ) Definitely will not ()

17.1 believe that appliances made in the following catries show a very high

degree of technological innovation ..USA () Japan ) South Korea )

Netherlands J  ItalyCJ) Other ................

18.1 prefer to buy the appliances made in these counis ... USA () Japain )

South Korea ] Netherlands ) Italy(J Other ................

19.1 believe that appliances made in the following caouries are prestigious ...

USA () Japan_) South Kored ) Netherlands ) Italy (J

Other ................

20. Please rank from the choices below, thi#ree most important things that you

consider in your home appliances purchasing (pleasst three only):

The safety in using that product provides | depend on the salesman’s advice

| search for the best price for me | search for a certain brand name
26¢



| search for the latest product

| search for a certain country of oridin

Answer the following bearing in mind your purchaseof home appliances. Please

use the scale and ticky( ) the box that best describes your buying behaviou

Scalg

Items

Strongly

agree

Agree

Neither

Disagree

Strongly

disagree

21. Most advertising provides me with essenti

information about the home appliances that | intend

to buy.

22. Most advertising is very annoying.

23. Most advertising makes false claims.

24.1f most advertising was eliminated, consumgrs

would be better off.

25. | enjoy most ads.

26. Most advertising attracts my attention

27. Sales promotion campaigns (e.g. gifts and “50%
when you buy more than one”) usually arouse

need to buy.

off

my

28. Advertising should be more closely regulated.

29. Most advertising does not consider society’s vallies

30. The information received from manufacturers

helpful for the decision that they have to make.

is

31. The information received from manufacturers is hot

helpful for the decision that they have to make.

32. The quality of products | bought has consistently

improved over the years.

33. The instructions on the pack are meaningful for me.

34. The message on the pack is credible.

35. In general | use Brand name as a signal of qu

for purchasing home appliances

ality

36. In general | use Price as a signal of quality

purchasing home appliances

for
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Scalg

Items

Strongly

agree

Agree

Neither

Disagree

Strongly

disagree

37. In general | use the physical appearance as alsjgna

of quality for purchasing home appliances

38. In general | use the retailer reputation as a $igha

quality for purchasing home appliances

39. The product | bought has a good guarantee

40. When | see products in store, advertising images

appear in my mind.

41. There are products | do not plan to buy until Idrea

or watch advertisement about them.

42. When | buy products, | have usually read |or

watched advertisements about them before.

43.1 choose a store according to the informatjon

gathered during previous purchasing.

44. | prefer to buy from the store that | know before.

45. In my purchase decision, the choosing of the store

is less important than the brand (or product)

46. In shopping, | prefer to go shop around to find

different offers from different sellers.

47. Most retail stores serve their customers well.

48.1 am not satisfied with retailers treat me in my

shopping

49. | find most retail salespeople to be very helpful.

50. Most retail stores provide an adequate selection of

products.

51. In general, most middlemen make excessive prafits.

52. The assistance in a store is usually not as | ¢éxpe

O

53. Most retailers provide adequate service.

54.If I intend to buy a certain home appliance, adyi

from my friend could change my purchase decisig

ce

>

55. If | intend to buy a certain home appliance, advi

ce

from one of my family could change my purchase

decision.

56.If | intend to buy a certain home appliance,

salesperson in the store could change my purchase

decision.

57. Most products | buy are overpriced
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Scalg Strongly ; ; Strongly
tems agree Agree Neither | Disagree disagree

58. Companies could charge lower price and still|be
profitable

59. Most prices reflect reasonably the production costs

60. Competition between companies keeps prices
reasonable.

61. The changing in home appliances’ prices| is
unjustified.

62. Most pricing decisions consider the circumstances
of Libyan consumer

63. The levels of prices that companies offer do hot
match the Libyan consumer’s income.

64. The purchase of an unfamiliar product will leachtp
financial loss.

65. The purchase of an unfamiliar product would pot
meet your expectations based on the amount of
money required to pay for it.

66. An unfamiliar product would function poorly.

67. An unfamiliar product would not meet your negds
and desires very well.

68. An unfamiliar product would not be safe or would
be harmful.

69. The purchase of an unfamiliar product will make
others think less highly of you

70. The companies that make products that | buy dg not
care enough about how well they perform.

71.1 am satisfied with the maintenance and repaifing
services that home appliances companies offer.

72.1 am satisfied with the installation services that
home appliances companies offer.

73. In most cases, the quality of products | buy wak fas
expected.

74. 1 am satisfied with most of the products | buy.

75. Most foreign companies operate on the philosophy
that the consumer is always right.

76. Despite what is frequently said “let the buyer
beware” is the guiding philosophy of most foreign

companies.
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Scalg Strongly

Items

agree

Agree Neither | Disagree

Strongly

disagree

77. Most foreign companies seldom shirk th

responsibility to the consumer.

o
=

78. Most foreign companies are more interested in

making profits than in serving consumers.

79. The government have to impose some restrict

on the marketing activities of the foreign companjie

in Libya.

ons

80. It is wrongdoing, if | prefer to buy foreign procis
over domestic products

81. the trading or purchasing of goods from ot

ner

countries should be only conducted in the necgssar

conditions

82. Buying foreign products hurts our economy gnd

countrymen

83. | like to keep up with international affairs

84. | am interested in foreign cultures

85. | enjoy foreign films and TV pro grams

86. | make special effort to meet foreigners

| am pleased to send the abstract of this reseanpbu, if you provide me with your

emails address.

Email address (optional): ..................

THE E

ND

Thank you very much for taking the time to compliie questionnaire!
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B. Questionnaire (Arabic version)
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Appendix.2

A. The interview questions (English version)
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NOTTINGHAM®
TRENT UNIVERSITY

CONSENT FORM

Please read and confirm your consent to being intgrewed for this project by
initialling the appropriate box(es) and write your job title and dating this form.

Please not that the expected duration of this intevew is about 30 minutes.

1. | confirm that the purpose of the project hasrbexplained to me, that | have been
given information about it in writing, and that kve had the opportunity to ask
guestions about the research O

2. | understand that my participation is voluntagd that | am free to withdraw at

any time without giving any reason and without anplications for my legal rights

O
3. | agree to take part in this project O
The Job title of interviewee The Company’s name Date
Name of researcher taking consent Date Sigaatur

PROJECT:

The PhD research under the title of: The EffecMaifrketing Programmes on Buying
Behaviour of Libyan Consumers.

By: Izzudin Ali Busnaina, PhD student at NottinghAusiness School, NTU

Email address: Izzudin.busnaina@ntu.ac.uk
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1.

8.

9.

What is your company’s mode of entry to the Libyaarket:
» Branch Office
« Joint Venture/Joint Stock Company with a local firm
* Representative Office
» Enter Libya under the provisions of investment law

» Entering through Local Agency

In how many countries is the particular brand sold?

And In how many Arabic countries?

What are the five largest foreign markets for trend, and the year of entry to
each market?

What is the percentage of total sales representedoleign sale of the brand
and foreign sales of the same product under otlaerdbnames?

Comparing the situation in the Libyan market andtie mother company’s
home market, to which extent the marketing prognenfior your major product
(line) are similar or different in terms of :

Product (product physical characteristics, braauhe and packaging)
Promotion (sales promotion, product positioningyveatising theme, media
allocation and advertising copy)

Pricing policy and Distribution (customer servigelaole of sales force)

The extent Scale&Similar, homogenous, Neither, Heterozygous, Differe

Do you use ready-made information about Libyan aoreys?
Do you carry out surveys or research on Libyan goress?

Do you adapt discount levels according to Libyarrié?

10.Do you adapt prices according to the Libyan Market?
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11.Do you adapt sales promotion campaigns accordihgpot@an Market?

12.Do you adapt advertising messages according toahilfyonsumers?

13.Do you adapt the flows and levels of distributidranels according to Libyan
Consumers?

14.Do you adapt the system of distribution channelsoating to Libyan
consumers?

15.Do you adapt the augmented product decisions aicaprith the desires of
Libyan consumers? Such as, delivering and credter-aelling services,
installation and warranty.

16.Do you adapt the actual product decisions accortbnthe desires of Libyan
consumers? Such as, brand name, product featesgndand packing.

17.Have you been asked from the marketing departnmettie mother country to
do tasks relating to marketing control in termgloécking performance against
the annual plan, taking corrective actions whenessary and determining
profitability of products in Libyan market?

18.Have you been asked from the marketing departnmettia mother country to
look whether the company’s basis strategies wettheal to its opportunities in
Libyan market?

19. Does your product(s) require some adaptationsrftareg the Libyan market?

20.Do you develop national or regional product des@md marketing programmes?

21.Do you use universal brand names, packing, colous® on?

22.Are there strategic consensus between you (as aidgty) and your
headquarters on key standardisation issues

23.Do you consider this leads to more effective immatation of your company’s

strategy?
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24.What is the consideration(s) (from the choices wgkhat you take into account

in the making of marketing decisions?

The behaviours and marketing activities for all pamies offering

similar products and services to Libyan consumeirailar prices

» The behaviours and marketing activities for all pames making home
appliances

» The behaviours and marketing activities for all pamies manufacturing
products that supply the same services.

» the behaviours and marketing activities for all pamies that compete

for Libyan consumer’s Dinars (the currency of Lipya
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B. The interview questions (Arabic version)
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Appendix.3

The experts’ review
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A. The expert’s profiles
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Eight experts from Libya, the UK and USA were askedill in the evaluation form

(Appendix.3.B) which reflects their review for thmeasurements items. The
measurements and items evaluations from six of theme received (6/8). These six
experts were three Westerns (1 from UK and 2 fro8A)Jand three Libyans. Their

brief profiles are detailed as follows:

Dr Sunil Sahadev, PhD, Lecturer in Marketing Masragnt
University of Sheffield, UK

* Prof. Jay Mulki, Assistant Professor of Marketing

Northeastern University, USA

» Prof. Tao (Tony) Gao, Assistant Professor, Markg@roup
Northeastern University, USA

* Prof. Abdullah EI-Hammali, Professor of Sociology

University of Garyounis, Libya

* Prof. Abdul Salam EI-Zilitni, PhD Mass Comunication

University of Garyounis, Libya

* Mr. Abdelmonem Loheshy, MBA North Texas State Unsiy

Manager and Business Consultant, Libya
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B. The Form of the experts’ review
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1.

A few things about yourself

Name of expert:

Quialification:

The current post:

Date of review:

The table below shows the research variables (eams}, their measurements,

direction of causality and determining whether ttenstruct is formative or

reflective. Please mark them by (x ) in the last column according to your

judgment.

. Their questions o ) Evaluation
Variable Items ) Direction of | Formative/
numbers in the ) ) Mark
(Construct) (measures) Causality Reflective
tables below (V/Ix)
age, martial status, level of education, E
rom
Individual socioeconomic status (number of children , Not included in the ]
o ) ) ) measures to| Formative
characteristics occupation, asset wealth, international exposure tables
) ) construct
and disposable income)
) +  Attitudes via sentiments toward
Consumer buying ) ) Q1- Q38
) Product, Price, Place and Promotion From
behaviour toward _ _ )
. e Purchase intention Q39 -Q42 construct to | Reflective
marketing
«  Attitudes toward the companies’ measures
programmes Q44 — Q47
philosophy
. Reliance on producer information Q48 & Q49
.y | e Preferences Q50— Q58 From
ehavioural . : : _ )
A Risk taking Q59-Q64 construct to | Reflective
Spects measures * Response to advertising Q65 - Q70 measures
*  Shopping behaviour Q71-Q74
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. Their questions o ) Evaluation
Variable Items _ Direction of | Formative/
numbers in the ) ] Mark
(Construct) (measures) Causality Reflective
tables below (VIx)
e The range of the adaptation for
The classification Marketing Research, Pricing, Q72 - Q83
of the Promotion, Distribution, Product From
standardisation Decisions and Marketing Control measures to | Formative
levels of marketing «  The similarity/deferentially in the construct
programme marketing programme elements Q84
between home country and Libya
. «  Product features Q85 - Q87
The potential .
rom
factors in the *  Mode-of-entry Q88 _
d ] measures to | Formative
egree o . ) . . )
g a Headquarters-subsidiary relationship Q89 construct
standardisation
«  Competition Q90

3. The following table includes the questions of thesgtionnaire and the interview

with some normative sides which are required todwewed from you. Please

indicate your evaluation via good or bad with eqabstion.

Use the scale angrite the number that best describes your evaluation

Very Bad

Bad

Neither

Good

Very Good

1

2

3

4

5

(UF= Understandability of formation) CQ= The ability of items to capture the target infatian)

the research aim)

RRA= Representativeness for

Question of the Questionnaire

UF | CcQ

RRA
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C. The analysis of the experts’ review



The experts’ evaluation of the instruments’ itenfowed that most of items are
recommended, but some items need to be removedgetiaamended or revised.
Consequently, the items fall into five levels whih follows with suggested new items
for each level:

Level 1: Recommended Items
70 % from the Items were recommended — 65 item® 88 achieved a mean value

over 4 in the all normative sides, note that 4= @&and 5= Very Good

Level 2: Revised Items

4 % from the Items need to be revised — 4 itemsegeld a mean value between 3.67
and 3.83 in terms of Understandability of formatidhe following table includes these
items with the suggested amendments. These iteths@ne explanations are showed
in Table 1.

Level 3: Amended Items
14 % from the Iltems need to be amended — 13 iteshiewed a mean value between
3.67 and 3.83 in terms of Catchability of questiorfsese items and some explanations

are showed in Table 2.

Level 4: Changed Items
11 % from the Items need to be changed — 10 itestheewed a mean value between
3.67 and 3.83 in terms of Representativeness ®rrélsearch aim. These items and

some explanations are showed in Table 3.
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Table 1: Revised ltems

Item No The Items Revised Items Explanations
. ) ) ) ) The revised item asks consumer as a general eiaaidat the level of
When | need assistance in a store, | am| The assistance in a store is usually not as | ] ] ] ] o ]
37 . assistance, rather than putting respondent in hggiogl situation which
usually not able to get it. expect. ] _
might he/she did not expose to.
There should be very little trading or the trading or purchasing of goods from other The exemption phrasing with word “Unless” might driespondent to
53 purchasing of goods from other countrigscountries should be only conducted in the | misunderstanding. Moreover, “Should be” is movethtomiddle of the
unless out of necessity necessary conditions sentence to avoid undesirable style.
58 In general, | like appliances made in thesé prefer to buy the appliances made in these| The words “In general” and “Like” here are not shap, “Prefer to buy”
countries countries provides more accuracy.
Are there strategic consensus between you (aBhe previous item with “Does” includes assumptiontfe consensuses
a subsidiary) and your headquarters on key | are existing. Furthermore, the item that asks athmueffectiveness of
Does the consensus between you (as a S o ) ) ) ] )
o standardisation issues marketing implementations will provide more inforiatfor the
92 subsidiary) and your headquarters have|

key standardisation issues

Do you consider this leads to more effective

implementation of your company’s strategy?

investigation of the marketing programmes.
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Table 2: Amended ltems

h

Item No The Items Amended Items Explanations

1 The quality of most products | buy is as | In most cases, the quality of products | buyThe word “Good” reveals that the products’ qualitgaod, which might
good as can be expected was as | expected. mislead respondent.
In general how likely are you to personally In general what do you personally use ag a
use a brand name/ price/ the physical signal of quality for purchasing home The amended item with choices provides consumepéd gloance to

9,10,11,12 appearance/ the retailer reputation as a | appliances from the choices below: focus and answer more accurately. Moreover, the M@iQnake
signal of quality for purchasing home brand name/ price/ the physical appearancebnsumer avoid repeating in answering.
appliances the retailer reputation
) . ) | am satisfied with the maintenance and ] ] o )

Companies provide good maintenance a o ) _ For the items that start with “I am satisfied” hdeen highly

13 o . repairing services that home appliances ] )
fixing services for customers ] recommended from the experts, also this term pesvatcurate respons

companies offer. ) ) ) .
i _ i _ i _ i i in terms of behaviour aspects towards the compaoiesings, it has

Companies offer free installation of | am satisfied with the installation services ) ) )

15 _ . been cited in the two amended items.
products for customers that home appliances companies offer.

The adding of the adjective “Unjustified” to compasimight lead

20 Companies are unjustified in changing the The changing in home appliances’ prices |isrespondent to answer with influence of his/her atétutoward the

prices they charge. unjustified. companies rather the prices changes. So, in thededdatem “Prices
changes” is converted to passive.
o ) | Most advertising provides me with The word “Consumer” is replaced by pronoun “Me” taka the sentence

Most advertising provides consumers wit o ] ) ) )

24 o . essential information about the home more relative to respondent. Further, the addingfiel@ppliances” and
essential information ) ) o ) ) ]

appliances that | intend to buy “buying intention” will provide more accuracy.

Most sales promotion campaigns, with giftsSales promotion campaigns (e.g. gifts and The term of “Stimulate me” has a broad meanindgyaatarouse my

29 and “50% off when you buy more than one*50% off when you buy more than one”) | need” reflect a stage of buying process specificall

stimulates me to buy.

usually arouse my need to buy.
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Continue Table 2: Amended Items

h

Item No The Items Amended Items Explanations
For the items that start with “I am satisfied” hdeen highly
33 Because of the way retailers treat me, mgst am not satisfied with retailers treat me in| recommended from the experts, also this term pesviatcurate response
of my shopping is unpleasant my shopping in terms of behaviour aspects towards the compaofifesings, it has
been cited in the two amended items.
The word “Guilty” might be consider as an action tielgto criminal or
52 | feel guilty if | choose to buy foreign It is wrongdoing, if | prefer to buy foreign | illegal matter, whereas “Wrongdoing” just denotesdme wrong actions
products over domestic products products over domestic products Moreover, the word “Prefer” is more specific tha@hbose” in buying
behaviour context.
Table 3: Changed Items
Item No The Items Changed Items Explanations
| am satisfied with the warranty of most | The word “Warranty” is more specific here, becauSedrantee” denoteg
14 The product | buy has a good guarantee _ - _
products | buy. many meanings which might lead respondent to gilesmeaning.
_ o ) “Costs of doing business” is a general term. Wheréroduction costs”
Most prices are reasonable considering the Most prices reflect reasonably the ) o i ] )
18 ) ) ) ) is more precise in attempt to drive respondenttoi$ in the comparison
high cost of doing business production costs .
between the products’ prices and costs.
) ) Most pricing decisions consider the ) ) ) )
21 Most prices are fair ) ] The adding the circumstances of Libyan consumerssitve the research
circumstances of Libyan consumer ) o S
i i i i aims, for it drives respondent to answer by congiddribyan
The level of discounts that companies offgr The levels of prices that companies offer go
23 environment.

is not suitable

not match the Libyan consumer’s income.
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Continue Table 3: Changed Items

Item No The Items Changed Items Explanations
| often rely on messages in (commercials/| In purchasing home appliances, | often relyHere, it is matter of switching the word order. Staytwith “Home
48 salesperson/ media/ personal friends) wheron: appliances” could activate the selected categotii@fesearch in the
purchasing home appliances. commercials/ salesperson/ personal frienggespondent mind in answering this question.
Do you adapt the augmented product
Do you adapt the product packing (Potent|atiecisions according to the desires of Libyan
83 product) according to the desires of Libyan consumers? Such as, delivering and credit,
consumers? after-selling services, installation and
warranty.
o | Do you adapt the actual product decisions For the range of Adaptation/Standardisation willlhstrated through the
Do you adapt the product decisions (basig ) . . . . . .
. . . according to the desires of Libyan guestions about the marketing activities, the i(88) reflects the second
84 product) according to the desires of Libyan o ] ) )
5 consumers? Such as, brand name, produgctevel of product decisions, while the item (84) eefk the first level.
consumers?
features, design and packing. Similarly, regarding the marketing control, thefelient types of this
Have you been asked from the marketing| marketing activity — Annual plan and Strategic Coht are cited in item
department in the mother country to do | 85 and 86 for exhibiting to which extent this aitfivadapted/standardised.
Do you collect feedback from the selling ) ) )
) ) tasks relating to marketing control in terms
point about Libyan consumers to prepare ] ]
85 of checking performance against the annyal

suggestions for the marketing department|in

the mother country?

plan, taking corrective actions when
necessary and determining profitability of

products in Libyan market?
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Continue Table 3: Changed Items

Item No The Items Changed Items Explanations
Comparing the situation in the Libyan
Comparing the situation in the Libyan market and in the mother company’s homge
market and in the parent company’s home market, to which extent the marketing Providing extent to the interviewees might helmttite answer this
87 market, how similar or different are the programme for your major product (line) areuestion accurately. Furthermore, the classificatibthe degree of

following marketing programme elements
for your major product (line)Product

Promotion Pricing policyandDistribution.

similar or different in terms ofProduct,
Promotion Pricing policyandDistribution.
The extent Scale: Similar, homogenous,

Neither, Heterozygous, Different

standardisation that the research attempt to peodaeds structured
responses more than opened ones.
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Level 5: Removed Items

5 % from the Items need to be removed — 5 itemgeaet a mean value between 3.67
and 3.83 in terms of Representativeness for theareB aim and the other normative
sides are removed, because there are other itemBich are recommended — that

measure the same aspects.

Table 4: Removed ltems

Iltem No The Removed Items
3 Products are not made as well as they used to be.
4 Too many of the products | buy are defective in savay.
22 In general, | am satisfied with the prices | paid.

55 Appliances made in the following countries are cdhefiroduced and

have fine workmanship

59 The appliances made in the following countries dfiigh value




The Revised, Amended and Changed Items in Arabic

The Items in Arabic The Level Iltem No
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e il e S | Rovised 58
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The Items in Arabic The Level Item No
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Appendix.4

Research variables, measures and sources of the gtiennaire



Research

N Items Scale Source Reliability
Attitudes via sentiments Product 0.62
a) Items of Product
*  The quality of most products | bought is as goodasbe expected.
* | am satisfied with most of the products | bought.
* Products are not made as well as they used to be.
< * Too many of the products | bought are defectivedme way. Adapted from
.g » The companies that make products that | boughtad@are enough about ho, Dawar &
§ well they perform. Parker (1994)
= » The quality of products | bought has consistentiprioved over the years. Gaski & Etzel
é‘ » The instructions on the pack are meaningful for me. Likert (1986) Hague
o » The message on the pack is credible 5-point & Jackson
% e Companies provide good maintenance and fixing sesvior customers (1992) Luna &
§ « Companies offer free delivery of products for custes Gupta (2001),
§ ¢ The product | bought has a good guarantee Teng at el,
= (2007),

b) Items of Price Measure

Companies could charge lower price and still béifatue

Companies offer free installation of products fostomers

Most products | bought are overpriced

Most prices are reasonable considering the highafatoing business.

Price 0.50




Research

) Items Scale Source Reliability
variable
b) Items of Price Measure(continued)

¢ Competition between companies keeps prices reakonab

» Companies are unjustified in changing the pricey tharge.

¢ Most prices are fair.

¢ Ingeneral, | am satisfied with the prices | paid.

» The level of discounts that companies offer issuitable
5 c) ltems of Promotion Adapted from
o
'C% * Most advertising provides consumers with esseintfatmation. Dawar &
<
2 » Most advertising is very annoying. Park(?r (1994)
.g ¢ Most advertising makes false claims. Gaski & Etzel
u:: * If most advertising was eliminated, consumers wdddetter off. Likert (1986) Hague
b5 . 5-point & Jackson Promotion 0.62
= ¢ | enjoy most ads.
7 . . ) ) . (1992) Luna &
c * Most sales promotion campaigns, with gifts and “buyo for one price”
8 , Gupta (2001),
p stimulates me to buy.
= . Teng at el,
= » Advertising should be more closely regulated.
T (2007),

d) Items of Distribution

Most advertising does not consider society’s values

Most retail stores serve their customers well.
Because of the way retailers treat me, most of mmpping is unpleasant.

| find most retail salespeople to be very helpful.

Place 0.68
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Research

) Items Scale Source Reliability
variable
d) Items of Distribution (continued) Adapted from
Dawar &
« | find most retail salespeople to be very helpful. Parker (1994)
«  Most retail stores provide an adequate selectiggraducts. Gaski & Etzel
« In general, most middlemen make excessive profits. Likert (1986) Hague
«  When | need assistance in a store, | am usuallpbletto get it. 5-point & Jackson
5 «  Most retailers provide adequate service. (1992) Luna &
% Gupta (2001),
§ Teng at el,
.'CE» (2007),
§ e) Purchase Intention
5 I would definitely intend to buy/ absolutely considuying/ definitely expect to buy/
IS . . Adapted from
@ absolutely plan to buy home appliances in the kang/ absolutely plan to buy home MCQ Teng atel
8 appliances in the sort term '
P (2007)
e
|_
= f) Influencing factors on buyer intention
« If lintend to buy a certain home appliance, advicen my friend could change
. Adapted from
my purchase decision
] ] ) ) ) Sample & 0.62
. If I intend to buy a certain home appliance, adviom one of my family coulg Likert
o . Warland 1973,
change my purchase decision 5-point
Kotler 2003

If I intend to buy a certain home appliance, asadeson in the store could chan

my purchase decision

ge
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Research

variable Iltems Scale Source Reliability
Q@ » Most foreign companies operate on the philosoplay the consumer is always
'g > right.
g s » Despite what is frequently said “let the buyer beas the guiding philosoph
% é of most foreign companies. Adapted from
g .i * Most foreign companies seldom shirk their respalisilio the consumer. 5-point Gaski & Etzel 0.50
g '% » Most foreign companies are more interested in ngpkirofits than in serving (1986)
§ % consumers.
0w O
§ ° * The government have to impose some restrictionthermarketing activities of
= the foreign companies in Libya
Adapted from
" a) Reliance on producer information Dawaret al.,
% e | often rely on messages in commercials, salesperswdia and/or personal MCQ (2997)
g friends when purchasing home appliances.
% Adapted from
:)-)- «  The information received from manufacturers maywhelpful for the decision  Likert Meyvis &
:—g that they have to make 5-point Janiszewski
3 (2002)
S__>5 b) Consumer preferences
j'.i « Rank the three most important choices when theyhouye appliances: price, 2-Choice Newly
= safety, country-of-manufacturing, brand name aedstidles man. developed
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Research

) Items Scale Source Reliability
variable
b) Consumer preferences (continued)
The ethno-national identity
» | feel guilty if | choose to buy foreign productges domestic products
« There should be very little trading or purchasiriggoods from other countries  Likert Lundstromet
unless out of necessity 5-point | al., (1998) 0.73
*  Buying foreign products hurts our economy and counén
m The country image
% » Appliances made in the following countries show eryv high degree of
s technological innovation MCQ Same as abov
1S
% * The appliances made in the following countriespaesstigious
(&)
:)-’_ * Ingeneral, | like appliances made in these coestri
% The Openness to foreign culture
§ * |like to keep up with international affairs Lundstrom et
2 ; .
8 e | am interested in foreign cultures Likert al., (1998); 0.66
2 . o 5-point | Sh tal.,
2 » |l enjoy foreign films and TV pro grams poin armeet &
= . . (1994)
* | make special effort to meet foreigners
The signals of product quality
* luse Brand name as a signal of quality for purictggsome appliances
] ] ] ) ) Likert Dawar and
» |l use Price as a signal of quality for purchasiomé appliances )
5-point Parker (1994) 0.50

| use the physical appearance as a signal of gu#dit purchasing home
appliances

» |l use the retailer reputation as a signal of qu#dit purchasing home applianceg
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Research

variable Iltems Scale Source Reliability
¢) Risk taking
* The purchase of an unfamiliar product will leactfinancial loss.
e The purchase of an unfamiliar product would not thye@r expectations based on
the amount of money required to pay for it. Likert Soares (2004)
«  An unfamiliar product would function poorly. 5-point 0-80
*  Anunfamiliar product would not meet your needs dadires very well.
e Anunfamiliar product would not be safe or wouldHzemful.
g * The purchase of an unfamiliar product will makeeoshthink less highly of you
g d) Advertising effect Adapted from
1S * How do you consider advertisements (unpleasangalga(unexciting/exciting) 2-Choice Tenget al.,
é— (2007)
2 * Most advertising attracts my attention.
Tg «  When | see products in store, advertising imagesapin my mind. Like-rt Newly
B «  There are products | do not plan to buy until ikeawatch advertisement about ~ 9-Point developed 0.68
c
& them.
= * When | buy products, | have usually read or watchhekertisements about them
before
e) Shopping behaviour
» | choose a store according to the information gattheluring previous purchasing.
e | prefer to buy from the store that | know before. Likert Weisbuchet
« In my purchase decision, the choosing of the sttess important than the brand.(or 5-point al., (2000 0.50

product)
* In shopping, | prefer to go shop around to findeiént offers from different sellers.
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Appendix.5

Research variables, measures and sources of theantiew schedule



Research

— items Source
a) Marketing Research
* Do you use ready-made information about Libyan oorers?
« Do you carry out surveys or research on Libyan comess?
b) Pricing
« Do you adapt discount levels according to Libyarrhé&?
« Do you adapt prices according to the Libyan Market?
c¢) Promotion
e Do you adapt sales promotion campaigns accordind.ilyan
2 Market?
§ « Do you adapt advertising messages according taahiljonsumers?
g d) Distribution
g « Do you adapt the flows and levels of distributidracnels according
§ to Libyan Consumers? Newly
g « Do you adapt the system of distribution channelsosting to| developed
g Libyan consumers?
ﬁ e) Product Decisions
'% « Do you adapt the product packing (Potential prodactording to
o the desires of Libyan consumers?
fé « Do you adapt the product decisions (basic prodamtprding to the
g desires of Libyan consumers?
:c‘_ f) Marketing Control
.g e Do you collect feedback from the selling point abdibyan
_g consumers to prepare suggestions for the markek@pgrtment in
':% the mother country?
8  Doe marketing departments in the mother countryuest] the
= specific reports and information about Libyan consts to considef
= them in marketing programme designs?
g) Comparing the situation in the Libyan market anthe parent company’s
home market, how similar or different are the fallog marketing
programme elements for your major product (line)? Ozsomer
» Product(product physical characteristics, brand namepaudaging) .and.
» Promotion(sales promotion, product positioning, advertidimgme, S(chc))zl)n

media allocation and advertising copy)

* Pricing policyandDistribution (customer service and role of sales force)
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Research

similar products and services to Libyan consumeaimilar prices

] items Source
variable
a) Product features
» Does your product(s) require some adaptationsrfmring the Adapted
Libyan market? from Jain
« Do you develop national or regional product desigms (1989),
marketing programmes? Kotler
« Do you use universal brand names, packing, colouss on? (1986)
,5 b) Mode-of-entry
,‘é‘ * What is your company’s mode of entry to the Libyaarket
z (Branch Office, Joint Venture/Joint Stock Comparithva local Newly
c
5,3, firm, Representative Office, enter Libya under phevisions of developed
E investment law and entering through Local Agency)
% ¢) Headquarters-subsidiary relationship
(0] .
© . i Jain
o Does the consensus between you (as a subsidiatyoam
hs headquarters have key standardisation issues (1989)
2 d) Competition
E? What is the consideration(s) (from the choices Wglthat you take intd
f;f account in the making of marketing decisions?
c
2 «  The behaviours and marketing activities for all pamies offering  'N€WlY
o developed
ey
|_

* The behaviours and marketing activities for all pamies making

home appliances

 The behaviours and marketing activities for all pames

manufacturing products that supply the same segvice

» the behaviours and marketing activities for all pamies that

compete for Libyan consumer’s Dinars (the curreoickibya)
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Appendix.6

The Graphs of Good-fit Sub-models
AMOS



Response to Product and Behavioural Aspects

(A) Ethno-national Identity

1.11 98 1.08 a7 57
R.Product.1 | | R Product.2 | | R.Product.3 | | R.Product.4 | | R Product.5

Response to Product

Ethno-national Identity

01

\
| Eth.N.1 | | Eth.N.2 | | Eth.N.3 |

(B) Shopping Behaviour

| R.Product.1 || R.Product.2 || R.Product.3 H R.Product.4 ” R.Product.5

Response to Product

| Sho.Behaviour.1 | | Sho.Behaviour.2 || Sho.Behaviour.3 | | Sho.Behaviour.4 |
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Response to Promotion and Behavioural Aspects

(A) Signals of Quality

.67 .64 1.04 1.42 .95

R.Promo.1 | R.Promo.2 | | R.Promo.3 R.Promo.4 | | R.Promeo.5 |
hs 24700

Response to Promotion

-.01
48

Signals of Quality

| Sig.of.Qual.1 || Sig.of.Qual.2 | | Sig.of.Qual.3 || Sig.of.Qual.4 |

90 .co 91 16

22 72

(B) Ethno-national Identity

.67 .64 1.05 1.42 .95
| R.Promo.1 || R.Promo.2 E R.Promo.4 II R.Promo.5 |

Response to Promotio

.67

Ethno-national Identity,

00 37 95

03




(C) Shopping Behaviour
.68 .64 1.05 1.42 .95

§ § 9 ¢ ¢

| R.Promo.1 | | R.Promo.2 || R.Promo.3 || R.Promo.4 R.Promo.5

Response to Promaotion,

.00

Shopping Behaviour

| Sho.Behaviour.1 | | Sho.Behaviour.2 I | Sho.Behaviour.3 || Sho.Behaviour.4 |

57 32 .44 s
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Response to Distribution (Place) and Behavioural A®cts
(A) Signals of Quality

?99?”?

R.Place.1 | R.Place.2 H R.Place.3 || R.Place.4 | R.Place.5

Response to Distribution,

48

(Brand as signal of quali

I Sig.of.Qual.1 H Sig.of.Qual.2 Il Sig.of.Qual.3 || Sig.of.Qual.4

(B) Ethno-national Identity

‘1 12 .69
| R.Place.1 ” R.Place.2 | R.Place.3 ||_R Place.4 | | R.Place.5 |

86 Agms 75

-.05
&7
(Ethno-national Identit
Eth.N.1 | Eth.N.2 | | Eth.N.3 |

‘3 &
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(C) Openness to Foreign Culture

64 .58 .78 1.1 69
| R Place.1 || R.Place.2 || R.Place.3 || R.Place.4 || R.Place.5 |

Response to Distribution

.08

|[Cpenness to Foreign Culture)

| Cul.Open.1 | Cul.Open.2 || Cul.Open.3 || Cul.Open.4 |

92 41 .15 9

(D) Shopping Behaviour

& 57 78 111 69
| R.Place.1 || R.Place.2 || R.Place.3 || R.Place.4 | R.Place.5

Response to Distributio

.00

Shopping Behaviour,

| Sho.Behaviour.1 || Sho.Behaviour.2 || She.Behaviour.3 | Sho.Behaviour.4

51 40 ‘44 87




Appendix.7

Goodness-of-fit Measures of Models
AMOS Tables



1. Response to Product and Behavioural Aspects

(A) Ethno-national Identity

Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 17 37.520 19 .007 1.9Y5
Saturated model 36 .000 0
Independence model 8 1085.852 28 .000 38780
RMR, GFI
Model RMR GFI  AGFl PGFI
Default model .040 .988 978 522
Saturated model .000 1.000
Independence model .294  .719 639  .559
Baseline Comparisons

NFl  RFI IFI TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 965 .949 983 .974 982
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .poo
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model .679 .655 .66[7
Saturated model .000 .000 .000
Independence model 1.000 .000 .QgoO
NCP
Model NCP LO 90 HI 90
Default model 18.520 4,864 39.948
Saturated model .000 .000 .000
Independence model 1057.852 953.807 1169289
FMIN
Model FMIN FO LO90 HI90
Default model .047 .023 .006 .050
Saturated model .000 .000 .000 .000
Independence model 1.351 1.316 1.186 1.454
RMSEA
Model RMSEA LO90 HI90 PCLOSEK
Default model .035 .018 .051 .936
Independence model 217 206 .228 .000




AIC

Model AlC BCC BIC CAIC
Default model 71.520 71.905 151.264 168.264
Saturated model 72.000 72.815 240.870 276,870
Independence model 1101.852 1102.033 1139.379 37197.

ECVI
Model ECVI LO90 HI90 MECVI
Default model .089 .072 .116 .089
Saturated model .090 .090 .090 .091
Independence mode¢l 1.370 1.241 1.509 1.871
HOELTER
Model HOELTER HOELTER
.05 .01

Default model 646 774
Independence model 31 36
(B) Shopping Behaviour
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 52.558 26 .002 2.0pP1
Saturated model 45 .000 0
Independence modgl 9 741.653 36 .000 20.601
RMR, GFI
Model RMR GFlI  AGFI PGFI
Default model .043 .985 .975 .569
Saturated model .000 1.000
Independence model  .181 .806 757 644
Baseline Comparisons

NFl  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 929 .902 963 .948 .962
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .pOO
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 722 671 .695
Saturated model .000 .000 .000
Independence model 1.000 .000 .Q00O
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NCP

Model

NCP LO 90 HI 90

Default model
Saturated model
Independence modg

26.558 9.644  51.240
.000 .000 000

| 705.653 620.827 797.897

FMIN

Model

FMIN FO LO90 HI90

Default model
Saturated model

Independence modg

h

.065 .033 .012  .064
.000 .000 .000 .000
922 .878 a72 992

RMSEA

Model RMSEA LO90 HI90 PCLOSE
Default model .036 .021  .050 .956
Independence model .156 146 .166 .000
AlIC

Model AIC BCC BIC CAIC

Default model
Saturated model
Independence modg

1

90.558 91.037 179.684 198.684
90.000 91.134 301.088 346,088
759.653 759.880 801.871 810.871

ECVI
Model ECVI LO90 HI90 MECVI
Default model 113 .092  .143 113
Saturated model 112 112 112 113
Independence model .945 .839 1.060 945
HOELTER
Model HOELTER HOELTER

.05 .01
Default model 595 699
Independence model 56 64
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2. Response to Promotion and Behavioural Aspects

(A) Signals of Quality

Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 61.630 26 .000 2.3)0
Saturated model 45 .000 0
Independence model 9 719.243 36 .000 19.079
RMR, GFI
Model RMR GFlI  AGFl PGFI
Default model .051  .983 971 .568
Saturated model .000 1.000
Independence mode¢l .200  .807 759  .646
Baseline Comparisons

NFl  RFI IFI TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 914 881 949 928  .948
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .poo
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 722 660 .68b
Saturated model .000 .000 .000
Independence model 1.000 .000 .0o0
NCP
Model NCP LO 90 HI 90
Default model 35.630 16.439 62.523
Saturated model .000 .000 .000
Independence model 683.243 599.801 774.107
FMIN
Model FMIN FO LO90 HI90
Default model .077 .044 .020 .018
Saturated model .000 .000 .000 .000
Independence model .895 .850 746 .963




RMSEA

Model

RMSEA LO90 HI90 PCLOSE

Default model .041 .028 .055 .850
Independence model 154 144 164 .000
AlIC

Model AIC BCC BIC CAIC

Default model
Saturated model
Independence modg

h

99.630 100.109 188.756 207.756
91.134 301.088 346,088

90.000

737.243 737.470 779.461 788.461

ECVI
Model ECVI LO90 HI90 MECVI
Default model 124 .100 157 .125
Saturated model 112 112 112 13
Independence model 917 .813 1.030 917
HOELTER
Model HOELTER HOELTER
.05 .01

Default model 508 596
Independence model 58 66
(B) Ethno-national Identity
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 17 37.520 19 .007 1.975
Saturated model 36 .000 0
Independence model 8 1085.852 28 .000 38,780
RMR, GFI
Model RMR GFlI AGFI PGFI
Default model .040 .988 .978 .52
Saturated model .000 1.000
Independence model .294  .719 639  .%59
Baseline Comparisons

NFl  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 965 .949 983 .974 .982
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .pOO
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Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model .679 .655 .66/

Saturated model .000 .000 .000

Independence mode| 1.000 .000 .goO

NCP

Model NCP LO 90 HI 90

Default model 18.520 4.864 39.948

Saturated model .000 .000 .000
Independence mode¢l 1057.852 953.807 1169)289

FMIN

Model FMIN FO LO90 HI90

Default model .047  .023 .006  .030

Saturated model .000 .000 .000 .000
Independence model 1.351 1.316 1.186 1.454

RMSEA

Model RMSEA LO90 HI90 PCLOSE
Default model .035 .018 .051 .936
Independence model 217 206 .228 .000
AlIC

Model AlC BCC BIC CAIC
Default model 71.520 71.905 151.264  168.264
Saturated model 72.000 72.815 240.870 276,870
Independence mode¢l 1101.852 1102.033 1139.379 37197.

ECVI
Model ECVI LO90 HI90 MECVI
Default model .089 072  .116 .089
Saturated model .090 .090 .090 .091
Independence mode¢l 1.370 1.241 1.509 1.871
HOELTER
Model HOELTER HOELTER

.05 .01
Default model 646 774
Independence model 31 36




(C) Shopping Behaviour

Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 52558 26 .002 2.021
Saturated model 45 .000 0
Independence model 9 741.653 36 .000 20.601
RMR, GFI
Model RMR GFI AGFI PGFI
Default model .043 985 975  .589
Saturated model .000 1.000
Independence mode¢l .181  .806 757  .644
Baseline Comparisons

NFI  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model .929 .902 963 .948 .962
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .pOO
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 722 671 .69b
Saturated model .000 .000 .000
Independence model 1.000 .000 .Q00O
NCP
Model NCP LO 90 HI 90
Default model 26.558 9.644 51.240
Saturated model .000 .000 .000
Independence model 705.653 620.827 797.897
FMIN
Model FMIN FO LO90 HI90
Default model .065 .033 .012 .064
Saturated model .000 .000 .000 .000
Independence model 922 .878 q72 .992
RMSEA
Model RMSEA LO90 HI90 PCLOSEK
Default model .036 .021 .050 .956
Independence model .156 146 .166 .000
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AIC

Model AlIC BCC BIC CAIC
Default model 90.558 91.037 179.684 198.684
Saturated model 90.000 91.134 301.088 346,088
Independence model 759.653 759.880 801.871 810.871
ECVI
Model ECVI LO90 HI90 MECVI
Default model 113 .092 .143 113
Saturated model 112 112 112 143
Independence model .945 .839 1.060 945
HOELTER
Model HOELTER HOELTER

.05 .01
Default model 595 699
Independence model 56 64
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3. Response to Distribution (Place) and Behaviouraspects

(A) Signals of Quality

Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 44005 26 .015 1.6p2
Saturated model 45 .000 0
Independence model 9 845.534 36 .000 23.487
RMR, GFI
Model RMR GFI AGFI PGFI
Default model .036  .988 979 571
Saturated model .000 1.000
Independence mode¢l .205 .768 710 .614
Baseline Comparisons

NFI  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 948 .928 978 969  .978
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .poo
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 722 685 706
Saturated model .000 .000 .000
Independence model 1.000 .000 .Q0OO
NCP
Model NCP LO 90 HI 90
Default model 18.005 3.503 40.370
Saturated model .000 .000 .000
Independence model 809.534 718.564 907.913
FMIN
Model FMIN FO LO90 HI90
Default model .055 .022 .004 .050
Saturated model .000 .000 .000 .000
Independence model 1.052 1.007 894 1.129
RMSEA
Model RMSEA LO90 HI90 PCLOSE
Default model .029 .013 .044 .992
Independence model 167 158 177 .000
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AIC

Model AlIC BCC BIC CAIC
Default model 82.005 82.484 171.131 190.131
Saturated model 90.000 91.134 301.088 346,088
Independence model 863.534 863.761 905.752 914.752
ECVI
Model ECVI LO90 HI90 MECVI
Default model .102 .084 .130 .103
Saturated model 112 112 112 13
Independence model 1.074 961 1.196 1.074
HOELTER
Model HOELTER HOELTER
.05 .01

Default model 711 834
Independence model 49 96
(B) Ethno-national Identity
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 17 35.574 19 .012 1.872
Saturated model 36 .000 0
Independence model 8 1203.406 28 .000 421979
RMR, GFI
Model RMR  GFI AGFl PGFI
Default model .046 .988 978 522
Saturated model .000 1.000
Independence model  .293  .693 605  .%39
Baseline Comparisons

NFl  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 970 .956 986 .979 .986
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .pOO
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model .679 .659 .669
Saturated model .000 .000 .000
Independence model 1.000 .000 .Q00O
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NCP

Model NCP LO 90 HI 90

Default model 16.574 3.543 37.402

Saturated model .000 .000 .000
Independence model 1175.406 1065.607 1292({594

FMIN

Model FMIN FO LO90 HI90

Default model .044 021 .004 .047

Saturated model .000 .000 .000 .000
Independence model 1.497 1.462 1.325 1.5608

RMSEA

Model RMSEA LO90 HI90 PCLOSE

Default model .033 015  .049 .956
Independence model .229 218  .240 .000

AlIC

Model AIC BCC BIC CAIC
Default model 69.574 69.959 149.318 166.318
Saturated model 72.000 72.815 240.870 276,870

Independence modg

1

1219.406 1219.587 1256.933 9251

ECVI
Model ECVI LO90 HI90 MECVI
Default model .087 .070 .112 .087
Saturated model .090 .090 .090 .091
Independence model 1.517 1.380 1.662 1.617
HOELTER
Model HOELTER HOELTER
.05 .01
Default model 682 81§
Independence mode! 28 33
(C) Openness to Foreign Culture
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 50.871 26 .002 1.957
Saturated model 45 .000 0
Independence model 9 1210.990 36 .000 33639
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RMR, GFI

Model RMR GFlI AGFI PGFI
Default model .035 .986 .976 5710
Saturated model .000 1.000
Independence model .246  .709 636  .%67
Baseline Comparisons

NFl  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 958 .942 979 971 9179
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .poo
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 722 .692  .70[7
Saturated model .000 .000 .00O
Independence model 1.000 .000 .0ooO
NCP
Model NCP LO 90 HI 90
Default model 24.871 8.409 49,117
Saturated model .000 .000 .000
Independence model 1174.990 1065.017 1292{350
FMIN
Model FMIN FO LO90 HI90
Default model .063 .031 .010 .061
Saturated model .000 .000 .000 .000
Independence mode¢l 1.506 1.461 1.325 1.507
RMSEA
Model RMSEA LO90 HI90 PCLOSE
Default model .034 .020 .048 .967
Independence model .201 192 211 .000
AIC
Model AlIC BCC BIC CAIC
Default model 88.871 89.350 177.997 196.997
Saturated model 90.000 91.134 301.088 346,088

Independence modg

|

1228.990 1229.217 1271.208 2@28(

ECVI

Model ECVI LO90 HI90 MECVI
Default model A11 .090 141 111
Saturated model 112 112 112 13
Independence model 1.529 1.392 1.675 1.629
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HOELTER

Model HOELTER HOELTER
.05 .01

Default model 615 722
Independence model 34 39
(D) Shopping Behaviour
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 5589 26 .001 2.150
Saturated model 45 .000 0
Independence model 9 886.188 36 .000 24616
RMR, GFI
Model RMR GFI  AGFI PGFI
Default model .047 .984 973  .5489
Saturated model .000 1.000
Independence model .190 .759  .699  .607
Baseline Comparisons

NFI RFI IFI TLI
Mode Deltal rhol Delta2 rho2 CFl
Default model 937 .913 965 .951 .965
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .pOO
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 722 677 .69[7
Saturated model .000 .000 .00O
Independence model 1.000 .000 .0OO
NCP
Model NCP LO 90 HI 90
Default model 29.896 12.115 55.417
Saturated model .000 .000 .000
Independence model 850.188 756.921 950.862
FMIN
Model FMIN FO LO90 HI90
Default model .070 .037 .015 .089
Saturated model .000 .000 .000 .000
Independence model 1.102 1.057 941 1.183
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RMSEA

Model

RMSEA LO90 HI90 PCLOSE

Default model .038 .024 .051 .927
Independence model 171 .162 181 .000
AIC

Model AIC BCC BIC CAIC
Default model 93.896 94.374 183.022 202.022
Saturated model 90.000 91.134 301.088 346,088

Independence modg

h

904.188 904.414 946.405 955.405

ECVI

Model

ECVI LO90 HI90 MECVI

11

Al
1.

13
125

Default model 117 .095 .149
Saturated model 112 112 112
Independence model 1.125 1.009 1.250
HOELTER
Model HOELTER HOELTER
.05 .01
Default model 560 657
Independence model 47 34
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