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ABSTRACT

This dissertation aims to investigate the extent to which British Indians draw upon Asian
Indian and British Caucasian cultural values in the purchase of a brown good. Drawing
upon previously published research and primary data (including a field trip to India,
preliminary investigative interviews, two pilot studies and the main survey questionnaire)
eleven hypotheses are developed, simultaneously tested and results discussed. A sample
s1ze of 425 usable responses, made it possible to use Factor analysis, Pearson’s correlation
coefficient and Multinomial logistical regression (MLM). MLM’s use within cross-cultural
research represents an important methodological contribution to this area, as 1t appears not

to have been used before.

The eleven hypotheses in this thesis represent the culmination of an extensive literature
review process and understanding of cross-cultural methodological issues. The hypotheses

measure three research themes: acculturation, consumer behaviour and culture.

At the causality level, this research study supports previous research that indicates culture as
influencing consumer behaviour. More importantly, British Indians consumer behaviour
and cultural values are similar, but in diftering aspects, to both Asian Indians and British
Caucasians. This finding makes a major contribution to our understanding of British
Indians and culture’s affect on consumer behaviour. Further research into British Indians is
encouraged using participants from different socio-economic groups and geographical

locations.

Implications of the literature and the research’s findings are used to increase awareness of
multi-culturalism from both an academic and commercial perspective. Cross-cultural
methodological hmitations are provided, indicating epistemological issues that require

further discussion if this research field 1s to advance.
Key words: Asian Indians; British Indians; British Caucasians; collectivism; community;

culture; 1ndividualism; friends; extended family; immediate family;

materialism; multinomial logistical regression; self-identity; MILLM.
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Introduction

“T'o be shaken out of the ruts of ordinary perception, to be shown for a
few timeless hours the outer and the inner world, not as they appear ... with
words and notions but as they are apprehended ... this is an

experience of inestimable value to everyone.”

Aldous Huxley'

1.1 Research rationale
The first seventy-five years of the Twentieth century witnessed the mass migration
of 45 million people (Kuepper et al., 1975). Wallendorf and Reilly (1983) comment
that migrants on arrival in their new country often encounter compatriots from their
native country. A consequence of this encounter was “opportunities ... to attempt to
reconstruct the culture of origin or enmesh in the culture of residence” (ibid., p.
295). The host society’s encounter and interaction with these immigrant cultures is
entitled international cultural interpenetration (Andreasen, 1990). The etfect of this
interpenetration on immigrants and their resulting behaviours i1s known as
acculturation.” These interactions can be assessed from anthropological, consumer

behaviour, psychological, psychotherapeutic and sociological perspectives.

One outcome of international cultural interpenetration has been the emergence of
consumer behaviours which transcend national boundaries (Featherstone, 1990).
Andreasen (1990) and Wallendort and Reilly (1983) state that this transcendence

remains a relatively unexplored area in consumer behaviour research. The need to

——

—— i

I «The doors of perception”, cited from “Strategy of the Dolphin”, by Lynch, D. and Kordis, P. L., (1990).
2 Acculturation describes a process of cultural adaptation arising from an individual interacting within two

different cultures.




understand the impact of different sub-cultures on consumer behaviour has been
noted by other researchers. Matthews (1983) notes that how a product 1s perceived
may vary depending upon the cultural criteria evoked. Foxall and Goldsmith’s

(1994, p. 206) description of culture’s permutation through products and services

illustrates this:

“What individuals perceive of their world is not a result of physical
factors alone or even their motives and attitudes. It depends also on their
cultural frames of reference, the ways in which values are attached first to
products and services and then communicated by those goods as they

convey the meanings on which culture depends.”

Roth and Moorman (1988) add that understanding cultural criteria can provide
researchers with a greater understanding of the factors that contribute to an
individual’s consumption decisions. The need to understand these cultural criteria 1s

“an important and fundamental question that needs to be addressed” (Lee, 1989, p.

771).

Attempts to assess culture’s influence on consumption decisions have given rise to a
number of consumer decision-making models, most notably Engel-Blackwell-
Miniard (1990), Foxall and Goldsmith (1994) and Howard and Sheth (1969). All
these models account for culture’s influence in the consumer decision-making

process, an example being Engel-Blackwell-Miniard’s model, shown in Figure 1.1:



Figure 1.1: The Engel-Blackwell-Miniard model
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Source: Engel, J. F., Blackwell, R. D. and Miniard, P., (1990), “Consumer

Behaviour”, 6 Edn, Hinsdale, USA: The Dryden Press.

None of these consumer decision-making models, however, takes into account or
reflects ethnic minority groups and their cultural diversity within a host dominant
culture. Fundamentally, they fail to recognise or elaborate upon the interaction

between potentially differing cultures in the consumer decision-making process, 1.¢.

.3
consumer acculturation.

The potential commercial benefits to be gained from understanding consumer

acculturation have been noted by researchers. O’Guinn and Faber (1985, p. 116)

p—

I
3 Consumer acculturation describes an eclectic process of learning and demonstrating consumption
behaviours, knowledge and skills arising from an individual interacting between two cultures.
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point out “a more thorough understanding of consumer ... acculturation may allow

us to more effectively target and promote products and services to different

segments of ethnic markets in the same way we use demographics and

psychographics to segment the general population”. An increasing awareness of
consumer acculturation amongst academics and industry can be attributed to the

growing importance of ethnic marketing campaigns to Afro-Caribbean, Hispanic

and other ethnic minorities in the United States (Lindridge and Dibb, 2000).

Marriott (1990), however, urges caution when comparing cultures and individuals
within them. This, he argues, is a particular problem because the social sciences are
predominantly Western centric. Researchers attempting to observe and measure
other cultures tend to impose Western categorisations that were derived from and
are only applicable in a Western cultural context. This has important implications

for how cross-cultural research, whether academic or commercial, 1s conducted.

1.2 Purpose of the research

Foxall (1996) comments that in trying to understand consumer behaviour the context
in which it occurs tends to be ignored. This thesis attempts to identify the influence
of culture within the buying process"L and place its influence within a culturally

determined societal context by addressing the research question:

To what extent do British Indians draw upon Asian Indian and Brtish

Caucasian cultural values in the purchase of a brown good?

e

4 The terms “buying process” and “consumer behaviour” used throughout this research refer only to aspects of
culture’s influence within the consumer decision—-making process.

4



The extent to which British Indians drew upon Asian Indian and British Caucasian

cultural values within the buying process will be assessed through a recent brown

good purchase, for example a colour television.’

This thesis therefore does not claim to explore the complete buying process
undertaken by the consumer. Instead, it identifies the influence of culture upon the

buying process within a culturally determined societal context. The research will:

e 1dentify Asian Indian, British Indian and British Caucasian cultural values and
examine how they are manifested through group and individual consumer and

societal behaviour(refer to Chapters One and Two);

e analyse how British Indians have adapted to Asian Indian and British Caucasian
cultural attitudes and values, from an acculturation perspective (refer to

Chapters One and Two);

e propose a consumer behaviour model identifying the relationship between
consumer behaviour <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>