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ABSTRACT

This article throws light on the effects of constshieuying patterns of edible oil and the demogriagton purchase
decision of branded edible oil among urban Indimu$eholds. Marketers need to concede that they toaguderstand and
analyze consumer buying patterns in order to stegaa of the competition in order to build a susthile competitive advan-
tage for their businesses. The objective of thidystvas to examine the usage pattern of branddueedil, user preferences
in terms of edible oil types, and impact of cultuaed subcultures impact on purchase decision ibledil consumption by
urban households, as India being the multicultwralintry. This study is a descriptive study basedewmondary data. To-
tal 80 research papers have been systematicaligwead from various journals, literature referredldooks, magazines, and
websites. Consumer buying pattern and demograjticl to have considerable influence on formingailvehase decision
of edible oil of the urban household customerss Bhildy was based on the review of literature [eirig to the consumer
behavioral aspects towards consumption pattern,iafidence of culture and sub-culture on the pusdhdecision of edible
oil by Indian households. This study will provebt® useful for edible oil marketers in devising agpiate MARCOMM

strategies and tactics for creating brand awarermsg enhancing the brand image in the Indian FMC&ket.

KEYWORDS:Edible Oil, Purchase Decision, Consumer’s Buyingt®&a, Urban Indian Households, Cultures & Sub-

Cultures

INTRODUCTION
Indian culture and edible oil scenario

Edible oil has been a crucial part of Indian cogkhaving generous to modest usage; as the Indiabitants
prefer profuse to moderate spicy meals and cuisindgans have developed diverse food habits, sasted preferences due
to the impact of many religions, cultures, and sitices. Geographical regions and religions arerggd in the formation
of sub-culture. The preference of individuals whe Ivery close to each other can be different. Jiadials belonging to

different regions have different subculture valwttudes and social structures of the membeaottedr sub-culture. These
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differences, subcultural segmentation of the masktivity has made an important variabldlthough, oil is one of the
major commodities consumed in every household &it¢health consciousness among the metro housethaddsitered its
usage by the edible oil type, namely, refined leeréd (kachi ghani) and the number of nutriengsettlible oil encompasses
With advent of new innovations, changes in tadtesliand dislikes related to food items; consume$iavior keeps on
changing frequently as the edible oil is an imparelement household cookihdn a highly fragmented Indian edible oil
industry, marketers of edible oils need to keegasir of consumers’ tastes, forestalling the conspmederences, vis-a-vis
envisaging what products/brands of edible oil wahigly opt for, from those available in the matk@he marketers devise
their marketing strategies for edible oil basedtmbackdrop of Indian culture & subculture whiststrongly entrenched
in the consumer psyche, and amidst changes inoitial €nvironment. Each year, India consumes o@emillion tons of
edible oil$. The importance of edible oil in our daily dietsvaell recognized by our ancestors; as a resutteéame a
part of our food. QOils and fats are basically estsfr glycerol and fatty acids. The fatty acids nieeyeither saturated or
unsaturatet Conventionally, Indians use two types of editdeking mediums, namely vegetable oils and vegetglée;
wherein, the first cooking medium - vegetable ailas extracted from the seeds, like, groundnugrees mustard, rapeseed,
sunflower, etc. while the inhabitants of Gujaratidrashtra, Andhra Pradesh, and Karnataka usedyrouail as a prime
medium of cooking oil, the inhabitants of Tamil Nese groundnut and sesame oil, whereas, Northrridhabitants prefer
mustard/rapeseed oil, sesame oil or sunflowemdille coconut oil is extensively used in the stEt&erala, as Kerala being
the number one state in production of coconuts.tdtds sesame, groundnut and coconut oils weretimadlly extracted
through bullock-driven (wooden) cold presses, catlkeachi ghani” that extracted oils at the temperatbelow 48-50°
Celsius, which was the normal heat produced thrdicfion. The share of raw oil & refined oil ingttotal edible oil market
is respectively 42.0% and 42.7% as per the Depaittofe=ood & Public Distributioh At one end, the affluent class uses
virgin or extra virgin oil (price band Rs. 596/Rs. 896/- per liter), on the other end, the podower class, which is a major
class in India, primarily uses palmolein oil (pricand Rs. 40/- to Rs. 55/- per literNewer oils, which were not known
before have entered the kitchen, like those obostted, sunflower, palm oil or its liquid fractigrolyolefin, soybean, and

rice bran. All of them are again essentially blamhcessed edible ofls

Defining Consumer in the Current Scenario

Today’s Indian Urban customers are some of the omdident in the world. They are value conscial&snanding
and evolving bunch of buyers. They are more expamntal and willing to try out new products. One gatmess this with the
growth and entry of foreign brands, like Wagga Wagdible oil from Australia. Their focus if shifrfrom regular FMCG
products of soaps, edible oils, creams to healthvegliness product like Olive oils, Sugar substititBreakfast Ceredls
Today, the organized sector in Indian edible osibess has emerged as one of the fastest growitgrseén recent times
creating branded oil sales, leaving a larger nunabgroduct choices before consumers to choose.f@omsumers are
now able to compare many features such as quaplise, and value for money, absorption capacitgntdrimage, etc. to

decide which product they want to buy for theircheatisfactioh The consumption is a normal process that goefsoom
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birth until death of any animal, including a huntaging. An individual accomplishing the act of comgption is referred
to as the “consumer”. Currently, urban India acdsdor 66% of total FMCG consumption, with ruratlla accounting for
the remaining 34% In the above context, an attempt has been madederstand as to how consumer buying pattern and
culture & subculture results in influencing the ghaise decision of urban Indian households for lrdmdlible oils inurban

India.

Role of Buying Pattern, Culture & Subculture Role d Consumer buying Pattern in Changing the Purchas®ecision
of Urban Indian households for Branded Edible Oil

Dawson and Boroadbridge (1988) have stated thaheagconomy and society has changed over the yimars,
consumer buying pattern has also changed, andestethilers’ response, and enormous alteratiolénshopping as an
activity'?. There are incidences of depleting asset basactied in savings, increased expenditure on educatncreased
liabilities due to various types of loans an averagban household has, which has impacted the omtgn pattern of
provisions vis-a-vis edible oils amongst the Indiaiddle-class householtls Socio-cultural factors such as religion, beliefs,
food preferences, gender discrimination, educadioth women’s employment all have a noticeable imibgeon food con-
sumption patterns in this region. Mass media, gafpedtelevised food advertisements, play an imaottole in modifying
dietary habit¥. As stated by Neeraj Kaushik& Deepak Gupta (2009)eir article, quality and price were foundie
the most important criterion for buying patterncasmetics, the same factors have also been fauhave an influence on
the consumption pattern of edible oil in urban &mdhousehold$. The buying frequency of people was observed ta be
daily basis for a chocolate bar and milk, whilaritelike edible oil, bath soap and shampoo beinghaged on weekly or
monthly basi&*. (Brown et.al., 2000; Davis and Smith, 2004) hawghasized the need for nutritional awarenessttend
rise of disposable income which has led to fastlfpeferences of young consumers in Malaysia; antgilthe Indian urban
households are also giving importance to the mutad values of the edible oils they consdméNine major factors affect
fast-food consumption, i.e. Social Development,riecoic Forces, Political Climate, Technological Diepenent, Ecolog-
ical Development, Market Forecasts, Buying Grotgzgjilibrium of Power and Regulatory Framework haeen found to

be affecting the fast-food consumption, and soleas its effect on edible oil consumptian

Role of culture & subculture as one of the key dgraphic variables in changing the purchase decisfamrban

Indian households for branded edible oil

As per Jablonski (2012), cultural factors havegaigicant impact on customer’s buying decigio@ulture involves
society’s thoughts, words, their traditions, langgiamaterials, attitudes, and feelings. One otthments that make culture
is beliefs. Beliefs of the people in a community ow similarities. One market segment that iskirey down cultural
and global boundaries in an unprecedented wayeisithan segment. The urban segment is a uniqudia@se blend of
ethnicities that is heavily influenced in tastasifedes, which may influence the purchase decisiboustomers for edible

oilste,
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LITERATURE REVIEW
Consumer

The consumption phenomenon is described as a hatoess that goes on from birth until death. Truvidual
who fulfills the act of consumption is defined &ae tconsumer” and, according to the consumer, fypaibetter lifestyle is
only possible through fulfilling the act of consutigm. The act of consumption influences consumgusthasing decisions
while allowing them to develop new behaviors atitiates”. Consumersare people or organizations that purchase products
or services. The term also refers to hiring goodsservices. They are humans or other economitiesnthat use a good or
service. Furthermore, they do not sell on that iteat they bought. They are the end users in thteilglition chain of goods
and services. Consumers are the major factorseindimg the sales of any product in the marketnbut-a-days large scale
adoption of latest technology has empowered conssiiman unimagined wa$. In fact, sometimes the consumer might not
be the buyer. Foxall (1987) argues that in the etamg context, the term ‘consumer’ refers not awlythe act of purchase
itself but also to patterns of aggregate buyingoimclude pre-purchase and post-purchase acsiviligre-purchase activity
might consist of the growing awareness of a needlaoit, and a search for and evaluation of inforomaéibout the products
and brands that might satisfy it. As per Dittma®d8), the number of research studies conductedspghplogists have
repeatedly shown that consumption is an integrdlgigeople’s lives. It has been found that consuattivities can impact
upon people’s identities and how individuals contlesir social status through the use of certaidpets and services, for

example, by using Saffola Gold used by HIG (higheome group) and/or extra virgin olive oil useddffluent clas¥.

Consumer Buying Behavior

As perSolomon (1995), “consumer behavior” is thedgt“of the processes involved when individualggooups
select, purchase, use, or dispose of productscesrvdeas, or experiences to satisfy needs asickdé Consumer behavior
has been defined by the researchers Arnould, RaekZinkhan (2004, p. 9) as, “individuals or gre@gquiring, using, and
disposing of products, services, ideas, or expeegtl. As stated by Thompson, Haziris, & Alekos, (19®$nsumption of
edible oil is associated with healthy eating andidance of saturated fats amongst the educateceholas, and also about
enhancing the taste of cooked/fried foods, salatigre, in most cases, consumption of the typesi®isodiscretionarsf.
Lastly, the consumer analyzes the prevailing prafesommodities and takes the decision about timencodities he should

consumé.

Consumer’s Buying Pattern

While investigating on consumers’ buying pattertsebberg et.al. (1986, 1990, 1994, and 1995) hgstemat-
ically identified several regularities amongst whisome of the significant ones are: i) only abb@f of consumers are
100% loyal to one brand over repeated purchasespiisumers tend to show brand repertoire comprisein3-4 brands

among which they make their choices; iii) everyriorpossesses a small share of 100% loyal consuimeesich brand’s
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market share is distinct from that of other brangsan average amount of product bought by conssimeross repeated
purchases shows little variation, despite the btheg buy; vi) the number of purchases per peréd.{ 1 year) tend to be

stable and similar for all brands; and vii) 100%rix loyal consumers are not necessarily heavy btlyer

Purchase Decision

As per (Peter and James, 2004: 48; Wibowo & Karin2812: 6) the purchasing decision is the procgsstich
consumers make the decision to purchase a vafigtpducts and brands that began with the intrddoaif needs, informa-
tion research, evaluation of information, makinggase and then evaluate the decision after purghaurchase decision
process consists of five stages, viz. - 1. Recagnidf the need; 2. Search for information; 3. Ee& the alternatives;

4. Purchase decision; and 5. Post-purchase behavisrclear that the procurement process begins barigre the actual
purchase. Marketers need to focus on the entirehpse process, rather than focus only on the psectiecisiot?. Also,
according to Schiffman, Kanuk (2004: 547), purchgsiecision is “the selection of two or more algive purchasing
decision, it means that someone can make a decisghould be available some alternative opti@ts.the outlines are the
decision to purchase can lead to how the proceb®idecision was made. Peter and Olson in thesi@ais journal (2013)
describes the purchasing decision as to the prafdasegration that combines the knowledge to exed the behavior of

two or more alternatives and choose one of them.

Culture, Subculture, and its Influence on Purchaséecision
Culture

As early as 1874, British anthropologist, Tayl@fided culture as a complex whole of knowledgeiebehrt, law,
morals, customs and any other talents and halggsired by individuals as members of the societydfieéd (1941), later
defined culture as the conventional understandiiigrayed in the act and artifact, which charazesisocieties. Herskovits
(1969) said that cultures of no two peoples weeatidal and that culture is the most fundamenttdrdginant of a person’s
want and behavior; hence, culture considerably@rftes the pattern of consumption and the patfedteaision-making; as
for example, Bengalis primarily use mustard oilkasedium of cooking, while south Indians primatilse sesame oil or
coconut oil as a medium of cookfig Culture does have significant variations amoraiasdife and people have respect for
their own culturé®. As opined by (Hofstede, 1980; Markus and Kitayah®®1; Havilland, 1996; Schew et al; 1998), cutur
are learned, mostly through beliefs, rather thémeiited biologically, and parts of the culture wak an integrated whole;
hence cultural literacy is of critical importanae success in international marketihgThe cultural dimension deserves
serious consideration in the design of every eldémtthe marketing mi%. Based on the literature reviewed, culture fog thi
research study is defined as, a set of sociallyised) behavior patterns and meanings common to reesvdf a particular
society or social group, including the key elemesftsamily structuré!, languagé&®, beliefs, and valués Rani (2014),

identifies cultural, social, personal and psycha@abfactors as the four major influences on constsnbuying behavior,
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adding that these factors cause consumers to gepedaluct and brand preferentes

Subculture

Schiffman & Kanuk (1991) have defined ‘subcultuae’a distinct cultural group that exists as antiflable segment
within a larger, more complex society; adding fertthat the members of a subculture usually podsalgSfs, values, and
customs that are distinct from other members ofstirae society. Two distinct elements exist in &ucelthat includes: (1)
the unique beliefs, values and customs pertaironipe specific subculture and (2) the core thentbimvia culture that is
common to most of the population. For example, d&fni and Hispanic American subcultures have their omique norms,
traits, and orientation; however, both groups stitire the dominant traits of the American cult&ieilarly, in India, Hindu,
Muslim, Jain, Sikh, Buddhist have their unique oust, traits, and orientation; yet collectivelythié subcultures share the
dominant traits of Indian culture. Thus, it is inn@mnt for marketers to acknowledge the advent btaliures and have a
microscopic look at smaller market segments andimiag profits in today's competitive yet fragmentexdrket plac#.
The genesis, maintenance, and change of subculitedsased heavily on endogenous and exogenoussniarcultures
are formed exogenously based heavily on contatiimihe culture whereas; endogenous means havendtadimost of the

previous research concerning subculttfres

Multiculturalism

Multiculturalism is a body of thought in politicahilosophy about the proper way to respond to calltand religious
diversity. Multiculturalism or Cultural Pluralisns ia policy, ideal or reality that emphasizes thigue characteristics of dif-
ferent cultures in the world, especially as thdgteeto one another in immigrant-receiving natidn€ultural diversity is not
an ancient phenomenon. History witnesses seveaahgbes of diverse communities and cultures liviolgezently within the
same society peacefully. In India, people of diggigions and languages have lived togetherdeeal centuries. In some
pre-modern societies, differences in religion weven legally recognized and accommod&te@he multicultural frame-
work that was initially devised protected diverdity giving communities the right to govern themsshin some respects.
As per Kramsch et.al. (2011), the term multicullisra is most often used in reference to Westerionadtates, which had
seemingly achieved a de facto single national iledtiring the 18th and/or 19th centuriesReligiously, Hindus form the
majority, followed by Muslim; and the statisticeaHindu (80.5%), Muslim (13.4%), Christian (2.3%)kh (1.72%), Bud-
dhist (0.69%), Jain (0.37%), and other populati{dn82%), and India’s state boundaries are largedyd based on linguistic

groupg®2°,

Urban Indian Households

Families do not exist in isolation and family dyriasnare often best interpreted in the context eirthocietal and

cultural background. Culture has been shown torohéte the family structure by shaping the familpaysize, and form
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(McGill D., 1983; McGoldrick M, Giordano J, Pear2e1996) and the family functioning by delineatraundaries, rules for
interaction, communication patterns, acceptabletjfmes, discipline and hierarchy in the family. iené classified into 450
districts and approximately 6,30,000 villages, whian be further segmented on different parametenis as literacy levels,
accessibility, distribution networks, income levetsarket penetration, distances from nearest toett®. As per 2011
Census, the urban population is 37.7 crore (31.18%@gainst the total population of 121 crores|eathie rural population
is 83.3 crore (68.84%). Post-independence, thesdban an absolute increase in the urban populatiich has grown by
about 32%, almost two-and-a-half times the ris¢hefrural population (13%). In India, majority of food consumption is
still at home. Nevertheless, out-of-home food camstion is increasing due to increase in urbanirativeaking up of the
traditional joint family system, desire for qualityme which translates into an increased neeaddorvenience, increasing
number of working women, rise in per capita incoetegnging lifestyles and increasing level of affice in the middle-

income group had brought about changes in food4iébi

RESEARCH METHODOLOGY

This study was a descriptive study based on secpriida. Total 80 research papers were thoroughliewed
from various journals, and conference proceedilitgsature was referred from books, magazines,vaslosites. During the
literature review, it was observed that very fewtrdies been done combining all the variables-viedible oil, purchase

decision, culture, sub-culture, and consumptiotepatof edible oils.

FINDINGS AND DISCUSSIONS

The act of consumption influences consumers’ puiclgedecisions while allowing them to develop nekdwviors,
attitudes, and the process of integration that ¢nesbthe knowledge to evaluate the behavior of dweore alternatives
and choose one of théfm As Herskovits (1969) has stated that culturénésrost fundamental determinant of a person’s
want and behavior, and it considerably influentesdonsumption pattern and the decision-making®tbnsumers; as for
example, Bengalis primarily use mustard oil as diara of cooking, while south Indians primarily usssame oil or coconut
oil as a medium of cookiif. It is evident from the literature reviewed thaltare and subcultut@ do have significant
variations among the social life of people anddbampacts the usage pattern of the consumptigrafisions and edible
oils used by the households. As quality and pricaughik& Gupta, 2009) are important criterions whiofluences the
consumption pattern of edible oils; (Brown et.d@0Q; Davis and Smith, 2004) an increased nutritiemareness, and the
rise of disposable income the Indian urban housishaimongst urban Indian households also positivdiyence buying
frequency of the urban households for edible aitg] other provisions, purchased on weekly or mgrithakid® 4, It has
also been evident from the literature studied ithaieasing number of working women, rise in periteaipcome, changing
lifestyles of the people at large, and the prosyemiddle-class has significantly contributed iaebing food habits of Indian

urban household$
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CONCLUSIONS

In India, majority of food consumption is stillladme, and it is evident from the study carriedindbrgoing pages
that culture, subculture, multiculturalism vis-&vising per capita income levels of Indian hous#ochanging lifestyles
of urban Indians, increasing number of working warrand the prospering middle-class in India, vigsaether factors like,
brand awareness amongst people along with qualitgaousness, and health consciousness has coedrikignificantly in

creating a positive influence on the purchase detisf urban Indian households, for edible oils.

Limitation and Scope for Further Study

This study was based on the review of literaturtgi@ng to the consumer behavioral aspects towemdsumption
pattern, and influence of culture and sub-culturdlee purchase decision of edible oil by Indiandaholds. Nevertheless,

there is future scope of primary research beingezhout with a field survey in the urban citiesrafia.

Managerial Implications

This study will be highly useful to the industrypexts, and decision-makers in edible oil industngrketing con-
sultants from FMCG sector in devising suitable Idegn marketing strategies and tactics that wilphe creating brand

awareness and strong brand image for their resjeeedible oil brand/s, vis-a-vis offering qualityopucts to the society.

REFERENCES
1. Yakup, D. D., Miicahit, D. C., & Reyhan, O. (201The Impact Of Cultural Factors On The Consumer Bgyi
Behaviors Examined Through An Impirical Study. imé¢ional Journal Of Business And Social Scien€9-114.

2. Kulkarni, & Srivastava. (2018). STUDY ON IMPACT CGHALES PROMOTION ON BRAND LOYALTY OF
GENERATION-Z FOR EDIBLE OIL. International Resealolirnal Of Marketing & Economics, 84-104.

3. Kulkarni, H. R., & Kolhatkar, M. J. (2017). BuyirBehaviour of Consumers of Edible Oil - A Study ohé City.

International Journal of Management Studies, 92-98.

4. Kotler, P. T., & Keller, K. L. (2009). Consumer Bwfor. In P. T. Kotler, & K. L. Keller, Marketing &hagement (P.

207). New Delhi: Pearson Publication.

5. Rajaveni, N., & M.Ramasamy, D. (N.D.). A Study emstimer Brand Preference on the Consumption of i@gok

Qil of Various Income Groups in Chennaiintroducti®@SRN, 1-15.

6. Dr. Sarwade, W. K. (2011). Brand Preferences anahsdmption Pattern of Edible Oils in Maharashtra t8ta

International Conference on Economics and FinaneseRrch, 330-334.

7. Nafde, S. A. (2017). Indian FMCG industry — Thengiag Scenario. Indian journal of research, 723-724

NAAS Rating: 3.10 - Articles can be sentdditor@impactjournals.us




How Consumer’s Buying Pattern, Culture, and Subcaule Results innfluencing
the Purchase Decision of Urban Indian HouseholdsrfBranded Edible Oil 565

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

Narayana, M. K., Sarabhai, M., & Khan, V. K. (M&Q14). Consumers’ preference for oil brand, oil imats and

factors influencing purchase decision. African Jwalrof Agricultural Marketing, 136-143.

V. N. Murthy & M.N. Sudhir, Marketing Scenario afibde Oil in India (Marketing Strength of Edible @i Andhra
Pradesh), International Journal of Business and &ah Management(IJBGM), Volume 5, Issue 2, February
March 2016, Pp 27-36.

Kumar, N., & Joseph, J. (2014). A Study on ConsuBadravior towards Fmcg Products among the Ruralu8udmn

Hhs of Ernakulam. Journal of Global Economics, 2-10

Mishra, M. S. (2007). The Consumption Pattern afidn Consumers: Choice between Traditional and Qized
Retail. SSRN: https://ssrn.com/abstract=99423831-2

Singh, J., & Vatta, K. (2013). Rise in food prie@sl changing consumption pattern in rural Punjalbir@nt Science
Association, JSTOR, www.jstor.org/stable/240921822-1027.

Musaiger, A. O. (1993). Socio-Cultural and Econoractors Affecting Food Consumption Patterns in Arab
Countries. Journal of the Royal Society of Head®-74.

Kaushik, N., & Gupta, D. (2009). A Study of ConstsnBuying Pattern of Cosmetic Products in Southidaa.

Indian journal of marketing.

Vibhuti, D. &. (2014). A Case Study on ConsumeriBuBehavior towards Selected FMCG Products. Irational

Journal of scientific research and management (MyR 168-1182.

Habib, F. Q., & et.al. (2011). Consumers’ Preferenand Consumption towards Fast Food: Evidences from

Malaysia. Business management quarterly review1gg27.

Towns, M. M. (2013). Cross-Cultural Cool: Consurimaplications of Urban Identification in the Unitetates and
Hong Kong. Journal of Public Policy & Marketing, 1-3143.

Akpinar, M. G., Aykin, S. M., Sayin, C., & Ozkan,(B009). The role of demographic variables in fhasing
decisions on fresh fruit and vegetables. Journ&add, Agriculture & Environment Vol.7 (3&4), 1 0-@ 1 0.

Ambujakshan, A., & Srivastava, S. (2012). Chandduying Behavior Patterns of Indian Consumers: Ad$tu
towards Instant Food Products with Special Refeeenc to Ahmedabad.

https://lwww.researchgate.net/publication/294086Q11-4.2.

Jansson-Boyd, C. V. (2010). Consumer PsychologyhatW is and how it emerged. In C. V. Jansson-Boyd
Consumer Psychology (p. 3). USA: Maidenhead:McGirallvEducation.

Kavitha. (2017). Contextualising Multiculturalism indian Democracy:Problems and Prospects, ISSNitén
2319 — 7722, ISSN (Print): 2319 — 7714. Internagiadournal of Humanities and Social Science InvamtD4-08.

Cavalcanti, P. R., Oliveira-Castro, J. M., & Foxalz. R. (2013). Individual Differences in Consuniarying
Patterns: A Behavioral Economic Analysis. The Peladical Record, 259-276. Retrieved from:
https://link.springer.com/article/10.11133/j.tpr 28.63.2.003#citeas

Impact Factor (JCC): 3.7985 - This article can be@wnloaded fromwww.impactjournals.us




[566

Gaanyesh Kulkarni & Rajesh K. Srivastava

23.

24,

25.

26.

27.

28.

29.

30.

31.

Chiu, Kwan, Li, Peng, & Peng. (2012). Culture anonSumer Behavior. Foundations and Trends in Mankgtiol
7, no. 2, 109-179.

Takada, H., & Jain, D. C. (1991). Cross-Nationala#ysis of Diffusion of Consumer Durable Goods irtiftea Rim
Countries. Journal of Marketing 55(2), 48.

Sojka, J., & Tansuhaj, P. S. (1995). Cross-CultuCainsumer Research: A Twenty-Year Review. Assatiébr

Consumer Research, 461-474.

Akpan, D. J. (2016). The Influence of Cultural Faston Consumer Buying Behaviour (A Case Studyook)P
British Journal of Marketing Studies, 44-57.

Pleasant, J. (2001). A Review of Subculture an&dte in Marketing. The Journal of Business andreeoic Issues,
1-19.

Jayanthi, M. (2016, February). Impact of Multicutilism on Indian Nationalities in Dubai-UAE. Inteational
Conference on Emerging Research for Sustainable@oa@ Development (ERSED-2016) (p. 23). Dubai: Rebe
Gate. Retrieved from
https://lwww.researchgate.net/publication/2948902a&%act_of Multiculturalism_on_Indian_Nationalitiea_Dub
ai-UAE

Roberts, J. A., Gwin, C. F., & Martinez, & C. (200The Influence of Family Structure on Consumehdior: A
Re-Inquiry and Extension of Rindfleisch Et al. (P& Mexico. The Journal of Marketing Theory anddice
12(1), 61-79.

Durmaz, D. Y. (2014). The Influence of Cultural tems on Consumer Buying Behaviour and an Applicaiio

Turkey. Global Journal of Management and BusineseRrch, 36-44.

Upadhyay, D. H., & Pathania, R. (2013). Consumepénditure Behaviour in India: A Case of Rural andbah

Consumer. International Journal of Business and dpgement Invention, 68-73.

NAAS Rating: 3.10 - Articles can be sentdditor@impactjournals.us




