ExoHOMiKa TPAHCIIOPTHOI0 KOMILIEKCY, BuIl. 44, 2024 165

directions of the interrelationship of the elements of the proposed cross-cultural MAPE model of
personnel management are determined, in particular between intra-organizational mentoring,
corporate education, psychoanalytic counseling of personnel and the mentoring system. Its
compliance with the principles of rational creation of models of cross-cultural personnel
management of modern companies is highlighted. The technology for introducing the cross-
cultural MAPE model of personnel management into the activities of a modern organization has
been developed, which includes such stages as a comprehensive analysis of the feasibility and
main priority areas of implementing the MAPE model into the work of companies, an assessment
of the general financial possibilities regarding the resource provision of the model, a rational
organization of internal mentoring , psychoanalytic counseling and corporate education,
ensuring the consistency of the elements of the MAPE model, creating mechanisms to counteract
the opportunism of managers during the implementation of the model and providing "feedback™
with grassroots groups of personnel, as well as control and evaluation of the socio-economic
effectiveness of the implementation of this model.

Key words: model, personnel management, cross-cultural, management, MARE model.
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Abstract. The influence of cultural factors on consumer behavior is profound and
encompasses a myriad of dimensions, ranging from fundamental cultural constructs, such as
Hofstede's model, to specific components including language, religion, and material culture. In
the face of globalization, which often promotes the homogenization of consumer preferences,
cultural diversity remains a critical determinant in shaping brand perceptions and influencing
purchasing decisions. This study delineates eight categories of cultural factors, encompassing
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values and beliefs, religious and moral principles, language and communication styles, material
culture, aesthetics, education and knowledge systems, social institutions and organizations, as
well as the dynamic interplay between globalization and local culture. These factors are
systematically categorized into internal and external characteristics, underscoring the complex
and multifaceted nature of cultural influences on the decision-making process. The research
findings underscore the necessity for marketing strategies that are attuned to these cultural
distinctions, thereby enhancing brand relevance across diverse markets. A nuanced
understanding of these variances enables marketers to craft tailored approaches that resonate
with consumers' cultural contexts, thereby optimizing engagement. To encapsulate the insights
derived from this investigation, a theoretical framework illustrating the interrelations among the
identified cultural factors influencing consumer behavior has been constructed. This
comprehensive model offers a holistic perspective on how culture shapes consumer behavior,
accentuating the intricate interconnections among various cultural elements. The findings
indicate that marketing strategies must be inherently sensitive to cultural differences to effectively
enhance brand relevance across multifarious markets. The insights garnered from this study
contribute to the theoretical discourse on cultural influences in consumer behavior and pave the
way for future research initiatives. An in-depth understanding of the dynamics of cultural
diversity empowers organizations to formulate adaptive strategies that align with the
expectations of diverse consumer segments. This strategic alignment not only fosters the
development of more impactful marketing campaigns but also enhances brand loyalty and drives
sales within the global marketplace.

Key words: consumer behavior, cultural factors, Hofstede's cultural dimensions, global
perspective, cultural values, language, attitudes, cross-cultural marketing, globalization.

Introduction. In the modern landscape of consumer behavior
studies, the role of cultural factors is increasingly recognized as crucial
in understanding market dynamics. With the rapid advancement of
globalization and digitalization, the complexity of how cultural
distinctions shape consumer preferences has intensified. Although
markets are becoming more interconnected, cultural diversity continues
to exert significant influence on purchasing decisions, consumer loyalty,
and brand perception. As noted by de Mooij (2021), while global
integration is driven by technological and economic forces, cultural
factors remain highly relevant, necessitating an updated examination of
their influence on consumer behavior.

Despite the abundance of research, including foundational works
like Hofstede's cultural dimensions (Hofstede, 1980) and Schwartz’s
cultural value orientations (Schwartz, 2012), there is still no unified
approach to systematically categorizing the myriad of cultural factors
that impact consumer behavior. This lack of systematization creates
challenges for businesses and researchers alike, particularly when
attempting to craft strategies that cater to diverse cultural contexts.



ExoHOMiKa TPAHCIIOPTHOI0 KOMILIEKCY, BuIl. 44, 2024 167

Recent developments emphasize the need for a more refined and holistic
framework that not only acknowledges traditional cultural dimensions
but also integrates contemporary influences such as digital habits, media
consumption, and global trends (Craig & Douglas, 2006; Mooij, 2021).

Moreover, organizations such as the European Commission and
OECD have highlighted the importance of understanding cultural distin-
ctions to ensure effective consumer protection and marketing strategies.
For instance, the European Commission's Consumer Conditions Score-
board (2023) underscores the need to account for cultural diversity in the
increasingly digital and integrated European markets. The problem
persists that cultural factors influencing consumer behavior are not fully
understood in terms of their relative significance, nor are they
systematically organized to guide marketers.

This paper aims to address this gap by systematically identifying
and organizing the most significant cultural factors affecting consumer
behavior. It will provide a structured framework that can help both
scholars and practitioners navigate the complex cultural landscape of
today's global markets, making it easier to develop culturally relevant
marketing strategies. By focusing on the interplay of traditional cultural
dimensions and contemporary influences, this study contributes to a
more comprehensive understanding of how cultural factors shape
consumer behavior.

Analysis of recent researches and publications. In the study of
consumer behavior, cultural factors have long been a subject of
significant interest, with various researchers identifying different
elements of culture that influence how consumers make decisions.
Understanding these factors is essential for both academics and
practitioners who wish to navigate the complexities of global markets.

One of the earliest comprehensive frameworks for understanding
cultural influences was developed by Hofstede (1980), who identified six
dimensions of culture — power distance, individualism vs. collectivism,
masculinity vs. femininity, uncertainty avoidance, long-term vs. short-
term orientation, and indulgence vs. restraint. While this model has been
foundational in cross-cultural studies, its application has been revisited in
more recent studies.

For example, Mooij (2019) reexamined these dimensions and
emphasized that global integration has only amplified the importance of
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recognizing local cultural differences. Hofstede’s work continues to
serve as a reference point in the study of consumer behavior, particularly
for its focus on how these dimensions shape decision-making processes
in different cultures.

Schwartz’s theory of cultural values (Schwartz, 2012) has offered a
more nuanced approach by emphasizing how universal values, such as
benevolence, conformity, and tradition, manifest differently in consumer
behavior across cultures. Schwartz's model has been widely applied in
research examining how values influence sustainable consumption
patterns.

For example, Roccas and Sagiv (2019) demonstrated that certain
cultural values are predictive of environmentally responsible consumer
choices, emphasizing the importance of understanding value-driven
behaviors within specific cultural contexts.

In addition to values, other researchers have identified specific
elements of culture that affect consumer behavior. Solomon et al. (2019)
highlight key cultural components, such as material culture, language,
aesthetics, education, religion, and social organization, which directly
influence consumer preferences and behaviors. In their view, these
elements shape not only individual purchasing decisions but also
collective consumption patterns, offering a comprehensive perspective
on how culture impacts markets globally.

McCracken (1990) focused on the role of material culture —
specifically, the tangible objects and technologies that define a society —
and its impact on consumption. His study showed that material culture
affects not just what consumers buy, but how they attach meaning to
products, which varies significantly from culture to culture.

Similarly, De Mooij (2021) stressed the importance of language
and communication styles, pointing out that language shapes consumers'
perceptions of brands and marketing messages. Her research underlines
how advertising needs to be adapted not only linguistically but also
culturally to resonate with local markets. De Mooij’s findings suggest
that language is one of the most critical yet often overlooked aspects of
cultural influence in consumer behavior.

Other researchers have examined the influence of social factors,
such as religion and social organization. For example, Daas (2019)
conducted a comparative study of consumer behavior among religious
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groups, examining how Christian and Muslim values affect their
purchasing decisions. The study highlighted that religious values often
guide consumers towards choices that reflect their ethical or moral
frameworks, sometimes overriding economic considerations.

This work emphasizes the powerful role that religion plays in
shaping broader consumption patterns, including attitudes towards
certain brands, ethical consumption, and purchasing habits that align
with religious practices.

Laroche et al. (2013) focused on attitudes and values, examining
how consumer attitudes toward risk and uncertainty vary across cultures.
Their research showed that cultures with high uncertainty avoidance tend
to favor established brands and exhibit greater brand loyalty, while
cultures with low uncertainty avoidance are more open to new products
and innovation. As markets evolve and become more interconnected, the
need to systematize cultural factors influencing consumer behavior is
becoming increasingly apparent. While frameworks like those proposed
by Hofstede, Schwartz, and McCracken offer valuable insights, the
literature reveals a persistent gap in the systematic classification of these
factors, particularly in terms of their practical application in marketing
strategies.

More recent studies, such as Steenkamp (2022), have called for a
reevaluation of traditional models, emphasizing the need for a unified
approach that integrates both classic cultural dimensions and modern
variables like digital media consumption and globalization.

Numerous researchers have examined the various cultural factors.
In examining the influence of cultural factors on consumer behavior,
researchers have identified a range of elements that can be categorized
into material and non-material culture. For instance, Thompson et al.
(2016) highlight essential non-material culture components such as
religion, values, morals, language, and norms.

This is consistent with Kaur & Kaur (2016), who also emphasize
values, norms, rituals, and symbols as crucial aspects of immaterial
culture, while recognizing the significance of material culture including
objects, art, and institutions. Drew (2022) expands on this by including a
wide variety of cultural elements, such as festivals, rituals, holidays,
food, architecture, clothing, music, and art. Lebron (2013) identifies a
similar range of cultural factors, mentioning economics, policies, social
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institutions, customs, and education, which collectively influence
consumer behavior.

Eriksen (2004) refers to Tylor’s (1981) notion that culture
encompasses knowledge, beliefs, art, morals, customs, and behaviors
acquired as a member of society.

This multifaceted approach is further reflected in the work of
Meena (2023), who discusses how globalization, homogenization, and
cultural diversity interact to shape consumer preferences, highlighting
that these dynamics affect purchasing decisions in varying ways. These
various authors contribute to a comprehensive understanding of cultural
elements, indicating that consumer behavior is influenced by an interplay
of material and non-material aspects, each adding depth to our
understanding of cultural impacts on consumption patterns.

Adrian Gherasim and Daniel Gherasim (2018) articulated that
culture, through its component elements and the independent ways in
which it operates, creates cultural values that can be either universal or
specific to individual cultures. They introduced the concepts of
subculture and contra-culture as critical frameworks for understanding
diverse consumer behavior. In their synthetic approach, they categorized
the essential components of culture into two primary types: material
culture and spiritual culture.

They elaborated that spiritual culture encompasses several key
factors, including symbols and language, signs, mimics and gestures,
religion, values and attitudes, habits and customs, morals and norms,
social organization, aesthetics, and education. These components are
essential for comprehending how cultural elements shape consumer
preferences and behaviors across different markets.

This framework not only emphasizes the complexity of cultural
influences but also highlights the importance of recognizing and
integrating these factors into marketing strategies. As various authors
have shown, understanding these elements can lead to more effective
engagement with consumers and foster better alignment between cultural
values and marketing practices.

The formulation of the objectives of the article. The purpose of
this article is to identify and analyze the key cultural factors influencing
consumer behavior across different markets. By examining these
determinants through the lens of established cultural frameworks, the
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study aims to highlight the complex interplay of values, beliefs, and
norms that shape consumer preferences and purchasing decisions.

Statement of the main material of the research. The examination
of cultural factors influencing consumer behavior reveals diverse
perspectives among scholars, who vary in their views on the number,
categorization, and significance of these factors. This variation highlights
the complexity of understanding cultural influences and emphasizes the
need for a structured approach to assess their impact. Cultural factors
shape consumer behavior across a wide range of dimensions — affecting
attitudes, purchase decisions, product preferences, and brand engage-
ment.

Given the critical role culture plays, it is essential to identify and
organize key factors systematically to ensure meaningful insights for
businesses seeking to adapt their strategies across different cultural
contexts.

The study of cultural influences on consumer behavior reveals
significant diversity among scholars regarding the identification and
categorization of relevant factors. Researchers have proposed various
models that emphasize different aspects of culture, leading to divergent
views on the number, type, and impact of these factors. Such diversity
underscores the importance of systematizing and structuring these
influences to provide a clear framework for understanding how cultural
elements affect consumer behavior across contexts. This study presents a
framework of eight key cultural factors derived from a synthesis of
previous literature and tailored to provide a comprehensive, balanced
view.

The cultural factors selected for analysis reflect the complemen-
tarity between internal psychological dimensions and external environ-
mental influences that shape consumer decision-making processes. This
framework ensures the elimination of redundancies while demonstrating
how specific cultural elements impact consumer preferences, product
evaluation, and brand loyalty.

The proposed model offers a structured approach to exploring the
interaction between consumers and brands across various socio-cultural
environments, facilitating a deeper understanding of purchasing
behaviors in different contexts. Based on the conducted analysis, the
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following groups of cultural factors that influence consumer behavior are
proposed:

1. Values and Beliefs (Attitudes and Norms)

Values are core principles that shape societal expectations, influen-
cing consumer perceptions of product appropriateness, sustainability, and
brand ethics. Norms function as social rules that govern behavior,
leading to conformity with culturally accepted practices. For example,
eco-friendly values promote a preference for sustainable brands, while
societal norms guide behaviors such as gift-giving or consumption
rituals.

Richins and Dawson (1992) focus on materialism as a cultural
value that drives consumer behavior. In materialistic societies, consumer
choices are often seen as a means of achieving social status and self-
expression. This is particularly evident in cultures that emphasize
personal achievement and wealth accumulation. Materialism, however,
can also be viewed negatively, especially in cultures that prioritize
spiritual or communal values over individual success. Attitudes toward
consumption are also shaped by broader cultural values such as
collectivism vs. individualism. In collectivist societies, consumers may
prioritize family needs over individual desires, which can influence
purchasing decisions related to household goods, education, and health.

2. Religion and Moral Principles

Another significant cultural factor is religion, which has been
extensively explored by Essoo and Dibb (2004). Religion shapes moral
beliefs, consumption practices, and holiday-related purchasing patterns.
For example, religious dietary restrictions (e.g., kosher or halal) create
distinct market segments, while religious festivals such as Christmas,
Eid, and Diwali lead to spikes in consumer spending. Essoo and Dibb
also point out that religiosity can influence consumer attitudes toward
materialism, brand loyalty, and ethical consumption. Although religion is
a powerful cultural force, its impact is often mediated by other factors
such as socioeconomic status and education. Furthermore, in increa-
singly secular societies, the direct influence of religion on consumption
patterns may be waning, making it essential to consider the broader
sociocultural context (Essoo & Dibb, 2004).

Religion shapes not only the acceptability of products (e.g., dietary
restrictions) but also consumer attitudes toward ethical consumption.
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Brands aligned with religious or ethical principles — such as fair trade or
halal certification — enjoy higher loyalty among consumers who
prioritize these values. Additionally, religious festivals affect seasonal
demand, influencing market strategies for relevant industries.

3. Language and Communication Styles

Language is a powerful cultural marker, influencing how marketing
messages are interpreted and whether they resonate with consumers.
Linguistic nuances impact brand identity, trust, and emotional enga-
gement. Misalignment between cultural contexts and marketing commu-
nication can create barriers to market entry, while effective adaptation
fosters consumer connection and brand recall. De Mooij (2010)
emphasizes the role of language and communication in cross-cultural
marketing.

Language is not only a vehicle for information but also carries
cultural values and meanings. De Mooij argues that high-context cultures
(e.g., Japan) rely heavily on implicit communication, meaning that much
of the message is conveyed through context, non-verbal cues, and shared
cultural understanding. In low-context cultures (e.g., the United States),
communication tends to be more direct and explicit, which significantly
affects how advertisements are crafted and received. De Mooij’s work
highlights the importance of adapting not just the language but also the
style and tone of marketing communications to fit cultural expectations.
This nuanced understanding is crucial in global campaigns, where literal
translations may fail to capture the intended meaning or evoke the
desired emotional response (De Mooij, 2010).

4. Material Culture (Technology and Physical Objects)

Material culture reflects the role of technological development and
physical artifacts in shaping consumer expectations and preferences.
Consumers’ product evaluations often depend on perceived functionality,
innovation, and design features that align with their technological envi-
ronment. For example, developed markets prioritize cutting-edge techno-
logy, while emerging markets may focus on durability and practicality.

5. Aesthetics (Art, Symbols, and Design)

Aesthetic preferences, including the use of color, symbolism, and
design, are deeply embedded in -cultural identities. Products and
marketing campaigns that align with local aesthetics are more likely to
evoke positive emotional responses. Misunderstanding aesthetic prefe-
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rences — such as using culturally inappropriate symbols — can negatively
impact consumer perception and brand image.

Bloch, Brunel, and Arnold (2003) explore the role of aesthetics and
material culture in shaping consumer behavior. They argue that the
physical design and aesthetic appeal of products can have a profound
Impact on consumer choices, especially in cultures that place high value
on visual symbolism and status.

In some cultures, certain colors, shapes, or materials carry specific
meanings, making it important for marketers to be aware of local
aesthetic preferences.

This factor is particularly important in luxury markets, where the
design and presentation of a product can be as significant as its
functional attributes. The cultural significance of aesthetics also plays a
crucial role in advertising, where visual metaphors may resonate
differently in various cultural contexts (Bloch et al., 2003).

6. Education and Knowledge Systems

Education influences consumers' ability to process information and
evaluate products.

Higher levels of education are associated with greater openness to
innovation and new products, while lower levels may result in
preferences for familiar brands. Educational backgrounds also impact the
interpretation of advertisements and the ability to engage with complex
product features.

Education plays a crucial role in shaping consumer behavior and
decision-making processes. Kahneman and Tversky (2000) highlight
how consumer choices are influenced by cognitive biases, which can be
mitigated through better education and awareness. Achola et al. (2020)
argue that consumer education is vital for fostering sustainable behavior
changes, particularly in contexts where ingrained habits are prevalent.
Their research suggests that effective educational strategies can enhance
consumer awareness and promote more responsible consumption
practices. Mehta et al. (2020) examine how educational status affects
consumers' purchasing behaviors, indicating that informed consumers are
more likely to engage with brands that align with their values and pre-
ferences.

Verplanken and Wood (2006) also emphasize the importance of
knowledge in changing consumer habits, noting that educational
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interventions can significantly alter long-term behaviors by providing
consumers with the necessary information to make informed choices.

7. Social Institutions and Organizations

Social structures, including family units, peer groups, and com-
munity organizations, significantly shape purchasing behavior. Family
traditions and peer influence play a role in brand selection and product
categories, especially for status-related purchases. For example, word-of-
mouth recommendations within social networks often drive decisions in
industries such as fashion or technology.

Triandis (1995; 2018) highlights the role of social organization in
shaping consumer behavior. Family structure, social class, and peer
groups play a significant role in purchasing decisions, particularly in
collectivist cultures where group identity is prioritized. Peer influence,
for example, can be a powerful driver of consumption in such contexts,
with consumers often choosing products that align with group norms and
expectations. This stands in contrast to individualistic cultures, where
personal preferences and independence are more likely to guide
consumer choices.

8. Globalization vs. Local Culture

The tension between global trends and local practices influences
how consumers engage with brands. Globalization introduces universal
products and consumption patterns, while local culture sustains distinct
traditions and preferences. This dynamic interaction drives consumers to
balance global appeal with local relevance, as seen in the adaptation of
global brands to fit regional tastes.

The debate between globalization’s homogenizing effects and the
persistence of cultural diversity is central to consumer behavior research.
Levitt (1983) famously argued that globalization leads to a convergence
of consumer preferences, creating a global market where standardized
products can appeal to consumers across cultures. This perspective has
been supported by the success of global brands like Coca-Cola and
McDonald's, which have managed to penetrate diverse markets with
relatively uniform products and messaging.

Craig and Douglas (2006) counter this by emphasizing the resi-
lience of local cultures. Even in a globalized world, they argue, cultural
diversity remains a significant factor, especially in the realm of consumer
goods that are closely tied to local identity, such as food and fashion. The
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success of global brands, they suggest, often lies in their ability to
localize their offerings — whether through product adaptation or
culturally sensitive marketing strategies.

The selection of the eight cultural factors was based on key prin-
ciples to ensure their relevance, coherence, and applicability in analyzing
consumer behavior. First, each factor was chosen for its relevance across
diverse cultural contexts.

Consumer behavior varies significantly across regions, shaped by
differences in values, traditions, and social practices. The selected factors
were identified for their broad applicability, offering insights into both
global trends and local specificities. This ensures that the framework is
versatile and can guide companies operating in international markets or
those aiming to penetrate new cultural environments.

The second guiding principle was complementarity and non-redun-
dancy. The factors represent distinct dimensions of cultural influence,
avoiding conceptual overlap while collectively capturing the multifa-
ceted nature of consumer behavior.

By focusing on complementary elements, the framework offers a
holistic model that encompasses both internal drivers of behavior, such
as values, education, and religion, and external influences, like social
institutions, material culture, and aesthetic preferences. This structure
ensures a comprehensive yet manageable model, balancing depth of
analysis with clarity.

The third principle emphasizes the practical significance of these
factors for marketing strategies. While theoretical insights are important,
the selected factors also address practical implications for businesses,
particularly in market segmentation, product adaptation, and commu-
nication strategies.

For instance, understanding cultural attitudes toward aesthetics and
material culture can guide product design, while awareness of the
influence of language and social institutions can inform the development
of targeted advertising campaigns. Similarly, the interaction between
globalization and local culture offers insights into how companies can
balance standardization with customization, aligning global branding
efforts with local consumer expectations.

By aligning these factors with real-world challenges, this frame-
work equips businesses with actionable insights, enabling them to navi-
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gate cultural complexity effectively. It highlights the importance of
adapting products, messages, and strategies to cultural contexts, which is
increasingly essential in the face of globalization and the growing
diversity of consumer markets.

Thus, the model not only serves as a tool for academic research but
also offers practical value for practitioners seeking to optimize their
engagement with culturally diverse consumers. This structured approach
provides a conceptual foundation for further research and practical
application, ensuring both theoretical soundness and business relevance
in the study of consumer behavior.

To provide a clearer understanding of the relationships between
these factors, a conceptual model (see Fig. 1) visualizes their interac-
tions.

Value?s and Religion and
Beliefs Moral
(Attitudes and Principles
Norms)
Language and Educationand
Communication Internal factors Knowledge
Styles Systems
CONSUMER
BEHAVIOR
o Material
Globalization External factors Culture
vs. Local (Technology
Culture and Physical

Social Aesthetics

Institutionsand | (Art, SlebOISa
Organizations and Design)

Objects)

Fig. 1. Theoretical structure of relations among cultural factors
influencing consumer behavior

Internal factors, such as values, religion, language, and education —
shape consumer preferences and attitudes, while external factors, such as
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material culture, aesthetics, globalization, and social institutions — affect
product evaluation and purchasing behavior. The model also illustrates
the dynamic role of globalization and local culture in shaping consumer
choices, emphasizing the need for companies to adapt to both global
trends and regional particularities.This structured framework of eight
cultural factors provides a holistic view of how culture influences
consumer behavior. The interdependencies among these factors require
systematic structuring to capture their full influence.

Figure 1 presents a conceptual model that illustrates the relati-
onships between these cultural factors and their cumulative impact on
consumer behavior. By organizing these factors into a coherent structure,
businesses can gain deeper insights into how cultural influences interact,
enabling more effective consumer segmentation, product positioning,
and marketing strategies.

This theoretical model organizes eight groups of cultural factors
that shape consumer behavior, offering a holistic understanding of
cultural influences. It captures the interdependencies between factors
such as values and beliefs, religious and moral principles, language and
communication styles, material culture, aesthetics, education and
knowledge systems, social institutions and organizations, as well as the
interplay between globalization and local cultures. Each factor exhibits
both internal and external characteristics, highlighting the complexity
and multidimensional nature of cultural impact on consumer decision-
making processes.

The model provides a comprehensive framework for examining not
only the individual effect of each cultural factor but also their dynamic
interaction, which collectively shapes consumer preferences and behavi-
or. For example, while globalization may alter cultural values and norms,
local traditions continue to shape consumer preferences in specific ways.
Similarly, the level of education influences how consumers engage with
innovations and interpret complex marketing messages, which is further
mediated by material culture and social institutions.

This structured approach to cultural factors ensures that the most
influential elements are systematically integrated into consumer behavior
analysis. The visual model in Figure 1 serves as a practical tool for
businesses and researchers to better understand and apply these insights
to real-world marketing challenges.To better understand these influences,
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it is essential to systematize or structure these factors, allowing for
clearer insights into their interconnectedness and individual effects on
consumer behavior.

This structured approach is visually represented in Figure 1, which
illustrates the relationships among these cultural factors and their
collective impact on consumer decision-making processes.

A comprehensive understanding of cultural factors is fundamental
for the formulation of effective marketing strategies, particularly in the
context of globalization.

Cross-cultural marketing demands a detailed analysis of these
cultural influences to enable accurate consumer segmentation, product
positioning, and the development of communication strategies. For
example, adapting marketing campaigns to reflect linguistic nuances,
religious sensitivities, and region-specific aesthetic preferences fosters
stronger engagement with local consumers.

The proposed model offers businesses a strategic framework to
align products, services, and communications with diverse cultural con-
texts. This alignment not only enhances consumer engagement but also
strengthens brand loyalty by fostering a deeper emotional connection
with target audiences. A nuanced understanding of cultural influences
allows companies to develop flexible strategies that respond to the rapid
changes inherent in the global marketplace. By leveraging this frame-
work, businesses can mitigate the risks of cultural misalignment and en-
hance the effectiveness of their marketing efforts, thereby driving sales
and ensuring sustainable success in an increasingly competitive environ-
ment. The model facilitates the application of advanced marketing stra-
tegies that address the specific needs, preferences, and expectations of
culturally diverse segments.

Effective cross-cultural marketing extends beyond simple transla-
tion or superficial localization; it requires the alignment of products,
messaging, and services with the values, beliefs, and social norms of
different markets. For instance, acknowledging religious principles and
ethical standards helps avoid cultural taboos, while incorporating
culturally relevant symbols, colors, and design elements enhances brand
resonance.

This structured approach emphasizes the importance of adaptability
in global marketing strategies. Consumer behaviors are constantly
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evolving in response to dynamic cultural landscapes driven by technolo-
gical progress, migration, and generational shifts. The interplay between
globalization and local traditions highlights the need for “glocal”
strategies, where brands maintain global consistency while adapting to
local preferences to achieve authenticity and relevance.

By using this model, companies can refine consumer segmentation
by identifying subcultures or micro-segments within larger markets. This
allows for targeted marketing initiatives that align with cultural ide-
ntities, traditions, and beliefs. Such strategic alignment fosters consumer
trust, strengthens emotional bonds, and promotes customer retention.

The model further underscores the need to integrate cultural
insights across the entire marketing mix. Pricing strategies, distribution
networks, and promotional efforts can all benefit from a culturally
informed perspective. For instance, pricing policies should reflect
consumers' perceived value within specific cultural contexts, while
distribution channels must align with local shopping habits, whether they
favor traditional retail outlets or online platforms.

In communication strategies, the model emphasizes the importance
of developing messages that resonate on both conceptual and emotional
levels. Campaigns tailored to varying communication styles — such as
high-context versus low-context cultures — are more likely to generate
positive consumer responses. Companies can leverage these insights to
implement culturally relevant corporate social responsibility (CSR)
initiatives, further enhancing brand loyalty and creating a positive
societal impact, as suggested by Becker-Olsen, Cudmore, and Hill
(2006) and Mohr, Webb, and Harris (2001).

This theoretical framework serves as both a strategic tool and a
practical guide for businesses operating within the complexities of global
markets. The systematic integration of cultural factors into marketing
decisions enables companies to build stronger brand identities, foster
long-term customer relationships, and navigate cross-cultural interactions
more effectively. Such a culturally adaptive approach not only enhances
short-term marketing performance but also positions businesses for
sustainable success in a globally interconnected economy.

Conclusions. Cultural factors exert a profound influence on
consumer behavior, shaping preferences, purchase decisions, and brand
perceptions across diverse markets. This study presents a comprehensive
analysis of the cultural elements that influence consumer behavior,
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identifying eight key determinants. Through a structured approach, these
factors are categorized into internal and external dimensions, highli-
ghting the intricate and multifaceted nature of cultural influences on
consumer decision-making.

The study demonstrates that consumer behavior is shaped by a
complex interplay of broad cultural dimensions, such as values and
beliefs, and more specific elements, including language, religion, and
material culture. While globalization has introduced certain homogeni-
zing trends, cultural diversity continues to play a critical role in shaping
consumer preferences. Effective marketing strategies must take these
cultural differences into account to ensure relevance and resonance with
target audiences across different regions.

The insights from this research have significant implications for
international marketing strategies. Businesses must adopt culturally
sensitive approaches to effectively engage diverse consumer segments.
Understanding the interplay between cultural values and consumer
behavior enables marketers to design tailored communication strategies
and localized marketing campaigns that resonate deeply with their target
audiences. By aligning products and services with the unique cultural
contexts of each market, companies can enhance brand loyalty, improve
customer satisfaction, and achieve sustainable growth in a competitive

global environment.
References

1. Achola, G., Asamoah-Manu, N., Drici Tani, Y., & Weiss, A. (2020).
Consumer education can lead to behaviour change. Field ACTions Science Reports,
Special Issue 22, 96-103.

2. Becker-Olsen, K. L., Cudmore, B. A., & Hill, R. P. (2006). The impact of
perceived corporate social responsibility on consumer behavior. Journal of
Business Research, 59(1), 46-53. Retrieved from: https://escholarship.org/content/
qt98f4n4fr/qt98f4n4fr.pdf

3. Bloch, P. H., Brunel, F. F., & Arnold, T. J. (2003). Individual Differences
in the Centrality of Visual Product Aesthetics: Concept and Measurement. Journal
of Consumer Research, 29(4), 551-565.

4. Craig, C. S., & Douglas, S. P. (2006). Beyond National Culture: Impli-
cations of Cultural Dynamics for Consumer Research. International Marketing
Review.

5. Daas, Y. (2019). How religion affects the consumer behavior. CADES
Economic Anthropology, April 2018, 0-24.




182 ExoHoMiKa TPaHCIOPTHOI0 KOMILIeKcey, Bull. 44, 2024

6. Drew, C. (2022). 18 Major Elements Of Culture. Retrieved from:
https://helpfulprofessor.com/wp-content/uploads/2021/09/18-Major-Elements-of-
Culture-Explained-for-Students-2023.pdf

7. Eriksen, T. H. (2004). What is anthropology? Pluto Press.

8. Essoo, N., & Dibb, S. (2004). Religious Influences on Shopping
Behaviour: An Exploratory Study. Journal of Marketing Management, 20(7-8),
683—712. DOI: https://doi.org/10.1362/0267257041838728

9. European Commission. (2023). Consumer Conditions Scoreboard.
Retrieved from: https://commission.europa.eu/system/files/2023-10/consumer
conditions_scoreboard 2023 v1.1.pdf

10. Fischer, R., & Schwartz, S. (2011). Whence differences in value
priorities? Journal of Cross-Cultural Psychology, 42(7), 1127-1144.

11. Gherasim, A., & Gherasim, D. (2018). Cultural Environment in
International Marketing. Economy Transdisciplinarity Cognition, 21(1), 124-131.

12. Hofstede, G. (1980). Culture's Consequences: International Differences
in Work-Related Values. Beverly Hills, CA: Sage Publications.

13. Hofstede, G. (2001). Culture's Consequences: Comparing Values,
Behaviors, Institutions, and Organizations Across Nations. Thousand Oaks, CA:
Sage Publications.

14. Hofstede, G., Hofstede, G. J., & Minkov, M. (2010). Cultures and
Organizations: Software of the Mind. McGraw-Hill.

15. House, R. J., Hanges, P. J., Javidan, M., Dorfman, P. W., & Gupta, V.
(2004). Culture, Leadership, and Organizations: The GLOBE Study of 62 Societies.
Sage Publications.

16. Kahneman, D., & Tversky, A. (2000). Choices, Values, and Frames.
Cambridge University Press.

17. Kaur, A., & Kaur, M. (2016). The Study of Components of Culture:
Values, Norms, Materials Objects, Language And Culture Change. International
Journal of Science Technology and Management, 5(12), 140-152.

18. Laroche, M., Habibi, M.R. and Richard, M.O. (2013) To Be or Not to Be
in Social Media: How Brand Loyalty Is Affected by Social Media? International
Journal of Information Management, 33, 76-82. DOI: https://doi.org/10.1016/
J.ijinfom@t.2012.07.003

19. Lebron, A. (2013). What Is Culture. Merit Research Jpurnals, 1(6), 126—
132.

20. Levitt, T. (1983). The Globalization of Markets. Harvard Business
Review.

21. McCracken, G. (1990). Culture and Consumption: New Approaches to
the Symbolic Character of Consumer Goods and Activities. Indiana University
Press.

22. Meena, B. S. (2023). The Effect of Cultural Factors on Consumer
Behaviour: A Global Perspective. International Journal for Multidisciplinary
Research (IJFMR), 5(6), 1-7.




ExoHOMiKa TPAHCIIOPTHOI0 KOMILIEKCY, BuIl. 44, 2024 183

23. Mehta, S., Sharma, M., & Jain, R. (2020). Impact of Educational Status
on Consumers Buying Behavior in Relation to Brand Positioning. Elementary
Education Online, 19 (4), 3556-3559. DOI: 10.17051/ilkonline.2020.04.764755

24. Minkov, M., & Hofstede, G. (2012). Hofstede’s fifth dimension: New
evidence from the world values survey. Journal of Cross-Cultural Psychology,
43(1), 3-14. DOI: https://doi.org/10.1177/0022022110388567

25. Mohr, L. A., Webb, D. J., & Harris, K. E. (2001). Do consumers expect
companies to be socially responsible? The impact of corporate social responsibility
on buying behavior. Journal of Consumer Affairs, 35(1), 45-72. Retrieved from:
https://onlinelibrary.wiley.com/doi/abs/10.1111/].1745-6606.2001.tb00102.x

26. Mooij, M. de (2019). Consumer Behavior and Culture: Consequences for
Global Marketing and Advertising (3rd ed.). Sage Publications.

27. Mooij, M. de (2019). Global Marketing and Advertising: Understanding
Cultural Paradoxes. SAGE Publications.

28. Naumova, O., Bilan, S., & Naumova, M. (2019). Luxury consumers’
behavior: a cross-cultural aspect. Innovative Marketing, 15(4), 1-13. DOI:
https://doi.org/10.21511/im.15(4).2019.01

29. Richins, M. L., & Dawson, S. (1992). A Consumer Values Orientation
for Materialism and Its Measurement: Scale Development and Validation. Journal
of Consumer Research, 19 (3), 303-316. DOI: https://doi.org/10.1086/209304

30. Roccas, S., & Sagiv, L. (2009). Personal Values and Behavior: Taking
the Cultural Context into Account. Social and Personality Psychology Compass, 1,
30-41. DOI: https://doi.org/10.1111/j.1751-9004.2009.00234.x

31. Schwartz, S. H. (2012). An Overview of the Schwartz Theory of Basic
Values. Online Readings in Psychology and Culture, 2(1), 1-20. DOI:
https://doi.org/10.9707/2307-0919.1116

32. Solomon, M.R., Hogg, M.K., Askegaard, S., & Bamossy, G.J. (2019).
Consumer Behavior: A European Perspective. Pearson Education.

33. Steenkamp, J.-B. E. M. (2019). Global Versus Local Consumer Culture:
Theory, Measurement, and Future Research Directions. Journal of International
Marketing (East Lansing, Mich.), 27(1), 1-19. DOl:
https://doi.org/10.1177/1069031X18811289

34. Thompson, W. E., Hickey, J. V., & Thompson, M. L. (2016). Society and
Culture. In Society in Focus An Introduction to Sociology. Eighth Edition (pp. 56—
85). Rowman & Littlefield Publication.

35. Triandis, H. C. (1995). Individualism and Collectivism. Westview Press.

36. Triandis, H. C. (2018). Individualism and Collectivism. Routledge.

37. Verplanken, B., & Wood, W. (2006). Interventions to break and create
consumer habits. Journal of Public Policy & Marketing, 25(1), 90-103.




184 ExoHoMiKa TPaHCIOPTHOI0 KOMILIeKcey, Bull. 44, 2024

BIIVIUB KYJbTYPHUX ®AKTOPIB HA IIOBEAIHKY
CHOKHUBAYIB: XOJICTUYHA MO/ EJIb
AJAIITUBHUX MAPKETUHI'OBUX IIIJIXOAIB

PAXBAJI-MIOJIJIEP A., Bukianay, kadeapa yopaBiaiHHSI Ta COIIaIbHUX
KOMyHIiKarlii, Sreutoncekuii yHiBepcuTet, Bya. ['omemo0s, 24, 31-007, m. Kpakis,
[loarpmia.

AcmipanT, kadenpa ynpaBiiHHs, [Ipa3pkuii €KOHOMIYHHMM YHIBEPCHUTET,
Byn. B. Uepuimns, 1938/4, 130 67, m. IIpara, YUecbka Pecmybiika.

E-mail: agnieszka.rachwal-muller@uj.edu.pl,

ORCID: 0000-0001-7871-2356

OEJIOTOBA 1. B., 1okTop e€KOHOMIYHHMX HayK, mpodecop, Kadeapa Me-
HEJDKMEHTY, XapKiBCbKUW HAI[lOHAIBHUN aBTOMOOIIBLHO-IOPOXKHIM YHIBEPCHUTET,
ByJ. Sl. Myaporo, 25, m. XapkiB, Ykpaina, 61002.

E-mail: irina7vf@gmail.com, Scopus Author ID: 57210234720,

ORCID: 0000-0002-3277-0224

Anomauia. Bnius Kynemypuux ¢hakmopie Ha No6ediHKY CNoxicusauié € 2iuboKum ma
oxonmoe 0Oe3niy GUMIPI6, NOYUHAIOUU 3 OCHOBHUX KYIbMYDHUX KOHCMPYKYIN, MAaKux sK Mooelb
Xoghcmeoe, i 3aKiHuyIOUU KOHKPEMHUMU CKIAOOBUMU, MAKUMU K MOBA, pelicisi ma MamepiaibHa
Kynomypa. Y konmexcmi enobanizayii, iKa 4acmo CHpPUSE 2OMO2EHI3ayii CNOMCUBYUX YNOOODAHD,
KVIbIMYPHA  PISHOMAHIMHICMb  3ATULUAEMbCA  KPUMUYHO — BAXNCIUBUM  (hakmopom, wo gopmye
cnputinsasmmsl 6peHoi6 i GNIUBAE HA YXBANIeHHS piuleHb w000 NoKynok. Lle docnioxcenus okpecuoe
giciMm Kame2opiti KyIbmypHUX akmopie, wo 0Xonowms YiHHOCMI ma NepeKoHaHHs, pelieitiHi ma
MOPANbHI NPUHYUNU, CIMULL CRIIKYS8AHHA, MAMEPIAIbHY KYIbMYpYy, eCmemuKy, Cucmemu oceimu ma
3HAHb, COYIANILHI IHCIMUMYMU MA OP2ani3ayii, @ MaKkodc OUHAMIYHY 83AEMOOII0 MIdC 2100ani3ayicto
ma J1oKaneHow Kyaemyporo. Lli ¢paxmopu cucmemamuyno Kiacupikylomocs Ha 6HYmMpiwHi ma
306HIWHI XAPAKMEPUCTUKU, NIOKPeCTIoI04Y CKIAOHUN [ 0a2amocpaniuti Xapakmep K)yabnypHUX
BNIUBIE HA NpOYeC YXBANeHHs piulenb. Pezynbmamu 00cniodHceHHs: niomeepoxcyloms HeoOXIOHICMb
MapKemuH2o8ux cmpamezii, sKi 6paxo8yioms yi KyIbmypHi iOMIHHOCI, W0 0036015€ NIOGULYUMU
pelesaHmHuicmes OpeHdy Ha pi3HOMaHimHux punkax. Touke po3yMmiHHA yux eapiayiil 00360s€
Mapkemono2am Cmeoposamu a0anmosani nioxoou, sKi pe3oHyioms 3 KVIbMyPHUMU KOHMEKCMAaMU
CNoJICUBAYiB, MUM CAMUM ORNMUMIZVIOUU 3anyueHHA. [[ia  Y3aealbHeHHs OMPUMAHux y Xxooi
00CIOJHCEHHSL BUCHOBKIB 0)10 PO3POOIEHO MEoPemuyHy MoOelb, WO LIIOCMPYE 83AEMO3B'A3KU MIdHC
BUBHAYEHUMU  KYJIbMYPHUMU (hakmopamu, SKI 6nIuearoms Ha NOBeOiHKY choodicusadis. Ll
KOMNJIEKCHA MOO€b NPONOHYE YIMICHULL NO2TIA0 HA me, 5K KVIbMypa (POPMYE NOBEOIHKY CONCUBAYIE,
aKyeHmylouu yeacy Ha CKIAOHUX 63AE€MO36'SI3KAX MIdC DPISHUMU K)IbMYPHUMU eleMeHmamu.
Bucnosxu éxasyome na me, wjo mapkemunzo6i cmpamezii NOBUHHI 6YMu YymausUMu 00 KyIbmypPHUX
BIOMIHHOCME, WO00O eheKkmueHo nidsUWUMU pelle8AHMHICMb OpPeHOY HA YUCTIEHHUX DPUHKAX.
Ompumani 8 ybomy O00CNIONCEHHI IHCAMU CHPUAIOMb MEOPEeMUUHOMY OUCKYPCY NPO KYIbMYpPHI
BNIUBU HA NOBEOIHKY CNONCUBAYIE | BIOKPUBAIOMb HOBI NEPCNEeKMUBU 071 NOOATLULUX OOCTIONCEHD.
Tuboke po3ymiHHA OUHAMIKU KYILMYPHOI PIHOMAHIMHOCMI HAOAE OP2AHI3AYIAM MONCIUBICD
Gopmymosamu  adanmueni cmpameeii, AKi 8iONOBIOAIOMb  OUIKYBAHHAM PIZHUX CHONCUBYUX
ceamenmie. Taxa cmpameziuna y3200CeHiCMb He MIIbKU CHpusie po3pooyi Oitbld edexmueHux
MAapKemuH2o8ux KAMNawuil, ane U NiOSUWYE NOAIbHICMb 00 OpeHdy ma CHnpusie 3pOCMAHHIO
npooaxcié Ha 2100ATbHOMY PUHK).

Knrouoei cnosa: nosedinka cnooicueadis, KyibmypHi Gakmopu, KyIibmypHi GuMipu
Xoghcmede, enobanvua nepcnekmuéa, KyibmypHi YIHHOCMI, MO08d, NePeKOHAHH:, KpocC-
KYIbMYPHUU MapKemuHe, 2100anizayis.



