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Abstract

The aim of this research is to determine and evaluate whether difference in national
culture impact on the buyer behavior of Arabian and non Arabian students at UUM
University as consumers when purchasing a mobile phone. The research was
conducted in order to identify and compare key cultural attributes that influence
mobile phone purchasing between Arabian and non Arabian student consumers. An
empirical study was based on the concept of Hofstede’s dimension of individualism,
collectivism and power distance as well as looking at Schwartz’s values dimension of
power, achievement, hedonism, and self direction. The data was collected from 140
questionnaires using students at University Utara Malaysia. The findings indicated
that there is a significant difference between Arabian and non Arabian student
consumers in terms of mobile phone purchasing behavior as far as looking into
Hofstede’s cultural dimensions and Schwartz’s cultural values are concerned. The
findings also recommend that managers in mobile phone organizations should be
concerned with the cultural dynamics of consumers as part of their going re-
segmentation, communication, and promotion strategies within their overall
marketing strategies. The cultural factors will assist mangers to guide the
specifications required for the development of online customer decision support
systems.
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CHAPTER ONE
Introduction
1.1 Introduction

Mobile phones have become an integral part of human life and personal communication across
the globe. By the end of 2007, there were approximately 3.3 billion mobile phone users
worldwide which is equivalent to a penetration rate of 49% of the last year (international
telecommunication Union, 2008). Arabian and non Arabian students at University Utara
Malaysia (UUM) were chosen for this research for several reasons. According to the Ministry of
Information and Communication Technology, (2008) the mobile penetration rate in most of the
countries in the world increased its growth rate to over 50% in 2006 in comparison to 35% in
2005. (Business Wire, 2009) In Malaysia it is reported that the mobile phone market grew by
20% between 1990 and 2002. Within this competitive market it is essential for mobile phone
companies to better understand purchasing behavior to enable them to acquire new customers

and retain existing ones.

According to Blackwell, Miniard & Engel, (2001) demonstrated that culture has a profound
influence on how and why consumers purchase a range of products and service. Furthermore
according to Foxall & Goldsmith, (1994) stated that the customer’s motivation of product and
service choices as well as lifestyle could be shaped by cultural dimensions. As a consequence,
culture can influence an individual’s interaction with a product and ultimately the purchase. The

cross cultural comparison of mobile phone purchasing behavior between the Arabian and non
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