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ABSTRACT. Most published business strategy studies assign strategies to organizations byexamining their competitive behaviors. In contrast, we argue that a richer conceptualization ofstrategy might be found by considering buyer behaviors as well, especially at the consumerlevel and in the global arena. A survey of consumers in Puerto Rico, Guatemala, Peru, andIndia demonstrates two distinct types of strategic factors also inherent in the purchase decision,(1) those directly related to the product or service such as price and quality, and (2) thoseindirectly related to the product or service such as advertising and brand reputation. In somebut not all nations these factors were directly related to consumer preferences related to priceorientation, independence, and brand consciousness. It is suggested that an organization’sbusiness strategy may be better understood by creating a profile of the customers it servesalong the lines of such preferences. In addition, future strategy-performance studies may benefitby incorporating perspectives of the buyers in the assessment of competitive strategy.
Key words:  Consumer behavior, business strategy, consumer lifestyles, customer profiles,cross cultural.
RESUMEN. En el análisis del comportamiento competitivo, la mayoría de los estudios sobreestrategia de negocios le asignan una estrategia a las organizaciones. En contraste, sostene-mos que una conceptualización más refinada de la estrategia puede ser encontrada al consi-derar, a su vez, el comportamiento de los compradores, especialmente a nivel del consumidory en el escenario global. Una encuesta sobre consumidores en Puerto Rico, Guatemala, Perúe India mostró dos tipos distintos de  factores estratégicos inherentes a la decisión de compra,(1) aquellos directamente relacionados con el producto o servicio, tales como precio y calidad,y (2) aquellos indirectamente relacionados con el producto o servicio, tales como publicidad yreputación de la marca. En algunas naciones, pero no en todas, estos factores estaban direc-tamente relacionados con las preferencias del consumidor en cuanto a la orientación hacia elprecio, la independencia y la consciencia de marca. Se propone que la estrategia de negociosde la organización puede ser mejor comprendida creando un perfil del cliente tipo de la orga-nización considerando sus preferencias. Además, estudios futuros de desempeño estratégicopodrían beneficiarse al incorporar el punto de vista de los compradores en la evaluación de laestrategia competitiva.
Palabras clave: Comportamiento del consumidor, estrategia de negocios, estilos de vida,tipos de cliente, multicultural.
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The literature is replete with studies that identifyassociations between a firm’s competitive strategy andits performance. Indeed, the measurement of bothsides of the linkage has been an issue of great concernin recent years (Ketchen & Shook, 1996). Researchershave traditionally measured business-level strategyby examining factors directly associated with theorganization, such as accounting measures and topexecutive perceptions (Chattopadhyay, Glick, Miller,& Huber, 1999; Dess & Davis, 1984; Hillman & Klein,2001; Spanos & Lioukas, 2001). At its core, businessstrategy research has been concerned with therelationship between the competitive strategy adoptedby an organization and its performance. As such, afocus on the organization appears to be appropriatewithin the field.
Defining an organization’s strategy by analyzing itscharacteristics has its shortcomings, however. Usingaccounting measures as strategy surrogates assumesthat strategic thinking necessarily translates intofinancial data. Research utilizing executiveperceptions as measures of strategy and/or perfor-mance has also been criticized on validity andreliability grounds. Many of these studies surveyedonly the chief executive officer of an organization andignored other members of the top management teamand middle- and lower-level managers. Although thesestudies assumed that CEO accounts of strategy wereaccurate, recent research has seriously challengedthe over-reliance on CEO perceptions. Golden (1992)found that 58 percent of CEO’s he surveyed did notagree with the previously validated accounts of theirorganizations’ past strategies.
Every successful business transaction must have aseller and a buyer, however. In general, the strategyliterature has been content to focus on the seller,relegating the analysis of buyers to other disciplinesand approaches. However, we argue that theintegration of buyer perceptions and attributes canlead to a richer understanding of the strategy-perfor-mance relationship, particularly in the global arena.
This paper represents an attempt to lay the foundationfor such a perspective by exploring alternativeconceptualizations of competitive strategy through theeyes of the buyer. Toward this goal, the remainder ofthis paper is organized as follows: First, a briefoverview of the business-strategy performanceliterature is outlined. Second, an overview of the fourlocales represented in the sample is provided. Third,research methods and data analysis are addressed,

and results of the analysis are presented. Fourth,conclusions and directions for future research areelaborated.
REVIEW OF THE LITERATURE

Placing this study into context necessitates briefdiscussions of three literature streams. First, it isimportant to understand how research on businessstrategies has evolved over the past few decades andthe assumptions on which this stream is based.Second, to consider strategy from the perspective ofthe consumer, an outline of developments in consumerlifestyle research is germane. Finally, an overview ofeconomic societies assessed in this paper isappropriate.
Business Strategy
The current state of the business strategy-performan-ce literature can be traced to Bain (1956) and Mason’s(1939) seminal work in industrial organization (IO)economics. Inherent in the IO approach is theassumption that buyers will inevitably behave in arational manner, and organizations should makestrategic decisions accordingly. Within the IOframework, industry-level factors have the greatestinfluence on this relationship.
Early strategy researchers noted the inability of theIO framework to explain large performance varianceswithin a single industry. Case studies highlighted firm-level behaviors associated with performance that werenot readily addressed in IO models. As a result, thestrategic group level of analysis was proposed as acompromise between IO’s deterministic, industry levelof analysis and the organization level of analysisinherent to the strategic management discipline(Hergert, 1983; Porter, 1981).
Strategic groups describe apparent clusters of firmsthat exhibit similar or homogeneous behavior within asomewhat heterogeneous industry environment(Fiegenbaum, McGee, & Thomas, 1988). Thisperspective maintained a focus on groups oforganizations, but acknowledged the existence ofmultiple groups within a single industry due todifferences in factors such as organizational goals,strategies, and collections of resources. Early researchidentified relationships between strategic groupmembership and performance in a number ofindustries (Dess & Davis, 1984; Hambrick, 1984; Hunt,1972; Hatten & Schendel, 1977; Hatten, Schendel,
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and Cooper, 1978; Newman, 1973; Porter 1973).
As strategic group assessments identified clusters ofbusinesses employing similar strategies, researchersbegan to categorize similarities within the strategicgroups across studies. Business strategy typologies—also referred to as gestalts, frameworks, andarchetypes—identified several generic strategicapproaches and were developed and utilized as atheoretical basis for identifying strategic groups inindustries. Although strategic groups are an industry-specific phenomenon, many researchers began toutilize approaches believed to be generalizable acrossindustries. Porter’s (1985) generic strategy typologyis most notable. According to Porter, a business canmaximize performance either by striving to be the low
cost producer in an industry or by differentiating itsline of products or services from those of otherbusinesses; either of these two approaches can beaccompanied by a focus of organizational efforts ona given segment of the market.
The discussion of generic strategies is based on theactivities of and alignment within the organization. Aswith the pure IO approach, buyers are presumed toact in a rational manner. This reality can be illustratedby examining Porter’s perspective on combining lowcost and differentiation strategies. According to Porter,a business attempting to combine the two approacheswill invariably end up “stuck in the middle” (Porter,1980, p. 41). This notion received considerable earlysupport (Dess & Davis, 1984; Hambrick, 1981, 1982;Hawes & Crittendon, 1984), but was later challengedby a number of studies (Buzzell & Gale, 1987; Buzzell& Wiersema, 1981; Hall, 1983, Hill, 1988; Murray,1988; Parnell, 1997; Parnell & Wright, 1993; Phillips,Chang, & Buzzell, 1983; Proff, 2000; White, 1986;Wright, 1987)1. Whereas Porter contends that theassumptions associated with low costs anddifferentiation are incompatible because the twoapproaches create trade-offs within the organization.Most of Porter’s opponents—those in the “combinationstrategy school”—have argued that businessessuccessfully combining low costs and differentiationmay create synergies within the firm that overcomeany tradeoffs that may be associated with thecombination. Hence, conceptual pillars on both sidesof the issue were based on factors associated withhow organizations formulate and execute strategies,not how these strategies are viewed by prospectivecustomers.
Dissatisfaction with the limited emphasis placed onthe role of organization-specific factors in strategic

group analysis and typology extensions may havebeen the primary impetus for a renewed interest infirm resources, not strategic group membership, asthe foundation for firm strategy (Barney, 1986, 1991;Camerer & Vepsalainen, 1988; Collis, 1991; Grant,1991; Hatch & Dyer, 2004; Lawless, Bergh, &Wilstead, 1989). The resulting paradigm, resource-based theory, drew from the earlier work of Penrose(1959) and Wernerfelt (1984) and emphasizes uniquefirm capabilities, competencies, and resources instrategy formulation, implementation, and performan-ce (Dutta, Narasimhan, & Rajiv, 2005; Kor & Mahoney,2005). A growing body of empirical literature supportslink between firm-specific resources and firm perfor-mance (Ray, Barney, & Muhanna, 2004).
Although the three major streams of competitivestrategy-performance research—IO economics,strategic groups, and resource-based theory—differmarkedly in their assumptions concerningorganizational performance, they agree that firm per-formance is primarily a function of firm behaviors,either individually or collectively. Throughout theevolution of the field, however, the presumption thatbuyers behave in a rational manner remains.
Consumer Lifestyle
Examining competitive strategies from the perspectiveof the consumer suggests that a number of buyer-level attributes be examined. These not only includeimportant factors in weighing purchase decisions, but“softer” lifestyle variables. Lifestyle has been definedsimply as “how one lives” and includes the productsone buys, how one uses them, how one thinks aboutthem and how one feels about them. Lifestyles arean expression of an individual’s self-concept andvalues (Wind and Green, 1974) and are reflected intheir choices and consumption behavior. It is the totalimage one has of him or her self that is a result ofhow one was socialized in his or her culture. Inessence, it is the culmination of a person’s pastdecisions and future plans (Gonzalez & Bello, 2002;Hawkins, Best, & Coney, 2004). Individuals andfamilies exhibit unique lifestyles. Frequently theselifestyles are labeled as “career oriented individuals”or “family oriented”. These orientations are generallydetermined by conscious and unconscious decisions.Sooner or later the lifestyle produce needs and desiresthat ultimately affect the decision making of eachconsumer. The feelings and emotions are veryimportant in consumer purchase decisions and havean effect on the analysis of product attributes.
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A popular approach to lifestyle measurements hasbeen activities, interests, and opinions (AIO) ratingstatements (Wells & Tigert, 1977). For example,Aggarwal, Muthukumaran and Sharma (1990) studiedthe Indian youth market using AIO as a guidingframework. The focus of marketers and consumerresearchers has generally been on identifying thebroad trends that influence how consumers live, work,and play. It allows a population to be viewed as distinctindividuals with feeling and tendencies, addressed incompatible groups (segments) to make more efficientuse of mass media. In general, researchers tend toequate psychographics with the study of lifestyles.Psychographic research is used by marketresearchers to describe a consumer segment so asto help an organization better reach and understandits customers. Hence, lifestyle patterns providebroader, more three-dimensional views of consumersso that marketers can think about them moreintelligently. The basic premise of lifestyle research isthat the more marketers know and understand abouttheir customers, the more effectively they cancommunicate with and serve them (Kaynak and Kara,1996).
Lifestyles are manifestations or actual patterns, ofbehaviors, and are represented by consumeractivities, interests, and opinions. What people do intheir spare time is often a good indicator of theirlifestyle. One consumer might like outdoor activitiessuch as skiing or diving while the other my like moviegoing or card playing. Consumer who engage indifferent activities and have differing opinions andinterests may in fact represent distinct lifestylesegments for marketers (Hoyer & McInnis, 2004).
Consumers in different countries may havecharacteristics lifestyles. Consider as an example arecent study examining buyer behaviors amongwomen from several nations. Compared to theircounterparts in other countries, Japanese womenwere more home focused, less likely to visit restau-rants, less price sensitive and less likely to drive or goto the movies. This lifestyle would imply that Japanesewomen would probably spend more time thanAmerican women preparing meals at home and wouldthere for pay more for goods/products that enhancedmeal quality. In contrast, the typical Russian consumeroften enjoys going to the movies and theater orparticipating in sports such as soccer, ice hockey, andfigure skating (Hoyer & McInnis, 2004).
Much of the research on consumer lifestyles has beenpublished in marketing journals. In general, these

studies conclude that consumer marketing successhinges on the ability to dissect markets of consumersinto lifestyle groups, each of which ostensibly requiresa different marketing mix, especially when consumergroups in different nations are considered. Theselifestyle variables are far more than just demographicand socioeconomic characteristics (Westfall, 1962).Demographic dimensions have received broaderacceptance and have lent themselves easily toquantification and easy consumer classification.However, the usage of demographics, for instance,has been questioned, and it has been argued thatdemographic profiles have not been deemed sufficientbecause demographics lack richness and often needto be supplemented with additional data (Wells, 1975).Social class adds more depth to demographics, butit, too, often needs to be supplemented in order toobtain meaningful insights into audiencecharacteristics. Indeed, “lifestyle segmentation” hasbeen a widely useful concept for marketing andadvertising planning purposes (Wells and Tigert, 1977;Kaynak and Kara, 1996).
Economic Societies: Puerto Rico, Guatemala, Peru,
and India
The extent to which buyer perspectives can augmentstrategy-performance research can be investigatedby examining disparate global markets. Four suchmarkets—Puerto Rico, Guatemala, Peru, and India—are considered in the present study. The type oflifestyle depends in many ways on the culture, politicaland economic characteristics of the society. Becauseeach society has unique dimensions, it is importantto provide a general outline of its characteristics,geography and economic situations that aredeterminants of lifestyles.
Puerto Rico is an economy that has many LatinAmerican lifestyle characteristics with a clear UnitedStates influence. Puerto Rico is a Spanish speakingisland, 100 miles long by 40 miles wide located to theeast of Hispaniola in the Caribbean. With a populationof about four million people, Puerto Rico has been aU.S. possession since the Spanish-American War of1898. Puerto Ricans were granted U.S. citizenship in1917 and as U.S. citizens and can travel between thePuerto Rico and the U.S. without requiring a passportor visa. Traveling outside the U.S. requires PuertoRicans as does all U.S. citizens, to obtain a U.S.passport through the U.S. State Dept. Productsentering the U.S. from Puerto Rico have free accessto the U.S. market and the official currency is the U.S.dollar (Welcome to Puerto Rico).
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Puerto Rico is a lucrative market for U.S., Europeanand Asian manufacturers who have targeted PuertoRicans’ high standard of living in comparison to itsless affluent Caribbean neighbors. Fast-food restau-rants such as McDonald’s, Burger King, Pizza Hut andKentucky Fried Chicken flourish in Puerto Rico as doretail giants such as Wal-Mart, K-Mart, Sears, JCPenney, Home Depot and Macy’s who have all beenoperating in Puerto Rico for many years (Puerto Rico–The World Factbook).
Puerto Rican behavior and buying behavior in parti-cular are influenced by two cultures. The Spanish,whose influence extends for four hundred years overPuerto Rico, and the American which has existed forover one hundred years. The mix of both of thesecultures makes Puerto Rico a unique market forproducts and services. Puerto Ricans’ love forAmerican foods such as hamburgers and pizza ismatched but could never surpass their love for thetraditional accompanying plate of rice and beans.
The dual cultural influences—Spanish andAmerican—seem to be most pervasive among youngbuyers. Internet connectivity, MTV, VH1, are availableto young consumers who like their American orEuropean counterparts relate to global brands suchas Nike, Coca-Cola, and McDonalds to a greaterextent than older consumers. This phenomenonnotwithstanding, there remains a dearth of researchon buyer behaviors of your Puerto Ricans. It is hopedthat this study will be the first of many that will assistmarketing and communications managers indesigning more effective marketing andcommunications strategies for this developing andintriguing market.
In contrast to Puerto Rico, Guatemala is much poorerand has deep roots in its indigenous heritage. Guate-mala is the largest and most densely populatedcountry in Central America. Of its almost 13 millionpeople, however, 62 percent live in the rural areas(Mahler, 1999). People in rural areas must endureincredible inconveniences because of the lack ofrunning water and electricity. Low wages and poorquality of life are clearly visible. Guatemala isconsidered the fifth poorest country in Latin Americaand is plagued by educational challenges. Fifty-twopercent of its population above the age of 15 isilliterate. Among the total population, approximately37 percent of the men and 53 percent of the womenare in the same situation (Mahler, 1999).
More than half of all Guatemalans are indigenous and

descendants of Mayan Indians. Many of the“indigenous people of Guatemala” live in the ruralareas, but migration to the cities has been acceleratingin recent years (Background Note - Guatemala). Whileilliteracy reaches 72 percent in the rural areas,indigenous women have a higher illiteracy reaching74 percent. Four out of 10 children do not attendschool, and for those who do, only 30 percent com-plete primary school (Mahler, 1999). This majorweakness in education levels has had a direct impacton Guatemala’s economic progress. An illustration ofthe economic disparity is that just over two percent ofthe landowners cultivate 65 percent of the land.Moreover, 10 percent of the people earn 44 percentof the income (Mahler, 1999).
Guatemala’s economy is built on two major economicsectors: agriculture and retail. Both of these segmentsprovide the engine for economic development. Whilethe agricultural sector is significant because of itsexport capabilities, the retail sector is broad and deepin the Guatemalan economy. Additionally, the nationenjoys significant factors of endowment and is rich inmineral, oil, and other natural resources. This, togetherwith low cost labor, means Guatemala now has a fastgrowing light industry sector. It has the largest indus-trial base in Central America, being an importantmanufacturer of pharmaceuticals, chemicals, clothing,wood, and food products, (Mahler, 1999).
Peru, like Guatemala is has deep linkages to its historyand indigenous culture. Peru is South America’s thirdlargest country. It has a diverse geography dividedinto three distinct regions, the central high sierra ofthe Andes, the lowland costal region which extendsto the northern Atacama Desert, and the dense forestthat surrounds the headwaters of the Amazon beneaththe slopes of the Andes.
A striking feature of contemporary Peruvian society isthe massive scale of the informal economy. The decayof the national economy has led to an abundance oftraditional market street trade and bartering at marketstalls as an integral part of daily life. Ambulantes (streetvendors) can be found on every corner selling a hugevariety of goods (Peru, People and PreservedCulture).
Despite decades of political upheaval and socialunrest, Peru can now be seen to be entering a morestable phase in its history. An increasing level ofgovernmental consistency and growing economicstrength has led to growing confidence from within.Of its 23 million people, 7 million live in the capital city

PANORAMA SOCIOECONÓMICO AÑO 24, Nº 33, p. 50-64 (Julio - Diciembre 2006)



55

of Lima. The Peruvian population is mainly mixed withan important native minority living mainly in the Andeansouth and the Amazon (GOLATIN-Peru).
Peru has a dual economy. There is a relatively modernsector on the coastal plains and a subsistence sectorin the mountains of the interior that is isolated by poortransportation and communication. Services accountfor 65 percent of the gross domestic product, whileindustry including mining, accounts for 26 percent andagriculture for 9 percent. Mining is important for thebalance of payments providing 48.6 percent of Peru’smerchandise export earnings in 2002. Manufacturingindustry is fairly diverse, with food, fishmeal, metals,steel, textiles and petroleum-refining being the largestsectors (Peru - Country Briefings).
The workforce is largely a land of peasant farmersand underemployed shantytown dwellers.Unemployment has hovered around 8-9 percentannually. The service sector employs about half ofthe economically active population in Lima. This figu-re conceals the fact that most of those included in thisfigure eke out a precarious existence selling low-valueconsumer items in the informal economy or drivingunlicensed taxis. Primary products represent the bulkof Peru’s export earnings with mining and fisheriesproduction the two major export categories (Peru -Country Briefings).
While India is much different than the Latin Americansocieties of Puerto Rico, Guatemala and Peru, it isalso very similar in that it has retained its culture andhas very deep roots to its history and heritage. It is acountry with unique lifestyle dimensions, located inSouthern Asia bordering the Arabian Sea, betweenBurma and Pakistan. Its huge geography displays alarge rural area with 28 states and 7 territories (India– The World Fact book). Its population (over a billionpeople) has a medial age of 24.66 years and a percapita GDP of $3,100. Its economy is comprised of60 percent agriculture, 17 percent industry, and 23percent services, with the service sector the fastestarea of economic growth. The economy has postedsignificant growth with an average of 6.8 percent.
India has been capitalizing on its large number of well-educated people skilled in the English language tobecome a major exporter of software services andsoftware workers (India – The World Fact book).Segmentation of Indian consumer market is primarilybeen seen based on income level and the market isdivided into high income upper class, the middle class,the lower middle class and the lower class. According

to Kumar (2003), based on income levels the Indianhouseholds can be divided into destitute, climbing,aspiring, consuming and rich. To most people fallingin destitute and climbing class price is the mostimportant variable in product choice. The consumingclass and the rich class is more brand conscious.Indian society is also a hierarchical society wherepeople are presumed to be born to a particular classor “caste” based on a natural law, and thus the societyhas the famous “caste-system” where in the societyis divided into high class intellectuals, middle classtraders and low class unskilled laborers (Singh, Zhao,and Hu 2005). Thus, with a very large andheterogeneous population India is facing significantsocial, economic and environmental challenges. Asone of the most populated countries in the world, In-dia offers an incredibly large consumer market. Itsancient culture intertwined with four major religionsdominates the society and has a significant impacton the cultural values and lifestyles of the Indianpopulation (India – The World Fact book).
METHODS

A total of 768 individuals were surveyed, 239 fromPuerto Rico, 200 from Guatemala, 253 from Peru, and76 from India. These were chosen because they werereadily available. A convenience, non-probabilisticapproach was employed whereby surveys were leftwith respondents on the first visit and collected on asubsequent visit (Stover & Stone 1978; Imperia,O’Guinn, & MacAdams 1985). Given the exploratorynature of the study, specific propositions were notdeveloped.
The majority of the respondents were female (67.6%)and married (60.7%). Occupations were diverse, ledby professional (38.0%) and followed by full timestudents (11.6%), service positions (11.0%), and thosenot currently employed (10.0%). The sample was welleducated overall, with 49.6 percent having graduatedfrom college and another 26.0 percent havingcompleted some college. Respondents representedage categories predominantly between 20 and 59, with28.5 percent in their twenties, 13.3 percent in theirthirties, 28.9 percent in their forties, and 19.9 percentin their fifties.
Respondents were asked to evaluate the importanceof seven factors in making purchase decisions alonga three-point scale. Initially, a score of 1 represented“very important,” 2 represented “important,” and 3represented “not important.” These scores werereverse coded for consistency purposes, however, so
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that a higher score represents greater importance. Aninitial single-factor analysis demonstrated that onefactor accounted for 51.8 percent of the variance, withthe second factor adding 14.7%. The eigenvalues for

the first three factors were 3.628, 1.029, and 0.638,suggesting the existence of two factors. A varimaxrotation was applied to the two-factor solution, theresults of which are presented in table 1.

Because the first four items demonstrated highloadings on the first factor and the remaining threeitems demonstrated high loadings on the second fac-tor, they were factor analyzed as a single four-itemand three-item scales. Loadings on these scales rangefrom .730 to. 858 and also appear in table 1.Coefficient alphas of .812 and .764 were calculatedfor these scales, demonstrating high levels of internalconsistency. Factor scores (regression method) werealso calculated for each scale to serve as compositemeasures for the two factors in subsequent analysis.
A clear distinction can be made concerning theseparation of the seven items into four-item and three-item scales. The first four items are directly associated

with the product or service itself, and include price,quality, workmanship, and performance. Theremaining three items are indirectly associated withthe product or service, are related to various aspectsof marketing, and include advertising, prestige, andchoice of model or service. Hence, the first scale islabeled as the “purchase decision—product” scale,whereas the second scale is labeled as the “purchasedecision—marketing” scale.Respondents also responded to three sets of fourlifestyle items, each along a five-point Likert scale.Each set of items was factor analyzed, with factorscores computed as measures for subsequentanalysis. Loadings and scale reliabilities wereacceptable for further analysis, as depicted in table
2.
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Nations were compared along the two purchasedecision factors (product and marketing) and the threelifestyle factors (price, independence/leadership, andinfluence/brand awareness). The results of thesecomparisons appear in table 3. Significant differenceswere found among all five factors when the low scoringnation was compared to the high scoring nation. Table3 provides the mean factor scores for each of the 5purchase decision and lifestyle factors according toeach of the 4 nations. «Significance» refers to whetheror not a t-test comparing the nation with the highestscore vs. the nation with the lowest score produced at-value significant at .05 or less. It does not suggestthat all differences between all nations are significant;rather it indicates that the differences between thehighest scoring nation and the lowest scoring nationfor each factor are significantly different.
In this study we have investigated a variety ofconsumers from across three Latin American culturesand one Indian. The three Latin cultures are quite si-milar in language, traditions and consumer behavior.Because of their language, foods, music, etc. theyhave many of the same purchasing behaviors. Puer-to Ricans, Peruvians and Guatemalan consumers areinfluenced by brand names and pricing issues. This

is evident from the broad array of product brands thatexist in each country’s market place. Consumers inthese countries are influenced by television,newspapers and store displays that promote products.Because these countries have been part of theglobalization process in Latin America, they havebecome acutely aware of the global brands and havethe same opportunities for similar productconsumption as exists in developed countries. Besideseconomic growth, other forces such as economicintegration, income distribution and consumerattitudes towards globalization and global brands areinteracting in the Latin American consumer market(Sichel, 2004). When reviewing the Latin Americancountries it reveals that the factors have a mix ofrelationships with each other. One may be closer thanthe other two but in all cases there is a significantdifference.
Compared to the other countries consumers, Indiashowed less lifestyle preference for priceconsciousness and to some degree for independenceand leadership. This could be because the Indiansample was from middle class well educatedindividuals. According to Chandra and Ryans (2002)to in the Indian market place price-value perception
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is important not just price. Indians lower degree ofpreference for Independence and Leadership varia-ble can be explained on the relatively collectivisticorientation of the Indian society where group-consciousness and family orientation is high. Finally,compared to other countries consumers from India

showed high degree of preference for personalinfluence and brand awareness. The high degree ofinterdependence and in-group consciousness(Gannon, 1994) may explain why Indians seek marketinformation from friends and family and rely less onself-motivated means of information gathering.
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Table 4 presents the correlations among purchasedecision and lifestyle factors for the entire sample.Each of the purchase decision factors weresignificantly correlated with each of the lifestyle factors

except for the correlation between the “product”purchase decision factor and the lifestyle factor ofbrand consciousness.

FINDINGS & DISCUSSION
The analysis presented in the previous sectionsuggests that a conceptual link between consumerpurchase decisions factors and organizationalstrategies. Utilizing Porter’s low cost-differentiationframework as a base of comparison, the “product”purchase decision factor demonstrates an interest inprice- and quality-related product attributes, factorsthat are generally incorporate into low cost anddifferentiation strategies. In contrast, the “marketing”purchase decision factor represents a distinctconsideration of issues associated with a form ofdifferentiation. Following this logic, one might suggestthat competitive strategies could be measured not onlyby examining characteristics managers intend toincorporate into a firm’s competitive position, but alsoby examining how purchase decisions are based onthe strategy actually realized.
The links between lifestyles and purchase decisionfactors are also noteworthy. If successful strategies

are linked to purchase behavior, and purchasebehavior emanates from lifestyle, then one couldargue that business performance—especially at theretail level—is inexorably linked to consumer lifestylesinherent in the various markets served by theorganization.
Consumer lifestyles have a major impact on purchaseand consumption behavior, and ultimately onorganizational success of failure. At the functionallevel, marketers can use lifestyle analysis with respectto specific areas of consumers’ lives, such as fashionsand outdoor activities. Lifestyle analyses can helpmarketers understand relationship of people’slifestyles and the products and services they sell. Inmarketing, “lifestyle,” however, describes the behaviorof individuals, a small group of interacting people, andlarge groups of people (e.g. market segments) actingas potential consumers (Gonzalez & Bello, 2002).Thus, the concept of the lifestyle represents a set of
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ideas quite distinct from that of personality.
Lifestyle relates to the economic level at which peoplelive, how they spend their money, and how theyallocate their time (Anderson & Golden, 1984).Specifically, lifestyle segmentation research measurespeople’s activities in terms of (1) their interests andthe importance level placed on their immediatesurroundings, (2) how they spend their time, (3) howthey views themselves and their world, and (4) theircore demographic characteristics. These factors aredirectly related to the organizational success andshould be a part of the firm’s competitive strategydevelopment efforts.

CONCLUSIONS & FUTURE RESEARCH
The present study demonstrated significantdifferences between competitive strategy-relatedpurchase decision factors and lifestyle factors acrossfour emerging economies: Puerto Rico, Peru, Guate-mala, and India. In addition, significant correlationswere found between purchase decision factors andlifestyle factors. Significant differences andcorrelations were not found in all instances, however.
Given the nexus between the three consumer lifestylefactors examined in this paper and purchase behaviorsassociated with the strategy dimensions of productattributes and marketing, one can make a case forthe inclusion of buyer-level factors in models that linkcompetitive strategy and performance. Until now,these issues have generally been addressed indifferent streams of research, with buyer-relatedfactors examined only in consumer behavior studies.This phenomenon may be due to complexities inresearch design or differences in expertise betweenstreams. Nonetheless, integration can improve thequality and richness of strategy-performance models.
Several key challenges exist for future research,however. First, the scales presented in the presentstudy were only preliminary. Further refinement anddevelopment of these scales, as well as theincorporation of scales that measure other factorsassociated with purchase decisions and lifestyles, isappropriate.
Second, there is a need to test for the moderating ormediating effects of purchase decision and lifestylefactors in the strategy-performance relationship. Thepresent study did not provide empirical evidence tosubstantiate such relationships.

We believe the analytical approach proposed in thispaper can help to increase the understanding aboutconsumer and market places in different cultures, andultimately how firms can formulate strategies toaddress these differences. International marketersshould study differences in consumers buying roles,which may exist in other countries than the homecountry to which they are accustomed, especiallythose where vastly different social, behavioral, cultu-ral and economic conditions exist. In the light of thepronounced similarities and differences, appropriatetarget marketing strategies need to be found. In ca-ses of distinct similarities between the two countries,standardized marketing strategies may be used whereidentical advertising copy and thrust will be put in pla-ce. In addition, marketers of these products shouldpossibly target most of their marketing andcommunications strategies on the partner who hasmost influence. However, as certain phases of thedecision processes are characterized by more jointdecision making than the others, it would be unwiseto ignore the wife’s input completely. Finally, marke-ting strategies and in particular communicationsstrategies should reflect this effect on the buyingdecisions.
Despite the fact that the results of this study maysubstantially fit a pattern already articulated byscholars, societal and cultural factors are veryimportant in consumer buying. This is a significantdimension that must be understood so that marketerscan do a more effective job of marketing their goodsand meeting company needs. Additionally it must berecognized that spousal decision influence asremaining constant over all product categories.

IMPLICATIONS, LIMITATIONS, & FUTURE
RESEARCH

We believe the analytical approach proposed in thispaper can help increase the understanding therelationship of consumer behavior and strategydevelopment across four different cultures.Appropriate strategy development in global marketsrequire managers to study differences in buyingbehaviors, which may exist in other countries than thehome country to which they are accustomed,especially countries that possess vastly different so-cial, behavioral, cultural and economic conditions. Inthe light of the pronounced similarities and differences,appropriate target marketing strategies are essential.Understanding the relative purchase decisions isimportant in determining to whom and how marketing
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efforts should be directed. In cases of distinctsimilarities between the two countries, standardizedmarketing strategies may be used where identicaladvertising copy and thrust will be put in place. Inaddition, marketers of these products should possiblytarget most of their marketing and communicationsstrategies on the partner who has most influence.Marketing strategies and in particular communicationsstrategies should reflect this effect on the how differentsocieties make purchase decisions.
Despite the fact that the results of this study maysubstantially fit a pattern already articulated byscholars, societal and cultural factors are veryimportant in consumer buying. This is a significantdimension that must be understood so that marketerscan do a better job of markets and company needs.Marketers have to evaluate the buying decisions ateach stage so that they can direct energies towardsdeveloping the correct strategy that enhances the firmsoverall performance.
Three limitations of the study suggest caution whengeneralizing outside of the context of the presentanalysis. First, this study was exploratory in natureand specifically focused on how consumer-levelfactors can influence competitive strategydevelopment. Second, because the levels of strategydevelopment may be influenced by a number ofadditional variables, however, an integrated approachshould be used to isolate the impact of consumerbehavior. Finally, while the dataset used in this studywas diverse in geography, a probabilistic rather thana convenience sample may be needed for moreconclusive results.
Two avenues of future research are suggested basedon above findings. First, the consumer scales couldbe tested across other societies and refined asappropriate. For instance, testing in the transitionaleconomies of Eastern Europe or in other Asiancountries that are not included in our sample wouldprovide further evidence on the generaliziblity androbustness to the use of the overall scale or its indivi-dual components.
Second, the findings suggest that there is a need toidentify a more appropriate method of measuring thelong-term effects of consumer behavior on strategydevelopment. Potential links between consumerfactors and strategy formulation are clear, butadditional work is required to specify the relationships.

REFERENCES
Aggarwal, M.K., Muthukumaran, N.S. & Sharma, C.K.(1990). A Psychographic Segmentation of IndianYouth Market, Journal of the Market Research

Society, 32 (2), 251-259
Anderson, W.T. & Golden, L. (1984). Life-style andpsychographics: a critical review andrecommendation,” in Advances in Consumer

Research, XI, Thomas Kinnear(ed), Ann Arbor,
Michigan, Association for Consumer Research,pp. 405-411.

Background Note: Guatemala (n.d.), – U.S.Department of State – Retrieved June 1, 2005from http://www.state.gov/r/pa/ei/bgn/2045.htm.
Bain, J.S. (1956). Barriers to New Competition.Cambridge, MA, Harvard University Press.
Barney, J.B. (1991). Firm resources and sustainedcompetitive advantage. Journal of Management17(1), 99-120.
Barney, J.B. (1986). Strategic factor markets:Expectations, luck, and business strategy.

Management Science 32(10), 1231-1241.
Buzzell, R.D., & Wiersema, F.D. 1981. Successfulshare building strategies. Harvard Business

Review, 59(1), 135-144.
Buzzell, R.D., & Gale, B.T. 1987. The PIMS Principles.New York: Free Press.
Camerer, C., & Vepsalainen, A. (1988). The economicefficiency of corporate culture. Strategic

Management Journal 9(1), 115-126.
Chandra, A., and Ryans JK. (2002). Marketing

Management, 11(2), 43-46
Chattopadhyay, P., Glick, W., Miller, C.C., & Huber,G., 1999. Determinants of executive beliefs:comparing functional conditioning and socialinfluences. Strategic Management Journal, 20:763-789.
Collis, D.J. (1991). A resource-based analysis of glo-bal competition: The case of the bearingsindustry. Strategic Management Journal 12(1),49-68.

Strategy Through the Eyes of the Consumer: An exploratory Study Across
Emerging Economies
John A. Parnell, John E. Spillan, y Nitish Singh



62

Dess, G.G., & Davis, P.S. (1984). Porter’s genericstrategies as determinants of strategic groupmembership and performance. Academy of
Management Journal 26(3), 467-488.

Dutta, S., Narasimhan, O., & Rajiv, S. (2005).Conceptualizing and measuring capabilities:Methodology and empirical application. Strategic
Management Journal, 26, 277-285.

Fiegenbaum, A., McGee, J., & Thomas, H. (1988).Exploring the linkage between strategic groupsand competitive strategy. International Studies
of Management & Organization. 18(1), 6-25.Gannon MJ Associates (1994), Understanding Glo-bal Cultures, Sage, Newbury Park, CA.

GOLATIN- (n.d.), Peru- Retrieved on May 20, 2005from http://www. peru.gotolatin.com/eng/Info/Hbook/basicdata.as.
Golden, B.R. 1997. Further remarks on retrospectiveaccounts in organizational and Strategicmanagement research. Academy of

Management Journal, 40(5): 1243-1252
Gonzalez, A.M., & Bello, L. (2002). The construct“lifestyle” in market segmentation: The behaviorof tourist consumers. European Journal of Mar-

keting, 36(1/2), 51-85.
Grant, R.M. (1991). The resource-based theory ofcompetitive advantage: Implications for strategyformulation. California Management Review33(3), 114-135.
Hall, W.K. (1983). Survival strategies in a hostileenvironment. In R.G. Hammermesh (Ed.),

Strategic Management. New York, John Wiley& Sons.
Hambrick, D.C. (1982). Environmental scanning andorganizational strategy. Strategic Management

Journal 3(1), 159-174.
Hambrick, D.C. (1983). Some tests of theeffectiveness and functional attributes of Milesand Snow’s strategic types. Academy of

Management Journal 26(1), 5-26.
Hambrick, D.C. (1981). Strategic awareness within topmanagement teams. Strategic Management

Journal 2(2), 263-279.

Hatten, K.J., & Schendel, D.E. (1977). Heterogeneitywithin an industry: Firm conduct in the U.S.brewing industry, (1952-1971). Journal of Indus-
trial Economics 26(1), 97-112.

Hatch, N.W., & Dyer, J.H. (2004). Human capital andlearning as a source of sustainable competitiveadvantage. Strategic Management Journal, 25,1155-1178.
Hatten, K.J., Schendel, D.E., & Cooper, A.C. (1978).A strategic model of the U.S. Brewing Industry:1952-1971. Academy of Management Journal21(4), 592-610.
Hawkins, D.Best, I, & Coney, R. (2004). Consumer

Behavior: Building Marketing Strategy, 9th
edition, Boston: McGraw Hill.

Hawes, J.M., & Crittendon, W.F. (1984). A taxonomyof competitive retailing strategies. Strategic
Management Journal 5(2), 275-287.

Hergert, M.L. (1983). The incidence and implications
of strategic groupings in U.S. manufacturing
industries. Unpublished doctoral dissertation,Harvard University.

Hill, C.W.L. (1988). Differentiation versus low cost ordifferentiation and low cost: A contingencyframework. Academy of Management Review13(3), 401-412.
Hillman, A.J., & Keim, G.D. 2001. Shareholders,stakeholders and social issue. Strategic

Management Journal, 22, 125-139.
Hoyer, W.D. & MacInnis, D.J. (2004). Consumer

Behavior, 3rd edition, Boston: Houghton-Mifflin.
Hunt, M.S. 1972. Competition in the major home

appliance industry 1960-1970. Unpublished doc-toral dissertation, Harvard University.
Imperia, G., O’Guinn, T. C. & MacAdams, E. A. (1985).«Family decision making role perceptions amongMexican-American and Anglo wives: a cross-cultural comparison,» Advances in Consumer

Research, 12, 71-74.
India-The World Fact book (n.d.) - Retrieved onOctober 4, 2005 from http://www.cia.gov/cia/publications/factbook/geos/in.html.

PANORAMA SOCIOECONÓMICO AÑO 24, Nº 33, p. 50-64 (Julio - Diciembre 2006)



63

Kaynak, E. & Kara, A. (1996) Consumer life-style andethnocentrism: a comparative study inKyrgyzstan and Azerbaijan, 49th Esomar
Congress Proceedings, Istanbul, pp. 577-96.

Ketchen, D.J., & Shook, C.L. (1996). The Applicationof cluster analysis in strategic managementresearch: An Analysis and critique. Strategic
Management Journal 17(6), 441-458.

Kor, Y.Y., & Mahoney, J.T. (2005). How dynamics,management, and governance of resourcedeployments influence firm-level performance.
Strategic Management Journal, 26, 489-496.

Kumar, R.S. (2003). Branding Strategies in aChanging Marketing Environment (IndianContext). Journal of Brand Management, 11(1),48-62
Lawless, M.W., Bergh, D.D., & Wilstead, W.D. (1989).Performance variations among strategic groupmembers: An examination of individual firmcapability. Journal of Management 15(4), 649-661.
Mahler, J., (1999). Guatemala: Adventures in Nature,Second Edition, Santa Fe, NM: John Muir.
Mahoney, J.T., & Pandian, J.R. (1992). The Resource-based view within the conversation of strategicmanagement. Strategic Management Journal13(5), 363-380.
Mason, E.S. (1939). Price and production policies oflarge-scale enterprises. American Economic

Review 29(1), 61-74.
Miller, D. (1986). Configurations of strategy andstructure. Strategic Management Journal, 7,233-249.
Mintzberg, H. (1987). Crafting strategy. Harvard Bu-

siness Review, July-August, pp. 66-75.
Murray, A.I. (1988). A contingency view of Porter’s“generic strategies.” Academy of Management

Review 13(3), 390-400.
Newman, H.H. (1973). Strategic groups and the

structure performance relationship: A study with
respect to the chemical process industries.Unpublished doctoral dissertation, HarvardUniversity.

Parnell, J.A. (1997). New evidence in the genericstrategy and business performance debate: Aresearch note. British Journal of Management,
8, 175-181.

Parnell, J.A., & Wright, P. (1993). Generic strategyand performance: An empirical test of the Milesand Snow typology. British Journal of
Management 4(1), 29-36.

Penrose, E. (1959). The Theory of the Growth of the
Firm. New York, Sharpe.

Puerto Rico - The World Fact book (n.d.), retrievedon June 14, 2005 from http://www.cia.gov/cia/publications/factbook/geos/pe.html
Peru – (n.d.), Country Briefings- Fact-sheet fromcountry view wire- retrieved June 4, 2005. http://www.economis t . com/coun t r i es /Peru /profile.cfm?folder=Profile-
Peru, People and Preserved Culture (n.d.) - Retrievedon May 20, 2005 from http://www.peru-travel-adventures.com/people-culture.html
Phillips, L.W., Chang, D.R., & Buzzell, R.D. (1983).Product quality, cost position, and business per-formance: A test of some key hypotheses.

Journal of Marketing 47(2), 26-43.
Porter, M.E. (1981). The contributions of industrialorganization to strategic management. Academy

of Management Review 6(4), 609-620.
Porter, M.E. (1973). Retailer power, manufacturer

strategy and performance in consumer goods
industries. Unpublished doctoral dissertation,Harvard University.

Porter, M.E. (1980). Competitive strategy. New York:Free Press.
Porter, M.E. (1985). Competitive advantage. NewYork: Free Press.
Proff, H. (2000). Hybrid strategies as a strategicchallenge-the case of the German automotiveindustry. Omega 28(5), 541.
Ray, G., Barney, J.B., & Muhanna, W.A. (2004).Capabilities, business processes, andcompetitive advantage: Choosing the dependentvariable in empirical tests of the resource-based

Strategy Through the Eyes of the Consumer: An exploratory Study Across
Emerging Economies
John A. Parnell, John E. Spillan, y Nitish Singh



64

view. Strategic Management Journal, 25, 23-37.
Sichel, B.S., (2004). Latin America Industry Scenarios:Convergence or Fragmentation in Retail?Decision Strategies International Quarterly, 1,(2), 1-4.
Spanos, Y.E. & Lioukas, S. 2001. An examination untothe causal logic of rent generation: ContrastingPorter’s competitive strategy framework and theresource-based perspective. Strategic

Management Journal, 22: 907-934.
Singh, N., Zhao, H. & Hu, X (2005). Analyzing thecultural content of web sites: A cross-nationalcomparison of China, India, Japan, and US.

International Marketing Review, 22(2), 129-146.
Stover, R. V., and W. J. Stone, (1978). “Hand Deliveryof Self-Administered Questionnaires,” Public

Opinion Quarterly, 42, 284-287.
Welcome to Puerto Rico (n.d.)-Retrieved on June 20,2005 from http://welcome.topuertorico.org/people.shtml

PANORAMA SOCIOECONÓMICO AÑO 24, Nº 33, p. 50-64 (Julio - Diciembre 2006)

Wells, W.D. (1975). Psychographics: a critical review,
Journal of Marketing Research, 12 196-213.

Wells, W. and Tigert, D. (1977). Activities, interests,and opinions, Journal of Advertising Research,
11(4), 27-35.

Wernerfelt, B. (1984). A Resource-based theory of thefirm. Strategic Management Journal. 5(2), 171-180.
Westfall, R. (1962). Psychological factors in predictingproduct choice, Journal of Marketing, 26, 34-40.
White, R.E. (1986). Generic business strategies,organizational context, and performance: Anempirical investigation. Strategic Management

Journal 7(2), 217-231.
Wind, Y. & Green, P.E. (1974). Some ConceptualMeasurement and Analytical Problems in LifeStyle Research, In Life style andpsychographics, M.D> Wells (ed). Chicago:American Marketing Association. 97-126
Wright, P. (1987). A refinement of Porter’s strategies.

Strategic Management Journal 8(1), 93-101.


