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ABSTRACT 
 

This research is divided into two major parts, which are interlinked to each other. The 

purpose of the first part was to document a thorough literature review of brand identity 

and culture and through which to identify, understand, elaborate and describe the 

actionable factors of both brand identity and culture. This is achieved by using 

qualitative research methods such as literature review, grounded theory, Delphi 

technique and interpretative structural modeling (ISM). The literature review is 

constructed by referring to the top marketing and branding journal available (Journal of 

brand management, journal of marketing research etc.) and research carried out by 

David Aaker, Kapferer and Harris & Chernatony, covering a time period of 15 years. 

Similarly the literature review for culture was constructed by referring to cultural studies 

carried out by iconic researchers such as Hofstede, Hall, Kluckhohn & Strodtbeck, 

Trompenaars & Turner, Schwartz and House. Both these literature reviews were then 

supported by literature relating connecting brands and culture. 

 

After the completion of literature review, grounded theory was used to identify factors of 

culture and interpretative structural modeling (ISM) was used to find out mutually 

exclusive and encompassing factors of culture. Afterwards the factors identified were 

mapped on one to one basis by the use of Delphi technique. 

 

The purpose of the second part was to learn from the qualitative research and to draw out 

conclusions on ‘how brand culture affects customers’ perception of brand identity’. The 

research methodologies used were descriptive analysis, hypothesis testing and factor 

analysis. 
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The initiation of the second part was through t he development of a questionnaire, its 

pre-testing , choosing of sample population and then actual data collection. Seven null 

hypotheses were proposed and on the basis of data collected all the seven hypotheses 

were rejected, proving that culture does indeed influences customer’s buying behavior. 

Factor analysis was then conducted to rank the factors of culture affecting the 

customer’s perception of factors of brand identity. The analysis was carried out 

separately for each country as well as for the collective sample. The findings of the 

factor analysis were then used to build up case studies for two different brands from 

each country under study. The case studies covered products from various industries like 

electronics, fragrances, clothing etc. 

 

The research was a three nation study including Saudi Arabia, Qatar and UAE, chosen 

on the basis of their dynamic and growing economy and the eagerness of new 

international brands to increase their foot prints in these nations. 

 

To conclude the research a set of insights and recommendations pertaining to what 

brands which are planning to enter new markets or are already established but looking to 

expand with new product offerings devise their marketing and branding strategy so as to 

be successful. 
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