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Abstract

This study explored the influence of economic, political, cultural, and legal factors on
marketing strategies and consumer behavior in Delhi NCR. Employing a descriptive and
exploratory research design, data from 150 respondents were analyzed using statistical tools
like regression and correlation analyses. Results indicated that external factors had limited
direct impact on consumer behavior. Economic conditions, political stability, cultural
alignment, and legal compliance showed low statistical significance. Consumers were found to
prioritize product quality and trust over external influences like inflation or trade tariffs. The
study underscores the complexity of global marketing, suggesting that businesses adopt holistic
strategies that integrate cultural sensitivity, regulatory adherence, and innovative
differentiation. These findings provide actionable insights for international brands targeting
diverse markets like India while recommending future research into mediating variables
influencing global consumer preferences.
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1. Introduction

In today's interconnected global marketplace, businesses must consider a variety of external
factors to develop successful marketing strategies. The growing interdependence between
countries has made it essential for companies to understand and adapt to the economic,
political, cultural, and legal conditions in which they operate (Smith, 2021). This study
explored the influence of these external factors on marketing strategies, with a particular focus
on how they shape consumer behavior. With rapid globalization, companies increasingly rely
on international marketing strategies to expand their market reach and optimize consumer
engagement (Baker, 2022). However, global marketing is not without its challenges. A
comprehensive understanding of how economic conditions, political environments, cultural
values, and legal systems impact consumer behavior is vital for businesses aiming to succeed
in foreign markets (Morris, 2022). This research specifically aimed to evaluate these external
factors' influence on global marketing strategies in the Indian market, particularly in Delhi
NCR, an area recognized for its market diversity and dynamism (Gupta & Mehra, 2019).

1.1 Background

As global business landscapes continue to evolve, companies have faced the complex task of
tailoring their marketing efforts to meet the varying needs of consumers in different regions.
Understanding the external factors affecting consumer behavior is crucial to formulating
effective marketing strategies (Taylor, 2020). In India, a country with a vast population and a
wide range of regional variations, businesses must navigate the challenges posed by the
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country’s diverse economic, political, cultural, and legal environment to succeed in their
marketing efforts (Patel, 2018).
India’s growing importance as an emerging market has attracted global businesses, offering
them vast opportunities for growth (Singh & Desai, 2022). However, this opportunity is
coupled with significant challenges. Economic fluctuations, political instability, and varying
cultural preferences often complicate the market entry strategies for international brands
(Thomas & Raj, 2021). Additionally, the legal and regulatory framework, including intellectual
property laws and advertising regulations, also plays a crucial role in shaping the success or
failure of foreign brands operating in the country (Sharma, 2020).
This study aimed to explore how these macro-environmental factors have impacted consumer
behavior in India. By focusing on the Delhi NCR region, a hub for international brands, the
research sought to examine how companies adapt their marketing strategies to the economic
conditions, political climate, cultural values, and legal regulations affecting their target markets
(Chopra, 2022).
1.2 Research Objectives
The primary objective of this study is to assess the impact of the following global marketing
factors on consumer behavior and marketing strategies in Delhi NCR:

o Economic factors (e.g., income levels, inflation, exchange rates)

« Political factors (e.g., government stability, trade policies, tariffs)

e Cultural factors (e.g., language, values, consumer behavior)

o Legal factors (e.g., intellectual property, advertising regulations)
By analyzing these factors, the study aims to provide insights into how businesses can better
tailor their marketing strategies for international markets.
1.3 Research Problem
This research aimed to address the following key problem:
How do economic, political, cultural, and legal factors influence consumer behavior and
marketing strategies for international brands in the Delhi NCR region?
2. Literature Review
2.1 Overview of External Factors in Global Marketing
In the dynamic field of global marketing, external factors play a crucial role in shaping the
strategies and decision-making processes of businesses operating in international markets.
These factors, including economic, political, cultural, and legal elements, have been widely
studied in the literature due to their significant influence on consumer behavior, marketing
tactics, and brand perception. Understanding how these forces interact is vital for companies
looking to expand into new markets, particularly in emerging economies such as India. The
economic environment, for example, impacts consumer purchasing power, which in turn
affects product pricing, sales forecasts, and overall marketing strategy (Smith, 2021). Similarly,
political factors like governmental stability, trade policies, and legal frameworks have a
profound effect on market entry and the sustainability of operations in foreign markets (Baker,
2022). Moreover, cultural factors—such as local customs, values, and social horms—shape
how brands are received by local consumers, necessitating marketing strategies that are
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sensitive to these elements (Jones & Patel, 2020). The regulatory environment, which
encompasses both legal and ethical considerations, dictates the operational landscape for
foreign businesses, affecting everything from advertising standards to consumer protection
laws (Morris, 2022).

2.2 Economic Factors and Consumer Behavior

Economic conditions have long been acknowledged as one of the most significant external
factors influencing consumer behavior. A wide body of research has emphasized the
importance of understanding economic factors such as income levels, inflation, and economic
growth in shaping consumer purchasing decisions (Patel & Shah, 2022). For businesses
expanding into foreign markets, understanding the income distribution and the overall
economic stability of a country is crucial to devising appropriate pricing strategies. In India,
for instance, the country’s rapidly growing middle class has altered consumption patterns,
leading to a greater demand for quality products at competitive prices (Singh & Desai, 2022).
As the economy continues to evolve, more consumers in India are becoming increasingly
receptive to international brands, especially those that offer a blend of affordability and high
quality. However, economic factors such as inflation and unemployment can have negative
effects on consumer spending, particularly in a country as diverse as India, where regional
disparities in wealth are pronounced (Gupta & Mehra, 2019). The economic liberalization of
the 1990s opened up Indian markets to global brands, increasing competition and pushing
companies to tailor their marketing strategies to the local economic realities (Chopra, 2022).
Brands that have successfully adapted their pricing strategies, distribution channels, and
promotional tactics based on economic insights have generally seen positive outcomes.
However, the ability to navigate economic downturns, as evidenced during the 2008 global
financial crisis, remains a challenge for both domestic and international companies operating
in emerging markets like India (Thomas & Raj, 2021).

2.3 Political and Legal Influences on Marketing Strategies

Political stability and government policies are key factors that influence the marketing
strategies of international businesses. Political risk is often a major concern for foreign
investors and marketers, particularly in countries with fluctuating governmental leadership or
unstable political environments (Basu & Kumar, 2021). In India, political stability, government
reforms, and changes in taxation laws play an important role in shaping the business
environment. India’s democratic system offers a relatively stable political framework, but
government regulations, including those related to foreign direct investment (FDI) and trade
tariffs, can impact the strategies of international businesses (Reddy & Rao, 2020). For example,
India’s regulatory framework for foreign businesses has undergone significant changes over
the past few decades. Policies that favor FDI in sectors like retail and e-commerce have
encouraged global brands to enter the market with confidence, while stringent regulations in
other areas (such as intellectual property rights) have posed challenges (Sharma, 2020). The
introduction of the Goods and Services Tax (GST) in 2017 is another example of how political
decisions can drastically affect marketing strategies by standardizing indirect taxes across the
country and simplifying the supply chain for businesses. On the legal front, the complexity of
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India’s legal system can complicate matters for international companies looking to establish or
expand their operations. Intellectual property rights, advertising standards, and consumer
protection laws are critical considerations for any marketing strategy. For instance, India’s
stringent laws surrounding misleading advertising and the promotion of certain products (e.g.,
tobacco and alcohol) have forced international brands to adjust their marketing campaigns to
ensure compliance (Agarwal & Mehta, 2022). The challenge of navigating such legal
frameworks has led some businesses to form strategic alliances with local companies in order
to reduce risk and gain access to valuable market knowledge.

2.4 Cultural Factors and Consumer Perception

Cultural differences are perhaps the most nuanced external factors affecting marketing
strategies, especially in diverse and rapidly changing societies like India. As India becomes
increasingly integrated into the global economy, international brands are faced with the
challenge of understanding and respecting local cultural norms while attempting to introduce
foreign products and services. Cultural values, traditions, language preferences, and regional
attitudes toward consumption play a major role in shaping consumer perceptions and decisions.
Research has consistently shown that cultural factors influence not only the types of products
consumers prefer but also how they interact with brands (Taylor, 2020). For example, Indian
consumers often place a strong emphasis on family values, which affects their preferences for
products and services that cater to family-oriented needs (Singh & Sharma, 2022).
Additionally, the role of religion in shaping consumer habits cannot be understated. The large
Hindu population in India, for example, has influenced the demand for vegetarian products and
brands that promote sustainability and ethical sourcing (Patel, 2018). International brands
entering the Indian market must be sensitive to these cultural factors and modify their
marketing messages accordingly. The global success of brands like McDonald’s and Coca-
Cola in India can be attributed to their ability to localize their products and marketing efforts
to align with Indian cultural preferences (Baker, 2022). McDonald’s, for example, developed
an entirely vegetarian menu in India to cater to local dietary habits, whereas Coca-Cola’s
advertisements focus on family bonding, a value that resonates strongly with Indian consumers
(Jones & Patel, 2020). Understanding the intricacies of regional differences is another
challenge for marketers in India. With a multitude of languages, traditions, and consumer
behavior patterns, it is crucial for international brands to customize their strategies at a regional
level, going beyond a one-size-fits-all approach to marketing (Morris, 2022).

2.5 Hypothesis Formation

Hypothesis: Economic conditions, such as GDP growth and inflation, influence consumers'
ability and willingness to purchase international products.

Hypothesis: Political stability and government policies affect the availability and
attractiveness of international products in global markets.

Hypothesis: Cultural norms, values, and preferences play a significant role in shaping
consumer behavior toward global brands and products.

Hypothesis: Legal regulations such as intellectual property laws, consumer protection, and
product safety standards influence the success of global marketing strategies.
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2.6 Summary and Research Gaps
The literature indicates that external factors significantly influence marketing strategies in
India, a country that offers both vast opportunities and considerable challenges for international
brands. Economic, political, cultural, and legal factors are all interrelated and have a direct
impact on consumer behavior and marketing tactics. While much of the existing research
focuses on individual factors, there is a need for more comprehensive studies that examine the
combined effect of these forces on global marketing strategies in emerging markets like India.
This literature review has provided an overview of the key external factors impacting marketing
strategies in India, particularly in the Delhi NCR region. However, there is limited research
that looks at how these factors specifically interact and how businesses can effectively navigate
the complexities of the Indian market. Future research should aim to fill this gap by exploring
the synergistic effects of economic, political, cultural, and legal factors on consumer behavior
and the strategies employed by international businesses to thrive in the Indian market.
3. Methodology
Research Design:
The study followed a descriptive and exploratory research design. Descriptive research was
used to explore and describe the factors influencing marketing strategies, while exploratory
research helped in gaining insights into the under-researched areas concerning external factors
and their impact on marketing. The study adopted a quantitative approach to gather numerical
data, providing a clearer picture of the correlation between external influences and marketing
strategies. The design was cross-sectional, meaning data was collected at one specific point in
time, offering a snapshot of the current situation.
Variables:
The research involved two key types of variables:

e Independent Variables: These were the external factors influencing marketing

strategies. The key independent variables were:

o Economic Factors: Economic conditions, market stability, inflation rates, and
purchasing power.

o Political Factors: Government policies, trade regulations, political stability,
and taxation laws.

o Cultural Factors: Social norms, values, religion, and language that affected
consumer behavior.

o Legal Factors: Laws and regulations governing marketing, advertising, and
competition.

o Dependent Variables: These were the outcomes influenced by the independent
variables. In this case, the primary dependent variables were:

o Marketing Strategies: Approaches brands used to position their products,
communicate with consumers, and adjust their pricing and distribution
strategies.

o Consumer Behavior: How consumers responded to these strategies in terms of
purchasing decisions, preferences, and loyalty.
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Conceptual Framework:

The conceptual framework of this study illustrated the relationship between external factors
and marketing strategies. The framework highlighted how economic, political, cultural, and
legal factors served as independent variables influencing marketing strategies and,
subsequently, consumer behavior. This framework helped to visualize the impact of the
external environment on business decisions, which guided marketers in tailoring their strategies
to local conditions in India.

Sample Size:

To ensure reliability and validity of the findings, the study aimed to collect data from 150
respondents. The respondents included both marketers (those involved in formulating
marketing strategies) and consumers (the target audience for these strategies). The study used
a random sampling technique, allowing for a broad and unbiased representation of the
population, ensuring diversity in responses across different demographics (age, gender,
income, etc.).

Data Collection:

e Instrument: The primary tool for data collection was a structured questionnaire. This
questionnaire was designed to gather both quantitative data (such as frequency of
behavior, ratings) and categorical data (such as demographic information).

e Method: The survey was distributed both online (via email and social media) and
offline (through in-person interviews or paper surveys) to ensure maximum
participation from respondents across different geographic locations. This mixed
method helped to capture a wide range of perspectives.

e Questions: The questionnaire consisted mainly of closed-ended questions that could
be quantified easily. This included Likert scale questions to measure attitudes, multiple-
choice questions for behavior patterns, and yes/no questions to capture basic
demographic data.

Data Analysis:
Once data was collected, it was analyzed using several statistical tools:

o Descriptive Statistics (e.g., mean, standard deviation) to summarize and describe the
basic features of the data.

« Correlation Analysis to explore the relationship between external factors (economic,
political, cultural, legal) and marketing strategies.

o Regression Analysis to understand the strength and nature of the relationship between
the independent variables (external factors) and dependent variables (marketing
strategies, consumer behavior).

The analysis was conducted using statistical software like SPSS or Excel, both of which are
commonly used for quantitative research, ensuring accuracy and efficiency in interpreting the
data.

4. Results and Analysis

4.1 Demographic Profile Analysis
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Demographic Category Response No. of Respondents Percentage
Age Group 25-34 36 24.00%
18-24 33 22.00%
Under 18 30 20.00%
45+ 26 17.33%
35-44 25 16.67%
Gender Male 83 55.33%
Female 67 44.67%
Education Level Graduate/Postgraduate = 42 28.00%
Undergraduate 39 26.00%
High School 37 24.67%
Other 32 21.33%
Occupation Professional 41 27.33%
Student 38 25.33%
Business Owner 34 22.67%
Unemployed 20 13.33%
Other 17 11.33%
Location Rural 54 36.00%
Urban 51 34.00%
Suburban 45 30.00%
Income Level Above %10,00,000 41 27.33%
%2,00,000 - %5,00,000 38 25.33%
%5,00,000 - X10,00,000 37 24.67%
Less than %2,00,000 34 22.67%

The demographic profile analysis revealed diverse respondent characteristics, providing a
comprehensive view of the study population. The majority of respondents were aged between
25-34 years (24%), followed by 18-24 years (22%) and under 18 (20%), indicating a relatively
younger demographic. Gender distribution showed a higher proportion of males (55.33%)
compared to females (44.67%). Education levels were varied, with most respondents being
graduate/postgraduates (28%), undergraduates (26%), and high school graduates (24.67%).
Occupation-wise, professionals (27.33%) and students (25.33%) dominated the sample, while
business owners (22.67%) and unemployed individuals (13.33%) constituted smaller groups.
In terms of location, respondents from rural areas (36%) slightly outnumbered those from urban
(34%) and suburban (30%) areas. Income levels reflected economic diversity, with 27.33%
earning above 10,00,000, followed by 25.33% earning 32,00,000-%5,00,000. These
demographic insights highlight a balanced and representative sample, essential for analyzing
the impact of global marketing factors.
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4.2 Factors Analysis
4.2.1 Economic Factors Analysis

Question Response No. of Percentage
Respondents
How does your country's economic No impact 60 40.00%

condition impact your decision to buy
international products?

Moderate 47 31.33%
impact
Significant 43 28.67%
impact
Would a decrease in your country's Maybe 58 38.67%
currency value affect your choice to
purchase international products?
Yes 56 37.33%
No 36 24.00%
How often do you consider the price of = Sometimes 56 37.33%
international products in comparison to
local products?
Never 55 36.67%
Always 39 26.00%
Do you think economic growth in your Not sure 54 36.00%
country has made international products
more affordable?
Yes 50 33.33%
No 46 30.67%

The analysis showed that 40% of respondents felt economic conditions had no impact on their
decisions to purchase international products, while 31.33% noted moderate influence and
28.67% reported significant impact. Regarding currency fluctuations, 38.67% were uncertain
about the effects, 37.33% were sensitive to them, and 24% were unaffected. Price comparison
was moderate for 37.33% of respondents, while 36.67% never compared prices, and 26%
consistently did so. On affordability due to economic growth, 36% were unsure, 33.33%
believed growth improved affordability, and 30.67% disagreed. The hypothesis testing
revealed that economic factors had minimal statistical significance, explaining only 0.84% of
variance in affordability perceptions (R2 = 0.0084), and no significant correlations were found.
Hypothesis Testing Results:
Economic Factors
« Null Hypothesis (Ho): Economic conditions, such as GDP growth and inflation, do not
influence consumers' ability and willingness to purchase international products.
e Alternative Hypothesis (H:): Economic conditions, such as GDP growth and inflation,
influence consumers' ability and willingness to purchase international products.
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Regression (R?) 0.0084 Economic predictors explain only 0.84%
of the variance in affordability perception.
Regression Coefficients [-0.019, - Predictors have negligible impact on the
0.032, 0.074] dependent variable.
Correlation: Impact of  r=-0.020, p No significant relationship.
Economic Condition =0.810
Correlation: Currency r=-0.057,p No significant relationship.
Decrease Impact =0.491
Correlation: Price r=0.083,p= No significant relationship.
Comparison 0.315

Conclusion: Both regression and correlation results indicate no significant influence of
economic conditions on affordability perceptions in this sample.
4.2.2 Political Factors Analysis

Question Response No. of Percentage
Respondents
Do government policies regarding No 56 37.33%
imports affect your purchasing
decisions?

Yes 51 34.00%

Sometimes 43 28.67%

How do trade tariffs or import Slightly 51 34.00%
restrictions impact your willingness to discourage

buy international products?

No effect 50 33.33%

Strongly 49 32.67%
discourage

How important is political stability in Not 58 38.67%
your country for your decision to important

purchase international products?

Somewhat 46 30.67%
important

Very 46 30.67%
important

Are you concerned about the impact of No 51 34.00%

political decisions (e.g., sanctions) on
international product availability?
Sometimes 51 34.00%
Yes 48 32.00%

37.33% of respondents indicated that government import policies had no impact, while 34%
acknowledged their influence, and 28.67% noted occasional effects. Trade tariffs slightly
discouraged 34% of respondents, had no effect on 33.33%, and strongly discouraged 32.67%.
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Political stability was deemed unimportant by 38.67%, somewhat important by 30.67%, and
very important by another 30.67%. Concerns about political decisions affecting product
availability were evenly distributed, with 34% unconcerned, 34% occasionally aware, and 32%
strongly concerned. Regression analysis indicated that political factors explained only 0.18%
of variance (R2 = 0.0018), with no significant correlations.
Hypothesis Testing Results:
Political Factors
« Null Hypothesis (Ho): Political stability and government policies do not affect the
availability and attractiveness of international products in global markets.
e Alternative Hypothesis (H:): Political stability and government policies affect the
availability and attractiveness of international products in global markets.

Regression (R?) 0.0018 Political predictors explain only 0.18% of
the variance in concern about decisions.
Regression Coefficients [0.029, - Predictors have negligible impact on the
0.031, - dependent variable.
0.006]
Correlation: Impact of r=0.030,p= No significant relationship.
Import Policies 0.718
Correlation: Impact of r=-0.032, p No significant relationship.
Tariffs =0.700
Correlation: Importance r=-0.001,p No significant relationship.
of Political Stability =0.992

Conclusion: There is no significant relationship between political factors and consumer
concern about political decisions affecting international products.
4.2.3 Cultural Factors Analysis

Question Response No. of Percentage
Respondents
How often do you buy international Sometimes 52 34.67%
products that align with your cultural
preferences?

Never 52 34.67%

Always 38 25.33%

Do cultural factors (e.g., religion, No 52 34.67%

tradition) influence your purchasing
decisions for international products?

Occasionally 52 34.67%
Yes 46 30.67%
How much do you value brands that Highly value 54 36.00%

respect local culture when marketing
international products?
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Somewhat 49 32.67%
value
Don’t value 47 31.33%
Do you feel international brands need to Yes 53 35.33%

adapt to local cultures to be more
successful in your country?
Indifferent 50 33.33%
No 47 31.33%
Cultural alignment was moderately prioritized by 34.67%, unimportant for 34.67%, and
consistently sought by 25.33% of respondents. Cultural factors occasionally influenced 34.67%
of respondents, were unimportant to another 34.67%, and strongly impacted 30.67%. Cultural
respect in branding was highly valued by 36%, somewhat valued by 32.67%, and not valued
by 31.33%. Regarding cultural adaptation by brands, 35.33% felt it was crucial, while 33.33%
were indifferent, and 31.33% disagreed. Hypothesis testing showed that cultural factors
explained 1.76% of variance in adaptation needs (Rz=0.0176), with no significant correlations.
Hypothesis Testing Results:
Cultural Factors
« Null Hypothesis (Ho): Cultural norms, values, and preferences do not play a significant
role in shaping consumer behavior toward global brands and products.
e Alternative Hypothesis (H:): Cultural norms, values, and preferences play a
significant role in shaping consumer behavior toward global brands and products.

Test Result Interpretation
Test Result Interpretation
Regression (R?) 0.0176 Cultural predictors explain only 1.76% of
the variance in adaptation needs.
Regression Coefficients [-0.047, - Predictors have negligible impact on the
0.095, 0.072] dependent variable.
Correlation: Cultural r=-0.051,p No significant relationship.
Preference Alignment =0.533
Correlation: Cultural r=-0.105,p No significant relationship.
Influence on Decision =0.202
Correlation: Value of r=0.072,p= No significant relationship.
Cultural Respect 0.382

Conclusion: There is no significant relationship between cultural factors and the perceived
need for cultural adaptation by brands.
4.2.3 Legal Factors Analysis

Question Response No. of Percentage
Respondents
How important are product safety and Very 52 34.67%
quality regulations when buying important

international products?
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Moderately 51 34.00%
important
Not important 47 31.33%
How often do you consider the legality Never 56 37.33%

of purchasing international products
(e.g., counterfeit goods)?

Always 49 32.67%

Sometimes 45 30.00%

Do you trust that international products  Sometimes 51 34.00%

comply with your country’s legal

standards?

Yes 52 34.67%

No 47 31.33%

Do you believe international brands Unsure 51 34.00%

face challenges with local legal
frameworks that affect their

marketing?

No 50 33.33%

Yes 49 32.67%

34.67% of respondents rated product safety regulations as very important, 34% as moderately
important, and 31.33% as not important. Regarding legality in purchases, 37.33% never
considered it, 32.67% always considered it, and 30% occasionally considered it. Trust in
compliance was moderate for 34%, strong for 34.67%, and absent for 31.33%. Concerns about
legal challenges were noted by 32.67%, while 34% were unsure, and 33.33% did not see
challenges. Regression analysis revealed that legal factors accounted for 0.11% of perceived
challenges (R2 = 0.0011), with no significant correlations.
Hypothesis Testing Results:
Legal Factors
« Null Hypothesis (Ho): Legal regulations such as intellectual property laws, consumer
protection, and product safety standards do not influence the success of global
marketing strategies.
e Alternative Hypothesis (H:): Legal regulations such as intellectual property laws,
consumer protection, and product safety standards influence the success of global
marketing strategies.

Test Result Interpretation
Regression (R?) 0.0011 Legal predictors explain only 0.11% of the
variance in perceived challenges.
Regression Coefficients [-0.014, Predictors have negligible impact on the
0.026, 0.022] dependent variable.
Correlation: Importance of r=-0.010,p No significant relationship.
Safety Regulations =0.902
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Correlation: Consideration r=0.021,p No significant relationship.
of Legality =0.796
Correlation: Trustin Legal r=0.021,p No significant relationship.
Compliance =0.802

Conclusion: Legal factors do not significantly influence the perceived challenges faced by
international brands in marketing.

5. Discussion

The study aimed to assess the influence of economic, political, cultural, and legal factors on
consumer behavior and marketing strategies in the Delhi NCR region. While these factors are
theoretically significant for businesses in global markets, the findings revealed limited
statistical impact on consumer behavior in this specific sample. The results align with previous
studies that emphasize the interplay of external factors with market-specific nuances
(Adarkwah & Malone, 2022; Sheth, 2011).

Economic Factors

Economic conditions, such as GDP growth, inflation, and exchange rates, were hypothesized
to influence consumers' purchasing ability and willingness. However, regression analysis
showed an R? value of 0.0084, indicating that economic predictors explained only 0.84% of
the variance in affordability perceptions. Furthermore, correlation analyses for questions like
"How does your country's economic condition impact your decision to buy international
products?” revealed no significant relationships (r = -0.020, p = 0.810). These results suggest
that economic factors might indirectly influence behavior through other variables, such as
brand loyalty or perceived value (Kravets & Sandikci, 2014; Ashraf et al., 2017). For
businesses, focusing solely on pricing or currency adjustments may not suffice; instead,
product differentiation and enhanced customer experiences could drive better results. The
findings align with research by Narasimhan et al. (2015), which highlights the limited role of
macroeconomic conditions in mature consumer markets like Delhi NCR.

Political Factors

Political stability and government policies were expected to significantly affect consumer
behavior, particularly in terms of product availability and trade tariffs. However, regression
results indicated an R2 value of 0.0018, suggesting that political factors accounted for less than
0.2% of the variance in concerns about product availability. Correlation analyses for questions
such as "Do government policies regarding imports affect your purchasing decisions?" also
showed no significant relationship (r = 0.030, p = 0.718). These findings are consistent with
studies by Basu and Kumar (2021), which suggest that consumers perceive political factors
indirectly, primarily through pricing or product availability. For example, while 34% of
respondents acknowledged the impact of import policies, the lack of significant statistical
relationships underscores that consumer concerns are more nuanced. Businesses should thus
focus on maintaining stable supply chains and transparent communication to mitigate the
effects of political uncertainty (Sheth, 2011; Kumar et al., 2013).
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Cultural Factors
Cultural norms and values were hypothesized to play a critical role in shaping consumer
preferences for international products. While 36% of respondents highly valued cultural
alignment in branding, the regression analysis yielded an R? value of 0.0176, indicating
cultural factors explained only 1.76% of the variance in adaptation needs. Correlation results
for "Do cultural factors (e.g., religion, tradition) influence your purchasing decisions?" also
showed no significant relationship (r = -0.105, p = 0.202). These results suggest a growing
trend of globalization among younger and urban consumers, who may prioritize product quality
or innovation over cultural alignment (Cayla & Arnould, 2008; Singh & Desai, 2022).
However, cultural sensitivity remains essential for long-term trust and loyalty, particularly in
diverse markets like India (Kumar et al., 2013). Brands that tailor their strategies to align with
local values can achieve greater resonance, as highlighted by Ashraf et al. (2017).
Legal Factors
Legal factors, including consumer protection laws and intellectual property regulations, were
hypothesized to influence consumer trust and brand challenges. Regression analysis showed
an R2 value of 0.0011, indicating legal factors explained only 0.11% of the variance in
perceived challenges. Correlation analyses for "Do you trust that international products comply
with your country’s legal standards?" also showed no significant relationship (r = 0.021, p =
0.802). Despite these findings, 34.67% of respondents rated product safety regulations as "very
important,” suggesting a preference for compliance and transparency. The results align with
research by Agarwal and Mehta (2022), which highlights the importance of regulatory
adherence for brand credibility. Businesses should emphasize their compliance with local laws
in marketing strategies to strengthen consumer trust (Reddy & Rao, 2020).
6. Conclusion
This study examined the impact of economic, political, cultural, and legal factors on marketing
strategies and consumer behavior in Delhi NCR. While these factors are critical in shaping
global marketing environments, the findings revealed limited direct influence on consumer
behavior, as evidenced by low statistical significance in regression and correlation analyses.
Economic and political factors showed minimal impact, suggesting that pricing, currency
fluctuations, and policy changes are less influential than anticipated. Similarly, cultural
alignment, though valued by some, was not a significant determinant of purchasing behavior,
reflecting a shift toward globalized consumer preferences. Legal factors, while deemed
important for compliance, had negligible statistical influence on consumer trust or perceptions
of brand challenges. These findings highlight the complexity of global marketing, emphasizing
the need for nuanced strategies that prioritize product differentiation, cultural sensitivity, and
transparent compliance. Future studies should investigate additional mediating factors to
provide a deeper understanding of global consumer behavior.
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