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Introduction
In determining the best markets for an organization’s products, the company has to formulate marketing strategies that meet the unsatisfied needs of the consumers (Panwar et al., 2019). This is determined by well-studied explicit beliefs that anchor the purchasing tendencies of the consumer as is portended by Brege & Kindström (2020). Consumer behaviour can be defined as the manner in which people make decisions about the kind of purchases they would like to engage in in terms of what they want or need in relation to products or services from a company. What prompts these behaviours are factors driven from a psychological point of view, personal attitudes and what people hear discussed about a product or services once rendered. Market strategies, on the other hand, are the perceptibility in the trends in the markets to relation to product, prices and the consumers whereas cross-cultural diversities emanate from the differences in the consumers (belief, incomes education and so on). This paper illustrates the case study of eBay, an e-commerce company and how the company integrated the roles played by the consumer behaviours in relation to determining the strategic decisions t they had put in place to accrue the current significance. In this paper also i shall make references to the way the organization tackles the lifestyle needs of the consumers around the globe.
The Concepts of Marketing Strategy and Consumer Behaviour and Cross-Cultural Variations in Consumer Behavior and how eBay Uses them to Compete
E-bay outlines that to have enduring principle competitive factors for the market place, it is key for an organization to have the ability to attract through branding in order to attract, retain and engage buyers (Tu, Tung & Goes, 2019). This engagement was achieved through the use of platforms on their online pages that were meant for taking the consumer feedbacks.  They further eventually set up geographical localizations that enabled customer-base confidence in countries such as Belgium, Australia, Canada and the United States. This strategy saw a significantly higher surge in consumer subscriptions. This further resulted in catapulting yields and revenue collection. Critics point out that in localizing the physical market place in the above-named countries, they captured the cross-cultural diversities that come with differences in religion, beliefs, social customs of the people within those regions.
The online giant used partnership techniques and eventual buying of other online related companies such as Rent.com an online company that provided rental services to the subscribers. The company further bought other online companies like the Netherland’s Marktplaats.nl and Germany’s Mobile.de. The purchasing of other companies was a method that e-Bay used to keep stiff competitors below the helm of their profitability.  It was a method that in turn provided improvised a selection of category growth kind of choice to provide an inclusive platform for all consumer needs of all products and services as outlined by Rule & Schmidtz (2018).  The category growth is like having a shelf of a variety of products, and in this case, there is still categories of books, arts, and industries to choose a product from.
Consumer behaviour helps in analyzing marketing opportunities. There are reported endless needs that are embodied by the young generation. An organization such as e-Bay needs a peer influence to yield results in the market profits.  It is how the market kicked off before the year 2000s. Therefore, in dealing with changes in product perceptions, taking a known figure such a celebrity to advertise different products such as bodywear effective in marketing. Cologne, for instance, is likely to be perceived high among a large population of young people. The needs of the young folks culminate from social trends, especially in what they see like trending hairstyles, dress code and the body spray choice (Zhang & Benyoucef, 2016). When an organization wants to tap into this bigger and ever-growing market, they may need more explicit ways to reach to the core of this group of consumers.  Studies indicate that majority of the population in any country records a boom in the number of young individual purchases and therefore as e-Bay did; investing in this platform has been one incredible kill in the profit returns. The market trends in this venture are rather rewarding than the same markets that do not focus on these practices. The latter are more reserved in their choices of work and lifestyle needs. This eventually puts at par a company that does the same trade with younger consumers.
Consumer behaviours influence the selection of market targets and assessing demands like e-Bay did before venturing the online shopping center is a factor to consider. This was determined by the organization’s endeavour to understand the basic social demands and beliefs of the market they were to operate in. If this market is made up of majority consumers as young people, then offering competitive prices with other organizations like Amazon on given products should on the branding, volume of transaction, price selection and customer service to allow the company to flourish. It brings the wider and bigger difference. Imagine many other online organizations offering a similar product such as hair shampoo to the consumers in big quantities (packages) and the clients turn down frequent purchasing of the same product. The basis of turning down purchasing this product being the packages in which they are put in relation to the higher prices that come with them. A strategy was developed by e-Bay such as reducing the quantities of packaging into smaller considerable sachets as would be attested by the consumer purchasing behaviours, with relatively well prices and this brought exponential sale of the product.
 	To stay competitive and above the market chain, an organization needs to be more flexible in determining the market prices of the prices they offer. From inception, e-Bay came up with a format for interaction such as “Buy-It-Now” a fixed price format that saw purchases on swift go. The price related decisions influence the flow of returns which therefore require any organization to study the demographic trends, the economic background of the people targeted as well as the competitors that offer the same trend. Having all these into account will reduce the risks associated with settling the business in that area (Garg & Chouhan, 2019). Determining reduces odds and market failures.
De Mooij (2019) discusses how cross-cultural diversities in the consumer uptake of products can be harnessed through the marketing strategy of promotion. Depending on the kind of relationship that is to be established between an organization and the consumers, strategies such as personal selling, sales promotions, advertisement and publicity persons can help keep an organization above the rest (De Mooiji 2019). The marketing team of the organization needs to decide which strategy or method is good for a particular customer base.  Which method when combined with another one can bring back more returns and reward to the organization? Other aspects such as the religion, location of the consumers and the medium upon which they can find the information about the company need to be addressed firsthand as part of the strategies. Providing for these variations on the consumer’s side enables such a company that deals with beauty and fashion to be ahead of the rest.
Conclusion
In conclusion, as it takes enduring efforts to start up a business and maintain it to the operational level. Like e-Bay did, it is equally adequate that any concerned organization improvises workable strategies that will see off the picking of the business. These strategies, according to Mandel et al. (2017), are to be in correspondence with consumer behaviours such as lifestyles, trends, their ages, location and their belief systems. Considering these characteristics will always provide the best returns for any business organization that implements them.
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