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FEDORRIAE TN ADEEZ R T ELLTol
R x—1) &, RRK-DPEBEORE—-T -7 —%
HBO AL & S 722 E TR AIB TV A, ﬁof’ﬂ*
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1955 412 67% & (Mahajan, Muller & Wind, 2000), H
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ERTHWT LM )G E TV (Fienberg & Mason:
1985 ) Tdh %, WAL, HAZRHEFEOHEEZLD
Bmb3he,

AR + 4FEin = RRAQ 1))
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HH70, FAEBIZEREEZ R TMET LS54T
ORI ' T IV & FI T E %\ (Fienberg & Mason,
1985; Nakamura, 1986; # - =% - JIII, 2008),

SIS TEIIIKREL 22D, H—0FEL LT
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IV. fEREBR
I, AT 1 TiEMOERHRE
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Empirical study on the cultural differences in consumer behavior within
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ALNHEAEETHZ L EDRENIZDTH S, INETOXLLEBOMETIE, BRI TIRERERELE LTEVIC
SNTELD, FBEDHERIE, ZNoMAZREETLEMLHZ L2 TRRLTLS,

FERETEH, BAZRICBITIZAFENORAUBY—T T4 7EEHIIN TSR
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Consumer researchers widely recognize the
importance of expanded boundaries. Following to the
calls to expand the geographic scope of consumer
research to include participants from cultures
outside the United States (e.g., Bagozzi, 1994; Gorn,
1997), many cross-cultural investigations have been
undertaken (e.g., Lalwani and Shavitt, 2013; White,
Argo and Sengupta, 2012).

However, much of cross-cultural consumer research
conducted has been the comparison between one or
more Western countries and one or more Eastern
countries. Perhaps, this geographical comparison
has evolved because of the appearance of useful

constructs such as individualism and collectivism

29

(Hofstede, 1980) and independent and interdependent
self-construals (Markus and Kitayama, 1991). The
researchers assume that individualism-independence
is more prevalent in Western societies whereas
collectivism-interdependence is more prevalent in
Eastern (East Asian) societies. Furthermore, they
have a tendency to group East Asian countries into
one as the collectivist-interdependent culture. Still, it
seems fair to ask: Are East Asians all same?

This question is increasing its importance with the
growing significance of East Asian markets such as
China. In 2012, China has ranked second, followed by
Japan, in the World Bank’ s gross domestic product

(GDP) rankings (World Development Indicators
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database, World Bank, 2013). It is clear that both
China and Japan are important markets for global
economy. However, we need to ask: How alike are
they? Can the findings identified in a Japanese
culture be used to understand consumer behavior in
China and vice versa?

Data collected among Japanese and Chinese
consumers fuel a critical examination of the past
research that focus on West-East differences based
on the contrast between one or more Western
societies and one or more Eastern societies, a method
that has been commonly used in many studies
(Maheswaran and Shavitt, 2000). To summarize
our contribution, we find that there is a difference
in the level of independence within the collectivist-
interdependent cultures such as Japan and China
(Markus and Kitayama, 1991; Triandis, 1995). The
effect of independence toward self-gift consumer
behavior is supportive of the findings proposed in
previous research; however, the scope of its effect is
somewhat different from those reported in previous
self-gift consumer research.

Our data suggests that similar marketing
policies may not be applicable to Japan and China,
particularly the ones that are affected by people’ s
orientation toward independence (e.g., customer
loyalty, information processing, brand evaluations, and
impulsive buying). Further empirical examinations on

Japan-China differences are needed.
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“Crowdfunding describes the collective cooperation,
attention and trust by people who network and pool
their money and other resources together, usually
via the internet, to support efforts initiated by other
people or organizations(citation source)” .
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“Crowd funding occurs for any variety of purposes,
from disaster relief to citizen journalism to artists
seeking support from fans, to political campaigns, to
funding a startup company, movie or small businessor

creating free software.”
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