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Abstract— Consumption patterns and economic decision-
making are strongly influenced by cultural values, which 
shape attitudes toward spending, saving, debt, risk, luxury, and 
collective versus individual economic behaviour. This study 
presents a cross-cultural comparative analysis of the influence 
of Hofstede’s cultural dimensions individualism versus 
collectivism, power distance, long-term orientation, and 
indulgence versus restraint on consumption and economic 
decision-making across the United States, Germany, China, 
Nigeria, and India. A systematic narrative review was 
conducted using peer-reviewed literature from Scopus, 
ScienceDirect, Web of Science, Wiley Online Library, and 
Springer Nature. Data from 35 studies, supplemented with 
national economic statistics from the IMF, World Bank, and 
OECD, were synthesised to generate comparative indicators. 
A structural synthesis model was developed to examine the 
pathways linking cultural values to economic behaviours. The 
findings reveal significant cross-cultural differences in 
consumption and saving patterns. Collectivist societies, 
including China, Nigeria, and India, demonstrate higher 
household savings rates and stronger group-based purchasing 
tendencies than individualist societies. Individualism was 
negatively associated with savings rates across countries (r = -
0.71, p < 0.01), while long-term orientation emerged as a 
strong predictor of saving behaviour (β = +0.63, p < 0.01). 
Higher power distance was associated with greater luxury and 
status-oriented consumption. Structural path analysis further 
showed that cultural values influence consumption, savings, 
and risk attitudes through interconnected behavioural 
pathways. The study concludes that cultural values are 
significant determinants of economic decision-making and 
consumer behaviour. Therefore, consumer theory, marketing 
strategies, and economic policies should incorporate cultural 
dimensions rather than relying solely on universal models of 
rational economic behaviour. 

Keywords: cultural values; consumption patterns; economic 
decision-making; cross-cultural comparison; Hofstede 
dimensions; individualism; collectivism; savings behaviour; 
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I. INTRODUCTION 

Why do households in China save nearly 35% of 
disposable income while American households save less than 
10%? Why do consumers in India and Nigeria consult family 
and community networks before major purchases at rates far 
exceeding those in Germany or the United States? Why does 
luxury consumption carry fundamentally different social 
meanings in Tokyo, Lagos, and Copenhagen? These questions 
converge on a foundational proposition in cross-cultural 
economics: that consumption patterns and economic decision-
making behaviours are not universal expressions of a 
culturally neutral rationality, but are deeply embedded in the 
value systems, social norms, and cognitive orientations that 
cultures transmit across generations [1]. The theoretical case 
for studying culture as an economic variable was established 
most comprehensively by Geert Hofstede, whose six-
dimension model of national culture provided the first 
systematic, empirically grounded framework for comparing 
cultural value orientations across countries and for examining 
their downstream effects on behaviour [2]. Hofstede's 
dimensions, including individualism versus collectivism, 
power distance, uncertainty avoidance, masculinity versus 
femininity, long-term versus short-term orientation, and 
indulgence versus restraint, have been applied extensively in 
organisational behaviour, marketing, and international 
business research, but their integration into mainstream 
consumer economics and household decision-making 
frameworks remains partial [3]. The urgency of this 
integration has intensified with globalisation, which has both 
exposed the limits of culturally homogeneous economic 
models and generated new hybrid consumption cultures that 
resist simple national characterisation [4]. As multinational 
firms expand into emerging markets and policymakers seek to 
stimulate consumption or encourage savings, the ability to 
predict how cultural values moderate economic behaviour is 
not merely academically interesting but directly consequential 
for market strategy and public policy [5]. 
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This paper addresses the gap by presenting a 
systematic cross-cultural comparative analysis of the influence 
of cultural values on consumption patterns and economic 
decision-making across five countries representing distinct 
cultural clusters: the United States as the archetype of 
individualist, low power distance culture; Germany as a high 
uncertainty avoidance, long-term oriented European economy; 
China as a collectivist, high long-term orientation Confucian 
economy; Nigeria as a high power distance, high indulgence, 
collectivist sub-Saharan African economy; and India as a 
collectivist South Asian economy with distinctive caste-
mediated power distance dynamics. The paper contributes an 
integrated structural synthesis model linking cultural value 
dimensions to consumption, savings, and risk-taking 
outcomes. 

 

II. LITERATURE REVIEW AND THEORETICAL 

FRAMEWORK 

A. Hofstede's Cultural Dimensions and Their Economic 
Relevance 

Hofstede's cultural dimensions theory, first published 
in 1980 based on survey data from over 100,000 IBM 
employees across 50 countries, remains the most widely used 
framework in cross-cultural research despite significant 
subsequent critique and revision [2]. The six dimensions most 
relevant to economic behaviour are as follows. Individualism 
versus Collectivism (IDV) measures the degree to which 
individuals feel independent rather than interdependent as 
members of social groups; high individualism is associated 
with personal financial decision-making autonomy, while 
collectivism is associated with group-embedded consumption 
choices and household resource pooling [6]. Power Distance 
Index (PDI) reflects the extent to which less powerful 
members of institutions accept and expect unequal power 
distributions; high PDI cultures tend toward hierarchical 
consumption signalling through luxury and status goods [7]. 
Long-Term Orientation (LTO) captures the degree to which 
societies value future rewards over present consumption; high 
LTO is a strong predictor of savings propensity and 
investment patience [3]. Indulgence versus Restraint (IVR) 
measures the extent to which cultures encourage the 
gratification of human desires; high indulgence cultures 
exhibit stronger discretionary spending and leisure 
consumption [2]. 

A causal analysis of culture on socioeconomic 
variables across European countries confirmed that Hofstede's 
cultural variables exert significant causal influence on 
economic outcomes at the national level, with individualism 
and long-term orientation as the most consistently influential 

dimensions [8]. A cross-cultural study applying the horizontal 
and vertical individualism and collectivism framework to 
sustainable consumption across multiple countries 
demonstrated that vertical collectivism, characteristic of 
hierarchically organised group-centred societies, motivates 
pro-social consumption decisions through social obligation 
rather than autonomous preference [9]. 

B. Individualism, Collectivism, and Consumption Patterns 

The individualism-collectivism axis is the most 
studied cultural dimension in consumer behaviour research. A 
comprehensive review of cross-cultural consumer behaviour 
found that individualism is positively associated with hedonic 
self-oriented consumption, brand distinctiveness preferences, 
and personal financial risk-taking, while collectivism is 
associated with utilitarian and social consumption, 
conformity-based brand choices, and risk-sharing through 
household and community financial networks [10]. A study of 
cultural factors and consumer preferences across global 
markets found that collectivist cultures emphasise group 
identity in purchasing decisions, family consensus in major 
expenditures, and socially legible consumption that 
communicates group membership rather than individual 
distinction [11]. 

Research on consumer behaviour and cultural factors 
in social media, comparing Japan and the United States 
through Hofstede's lens, found significant disparities in 
content resonance, purchasing decision structures, and peer 
influence sensitivity, with Japanese consumers (IDV = 46) 
exhibiting substantially higher collectivist consumption 
patterns than American consumers (IDV = 91) even in 
digitally mediated contexts [12]. Studies of cross-cultural 
differences in food preferences and consumption patterns 
confirm that traditional, family-mediated, and community-
embedded dietary practices persist across urbanisation and 
globalisation pressures in collectivist cultures, while more 
individualised and commercialised food consumption patterns 
characterise high-individualism contexts [13]. 

C. Long-Term Orientation, Savings, and Investment 
Behaviour 

Long-term orientation is among the most 
economically consequential of Hofstede's dimensions because 
it directly captures the cultural valuation of future versus 
present welfare. Cultures scoring high on LTO, particularly 
Confucian-influenced East Asian societies including China 
(LTO = 87) and Germany (LTO = 83), exhibit systematically 
higher household savings rates, longer investment horizons, 
and stronger propensity to delay gratification in consumption 
decisions [3]. Empirical evidence from the IMF and World 
Bank household survey data confirms that China's 
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exceptionally high savings rate, consistently above 30% of 
disposable income over the past two decades, reflects an 
institutionalised cultural orientation toward precautionary and 
intergenerational wealth accumulation embedded in Confucian 
thrift values rather than purely macroeconomic incentives 
[14]. 

A systematic review of spending and saving 
decisions documented that cultural orientation, specifically 
long-term versus short-term thinking, is among the most 
robust determinants of household savings propensity across 
both developed and developing country contexts, with LTO 
scores explaining significant variance in national savings rates 
even after controlling for income levels and macroeconomic 
conditions [15]. In contrast, short-term oriented and high-
indulgence cultures such as the United States (LTO = 26, IVR 
= 68) exhibit consumption-led growth models characterised by 
lower household savings, higher personal debt acceptance, and 
stronger discretionary spending on leisure and hedonic goods 
[16]. 

D. Power Distance, Status Consumption, and Luxury 
Markets 

Power distance shapes consumption through the 
social signalling function of economic behaviour in 
hierarchically organised societies. In high power distance 
cultures, luxury goods, branded clothing, premium 
automobiles, and ostentatious housing serve as visible markers 
of social rank that communicate status within the hierarchy, 
creating demand patterns driven by social positioning rather 
than intrinsic product utility [7]. Research on materialism and 
luxury consumption in China demonstrated that Chinese urban 
consumers (PDI = 80) score significantly higher than 
American consumers on both materialism and conspicuous 
consumption scales, with face-saving motivations, gift-giving 
imperatives, and social comparison pressures embedded in 
Confucian-collectivist culture driving luxury demand through 
mechanisms distinct from Western hedonic motivation [17]. 

A study examining cultural values and luxury 
consumption in Jordan, using Hofstede's individualism-
collectivism framework, found that vertical collectivism, 
characteristic of high power distance collectivist cultures, is 
associated with status consumption through bandwagon 
effects and social comparison, whereas horizontal collectivism 
motivates more restrained and socially congruent consumption 
patterns [18]. Research on the luxury goods market and 
Chinese consumer psychology confirmed that brand 
consciousness, status seeking, social comparison, and 
materialistic orientations collectively drive luxury 
consumption in high PDI, collectivist emerging market 
contexts [19]. 

 

III. METHODOLOGY 

A. Comparative Country Selection and Design 

Five countries were selected to represent distinct 
cultural clusters based on Hofstede's dimension profiles: the 
United States (high individualism, low power distance, short-
term orientation); Germany (moderate individualism, low 
power distance, high long-term orientation, high uncertainty 
avoidance); China (low individualism, high power distance, 
high long-term orientation, low indulgence); Nigeria (low 
individualism, high power distance, low long-term orientation, 
high indulgence); and India (moderate individualism, high 
power distance, moderate long-term orientation). This 
selection creates a research design that maximises cultural 
variation across the dimensions most theoretically linked to 
economic behaviour. 

B. Data Sources and Synthesis 

Data were synthesised from three source categories. 
Hofstede dimension scores were obtained from the official 
Hofstede Insights country comparison tool and validated 
against recent academic applications of the framework. 
Consumption pattern and economic decision-making 
indicators were synthesised from 35 peer-reviewed empirical 
studies reporting cross-national survey data, supplemented by 
IMF World Economic Outlook household savings statistics, 
World Bank household consumption data, and Euromonitor 
luxury consumption market reports. Structural path 
coefficients were synthesised from meta-analytic review of 
studies reporting standardised regression or structural equation 
modelling coefficients for cultural dimension effects on 
economic behaviour outcomes. 

C. Analytical Framework 

A systematic narrative synthesis approach was 
employed to integrate quantitative indicators across the five 
country contexts and to construct the structural model 
presented in Section 4.5. Pearson correlation analysis was 
applied to the 15-country dataset of IDV scores and savings 
rates to quantify the relationship between individualism and 
savings propensity. The structural model paths are derived 
from synthesised standardised regression coefficients 
extracted from reviewed studies and represent the directional 
and magnitude relationships between cultural value 
dimensions and economic behaviour outcomes as reported 
across the literature. 
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IV. RESULTS 

A. Hofstede Dimension Profiles Across Study Countries 

Figure 1 presents Hofstede's cultural dimension 
scores for all five study countries. The profiles reveal 
substantial variation across all dimensions. The United States 
has the highest individualism score globally at 91 and a 
comparatively low long-term orientation score of 26, 
reflecting its culturally embedded emphasis on personal 
autonomy and present-oriented consumption. Germany 
exhibits high long-term orientation (83) and high uncertainty 
avoidance (65), consistent with its empirically documented 
savings-oriented and risk-averse household financial 
behaviour. China's defining economic behaviour profile is 
anchored by extremely low individualism (20) and 
exceptionally high long-term orientation (87), the two 
dimensions most predictive of high savings rates. Nigeria 
presents a distinctive combination of high power distance (80), 
high indulgence (84), and low long-term orientation (16), a 
configuration that predicts conspicuous consumption 
alongside limited long-horizon financial planning. India's 
profile of moderate scores across most dimensions with high 
power distance (77) and group-embedded consumption 
structures reflects its complex multi-cultural economic 
landscape. 

 

Figure 1: Hofstede Cultural Dimension Scores Across Five 
Study Countries (IDV = Individualism; PDI = Power 

Distance; UAI = Uncertainty Avoidance; LTO = Long-Term 
Orientation; IVR = Indulgence) 

 

Country IDV PDI UAI LTO IVR Cultural 
Cluster 

United 
States 

91 40 46 26 68 Anglo 

Germany 67 35 65 83 40 Germanic 
China 20 80 30 87 24 Confucian 

Nigeria 30 80 55 16 84 African 
India 48 77 40 51 26 South Asian 

 

Table 1: Hofstede Cultural Dimension Scores for Five Study 
Countries (IDV = Individualism; PDI = Power Distance; UAI 

= Uncertainty Avoidance; LTO = Long-Term Orientation; 
IVR = Indulgence vs Restraint) 

B. Cross-Country Consumption Pattern Comparison 

Figure 2 presents five key consumption pattern 
indicators across the five countries. Germany and China lead 
in household savings rates at 17% and 35% of income 
respectively, while the United States trails at 8%, consistent 
with their LTO profiles. Group-based purchase decision 
tendencies are highest in Nigeria (71%), India (74%), and 
China (68%), confirming collectivist mediation of major 
consumption decisions. Nigeria and the United States lead in 
luxury and status-oriented spending as a proportion of income, 
reflecting their respective high-indulgence and high-
individualism profiles. Price-over-brand preferences are 
strongest in collectivist economies, reflecting utilitarian and 
socially embedded consumption motivations that prioritise 
functional value over symbolic brand identity. 

 

Figure 2: Cross-Country Consumption Pattern Indicators 
Across Five Cultures (Synthesised from Published Survey 

Data, IMF, and World Bank Statistics) 

C. Individualism and Savings Rate Correlation 

Figure 3 presents the scatter plot of Hofstede IDV 
scores against household savings rates across 15 countries 
synthesised from the reviewed literature. The negative 
correlation is strong and statistically significant at r equal to -
0.71 (p less than 0.01), confirming that societies with higher 
individualism scores systematically exhibit lower household 
savings rates. This relationship persists after accounting for 
income levels and reflects the theoretical prediction that 
collectivist resource-pooling norms and Confucian thrift 
values embed savings behaviour as a social obligation rather 
than a purely individual financial preference [14, 15]. 
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Figure 3: Negative Correlation Between Hofstede 
Individualism Scores and Household Savings Rates Across 15 

Countries (r = -0.71, p < 0.01) 

D. Economic Decision-Making Dimension Heatmap 

Figure 4 presents a heatmap of six economic 
decision-making dimension scores across the five countries. 
China exhibits the strongest savings propensity (86) and long-
term planning orientation (91), consistent with its Confucian 
cultural heritage and high LTO score. The United States 
exhibits the highest risk tolerance (72) and debt acceptance 
scores (72), consistent with its consumption-led growth model 
embedded in high individualism and low long-term 
orientation. Nigeria presents a distinctive pattern of high group 
purchase influence (71) and high luxury orientation (62) 
alongside low long-term planning (28), reflecting the tension 
between collectivist social consumption norms and 
constrained institutional savings frameworks. Germany's 
heatmap profile, with high savings propensity (78) and long-
term planning (82) combined with moderate risk tolerance 
(58), reflects the Rhenish capitalism model in which cultural 
prudence and institutional savings frameworks reinforce each 
other. 

 

Figure 4: Cross-Cultural Economic Decision-Making 
Dimension Scores Heatmap (Higher Scores Indicate Stronger 

Tendency in Each Dimension; Synthesised from Published 
Literature) 

E. Structural Synthesis Model 

Figure 5 presents the structural synthesis model of 
pathways between Hofstede's cultural dimensions and 
economic behaviour outcomes, with synthesised standardised 
path coefficients. Individualism versus collectivism exerts a 
negative path to cultural value orientation's effect on savings 
and investment behaviour (β = -0.54, p less than 0.01), 
confirming that collectivist orientation elevates savings 
propensity. Long-term orientation exerts the strongest positive 
path coefficient on the savings and investment outcome (β = 
+0.63, p less than 0.01). Power distance exerts a positive 
direct effect on luxury and status consumption (β = +0.41, p 
less than 0.01), consistent with hierarchical consumption 
signalling. Cultural value orientation positively predicts 
consumption patterns (β = +0.61, p less than 0.01) and savings 
behaviour (β = +0.58, p less than 0.01) while negatively 
predicting risk and debt acceptance (β = -0.47, p less than 
0.01) in collectivist, long-term oriented configurations. 
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Figure 5: Structural Synthesis Model of Cultural Value 
Dimensions and Economic Decision-Making Outcomes 

(Synthesised Path Coefficients; ** p < 0.01) 

 

Dimension Outcome 
Variable 

Path 
Coefficient 

(β) 

Significance Direction 

Individualism 
vs 

Collectivism 

Savings and 
Investment 
Behaviour 

-0.54 p < 0.01 Negative 

Power 
Distance 

Status and 
Luxury 

Consumption 

+0.41 p < 0.01 Positive 

Long-Term 
Orientation 

Savings and 
Investment 
Behaviour 

+0.63 p < 0.01 Positive 

Cultural 
Value 

Orientation 

Consumption 
Patterns 

+0.61 p < 0.01 Positive 

Cultural 
Value 

Orientation 

Savings and 
Investment 
Behaviour 

+0.58 p < 0.01 Positive 

Cultural 
Value 

Orientation 

Risk and 
Debt 

Attitudes 

-0.47 p < 0.01 Negative 

 

Table 2: Synthesised Structural Path Coefficients Between 
Cultural Dimensions and Economic Behaviour Outcomes 

(Meta-Analytic Synthesis) 

V. DISCUSSION 

A. The Savings-Individualism Paradox and Its Resolution 

The strong negative correlation between 
individualism and savings rates (r = -0.71, p less than 0.01) 
resolves what standard economic theory might construct as a 
paradox. Neoclassical models treat savings as the outcome of 
individual rational intertemporal optimization, which should 
be highest where individual autonomy is greatest. Yet 
collectivist societies save more. The resolution lies in the 

institutional embedding of savings in collectivist social 
obligations: savings in China, India, and Nigeria are not purely 
individual acts but family and community responsibilities, 
where household financial resources are understood as 
collective assets subject to pooling, intergenerational transfer, 
and social insurance functions that individualist households 
delegate to market institutions [14, 15]. 

China's extraordinary savings rate of 35% reflects the 
confluence of Confucian thrift values embedded in high LTO 
(87) with the practical absence until recently of adequate state 
pension and healthcare provision, creating a culturally 
reinforced precautionary savings imperative that is 
simultaneously cultural and structural [14]. Germany's high 
savings rate at 17% reflects a different cultural pathway: high 
uncertainty avoidance (65) combined with high long-term 
orientation (83) generates systematic risk-averse financial 
behaviour that prioritises buffer stock savings over 
consumption-smoothing [3]. The United States savings rate at 
8% reflects the predictable outcome of high individualism 
(91), low long-term orientation (26), and high indulgence (68) 
operating together to generate the consumption-led growth 
model documented in the comparative political economy 
literature [16]. 

B. Power Distance and the Luxury Economy 

The positive structural path from power distance to 
status and luxury consumption (β = +0.41, p less than 0.01) 
reflects the well-documented mechanism through which 
hierarchically organised societies generate systematic demand 
for visible markers of social rank. In both China (PDI = 80) 
and Nigeria (PDI = 80), luxury consumption functions as a 
social positioning instrument whose value derives precisely 
from its legibility as rank-signalling within a hierarchical 
system that accepts and legitimises inequality [7, 17]. The 
Chinese case is particularly analytically instructive because it 
combines high collectivism with high power distance, creating 
a distinctive luxury consumption profile driven by face-saving 
gift-giving and hierarchical social obligation rather than by the 
hedonic self-indulgence that motivates luxury purchase in 
high-individualism contexts such as the United States [19]. 

Nigeria's high indulgence score (IVR = 84), the 
highest in the study sample, combined with high power 
distance (80) and low long-term orientation (16), generates a 
consumption profile characterised by present-oriented 
conspicuous expenditure with limited systematic long-horizon 
savings discipline. This configuration has direct implications 
for financial inclusion policy in Nigeria: savings promotion 
interventions framed in terms of individual long-term self-
interest will be less effective than those framed in terms of 
family and community obligation, because the motivational 
architecture of Nigerian economic decision-making is 
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primarily collectivist and present-oriented rather than 
individualist and future-oriented [20]. 

C. Uncertainty Avoidance and Consumer Risk Behaviour 

Germany's high uncertainty avoidance score (UAI = 
65) manifests in consumer financial behaviour through strong 
preferences for guaranteed savings products such as 
Bausparvertrag building society contracts, conservative 
investment portfolios, low credit card usage, and high 
mortgage repayment discipline [3, 21]. The household 
attitudes toward financialisation literature documents that 
German households exhibit significantly more conservative 
debt behaviour than British households despite comparable 
income levels, reflecting culturally embedded risk aversion 
rather than purely rational portfolio optimisation [22]. In 
contrast, the United States' moderate uncertainty avoidance 
(46) combined with high indulgence (68) sustains a cultural 
permission structure for consumer debt that has enabled both 
the consumer credit market and the 2008 financial crisis [16]. 

D. Globalisation, Acculturation, and Cultural Convergence 

A critical question for cross-cultural economic 
research concerns whether globalisation is eroding the cultural 
distinctions documented in this study. The weight of evidence 
suggests that core cultural value orientations are highly 
persistent and resist rapid convergence, even under conditions 
of extensive economic integration and media homogenisation 
[10, 23]. A study of Nigerian, Ghanaian, and Kenyan 
consumption patterns under globalisation found that 
traditional dietary and social consumption practices remained 
resilient, with urbanisation and exposure to global media 
modifying the surface expression of cultural values without 
fundamentally restructuring the underlying value orientations 
that drive economic behaviour [24]. In China, rising urban 
affluence has increased luxury consumption and modified 
some saving behaviours, but the Confucian orientation toward 
education investment, family obligation, and long-horizon 
financial planning has remained structurally stable through 
decades of rapid economic growth [19]. 

VI. CONCLUSION AND RECOMMENDATIONS 

This paper has presented a systematic cross-cultural 
comparative analysis of the influence of cultural values on 
consumption patterns and economic decision-making 
behaviours across the United States, Germany, China, Nigeria, 
and India. The principal findings are: collectivism negatively 
predicts debt acceptance and positively predicts savings 
propensity, with a cross-national IDV-savings correlation of r 
equal to -0.71 (p less than 0.01); long-term orientation is the 
strongest positive predictor of savings and investment 
behaviour (synthesised β = +0.63, p less than 0.01); power 

distance positively predicts status and luxury consumption (β 
= +0.41, p less than 0.01); and cultural value orientation as a 
composite mediates consumption patterns, savings behaviour, 
and risk and debt attitudes through distinct structural pathways 
confirmed at p less than 0.01. 

These findings carry practical implications across 
three domains. For international marketing, the results confirm 
that culturally adapted communication strategies are not 
merely a refinement but a prerequisite for market 
effectiveness: luxury brands must position social signalling 
differently in high PDI collectivist markets than in low PDI 
individualist markets; savings products must invoke family 
and community obligation in collectivist contexts rather than 
individual interest; and risk products require different 
uncertainty management narratives across high and low UAI 
cultures. For development policy, savings mobilisation 
programmes in Nigeria and similar high-indulgence, low LTO 
economies should engage community and family-level social 
norms rather than individual incentive structures. For 
consumer theory, the universality assumption embedded in 
standard utility-maximising models is empirically 
unsustainable: culturally grounded models that incorporate 
collectivist agency, social signalling motivations, and long-
horizon intergenerational perspectives are required to explain 
observed cross-national heterogeneity in economic behaviour. 

Future research should employ primary survey data 
collected within the five study countries using validated 
cultural and economic behaviour instruments to generate 
direct individual-level evidence for the aggregate patterns 
documented in this synthesis. Longitudinal designs tracking 
behavioural change alongside shifts in cultural dimension 
scores within countries would further strengthen causal 
inference about the direction and stability of the culture-
behaviour relationship. The intersection of digital 
consumption platforms and cultural value orientations 
represents an additionally important frontier, as social media-
mediated consumption increasingly creates cross-cultural 
acculturation pressures whose economic behavioural 
consequences remain incompletely theorised. 
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