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ABSTRACT 

Although most marketing scholars agree that customer satisfaction is a critical 

determinant of post purchase attitude and product choice, research has remained largely 

confined to the US and few Western European countries. Given the increasing size of 

markets in developing countries, and that customer satisfaction is at the heart of all 

marketing activities, international marketers should have a deeper understanding of the 

determinants of satisfaction responses of the international customer. 

A review of present satisfaction literature reveals the domination of the 

expectation~disconfirmation paradigm. Proponents of this paradigm suggest that 

satisfaction following a product experience depends on the magnitude and direction of 

the perceived disparity between actual attribute performance and prior expectations. 

While much empirical evidence supports this linkage, relatively little is known about the 

extent to which elements of the cultural environment influence the satisfaction formation 

process especially in non-Western cultures. Research findings show that consumer 

values and performance expectations are associated. Building on these findings, the next 

research question becomes: "To what extent do personal and cultural values influence the 

formation of satisfaction judgments? " 

This study investigates the extent to which cultural values and personal values are 

associated, and whether these values systems relate to benefits sought in products, 

expectations of attribute performance, and the formation of overall satisfaction 

judgments. To investigate these relationships, a conceptual framework is advanced that 

explains satisfaction both from a cognitive perspective via disconfirmation, and from a 

cultural perspective through consumer values. This framework is then formalized and 



tested in two countries with different national cultures, namely Kuwait and the US. 

Six hypotheses, derived from logical reasoning and from previous literature, were 

tested by data collected from a computer notebook study involving participants from each 

country. Results suggest the presence of a linear relationship between cultural values and 

consumer personal values, and between consumer values and benefits sought in notebook 

computer. The results also show a better fit of the valued-benefit performance 

congruency model (VB-P) in explaining satisfaction responses of the Kuwaitis when 

compared to the disconfirmed-expectancy model. Both models perform equally well in 

explaining the satisfaction responses of the US customers. 
' 

The conclusions of the study should be of a practical value to marketers seeking 

to sell their products in foreign markets and striving to maintain a high level of customer 

satisfaction relative to the competition. This goal can not be effectively obtained in the 

absence of a clear understanding of factors contributing to the generation of high 

satisfaction, and the particular process by which customer satisfaction evolves following 

a product consumption experience. Contrary to propositions of the disconfirmed-

expectancy paradigm, it was shown that Kuwaiti consumers are more concerned with the 

kind of benefits the product is providing than what manufacturers are promising in terms 

of technical product attributes. The relative importance of these benefits was found to be 

different from one culture to another, depending on the type of dominant values held by 

the consumer. It is logical then to argue that value and benefit mapping should precede 

the introduction of products in every international market, and that competing solely on 

the basis of quality of technical attributes, which might be irrelevant to customer wants 

and preferences, could be the wrong approach in today' s highly competitive markets. 
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CHAPTER 1 

1. STATEMENT OF GOAL AND THE NEED FOR THE STUDY 

GLOBALIZATION AND CROSS-NATIONAL CUSTOMER SATISFACTION 

Although most marketing scholars agree that customer satisfaction is a critical 

determinant of attitude and product choice, research has remained largely confined to the 

US and a few Western European countries. Given the increasing size of developing 

markets, an~ given that customer satisfaction is at the heart of all marketing activities, 

international marketers should have a deeper understanding of the determinants of the 

satisfaction responses of the international customer. 

Customer satisfaction has been traditionally defined as the emotional outcome of 

a product use experience. Interest in studying customer satisfaction has grown as 

businesses strive to create sustainable competitive advantages in increasingly competitive 

markets. In response to mounting pressures from the consumer side, more marketers 

prefer utilizing satisfaction-focused strategies over price discounting strategies designed 

to encourage switching, or forced-loyalty strategies to inhibit exiting (through using, for 

example, tie-ins products and frequent flyer programs). Embracing the marketing 

concept as the modem marketing philosophy has also increased the interest in studying 

the satisfaction construct in consumer behavior. It is not surprising that Kotler (1991) 

considers customer satisfaction to be the best indicator of future profits. 

The desirable effects of maintaining high level of customer satisfaction on post­

purchase attitudes and behaviors are documented in the marketing literature. In his 
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review of the literature, Yi ( 1990) cites many articles showing a high level of satisfaction 

creates positive attitudes toward the brand relative to competing brands, motivates the 

dissemination of favorable information (e.g., positive word-of-mouth), and leads to a 

high level of repeat purchasing intentions (i.e., psychological loyalty). As a strategic 

focus, satisfaction is also a less expensive means to protect present customers from the 

competition. Dutka (1994) postulated that satisfaction-focused strategies minimize 

consumer attrition compared to price strategies designed to attract new customers and 

brand switchers through discounting. This means that by maintaining a stable customer 

base, markettng costs per customer should be lower since the cost of maintaining existing 

clients is three to five times cheaper than the cost of attracting new prospects (Lowenstein 

1995, p. 2). Anderson and Sullivan (1993) have found empirical evidence linking high 

satisfaction to high quality perceptions, and hence, to stronger repurchase intentions. In 

acknowledging this pivotal role, many firms have tied executives' compensation to 

market measures of customer satisfaction. 

Thus, the centrality of customer satisfaction to all marketing activities has made 

its study a vibrant area of marketing research. Investigation into this topic has been the 

focus of numerous marketing studies, and has produced a large, useful literature. Most of 

this literature, however, is derived from studies conducted in the US and few Western 

countries, a home for less than 6% of the world population. In today' s world economy, 

the trend toward globalization is likely to continue. International trade has been steadily 

growing in terms of the number of nations involved and the volume of traded products 

(estimated at $4.57 trillion of products annually, The World Bank Annual Report 1991 , p 

36). This global interdependency not only brought along valuable economic growth, but 
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also new challenges to international marketers. It is unknown whether existing Western 

literature on satisfaction and its antecedents can be applied to other international markets, 

or should be considered culture-bound. 

Examining the cross-national applicability and validity of present customer 

satisfaction knowledge, and other marketing concepts and models, requires conducting 

more cross-cultural research. In this regard, Durvasula et. al (1993), among many others, 

caJled for more rigorous examination of cross-national applicability of present consumer 

behavior models and constructs, and the validity of between-construct linkages. The 

general lack of cross-cultural consumer research is not limited to satisfaction but also 
' 

extends to other business research as well. Adler (1983) warned that the growth of 

published cultural validation of western business theories has fallen far behind the fast 

growth of international commerce. It is quite possible that this gap in the international 

marketing literature might have led many international marketers to be less sensitive to 

the diverse norms, values, lifestyles, and needs of the international consumer in foreign 

markets. Consequently, one might expect that an inadequate understanding of the 

intricacies of international consumers could lead to declining product sales and to 

diminishing product popularity, even though the product performs well in home markets. 

Among the factors contributing to the failure to understand host national cultures 

has been the general acceptance of the convergence thesis (Heenan 1988). This simply 

represents the expectation that the fast growth of international travel, telecommunication, 

and international media should slowly dissolve much of existing cultural differences, 

paving the way for the world to be dominated by one global culture. It has been argued 

that success in such a world culture depends entirely on the ability to deliver products 
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that are technologically superior relative to the competition, focusing primarily on the 

wants and desires of the "typical" customer rather than on the specific preferences of the 

international customer (Levitt 1983). However, evidence from the existing consumer 

literature shows that, although people are becoming increasingly exposed to other 

cultures, their native culture still exerts a significant influence on many aspects of 

consumption behavior. (See for example, Arnould 1989, Engledow and Thorelli 1974, 

Maddox, Gronhaug, and May 1978, Holbrook and Schindler 1994, Walendrof and 

Arnould 1988, Ford, La Tour, and Henthorne 1995, Alden, Hoyer and Lee 1994, Graham, 

Kim, Lin, and Robinson 1988, Hernandez, Strahle, Garcia, and Sorensen 1991 ). Even 
' 

within a single country, ethnographic studies have uncovered distinct consumption 

patterns among key ethnic groups (i.e., Blacks, Italian, W ASPs, and Jews in the US 

society, Hirschman l 985). This suggests that culture continues to be the driving force 

behind many consumer attitudes and behaviors, including those pertaining to post 

purchase satisfaction. 

Interest in studying the meaning and the antecedents of cross-national customer 

satisfaction has been rising. Sustained income growth and greater accessibility to foreign 

products provide the international customer with the freedom to choose between 

competing brands with varying features and prices, thereby creating intense competition 

between global and local brands. Also, given the limited knowledge about the 

determinants of cross-national satisfaction, a rise in negative consumer sentiment toward 

the multinational company' s products can easily damage its market share in foreign 

markets, especially when local manufacturers are competing with imported products on 

the basis of patriotism. While a great many companies doing business internationally 
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spend large amounts to measure satisfaction in their various national markets, these 

measures largely consist of simple adaptation/translations of measures developed in 

Western countries, notably the U.S. 

Studying cross-national customer satisfaction can be viewed as a natural 

extension of present satisfaction research. One should view culture not as icons and 

artifacts, but more as a process, which predisposes people to think and behave in a 

distinctive manner. This leads to the development of social norms, value systems, as well 

as cultural schematization of things, objects, and activities. Given that activities are 

culturally determined and that the same product might convey different meanings in two 
' 

or more cultures, this culture-specific meaning of objects and activities might have a 

profound impact of what might drive the customer to be satisfied or dissatisfied following 

a product experience. Investigating these cross-cultural differences should rely on a 

sound conceptual framework. As many authors have argued (e.g., Clark 1990), studying 

cross-cultural differences from a national character perspective can be a very useful 

approach to studying the pervasive effects of cultures on its members. Hofstede's 

empirical delineation of the dimensions of national character stands as the most notable 

example of this line of study, which seems to be a relevant framework of cultural studies. 

The following chapter provides a contemporary literature review on: 1) defining 

national culture in terms of core cultural values; 2) establishing the conceptual linkages 

between cultural values and personal values; 3) examining existing customer satisfaction 

literature and the potential effects of values on customer satisfaction; and 4) advancing a 

number of hypotheses concerning the potential influence of cultural values on the various 

constructs involved in the satisfaction formation process at the consumer level. 
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CHAPTER2 

2. REVIEW OF RELEVANT LITERATURE 

There is a growing body of literature relating national culture, as an 

environmental research variable, to many aspects of consumer behavior. However, only 

a tiny fraction of this literature has focused on identifying observed differences in 

satisfaction following a product experience between consumers within two or more 

cultures. The present author conducted an informal survey of the satisfaction literature 

which revealed that, of the 1,258 articles published since the first conference on 

Customer Satisfaction, Dissatisfaction, and Complaining Behavior in 1976, only 35 

studies have investigated cultures other than the US, while only 13 studies have 

investigated cross-cultural similarities and differences. This scarcity in cross-cultural 

research can be attributed in part to the lack of a clear delineation of what culture means, 

to the inherent complexities of cross-cultural research compared to domestic studies, and 

to confusion as to how cultural elements fit into the domain of consumer behavior. 

NATIONAL CULTURE AND CONSUMER BEHAVIOR 

Although there may be many levels at which culture exists and operates (e.g., 

family, work, or the social class), the highest level is the culture of a nation or a 

geographical region (Trompenaars 1994, p. 8). National culture has been variously 

conceptualized in different disciplines, and it seems that the nature of the field and the 

context of the study determine what this term represents. Anthropologists, for instance, 

view national culture broadly as the peculiar way of life shared by a group of humans, 
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including elements pertaining to economics and technology, social structure, and 

ideology (Ronen 1986, p. 19). Marketing and business researchers, on the other hand, 

view national culture more as a dynamic process affecting a wide range of behaviors, 

particularly those relating to buying and consumption. Under both conceptualizations, 

cultural imprints on consumer behavior are profound and can be hardly missed. From 

native culture, people learn how to feel , think, and act. As Kotler views it, "Culture is the 

most fundamental determinant of person's wants and behavior." (Kotler 1994, p.174). 

Cultural influences on humans are unconscious and enduring. Individuals learn cultural 

meanings, concepts, and traditions without questioning early in their lives, and these 
' 

elements become then the basis for solving life problems and for understanding the 

outside world. Core cultural elements, moreover, are relatively stable over time. 

Attempts aimed at changing centrally held cultural beliefs and values have usually been 

met with strong resistance. Through socialization, culture has been successfully 

transferred from one generation to the next. 

While studying cultural influences on consumer behavior is of interest to 

international marketers, attempts to operationalize this seemingly discernible, yet illusive, 

concept have been generally unsatisfactory. Henry (1976) mentions that, at his time, 

almost 164 definitions of cultures emerged since 1952. Consequently, the presence of 

such numerous definitions has confused the meaning of culture, leading some researchers 

to overlook linkages between cultural influences and specific consumer behaviors 

because they consider it too broad to be relevant. To overcome such definitional 

ambiguity, a more specific delineation of national culture is advanced. 

7 



National Culture as a System of Values 

National culture can be described as a multilevel concept in which consumer 

thinking and actions are reflective of a deeper. more abstract level consisting of internal 

cultural values, beliefs, and norms. It is argued here that conceiving national culture as a 

set of values is more suitable for consumer research because this operationalization 

focuses less on actions and more on the roots and mechanisms determining these actions. 

Therefore, Hofstede' s ( 1980b) definition of national culture as the "collective mental 

programming that conditions peoples' values and perceptions" is adopted in this study. 

Viewed as conceptions of the desirable, learned from the social and physical 
' 

environment, core cultural values are social patterning that prescribe and proscribe many 

aspects of consumer behavior. For example, Gatignon and Robertson (1985) reported a 

cross-national study investigating women's status in different cultures found that female 

involvement in the work force seems to determine future sales of some products such as 

dishwashers. Henry (1976) found a strong correlation between consumer cultural values 

and preference for a particular category of automobiles. In a later study, Ness and Stith 

(1984) found significant differences between cultural values of mid-class white and black 

consumers and proposed that designing customized advertising to each group is 

instrumental to the success of an advertising campaign when targeting a mass market. 

Existing consumer motivation research indicates that cultural values can be 

considered as the broadest set among other value systems (e.g., personal values, family 

values, workplace values) whereas personal values are considered the most specific. The 

possible interaction between cultural values and personal values is of primary interest to 

studies investigating cross-national similarity and differences in consumer behavior. 
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Research on Consumer Personal Values 

"Personal Values" are an organized system of centrally held beliefs based on 

what individuals consider as important at various stages of their lives. Essentially, 

human values evolve very early in life, mainly in the first five years or so, and are stored 

in long-term memory in a hierarchical cognitive structure. Humans acquire values 

because they serve important cognitive functions. As social adaptation theory suggests, 

values are another way that humans can become efficient when dealing with their social 

and physical environments (Kahle 1996). Rather than remembering the details of each 

experience ~ith a particular object or class of objects, people relieve the stress on their 

long-term memories by summarizing their experiences in the form of attitudes and 

values. The key difference between the two concepts, however, is that an attitude is a 

belief specific to a certain object while values are global beliefs that transcend both 

objects and object class. 

Within consumer literature, consumer values were consistently shown to be a key 

determinant of consumer behavior (Rokeach 1973; Kahle 1983, 1986, and 1996). As 

Clawson and Vinson (1977, p. 400) put it, " ... Values may prove to be one of the more 

powerful explanations of, and influences on, consumer behavior." Once formed, these 

values influence consumer behavior in two major ways. First, values become important 

goals that need to be attained and fulfilled which then influence consumer consumption 

patterns and product/brand preferences, especially in situations where individuals must 

choose from several alternatives. Empirical research has shown that consumers with a 

high value for excitement preferred outdoor activities involving high level of energy, 

whereas people who ranked security highly preferred reading and watching more news 
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and exhibited less preference for outdoor activities. Second, values serve as moral 

standards upon which objects and events can be considered to be "just," "right," "fair," 

and "appropriate" in life (Posner and Munson 1979). For example, the influence of 

values on personal judgment is apparent in views expressed about social issues (e.g., pro-

life and pro-choice debate over abortion), in logic used to reason out arguments 

(economic benefits of child slavery), and in deciding whether or not to engage in specific 

behaviors when the situation seems conflicting (Should I gamble even though I consider 

it to be immoral?). 

The number of personal values and the suitability of values for research vary 
' 

greatly from one scale to another. The Rokeach Value Survey (RVS: Rokeach 1973) 

asks respondents to rank 18 Terminal Values that represent preferred end-estates of 

existence and 18 Instrumental Values representing preferred modes of conduct. Utilizing 

the RVS scale in value-measurement research has declined since it was found that human 

memories are incapable of ranking 18 values concurrently and because the ordinal data 

produced are unfit for most advanced multivariate statistical techniques. Value and 

Lifestyle scale (V ALS II: SRI International, see Holman 1984 for a complete discussion) 

measures personal values using 34 questions about demographics and general attitudes. 

Researchers identified nine categories of American consumers based on their value 

systems; however, attempts at validating the results have failed because of the proprietary 

nature of the instrument. The last scale, termed List of Values (LOV), identifies nine 

categories of values that have been extensively validated in the literature (Beatty et. al. 

1985, Kahle 1983 ). Post hoc refinement of the scale resulted in accepting eight personal 

values commonly shared by individuals with different rank order (Table 2. 1 ). 
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The use of values in market segmentation is prevalent in modem marketing 

management (e.g., Kamakura and Mazzan 1991 ). Target marketing has been quite 

successful in optimizing business resources by eliminating the focus on the wrong 

customer. Several marketers use modem value scales such as V ALS II (SRI 

International) and LOY to identify the best fit between marketing mix variables (product 

attributes, price positioning, brand image, themes of advertising campaigns, and selected 

distribution outlets) and the value structure of potential consumers. Of the three value 

scales (LOY, RVS, and V ALS II), LOY seems the most appropriate for many consumer 

researchers. Because the V ALS II scale is only available for commercial use, all data 
' 

pertaining to factor loadings and scale reliability are proprietary information. 

National Culture and Consumer Personal Values 

Because humans are born into, and raised in, an existing culture, researchers posit 

that personal values are derived from, and modified by, several cultural institutions such 

as family, work, school, religious institutions, and social organizations (Clawson and 

Vinson 1977, p. 401 ). Consider, for example, how respect for the elderly is first learned 

and then reinforced in many Eastern and Middle-Eastern cultures. A child who observes 

parents and significant others treating older people respectfully tends to behave similarly, 

especially when that behavior is encouraged by rewards (verbal complements and 

positive facial gestures) and deviation is curbed with punishment (frowning, deprivation 

of valued possessions or privileges). 

While both are called "values", personal values and cultural values differ on a 

number of characteristics. One key difference is that personal values represent what is 

important and desirable to an individual, whereas cultural values are viewed as what 
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society promotes as preferred and useful to the common good. These values has been 

accepted and carried from one generation to the next. Individuals are expected to abide 

by cultural values since they are realities that must be respected (i.e., cultural norms), yet 

personal values are desired modes of behavior and an end-estate of existence that reflect 

the needs and objectives in life for an individual. Another difference is that, unlike 

personal values, cultural values generally lack a specific rank order of importance, and 

are shared by members of a culture with varying intensity. 

The hierarchy of consumer personal values in different regions in the U.S. and in 

a few other countries was investigated in a series of cross-national studies. Khale ( 1986) 
' 

studied the rank-order of personal values possessed by a probability sample composed of 

2,000 residents living in nine geographical locations as suggested by the Census Regions 

in the United States. Findings showed that the ranking of individual values differed 

significantly from one region to another. In a series of studies conducted on measuring 

cross-national differences in the ranking of personal values, several authors utilized the 

LOV scale to measure the ranking of eight personal values in five Western countries, 

namely Great Britain, Germany, Denmark, Norway, United States, and the former Soviet 

Union, and in one Eastern country, Japan (cf. Beatty et al 1993, Grunert and Scherhorn 

1990, Kahle, Beatty and Homer 1989, Kahle, Poulus, and Sukhdial 1988). As shown in 

Table 2.1 , the citizens of each country exhibited significant differences in what they 

considered to be their most important value. Unfortunately, findings obtained from these 

studies merely indicate the presence of variations and do not add much to explain what 

creates such variations. In the absence of a guiding cultural framework, attempting to 

explain these observed variations would largely depend on researchers' guessing. 
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TABLE 2.1 Categories of Human Values as Suggested by LOV 
Scale in Six Countries a 

DESCRIPTION UK DEN- FRA- JAPAN VALUE MARK NCE 

Sense of Belonging 
Accepted by 28.6 13 1.7 2.3 

significant others 

Security 
Preference for safety 

and protection 
24.1 6.3 6 .3 10.9 

Self Respect 
To be satisfied with 

the way you are 
12.9 29.7 7.4 4.7 

Fun. Excitement, Leading happy and 10.1 16.8 16.6 7.5 
and Enjoyment joyful life 

Warm Relationships 
To be deeply attached 7.9 

with friends 
11.3 17.7 27.6 

Being Well-
Well-liked and 6.1 5 4 2.1 

Respected ' 
popular among others 

Sense of Leading successful 
Accomplishment life 

5.4 10.9 15.4 8.3 

Self-Fulfillment Best use of abilities 
and talents 

4.8 7.1 30.9 36.7 

• Adapted from Kahle ( 1996) with slight modification 

Cultural Framework 

NOR- USA 
WAY 

33.4 5.1 

10 16.5 

16.6 23 

3.6 7.2 

13.4 19.9 

8.4 5.9 

6.8 15.9 

7.7 6.5 

Conducting cross-cultural and cross-national research has been generally avoided, not 

only because it requires a much more complex methodology than what indigenous 

research usually requires, but also due to the general lack of clear research paradigm that 

would guide the selection of countries and the explication of findings. When countries 

(as surrogates of cultures) are selected on the basis of a single dimension or even without 

a priori criteria, observed cross-country similarities and differences may be attributed to a 

variety of cultural and individual sources that can be extremely difficult to disentangle a 

posteriori. To avoid these conceptual shortcomings, it has been frequently emphasized 

that one should select an appropriate framework prior to proceeding with any cross-

national research. 
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A particularly useful approach that has gained wide prominence in organizational 

behavior is studying the impact of culture on individuals' values from a National 

Character perspective (Clark 1990, Inkeles and Levinson 1969). Briefly defined, national 

character reflects the adult modal personality that is prevalent across social groups living 

in one nation. The characteristics of this common personality are the direct outcome of 

the interplay between the social environment and its members; group members 

consistently exhibit synchronous patterns of behaviors. Clearly, the aim of the national 

character is not to generate superficial stereotypes about how groups typically behave, 

but rather to characterize intramural values and subtle behavior traits. It is believed, 
' 

therefore, that dimensions of national character be of "higher-order abstractions that refer 

to stable, generalized dispositions or modes of functioning ... " (Inkeles and Livinson 

1969, p. 426). 

The literature contains many methods that can be helpful in describing the traits 

of national character and can be generally classified into two main approaches: culture-

centered or a personality-centered (Clark 1990). The culture-centered approach is a 

deductive framework that starts with critical observation of types of social structures, 

artifacts, and collective behavior, and identifies common elements that help sketch the 

modal personality that best represents the culture. Obviously, the underlying rationale 

behind this approach is that the institutions which make up a culture must have a 

psychological unity and an individual personality that reflects the national unity. 

The personality-centered approach starts with the observation and measurement 

of representative random samples to generate evaluations and identify common traits of 

the group. It uses a modal personality to represent a culture where individual personality 
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traits are observed, enumerated, tabulated, and aggregated. Within the personality-

centered approach, actual dimensioning of predominant cultural values may take any of 

two methods, purely conceptualized dimensions (Kluckhohn and Stradtbeck 1961) or 

empirical-based dimensions (Hofstede l 980b ). 

The first empirical effort to validate the concept of national character was started 

by Hofstede (1980b, 1983) and has revealed significant new findings. Methodologically, 

Hofstede surveyed workplace values possessed by 116,000 IBM workers of various 

occupations in 40 countries in two-wave studies. In the first study, a factor-analysis of 

the data revealed that nations can be relatively positioned on a bi-polar continuum in 
' 

terms of ( 1) how members perceive their own power relative to others', and how they 

relate to authority (high/low Power-Distance), (2) the relative tolerance of ambiguity, 

lack oflife structure, and risk-taking in life (high/low Uncertainty-Avoidance), (3) the 

degree to which society believes that members consider gender to be a determinant of 

specific roles and to what extent members endorse gender-specific values (Feminine 

cultures vs. Masculine cultures), and (4) how strongly members relate and show concern 

for others (Individualist cultures Vs. Collectivist cultures). A summary of these 

dimensions appears in Appendix (1). 

The validity of these dimensions was demonstrated in two subsequent studies. In 

a follow-up study that included more countries, Hofstede conducted a factor analysis of 

worker responses to the same scale and managed to extract the same dimensions thereby 

lending more support to the validity and reliability of these dimensions. In addition, a 

subsequent qualitative analysis of data drawn from completely unrelated sources in these 

nations (e.g., data from surveys of managers values systems training at !MEDE in 
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Lausanne, Switzerland, and via content analysis of children's books) was found to be 

correlated with one or more of these dimensions (Hofstede 1980, p.11, 22). 

Perception of the four dimensions of national character in organizational literature 

has been generally positive. Many researchers emphasized the logical appeal of these 

dimensions and their implications on questioning the applicability of theories of 

international management to foreign companies. For example, Triandis (1982) states: 

The dimensions identified by Hofstede certainly make sense. One has a 
"deja vu" feelings about some of them ... One can also bring empirical 
support for such dimensions from one's own experience. For example, the 
Power-Distance dimension seems to make sense in terms of such matters as 
the use'Ofnonreciprocal forms of address (e.g., Usted-Tu) in some countries, 
in contrast to reciprocal forms (e.g., Du-Du/Site-Site) widely used in other 
countries. One can also think of the protection of the leader (King or 
President) in high power distance countries as opposed to the mingling of 
leaders with population in low power distance countries. Thus, there is 
something that the dimensions picks on that makes intuitive as well as 
empirical sense . .. [Hofstede study] will stand as one of the major landmarks 
of cross-cultural research for many years to come." Triandis (1982, p 87-90). 

Despite such enthusiasm, a few researchers have expressed their reservations 

about the reliability of these dimensions, especially when studies employing these 

dimensions are conducted at the individual level. For example, Dorfman and Howell 

(1988) pointed out that Hofstede focused on between-countries similarities and 

differences rather within-countries variations. It follows that these dimensions have been 

constructed based on mean scores of values at the country level, therefore, these 

dimensions represent an "ecological" level of analysis unrelated to individual traits. In 

response to the doubt in the validity of these findings at the individual level, Hofstede and 

Bond (1984) conducted a follow-up study on data collected by Ng. et al. (1982) who 

surveyed student personal values in six Asian and Pacific countries. Their findings show 

that the importance ofRokeach's 18 terminal and instrumental values corresponds largely 
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to the positioning of each country on the four dimensions of national character. 

Another criticism was directed at the validity of the some of the dimensions. 

Robinson (1983) points out that while the measurement of power distance and 

uncertainty avoidance would have improved if more items were added, both 

Individualism and Masculinity dimensions have been operationalized based on items that 

have shown strong empirical significance rather than solid theoretical relationship. 

Specifically, he points out that: 

[items composing individuality] seems to be a hodgepodge of items, few of 
which are directly related to individualism/collectivism ... Moreover, labeling 
the index a "masculinity" index tells us nothing about the specific value 

' being measured. One could construct a number of indices based on current 
Western stereotypical polarizations of the sexes (e.g., emotional/rational, 
realistic/scientific, extrinsic/intrinsic) and label them "masculinity" index." 
Robinson 1983, p. 114). 

Taking these concerns into account, it seems that the perceived power distance 

and relative tolerance of uncertainty are among the best conceptualized and measured 

dimensions in Hofstedes' cross-cultural study of national character. 

In sum, using the concept of national character as theoretical framework for cross-

cultural studies seems to be an appropriate approach, with some recognized limitations. 

Hosfstede' s 1980 multinational study stands as the most notable empirical research that 

focused on identifying a few dimensions of national character, despite some of the 

shortcomings in the measurement of collectivism and masculinity. The differences 

between cultures in terms of power distance and uncertainty avoidance seem to be among 

the best-measured and more relevant to consumer behavior. The linkages between these 

cultural tendencies and the kind of values possessed by consumers might also be 

interesting to consumer researchers. 
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RESEARCH ON CROSS-NATIONAL CUSTOMER SATISFACTION 

Prior to discussing recent developments in cross national satisfaction research, it 

seems appropriate to start with a formal definition of this concept. Customer satisfaction 

is the summary psychological state resulting from a product consumption experience, 

which encompass emotional elements (pleasure/displeasure), attitudinal consequences 

(positive/negative), and co native tendencies (complaining/promoting). Obviously, a poor 

product evaluation generates negative feelings of dissatisfaction that may trigger 

consumer voice, exit, or reduction in present consumption under monopolistic market 

conditions. A high appraisal of the product, however, improves future buying intention 
' 

and presumably, brand loyalty. 

Published research attempting to find differences in cross-national satisfaction 

and complaining behavior has reached some interesting yet inconsistent results. In a 

study designed to measure the cultural differences in complaining behavior between US 

and Puerto Rican consumers, Hernandez et al. (1991) found dissatisfied Puerto Rican 

consumers to be less likely to complain following products failures as opposed to their 

American counterparts. In a similar vein, Yaun's (1988) cultural analysis of customer 

satisfaction concept in China revealed that Chinese consumers don't blame their product 

when it fails but rather attribute it to their fate and destiny. While the preceding studies 

found behavioral differences, other comparative studies have found some similarities in 

postpurchase behaviors among international consumers. Alden, Stayman, and Hoyer 

(1994) conducted an experiment to examine the effects of the congruency between 

supplied product information and expectations of product performance on product 

evaluation strategies for American and Thai consumers. Participants from both countries 
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have shown a similar increase in evaluation efforts as information did not match up with 

actual attributes, especially under high risk conditions. 

Recent developments in international marketing literature include two research 

streams that can be useful in studying cross-national satisfaction for international 

marketers and for social policy makers. The first stream is focused on improving the 

calibration of satisfaction data collected in a multinational context. Specifically, some 

researchers question whether satisfaction ratings of the same product provided by two 

different international consumers can be meaningfully used for between-country 

comparisons pefore adjusting for country-specific measurement biases. Agrawal and 

Desmet (1994) provided theoretical support for constructing the Transnational Index of 

Customer Satisfaction before companies can use consumers' feedback as a monitoring 

mechanism for assessing its present competitive standing. Unfortunately, they stopped 

short of providing the procedures required to construct such an index. Crosby ( 1992) has 

suggested that using standardized method and scales to collect satisfaction responses in 

different countries would probably minimize random measurement error. Data must be 

readjusted using a "Correction Factor" drawn from the baseline or "reference country" 

(i.e., the headquarters) prior to interpretation or identification of performance gaps. He 

concluded that companies should be attentive not only to the reliability via 

standardization, but also to insure validity through comparative scaling techniques. 

Another stream of research has emphasized the need to evaluate consumer 

welfare by measuring overall customer satisfaction feelings toward leading brands within 

each industry over equal periods of time. The basic objective is to provide legislatures 

and business decision-makers with an adjunct measure of the economic activities that can 
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supplement the predominantly financial measures of economic performance reported 

periodically by government agencies. Fornell's (1992) original work on the Swedish 

Customer Satisfaction Barometer (SCSB) and the American Customer Satisfaction Index 

(Fornell et al. 1996) allowed for the first time a tracking of annual consumer satisfaction 

feedback in key industries to measure its improvement and to validate the much 

conceptualized links between satisfaction and other marketing variables such as 

homogeneity of market demand, brand loyalty, and profitability. 

While each stream has made its unique contribution to enhance construct 

calibration for managerial and social policy use, a number of research gaps still exist in 
' 

the literature. Obviously, enhancing cross-national satisfaction measures has been a 

useful diagnostic tool in judging whether or not customers were adequately satisfied 

following product consumption, yet the ability to identify performance inadequacies as an 

input for designing effective customer-focused strategies requires more grounded 

understanding of the primary determinants of satisfaction of the international consumer. 

Although much progress was made in delineating the antecedents of satisfaction at the 

individual level, published satisfaction studies have been exclusively focused, in their 

own right, on studying how the typical Western consumer views product satisfaction by 

defining its cognitive antecedents and emotional/conative consequences. While this has 

clearly advanced understanding of how satisfaction feelings interact with other key 

consumer behaviors, one could mistakenly generalize these definitions and linkages to 

the behavior of international consumer before cross-cultural exploratory and theory-

testing research is conducted. In the next section, a brief review of Western satisfaction 

models is presented and evaluated. 
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Present Customer Satisfaction Models 

The pervasiveness of the marketing concept as the main school of thought in 

academic and practitioner literatures has elevated the interest in studying the antecedents 

and consequences of customer satisfaction. Modem marketing approach prescribes 

satisfaction of consumer needs and desires to be the chief goal of modem marketing 

management. Research evidence has clearly shown that while discount strategies using 

price cuts to motivate brand switching succeed in increasing market share, manufacturers 

should strive to maintain the lowest price position in order to prevent price conscious 

customers from switching to other discounted brands. Strategies emphasizing customer 
' 

satisfaction, on the other hand, were found to be strongly associated with a favorable 

postpurchase attitude about the brand, increased level of reported intent to repurchase, 

and strong consumer brand loyalty. 

The early stream of research exploring the determinants of satisfaction has 

focused almost exclusively on identifying demographic/psychographic variables that 

describe highly satisfied customers as opposed to customers who are least satisfied. 

Results from these studies show that highly satisfied customers tend to be older, less 

educated, have more satisfaction with life in general while individuals with high income 

are less likely to be satisfied. While these studies might have identified some possible 

covariates, this stream does little to advance a fuller conceptual understanding of the 

satisfaction process. 

To address more fundamental questions regarding the source of pre-consumption 

quality beliefs, the nature of the performance evaluation process and the set of 

intervening variables that moderate or enhance satisfaction, two theoretical structures 
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have been suggested in the consumer literature. Each structure has taken a different 

approach in defining the key constructs involved and the relationships among these 

constructs. While both theories seem to agree that satisfaction judgments are the main 

result of an evaluation process, each has a different basis against which performance 

evaluations are compared and comprise a different process of making evaluations. 

Disconfirmed-Expectancy Paradigm 

The primary satisfaction framework that has received strong empirical support is 

the disconfirmed-expectancy paradigm. According to this framework, satisfaction results 

from disconfirmation of expectations, which is the gap between expected attribute 

performance and the realized attribute performance. According to Howard and Sheth 

(1969) and Oliver (1980), a product performance that exceeds (lags) prepurchase 

expectations was found to evoke positive (negative) surprise emotions, which then 

creates an increased (decreased) level of reported satisfaction. The main constructs in 

this framework are described below. 

Expectations of Attribute Performance. Studies attempting to model 

satisfaction at the individual level have operationalized expectations as a measure of 

consumer subjective anticipation of how the product will perform on a set of product 

attributes considered to be relevant. These subjective probabilities, then, become the 

standards against which post-use perceived attribute performances are evaluated. 

To measure the role of expectations on performance evaluations, Cardozo (1965) 

designed an experiment in which subjects were presented with catalogues that featured 

high-quality and low-quality pens followed by a request to evaluate actual pens of 

different quality using catalogue pens as a frame of reference. Since it was found that 
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does objective performance, even though one might expect to find a strong (but not 

perfect) correlation between the two. 

The impact of expectations on the evaluation of perceived performance was tested 

in many performance evaluation studies (e.g., Anderson 1973; Olson and Dover 1979; 

Olshavsky and Miller 1972). Some studies have found consumers to bias (assimilate) 

their performance evaluations toward their initial expectations when their expectations 

remained within their latitude of acceptance. Larger expectations-performance disparities 

caused consumers to shift their evaluations away from prior expectations. 

Disconfirmation of Expectations. The theoretical support for including 

disconfirmation as an immediate antecedent of satisfaction originates from the axioms of 

Helson's (1964) adaptation level theory. This theory posits that a given object is always 

evaluated in relation to some chosen standard. Consistent with the traditional view that 

cognition precedes emotions, Helson suggests that a positive deviation from the standard 

can create pleasant feelings of surprise, which then enhance the final evaluation. A 

negative deviation from the chosen frame of reference will lead to disappointment and to 

a less favorable evaluation. 

In the context of product-use experience, the studies that examined the relative 

impact of product performance on overall satisfaction have reached inconsistent findings. 

While Oliver (1980) demonstrated in a structural model of consumer satisfaction with an 

automobile that disconfirmation actually had an immediate and direct influence on 

satisfaction judgments, other studies found performance to be the only antecedent of 

satisfaction with a video disk player (Churchill and Surprenant 1982), phone services 

(Bolton and Drew 1991), and a compact disk player (Tse and Wilton 1988). 
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Assessment of Disconfirmed-Expectancy Paradigm 

In the satisfaction literature, it is still controversial whether or not disconfirmed 

expectations and perceived performance are the only determinants of satisfaction 

responses to product experience. Proponents of the disconfirmed-expectancy model 

admit that the role of expectations in determining performance evaluation and satisfaction 

is not as clear as it had been originally suggested (cf. Oliver 1980). Some researchers are 

skeptical about whether "performance expectations" are in fact the main calibrations used 

by customers to evaluate postpurchase product performance (e.g., LaTour and Peat 1979, 

Churchill and Surprenant 1982, Cadotte, Woodruff, and Jenkins 1987, Westbrook and 
' 

Reilly 1983). Miller (1977) argues that performance expectations is a broad concept that 

includes several types of expectations including ( 1) ideal performance which reflects the 

desired level of performance, (2) expected (i.e., predictive) performance that is based on 

the subjective probability of how the product will perform, (3) deserved (i.e., normative) 

performance, or what customers think they should be getting given the monetary and 

non-monetary sacrifices expended to acquire the product, and (4) minimum-tolerable, 

representing the least amount of performance acceptable from the standpoint of the 

customer. Among these four types of expectations, normative expectations play a 

stronger role in influencing satisfaction judgments than do predictive expectations, partly 

because normative expectations are contrived from previous experiences whereas 

predictive expectations are built around other consumer experiences and product claims 

supplied by manufacturers and retailers. In their model of satisfaction with restaurant 

experience, Cadotte, Woodruff, and Jenkins (1987) found that satisfaction arises mainly 
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by a comparison between product normative expectations and perceived performance 

rather than from predictive expectations alone. 

Results from several product evaluation studies have shown that the credibility of 

the expectation source (experience, word of mouth, and manufacturers' claims, La Tour 

and Peat 1979) and the magnitude of initial performance expectations (high/low) 

moderate the direct effects of expectations on satisfaction. For example, Anderson 

(1973) suggests that a small variance between expectations and performance generates 

favorable evaluation of attribute performance, whereas large disparities between 

expectations iilld performance (above some intrinsic threshold called latitude of 

acceptance) trigger negative product evaluations and diminish satisfaction. Studies 

investigating whether initial expectations have an independent direct influence on 

satisfaction concluded that satisfaction judgments were found to be displaced toward 

expectations. This functional relationship has not been stable across various product 

classes. Churchill and Surprenant (1982) found an independent direct effect of 

expectations on satisfaction and an indirect effect of expectations through 

disconfirmation. Yet, when a non-durable product was used (i.e., plant), performance 

emerged as the only determinant of overall satisfaction. 

When examined at the conceptual level, the inconsistent empirical relationship 

between expectations and satisfaction are expected to occur because performance 

expectation represents consumers' predictions of attribute performance and consumers 

are primarily concerned with receiving valued benefits which may not correspond totally 

to existing product attributes. Hence, there are some situations where a pleasant surprise 

resulting from a better-than-expected performance may enhance satisfaction responses, 
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while in other situations, positive disconfirmation appears to be totally unrelated to 

satisfaction. For example, regardless of whether this has been expected or not, 

mechanical failures while using a product will always create feelings of dissatisfaction 

(La Tour and Peat 1979), whereas one might expect that a superior performance of a less 

valued attribute (e.g., low calorie snacks) would not affect the satisfaction response of the 

indifferent customer (e.g., less health-conscious customers). 

Furthermore, studies attempting to validate the propositions of the disconfirmed­

expectancy paradigm have operationalized prepurchase expectations as if consumers are 

always capabl~ of transforming their wants and desires from a general state to an 

attribute-specific level. While this transformation is relatively easy in products with 

predominantly experience attributes (i.e., attributes that can be easily evaluated through 

product use; sweetness of a beverage), the task is complicated by the absence of salient 

product attributes required to evaluate product performance, particularly when products 

lacks a strong performance component upon which product quality can be 

unambiguously evaluated (i.e., credence products). For example, the inherent difficulty 

of evaluating the quality of a home air filter is much greater than the picture quality 

assessment of a television set. 

Perhaps one of the more convincing arguments against the role of disconfirmed­

expectancy on satisfaction and related postpurchase feelings and behaviors stems from 

the theoretical definition. Disconfirmation is basically the effect of surprise on 

evaluation, which might have an intense but highly perishable impact on satisfaction. As 

time passes, the impact of surprise on performance evaluation is less likely to impact 

attitude or repurchase intentions. This weakening in the linkage between the affective 
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and conative aspects of satisfaction is responsible for the recent suspicion among 

marketing practitioners about the usefulness of maintaining high satisfaction as opposed 

to strategies designed to increase consumer retention (Lowenstein 1995). 

Valued Benefits as Determinants of Satisfaction 

As consumers see it, products represent a bundle of benefits rather than a mere set 

of attributes. These benefits may or may not be isomorphic to the utilitarian features of 

the product. Desired benefits are needs that originate both from physiological and 

psychological/sociological needs. Because most products provide essentially the same 

level of satistaction of the physiological need, products are actually competing on the 

basis of their ability to fulfill the psychological/sociological needs of the customer. 

Vehicles, for example, are perceived by consumers as not only a medium of 

transportation with specific mechanical features but also as a display of personal wealth 

or social status, as an entertainment instrument, and as a symbol about the personal life 

style, to name a few. If strongly held values play an important role in defining the 

psychological/sociological needs, it may be reasonable to expect that satisfaction with a 

chosen product is related to what is valued. 

To introduce the notion of values to satisfaction, Westbrook and Reilly (1983) 

proposed an alternative satisfaction model labeled the Value-Precept Disparity Paradigm 

(VPDP). This model reconceptualized satisfaction as the difference between what is 

valued by the customer and what has been experienced during product use. According to 

the authors, the main contribution is that, unlike the disconfirmation model which is 

descriptive of the process, the VPDP model offers a more parsimonious explanation of 

the satisfaction process, and has much theoretical support in the marketing literature. 
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d d this model seems to be in agreement with the theoretical proposition of Gutman' s 
In ee ' 

(lgSZ) Means-End model, which postulates that consumer desires are extracted from 

high-end values, and that consumers are actively seeking products with attributes that can 

satisfy these desires. However, when the VPDP model was empirically tested against the 

disconfirmation paradigm, neither models fit the data properly. 

A later study by Parakash (1984) attempted to investigate the relationship 

between personal values and customer expectation of product performance. Parakash 

factor-analyzed 18 terminal values and 18 instrumental values possessed by white and 

black U.S. consumers, and then correlated these factors to consumer normative 
' 

expectations of product attributes (how the product should perform). His findings 

revealed that consumers basically derive their normative expectations from their personal 

values, which in tum exert more influence on satisfaction than did either predictive 

expectations (how the product will perform) or comparative expectations (how well the 

brand will perform compared to similar brands). These findings are important in light of 

the fact that normative expectations were found to be more directly related to satisfaction 

than were predictive expectations. 

In a more recent study, Spreng, MacKenzie and Olshavsky ( 1996) used structural 

equation modeling to examine the relationships between consumer desires, expectations, 

and perceived performance, and their relative influence on overall satisfaction responses. 

In controlled experimental setting, participants were assigned to six experimental groups 

(high/low expectations, high/low desires, and high/low performance) and were asked to 

use and evaluate their satisfaction with a Camcorder. Their findings indicated that the 

congruency between desires and product performance strongly influenced attribute 
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satisfaction (structural path coefficient= .63) as opposed to disconfirmation of 

expectation (structural path coefficient= .34). 

Within the context of identifying the key determinants of cross-national customer 

satisfaction, incorporating consumer personal values as the main explanatory variable of 

their satisfaction response to product use experiences appears to be appropriate. There is 

a strong conceptual linkage between consumer values and their needs, wants, and desires 

which subsequently determine what is wanted from the product. Furthermore, there is 

promising empirical evidence that supports the relationship between the hierarchy of 

consumer personal values and the favorableness of satisfaction responses. In light of the 
' 

fact that the personal values of consumers are expected to be shaped by consumer culture 

and vary significantly from one nation to another, the extent to which heterogeneity of 

cross-cultural values impact the cross-national satisfaction with product and services 

process becomes an interesting research question. This question that had little or no been 

attention in consumer literature. 

SYNOPSIS 

In the world economy, the rapid proliferation of international business has 

increased the need to understand consumer behavior from a cross-national perspective. 

As competition increases in international markets, management places more emphasis on 

protecting their customer base from switching to competitors (i.e. , customer retention) by 

making consumers more happy and satisfied relative to competing products. Although a 

number of satisfaction models have been accepted by researchers and practitioners, these 

models generally explain this phenomenon at the individual level, independent of the 

cultural environment of the consumers. Clearly, applying these models cross-nationally 
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. h t prior validation may mislead researchers as to what determines what satisfies the 
Wit OU 

t mer Hence in order to understand cross-national customer satisfaction, researchers cus 0 . , 

need to study it within the context of cultural beliefs, social values, and accepted norms. 

Among the various approaches to studying culture as a determinant of consumer 

behavior, defining culture as a system of values has proven to be quite useful in research 

on international organizational behavior. As one might intuitively expect, members of a 

particular culture transform their experiences with their physical and social surroundings 

to an abstract level of beliefs about what is desirable and what is not. Such encoded 

beliefs called values, act as a general guide for day-to-day behaviors, including those 
' ' 

pertaining to buying and consumption. Empirical evidence drawn from Hofstede's 

international study ( 1980, 1983) shows that cultural values differ significantly among 

nations along his four dimensions of national character. 

In the satisfaction literature, some empirical support was found for the impact of 

valued benefits on satisfaction responses following consumption. Given that satisfaction 

can be viewed as the function of the congruency between perceived performance and 

valued benefits derived from consumer personal values, and that the formation of 

consumer values is influenced by dominant cultural values, the next logical step would be 

to investigate the extent to which the variability of national values actually affects the 

formation of customer satisfaction responses following the consumption experience. 
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CHAPTER3 

3. STUDY HYPOTHESES 

fil'UDY OVERVIEW 

It should be clear at the outset that this study is exploratory in nature, particularly 

with respect to the empirical assessment of the proposed linkages between cultural values 

and consumer personal values. This conceptualized, but untested, association between 

cultural values and consumer personal values is important for consumer behaviorists to 

grasp the sub,tle and powerful role of culture as an environmental variable on the 

behaviors of its members. One useful method is first to provide a conceptual synthesis of 

the associations between of Hofstede's cultural dimensions and personal values in 

general as measured by LOV. It is important to make clear that not all of Hofstede' s four 

dimensions are clearly relevant to the explication of the roles of values on customer 

satisfaction, but two of his dimensions, namely power distance and uncertainty 

avoidance, seem to be more directly related to normative expectations, product 

evaluations, and satisfaction responses. Furthermore, it was argued that the specific 

meaning of individualism and masculinity seems to be culturally dependent, rendering 

scientific measurement controversial. It may also be true that cultures differ along many 

dimensions other than what Hofstede has studied and delineated, however, including all 

possible dimensions will undoubtedly jeopardize the scientific parsimony of study. 

The second purpose is to compare the relative ability of the disconfirmation 

paradigm and the value-precept-disparity paradigm to explain observable variations in 

cross-national satisfaction judgments. The disconfirmation paradigm represents an 

individual model of satisfaction that excludes cultural values as a key construct, whereas 
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the valued-benefits perfom1ance congruency paradigm explicitly includes consumer 

values as a determinant of satisfaction judgment. A path model representing the major 

constructs and their relationships appears in Figure 1. A summary of all hypotheses of the 

study is provided in table 3 .2 at the end of this chapter. 

FIGURE 1 Cross-National Model of Customer Satisfaction 

Cultural Factors Individual/Product Factors 

[ Cultural, Values I 
___ t__ 1---l---, r Power I I Unceytainty I 

: Distance : 1 Avoidance I 
L __ ffI .J t_ _cr _ _: 

Consumer 
Personal Values 

I ................ 1 

(H 

Denotes correlation not causal paths 

National Culture and Consumer Values 

Satisfaction 

The first set of hypotheses is formulated to test the interaction between unequal 

power distance and disparate attitude toward uncertainty and risk in different cultures. 

While there might be numerous cultural values that might affect the ordering of personal 

values in different cultures, the study is restricted by those values that have been 

measured and validated in published research. 

Power Distance. This dimension reflects the presence of human inequality created by 

disparate distribution of wealth, unequal political influence, and varying degree of family 
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. ence A particularly interesting artifact of the disparity of power in a society is the 
pro mm · 

development of personal status (in general, individuals who have high power usually 

. y an elevated social status and vice versa). More often than not individuals with 
~o . 

power and status enjoy advantages such as social respect, greater access to economic 

opportunities, and an ability to control others' behavior. Over time, a social equilibrium 

process occurs in which individuals with low power strive to eliminate the gap in status 

by employing one or more power expanding strategies. These strategies include 

enhancement of physical strengths (i.e., athletic), intellectual abilities (e.g., education, 

skills), accum\llation of wealth (i.e., saving, investment), and possession of status-

enhancing products. While each of the preceding strategies increases perceived social 

power, the last method is particularly popular since power enhancing effects are almost 

instantaneous compared to other methods. To counterbalance the effect of newly gained 

power by weaker individuals, high-power individuals will either increase their power or 

reduce another persons' attempt to gain power. 

To test the relative effect of the variability of culture-wide power distance on the 

ordering of personal values within each culture, a correlation analysis was performed 

between scores given to different countries on the power distance index as measured by 

the Hofstede PDI scale (Power-Distance Index) and the ranking of eight values used in 

LOV in each of the six countries (Great Britain, Germany, Denmark, Norway, United 

States, the former Soviet Union, and Japan, table 3.1). Results of this preliminary 

analysis show that a higher score on PDI is negatively related to self-respect (Spearman r 

= -0.84, P < .05 level), while PDI is positively correlated with self-fulfillment (Pearson r 

= .83, p < .05 level, Spearman r = .58, p < .25). 
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According to the definition of personal values included in LOY, individuals who 

attach high importance to self-respect tend to maintain inner peace with themselves, like 

to be accepted by others the way they are, and generally feel more confident in 

themselves and their abilities irrespective of other's opinions. In comparison, self­

fulfillers favor consuming self-enhancing products and, as accomplishers, they prefer 

symbols of achievement and success (Kahle 1996). Taking these preliminary findings 

into consideration, it is reasonable to expect that: 

HI: In general, consumers living in nations with large social power distance 

tend to value products that provide benefits which enhance status and social 
image more than consumers living in nations with low power distance. 

TABLE 3.1 Correlation between Two Dimensions of National Character and 
Consumer Personal Values in Six Countries a 

VALUE 
POWER DISTANCE UNCERTAINTY VOID AN CE 

PEARSON SPEARMAN PEARSON PEARMAN 

Self-Fulfillment 
.83 * .58 .95 * .90 * 

(p< .04) {Q_< .23) {Q_< .01) (p< .02) 

Self-Respect 
-.84 * -.77 -.86 * -.83 * 

(p< .04) lI?_< .07) lI?_< .03) (p< .04) 

Warm Relationships 
.62 .66 .80 .77 

~< .19) {Q_< .l~ {Q_< .06 {Q_< .071 

Accomplishment 
.37 .37 .18 .09 

(p< .49) {Q_< .47) (p< .74) (p< .87) 

Being Well-Respected 
-.57 -.58 -.66 -.46 

(p< .24) {Q_< .23) ~< .16) (p< .35) 

Fun and Enjoyment 
.14 .12 -.03 -.26 

(p< .80) {Q_< .83) {Q_< .95) (p< .62) 

Security -.15 .058 -.32 -.09 

(p< .77) {Q_< .91) {Q_< .54) (p< .87) 

Sense of Belonging -.81 * -.60 -.58 -.57 

(p< .05) {Q_< .21) {Q_< .23) {Q_< .24) • 
RankinUSS g of eight personal values m Great Britain, Germany, Derunark, Norway, United States, former 

R, and Japan. 
• Significant at the a.< .05 
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l!Jlcertaintv Avoidance. As the label of this dimension suggests, uncertainty avoidance 

reflects the degree to which members of a nation tolerate role ambiguity and lack of 

strocture in life. This can be seen as a relative measure of fear of what the future might 

bring, a concept Hofstede labeled "National Anxiety". Attempting to cope with future 

uncertainties produced several strategies that differ in terms of scope. On the individual 

level, guarding against the future requires continually enhancing personal skills, talents, 

and abilities. On the social level, individuals will try to reduce future uncertainties by 

pursuing strong interpersonal relationships with others and firm interfamilial ties. 

Results from the preceding preliminary correlation analysis between country scores 

on Uncertainty-Avoidance Index (UAI) and personal values are promising. Of the eight 

values, self-fulfillment and the need for warm relationships were positively associated 

with UAI though one of these correlations was not significant due to low power (r = .95, 

p < .01 level; and r = .8, p < .07 respectively). While uncertainty-minimization strategies 

can be effective, they tend to produce negative consequences to individuals. Striving to 

enhance one' s abilities will more likely create personal dissatisfaction. This theoretical 

relationship is supported by significant negative correlation between self-respect and 

uncertainty avoidance (r = -.86, p <. 05). Hence: 

H2a: In general, consumers living in nations with low tolerance for 
uncertainty (high uncertainty avoidance) place more importance on 
personal abilities and interpersonal relationships than do individuals 
living in low uncertainty avoidance nations. 

In the context of cross-national satisfaction, it was found that cultures do indeed 

differ in terms of their tolerance for future ambiguity. Within cultures, intolerance for 

risk can take one of many forms, including reducing risk in purchasing. In general, a 

major reason why consumers prefer known brand names products to generic products is 
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the level of confidence in the quality of performance. Well-known brands establish 

considerable trust and awareness with extensive promotional campaigns and standing 

behind their claims of product quality. Taking this linkage into consideration, it is 

expected that: 

H2b: Members of cultures with high uncertainty avoidance generally prefer 
familiar brands with known levels of attribute quality to unfamiliar 
brands. 

Personal Values and Product Satisfaction 

The other goal of this study is to examine the relationship between cross-national 

consumer valties and customer satisfaction with products. Basically, consumers have 

needs that can be fulfilled by many alternatives available in the market, each of which has 

attributes that provide different benefits. After evaluating the quality of relevant 

attributes for each alternative, consumers choose the brand that is more likely to produce 

those desired consequences and that is least likely to lead to unwanted consequences. 

Satisfaction, then, becomes an emotional response that results from a comparison process 

between what consumers consider desirable consequences and actual postpurchase 

attribute performance. 

Desired consequences, according to Gutman (1982), can be categorized based on 

the need fulfilled. These needs may be physiological, geared toward maintaining the 

survival of the person (e.g., hunger, thirst, and need for shelter and medicine). These 

needs could be psychological, satisfying innate emotional and cognitive needs of the 

individual (e.g., maintaining a high level of respect, motivation and strong self-

confidence, and adopting healthy lifestyles), or these needs could be sociological, 

reflecting how an individual would like others to react to the product and to the self (e.g., 
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the need to belong, association with a larger group, achieving social respect). While most 

researchers agree that there are few variations among individuals in terms of the number 

and hierarchy of physiological needs, they admit that consumers differ widely in terms of 

their psychological and sociological needs, which are partly determined by their cultural 

settings and personal values. 

Valued-Benefit Performance {VB-P) Congruency Model o(Satisfaction. Unlike the 

prediction of the disconfirmation paradigm which portrays satisfaction as a function of 

expectation-minus-performance, the (VB-P congruency) paradigm conceptualizes 

satisfaction as the level of congruency between valued benefits and the perceived quality 

of attribute performance. As the product is perceived to bring the customer closer to 

attaining his or her valued benefits, it becomes more likely that s/he will be satisfied. 

Valued Benefits. Products can be viewed as providing benefits that have 

consequences for the customer. In order for these consequences to be relevant to the final 

evaluation of product, they should first be consequential to the customer. We know that 

what is desired in a product is derived primarily from what is valued by the individual, 

hence values as a favored end-state of existence and preferred mode of conduct can be 

considered as a primary source of consumers' needs, wants, and desires. Therefore, it is 

expected that: 

H3: Desired benefits expected to be fulfilled through product consumption 
are directly related to highly important consumer values. 

Perceived Performance. As discussed earlier, it is expected that a high level of 

perceived performance is capable of overwhelming the emotional and cognitive state of 
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the customer. Satisfaction judgments will be swayed particularly in products with 

attributes that have a salient performance component. Evidence supporting the effect of 

performance on satisfaction can be found in several studies that have shown that the level 

of perceived performance has a direct and positive influence on satisfaction and an 

indirect and positive impact through the cognitive comparison between what was initially 

wanted and what was actually experienced. In a controlled experimental setting, 

Olshavsky and Miller (1972) examined the effects of high and low performance and 

expectations on product evaluations of tape recorders. They concluded that high levels of 

expectations ~d performances lead to a favorable evaluation of product performance, yet 

they did not measure their impact on satisfaction. In a study explicitly measuring 

satisfaction, Churchill and Surprenant ( 1982) have found that while both performance 

and disconfirmation had a positive and direct effect on satisfaction with the plant, only 

the perceived performance had a statistically significant impact on the reported 

satisfaction with a video disk player. It is expected that: 

H4 a: Perceived performance will have a direct and positive influence on 
satisfaction. 

~ b: A high level of perceived performance will have an indirect positive 
impact on the value-performance congruency (or in other words, a 
negative impact on value-performance disparity). 

Benefits-Performance Congruency. Much evidence from early research on 

product evaluation has demonstrated that customers are unable to evaluate the quality of 

product performance unless compared to some standard of choice. According to the 

adaptation level theory (Helson 1964), consumers evaluate product performance using a 

standard of comparison. An observed disparity between the performance and the chosen 

standard of comparison represents a conflict between internally held beliefs and 
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·ved reality This often leads consumers to a negative emotional state. This percet · 

cognitive conflict can be successfully removed by eliminating the disparity, which can be 

accomplished by shifting performance evaluation either toward or against the standard. 

Support for these relationships can be found in the Assimilation-Contrast theory, where 

Sherif and Hovland ( 1961) postulated that the magnitude of the disparity between actual 

performance and the chosen standard distorts performance ratings. They have shown that 

when the performance-standard disparity lies within the latitude of acceptance, 

individuals often assimilate their performance ratings toward their standard, but when the 

disparity falls,outside the acceptance range, the consumer's evaluation of performance 

quality deteriorates, and consumers shift their performance away from their standard. 

Utilizing valued benefits as a research variable has been evident in some 

disconfirmation studies. While Oliver's (1980) cognitive model of satisfaction advances 

expectations as the primary antecedent of reported satisfaction, subjects were explicitly 

asked to provide their subjective disconfirmation of whether the benefits and problems of 

the flu vaccine did or did not exceed original expectations. 

In the context of cross-national satisfaction, valued benefits can be viewed as the 

desired level of product performance that justifies the monetary and non-monetary costs 

the consumer has undergone to acquire the product. With perceived performance held 

constant, an increase in the magnitude of valued benefits will be more likely to create a 

negative gap in the valued benefits-perceived performance construct. Hence: 

Hsa: As the level of wanted benefits increases, the congruency between 
performance and value congruency decreases, ceteris paribus. 

The level of the incongruity between acquired benefits (perceived performance) 

and desired benefits is expected to generate a negative effect on satisfaction. Evaluation 
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f ducts starts with the assessment of the perceived product benefits. These benefits 
0 pro 

will be evaluated relative to what the customer perceives to be valuable and important. 

As discussed earlier, customers' perception of the valued and desired stems from 

consumer personal values. Therefore, a superior performance on attributes that brings the 

customer closer to attaining their highly ranked personal values will lead them to greater 

satisfaction with products. Inferior performances of valued attributes will make 

customers less satisfied. Hence: 

Hs b: Satisfaction with the product is expected to be inversely related to the 
disparity between valued benefits and perceived attribute performance. 

Disconfirmed-Expectancv. Results from past research provide evidence of the direct 

effect of disconfirmation on the satisfaction outcome of consumption. As conventionally 

described, better-than-expected performance creates pleasant feelings of surprise while 

sub-expectation performance leads to feelings of disappointment and anger. When a 

customer finds out that the total savings from converting to a new heating system is 10 

percent rather than the 35 percent that was initially promised, the outcome of purchasing 

the new heating system is more likely to be frustration and strong dissatisfaction. 

The relative explanatory power of the disconfirmation paradigm vis-a-vis the 

value-congruency paradigm of cross-national customer satisfaction is tested. 

Specifically, the disparity between initial performance expectations and perceived level 

of performance should create feelings of pleasures, while a disappointingly poor 

performance should make the customer dissatisfied. Therefore, it is expected that: 

H6: Product satisfaction is expected to be a function of the perceived 
difference between expected attribute performance and realized 
attribute performance. 
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TABLE 3.2 Summary of Study Hypotheses and Expected Findings 

r-
TESTED CONCEPT PATTERN OF RELATIONSHIP EXPECTED FINDINGS 

t""" 
Correlational linkages. Not The presence of association 

Associations between 
cultural values and directionality is assumed, however, between the magnitude of 

personal values. _N~ because existence of culture precedes power distances in culture 

specific hypothesis 1s that of the individual, it is more likely and tendency to avoid 

formalized. that cultural values might be shaping, to ambiguity and lack of 

some extent, personal values. structure in life will 
influence the kind personal 
value held by individuals in 
~neral. 

Correlational analysis, and no causality, Based on power-equilibrium 

Power distance and is assumed due to the missing of many process, it is expected that 

ostentatious consumption. possible mediating variables from high power distance 
present analysis. promotes ostentatious 

conspicuous consumption. 

Uncertainty r;duction To deal with future anxieties 
strategies at the Correlational analysis. and threats, individuals rely 
individual and social on their personal talents and 
levels. pursue stronger familial ties. 

Personal values and Based on previous research on human Previous research suggested 
Valued benefits in values, desired product benefits are that the kind of benefits 
products (Notebook linked to what consumers' value at the wanted in notebooks are 
computer). personal level. linked to the highly regarded 

personal values. 

Structural equation analysis. The As consumer perceive a 

Applicability of the 
satisfaction responses of citizens of the performance higher than 
two countries is related to the magnitude what they initially expected, 

disconfirmation model of of disconfirrnation observed between they become pleasantly 
satisfaction expected attribute performance and surprised and hence, more 

perceived quality of performance. satisfied, and vice-versa. 

Applicability of the 
Structural equation analysis. A high level of satisfaction 
Satisfaction of the international occurs when consumers 

valued-benefits- consumer is determined by the match perceive the products as 
performance congruency between what the product is able to providing the kinds of 
model of satisfaction provide and what the consumer initially benefits wanted regardless of 

demands as the most important benefits. how e>q>ected attribute 
performance differed from 
actual performance. 
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CHAPTER4 

4. METHODOLOGY 

There are three basic objectives for this study. The first objective is to explore a 

cultural interaction between cultural values and personal values. Although the intention 

here is not to propose a direct causal relationship between the two sets of values, it is 

believed that, based solely on the temporal order of existence, formulation of individual­

level values could be influenced, in part, by dominant cultural values, and thus, one 

expects to fincl an empirical linkage between the two constructs. The second objective is 

to examine the relationship between the two kinds of values and consumers preference 

for specific product benefits. The final objective is to evaluate the relative explanatory 

power of the disconfirmed-expectancy model of customer satisfaction in comparison to 

the value-congruency model in determining the correlates of cross-national customer 

satisfaction. A depiction of the two models including its dependent and independent 

constructs appears in figure 2. 

Design. The research design specified for this study is a 2 x 2 between-group, 

quasi-experimental design with participants from two countries (U.S.A./Kuwait), and two 

levels of expectations (high/low). In each country, half of the sample was randomly 

assigned to each of the two levels of expectations. As illustrated in figure 2, expected 

performance and valued benefits are the two exogenous independent variables in the 

valued-benefit performance congruency model while expected performance is only 

exogenous variable in the disconfirmed-expectancy model. Attempting to manipulate 

expectations was deemed necessary to avoid the inadvertently grouping subjects with 
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FJGURE2 
Valued-Benefit Performance Congruency and Disconfirmed 
Expectancy Models of Customer Satisfaction: Main Constructs 

Benefits-Performance Congruency Model 

Disconfirmed Expectancy Model 

homogenous expectations of attribute performance hence impeding the use of relevant 

multivariate statistical analysis techniques. True manipulation of valued benefits, on the 

other hand, is untenable because they are linked to higher order values. However, it was 

possible to try to polarize two of the most valued benefits by providing information that 

strengthened one of the valued benefits in the product at the expense of the other, similar 

to the procedures employed by Spreng, MacKenzie, and Olshavsky (1996). 

In the context of this study, performance was treated as a measured variable and 

not as a manipulated variable. This decision was made in part because the performance 

of the computer is inherently multidimensional and complex, involving a large number of 

the evaluative criteria, or attributes. In addition, a true manipulation of computer 

performance is questionable because evaluation of perceived performance is 
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taminated by attribution tendencies, such as attributing good or poor performance to 
con 

manY plausible sources including quality of hardware, software, perceived lack of 

necessary computing skills, or a combination of these contaminants. 

Countries. The objectives of this research include the assessment of the relative 

influence of cultural values on consumer values and to examine the impact of non-

product factors (personal values) and product-related factors (valued-benefits, attribute 

expectations, performance, valued-benefits congruency, and disconformation) on post use 

satisfaction. To test these underlying research hypotheses, two countries with 

heterogeneous' cultural value systems were needed. Although the accessibility to subjects 

has contributed to the selection of these two nations, the aim was to select two countries 

that: (1) enjoy relatively similar standards of living and comparable marketing and retail 

industry structures; and (2) differ in terms of their cultural orientation (Western and 

Middle Eastern) and in terms of their relative positioning on the Hofstede dimensions of 

national character. A comparative analysis of the indicators presented in Table 4.1 

reveals the similarity between the socioeconomic conditions of the residents of both 

countries. Furthermore, Kuwait, as a part of a cluster of Arab countries, scored high on 

both power distance and uncertainty avoidance, low on individualism, and average on 

masculinity. The United States, in comparison, scored low on power distance between 

individuals, low on uncertainty avoidance, high on both masculinity and individualism. 

Stimuli Product. A new computer notebook (Dell Latitude XPi CD) was used as the 

stimulus product for both groups in this study. This product category was specifically 

chosen for the following reasons. First, Nelson ( 1970) and Zeithaml ( 1988) provided 

literature showing that evaluation of products with attributes that can be evaluated prior 
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TABLE 4.1 Similarities and Differences between Rhode Island and Kuwait on 
Key Demographics and Scores on Dimensions of National Character 

INDICATORS RHODE ISLAND (US) KUWAIT 

Population as of 1994 (thousands) 997 1, 620 ( 41 % nationals) 

Income per Capita (after tax, 1994) 16,274 $ 17,490 

Literacy 98% 63% 

Number of autos (Car ownership 695,310(1.4 778,406 ( 2 

ratio erson/car ersons/car 

Telephone per 1 OOOs 5-20 telephone 5-20 telephone 

Power distance (out of 110) 40 85 

Uncertainty Avoidance (out of95) 46 66 

Masculinity (out of 112) 62 50 

Individualism (out of 91) 91 38 

to purchase (i.e., search attributes) or during actual use (experience attributes) are more 

likely to trigger a cognitive evaluation process than those composed of attributes that can 

never be evaluated (i.e., credence attributes). In this case, notebooks have an adequate 

number of search attributes to allow creation of expectations and predictions about the 

likelihood of obtaining desired benefits, and enough salient performance attributes to 

allow an evaluation of actual performance. Second, there has been a rapid diffusion of 

personal computer machines for business and household use in both countries, and the 

college student population has been one of the target markets for notebook makers. As 

such, participants are expected to possess ample prior knowledge to identify what kind of 

benefits and attributes are wanted in a computer and to judge its performance. Finally, an 

important objective of our model is to examine whether greater power distance leads 

consumers to adopt status-enhancing consumption. Because notebook computers are 

considered as high-end products with prices far exceeding their desktop counterparts, and 
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because they are portable and can be carried and used in public, notebook computers 

qualify as a status symbol, very similar to owning a cellular phone. 

_MEASURES. 

As shown in the structural model (refer to Figure 1 ), satisfaction experience with 

a product is related to two levels: 1) no~-product related factors including cultural (i.e., 

country) and individual level factors (valued benefits, attributes, and performance), and 

2) product-related factors specific to the purchase-consumption experience. Thus, the 

variables used in this study consisted of 2 main sets: the first set included measures of 

cultural values' and personal values while the second set included measures related to the 

constructs of consumer satisfaction. A complete copy of both questionnaires used in this 

study appears in appendix 2A and 2B. 

A. The "Values" Set. 

1. Cultural Values. Relating cultural values to personal values should be 

preceded by a discussion of a taxonomy of relevant cultural dimensions. Although 

previous work on cultural values has employed different frameworks to delineate relevant 

cultural dimensions, the focus of this research will be limited to exploring the 

interrelationships between Power Distance and Uncertainty Avoidance with personal 

values. The approach to measuring each of these two dimensions is described below. 

POWER DISTANCE SCALE (PDS) . This construct was traditionally measured using 3 

items mentioned in the Hofstede original scale. All of these items dealt with employee 

perception of the behavior of their management (i.e., "To what extent employees are 

afraid to disagree with their manager?", "What is the present decision-making style of 
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I 

anager?" and "what is the preferred decision-making style?"). It was feared that 
yourm · ' 

measuring such a broad societal tendency using only three items related to workplace 

values might be too restrictive and may not capture the true presence of power distance. 

In order to improve the measurement of this cultural dimension, a broader scale 

has been constructed including two of the three original items and 9 additional questions 

related to behaviors and perceptions closely associated with these dimensions. These 

additional items were all derived from Hofstede's observation of the broad consequences 

of Power Distances in society. All questions are scored using an 11-point scale, ranging 

from strongly,disagree (1) to strongly agree (11). This scale is represented by items 10 to 

20 in the final questionnaire (appendix 2A). 

UNCERTAINTY A VO/DANCE SCALE (UAS). The original scale measuring the 

uncertainty avoidance construct was composed of opinions expressed about three 

statements (Rules of the company should not be broken even when it is beneficial to 

break it; Perceived stress on the work place; and How long does the worker intend to stay 

with the company?). Again, concerns about the restrictive scope of these questions to 

behaviors in the workplace might risk the validity of the scale when introduced to a 

population other than company workers. The remedial approach taken here was similar 

to the power distance scale, where 7 more items were added based on Hofstede's 

conclusions about the ramifications of high/low Uncertainty Avoidance on some aspects 

of social perceptions and behavior. The expanded scale is represented by questions 22, 

and 24-32 in the final questionnaire. 

2. Personal Values. The approach taken in measuring personal values was to 

use an already existing scale with established reliability and validity, called the List Of 
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Values Scale (LOY, Kahle, 1983). The original scale included 9 values (need to belong, 

wanting to live an exciting life, need for warm relationships, making the best use of 

talents, wanting other's respect and recognition, enjoying pleasurable life, wanting to feel 

safe, maintaining sense of self-respect, and the need to become successful). Post­

modification of the LOY scale yielded 8 values, blending the need for excitement in life 

andfim and enjoyment into one category. 

The scale' s author conducted extensive testing to measure its reliability. Results 

from two studies designed to assess LOV's reliability over a month's time reported test-

retest reliability coefficients of .92 and .85 (Kahle 1996). To maximize the scale's power 

of detecting the magnitude of individual preferences for each value on LOV, the author 

suggested using positive unbalanced scaling which ranges from important to most 

important as endpoints. The nomological validity of the LOY scale was established when 

the author observed a strong association between obtained scores and many aspects of 

personality traits and behaviors measured by other established scales. This scale is 

represented by items 1 to 8 in the questionnaire. 

3. Relative Strength of Cultural Affiliation. This scale is composed of four 

items. The first two items are direct measures of cultural identification and strength of 

affiliation (With what culture the participant identifies, how strongly the person feels 

affiliated to the culture of choice, Deshpande et al. 1986). The remaining two items are 

indirect measures of the strength of cultural affiliation (wearing national clothes outside 

the country and observing social celebrations and festivities outside the country). These 

measures were included to detect the strength of cultural affiliation. This scale is 

represented by items 33 to 36 in the questionnaire. 
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B. The Satisfaction Constructs Set. 

This set consisted of one dependent variable and three independent variables. 

1. Satisfaction (dependent variable). The dependent measure used in this study 

is customer satisfaction. The satisfaction scale used in this study was designed to 

measure the emotional outcome of the notebook experience after completing the hands­

on evaluation. Satisfaction with the computer was assessed using an overall satisfaction 

measure with bi-polar items anchored by "Delighted-Terrible'', "Very Dissatisfied-Very 

Satisfied", and "Very Displeased-Very Pleased". These items coincided with the widely 

accepted portfayal of satisfaction as an emotional construct following product experience 

(Westbrook, 1980). This scale is represented by items 83 to 85 in the final questionnaire. 

It is important to mention that some cross-cultural studies implicitly assume the 

equivalence of constructs without any attempts to support this assumption. In this study, 

however, special attention was given to explore the nature of the satisfaction construct 

and to examine its conceptual equivalency in both cultures before empirical comparisons 

were conducted. Details of this effort are outlined in the procedures section. 

2. Valued Benefits (independent variable). This measure was constructed 

specifically for this study. Indeed, identifying the relevant benefits is one of the 

objectives in this study. The conceptual distinction between attributes and benefits is 

straightforward; attributes reflect what the manufacturer claims a product can do for the 

consumer, while benefits represent the actual utility consumers receive from the product 

as they perceive it from their side. If a product performs in a manner identical to the 

engineering specifications but fails to provide what the consumer is willing to receive, the 

product may not succeed in creating high satisfaction. The approach taken to identify 
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these benefits in both countries is described in the "procedures" section. It was found 

that the common benefits valued in both cultures were four: portability, multimedia, 

accessibility to information, and social perception. The scale measuring valued benefits 

is represented by items 3 7 to 40 in the final questionnaire. 

3. Expectation of Attribute Performance (independent variable). Measures 

of expected attribute performance were taken on 10 key attributes frequently mentioned 

in advertisements, review articles and frequently mentioned by computer salespeople. 

These attributes were technical in nature including the following items: lightness, size 

and keyboard'comfort, CPU speed, screen quality and size, RAM size, modem speed, 

ease of upgrading, perceived quality of brand name, length of warranty period and after 

sale service, and being reasonably priced given expected performance (items 41-50). 

Manipulation. Expectations of attribute performance were manipulated by providing 

two versions of ads for the notebook. The first version contained messages highlighting 

portability of the computer as well as technical specifications about the weight and the 

size of the notebook and the durability of the battery. The second version of the ad 

contained messages stressing the multimedia capabilities of the computer and its related 

technical features (screen size and quality, speakers, and game features). Refer to 

Appendix 3A-3D for a copy of both ads. 

The response format used for this scale is an 11 point rank scale ranging from (1) 

representing highly unexpected to (11) highly expected. After the first pretest, many 

Participants complained about the lack of identifying categories for the numbers in the 

scale. A typical question was "which number to choose for generally expected when the 

scale ranges from 7 to 10?". Subsequently, 7 categories were constructed to provide a 
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d finition of the representation of each number. The second pretest was successful 
clear e 

in the sense that respondents understood the scale and no complaints or questions were 

received about this uncertainty. 

4. Perceived Attribute Performance. fhis is a 12-items scale designed to 

measure how participants evaluated attribute performance after using the product using 

an I I-point scale ranging from ( 1) bad performance to (I I) exceptional performance. 

This I2-items scale is represented by questions 51-62. Initial pretest revealed that none 

of the 20 respondents selected a number below good performance, which eventually led 

to restricting answers to a smaller subset of the original scale. In response, the anchors 

were changed to I -4 points reflecting ascending levels of good performance, 5-8 

indicating excellent performance, and 9-1 I representing exceptional performance. To 

examine the presence of boundary effects, a frequency table was constructed. Results did 

not show any sign of clumping at the lower side of the scale. (See appendix 4). 

5. Desired Value and Performance Congruency. This four-item scale was 

constructed to measure respondents' judgement about attaining their desired benefits 

given the level of performance already experienced. More specifically, respondents were 

asked to evaluate the disparity, as they perceive it, between the four main benefits 

(portability, multimedia, accessibility to information, and social perception) and the 

perceived level of attribute performance. The four items have an I I -point response 

format, categorized into three groups as the following: 1-4 (less than what I expected), 5-

7 (similar to what I expected), and 8-11 (more than what I expected). This scale is 

represented by questions 63-66 in the final questionnaire. 
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6. Disconfirmation. This subscale, consisting of 12 items (67-78), was 

tructed to measure the subjective difference between consumer initial expectations 
cons 

and perceived attribute performance. This widely accepted method measures the valence 

of the subjective expectation-performance discrepancy as opposed to simply using 

difference scores between expectations and performance. The response format chosen 

for this scale was an 11-point evaluation scale falling into three distinct groups (1 -4 = 

less than expected, 5-7 = as expected, 8-11 = better than expected). 

C. Possible Covariates 

Altho~gh most of the research that identifies the determinants of customer 

satisfaction has traditionally focused on product-oriented factors, research on purchasing 

as a social exchange process led to the identification of two intervening (moderating) 

variables of satisfaction responses. Because computer evaluation is knowledge-based, 

familiarity with computers was measured. 

Equity. This concept comprises fairness; individuals demand this in most dyadic 

relationships, particularly commercial transactions. A relationship is judged to be 

unequal when the proportion of outcomes to sacrifices of the individual parties varies 

beyond some idiosyncratic level of tolerance. 

Within the context of customer satisfaction, consumers recall and compare their 

realized benefits to their monetary and non-monetary costs then they judge their relative 

benefits in relation to other customers or the seller. Sacrifices disproportionately higher 

than benefits (deficit) decrease satisfaction while large rewards (surplus) will enhance 

product satisfaction ratings. Given that perceived equity varies from one culture to 

53 



th r it seems necessary to measure the presence of (in)equity perceptions in both 
ano e' 

countries and to assess their relative association with satisfaction. 

Attribution. The evaluation of a product can be influenced by the attributions 

consumers make about who is responsible for observed superior or inferior quality of 

product performance. Results from research on attribution show that because consumers 

are protective of their self-concept, they tend to attribute product failures to others while 

attributing successful performance to themselves (Oliver and DeSarbo1988). Research 

on attribution effects uncovered these attribution tendencies. Valle and Wallendorf 

(1977) have shown that when a product fails to perform as anticipated, 75 percent of 

consumers blame others but when product performs well, nearly the same proportion 

attribute the superior performance to internal causes. As such, this tendency should be 

measured and controlled for, if necessary. 

Prior Experience. In the context of this study, one could argue that knowledge about 

the category (computers) and the specific product (notebooks) may be different between 

the two countries. Single item measures of all three variables were included in the 

questionnaire (questions 86-88). 

PROCEDURES 

Participants. The aggregate sample used in this study consisted of two samples 

recruited from two presumably different student populations, namely Kuwait University 

and the University of Rhode Island (representing the Northeast region). These 

populations were chosen with many considerations in mind. First, within the local 

economy, the potential purchasing power of college students after graduation is greater 
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than their less-educated counterparts. Second, given that a college education is fully 

subsidized at Kuwait University and partially subsidized by the Rhode Island state 

mment for resident students at the University of Rhode Island, diversity among gove 

college students tends to be larger than what can be found in private colleges. This 

probably provides a better representation of the state population. Third, the product used 

in this study is widely used by both student groups on both campuses. 

A total of 126 participants were recruited from business classes taught at the 

Faculty of Administrative Sciences at Kuwait University. Recruitment was restricted to 

subjects who ~e Kuwaiti citizens educated in Kuwaiti schools. Students were asked to 

participate in a study on notebook computers by responding to a number of questions 

about themselves and their perception of their society followed by questions about the 

computer. Enrolment in the study was voluntary and no financial or course credits were 

offered. Six surveys were excluded from the analyses due to missing responses, 

reducing the number of usable surveys to 120. 

The initial US sample consisted of 125 participants recruited from business 

classes taught at college of business at the University of Rhode Island. Only American 

students who completed all their formal education in the US were recruited. At the 

beginning, participation was voluntary, however, attendance was far less than anticipated. 

To encourage participation, students were offered a little extra credit in their class. 

Participants were asked to sign up for individual appointments. Five surveys were 

dismissed because of incomplete responses. The final sample consisted of 121 subjects. 

The characteristics of both samples are illustrated in table ( 4.2). 

55 



TABLE 4.2 Sample Demographics 

- MARITAL ANNUAL INCOME 
SAMPLE SEX AGE WORK 

STATUS (MODE) 

~ Male 62 Mean 20.66 Yes 25 Single (I 12) 

Kuwait (N= l20) No 94 Married (7) Below $3,500 
Female 58 Range 17-28 

Miss. I Separated ( 1) 

r- Male 58 Mean 21.52 Yes 71 Single ( 116) 

us (N=121) Married (4) Below $3,500 
Female 63 Range 19-50 No 50 

Separated ( I ) 

Translation. Because of the concern that translation of Western scales into a different 

language may actually have altered the individual meaning of the items, a system of 

translation and b'ack-translation procedures was adopted for this study. The original 

English questionnaire was given to four Kuwaiti bilingual individuals for translation into 

Arabic. Three of these translators were students graduated from English schools in 

Kuwait while the fourth was a Kuwaiti female student with an advanced English degree. 

The four copies of translated questionnaires were then compiled to produce one Arabic 

questionnaire. Three research assistants with graduate business degrees from the US 

translated these questionnaires back to English. Both the original versions and the back-

translated versions were examined for textual differences, however no differences were 

observed and no necessary refinements were necessary. Copies of the questionnaire, ads, 

and consumer reports in both languages appear in appendix 2A-2D and 3A-3D. 

Equivalency of Constructs. 

The obvious linguistic and cognitive differences between cultures poses a unique 

problem to cross-cultural researchers--whether the constructs established in one culture 

mean the same thing in another culture. Several articles on cross-cultural methodology 

recommended establishing functional equivalence of main constructs rather than simply 

56 



·ng its existence without empirical validation. In the present research, the meaning 
assunu 

of satisfaction and the determination of relevant valued benefits seem to be the two 

constructs with meanings that are entirely determined by the individual. Hence, it is 

possible that the definition of these two constructs might be culture-dependent. 

Satisfaction Construct. While there has been extensive research on satisfaction in the 

US, no prior work exploring the concept of satisfaction from the perspective of the 

Kuwaiti consumer was found. One could argue that, although termed similarly, 

satisfaction with product and services in the US may represent a concept that can be 

' different to Kuwaitis. 

Approach to explore Satisfaction. The approach taken to explore satisfaction 

was the thought elicitation procedure using the Critical Incidence Method (e.g., Bitner et 

al. 1990). Briefly described, the method is a face-to-face, structured open-ended focus 

group interviews in which the interviewer asks the participants about memorable 

incidents that were particularly satisfying and dissatisfying. This method is especially 

effective in exploratory research because firsthand experiences are inherently much more 

accurate and reliable compared to archival complaining data or manager's perceptions of 

what might be satisfying or dissatisfying to the customer. 

The effort to outline the satisfaction concept involved one focus group in the US 

and two focus groups in Kuwait. The US focus group consisted of 20 juniors (equal mix 

of males and females) taking a consumer behavior marketing course. Participants were 

asked to remember particularly satisfying or dissatisfying experience(s) and to describe, 

as clearly as possible, what caused them to feel that way. A total of seven incidents, four 

dissatisfying and three satisfying, were revealed at the meeting. 
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Two Kuwaiti focus groups were conducted. The first focus group consisted of 15 

college students (3 males and 12 females) recruited from a business class taught in 

Kuwait University. Roughly half of the participants were business majors while the other 

half were not. The second focus group was conducted using 7 college students ( 6 males 

and one female) taking a different business class in a manner identical to the first group. 

The two focus groups provided a total of 9 satisfying experiences and 12 dissatisfying 

experiences. All of the experiences were then transcribed for further analysis. Refer to 

appendix 5 and appendix 6 for a summary of these transcribed experiences. 

The cov-tent of the 25 experiences collected from all participants in both countries 

were first content analyzed to insure that (1) experiences were not vague, general to 

product class rather to a specific product, or were related to other people's experiences, 

and (2) experiences included direct causes of (dis)satisfaction as perceived by the 

participants. Consequently, two incidents (Incident # 13 and # 15) were dropped from the 

Kuwaiti sample due to generality and perception of the category rather than a single 

brand, whereas one vague experience (Incident # 6) was dropped from the US responses. 

The remaining 22 incidents were then enumerated, sorted, and coded. Two 

judges (research assistants), working independently, were asked to read the coded 

experiences carefully and check for pattern similarity and differences in order to 

construct categories for the satisfying and unsatisfying responses. The resultant 

categories in each country were similar, both for satisfying and unsatisfying experiences 

(See Table 4.3). On the basis of these results, one could conclude that satisfaction in both 

cultures is an emotional outcome of a consumption experience triggered by product and 

non-product factors, and leads to attitudinal and behavioral consequences. 
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TABLE 4.3 Category Classification by Type of Incident for Both Countries 

.... KUWAIT a usa 
i-

SATISFYING DISSATISFYING SATISFYING DISSATISFYING 

Exceptional product Product Failures 
Better-than- Failure to rectify 

features (incidents # 5, 8, I I, I 8) 
expected quality service errors 

(incidents # J ,2,4,6, I 0, 12) (incidents# 5) (incidents # 2) 

Positive response t? Salesperson failure to 
Positive redress Product failures 

dissatisfying experiences redress customer 

(incident # 7) 
complaint (incidents# 3) (incident # I, 3, 4) (incidents # 7) 

Consistent performance in Inability to deliver 

habitual product use promised benefits - -

(incident# 14) (incidents# 9, 11 , I 7) 

.- .. 
A total of 16 incidents were collected from the Kuwa1t1 sample and 6 incidents from the US sample. Incidents 

are numbered in a manner similar to appendix 4 and 5. 

Valued Benefits Construct. While consumer reports can be used as a major source of 

infonnation to define valued benefits from the consumer perspective, this evaluation 

leaves the door open for questions about whether residents of both cultures prefer the 

same benefits in computers. Therefore, many sources of information were employed to 

identify key relevant benefits. First, two review articles about computer notebooks in 

public domain magazines such as Computer Shopper and Consumer Reports were 

examined. It was found that most people were looking for computers that were small and 

light for the road and capable of running for long hours (i.e., best mobile computing, 

Road Warrior, Travel easier with .. , etc.). Another key benefit in notebooks was the 

quality of multimedia audio-video output (opening ad statements such as "Visual Feast.." 

and "the power of multimedia notebook". It was also found that branded computers were 

desirable because they usually come with excellent technical service and longer warranty 

(i.e., the best of customer service and tech support). Unfortunately, review articles were 

directed at the American consumer and it would be a leap of faith to assume that other 

intemational consumers tend to value the same benefits. 
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The second source of information to define the main benefits was computer 

notebook advertisements found in a popular computer magazine (Computer Shopper) and 

in a local computer exhibition in Kuwait (INF097). Ads collected were analyzed to 

identify the most important benefit highlighted in the ad, typically in boldface print and 

background image. After analyzing ads directed at personal users (business users were 

excluded), roughly the same benefits were highlighted (portability, power and 

multimedia, connectivity and information accessibility, and, finally, brand image). Still, 

the benefits outlined reflected the perception of the manufacturers and retailers about 

what consumer~ might be looking for. 

Finally, two other focus groups were run in each country prior to conducting the 

study to identify relevant valued benefits and attributes relevant to the residents of both 

countries. The first focus group was composed of five college students. The method 

used was a free format and open-ended questions. Participants were asked about what 

they particularly liked and disliked in computers in general, and in a notebook, in 

particular. A summary of the key dimensions appears in table (4.4) after excluding those 

related to the retail outlet. None of these participants were recruited in the final study. 

TABLE 4.4 Tabulated Data from US Focus Group (N=S) 

DIMENSIONS 

Computer Size 

Memory and CPU Speed 

Screen 

Communication and Internet 
connectivity 

Well Made 

Value (features/price ratio) 

POSITIVE 

Small (light) 

Large memory and faster CPU 

Large screen with high resolution 

Compatibility with the Internet 
and mainframes 

Branded but customizable 

Low price 

Useful software included 
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NEGATIVE 

Large (heavy) 

Small memory and slow 
processor 

Small, blurry graphical output 

Restrictive configuration 

Generic "fall apart" 

High Price bundled with useless 
software 



The second US focus group consisted of20 students (the same students who 

participated in the second focus group exploring satisfaction were reused here). Similar 

to the first group, the interviewer used the same free format and open-ended questions. 

Students were asked, among other things, to name the most important things to consider 

when buying a new computer. Results from this group are described in Table 4.5. 

TABLE 4.5 Results Obtained from 2nd Focus Group in the US (N=20) 

KEY PRODUCT DIMENSIONS 

Computer processing speed 

Physical Size (small machines) 

Memory size and Hard disk capacity 

Reputation of the manufacturer 
(to determine quality) 

Expandability and unpgradability 

Warranty and tech support 

Quality of software included 

OTHER DIMENSIONS 

Getting enough information about the product 

Helpful sales people (honest and Knowledgeable) 

Two focus groups were conducted in Kuwait. The same subjects in the two 

satisfaction focus groups were used here. The format was identical to the format used in 

the US focus group, specifically, free-form open-ended questions asked in the following 

form "Suppose that you are in the market to buy a computer [notebooks added later], 

what are the important things you would be looking for?." Responses collected from 

each group were combined and classified in Table 4.6. When data from the four focus 

groups were pooled and edited for redundancy and relevance, roughly all of the four 

benefits identified earlier using the two previous exploratory methods reemerged, namely 

mobility, performance, connectivity, and brand quality. 
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TABLE4.6 Desired Benefits using two Kuwaiti Focus groups (N = 9, N = 15) 

I""' 

FEATURES/BENEFITS LIKED DISLIKED 

EasY to carry and move Small size, light weight, solid Large, heavy 
around structure 

Can be connected to other Modem speed, Cell modem Slow modem, interrupted 
computers and to the preferred, easy to configure connection, crashing 

Internet communication program 

Power, Hard disk space, 
Fast processing of program, 

Slow refresh rate, "no enough clear screen and high quality 
and Multimedia options audio, lar_g_e sto"!8_e capac!!r_ memory" error, dull AV 

Ease of operation 
Easy to setup, no conflicts Complicated computers (many 

between hardware and software disks and setu..£..E.focedures) 

High quality, good Warranty, 
Very Expensive 

Well-known Brand after sale service, rounded and 
' _g_ood-looki1!8_ 

Generic Brands Good price and value Fear of inferior manufacturing, 
lack of reasonable warran...!i'._ (ri~ 

Administration of the Study 

Data were collected in face-to-face interviews with each subject that lasted 

between 30 to 45 minutes. Each participant signed up for a meeting and was given a 

informed consent form explaining the process and their right not to participate or to stop 

participation at any time. Only two individuals refused to participate in the Kuwaiti 

sample due to time restrictions, while no one refused to participate in US sample. 

The final questionnaire constructed for this study consisted of 8 pages that 

included the following: 

1. A cover letter directed to the participant containing information about the scope of the 

study, some important instructions for answering the questions, and the average time 

expected to be spent completing the study. Participants were informed that all data 

are strictly confidential and would be used for academic purposes only. They were 

also provided with the researcher's address and committee chairperson' s address to 
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complain or comment, if necessary. No feedback was received. 

Consumer Personal Values Scale, Power Distance and Uncertainty Avoidance, and 
2. 

Cultural Affiliation Scale. 

Measures of satisfaction, its antecedents, and covariates. 3. 

4. Demographic variables. 

Each participant was asked to respond to items in section 2. They were then 

given a one-page mock consumer review article that described notebook computers and 

the various benefits people often seek in such niaGhines as identified in the previous 

section. This ~tep is followed by taking a few measures of how important the four 

benefits were to the participants. After completing this step, each participant was then 

given one of two versions of commercial advertisements; one with messages and 

technical attributes emphasizing mainly portability features while the other displayed 

messages and technical specifications emphasizing multimedia features. After 

responding to a number of questions measuring their expectation of attribute 

performance, each participant was seated in front the computer and was allowed to 

examine all the features s/he wanted either physically (lifting the computer to evaluate its 

weight and size) or through using any number of preinstalled demo software. After 

finishing this hands-on experience, participants were instructed to complete the rest of the 

questionnaire. After completing the study, each person was debriefed about the purpose 

and the procedures of the study and was thanked. See appendix 2A-2D for the 

questionnaire and the consumer report in both languages. 
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CHAPTERS 

S. RESULTS 

This chapter is divided into three main sections--Data Preparation, Validating 

Study Assumptions, and General Findings and Testing Hypotheses. In the Data 

Preparation section, results from pretesting and manipulation checks, standard data 

handling procedures, and validating primary statistical assumptions are reported. The 

second section, Validating Study Assumptions, focuses on measuring the differences 

between Kuwai!ls and Americans in terms of power distance and uncertainty avoidance. 

In the third section, General Findings and Testing Hypotheses, statistical results are 

reported concerning the association between the personal values and these two 

dimensions of national character, as well as results obtained from a variety of statistical 

techniques designed to test study hypotheses. 

DATA PREPARATION 

Data Preparation. Prior to employing any of the proposed statistical analyses, 

each variable in both data sets was scrutinized for entry imperfections, missing data, and 

presence of data outliers using the following descriptive statistics: minimum-maximum 

values, number of missing values in each variable, and univariate distribution plots. All 

entered data appeared to be in the proper order and within the correct range of values. 

The number of variables with missing observations was low ( 4 7 variables in both sets, 

less than 25% of the total number), their frequency was low (29 variables have one 

missing response, 8 variables have 2, 7 variables have 3, and 2 variables have 4), and the 

pattemoftheir presence appears to be random. However, one variable, evaluation of 
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modem performance, was found to have a suspiciously large number of missing values in 

each (6 and 8 missing observations each set respectively). As a standard procedure, 

replacement with the mean was employed to correct this flaw in all variables, but in the 

case of modem performance, pre and post replacement comparisons were conducted and 

then later found to be minimal (pre-replacement standard deviations were 3.23 and 2.77 

whereas post-replacement standard deviations were 3.14 and 2.67). This variable was, 

therefore, retained for further analyses. 

Normality. Most statisticians recommend screening raw data prior to any 

' advanced multivariate analysis to assess the extent to which each continuous variable 

departs from normality (Tabachnick and Fidell 1989). The third and fourth moments 

were used for this purpose, where a skewness range of- 2 to +2 was acceptable, while for 

kurtosis, the permissible range was - 1.5 and 6. Descriptive analysis generated by the 

SPSS computer package showed that, except for three variables in the Kuwaiti data set, 

all skewness and kurtosis statistics appear to be within the acceptable range. These three 

variables were: one personal value statement (to be well-respected by others) and the first 

two measures of overall satisfaction with skewness equal to -3.66, -2.45, and - 2.25 and 

kurtosis equal to 14.94, 7.94, and 7.33 respectively. The reflect-then-square root 

transformation method was used to smooth out high kurtosis in these three variables 

(Tabachnick and Fidell 1989). 

Manipulation Check. Two separate ANOV A procedures were run on the 

consumer expectations to determine whether the two versions of ads have successfully 

created two different levels of expectations associated with the two most important 

benefits, namely portability and multimedia. 
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Results obtained from the Kuwaiti sample indicated a successful manipulation of 

expectations (See appendix 7 A and 7B). Participants provided with portability­

emphasizing ads were found to have higher expectations of unit lightness (Mportability = 

S.41 and Mmultimedia = 7.39, main effect for type of commercial Fp ,1181 = 10.81, p < .001) 

and expectation of small size (Mportability = 9.09 and Mmultimedia = 7.84, main effect for type 

of commercial Fp,118] = 21.93,p < .0001). Conversely, participants who read a 

multimedia focused ad expected a high quality monitor (Mmultimedia = 8.22 and Mportability = 

7.19, main effect for type of commercial F[1 ,118J = 7.82, p < .006) and a larger Random 

Access Memorx though this was not at a statically significant level (Mmultimedia = 8.14 and 

Mponability = 7.74, main effect for type of commercial Fp,118] = 1.26, p < .26). 

Likewise, manipulation of expectations in the llS sample was generally 

successful. Participants receiving portability ads expected lighter weight at a statistically 

significant level (Mportability = 8.63 and Mmultimedia = 7.48, main effect for type of 

commercial F[1,1181 = 8.61 ,p < .004), however, expecting smaller size was slightly high 

but not statistically significant (Mportability = 8.47 and Mmultimedia = 8.15, main effect for 

type of commercial Fp ,1181 = .855, p < .32). The multimedia ad succeeded in increasing 

expectations for monitor quality and larger RAM (for monitor quality, Mmultimedia = 8.26 

and Mportability = 6.75, main effect for type of commercial f [1, 1181 = 11.39, p < .001 , for 

RAM, Mmultimedia = 8.36 and Mportability = 7.62, main effect for type of commercial Fp ,118] 

= 3.99, P < .048). In light of these findings, manipulation of expectations was considered 

successful. 

Reliability Analysis. There are several criteria to help the researcher assess the 

reliability of each scale including the test-retest method, alternative form method, split-
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halves method, and internal consistency method. From a conceptual standpoint, the 

validity of the test-retest method is prone to subject learning effects while results from 

split-halves method depends on how items were divided into halves. Given the absence 

of alternative forms of present scales, the reliability of each scale was examined by 

calculating Cronbach' s alpha coefficient of internal consistency (see table 5.1), which is 

based on the average of inter-item correlations. According to Novick and Lewis (1967), 

this reliability measure is a conservative estimate of lower bound reliability of 

unweighted items in a scale. Even though there was no agreed-upon minimum value to 

judge reliability"a reasonable threshold frequently mentioned in the business literature 

has been set at .70, although some researchers considered alpha values below .70 to be 

acceptable in research of exploratory purposes (e.g., Hair et. al. 1995, p. 641 ). 

Scale Dimensionality. Factor analysis can be a useful tool for examining the 

underlying structure of scales to assess its factorial validity, assuming that the scales used 

are theoretically sound. This procedure allows the researcher to identify the number of 

dimensions in each scale and the items that contribute to the formation of each 

dimension. The procedure becomes even more useful when some of the scales will be 

used as exogenous or endogenous constructs in structural model. 

Exploratory Factor Analyses with Principal Component extraction procedures 

were applied to all items in each scale for each sample. In the statistical literature, many 

different criteria have been suggested to determine the number of factors to be retained. 

To improve the quality of this delicate decision, a combination of criteria was used in the 

following order. First, factors retained should explain at least 50% of the total variance. 

Second, scree plots were employed as a graphical tool to define a cutoff point separating 
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TABLE 5 1 Assessment of Scales' Reliability . 
...-- Number of Original Alpha Reliability 

Scale (Retained) Items Kuwait us Both 

i-r. Personal Values (LOY) 8 (8) .76 .81 .77 

~- Power Distance (PDS) 11 (11) .53 .55 .55 

3. Uncertainty Avoidance (UAS) 10 (10) .51 .65 .54 

~. Valued Benefits 4 (4) .65 .49 .58 

5. Expectations 10 (10) .70 .88 .83 

'6. Desire Congruency 4 (4) .75 .79 .77 

7. Performance Evaluation 12 (12) .85 .88 .86 

8. Disconfirmation 12 (12) .86 .88 .86 

9. Satisfaction * 3 (3) .85 .91 .87 
• Satisfaction was measured both at the overall level and at the benefit level. To make tested models 

equivalent in terms of their dependent construct, only the first scale was utilized. 

main factors frdm marginal factors. Finally, only factors with an Eigenvalue of one or 

higher were retained, rounded to the second decimal point. In each scale, the pattern 

matrix was further analyzed using V ARIMAX rotation procedures to improve the 

interpretability of the derived factors. Results are presented in table (5.2). 

Scales with small alpha coefficient (below .7), namely Valued Benefits, PDS, and 

UAS, were further examined to uncover their factor structure. Exploratory factor 

analysis was employed using a PCA extraction and V ARIMAX orthogonal rotation 

procedures, using a cut-off factor loading value (L;) value of .40 to consider a variable as 

an indicator of a factor. 

The Valued Benefits scale was found to be bidimensional, with factor loadings on 

the two factors ranging from.51 and .83 . The VARIMAX-rotated matrix of factor 

loadings was used to help determine the nature of each factor. The first factor 

represented benefits related to portability and information accessibility (LK11wait = .82 and 

.79 and Lus = .83 and .70 respectively) while indicators for the second factor were 

benefits related to multimedia and social image (LKuwa;1= .94 and .56, Lus = .49 and .95). 
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TABLE 5.2 Assessing Scale Dimensionality Using Factor Analysis 

r--
SCALE Kuwait us 

i-- Factor (indicators) R2 Factor (indicators) R2 

r- Factor I (1,2,3,6) Factor I (l,2,3) 

1.LOV Factor 2 (,4,5,7,8) 
52% 

Factor 2 ( 4,5,6, 7 ,8) 
60% 

t-" Factor I (9,11,16) Factor I (9,11) 

Factor 2 (12,13,19) 
57% 

Factor 2 (12,17,19) 
58% 

2.PDS Factor 3 (10,16,17) Factor 3 (10,14,15,16) 

Factor 4 (10,15,18) Factor 4 (,18) 

Factor 5 (11,14, 15,19) Factor 5 (13,14) 

Factor I (26,27) Factor I (26,27) 

Factor 2 (28,29) 
66% 

Factor 2 (28,29) 
70% 

3.UAS Factor 3 (23,24) Factor 3 (21,22,23,24,28) 

' Factor 4 (20,21,25) Factor 4 (20,24) 

Factor 5 (25) Factor 5 (25) 

Factor I (37,39,40) Factor I (37,38,39) 
4. Valued Benefits Factor 2 (38,40) 69% Factor 2 (38,40) 62% 

Factor I ( 41,42,43,44,45) Factor I (41,42,43,48) 

5. Expectations Factor 2 (46,48,49) 57% Factor 2 (46,47,49,50) 71% 

Factor 3 (44,47,50) Factor 3 (44,45) 

6. Desire Congruency All items 57% All items 62% 

Factor I (53,56,58,59,62) Factor I (57,59,60,61,62) 

7. Performance Factor 2 (51,52) 56% Factor 2 (51,52,52,55) 62% 
Evaluation Factor 3 Factor 3 (54,56,58) 

(54,55,57,60,61,62) 

Factor I Factor I (67,69,70,72,73,74,78) 

8. Disconfirmation 
(70,72,73,74,76,78) 

58% Factor 2 (72,73,75,76,77) 62% 
Factor 2 (67,68,71) 

Factor 3 (67,68,69,71) 
Factor 3 (69,75,77) 

9. Overall Satisfaction All items 77% All items 85% 

Factor analyzing the PDS scale with VARIMAX rotational procedures revealed a 

multidimensional factor structure for this scale (see Appendix 8A). Initial examination of 

the extraction sum of squared loadings table suggests that power distance scale consisted 

of 5 factors in each sample, with the following range of communalities; for Kuwaiti 

sample, .43-.78, and for US sample, .53-.81. Because of the exploratory nature of this 
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d Special effort was made to explore this dimensionality and understand the nature 
stu y, a 

of each factor in each sample. Visual inspection of the VARIMAX-rotated component 

matrix was employed to examine the similarity of the factor structure across the two 

samples. Though not completely reliable, the magnitudes and signs of factor loadings 

were used as criteria to examine the relative similarity of internal factor structure. It was 

concluded, based on the following discussion, that these five factors exhibited much more 

similarity than distinctiveness across the two samples. 

The first component contained two variables, namely X9 " wanting child 

obedience" anQ XI I "wanting employee respect'', and was, consequently, catalogued as 

"Power Expressing Behaviors" (LK = .78 and .41 , Lus = .75 and .74). The second 

component embodied two marker variables, Xl2 "student conformity to professors' 

opinions" (LK = .8I and .52 and Lus = .70 and .74) and XI 9 "people are considered to 

be inherently lazy" (LK = .78 and .4I and Lus = .75 and .74), and one sample-specific 

variable which was disregarded. The content of these two variables refers to attitudinal 

consequences of power distance in society and was labeled "Consequences of Large 

Power Distances". Two marker variables, "cherishing power" (XI 0) and "power leading 

to happiness" (XI6) loaded highly on the third component (rotated loadings were LK = 

.55 and .68, Lus = .82 and .78), and on the basis of the content of these variables, the 

factor was retained and named "Positive Attitudes Toward Power". The composition of 

the forth component was determined, to a large extent, by the common theme of these 

two variables; XI 8 "equality of peoples' rights" and X 15 "autocracy in decision making" 

(LK == .78 and .84, Lus = -.66, second loading was insignificant). In a general sense, 

these variables can be viewed as reflecting the level of "Equality and Autocracy" in 

70 



. t The fifth extracted component was more perplexing because it included six 
soc1e Y· 

variables, four of those were sample specific whereas only one variable was common 

S the two samples. This variable, Xl4, measured the extent to which rich and 
acros 

powerful people were perceived to be arrogant (LK = .76 and Lus = .48), and therefore, 

labeled "Negative Perception of Power". 

A similar factor analysis and V ARIMAX rotation procedure was employed to 

explore the dimensionality of the UAS scale (Appendix 8B). Five factors were extracted 

explaining 66% and 70% of total scale variance in Kuwaiti and US samples, with 

communalities r~ging from .39 to .71 and .56 to .88 respectively. The rotated matrix of 

factor loadings was closely investigated in each sample to determine the structure of 

retained factors. 

The first component retained consisted of X26 " worrying about the future" and 

X27 "managers need to be experts" (LK = .72 and .83 and Lus = .90 and .63 respectively) 

which collectively measure, in a general sense, "Anxiety of the Unpredictable". Two 

pure variables loaded highly on the second factor, X28 "intolerance of conflicting 

opinions" and X29 "felt stress in the workplace" (LK = .84 and .71 and Lus = .44 and .85 

respectively), and therefore were classified as "Consequences of Uncertainty Avoidance" 

factor. The third factor consisted of two variables, namely X23 "wanting detailed law" 

and X24 "work stability" (LK = .76 and .65 and Lus = .57 and .47 respectively), as well 

three variables unique to the US sample which were eliminated. Thus, this factor can be 

looked upon as a "Social Stability" component. The fourth retained factor composed 

mainly of one unique sample-common variable, X20 "managers ' freedom in making 

risky decisions" (LK = .71 and Lus = .85 respectively) along with sample-specific 
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variables which were later deleted. This factor was, therefore, labeled "Attitude Toward 

Risk". The last factor extracted from each sample was extremely difficult to interpret 
=---
because completely different indicators loaded on this factor in each sample, and 

therefore was considered as a complex component. 

Because of the inherently subjective nature of a visual inspection method of 

rotated loadings, it was felt that a statistical test with more discriminatory power should 

be performed to examine the validity of these findings. Cattell's Salient Similarity Index, 

s, (Cattell and Baggaley 1960) was selected for this study (see Cattell et. al 1969 for a full 

explanation of ¢.is method and significance tables). To calculate the value of the s index, 

a frequency table was constructed for each factor extracted (refer to Appendix 8A and 

SB). Factor loadings below .4 were considered "Hyperplane", whereas a value over the 

minimum was classified as either "Positive Salient" or "Negative Salient" depending on 

the sign. The obtained s value was then compared to a table value based on the 

Hyperplane percentage and number of variables in the factor. A p-value less than .05 

was considered significant. Of the five factors extracted from PDS, the first four factors 

were found to be significantly similar for the two groups (p-value for these factors were 

in the following order: .008, .015, .028, and< .001) while factor 5 was not (p-value = 

.105). The similarity testing for the first two factors extracted from UAS were found to 

be significant (p-value for both factors< .001) while the third factor was not (p-value = 

.07). Testing the significance for the last two factors was indeterminate due to the 

absence of table values for Hyperplane proportions below 60% and the inapplicability of 

interpolation methods for this case. Out of the 10 factors examined in both sets, 7 were 

found to be similar, and therefore, were retained for further analyses and discussion. 
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't the failing of some items to emerge at the desired level of significance. In the 
desp1 e 

following sections, measurement findings from each scale in each country are reported. 

Results of (M)ANOVA on (PDS). Multivariate Analysis of Variance 

(MANOV A) was run using all items in PDS as continuous dependent variables and using 

country as the dichotomous independent variable (Table 5.3). Special attention was paid 

to insure that MANOV A assumptions were met including normality, independence 

among observations, and multivariate normality. Only results from the Box test showed 

an inequality of the variance-covariance matrix, however, this inequality is not 

problematic be~use the cell size is approximately equal (Hair et. al. 1995, p. 275). 

TABLE 5.3 MANOVA Tests, Power Distance Scale (All Items), 
Main Effects of Country Citizenship on PDS 

··················· .·:::::·::::::::: :::: ................ :.:::::·.:·::::·.:··:::::··:: ........... :::::::::.·::::::.::, ::::: .. :· ::::::· .. : : .·.· ...... ::·.:::. :· .:::: ........ . . : : • =•< •• . ... :,:,o.••.,",:t:,.==,'.: ....... ·:.'t>:.·.=:.·=•.A,· .·.:: .. :r,.··.,,:·;:u····'', ... =.·E.·.··.=F··.=··=F ..... , .. E·· ... ·:P.· :,• .. •,T·:···,••s:··,,·,,·,,·,,· ::.:::::::::.:::,.:: :=:":•'- :: ·:· .... ····: :: ·. .. .. .. . ... . ······<=::·:·:.::::::::·::::.::·::::::· ····:·:::::::::::: .. :· : :Y:·;.E;~ ~ ::-::-::··:::::··::·:::::::·:::::-:·:.:::::::::·:: .::::::: .... -.... · ... : ...... . 

EFFECT VALUE 

Pillai's Trace .271 

Wilks' Lambda .729 

F 

7.726 

7.726 

HYPOTHESIS 
DF 

11.000 

11.000 

ERRORDF 

229.000 

229.000 

Hotellin_g's Trace .371 7.726 11.000 229.000 

R~sLar_g_estRoot .371 7.726 11.000 229.000 

DEPENDENT VARIABLE MEAN SQUARE DF F SIG. 

X9 Child Obey 5.543 1.569 .212 

XlO Cherishing Power 70.439 14.423 <.0001 

XI 1 Workers Respect .804 .321 .571 

Xl2 Student Fear 5.981 1.164 .282 

Xl3 Richness Inherited 52.267 1 10.101 .002 

Xl4 Power & Arrogance .112 1 .022 .883 

Xl5 Autocracy 96.487 32.583 <.0001 

Xl6 Power & Happiness 6.475 1.223 .270 

Xl 7 Strong Control 52.677 1 11.040 .001 
Xl8 Equal rights 124.088 18.401 <.0001 

Xl9 People are Lazy 16.769 3.666 .057 

74 

SIG. ,.,2 

.000 .271 

.000 .271 

.000 .271 

.000 .271 
::.:: ·::::::· :::: .. ·:: 

:=:::::::: 
::):-;, ... ::.:.::::: ., . .,,·:;,.,. :::::::=•:•: 

,.,2 POWER 

.007 .239 

.057 .966 

.001 .087 

.005 .189 

.041 .886 

.000 .052 

.120 1.000 

.005 .196 

.044 .911 

.071 .990 

.015 .479 



To measure general direction of this omnibus between-sample difference, all 

. s on the scale were summed up to form a composite score (negatively framed 
item 

questions were reversed) and then analyzed using one-way ANOV A. Results clearly 

showed that Kuwaitis score higher on power distance scale relative to Americans, 

(MK==75.89 and Mus =70.40, main effect for country difference F [t ,2391 = 21.48, p < 

.0001). A summary of ANOVA results is shown in Appendix 9A. 

A follow up procedure was conducted to identify differences in individual items, 

both in terms of magnitude and direction (Appendix 9B). Of the 11 items used to 

measure power,distance, 5 items were found to be statistically significant in the expected 

direction. Specifically, Kuwaitis were found to cherish power and wealth in society more 

than Americans (MK=6.83 and Mus =5.75, main effect for country difference Fp ,239) = 

14.423, p < .0001 , Tl 2 = .06). They also believe that wealth is usually inherited (MK 

=6.70 and Mus =5.77, main effect for country difference Fp,2391 =10.10,p < .002, Tl 2 = 

.04), and they perceive present managers' decision making style to be autocratic (MK 

=7.13 and Mus =5.86, main effect for country difference F[t ,239) = 32.58, p < .0001 , T] 
2 = 

.12). To Kuwaitis, managers control of employees behavior is thought to be more 

essential than what Americans believe (MK =7 .14 and Mus =6.21 , main effect for country 

difference F[l ,239)= 11.40, p < .01, Tl 2 = .05), while Kuwaitis' view of unequal individuals 

rights is higher when compared to Americans view (MK =4.35 and Mus =5.79 

respectively, main effect for country difference Fp,2391 = 18.40, p < .0001 , Tl 2= .07). The 

remaining six power distance items were found to be in the right direction but failed to 

reach the .05 level of significance. In conclusion, these results show that Kuwaitis differ 

markedly from Americans on some dimensions of power but not on the others. Despite 
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the failing of some individual items to reach the desired significance level, it was 

determined that, in order to obtain a coherent scale that can measure the multifaceted 

nature of power distance, all scale items would be retained for further analyses. 

Results of (M)ANOV A on UAS. The retained item pool used in constructing 

this scale consists of 10 main questions measuring the extent to which individuals, as a 

whole, tolerate role ambiguity and lack of structure in life and society. According to the 

classification of cultures on this dimension, Kuwait should have strong uncertainty 

avoidance relative to Americans. Results obtained from applying MANOV A to all items 

in the UAS seal~ tend to support this view (as shown in Table 5.4, the main effect for 

country difference F[lo,2211=24.17, p < .0001, 112 = .53). A composite score for all items, 

similar to the power distance scale, was analyzed in a one-way ANOVA to examine 

between-country differences in terms of magnitude and direction (Appendix 1 OA). 

Results revealed that Kuwaitis were less tolerant toward uncertainty (high uncertainty 

avoidance) when compared to Americans (MK=75.33 and Mus =67.89, main effect for 

country difference F[I ,2391 = 41.67,p < .0001, 112 = .15). 

Follow up one-way ANOVAs were performed to identify the magnitude and 

significance of each item generated mixed results (Appendix 1 OB). Of the ten items 

employed to measure uncertainty avoidance, six were found to be significantly different 

at the .05 level, with mean order consistent with original hypotheses. The first two items 

measured attitude toward the future and toward religion. Kuwaitis were found to be more 

Worried about their future than Americans (MK= 8.88 and Mus= 8.09, country main 

effect F11 ,239J = 7.63, p < .006), and between-country differences in religiosity was also 

significant (MK= 9.20 and Mus= 6.11 , country main effect F[l ,2391 = 106. 70 p < .0001). 
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TABLE 5.4 MANOVA Tests, Uncertainty Avoidance Scale (All Items), 
Main Effects of Country Citizenship on UAS 

-;:~ .... ,,:::O::;; _c:c ::::,::: '''"'' ''\LL J:l'~::::,, ,,,,,,,,,_,,,, 
;;,.: 22 ~: ,, .. , , ~222llliillJL22.;.Jl~ 

!'-'" EFFECT VALUE F HYPOTHESIS DF ERROR DF SIG . 

Pillai's Trace 
0.529 25.83 10 230 . 000 

t- 0.470 25.83 10 230 .000 
Wilks' Lambda 

Hotellif!8'.s Trace 
1.123 25.83 10 230 .000 

Rov's Larg_est Root 1.123 25.83 10 230 .000 

::::;; 
_,;:::::::i2 

112 

0.53 

0 .53 

0.53 

0.53 

~,:.,::::n:r::::=:::·• M1N4-itj1 .ii.<L'L ;; , ,,,>_ :'Ii-:::==: :::::.,, ,,_ ;;; .;;; 

i.I •\ :::::::;.;; , .. , .. ,: ::::rn12: :; ::u: 2l ll1I22 ;.;.:. ''' illldL . .:::. .::.c"':\: .;; 
;;::.:2 

DEPENDENT VARIABLE MEAN SQUARE DF F SIG. 112 POWER 

X 20 (UAS) Manager~reedom 303.835 1 69.415 <.0001 0.225 1 

X 21 (UAS) Rule Adherence 0.328 1 0.06 .807 0 0.057 

X 22 (UAS) Adhering to Religion 575.597 1 110.40 <.0001 0.316 1 

X 23 (UAS) Wanting Detailed 20.288 1 6.644 .011 0.027 0.728 
Laws 

X 24 (UAS) Work Stability 50.896 1 13.377 <.0001 0.053 0.954 

X\ 25 (UAS) Senior Managers 
19.918 1 4.893 .028 0.02 0.596 

Age 

X 26 (UAS) Worrying about 
37.041 1 7.637 .006 0.031 0.786 Future 

X 27 (UAS) Mgrs. must be 
40.713 1 11.138 .001 0.045 0.914 Experts 

X28 (UAS) consensus in opinions 14.568 1 2.208 .139 0.009 0.316 

X 29 (UAS) Degree of job 
40.884 1 10.861 .001 0.043 0.907 pressure 

The second three items measured various traits of managers in the workplace. 

Manager freedom in making risky decisions, showed a lower mean for Kuwaitis as 

opposed to Americans (MK =4.28 and Mus =6.52 respectively) at a statistically significant 

level (country main effect F p ,2391 = 69 .41, p < . 000 I). Key post managers were generally 

older in Kuwait than in the US (MK= 7.19 and Mus = 6.62, country main effect Fp,239) = 

4.85,p < .029), while on average, Kuwaiti managers were required to be experts in their 

fields more than their American counterparts (MK= 9.47 and Mus= 8.64, country main 
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effect F [l ,2391 = 11.14, p < .001 ). Finally, Kuwaitis were less likely to change jobs except 

when subjected to strong pressure (MK=7.06 and Mus= 6.17, country main effect F[l ,2391 

= 12.09,p < .001). 

Mean scores and significance of the remaining four items were inconsistem with 

the prior predictions either due to insignificant between-country differences or to 

significant results but in the wrong order. Two items have means that were found to be 

significantly different from each other in the wrong direction (detailed laws are required 

in organizations and workers are perceived to be under more pressure than what they 

should be). Covntry means of one item were found to be in the correct order but at an 

insignificant level (attitude toward conflicting ideas in society), whereas another item 

generated two means with insignificant differences and in the wrong order (the need to 

adhere to social rules irrespective of agreement). To allow the full measurement of all 

aspects of uncertainty avoidance regardless of between country significance, all items 

were retained for further analyses. 

GENERAL FINDINGS AND TESTING OF HYPOTHESES 

Association between PV and Cultural Dimensions 

One of the main objectives ofthis exploratory study was to examine the possible 

interaction between cultural values and personal values. There are different statistical 

analysis techniques that can be used to detect the presence and strength of the relationship 

between two sets of variables such as Canonical Correlation (CC), Discriminate Function 

Analysis (DF A), and Structural Equation Modeling (SEM). Because this research is 

primarily concerned with exploring the ways in which personal values and two 

dimensions of cultural values (i.e., PDS and UAS) are correlated without prior 
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knowledge about which set might be causing the other, canonical correlation analysis 

d to be the most appropriate. In addition, canonical analysis is an appropriate see me 

procedure in situations where the relationship involves multiple continuous dependent 

variables and multiple continuous independent variables. 

Two analyses were performed. The first analysis explored the relationship 

between the 8-item LOY scale as variables in the criterion set and 11-item PDS as 

variables in the predictor set. The second explored the association between LOY and the 

IO-item UAS as a predictor set. To obtain an overall measure of the cross-country 

relationship betwt(en personal values and the two cultural dimensions, an aggregate 

canonical analysis was performed using the pooled observations from both countries, 

followed by two separate analyses performed on data set from each country. Statistical 

assumptions in terms of normality, and within-set multicollinearity requirements were 

met although our visual examination of bivariate scatter plots between variables in the 

each set of values did not show a firm linear pattern of association which in tum creates a 

downward bias in the observed linear canonical roots. The minimum rule of 5-10 

observations for each variable required for performing this procedure was also met, since 

the variable sets contained 19 total variables while the sample size in each set is 120 and 

121 respectively. All of the analyses were done using the SAS program (refer to 

Appendix l lA, l lB for bivariate correlation matrix between the two PDS, UAS and 

LOY scale). 

Assessing the relative strength of association between the criterion variable set 

and the predictor variable set was performed by examining both the magnitude and the 

statistical significance of the canonical function (using F distribution tests) as well as the 
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redundancy index for each canonical variate derived from the data set. While inspection 

of the canonical coefficient provides a useful approximate measure of the strength of 

relationship between the variates formed in the two sets, this measure does not reveal the 

amount of the variance shared in one set with variables in the opposite set. Calculation of 

a redundancy index was done in the following order. First, the amount of variance 

explained in the criterion variable is calculated by averaging squared canonical loading 

(canonical loadings represent the correlation between the criterion variable and their 

canonical variate). Second, the canonical correlation coefficient between the criterion 

and the predictor ~ariable was first squared and then multiplied by the average squared 

canonical loadings derived from the first step (Hair et. al. , 1995). 

CANONICAL CORRELATION ON LOV AND PDS--Pooled Sample 

Performing canonical analysis between the 8-item LOV scale (criterion variables) 

and the 11-item PDS (predictor variables) generated a total of eight canonical functions 

along with four multivariate tests of statistical significance (see Table 5.5). Assessment 

of the overall model fit showed that, taken collectively, the full set of eight canonical 

functions was significantly different from zero, yet, of these 8 functions, only the first 

was significantly different from zero and seemed worthy of further investigation 

(Canonical correlation coefficient = 0.50, Eigenvalue = .34, F value = l .79, p <.0001). 

To obtain a better understanding of structure of this retained function, canonical 

loadings relating the variables in each set with their variate were obtained, using 

canonical loadings of .3 as a minimum acceptable criterion (see Table 5.6). Results show 

that, on the criterion side, sense of belonging (.72), need to be well-respected (.59), sense 

of security (.35), and sense of accomplishment (.31) formed most of this variate. The 
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TABLE 5.5 Measures of Overall Model Fit for Canonical Correlation Analysis 
between LOV and PDS (Pooled Sample) 

I""' 
CANONICAL ADJUSTED APPROX. SQUARED F CANONICAL 

CORRELATION CANONICAL STANDARD CANONICAL STATISTICS PROB. 
FUNCTION CORRELATION ERROR CORRELATION 

I 0.5018 0.4396 0.0482 0.2518 1.7934 0.0001 

2 -'"0.3347 0.0573 0.1120 1.259 0.077 

3 0.3144 0.0581 0.0988 1.119 0.261 

4 0.2378 0.0608 0:0565 0.9058 0.6392 

5 0.2147 0.0615 0.0461 0.8155 0.7392 

6 0.1756 0.0625 0.0308 0.6657 0.8462 

7 0.1368 0.0633 0.0187 0.4793 0.9036 

8 0.0445 0.0644 0.0019 0.1141 0.9775 

Overall Measures 

Statistic Value Approx. F. Prob. 

Wilks' Lambda , 0.5112 1.79341 0.0001 

Pillai's Trace 0.6170 1.73993 0.0001 

Hotelling-Lawley Trace 0.7337 1.83654 0.0001 

Roy's Greatest Root 0.3366 7.00813 0.0001 

first two items, being the largest contributors to this variate, can be viewed as social 

deficit values, representing what appears to be the dependence on, and judgement of 

relevant others. On the predictor side, except for X 13 and X 18, all other variables 

contributed to the formation of this variate with loadings above the minimum level. 

The redundancy index computed for this analysis indicates that 14.4% of the 

variance in personal values is accounted for by the canonical correlation, while only 3.6% 

of the variance in LOV is accounted for by the variability in PDS. When looked at from 

the other side, 17 .32% of the variance in PDS is explained by the ex_tracted canonical 

correlation, while only 4.36% of the variance in PDS is explained by the variance in the 

LOV scale. Although no criteria has been established to define the minimum acceptable 

value required to evaluate the practical significance of canonical correlation function, 

these results suggest that the presence of a significant but small association between the 

level of power disparity in a culture and the importance of personal values to individuals. 
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TABLE5.6 Canonical Structure and Redundancy Analysis for the First 
Canonical Function for LOV and PDS (Country and Pooled Samples) 

I""" Canonical Loadings Canonical 

i- Cross loadings 
Criterion Set Variables (LOV) Kuwait ' us Pooled (pooled sample) 

XI Sense of Belonging 0.427 0.467 0.719 0.361 

x2 Excitement -0.351 0.427 -0.261 -0.131 

X3 Wann relationships with others -0.056 0.015 -0.048 -0.024 

rx4 Self-Fulfillment -0.153• -0.059 0.014 0.007 

X5 Being well respected 0.106 0.287 0.586 0.294 

X6 Security 0.382 0.607 0.351 0.176 

X7 Self-Respect 0.187 0.096 0.058 0.029 

X8 Accomplishment -0.246 a 0.355 0.313 0.157 

Percent of Variance 7.3% 12.4% 14.4% 

Redbndancy 2% 4% 3.6% 

Canonical root .513 .568 0.502 

R1 .263 .323 0.252 
p-value .045 .033 0.0001 

Predictor Set Variables (P DS) 
X9 Children unquestionable obedience 0.610 0.166 0.490 0.246 

XIO Cherishing power and wealth 0.384 0.296 0.557 0.279 

XI I Employee respect 0.335 0.599 0.404 0.203 

X/2 Student fear of disagreement 0.450 0.189 0.385 0.193 

X/3 Wealth is generally inherited 0.263 0.217 0.388 0.195 

X/4 Arrogance of the rich &powerful 0.180 -0.105 0.235 0.118 

X/5 Autocratic management style 0.321 -0.033 0.599 0.300 

X/6 Power/wealth leading to happiness -0.010 0.393 0.329 0.165 

X/7 Close supervision of employees 0.62 1 -0.432 0.392 0.197 

X/8 Equal rights in society -0.027 -0.083 -0.280 -0.141 

X/9 Workers are inherently lazy 0.237 0.432 0.374 0.188 

Percent of Variance 13.7% 10.1% 17.3% 
Redundancy 3.6% 3.2% 4.3% 

I 
Bemg well respected and accomplishment were both inverted for transformation purposes. 

CANONICAL ANALYSIS BETWEEN PDS AND LOV--Kuwait and US 

A separate canonical analysis was performed on data collected from each country 

to assess whether the same results will hold in the two samples. Two canonical analyses 

Were performed independently, one using the Kuwaiti data set while the other was run on 
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the US data (refer back to table 5.6). As expected, only one significant canonical 

function emerged in both samples (For Kuwaitis and Americans, Can. Root was .513 and 

.568, R2 was .263 and .323, with p-value less than .045 and .033 respectively). Except 

for excitement (Y2), all canonical loadings in the criterion set were roughly in the same 

magnitude and direction when compared to results obtained from the grand sample. An 

examination of the canonical loadings in predictor set reveals a somewhat mixed picture. 

Out of the 11 items, 5 were similar in magnitude and direction (XlO, Xl, X13, X18, and 

X 19), whereas 2 differed in terms ofloading size (X9 and X 12), two loadings in terms of 

sign (X 14 and X 17), and two variables in terms of size and direction (X 15 and X 16). 

Results from redundancy analysis showed that 2% of the variance in PDS was accounted 

for by variance in LOY for the Kuwaiti group, while the percentage was twice as high for 

the US sample (4%). When viewed from the other side, the proportion of variance in 

variate derived from the predictor set (PDS) accounted for by the variation in the criterion 

set was 3.6% and 3.2%, for Kuwait and US, respectively. 

Interpretation. The matrix of canonical loadings obtained from performing 

canonical correlation between PDS and LOY were used to help determine the 

composition of the canonical variate in each side. Pooled sample results showed the 

variate to be largely consisting of deficit personal values (i.e., dependence on the opinion 

of others) and power distance practices on the opposite side (preference for children 

obedience, autocratic management style, and cherishing power and wealth). Examination 

of the matrix of cross-loadings showed the same variables to be associated with the 

opposite variate. On the basis of these results, this pattern of relationship is retained. 

Country-level analysis produced similar results in terms of the number of variates 
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. d for further analyses, yet the composition of the canonical variates was not always 
re tame 

·stent across the two samples. For the Kuwaiti group, an examination of the matrix 
cons1 

of canonical loadings showed that the canonical variate consisted of sense of belonging, 

security, and less preference for an exciting life, in descending order. Viewed from the 

opposite side, the largest loadings observed between PDS variables and the variate were 

between close employee supervision, child obedience, and student fear of disagreement. 

In a general sense, these variables can be tied together as behavioral consequences of the 

presence of high power distances. 

Oisaggrt4gate canonical analysis performed on US sample showed the same two 

variables observed in the Kuwaitis sample to be the main determinants of the retained 

variate, namely sense of belonging and more life excitement in descending order. On the 

PDS side, the composition of the variate was different. It was found that employee 

respect, low level of employee supervision and positive attitude toward power and wealth 

were the main determinants of this variate. 

CANONICAL CORRELATION BETWEEN LOV AND UAS--Pooled Sample 

In this part, examining the magnitude and significance of association between 

personal values and uncertainty avoidance was accomplished by running a canonical 

correlation where LOV served as variables in the criterion set while the 10-item UAS 

used as variables in the predictor set (Table 5.7). To evaluate the strength of association 

between the two sets, eight canonical variates were extracted, of which two were found to 

be significant and were retained for further analyses (Canonical Correlation = .64 and .40, 

F == 2.83, 1.50, while p< .0001 and .008 respectively). A closer examination of the two 

functions at the country level reveals that, although the second canonical function was 
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statistically significant in the pooled sample, it failed to emerge as a significant canonical 

function at the country level and hence, was deleted from subsequent analyses. Follow­

up canonical procedures aimed at uncovering the factor structure of the first retained 

variate revealed two LOY items to be the main contributors (see table 5.8, Sense of 

belonging and being well respected with loadings of .770 and .737 respectively), whereas 

6 variables in the UAS had canonical loadings greater than .3 (items X20, X22, X24, 

)(26, X27, and X28). 

TABLE 5. 7 Measures of Overall Model Fit for Canonical Correlation Analysis 
bf!tween LOV and UAS (Pooled Sample) 

CANONICAL CANONICAL ADJUSTED APPROX. SQUARED F 
FUNCTION CORRELATION CANONICAL STANDARD CANONICAL STATISTICS PROB. 

CORRELATION ERROR CORRELATION 

I 0.6418 0.6092 0.0379 0.4120 2.829 0.0001 

2 0.3986 0.3225 0.0542 0.1589 1.501 0.0077 

3 0.3040 0.2173 0.0585 0.0924 1.119 0.2701 

4 0.2247 0.0612 0.0505 0.890 0.6529 

5 0.2074 0.0617 0.0430 0.800 0.7393 

6 0.1494 0.0631 0.0223 0.604 0.8724 

7 0.1124 0.0637 0.0126 0.485 0.8668 

8 0.0644 0.0642 0.0041 0.319 0.8110 

Overall Measures 

Statistic Value Approx. F. Prob. 

Wilks' Lambda 0.3920 2.82985 0.0001 

Pillai's Trace 0.7960 2.54159 0.0001 

Hotelling-Lawley Trace 1.1295 3.12382 0.0001 

Roy's Greatest Root 0.7007 16.1162 0.0001 

Redundancy analysis was performed to measure the relative explanatory power of 

each variable set in accounting for the variance on the other set (Table 5.8). The first 

extracted canonical variate explained 17.3% of the variance in the LOY scale (criterion 

set) and 7.1% of the variance in the UAS set (predictor set). Conversely, the amount of 
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. ce in canonical root derived from the UAS set account for by its variables was 
van an 

16
.5%, whereas the amount of variance in UAS explained by LOV set was 6.8%. 

Although the absence of minimum cut-off criteria to evaluate the practical significance of 

the obtained makes evaluation somewhat subjective. these results compare favorably with 

the previous results, hence interpreted as a moderate association. 

CANONICAL ANALYSIS BETWEEN LOV AND UAS--Kuwait and the US 

Part of the results reported in Table (5.8) were derived from correlating measures 

of personal values as criterion set with a 10-items scale measuring the relative tolerance 

' of ambiguity (predictor set) in the two countries. Only one significant canonical root was 

extracted from the each data set, (for Kuwait and US, canonical root= .517 and .568, R2 

= .268 and .323, p-values less than .002 and .033 respectively), which was consistent 

with results previously obtained from the grand sample. The structure of the canonical 

variate extracted from the criterion set was similar across the two samples (self-

fulfillment was the only exception) while the same was true for variable in the predictor 

set (only canonical loading of X20 was different in terms of the sign). Redundancy 

analyses performed on the Kuwaiti sample indicates that on the one hand, there was 

14.5% of shared variance between the canonical variate extracted from criterion set 

(LOV) and its variables, while 3.90% of the variance of the variables in the predictor set 

(UAS) is explained by this variate. On the other hand, the canonical variate obtained 

from the predictor set explained l 0% of the variance of its own variables, while the same 

variate explained 2.67% of the variances of the 8 variables composing the criterion set. 

Results obtained from performing redundancy analysis on the US sample were relatively 

stronger. Shared variance between the criterion set and its own variables was 24%, while 
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the shared variance between this variate and canonical variables on the predictor set was 

9
JS%. Taken from the other side, the canonical root derived from the predictor set 

explained 19.7% of the variance its own variables while it accounted for 7.6% of the 

variance in the criterion set. 

TABLE 5.8 Canonical Structure and Redundancy Analysis for the First 
Canonical Function for LOV and UAS (Country and Pooled Samples) 

Canonical Loadings Canonical 

Cross loadings 
Criterion Set Variables (VAS) Kuwait• us Pooled (pooled sample) 

Xi Sense of Belonging 0.836 0.615 0.770 0.494 

X2 Excitement ' 
0.139 0.223 -0.183 -0.118 

X3 Wann relationships with others 0.390 0.250 0.185 0.118 

X4 Self-Fulfillment -0.114 0.422 0.217 0.140 

X5 Being well respected 0.392 a 0.511 0.737 0.473 

X6 Security 0.237 0.773 0.271 0.174 

X7 Self-Respect 0.086 0.267 -0.091 -0.058 

X8 Accomplishment -0.246 a 0.581 0.233 0.150 

Percent of Variance 14.5% 24.2% 17.3% 
Redundancy 4% 9.4% 7.1% 

Canonical root .517 .62 0.642 
R1 .268 .38 0.380 

p-value .021 .005 0.001 

Predictor Set Variables 
X20 Taking risky decisions -0.264 0.338 -0.514 -0.330 

X21 Adherence to society rules 0.449 0.458 0.157 0.101 

X22 Following Religion 0.305 0.390 0.757 0.486 

X23 Preference for detailed rules 0.079 0.551 0.084 0.054 

X24 Preference for changing jobs 0.045 0.043 0.330 0.212 

X25 Senior managers are older 0.105 0.216 0.076 0.049 
X26 Worry about the future 0.653 0.654 0.533 0.342 
X27 Managers should be the experts 0.102 0.550 0.487 0.31 2 

X28 Need for consensus in opinions 0.369 0.578 0.383 0.246 

X29 Overstress in the workplace 0.201 0.277 -0.010 -0.006 

Percent of Variance 10% 19.7% 16.5% 
Redundancy 2.7% 7.6% 6.8% 

Ir 

Being well respected and accomplishment were transformed using the reflect-then-inverse and the inverse 
methods respectively. 
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Interpretation. The previous results suggest that the pattern of variate 

strUcture observed in each sample was fairly similar with few exceptions. Inspection of 

the canonical loadings matrix revealed that sense of belonging and being well-respected 

were consistently the markers of the first pair from the criterion set, even though 

additional markers emerged in the US sample for this variate. The pattern of canonical 

loadings obtained for the predictor set were inconsistent across the two samples. Out of 

the six indicators of the variates observed in the pooled sample, three reemerged as 

markers across the two samples while the remaining three were unique to one sample. 

The first variate obtained from the Kuwaiti sample contained the following 

marker variables in descending order: sense of belonging, warm relationship with others, 

and need to be well-respected. These three items can be labeled as outward-directed 

values involving the participation and judgements of others. Inspection of the canonical 

loadings computed between the variate and the variables in the predictor set revealed the 

following variables to be the main contributors in descending order: anxiety about the 

future, adherence to rules in society, intolerance of deviant beliefs, and adherence to 

religion. The first and the third variables represent causes for anxiety while the 

remaining variables represent ways to control such anxiety. 

The retained canonical variate correlated highly with four criterion variables in 

the following order: security, sense of belonging, accomplishment, and need for being 

well-respected. This hybrid composition was difficult to label. While the second and 

fourth variables represent outer deficit values, there is no common thread linking the first 

and the third variables. Correlation between the variables in the predictor set and the 

canonical variate included those identified in pooled sample plus two more: adherence to 
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rules of society and preference for detailed laws. This seems to suggest that this variate 

extracts more indicators than does either the retained variate in the pooled sample or the 

Kuwaiti sample. 

ftYPOTHESES TESTING 

This study contains six hypotheses that were developed on the basis of the 

arguments and findings of previous literature. For simplicity and clarity purposes, these 

hypotheses were divided evenly into two separate sets. In the first set, three hypotheses 

were included which contained predictions about the implications of cultural dimensions 

on some aspects of social and consumer behavior. In a sense, they are addressing macro­

level predictions that exist on the country level. The second set consists of 3 hypotheses 

that are mainly concerned with specific predictions about the relationship between 

satisfaction constructs at the consumer level. Judged by the theme of predictions made in 

these hypotheses, this set addresses satisfaction relationships at the consumer level. 

Table 5.9 presents a summary of these hypotheses and the test findings. 

HYPOTHESES SET 1 

Hypothesis One. One-way ANOVA and bivariate correlational analysis were used 

to test the first hypothesis as to whether consumers living in high power-distanced 

cultures value and consume status-enhancing products more than consumers living in 

cultures with relatively smaller power distances (see table 5.10). As reported earlier (see 

validating study assumptions), Kuwait was found to be higher both in terms of power 

distance and Uncertainty avoidance. Results obtained from running one-way ANOVA on 

item 9 (which measured the extent to which people are evaluated based on what they own 
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TABLE 5.9 Summary of Tested Hypotheses 

.-- Hypothesis Findings Concept 

t-
H1: In the larger power distance country, 

Relationship Between consumers value products enhancing status and 
Partially Supported Power Distance and J'.nage social image more than conswners living in 

Enhancing Consumption nations with low power distance 
t-

8ia: In a country with high uncertainty 8ia : Mixed. Use of 

Examining the relationship avoidance, conswners place more importance on personal abilities was 
~rsonal abilities and inte~rsonal relationshiQS similar across the two between Uncertainty 
than do individuals living in a country with low countries, while Avoidance and main 

elements of personal uncertainty avoidance. differences in valuing 
interfamilial ties were 

values 8ib: In country with high uncertainty avoidance, significant. 

consumers prefer familiar brands with known 
levels of attribute__g_uali....!Y_ to unfamiliar brands. 8ib: Not supported 

Personal Values ahd ~: Desired benefits are expected to be directly Partial Support. 
Desired Benefits related to highly ranked consumer values. 

Hi 8 : Perceived performance will have a direct Hi a : Mixed Support 
and positive influence on satisfaction 

Hi b: A high level of perceived performance will 
have an indirect positive impact on the value- Hi b Mixed Support 

Valued Benefits 
performance congruency. 

Congruency Model 
Hs.: As valued benefits increase the congruency 
between performance and value congruency 
decreases. H5. : Rejected 

Hs b: Satisfaction with the product will be 
inversely related to the disparity between valued 
benefits and perceived attribute performance. Hsb: S~rted 

Disconjirmation Model of ~: Product satisfaction is expected to be a 
~: Supported 

Satisfaction function of the perceived difference between 
expected attribute performance and realized 
attribute ~rformance. 

such as clothing quality, vehicle luxury, and house elegance) showed that Kuwaitis 

scored higher (MK =8.88 and Mus =8.12, main effect for country difference Fp,239) = 

9.548,p < .002). To assess the relative strength between perceived power distance and 

the tendency to consume status-enhancing products, a bivariate correlation was computed 

using individuals' composite score and scores obtained on item 9. Results revealed a fair 

correlation coefficient (r = .279) which is significant at .001 level (see Table 5.11). 
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TABLE 5.10 Summary Descriptive Statistics and One Way ANOVA for Social 
Image, Family Ties, and Brand Loyalty Between the Two Countries 

I""" STD. STD. 
VARIABLE GROUP N MEAN DEVIATION ERROR 

Social Respect Derived ~om 
Kuwait 120 8.88 2.12 .19 

consuming Status enhancmg us 121 8.12 1.66 .15 

products Total 241 8.49 1.94 .13 

Kuwait 120 9.18 1.74 .16 
Strengthening Family ties to guard us 121 7.87 1.80 .16 
Against the Future Total 241 8.53 1.88 .12 

Kuwait 120 6.98 2.46 .22 
Preference for well-known brands us 121 6.74 2.38 .22 
over generic Total 241 6.85 2.42 .16 

l !lilllm I Jl:)i:• 1:11·=·:·:.:.••••··" · ~·~if.vA :~~~~~ii!•!j:)fj•,•! · •::: ..... •·.• ···•= ·•••·•••·•·•····· ).o.•.·=•·•·••·····• • 
:::,; :::.\:} : \ ••• ..Jt:: ••••· :: •• ::: /=:::!".: /• :<< : ... ' ; : . 

SUM OF MEAN '112 VARIABLE SOURCE SQUARES DF SQUARE F SIG. 

People judge other 
Between Groups 34.735 1 34.735 9.55 .042 .002 

based on the Within Groups 869.505 239 3.638 

quality of their Total 904.241 240 
passessions 

People should Between Groups 103.228 1 103.228 32.9 .127 .000 

maintain strong Within Groups 749.097 239 3.134 

familial ties to face Total 852.325 240 
future hardshij!S 

Buying well- Between Groups 3.455 1 3.455 .59 .002 .443 

known brands over Within Groups 1400.462 239 5.860 
generic brands Total 1403.917 240 

The desirability for enhanced social image was also examined by assessing how 

respondents from each country differed in their preferences for reputation as a valued 

benefit in the notebook computer. Kuwaitis were found to place more emphasis on this 

benefit compared to their American counterparts at a statistically significant level (MK 

=7.58 and Mus =6.13, main effect for country difference Fp,2391= 18.65548,p < .001). 

Hypothesis Two. This hypothesis consisted of two parts. In the first part, it 

was predicted that individuals living in cultures in which intolerance of ambiguity and 

lack of structure in life are relatively high (i.e. , Kuwaitis) would tend to place more 
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. rtance on strengthening family ties to guard against future hardships (social level 
impo 

strategy) and making the best use of talents and abilities (individual level strategy) than 

others living in low uncertainty avoidance cultures (i.e., Americans). Results obtained 

from one-way ANO VA and correlation procedures were mixed (see table 5.10 and table 

S.11). On the one hand, Kuwaitis expressed more emphasis on establishing strong 

familial ties to guard against future hardships than did Americans (MK=9.18 and Mus= 

7.87, country main effect F[l ,239] = 103.288,p < .001) while a moderate size correlation 

was found between UAS composite score and strengthening familial ties (bivariate r = 

.39, p < .01 ). Qn the other hand, no statistically significant differences were observed 

between the level of importance Kuwaitis and Americans assign to making the best use of 

their talents and abilities (MK=9.37 and Mus = 9.34, country main effect Fp ,239J = 0.047, p 

< .91). In the second part, it was proposed that members of the high uncertainty 

avoidance culture prefer purchasing familiar brands to generics. Results obtained from 

between-countries ANOVA were statistically insignificant (MK=6.98 and Mus= 6.74, 

country main effect Fp ,2391= 3.455, p < .44) and no further follow-up analysis was 

performed. It was, therefore, concluded that no support was found for this part. 

TABLE 5.11 Correlating PDS and UAS with Social Image, Family Ties, 
and Brand Loyalty Using the Pooled Sample 

VARIABLE NAME 1 

1 Image-Enhancing Consumption 1.000 

2 Brand Loyalty .115 

3 Strong Family Ties .142* 

4 PDS Composite Score .219** 

5 UAS Composite Score .243** 
• Correlation 1s significant at the 0.05 level (2-tailed). 
** Correlation is significant at the 0.01 level (2-tailed). 
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2 3 3 5 

1.000 

.043 1.000 

.119 .212** 1.000 

.146* .385** .376** 1.000 



Hypothesis Three. This hypothesis was intended to measure the relationship between 

consumer personal values with what consumers seek as benefits in products. The 

approach taken to test this hypothesis was to measure the practical and statistical 

significance of association between LOV with valued benefits in computer notebook, 

namely portability, multimedia, information, and reputation, using canonical correlation 

procedures. Table 5.12 illustrates the overall model fit. 

TABLE 5.12 Measures of Overall Model Fit for Canonical Correlation Analysis 
Between Personal and Cultural Values and Benefits Wanted from 
Computer Notebook 

CANONICAL CANONICAL ADJUSTED APPROX. SQUARED F 
FUNCTION CORRELATION CANONICAL STANDARD CANONICAL STATISTICS PROB. 

CORRELATION ERROR CORRELATION 

1 0.395496 0.334526 0.054453 0.156417 2.7522 0.0001 

2 0.284062 0.059341 0.080691 2.2126 0.0015 

3 0.280127 0.059484 0.078471 2.1959 0.0111 

4 0.169694 0.151786 0.062691 0.028796 1.3758 0.2342 

ITTS0.::::::: . .,::;: ''"''' ,;;:::: T 3 : h;. ·"'~/hi~ ,:~ : ,/\: .. :: \ I LLE 'LL :;:;:;:; "'L ± :::: ::::: 

Statistic Value F Pr>F 

Wilks' Lambda 0.694078085 2.7522 0.0001 

Pillai's Trace 0.34437596 2.73193 0.0001 

Hotelling-Lawley Trace 0.387997399 2.75842 0.0001 

Roy's Greatest Root 0.185420332 5.37719 0.0001 

Canonical correlation procedure extracted 4 canonical variate between LOV and the 

valued benefits (table 5.13). Of the four canonical functions, three were found to be 

significant at the .05 level. A closer examination of these functions reveals that, although 

the second and the third functions were statistically significant, the magnitude of variance 

explained was low (R2 = .08 for each functions) and neither of the two functions were 

significant at the country-level analysis. Therefore, they were deleted from subsequent 

analyses. 
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TABLE 5.13 Canonical Structure and Redundancy Analysis for the First 
Canonical Function for LOV and Notebook Valued Benefits (Pooled 
Sample) 

.... 
Criterion Set Variables (LOV) 

XI Sense of Belonging 

X2 Excitement 
X3 Warm relationships with others 

X4 Self-Fulfillment 
XS Being well respected 

X6 Security 
X7 Self-Respect 

XS Accomplishment 

==::: =:==· =:.:=::~~~~~ti.f·v~~~~~~·:: ·=·===·= = 
::.1 :::::m::::::1<1·::,::1: .::m~9=~~~~t,Y::::mrn··=:· ;;:,::.:::::·•:.: 

Predictor Set Variables (Main Benef!:!s) 
Portability 

Multimedia 

Information 

Social Image 

CANONICAL 
LOADINGS 

0.8582 

0.3122 

0.5973 

0.2342 

0.5444 

0.4249 

0.0480 

0.5038 

25% 

3.9% 

0.3543 

0.6311 

0.6608 

0.8348 

42% 

6.5% 

CANONICAL 
CROSS LOADINGS 

0.3394 

0.1235 

0.2362 

0.0926 

0.2153 

0.1680 

0.0190 

0.1992 

0.1401 

0.2496 

0.2613 

0.3302 

The canonical structure analysis of the first canonical variate shows sense of 

belonging, attachment, need for respect, and accomplishment to be the main contributing 

variables. Interestingly, all of these personal values, unlike the remaining ones, can be 

viewed as outer directed values in the sense that they all require involvement with, or the 

judgment of, others. Examination of the structure of valued benefits reveals social image 

to be the marker variable followed by information seeking and multimedia features. 

Identification of a general association between personal values and valued 

notebook benefits was further examined by running Pearson bivariate correlational 

procedures. As shown in table 5 .14, the same pattern of results reemerged, where a need 
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for enhanced social image was found to be associated with high regard for being accepted 

by others and for warm relationships with others. For the "information" benefit, the 

largest correlation coefficients were between need for others' respect and warm 

relationships with others, while for the multimedia benefit, the highest correlation was 

with belonging. 

HYPOillESES SET 2 

The three hypotheses included in this set were formulated to test the directional 

relationship between the antecedents of customer satisfaction derived from previous 
' 

literature. The first step in testing these hypotheses was to specify two structural 

equation models, one representing the disconfirmed-expectancy paradigm of customer 

satisfaction while the other tests the Valued-Benefit-Performance Congruency model 

(VB-P Congruency) of satisfaction. Each of the two specified models was then estimated 

using data collected from samples drawn from each country. All of the structural 

equation models were estimated with the AMOS program (Arbuckle 1997). 

TABLE 5.14 Bivariate Pearson Correlation Coefficients between Personal Values 
and Valued Benefits in Notebook Computer (N=241) 

LOV Scale Portability Multimedia 

Xl 
X2 
X3 
X4 

XS 

X6 
X7 
X8 

•• 
• 

Sense of Belonging .112 . 220** 
Excitement .131° .056 
Wann relationships .138° .067 
Self-Fulfillment . 224 .. .074 
Being well respected .063 .116 
Security .095 .162° 
Self-Respect .117 -.009 
Accomplishment .210** .179°

0 

Correlation is significant at the 0.01 level (2-tailed) . 
Correlation is significant at the 0.05 level (2-tailed). 
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Information Social Image 

.191 .. .302 .. 

.115 .092 

.257°
0 .174 .. 

.195 .. -.021 

.285°
0 

.101 
.174 .. .068 

.080 -.018 
.145° .126 



Valued-Benefit Performance (VB-P) Congruency Model-Kuwait and the US 

This model consists of two exogenous constructs, desired benefits in notebooks an 

perceived notebook performance, and two endogenous constructs, namely perceived 

benefits-performance disparity, and overall satisfaction judgements about notebook. 

Information about how each construct was measured and the dimensionality of each 

construct and their indicators were discussed in the measurement section. Model latent 

constructs, observed indicators, and directional relationships between constructs are 

presented in figure 3. The specified model consisted of 4 factors, each with two or more 

indicators. A test of the model had 78 sample moments and 30 parameter estimates (8 
' 

factor loadings, 12 error variances, two factor variances, two prediction errors, one factor 

covariance and 5 regression coefficients) yielding 48 degrees of freedom. 

Prior to any interpretation, results obtained from fitting the model to each sample 

were closely screened to confirm the absence of offending parameter estimates such as 

negative variances, standardized coefficients over 1.0, or abnormally large standard 

errors. No offending parameters were found. 

The first step in evaluating model adequacy was to examine the overall model fit 

indices. There are different criteria used to help assess the overall model fit either in an 

absolute sense or relative to alternative models. Among the widely acceptable fit indices 

are the Comparative Fit Index (CFI), and the Root Mean Squared Error of Approximation 

(RMSEA). The criteria for an acceptable fit is .9 and higher for the CFI while a RMSEA 

< .08 is considered to be good (Hair et. al 1995). 

Results obtained from fitting the VB-P Congruency model to the Kuwaiti sample 

were generally strong (CFI = .94 and RMSEA = .074). The chi square statistic was, 

unexpectedly, significant cx2 = 79.40, p = .003), showing some difference between the 
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FIGURE3 Valued-Benefit Performance Congruency Models: 
Pooled and Country-Level Samples 

v slu ed-B e nefit P e rformance Con gr uency Mode I (Poole d S a m pie, N = 241) 

c::::rr::>--L-LllL....L---l'........._:, 

~-.____:..=.:..:.:...:---' 

c:::u::> 

Mo d e I F it : CFI = .93 , R M SEA =.078 

Valued-Benefit Performance Congru e n cy Mode I (Kuwait Sam pie, N=120) 

Cfi:::>---,_-"-"'L.L....!.~1--, 

~ 
cu::;.--.r--v=,.....,..--.~ .......... ~__.... ....... ......,,p1111 ... ~ 

Mo d e I Fit : CFI =.94 , R M S EA =.074 

V slued-B e n e fit P er formanc e Con g ru e nc y Mod e I ( US Sam pie, N = 1 2 1) 

VB2 

'--=;;.:-+-:z:.JI l n111n 1f1eant pi th Mod e I Fit : CFI = .98 , RM S E A =.052 
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observed and predicted matrices. It is hard to achieve an insignificant chi-square, and so 

other indices (e.g. , CFI) are assessed instead (Bentler and Bonett 1980). 

The overall model fit measures obtained from the US sample were found to be 

equally strong: CFI = .98 and RMSEA = .052. The chi square value obtained was 

insignificant at the .05 level (X
2 = 63 .87, p = .06). 

Measurement Model. The approach taken in building constructs with 

multidimensional factor structure was a two-step process. First the mean score for all 

indicators composing each factor was computed. The calculated averages were then used 

as indictors fot each corresponding construct. The identification of each unobserved 

construct required fixing one measured variable to unity. 

A Confirmatory Factor Analysis was performed to measure the empirical 

reliability and the validity of desired benefits and performance as the two exogenous 

constructs, in each country and at the pooled sample level (see Table 5.15). Obtained t­

values for each factor loading were well above the 1.97 cutoff value associated with two­

tail .05 alpha significance level. A more stringent method employed to assess construct 

reliability was to hand-calculate Cronbach alpha by squaring the sum of standardized 

loadings ([I standardized loadings]2
) and dividing the obtained squared sum over the 

sum of standardized loadings squared (i.e., the numerator) plus indicator measurement 

error. Empirical validity, as used in this context, refers to the purity of construct 

measured by how much variance was extracted from the indicators. Calculating 

extracted variance was achieved by dividing the sum of squared loadings (Istandardized 

loadings
2
) by the sum of the stim of squared loadings plus indicator error (Hair et al. 

1995). An examination of obtained results from the two samples reveals a generally 
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g reliability for all exogenous constructs with the exception of desired benefits for stron 

Americans. This construct fell short of the minimum established reliability value of .7, 

while the calculated validity was below the recommended minimum of .5. 

TABLE 5.15 Measurement of Valued-Benefit Performance Congruency Model 

P"" EXOGENOUS CONSTRUCTS 

Valued Benefits Performance 
Indicators 

Kuwait us Pooled Kuwait us Pooled 

.80 a .62 .47 .84 .81 .76 
Variable I standardized loading 

(.000) (.000) (.000) (.000) (.000) (.000) (t-value) 

.89 .33 .74 .84 .68 .78 
Variable 2 standar<Jized loading 

(5.46) (2.66) (4.39) (9.45) (7.17) (10.1) (t-value) 

.55 .77 .49 
Variable 3 standardized loading - - -

(t-value) (5.99) (7.93) (6.85) 

Cronbach Reliability Measure .83 .39 .54 .79 .80 .72 
Extracted Variance Measure .72 .26 .38 .57 .57 .48 

a . -Standardized loadmgs with t-values m parentheses. At-value of ± 1.97 1s significant at a - .05, while a 
value of .00 indicates a factor loading fixed for model identification purposes. 

For the purpose of improving the model fit in each sample, path coefficients with 

insignificant t-values were sequentially dropped from the model, starting with 

coefficients with the least proportion between the estimated coefficient and standard error 

of estimate (i.e., the lowest t-values). Hence, for the Kuwaiti sample, the path relating 

performance to satisfaction was dropped and the respecified model was resubmitted for 

estimation. Interestingly, results obtained from fitting the respecified model showed a 

significant path linking the DV-P congruency to satisfaction (standardized regression 

coefficient == .55, t-value = 4.05) while leaving all t-values of all remaining estimates and 

overall fit indices virtually unchanged (performance was a suppressor variable). Similar 

model respecification procedures were applied to the US sample, however, no 

improvement in parameter significance or overall model fit was observed. 
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TABLE 5.16 Valued-Benefit Performance (VB-P) Congruency Model 
Standardized Structural Parameter Estimates 

..... Valued Endogenous 
Satisfaction Benefits Performance VB-P Congruency 

Constructs -Kuwaiti Sample 
.30 

Performance - - -
(Correlation) 

.19 .77 
VB-P Congruency (2.01) (5.60) 

-

.28 .21 .35 (.55)3 -
Satisfaction (2.45) (.873) (1.36) (4.05)3 

Rz .72 .57 .71 .48 

US Sample 
.56 

Performance (Correlation) 
- - -

' 
.53 .36 

VB-P Congruency - -
(1.75) (I. 77) 

.01 .33 .48 -
Satisfaction (.04) (2.64) (2.44) 

Rz .26 .57 .63 .56 

Pooled Sample 

Performance 
.46 - - -

(Correlation) 
.29 .67 

VB-P Congruency - -
(2.84) (6.49) 

Satisfaction 
.19 .16 .64 -

(1.74) (1.11) (5.85) 

Rz .38 .48 .71 .60 
I 

these estimates were obtained after respecifying the model. 

In summary, overall fit indices, good reliability and validity of the measurement 

model, and the statistically significant parameter estimates obtained from fitting the VB-P 

Congruency model to the Kuwaiti sample lend strong support for its validity explanatory 

power. In comparison, the slightly less appealing validity results (i.e., the validity of the 

independent exogenous construct, desired benefits) obtained from applying the model to 

the US sample may cast some doubts about the validity of the measurement model and 

hence, the ability of the structural model to explain satisfaction responses. 
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Hypothesis Four. Hypothesis four predicted that the perceived performance 

would exert two kinds of effects in the VB-P Congruency model; a direct antecedent to 

satisfaction and a direct effect on the congruency between valued benefits and perceived 

product performance (See figure 3 ). The first part, H4 a, predicts perceived performance 

to have a direct and positive impact on satisfaction. Mixed support was found for this 

model. While the analysis of the structural coefficient paths obtained from fitting the 

model to the Kuwaiti sample showed an insignificant impact of performance on 

satisfaction CP = .20, t-value = .87), a significant regression path was observed when the 

model was fitted~ the US sample (p = .33, t-value = 2.64). The second part of the 

hypothesis predicts the presence of a positive impact of performance on the congruency 

between desired benefits and perceived performance (VB-P Congruency). Support 

derived from the data was also mixed. Performance was found to have a direct positive 

impact on the DV-P congruency in the Kuwaiti sample (p = .77, t-value = 5.60) while the 

same path obtained from the US sample was insignificant (p = .36, t-value = 1. 77). 

Hypothesis Five. As argued earlier, there is reason to believe that the 

perceived level ofVB-P Congruency is preceded by both the level of performance (tested 

earlier) and the initial level of valued benefits the consumer wants to receive from the 

product. The first part of this hypothesis was formulated to test the relationship between 

the level of valued benefits and the VB-P Congruency, predicting a negative relationship 

between the two constructs. Accordingly, an estimation of the path coefficients linking 

the two constructs was estimated for each sample. The obtained path coefficient was 

positive and significant in the Kuwaiti sample (p = .19, t-value = 2.01) but was 

insignificant in the US sample (p = .53, t-value = 1.75) due to large standard error. 
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Taken together, these findings suggest that, contrary to what was hypothesized, initial 

level of valued benefits has shown a positive association with VB-P Congruency, leading 

to the rejection of Hsa· 

The second part of the fifth hypothesis examines the relationship between VB-P 

Congruency and reported satisfaction. It has been argued that a positive congruency 

between the valued benefits and performance, assuming the performance is conducive to 

obtaining the desired benefits, will positively influence satisfaction rating of the products 

(Spreng, MacKenzie and Olshavsky 1996). Findings tend to support this contention in 

both samples (fQr Kuwait respecified model generated a ~ = .55 with t-value = 4.05; for 

US sample, ~ = .48 with t-value = 2.44). 

Disconfirmed Expectancy Model-Kuwait and US 

The disconfirmed-expectancy model, as specified for this study, consisted of four 

main constructs divided into one exogenous construct (expectation of attribute 

performance), and three endogenous constructs, namely, perceived performance of 

attributes (performance), perceived gap between expectations and performance 

(disconfirmation), and satisfaction judgements (See figure 4). The specified model 

consisted of 4 factors, each with three indicators. The model had 78 sample moments 

and 30 parameter estimates (8 factor loadings, 12 error variances, one factor variances, 

three prediction errors, and 6 regression coefficients) yielding 48 degrees of freedom. 

Output generated from fitting the model in each sample was screened for the presence of 

offending estimates. One out-of-boundary estimate was identified in which the variance 

associated with the disturbance parameter (error term) of the disconfirmation construct 

was negative (observed when fitting the model to the Kuwaiti sample and the 
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FIGURE 4 

.58 

Disconfirmed-Expectancy Models: Pooled and 
Country-Level Samples 

Disconfirmed -Ex pectancy Model (Pooled Sample, N=241) 

~( Pc1forman"c2 

i; , 
Model Fit : CF l=.89 , RM SEA= . I I 

Disconfirmed-Expectancy Model (Kuwaiti Sample, N=l20) 

.66 

~J Pu(orman.:c2 

~I Pufo•mm•l 

Model Fit: CFl= .85 , RMSEA =. 14 

Disconfirmed -Ex pectancy Model (US Sample, N = l21) 

i;, 
Mode l Fit : CF I= .92 , RM SEA =. I I 
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Pooled sample but not to the US data). Encountering a negative variance can be 

attributed to many potential problems including non-normality of data, small sample size, 

and specification problems. Because the normality of data was fairly similar across the 

two samples and that sample size is practical restriction, it might have been a problem 

related to the specification of the model. Fortunately, this inadequacy was corrected by 

placing an equality restriction between the disturbance associated with performance and 

disconfirmation. Because these two constructs have roughly the same dimensions of the 

notebook, placing an equality constraint seemed logical yet admittedly, less than ideal. 

The ove\all fit of disconfirmed-expectancy model for the Kuwaiti sample was less 

than acceptable (CFI = .85, RMSEA = .14), hence, the model was rejected (though 

further analyses will be performed to identify model imperfections). In comparison, 

results obtained from fitting the model to the US data was better (CFI=.92, RMSEA = 

.11 ), and that model was accepted. 

Measurement Model. Two separate CF As were applied to the exogenous 

variable in each sample to examine the empirical reliability and validity of the exogenous 

construct. Refer to appendix 12B for a depiction of the model and to table 5 .17 for a 

summary of results. The calculated Cronbach reliability measure (alpha) for the 

Expectation construct was slightly lower than the acceptable minimum for the Kuwaiti 

sample, whereas the measure was strong for the US sample. Similarly, validity measures 

showed the variance extracted from each observed indicator was lower than 50%, for the 

Kuwaiti sample, but higher than that for the US sample (R2 was .38 and .67 respectively). 

Structural Model. For the purpose of assessing the strength of relationships 

between the model constructs, an assessment of the structural coefficients was undertaken 
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for each sample. Across the two samples, some estimates of path coefficients were found 

to be significant at the .05 level while others were not significant (table 5.18). 

Interestingly, the pattern of parameter significance was consistent in both samples, 

although the model fitted to the Kuwaiti sample has already been rejected. Attempts to 

respecify the model by eliminating paths with insignificant t-values did not produce any 

marked improvement in model fit or in any t-values associated with other insignificant 

path coefficients. Consequently, only the US model was retained for further analyses. 

TABLE 5.17 Assessment of the Exogenous Construct Discon firmed Expectancy 
M<\del 

Indicators (manifest variables) Kuwait us Pooled Sample 

Variable 1 standardized loading (t-value) 
0.58 .88 0.79 

_(.OOla _[OOla _[OOla 

Variable 2 standardized loading (t-value) 
0.55 .75 0.66 

_(4.0'U_ _(8.891 _(8.8'U_ 

Variable 3 standardized loading (t-value) 
0.66 .82 0.73 

_(_4.3'U_ f).681 J.9.391 
Cronbach Reliability Measure .64 .86 .78 

Extracted Variance Measure .38 .67 .54 
1 

standardized loading (t-value). At-value of .00 indicates a fixed coefficient. 

Hypothesis Six. This hypothesis pertains to the effects of disconfirmation on overall 

satisfaction judgements. It has been postulated that a positive disparity between initial 

attribute expectations and perceived performance should lead to positive satisfaction 

judgements and vice versa. In essence, the expected path coefficient reflecting this 

pattern of relationship should be positive. An examination of the findings obtained fyom 

the pooled and US samples supports this hypothesis, (for pooled sample, 13 = .78 with t-

value = 4.47; for US, 13 = .45 with t-value = 2.27). In the Kuwaiti sample, however, this 
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predicted relationship did not hold because the path coefficient was high but was not 

significant due to higher standard error. But since this model was rejected due to poor fit, 

the insignificant path observed in the Kuwaiti data is not reliable and should not affect 

these findings. Therefore, this hypothesis was supported. 

TABLE 5.18 Disconfirmation Model Standardized Structural Parameter Estimates 

Endogenous 
Expectations Performance Disconfirmation Satisfaction Constructs 

Kuwaiti Sample 

Performance 
.66 

(3.20) 
- - -

Disconfirmation ' 
-.07 .97 

(-.56) (4.22) 
- -

Satisfaction 
.06 -.16 .69 

(.34) (-.34) (1.59) 
-

Rz .38 .43 .85 .33 

US Sample 

Performance 
.52 

(4.78) 
- - -

Disconfirmation 
-.14 .91 

(-1.49) (6.42) 
- -

Satisfaction 
-.03 .28 .45 

(-.26) (1 .22) (2.27) -
Rz .67 .27 .71 .48 

Pooled Sample 

Performance .58 
(5.95) - - -

Disconfirmation -. I 0 .88 
(- I.II) (6.89) 

- -

Satisfaction .04 -.16 .78 
(.39) (-.79) (4.47) 

-
R:r .54 .34 .68 .45 
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CHAPTER6 

6. DISCUSSION 

The results of this study were found to be consistent with predictions derived 

from previous research on cultural values, and provided some, though not complete, 

evidence supporting the effects of values on some important aspects of consumer 

behavior. This research has also shown that, as predicted by Hofstede (1980), Kuwaitis 

have a higher level of power distance and uncertainty avoidance compared to their 
' 

American counterparts. Moreover, the general findings of this study tend to support the 

existence of a relationship between personal values and cultural values, though some of 

the results were not as strong as was predicted. As demonstrated by results obtained from 

canonical correlation analysis, it was found that there is, at least, one reliable form of 

linear association between each of the two dimensions of national character with personal 

values. The somewhat small size of redundancy variance explained by the canonical root 

did not lend equivocal support to practical significance of this root. 

Another important objective of this study was to delineate the correlates of cross-

national satisfaction at the individual level. Results obtained from notebook computer 

study have shown that while VB-P congruency model explained the satisfaction 

judgements both for Kuwaitis and for the US sample equally well, the disconfirmed-

expectancy model emerged as a suitable paradigm to explain the satisfaction judgement 

of the US sample but not for the Kuwaiti sample. For the purpose of simplicity and 

clarity, the following discussion chapter has been divided into three sections to discuss 

the findings pertaining to each of these distinct but interrelated parts. 
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~rsonal and Cultural Value Systems 

Findings obtained from applying canonical correlation procedures uncovered at 

least one reliable canonical root linking relative power distance and strength of 

uncertainty avoidance, separately, to personal values. The absence of rotational 

techniques in present statistical software hindered, to some extent, the interpretation of 

pairs of canonical variates, so the matrix of canonical loadings was examined to aid the 

decision as to identify the variables forming the extracted variates in each set. 

For PDS, findings from the pooled sample reveal that a higher need for social 

acceptance and for others' respect is positively correlated with both social and managerial 

power-expressive behaviors. Follow up analysis performed on the Kuwaiti sample 

suggests that personal values related to the desire for more social acceptance, more 

security, and a less exciting life were all found to be associated with power-expressive 

social behaviors. In contrast, the same personal values reemerged in the US sample and 

were associated with power-expressive behaviors, but limited to managerial context. 

Taken together, the pattern of these results strongly suggests that power expressive 

behaviors, either social or managerial, are associated with outward personal values. Yet, 

the strength of these results should be cautiously interpreted, because the amount of 

variability LOV explained by the variability of PDS was on the low side (from 2% to 

4%). One explanation for observing such a small redundancy is related to the way the 

index is built. Because the procedure involves averaging squared correlation coefficients 

between a variate and the variables composing the other variate using equal weights, the 

large number of variables with insignificant coefficients have diluted the effects of the 

smaller number of variables with significant coefficients. 
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The canonical association between LOV and UAS was relatively stronger than the 

relationship observed between LOV and PDS, both in terms of magnitude of canonical 

roots (.52 to .64) and redundancy (4% to 9.4%). For Kuwaitis, preference for outer­

directed values (belonging, warm relationship and being well respected) was associated 

with the magnitude and sources of uncertainty (level of worry about the future and 

relative intolerance of socially conflicting opinions). For the US group, mostly inner-

directed values (security, accomplishment, and belonging) were found to be related to 

future anxiety and preference for homogenous social opinions. 

These forms of association do not, however, ascertain whether people with a ' . 

stronger need for social acceptance and others' respect are driven to practice more power-

expressive behaviors or conversely, the presence oflarge power distance (and its related 

behaviors) leads its members to favor this subset of personal values (the same argument 

applies to observed relationship between LOV and UAS). Yet, it is intuitive that the 

latter is more likely. Through socialization, individuals learn the values, norms, and 

attitudes of the community which then become a primary influence on the way 

individuals define themselves, their roles, and their interests at the personal level. 

Admittedly, answering this question requires a longitudinal analysis rather than the cross-

sectional approach taken in this study. 

PDS, UAS and Relative Importance of Personal Values. In the hypotheses 

section, a table was constructed to test the correlation between the ranking of personal 

values in six countries and the positioning of these countries on power distance and 

uncertainty avoidance (Table 2.1 ). According to the correlational analysis results shown 

in that table, it was expected that self-fulfillment would show a high and positive 
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correlation with both power distance and uncertainty avoidance, while self-respect would 

show a negative significant correlation. The table also shows a negative correlation 

between sense of belonging and power distance. Because the number of countries 

involved in this study was not adequate to construct meaningful correlation analysis, the 

only possible analysis was to see whether between-country mean scores on these values 

would vary according to patterns of correlation reported in the table. More specifically, 

one would expect to find individuals living in the country with the higher power distance 

and uncertainty avoidance (i.e., Kuwait) to have a larger mean score on self-fulfillment 

and lower mean ~cores on self-respect and sense of belonging. 

Main effects of country on the importance of personal values were examined 

using one-way ANO VA, and yielded mixed results. Citizens of both countries equally 

valued self-fulfillment, Kuwaitis were found to value self-respect less than Americans 

(consistent with earlier prediction), while Kuwaitis expressed higher desire for sense of 

belonging than did Americans (contrary to earlier predictions). 

One plausible explanation for these discrepancies is the incompatible 

measurement used for personal values in both cases. Specifically, the approach taken in 

the present research is to measure values in terms of importance scores, while the 

correlation table was formed on basis of ranking of personal values. An individual may 

provide a score of 10 on two values separately, however, when he or she is asked to rank 

these two values, one will be ranked higher, even though both were equivalent on the first 

measurement. It follows that a table of correlation coefficients should be reconstructed 

on the basis of importance scores and not on ranking scores. 
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Complexity of Cultural Values. The multidimensionality of factor structures of 

the pDS and UAS scales was viewed, paradoxically, as a point of interest and a cause for 

concern. Hofstedes' measurement of workplace values involved three items for each of 

the two chosen cultural dimensions, but clearly, the relevance (and hence the validity) of 

such indicators become questionable when applied to cultural contexts other than the 

organizational culture. In response, the scale was expanded by adding items measuring 

the social and managerial consequences of power distance and uncertainty avoidance, 

items that Hofstede uncovered using qualitative analyses. Given the level of association 

that one might expect to find between indicators and consequences of a phenomenon, it 

was expected that two factors would emerge, the first measuring the magnitude of each 

dimension and the other measuring its consequences. However, results obtained from 

factor analyses suggested the presence of five reliable factors in each scale, with 

somewhat similar, but not identical, factor structures between the two countries. The 

retention of a 5-factor solution in each scale was immediately followed by an extensive 

factor labeling process that relied heavily on both the researcher' s conceptual judgement 

of marker item contents and on the use of more objective similarity indices to ensure 

factor interpretability and cross-group validity. 

It could be said that the elaborate factor structure uncovered in this study indicates 

both the richness and the complexity of these two dimensions of national character. 

These findings show that the extent to which power distances exist in society should be 

measured at many different levels including beliefs about sources of power, attitudes 

toward high power, and prevalence of power expressing behaviors in society. Likewise, 

the emergence of a 5-factor solution in the uncertainty avoidance scale suggests a 
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complex structure of this cultural dimension, more than what Hofstede initially had 

proposed and measured in his famous study. It is the contention of the present author that 

the measurement of relative tolerance for future risk and lack of structure in life would be 

greatly enhanced if a more coherent set of items can be generated and tested in future 

research. 

Linearity. One of the possible explanations for not being able to derive a strong 

redundancy variance between the PDS, UAS and LOV values is the lack of strong 

linearity between the individual items in the criterion and the predictor set. Hair et. al 

(1995) points o1't that because canonical correlation estimation procedures are designed 

to detect linear forms of relationships, the presence of nonlinear relationship between the 

items decreases the chance to capture the true magnitude of associations. Present 

statistical procedures do not contain options for estimating canonical roots for nonlinear 

forms of associations. 

Gender of Participants. There were some concern that observed differences in 

values scales, especially PDS and UAS, might have been gender-dependent. Because the 

Hofstede study was conducted in the late seventies where females in the workforce, 

especially in developing countries, might have been underrepresented, there was a chance 

that his scales might have been gender biased. The gender mix in the this study was 

fairly good, with almost 50% split between the two sexes in each sample. The 

application of one-way ANOV A procedures did not show any significant differences 

between males and females within each sample or between the two genders in the pooled 

sample. 
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The effects of gender on the preference for particular personal values over others 

were, unlike gender effects on cultural values, expected. According to the author of LOV 

(Kahle 1983), the level of importance assigned to some of the personal values in the LOV 

scale was expected to be different between males and females. For example, warm 

relationship with others and sense of belonging were expected to be valued more by 

women compared to men. One-way ANOV A results measuring main effects of LOV by 

gender in each sample were not generally supportive of Kahle's predictions. Of all 

values, American females reported higher value for warm relationships with others more 

than men did, bllt they unexpectedly placed higher importance on personal safety than did 

men. In comparison, Kuwaiti men valued fun and excitement more than Kuwaiti 

females, while they scored about the same on all other values. These results could be 

attributed to the specific nature of the sample in each group. Increased preference for 

security in life by US females may be attributed to the kind of threats present in living on 

campus while female students in Kuwait University live off-campus, and the crime rate is 

much lower than in the US. 

Values and Wanted Product Benefits 

Hypothesis one predicted that consumers in the country with high level of power 

distances (i.e., Kuwait) would exhibit more preference for products that provide enhanced 

social image compared to individuals living in countries with more power equality. The 

genesis of this hypothesis originates primarily from the theory of conspicuous 

consumption, which suggests that consumers may not consume products merely to satisfy 

themselves, but rather to satisfy others in their communities. But for ostentatious 

consumption to be prevalent in society, individuals should believe that evaluation of 
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others based on the luxury of possession is a common practice, and more importantly, 

individuals should also believe that ostentatious consumption should contribute to 

improving their social status. As such, question 9 in the questionnaire was coined to 

measure the presence of this practice in both countries at an absolute level, while 

measuring the relative importance of creating a favorable reputation when using a mobile 

computer measured this phenomenon at the product level. Results generated from 

running one-way ANOV A procedures on these two items provided ample support for this 

prediction, although estimates of effect size measures (TJ2
) were relatively small (ri2 

= .04 

and .07 respectively). 

Theories of conspicuous consumption behavior were divided on identifying the 

main motive for pursuing this overt display of wealth (Mason 1981 ). In his book, he 

explained that the old school of thought attributes leisure consumption to innate 

personality traits that motivate the individual to favor distinctiveness from others, while 

the contemporaneous school considers this form of consumption as an effort on the part 

of the individual to improve social status. If one subscribes to the later view, overt 

display of power and wealth, and hence, ostentatious consumption, would then be more 

likely to occur in societies with large power disparities as opposed to societies with 

relatively even power structure. Fortunately, because the two cultures chosen for this 

study do not have family or birth-restricted social classes, social mobility of individuals 

can be achieved by means of conspicuous spending. 

Because self-reporting was the approach taken in measuring the presence of 

conspicuous consumption, demand artifacts and social desirability may have inhibited the 

full measurement of this behavior. For Kuwaitis, admitting the presence of, let alone 
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engaging in, the practices of conspicuous consumption is susceptible to the moderating 

effects of religion. According to Islamic beliefs, lavish lifestyle and wasteful spending 

are highly discouraged, which, under the pressure of social desirability, some respondents 

might have been less open and candid about this behavior. This concern becomes more 

real in light of the fact that Kuwaitis have reported higher adherence to religion than did 

their Americans counterparts at a statistically significant level. 

The second hypothesis contained two parts with two distinct predictions. In the 

first part, it was stated that nationals of cultures with a high level of uncertainty 

avoidance attempt to reduce the undesirable effects of uncertainty by enhancing personal 
' 

talents and abilities and by building stronger ties with their families. In the second part, it 

was stated that, given that uncertainty avoidance is, in fact, a culture-wide measure of 

risk aversion in general, it would be expected that avoiding ambiguity in general might 

also affect personal preferences for familiar well-known brands over generic products 

with uncertain, and highly variant, quality. 

Results generated from one-way ANOVA and bivariate correlational analyses 

(see "Results" section) failed to provide firm support for all the predictions made in the 

first part of hypothesis 2. Respondents in the Kuwaiti group were found to be more 

concerned with building stronger ties with their families to cope with the unpredictable 

future, however, both Kuwaitis and Americans were equally concerned with making the 

best use of their talents and abilities. Similarly, no support was found for predictions 

made in second part of hypothesis 2. 

One possible explanation for this lack of association lies with the level at which 

uncertainty-avoidance tendency may be operating. Anxieties generated from a high level 
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of uncertainty are not manifested in individual level behaviors such as those related to 

consumption, but might be evidenced in other forms of social behaviors, such as more 

emphasis on familial unity. 

Hypothesis three predicted that consumer needs, wants, and desires are directly 

related to consumers' personal values as measured by the LOV scale. Overall results 

obtained from canonical correlation analysis uncovered at least one significant canonical 

root. In depth analysis aimed at determining the nature of the retained root showed that 

outer-directed values were positively correlated with preference for social image, 

information, multimedia, and portability benefits in a descending order. 
' 

Generally, results generated from canonical correlation were supportive of the 

linkages between general human values and benefits wanted at the product level. In the 

consumer literature, it has been theorized that values guide many aspects of human 

behavior, including those pertaining to buying and consumption. Gutmans' (1982) 

means-end chain model conceptualizes values as "end states of existence" and products 

as "means" employed to satisfy an end. Thus, it is anticipated that in a competitive 

market with a variety of differentiated products, product choice, and ultimately the 

satisfaction with that choice, are dependent on the degree of match between initial 

personal values and the kind of benefits provided by the product. 

From this study, and from other studies reported elsewhere, it was found that the 

cultural background of the consumer leads to subtle differences in the degree of 

importance assigned to some personal values. If one accepts the argument that values 

indeed guide consumer behavior, it might be reasonable to expect that cross-cultural 

116 



variability of importance assigned to values might very well lead to the display of 

different consumer behaviors, including product choice and evaluations. 

y_alue Benefits vs. Expectations 

Jn the previous discussion, it was shown that the kind of personal values 

consumers hold is directly related to the kind of benefits consumers look for in products. 

Taking this relationship a step further, this association was tested using a real product 

(notebook computer) to examine its effects not only on what consumers want in a 

product, but also if attainment of these benefits would, in fact, lead to higher levels of 

satisfaction. In this regard, Prakash ( 1984) stated that 

" ... Consumer research has shown that expectations and confirmation of 
expectations are important determinants of satisfaction (Oliver 1980; 
Parakash 1981 ). The causal sequence is: Expectations lead to 
confirmation of expectations, which leads to satisfaction. With the 
introduction of personal values in this relationship, the sequence can be 
modified: personal values leads to expectations, which leads to 
satisfaction .. . " Parakash, 1984, P. 14 7) 

The approach of this study differs from Prakash in the sense that congruency 

between valued-benefits and perceived performance, and not the disparity between 

attributes expectations and perceived performance, should emerge as the determinant of 

satisfaction with the notebook. 

Examining the suitability of disconfirmed-expectancy paradigm vs. the value-

benefit congruency paradigm in explaining the satisfaction responses of the international 

consumer has shown an interesting finding. To Kuwaitis, satisfaction responses to the 

notebook computer seems to be determined by the degree to which wanted benefits 

matched perceived performance, whereas for the U.S. sample, the disconfirmation of 

expectations emerged as the prime antecedent of satisfaction. 

117 



Hypothesis 4 predicted that perceived notebook performance should exert two 

kinds of effects; a direct influence on expressed satisfaction judgements about the product 

(H
4
a) and an indirect effect on satisfaction through the level of perceived consistency 

between wanted benefits and perceived performance (H4b). Results generated from 

applying structural equation modeling on the pooled sample showed no direct effects of 

performance on satisfaction, while the conceptualized indirect effects of performance on 

satisfaction through disconfirmation were supported. 

The absence of direct effects of attribute performance on satisfaction comes as a 

surprise becaus~ the level of performance saliency is quite high when compared to other 

product categories with ambiguous performance dimensions (coefficients obtained from 

pooled samples were p = .16 for the VB-P model and p = -.01 for disconfirmation model 

respectively). The effects of performance on satisfaction were completely mediated by 

the VB-P disparity in the better-fitting VB-P congruency model, or by the 

disconfirmation of attribute performance in the disconfirmed-expectancy model. From a 

conceptual standpoint, these findings suggest that while performance is an important 

construct in understanding the satisfaction formation process, its absolute level may be 

irrelevant with a valence that results from some form of comparative process. 

Hypothesis five consisted of two parts. In the first part, it was predicted that a 

high level of valued benefits is expected to be inversely related to the observed 

congruency between valued benefits and perceived performance. Surprisingly, the 

regression path coefficient between valued benefits and VB-P congruency was positive, 

which fails to support the hypothesized prediction. The second part of hypothesis 5 was 

supported. In this part a prediction was made that satisfaction with the notebook would 
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be dependent on how closely product performance brought the consumer to attaining the 

benefits initially wanted. 

Failing to support the linear relationship between valued benefits and VD-P 

congruency constructs is counterintuitive because as the level of benefits increases (as 

determined by the type of values), the ability to deliver a matching quality of 

performance becomes more difficult. This mediation of effects is consistent with the 

proposition of the contrast theory in the sense that consumers' satisfaction judgements 

seem to be shifting away from initial level of valued benefits. 

Results &enerated from fitting the disconfimed-expectancy paradigm to the data, 

despite its inadequate fit, supported the prediction that satisfaction is a function of 

subjective disconfirmation between initial expectation level and perceived level 

satisfaction. Similar to the VB-P congruency, the path coefficient observed linking 

disconfirmation to satisfaction was strong and positive, indicating a positive linear 

relationship. 

The empirical support found for the association between disconfirmation and 

satisfaction is in line with the prediction of the adaptation level theory (Helson 1964), 

which suggests that consumers tend exaggerate the gap between expectation and 

performance in ways that affects satisfaction. More specifically, it has been suggested 

elsewhere (e.g., Yi 1990) that the surprise effects from resulting from performance 

surpassing (falling short of) initial expectations generates positive (negative) feelings that 

would then affect satisfaction. 
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CHAPTER 7 

7. CONCLUSIONS 

As expansion to foreign market continues to be the trend, reexamination of 

existing consumer theories, or perhaps the development of new ones, might be necessary 

to understand the intricacies of cross-national consumer behavior. Whether the consumer 

is local or international, it appears that the most basic motivation for buying products and 

services is to satisfy needs, wants, or desires, which can be physiological and/or psycho-

social. The introduction of Bentham's law of diminishing utility marked the first 
' 

theorization of the critical interplay between satisfaction and consumer decision making, 

however, the identification of critical antecedents of satisfaction really progressed as the 

focus shifted toward the incorporation of psychological antecedents. While this progress 

evidently shows that we probably now know more about the antecedents of customer 

satisfaction than ever before, studying the interaction between consumer culture and 

consumer psychology has been excluded from present satisfaction research. This study is 

one of the first attempts to address this issue and to fill some of these research gaps. This 

has been accomplished by studying cross-cultural differences in terms of values, and 

traced the effects of these differences to choice of valued benefits in products, and 

measured how these benefits affects overall satisfaction judgement. 

This study uncovered some important differences in the types of values held by 

individuals in Kuwait and the US. Kuwaitis, in general, choose outer-directed personal 

values, such as the need to belong and need to be well-respected more than Americans 

did, whereas Americans preferred inner-directed values, such as self-respect and 

excitement more than the Kuwaitis did. In addition, there is a large perception of power 
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inequality between Kuwaitis, and there is also a greater tendency to engage in power 

expressive behaviors when compared to Americans. Kuwaitis were also found to express 

a general lack of tolerance toward uncertain situations and toward ambiguity in general, 

and consequently, were found to have stronger interfamilial ties to guard against future 

threats and unforeseen difficulties. 

The specific links between values and consumers' desired benefits and overall 

satisfaction was formalized and tested in each country using a notebook computer as 

sample. The explanatory power of the valued-benefit congruency paradigm was a better 

explanation of s~tisfaction in the Kuwaiti sample, while the traditional disconfirmed­

expectancy paradigm emerged as the better model to explain the satisfaction of the 

American sample. The adoption of several measures to cope with the complexities of 

cross-cultural research enhanced the validity of these findings. These measures include a 

careful system of translation and back-translation to preserve the content validity of each 

item on the scale, conducting qualitative research to explore the concept of satisfaction 

and valued benefits in each sample, and conducting a real product experiment and face­

to-face administration of the study instead of using fictitious products or non-personal 

method of data collection. However, as explained in the next section, the study is not 

free of limitations. 

Limitations of Study 

As is the case with all studies, the generalizability and the validity of the study 

findings is constrained by the conceptual framework and design, characteristics of 

selected samples, and the exclusion of some potentially relevant variables. The 

identification of these limitations is instrumental for the proper interpretation of findings, 
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and should provide direction for future research. 

This study investigates the impact of values on key benefits desired in products 

and on the satisfaction response of the customer. As someone might argue, portraying 

purchase events as goal-directed behaviors (products are considered as means to achieve 

desired consequences and valued end-states) is mainly derived from the expectancy-value 

approach in attitude and consumer research. Proponents of this approach consider the 

consumption experience as a purposeful behavior in which consumers create some form 

of subjective probability that the purchased product will eventually lead to the desired 

consequences. ~ile this portrayal might be evident in big-ticket items, it is expected 

that such conceptualization may not include habitual and serendipitous buying, or "low­

involvement" purchase decisions with little information search and limited cognitive 

evaluation. Even for highly involving purchase decisions, it is also possible that the 

relative importance of benefits as choice criteria could be moderated by subjecting the 

customer to immense advertising and point-of-purchase promotional pressures. 

For parsimony purposes, the cultural analysis undertaken in this study used a 

limited set of all the potentially available dimensions of cultural values. Consequently, 

there might be other interactions between other sets of cultural values and personal 

values, and between values in general and valued benefits in products. Yet, even with 

this limited set, the reliability of the measurement of these two dimensions was 

unexpectedly low (Cronach alpha ranged from .51 to .65). These results show that the 

present scales are less than adequate, and therefore, more studies focusing on scale 

development of cultural values are needed. 

It is also important to note that satisfaction is measured after exposing the 
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participants to the stimulus product for a limited period of time. While using product 

trials as a surrogate for a true consumption experiences studies has been generally 

accepted and adopted in consumer satisfaction research (for notable examples see Oliver 

I 980, Churchill and Surprenant 1982, Spreng, MacKenzie and Olshavsky 1996), it is 

possible that a more prolonged consumption experience might create different results. 

For example, it is possible that product knowledge increases with time (learning effects) 

and uses that seemed to be unimportant at first impression might become consequential 

benefits with time. In light of these time and learning effects, this study can be 

considered as a pilot research effort in the area of cross-national satisfaction. Future 

studies might improve their findings by adopting longitudinal research designs with 

purchased and consumed products, not just product trials. 

The generalizability of these findings should be extended to populations from 

which the samples were drawn, namely college students. Age was restricted to a 

relatively similar mean and the sample was gender-balanced which allows good within­

group homogeneity, however, only 25 % of the Kuwaiti participants were working 

compared to nearly 60% in American sample. Provided that work is another cultural 

institution that shapes the values of its members, it is possible that answers to questions 

related to work issues in the Kuwaiti sample were based more on expectations and 

perceptions and less on real experience when compared to the US sample. 

Despite these limitations, some useful knowledge of the cross-national 

determinants of customer satisfaction was produced by this study. International 

marketers should take note that relying on a single model to explain the satisfaction 

responses of the international consumer may provide flawed conclusions about what 
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caused the consumer to be less satisfied and how to increase present satisfaction. The 

study also provided some insights about the role of values in shaping consumer benefits, 

and whether cross-cultural differences in values would indeed lead to different valued 

benefits in products. It is highly unlikely that Hofstede's dimensions of national 

character are the only dimensions of national character. Future research on cross-national 

satisfaction will be markedly improved if other important sets of cultural values can be 

identified and incorporated as explanatory variables. 

' 
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APPENDIX 1 

Dimension 

Power Distance 

l-­
! 

Uncertainty 
Avoidance 

Individualism-

Collectivism 

~------

Masculinity 

Femininity 

Cultural Dimensions Proposed By Hofstede (1980, 1983) 

Description Measured Items 
.. -

~ All societies have power distance 1 1.-· --TO What extent 
but with varying degrees 

~ To what degree people are equal 
High power distance: Centralization and 
autocratic leaderships are rooted in 

employees are afraid to 
disagree with their 
manager 

, organizations. The status quo will be 
' maintained because it satisfies the need for 

dependence for those with no power 
Low power distance: Decentralized and 
more participating leadership 
~ The degree to which society 

. exercises control over the future 
: Low uncertainty avoidance: Individuals 
' accept days as they come, taking risk 

because they feel relatively secured, and 

2. 

3. 

i 
i 4. 
! 

! 

, people are passive in dealing with the future. 5. 
Strong uncertainty avoidance: Institutions 

1 
try to create security and avoid risk using 
technology, laws that do not tolerate deviant I 6. 

Present decision­
making style of the 
manager (autocratic­
persuasive) 
Desired decision­
making style 

Rules of the company 
should not be broken 
even when it is 
beneficial to break it. 
How long does the 
worker intend to stay 
with the company 
Stress on the work 
place ! behavior, and religion including secular and 1 

! 
ideologi_cal. 

Reflects the strength of the relationship 
between an individual and others 

7. 

8. 

Stayi ng with one 
company is undesirable 
It is better to work for 

Individualism: Relationship is very loose. 
Caring for oneself or his/her immediate 
family member is concern. There is great 
individual freedom and less social 
intervention in one's life 

, Collectivism: People are born into 
; collectivities or in-groups where everyone 
, looks after the interest of his/her in-group in 

exchange for protection when this person is 
in trouble or in need. 

smaller corporations 
9. Corporations are not 

responsible for their 
employees 

I 0. Earnings are more 
important than 
interesting work 

11 . Networking is key to 
promotion 

12. Individual decisions 
are better than 

i collective ones 
_________ _J

1

: _ __Q:_epeate~ ---· 

~ Reflects the division of sex roles in 
13. Degree of stress 

society 14. Individual decisions 

1 Masculine societies: Men are always more 
' assertive and dominant while women assume 
' nurturing roles. Masculine values are 

dominant even for women These values are 
showing-off, making money, and the 
perception that big is beautiful. 
Feminine societies: Feminine values are 
dominant such as not showing off, putting 
relationships before money, helping others, 
and care about the environment. 

i 

are better than 
collective ones 
(repeated) 

15. It is better to work for 
smaller corporations 
(repeated) 

16. Employees dislike 
work 

17. Networking is key to 
promotion (repeated) 

--·--·-·--·· .... ···-·- ------------
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APPENDIX2A Final Questionnaire (English Edition) 

PART ONE 

A. Each one of us has different notions about what is important and valuable in life. The following is a 
list of things that some people look for or want out of life. Please study the list carefully and then rate 
each one according to how important it is to your daily life. Circle the appropriate number, where (I) 
is the MEDIUM IMPORTANT and (11) is the EXREMELY HIGH IMPORTANT. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

I strive ... 

To be accepted by others around me 

To have a lot of fun, enjoyment and 
excitement in my life 

To have warm relationships with friends and 
others ' 

. . 

To make the best use of my talents and 
abilities 

To be well respected by others 

To be safe and protected from harm and 
attack (feeling secure) 

To have self respect and to be proud of myself 
as I am 

To be successful 

II ofMedium 
Importance 

I 2 3 4 

I 2 3 4 

I 2 3 4 

I 2 3 4 

I 2 3 4 

I 2 3 4 

I 2 3 4 

I 2 3 4 

of High of Extr 
Importance Im1-

5 6 7 8 9 JO 11 

5 6 7 8 9 JO 11 

5 6 7 8 9 10 11 

5 6 7 8 9 JO 11 

5 6 7 8 9 JO 11 

5 6 7 8 9 JO 11 

5 6 7 8 9 JO 11 

5 6 7 8 9 10 11 

B. People differ on how they view their societies. Please read each of the following statement 
carefully, and then circle the number that best represent your agreement or disagreement where 
(I) is TOTALLY DISAGREE and 11 is TOTALLY AGREE. Please remember that there are no 
right or wrong answers, so choose the number that BEST represent your opinion. 

I believe that ... Strongly !Generally Some- Neutral Some- Generally! Strongly 
what what Disagree Disagree 

Disagree Agree 
Agree Agree 

9. In my country, people are evaluated 
based on what they own such as I 
clothing quality, vehicle luxury, 

2 3 4 5 6 7 8 9 JO 11 

and house elegance 

Children should always obey their 
I 2 3 4 5 6 7 8 9 JO 11 parents 

10. 

Power and wealth must be 
I 2 3 4 5 6 7 8 9 10 11 

cherished in our society 

11. 

12. Any worker should be respectful 
I 2 3 4 5 6 7 8 9 JO 11 

toward his/her superiors 

Students are generally afraid to 
I 2 3 4 5 6 7 8 9 JO 11 

disagree with their professors 

13. 
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APPENDIX 2A (Cont.) 

I believe that ... Strongly Generally Some- Neutral Some- Generally Strongly 
what what Disagree Disagree 

Disagree I Agree 
Agree Agree 

Most rich people where I live have 
I 2 3 4 5 6 8 inherited their wealth 7 9 10 11 14 

Rich and powerful people are more likely 
15 to be arrogant and disrespectful to others I 2 3 4 5 6 7 8 9 10 11 

Most managers where I live make 
16 autocratic decisions without I 2 3 4 5 6 7 8 9 10 11 

consultations 
Power and wealth are important sources 
of success and happiness I 17 '2 3 4 5 6 7 8 9 10 11 

Managers should not always supervise 
and control their employees I 2 3 4 5 6 7 8 9 10 11 18 

All people in the United States have 
equal rights, opportunities, and privileges I 2 3 4 5 6 7 8 9 10 11 19 

In my experience, people are unwilling to 
work unless the~ are forced to do so I 2 3 4 5 6 7 8 9 10 11 20 

21 
I prefer buying well-known brands over 
generic brands even though the latter I 2 3 4 5 6 7 8 9 10 11 
might be less expensive 

Managers must be allowed to make as 
22 many decisions as they like--even risky I 2 3 4 5 6 7 8 9 10 11 

ones 

Individuals should build strong social 
23 relations with relatives and others to I 2 3 4 5 6 7 8 9 IO 11 

guard against the future. 

24 
People should follow the rules and 
regulations of our society even if they I 2 3 4 5 6 7 8 9 IO 11 
don't agree with them 

Following all the teachings of my 
I 2 3 4 5 6 7 8 9 10 11 religion is very important to me 25 

All organizations must have specific and 
I 2 3 4 5 6 7 8 9 10 detailed rules and guidelines 11 26 

27 Most people I know change jobs only in I 2 3 4 
extreme circumstances 

5 6 7 8 9 10 11 

28 Almost a ll managers of key posts are 
older than mangers of lower positions in I 2 3 4 5 6 7 8 9 10 11 
the company 

I worry about the future and spend time I 2 3 4 5 6 7 8 9 10 11 
thinking about it 

29 

30 Managers and leaders need to be experts 
in their field 

I 2 3 4 5 6 7 8 9 10 11 

31 Conflicting opinion in society is 
dangerous and undesirable 

I 2 3 4 5 6 7 8 9 10 11 

I think workers in many organizations 
are more stressed than they should be I 2 3 4 5 6 7 8 9 10 11 

32 
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C. This following set of questions describes how someone feels about his/her own culture. Please 
circle the number that represents your opinion. 

33. To what culture do you think you identify with : 

I) Black 2) Jewish 3) Hispanic 4) White 5) Others ........ ..... .. . 

Moderate Strong Very Strong 

3i How strongly do you feel affiliated 
I 2 3 4 5 6 7 8 9 10 11 

with your self-designated culture 

' Strongly Generally Some- Some- Generally Strongly 
I think that ... what Neutral what Disagree Disagree 

Disagree Agree 
Agree Agree 

35 
People should wear their 
national cloths both inside and I 2 3 4 5 6 7 8 9 JO 11 
outside their countries. 

Social traditions and festivities 
must be strongly adhere to no I 2 3 4 5 6 7 8 9 10 11 

36 
matter where the person lives. 

Wait! Now, please ask the research attendant 
to hand you a copy of Consumer report 
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APPENDIX 2A (Cont.) 
PART TWO 

A. The following is a list of questions about what people typically want to get when buying and 
using a computer notebook. Please read each statement carefully and then circle the number 
that best represent your desirability for each of these benefits. using the provided scale. 

To what Extent do you think this benefit is important to you"? 

To me, the following of Low of Medium of High of Very High 
Importance Importance Importance Importance 

notebook benefits are -+ 

I will have more freedom in my 
37. work since I can carry my 

computer with me and work I 2 3 4 5 6 7 8 9 10 11 
almost anywhere I go 

Notebooks are entertaining 
since I can listen to my best 
music, view various pictures I 2 3 4 5 6 7 8 9 10 11 
and camera m<'vies, and play 

38. 

my favorite games 

I can access more information, 
39. read my email messages and 

serf the Internet almost at any I 2 3 4 5 6 7 8 9 10 11 
place 

Users of notebook computers 
40. usually have a good image of 

being hardworking and I 2 
successful 

3 4 5 6 7 8 9 10 11 

Wait! Please ask the research attendant to 
provide you with the commercial 

advertisement 
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B. Assume that you are shopping for a computer notebook. The following is a commercial description 
for the notebook prepared by experts working for computer store. Please read the commercial ad 
carefully and then answer the next questions by circling the appropriate number that best represent 
your opinion. 

41.. 

42. 

43. 

44. 

45. 

46. 

47. 

48. 

49. 

50. 

After reading the ad, I 
expect that Dell Latitude 
XPI-CD to ... 

be light in weight 

be small in size and has a 
comfortable keyboard 

include a fast Central 
Processing Unit (CPU) 

have a large1high quality 
screen (monitor) 

contain a large Random 
Access Memory (RAM) 

include a high speed 
modem 

be easily upgraded to 
improve performance 

have a well-known brand 
name 

be guaranteed by a long 
warranty and to have 
excellent after sale service 

be reasonably priced 
given it' s performance 

Highly 
Unexpected 

I 2 

I 2 

I 2 

I 2 

I 2 

I 2 

I 2 

I 2 

I 2 

I 2 

Generally Somewhat Somewhat 
Unexpected Unexpected Neutral Expected 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

3 4 5 6 7 

Wait! Please, ask the attendant 
to try the notebook 
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Expected Expected 

8 9 JO 11 

8 9 10 11 

8 9 10 11 

8 9 10 11 

8 9 10 11 

8 9 10 !I 

8 9 10 11 

8 9 10 11 

8 9 10 11 
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C. After you tried the notebook, how would you evaluate the following attributes? 

I found the ................. to be~ Good Excellent Exceptional 

51 

52 

53 

54 

55 

56 

57 

58 

59 

60 

61 

62 

Notebook weight 

Notebook size 

CPU Speed 

Size and screen colors 

Brand name 

Speakers quality 

Internet connectivity 

Ability to run games 

Price of the n~tebook given it's 
performance 

Ease of upgrading 

Length of Warranty and after sale 
services 

Ability to display pictures and movies 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

I 2 3 

4 5 6 7 8 9 10 II 

4 5 6 7 8 9 10 II 

4 5 6 7 8 9 10 II 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 IO 11 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 10 11 

4 5 6 7 8 9 10 11 

D. Please think about the benefits you wanted to have after reading the summary Consumer Reports and 
before trying the notebook. Now imagine that you will use the demo notebook and it will perform the 
same way you have experienced when you tried the notebook. To what extent do you think this 
computer provided with the benefits you wanted? 

The ability of this computer to ..... is ~ Less Than Similar to Better Than 
Expected What I What I 

Expected Expected 

63 Provide me with more freedom in my work I 2 3 4 5 6 7 8 9 10 11 
-

Enable me to listen to my music, view 
9 10 various pictures and camera movies, and play I 2 3 4 5 6 7 8 11 64 

my games 

Allow me to access information, read my 

65 email messages and serf the Internet almost at I 2 3 4 5 6 7 8 9 10 II 

any place 

Be able to create a good image of myself as 
I 2 3 4 5 6 7 8 9 10 II 

hardworking and successful person 66 
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E. Please think about what you expected after reading the commercial ad and compare that to your actual 
experience of the notebook. Please answer the following questions: 

The performance of ....... was .... Worse Than As Expected Better Than Expected 
Expected 

Notebook weight I 2 3 4 5 6 7 8 9 JO 11 
67 

Notebook size I 2 3 4 5 6 7 8 9 10 11 
68 

CPU speed I 2 3 4 5 6 7 8 9 10 11 
69 

Screen size and colors I 2 3 4 5 6 7 8 9 10 11 
70 

Brand name I 2 3 4 5 6 7 8 9 10 11 
71 

Speakers quality I 2 3 4 5 6 7 8 9 10 11 
72 . . . 

I 2 3 4 5 6 7 8 9 10 11 Internet connect1v1ty 
73 

Ability to run games I 2 3 4 5 6 7 8 9 10 11 
74 

Price of the notebook given it' s I 2 3 4 5 6 7 8 9 10 11 
performance 75 

Ease of upgrading I 2 3 4 5 6 7 8 9 10 11 
76 

Length of warranty and after sale I 2 3 4 5 6 7 8 9 10 11 
services 77 

Ability to display pictures and I 2 3 4 5 6 7 8 9 10 11 
movies 78 

F. Please think about the computer notebook that you have tried and specify your 
satisfaction about the following dimensions: 

When considering Very Generally Somewhat Neutral Somewhat Generally Very 

...... , I feel ~ Dissatisfied Dissatisfied Dissatisfied Satisfied Satisfied Satisfied 

79 Ease of 
transportation and I 2 3 4 5 6 7 8 9 10 11 

portability 

80 Multimedia features 
and games I 2 3 4 5 6 7 8 9 10 11 

Connectivity to 
9 10 Internet and I 2 3 4 5 6 7 8 11 

81 

mainframes 

82 Brand popularity I 2 3 4 5 6 7 8 9 JO 11 
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G. Now, think about the computer notebook that you have tried in general then answer the 
following questions: 

Very Generally Average I Generally Excellent 
In general, I feel that the computer bad Bad Good 

83. notebook was ... I 2 3 4 5 6 7 8 9 10 11 

Totally Generally Generally Highly 
Dissatisfied Dissatisfied Neutral Satisfied Satisfied About the 

84. I think I am ... I 2 I 3 4 5 6 7 8 9 IO 11 
notebook 

Very Generally Generally Very 
Unhappy Unhappy Neutral Happy Happy 

' about the 
85. In general, I am . . . 

computer I used 
-5 -4 -3 -2 -I 0 I 2 3 4 5 

H. Imagine that you have bought the computer notebook that you have already tried and that you have 
paid the price mentioned in the commercial ad. Imagine further that you will be using the notebook 
in the same way that you have used the computer in the trial. The following statements reflect some 
of the thoughts that cross the minds of consumers after purchase. Please read each statement 
carefully and specify the extent to which you agree or disagree by circling the number that best 
represents your opinion. 

Strongly Generally Neutral Generally Strongly 
Disagree Disagree Agree Agree 

Given the price I paid, I 
86 think the company has 

-5 -4 -3 - 2 -I 0 I 2 3 4 5 made more money than 
they should. 
In case the product does 
not perform as it should, 

- 5 - 4 - 3 - 2 - I 0 I 2 3 4 5 the computer company is 
87 

the one to be blamed. 
I possess enough general 
computer skills that allow 

-5 -4 - 3 -2 -I 0 I 2 3 4 5 me to work comfortably 

88 

with computers. 
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I PART THREE 

The following is a list of questions that will help us classify our data into groups. Please read the questions 
and circle the appropriate number. 

89. Sex : I) Male 2) Female 

90.: Marital Status: I) Never married 2) Married 3) Separated 4) widowed 

91. Age: . . .. .... . . . 

92. Do you work now? I) Yes 2)No 

93. Approximately, how much is your monthly income? 
' I. Less than $350 a month 

2. From $350 to less than $500 a month 
3. From $500 to less than $650 a month 
4. From $650 to less than $800 a month 
5. More than $800 a month 

THANK YOU VERY MUCH FOR 
PARTICIPATING IN THIS STUDY! 

135 



APPENDIX2B Final Questionnaire (Arabic Edition) 

~1 ~ ~...J l+l ..,..t.~ ~1 ul.l4\rl ~ ~ ... m ~ L4 .>\,p.ll ~ ~.J ~ _,. ~ •~.)_):.;~.Ju..~ .I 
.,~1.l ~-" ~.J ~.J:!l1 .ili~ ~ ~)r l...fi \+.lo~~~, 1* ul.l4\rl • .l. l.)1 ,..ill....o.i u.o ·r+i~ ~ :.1.))11 u.o 

.~\ _)S)rl y. (11) ~)I .J ~\ Ji\71 y. (1) ~.; wl ~ ...,....u..i1 ~)\ J_,... 

~' 1 ~' .jJ ~' .jJ =~~iui -> IJ+ L • ~~ ~_,:w 

11 10 9 8 7 6 5 4 3 2 1 t)_,... ~' "':.! 'i.,iio wfii wi 

11 10 9 8 7 6 5 4 3 2 l ~~ ~ •:.lA....!1.J cyJ' u.o ~' .)i:. J,-:.1 wl 

11 10 9 8 7 6 5 4 3 2 l ~~')'1.J .,t:U....)11 ~ ~ ..:.ili:llc. "':.! wfo wl 

11 10 9 8 7 6 
' 

5 4 3 2 1 r'~I ~I ~'-""J ~yi ~I wl 

11 10 9 8 7 6 5 4 3 2 l ~~'i1~u.o 1~ t...y:.... wfil wl 

11 10 9 8 7 6 5 4 3 2 1 .;_,_..!.ll) w'.J.lal'.J _).G.....!1 ~ u.o ~bl1.J wL.\14 ~I wl 
(u.o\14 

11 10 9 8 7 6 5 4 3 2 1 .):!:!Al w.J.l ul w; ~ fal wi.J ..:.i1.ll1 rY:.... wfil wl 

11 10 9 8 7 6 5 4 3 2 l w1:. ~u wfii wi 

J~ ·~\,;; r-) ~ :...i.J ~ 4.,ill:ill ul.;\.iall 0"' •.;lie-~ ... 1.) .,,,.) ·r+i~ J_,... r+iU:.4hJJ ~ u-Ull ~ .n 
lji\_,..ll (11) ~)I~~ lji\_,..ll ~ ~ (1) ~)I wl ~ ul.;\.iall o.l. ~ .ilii.91_,.. ~.JI .ilii.91_,.. ~ <.j.lll ~)\ 
w.J.l eLill.J Hy.....!1 ~I.; r:.F-~ <.i.ll1 ...,....u..i1 ~)'fol .illll, ~~.Ji~ w44"l ~Y 'i .u4 µ.~till 

.U.4"-o 

Ji!,,.. Ji!,,.. Ji!,,.. Ji:. 
Ji:. 

Ji:. 
l..W Ji!,,.. 

I..~_,; *""" 
I..~_,; 

Ji!,,.. Ji!,,.. :04~1 
l..W 

11 10 9 8 7 6 5 4 3 2 1 .)i:. ~ :..)ll ~I op •<.j:.li ~ 
•.;l,i.JI ~Li.; .J _,,...l:...JI ~uls ~WI ul,ici.JI 

.Jjl.11 ~~ .J 

11 10 9 8 7 6 5 4 3 2 l ·r'~' .)i:. ~1.J ~u. :.'i.J\11 .)i:. 

11 10 9 8 7 6 5 4 3 2 l l+l jia..i wl ~ 4..,ic.~I j_,...; o.Jfll.J o_,ill 

·~~ 

11 10 9 8 7 6 5 4 3 2 l .~l... ).; rl fal JL.....11.J (),!ilo _,..ll .)i:. 

11 10 9 8 7 6 5 4 3 2 1 .~t....i ~.;t.... w~ rU:. ~ ~1 

136 

9 

10 

11 

12 

13 

1 

2 

3 

4 

5 

6 

7 

8 



APPENDIX 2B (Cont.) 

~,. 
.JI. 

.JI. ~,. 
~,. ~ ~,. 

i..w 1.o~,i l.o ~,. ,JA1,. 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 ,7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

11 10 9 8 7 6 5 4 3 

.JI. 
.jt.,. 
l.M..l 

2 1 

2 1 

2 1 

2 1 

2 1 

2 1 

2 1 

2 I 

2 1 

2 I 

2 1 

2 1 

2 1 

2 1 

2 1 

2 1 

2 1 

2 1 

2 1 

137 

:wi.i~I 

.~IJ.) l.fJ.;J e+9..;c-I ~I ... ~~IF 

... ~ 1_,Jfa. I... •~I.e. U'l~ ~ .-.La_,s"')'IJ ... ~~I 
0:1~)'1 u>"~ 'iJ 0:!.foJ 

~1_)l1 ...::..1.;1) wfoY ... 1y...11 F ·~ ~ 
. • .;1 .• !.:l ... 1 wJ-l1 

.•~t......J1J c~ ul...t-- ui.~ ... 1yi1J •.,,ill 

~IJ ~JJ..>" w\.fo_,l... ~I..>" ~I ~ ~ 

·~ 

wl~ J J= <->"".) J J_,h c.::..~I ~ U"Ull ~ 
.~Wl.. 

'i J J-.14 w.#-Y- 'i U"w1 01 ~I , c.i' ~ rJ-> 
.IJ~\ I~) 'i) •yY 

o .;~ wl.S .;I... J..,:.:i ~I ..::.~I .-. I_;-!. ~\ 
_,! J ~ o .;_,...u wl.S .;I... J..,:.:i ~I ~ c)c 

.I->""""~) -~~I ..:..il.S 

t..S wl).)ll r.)A .l.lC. <.ii ~G.:i4 .-.ly...11 ct......JI ~ 

. op ..::.I) _)JI .~ ..:..il.S _,! ~ 'WJJ~ 

t"'J ..uljtc. e:- Y ~~1 ...::..~ a...ui ~.)!1 ~ 
.~I...::..~~ ~I~ ~t......J 0:!~)'1 

~ ulJ ~ ...::..t..µi11J u:i1.,,;.i1 t4ll U"w1 ~ 
.t.-1~ 

·J ~4 I~~ ~I t>:!1W JS t4J1 

u:i1_,9 ~ a...w1J a....:.w1 ...::..l:i:!f.l1 F 04 *I 
.2.1-i.. 

...::..:..:i 'i) ~U:.J UJ~ 'i e+9..;c-I ~I U"Ull F 
.JlA.;)J~ 

a....:.w1 ...::..l:i:!f.ll ~\,!WI •)~'!I~ ... 1y...11 F 
.4llll •)~'jl ~ .-.ly...ll rJ-> U... fi.I 'i...WIJ 

·<\../ ..>fo:ill l:iSJ ~iJ ~I u~ Jl.9 I.ii 

~ .-.lfa. 1_,ifa. 01 ~l 0_,;.~ •~Lili J .-.1y.J1 

.~J~ 

·<\../ y_,t....>" .J#.J .P ~I~ .-.1.;'il y.;\.....A; 

...::..:..:i ·~...::..W:.W1~~W1F ·l.*I u - - u . 
. ~t....._)S\ J#.~~ 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 

32 



APPENDIX 2B (Cont.) 

J_,,.. •.)1-l ~J .. ~)I .~~I .UL.WI·~ ~I .JF ....L:.:i _;!I ~)11 0-> ~~ ~ t...,ii .III 
.4!i.J WC ~ 1.#~I ~)I 

t.S..fol...::..~ 3 . i -
~er.~~ 2 ..:..._fill l : l+:!ll ~ ~ !JI ..,ll .33 

- ~L.a:UI - ~L.a:UI ~ - ~\..AUi I~ r.S r.S 

11 10 9 8 7 6 5 4 3 2 l - I ) .. LW)'4 ~.J~ •) t.S.l.o Lo 
34 

Ji'.,.. Ji!.,.. Ji:. 
Ji:. 

Ji:. : ..uti .li:i..J ,l::,. (.$1 ..,l) 
l...l.:i 

~,.,.. 
Lo~,,. Pr:-

~,.,.. 
~,.,.. 

Jil.,.. 
J 

Lo~,,. l...l.:i 

11 10 9 8 '7 6 5 4 3 2 l ·~Y ~.JG.J J0.,1-l ~_,JI~~ U"Ull ..,Jc. 35 

l 10 9 8 7 6 5 4 3 2 l 
J~J'IJ .l,!!L...:i:i!IJ ...::..1.lL.....ll tl/JI -l.)ll ..,Jc.~ 

~ ~ 0is YJ ~ ~~')'1J ~1 ...:i4"-~ 

36 

.~1 2.ly 

138 



APPENDIX 2B (Cont.) 

...::,,1.)4-JI .l. I .)I .~ WA .Jliill ~I ..,....w1 j~ ~I~ ~ ~ J_,..-.:JI t} V'llll ~ Y- ~u.. .2....lu ~ ~ . I 
. j~I WA ~ J_,..-.:JI t} ~ u;I ~ jJ ~ JS ~ Y.":! (j.lll ~)I J~ o .JI~ ~) ~ ~ 

~l~\j ~1~\J ~l~\j ~l~\j 
Jl&lll ~WI 04 ~ J~I ~ ~) ~U.. ,~41~ 41~ ~fa ~.~ii a. -· 
·~1~~1 ··'J~ 1~1~~y.J1...~iu 

7 6 5 3 2 1 
.) . • er' ~ • . _,... 

11 10 9 8 4 .~) ...,...~I wlS... 'ii t} ~l.l.O..l..IJ 

t w...~1 ~I ~'i th F Jliil1 ~1 ..,....w1 

11 10 9 ~ 7 6 5 
~IJ .J_,_!1 ~t..!1 JI ,~1 wl,fi_,_ll JI ~_,.Jl 

4 3 2 1 ..,....w1 ..,..w~ F-1 Ji .~.,u4-:i!IJ ~11..>.!'"\S.11 
. (j:.l a.l....ai...ll 

10 9 8 7 6 5 4 3 2 1 
~~I ~I y,c. wl.. _,i......JI WA .l,!j.JI ~ J_,..-.:JI ~i 

11 .~~~I ~J.fol)'I ':fol:!.>! ·~1.JJ (u.ifa)'I) 

10 9 8 7 6 5 4 3 2 1 
~ 0~ Lo •~U:. Jliill ~I Y J*" fill ~ 

11 ~Lo ll.J .i:.Ll.l; WI~ 0.,1-,i ~i 0JY- V'llll w'i ~ 
·e+1L..cl t} 0~Ll 

139 

37 

38 

39 

40 



APPENDIX 2B (Cont.) 

'-:!9 ._,,&._; t.i.ll1 ~ t.i.J~ l....i.w._, ~ •.;4c- _,. ~l:il1 .JI.ii~ ...,.....b j~ ~1~ 0'i1 J_,...!i .ilii ~fa! II 
d.;4-JI ljil ~ ~ ~11~ •~lji ~t;.)1 .~'JI ...,.....w1 •jP,I ~ ~ ~ ..::..~1 ~ ~ ~1~1 J:S w.o ~1.J 

Al.;~ ~ ~1 ~l;.)11 J~ •.JI.:. r-"").J ..>.!..fall ~ ~1 

~fa 
t..lA 

11 10 

11 10 

11 10 

11 10 

11 10 

11 10 

11 10 

11 IO 

11 10 

11 IO 

...,.....L:.Jl t.i .;t.;..:ill l....i.w. _,ll _,:;..1 ji ~ 
~fa ~fa .>F- .>F- .>F-

~fa L.. ~ ..... ~ L.. ~ ..... ~fa ~fa . .. Dell .) ~ 04 ~ ,Jilill 

9 

9 

9 

9 

9 

9 

9 

9 

9 

9 

8 7 

8 7 

8 7 

8 7 
' 8 7 

8 7 

8 7 

8 7 

8 7 

8 7 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

....... 

~ 

5 4 3 2 1 

5 4 3 2 1 

5 4 3 2 1 

5 4 3 2 1 

5 4 3 2 1 

5 4 3 2 1 

5 4 3 2 I 

5 4 3 2 I 

5 4 3 2 1 

5 4 3 2 1 

.... ··::: :::::::: · ·: :: .· : 
............ ... 

. . .... 

-~ uj_,ll ~ u~ -...._,.,. 

&ti.~_,! .i.l.J ~~ ~ 

-~.>" 

wl~ ~fiY' wlll,H ~t...... •~>! .:._,y. 

... .Jilill ~U:. .. -* ~ .;c. ~\..!. .i.l 

(RAM) yl:.:J .. ~I~ ~ t.jfa>.; 

··-* 
U'.l~I ~ wl.o _,!....JI J.:.\+i j~ .:. .JY. 

:.k:-"°l 
Y .'*"'fill ·~ ~I Y.>-i .3JW.I ~I w.o 

• ..:le...>"' •.:.l,ijl 

. I~ o .;~ .J .3j .J..>"-° 2.S .;Lo .i.l 

L;!ii ~.J :U.__,b u~ •.i...; ~ 
~I .:>AJ W o. ' • ..):!A>A 

··~ 1.:.4 ~.;Ii.. J_,ia.... .J ...,.....u.. • .JI'-"' 

:·:::.:: :· :·:: ····· 

::nrnt:m~1:t!l!l!~li'lt~'I'~~:,~::•,.:,; 
................. =::::~·~~~~~-~;::::: ........................... :.:·:.:. :::•:::·;:·:::::·: ·:::-::::·:·::::. 

::::-::-·:::-:-:::;-:::::-:::: ................ ....... . . ... ··.-;·;;: .... . . 

140 

41 

42 

43 

44 

45 

46 

47 

48 

49 

50 



APPENDIX 2B (Cont.) 

uu.....1~1.ii ljtw \~I.ii 
I~ 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

11 10 9 8 7 6 5 4 

\~\~I.ii 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

3 2 1 

uLS .. ....... ~ LJ.4 Dell ~~~I.ii 
~ 

-j~I uj.J~ 

. j~I _.E_ Y..,.-

j<.::..Li\,Hll ~l..J ~.? yJI •~ .J ~ ..>'"'l j~I ~ ..>'"' 

·<...>'=>yJI UL.: o .Jlil.J _.E_ 

-~.J~\ 3-S.JWI o~ 

. ..:.. _,.-11 wl.d ...... •.ife 

.Ul_ji.i~4 Jt-.~1 ~..>'"'.J ~\S..1 

.yW)rl ~ <,)c. •yill 

.o.-.l.i4 ~.Jli. j~I ..>'""" 

. j~ ·~ ~ 2..SW.1 A.l_,.... 

~ .lA.!l..o~..:..1_;,,i......Jut.....;.J1•.i... 

:i!!._~ 1.J .J_,.-11 <...>'=>.JC •.i fe 

51 

52 

53 

54 

55 

56 

57 

58 

59 

60 

61 

62 

~, j~I t"" ..!l:i.i_,,,..:i J)l:;. .-.1.il 04 .u....J Lot"" ~1 ~Lo.:..~ .Jui:il ~1_) .lA.! I+! ~.J •.i;Li JS.:;).! .IV 
!J.)ll .:;ts: 

~jiL.u~i ~jiW ~ji Lu i_,.....i : Jlilll ~WI ~)I ~I.WI 

11 10 9 8 7 6 5 4 3 2 1 -~~~~I 04 ~y.14 ~I u.J"" 63 

11 10 9 8 7 6 5 4 3 2 1 
.J_,.-11 o.lA>l.:...;.J ~I wl,iJ_,.-14 ~I... 

..,.....w1 yW4 tll..:l...~1.J, 1.J:!Ats:ll ~l.J 64 

·I.Sol!~\ 

11 10 9 8 7 6 5 4 3 2 1 
~J~1~iu.J""~4~~ 

. .y; .:;fil .:;ts.. 'ii~ 4 ..:.Loy.... 65 

11 10 9 8 7 6 5 4 3 2 1 
u.J"" Jlilll ~I ..,....WI j~ ~ 

·~ ~ ~l..i.J I~ ufil 
66 

141 



APPENDIX 2B (Cont.) 

~ -lA./ w~W 0-- .yl) ..::...1-ji l../J tS.)t;.:iJI ~)IJ ~I.) -lA./ j~I 0-- 4aJ~ ~ l../ fa .. u'JIJ .V 
:~\:ill ;!.h..)'1 ~ ..,...,.1 f'' j~ .)..ill 

.. .. . . u.ilS .... ... .. .. . •. c:Ji ~i 

~_,:; w~ ~_,:;w ~_,:; w 1_,...i 

11 10 9 8 7 6 5 4 3 2 1 
j~luj.J~ 67 

~_,:; w~ ~_,:;w u.J_,:; w 1_,...i 

11 10 9 8 7 6 5 4 3 2 1 
j~IF..fa- 68 

~_,:; w~ u.J_,:; w uaJ_,:i w I _,..i 

11 10 9 8 7 6 5 4 3 2 1 
j~I ~.>"' 69 

~_,:;w~ u.J_,:;w u.J_,:; w 1 _,..i 

11 10 9 s 7 6 5 4 3 2 1 
ifa _,.JI :UL.t r. Jti; J F 70 

~_,:; w~ u.J_,:; w u.J_,:; w 1"""' 

11 10 9 8 7 6 5 4 3 2 1 
· ~.Jt;.:ill ~ .JWI r. ~ 71 

~_,:; w~ u.J_,:;w u.J_,:; w I _,...i 

11 10 9 8 7 6 5 4 3 2 1 
. ..::.._,.-JI w~t...... o.lY." 72 

u.J_,:; w ~ u.J_,:;w u.J_,:; w 1"""' 

11 10 9 8 7 6 5 4 3 2 1 
.C..::.Ufa\14 Jt..-..'"\11 ~J"'J ~~I 73 

u.J_,:; w ~ u.J_,:; w u.J_,:; w i"""' 

11 10 9 8 7 6 5 4 3 2 1 
.yW)'I ~ ~ r. yill 74 

u.J_,:; w J.:.aii u.J_,:; w u.J_,:; w i _,..i 

11 10 9 8 7 6 5 4 3 2 1 
.o..,1.l'-i :U.Jli. j~I .JI'-"' 75 

u.J_,:; w ~ u.J_,:;w uaJ_,:i w I _,...i 

11 10 9 8 7 6 5 4 3 2 1 
.j~·~~~W.1 ~.,...... 76 

u.J_,:; w ~ u.J_,:;w u.J_,:; w i_,..i 

11 10 9 8 7 6 5 4 3 2 I 
·&-1 -lA.! L. ~ ..::...1~J ut....:.JI o.l.o 77 

u.J_,:;w~ u.:i_,:; w u.J_,:; w 1_,...i 

11 10 9 8 7 6 5 4 3 2 1 
.pJ\llJ .)_,.-JI ifa.J' o.lY." 78 

142 



APPENDIX 2B (Cont.) 

i}alJ ~IJ ~IJ ~"i dalJ~ ~ iJalJ~ ..:.il..»--ll ol...A ~ vi~J 4.;.i 

''* 
I.. \&.,,. I.. \&.,,. dalJ 1..1..W ~ ""' .... 

11 10 9 8 7 6 5 4 3 2 1 Ji;lll _, ~I 3.l _,.... 79 

11 10 9 8 7 6 5 4 3 2 1 J J; 'ii_, ~~I_, ~I ,hjt..._,ll ~ 80 

yW~I 

11 10 9 8 7 6 5 4 3 2 1 mi...-ll ~.fi->"11 ~I w4""W4 Jt..-..""J'I 81 

' W:.fa'JI 

11 10 9 8 7 6 5 4 3 2 1 .~_;WI-~_,~ 82 

~,J ~ "-/ U"l-i "i ~ I~~ 

11 10 9 8 7 6 5 4 3 2 I Jlilli ~WI u4 ~\ ul Loy»:- 83 

j\+;JI UC- ·~ c.r:.1J ~IJ ~la.. dalJ~ l~i dalJ~ ··t.i•I r_FJ. 

11 10 9 8 7 0 5 4 3 2 1 
84 

l.j~lj~l.l......k. 
I~ .1:1&.w .1:1&.w ~la.. .1:1&.w ~ i .;-J4 .1:1&.w ~ 

\j\ 1'\.c. JS..!..i 
~I 

5 4 3 2 I 0 - I - 2 - 3 - 4 - 5 
85 

143 



APPENDIX 2B (Cont.) 

Jil.JA Ji1_,.. ~~ u-G.;I.&.. u-G.;I.&.. 
o~ o~ 

5 4 3 2 1 0 -1 -2 -3 -4 -5 ,) .li:ic.i , .i.W.l (.j.lll ~I ~! .):.il4 
_y..11 · fol ~I • ..::.....i 2-S ~I r '-"" . '-"" . .; 86 

,,p).! 'J j t+.JI ,) JI jt+.JI Jl:.c. 2.lh ~ 

5 4 3 2 1 0 - 1 - 2 - 3 - 4 - 5 ~ r _,n1 wJ.i ' t...t...\ <\./ ~ _,i1 r:i t....S ~U:. J 
' .2.S~I Ji~~ 

87 

5 4 3 2 1 0 -1 - 2 -3 - 4 - 5 ~ ~\S ..::..t.._,l.....J wlfa. .ill:i..I ~4 .li:ic.i 
2.l ......... h.ll l.l.:ii..l...I · ~ 't+.JI .Jf-"'! . r '-"" .; . 88 

. _,.....,.J 

J.,,... •.JI~ e-) ~ 2.ll...~1 •~I) ~~.;11 . ..::..~~ ~ ..::..4~)'1 ~ ~ ~w <..J_,... c.;i1 2.ll...~1 u.o ~~ ~ ~ 
.~u..JI ~~)'I 

~i(2 

J..) (4 (Jll:...) J-i1. (3 

'J (2 

~ .;4i 1.000 u.o Jii (1 

~ .;4i 1.500 u.o Ji\~! ~ .;4i 1.000 u.o (2 

~ 2.000 u.o Ji\~!~ .;4i 1.500 u.o (3 

~ .;4i 2.500u.o Ji\~! ~ 2.000 u.o (4 

fol JI~ .;Li,!~ 2.500 (5 

fo (1 :~I 

~IJjll .U ~ ~ (1 :~~'JI 2.lh.ll 

... ...... ...... ... ... ~I 

~ (1 : 4Jh J,....J J,. 

·" U._;i; ~I &.l~rS .. I.? •• 

-
144 

.89 

.90 

.91 

.92 

.93 



APPENDIX2C Consumer Report (English) 

Consumer Reports 

Notebook Computers 

In the past few years portable computing has managed to draw a large chunk of 

the personal computer market away from traditional desktop systems. This trend is due, 

in part, to the light weight and small size of notebooks that results from combining the 

three main components of computers (monitor, CPU, and keyboard) into a single unit. 

This feature allows business people and educators to fit the notebooks into a carry-on 

travel case and run presentations and office work from a single piece of equipment. 

But many consumer experts state that this type of computer is considered to be 

fairly new to the market compared to its desktop counterpart. It is expected that 

consumers may not know how to shop for the appropriate system that matches their 

needs. The purpose of this summary is to provide objective information about the 

benefits typically sought in mobile computing systems free from hyping techniques 

generally used by commercial advertisers. Results from recent focus groups revealed 

several benefits are being sought by consumer. For simplicity purposes, we categorized 

into the four following groups: 

I) Portability; the ability to do work anywhere without needing electricity;. 

2) Fun and excitement; Notebooks with multimedia capabilities allow users to use 

many audio and 3-D games either alone or through game servers on the net; 
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3) Connectivity; Users can use their notebooks as communication center through 

which they send and receive faxes, email, and access information on the World 

Wide Web through modular or cellular phones; 

4) Social perception. More often than not, people perceive notebook users as having 

good computing knowledge and as being hardworking achievers. To many, 

notebooks are state of the art machines that are priced at about two or three times 

higher than desktops with similar features. People perceive notebook owners as 

members of medium or high income group. 

Although consumers want to buy the finest notebook that provides all the above 

benefits, doing so seems to be extremely difficult. Results from our research has shown 

inverse relationships among these benefits such as: 

Multimedia capabilities versus portability. Multimedia notebooks provides high 

quality audio video especially when using 3-D games yet these devices are typically 

larger and heavier than non-multimedia notebooks. It was also found the battery drains 

much faster when using multimedia features thereby limiting the ability to work on the 

run. 

Price vs. brand names. It was also found that notebooks with well-known brands have 

better design and stronger outer shell as well as better after-sale services, however, they 

are priced higher than generic brands. 

We concluded that it is important to decide ahead oftime what you want from a 

notebook before buying one. Those who are looking for the best sound and graphic 

displays should buy machines with fast Central Processing Unit and large Random 

Access Memory, whereas those looking for portability should select light weight 

machines with long battery life. 
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APPENDIX 3A Portability-Emphasizing commercial Advertisement in English * 

Enjoy The Best of Portable Computing With DELL Latitude Notebooks 

Who has enough time to do all the work in the office? 

Whether you are in your car, on the plane, or laying on the 
beach, you can do all your computing work with our newest 
Dell Latitude XPi CD. These superb systems provide you with: 

~Light w'eight system of only 6.7 pounds including the 
transformer and the battery 

~Complementary travel accessories including travel case, 
additional battery and cell modem weighing only 1. 7 
pounds 

~ 10-hour battery rechargeable 500 times 

~A fast 150 MHz CPU with 32 MB RAM and 1.34 GB hard 
Disk 

~ Wireless infrared mouse 

~ Built-in 10-speed CD drive and 3.5" disk drive 

~Comfortable hand set keyboard with built-in track ball 
mouse 

~ One-year labor and parts warranty (add $600 for two 
additional years) 

Only for 

$4,900.00 

Created light for the road 

• All Ads used were larger and printed in a landscape-format 
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APPENDIX 3B Multimedia-Emphasizing commercial Advertisement in English 

Enjoy the best of multimedia with Dell Latitude notebooks 

Would you like a substitute for your TV, CD player, 
run video games, and do all your computer work ? 

This is Dell Latitude XPi CD , our newest notebook 
computer. These systems can substitute many of your 
traditional machines with superb quality. Our systems 
are equipped with*: 

A fast 150 MHz CPU with 32 MB RAM and 1.34 GB hard 
Disk 

High quality monitor capable of displaying 65,000 colors 
and providing life-like pictures 

10 speed CD-ROM drive able to run movies and sounds 

Full-Duplex sound card with Hi-Fi stereo speakers 

Ready to run all 3-D games 

Wireless infrared mouse 

Comfortable hand set keyboard with built-in track ball 
mouse 

One-year labor and parts warranty (add $600 for two 
additional years) 

Only for 

$4,900.00 

* System DOES NOT include a modem, or travel case accessories total weight 10 pounds 
(travel case, additional battery and cell modem weighing a 
total of 4 pounds) 
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APPENDIX3C Portability-Emphasizing Commercial Advertisement in Arabic 
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APPENDIX3D Multimedia-Emphasizing commercial Advertisement in Arabic 
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APPENDIX4 

ATIRIBUTE 

Weight 

Size 

CPU 

Screen 

Brand 

Speaker 

Connectivity 

Games 

Value 

Upgrading 

Warranty 

Display 

Frequency Analysis of Responses to Performance Evaluation 
of Product Attributes 

Kuwaiti Sample {N=l20) us (N-121) 

Frequency of Responses (Percentage) to Frequency of Responses (Percentage) 
3 lowest values to 3 lowest values 

1 2 3 Skewness l 2 3 Skewness 

8 4 9 .185 5 2 7 -.053 
(6.7%) (3.3%) (7.5%) (4.1%) (1.7%) (5.8%) 

3 3 2 -.730 1 0 0 -.364 
(2.5%) (2.5%) ( 1.7%) (0.8%) 

3 0 0 -1.39 2 0 1 -1.06 
(2.5%) (1.7%) (0.8%) 

4 1 2 -.794 1 0 0 -1.40 
(3.3%) (0.8%) (1.7%) (0.8%) 

4 0 7 -.542 3 0 1 -.716 
(3.3%) (5.8%) (2.5%) (0.8%) 

4 0 8 -1.09 0 0 5 -.588 
(3.3%) (6.7%) (4.2%) 

18 4 2 -.458 9 3 1 -.572 
(16%) (3.3%) (l.7%) (7.5%) (2.5%) (0.8%) 

I 1 0 -1.28 2 0 0 -1.22 
(0.8%) (0.8%) (l.7%) 

8 3 1 -.584 12 5 3 .017 
(6.7%) (2.5%) (0.8%) (9.9%) (4.2%) (2.5%) 

8 2 2 -.798 8 2 5 -.371 
(6.7%) (1.7%) (1.7%) (6.7%) (1.7%) (4.2%) 

9 2 4 -.446 9 5 5 -.218 
(7.5%) (l.7%) (3.3%) (7.5%) (4.2%) (4.2%) 

5 3 2 -1.07 I 2 0 -1.217 
(4.2%) (2.5%) (1.7%) (0.8%) (1 .7%) 
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APPENDIXS Critical Incidents collected from 2 Focus groups in 
Kuwait (N = 15, N = 8) 

Question: Please recall a product use or a service encounter that was particularly 
satisfying or dissatisfying to you. What was the product or the service, and what had 
lead to your feelings? 

Incident# 1. This person is very satisfied with the optical glasses he has bought lately. 
He was particularly liked the amazing flexibility of the frame where it could be stretched 
180 degrees easily without breaking. He was happy with the extremely lightweight (3 
grams) because he has no longer feel it on his nose, or see any marks on his upper nose. 
This price was high but he believed it worth it. 

Incident # 2. Although drinking salted yogurt drink was popular in Kuwait, this female 
student did not like any of these products since she was young. At one time, she tasted a 
new yogurt product called (Nadek) imported from a neighboring country (Saudi Arabia) 
and she liked it ever since. She specifically liked the taste and the thickness of the drink. 
After discovenng this brand, she was ever since a loyal customer, even if she has to pay a 
higher price than other cheaper competing brands. 

Incident# 3. The subject of this unsatisfactory experience was a female student 
shopping in one of the most elegant shopping centers in Kuwait. The student was 
shopping with her brother in one of the shops with a beautiful interior design and 
decoration when she found nice selection of well-known brand of shoes with really good 
prices. They bought two pairs of shoes and using them at home, they found the two pairs 
to be uncomfortable and the label was counterfeited and was used to hide the name of the 
real country of origin, which is famous for counterfeiting popular brands. When they 
attempted to return the product, the saleswoman met them with a very angry face and 
rough treatment saying that one of the conditions posted throughout the shop and on the 
sales invoice was that "sold goods can not be returned or exchanged". 

Incident # 4. This experience was related to the use of mobile phones. This female 
student has an unlimited loyalty to one particular model of phones sold by the only cell 
Phone Company in Kuwait. She said that although the cell phone she likes a bit heavy 
and larger in size compared to the other phones, she likes the crystal clear connection and 
the quality of the speakers when calling anywhere in the country. She jokingly said that 
her father tried to offer her another phone and she turned his offer down. 

154 



APPENDIX 5 (cont.) 

Incident # 5. This unsatisfactory experience was related a brand new car the student 
bought "Dodge Intrepid" which had so many unexpected problems. Few days after 
purchasing the car, he noticed that the car shuts off few minutes after starting. He took it 
to the dealer to fix it. After many attempts to fix it, he was told that the car has no 
mechanical problems and the real problem is in the kind of fuel used. The chief of the 
maintenance department claimed the car requires unleaded gasoline and what is available 
in Kuwait is leaded, therefore, he should live with the problem and should not annoy 
them again. Few months later, he sold the car in the secondary market for great loss just 
to get rid of it. He vowed never to buy a Chrysler car again! 

Incident # 6. This female student cooks for her family and she admits that she is very 
picky about the ingredients. She frequently uses tomato pastes in her cooking and she 
believes that the cartoon-packaged Kuwait-Danish Diary (KDD) brand to be the best in 
the market. She said that she mistakenly bought an identically cartoon-packaged tomato 
paste produced in a neighboring country (Bahrain) and she immediately recognized the 
thin texture and fade red coloring when she mixed it with the rest of the ingredients. She 
said that she missed the tomato taste she usually feels when eating the food. She said the 
price difference between the two brands were negligible. One of the participants asked if 
she ever used canned tomato paste, she said that she did not like them because the 
container swells because of the intense heat which makes opening them quite messy. The 
paste also changes color and become more acidic. 

Incident # 7. This student was happy about how she was treated in the US when bought 
things and complained about the quality. She traveled to the US last year and while 
shopping in one of the malls, she found what she though to be a nice pair of shoes. She 
bought it, but upon using it, she found the leather behind her ankle to be very irritating 
and lead to many sores. When she visited the mall again, she went to the shop, without 
the pair of shoes, only to complain about her experience so they can inform the producer 
about it. She was pleasantly surprised when the salesperson offered to get her money 
back or to exchange it with any other pairs in the shop. The student stressed the fact that 
she has already used it many times but she even surprised that the salesperson did not 
mind at all. She did not return it back because she was uncomfortable thinking that she is 
taking advantage of the store if every thing bought and used could be returned for full 
money back. 
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APPENDIX 5 (cont.) 

Incident # 8. A water pump was the focus of this unsatisfactory incident. Four years 
ago, the student wanted to buy a water pump to improve the water pressure in his house, 
and since then the pump ran very well without a problem. A few days ago, the pump 
broke down because of heavy winter rain soaked the pump and caused an electrical short 
circuit. A technician from another company was called to inspect it. He suggested that 
the pump was old and it is a good time to replace it with new pump that operates 
automatically whenever the water pressure drops when opening a water fountain. Eager 
to use this technology of convenience, he bought the new pump. Two days later the 
pump unexpectedly stopped and he contacted the company' s technician. Few days later, 
he had the same trouble, and made an appointment this afternoon to discuss the problem 
with the company. He knows that he won't get his money back and regretted disposing 
the old pump for a failing technology. 

Incident# 9. The product reported in this unsatisfying incident was a "teeth cleaning 
machine" promoted in an infomercial aired by a satellite channel. The product claimed to 

' clean all deposits in the teeth when used according to instructions. The student read the 
instructions carefully and used the machine. She experienced gum bleedings and tooth 
was drilled, not cleaned. To her dismay, the painful experience did not lead to cleaner 
teeth as promised by the ad. She could not return the product because the local agent 
refused to do so. 

Incident# 10. This incident involves a student who is very happy about how the "Sanyo 
Memory" day planner worked. He was particularly pleased with the large storing 
capacity of the machine, it's small size, its ability to be programmed using any regular 
computer, and the possibility of adding more memory. He said that it made his life 
easier. 

Incident# 11. A female student was totally dissatisfied about the quality of a "Walk 
Master" exercise machine she has recently bought. The machine she used caused a sever 
pain in a group of muscles located at the lower part of the feet which caused her to stop 
exercising. The machine is electricity powered, and that, according to her, may have 
shifted the workout pressure to the wrong group of muscles. 

Incident # 12. The satisfying product in this experience was a set of reusable contact 
lenses. His tried to use optical glasses but found them be uncomfortable, and especially 
heavy on the nose. He does not mind the tedious routine of daily washing and 
disinfecting, and he does not prefer wearing the disposable lenses because they are lesser 
in terms of quality. 

Incident # 13. The student was very dissatisfied with the quality of high priced pens. He 
said that these pens are beautifully designed (golden engraved and platted) and cost so 
much money but fail to provide nice lines. He was very upset with these pens when they 
stop working while he takes notes in the lecture. 
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APPENDIX 5 (cont.) 

Incident# 14. This student has been delighted with the concentrated milk he drinks 
every morning. His experience with his favorite brand "Carnation" started when he was 
young. The taste is very delicious and he can' t get this kind of satisfaction from any 
other brand. He said that when the product is in short supply, he usually drives long 
distances, even traveling, to get it. 

Incident# 15. This male student has been frustrated about many children toys he bought 
last time. He is particularly angry at how easy these new toys break in his children's 
hands in very short period of time. In his opinion, this is not a coincidence. He 
explained that toy companies sell inferior toys so parents has to repurchase new ones, 
especially when many brands are produced by the same company. 

Incident# 16. For the second time, the cellular phone was the subject of unsatisfying 
incident. This male student said that his new phone has a very loud speaker because the 
magnet used in the speaker was far more powerful than speakers of other competing 
brands. He r~ad few articles in the papers about the grave health ramifications of 
exposing to such fields. To demonstrate to the group how powerful the magnet was, he 
took one of his keys out and was able to left the whole phone by attaching the keys to the 
speaker magnet. 

Incident # 17. A male student has complained about the quality of frozen food product 
he bought for himself and his family. The delicious photos displayed on the outer 
package lured him to buy the product, but was disappointed when he prepared them at 
home. " ... the food was partially thawed in the center, and the taste was really awful", he 
said. He couldn' t return tern back because the package is opened. One participant 
suggested using the microwave oven instead of the traditional oven may make the food 
cook evenly, but the student expressed grave concerns over the radiation emitted from 
these types of ovens. 

Incident # 18. A cellular phone was also the subject of another incident but in negative 
sense. The male student purchased a small-size mobile phone with a car installation kit. 
Rather than scheduling an appointment with the company to install the kit, he took it to a 
company-certified technician. When he used the phone on the freeway, the quality of 
sound is far less than if the whole unit is detached and used separately. He is bothered by 
this problem but he is less motivated to go to the technician to fix it because he doubts his 
competence. 
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APPENDIX6 Critical Incident Method from one US Focus Group (N =20) 

Question: Think about a purchase of a good or service with which you were particularly 
pleased or displeased. 

Incident # 1. The first experience was a woman who was happy with the way she was 
treated by Southwest Airlines. She was in Florida on a business trip and when she 
returned to the airport on the way home she was told that her ticket was valid for a flight 
that was two days earlier. Apparently her travel agent had booked the return flight on the 
wrong day and she did not check the ticket to find the error. She expected that the airline 
would give her a hard time or charge more money for the flight home since she had 
missed the flight on which she was booked. She was pleasantly surprised to find the 
ticket agent helpful and sympathetic to her situation and even more surprised when the 
flight home did not cost any more than it would have if she took the flight that was 
originally booked. 

Incident# 2.' An airline was the focus of the second purchase as well. This time a male 
student had planned to fly to Mexico for Spring Break on a charter airline. When he got 
to the airport on Saturday, he found that the flight had been cancelled and that there was 
no one from the airline at the airport to give him any information. He later found out that 
the flight was delayed for three days and was no longer going to fly non stop to Cancun. 
He did eventually make it to Mexico but the saga continued. When he returned to the 
airport for the flight home, he found that the airline was no longer in business and that 
other arrangements had to be made to get home. It took two days to find a flight home. 

Incident # 3. The third adventure concerned a car rental company (Alamo). This 
woman and some of her friends had rented a car from Alamo to drive to Florida for 
Spring Break. When they got to the rental agency in Providence they were told that they 
could not pay cash for the rental but that someone who was at least 21 years old had to 
pay using a credit card. This did not present a major problem, but they were not made 
aware of these conditions in advance which they found troubling and apparently the 
counter agent was not at all interested in their problems. On their way to Florida, the car 
broke down in Virginia and could not be used for the rest of the trip. The agent who 
handled the exchange for another car was very helpful in getting them back on the road in 
a short time. He even upgraded them to a bigger car because of the trouble they had 
encountered. Even with the problems these woman were satisfied with the way they 
were treated in the end. 

Incident # 4. Renting a car was also the focus of the fourth incident. This time a male 
student and some friends were renting a car to use in Florida and had made the 
arrangements in advance. When they arrived to pick up the car, they were told that the 
rental would cost $200 more than they anticipated because they were under 25 years old. 
The sales person was adamant that this would not be changed. This student asked to 
speak to the sales person's superior who reduced the excess charge to $90, which was 
more acceptable given the circumstances. 
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APPENDIX 6 (cont.) 

Incident # 5. Another student related that she had recently purchased a printer to use 
with her computer. After doing some research on printers she decided to buy a Hewlett 
Packard HP820 because of the reputation of the manufacturer and several reviews of the 
printer that she read. She was looking for a computer, which would print with very crisp 
black and has found that this printer offers the quality of black printing, which was 
sought. Much to her pleasant surprise, she has found the color printing to also be very 
sharp and the speed of the printer to be much faster than she had imagined it would be. 
She is quite happy with the purchase. 

Incident# 6. Number six was a male student who had purchased a stereo set which 
included all of the components required for playing music except a turntable. The brand 
he chose was Sony because of its reputation for electronics. The compact disk player is 
now broken. It will spin around and not allow any of the disks to play. The problem may 
have been caused by abuse from one of this student' s housemates. He lives in a house 
with 30 other men. He is frustrated because he cannot reach the store to try to get the CD 
player fixed, but he says that he would buy Sony again because he does not think that the 
breakdown was the machine's fault. 

Incident# 7. The final episode we discussed was a woman who had bought a Minolta 
camera, which failed to work on the third time it was to be used. The camera was 
purchased because of the reputation Minolta had and the features of the camera such as 
auto focus. When the problem was discovered with the camera, it was making an odd 
noise and the shutter appeared not to be working. The student took the camera back to 
the store where it was purchased and was told that it would cost $145 to fix the problem. 
She was not happy with this and contacted Minolta directly. She sent it to Minolta 
believing that the camera would be fixed under its warranty. When Minolta received the 
camera, she was told it would cost $95 to fix. She was disappointed in the company, the 
store, and the camera. 
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APPENDIX 7A Manipulation Check for type of ad by Expectation level of 4 
Attributes, Descriptive and Summary Results of ANOV A 
Kuwaiti Sample 

EXPECTED TYPE OF AD N MEAN STD. STD. 
FEATURE DEVIATION ERROR 

Portability 58 8.41 1.74 0.23 
Weight 

Multimedia 62 7.39 1.68 0.21 

Total 120 7.88 1.78 0.16 

Portability 58 9.09 1.41 0.18 
Size 

Multimedia 62 7.84 1.51 0.19 

Total 120 8.44 1.58 0.14 

Portability 58 7.19 2.01 0.26 
Screen 

Multimedia 62 8.22 2.01 0.25 ' 
Total 120 7.72 2.07 0.19 

Portability 58 7.74 2.33 0.31 
RAM Size 

Multimedia 62 8.14 1.54 0.19 

Total 120 7.95 1.96 0.18 

.G 111n ;; ~i~! ·•• 
.... ;: 

:• ., .. >.: ,. ::::::: i :1111J1lliiil!; > •·• ~ )t •··· ·a / 
,, i@ i s[• :n :{:i: £ lLsJ:C J 

EXPECTED SOURCE SUM OF DF MEAN F SIG. 
FEATURE SQUARES SQUARE 

Between Groups 31.59 1 31.59 10.81 .000 
Weight 

Within Groups 344.78 118 2.92 

Total 376.37 119 

Between Groups 46.64 1 46.64 21.93 .000 
Size 

Within Groups 250.96 118 2.13 

Total 297.59 119 

Between Groups 31.57 1 31.57 7.82 0.006 
Screen 

Within Groups 476.2 118 4.04 

Total 507.77 119 

Between Groups 4.85 1 4.85 1.26 0.26 
RAM Size 

Within Groups 452.85 118 3.84 

Total 457.7 119 
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APPENDIX 7B Manipulation Check for type of ad by Expectation level of 4 
attributes, Descriptive and Summary Results of ANOV A US 
Sample 

E XPECTED TYPE OF AD N MEAN STD. STD. 
FEATURE DEVIATION ERROR 

Portability 60 8.63 2.07 0.27 
Weight 

Multimedia 61 7.48 2.26 0.29 

Total 121 8.05 2.24 0.2 

Portability 60 8.47 2 0.26 
Size 

Multimedia 61 8.15 1.85 0.24 

Total 121 8.31 1.93 0.18 

Portability 60 6.75 2.62 0.34 
Screen ' 

Multimedia 61 8.26 2.3 0.29 

Total 121 7.51 2.57 0.23 

Portability 60 7.62 2.27 0.29 
RAM Size 

Multimedia 61 8.36 1.82 0.23 

Total 121 7.99 2.08 0.19 
s 
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E XPECTED SOURCE SUM OF DF MEAN F SIG. 
FEATURE SQUARES SQUARE 

Between Groups 40.56 1 40.56 8.6 .004 
Weight 

Within Groups 561.15 119 4.72 

Total 601 .7 120 

Between Groups 3.18 1 3.18 0.85 .360 
Size 

Within Groups 442.41 119 3.72 

Total 445 .59 120 

Between Groups 69.18 1 69.18 11.39 .000 
Screen 

Within Groups 723 .05 119 6.08 

Total 792.23 120 

Between Groups 16.82 1 16.82 3.99 .048 
RAM Size 

Within Groups 502.18 119 4.22 

Total 519 120 
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APPENDIX SA Factor Structure and Similarity Index, S, for PDS 

POWER DISTANCE 

Kuwait us 
Indicators 1 2 3 4 5 1 2 3 4 5 

X9 Child Obey 0.78 0.75 

X 11 Workers Respect 0.41 -0.56 0.74 

X 12 Student fear 0.81 0.70 

X 19 People are lazy 0.52 0.58 0.74 

X 13 Richness inherited· 0.67 0.88 

XI 0 Cherish power 0.55 0.48 0.82 

X 16 Power & happiness -0.41 0.68 0.78 

X 17 Strong control • 0.62 0.54 

X 18 Equal right~ 0.78 0.84 

X 15 Autocracy -0.66 0.45 0.70 

X 14 Power & Arrogance 0.76 0.45 0.48 

Complex items. 

FACTOR 1 (KUWAIT) 

PS HP NS 

FACTOR 1 (US) PS 2 0 0 

HP 0 8 1 

NS 0 0 0 

2+0-0-0 
Su= .80 

(2 + 0 + 0 + 0) + .5 (0 + 0 + 1 + 0) 

FACTOR 2 (KUWAIT) 

PS HP NS 

FACTOR 2 (US) PS 2 1 0 

HP 1 7 0 

NS 0 0 0 

2+0-0-0 
Su= =.67 

(2 + 0 + 0 + 0) + .5 (1 + 1 + 0 + 0) 
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APPENDIX SA (cont.) 

FACTOR 3 (KUWAIT) 

PS HP NS 
PS 2 2 0 

FACTOR 3 (US) HP 1 6 0 
NS 0 0 0 

2+0 - 0 - 0 
S3,3 = =.57 

(2 + 0 + 0 + 0) + .5 (2 + 1 + 0 + 0) 

FACTOR 4 (KUWAIT) 

' PS HP NS 
PS 1 0 0 

FACTOR 4 (US) HP 1 8 1 
NS 0 0 0 

1+0 - 0-0 
= .50 

(1 + 0 + 0 + 0) + .5 (0 + 1 + 1 + 0) 

FACTOR 5 (KUWAIT) 

PS HP NS 
PS 1 1 0 

FACTOR 5 (US) HP 2 6 1 
NS 0 0 0 

1 + 0 - 0 - 0 
= .33 

(1 + 0 + 0 + 0) + .5 (1 + 2+1 + 0) 
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APPENDIX SB Factor Structure and Similarity Index, S, for UAS 

UNCERTAINTY AVOIDANCE 

Kuwait us 
Indicators I 2 3 4 5 I 2 3 4 5 

X 26 Worrying about future 0.719 0.899 

X 27 Mgrs. Must be experts 0.833 0.632 0.54 

X 28 No conflicting 
0.838 0.44 0.52 opinions 

X 29 Degree of job pressure 0.709 0.85 

IX 23 Wanting detailed laws 0.76 0.57 

X 24 Work stability 0.65 0.47 -0.53 

IX 20 Manager freedom 0.712 0.85 

IX 2 1 Rule Adhe1ence 0.754 0.67 

X 25 Senior managers Age 0.543 0.93 

X 22 Adhering to Religion 0.908 0.77 

Complex items. 

FACTOR 1 (KUWAIT) 

PS HP NS 

FACTOR 1 (US) PS 2 0 0 

HP 0 8 0 

NS 0 0 0 

2+0-0-0 
1.0 

(2 + 0 + 0 + 0) + .5 (0 + 0 + 0 + 0) 

FACTOR 2 (KUWAIT) 

PS HP NS 

FACTOR 2 (US) PS 2 1 0 

HP 0 7 0 

NS 0 0 0 

2+0 - 0 - 0 
Sv = = .80 

(2 + 0 + 0 + 0) + .5 (1 + 0 + 0 + 0) 
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APPENDIX 88 (cont.) 

FACTOR 3 (KUWAIT) 

PS HP NS 
PS 2 3 0 

FACTOR 3 (US) HP 0 5 0 
NS 0 0 0 

2+0 - 0 - 0 
= .57 

(2 + 0 + 0 + 0) + .5 (3 + 0 + 0 + 0) 

FACTOR 4 (KUWAIT) 

' PS HP NS 
PS 1 0 0 

FACTOR 4 (US) HP 2 6 1 
NS 0 1 0 

1+0-0-0 
= .33 

(1+0 + 0 + 0) + .5 (0 + 2 +l + 1) 

FACTOR 5 (KUWAIT) 

PS HP NS 
PS 0 1 0 

FACTOR 5 (US) HP 1 8 0 
NS 0 0 0 

S 5,5 =undefined due to lack of commonality. 
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APPENDIX9A 

COUNTRY 

!KUWAIT 

jus 
TOTAL 

j I~ ' 
SOURCE 

Between ' 
Groups 

Within Groups 

Total 

N 

120 

121 

241 

Summary of Descriptive Statistics and Results of ANOV A for 
Main Effects of Country Citizenship on PDS Composite Score 

DESCRIPTIVES 

MEAN STD. STD. MINIMUM MAXIMUM 
DEVIATION ERROR 

75.89 

70.4 

73 .13 

SUM OF 
SQUARES 

1818.814 

20239.560 

22058.375 

9.36 

9.04 

9.59 

DF 

1 

239 

240 

166 

0.85 

0.82 

0.62 

MEAN 
SQUARE 

1818.814 

84.684 

52 98 

45 99 

45 99 

F SIG. 

21.478 .000 



APPENDIX9B One Way ANOVA PDS Scale (Between-Country Differences) 

VARIABLE SOURCE SUM OF OF MEAN F SIG. 
SQUARES SQUARE 

X9 (PDS) Between Groups 5.543 1 5.543 1.569 .212 

Child Obey Within Groups 844.159 239 3.532 

Total 849.701 240 

XlO (PDS) Between Groups 70.439 1 70.439 14.423 .000 

Cherish power Within Groups 1167.229 239 4.884 

Total 1237.668 240 

XI I (PDS) Between Groups .804 I .804 .321 .571 

Workers respect Within Groups 597.996 239 2.502 

Total 598.800 240 

Xl2 (PDS) Between Groups 5.981 I 5.981 1.164 .282 

Student fea~ Within Groups 1227.753 239 5.137 

Total 1233.734 240 

Xl3 (PDS) Between Groups 52.267 I 52.267 IO. IOI .002 

Richness inherited Within Groups 1236.721 239 5.175 

Total 1288.988 240 

X14 (PDS) Between Groups .11 2 I .11 2 .022 .883 

Power & Arrogance Within Groups 1226.925 239 5.134 

Total 1227.037 240 

XIS (PDS) Between Groups 96.487 I 96.487 32.583 .000 

Autocracy Within Groups 707.737 239 2.96 1 

Total 804.224 240 

Xl6 (PDS) Between Groups 6.475 I 6.475 1.223 .270 

Power & happiness Within Groups 1265.774 239 5.296 

Total 1272.249 240 

Xl7 (PDS) Between Groups 52.677 I 52.677 11.040 .00 1 

Strong control Within Groups 1140.426 239 4.772 

Total 1193.104 240 

Xl8 (PDS) Between Groups 124.088 I 124.088 18.40 I .000 

Equal rights Within Groups 1611.713 239 6.744 

Total 1735.801 240 

X l9 (PDS) Between Groups 16.769 I 16.769 3.666 .057 

People are lazy Within Groups 1093.279 239 4.574 

Total 1110.048 240 

167 



APPENDIX lOA Summary of Descriptive Statistics and Results of ANOV A for 
Main Effects of Country Citizenship on UAS Composite Score 

DESCRIPTIVES 

COUNTRY N MEAN STD. STD. MINIMUM MAXIMUM 
DEVIATION ERROR 

KUWAIT 120 75.3 8.81 0.80 48 95 

us 121 67.8 9.00 0.81 45 91 

TOTAL 241 71.6 9.64 0.62 45 95 

SOURCE SUM OF DF MEAN F SIG. 
SQUARES SQUARE 

' 
Between Groups 3343.0 1 3343 .034 42.11 .000 

Within Groups 18974.1 239 79.38985 

Total 22317.2 240 
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APPENDIX lOB One Way ANOVA UAS Scale (Between-Country Differences) 

VARIABLE SOURCE SUM OF OF MEAN F SIG. 
SQUARES SQUARE 

X 20 (UAS) Between Groups 303.835 I 303.835 69.415 .000 

Manager Freedom Within Groups 1046.123 239 4.377 

Total 1349.959 240 

X 21 (UAS) Between Groups .328 I .328 .060 .807 

Rule Adherence Within Groups 1318.078 239 5.515 

Total 1318.407 240 

X 22 (UAS) Between Groups 575.597 I 575.597 110.40 .000 

Adhering to Religion Within Groups 1246.043 239 5.214 

Total 1821.640 240 

X 23 (UAS) Between Groups 20.633 I 20.633 6.760 .010 

Wanting Detailed Within Groups 729.493 239 3.052 
Laws Total 750.126 240 

X 24 (UAS) Between Groups 47.218 1 47.218 12.188 .001 

I Work Stability Within Groups 925.944 239 3.874 

Total 973.162 240 

X 25 (UAS) Between Groups 19.918 1 19.918 4.893 .028 

Senior Managers Age Within Groups 972.958 239 4.071 

Total 992.876 240 

X 26 (UAS) Between Groups 37.041 I 37.041 7.637 .006 

Worrying About Within Groups 1159.125 239 4.850 
Future Total 1196.166 240 

X 27 (UAS) Between Groups 40.713 1 40.713 11.138 .001 

Manager Must be Within Groups 873.586 239 3.655 
Experts in the Field Total 914.299 240 

X 28 (UAS) Between Groups 14.568 1 14.568 2.208 .139 

Intolerance of Within Groups 1576.992 239 6.598 
Conflicting Opinions Total 1591.560 240 

X 29 (UAS) Between Groups 40.884 1 40.884 10.861 .001 

Degree of job Within Groups 899.647 239 3.764 
pressure Total 940.531 240 
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Appendix 1 lA Bivariate Correlation coefficients Between LOV Scale and 
PDS Using Grand Sample (N=241) 

SCALE ITEM1 Xl X2 X3 X4 X5 X6 X7 X8 X9 

~l Belonging 1.0 

~2 Excitement .20 .. 1.0 

~3 Warm .29'' .50 .. 1.0 
'{?.elationships 

~4 Self-
!Fulfillment 

.20 .. . 24" .45" 1.0 

~5 Well 
!Respected 

.43 .. . 17 .. . 37" .42" 1.0 

~6 Security .21 .. . 31 .. . 39" .32" .41" 1.0 

~7 Self Respec( .04 .17" .26" .41 .. . 27" .28" 1.0 

~8 Successful .19" .29" .39" .43'' .33" .29'' .37" 1.0 

IX9 Child Obey .19" -.08 .11 .034 .17" .09 -.01 .14' 1.0 

IX IO Cherish .22" -.13' -.08 .014 .09 .02 .01 .05 .18" 
~wer 

IX 11 Workers 
!Respect 

.20 .. . 14' .11 .05 .14' .20" .11 .18" .21" 

IX 12 Student .04 -.08 -.03 -.06 .11 .15' .07 .01 .10 
~ear 

pc 13 Richness .16' -.01 -.04 -.03 .07 .05 .053 .05 .01 
jinherited 

IXI4 Power & 
!Arrogance 

.03 -.03 -.06 -.07 .08 -.02 -.06 .11 .06 

IX 15 Autocracy .24" -.08 -.03 .04 .19" .06 .03 .11 .17" 

pcI6 Power& 
!happiness 

.11 .01 -.07 -.04 -.02 .04 .02 .15' .05 

!XI? Strong .07 -.2" -.12 -.10 .02 -.04 -.04 .01 -.01 
!control 

jXI8 Equal -.13 -.04 -.04 -.03 -.13' -. 12 .03 .02 .04 
jrights 

po 9 People are 
l~azy 

.06 -.05 -.02 .01 .19" .18" -.06 .04 .17" 

* 
** 

Correlation is significant at the 0.05 level (2-tailed). 
Correlation is significant at the O.Ql level (2-tailed). 
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pc10 jx11 jx12 jx13 jx14 jx15 jx16 jx17 pc18 

1.0 

.07 1.0 

.09 .14' 1.0 

.05 .090 .26" 1.0 

.16 -.10 .20" .11 1.0 

.22" .014 .12 .20" .35" 1.0 

.42" .072 .13 .16' .12 .13' 1.0 

.07 .011 .11 .07 .15' .12 .15' 1.0 

.11 -.10 -.02 -.10 .08 -.2 .. .07 .04 1.0 

.09 .001 .30" .15' .20" .19" .03 .09 .00 

pcl~ 

1.0 



APPENDIX llB Bivariate Correlation Coefficients between LOV scale and 
UAS scale, Grand Sample (N=241) 

Scale Item XI X2 X3 X4 X5 X6 X7 XS X20 jx21jx22jx23[x24[x2slx26[x21[x2sl\-'29 

XI Belonging 1.0 

X2 Excitement .20" 1.0 

X3 Warm .29" .50" 1.0 
Relationships 

X4 Self-Fulfillment .20" .24" .45" 1.0 

X5 Well 
Respected 

.43" .17" .37" .42" 1.0 

X6 Security .21" .31" .39" .32" .41" 1.0 
' 

X7 SelfRespect .04 .17'' .26" .41" .27" .28" 1.0 

X8 Successful .19" .29" .39" .43" .33" .29" .37" 1.0 

X 20 Manager -.24" .13 -.06 -.05 -.17 .03 .06 -.02 1.0 
freedom 

X 21 Rule .18" .08 .10 -.01 .07 .20·· .14' .07 .18" 1.0 
Adherence 

X 22 Adhering to 
Religion 

X 23 Wanting 
detailed laws 

.33" -.14' .07 .11 .33" .11 -.08 .07 -.23'' .14' 1.0 

.06 .05 -.06 .07 .11 .13' .10 .09 .17' .27" .10 1.0 

X 24 Work stabilitYj .09 -.10 .00 .04 .19" -.02 .02 .02 -.12 .19" .25" .13' 1.0 

X 25 Senior 
managers Age 

X 26 Worrying 
about future 

X 27 Mgrs. Must 
be experts 

X28No 
conflicting 
opinions 

X 29 Degree of job 
pressure 

.10 .03 -.02 -.01 .07 -.02 .13 .09 .07 .21" .06 .18" .19" 1.0 

.30" .03 .10 .09 .27".19" .04 .23" -.06 .05 .16' .17".17" .13 1.0 

.23" -.03 .04 .22" .24" .11 .05 .17" -.09 .09 .17" .07 .19" .15" .37" 1.0 

.25" .00 .02 -.03 .15' .09 -.10-.03 .073 .06 .18" .13' .08 -.03 .04 .10 1.0 

.10 .17" .07 .08 .03 .03 .01 .10 .17" .14' -.06 .20" .06 .05 .04 .17" .25" 1.0 

** 
* 

Correlation is significant at the 0.01 level (2-tailed). 
Correlation is significant at the 0.05 level (2-tailed). 
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