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At the present stage, even if geographical boundaries are blurring, the socio-cultural peculiarities of local consumers still control their purchase decisions. These uncommon features can be described as cultural syndromes or dimensions. In this research, the author is focusing on G. Hofstede’s framework.

The purpose of this study is to perform a comparative analysis of Hofstede’s cultural dimensions (LTO and UAI) describing consumer behavior in Japan and China. The approach applied was the socio-cultural approach, and a questionnaire survey of more than 60 respondents from 18 to 60 years old from Japan and China was conducted.

Although the other four dimensions, suggested by Hofstede and his colleagues, were analyzed as well, in this paper, the author would like to highlight Long Term Orientation (LTO) and Uncertainty Avoidance (UAI) due to the reasons stated further. LTO is a cultural dimension that has the slightest difference (1 point) between Japan and China [Hofstede Insights, 2022]. On the other hand, the most significant gap between Japan and China is enclosed into the UAI dimension (62 points) [Hofstede Insights, 2022]. Thus, the comparison of these two dimensions, demonstrating a noticeable closeness and a major distance between analyzed countries, might show significant results. 

As the outcome of this research, the following conclusions were made. Firstly, both based on Confucian and Buddhist values [House, 2004, pp. 283-288], Japanese and Chinese consuming societies, in theory, should follow the same future-oriented pattern of saving money and spending less [Hofstede, 2010, pp. 237-238]. Nevertheless, while consumers might try to find the best price offers, they are also exposed to other factors, for example, conspicuous consumption [Takashi, 2019, p. 307], uncertainty avoidance, and others. Moreover, the economical trends of the past few years should be considered as well. Savings rates in China are gradually declining due to the economic development of the country [The World Bank, 2022], while savings rates in Japanese society, experiencing stagnation after its economic miracle, are growing [The World Bank, 2022]. Consequently, Japanese and Chinese consumers partly tend to follow the cultural pattern of being economically rational. However, being affected by other traditional values and modern economic tendencies, consumer behavior cannot be described as the following saving for the future pattern. 

Secondly, the relatively low level of UAI suggested by Hofstede in the case of China [Hofstede Insights, 2022] is not considered to be corresponding to the Chinese in the changing modern world. In this case, the author agrees with the GLOBE project experts who argue that Chinese society has a great tendency to avoid uncertainty [House, 2004, p. 625]. For example, the category of ritual ("li") rooted in the Chinese philosophy structures social relations to reduce uncertainty and risks. The interdependence of members of society also contributes to the avoidance of uncertainty in consumption. Chinese consumers search for trustworthy products and sellers to save face [Lee, 2016, p. 66]. As for Japanese society, it is characterized by a high uncertainty avoidance (92 points) [Hofstede Insights, 2022] due to the importance of the “rei” category. A strict formalization of society, whose members prefer clear and detailed instructions to any circumstances, helps to avoid awkwardness in communication with people. Uncertainty avoidance also plays a significant role in consumer behavior [Prasol, 2010, p.63]. For example, the desire to minimize risk encourages Japanese consumers to study a product to confirm its reliability. Furthermore, experiencing economic stagnation, Japanese consumers, who are anxious about the future, are encouraged to save.
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