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Abstract

Prior research studies have explored the impact of national cultural
values on new product adoption behavior, neglecting the ecological
fallacy trap and ignoring the individual variations that could be
prominent within the same nation. This research is focusing on three
foci, firstly to investigate how the youth segment individual cultural
orientation differs from the aggregate scores identified by Hofstede
(1980, 2001). Secondly, exploring the impact of consumers’ individual
culture orientation on new product adoption behavior. Thirdly,
measuring the role of innate consumer innovativeness and need for
uniqueness personality traits on the relationship between individual
cultural orientation and new product adoption behavior among the youth
segment. The results showed that the youth segment cultural orientation
differs significantly from the national tendencies. Moreover, the results
revealed that uncertainty avoidance in addition to collectivism
individual cultural orientations significantly and positively affect new
product adoption behavior. Moreover, the research results showed that
consumers' need for uniqueness personality trait has a significant
negative effect on the relationship between individual cultural
orientation and new product adoption behavior. The research study
findings highlight the importance of studying the individual cultural
orientation. Further, this research study contributes to extend and
enriches the cultural theoretical framework and new product adoption
behavior by providing several substantial novel theoretical and practical
implications.

Keywords:

National Culture, Individual Cultural Orientation, New Product
Adoption Behavior, Consumer Innate Innovativeness Personality Trait,
Consumer Need for Uniqueness Personality Trait.



Table of Contents

LiSt Of TabIES uveneiieiiiiiiiiieiiiiiieitenetenecenecnnscnnnn
LiSt Of FIQUIES cuueiiieiieiiniiietiiecenetinecenecenccnacanacanns

(IS o) AN o] o] giVA = L (o] [P

Chapter One: Introduction

1.1 Introduction ......cccevviiiiiiiiiinnnniiieicciinnnens
1.2 Research Importance..........cccoveviiniiinnnene.
1.3 Research Problem Background...........

1.3.1  Research Problem Statement......................

1.4 Research Objectives.....cccceviiiiiniiiiiinnniinnne
1.5 Research HypothesesS...covveiiienieniinrenennnennn
1.6 Research Design...ccieeieeieiinienrensenreneennennn
1.7 Research ConteXt...veeeiveeiiieiieinrienninennennnns
1.8 Structure of the ThesSiS..cciveviiieriiieiieininennenns
1.9 SUMMAIY e eiieieieniesenressssosssssssssosssscssnsssnes

Chapter Two: Individual Cultural Orientation

2.1 INtroduction....ceeeeeeiieeeeiieeeeneeeeeneeeeencenennens

11
16
18
19
22
24
27
29



2.2 National Culture ......ccccevveviiiniiiinnieinnicinenens 32
2.3 National Culture Theories .......cccccevvvieiniinnnn. 34
2.3.1 Hall's Cultural Theory (1976) ............cccovivinninn.. 34
2.3.2 Hofstede's Culture Theoretical Framework (1980, 2001) 36

2.3.2.1 The criticism of Hofstede's Culture Theoretical

Framework (1980, 2001) .........ccoviiiiiiiiiiinnn., 42
2.4 Individual Culture Orientation........ccccceeeeeneee. 48
2.5 Individual Culture Orientation Scale............... 50
2.6 11011111721 o) e 52

Chapter Three: New Product Adoption Behavior

3.1 Introduction........ccoevvieiiiiniiiiiiiiniiiinninns 95
3.2 Innovation Definition ..........c.cccevieiiiinnn.. 56
3.3 New Product Types ...cccovvviiiiiniiiniinnnnnns 57
3.4 New Product Adoption Behavior .................. 58
3.5 New Product Adoption Theories .................. 64

3.6 Culture and New Product Adoption Behavior... 66

3.7 New Product Adoption Behavior and Social
Influence .....ccovvviiniiiiiiiniiiniiiniiieiinecinnennn 73
3.8 SUMMATY c.vviiniiieiiieiiniiiniiieiinecinecsascansons 78






Chapter Four: Innate Innovativeness and Consumer Need

for Uniqueness Personality Traits

4.1  Introduction .......cccevveiiiiniiiiniiiinrisinsccnnne 80
4.2 Innate Consumer Innovativeness .................. 81
4.2.1 Different Conceptualizations of Consumer
INNOVAtIVENESS. ..\ttt 81
4.2.2 Innate Consumer Innovativeness Definition .................. 85
4.2.3 Innate Consumer Innovativeness and New Product
Adoption Behavior ..., 86

4.3  Consumers’ Need for Uniqueness Personality Trait ..88

4.3.1 Need for Uniqueness Theory ...........cccooeviiiiiiiinnn. 88
4.3.2 Consumer Need for Uniqueness Definition.................. 92
4.3.3 Consumer Need for Uniqueness Dimensions ................ 93

4.3.4 Consumers’ Need for Uniqueness and New Product
Adoption Behavior .............ccoociviiiiiiii, 96
A4 SUMMAIY . ueiiuitintiiateearosessntssssssassnsssssssnsssssonses 98

Chapter Five: Conceptual Framework and Hypotheses

Development
5.1 Introduction.........ccccevveiieiinieinriianinnnens 100
5.2  Exploratory Research..........ccccceuvennnn 101



5.3

5.4

54.1

5.4.2

5.4.3

5.4.4

545

5.4.6

5.4.7

9.5

ReSearch Gaps cc.ceeveereiieienrerenrencenecncnnes
Development of Research Hypotheses......
Consumers’ individual culture orientation impact on
new product adoption behavior ..................

Power distance individual culture orientation impact
on new product adoption behavior .........

Uncertainty avoidance individual culture orientation
impact on new product adoption behavior
Collectivism individual culture orientation impact on
new product adoption behavior ..................
Masculinity individual culture orientation impact on
new product adoption behavior ..................

The moderating impact of innate consumer
innovativeness on the relationship between individual
cultural orientation and new product adoption
behavior .....................

The moderating impact of consumers' need for
uniqueness on the relationship between individual
cultural orientation and new product adoption
behavior ..o

110111 11F:1 o)

-10-

105
106

107

112

114

115

117

119

122
126



Chapter Six: Research Design and Methodology

6.1 INtrodUCEION ...vvevineieieiiiiiiiiiiiininiienenene 128
6.2 Research Design ......ccccoviviiiiiniiinniiinniennns 128
6.3 Research Method ..........ccevviiiniiiiiiinnnnnnen. 132
6.4 Research Population .........cccovveiiiniieinnnnn. 133
6.5 Research Sample ........ccovveiiiiiiiiiniiiinnne. 136
6.5.1 Sampling Unit ........c.ooooiiiiiiiiiiiin 136
6.5.2 Sampling Method ... 136
6.5.3 Sample Size......ooviiiiii 136
6.6 Data Collection Process ........ccccevvuviinnnnnnn. 139
6.7 Questionnaire Design........ccccceviieiiinnnnne 142
6.8 Measurement and Scaling .............cccaeeeee. 145
6.9 Data AnalysiS.....ccceevviniiiiiiiiiiiiiiniiiinnnen. 152
6.10 11111111721 5 153

Chapter Seven: Data Analysis and Results

7.1 Introduction ........coeevveiiiiiiiiiniinnniennnnens 155
7.2 Descriptive Statistics .....cccvvviiiiiniiiinniennes 155
7.2.1  Sample Distribution...........cooooiiiiiiiiiiiiiiii, 155
7.2.2  Descriptive  Statistics of the Variables............ 158
7.3 Confirmatory Factor Analysis ....c.cceeeeeenrennn 165

-11-



7.3.1
7.3.2
7.3.3
7.4

74.1
7.4.2

7.5

7.6
7.7
7.7.1
7.7.11
7.7.1.2
7.7.1.3
7.8
7.9

Item Reliability...........cooiiiiiiii e
Construct Validity...........oooviiiiiiiiiiii e
Construct Reliability............coooiiiiii
Control Variables Analysis .........ccceveinennn.
Partial Correlation Analysis ...........ccovevviiiiinnin.n,
Correlation Analysis for the Sample
Demographics......c.oovvviiiiiiii i
Investigating the individual cultural orientation of
the youth segment and identifying their
conformity with the Egyptian national culture
a0 [[or=1 (o] <
Correlation MatriX.....ccoovveeiiiiiinriiiiinnricenennees
Structural Equation Modeling.....cccceeeveeeeenennn..
Structural Model ...
Multicollinearity ..........covviiiiiiiiiiiiiieiiieeninn,

Path Coefficients ...............cooviiiiiiiii,
Structural Model Predictive Ability Assessment..............
Multi Group Analysis Across Universities ........

T 1011111 ) o)

166
171
175
176
177

180

185
188
189
191
191
192
199
201

Chapter Eight: Discussion, Implications, Limitations and

Future Research

8.1
8.2
8.2.1

INtroducCtion...cceevveineiniieiiieiiiieiiiieniennnnes
Discussion of The Research Findings...............

Measuring Individual Culture Orientation of the Youth

-12-



