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i Abstract 

ABSTRACT 

The notion of service design as a design field has emerged during the last 10-15 years and seems to 

be growing more and more; a 2007 textbook on interaction design states: “The new frontier of 

interaction design is services” (Saffer, 2007, p. 174). Since the field is so young, there still are areas 

which hardly have been explored. One of these is cultural effects on service expectations. This thesis 

aims to help to fill in the knowledge gap by applying a model of cultural differences. The model used 

is the one developed by Geert Hofstede, which has been proved to be valid within a large number of 

varying fields. This was done through the research question “Is Hofstede’s model applicable to 

service design in general, and individualization of services in particular?”. 

The question was explored through two parallel research processes; a quantitative questionnaire 

distributed via the web and a qualitative evaluation of 47 different service web sites. The qualitative 

evaluation was done through a new method called Cultural Walkthrough. Four key countries were 

chosen; the questionnaire was aimed at natives of these countries and the web sites all came from 

these countries. The countries in question were Germany, India, the United Kingdom and the USA. 

The results indicate that Hofstede’s model can’t be applied to service design straight off.  Neither can 

they be used as a basis to deem the want for the possibility to individualize services, which seems to 

be dependent on the individual. The results indicate a large number of interesting questions for 

further research.
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1 Introduction 

1 INTRODUCTION 

During the last 10-15 years the field of service design has emerged as a new design field. It is 

concerned with how to form services to give maximum customer satisfaction. Since service design is 

such a new field, there are still large knowledge gaps within the field, one of these being cultural 

aspects. One of the areas within service design that has received attention in the initial years is 

individualization of services. Individualization is made up of two subparts - customization and 

personalization – and deals with adapting a service (or product through a service) to the individual 

user. 

One of the most widely used theories of culture, is the one developed by Hofstede. It was first 

presented in 1980 and was based on a large survey made by thousands of IBM employees around the 

world. It is based on five dimensions of culture which all have a two-end scale on which each country 

is placed. 

1.1 PURPOSE AND RESEARCH QUESTION 

The purpose of this thesis is to help fill in the knowledge gap within the field of cultural aspects on 

service design. The main research thread will investigate if Hofstede’s cultural dimensions can be 

applied on service design in general, and a secondary thread will try to answer whether the 

individuality dimension can be used to predict the want for personalization in a given culture. This is 

formulated through the research question: 

Is Hofstede’s model applicable to service design in general, and individualization of services in 

particular? 





 
3 Theoretical background 

2 THEORETICAL BACKGROUND 

The theoretical background consists of three parts; a short introduction to service design for the 

uninitiated reader, a presentation of the work of Geert Hofstede and finally a presentation of 

previous research that has been done in combining of Hofstede’s cultural dimensions with service 

design. 

2.1 SERVICE DESIGN 

Service design is a somewhat ambiguous term – it has been used for quite some time by researchers 

in the field of service development (Zeithaml & Bitner, 2000) and can be understood in the terms of 

“service construction”. Lately designers have started using the term as well, with the meaning of 

developing services with the help of design methods (Hektor et al, 2004). Depending on which view 

one takes on service design the definition will be a bit different, but one that fits the approach of this 

thesis is the informal one from service design consultancy Engine: “Helping people to do something 

for someone else” (Schaeper, 2007). Bill Hollans and Stefan Moritz respectively have given more 

detailed definitions: 

“Service design can be both tangible and intangible. It can involve artefacts and other things including 

communication, environment and behaviours. Whichever form it takes it must be consistent, easy to 

use and be strategically applied.” 

Hollans, 2007, p. 1 

 

“Service Design is a new holistic, multi-disciplinary, field. It helps to either innovate or improve services 

to make them more useful, usable, desirable for clients, as well as more efficient and effective for 

organizations” 

Moritz, 2005, p. 7 

 

As mentioned above, the designers’ approach to service design is quite new - it has been argued that 

the idea was conceptualized by Michael Erhoff in 1994 (Mager, 2004). As most new subjects, service 

design is still under development; there are only a few consultancies in the world (with Ideo, Engine 

and live|work as the most notable) and the amount of money spent on service research is very low - 

in Germany service companies spent 137 DM per employee on research in 2001, whereas product 

companies spent 6700 DM per employee on research (Mager, 2005). The low amount of money 

being spent is even more staggering considering that the service sector makes up for the majority of 

GNP in most western nations; 75% in the US (Mager, 2004), around 70% in Germany (Mager, 2005) 

and 62% in Sweden (SCB, 2006). The notion of service design seems to be growing more and more; a 

2007 textbook on interaction design states: “The new frontier of interaction design is services.” 

(Saffer, 2007, p. 174). 

Taking the customer’s perspective 

As is shown above, services deserve to get more research attention than they get today. But where 

does service design fit into all of this? What service design does is that it looks upon services from the 

customer’s perspective (Moritz (2005); Saffer (2007)). Due to the nature of services this is crucial, as 

becomes evident by the following two quotes: 
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“In services, production and consumption occur at the same time. So customers cannot fail to notice if 

the service has been poorly designed. Of course, this often relates to their physical surroundings but, 

increasingly, users are looking to the totality of the service. That which is offered must, at least, meet 

their expectations.” 

Hollans, 2007, p. 2 

 

“Design acts as an interface between company and customer, ensuring that the company delivers what 

the customer wants in a way that adds value to both” 

Turner, 2002 in Hollans, 2007, p. 2 

 

In having the designer’s approach to the development of services, one commits oneself to using 

some of the many tools and methods that have been developed independently or adapted from 

neighbouring fields such as interaction design. Among the most used ones are service blueprints, 

customer journey and personas – an introduction to these and many more can be found in Moritz 

(2005). 

Individualization 

A question of interest for service designers is whether the service should be able to adapt itself to 

every specific customer. This is called individualization. The need for individualization has been 

recognized by the product-based industry, creating “a product-related service lifting the mass-

produced product, and therefore also the customer, from anonymity to exclusivity” (Mager, 2004, p. 

14).  Individualization itself consists of two parts; customization and personalization. Customization is 

the process of adapting “the appearance of an object or application” (Saffer, 2007, p. 158), whereas 

personalization goes one step further and “changes how something works” (Saffer, 2007, p. 158). 

That is, customization deals with products (which may or may not be bound to a service), while 

personalization may deal with the service itself just as well as a product. Still, both aspects of 

individualization are of interest for service designers, Edvardsson et al. (2000) have argued that many 

traditional product companies are redefining themselves as service companies, as their products and 

services get ever more intertwined. This is especially true for the Internet; “On the Internet, it’s 

practically impossible to separate product design from service design” (Saffer, 2007, p. 187). 

Further reading 

Since it is presumed that readers of this thesis come from the field of service design or one of their 

neighbouring fields, the introduction has been kept short. The interested reader is recommended to 

read more in Saffer (2007) (for those coming from the field of interaction design), Mager (2004) or 

Hollans (2007) (for those coming from a design or business background). Moritz (2005) is a good start 

for those interested in learning more about the practices of service design. 

2.2 HOFSTEDE’S CULTURAL DIMENSIONS 

As relations over cultural barriers has become increasingly common during the last century, the need 

and want to understand others have increased. There have always been ideas/stereotypes about 

how persons from other cultures are and behave. In the 70s several models were developed to 

predict behaviour. Although there are several models of how people from different nations can be 

expected to act, the one by Geert Hofstede has become the most influential (Gong, Zhang, & Stump, 

2007, p. 60).  Hofstede’s work has been widely influential and has been adapted to a big number of 

fields; studies of global internet use (Gong, Zhang, & Stump, 2007), website design (Marcus & West 
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Gould, 2000), analyzing consumer behaviour (de Mooij & Hofstede, 2002), gender role portraying in 

advertising (An & Kim, 2007). There have been many minor and major replications of the study. 

Among the six major ones all have found Hofstede’s model to be valid on at least three of the original 

four dimensions – with a different dimension being the one missing each time. They have also all 

been conducted by different researchers on different populations, and have included at least 14 

countries each (Hofstede & Hofstede, 2005). 

Hofstede’s work was initially introduced in the 1980 Culture’s Consequences, written for a scholarly 

readership, and was later followed by a paperback edition which left out the base data and statistics 

(1984) and a book for an intelligent lay readership – Cultures and Organizations: Software of the 

Mind (1991) (Hofstede & Hofstede, 2005, pp. ix-x).  In the following subsections Hofstede’s cultural 

dimensions will be introduced to the reader as well as a background of how they were conceived. 

Developing the dimensions 

The idea that all societies face the very same basic problems, whether traditional or modern, was 

developed within social anthropology in the beginning of the 20th century. In an attempt to answer 

what these basic problems were the sociologist Alex Inkeles and the psychologist Daniel Levinson 

made a broad survey on anthropological literature published in English, which was published in 1954 

(Hofstede & Hofstede, 2005). They found the following issues seemed to exist in all societies: 

“1. Relationship to authority 

 2. Conception of self – in particular, the relationship between individual and society – and the 

individual’s concept of masculinity and femininity 

 3. Ways of dealing with conflicts, including the control of aggression and the expression of 

feelings” 

Hofstede & Hofstede, 2005, p. 22 

In the beginning of the 1970s Hofstede got access to data of a major survey conducted within IBM. 

The study had been conducted in over fifty countries, with employees with similar background 

(Hofstede & Hofstede, 2005). As Hofstede puts it: 

“At first it might look surprising that employees of a multinational [company] – a very specific kind of 

people – could serve for identifying differences in national value systems. From one country to another, 

however, the represented almost perfectly matched samples: they were similar in all respects except 

nationality, which made the effect of nationality differences in their answers stand out unusually 

clearly.” 

Hofstede & Hofstede, 2005, p. 23 

The data was summed up to country averages, which were analyzed statistically through factor 

analysis. The analysis showed that there were common problems between the countries – the 

differences were in how they were handled. The areas that Hofstede found matched those found by 

Inkeles & Levinson twenty years earlier very well; 

       “1. Social inequality, including the relationship with authority 

        2. The relationship between the individual and the group 

3. Concepts of masculinity and femininity: the social and emotional implications of having been 

born as a boy or a girl 

4. Ways of dealing with uncertainty and ambiguity, which turned out to be related to the control 

of aggression and the expression of emotions” 
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Hofstede & Hofstede, 2005, p. 23 

These four categories can be seen as dimensions of culture, which can be measured relative to other 

cultures. The four dimensions were named power distance, collectivism versus individualism, 

femininity versus masculinity and uncertainty avoidance (the dimensions will be described in further 

detail later). The mean answers from the different nations were transformed into scores on a scale 

which was intended to go from 0-100, but in some rare cases they exceed this scale. It is important to 

note that the scale only shows differences and not that either end is better than the other. (Hofstede 

& Hofstede, 2005) 

Shortly after that original work had been published, Hofstede met with Michael Harris Bond of the 

Chinese University of Hong Kong. Bond had just conducted a similar study in the Asia-Pacific region 

and had found a significant correlation between his answers and the ones of Hofstede. This gave 

strong support to Hofstede’s findings, but Hofstede and Bond were concerned about the question of 

cultural bias – they were both westerners who had made a questionnaire which non-westerners had 

answered. In order to get an answer to the question whether the studies had been subject to a 

western bias, Bond asked Chinese social scientists from Hong Kong and Taiwan to compare lists of 

basic values of Chinese people. Based on these lists and some insights from readings Bond prepared 

a questionnaire of the same length as the one he had used earlier. This study was then submitted to 

students in twenty-three countries, and the findings were that the first three dimensions were 

replicated, but that one wasn’t. Instead a new dimension emerged which treated questions of 

orientation towards the future or the present. Hofstede added this as a fifth dimension to his model, 

dubbing it long-term versus short-term orientation. (Hofstede & Hofstede, 2005) 

Finally Hofstede set about to show the practical implications of the dimensions as a form of 

validation. Measures that could be expected to reflect the cultural dimensions were correlated to the 

dimension scores. Overall more than 400 correlations are presented in the 2001 edition of Culture’s 

Consequences (Hofstede & Hofstede, 2005). Examples of these implications will be given further 

down, together with the dimensions they belong to. 

The dimensions 

Before introducing the five dimensions in further detail, a word or two about the acquisition of social 

values have to be said. Hofstede makes an explicit point of stressing that cultural values are learnt 

early in life, to a big extent even from before the age from which most of us have memories. 

Hofstede argues that up to an age of 10-12 years we primarily learn basic values, after which our 

learning switches to focusing on new practices. This has the effect that most of us are children of the 

cultural setting we were raised in, no matter if we still live in it or left it long ago (for example by 

moving to another country). (Hofstede & Hofstede, 2005) 

In the following subsections Hofstede’s five dimensions will be presented closer together with some 

of the expectations of how people will act, depending on where on the scale their country scores in a 

given category. The expectations that are presented below are those who have been used as a basis 

for the research (see chapter 1 for further details on this). 

Power distance 

Power distance (PD) deals with how members of a society perceive the distance to the power (as the 

name indicates) and is measured from small to high. In Hofstede’s own words, PD is defined as 



 
7 Theoretical background 

follows: “the extent to which the less powerful members of institutions and organizations within a 

country expect and accept that power is distributed unequally” (Hofstede & Hofstede, 2005, p. 46). 

Institutions are meant to be understood as the foundations of society; family, schools and the 

community, whereas organizations are the people’s work places. 

As can be noted the definition clearly indicates that the dimension is measured from the 

subordinates perspective and not that of those in power. Typical traits of countries with high power 

distance are that subordinates are afraid to disagree with their bosses and that the bosses are 

autocratic or paternalistic. These are signs of the dependence between subordinate and boss, which 

is what PD is all about. The three highest scoring countries in the original study were Malaysia (104), 

Guatemala (95) and Panama (95) whereas the lowest scoring countries were Austria (11), Israel (13) 

and Denmark (18) (Hofstede & Hofstede, 2005, pp. 43-44). Table 1 shows the predictions of how PD 

will influence parts of behaviour that have been used as a basis for questionnaire questions or 

evaluation guidelines. 

Table 1 - Predictions regarding power distance used in the research 

Small power distance Large power distance 

Inequalities among people should be minimized. Inequalities among people are expected and 
desired. 

Teachers expect initiative from students in class. Teachers should take all initiative in class. 

The use of power should be legitimate and follow 
criteria of good and evil. 

Might prevails over right: whoever holds the 
power is right and good. 

Privileges and status symbols are frowned upon. Privileges and status symbols are normal and 
popular. 

All should have equal rights. The powerful should have privileges. 

Subordinates expect to be consulted. Subordinates expect to be told what to do. 

Social relationships should be handled with care. Status should be balanced with restraint. 

Decentralization is popular. Centralization is popular. 
Extracted from tables 2.3 (p. 57), 2.4 (p. 59) and 2.5 (p. 67) in Hofstede & Hofstede, 2005. 

 Individualism versus Collectivism 

Individualism versus Collectivism (IDV) deals with how members of a society view themselves 

compared to the rest of the society and is measured from completely collective (0) to completely 

individualistic (100). Hofstede’s own definition is; 

“Individualism pertains to societies in which the ties between the individuals are loose: everyone is 

expected to look after himself or herself and his or her immediate family. Collectivism as its opposite 

pertains to societies in which people from birth onward are integrated into strong, cohesive in-groups, 

which throughout people’s lifetimes continue to protect them in exchange for unquestioning loyalty.” 

Hofstede & Hofstede, 2005, p. 76 

 

Typical traits of countries scoring high on individualism is a frequent use of the word I (in comparison 

to emitting it, like in Spanish), tendency to live in small households and the expectation on people to 

have personal opinions on most matters. The three highest scoring countries in the original study 

were USA (91), Australia (90) and Great Britain (89) whereas the lowest scoring countries were 

Guatemala (6), Ecuador (8) and Panama (11) (Hofstede & Hofstede, 2005, pp. 78-79). Table 2 shows 

the predictions of how IDV will influence parts of behaviour that have been used as a basis for 

questionnaire questions or evaluation guidelines. 
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Table 2 - Predictions regarding individualism versus collectivism used in the research 

Collectivist Individualist 

Relationship prevails over task. Task prevails over relationship. 

In-group customers get better treatment 
(particularism). 

Every customer should get the same treatment 
(universalism). 

Consumption patterns show dependence on 
others. 

Consumption patterns show self-supporting 
lifestyles. 

Social network is the primary source of 
information. 

Media is the primary source of information. 

Use of the word I is avoided. Use of the word I is encouraged. 

Children learn to think in terms of “we”. Children learn to think in terms of “I”. 

Harmony should always be maintained and direct 
confrontations are avoided. 

Speaking one’s mind is a characteristic of an 
honest person. 

People are born into extended families or other 
in-groups that continue protecting them in 
exchange for loyalty. 

Everyone grows up to look after him- or herself 
and his or her immediate (nuclear) family only. 

Interdependent self. Independent self. 

Private life is invaded by group(s). Everyone has a right to privacy. 
Extracted from tables 3.2 (p. 92), 3.3 (p. 97), 3.4 (p. 104) and 3.5 (p. 109) in 

 Hofstede & Hofstede (2005). 

Masculinity versus Femininity 

Masculinity versus Femininity (MAS) is somewhat unluckily named, since the name tends to give 

people associations with highly political matters although the dimension doesn’t deal with those. A 

better name might have been Gender role stability, since this is what the dimension actually deals 

with. The reason the name MAS was given the dimension was that it is the only dimension, where 

there are systematic differences between the biological genders in how they answer. The difference 

is correlated with two factors; age (older people tend to score more on the feminine side) and how 

masculine the country is overall (in feminine cultures both genders tend to score equally, whereas 

men score much higher than women in masculine cultures) (Hofstede & Hofstede, 2005). Masculinity 

is represented by the high end of the scale. Hofstede’s definition goes as follows; 

“A society is called masculine when emotional gender roles are clearly distinct: men are supposed to be 

assertive, tough, and focused on material success, whereas women are supposed to be more modest, 

tender, and concerned with the quality of life. 

 

A society is called feminine when emotional gender roles overlap; both men and women are supposed 

to be modest, tender, and concerned with the quality of life.” 

Hofstede & Hofstede, 2005, p. 120 

 

The three highest scoring countries in the original study were Japan (95), Austria (79) and Venezuela 

(73) whereas the lowest scoring countries were Sweden (5), Norway (8) and the Netherlands (14) 

(Hofstede & Hofstede, 2005, pp. 120-121). Table 3 shows the predictions of how MAS will influence 

parts of behaviour that have been used as a basis for questionnaire questions or evaluation 

guidelines. 
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Table 3 - Predictions regarding masculinity versus femininity used in the research 

Feminine Masculine 

Friendliness in teachers is appreciated. Brilliance in teachers is admired. 

Relationships and quality of life are important. Challenge, earnings, recognition, and 
advancement are important. 

Resolution of conflicts by compromise and 
negotiation. 

Resolution of conflicts by letting the strongest 
win. 

Homosexuality is considered a fact of life. Homosexuality is considered a threat to society. 

People work in order to live. People live in order to work. 

Both men and women should be modest. Men should be assertive, ambitious, and tough. 

Being responsible, decisive, ambitious, caring, 
and gentle is for women and men alike. 

Being responsible, decisive, and ambitious is for 
men; being caring and gentle is for women. 

Girls don’t cheer for boys. Women’s ambition is channeled towards men’s 
success. 

Single standard: both sexes are subjects. Double standards: men are subjects, women 
objects. 

Same norm for showing male or female nudity. Stronger taboo on showing male than female 
nudity. 

Extracted from tables 4.2 (p. 132), 4.3 (p. 136), 4.4 (p. 142), 4.5 (p. 147) and 4.6 (p. 157) in 

 Hofstede & Hofstede (2005). 

Uncertainty avoidance 

Uncertainty avoidance (UAI) deals with how people within a given culture handle anxiety. It needs to 

be stressed that UAI not is the same as risk avoidance – risk is focused on something specific whereas 

UAI deals with the unspecific general. The definition of UAI is “the extent to which the members of a 

culture feel threatened by ambiguous or unknown situations” (Hofstede & Hofstede, 2005, p. 167). 

Typical of countries with high UAI is a need for written and unwritten rules. The three highest scoring 

countries in the original study were Greece (112), Portugal (104) and Guatemala (101) whereas the 

lowest scoring countries were Singapore (8), Jamaica (13) and Denmark (23) (Hofstede & Hofstede, 

2005). Table 4 shows the predictions of how UAI will influence parts of behaviour that have been 

used as a basis for questionnaire questions or evaluation guidelines. 

Table 4 - Predictions regarding uncertainty avoidance used in the research 

Weak uncertainty avoidance Strong uncertainty avoidance 

Comfortable in ambiguous situations and with 
unfamiliar risks. 

Acceptance of familiar risks; fear of ambiguous 
situations and of unfamiliar risks. 

Similar modes of address for different others. Different modes of address for different others. 

Appeal of humor in advertising. Appeal of expertise in advertising. 

There is tolerance for ambiguity and chaos. There is a need for precision and formalization. 

Teachers may say, “I don’t know”. Teachers are supposed to have all the answers. 

Uncertainty is a normal feature of life, and each 
day is accepted as it comes. 

The uncertainty inherent in life is a continuous 
threat that must be fought. 

What is different is curious. What is different is dangerous. 

Liberalism. Conservatism, law and order. 

Tolerance, even of extreme ideas. Extremism and repression of extremism. 
Extracted from tables 5.2 (p. 176), 5.3 (p. 181), 5.4 (p. 189), 5.5 (p. 194) and 5.6 (p. 203) in 

 Hofstede & Hofstede (2005). 
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Long-Term versus Short-Term orientation 

Long-term versus short-term orientation (LTO) is the dimension that wasn’t found in the IBM-study, 

but was added afterwards after Bond had conducted a survey where the questions were based on 

Chinese values. The dimension has a rather self-explanatory name and was defined by Hofstede as: 

“[L]ong-term orientation (LTO) stands for the fostering of virtues oriented toward future rewards – in 

particular, perseverance and thrift. Its opposite pole, short-term orientation, stands for, the fostering 

of virtues related to the past and present – in particular, respect for tradition, preservation of “face”, 

and fulfilling social obligations.” 

Hofstede & Hofstede, 2005, p. 210 

 

Cultures that score high on LTO tend to have so called Confucian values and not surprisingly the 

three highest scoring countries in the Bond-Hofstede study were China (118), Hong Kong (96) and 

Taiwan (87). The lowest scoring countries were Pakistan (0), Nigeria (16) and the Philippines (19) 

(Hofstede & Hofstede, 2005). Table 5 shows the predictions of how LTO will influence parts of 

behaviour that have been used as a basis for questionnaire questions or evaluation guidelines. 

Table 5 - Predictions regarding long-term versus short-term orientation used in the research 

Short-Term Orientation Long-Term Orientation 

Efforts should produce quick results. Perseverance, sustained efforts toward slow 
results. 

There is a need for cognitive consistency. Disagreement does not hurt. 

Dissatisfaction with own contributions to daily 
human relations and to correcting injustice. 

Satisfaction with own contributions to daily 
human relations and to correcting injustice. 

Personal loyalties vary with business needs. Investment in lifelong personal networks, guanxi. 

Preschool children can be cared for by others. Mothers should have time for their preschool 
children. 

Social pressure toward spending. Thrift, being sparing with resources. 

Leisure time is important. Leisure time is not important. 

If A is true, its opposite B must be false. If A is true, its opposite B can also be true. 

Concern with personal stability. Concern with personal adaptiveness. 
Extracted from tables 6.2 (p. 212), 6.3 (p. 217), 6.4 (p. 225) and 6.5 (p. 232) in Hofstede & Hofstede 

(2005). 

Scores of the countries involved 

In Table 6 the scores of the countries involved in this study are being presented. It includes the four 

studied countries Germany, India, United Kingdom and USA as well as Sweden, the native country of 

the researcher as well as the country (most of) the pilot testing was done in.  

Table 6 - Scores on Hofstede's dimensions for countries of relevance for the study 

 PD IDV MAS UAI LTO 

Germany 35 67 66 65 31 

India 77 48 56 40 61 

United Kingdom 35 89 66 35 25 

USA 40 91 62 46 29 

Sweden 31 71 5 29 33 
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2.3 HOFSTEDE MEETS SERVICE DESIGN 

Hofstede’s framework has been applied for services, ranging from acceptance as a matter of fact to 

testing correlations between service expectations and specific dimensions. Some of the work that 

has been made include evaluation of travel services (Crotts & Erdmann, 2000), service recovery 

expectations (Kanousi, 2005), convergence and divergence in consumer behaviour (de Mooij & 

Hofstede, 2002) and service advertising (Tai & Chan, 2001). But, no attempts have been made to test 

the accuracy of the framework to services in general. The research on international services has been 

focused on the strategic implications, rather than how to create good services for an international 

audience (Pullman, Verma, & Goodale, 2001).  

The research that has been done in how national cultures and habits influence services, supports the 

notion that there is a need for a framework that handles cultural differences. Crotts & Erdmann 

(2000, p. 410) found that “national cultural differences are one of many forces influencing consumer 

decision making”, Pullman, Verma, & Goodale (2001) managed to help a food-service vendor at an 

international airport to increase its revenue gain significantly by cultural segmentation and Winsted 

(1997, in Stauss & Mang, 1999, p. 335) found that customers from the different cultures evaluate 

services differently. Kanousi (2005) found that three dimensions influence service recovery 

expectations - individualism, masculinity, and long-term orientation. Zahir, Dobing, & Hunter (2002) 

analyzed Web portals from different countries according to Hofstede’s dimensions and found that 

there is a standard layout based on the one of the first web portal (Yahoo!), but that the variance in 

design and service differences can be attributed according to predictions based on Hofstede’s 

dimensions. 
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3 METHODOLOGY 

To be able to answer the research question, it was decided that Hofstede’s framework was going to 

be tested along two parallel research processes; one qualitative and one quantitative. Due to the size 

of the study (bachelor thesis) it was deemed necessary to concentrate on a few countries. The 

countries were the same for both the qualitative and the quantitative research processes. 

3.1 CHOOSING THE COUNTRIES 

The process of choosing what four countries should be included in the study was done in three steps. 

The first step was done automatically when it was decided that the thesis should be written in 

collaboration with sedes research1 and within the general framework of their research project 

‘International Service Cultures’ (ISC). The ISC-project has 16 key countries/regions: Africa (in general), 

Australia, Brazil, Canada, China, Finland, France, Germany, India, Italy, Japan, Russia, Thailand, 

Turkey, the UK and the USA (Hertz, 2007, personal communication). 

Africa was excluded from the list since it was the only region. Among the 15 remaining countries a list 

was made of those receiving scores on all 5 dimensions within Hofstede’s framework by Hofstede 

himself (Hofstede & Hofstede (2005); Marcus & West Gould (2000)). This shortened the list further 

and left the following nine countries; Australia, Brazil, Canada, Germany, India, Japan, Thailand, the 

UK and the USA. 

These nine were shortened down further, where the initial selector was that the researcher can 

speak the/a major language of the nation. This excluded Brazil, Japan and Thailand from the list. 

Based on this Germany, India and the USA were chosen since they represent the most different 

values. The remaining three countries (Australia, Canada and the UK) all scored very similarly – the 

UK was chosen, since it is very close to the US and therefore should produce very similar results as a 

form of internal validation. The only major differences is in UAI were the UK scores 35 and the USA 

46. The countries in the study were: Germany, India, UK and USA. 

3.2 THE QUANTITATIVE RESEARCH PROCESS 

The quantitative research process was conducted as an Internet questionnaire (and will henceforth 

be referred to as the questionnaire). The questionnaire was spread via the posting of the link and an 

invitation to complete the questionnaire on three different Internet forums (all of them market 

leading in their segment); one as a part of a manager game, one social network application and a 

music service. Additional promotion was targeted towards India, via the use of Indian forums of 

different types. 

Creating the questionnaire 

The questionnaire consisted of five or six questions per dimensions, which were formulated on the 

basis of some of Hofstede’s predictions (as cited in chapter 2.2) of how people would feel about 

certain matters depending on their culture. All of the questions were formulated so that they asked 

                                                             
1
 www.sedes-research.de ; A service design research center led by Prof. Birgit Mager at Köln International 

School of Design 
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about different types of services.  All questions were single-choice and the subjects were asked to 

indicate their answer on an 8-point scale through clicking the appropriate radio button. 

The questionnaire was created through an iterative process, where the questions producing answers 

that were deemed to be too far away from the predicted were re-formulated or changed completely 

until all questions produced responses that were acceptable. The number of iterations was four, with 

one question being added after the last iteration. The first iteration included six persons – three 

Swedish and three German, with two females and one male from both nations. The respondents in 

this iteration were asked to answer as they perceived the average person from their home country 

would have answered. The average scores on the questions were compared with the ranking of the 

nation by Hofstede and the questions that stood out were changed. After this initial iteration, the 

following three iterations were made with only Swedish respondents, and the questions were fine-

tuned towards the Swedish scores. This was made since it was deemed best to control the questions 

against a nation that wasn’t going to be included in the study and Sweden was the most convenient 

one. The second iteration was made on the whole questionnaire, whereas iteration three and four 

only were made on the questions which had been changed since the previous iteration. Iteration 2, 3 

and 4 all had eight respondents with a gender balance of five females in iteration 2, four in iteration 

3 and three in iteration 4. Table 7 shows after which iteration the questions were left unchanged. 

The final questionnaire (together with the specific predictions they were based on) can be found in 

Appendix 1 and the results of the different iterations in Appendix 2. 

Table 7 - Question as in iteration 2. Question as in iteration 3. Question as in iteration 4. Question changed after iteration 
4. 

 PD IDV MAS UAI LTO 

1 55 64 21 32 16 

2 61 64 14 32 39 

3 23 45 29 41 17 

4 9 59 XX 52 42 

5 22 41 20 45 21 

6 9 53 - - - 

Average 30 54 21 40 27 

Hofstede 31 71 5 29 33 

Does IDV affect the demand for individualization? 

In accordance with the research question’s second half, regarding whether IDV affects the demand 

for individualization, a specific question regarding this was included in the questionnaire. Question 

IDV6 was not based on a specific prediction by Hofstede as the rest of the questions, but was 

designed to measure the want for individualization in the nations included in the study. IDV6 was 

formulated as follows: “While using web pages I want to have the opportunity to create an account 

and decide what should be shown to me.” 

Control data 

The first page of the survey gathered control data from the respondents; gender, age, education level 

and which country they grew up in (Hofstede claims that most of the cultural values are learnt in the 

pre-teenage years) (Hofstede & Hofstede, 2005, pp. 9-10). 
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Translations 

The survey was posted in two languages; English and German. The survey was written in English and 

then translated into German.2 

Criticism 

There are a few points on which criticism against the questionnaire might be put forward. The main 

objection is that there may be an international Internet culture (this has been put forward by 

(Johnston & Parminder, 1999) among others). This is an objection that can be dismissed on several 

grounds; firstly several studies conclude that national cultures do reflect themselves on the Internet, 

even if there is an Internet culture ( (Johnston & Parminder, 1999); (Zahir, Dobing, & Hunter, 2002); 

(Hofstede & Hofstede, 2005, pp. 330-331)) and secondly the questionnaire did not ask about Internet 

services. The second counterargument leads the way to a second argument against the questionnaire 

and that is the question of who answers the questionnaire in the first place. Part of this argument 

can be made based on the Internet penetration rate of the different countries participating – from a 

low 3,7% in India (although already totaling 42.000.000 in absolute numbers and growing with 740% 

a year) to 69,7% in USA (Internet World Stats, 2007ab). This was solved via collecting control data, 

which was used to make sure that the populations of the different countries came from similar 

backgrounds within their cultures. 

Regarding the fine-tuning of the questions, criticism can be directed towards the fact that the 

questions did not produce 1:1 to answers with the country they were fine-tuned against as well as 

that just one single country was used, which opens for potential misses in the other end of the scale. 

Further fine-tuning can always be done, but the fine-tuning was deemed sufficient for this thesis. 

3.3 THE QUALITATIVE RESEARCH PROCESS 

The qualitative research process was an evaluation of a number of online services from the four 

selected countries. The methodology used was inspired by the one used by Marcus & West Gould 

(2000), as well as cognitive walkthrough (Wharton et al, 1994). The qualitative research process has 

been dubbed cultural walkthrough. 

Cultural walkthrough 

Cultural walkthrough was developed from the need to have a methodological tool for examining web 

sites for cultural traits along several different dimensions. The inspiration came from Marcus & West 

Gould’s (2000) attempt to show how Hofstede’s dimensions show themselves in webpage design as 

well as from the qualitative analytic tool cognitive walkthrough. Both of the approaches were 

deemed to lack in some qualities needed for this thesis, but combined they show a remarkable 

strength. The approach to searching websites for traits of culture, by producing a number of 

predictions based on Hofstede’s findings was adapted from Marcus & West Gould (2000). Cognitive 

walkthrough contributed with the need to formulate the predictions clearly in writing that could be 

reused for every single walkthrough, making written notes as well as to seeing the whole system in 

as big a depth as possible. 

Having created a general framework, it was time to develop the details. It was considered necessary 

to choose services from different fields as to avoid traits specific to one kind of service would be seen 

                                                             
2
 A big thank you to Isabel Stegmeier who improved my initial translation and helped me make sure that 

questions were understood as they were meant to. 
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as a part of a national culture. The predictions based on Hofstede’s research were formulated as to 

be independent of the line of business they were applied to (see Appendix 3 for the questions). To 

make sure that three different types of services were chosen, three different kinds of relations 

between service provider and customer were identified and then a sample service branch was 

selected for each of these relations. The relations (and corresponding sample service branches) were: 

• Selling the customer a service or product: Travel agency 

• Helping customers to get into contact with others: Online dating 

• Helping the customer to solve a problem: Price comparison 

To avoid that a non-standard website would be taken as a base, four websites from each field of 

relations between service provider and customer were chosen for each country. As there are many 

multinational websites today, the country of origin was used as a measure to whether a particular 

site could be used for a specific country or not. The multinational nature of the major online services 

did not have an affect on the study as there were plenty of sites for each country and category, with 

one exception; only three Indian price comparison sites were found (in English). 

After selecting the websites, each and every website was analyzed by answering the questions in 

Appendix 3. This was done via initial explanatory surfing on the websites until the researcher felt that 

a basic understanding for the structure had been achieved (this surfing took between half an hour to 

an hour for most websites). Then the questions were answered, whilst continuing to surf the 

website. The average time spent on a website lasted about 1,5-2 hours. When the questions 

corresponding to a specific dimension were answered, an overall estimation of the service content of 

the website was made for the particular dimension on a rough five-point scale (due to the nature of 

qualitative research it was deemed inappropriate with too specific a scale); services could receive 0, 

25, 50, 75 or 100 points according to where they fitted in. 

Criticism 

Criticism towards the qualitative approach can be put forward against the language issue with Indian 

web pages – those in Hindi or any other of the major languages are missing since the researcher does 

not speak those languages. This is true and regrettable, but it can also be argued that sites in regional 

languages may have a local cultural touch which may not be true for the whole of India. 
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4 RESULTS 

The results chapter is separated into three subchapters, one each respectively for the quantitative 

and the qualitative research processes and one dealing with the individualization-specific question 

that was asked within the questionnaire. 

4.1 THE QUANTITATIVE RESEARCH PROCESS 

The quantitative research process consisted of a questionnaire, which was distributed online. The 

answers were transformed to the corresponding values on a 100-point scale as shown in Table 8 

below. Although the side of the scale was differentiated in the questionnaire (that is, at times 

alternative 1 was the leftmost and at times the rightmost alternative and so on), the alternatives 

were numbered in an order which corresponds to Hofstede’s scale with alternative 1 always being 

the lower scoring end and alternative 8 the higher scoring end. 

Table 8 - Transformation of answers into numbers. 

Alternative 1 2 3 4 5 6 7 8 

Number 0 14 29 43 57 71 86 100 

 

As the questionnaire was web-based it was difficult to balance the number of respondents well, 

which gave a somewhat uneven number of respondents.  As India had a low number of respondents 

it was considered impossible to remove outliers from India’s score, although this was done for the 

other three countries. Table 9 below shows the number of respondents before and after removal of 

outliers for each country respectively. 

Table 9 - Number of respondents before and after removal of outliers. 

Number of respondents Total number After removal of outliers 

Germany 16 12 

India 9 9 

UK 21 17 

USA 29 25 

 

The data were analyzed on the dimension-level after that the outliers had been removed. 

Analysis 1: The dimensions 

After the initial preparations of the data had been finished the average scores for each country and 

dimension were calculated. The data are being presented in Table 10 below – for the scores 

calculated by Hofstede, please see Table 6. Directly afterwards Table 11 shows how far from 

Hofstede’s score on the dimension the scores from the questionnaire are. Positive numbers indicate 

that the questionnaire score was higher than Hofstede’s and negative numbers indicate the opposite. 
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Table 10 - Average scores from the questionnaire for each country and dimension. 

 PD IDV MAS UAI LTO 

Germany 34,6 67,6 27,8 45,3 27,6 

India 48,6 64,5 32,0 54,6 42,5 

UK 44,5 69,5 26,6 53,3 40,1 

USA 43,8 69,1 27,2 49,3 34,3 

 

Table 11 - Difference between questionnaire scores and Hofstede. 

 PD IDV MAS UAI LTO 

Germany -0,4 0,6 -38,2 -19,7 -3,4 

India -28,4 16,5 -24,0 14,6 -18,5 

UK 9,5 -19,5 -39,4 -18,3 15,1 

USA 3,8 -21,9 -34,8 3,3 5,3 

 

As can be seen in the two tables above there isn’t any dimension where there is a match compared 

to Hofstede for all four countries; the Power Distance dimension is the closest one, with only India 

standing out. On the other end of the scale – all countries are quite far away from the scores 

suggested by Hofstede on the Masculinity versus Femininity dimension. 

Another detail that stands out is the fact that there are smaller differences between the countries 

than suggested by Hofstede. It holds for all dimensions that the difference between the highest 

scoring country and the lowest scoring country is smaller in the questionnaire than in Hofstede’s 

data. It was found that there was a much larger difference between the countries when looking at 

the individual questions within each dimension than between the dimension, which led to a second 

round of analysis on a lower level (see 7.4Appendix 4 for the scores on a question-for-question level).  

Analysis 2: The question categories 

The second analysis was done by grouping together the individual questions within each dimension 

depending on which category the predictions were based on. Hofstede has framed his predictions 

within different general categories such as relationship to the state and behaviour at the workplace. 

Unfortunately the categories are not consistent across the dimensions. The results from each 

category were compared to the score suggested by Hofstede and if all questions were within ±15 

they were deemed as fitting into Hofstede’s prediction. ± 15 was chosen since it gave the rather 

generous span of 30 (a third of the available scale) in which the questions could place themselves. 

Still, there were very few matches (16 out of 68 – a little less than a fourth) as can be seen in Table 

12 below. 

Table 12 - Comparison to Hofstede's scores on a category level 

All within ± 15 from Hofstede's score? Germany India UK USA 

PD     

General Norm, Family, and School No No No No 

The State Yes Yes No Yes 

The State + The Workplace No No No No 
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The Workplace No No Yes No 

IDV     

School and the Workplace No No No No 

Language, Personality, and Behavior No No No No 

General Norm and Family No No No No 

MAS     

Education and Consumer Behavior Yes Yes No No 

General Norm and Family No No No No 

The Workplace No No No No 

Gender and Sex No No No No 

UAI     

General Norm and Family No No No No 

Health, Education, and Shopping No No No Yes 

The Workplace, Organization, and Motivation Yes No No No 

LTO     

General Norm No No No Yes 

Religion and Ways of Thinking No No No Yes 

Business and Economics Yes Yes No No 

Family and School Yes Yes Yes Yes 

 

As can be seen there aren’t any clear patterns in where the categories fit with Hofstede’s predictions. 

There are only two instances were there is a majority of Yes-answers; Family and School in LTO (4/4) 

and The State in PD (3/4), whereas half of the categories (9/18) only have No-answers.  

When reading the table the other way around, there are some details worth noting; firstly that there 

only is one case of discrepancy between Germany and India (which score quite differently on all 

dimensions with Hofstede’s scores), secondly that there is only one category which both the UK and 

the USA answering yes (here the opposite applies – the UK and the USA score quite similarly in 

Hofstede’s work) and thirdly that there only are two cases in which the UK answer yes. 

4.2 THE QUALITATIVE RESEARCH PROCESS 

The qualitative research process yielded data from 47 different websites (four for each country and 

dimension, except Indian price comparison sites whereof only three were visited). The individual site 

scores were recalculated to average values, as presented in Table 13 below – the original scores are 

in Table 6. 

Table 13 - Average scores for each country and dimension. 

 PD IDV MAS UAI LTO 

Germany 42 69 42 50 31 

India 57 45 61 66 66 

UK 35 73 48 33 35 

USA 52 73 52 42 38 
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As can be seen, the scores extracted from the qualitative research process are to a large extent fairly 

close to Hofstede’s scores. It holds for each country that the scores obtained are within 10 points of 

Hofstede’s scores on three out of the five dimensions. Among the dimensions LTO stands out with all 

four countries being within 10 points from Hofstede’s predictions – the other four dimensions all 

hold for two of the four countries.  

Since the scores were obtained through a qualitative process, conducted by a sole researcher, it was 

deemed important to look for potential effects from this in the numbers. Two possibly interacting 

effects were found. When comparing the scores from Hofstede and from the analysis of web pages 

to the one of the researcher’s home culture (Sweden) a pattern was found – the scores of the three 

western countries consistently moved towards the Swedish score in their deviation from the ones 

suggested by Hofstede. Whilst ignoring the scores affected by the interacting cultural bias (see next 

paragraph), no cases were found were this wasn’t true.  In two cases – LTO for the UK and the USA- 

the scores actually continued past the Swedish score, but in both cases they still stayed within ten 

points from the ones suggested by Hofstede. As the researcher deems himself to differ from the 

general Swedish sentiment on one of the dimensions (PD), it could be expected that PD would 

behave differently and it does. PD scores from the analysis are consistently higher than the ones 

suggested by Hofstede (whereas the researcher deems himself to have a much lower tolerance than 

the average Swede).  

Interestingly enough, the above mentioned pattern interacts with another pattern, which could best 

be described as cultural bias. The scores of the only non-western country, India, consistently show 

the opposite pattern of the three western countries – it is further away from the Swedish score on all 

dimensions but PD where it is closer than suggested by Hofstede. 

4.3 INDIVIDUALIZATION AND THE INDIVIDUALITY DIMENSION 

As a part of the questionnaire the question “While using web pages I want to have the opportunity to 

create an account and decide what should be shown to me” was asked to test if a country’s score on 

the individuality dimension could be used as a predictor for the want of the people in the country to 

have access to individualization whilst using web services. Table 14 shows the average results 

together with the lowest and highest answer for each country. 

Table 14 - Average answers for the four studied countries on a question about the want for individualization possibilities on 
the web 

 Average Min Max 

Germany 39,9 0 100 
India 59,9 29 100 
UK 68,5 14 100 
USA 68,1 0 100 

 

As can be seen the scores do not match the individualization results scores by Hofstede (see Table 6). 

A detail that stands out is the big span of answers within each country, as well as the fact that there 

are persons who agree fully on the question from all countries. 
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5 DISCUSSION 

This chapter is divided into three parts – the first two deal with answering the research question and 

the third suggests further research opportunities.  The research question was “Is Hofstede’s model 

applicable to service design in general, and individualization of services in particular?”. The first 

subchapter answers the first, general, part of the question, whereas the second subchapter deals 

with the individualization of services. 

5.1 IS HOFSTEDE’S MODEL APPLICABLE TO SERVICE DESIGN IN GENERAL? 

The analysis of the quantitative data was done in two iterations on different levels. The first iteration 

did not support the hypothesis that Hofstede’s results can be used as a prediction for the service 

expectations of individuals in different cultures. Further a pattern of the country scores closing in on 

each other compared to Hofstede’s predictions was observed. The second iteration compared the 

questions on a category level within each dimension to test whether there was a pattern here. No 

regular pattern in which the categories fitted Hofstede’s scores was found. 

On the other hand the qualitative research process does give some support to Hofstede, although 

not to a hundred percent.  The only dimension that gets full support is LTO.  When taking the found 

researcher-dependent effects into consideration the support for Hofstede grows stronger.  

Considering the difference between the two research processes, there is reason to ask how the 

difference may have come about. Since earlier research (Zahir, Dobing, & Hunter (2002); Marcus & 

West Gould (2000)) has shown that Hofstede’s cultural dimensions do manifest themselves in web 

site design, it seems likely that the effects found in the qualitative research rather are linked to the 

web format than to the service context. This would mean that the answer to the research question 

whether Hofstede’s model is applicable to service design in general is No! 

Another possible explanation of the differences is that the qualitative research process describes 

how (web) services look today and that the quantitative process describes how persons want their 

services to be designed. This would be an even more interesting result, since it points to the fact that 

there is a big discrepancy between how services are being conceptualized today and how they 

preferably should be conceptualized. If this explanation should be the case, the answer to the 

research question whether Hofstede’s model is applicable to service design in general still is No! 

Implications 

The implications of these findings are wide-ranging, since it means that the potential cultural 

heuristic that Hofstede’s dimensions are shouldn’t be used when designing services. Instead 

designers will have to commit themselves to studying the cultures designed for, when designing 

services for a multicultural audience.  

5.2 IS HOFSTEDE’S INDIVIDUALITY DIMENSION APPLICABLE TO 

INDIVIDUALIZATION OF SERVICES? 

As seen in chapter 4.3 the available data clearly show that there isn’t any correlation between 

Hofstede’s individuality dimension and the general want for individualization of services in a country. 

Instead the data show a wide range of answers within each country, which suggests that the want for 

individualization lies on the individual level and not on the cultural. Since the question that was used 



 
22 Service Design and Cultural Expectations on Services 

to ask about preferences was about attitudes towards a web page, it may be that the results only 

hold for web services. 

Implications 

The implications from these results are that since there are persons in all (studied) cultures who want 

the opportunity to individualize their web services, service designers should always consider whether 

there are aspects of the service in question that could be individualized. On the other end of the 

scale many persons don’t seem to ask for the possibility to individualize their service experience 

which implies that they might find it bothersome to have to create accounts. A combination of these 

two suggestion sums up to the recommendation to design (web) services so that those who want can 

influence the content to a large extent, without forcing other persons into having to individualize 

their experience.  

5.3 FURTHER RESEARCH 

Since the research made in this study is breaking into a new field of study for service design, it opens 

up for a wide range of new research questions. First and foremost is the need to validate the findings 

of the study in a larger study (20+ countries). 

Another major research implication is to answer whether there actually is a difference between how 

services are being visualized and how they preferably should be visualized within a culture? If this is 

the case, the research community needs to make an effort to answer the “why?” as well. Could it be 

that web services are conceived more as web pages than services? If so, is this desirable? Or could it 

be that the reason that many services are ill-designed, is that they actually aren’t designed (in 

contrast to “just created”)? Is there a visible difference in how well suited for the respondent culture 

services are if they actually have been designed? 

A third interesting research question for further research is to find out whether there are differences 

between how people want their services, depending on if they are on the web or in real life. This is 

an area of major importance for service designers in which much more needs to be done. 

Since Hofstede’s results have been confirmed in several studies it is interesting to try to find out why 

it doesn’t apply to services. Since the measurements are about general attitudes, could it be that 

these can’t be manifested in services? Is there a difference between services in which there is direct 

interaction between individuals and services, and where there isn’t? Judging from the data collected 

above, it might hold that the attitudes might be valid when not dealing with another human but 

possibly not valid when actually dealing with another human. 

It would also be interesting to poke further into the effects found in the second analysis of the 

quantitative data – that Germany and India behave much more similarly than could be expected 

whereas the UK and the US behave quite differently. How can this be, is there maybe some pattern 

beyond the scope of this study which partly interacts with Hofstede’s predictions? 

Finally, there is the question that is being raised by the fact that there is such a big difference 

between individuals in the question of individualization. Above it is being suggested that one should 

always offer individualization if possible, but there is the chance that potential users may perceive 

this badly and choose a competitor if they do not want to individualize. It needs to be found out 

whether there is a risk that potential customers might get negative feelings towards a service just 
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because individualization is being offered. If so, is there a difference in attitude between 

customization and personalization? 

Hopefully, the findings presented here can inspire to further studies in the field of cultural impact on 

services. 
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7 APPENDIX 

7.1 APPENDIX 1: THE QUESTIONNAIRE 

Basic data 

Thank you very much for filling this short survey out. It should take 5-10 minutes to complete and 

consists of about 25 multiple choice questions. All data collected is anonymous and will only be used 

for scientific purposes. 

The words service and service provider are mentioned frequently in the survey and should be 

understood in the following way: 

Service: To help someone do something. It can be anything from an employee at a store helping 

someone choose a product to a customs organization offering companies ways to make their import 

easier. 

Service provider: Someone who professionally offers other persons services. 

Age: - 19 

 20-25 

 26-30 

 31-35 

 36-45 

 46-55 

 56-65 

 66+ 

Gender: Female  

 Male   

Highest degree: Elementary school  

(if student please mark College/University  

level currently enlisted in) Ph.D or higher 

 

Where do you grow up?: UK  

  Germany    

  India    

  USA    

Power distance 

1a) What is the general relationship between you and a service provider? 

 

[One has higher status    Perfect equals ]

     

1b) Who has the higher status in the relationship between you and a service provider? 

[Me / Service provider] 
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2) If you enter a store, who should take the initiative to contact between you and an employee? 

[Me      Employee 

1 2 3 4 5 6 7                   8] 

3) When is it justified to ask to talk to the manager? 

[Whenever I have a complaint                If the employee has committed a serious mistake 

1 2 3 4 5 6 7                   8] 

4) When is it justified to be referred to the manager? 

[Whenever I complain   If I won’t listen to the employee’s answers 

1 2 3 4 5 6 7                  8] 

5) Is it acceptable with special treatment for celebrities and powerful people? 

[No     Yes 

1 2 3 4 5 6 7                   8] 

6) Employees should be able to influence the service setting they work in. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

Individualism versus Collectivism 

1) If a customer insists on a cash refund for a product, which is clearly his fault that it is broken, how 

should the employee react? 

[Give full refund    Not give an refund 

1 2 3 4 5 6 7                   8] 

2) How much discount do you think is a fair amount for club card holders at stores? 

[0%     50% + 

1 2 3 4 5 6 7                   8] 

3) When I choose a new service, I prefer to choose one that my friends use as well, even if it isn’t the 

best one. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

4) I prefer when a service provider in its commercials uses language directed towards me over 

language directed towards the whole community. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

5) If I don’t get the service I expect, I make a point of letting the service provider know it. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

6) While using web pages I want to have the opportunity to create an account and decide what 

should be shown to me. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 
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Masculinity versus Femininity 

1) You’re choosing between two new services – would you rather be helped by someone who is very 

knowledgeable but rude or friendly but only has average knowledge. 

[Friendly and average knowledge  Rude and very knowledgeable 

1 2 3 4 5 6 7                   8] 

2) In choosing a new service is it more important that the service can help improve your quality of life 

or the status and recognition you get from others for using it? 

[Quality of life     Status and recognition 

1 2 3 4 5 6 7                   8] 

3) If you get into a conflict with a service provider, how would you like the conflict to be resolved? 

[Compromise    One part gets exactly as they want. 

1 2 3 4 5 6 7                   8] 

4) Knowing that an employee at a service provider was homosexual would make me want to interact 

with another employee. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

5) I expect the service personnel to see their work as more important than their private life, and act 

accordingly. 

 [I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

Uncertainty avoidance 

1) A new restaurant opens in your neighborhood, how willing are you to try it without having heard 

anything about the quality from sources you trust? 

[Not willing at all    Very willing 

1 2 3 4 5 6 7                   8] 

2) I expect to be addressed in a manner that differentiates me from the service personnel. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

3) Would you rather use a service which has a funny ad or which is being recommended by an expert 

in an ad? 

[Funny ad     Expert in the ad 

1 2 3 4 5 6 7                   8] 

4) In choosing a new service, it is important to me that there are clear guidelines and rules about 

how to use it. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

5) I would buy something from a service employee who admits to not being able to answer all of my 

questions regarding the service or product. 
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[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

Long-Term versus Short-Term Orientation 

1) When I choose a new service provider, I’m willing to wait for the benefits of using that service 

provider for a long period of time. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

2) It would disturb me very much if a service environment which was cozy decorated would play 

music that doesn’t fit the setting (hard rock, techno etc.). 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

3) I wish I would use more services that contribute to the common good. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

4) I prefer to change service partner as suits me for the moment over using the same service partner 

for an extended period. 

[I don’t agree at all    I agree fully 

1 2 3 4 5 6 7                   8] 

5) How acceptable is it to leave preschool children to a daycare service? 

[Not acceptable at all    Fully acceptable 

1 2 3 4 5 6 7                   8] 

Thank you 

Thank you for completing the survey. Your help is much appreciated. 

Since, we want the highest number of respondents possible, it would be much appreciated if you 

could take the time to tell your friends about this survey too; 

http://www.unipark.de/uc/K_FHKoeln_Mager_LS/dfe2/. 
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7.2 APPENDIX 2: RESULTS FROM QUESTIONNAIRE PILOTS 

Pilot 1 

 Germany Sweden 

Hofstede AVG F1 F2 M1 Hofstede AVG M1 F1 F2 

PD 35 46 38 43 58 31 40 34 47 39 

IDV 67 56 43 66 58 71 51 48 46 59 

MAS 66 63 81 75 33 5 58 55 54 65 

UAI 65 62 68 52 66 29 47 40 60 40 

LTO 31 47 36 60 44 33 33 28 44 28 

 

PD 
Germany Sweden 

AVG F1 F2 M1 AVG M1 F1 F2 

1 40 80 20 20 67 75 50 75 

2 67 25 75 100 42 25 75 25 

3 50 0 50 100 25 0 50 25 

4 30 25 50 25 25 25 25 25 

5 67 80 20 100 67 60 80 60 

6 20 20 40 0 13 20 0 20 

AVG 46 38 43 58 40 34 47 39 

 

IDV 
Germany Sweden 

AVG F1 F2 M1 AVG M1 F1 F2 

1 53 20 40 100 87 80 100 80 

2 27 20 40 20 33 20 40 40 

3 43 50 80 0 33 20 20 60 

4 42 25 75 25 58 25 75 75 

5 80 60 80 100 47 60 20 60 

6 87 80 80 100 47 80 20 40 

AVG 56 43 66 58 51 48 46 59 

 

MAS 
Germany Sweden 

AVG F1 F2 M1 AVG M1 F1 F2 

1 58 75 75 25 50 75 50 25 

2 80 80 80 80 67 80 40 80 

3 50 70 80 0 40 20 20 80 

4 47 80 60 0 47 20 60 60 

5 80 100 80 60 87 80 100 80 

AVG 63 81 75 33 58 55 54 65 

 

 

 

 



 
32 Service Design and Cultural Expectations on Services 

uai 
Germany Sweden 

AVG F1 F2 M1 AVG M1 F1 F2 

1 27 60 0 20 53 20 100 40 

2 57 20 100 50 40 20 40 60 

3 73 100 60 60 47 20 100 20 

4 67 80 20 100 60 80 40 60 

5 87 80 80 100 33 60 20 20 

AVG 62 68 52 66 47 40 60 40 

 

LTO 
Germany Sweden 

AVG F1 F2 M1 AVG M1 F1 F2 

1 67 80 40 80 73 80 100 40 

2 13 0 20 20 20 20 20 20 

3 33 20 80 0 7 0 0 20 

4 80 60 80 100 47 20 80 40 

5 40 20 80 20 20 20 20 20 

AVG 47 36 60 44 33 28 44 28 

 

Pilot 2 

Female 1 PD IDV MAS UAI LTO 

38 64 26 49 26 

Female 2 41 51 11 44 44 

Female 3 39 53 32 29 32 

Female 4 46 52 37 52 17 

Female 5 37 38 28 43 23 

Male 1 31 60 51 25 31 

Male 2 39 50 43 54 23 

Male 3 45 40 14 43 22 

Average 39 51 30 42 27 

Hofstede 31 71 5 29 33 

 

PD 
   

AVG F1 F2 F3 F4 F5 M1 M2 M3 

1 55 43 57 57 43 29 57 71 86 

2 61 86 43 71 71 57 27 43 86 

3 23 43 43 14 43 14 14 14 0 

4 9 0 0 20 20 - 0 20 0 

5 77 57 71 57 86 86 86 71 100 

6 9 0 29 14 14 0 0 14 0 

AVG 39 38 41 39 46 37 31 39 45 
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idv 
   

AVG F1 F2 F3 F4 F5 M1 M2 M3 

1 64 100 43 86 100 100 43 43 0 

2 64 86 57 71 71 86 43 71 29 

3 39 43 43 43 14 14 57 29 71 

4 43 29 86 29 29 14 43 43 71 

5 41 57 29 29 14 14 86 43 57 

6 53 71 50 57 86 0 71 71 14 

AVG 51 64 51 53 52 38 60 50 40 

 

mas 
   

AVG F1 F2 F3 F4 F5 M1 M2 M3 

1 43 29 14 14 29 100 86 57 14 

2 14 14 0 29 14 14 14 29 0 

3 29 14 29 29 29 0 57 29 43 

4 46 71 0 43 100 14 71 57 14 

5 20 0 14 43 14 14 29 43 0 

AVG 30 26 11 32 37 28 51 43 14 

 

uai 
   

AVG F1 F2 F3 F4 F5 M1 M2 M3 

1 32 29 29 14 29 100 14 43 0 

2 32 0 50 29 29 43 - 57 14 

3 41 57 14 14 71 57 29 43 43 

4 63 86 100 43 86 0 29 57 100 

5 45 71 29 43 43 14 29 71 57 

AVG 42 49 44 29 52 43 25 54 43 

 

lto 
   

AVG F1 F2 F3 F4 F5 M1 M2 M3 

1 16 29 14 14 14 0 14 14 29 

2 39 29 50 29 29 100 43 29 0 

3 17 14 50 29 14 0 0 14 - 

4 42 57 50 57 29 14 29 43 57 

5 21 0 57 29 0 0 71 14 0 

AVG 27 26 44 32 17 23 31 23 22 
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Pilot 3 

 PD5 IDV3 IDV4 MAS1 MAS4 UAI4 

Male 1 0 0 0 29 100 71 

Male 2 14 29 43 14 86 29 

Male 3 29 57 14 14 71 14 

Male 4 14 29 29 14 71 86 

Female 1 29 29 86 14 71 86 

Female 2 29 57 43 14 71 57 

Female 3 14 29 0 0 86 86 

Female 4 43 14 14 71 86 71 

Average 22 31 29 21 80 63 

Hofstede 31 71 71 5 5 29 

 

 PD5 IDV3 IDV4 MAS1 MAS4 UAI4 

Average P3 22 31 29 21 80 63 

Average P2 77 39 43 43 46 63 

 

Pilot 4 

 IDV3 IDV4 MAS4 UAI4 

Male 1 29 14 57 29 

Male 2 43 86 57 86 

Male 3 29 71 100 57 

Male 4 14 57 14 14 

Male 5 86 43 86 14 

Female 1 86 86 71 29 

Female 2 43 86 100 86 

Female 3 29 29 71 100 

Average 45 59 69 52 

Hofstede 71 71 5 29 

 

 IDV3 IDV4 MAS4 UAI4 

Average P4 45 59 69 52 

Average P3 31 29 80 63 

Average P2 39 43 46 63 

Average P1 33 58 47 60 
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7.3 APPENDIX 3: GUIDELINES FOR EVALUATION 

Power distance 

- Distance between service provider and service user? 

- Extra privileges for certain users? 

- Concern towards maintaining relationships or towards status? 

- Visible or lack of visible status symbols and privileges? 

- Many people who do things together or a few persons who do all the things? 

- Show of respect for authority figures, form of address? 

Individualism versus Collectivism 

- Focus on the advantage for the individual’s in-group or the individual him/herself? 

- Do in-group customers get special treatment? 

- Amount of information accessed via social network contra “media”? 

- Are customers expected to be interdependent or independent? 

- What amount of privacy is offered the individual and how? 

- To what degree are personal pronouns being used? 

- What degree of personalization/customization is available? 

Masculinity versus Femininity 

- Focus on relationships or challenges and recognition? 

- Are men and women expected to behave alike? 

- Are women subjects or objects? 

- Do people seem to see their spare time or their work as most important? 

- Does friendliness or brilliance seem to be the most important? 

- Do women live through men? 

- What is the general attitude towards sex? Procreation or pleasure? 

Uncertainty avoidance 

- Clearly structured or not? Highly structured or not? 

- Is it obvious what each link will lead to? 

- Are titles important? 

- Advertising rather humorous or authorial (experts)? 

- Liberal or conservative choices to make? 

- What is different; curious or stressful? 

Long-Term Orientation 

- How fast do efforts have to produce effects? 

- For what do you have to pay? 

- How important is leisure time? 

- Are persons expected to be stable or adaptive? 

- Amount of either or choices? 

- Is the interface consistent? 
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7.4 APPENDIX 4: QUESTIONNAIRE QUESTION SCORES 

  Germany India UK USA 

PD1 65,41667 65 66,94118 56,44 

PD3 46,66667 51,77778 49,64706 67,92 

PD4 31,08333 65,11111 56,35294 49,76 

PD5 28,5 68,22222 56,41176 48,6 

PD6 17,83333 6,333333 10,94118 22,88 

PD7 17,91667 35 27 17,2 

       

IDV1 89,25 60,22222 81,58824 77,68 

IDV2 78,41667 64,77778 71,35294 60,4 

IDV3 73,66667 77,77778 78,17647 79,88 

IDV4 41,75 50,77778 57 60,52 

IDV5 84,58333 66,66667 58,05882 66,84 

IDV6 38,16667 66,55556 70,52941 69,12 

       

MAS1 72,66667 44,44444 37 37,2 

MAS2 7 12,66667 11,82353 8,48 

MAS3 34,5 25,33333 44,64706 41,2 

MAS4 0 25,44444 5,941176 5,68 

MAS5 24,91667 52,33333 33,58824 43,6 

       

UAI1 20,25 38,11111 22,82353 20,08 

UAI2 57 57,22222 57,11765 65,6 

UAI3 45,16667 47,55556 55,41176 47,44 

UAI4 70,25 61,88889 82,29412 76,48 

UAI5 33,58333 68,33333 48,88235 37,12 

       

LTO1 14,16667 30,22222 44,47059 28,64 

LTO2 26,33333 26,88889 47,88235 37,8 

LTO3 50 22,11111 27 32,64 

LTO4 30,83333 60,33333 50,58824 45,64 

LTO 5 16,66667 72,88889 30,41176 26,96 
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