Modern Marketing L TII%E#, 2025, 15(2), 211-216 Hans )
Published Online May 2025 in Hans. https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2025.152021

MUHEFRSHFOEER: EXITREXHK
4 FIEIL T RIRNAS A M 1L SR

FFX, ARE, wmikF
M BOR 2B 22 A TAR AL, =Fg i

Weks H . 20254F3H14H; FHBER: 202545 H6H; &4 HEH: 20254F513H

wm B

A CREERUER T XMERIHE R OB B, BT ERIRME S4B B R BT R AL .
BIARH, AERBELIRR. MG, SEESRRUEBRESRZEWERLE, MEEE SCHEHRR
ZRENRARS, RESUKBREERRE, KFNAREWTSERMSMIES, HEREE
SEESCHHEREIR. DHERE (GHIHRAS) MELMER (SLERA) A6, HEXTBREMAE
MCAT 5 WG AR 2 SO 7 St AL E HU SRS, WAL R SRR . BBt S AR it 24t
BEFH|L. BIERFSEA, HIWTHFSEALMUEE. ESTXEERANSATEN, £T765KI
KRS, BAE T SCUEBCRIS A Bl . LSS AL, ISR, B SR IRE)
AL, AL TUACHEIRN, SEBLERRL RS A H0E 28 SR S R &

XA
XHER, HROE, BRIFRELERER, ERUWEWH, LR

Cultural Differences and Consumer
Psychology Reconstruction:
Dynamic Localization Strategy
under Hofstede’s Cultural
Dimensions Theory

Ziwen Yin, Yuyan Zhou, Yating Yang

Student Affairs Office, Qujing Vocational and Technical College, Qujing Yunnan

Received: Mar. 14", 2025; accepted: May 6%, 2025; published: May 13, 2025

XEGIH: T, ST, ks A ZER SO EN: B ICEr R A 4E B G N I Eh A A Hi AL S ).
AT 4, 2025, 15(2): 211-216. DOI: 10.12677/mom.2025.152021


https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2025.152021
https://doi.org/10.12677/mom.2025.152021
https://www.hanspub.org/

P %

Abstract

This paper investigates the reshaping effect of cultural differences on consumer psychology in the
globalization context, employing Hofstede’s cultural dimensions theory to analyze its influencing
mechanisms. Research demonstrates that cultural differences profoundly impact consumer psychol-
ogy through four pathways: needs, cognition, attitudes, and decision-making. For instance, needs in
collectivist cultures are driven by group identity, high-context cultures rely on implicit information
decoding, attitudes under interdependent self-construal are subject to social norms, and group de-
cision-making prevails more in collectivist contexts. Case studies of Nintendo’s Animal Crossing:
New Horizons and Riot Games’ League of Legends reveal their differentiated adaptation strategies
across individualistic Western markets and collectivist Asian markets. These encompass personal-
ized need fulfillment, achievement-oriented task design, community interaction enhancement, high-
context symbolic embedding, localized festival symbolism, linguistic interaction adaptation, and dy-
namic content iteration, achieving comprehensive cultural integration that validates the effective-
ness of cultural adaptation strategies. Enterprises should develop dynamic localization frameworks,
excavate cultural archetypes, establish data-driven iteration mechanisms, and assemble multicul-
tural teams to achieve precise alignment between global branding and local consumers’ cultural
identity.
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1. 4R

AERAS R, BENY BRSO, P WTO 4iit, 2023 (EAERISIE T S80Ik 3.7 AL
EI6. R, AE RSB 8 BB SO 2B R FIZ O Bkdk. an: )8 (FEAR=) (2020)A
faEE L S T SRR G, R ETT S OB S (24 4.9/10), HITE A6 3E TR 2o M IRAN 3 iR
IRIFINAT (JE BT LT 73%) [1]; FARE R F B E RSN SmFRF 5, ALK E = R (2]
XML R R, W ZERIBEL TR, A, SFSRRIUERZEME RO, A EEMENE
ERCHEAY, §5 AV B SO R PR T E B RCR .

2. kéRk
2.1 EXRETRECIEEER

FE R M ZR 404k 45 FE FRAS (Hofstede’s Cultural Dimensions Theory) & 4 SO Ak AF 7T AT (1) 36 47 PEBEE,
B 20 140 70 SEARIR B DAk, RZIE 7&ES2, LY. WHERS L N ERN O E R T, 1%
HGHTXF IBM ¥k i TR A EEE, SpIiet A SO RO E S . AN SUEER T XL A

AL AN E TERLEE), SRS NN ANER (K S A S 17 TRVZIR), R SO 22 57 2
BT RGNEMEZR[3]. B AETH P 0 B =AU S AT 2
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22 HBUEHRERER. WA TE. RXR)

T SO ER R BB B R R S AT A MR, R B ARG TR SR (Needs) WA JI(Perception/Cognition)
A (Attitudes) #1145 (Decision-Making) . IXUEERIEFE M 5 F RN B EZR, XM EMR. e
G K55 RGEHIIR LI

2.2.1. R (Needs)

R AT NIZ O IRB) T, AT DI REVE R SR S50 BERR K . B SCARIT SRR SR SOk (i
WL SRR, TR 2 BN R IRB) . B, SRR 2 0 AT RIS 1 S A R R (WTPM) 32
AR SUMMENL S, BRI 2 TR AN [L]: P EVE AT AT R E T, S
9’@3‘)“&‘%’@44[4] AMNFE S E) F, FR R R KA SN B0, 5 EW 9% I i e
A7 it AR SR URR % [2]

2.2.2. INH(Perception/Cognition)

W S5 BAL BT, SO ZE R BERT 5 515 BRI . MBSk, EiBsise
Ao (T H A RS A5 S5 RAERT 5 (W 2R3E 5 1 “RER” AUE), RTE ST SO (s () fis 4 B A 1) T e
PEEAR2]. MAEBESE TR VA, AEETRESIEER, £ RBaREr; By “8”
e E A SRR, M8 “137 [5]. RAMIERIEI LR, SRS (W2 i bR IR ) ZEA
[ ST BEAAR T B0 o X B A 22 7 1 [1]

2.2.3. 7B (Attitudes)
AL S P R P S SRV, S SCHAME N S 42 I AR .
N\E&@*’JE’J%FE ST, SIS H (NN T SO A ER TN Nt A7 28 3 (G 3= SOTtk)
W24t 2 TE IR S o G, w9 2 S ARSI AR (5], 1T 36 VA 2 S OGuE = i itk e 2] . T2 TVH 2%
B ARREEAS BE, ARARF SCCrh, IR LG SRR BOA ] KT Mt SO 0% & 1] .

2.2.4. R (Decision-Making)

WHRET R WASEENESSRE, CHZERED ISR EIL: R iaem, SkE
forb, T P MO A R (R E E R “HEE” X)), AN A SOC R B 3 5 (A S b i A4
PEWAERE) [2] FHUCR R RLT, & AN e YRR SOt (an B AR) ) R sp i 5, AR RI e SO b (o 35 ) B
ZIRBIHT[3].

3. BASMARIR
3.1. ESMAFTER

] AT 9T DAEE 9% 0 2 48 S0 4 T AN JR R RAE R IR A% O HE LS, SR ST Ak 22 Rl i p (0L
5 RGN G AT A . BN, S4EFE SOTn s KA, ﬁ%%ﬁﬁ $: A B IB(WTPM)
RN FI DRSS, T 5 ) SO (AR 2 ) BE DG AR SR A AR (1] T S b, SR SO e i B A
(W HARZE ), RIESSOBTR ShRetEVF R (B BV E M pe ) . 773k b, [ AMIF LR A
AU (4N PLS-SEM)-5 5 SC AN & 45 24P (2], ARAFETEJR PRI AEVE T i (AR Fi38)SiEA 2, HEds b
B S AR R AR AR S 2 % (0 Z AR Z TGN )

3.2. EAMRIR
[ P F 5 SR SOAR M B Y 3047 I 2 Ak i3 . JAMR[BIHE E, PEN S R “ ok I
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O i v i ot RO (B0 AL A T 30), O PG 7V 9B B S . MR R4, Hh 3 2 T SR AR AE
“TTIRBLT CARBRPEORSE” SEREE,  SEETH B WS S S MR . IR T (R AR
PSR 18 7 5 SCAE B D@ PO 5 R Gu(nE 1T ). A, EAEAZ RIRT oo tt, ki
WHLH 5 =], ShZMEREESCREARE M, YRR FAR) SRR BR[6] . AROK TG N5 ES 7
PG SEA SR, DN Bk 58 kit

4. XHERIHBRDIER R AR

4.1. BREBRNPH TR
DIRetE R ESE SCb(nEE)F, AR LA HomiE “230AW W 71”7 5 “HEPA i E” .
OIF R EESCSCEA) T, TEH R IEE “fER” F AR M E[s].

4.2 AR ENTFSHBER
BUORAE: AOAETEFIEZREFETLQ), EHIFRERERE R, Z45EMIAFSHSOaL,

HIET 18% [7].
Borts. FERAESENTZBET iPhoned %%, =& Note 4Bk Noted, I “4” (Kl 2E 6],

4.3. TEMRBESIEER

ML H P (G ). W@ ST 5 MR TR 30%.
REMARER(TE): H22 “BRE” MAHRAE, A KE 8 14[4].

4.4, RERBETWIER

HEAR R (SRR LSO, WEHEL KBS ThRE,  FeVF Sk R R ARATE 9% .
H BRI NTSCOCHR): EE R Etsy 588 “MSZBIEF SIS, WIHESRMRHERE & [2].

5. RIS UEXE (FIIHRELD) MELRFR (FEHKE) USRS 9 F
5.1. L4 EIEIDIER THRES T

BT R R AESCACYE LR [3], AR RS AN ZE Sl AN Pkl el S 1 22 AL ) 8 SCAL G e
SR, F IR AR TN N SO T SCHERE (BT -

511 MAENUTIHE )

TE (SRR T, E el T 5 E € LR (Ut B Bos . K BAR), e g B R KX
MR Z TR [2]. Bl R, BREDERAEA SR 6 (40 Twitter. Instagram) bR A S 05 B2 1H P AR RR
W2 (UGC) i LLik 62% [8]. FLRGIN “BIG TR Hlkl, ssibdor B bRk ek, EMEE o
H CH RS 1O B BR8]

I COCRERR ) B HEH “ZM Rk (In “DI 248”7 ), RVFIK 3 LRSS SR, WEH
LR R Pl woit “HA2E” 5 “M AUk RS, BAIRE A AEARSET B KR [9].

5.1.2. SEHENTTTIA(IEMN)

Gy EHARS SR “REEES” (W HRIER)S “ALscipls]” , @id s
HIPEMESR T DS B (4L A (5] HARDLR IR EE o, 85%I it it 32 R Je H Bh 45 15 (0 “ = 3ot
FRAFETHE” )o JF B A COXHE R FHOE 5 & & RIE (W76 B0 ALSEEER), & Mg U FAE[10]
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RN RIBEHE 7] -
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GRS AN s rp 2K T 37 U G o P R BB AT 5, I 2 U B A A O (B 8 2 P SRR R R L) o

5.2.2. BE 5XEEITHIXIER

CEhax i 2) RS NPC (Ui « %5 58) K F B (1 HAER A0 XUk ( “AL /R S cis Bi5 7 ), &
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5.2.3. BhESAFIEKANE

BT BuEAT N EAE A (W DLC W SEARLT), HEREAERRSE M HEn “ it ImEse” ¥ (i i A L
45%); HATI gk “ R HAMAR” SEREIE R, RIFIE 60% [8]. 12 kil xk [FIFF AR HE X It X 4T
NEAER BB . RS a 30 <X —7 fediigsl, BRSEMRSTassatt “ RE BN 1 #ril.

5.3. MIARIASEILWIE

PEEURIIE, % 2023 K, (B S) AEREY R ISHE 4000 J5 48], FHH SCALIE L SRS 5T
BRI IEK: 32% (B = 0.41, p < 0.01), RF & TATIINME[L]. XIRZE R HIE K ROI (5 [FIHR%)IA 1:
47, ENETE R REIISESIRWE R PSS ERAME . RS RHIX I3 RAT AT LRI, 7ERK
FH X, M AT AR TE B#ACNHDesign 2t 2 &l 10 27, F A2 A 28 (UGC) 3RS [ AR &1 K 28%:;
MAE H A, IR FIPMEISM S 5 HLIE 73%, B T B2k 32 SO AbHo) B2 0L B A 2B 2 wi [4]

CHEREIDE B T 37 R DA T 45 H A [ 4516, 2023 4, 75717 B a2 JBR 78 Hh 161 Tl 3% 51 H 48 B 40 98 i 2000
JiETt, JIET AR SRR & N A 18%. TFEILRAE “ BT BAE A RSE T 40%, JbEITKLE
HEfr FE b F A DTFC2E (7 B 65% . SCAG ISR ANaEE: AR AT I M /TR 4, F P B A SRR S 22%,
i EEL1 T % 90% [9] .

IS (BRI IR FIRBIT UG, SR SR, SO ZE b AT b i s H
i i, RICNBURFHE RSMON AT XATFIERAENRIE, k3 g EAL ey 9 MinE
Z AN (R MR TE S8 SR B RS 1 22 AR AF) DA SAR B R v R JRURS: b T (b 23 Tl 350 5= 075 1Y)
BURAE) . X PRI RIE IS B A A AL FEBE (9 A 5361 1B S A HIERC . B IR AEAR) LB AR &
IOAE TASHEGEFL SO R L A BB e AL i) ) 2 L
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