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Resumen: Este estudio investiga la influencia de los valores culturales de Hofstede en las actitudes de los
consumidores hacia el boicot a empresas dentro de un contexto nacional multicultural. Utilizando datos de una
muestra diversa de los Estados Unidos (N=2,574), se realizaron analisis de regresion multiple y ANOVA para
examinar el poder predictivo de las dimensiones culturales y las diferencias étnicas sobre las actitudes hacia el
boicot. Los resultados indican que el colectivismo, la distancia al poder, la masculinidad, la orientacién a largo
plazo y la indulgencia influyen significativamente en las actitudes de boicot de los consumidores, explicando una
porcién modesta pero significativa de la varianza. De manera destacada, los participantes afroamericanos/negros
mostraron las actitudes mas positivas hacia el boicot, 1o que resalta la interaccion entre los valores culturales y los
factores socio-historicos. Estos hallazgos subrayan la importancia de considerar tanto los factores culturales como
contextuales para comprender el comportamiento del consumidor en boicots, ofreciendo valiosos conocimientos
para mercadologos y académicos que estudian mercados multiculturales.

Palabras clave: Boicots de Consumidores, Valores Culturales, Dimensiones de Hofstede, Colectivismo, Mercados
Multiculturales, Diferencias Etnicas, Comportamiento del Consumidor, Prediccion de Actitudes.

Clasificacion JEL: M31, D12, D91.

1. Introduction

Consumers’ refusal to support a brand in protest of its position on social, political, or environmental
issues has become a prevalent response in today’s marketplace (Weber Shandwick, 2018; Vredenburg &
Spry, 2022). In the United States, one in two adults report having boycotted a company (Bruce, 2020),
while in the United Kingdom, the figure stands at one in five (Harmston, 2017). Additionally, a global
study on consumer attitudes toward corporate social responsibility (CSR) found that over half of
respondents would be willing to boycott a brand based on its social or political stance (Harmston, 2017).
These findings suggest that consumer perceptions of CSR increasingly influence purchasing behavior,
with companies perceived as socially irresponsible or unsupportive facing consumer backlash (Palma-
Ruiz et al., 2020). While boycotts may not always result in changes to corporate behavior (King, 2008;
Koku, 2012), they can cause significant harm to a brand’s financial performance, image, and reputation
(Garrett, 1987; Koku, 2012; McDonnell & King, 2013; Pruitt & Friedman, 1986). As such, understanding
the drivers and barriers of consumer boycott behavior has become an area of growing interest among
both academics and practitioners.

While academic interest in consumer boycott behavior has grown, much of the research has focused
on culturally homogeneous marketplaces—contexts characterized by a shared and uniform culture.
However, many of the countries where boycott participation is most prevalent (e.g., U.S., Canada, Italy,
and U.K.,; Hoffmann, 2014) are multicultural marketplaces. A multicultural marketplace is defined as a
“place-centered environment (whether physical or virtual) where the marketers, consumers, brands,
ideologies, and institutions of multiple cultures converge at one point of concurrent interaction”
(Demangeot et al., 2015, p. 118).

Despite the unique challenges and opportunities that multicultural marketplaces present to brands,
research remains limited on how consumers’ cultural values interact with and influence boycott behavior
in these complex environments. These marketplaces often include sizable ethnic subcultures (Jamal, 2003)
that can exert substantial economic influence (Korzenny et al., 2017). Purchasing decisions among
consumers within these subcultures are shaped by distinct cultural values (Briley, 2009), yet these values
remain poorly understood by many marketing managers. De Mooij (2022) argues that marketers often
overlook key cultural differences within target segments, opting instead for generalized, universal
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assumptions. This issue is further complicated by the evolving nature of consumers’ cultural values, as
they navigate diverse sociocultural experiences that shape their beliefs, identities, and purchasing
behavior.

To date, only one study has examined consumer boycott behavior from a multicultural marketplace
perspective. Hoffmann (2014) found a significant relationship between cultural values and consumer
boycott behavior across multiple countries. However, that study did not explore how cultural value
differences influence boycott intentions within a single multicultural market. Thus, while Hoffmann’s
(2014) work provides a foundation, it also highlights the need for deeper inquiry.

Further research is needed to understand how cultural values influence boycott behavior among
and between different cultural groups within a specific multicultural context. Recent cross-cultural
studies suggest that although each country may exhibit characteristic consumption patterns, cultural
influences on consumer behavior are dynamic and context-dependent (Chiu et al., 2014). Consumers may
draw upon the cultural norms most salient in a given context or use consumption to express relational
identity or cultural affiliation (Chiu et al., 2014). Moreover, individuals may adopt value orientations that
diverge from the dominant norms of their ethnic or cultural group (de Mooij & Beniflah, 2017).
Consequently, it is problematic for marketers to assume that all members of a cultural segment will
respond uniformly when deciding whether to boycott a brand.

In response to this gap, the present study investigates how the cultural values of consumers from
different ethnic groups influence their intentions to boycott a company within a multicultural market.
Focusing on the United States—a large, diverse, and prominent site of consumer activism—this research
seeks to identify the cultural values that play a critical role in shaping boycott behavior within and across
ethnic groups.

This study holds considerable relevance for understanding consumer boycotts, multicultural
consumer behavior, global market dynamics, business strategy, social and political impact, ethical
considerations, brand reputation, and academic theory. Cultural values, as emphasized by Hofstede
(1980), Yoo et al. (2011), and Czinkota and Ronkainen (2010), are key determinants of individual attitudes
and responses toward boycott actions. For businesses, understanding these values is essential to crafting
culturally responsive strategies, anticipating potential boycotts, and managing brand reputation.
Academically, this study enriches the literature by deepening our understanding of the complex
interplay between culture and consumer behavior in multicultural settings.

2. Literature review and hypotheses

2.1. Cultural values in a multicultural marketplace

Values are the foundation of a society’s culture (de Mooij, 2022) and a central element of how
individuals define themselves (Sagiv & Schwartz, 2022). They represent enduring beliefs or internal
standards that guide people’s attitudes, preferences, and behaviors (de Mooij, 2022; Schwartz & Bardi,
2001). Values are shaped by a society’s culture, learned through socialization, and may be passed down
intergenerationally (Marcus & Cetin, 2023; Sagiv & Schwartz, 2022).

At the macro level, values manifest as cultural values—those shared by a society or cultural group
(de Mooij, 2022). At the micro level, individuals hold cultural value orientations, which reflect the specific
values each person considers important. The distinction between these two is critical, as individuals may
identify with a cultural group yet prioritize values that differ from those commonly held within that
group (Chiu et al., 2014; de Mooij, 2022).

Theories of values, such as those by Hofstede (2011), and Sagiv and Schwartz (2022), were developed
to classify and compare national cultures. These frameworks propose that all cultural groups possess
similar value dimensions, but each group assigns different levels of importance to them (Gerlach &
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Eriksson, 2021). Hofstede’s Cultural Dimensions Framework is the most widely applied, and includes six
dimensions:

1. Power distance (acceptance of unequal power distribution),
Individualism vs. collectivism (preference for self/family interests vs. group/community goals),
Masculinity vs. femininity (value placed on assertiveness and role differentiation),
Uncertainty avoidance (tolerance of ambiguity),
Long- vs. short-term orientation (focus on future goals vs. immediate outcomes), and
Indulgence vs. restraint (gratification of desires vs. societal regulation of needs).

SANRS LN N

The United States is one of the most culturally diverse consumer markets. Some studies have found
significant cultural value differences among ethnic groups (Hofstede, 1980, 2011), while others suggest a
convergence of values toward mainstream norms (de Mooij & Beniflah, 2017; Vargas & Kemmelmeier,
2012). For example, using Hofstede’s framework, de Mooij and Beniflah (2017) found that most ethnic
groups in the U.S.—with the exception of Chinese Americans—shared cultural values similar to non-
Hispanic whites. Chinese Americans scored significantly lower on individualism. These findings align
with prior research indicating that Chinese Americans tend to be more collectivistic and less
individualistic than European Americans (Coon & Kemmelmeier, 2001; Oyserman et al., 2002; Vargas &
Kemmelmeier, 2012).

A meta-analysis by Oyserman et al. (2002) also revealed that African Americans scored higher on
individualism than European Americans, while Hispanic Americans did not differ significantly from
European Americans on that dimension. Much of this body of research has focused predominantly on
the individualism—collectivism dimension, often neglecting other aspects of cultural variation.

To address this gap and build upon the findings of de Mooij and Beniflah (2017), the present study
examines all six of Hofstede’s cultural dimensions. It employs the Individual Cultural Values Scale
(CVSCALE) developed by Yoo et al. (2011), which enables the measurement of individual-level cultural
values (excluding indulgence/restraint). This distinction is important, as individual value orientations
may not align with group-level cultural norms. Indeed, de Mooij and Beniflah (2017) cautioned against
applying Hofstede’s framework —originally intended for national-level comparisons—to ethnic groups
within the same country, noting that these groups share the same institutions, holidays, and public
figures.

Consequently, this study poses the following research question:

RQ1: What are the significant differences in cultural value orientations among the major racial and ethnic
groups in the United States?

Variations in core values influenced by cultural origins are well documented among consumers
from different ethnic backgrounds (Kim et al., 2002). Cultural theories suggest that social norms, customs,
and unique historical experiences inherent to each group shape cultural values, which in turn influence
consumer behavior (Hofstede, 2011; Triandis, 1998; Luna et al., 2001; Schwartz, 1994). Building on this
theoretical framework, the study also seeks to address a second research question:

RQ2: How do cultural value orientations help explain differences in boycott attitudes across major racial and
ethnic groups in the United States?

2.2. Linking cultural values to attitude towards boycotting

An individual’s attitudes and behaviors are shaped by the norms, beliefs, and values embedded
within their cultural environment (Triandis, 1998). The Theory of Planned Behavior (TPB) (Ajzen, 1991)
offers a theoretical framework to understand how cultural values may influence consumer behavior such
as boycotting. According to TPB, cultural values indirectly shape an individual’s attitudes toward specific
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behaviors by informing their beliefs about those behaviors and their potential consequences. In the
context of boycotting, cultural values can shape how an individual perceives the efficacy, morality, or
social implications of such an action. These attitudes, in combination with subjective norms and perceived
behavioral control, influence one’s intention to boycott, which in turn predicts actual boycott behavior
(Ajzen, 1991).

Despite the relevance of cultural context to consumer decision-making, there remains a notable gap
in the literature: no prior studies have examined how cultural values influence boycott attitudes within
a single multicultural national context. Most existing research has taken a cross-national approach.
Notably, Hoffmann’s (2014) 36-country study demonstrated that cultural values significantly impact
boycott intention and participation. Using the GLOBE framework (House et al., 2004), Hoffmann found
that five out of the nine cultural value dimensions were significantly correlated with boycott intentions.

Given the established relationship between attitudes and intentions (Ajzen, 1991), and building on
Hoffmann's (2014) findings, this study aims to examine cultural influences on boycott attitudes at the
intranational level. Accordingly, the third research question guiding this inquiry is as follows:

RQ3: What cultural values are significant predictors of individuals’ attitudes toward boycotting a product or
brand within the United States?

2.3. Hypothesis and methodology

Research on behaviors conceptually adjacent to consumer boycotting suggests that cultural values
may influence individuals’ attitudes toward such actions. For instance, Xu et al. (2021) found that
individuals with low power distance beliefs—which reflect one’s views on inequality in social
hierarchies—were more likely to react negatively toward companies engaged in unethical conduct. This
reaction is partly due to heightened empathy for victims and intensified perceptions of harm and moral
transgression.

Consumer boycotting has often been conceptualized as a prosocial behavior—a voluntary action
intended to benefit others without expectation of personal reward (Klein et al., 2004; Sen et al., 2001).
However, high power distance beliefs have been associated with reduced prosocial behaviors, such as
charitable giving (Winterich & Zhang, 2014). Individuals high in power distance often prefer rigid
hierarchies, discourage emotional expression, and adhere to strict behavioral norms (Carl et al., 2004;
Hofstede, 2011), potentially perceiving boycott behavior as socially inappropriate or destabilizing. Thus,
the following hypothesis is proposed:

H1: Power distance negatively affects consumers’ attitudes toward boycotting a company.

Individualism versus collectivism is among the most extensively studied cultural dimensions (Chen
& Unal, 2023; Swaidan et al., 2008). Individualists have been shown to be more likely to engage in
prosocial behaviors such as helping strangers and volunteering (Winterich & Zhang, 2014). However,
collectivists also engage in consumer complaint behavior —conceptually related to boycotting—though
often through different mechanisms (Chapa et al., 2014). While individualists may voice dissatisfaction
publicly, collectivists may prefer a quieter withdrawal to preserve harmony and save face (Markus &
Kitayama, 1991).

Boycotting, however, is a more instrumental and visible behavior than silent exit or private
complaint (Friedman, 1991; Sen et al., 2001). We argue that collectivists may support boycotting if it aligns
with community values, helps redress unethical corporate behavior, or serves to protect the collective
well-being. Therefore:

H2: Collectivism positively affects consumers’ attitudes toward boycotting a company.
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The masculinity/femininity dimension of culture has primarily been studied in relation to product
preferences and self-concept (Ekebas-Turedi et al., 2021; Kimmel & Tissier-Desbordes, 1999), with limited
attention to its role in boycott behavior. Existing research provides mixed insights: Nelson et al. (2006)
report that masculine cultures feel a stronger obligation to help others, whereas Winterich and Zhang
(2014) find a negative association between masculinity and helping behavior. We posit that individuals
with stronger masculine values may favor boycotting because it can be seen as a direct and forceful way
to correct corporate misconduct—aligning with masculine ideals of assertiveness, leadership, and moral
responsibility (Hofstede, 2011). Thus:

H3: Masculinity positively affects consumers” attitudes toward boycotting a company.

Uncertainty avoidance reflects the extent to which individuals feel uncomfortable with ambiguity
(Hofstede, 2011). High uncertainty avoidance is associated with preference for stability, resistance to
change, and adherence to rules and traditions. In contrast, low uncertainty avoidance aligns with
openness to change, political engagement, and protest behaviors. Since boycotting is a form of protest
that challenges the status quo (Dekhil et al., 2017; Ritson & Dobscha, 1999), we argue that individuals
with lower uncertainty avoidance may view it more positively. Additionally, research shows that high
uncertainty avoidant consumers tend to exhibit stronger brand loyalty (Lam, 2008), which could inhibit
boycott participation (Dekhil et al., 2017). Therefore:

H4: Uncertainty avoidance negatively affects consumers’ attitudes toward boycotting a company.

Long-term orientation refers to a future-oriented mindset characterized by persistence, planning,
and sacrifice for long-term gains (Hofstede et al., 2010). In contrast, short-term orientation emphasizes
tradition, immediate gratification, and maintaining one’s reputation. Prior studies indicate that long-term
orientation influences both ethical judgment (Nevins et al., 2006) and prosocial behavior (Winterich &
Zhang, 2014). Individuals with a long-term outlook may view boycotting favorably if it serves as a moral
stand that contributes to future improvements in corporate behavior or product quality. Accordingly:

Hb5: Long-term orientation positively affects consumers’ attitudes toward boycotting a product.

Indulgence reflects the degree to which a culture values gratification, enjoyment, and fun (Hofstede,
2011). Cultures high in indulgence often encourage spontaneous consumption and emotional expression,
sometimes at the expense of long-term financial planning (Nicholls et al., 2000). In the context of
consumer behavior, indulgence may reduce one’s willingness to forgo consumption—central to the act
of boycotting. Nixon’s (1992) account of the South African sports boycott illustrates this tension:
indulgence was in conflict with the self-restraint required for moral action. Based on this interpretation,
we posit:

Heé: Indulgence negatively affects consumers’ attitudes toward boycotting a product.

Ethnic identity, closely linked to cultural values, is theorized to influence individual attitudes
(Ajzen, 1991). Research has shown significant variation in boycott participation across ethnic groups in
the U.S., with White consumers more likely to engage in boycott behaviors than their Asian,
Black/African American, and Hispanic counterparts (Baek, 2010; Stepler & Ishizawa, 2021). Based on
these findings, the following hypothesis is proposed:

H7: Consumers’ attitudes toward boycotting a product differ among Non-Hispanic White, Hispanic, African
American/Black, and Asian consumers residing in the United States.
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3. Method

Data were collected using a national online panel in collaboration with Dynata Marketing. A total of
3,500 surveys were initially completed. After removing incomplete responses and unreliable cases, the
final valid sample comprised 2,574 participants. The sample included 56% females, with a median age of
35 years, a median annual income level between $50,000 and $59,000, and a median educational
attainment of some college education. Regarding ethnic identification, 38% identified as Non-Hispanic
White, 20.5% as Hispanic, 16% as African American or Black, 28% as Asian American, and 2.9% as other

ethnic groups. Additional details on sample characteristics are presented in Table 1.

Table 1. Sample characteristics.

Baseline characteristic " sample P
Gender
Female 1106 43.0
Male 1459 56.7
Not listed 9 0.3
Marital status
Single 849 33.3
Married/partnered 1,315 51.5.3
Divorced 264 10.4
Widowed 64 2.5
Not answered 21 0.8
With Children 615 24.1
Highest educational level
Elementary/Middle school 26 1.2
High school 540 21.2
Bachelor 700 27.5
Postgraduate degree 400 15.7
Employment
Unemployed 921 36.1
Student 237 9.3
Employed 1349 52.9
Prefer not to answer 42 14.0
Ethnicity/Race
Non-Hispanic White 997 38.7
Hispanic 527 20.5
African American/Black 415 16.1
Asian American 561 21.8
Other 74 2.9
Age
18-29 695 27.0
30-44 628 244
45-54 374 14.5
55-64 426 16.6
65 + 453 17.6

Source: Authors.

3.1. Instruments

Hofstede’s five cultural dimensions were measured using the 26-item Cultural Value Scale
(CVSCALE) developed by Yoo et al. (2011), which assesses individual-level values across Power
Distance, Individualism, Masculinity, Uncertainty Avoidance, and Long-Term Orientation. Items for
each dimension were rated on a 7-point Likert scale (1 = strongly disagree; 7 = strongly agree). The sixth
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dimension, Indulgence versus Restraint, was measured using an individual-level scale adapted from
Heydari et al. (2021).

Attitudes toward boycotting large corporations were measured using a 6-item semantic differential
scale adapted from Delistavrou (2022), assessing perceptions of boycotting as useful, advantageous, fair,
good, reasonable, and desirable.

Demographic variables, including ethnicity, age, income, and education, were collected in the
demographic section of the survey.

3.1.1. Validation of the measures

This study’s analyses concentrated on a number of latent constructs, all of which were evaluated
using seven-point scales, as suggested by Hair et al. (2010) for the assessment of continuous variables.
The internal validity of the scales was assessed via exploratory factor analysis (EFA) and reliability
analysis. EFAs confirmed that items loaded on their respective constructs, except for one item from the
Power Distance scale, which was removed due to low factor loading (< 0.40). All constructs demonstrated
acceptable factor variances (> 0.50) and Cronbach’s alpha reliabilities exceeding 0.70, indicating adequate
internal consistency (see Table 2).

Table 2. Exploratory factor analysis and Cronbach’s alphas.

Measure Factor

Power Distance
People in higher positions should make most decisions without consulting people in lower positions 0.851
People in higher positions should not ask the opinions of people in lower positions too frequently 0.864
People in lower positions should not disagree with decisions by people in higher positions 0.847
People in higher positions should not delegate important tasks to people in lower positions 0.802
Total of Variance 70.8%

Cronbach’s alpha 0.860
Collectivism

Individuals should sacrifice self-interest for the group 0.717

Individuals should stick with the group even through difficulties 0.718

Group welfare is more important than an individual's reward 0.808

Group success is more important than individual success 0.819

Individuals should only pursue their goals after considering the welfare of the group 0.790
Group loyalty should be encouraged even if individual goals suffer 0.772

Total of Variance 59.9%
Cronbach’s alpha 0.863

Masculinity
Men usually solve problems with logical analysis; women usually solve problems with intuition 0.843
Solving difficult problems usually requires an active, forcible approach, which is typical of men 0.873
There are some jobs that a man can always do better than a woman 0.776
It is more important for men to have a professional career than it is for women 0.805
Total of Variance 66.3%

Cronbach’s alpha 0.826
Uncertainty Avoidance

It is important to closely follow instructions and procedures 0.596

Rules and regulations are important because they inform me of what is expected of me 0.877
Standardized work procedures are helpful 0.880

Instructions for operations are important 0.839

It is important to closely follow instructions and procedures 0.851

Total of Variance 66.5%

Cronbach’s alpha 0.856
Long-Term Oriented

I am a long-term planning person 0.805
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Giving up today’s fun for success in the future
Working hard for success in the future

Restraint vs Indulgence

I manage my money carefully

Going resolutely in spite

Personal Steadiness and stability

Boycott Perception

Non beneficial/Beneficial

Useless/Useful
Unfair/Fair
Bad/Good

Unreasonable/ Reasonable
Undesirable/Desirable

Total of Variance

Cronbach’s alpha

Total of Variance
Cronbach’s alpha

Total of Variance
Cronbach’s alpha

0.823
0.823
70%
0.750

0.763
0.753
0.830

61.2%
0.710

0.853
0.887
0.902
0.923
0.916
0.895
80.3%
0.950

Source: Authors.
4. Results

4.1. Hypotheses testing

Multiple regression was used to test if cultural values significantly predicted consumers’ attitude
towards boycotting. The results showed the model to be significant, F(6, 2574) =30.04, p <0.001. However,
the adjusted R? was 0.07, indicating that cultural values explained less than 10% of the variance in boycott
attitude. In terms of hypotheses testing, the unstandardized coefficients were analyzed. As expected, the
results showed that power distance (B = -0.069, p < 0.001) is a significant negative predictor of attitudes
toward boycotting. That is, the lower the levels of power distance of the consumers, the more likely it is
to have a positive attitude toward boycotting a product or brand. Thus, H1 is supported. See results in

Table 3.

Table 3. Unstandardized coefficient effect of cultural values on attitude towards boycotting.

Effect Estimate SE beta t p-value
Intercept 2.929 0.225 13.03 0.000
Power distance -0.069 0.028 -0.057 -2.45 0.014
Collectivism 0.177 0.033 0.122 5.41 0.000
Masculinity -0.130 0.026 -0.114 -4.93 0.000
Uncertainty Avoidance 0.040 0.037 0.025 1.09 0.272
Long-Term Orientation 0.083 0.035 0.059 2.33 0.019
Indulgence 0.187 0.040 0.116 4.62 0.000

Source: Authors.

Next, the regression results showed collectivism (B = 0.177, p < 0.001) to influence consumers’
attitudes toward boycotting. That is, the more group-oriented, the higher the consumer’s attitudes
toward boycotting, and so H2 is supported. In terms of masculinity, the test showed the value (B =-0.13,
p < 0.001) to be a statistically significant predictor. However, contrary to what was hypothesized, the
results showed a negative effect. This means that individuals with less masculine characteristics will be

more prone to express a more positive attitude towards boycotting. Thus, H3 is partially supported.
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Regarding the effect of the level of uncertainty avoidance, the results showed no significant impact
on attitude toward boycotting. Thus, H4 is rejected. See Table 3. Further, the long-term orientation value
was found to be a significant positive predictor of consumers’ attitudes toward boycotting (B =0.083, p =
0.019). Thus, H5 is supported. In terms of indulgence vs. restraint, the variable was measured using a
restraint scale as opposed to indulgence. The results showed a significant positive effect (B =0.187, p <
0.001). Thus, Hé is partially supported. In other words, it was found that consumers who exhibited lower
indulgence were more likely to have a positive attitude toward boycotting.

To compare the effect of attitudes toward boycotting among ethnic groups, a one-way ANOVA
between groups was run between Non-Hispanic Whites, Hispanic Americans, African
Americans/Blacks, and Asian Americans. The results showed a significant group difference (F=4.06, p =
0.003). Further, a Univariate Bonferroni test indicated a statistical difference when comparing African
Americans/Blacks with Non-Hispanic Whites, Hispanic Americans, and Asian Americans. The mean
difference test showed African Americans had more positive attitudes toward boycotting than Asian
Americans, Hispanic Americans, and Non-Hispanic Whites, in that order. In addition, the results showed
no significant difference between the other three groups. Therefore, H7 is partially supported. See results
in Table 4.

Table 4. One-way ANOVA comparing attitude towards boycotting across ethnic groups.

Sum of Squares df Mean Square F Sig.
Between Groups 42.114 4 10.529 4.064 0.003
Univariate Bonferroni Test
African American Mean Difference Sig.

Non-Hispanic White 0.33846 0.007
Hispanics 0.34845 0.018
Asian Americans 0.36568 0.008
Others 0.55394 0.081

Source: Authors.

4.2. Exploring the research questions

A one-way between-groups ANOVA was conducted to compare cultural value orientations among
Non-Hispanic Whites, Hispanic Americans, African Americans/Blacks, and Asian Americans (RQ1). The
analysis revealed significant differences across ethnic groups in power distance [F(4, 3477) = 5.768, p <
0.001], collectivism [F(4, 3476) = 6.019, p < 0.001], and masculinity [F(4, 3470) = 8.2, p < 0.001]. Post hoc
Bonferroni tests indicated that Non-Hispanic Whites exhibited significantly lower power distance (M =
2.95, SD =1.49) than both Hispanic Americans (M = 3.23, SD = 1.45) and African Americans/Blacks (M =
3.21, SD =1.62). Asian Americans reported significantly higher collectivism (M =4.5, SD =1.24) compared
to Non-Hispanic Whites (M = 4.42, SD = 1.13), while no other significant differences in collectivism were
observed among the remaining groups. Masculinity scores were significantly lower for Non-Hispanic
Whites (M = 3.45, SD = 1.48) relative to African Americans/Blacks (M =3.8, SD =1.49), Hispanic Americans
(M =3.73, SD = 1.5), and Asian Americans (M =3.71, SD = 1.34).

A subsequent multiple linear regression analysis assessed the influence of cultural value
orientations on boycott attitudes, revealing a modest yet significant effect (RQ2). Standardized regression
coefficients identified collectivism as the strongest predictor of consumer boycott attitudes (RQ3; see
Table 3). Additionally, lower levels of indulgence and masculinity also significantly predicted more
positive attitudes toward boycotting.
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5. Discussion and limitations

This study examined cultural values across racial and ethnic groups within a multicultural
intranational context, aiming to identify the key cultural dimensions shaping consumer attitudes toward
boycotting companies. It also recognized the adaptive and dynamic nature of cultural values among
consumers.

Findings demonstrate that cultural values significantly predict consumers” boycott attitudes in
multicultural markets, aligning with the Theory of Planned Behavior (Ajzen, 1991), which posits that
underlying beliefs and values shape behavioral attitudes. Although the overall effect size was modest,
all cultural values except uncertainty avoidance significantly contributed to explaining boycott attitudes.
Collectivism emerged as the most influential predictor: consumers emphasizing group welfare were
more likely to endorse boycotting, likely because such behavior benefits their in-group while preserving
self-esteem and reputation.

Interestingly, Asian Americans reported the highest collectivism but did not express the most
positive boycott attitudes. Conversely, African Americans/Blacks showed the most favorable boycott
attitudes despite having collectivism scores comparable to other groups. This suggests that cultural
values alone do not fully explain boycott attitudes; socio-historical experiences, normative beliefs, and
moral orientations also play important roles. For example, the historical legacy of protest and boycotting
within African American communities (National Humanities Center, 2007) may cultivate a collective
acceptance of such actions as legitimate forms of social response. Furthermore, Swaidan et al. (2008)
found that African American participants high in collectivism and low in masculinity reported greater
moral idealism —adherence to universal moral principles irrespective of context.

The divergence between highest collectivism (Asian Americans) and most positive boycott attitudes
(African Americans/Blacks) highlights the need for marketers and researchers to integrate socio-political
and historical contexts when examining consumer boycott behavior.

Moreover, the fact that African Americans/Blacks had the most positive boycott attitudes contrasts
with prior research indicating higher boycott participation among White consumers (Baek, 2010; Stepler
& Ishizawa, 2021). This suggests a potential attitude-behavior gap. According to the Theory of Planned
Behavior, positive attitudes should predict behavior; however, barriers such as limited access to
substitute products and skepticism about boycott efficacy may inhibit actual participation. Perceived and
actual behavioral control and situational constraints likely influence whether positive attitudes translate
into action. Overall, this exploratory study reinforces the relevance of cultural values in consumer boycott
behavior while acknowledging ethnic differences in values and attitudes.

Despite these contributions, some limitations merit consideration. The use of an online panel sample
raises concerns about potential selection bias; future research should incorporate non-response bias tests
to enhance validity. The relatively small representation of Asians from Western countries limits
generalizability for this subgroup. Additionally, data collection was restricted to the U.S., limiting
applicability to other multicultural contexts. To improve robustness, replication studies in similarly
diverse countries, such as England or Australia, are recommended. Further research should also explore
urban-rural differences and age cohort effects to capture a more comprehensive understanding of
consumer boycott attitudes across demographic segments.
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