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Abstract
In the context of globalization, consumers with multicultural experiences are increasingly involved in the process of 
value creation, yet there is a lack of understanding of how multiculturalism affects consumer creativity. Based on the dual 
perspectives of multiculturalism and loose-tight culture, this paper illustrates the mechanism of multicultural experience 
on consumer creativity and the moderating effect of loose-tight culture on this relationship. Two studies (a questionnaire 
study and an experimental study) were conducted to validate the theoretical model. The results revealed that multicultural 
experiences enhance consumer creativity, cognitive complexity mediates the relationship between the two, and loose-tight 
culture moderates the relationship between multicultural experiences and consumer creativity. The loose culture scenario 
has a positive enhancement effect, the tight culture scenario has a negative weakening effect, and the interaction between 
multicultural experiences and loose-tight culture affects consumer creativity through cognitive complexity. The results of 
this study provide a new perspective on the relationship between culture and consumer creativity, expanding the study of 
culture and consumer creativity from the cultural value dimension to the social norm dimension, enriching the research 
on creativity as a cognitive process at the consumer level, and providing guidance and reference for companies to better 
stimulate and utilize consumer creativity.
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Introduction

In today's business environment, the innovation process 
in many organizations is accomplished through joint 
company-consumer involvement (Hofstetter et al., 2021), 
and consumers have more opportunities than ever to 
participate in creative tasks (Liao et  al., 2021; Mehta 
et  al., 2017). Consumer creativity generates ideas and 
suggestions for new products and services, which in turn 
helps companies provide better solutions for their markets 
(Mehta et al., 2017). Recent research has been devoted to 
discussing different aspects of consumer creativity (Miceli 

& Raimondo, 2020), including those concerning consumers' 
creative consumption behavior (Burroughs & Glen Mick, 
2004), the influence of environmental factors on consumer 
creativity (Mehta et al., 2012), consumers' motivation to 
participate in the creative process (Broderick et al., 2011), 
external incentives (Mehta et al., 2017) and the influence of 
psychological intentions (Herd & Mehta, 2019) on consumer 
creativity. These studies have enriched the understanding 
of consumer creativity but have overlooked an important 
feature of business activity in the context of globalization, 
where an increasing number of consumers have multicultural 
experiences that influence consumer behavior (Yang et al., 
2019). This characteristic of consumers raises the important 
question of how multiculturalism affects consumer creativity.

The basic idea behind the influence of culture on crea-
tivity is that an individual's creativity is closely related to 
the cultural environment in which the individual lives (Chiu 
& Kwan, 2010; Chua et al., 2015). An important advance 
in research in recent years has been the consideration of 
the impact of multicultural experiences on creativity, based 
on the idea that cross-cultural contexts provide access to 
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different ideas, promote openness to new perspectives, and 
help people connect apparently different ideas to generate 
new ones (Chua, 2018). Existing research has found that at 
the individual level, individuals with foreign life experiences 
(Leung et al., 2008), with multicultural identities (Mok & 
Morris, 2010), who can speak multiple languages (Tadmor 
& Tetlock, 2006), and with multicultural networks (Chua, 
2018) exhibit higher levels of creativity. At the team level, 
multicultural experiences have an additional positive impact 
on the creative output of the team (Tadmor et al., 2012). 
At the organizational level, multicultural experiences can 
enhance a company's ability to create and innovate (Godart 
et al., 2015; Santangelo & Phene, 2021).

In marketing, companies have crossed organizational 
boundaries and national boundaries to perceive consumers 
as a potential resource to enhance their innovation advantage 
(Hofstetter et al., 2021; Luo & Toubia, 2015; Stephen et al., 
2016), but we still know very little about how consumers 
think creatively in the context of globalization (Chua,2015). 
Although many studies provide evidence that multicultural 
experiences enhance individual creativity, there is still the 
possibility that multicultural experiences limit individual 
creativity (Chua & Jin, 2020; Maddux et al., 2020). Mul-
ticultural experiences do not enhance creativity under all 
conditions (Chen et al., 2016; Maddux et al., 2020) and there 
is a lack of understanding of how different dimensions of 
culture determine the impact of multicultural experiences on 
consumer creativity (Chua et al., 2015; Maddux et al., 2020).

This paper addresses gaps in existing research by discuss-
ing the relationship between culture and consumer creativ-
ity based on the dual perspectives of multiculturalism and 
loose-tight culture. Our first research question is how do 
multicultural experiences influence consumer creativity? 
We apply cognitive complexity theory to explain the impact 
of multicultural experiences on consumer creativity. Since 
multicultural experiences affect individuals' information pro-
cessing, which is the domain studied by cognitive complex-
ity theory, cognitive complexity theory can be introduced to 
explain the mechanism of multicultural experiences' influ-
ence on consumers' creativity.

The second research question is, under what conditions 
do multicultural experiences influence consumer creativity? 
Specifically, we analyzed the boundary conditions of the 
influence effects of different cultural dimensions on multi-
cultural experiences at the level of social norms. Individuals 
in tight culture scenario have a high sense of responsibil-
ity to conform and comply with normative expectations in 
order to avoid facing punishment or other negative outcomes 
(Gelfand et al., 2011; Harrington & Gelfand, 2014). In loose 
culture scenario, individuals acquire idealized self-direction 
and focus on the development of things and get positive 
results (Gelfand & Jackson, 2016). It follows that a loose-
tight culture based on social norms may encourage different 

psychological adaptations at the individual level (Chua et al., 
2015) and is an important cultural dimension that influences 
consumer creativity.

We emphasize the importance of studying the issue of 
consumer creativity in the marketing field for two reasons. 
On the one hand, although creativity is one of the concepts 
widely studied in different areas of social sciences (Miceli 
& Raimondo, 2020), research on creativity is an open ques-
tion, and external factors affecting creativity exist in dif-
ferent fields, such as creativity in the field of advertising 
and charitable giving (Mehta & Dahl, 2019; Miceli & Rai-
mondo, 2020; Rosengren et al., 2020; Xu et al., 2021). On 
the other hand, marketing theory has described the process 
of consumer involvement in innovation as a coproduction 
(Prahalad & Ramaswamy, 2004), and more importantly, the 
study of this phenomenon has driven a paradigm shift from 
a product-led logic to a service-led logic (Vargo & Lusch, 
2004, 2008), where consumers become cocreators of value, 
actively participating in the entire value creation process 
from product conception to final consumption (Vargo & 
Lusch, 2004). This paradigm shift in research in the mar-
keting process provides new opportunities and avenues for 
research on creativity to understand the mechanisms and 
conditions that shape consumer creativity (Mehta & Dahl, 
2019).

The main theoretical contributions of this paper are the 
following. First, combining multicultural experiences with 
loose-tight culture provides a new perspective for the study 
of culture and consumer creativity. Second, the dimen-
sions of the study of the relationship between loose-tight 
culture and consumer creativity are expanded. This paper 
expands the study of culture and consumer creativity from 
the cultural value dimension to the social norm dimension 
and examines the influence of loose-tight culture based on 
social norms on the relationship between multicultural expe-
riences and consumer creativity. Third, the mechanism of 
influence of multicultural experiences on consumer creativ-
ity is explained based on cognitive complexity, and the vari-
ation of this influence mechanism on the loose-tight cultural 
dimension is examined. Theoretically, it reveals that mul-
ticulturalism influences the cognitive process of consumer 
creativity, and further, it is found that loose-tight culture 
can influence this cognitive process, making an incremental 
contribution to the study of the relationship between loose-
tight culture and creativity.

Conceptual model and research hypothesis

Conceptual model

According to the generation-exploration model of 
consumer creativity (Moreau & Dahl, 2005), through 
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multicultural experiences, consumers demonstrate a mental 
readiness to seek and acquire ideas from different sources 
(Leung et al., 2008) and are able to be exposed to a wide 
variety of new ideas, norms and practices on a continuous 
basis, which can provide more cognitive content and scripts 
to the idea generation process (Weisberg, 1999). At the 
same time, consumers have a deeper and more complex 
perception through multicultural experiences and are 
able to interpret information from different perspectives 
and obtain satisfactory solutions during the creative 
exploration stage (Moreau & Dahl, 2005). According 
to cognitive complexity theory, the more information 
individuals receive and process, the more complex their 
self-perception becomes (Bieri, 1966; Ling, 1969; van 
Seggelen-Damen, 2013), and consumers develop a more 
refined cognitive structure during multicultural experiences 
(Zinkhan & Braunsberger, 2004). Cognitive complexity 
theory suggests that individuals' level of cognition depends 
on cognitive complexity (McArthur, & Charles, 1956), so 
consumers' complex cognitive structure plays a role in the 
completion of creative tasks, and their understanding of 
creative tasks becomes more comprehensive and profound, 
thus enabling them to come up with creative solutions. 
According to loose-tight culture theory, tight culture 
scenario has stronger social norms and low tolerance for 
behavioral deviations, while loose culture scenario has 
weak norms and high tolerance for behavioral deviations 
(Gelfand et al., 2011). Therefore, tight culture scenarios 
restrict individuals' behavior, and individuals actively 
conform to social norms, which hinders the possibility of 
individuals improving their cognitive complexity through 
multicultural experiences and limits their creativity 
(Janssen et al., 1998). In contrast, loose culture scenarios 
are more tolerant of changes, and individuals can enrich 
their cognitive structure through multicultural experiences 
and easily make behavioral choices that deviate from social 
norms, resulting in a higher level of creativity (Gino & 
Ariely, 2012).

Based on the above discussion, the theoretical framework 
constructed in this paper is shown in Fig. 1 below.

Multicultural experiences and consumer creativity

Creativity is the ability to generate novel and useful ideas 
about a problem (Amabile, 1996). Consumer creativity has 
long been a topic of interest to marketers (Rosengren et al., 
2020), and Hirschman defines "consumer creativity" as the 
ability of consumers to generate and form new ideas in the 
use of existing products (Harrington & Gelfand, 2014). 
The term, creative consumers, refers to individual consum-
ers who are able to modify products accordingly and solve 
problems in the consumption process (Nuttavuthisit, 2010). 
However, as consumers have become an essential resource 
for companies (Vargo & Lusch, 2004), consumer creativ-
ity has not only been expressed in the consumer field with 
problem-solving ability, but more importantly, it has been 
expanded to co-creating products with companies (Miceli & 
Raimondo, 2020). Burroughs and Gentry further refined the 
concept of consumer creativity by defining it as the ability of 
consumers to create or understand outcomes (products, uses, 
ideas, etc.) that are novel and appropriate to a particular 
context (Burroughs & Glen Mick, 2004). After more than 
30 years of consumer creativity research, the general view 
is that consumer creativity is not a trait of a few people, but 
the general ability of many people to generate new ideas, and 
is influenced by many factors.

The cognitive process theory of creativity involves 
two key cognitive inputs: the generative process and the 
exploratory process. The generative process is considered to 
be the initial mental representation used to create solutions 
(Finke et al., 1992) and includes the retrieval of existing 
structures from memory, the creation of associations and 
combinations within the retrieved structures and analogical 
transfer as a prelude to the creative product. The exploration 
process explores different meanings to help interpret a 
solution after the generation process is complete, which 
entails evaluating a structure from different contexts or 
perspectives to interpret it as a possible solution to a salient 
problem (Moreau & Dahl, 2005).

Multicultural experiences are experiences gained 
from all direct and indirect interactions with elements 

Fig. 1  Conceptual Model 
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or members of a foreign culture (Leung et  al., 2008). 
Multicultural experiences as a cognitive input play a 
positive role in both stages of the cognitive process 
of consumers, thus enhancing their creativity, and its 
positive impact is manifested in the following aspects. 
First, consumers learn new ideas and concepts from 
multicultural experiences. Consumers are exposed to 
behavioral and cognitive scripts for various situations and 
issues in multicultural experiences, which may be inputs 
to the idea generation process, allowing consumers to 
generate more ideas and create more novel combinations 
(Weisberg, 1999). Second, while consumers' established 
cultural concepts and practices provide a structured and 
routinized response to their environment, they limit 
creativity. When people acquire other concepts through 
experiences in other cultures, especially as they adapt 
their thoughts and behaviors to new environments, these 
cognitive structures may be unstable (Leung et al., 2008). 
Consumers who are able to incorporate more cognitive 
content into the idea generation process can more fully 
stimulate consumer creativity. Finally, after acquiring 
and successfully applying inconsistent ideas from other 
cultures, consumers with rich multicultural experiences 
may demonstrate psychological readiness to discover 
and acquire ideas from a variety of sources and thus be 
consistently exposed to a wide range of new ideas, norms 
and practices as inputs to the idea generation process 
(Leung & Chiu, 2008).

The positive impact of multicultural experiences on the 
exploration stage of consumer creativity entails a detailed 
explanation. On the one hand, multicultural experiences 
allow consumers to have a deeper perception of things, 
to recognize that the same form or surface behavior has 
different functions and meanings (Galinsky et al., 2006) 
and to make more reasonable interpretations of their ideas 
during the exploration phase. On the other hand, the process 
of multicultural experiences requires consumers to deal with 
ideas and perspectives that are different from their previous 
perceptions, and these inconsistent or even contradictory 
concepts or perspectives trigger the exploration of these 
interrelationships. The process of resolving inconsistent 
concepts may create more cognitive complexity for those 
consumers with multicultural experiences than for those 
individuals who have been exposed to only one culture or 
a limited set of cultural norms (Tadmor & Tetlock, 2006), 
thus multicultural experiences help consumers to assess 
structures from different contexts or perspectives and come 
up with satisfactory solutions for problems that need to be 
solved. Based on this, the following hypothesis is proposed 
in this paper.

H1: Multicultural experiences positively influence con-
sumer creativity.

Mediating effects of cognitive complexity

According to cognitive complexity theory, an individual's 
cognitive level depends on the individual's cognitive com-
plexity when performing different cognitive activities, such 
as problem solving, decision making and planning, while the 
more information the individual processes, the more com-
plex the self-perception becomes (Bieri, 1966; Ling, 1969; 
van Seggelen-Damen, 2013). Multicultural experiences such 
as multicultural information processing (Jang, 2017; Tadmor 
et al., 2018) can increase consumers' cognitive complex-
ity (Maddux et al., 2020), and an increase in consumers' 
cognitive complexity will lead to higher levels of creativity 
performance.

Multicultural experiences increase the level of cognitive 
complexity. First, the process of multicultural experiences 
requires the individual to understand cultural elements and 
developments effectively in the light of new cultural sce-
narios. Multicultural experiences stimulate individuals to 
develop strong internal cognitive needs, forcing them to 
develop new abilities or skills to increase cognitive com-
plexity (van Seggelen-Damen, 2013). Second, in the process 
of multicultural experiences, individuals often perceive the 
vulnerability of powerlessness, lack of control and asym-
metrical market exchange (Broderick et  al., 2011), pay 
more attention to their inner feelings and engage in frequent 
thinking and reflection, and such thinking and reflection 
based on multicultural experiences can make their cogni-
tive structure more complex (Bieri, 1966; Ling, 1969; van 
Seggelen-Damen, 2013). Finally, in the process of multi-
cultural experiences, individuals use their own culture as 
a frame of reference, acquire new cognitive content, seek 
gaps in their own cognition, and question their own frame of 
reference to increase their openness to experience. Related 
research shows that openness to experience is an important 
antecedent of cognitive complexity (van Seggelen-Damen, 
2013), and multicultural experiences can increase individu-
als' openness to experience. The more information consum-
ers receive and process during multicultural experiences, 
the more complex their self-perception becomes, not only 
because of the stored content but also because of a more 
refined cognitive structure developed in the course of the 
multicultural experiences (Zinkhan & Braunsberger, 2004). 
Therefore, the process of multicultural experiences is more 
conducive to the development of complex information pro-
cessing styles or abilities and thus an increased level of 
cognitive complexity than when consumers only engage in 
monocultural experiences.

Increased levels of cognitive complexity can enhance 
consumer creativity. Cognitive complexity refers to the com-
plexity of the structure of an individual's cognitive system 
and refers to the structural and configurational refinement of 
new and existing information, describing the complexity of 
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the cognitive structures used to organize and store cognitive 
content or can be understood as the ability to conceptual-
ize human beings, objects, or concepts and ideas (Carrillat 
et al., 2010; Scott, 1979; Zinkhan & Braunsberger, 2004). 
Individuals' ability to process information varies according 
to their level of cognitive complexity; individuals with high 
cognitive complexity tend to look for a wider range of infor-
mation, consider all relevant factors comprehensively, and 
use more information inputs to arrive at a solution to a prob-
lem, while individuals with low cognitive complexity use 
relatively little information to analyze the problem encoun-
tered, consider only one perspective and defend it rigorously 
(Adams-Webber, 1998). Research has established that indi-
viduals with high cognitive complexity interpret informa-
tion in a multidimensional manner and integrate it better 
(Bartunek et al., 1983). In addition, cognitively complex 
individuals are able to synthesize relationships between dif-
ferent information, are more logical in their decision-making 
tasks, and invest more time in analyzing the information 
at hand. Therefore, consumers with complex cognition will 
have better creativity performance. Based on the above, the 
following hypothesis is proposed in this paper.

H2a: Multicultural experiences positively influence cog-
nitive complexity.
H2b: Cognitive complexity positively influence con-
sumer creativity.
H2c: Cognitive complexity partially mediates the rela-
tionship between multicultural experiences and consumer 
creativity.

The moderating effect of loose–tight culture

According to loose-tight culture theory, loose-tight culture 
is a relevant prerequisite for creativity, i.e., tight culture 
is characterized by strong social norms and low tolerance 
for deviant behavior, while loose culture has no universal 
social norms and is more tolerant of deviations from social 
norms; it allows individuals to socialize and develop psy-
chological adaptations of corresponding characteristics, and 
these psychological adaptations influence creativity (Chua 
et al., 2015). Any creative idea is socially constructed in the 
domain where creative work takes place, and therefore, con-
sumers are influenced by the loose-tight culture in translat-
ing the cognitive content acquired from multicultural experi-
ences into creative expression.

The collection, processing, and evaluation of informa-
tion by consumers in problem solving are closely linked to 
the loose-tight culture of society. In a tight culture social, 
there are fewer differences in cultural practices and knowl-
edge transmission, transfer, and learning because deviation 
or risk-taking is not encouraged, causing people to become 
cautious and motivated to avoid mistakes thus reducing 

their tendency to try novel ideas (Muthukrishna & Hen-
rich, 2016). Therefore, consumers in tight culture are more 
inclined to look for perspectives or elements from multicul-
tural experiences that are compatible with their own cultural 
values and adopt adaptive solution strategies (Janssen et al., 
1998), using established procedures to solve problems with 
caution, reliability, efficiency, and discipline based on their 
principles. In a loose culture social, where knowledge dif-
fusion varies more and where a loose culture encourages 
bias and tolerance of error, these seemingly harmful errors 
in turn trigger radical innovation (Chua et al., 2019). Con-
sumers in loose cultures are more interested in acquiring 
cultural elements or ideas from multicultural experiences 
that are different from their own cultural values, seek origi-
nality and adventure and are characterized by impracticality, 
lack of discipline, and disrespect for customs, incorporat-
ing ideas from different cultures into creative tasks (Gelfand 
et al., 2011). To give full play to their creativity, consumers 
need to challenge established paradigms and rules, ignore 
the constraints of the dominant paradigm, and obtain prob-
lem-solving ideas from outside the system that are different 
from their own cultural values; therefore, a loose culture is 
more conducive to consumer creativity, while a tight culture 
limits it. In addition, studies on creativity have shown that 
individuals who do not care about social norms and rules 
and are not bound by them are more creative (Gino & Ari-
ely, 2012), whereas tight culture societies have more general 
social norms that are difficult for consumers to break, limit-
ing their creativity. Loose culture provides more freedom for 
consumers to be creative.

The relationship between multicultural experiences 
and cognitive complexity is also influenced by loose-tight 
culture. According to loose-tight culture theory, social 
norms provide individuals with information processing 
advantages and decision-making shortcuts in a given 
situation, and individuals exhibit behaviors that conform 
to group expectations by effectively perceiving the social 
norms of the group they are in and realizing what behavior 
is more in line with group expectations, i.e., how the 
majority of individuals in the group do or should act, to 
bring the behavior into line with the group’s expectations 
(Gelfand & Jackson, 2016). Thus, in tight culture scenarios, 
individuals propose ideas or opinions that are more in line 
with the expectations of their group and are less creative; in 
loose culture scenarios, individuals are less bound by social 
norms, which helps to propose creative ideas. At the same 
time, consumers in tight culture are able to perceive that their 
behavior is under strict scrutiny and able to anticipate severe 
punishment for deviations from social norms, so individuals 
living in tight culture scenarios for long periods of time 
have a higher sense of responsibility (Frink & Klimoski, 
1998); that is, consumers believe that they must obey and 
comply with normative expectations to avoid punishment 
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or negative outcomes. As an adaptation to this high level 
of responsibility, individuals in tight culture scenarios have 
greater self-monitoring, greater caution, greater behavioral 
self-regulation, higher structural demands, greater 
prevention focus, greater responsibility, and lower openness 
(Gelfand et al., 2011). Consumers "purge" multicultural 
experiences of cognitive content that are incompatible with 
their social norms and exclude it from their self-cognitive 
structure; therefore, tight cultural scenarios diminish the 
positive effects of multicultural experiences on cognitive 
complexity. In contrast, consumers living in long-term loose 
culture scenarios, who perceive lower levels of social norms 
and a lower threat of punishment for deviating from social 
norms, have a stronger willingness to incorporate cognitive 
content that is incompatible with social norms into their self-
cognitive structure and loose culture enhances the positive 
effect of multicultural experiences on cognitive complexity.

Thus, consumers increase their level of cognitive com-
plexity while acquiring new cognitive content from mul-
ticultural experiences, and consumers with high general 
cognitive complexity may be able to organize and under-
stand relevant product information more easily and quickly, 
retrieve seemingly different ideas or concepts from each 
culture, and integrate these ideas in novel ways to create 
new ideas. Based on this, this paper proposes the following 
hypothesis.

H3: The positive relationship between multicultural 
experiences and (a) consumer creativity, and (b) cogni-
tive complexity is moderated by loose-tight culture, and 
this relationship is stronger when the culture is looser.

Study 1

Study 1 aims to examine the mechanisms and boundary 
conditions of the impact of multicultural experiences on 
consumer creativity, i.e., do multicultural experiences have 
a direct impact on consumer creativity? Does cognitive com-
plexity play a mediating role in the relationship between 
multicultural experiences and consumer creativity? Is there 
a moderating effect of loose-tight cultural perception on 
the relationship between multicultural experiences and 
consumer creativity? Does the interaction of multicultural 
experiences and loose-tight culture have an impact on cogni-
tive complexity and then influence consumer creativity? For 
the answers to the above research questions, Study 1 used a 
questionnaire to collect data on each variable.

Measurements

Study 1 had the independent variable multicultural expe-
riences, the dependent variable consumer creativity, the 

mediating variable cognitive complexity, and the moderating 
variable loose-tight culture. Study 1 used a questionnaire to 
validly measure the above variables, and the measurement 
scales for each variable are described in detail below.

Multicultural experiences are experiences in which 
individuals come into contact or interact with elements or 
members of a foreign culture. Study 1 used the Multicultural 
Experiences Scale by Aytug et al. (2018), which defines it as 
an individual-level construct. The scale contains 10 items, 
all of which are rated on a seven-point scale from 1–7, with 
higher scores indicating more multicultural experiences for 
the individual. This paper uses the Cognitive Complexity 
Scale developed by Jadelyn K. Martinez et al. (2020) for the 
measurement of cognitive complexity, which has a better 
applicability for the measurement of cognitive complexity. 
The scale contains 12 items, all of which are rated on a seven-
point scale from 1–7, with higher scores indicating higher 
cognitive complexity of the individual. For the measurement 
of loose-tight cultural constructs, this paper focuses on the 
cultural tightness scale developed by Gelfand et al., (2011). 
The general applicability of the scale was confirmed in Chua 
et al.'s (2019) study of cultural tightness across Chinese 
provinces. The scale has 6 items, all of which are rated on 
a seven-point scale from 1–7, with higher scores indicating 
the tighter the cultural environment in which the individual 
lives. Consumer creativity was mainly measured by referring 
to the scales of Burroughs and Glen Mick (2004). The scale 
consists of 5 seven-point items on a scale of 1–7, with higher 
scores indicating higher levels of individual creativity. The 
measurement scales can be found in the appendix.

Reliability and validity tests

Individuals can be exposed to different cultures in a vari-
ety of ways, such as observing people from different cul-
tures, trying different cuisines, watching foreign movies 
or videos, listening to people speak different languages, or 
seeing foreign architecture. This contact does not involve 
any communication or interaction with people from differ-
ent cultures (Leung & Chiu, 2010). “University culture” is 
as important as “corporate culture”, “sports culture” and 
other " daily culture" in cross-cultural issues (Endicott et al., 
2003). Past research has shown that college students tend to 
parallel American and Chinese cultures in their minds when 
presented with elements of a fusion of Chinese and Ameri-
can cultures (Chiu & Kwan, 2010). Therefore, it is more 
representative due to the wide exposure and acceptance of 
multiculturalism by college students. The formal question-
naires of Study 1 were mainly distributed to undergraduate 
and graduate students, 252 questionnaires were distributed. 
According to the reverse scoring question set (Gelfand et al., 
2011), i.e., the same question was asked in both positive and 
negative directions, and the questions were reverse scored 
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in the statistical process. When the subjects' responses were 
contradictory, the questionnaire was considered invalid. 
Finally, 51 invalid questionnaires were excluded, and a total 
of 201 valid questionnaires (average age 29.95 years, includ-
ing 98 females and 103 males).

Study 1 used SPSS 26 to analyze the reliability of the 
constructs measured in the study and mainly obtained two 
indicators, Cronbach's α and combined reliability. The Cron-
bach's α coefficients of each measurement construct were 
greater than 0.8, and the combined reliability of each con-
struct ranged from 0.859 to 0.925, indicating that the meas-
urement questions had good internal consistency.

The structural validity included convergent validity and 
discriminant validity, and the confirmatory factor analysis 
was conducted with AMOS 26.0 for each measured item. 
The standardized factor loadings for each item ranged from 
0.557–0.909 (p < 0.001) and reached the significance level. 
The average variance extracted values for all potential vari-
ables were in the range of 0.538–0.752, indicating good con-
vergent validity for each construct, the square root value of 
average variance extracted for each construct was greater than 
the correlation coefficient with other constructs, and the dif-
ferential validity passed the test, as shown in Table 1 below.

The samples were tested using AMOS 26.0 to verify 
that the four-factor model fits optimally (Hu & Bentler, 
1998; Williams et al., 2010). χ2/df, GFI, CFI, IFI, TLI and 
RMSEA were selected as evaluation indexes. χ2/df is better 
the closer to 1, χ2/df < 3 indicates a good model fit; GFI, 
CFI, IFI and TLI > 0.90, RMSEA is close to 0, indicating the 
model fits well. Table 2 shows that the four-factor structural 
model has the best fit.

Test for common method bias

Common method bias is examined on the basis of procedural 
controls for possible common method bias (e.g., anonymous 
completion, reverse scoring of some items). First, the con-
firmatory factor analysis model M1 is constructed, and sec-
ond, the model M2 containing the methodological factors 
is constructed. Comparing the main fit indexes of model 
M1 and model M2, we get: △GFI = 0.013, △IFI = 0.009, 
△NFI = 0.017, △RMSEA = 0.004. The change in each fit 
index was less than 0.02, indicating that the model was 
not significantly improved by the addition of the common 
method factor, and there was no significant common method 
bias in the measurements (Zongkui, 2018).

The relationship between multicultural 
experiences and consumer creativity: A model test 
with mediated moderating effects

Study 1 drew on the Bootstrap approach proposed by 
Preacher and Hayes to test the mediating effect of cognitive 

complexity (Zhao et  al., 2010). Model4 of PROCESS 
(Model4 is a simple mediation model) was chosen with a 
sample size of 5000 and a confidence interval of 95%. The 
mediating effects of cognitive complexity in the relationship 
between multicultural experiences and consumer creativity 
were examined controlling for gender, age, and education, 
and the results are presented in Table 3 and 4. The predic-
tive effect of multicultural experiences on consumer crea-
tivity was significant (β = 0.332, t(199) = 6.048, p < 0.001, 
η2 = 0.644) and remained significant when mediating vari-
ables were added (β = 0.147, t(199) = 2.426, p = 0.016, 
η2 = 0.680), supporting H1. The positive predictive effect of 
multicultural experiences on cognitive complexity was sig-
nificant (β = 0.313, t(199) = 5.421, p < 0.001, η2 = 0.434), as 
was the positive predictive effect of cognitive complexity on 
consumer creativity (β = 0.549, t(199) = 13.081, p < 0.001, 
η2 = 0.608), supporting H2. Furthermore, bootstrap 95% 
confidence intervals for both the direct effect of multicul-
tural experiences on consumer creativity and the mediating 
effect of cognitive complexity do not contain 0 (see Table 4), 
indicating that multicultural experiences not only predicts 
consumer creativity directly but also through the mediat-
ing effect of cognitive complexity. This direct effect (0.247) 
and mediating effect (0.173) accounted for 58.810% and 
41.190% of the total effect (0.420), respectively.

Drawing on the Bootstrap method proposed by Preacher 
and Hayes to test again the mediation effect of cognitive 
complexity (Zhao, et al., 2010), Model 8 of PROCESS was 
chosen (Model 8 assumes that the first half of the mediation 
model and the direct path are moderated, which is consistent 
with the theoretical model of this study), and the sample size 
was chosen at 5000, with a confidence interval of 95%. The 
results (see Table 5) show that the interaction term between 
multicultural experiences and loose-tight culture has a sig-
nificant predictive effect on both consumer creativity and 
cognitive complexity after putting loose-tight culture into 
the model (consumer creativity: β = -0.126, t(199) = -2.627, 
p = 0.046, η2 = 0.684; cognitive complexity: β = -0.286, 
t (199) =—7.740, p < 0.001, η2 = 0.795), suggesting that 
loose-tight culture can play a moderating role not only in 
the direct prediction of multicultural experiences on con-
sumer creativity, but also in the prediction of multicultural 
experiences on cognitive complexity. Moreover, as shown 
in Table 6, the mediating effect of loose-tight culture in the 
relationship between multicultural experiences and con-
sumer creativity also tends to decrease, i.e., as cultural tight-
ness increases, multicultural experiences are less likely to 
promote consumer creativity through cognitive complexity, 
supporting H3.

A simple moderating effect test was conducted with mul-
ticultural experiences as the independent variable, consumer 
creativity as the dependent variable, and loose-tight culture 
as the moderating variable, and the results are shown in 
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Fig. 2. Specifically, in the loose culture scenario, consumer 
creativity was significantly higher in the high multicultural 
experiences group than in the low multicultural experiences 
group  (Mhigh multicultural experiences = 4.973, SD = 1.591 vs M 
low multicultural experiences = 2.739, SD = 1.116, F(1,111) = 53.915, 
p < 0.001, η2 = 0.327). In the tight culture scenario, consumer 
creativity in the high multicultural experiences group was 
marginally significantly higher than that in the low multicul-
tural experiences group (M high multicultural experiences = 3.480, 
SD = 1.378 vs M low multicultural experiences = 2.870, SD = 1.258, 
F(1,86) = 2.069, p = 0.094, η2 = 0.023).

In addition, a simple moderating effect test was conducted 
with multicultural experiences as the independent variable, 
cognitive complexity as the dependent variable, and loose-
tight culture as the moderating variable, and the results are 
shown in Fig. 3. Specifically, in the loose culture scenario, 
cognitive complexity was significantly higher in the high 
multicultural experiences group than in the low multicul-
tural experiences group  (Mhigh multicultural experiences = 4.778, 
SD = 0.761 vs M low multicultural experiences = 2.962, SD = 0.971, 
F(1,111) = 112.486, p < 0.001, η2 = 0.5037). In the tight 
culture scenario, cognitive complexity in the high multi-
cultural experiences group was marginally significantly 
higher than that in the low multicultural experiences 

group (M high multicultural experiences = 2.872, SD = 0.968 vs M 
low multicultural experiences = 2.574, SD = 0.646, F(1,86) = 2.601, 
p = 0.091, η2 = 0.029).

Discussion

First, Study 1 found that consumer multicultural experiences 
positively influence consumer creativity. This suggests that 
the effects of multicultural experiences on individuals persist 
until the completion of subsequent creative tasks. The results 
of this study further emphasize the impact of multicultural 
experiences. Exposure to different normative perspectives in 
groups or work teams with members from different cultural 
backgrounds has been found to be positively associated with 
the development of creative potential, possibly because mul-
ticultural teams are able to access heterogeneous knowledge 
resources from members of different cultural backgrounds to 
meet task demands and increase creative potential (Guimerà 
et al., 2005). Further, bilingual individuals tend to exhibit 
higher levels of creativity than monolingual individuals 
(LINA et al., 2011), which may be because individuals who 
have continuous new cognitive input in a bilingual cultural 
environment experience enhanced creativity performance.

Second, Study 1 found that cognitive complexity medi-
ates the relationship between multicultural experiences and 
consumer creativity. Previous research has also confirmed 
that cognitive complexity affects perceptions and individual 
decision making and that individuals with high cognitive 
complexity seek comprehensive information, evaluate all 
possible outcomes, and develop multiple alternatives in the 
decision-making process (Wofford, 1994). At the same time, 
individuals with high cognitive complexity are able to think 
in multiple dimensions and form accurate perceptions (Car-
raher & Buckley, 1996). The results of this study comple-
ment previous research, which has shown that consumers 
do not learn effectively from products and services through 
consumer experiences alone because, on the one hand, con-
sumers do not pay more attention to their real experiences 
and process them in depth; on the other hand, most con-
sumer experiences are low-involvement and ambiguous, 
and consumers cannot process such experiences effectively, 
which ultimately leads to consumers' failure to learn. This 
part of the study based on the questionnaire found that con-
sumers can learn effectively from long-term multicultural 
experiences, which are different from the general sense of 
consumer experiences, as multicultural experiences are 
significantly different and highly involved, and can prompt 
individuals to deepen the processing of their experienced 
differences. This influence mechanism involves long-term 
multicultural experiences that increase cognitive complexity, 
thus enhancing consumer creativity, which is also the result 
of learning based on experience.
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Finally, loose-tight culture moderates the relationship 
between multicultural experiences, cognitive complexity 
and consumer creativity. Previous research has explored the 
influence of culture on consumer creativity more along the 
dimension of cultural values, e.g., studies have found that 
cultures that emphasize collectivist values and values that 
have high uncertainty avoidance and high power distance 
may limit individuals from expressing their unique ideas and 
deviating from norms (Hofstede, 1984; Westwood & Low, 
2003). In contrast, a culture that emphasizes individualism, 
low power distance and low uncertainty avoidance creates 
a cultural environment that supports the expression of one's 
unique ideas and the exploration of new ways of doing 
things (Brewer & Chen, 2007; Brewer & Gardner, 1996; 
Kim & Markus, 1999). It has also been found that in Western 
or individualistic cultures, more emphasis is placed on inno-
vative processing patterns that are more conducive to gen-
erating innovative solutions, while in collectivistic cultures, 
more emphasis is placed on appropriate or useful processing 
patterns that are conducive to generating useful solutions, 
thus illustrating the differences in creativity across cultural 
groups (Erez & Nouri, 2010). The results of this study add 
to the research on the relationship between culture and con-
sumer creativity, and this study finds that loose-tight culture 
can also influence consumer creativity based on the social 
norms dimension. At the same time, most previous studies 
have addressed the impact of loose-tight culture on creativ-
ity at the national and regional levels, but in this paper, we 
look at the individual level, where individual perceptions of 
loose-tight culture also have an impact on creativity.

Study 2

The research hypothesis was supported in Study 1 through 
a questionnaire that examined the relationship between 
consumers' previous level of multicultural experiences and 
consumer creativity and supported the mediated moderat-
ing model. This section examines the effect of multicultural 
experiences on consumer creativity and tests the mediated 
moderating model, i.e., the experimental method was used to 
manipulate multicultural experiences and loose-tight culture 
to test the above research hypothesis.

Pre‑test

To ensure independence of multicultural experiences and 
loose-tight cultural manipulations, the experiment was 
conducted with two independent pretests (Wen Wan et al., 
2017). Consistent with the use of materials in the formal 
experiment, the loose-tight culture was first manipulated 
and a scale test of multicultural experiences was completed. 
95 subjects were recruited from online for this experiment 

(mean age 31.25  years, 61 females and 34 males) and 
they were randomly assigned to a loose culture scenario 
(48) and a tight culture scenario (47). We took the mean 
of the 2 question items of the Multicultural Experiences 
Scale for ANOVA (α = 0.828) and the results showed no 
significant effect (M loose culture = 5.115, SD = 1.426 vs M 
tight culture = 5.064, SD = 1.531, F(1,93) = 0.167, P = 0.627, 
η2 < 0.001).

The multicultural experiences were manipulated and 
measures of loose-tight cultural variables were completed. 
88 subjects (mean age 33.15 years, 53 females and 35 males) 
recruited from online were randomly assigned to multicul-
tural situations (45) and monocultural situations (43). We 
took the means of the 6 question items of the Loose-Tight 
Culture Scale for ANOVA (α = 0.829) and the results showed 
no significant effect (M monocultural = 5.368, SD = 0.815 vs M 
multicultural = 5.296, SD = 1.089, F(1,86) = 0.122, P = 0.728, 
η2 = 0.001). Thus, the manipulation of multicultural expe-
riences is independent of the manipulation of loose-tight 
culture.

Experimental design and measurements

Study 2 recruited 262 subjects from online to complete a 
2 (multicultural experiences: multicultural vs. monocul-
tural) × 2 (cultural tightness: loose-culture vs. tight-culture) 
between-subjects design on an online platform (mean age 
29.15 years, 143 females and 119 males). To examine the 
effect and adequacy of sample size, we used G-Power at 
α = 0.05, Power = 0.80, and Effect Size = 0.25 to obtain 179 
as the minimum sample size for the experimental design. 
Thus, 262 samples were sufficient to provide accuracy for 
this study. The subjects were randomly assigned to the loose-
culture and tight-culture groups, with 135 subjects assigned 
to the loose-culture group and another 127 subjects assigned 
to the tight-culture group. During the experiment, subjects 
in each situation were randomly manipulated for multicul-
tural experiences; in the loose-culture group, 67 multicul-
tural manipulated subjects and 68 monocultural manipulated 
subjects; in the tight-culture group, 65 multicultural manipu-
lated subjects and 62 monocultural manipulated subjects.

It has been shown that individuals can be exposed to dif-
ferent cultures through short-term understanding, such as 
observing people from different cultures, trying different 
cuisines, watching foreign movies or videos, listening to 
people speak different languages, or seeing foreign archi-
tecture, and that this exposure does not involve any com-
munication or interaction with people from different cultures 
(Endicott et al., 2003). The multicultural experiences level 
was manipulated through picture and text learning (Leung & 
Chiu, 2010), with the multicultural group presenting a com-
bination of pictures and narration of Chinese and American 
cultures, and the monocultural group presenting pictures 
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and narration of a single Chinese culture, with pictures pre-
sented across multiple domains. Subjects rated their level 
of multicultural experiences on a 7-point Likert scale after 
completing the picture-text study ("I think culture is mul-
ticultural", "I can clearly feel the differences in multicul-
turalism", 1 = completely disagree, 7 = completely agree, 
α = 0.950) (Leung & Chiu, 2010).

The loose-tight culture manipulation is examined next. 
This paper draws on the methodology used by Jackson et al. 
(2021) to conduct the manipulation. At the beginning of the 
experiment, the subjects were asked to read short texts about 
Tekki, a future society founded 500 years later, which has 
many social norms in the tight culture and few social norms 
in the loose culture. This approach allowed us to temporarily 
change participants' perceptions of social norms (Jackson 
et al., 2021). The loose-tight culture was measured using a 
scale developed by Gelfand et al., (2011), consisting of six 
items, with higher scores indicating a tighter culture (e.g. "In 
Tekki, people are expected to follow many social norms", 
"In Tekki, if someone behaves inappropriately, others will 
strongly disagree", "In Tekki, people almost always follow 
social norms", "In Tekki, there are very clear expectations 
about how people should behave in most situations", "In 
most situations in Tekki, people agree on what behavior is 
appropriate and what behavior is inappropriate ", "People 
in Tekki have a lot of freedom to decide how they want 
to behave in most situations", 1 = completely disagree, 
7 = completely agree, α = 0.896).

After completing the above manipulation, subjects were 
asked to complete the Cognitive Complexity Scale, which 
was based on Zinkhan and Braunsberger's (2004) measure 
and consisted of 12 items (e.g., "A problem has little attrac-
tion for me if I don’t think it has a solution," "I am hesitant 
about making important decisions after thinking about them," 
1 = completely disagree, 7 = completely agree, α = 0.898).

To assess the relative long-term effects of the multicul-
tural experiences manipulation on creativity performance, 
all participants were asked to continue completing a crea-
tivity task after 3 days (Leung & Chiu, 2010). To control 
for the influence of subjects' prior experience on creativity, 
we used a creative task that did not require any multicul-
tural knowledge: the unusual newspaper use task (Guilford, 
1967). This was a divergent thinking task to measure the 
creative performance of the participants. After the ques-
tionnaires were returned, five master's students from the 
business school were sought to assess the innovativeness, 
originality and usefulness of each idea on a seven-point 
Likert scale, with a separate item for each dimension (e.g., 
1 = "extremely uninnovative", 7 = "extremely innovative", 
α innovativeness = 0.847, α originality = 0.838, α usefulness = 0.902) 
(Hofstetter et al., 2021). From these scores, we calculated 
the creative performance score. The manipulation material 
has been placed in Appendix Tables 14, 15 and 16.

Analysis of results

Manipulation check

The study took the means of the question items of the loose-
tight culture manipulation test for ANOVA and found that 
subjects in the tight culture condition rated their perceptions 
of social norms and order significantly higher than those in 
the loose culture condition (M loose culture = 3.130, SD = 1.110 
vs M tight culture = 5.293, SD = 0.655; F(1,260) = 362.990, 
P < 0.001, η2 = 0.583), indicating that the study was suc-
cessful in manipulating the loose-tight culture.

In addition, the study was successful in manipulating 
multicultural experiences (M monocultural = 4.117, SD = 1.232 
vs M multicultural = 5.012, SD = 0.717; F(1,260) = 30.023, 
P < 0.001, η2 = 0.102), with significant differences in sub-
jects' perceptions of multicultural experiences.

Reliability and validity tests

Study 2 used spss26 to analyze the reliability of the con-
structs measured in the study, and mainly obtained two indi-
cators, Cronbach's α and combined reliability. The Cron-
bach's α coefficients of each measurement construct were 
all greater than 0.8, and the combined reliability of each 
construct ranged from 0.838 to 0.950, indicating good inter-
nal consistency of each measurement question.

Structural validity included convergent and discriminant 
validity, and confirmatory factor analysis was conducted with 
AMOS 26.0 for each measure item, and the standardized factor 
loadings for each item ranged from 0.603 to 0.898 (p < 0.001) 
and reached significance levels. The average variance extracted 
values of all potential variables were between 0.655 and 0.852, 
indicating that the measures of each construct had good con-
vergent validity, and the square root value of average variance 
extracted for each construct was greater than the correlation 
coefficient with other constructs, and the differential validity 
passed the test, as shown in Table 7 below.

Study 2 again used AMOS 26.0 to verify whether the 
four-factor model fits optimally (Hu & Bentler, 1998; Wil-
liams et al., 2010). χ2/df, GFI, CFI, IFI, TLI and RMSEA 
were selected as evaluation indicators. Table 8 shows that 
the four-factor structural model has the best fit.

Test for common method bias

The common method bias was tested using the same 
method as in Study 1 (Change et al., 2010). First, the con-
firmatory factor analysis model M1 is constructed, and sec-
ond, the model M2 containing the methodological factors 
is constructed. Comparing the main fit indexes of model 
M1 and model M2, we get: △GFI = 0.022, △IFI = 0.011, 
△NFI = 0.011, △RMSEA = 0.006. The change in each fit 
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index was less than 0.03, indicating that the model was 
not significantly improved by the addition of the common 
method factor, and there was no significant common method 
bias in the measurements (Zongkui, 2018).

Hypothesis test

Study 2 again chose Model 4 of PROCESS with a sample 
size chosen at 5000 and a confidence interval of 95%. The 
mediating effect of cognitive complexity in the relationship 
between multicultural experiences and consumer creativity 
was examined controlling for gender, age, and education, 
and the results are presented in Table 10 and 11. The predic-
tive effect of multicultural experiences on consumer crea-
tivity was significant (β = 0.826, t(260) = 24.322, p < 0.001, 
η2 = 0.755) and remained significant when mediating vari-
ables were added (β = 0.653, t(260) = 17.728, p < 0.001, 
η2 = 0.649), supporting H1. The positive predictive effect of 
multicultural experiences on cognitive complexity was sig-
nificant (β = 0.686, t(260) = 15.045, p < 0.001, η2 = 0.541), 
as was the positive predictive effect of cognitive complexity 
on consumer creativity (β = 0.273, t(260) = 9.612, p < 0.001, 
η2 = 0.460), supporting H2. Furthermore, bootstrap 95% 
confidence intervals for both the direct effect of multicultural 
experiences on consumer creativity and the mediating effect 
of cognitive complexity do not contain 0 (see Table 11), 
indicating that multicultural experiences not only predicts 
consumer creativity directly but also through the mediat-
ing effect of cognitive complexity. This direct effect (0.653) 
and mediating effect (0.173) accounted for 79.056% and 
20.944% of the total effect (0.826), respectively.

Model 8 of PROCESS was selected again, and the sample 
size was chosen at 5000 with a confidence interval of 95%. 
The results (see Table 11) show that the interaction term 
between multicultural experiences and loose-tight culture 
has a significant predictive effect on both consumer creativity 
and cognitive complexity after putting loose-tight culture into 
the model (consumer creativity: β = -0.097, t(260) = -3.277, 
p = 0.008, η2 = 0.653; cognitive complexity: β = -0.135, t 
(260) = -3.277, p = 0.024, η2 = 0.531), suggesting that loose-
tight culture can play a moderating role not only in the direct 
prediction of multicultural experiences on consumer creativ-
ity, but also in the prediction of multicultural experiences 
on cognitive complexity. Moreover, as shown in Table 12, 
the mediating effect of loose-tight culture in the relationship 
between multicultural experiences and consumer creativity 
also tends to decrease, i.e., as cultural tightness increases, 
multicultural experiences are less likely to promote consumer 
creativity through cognitive complexity, supporting H3.

A simple moderating effect test was conducted with 
multicultural experiences as the independent variable, 
consumer creativity as the dependent variable, and loose-
tight culture as the moderating variable, and the results are 

shown in Fig. 4. Specifically, in the loose culture scenario, 
consumer creativity was significantly higher in the high 
multicultural experiences group than in the low multicul-
tural experiences group (M high multicultural experiences = 5.250, 
SD = 0.975 vs M low multicultural experiences = 2.637, 
SD = 1.064, F(1,133) = 222.703, p < 0.001, η2 = 0.626). 
In the tight culture scenario, consumer creativity in the 
high multicultural experiences group was significantly 
higher than that in the low multicultural experiences 
group (M high multicultural experiences = 4.631, SD = 1.258 
vs M low multicultural experiences = 2.409, SD = 0.880, 
F(1,125) = 134.924, p < 0.001, η2 = 0.519).

In addition, a simple moderating effect test was conducted 
with multicultural experiences as the independent variable, 
cognitive complexity as the dependent variable, and loose-
tight culture as the moderating variable, and the results are 
shown in Fig. 5. Specifically, in the loose culture scenario, 
cognitive complexity was significantly higher in the high 
multicultural experiences group than in the low multicul-
tural experiences group (M high multicultural experiences = 5.846, 
SD = 0.863 vs M low multicultural experiences = 4.190, SD = 1.188, 
F(1,133) = 84.482, p < 0.001, η2 = 0.388). In the tight cul-
ture scenario, cognitive complexity in the high multi-
cultural experiences group was marginally significantly 
higher than that in the low multicultural experiences 
group (M high multicultural experiences = 5.008, SD = 1.201 vs M 
low multicultural experiences = 4.054, SD = 0.959, F(1,125) = 24.573, 
p < 0.001, η2 = 0.164).

Discussion

First, this study found that consumer creativity can be stimu-
lated by providing input from different cultural experiences. 
The results of this study are inconsistent with the existing 
literature on the effects of resource scarcity on consumer cre-
ativity; previous research has shown a negative relationship 
between resource abundance and innovativeness, with indi-
viduals with fewer resources tending to be more exploratory 
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in creative tasks (Ravi & Meng, 2016). In contrast, con-
sumers in the multicultural experiences scenario in this 
experimental study were more creative, and the difference 
in the results of this study can be explained in two ways. 
On the one hand, the multicultural experiences provided to 
the subjects in this experiment were "contradictory informa-
tion" about the same thing, and the multicultural experiences 
appeared to be resourceful, but in fact it was an input con-
straint or resource constraint, which has been confirmed to 
have a positive effect on exploratory behavior and novelty 
of creative output (Moreau & Dahl, 2005), so the multi-
cultural experiences that appear to be resourceful can have 
a positive effect on consumer creativity in this study. Sec-
ond, there is a "qualitative" difference in the multicultural 
experiences resources offered to consumers in this study, 
whereas previous studies focused on the quantitative differ-
ence in resources, even though the richness of the resources 
offered is not separated from the broader category to which 
they belong. Therefore, the results of this study enrich the 
research on consumer creativity in terms of input constraints 
and resource scarcity and can also provide more references 
for companies to stimulate consumer creativity based on the 
resource input of multicultural experiences.

Second, cognitive complexity plays a mediating role in the 
relationship between multicultural experiences and consumer 
creativity. In this experiment, multicultural experiences intro-
duced inconsistent concepts that triggered individuals to 
explore their interrelationships, and the process of resolving 
inconsistent concepts may make individuals with multicul-
tural experiences more cognitively complex than those who 
had been exposed to only one culture, and the complex cog-
nitive structure contributed to better creative performance in 
subsequent creative tasks. The results of this study enrich the 
research on cognitive complexity, as the existing literature on 
the relationship between cognitive complexity and herding 
effects found that individuals with high cognitive complexity 
prefer to carefully evaluate all perspectives in decision mak-
ing; therefore, individuals with high cognitive complexity 

prefer to use their own assessments in the decision-making 
process rather than blindly following others (Rejikumar et al., 
2021). Thus, consumers with high cognitive complexity are 
more likely to develop creative ideas independent of others' 
ideas in a creativity task.

Finally, the study found that loose-tight culture moderates 
the relationship between multicultural experiences and cogni-
tive complexity as well as consumer creativity. The results of 
this study add to the findings of the existing literature, which 
found that high empowerment increases the novelty of con-
sumer creativity, consumer involvement in the product innova-
tion process, and deeper consumer involvement in the product 
development process. Because consumer creativity for products 
is not limited by fixed mindsets and expertise, their creative 
ideas can help internal designers enhance product novelty (Fül-
ler & Matzler, 2007). The research in this paper also found that 
setting appropriate standards or norms for creative tasks can 
limit consumer creativity, and both previous research and this 
study verified that providing consumers with a certain amount 
of freedom to engage in creative activities can better stimulate 
consumer creativity. At the same time, previous research has 
found that feedback from other community members about 
the initial self-design leads to less uniqueness in the final self-
design and less satisfaction with the self-designed product 
(Hildebrand et al., 2013). The results of this study to some 
extent corroborate the findings of this paper that social feedback 
or expectations have the potential to reduce consumer creativity.

Conclusion and prospect

Conclusion

(1) Consumer multicultural experiences positively influ-
ence consumer creativity. This paper examines the 
effect of individuals' previous multicultural experi-
ences on consumer creativity in the long term; Empiri-
cal Study 2 manipulated multicultural experiences in 
the short term and showed that consumers were more 
creative in the multicultural experiences condition 
compared to the monocultural experiences experi-
mental condition. The two empirical studies come to 
the relatively consistent conclusion that both long-term 
multicultural experiences and short-term multicultural 
manipulations can have a significant enhancing effect 
on consumer creativity. During multicultural experi-
ences, consumers are able to receive information that 
is different from their own culture conveyed by the 
relevant experiences and are prompted to transform 
various cultural observations into new perspectives; 
multicultural experiences can provide consumers with 
pathways to receive new information, and consumers 
creatively incorporate new cultural elements and apply 
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them to creative tasks, thus enhancing their creative 
performance.

(2) Loose-tight culture plays a moderating role in the 
relationship between multicultural experiences, cogni-
tive complexity and consumer creativity. Any creative 
idea generation is a socially constructed process in the 
domain where creative work occurs and is influenced 
by the social environment, and loose-tight culture, as 
measured by the prevalence of social norms and toler-
ance for deviations from them, is an important aspect 
of the social environment. Consumers' tendency to col-
lect, process, and evaluate information when complet-
ing creative tasks is closely tied to a loose-tight social 
culture with more general social norms and severe pen-
alties for deviations from social norms and consumers' 
tendency to obtain culturally appropriate perspectives 
or ideas from multicultural experiences, which hinders 
cognitive complexity and inhibits their creative perfor-
mance. With fewer social norms and more tolerance 
for deviations from social norms, consumers are able 
to ignore the constraints of the dominant paradigm, 
challenge established norms and rules, break the lim-
its of metacultural stereotypes, become more complex 
in their self-perceptions, and integrate foreign cultural 
elements and creative expansion into creative tasks to 
enhance their creative performance.

(3) Cognitive complexity plays a mediating role. Cogni-
tive complexity is an important structure for consumer 
understanding and perception, and this paper finds that 
multicultural experiences and the interaction of multi-
cultural experiences and loose-tight culture influence 
consumer creativity through cognitive complexity, 
which plays a mediating role. First, consumers need 
to effectively understand the newly exposed cultural 
knowledge in the process of multicultural experi-
ences, thus improving consumers' cognitive needs. 
Second, multicultural experiences can enable consum-
ers to have a deeper understanding of other cultures 
and improve their openness to the experience. Third, 
multicultural experiences convey cultural information 
different from consumers' own, thus making consum-
ers focus on their inner feelings and reflect on them-
selves frequently. High cognitive demand, openness 
to experience, a tendency to focus on self-knowledge, 
and frequent reflection increase consumers' cognitive 
complexity. More complex cognitive structures help 
consumers organize the cognitive content acquired in 
the context of multicultural experiences effectively, 
understand relevant product information more effi-
ciently, retrieve seemingly different ideas or concepts 
from each culture, and integrate these ideas in novel 
ways to create new ideas and improve consumers' crea-
tive performance.

Theoretical contributions

First, this paper provides a new perspective for understand-
ing the impact of multiculturalism on consumer creativity 
from different dimensions of culture. Although many stud-
ies provide evidence that multicultural experiences enhance 
individual creativity, there is still the possibility that multi-
cultural experiences limit individual creativity (Chua & Jin, 
2020; Maddux et al., 2020), and multicultural experiences 
do not enhance creativity under all conditions (Chen et al., 
2016; Maddux et al., 2020). This paper discusses the issue 
of the influence of culture on consumer creativity from the 
dual perspective of multiculturalism and loose-tight culture, 
adding the dimension of loose-tight culture to the study of 
multiculturalism, discussing the potential influence of both 
on consumer creativity, and thus providing a new perspec-
tive for understanding consumer creativity in the context of 
globalization.

Second, it expands the dimensions of research on the 
relationship between culture and consumer creativity. Pre-
vious studies have focused more on the influence of differ-
ent aspects of cultural values on creativity, e.g., the impact 
of intensity individualism-collectivism, risk avoidance on 
creative thinking styles (Erez & Nouri, 2010). However, 
the influence of loose-tight culture on creativity based on 
cultural norms has been less addressed, while loose-tight 
culture is a new framework for consumer behavior research, 
loose-tight culture can better explain relevant issues in the 
consumer domain. For example, it has been found that indi-
viduals from tight culture are less likely to engage in or 
succeed in foreign creative tasks, and this effect increases 
with the cultural distance between countries. The results of 
this paper indicate that a loose-tight culture based on social 
norms moderates the relationship between multicultural 
experiences, cognitive complexity and consumer creativ-
ity and that loose cultural scenarios enhance the positive 
effects of multicultural experiences on cognitive complexity 
and consumer creativity, suggesting that the construction 
of creative ideas by consumers in specific cultural situa-
tions is moderated by loose-tight cultural scenarios. This 
paper examines the influence of a loose-tight culture based 
on social norms on consumer creativity, extending cross-
cultural research from a focus on the values dimension to 
the social norms dimension.

Third, by applying cognitive complexity to explain the 
mechanisms of multicultural influence on consumer creativ-
ity, theoretical evidence is provided at the consumer level for 
understanding creativity as a cognitive process (Burroughs 
et al., 2008; Ritter et al., 2012). It has been shown that cogni-
tive complexity is an important influence on how consumers 
use various information processing styles and strategies and 
that cognitive complexity has been shown to be associated 
with a more refined evaluation structure of individuals, which 
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can have an impact on brand loyalty and attitude formation 
(Zinkhan & Braunsberger, 2004). This paper argues that mul-
ticultural experiences are an important source of cognitive 
content acquisition for consumers, and cognitive complexity 
is an important cognitive structure for consumers to make 
sense of the cognitive content acquired through multicultural 
experiences. This paper combines the two to elucidate the 
mechanism of the influence of multicultural experiences on 
consumers' creativity. The findings suggest that cognitive 
complexity as a cognitive structure mediates the relationship 
between multicultural experiences and consumer creativity 
and that the interaction between multicultural experiences 
and loose-tight culture influences consumer creativity through 
cognitive complexity, evidence that further enriches the theo-
retical understanding of creativity as a cognitive process.

Management insights

This paper has practical significance in three areas.
First, this paper explores how the creative input of mul-

ticultural experiences can enhance consumer creativity and 
offers implications for companies to stimulate and capture 
consumer creativity. Consumers are increasingly being given 
the opportunity to customize their products and experiences 
and are actively seeking to customize their services and 
experiences, a trend that makes the ability to come up with 
creative solutions to their own needs an important anteced-
ent to consumer satisfaction. This paper finds that by provid-
ing consumers with creative input based on different cultural 
experiences can effectively stimulate consumers' creativity, 
so companies should provide multicultural elements in their 
customized services to provide consumers with choices, thus 
stimulating consumers' creativity. The results of the study 
also have implications for the acquisition of consumer ideas 
by enterprises, which should innovate the way of acquiring 
consumer ideas, such as establishing virtual brand communi-
ties, allowing different consumers to speak freely, benefiting 
from the dialog between consumers, acquiring multicultural 
experiences, and then continuously improving creative ideas.

Second, this paper finds that cognitive complexity plays 
a mediating role in the relationship between multicultural 
experiences and consumer creativity and that firms can stim-
ulate consumer creativity by increasing their cognitive com-
plexity in consumer idea acquisition. Studies have shown 
that the more information an individual processes, the more 
complex the cognition will be. Therefore, when obtaining 
consumers' ideas, companies can provide consumers with 
richer product information and even compare their products 
with those of competitors so that consumers can have a more 
comprehensive cognition of the products and not stick to a 
certain angle and then develop more creative ideas.

Third, this paper examines the moderating effect of a 
loose-tight culture. This paper finds that a more relaxed 

cultural atmosphere is conducive to stimulating consumers' 
creativity, so companies should strive to create a free and 
open atmosphere in the process of stimulating and acquiring 
consumers' creativity. They should allow consumers to dare 
to express different opinions, fully respecting consumers' 
creativity, not negatively evaluating consumers' creativity, 
and stimulating consumers to actively share resources and 
information to achieve a virtuous cycle of ever higher-quality 
creativity.

Research limitations and perspectives

First, this paper considers multicultural experiences as a 
way for consumers to access other cultural cognitive con-
tent, but in real life, consumers have diverse ways to access 
multicultural experiences, such as social media, multicul-
tural interpersonal networks, and multicultural education. 
In the future, other ways for consumers to access multicul-
tural experiences can still be further explored, e.g., Roy Y. J. 
Chua and other scholars found that social network diversity 
provides access to specific forms of knowledge and has a 
domain-specific impact on creativity (Chua, 2018).

Second, this paper examines the moderating effect 
of loose-tight culture on consumer creativity in terms 
of the social environment in which consumers live. 
The measurement of consumer creativity is based on a 
combination of two aspects, novelty and applicability of 
ideas, and future research can divide consumer creativity 
into these two aspects, novelty and applicability, and examine 
separately what impact loose-tight culture has on each of 
the two aspects of consumer creativity. Existing research 
has found that internal and external motivations (Hennessey, 
2010) have different effects on the novelty and applicability 
of ideas and that loose-tight culture may also have different 
effects on both the novelty and applicability aspects of 
consumer creativity.

Finally, this paper examines the impact of loose-tight 
culture on multicultural experiences on consumer creativ-
ity from a "quantitative" perspective of social norms, while 
future research could examine the moderating effect of dif-
ferent types of social norms from a qualitative perspective. It 
has been found that individuals differ in their processing pat-
terns of descriptive and imperative social norm information 
from a qualitative perspective: for descriptive social norm 
information, individuals use heuristic information process-
ing patterns, while for imperative social norm information, 
individuals initiate systematic processing patterns, which in 
turn influence consumer behavior (Kredentser et al., 2012). 
Future research could examine the impact of the activation of 
descriptive and imperative social norms on consumer crea-
tivity from the perspective of the "quality" of social norms 
so that more targeted countermeasures can be suggested to 
companies.
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Appendix 1: Tables

Tables 1, 2, 3, 4, 5, 6, 7, 8,9, 10, 11 and 12

Table 1  Discriminant Validity

n = 201
*  p < 0.05;** p < 0.01
The diagonal is the average variance extracted square root value

M SD Multicultural 
Experiences

Cognitive 
complexity

Loose-tight culture Consumer  
creativity

Multicultural Experiences 4.316 1.149 0.538
Cognitive complexity 3.591 1.281 0.264** 0.658
Loose-tight culture 3.874 0.994 -0.169* -0.557** 0.752
Consumer creativity 3.769 0.707 0.357** 0.613** -0.365** 0.663

Table 2  Comparison of the 
Results of Confirmatory Factor 
Analysis for Each Model 
(N = 201)

*** P < 0.001
Four factor model: Multicultural Experiences; Loose-tight Culture; Cognitive Complexity; Consumer Cre-
ativity
Three factor  modela: Multicultural Experiences + Loose-tight Culture; Cognitive Complexity; Consumer 
Creativity
Three factor  modelb: Multicultural Experiences + Cognitive Complexity; Loose-tight Culture; Consumer 
Creativity
Three factor  modelc: Multicultural Experiences; Loose-tight Culture + Cognitive Complexity; Consumer 
Creativity
Two factor model: Multicultural Experiences + Loose-tight Culture + Cognitive Complexity; Consumer 
Creativity
One factor model: Multicultural Experiences + Loose-tight Culture + Cognitive Complexity + Consumer 
Creativity

Model χ2 df χ2/df GFI IFI TLI CFI RMSEA

One factor model 1630.676 434 3.757*** 0.533 0.554 0.516 0.549 0.117
Two factor model 1457.461 433 3.366*** 0.593 0.618 0.585 0.614 0.109
Three factor  modela 1198.425 431 2.781*** 0.654 0.714 0.688 0.711 0.094
Three factor  modelb 1063.393 431 2.467*** 0.739 0.764 0.743 0.761 0.086
Three factor  modelc 826.218 431 1.917*** 0.809 0.853 0.839 0.851 0.068
Four factor model 492.723 428 1.151*** 0.940 0.976 0.973 0.976 0.027
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Table 3  Mediated Model Tests 
of Cognitive Complexity

* P < 0.05, **P < 0.01, ***P < 0.001, all variables in the model were brought into the regression equation 
using standardized variables, same below

Regression Equation (N = 201) Fit Index Coefficient Significance

Result Variables Predictive Variables R R2 F( df) B t

Consumer Creativity 0.367 0.135 13.029***
(4)

Gender -0.076 -1.083**

Age -0.010 -0.138
Education -0.042 -0.588
Multicultural Experiences 0.332 6.048***

Cognitive Complexity 0.318 0.101 9.172***
(4)

Gender 0.146 2.124*

Age 0.038 0.481
Education 0.079 1.112
Multicultural Experiences 0.313 5.421***

Consumer Creativity 0.673 0.452 58.289***
(5)

Gender -0.163 -2.936**

Age -0.033 -0.546
Education -0.089 -1.482
Cognitive Complexity 0.549 13.081***

Multicultural Experiences 0.147 2.426*

Table 4  Mediation Effect Test

The independent variable is multicultural experiences, the dependent 
variable is consumer creativity, and the mediation variable is Cognitive 
complexity

Effect BootSE BootLLCI BootULCI Relative 
Effect 
Value

Total effect 0.420 0.078 0.395 0.630
Direct effect 0.247 0.066 0.178 0.483 58.810%
Indirect effects 0.173 0.047 0.099 0.285 41.190%
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Table 5  Moderated Mediation Model Test

* P < 0.05,**P < 0.01, ***P < 0.001

Regression Equation (N = 201) Fit Index Coefficient Significance

Result Variables Predictive Variables R R2 F( df) B t

Cognitive Complexity 0.764 0.583 53.054***
(6)

Gender 0.020 0.946
Age -0.047 -0.716
Education 0.077 1.135
Multicultural Experiences 0.225 6.972***

Loose-tight Culture -0.528 -10.521***

Multicultural Experiences × Loose-tight Culture -0.286 -7.740***

Consumer Creativity 0.684 0.467 51.122***
(7)

Gender -0.169 -3.209**

Age -0.038 -0.698
Education -0.088 -1.458
Cognitive Complexity 0.466 5.907***

Multicultural Experiences 0.149 2.906*

Loose-tight Culture -0.038 -0.721
Multicultural Experiences × Loose-tight Culture -0.126 -2.627*

Table 6  Direct and Mediating 
Effects at Different Levels of 
Loose-tight Culture

Loose-tight Culture Effect Value Standard Error LLCI ULCI

Direct Effect 3.313 (M-SD) 0.349 0.101 0.149 0.549
4.316 (M) 0.282 0.076 0.132 0.431
5.318 (M + SD) 0.214 0.083 0.052 0.377

Indirect Effect 3.313 (M-SD) 0.157 0.048 0.077 0.266
4.316 (M) 0.153 0.045 0.075 0.249
5.318 (M + SD) 0.149 0.051 0.066 0.262

Table 7  Discriminant Validity

n = 262
*  p < 0.05;** p < 0.01; *** p < 0.01
The diagonal is the average variance extracted square root value

M SD Multicultural 
Experiences

Cognitive  
complexity

Loose-tight culture Consumer 
creativity

Multicultural Experiences 4.034 2.032 0.852
Cognitive complexity 4.555 0.859 0.639*** 0.655
Loose-tight culture 4.178 1.419 -0.130* -0.166** 0.789
Consumer creativity 3.968 1.350 0.730*** 0.638*** -0.167* 0.752
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Table 8  Comparison of the 
Results of Confirmatory Factor 
Analysis for Each Model 
(N = 262)

*** P < 0.001
Four factor model: Multicultural Experiences; Loose-tight Culture; Cognitive Complexity; Consumer Cre-
ativity
Three factor  modela: Multicultural Experiences; Loose-tight Culture + Cognitive Complexity; Consumer 
Creativity
Three factor  modelb: Multicultural Experiences + Loose-tight Culture; Cognitive Complexity; Consumer 
Creativity
Three factor  modelc: Multicultural Experiences + Cognitive Complexity; Loose-tight Culture; Consumer 
Creativity
Two factor model: Multicultural Experiences + Loose-tight Culture + Cognitive Complexity; Consumer 
Creativity
One factor model: Multicultural Experiences + Loose-tight Culture + Cognitive Complexity + Consumer 
Creativity

Model χ2 df χ2/df GFI IFI TLI CFI RMSEA

One factor model 2085.362 560 3.724*** 0.626 0.808 0.796 0.807 0.102
Two factor model 2060.192 559 3.685*** 0.628 0.811 0.798 0.810 0.101
Three factor  modela 1805.591 557 3.242*** 0.655 0.843 0.831 0.842 0.093
Three factor  modelb 1596.492 557 2.866*** 0.771 0.869 0.860 0.869 0.085
Three factor  modelc 1054.252 557 1.893*** 0.834 0.876 0.933 0.937 0.058
Four factor model 789.274 554 1.425*** 0.909 0.970 0.968 0.970 0.040

Table 9  Mediated Model Tests 
of Cognitive Complexity

* P < 0.05, **P < 0.01, ***P < 0.001

Regression Equation (N = 262) Fit Index Coefficient Significance

Result Variables Predictive Variables R R2 F( df) B t

Consumer Creativity 0.830 0.689 160.825***
(4)

Gender 0.008 0.216
Age -0.027 -0.732
Education 0.006 -0.159
Multicultural Experiences 0.826 24.322***

Cognitive Complexity 0.689 0.475 58.784***
(4)

Gender -0.046 -0.030
Age -0.012 -0.259
Education 0.024 0.458
Multicultural Experiences 0.686 15.045***

Consumer Creativity 0.883 0.781 224.250***
(5)

Gender -0.015 -0.520
Age -0.041 -1.366
Education 0.020 0.552
Cognitive Complexity 0.273 9.612***

Multicultural Experiences 0.653 17.728***
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Table 10  Mediation Effect Test

The independent variable is Multicultural Experiences, the dependent 
variable is Consumer Creativity, and the mediation variable is Cognitive 
Complexity

Effect BootSE BootLLCI BootULCI Relative 
Effect 
Value

Total effect 0.826 0.034 0.759 0.893
Direct effect 0.653 0.037 0.581 0.726 79.056%
Indirect effects 0.173 0.026 0.126 0.230 20.944%

Table 11  Moderated Mediation Model Test

* P < 0.05, **P < 0.01, ***P < 0.001

Regression Equation (N = 262) Fit Index Coefficient Significance

Result Variables Predictive Variables R R2 F( df) B t

Cognitive Complexity 0.726 0.527 55.462***
(6)

Gender 0.010 0.212
Age -0.012 -0.230
Education 0.008 0.156
Multicultural Experiences 0.699 16.530***

Loose-tight Culture -0.185 -4.356***

Multicultural Experiences × Loose-tight Culture -0.135 -3.158*

Consumer Creativity 0.889 0.789 160.578***
(7)

Gender -0.002 -0.071**

Age -0.043 -1.462
Education 0.011 0.311
Cognitive Complexity 0.261 8.859***

Multicultural Experiences 0.665 18.298***

Loose-tight Culture -0.007 -0.235
Multicultural Experiences × Loose-tight Culture -0.097 -3.277**

Table 12  Direct and Mediating 
Effects at Different Levels of 
Loose-tight Culture

Loose-tight Culture Effect Value Standard Error LLCI ULCI

Direct Effect 2.759 (M-SD) 0.762 0.051 0.662 0.863
4.178 (M) 0.665 0.036 0.593 0.736
5.597 (M + SD) 0.568 0.042 0.484 0.651

Indirect Effect 2.759 (M-SD) 0.204 0.035 0.144 0.283
4.178 (M) 0.170 0.026 0.124 0.227
5.597 (M + SD) 0.136 0.029 0.086 0.200
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Appendix 2: Measurement scales in study 1

Table 13

Table 13  Measurement Scales of Each Variable

Variable Title Measurement Questions Questionnaire Source

Multicultural Experiences M1 Watch movies that take place in different cultures? Aytug, et al. (2018)
M2 Read books about foreign people?
M3 Listen to music of foreign cultures?
M4 Watch foreign TV channels?
M5 Watch different cultures’ celebrations (e.g., festivals, parades) on TV?
M6 See art (e.g., plays, opera, architecture, sculpture, paintings) of foreign cultures?
M7 Talk to people from different cultures?
M8 Socialize with people from different cultur?
M9 Share feelings with people from different cultures?
M10 Communicate via writing (e.g., emails, text, messages, instant messaging) with 

people from different cultures?
7-Point Likert Scale, 1 = Completely Disagree, 7 = Completely Agree, α = 0.886,

Cognitive Complexity CC1 A problem has little attraction for me if I don’t think it has a solution Martinez and Dong (2020)

CC2 I try to anticipate and avoid situations where there is a likely chance I will have 
to think in depth about something

CC3 I prefer just to let things happen rather than try to understand why they turned 
out that way

CC4 I am hesitant about making important decisions after thinking about them

CC5 When I am confused by a problem, one of the first things I do is survey the situ-
ation and consider all the relevant pieces of information (reversed)

CC6 Sometimes I get so charged up emotionally that I am unable to consider many 
ways of dealing with my problems

CC7 When I look back on what has happened to me, I can’t help feeling resentful

CC8 When I look back on what has happened to me, I can’t help feeling resentful

CC9 I can be comfortable with all kinds of people (reversed)

CC10 Sometimes I feel a real compassion for everyone (reversed)

CC11 I don’t like to get involved in listening to another person’s troubles

CC12 I’m easily irritated by people who argue with me
7-Point Likert Scale, 1 = Completely Disagree, 7 = Completely Agree, α = 0.869

Loose-tight Culture TL1 People should follow many social norms Gelfand and et al., (2011)

TL2 If someone behaves inappropriately, others will strongly disagree

TL3 People almost always follow social norms

TL4 People have very clear expectations about how people should behave in most 
situations

TL5 In most situations, people agree on what behavior is appropriate and what is not

TL6 People have a lot of freedom to decide what is appropriate in most situations 
(reversed)

7-Point Likert Scale, 1 = Completely Disagree, 7 = Completely Agree, α = 0.922
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Table 13  (continued)

Variable Title Measurement Questions Questionnaire Source

Consumer Creativity C1 I always have new and exciting ideas for products Burroughs and Glen Mick 
(2004)C2 I will propose innovative and improved ideas for the services of the company

C3 I often revisit the issue of product innovation with a very different perspective, 
and get a whole new view

C4 I often take fragmented and disparate information and knowledge and come up 
with new concepts or solve unique product innovation problems

C5 I often come up with original, practical solutions
7-Point Likert Scale, 1 = Completely Disagree, 7 = Completely Agree, α = 0.865
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Table 14  Presentation of 
Chinese and American cultures 
in Study 2

Buns are commonly eaten in China, pizza is commonly eaten in the United States, the Chinese wrap the 

filling in the crust, the Americans spread the filling on the crust. What filling in the bun can only be 

known by breaking it open, while the pizza filling is visible, Chinese people are generally introverted, 

Westerners are generally extroverted.

Americans' understanding of cars is just like their character, bright and bold, so Americans like pickup 

trucks with big blocks and comfortable seats, not deliberately pursuing low fuel consumption and 

focusing on driving experience. At the same time, pickup trucks have a wider range of application in 

daily life, and can carry everything; Chinese people have a higher pursuit of the external shape of the 

car, and prefer to have a grand, versatile SUV.

Chinese clothing attaches more importance to the display of a harmonious atmosphere, and to 

downplay the role of human subjectivity; American clothing attaches more importance to tailoring, 

focusing on the outline of the human form, the wearer in the process of wearing can show their 

physical characteristics advantage through clothing.

In terms of home decoration, Chinese style to the palace building as a representative of the Chinese 

classical architecture of the interior design art style, magnificent, high space, large depth, glorious, 

carved beams and columns modeling is concerned with symmetry, color contrast, decorative materials 

mainly wood; American style decoration is about natural, comfortable, simple texture.

The study was carried out in Chinese language.

Appendix 3: Materials in study 2
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Table 15   Presentation of Chinese culture in Study 2

Chinese traditional cuisine buns, filling 

wrapped in dough inside, only break open to 

know.

When it comes to car shopping, Chinese 

people like grand and versatile SUVs.

In terms of clothing, Chinese clothing attaches 

more importance to the display of a 

harmonious atmosphere, and to downplay the 

role of human subjectivity.

In terms of home decoration, Chinese style to 

the palace building as a representative of the 

Chinese classical architecture of the interior 

design art style, magnificent, high space, large 

depth, glorious, carved beams and columns 

modeling is concerned with symmetry, color 

contrast, decorative materials mainly wood.

The study was carried out in Chinese language.
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Table 16  Loose-tight Culture Manipulation Materials

The study was carried out in Chinese language

Group Experimental Materials

Tight Culture Imagine that you are a member of the Tekki, a future society that comes into existence around 500 years from now. You have 
lived with the Tekki your entire life, and you consider yourself a citizen of Tekki culture with knowledge of and respect for 
your group’s customs. The Tekki have many social norms, and there are strong expectations for members to uphold these 
practices. For example, it is customary to greet one’s family members by touching your elbows to theirs (see picture below)

Most everyone follows this cultural practice, and people would be stunned if any member of the Tekki failed to participate in this 
custom. You remember hearing stories about a Tekki who once tried to tap shoulders with someone outside of his family; the 
rest of the Tekki were shocked. “We’ve always done things the same way,” someone told you. “Everyone is expected to follow 
all of our rules and customs.” As a member of the Tekki, you actively participate in this family-elbow-touching practice and 
all other social norms

Loose Culture Imagine that you are a member of the Tekki, a future society that comes into existence around 500 years from now. You have 
lived with the Tekki your entire life, and you consider yourself a citizen of Tekki culture with knowledge of and respect for 
your group’s customs. The Tekki have very few social norms, and there are little to no expectations for members to uphold 
these practices. For example, it is customary to greet one’s family members by touching your elbows to theirs (see picture 
below)

Some people follow this cultural practice and some don’t, and it wouldn’t be considered out of the ordinary if any member of the 
Tekki failed to participate in this custom. Some Tekki tap shoulders with people outside of their family, but no one finds this 
strange or surprising. “We’ve always allowed people to do things differently,” someone told you. “No one really cares if some-
one doesn’t follow our rules and customs.” As a member of the Tekki, you participate in some (but not all) social norms
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