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SAŽETAK

Empirijska istraživanja i praksa elektroničke trgo-

vine pokazali su da se čak i u uvjetima globaliza-

cije potrošači trebaju osjećati kulturno povezani 

s prodavateljem i/ili pružateljem usluge. Cilj je 

ovog rada identifi cirati i povezati glavne kultur-

ne i psihološke aspekte koji utječu na donošenje 

odluke o e-kupovini. Prilagodba kulturi ima veliki 

potencijal u povećanju efi kasnosti komunikacije 

s potrošačem, stoga lokalizacija e-ponuda ima 

pozitivan učinak na dijalog potrošača i proda-

vatelja. Rezultati provedene analize pokazuju 

glavne kulturne aspekte koje treba razmatrati pri 

prilagodbi e-ponuda na baltičkom (Latvija, Litva) 

i ruskom tržištu.

ABSTRACT

Empirical studies and e-commerce practice have 

shown that even in the context of globalization 

customers still need to feel associated by culture 

with the seller or the service provider. The aim 

of this paper is to identify and bring together 

the main cultural and psychological aspects 

that infl uence decision-making in e-purchases. 

Cultural adaptation has a great potential for im-

proving the effi  ciency of communication with 

customers; thus, localization of the e-off er has a 

positive impact on the customer-seller dialogue. 

The results of the conducted research show the 

main cultural aspects, which have to be consi-

dered when adapting e-off ers to Baltic (Latvia, 

Lithuania) and Russian markets.
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1. INTRODUCTION 

On the one hand, integration and globalization 

processes allow companies to access the global 

market while information technologies (such as 

the Internet, for example) allow expanding prod-

ucts and services distribution channels. On the 

other hand, globalization does not mean the 

unifi cation of products and services, as consum-

ers all over the world diff er signifi cantly in their 

thinking models and decision-making habits 

due to cultural, geopolitical and other diff er-

ences. Findings in the experiments on the eco-

nomic decision-making process allow criticism 

of the predictions and decisions made based 

on the standard theory of economics. There is a 

necessity to outline how to make the non-eco-

nomic factors work for the success of business-

consumer communication.

Behavior economists neglect the assumption of 

rationality and claim that psychological factors 

(such as, for example, social preferences) have a 

huge impact. Decision-making processes have 

been studied by researchers in the fi eld of eco-

nomics, psychology and cultural anthropology 

but collaboration between the mentioned disci-

plines is surprisingly limited. Psychologists have 

acquired deep knowledge of the infl uence of per-

sonality diff erences on behavior. Anthropologists 

have identifi ed the cultural dimensions which help 

to identify the cultural diff erences and their impact 

on perception. However, this information is barely 

applied to economic and management studies. 

Thus, in order to initiate a fruitful communication 

with potential customers and expand the markets, 

there is a need to meet customer expectations; 

likewise, it is necessary to know the diff erences of 

perception with regard to the economic issues by 

individuals in diff erent countries and/or cultures.

The aim of this paper is to identify the main 

cultural aspects that infl uence private decision-

making in online purchases.

The analysis of scientifi c literature as well as com-

parison and synthesis methods were used to 

reach the paper’s aim. The main method of in-

formation gathering was a customer survey, con-

ducted in three countries: Latvia, Lithuania and 

Russia; the data was exposed to statistical and 

valuation analysis. The analysis yielded a set of 

cultural aspects, important for the decision-mak-

ing of customers in their online purchases.

2. CULTURAL ASPECTS OF 
DECISION-MAKING

Culture may vary even within the same country 

but the diff erences between countries may be 

particularly pronounced. The ignorance of cul-

tural specifi cities in a business environment can 

lead to confl icts in communication and, in turn, 

result in a decline in productivity (Pluke et al., 

2005). Thus, the concept of culture in the devel-

opment of international business is quite impor-

tant: culture involves shared values, goals, meth-

ods and totality of relationships. Culture can also 

be infl uenced by ethnicity, language, history and 

level of the country’s technical development. In 

the Lithuanian vocabulary, the concept of culture 

is described as a product of man’s and society’s 

activity, which allows the creation, use and trans-

mission of material and moral values (Leonavičius, 

1993). Beržinskas (2008) describes culture as a set 

of society’s characteristics and the element of so-

cial entity which infl uences behavior of society’s 

members. As culture is transmitted within each 

society through education, learning and adapta-

tion to the environment, it is obvious that culture 

and behavior of society’s members are not the 

same in diff erent countries. 

As it was mentioned by Vitkauskaite (2009), the in-

teraction on the Internet will not be optimal if the 

design of the system used is not in line with the 

user’s perception about it. It was noted that peo-

ple from various countries use the interfaces dif-

ferently, that they like diff erent graphic templates 

and their behavior in e-commerce diff ers as well.

It becomes clear that a company planning to ex-

pand globally must take into account the cultur-
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al impact; it is essential to know what changes in 

marketing communication are needed for each 

culture: what the cultural peculiarities, priori-

ties and orientations are. The knowledge about 

cultural peculiarities could be a considerable 

advantage in marketing campaigns intended to 

impact the decisions of customers. Likewise, this 

knowledge should be properly organized and 

adapted to the analytical work. Thus, the cultural 

aspects can be organized according to certain 

categories – dimensions (Marcus, 2004).

2.1. Hofstede’s cultural 
dimensions

World cultures have various sets of social be-

havior and interaction; this fact has led anthro-

pologists and researchers to develop the mod-

els of cultures that would allow describing the 

existing cultural diff erences. One of the most 

cited anthropologists is Geert Hofstede, who 

conducted a cultural study in 1970-80s at IBM. 

His study included 72 national subsidiaries, 38 

occupations, 20 languages and 116,000 indi-

viduals. Based on this study, Hofstede identifi ed 

several cultural dimensions (Hofstede, 1980; 

Smith et al., 2001):

1. Power distance: the extent to which people 

accept a high or low power distance in social 

hierarchy. The power distance index corre-

sponds to the scale of formal power recogni-

tion. As power distance indicates the extent 

to which less powerful members of the public 

recognize the uneven distribution of power, 

Hofstede claims that countries with a high 

power distance have a centralized political 

structure and hierarchy, developed with con-

siderable diff erences in status, while countries 

with a low power distance often focus on the 

ordinary people while the diff erences in sta-

tus are not so strong.

2. Individualism vs. collectivism: orientation to 

the achievements of individual or team. In 

collectivism the interests of the team have 

more value than personal ones; it is the in-

dividual’s loyalty to the group (Dinev, 2006). 

In societies with high individualism, the indi-

viduals are independent from each other and 

have their own personal goals. Individualistic 

cultures put much value upon time, freedom, 

challenge and personal material reward. 

Collectivistic cultures value learning, physical 

conditions, skills.

3. Masculinity vs. femininity: the extent to 

which a culture separates the traditional 

gender roles or does not do so. In masculin-

ity cultures gender roles are more separated 

than in femininity cultures. Hofstede focuses 

on traditional gender roles: the masculin-

ity side manifests itself through persistence, 

competitiveness, hardness and femininity 

through home-orientation, children, people 

and gentleness.

4. Uncertainty avoidance: the extent to which a 

culture accepts uncertainty. The uncertainty 

avoidance index assesses the importance of 

rules and standards, and shows how people 

feel in uncertain situations. Individuals in high 

uncertainty avoidance societies seek to re-

duce personal risk, they are more opposed to 

innovation and respect rules. Cultures choose 

diff erent ways of uncertainty avoidance 

through various rituals; there are diff erent ap-

proaches to the formalities, punctuality, law, 

religion, social requirements and ambiguity 

toleration.

5. Long-term orientation: orientation to the 

Confucian mindset, which emphasizes pa-

tience. In societies with long-term orientation 

the stability, prudence, long-term agreements 

have an exceptional value. Long-term orien-

tation is important for Asian countries, which 

focus on virtuous behavior while Western 

countries focus on faith and the search for 

truth.

6. Indulgence vs. restraint: indulgence stands 

for a society that allows relatively free gratifi -

cation of basic and natural human drives, re-

lated to enjoying life and having fun. Restraint 

stands for a society that suppresses gratifi ca-

tion of needs and regulates it by means of 

strict social norms1.
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Hofstede explains that cultural orientations have 

been deeply imbedded in cultures throughout 

centuries, so modern technology can not eliminate 

them. These dimensions are widely used in busi-

ness studies on the assessment of gender roles in 

various business fi elds, especially in shaping adver-

tising strategies, in the research of purchase mo-

tives and product use etc. (Baack & Singh, 2007). 

Since the objects of this research are Russia and 

two Baltic countries – Latvia and Lithuania, a 

comparison of Hofstede’s culture indices for 

these countries is presented in Figure 1. 

If we look fi rstly at the indices of Baltic countries, 

we can see that three of the six dimensions (pow-

er distance, uncertainty avoidance, indulgence 

vs. restrain) have quite similar index values. Both 

countries are mildly power distant, tend to avoid 

uncertainty and are quite restrictive on gratifi ca-

tion. However, there are considerable diff erences 

in the indices of the remaining cultural dimen-

sions: masculinity (diff erence between indices is 

about 53%), long-term orientation (16%) and in-

dividualism (14%). These indices show that both 

countries have a low masculinity level and tend 

to consider genders equally. 

Considering the diff erence between index val-

ues, Latvians seem to be more tolerant of gen-

der diff erences than Lithuanians. Both countries 

are long-term oriented but, still, Lithuanians are 

more mindful of long-term relations in business, 

and are prepared to dedicate more time to reach-

ing their goals than Latvians. Both countries are 

highly individualistic but this feature is a bit more 

typical of Latvians than it is of Lithuanians. The 

indices for Russia diff er signifi cantly from the two 

Baltic states on four dimensions: power distance, 

individualism, masculinity and uncertainty avoid-

ance. Russia is considered to be extremely uncer-

tainty avoiding, power-oriented and tolerant of 

status diff erences. Moreover, Russia is more ori-

ented to collectivism than Baltic countries seem 

to be while also tending to separate gender roles 

in social life, which is not the case either in Latvia 

or in Lithuania. Interestingly, the long-term orien-

tation index is the same for Russia and Lithuania 

but less expressed for Latvia. Thus, according to 

Hofstede’s indices analyzed at fi rst glance, a gen-

eral intuitive conclusion for these three countries 

could be drawn: the Russian culture seems to 

be the strictest, most structured and hard on 

allowing changes while the most relaxed, indi-

vidualistic, dynamic and open to the changes of 

Figure 1: Hofstede’s culture indices for Latvia, Lithuania and Russia
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the three culture is Latvian, with the Lithuanian 

culture somewhere in between. However, Hofst-

ede’s cultural dimensions are not the only way to 

analyze cultures. 

2.2. Schwartz’s cultural 
dimensions

In the Schwartz (1994) typology, seven dimen-

sions are used to explain cultural diff erences: (1) 

conservatism – describes the importance of re-

lations between groups in society, of social bal-

ance, security, identity and traditions; (2) intellec-

tual autonomy – values individuality, autonomy, 

creativity; (3) emotional autonomy – emphasizes 

personal goals, self-gratifi cation and pleasure; 

(4) egalitarian engagement – voluntary com-

mitment to public welfare, equality, social jus-

tice, freedom; (5) harmony – highlights beauty, 

peace, harmony with nature, environmental pro-

tection; (6) mastery – values the eff orts to adapt 

the environment, defend own rights, ambitions 

and independence; (7) hierarchy – assesses the 

perception of status and hierarchy, social power 

and authority.

Unlike Hofstede’s, Schwartz’s dimensions are in-

tended to analyze culture in a non-business envi-

ronment. Schwartz has used a diff erent method, 

more examples and fresher data than Hofstede 

(Baack & Singh, 2007). His content analysis meth-

od of evaluating the cultural adaptation is used 

quite often in international marketing.

2.3. Baumgartner’s and 
Marcus’ cultural 
dimensions

Marcus (2004) worked on cultural diff erences on 

the web and used a list summarizing the main 

cultural dimensions, which have been high-

lighted by Baumgartner (2003). According to an 

expert survey, the key cultural dimensions in the 

web communication were selected from the list 

mentioned above. The list is topped by the con-

text dimension, defi ned as the quantity of infor-

mation needed in a given situation (3.73 out of 

possible 4 points). The second dimension is tech-

nological development (3.24 points), which is very 

important for interface design. Uncertainty avoid-

ance ranks third (3.21 points), and it is estimated 

that each interface should reduce the uncertainty, 

in particular at the moment of decision-making 

on the Internet purchase, so technological de-

velopment is closely linked to the reduction of 

uncertainty. The dimensions of time perception 

and the authority concept were assessed to be 

less important (3.14 and 2.86 points, respectively). 

Cultural dimensions data was collected on the ba-

sis of the expert survey, grouped and ranged by 

statistical average, which shows the importance 

of each dimension on the web.

Cultural impact on web communication was ana-

lyzed by other authors as well; for instance, Singh 

et al. (2003) examined the impact of culture on de-

sign of websites in diff erent countries. They used 

six dimensions described by 23 cultural categories 

(Singh et al., 2005), out of which four correspond 

to Hofstede’s dimensions: power distance, collec-

tivism, individualism, uncertainty avoidance. Two 

other dimensions used by Singh et al. (2003) are 

linked to the context – the cultural dimension, 

which was already described by Edward T. Hall. 

Hall (1976), divided cultures into ones of rich and 

poor context. In rich context cultures information 

is usually transmitted visually, by gestures and 

voice, while in poor context cultures communica-

tion is mostly laconic, informative and based on 

codes, facts and clear wording.

Thus, diff erent authors mentioned above pro-

posed a dimensional approach to the analysis of 

cultural diff erences. The main similar dimensions 

mentioned in diff erent models are linked to the 

understanding of authority (power distance, hi-

erarchy and authority concept), relations within 

society (individualism vs. collectivism, conserva-

tism and autonomies), context (masculinity vs. 

femininity, harmony, mastery), uncertainty avoid-

ance, time perception (long-term vs. short term 

orientation). 
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Only Hofstede’s method has been applied to 

Latvia, Lithuania and Russia. However, these 

countries were also presented in Lewis’ model of 

world cultures.

2.4. Lewis’ model of world 
cultures

Lewis (2008) invoked a visual approach to the 

presentation of cultural diff erences among world 

countries. He described each culture by the ac-

tion-ability and behavior of its representatives, 

dividing cultures into three orientations: multi-

active, linear-active and reactive. According to 

Lewis (2008), the most important elements for 

typically multi-active cultures are: hierarchy, fam-

ily, relationships, emotion, eloquence, persuasion 

and loyalty. The representatives of such cultures 

talk a lot and very emotionally, they are fl exible, 

people-oriented and guided more by feelings 

than by facts. For linear-active cultures the ori-

entation to law, facts, deadlines, concrete results 

and planning is typical. Such people are polite 

but direct, they value truth more than diploma-

cy, stick to facts and like doing only one thing 

at a time, they are job-oriented and plan ahead 

step by step. Typical representatives of reactive 

cultures are guided by intuition; they value face-

saving and are courteous, oriented to network-

ing, common obligations and collective harmo-

ny. Lewis (2008) put the countries on the ribs of 

a triangle, showing cultural orientations and the 

examples of countries with typical or hybrid cul-

tural orientation (Figure 2). 

In Lewis’ typology, the two Baltic countries – 

Latvia and Lithuania, are considered to be quite 

diff erent in the cultural context. So, Latvia is as-

signed to the countries approximating a linear 

action orientation, which tends to be silent and 

calm and relies on facts, less on intuition but not 

on emotions. Lithuania, by contrast, is consid-

Figure 2: National cultural profi les according to Lewis (2008)2
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ered to be representative of mixed multi-active 

and linear-active countries, tending to be broad-

minded and quite active in communication, rely-

ing on feelings and on facts but not on intuition. 

Russia is placed on the same axis but closer to 

emotional multi-active countries than Lithuania 

– thus, according to Lewis, Russia and Lithuania 

are considered quite similar in terms of commu-

nication activity and diff erent from Latvia. 

However, Latvia and Lithuania as the only coun-

tries belonging to the Baltic languages group 

are quite often perceived to be very similar by 

their culture, way of thinking and perception of 

information. Therefore, there is a question – do 

the companies need to adapt their marketing 

proposals to Latvian and Lithuanian markets 

separately, or can the same marketing strategy 

perhaps be used in order to impact decision-

making of individuals in these countries?

Of course, the markets of Baltic countries are 

quite small and the creation of diff erent market-

ing strategies for each of them may not be cost-

eff ective, so an alternative possibility might be 

considered – to use the strategy oriented to a 

big neighboring market – the Russian market. 

The examples of Baltic countries are taken with 

an aim to fi nd out: (1) whether the representatives 

of the countries, which are perceived stereotypi-

cally to be very similar, can diff er with regard to 

online decision-making, (2) if so – whether there 

are diff erences between them and how these 

diff erences can be used to achieve marketing 

campaign success, (3) if not – the aspects to be 

considered in common marketing planning.

3. CULTURAL ASPECTS IN 
ONLINE PURCHASES 
– METHODOLOGY AND 
RESULTS OF SURVEY

The exploratory survey was based on the ques-

tionnaire, which proposes to the respondents 

from Latvia, Lithuania and Russia to agree or 

disagree with 23 given statements. These were 

formulated in a way that allows an evaluation 

of the extent of agreement with the proposed 

statements on a 7-point scale (see Table 1) and, 

in doing so, an identifi cation of dominant cultur-

al dimensions in the perception of respondents 

during online purchases. This research covered 

the answers of 189 respondents, 27% of them re-

siding in Latvia, 41% in Lithuania and 32% in Rus-

sia. The response rate was 25%. The distribution 

of respondents by age and their demographic 

profi le by countries are provided in Figure 3.  

In this survey females were more active and 

young public prevailed as the survey was tar-

geted at online purchasers. Thus, while the 

conducted survey cannot be considered to be 

representative of the entire society, its results can 

give an idea of the priorities, possible similarities 

and diff erences in the cultural aspect of online 

Figure 3: Demographic profi le of respondents
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purchases. The statements presented to the re-

spondents are provided in Table 1, with mean val-

ues of agreement assigned to respondent coun-

tries (where “1” means disagreement and “7” full 

agreement). The statistical analysis of the data set 

was conducted by means of the SPSS package. 

Table 1: Grouped statistics of agreement with proposed statements
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As the center value of a 7-point scale is 4, the 

agreement was expressed when mean values ex-

ceeded 4 points, and disagreement when mean 

values were below 4. When the mean values of 

dimensions varied around the center value (4) 

and the diff erence from it was not statistically 

signifi cant, respondents were considered to be 

quite indiff erent to the proposed statements of 

such dimensions. 

After a one-sample t-test with the signifi cance 

level of 0.05, such cases of the mean equality to 

the center of the scale (“4”) were identifi ed: for 

Latvia – Context dimension, for Lithuania – Un-

derstanding of authority and Intuition in online 

purchases, for Russia – Understanding of author-

ity and Relations in society dimensions as well as 

Feelings and Intuition in online purchases. Thus, 

it can be assumed that the mentioned cultural 

dimensions and psychological aspects of e-pur-

chasers from the said countries are not pivotal. As 

concerns the remaining dimensions, the diff er-

ences from the center are statistically signifi cant; 

therefore, respondents are more determined 

Table 1. Continued
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and, in particular, they show their predisposition 

to high uncertainty avoidance, long-term orien-

tation and facts-based decisions. 

According to the survey results, the following 

short characteristics of the countries’ cultural 

profi les can be given with relevance for online 

purchases:

Latvian respondents may be characterized as 

low power distance-minded in online purchases; 

they do not consider the e-off ers presented by 

top managers or guaranteed by the Government 

and local capital to be more attractive. Hence, 

e-off ers can be successfully presented by small 

or medium-sized businesses in a manner that is 

near to people. The attitude to collective values 

in the online purchases of Latvian respondents 

is quite indiff erent, and a tendency to individu-

alistic values can be observed; so, during e-pur-

chases, Latvians do not consider the possibility 

of being involved in charity and are indiff erent to 

the collective culture or common society goals 

(such as environment protection) when making 

e-shopping decisions. It shows that the e-off er 

oriented to the Latvian market should highlight 

the importance of individuality of each customer 

and the value of such an off er for him/her person-

ally. The information provided to the e-customer 

should be clear, exhaustive and the purchase pro-

cedure intuitive, as Latvian respondents showed 

quite high uncertainty avoidance and tendency 

to base their decisions on knowledge. However, 

the content of the e-off er should be emotionally 

close to a potential e-customer, because Latvian 

respondents indicated feelings and intuition as 

being important to them in decisions on e-pur-

chases. The long-term partnership can be more 

attractive to Latvian customers than one-time or 

short business relations. 

An analysis of the Pearson correlation showed a 

link between long-term orientation and power 

distance (0.671, Sig. 0.000) – respondents ori-

ented to long-term business relations are high 

power-distance minded. Moreover, there is a 

direct correlation between long-term orienta-

tion and the importance of knowledge in deci-

sion-making (0.525, Sig. 0.000). Therefore, Latvian 

respondents oriented to long-term business re-

lationships trust facts and seek solid and stable 

business partners. On the other hand, if a cus-

tomer is apt to follow his/her intuition in deci-

sion-making, feelings will be important to him/

her as well (0.458, Sig. 0.001). 

Lithuanian respondents are indiff erent to power 

distance in online purchases but put greater trust 

in big companies. They are mindful of environ-

ment protection when choosing products and 

trust the companies with pronounced collective 

values more than others. Lithuanians accept tra-

ditional gender roles; in online purchases, they 

are pragmatic and focus on the facts and knowl-

edge more than they do on emotions. So, e-of-

fers should include detailed factual information 

and show an estimated value of the e-off er not 

only for the individual but for society as a whole. 

Lithuanian respondents demonstrated high un-

certainty avoidance and long-term orientation 

in online purchases. The analysis of correlation 

showed a link between uncertainty avoidance 

and the role knowledge (facts) in the decision-

making process (0.533, Sig. 0.000). Thus, Lithua-

nians make their decisions on online purchases 

mostly according to the collected information 

on the respective e-off er and retailer; they can 

dedicate additional time to research relevant in-

formation, allowing for better decision-making.

Russian respondents are inclined to traditional 

gender roles and information provision in a poor 

context mode. Knowledge and available factual 

data impact their e-purchase decisions more 

than do feelings or emotional eff ects. There is 

a considerable inverse correlation between the 

disposition to poor context and the roles of feel-

ings (-0.449, Sig. 0.000) and intuition (-0.393, Sig. 

0.002) in decision-making. On the other hand, a 

direct correlation between the inclination to poor 

context and knowledge importance in decision-

making (0.462, Sig. 0.000) was demonstrated as 

well. Such data leads us to believe that the more 

respondents are disposed to be guided by feel-

ings and intuition in decision-making the more 

they would appreciate a rich context mode of 

e-off ers. The majority of Russian respondents in 
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this survey demonstrated their propensity to be 

guided by facts and knowledge (rather than feel-

ings or intuition) on e-purchases; thus, poor con-

text e-off ers should be more prominent on the 

Russian e-market. Moreover, Russians are highly 

uncertainty avoidant and long-term oriented 

in online purchases. Their uncertainty avoid-

ance directly correlates with the importance of 

knowledge and facts in decision-making (0.385, 

Sig. 0.002). Therefore, the e-off ers intended for 

the Russian market should be very precise and 

detailed, providing more factual and trustwor-

thy information (which may be checked) about 

the off ered product (or service) and the e-retailer 

itself, as Russians are inclined to spend additional 

time on fi nding out more about a potential e-

business partner before the e-purchase.  

A summary of the means of examined cultural 

dimensions and psychological aspects of deci-

sion-making illustrated in Figure 4 demonstrates 

dominant dimensions as well as similarities and 

diff erences between e-purchasers by the coun-

try of residence. 

 

The observed link between the roles of facts and 

feelings in decision-making is logical: the more 

the respondents of any country rely on facts the 

less important for them are feelings during on-

line purchases. According to the survey results, 

the respondents from Latvia, Lithuania and Rus-

sia are quite close with regard to their attitude to 

cultural dimensions; for example, they are indif-

ferent to power distance or are low power-dis-

tance minded but have aptitude for poor con-

texts and a traditional gender role perception. 

As concerns other dimensions, Latvian e-pur-

chasers seem to diff er slightly from the residents 

of Lithuania or Russia – this is coherent with a 

separation of these countries in the Lewis (2008) 

model. Nevertheless, these diff erences are not 

drastic and the cultural attitudes of respondents 

from the surveyed countries do not clasg, as ex-

pected after the analysis of Hofstede’s indices. 

In a bid to identify which of the observed diff er-

ences among countries are statistically signifi -

cant, the data was subjected to the Independ-

ent Samples t-test for the equality of means with 

Levene’s test. It showed a statistically signifi cant 

diff erence (at the 0.05 signifi cance level) be-

tween Lithuanian and Latvian e-customers in 

the perception of Uncertainty avoidance (equal 

variances assumed: F 3.39, Sig. 0.068; mean dif-

ference 0.416), Long-tem orientation (equal vari-

ances assumed: F 0.319, Sig. 0.573; mean diff er-

ence 0.592), Understanding of authority (equal 

Figure 4: Mean values of agreement with the statements describing dimensions by countries
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variances not assumed; mean diff erence 0.535), 

Relations in society (equal variances not as-

sumed; mean diff erence 0.749), the role of Feel-

ings in decision-making (equal variances not as-

sumed; mean diff erence -0.748) and the role of 

Intuition in decision-making (equal variances not 

assumed; mean diff erence -1.095).

In case of the comparison between Latvian and 

Russian respondents, the statistically signifi cant 

diff erences (at the 0.05 level) were found to exist 

among the following dimensions and psycho-

logical aspects: Long-term orientation (equal 

variances assumed: F 0.211, Sig. 0.647; mean dif-

ference -0.956), the role of Feelings in decision-

making (equal variances assumed: F 3.643, Sig. 

0.059; mean diff erence 0.969), the role of Facts 

in decision-making (equal variances assumed: F 

0.116, Sig. 0.734; mean diff erence -0.637), the role 

of Intuition in decision-making (equal variances 

not assumed; mean diff erence 0.908) and Uncer-

tainty avoidance (equal variances not assumed; 

mean diff erence -0.639).

As concerns the comparison between Lithuania 

and Russia, the diff erence on only one dimen-

sion was found to be statistically signifi cant (at 

the 0.05 level) – namely, Long-term orientation 

(equal variances assumed: F 0.008, Sig. 0.930; 

mean diff erence -0.365).

Thus, the analysis that was conducted revealed 

an interesting situation: according to the number 

of dimensions, where statistically signifi cant dif-

ferences were found, the two Baltic countries, 

neighbors and the only members of the same 

language family are less similar between them 

in online purchases than either of them is to Rus-

sia. However, the values of means diff erences 

between Latvia and Lithuania are smaller than 

those between Latvia and Russia.

Figure 5 is provided for the purpose of complex 

analysis of the diff erences and similarities iden-

tifi ed among the surveyed countries, with the 

values of statistically signifi cant diff erences indi-

cated in the brackets. 

Figure 5: Diff erences and similarities of cultural 

and psychological attitudes in online 

purchases

Latvia has the largest number of deviations 

in relation to the other two countries consid-

ered while Russia displayed the largest number 

of similarities. The diff erence in time percep-

tion was identifi ed among all three countries 

– Latvian e-customers are less inclined to keep 

long-term contacts and can be more oriented to 

quick-purchases than Lithuanian and Russian on-

line customers while the residents of Russia tend 

to base their online purchase decisions on earlier 

purchase experiences, relations with individual 

retailers and loyalty considerations. Hence, the 

loyalty and trust development strategy could 

prove more eff ective in the Russian market than 

in the markets of Latvia or Lithuania; as the e-

customers in Baltic countries showed more fl ex-

ibility about long-term orientation in the survey, 

they might switch between e-retailers more 

easily than those in Russia and are not prepared 

to spend a long time searching for a particular 

long-term partner as Russians are.  

Other discovered diff erences are pertinent to 

Latvia’s case. While Latvian online customers do 

not like uncertainty in their e-purchases, they are 

more relaxed about it than their counterparts in 

Lithuania and Russia. Thus, the strategy of sim-

plifying the e-purchase process and maximizing 
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the comprehensibility of the information pro-

vided on the e-off er, which is indispensable for 

the countries with high uncertainty avoidance, 

would be eff ective in case of all three respond-

ent countries despite the diff erences identifi ed 

among them.

The same situation can be observed with regard 

to role of factual information in decision-mak-

ing – the provision of facts is seen as necessary 

in the e-off ers in all three countries. However, 

Latvian e-customers are signifi cantly more im-

pacted by feelings and intuition when deciding 

on online purchases; the role of these aspects is 

as important to them as is the role of facts while 

Russians and Lithuanians put more trust in facts 

and are quite indiff erent to the emotional part of 

the e-purchase. Therefore, the e-off ers oriented 

to the Latvian market should appeal to custom-

ers’ feelings and create an emotional basis for the 

purchase. 

Thus, the choice of the Russian cultural model 

for online purchases would be rational, as (1) 

such a model would be suitable not only for Rus-

sian but for Lithuanian online customers as well, 

(2) it is acceptable to some extent to Latvian on-

line customers too, (3) Russia’s market is big and 

promising, so investing in the adaptation to Rus-

sia’s online market should prove to be the most 

rewarding. 

4. CONCLUSIONS

The extensive use of IT and the Internet in busi-

ness has created the need to adapt marketing 

strategy and implementation to a new digital en-

vironment. However, the analysis provided in this 

paper showed that the adaptation to the rules of 

the digital world is not the only challenge when 

doing business online. Marketing campaigns on 

the Internet cannot ignore cultural diff erences 

among e-customers. The awareness of the diff er-

ences in the perception of marketing actions by 

various cultures provides a competitive advan-

tage to business as the e-commerce experience 

has shown clients to be more positive about the 

marketing actions which are tailored to their cul-

tural and personal peculiarities. 

The analysis of the answers provided by Latvian, 

Lithuanian and Russian respondents showed the 

cultural dimensions which are important during 

online purchases in case of each country. The 

profi les of surveyed countries described by Hof-

stede’s indices and by the Lewis cultural model 

diff er from the attitude to the cultural dimensions 

expressed by e-purchasers from these countries. 

Thus, there is a need to correct the commonly 

accepted country cultural profi les to the online 

arena since e-purchasers can represent a part of 

the society that diff ers signifi cantly in its deci-

sion-making from society in general. 

The survey showed that the requirements pre-

sented by the three countries all point in the 

same direction: high uncertainty avoidance, 

need for detailed factual trustworthy informa-

tion in e-off ers and a clearly described value of 

e-off ers as well as the orientation to long-term 

business relations. However, the analyzed coun-

tries diff er by the degree to which these are 

expressed – the most demanding customers 

in online purchases are Russia’s residents while 

the Latvian and Lithuanian e-purchasers are less 

strict in their demands. Thus, the e-off er adapted 

to the most exacting (Russian) audience should 

be able to satisfy Latvian and Lithuanian markets, 

which are more tolerant in terms of the cultural 

presentation of e-off ers.  

Nevertheless, the conducted analysis of research 

results highlighted the peculiarities to keep in 

mind when tailoring the e-off er to Baltic mar-

kets, in addition to the requirements raised by 

the Russian market: Latvian respondents need 

personal emotional appeal in e-off ers since in-

tuition and feelings are important to them in e-

purchases; also, they focus on personally getting 

the value out of e-off ers, unlike Lithuanian e-pur-

chasers who, apart from detailed information on 

the e-off er itself, would appreciate a more de-

tailed description of its value for society as well 

as its impact on the environment. 
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It can be concluded that a Russia-oriented e-of-

fer model could be acceptable as the basis and 

then tailored to the peculiarities of Latvian and 

Lithuanian markets, thus allowing localization 

expenses to be kept at a cost-eff ective level.

However, the results of the survey presented 

here should be checked on larger audiences. 

They might prove to deviate depending on the 

e-commerce sector, age and income of target 

groups. Nevertheless, the survey is believed to 

be useful in the initial stage of the e-off er ad-

aptation to target markets as well as for further 

research of this issue.
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Endnotes

1  The description of this dimension is taken from http://geert-hofstede.com/dimensions.html 
2  The basis for this picture is borrowed from www.crosscultur.com




