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This research explored cross-national and sub-national differences in the success
factors of customer relationship management. Through analyses of consumer data, this research identified
the cultural dimensions of individualism, uncertainty avoidance, masculinity, and long-term orientation
as well as consumers’ financial situation, age, and gender as moderators of consumer behavior. Based on
this mechanism, this research elucidated cross-national differences in consumer behavior as well as
differences among sub-national regions and ethnic groups. In addition, analyses of firm data revealed
that the success factors in the operational processes of new product development are contingent upon the
cultural dimensions of power distance and long-term orientation. The results of this research project
would enable firms to more effectively adjust their customer relationship strategy to local consumer
needs in order to enhance their long-term profitability.
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