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A B S T R A C T

Each year, clients spend large sums on professional services, such as accounting services, legal services and
consulting services. While research has found significant cross-country differences in organizations’ spending on
professional services, we do not know why they occur. Inspired by the organizational buying behavior literature,
this paper investigates the influence of national culture on the use of professional services, particularly man-
agement consulting services. As the use of professional services involves considerable uncertainties—particularly
for the buyer—it can be assumed to be influenced by cultural differences regarding the level of Uncertainty
Avoidance, Individualism and Masculinity. By drawing on two independent cross-country studies, we show that
organizations in high uncertainty avoidance and individualistic cultures use professional services less than or-
ganizations in low uncertainty avoidance and collectivist cultures. We found no relationship between Hofstede's
dimension of Masculinity and the use of professional services. The findings contribute to the theorizing on how
the cultural context influences organizational buying behavior and the purchasing of professional services.

1. Introduction

Although buyers and suppliers are increasingly acting on global
markets, the research investigating potential cultural differences in
organizational buying behavior has been surprisingly sparse. The lim-
ited existing research has pointed at variations in a number of aspects of
purchasing behavior across national contexts, including the content of
the purchasing process (e.g., Pemer et al., 2014a), the buyer-supplier
relationship (e.g., Cannon et al., 2010), the make-or-buy decision (e.g.,
Pagell et al., 2005), the involvement of different departments in the
purchasing process (e.g. Banting et al., 1991, 1985), and the value
creation in supply chains (e.g., Davis et al., 2014).

This study seeks to add to the research on how purchasing behavior
varies across national contexts, which is a rather neglected area in the
purchasing and supply chain literature. Particularly, we investigate the
relationship between culture and organizations’ use of suppliers of
professional services, namely, management consulting (MC) services. In
an increasingly complex, changing and challenging business environ-
ment, many organizations draw on external knowledge, expertise and
advice to strengthen their competitiveness (Bergh and Gibbons, 2011;
Mudambi and Tallman, 2010; Reihlen and Werr, 2012), which has led
to significant increases in organizations’ spending on consulting

services (see FEACO, 2016; Pemer et al., 2014a) and has positioned
management consultants as central players in the modern economy
(Muller and Zenker, 2001).

The literature on the purchasing of professional services in general,
and MC services in particular, has so far focused on different stages of
the purchasing process including selection (e.g., Patterson, 1995;
Sonmez and Moorhouse, 2010), contracting (e.g., Homburg and Stebel,
2009; Sieweke et al., 2012), specification (e.g., Gelderman et al., 2015),
and performance evaluation (e.g., La et al., 2009; Patterson and Spreng,
1997). Additionally, research has analyzed the involvement of pur-
chasing departments in the procurement process (e.g., Ellram and Tate,
2015; Luzzini et al., 2014; Werr and Pemer, 2007), the company's de-
cision to outsource professional services (e.g., Ellram et al., 2008), and
the design and management of the (professional) service supply chain
(e.g., Ellram et al., 2004; Giannakis, 2011). Interestingly, the client
organization's preceding decision of whether to use MC services in the
first place has been neglected. This gap is surprising given the con-
siderable cross-country differences in organizations’ use of consulting
services (Keeble and Schwalbach, 1995; Miles, 2005). For instance, the
size of the MC sector as a percentage of the gross domestic product
(GDP) varies widely across countries, from a maximum of approxi-
mately 1.2% for the UK and Germany to a minimum of 0.09% in Poland
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and Greece (FEACO, 2011).
This lack of research has generated calls to investigate the reasons

for cross-country differences in firms’ use of professional services,
particularly MC services (e.g., den Hertog, 2000; Faulconbridge and
Muzio, 2012; Kipping and Wright, 2012; Sturdy, 2011). Understanding
reasons for the cross-country differences is important for suppliers
selling consulting services as well as for buyers and policy makers,
given that these services create several monetary and non-monetary
benefits for clients (Aarikka-Stenroos and Jaakkola, 2012). For in-
stance, management consultancies have been found to facilitate the
transfer of innovation and knowledge between firms and initiate and
develop innovations in interaction with their clients (e.g., Back et al.,
2014; D'Antone and Bonomi Santos, 2016).

In the current paper, we apply an organizational buying behavior
theoretical lens (Sheth, 1973; Webster Jr and Wind, 1972) and view
organizations’ buying decisions as influenced by the cultural environ-
ment that determines the values and norms guiding interorganizational
and interpersonal relationships (Webster Jr and Wind, 1972). We will
thus explore culture as an explanatory variable of cross-country dif-
ferences in the use of consulting services. The paper contributes to the
purchasing and supply chain literature in two ways. First, it contributes
to the research on the role of culture in organizational buying behavior.
Previous studies have shown that culture affects several aspects of or-
ganizations’ purchasing and supply chain management (Davis et al.,
2014; Pagell et al., 2005; Pemer et al., 2014a). This study adds to this
line of research by providing insights into the role culture plays in the
preceding decision of whether to hire external suppliers of management
expertise and advice, which marks the first step in the purchasing
process (Ellram et al., 2007). Thereby, the study underlines the im-
portance of culture in purchasing and supply chain management.
Second, and related to the first contribution, the study contributes to
research by establishing a conceptual link between cultural dimensions
and the use of management consultants by means of their effects on
consulting buyers’ perceived uncertainties and tolerance for uncertainty
related to service purchasing. Third, the study adds to the growing
literature on (professional) services in the purchasing and supply chain
management literature (e.g., Ellram and Tate, 2015; Ellram et al., 2007;
Fu et al., 2013; van der Valk and Axelsson, 2015). Research has shown
that the purchasing of services is perceived as much more difficult than
the purchasing of goods by purchasing professionals (e.g., Smeltzer and
Ogden, 2002) and that professional services are among the most chal-
lenging types of services to purchase (Ellram et al., 2008; van der Valk
and Rozemeijer, 2009). Therefore, calls have been made to paying
greater attention to (professional) services and how service character-
istics affect organizational buying (e.g., Ellram et al., 2004, 2007). This
study adds to this line of research by arguing that uncertainties in-
volved in dealing with MC services (performance uncertainties, rela-
tional uncertainties, psychosocial uncertainties), following from service
characteristics, act as a potential barrier to their use by organizations in
certain cultural contexts. This provides a basis for further research on
the role of uncertainty in understanding cross-country differences in
purchasing and supply chain management.

2. Literature review

2.1. Organizational buying behavior

Organizational buying behavior (OBB) as a research stream
emerged as a reaction to the emphasis on “rational” factors in economic
and purchasing research in the 1960s and 1970s (Sheth, 1973, 1996;
Webster Jr and Wind, 1972). It views organizational buying decisions
as the outcome of processes influenced by the individuals involved (the
buying center), the nature and composition of the buying center, the
organization, and the environment, including the cultural environment
(Webster Jr and Wind, 1972). In a review of Nordic purchasing and
supply management research, OBB has been identified as the fourth

most common theoretical lens (following the IMP school, transaction
cost economics and the resource-based view) (Johnsen et al., 2016).

OBB triggered considerable research on the buying center (the
collective of individuals involved in the buying process), its con-
sequences for the buying decision process and its antecedents in terms
of the organization's characteristics and the characteristics of the
goods/services to be purchased, which has lasted until today (see, e.g.,
Brown et al., 2011; Makkonen et al., 2012; McCabe, 1987; Rajala and
Tidström, 2017; Spekman and Stern, 1979). The role of the larger en-
vironment in general and the cultural environment more specifically in
the buying decision has, however, received considerably less attention
(Sheth, 1996), although there are some notable exceptions that have
analyzed, among others, how culture affects the source location deci-
sion making (e.g., Carter et al., 2010) and buyers’ expectations of
supplier performance (e.g., Steward et al., 2010).

OBB, as a socio-cognitive approach to sourcing (Shook et al., 2009),
assumes that organizational buying decisions are made by interacting
individuals in buying groups or centers (McCabe, 1987; Spekman and
Stern, 1979), who are embedded in and influenced by the organiza-
tional context (e.g., interorganizational and interpersonal relationships)
and by the national context (e.g., cultural values) (Webster Jr and
Wind, 1972). When making buying decisions, organizational actors are
viewed as boundedly rational and guided by a complex set of motives
relating to both organizational (task) and personal (non-task) interests.
Task motives may include purchasing the “right” quality at the “right”
price, while non-task motives may include striving for a promotion
(Webster Jr and Wind, 1972). Based on Cyert and March's (1992) be-
havioral theory of the firm, Webster and Wind (1972) identified the
reduction of uncertainty as a key motive in the buying decision process,
potentially leading to decision avoidance and maintenance of the status
quo. OBB research thus provides a conceptual link between culture and
the buying decision by establishing uncertainty reduction as a key
motive of the organizational buyer (Gao et al., 2005). A decision to use
consultants is thus assumed to be made in the context of whether it
comes with tolerable levels of uncertainty. Consulting services re-
present discretionary spending, i.e., there is no legal obligation to hire
management consultancies, but client organizations can voluntarily
decide whether or not they use these services. Therefore, we assume
that buyers’ uncertainty reduction motives are especially salient in this
context. What is perceived as “tolerable” uncertainty is viewed as a
consequence of both differences in experienced uncertainty (e.g., the
risk of opportunistic behavior) and the tolerance for uncertainty. In the
remaining parts of the literature review, we will first elaborate on the
specific uncertainties involved in the purchasing of consulting services
and then develop hypotheses regarding how cultural dimensions are
related to the use of MC services through the influence of the cultural
dimensions on organizational actors’ perceived and tolerated un-
certainty.

2.2. Uncertainties involved in purchasing consulting services

The purchasing and use of services in general and professional
services specifically is related to high levels of uncertainty (Glückler
and Armbrüster, 2003; Mitchell et al., 2003; Wynstra et al., 2017). This
uncertainty is driven by specific characteristics of services. The service
characteristics most often mentioned in previous research are intang-
ibility (the main object of exchange is non-physical), heterogeneity
(similar services may differ considerably due to adaptations to the
customer), inseparability (value of the services is co-produced by the
buyer and supplier) and perishability (services are impossible to store)
(Wynstra et al., 2017; Zeithaml et al., 1985). The service characteristics
make it difficult for clients to assess service quality and evaluate pro-
viders’ qualifications, both ex-ante (e.g., what shall be judged as the
service does not yet exist and can vary considerably in different con-
texts) and ex-post (e.g., if the service is co-produced, who is to blame
for sub-standard service?) (Ellram et al., 2007; Wynstra et al., 2017). In
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the context of professional services, these uncertainties are further
fueled by high information asymmetry between clients and profes-
sionals since clients lack knowledge about how professionals do their
job and what they do (Sharma, 1997). In relation to MC services spe-
cifically, uncertainties further derive from the discretionary nature of
consulting spending, making it contestable (Furusten and Werr, 2005),
and the organizational context of purchasing where managers’ deci-
sions to hire consultants are made in the intersection between multiple
stakeholders with partly different interests, including peer managers,
affected employees, purchasing professionals and superiors (O'Mahoney
et al., 2013). Three types of uncertainties specifically related to the use
of MC services are often discussed: performance uncertainty, relation-
ship uncertainty and psychosocial uncertainty (Glückler and
Armbrüster, 2003; Mitchell et al., 2003; Pemer and Werr, 2013).

Performance uncertainty concerns clients’ difficulties in judging the
competence and performance of management consultants and is closely
related to management consulting services’ intangibility, heterogeneity
and inseparability. Consulting projects are typically expensive and
strategically important, which makes the assessment of consultants’
expertise, as well as of their performance, an important task for orga-
nizations (Ellram and Billington, 2002; Mitchell, 1994; Smeltzer and
Ogden, 2002). However, the assessment of both is a challenge for cli-
ents (Ernst and Kieser, 2002; Sturdy et al., 2013); the intangibility and
heterogeneity, partly based on a lack of institutional standards for the
profession (e.g., the lack of a codified body of knowledge) (Alexius,
2007; Alexius and Pemer, 2013), make it difficult for clients to know
what to expect from a consultant, how to identify a qualified con-
sultant, and how to predict the quality and professionalism of a con-
sulting firm (Gallouj, 1997; Glückler and Armbrüster, 2003). The eva-
luation of consulting performance is also difficult after the end of the
project (e.g., Day and Barksdale, 2003; Ellram and Billington, 2002;
Nachum, 1999) because of the service's inseparability, i.e., that the
results of MC depend on the collaboration with the client and may
evolve over the course of the working relationship. Thus, it may be
difficult to define the objectives and metrics against which to evaluate a
consulting assignment and to determine how to assign responsibility
among managers and consultants for project successes and failures
(Glückler and Armbrüster, 2003; Lowendahl, 2005). Furthermore, the
outcome of the project may not be known until long after the project's
termination, which makes it even more difficult for the client to know
when or what to evaluate (Pemer, 2008).

Relational uncertainty derives from consultants’ propensity to behave
opportunistically to the detriment of the client organization (Ellram
et al., 2008). Consultants often have access to confidential information
to make accurate analyses. However, this creates a risk for opportu-
nistic behavior because consultants gain valuable knowledge that could
prove to be detrimental to the client if disseminated to competitors.
Even though client companies can control this uncertainty to some
degree by using non-disclosure agreements, they often cannot prevent
consultants from working for competitors or from applying the
knowledge or experience gained to future projects (Das and Teng, 2001;
Kipping, 2002; Sturdy et al., 2013). Additionally, consultants may ex-
ploit the service's intangibility, heterogeneity and inseparability and the
client's knowledge deficits to behave opportunistically by primarily
acting in their own interests instead of their client's interest (Homburg
and Stebel, 2009; Sturdy, 1997). This uncertainty is amplified when
clients rely on the input of consultants to define the true nature of the
problems and challenges they face or how best to solve them, a con-
dition that is closely related to the service's heterogeneity and in-
separability (Lowendahl, 2005; Schein, 1999). These conditions in-
crease the client's dependency on the consultants to make correct and
non-opportunistic assessments of the situation.

Psychosocial uncertainty, finally, derives from the potential reactions
of others (e.g., employees, purchasing professionals) and the self to
managers’ use of consulting services (Mitchell et al., 2003; Pemer and
Werr, 2013). Managers’ use of consulting services may result in anxiety

and skepticism within the managers’ organization. For instance, the
involvement of consultants in organizational change projects may lead
to critical reactions within the client organization towards consultants
and may inflict self-protective behavior by the client's peers, sub-
ordinates and superiors (Kipping, 2000). Employees may refuse to co-
operate with consultants and may even hide information, which be-
cause of the inseparable nature of the consulting service, may
jeopardize the success of the consulting project and, as a consequence,
the managers’ position and career opportunities (Mitchell, 1994). Fur-
thermore, the increasing involvement of purchasing professionals in the
hiring of consulting services increases the transparency of managers’
use of management consultants and thus increases their vulnerability
because consulting services represent a discretionary spend and thus
are at risk of being contested within the organization (Furusten and
Werr, 2005; O'Mahoney et al., 2013; Werr and Pemer, 2007). The un-
certainties related to the potential reactions of others to managers’ use
of consulting services may have negative consequences for managers
because these reactions may challenge their self-image of being re-
sponsible, competent managers who are in control of the situation
(Bäcklund and Werr, 2008). In fact, researchers have argued that the
hiring of consultants often involves feelings of emotional stress for
managers because they delegate central aspects of their tasks to con-
sultants (Schein, 1999). Additionally, taking advice from consultants
involves the risk of critique against previous actions and decisions,
which can also threaten managers’ self-esteem (Maister, 1997).

Following the above outlined OBB framework that situated the
buying decision processes in a cultural context and pointed at un-
certainty reduction as a key motive guiding organizational buyers’ be-
haviors, we will elaborate on and formulate hypotheses regarding the
link between cultural dimensions and the use of MC services in the
following section.

3. Theoretical framework and hypotheses development

The prior OBB research has argued that the avoidance of un-
certainty is a key motive of organizational buyers and that this un-
certainty is influenced by cultural norms for interorganizational and
interpersonal relationships (Gao et al., 2005; Webster Jr & Wind, 1972).
Cross-cultural research has repeatedly shown that the perception of and
tolerance of uncertainty differs across cultural contexts. “Uncertainty
avoidance” is a recurring dimension in frameworks for mapping dif-
ferences across cultures (see Venaik and Brewer, 2010), arguing that
the tolerance for uncertainty differs across cultural contexts. Culture
has further been argued to influence the extent to which uncertainties
are experienced in business transactions (e.g., Weber and Hsee, 1999).
In the following, we will develop hypotheses based on the argument
that cultural differences between countries affect organizations’ use of
consulting services through culturally induced differences in managers’
tolerance for uncertainty and managers’ perceived uncertainties and
risks involved in buying these services. Because previous OBB research
on the relationship between culture and buying behavior is scarce, we
draw on a broader set of literature, including cross-cultural manage-
ment and international business studies.

In characterizing different cultural contexts, we base our reasoning
on Hofstede's (1980) work. Although his work has been criticized, e.g.,
for conflating national culture with nation-states (Baskerville, 2003) or
organizational culture (McSweeney, 2002), for the data's age (Smith,
2002) and for methodological weaknesses (Fang, 2003), it has exerted a
strong influence on the international business literature (e.g., Kirkman
et al., 2006; Taras et al., 2010) and the purchasing and supply man-
agement literature (e.g., Batenburg, 2007; Chang et al., 2016). More-
over, while the GLOBE project has published more recent data on cul-
ture at the country level2 using categories with similar labels as some of

2 The GLOBE project, which stands for Global Leadership and Organizational
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Hofstede's original dimensions (e.g., uncertainty avoidance, in-
dividualism/collectivism) (House et al., 2004), Hofstede's cultural di-
mensions are closer to the argument that clients might refrain from
using consulting services because of the uncertainties related to the
service (Pemer and Werr, 2013). For instance, whereas uncertainty
avoidance in GLOBE measures rule orientation, Hofstede's uncertainty
avoidance dimension measures the level of stress that individuals ex-
perience in uncertain situations (Venaik and Brewer, 2010), which is
more in line with the OBB-inspired framing of the relationship between
culture and purchasing behavior in this study. Additionally, a recent
study (Beugelsdijk et al., 2015) indicated that although culture at the
country level changes over time, this change is absolute rather than
relative; this indicates that the relative position of the countries on a
certain culture dimension is stable, which suggests that Hofstede's data
can still be used in cross-country research (Beugelsdijk et al., 2015).
While acknowledging the limitations of Hofstede's work (e.g.,
Baskerville, 2003; Brewer and Venaik, 2014), we therefore use his
cultural dimensions in our argumentation and empirical analyses. We
focus on three dimensions that are especially relevant for under-
standing how uncertainties related to the use of MC services differ
between different cultural contexts: Uncertainty Avoidance (UA), In-
dividualism, and Masculinity (Steensma et al., 2000). Hofstede also
identified a fourth dimension, Power Distance, which refers to the ex-
tent to which members in a society expect power to be distributed
equally in organizations and institutions. We decided to exclude this
dimension from our analysis for two main reasons. First, the Power
Distance dimension focuses on hierarchical relationships and especially
the relationship between a manager and subordinates and the accept-
ability and nature of the inequality in this relationship; it is less in-
formative regarding the type of interorganizational, non-hierarchical
relationships and the perception of uncertainty, which are the focus of
this study. Second, research indicates that the Power Distance dimen-
sion correlates strongly with the Individualism-Collectivism dimension,
which raises problems of multicollinearity (Smith, 2006) and limits the
conclusions that can be drawn from the data.3 Because the In-
dividualism dimension has theoretical links to managers’ perceived
uncertainties (Chen et al., 2002), we decided to include Individualism
in the analysis and to exclude Power Distance.

Finally, Hofstede later identified a fifth dimension, “Long-Term
Orientation,” based on findings specifically from China (Hofstede,
1993). However, because this dimension is not part of Hofstede's

original survey to measure national culture, which was conducted in
cooperation with IBM in the 1970s, data are available for only a few
countries. Therefore, this dimension was also excluded from our study.

3.1. Uncertainty avoidance and the use of MC

Uncertainty Avoidance refers to the degree to which the members of
a society feel uncomfortable with uncertainty and ambiguity about the
future (Hofstede, 1999). In cultures in which tolerance for uncertainty
is low (i.e., high UA cultures), people experience significant levels of
stress when confronted with uncertain situations (Venaik and Brewer,
2010), whereas people from cultures with higher tolerance for un-
certainty (low UA) experience uncertainty as less threatening (Richards
and Yang, 2007).

Overall, we suggest that uncertainty avoidance is negatively related
to organizations’ use of MC services. Particularly, managers will per-
ceive the uncertainties involved in buying consulting services (perfor-
mance, relational and psychosocial uncertainty) as stressful and
threatening, which will reduce the use of consulting services. First, we
argue that the level of UA is associated with the perceived performance
uncertainty related to the use of consulting services. For example,
Hofstede (1980) found that managers in high UA cultures are less
willing to make individual and risky decisions than managers in low UA
cultures. Additionally, research found that Uncertainty Avoidance is
negatively related to corporate takeovers, which is explained by a
higher perceived risk regarding the added value of takeovers (Frijns
et al., 2013). The findings suggest that buyers in high UA cultures ex-
perience higher levels of stress and greater risk in uncertain situations.
Therefore, they will show a reluctance to engage in uncertain en-
deavors, such as buying consulting services.

Second, we argue that the level of UA is associated with perceived
relational uncertainties related to the use of consulting services. For in-
stance, Qu and Yang (2015) found that Uncertainty Avoidance is ne-
gatively related to organizations’ use of supply chain collaborations,
which is explained by a higher perceived risk of opportunistic behavior
by the partner. The conclusion is supported by Minkov and Hofstede
(2014b), who found that UA is negatively correlated with trust (see also
Doney et al., 1998). Based on the findings, we argue that buyers in high
UA cultures are less likely to trust consultants and more likely to as-
sume that consultants behave opportunistically. Therefore, they will
experience higher levels of uncertainty and threat when deciding upon
using consulting services, which increases the likeliness of refraining
from assigning consultants.

Third, we argue that the level of UA is associated with perceived
psychosocial uncertainty because change in high UA cultures is perceived
as more threatening and may thus generate more negative reactions
towards managers hiring consultants. This is supported by Hofstede
(1980), who found that people in high UA cultures tend to show more
emotional resistance to change. Furthermore, high UA has been shown
to be associated with a larger fear of failure (McClintock and McNeel,
1966), which increases the emotional pressures on a manager em-
barking on an uncertain change journey, together with consultants over
which (s)he has limited control.

Because cultural norms regarding Uncertainty Avoidance affect the
tolerance for performance, relational and psychosocial uncertainties
and the level of perceived relational and psychosocial uncertainties
when buying and using consulting services, we argue that organizations
in high UA cultures will use less consulting services because they have
less tolerance for uncertainty and perceive higher levels of uncertainty
than organizations in low uncertainty avoidance cultures. We thus
formulate the following hypothesis:

Hypothesis 1. The level of uncertainty avoidance is negatively related to
organizations’ use of MC services.

(footnote continued)
Behavior Effectiveness, is a research project that analyzes culture and leader-
ship in more than 60 countries. The project seeks to develop “empirically-based
theory to describe, understand, and predict the impact of specific cultural
variables on leadership and organizational processes and the effectiveness of
these processes” (House et al., 2002, p. 4). GLOBE researchers started collecting
data to measure national culture at the end of the 1990s and have since then
established an influential research program in the field of international man-
agement.
3 Please note that we ran all models described below with and without Power

Distance. We found a negative relationship between Power Distance and the use
of consulting services for study 1, but there is no such relationship for study 2.
More importantly, our findings did not change when we include Power Distance
as a control variable (except for the relationship between UA and the extent of
using consulting services, which is non-significant when we include Power
Distance). However, our analysis shows that the high correlation between
Power Distance and Individualism-Collectivism in study 1 (r= -0.83) and with
Uncertainty Avoidance in study 2 (r= 0.74) causes problems of multi-
collinearity. For instance, we can see that the coefficient for Individualism in-
creases by ca. 36% (from −0.55 to −0.75) in study 1 when Power Distance is
included in the analysis; similarly, the coefficient for Masculinity increases by
approximately 60% (from 0.15 to 0.24). These are clear signs of the presence of
multicollinearity, which affects the conclusions we can draw from the study.
Because the conceptual link between Power Distance and the use of consulting
services is rather weak, we decided to exclude the dimension from our analysis.
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3.2. Individualism and the use of MC

The cultural dimension of Individualism/Collectivism refers to the
propensity of particular cultures to adhere to and embody more “in-
dividualistic” or “collectivistic” values. In individualistic cultures, in-
dividuals tend to be loosely embedded in social groups and have lower
identification with such groups (Chen et al., 2002); they are forced to
take greater responsibility for their own well-being, but conversely,
they have fewer obligations to others. The independent actor is cher-
ished (Hofstede, 1999). In collectivistic cultures, individuals tend to be
deeply embedded in groups and have stronger identification with those
groups; they feel responsible for the welfare of their groups, and the
groups function as sources of support and care for group members.
Dependence on others is seen as unproblematic (Hofstede, 1999).

We expect that the level of individualism influences organizations’
use of consulting services in two ways. First, the Individualism-
Collectivism dimension may influence the relational uncertainties in-
volved in the use of MC. Doney et al. (1998) argued that the cultural
dimension of Individualism is related to higher self-orientation, more
competitive modes of interaction, looser interpersonal ties and a lower
degree of loyalty to other people, whereas Collectivism is related to
stronger group orientation, cooperative modes of interaction, strong
interpersonal ties and higher levels of loyalty. This indicates a higher
risk of opportunistic behavior by business partners in individualistic
cultures and, thus, higher perceived relational uncertainties. Previous
studies provide evidence for this claim by Doney et al. (1998). For in-
stance, Sakalakil et al. (2007) showed that the level of Individualism is
positively related to economic opportunism. Similarly, Ryu et al. (2012)
found that firms from collectivistic cultures were less likely to behave
opportunistically than firms from individualistic cultures. These find-
ings indicate that organizations in individualistic cultures are subject to
greater relational uncertainties when using consulting services than
organizations in collectivist cultures, thus increasing buyers’ perceived
uncertainties.

Second, the Individualism-Collectivism dimension may influence
the psychosocial uncertainties involved in the use of MC. Individualism
reflects strong norms of the independent actor, and reliance on others is
interpreted as a sign of weakness (Chui and Kwok, 2008; Hofstede,
1980). Making oneself dependent on consultants is thus a potential
threat both to the managers’ self-esteem and how they are viewed by
their colleagues (Maister, 1997; Schein, 1999) indicating higher psy-
chosocial uncertainties associated with the use of MC in cultures high in
individualism. These arguments for higher relational and psychosocial
uncertainties in individualistic cultures allow for us to propose the
following hypothesis:

Hypothesis 2. The level of individualism is negatively related to
organizations’ use of MC services.

3.3. Masculinity and the use of MC services

Hofstede's Masculinity/Femininity dimension describes cultures’
adherence to more “masculine” or “feminine” values (Hofstede, 1999).
Cultures that score high on the Masculinity dimension tend to value
performance orientation, competitiveness, independence and asser-
tiveness, and view collaboration as a zero-sum game. Cultures that
score low on the Masculinity dimension and, thus, are said to be more
feminine are more participative, consensus-seeking, relation-oriented,
nonassertive and collaborative, focusing on collaboration as a win-win
situation (Hofstede, 1980).

We argue that the level of masculinity is associated with perceived
relational and psychosocial uncertainties. First, masculinity is related to
perceived relational uncertainties because it affects the perceived risk of
opportunistic behavior. For instance, Doney et al. (1998) argued that
because of the appreciation of competitiveness in masculine societies,
there is a higher risk that cooperation partners will behave

opportunistically and attempt to take advantage of their business
partners (see also Schepers, 2006). Similarly, Johnson and Droege
(2004) argued that the risk of opportunistic behavior in principal-agent
relations is lower in feminine societies than in masculine societies;
because of the higher value of harmony in feminine societies, agents’
goals are more likely to be aligned to principals’ goals, which reduces
the risk of opportunistic behavior (see also Brock et al., 2008). Because
the risk of opportunistic behavior is greater in masculine than in fem-
inine societies, we argue that the perceived relational uncertainties
when hiring consultants are higher in masculine than in feminine so-
cieties.

Second, we propose that masculinity is associated with perceived
psychosocial uncertainties. According to Hofstede (1980), the in-
dependent and self-reliant decision maker is a strong ideal in masculine
cultures (see also Harzing and Hofstede, 1996). The hiring of outside
experts, such as management consultants, may threaten this ideal
(Schein, 1999), which increases uncertainty in relation to both self-
esteem and how managers hiring consultants will be judged by their
peers. Against the background of these arguments for higher perceived
relational and psychosocial uncertainties in masculine countries, we
formulate the following hypothesis:

Hypothesis 3. The level of masculinity is negatively related to
organizations’ use of MC services.

4. Research design

To study culture's influence on organizations’ use of MC services, we
have conducted two independent studies. In these, we follow Hofstede's
work and use the term national culture to capture the organizations’
cultural contexts. Thus, while we acknowledge that cultures might not
be confined to national borders only and that countries might have
several cultures, we use countries as a proxy to study the cultural
context. This approach is supported by recent research that has shown
that although countries are culturally heterogeneous, the cultural het-
erogeneity within a country is much smaller than the cultural hetero-
geneity between countries (Minkov and Hofstede, 2012, 2014a), which
suggests that national culture is a meaningful concept.

4.1. Study 1

4.1.1. Data
We use publicly available secondary data on firms’ use of consulting

services from the Management, Organisation and Innovation Survey of
the European Bank for Reconstruction and Development (EBRD) and
the World Bank.4 The EBRD-World Bank Management, Organisation
and Innovation Survey was conducted between October 2008 and No-
vember 2009 in twelve countries (Belarus, Bulgaria, Germany, India,
Kazakhstan, Lithuania, Poland, Romania, Russia, Serbia, Ukraine and
Uzbekistan). Trained interviewers from market research companies
surveyed senior managers in the firms to ensure the reliability of the
data. The firms were randomly selected and are representative of a
country's manufacturing sector (for more information, see European
Bank for Reconstruction and Development, 2008). We excluded two
countries (Kazakhstan and Uzbekistan) because we lack data regarding
Hofstede's cultural dimensions for these countries. Our final sample
consisted of 1319 firms from ten countries (average number of firm
observations per country: 131.9).

4.1.2. Variables
4.1.2.1. Dependent variables. Based on the theoretical framework,
which suggests that buyers are influence by uncertainty avoidance

4 The data can be downloaded for free from the website of the EBRD (http://
www.ebrd.com/what-we-do/economic-research-and-data/data/moi.html).
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motives that may lead them to avoid decisions and maintain the status
quo (i.e., not hire rather than hire consultants) as perceived uncertainty
increases and tolerance for uncertainty decreases, the use of consulting
services was operationalized as a binary variable of use vs. non-use of
consultants. We thus used firms’ self-reported use of consulting services
(“Has this establishment ever hired an external consultant to help
improve an area of its management?”) as a dependent variable. The
variable was coded 1 if the firm has ever used consulting services and 0
if it had not. Of the 1319 firms in our sample, 523 have used consulting
services (39.7%).

Uncertainty in relation to the use of consultants is not only produced
in the commissioning and supplier selection phase but also during de-
livery. Thus, uncertainty avoidance motives may also lead to a more
limited use of consultants among firms who chose to use consultants in
cultural contexts where perceived uncertainty is higher and tolerance
for uncertainty is lower. To explore this possibility, we created a second
dependent variable by using two questions from the MOI survey that
contain information regarding (1) the average number of external
consultants hired by a firm and (2) the average man-days each con-
sultant worked. This information can be used to measure the extent to
which firms use consulting services, which complements the focus of
the first dependent variable (i.e., whether firms use consulting services
at all). We followed the approach outlined by Back et al. (2014) to
combine two questions from the survey to create an aggregate measure
of the extent of consultant use. First, we ran a factor analysis that in-
dicates that the two variables form a single factor (Eigenvalue = 1.40;
proportion of explained variance = 0.70). Second, we formed the
variable using the following formula: extent of consulting use
= average number of external consultants hired x average days worked
by consultants.5 We had usable data from 1236 companies.

4.1.2.2. Independent variables. We used Hofstede's (2001) culture scores
to measure the level of Individualism (minimum: 25; maximum: 67),
Uncertainty Avoidance (minimum: 40; maximum: 95) and Masculinity
(minimum: 19; maximum: 71) within a country. The culture scores
were collected from Hofstede's webpage (www.geert-hofstede.com/
national-culture.html). Because Hofstede included few countries from
the former Soviet Union, we searched for additional data. We found
studies that raise Hofstede's indices in Lithuania (Huettinger, 2008) and
Belarus (Kustin, 2006) and included the scores in our analysis.6

4.1.2.3. Control variables. We included several control variables. First,
we control for firm size (natural logarithm of the number of employees)
because larger firms may have a greater need for consulting services
(Sieweke et al., 2012). Second, consultants might be hired to
compensate for a lack of managerial ability (Werr and Pemer, 2007).
Therefore, we control for firms’ quality of management, which was
measured on a five-point Likert scale (1= worst practice; 5= best
practice) using respondents’ estimation (“Excluding yourself, how well
managed do you think the rest of the establishment is overall?”). Third,
we included top management's industry experience (number of years top
managers have worked in the firm's industry) because previous research
has indicated that it might affect clients’ use of consultants (Fincham
et al., 2008). Fourth, we control for firms’ number of competitors; firms
with a high number of competitors might feel greater competitive
pressure, which in turn might increase the likelihood of their seeking

advice from consultants. The number of competitors was based on the
respondents’ self-assessment using four categories (none, one, two to
five, and more than five); we set “none” as the reference category and
included three dummy variables for the remaining three categories.
Fifth, because firms in different sectors may differ regarding their need
for consulting services, we control for a firm's sector. The MOI survey
distinguished eleven sectors: Food, textiles, garments, chemicals,
plastics & rubber, non-metallic mineral products, basic metals,
fabricate metal products, machinery and equipment, electronics, and
other manufacturing. We set “other manufacturing” as a reference
category and included ten dummy variables for the remaining
categories. Finally, we included a country's gross national income
(GNI) per capita to control for differences in countries’ economic
structures.

4.1.3. Statistical analysis
The first dependent variable was binary coded (use of consulting

services: yes/no), which indicates the use of logistic regression.
However, the firms in our sample were nested in higher-level groups
(i.e., countries), which potentially violates logistic regression's as-
sumption of independence between the observations (Guo and Zhao,
2000). We calculated the intra-class correlation (ICC), i.e., the pro-
portion of the variation in the dependent variable that is explained on
the higher level (i.e., country level), to test whether the nesting of firms
explains a significant amount of the variance. The ICC indicated that
11% of the variance in the dependent variable is explained at the
country level. Therefore, we apply multilevel logistic regression (MLR).
We used the melogit command in Stata 14 with robust standard errors
clustered by country. Following recommendations in the literature
(Enders and Tofighi, 2007), we centered all firm-level variables within
their country cluster.

The second dependent variable was a continuous variable (extent to
which a firm uses consulting services). The ICC indicated that 1.2% of
the variance in the dependent variable is explained at the country level.
Therefore, we apply multilevel regression using the mixed command in
Stata 14 with robust standard errors clustered by country. We also
centered all firm-level variables within their country cluster.

4.1.4. Findings
Table 1 shows the descriptive statistics, variance inflation factors

(VIFs) and correlations for all variables. Previous research has identi-
fied problems of multicollinearity when using Hofstede's cultural di-
mensions (Smith, 2006). In this study, the correlations were relatively
high (rmax = 0.64); however, VIFs indicate no problems with multi-
collinearity.

Table 2 shows the results of the statistical analyses. Model 1a (use of
consulting services as dependent variable) and Model 1b (extent of
using consulting services as dependent variable) include the control
variables. In Model 2a and 2b, the independent variables are added. For
Model 1a and 2a, we report the odds ratio to facilitate interpretation.
The odds ratio indicates the likeliness that an event (e.g., the use of
consulting services) occurs in comparison to the likeliness that it does
not occur (Bland and Altman, 2000). For instance, an odds ratio greater
than 1 (lower than 1) suggests that the probability of an event is greater
(is lower) when the value of a variable is greater. In the first step, we
report the findings with the use of consulting services as a dependent
variable (see Table 2, Model 2a): Regarding the relationship between a
country's level of UA and the use of MC services, the odds ratio (0.98;
p=0.048) indicates that the likeliness of using consulting services is
lower if a country's level of UA is high. Thus, Hypothesis 1 is supported.
Regarding the relationship between a country's level of Individualism
and the use of MC services, the odds ratio (0.98; p=0.153) indicates no
significant relationship. Therefore, Hypothesis 2 is not supported. Fi-
nally, with regard to the relationship between a country's level of
Masculinity and the use of consulting services, the odds ratio (1.01;
p=0.369) is not significant. Therefore, Hypothesis 3 is not supported.

5 Please note that instead of multiplying the variables, Back et al. (2014) built
the sum of the variables. Given that the extent to which a firm uses consultants
can be rather measured by multiplying the number of work days by the number
of consultants, we deviated from Back et al. (2014). However, our results do not
differ when using the other approach.
6We ran all analyses excluding these countries. The findings were similar,

which indicates that they are not affected by the use of different data sources
for the cultural dimensions.
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In the second step, we report the findings with the extent of use of
consulting services as a dependent variable (see Table 2, Model 2b):
Regarding the relationship between a country's level of UA and the
extent of using consulting services, we find a negative and significant
coefficient (b = -0.03; p < 0.001), which supports Hypothesis 1. Re-
garding the relationship between a country's level of Individualism and
the extent of using consulting services, the coefficient is negative and
significant (b = -0.02; p=0.033). Therefore, Hypothesis 2 is sup-
ported. Finally, with regard to the relationship between a country's
level of Masculinity and the extent of using consulting services, we find
a positive but non-significant coefficient (b = 0.00; p=0.796).
Therefore, Hypothesis 3 is not supported.

Overall, the results show that UA is negatively related both to
whether or not firms use consulting services and to the extent of using
consulting services. Furthermore, we find that Individualism is related
to the extent of using consulting services but not to the decision to use
consultants. Finally, Masculinity is neither related to whether firms use

consulting services nor to the extent of using consulting services.
While the firm-level data and the large number of firms represent an

advantage of study 1, the study is limited by the low number of
countries, its focus on manufacturing companies, and its cross-sectional
design. These limitations raise questions regarding the robustness of the
findings and the extent to which the findings are generalizable. To
overcome the limitations, we conducted a second study (study 2) in
which we use data on the consulting industry in 24 European countries
over time (1999–2011) to provide further evidence for the results of
study 1.

4.2. Study 2

4.2.1. Data
For study 2, we collected publicly available data on the turnover of

the consulting industry in 24 European countries from 1999 to 2011
from the annual report of the FEACO—the European Federation of

Table 1
Study 1: descriptive statistics, VIFs, and correlations.

Variables Mean SD VIF 1 2 3 4 5 6 7 8 9 10 11

Level 1 Variables (Firm Level)a
1. Use of consulting services (1= yes) 0.40 0.49
2. Extent of using consulting services 20.43 71.63 0.38
3. Firm sizeb 5.10 0.95 1.01 0.18 0.16
4. Quality of management 3.84 0.79 1.01 − 0.02 0.00 − 0.04
5. Industry experience 18.16 11.29 1.01 0.06 0.03 0.02 0.06
6. Number of competitors (1) 0.03 0.17 1.80 0.02 − 0.01 − 0.00 0.02 − 0.04
7. Number of competitors (2–5) 0.35 0.48 7.47 0.07 0.02 0.07 − 0.04 0.00 − 0.12
8. Number of competitors (> 5) 0.59 0.49 7.68 − 0.06 − 0.01 − 0.08 0.04 0.03 − 0.21 − 0.88
Level 2 Variables (Country Level)c

9. GNI per capita 12,064 13,520 1.92 0.27 0.12 0.08 − 0.07 0.15 − 0.02 0.05 − 0.04
10. Uncertainty avoidance 76.95 19.29 1.69 − 0.15 − 0.02 − 0.02 0.02 − 0.27 − 0.05 − 0.09 0.09 − 0.13
11. Individualism 44.97 15.87 2.89 0.18 0.04 0.24 − 0.12 0.16 0.01 0.05 − 0.06 0.63 − 0.55
12. Masculinity 46.81 15.20 1.80 0.19 0.06 0.23 − 0.06 0.23 0.02 0.06 − 0.07 0.47 − 0.45 0.64

Note: All correlations larger than r= 0.06 are significant (p≤ 0.05).
a n=1319 firms (for use of consulting services as dependent variable); n=1236 (for extent of using consulting services as dependent variable).
b Logarithm.
c k = 10 countries.

Table 2
Study 1: results from the regression analysis.

Variable Model 1a Model 2a Model 1b Model 2b
Use of consulting services Extent of using consulting services

Control variables – Level 1 (Firm-Level)
Firm sizea 1.73*** (.13) 1.73*** (.13) 14.11*** (3.68) 14.16*** (3.71)
Quality of management 0.96 (0.08) 0.95 (0.08) 0.53 (3.51) 0.45 (3.52)
Industry experience 0.99 (0.01) 0.99 (0.01) 0.02 (0.16) 0.02 (0.16)
Number of competitors (1)b 2.84* (1.49) 2.80* (1.34) 8.37 (11.06) 8.23 (11.34)
Number of competitors (2–5)b 2.26* (.88) 2.24* (.82) 11.64 (9.62) 10.90 (10.14)
Number of competitors (> 5)b 1.80 (0.69) 1.82 (0.66) 10.66 (8.57) 10.44 (8.76)
Sector dummies includedc Yes Yes Yes Yes
Control variables – Level 2 (Country-Level)
GNI per capita 1.00** (.00) 1.00*** (.00) 0.00*** (.00) 0.00*** (.00)
Independent variables – Level 2 (Country-Level)
Uncertainty avoidance 0.98* (.01) − 0.15* (.07)
Individualism 0.98+ (0.01) − 0.55*** (.16)
Masculinity 1.01 (0.01) 0.15 (0.10)
N 1319 1319 1236 1236
k 10 10 10 10

Note: Model 1a and 2a show odds ratios with cluster robust standard errors in parentheses; Model 1b and 2b show unstandardized regression coefficients with cluster
robust standard errors in parentheses.

a logarithmized.
b Reference category = no competitors.
c Reference category = other manufacturing.
+ p≤ .10.
* p≤ .05.
** p≤ .01.
*** p≤ .001; two-tailed tests.
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Management Consulting Associations—which published data about the
national consulting markets from its national member associations. The
data are available for free and can be used for research purposes (see
http://www.feaco.org/site-page/feaco-annual-survey-european-mc-
market). We used the above time period because FEACO published
industry turnover data only in the reports for these years. Due to data
availability, some observations are missing. Our total sample comprises
224 observations (average observations per country: 9.3).

4.2.2. Variables
4.2.2.1. Dependent variable. We measured the extent of using
consulting services at the country-level by using the turnover of the
consulting industry relative to the GDP. For instance, in 2007, the GDP
of Germany was approximately 2309 billion Euros, and the turnover of
the consulting industry was approximately 21.7 billion Euros; thus, the
turnover of the consulting industry relative to the GDP was
approximately 0.94%. Using a relative measure has the advantage
that it is unaffected by cross-country differences in the size of the
economy. Data were collected from the FEACO annual reports (FEACO,
2011).

4.2.2.2. Independent variables. We focus on three of Hofstede's cultural
dimensions: Individualism (minimum: 27; maximum: 89), Uncertainty
Avoidance (minimum: 23; maximum: 112) and Masculinity (minimum:
5; maximum: 88). The culture scores were collected from Hofstede's
webpage (www.geert-hofstede.com/national-culture.html).

4.2.2.3. Control variables. First, to rule out the possibility that a
country's economic structure influences the use of consulting services,
we included the services sector ratio of the GDP as a control variable.
Second, Armbrüster and Glückler (2007) revealed an association
between the use of MC services and economic growth. Thus, we
control for the annual GDP growth. Third, because FEACO (2011) data
indicate that the public sector is a heavy user of consulting services, we
included a variable that captures the ratio of government expenditures as
a percentage of the GDP. Fourth, we control for a country's research and
development (R&D) expenditures as a percentage of the GDP because
innovative firms might be heavier users of consulting services (Miozzo
et al., 2016). Data on these four variables were collected from the
World Bank (worldbank.org) and lagged one year. Fifth, to capture
differences in the countries’ economic development, we included a
dummy variable for OECD membership (1= yes). Finally, we included
year dummies to control for year fixed-effects.

4.2.3. Statistical analysis
The data resemble a panel structure with multiple observations for

each country. To make a decision regarding the appropriate data ana-
lysis technique, we applied the Hausman test to analyze whether a
fixed-effects regression or a random-effects regression should be used.
The Hausman test showed that the estimated coefficients of the fixed-
effects and the random-effects model differ significantly (χ2 (13)
= 52.45; p < 0.001), which suggests that a fixed-effects regression is
more appropriate. However, because Hofstede's cultural dimensions do
not vary over time within our sample, a fixed-effects regression cannot
be used to test the hypothesized relationships. To overcome the pro-
blem, we used the so-called hybrid approach, which has recently been
advocated in the field of strategic management (Certo et al., 2017). The
hybrid approach combines the advantages of fixed-effects models and
random-effects models by allowing researchers to simultaneously ana-
lyze relationships at the between-country level (e.g., whether con-
sulting services are more frequently used in countries with higher an-
nual GDP growth) and at the within-country level (e.g., whether the use
of consulting services increases when the GDP growth increases). To
analyze relationships at the between-country level and the within-
country level, we decomposed the independent and control variables
into their between-country and within-country components by cen-
tering variables within country, which means that we first calculated
the country-specific mean for each variable (e.g., the average annual
GDP growth for Germany was 1.25%); this variable is included in the
regression to analyze relationships at the between-country level. We
then subtracted the country mean from each observation (e.g., the GDP
growth in Germany in 1999 was 1.97, so the value of the variable in
1999 is 1.97–1.25= 0.72); this mean-centered variable was included in
the regression to analyze relationships at the within-country level.
Following recommendations in the literature (Certo et al., 2017), we
used the xtreg, re vce(robust) command in Stata 14 to analyze the data.

4.2.4. Findings
Table 3 reports the descriptive statistics, VIFs, and correlations of all

the variables of interest. We found high correlations between Hofstede's
cultural dimensions (rmax = -0.62). However, VIFs indicated no serious
problems with multicollinearity (VIFmax = 3.70).

The results of the regression analysis are reported in Table 4. Model
1 includes only the control variables (r2 = 0.38). Model 2 introduces
Hofstede's cultural dimensions; the change in r2 indicates that the cul-
tural dimensions explain a considerable amount of variance in the use
of consulting services between countries (r2 = 0.57; Δr2 = 0.19).

Regarding the relationship between a country's level of UA and the
use of MC services, the results (Table 4, Model 2) showed a negative
and significant (b = -0.01; p=0.004) coefficient, which supports
Hypothesis 1.

Regarding the relationship between a country's level of

Table 3
Study 2: descriptive statistics, VIFs, and correlationsa.

Variables Mean SD VIF 1 2 3 4 5 6 7 8 9 10 11 12

1. Use of consulting services 0.45 0.30
2. GDP growth (w) 0.03 2.83 3.37 -0.12
3 GDP growth (b) 2.14 1.08 1.85 − 0.07 − 0.00
4. Government expenditures (w) − 0.08 2.72 1.62 − 0.00 − 0.39 − 0.00
5 Government expenditures (b) 36.40 5.33 1.78 − 0.14 0.03 − 0.37 − 0.02
6. Service sector ratio (w) − 0.00 1.80 3.20 0.28 − 0.49 0.07 0.41 − 0.07
7 Service sector ratio (b) 67.85 5.95 2.02 0.24 0.02 − 0.52 − 0.03 0.48 − 0.04
8. R&D expenditures (w) 0.00 0.18 1.86 0.30 − 0.40 0.02 0.21 − 0.04 0.61 − 0.01
9. R&D expenditures (b) 1.62 0.83 2.23 0.48 − 0.05 − 0.27 0.00 0.01 0.03 0.31 0.00
10. Dummy OECD 0.89 0.32 1.92 0.23 − 0.01 − 0.24 − 0.01 0.40 − 0.05 0.48 − 0.02 0.45
11. Uncertainty avoidance 72.99 22.48 3.74 − 0.48 0.06 0.34 − 0.03 0.13 − 0.04 − 0.15 − 0.00 − 0.63 − 0.21
12. Individualism 59.39 19.63 3.57 0.22 − 0.04 − 0.33 0.02 0.28 0.01 0.44 − 0.01 0.45 0.51 − 0.62
13. Masculinity 46.67 23.58 1.63 − 0.08 0.03 − 0.09 0.00 0.22 − 0.01 0.13 0.00 − 0.25 0.09 0.22 0.27

Note: All correlations larger than r= 0.13 are significant (p≤ .05); two-tailed tests.
(w) =within-country variable; (b) = between-country variable.

a n=224.
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Individualism and the use of MC services, the results (Table 4, Model 2)
showed a negative and significant coefficient (b = -0.01; p=0.002),
which supports Hypothesis 2.

Finally, with regard to the relationship between a country's level of
Masculinity and the use of MC services, the coefficient for Masculinity
(Table 4, Model 2) is positive but not significant (b = 0.003;
p=0.098). Thus, Hypothesis 3 is not supported.

To sum up, the findings of our analysis of data from 24 countries
collected from 1999 until 2011 showed that the cultural dimensions
Uncertainty Avoidance and Individualism, as hypothesized, are nega-
tively related to the extent to which consulting services are used; we
found no association between Masculinity and the use of consulting
services. Because the design of study 2 overcame several limitations of
study 1, the findings further increase the confidence in our results.

5. Discussion

The aim of this paper was to investigate the relationship between
culture and the use of professional services, particularly MC services.
The findings of two studies using independent samples offer support for
the hypothesis that higher levels of UA are negatively related to the use
of MC services even after controlling for firm characteristics (study 1)
and countries’ economic development (study 2). Additionally, both
study 2 and the investigation into the extent of consultant use in study 1
support the hypothesis that Individualism is negatively related to the
use of consulting services, whereas none of the analyses indicates a
relationship between Masculinity and the use of consulting services.
The findings suggest that the main mechanisms explaining variations in
the use of MC services in different cultural contexts are variations in the
tolerance for uncertainty and differences in perceived relational un-
certainties (the risk for opportunistic behavior in individualist cultures)
as well as perceived psychosocial uncertainties (the risk of being per-
ceived as dependent and thus weak and incompetent in individualist
cultures).

5.1. Theoretical contributions

These findings contribute to the purchasing and supply management
literature in three ways. First, they contribute to research on the role of

culture in organizational buying behavior. The findings of this study
build on and extend prior research (Davis et al., 2014; Pagell et al.,
2005; Pemer et al., 2014a) by showing that culture, particularly the
dimensions of UA and Individualism, plays a crucial role in the very
first step of organizations’ purchasing process: the decision of whether
to use external consulting services. The finding underlines the crucial
role of culture in the organizational buying process: as previous studies
have shown (Davis et al., 2014; Pagell et al., 2005; Pemer et al., 2014a),
organizations that are located in a specific cultural context differ in the
way they organize the buying process. The current study extends this
line of research by indicating that organizations located in a specific
cultural context might also differ in whether and to what extent they
use professional services. Therefore, almost all steps of the buying
process—starting from the need definition focused in this paper up to
the evaluation—are affected by culture, which makes culture an im-
portant contextual factor that helps better understand cross-country
differences in organizations’ purchasing and supply chain behavior.

Second, and related to the first contribution, the study contributes
to research by establishing a conceptual link between cultural dimen-
sions and the use of management consultants by means of their effects
on consulting buyers’ perceived uncertainties and tolerance for un-
certainty related to service purchasing. While the Uncertainty
Avoidance dimension was argued to influence consulting use, mainly
through affecting the tolerance for performance as well as relational
and psychosocial uncertainty, Individualism and Masculinity were ar-
gued to affect the perceived levels of relational and psychosocial un-
certainty. Unfortunately, the empirical setup of the current study does
not allow for us to verify these conceptual relationships. However, the
consistent relationship between UA and consultant use across the two
studies may be interpreted as an indication that variations in tolerance
for uncertainty (UA dimension) are a stronger mechanism than varia-
tions in perceived uncertainty deriving from varying propensities to act
opportunistically in interorganizational relationships (Individualism
and Masculinity dimensions). The latter relationships only gained
mixed or no empirical support.

Third, the study provides new insights into research on the pur-
chasing of (professional) services (see, e.g., Ellram and Tate, 2015;
Ellram et al., 2007; Fu et al., 2013). Our findings provide tentative
evidence that uncertainties involved in dealing with MC services, which
result from factors such as service characteristics, act as a barrier to
their use by companies in cultures with low tolerance for uncertainty
(high levels of UA). Partial evidence is also provided that individualistic
cultures increase perceived relational and psychosocial uncertainties
and thus are associated with lower uses of consulting services. Per-
ceived relational uncertainties are increased by higher risks of oppor-
tunistic behavior in business relationships in individualistic cultures
and perceived psychosocial risks by strong norms of an independent
and self-reliant manager, which are threatened by the use of external
consultants in such cultures.

These findings are notable because researchers have previously
suggested—despite the lack of systematic evidence—that organizations
often buy professional services, particularly MC services, to reduce un-
certainties related to their business activities (Clark and Salaman, 1996;
Furusten, 2009). For instance, consultants have been argued to reduce
clients’ uncertainty both by providing access to new knowledge and
advice that might benefit organizational performance and innovative-
ness (Abrahamson and Eisenman, 2001; Amara et al., 2016; Furusten,
2009) but also through providing legitimacy to managers and organi-
zations (Canato and Giangreco, 2011; Clark and Salaman, 1996). From
this perspective, conceptual arguments could be made that UA, through
a stronger belief in experts and their knowledge in high UA contexts
(Hofstede, 2001), would be associated with a higher use of consultants.
Similarly, the argument could be made that Individualism, through its
focus on competition and achievement (Cannon et al., 2010; Hofstede,
2001), would be associated with more consultant use to reduce man-
agers’ uncertainty regarding state of the art knowledge and ideas. Our

Table 4
Study 2: results from the regression analysis.

Variable Model 1 Model 2

Control variables
GDP growth (w) − 0.00 (0.01) − 0.00 (0.01)
GDP growth (b) 0.02 (0.03) 0.08 (0.04)
Government expenditures (w) − 0.01 (0.01) − 0.01 (0.01)
Government expenditures (b) 0.00 (0.01) − 0.00 (0.01)
Service sector ratio (w) 0.00 (0.02) 0.01 (0.02)
Service sector ratio (b) 0.01 (0.01) 0.02* (0.01)
R&D expenditures (w) 0.37* (0.18) 0.35 (0.19)
R&D expenditures (b) 0.15** (0.05) 0.08 (0.06)
Dummy OECD 0.05 (0.14) 0.14 (0.12)
Year dummies included Yes Yes
Independent variables
Uncertainty avoidance (b) − 0.01** (0.00)
Individualism (b) − 0.01** (0.00)
Masculinity (b) 0.00 (0.00)
R2 0.38 0.57

Note: Dependent variable: Use of consulting services (turnover of the MC in-
dustry as ratio of the GDP).
Unstandardized coefficients are shown with robust standard errors in par-
entheses.
(w) =within-country variable; (b) = between-country variable.
n= 224.
* p≤ 0.05.
** p≤ 0.01.
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empirical findings, however, do not support such relationships. Thus, it
appears that uncertainty is a double-edged sword when it comes to the
use of consulting services: on the one hand, uncertainty, particularly in
the business environment, benefits the use of consulting services, be-
cause consultants may reduce client uncertainty. On the other hand,
uncertainty is a burden, because consulting services themselves are
associated with significant uncertainties for clients. Our study indicates
that the uncertainties related to the use of consulting services currently
appear to outweigh the reduction of uncertainties consultants can offer
their clients. An interesting question that results from our findings is
whether the increasing involvement of the supply management func-
tion in the purchasing of (professional) services (e.g., Ellram and Tate,
2015; Pemer et al., 2014b; Tate et al., 2010) changes the relationship.
That is, we expect that professional buyers, due to their expertise and
experience, may perceive less uncertainties and risks in the purchasing
of professional services than non-professional buyers (e.g., managers
from other departments). Currently, research has provided little insight
into the question, although we know that purchasing professionals
perceive the purchasing of services as being more complex than the
purchasing of goods (Ellram et al., 2007). Therefore, future research is
needed to explore whether the formalization of the purchasing of pro-
fessional services could affect the relationship investigated in this study.

5.2. Managerial and policy implications

Our study has several implications for practice. First, for multi-
national firms, our results indicate that the local cultural context in-
fluences subsidiaries’ willingness to engage with MC service providers.
Taking this into account might both help understand differences in
foreign subsidiaries’ willingness to use external MC services and inter-
vene in order to increase—or decrease—this. For example, corporate
managers might consider different measures to reduce local managers’
perceived uncertainties in high UA cultures to facilitate their use of MC
services. Examples of such measures might be the establishment of
policies for the use of MC services or the establishment of preferred
supplier agreements that both legitimize and support the use of MC
services.

Second, for multinational or internationalizing MC firms, the cur-
rent study highlights important cultural differences in firms’ sourcing
behavior that may inform their internationalization strategies and sales
approaches. Our findings indicate that establishing a sustainable con-
sulting business in high UA cultures may be more challenging than
doing so in low UA cultures. Clients’ perceived uncertainties are key
factors to address when doing business in these more challenging en-
vironments. This implies a need for different sales approaches in dif-
ferent cultural contexts in order to respond to clients’ differing toler-
ance for uncertainty. In high UA cultures, suppliers of MC services may
be well advised to pay special attention to reducing the clients’ un-
certainties through, e.g., building experience-based trust and net-
worked reputation (Armbrüster, 2006).

Third, for policy makers in nations and regions wishing to expand
the MC services sector, understanding the influence of culture is valu-
able as it helps identify drivers and barriers to the use of these services.
This enables policy makers in government agencies and professional
associations to design strategies for reducing the perceived uncertainty
related to the use of MC services. This can, for example, be done by
developing certifications aiming at reducing the perceived performance
and relational risks often associated with MC services. The findings of
this study indicate that the potential effects of such interventions are
larger in cultures characterized by high levels of UA than in cultures
with lower levels of UA. The results from the current study thus call for
cultural sensitivity, both in practice and research, highlighting the need
to adapt the policies and strategies to the cultural context.

5.3. Strengths, limitations and directions for future research

This paper has several strengths. First, in contrast to many cross-
country studies in purchasing and supply chain management (see Qu
and Yang, 2015), this paper investigates the relationship between cul-
ture and the use of professional services based on a relatively large
cross-country sample (n≥ 10). This sample size increases the power to
detect statistical effects. Second, we test the hypotheses using two in-
dependent data sets. Additionally, while each data set has certain
limitations (e.g., the cross-sectional data used in study 1), the strengths
of each data set (e.g., the longitudinal data used in study 2) compensate
for the respective limitations. Together, the two studies provide robust
evidence for the found relationships.

Despite the strengths, the paper also has some limitations. First, the
methodological design of the current study does not allow for us to
directly assess clients’ perceived uncertainty. The link between the
three culture dimensions, the three uncertainties salient in the pur-
chasing of consulting services and the use of MC services established in
the current paper is conceptual. Therefore, we recommend further re-
search that directly measures clients’ perceived uncertainty in the three
identified dimensions (performance uncertainty, relationship un-
certainty, psychosocial uncertainty) and relates this to the use of MC
services in different cultural contexts. For instance, researchers may
conduct a cross-country survey of managers who are responsible for the
purchasing of consulting services. Based on our conceptual framework,
we would expect the perceived uncertainty (performance uncertainty,
relationship uncertainty, psychosocial uncertainty) of the surveyed
managers to mediate the relationship between national culture and the
decision of whether to use consulting services.

Second, the countries included in our analysis limit the general-
izability of our findings. In study 1, we had to restrict our analysis to
firms from ten countries, seven of which are from Eastern Europe.
Although study 2, which includes data from 24 Eastern and Western
European countries, supports the findings from study 1, we have no
evidence that the findings are generalizable to other regions, including
North America and Asia. Therefore, we recommend future research that
uses data from countries all over the world to test our hypotheses.

Third, our empirical material focuses on MC services. Consulting
represents neo-professional services, which differ from classic profes-
sional services such as law and accounting in their lack of a pro-
fessionalized workforce (von Nordenflycht, 2010). It could be argued
that the lack of professional standards and institutions for neo-profes-
sional services increases perceived performance and relational un-
certainties for clients (Glückler and Armbrüster, 2003). Further re-
search is needed that focuses on other professional services, especially
classical professions, including law and accounting, to confirm the
findings.

Finally, our study does not distinguish between different types and
uses of consulting services or variations in purchasing practices. As has
been pointed out in previous research (e.g., Bolander et al., 2017; van
der Valk and Wynstra, 2014; Wynstra et al., 2006), professional services
may play rather different roles for the users commissioning them, being
more or less central to the organization's operations and involving
different purchasing practices. The purchasing of different types of
services (e.g., IT consulting, strategy consulting) in this regard may
involve different uncertainties and be more or less sensitive to per-
ceived uncertainties. Further research on the relationship between
culture and the use of management consulting services should thus
distinguish between different types of management consulting services
as well as control for different types of purchasing approaches.

Funding

This work was supported by the Swedish Research Council for
Health, Working Life and Welfare [grant number 2014-1502].

F. Pemer et al. Journal of Purchasing and Supply Management 24 (2018) 314–325

323



References

Aarikka-Stenroos, L., Jaakkola, E., 2012. Value co-creation in knowledge intensive
business services: a dyadic perspective on the joint problem solving process. Ind.
Mark. Manag. 41 (1), 15–26. https://doi.org/10.1016/j.indmarman.2011.11.008.

Abrahamson, E., Eisenman, M., 2001. Why management scholars must intervene strate-
gically in the management knowledge market. Hum. Relat. 54 (1), 67–75.

Alexius, S., 2007. Regelmotståndarna: om konsten att undkomma regler [Rule-resisters –
on the art of escaping rules] (Dissertation). Stockholm School of Economics.

Alexius, S., Pemer, F., 2013. Struggling to change an informal field order: professional
associations as standard setters. In: Buono, A.F., de Caluwe, L., Stoppelenburg, A.
(Eds.), Exploring the Professional Identity of Management Consultants. Information
Age Publishing, Greenwich, pp. 119–140.

Amara, N., D'Este, P., Landry, R., Doloreux, D., 2016. Impacts of obstacles on innovation
patterns in KIBS firms. J. Bus. Res. 69 (10), 4065–4073.

Armbrüster, T., 2006. The Economics and Sociology of Management Consulting.
Cambridge University Press, Cambridge.

Armbrüster, T., Glückler, J., 2007. Organizational change and the economics of man-
agement consulting: a response to Sorge and van Witteloostuijn. Organ. Stud. 28 (12),
1873–1885.

Back, Y., Parboteeah, K.P., Nam, D.-I., 2014. Innovation in emerging markets: the role of
management consulting firms. J. Int. Manag. 20 (4), 390–405.

Bäcklund, J., Werr, A., 2008. Constructing the legitimate buyer of management con-
sulting services. J. Organ. Change Manag. 21 (6), 758–772.

Banting, P., Beracs, J., Gross, A., 1991. The industrial buying process in capitalist and
socialist countries. Ind. Mark. Manag. 20 (2), 105–113. https://doi.org/10.1016/
0019-8501(91)90029-F.

Banting, P., Ford, D., Gross, A., Holmes, G., 1985. Similarities in industrial procurement
across four countries. Ind. Mark. Manag. 14 (2), 133–144. https://doi.org/10.1016/
0019-8501(85)90051-3.

Baskerville, R.F., 2003. Hofstede never studied culture. Account., Organ. Soc. 28 (1),
1–14.

Batenburg, R., 2007. E-procurement adoption by European firms: a quantitative analysis.
J. Purch. Supply Manag. 13 (3), 182–192.

Bergh, D.D., Gibbons, P., 2011. The stock market reaction to the hiring of management
consultants: a signalling theory approach. J. Manag. Stud. 48 (3), 544–567.

Beugelsdijk, S., Maseland, R., Hoorn, A., 2015. Are scores on Hofstede's dimensions of
national culture stable over time? A cohort analysis. Glob. Strategy J. 5 (3), 223–240.

Bland, J.M., Altman, D.G., 2000. Statistics notes: the odds ratio. Br. Med. J. 320 (7247),
1468.

Bolander, P., Werr, A., van der Valk, W., 2017. Purchasing pension advisory services in
Sweden–An interpretive investigation into service conceptions and supplier selection.
Ind. Mark. Manag.

Brewer, P., Venaik, S., 2014. The ecological fallacy in national culture research. Organ.
Stud. 35 (7), 1063–1086.

Brock, D.M., Shenkar, O., Shoham, A., Siscovick, I.C., 2008. National culture and ex-
patriate deployment. J. Int. Bus. Stud. 39 (8), 1293–1309. https://doi.org/10.1057/
palgrave.jibs.8400361.

Brown, B.P., Zablah, A.R., Bellenger, D.N., Johnston, W.J., 2011. When do B2B brands
influence the decision making of organizational buyers? An examination of the re-
lationship between purchase risk and brand sensitivity. Int. J. Res. Mark. 28 (3),
194–204.

Canato, A., Giangreco, A., 2011. Gurus or wizards? A review of the role of management
consultants. Eur. Manag. Rev. 8 (4), 231–244. https://doi.org/10.1111/j.1740-4762.
2011.01021.x.

Cannon, J.P., Doney, P.M., Mullen, M.R., Petersen, K.J., 2010. Building long-term or-
ientation in buyer-supplier relationships: the moderating role of culture. J. Oper.
Manag. 28 (6), 506–521.

Carter, J.R., Maltz, A., Maltz, E., Goh, M., Yan, T., 2010. Impact of culture on supplier
selection decision making. Int. J. Logist. Manag. 21 (3), 353–374.

Certo, S.T., Withers, M.C., Semadeni, M., 2017. A tale of two effects: using longitudinal
data to compare within- and between-firm effects. Strateg. Manag. J. 38 (7),
1536–1556.

Chang, W., Ellinger, A.E., Kim, K.K., Franke, G.R., 2016. Supply chain integration and
firm financial performance: a meta-analysis of positional advantage mediation and
moderating factors. Eur. Manag. J. 34 (3), 282–295.

Chen, C.C., Peng, M.W., Saparito, P.A., 2002. Individualism, collectivism, and opportu-
nism: a cultural perspective on transaction cost economics. J. Manag. 28 (4),
567–583.

Chui, A.C.W., Kwok, C.C.Y., 2008. National culture and life insurance consumption. J. Int.
Bus. Stud. 39 (1), 88–101. https://doi.org/10.1057/palgrave.jibs.8400316.

Clark, T., Salaman, G., 1996. Telling tales: management consultancy as the art of story
telling. In: Grant, D., Oswick, C. (Eds.), Metaphor and Organizations. Sage, London,
pp. 167–184.

Cyert, R.M., March, J.G., 1992. A Behavioral Theory of the Firm, 2nd ed. Blackwell,
Cambridge.

D'Antone, S., Bonomi Santos, J., 2016. When purchasing professional services supports
innovation. Ind. Mark. Manag. 58, 172–186.

Das, T.K., Teng, B.-S., 2001. Trust, control, and risk in strategic alliances: an integrated
framework. Organ. Stud. 22 (2), 251–283. https://doi.org/10.1177/
0170840601222004.

Davis, J.M., Mora-Monge, C., Quesada, G., Gonzalez, M., 2014. Cross-cultural influences
on e-value creation in supply chains. Supply Chain Manag.: Int. J. 19 (2), 187–199.
https://doi.org/10.1108/Scm-03-2013-0074.

Day, E., Barksdale, H.C., 2003. Selecting a professional service provider from the short

list. J. Bus. Ind. Mark. 18 (6/7), 564–579.
den Hertog, P., 2000. Knowledge-intensive business services as co-producers of innova-

tion. Int. J. Innov. Manag. 4 (4), 491.
Doney, P.M., Cannon, J.P., Mullen, M.R., 1998. Understanding the influence of national

culture on the development of trust. Acad. Manag. Rev. 23 (3), 601–620.
Ellram, L.M., Billington, C., 2002. Managing professional services costs. CAPS Res. 5 (4),

11–15.
Ellram, L.M., Tate, W.L., 2015. Redefining supply management's contribution in services

sourcing. J. Purch. Supply Manag. 21 (1), 64–78. https://doi.org/10.1016/j.pursup.
2014.10.001.

Ellram, L.M., Tate, W.L., Billington, C., 2004. Understanding and managing the services
supply chain. J. Supply Chain Manag. 40 (4), 17–32.

Ellram, L.M., Tate, W.L., Billington, C., 2007. Services supply management: the next
frontier for improved organizational performance. Calif. Manag. Rev. 49 (4), 44–66.

Ellram, L.M., Tate, W.L., Billington, C., 2008. Offshore outsourcing of professional ser-
vices: a transaction cost economics perspective. J. Oper. Manag. 26 (2), 148–163.

Enders, C.K., Tofighi, D., 2007. Centering predictor variables in cross-sectional multilevel
models: a new look at an old issue. Psychol. Methods 12 (2), 121–138. https://doi.
org/10.1037/1082-989x.12.2.121.

Ernst, B., Kieser, A., 2002. In search of explanations for the consulting explosion. In:
Sahlin-Andersson, K., Engwall, L. (Eds.), The Eexpansion of Management Knowledge:
Carriers, Flows and Sources. Stanford University Press, Stanford, pp. 47–73.

European Bank for Reconstruction and Development, 2008. Management and
Organisation Survey - Sampling Methodology. European Bank for Reconstruction and
Development, London.

Fang, T., 2003. A critique of Hofstede's fifth national culture dimension. Int. J. Cross Cult.
Manag. 3 (3), 347–368.

Faulconbridge, J.R., Muzio, D., 2012. Professions in a globalizing world: towards a
transnational sociology of the professions. Int. Sociol. 27 (1), 136–152.

FEACO, 2011. Survey of the European Management Consultancy Market 2010/2011.
Fédération Européenne des Associations de Conseils en Organisation, Brussels.

FEACO, 2016. Survey of the European Management Consultancy 2015/2016. Fédération
Européenne des Associations de Conseils en Organisation, Brussels.

Fincham, R., Clark, T., Handley, K., Sturdy, A., 2008. Configuring expert knowledge: the
consultant as sector specialist. J. Organ. Behav. 29 (8), 1145–1160.

Frijns, B., Gilbert, A., Lehnert, T., Tourani-Rad, A., 2013. Uncertainty avoidance, risk
tolerance and corporate takeover decisions. J. Bank. Financ. 37 (7), 2457–2471.

Fu, N., Flood, P.C., Bosak, J., Morris, T., O'Regan, P., 2013. Exploring the performance
effect of HPWS on professional service supply chain management. Supply Chain
Manag.: Int. J. 18 (3), 292–307. https://doi.org/10.1108/Scm-04-2012-0118.

Furusten, S., 2009. Management consultants as improvising agents of stability. Scand. J.
Manag. 25, 264–274.

Furusten, S., Werr, A., 2005. The three dimensional construction of management advice
services. In: Werr, A., Furusten, S. (Eds.), Dealing with Confidence. Copenhagen
Business School Press, Copenhagen, pp. 217–232.

Gallouj, C., 1997. Asymmetry of information and the service relationship: selection and
evaluation of the service provider. Int. J. Serv. Ind. Manag. 8 (1), 42–64.

Gao, T., Sirgy, M.J., Bird, M.M., 2005. Reducing buyer decision-making uncertainty in
organizational purchasing: can supplier trust, commitment, and dependence help? J.
Bus. Res. 58 (4), 397–405.

Gelderman, C.J., Semeijn, J., de Bruijn, A., 2015. Dynamics of service definitions—An
explorative case study of the purchasing process of professional ICT-services. J.
Purch. Supply Manag. 21 (3), 220–227.

Giannakis, M., 2011. Management of service supply chains with a service-oriented re-
ference model: the case of management consulting. Supply Chain Manag.: Int. J. 16
(5), 346–361.

Glückler, J., Armbrüster, T., 2003. Bridging uncertainty in management consulting: the
mechanisms of trust and networked reputation. Organ. Stud. 24 (2), 269–297.

Guo, G., Zhao, H., 2000. Multilevel modelling for binary data. Annu. Rev. Sociol. 26 (1),
441–462.

Harzing, A., Hofstede, G., 1996. Planned change in organizations. Res. Sociol. Organ. 14,
297–340.

Hofstede, G., 1980. Culture's Consequences: International Differences in Work-related
Values. Sage, Beverly Hills.

Hofstede, G., 1993. Cultural constraints in management theories. Executive 7 (1), 81–94.
Hofstede, G., 1999. Cultures and Organizations. Software of the Mind. Intercultural

Cooperation and Its Importance for Survival. McGraw-Hill, New York.
Hofstede, G., 2001. Culture's Consequences: Comparing Values, Behaviors, Institutions

and Organizations Across Nations. Sage, Thousand Oaks.
Homburg, C., Stebel, P., 2009. Determinants of contract terms for professional services.

Manag. Account. Res. 20 (2), 129–145.
House, R.J., Hanges, P.J., Javidan, M., Dorfman, P.W., Gupta, V. (Eds.), 2004. Culture,

Leadership, and Organizations - The GLOBE Study of 62 Societies. Sage, Thousand
Oaks.

House, R.J., Javidan, M., Hanges, P.J., Dorfman, P.W., 2002. Understanding cultures and
implicit leadership theories across the globe: an introduction to project GLOBE. J.
World Bus. 37 (1), 3–10.

Huettinger, M., 2008. Cultural dimensions in business life: hofstede's indices for Latvia
and Lithuania. Balt. J. Manag. 3 (3), 359–376.

Johnsen, T.E., Mikkelsen, O.S., Paulraj, A., 2016. The character and significance of Nordic
purchasing and supply management research: a systematic review of the literature. J.
Purch. Supply Manag. 22 (1), 41–52.

Johnson, N.B., Droege, S., 2004. Reflections on the generalization of agency theory: cross-
cultural considerations. Hum. Resour. Manag. Rev. 14 (3), 325–335.

Keeble, D., Schwalbach, J., 1995. Management Consultancy in Europe. ESRC Centre for
Business Research, Cambridge.

F. Pemer et al. Journal of Purchasing and Supply Management 24 (2018) 314–325

324

https://doi.org/10.1016/j.indmarman.2011.11.008
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref2
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref2
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref3
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref3
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref4
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref4
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref4
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref4
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref5
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref5
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref6
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref6
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref7
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref7
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref7
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref8
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref8
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref9
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref9
https://doi.org/10.1016/0019-8501(91)90029-F
https://doi.org/10.1016/0019-8501(91)90029-F
https://doi.org/10.1016/0019-8501(85)90051-3
https://doi.org/10.1016/0019-8501(85)90051-3
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref12
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref12
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref13
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref13
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref14
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref14
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref15
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref15
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref16
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref16
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref17
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref17
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref17
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref18
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref18
https://doi.org/10.1057/palgrave.jibs.8400361
https://doi.org/10.1057/palgrave.jibs.8400361
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref20
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref20
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref20
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref20
https://doi.org/10.1111/j.1740-4762.2011.01021.x
https://doi.org/10.1111/j.1740-4762.2011.01021.x
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref22
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref22
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref22
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref23
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref23
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref24
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref24
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref24
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref25
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref25
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref25
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref26
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref26
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref26
https://doi.org/10.1057/palgrave.jibs.8400316
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref28
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref28
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref28
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref29
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref29
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref30
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref30
https://doi.org/10.1177/0170840601222004
https://doi.org/10.1177/0170840601222004
https://doi.org/10.1108/Scm-03-2013-0074
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref33
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref33
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref34
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref34
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref35
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref35
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref36
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref36
https://doi.org/10.1016/j.pursup.2014.10.001
https://doi.org/10.1016/j.pursup.2014.10.001
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref38
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref38
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref39
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref39
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref40
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref40
https://doi.org/10.1037/1082-989x.12.2.121
https://doi.org/10.1037/1082-989x.12.2.121
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref42
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref42
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref42
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref43
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref43
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref43
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref44
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref44
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref45
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref45
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref46
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref46
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref47
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref47
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref48
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref48
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref49
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref49
https://doi.org/10.1108/Scm-04-2012-0118
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref51
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref51
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref52
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref52
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref52
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref53
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref53
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref54
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref54
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref54
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref55
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref55
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref55
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref56
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref56
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref56
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref57
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref57
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref58
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref58
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref59
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref59
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref60
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref60
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref61
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref62
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref62
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref63
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref63
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref64
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref64
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref65
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref65
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref65
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref66
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref66
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref66
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref67
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref67
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref68
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref68
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref68
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref69
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref69
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref70
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref70


Kipping, M., 2000. Consultancy and conflicts: Bedaux at lukens steel and the Anglo-
Iranian oil company. Entrep.Hist. 25, 9–25.

Kipping, M., 2002. Trapped in their wave: the evolution of management consultancies. In:
Clark, T., Fincham, R. (Eds.), Critical Consulting: New Perspectives on the
Management Advice Industry. Blackwell Business, Oxford, pp. 28–49.

Kipping, M., Wright, C., 2012. Consultants in context: global dominance, societal effect
and the capitalist system. In: Kipping, M., Clark, T. (Eds.), The Oxford Handbook of
Management Consulting. Oxford University Press, Oxford, pp. 165–185.

Kirkman, B.L., Lowe, K.B., Gibson, C.B., 2006. A quarter century of Culture's
Consequences: a review of empirical research incorporating Hofstede's cultural values
framework. J. Int. Bus. Stud. 37 (3), 285–320.

Kustin, R., 2006. A study of Hofstede's culture value survey in a post-soviet country. J.
Transnatl. Manag. 11 (4), 3–17.

La, V., Patterson, P., Styles, C., 2009. Client-perceived performance and value in pro-
fessional B2B services: an international perspective. J. Int. Bus. Stud. 40 (2),
274–300. https://doi.org/10.1057/palgrave.jibs.8400406.

Lowendahl, B.R., 2005. Strategic Management of Professional Service Firms. Copenhagen
Business School Press, Copenhagen.

Luzzini, D., Longoni, A., Moretto, A., Caniato, F., Brun, A., 2014. Organizing IT purchases:
evidence from a global study. J. Purch. Supply Manag. 20 (3), 143–155.

Maister, D.H., 1997. Managing the Professional Service Firm. Free Press, New York.
Makkonen, H., Olkkonen, R., Halinen, A., 2012. Organizational buying as muddling

through: a practice–theory approach. J. Bus. Res. 65 (6), 773–780.
McCabe, D.L., 1987. Buying group structure: constriction at the top. J. Mark. 89–98.
McClintock, C.G., McNeel, S.P., 1966. Cross cultural comparisons of interpersonal mo-

tives. Sociometry 406–427.
McSweeney, B., 2002. Hofstede's model of national cultural differences and their con-

sequences: a triumph of faith - a failure of analysis. Hum. Relat. 55 (1), 89–118.
Miles, I., 2005. Knowledge intensive business services: prospects and policies. foresight 7

(6), 39–63.
Minkov, M., Hofstede, G., 2012. Is national culture a meaningful concept? Cultural values

delineate homogeneous national clusters of in-country regions. Cross-Cult. Res. 46
(2), 133–159.

Minkov, M., Hofstede, G., 2014a. Clustering of 316 European regions on measures of
values: do Europe's countries have national cultures? Cross-Cult. Res. 48 (2),
144–176.

Minkov, M., Hofstede, G., 2014b. A replication of Hofstede's uncertainty avoidance di-
mension across nationally representative samples from Europe. Int. J. Cross Cult.
Manag. 14 (2), 161–171.

Miozzo, M., Desyllas, P., Lee, H.-F., Miles, I., 2016. Innovation collaboration and ap-
propriability by knowledge-intensive business services firms. Res. Policy 45 (7),
1337–1351. https://doi.org/10.1016/j.respol.2016.03.018.

Mitchell, V.W., 1994. Problems and risks in the purchasing of consultancy services. Serv.
Ind. J. 14 (3), 315–339.

Mitchell, V.W., Moutinho, L., Lewis, B.R., 2003. Risk reduction in purchasing organisa-
tional professional services. Serv. Ind. J. 23 (5), 1–19.

Mudambi, S.M., Tallman, S., 2010. Make, buy or ally? Theoretical perspectives on
knowledge process outsourcing through alliances. J. Manag. Stud. 47 (8),
1434–1456.

Muller, E., Zenker, A., 2001. Business services as actors of knowledge transformation: the
role of KIBS in regional and national innovation systems. Res. Policy 30 (9),
1501–1516. https://doi.org/10.1016/S0048-7333(01)00164-0.

Nachum, L., 1999. Measurement of productivity of professional services. An illustration
on Swedish management consulting firms. Int. J. Oper. Prod. Manag. 19 (9),
922–949.

O'Mahoney, J., Heusinkveld, S., Wright, C., 2013. Commodifying the commodifiers: the
impact of procurement on management knowledge. J. Manag. Stud. 50 (2), 204–235.
https://doi.org/10.1111/Joms.12008.

Pagell, M., Katz, J.P., Sheu, C., 2005. The importance of national culture in operations
management research. Int. J. Oper. Prod. Manag. 25 (4), 371–394.

Patterson, P.G., 1995. Choice criteria in final selection of a management consultancy
service. J. Prof. Serv. Mark. 11 (2), 177–187.

Patterson, P.G., Spreng, R.A., 1997. Modelling the relationship between perceived value,
satisfaction and repurchase intentions in a business-to-business, services context: an
empirical examination. Int. J. Serv. Ind. Manag. 8, 414–434.

Pemer, F., 2008. Framgång eller fiasko? En studie av hur konsultprojekt värderas i
klientorganisationer [Succes or failure a study of how consulting projects are valued
in client organizations] (Dissertation). Stockholm School of Economics.

Pemer, F., Sieweke, J., Werr, A., Birkner, S., Mohe, M., 2014a. The cultural embeddedness
of professional service purchasing - A comparative study of German and Swedish
companies. J. Purch. Supply Manag. 20 (4), 273–285. https://doi.org/10.1016/j.
pursup.2014.05.002.

Pemer, F., Werr, A., 2013. The uncertain management consulting services client. Int. Stud.
Manag. Organ. 43 (3), 22–40.

Pemer, F., Werr, A., Bianchi, M., 2014b. Purchasing professional services: a transaction
cost view of the antecedents and consequences of purchasing formalization. Ind.
Mark. Manag. 43 (5), 840–849.

Qu, W.G., Yang, Z., 2015. The effect of uncertainty avoidance and social trust on supply
chain collaboration. J. Bus. Res. 68 (5), 911–918.

Rajala, A., Tidström, A., 2017. A multilevel perspective on organizational buying beha-
vior in coopetition–an exploratory case study. J. Purch. Supply Manag. 23 (3),
202–210.

Reihlen, M., Werr, A., 2012. Towards a multi-level approach to studying entrepreneurship
in professional services. In: Reihlen, M., Werr, A. (Eds.), Handbook of Research on
Entrepreneurship in Professional Services. Edward Elgar, Cheltenham, pp. 3–20.

Richards, M., Yang, Y., 2007. Determinants of foreign ownership in international R&D
joint ventures: Transaction costs and national culture. J. Int. Manag. 13 (2), 110–130.
https://doi.org/10.1016/j.intman.2007.03.001.

Ryu, S., Jang, W., Lee, J., Lee, J.E., 2012. When do organizations behave opportunisti-
cally? The effects of collectivistic organizational culture. J. Appl. Bus. Res. 28 (6),
1305–1314.

Sakalakil, M., Kazi, S., Karamanoli, V., 2007. Do individualists have a higher opportu-
nistic propensity than collectivists? Individualism and economic cooperation. Rev.
Int. Psychol. Soc. 20 (3), 59–75.

Schein, E.H., 1999. Process Consultation Revisited: Building the Helping Relationship.
Addison Wesley, Reading.

Schepers, D.H., 2006. Three proposed perspectives of attitude toward business' ethical
responsibilities and their implications for cultural comparison. Bus. Soc. Rev. 111 (1),
15–36.

Sharma, A., 1997. Professional as agent: knowledge asymmetry in agency exchange.
Acad. Manag. Rev. 22 (3), 758–798.

Sheth, J.N., 1973. A model of industrial buyer behavior. J. Mark. 50–56.
Sheth, J.N., 1996. Organizational buying behavior: past performance and future ex-

pectations. J. Bus. Ind. Mark. 11 (3/4), 7–24.
Shook, C.L., Adams, G.L., Ketchen Jr, D.J., Craighead, C.W., 2009. Towards a “theoretical

toolbox” for strategic sourcing. Supply Chain Manag.: Int. J. 14 (1), 3–10.
Sieweke, J., Birkner, S., Mohe, M., 2012. Preferred supplier programs for consulting

services: an exploratory study of German client companies. J. Purch. Supply Manag.
18 (3), 123–136. https://doi.org/10.1016/j.pursup.2012.03.001.

Smeltzer, L.R., Ogden, J.A., 2002. Purchasing professionals' perceived differences be-
tween purchasing materials and purchasing services. J. Supply Chain Manag. 38 (1),
54–70.

Smith, P.B., 2002. Culture's Consequences: something old and something new. Hum.
Relat. 55 (1), 119–135.

Smith, P.B., 2006. When elephants fight the grass gets trampled: the GLOBE and Hofstede
projects. J. Int. Bus. Stud. 37 (6), 915–921.

Sonmez, M., Moorhouse, A., 2010. Purchasing professional services: which decision cri-
teria? Manag. Decis. 48 (2), 189–206.

Spekman, R.E., Stern, L.W., 1979. Environmental uncertainty and buying group structure:
an empirical investigation. J. Mark. 54–64.

Steensma, H.K., Marino, L., Weaver, K.M., Dickson, P.H., 2000. The influence of national
culture on the formation of technology alliances by entrepreneurial firms. Acad.
Manag. J. 43 (5), 951–973.

Steward, M.D., Morgan, F.N., Crosby, L.A., Kumar, A., 2010. Exploring cross-national
differences in organizational buyers' normative expectations of supplier performance.
J. Int. Mark. 18 (1), 23–40.

Sturdy, A., 1997. The consultancy process - An insecure business. J. Manag. Stud. 34 (3),
389–413.

Sturdy, A., 2011. Consultancy's consequences? A critical assessment of management
consultancy's impact on management. Br. J. Manag. 22 (3), 517–530.

Sturdy, A., Wylie, N., Wright, C., 2013. Management consultancy and organizational
uncertainty: the case of internal consultancy. Int. Stud. Manag. Organ. 43 (3), 58–73.

Taras, V., Kirkman, B.L., Steel, P., 2010. Examining the impact of Culture's Consequences: a
three-decade, multilevel, meta-analytic review of Hofstede's cultural value dimen-
sions. J. Appl. Psychol. 95 (3), 405–439.

Tate, W.L., Ellram, L.M., Bals, L., Hartmann, E., van der Valk, W., 2010. An agency theory
perspective on the purchase of marketing services. Ind. Mark. Manag. 39 (5),
806–819.

van der Valk, W., Axelsson, B., 2015. Towards a managerially useful approach to clas-
sifying services. J. Purch. Supply Manag. 21 (2), 113–124.

van der Valk, W., Rozemeijer, F., 2009. Buying business services: towards a structured
service purchasing process. J. Serv. Mark. 23 (1), 3–10.

van der Valk, W., Wynstra, F., 2014. Variety in business-to-business services and buyer-
supplier interaction: the case of cleaning services. Int. J. Oper. Prod. Manag. 34 (2),
195–220.

Venaik, S., Brewer, P., 2010. Avoiding uncertainty in Hofstede and GLOBE. J. Int. Bus.
Stud. 41 (8), 1294–1315.

von Nordenflycht, A., 2010. What is a professional service firm? Toward a theory and
taxonomy of knowledge-intensive firms. Acad. Manag. Rev. 35 (1), 155–174.

Weber, E.U., Hsee, C.K., 1999. Models and mosaics: investigating cross-cultural differ-
ences in risk perception and risk preference. Psychon. Bull. Rev. 6 (4), 611–617.

Webster Jr, F.E., Wind, Y., 1972. A general model for understanding organizational
buying behavior. J. Mark. 12–19.

Werr, A., Pemer, F., 2007. Purchasing management consulting services - From manage-
ment autonomy to purchasing involvement. J. Purch. Supply Manag. 13 (2), 98–112.

Wynstra, F., Axelsson, B., Van der Valk, W., 2006. An application-based classification to
understand buyer-supplier interaction in business services. Int. J. Serv. Ind. Manag.
17 (5), 2006.

Wynstra, F., Rooks, G., Snijders, C., 2017. How is service procurement different from
goods procurement? Exploring ex ante costs and ex post problems in IT procurement.
J. Purch. Supply Manag.

Zeithaml, V.A., Parasuraman, A., Berry, L.L., 1985. Problems and strategies in services
marketing. J. Mark. 49 (2), 33–46. https://doi.org/10.2307/1251563.

F. Pemer et al. Journal of Purchasing and Supply Management 24 (2018) 314–325

325

http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref71
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref71
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref72
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref72
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref72
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref73
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref73
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref73
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref74
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref74
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref74
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref75
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref75
https://doi.org/10.1057/palgrave.jibs.8400406
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref77
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref77
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref78
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref78
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref79
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref80
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref80
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref81
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref82
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref82
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref83
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref83
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref84
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref84
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref85
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref85
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref85
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref86
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref86
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref86
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref87
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref87
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref87
https://doi.org/10.1016/j.respol.2016.03.018
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref89
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref89
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref90
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref90
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref91
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref91
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref91
https://doi.org/10.1016/S0048-7333(01)00164-0
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref93
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref93
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref93
https://doi.org/10.1111/Joms.12008
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref95
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref95
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref96
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref96
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref97
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref97
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref97
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref98
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref98
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref98
https://doi.org/10.1016/j.pursup.2014.05.002
https://doi.org/10.1016/j.pursup.2014.05.002
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref100
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref100
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref101
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref101
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref101
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref102
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref102
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref103
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref103
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref103
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref104
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref104
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref104
https://doi.org/10.1016/j.intman.2007.03.001
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref106
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref106
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref106
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref107
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref107
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref107
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref108
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref108
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref109
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref109
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref109
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref110
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref110
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref111
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref112
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref112
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref113
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref113
https://doi.org/10.1016/j.pursup.2012.03.001
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref115
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref115
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref115
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref116
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref116
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref117
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref117
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref118
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref118
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref119
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref119
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref120
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref120
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref120
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref121
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref121
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref121
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref122
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref122
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref123
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref123
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref124
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref124
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref125
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref125
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref125
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref126
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref126
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref126
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref127
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref127
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref128
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref128
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref129
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref129
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref129
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref130
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref130
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref131
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref131
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref132
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref132
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref133
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref133
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref134
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref134
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref135
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref135
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref135
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref136
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref136
http://refhub.elsevier.com/S1478-4092(18)30201-2/sbref136
https://doi.org/10.2307/1251563

	The relationship between national culture and the use of professional services: Evidence from two cross-country studies
	Introduction
	Literature review
	Organizational buying behavior
	Uncertainties involved in purchasing consulting services

	Theoretical framework and hypotheses development
	Uncertainty avoidance and the use of MC
	Individualism and the use of MC
	Masculinity and the use of MC services

	Research design
	Study 1
	Data
	Variables
	Dependent variables
	Independent variables
	Control variables
	Statistical analysis
	Findings

	Study 2
	Data
	Variables
	Dependent variable
	Independent variables
	Control variables
	Statistical analysis
	Findings


	Discussion
	Theoretical contributions
	Managerial and policy implications
	Strengths, limitations and directions for future research

	Funding
	References




