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Research Goal: The relevance of “flipping direc�on” in conformity behavior across cultures.

STUDY DESIGN

INTRO RESULTS & CONCLUSION
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- Stronger conformity tendency in collec�vis�c cultures 
   (India) than in individualis�c (UK) ones
- More pronounced conformity effect when the 
   outcome of the behavior is nega�ve (thus, le�ng 
   forego an op�on)
- Design implica�ons  inform group recommenda�on 
   algorithms in a way so that most goup members will 
   accept the final outcome

We developed an online experiment in which par�cipants 
needed to reach a posi�ve group consensus on adding a 
song to a music playlist. A�er seeing the group members' 
ra�ngs, the par�cipants had the opportunity to revise 
their own. 

Frequently observed that an individual adapts their 
behavior to fit in with the group's majority opinion: social 
conformity.

Relevance of a online se�ngs and HCI:
- Social interac�ons increasingly happen online
- Spread of misinforma�on: conforming with the majority 
   about the credibility of an ar�cle
- Influence of social nudges on product selec�on on 
   e-commerce pla�orms
- Finding unanimous agreements in group decision-
   support systems
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Take Away: People from collec�vis�c cultures show higher tendencies to conform than people 
                            from individualis�c cultures. For both cultures, the tendency to conform is more 
                            pronounced when the outcome of the behavior is nega�ve.

Chart: Average �ipping behaviors per country based on individual normalized values in the closed interval 
[0,1]. Scores closer to 1 indicate a higher degree of overall �ipping behavior.


