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Sport is a universal element which reflects many facets of the world’s cultures (Mull et al., 2013). Recreational sports, 
competitive physical games played non-professionally, are practiced around the globe in every country. Recreational 
sports are mostly promoted for fitness and fun purposes. However, this study will consider recreational sport as a 
product or service that is promoted for profit in diverse cultural settings around the world. There are many types of 
recreational sports such as CrossFit, Paintball, and Bowling that are promoted as businesses. With the advent of 
globalization, various sporting activities including recreational sports have successfully been promoted and adopted 
into other cultures. Several authors have long argued and proven that culture plays a leading role in the adoption and 
diffusion of products into new countries (Nakata & Sivakumar, 1996) and has an impact on the speed at which 
adoption takes place (Dekimpe et al. 2000, Gatignon et al 1989). These authors posit that consumer purchase 
decision is a function of consumer behavior which is largely influenced by the consumer’s cultural setting (Mooij & 
Hofstede, 2002). Cultural dimensions have a significant effect on the adoption rates of new products and as such 
managerial teams should consider cross-cultural differences when designing marketing plans for new products 
(Yeniyurt & Townsend, 2003). One prominent feature among authors who have studied the relationship between 
culture and product adoption is the use of Hofstede’s cultural model. The Hofstede model has proven to be a useful 
instrument for understanding consumer behavior differences across cultures (Mooij, 2010) and provides managers 
insights on whether to standardize or adapt promotional strategies to local cultural settings (Matusitz & Forrester, 
2009). Some authors have also analyzed secondary socio-economic data such as GDP, urbanization, literacy and 
openness rates in addition to Hofstede’s model to test hypotheses regarding cross-cultural differences (Yeniyurt & 
Townsend, 2003). Conceptually, I argue that managers and promoters of recreational sports should also consider 
cross-cultural differences and the philosophy of the recreational sport they are promoting. My objective is to use the 
Hofstede’s model and socio-economic indicators of China such as GDP and literacy rates to explain why American 
recreational sports such as CrossFit and Bowling might be successful in China. Results from the study would 
provide marketing insights on issues such as deciding whether to standardize or adapt promotional strategies.  
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