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Psychologists have long portrayed the mind "as a machine or 
computer that is the same in all times and places, while only 
the raw materials processed by the machinery or the data in 
the computer vary" (Fiske, Kitayama, Markus, & Nisbett, 
1998, p. 918). This state of affairs changed dramatically over 
the last decade and a rapidly growing body of experimental 
research documents profound cultural differences in basic 
psychological processes. To date, much of this work has ad- 
dressed the influence of individualism or collectivism, often 
framed in terms of independent vs. interdependent 
self-construals (Markus & Kitayama, 1991; for a compre- 
hensive review. see Ovserman. Coon. & Kemmelmeier. 

ism distinction that has captured the lion's share of recent at- 
tention. 
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