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In some cultures, people move around a lot. For example, 
the United States is considered one of the most highly 
mobile societies (van Minnen & Hilton,  2002). Indeed, 
the country was founded and developed by people will-
ing to move to an unknown land to pursue the possibility 
of a better life, and it is relatively common for Americans 
to change residences to pursue educational, financial, or 
social opportunities. In contrast, in some cultures (e.g., 
Mexico and India), changing residences is much less 
common. And changing residences is not just a cross- 
cultural or cross- national phenomenon: Frequency of 
moves can differ greatly within cultures (e.g., between 
U.S. states, different European countries).

Although the antecedents and consequences of the 
frequency of changing residences, termed residential 
mobility, have been studied at the more macro level (e.g., 
political, sociological, and economic), residential mo-
bility can also have important effects at the individual, 
psychological level. In the target article for this Research 
Dialogue, Oishi and Tsang (2022) review their program 
of research on the psychology of residential mobility and 
the often- profound ways in which residential mobility af-
fects not just what people think, but how people think. 
They discuss how residential mobility affects how people 
think about themselves (self- identity) and how they see 
themselves relative to others (local vs. global identity). 
They also detail research on the downstream conse-
quences of residential mobility, including happiness and 
general subjective well- being, and how highly residen-
tially mobile individuals cope with insecurities and vul-
nerabilities that may arise when they move to new, often 
unknown places and thus lack social connection. They 
provide compelling evidence that residential mobility 

can alter relationship strategies, affect how people com-
municate with each other, influence the types of social 
groups and individuals that people prefer, and affect 
how people view social norm conflicts.

In the first commentary, Wang  (2022) builds on the 
research reviewed by Oishi and Tsang (2022) to introduce 
the concept of mobile residentiality. She notes that recent 
technological advances associated with digitalization, 
flexible working conditions, and the sharing economy 
have made it even easier to change residences, to the 
point that some people may deliberately abandon tradi-
tional notions of residences as single stable entities. In her 
commentary, Wang (2022) looks at the antecedents and 
consequences of mobile residentiality from a consumer 
perspective and builds on the effects noted by Oishi and 
Tsang (2022)— self- identity, social relationships and net-
works, and well- being— to link mobile residentiality to 
consumer decision making, and how mobile residential-
ity may affect the types and frequency of products (or 
experiences) consumers purchase.

In the second commentary, Koo  (2022) also ex-
pands on how the seminal research reviewed by Oishi 
and Tsang  (2022) can be applied to research questions 
fundamental to consumer psychology, but with a par-
ticular focus on cross- cultural consumer research. She 
observes that there has been a continued call for the de-
velopment of new theories organized around cultural 
dimensions beyond individualism/collectivism (Shavitt 
& Barnes,  2019), and residential mobility may repre-
sent one framework that may potentially provide more 
nuances to existing cultural dimensions (individualism/
collectivism, power distance, and tightness/looseness). 
In particular, Koo  (2022) develops research questions 

Received: 4 May 2022 | Accepted: 6 May 2022

DOI: 10.1002/jcpy.1308  

Accepted by Lauren Block, Editor

Target article: Shigehiro Oishi and Shelly Tsang. The socio-ecological psychology of residential mobility https://doi.org/10.1002/jcpy.1310

Commentary 1: Yajin Wang. Residential mobility or mobile residentiality? Exploring the effects of place stability and variety in consumer psychology https://doi.
org/10.1002/jcpy.1311

Commentary 2: Minkyung Koo. Residential mobility and consumer psychology through a cultural lens https://doi.org/10.1002/jcpy.1309

www.wileyonlinelibrary.com/journal/jcpy
mailto:￼
https://orcid.org/0000-0001-7112-6418
mailto:shrum@hec.fr
https://doi.org/10.1002/jcpy.1310
https://doi.org/10.1002/jcpy.1311
https://doi.org/10.1002/jcpy.1311
https://doi.org/10.1002/jcpy.1309


518 |   SHRUM

pertaining to how residential mobility may interact with 
cultural dimensions to influence a variety of consumer 
decision- making processes and behaviors.

Collectively, the target article and two commentaries 
provide a rich context and potential roadmap for under-
standing how residential mobility may be useful in ex-
plaining fundamental consumer decision making and 
behavior. The contribution is particularly timely given 
the increasingly mobile society that technological ad-
vances have created.
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