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SA, 28]212] PBA| Ol tet e i B o] o] e = 4| 2ho] WA 2| A I A Zhe| AL e (-8 A vs. 22 A)of] wht
e Aoz et FA1A oz, 4849 B¢ g8 reAde] B2 AnA L5 PBAIE] tiet B =7t o F7g 4
o] 3L PBAE ] Tt o o] i ERF o Woket. T12jut A O] o= A A2l of whE 2ol 7} fofm|ShA] ¢
At
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Soll s FEES Fxshs o] 2o Aol
FHO AN EME, AHAZ|ME, AEM, HEM, 7HH-FE

LAME Amazon.com"tA & PBAES 2X]6lo] A|AHS 8

ti5tar Qlek o] - Y @2 =7t A= PBAIEC] A
7HA /12 &4 ] o]n] Z]of| A Bl o] 1} NBA]| < (national
brand; ©|5} NBA|#)&}t th-8& 4= A= BHER &
oFstal QIAIRE, BE =7to| A A B ET} o] A
4 4TS AE A2 ot

<3 1>°f A|AH v}t Zo], PBAIES] A H
E2 AFHolt oA AT 22 45
Aol ofAlotoll M= 2 Al Al Bt A&
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<H 1> 22 27} PBAE 228

=7 e =7 A
Swizterland 45% Hong Kong 5%
United Kingdom 41% India 5%
Germany 34% South Korea 4%
France 28% Taiwan 3%
United States 18% Venezuela 3%
Canada 18% China 1%

Zt&: Nielson Global Private Label Report 2014

Global Private Label Report 2014). ©]]| Bronnenberg,
Dhar, and Dubé(2007)= PBA|Z 0] =7 A|A-4
o] 2 BAo] ZAVTE A A Aok 0|2

A 9% F4 A7/t Bashy s E
s,
wheb B A7 AL b aglo] AuASel

PBA|Zo Thet B et Fufjojof ml2|= FFE
HAS R 2} gtk A Ao 2 2 AE, o2 &
3ta el I HEAZ A E(power distance belief)l|
272 Dol WA o) 20121 pBA|EC
et Bt ol of mXe FFS AT
ﬂa_ﬂ‘ﬂal Ald-2 ?ﬂaﬂ—"} H o] B4t ol tish 7i<lo]

=

(Winterich and Zhang 2014), =2 QAR Ao} 4
2o} jZofof|A Tol] AFE oy 2 utAg 2
ofoll & go] AR E Ut} HHAYAIEL B
3 (inequality)ol] et 484 = 2 (Hofstede 200
AEAGAE O] E2(vs. F2) AFHES T4
TFEI}etal Adstotd = BFe]l B2 Ao
O}Eq #] 1 tH(Hofstede 2001; Oyserman 2006). =,
SARAO] 58 AUAEARS o AE
Bt o) AlFo] o £A45 F vl Fx8kst
7] 412 £491 7HA | oJEsto] AlES A D3lst
3 olof| whet F4-S Hrkste = Aol AstA v

(¢}

5
o]

Ebdth(Lalwani and Forcum 2016).

wetq oleidt ARATSS o B AT
M= Au|RRe] PBAEN thet B B Sl o]
L A 0] wet gebd Aow Agkat
U 0 2 PBAIES E2 E2 NBAIF] H|S
of 747 o] o] A, o] wo] 714
(price-quality inference)®l| 2] Ech= AH A EL TS
PB Aol thet B == TS FA 2l o] S| o] e
oS ‘%}o}ﬁﬂr(Burton, Lichtenstein, Netemeyer and
Garretson 1998). 12|22 AHAAFo] =2 At
gol42 71421 220 o Wol ojEate] 714
o A o2 e PRAIE Y] B0 v 214, 2
A o 2 pBAE ] Hish o FA Al et o W

& Folelg i A0 e, £ oleft
A2 TE 9] PBAIES] Bk B Frjolkof it
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AZHA2|AEo| PBHE2| EfE U TOHoI=of OjXj& dg | 3

2 BB Qe S ARk whol £ A7o] Azt
L gl 2 KA el Sk shAch, Egk 2ol 2
QoloA o] ATHL Y AAY AL 4
H2te] PBAIE ] et B 9 e o] o m] X
Qg EATo.2A nHAR ROk A ok 47 B
o] Tk ore WAL Yol Bt AT S sl

I 0| 2% tjZ
1. SEAUMN| X}H|E2HE (Private Brand)

HEE S5 AACNA 2H 7]
Al

o Harof A A3

)
ol
ol
rlr

H H(McGoldrick
1984; —’g—i%, A48 2016), © % ARFA QI A2 Y

H.I

= A7 5 o {fEAEvt
H]-8 A7 a5 QJth(McGoldrick 1984; 4535,
448 2016)

o

Be 4 11}—;— t EAL
QATE P 4+ 3] A PEAEE 10

1 5} th(Richardson, Dick, and Jain
1994; Steenkamp, Van Heerde, and Geyskens 2010;
Ter Braak, Geyskens, and Dekimpe 2014; Cuneo,
Milberg, Benavente, and Palacios-Fenech 2015). &=
ot EAFA 0 2 NBA|ZHT} U A AL L= 714 of

ol duta o2 AH|ZHE2 PBA|EC] 2242 NB

Al Zel vlel BolZIthar Q14§ Richardson, Dick,
and Jain 1994; EFH X 5 2007;
2016). mtehA 2-H|ARe] PBA|E] Hiet B =
mo|E Aol lo] &H|#Re] 714 gl %é ]
rﬂ%]— 1171-1:.,] O] /RLQ o]- —F_Q_o]— Oﬂ’c:z:]-_% ?l":]'(Hoch
and Banerji 1993; Hoch 1996). =
Hog PBZﬂﬁJ =40] &

TOE, id*é%

9] Zﬂ”o] E%—% —?%94 FH9] FFolHAL 1]
= 71424 FZ(price-quality inference)®] ©|F

A, A3 PBAFE| tiet =Lt Lo o 7} Yol
T}(Lalwani and Forcum 2016).

2. #=7{2|41E (Power Distance Belief)

Hofstede(1984)7} A|Qtgt A A 2] 41 (power
distance belief)= H& o] AlF1} Sl tiaf] 74
¢lo] Zldistal +85t= A=E 42+ ldol
(Hofstede 1984, 2001). ©]|A|7}A] H]wZ3}AE
(cross-cultural studies)< 4 7N1F2]- At
9(individualism-collectivism)of| A%

o] AFA oL, Hofstede(1984)7F w314 25344
s o 7P WA 2l ZRetERAAE vEE E
27 (power distance) A=, AHAZAIE
HlwZated=te] glo] dds] Fast 7igol
(Oyserman 2006). 7HQ15=2]- 9]
& 24 dhat Zoleka, BelAee ol el ol
o] Q149 Z]-O] 7]— A& (power), F-(wealth), 5
(prestige)®] =50l o] GA A= =7l thet A

o]t}(Oyserman 2006).

HYAZAE Y] A2 AAl= g 7glo
Skl Qle #= o] EF-5olu 7Qle] &gt
of| Qli= Zio] of gt AtgtEo] A o] Bt ol
olm et Bl =g 7HA 2L 1 =A] ol 21 tHGao, Winterich,
and Zhang 2016; Hofstede 2001; Oyserman 2006).
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, BE Q7 A = A< (hierarchy)2 WAHoFAL
AL, whebA ol = Abglout d¥ o= QI ALS]A|
O] Bt g2 HTEA] EASHA Hth(Fiske 1990;
Keltner, Gruenfeld, and Anderson 2003). A= 7 2]
g2 JiQlo] o]zt AT FX3H(need for
structure/order) S ZAolgl L7l= HLR
(Zhang, Winterich, and Mittal 2010), T2 A 2] 41d
o] & AFE2 Al AR AIS= e U2
T8t = Aol At v A=A Lgo] W
= AFFES ol Rt AR AIS ] xS AT A
oz 4 FaA = AFS HAth(Carl, Gupta,
and Javidan 2004; Hofstede 2001).

e AsE QEA ol Aot Ropol e 2
5] Atr]o] kO if(see Daniels and Greguras
2014, for reviews) U7|8 Hopo A= At o7
o] AFE 2] k2 ol TH(Oyserman 2006). 1
aiu} 2 b BoF A7AES WA Yol
I AH| (Gao, Winterich, and Zhang 2016; Kim and
Zhang 2014)4} Z-5+1H(Zhang, Winterich, and
Mittal 2010) 5 TRt Fof &= ndvh=
= 9o & Aot #elo] e T AT+

o %0 N

Lalwani and Forcum(2016)2] 9112, o] 59| A
= #EAYA o] 7HE-EFd FEof nA= 9T
= A5HRiTh o] 52 A+ Aifof| EH, HH A
glAgo] E2(vs. ¥2) A daes 30t 8
(need for structure)E T Z5HA 71x]=H], o] =&
of BRAEE 714 whet £A4-¢-4L AP E st = A
ol ZFsHA vEidth £6] 7142 BeEE3 7t
HoHA A2 EXASAY Yae = e 7H

Ha=o]7] mf-&of(Monroe 2012), F+23}|
o @ol L7le aHAE2 7He @

=SS Adstst] fisf o]
ArgstE = Bl AsHAl UERd T Lalwani
and Forcum(2016) - €], Jo and Sarigollu
(2007)= BeAAFo] H A W 55 Aulzt

Sof ujg] AL A A¢
A5o] AE0] 71A0
Ak st
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Holbrook and Hirschman(1982) 5= 7FA] & o]l
AR/A EA4S 7H AlEE A-8A(utilitarian
product) 2 F&FL S §HE-S A= F
X 54 Ad AlE-2 FH= A (hedonic product)
2 FRorledl, A8Ae AanAt 715 AR &
TE SEA717] f5te] AH]ot= AlEolal A=A
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% Qb E7% SJslA BRI, 1A 28
3} 2ol et 8704 717 BAgtT & 4

Qlth(Hirschman and Holbrook 1982; Strahilevitz
and Myers 1998; Kim 2011). Chandon, Wansink, and
Laurent(2000)-> o= ¥ 2] & ¥H(benefit congruency
effect)2t= 7NE-2 Altst=d, oo =2H A
HIZE2 ARAE Fid off A84Q dd9a
AR SEEn o @ol FaAskaL HEAE
T diolle oot Hitiz FH=AQl dEs A
|4Q dEEn o @ol A byl shH
(Chandon, Wansink, and Laurent 2000). E=3F 714
v A TR RAL AHRREA A-8A Q1§
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Ho ZL dbd HZ7EA T2 AL AH|RE7)
Al FEg wol Fotal oA w=T o
G20 £HAE oR T 742 WAo] ma
BAGEAA vs. HIEHA) 2 AE shE I
L2 vs. AR 2x2 F T H(between-subjects)
ARE shedl, 1 A% 3394 ZERAg 2
PotPS AS Aeo] zzns g1/} FZA

Bt 12% 9 =7 YEeEPgtH(Chandon, Wansink,
and Laurent 2000). ©]+= AH|Z}7T HZFAHE FLuf
< o A-8Aol H|sto] AF7HA ] Wl 2ol
of 2A AAE& 22 & AR HolFx
A=

ERL AHIAEE AlF AEE AR o AlF
S DA E ALK (Thompson and Hamilton
2006). Thompson and Hamilton(2006)2] $3+-o] wt
=29 A-8A ] B¢ Folzl FH o] FA|A ] £4
of sHd= Fo #44 A2 (analytical
processing)= A X W, F2HAf o] H-¢- Fo]X] K 9]
oju| ALt Ao F4S Fol o|u|A] A HeA
(imagery processing)< 7 X1t} whebA] A8 2] 7
F= 2RO QIAARQ] SHo] LAl At
sto] AlF9] BFrho]l 24 & ol AA Ao,
AHAES TR AFY 297 £47 Zo] 74

A

o] 31 AgHAQl 7|22 vheo 2 AL B

o
¢

il

(Hirschman and Holbrook 1982; Jaworski and
Maclnnis 1989; Lascu 1991; Kim 2011).

T3} Lalwani and Forcum(2016)= H& 72413
o] 2 AH|AEYFE M (worldyS @ 3ot
3! &5} 4]-2(manageable) FEf = =231 o}
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H|3te] PBRIZEO| Cifgt B £ AH|xte|
24742)0 93 HE FtE|n2lof et Yk
Zolck PHRO2, 48xvs. e 2
? AA2HEO| ES42 PBHES BH
Moz gote ol

2H|Xt| PBRIZO Bigt FtOfel =& AH[A}
o M2 L Et MEF FHH| 22(of maf B
2t2 Aolth A=, HER(vs. 2= AH)
ol 27 dYAZUEO| =&+F PBHZ0
Chet fOiel =2t &5 AOIL.

>||'|.|'|_|

AH|Rpe| QIR E 7t A-FEHO FE2
2ldg X ME 7HH 2o 42 AEX
Ate| PBR|Z0 CHet Ftofel=2te| A
g Zo|ct F, ZEXM(vs. A EAH)2| B2 A
H7g|dEol 225 7HE-F2 FE01
Yot LEte Ao|H, Ol= Z= PBNZEO
thot R2 FOje[=2 O[O & AO|Lt

d



F BH e vlate] YA AL A
E 7} 127} PBAIE] i B B Pl o]

L 9L AFSHE Rolth 1A H 0z, A1
A £ Aol 7H 13} b 28 BESHct

2 A9 7HdE ASsH]l flste] Amazon
Mechanical Turk(©]|S} Amazon MTurk)ol| A4 Lyrkel
= o2 AE-S Al vj=r ZE AFx
stal Sl F 639 SFAE oistloh(d: 46
9,00 177, A= 33.64)). A= 7HE| 2] H=
£ ASAS5 )] AEAE 309, A
%, )9 ARl 3370] ARo] Sealect
o 1ol
[ R

S

off w2t 2714 A& 7}‘31] 2] 4 PB

AHAZAIE-2 “People in higher positions should
make most decisions without consulting people in
lower positions.” “People in higher positions should
not ask the opinions of people in lower positions too
frequently.” “People in higher positions should avoid

social interaction with people in lower positions.

“People in lower positions should not disagree with

decisions by people in higher positions.” “People in
higher positions should not delegate important tasks
to people in lower positions.” 5 57| =3(Cronbach's
a=2882)y= 7THAHEE =45 tH(Yoo, Donthu,
and Lenartowicz 2011; Winterich and Zhang 2014).

A-gAF A o] 2 HS Sl 4 AEe A
|48 “yseful, valuable, beneficial” 5 A| &3}
(Cronbach's a=.789), =/J-2 “pleasant, nice, happy”

S A =3 (Cronbach's a=.666)2 74X =g =74
GPﬁq(Batra and Ahtola 1991).

AH4] BERHE AFEo g Hlk+ “good-bad”,
“positive-negative”, “favorable-unfavorable” 5 A
% (Cronbach's @=.926)& 7HH =2 ZA I th
(Burton et al. 1998).

A BHE AgEol tie Fulelk=x= “The
likelihood of purchasing this product is very high.”
“If I were going to buy this product, I would consider
buying this model at the price shown.” “At the price
shown, I would consider buying the product.” “The
probability that I would consider buying the product
is very high.” “My willingness to buy the product is
very high.” 5 57 &% (Cronbach's @ =.966) 77
A2 =5 tH(Dodds, Monroe, and Grewal
1991).

A AR A A g et o] 224
A 9ol Al = A7 A8 9 Ao 2
o] & t-H & Foto] Lottt At <3 2> A
Al AT} Zo] A8 A= At F L AFFe A
24 (M=4.506)°] A (M=3.578) 2o} =t 1}
ERI(4(59)=6.162, p<.000), FHA =2 Aot w5
A Fre A M=4.369)0] A8 (M=3.354)



HYA2|2Ig0| PBRIFS| B S FO{2=0f OjX|=

.
[=)
Ot

| 7

o Sohi ekt on] folzol gt (1(65)=6.767,
p<.000). THekAl A g Afok Aol chet 2Ae

A5t o] 2ol Ark B % 9]

2) PB AlFol Higt o] A= FF

aHare] B A A I AlE 7HH A2 7 4]
Zpo] AHA BRHE /5ol thet Bikeol A= 9
2 2Rlstr] fisto] AuAte] PBAE] et H

271402 AAN AT AR e n e 4
Q282 & H AHA|5] o] slist] $15H spotlight 4]
= Z13Y5H th(Spiller et al. 2013). 71 A3} <1¥ 1>

A ARt BEeF o] AJF 7| 2|7t -8 AL 7

Z]-__
A

O] Ptk 1REHX } rq1) PB7\ﬂﬁ°ﬂ 1‘410*

2 F5H5E ok, BAAINETH AF Ad HEM-4Eg BHE Aos vegon
1 EEA=0, 2-8A=1), AN G*AF 7} (p=-094) A& 7HEaL 27t AL ¢ dH A
Haee] 4524 EUESE She 2AAAR A9 Zolk pBAIE] et Bz Zol S 714
(moderated regression)= ZYPSIFATHR2=.115, Q2] ererth(ABAZAIE EE vs. =2 3.6 vs.
=002). 24 A} <E 3>o AAE A7 o] W 3.9,p=3093). 9] AHELS ZHHEH, AEA (vs.
A AE*AF 7| L8] o] oA Age F AR ¢ ddAYAE el =255 PBAIE
o) oz yegon @AHer feldolgt & RAHoR WY B S glo] /14 18 4
(8 =0.375, (122)=1.845, p=.067). 2| gt
<HE2>4A8du ety W U 48 22 (A )

HE 2R A A8 %z iy A
AleM 4.678 4333 4.506 3.100 3.565 3.354
M2t 3.656 3.500 3.578 4300 4.426 4369

Alg . aaky 1.0222 8333 9278 -1.2000 -8611 -1.0152
t 4.729 3.933 6.162 -5.301 4319 -6.767
Solstg .000 .000 .000 .000 .000 .000
<E 3> A7 2|Ea AlE 7H|22|7F PBAE 0| CHet Ef=0f| D|2|= Bk
HIEZ3 Al BES A5
t woleg
B HZ3} HiIEL
(A4) 5.334 470 11.354 .000
HEHeLE -263 156 -224 -1.688 094
HZ 7|22 -1.926 612 -.641 -3.145 002
AT2R 375 203 416 1.845 067




o 5.0
-
2.0 4.3 -
4.0 XS
1.0
uEn A2
" PDE_low ®PDB high

<12 1> A= 7o A&}
(E444-ElE)

o/ T

3) PB AE g Foel =l w A G
SR 2 Avlate] BeiAR E T A A
17k AulAte] PBAIF et Fejelze] u)A
E ggele Slsh] glste] 2r|21o] PBAIE]
g o= F45E 5, Bl A A0
AE 7he 22 @ A=0, A-8Al-1), DA 2419
A A0 AEAES BYUSE S
A AR S W HSHHEHR20.120,p-001). 24
£ 450 AN R} o] VA A

gor @AHoR §olHelgltkf=0442, ¢
(122)=1.910, p=.059).
Z7bg 02 YA AE 71 o] A

282 % o 27 271 9A5te] spotlight £42

for

7135 TH(Spiller et al. 2013). A3} <17 2> 4
AA L} o] Al ZHH e 7F AL -5
dHAAEo] 2 (@A o] B
o 1EFEA 2 ) PBAIEC] Wit FHjolx
M=5.0yx= @72 4do] 22 i @FA=IE
o] Pt 1xFHAF 2= off) PBAIF] tigt
TFoo|EM=42)Et @2 Zoz uepgor
(p=078) A& 7227t AL -5 A=A =
Ag 9] Zol= PBAIEC thet Fuj ol o] 2ol &
7 A ke (A A E H vs. Ta 34
vs. 3.7,p=.396). ¥ 2= TN A, AL
(vs. AR 35 dHAZRIEO] F=+5 PB
AlFoll it Fuf =7t Ykl & 4= qlof 71 2

2 Q25
5.0
4.2
~ A :q T
o

ey 3 2}

"

mPDE_low

<12 2> AHZ FIgmele] RAE D}
(EE&HL=T012lT)

<E 4> A2 LGt HIF 7HE|22]7t PBAHIFO St FOi2| =ofl 0|2 =

HIEZ2t A4 HEst A4
t FoletE
B HEZ2z} Bi|E}

(AH2) 5.473 535 10.236 .000
HH M2 A -316 178 -236 -1.777 078
AlE 7|22 -2.253 697 -.657 -3.232 .002

AS2t2 442 231 429 1.910 .059




14. =9

Ad1oAs 2Rt AR A AE PBA|
o] e 1] o] e at-go] 4H|2] PBA|E
S EiE 9 ookl u|x]= JFE ASHE
o} 11 A3 AE s E 7 A Y FS He
2 Ad o] 12 AH| 2= PBA|E || thet et
HA@Ho|w PBAEC tiet Fujo Wolzl=
YA, AE ZHe e st AL 7ol PBAIE
off thet Auzte] B 9 el = AH|RFo] A
A2 o] 2tolof mpat Fata] 2] o3-S E]lst
of, 7Hd 13} 2= B 5 A A H QAT

A9 19] Z7H= PBAIE O thet A4H|# ol A
g 4lgo] 4 kaulidt}%@%%*ﬁu}.zewr

_Lu.4

Ei?ﬂéﬂm

2. Al AH|XIO| QIX|El 7}7-
0474 = 2}

JH

=
AyE 79 B -:?_—*4 491 BuAe A5 AR
7 el 74, B 5 ABAQ PR o oEs)

H

o 13} o7 A 2 Amazon MTurk
2 Botol 5 717 SEATL ARl Foloksict
3

179, WA 35.04). A& 7HH 2

YA E 2 A 1914 ARREUE 571 2%
(Cronbach's a=.890)E°] &Lt AH&-= St
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The Influence of Consumers'Power Distance Belief
on Their Attitudes and Purchase Intensions of Private Label
Brand Products

Yong Lin Kim®, Ho Jung Yoon**, Woo Jin Choi***

ABSTRACT

Private label (PL, hereafter) brand products have been in a growing trend worldwide. Thus, an extensive
amount of research has been done in the PL brand area(e.g., Burton et al. 1998; Cuneo et al. 2015; Hoch 1993,
1996). However, the market shares of PL products vary across markets, being high in some European countries
such as United Kingdom and France, but low in some Asian counties such as China and Korea. Therefore,
Bronnenberg, Dhar, and Dubé(2007) suggest that further research will be needed to address the gap in the market
shares of PL products across markets. To answer this call, our work investigates why the market shares of PL
products vary across markets. Specifically, we draw upon one of the Hofsete(1984)’s cultural typology — power
distance. Power distance refers to the degree to which a society accepts unequal power distributions(Hofseted
1984). The concept of power distance has typically been examined in the country level; however, recent studies
suggest that power distance can vary in the individual level and thus can be used as an individual level
construct(Winterich and Zhang 2014). One’s power distance belief can be defined as “consumers’ acceptance of
power disparity in social interactions (p.266, Gao, Winterich, and Zhang 2016).”

Research shows that one’s power distance belief can affect status consumption(Gao, Winterich, and Zhang
2016; Kim and Zhang 2014), impulsive buying(Zhang, Winterich, and Mittal 2010) and also charitable
giving(Winterich and Zhang 2014). Important to the current work, Lalwani and Forcum(2016) demonstrate that
one’s power distance belief influences his/her need for structure, resulting in his/her greater tendency to rank the
given product options using the price-quality inference. That is, those with high power distance beliefs are more
likely to perceive that high price products will have superior quality compare to those with low power distance
beliefs.

Relying in these findings, the current research proposes that consumers’ power distance beliefs systematically

affect their attitudes towards private label brand products. Specifically, we propose that, for utilitarian products,

* Master student, College of Business Administration, the University of Seoul
** Assistant Professor, School of Business, Sejong University
*** Associate Professor, College of Business Administration, the University of Seoul
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consumers with high power distance beliefs will show more positive attitudes towards PL products compared
with those with low power distance beliefs. However, for hedonic products, the effect of one’s power distance
belief will not be significant. Two studies were conducted to test these predictions and the results and implications
are as follows.

Study 1 was a one factor design with product type(i.e., hedonic vs. utilitarian products) as a between-subject
factor. Sixty three participants were recruited through Amazon Mturk(female 26.9%; Mage=33.6). First, participants
were randomly assigned to either utilitarian or hedonic product condition. Then, two utilitarian/hedonic products
of PL brands were presented and participants indicated their attitudes towards the products and purchase
intentions. Then, as an ostensibly separate study, participants’ power distance beliefs were measured using the
five-item scale of Yoo, Donthu, and Lenartowicz (2011). A regression with product attitudes as a dependent
variable and product type(1=utilitarian; O=hedonic),d power distance belief scale( @ =.882), and the interaction
term as independent variables was run. The results show that, as predicted, the interaction between product type
and power distance belief was positive and significant( §=0.375, t(122)=1.845, p=.067; R2=.115, p=.002; see
Table 1). These results were supportive of our prediction, such that those with high power distance belief were

more likely to show negative attitudes towards PL products and lower purchase intentions of those products.

<Table 1> Effects of Product Type and Power Distance Beliefs on Consumers’ Attitudes towards PL products

Unstandardized Coefficient Standard_1zed
Coefficient t p-value
B S.D. beta
(intercept) 5.334 470 11.354 .000
power distance belief -.263 156 -.224 -1.688 .094
product type -1.926 612 -.641 -3.145 .002
power distance belief 375 203 416 1.845 067
X product type

<Table 2> Effects of Product Type and Power Distance Beliefs on Consumers’ Purchase Intentions of PL products

Unstandardized Coefficient Standard}zed
Coefficient t p-value
B S.D. beta
(intercept) 5.473 .535 10.236 .000
power distance belief =316 178 -.236 -1.777 .078
product type -2.253 .697 -.657 -3.232 .002
power distance belief 442 231 429 1.910 059
X product type
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Another regression with purchase intention as a dependent variable and product type(l=utilitarian;
O=hedonic),d power distance belief scale( @ =.882), and the iteraction term as independent variables was run. The
results show that, as shown in Table 2, the interaction between product type and power distance belief was
positive and significant( §=0.442, t(122)=1.910, p=.059; R2=0.120, p=.001). These results were also consistent
of our prediction.

In study 2, we further investigate the underlying process of the joint effect of product type and power distance
belief. We predict that, for utilitarian products, consumers with high power distance beliefs (vs. those with low
power distance beliefs) will be more likely to use the price-quality inference, resulting in more negative attitudes
towards PL products and lower purchase intentions of PL products. However, for hedonic products, these patterns
will not be observed, since the price-quality inference is not likely to be applied to the hedonic products. To test
these predictions, seventy one participants were recruited through Amazon Mturk(43.6% female; Mage=35).
First, participants were randomly assigned to either utilitarian or hedonic product conditions. Then, as in study 1,
two utilitarian or hedonic PL products were presented and participants indicated their attitudes and purchase
intentions. Then, their price-quality inference and power distance beliefs were measured. The results of
regression analyses were consistent with those of study 1. The interaction between product type and power
distance belief was significant both when the dependent variable was product attitude( 8=-0.218, t(138)=-2.458,
p=.015) and purchase intention( 8 =0.207, t(138)=2.052, p=.042), indicating that those with high power distance
showed more negative attitudes towards the PL products and lower purchase intention of the PL products in the
utilitarian product condition, but not in the hedonic product condition. More important, we tested the mediation
hypothesis using Preacher and Hayes (2004) bootstrapping method and the 90% confidence interval did not
include zero(90% C.1.=[.0003, .1037]), supporting the hypothesis.

Taken together, the results of the two studies show that, for utilitarian products, consumers with high power
distance are more likely to infer that PL products have inferior quality and thus tend to have lower product
attitudes and purchase intentions of PL products. We believe that our findings will contribute to explain why PL
products are not as popular in some Asian counties with high power distance scores as in some European counties
with low power distance scores. Therefore, to overcome this limitation of PL products, we would like to advice
marketing practitioners of PL products to strengthen the good quality of PL products rather than emphasizing the

lower prices, when marketing utilitarian PL products in high power distance cultures in particular.
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